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Great News For Radio! 
AM and FM stations all over the country 

have been asking us for it and it's finally here .. . 

onast aktralso 
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The greatest hits of the late 
1950's, classics from the 1960's 

and the best of the 70's - in 
stereo - live 24 hours a day. 

And it's from the people known 
for quality satellite programming: 
Transtar. "The Oldies Channels "" 

has a flexible spot load and is built 
to save you operating costs and 

personnel headaches, while it 
targets the lucrative 25 -54 
adult market. "The Oldies 

Channels ' is available on a first 
come, first served basis. 

Call and tell us about your needs. 
We'll listen and we'll help. But do 

it today while "The Oldies 
Channels" is still available in 

your market. 

Please send me more information on 
"The Oldies Channel' " ": 

Name/Title: 

Station: 

Address: 

Phone: 

Send To: Transtar Radio Network, Inc. 
6430 Sunset Blvd. Suite 401 
Los Angeles, California 90028 
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LOVE ME TENDER YOU CAN'T HURRY LOVE 

ELVIS SUPREMES 

HOUND DOG STOP IN THE NAME OF LOVE 

I WANT TO HOLD YOUR HAND CALIFORNIA GIRLS 

BEATLES BEACH BOYS 

GET BACK GOOD VIBRATIONS 

I CAN'T HELP MYSELF WHITE RABBIT 

FOUR TOPS JEFFERSON AIRPLANE 

BABY I NEED YOUR LOVIN' SOMEBODY TO LOVE 

SATURDAY IN THE PARK CALIFORNIA DREAMIN' 

CHICAGO MAMAS & PAPAS 
BEGINNINGS MONDAY, MONDAY 

LIGHT MY FIRE BROWN SUGAR 

THE DOORS ROLLING STONES 

SATI 

B C D E F G H I J 
12 3 4 5 6 7 8 9M 

Better Yet, Call Right Now: 1- 800 -654 -3904 

= = _ - - - -- - - - - - --- - - a - - - - - OM NI - - - - - -MI& r . Ner 

(California 1- 800 -962 -4653) 

The Quality, Satellite Network 
Servier mark ut Transtar Radio Network. Inc. 
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Must carry compromise 

TV in the Senate 
Baseball 1986 

MUST-CARRY ON L Negotiations between cable 
operators and broadcasters produce must -carry 
compromise. PAGE 31. FCC Chairman Fowler is 
cool to any rule that runs afoul of the First 
Amendment. PAGE 32. 

FINALLY IN U Senate votes to open its doors to radio 
and television coverage. PAGE 35. 

THRILLER IN MANILA G Intense television coverage 
of crisis in Philippines becomes part of story. 
PAGE 37. 

LEGAL FILINGS D NCTA. TOI. Time Inc. and host of 
other cable operators file in support of Los 
Angeles cable operator in Preferred case. 
Solicitor general asks for case to go back to 
district court. PAGE 40. 

BASEBALL '86 G Local and network broadcast and 
cable rights payments for baseball this year will 
total some $320 million. Local rights alone climb 
some 18.3%. PAGES 43-61. 

HDTV DEVELOPMENTS G Final document prepared 
by nine international broadcast unions meeting in 
Prague gives support to U.S.- backed HDTV 
proposal. PAGE 61. 

BEFORE THE COMMITTEE C Two Federal Trade 
Commission nominees, Daniel Oliver and Andrew 
Strenio, go before Senate Commerce Committee 
for confirmation. PAGE 64. 

LOBBYING TOWN G National Association of 
Broadcasters grass -roots legislative conference 
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meeting ln Washington hears from Danforth and 
Tauzin. PAGE 64. 

ENTERTAINMENT IS IT G With Coca -Cola's purchases 
of Columbia Pictures. Embassy and Mery Griffin. 
company's entertainment sector is trying to 
position company as premiere motion picture 
and television entertainment supplier. PAGE 58. 

COUNTRY TIME G Country Radio Seminar set for 
Nashville later this week. PAGE 72. 

HABLO ESPANOL IL John Blair & Co. sets up 
television sales rep company to sell to Spanish 
market. PAGE 73. 

PULITZER PROBLEM C Feuding from within and offers 
from without are causing turmoil at the Pulitzer 
Publishing Co. PAGE 77. 

SAFETY NET NAB willing to accept built -in 
escape hatch NRBA has included in proposed 
merger agreement between two associations. 
PAGE 80. 

SELLING OUT G Doubleday sells its three 
remaining radic properties. Emmis Broadcasting is 
the buyer to the tune of $53 million. PAGE 81. 

AD TALK IN NEW YORK Tinker. Turner among 
speakers at ANA workshop where split 30S and 
people meters are also debated. PAGE 82. 

EAST IS EAST G Native New Yorker Merrill Grant. 
chairman of Reeves Entertainment, has chosen to 
stay in that city, while making his creative mark 
on both coasts. PAGE 103. 
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February Sweep...Primetime... 

REAR W OW 00E' 
VMOCKOIJT 

NEW YORK WPIX 
11 Rating 116 Share 

1st run more than doubles the time 
period and comes in 1 point short ABC. 

Beats combined rating of all other 
indies. 

Rerun gets the same huge rating as 
theist run. 

/i 

LOS ANGELES 
KCOP 
13 Rating /18 Share 

1 rating point out of 1st place. 

Ties one network, beats another. 

Doubles the time period. 

COI OSSAI_! 
CHICAGO WGN -TV 
15 Rating /21 Share 

Beats CBS. 

Triples the time period. 

Outrates all other indies combined. 



H ROUGH THE EiT77 
WO \n 

WASHINGTON, D.C. 
WTTG 
15 Rating /23 Share 

Doubles ABC, beats CBS 

Rerun delivers a 28 share. 

- vmA_n1i'TE 

DENVER KWGN -TV 
14 Rating /24 Share 

Beats all 3 networks. 

Triples the time period. 

Giant 30 share in rerun. 

Plus in Philadelphia, Boston, San 
Francisco, Miami, Detroit, Dallas and 
Houston, REAR WINDOW delivered a 
strong rating in its 1st and 2nd runs. In 
some cases it beat all its independent 
competition combined and doubled its 
time period rating and share. 

UNIII1i51 \! ?IV' 
!J 

MCJITV 
1986 UNrenol CM 3Ndros Inc. AH rghn reuned. 

Source: Nielson Metered Market Overnights. 



ELEVEN 
Ya Rs, PIAYING 

TO SELIDUT 
CROWDS. 

The AP Network is, without a doubt, 
the hottest ticket in radio today. 

Because we deliver more 
listeners than any other radio net- 
work in the country. And we serve 
the leaders in nearly all of the top 
100 markets. Including top -rated 
stations in New York, Philadelphia, 
Boston, Houston, Dallas, Minnea- 
polis, San Diego, Phoenix and 
Seattle. 

Why? 
Because we've got the largest, 

most pervasive news staff in 

the world. 
Because we give you more 

programming options than 
anybody else. 

Because we give you absolute 
flexibility and control over your 
programming mix. 

And because when it comes 
to avails, you run the show AP never 
requires any commercial clearances. 

So when local advertisers 
line up to sponsor AP reports, 
you're the one who cleans up at 
the box office. 

For more information about 
the AP Network, call Jim Williams at 
800 -821 -4747, or your local AP 
Broadcast Executive. 

AP 

Broadcast 
Services 

ssoc¡ad Press p, Doubt. 
A Without . 

._ 



(C1osedCircuï 

Sine qua non 

Insiders acknowledge that sticking point 
in passage of new must -carry compromise 
through FCC will be point two of three 
criteria put down by court of appeals: that 
there is nexus between governmental 
interest in area and actually forging rule. 
Compromise says there's valid public 
interest in assuring that reasonable 
quantum of free broadcasting signals is 

carried by cable. Reverse proposition -that 
failure to so assure coverage will harm 
broadcasting -must also be shown. Weak 
link in argument: If cable is giving up no 
more under deal than it would have carried 
in free marketplace. how are broadcasters 
being harmed by not having rule? 

National Association of Broadcasters 
made stab at so showing in earlier must - 
carry filings but its not clear that was 
enough to convince skeptics on FCC - 
particularly Chairman Mark Fowler and 
Commissioner Dennis Patrick. In 
appearance before NAB TV board in St. 
Maarten. Netherlands Antilles. National 
Cable Television Association President 
James Mooney said burden of intellectual 
exercise necessary to translate deal into 
law falls on broadcasters- position he's 
expected to assume in regard to FCC 
proceeding. "We're not sudden converts to 
must carry." he told commissioners last 
week. and while NCTA encourages 
adoption of rule it will not break pick in 
effort. 

Stand -off 

House Telecommunications 
Subcommittee Chairman Timothy Wirth 
(D- Colo.) may call hearing on must carry 
(no date was mentioned). industry's 
proposed compromise and role of FCC in 
handling issue. But FCC is apparently 
under impression that Congress won't try 
to force its hand. According to FCC 
source. FCC struck deal. For its part. 
FCC. to accommodate congressional 
interest in must carry. agreed to launch 
must -carry proceeding. source said: for 
their part. key congressmen agreed that 
Hill would not intervene with legislation 
before commission concluded its 
proceeding. 

Recruiters 

Broadcasters lobbying last week in House 
for support of source licensing bill 
(H.R.3520) that would repeal current 
blanket licensing scheme for music picked 
up measurable support.According to All - 
Industry Television Station Music License 
Committee, as of last Wednesday bill had 

92 co- sponsors. By time broadcasters left 
on Friday. they had commitments from 
about 25 more. 

Going East 

Look for 1DB Communications. Culver 
City. Calif.-based satellite distribution 
firm. to announce it will take over 
operation of Staten Island. N.Y. -based 
Teleport. which is joint venture of Merrill 
Lynch Telecommunications. Western Union 
Communications Systems and New York 
Port Authority. Move should better position 
1DB in New York to handle satellite 
distribution (backhauling signals) of radio 
programing. for which it is known 
primarily. and broaden its capability for 
video distribution. 

Inflation note 

Word last week was that FCC has agreed 
to seek legislation raising maximum 
amount it may fine broadcaster from 
$20.000 to SI million. FCC had originally 
been considering seeking legislation that 
would raise fine to $100.000 
(BROADCASTING, Feb. 3). But 
Commissioner James Quello recommended 
seeking authority to issue SI- million tines 
to give FCC alternative to taking away 
licenses for major transgressions. 

Price of success 

Growing rating strength of Dirorce Court 
has prompted its distributor. Blair 
Entertainment. to take two national 30- 
second barter spots in each program in fall 
of 1986. as opposed to one now, and to 
raise price of each spot from current 
$15,000 to 520,000 -525.000 next fall. 
Blair has been heartened by Nielsen 
national rating of 7.2 for first two weeks 
of February and by decision of all five 
CBS -owned stations to take Coro/ next 
September. 

Mais non 

French goverment resistance to high - 
definition television studio standard under 
consideration internationally may leave 
nation increasingly isolated. but its 
opposition appears firmer than ever. 
Latest example: French were thought to 
have cast sole no vote on HDTV 
proposal at recent European Broadcasting 
Union bureau meeting. held in 
preparation for international gathering in 
Prague last month (see story. page 62). 
Even British representative, well -known 
opponent of HDTV proposal. abstained 
in vote. although evidence was not clear of 
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shift in U.K.'s uncertain stance. 
France's fixed posture is now believed to 

come from far higher up than previously 
suspected. and word is that French 
government official at uppermost level 
has mind made up and is working hand -in- 
hand with Dutch. other adamant 
European opponents of HDTV proposal. 
Two nations are thought to be organizing 
continental meeting of international 
standards body. CCIR. next May. 

Two for two 

Capital Cities /ABC chairman. Thomas 
Murphy. and president, Daniel Burke. will 
keep two business headquarters -on 39th 
Floor of ABC headquarters on New York's 
Sixth Avenue and in Capcities' old digs 
on East 5Ist Street. Informed source said 
that Burke, who spends about half his 
time at ABC headquarters. will occupy 
what had been conference room while 
Murphy will move into office previously 
used by Everett Erlick, former ABC 
executive vice president and general 
counsel. ABC division president. John B. 
Sias. has permanently moved into office 
formerly occupied by resigned ABC 
president, Frederick Pierce. who, as 

consultant, is now occupying previously 
empty office at old Capcities headquarters. 

What's in a name? 

Call- letter changes continue to track Fifth 
Estate history as recent example illustrates. 
Until recently WGBS was used by Miami 
radio station and stood for late George B. 
Storer -although station was long ago 
sold by Storer. Few months ago call letters 
were transferred to Philadelphia 
television station. Now they stand for 
(Milt) Grant Broadcasting System. 

Third time charm 

WGN -Di Chicago. along with co -owned 
Tribune Entertainment and Family Circle 
magazine (owned by New York Times) 
have joined forces to produce pilot for 
hour -long talk /information strip for use in 
mornings or daytime. It's set as local show 
in early stages. but syndication is in 
sights. From same town came syndication 
of Oprnh Winfrey Show, starting next 
fall. Winfrey will continue to be produced 
at WLS -TV Chicago. WGN -Tv vice 
president and general manager. Joseph T. 
Loughlin, said pilot of new show will be 

produced by this summer. (Another 
syndicated talk show. Donahue. 
originated locally at WLWDITVI Dayton, 
Ohio. but spent time in Chicago before 
moving to New York. 



Coble cGstiqs 
Group W divvy 

A recent presentation to investors by Tele- 
Communications Inc. disclosed some of the 
details of the Group W Cable purchase, an 
acquisition that also involved American 
Television & Communications (ATC), Corn - 
cast, Century Communications and Daniels. 

The purchase, which is expected to close 
in June, would have an immediate cost to 
the buyers of between $1.63 billion and 
$1.75 billion, exclusive of taxes, with the 
range depending on adjustments for work- 
ing capital (current 'iabflities and assets) 
and other business developments. The TCI 
presentation disclosed that unaudited GWC 
revenue for the six months ending June 
1985 was $258.4 million, and operating in- 
come was $77 million. The GWC systems 
had 2,062,000 basic subscribers, but some 
of them are in systems already sold or about 
to be sold separately. 

It may be several years before the corpo- 
rate entity now containing the GWC sys- 
tems is dissolved and ownership of the sys- 
tems is divided among the five buying 
partners, said Bernard Gallagher, vice presi- 
dent and treasurer of Comcast. The deter- 
mining factor will be whether the break -up 
of Group W could be done as a "tax -free spin 
off," he said, a once certain possibility that 
was recently thrown in doubt. One month 
before the GWC agreement was signed on 
Dec. 23, the House of Representatives 
passed tax legislation that would eliminiate 
the IRS provision currently permitting such 
a tax -free spin -off. 

Pending the final outcome of the legisla- 
tion, it is likely that the systems will remain 
under common ownership, but with the 
management contracts being split among 
the MSO's according tc original plans. Even 
if the IRS provision permitting a tax -free 
break -up of GWC is eliminated, it is possible 
that in a few years, the IRS might allow such 
a move anyway. The delay may determine 
whether each of the buyers can add the 
GWC subscribers to its total sub base in 
order to get discounts from program and 
equipment suppliers. 

If and when ownership of the systems is 
divided, recent thinking has TCI paying the 
highest percentage of the purchase price, 
32.6% or roughly $540 million, for systems 
recently serving 629,513 subscribers. Most 
of the subscribers are located in the North- 
west (including Seattle and Eugene, Ore.) 
and the north central, including (Rochester 
and Duluth, both Minnesota). TCI estimated 
that the acquired systems would add rough- 
ly $150 million to its 1986 revènue, producing 
an additional $69 million in operating income. 

Getting the next largest piece of GWC 
would be ATC, which would pay roughly 
$440 million, or 26.4% of the total. It would 
get systems recently serving 508,597 sub- 
scribers, most of them in Florida (including 
St. Petersburg) and New York (including the 
northern section of Manhattan). Comcast 
would be paying rough:y $425 million, or 
25.4% of the total price, for systems recently 
serving at least 490,884 subscribers. Those 
systems are mostly located in the Southeast 

(including Huntsville and Mobile, both Ala- 
bama, and Tallahassee and West Palm 
Beach, both Florida) and California (includ- 
ing San Bernardino). Century would' pay 
about $200 million, or 12% of the total price, 
for systems recently serving 231,076 sub- 
scribers, all of which are located in Califor- 
nia, including Santa Monica and Santa 
Cruz. Daniels would pay $60 million, or 3.6% 
of the total, for systems recently serving 
68,767 subs, located in Louisiana, Minneso- 
ta and California. 

Both sides now 

Broadcasting is broadcasting and cable is 
cable. Right? Wrong. Tele- Communications 
Inc., the nation's largest cable operator, is 
out to blur the distinction between the two. 

According to TCI Senior Vice President 
John Sie, TCI has been exploring the feasi- 
bility of turning a cluster of cable systems 
into a sort of independent television station 
by programing a channel common to all the 
systems and selling advertising spots as an 
independent does. 

For the alchemy to work, Sie said, the 
cluster must pass just about every home in 
its television market and, just as important, 
it must serve around two -thirds of the 
houses it passes. The only place TCI is close 
to meeting the criteria is Pittsburgh, Sie 
said, but other MSO's have opportunities in 
other markets. Cox Cable, for instance, he 
said, could give it a go in San Diego. 

TCI is negotiating with the Pittsburgh Pi- 
rates for TV 'rights to games in the Pitts- 
burgh market. If it secures the rights, Sie 
said, it would telecast them as part of its 
Pittsburgh "independent" channel. 

TCI officials were in New Orleans in Janu- ry roaming the exhibit floor at NATPE "try- 
ing to learn the business," Sie said. TCI is 
also interested in making some of its sys- 
tems affiliates of the fourth network being 
planned by Rupert Murdoch and his Fox 
Television broadcast group, he said. The 
network should sign up TCI systems in re- 
mote areas where there are no indepen- 
dents to affiliate with, said Sie. 

Although a Fox -TCI relationship makes 
sense to TCI, it apparently doesn't to Fox. 
Sie said TCI discussed affiliation with a Fox 
official. but met with stiff resistance. "It 
might have been an emotional problem," he 
said. Broadcasters and cable were on oppo- 
site sides of the must -carry issue at the 
time, he said. 

Sie points out TCI doesn't need an affili- 
ation agreement to carry the Murdoch -Fox 
programing. All it has to do is turn the net- 
work's flagship station, xTTvcTv) Los Ange- 
les, into a superstation by putting its signal 
on a satellite. TCI's systems could then car- 
ry all the network's programing, although 
they would have to pay compulsory license 
fees for the distant signal. 

If their programing is good, we should," 
said Sie. "If we can't affiliate with them for 
the state of Montana and they have super - 
duper programing we'll bring them in and 
pay for the copyright fees." It makes more 
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sense for Fox to deal directly with TCI, Sie 
said. If TCI brings in the signal as a super - 
station and pays copyright fees, he said, Fox 
will receive only a small portion of the fees. 
"But if they affiliate with us, there is a lot 
more economic benefit for them." 

Holding back 

Anticipating an agreement between broad- 
casters and cable operators on new must - 
carry rules, the president of the Media Insti- 
tute wrote a letter to FCC Chairman Mark 
Fowler last week urging him not to accept 
the rules if they diminish the elevated First 
Amendment status granted cable by last 
summer's Quincy- Turner decision, which 
eliminated the old rules. 

"The Quincy case was decided on First 
Amendment grounds," said Patrick Maims 
in a letter dated Feb. 25, the day before the 
broadcasting -cable deal on must -carry was 
announced (see "Top of the Week "). "Should 
the [National Association of Broadcasters[ 
and the [National Cable Television Associ- 
ation[ come up with a 'compromise' that 
undercuts this position in any way, the Me- 
dia Institute will do all it can to expose this 
hypocritical and unprincipled development. 
At the same time, we would hope and trust 
that any such phony compromise would not 
receive the blessings of the FCC," he said. 

At the time Maims wrote the letter, he 
did not know the particulars of the broad- 
casting -cable agreement. However, he said 
in the letter he was upset by the comments 
of NCTA Chairman Ed Allen, reported in the 
Feb. 17 issue of BROADCASTING. Among the 
comments: Cable operators are willing "to 
get a little bit pregnant ...on the First 
Amendment" to accommodate broadcast- 
ers on must -carry. 

The quotes in the article are of "great con- 
cern," he said. "Indeed, it strikes us that 
Allen's comments are almost incredible for 
their glib. if not actually gleeful. hypocrisy." 

Old hand in new job 

Showtime/The Movie Channel Inc. doesn't 
have a policy for service to the home satel- 
lite or TVRO market after the satellite feeds 
of its two pay services are scrambled in 
May, but it has a man in charge of develop- 
ing and implementing the policy. The Via- 
corn subsidiary last week named Stephan 
Schulte senior vice president, direct broad- 
cast development. Schulte, who had been 
senior vice president, operations and pro- 
duction, will continue to be responsible for 
post -production and certain operations 
functions in his new job. 

FTC on must carry 

The Federal Trade Commission staff last 
week urged the FCC not to adopt new must - 
carry requirements for cable. It also joined 
the National Telecommunications and Infor- 
mation Administration and the Department 
of Justice in supporting repeal of cable's 
compulsory copyright license (BROADCAST- 
ING, Feb. 3). "In all likelihood, the economic 





Royalty hearings. Hearings to determine how to allocate the $60 million allotted for 
program suppliers in the 1983 cable copyright royalty distribution (BROADCASTING, Feb. 3) 
are scheduled to begin on March 6 before the Copyright Royalty Tribunal. The Motion 
Picture Association of America, representing 80 program suppliers, wants 99.65% of that 
$60 million and has presented a viewing study based on Nielsen data to support its 
claims. The National Association of Broadcasters, representing 53 broadcast stations 
that produce and distribute programing, is contending that MPAAs study is skewed 
toward the interests of MPAA members and other large syndicators. NAB is asking for 1% 
of the program pool -or about $600,000 -for those stations. (In a filing with the CRT, NAB 
said it had been willing to settle for the same 0.8% share of the allocation it has been 
receiving since the 1979 proceedings but that it "unfortunately" had not been able to 
reach a settlement with MPAA.) Multimedia is asking for 1.35% of the pool. 

In other news, NAB announced it will appeal the tribunal's decision to divide that part of 
the royalty pool comprising the syndicated exclusivity surcharge between program sup- 
pliers and music claimants, with none going to stations (BROADCASTING, Feb. 3). NAB had 
originally asked for all of those monies. 

costs to consumers of the must -carry rule 
and the compulsory license statute far 
outweigh any perceived economic bene- 
fits," the FTC staff said in comments at the 
FCC. "We agree with the Department of Jus- 
tice that the greatest consumer benefits 
would be derived from repeal of the compul- 
sory license statute and the absence of a 
must -carry rule. Because the nonimposition 
of a must -carry rule would likely trigger 
changes in the 1976 copyright act (because 
that act appears to presume the existence of 
some form of must -carry rule), the commis- 
sion would have the opportunity to per- 
suade Congress to repeal the act. We urge 
the commission to adopt this approach." 
Both NTIA and Justice made their opposi- 
tion to new must -carry rules known in com- 
ments at the FCC (BROADCASTING, Feb. 3). In 
their comments, they also supported repeal 
of cable's compulsory copyright license. 

Transmit Your TV 
Programming Live 

Via Satellite! 
The number one mobile satellite 
earth station company in the U.S. 
Quality advanced electronics, two 

ydegree approved. standby power ... i one low price. NOW IN HAWAII!! 

1 -800 - 525 -9999 
(303) 674-8657 

P.O. Bo>t 699 
Idaho Springs. CO 80452 

- A Onubn of American Communications 
and Television Inc. 

Enough is enough 

Satcom Inc., a Laurel, Mont. -based cable 
operator that owns six small cable systems, 
has asked the FCC to limit the number of 
systems any entity may own. In a petition 
for rulemaking, Satcom suggested that 
MSO's be prohibited from owning or con- 
trolling systems serving more than 50% of 
the cable subscribers in any state or more 
than 25% of the nation's cable subscribers. 

Satcom noted that the FCC had declined 
to adopt ownership limitations in 1982. But 
Satcom said changes since then warranted 
a reappraisal. For starters, Satcom said, 
since that time, there has been a rapid in- 
crease in the concentration of the cable in- 
dustry. Also since then, the must -carry rules 
have been eliminated. 

Cable concentration, according to Sat - 
com, promises to become more pronounced 
with the sale of the third largest MSO's 
(Group W) cable properties to a consortium 
whose members include Tele- Communica- 
tions Inc., the nation's largest MSO, and 
American Television & Communications, 
the second largest. 

Satcom also said that, without the must - 
carry rules, cable systems now have the dis- 
cretion to drop local TV signals or charge for 
carriage. "While the failure of an MSO to 
carry a local television broadcast station in 
isolated franchise areas may not pose a 
threat to diversity of video outlets, such an 
act by an MSO whose cluster of cable sys- 
tems covers the entire viewing area of one 
or more television stations poses a signifi- 
cant threat to diversity of expression and 
the promotion of localism," Satcom said. 

Among other things, Satcom alleged that 
a high level of concentration within a region 
will have an adverse impact on the ability of 
small cable systems and local broadcast sta- 
tions to attract regional advertisers. It also 
alleged that cable concentration had already 
had a "stilling effect" on the development of 
new programing, with the largest MSO's 
having considerable clout over what new 
services can be launched. "Furthermore, the 
largest MSO's, with their million -plus sub- 
scriber counts, often have the leverage to 
secure large discounts from program suppli- 
ers-discounts which are ultimately paid for 
by the higher prices paid by smaller system 
operators," Satcom said. "Large MSO's are 
also having an adverse impact on the newly 
licensed MMDS (multichannel multipoint 
distribution service). MMDS operators are 
complaining that MSO's are putting pres- 
sure on programers not to do business with 
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MMDS operators." 
On the concentration issue, Satcom said 

TCI currently had interests in systems serv- 
ing 51.6% of Montana's subscribers. With 
the Group W acquisition, TCI could end up 
serving 88% of the state's cable subscribers. 
"Such a high regional concentration is far 
beyond any concentration level the commis- 
sion has ever addressed. " 

Black America on BET 

A live, two -hour panel discussion, "The Sta- 
tus of Black America," was presented Feb. 
21 over Black Entertainment Television. The 
special, created as a part of Black History 
Month, featured nine panelists involved in 
black issues, three reporters -Barbara 
Reynolds of USA Today, Milton Coleman of 
The Washington Post and Lark McCarthy of 
ABC News -and moderator Paul Berry, a 
news anchor with w,n.A -TV Washington. 
During the first half of the program, the re- 
porters questioned the panelists on issues 
facing blacks, ranging from black leadership 
to poverty and unemployment to desegrega- 
tion and education. During the second hour, 
the panelists answered questions posed by 
viewers and members of the studio audi- 
ence. Panelists were author James Baldwin; 
Representative William Gray III (D -Pa.), 
chairman of the House Budget Committee; 
National Education Association President 
Mary Futrell; Willie Brown Jr., assembly 
speaker, 17th district, San Francisco; Glenn 
Loury, economist and professor, Harvard 
University; Marian Edelman, president, 
Children's Defense Fund; Carl Holman, 
president, National Urban Coalition, and 
Robert Woodson, president, National Center 
for Neighborhood Enterprise. 

Cable fund raising 

Cable television will live on in America, pro- 
vided The Pennsylvania State University 
raises $2 million. The school has begun a 
project to improve the national museum and 
telecommunications center recently estab- 
lished at its School of Communications, in 
University Park, Pa. The money will be used 
to endow a faculty chair in telecommunica- 
tions at Penn State ($1 million), to establish 
a building program for the museum and the 
school ($500,000) and to operate the muse- 
um ($500,000). Dick Loftus, chairman of the 
National Cable Television Association's 
CablePAC, will coordinate the fund raising. 

The museum, established by the Cable 
Television Pioneers in 1985 as "a national 
archive for the history and continuing devel- 
opment of cable television," will also be 
used for research, education and training, 
eventually including documents, technol- 
ogy and programing displays, an amphi- 
theater, a seminar room, offices and recep- 
tion areas. 

Full of Hope 

Nine comedy movies starring Bob Hope will 
air on the Disney Channel beginning May 
17. The films, to air on Disney under the 
umbrella title Bob Hope Theatre, will appear 
on the channel every two weeks. They are 
"Son of Paleface," "Road to Rio," "Paris Holi- 
day," "My Favorite Brunette," "The Seven 
Little Foys," "The Greatest Lover," "The 
Road to Bali," "The Lemon Drop Kid" and 
"The Princess and the Pirate." 



THE HALF -HOUR 
KNIGHT RIDER. 

We left in everything that makes it a hit. 
Knight Rider as a Half -Hour. 

Knight Rider as an Hour. 
With two ways to play it, you can't miss. 
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Vo day Ve7 o 
A international marketing commentary from Clifford Jones Jr., China/USA Communications Inc., Dedham, Mass. 

China: a new 
competitive opportunity 
It has been said that if you make one trip to 
China, you'll want to rush home to write a 
book about what you've seen and learned. If 
you make two trips to China, you'll be con- 
tent to write an article. If you make three 
trips to China, you'd really prefer not to 
write anything at all -it's just too confusing. 

Considering that I've made five visits to 
the People's Republic of China within the 
last 20 months, I should happily take the 
vow of silence. Understandably one has a 
natural reluctance to add to the ever- increas- 
ing volume flowing from the pens of the 
China "experts." Still, it is difficult to re- 
main forever silent when one observes what 
is happening in the marketplace to American 
corporations. Simply put, we are systemati- 
cally being taken to the cleaners by the corn- 
petition. 

Who are our competitors? If you suspect 
that once again it's principally the ever -pre- 
sent Japanese, you are right on target. Oh, 
you'll hear some rather naive businessmen 
discussing the theory that the Chinese really 
would rather not do business with the Japa- 
nese. After all, the two countries have spent 
years waging bloody wars against each oth- 
er. That's historically accurate, but today, 
when the bids for goods or services come in 
at least 10% lower than any of the other 
bidders, you don't have to be a practicing 
capitalist to recognize a good deal when you 
see it. 

Also, we assume that when the U.S. cor- 
porations have their acts together and are 
really ready to commit themselves to do 
business with the Chinese, the Chinese, in 
turn, will drop the Japanese like a hot egg 
roll. How foolish. For years, the Japanese 
have been nurturing, cultivating and spend- 
ing heavily to gain the upper hand. What 
else is new? They are well entrenched. They 
not only have every intention of capturing 
their and our share of the enormous domestic 
market, but are well on their way to building 
an impressive export capability. 

A few months ago, I took a group of ex- 
ecutives from some large U.S. multinational 
companies to Hong Kong, Shanghai and 
Beijing. While there, I was able to demon- 
strate to them just how committed their Japa- 
nese competitors were. Our Chinese joint - 
venture partners at China Central Television 
(CCTV) (they manage the national televi- 
sion network) attached their Sony VCR 
player to their Sony Trinitron monitor and 
showed us television commercials being 
aired weekly by our clients' three major 
competitors. In several cases, these com- 
mercials and others like them had been run- 
ning for over two years -well before their 
products were available to target audiences. 
Television in the PRC now reaches an esti- 

Clifford Jones Jr. is chairman and chief 
executive officer of China/USA 
Communications Inc., Dedham, Mass., the 
U.S. partner in a joint venture with China 
Central Television, China's television network. 
China/USA offers consulting, marketing and 
advertising services to U.S. companies 
interested in entering the Chinese 
market.Jones has more than 25 years of 
experience in international marketing and 
corporate communications at such 
companies as American Airlines, the Stop & 
Shop Companies, Sonesta hotels and 
Dunfey hotels. 

mated 200 million to 300 million viewers 
nightly with over 65 million television sets 
in homes, factories, and community centers. 
In addition, there are billboards ánd newspa- 
per and magazine advertisements reaching a 
vast domestic audience. 

As the number of TV sets in use in China 
has increased about 70 -fold since 1978, it is 
not surprising that television has become the 
Chinese people's primary source of informa- 
tion and entertainment. From the dismal fare 
of the cultural revolution of 1966 to 1976, 
when programing consisted largely of quota- 
tions from Chairman Mao and such, the Chi- 
nese television network has made great 
strides in improving the quality of televised 
offerings. CCTV has signed a number of 
agreements to train technicians overseas and 
to purchase foreign -made shows. 

Chinese viewers are becoming very so- 
phisticated about their TV sets, as well. 
From the old days in the 1970's, when the 
Chinese could complain of TV's that gave 
"neither sound nor picture, but burn and 
smoke," consumers may now purchase so- 
phisticated color models made in China by 
Telefunken and Hitachi and sold there under 
those brand names. The indigenous Chinese 
brands have kept pace with improvements in 
quality and added features. Of the 13 million 
to 15 million sets sold in 1985, some four 
million were color models. Although Chi- 
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nese -made color TV's cost more than the 
equivalent of the average worker's 18 -month 
salary, demand for quality sets still exceeds 
supply in most areas. 

CCTV is responding to the call for more 
and better programs by planning for the ad- 
dition of a fourth channel, by increasing the 
number of television stations from the cur- 
rent 104 to 245, and by developing new pro- 
duction facilities. CCTV's new $2- million 
Beijing studio will be part of Australian pub- 
lisher Rupert Murdoch's $40- million media 
complex now under construction. The new 
studios will feature state -of -the -art produc- 
tion equipment from the U.S., Japan and 
China. China itself has become an exporter 
of sophisticated production equipment, 
which is sold to countries across Asia. 

We are all well aware of the quarterly 
pressures constantly applied to U.S. corpo- 
rations and their executives by shareholders, 
Wall Street analysts, and friendly bankers. 
For the most part, our system of financial 
accountability has been designed for short- 
term survival. Unfortunately, others have 
creatively restructured their businesses in or- 
der to wait out the economic realities associ- 
ated with emerging nations. If we are going 
to compete efficiently we also must adapt. 

Recently, our business leaders have been 
attempting to design environments that en- 
courage the entrepreneurial spirit. Corpora- 
tions, both large and small, fully recognize 
how destructive bureaucratic mazes can be. 
China today can be, operationally, an entre- 
preneur's dream come true. Those who have 
been involved in negotiating and implement- 
ing joint venture operations exude a pioneer- 
ing fervor. The simplest of tasks requires 
enormous resourcefulness. Somehow you 
know you must solve the problem -make it 
happen. You're a long way from the home 
office and except for occasional visits, 
you're on you own. Your Chinese partners 
are quick to learn, anxious to improve their 
life style, and are genuinely appreciative. 
It's a rare opportunity. 

With little or no effort, it is easy to list all 
the reasons why it is too early or too risky to 
leap forward into the fray. After all, look at 
the number of companies that have been 
burned, have spent thousands, in fact mil- 
lions, of dollars with little if any return on 
their investments. Do the Chinese really 
have the disposable incomes necessary to 
purchase goods and services? What about 
distribution channels? How about servicing 
and maintaining sophisticated equipment? 
Who should provide the necessary technical 
training? In addition, there's the major issue 
of recovering foreign exchange for products 
and services generating domestic Chinese 
currency. All these are challenging issues. 
However, others, notably the Japanese, are 
accepting the challenges and designing ef- 
fective strategies to cope. I 
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Lysol Test campaign for disinfectant 
began last week in Kansas City, Mo., and 
several other undisclosed markets. Test 
will continue for six months. Commercials 
will run in dayparts including daytime 
and fringe. Target: women, 18 and older. 
Agency: SSC &B: Lintas USA, New York. 

Playboy Magazine o Second flight of 
campaign featuring interrupted 
commercial concept has begun to run in 
New York, Chicago and Los Angeles 
and will continue until March 10. Third 
flight will operate from late March 
through early April, ending three -month 
advertising test of interrupted 
commercial concept in which there is 15- 
second teaser commercial for Playboy, 
followed by commercial from unrelated 
advertiser and then followed by another 
15- second Playboy spot. ABC and 
independent stations have accepted 
concept but CBS and NBC have not. 
Commercials will be carried in all 
dayparts. Target: men, 18 -44. Agency: 
Smith Burke & Azzam Advertising, 
Baltimore. 

Sterns & Foster Advertiser launches 
three -month flight this week to promote 
its new line of bedding. Campaign will 
go on hiatus in summer but resumes in 

fall. Ads will air on three major network's 
morning news programs. Target: women, 
25 -44. Agency: Wyse Advertising, 
Cleveland. 

Normark Corp. o Dr. Juice fish scent 
for lures will launch four -week flight 
beginning March 1. Ads will run in 24 
markets, in New York, Pennsylvania, 

Michigan, Minnesota, Mississippi, 
Illinois, Ohio and Kentucky, adjacent to 
sportsman's shows, particularly Al 
Lindner's The In Fisherman. Target: 
men, 25 -54. Agency: Carmichael- Lynch, 
Minneapolis. 

Down year for network TV advertising. The news was sobering, but not totally unexpect- 
ed: Network television advertising spending in 1985 declined by about 3% to $8.3 billion, 
according to Broadcast Advertisers Reports. 

The comforting news for the TV industry was the 1985 performance of spot television. 
According to BAR, spot TV's total last year reached $4.5 billion, an increase jump of 8 %. 

Television networks had cautioned during the year that expenditures for 1985 might be 
lower than in 1984. The latter was both an Olympic and election year, traditionally heavy 
network spending events. 

The drop from 1984 is believed to be the largest single -year decline in the history of 

television. Expenditures decreased from 1984 to 1985 by $241.8 million, according to BAR 

figures. 

Time Inc. D Four- quarter advertising 
flight for People magazine continues until 
Dec. 16. Ads run in day, early and late 
fringe, prime and prime access dayparts, 
Tuesday through Friday only. Target: all 
households. Agency: Media Basics, New 
York. 

Field Meat Packing Co. Advertiser 
launches nine -week flight for ham 
products this week. Ads will run during 
all day parts in five markets, including 
Nashville and Louisville, Ky. Target: 
women, 25 plus. Agency: Patrick 
Nugent & Co., Boston. 

Billy Graham Promotional ads for 
Billy Graham's Sheffield, England, 
crusade will be run in most spot TV 
markets this week. Variety of dayparts will 
be used for 30- second spots. Target: 
adults, 18 plus. Agency: Walter F. Bennett 
Co., Chicago. 
f 1 RADIO ONLY r I 

Mobay Chemical Corp. Agricultural 
chemical firm will begin spring 
campaign in mid -March for 11 weeks in 
about 225 markets. Commercials will 
run in programs and dayparts. Target: 
farm audiences. Agency: Valentine - 
Radford, Kansas City, Mo. 

CNA Insurance o Campaign is set to 
start in late March and continue for 20 
weeks in Chicago and Nashville. 
Commercials will be carried in all 
dayparts. Target: men, 25 -54. Agency: 
Frank C. Nahser Advertising, Chicago. 

Kraft o Breyer's yogurt will be promoted 
in two- to four -week flights beginning this 
week in 25 markets. Various dayparts 
will be used. Target: women, 25 -54. 
Agency: N W Ayer, New York. 

Sears, Roebuck & Co. Spots for 
Business Systems computer line will run 
three days each month primarily in 

morning and afternoon drive times, 
continuing through 1986. Target: men, 
25 -54. Agency: Ogilvy & Mather, 
Chicago. 
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Cruise Lines International Association 
CLIA launches its first multimedia 

advertising campaign this week, 13 -week 
test effort on spot TV and radio in St. 
Louis and Kansas City, Mo. Campaign 
will emphasize theme, "Stop Dreaming: 
And Take Your First Cruise " Radio spots 
will be in all dayparts and TV 

commercials will appear in prime time 
and early and late fringe. Target: adults, 
25 -54. Agency: Doyle Dane Bernbach, 
New York. 

Noble Roman's Pizza o Advertiser 
launches flight this week, featuring 
three Chicago Opera performers, to 
continue through 1986. Three 30- 
second TV and three one -minute radio 
spots will run in prime dayparts. Radio 
spots will air in Bloomington, Kokomo, 
Lafayette, Muncie, Terre Haute and 
Indianapolis, all Indiana, and Columbus, 
Ohio. Spots for both radio and TV will 
run in Indianapolis; Fort Wayne, Ind., and 
Dayton and Lima, both Ohio. Target: 
adults, 18 -34; 18 -49. Agency: Dawson, 
Johns & Black, Chicago. 

Subaru Advertiser launches second - 
quarter flight in six Pennsylvania and 
New Jersey markets. Flight begins in late 
March -early April and will run for four 
weeks in radio and seven weeks in TV. 

Target: men, 35 -49. Agency: McAdams 
& Ong, Philadelphia. 

John Deere & Co. o Farm equipment 



When we said 
that we were going 

to produce three 
network quality 

first -run comedies 
for syndication, 

the industry laughed... 



And this fall, thi 
be laughing all the 
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It's a 
Living 
America's craziest 
restaurant is 
open for its third 
hit season of 
hilarious adult 
comedy. A 
Witt /Thomas 
Production. 

Quality Advertiser Supported Programming For This Fall. 
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ONE BIG 
FAMILY 

?isty "Mama" is 
)ack by popular 
demand, ready 
to take on every- 
one with her 
sharp- tongue. 
A Joe Hamilton 
Production. 

A fresh new comedy 
about three genera- 
tions living under one 
roof. From Witt/ 
Thomas Productions, 
producers of "SOAP," 
"BENSON," "IT'S A 
LIVING" and this sea- 
son's runaway hit, 
"GOLDEN GIRLS." 

LO_Z! MAR- Telepictures 



will be promoted in Detroit, Cincinnati 
and Cleveland beginning mid- to late - 
March and continuing through June. 
Early and late news dayparts will be 
used, as well as sports shows. Target: 
men, 25 -54. Agency: Louis J. Sautel, 
Pittsburgh. 

New England Dodge Dealers Two - 
week flight is scheduled to break in mid - 
March in eight television markets and 
six radio markets. Commercials will be 
placed in all dayparts. Target: men, 25- 
54. Agency: Quinn & Johnson /BBDO, 
New York. 

GQidetnamo 
Modern ad age. A.C. Nielsen Co. is currently testing new fully integrated spot TV buying 
computer system, called Spotbuyer, with five advertising agencies across country. Computer 
software package contains same information available to Nielsen book subscribers, but 
gives spot buyer easier access to that data. It makes more intricate calculations of ratings, 
shares, dayparts, demographics, etc. feasible. For instance, it speeds analysis of ratings, 
cost efficiency and cost -per- thousand of spot TV buys. Software package allows for 
numerical adjustments to data at spot buyer's discretion. System integrates all 220 Nielsen 
markets and all books; it can be purchased for single market or for number of markets. 
Nielsen, which is offering service in conjunction with its book subscriptions, hopes to make 
software available to all agencies later this month. Nielsen says comparatively low price of 
Spotbuyer and its adaptability should make it appealing to smaller advertising agencies. 

BBDO predicts. Media department of BBDO Inc., New York, projects that by 1990 
advertisers will be paying 54% more than today for 30- second television network commercial 
in prime time. In addition, clients will be faced with 80% higher cost -per- thousand on prime 
time. Report issued by BBDO says combination of factors, including declining viewership of 
prime time network programing, will contribute to situation in 1990. Agency notes that 
combined audience share has fallen to 73 and BBDO estimates it will shrink to 65 by 1990. 
BBDO attributes share loss to aggressive moves taken by independent TV stations on which 
programing has improved and schedules have become more consistent. BBDO said 
networks have been criticized by viewers for their "quixotic" programing changes in prime 
time. 

Nand travel. Travel Industry Association of America and Television Bureau of Advertising 
have joined hands to co- sponsor TIA/TVB Travel and Tourism Commercials Competition. TIP - 
TVB will present four awards in categories of nonprofit and profit- making organizations. 
Entries will be limited to 1,250 members of TIA, including transportation companies, travel 
agencies, bus and rail lines, hotels and tourism organizations. Entry forms may be obtained 
from TVB at 477 Madison Avenue, New York, N.Y., 10022. Each commercial submitted must 
be accompanied by $35 entry fee. 

