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iy 5%2 Tl N THE SW
FAMILY FEUD SOLD
AND THE CB

It's off to the hottest start
of any new game show.

Both the NBC O&Os (for

prime access) and the CBS
Network (for daytime) have
made the new FAMILY FEUD

a firm go for 1988!

And the list of FAMILY FEUD stations
is growing every day.

If your station is on that list, welcome to the
family! To the few holdouts: call LBS today, be-
fore this year’s hottest property is off and running
with someone else.




NAME
THE
FASTEST
GROWING
FAMILY
AMERICA.




Industty becoming one of haves, have nots

By RICHARD MAHLER
Los Angeles bureau chief

More than ever, syndigation has become a feast-
or-famine business.

While some companies hit the jackpot with big
off-network sitcoms or first-run game shows and
action'shows, others scramble to keep afloat.

And the details of profits and losses are not
something industry executives like to talk about.

Special Report: THE STATE OF SYNDICATION

“You don’t know what the hell a guy is getting
for a show,” says Marvin Grieve, president of the
Association of Program Distributors. ‘“You just
have to sit down and try to figure it out.”

With roughly 200 syndication companies divvy-
ing up $875 million a year in barter business, plus
cash fees from more than 200 independent TV sta-

tions (spending an average of 40 percent of their
revenues on programing) and 600 network af-
filiates, that’s a lot of arithmetic.

But because the largest companies in the busi-
ness are publicly traded, much can be gleaned
from annual and quarterly financial reports pre-
pared for government agencies and shareholders.

The consensus among financial analysts sur-
veyed by ELECTRONIC MEDIA is that earnings

(Continued on Page 56)
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AT PRESS TIME

NBC finds radio buyer

NeEw York—Indianapolis-based Emmis Broad-
casting Corp. last week agreed to buy five of
NBC’s radio stations for $121.5 million, NBC said.
Emmis will buy WNBC-AM and WYNY-FM in
New York, WJIB-FM in Boston, WKQX-FM in
Chicago and KYUU-FM in San Francisco, subject
to the approval of the FCC and the boards of both
companies. Two other NBC stations are still for
sale. The deal would create a cross-ownership

conflict in New York for Emmis.

by

Published weekly
Crain Communications

FEBRUARY 22, 1988

New barter unit formed

NEw YOoRK—GTG Marketing and Multimedia
Entertainment announced last week the formation
of a new barter sales unit that will sell all the
barter inventory from both companies. The new
barter unit will also be available to represent
other distributors. The unit, to be headed by Mul-
timedia executive Joseph Cifarelli, will handle

(Continued on Page 2)
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New entries,
cancellations

greet NATPE

By RICHARD MAHLER and WILLIAM MAHONEY
ELECTRONIC MEDIA Staff

Los ANGELES—The overcrowded and intensely
competitive first-run syndication market
claimed more victims last week on the eve of the
25th annual National Association of Television
Program Executives convention.

Paramount Television Domestic Distribution
confirmed the cancellation of its proposed daily
talk program, “The Daytime Show,” which
would have been fronted by ‘“‘Good Morning
America” co-host Joan Lunden and produced by
her husband, Michael Krauss.

“There are currently too many talk shows that
are working,” said Greg Meidel, Paramount’s se-
nior vice president and general sales manager,
who said the company failed to get clearances in
key time periods in the top three markets.

(Continued on Page 206)

NBC wins back
Florida affiliate

By DIANE MERMIGAS
Senior reporter

NBC has won back a VHF affiliate in Jack-
sonville, Fla., the largest of five markets where
the network has upgraded its affiliations in re-
cent years at ABC’s expense.

WTLYV, bought by Gannett Broadcasting from
Harte-Hanks this year, last week announced it

(Continued on Page 4)
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NEWS SUMMARY

The overcrowded and competitive first-run syndica-
tion market claimed more victims last week on the eve of the 25th
annual NATPE conwvention in Houston, when several proposed pro-
grams were pulled. But some new shows are expected to be announced
at the convention. (Page 1)

While some syndication companies are hitting the
jackpot with big off-network sitcoms or first-run game shows and
action shows, others are scrambling to keep afloat. The industry has
become a feast-or-famine business. (Page 1)

WTLV-TV in Jacksonville, Fla., has opted to relinquish
its ABC affiliation to become an NBC affiliate. Jacksonville is the
largest of five markets where NBC has upgraded its affiliations in
recent years, at ABC’s expense. (Page 1)

Station representative firms maintain that their judg-
ments about programing are generally on the mark as they ready their
recommendations for next season’s new crop of shows. (Page 3)

Tribune Broadcasting Co. and former CBS Entertain-
ment President Bud Grant announced a new production partner-
ship that will aim primarily at creating prime-time sitcoms for the
networks. (Page 3)

A new survey of broadcast managers indicated a
widespread negative attitude toward the education students get in
broadcasting colleges. (Page 3)

Sid Sheinberg, MCA’s president and chief operating offi-
cer, said the firm’s executives won’t sit idly by while billionaire Donald
Trump prepares to make a run for the entertainment company. Mr.
Sheinberg reiterated MCA management’s determination not to give in
to “greenmail” threats. (Page 3)

ABC’s prime-time coverage of the 1988 Winter Olympics
won four of its first five nights for the network last week. The strongest
numbers came on Tuesday, Feb. 16. (Page 2)

Congress is reviving the issue of regulations for children’s
television. Several bills have been revived, addressing such issues as
so-called “program-length commercials.” (Page 2)

Paul Hughes was named president of King World Produc-
tions’ new broadcast division. He will head a unit that is designed to
acquire stations for King World. (Page 4)

Van Gordon Sauter, the former president of CBS News, will
go back to the heart of the TV industry with his appearance at the
upcoming NATPE convention. Mr. Sauter will be helping sell “Group
One Medical,” a weekday reality series he developed for MGM/UA
Television Productions. (Page 18)

Although a lot of people have been saying that hour-long
shows don’t work in syndication, a number of stations have been prov-
ing them wrong. (Page 18)

Radio audience ratings for the hours of midnight to 6 a.m.
will be published soon by the Arbitron Ratings Co., it was announced
at the recent Counfry Radio Seminar in Nashville, Tenn. (Page 18)

ABC is close to deciding which of three proposed late-
night shows it will premiere later this season after ‘“Nightline.” (Page
18)

CBS could become a family affair if Preston Robert
Tisch, Laurence Tisch’s brother, joins the board. (Page 22)

U.S. program distributors returning from the annual
Monte Carlo TV market say first-run syndicated product from the
United States is losing its wallflower status with foreign buyers. (Page
206)

By the time the three commercial networks broadcast their
regular evening newscasts, the mystery of how presidential hopefuls
ranked in the New Hampshire primary was nearly over. So the net-
works went after each other instead of the candidates. (Page 206)

Cable TV networks last week were anxiously awaiting an
A.C. Nielsen Co. report providing a first look at how people-meter
demographics compare to diary information. (Page 206)

A New Jersey judge has refused to dismiss assault charges
against WWOR-TYV talk show host Morton Downey Jr. (Page 211)

Winter Olympics wins
four of first five nights

By WILLIAM MAHONEY
Staff reporter

Los ANGELEs—ALlthough it got off
to a slow start its first night, ABC’s
prime-time coverage of the 1988
Winter Olympics went on to win the
next four nights for the network.

At press time, ABC’s strongest
Olympics numbers came on Tues-
day, Feb. 16, the fourth night of the
Olympics.

Helped by the popular pairs fig-
ure skating event, ABC earned a
25.5 rating (percentage of TV
homes) and a 39 share (percentage
of sets in use) for the evening, ac-
cording to A.C. Nielsen Co. That
topped NBC’s 12.4/19 and CBS'’s
8.9/14.

ABC said the ratings from Tues-
day night marked the highest house-
hold delivery for any Winter Olym-
pics.

In February sweeps averages
through Feb. 17, the latest national

ratings available at press time, ABC
had gained slightly on NBC and
pulled a little further away from
CBS. Arbitron’s sweeps period ends
March 1; Nielsen’s ends March 2.

In Nielsen rankings, NBC was
averaging a 16.3/26 to ABC’s 15.8/
25 and CBS’s 13.8/22. In Arbitron
Ratings Co. results, NBC was
averaging a 16.2/25 to ABC’s 15.8/
25 and CBS’s 13.6/21.

ABC pre-empted all of its regular
prime-time series last week for Win-
ter Olympics coverage and will con-
tinue to do so through Sunday, Feb.
28, when the Winter Games wrap
up.

ABC'’s Olympics coverage got off
to a disappointing start Saturday,
Feb. 13, when the network came in
last for the night with a 9.7/17. NBC
earned a 19.1/33 for its sitcom
lineup, and CBS got a 10.3/18.

On Sunday, Feb. 14, ABC’s Olym-
pics coverage was again beaten by
the series on the other two networks

until 9 p.m. (ET), when the sports
coverage beat the other two net-
works’ movies. ABC wound up win-
ning the night with a 19.7/30, ahead
of CBS’s 19.3/29 and NBC'’s 13.3/20.

As a result, ABC placed second in
the week ended Feb. 14 with an av-
erage 14.9/23, coming in ahead of
CBS, which had a 14.2/22. NBC won
with a 16.2/25. The week’s results
also boosted ABC'’s season-to-date
average enough to tie with CBS for
second place with a 13.6/22 for the
season.

On Monday, Feb. 15, ABC’s
Olympics coverage earned the net-
work an 18.1/27 against NBC’s 16.4/
24 and CBS’s 13.8/20.

Finally, on Wednesday, Feb. 17,
ABC won with a 19.3/30, beating
NBC'’s 13.9/22 and CBS’s 11/117.

ABC averaged an 18.6/29 for the
first five days of Olympics coverage,
which was higher than its first five
days of covering the 1984 Winter
Olympics in Sarajevo, Yugoslavia.#

Congress revives kids TV bills

By ROBERT HOMAN

Staff reporter

islation to be marked up in committee by the end of

March.

WASHINGTON—Congress has renewed its effort to bol-
ster children’s TV programing, as well as crack down on
children’s shows that critics allege are “program-length
commercials.”

At a press conference here last Thursday, Sen. Howard
Metzenbaum, D-Ohio, and Sen. Tim Wirth, D-Colo., an-
nounced new legislation aimed at limiting advertising on
children’s TV programs.

The senators’ bill would reinstate Federal Communi-
cations Commission guidelines that had limited ad-
vertising on children’s television to 9% minutes per hour
on weekends and 12 minutes per hour during the week.

Rep. John Bryant, D-Texas, introduced the same legis-
lation in the House last week.

Meanwhile, House telecommunications subcommittee
Chairman Edward Markey, D-Mass., said his subcom-
mittee will hold hearings March 3 on children’s TV legis-
lation.

Rep. Markey said he expects children’s television leg-

The subcommittee will focus on Rep. Bryant’s bill and
legislation introduced last fall by Rep. Terry Bruce, D-
Il

In addition to the ad limits, Rep. Bruce’s bill would
require broadcasters to air at least one hour of educa-
tional programing for children per day.

Sen. Metzenbaum urged broadcasters to voluntarily
curb ‘“abuses” in children’s TV, particularly the com-
mercialization of shows.

But, he added, ‘“‘if the broadcasters don’t act, Congress
certainly will.”

Sen. Metzenbaum said he didn’t have a commitment
yet from Senate Commerce Committee Chairman Ernest
Hollings, D-S.C., to hold hearings on his bill.

Also at the press conference, Action for Children’s
Television President Peggy Charren said her organ-
ziation last week filed a petition with the Federal Com-
munications Commission to launch an inquiry into
whether broadcasters are meeting their obligations in
the area of children’s TV.#
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EM video
available
by satellite

TV stations that wish to follow
ELECTRONIC MEDIA’s daily video cov-
erage of this week’s NATPE con-
vention can receive it via the Westar
4 satellite.

EM’s daily “NATPE News” pro-
gram will be fed this Friday, Satur-
day and Sunday, beginning at 5
p-m., on Westar 4, transponder 7-X,
with an audio subcarrier of 6.2 and
6.8.

The ad-supported program will be
closed-circuited to rooms in the
major convention hotels in Houston.
It will cover live news from the con-
vention and provide interviews and
features on the people and issues af-
fecting NATPE attendees.#

CORRECTION

In the list of NATPE exhibitors on
Page 118 of the Feb. 15 issue, one of
the exhibitors was incorrectly iden-
tified. The correct name of the com-
pany is Major League Baseball Pro-
ductions.#

AT PRESS TIME CONTINUED

the barter sales for “USA Today,” “Donahue” and qther shows.

® NEw York—CBS Chairman William S. Paley, 86, was listed in
critical condition at press time following emergency gall bladder sur-
gery on Feb. 11, according to New York Hospital-Cornell Medical
Center. CBS’s plans for picking a new chairman in the event that Mr.
Paley dies or is incapacitated for a long period of time were unclear.

@ WasHINGTON—San Francisco broadcaster Jim Gabbert said Fri-
day an FCC staff decision may cost him $1 million in earnest money
unless overturned by the agency’s commissioners soon. The FCC last
week refused Mr. Gabbert permission to buy KHIT-FM in San Fran-
cisco from Olympic Broadcasting for $11 million because he already
owns KOFY-AM and KOFY-TV in the same market, thereby raising a
potential violation of the one-to-a-market rule.

® NEw York—The partners involved in the $1.6 billion purchase of
the Storer cable TV systems are expected to restructure the deal
with the pullout of the Robert Bass Group last week. TCI, a partner in
the purchase, is expected to find other ways to fund the deal. Sources
say another partner, Comcast Corp., is disgruntled with the deal.

@ HoustoN—Late news from the site of this week’s NATPE conven-
tion: Sources say Multimedia Entertainment is expected to announce
this week it is not renewing “The Dom DeLuise Show’’; an action-ad-
venture version of the “Superboy” comic books will be announced by
Viacom Enterprises; and Carl Russell, recently retired MCA Television
executive, will receive the NATPE International President’s Award.

@ NEw York—Journalist Douglas Edwards, 70, who has worked for
CBS News since 1942, announced last week he’ll retire from broad-
casting on April 1. He is the senior journalist at CBS News.

@ WasHINGTON—Broadcast Investment Analysts and Frazier, Gross
& Kadlec will merge their appraisal operations, operating from
BIA’s offices here. BIA President Thomas Buono will serve as chief
executive officer of the combined firms.#
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Survey: Broadcasters more critical of colleges

By ROBERT HOMAN
Staff reporter

WASHINGTON—A new survey of broadcast
managers indicates a widespread negative at-
titude toward the education that students get
in broadcasting colleges.

The study, to be released March 19, is a fol-
low-up to a similar survey conducted 10 years
ago and involves a survey of more than 400
top radio and TV managers.

“If anything, the negatives have increased,”
said the report’s principal author, William
Oliver, associate professor of eommunications
at Stephen F. Austin State University in

Related Letters to the Editor, Page 14.

“‘At the very least, we're dealing with solid
perceptions of inadequacy,” he said.

The report comes on the heels of another
recently released study, conducted by the
Roper Organization, in which broadcast exec-
utives gave the nation’s schools a “C” grade in
the overall job they did in training students
for entry-level positions in the industry (ELEC-
TRONIC MEDIA, Jan. 25).

The new report, released exclusively to
ELECTRONIC MEDIA, revealed that viewpoints
have hardened about the perceived inadequa-

cies of college curriculums and that a schism
exists between educators and broadcasters.

Moreover, those surveyed said that colleges
need regular input from professional broad-
casters if education is going to make a differ-
ence.

Specifically, the survey found that broad-
casters hold the following views:

® Sixty-five percent believe that curric-
ulums in broadcasting don’t reflect a realistic
approach to training students for jobs in the
industry.

® Fifty-nine percent think that most broad-
cast instructors don’t have enough knowledge
and recent experience in the industry to do an
adequate job of teaching.

® Forty-seven percent say too many broad-
casting graduates lack potential and that col-
leges should do more to screen out those not
suited for the industry.

® Thirty-nine percent aren’t likely to give
any more weight to a broadcast degree than
any other college degree when evaluating job
candidates.

Mr. Oliver added that 24 percent of those
surveyed had degrees in broadcasting.

“They don't even give these degrees credit
for their own success,” he said.

But Joe Saltzman, chairman of the broad-
cast sequence at the University of Southern
California, said he would like to see “a survey

(Continued on Page 206)
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“Win, Lose or Draw™ succeeded in syndication despite a lack of support from station rep firms.

Reps’ make-or-break calls
play key role for syndicators

By MARIANNE PASKOWSKI
New York bureau chief

NEw YORK—When Buena Vista Television first
began selling “Win, Lose or Draw’ for the 1987-88
television season, few station representative firms
recommended the show to their station clients.

