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National TV: Loaded
Upfront came and
went last week, with
the Big Six networks
taking in about $7 bil-
lion in prime-time ad
commitments for next
season. CPM ircreases
ranged from 12 to 20
percent, except for the
WB, which won hikes
of up to 35 percent.
Net Cable: Surging
More than 65 percent
of budgets are regis-
tered with networks;
agencies are eager to
do business, even as
CPM increases are
solidly in the teens.

Spot TV: Mixed
Plenty of avails are still
left in June. Summer
movie budgets are
expected to mowve soon.
Radio: Moving

June is all but sold ocut
and July is filling up
fast. Now is the time to

DaVid E. Ke"eY'S place July buys on sta-
gall detective tions targeting younger

listeners who will be

drama home for summer.
for ABC Newspapers: Steady

See Special Report Auto spending is
~ strong. Schaols are
- Page 64 closing for summer,
but many retailzrs are
already eyeing back-
to-schcol campaigns.

549688

ALAN LEVENSON




TIMES CHANGE. GREAT TV DOESN'T.

Already in over 37 million households” and one of the top 10 rated

basic cable networks,”” TV Land is the new network of TV favorites.
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It's Prime Time for Basic Cable Ratings

Basic cable posted its highest-ever prime-time audience levels
for the May sweeps period, according to the Cabletelevision

Advertising Bureau’s analysis of Nielsen data. The CAB report- |

ed that for 25 out of the sweeps’ 28 days, ad-supported cable’s
prime-time household audience grew 11 percent (2.3 million
homes) over last May, to 22.6 million homes, and its average
household rating grew 9.7 percent, to 22.7, from a 20.7 in May
1998. May was the 11th consecutive sweeps period in which
basic cable increased its viewership over the previous year,
according to the CAB.

ABC, Panasonic Team Up for MIUF
ABC has will offer the 1999-2000 season of Mon-
day Night Football and its telecast of Super Bowl
XXXIV in high-definition television, with Mat-
sushita—owned Panasonic Broadcast & Television
System Co. providing most of the state-of-the-art
equipment to do it. Plans are for Panasonic to
build and provide equipment to allow ABC to
broadcast in the 720-progressive HDTV format,
including an HDTV mobile truck, studio and field
cameras, recorders, monitors and other support
gear. In exchange, Panasonic will receive electron-
ic billboard insertions in MNF’s pregame show,
which it hopes will stoke demand for its new
HDTYV sets.

CNN, IDG Link for Tech Show

This fall, CNN will launch a 30-minute weekly
consumer technology show that will feature Inter-
national Data Group-branded program segments
and include contributions from IDG print jour-
nalists. IDG, publisher of such technology maga-
zines as PC World and The Industry Standard, has
committed to a three-year advertising agreement
that makes IDG one of CNN News Group’s lead-
ing advertisers. The advertising deal includes both
CNN networks and Web sites and makes IDG
CNN’s leading interactive advertiser. Additional-
ly, IDG will consolidate its Web properties to
form a new online company. CNN will acquire a
minority equity stake in the newly formed IDG
online company.

Court TV Adds Cops to Prime Time

Continuing its programming expansion into the law enforcement
segment of the criminal justice system, Court TV has acquired
rerun rights to Fox’s four-time Emmy-nominated show Cops.
Court TV picked up Cops—the reality series in which video jour-
nalists shadow police officers on busts—just days after the
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Supreme Court ruled that police may be violating the Fourth
Amendment rights of alleged lawbreakers by letting them be
taped them in their homes. Reruns of Cops will premiere on
Court TV in September and will run weeknights at 8 p.m.

Tower Collapse Becomes $.D. Lightning Rod
To mollify audiences after its antenna imploded on May 24,
San Diego WB affiliate KSWB-TV took to the phones until 10
p.m. for the two days it was off the air. “It’s nice to have a
human voice explain things,” said Lise Markham, the station’s
vp/general manager. “We tried to help [viewers] have a sense of
humor about it.” Further raising the ire of viewers and stress

| on station execs, the season finale of Buffy, the Vampire Slayer
was cancelled by the WB last Monday due to the
episode’s violent high-school shootout scene.
KSWRB’s position in the local sweeps race was
blown by the antenna problem, of course, but
when the signal stabilized at 50 percent power
last Wednesday, the season finale of Dawson’s
Creek earned an 8 rating/12 share—the show’s
third-highest local rating. Station engineers were
baffled by the tower’s sudden demise and were
investigating at the end of the week.

Addenda. Christopher Goutman, most
recently executive producer of Another World,
the daytime soap opera recently taken off the
air by NBC, was named to the same position at
the CBS soap As the World Turns...On the
heels of CBS agreeing in April to acquire King
World Productions, the syndicator gained
clearance on WCBS-TV in New York for the
fall rollout of its Martin Short talk show,
giving the program clearances in all of the top
10 markets...Continuing their high-profile
movie-acquisition binge, TBS and TNT have
acquired the broadcast window rights to The
Mummy as well as Life, EDtv and Primary Col-
ors...Bart Catalane, ABC’s recently pro-
moted vp/CFO, suddenly exited the broadcast-
ing business last week for a position as CFO of
TMP Worldwide, an online employment
recruiter and advertising agency...Judsen ’
Culbreth, formerly Working Mother editor in
chief, has been named vp/editor in chief of

| Scholastic Parent Publishing.
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Correction: in ast week’s issue, Mediaweek incorrectly
reported that Fortune led in ad pages over Forbes through the

first half of 1999. There are still two issues of Forbes remaining
in the first half.
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Aimnid Declining Ratings,
UsA May Shop Springer
A renewed effort by Studios USA to tone
‘ down its embattled Jerry Springer talk
show by airing old reruns has led to spec-
ulation that the Barry Diller-owned syn-
dication house may be seeking an outside
‘ distributor to take over the show.
“P've heard they are expressing interest
in selling off the distribution rights or just
‘ letting their deal with Springer lapse after
next season,” said a New York City-based
station rep who requested anonymity.
A representative for Studios USA
} said the distributor had no comment on
the status of the Springer show, other
than referring to a company statement
that it will “distribute a program that we
‘ feel is responsible—no violence, physical
confrontation or profanity.”
Studios USA made a similarly brief
‘ promise for the first few months of this
| season. Then last week, without prior
notification to stations, Studios USA
began distributing 1992-94 season
\ episodes of Springer, then a milder, rela-
tionship-based show. By May 26, the old
' Springer episodes had produced ratings
’ declines of 55, 35 and 27 percent,
respectively, from its previous week’s
household averages in New York City
(on WPIX-TV), Los Angeles (KCAL-
| TV) and Chicago (WFLD-TV).
Bill Carroll, vp and director of pro-
gramming for Katz Television, said
| Springer client stations’ anger at Studios
USA is compounded by the fact that
“they are paying higher license fees for
the battling Springes; not the cerebral
| Springer” But USA Inc. chairman Barry
\ Diller is said to be growing tired of the
public hailstorm against Springer, who
has been called to testify before the
Chicago City Council about whether his
show stages fake fights or promotes real
battles. —Michael Freeman

~ Paul Allen’s Charter
 Acquires Two More MSOs

Continuing his cable shopping spree, bil-
lionaire investor Paul Allen last week
spent $5.6 billion in two days to acquire
1.5 million cable homes. The deals move
Allen closer to his “wired world,” in
which next-generation media will flow to
consumers through (continued on page 6)

|

With

The Wind

Upfront explodes; CPMSs up sharply, nets cash in

‘ NATIONAL TV / By John Consoli with Jim Cooper

|

unified stand among the TV net-
work sales departments, all of which
refused to flinch at the traditional ad
agency posturing, led last week to
the largest across-the-board CPM
increases in the prime-time upfront
in more than a decade.
With the WB leading the way with CPM

| presented arate card that sought CPM hikes as
high as 35 percent. “The response exceeded
even our expectations,” said one WB official,
‘ who declined to speak for attribution.

But WB President Jamie Keliner said, “Any-
body who is trying to reach young adults and
teens realizes the WB is a unique way to do that.
[Interest from]| advertisers who want to reach

increases of be- ——————— this audience and
tween 28 percent THE UPFRONT BOX SCORE the amount of
and 35 percent money available
. . Network Upfront Sales % Change  CPM Increase

more than last year, {Prime Time) HofTibs ahaghs from t.hex:r’l [were]
Fox at rate hikes as very high.

much as 20 percent, | NBC g tolien i L Once the WB
and the other net- | ABC $1.7 billion +13% +14% had sold all its
works in the 12 per- | cgs $1.3 billion +8% +14% ‘ inventory, many
cent to 14 percent | - buyers trying to

Fox $1.3 billion +18% +16%

range, the total reach those same
prime-time upfront | WB $450 million el +32% younger  demos
take is expected to | UPN $135 million Even not available turned to Fox.

reach—and possibly

exceed—$7 billion when all stragglers are in.

Demand for prime-time inventory was so
strong, media buyers said, that the networks
were offering better deals to advertisers who
agreed to reducc their spending.

The big-bucks upfront for the networks left
many buyers, who had vowed not to pay double-
digit increases, red-faced. “Buyers don’t like
being able not to push the networks around,”
said one network sales exec. “It doesn’t look
good to their clients.” But the exec added that
the economics of the marketplace and internal
pressures from higher-ups mandated that
“before the networks folded, they had to be
ready to lose some business.”

“The networks were ready to hang tough
until after July 4, if they had to,” said another
network executive, who did not want to be
identified. “We were ready to hold out until the

marketplace proved we would not eventually |

get the business.”
The advertising community blinked first—
and almost immediately. Last Monday, the WB

The net’s schedule
l for next season, which targets young women
Monday through Wednesday nights, teens on
Thursday, males on Friday and Saturday and
| families on Sunday, was an easy way to buy.
| The network did many deals in the 18 percent
to 20 percent range, with an average CPM
| increase of about 16 percent.

Buyers then turned to the Big Three and
| found that they too were seeking double-digit
CPM increases. After about a full day of pos-
turing, buyers realized NBC, ABC and CBS
were not going to soften their positions, and
business went down.

“On Monday, Jed Petrick [WB exec vp of
media sales| was the villain, on Tuesday it was
Jon Nesvig [Fox sales president] and by Wednes-
day it was Marvin Goldsmith [ABC sales pres-

ident], who took a harder line than he has in
| years past,” a buyer said. “When it became clear
that ABC would not be making any conces-
sions, the advertisers realized they had no
| choice but to pay the increases to every network.
A ton of business went down on Thursday.”
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The last time the network upfront went
down this quickly, and with CPM hikes for each
network this strong, was in 1987, when Nielsen
switched to the people meter as a means of
measuring audience, agreed buyers and net-
work execs. Before that, it was in 1976, during
the Bicentennial celebration.