Eastman Radio data. Analysis by Eastman Radio shows that 25 -54 availabilities remained 
strong throughout 1985 and accounted for 43% of all business opportunities, ranking ahead 
of next three target demos combined: 18 -49, 19 %; 25 -49, 9 %, and 18 -34, 9 %. Eastman said 
metro area led with 94% of requests and one -to -four weeks was favored campaign length, on 
75% of availabilities. Eastman noted there would be some research changes in 1986 with 
expansion at Arbitron and improvements in Birch service, plus increased computerization by 
research clients. 

Printing money. January advertising revenue for 147 national magazines was up 7.6% over 

same month last year, according to Publishers Information Bureau. Advertising pages were 
up 1.3% over first month of 1985. 

The Best Little 
Satellite 

rcgrammer 
n Earth 

SATMASTER 
Program the Satmaster to 
intermix a satellite signal with 
your local announcements and 
walk away! 

The Satmaster will guard against 
silence, resync to satellite if 
something goes wrong and print 
a list of aired events ... all at an 
astounding low cost! 

InE'MICROPROBE 
ELECTRONICS INC 

See us at 
NAB booth 2 620 

910 Sherwood Drive, #19 
Lake Bluff, Illinois 60044 

(31 2) 295 -2606 
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METROMEDIA 
CHECKED IT OUT. 
AND GRABBED IT! 
SO DID OTHER SMART STATIONS 
ALL ACROSS THE NATION! 
SO GET SMART... 

CHECK IT OUT! 
STARRING 
DON ADAMS 

The hilarious new supermarket sitcom that's already 
a triple winner! 
* Based on the enormously successful British sitcom, 

Tripper's Day. 
* Already a major hit on Canada's CTV Network. 
* And a runaway winner on USA Network. 

WEEKLY FIRST-RUN HALF -HOURS 
STARTING IN APRIL 

D.L. TAFFNER /LTD. 
New York Atlanta Chicago Los Angeles 
(212) 245 -4680 (404) 393 -2491 (312) 529 -0074 (213) 937 -1144 
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ALREADY CLEARED: 
WNEW NEW YORK 
KTTV LOS ANGELES 
WFLD CHICAGO 
WGBS PHILADELPHIA 
KBHK SAN FRANCISCO 
WLVI BOSTON 
WXON DETROIT 
WFTY WASHINGTON 
KRLD DALLAS 
WO10 
KRIV 
WBFS 
KMSP 
KDNL 
KDVR 
KOVR 
WBFF 
WTHR 
KPHO 
WTXX 
KUSI 
WCPX 
KSHB 
WCGV 
KUTV 
WBRE 
WXXA 
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K DEB 
WZDX 
KVVU 
KASK 
KXRM 
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WDIO 
WMAZ 
WBSP 

CLEVELAND 
HOUSTON 
MIAMI 
MINNEAPOLIS 
ST. LOUIS 
DENVER 
SACRAMENTO 
BALTIMORE 
INDIANAPOLIS 
PHOENIX 
HARTFORD 
SAN DIEGO 
ORLANDO 
KANSAS CITY, MI 
MILWAUKEE 
SALT LAKE CITY 
WILKES BARRE 
ALBANY, NY 
WICHITA 
KNOXVILLE 
ALBUQUERQUE 
SYRACUSE 
DES MOINES 
DAVENPORT 
SPOKANE 
LEXINGTON 
JOHNSTOWN 
TUCSON 
SPRINGFIELD, MO 
HUNTSVILLE 
LAS VEGAS 
LAS CRUCES 
COLORADO SPRINGS 
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This week 
March 3 -"The Cable Television Marketplace: Com- 

petitive Economics or Regulatory Oversight ?" spon- 
sored by Washington Program of Annenberg School of 
Communications. American Society of Association Ex- 
ecutives conference center, Washington. Information: 
(202) 737 -8563. 

March 4- Conference or farm crisis and economy of 
rural America, sponsored by Washington Journalism 
Center. Watergate hotel, Washington. Information: 
(202) 331 -7977. 

March 4-7-Audio Engineering Society 80th conven- 
tion. Congress Center, Montreux, Switzerland. Informa- 
tion: (021) 53-34-44. 

March 5- International Radio and Television Society 
anniversary dinner. Gold medal recipient: Grant Tinker, 
NBC. Waldorf- Astoria, New York. Information: (212) 
867 -6650. 

March 5- National Academy of Television Arts and 
Sciences, New York chapter, luncheon, featuring John 
Jay Iselin, president, WNET(TV) New York. Copaca- 
bana, New York. 

March 5-6--Ohio Association of Broadcasters Ohio 
congressional salute. Hyatt on Capitol Hill, Washing- 
ton. 

March 6- National Association of Black Owned 
Broadcasters second annual communications awards 
dinner. Honorees: Representative Cardiss Collins (D- 
III.). House Subcommittee on Telecommunications; Re- 
presentative Charles Range. (D-N.Y.), House Ways and 
Means Committee, and Representative Tim Wrth (D- 
Colo.), chairman House Subcommittee on Telecom- 

Indicates new entry 

March 6 -8-17th annual Country Radio Seminar, 
sponsored by Country Radio Broadcasters. Opry- 
land hotel, Nashville. Information: (615) 327 -4488. 

March 15- 18- National Cable Television Associ- 
ation and Texas Cable Television Association 
combined annual convention. Dallas Convention 
Center. Future convention: May 17 -20, 1987, Las 
Vegas. 

April 12- 16- National Association of Broadcast- 
ers 64th annual convention. Dallas Convention 
Center. Future conventions: Dallas, March 29 -April 
1, 1987; Las \togas, April 10-13, 1988; Las Vegas, 
April 30-May 3, 1989; Dallas, March 25-28, 1990, 
and Dallas, April 14 -17, 1991. 

April 13.17- National Public Radio annual con- 
vention. Town and Country hotel, San Diego. 

April 24- 29-22d annual MIP -TV, international tele- 
vision program market. Palais des Festivals, 
Cannes, France. Information: David Jacobs, (516) 
364 -3686 

April 27- 29- Cabletetevrnion Advertising Bureau 
fifth annual conference. Sheraton Center, New 
York. 

April 27-30-Public Broadcasting Service /Nation- 
al Association of Public Television Stations annu- 
al meeting. Loews L'Enfant Plaza hotel, Washing- 
ton. 

April 27-30-Broadcast Financial Management 
Association /Broadcast Credit Association 26th an- 
nual conference. Century Plaza, Los Angeles. Fu- 
ture conference: April 26-29, 1987, Marriott Copley 
Place, Boston. 
May 14- 17- American Association of Advertising 
Agencies annual meeting. Greenbrier, White Sul- 
phur Springs, W. Va. 

May 18-21-CBS-TV annual affiliates meeting. 
Century Plaza hotel, Los Angeles. 

May 21- 25- American Women in Radio and.Tele- 
vision 35th annual convention. Westin Hotel Gal - 
leria, Dallas. 
June 2.5- ABC -TV annual affiliates meeting. Cen- 

munications. Hyatt Regency hotel, Washington. Infor- 
mation: (202) 463 -8970. 

March 6- "CinemaScope, Widescreen and Beyond," 
seminar in "Communications Forum" sponsored by 
Massachusetts Institute of Technology. Banos The- 
ater, Wiesner Building, MIT, Cambridge, Mass. 

March 6-7-Advanced cable television seminar for 
senior professionals, sponsored by Washington Pro- 
gram of Annenberg School of Communications. Ameri- 
can Society of Association Executives conference cen- 
ter, Washington. Information: (202) 484 -2663. 

March 6- 8-17th annual Country Radio Seminar, spon- 
sored by Country Radio Broadcasters. Opryland ho- 
tel, Nashville. Information: (615) 327 -4488. 

March 6-8-New Mexico Broadcasters Association 
35th annual convention. Regent hotel and convention 
center, Albuquerque, N.M. 

March 7 -Ohio Association of Broadcasters Cleve- 
land managers' meeting. Hollenden House, Cleveland. 

March 7.9 -Women in the Director's Chair, women's 
film and video festival. Center for New Television, Chi- 
cago. Information: (312) 477 -1178. 

March 7- 9- Radio -Television News Directors Associ- 
ation region six meeting with Society of Professional 
Journalists. Ironmen Inn, Coralville/lowa City, Iowa. In- 
formation- Bob Priddy, (314) 634 -3317. 

I 1 

Also in March 
March 9-11-West Virginia Broadcasters Association 
spring meeting. Holiday Inn, Parkersburg, W. Va. 

March 11- International Radio and Television Soci- 
ety "Second Tuesday" seminar. Topic: daytime network 
television. Panelists: Michael Brockman, CBS Enter- 
tainment; Giraud Chester, Goodson -Todman Produc- 

Major O -kV; v(gigag@ 
fury Plaza, Los Angeles. 
June 8-11-NBC-TV annual affiliates meeting. Hy- 
att Regency, Maui, Hawaii. 

June 11- 15- Broadcast Promotion and Market- 
ing Executives/Broadcast Designers Association 
annual seminar. Loews Anatole, Dallas. Future con- 
ventions: June 10-14, 1987, Peachtree Plaza, At- 
lanta; June 8- 12,1988, Bonaventure, Los Angeles, 
and June 21 -25, 1989, Renaissance Center, De- 
troit. 

June 14-18-American Advertising Federation 
national convention. Grand Hyatt, Chicago. 

June 19-22-NATPE International second an- 
nual production conference. Adams Mark hotel, St. 
Louis. Information: (212) 757 -7232. 

June 22 -25 -Cable Television Administration 
and Marketing Society annual convention. Westin 
Copley Plaza, Boston. 

July 20-22- Eastern Cable Show, sponsored by 
Southern Cable Television Association. Atlanta 
Market Center, Atlanta. 

Aug. 26-29- Radio -Television News Directors As- 
sociation international conference. Salt Palace 
Convention Center, Salt Lake City. Future conven- 
tion: Sept. 1-4, 1987, Orange County Convention 
Center, Orlando, Fla. 

Sept 10-13-Radio '86 Management, Program- 
ing, Sales and Engineering Convention, sponsored 
by National Association of Broadcasters and Na- 
tional Radio Broadcasters Association. New Or- 
leans Convention Center, New Orleans. 

Sept. 19.23 -11th International Broadcasting Con- 
vention, sponsored by Electronic Engineering As- 
sociation, Institution of Electrical Engineers, In- 
stitute of Electrical and Electronics Engineers, 
Society of Motion Picture Engineers, Institution 
of Electronic and Radio Engineers and Royal 
Television Society. Metropole conference and ex- 
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fions; Jo Ann Emmerich, ABC Entertainment; Joseph 
Hardy, Ryan's Hope, and Diane Seaman, NBC -N 
Moderator: Warren Boorom, ABC -N Viacom Confer- 
ence Center, New York. 

March 11 -Ohio Association of Broadcasters Akron/ 
Canton managers' meeting. Quaker Square Hilton, Ak- 
ron, Ohio. 

March 11- National Academy of Television Arts and 
Sciences, New York chapter, luncheon, featuring J. Wi- 
liam Grimes, president and chief executive officer, 
ESPN. Copacabana, New York. 

March 11 -Women in Cable, New York chapter, meet- 
ing. Topic: Investing in cable stocks. HBO Media Cen- 
ter, New York. Information: Rita Ellix, (212) 661 -4500. 

March 11- Society of Satellite Professionals, South - 
ern California chapter, meeting. Speaker: Gary Nbrth, 
president, BrightStar Communications. Sheraton Mira- 
mar, Santa Monica, Calif. Information: Ruth Macy, (213) 
451 -9851. 

March 11 -Media Research Club of Chicago monthly 
meeting. Speaker: Karen Dixon -Ware, media manager, 
McDonald's restaurants. Lawry's on Ontario, Chicago. 

March 12- American Women in Radio and Televi- 
sion Commendation Awards luncheon. Honorary chair- 
persons: Barbara Walters, ABC, and Helen Hayes, ac- 
tress. Waldorf Astoria, New York. Information: (212) 
664 -2003. 

March 12- "Lobbying," panel sponsored by Ameri- 
can Women in Radio and Television, Washington 
chapter. National Association of Broadcasters, Wash- 
ington. 

March 12-15-National Association of Broadcasters 
and Radio -Television News Directors Association 
seminar -retreat, "News and Team Management," fo 
general managers and news directors Innisbrook Re 

hibition center, Brighton, England. 

Oct. 2- 5- Association of National Advertisers an- 
nual convention. Homestead, Hot Springs, Va. 

Oct 14- 16- Society of Broadcast Engineers na- 
tional convention. St. Louis Convention Center, St. 

Louis. 
Oct. 24-29--Society of Motion Picture and Televi- 
sion Engineers 128th technical conference and 
equipment exhibit. Jacob K. Javits Convention 
Center, New York. Future conference: Oct. 30 -Nov 
4, 1987, Los Angeles Convention Center; Oct. 14- 
19, 1988, Jacob Javits Convention Center, New 
'brk, and Oct. 22 -27, 1989, Los Angeles Conven- 
tion Center. 

Oct. 28 -30-- Atlantic Cable Show. Atlantic City 
Convention Center, Atlantic City, N.J. Information: 
(609) 848-1000. 
Nov 17 -19- Television Bureau of Advertising 
32nd annual meeting. Century Plaza, Los Angeles. 
Future meeting: Nov 11 -13, 1987, Atlanta Marriott. 
Atlanta. 

Dec. 3-5-Y stern Cable Show, sponsored by 
California Cable Television Association. Anaheim 
Convention Center, Anaheim, Calif. 

Jan. 23- 27,1987 -NATPE International 24th an- 
nual convention. New Orleans Convention Center. 
New Orleans. 
Feb. 1-4, 1987-National Religious Broadcasters 
44th annual convention. Sheraton Washington. 

Feb. 6-7, 1987 -Society of Motion Picture and 
Television Engineers 21st annual television confer- 
ence. St. Francis hotel, San Francisco. Future con- 
ferences: Jan. 29-30, 1988, Opryland hotel, Nash- 
ville, and Feb. 3-4, 1989, St. Francis hotel, San 
Francisco. 
Feb. 7-10, 1987-Seventh annual Managing Sales 
Conference, sponsored by Radio Advertising Bu- 
reau. Hyatt Regency, Atlanta. 

June 11-17, 1987 -15th Montreux International 
Television Symposium and Technical Exhibition. 
Montreux, Switzerland. 



The rep 
vs. 

the conglomerep. 
By Jerry Schubert, President, Eastman Radio. 

The selling of America's radio stations is in the throes of 
change. Most of the industry's major rep firms have caught the 
mergermania fever that is sweeping the business community. 

They are fast becoming "Conglomereps" whose main selling 
efforts are packaging stations into so- called "networks." 
Is the "Conglomerep" the future? 

We wonder if the packaged or commodity approach to 
selling radio is indeed the way to go. 

It's not that we're against networks. Eastman is a member of 
Supernet because it does provide some ease of buying 
advantages for agencies and can deliver some benefit in 
reaching specialized audiences. 

But we try to keep the concept of a network in perspective. For at Eastman, we 
have reservations about the impact of this approach on the quality stations across the 
country. Stations that have more to sell. 

As we see it, the faceless network will submerge the identities of the individual 
stations. 

The faceless network will blur the competitive differences between stations. 
The faceless network will make the sale on price, not value. (How do you sell value 

if, as in the case of one Conglomerep, you handle fifteen stations in one market ?) 

Eastman's view of the future. 
With more network selling, we see the need for a rep firm to sell value, not just 

numbers. 
We see the need for a firm to represent the best stations in all markets. 
We see the need for a firm to train its people to know its markets, its stations and to 

know how to sell value instead of price. 
Since that has always been our approach, we see Eastman as that firm. 

Eastman. The largest independent Rep. 
If your station wants to be sold independently by a Rep firm instead of supermarket 

style by a Conglomerep, Eastman is not only your best choice, it's your only choice. 
Today, we're the only major independent radio Rep firm with the people and resources 
to represent you to the nation's 
largest agencies and companies. EASTMAN =-T'.-='.='==='= 
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A professional's guide to the intermedia week (March 3-9) 

Network television ABC: The Children of Times Square (drama), Monday 9-11 p.m. CBS: 
A Deadly Business (drama), Tuesday 9 -11 p.m.; Fast Times* (comedy series), Vednesday 
8-8:30 p.m.; Tough Cookies* (drama series), Wednesday 8:30 -9 p.m.; Classified Love (ro- 
mantic comedy), Saturday 9 -11 p.m.; Blind Justice (dramatization), Sunday 9-11 p.m. NBC: 
You Again* (comedy series), Monday 8 -8:30 p.m.; Valerie* (comedy series), Monday 8:30- 
9 p.m.; Matlock (drama), Monday 9 -11 p.m.; Dress Grey (two -part mini -series), Sunday and 
next Monday, 9 -11 p.m. PBS (check local times): Folk /Rock Crossroads (music perfor- 
mances), Wednesday 10 -10:50 p.m.; Great Performances: Irving Berlin's America (profile 
and clips), Friday 9 -10:20 p.m.; Saving the Wildlife (documentary), Saturday 7 -9:30 p.m.; 
Peter, Paul & Mary (folk music concert), Saturday 9:30 -11:20 p.m.; Masterpiece Theatre: 
Fifteen Years (anniversary salute), Sunday 9 -11 p.m. 

Cable Arts & Entertainment: The Music of Mans 
(eight -part series), Thursday 8 -9:30 p.m.; "I Was Mon - 
ty's Double" (adventure), Friday 8 -10 p.m.; "Out of the 
Blue" (farce), Saturday 10 p.m.-midnight; Buffalo Bill* 
(comedy series), Sunday 8 -8:30 p.m. Bravo: The 
Haunted Heroes (documentary), Monday 8 -9 p.m.; 

Saving the Wildlife on PBS Mr. Ed on Nickelodeon 

Cosi Fan Tutte (opera), Monday 9 p.m.-midnight; "And Nothing But the Truth" (drama), 
Wednesday 8 -10 p.m.; Proust Remembered (ballet), Wednesday 10 -11:30 p.m.; "Brief En- 

counter" (romance), Friday 8 -9:30 p.m.; Bat Dor Dances Ellington & Ailey, Friday 9:30 -10 
p.m.; Toshiko Akioyoshi: Jazz Is My Native Language (profile), Friday 10-11 p.m.; The Jazz 
Lesson With Sonny Rollins (music instruction), Sunday 7 -8 p.m. Cinemax: "Desperately 
Seeking Susan" (comedy), Tuesday 8 -10 p.m.; Michael Davis -The Life of the Party (stand- 
up comedy), Wednesday 9:30 -10 p.m.; "Fast Forward" (comedy), Saturday 8 -10 p.m.; "The 
Purple Rose of Cairo" (romantic fantasy), Sunday 8 -10 p.m. The Disney Channel: "The Boy 
Who Talked to Badgers" (adventure), Wednesday 9 -10:30 p.m.; "Tales of the Apple Dumpling 
Gang" (adventure), Thursday 7 -8 p.m.; The Mind's Eye: The Experience of Learning (docu- 
mentary), Thursday 8-9 p.m.; "Never a Dull Moment" (spoof), Saturday 7 -8:45 p.m.; The 

Wind in the Willows (52 -part animated novel adaptation), Sunday 7 -8:30 p.m. HBO: "The 

Killing Fields" (drama), Wednesday 9 -11:30 p.m. The Movie Channel: "Chariots of Fire" 

(drama), Monday 8 -10 p.m.; "Madame Rosa" (foreign film), Tuesday 10 -11:50 p.m.; "The 
Killing Fields" (drama), Wednesday 8 -10:30 p.m.; "Red Shoes" (drama), Wednesday 10:30 
p.m.-12:45 a.m.; "The Lavender Hill Mob" (comedy), Thursday 7:30 -9 p.m.; "Norma Rae" 

(drama), Friday 8 -10 p.m.; "Black Narcissus" (drama), Saturday 7 -9 p.m.; "Barry Lyndon" 
(drama), Sunday 10 p.m. -1:15 a.m. Nickelodeon: Mr. Ed* (comedy series), Monday 8 -8:30 
p.m.; The Magic of Dr. Snuggles (animated children's special), Sunday 2 -3:30 p.m.; Rabbit 
Pulls His Weight (drama), Sunday 3:30 -4 p.m. Showtime: "The Killing Fields" (drama), 
Tuesday 11 p.m. -1:30 a.m. 

Museum of Broadcasting (1 East 53d Street, New York) James Dean: The Television 
Work, screenings of 25 live television performances, through April 29. Mobil & Masterpiece 
Theatre: 15 Years of Excellence, screenings of 36 of the 80 series that aired on PBS, Tuesday 
through Friday at 12:05, 2:05 and 4:05 p.m., Tuesday at 6:05 p.m. and Saturday at 12:05 p.m., 
through April 4. Information: (212) 752 -4690, ext. 33. 

The National Jewish Archive of Broadcasting (1109 Fifth Avenue, New York) Music in 
March, hour -long virtuoso performances from the Jerusalem Music Centre, continuing with 
"Leonard Rose," Sunday at 12:30, 1:30 and 2:30 p.m. Information: (212) 860 -1886. 

Note: All times are NYT. Asterisk denotes series premiere. 
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sort and Conference Center, Tarpon Springs, Fla. 

March 13- "Fiber Optics vs. Satellites," seminar in 
"Communications Forum" sponsored by Massachus- 
setts Institute of Technology. Bartos Theater, Wiesner 
Building, MIT, Cambridge, Mass. 

March 13-15--"Television as a Social Issue Realities 
and Visions," conference sponsored by Society for 
Psychological Study of Social Issues, underwritten by 
CBS. Sheraton Center, New York. Information: SPSSI, 
P.O. Box 1248, Ann Arbor, Mich., 48106. 

March 14- National Association of Telecommunica- 
tions Officers and Advisors regional conference. Gren- 
elefe hotel, Dallas. Information: (202) 626 -3250. 

March 14-Ohio Association of Broadcasters Youngs- 
town managers' meeting. Youngstown Club, Youngs- 
town, Ohio. 

March 15 -Texas Cable TV Association annual meet- 
ing. Convention Center, Dallas. 

March 15-18- National Cable Television Association 
and Texas Cable Television Association combined 
convention. Dallas Convention Center, Dallas. Informa- 
tion: (202) 775 -3606. 

March 17- National Academy of Cable Program Sys- 
tern ACE awards ceremony, during National Cable 
Television Association convention (see above). Dallas 
Convention Center theater. Information: Susan 
Detwiler, NCTA, (202) 775 -3611. 

March 17- Deadline for entries in Samuel G. Engel 
International Television Drama Awards competition, 
sponsored by Michigan State University. Information: 
Kay Ingram, WKAR -TV, Michigan State University, East 
Lansing, Mich., 48824.1212; (517) 355 -2300 

March 18- Television Bureau of Advertising regional 
sales conference. Red Lion Sea Tac, Seattle. 

March 18- Presentation of 26th annual International 
Broadcasting Awards, sponsored by Hollywood Radio 
and Television Society. Century Plaza, Los Angeles. 

March 19-Seminar (eight sessions) on setting up and 
managing video department, with or without in -house 
studio, sponsored by Global Village, nonprofit video 
production group and media center. Global Village, 
New York. Information: (212) 966 -7526. 

March 19- National Academy of Television Arts and 
Sciences, New York chapter, luncheon, featuring Pat 
Robertson, president, Christian Broadcasting Network 
and CBN Cable Network. Copacabana, New York. 

March 20- Television Bureau of Advertising regional 
sales conference. Sheraton Palace, San Francisco. 

March 20- "Engineering for Producers," seminar 
sponsored by International Television Association, 
Philadelphia chapter. Bell of Pennsylvania, Philadel- 
phia. Information: (215) 546 -1448. 

March 20- International Radio and Television Soci- 
ety newsmaker luncheon. Speaker: New York Governor 
Mario Cuomo. Waldorf- Astoria, New York. 

March 21- Deadline for entries in eighth annual Windy 
Awards, for excellence in creative use of radio as ad- 
vertising medium, sponsored by Radio Broadcasters 
of Chicago. Information: Megan Bueschel, (312) 263- 
2500. 

March 23- Academy of Television Arts and Sciences 

rrat - 

Cheryl Kerns was named general 
sales manager of WDAF -TV Kansas 
City, Mo., not VP, general manager, as 
incorrectly reported in "Fates & For- 

tunes," Feb. 24. 

o 

STTI, industry association referred to in 

story on page 40 of Feb. 14 issue, is 

Satellite Television Technology Inter- 
national, not Satellite Television Industry 
Association, which is better known as 

SPACE. SPACE was acronym for Soci- 
ety of Private and Commercial Earth 
Stations, original name of Satellite Tele- 

vision Industry Association. 



reat Motion Picture From ITC 
SOON AVAILABLE FOR SYNDICAT`ION SALE 

SOP -IIA LOREN DANIEL J TRAVANTI 
in "AURORA" 

Introducing Edoardo Ponti 
starring Angela Goodwin Ricky Tognazzi Marisa Merlmi Anta Strasberg vrnn Franco Fabrizi 

and PHILIPPE NOIRET as ANDRE 
Music by Georges Delerue Editor Michael Brown Supervising Producer Alessandro Von Normann 

Director of Photography Roberto Gera'di Executive Producers Roger Gimbel Tony Converse Produced by Alex Ponti 
Teleplay by John McGreevey and Franco Ferrini Gianni Menon Maurizio Ponzi Directed by Maurizio Ponzi 

. And There s 
More To Come 
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y &oodcosr Products Company, 1600 Queen Anne Rd., Teoneck, NJ 07666. © 1986 Sony Corporation of America. Sony is o registered Trademark and Retocan a trademark of Sony Corporation. 

at what the 
ught: Betacart, 

Betacart, 
Betacare 

Almost one hundred BetacartTM 
systems have been delivered throughout 
the United States. 

For names of stations in your area 
enjoying impeccable spot and 
news automation, contact 
your Sony Broadcast 
representative. Or call Sony 
Broadcast at (201) 833 -5231. 
SONY 
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installation ceremony for Television Academy Hall of 
Fame. Santa Monica Civic Auditorium, Santa Monica, 
Calif. 

March 25 -29th annual New York area Emmy 
awards, sponsored National Academy of Televison 
Arts and Sciences, New York chapter. Grand Hyatt 
New York. Information: (212) 765 -2450. 

March 25- Television Bureau of Advertising regional 
sales conference. Amfac East -Airport, Dallas. 

March 26- Illinois Broadcasters Association seminar 
at Illinois State University Normal, Ill. 

March 26-lime buying and selling seminar, co -spon- 
sored by International Radio and Television Society 
and Station Representatives Association. Bankers 
Trust, New York. 

March 26- Academy of Television Arts and Sci- 
ences forum luncheon. Speaker: Michael J. Fuchs, 
chairman and chief executive officer, HBO. Sheraton 
Premiere hotel, Universal City, Calif. Information: (818) 
763 -2975. 
March 27- Television Bureau of Advertising regional 
sales conference. Denver Marriott City Center, Denver. 

March 27- National Association of Black Owned 
Broadcasters second annual communications awards 
dinner. Sheraton Washington hotel, Washington. 

March 27- National Academy of Television Arts 
and Sciences, New York chapter, dinner meeting, 
"Stunt People." Copacabana, New York. 

March 28-29 ---8th annual Black College Radio conven- 
tion, sponsored by Collegiate Broadcasting Group 
Inc. Paschal's hotel, Atlanta. Information: Lo Jelks, 
(404) 523 -6136. 

March 31- Deadline for entries in fifth annual Interna- 
tional Radio Festival of New York. Information: (914) 
238 -4481. 

March 31- Deadline for entries to "Summer '86 Stu- 
dent Internship Program" sponsored by Academy of 
Television Arts and Sciences. Information: (818) 506- 
7880. 0 
April 
April 1- Television Bureau of Advertising regional 
sales conference. VYéstin, Cincinnati. 

April 1- Pennsylvania Association of Broadcasters 
21st annual Gold Medal dinner, featuring presentation 
of Gold Medal Award to entertainer Dick Clark. Adams 
Mark hotel, Philadelphia. 

April 2- National Academy of Television Arts and 
Sciences, New York chapter, luncheon, featuring 
Thomas Burchill, president and chief executive officer, 
Lifetime. Copacabana, New York. 

April 2- Eighth annual Windy Awards dinner, spon- 
sored by Radio Broadcasters of Chicago. Hyatt Regen- 
cy, Chicago. Information: (312) 263 -2500. 

April 2- "Shooting for the Edit," seminar sponsored by 
International Television Association, Philadelphia 
chapter. Pennwalt Corp., Philadelphia. Information: 
(215) 546 -1448. 

April 2 -Tme buying and selling seminar, co-spon- 
sored by International Radio and Television Society 
and Station Representatives Association. Bankers 
Trust, New York. 

April 2- 3- Illinois Broadcasters Association spring 
convention and awards banquet. Ramada Renais- 
sance hotel, Springfield, Ill. 

April 2.3- National Alliance for Women in Commu- 
nications Industries first conference. Capitol Hill Hy- 
att, Washington. Information: (202) 293 -1927. 

April 2-4- Indiana Broadcasters Association spring 
conference. Four Winds Clarion Resort, Bloomington, 
Ind. 

April 2 -5- Television Bureau of Advertising board of 
directors meeting. Virgin Grand, Virgin Islands. 

April 3- Television Bureau of Advertising regional 
sales conference. Hyatt Regency, Atlanta. 

April 4-5-Radio-Television News Directors Associ- 
ation region eight meeting with VVest Virginia UPI. West 
Virginia University. Morgantown, W Va. Information: 
Bob Brunner, (304) 697-4780. 

April 4-5- Radio -Television News Directors Associ- 
ation region 11 conference /awards luncheon. Holiday 
Inn -Downtown, Portland, Me. Information: Jeff Marks, 
(207) 772 -0181. 

April 5- Radio-Television News Directors Associ- 
ation region six state meeting /awards luncheon. Co- 
lumbia, Mo. 

April 7- 10- Infocom '86, sponsored by Institute of 
Electrical and Electronics Engineers. Sheraton Bal 
Harbour hotel, Miami. 

April 8- International Radio and Television Society 
"Second Tuesday" seminar. Viacom Conference Cen- 
ter, New York. 

April 8- Television Bureau of Advertising regional 
sales conference. Sheraton New Orleans. 

(Ope 
Wants to see the Senate 

EDITOR: The League of Women Voters of the 
United States is strongly supportive of ef- 
forts to open the U.S. Senate chambers to 
radio and television coverage, and we urge 
immediate, favorable action on Senate Reso- 
lution 28, now pending in Congress. This 
bill provides for a trial period of closed -cir- 
cuit television coverage -an important first 
step to full, nationally broadcast television 
coverage of the Senate. 

As a staunch advocate of openness and 
accountability in government, the league be- 
lieves proceedings on the floor of the Senate 
as well as in committee should be open to the 
fullest extent possible. One of the best ways 
to do this is to allow the nation's harshest 
critics, the public, to see and hear their elect- 
ed officials in action through the electronic 
media. 

The league has written to every member 
of the Senate to urge a "yes" vote on S. Res. 
28, as one means of removing some of the 

aura of mystery that surrounds that delibera 
five body. Such legislation will bring to the 
Senate the same state of openness that now 
characterizes House proceedings, and the 
American public will be the winner.-Doro- 
thy S. Ridings, president, League of Women 
Voters of the United States, Washington. 

Still alive and hoping 

EDITOR: Your Feb. 10 article on the music 
video format ( "On the flip side: trouble in 
music video land ") was misleading. 

The tone, title and deck suggested that the 
music video format was, itself, the problem. 
The real problems are undercapitalization, 
mismanagement and the newness of the con- 
cept. Any one of those will badly hurt a 
station; two or all three will kill it. 

The article tied together the significantly 
lower recent ratings of MTV and the demise 
of Odyssey, indicating a decline in popular- 
ity of music videos. I suspect that the con- 
nection is something else. The ratings period 
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occurred while Odyssey was on the air. The 
"missing" viewers had simply switched 
from MTV to Odyssey. Aside from requests, 
by far the largest volume of mail we received 
said, "I used to watch MTV but now I watch 
Odyssey." 

Additionally, where Odyssey was blocked 
from going on cable, it delivered through 
broadcast, thereby adding millions of people 
who had previously had no chance to see 
music videos on a daily basis. The audience, 
then, was bigger than ever and growing very 
rapidly. 

Mr. Eckersley of Atlanta was exactly cor- 
rect in his reaction to record companies 
charging for clips when they should have 
been supporting outlets -and their own art- 
ists. Clip charges have similarities to a re- 
verse payola. Rather than paying companies 
to promote their product, record companies 
are attempting to charge for services ren- 
dered to them. This is a discordant business 
principle. It will provide some minuscule 
and very short-term income, but wipe out 
substantially larger gains. 

The short-form format is highly flexible 
and - properly run and properly financed - 
is one of the hottest things going, and getting 
hotter. In the last 10 days I've received word 
from four different entities interested in re- 
starting Odyssey. Record companies aside, 
all other indicators (cable penetration, 
LPTV and UHF growth, programing short- 
ages, educated advertisers, ad infinitum) are 
strongly positive. Thomas C. Shaw, direc- 
tor of programing and affiliations, Odyssey, 
Cocoa, Fla. 

TVRO ultimatum 

EDITOR: Owners of home satellite receiving 
dishes have been put down as thieves or 
criminals. Most programers have taken an 
arrogant attitude. At issue is fairness, and so 
far I have seen nothing resembling that. 

Marketing plans for TVRO owners for 
even basic services have been so outlandish 
they remind me of the OPEC sheiks which 
nearly brought the U.S.A. to its knees 
through gasoline shortages and dramatically 
increased prices. Cable companies do not 
"sell" decoders for $395 to their subscribers. 
Why should a TVRO owner have to pur- 
chase one or pay a huge leasing charge? 

Premium services have a sound reason to 
scramble; basic advertiser -supported ser- 
vices have nothing to gain through scram- 
bling. And their advertisers lose access to 
1.7 million potential consumers, some of 
whom are right now writing letters of protest 
to advertisers and threatening to boycott pro- 
ducts unless the services drop scrambling 
plans. 

What is fair? Let's begin with eliminating 
the descrambler fees (or credit a large por- 
tion of the fee toward the monthly program- 
ing fees). Let's remember that TVRO own- 
ers have their own equipment (thus the 
prices should be less than cable because of 
no overhead, so to speak), and let's think 
about how much TV can be watched in a 
single day. I will lay odds that TVRO people 
skip around from satellite to satellite, from 
service to service. The prices should reflect 
this too. Tony E. Rutherford, editor -in- 
chief, The Entertainer Magazine, Hunting- 
ton, W. Va. 
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ALREADY SOLD TO: 
WABC -TV New York 
WLS TV Chicago 
KYW-TV Philadelphia 
KGO-TV San Francisco 
WCVB-TV Boston 
KXAS -TV Dallas 
WKYC -TV Cleveland 
WTAE TV Pittsburgh 
KING -TV Seattle 
WXFL Tampa 
KSTP -TV Minneapolis 
KMGH -TV Denver 
KXTV-TV Sacramento 
WBAL-TV Baltimore 
WISH -TV Indianapolis 
KPNX-TV Phoenix 
KATU Portland,OR 

WLWT Cincinnati 
KMBC -TV Kansas City 
WISN -TV Milwaukee 
WSMV-TV Nashville 
WSPA -TV Greenville 
WWMT Grand Rapids 
WHTN-TV Harrisburg 
WAVY-TV Norfolk 
WCHS -TV Charleston 
WDTN Dayton 
WXII TV Greensboro 
WWBT -TV Richmond 
WPTV-TV W. Palm Beach 
WEAR TV Mobile 
WSEE -TV Fresno 
KOB TV Albuquerque 

WLUK -TV Green Bay 
WOWT Omaha 
WOKR Rochester 
WSLS -TV Roanoke 
WOC-TV Davenport 
KHON -TV Honolulu 
KREM -TV Spokane 
KOLD -TV Tucson 
WOLO-TV Columbia 
WANE TV Ft. Wayne 
KVBC -TV Las Vegas 
KMVD-TV Peoria 
WISC -TV Madison 
WAKA-TV Montgomery 
KTVB Boise 
WINK -TV Ft. Myers 
WJHLTV Tri-Cities 
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Have you ever tried to negotiate 
with 48,000 songwriters? 
Think about it: 48,000 contracts, 

each with potential problems. That's what 
you'd face if you chose to negotiate directly 
with BMI's music creators. 

Fortunately, BMI makes it easy for you 
to use today's most popular music. 

We handle the business of negotiating. 
N1 So you can concentrate on the 

business of broadcasting. 

Wherever there's music, there's BMI. 

01984 MAI 
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The Newsweekly of the Fifth Estate 
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Payment enclosed 

Bill me 

Broadcasting z Cablecasting Yearbook 1986. Off press Spring 1986. The 
complete guide to radio, television, cable and satellite facts and figures --$90 (if 
payment with order $80). Billable orders must be accompanied by company 
business card or company purchase order. Please give street address for UPS 
delivery 
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Bill me 

To order by MASTERCARD. VISA or CHOICE credit cards, phone toll free 800 -638 -SUBS 
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I TOP OF THE WEEK I 

The unveiling. Representatives of Washington's key cable and broadcasting trade associations made the rounds of the 
FCC last week to fill in Chairman Mark Fowler and Commissioners James Quello. Mimi Dawson and Dennis Patrick on the 
specifics of the accord they reached last week on must carry Pictured. 1-r: NABS John Summers. TOC's Margita E. White. 

Quello. INTV's Preston Padden. NAB's Eddie Fritts and NCTAs Jim Mooney 

The deal is done 
Broadcasters, cablecasters come up 
with agreement many said couldn't 
be done; viewing standard, cap are 
central to accord; now up to FCC 

After months Of public posturing and be- 
hind- the -scenes negotiations. cable and 
broadcasting have cut a deal on must carry. 
Its an accord both sides feel will be good for 
their industries and one that could mark the 
end of the cable- broadcasting public policy 
wars. The spotlight is now on the FCC, 
which will be asked to adopt the package as 
part of its must -carry proceeding. 

News of the agreement was hailed as a 
major achievement by those in Washington, 
particularly by Congress. which stated its 
interest in seeing a compromise and asked 
the FCC to launch a rulemaking on the mat- 
ter. Particularly enthusiastic was Senator Er- 
nest Hollings (D- S.C.), ranking minority 
member on the Energy and Commerce Com- 
mittee. who said when told of the deal: 
"We're on a roll. We've got Marcos out of 
the Philippines and we've got the broadcast- 
ers and cable people together." 

Last Wednesday (Feb. 26h the National 
Cable Television Association and the Com- 
munity Antenna Television Association. in 
an exchange of letters with the National As- 
sociation of Broadcasters, the Television 
Operators Caucus and the Association of In- 
dependent Television Stations. signed off on 
a must -carry package with a public policy 

on must carry 
rationale the parties feel should meet the 
concerns expressed by the D.C. Court of 
Appeals in the Quincy-Turner case that de- 
clared the old must -carry rules unconstitu- 
tional (BROADCASTING, July 22. 1985). 

(The NAB, INTV and TOC hoards have 
approved the deal. The NCTA and CATA 
executive committees also support it and 
board approval is likely to follow. The par- 
ties asked the FCC to extend its deadline for 
reply comments in its must -carry proceeding 
from March 4 until March 21. at which time 
they will submit the deal jointly. NCTA's 
board is expected to adopt the agreement 
officially on March 19 at its annual conven- 
tion in Dallas.) 

The agreement. which was characterized 
by CATA President Steve Eifros as a "politi- 
cal compromise and a practical settlement," 
was outlined in the broadcasters' letter to 
NCTA President James P. Mooney. Rationale 
for the compromise: that the Communica- 
tions Act sets up basically two different 
kinds of television distribution systems: free 
over- the -air broadcasting and subscription. 
closed transmission cable. 

The purpose of must carry is to protect the 
public interest "in a reasonable quantum of 
free television being available to the public." 
the letter said. 

As for the specifics of the proposed rule: 
E Cable systems with 20 or fewer activat- 

ed channels would be exempt from any 
must -carry obligation (a cutoff that would 
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free one -third of cable systems from any 
must -carry obligation). 

Systems with 21 to 26 activated chan- 
nels are not required to carry more than sev- 
en (between 33% to 25% of their channels) 
qualified local stations. Systems with more 
than 26 activated channels are not required 
to devote more than 25% of those channels 
to carriage of qualified local stations. 

o Cable systems with more than 20 acti- 
vated channels must carry all qualified local 
television stations. However, there would be 
a two -part test defining eligibility for must 
carry. The first would be geographical: sta- 
tions must be located within 50 miles, as 
measured from the principal cable headend 
to the broadcast stations reference point. 
(The reference point is commonly the main 
post office of the station's city of license.) 
The second part of the test requires a broad- 
casting station to have a viewing share of 2e4 

and a 5% net weekly circulation in noncable 
homes, by county. This viewing standard 
would apply to all broadcast stations. ( Under 
the old must -carry rules. broadcasters could 
gain must -carry status. depending on what 
market they were in. either by proximity. 35 
miles. or by the Grade B contour touching a 

part of the cable system. or by being signifi- 
cantly viewed.) 

Also under the agreement. qualified lo- 
cal stations that were classified as distant 
signals under the old must -curry rules do not 
have to be carried where copyright obliga- 
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tions continue to require treatment as distant 
signals. 

New stations may at any time after sign - 
on demonstrate they meet the 2% -5% view- 
ing standard by presenting survey evidence 
gathered by a recognized ratings service. 

There is no requirement that gives pref- 
erence to one class of broadcast stations over 
another. When the number of qualified local 
stations exceeds the seven- station or 25% 
caps. the system selects the stations to be 
carried. 

Cable systems do not have to carry 
more than one qualified local network affili- 
ate station of the same commercial or public 
network, no matter how many qualify. The 
system makes the selection. 

When a system chooses to carry more 
than one station affiliated with the same 
commercial or public network. it does not 
have to afford non -duplication protection. 
(This clause would require the FCC to repeal 
its still -on- the -books non -duplication rule.) 

o Cable operators cannot charge broad- 
casters a fee for carriage of a non -distant 
signal covered by the compulsory license. 
Stations that qualify or would have qualified 
for must carry under the old rules and no 
longer so qualify for mandatory carriage are 
to have may -carry status. which means that 
the cable operator may carry them for free. 
The system is not obligated to carry them but 
can't charge them for carriage. 

There's no must -carry requirement for 
teletext. multichannel sound or any signal 
carried in the vertical blanking interval. 

o Systems are not required to carry sta- 
tions on their channel positions. but must 
carry all qualified local stations in their en- 
tirety on the lowest- priced tier. 

Must carry will only be accorded to pri- 
mary. full -power television stations. Trans- 

lators, low power and other passive signal 
repeaters do not have to be carried. 

Must carry is conditioned upon delivery 
of a good signal by the broadcast station to 
the cable headend. A "good signal" is to be 
defined by engineering criteria. 

The other part of the compromise includes 
a political agreement from broadcasters that 
they will not seek repeal of cable's compul- 
sory license. Additionally. the broadcasters 
consented not to "stop or amend" any bill to 
which NCTA and the Motion Picture Associ- 
ation of America might agree to on a simpli- 
fied formula for calculating cable's compul- 
sory license fees. Also, in a letter containing 
these so- called "political undertakings," the 
agreement "is not finalized until a majority 
of the FCC commissioners and key members 
of Congress have agreed to its specifics." 