But the new game show, despite lacking the reps’
seal of approval, was successfully launched and
turned out to be one of the biggest first-run hits of
the season.

Mindful of last season’s miscalls, the reps maintain
that their judgments about programing are generally
on the mark as they ready their recommendations for
next season’s new crop of shows.

“Our biggest bomb was not recommending ‘Win,
Lose or Draw’ last year,” admits Dick Kurlander,
vice president and program director at Petry Televi-
sion, a rep firm.

By contrast, Mr. Kurlander is quick to point out
that Petry did endorse countless other shows that
turned out to be winners, including ‘‘Geraldo,”
“Jeopardy!”’ and “The Oprah Winfrey Show.”

Likewise, Petry did not recommend a number of

shows that failed, including Lorimar’s “Value Televi-
sion” and Group W Productions “Getaway,” which
was recently taken out of syndication.

Syndicators generally give the reps high marks on
their programing predictions.

But, not surprisingly, they do not agree with much
of the programing advice the reps routinely dish out
to stations.

In fact, some syndicators say that a rep can kill a
good show with off-the-cuff, damning remarks, like,
“This show couldn’t possibly work anywhere.”

“Reps are human beings, and human beings have
knee-jerk reactions. Sometimes those emotions get
translated to the stations, who make the final deci-
sions,” says Scott Carlin, president of Lorimar’s
first-run syndication division.

But Mr. Carlin says those occasions are rare. Most
reps do make their recommendations based on solid
research, he adds.

Shelly Schwab, president of MCA Television En-
terprises, says that while he has respect for the reps
who make constructive criticisms about a show, some
reps are destructive and have actually soured deals.

(Continued on Page 210)

Bud Grant,
Tribune plan
network series

By WILLIAM MAHONEY
Staff reporter

Los ANGELES—Bud Grant, former
CBS Entertainment president, and
Tribune Broadcasting last week un-
veiled a new production outfit that
will aim primarily to create prime-
time situation comedies for the net-
works.

The new partnership, called
Grant/Tribune Productions, is de-
signed to enable Tribune to offer its
first prime-time network produc-
tion, with CBS as the likely recipi-
ent.

At a press conference here on Feb.
18, Mr. Grant said CBS will get first
look at the sitcoms as part of the
settlement he made with the net-
work when he departed last October
to start his own independent pro-
duction business.

Grant/Tribune Productions be-
comes operational March 1 and will
be based here at Tribune-owned
KTLA-TV.

The VHF independent already has
nine production stages in place, a
fact that drastically reduces the in-
vestment needed to start the new
venture.

Tribune Broadcasting is hoping
that Mr. Grant, who developed
strong ties with Hollywood produc-
tion studios during his long reign at
CBS, will create an “MTM-like" at-
mosphere at Grant/Tribune. That's
a reference to the type of environ-
ment at MTM Enterprises, which,
under the aegis of Grant Tinker,
gave writers and producers broad
creative freedom.

Mr. Grant said the arrangement
with Tribune began in November,
when he met with Tribune President
Jim Dowdle, who also attended last

week’s press conference.

To get the new entity started, Mr.
Grant said he will be hiring a head
of creative affairs, a head of busi-
ness affairs and a chief financial of-
ficer.

None has been named yet.

Mr. Grant said it is possible that
the company could get a series on
the air by next fall.

But he added, “I think being more
realistic, we would have a series on
by midseason in the '88-89 season.”

Asked how long the Grant/Trib-
une deal will last, Mr. Dowdle re-
plied, “We're looking at a 10-year
deal.”

While Tribune’s entry into prime-
time network programing is the ini-
tial emphasis of the partnership, Mr.
Dowdle stressed that Grant/Tribune
will be involved in all aspects of TV
production, and that Tribune will
continue to be a major purchaser of
off-network product.

Mr. Dowdle also was careful to
point out that Tribune Broadcast-
ing’s new interest in producing for
the networks will not reduce the
company’s commitment to produc-
ing and distributing programs
through its Tribune Entertainment
syndication unit, which currently
has 10 first-run television series on
the air.

When Mr. Grant left his post at
CBS, amid reports that the network
was interviewing executives to re-
place him, part of his contract set-
tlement included commitments from
the network to consider his produc-
tions.

Although Mr. Grant was vague
about those commitments last week,
he said that there are no specific
projects for CBS on the table at this
time. #

MCA to resist Donald Trump’s overtures

By DIANE MERMIGAS
Senior reporter

MCA Inc.’s president says the company isn’t
likely to sit by while billionaire investor Don-
ald Trump prepares to make a run for the
company.

Sid Sheinberg, MCA's president and chief
operating officer, last week rerterated MCA
management's determination to remain au-
tonomous and not give in to ‘greenmail’”’
threats by arbitragers hoping tc make a hefty

return on their MCA investment.

But, Mr. Sheinberg told ELECTRONIC MEDIA,
“we think we've taken sufficient measures
over the past year or so to strengthen and pro-
tect the company We have no other plans at
the moment.”

He declined to comment specifically on Mr.
Trump's Feb. 12 disclosure that he will spend
about $1.3 billion to acquire nearly 25 percent
of MCA, with the possible intention of making
a takeover bid for the company.

Sources close to the situation say it's con-

ceivable that MCA could align itself with a
corporate ‘“white knight” in anticipation of
Mr. Trump making good on his promise to
amass 24.9 percent of the company’s 73 mil-
lion shares or attempt a takeover.

Nippon Steel of Japan, with whom MCA re-
cently formed a partnership to develop studio
and theater facilities abroad, could evolve into
such a protective force, analysts say.

Other major corporations that have been
identified as potential white knights for MCA
in the past include General Electric and The

Walt Disney Co., with whom MCA is a fierce
competitor.

Mr. Trump, a flamboyant 41-year-old New
York real estate tycoon, did not return numer-
ous telephone calls to his Manhattan office.

In a filing with the Securities and Exchange
Commission, Mr. Trump said he owned less
than 1 percent, or about 375,000 shares. of the
$5 billion media conglomerate, whose under-
valued stuck had been rising steadilv last
week

(Continued on Page 229)




King World names broadcast division boss

By MARIANNE PASKOWSKI
New York bureau chief

New York—King World Productions an-
nounced last week that a former Viacom execu-
tive, Paul M. Hughes, has been named president
of the company's new broadcast division.

Mr. Hughes, 48, starts work today in King
World's New York office. He will head the new
unit designed to acquire stations for King
World. The executive will be responsible for
identifying desirable properties and will over-
see any that are acquired, the company said.

He said it was too early to speculate when
King World might make its first acquisition.

Regarding King World, he said: “They are a
successful company, and I like their hard-driv-
ing style."”

Mr. Hughes was one of several key executives
who left Viacom International last fall after
their attempt to mount a leveraged buyout of
the company failed, and Sumner Redstone of
National Amusements took over the company.

He was formerly president of Viacom's
broadcast and entertainment groups. He headed
up Viacom’s five TV and nine radio stations and

oversaw the operation of Viacom’s worldwide
syndication, network production, licensing and
merchandising department.

In his new post, Mr. Hughes will report to
Stephen Palley, King World's chief operating
officer. Mr. Hughes will be a senior vice presi-
dent of King World as well as a director.

The news of Mr. Hughes' appointment came
on the heels of King World’s announcement two
weeks earlier that it had hired a new chief
financial officer, Jeffrey Epstein, who had been
with the mergers and acquisitions group of
First Boston Corp., New York.#

Denver, The Last Dinosaur.
A special so special
it's now a weekend series.
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Denver, The Last Dinosaur, the one-hour special
that cleared 162 markets in 30% of the country, is now
available in 13 half-hour episodes for the Fall of ‘88 on
an advertiser-supportedbasis. No show captures the

WORLD EVENTS/Calico

4935 LINDELLBLVD/ST. LOUISMO63108(314) 454-6475

world of today’s kids like Denver. Peppered with
the pop culture of TV, movies, skateboards and dirt-
bikes, it's delightful, weekend programming

that’s fun for the whole family!
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NBC wins
back UHF
affiliate

(Continued from Page 1)
will resume its NBC affiliation
sometime this summer.

Although Gannett officials de-
clined comment on the matter, well-
placed industry sources estimate the
switch will be worth at least $1 mil-
lion annually in additional revenues
each to WTLV-TV and NBC.

NBC will help underwrite much
of the promotional costs associated
with the affiliation switch, which
will be launched during NBC'’s live
coverage of the Summer Olympic
Games in South Korea in Septem-
ber.

That will make WTLV the only
station in the United States to
broadcast live coverage of both the
Winter and Summer Olympic
Games this year, reaping the local
advertising benefits of both.

The VHF station had been an
NBC affiliate for 23 years until it
switched to ABC in March 1980.

ABC executives said they were
disappointed about the switch, but
planned to meet this week with ex-
ecutives of WIKS-TV, the Media
General-owned UHF that's losing
the NBC affiliation.

WIKS is the No. 2-rated station in
Jacksonville, the nation’s 59th tele-
vision market.

The CBS affiliate, Post-News-
week-owned WIXT-TV, is No. 1 in
the market, and the new NBC affili-
ate, WTLV, generally runs third.

In an effort to improve its com-
petitive position, WTLV recently
bought the syndication rights to
“Wheel of Fortune,” *Jeopardy!”
and “The Cosby Show.”

The station’s ownership change—
Gannett took over on Feb. 1—and
the expiration of WTLV'’s ABC con-
tract next month ‘‘provided a
unique opportunity for change,”’
said Linda Rios Brook, president
and general manager of the station.

In the last several years, NBC has
used its prime-time ratings domi-
nance to lure its former VHF affili-
ates back in such markets as Savan-
nah, Ga.; Columbia, Mo; Casper,
Wyo.; and Temple-Waco, Texas,
mostly at ABC's expense.

However, George Newi, senior
vice president of ABC affiliate rela-
tions, said the changes collectively
would have no significant effect on
ABC's national ratings or ad reve-
nues.

Pierson Mapes, president of the
NBC Television Network, said in-
creased compensation payments
were not a factor in the Jacksonville
switch.

“WTLV is getting two Olympics,
the World Series, the Super Bowl,
‘Cosby’ and a 3-point ratings ad-
vantage,” Mr. Mapes said. “What
more could you want?"’

Industry sources say NBC is also
close to deciding whether to switch
from its UHF affiliate in Charlotte,
N.C., to a more powerful new UHF
there after losing its bid for estab-
lished VHF outlets aligned with
CBS and ABC.

NBC was expected to make a de-
cision early this week about moving
its affiliation to WJZY-TV, a new
full-service UHF recently started by
Capitol Broadcasting Co., which ex-
ceeds the technical capacity of
NBC’s current UHF affiliate,
WPCQ-TV.

An impetus for the switch is
NBC’s continuing courtship of
WRAL-TV, a powerful CBS affili-
ate in Raleigh-Durham, which is
also owned by Capitol Broadcast-
ing. NBC currently occupies a UHF
outlet, WPTF-TV, in that city.#
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“Wheel”and “Jeopardy!

19 stations that won't play games with their future.

WLS, Chicago
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KRON, San Francisco
WNEY, Boston
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KSDK, St. Louis
WMAR, Baltimore
KCST, San Diego
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WWIL, New Orleans
WTVD, Raleigh

KWTYV, Oklahoma City
KMOL, San Antonio
WPRI, Providence
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WXEX, Richmond
KVBC, Las Vegas

KTVN Reno

WTMJ, Milwaukee
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Nationwide
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Senator tests FCC nominees

Sen. Ernest Hollings, D-S.C., has taken the
extraordinary step of requiring Brad Haolmes and
Susan Wing, whose nominations to the Federal
Communications Commission are pending, to
submit written responses to more than 50 ques-
tions about their personal views on a variety of
issues, including the fairness doctrine. Ralph
Everett, chief counsel and staff director of the
Senate Commerce Committee, told The Insider
that Sen. Hollings is personally reviewing the
responses, which were not made available to the
public. While Mr. Everett said the committee had
subjected other presidential nominees to similar
scrutiny, others on the committee said the treat-
ment was highly unusual. “I don’t recall it ever
happening before,” said one Republican source.

* %k ok

Bob Bennett, formerly with Metromedia and
most recently with New World Television, says he
wants to acquire TV stations now that he’s off on
his own. Since Mr. Bennett left his post at New
World in January, he’s been on the prowl for TV
stations in the top 25 markets and says he has at
least one potential deal in the works.

* ok

Insiders say the CBS Television Network is
close to cutting a deal with Vestron Television to
develop a regular half-hour weekly prime-time
series based on Vestron’s big box-office hit,
“Dirty Dancing.”

* % ok

Mattel Inc. is shopping for a possible new distributor for
the toymaker’s interactive “Captain Power and the Sol-
diers of the Future” TV series. “We think it’s going to be
renewed,” says Spencer Boise, Mattel’s vice president of cor-
porate affairs, about the 1-year-old program’s immediate
future. Mattel currently syndicates ‘“Captain Power” to 91
TV stations through its in-house MTS Entertainment syndi-
cation division. The unit now faces an uncertain future
as the result of “a re-evaluation of priorities” taking place
within the company. Mattel lost $113 million last year and
has laid off about 500 employees. No final decision has been

Many fans of Bob “Captain Kangaroo” Kee-
shan and his “CBS Storybook” series were curi-
ous when both disappeared without explanation

BRAD HOLMES SUSAN WING

Wrote responses to 50 questions at request of Sen. Ernest Hollings

made about the production, nor is there word on whether
TeleTrib will continue to sell national barter time on the
show.
* % ok

NBC’s research honcho, Bill Rubens, will hold a news
conference Tuesday to unveil some new information about
the TV viewing habits of college students who live away from
home. An NBC source promised that Mr. Rubens will reveal
audience information that could prove beneficial to “Late
Night With David Letterman” and “Saturday Night Live,”
two shows known to be popular with the college crowd but
whose ratings don’t always reflect that popularity.

volves around the perils of two Australian youths convicted
of smuggling heroin.

this week, because Allen Funt and his television crew will be
on the scene delivering that heart-stopping one liner,
“Smile, you’re on ‘Candid Camera.’ ” Blair Entertainment
is resurrecting the program in syndication this fall and may
be shooting segments at the NATPE convention in Houston
for a show they hope to air at the convention on Thursday
and Friday.#

from the network’s Saturday morning schedule
in December. But a spokeswoman for CBS, which
produces the show under a long-term contract
with Mr. Keeshan, says the show will be back
again in September.

* * %

While acknowledging that layoffs are being ex-
ecuted at three of the seven Fox-owned TV sta-
tions, sources at the company are calling the
moves a “pruning” unrelated to the performance
of the Fox Broadcasting Co. At Fox’s KTTV-TV
in Los Angeles, about 20 employees in the ac-
counting department were laid off, while at
WTTG-TV in Washington, some of the nine to 14
positions to be cut from the staff include posi-
tions in the news department. Meanwhile, the
extent of the cuts at the third Fox station,
WNYW-TV in New York, are still unknown, but
sources say nine technical employees may lose
their jobs.

* % %

Expect Samuel Goldwyn Television to soon an-
nounce its first miniseries for network TV. “A
Long Way From Home” will begin production
in March in Australia and Malaysia for a No-
vember run on CBS. Julie Christie will make
her television debut in the miniseries, which re-

* % *
And finally, a word to the wise: Better behave at NATPE

—Written by Marianne Paskowski from bureau reports

INTO ORBIT!

Americas finest videotape
duplication center offers pro-
gram syndicators a choice:

11 They can have their pro-
grams tfransmitted via a satellite
signal, or

2) They can have them dis-
tributed to stations in the form
of videotape.

The videotapes—in all formats
—are prepared and shipped
from Video Dub’s New York
facilities, or satellited
through our own up-link system
to all of your destinations.

Moreover, with VDIs exclusive
ComSyn +? service we'll provide
a computerized link between
scheduling, duplication and
tape or satellite distribution of
your programs.

Tape or satellite. We'll get you
where you want to go.

VIDEO DUB INC.

423 WEST 55TH STREET NEW YORK NY 10019 (212) 757-3300.
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Maintaining prosperity

As the National Association of Television Program
Executives’ silver anniversary convention of syndi-
cators and buyers opens this week, few can deny that
NATPE is one of the television industry’s major
forces and syndication its most dynamic sector.

The last 25 years have seen syndication grow from
the shy stepchild of a network-dominated industry
to a favored son, with bigger times yet to come.