“There are going to be many network sales
execs with hangovers on Monday,” joked one
buyer. “Last year, buyers scared us with talk of
optimizers and moving dollars to cable. This
year, we called their bluff,” said a network exec,
who also would not speak for attribution.

While ratings this season fell significantly
for many network programs, buyers and net-
work execs agreed that network reach is still
very valuable to advertisers. “There is still noth-
ing as valuable as NBC Thursday nights,” said
an exec at a competing network. “While it is not
what is once was, it is still more valuable than
anything on the air.”

CBS was said by buyers to benefit from its
lower prices. “Many advertisers saw the net-
work as a real value, even with its double-digit
CPM increases,” said one buyer.

Some of the big-budget auto advertisers,
who bought earlier in the week, may have kept
the CPM increases they paid to just less than 10
percent. Likewise, the big-clout buying services,
like MediaVest and Leo Burnett’s Starcom,
may also have cut some deals at high single dig-
its, but, for the most part, no one was spared the
double-digit increases. Even the early morning
and evening news dayparts were sold at double-
digit increases. Only daytime was soft.

‘While broadcasters were close to finishing
up their upfront selling, cable networks were
just starting to make some deals. At the end of
last week, Grey’s Mediacom was close to final-
izing deals with Lifetime, USA Networks and
Discovery. Rubin Postaer had finished buying
for client Chef America, and Lowe & Partners
had spent Claritan’s upfront budget.

Registered business last week included:
SmithKline Beechham, Warner Bros., Ethan
Allen and Playtex out of MediaCom; Tropi-
cana and Sega out of TN Media; Levi Strauss,
Nissan and Sony Playstation out of Chiat Day
and Kmart out of Cambell Mithun Esty. Sellers
also reported that MediaVest had aggressively
registered large portions of its clients’ lists.

“There is a lot of stuff working, and they’re
spending more,” said one cable network sales
vp. Sales execs reported that budgets have
increased in dollar volume by about 77 percent
from 1998, and that business that has already
closed is up 45 percent over last year.

“Our CPM increases are in the 11 to 14 and
12 to 15 percent range,” said one cable network
sales exec, who said automotives, especially
Ford and Chrysler, were moving quickly. W

FCC Feels Holiday Heat

' McCain steps up attack on agency with new bill to limit its powers

|

I

WASHINGTON / By Alicia Mundy

ust as Congress prepared to break

last week for a Memorial Day recess,

Sen. John McCain (R-Ariz.), chair-

man of the Senate Commerce Com-

mittee, dropped a legislative bomb-

shell on the Federal Communica-
tions Commission at the same time that FCC
chairman William Ken-
nard was testifying before
the senator’s panel.

The  McCain-spon-
sored Telecom Merger
Review Act of 1999 would
strip the FCC of authority
for one of its core mis-
sions: approving telecom-
munications mergers, ac-
quisitions and license
transfers. FCC staffers
and Democratic staffers
for senators on the Com-
merce Committee knew
that McCain was working
on a bill, but they had ex-
pected merely a compan-
ion piece to a measure
proposed last month by
Sen. Mike DeWine (R-Ohio). That bill, cur-
rently before the Senate Judiciary’s antitrust
subcommittee, would only require the FCC to
speed up its approvals process, imposing a
deadline of 240 days.

McCain’s initiative, cosponsored by Sen.
Orrin Hatch (R-Utah), Judiciary Committee
chairman, goes way beyond that. It would ef-
fectively cede all control of telecom mergers
to the Department of Justice and to the Fed-
eral Trade Commission. In a statement, Mc-
Cain took a swipe at the FCC, saying that if
the DOJ or FTC has already reviewed a pro-
posed telecom merger and stated their ap-
proval or no intent to intervene, “the FCC
must follow the determination of these expert
agencies and transfer any licenses without fur-
ther delay.” The FCC’s role would be reduced
to filing “comments in DOJ or FTC merger-
review proceedings.”

Can such an aggressive move to curtail the
FCC’s powers win approval in Congress? “Not
a chance of a snowball in hell,” one Democra-
tic Senate staffer said. “No way,” echoed a
staffer at the FCC, which does not comment
officially on Congressional legislation.

It appeared that DeWine, author of the

|
|
1
|
!
|

Ambush: McCain unveiled his
measure during FCC testimony.

original bill, may not support McCain’s effort.
And Herb Kohl (Wis.), DeWine’s Democratic
counterpart on the antitrust subcommittee,
also is unlikely to get behind McCain, said a
staffer on the subcommittee. “Kohl and De-
Wine want the FCC to move things along, but
they don’t want the FCC to lose jurisdiction
here,” the staffer said.

A staffer at the White
House said Vice President
Gore’s office, which fol-
lows technology and FCC
issues closely, was “skepti-
cal” of the proposal.

But some Republicans
were delighted. In a state-
ment, Hatch, like Mc-
Cain, complimented the
antitrust “experts” at the
DOJ and FTC. “The
FCC’s work often dupli-
cated that of the DOJ’s
antitrust division,”
Hatch said. “And this
legislation will stop such
duplication.”

Even if the bill doesn’t
pass, it sends a message to Kennard about Con-
gress’ concern with the FCC’s approvals process.

All five FCC commissioners were testifying
before McCain’s committee (which was per-
forming an oversight review of the commission
and its role in pushing competition and con-
sumer interests) when committee staffers
began passing out copies of the new bill and
accompanying statements.

McCain opened the session by asking Ken-
nard if the FCC was merely duplicating the
work of the DOJ when it conducted its own
merger reviews. Two weeks ago, McCain went
ballistic when, during an FCC meeting on the
SBC/Ameritech phone merger, the lead FCC
staffer on the issue suggested that the merger
might not be approved without significant con-
cessions by both parties. The deal has already
been approved by DOJ’s antitrust division. A
furious McCain fired off a letter to Kennard.

“There’s no doubt that this [bill] came out
of McCain’s anger over SBC/Ameritech,” said
a telecom lobbyist who attended the packed
oversight hearing and was shocked to read the
new measure. “I think McCain’s trying to
make a point. Kennard is going to have to work
hard to defend the FCC’s role here.” |
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cable wires. Allen’s Charter Communica-
tions now ranks as the country’s fifth-
largest multiple-system operator, with
about 5.5 million subscribers.

Charter snapped up Falcon Cable
TV last Wednesday for about $2 billion
in cash and another $1.6 billion in
assumed debt. Falcon is 46 percent
owned by AT&T which, through the
deal, will become a minority owner of
Charter. In his second major acquisition
the next day, Allen purchased Denver-
based Fanch Communications for $2 bil-
lion. The deal has Allen paying about
$4,000 per Fanch subscriber and assum-
ing no debt. Allen will pay about $3,600
for every Falcon cable subscriber. AT&T
recently ponied up about $4,600 per
MediaOne subscriber.

Including his 1998 purchase of Mar-
cus Cable for $4 billion, Allen has spent
more than $15 billion in seven cable
deals. —Jim Cooper

Paramount Buys ET Stake,
Rysher Distribution Rights

Ending two months of intense negotia-
tions, Paramount Television Group has
closed a complex agreement to acquire
Cox Broadcasting’s 50 percent stake in
Entertainment Tonight and assume distrib-
ution and production of all existing Rysh-
er Entertainment products.

Paramount Network Television takes
over all barter sales from Rysher on ET,
which generates an estimated $80 mil-
lion—plus in national ad revenue annually.
Sources close to Paramount said the ET
sale was for cash. Paramount and Cox
officials declined to discuss terms.

Rysher, originally acquired by Cox in
1994 as a boutique syndication house to
supplant Television Program Enterprises,
is being folded. Its 80 employees have
been handed pink slips. Under terms of
the deal, Cox will retain ownership of
Rysher syndicated series Judge Mills Lane,
while Paramount will assume production
and domestic distribution of the freshman
courtroom strip.

Paramount will take over production
of Nash Bridges (CBS) and Oz (HBO).
The studio, which also gains distribution
rights to approximately 100 Rysher-
produced movies and telefilms, soon
will have a library of more than 80,000
episodes, includ- (continued on page 8)
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Party’s Over for Affiliates

Networks scale back or kill lavish spring bashes for stations
AFFILIATE RELATIONS / By Michael Freeman

he era when TV station executives |

and their families jetted off to exotic |

locales, swilled umbrella-laden cock-

tails and posed with network stars—

all on the network’s tab—is coming

to a crashing end. Economic divi-
sions and the ever-widening gulf over future
strategic objectives with their affiliates have led
the Big Four broadcast networks to either scale
down or kill the pep rally-like love fests that
used to mark spring affiliates meetings.

Perhaps the most egregious example of
the scaled-down-party economics is at Dis-
ney-owned ABC. What for several years was
a three-day bash of Mickey Mouse-led
street parades and nighttime laser shows at
Disney World in Orlando, Fla., has become
a sober one-day affair (June 8) at Los Ange-
les’ Century Plaza hotel. Gone from the
prime-time-series presentations are the
stars, the glitz and the screenings of shows
picked for the fall. One poolside cocktail
party will be held, with only a slight chance
of stars in attendance.

“At the past two meetings, they closed [to
the public} the Disney/MGM and Animal |
Kingdom theme parks and used to throw |
huge parties,” recalled one ABC affiliate
owner, who requested anonymity. “Now, we
should consider ourselves lucky if we get a
Hercules cassette and loincloth thrown in,”
he quipped, referring to Disney’s Tarzan
summer theatrical release.

An ABC representative related that it
was a “mutually agreed upon decision be-
tween the network and the affiliates’ board
to focus on business at hand” at open- and
closed-door business sessions.

ABC is not alone, though. NBC, which
had flown affiliates to Phoenix or Honolulu
for multiday meetings, folded the affils
meeting into its network upfront sales pre-
sentations in New York City earlier this
month. One competing network executive
said NBC probably saved between $300,000
and $500,000 by abandoning the separate
“off-site” spring affiliates meeting.

Even though a preliminary agreement
was struck between Fox and its affiliates last
week (see story below), officials at the fourth
network declined to spell out the agenda for
their June 17-18 meeting in Chicago, fearing
affiliates would boycott it.

CBS, on the other hand, is throwing a
two-day affiliates bash June 2-3 at the Bella-
gio hotel and casino in Las Vegas. At the
45th annual spring affils conference, CBS is
flying out series celebrities for the prime-time
presentations and its “Parade of Stars” lun-
cheon banquet and post-meeting poolside
party on June 3.

