
Although Fili said there was nothing 
"magic" about the numbers 13 and 26 re- 
garding original episodes, Lifetime's output 
plus NBC's 26 shows will add up to a total 
of 65, providing Dodd the potentially lucra- 
tive possibility to live again in syndication. 
"That is less important to us than the per- 
formance and prestige of having Molly on 
Lifetime," said Fili. 

"If it proves to be a success," Fili said, 
"we'd love to continue with the series. It 
has done a great deal for us within the 
creative community. Obviously, consumer 
awareness of Lifetime is of the utmost im- 
portance, but it's also important to get good 
ideas into the network. If no one has ever 
heard of you, it's harder to do that. Now 
that they know who we are, it makes it a lot 
easier." -RG 

Trivia game show 
first off blocks 
for 1990 -91 season 
Select Media proposes 'Coast to 
Coast' as new first -run game strip 
targeted for access time period 

Select Media, New York, is the first dis- 
tributor to propose a new first -run game 
strip for the 1990 -91 season. It is called 
Coast to Coast, and if it airs, it will be 
produced in partnership with the same corn - 
pany producing Select's InSport, the week- 
ly sports magazine show scheduled to debut 
in September. The game is targeted for 
access and would be offered for cash and 
one minute of barter time. 

Coast to Coast is a trivia game show in 
which contestants try to answer questions 
pertaining to different states in the U.S. 
(The set will feature a large map of the 
U.S.) The goal is to answer as many ques- 
tions correctly as possible, linking state 
east to west or vice versa. The object is to 
be the first to link the two coasts with 
correct answers in adjacent states across the 
map. 

The past development season proved to 
be a particularly tough one for launching 
new game shows in syndication, due large- 
ly to the continuing strength of King 
World's Wheel of Fortune and Jeopardy!. 
Most new game shows were dropped or 
postponed to the 1989 mid- season. And 
many of the new game shows started last 
season have been canceled, including Se- 
lect's Relatively Speaking, Paramount's 
Wipe Out, and Barris's Gong Show. 

But hope springs eternal in the syndica- 
tion business, and distributors are never at a 

loss to point out the cyclical nature of the 
business, as well as the fact that even the 
most successful shows have a finite life - 
span. 

"We think next year is the time to launch 
a new access game show," said Mitch Gut - 
kowski, president, Select Media. Gut - 
kowski cited several reasons for his opti- 
mism, including that the demographics for 
access leader Wheel are skewing older each 
season, which is usually taken as a sign that 
a program is reaching the end of its cycle. 

Gutkowski also cited the controversial 

Let the games begin 
American Gladiators, the weekly one -hour syndicated offering from The Samuel 
Goldwyn Co., announced that the show will be taped in front of a live audience at 
Universal Studios Hollywood. Producer Chuck Howard also named former NFL quar- 
terback Joe Theismann and ex- running back Mike Adamle hosts. Still to be named is 

a female co -host. American Gladiators is in its last phase of a nationwide search for 
June -July regional tryouts, with a slated Sept. 9 premiere airing of the program. 

Universal's stage 37 will be converted into a colosseum -like setting for the show's 
live tapings July 24 -Aug. 4. Gladiators pits six competitors -three men and three. 
women -against contenders in such events as powerball, the joust, swing shot and 
the eliminator. The first season of shows will culminate in a final special to be 
broadcast in May 1990. One male and one female will emerge as "Gladiator of the 
Year," each replacing a fallen gladiator in the show's second season. . 

Theismann was the Washington Redskins signal caller from 1974 -85 and is current- 
ly an expert analyst for ESPN's NFL telecasts. Adamle saw service with three NFL 
teams as a running back during his career, and has been associated with ABC as a 

sideline reporter for college football broadcasts and as sports anchor for ABC O &O 
wts -ry Chicago. American Gladiators has been cleared in nearly 80 markets, repre- 
senting more than 75% of the country, with 25 of the top 30 markets in the fold. 

side to all the reality and tabloid shows 
hitting the air, which has scared some ad- 
vertisers away. "There's too much contro- 
versy there," he said, "I think that trend 
will burn itself out very quickly." 

Select also has several specials in the 
works for next year, including The Horror 
Hall of Fame, an awards show for that film 
and TV genre, and a public service pro- 
gram, Drug Free Kids: A Parents Guide. 

For September, however, InSport, with 
co -hosts Ahmad Rashad and WJW -TV Cleve- 
land's Robin Swoboda, is Select's show- 
case program. Program reps are skeptical 
about Gutkowski's goal of making InSport 
"do for the sports industry what Entertain- 
ment Tonight has done for the entertain- 

ment industry." 
"I can't say definitively it won't hap- 

pen," said one rep. "But the odds against 
that happening are considerable. It's a nice 
little show and it fills a need for stations 
that carry sports on the weekends." So far 
the show has cleared 73% of the country, 
including stations in 27 of the top 30 mar- 
kets. Five of the seven NBC -owned stations 
will carry the show, the exceptions being 
Denver and Cleveland. 

The show is a joint venture between se- 
lect and InSport Productions, owned princi- 
pally by Cary Glotzer, serving as executive 
producer, and John Servidio. Both execu- 
tives are former producers from NBC 
Sports. -SM 

CBN sets DIC programing block for fall 
New and off -network shows will 
make up 26 -hour weekly kids slot 

CBN Family Channel has released its fall 
programing schedule for its 26 -hour weekly 
FunTown programing block developed by 
DIC Enterprises that premieres Sept. I I. 
The CBN -DIC venture makes children's 
programing one of the key programing 
blocks on the Family Channel. 

The DIC block will run weekdays from 7 
to 9 a.m. and from 4 to 6 p.m., as well as 8 

to I I a.m. on Saturday and Sunday. Titles 
range from off -network staples Batman and 
Roger Ramjet to the original productions 
Something Else and Wowser. In all, the 
lineup includes four live- action, and 13 ani- 
mated and one live action/animated series. 

The FunTown package will be tied to- 
gether thematically. "With a well -balanced 
mix of programing choices and the creation 
of a distinctive look, special graphics, 
unique channel identification, original mu- 
sic, interactive promotions and a friendly 
'mayor' to tie it all together, FunTown be- 
comes a welcome, cohesive environment 
for kids," said Rick Rosen, vice president. 
sales, production and development for DIC. 

DIC is handling the advertising sales for 
the block, while the Family Channel is re- 
sponsible for distribution and marketing ac- 
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tivities. Any profits generated from the ad- 
vertising sales, an effort that's just begun 
for the fall block, will be shared, Rosen 
said. The channel plans an "all -out promo 

CBN lineup 
Weekdays 
7 a.m. The Litties 
7:30 a.m. Dinosaucers 
8 a.m. Wowser 
8:30 a.m. Mapletown /Sylvanians Show 
4 p.m. Roger Ramjet 
4:30 p.m. Fonzie & Friends 
5 p.m. Something Else 
5:30 p.m. Batman 

Saturday 
8 a.m. Swiss Family Robinson 
8:30 a.m. Gerbert 
9 a.m. Rainbow Brite 
9:30 a.m. Hello Kitty's Furry Tale Theater 
10 a.m. I'm Telling 
11:30 a.m. New Generation 

Sunday 
8 a.m. 
8:30 a.m. 
9 am. 
9:30 a.m. 
10 a.m. 
10:30 a.m. 

Swiss Family Robinson 
Gerbert 

Little Clowns of Happytown 
Getalong Gang 

Pole Position 
Starcom 