Indeed, while the major broadcast networks pull in
their horns in the face of declining audience shares
and increasingly restless affiliates, syndication is
growing even friskier. Network-size production bud-
gets and network-like barter arrangements for first-
run shows have become commonplace, blurring the
lines that have long kept network and non-network
television separate and unequal.

Meanwhile, the cabled segment of the television
industry, largely through the enterprising USA Net-
work, is beginning to provide a new distribution
window for syndicators, expanding their market still
further.

Network affiliates are also showing increased in-
terest in syndicated programs, especially the new live
specials. For their part, independent stations are
growing smarter, more sophisticated and more stable
as they reach a new level of maturity.

Amid all the roses, however, there are thorns.
There is, for example, the simultaneous emergence
of a two-tier syndication industry and a two-tier
syndication market.

Syndicators are polarizing into major players on
one side and small outfits on the other. Likewise, TV

stations are dividing into those owned by big groups
and those with pockets that aren’t nearly so deep.

The endangered species in this new television in-
dustry social structure is a strong middle class, al-
ways the backbone of any stable society. A world of
haves and have nots can be expected to become a
world of unequal and therefore unfair competition.

Already, as we report elsewhere in this issue, there
is marketplace concern that prices are uneven. There
is also widespread resistance to prices, perhaps be-
cause no one really knows what is high and what is
low.

Such a suspicious climate can produce malignant
mistrust and cynicism. A good preventive would be
for syndicators and stations alike to become more
forthcoming about discussing the prices they charge
and pay.

Finally, since it is clearly in the best interests of
the entire TV industry for the major networks to re-
main strong and viable, something has to give in the
network-studio relationship. Specifically, the finan-
cial risk studios face when producing certain types of
network shows must be lessened. This can be done by
finding a way for networks to pay a larger share of
production costs in exchange for receiving at least a
limited share of the syndication revenues that come
later.

The challenges of the future are as formidable as
the accomplishments of the past are intoxicating. We
can only take heart in the knowledge that the televi-
sion industry has smart, peppy organizations such as
NATPE to lead the way.#
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LETTERS TO THE ED!TOR

Networks were wrong
to black out Reagan

It’s unfortunate that the major television
networks decided not to telecast President
Reagan’s address on aid to the Nicaraguan
freedom fighters last week.

Their decision denied over 50 percent of
the nation without cable television the op-
portunity to hear the president’s unedited
appeal plus the reply of the Democrats.

Considering the closeness of the House
vote, the American viewing public should
have the chance to judge for themselves the
importance of this debate during a prime-
time forum.

Instead, the three networks felt that
“Matlock,” ‘48 Hours” and “Who’s the
Boss?”’ were more newsworthy than a ‘“re-

lpeat” of one of the most critical national
security issues of this decade.

What was untimely for the network was
the presidential request during the midst of
the all-important February ratings period.
The combination of audience loss and com-
mercial “make-goods” would have affected
the revenue flow of both the network and
their affiliates.

For competitive reasons, it would have
been extremely difficult for one network to
unilaterally air the presidential address,
while sacrificing valuable rating points to
the other networks.

As a broadcaster, I strongly opposed the
codification of the fairness doctrine due to
its infringement on First Amendment
rights of television and radio stations. The
government should never be in the position
of dictating to any media outlet how to
balance the news and what to program.

However, this constitutional freedom
does carry an equal responsibility.

In this instance, a wider television audi-
ence was diluted as a sizable percentage of
Americans was unable to see and hear
Reagan’s appeal on the eve of the historic
Contra aid vote.

Our national over-the-air networks are
now ceding the primacy of full news cover-
age to cable television.

It will be detrimental to our democracy if
our access to breaking news events and
public forums are limited to the geographic
areas served by cable and the willingness
to pay for this information.

The president should have a reasonable
opportunity to “go over the heads of Con-
gress’’ by directly presenting his case to the
American public, thus enabling them to

make their views—right or wrong—known
to their elected representatives.

I feel that the major networks dropped
the ball by not airing the president’s
speech. It was a disservice to the nation.

Paul McCarthy
Paul McCarthy for Congress
Lynnfield, Mass

Tell us what
you’re thinking

ELECTRONIC MEDIA welcomes letters
to the editor. If you want to speak out,
write to Viewpoint, ELECTRONIC MEDIA,
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All letters are subject to publication
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Letters may be shortened and gram-
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are published. However, exceptions to
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compelling.}
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Balance of Power
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Arbitron will
rate overnight
radio daypart

By ADAM BUCKMAN
Staff reporter

NasHVILLE—Arbitron Ratings Co. announced dur-
ing the recent Country Radio Seminar here that it
will start publishing audience ratings for the hours
of midnight to 6 a.m.

Ratings for the so-called overnight daypart could
be particularly significant to country radio because
nearly one-fourth of its weekly audience listens dur-
ing that time, according to an Arbitron study.

Arbitron revealed the results of its country radio
study at the 19th annual Country Radio Seminar,
which was held Feb. 11 to 13 at the Opryland Hotel
here.

Arbitron’s study found that 23 percent of the coun-
try radio audience tunes in during the overnight day-
part, which has been the most neglected daypart in
radio. Station programers haven’t concentrated on
overnight because it wasn’t measured by the ratings
services.

Arbitron’s Rhody Bosley, vice president of radio
sales and marketing, announced at the convention
that overnight audience figures will appear this
spring, when Arbitron’s winter 1988 ratings reports
are released.

Overnight measurement has been in the works for
about a year, an Arbitron spokeswoman said.

Arbitron’s study, which is called “Country Radio
Today,” also found that one out of six Americans
listens to a country radio station at least once a
week.

The study also says that 64 percent of all adult
country listeners are in the 25-to-54-year-old age
group. That demographic group is the one requested
the most by radio advertisers, according to major
radio representative firms, Mr. Bosley said.

Nearly 1,000 country radio programers, general
managers and country record promoters attended this
year’s Country Radic Seminar. That’s about 200 more
participants than the seminar’s organizers—the Coun-
try Radio Broadcasters Association—had anticipated.

In his opening address, CRB President Mike Oat-
man advised country radio broadcasters to campaign
for improvements in the way record playlists are as-
sembled by record trade publications.

Referring to ‘“‘the hypocrisy of the chart system,”
Mr. Oatman later explained to ELEcC-
TRONIC MEDIA that the system under which radio
station programers report the records they play to
trade publications “is flawed.”

Record promoters, he explained, are paid by rec-
ord companies according to how well records move
up the charts.

As a result, radio station programers who might
want to improve their relationship with a certain
promoter sometimes report records that they’re not
actually playing, said Mr. Oatman, who is a partner
in Great Empire Broadcasting, a Wichita, Kan.-based
chain of eight country stations.

Mr. Oatman also admonished country stations for
underpaying their programing staffs. “I’ve never seen
an industry that underpaid its people so poorly,” he
said.

Also, Mr. Oatman declared that country music has
made a comeback during the last few years, guided by
a resurgence in traditional country music styles. But
others said artists on some independent labels aren’t
getting airplay because the records are technically in-
ferior to those from established companies.#
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Sauter
to hawk
new show

By DIANE MERMIGAS

Senior reporter

More than a year ago, Van Gordon

“Magnum, P.L” is among the off-network hours on KTLA-TV in Los Angeles.

Hour power

Hour shows work for some stations

By RICHARD MAHLER
Los Angeles bureau chief

Who says one-hour shows don’t work in
syndication?

Lots of people do. But that hasn’t stopped
many stations from successfully programing
off-network hours, often making more profit
for a given time period than popular half-
hour sitcoms.

“Hours got labeled as bad news, and I
think that’s silly,” says Larry Fraiberg, pres-
ident of MCA Broadcasting, regarding the
success of off-network hours on MCA’s
WWOR-TV in New York.

Adds Bob Lewis, program director for
WHBQ-TV in Memphis, Tenn.: “We're not
clobbering the market, but we’re making a
living and offering good counterprogram-
mg'YY

In Los Angeles, Steve Bell, senior vice
president and general manager at KTLA-TV,
proudly calls his station ‘““The King of
Hours.”

And in Oklahoma City, Okla., Don Ri-
chards, general manager of KAUT-TV, ex-
pressed an opinion held by many station
managers: “There are bad hours and good
hours, just like everything else.”

Yet there is a widespread consensus in the
TV world that the market for off-network
hours has turned soft.

That perception has led some syndicators
to remove their product from the market or
take it to cable TV rather than risk a cold
shoulder from broadcast stations.

Among shows that are going to basic cable
networks before runs in broadcast syndica-

tion are MCA’s “Miami Vice” and “Murder,
She Wrote,” and Orion’s ‘“Capney & Lacey.”

Analysts point ovt that in the past many
one-hour series competed for buyers, while
only a handful have veen anmnunced for this
fall. TeleVentures’ “Hunter’” and MNew
World's “Highway to Heav:.n" are having
modest success, but the fate of MTM’s “St.
Elsewhere” in syndication is i'nclear.

Despite the feelin;, by som. 1 the TV bausi-
ness that hours are on theiir way out, some
stations still find them to be 2 good source of
revenue. They say they get more for their
money than they would with big-name sit-
coms or talks shows.

In Memphis, WHBQ has averaged a 7 rat-
ing (percentage of TV homes) and ar 18
share (percentage o’ sets in vse) this season
with “Dukes of Hazzard” reruns at 3 p.m.
opposite “The Oprah Winfrey Show,” which
dominates the time period.

At 9 am., WHBQ manages a 6 or 7 rating
for vintage ‘‘Bonarza’’ rcpeats against
“Donahue,” and wilil recently pre-empted
its 10 a.m. ABC sitcom feed to run off-aet-
work “Dynasty”’ segments.

Recognizing that nis competitors are pay-
ing blue-chip prices for top-rated first-run
fare, Mr. Lewis speculates that WHB® is
“probably making more money than they
are” for the time periods in cuestion.

Those sentiments are echoed at KTLA-TV
by Mr. Bell, head of the Tribune-owned in-
dependent. “Even though w= paid $125.000
an episode, ‘Magnum, P.I.’ has proven ta be
one of the biggest bargains we ever maie,”
he says of the 6 p.m. KTLA show.

(Continued on Page 74)

Sauter was maneuvering the rocky
boat that was CBS News.

But the management shakeups and
other upheaval that hit the network
eventually cost him his job as CBS
News president.

This week, Mr. Sauter will be back
in the heart of the TV industry,
working the floor at the National
Association of Television Program
Executives convention.

He’ll be helping to sell a weekday
reality series from MGM/UA Televi-
sion Productions that could do for
the medical profession what syndi-
cated courtroom shows have done
for the judicial process.

““Group One Medical” is Mr.
Sauter’s latest, but by no means his
only, post-CBS preoccupation. His
other activities have included writ-
ing newspaper articles, doing TV
commentary, making speeches,
working on TV scripts and a book
and starting a production company.

But his most rewarding accom-
plishment, he said in a telephone in-
terview with ELECTRONIC MEDIA from
his new California home, was
“catching a tenacious fish on the Big
Horn River in eastern Montana.”

The eloquent and gregarious Mr.
Sauter still prides himself on being
the sportsman with a heart, defying
the rumors that beset him during his
second, brief and tumultuous tenure
as CBS News president.

“I never felt an obligation to stay
in the news business my whole life,”
he says.

“In spite of the fact that people
said I was ambitious and only con-
cerned with climbing the corporate
ladder, I assure you I never was.

“I'm perfectly happy reading my
books and writing my articles and
going fishing.”

Mr. Sauter says he also does not
feel uncomfortable, having worked
in news for so many years, walking
the fine line between fact and fic-
tion in his latest television endeavor,
“Group One Medical.”

The concept of the half-hour, five-
day-a-week series, which has been
endorsed by the American Medical
Association, may help close the gap
between the public and the medical
profession by inviting viewers to
watch the conversations and rela-
tionships between doctors and pa-
tients unfold.

The series relies on a core trio of
qualified doctors and their real-life
patients with cases re-enacted for
the TV cameras.

More than 30 TV stations, many of

(Continued on Page 80)

ABC narrowing choices for post-‘Nightline’ slot

By WILLIAM MAHONEY
Staff reporter

Los ANGELES—ABC is nearing a decision on
which of three proposed late-night strips it
will premiere later this season after “Night-
line.”

Although ABC Entertainment officials
won't comment, sources say the network is
moving quickly on the project in order to dis-
suade affiliates from buying alternate pro-
graming for that daypart when the National
Association of Television Program Executives
convenes in Houston this week.

ELECTRONIC MEDIA has learned some details
regarding three projects that are said to be in

the running as the new late-night vehicle.

Among the shows under consideration are:

® A pilot of a program titled “ABC’s Wide
World of Entertainment.” The show was pro-
duced in November for the network by George
Merlis, chairman of J-Nex, who describes it as
a one-hour variety program.

Mr. Merlis, a former executive producer of
ABC’s “Good Morning America’”’ and Para-
mount’s “Entertainment Tonight,” said he be-
lieves the network has already tested the pilot
on some cable systems. The effort could also
be used as a weekly program if rejected as a
strip, he said.

® A late-night pilot from Vin Di Bona Pro-
ductions, which currently does Saturday

morning’s “‘Animal Crack-Ups” for ABC. Vin
Di Bona, the company’s president, declined to
describe the concept of the new show.

He did say, however, that it was an idea that
originated at ABC.

® A show from Ken Erlicht Productions
that Mr. Erlicht, the executive producer of the
proposed series, described as a ‘‘talk-type
show” with Rick Dees, a morning air person-
ality on KIIS-FM here.

The producers of these projects said they
believed that hour shows had tested better
than the original half-hour concept that ABC
considered for the post-‘‘Nightline” slot.

Squire Rushnell, ABC vice president of late-
night and children’s programing, di{ not re-

turn calls.

An ABC spokesman declined to specify ex-
actly how many or which pilots are being con-
sidered, but he did say the program that’s se-
lected will probably go on the air this sum-
mer. He said recent published reports
attributed to Mr. Rushnell saying that the net-
work had narrowed its decision down to two
projects were not accurate.

“If Squire said that, he didn’t meéan it,” the
ABC spokesman said.

ABC’s last efforts to program the post-
“Nightline” time period included talk shows
with Dick Cavett and Jimmy Breslin. The pro-
grams were plagued by- poor ratings and low
clearances before being canceled. #




m Proven success in network television and motion
pictures.

® Renewed for second season on ABC-TV and now
available in syndication.

m 65 '2-hours available for Fali '88—including 30
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Our fleet will still be in orbit
when the ball drops m Times Square.

We can’t predict what the cable TV business
will be like when the twenty-first century rolls
around. But we at Americom predict that we’ll
still be carrying your programs to the cable
industry. We’d like to fill you in on our plans so
that you can start making yours.

Americom currently has four cable birds in the
sky. The flagships of our fleet, Satcom I11-R and
IV, are now fully booked. (No wonder. They reach
about 40 million subscribers.) But as program-
mers move to our new Ku-band birds, tran-
sponders on I1I-R may become available. And
customers on our other C-band satellites will be at
the top of the waiting list.

.....

Space is also available on our C-band Satcoms
I-R and II-R. (But maybe not for long: Both are
half sold out.) They round out a delivery system
that includes the industry’s best-watched birds.
This year over 15,000 cable headend dishes will
be aimed at our satellites.

The satellites we have in the sky are only half
the story. We can also build new satellites to satisty
your transponder requirements.

We’ve made a bigger investment in the future
of the cable business than any other satellite com-
pany. And we’re taking steps to help reduce the
investment you have to make. New programmers
can take advantage of our “grow-with” rates that



-

-

allow them to pay less now and more later. And
we're offering discounts on satellite “end-of-life”
contracts for programmers who want to control
their own destinies.

And now that we’re a part of GE there’s even
more reason to believe we’ll continue as a strong
contender in the cable business.

Now that you know our plans, you might be

wondering what other satellite carriers have up
their sleeves. So far, they’re not committing much.
And there’s probably a good reason why.

As you choose a satellite company for the
future, you can be sure of one thing: When the
ball drops on New Year’s Eve 2000, and the band

? o‘! * g

starts to play, this old acquaintance won’t be forgot.

To find out more about your delivery options
for the future, contact Bill Berman, Director,
CATV Services, Americom Video and Audio
Services, 4 Research Way, Princeton, NJ 08540.
(609) 987-4073.