“I’'ve got to go this year,” related one CBS
affiliate owner. “Because if [CBS Chairman)]
Mel Karmazin has to pay for the King World
party at [next year’s] NATPE convention,
there might not be anything left for CBS.” B

New Fox Offer Eases Burden on Affiliates

Fox affiliates finally caught a bit of a break in
their contentious dealings with the network,
when Fox offered a slightly revised package
that lessens the strain on stations’ hottom lines.
Though Fox will still reclaim 20 out of 90
prime-time spots, giving itself a nice financial
windfall, affiliates can buy back the inventory at
a lower rate than was quoted two months ago.
The original proposal gave 15 bonus units to
stations that agreed to the terms of the buy-
back. The catch, however, was that 25 percent
of the revenue incurred from selling the inven-
tory would go to Fox. In the current deal, Fox
dropped the 25 percent cut. Plus, said one Fox
source, the 15 spots will include inventory from
audience favorites like Ally McBeal and The X-

Files. Another difference in this offer: Fox
agreed not to take back any more football or
prime-time inventory for the next three years.

“It is considerably better than the original
plan,” said Tribune Broadcasting President Den-
nis FitzSimons. He declined to quantify the sav-
ings to his station group.

Though affiliate endorsement of the propos-
al wasn't unanimous, it came from a “solid
majority,” according to Murray Green, chairman
of Fox's affiliate board and vp of Raycom Media.

“It was a significant compromise,” Fitz-
Simons said. “It’s time to put this issue behind us
and move on to more constructive things.” Affili-
ates that have agreed to the terms are expected
to begin selling immediately. —Megan Larson
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ing the product gained from its pending
acquisition of Spelling Entertainment
Group. —MF

More Listeners Jammin'
To R&B and Top 40 Sounds

R&B and Top 40 radio formats were the
big winners in the Arbitron winter survey,
according to an Airplay Monitor/Billboard
analysis of the 94 radio markets measured
year-round. R&B’s share, which includes
Urban formats, Urban Adult Contempo-
rary and the fast-growing Jammin’ Oldies
stations, rose to 12. 4 percent from 11.8
percent in a year, as AMFM and other
radio groups continued to switch over to
R&B formats.

While Oldies stations in several mar-
kets, including New York and Chicago,
have lost listeners to Jammin’ Oldies, the
Oldies format overall is flat at 5.5 per-
cent, down just three-tenths of a point
compared with last year. News/talk (16.1
percent) remains the top programming
format, despite losing some audience
since the previous survey. Adult Contem-
porary and its incarnations still domi-
nates as the most-programmed music
format, with a 14.5 share. The Country
audience continues to erode, falling from
9.8 t0 9.3. —Katy Bachman

Minnesota's Ventura Vetoes
Funding for Digital Upgrade

Two statewide public broadcasting sys-
tems got body-slammed last week. Min-
nesota Gov. Jesse Ventura vetoed a bill
that would have funded the state’s six
public TV stations in their conversion to
digital broadcasting, The issue is expected
to remain in limbo until February, when
the state House will next convene.
“Congress gets it, the president gets it.
the Minnesota House and Senate under-
stand,” said Allen Harmon, president of
Minnesota’s Public Broadcasting Associa-
tion. “We just hope the governor gets it.”
Meanwhile, a two week drama on the
nearly $7 million deficit carried by Geor-
gia Public Broadcasting neared a final act
when Gov. Roy Barnes forced the resig-
nation of Executive Director Werner
Rogers and his board of directors. State
Auditor Claude Vickers, who uncovered
the shortfall, was appointed the next
executive director. —Megan Larson

To Infinity and Beyond

Karmazin’s $8.3 billion buy of OSI makes his co. tops in billboards

OUTDOOR / By Katy Bachman

el Karmazin, CEO of Infinity and |
parent company CBS, made good on
rumors last week by announcing a
deal to buy the nation’s largest out-
door company, Outdoor Systems Inc., for $6.5

on the board of directors of Infinity. William
| Apfelbaum, president and CEO of TDI will
continue in his position. Both companies will
sell their space separately.

The move caps a trend in the radio busi-

billion in stock, plus the assumption of $1.8 | ness to snap up outdoor companies, which

billion in debt, for

a total-deal value

TOP 5 U.S. OUTDOOR COMPANIES

most broadcasters
see as a good fit

of $8.3 billion. Gompany (Owner)

1998 Revenue %of Industry | [ radio,  since

1

|

|
Phoenix-based (in Millions) | one-third of listen-
OSI posted $705.9 | guigoor Systems (infinity/CBS) ~~ $750 7% | ing takes place in
million in revenue | gijer Media (Clear Channei) $600 1y | cars.  Karmazin
from 112,000 dis- | Lamar Advertising $400 9% ‘ essentially started
play faces in 90 | TDI (intinity/CBS) $300 % the trend in Febru-
markets in the | Chancellor Outdoor (AMFM) $275 6% | ary 1996, when—
US, 13 markets | squrce: BT Alex Brown | as head of Infinity

in Canada and 44 -

markets in Mexico, including 125,000 subway
displays in New York City. Along with TDI,
Infinity is now claiming bragging rights as the
largest outdoor media company in the world,
pushing Clear Channel to second place.

When the deal closes (expected this fall),
Arte Moreno, president/CEO of OSI, will
become CEO of the new Outdoor Systems, a
wholly owned subsidiary of Infinity. He and
William Leviner, OSI chairman, will also sit

) before it merged
with CBS—he purchased TDI Outdoor for
$300 million. A year later, Clear Channel
purchased two top 10 outdoor companies,
Eller Media in March 1997 and Universal
Outdoor in November 1997, making Clear
Channel the second-largest player in the out-
door business after Outdoor Systems.

Only one radio company, AMFM (former-
ly Chancellor)—which got into outdoor just
last year—is looking to exit the business. W

Bad Time to Be SMART

SRI shutters would-be TV ratings service due to lack of funding

RESEARCH / By Katy Bachman

ielsen Media Research has again
beaten back a competitor to measure
TV audiences. Last week, Westfield,
N.J.-based Statistical Research Inc.
confirmed it is pulling its TV meters out of
New Jersey and shutting down its two-year
SMART (Systems for Measuring and
Reporting Television) project, after failing to
raise the $100 million it needed to start up a
rival network-T V-ratings service.
“No one said ‘no,” but they didn’t say

| ‘yes,’”” said SRI President Gale Metzger,

who had secured more than 30 letters of
intent from TV and cable networks, adver-
tisers and agencies. “The research side went
well, but to get money from the outside, the
industry would have to put up money, and
that got progressively more difficult.”

“It’s a shame. In a period of rapid tech-
nological change, we need to improve mea-
surement and reporting of TV audiences,”
said Alan Wurtzel, president of research
and media development at NBC.

Despite the financial squeeze on the pro-
ject since its beginning, SRI, as recently as
January, said it was going ahead with a two-
year rollout of the service. The service
moved from Philadelphia to its own back-
yard. It also hired Andersen Consulting to
secure financing. Andersen’s solution for
SRI was for four or five major broadcast and
cable networks to provide at least half the
funding for SMART.

“I wish there was a way to spread it
across more entities,” Wurtzel said. “The
networks put millions up already.” ]
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No Clean Sweep Here

\ Each of the nets claims May victory in its particular demos

NETWORK TV / By John Consoli

BC held on to win the May sweeps in

households and won by a more signif-

icant margin than expected in the

adults 18-49 demo. Those victories
led Scott Sassa, the network’s West Coast
president, to point out that in 13 of the past 15
years, when NBC has won May, it has gone on
to win the following season.

Not to be outdone, CBS—which won the
November and February sweeps in houscholds
and finished second in May—touted its total
viewers growth this season, surpassing NBC to
become No. 1 (13.3 million per night vs. 12.6
million). CBS also ended the season with its
highest household rating among the nets for
the first time since 1993-94.

ABC, which tied with Fox for second in
the 18-49 demo, crowed about winning Tues-
day and Wednesday nights during the sweeps,
and about winning more nights (83) during
the season than any other network among
adults 18-49, NBC won 82; Fox won 61.

And Fox touted its season-ending demo
victories in adults 18-34, men 18-49 and men
18-34. Fox also tied for first with NBC in men
25-54 and women 18-34. WB and Fox tied for
the season in teens 12-17 with a 4.2/14.

For the May sweeps, Fox finished second
to NBC in the 18-49 category, with a 4.6/14,
compared with NBC’s 6.0/17. ABC also did a
4.6/13, helped by a huge showing of the Home
Improvement final episode, which did a 16.9
in 18-49s. CBS came in fourth with a 3.7/11.
WB was fifth with a 1.8/5, and UPN ended up
sixth with 1.1/3. NBC also won households
with a 9.7/17, followed by CBS at 9.1/15,
ABC with a 7.7/13 and Fox with a 6.4/11.

During the sweeps race, NBC had built up
a huge first-week lead on the strong audience
picked up by the Noah’s Ark miniseries. But
CBS chipped away at the household lead,
helped by the surprising performance of its
May 23 movie, Michael Landon, the Father I
Knew, which recorded a 12.4/20, to edge out
Part 1 of ABC’s big-budget Cleopatra (an
11.9/19). But the ABC movie delivered nearly
twice the 18-49s than the Landon bio.

This may have been the last sweeps in
which Fox will carry a lot of reality program-
ming. Doug Herzog, Fox Entertainment presi-
dent, said a vital step to grow the Fox audience
over the long term will be to deemphasize re-
ality shows. “We will definitely try to limit the
amount of reality programming on our net-

PAGE ¢

work,” Herzog said. “It will not play the role it
has in the past 24 months. It’s efficient from a
cost standpoint, but it doesn’t help us from a
long-term branding standpoint.”

Herzog wants to build the network by tar-
geting specific demos with edgy yet more tra-
ditional fare, starting this fall. He said the

ABC’s Cleopatra, with Billy Zane an
Leonor Varela, fared well in demos.

network needs to find another way to reach
| young men, preferably more through dramas
| than reality shows. He also said Fox plans to
| develop miniseries and made-for-TV films. B |
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NBC Entertainment president Garth
Ancier said he designed the network’s
fall prime-time schedule to bring back as
many shows as possible in the same time
slots. “I have a problem myself as a view-
er following all the time changes,”
Ancier said. “We need to stop moving
shows around.” That’s one reason why
four of NBC’s five Thursday-night shows
will return in their same slots, although
Jesse will undergo a cast revamping,
except for the show’s two stars. All NBC
weeknight 8 p.m. shows will also return
in the same slots.

WB president Jamie Kellner was can-
did with advertisers during the net-
work’s recent upfront presentation. “We
will never be the No. | network, and we
don’t care about household ratings,” he
said. Jed Petrick, WB executive vp of
sales, said the network’s “mission is not
tobe No. 1 in 18-49, but to be the net-
work of choice for those under 35.”
Kellner also predicted that “the WB will
have a distribution system that will rival
Fox in five years.”

Univision president/C00 Henry Cis-
neros said Hollywood studios should not
only be promoting movies with Hispanic
stars on his network. Cisneros noted that
the network’s research shows Hispanic
audiences have many American favorites,
Julia Roberts in particular. Another mis-
perception among advertisers, Cisneros
said, is that Hispanics are not computer-
friendly. “Our goal is to prove to comput-
er manufacturers that Hispanic families
buy computers,” he said.