In a press briefing following announce- 
ment of the accord, Mooney said the pro- 
posed rule was crafted with an eye toward 
minimizing intrusiveness and leaving cable 
operators with a substantial degree of edito- 
rial discretion." Mooney noted that it's a 

good deal for cable because it "affirms ca- 
ble's status as a television medium on a par 
with broadcasting, clearly establishes cable 
operators as editors. and puts viewer inter- 
ests up front." Moreover. Mooney stressed 
that the agreement doesn't force cable sys- 
tems to carry signals which "we wouldn't 
want to carry anyway." 

Additionally. the NCTA president ex- 
plained that his industry's primary difficulty 
with must carry was that systems had to car- 
ry duplicative network signals and the "dog 
stations, nobody wants to watch." Those 
problems. he pointed out, are solved in the 
agreement. 

Effros, who appeared at the same brief- 
ing. noted that cable has repeatedly ques- 

tioned "whether there's any legal justifica- 
tion for a must -carry rule." Neither Mooney 
nor Effros said they could guarantee the con- 
stitutionality of the agreement and admitted 
that the compromise met "political and prac- 
tical" concerns. It would be up to the court to 
decide if it passes constitutional muster. they 
said. 

Nevertheless, from a political point of 
view, the issue of must carry was a "solution 
in search of a problem," Effros said. And if 
giving broadcasters some modified form of 
must carry meant easier action for cable on 
copyright, then "why shouldn't we agree." 
he added. 

As Mooney pointed out. cable has a num- 
ber of other legislative and regulatory mat- 
ters (pole attachments and scrambling, 
among others) on its agenda. "If this were 
not the only issue we had to fight then this 
would be a different story." Mooney said, 
adding that "if we can put this to bed we 
ought to do it." For broadcasters, the deal 
contains two key concessions on cable's 
part. It provides stations with some assur- 
ance of local signal carriage and it guaran- 
tees that cable operators won't charge fees 
for local carriage. 

"I think it's a fair compromise. It meets 
the needs of all the parties and most impor- 
tantly the public," said William Schwartz, 
president and chief operating officer for Cox 
Enterprises and a member of the TOC. 
Schwartz served as the broadcasters' lead 
negotiator throughout the process and in the 
final hours carried the ball alone. "Bill 
Schwartz deserves the Nobel Peace Prize for 
his effort. This would not have come about 
without his efforts." said INTV President 
Preston Padden. 

Schwartz, however. praised Mooney for 
his role in putting the deal together, adding 

Fowler takes First Amendment hard line on must carry 
Chairman warns broadcasters that if 
they press too hard they may 
undermine own interests; others 
at commission express reservations 

FCC Chairman Mark Fowler wasn't com- 
menting specifically on the merits of the in- 
dustry's proposed must -carry compromise 
(see story. page 31) lust week. But he was 
dishing out plenty of reminders that he 
doesn't like must carry period. 

The main course of his breakfast speech 
before the National Association of Broad- 
casters annual State Association Presidents 
and Executive Directors Conference last Fri- 
day (Feb. 28) should have sent those hoping 
for FCC approval of the compromise reach- 
ing for their Maalox. 

Fowler said he was willing to consider 
"compromise" solutions. but also that he 
won't "sign off' on rules that don't take into 
account the First Amendment difficulties 
that the appellate court detected in the for- 
mer rules. -I refuse to sell out our long -term 
goal of full First Amendment protection for 
all the electronic press for the luxury of a 

short-term solution to difficulties that you all 
might face in this deregulation environ- 

ment," Fowler said. (Fowler's pronounce- 
ment was greeted by a rousing round of ap- 
plause. The text of his speech added: "You 
might, the cable people might, and the Con- 
gress might, but I won't. And neither will 
the court. ") 

Fowler said the FCC had come under 
some criticism for not appealing Quincy, in 
which the appellate court held the must -car- 
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ry rules to be unconstitutional. But Fowler 
said the FCC had decided that the court's 
ruling was legally sound. "I never on my 
own motion sought to undo the must -carry 
rules, and the commission resisted efforts at 
the petition for rulemaking stage to do so," 
Fowler said. "But when confronted with that 
sound, unanimous decision by the appeals 
court, the commission did not feel it could 
go forward to prop up those rules. 

"Moreover, I feel that with all the progress 
we have made on the deregulatory front, I 

would urge you to consider what bargain you 
would make to get those rules reinstated. 
lock. stock and barrel." Fowler added. 
"Don't make the unholy bargain of trading 
your gains of editorial freedom and indepen- 
dence from government control for a quick 
fix that could be nullified in court. 

"Broadcasters have a great product, and 
it's time they consider whether they're wor- 
rying about trying to save a delivery mode 
that may be outmoded and from a broadcast 
First Amendment perspective. ultimately 
harmful to your health." Fowler said. 

"Although I'm reluctant to reimpose a 

must -carry regime in communications, I've 
also made my views known that it's time to 
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that it was a credit to NCTA for taking this 
position because after all "cable did win the 
Quincy case." He also noted that TOC, be- 
cause of its constituency (its members are 
large group operators representing indepen- 
dents and affiliates with cable interests as 
well). was able to "help pull the parties to- 
gether." Also participating in the develop- 
ment of the accord were TOC's coordinator 
Margita E. White and Werner K. Harten- 
berger of the Washington communications 
law firm of Dow, Lohnes & Albertson. 
which represents TOC members Cox Corn - 
munications and Multimedia. 

NAB President Eddie Fritts acknowl- 
edged that broadcasters were not totally sat- 
isfied, nor is cable, but in light of the real 
world considerations its the best we could 
do." Fritts and John Summers, NAB's senior 
executive vice president for government re- 
lations, were NAB's chief negotiators. 
Fritts, during a press briefing, noted that 
each of the parties has reserved the right to 
review what the commission proposes. We 
feel the cable and broadcast industries have 
succeeded in crafting an arrangement that 
meets the constitutional criteria, will be ac- 
ceptable on Capitol Hill, is in the best inter- 
ests of both industries and. above all, repre- 
sents good public policy," Fritts said. 

NAB is holding a satellite teleconference 
to describe the deal to its TV members from 
2 p.m. to 4 p.m. today (March 3). Broad- 
casters may pick up the feed on Telstar 301, 
transponder 3H. and may pick up the audio 
on 6.2 and 6.8. They'll also be taking calls at 
800 -533 -7744 and 800 -533 -7755. 

For the independents, said Preston Pad- 
den. "we've removed the specter of payment 
for carriage." Padden noted that INTV had 
staked out a flag and insisted that at a mini- 
mum it would accept a cap of seven chan- 

nets. As it turns out, Padden noted the cap 
moves up to nine signals on a 36- channel 
system and up to 14 signals on a 54- channel 
system. 

He was also pleased about the provision 
enabling stations to immediately commis- 
sion a survey to show that it meets the 2%- 
5% viewing standard. Under the old must - 
carry rule. stations had to do at least three 
surveys. a month apart. to show they met the 
viewing standard. 

Padden admitted that the accord does not 
"absolutely take care of every station under 
every instance." Likely to be hurt by these 
proposed new must -carry rules are broad- 
casters or would -be broadcasters who are 
planning to put new stations on the air. With- 
out guaranteed carriage on cable systems. it 
may be difficult for new stations to establish 
themselves and to obtain the 2% share of 
audience necessary to become must -carry 
eligible. 

At a luncheon of the Federal Communica- 
tions Bar Association last week. Padden said 
INTV tried to secure a period of guaranteed 
carriage for new stations as part of the corn - 
promise, but that it could not persuade the 
cable operators to accept it. Instead. cable 
accepted the provision permitting new sta- 
tions to demonstrate they have the requisite 
2% share as soon as they go on the air. "It's 
the best we could do," he said. 

In negotiating the new rules. he said, it 
didn't make sense to insist on the guaranteed 
carriage for the "unborn" stations, when the 
2% provision might help save some of the 
"infant" stations. including the 34 that went 
on the air in 1985. 

While commercial broadcasters might be 
happy with the deal. noncommercial broad- 
casters were not. and they wasted no time 
letting Congrees and the FCC know just how 

they felt. The day after the accord was an- 
nounced. Corporation for Public Broadcast- 
ing President Martin Rubenstein issued a 
statement and sent a letter to the cable and 
commercial broadcasting parties, asking to 
be included in any negotiations on must car- 
ry. 

"I do not understand how negotiations and 
an industry agreement on the issue could 
take place without public broadcasting re- 
presentation," Rubenstein wrote. "Indeed. 
press reports indicate that the negotiations 
include proposals that may be satisfactory to 
commercial broadcasters but that are patent- 
ly contrary to the interests of public televi- 
sion and, consequently. to the public interest 
that public broadcasting serves," he said. 

"In our view this arrangement covers 
broadcasting both commercial and noncom- 
mercial," Fritts said. Furthermore, he noted. 
"not once did they (public television' ask to 
be included" in the negotiations and, NAB 
has been talking weekly to National Associ- 
ation of Public Television Stations President 
Peter Fannon. In response to Rubenstein's 
letter Fritts said he felt the issue was one with 
which NAPTS should deal, not CPB as a 
funding mechanism. "We're concerned 
about public broadcasting too. This treats 
everybody fairly." Fritts added. 

In reply to Fritts's comments. Rubenstein 
said it was not the commercial broadcasters' 
"province to speak for public broadcasting." 
As for NAB keeping public television 
abreast, he said. he had heard to the contrary. 

Fannon said that "no one had invited us to 
participate. We asked to know what was go- 
ing on. We were told they were having pri- 
vate negotiations." Fannon said he was re- 
buffed by both NAB and NCTA in the 
negotiation proces. "I initiated calls to ask 
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take another hard look at the question of the 
compulsory copyright." Fowler said. The 
comments in our must -carry proceeding are 
looking at the question of how copyright and 
the must -carry rules link up. I intend to give 
those comments my very personal attention. 

In the meantime. let me say that while 
the court has limited the scope of what can 
be done in must carry. it's Congress, not the 
courts, that have decided that your programs 
are available through a compulsory copy- 
right. It's clear that this is an issue that de- 
serves attention from you and your leader- 
ship. And since that matter can now be 
wrangled on Capitol Hill and not at the 
courthouse, I suggest that there's a job to do. 
if you believe that the compulsory copyright 
should go." 

In a question -and -answer session. Fowler 
said that the commission. when looking at 
"the compulsory copyright and must carry" 
in its pending proceeding. will consider lo- 
calism. But he added that he didn't know 
what weight would be accorded to that goal. 

We do have a case here 'Quincy] that puts 
us within some fairly narrow constraints," 
Fowler said. 

Fowler also said he would want to focus 
on how an industry compromise would ad- 
vance the interests of cable subscribers. He 

would also. he said. want to consider wheth- 
er "bad things" would happen to cable sub- 
scribers without those new rules. "It's fine to 
have an industry compromise, hut those are 
essentially private interests. and the public 
interest is much broader and has to be the 
ultimate component we look at." Fowler 
said. "It's not to say that you can't adopt 
something that looks like an industry com- 
promise. but the chief component were ob- 
ligated to look at is what's best for the peo- 
ple: in this case. millions of cable 
subscribers." 

Fowler wasn't the only FCC official express- 
ing skepticism about the proposal. 

There are, some FCC officials said pri- 
vately, questions as to how the proposed new 
rule would square with Quincy. They also 
revealed that the proposal is being referred 
to as "must carry for the rich" by some who 
are questioning whether the proposed rule 
wouldn't exclude broadcasters most likely to 
need government protection: start-up UHF 
operations, religious and noncommercial 
stations. "It's going to take some argument 
to see why the FCC needs must carry for the 
rich," said one well -placed FCC source. 

On the record. Commissioner James 
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Quello. whose support of must carry has 
been well documented, said he believed the 
industry proposal was "reasonable" and rep- 
resented "a major step in the right direc- 
tion." Quello. however. said he wished in- 
dustry representatives had included public 
broadcasters, who Quello thought might not 
be happy with the proposal. in all of the 
negotiations. 

Commissioner Mimi Dawson said she 
thought the FCC should "seriously consider" 
anything the industry put forward that is 
consistent with Quincy. 

Commissioner Dennis Patrick said he 
didn't think it would be appropriate to com- 
ment on the merits of the proposal. " 1 as -. 
sume we will put it out for comments and 
review it along with the other comments in 
order to determine whether it meets our pub- 
lic interest criteria and the constitutional pa- 
rameters set forth in Quincy:' Patrick said. 

FCC officials also said the commission 
has agreed to accommodate the parties by 
extending the reply comments date to March 
20. That will give the NCTA board an oppor- 
tunity to vote on the proposal at its next 
scheduled meeting. March 19. The consen- 
sus appeared to be that the FCC will then 
provide additional time -perhaps 30 days - 
for comment on the industry proposal. 
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what the effect would be on public broad- 
casting. and in essence they [commercial 
broadcasters) said that public broadcasting 
will get what it needs." 

Also. Fannon said he was not informed of 
any details and did not hear until yesterday 
(the day prior to the official announcement) 
that an agreement had been formalized. 

In a letter responding to Rubenstein, 
Mooney said he called Public Broadcasting 
Service President Bruce Christensen earlier 
in the week to let him know "what was up. 
and to suggest that we get together." During 
NCTA's press briefing. Mooney said he has 
been talking to public broadcasters for "quite 
some time." and that we have a certain un- 
derstanding with commercial broadcasters 
on that." Moreover. he added, "the climax of 
the play has been reached. There is a certain 
denouement that has to be played out with 
regard to public broadcasters." 

Christensen said the NCTA president 
made it clear that anything public stations 
get on must carry is going to "come out of 
the hide of the commercial broadcaster." 
NAB, on the other hand. indicated it was a 

problem cable would have to work out. 
Nevertheless, it's a matter that will have 

to be dealt with. By week's end. Congress 
was making that clear. Representative Mick- 
ey Leland (D -Tex.) was pleased to hear 
about the accord but expressed concern that 
public broadcasters not be "shunted aside." 
Leland plans to encourage the FCC to look at 
the concepts of public broadcasters. Tom 
Rogers. senior counsel to the House Tele- 
communications Subcommittee. noted that 
any must -carry rule "must be examined to 
determine whether it furthers or frustrates 
the interests of public broadcasting." He said 
the compromise will receive "intense con- 
gressional scrutiny." 

Cable and broadcasting have been wrestling 
with their differences on must -carry since 
last fall. After the Quincy decision was 
handed down. the broadcasters undertook a 

three -pronged approach to getting some 
form of mandatory carriage back. They fo- 
cused their efforts on the Hill. the FCC and 
the courts (NAB has petitioned the Supreme 
Court to review the Quincy decision). 

Things began moving when the FCC re- 
fused to appeal the court's decision and said 
it didn't see any way to constitutionally rein- 
state the rules. The broadcasters then went to 
the Hill claiming that the FCC had abbrogat- 
ed its duties and asked Congress to take up 
the matter. The Congress. however. was re- 
luctant to tackle the issue and key members 
wrote the FCC urging it to act. Fowler head- 
ed off any confrontation with the Hill by 
volunteering to take a look at it. 

And although cable had the upper hand 
because it had won in the court. it was faced 
with having to decide if it wanted to attempt 
to do a deal. The consensus on NCTA's board 
was that it wanted a deal. but not too much 
of one. More importantly. cable didn't want 
to go to war with the broadcasters over must 
carry. And it didn't want to risk appearing 
unreasonable in its dealings on the matter. 

Cable then let the broadcasters know 
(Mooney was keeping in constant touch with 
Schwartz) that it was willing to talk. The 

NAB, INTV and TOC began lengthy discus- 
sions on how best to fashion new must -carry 
rules. INTV wanted assurances that new in- 
dependent stations would be carried and re- 
fused to approve any proposal until the TOC 
and NAB accept their minimums as a point 
of departure for negotiations. They called on 
Mooney last October with a proposal he 
characterized as looking like the old must - 
carry rules with the ability to drop duplicated 
network signals (BROADCASTING. Oct. 28. 
1985). 

But Mooney refused to negotiate serious- 
ly with the broadcasters until they came up 
with a proposal that neither required cable 
systems to carry duplicative or little - 
watched stations nor treaded too heavily 
upon cable operators' First Amendment 
rights. Meanwhile. the broadcasters contin- 
ued applying pressure on cable to force it to 
the bargaining table by launching an assault 
on cable's compulsory license. Legislation 
was introduced in the House and Senate, on 
the broadcasters behalf, that would mandate 
carriage of local television signals by cable 
systems as a condition for their exercise of 
the compulsory license. 

There also appeared to be some sympathy 
for must carry. at least from House Energy 
and Commerce Committee Chairman John 
Dingell (D- Mich.). who expressed an inter- 
est in seeing an industry compromise on 
must carry (BROADCASTING. Feb. 17). 

Despite those maneuverings on Capitol 
Hill. little by little progress was being made. 
And. in January, Mooney went to the NAB's 
joint board of directors meeting on St. Maar- 
ten, Netherlands Antilles, to spell out cable's 
position on must carry. He asked the broad- 
casters for some kind of declaration recog- 
nizing cable as an equal partner in the deliv- 
ery of video programing and said that any 
new must -carry rule must accommodate the 
view that a cable operator should be afforded 
reasonable latitude in the exercise of editori- 
al discretion (BROADCASTING. Jan. 27). 

The broadcasters delivered such a decla- 

ration, but their filings at the FCC. NCTA 
argued, fell short of meeting any solid pub- 
lic- policy rationale for a new must -carry 
rule. Moreover, NCTA felt there was a con- 
siderable discrepancy between the filings 
and the declaration (BROADCASTING. Feb. 
3). NCTA agreed. nonetheless, to meet with 
the broadcasters the following week. That 
meeting. on Feb. 7, appeared to be the turn- 
ing point. It was at that point that cable was 
faced with having to decide if it would help 
broadcasters develop an acceptable public 
policy rationale for a must -carry compro- 
mise. 

The following week Mooney met with his 
executive committee in Denver (Feb.14) and 
walked away with the mandate to negotiate 
with the broadcasters and help draft such a 

rationale. (Meanwhile, the FCC extended its 
reply comments deadline from Feb. 25 to 
March 4. on behalf of a variety of cable 
companies that said they needed more time.) 

On Monday, Feb. 17. Mooney met with 
Schwartz and Summers and began to ham- 
mer out a deal. The proposals went back and 
forth until last Wednesday when the parties 
wrapped up their negotiations with a pack- 
age all could live with. 

The responsibility of getting the FCC to 
sign off on the package will fall on the broad- 
casters' shoulders. Mooney said NCTA 
would recommend the agreement to the FCC 
but it was not going to exert a great deal of 
effort urging passage. From cable's point of 
view it had done its part and it was now up to 
NAB, TOC and INTV to sell the deal. 

Indeed. as cable attorney Jack Cole of 
Cole, Raywid & Braverman. and counsel to 
Quincy Cable. pointed out. "the source of 
opposition to the agreement is most likely to 
come from the broadcasting side. It will be 
the public broadcasters and religious broad- 
casters who will be up in arms because the 
proposed rule is such a far cry from the prior 
FCC regulation." Cole said. As a practical 
matter he expects most cable systems will 
say this does not affect them. 

ABC draws White House ire 
Responding to criticism, network 
admits piece went on too long 
without adequate time for opposing 
views to rebut Soviet's charges 

The White House blasted ABC News for 
broadcasting a Soviet commentator's seven - 
minute reply to President Reagan's national- 
ly televised speech last Wednesday on his 
plans for increased defense spending. In re- 
sponse to a letter sent by President Reagan's 
director of communications. Patrick J. Bu- 
chanan. ABC News said it had probably 
mishandled the reply comments of Vladimir 
Posner. a commentator for Soviet radio and 
frequent spokesman on U.S. television for 
Soviet views. 

ABC News senior vice president. Richard 
C. Wald, said in a statement that "reluctant- 
ly. I tend to agree that Vladimir Posner was 
allowed too much time" on the ABC broad- 
cast following President Reagan's Wednes- 
day night speech. In a letter to ABC News 
president Roone Arledge. Buchanan said the 
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White House was "astonished" that ABC 
News had permitted a "propagandist" from 
the Soviet Union to talk unfettered about 
Reagan's entreaty for congressional support 
of his plans for increased defense spending. 

Posner's appearance on ABC was part of 
an hour -long program that aired from 8 to 9 
p.m., starting with Reagan's speech and in- 
cluding various reports by ABC News corre- 
spondents. including White House corre- 
spondent Sani Donaldson. and an interview 
with Representative Jim Wright (D- Tex.). 
who gave the Democratic response. 

Wald responded to Buchanan's letter be- 
cause Arledge was with anchor Peter Jen- 
nings in Moscow, where World News To- 
night was covering the 27th Congress of the 
Soviet Communist Party. 

ABC News also came in for a stinging by 
Representative Bob Doman (R- Calif.). who 
in a speech on the House floor called Posner 
"a paid Communist propagandist." and said: 
"This little flunky sits there and calls our 
President a liar." Doman also described 



Posner as a "disloyal. betraying little Jew 
who sits there on television claiming that he 

is somehow or other a newsman. It's an af- 
front to decency and dignity and to Jewish 
people all around the world." 

Posner appeared via satellite on ABC, fol- 
lowing Reagan's speech, to answer ques- 
tions posed by David Brinkley. An articulate 
commentator who speaks colloquial Eng- 
lish, Posner has appeared frequently on U.S. 
television. including programs like ABC's 
Nightline and a recently syndicated "citi- 
zen's summit" with Phil Donahue. 

In his letter to Arledge, Buchanan criti- 
cized ABC News forgiving a "national audi- 
ence" to a man "whose concept of truth is 
whatever statement will advance Commu- 
nist objectives." Buchanan rhetorically 
posed the question of whether, if Arledge 
had been head of the BBC during World War 
Il. he would have given "some functionary 
for the Third Reich" air time to rebut a 

speech by Prime Minister Winston Chur- 
chill. 

Wald defended ABC's interview with 
Posner, but acknowledged it might have got- 
ten a little out of hand. "There is nothing 
wrong with asking a Soviet spokesman for 
his views of a presidential speech concern- 
ing American posture in relation to the Rus- 
sians." Wald said in his statement it is part 
of what we do. Our production error was in 
letting him push on to too great a length 
without an opposing voice to point out the 
errors and the inconsistencies." 

An ABC News spokeswoman said that the 
"production error" stemmed from a miscal- 
culation on the length of Reagan's speech 
and Wright's reply comments. "We had an- 
ticipated Reagan's and Wright's comments 
would have gone on longer than they did." 
the spokeswoman said. but both came up 
shorter. Posner had been budgeted' original- 
ly less than two minutes" of air time, she 
added, but as a result of the sudden availahil- 
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Producers file $1.5- billion suit against ABC 
Alleging that ABC is engaging in "unfair and unethical- practices in licensing its 
programs, several major TV program producers late last week filed a lawsuit seeking 
$1.5 billion in compensatory and punitive damages from the network. 

The complaint, filed Friday (Feb. 28) in California Superior Court, claims ABC has 
depressed license fees since the early 1970's by telling producers they would 
receive investment tax credits and is now seeking to "double dip" and recover those 
same credits for itself. The filing said CBS and NBC are not doing the same thing. 

The group making the allegations claims it accounts for more than 90% of the 
network prime time entertainment programing, and includes Columbia Pictures, 
MGM /UA Entertainment, Paramount, 20th Century Fox, Universal Pictures, Warner 
Bros., Walt Disney Co., Aaron Spelling Productions, Lorimar Productions, MTM En- 
terprises, Stephen J. Cannel! Productions, Witt- Thomas -Harris Productions and Car - 
sey- Warner Productions. 

The suit claims the federal tax credits involve hundreds of millions of dollars and 
that senior ABC executives in their public statements and private bargaining pres- 
sured producers to accept license fees often below actual production costs by 
representing that credits would significantly reduce producers' deficits. According 
to the suit, the producers may now lose those benefits because ABC is seeking the 
same credits, violating its pacts and engaging in unfair business practices, and is 
guilty of bad faith breaches of implied covenant of fair dealing. 

The suit also asks the court to rescind outstanding license agreements for shows 
still on the air and to reform other contracts to award producers the fair -market value 
of their programs. 

In a prepared statement, ABC said it regretted that the producers had filed the suit 
which the network claims "is unfortunate and wholly without merit. We continue to be 
willing to discuss the range of issues between us and the producers in good faith." 

ity 01' air time got an additional five minutes. 
"Under those circumstances." she said. "we 
should have had an opposing view." 

All that doesn't blunt the White House's 
sharp criticism. Not the least upset was the 
President, who reportedly told a bipartisan 
gathering of congressional leaders: "I don't 
know why the hell the media is so willing to 
lend support to the Soviets." 

Other news organizations agreed with 
ABC News that there was nothing inappro- 
priate in having Posner on the program. 

David Fuchs, CBS News vice president, 
said it was "perfectly legitimate' to ask 
Posner or someone in a similar capacity to 
respond to the President's speech. The only 
thing Fuchs took issue with was Buchanan's 
analogy with the BBC and World War I1. 

First, he said, the United States and the So- 
viet Union are not at war. and, second. it 
would have been highly unlikely the BBC 
would have had a reporter in Germany at the 
time as ABC News was in Moscow last 
week. 

Senate votes to `enter the modern age' 
It approves television and radio 
coverage test with permanent 
approval possible by August 

The U.S. Senate last week agreed to open its 
chambers for the first time to live television 
and radio coverage. and in the process also 
streamlined a number of Senate procedures. 

Gavel -to -gavel coverage was approved by 
a 67-2 I vote last Thursday (Feb. 27) and will 
he allowed at first on a test basis. then recon- 
sidered next summer as a permanent ar- 
rangement. 

The move to allow television cameras and 
microphones to operate on the floor of the 
Senate. sought by proponents since at least 
the mid- 1970's. came several weeks after 
consideration of the specific measure began 
and shortly after a compromise was reached 
between the bill's author. Minority Leader 
Robert Byrd (D- W.Va.). and Robert Dole 
(R- Kan.), majority leader (BROADCASTING. 
Feb. 24). 

Radio coverage. available to the public. is 
expected to begin as early as this week. 

while closed- circuit TV tests will begin by 
May I at the latest, followed by unrestricted 
TV coverage from June I to July 15. After a 

two -week break in coverage. the Senate will 
consider allowing the permanent presence of 
cameras and microphones beginning July 
29. 

Any accredited newsgathering organiza- 
tion may pick up either the audio or video 
feeds. according to a Senate spokesman. al- 
though their use for political purposes is pro- 
hibited by the bill. ABC News announced 
immediately after the vote it would feed con- 
tinuous coverage of the first day's Senate 
proceedings to its almost 2.000 radio affili- 
ates and said it would continue to provide 
live satellite coverage of all major debates. 
including possible feeds of regional issues to 
radio stations. 

C -Span. the satellite- delivered cable pub- 
lic affairs network that already carries U.S. 
House proceedings to approximately 23 mil- 
lion households, has said it will provide Sen- 
ate audio coverage as soon as it begins and 
TV coverage beginning June I . The services 
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will be carried on Satcom III -R: House cov- 
erage is carried on Galaxy I. 

Among those praising the measure was 
Byrd. who said: "The Senate can celebrate 
entering the modem age at last." Senator 
William Armstrong (R.- Colo.). a strong 
supporter of coverage. commented: "One 
hundred years from now people will look 
back on our decision to begin televising the 
proceedings of the U.S. Senate as one of the 
most important, possibly the most impor- 
tant, and significant acts of the 99th Con- 
gress." 

Dole. disputing concerns that television 
and radio coverage might harm the delibera- 
tive nature of the body, said: "The Senate is a 

very special place. And I would not support 
any changes that would alter its unique and 
valuable character. But the twin goals --of 
providing the Americans a better look at 
how democracy works and improving the 
quality of life in the Senate. by streamlining 
some of our procedures -are certainly worth 
trying to achieve." 

Opposition to the bill was particularly 
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strong from Louisiana's Democratic sena- 
tors, Russell Long and J. Bennett Johnston. 
Early during the Feb. 27 debate. Johnston 
had introduced an amendment to allow TV 
coverage only when it was unanimously 
agreed upon. The measure was voted down 
61 -30, while a proposal from Long that cov- 
erage only be allowed upon agreement by a 
majority was also rejected, 60 -28. 

Long later argued: When the Senate is on 
television, we will see a big increase in ex- 
pediency and we will see a substantial de- 
cline and an erosion in statesmanship .... I 
think that those of use who feel that states- 
manship is altogether too scarce a commod- 
ity the way it is now will find that is is going 
to be more scarce on television." 

The measure as approved allows TV cam- 
eras to show speaking senators, the presid- 
ing officer. clerks and the chaplain. and to 
cover proceedings at all times except during 
quorum calls (which can last from a few 
minutes to over an hour). During roll -call 
votes, the TV cameras will show the entire 
chamber. Radio coverage is to be provided 
continuously while the Senate is in session. 

Approved along with the coverage mea- 
sure were several changes in basic Senate 
rules with the aim of accelerating proce- 
dures. The bill also allocated a maximum 
$3.5 million for buying and installing equip- 
ment and facilities needed to supply the 
feeds. 

Padden's positive indies are on a roll 
Two weeks ago in New York, National Cable Television Association President James 
Mooney heralded "the great age" of cable programing. Last week in Washington, 
Association of Independent Television Stations President Preston Padden foresaw 
the dawn of "the golden age" of independent television broadcasting. Such epochs 
are apparently not mutually exclusive. 

At INN, we like to think things are falling into place," Padden said at a Federal 
Communications Bar Association luncheon last Thursday (Feb. 27). We have the 
independent stations in sufficient numbers. The wisest advertisers recognize the 
merit of the independents, and the dream merchants who create the entertainment 
programs have targeted us as a worthwhile customers." 

There has been rapid growth in the number of independent stations, Padden said. 
Between 1960 and 1980, the number more than quadrupled from 27 to 120. "What 
few could foresee, however, is that...during the next five years the number of 
independent stations again more than doubled to reach the present total of 283." 
Padden distributed a list of the 34 stations that went on the air in 1985 alone. 

The growth of independent television can also be measured by advertising rev- 
enue, according to Padden. Revenue doubled between 1975 and 1980 and doubled 
again between 1980 and 1985, he said. In 1985, the total hit $2.5 billion, 25% of the 
industry total. "And, perhaps most importantly, industry estimates project that inde- 
pendent revenue will again more than double over the next five years to a total in 
excess of $5 billion by 1990, representing about 28% of the total industry revenue." 

Independent television share of audience and advertising revenue has grown 
despite the widespead use of diary audience measurement, which tends to underes- 
timate independents' audience, Padden said. In 13 different markets across the 
country, the diary, which measures what people recall having viewed, has been 
proved to be seriously flawed when compared to the meter, which measures what 
people actually did view," he said. 

Total TV billings close to $20 billion in 1985 
Networks account for $8.3 billion; 
NBC takes over top spot in third 
and fourth quarters from CBS 

In 1985, television advertising billings rose 
4.5% to $19.95 billion -local advertising 
contributed $5.7 billion, national -regional 
spot $5.95 billion and network $8.3 billion. 

And. according to Broadcast Advertisers 
Reports and the Television Bureau of Adver- 
tising, the normal order of things among net- 
works was reversed in 1985 with the NBC 
television network outbilling CBS -TV by a 

hair in both the third and fourth quarters. 
The switch in ranking came earlier than 
many had expected. given NBC's weak- 
nesses in daytime. 

Furthermore. the BAR -TVB estimates 
confirm reports of a strengthening in the net- 
work scatter market late in the fourth quar- 
ter. allowing the three television networks to 
post a fourth -quarter increase of 1 %, com- 
pared to a full -year decline of 3%. (BAR 
arrives at dollar totals by applying estimates 
of unit prices to commercial spots, depend- 
ing on daypart, type of show and other varia- 
bles. Estimated dollar totals can vary from 
actual numbers: For 1984, BAR estimated 
ABC billings at $3.236 billion. whereas the 
company's offical numbers indicated gross 
revenue for the network of $3.025 billion.) 

All of the networks' bad news came in the 
third quarter of 1985, according to TVB, 
which estimated that total network billings 
fell $388. I million. compared to the Olym- 
pic games -boosted third quarter of 1984. 

The estimated totals for 1985 showed the 
three networks with ad revenue of $8.3 bil- 
lion, down from 1984's $8.6 billion. TVB 
also extrapolated from the BAR estimates - 
which cover only the top -75 markets -and 
concluded that local television advertising 
was $5.7 billion, up 12%, while national 

regional spot advertising was up 9%, to 
$5.95 billion. 

A study of the TVB report, released last 
Thursday and based on BAR data, also re- 
veals some other developments: 

Although estimated dollars for three 
television networks declined 3%. and those 

The shifting fortunes in network and spot advertising 

Total 1985 
network 
and spot 

expenditures 

change 
in spot 
budget 

% 
change 

in net 
budget 

Procter & Gamble" $779,092,400 9 3 
Philip Monist $485,396,200 3 1 
General Motors $258,765,500 27 9 
R.J. Reynoldstt $231,087,500 11 3 
Ford Motor Co. $228.816,100 8 17 
General Mills $222,745,900 18 1 
Anheuser -Busch $218,505,600 19 7 
Unilever N.V. $209.283,500 6 8 
Kellogg Co. $207,480,800 26 22 
Coca -Cola Co. $187,403,100 13 15 
Pepsico $181,414,700 17 8 
Dart & Kraft Inc. $175,164,100 21 10 
Beatrice Companies $163,480,900 5 0 
Ralston Purina $146,728.200 24 9 

From Television Bureau of Advertising based on estimates of Broadcast Advertisers Reports. 
Includes acquired Richardson -Vicks Inc. for both years. 

t Includes the acquired General Foods for both years. 
tt Includes the acquired Nabisco Brands for both years. 
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for national and regional spot in the top 75 
markets increased 9 %, not all major adver- 
tisers moved dollars in the same direction 
(see chart). But of the top 14 advertisers 
TVB listed in both categories, nine treated 
spot vehicles better than the networks. 

TVB's breakdown of spending by cate- 
gories shows even greater favoritism toward 
spot. Of 25 such advertiser categories, only 
five treated network better than spot. Fortu- 
nately for the networks, one of those cate- 
gories -food and food products -had the 
greatest total estimated expenditures, and in- 
creased its network dollars 10% versus a 5% 
rise for spot. Also giving networks the bene- 
fit of the doubt were household equipment 
and supplies; proprietary medicines; office 
equipment, computers and copiers. and hor- 
ticulture. But TVB estimated that half the 
categories increased spot billings while de- 
creasing network billings. including major 
categories such as confectionary and soft 
drinks (up 6% in spot, down I % in network); 
consumer services. (up 18% versus a minus 
I8 %); insurance, (up 31% versus minus 

9 %). and sporting goods and toys (up 50% 
versus minus 8%r). 

The estimated spot television expendi- 
tures of the beer and wine category in the top 
75 markets were up 7% in 1985 to $218.1 
million. But on network TV, spending fell 
4% to $428.5 million, leading to an overall 
decline of 1 %. 

Advertising by local media did little to 
help out television stations. TVB estimated 
that radio and cable TV increased their bud- 
gets in the top 75 markets by 5 %, to $134.5 
million. Estimated newspaper budgets went 
up 9% to $31.7 million, while magazines 
and other local publications increased 65% 
to $1.7 million. 

TVB estimated that network prime time 
dollars for the year were down 2.2% to 
$4.456 billion. That daypart contributed an 
estimated 54% of total network revenue. 

Reports of a strong movement of net- 
work dollars toward late night had evidently 
not begun in 1985. according to the TVB 
estimates, which show an 11% decline in 
dollars spent in that daypart, to $382.1 mil- 
lion. Also down strongly for the full year. as 
expected, was weekend daytime. The weak- 
ness of television sports undoubtedly ac- 
counted for much of that daypart's estimated 
billings decline of 18 %, to $996.5 million. 
Weekday early fringe was up 8% to $434.7 
million. and weekend early fringe was up 
13% to $192.4 million. Early morning was 
up 10% to $206 million. while weekday 
daytime was up an estimated 3% to $1.645 
billion. 

A daypart examination of national and 
regional spot estimates for the top 75 mar- 
kets shows better percentage -increase per- 
formance than network in every comparable 
category. Led by nighttime, up 12% to 
$1.099 billion, other dayparts were daytime. 
up 9% to $990.6 million; early evening. up 
8%/ to $1.571 billion. and late night. up 4% 
to $843.3 million. 

For local /retail advertising. TVB esti- 
mated that virtually every advertising cate- 
gory, small and large, was up over 1984. 
except for financial planning services. down 
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22% to $29.2 million in the top 75 markets, 
and political advertising, which, in a year of 
no major elections, plunged 79% to $22.4 
million. Most professional services contin- 
ued to increase their television advertising. 
with medical and dental services up 40% to 
$86.9 million: legal services, up 36% to 

$38.3 million, and education services. up 
42% to $70.2 million. Other big spenders 
showing big increases included automobile 
and truck dealers. up 21% to $311.2 million; 
appliance stores and repair, up 42% to 
$121.9 million; leisure time stores and ser- 
vices. up 27% to $107 million. D 

Fifth Estate figures in Philippine story 
Broadcasters assess media's role 
in islands' exchange of power, 
most saying TV influenced events 

The U.S. media, particularly television in its 
ability to convey information almost instan- 
taneously via satellite, played a perhaps un- 
precedented role in shaping events as they 
unfolded in the political life of the Philip - 
pines -culminating with the downfall of 
President Ferdinand Marcos -a number of 
news professionals suggested last week. But 
opinions varied on the extent of the media's 
role. and even those who felt its part a large 
one also stressed that the seeds of last week's 
transition of power to Corazon Aquino were 
sown long before western journalists de- 
scended upon the Philippines to cover the 
presidential election Feb. 7. which Mar - 
cos-a media manipulator in his own 
right- announced last November at com- 
mentator George Will's prompting on Titis 
Week with David Brinkley. 

At the same time. there was also a feeling 
among observers last week that Marcos had 
lost out in the age -old media game played by 
journalists and willing sources. Marcos. the 
theory goes. overestimated his ability to ma- 
nipulate the U.S. media. And last Novem- 
ber, ABC's Will gave Marcos the perfect 
opening to present himself as a friend and 
supporter of democracy (his political image 
in the U.S. tarnished somewhat by his rule 
by martial law for almost half his 20 -year 
tenure) by calling for early elections amid 
charges that he had lost his political base at 
home. 

As it turned out. the Brinkley broadcast 
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last November was to be a watershed in Phil- 
ippine history. Not only did Marcos agree to 
early elections, he also agreed to allow 
American observers to monitor the election. 
Congress sent a team headed by Senator 
Richard Lugar of Indiana. When it became 
evident to him that pro- Marcos forces were 
responsible for rigging the election. televi- 
sion, with its coverage of the swelling oppo- 
sition and growing violence. may have 
helped to convince the Reagan administra- 
tion that Marcos had lost control of his coun- 
try and had outlived his usefulness as the 
leader of a strategic ally. Marcos, in turn. 
stepped down quickly last week. once the 
administration advised him to do so. 

"There's no question." said Ed Turner, ex- 
ecutive vice president. CNN, that television 
shaped events in the Philippines. Coverage. 
he said, "was fed back here so quickly. and 
there was almost instant reaction from the 
pivotal figures in Washington." He added 
that CNN was also being fed to the Philip- 
pines so that Marcos supporters "knew that 
support was quickly eroding here. It fed on 
itself." 

Betty Cole Dukert. a producer with 
NBC's Meet The Press. which interviewed a 

willing Marcos five times while he was in 
power. and twice in the last month, agreed 
with Turner. "I think they played a role." she 
said. referring to the media. "It should be 
remembered that Marcos himself has been a 

user of television all along...lt takes two to 
tango and the question is whether he did 
himself in faster by using television." Added 
David Fuchs, a CBS News vice president: " 1 

think it's been part of shaping it. You had a 
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The Nov 3. 1985. This Week With David Brinkeÿ on which Marcos agreed to move up the elections 

closed society in media and it was opened up 
largely by the presence of American televi- 
sion." While television was the most visible 
force covering events. added Fuchs. it was 
really the "whole of American media man- 
aging to open up a society in conflict with 
the political apparatus in that society. I'm not 
sure there is a precedent for that." 

The Marcos opposition. noted NBC News 
President Larry Grossman. was also "very 
eager" to cooperate with American media. 
having been shut out for so long from the 
Marcos -controlled Philippine media. In- 
deed, without the clearly defined opposition 
led by Corazon Aquino. Fuchs of CBS sug- 
gested, "television would have meant noth- 
ing." But television brought back to the 
U.S., and particularly to Washington, pic- 
tures of a situation growing more volatile by 
the moment. "The power center in Washing- 
ton was unable to ignore this and television 
was certainly a factor." said Fuchs. "Clear- 
ly," said Grossman. "every party thought 
television was an essential element in carry- 
ing Toward their own interests." 

Robert MacNeil of the Public Broadcast- 
ing Service's MacNeil /Lehrer NewsHour- 
which aired a week -long series of special 
reports on the Philippines last September 
(including a two -part interview with Mar- 
cos) and. more recently. separate interviews 
with Marcos and Aquino and reports sur- 
rounding Marcos's departure -said that "the 
more reporting early" there was on the Phil- 
ippines situation, "the more it acted on 
American policy makers, which in turn act- 
ed on Marcos and so on." He said the key 
was the "interaction of the American media 
playing into American official thinking and 
sort of raising the temperature slightly and 
gradually, which then caused them to be 

bolder in their concerns and their demands 
on Marcos, which created further news and 
reactions back in the Philippines. which the 
media then played back here." 

MacNeil added that he didn't think the 
media "needed to play quite the original edu- 
cation job in this case' with the Congress or 
with the administration that it has done in 
some other places. such as in Iran. "There is 
a Bach hymn," MacNeil said, "that's called 
'Sleepers Awake.' And the media often has 
had to play the role in the past of saying: 
'Sleepers awake: there's a terrible situation 
here and you should be paying attention to it 
and you're not. and here's why you should.' 
And then the sleepers wake up and pay atten- 
tion. I think in this case. the sleepers were at 
least half awake already: then came a pro- 
cess of mutual reenforcement. There were 
three hands on the fast -forward button -the 
media's, the administration's and the Con- 
gress's." MacNeil said. 

Not everyone contacted last week was 
sure of the media's impact on events leading 
to Marcos's fall. including David Brinkley. 
Asked if he thought his program had shaped 

events by providing Marcos with the forum 
to call for early elections. Brinkley replied. 
"I fail to see how. because the programs 
we've done were not seen in the Philip- 
pines." where Marcos was running for re- 
election. "I think it was strange: it's like 
George Bush announcing his candidacy on 
the BBC rather than an American network." 
said Brinkley. "All any of us can do." he 
said. is speculate on Marcos's motives for 
choosing This Week on which to make his 
announcement. "I think he was trying to 
prove what a nice fellow he was by submit- 
ting to the electorate." he added. 

"He must have thought he was pretty good 
on the tube." said CNN's Turner of Marcos. 
In the end. he came across as a "sick. tired 
old man." 

Brinkley drew a distinction between a 

program having some undefined influence 
on events as opposed to directly shaping 
such events. "It is possible that by simply 
calling attention to something it will have 
some effect. But our role should be confined 
to making it public and calling attention to it. 
And that is a very useful and worthwhile 
role. I would think." 