GE American Communications



22 ELEcrrONIC MEDIA February 22, 1988
King World
ELcTRONIC MEDIA stock index vs. Dow Jones average g I
4200 T °
4000 o1 G
EM Index
3800 o .
=== Dow Jones Avg.
3600 e )
a0 little respect
3200
» 3000 If you don’t believe that behind every silver lining there’s a
] 2800 cloud, just take a look at King World Productions.
= Along with having the top three syndicated shows, King World
= 2600 has more cash than it knows how to spend.
= So how does the stock market respond? With grumblings like,
‘@ 2400 “What do they do for an encore?’ or ‘‘Sure, but ‘Wheel of
5 Fortune’ and ‘Jeopardy!” won’t be around forever.”
2200 Not long ago, King World reported a profit of 78 cents a
share for its first fiscal quarter, ‘
2000 ended Nov. 30. That was more than
twice the profit of 36 cents a share
1800 in the first quarter last year.
But the stock market just yawned.
1600 King World stock is going for about

Aug. 7
Sept. 4

Oct. 2
Nov. 6
Dec. 4

Jan. 8
Feb. 5

ELECTRONIC MEDIA stock index results for the week ended Feb. 12

Feb. 5 Feb. 12 Change

MCA $39.25 $45.00 14.65%

Home Shopping $4.00 $4.50 12.50%

Viacom $20.75 $23.25 12.05%

Jones Intercable $11.38 $12.50 9.84%

Cablevision $26.25 $28.50 8.57%

Tribune Co. $36.00 $38.50 6.94%

Disney $55.38 $58.88 6.32%

CBS $155.88 $162.63 4.33%

United Cable $27.75 $28.88 4.07%

Coca-Cola $35.50 $36.63 3.18%

Multimedia $55.00 $56.50 2.73%

TCI $24.88 $25.50 2.49%

Scripps Howard $81.00 $82.50 1.85%

General Electric $42.50 $43.25 1.76%

King World $19.00 $19.25 1.32%

Time Inc. $87.75 $88.88 1.29%

Gulf & Western $71.63 $72.25 0.87%

Gannett $34.75 $35.00 0.72%

Comcast $24.75 $24 .88 0.53%
Feb. 5 Feb. 12 Change
Cap CitiesMBC $350.75 $348.00 -0.78%
AH. Belo $48.25 $47.63 -1.28%
Lorimar Telepictures $10.63 $10.25 -3.57%
Turner Breadcasting $8.75 $8.38 -4.23%

Source: Nordby Internatlonal

Tisch considers brother for CBS

By DIANE MERMIGAS

Senior reporter

The prospect of a second Tisch on the
CBS board has raised the possibility
that the broadcast giant could even-
tually become a family affair.

Laurence Tisch, CBS’s president and
chief executive officer, has long denied
rumors that he plans to bring his sons
and even nephews into the CBS fold, or
to merge what remains of CBS’s hold-
ings with his own Loews Corp.

However, sources say Mr. Tisch likely
will nominate his brother, Preston Ro-
bert Tisch, to a seat on the CBS board.

The matter concerning Bob Tisch, as
he is called, most likely will be taken up
by a nominating committee this month
before it goes before the full CBS board
at a regularly scheduled March 9 meet-
ing.

Bob Tisch, 61, is currently the U.S.
postmaster general, but he is stepping
down from that position on March 1.

The nomination of new or additional

members to the board ultimately must
be approved by company shareholders,
who are scheduled to hold an annual
meeting on May 11.

The Tisch brothers launched their em-
pire in the 1950s by building a hotel and
resort chain which eventually expanded
to include movie theaters and other real
estate.

Together, the brothers catapulted
Loews into a $17.5 billion business
whose diversified holdings include
hotels, movie theaters, real estate, to-
bacco, insurance and watches.

Bob Tisch plans to resume his duties
as chief operating officer of Loews after
he steps down as postmaster general.

The Tisch family jointly owns about
25 percent of Loews Corp., which in turn
owns nearly 24.9 percent of CBS Inc.

Some Wall Street analysts said last
week that Loews would be justified ask-
ing for two of its executives on the CBS
board, given their majority interest in
the company.

For that reason, Bob Tisch’s appoint—

ment to the CBS board would not likely
resurrect the change-of-control issue
that was shot down by the Federal Com-
munications Commission last year.

Laurence Tisch, 64, first broached the
issue of seeing his brother nominated to
the CBS board shortly after he assumed
the CBS presidency in September 1986,
but he was rebuffed by CBS board mem-
bers.

CBS sources say this time around that
Larry Tisch could find enough board
support for securing his brother as a
director.

Such a move, however, would conjure
up notions of the Tisches making CBS a
family affair.

There has long been speculation on
Wall Street that Larry Tisch eventually
would bring any number of his sons or
nephews to CBS from their varied busi-
ness involvements.

The ultimate meshing of business and
family might be the merging of CBS
with Loews, something analysts say at
some point is not out of the question.#

$19 a share on the New York Stock
Exchange, down from a 52-week high
of $33.25 a share.

In fact, with analysts expecting
earnings of about $2.10 a share for
fiscal 1988, King World shares are
trading at a price-earnings ratio of
about 9, based on projected fiscal
1988 earnings, which is more than
cheap by media-stock standards.

The problem here seems to be
assets—or lack of them.

While King World has made money
hand over fist since ‘“Wheel of For-
tune” took off, the market has increasingly focused on com-
panies’ long-term asset values.

And the thinking on Wall Street, apparently, is that King
World’s money-makers—the top-rated “Wheel,” No. 2 “Jeop-
ardy!"” and third-rated “The Oprah Winfrey Show”—should be
regarded merely as short-term cash cows.

That, perhaps, is one reason King World has added a new divi-
sion to buy TV and radio stations, headed by former Viacom
executive Paul Hughes.

That news comes on the heels of King World’s recent naming
of a new chief financial officer, Jeffrey Epstein, who put deals
together for clients of First Boston Corp.

But while some saw the news as evidence that King World is
eagerly pursuing diversification, analysts who follow the com-
pany downplayed the developments.

“I'm sure they’re looking at a million things,” says Curt
Alexander, who follows King World for Mabon, Nugent & Co.
“But I also think that this makes sense because it frees up
others at the company to focus on other things.”

Mr. Alexander does, however, agree that King World is likely
to make some buys. He just doesn’t think the company will
stray from its focus on distributing programs.

Lately, some readers of tea leaves have perceived stagnation
in the popularity of “Jeopardy!” and ‘“Wheel of Fortune,” but
King World is using its clout to sign up stations through 1992 for
those shows and through 1990 for “Oprah Winfrey.” King World
is left to concentrate on its biggest “problem.” That is, how to
spend all its extra cash.

Barry Kaplan, who follows the company for Goldman Sachs,
says King World can easily afford to spend $200 million on
acquisitions. But he doesn’t see the company rushing out to get
rid of its money.

“To their credit, they’ve been in situations where they had
chances to bid for TV and radio properties and they haven’t let
the money burn a hole in their pocket,” says Mr. Kaplan.

Though analysts say King World will stick to its core business
of distribution, some believe the company could do a good job of
running a TV station.

“They've never run one before, but they're good researchers,
and they can look at programing and know whether it’s going
to do well,” says Dennis McAlpine, who watches King World
for Oppenheimer & Co. “That’s probably 50 to 60 percent of the
business, and then all you need is someone who can do local
news.”

Mr. McAlpine thinks the short-term performance of the stock
may be affected not by acquisitions, but by the company’s abil-
ity to generate another hit.

In a business in which failures are the rule, successes the
exception and huge hits almost a miracle, it’s no surprise that
King World has had its share of lemons.

“Nightlife Starring David Brenner,” “True Confessions” and
“The Rock ’'n’ Roll Evening News” were all overnight failures,
although King World's role as distributor limited its losses.

While others say King World might have trouble matching the
success of “Jeopardy!” or “Wheel of Fortune,” Mr. Alexander
thinks the opposite is true.

“That might be true if they had created those shows,” says
Mr. Alexander. “But people just pitch the ideas and they take
the best ones. And now that they're perceived as the hottest
management property, all they have to do is sit back and wait
for the ideas. The ball is in their court, and the likelihood of them
repeating is much higher than that of anyone else coming up with
a hit.”#

FOCUS
ON FINANCE

M. Howard Gelfand
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Analyzing the media analysts

Number crunchers becoming prognosticators as industry diversifies

By DIANE MERMIGAS
Senior reporter

Their financial projections and crystal ball predictions can
prompt groans or glee from corporate suites, cause major
changes in stock trading and prices and spark a storm of press
attention.

They are Wall Street’s media analysts, a new breed of bot-
tom-line prognosticaters who are a far cry from the stereotyped
number crunchers of old.

Armed with their MBAs, digital calculators and silk ties, the
typical brokerage house media analysts are as involved today
in portfolio planning and investment recommendations as they
are in the fundamental analysis of corporate spread sheets.

The best of the lot are aggressive, articulate and challenging.

Their daily juggling act involves balancing the demands of
clients (a majority of whom are institutional investors), in-
creasingly cost-conscious employers and the unquenchable
press.

The growing power of media analysts to make or break com-
pany fortunes by advising investors has been evident in the fact
that most broadcasting concerns involved in cost-cutting have
salvaged something of their investor relations operations.
That’s to ensure that there’s a company representative on guard
around the clock to explain the corporate line.

Following are profiles of eight media analysts and their
thoughts on the industry:

Dennis McAlpine

Mr. McAlpine, 47, has spent the past two years settling into a
vice president’s post at Oppenheimer & Co., where he has es-
tablished himself as one of Wall Street’s more outspoken media
analysts.

“One of the main reasons I returned to Wall Street is because
here I can have my own franchise that I can develop with some

freedom,” Mr. McAlpine says.

“The one negative to it is that all the media attention takes
more time than it should, which means we have to be selective
about the number of press people we talk to. There isn’t as
much time for research anymore.”

And, yet, there was never more of a need for individual re-
search, since the number cruncher of yesterday is today’s port-
folio analyst.

Instead of issuing 20-page reports explaining the financial
results of companies, Mr. McAlpine and his colleagues are ex-
pected to make buy-or-sell recommendations.

The frenzied pace of corporate takeovers and restructurings
in the media industry has contributed to the changing func-
tions of Wall Street’s media analysts, Mr. McAlpine says.

Given the changes that have rocked the broadcasting, cable
TV and entertainment industries in recent years, Mr. McAlpine
concludes that “there’s nothing that is not vulnerable or possi-
ble.”

In cable, Mr. McAlpine says, ‘“‘We will see continued consoli-
dation. The big will get bigger, and the small companies will be
wiped out.”

A group of middle-sized cable companies (generally with
500,000 to 1 million subscribers) will either join forces or merge
with the industry leaders, he says. Those companies include
Continental, Century, Comcast, ATC, Warner and Cablevision.

In broadcasting, Mr. McAlpine says, “The networks look neg-
ative long term with continued increases in audience fragmen-
tation, making it increasingly difficult to command increased
prices from advertisers.”

Mr. McAlpine expects that trend to continue.

“There will be more fragmentation as cable penetration in-
creases,” he predicts. “The major impact will be felt by group
owners and the networks. They will have to put on more com-
petitive programing that attracts specific audiences.

“For group owners, that will mean strengthening ties with

Dennis Leibowitz of Donaldson, Lufkin & Jenrette

syndication and increasing their pre-emption of network
shows. Not all group owners can afford that, and some will go
by the wayside.”

However, there will be a return to fundamentals of business
by all sectors of the broadcast and cable TV industries.

“The focus has been misplaced because the volatility caused
by the takeover frenzy has moved this industry away from it,”
Mr. McAlpine says.

As a lingering example, Mr. McAlpine cites MCA, which has
traded more on speculation about its aging chairman’s health
and takeover of the company than on basic business funda-
mentals.

“The growing presence and voice of Wall Street has given the
industry a more short-term orientation than should be re-
flected in their decision-making,” he says.

Among his more far-reaching predictions:

® In a year or two, Laurence Tisch will sell off all or part of
what's left of CBS Inc. by merging the company with a com-
pany such as Gulf & Western or MCA.

® The smaller, faltering independent production companies,
such as DeLaurentiis and Cannon, will either disappear or
merge with larger entities.

® There will be continued consolidation among individual
and group TV station owners. Disney and MCA will become
more formidable forces in group ownership.

® Larger, full-service providers will emerge in the broad-
casting industry along the lines of Viacom, which is involved in
station ownership, theatrical and TV production and distribu-
tion and cable.

® There will be stronger, more cooperative ties between pro-
gramers and broadcasters—if legislators allow it. NBC, Turner
and Disney still are “testing the water” in these areas, Mr.
McAlpine says. “But the most influential round in this change
could happen this year.”

(Continued on Page 220)
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Year in, year out, Paramount 'r
people have taken great pride in ?
offering you television programming
that has consistently succeeded
in setting industry standards
for quality and performance.
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As you discover our unique,
highly distinctive lineup of peak
performers, you'll quickly see
this year is no exception.
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IGHT YEARS RUNNING

ge only. ﬁ;st—run access show to
jithstand the onslaught of the
sliow wars. “Entertainment
: iight” is a proven, long-term
3 ..,success prepared to contmue to
outperform all those ‘unproven
~==-glternatives,” now and into
: the future.




A NEW SCI-FI THRILLER

WITH A 30-YEAR TRACK
RECORD.

An Academy Award winner in
1953, War of The Worlds

has withstood the test of timre.
Now its time has come again in a
stunning new TV series already
cleared in 75% of the count:y.




\WE’RE SCARING UP
YOUNG ADULTS FOR
NIGHTTIME SUCCESS.

Second only to “Star Trek™ m ail
male demos; “Friday the 13th™ is a
screaming success. Based on its
premiere season performance in
Jate-night, many stations are
already plaaning to use it tobury
their competition in prime time.

*Source: N1 Season avg. through Nov| 1967, weekly programs only.
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-~ APEAK PERFORMER
- -FROM THE WORD “GO.”

,  Stillin its premiere season, Gene
Roddenberry s “Next Gereratlon
has gone out-of-this-world in over

200 markets. Capturing the hearts
and minds of viewers, it’s now the

- #1first-run series on TV in all
key adult demos!*

"Souﬁ'b: NTTSeasonavg. through Nov. 1987 exaept Vesmen 25-54 rank #2.
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A0 £Y ‘ ' ' | IT’S A GAME SHOW
' - LOVERS' GAME SHOW.

First, we challenged you with: the

pilot. Now, we’re challenging ycu to
wipe out dull zam= show remakes,
ccmedy-celebrity “soft” games,
floundering also-rans and re:reeds
with “Wipeout’—the challenging
new game shoaw viewers w:ll leve
to olay.
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THIS COMEDY WINS
AWARDS...AND AUDIENCES.

The #1 cable sitcom in the country,
this ACE Awaid winner also ranks
right up wizh -he best retwork
comedies in attractir.g the zudiences
necessary for syndicatior. success.
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SUCCESS IS ALWAYS A GOOD

TOPIC FOR DISCUSSION.

The November sweeps prove it!

Geraldo is the talz of the town...

after town...after tovm! Coast-to-

coast, his ratings are lzaving other

-y talk shows speechless Why not put
-~ hisE ward winring brand of
S ; work for you?
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IF IT’S PERENNIAL,
IT°S PARAMOUNT.

Great comedy is a Paramount
traditior.. One look at our lineup
of all-time favorites will prove it
—over and over and over again.

THE PEAK PERF ORMERS




FUNNY NOW...AND FOR
YEARS TO COME.

This triple crown of peak performers
| isin the winner’s circle. As the top
three off-network sitcoms in syndica-
tior. today, they also r-de high on the
list of the most loved, most watched
programs in television history!
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COMING SOON!

Portfolio X111 will take you to new
reaks of excellence with box office
blockbusters like Top Gun,
Crocodile Dundee, Terms of
£ndearment and Ferris Bueller’s
Day Off. Pictures like these
helped make us the hottest
studio in Hollywood. Imagine
what they can do for you!

' THE PEAK PERFORMERS



To find out more about
our peak performers,
: come see us at cur NATPE booth.
f We'll show you how
the best television
on television can work
in your market.
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INTERNATIONAL

What are television viewers in other countries watching?
ELecTronic MeDia internatienal correspondents compiled the
following lists of top 10 programs in 10 countries. They repre-
sent various recent one-wezk periods.