One show not on UPN's fall schedule
that should be ready by midseason is a
Barry Sonnenfeld program, The Strip, set
in Las Vegas. According to UPN presi-
dent Dean Valentine, Sonnenfeld has
commiitted to directing the first episode
and will be more involved than he was on
his ill-fated ABC drama Fantasy Island.

ABC Entertainment president Jamie
Tarses said Aaron Sorkin will start writ-
ing scripts for the returning sitcom
Sports Night earlier than usual. Sorkin is
also the creator of the new NBC show
West Wing, but Tarses said his involve-
ment in that show will not take prece-
dence over Sports Night. —John Consoli

May 31, 1999 MEDIAWEEK

Financial Stakes Raised

 Studios with network connections play hardball slotting new shows

TV PROGRAMMING / By Michael Freeman

wnership and financial stakes in prime-

time programming for the broadcast

networks have never been higher, liter-

ally. In this age of vertical integration,
the studios’ production divisions have used the
clout of their sibling networks to gain leverage
on competing networks that want their pro-
gramming.

One story not told dur-
ing the networks’ recent
prime time upfront presen-
tations in New York City
was a backroom deal
between 20th Century Fox
Television and the WB
network for Roswell, a dra-
ma picked up by WB for
fall ’99. In order to get
20th to pull Roswell from |
Fox’s development slate, [
WB is said by competing
studio sources to have giv-
en in to ordering 22 epi-
sodes and placing it in the plum Wednesday
9-10 p.m. slot currently occupied by Spelling
Television’s Charmed.

One of WB’s three breakout hits this sea-
son, Charmed is nevertheless being thrown
into the killer Thursday 9 p.m. slot, opposite
NBC’s tent pole, Frasie, CBS’ Chicago Hope
and UPN’s new WWF Smackdown.

“The [Roswell] pilot had tested very well
with focus groups, and WB loved it, but 20th
also told them ‘it could as easily go back to
Fox if you don’t give up the time period and
a full order,’” said a production source with
ties to Spelling and Charmed. “They had
them over a barrel and WB knew it.”

However, 20th also displayed some give-
and-take in negotiations with NBC on sitcom
Stark Raving Mad. In return for being guar-
anteed the Thursday 9:30 slot leading out of
Paramount’s Frasier, 20th consented to a
6-year licensing term on Stark Raving Mad.

Greenblatt/Janollari Productions, which
has an association with 20th, also gave in to
ABC’s demand for approximately a 10 per-
cent financial stake and a 6-year licensing
deal on sitcom Oh Grow Up. In exchange,
the show gets the Wednesday 9:30 slot fol-
lowing The Drew Carey Show. G/JP “gave up
a pound of flesh,” said one production exec.

A senior executive at ABC acknowl-
edged that the Disney—owned network is

CBS will take Ladies Man's
Alfred Molina to syndication.

really intent on pushing those terms as well

as four or more muitiple runs for the poten-

tial of doing future digital multiplexing of
programs. But, the ABC source elaborated,

“the endgame is time periods and who is

willing to give up on what.”

CBS and NBC, without traditional studio
arms, are equally aggres-
sive in bolstering their in-
house production units
and coproduction deals.
Five of the six pilots CBS
ordered for next season
were concepts developed
in-house and then pitched
to other studios as copro-
duction deals. Columbia
TriStar emerged with
= such deals on Family Law
and sitcom Ladies Man.
The deal gave Columbia
international rights to the
former and domestic syn-
dication rights to Ladies Man, while CBS
took the flip side. Paramount also has two
coproductions with CBS, Now & Again and
| Love or Money, the latter developed by
| Paramount.

l “The climate is that it’s open season for
rewriting the financial rules,” noted Helene
Michaels, executive vp of Columbia TriStar

| Television. “We’re an unaffiliated studio

willing to play anywhere, in terms of doing
creative dealmaking.”

Several studios, including Columbia Tri-
Star, Paramount and Universal, have also used
the sales of major motion-picture packages to
the networks to “gain favorable negotiating
points” with the networks on certain future
series deals, noted one senior production exec-
utive affiliated with Columbia TriStar.

But the networks ultimately call the
shots on controlling production and gaining
financial stakes in prime-time series pro-
gramming. Through in-house production
divisions and coproduction deals, Fox con-
trols 80 percent (or 12 hours) of its prime-
time series lineup, followed by CBS’ 72 per-
cent (13 hours), NBC’s 55 percent (12
hours), ABC’s 54 percent (10.5 hours),
UPN’s 40 percent (4 hours) and WB’s 19
percent (2.5 hours). Financial interest stakes
can also raise the nets’ participation by oth-
er, smaller unspecified percentages. ]
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OPINION

By Ave Butensky, President, Television Bureau of Advertising

10 Quad or Not to Quad

n the May 17 Mediaweek, Debbie Reichig, vp of sales research/

development at cable network Comedy Central, proclaimed that ‘

the “Quad Study Is Full of Holes.” I don’t know if it was the syn- |

ergistic effect with her employer’s programming, but I for one smiled

and even chuckled my way through her
editorial.

Even for those not familiar with the study,
cable’s frantic attempts to discredit it should be
a clue that it comes out a loser. Nielsen Media
Research’s report confirmed what broadcasters
have long contended: Viewers are more likely
to watch more episodes of a series on broadcast
TV than on cable and more likely to watch
most or all of the show (and therefore more
likely to see and remember the commercials).
As the WB’s senior vp/research, Jack Walk-
schlag, said recently: “Advertisers can now look
at certain programs’ environments and be
more secure that people will be watching com-
mercials and not flipping out.”

The study divides viewers into four
groups, or Quads, by how often they watch
the program (program loyalty) and how long
they stay tuned to the program (program
involvement). The important finding for
advertisers (and the reason for the squeals
from representatives of cable) is that broad-
cast television programs have three times as
many Quad 1 “Gold Card” viewers per rat-
ing point as cable. The study shows that not
all rating points are the same. Broadcast
prime-time programming simply delivers
more attentive viewers, more loyal viewers,
and therefore more impact for advertisers.

What are the specifics of the comedy in
Ms. Reichig’s piece? Let us run through a
few of the phrases she employed:

® Arbitrarily defined. The May 17 piece
states that the parameters set for the Quads
were arbitrary. The fact is, in the absence of
absolutes, parameters must be “arbitrary”
but not necessarily random or capricious.
Like speed limits and drinking and voting
ages, these selections were made with logic
and reasonableness as the major factors.

® Leaps of faith. A cable executive char-
acterizing the linking of high frequency and
long duration (Quad 1) with commercial
effectiveness as a “leap of faith” is indeed

)

amusing. Consider that it was the cable folks
that developed the Quad concept a few years
ago to pinpoint those cable programs that
were more likely to deliver inserted promos
for cable shows that needed help.

® Overly simplistic analysis. It may seem so,
but what you have seen and heard so far is just
the tip of the iceberg. With Nielsen releasing a
syndicated product on CD-ROM based on the
complete study, everyone will have the oppor-
tunity to slice and dice the data.

® Opposition to current trends. Recency
planning and optimization are the current
buzzwords that present interesting approach-
es. But trends come and go and no strategy
should be dismissed because it’s not in vogue.

® Methodological issues. One of the most
serious methodological issues cited is that 25
percent of the Quad sample homes don’t have
cable. Whose problem is that? All the viewers
in the sample are U.S. TV households. They
watch TV and they buy products. The only
difference is that when cable “passed™ their
homes, they chose to “pass” on it.

® Sample size. Another supposed short-
coming mentioned in the May 17 piece is that
the sample is too small to measure cable
demo ratings accurately. Another way to look
at it: cable ratings are so small that breaking
down household ratings into demos is risky at
best. At least some agencies are buying those
spots. A decade or two ago, independent TV
stations were left off the lists because of rules
stating no spots under 3.0 or 5.0 need apply.

In conclusion, no one should look at the
Quad Project as a be-all, end-all study. Con-
versely, no one should dismiss the whole
study out of hand. Advertisers and agencies
should gain new perspectives from this study
and it should lead to even more studies and
discoveries beyond its confines.

Mediaweek welcomes letters to the editor. Address all cor-
respondence to Editor, Mediaweek, 1515 Broadway, New
York, NY 10036 or fax to 212-536-6594 or e-mail to
L bgloede@mediaweek.com. All letters are subject to editing.
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HUNTSVILLE, ALA./TV STATIONS

Smiths’ Exit From Market
Means New Competition

* WITH THE SMITH FAMILY SELLING ITS ABC
affiliate in Huntsville, Ala., to a new multista-
tion owner, broadcast competition in the 81st-
largest market is expected
to heat up considerably.

After owning WA AY-
TV for 36 years, Smith
Broadcasting sold out two
weeks ago to Atlanta—
based Grapevine Com-
munications for $52 mil-
lion. Grapevine too has
undergone change in
recent weeks, merging
with Charlotte, N.C.-
based Gocom Communi-
cations to create an 18-
station group, including
WAAY.

“The three top net-
works [affiliates] are now owned by big
companies, so there’s an even playing
field,” said Shannon Fields, president of
Innovative Advertising in Huntsville. “The
question now is, who’s going to be the
smartest? Who’s going to pump the most
money into the market?”

Upon completion of the transaction—ex-
pected later this year—Grapevine/Gocom will
double the staff of the sales department, said
Wendell Reilly, chairman. According to media
buyers, the sales team has been better struc-
tured since Ric Patterson, the top biller at
CBS affiliate WHNT, was hired in December
as general sales manager.

“A large, aggressive sales force is neces-
sary” to tap into the separate enclaves that
make up the Huntsville-Florence-Decatur
market, agreed Ric Gorman, Gocom presi-
dent and CEO of the combined group.
“Each pocket is an autonomous retail mar-
ket, [but] close enough that people will be
motivated to shop in adjoining areas. Tele-
vision has an exclusive opportunity to
deliver to all of them.”

Grapevine’'s Gorman plans to
double WAAY's sales force.

Nestled in the foothills of the Smoky
Mountains, Huntsville is a bit of an anom-
aly in the region. Since the Marshall Space
Flight Center came to
town in the early 1950s,
it has developed into a
mini  Silicon  Valley,
which helped keep the
unemployment rate at a
low 3 percent.

But while the econo-
my remained stable, the
makeup of the broadcast

community  underwent
significant  transforma-
tion. Not long ago,

WAAY was the dominant
station in the market with
the most reporters on the
street. But, as big media
players Raycom and The New York Times
Co. rolled in over the last decade, WA AY’s
audience base eroded—it has fallen to third
place in the last three years—and the station
was forced to slash its news team.

“They were faced with newer, better
looks, and the hometown advantage died,”
Fields said. “This is a big small town and
that big old boy network facade just does-
n’t work anymore.”