The Marcos announcement of elections 
came in response to what This Week execu- 
tive producer Dorrance Smith termed a "le- 
gitimate question" by Will on the Nov. 3. 
1985. program. The question was prefaced 
with this statement by the commentator: 
"President Marcos. there is a perception here 
that your problems derive from the fact that 
your mandate is gone. whatever it once was. 
Now there is a way of renewing a mandate. 
and that is have elections. And there are 
some people here who wonder if it is not 
possible and if you would not be willing to 
move up the election date, the better to re- 
new your mandate soon, say within the next 
eight months or so." Then Will asked his 
question: "Is that possible. that you could 
have an election earlier than scheduled' ?" 

And Marcos's answer was "yes," and not in 
eight months but rather in two or three 
months. 

If Will hadn't asked. Smith contends. 
Marcos would have announced elections 
anyway. "He would have made that an- 
nouncement one way or another." said 
Smith. "It was something he planned ahead. 
People come on these programs generally 
because they have something to say." 

No matter what questions are asked of 
them. added Smith. "they will get their 
points across." 

Ex- President Marcos on CNN 
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CUSTOMER INFORMATION FROM GENERAL MOTORS 

How TO AVOID THE 
OF COUNTERFEIT AUTO PARTS 

DANGERS 

INFERIOR PARTS COULD THREATEN YOUR SAFETY 

Today, a counterfeiter no 
longer has to print phony 
twenty- dollar bills. Selling imi- 
tation automotive replacement 
parts - packaged to resemble 
products from legitimate man- 
ufacturers-is big business. 

For people who buy and 
use counterfeit auto parts, 
though, the consequences 
can be costly. For example, 
body panels may require 
expensive labor to bring their 
finish quality up to the rest 
of the car. Bogus oil filters 
have failed after 200 miles, 
causing unprotected engines 
to seize up, requiring their 
complete replacement. 

Inferior transmission fluid 
has solidified at 0° Fahrenheit, 
ruining transmissions. And 
counterfeit antifreeze has eaten 
right through aluminum parts. 

The failure can be safety - 
related. A fatal 1985 bus 
accident in Britain was attrib- 
uted to the installation of 
counterfeit brake parts. Ill - 
fitting counterfeit gas caps 
can fall off, increasing the risk 
of a fire in a roll -over accident. 

Here's how to make 
sure you receive parts that 
are made to work best in 
your GM car. Your most reli- 
able source is your GM dealer. 
He can supply any part for 
your GM car or truck. Buying 
popular brand parts from rep- 
utable stores or garages is 
another way to improve your 
chances of getting the right 
part. But wherever you buy, 
be suspicious of discounts that 
seem too good to be true. 

Some tip -offs that a 
part might be counterfeit: 

Flimsy packaging. 
Lack of name -brand iden- 

tification such as AC- Delco. 
"Look- alike" graphics or 

a change in the spelling of a 
recognized trade name. In this 
way counterfeiters can avoid 
prosecution under the 1984 
Trademark Counterfeiting 
Law. So examine the package 
carefully. 

If a replacement part 
doesn't fit easily, you should 
probably return it. A reputa- 
ble distributor will almost 
certainly give you a refund 
or credit. 

General Motors is tak- 
ing strong measures in the 
U.S. and overseas to put a 
stop to parts counterfeiting. 
GM is trying to stop the prob- 
lem at its source. So far we've 

helped U.S. marshals confis- 
cate parts in raids on 29 coun- 
terfeiting operations. Another 
eight operations have been 
uncovered and prosecuted in 
foreign countries. 

GM is also developing a 
hologram identification device, 
much like those becoming pop- 
ular on credit cards, to im- 
prove security in our parts 
distribution. 

After all, General Motors 
has a tremendous investment 
in GM parts that work together 
to give our customers safe, 
reliable cars and trucks. We 
want our customers to be con- 
fident they can maintain their 
GM vehicles at the same level 
of high quality we build them. 

This advertisement is part of 
our continuing effort to give cus- 
tomers useful information about 
their cars and trucks and the 
company that builds them. 

GM 
MINK OF EXCELLENCE 

Chevrolet Pontiac 
Oldsmobile Buick 

Cadillac GMC Truck 
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Briefs filed in Preferred case 
NCTA, TCI, Time, New York Times, 
ACLU, MPAA, SPACE file in support 
of Los Angeles cable operator; 
solicitor general asks for case 
to be remanded to district court 

"The First Amendment rights of all speakers 
are ultimately at stake in this case. Cable 
television operators are recognized First 
Amendment speakers. Denial of their right 
to speak would inevitably threaten the con- 
stitutional status of all speakers." 

With that admonition, Preferred Commu- 
nications Inc. introduced its written argu- 
ments urging the Supreme Court to affirm a 
year -old ruling of the U.S. Appeals Court in 
Los Angeles that the refusal of Los Angeles 
to grant Preferred a cable franchise for a 
portion of the city because Preferred had not 
participated in its franchise process was a vio- 
lation of Preferred's First Amendment rights. 

In amicus briefs filed last Monday, Pre- 
ferred was strongly supported by the Nation- 
al Cable Television Association, Time Inc., 
The New York Times, Tele- Communications 
Inc., the American Civil Liberties Union, 
the National Satellite Cable Association, the 
Motion Picture Association of America, the 
Satellite Television Industry Association 
(SPACE), the Mid -America Legal Founda- 
tion, the American Cable Publishers Insti- 
tute and other cable operators. 

But Solicitor General Charles Fried failed 
to back Preferred as some at 
the FCC had urged him to do ( "Closed Cir- 
cuit," Feb. 24). Instead, he asked the court 
to remand the case to the district court so 
more facts could be established. "Unfortu- 
nately, the absence of any factual record in 
this case precludes ...a searching examina- 
tion of the relevant interests," said Fried. 
"The hazard of deciding the constitutional 
question presented here on a bare record is 
heightened by the fact that the case arises 
against a background of great and rapid 
change in communications technology." 

At the heart of the so- called Preferred 
case are utility poles and underground con- 
duits and the city's public rights of way -the 
facilities and space cable operators need to 
run coaxial cable from headends to the 
homes of subscribers. Partly because mu- 
nicipalities such as Los Angeles consider 
poles, conduits and rights -of -way scarce re- 
sources, they have limited and regulated the 
cable operators that use them through a fran- 
chising process. 

Preferred challenged Los Angeles's fran- 
chising process in 1983 as a violation of its 
First Amendment rights. Although the dis- 
trict court dismissed the complaint, the 
Court of Appeals overturned the lower court 
in March 1985, adopting Preferred's First 
Amendment argument. In an unprecedented 
ruling, it said the city's denial of the fran- 
chise to Preferred or any other cable opera- 
tors is unconstitutional as long as there is 
enough room on the poles and in the con- 
duits and rights -of -way to physically accom- 
modate their cables. 

Preferred said the First Amendment rights 
of all speakers are affected by its case be- 

cause of the movement of "traditional" me- 
dia toward electronic distribution. "The 
print media will soon be indistinguishable 
from the electronic media," it said. If the 
Supreme Court upholds Los Angeles's fran- 
chising process, "the fundamental premises 
of our First Amendment jurisprudence 
would be undermined," it said. "Local gov- 
ernments would be permitted to license the 
right to speak and assume editorial control 
over both what is said and who speaks on 
cable. Because of their dependence of local 
politicians for their right to initiate and to con- 
tinue speaking, cable operators would be un- 
able to perform their proper joumalistic func- 
tion as watchdogs of local government." 

Contrary to the opinion of Los Angeles, 
Preferred said the "public rights -of -way are 
a public forum which have traditionally been 
used by the citizenry for communications, 
including precisely the method of communi- 
cation to be utilized by [Preferred]." As 
such, it said, the right to use them "does not 
depend upon the pleasure of local government 
officials, but rather is a right flowing directly 
to the citizenry from the Constitution." 

But even if the rights -of -way were found 
not to be public forums, it added, the city 
could still not exclude Preferred from using 
them because the "restriction upon access is 
for the purpose of controlling the press, and 
not to preserve property from interference 
with other uses," it said. 

NCTA based its brief on the assertion that 
cable operators are deserving of "significant 
protection" under the First Amendment not 
so much because they are creators of pro- 
graming, but because they are editors and 
distributors of it. "Like newspapers that pub- 
lish a mix of original and derivative materi- 
al, a cable operator must decide what speech 
to carry and what speech to forgo," it said. 
"The protection given to the right to choose 
and distribute information is, in fact, an in- 
dispensable part of protecting the free flow 
of speech itself. Although much information 
is communicated directly from speaker to 
listener, great quantities are delivered... 
through a third party like a cable operator. 
Without unfettered distribution, many forms 
of speech could not, as a practical matter, be 
readily heard." 

The Motion Picture Association of Amer- 
ica also said cable's role as a "middleman" 
was deserving of First Amendment protec- 
tion. By barring Preferred from operating a 
system, MPAA said, the city arbitrarily re- 
stricted the number of middlemen legally 
permitted to distribute the programing of 
MPAA members in a portion of Los Ange- 
les. "The city's action is analogous to a re- 
striction on the number of bookstores or the- 
aters that cable be established in commercial 
sections of that part of the city," it said. 

Time, the parent company of Home Box 
Office Inc. and American Television and 
Communications, the New York Times Co., 
and TCI filed a joint brief that asserted that 
cable television performs the same functions 
as the print media. It is therefore "entitled to 
similar First Amendment rights and freedom 
from the press licensing scheme the City of 
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Los Angeles has attempted to impose." 
NCTA acknowledged that because cable 

systems use public rights -of -way, the cities 
may exclude operators or regulate them to a 
limited extent, but only if they can show 
"substantial government interests" for doing 
so. None of the interests set forth by Los 
Angeles, however, "justify the ban on addi- 
tional cable services," it said. "They are ei- 
ther not sufficiently substantial or can be 
served by less drastic means, or both." 

The NCTA agreed with the case law that 
has found that the federal government has a 
"legitimate" role in choosing who gets to use 
what broadcast channels in each market be- 
cause the number of channels must be limit- 
ed to prevent interference among them. But 
the government's role in broadcasting cannot 
be stretched to cover cable, it said. "Where 
the public rights -of -way will accommodate 
additional cable systems, a city cannot credi- 
bly claim that it is forced to limit cable ser- 
vice to a single operator in order to prevent 
physical interference by another." 

NCTA also rejected the argument that reg- 
ulation is justified because cable is a "natural 
monopoly." Even if cable systems were nat- 
ural monopolies, it said without conceding 
the point, government regulation would still 
be unwarranted. "It is one thing to choose 
among speakers because from the beginning 
there cannot be more than one speaker, quite 
another to choose because ultimately there 
will 
the choice must be made by the government, 
while in the latter case the public can and 
should make the choice." 

The solicitor general was said to be reluc- 
tant to file a strong pro -Preferred brief, fear- 
ing a strong decision in favor of Preferred 
would undercut the Cable Communications 
Policy Act of 1984, and the reluctance 
shows in his brief as equivocation. He put 
cable operators on the same plane as those 
said to enjoy "full" First Amendment protec- 
tions. Preferred seeks to communicate mes- 
sages "on a wide variety of topics and in a 
wide variety of formats," he said. "Surely 
this enterprise is every bit as much the enter- 
prise of speech, of the communication of 
ideas, as are the traditional enterprises of 
newspaper and book publishers, of public 
speakers and of pamphleteers." 

But status as a full First Amendment 
speaker does not carry with it the right to use 
all government facilities and resources to 
"engage in free expression," he said. "A 
painter who believes his is a vital and differ- 
ent message has no right to demand that his 
paintings be hung in the National Gallery, 
though it could hardly be denied that the 
mission of the Gallery as a whole is as a forum 
of expression," he said. At the same time, he 
said, government "does not have unlimited 
discretion to exclude persons seeking to exer- 
cise First Amendment rights." 

The solicitor general deferred comment 
on the public forum question. "In all candor, 
we must admit a certain awkwardness about 
speaking of telephone poles and under- 
ground utility conduits as fora at all, open or 
closed, public or not." 
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QWho represents more 
professional and college 
play -by -play sports 
than any other radio rep? 

Katz Radio Group 

Katz Radio Group . Represents more professional and 
collegiate sports properties than 
any other rep 
Produces top dollars from tradi- 
tional sports advertisers and 
generates new revenue from non- 
traditional sports accounts 
Assists with pricing, packaging, 
merchandising and sales 
development 
Teams up with client stations to 
cultivate new advertisers and 
account opportunities and work on 
local endorsements to solidify 
sports 

Christal Katz Republic 

Katz Radio Group. The best. 
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A BROADCAST AND CABLE RIGHTS RECORD 

Baseball bats over $300 million in 1986 
With built -in escalator clauses in its television network rights 
contracts, and continued competitive bidding by media 
outlets on the local level, Major League Baseball and its 26 

teams will accrue, for the first time in one season, more than $300 
million in rights payments. According to reports from league, team 
and media sources, combined network and local baseball rights 
payments will total more than $320 million, up 14.7% over last 
year's total of almost $279 million. ABC -TV and NBC -TV continue 
to pay the largest sums to the league under a six -year, $1.2- billion 

pact that extends through the 1989 season. ABC will pay about $95 
million this year, $15 million more than it paid in 1985, and NBC 
will pay $80 million this year, compared to about $75 million it paid 
last year. CBS Radio will pay about $6 million for its schedule of 
games, about what it paid last year. Thus, network payments for 
MLB rights this year will total about $181 million, up 12.4%. 

Local rights payments will climb 18.3% in 1986 to almost $139.5 
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million. The eastern division teams of the American and National 
Leagues continue to generate higher local rights fees (which are 
often a combination cash payment and share of advertising revenues, 
including some barter arrangements) than their western division 
counterparts. The teams in the American League East will receive 
rights payments this year totaling almost $45 million, up close to 
16% over 1985. The National League East teams will receive a total 
of $43.5 million, up about 15 %. The American League West teams 
will be paid almost $29.2 million, a gain of more than 25% over last 
year, and the teams in the National League West will receive more 
than $22 million, up over 21.5%. 

The network payments are distributed equally among the 26 teams 
through a central fund managed by the office of the baseball commis- 
sioner. This year, each team will receive almost $7 million in pay- 
ments from the networks. In addition to those payments, the league 
will distribute to all the teams, for the second year, what it has termed 
"compensatory" payments from the five teams whose games are 
carried by superstations into the television markets of other teams. 
Those teams are the Atlanta Braves (wrssrrv] Atlanta), Chicago 
Cubs (WON -TV Chicago), New York Yankees (wPtxlTV] New York), 
New York Mets (woR -Tv New York) and Texas Rangers (KTVT[rv] 
Fort Worth). Combined, the payments from the five teams this year 
will total between $8.5 million and $9 million, with the Braves and 
Cubs paying the lion's share because their games are distributed to 
far more cable subscribers than the Mets, Yankees or Rangers. 

It was only two years ago that the league and its teams broke the 
$200 million rights mark, principally due to a new network contract 
that tripled annual TV network rights for the league overnight. Since 
that time, all three networks have been outspoken about what they 
see as excessive rights payments and the inability to make an equita- 
ble return on their investments. As far as the MLB network package 
is concerned, most agree that NBC is in a far better position with its 
part of the package than ABC. ABC's problem has been that its 
prime time Monday night baseball games never caught on the way 
Monday Night Football did. In addition, while its rights fees have 
more than tripled under the new pact, it has cut back the number of 
regular season broadcasts from a high of 18 in 1982 to 11 last year, 
severely restricting its baseball inventory. By comparison, NBC 
carries 30 regular season games during its Game of the Week on 
Saturdays. 

In January, however, ABC announced that it intended to expand its 
regular season baseball coverage considerably, up to 14 Sunday 
afternoon games -most of which would fill the spring program void 
left by the United States Football League's planned move to a fall 
schedule -and eight Monday night games. However, NBC has chal- 
lenged ABC's right to broadcast any Sunday baseball games during 
the first two months of the season. NBC contends that its pact with 
the league gives it not only exclusive network rights to all regular- 
season Saturday games, but also exclusive rights for both Saturdays 
and Sundays during the first two months of the season. MLB execu- 
tives have conceded that the contracts with both networks are vague 
enough to allow for different interpretations on the point. Having 
submitted their positions to the league, the networks are waiting for 
the commissioner to come up with a resolution. 

But no matter how that situation is resolved, NBC appears to be in 
a much better situation to make money on baseball than ABC this 
year. Part of that stems from NBC's having the World Series this year 
and all of the games will, for the second year in a row, be in prime 
time. It is believed that NBC expects to charge about $275,000 per 
30- second spot during the World Series. Even if the series only runs 
for four of the seven possible games, at that rate, NBC stands to 
generate a minimum of $46.75 million in net series revenue. If the 
series goes to all seven games, the network could make $96.25 
million in net revenue, which would more than cover NBC's 1986 
rights payment of $80 million. It is also believed that the network 
hopes to sell its 12 second -quarter regular season games for about 
$44,000 per 30 and 14 third -quarter regular season games at $33,000 
per 30, as well as two prime time contests for at least $80,000 per 30. 
At those rates, if the network sells out its schedule of 25 minutes per 
game, it would generate net revenue of close to $49 million. 
ABC's baseball sales outlook will depend on how the league rules on 
the early -season Sunday games dispute. At risk is more than half the 

inventory within the proposed 14 Sunday -game schedule, which is 
worth about $23.8 million in net revenue if the network sells it out at 
its asking price of $40,000 per 30. "We are proceeding under the 
assumption that we will be telecasting Sunday afternoon baseball," 
said Lane Barrett, vice president in charge of sports sales for ABC - 
TV. He said the sports division is looking at a number of program 
options in the event the league's ruling goes in favor of NBC. ABC 
will air eight Monday night games beginning June 30 with a rate card 
of $75,000, up a little more than 5% from a year ago. If those games 
sell out at that price, they would yield about 25.5 million in net 
revenue. ABC also has the All Star Game this year, which is being 
sold at $230,000 per 30, about $10,000 more than NBC charged for 
it last year. If it sells out, the network would receive perhaps $9.8 
million in net revenue. 

ABC also has the playoff games this year, scheduled to begin Oct. 
7. Of the 14 possible games, nine are scheduled for prime time, three 
on weekdays and two during the day on the weekends. The asking 
rate for the prime time games is $125,000 per 30; weekday day 
games are $25,000, and weekend day games are $75,000. If the 
games sell out (which they usually do) at the published rates, the 
playoffs would generate more than $57 million in net revenue for 
ABC. Excluding the disputed Sunday schedule, ABC would appear, 

at best, to be able to produce about $93 million in net revenue from 
its baseball lineup this year, about $2 million short of the scheduled 
rights payment. (That doesn't take into account production costs 
associated with the telecasts, estimated by one network source at 
$100,000 for each daytime game and perhaps double that for each 
prime time game.). Thus, the league's decision on ABC's Sunday 
schedule appears to be a determining factor in whether the network 
can make a small return on its rights investment this year or will 
instead incur a substantial loss. Newly named ABC Sports President 
Dennis Swanson recently summed up his position on ABC and 
Major League Baseball coverage: "Boy, will I be glad when 1989 
gets here." 

NBC says it has sold more than 60% of its regular season sched- 
ule. "People buy on history," said Robert Blackmore, senior vice 
president, sales, NBC Television Network. "Baseball was strong last 
year," he added, noting that while the ratings were flat for the regular 
season, at 6.4/21, the male 25 -54 demographic was up 10 %. Ac- 
cording to ABC's Barrett, the network's tentative Sunday schedule is 
"approaching 50% sold," while the sales effort for Monday night 
games, which don't begin until June 30, has not yet begun. "It's a 
little bit slower than we would like," said Barrett, "but there is a need 
for the gross ratings points that the USFL generated." He attributed 
the slowness in sales to the generally soft sales marketplace. 

Sales pacing at the local level this year has varied so far, but more 
than one local sales executive reported softer than usual sales. "A lot 
of people are reevaluating their commitment to sports," said one 
executive in a major east coast market. "There are a lot of alterna- 
tives out there." 

Several advertising categories have been affected by recent 
changes in the law and MLB's own regulations. President Reagan 
was expected to sign into law late last week or early this week a law 
banning smokeless tobacco advertising from the airwaves. The Tele- 
vision Bureau of Advertising estimated that for 1984, the latest 
figures available, that category amounted to about $17 million in 
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AMERICAN LEAGUE EAST 

BASEBALL 1986 

Team 1986 
rights 

1985 
rights 

TV originator Radio originator Rights holders 
and affiliates and affiliates 

Baltimore Orioles $ 6,000,000 $4,000,000 WMAR-TV WFBR WMAR -TV holds TV rights, WFBR holds radio rights; Home Team 
8 60-65 Sports holds pay -cable rights. 

Boston Red Sox 4,600,000 4,200,000 WSBK-TV WPLM WSBK -TV holds TV rights; WPLM holds radio rights; New England 
6 65 Sports Network holds pay cable rights. 

Cleveland Indians 3,000,000 3,400,000 WUAB WWWE WUAB holds TV rights; WWWE holds radio rights. 
2 28 

Detroit Tigers 4,400,000 4,000,000 WDIV WJR WDIV holds TV rights; WJR holds radio rights; Pro Am Sports holds 
5 37 cable rights. 

Milwaukee Brewers 3,500,000 2,200,000 WVTV WTMJ WVTV holds TV rights and Brewers retain radio rights. 
4 64 

New York Yankees 15,500,000 14,000,000 WPIX(TV) WABC WPIX holds TV rights; Yankees retain radio rights; Sportschannel 
10 60 holds pay cable rights. 

Toronto Blue Jays 7,750,000 7,000,000 CTV-TV CJCL Labatt Breweries of Canada (45% owner of Blue Jays) holds TV rights; 
Telemedia Broadcast Systems holds radio rights; The Sports Network 
holds cable rights. 

AMERICAN LEAGUE WEST 
California Angels 200,000 4,200,000 KTLA KMPC Angels retain TV and radio rights; XPRS Rosa -Rita (Tijuana), Mexico 

15 English holds Spanish radio rights. 
28 

XPRS 
Spanish 

Chicago White Sox 8,250,000 4,000,000 WFLD-TV WMAQ WFLD -TV owns TV rights; Team retains radio and cable rights. 
5 15 

Kansas City Royals 2,000.000 1,400,000 WDAF-TV WI BW WDAF -TV holds TV rights; WIBW radio rights. 
18 117 

Minnesota Twins 3,600,000 3,500,000 KSMP-TV WCCO KMSP -TV holds TV rights; WCCO holds radio rights. 
3 60 

Oakland As 3,000,000 2,500,000 KPIX KSFO KPIX holds TV rights; KSFO holds English radio rights: KBRG hoids 
8 14 Spanish -language radio rights. 

KBRG 
Spanish 

Seattle Mariners 2,100,000 1,600,000 KIRO-TV KIRO KIRO holds TV and radio rights. 
5 20 

Texas Pangers 6,000,000 6,000,000 KTVT WBAP KTVT holds TV rights; WBAP holds radio rights; Home Sports Enter- 
tainment holds pay -cable rights. 

NATIONAL LEAGUE EAST 
Chicago Cubs 4,300,000 3,600,00 WGN -TV WGN Stations hold rights under agreement with commonly owned Cubs. 
Montreal Expos 8,000,000 7,500,000 CBC -TV CFCF Labatt Breweries holds TV rights; CFCF holds English radio rights; 

English 43 20 CKAC holds French radio rights; the Sports Network holds cable 
French 12 CKAC rights. 

New York Mets 14,500,000 12,100,000 WOR -TV WHN Mets have partnership arrangements with broadcast originators; 
6 22 Sportschannel holds pay -cable rights. 

Philadelphia Phillies 9,100,000 8,500,000 WTAF -TV WCAU Originating stations hold broadcast rights; Prism holds cable rights. 
2 25 

Pittsburgh Pirates 3,000,000 3,000,000 KDKA -TV KDKA Group W (KDKA- AM -TV) holds broadcast rights. 
St Louis Cardinals 4,600,000 3,100,000 KSDK KMOX Originating stations hold broadcast rights; Sencom holds cable 

15 115 rights. 

NATIONAL LEAGUE WEST 
Atlanta Braves 3,500,000 3,100,000 WTBS WSB WTBS is TV rights holder under agreement with commonly owned 

Braves; team retains radio rights. 
Cincinnati Reds 5,500,000 2,300,000 WLWT WLW WLWT holds TV rights; Reds retain radio rights. 

16 81 
Houston Astros 3,400,000 3,200,000 KTXH KTRH KXTH holds TV; Astros retain radio rights; Home Sports Entertainment 

holds cable rights. 
Los Angeles Dodgers 4,600,000 4,000,000 KTTV KABC Dodgers retain broadcast rights, selling through Dodgers Radio and 

Television Network. Dodgers and Metromedia Television hold pay -TV 
rights jointly in Dodgervision pay -per -view venture. 

San Diego Padres 2,800,000 2,750,000 KCST KFMB Broadcast originators hold origination rights only; team holds rights to 
6 distribute broadcasts to regional networks; XEXX holds Spanish radio 

30 XEXX rights Padres and Cox jointly hold pay TV rights. 
San Francisco Giants 2,750,000 2,750,000 KTVU KNBR Broadcast originators hold rights. 

3 7 

KOFY 

AL total S73,900,000 $62,000,000 Not included in the table are network payments for nationally 
NL total $65,550,000 $55,900,000 broadcast games that total about $181 million, ABC -TV -95 mil- 
Majors total $139,450,000 $117,900,000 lion, NBC -TV -$80 million and CBS Radio-$6 million. 
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spot and network revenues. The Radio Advertising Bureau estimated 
that for the first nine months of 1985 smokeless tobacco accounted 
for about $1.5 million in spot dollars and $1 million in network 
dollars. However, MLB lifted a ban that restricted three categories 
from advertising during game broadcasts -state lotteries, casino 
gambling and horse racing. According to TVB, state lotteries spent 
$30 million in spot television in 1985, while horse racing advertising 
totaled about $10.4 million. Casino advertising, TVB said, was 
included in the $55 million hotel category. The figures were sket- 
chier on the radio side, but the RAB reports a minimum $3.9 million 
in spot radio dollars for both state lotteries and casinos for the first 
nine months of 1985 and no more than $500,000 for horse racing in 
the same period. 

As for baseball coverage by cable television, it appears that situation 
is still in flux. "We might still be in a shaking out period of finding 
out what works for cable and what works for baseball," said Bryan 
Burns, MLB's director of broadcasting. "We have had a number of 
unfortunate failures" in the past year, said Burns, referring to the 
folding last year of the TCUMultimedia/Anheuser -Busch venture, 
SportsTime, after only one season. Also folding their tents were 
Sportsvue in Milwaukee and Home Sports Entertainment in Pitts- 
burgh, although TCI, which owns the Pittsburgh cable system is 
currently negotiating for the cable rights to the Pirates games. A 
network in Cleveland for Indians games never got off the ground 

Atlanta Braves 
Ted Turner's Atlanta Braves will be seen as 
many as 150 times during the upcoming 
exhibition and regular season games on Ted 
Turner's superstation wres(rv) Atlanta, which 
reaches 35 million cable homes via satellite 
in addition to homes in the Atlanta market. 
Wm can't give a precise number of games 
because it's committed to airing 129 hours of 
the Goodwill Games from Moscow between 
July 5 and July 20, the heart of the baseball 
season. Coverage of the international 
games, which are being co-sponsored by 
Turner, could cause the preemption of some 
games and the delayed broadcast of others. 

One thing the Braves are sure of is 
saturation radio coverage. According to 
Wayne Long, director of broadcasting, the 
Braves have again tapped WSB(AM) Atlanta to 
be the flagship of their radio network. This 
year the network will comprise between 120 
and 125 stations, up about 10% from last 
season's 112. The network will carry five pre- 
season and all 162 regular- season games. 
Wse is also committed to airing an additional 
15 preseason games without the network. 

The Braves' four returning announcers- 
Ernie Johnson, Skip Caray, Peter Van Wieren 
and John Sterling -will take turns in the 
radio and television booths. 

Heading the list of radio advertisers are: 
Anheuser -Busch, Lancaster Chewing 
Tobacco, Coca -Cola, Delta Airlines, Century 
Insurance, Goody's Headache Powder and 
Taco Bell. 

Among the television advertisers: 
Anheuser -Busch, Delta Airlines, Toyota, 
Canon, Red Man Chewing Tobacco and 
Eckerd Drug. 

after about three years of trying. 
Those regional networks still in the business are concentrated in 

the top 10 markets, have more than one franchise to offer viewers 
and, in most cases, are offering service to at least a portion of their 
universe on a basic or tiered basis. "You have to be a year -round 
business" to succeed in regional sports networking, said Bill Aber, 
general manager of the Washington -based Home Team Sports, 
which serves the Baltimore and Washington markets. The exception, 
he added, is pay -per -view, which a number of baseball teams are 
experimenting with this year, including Cincinnati for the first time. 
Also, he said, many of those who failed may have entered the 
business with expectations too high. "It's the classic small business 
problem," he said. "Ninety percent wash out the first year." 

Most of the surviving networks are offering some or all of their 
cable operator constituents the option to offer the service as a stand- 
alone pay channel, or as part of a pay tier or basic package. "I have 
taken the position that I have a finite number of people to do business 
with," said Aber. The trick is to work out some kind of arrangement 
with a substantial portion of those people, he said, "or go out of 
business." Some disagree with that philosophy however, including 
John Claiborne, general manager of the New England Sports Net- 
work, Boston. On basic cable, he said, a regional network "is just 
another form of over -the -air [television]" that detracts from the stadi- 
um's gate. "Pay does not hurt the gate," added Claiborne. "But there 
is a limit to how much the subscriber will pay." 

A team -by -team breakdown follows: 

Baltimore Orioles 
In addition to their periodic appearance on 
ABC and NBC, the Baltimore Orioles will be 
seen on television at least 125 times this 
season -40 times on WMAR -TV Baltimore and 
its network of eight other television stations, 
and at least 85 times on Home Team Sports, 
the regional pay sports network. (WMAR-TV 

and HTS will also warm up its veteran 
announcing crews and viewers with five 
preseason games each.) 

For the eighth season, WFBR(AM) holds the 
radio rights. The station and its network of 
60 -65 radio stations will air all 162 regular - 
season games as well as 12 preseason 
outings. Independent Network Consultants, 
Rockville, Md., is putting the network 
together for WFBR. 

Returning to the booth for WMAR -TV are 
Chuck Thompson (play by play) and former 
Oriole Brooks Robinson (color). For HTS, Mel 
Procter and former Oriole John Lowenstein 
will repeat as the announcers and Rex 
Barney and Tom Davis will again handle the 
pre -game and post -game duties. Former 
Oriole Jim Palmer and Mutual 
Broadcasting /CNN talk show host Larry King 
will return to contribute color and 
commentary to the HIS telecasts on an "as- 
available" basis. Last year Palmer and King 
appeared 11 and 25 times, respectively. HTS 
expects them to make fewer appearances 
this year. 

Some of the big advertisers wMAR -w has 
lined up for 1986: Anheuser- Busch, Nissan, 
Provident Bank of Maryland, Bell Atlantic 
Yellow Pages, Maryland National Bank, 
Jerry's Chevrolet and Equitable Bank. WMAR- 
ry includes only four minutes of A -B spots 
per game in its network feed, giving affiliates 
23 minutes of local ad time. 

Strohs, Giant Food, Subaru Atlantic, 
Lennox Industries, Maryland State Lottery, 

Broadcasting Mar 3 1986 
Ag 

All -Star Dodge and All State Leasing are 
already on board for the HIS telecasts and 
Miller Brewing, Chevrolet, Amoco, Gwaltney 
Meats, Loyola Federal Savings and Loan 
and Jiffy Lube, for the WFBR broadcasts. 

Roston Red Sox 
WsBK -Pi Boston will slightly increase the 
number of Red Sox games it will broadcast 
to 78, including three exhibition games. The 
Sox network carrying approximately 30 of 
the games has been expanded to six, with 
the addition of WNNE-TV Hartford, Vt. 
(Burlington, Vt.- Plattsburgh, N.Y.). Stewart 
Tauber, WSBK -1V''s assistant general manager 
said advertising arrangements are still being 
worked on, but that Anheuser -Busch will 
definitely be in the lineup. WsaK -tv's rights 
fees will be determined by a formula based 
on the ratings performance of the games. 

The station's parent company, Storer 
Communications, is now in the fourth year of 
a cable sports channel partnership, the New 
England Sports Network (NESN), along with 
the Red Sox and the Bruins hockey team. It 

will carry 87 Red Sox games (the others are 
carried by WSBK-TV) to more than 90,000 
subscribers, triple the number of subscribers 
last year, said John Claiborne, vice president 
and general manager of NESN. The monthly 
fee is going from $8.95 to $9.95 for the 
service, which is still not carried in Boston 
because the MSO Cablevision has an 
interest in a rival cable service, 
SportsChannel. Roughly 10% of NESN's 
revenue comes from advertising and on Red 



La1ru 
Satellite Syndicated Systems 

was a major corporation with many subsidiaries, 

and still is. The difference is now we're united under one new 

name - TEMPO ENTERPRISES. 

SPN is TEMPO TELEVISION; Star Ship Stereo has become TEMPO SOUND; 
Cable Southwest is now TEMPO CABLE, and Cabletext is TEMPO DATA. 

Just one name for all the great services you've enjoyed over the years - TEMPO. 

See us at the NCTA Booth #1590. 

TEMPO ENTERPRISES P.O. BOX 702160 TULSA, OK 74170.918/496 -3200 TELEX 796322 



Sox games that will include Polaroid, New 
England Ford and Toyota. 

WPLM -AM -FM Plymouth, Mass., will continue 
to originate the radio broadcasts to a lineup 
of more than 64 stations. Budweiser 
continues to be a major sponsor. 

California Angels 
In 1986 the Angels home games will not be 
carried on a pay service. Last year, 13 

Sunday games were broadcast by Selec TV, 

a subscription TV service, over KwHY -TV Los 
Angeles, but, according to John Hays, 
senior vice president, marketing, for the ball 
club, the Selec TV contract was not renewed 
because the service could not guarantee 
enough subscribers. if a cable system 
would be established that could afford the 
rights," Hays said, the club would consider a 

pay service again. 
On broadcast television, KTLA(TV) Los 

Angeles enters the fourth year of a five -year 
contract with the Angels in 1986. Radio 
coverage will be provided by the KMPC(AM) 

Los Angeles. Both stations have carried the 
Gene Autry-owned ball club since 1961. 
Autry owns KMPC, and is the former owner 
(along with the Signal Cos.) of KTLA, which he 
sold to Wometco in 1983. Cross -promotion of 
the Angels by the stations and the team has 
already featured a number of speeches by 
Autry and a large client party for sponsers. 

This year, Spanish -language radio 
coverage will be provided by xEPRS(AM) 

Rosarita Beach, Mexico (Tijuana). 
KMPC executive vice president, Bill Ward, 

said that the sales pace this year is about 
80% ahead of last year. Sponsors include 
Anheuser -Busch, Chevron and the Southern 
California Chevy dealers. KMPC will carry 175 

games that will be carried on a network of 28 
stations. 

KTLA will cover two preseason and 43 
regular- season games. Bob Starr and Joe 
Torre will handle the play by play Mike 
Eigner, vice president and general manager. 
said that sales were going "fairly well," and 
that the station was in the process of talking 
to a number of new clients. Returning as 
advertisers are Pacific Bell, Anheuser -Busch, 
Toyota and Mark C. Bloome Auto. 

Chicago Cubs 
WGN(AM) Chicago will broadcast 162 regular - 
season games and 12 exhibition contests this 
year. The team has arranged a regional 
network of 63 stations to carry the Cubs. 
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Wayne Vriesman, vice president and general 
sales manager, said sales "are at least on a 

par" with last year but said that a number of 
advertisers are on the verge of signing. 
Clients already in the fold include Heileman 
Brewing, True Value Hardware, Chevrolet, 
Marathon Oil and Talman /Home Federal 
Savings. On the television side, WGN -TV will 

telecast 146 regularly scheduled games and 
four exhibition games. A regional network of 
12 stations has been put together. Joseph T. 

Laughlin, vice president ánd general 
manager, said sales are outpacing 1985, 

with about two- thirds of the inventory sold. 
Among the more active advertisers signed 
are Budweiser, Pepsi -Cola, True Value 
Hardware, United Airlines, Union Oil, Buick 
and Toyota. 

Chicago White Sox 
The White Sox learned this year just how 
valuable a baseball franchise can be, 
particularly for an independent station trying 
to establish a local identity. Metromedia 
WELD-N Chicago was in the last year of a 

five -year pact with the team, but according 
to a team source, wFBN(rv), acquired by 
Milton Grant last year, came "hot and heavy 
after the White Sox," trying to get the rights. 
But WFLD -TV renegotiated a new five -year 
pact a year early -and in the process more 
than doubled the team's total local rights 
payment this year. 

WMAO(AM) Chicago is in the last year of its 

agreement with the team and Sportsvision, 

now with 400,000 cable subscribers, will 
feed 54 home games, 15 away games and 6 
exhibition contests to area cable systems. 
Sportsvision, now owned by Cablevision, 
CBS and the Washington Post, doubled its 
subscriber count over the past year by 
giving cable operators the option of carrying 
the channel on basic service. 

Cincinnati Reds 
Reds baseball will again appear on wLwr(rv) 

Cincinnati under a rights contract good 
through 1987. The contract has an escalator 
clause under which rights rose to $2.5 
million this year. Wuvr has added three 
affiliates -wogs -ry Louisville, Ky.; wuo(rv) 
Lima, Ohio, and wuPw(TV) Toledo, Ohio - 
bringing its network to 16 affiliates. WLwr will 
carry 47 games and license 43 to the 
affiliates on a 50 -50 barter basis. Its major 
sponsors include Anheuser -Busch and 
Toyota. This year, the games will be called 
by the new team of Steve Physioc, the 
station's sports director; Joe Nuxhall, and 
Marty Brennaman. 

The Reds are retaining the radio and cable 
rights, and WLW(AM) Cincinnati will remain the 
flagship for its radio broadcasts. The games 
will be offered to 81 affiliates on a barter 
arrangement under which the stations will 
get about nine minutes for ads during each 
game. Nuxhall and Brennaman, will continue 
as the radio announcers, juggling their radio 
chores with their new TV responsibilities. 
Major sponsors for the team are Anheuser- 

Baseball's radio lineup 
The CBS Radio Network enters its second year of Gain of the Week broadcasts this 

season. (Last year marked the first time a Game of the Week program appeared on 
network radio in nearly 30 years.) The show proved to be a popular vehicle for both 

advertisers and stations last season. The weekly games are part of a five -year, $32 

million deal between CBS and Major League Baseball that extends through the 1989 

season. 
Like last year, the weekly broadcast schedule, which runs for 20 weeks, contains 

two games (one day and one night) every Saturday beginning with the Toronto Blue 
Jays at the Cleveland Indians and the New York Mets at the San Diego Padres on 
May 24. CBS also plans to air "important midweek contests" toward the end of the 
season. 

Announcers for CBS Radio's baseball coverage are Brent Musburger, Dick Stock- 
ton, Lindsey Nelson, Johnny Bench, John Rooney, Curt Cowdy, Jerry Coleman, Bill 

White, Bob Murphy, Howard David and Ted Robinson, all of whom will be paired off 

on a rotating basis. And as an added feature, local team announcers will join the CBS 
crew during the fifth inning of each game. 

In addition to airing weekly games, the exclusive CBS baseball rights pact in- 

cludes the annual All Star game, league championships and the Wbrld Series. 

Among the major sponsors for CBS's entire baseball schedule are Anheuser- Busch, 
Honda and State Farm Insurance. Advertisers can also choose between the summer 
package (Game of the Week and All Star game) and the fall package (league 
championships and World Series). 

Thus far, 125 stations have signed to air CBS's baseball coverage including outlets 
in seven of the top 10 markets. Last season, CBS had baseball carriage on some 220 

stations. 
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are Anheuser- Busch, Marathon Oil, 
Chevrolet and Kahn's Meats. 

The Reds are also offering 25 home 
games on a pay -per -view basis over Warner 

Amex Cable Communications' Cincinnati - 
area addressable cable system. Subscribers 
can buy the package of 25 home games for 
$100, or view any one of those games for 
$5.95. 

Cleveland Indians 
WUAB(TV) Cleveland has signed a new three - 
year rights contract under a renewal clause 
in its old one with the Indians, a team that is 

for sale. It will broadcast 60 regular- season 
games, 45 of them away from home. 

WWWE(AM) Cleveland once again bought 
the radio rights and will be carrying 15 

preseason and 162 regular- season games. 
This year, the radio and television rights 

went for $3 million. It was said that the radio 
rights were up "considerably." One station 
official said the rights had risen so much that 
the station wasn't planning to bid for them 
next year. 

This year for the first time WUAB is putting 
together a television station network. Thus 
far it has two affiliates- wuPw(rv)Toledo and 

WE'VE GOT 
A PITCH 

FOR YOU! 
The Baseball Hall of Fame has 
enshrined 20 of our former 
players...another 2,000 have 
reached the major leagues... and over 
60 percent of the players in the 1985 
World Series once played for us. We 
are American Legion Baseball and 
proud of it. Why not take our pitch and 
catch a Legion baseball game? You 
may just see a future Hall of Famer. 

The American Legion National Headquarters 
P.O. Box 1055, Indianapolis, IN 46206 
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WKBN -TV Youngstown. The announcers are 
Joe Tait and Jack Corrigan. Sponsors 
include Toyota and Burger King. 

WwwE's radio network consists of 28 
affiliates. Its announcers remain Herb Score 
and Steve LaMar. Major sponsors include 
Anheuser- Busch, Marathon Oil, Farmers 
Insurance and the Ohio Lottery. 

Detroit Tigers 
Woiv(rv) Detroit spokeswoman, Eileen 
Wunderlich, said that Tigers games had the 
highest ratings and share of any major 
league baseball franchise last year, 
averaging a 22/46 in Arbitron. The station will 
originate 45 regular- season and five 
exhibition games (with the possible addition 
of a few second games of doubleheaders). 
Major sponsors will include Miller, Chevrolet, 
McDonald's, J.C. Penney, Kroger, Kentucky 
Fried Chicken, Republic Airlines, Pepsi -Cola, 
Sunoco, Michigan Bell and Goodyear. Once 
again woiv will feed a network of five stations 
for the Tigers games. 

WJR(AM) Detroit has a new five -year 
contract under which it originates all Tigers 
regular- season games, plus a minimum of 12 

exhibition games. Also carrying the games 
are about 37 stations. Advertisers include 
Anheuser -Busch, Marathon Oil, Chevrolet, 
Security Bancorp, Michigan Lottery and 
Independence Health (a health maintenance 
organization). 

Pro Am Sports Systems (PASS), a cable 
program network owned by John E. Fetzer, 

former owner of the Tigers, will distribute four 
preseason and 81 regular season games to 
more than 100,000 cable subscribers this 
year. William J. Wischman, executive vice 
president and general manager, said the 
Tigers receive a certain price per subscriber, 
counted against a guaranteed minimum 
rights fee. 

Houston Astros 
All 162 regular and 25 exhibition games will 
be broadcast over KTRH(AM) and will be 
transmitted to a network of at least 11 

stations, probably more by the time the 
season begins. The Astros also are 
negotiating for Spanish -language coverage 
over a radio station in the Houston area. The 
key sponsor on radio will be Budweiser but 
other clients are Ozark Airlines, Kay Jewelry, 
Eastern Airlines and General Telephone. 

KTRH(rv) handles television coverage of 
the Astros schedule. A total of 81 games, 73 
regular season, will be transmittted to 11 
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other TV stations. He said that six other 
clients are expected to sign over the next 
few weeks. 

Kansas City Royals 
WoAF -ry Kansas City, Mo., in the second year 
of its three -year contract, is the originating 
station for a network of 18 stations. Two pre- 
season games with the Cardinals will be 
broadcast in addition to 45 regular season 
games -five more than last year when the 
Royals won the 1985 World Series. "Our 
network will carry more games than ever 
before," said Earl Beall, wrAF -ry vice 
president and general manager. "There is a 

strong interest in the Royals because of their 
successful year" last season. 