Australia

“60 Minutes,” Australien version of the American news
show

“The Cosby Show"

“National Nine News”

“Willesee," background to the news show

"Neighbours,” soap opera

“Sale of the Century”

“ALF"

“A Country Practice,” s@ap opera

. “Family Ties"”

. "Terry Willesee Tonight,” another behind-the-scenes
news show

—_

SOPNOOEWON

—

France

. “Roue de la Fortune,” French “Wheel of Fortune”
“Sacre Soiree,” variety show

. “Champs Elysees,” variety show

“Lahaye d’honneur,” variety show

. “Marc et Sophie,” French husband-and-wite sitcom
"7 sur 7" (7 on 7), news program

. “Maggie,” sitcom

. “Santa Barbara,” the U S. soap opera

. “Starsky & Hutch”

. “La Calanque"—French version of “Dallas”

COXNOO AWN =

—_

Great Britain

. "EastEnders,” (Tuescay episode of the twice-weekly
soap opera)

. “EastEnders,” (Thursday episode)

. “Coronation Street,” (Monday of the twice-weekly soap
opera)

“Coronation Street,” (Wednesday episode)

"Blind Date,” British version of “The Dating Game”

“The Bill,” police drama

“Twenty Years of the Two Ronnies,” comedy/variety
“Question of Sport,” sports quiz show

“Bullseye,” quiz show

" "Allo "Allo,” sitcom set in occupied France during World
War ll

-y

w N

COL®NO O A
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italy

. “Fantastico,” a variety show

. “Zecchino d'Oro” (Pure Gold), variety show with quizzes
. "I Falchi Della Notte” (The Night Eagles), movie

. Football match

. “L'Uomo Piu Forte Del Mondo” (The Strongest Man on
Earth), movie

s WN =

6. “Festival,” variety show hosted by Brigitte Nielson
7. “Chissa Perche Capitano” (Who Knows Why, Captain),
movie

What’s hot 1n foreign countries

8. “Telemike,” quiz show

9. “Non Ci Resta Che Piangere” (Nothing Left to Do but
Cry), movie

10. “Dallas”

Japan

1. "Hassei Sensei” (Teacher Hassei), daily 15-minute show
on the life of a young woman teaching in the 1920s

2. “Seven Men and Women, an Autumn Story” drama

3. "Quiz Derby”

4. "Katochan Kenchan” (two nicknames), drama

“Kanto Koshietsu™ (Kanto Journey)

“Flash News"”

“Mita Komon” (name), Samurai drama

“A Woman Coes Her Best,” drama

“Sazaesan” {name), cartoon

“Fuji Music Festival”

SCOP=ZOON

MeXxico

1. “Rosa Salvaje” (Wild Rose), soap opera

2. “Dr. Candido Perez,” comedy series

3. "Que Nos Pasa?” (What's Happening to Us), com-
edy series

4. “Victoria,” scap opera

5. "Quinceanera” (The 15-year-old), soap opera

6. “Mujer: Casos de la Vida Real” (Woman: Real Life
Cases), drama series

7. “Esta Noche se Improvisa” (Let's Improvise Tonight),
game show

8. “Hospital de la Risa” (Laughter Hospital), comedy se-
ries

9. “Las Solteras Del 2" (The Single Women of the Two),

SOUTH AFRICA: “"John Ross' is an adventure story ab
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out a young boy in the 1700s.

comedy series
10. “Papa Soltero™ (Single Father), comedy series

South Africa

. “Who's the Boss?”
. “North and South”
. “MacGyver”
. "John Ross,” South African adventure story about the
life of a young white boy during the time of Chaka the
Zulu chief in the 1700s
5. “St. Elsewhere”
6. "Wolwedans in Die Skemer” (Wolves Dance in the Sun-
down), about a group of people staying in a small hotel
7. “Remington Steel”
8. “Spioen Spioen” (“The Scarecrow and Mrs. King”)
9. “Lucan,” about a man raised by wolves and his problems
entering society
10. “Santa Barbara”
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Spain

1. “Un, Dos, Tres” (One, Two Three), game show

2. Friday night movie

3. Thursday night movie

4. “Miami Vice"

5. Saturday night movie

6. “Que Noche la de Aquel Ano™ (What a Night We Had
That Year), a musical documentary

7. "En Familia” (With the Family), a talk show with fami-
lies discussing everyday issues.

8. “Ante la Opinion” (Facing Public Opinion), news program

9. Sunday afternoon movie

10. Saturday afternoon movie

Sweden

. “Dallas”

. "Hagge” (interviewer's name), weekly interview show

. “Supersvararna” (The Super Answerers), a weekly quiz

show

4. “Falcon Crest”

5. “Sportspegeln” (Sports Mirror), twice-weekly roundup of
sports events

6. "Helt Apropa” (Speaking of Which), weekly satire show

7. "Lackalange” (name), soap opera about students at an
adult education school

8. "Trafikmagasinet™ (Traffic Magazine), show about cars
and driving

9. “Mitt i Naturen” (In the Midst of Nature), nature program
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10. "Moonlighting”

West Germany

1. “Schwarzwaldklinik" (Blackforest Hospital), soap opera

2. "Traumschiff" (Dream Boat), twice-weekly soap opera

3. "Wetten, das . . ." (You Bet . . .), monthly entertainment
show

4. “Tatort” (Scene of the Crime), detective series

5. “4 Gegen WIilli” {Four Against Wilii), monthly entertain-
ment show

6. “Die Wicherts von Nebenan” (Our Neighbors the Wi-
cherts), neighborhood soap opera

7. “Der Grobe Preis” (The Big Winner), monthly quiz series

8. “Der Alte” (The Oidie) monthly detective series

9. “Dallas”

10. "Denver” ("Dynasty”) aired weekly.
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NATPE Convention: HOUSTON GUIDE

Getting around in Houston
NATPE’s host city combines pleasure with business

By GEORGE L. ROSENBLATT
Special to ELECTRONIC MEDIA

Houston, site of this week’s National Asso-
ciation of Television Program Executives con-
vention, is probably one of the most difficult
cities in America to appreciate.

But when you see what Houston has be-
come in so little time, the city's excitement
gets into your system like a shot of adrenaline.

Two brothers, August C. and John C. Allen,
founded the city in 1836, soon after pushing
their riverboat up Buffalo Bayou until they
would have had to put wheels on it to go
another muddy inch.

Whether they were true visionaries, or sim-
ply early proponents of the Greater Fool The-
ory of Investing, is debatable. But there is no
doubt that their $10,000 bought them more
than 6,000 acres of land, along with mosqui-
toes beyond their wildest dreams.

A year later, their little utopia began a
three-year stint as capital of the infant Re-
public of Texas. But it was in economic capi-

Map of Houston provided by the Old San
Francisco Steak House, 8611 Westheimer,
Houston. Copyright 1987.

tal, not political, that Houston's fortunes lay.

Transportation, agriculture, petroleum and
petrochemicals, shipping, medicine and aero-
space—all these industries and more even-
tually trotted right up Buffalo Bayou just like
those Allen boys, got bitten by the same kind
of bugs and, in their own brand of delirium,
decided to call Houston home.

Houston today is the fifth most populous
city in the United States, with 2.5 million peo-
ple.

Houston is also spread out, way out—close
to 600 square miles. It takes up most of Harris
County and spills over into two or three
others.

A look at the locations of the airports may
offer a clearer picture of Houston’s dimen-
sions. Houston Intercontinental Airport, the
larger of the city's two commercial air gate-
ways, is near the north-central limits of the
city, about 25 miles due north of the crisp,
new George R. Brown Convention Center
where NATPE is convening.

William P. Hobby Airport, now handling far
more traffic than when it was the only one in
town, is about 10 miles southeast of the new
center.

The Brown, as the dazzling white building
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frimmed in red and blue is called, is right
downtown.

When the traffic is flowing smoothly on ap-
propriate freeways, the trip to or from Inter-
continental can be as speedy as 30 minutes.
When traffic has pretty well jammed the main
vehicular arteries, the trip can take 90 mi-
nutes or more—a close encounter with one of
Houston’s surprising bounty of homicidal
drivers, some of whom actually pack firearms,
notwithstanding.

The freeways are an occasionally brutal re-
minder that Houston has traditionally called
upon a feisty fighting spirit in hurtling from
past to present.

But Houston'’s success at locking horns with
the future lies in formulating appropriate pro-
portions of bullishness, bullheadedness and
bull you-know-what.

It is hard to imagine any circumstance that
can't tempt some Houstonian to try to make
some money off it. Big money.

Of course, Houston has taken its lumps over
the past few years. Anytime you get too many
nasty brambles in the oil patch, an awful lot of
folks—innocent or otherwise—can get hurt.

By now, it is probably apparent that Hous-
ton is, above all else, a business town. People

come here mainly to make money, not to be
entertained or enlightened or enraptured

This is not to say that such aesthetic pros-
pects do not exist, just that other things are
closer to the heart of the city.

But just because Houston puts business well
ahead of pleasure doesn't mean the Bayou
City is a visitors’ wasteland. The list that fol-
lows, admittedly subjective, should still give
visitors, especially first-timers, a sampling of
what Houston is, has and offers:

e Lay of the land. Houston is, in a word.
flat. Geographic obstructions are so conspi-
cuously absent that on a clear day you can
look south from a terminal window at Inter-
continental Airport and see all three of Hous-
ton’s principal skylines (downtown, the Gal-
leria area and, between them, Greenway
Plaza). All three are more than 20 miles away.

From downtown skyscrapers, you may see
the Gulf of Mexico 50 miles away. Houston is
only 50 feet above sea level.

® Weather and climate. The saying that
“everybody talks about the weather, but no-
body does anything about it” holds less water
in Houston than elsewhere.

Years before former Mayor Louie Welch

(Continued on Page 54)
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HOW TO CAICH MORE KIDS

TOM & JERRY

EXCLUSIVELY FROM TURNER PROGRAM SERVICES




Most People Only Know The Sov
Wed Like ToShow The

To most people in the

West, the Soviet Union is
< amysterious giant. A

1 geographic titan most

- often portrayed as a

(AL threatening enemy.

L Union. Capturing sights
| and scenes that Western

7And thats a shame. Because the Soviet

Union is a land of great beauty. A country
thats as rich in tradition as America. Yet
4 times larger.

Now, for the first time in syndication,

Turner Program Services brings you the

@© 1988 Turner Program Servces, Inc

most ambitious andreveal- |,
ing look into the very heart 8
and soul of Soviet life: 3
Portrait of the Soviet

cameras have never been allowed to film.
Narrated by two-time Academy
Award nominee Roy Scheider: Portrait
takes you where few Americans have ever
been. Exploring the fifteen separate
republics that form the Soviet Union.



h Talking to the people about the =

It's the most extensive series of
its kind, offering a first-hand
look at all walks of Soviet life...

lives they live. Their loves and
dreams. Their families. Their problems.
Their changing society. And their per-

| spectives on America.

Portrait is more than a mini-series.
[t'S a rare opportunity to look beyond the
myths and mysteries and see the heart of
Mother Russia. A better understanding

el UnionBy One Red Square Mile
m'The Other 8600382

of a people and nation that has been closed to
us for 40 years. Your viewers have already
seen Red Square. And now you can show them
- the rest of this fascinating nation.

Ambitious. - DORTRAIT OF THE

Revealing. Compre-

hensive and timely.

Fortrait of the Soviet

Union is seven hours |

of extraordinary

television like none TURNER PROGRAM SERVICES
Oftices in Atlanta. New York. Los Angeles and Chicago.

ever before seen. Phone (404) 827-2085 in Atlanta.
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WHATMAKESA
MOVIE PACKAGE
WORK FORYOU..

No matter how you measure it, Premiere Four
has what it takes. You name the daypart and
the demographic and any one of Premiere
Four's fifteen highly exploitable releases will
deliver all the key elements you and your
viewers are looking for. Star Value. Theatrical
Production. First- Run appeal and Fromotability.

Premiere Four, by every measure a winner!

Fifteen new releases exclusively from Turner

Program Services.

TURNER PROGRAM
SERVICES

Offices in Atlanta, New York, Los Angeles and Chicago.
Phone (404) 827-2085 ir: Atlanta.

© Turner Program Services, Inc., 1688




48

ELEcTrONIC MEDIA February 22, 1988

ere to go for food, fun in Houston

Houston is a big business city, but it also offers a wide array
of leisure and entertainment activities.

George Rosenblatt, a travel writer for the Houston Chronicle,
has put together a list of some of Houston’s highlights.

Restaurants

These 12 restaurants offer a sampling of the cuisine in Hous-
ton. The credit card abbreviations are: AE-American Express,
CB-Carte Blanche, DC-Diner’s Club, DI-Discover, MC-Master-
Card and VI-Visa. The price-range designation figures inex-
pensive as $10 or less per person, moderate at $10 to $25 and
expensive at more than $25 per person.

o La Colombe d’0Or, 3410 Montrose. A member of the
French-based association Relais & Chateaux, this restaurant
combines elegance and excellence with a passion. The cuisine
and the chef at this premier-class restaurant are French.
Expensive to very expensive, but worth it. All major credit
cards accepted. Lunch, Monday through Friday; dinner, Mon-
day through Saturday; closed Sunday. Reservations suggested.
Phone: 524-7999.

® Cuellar’s, 2101 W. Loop South. Tasty Mexican and Tex-
Mex dishes, especially the chicken and beef fajitas, in neat, but
casual, surroundings. Moderate. AE, CB, DC, MC, VI. Lunch,
dinner daily. Phone: 950-1669.

® Dong Ting, 611 Stuart. Aristocratic establishment whose
Chinese haute cuisine, emphasizing Hunan specialties, has won
national recognition. Moderate to expensive. All major credit
cards accepted. Lunch, Monday through Friday; dinner, Mon-
day through Saturday; closed Sunday. Reservations needed on
weekends. Phone: 527-0005.

o Kaphan’s, 7900 S. Main at Kirby. This restaurant serves
some of the best seafood in Texas, especially the crabmeat and
oyster dishes. Moderate to expensive. All major credit cards
accepted. Lunch and dinner, Thursday through Tuesday; closed
Wednesday. Phone: 668-0491.

o King Yen, 6415 Bissonnet. Small, casual, family-run res-
taurant with delicious Mandarin Chinese specialties. Inexpen-
sive to moderate. MC, VI. Lunch and dinner, Wednesday
through Monday; closed Tuesday. Phone: 777-1541.

® Nino’s, 2817 W. Dallas Ave. Nino’s is deservedly popular
for excellent and imaginative Italian cuisine. Moderate to ex-
pensive. All major credit cards accepted. Lunch, Monday
through Friday; dinner, Monday through Saturday; closed
Sunday. Reservations not accepted Friday and Saturday.
Phone: 522-5120.

e Old Hickory Inn, 5427 S. Braeswood and 8338 Southwest
Freeway. Very simple, very casual places serving some of the
tastiest barbecued beef, pork, sausage, chicken and ribs in
Houston. Cole slaw, beans, rice pudding delicious, too. Inex-
pensive. No credit cards accepted. Lunch, early dinner (be
there by 8:30 p.m.). Braeswood location open seven days;
Southwest Freeway branch closed on Sunday. Phone: 723-8908
(Braeswood) or 271-8610 (Freeway).

® Red Lion, 7315 Main. Cozy, convivial place with Hous-
ton’s most English of menus, crowned royally with roast prime
rib of beef. Moderate to moderately expensive. AE, CB, DC,
MC, VI. Lunch, Monday through Friday; dinner, seven nights.
Phone: 795-5000.

o Rotisserie for Beef & Bird, 2200 Wilcrest. What the
name says and more (try the roast goose). Lunch, Monday
through Friday; dinner, Monday through Saturday; closed
Sunday. Moderate to expensive. AE, MC, VI. Reservations re-
commended. Phone: 977-9524.

e Thai Orchid, 8282 Bellaire Blvd. Small, serene and spot-
less, among the best af Houston’s numerous Thai restaurants.
Moderate. AE, CB, DC, MC, VI. Lunch, Tuesday through Satur-
day; dinner, Tuesday through Sunday. Reservations accepted.
Phone: 981-7006.

e Tony’s, 1801 Post Oak Blvd. Probably Houston’s most
vaunted of posh, see-and-be-seen purveyors of haute cuisine.
Expensive to very expensive. All major credit cards accepted.
Lunch, Monday through Friday; dinner, Monday through Sat-
urday; closed Sunday. Reservations advised. Phone: 622-6778.

® Vargo’s, 2401 Fondren. Steaks, seafood, chicken, duck and
other entrees are selected from the menu, and the vegetables
and side dishes are served family style. Great food in one of
Houston’s most beautiful settings. Moderate to expensive. All
major credit cards aceepted. Lunch, Monday through Friday;
dinner, Monday through Saturday; brunch only on Sunday.
Reservations recommended, especially on weekends. Phone:
782-3888.

Night spots

® Cody’s Restaurant and Club, 3400 Montrose. This
lounge offers a good view of the city. Phone: 522-9747.

e Cooter’s, 5164 Richmond Ave. A genuine country-western
bar in the Galleria area. Phone: 961-7494.

o Fitzgerald’s, 2706 White Oak. This former Polish dance
hall is now a showcase for live music, from jazz to blues to rock
'n’ roll. Phone: 862-7625.