Among houscholds, WAAY carned a 15
share for the 10 p.m. newscast during Feb-
ruary sweeps, according to Nielsen Media
Research. The New York Times Co.—owned
CBS affiliate WHNT-TV scored a 23 share
and Raycom’s NBC affiliate WAFF-TV
scored a 24 share. Fox affiliate WZDX-TV,
owned by Milton Grant of Huntsville Tele-
vision Acquisition Corp., does not currently
carry news.

Reilly and Gorman plan to build upon the
“commitment to news” that the Smith family
developed over the years, but will freshen an
on-air look that has become dated.

Reilly’s priorities for WAAY include

“updating news, finding a nice niche and
delivering a product that people—both at
the station and the audience—can under-
stand,” he said. “But you can refine without
throwing a lot of money at it...the competi-
tors are doing better with less resources.”

There’s one thing Fields hopes will remain
the same: ad rates. On a cost-per-point basis,
WAAY has always been competitive—pricing
itself at a low-to-middle price range for the
market, she said. —Megan Larson

NEW YORK/RADIO

Standards Makes Third
Return to the Big Apple

*FOR THE FANS OF SINATRA, BENNETT,
Como and Astaire, the Winter Arbitron rat-
ings report contained a bit of poetic justice.
The New York Times Co.’s WQEW-AM,
which abandoned the Standards format and a
2.1 share at the end of 1998 for brokered pro-
gramming from ABC’s Radio Disney, didn’t
garner enough listeners to make the book.

While the Times opted for Disney dollars,
WNIJR-AM is looking to capture 650,000
Standards-starved New Yorkers. On April §
the Multi Cultural Broadcasting—owned sta-
tion became “Sunny 1430,” the third station
in New York after WNEW and WQEW to
pick up the Standards torch.

“Most markets have a Standards radio
station; this is where it all started. More
than anywhere else, New York deserves this
radio station,” declared George Kalman,
general manager of Sunny.

Because of a renewed interest in swing,
Standards formats are holding their own in
the ratings. In Tampa, Fla., Jacor/Clear
Channel-owned WDUV-FM is No. 1 in the
market with an 8.9. Gulf Atlantic Media
Group—owned WGUI-AM/FM ranks sev-
enth with a 4.9. While Tampa may be where
Standards rules, the format has other strong
performers in Los Angeles; San Francisco;
Cleveland; Sacramento, Calif.; Philadelphia;
and Milwaukee (see chart on page 20).

Kalman may have single-handedly
brought Standards back to New York.
Shortly before the Times flipped WQEW,
Kalman was living in Jupiter, Fla. Ironically,
he had been in discussions to manage
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WQEW, based on i = ter station] staff
his years of experi- Standards Performers sold WQEW as an
ence in thel foml“’t Station  Market  Fall '98 Winter'99 Owner af.tg”h‘)“.ght’ hhe
as general Sates |y pe Los Angeles 2.3 23 Chancellor | 2'C nofing t.at
manager of the old | KABL-AM  San Francisco 2.4 31  Chancellor | Sunny has five
WNEW. When the | WPEN-AM  Philadelphia 4.0 36 Grealer Media| dedicated sales-
. . KBME-AM Houston 1.9 26 Chancellor
Times Co. instead |wpyyrm tampa,Fla. 85 89 Jacorcich | PEOPle on  the
dropped the for- |WGUL-AF Tampa Fla. 3.9 49  Guif Atiantic | Street. After only
mat, Kalman set | WRMR-AM  Cleveland 4.8 5.9 Chancellor two months in the
. WOKY-AM  Milwaukee 5.8 5.9  Clear Channel
out to find a New |\ am providence,RI. 33 44  BackBay | [orMat, sales are
York station where | KCTC-AM Sacramento, Calif. 4.3 38  Entercom | starting to pick up.

standards could be

programmed and Source: Arbitron, P12+ AQH share

“It’s a quality
audience,” Kal-

found four New

man said, pointing

York stations owned by Arthur Liu, presi- | to direct-response advertiser Your Man

dent of Multi Cultural Broadcasting.

Tours, which extended its four-week com-

Liu’s broadcast strategy differs from | mitment to 13 weeks. —Katy Bachman

mainstream thinking; programming is bro-

kered on all of his stations, resulting in a l

mosaic of ethnic-programmed stations | SACRAMENTO, CALIF,/TV STATIONS

across the U.S., including Chinese,
Vietnamese and Korean. But he liked the
idea of bringing Standards back to New
York. “I used to listen to WNEW and then
WQEW,” Liu said. “Like many others, we
suddenly lost that music, and without it, it
was miserable. So we decided to do it.”

The first personality Kalman hired was
Julius La Rosa. L.a Rosa, who used to do
Make Believe Ballroom on WQEW, now airs 9
a.m. to 1 p.m. daily on Sunny. Programming
in place, Kalman filled out the rest of the day-
parts with other well-known Standards per-
sonalities, including morning-man Dave
Charles and Sid Mark, who hosts a New York
Saturday-night mainstay, Sounds of Sinatra.

Like many Standards stations, Sunny is
hoping to attract the baby boomers who
grew up on that music, with a bit of more
modern crooners thrown in. “We’re playing
the Comos, Sinatras and Bennetts, but we’re
also playing a Neil Diamond, a Barry
Manilow, even Celine Dion,” Kalman
noted. Capitalizing on the swing craze
sweeping up younger listeners, Kalman also
has a swing show in the works for a few
nights per week.

Sunny will also get an audience boost
when it applies for and receives from the
Federal Communications Commission the
go-ahead to move its transmitter to a differ-
ent site, which should give the station better
coverage on Long Island, Connecticut,
Westchester and parts of new Jersey. The
call letters are also being changed, which is
why the station promotes itself as Sunny,
rather than using its current call letters.

Bringing back Standards to New York is
more than just a labor of love for Kalman,
who believes his station can do as well as, if
not better than, WQEW’s $3.7 million in
annual ad sales. “WQXR-FM [WQEW?’s sis-

KCRA Is First Again to
Employ New Technology

*NBC AFFILIATE KCRA-TV WAS THE FIRST
station in Sacramento, Calif., to broadcast in
color television decades ago. Today, its digi-
tal counterpart, KCRA-DT, has become the
first station to bring high-definition TV to
the 20th-largest television market.

Almost five months ahead of a federally
mandated deadline to go digital, the top-
rated Hearst-Argyle outlet began transmit-
ting in high-definition two weeks ago under
temporary authority (known as an STA in
broadcasting parlance) from the Federal
Communications Commission. KCRA will
operate under the STA until its new anten-
na arrives in late summer. The current sig-
nal—reaching 35 miles out—is broadcast
from a different site than the station’s
2,000-foot tower.

The first hi-def broadcast of The Tonight
Show With Jay Leno aired on KCRA on
May 17. The station also carries NBC’s Fri-
day Night Videos, a digital byproduct of
Leno’s late-night show, since both are pro-
duced out of the same studio.

Currently, little else is available in the
way of digital programming. So using a
Sony HD cam, KCRA produced a tape of
local programming that is being loaned out
to area electronic stores to be used in
HDTYV displays.

“It’s hard to sell TV sets if you don’t
have a beautiful picture to show,” said Joe
Balkan, director of engineering.

In three weeks, Balkan said, the station
will be ready to upconvert its full program
lineup to digital. Moreover, current in-
house equipment can switch from 4x3 to

16x9, the aspect ratio HDT'V calls for.
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Still, the station needs to get more com-
fortable with using the new technology
before seriously committing to program-
ming, said president/gm Dino Dinovitz.
“We are flexible and receptive to op-
tions, but we have put all our energies
behind getting an antenna and starting to
transmit,” he said. “Acquisition of program-
ming is the next step.” —ML

l
| ALBANY, N.Y,/TV STATIONS

Tribune Converts Public
TV Qutlet to WB Affiliate

*WMHOQ-TV, A PUBLIC BROADCASTING OUT-
let in Albany, N.Y., has enjoyed a few suitors
this year. In the end, though, Chjcago-based
Tribune Broadcasting won the station with
an $18.5 million offer to current owner
WMHT Educational Telecommunications.
Tribune plans to convert the station toa WB
affiliate once the FCC grants approval,
expected in the third quarter.

“With WMHQ’s existing commercial
license, Tribune has a great opportunity to
bring local viewers new entertainment op-
tions on free, over-the-air television,” said
Tribune Broadcasting president Dennis
FitzSimons in announcing the deal. He is
shooting for a fall launch in time for the
new WB schedule.

With WMHQ, Tribune now owns 20 TV
stations, including one managed under a
local marketing agreement. The broadcaster
will build new facilities to house manage-
ment, sales and community affairs, added
FitzSimons. For the short term, however, it
will carry the programming feed from
Boston affiliate WLVI-TV, until it can devel-
op its own local schedule.

Sinclair Broadcasting almost bought the
station for $23 million but nixed plans in
March upon deciding to divest its “non-
core” assets. Clear Channel Communica-
tions reportedly had also been interested in
the station.

WMHQ is the
secondary PBS sta-
tion in the 53rd-
largest market. It
was purchased in
1987 by WMHT
Educational Telecom-
munications, owner
of primary PBS sta-

| tion WMHT, for

| $1.8 million.
Proceeds from

the sale will go

| toward WMHT and

Tribune’'s FitzSimons
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other public telecommunications services MARKET PROFILE
in the market, including radio outlets
WMHT-FM and its mid-Hudson Valley >

area satellite, WRHV-FM. “This transac- lca O
tion will benefit educational programming

in the capital region of New York,” said

James W. Taylor, chairman of the WMHT
board. —ML

BY MIRA SCHWIRTZ

RADIO SYNDICATION

AMFM Jams 3 More Markets

*AMFM, FORMERLY CHANCELLOR MEDIA,
keeps flipping more and more of its stations
to the sizzling Jammin’ Oldies format.
Denver, Pittsburgh and Sacramento, Calif.,
are the three latest markets to convert, giv-
ing AMFM a total of 13 Jammin’ Oldies
stations, for now.

On May 22 at 5 p.m., Denver’s KVOD-
FM 92.5 dropped its Classical programming
for Jammin’ Oldies. KVOD wasn’t burning
up the ratings as a Classical station, but it did
get a 2.0 audience share in the Winter book.
That’s enough for AMFM to salvage the for-
mat, “The Classical Voice of Denver,” on its
AM outlet, KEXX-AM, which has struggled
through several unsuccessful attempts at a
talk format in the past year. KEXX will also j ) - \
get the KVOD call letters, leaving 92.5 to get Rng LLLLD IS ‘ ;""_"'1“':;\
new calls and a new name more appropriate 3 -
to the Jammin’ format.

Bob Visotcky, vp and Denver market
manager for AMFM’s six-station cluster,
said “The New 92.5” is expected to outper-
form its old programming in both ratings
and revenue. Visotcky speaks with some
experience. He was responsible for launch-
ing “Mega 100” KCMG in Los Angeles—
the first of the Jammin’ Oldies stations—
which flipped in 1997 and rose from 28th to
second in rank among adults 25-54 in its
first 10 months.