Miller Beer is the major sponsor; other 
advertisers include Toyota, Midas Mufflers, 
Long John Silver, Safeway, Snapper tools, 
Research Hospital and United Super 
(supermarket chain). 

Among the new things woAF -Tv is doing 
this year is sending a satellite uplink truck to 
the Royals spring training camp in Fort 

Myers, Fla., to beam back live reports for its 

5, 6 and 10 p.m. local news. In addition, 
wDAF -ry has planned two prime time specials 
on the Royals, Beall said. 

On the radio side, WIBW(AM) Topeka, Kan., 

will lead a network of 117 stations in its first 

year of a three -year contract, according to 

Bob Fromme, general manager of the Royals 

Radio Network. In Kansas City, the games 
will return to KMBZ(AM) after a three -year 
association with KCMO(AM). Previously, the 
Royals had been heard on KMBZ for 15 

consecutive years. Major sponsors for the 
radio network include Anheuser -Busch, Ford 

Automobiles, Farmer's Insurance, John 
Deere, and for the 18th consecutive year, 

Guy's potato chips. Last year, wiaw 

purchased its own satellite uplink facility and 

the network supplied downlink dishes to all 

but about a dozen stations which already 
owned them. That, said Fromme, "worked 
beautifully" 

Los Angeles Dodgers 
The Dodgers are entering the second year of 
three -year agreements with KTrv(rv) and 
KABC(AM), both Los Angeles, and 
Metromedia's Dodgervision cable service. 
Each of the agreements involves sharing 
sales of advertising time. Merritt Willey, vice 
president of marketing for the Dodgers, said 



In its first year 
in syndication 
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Market Station Mon -Fri Rating Share 

Rank In Time Period 

Share W18 -49 Rating W25 -54 
DALLAS WFAA 3:00 PM 11 35 #1 #1 #1 #1 

ATLANTA WXIA 4:00 PM 9 31 #1 #1 #1 #1 

DENVER KMGH 3:00 PM 5 22 #1 #1 #1 #1 

PHOENIX KPNX 3:00 PM 6 26 #1 #1 #1 #2 
MEMPHIS WHBQ 3:30 PM 8 26 #1 #1 #1 #1 

SAN ANTONIO KENS 11:00 PM 6 27 #1 #1 #1 #1 

NORFOLK WTKR 4:00 PM 9 26 #1 #1 #1 #1 

TULSA KO1V 3:00 PM 9 36 #1 #1 #1 #1 

RICHMOND WXEX 4:00 PM 7 24 #1 #1 #1 #1 

WICHITA KAKE 3:30 PM 6 25 #1 #1 #1 #1 

JACKSONVILLE WJXT 5:00 PM 16 38 #1 #1 #1 #1 

JACKSON, MS WLBT 2:30 PM 10 34 #1 #1 #1 #1 

COLUMBIA SC WIS 4:00 PM 11 29 #1 #1 #1 #1 

BATON ROUGE WBRZ 9:00 AM 9 32 #1 #1 #1 #1 

GREENVILLE WNCT 4:00 PM 11 31 #1 #1 #1 #1 

AUGUSTA WJBF 4:00 PM 16 40 #1 #1 #1 #1 

CHARLESTON, SC WCSC 4:00 PM 18 42 #1 #1 #1 #1 

SAVANNAH WTOC 9:00 AM 14 49 #1 #1 #1 #1 

COLUMBUS, GA WTVM 7:00 PM 19 30 #1 #1 #1 #1 

McALLEN KRGV 3:00 PM 10 33 #1 #1 #1 #1 

BEAUMONT KFDM 3:00 PM 14 46 #1 #1 #1 #1 

WHEELING WTRF 4:00 PM 10 24 #1 #1 #1 #1 

WICHITA FALLS KAUZ 3:00 PM 7 30 #1 #1 #1 #1 

WAUSAU WSAW 10:30 PM 8 31 #1 #1 #1 #1 

MACON WMAZ 4:00 PM 16 42 #1 #1 #1 #1 

TOPEKA WIBW 3:30 PM 7 30 #1 #1 #1 #1 

MISSOULA KECI 12:00 PM 6 35 #1 #1 #1 #1 

TYLER KLTV 10:00 AM 9 45 #1 #1 #1 #1 

MERIDIAN WTOK 3:30 PM 13 39 #1 #1 #1 #1 

Source NSI/Ca. smalra 11/84. 2/85. 5/85, 11/85 !tuba' swoop in each market. 
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that the team and the stations each sell time 
for pre- and post -game shows, while the 
club sells national sponsorships for the 
games themselves. 

Now in its second year, Dodgervision, 
through the Dodgers and Metromedia 
Television, will offer 25 home games for 
$79.95 (down from $85 for 20 games last 
year), or $5.95 per game on a pay -per -view 
basis. Dodgervision now has approximately 
40 cable systems, accounting for some 
500,000 addressable homes, signed up. 
Sales of time within the cable broadcasts are 
said to going "300% better" than last year. A 
variety of promotional giveaways have been 
offered as well to attract viewers. 

Metromedia's KTTV will broadcast 50 
games. Marty Bergman, general sales 
manager, said that sales were up 5 %, and 
would probably be up 5 % -10% on the year. 
Kwu -TV Las Vegas, will also broadcast 12 -15 
weekend games. 

Along with broadcasting 182 games. 
KABC(AM) will also air a variety of specials 
beginning in March from spring training. 
George Green, vice president and general 
manager, said that the schedule "has been 
sold out for months," and major sponsors 
include Datsun and Miller Beer. 

Spanish coverage will be heard on three 
stations- KTNO(AM) Los Angeles, KNEZ(AM) 

Lompoc and KvIM(AM) Coachella, all 
California. Additionally two stations in Mexico 
will carry the full schedule, and a variety of 
Mexican stations will carry games on an 
occasional basis. 

Milwaukee Brewers 
Wvrv(TV) Milwaukee will broadcast eight pre- 
season and 60 regular season games of the 
Brewers this year, an increase of 14 regular 
games over last year, said the station's 
general manager, Al Leitl. Two Wisconsin 
stations are new to the lineup, WLAX(TV) 

LaCrosse and WMSN -TV Madison, both start- 
up independents and both replacing affiliate 
stations that previously carried the games. 
"The independents have less trouble making 
room on their schedule for the games than 
do affiliates," said Leitl. Major advertisers for 
the games so far include Miller, True Value 
Hardware, Taco Bell, Sentry Food Stores and 
Blue Cross. 

The Brewers retain rights to the radio 
broadcasts, which will be aired over 
originating station wrMJ(AM) Milwaukee and 
about 65 additional stations serving 49 
markets, said Bill Haig, vice president 
broadcast operations for the Brewers. Major 
radio network advertisers will include Pabst, 
Pepsi and Chevrolet. Milwaukee advertisers 
will include Amoco and Ariens lawn and 
garden equipment. Haig said all regular - 
season games would be broadcast, along 
with 18 exhibition games. 
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Minnesota Twins 
Broadcast television rights for the Minnesota 
Twins are held by United Television's KMSP-TV 

Minneapolis -St. Paul, which is in the second 
year of a four -year contract and this year will 
carry three preseason games starting March 
9, followed by 68 regular- season games (64 
on the road, four at home). Although KMSP -TV 

has been broadcasting the games since 
1979, it only acquired the rights last year 
from Midwest Federal Savings & Loan. Now 
Midwest, along with Miller Beer, are major 
sponsors, according to Stuart Swartz, KMSP- 

TV vice president and general manager. 
Wcco(AM) is in the second year of a three - 

year contract and so far has signed 50 
stations in a regional network. Bob 
Houghton, general sales manager, says 
that's the same number the network had 
signed at this time last year and hopes to 
equal last year's total of 60 affiliates. Wcco 
will broadcast 12 preseason games and 162 

Baseball on the birds 
Major League Baseball Productions is 
launching the Baseball Radio Newsatel- 
lite, a programing service for local sta- 
tions that will include scores, player in- 
terviews and game actualities. It is 
being marketed exclusively by Public 
Interest Affiliates, a Chicago-based ra- 
dio program supplier ( "Riding Gain," 
Jan. 27). 

The Baseball Radio Newsatellite is 
scheduled to begin April 7 (the 1986 
season's opening day) and will offer two 
daily feeds, Monday through Friday: a 
30- minute early morning feed designed 
as a news highlight service and a sec- 
ond 15- minute afternoon feed that can 
also run as a self- contained program 
called Baseball Today. There will also 
be a 45- minute feed at 12:15 p.m. NYT 
on Saturday and Sunday. All transmis- 
sions will be sent via Satcom I -R. Pro- 
viding the satellite time for the collection 
and distribution of the new service's 
programing will be IDB Communica- 
tions, Los Angeles. 

As for IDB, that firm is once again 
offering its Sports Satellite Interconnect 
for delivering (backhauling) radio 
broadcasts of away games back to the 
home city. Peter Hartz, IDB's vice presi- 
dent of marketing, reports that 22 of the 
26 Major League Baseball team rights 
holders have signed for the service. 
IDB has transmit/receive earth stations 
in all of the MLB cities. Cost for both 
National and American League rights 
holders is $465 per game for all 81 
away contests during the regular sea- 
son. 

Hartz also said that IDB will backhaul 
some 200 baseball games from 24 dif- 
ferent locations in Arizona and Florida 
during spring training. 
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regular- season contests plus an exhibition 
match against the University of Minnesota. 

Major sponsors -"those with six figures" - 
include Anheuser -Busch, Farmer's 
Insurance, John Deere (lawn and garden 
equipment), Dodge, Midwest Federal 
Savings & Loan and Hardware Hank 
(regional hardware chain). Houghton said 
there is an increase in the number of smaller 
advertisers seeking shorter schedules this 
year because of higher rates broadcasters 
must charge to cover rights fees. Hougton 
said he has 14 advertisers that bought a 
minute or less per game: The problem is a 
lot of the smaller advertisers want exclusivity 
and we can't offer that." As evidence that 
smaller advertisers are seeking the most 
economical schedules, all the spots in the 
pre- and post -game shows are sold out. 

Montreal Expos 
Labatts has replaced 

competitor Carling O'Keefe as the broadcast 
television rights holder for the Montreal 
Expos, signing a five -year deal. (O'Keefe's 
contract was to terminate with the 1986 
season, but the company relinquished its 
rights as it "re- focuses its promotional and 
marketing efforts. ") 

As with O'Keefe in previous years, Labatts 
will sell back the. TV rights for a certain 
number of games to the Canadian 
Broadcasting Corp., which will carry the 
contests over both an English and French 
network. The CBC is expected to carry 28 
games in English and 42 contests in French, 
said Pierre Gauvreau, group vice president 
for the Montreal Expos. 

For radio, cFCF(AM) Montreal renewed its 
contract for another five years as the English 
rights holder. The station plans to transmit 
eight preseason games and the entire 
regular- season schedule to a 20- station 
network, all outside Quebec province. Major 
sponsors include General Motors. 

Entering a new four -year pact for French 
radio rights is Telemedia Communications, 
which will transmit this season's games to a 
regional network of about 40 stations 
through its cKAC(AM) Montreal. Some of the 
advertisers for the French broadcasts are 
General Motors, Goodyear and Coca -Cola. 

Looking at cable, The Sports Network, 
Toronto, will be starting its second season of 
baseball coverage for the Montreal Expos as 
it enters the first year of a new two -year 
arrangement. TSN, which is owned by 
Labatts, will air five pre- season and 40 
regular- season games. It has a subscriber 
universe of 785,000. 



New York Mets 
Superstation WOR -TV New York, which has just 
been sold by RKO to MCA, will start its 24th 
consecutive year as the originator of New 
York Mets television broadcasts, a rights 
partnership arrangement it has had with the 
team since its inception in 1962. 

The station, which sells the air time, is 

entering the last year of a five- year deal. 
Planned for 1986 are six preseason games 
and 87 regular- season contests (45 home 
and 42 away). 

"Sales are very strong," said Peter Leon, 
WOR -TV vice president and general manager. 
All of last year's major advertisers are 
returning this year, Leon said. The list 
includes: Budweiser, Nissan, Manufacturers 
Hanover, Burger King, Oldsmobile dealers, 
Ivory Soap, Lincoln- Mercury dealers, Bell 
Atlantic, General Cigar and Metropolitan Life 
Insurance Co. 

WHN(AM) New York, which has just been 
sold by Doubleday Broadcasting to Emmis 
Broadcasting, will be entering the first year 
of a new five -year pact. The station will feed 
a regional network, which is being set up by 
Rockville, Md. -based Independent Network 
Consultants, of some 22 stations. "That 
includes KDEO(AM) Honolulu each time Sid 
Fernandez pitches," said station vice 
president and general manager, Pat McNally, 
in reference to one of the Mets' potential 
starting pitchers for the 1986 season who is 
of Hawaiian descent. WHN will air 14 pre- 
season games in addition to all regular 
season contests. 

Major sponsors on the radio side include: 
Budweiser, Amoco, Polaroid, Chrysler - 
Plymouth dealers, the New York State Lottery, 
Members Only, Kahn Meats and A.C. Delco. 

SportsChannel is entering the fifth year of 
a 30 -year deal for the team's pay -cabe rights 
and will carry 60 games, both home and 
away Advertiser participation includes: 
Anheuser- Busch, Manufacturers Hanover, 
Hertz, Toyota, Buick and TWA. The number 
of systems and fees are the same as those 
for the New York Yankees (see below). 

New York Yankees 
WPix(TV) New York is entering its 36th 
consecutive year of New York Yankees 
baseball telecasts with plans to air four pre- 
season and 96 regular season games, the 
same as in 1985. Major sponsors in 1986 
include Anheuser- Busch, Toyota and Dodge. 
The station hold(; the broadcast television 
rights and is in the second year of a three - 
year deal. However, it finds itself faced with a 
broadcast dilemma in the coming season 
due to the Yankees' decision to move the 
starting time of their night home games from 
8 p.m. to 7:30 p.m. The station does not 
want to move its local weeknight 

BASEBALL 1986 

Independent News broadcast from 7:30 p.m. 
to 7, where it would compete head -on with 
the network newscasts in New York 
(BROADCASTING, Feb. 17). AwPix spokesman 
said the station is still considering several 
options including showing the games on a 
"tape delay basis" and, possibly joining the 
contests "in progress" at 8 p.m. 

There will be two new additions to wPix's 
announcing team this season. Joining long- 
time veteran announcers Phil Rizzuto and Bill 
White will be former major league pitcher Jim 
Kaat and former Yankees manager Billy 
Martin. Moving over to radio will be Spencer 
Ross, who will join Bobby Mercer and John 
Gordon. 

For radio, talk -formatted vaac(AM) is in its 
last year of a six -year agreement as the 
Yankees' originating station. The club retains 
the broadcast rights with Hackensack N J - 

based Adler Communications handling 
game sales. WABC sells only pre- and post- 
game sales packages. Among the major 
sponsors in this category are Channel Home 
Centers, ADT (alarm systems), Nynex, 
Schaeffer beer, Long Island Savings, Ozark 
Airlines, Century Hardware, Krauszer's (a 
New Jersey covenience store chain) and the 
New York State Lottery. Some of the pre- 
game inventory, according to Jim Haviland, 
station vice president and general manager, 
includes spots for "Yankee related features" 
in the Art Russ Jr. sports talk show which 
begins at 6 p.m. The station will air 19 pre- 
season games in addition to all regular 

season contests. 
On the cable side, SportsChannel is 

entering the fifth year of a 15 -year 
agreement. Like last year, the cable channel 
will air 40 games, both home and away 
SportsChannel is carried on 57 systems in 
the New York metropolitan area as well as 
the upstate New York region. SportsChannel 
is also viewed in parts of Connecticut 
through SportsChannel of New England. 

Major SportsChannel advertisers include 
Anheuser- Busch, Toyota, Hertz, 
Manufacturers Hanover, TWA, Goodyear and 
Dodge. Phil Rizzuto and Bill White will work 
the cablecasts along with sportscaster Mel 
Allen and former Yankee star Mickey Mantle. 
According to a company spokesman, 
system operators pay SportsChannel $4.50 
per subscriber, per month. Subscribers pay 
an average of $8.50 per month for the cable 
service. 

Oakland A's 
The As enter the second year of a three -year 
pact with CBS -affiliate KPIX(TV) San Francisco 
this year. For every 25 minutes that KPIX sells, 
the As get to sell five. The 33 games that will 
be broadcast will be carried on both 
weekends and in prime time. There is no 
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cable coverage of the team in the San 
Francisco market. 

Although Ann Miller, program director of 
the station said that the ratings for As games 
were not spectacular" last year, this year's 
team is young and has a number of players 
the team feels coUld be stars. Promotion for 
the games-will attempt to develop name 
recognition and "star quality" for the players. 
The TV station currently has two sponsors- 
Toyota and the Northern California Toyota 
dealers. A third is said to be close at hand. 

Ksio(AM)San Francisco is entering the 
second year of a three -year agreement that 
calls for sharing of promotion, marketing, 
merchandising and revenue. Jim Kline, vice 
president and general manager, said that the 
station's sales pace was "on schedule" with 
last year, perhaps a little ahead. In a market 
that is 16% hispanic, Spanish radio 
coverage will originate from KBRG(FM) 

Freemont. 

Philadelphia Phillies 
WTAF -TV Philadelphia is entering the third 
year of a contract that runs through 1992. 

Taft Broadcasting, which owns the station, 
also owns between 40% and 50% of the 
Phillies. The station will carry 90 games (68 
road, 17 home and five exhibition), more 
than it has ever aired. Almost 40 of the 
games will feature a 30- minute pre -game 
show WCAU(AM) there will again carry the 
team's full slate of games on radio. 

Prism, one of the few remaining pure pay 
regional sports cable networks, will carry 26 
home games and nine away games. Prism 
now has 364,000 subscribers and has 

carried Phillies games since its inception in 

1976. 

Pittsburgh Pirates 
KDKA -AM -N which have been carrying Pirates 
games since 1955, are both entering the 
final year of two -year pacts. But both have 
an optional third year. The radio station will 
carry the team's full schedule, while the 
television station, a CBS affiliate, will carry 40 
games this year (including three home 
games), 34 of which will be aired in prime 
time. 

With the demise of Home Sports 
Entertainment in Pittsburgh before the start 
of last season, the Pirates have been without 
a cable deal. TCI, however, which owns the 
Pittsburgh cable system, confirmed last 
week that it is negotiating with the team for 
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the cable rights. TCIS John Sie said if the 
company secures the rights to some Pirate 
games, it intends to carry them on a "locally 
originated" channel with other forms of 
entertainment programing. Sie said that TCI 
was considering a sort of "hybrid" plan 
where the system would sell advertising on 
the channel and perhaps impose a 

subscriber fee as well. 

San Diego Padres 
"We are broadcasting four games this 
season in stereo," reports Steve Silverman, 
baseball producer for KCST(rv) San Diego, 
which will originate coverage of 51 Padres 
road games (including two preseason 
matches from Yuma). "That's a first for us." 
The NBC affiliate has been set up for stereo 
broadcasting since early last year. Silverman 
says the station wi:t have five cameras and 
three tape replay units at each contest. 

Play -by -play will be handled again this 
year by Jerry Coleman and Dave Campbell. 
Major sponsors signed by the station include 
Anheuser- Busch. 

Kcsrwill be operating on a one -year 
extension of a three -year contract, with 
negotiations under way for a new long -term 
deal. 

In an unusual arrangement, the Padres 
pick up KCST'S origination of its games for 
distribution to seven other broadcasters via 
its own television network. The stations are 
free to sett their own advertising within the 
games. 

The Padres have also bought back 
distribution rights to their English- language 
radio coverage, although KFMB(AM) San 
Diego continues to originate the programing. 

"We're taking the radio in- house," said the 
teams newly named director of 
broadcasting, Jim Winters (previously with 
the Cincinnati Reds). "We're buying the 
rights to our games from KFMB and selling the 
time ourselves. This is a first in the team's 
history" The Padres are selling all 
advertising within the games themselves, 
plus the pre -and post -game shows. 

Anheuser -Busch is the prime in -game 
sponsor, to be joined by Chevrolet and 
Home Federal Savings & Loan. Coleman and 
Campbell will provide play -by -play, with Bob 
Chandler and Ted Lightner providing 
commentary when the former are on 
television. 

According to KFMB vice president and 
general manager, Paul Palmer, sale of spots 
in Padres- related programing, such as 
sports talk shows, "is going very well." He 
said promotion within talk programing began 
"right after the Super Bowl" and includes 
listener involvement tie -ins. "We are also 
doing concert promotions with the team," he 

said, "including the traditional main event 
with the Beach Boys, this year on May 18 

after the Montreal game." 
Cox Cable will jointly produce pay -per- 
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view coverage with the Padres for 
distribution on its San Diego system and 
nearby franchises operated by Southwestern 
Cable and American Television & 
Communications. A total of 41 home games 
will be shown in the arrangement in 1986, its 
third successive year. "It's been 
tremendously successful," reported Kathleen 
Tyner, an assistant to the Padres' Winters. 
Chandler and Lightner provide play -by -play 
commentary. 

XExx(AM) Tijuana, Mexico, has signed a 

new three -year contract for continuation of 
its Spanish -language coverage, primarily 
feeding other stations in Mexico. 

San Francisco 
Giants 

Oakland's KTVU(Tv) is in the third year of a 

five -year contract with the Giants for local 
coverage of the San Francisco team. 
Program manager Caroline Class expects to 

originate 31 games this year, give or take 
one. No exhibition games are slated and the 
first broadcast is set for April 8. 

Miller Beer and the Northern California 
Toyota dealers are among the returning 
sponsors. 

Miller Beer and the Northern California 
Toyota dealers are among the returning 
sponsors. 

According to Class, coverage will be 
"pretty much the same thing as we've done 
for a long time; the same number of games, 
the same breakdown of teams and the same 
format." Gary Park is expected to continue 
as play -by -play announcer. 

According to San Francisco Giants 
spokesman Mike Shapiro, the team will offer 
pay cable coverage this season for the first 
time under a recently- signed agreement with 
San Jose -based Gill Cable. The Giants will 
co-produce a 45 -game package with Gill for 
distribution on the Gill- operated Bay Area 
Interconnect, which distributes regional 
programing to systems owned by Western, 
Viacom and Gill Cable throughout the San 
Francisco Bay Area. Subscribers may view 
the games in any of four configurations: a 
"full season" ticket of 45 games ($154), a 22 
"night game only" package ($99), a mix of 
22 night and day games ($99) and on a pay - 
per -view basis ($5.95 each). All fees are 
suggested retail prices. One pre -season 
game will kick off the partnership on April 6. 

Jay Barrington, KNBR(AM) San Francisco 
sports director, is coordinating radio 
origination this year of the teams 152 home 
and 13 pre- season games. A major outdoor 
billboard campaign is among a number of 
client and listener promotions being 
planned. 

Hank Greenwald has provided radio play - 
by -play in the past but it was not known last 
week whether he would continue this year. 

Broadcast origination of the Giants was 
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somewhat unresolved until recently in the 
wake of aggressive (but thus far 
unsuccessful) attempt by owner Bob Lurie to 
get his team out of the windswept 
Candlestick Park. The Giants will stay put for 
at least the coming season. 

Seattle Mariners 
KIRO(AM) Seattle will have a package cf 162 
regular- season and 20 exhibition games this 
year. The station has put together a regional 
network of about 20 stations in Oregon, 
Montana, Idaho and Alaska. Bill Aanenson, 
local sales manager, is pleased with the 
progress of sales, pointing out that Seattle, 
for its size, has a large assortment of 
professional sports competing with baseball 
for advertising dollars. On the client roster 
for 1986 are Chevron, Farmers Insurance, 
Pepsi -Cola, Puget Power, GTE and Mazda. 

Mariners baseball has a new originating 
TV station this year- KiRO -TV It will telecast 
37 regular- season games and some 
exhibition contests. Glen Wright, vice 
president and general manager, said a 
regional network has lined up stations in 
Portland, Ore.; Anchorage; Spokane, Wash.; 
Boise, Idaho, and Yakima, Wash. Among the 
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advertisers signed for KIRO -TV's coverage are 
Budweiser, Toyota, Midas Mufflers and 
Snapper mowers. 

St. Louis Cardinals 
The Cards games will be broadcast over 
KMOX(AM) St. Louis in a package of 162 
regular- season contests and a number of 
exhibition games. A regional network of 
about 115 stations will carry the Cards 
schedule. 

Bob Hyland, regional vice president, CBS 
Radio, said sales are progressing well and 
listed these major advertisers: Chevrolet, 
Anheuser -Busch, Amoco, Ozark Airlines, 
True Value, McDonald's, TWA and the Carrier 
Corp. 

Television coverage of the redbirds will be 
by KSDK(TV), which will celebrate its 24th year 
telecasting the games. William Bolster, vice 
president and general manager, reports that 
sales are "moderate" because of the 
multiplicity of sports programing in the 
market. Principal advertisers are Kroger's, 
Toyota, McDonald's, TWA and Midas. KSDK 

will be telecasting between 44 and 50 
games and will feed them to a network of 
about 15 stations. 

There will be pay television coverage of 
about 50 Cards home games by Cencom 
Cable Associates. Scott Widham, general 
manager of Cencom, said systems with 
almost 200,000 subscribers have signed for 
the coverage. 

Texas Rangers 
Gaylord Broadcasting's KTVr(TV) Fort North is 

entering the second year of a five -xear deal 
as broadcast rights holder for the Rangers. 
The rights pact is part of an overall 
agreement whereby Gaylord purchased 35% 
of the club. (Eddie Chiles still owns the 
remaining shares). 

KTyrwill air 50 away games during the 
regular season, a portion of which will be 
picked up by a five -state regional network of 
15 stations. KTVr plans no preseason 
games. 

Major TV advertisers for the 1986 season 
include: Budweiser, the principal beer 
sponsor; Delta, Toyota, True Value Hardware, 
Dr Pepper, Absorbine Jr. and Canon 
cameras. 

On the radio side, WBAP(AM) Fort North will 
begin its 13th consecutive year of Rangers 
broadcasts as it enters the second year of a 
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four -year rights deal. WBAP will also serve as 
the orginating station for a regional network 
of 10 -12 stations that will include wCCF(AM) 

Punta Gorda, Fla., site of the Rangers spring 
training camp. Some of the station's radio 
sponsors are: Budweiser, True Value, Dr 
Pepper, Coca -Cola, GTE and Delta, all of 
which are returning advertisers. "There are 
also a number of new advertisers coming on 
board," said Mike O'Donnell, director of 
sports sales for WBAP 

Home Sports Entertainment, a division of 
the Houston Sports Association, holds the 
pay -cable rights. The cable network plans to 
air 60 home games. They will be carried on 
85 systems in a five -state area -although the 
majority are in Texas -with a subscriber 
universe of about 170,000. 
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Toronto Blue jays 
Telemedia Broadcast Services is beginning 
the first year of a new four -year contract to 
broadcast the Blue Jays over a 52- station 
network from originating station cJCL(AM) 
Toronto. In the second year of coast -to -coast 
coverage (previously, broadcasts were 
confined to Ontario province), TBS will carry 
seven preseason games and 162 regular- 

season games. Len Bramson, TBS 
president, said that major sponsors include 
McDonald's, Coca -Cola, Duracell batteries, 
Champion spark plugs, Labatts and the 
Canadian Imperial Bank. Bramson said that 
advertising on the radio network was up 
about $800,000 over last year, in part 
because TBS increased its rates from 
$40,000 a 30- second spot to $60,000. "It's 
the biggest show in Canada." 

Television broadcast rights for the Blue 
Jays are held by Labatts brewery, which also 
owns 45% of the team. The games will be 
broadcast over the CTV network. Cable 
rights are held by the The Sports Network, a 

Toronto -based pay sports network that will 
carry 40 regular- season games. TSN has just 
under 800,000 subscribers. 

loo oologym 
HDTV in sharp focus at Prague meeting 

International broadcast unions 
develop mixed final document on 
HDTV, which cites wide support 
of production proposal but notes 
continued uncertainty of some 
key European nations and others 

A world standard for high -definition televi- 
sion studio systems received a boost of sorts 
at a gathering of nine international broadcast 
unions in Prague Feb. 17 -23. 

The Interunion meeting, attended by 200, 
including representatives of U.S. TV net- 
works, developed a mixed final document 
on HDTV, recognizing both the extensive 
support for a U.S.- backed HDTV proposal, 
and the continued uncertainty among some 
key broadcasters in Europe and elsewhere 
( "Closed Circuit," Feb. 24). 

It was the first such conference of the or- 
ganizations since a 1983 event in Algiers, 
and a total of 20 technical recommendations 
were developed in areas such as digital tele- 
vision tape recording, satellite broadcasting 
of HDTV and international auxiliary fre- 
quency standards. Television and radio pro- 
graming and legal issues were also dis- 
cussed. 

The meeting was not the last or most im- 
portant arena for HDTV considerations - 
conclusive discussion of the HDTV question 
is set for next May's plenary meeting of the 
CCIR (International Radio Consultative 
Committee) in Yugoslavia -but some 
viewed it as a possible indicator of sentiment 
on the issue prior to the final CCIR delibera- 
tions. 

In the end, much of the tone of the groups' 
final HDTV resolution reflected that of the 
CCIR proposal, which cites parameters of a 
Japanese -originated HDTV production tech- 
nology with 1,125 horizontal lines, a 16:9 
aspect ratio and a 60 hertz field rate with 
interlace scanning. (The parameters them- 
selves were not included as part of the Inter- 

union recommendation as some parties had 
originally requested, but only within an an- 
nex to the document.) 

The groups, eight of which approved the 
document, cited the "widespread support" 
received by the proposal, and noted the ad- 

vantages of a single HDTV world standard 
and the "broad applications [and) urgent de- 
mand" for the technology. The groups also 
expressed concern that postponement of a 
decision on an HDTV studio standard would 
"most probably" lead to the establishment of 
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several different HDTV studio standards. 
Five of the broadcast unions stated their 

endorsement of the CCIR -proposed HDTV 
parameters: the North American National 
Broadcasters Association (NANBA), the 
Asia -Pacific Broadcasting Union, the Iberi- 
an Peninsula -South American Television Or- 
ganization, the InterAmerican Broadcasting 
Association and the Caribbean Broadcasting 
Union. 

The organizations of three other regions, 
however, noted that they required additional 
time for "studies" of the HDTV studio stan- 
dards. They were: the European Broadcast- 
ing Union (EBU), Eastern Bloc countries 
represented by the International Radio and 
Television Organization (OIRT) and the 
Arab States Broadcasting Union. The union 
representing African nations was believed to 
have abstained from voting on the docu- 
ment. 

Each of the unions agreed that despite the 
reservations of the EBU, Eastern Bloc na- 
tions and Arab states, "every effort" would 
be made to complete the studies, which were 
aimed at "clarification of the existing prob- 
lems," in order to be able to develop national 
positions, preferably favorable ones, on 
adopting the proposed recommendation at 
the upcoming CCIR plenary. 

All the unions also unanimously agreed 
that the HDTV studio standard should be 
specified as a single worldwide standard, a 
probable reference to some considerations 

that there be a "family" of standards -one 
based on the 60 hz field rate now used in 
North America, Japan and much of South 
America, the other based on the 50 hz field 
rate used throughout Europe, Africa and 
most of Asia. 

The 60 hz field rate of the HDTV propos- 
al, and the quality of its downward converta- 
bility to a 50 hz rate, has been considered the 
central technical issue under question in the 
deliberations on HDTV standards. 

The meeting results were viewed as "good 
news" by some, but it was not immediately 
known whether the results would aid in fur- 
ther negotiations aimed at the critical CCIR 
considerations. One official of the U.S. 
State Department, which formally coordi- 
nates the U.S. role in CCIR meetings, noted 
that other than NANBA, EBU, OIRT, ABU 
and possibly the Arab states, members of the 
other organizations were not considered 
"principal players" in CCIR and often didn't 
attend CCIR plenaries. 

There appeared to be little surprise regard- 
ing the EBU stance, which remained in line 
with positions taken in its own proceedings 
on the issue last September, when reserva- 
tions were expressed by France, the Nether- 
lands, Great Britain and West Germany. 

French television authorities, in particu- 
lar, have caused some consternation in inter- 
national technical circles during recent 
weeks by widely distributing a four -page 

"talking" document on HDTV technology in 

which it repeatedly referred to "Japanese- 
American proposals," and labelled proposed 
standards "premature, unfair and unsuit- 
able." 

The U.S. Advanced Television Systems 
Committee, in a HDTV status report re- 
leased last Thursday, Feb. 27, took excep- 
tion to such references and noted that "the 
HDTV studio standard under study is a 
CCIR recommendation and not a proposal 
from any single nation, company or individ- 
ual. The proposed recommendation has been 
debated and approved in an international fo- 
rum." ATSC also noted that the U.S. posi- 
tion on HDTV had been developed by "clear 
majority vote" within an ATSC technology 
group and then approved by its executive 
board, and the U.S. CCIR National Com- 
mittee. 

Following the Interunion meetings, there 
was some speculation about reasons for the 
Eastern Bloc (OIRT) position that further 
studies be required, given that the Soviet 
Union has long been believed to be generally 
supportive of the standard and a Soviet re- 
presentative now chairs the committee will 
carry the proposed recommendation into the 
May plenary. Proponents believe the USSR 
remains favorable to the standard, but pre- 
fers to reserve public statements of support 
for the final CCIR plenary. 

Digital television tape recording was 
among the other technical topics considered 
at the Interunion meeting, and the unions' 

SEW0E0iteIiFOOOOApPGnaa 
Some good news. The space industry, which was dealt dual blows 
by the loss of two satellites in a failed Ariane launch in September 
and by the Shuttle tragedy Jan. 28, was breathing a bit easier last 
week following a successful launch of two satellites by Arianespace. 
An Ariane rocket lifted from its pad in French Guyana Feb. 21 and 
injected the satellites - Viking, a Swedish scientific satellite, and 
SPOT I, a European remote -sensing satellite -into their nongeo- 
synchronous orbits. Arianespace, which competes with NASA for 
launch contracts, has firm orders to launch 43 satellites over the 
next few years -business worth approximately $1.15 billion. its now 
preparing for the launch on March 12 of two communications satel- 
lites, GTE Spacenetts GSTAR II and Brazil's Brazilsat II. 

Eye in the sky. The SPOT I satellite, which orbits the earth around 
the poles once every hour and a half (about 14 and a half times a 
day) at an altitude of about 520 miles, has digital CCD cameras 
aboard to record images of the earths surface and beam them back 
to earth. The satellite traces different orbits so that its camera can 
cover the entire planet every 26 days. The satellite is owned and 
operated by CNES, the French space agency, but its images are 
being marketed and distributed by SPOT Image SA, Toulouse, 
France, which is owned by a consortium of public and private enti- 
ties in France, Belgium and Sweden. 

On this side of the ocean. SPOT Image has set up a subsidiary 
with the same name in Reston, Va., to market SPOT is services in the 
U.S. According to Nadine Binger, manager of market development 
for the U.S. arm, prospective customers include cartographers, oil 
and gas explorers and government land- resource managers, urban 
planners and commodity forecasters. 

Even from 520 miles up, the cameras provide plenty of resolution. 
Scrutinizers of SPOT I pictures should be able to make out any 
object at least 10 meters wide and 10 meters long, assuming there 
is adequate contrast. (That's better than other commercial remote - 
sensing satellites, said Binger, but nothing compared to rumored 
military observation satellites able to read license -plate numbers.) 

Grassroot help. The Satellite Television Industry Association 
(SPACE), which. represents manufacturers, distributors and dealers 
of home earth stations, may soon have some help in its fight in 

Washington to legitimize the home reception of all unscrambled 
programing on the satellites and to insure that dish owners will be 
able to subscribe to any satellite programing that is scrambled. A 
group of individuals in Aurora, Colo., founded last November the 
Associated Satellite Television Receiver Owners Inc. (ASTRO) to 
recruit members from among dish owners, whose interests are not 
directly represented by SPACE, and to lobby Congress and the FCC 
in their behalf. According to Charles Todd, secretary- treasurer, the 
new organization, after about two months of recruiting, has enlisted 
fewer than 1,000 dish owners, but the hope is to increase the num- 
ber to at least 100,000. "We feel that would make us a viable grass- 
roots organization," he said. Dues are $25 a year. (Bob Redmond, 
an Aurora, Colo., satellite dish dealer, will testify on`behalf of ASTRO 
before the House Telecomsubcom on scrambling March 6.) 

Why another association? "To defend the right of dish owners, it 

has to be an organization of dish owners," said Todd. Yet, he said he 
saw no area where the interests of SPACE and ASTRO conflict. On 
the scrambling issue, which is the principal issue confronting home 
satellite, Todd sounded like a SPACE official. We are not against 
scrambling," he said. "We are just out to make sure the dish owners 
are not charged an unreasonable fee to get signals." 

The new kid on the block. Gary North, formerly of Wbld Commu- 
nications, and his new satellite services company, Brightstar Com- 
munications of America, are off and running. Since Feb. 4, Brightstar 
has been transmitting live horse races from Los Alamitos (Calif.) 
racetrack to betting parlors in Reno and Las Vegas for the Nevada 
Disseminator Service and, beginning today (March 3), it will also 
transmit races from the track in Hialeah, Fla., for the same client. 
Brightstar is scrambling the feeds using the Oak Orion system. 

Gearing up. While it services its charter customers, Brightstar is 
also building its domestic facilities and front office. Industry sources 
say Brightstar is set to buy a teleport from Atlantic Satellite in the 
New Jersey suburbs of New York, but Worth declined to comment. 
Worth was eager to report, that Brightstar had hired Ian Joseph from 
Weld Communications where he was manager of syndicated sales. 
He'll be vice president of western sales for Brightstar. Sources ex- 
pect Brightstar to raid Wold for clients as well as executives. 

Broadcasting Mar 3 1986 
co 



final recommendation was considered by 
some a rebuke of Ampex's plans to introduce 
a nonstandard composite digital commercial 
spot player. The issue has stirred debate both 
in the U.S. and throughout Europe, where 
sentiments appear most strongly to favor the 
CCIR -standardized component digital re- 
cording technique (BROADCASTING, Feb. 
17). 

The digital recording recommendation 
noted that "a proliferation of noncompatible 
digital recording standards would be harm- 
ful to the economic and operating interests 
of broadcasters and would make the interna- 

tional exchange of programs more difficult." 
The groups recommended that in endors- 

ing the CCIR recording standard, broadcast- 
ing unions encourage members to introduce 
standardized digital TV recorders into their 
operations "at the appropriate time" and pro- 
posed that recordings exchanged between 
members conform to the CCIR format. 

A top Ampex representative, who had not 
been aware of the Interunion recommenda- 
tions, declined to comment. 

HDTV transmission by satellite formed 
the subject of another recommendation, with 
the unions suggesting that members seek to 

set aside a single worldwide satellite fre- 
quency for an HDTV broadcasting satellite 
service and making note of world frequency 
allocation meetings last September that con- 
sidered the possibility of allocating spectrum 
for the service in the 22 ghz band. 

One recommendation also outlined a pro- 
posal for setting aside preferred frequency 
bands on an international basis for use in 
auxiliary, broadcast or electronic news gath- 
ering operations, so that point -to -point mi- 
crowave equipment could be used world- 
wide without operating illegally or causing 
interference. 

E Syiic 
Exhibitors push for change 

The National Association of Broadcasters 
has begun to modify procedures for assign- 
ing space at the association's annual broad- 
cast equipment exhibition after meeting 
with a committee of exhibitors in Washing- 
ton. In recent months, a number of exhibi- 
tors registered complaints about procedures 
used for the exhibition, the industry's larg- 
est. 

The space assignment procedures, spell- 
ing out a schedule of deadlines for request- 
ing and allocating space, were passed 
unanimously at the meeting of the seven - 
member advisory committee and NAB's 
chief financial officer, Michael Harwood; ex- 
hibit director Ed Gayou, and Henry Roeder, 
Michael Riley and counsel Valerie Schulte. 

According to the chairman of the exhibi- 
tors' advisory committee, J. A. (Al) Fisher of 
Ampex, "The procedures say, in effect, 'We 
think we need a tighter system for assigning 
space so it's understood upfront, then en- 
forced.' " Although individual disputes over 
allocations are bound to occur, Fisher said, 
they should "not hold up the whole chain of 
activities." 

The new procedures will also begin the 
allocation process about three months earli- 
er than it had started in the past, Fisher 
added. Among the changes: applications 
for exhibit space at each year's convention 
must be made within 30 days after the close 
of the last convention and a floor plan of 
booth assignments must be mailed by the 
NAB exhibit office within four months of the 
application deadline. 

One issue not yet addressed by NAB for 
future events is how the exhibits them- 
selves are to be grouped at the convention. 
Many exhibitors were opposed to the ar- 
rangement chosen by NAB for the upcom- 
ing Dallas convention and presumably to be 
used in 1987 as well-that of grouping large, 
medium and small exhibit booths into sepa- 
rate zones. "Exhibitors don't want the zone 
system," Fisher explained, but added they 
will see how well the concept works before 
deciding to press for changes. 

When the convention returns to Las Ve- 
gas in 1988, the criteria for allocations re- 
main open, Fisher said. "With a new hall, it's 
a new ball game," he said. The exhibitors' 
committee has asked for a meeting soon 

after the April 12 -16 convention to discuss 
and clarify the rules. "They [allocations) 
can't be strictly by seniority. There are other 
factors, such as types of products, booth 
size and also the general concept of the lay- 
out," Fisher said. 

A meeting of the exhibitors committee is 
also scheduled on April 15 at the convention 
in Dallas. 

Stereo TV marches on 

CBS Television's stereo version of The 28th 
Annual Grammy Awards came off without a 
hitch last Tuesday, Feb. 25, according to 

CBS, and the network even managed to 
convert its owned wcBS -TV New York to ste- 
reo, even though as late as Feb. 21, it was 
saying it couldn't be done. 

Three of CBS's other O &O's, KCBS -TV Los 
Angeles, WBBM -TV Chicago and WCAU -TV 

Philadelphia, also aired the show in stereo, 
along with 26 network affiliates. 

Industrywide, stereo continues its 
spread: BROADCASTING'S running count of 
stations broadcasting in stereo is now up to 
between 200 and 220. Just under 300 are 
now reported to be completing their conver- 
sions. 

NBC, which has pushed stereo TV the 

Top Comic: 
And Music 
Guest Stars 

ONE HOUR 
ONCE A WEEK 
ADVERTISER SUPPORTED 

ALL AMERICAN 
TELEVISION 

(212) 818-1200 
(219) 997 -1250 

a moffit -lee production 

Broadcasting Mar 3 1986 



fastest and hardest of the networks, now 
maintains the largest number of stereo affili- 
ates, up to 60 at last tally, and the network 
plans to increase its stable of stereo pro- 
grams in prime time to 17 each week with 
scheduled additions of You Again and Valer- 
ie. 

NBC parent RCA is also bullish on stereo 
TV, predicting half the color stereo receivers 
sold in the U.S. this year will be broadcast 
stereo capable. According to Stephen S. 
Stepnes, vice president of marketing for 
RCA consumer electronics, who spoke at a 
press conference in New York last Tuesday, 
five million stereo- capable sets had been 

sold by the end of 1985 and nine million will 
be sold in 1986 (stereo -capable sets need 
external adapters to receive stereo). The 
company last week also introduced a new 
stereo -ready 20 -inch set, the first in its 
class, while more than half of its VCR prod- 
uct line will also feature stereo sound. 