® Gilley’s Club, 4500 Spencer Highway, Pasadena. This
enormous, rowdy bar is home of the famous mechanical buck-
ing bull featured in the movie “Urban Cowboy.” Phone: 941-
7990.

o Grif’s (Shillelaghn) Inn, 3416 Roseland, off Montrose be-
hind the Chinese consulate. A very popular Irish bar. Phone:
528-9912.

o Marfreless, 2006 Peden Ave. (near River Oaks Shopping
Center). Unmarked bar that offers a cozy atmosphere and clas-
sical music. Phone: 528-0083.

® Rockefeller’s, 3620 Washington. One of the best places in
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The George R. Brown Convention Center, site of the NATPE convention, is a new addition to downtown Houston.

town, with live entertainment, including some big names.
Phone: 861-9365.

Comedy clubs:

® The Comedy Workshop, 2105 San Felipe. 524-7333.
Stand-up comics, professional and amateur. Phone: 524-7333.

® The Laugh Stop, 1852 W. Gray. Phone: 524-2333.

® Magic Island, 2215 Southwest Freeway at Greenbriar.
Strolling magicians, comics and fortune tellers. Phone: 526-
2442.

Shopping

® Foley’s, 1110 Main and 10 other locations. The big, lo-
cally spawned department store chain. Phone: 651-7038.

o The Galleria, 5015 Westheimer, and its immediate vicin-
ity are tantamount to the fashion and flash capital of Houston,
with Neiman-Marcus at one end, Marshall Field’s and Macy’s
at the other, and such major names as Dunhill, Charles Jourdan
and Teuscher in between.

o The Park in Houston Center, 1300 block of Lamar. Multi-
level indoor shopping complex, including Brooks Brothers,
Abercrombie & Fitch, The Gap, The Limited and Walden
Books. It’s linked to the downtown pedestrian walk tunnel
system and within walking distance (above ground) of the
George R. Brown Convention Center.

o The Village, between Kirby Drive and Greenbriar near
Rice University, is perhaps a square mile of some of Houston'’s
most interesting shops and boutiques, including the interna-
tionally renowned British Market, offering a large array of
goods from the United Kingdom. Other stores offer anything
from food and Irish goods to a huge selection of travel books.

Sightseeing

® Anheuser-Busch, 775 Gellhorn. Free tours of the brewery,
with free samples for adults. Hours: 9:30 a.m. to 3:30 p.m.
Monday through Friday, with guided tours on the hour begin-
ning at 10 a.m; closed Saturday and Sunday. Phone: 670-1695.

o Armand Bayou Nature Center, 8600 Bay Area Blvd., off
I-45 between Houston and Galveston. A 2,000-acre preserve
open daily, 9 am. to 5 p.m.,, with guided tours Saturday and
Sunday. Phone: 474-2551.

o Astrodome, 8400 Kirby. The world’s first fully enclosed,
air-conditioned domed stadium. Tours daily when stadium not
in use. Admission, $2.75 per person; parking, $3 per car. Phone:
799-9500.

o Lyndon B. Johnson Space Center, about 30 miles south-
east of downtown Houston at the NASA Road 1 exit of I-45
South. The space center is open daily from 9 a.m. to 4 p.m. for
self-guided tours. Moon rocks, enormous space vehicles and as-
sorted exhibits bring space home. Phone: 483-4321.

o Memorial Park, Loop 610 at Memorial Drive. Houston'’s
largest park, with jogging trails, tennis courts, other facilities.
Adjacent to Houston Arboretum & Botanical Gardens, with
walking trails.

o Pedestrian tunnel system. An air-conditioned world
unto itself, running three to five miles under the city streets. It
not only links downtown buildings, it also has its own shops
and restaurants. Maps available in bank buildings along the
route and at the city’s Visitor Information Center, 3300 Main.

e Port of Houston. The port is 50 miles inland, but it’s still
one of the top three in the United States. It can be viewed from
the turning basin (Gate 8 on Clinton Drive) or on a two-hour
excursion aboard inspection boat Sam Houston. Reservations
are required for the boat tour, which is usually booked well in
advance. Phone: 225-4044.

o Texas Medical Center. This 355-acre complex is among
the world’s largest and most respected medical centers. Free
tours are given at 10 a.m., reservations required. Phone: 790-
1136.

o San Jacinto Battleground and Monument, off Highway
225 on Farm Road 134. This is the site where Texas won inde-
pendence from Mexico in 18 minutes of fighting in 1836. The
obelisk here is taller than the Washington Monument. Free
admission to grounds and museum; elevator to observation
deck, $2. Phone: 479-2421.

® USS Texas, moored adjacent to the San Jacinto Battle-
ground. The oldest battleship in the country, surviving both
world wars. Small fee to board. Phone: 479-2411,

Transportation

e Airport transpoertation: Airport Express links Intercon-
tinental Airport with several city terminals, including one near
the Galleria and another near the Hyatt Regency Houston
Hotel downtown. Fare is $7.50 each way. Phone: 523-8888.
Hobby Limousine Service links Hobby Airport with those same
terminals. Fare is $5 each way. Phone: 644-8359.

® Taxis: Basic rates are $2.45 for the first mile and $1.05 for
each additional mile or fraction of a mile. All cabs are metered
and regulated. Some small surcharges are either permitted or
required by city ordinance. You can ask for an estimate before
you get in.

® Towne Car: Yellow Cab operates this low-key service. For
the same fare as a regular cab, you can hire a spotless, subtly
marked, dark blue Lincoln Towne Car, many with mobile
phones that passengers can use for a nominal charge. Try to
make arrangements in advance. Special Towne Car Dispatch
phone: 236-8877.

® Buses: For schedule and fare information, call the Metro-
politan Transit Authority. Phone: 635-4000.

Information resources

® The Greater Houston Convention and Visitors Bureau
offers an assortment of excellent brochures, maps, events cal-
endars and discount coupons.

o Showtix, operated on a non-profit basis by the Greater
Houston Convention & Visitors Bureau, offers information and
tickets (full-price advance; half-price on the day of the perfor-
mance) to almost any event in Houston, including sports,
concerts, night clubs, theaters, comedy clubs and cultural arts
performances. The Showtix booth in Tranquillity Park, 400
Rusk at Smith downtown, is open from 11 am. to 5:30 p.m.
Tuesday through Saturday. The 24-hour number is 227-9292.

o The Weekend Preview section in Thursday’s edition of
the Houston Chronicle updates and spotlights current and up-
coming cultural events and entertainment.

o Cultural events: For information on what’s going on in
the Houston arts, phone 800-392-7722 in Texas, or 800-231-
7799 outside the state.# .







1988 CEf{TURY TOWERS PRODUCTIONS. INC. ALL RIGHTS RESERVED

1cLEVISION SYNDICATION

'JM J. BULLOCK |

The unpredictable game show that con bines celebrities, comedy and the

unexpected! Hosted by John Davidson and s-arring Joan Rivers in the Center Square,
and featuring r2gulars Jm J. Bullock and Shadoe Stevens!




FXxciting
location

sites have
included the
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show audience
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The critically acclaimed
Emmy Awarc-winning
series that has what

it takes! The relation-
ships, the action and
the drama capture

a broad-based loyal
audience gueranteeing
top numbers in
first-run and repeat.
125 episodes currently
available for your
line-up.

ORION I:A superb collection of 20 titles ready to deliver their
greatest impact on television including MAD MAX and
DRESSED TO KILL. Packed with television's favorite

stars Martin Sheen, Susan Saint James, Sean Connery,

Jane Curtin, Henry Fonda, Jessica Lange, Nalalie Wood,
William Shatner, Michae: Caine and more!

ORION II: 25 major mation pictures in a package designed
with versatility for maximum ratings in all day parts. Star-
studded titles with Paul Newman, John Trevolta, Darryl
Hannah, Mel Gibson, Donald Sutherland, Rodney
Dangerfield, Richard Gere. Chuck Narris, Jacqueline
Bisset, Nick Nolte, William Hurt anc more!




Action, suspense and
drama in 11 captivating
made-for-television
movies with timeless
stories and the award-
winning stars audiences
desire...Mark Harmon,
Farrah Fawcett, Carroll
O’Connor, Faye Dunaway,
Robert Hays, Jean
Stapleton, Geraldine Page,
Tom Conti and more!
Highly promotable to
capture higher ratings!

A spectacular motion picture package of 20 highly promotable Litles
with the power to generate winning ratings performance including
BACK TO SCHOOL, HANNAH & HER SISTERS, DESPERATELY SEEKING
SUSAN and CODE OF SILENCE...Sold in aver 75 markets including
all of ti-e Top 30! AND COMING SOON...ORION 1V.
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From Buftalo Bayou to NASA Mission Control,

(Continued from Page 42)
quipped that "*‘Houstor has two sea-
sons—summer and February,”
Houstonians realized that they need
not breath steam in summer or
sweat sleet in winter. So they air-
conditioned their homes, cars, the-
aters, offices, stores, buses, shop-
ping malls and practically every-
thing else they could run a duct
into.

With the Astrodome, the world’s
first fully enclosed, fully air-condi-
tioned stadium, Houston also
brought the sporting realm of the
great outdoors indoors

And downtown, Houston created
a tunnel system so pedestrians can
walk a major part of the business
district minus the miseries of sum-
mer heat and humidity, the ferocity
of thunderstorms, the dangers of
motor traffic or the inconvenience
of traffic lights.

The main pedestrian tunnels

Greater Houston Convention & Visitors Bureau
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A statue of Gen. Sam Houston is
in Hermann Park, at the intersec-
tion of Fannin and Montrose.
= ______________—}

today consist of a network of three
to five miles located beneath the
heart of downtown Houston. The
tunnels are air-conditicned in sum-
mer, heated (when necessary) in
winter, lined in parts with assorted
shops and well-loved by all who
know them.

As an aside, you can almost read
the general pattern of the weather
outside by the traffic levels inside
the tunnels. The worse the weather,
the heavier the tunnel traffic.

It’s great for people-watching,
too.

® The ship channel. Probably
what turned an improbable situa-
tion into a major reality is the
Houston Ship Channel. Indeed,
what could be more improbable
than transforming a city 50 miles
from the open sea into the third-lar-
gest port (in terms of tennage han-
dled) in the United States?

Well, this man-dug ditch did it.
On the eve of World War I, the
channel opened. During World War
II, industries of all sorts sprung up
along it.

Today, nearly every mile of land
lining the Houston Ship Channel is
worth not millions but billions of
dollars in capital investments alone.
And nearly 5,000 ocean-going ships
a year find their way up and down
this incredible waterway.

Even if you cannot get onto one of
the free rides the Port of Houston
Authority gives aboard its channel
inspection vessel, the Sam Houston,
you should drive to the Turning
Basin, a watery cul-de-sac for
freighters and tankers.

Try for at least a glimpse of what
makes this “ditch” one of the Seven

Wonders of the Industrial World.
® Architecture. The ground under
Houston is generally so wet, and so
close to the water tables, that base-
ments are impractical for houses.
Yet some of the tallest, proudest,

most imaginative buildings in the
country are anchored in the thick,
black clay Houstonians call
“gumbo.”

Downtown is the Texas Com-
merce Tower. Clean, crisp and well-

tailored, this 75-story structure is
America's tallest building outside
New York and Chicago.

The conservative elegance that
has garnered it the nickname of the
“Gray Flannel Suit” is broken only

by the colorful incongruity of *‘Per-
sonage and the Birds,” an original
sculpture by Jean Miro, in the plaza
at the tower’s entrance.

Parts of three other major down-
town buildings are reflected in the

FOR THE FIRST TIME
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NATPE host city offers variety of things to see

highly polished chrome of Texas
Commerce Tower's main revalving
doors. These edifices are the twin,
trapezoidal towers of the Pernzoil
Building; the creamy-sleek, porti-
coed cube of the Hesse H Jones Hall

HOSTED BY:

for the Performing Arts (every seat
inside has a clear, unobstructed
view of the stage, and the acoustics
are superb); and the Dutch-inspired
gables of the rosy-hued Republic
Bank Building.

GEORGE KENNEDY

GUEST STARS:

STUART WHITMAN « TROY DONAHUE

EDIE ADAMS

There are literally dozens of fabu-
lous structures that effectively make
the Houston skylines an intensive
study in masterpieces of contempo-
rary architecture.

Many of these are clustered about

the Galleria, a very upscale shop-
ping complex inspired by the Euro-
peans, developed by Gerald D.
Hines and built around a year-
round ice skating rink.

Nearby, a searchlight scanning

PICTURES
CORPORATION

6850 Coral Way, Miami, FL 33155, Tel. (305) 661-8922

COME MEET GEORGE KENNEDY AT OUR NATPE BOOTH #759
LET HIM TELL YOU ABOUT THIS EXCITING NEW THEVISION FORM

POWERFUL PIOT

e EXOTIC LOCATIONS

GLAMOUR

the night heavens draws your eye to
the top of the newly opened Transco
Tower.

Soaring above the Galleria area,
this outstanding example of what
you might call contemporary Art
Deco is already becoming an archi-
tectural synonym for Houston.

Indeed, the Transco Tower and

i others suggest that a basic criterion

for major buildings in Houston is to
inspire, embrace or be a work of art.
For a city that got its start as a
many-skeetered mud puddle 150
years ago, such an attitude is even

. more admirable than improbable.

e NASA. When you mention ad-
mirable and improbable in the same
breath, you must recognize the
space programs that have brought
out-of-this-world dreams within the
Houston city limits.

The Johnson Space Center is
nearly 30 miles southeast of the
downtown area, but it is indelibly

NASA’s Mission Control is 30
miles southeast of downtown
Houston. Tours are conducted
daily from 9 a.m. to 4 p.m.
e ===

identified with Houston. It is more
than 1,000 miles from Florida’s
eastern shore, yet it controls every
space flight launched from Cape
Canaveral.

And it is a quarter-million miles
from the moon, yet, to every visitor,
it displays pieces of rock from
Earth’s only natural satellite.

® Creeping cosmopolitanism.
Even locals are occasionally sur-
prised by the breadth and depth of
Houston’s role as an international
city.

Houston has, for instance, one of
the largest consular corps in the
United States, representing more
than 50 foreign governments. Hous-
ton was home to the first Chinese
consulate general established in this
country following the normalization
of relations between the United
States and the People’s Republic of
China.

Houston has, as well, attracted
sizable Chinese, Vietnamese, Asian
Indian and Thai communities whose
growth continue to enrich the city’s
ethnic fabric—not to mention its
dining repertoire.

Visitors to Houston should tap
two major sources of information.

One is the comprehensive array of
literature published and distributed
by the Greater Houston Convention
& Visitors Council, 3300 Main St.,
Houston, Texas 77002. In Houston,
call (713) 523-5050. Elsewhere in
Texas, call (800) 392-7722; outside
Texas, call (800) 231-7799.

The other is “Houston,” a practi-
cal and readable guidebook, written
by Houston journalist John C. Dav-
enport and published by Texas
Monthly Press. The 175-page paper-
back is compact, succinct, candid
and accurate. #
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The business is tougher than it’s ever been

By RICHARD MAHLER
Los Angeles bureau chief

The syndication business, as anybody will tell you these days,

ain't what it used to be.

Program prices are either sky-high or rock bottom. Pure cash
and pure barter shows have given way to that ubiquitous hy-
brid, the cash-plus-barter deal. Top-market stations are auc-
tioning off time periods, and at least one distributor is auction-

ing off barter time.

“The problem with syndication is that nobody tells the truth,
even to themselves,” groused a Hollywood agent recently, who
happens to make much of her living lining up talent for first-

run shows.

“I always wait to see the color of the money.”

Although this may be overstating the situation, interviews
conducted by the ELECTRONIC MEDIA staff over the past two
months point to one inescapable conclusion: Succeeding in
syndication is tougher than ever before.

As independent stations have consolidated and become more
hit-oriented, so have their program suppliers. And while ag-
gressive newcomers like home video and cable have siphoned
away many viewers, producers are trying harder than ever to
distinguish their product from what'’s available elsewhere.

Syndicators have seen the enemy, and it is everywhere.

As a result of these changes in the industry, events like the

annual National Association of Television Program Executives

convention are much less important than they once were in
determining what gets on the air.

“Yes, we still need to go (to NATPE).” says an executive for
one major distributor, “but it's more for social reasons than
anything else.”

As recently as two years ago, a hopeful syndicator could go to
NATPE with a completed pilot, blank contracts and a reason-
able expectation that the convention might suddenly embrace a
well-presented new show. After all, it had happened before
with “The Oprah Winfrey Show,” “The People's Court” and
“Entertainment Tonight’—which continue to be cash cows for

(Continued on Page 66)

Producers struggle
to hold the line on
first-run budgets

By WILLIAM MAHONEY
Staff reporter

While syndicated shows can still
often be made for less than network
shows, producers of first-run prod-
uct are continually having to search
out new ways to cut costs and risks.