The new format should also boost rev- - - — :
enue and ratings for the entire six-station R S
AMFM cluster, which netted a combined
audience share of 17.2, putting it third
behind Jacor (Clear Channel) and Jefferson-

MIWAKU IKEDA/INTERNATIONAL STOCK T

hen U.S. Steel began phasing | evolving metropolis, spreading its suburban
out its Southworks plant on | tentacles as far west as DeKalb, Ili., 80 miles
Pilot. “We’ve got better balance now,” the far South Side of Chicago | away, and southeast into Indiana. Within the
Visotcky said, referring to the demographic at the end of the 1970s, it | city proper, every conceivable space is being
appeal of each of the stations. joined a rising tide of manufacturing compa- | snapped up for development or refurbish-
Jammin’ spread beyond Denver last week. | nies fleeing the city for more expansive tax | ment. In this heady atmosphere, Southworks’
AMFM last Monday flipped WJJJ-FM in | credits and cheaper labor in other parts of the | 573 acres of property fronting Lake Michigan
Pittsburgh from a Smooth Jazz outlet to | U.S. or overseas. For Chicago, the South- | is practically worth its weight in gold.
Jammin® Oldies, kicking off the broadcast | works facility, with its giant, funnelled “It’s the largest development opportunity
with Sister Sledge’s We Are Family. AMFM | smokestack, evolved into a symbol of urban | in the area—this is the only place where
also owns Oldies WWWS-FM in the market. | desertion until it was completely shuttered in | there is this much property,” says Eileen Fi-
The most recent flip, announced in | 1992 and demolished soon after. gel, the city’s project manager for the South-
Sacramento just last Wednesday, was the Today, with nothing left of the plant but | works property. “This site holds enormous
least dramatic: AMFM converted Oldies | some old foundations, it has become a city | potential to completely revitalize the South
outlet KHYL-FM Cool 101 to Jammin’ | symbol of a very different nature. Chicago at | Chicago area.”
Oldies. —KB the turn of the millennium is a redeveloping, Plans call for the southern half of the prop-
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| DEMOGRAPHICS
Age 18-34
Age 35-54
Age 55+
| HHI $50,000+
College Graduate
| Any Postgraduate Work
Professional/Managerial
African American
| Hispanic

MEDIA USAGE

| Read Any Daily Newspaper - (Average Issue)
Read Any Sunday Newspaper - (Average Issue)

Total Radio Average Morning Drive M-F
| Total Radio Average Evening Drive M-F
Total TV Average Early News M-F
Total TV Average Prime Time M-S
Watched A&E past 7 days
Watched BET past 7 days
| Watched CNN past 7 days

Watched The Disney Channel past 7 days
Watched E! past 7 days
|| Watched ESPN past 7 days
Watched fX past 7 days
Watched Headline News past 7 days

| | Watched The History Channel past 7 days
Watched The Learning Channel past 7 days

Watched Lifetime past 7 days
Watched MSNBC past 7 days
Watched Nickelodeon past 7 days

| | Watched Sci-Fi Channel past 7 days
Watched TNN past 7 days

Watched TNT past 7 days

Watched USA past 7 days

Watched VH1 past 7 days

SRR

HOME TECHNOLOGY

Owns a Personal Computer

| Accesses Internet/WWW

Shops Using Online Services/Internet
Connected to Cable

} Connected to Satellite/Microwave Dish

‘ Source: 1998 Scarborough Research Top 50 Market Report (Release 2 1998, 12-month database)

| Comparison of Chicago
| To the Top 50 Market Average

Watched The Weather Channel past 7 days

ety
Chicago
Top 50 Market Chicago Composition
(Average %) Composition % Index
32.6 33.0 101
39.8 40.3 101
27.6 26.7 97
38.7 46.2 119
12.4 14.1 113
10.4 11.5 i1
221 23.8 107
12.3 17.5 142
11.7 11.2 96
57.9 62.0 107
67.8 70.4 104
25. 27.3 107
18.6 19.5 105
28.9 24.6 85
39.6 38.9 98
36.6 31.6 86
7.8 9.3 119
38.6 32.5 84
18.1 20.4 113
13.6 10.4 76
31.7 26.9 85
9.2 12,5 135
19.0 16.1 85
19.6 14.9 76
19.9 18.7 94
24.0 21.4 89
9.2 9.8 107
17.0 18.7 110
12.2 13.3 109
18.8 14.0 75
32.3 30.9 96
31.3 26.5 85
15.2 15.6 103
374 36.8 98
46.9 55.3 118
39.8 40.6 102
8.5 8.2 97
69.0 66.1 96
10.2 7.2 70

‘ e e S .

‘ erty to be used for manufacturing and busi-
ness, while the northern half will be residential
‘ and commercial. The waterfront line will
become a city park. When completed, the new
| Southworks area will anchor a completely
revamped area of the South Side.

Practically every corner of Chicago is now
home to a crane and a construction crew as the
city’s old warehouses and Art Deco downtown
buildings are rapidly being retrofitted as chic
apartments and condominiums or boutique
hotels. These properties, many of which are in
neighborhoods formerly regarded as irretriev-
ably downtrodden, are being sold almost as
fast as they can be refurbished.

Abutting downtown is the South Loop

area (so called because of its proximity to the
southern loop of the elevated subway), for-
merly one of the city’s highest crime areas and
now the site of millions of dollars of residen-
tial development. Mayor Richard M. Daley
lives in the neighborhood, near the old central
railroad station. The South Loop’s formerly
deadbeat sister neighborhood, the West Loop,
has also become one of hottest addresses in
the city.

Dwarfing these residential renovations is
one of the biggest commercial projects to be
added to the city’s famed shopping district on
North Michigan Avenue. When completed,
the complex of shops and hotel space called
| the North Bridge will encompass almost

470,000 square feet of space, or about five
| blocks, just west of Michigan Avenue.

Moving along in concert with the frenzy of
| civic renewal is Chicago’s media industry, par-
ticularly the local television battle. ABC’s
owned-and-operated WLS-TV has remained
the steady late-night news leader ever since
NBC O&0 WMAQ (for years WLS’ neck-
and-neck competitor) fell from grace two years
ago with an ili-advised move to bring on Chica-
go-based syndicated talk show host Jerry
Springer as a guest commentator. Although
WMAQ quickly removed Springer from its
newscasts, the experiment triggered the resig-
nations of the station’s highly popular late-news
anchors, Carol Marin and Ron Magers. Marin
went crosstown to CBS O&0O WBBM (she also
serves as a correspondent for 60 Minutes) and
Magers jumped to WLS.

“MAQ lost tons of late-night viewers,”
recalls Nancy Huck, broadcast manager at
Chicago agency Cramer-Krasselt.

Recently WMAQ has rebounded a bit,
climbing a couple of ratings points in the last
two sweeps periods, while WLS has fallen a
little. WLS still led the late-news period (10-
10:30 p.m.) in the February sweeps by 4 share
points, 23 to 19.

“The animosity accorded [MAQ over the
Springer move] is dissipating,” says Ross
Currie, vp and director of regional broadcast
at Bozell.

Still, WMAQ’s new 10 p.m. anchors, Alli-
son Rosati and Warner Saunders, have not
becn as successful as Marin and Magers com-
peting against WLS’ late-news team of Diann
Burns and John Drury. “The anchors on WLS
really bring a personality,” says Donna Har-
bacek, media planner at Davis Harrison Dion.
“They’re a little quirky.”

WBBM, which continues to run a distant
third in late news, has been making strides
with its local morning programming. And the
station’s decision in March to run the syndi-
| cated Hollywood Squares instead of news at 6
p.m. “is going to be a great move—they have a
good chance of getting the older audience,”
Bozell’s Currie says.

Hank Price, vp and general manager of
WBBM, said the decision to drop news in
favor of Squares was based on research that
showed the station’s morning news picking up
and the news at 6 losing viewers whose long
commutes kept them from tuning in.

Tribune Broadcasting’s WB affiliate WGN
is also on the rise in the morning with its WGN
Moming News at 6 a.m. The newscast’s “per-
sonalities are all young, and they try to make
it fun,” says Mike Parent, media director at
Young & Rubicam. “You're not going to get an
| in-depth analysis of Littleton but where to
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Evening-News Daypart

Time Network  Station
4-5 p.m. ABC WLS
Univision WGBO
4:30-5 p.m. NBC WMAQ
CBS WBBM
Fox WFLD
WB WGN
UPN WPWR
5-6 p.m. PAX WCPX
5-5:30 p.m. CBS WBBM
ABC WLS
NBC WMAQ
Fox WFLD
Univision WGBO
WB WGN
6-7 p.m. Univision WGB0
PAX WCPX
6-6:30 p.m. CBS WBBM
ABC WLS
NBC WMAQ
UPN WPWR
Fox WFLD
WB WGN

Late-News Daypart

9-10 p.m. Fox WFLD
WB WGN

PAX WCPX

9-9:30 p.m. Fox WFLD
WB WGN

UPN WPWR

9:30-10 p.m. UPN WPWR

10-10:30 p.m. CBS WBBM
ABC WLS

! NBC WMAQ
Fox WFLD

Univision WGBO

WB WGN

UPN WPWR

Source: Nielsen Media Research, February 1999

Rating Share
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Going for a different
audience, Newsweb Corp.’s

PAGE 23

ly triple in the morning among men 18-34.
To better mesh with Mancow’s young

! UPN affiliate WPWR’s | male audience, WKQX has tweaked its for-

more ethnic-oriented pro-

i e e

walk your dog and get a snack.”

Perhaps taking a cue from WGN, Fox
0&0O WFLD is also making an effort to go
more casual in the mornings with a newscast
that targets Fox’s typical youthful viewer. The
program is “a little faster, has a little of an
edge to it,” Harbacek notes. The WFLD
morning news posted a 2.5 average rating dur-
ing the first three weeks of the May sweeps,
behind WGN’s 3.0.

The Fox and WB affiliates also compete
during the 9 p.m. newshour, where WGN led
WFLD by two share points, 7 to 5, during
the first three weeks of the May sweeps.

subsequently seen its ratings near-

mat to a harder-edged rock sound. That

gramming makes it “very ’ change has prompted some of the station’s

10 25 viable” in Chicago, says ‘ older listeners to defect to Bonneville Broad-
1 4 | Jackie Dumas, broadcast ‘ casting’s classic-rock station WLUP-FM,
4 10 I. supervisor at Cramer- | which has scen its ratings rise with men 25-
3 6 Krasselt. | 54 from No. 11 in the market last winter to
2 5 Chicago’s radio busi- | the top spot in the most recent Arbitron
3 1 ness has experienced sig- | book, issued in February. WLUP is “really
4 10 i nificant shifts over the past | coming into its own,” says Bozell’s Currie.