Stereo -ready sets -those with stereo -re- 
ceiving circuitry built in- reached 1.7 mil- 
lion in sales between the fall of 1984 and the 
end of 1986, according to the Electronics 
Industries Association, and another 2.8 mil- 
lion were expected to be sold in 1986. 

For ABC's approximately 30 network af- 
filiates now offering the service, the network 

will also provide some stereo programing, 
including a new weekly series, Fortune 
Dane. According to an ABC representative, 
partial completion of its satellite intercon- 
nect system remains a limiting factor on the 
number of affiliates that can take stereo 
feeds from the network, with only 12 of the 
30 stations now taking the feed via the new 
C -band satellite system. 

Also moving to convert to the service are 
PBS member stations, with 27 now in stereo 
and using the more than 30 hours a month of 
stereo material from the PBS satellite feed. 
Between 55 and 75 independents are be- 
lieved to have converted to stereo, as well. 

Senators quiz 
FTC nominees 
Commerce Committee examines 
Daniel Oliver and Andrew Strenio 

Daniel Oliver, general counsel to the Depart- 
ment of Agriculture, and Andrew Strenio, a 
commissioner at the Interstate Commerce 
Commission, appeared before the Senate 
Commerce Committee last Tuesday (Feb. 
25) for a hearing on their nominations as 
Federal Trade Commissioners. During the 
hearing, Oliver said he wants to be chairman 
of the agency to "insure that there is not too 
much, and also of course, not too little" reg- 
ulation in the marketplace. He said he has 
"long had an interest in economics and 
watching the marketplace." 

Oliver is a Republican from Connecticut; 
President Reagan is expected to name him to 
the FTC chairmanship upon confirmation. 
When asked what steps he would take to 
inform Congress of the FTC's activities, Oli- 
ver told Senator Bob Kasten (R- Wis.), chair- 
man of the Consumer Subcommittee, who 
chaired last week's hearing, that he would be 
"happy to consult with you at any time, to 
keep you [informed], to the extent that I can, 
that's appropriate, to respond to questions 
and concerns that you have." Oliver was not 
specific in answering several questions. 

The answers prompted Senator Wendell 
Ford (D -Ky.) at one point to ask: "How long 
have you known that you were going to get 
this position ?" and "How hard" had Oliver 
"looked at the FTC to find out its functions 
and areas it covers and things of that na- 
ture?" Oliver said that he had "read some 
cases and reviewed the best I could," but that 
he had not been briefed on FTC procedures. 

Strenio, a Democrat from Maryland, has 
been nominated to fill a term that expires in 
September 1989. Strenio worked in the FTC 
Bureau of Consumer Protection before join- 
ing the ICC. He was asked whether Con- 
gress should codify the FTC's deception 
standards. "As a general matter, it is always 
a desirable goal to clarify the law so that 
citizens and affected businesses are able to 
have a better understanding of exactly what 
the requirements are upon them," he said. 

Oliver Strenio 

Strenio was "not certain" whether codifica- 
tion was necessary. He said he understood 
that the FTC "had made efforts in refining its 
implementation and its guidelines," adding 
that he "would certainly welcome" any con- 
gressional interest "in this area." 

Oliver has been nominated to fill a term 
expiring September 1988. He would suc- 

Ford Kasten 

ceed former FTC Chairman James Miller, 
now director of the Office of Management 
and Budget. Kasten told Oliver that given 
his earlier confirmations by the Senate for 
his former positions (as general counsel at 
the Departments of Agriculture and Educa- 
tion), it was "very likely" that he would be 
confirmed as FTC chairman. 

Honing skills at down -home politics 
State broadcast association members 
and others gather for conference on 
Capitol Hill; among topics: music 
licensing, political ads and must carry 

The National Association of Broadcasters 
rallied its members on Capitol Hill last week 
as part of a three -day legislative conference 
designed to strengthen its grass -roots lobby- 
ing and improve its congressional ties. Ev- 
ery year NAB hosts the State Association 
Presidents and Executive Directors Confer- 
ence for the representatives of all 50 state 
broadcasting associations. This year's legis- 
lative agenda included such topics as must 
carry, music licensing, political advertising 
and proposed beer and wine advertising re- 
strictions, among others. 

More than 200 broadcasters (the associ- 
ation presidents are accompanied by a dele- 
gation of broadcasters from their state) gath- 
ered for the conference, which also featured 
a workshop for the state chairmen serving on 
NAB's legislative liaison committee. The 
workshop stressed the value of grass -roots 
lobbying, a message delivered by Represen- 
tative Richard Gephardt (D -Mo.), chairman 
of the House Democratic Caucus. 

Broadcasting Mar 3 1986 

Remember, Gephardt said, "there's no 
substitute for a face -to -face meeting." He 
suggested broadcasters get to know their leg- 
islators and "invite them to your stations." 
Among the other pointers he offered: "Give 
members the other side of the argument as 
well as your side; be able to argue your oppo- 
nent's side as well as your own and talk as 
candidly as possible." 

A demonstration of effective lobbying 
was presented by Representative W.J. (Bil- 
ly) Tauzin (D -La.) and Louisiana broadcast- 
er Ray Saadi, KHOM(AM)- KTIB(FM) Houma, 
La. They performed a skit on the correct and 
incorrect approaches to lobbying. The les- 
son: Don't threaten, don't exaggerate your 
own importance and don't settle for a stan- 
dard reply. 

Tauzin later fielded questions. When 
asked how broadcasters were rated as lobby- 
ists, Tauzin said: "You all are improving rap- 
idly through sessions like today." He urged 
the broadcasters to keep up their grass -roots 
lobbying, advising them to continue such 
activities as using congressional members in 
the production of public service announce- 
ments on such issues as drunk driving. 

Tauzin also discussed legislation adopted 
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M'1ff, edEgRor*Woh 
Supreme test. Supreme Court agreed last Monday (Feb. 24) to decide constitutionality of 

Gramm -Rudman -Hollings budget -balancing act. High court is expected to hear 

arguments April 23. G -R -H was declared unconstitutional by unanimous three -judge 

federal court in Washington (BROADCASTING, Feb. 10). At that time court held that law 

violates Constitution in assigning Comptroller General, officer of Congress, final say in 

making budget cuts required to reduce federal deficit, thus usurping power reserved to 

executive branch Ruling is expected from Supreme Court in July. 

Jacksonville FM. In initial decision, FCC Administrative Law Judge Joseph Gonzalez has 

granted application of George Edward Gunter for new FM station in Jacksonville, Tex., 

denying competing application of Kirk Broadcasting Co., which is wholly owned by black 

female resident of Shreveport, La. Judge gave Gunter "very slight" demerit for alleged 

violations of FCC reporting requirements; Kathy Johnson, Kirk's sole owner, got "slight to 

moderate" demerit for alleged "ineptness " In final analysis, judge said it was "extremely 

close" case, but Gunter prevailed with combination of pluses for local residence, past 

broadcast experience and proposal to install auxiliary power source. Gunter is 

Jacksonville consulting engineer who has no other media interests. 

Smoke and fire. National Association of Broadcasters may challenge legislation passed 

by Congress last month to ban advertising of smokeless tobacco products on radio, 

television and cable. NAB executive committee announced last week it will decide 
whether to attack legislation in appellate court. 

Role reversal. FCC Commissioner Mimi Dawson last week stepped down as defense 

commissioner, turning role back over to Chairman Mark Fowler. Fowler has delegated day -to- 

day responsibilities for position to Edward Minkel, FCC managing director. 

Write soon. National Public Radio has asked its station members to initiate letter writing 
campaign to congressmen in their areas, opposing federal budget cuts, telling federal 
representatives how reduced federal support will affect their stations. 

last month that bans smokeless tobacco 
product ads on radio, television and cable, 
now totaling about $20 million a year 
(BROADCASTING, Feb. 10). "I think the 
smokeless bill is a setback for all of us," he 
said. Tauzin noted that the bill at first only 
contained a requirement for warning lan- 
guage and that the ban was slipped in as an 

amendment "without a lot of fanfare." One 
broadcaster asked Tauzin if he felt the broad- 
casters had been too quiet on the issue. "A 
lot of us didn't catch it," he said, adding that 

the "fault can be shared by all of us." 
Later, however, John Summers, NAB's 

senior executive vice president for govern- 
ment relations, defended NAB 's role in the 
matter. He said what happened with the 
smokeless legislation was "deja vu." It was 
reminiscent of the battle broadcasters fought 
15 years ago against the cigarette ad ban, 
Summers said. He noted that broadcasters 
fought "shoulder to shoulder" with the ciga- 
rette industry against an ad ban until tobacco 
interests "sold us out." The cigarette indus- 

Wrench in KHJ -Tv works. A group of investors going by the name of Los Angeles Televi- 

sion (LAN) has asked the FCC for a waiver of the commission's cut -off rules to permit it to 

file a competing application for RKO General Inc.'s KW -TV Los Angeles. 
A grant of LATV's request would derail a proposed settlement under which Group W 

would acquire ou -TV for $310 million (BROADCASTING, Feb. 10). (Under the proposed 
settlement, RKO would come out with $212 million, and Fidelity Television Inc., the sole 

competing applicant for the stations facilities, would get $95 million for dropping its long - 

pending challenge.) 
In a filing with the FCC last week, Los Angeles Television asserted that the waiver was 

justified because the proposed settlement revealed that neither RKO nor Fidelity had a 

"continuing good -faith intention" to compete for the facility, and Group W, "a stranger to 

the proceeding," would get the license. "Under the circumstances the statutory policy in 

favor of competition in the licensing process must prevail over the interests sometimes 
attributed to the cut -off, especially since under the unique circumstances here, any 

disruption of the commission's processes is likely to be insubstantial," Los Angeles 
Television said. "Acceptance of LATV's application clearly better serves the public interest 

than the proposed transaction whereby the present applicants would in effect sell their 

cut -off rights to a noncompetitor, which transaction runs afoul of the statute and longstand- 
ing policy" 

According to Lewis Cohen, who is representing the would -be competitor, LAW is a 

limited partnership whose 4% general partner is Rita M. Carr, an executive for IBM in Los 

Angeles. LATV's 12 limited partners are investors, most of whom already have interests in 

competing applications for various RKO radio facilities. Cohen's law firm, Cohen & Ber- 

field, is also representing several competing applicants in the ongoing proceedings 
exploring RKO qualifications to be a licensee. 
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Tauzin and Sao 

try accepted the ban on cigarette ads on radio 
and television to head off the more serious 
threats of bans in all cigarette advertising 
and even on the sale of cigarettes. 

"We saw the same thing was going to hap- 
pen again," Summers said. "We told Con- 
gress we were opposed but said we would 
not play an active role...It was going to be 
cigarettes all over again." The smokeless to- 
bacco industry struck the same kind of deal 
with Congress. 

Summers also pointed out that report lan- 
guage accompanying the bill makes a dis- 
tinction between smokeless tobacco and oth- 
er products. "We've got some assurances 
that this is not going to be applied to other 
products," Summers said. NAB also was as- 
sured by Congress that there would be no 
attempt to tack on a beer and wine ad ban 
when it considered the smokeless bill. He 
said legislation requiring warning language 
in ads posed an even more dangerous threat. 
"Warnings could spread much more easily to 
other products and would be even harder to 
stop." 

Most of the conference was devoted to 
calling on the lawmakers. The broadcasters 
repeated their earlier concern over proposals 
to ban beer and wine ads from television and 
radio or to require counteradvertising. NAB 
advised its members to brief the legislators 
on the industry's continuing efforts to com- 
bat alcohol and drug abuse through public 
service campaigns and other community ac- 
tivities. 

Music licensing appeared to be one legis- 
lative issue on a fast track. Broadcasters are 

seeking support of Senate and House mea- 
sures (5.1980 and H.R.3521) that would re- 
peal the current blanket licensing scheme 
and establish source licensing of music for 
television stations. More than 80 House 

Danforth 



members are already co- sponsoring 
H.R.3521. Lawmakers also heard more on 
the broadcasters' views on the unauthorized 
reception of broadcast programing by back- 
yard dish owners. 

The NAB is also concerned about Senate 
legislation that would require broadcasters 
to provide candidates with free "equal time" 
if they are the subject of negative advertising 
funded by political action committees. They 
heard more about that bill from its author, 
Senate Commerce Committee Chairman 
John Danforth (R -Mo.). 

In a luncheon address, Danforth said po- 
litical advertising has "twisted American 
politics into monstrous deformity." The 
short commercial (20 or 30 seconds), the 
chairman said and particularly the one man- 

aged by shrewd campaign consultants, "has 
transformed the ancient craft of mudslinging 
into the dominant art form of American poli- 
tics." 

Danforth explained that his legislation 
does not seek to eliminate or restrict PAC 
ads. "It merely attempts to restore some bal- 
ance to a campaign in which independent 
ads are aired. This provision will provide 
candidates with some ability to respond to 
messages that otherwise might be unanswer- 
able." 

He suggested that if the broadcasters 
"agree that NCPAC and the like corrupt the 
political process, you can say no to their 
commercials. You don't have to take them. 
It's your station. It's your right to say no." 
He also commended the NAB for its circula- 

tion of a white paper on political advertising. 
"As the white paper points out, you can 

say more than 'no' to dirty politics. You can 
say 'yes' to better campaigns. You can run 
debates. You can interview candidates on the 
issues. You can even run two- minute or five - 
minute or 30- minute paid spots, and you can 
make more spots available in your prime 
time or your drive time." 

The chairman told the broadcasters he 
planned to press ahead with his bill, but that 
he is willing to listen to all ideas. When one 
broadcaster suggested the bill be altered to 
require the independent groups that make the 
negative ads to pay for the free air time, 
Danforth said it was "worth considering." 
He also said he would think about deleting 
radio from the measure. 

The fairness doctrine can hurt 
The following commentary by FCC Chairman Mark S. Fowler 
originally appeared on the op -ed page of the Feb. 25 issue of the 
Washington Post. 

When you turn to these pages, you expect to find controversy, 
overall balance and, possibly, enlightenment. What you don't 
expect to find are the initials of a government censor in the 
corner, approving the layout, presentation and reasonableness 
of the editor. 

But if this page contained the transcript of a television or radio 
station, and not the words of myself and other writers, those 
initials are exactly what you'd find. And, under the law today, 
those initials would be mine. 

The reason is the fairness doctrine, a government policy that 
requires broadcasters to provide opportunities for contrasting 
viewpoints on issues of public importance. Now, fairness is a 
virtue of good journalism. But it's another thing for government 
officials to be second -guessing journalists. 

Last year, in a comprehensive study of the history and effects 
of the fairness doctrine, the Federal Communications Commis- 
sion concluded that the doctrine was the wrong way to insure 
the public access to diverse viewpoints on controversial view- 
points. Rather than there being a "scarcity" of information 
sources, we found the public has scores of outlets -from maga- 
zines to broadcasting, from direct mail to newspapers -from 
which to hear a diversity of viewpoints and attitudes. 

But many would still have government continue to enforce the 
fairness doctrine. They insist it works, even though the govern- 
ment- ordered "correction" comes sometimes years after the ini- 
tial, supposedly unfair, broadcast took place. And despite the 
world of outlooks and opinions surrounding the output of a sin- 
gle radio or television signal, they think that the doctrine alone 
guarantees that the public gets a balanced outlook on things. 

It's foolish, of course. Norse, it suggests something about 
those who want to continue enforcement of the doctrine. Their 
purpose is plain: continue licensing the content of one segment 
of an ever expanding electronic press. Their implicit assumption 
is that the common man is too dimwitted to discern the truth 
among diverse voices, fair and unfair, moderate and extreme. 
Yet the American people have been well served by newspapers 
for more than 200 years, with no fairness doctrine for print, no 
Federal Newspaper Commission. 

If this were just a matter of chit -chat among press -law buffs, 
maybe I wouldn't argue so often and so uncompromisingly for 
elimination of the doctrine. But it's not. The fairness doctrine can 
hurt. 

As the FCC's report makes clear, instead of enhancing the 
discussion of controversial issues, the doctrine "chills" speech. 
Our record is replete with examples from stations, large and 
small, that told of their fear of government punishment if their 
coverage of a controversial issue missed the FCC's mark for 

fairness. 
Broadcasters decided it was "safer" not to carry programs on 

controversial issues. Why cover the nuclear arms race, religious 
cults, municipal salaries or other matters of concern, and risk 
losing your license? When a lawsuit can cost thousands of dol- 
lars in legal fees and many times more in lost staff time, why take 
the risk? What happens is that broadcasters don't-they don't as 
matter of institutional policy. And they are wary of letting anyone 
else do so on their frequency, either. I'd suggest you look at 
what's happening with W.R. Grace & Co.'s current, controversial 
TV ad about the risks of high deficits. On second thought, forget 
it. Look, but you will not find; the networks are reluctant to run it. 

Those with a controversial message - whether it's about abor- 
tion, the national debt or atomic power -are told they can't buy 
time. That's not more speech. that's silencing the dissident 
voice. But the First Amendment teaches that the remedy for 
"unfair" speech is not to censor or regulate it, but to foster more 
speech. 

This month the commission will formally transmit to Congress 
our "legislative package," a wish list of changes in the laws 
governing broadcasting and other FCC matters. Again, we have 
asked Congress to do away with the fairness doctrine. It is not 
the first time we have done so. And because the doctrine weak- 
ens rather than strengthens the power of broadcasters in the 
press -government equation, I fear it may not be the last. 

But reform is already overdue. The marketplace of ideas is too 
important to be subject to the blue grease pencil of the censor. 
As a democratic society we should recognize when we have 
strayed from the principles of free speech and press. The fair- 
ness doctrine is an aberration in our tradition of free expression 
and should be abolished. 
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Coke's new formula: sweet on entertainment 
With Columbia. Embassy and Griffin 
purchases, company wants to become 
premiere film and TV program supplier 

The Coca -Cola Co., which long ago intro- 
duced one of the world's most popular soft 
drinks, is now trying to become the world's 
premiere supplier of motion picture and tele- 
vision entertainment. It is trying to do that in 
a way nearly as old as the soft drink itself: 
expand the product by owning the concen- 
trate formula and leave the physical distribu- 
tion to someone else. In this case the secret 
formula dispensed through a vending ma- 
chine has given way to program rights aired 
over a local television station. 

That is the basic game plan behind Coca - 
Cola's strategy of increasing its entertain- 
ment holdings through the purchase of such 
major television program suppliers as Em- 
bassy Communications and Affiliates and, 
subject to a definitive agreement, Mery Grif- 
fin Enterprises. By and large the executives 
behind this move at Coca -Cola -Fay Vin- 
cent, Dick Gallop and Frank Biondi -are 
from outside the Hollwood mainstream. 
They apprenticed as Wall Street attorneys 
and investment bankers, not producers and 
agents. But their ambitions are really no dif- 
ferent from their scrappy predecessors: To 
build an entertainment empire that is the 
envy of the industry. 

Excluding Griffin's 14 hours per week of 

first -mn programing, Coca -Cola, through 
its Columbia and Embassy subsidiaries, has 
nine series on the networks totaling five and 
a half hours every week. That does not take 
into account several joint ventures it has 
with smaller suppliers or the discussions go- 
ing on at Tri-Star Pictures in which Coke has 
a big stake to set up a distribution for series 
produced by Steven J. Cannell Productions 
or Witt/Thomas/Harris Productions. 

To an outsider, Coca- Cola's entertainment 
interests look like the British Empire at the 
close of the 19th century-it is spread wide 
and far and seeing to have an outpost in even 
the most remote corners. Lending to this co- 
lossus image is the perception that several of 
these stand -alone enterprises operate inde- 

What the Coke team has brought under its umbrella 

Columbia Pictures' What's Happe- Now! 

Merv Griffin's King World 

Biondi 'Vincent Ga'" 

brarv Ghostbusters 
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pendently of one another and with only pass- 
ing familiarity with co -owned companies 
under the Coca -Cola umbrella. 

And it is also a company that uses a new 
language when talking about television pro- 
graming. Senior executives at the Entertain- 
ment Business Sector consistently refer to 
television shows as "products" and talk 
about being "comfortable" or "uncomfort- 
able" in new business ventures. 

Coca -Cola's announcement that it has an 
agreement in principle to acquire Merv Grif- 
fin Enterprises topped off an eight -month 
entertainment investment binge that began 
with Coke's purchase of Embassy Commu- 
nications, then upping its stake in Tri-Star 
Pictures and assuming full ownership of The 
Walter Reade Organization (a chain of 12 
theatrical screens in the New York area in 
which it already held a minority interest). 

Along the way, Coca -Cola inspected, but 
passed on, just about every major broadcast 
deal in the market, including the recently 
proposed leveraged buyout of Outlet Com- 
munications. Just too damned expensive, 
Coke executives say. 

Underneath those major deals brews an 
assortment of lesser ones involving different 
partners, some of them microscopic in size 
compared to Coca -Cola. There is, through 
Columbia Pictures Television, a joint ven- 
ture called Colex Enterprises, with LBS 
Communications, which distributes on a 
barter basis some of the older off -network 
series from the back pages of Columbia's 
program catalogue. And tucked inside Co- 
lumbia Pictures Pay Cable and Home Enter- 
tainment Group is a highly profitable joint 

venture with Bell & Howell to manufacture 
videocassettes that, among other things, du- 
plicate the home video releases of competi- 
tor Paramount Pictures. (Paramount parent 
Gulf + Western joined the partnership last 
year.) There is even a music publishing com- 
pany whose catalogue includes Bruce 
Springsteen's `Born to Run." 

A diversification program gone wild? Ac- 
tually, it is probably a good deal more con- 
servative than some of the other record - 
breaking deals that took place in the 
entertainment industry over the past year. 
The buzz word at Coca -Cola about to its 
entertainment business is `leverage " -to be- 
come a major supplier of entertainment pro- 
graming with the minimum risk and invest- 
ment. To reduce their risk, Coca -Cola EBS 
executives have embarked on a series of fi- 
nancing packages that includes upfront deals 
with HBO, fees for distributing Tri-Star 
films and forming limited partnerships with 
outside investors. 

"Most of what we have spent our time and 
energy on in the last four years has been 
efforts to improve our fundamental busin- 
esses," said Francis T. Vincent Jr. , chairman 
of Coca -Cola's Entertainment Business Sec- 
tor, the motion picture and televison enter- 
tainment production division. 

Coca -Cola has had quite a few opportuni- 
ties to expand in that area in the past several 
years. 'livo years ago, the senior executives 
developed a "wish list" of six companies in 
the production business that they would like 
to acquire, only one of them was public, and 
none of them were for sale at the time. Em- 
bassy led the list. Although Coca -Cola sent 

btït an informal feeler, owners Norman Lear 
and Jerry Perenchio said they were not inter- 
ested. Then, a little more than a year later, 
Lear and Perenchio approached investment 
banker Herbert Allen to inquire if Coca -Cola 
was still interested. Because of the home- 
work Coca -Cola had done as part of its prior 
interest, the deal was done with unusual 
speed and resulted in cutting off the over- 
tures of at least one other competing studio. 

Subsequently, company executives relate, 
conversations have at one time or another 
been held with the other companies on the 
list, but only one made it to the negotiating 
stage. That broke off, a Coca -Cola executive 
said, because the seller was attributing a 
higher value to future series commitments 
that Coca -Cola felt could not be safely 
banked on. 

The growth of Coca -Cola's entertainment 
interest scares some competitors that see it 
as a corporate glutton that wants to devour 
every television program supplier in sight. 
Vincent calls such alarm "silly" and says that 
Coca -Cola is not "trying to own the televi- 
sion business. Our objectives are somewhat 
more modest than people perceive. What 
we're trying to do is build the business in a 
financially sound way and to make it grow at 
an above average rate." 

And those efforts have been pretty decent 
by the objective standard of the bottom line. 
In three years, Coca -Cola has earned back 
more than half its capital investment of $725 
million in Columbia Pictures Industries, 
thanks principally to the off -network syndi- 
cation of series such as Hart to Hart, Ben- 
son, Carson's Comedy Classics and Barney 

SUNSHINE FACTORY 
is an enchanting half -hour 
program in which young viewers 
can escape to a fantasy world 
where colorful puppet characters 
and children sing, dance, 
learn and laugh. 

wsTFal Spell Profit 
s That Spell Profit and Audiences. 

LOW 
ay 

COSI! 
w 

-glaK QUALITY 

Call today about SUNSHINE FACTORY 
plus other timeRite first run programs: 
COUNTRY CROSSROADS, 
THE PLANT GROOM, 
THE SLOPPY COOK, 
and COPE. 

Phone timeRite ....e e...m., Phone timeRite now and be astonished at 
the low prices we'll quote you. Then be amazed 

when you view the audition tape and see the 
high quality programming you get for the price. 

timeRite. inc 

Call Collect (817) 735 -9029 
2500 RIDGMAR PLAZA FORT WORTH, TEXAS 76116 
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Miller. And with the cash beginning to role in 
from Embassy's Facts of Life, Coca -Cola 
executives are already betting that Embassy 
will be the largest contributor to EBS's oper- 
ating income this year. 

Although theatrical film releases have 
been the largest contributors to EBS's oper- 
ating revenues (passing the $1- billion mark 
in 1985), more than half the profits have 
come from the off -network syndication of 
television series. Last year, Columbia Pic- 
tures Television had operating income in ex- 
cess of $100 million, said Vincent, with Car- 
son's Comedy Classics and first -run episodes 
of What's Happening Now! the major con- 
tributors. After income from theatrical re- 
leases and other operations are added and 
overhead and corporate charges are account- 
ed for, the Entertainment Sector saw its op- 
erating income increase 33% to $161 mil- 

lion. Profit margin was a handsome 15 %. 
Those at the top of Coke's entertainment 

business are not old -boy show business ex- 
ecutives who started out as agents or produc- 
ers. Indeed, they are mostly low -key, very 
button -down Wall Street lawyers or busi- 
nessmen who came to the business later in 
their careers after rising to senior levels in 
other, unrelated areas. It is the only major 
studio to keep its headquarters in New York. 

Vincent came into the business after hav- 
ing served as a director of finance with the 
SEC in Washington and, before that, as a 
securities lawyer with a Washington law 
firm. He joined Columbia Pictures in 1978 
at the invitation of Herbert Allen, the New 
York investment banker whose firm was a 
major stockholder in Columbia Pictures. 
Richard Gallop, president and chief operat- 
ing officer of Columbia Pictures Industries, 

practiced corporate law on Wall Street be- 
fore serving as Columbia's outside legal 
counsel to help fend off Kirk Kerkorian's 
takeover fight for Columbia Pictures. Class- 
mates at Williams College, Gallop and Vin- 
cent occasionally crossed paths after they 
went to different law schools (Vincent to 
Yale; Gallop to Harvard). Gallop finally 
moved in -house to Columbia in 1981 as sen- 
ior vice president and general counsel. 

Frank Biondi, former HBO president and 
chairman, who joined Coca -Cola as execu- 
tive vice president of its Entertainment Busi- 
ness Sector 13 months ago, describes Coca - 
Cola strategy as "essentially financially 
based." The parent company in Atlanta 
wants to see steady growth in both absolute 
earnings at the operating level and return on 
investment -pretty traditional criteria. Says 
Vincent: "We are not buyers and sellers of 

NBC's regular schedule powers it to another win 
NBC won another rating victory during the week of Feb. 17 -23, helping 
it to hold its February sweeps lead. According to Nielsen, NBC had a 

17.5 average rating for the week and a 27 average share. CBS had a 
17.1/26 and ABC a 15.4/24. By week's end, NBC had an 18/28 in the 
Nielsen sweep averages, while CBS and ABC trailed with 17.6/27 and 
14.8/23, respectively. 

NBC relied on its regular programing for its win. Of NBC's special 
sweeps programing, only the theatrical "Flashdance" (18/27) received 
respectable numbers, although it finished third in its time period. 
NBC's Sunday movie, The Fifth Missile," scored a poor 14.7/22. CBS 
received a 19.6/30 for One Terrific Guy," its CBS Tuesday Night Mov- 
ie, and a 22.9/35 for the first part of "Blood and Orchids," its Sunday - 
night Special Movie Presentation, which ranked eighth for the week. 

Two of NBCS Saturday series recorded season -to-date highs: Gold- 
en Girls (25.2/41) and 227 (22.2/37). And the network got another 
strong showing from its Thursday lineup. The Cosby Show, featuring a 

guest appearance by Stevie ylbnder, scored a 36.4/53, to rank first for 
the week. Remington Steele appeared on NBC's schedule twice dur- 
ing the week. In its final Tuesday appearance, from 10 to 11, it scored a 

13.8/22, and in its new Saturday 10 to 11 slot, it improved to a 15.6/28. 

CBS turned in strong performances on Monday (the closest ratings 
finish among the three networks during the week), Friday (despite a 

15th -place finish for Dallas), and Sunday (with third- and fourth -place 
finishes for Murder, She Wrote and 60 Minutes). 

ABC continued to see improvement in Dynasty, which finished ninth 
for the week. It also got strong numbers on Tuesday, with the 10th- and 
13th -rated Who's the Boss (22.3/32) and Growing Pains (22/32), from 

8 to 9. And on Thursday from 9 to 10, Dynasty II: The Colbys (16.2/23) 

outranked CBSS Simon and Simon (15.7/23) for the first time this 

season. Both shows, however, finished behind NBC's two comedies 
from 9 to 10, the sixth- ranked Cheers (23.4/34) and 14th -ranked Night 
Court (20.9/30). 

NBC scored a 17.7/26 on Monday, edging CBS (17.4/26) and ABC 

(17.2/25). What lifted NBC above the competition was the second 

strong showing in two weeks of TV Bloopers and Practical Jokes 
(17.2/25), from 8 to 9. 

ABC won Tuesday by winning the nights first two hours. CBS won 

from 10 to 11 with the second hour of "One Terrific Guy." 

In ABC's Wednesday win (19.3/30), Dynasty (22.8/34) and Hotel 
(19.8/33) ranked ninth and 17th, respectively. NBC was second for the 
night with a 17.4/27, on the strength of the 12th- ranked Highway to 

Heaven (22.2/33) from 8 to 9. 

Following NBC's winning 8 -to -10 Thursday comedy block, the 

second part of a two-part St. Elsewhere scored a 16.5/26, to come in 

third in the time period. NBC had a 24.2/36 for the night over all. 

CBS again carried Friday with Dallas (20.8/32), despite its 15th - 

place ranking for the week. CBS had a 17.5/28 for the night, compared 
to a 16/26 for NBC. From 8 to 9 on NBC, Misfits of Science (10.9/18) 
made its final appearance before going on hiatus. 

NBC, with. record numbers from 9 to 10 on Saturday with Golden 
Girls and 227, scored 19.2/33, was almost seven points above CBS's 

12.6/21 for the night over all. 
NBC's "Fifth Missile" ranked third from 8 to 10:30, and second from 

10:30 to 11 on Sunday. Part 1 of "Crossings" on the ABC Sunday Night 
Movie had a 17.5/27 to rank second behind "Blood and Orchids." With 

a 24.6/37, CBS's Sunday was the weeks highest- ranked night. 

Rank Show Network Rating/Share Rank Show o Network Rating /Share Rank Show o Network o Rating /Share 

1. The Cosby Show NBC 36.4/53 24. Fleshdance NBC 18.0/27 47. St. Elsewhere NBC 14.2/24 

2. Ramlty Ties NBC 31.3/48 25. A Team NBC 17.8/26 48. Spencer. 1br Hire ABC 13.9/23 

3. Murder, She Wrote CBS 28.4/38 26. Crossings, pt. 1 ABC 17.5/27 49. Knight Rider NBC 13.9/21 

4. 60 Minutes CBS 26.6/40 27. Gimme a Break NBC 17.4/30 50. Remington Steele NBC 13.8/22 

6. Golden Girls NBC 25.2141 28. Webster ABC 17.4/28 51. Love Boat ABC 13.5/24 

8. Cheers NBC 23.4/34 29. 20/20 ABC 17.2/28 52. Equalizer CBS 13.2/22 

7. Miami Vice NBC 23.3/38 30. TV Bloopers & Prac. Jokes NBC 17.2/25 53. Drn'rent Strokes ABC 13.2,20 

8. Blood 8 Orchids, pt. 1 CBS 22.9/35 31. Mr. Belvedere ABC 17.1/27 54. Airwolf CBS 12.7/22 

9. Dynasty ABC 22.8/33 32. Scarecrow 8 Mrs. King CBS 17.0/25 55. Welcome Home, Bobby CBS 12.5/21 

10. Who's the Bose ABC 22.3/33 33. 1 .%con Crest CBS 16.8/27 56. Mary CBS 12.3/18 

11. 227 NBC 22.237 34. St. Elsewhere NBC 18.6/28 57. Lbley Square CBS 122/18 

12. Highway to Heaven NBC 22.233 36. Dynasty IL The Colbys ABC 16.2/23 58. Crazy Like A lox CBS 11.7/17 

13. Growing Pains ABC 22.0/32 38. Cagney & Lacey CBS 18.0128 59. Misfits of Science NBC 10.9/18 

14. Night Court NBC 20.9/30 37. Country Music's Reunion NBC 16.9/23 60. Silver Spoons NBC 10.7/16 

15. Dallas CBS 20.8/32 38. Blacke's Magic NBC 15.8/23 81. He's the Mayor ABC 10.4/16 

16. Kate & Allie CBS 20.0/28 39. Simon 8 Simon CBS 15.7/23 82. Trapper John, M.D. cas 102/15 

17. Hotel ABC 19.833 40. Remington Steele NBC 15.6/28 63. Funky Brewster NBC 10.0/16 

18. One Terrific Guy CBS 19.630 41. Magnum, P.I. CBS 15.4/22 84. lbrtune Dane ABC 9.5/16 

19. Facts of Life NBC 19.4/33 42. MacGyver ABC 16.3/23 86. Redd Fb1oc Show ABC 9.0/16 

20. Moonlighting ABC 18.9/28 43. Hardcaatie & McCormick ABC 16.3/22 88. Benson ABC 8.6/14 

21. Knots Landing CBS 18.8/30 44. Disney Sunday Movie ABC 152/23 87. Fall Guy ABC 7.1/12 

22. Newhart CBS 18.6/27 46. Twilight Zone CBS 14.9/24 88. Ripley's Believe It Or Not ABC 8.8/10 

23. Choices ABC 18.1/27 48. Fifth Missile NBC 14.7/22 'indicates premiere episoclp 
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assets." 
When Coca -Cola acquired Columbia Pic- 

tures Industries in 1982, operating income 
was $36 million. The goal at that time was to 
increase that bottom line at least 20% annu- 
ally and achieve $300 million in operating 
income eight years after the acquisition in 
1990. "It looks like we'll make that with a 
couple of years to spare," said Biondi. Much 
of that accelerated growth is expected with 
the addition of Embassy last year and, al- 
though a definitive agreement is not yet 
signed. Merv Griffin Enterprises in 1986. 

Significantly, Coca -Cola has chosen to 
expand horizontally in its acquisitions rather 
than follow the vertical integration trend set 
by Rupert Murdoch in his purchase of 20th 
Century Fox Film Corp. and the Metromedia 
television stations or the implied integration 
in MCA's proposed purchase of WOR -TV 
New York. Vincent doesn't rule out "getting 
into broadcasting" at some future date, but 
clearly not at the prices sellers are asking in 
the current station trading climate. "We want 
to increase the earnings and build share- 
holder values," he explained, "and it's hard 
to do that when paying the kind of prices that 
are being paid in broadcasting." 

Columbia, before it was acquired by 
Coca -Cola, almost did get into broadcasting 
and had a deal to buy the Outlet stations in 
1982 for $185 million but saw that deal fall 
through in the course of the merger. -It hurt 
when I saw that deal come back at four times 
the price," said Gallop about the recent sale 
of those stations for $650 million in a lever- 
aged buyout with Wesray Capital Corp "At 
four times the price, we don't play." 

In fact, declining to "play the game" as it 
traditionally has been practiced is becoming 

part of Coca -Cola's M O. At a recent meet- 
ing in New York with senior executives of 
Columbia Pictures Television, Gallop told 
the group that he didn't want to make pilots, 
even if the network wanted to buy them. if 
the producers were not sure the series had a 
better- than -even chance to survive on the 
networks Gallop called off the production 
of one pilot, despite a network commitment, 
because it carried a $200,000- per -episode 
deficit. You can talk revenue growth and 
volume growth until you're blue in the 
face,' he explained, "but that will not give 
rise to what we really care about: operating 
profits." Gallop said huge deficits prevent 
moving forward on marginal projects. 

One way Coca -Cola has been able to buy 
companies is to turn financial assets into 
cash. In 1985, Coca Cola's Entertainment 
Business Sector converted nearly a billion 
dollars worth of receivables into cash -$265 
million in the case of Embassy and the bal- 
ance with Columbia Pictures. In this case. 
the receivables were the payments that tele- 

vision stations and networks owed Columbia 
and Embassy for the right to broadcast their 
shows. (In a complex arrangement, the re- 
ceivables were in part purchased by an entity 
set up by Coca -Cola.) Although receivables 
are usually sold at a discount of their worth, 
the cash realized can immediately be put to 
work in the purchase of an operating asset. 
Essentially. said Vincent, Coca -Cola used 
the cash it got from selling Embassy's re- 
ceivables to buy Merv Griffin Enterprises. 

Gallop, along with Columbia Pictures 
Television Group President Herman Rush 
and Columbia Pictures Television President 
Barbara Corday. is now trying to rebuild Co- 
lumbia's presence in prime time television 

ts.kz,, 

Straight talk. The National Association of Broadcasters kicked off its second Operation 
Prom /Graduation with a news conference last Monday (Feb. 24) in Washington. The 
theme of this year's media program, designed to promote alcohol- and drug -free celebra- 
tion among graduating high school students. is "1986 -A Class Act...Celebrate Sober." 
Attending the conference were members of 13 sponsoring organizations, including the 
Drug Enforcement Administration, the National Federation of Parents for Drug -Free Youth, 
Mothers Against Drunk Driving, and Congressional Families for Drug -Free Youth, and a 
high school senior who has helped set up a model drug and alcohol alternative programs. 

Presented at the conference were public service announcements and a five -minute 
music video that have been distributed to TV stations through NAB's monthly video 
satellite feed, Telejournal, along with audio feeds for radio stations. New York Yankee 
outfielder Dave Winfield, who is featured in a prom /graduation PSA and who attended the 
conference on behalf of DEAS Sports Drug Awareness Program and his own Winfield 
Foundation, said that after 13 years as a professional baseball player he has come to 
realize that athletes "mean quite a bit to young people and were identified as role models." 

Above (seated l -r): Robin Tate, Cholla high school, Tucson, Ariz.; Norma Phillips, presi- 
dent, MADD; Winfield; Joyce Nalepka, president, NFP. Standing (I -r): Charles Stebbins, 
National Federation of State High School Associations; Carolyn Mattingly, president. 
Congressional Families for Drug -Free Youth, Sandy Katz, National Institute on Alcohol 
Abuse and Alcoholism; Karen Dodge, National Highway Traffic Safety Administration; 
NAB President Edward Fritts; Jack Lawn, DEA. 

Broadcasting Mar 3 '986 
71 

after suffering setbacks when three of their 
network series were canceled within the first 
half of the season (Stir Crazy on CBS, Lime 
Street on ABC and Helltown on NBC). Lime 
Street, originally praised as a promising se- 
ries. shut down production after its co -star, 
Samantha Smith, was killed in an airplane 
accident. And INDAY, a block of first -run 
syndicated programing designed to play on 
independents in daytime, received poor rat- 
ings immediately out of the gate. 

One area that is doing well is the syndica- 
tion to television of Columbia movie pack- 
ages. The studio has not moved into adver- 
tiser - supported, ad hoc movie networks 
because a pre arranged deal it has with CBS 
pays a minimum license fee for a middle - 
range level of titles, in excess of what Co- 
lumbia could get if it bypassed the network 
and sold directly into syndication. Excluded 
from that deal- --which covers the past three 
production years -are Columbia's top three 
grossing films (' Tootsie," "Ghostbusters" 
and "The Karate Kid ") and bottom three 
grossing films Gallop said Columbia is now 
looking into putting some of these titles to- 
gether into a new package for syndication. 

To hedge against what may be its own 
flops on the networks. Coca -Cola has lined 
up a number of deals with outside producers 
to distribute their successful series when 
they become available for off - network syn- 
dication. Last summer, it bid a reported $100 
million to win the rights to two Steven Can - 
nell series, Riptide and Hardcastle & McCor- 
mick, and gave production money to Reeves 
Entertainment Group in exchange for the 
right to distribute any future off network se- 
ries. Part of that investment in Reeves is 
covered by a producer's fee that Coca -Cola 
will split with Reeves in the syndication of 
Kate & Attie which will be distributed by 
MCA TV: 

For the time being. Coca -Cola executives 
have decided against merging the distribu- 
tion arms of Embassy and Columbia Pictures 
Television. It is also too early, they say, to 
think about combining the Television Pro- 
gram Source, a distributor of game shows in 
which it owns 50%, with Griffin. Vincent 
makes an analogy to General Motors, which 
sells both Chevrolets and Cadillacs through 
different distribution systems, in describing 
Coca Cola's reasons for operating, through 
various subsidiaries and co- ventures, five 
different syndicators. "It would be wrong to 
conclude that putting things together always 
makes sense." 

Entertainment Business Sector executives 
admit they have a public relations problem: 
Getting the message through that, by and 
large, Coca -Cola headquarters in Atlanta is 
not deciding what movies are going to be 
made or what television shows are going to 
be produced. People say to me. 'Is Coca - 
Cola interfering in the entertainment busi- 
ness'?" Vincent asks rhetorically. "And I 
say. You have to tell me whether I am Coca - 
Cola because- fact of the matter is. I am and 
1 do and that's my job That. adds Vincent, 
is no different than it has been since he 
joined Columbia Pictures in 1978 as its 
president, four years before the merger with 
Coca- -Cola. 

That's not to imply there is no communi- 
cation between the Entertainment Business 



Sector headquarters in New York and Coca - 
Cola corporate headquarters in Atlanta. Vin- 
cent cautions: "It would be absurd to think 
soft drink marketing people could come to 
the entertainment business and revolutionize 
it. It would be equally absurd to think terrific 
marketing people couldn't make some con- 
tribution to any business that has a market- 
ing dimension." 

About the only directive from Atlanta, ex- 
plained Biondi, is that any new business the 
Entertainment Business Sector acquires has 
to have a rate of return that exceeds the cost 
of capital. Nothing startling there, Biondi 
admits, except that "they measure that to be 
14% to 15% after taxes. It is a very high 
hurdle." That is one of the reasons Coca - 
Cola has steered clear of broadcasting and 
other distribution systems at this time. "Giv- 
en the price in the marketplace for many of 
the vertically integrated options today," said 
Biondi, "we just think the prices are wildly 
out of line." 

Another advantage in concentrating on 
the acquisition of programing, Biondi con- 
cedes, is that while the hardware may 
change- networks displaced by pay cable 
displaced by home video and challenged by 
independent stations -the software remains 
a common denominator. "I'm not saying 
markets don't cannibalize themselves," 
Biondi said, but whatever outlet is in vogue 
at the moment must always return to the 
supplier for programing. 

The company's operating principle of le- 
veraging distribution while keeping capital 
risk roughly at existing levels has enabled it 
to grow while not making significant addi- 
tional capital to the 
common assumption that Coca -Cola is 
spending wild sums without ever getting 
them back. 