They're increasingly taking pro-
duction out of this country, relying
on proven concepts that will “pre-
sell” themselves and entering into
joint ventures.

“There are cost efficiencies that
can be applied in syrdication that
don’t apply in network,” says Dick
Cignarelli, executive vice president
of domestic TV distribution for
MGM/UA Telecommurications.

“You can do something in first-
run for a little bit less, not a lot, but
a little bit less than a network
show.”

But that may not continue to be
the case, according to producers and
distributors at a recent Los Angeles
seminar on syndication. They be-
moaned the fact that writing and
talent costs are rising as the quality
of first-run programing rises.

They cited the recent ABC/Steven
Bochco deal as an example of how
behind-the-scenes talent is now able
to make multiyear, multimillion-
dollar deals that heretofore would
have been snagged only by big-name
actors.

Many syndication executives told
ELEcTRONIC MEDIA that the highest
cost in putting together a syndicated
show is almost always the on-air
talent.

A moderately well-known game
show host may ask fcr $800,000 a
year to start, while a proven talk
show talent will frequently hold out
for even more money plus a percent-
age of revenues.

Syndicators also point out that
heated competition and limited ti-
me slots continue to cause advertis-
ing and promotional budgets to

‘The success or lack of

success of any show in
this business depends
on how well you
control costs.’

—Shelly Schwab, MCA

swell.

A distributor can spend as much
as $250,000 in print advertising
alone to try to launch a first-run
show, syndicators say.

“If it’s a strip, you could spend $1
million,” one says.

However, syndicators say they
have to keep digging deep into their
pockets to stay competitive—within
limits.

“The success or lack of success of
any show in this business depends
on how well you control costs,” says
Shelly Schwab, president of MCA
TV Enterprises. "It's not producing
something at any cost, like it is at
the networks."

And Dick Gold, president of Ca-
sablanca IV, cautions, “Once you
start cutting corners, it shows up on
the screen.”

The cost of producing first-run
programing varies widely depend-
ing on the type of show and on the
daypart a syndicator is targeting,
the distributors say, and the poten-
tial payoff is also directly related.

“You figure out the time period
you're going for and then adjust the
budget accordingly,” explains Ray
Solley, vice president of TV devel-
opment at the Samuel Goldwyn Co.

For example, an elaborate set for
the pilot of a game show can cost
anywhere from $150,000 to
$300,000.

(Continued on Page 68)
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Off-network
hits such as
“The Cosby
Show™ will
continue to
command
premium
prices in
syndication.

Survey finds slide in prices expected

Station program budgets are up, but mostly just so
they can pay for the big-ticket off-network hits, in-
cluding *‘The Cosby Show” and *“Who’s the Boss?"

And in fact, while station executives are positive
about the syndication business, their demand for pro-
graming isn’t increasing much and they generally ex-
pect to see prices go down.

Those are among the results of an exclusive “mood of
the marketplace” telephone survey conducted by
ELECTRONIC MEDIA this month.

Executives at 24 stations were called, divided equally
between affiliates and independents, mostly in middle
and large markets. There were no major surprises, but
the results do underscore some of the important market
conditions affecting buyers and sellers this year.

In its most current context, this includes the fact that
more than half of those surveyed said this week's
NATPE convention was less important to them than it
had been in year’s past. Primarily, they said this was
because the convention came late this year, but also
because the business itself had changed so much.

*“It appears that much is being done before and after
NATPE by the syndicators,” says Sherwood Hinman,
general manager of ABC affiliate KATU-TV in Port-
land, Ore. “It’s a good place to renew acquaintances
and sample programing, but NATPE is taking on more
of a social atmosphere.”

As for program pricing, the survey emphasized that
while stations hate paying record high prices for the
sure hits like “Cosby,” they’ll generally do it.

On the other hand, price resistance remains high for
most first-run and average off-network product.

“For the off-network monster hits, I think it will be a
seller’s market. For all the other types of programs, I

think the prices will go down,” says Kevin ()'Brien,
executive vice preside:t of Cox Independent Broadcast
Group, representing KTVU-TV in San Francisco.
Moreover, independents seemed more convinced than
affiliates that progran. prices were heading down.
Judging from the cornments, that seemed largely be-

cause the affiliates were specifically lookir -
name programing to fill a few selected slots, le he
independents, choosing from a plethor: le
programing, were able 1o wheel-and-deal m

“Prices are going down as a whole L)
general manager of incependent WRL ch-
mond, Va. “The demanc is not as high as.

There’s a glut of progran.ing out there now

Yet from the affiliate’'s point of view, sa
general manager of NBC affiliate WVIT-TV t
Hartford, Conn., “T think premium program -
ways command a premiimn price and will cor o
escalate ahead of inflation.”

The type of programing stations said they necded
focused primarily on strip shows for early-fringe and
prime access.

Several affiliates also mentioned talk shows, and
some independents were eager for more movies and
late-fringe programing.

Yet overall, despite the program glut, the increasing
program budgets and the development of an ever-cost-
lier hit-driven business, almost all stations said they
were either positive or very positive about the syndica-
tion marketplace.

“I'm very positive,” said Randy Smith, executive vice
president at independent WPHL-TV in Philadelphia. *'I
think there’s a good supply of quality programing in
terms of first-run and rerun material ' #

Many syndicators scrambling to stay in business

(Continued from Page 1)
among syndicators were down an average of
20 percent during 1987, and that many are
struggling to recover from the Oct. 19 stock
market crash.

Some companies beat the averages, of
course, and King World is perhaps the most
prominent among them. Its top-rated “Wheel
of Fortune™ grosses more than $200 mil-
lion a year and costs less than $20 million to
produce.

Blockbuster profits from *“Wheel of For-

tune,” “Jeopardy!” and “The Oprah Winfrey
Show"’ boosted King World’s net earnings by
107 percent to $22.8 million for the first
quarter ended Nov. 30, compared to $11
million during the same period a year earlier.
Revenues for the same period jumped to.
$97.4 million, from $81.3 million.

In fiscal 1988, the aggressive syndicator is
expected to generate revenues of at least
$340 million, 10 times the figure of 10 years
ago.

License fees from King World’s three hits

are said to total $150 million this season, up
from $125 million last year.

But bigness in the world of syndication
does not always guarantee success.

Lorimar Telepictures, which supplies the
largest volume of programing in both the
syndication and network markets, has taken
a beating in the stock market and has re-
ported losses for much of the past year.

It's projecting net income of $23 million on
$110 million in revenues for its first-run op-
eration in fiscal 1988, along with $10 million

in net income on $90 million from off-net-
work sales.

But Lorimar is gambling big on the future
success of its first-run sitcoms, which it is
deficit financing at a rate of $4 million per
year. The studio will have to sell at least 50
episodes of each show to recover those costs

~which will take a minimum of several
years and may never happen.

It also is spending about $20 million on
three network prime-time svap operas that

{Continued on Page 72)
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Finding Success in a Complex Business

Technological advances. . .a shifting economy...new legislation. ..
In the complex, ever-changing business of broadcasting, there is
one constant: the need for incisive information on the many areas
that affect us.

That's why Electroniz Media's April 4 issue promises to attract
so much attention. It will contain a lively, colorful and imaginative
section focusing on the business of broadcasting, and there's no
better forum for your advertising message.

Scheduled to coincide with the NAB convention in Las Vegas, this
unique, highly readatle feature assures you maximum exposure

to the people you mcst want to reach. Because in addition to our
regular readership o” cver 68,000 important decision-makers, this
issue will receive borus distribution at the convention itself.

So don't miss this chance to make an impact. Advertise in Electronic
Media's Broadcasting Section and reach your best prospects in an
environment that enhances your message.

Call today to reserve space.

(212) 210-0217 (213) 651-3710

Issue: April 4
Closing: March 22

Electronic Media
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The business
just 1sn’t what
it used to be

(Continued from Page 56)
for King World, Lorimar and Paramount, respec-
tively.

But today, irreversible shifts in the syndication
business have made such scenarios unlikely, if not im-
possible.

The reasons, detailed in the accompanying articles,
can be broken down as follows:

e Upfront sales are needed in as many large mar-
kets as possible before a first-run project can move
beyond the planning stages, due to the high costs in-
volved in producing a top-drawer show.

For the most valuable prime-access time slots, a
show must be sold to stations in New York, Los An-
geles and Chicago to have a serious chance of even
getting on the air.

When those markets are full, an expensive show has
virtually no chance, as demonstrated this winter in the
canceled plans of Group W’s “Getaway’ and Lori-
mar’s “TV Guide.”

® Network-size budgets have become commonplace
in first-run syndication, driven up by the demands of
stations for competitive programing, the emergence of
network-affiliated stations as important buyers and
the increased use of network-experienced talent in
such productions.

This forces those unable to pay $350,000 or more per
segment into cheaper genres of programing or time
periods. Many will sell out or leave the business en-
tirely.

® The lion’s share of program selling is now con-
ducted in the two or three months leading up to the
NATPE convention, either by professional sales exec-
utives who shuttle from station to station or by
screening groups held in Los Angeles and New York
during December.

Although the latter aren’t intended to sell programs
and are conducted under strict guidelines, they have
become de facto selling sessions.

As a result, the most important time periods and the
most important stations are virtually locked up by the
time the ribbon is cut Feading into the NATPE exhibi-
tion hall.

® As independent TV has started taking itself more
seriously, station executives have mended their seat-
of-the-pants ways.

Research and testing is not only commonplace, it is
mandatory among distributors and broadcasters of
any size. Few can afford spontaneous decision-mak-
ing.

The appeal of off-network shows, for example, is
greatly enhanced by the extensive body of research
already available by the time a show ends its network
run.

That’s something first-run programs simply can't
match.

® Consolidation has increased the power and influ-
ence of the biggest syndicators and station groups.
Smaller groups and individual stations are placed in a
defensive, rather than an offensive, position. By the
time NATPE rolls around, they make the best of
what’s left over.

® Sales to overseas broadcasters and domestic cable
networks have become essential to the financial equa-
tions devised by most major syndicators, especially for
action-adventure or children’s programing.

These deals, sometimes involving co-financing or
co-production, are not subject to the same timetable
as syndication cycles of the past. While they may take
many months to negotiate, the added security they
provide insulates such projects from the rough-and-
tumble domestic selling season.

® Syndicators of successsful shows are demanding
two-year or three-year commitments, a practice un-
heard of just a few years ago. This severely inhibits
the flow of new product on to the air in key time
periods.

® Distributors are under increased pressure to meet
the deadlines of the upfront ad market, further dic-
tating the compression of the selling season into a
three-month midwinter window.

Yet despite all these enormous strategic changes,
syndication remains a very lucrative industry for its
most successful players, who are busy carving up more
than $1 billion a year in revenues.

“The whole silly business has turned around in the
last five years,” concludes Mike Levinton, vice presi-
dent and director of programing for Blair Television.
“It's become much more program-driven. If first-run
product has any success, from here on out you're going
to be paying premium prices for it.”’ #

Mr. T (left) is among the big-name stars who will be pushing shows at NATPE.

A programing overload

Skakeout seen by some due to glut of shows

By WILLIAM MAHONEY
Staff reporter

Syndicators are predicting more new pro-
grams will fall by the wayside this year than
ever before.

As a result, many distributors are increas-
ingly relying on what they consider “known
quantities,” series based on old programs,
theatrical films, board games or other al-
ready-proven concepts.

“There are other shows that may be better,
but the stations aren’t reaching out for
them,” LBS Entertainment President Paul
Siegel says of reactions to this year’s crop of
syndicated shows.

Mr. Siegel and other syndicators say sta-
tions are quicker to warm up to known con-
cepts, especially now when many TV out-
lets have near-full inventories. LBS is
betting on its new “Family Feud,” and Mr.
Siegel admits that the show’s track record is
one of its best selling points.

Meanwhile, David Fox, chief executive of-
ficer of Fox/Lorber, laments the glut of
shows and the scarcity of time periods, say-
ing, “I think there’s a general oversupply of
programing.”

Shelly Schwab, president of MCA TV En-
terprises, says the reason the programing
market is tight is because of “the combi-
nation of the general economy, which is soft,
plus the success of the old first-run shows

‘There are other shaws
that may be hetter, but
the stations aren’t

reaching out for them.’

president, LBS Entertainment

2 glance at the list of programing efforts
that syndicators will be hawking at this
year's NATPE uncovers many familiar play-
ers Recognizable titles abound, including
“USA Tod:y,” “Family Fead,” “Yahtzee,”
“Uno,” “Trivial Pursuit,” “The Gong Show,”
“Twilight Zone,” “War of the Worlds” and
“The New Three Stooges.”

Tkere are also several Zamiliar names,
ranging from Howard Cosell, Bob Uecker,
Sally Jessy Raphael, G. Gordon Liddy, Don
Kir.g and Mr. T to characters such as Doctor
Who, The Care Bears and Zcrro.

Meanwhile, there are also some hot genres
that syndicators have scrambled to get in-
volved in, as witnessed by MCA’s “The
Strzet,” Casablanca IV’s “Crimes of the Cen-
tury ' and Orion’s now-pulled “Crimewatch
Tonight,” all police shows, end medical pro-
grams such as ‘“Group Ome Medical” and
“T.tL.E. Hospital.”

New additions to the pooular talk show
gerre include Paramount’s ‘‘The Daytime
Show,” Buena Vista's “Life With Regis and
Ka:hie Lee” and the receatly withdrawn
“Femily Show” from Hal Raach Studios.

Cff-network half-hours being sold this
year include Lorimar’s “It’s a Living” and
“Mama’s Family,” Columida’s “Who's the
Boss?”’ and Buena Vista's “Golden Girls.”

Cff-network hours include Worldvision’s
“The Streets of San Francisco,” Viacom’s
“Hawaii Five-0,”” MTM s ‘“‘Remington

—~Pau Siegel

and stations’ inventory.”

“We’re a victim of our own success because so many shows
have been renewed,” he says. I think that’s a very positive state-
ment about the first-run community.”

But Mr. Schwab also points out that there are occasional ex-
ceptions. He says MCA is going ahead with production of its new
first~-run strip, “The Street,” one of the few new efforts being
geared exclusively for late-night, along with MGM/UA’s “T.H.E.
Hospital” and Peregrine’s “Improv Tonite.”

But he also acknowledges that sales for MCA’s revival first-
run sitcom, “The Munsters Today,” have been hotter because of
the original’s track record.

Going into the National Association of Television Programing
Executives convention, Mr. Siegel and Mr. Schwab agree firmly
on one thing: more shows than ever won't get the necessary
clearances and will be scrapped.

“I think you’ll see a much longer list of shows that will drop
out,” said Mr. Schwab, whose company is trying to launch seven
new shows.

More outlets will sign up for a program and then find out it
didn’t make the grade to proceed, Mr. Siegel adds. “Those sta-
tions will really have to scramble.”

Steele,”” Warner's “Scarecrow and Mrs.

King” and TeleVenture’s “Hunter.”

New game shows include Paramount’s “Wipe Out,” ITF's
“Lotto Liv2" and Multimedia’s comedy-game “Sweethearts.”

The genesis of some planned weekly series a_so reflects a re-
liance oa proven concepts. Lorimar’s “Freddy’s Nightmares” is
based on the success of the three “Nightmare on Elm Street”
theatrical *ilms, and is designed to target Paramount’s “Friday
the 13th” series, the recently renewed 1987 first-run effort that
was released with the pcwer of six theatricals behind it.

Paramrount has had enormous success with “‘Star Trek: The
Next Generation,” a syndicated effort backed bz the success of a
previous series and four theatricals. And the company is also
betting thet the familiarity of the infamous rad.o broadcast and
the 1953 fi m based on E.G. Well’s “War of the Worlds” will help
it launch a weekly hour-long TV series of the same name for fall.

Meanwhile, syndicators agree that, after the network owned-
station groups, some of the most important station groups
needed zo get a show launched today are Fox, Tribune Broad-
casting, Gannett and Cox Enterprises. Ritch Colbert, president
of Access Syndication, adds that the Gillett Group will be one of
the impertant groups to attract in the future. #
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Producers strive to control first-run costs

(Continued from Page 56)

But on the other end of the spec-
trum, the entire pilot for a daily
half-hour strip that’s a studio-based
show targeted for morning can cost
as little as $90,000, syndicators say.

One way syndicated shows are
done cheaper than some network
shows is that almost all of them are
shot on tape instead of film, which
makes editing quicker and easier.