1 T couple of years. The biggest Elsewhere on the dial, Bonneville’s main-
3 6 | impact has been made by | stream contemporary station WNND-FM has

10 22 | Chancellor Media’s highly | had a “major impact with women 25-44,” says
5 10 | successful introduction of | Mark Huskins, senior media buyer at Cramer-
5 12 1 its Jammin’ Oldies format | Krasselt. Since launching in fall 1997, WNND
2 4 | on former rock station | has increased its ratings among that listener
4 8 | WRCX-FM. Introduced to | group by more than a full point, from a 3.8 10
4 6 i the market last fall under | a 5.4 in fall 1998. WNND’s primary competi-
1 1 | the new call letters WUBT, | tor for women 25-44, Chancellor’s contempo-
3 6 Jammin’ Oldies quickly | rary hits station WLIT-FM, has fallen from

U Ly shot up to the top cume rat- | No. 3 in the demo two years ago to No. 6.

g B ing in the adults 25-54 | Cable has become a particularly competitive

B y demo and ranks in the top | medium in Chicago. While consolidation

3 : g five among nearly every | among operators over the past five years and the

other adult audience group. | development of an interconnect service by Tele-

| Chancellor’s Jammin’ | Communications Inc. (now AT&T Broadband)

Oldies mix is customized | has brought some relief for buyers—who once

g g ! for every market where it | had to make dozens of rounds of sales calls—
2 2 has been introduced. For | there are several new players on the scene.

5 9 I example, the music is more The major cable providers in the market are

6 9 African American—-orient- | AT&T, Prime Cable and Time Warner. Within

2 3 ed in San Francisco, more | the Chicago city limits, AT&T and Prime’s

3 4 | attuned to Hispanics in | penetration is low, at only 36 percent com-

6 0 Los Angeles. In Chicago, | bined. Part of the reason for the low subscrip-

14 23 the format has ) -

11 19 been designed | 1
7 1 l to be main- | i
1 2 stream, says t
1 12 WAOBygemor Avg. Qtr.-Hour Share |
3 6 al sales man- |§ Morning  Evening (

| ager Debbie | gmamon FORMAT Drive, 12+ Drive, 12+
| Buckley. In |
— (fj??’ Arbtlt:‘(r)][; WBBM-AM News 57 garsf
iary retu :

show the station’s audience tobe | WBBM-FM Cont. Hits Radio/Dance 4.6 6.0 .
split almost equally between eth- : WCKG-FM Talk 37 34 ]
nic and non-ethnic listeners. 1

Changes in formats and per- | WGCHM Urban 5.3 1.2
sonalities on rock stations have WGN-AM Variety/Talk 9.0 48
ﬁgi";’;jf;;;;:;gf;;;";fbg;gn;a;o | WKOXFM  AftemativeRock 4.0 35
Emmis Broadcasting’s WKQX- | WLS-AM News/Talk 53 5.0
FM, which last summer wooed |
highly popular morning personal- | WNUAFM  Jazz/New Age 33 4.1
ity Mancow Muller away from ~ WIMX-FM  Adult Contemporary 4.1 39
competitor WRCX for a report- | ynn7 en han Adult Contemporary 4.1 36
ed $3 million Salary' WKOK has " Al information provided by Arbitron, Fall 1998 Radio Market Report

POPSIRE——— - e
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Radio Ownership

Avg. Qir.-Hour Revenue Share of

OWNER Stations Share (%) {in Milligns) Total
CBS/Infinity 3AM

5FM 23.2% $143.3 33.2%
Chancellor Media 1AM {

SFM 23.0% $115.2 26.7%
ABC Radio 2AM

1FM 7.8% $32.9 7.6%
Bonneville Broadcasting 3FM 9.1% $31.4 7.3%
Emmis Broadcasting 1FM 3.4% $13.0 3.0%
Big City Radio 4FM 1.2% $3.6* 0.1%
Heftel Broadcasting 2 AM

1FM 3.6% $21.5 5.0%
Spanish Broadcasting 1FM 2.6% $9.3 0.2%
Tribune Broadcasting 1AM 5.8% $32.0 1.4%
Z-Spanish Radio 1AM

1FM 0.6% $3.1 0.1%

ludes only stati gl in Arbitron diary returns and ficensed in Chicago or immediate area

*Ri inf i lable for two stations
Ratings information provided by Arbitron, Fall 1998 book
Revenue information provided by BiA Research, 1998

tion level of the two big MSOs is the common
practice of many condominiums and coopera-
tives to sign exclusive agreements with a local
provider. Many Chicago-based telecommuni-
cations companies, including One Point Com-
munications and 21st Century Telecom
Group, have those contracts, through which
they are providing cable and in some cases
Internet and telephone services as well.

Chicago is still a highly competitive mar-
ket for daily newspapers. Not only does it
have two of the biggest dailies in the coun-
try—the Chicago Sun-Times (daily circula-
tion 477,302) and The Chicago Tribune (cir-
culation 549,366)—there are 20 to 30 smaller
weekly papers serving the city’s various
neighborhoods and ethnic groups. One of the
largest is the alternative, 28-year-old Chicago
Reader (circ 138,000), published weekly by
Chicago Reader Inc. The market also boasts
more than 20 suburban newspapers.

The two major dailies offer advertisers clear
contrasts. Hollinger International’s Sun-Times
is a tabloid with a more urban focus than its
competitor and stronger circulation inside the
city limits. The Tribune Co.’s flagship is strong
in suburbia and outsells the Sun-Times on Sun-
days 2 to 1. Because the papers are so different
in their editorial approaches and distribution
strengths, many advertisers include both in their
plans. “Market-wide, one paper doesn’t do it
effectively,” says Audra Haas, director of print
and out-of-home at Carat ICG.

The papers’ longtime battle has spilled over

http://www.mediaweek.com

onto the Web. The Tiibune has made a partic-
ularly strong promotion effort recently for its
Internet product, ChicagoTribune.com. This
spring, the Tiibune added considerable heft to
the site, recruiting its entire reporting staff to
keep it constantly updated. The paper hopes
the site will eventually will become
Chicagoans’ best source of breaking news, says
Owen Youngman, director of ChicagoTri-
bune.com.

Chicago’s nearly century-old daily targeted
at African Americans, the Chicago Defender,
this month lined up the Barden Co. for a recap-
italization effort to revive the paper’s circula-
tion. The Sengstacke Enterprises—owned
Defender served more than 300,000 readers
back in the 1930s, but it has languished for some
time at less than 20,000 circ. Barden Co. is con-
trolled by Don Barden, a radio station owner.

Chicago’s outdoor advertising business is
ruled by a triumvirate of the country’s biggest
names in billboards—Eller Media, Outdoor
Systems and Chancellor Outdoor. Chancellor
and Eller control most locations in the city, with
Outdoor Systems dominating the suburbs. W

Newspapers: The ABCs

Daily
Circulation
Cook County: 1,892,900 Households
Chicago Sun-Times 389,025
Chicago Tribune 372,705
Du Page County: 311,800 Households
Chicago Sun-Times 34,532
. Chicago Tribune 90,899
Kane County: 125,400 Households
Chicago Sun-Timea 8,842
Chicago Tribune 23,705
Kendall County: 16,000 Households
Chicago Sun-Times 417
Chicago Tribune 1,558
Lake County: 200,400 Househalds
Chicago Sun-Times 16,736
Chicago Tribune 54507
La Salle County: 43,000 Households
Chicago Sun-Times 643
Chicago Tribune 4,731
Will County: 144,000 Households
Chicago Sun-Times 14,349
Chicago Tribune 23,530

Source: Audit Bureau of Circuiations

Sunday Daily Market Sunday Market
Circulation Penetration Penetration
349,724 20.6% 18.5%
568,978 19.7% 30.1%
30,061 1.1% 9.6%
152,320 29.2% 48.9%
6,835 11% 5.5%
38,091 18.9% 30.4%
336 2.6% 21%
2,867 9.7% 17.9%
14,309 8.4% 11%
83,587 27.2% 41.7%
991 1.5% 2.3% |
8,007 11.0% 18.6%
13,969 10.0% 9.7%
41,103 16.4% 28.5%
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THIS YEAR, THE NEW COURT TV
HAS OUTPERFORMED THE DOW BY 412%.

( Talk about return on investment! )

Prime Time Ratings

Dec. 98 - Apr. 99

04—

T o T e TR S R VN K TN TN . e

SOURCE: Niglsen Galaxy Explorer.12/21-12/27/98.
1:4-4/18/99: weekly Mon.-Sur., 8 -11 pm household ratings
Subject lo qualifications upon request.

EEp— —
Since launching our new prime time
SN lineup on January 1, our overall ratings
S~ have jumped a spectacular 425%.

Rising from .08 at the end of December
to 42 in mid-April. A phenomenal increase
in just three short months.

It's solid proof that viewers are bullish

S on the New COURT TV.
Inside crime and justice Definitely an uptrend worth watching.
For more information, call Gig Barton
at 212-692-7859.

www.courttv.com
‘Dow Jones Industrial 12/21/98 - 4/18/99. ©® Courtroom Television Network LLC. The name Court TV is a registered trademark and the Court TV logo is a service mark of Courtroom Television Network LLC.



"ENDORPHIN"IS A
SUBSTANGE RELEASED
WHEN LAUGHTER OCGURS

DIFFERENT. |,
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Discerning and attentive, our

hormone-riddled viewers are

upscale, influential, brand-

loyal and college-educated. @’
That's upwards of 62 million

(by year's end) hip fans laden

with disposable income.
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For more information

contact David Kohl

at(212) 767-8645

or Gary Merrifield .
at (248) 723-0020. i
www.comedycentral.com f§- « ' 7
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ESSENTIAL.

Studies have shown that
happy people feel very

good about buying things.
So we'll put them in a great
mood and you offer them
something to spend their
money on. This is calied the
“hargaining phase.” Deal?

IANT WAD OF DISPOSABLE INCOME

1S ANOTHER.
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“Reconnecting with Customers is a modern roadmap

for successful marketing and selling.”
—Peter Spengler, VP Marketing Services, Bristol-Myers Squibb Company

We are at the end of the Information Age.
Jack Myers introduces new rules
for selling, advertising and marketing in
The Relationship Age™

“Relationship marketing has become critical to building successful brands,
Myers” book says it all, comprebensively and strategically.”
—NMichael Drexler, Chairman, TN Media

(T(wci/zat[/(q and tw(;fu/ ana/y(ulf of the most fundamental forces
affecting brand marketers today.”
—John Costello, President, AutoNations, Inc.

Jack o book clearly explores the only real currency that explaing bebavior
in business. Its all about ideas and relationships and how they're nurtured.”
—Steven Heyer, President/COOQ, Turner Broadcasting System, Inc.