One example is the Embassy Communi- 
cations and Affiliates acquisition last sum- 
mer. The value of the deal fell in the $465 
million -$485 million range. But after selling 

$265 million worth of receivables, selling 
the Embassy Pictures division to Dino De 
Laurentiis and now trying to divest the Em- 
bassy Home Video unit to Andre Blay, Coca - 
Cola's total investment comes to under $100 
million. Add to that the earnings stream 
coming from the sales of Embassy's syndi- 
cated series made since the acquisition, and 
Coca -Cola's investment very easily nets out 
to almost zero. For Coca -Cola it's all gravy 
from here on out. 

Country Radio tunes 
in at Nashville 
Record crowd expected for 17th 
gathering of country radio executives 

The radio spotlight will be on country music 
this week as a record 900 -plus radio and 
recording industry executives assemble at 
the Opry land hotel in Nashville for the 17th 
annual Country Radio Seminar (March 6 -8), 
sponsored by Country Radio Broadcasters 
(CRB). 

New to this year's format are four long - 
form (three -hour) workshops, which, in the 
words of conference chairman Susan 
Storms, "would cost broadcasters thousands 
of dollars if taken individually." Storms is 
director of creative services for WHN(AM)- 
WAPP(FM) New York. The four workshops 
are: "Self Image Psychology," "Country 
Programing," "Developing a Marketing 
Plan" and "Management: How To Get Along 
With People." 

The seminar will also feature eight panel 
discussions covering a variety of topics, in- 
cluding sales and on -air talent. 

And for the third consecutive year, there 
will be several sessions, specifically geared 

to the record industry, called MIPS (Music 
Industry Professional Seminars), which are 
coordinated by the Country Music Associ- 
ation. There will be five MIPS this year, one 
fewer than last year, with the first scheduled 
to kick off the seminar at 2:30 p.m. Thurs- 
day (March 6). 

What is expected to be a highlight of the 
1986 seminar is the unveiling of results from 
a research project commissioned by the 
Academy of Country Music and conducted 
by Landsman/Webster Enterprises, a newly 
formed research partnership headed by radio 
industry consultants Dean Landsman and 
Maurie Webster. In the project, country mu- 
sic listeners were questioned on a number of 
topics including radio listening and record 
buying habits. "This is the first nationwide 
research project of its kind in at least 10 
years," said Ron Martin, chairman of the 
academy. 

Landsman/Webster commissioned Birch 
Radio to conduct 1,007 telephone interviews 
across five geographical regions. The study 
shows, among other things, that 53% of 
country radio listeners keep their radio dial 
tuned exclusively to county music stations. 
The study's results will be announced during 
the Friday (March 7) luncheon. 

Keynoting the seminar on Friday morning 
will be long -time music producer Sam Phil- 
lips, who has been credited with discovering 
singers Elvis Presley, Carl Perkins, Johnny 
Cash, Jerry Lee Lewis and Roy Orbison. 
Addressing attendees on Saturday morning 
will be Jack Clements, co- president of the 
Mutual Broadcasting System. There will 
also be an exhibit hall, which encompasses 
some 12,000 square feet of space, housing 
more than 30 exhibitors. 

This year's CRB president is Mike Oat - 
man, chief executive officer of Great Empire 
Broadcasting. Elections of CRB's top offi- 
cers (president, vice president, secretary and 
treasurer) by the CRB board of directors will 
be held on Sunday morning. 

SyrltldcsU00 Gtlll A1i aPkQ4pkcs 
Walt Disney Domestic Television says that it has cleared Duck 

Tails in 50 markets covering 55% of the country, and Disney Magic 
I and The Wonderful World of Disney together in 80 markets cover- 
ing 70% of the country. Sales of Duck Tales include Krvu(TV) San 
Francisco; wolo -ry Shaker Heights, Ohio (Cleveland); KMSP -TV Min- 
neapolis, and VATL -TV Atlanta. Disney's Robert Jacquemin said the 
company has had offers in 70% of the country in five -and -a -half 
weeks of selling. Sales for the latter package include wNEw -ry New 
York, WFLD -ry Chicago, and WTTG(TV) Washington. In Los Angeles, 
KTw(TV) has taken Magic I while KTrv(ty) has taken Wonderful 
World. In San Francisco, KGO -Tv has taken Wonderful World and 
KBHK -TV has taken Magic I. Lionheart Television International, 
the U.S. representative for the BBC, is offering Edge of Darkness on 
a cash basis for May. The mini -series aired on the BBC last Decem- 
ber. Lionheart was a partner in the $8- million, three -part, six -hour 
project that stars Joe Don Baker, Bob Peck and Joanne Whalley. Eric 
Clapton performed the score. Harmony Gold says that it has now 
cleared Shake, Zulu in 31 markets, including the Gaylord; TVX 
stations in Nashville; Memphis; Norfolk, Va., and Little Rock, Ark., 
and the Family Group stations in Green Bay, Wis.; Roanoke, Va.; 
Tucson, Ariz., and Albuquerque, N.M. The 10 -hour mini -series re- 
counts the rise of the great native African military leader. The project 
took four years to film and had a budget of $24 million. Sales are for 
cash with Harmony Gold retaining one minute per every hour. Sales 
are by Camelot Entertainment Sales. Harmony Gold says that it has 

also cleared 89 episodes of Robotech in 102 markets covering 78% 
of the country. Terms of the sales are negotiable. Orbis Communi- 
cations says that it has cleared Orbis Premiere Movies in 112 
markets covering 83% of the country. Sales of the five two -hour films, 
which have all had previous HBO exposure, are on a barter basis 
with 14 minutes local and 190 minutes national per film. Sales in- 
clude wPix(rv) New York, KCOP(TV) Los Angeles, wGBo -Tv Chicago, 
wrAF -TV Philadelphia and Krvu(rv) San Francisco. Orbis also says that 
it has cleared the new one -hour special, Geo...Ticket to the World, 
hosted by Charles Haid and Lauren Hutton, in 70% of the country. 
Sales for the program's March 23 -April 13 window are on a barter 
basis with five minutes national and seven minutes local. Clear- 
ances include WNBC -TV New York, KNBC(rv) Los Angeles, WPHL -TV 

Philadelphia, KRON -TV San Francisco and wcve -ry Boston. D.L. 
Taffner says that it has cleared The Ted Knight Show in 14 more 
markets, bringing its station clearance total to 54. Additionally, 
Taffner reports that it has sold Three's A Crowd in 16 more markets. 
New markets for Ted Knight include KOLD -TV Tucson, Ariz.; woi -Tv 
Ames, Iowa; KUrv(rv) Salt Lake City; KAsx -ry Las Cruces, N.M., and 
KusgTV) San Diego. Sales of the show are on a cash plus barter basis 
with Taffner holding one -and -a -half minutes of advertising time. The 
show debuts on April 1. Recent clearances for Three's Company 
include KOKH -TV Oklahoma City; WBRE(rv) Wilkes Barre, Pa.; wrvz(Tv) 
Norfolk, Va.; WNEM -ry Flint, Mich., and KSNw(rv) Wichita, Kan. Sales of 
Three's a Crowd are for cash. 
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John Blair speaks Spanish 
Rep sets up BlairSpan division to sell 
all- Spanish stations as competition 
for demographic begins heating up 

John Blair & Co. will attempt to broaden its 
influence in the Spanish television market 
with the start today (March 3) of a new divi- 
sion to represent independent stations airing 
all- Spanish programing. BlairSpan Televi- 
sion Sales Representatives will operate of- 
fices in New York, Los Angeles and Chicago 
and plans to open a Dallas office within the 
year, according to Charles W. Curran, man- 
ager of sales. 

The new rep division complements Blair - 
Span's ownership of two Spanish- language 
stations- WSCV -TV Miami and WKAQ -TV 
San Juan, P.R. -and a Spanish syndication 
division. Blair's acquisition of the Puerto 
Rican station, operated by Telemundo, in- 
cluded a library of more than 2,000 hours of 
programing, as well as production facilities. 
Initially, BlairSpan will represent its two sta- 
tions, along with KENS 11, a San Antonio, 
Tex., cable channel operated by the market's 
CBS affiliate, KENS -TV, XHIuo(TV) Mata- 
moros, Mexico, and K -TTG, a Houston - 
based consortium of five cable systems and 
two Mexican TV stations owned by the Te- 
jano Television Group. Blair reps K -TTG for 
some group barter sales but Tejano's stations 
are also sold individually by other reps. 
BlairSpan claims its stations cover 29% of 
U.S. Hispanic consumers, and the Tejano 
group covers 6.3%. In addition, all the sta- 
tions reach an unknown number of Mexicans 
in border communities who go north to 
shop. Curran said that Blair has made an 
investment of more than $100 million in the 
Hispanic broadcasting business. 

BlairSpan's new rep division will offer its 
services mainly to independent stations. 
Curran said that spot selling for Spanish tele- 
vision is often easier than for other minority 
groups since there is such a high concentra- 
tion of Hispanics in the top 30 markets. He 
also mentioned that some upscale adver- 
tisers such as banks and credit cards are now 
moving into Spanish television. According 
to Hispanic Business magazine, spending 
by advertisers for all Spanish media has in- 
creased an average of 26% per year over the 
last three years. The top five Spanish mar- 
kets are Los Angeles, Miami, New York, 
San Antonio and San Francisco /San Jose. 
The top five advertisers are Philip Morris, 
Procter & Gamble, Anheuser -Busch, 
McDonald's and Ford. 

"We are the first Anglo operation to com- 
mit to the market," said Curran. BlairSpan's 
staff of 16 has a background in Spanish ad- 
vertising, including experience at Spanish 
ad agencies and at Blair's owned stations. 
Curran, who until recently was manager of 
domestic syndication sales for BlairSpan's 
distribution division, said that in addition to 

Blair Span's Curran 

the value in repping its own stations, a num- 
ber of Spanish stations had asked for help in 
selling national time in their programing, 
prompting Blair to create the new division. 
Curran said that the new rep firm will oper- 
ate much like a traditional one, with the usu- 
al support services. Spanish programing cur- 
rently consists mainly of "novelas" -soap 
operas that usually run for six months at a 
time -and variety shows. With no new pro- 
graming formats expected, Curran suggest- 
ed that the normal programing consultation 
provided by English- language reps is un- 
neccessary. 

Currently, the Spanish television market, 
which Hispanic Business valued at $333.5 
million in 1985 (of which $140.1 million 
was television advertising), has two reps 
serving approximately 20 all -Spanish sta- 
tions. SIN, a network of 12 conventional 
UHF outlets, 13 LPTV stations and 358 ca- 
ble channels, was granted an FCC waiver 
from the rule that prohibits a network from 
representing its stations. That waiver was 
included in a decision rendered recently by 
FCC Administrative Law Judge John Conlin 
in which the renewals of the licenses of the 
SIN stations were denied (BROADCASTING, 
Jan. 13). SIN has until March 8 to appeal 
that decision to the FCC. A lawyer for SIN's 
parent, Spanish International Communica- 
tions Corp., said last week that in an effort to 
avoid an appeal, it is working to resolve the 
matter. 

The second all- Spanish rep is NetSpan, 
which owns WNJU -TV Linden, N.J. (New 
York) and KVEA -TV Los Angeles, along with 
other stations in smaller markets. NetSpan 
also distributes a variety of special program- 
ing. 

The national spot market for Spanish tele- 
vision has also seen the addition of a con- 
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certed Spanish sales effort by the Continen- 
tal division of Katz Communications for 
Spanish programing on ABC, CBS and 
NBC affiliates. Eight such stations, located 
in Southwestern bilingual border markets, 
now offer Spanish programing, usually on a 
weekly basis, and often on Sunday morn- 
ings. Katz sells advertising on the affiliates 
as a "quality buy" in comparision to place- 
ment on an independent with a weaker sig- 
nal. An example is ABC affilate KNTV(TV) 
San Jose, Calif., which programs a half - 
hour of Spanish news on Saturday mornings, 
Noticerio, with Mario Castillo, who also 
does weekday newscasts in English. 

Thomas F. Olson, president of Katz's 
Continental division, said that the start of the 
sales effort was the result of Katz's own ex- 
ploration of another revenue opportunity. 
Advertiser interest, as well as a desire by the 
stations for a new revenue stream was also 
instrumental. Katz is making recommenda- 
tions to other border stations on how to inte- 
grate such programing into a schedule. Ol- 
son said that Katz offers the same array of 
support services for the Spanish programing 
carried by the eight stations as it does for the 
rest of their programing. 

Katz developed the idea at the beginning 
of 1985, and followed through with a pre- 
sentation to advertisers in August. Olson 
said that it has made 65 deals. He added that 
one way the rep firm was attempting to en- 
courage stations to air Spanish programing 
was by attracting more national advertisers 
to participate in shows. 

One problem facing a Spanish -language 
rep is a dearth of statistical information, 
meaning that sales are often concluded on 
the basis of a less than precise statistics. 
"This is a market that requires good in- 
stincts," said Curran. Typically, since no C- 
P-M's exist to bargain over, negotiations 
concern prices of units or packages. One 
salesman of national time termed Spanish 
television a "conceptual sell." Nielsen and 
Arbitron do not cover Spanish independents 
consistently, according to agency execu- 
tives. That has meant that smaller ratings 
services, such as Strategy Research Corp., 
are frequently used by the stations. Accord- 
ing to one agency executive, buys are nor- 
mally subject to "qualifications and discount 
factors." He said that the entry of BlairSpan 
into the national spot market might serve to 
disinflate Spanish prices slightly. As it is, he 
said, in some sectors of the Spanish media, 
particularly SIN, prices have been rising 
"every few months, without increases in au- 
dience." 

Jim Alexander, media director of Young & 
Rubicam's Bravo division, which produces 
Spanish commercials, said that all the new 
Spanish "competition will benefit the His- 
panic audience, the advertiser, and in the 
long run, the media." 



Promotion probe 

The National Association of Black Owned 
Broadcasters (NABOB) has formed a music 
industry committee to investigate the rela- 
tionship between record companies and 
black -owned radio stations. 

"Black artists have traditionally gotten 
their start by being played on black -owned 
radio stations. However, when those artists 
are handled by major record companies, we 
have found that those companies do not 
promote their artists on black -owned radio 
stations," said Thomas Lewis, president of 
Inter Urban Broadcasting, who also serves 
as the committee's chairman. 

Lewis said the committee would contact 
chief executives of major record labels to 
discuss the association's concerns. "We 
hope these meetings will result in better un- 
derstanding by the record companies of the 
importance of working with black -owned 
radio stations to promote their artists," Lew- 
is said. 

Other committee members are Percy 

A D 0 

Flooding fallout. Flooding due to heavy rains which hit the West Coast caused KRFD -AM -FM 

Marysville, Calif., to go off the air on Wednesday, Feb. 19, and remain off until Tuesday, Feb. 
25. The station's general manager, B. Paul Moore, said that although both the AM and FM 

transmitters escaped the waters, estimated damage to the studio was about $250,000. 
KRFD first received reports that Marysville would be flooded on Monday, Feb. 17. "From 

that point," said Moore, "it was a battle to save the radio station as well as keep the public 
informed. "'blunteers built a five -foot -high sand -bag wall to no avail. Before abandoning 
the station, the staff transferred its EBS responsibilities to KuaA (AM) Yuba City, Calif. With 
this flood, the third at its Maryville site, KRFO's management is now "definitely" thinking of 
relocating. 

HOW WELL IS YOUR AM STATION COMPETING FOR YOUR MARKET'S 
BROADCAST ADVERTISING DOLLARS? GO MOTOROLA C- QUAM ®AM 
STEREO TODAY, AND WE'LL SHOW YOU HOW TO STAY IN THE RACE! 

R. 

; 
' C 

FM STEREO TV STEREO AM MONO? 

Call our exclusive "Motorola C -QUAM Helper Hotline" for details on how easy it 
is to purchase a Motorola C -QUAM AM Stereo system today. (Call collect) 
312/576 -0554. Ask for Steve Kravitz. 

U MOTOROLA 
1216 REMINGTON ROAD, SCHAUMBURG, IL 60195 

SOUND QUALITY 
YOUR LISTENERS 

EXPECT 
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Sutton, president of Inner City Broadcasting 
Corp.; Eugene Jackson, president of Unity 
Broadcasting; James Hutchinson, execu 
Live vice president of Inter Urban Broadcast- 
ing, and James Winston, executive director 
of the NABOB 

A joyful noise 

A coast -to -coast radio program service em- 
phasizing contemporary Christian music is 
expected to debut in late March or early 
April, according to principals behind the In- 
terstate Satellite Network. The network will 
be based at the Santa Ana, Calif., studios of 
KYMS(FM) and will present artists including 
Debbie Boone. Amy Grant. Donna Summer. 
U2 and Petra. 

We felt a need for this kind of program- 
ing, especially among AM stations," ex- 
plained Don Cartmal, vice president and 
general manager of the network. He said 
over 100 stations have expressed interest in 
the service, which will be satellite distribut- 
ed initially from KYMS to two other Interstate 
Broadcasting Inc. owned stations, KRDS(AM) 

Phoenix and KL'rr(AM) Brighton, Colo (Den- 
ver). 

Gem O'Brien, program director for both 
KYMS and the network, said origination from 
Santa Ana is planned 24 hours a day, seven 
days a week, although a full roll-out is not 
expected before late spring or early summer 
National advertising is being sold by Weiss 
& Powell, a unit of New York -based Inter 
Rep. 

"We will program mostly music, O'Brien 
told BROADCASTING, in a tight and exciting 
format. There may be some music oriented 
features as well." 

Cartmal said the Interstate Satellite Net- 
work will target both men and women aged 
25- to -49, with an emphasis on those in their 
early 30's. Rates have not been established, 
he said 

Benchmark for 'Newsmark' 

CBS Radio News marked the first anniversa- 
ry of Newsmark as a weekly series last week- 
end (Feb. 28 -March 2)-the show is fed on 
Friday at 2:30 p.m.- -with a special broad- 
cast featuring excerpts from some of the 
past year's programs. Reports during year 
have ranged from AIDS and drugs in sports 
to health care and the elderly. The 30-min- 
ute information series also explores aspects 
of American life such as the plight of farmers 
and poverty in Appalachia. Newsmark, 
which is anchored by different CBS News 
correspondents, including Charles Kuralt. 
Bill Moyers, Dan Rather and Diane Sawyer, 
originally began as a monthly series in July 
1975. 

Continuing relationship 

Adolph Coors Co. has renewed its sponsor- 
ship of Coors Inside Black America, a series 
of 60- second radio features examining per- 
sonalities, events and issues of significance 
to black Americans. The series places em- 
phasis on achievements by blacks in the 
arts, education, business, science, medi- 
cine and entertainment. The program, en- 
tering its second year, is produced by the 
Atlanta -based Dayn -Mark Co. Stations 
clearing Coors Inside Black America include 
KJLH(FM) Los Angeles, WLNR(FM) WJPC(AM) 
Chicago and WVEE(FM) WAOK(AM) Atlanta 
For information (800) 525 -3786. 

They're paying our song. On the eve of last Tuesday's (Feb. 25) Grammy Awards, NBC 
Nightly News aired a "special segment" report on "payola " - -the practice of record 
promoters paying radio station personnel to play new releases in hopes of boosting 
record sales- saying it is "tainting" today's rock music business, "with a group of indepen- 
dent promoters playing a major role." The report said that "several authorities are investi- 
gating a possible Mafia connection." NBC News Correspondent Brian Ross who an- 
chored the special NBC report, labeled it "the scandal of the [music] industry." 

In NBC's report, disk jockey Don Cox of WHYI(FM) Miami told Ross that "some promoters 
will do almost anything to get their records played and earn their big fees from the record 
companies." In particular, Cox described payoffs in the form of drugs and money that he 
had refused. "Disk jockeys and program directors elsewhere, who said they were afraid to 
go on camera, tell the same story Cox does about payoffs of cash, cars, expensive 
watches, drugs and nights with women sent over by the promoters," said Ross 

Ross also reported that payola has been affecting the outcome of weekly hit music 
charts in trade publications, with independent promoters persuading certain radio sta- 
tions to make false reports about a record's on -air performance 

Sources indicate that a number of types of payola have survived from the earliest days 
of rock music. But they also point out that other formats are not immune to the practice. 

WHY T WIN AT COUNTRY? 
Now is your chance! We're finishing up our 

new country music format. We want your input 
as to what you would want in a country format 
if it were built to your specifications. Send this 
back to us, we'll use your input as we wrap up 
the format. The entry form will go into our 
N.A.B. contest barrel. The winner drawn out 
during the show will receive one year of free 
country programming! 

Name Station 

Address Zip 

Phone( I Present Format 
Area Code 

If I could have it the way 1 want, I would- 

While at the show, visit us at Booth 2493. 
Drawing to be held Tuesday, April 15th at 3:00 p.m. in the Dallas 
Convention Center. 

One entry per station please! Void where prohibited. 

ALTERNATIVE PROGRAMMING, INC. 
2501 Oak Lawn, Suite 365 

Dallas, Texas 75219 
1 -800- 231 -2818 
(214) 521 -4484 
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Closing Closing 
Wed Wed 

Feb 26 Feb 19 

ac)@,hL 
Market 

Capitali- 
Net Percent PIE zation 

Change Change Ratio (000.000) 

BROADCASTING 

N Capital Cities /ABC 238 3/4 237 1 

N CBS 123 1/2 124 - 
0 Clear Channel 17 3/4 17 3/4 

0 Guff Broadcasting 11/16 3/4 - 
0 Jacor Commun 7 6 5/8 

O LIN 40 1/4 36 7/8 3 

0 Malrate 14 1/4 13 1/4 1 

0 Mainte 'A' 14 1/8 13 1 

A Price Commun. 9 1/8 9 

0 Scripps Howard 48 51 - 3 

0 SunGroup Inc 4 1/4 4 1/4 

N Taft 90 1/4 90 1/4 

0 TVX Broadcast Group .. 11 1/8 11 

0 United Television 26 3/4 27 - 

3/4 .73 22 

1/2 - 0.40 27 

26 

3.102 
2.894 

52 
1/16 - 833 30 
3/8 5.66 39 
3/8 9.15 27 1,062 

7.54 17 119 

1/8 8.65 17 59 

1/8 1.38 67 

- 5.88 16 495 
7 

20 815 
1/8 1.13 46 65 
1/4 - 0.92 81 292 

BROADCASTING WITH OTHER MAJOR INTERESTS 

N A.H. Belo 48 7/8 49 5/8 - 3/4 - 1.51 

A Adams Russell 33 1/4 32 3/4 1/2 1.52 

A Affiliated Pubs 40 3/4 38 1/4 21/2 6.53 

N American Family 38 7/8 37 1/8 1 3/4 4.71 

0 Assoc. Commun. 37 37 
N Chris-Craft 55 56 1/8 - 1 1/8 - 2.00 
N Gannett Co. 68 3/4 65 7/8 2 7/8 416 
N GenCorp 74 1/4 74 5/8 - 3/8 - 050 
0 Gray Commun. 116 116 

N Jefferson-Pilot 50 49 1 2.04 

N John Blair 25 3/4 24 1/4 1 1/2 6.18 

0 Josephson Intl. 8 1/2 7 7/8 5/8 7.93 

N Knight-Ridder 47 46 3/8 5/8 1.34 

N Lee Enterprises 43 3/4 45 3/4 2 4.37 

N Liberty 35 1/2 34 3/4 3/4 2.15 

N McGraw -Hill 55 54 5/8 3/8 .68 

A Media General 82 78 1/2 3 1/2 4.45 

N Meredith Corp. 74 71 5/8 2 3/8 3.31 

0 Multimedia 33 7/8 31 2 7/8 9.27 

A New York Times 60 56 3/8 3 5/8 843 
0 Park Commun. 23 22 1/4 3/4 3.37 

N Rollins Commun. 27 3/8 26 7/8 1/2 1.86 

T Selkirk 24 1/2 23 1 1/2 6.52 

0 Stauffer Commun 110 110 

A Tech /Ops Inc. 27 28 - 1 - 3.57 

N Times Mirror 58 5/8 57 5/8 1 1.73 

N Tribune 61 3/4 59 5/8 2 1/8 156 
A Turner Bcstg. 12 3/4 13 5/8 - 7/8 - 842 
A Washington Post 146 139 7 5.03 

CABLE 

A Acton Corp. 1 3/4 2 - 1/4 -12.50 
0 AM Cable TV 2 2 1/4 - 1/4 - 11.11 

N American Express 65 61 3/8 3 5/8 5.90 

N Anixter Brothers 22 22 1/4 - 1/4 - 1.12 

0 Burnup & Sims 7 5/8 7 1/2 1/8 1.66 

0 Cardiff Commun. 1 3/16 1 1/8 1/16 5.55 

N Centel Corp 50 3/4 49 5/8 1 1/8 2.26 

0 Comcast 25 7/8 24 1/8 1 3/4 7.25 

N Gen. Instrument 20 3/8 21 - 5/8 - 2.97 

N Heritage Commun. 23 3/8 22 3/8 1 4.46 

0 Jones Intercable 9 1/8 8 3/8 3/4 8.95 

T Maclean Hunter 'X' 16 5/8 16 5/8 3.90 

A Pico Products 2 5/8 2 3/4 - 1/8 - 4.54 

0 Rogers Cable 13 1/4 13 1/4 1.92 

0 TCA Cable TV 26 25 3/4 1/4 .97 

0 Tele- Commun 40 1/8 40 3/8 - 1/4 - 0.61 

N Time Inc 66 7/8 62 4 7/8 7.86 

0 United Artists Commun.. 27 7/8 26 1 7/8 7.21 

N United Cable TV 41 1/8 38 7/8 2 1/4 5.78 

N Viacom 55 1/4 54 1/2 3/4 1.37 

23 565 
21 205 

25 749 
19 1,165 

176 

39 351 

22 5,517 
21 1,625 
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Wed Wed 
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SERVICE 

Net 
Change 

Market 
Capitali - 

Percent PIE zation 
change Ratio (000,000) 

O BBDO Inc. 58 1/2 53 5 1/2 10.37 20 376 

0 Compact Video 6 5/8 7 - 3/8 - 5.35 28 

N Comsat 38 3/4 39 3/4 - 1 - 2.51 11 701 

0 Doyle Dane B 19 3/4 19 3/4 3.94 13 104 

N Foote Cone & B. 61 1/4 57 1/2 3 3/4 6.52 15 232 

0 Grey Advertising 217 204 13 6.37 13 130 

N Interpublic Group 51 7/8 48 3/4 3 1/8 6.41 17 565 

N JWT Group 37 1/4 37 1/4 .67 21 337 

A Movielab 7 1/2 7 3/4 - 1/4 - 3.22 12 

0 Ogilvy Group 49 1/4 48 1/4 1 2.07 15 450 

0 Sat. Syn. Sys t 9 3/4 10 1/4 - 1/2 - 4.87 37 56 

0 Telemation 6 1/4 5 3/4 1/2 8.69 6 7 

A Unite! Video 7 7/8 7 1/2 3/8 5.00 17 

N Western Union 9 1/4 9 1/2 - 1/4 - 2.63 225 

0 American Nat. Ent 2 

0 Barris Indus 19 

N Coca -Cola 92 

N Disney 131 

N Dow Jones & Co. 50 

0 Financial News 9 

0 Four Star 6 

A Fries Entertain. 15 

N Gulf + Western 56 

0 King World 39 

A Lorimar- Telepictures. 23 

N MCA 47 

N MGM /UA 25 

N Orion Pictures 12 

N Playboy Ent 9 

0 Reeves Commun 15 

0 Republic Pictures 'A' .. . 11 

0 Republic Pictures 'B' . 10 

0 Robert Halmi 3 

0 Sat. Music Net. 6 

N Warner Communications 37 
0 Westwood One 49 

PROGRAMING 
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21 - 1 1/4 

86 1/2 6 

126 3/8 5 3/8 
48 5/8 1 1/2 

9 5/8 - 1/4 

6 1/2 - 1/4 

13 5/8 2 1/4 

53 1/8 3 1/8 

42 1/4 - 2 3/4 

24 1/8 - 3/8 

47 1/8 - 1/8 

25 3/8 
12 3/8 3/8 

9 1/4 

15 1/2 3/8 
11 7/8 1/4 

9 3/4 1/4 

3 5/8 1/8 

6 1/2 1/8 

37 7/8 1/2 

54 3/4 5 1/2 

ELECTRONICS/MANUFACTURING 

N 3M 95 5/8 98 1/4 - 2 5/8 

N Allied -Signal 50 3/4 50 1/4 1/2 

N Arvin Industries 24 7/8 25 1/4 - 3/8 

0 C -Cor Electronics 6 1/2 6 5/8 - 1/8 

0 Cable TV Indus 3 1/8 3 1/8 

A Cetec 7 1/4 7 3/8 - 1/8 

0 Chyron 5 7/8 6 1/2 - 5/8 

A CMX Corp 1 3/8 1 3/8 

A Cohu 8 5/8 11 1/4 - 2 5/8 

N Conrac 16 1/2 17 3/4 - 1 1/4 

N Eastman Kodak 58 3/4 50 1/2 8 1/4 

N General Electric 75 1/2 75 1/2 

0 Geotel Inc 1 3/4 1 5/8 1/8 

N Harris Corp. 30 3/4 29 7/8 7/8 

N M/A Cont. inc. 15 3/4 15 1/4 1/2 

0 Microdyne 5 1/8 5 1/4 - 1/8 

N Motorola 43 1/2 44 5/8 - 1 1/8 

N N.A. Philips 42 1/2 42 1/4 1/4 

N Oak Industries 1 3/4 1 3/4 

N RCA 62 1/8 61 5/8 1/2 

N Rockwell Intl. 39 5/8 37 3/4 1 7/8 

N Sci- Atlanta 14 13 1 

N Sony Corp 19 7/8 19 1/2 3/8 

N Tektronix 63 1/8 63 3/4 - 5/8 

N Varian Assoc. 28 7/8 29 3/8 - 1/2 

N Westinghouse 47 5/8 48 1/2 - 7/8 

N Zenith 23 21 7/8 1 1/8 
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- 23 33 8 15 

- 7.04 19 99 
16.33 18 13,258 

.66 14 34,398 
7.69 29 6 

2.92 20 1,237 

3.27 20 685 
- 2.38 23 23 

- 2.52 71 5,183 
.59 15 1,227 

53 

.81 15 5,576 
4.96 10 5,916 
7.69 19 327 
1.92 13 4,589 - 0.98 18 1,249 

- 1.70 41 615 

- 1.80 13 8,318 
5.14 531 

Standard & Poor's 400 . . 247.52 242.03 5.49 2.26 

T- Toronto, A- American, N-NY, O -OTC. Bid prices and common A stock used unless for the previous 12 months as published by Standard & Poor's or as obtained by 
otherwise noted. "0" in P/E ratio is deficit. P/E ratios are based on earnings per share BROADCASTING5 own research. 
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Financial puzzle 
at Pulitzer 
Family feud and ownership offers 
by others rock media company 

Disagreements within a media dynasty once 
again spilled onto the business news pages 
last week as the third and fourth -generation 
descendants of Joseph Pulitzer publicly dis- 
puted the future ownership of the St. Louis - 
based broadcasting and publishing concern. 

At issue is whether the Pulitzer Publishing 
Co. will remain a family -owned enterprise, 
or at least a family -controlled enterprise, or 
whether it will be sold to the highest bidder. 

One outside bid to buy Pulitzer Publishing 
for $500 million had been made on Feb. 21 
by Alfred Taubman, a Bloomfield Hills, 
Mich. -based investor 'and real- estate devel- 
oper, who has paid certain Pulitzer family 
members $10 million for the option to buy 
their stock -20% of the outstanding shares. 
Meanwhile, other family members, includ- 
ing two at the company's helm, are moving 
ahead with plans for a different corporate 
restructuring. Michael Pulitzer, the com- 
pany's vice chairman, said that an initial 
public stock offering was a "likely possibil- 
ity." 

At the center of the drama are, on one 
side, Michael Pulitzer and his half -brother 
and company chairman, Joseph Pulitzer III 
(known as Joseph Pulitzer Jr.). On the other 
side are the latter's two sisters, Elanor Hem - 
pelmann and Kate Davis Quesada, and the 
latter's two sons, Richard and Peter. In addi- 
tion, there are a host of lawyers and invest- 
ment bankers. 

Events leading up to last week had been 
going on as an all -in- the -family affair for 
close to half a year. But last week somebody 
chose to leak the situation to the press - 
three newspapers ran the story the same day. 
And with necessary decisions looming in the 
not -too -distant future, the litigation and per- 
sonal acrimony avoided so far threatened to 
break out in the open. 

The object of attention is a broadcasting 
and publishing empire that began with the 
St. Louis Post -Dispatch in 1878. Now 
sources say that more than half the corn - 
pany's worth lies in the seven television sta- 
tions and the two radio stations it has since 
added (half the profits from the Post -Dis- 
patch itself go to the Newhouse newspaper 
group as a result of a settlement reached 
when Newhouse agreed to give up its owner- 
ship of the St. Louis Globe -Democrat). Other 
properties include the Arizona (Tucson) Star 
and some Chicago -based weekly and other 
newspapers. 

The television stations (three NBC affili- 
ates and four ABC affiliates) are: wvrA(TV) 
Fort Wayne, Ind.; WLKY-TV Louisville, Ky.; 
KETV(TV) Omaha; KOAT(TV) Albuquerque; 

141° 41 

Michael Pulitzer Joseph Pulitzer Jr. 

WXII -TV Winston- Salem, N.C.; wGAL -Tv 
Lancaster, Pa., and wtFF -TV Greenville, 
S.C. Pulitzer also owns KTAR(AM)- KKLT(FM) 
Phoenix. 

Phoenix, coincidentally, is the location of 
an AM -FM combination of which Taubman 
was half owner of between 1981 and 1984, 
when he sold his interest to his two partners 
for approximately $2 million ("Changing 
Hands," Jan. 23, 1984). Another example of 
Taubman's media inclination is the reliable 
report that he took a close look at making a 
bid for the Evening News Association before 
deciding against buying it. 

According to a spokesman for Taubman, 
his wealth (which Forbes estimated at more 
than $600 million) comes from two sources, 
the control of about 20 "real estate retail 
centers [primarily shopping malls]" and in- 
vestments. Those investments include the 
A &W company (company -owned and fran- 
chised restaurants); the Washington -based 
department store chain, Woodward & Loth - 
rop (bought in 1984); art and a 60% owner- 
ship of Sotheby's (auctioneer), and a major- 
ity interest in the Oakland Invaders, a 
currently inactive football franchise in the 
United States Football League. The real es- 
tate company is legally separate from Taub- 
man Investment Co., which is making the 
Pulitzer bid. 

The turmoil at Pulitzer Publishing has 
been caused by the family members' diffi- 
culties in liquidating their shares of the in- 
herited wealth. (Such was also the case at 
other family -owned media companies in the 
past 12 months, such as Multimedia, The 
Evening News Association, the Register and 
Tribune Co., the Courier -Journal and Louis- 
ville Times Co. and, to a certain extent, Out- 
let Communications.) 

Certain Pulitzer family members have in- 
dicated a desire to sell their holdings, wheth- 
er for estate -tax purposes (which Peter Que- 
sada said is primarily the case for his 
mother) or because they believe the current 
bull market for media companies may soon 
end. Another motivation to sell is that the 
Pulitzer Publishing Co. has apparently pro- 
vided little income to its owners. Said one 
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source, "The dividends paid last year were 
less than Joe Jr.'s salary" The estimated fig- 
ures for the company are revenue of about 
$350 million, and cash flow of about $50 
million. 

The highest price family members could 
obtain for their shares would result from the 
sale of the company, a solution opposed by 
both Joseph Pulitzer Jr. and Michael Pulit- 
zer. Together with a third grandson of the 
founder, David Moore, their cousin, they 
signed an agreement last Monday (Feb. 24) 
saying no one of the three would sell his 
stock (which comprises 54% of the total) to 
an outsider until at least March 31, 1987. 

Few other alternatives, such as the con- 
templated stock offering, or a partial buy- 
back of stock, would provide nearly as good 
a price as that obtained from a sale of the 
company (the stock of publicly held media 
companies has traded in recent years at any- 
where from around 40% to three -quarters of 
the companies' market value). For that rea- 
son a public offering of stock will likely be 
opposed by Peter Quesada, and perhaps 
some of the other 14 board members, all of 
who are either family or management, ex- 
cept for one representative of Pulitzer Pub- 
lishing's outside counsel. 

Late last year Hempelmann and the Que- 
sadas apparently were dissatisfied with 
whatever results were being achieved and 
hired an investment banking firm, Lazard 
Freres, to help them realize the highest value 
for their 20.6% ownership. They gave the 
company until the end of January to core up 
with a solution. But Peter Quesada said that 
even before that deadline, his brother was 
told that: "If we didn't like the ways things 
were going, we should sell our shares to an 
outsider." Lazard, after sounding out several 
other potential buyers, approached the Taub- 
man Investment Co. 

Essentially Taubman has paid $10 million 
for an option to buy Hempelmann's and the 
Quesadas' one -fifth ownership for an addi- 
tional $90 million. If he does not choose to 
do so within a year (although his option runs 
longer) those four can force Taubman Invest- 
ment Co. to buy their stock for $20 million 



less during any time over the following two 
years. Furthermore, if the company is sold at 
a higher price the four will receive all or part 
of the per -share premium over what Taub- 
man has offered. 

Michael Pulitzer told BROADCASTING that 
charges the company leadership was 
"stonewalling" were untrue. Peter Quesada 
said: "We worked with the company for 
more than 10 years to try to find a solution." 
Last April, Pulitzer said, the company di- 
rected an investment banking firm, A.G. 
Edwards & Sons, to develop alternative 
ownership structures: "They came up with 
plan for a leveraged buyout, but that came a 
cropper because of tax considerations." 

Those, such as the vice chairman, who 
desire to maintain family control of the com- 
pany are in a stronger position than was the 
case at the closely held Evening News Asso- 
ciation, which only two weeks ago was sold 
to Gannett Co., after a struggle among most- 
ly family owners. 

For one thing Pulitzer Publishing has a 

voting trust (ENA did not have one) that is 
effective through at least 1990. The trust 
controls the 80% of the stock not owned by 
Hempelmann and the Quesadas on all votes 
except a sale of the assets, a matter that is 
passed on to the shareholders. 

Furthermore, the stock within the voting 
trust cannot be sold to outsiders unless it is 
first offered to the company at book value 
(currently less than one -fourth the com- 
pany's estimated market value). Although 
Michael Pulitzer said he could not remember 
if anyone had recently sold back his shares at 
book value, one board member, who asked 
not to be identified, said: "Ten percent of the 
stock was sold back to the company at book 
value within the 1980's." 

Unlike ENA, ownership is more concen- 
trated at Pulitzer (among 20 persons rather 
than several hundred). Bernard Winograd, 
president of Taubman Investment Co., said 
certain holders of the 80% of shares repre- 
sented by the voting trust have indicated a 

desire to see the company sold. Michael Pul- 
itzer said he was not aware of any others 
desiring to sell. 

No allegations of mismanagement have 
surfaced, as they did at ENA. Peter Quesada 
said: "I think everybody would run a com- 
pany differently. Given the fairly conserva- 
tive principles of the management, they have 
done a good job. This is not an aggressively 
managed company ... they have avoided a 
high debt load for instance ... but given their 
style they have done well." 

As of the middle of last week a meeting of 
Pulitzer's board had been scheduled for to- 
day (March 3) at which the Taubman offer 
would be formally considered. Winograd 
said, however, that he expected a response 
little different from the rejection that had 
been indicated up until then. Soon to follow 
will be the board's consideration of whatever 
restructuring plans have been devised by 
A.G. Edwards & Sons and Morgan Stanley 
& Co., which Pulitzer hired after Taubman 
bought his option. 

There are a number of restructuring possi- 
bilities. Certainly the initial public offering 
might have some appeal to management. 
given the recent bullish stock market. The 
offering could be made so that there would 

be two classes of stock, with actual control 
residing in the class that is majority -owned 
by Pulitzer family members. Such an A 
class /B class ownership structure has en- 
abled a number of publicly owned compan- 
ies, including Media General, The New 
York Times Co. and The Washington Post 
Co. to stay under family control. 

Among the options being considered last 
week by Taubman Investment Co. and Salo- 
mon Brothers, which represents it, were to 
make the purchase and settle in for the long 
term, either as a passive investor or as a 
nuisance factor; to challenge the legality of 
last week's agreement among the three ma- 

jority shareholders, and/or to raise the $500 
million bid. Taubman had previously tried 
unsuccessfully to negotiate a deal with the 
company and was forced to make a formal 
bid by the terms of his agreement with Hem - 
pelmann and Quesada. 

Although the Pulitzer suitor has not yet 
talked to nonfamily management, including 
Ken J. Elkins, president and chief executive 
officer of Pulitzer Broadcasting -Winograd 
said it has not yet been allowed to-it will 
undoubtedly lobby them. The Taubman In- 
vestment Co. president said that in previous 
investments, management has been offered 
up to 20% of the equity in the company. 

OffiOEAUNG 
Financial census. Census Bureau is considering gathering financial information from 
networks and radio and television stations concerning revenue and expenses. (FCC 
stopped collecting that data from all stations in 1981.) Bureau would gather information 
using random sample of stations and from all three networks to arrive at one industry 
number to use in gross national product estimate. National Association of Broadcasters, 
however, says it opposes effort. NAB has criticized bureau's use of random sample and 
argues survey is not necessary because information is already available through surveys 
conducted by NAB as well as Television Bureau of Advertising and Radio Advertising 
Bureau. 

Big brothers. Continental Cablevision became second MSO to have taken sizable equity 
position in Adams -Russell Co. (ASE: A -R), as evidenced in 13 -d filing two weeks ago 
with Securities and Exchange Commission. Continental reported purchase of 491,000 
shares, roughly 8% of A -R, Waltham, Mass.-based electronics manufacturer and MSO 
with roughly 145,000 subscribers. First outside MSO to take equity position in A -R was 
Telecable Corp., which began acquiring stock in May 1984, and filed with SEC in 
October 1984, disclosing 11.6% holding which has remained same since. One month 
later, in November 1984, Continental began acquiring A -R shares and for long time 
stayed just below 5% filing requirement. Last month, Boston -based Continental resumed 
purchases which have been made at average price of $26.80 per share. Since 
beginning of February, A -R has risen from about 27 and closed last Monday at 34'/a. 
Management and employes own about 7% of stock, according to David J. McLachlan, 
vice president, finance, as does T. Rowe Price. In 1985, Adams -Russell reported revenue 
of $129 million, 32% from cable, and net income of $9 million, or $1.52 per share. 

Quiet admirer? Robert Springer, president of Western V brad Television is still trying to 
figure out what happened to trading in stock (NSADAQ: WWTV) beginning about week 
after annual NATPE convention (January 17 -21). Stock had traded below one dollar, bid 
for last half of 1985 and through first week following NATPE. Within 10 trading days price 
rose from Vi3 bid to 231/4 bid. Although price has since eased to 21/4 bid during last week, 
trading volume so far in 1986 (135,000 shares) has been greater than last eight months of 
1985. Springer said, "We were waiting for the other shoe to drop in a 13 -d filing (a 

Securities and Exchange Commission form indicating greater than 5% ownership) but so 
far it hasn't happened." Company management owns roughly 40% of stock and with 
1.25 million shares outstanding, Springer estimated float of stock at about 500,000. Los 
Angeles -based Western %%rid has plans for $7- million dollar private placement of 
convertible preferred shares. Springer said net proceeds would be used "to expand co- 
productions, home video and U.S. syndication." 