Targeting the lucrative but highly
competitive time periods, especially
prime-access, remains a very expen-
sive venture.

Carmel, Calif.-based Paul Kagan
Associates estimates that the start-
up costs of GTG Entertainment’s
“USA Today,” the new half-hour
strip, could surpass $45 million in

the first year.

Kagan says that GTG is investing
$10 million to $15 million in studios
and talent and will spend about
$550,000 a week on production.

But most agree that the project,
which was launched without a pilot,
is an exception because of the com-
bined financial and creative power
of the Gannett Co., Grant Tinker
and Steve Friedman.

Sources say LBS Communica-
tions, which is competing with GTG
for prime-access placements of its
“Family Feud” game show, is shell-
ing out $20 million to launch the
Mark Goodson Productions revival.

Meanwhile, other producers of
big-budget, first-run syndicated
shows continue to seek ways to

avoid escalating production costs.

The Paramount Television Group,
with 1987’s first-run ‘“Star Trek:
The Next Generation” and “Friday
the 13th” and next fall’s “War of the
Worlds,” has three of the highest-
budgeted hour-long weekly first-
run shows in production today.

To cut its costs, Paramount is
producing both “Friday the 13th”
and “‘War of the Worlds” in Canada.

While both series still have high
budgets by syndication standards—
$450,000 and $750,000 per episode,
respectively—neither costs any-
where near the $1.3 million per hour
Paramount is spending to produce
‘“Star Trek” at its Los Angeles stu-
dio, where the mammoth production
takes up three sound stages.

To recoup some of the expense of
““Star Trek,” a syndicated show that
costs more than many network
hours, Paramount will sell the epi-
sodes on videocassette in more than
50 foreign countries before releasing
them for syndication there.

But even with that strategy, a
competing syndicator says Para-
mount is racking up enormous defi-
cits that can only be worked off by
successfully selling additional runs
to strip for cash.

Mel Harris, president of the Para-
mount Television Group, admits
that the company likely will not see
a return on its investment in “Star
Trek’ until 1992 or 1993.

In another first-run project being
done in Canada, CBS/Broadcast In-
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ternational and MGM/UA Telecom-
munications have teamed up for a
combination off-network, first-run
deal that involves producing 30
fresh half-hour episodes of the new
“Twilight Zone” in Toronto.

CBS, which canceled the series a
year ago, is shooting the new half-
hours to round out the 64 episodes
that were culled from the off-net-
work episodes to complete a syndi-
cation package of 94 half-hours.

“The cost efficiency comes be-
cause the cost of buying the old ones
from CBS is obviously less than the
cost of producing the new ones,” ex-
plains MGM/UA’s Mr. Cignarelli.
“The new ones run about $400,000
apiece.

‘“‘So when you average that all
out, you come out with a cost that
we can recover from selling the back
end fairly quickly,”” he says.
“Therein lies the cost-efficiency.”

The project allows MGM, which is
a relatively new player in first-run,
to avoid the deep commitment other
projects might require.

MGM will roll out the 30 fresh
episodes this fall and follow them
with the complete 94-episode pack-
age in fall 1989. It plans to produce
another 30 episodes for fall 1990.

Another way syndicators are li-
miting their expenditures and open-
ing new horizons is by entering into
co-production deals or targeting
dayparts that require smaller initial
investments.

“It brings in people with expertise
that we do not have,” Alan Court-
ney, president of the TV division of
Gaylord Productions, says of the
many co-ventures his company par-
ticipates in.

Samuel Goldwyn’s Mr. Solley ex~
plains that his company was able to
produce a relatively inexpensive
pilot for “Body by Jake,” the dis-
tributor’s new half-hour morning
exercise show. “For a strip like this
we don’t need a lot of bells and
whistles, and we’re able to put the
money on the screen,” he said, ad-
ding that pilots for shows such as
“Body by Jake’ can be done for
“well under $150,000.”

Also, distributors are moving to-
ward getting exposure and trial rat-
ings for their first-run projects be-
fore plunging a lot of money into
a project.

For example, Fox/Lorber will air
the pilot of “The Dr. Fad Show,” a
half-hour magazine/game show on
fads, on CBS-owned WCBS in New
York before it makes a major finan-
cial investment in the show.

The Feb. 20 trial run, before the
National Association of Television
Program Executives convention
begins, will generate exposure and
help gauge response to the show,
explains David Fox, chief executive
officer of Fox/Lorber.

“If it doesn’t work, we won’t have
spent as much money,” he says.
“That way you find out if you've got
something or you don’t.”

It also keeps the project low-risk,
since the pilot only cost about
$110,000 to $130,000, he says.

Another distributor, Access Syn-
dication, which is trying to launch
the weekly hourlong “Don King'’s
Only in America” in late-night, will
allow stations to air a one-hour spe-
cial in April before committing to
the project for fall 1988.

“It minimizes the risk for us and
the stations,” explains Ritch Col-
bert, president of Access, who says
the late-night pilot cost about
$400,000.

He conceded that another project
Access was trying to launch, a
weekly half-hour strip called
“Eavesdroppers,” cost the company
about $500,000 before the failed ef-
fort was pulled off the market last
month.#
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The Honeymooners

I Love Lucy

Marshal Dillon

The Mary Tyler Moore Show

My Three Sons

Perry Mason
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The Phil Silvers Show

The Rookies

Split Second

The Twilight Zone

The Wild Wild West
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The Harlem Globetrotters

Kid Power

20,000 Leagues Under the Sea
Around the World in 80 Days

Alice in Wonderland

Sleeping Beauty

Cinderella

Family Classics

Nelvana Specials
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Willie Mays and the Say-Hey Kid
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That Girl
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“Star Trek: The Next Generation” is one of the more expensive first-run shows in syndication
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that carries more units of national barter time than is customary.
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Growing use of
barter frustrating
to many stations

By MARIANNE PASKOWSKI
New York bureau chief

NEw Yorx—Although it’s been quiet on
the barter front lately, station managers
are becoming vocal about the growing
number of barter units carried in some
first-run shows.

Station managers point out that some of
the more expensively produced and better-
rated first-run programs, including ‘“‘Star
Trek: The Next Generation” and “Duck
Tales,” are now carrying more units of na-
tional barter time than is customary.

“Barter is becoming an onerous burden
as syndicators are gradually increasing the
national time they hold back,” said Bill
Jenkins, vice president and general man-
ager of Cincinnati independent WXIX-TV.

At its most basic, barter is the swapping
of programing to stations in return for ad
time to be sold nationally by the syndica-
tor. Though it allows stations a way to get
programing cheap, it also uses up their
available ad slots and reduces their total
revenue potential.

But the nature of the barter dilemma is
changing. Four years ago, the question was
whether stations should use much barter at
all. The issue today is how many units the
syndicator should hold back.

While some stations concluded that they
would rather pay cash for programs and re-
main in control of their commercial inven-
tory, it’s obvious that, over the years, many
have opted for barter.

During the past three years, the number
of programs offered on a barter-only or
cash-plus-barter basis has clearly grown.

According to the latest tally from the Ad-
vertiser Syndicated Television Association,
the number of programs aired that were of-
fered on a barter-only or cash-plus-barter
basis rose 26 percent last year.

In 1987, according to ASTA, there were
110 regular series that contained some ele-
ment of barter, compared with 88 programs
in 1986.

The number of barter specials and
movies, likewise, has grown over the past
year. ASTA reports that in 1987, 378 spe-
cials and movies aired that contained an
element of barter, compared with 320 spe-
cials and movies in 1986.

While they have accepted barter program
deals as a fact of life, stations are con-
cerned about the path it appears to be tak-
ing. Broadcasters say they’re particularly
worried that more syndicators will start
holding back more national units in barter
shows than is customary.

“Customary’’ used to be two or 2% units

for the syndicator and four or 4 units for
the stations for a half-hour show. For an
hour-long show, the break was five units
for the syndicator and seven minutes for
the stations.

Yet now, for example, Buena Vista’s
“Duck Tales” is sold with 2V units for the
syndicator and 3% for the stations. Last
year, it was split 2 for the syndicator, 4 for
the stations.

Steve Hirsch, president of Camelot En-
tertainment, the King World Productions
division that is selling the barter time in
“Duck Tales” for Buena Vista, says stations
will come to terms with the new barter
split on the show. He argues that the cost of
production on the show is high, and that
the extra national barter unit is justified.

‘‘Stations are always going to be in-
terested in good properties,’” he says.

Likewise, Paramount is also holding
back seven national units in “Star Trek:
The Next Generation,” leaving stations
with five local units to sell.

Brian Byrne, president of International
Advertising Sales, a company created last
year to sell the barter units in Paramount,
Orbis and Coca-Cola Telecommunications
programs, also defends the barter split for
“Star Trek.”

Mr. Byrne points out that “Star Trek,” an
all-barter deal, has huge production costs,
estimated by industry sources at $1 million
per episode. So the only source of revenue
for the syndicator is the revenue garnered
from national barter ad sales.

As another syndicator phrased it: “Bar-
ter should be construed by stations as part
of the price of the show.”

Syndicators, however, may find some re-
sistance to the new barter-split strategies.

“I'm totally aware of rising production
costs,” said David Simon, vice president of
programing for the Fox Television Sta-
tions.

Mr. Simon, like other station managers,
expressed concern about the shifting barter
splits.

‘““We're not going to go for that,” he
warned. “We want to maintain control of
our stations, and you're not doing that if
you're carrying too much barter.”

Other station executives said they, too,
would be more selective about which barter
shows they bought in the future.

Such is the case made by David Hender-
son, president and chief operating officer of
Outlet Communications. At one point a few
years ago, the Outlet TV stations had a pol-
icy not to purchase any barter shows. “We
abandoned that, but our philosophy now is
to buy only what we need,” he said.#

Cable shows becoming familiar broadcast fare

By JANET STILSON
Staff reporter

NEw York—The term “off cable” is begin-
ning to be as well-known in the syndication
business as “off network.”

It’s all part of syndication’s newest revolv-
ing door. Even as more off-network product
finds its way onto cable, so too has more
cable-originated product become available
to broadcast outlets. This year’'s NATPE
convention is expected to showcase more
off-cable programing than ever before.

But even that isn’'t the extent of cable’s
interest in the potential profits to be made
from broadcasters. At least two cable net-
work companies are developing product that
will not premiere on their own services, but
will move directly to broadcast sales.

‘The additional exposure of exclusive programing that has
moved on to broadcast can help raise awareness of what’s
on cable. But we could lose our edge of offering programing
that can’t be seen anywhere else.’

—Jim Honiotes
Jones Intercable

The new management at Viacom Interna-
tional is tapping the creative forces at the
children-oriented channel Nickelodeon for
exclusive syndication product.

And Turner Broadcasting’s distribution
arm, Turner Program Services, is now offer-

ing a late-night adventure/mystery series,
“The Secret World,” to broadcasters in 24
half-hour parts. This marks the first Turner-
produced series in syndication that hasn’t
premiered first on superstation TBS or CNN.

Cable’s growing aggressiveness in syndica-

tion ‘s matched by broadcasters’ growing at-
traction to cable fare. This was demonstrated
recently with Fox Broadcasting’s purchase of
“It’s Garry Shandling’s Show,” a product of
Viacom’s Showtime pay-cable network.

Te Henry Schleiff, chairman and chief ex-
ecutrve of Viacom Broadcasting and Enter-
tainment Groups, the success of “Garry
Sha-dling’s” sale can’t be measured only in
rights fees.

“I allows us to take talent of high caliber
and put it on free TV,” he said. That will
ultimately attract bigger-name talent to the
Viacom networks, Mr. Schleiff added.

The “Garry Shandling” deal came on the
heek of another unusual Viacom cable sale
to booadcasters.

Nickelodeon's “Double Dare’” game show

(Continued on Page 72)
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Some cable operators are upset that “It's Garry Shandling's Show” is moving to broadcast so rapidly.

Cable networks

to enter

broadcast syndication market

(Continued from Page 70)
will premiere episodes in syndication next month be-
fore turning up on the cable network. The series has
already cleared in 75 markets, covering 73 percent of
the United States.

However, these sales haven’t been without contro-
versy. Some cable operators are unhappy that popu-
lar cable shows are moving so quickly to broadcast
outlets. Bob Lumbard at Storer Communications and
Jim Honiotes at Jones Intercable are among the pro-
graming directors displeased by the syndication of
“It’s Garry Shandling’s Show.”

In particular, they are distressed by the 30-day
window between the time “Garry Shandling’s” epi-
sodes run on cable and their premieres on broadcast
outlets.

Gretchen Bunn, programing director at Daniels &
Associates, pinpoints ‘“Double Dare's” broadcast
premieres as a problem as well.

“If there’s a year window, that gives a correct per-
ception that we had the programs first. But a month
{or less) is not acceptable,” she says. “We’re not a
testing ground for the broadcasters. Do they give us
their hits?”

Adds Mr. Honiotes: ““There are two trains of
thought. The additional exposure of exclusive pro-
graming that has moved on to broadcast can help
raise awareness of what's on cable. But we could
lose our edge of offering programing that can’t be
seen anywhere else.”

Yet even while that debate sizzles, cable program-
ers continue looking for new syndication opportuni-
ties. At Turner, more off-cable product than ever be-
fore is being distributed to stations, according to
Robert Wussler, TBS senior vice president. Recent
additions to its broadcast station offerings include a
new CNN newsfeed service, Newsource.

In addition to sales of MGM library film packages
and such TBS staples as the ‘“Jacques Cousteau”
and “National Geographic” series, the company is
co-producing programing with foreign broadcasters
and spreading the wealth between its own services
and sales to broadcasters.

“I think it's a two-way street,” says Mr. Wussler of
off-cable syndication. “Those of us in the cable busi-
ness want to be as exclusive as possible, but we also
have to be realistic. (Broadcasters and cablecasters)
can help each other, to some extent.”

Expecting to emerge on the syndication scene in
the next year is The Disney Channel, according to
Stephen Fields, the network's vice president of mar-
keting. The family network is developing two to four
sitcoms for its prime-time schedule that are ulti-
mately destined for broadcast sales.

While The Disney Channel has never syndicated
any shows before, Mr. Fields says it has been part of
the network’s overall strategy for several years.

But not all cable networks are enamored of syndi-
cation. The Arts & Entertainment Network is begin-
ning to back away from broadcast sales.

While PBS had the first U.S. broadcast option on
such A&E/BBC co-productions as *“Bleak House,”
the “Miss Marple” series and the upcoming adapta-
tion of John LeCarre’s “A Perfect Spy,” that exclu-

sivity is about to become a thing of the past.

Andrew Orgel, A&E vice president of marketing
and sales, explains that affiliate complaints about
PBS premieres of the network’s programing prior to
A&E airings caused it to reverse course.

Because A&E’s new ‘‘me-first” policy will decrease
tae value of the co-productions for PBS, Mr. Orgel
doesn’t expect many PBS sales. The network will
probably be selling to individual public TV stations
and reap significantly reduced revenue, he says.

“Now that we're entering our second year of prof-
itability, we're willing to forget (the syndication) rev-
enue stream,” Mr. Orgel says.

Also limiting their forays into syndication are Fi-
nancial News Network and ESPN.

The sports channel gained revenues from the syn-
dication of the 13 Sunday prime-time NFL games it
televised. But that money, derived by the distributor
of the games, Ohlmeyer Communications, passes
directly to the cable systems that helped fund
ESPN'’s purchase of the NFL games.

That brush with syndication is the exception rather
than the rule at ESPN, according to a network
spokesman, who stressed the network’s aim to pro-
vide exclusive programing.

Similarly, while FNN has set a Feb. 29 premiere
for its production for broadcast TV, “Business This
Morning,” it has no plans beyond that.

“What we do is so timely, it doesn’t lend itself to
syndication,” says Mike Wheeler, FNN'’s senior vice
president and general manager.

He adds that the syndicated series will not directly
compete with the network’s own business program-
ing, as FNN concentrates on international business
news during the 6 a.m.-to-7 a.m. (ET) time slot when
most stations are expected to air the half-hour show.

FNN launched *“Business This Morning” much ear-
lier than had been planned, Mr. Wheeler says, be-
cause it was approached by the CBS-owned station
group to produce the series, which is distributed
by Viacom Enterprises.

Perhaps not coincidentally, the cable networks
most interested in acquiring off-network product are
the ones that have little interest in reaping profits
from syndicating their own programing.

CBN, which has picked up such off-network prod-
uct as “Remington Steele,” has distributed a soap
opera, ‘“Another Life,” along with two children’s
programs. But the future sales of all three appear in
question.

Similarly, Lifetime, current home <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>