Fram the Creatar T ST Available at local bookstores, amazon.com and
barnesandnoble.com

Jack g
Myers

The first important business book of the 21st Century:
Reconnecting with Customers:
Building Brands & Profits in The Relationship Age™

ISBN: 1-888232-48-X
RECONNECTING [eergemegemme
"WHH E ” 5'”] M E H 5 $27.95 hardcover/20 charts and tables

Bu.lﬁ:;gﬁi;::%:s'a,;lidp:f;ﬁzsi" For information on speaker’s tour and multiple copy discounts:
(212)764-5566 ext 217
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TOOLS USED TO BREAK INTO THE MOST EXPENSIVE HOMES

A
L 1 THE FILM AND ARTS
: ravn
3
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Fg 1 Fig. 2 Fig. 3 Fig. 4
Used to thwart Used to pick Used to pry Used to gain access
security systems. tricky locks. open locked to the number-one
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educated aduits.

As the #1 television network among upscale, professional and well-educated adults,’
Bravo has television's most desirable audience.
To break into their homes, call Hanna Gryncwajg (212) 382-5221

Sour Nielsen Media Research, PNF, Primetime Monday-Sunday 8p-11p, 4Q97-3Q98 Broadcast season. Adults 18+ VPVH among $50k+/1 college. $50k+/POM, 4+ years cotlege, HRI $60k+, HH) $75k
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Not Fade Away

What’s so hard about choosing TV shows
for the new fall season? Just hire some
good-looking 20-something actors who can
play precocious 16-year-olds, and you’ve
got a hit.

That may seem like this year’s formula:
At least nine new TV shows appealing to

But there is more to programming a net-
work than just copying a formula, some-
thing NBC’s Garth Ancier, Fox’s Doug Her-
zog and the WB'’s Susanne Daniels will tell
you. All three head up the entertainment departments of
their respective networks, and all were named to their
positions within the past six months. The three execu-
tives spoke to writer Steve Pond about the biggest chal-
lenges they face as they enter the 1999-2000 season.
What they all agree on is that they are not just program-
ming against the other networks, they’re programming

Editor’s Note

 jssuesanswers

TV stations that signed on to take
the Roseanne Show and Donny & Marie
failed to heed one of the most basic pieces
of advice: Look before you leap.

Both shows, which debuted last fall, have
failed to live up to expectations. King World’s
Roseanne, with a 1.7 rating, and TriStar’s
Donny & Marie, with a 1.5, might have gone
the way of Howie but for one thing: Both
sold to stations with a two-year commitment.
And in the case of Roseanne, stations bought
it before they even saw a pilot.

Given the comedienne’s marquee value, it

teens were introduced at this year’s upfront.

suicide,” notes one industry analyst.
“The strong-arm tactics used by cer-
tain syndicators are giving this indus-
try a black eye. Stations should get
together and develop some guidelines.” 2=
One of these guidelines, suggest  §
analysts, should be the ability to rene-
gotiate program license fees based on
how a show does in the ratings. When
numbers increase, dollars increase,
and you can clearly bank on stations
shelling out substantial fees to keep a
strip like the growing Judge Judy on

Page 3

against other forms of entertainment that are using up
more and more of people’s limited leisure time. As Her-
zog notes, “! watch my kids, and | know they’re more
interested in Pokemon than they are in any TV shows.”

Daniels says that even when you do get the kids inter-
ested, it's not enough to put a pretty face on the screen.
“Our audience is a knowing one and a demanding one,
so i[the shows] have to feel unique and relevant.”

And you've got to be one step ahead of the game.
This year teens may rule, but what’s next? “The way it
really works,” says Ancier, "is you say to yourself,
‘What’s not on television right now?”

Each has a different philosophy about what their net-
work should be, but one thing is clear: all believe in the
longevity of network TV. Despite cable, despite the Inter-
net, despite fragmentation, despite even Pokemon, these
three don't see network TV fading away any time soon.

—Patricia Orsini

Editor, Special Reports

Talking Skeds

Returning talk shows have the syndicators-
but not necessarily the numbers—behind them

Roseanne’s talk show isn’t getting
high ratings, but it will be back.

might have seemed a safe bet. But the com-
petition among talk shows is great, and even
the most entertaining and charming don’t
always make it as hosts.

So, while stations are willing to take a
risk with big-name stars, holding those
stations to their contractual agreements
could ruin relationships, say some analysts.

“Stations should not be forced to commit

its sked. When the opposite happens
and ratings downtrend, stations should be
compensated in some way. If stations have
trouble selling an underachieving show
locally, a shift in the contracted barter
split could be a negotiating tool.

Another concern among stations is the
way syndicators sell new or marginal pro-
gramming. Often, stations must take

shows they don't have room for in order to
get a show they really want.

Says one station executive: “I am tired
of getting stuck with a show I don’t want—
or need—in order to get the program I am
seeking. Did I want Rosie O’Donnell?
Sure. But did I really want Extra? Not
necessarily.”—Marc Berman

WILL MCGARRY/KING WORLD PRODUCTIONS INC.
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With animated series, smaller nets are
succeeding where the bigger nets haven’t

In a season highlighted by $1 mil-
lion-plus salaries per episode for stars of
fading network sitcoms, it’s no wonder ani-
mated series are being added at such a
fast clip. Animated stars do not demand
huge pay increases (although their voices
sometimes do). And while live-action sit-
com kids age, and generally outgrow, their
impish ways, Bart, Lisa and Maggie have
yet to reach puberty as they enter their

Fox airs more animated series, such
as Futurama, than other networks.

10th year on The Simpsons.

But it’s interesting to note that for the
past decade, it’s been the smaller networks
that are putting animation on the sched-
ule—and this season is no exception. This
fall will see the debut of The Downtowners
on the WB Fridays at 9.

The last successful animated series to
run on one of the Big Three was The Flint-
stones, which aired on ABC from 1960-66.
But it’s not for lack of trying. Last summer
NBC debuted the widely promoted, and
widely unseen, Stressed Eric (Wednesdays

at 9:30), which was yanked after just three
airings. ABC’s most recent foray into ani-
mation in prime was the short-lived The
Critic in January 1994, which then moved to
Fox unsuccessfully one year later. Even
CBS stepped into, and quickly out of, the
animated act with a ditty called Fish Police
in February 1992, then tried again with the
Steven Spielberg/Tim Burton-produced
Family Dog, which lasted as long as the
summer of 1993.

Why the disappointing track
record? “Up until The Simpsons,
the perception has been that ani-
mation is just for kids,” notes one
industry analyst. “Times have
changed, and with Fox more of
the envelope-pusher in terms of
atypical programming, viewers
tend to migrate over to that net-
work for animation.”

Fox is the king of animated
programming in prime time with
2.5 hours of shows each week.
Besides The Simpsons, there is
Family Guy on Sunday and
“Toonsday” Tuesday, which fea-
tures King of the Hill, Futurama
and The PJs. UPN’s Monday-night
animated hour (Dilbert and Home
Movies) adds another hour per
week of regularly scheduled net-
work programming. This represents the
most animation in prime time ever in the
history of television.

The older networks are not giving up,
however. NBC has two animated shows—
Sammy and God, the Devil and Bob—slat-
ed for midseason replacements.

With the popularity of animated series
going strong, who's to say we won’t see
some spinoffs? If Pebbles and Bamm-Bamm
could grow up to get their own cartoon, we
might actually see Bart Simpson go on his
first date.—Marc Bermam
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When it comes to Los Angeles, Felicity
co-producer Andrea Newman is “not a
fan.” Raised in New York City, she
stubbornly refused to leave for years,
though her profession all but demand-
ed it.

Newman, 31, worked her way up
through the production end of TV after
meeting Bob Costas, who hired her on
Later. She worked previously on Date-
line, Today and NBA telecasts, but it
was while on the Later set that she
met Michael J. Fox and producer Gary
Goldberg, who had then just started
work on Spin City. It was one of the
only TV shows that wrote in Manhat-
tan, and Newman jumped at a writer’s
assistant job. After one season, she
got an agent, who told her that if she
wanted a staff writer job in TV, she
had to be in L.A. Grudgingly, she
packed her sandals.

Southern California may not fit her,
but her job certainly does. “| just look
back at all the stuff | did during fresh-
man and sophomore years in col-
lege,” she says of getting inside 18-
year-old Felicity’s head. “Everyone
remembers those years really well.”
And considering Felicity spends those
years in Manhattan, Newman can pre-
tend she never left. —Brett Forrest




There’s a better choice
for cable news.

More insightful.
More irreverent.

More interactive.
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Personal Video Recorders will change the way
people watch TV—and advertisers make ads

:
2
:

VON GLITSCHKA

Thought you needed a VCR to tape
weekly doses of Buffy and Ally McBeal?
Think again. Personal Video Recorders
(PVRs), a new interactive technology,
allow viewers to create and digitally
record several hours’ worth of customized
programming lineups for a more personal-
ized, not to mention convenient, TV-watch-
ing experience. Positioned as the ultimate
in personal choice and control, this “what
you want, when you want it,” “time-shift-
ing” viewing mode also is creating new
opportunities for forward-thinking adver-
tisers to craft more highly targeted brand
messages, promotional pitches, e-com-
merce venues and relationship marketing
programs as they scramble to find better
ways of luring coveted eyeballs.
PVRs—marketed currently by TiVo and
Replay Networks, two Silicon Valley start-
ups—record network, cable and satellite
TV programming digitally, storing viewers’
selections and preferences in the brains of a

set-top box. The providers analyze informa-
tion about viewing habits and patterns and
toss it to advertisers and sponsors, who can
create relevant messages to more effective-
ly reach their target.

Forrester Research projects
that 80,000 PVRs—at a cost of $499
to $1,449—could be sold by year’s

end, and that a whopping 14

million people will own PVRs
by 2004. Further, Forrester
bullishly estimates that by

2002, about two-thirds of all

TV viewing will be via record-
ed programming using PVRs,
effectively ending the

“appointment TV” era.

If that forecast is correct,
advertisers will need to
develop more compelling

interactive methods and personal-
ized creative to reach consumers already
accustomed to fast-forwarding past ads on
their VCRs. Of course, the hope among
advertisers is that viewers building their
own TV lineup and watching it at their
leisure will welcome relevant product
pitches and promotions.

Analysts say it’s not too soon to plot new
ad strategies. GM’s CyberWorks unit is
working to create personalized advertising
and targeted product information for sever-
al of the carmaker’s brands. The plan is to
develop active advertising and promotional
scenarios. For example, GM’s customary
national TV buys would be stored on the
PVR, but a viewer’s programming prefer-
ences would trigger the appropriate spot
for, say, a Cadillac or Chevy Blazer. GM
likely will build in interactivity to enable
the viewer to request relevant product
information, access promotions, locate a
dealer or even buy a vehicle via remote.

Analysts say advertisers will develop

Seth MacFarlane, creator and execu-
tive producer of The Family Guy, has
always been precocious. At 5, he
started duplicating ima<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>