O 

Waiting for the dough. Sale of microwave -communications subsidiary of Times Mirror 
Co. for $175 million in management -led leveraged buyout fell through last week because 
of financing, company said. Announced in early November 1985, buyout group was also 
to have included investment banking firm of Dillon Read Co., and affiliate of firm, Saratoga 
Partners. Times Mirror Microwave Communications Co. does most of its business with 
telephone companies. 

El 

Recuperating. M /A -Com Inc. Chairman Richard T. DiBona suffered stroke on Friday, Feb. 

21, and last week was reported in satisfactory and improving condition at Leahy Clinic in 

Burlington, Mass. Pending recovery of DiBona, who is also president and chief executive 
officer, company appointed Irving J. Heiman, currently director, as acting chairman, and 
appointed Frank A. Brand, executive vice president and chief operating officer, as acting 
president and CEO. 
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Four Special 
Advertising 
Opportunities 

NAB 

Pre -Convention Issue 
April 7 
Advertising Deadline: 
March 28 

Everyone selling a 
service, concept or 
product to the billion - 
dollar radio/TV market 
must be represented in 
one or more of 
BROADCASTING'S NAB 
Convention specials. 

Convention Issue 
April 14 
Advertising Deadline: 
April 4 

So don't miss these 
unique advertising 
opportunities... 
beginning with the April 
7 Pre -Convention 
Issue... followed by the 
April 14 Convention 
Issue with its bonus 
distribution -at the 
convention ... the April 
21 Post- Convention 
Issue, where it all 
happened is wrapped 
into one package... and 
the April 28 Issue 
provides an in -depth 
look at the exhibit floor 
and the equipment 
displayed during the 
Convention. 

Post -Convention Issue 
April 21 

Advertising Deadline: 
April 11 

For full information on 
positions available -or to 
reserve space -contact 
your nearest 
BROADCASTING 
representative. 

Post -Post Convention Issue 
April 28 
Advertising Deadline: 
April 18 

Washington 20036 
John Andre, Skip Tash 
1735 DeSales Street NW 
202 -638 -1022 

New York 10017 
Dave Berlyn, Charles Mohr 
Ruth Windsor 
630 Third Avenue 
212 -599 -2830 

Hollywood, California 90028 
Tim Thometz 
1680 N. Vine St. 
213 -463 -3148 

You belong in Broadcastingci 



How NAB views NRBA's slush fund 
It's keeping some money as 
insurance in case upcoming 
merger with NAB doesn't work out 

Even though the National Radio Broadcast- 
ers Association board voted unanimously to 
merge with the National Association of 
Broadcasters (BROADCASTING, Feb. 24), it 
has built an escape hatch in case things don't 
work out. It plans to set aside some of it has 
funds as a nest -egg in case the proposed 
union with NAB fails. And that proposal is 
being viewed by some NAB directors with a 
little "apprehension." Nevertheless, NAB 
says it is willing to accept NRBA's decision 
if that's what it takes to unite the two organi- 
zations. 

NRBA's board voted two weeks ago to 
join with NAB but at the same time said it 
will establish an escrow account with the 
money left over after it pays off its debts. 
The association's executive committee will 
oversee the fund, which may be used "at the 
sole discretion" of the committee "as contri- 
butions to nonprofit organizations," includ- 
ing "existing or newly formed broadcast 
trade associations." 

Burger on the bicentennial. Chief. Justice Warren E. Burger will address the National 

Association of Broadcasters annual convention on Wednesday, April 16, in Dallas. He will 

appear before the broadcasters at the close of the convention prior to FCC Chairman 

Mark Fowler. As chairman of the Commission on the Bicentennial of the U.S. Constitution, 

Burger will discuss plans for next year's observance of the events leading up to the 

Constitutional convention and the Constitution itself. (Burger also plans a press confer- 

ence at 10 a.m. that day.) In other convention news, NAB announced that singer Dolly 

Parton will entertain at the closing brunch, instead of Willie Nelson, who canceled due to a 

scheduling conflict. 

Some NAB- directors were expressing a 
"wait and see" attitude concerning the 
NRBA's decision, while others said they 
were concerned. "It's always hard to go into 
a marriage when one party is apprehensive," 
said one director. Gary Capps of Capps 
Broadcasting Group, Bend, Ore., said he 
was "bothered" by the account. "They're 
[NRBA] just as much a part of making this 
work as the NAB board." Nevertheless, he 
stressed it's important not to look at the mat- 
ter as "us versus them." 

NAB's executive committee, however, 
was not troubled by NRBA's decision. 
"When I first saw it, it struck me with all the 

Woolfson Broadcasting Corporation 
(Mark L. Woolfson, Principal) 

has acquired 

WSBY (AM) and WQHQ (FM) 
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sincerity of a prenuptial agreement," said 
radio chairman John Dille of Federated Me- 
dia, Elkhart, Ind. But upon reflection, Dille 
said he felt the decision was made to "com- 
fort" those NRBA members who were not 
party to the negotiations and don't feel that 
"we welcome them as equals." 

Dille also pointed to the remarks made by 
NRBA President Bernie Mann of Mann Me- 
dia, High Point, N.C. Mann said the account 
"gives us the comfort to know that there is an 
opportunity to try to have a radio -only orga- 
nization. But none of us feel that this is go- 
ing to be necessary." 

To accompany the merger agreement, 
NRBA also issued a nonbinding seven -point 
"statement of purpose" that those NRBA di- 
rectors joining NAB's board will work to 
implement within two years. 

As for the statement of purpose, Dille em- 
phasized that all its objectives have either 
been accomplished or are already being ex- 
amined at NAB, so the NRBAs goal of ac- 

tion on those ideas within two years, poses 
no problems. 

Other reaction from IVAB directors was 
mild. William O'Shaughnessy of wvox 
(AM)- WRTN(FM) New Rochelle, N.Y., said he 
hoped NAB would not "get sidetracked" by 
the statement. "There may be some spiritual 
reason why they don't want to use their 
members' dues, but it's a matter that should 
be left to the treasurers of both organizations 
and the lawyers," he said. Moreover, 
O'Shaughnessy said, "I hope an asterisk like 
this would not intrude on the general eupho- 
ria which we all feel as a result of the merg- 
er." 

While NAB radio director Ray Saadi, 
KHOM(AM)- KTIB(FM) Houma, La., also said 
the NRBA's actions sounded like a "prenup- 
tial agreement," he didn't have any problems 
with it. "As long as none of their statement 
changes the basic agreement, then it's OK," 
he said. "I think when they [the NRBA di- 
rectors] get on the NAB board, they'll find it 
is as dedicated as any group to radio." 

And NAB board member David Palmer of 
WATH(AM)- WXTQ(FM) Athens, Ohio, viewed 
the creation of an escrow account as a "spare 
tire," for NRBA members. "I have no prob- 
lems with that." Palmer emphasized that 
"everybody will do their damndest to make 
sure this thing works." 
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WHN(AM)-WAPP(FM) New York and WAVA- 
(AM) Washington Sold by Doubleday 
Broadcasting Co. to Emmis Broadcasting 
for $53 million (see story this page). 
KWHN(AM) -KMAG(FM) Fort Smith, Ark. 
Sold by The Valley Corp. to Johnson Com- 
munications Inc. for $900,000, comprising 
$50,000 cash and remainder note. Seller is 
owned by Horace C. Boren, who has no 
other broadcast interests. Buyer is equally 
owned by Dewey Johnson and James D. Cy- 
pert, former owners of KQXK(AM )-KCIZ(FM) 
Springdale, Ark. KWHN is on 1320 khz full 
time with 5 kw. KMAG is on 99.1 mhz with 
100 kw and antenna 2,000 feet above aver- 
age terrain. 
WIBV(AM) Belleville, III. Sold by Belleville 
Broadcasting Co. to Word of Victory Out- 
reach Inc. for $880,000. Seller is equally 
owned by Marshall True and Marvin Moll - 
ring. It has no other broadcast interests. Buy- 
er is owned by Fairview Heights, I11. -based 
church headed by Rev. Robert L. Mueller, 
Jean Donjon and Donald Nelson. WtBV is on 
1260 full time with 5 kw. 

Cinq et Six TV. Private television took to 
the airwaves for the first time in France 
on Feb. 20, when a new national station, 
La Cinq (Channel Five), began broad- 
casting from the top of the Eiffel Tower in 
Paris. The operation is jointly run by two 
French industrialists, Jerome Sydoux 
and Christophe Riboud, and Silvio Ber- 
lusconi, an Italian broadcasting mag- 
nate with more than 55 stations and the 
largest private TV network in Italy and 
new television interests in Spain. The 
station will broadcast movies, serials, 
game shows and news and is expected 
to have an annual budget of between 
$125 million and $250 million. 

Private television first became a pos- 
sibility in France last August, when 
French President Francois Mitterand, in 
a decision which has since aroused dis- 
sent from both his political opponents 
and some supporters, authorized 40 
private TV stations, two national and the 
remainder local. Mitterand's Socialist 
government also approved private ra- 
dio in 1982 for the first time since before 
World War II, and several hundred pri- 
vate radio stations are now on the air. 

The second private TV channel, La 
Six (Channel Six), was scheduled to be- 
gin broadcasting last week. Fashioned 
primarily as a music video station, it is 
principally owned by Publicis, a state - 
controlled advertising agency, Gau- 
mont, a film producer and distributor, 
and private radio station NRJ, with inter- 
ests held by recording companies in- 
cluding CBS. 

The new TV stations expect to have 
access to two of the four channels on 
the French high -power Ku -band broad- 
cast satellite TDF -1, which is set to be 
launched in 1986. 

KGBX(AM) Springfield, Mo. Sold by Spring - 
corn Inc. to KGBX Communications Inc. for 
$776,000, comprising $726,000 cash and 
remainder note. Seller is owned by Alfred 
Sikes and his wife, Martha; Noel Boyd and 
family; J. Neal Etheridge and family, and 
Gary Canaler and his wife, Judith. It also 
owns KJAS(AM)- KJAQ(FM) Cape Girardeau, 
Mo., and has interest in KRMS(AM) -KLYC(FM) 
Osage, Mo. Sikes has been nominated to 
head Commerce Department's National 
Telecommunications and Information Ad- 
ministration ( "Top of the Week," Feb. 24). 
Buyer is headed by H. Allan Thompson, sta- 
tion's general manager. It has no other 
broadcast interests. KGBx is on 1260 khz 
full time with 5 kw. 
WYDE(AM) Birmingham, Ala. Sold by Sud- 
brink Broadcasting of Birmingham Inc. to 
WYDE Broadcasting of Alabama Inc. for 
$740,000 cash. Seller is principally owned 
by Robert W. (Woody) Sudbrink. It recently 
traded KBCQ(AM) -KCKN(FM) Roswell, N.M. 
for Witt(TV) Richmond, Va., pending FCC 
approval. Sudbrink also owns three other 
AM's and one TV. Buyer is owned by L. 
Rogers Brandon and his brother, Anthony, 
who own American General Media Corp., 
Arroyo Grande, Calif. -based group of three 
AM's and two FM's. WYDE is on 850 khz 
with 50 kw day and 1 kw night. 
For other proposed and approved sales, see 
"For the Record," page 84. 

Doubleday takes 
Emmis bid for 
radio stations 
With sale of its last three 
radio properties, Doubleday 
exits broadcasting 

Doubleday & Co. will soon be out of broad- 
casting. The large publishing concern has 
signed a letter of intent with Indianapolis - 
based Emmis Broadcasting for the sale of its 
three remaining radio properties, WHN(AM)- 
WAPP(FM) New York and WAVA(FM) Washing- 
ton, for a total of $53 million. Approximate- 
ly $15 million went for WHN, $21 million for 
WAPP and $17 million for WAVA. Doubleday 
had paid a combined $29 million for the 
properties between 1981 and 1984. 

The sale took place with such speed - 
only a week after Doubleday officially an- 
nounced the stations were going on the block 
( "In Brief," Feb. 17) -that it took many po- 
tential bidders out of the hunt. Emmis 
Broadcasting President Jeff Smulyan said he 
had been interested in the three stations for 
some time and first approached the company 
about their availability last fall. Smulyan 
said he has already received several sale in- 
quiries on the outlets. "We are definitely go- 
ing to hold onto them. We are not buyers and 
sellers. We are broadcasters and we plan to 
make the stations an integral part of our 
chain," said Smulyan. 

Emmis, which means truth in Yiddish. 

December 30,1985 

Sudbrink Broadcasting 
has completed the sale of the assets of 

WLAC -AM /FM 
Nashville, TN 
to a subsidiary of 

Price Communications Corporation 

The undersigned initiated this transaction 
and represented the seller in the negotiations 
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currently owns WENS(FM) Indianapolis, 
WLOL(FM) Minneapolis, KSHE(FM) St. Louis 
and KPWR(FM) (formerly KMGG[FMI) L9s An- 
geles. It was founded five years ago: 

Although Emmis is shown to have a fairly 
good track record for increasing revenues at 
its stations -three of Emmis's stations im- 
proved their cash flow for the fiscal year 
ending Feb. 28, 1985 -the New York prop- 
erties, which sources say are operating any- 
where from a negative cash flow base to 
break -even at best, should prove to be a 

challenge for the growing firm. Country-for- 
matted WHN, even with its carriage of New 
York Mets baseball, slipped from a 2.8 12- 
plus metro share (Monday through Sunday, 6 
a.m. to midnight) in the summer 1985 Arbi- 
tron report, to 2.2 in the fall book. And 
contemporary hit WAPP hasn't been able to 
put a dent into the rock radio scene in New 
York, pulling only a 1.7 overall metro share 
in the latest Arbitron book. WAPP, however, 
recently received FCC approval to switch 
from a directional to a nondirectional anten- 
na, which is expected to help its signal 
strength. 

Smulyan said he found WHN attractive be- 
cause of its format exclusivity, strong signal 
and relationship with the Mets. He added 
that research is being done on WAPP, but it 
was too early to discuss the possibility of a 
format change. "Hopefully, with a more ag- 
gressive approach in marketing and promo- 
tion, our cash flow situation [at the New 
York stations] will improve," said Smulyan. 

Contemporary hit WAVA, on the other 
hand, doesn't appear to be a problem spot for 

Smulyan 

Emmis, finishing with a solid 4.0, 12 -plus 
metro share in the fall Arbitron report for 
Washington. It has consistently done well in 
the ratings for the past several years. 

Emmis has funds available for the pur- 
chase through its sale of $50 million in sub- 
ordinated debentures and another $11.2 mil- 
lion in common stock and subordinate 
convertible notes (BROADCASTING, Dec. 9, 
1985). 

Handling the sale for Doubleday was its 
former broadcasting president, Gary Ste- 
vens, now first vice president in the financial 
department for Wertheim & Co., a New 
York -based investment banking firm. Repre- 
senting Emmis Broadcasting was Morgan 

AMERICOM 

has quietly brought 

Radio Station Owners 

$40,000,000.00 

in the last 4 months 
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Stanley & Co. 
WHN(AM) is on 1050 khz full time with 50 

kw. WAPP is on 103.5 mhz with 5.8 kw and 
antenna 1,390 feet above average terrain. 
WAVA is on 105.1 mhz with kw and antenna 
500 feet above average terrain. 

Doubleday has been in the broadcasting 
business since 1968 when it purchased four 
radio and three television stations from 
Trigg- Vaughn. 

ANA's two -day 
advertising blitz 
Annual TV and media workshops 
in New York feature Tinker, 
Turner; poll on split 30's 
unveiled; people meter debated 
Speakers at the annual television and media 
workshops of the Association of National 
Advertisers in New York last week focused 
on ways to meet the challenges in a changing 
advertising environment shaped by new me- 
dia competition, growth in media services, 
zapping of television commercials and the 
15- second and split -30 commercials. 

Approximately 650 advertiser, agency 
and media executives attended the two -day 
meeting, highlighted by talks from Grant 
Tinker, president and chief executive officer 
of NBC, and Ted turner, chairman, presi- 
dent and chief executive officer of Turner 
Broadcasting System. The two were fea- 
tured luncheon speakers - Tinker on Tues- 
day, Feb. 25, and 'Rimer Wednesday, Feb. 
26. 

Tinker, in an unusual stance, extended 
"thanks" to cable, pay networks, ad hoc net- 
works, independent stations and the rest of 
the new technologies. "We owe them a debt 
of gratitude." 

He said a few years ago, network TV 
shares began to decline as competition from 
new media and independents became more 
intense. "We at the networks have to thank 
the newcomers for the kick in the pants they 
gave us," he said. "They forced us to think 
more carefully about our business and where 
it was going." 

To stem the erosion in network shares, 
Tinker continued, NBC sought out creative 
workers and encouraged their ideas. This 
resulted, he said, in better programing. "All 
three networks now seem to be taking a more 
careful, more reflective stance on program- 
ing. And we're seeing results." 

Tinker predicted network television will 
be around for a long time and said that with 
all its faults, people enjoy it. In this diverse 
society, he said, this "most diverse commu- 
nications system plays a unique and neces- 
sary role." 

Ted Milner was almost as conciliatory as 
Tinker. He said at the outset he was not going 
to berate the networks, as he usually does, 
but still made some good -natured jibes. 
limier seemed to concentrate on wooing the 
audience of top advertisers and their agen- 
cies. He pitched the MGM library of 3,000 
films and the Goodwill Games in Moscow 
next year, to which he holds broadcast 
rights. 

Turner did not avoid criticism of the tele- 



Tinker 

vision establishment completely. At one 
point, he noted that several of his competi- 
tors have been sold while he is still intact, 
referring to ABC, NBC, MTV and Metro- 
media. He provoked laughter when he said 
CBS remains unsold, but added, "It would 
have changed hands if I had my way." 

'Rimer envisioned a successful business in 
feature film syndication with the MGM li- 
brary, pointing to motion pictures such as 
"Wizard of Oz," "Casablanca," "Gone With 
the Wind" and various cartoon classics. He 
was equally enthusiastic in describing the 
value of the Goodwill Games and urged ad- 
vertisers to consider buying into the events, 
which begin next July 5. "The only advertis- 
ing commitment I have is from Pepsi," Turn- 
er said. "I'm sure other advertisers will want 
to come in." 

Robert Lilley, director of media and net- 
work programs, SSC &B Lintas, reported 
the results of a poll on split 30- second televi- 
sion commercials, conducted among media 
professionals. Lilley cautioned that the poll 
was not scientific or projectable. 

Among the findings: Networks will be 
forced to revise TV commercial require- 
ments as shorter -length spots increase; 15's 
will account for about 25% of all units car- 
ried by the end of 1986, up from 17% in 
January 1986; daytime will continue to be 
used heavily but prime also will be used; 
product protection will become a significant 
problem, and magazines and spot TV will be 
most hurt by the expanded use of 15's. 

The trio of speakers on the people meter 
included Stephen Buck, chief executive offi- 
cer of AGB Television, who said the adver- 
tising industry has endorsed the concept of 
these meters, but has to decide which system 
to choose. He said AGB is content to rely on 
tests conducted in Boston and on its track 
record of commercial service in seven coun- 
tries. He announced at the workshop that Ted 
Bates and Grey Advertising have joined as 
subscribers to AGB's people meter. 

James Spaeth, director of media services, 
ScanAmerica, discussed his firm's people 
meter and the validation tests held in Den- 
ver. He said the tests are progressing well 
among a sample of 200 households; the 
company will expand the sample periodical- 
ly to reach 10,000 homes by 1990. He noted 
its meter system is the only one to provide 
store marketing data. 

Clifford A. Botway, chairman of Clifford 
Botway Inc., a media service, upset the 
equilibrium of some of the ANA attendees 
by suggesting that all but the extremely large 
advertising agencies get out of the media 
business and concentrate on creative. He 
said that in the present environment of agen- 

cy buy -outs and mergers, even the agencies 
with billings of $50 million to $100 million 
cannot compete with media services. 

'Ten years from today, all media will be 
negotiated and placed either by the top three 
or four mega agencies or by independent 
media buying agencies with the skill and 
power to compete with them," he said. 

Ron Kaatz, senior vice president and U.S. 
director of media concepts, J. Walter 
Thompson USA, discussed the growth of 
zapping, and called on the advertising indus- 
try to come up with suggestions to reduce it. 

He suggested the "compelling commercial 
cluster" which stresses compatible and rel- 
evant placement of commercials (a furniture 
wax next to a carpet deodorant, rather than a 
pizza restaurant); "the viewer competition" 
offering large prizes via contests that require 
the viewer to be there at the set; "the viewer 
active split screen" that would reward the 
consumer with more programs to watch by 
showing commercials in only part of the 
screen, and "the prime prime time pod," on 
which a program ends with credits, not with 
several promotion spots and commercials. 

Fourth and Fifth Estate honorees. On Tuesday, Feb. 25, The National Press Foundation 
honored Don Hewitt, executive producer of CBS's 60 Minutes , with its third annual Sol 
Taishoff lifetime achievement award for distinguished service to broadcast journalism. 
The award was named after the late co-founder and editor of BROADCASTING magazine. 
Hewitt was the first behind -the -camera recipient, the previous winners being ABC anchor 
Ted Koppel and NBC commentator John Chancellor. Also honored at the NPF awards 
dinner were John Johnson, editor and publisher, Johnson Publishing Co., who received 
the award for distinguished contributions to the quality of journalism, and John Quinn, 
editor of Gannett's USA Today and executive VP and chief news executive of Gannett 
Co., who received the editor of the year award. 

In his remarks, Hewitt took network television to task for its role in political campaigns. 
"If I were in charge of television," said Hewitt, "the way Peter Uberroth is of baseball...I'd 
rule out paid political advertising. The real disservice being done to the election process 
is in asking the public to choose not between one candidate and another but one 
commercial and another." He also talked of the "much too close-almost symbiotic- 
relationship we've allowed to exist between politicians and television." He felt that primary 
coverage was overblown and that "by the time all the primaries are over, the political 
conventions have become little more than two big parties thrown by two big parties to take 
advantage of a whole lot of free air time." Of the conventions he said: "The politicians 
meeting there are now extras in our television show... When I first went to political 
conventions we were there as observers and reporters; today we are there as partici- 
pants. And there's something a lot wrong with that." Hewitt added: "We should continue to 
go to news conferences and ask hard questions. We should follow candidates on the 
campaign trail ... but it's time we stopped being their soapbox." 

Pictured above left, Hewitt (r) receives award from NPF Chairman Robert Farrell. Above 
right (I -r) are award winners Hewitt, Johnson and Quinn. 

The effective link 
between buyer and seller. 

Confidential, ethical, professional and experienced. 
The effective link between buyer and seller for 
successful broadcast and cable transactions. 

NF&A 
Norman Fischer & Associates, Inc. 

Media Brokerage Appraisals Management Consultants 
1209 Parkway Austin, Texas 78703 (512) 476 -9457 

Broadcasting Mar 3 1986 

83 



Recorda HOr 

As compiléd by BROADCASTING, Feb. 19 
through Feb. 26, and based on filings, au- 
thorizations and other FCC actions. 
Abbreviations: AFC -Antenna For Communications. 
AU- Administrative Law Judge. alt. -alternate. ann.- 
announced. ant.- antenna. aur.- aural. aux. -auxiliary. 
CH -critical hours. CP- construction permit. D-day. 
DA -directional antenna. Doc- Docket. ERP -effective 
radiated power. HAAT -height above average terrain. 
khz- kilohertz. kw- kilowatts. rn-meters. MEOC- 
maximum expected operation value. mhz- megahertz. 
mod.- modification. N- night. PSA- presunrise service 
authority. RCL- remote control location. S- A-Scientific- 
Atlanta. SH- specified hours. SL -studio location. TL- 
transmitter location. trans.- transmitter. TPO-transmitter 
power output. U- unlimited hours. vis.- visual. w -watts. '- noncommercial. 

Ownership Changes 

Applications 

WYDE(AM) Birmingham, Ala. (850 khz; 50 kw -D; 1 

kw -N) -Seeks assignment of license from Sudbrink Broad- 
casting of Birmingham Inc. to WYDE Broadaasting of Ala- 
bama Inc. for $740,000 cash. Seller is principally owned by 
Robert W. (Woody) Sudbrink. It recently traded KBCQ 
(AM)- KCKN(FM) Roswell, N.M., for WTLL(TV) Rich- 
mond, Va., pending FCC approval. It also owns 
KAAY(AM) Little Rock, Ark.; WCBF(AM) Seffner and 

WBIX(AM) Jacksonville, both Florida, and WCEE(TV) 
Mount Vernon. Ill. Buyer is owned by L. Rogers Brandon 

and his brother, Anthony, who own American General Media 
Corp., Arroyo Grande, Calif. -based group of three AM's 
and two FM's. Filed Feb. 13. 

KWHN(AM)- KMAG(FM) Fort Smith, Ark. (AM: 1320 

khz; 5 kw -U; FM: 99.1 mhz; 100 kw; HAAT: 2,000 ft.)- 
Seeks assignment of license from The Valley Corp. to John- 
son Communications Inc. for S900.030, comprising 
550,000 cash and remainder note. Seller is owned by Horace 

C. Boren, who has no other broadcast interests. Buyer is 

equally owned by Dewey Johnson and James D. Cypert, 
who have no other broadcast interests. They were former 
owners of KQXK(AM) -KCIZ(FM) Springdale, Ark. Filed 
Feb. 12. 

KOWL(AM) South Lake Tahoe, Calif. (1490 khz; I kw- 
D; 250 w -N) -Seeks assignment of license from KOWL 
Inc. to Isenberg Media Corp. for assumption of liabilities. 
Seller is owned by James Swanson and David Isenberg, who 

have no other broadcast interests. Buyer is owned by Isen- 
berg and family. with Ernie Viera and Roger Bearwolf, who 

have no other broadcast interests. Filed Feb. 18. 

WROD(AM) Daytona Beach, Fla. (1340 khz; 1 kw- 
D)--Seeks assignment of license from Daytona Beach Radio 

Ltd. to La Paz Broadcasting Inc. for 81.2 million, compris- 
ing 51.1 million cash and remainder note. Seller is principal- 
ly owned by Barry Gerber. It has no other broadcast inter- 
ests. Buyer is owned by Anthony deHaro Welch and his 

wife, Shirley. He is former general manager of KRLD(AM) 
Dallas. Filed Feb. 11. 

WIDS(AM) Russell Springs, Ky. (570 khz; 250 w -D)- 
Seeks assignment of license from Communications Ideas 

Inc. to Maddox Broadcasting Inc. for 5125.000 cash. Seller 
is owned by Lynn Pruitt, who has no other broadcast inter- 
ests. Buyer is owned by Dr. Michael Maddox and family. It 

has no other broadcast interests. Filed Feb. 18. 

WIBV(AM) Belleville, Ill. (1260 khz; 5 kw- U)- -Seeks 
assignment of license from Belleville Broadcasting Co. to 

Walter A. Tiburski and Anthony S. Ocepek 

have successfully completed 
their buyout of the 

WIN COMMUNICATIONS jNC, 

Shareholders 

We are pleased to have served as financial- consultant 
to WINCOM Broadcasting Corporation through the assistance 

of our Associate, Donald R. Russell, CPA. 

Gammon 5 Ninowski . ;. 
Media Inveslment.s, Inc. 

Suite 306, 1925 K Street, N.W., Washington, D.C. 20006 (202) 861.0960 
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Word of Victory Outreach Inc. for $880,000. Seller is equal- 
ly owned by Marshall True and Marvin Mollring. It has no 
other broadcast interests. Buyer is owned by Roben L. 
Mueller, Jean Donjon and Donald Nelson. Principal is Fair- 
view Heights, Ill. -based church headed by Rev. Mueller. It 
has no other broadcast interests. Filed Feb. 14. 

WQRF -TV Rockford, Ill. (ch. 39; ERP vis. 1,045 kw; 
aur. 104.5 kw; HAAT: 575 ft.; ant. height above ground: 575 
ft.) -Seeks assignment of license from Orion Broadcast of 
Rockford Inc. to Communications Investment Corp. for 
$3,750,000, comprising $1,850,000 cash and remainder 
note. Seller is publicly -owned group headed by Samuel E. 
Mathews, president, and Keith Schwayder, largest stock- 
holder. It owns three LPTV CP's and is app. for 11 LPTV's. 
Buyer is group of 13 equal owners headed by Ian N. (Sandy) 
Wheeler. It has interest in two AM's, two FM's and five 
TV's. Filed Feb. 13. 

WBME(AM) Belfast, Me. (1230 khz; 1 kw -D; 250 w- 
N) -Seeks assignment of license from Marine Broadcasting 
Corp. to Argonaut Broadcasting Corp. for $5,000. Seller is 

owned by Douglas L. Brown, who has no other broadcast 
interests. Buyer is owned by Robert Ruark and family. It also 
owns new FM in Camden, Me., and is app. for over 150 

translators, LPTV's and MMDS licenses. Filed Feb. 14. 

KGBX(AM) Springfield, Mo. (1260 khz; 5 kw -U)- 
Seeks assignment of license form Springcom Inc. to KGBX 
Communications Inc. for $776.000, comprising $726,000 
cash and remainder note. Seller is owned by Alfred Sikes 

and his wife, Martha; Noel Boyd and family; J. Neal Ether- 

idge and family, and Gary Canaler and his wife, Judith. It 

also owns KJAS(AM)- KJAQ(FM) Cape Girardeau. Mo. 

and has interest in KRMS(AM) -KLYC(FM) Osage, boh 

Missouri. Sikes has been nominated to head Commerce De- 

partment's National Telecommunications and Information 
Administration ("Top of the Week.' Feb. 24). Buyer is head- 

ed by H. Allan Thompson, station's general manager. It has 

no other broadcast interests. Filed Feb. 14. 

WUTQ(AM)- WOUR(FM) Utica, N.Y. (AM: 1550 khz; 
1 kw -D; FM: 96.9 mhz; 16 kw; HAAT: 790 ft.) -Saks 
assignment of license from Bunkfeldt Broadcasting Corp. to 
Devlin/Ferrari Broadcasting Inc. for $1.5 million. Seller is 

owned Dr. Rudolph Bunkfeldt, who has no other broadcast 
interests. Buyer is owned by Robert H. (Rick) Devlin and 

Jon Ferrari. Devlin is former general manager of 
WRKS(AM) and WOR(AM), both New York, and vice 
president of ABC Talkradio, syndicated format. Ferrari owns 
Ferrari Inc., New York -based advertising agency. Filed Feb. 

7. 

WANC(AM) Aberdeen. N.C. (1350 khz; 2.5 kw -D)- 
Seeks assignment of license from brothers, John and Jerry 
Harper, to Simpro Inc. for assumption of liabilities. Sellers 
have no other broadcast interests. Buyer is owned by Doris 
Simmons and her son, James. It has no other broadcast 
interests. Filed Feb. 18. 

WCBX(AM) Eden, N.C. (1130 khz; 1 kw -D) -Seeks 
assignment of license from Good Samaritan Broadcasters 
Inc. to Stone Broadcasting Corp. for assumption of liabili- 
ties. Seller is owned by David L. Salyer, who has no other 
broadcast interests. Buyer is Victor C. Stone, who has no 

other broadcast interests. Filed Feb. 13. 

WRNB(AM) New Bern. N.C. (1490 khz; I kw -D; 250 
w -N) -Seeks assignment of license from Rudolph A. Ash- 
ton Ill to WAZZ Inc. for $197,600. Seller is receiver for We 

Care Ministries Inc., which has no other broadcast interests. 
Buyer is principally owned by L. Brent Hill, and also owns 
colocated WAZZ -FM. Filed Feb. 10. 

WGTM(AM) Wilson, N.C. (590 khz; 5 kw-U)-Seeks 
assignment of license from Campbell Hauser Corp. to Good 
Faith Broadcasting Inc. for $375.000, comprising $75,000 
cash and remainder note. Seller is owned by Leslie Vann 

Campbell. It has no other broadcast interests. Buyer is 

owned by L.E. Willis, who owns Norfolk, Va. -based group 
of nine AM's and two FM's. Filed Feb. 7. 

KLAD(AM)-KJSN(FM) Klamath Falls, Ore. (960 khz; 
5 kw -U; 92.5 mhz; 32 kw; 2,300 ft.) -Seeks assignment of 
license from Lost River Broadcasting Inc. to 960 Radio Inc. 
for $575,000. comprising $100.000 cash, $100,000 non- 
compete agreement and remainder note. Seller is principally 
owned by Cy Smith and his wife, Nell, with four others. It 

has no other broadcast interests. Buyer is owned by Jerry M. 
Evans, formerly production director at WMET(FM) Chica- 
go. Filed Feb. 12. 

WMEK(AM) Chase City, Va. (980 khz; 500 w -D)- 



Seeks assignment of license from Clarksville Broadcasting 
Co. to West Mecklenburg Broadcasting Inc. for $180,000. 
Seller is owned by Robert M. Boyd, who has no other broad- 
cast interests. Buyer is owned by Wayne Lee Payne. station's 
manager, who has no other broadcast interests. Filed Feb. 7. 

WKAU -AM -FM Kaukauna, Wis. (AM: 1050 khz; 1 kw- 
D; FM: 104.9 mhz; I kw; 480 ft.) -Saks assignment of 
license from Forward Communications Inc. to WinCom 
Communications Group Inc. for $1.5 million cash. Seller is 
Wausau, Wis. -based group of four AM's, four FM's and five 
TV's principally owned by William E. Simon and Raymond 
Chambers. Buyer is also buying WNFL Green Bay, Wis. 
( "Changing Hands," Feb. 17). To comply with FCC duopoly 
rules it will spin off AM ("Changing Hands," Feb. 17). Filed 
Feb. 10. 

New Stations 

Applications 

George. Calif.- Broadcasting, By George, A Limited 
Partnership seeks 100.7 mhz; 83.2 w; HAAT: 1,554.7 ft. 
Address: 20026 Olivera Lane, Apple Valley, Calif. 92308. 
Principal is owned by Maria Elena Moldanado, Catherine 
M. Heywood, Luna K. Leggett and Fred W. Volken. Mal - 
donado's brother, Armando, and her husband, Douglas Hin- 
son, with Heywood's husband, Hal, own KQVO(FM) Ca- 
liexico, Calif. Filed Feb. 3. 

George, Calif. -Top of the Hill Broadcasters Ltd. seeks 
100.7 mhz; 83 w; HAM': 1,492.5 ft. Address: 27114 Cole 
Ct., Highland, Calif. 92346. Principal is principally owned 
by Mary Jonson, general partner. It has no other broadcast 
interests. Filed Feb. 3. 

George, Calif. -Sidney King seeks 100.7 mhz; 85 w; 
HAAT. 1,548 ft. Address: 15494 Palmdale Rd., Victorville, 
Calif. 92392. Principal owns KCIN(AM) Victorville, Calif. 
Filed Feb. 3. 

Grema, Fla. -Gerson Wayne Burckhalter seeks 100.7 
mhz; 85 w; HAAT: 1,548 ft. Address: Route 4, Moncks 
Comer, S.C. 29461. Principal has no other broadcast inter- 
ests. Filed Feb. 3. 

Gretna, Fla. -H &D Broadcasting Inc. seeks 100.7 mhz; 
85 w; HAAT: 1,548 ft. Address: Route 2, Havana, Fla. 
32332. Principal is equally owned by Ken Darby and John 
Hinson, who have no other broadcast interests. Filed Feb. 3. 

Kanoehe, Hawaii -Gila Monster Broadcasting Inc. 
seeks 2517 N. Calle Padilla, 'Meson, Ariz. 85305. Principal 
is owned by Homero Serapio Pacheco, who is also app. for 
new FM in San Clemente, Calif. Filed Jan. 31. 

Milledgeville, Ga.- Franklin Broadcasting seeks 100.7 
mhz; 3 kw; HAAT: 328 ft. Address: 237 Western Blvd., 
Jacksonville, N.C. 28540. Principal is owned by Charles E. 
Franklin, who owns WJIK(AM) Camp Lejeune and WETC- 
(AM) Wendell -Zebulon, both North Carolina. It is also app. 
for eight new FM's. Filed Jan. 29. 

Milledgeville, Ga-Baldwin County Broadcasting Co. 
seeks 100.7 mhz; 3 kw; HAAT: 328 ft. Address: P.O. Box 
832, 31061. Principal is owned by Julia E Hedrick, who also 
owns colocated WKGQ(AM). Filed Jan. 31. 

Milledgeville, Ga.- Preston W. Small seeks 100.7 mhz; 
3 kw; HAAT: 328 ft. Address: 752 Dixie Ave., Madison, Ga. 
30650. Principal has no other broadcast interests. Filed Feb. 
3. 

Milledgeville, Ga.- Donald W. Earnhart seeks 100.7 
mhz; 3 kw; HAAT: 328 ft. Address: P.O. Box 3878. Jackson, 
Ga. 30233. Principal has no other broadcast interests. Filed 
Feb. 3. 

*Rome, Ga.- Shorter College Board of Trustees seeks 
91.3 mhz; 4.4 kw; HAAT: 141 ft. Address: Shorter Road, 
30161. Principal is educational institution headed by George 
Balentine, president. Filed Jan. 29. 

Coal City, Ill. -Don H. Barden seeks 100.7 mhz; 3 kw; 
HAAT: 303 ft. Address: 1249 Washington Blvd., 2d Floor, 
Detroit 48226. Principal is also app. for nine new FM's. 
Filed Feb. 3. 

Coal City, Ill.- Benjamin Macwan seeks 100.7 mhz; 3 
kw; HAAT. 303 ft. Address: 47 -01 Newton Rd., Long Is- 
land, N.Y. 11103. Principal is also app. for five new FM's. 
Filed Jan. 23. 

Coal City, 111. William H. Lipsey seeks 100.7 mhz; 3 
kw; HAAT. 327.6 ft. Address: 1249 Washington Blvd., 2d 
Floor, Detroit 48226. Principal is also app. for nine new 
FM's. Filed Feb. 3. 

Nicholasville, Ky -Janet R. Hill seeks 102.5 khz; 2 kw; 
HAAT. 402 ft. Address: Route 4, Box 264 -H, Bluff City, 
Thnn. 37619. Principal is on board of noncommercial 

WHBC(FM) Bristol, Tenn. Filed Feb. 3. 

Nicholasville, Ky.- Nicholasville Broadcasting Corp. 
seeks 102.5 khz; 3 kw; HAAT: 328 ft. Address: Principal is 
owned by Thomas Oliver and family, who have no other 
broadcast interests. Filed Feb. 3. 

Nicholasville, Ky.- Nicholasville Limited Partnership 
seeks 102.5 khz; 3 kw; HAAT: 328 ft. Address: 316 Cold 
Harbor Dr., Frankfurt, Ky. 40601. Principal is principally 
owned by George Lindemann. It is also app. for new FM's in 
Fargo, N.D.; Utica, N.Y., and Charleston, S.C. Filed Feb. 
3. 

Nicholasville, Ky- Jessamine County Communications 
Limited seeks 102.5 khz; 3 kw; HAAT: 328 ft. Address: 108 
N. Main St., 40356. Principal is owned by William J. Laney, 
Allen B. Reifsnyder, Raymond Ross, Howard Fain and 
Thomas Hinkel. Laney and Reifsnyder have interest in 
WNVL(AM) Nicholasville, Ky. Filed Jan. 31. 

Nicholasville, Ky -Black American Enterprises Inc. 
seeks 102.5 khz; 1.62 kw; HAAT: 429.6 ft. Address: 315 W. 
Lexington St., Harrodsburg, Ky. 40330. Principal is owned 
by William A. Taylor, who has no other broadcast interests. 
Filed Feb. 3. 

Mexico, Me. -Tri-County Broadcasting Inc. seeks 
100.7 mhz; 190 w; HAAT: 1,266 ft. Address: P.O. Box 72, 
Norway, Me. 04268. Principal is owned by Richard Glea- 
son, who also owns WTME(AM) Aubum, WKTQ(AM) 
South Paris and WOXO -FM Norway, all Maine. Filed Feb. 
3. 

Mexico, Me.- Tanist Broadcasting Corp. seeks 100.7 
mhz; 180 w; HAAT: 1,288 ft. Address: 160 Bangor Street, 
Augusta, Me. 04330. Principal is owned by T Barton Carter 
(97 %) and Cyril Wismar (3 %). It also owns WFAU(AM)- 
WKCG(FM) Augusta, Me. Filed Feb. 3. 

Van Buren, Me. -John A. Durkovich and Marcia Young 
seek 98.1 mhz; 3 kw; HAAT: 325 ft. Address: 2910 Basford 
Rd., Frederick, Md. Principals have no other broadcast in- 
terests. Filed Feb. 3. 

Standish, Mich. Wireless Media seeks 96.9 mhz; 3 
kw; HAAT: 328 ft. Address: P.O. Box 1101, Lansing, Mich. 
48901. Principal is owned by David C. Schaberg, who is 
also app. for 11 new FM's. Filed Feb. 3. 

Standish, Mich. -Benjamin Macwan seeks 96.9 mhz; 3 

kw; HAAT: 276 ft. Address: 47 -01 Newton Rd., Long Is- 
land, N.Y. 11103. Principal is also app. for five new FM's. 
Filed Jan. 23. 

Standish, Mich. -Agri- Valley Communications Inc. 
seeks 96.9 mhz; 3 kw; HAAT: 328 ft. Address: 7585 W. 
Pigeon Rd., Pigeon, Mich. 48755. Principal is principally 
owned by John Eichler, who has no other broadcast interests. 
Filed Jan. 23. 

Santa Rosa, N.M. -Don R. Davis seeks 95.9 mhz; 3 

kw; HAAT: 27 ft. Address: 2929 Quincy St., NE, Albuquer- 
que, N.M. 87110. Principal's mother owns KMIN(AM) 
Grants, N.M. He owns CP for new AM in Los Ranchos de 
Albuquerque, N.M., and is app. for new FM in Thoreau, 
N.M. Filed Jan. 31. 

Utica, N.Y. -Don H. Barden seeks 100.7 mhz; 1.19 kw; 
HAAT: 514 ft. Address: 1249 Washington Blvd., 2nd Floor, 
Detroit 48226. Principal is also app. for nine new FM's. 
Filed Feb. 3. 

Utica, N.Y. -Welden, Brevoort, Hickman, Inc. seeks 
100.7 mhz; 1.1 kw; HAAT: 500 ft. Address: Box 219, Wag- 
oner, Okla. 74477. Principal is owned by Phyllis Frey (51%) 
and brothers Nelson and Kendall Durfrey (24% and 25% 
respectively). Durfrey's own 10% each of KTCR(AM) Wag- 
oner, Okla. Filed Feb. 3. 
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Utica, N.Y.- Deborah Metter seeks 100.7 mhz; 3 kw; 
HAAT. 328 ft. Address: 120 East 34th St., New York 10016. 
Principal's husband, Michael Metter, has interest in 
WBSM(AM) New Bedford, Mass., and WKOL(AM)- 
WMVQ(FM) Amsterdam, N.Y. Filed Feb. 3. 

Utica, N.Y. -Clara Crocco seeks 100.7 mhz; 668 w; 
HAAT: 660.6 ft. Address: 139 Main St., Clayville, N.Y. 
13322. Principal has no other broadcast interests. Filed Feb. 
3. 

Utica, N.Y. - Telecommunications Network Inc. seeks 
100.7 mhz; 1.34 kw; HAAT:472.9 ft. Address: 146 Midland 
Ave., Kearny, N.J. 07032. Principal is owned by Adolph 
Weiss (22.7 %); his sons, Harvey and Stephen (18.3% each); 
Ira Magod (27.5 %) and his wife, Carol (12.5 %), and one 
other. It has no other broadcast interests. Filed Jan. 31. 

Utica, N.Y. -FM America Corp. seeks 100.7 mhz; 890 
w; HAAT: 604 ft. Address: 110 East 59th St., 36th Floor, 
New York 10022. Principal is principally owned by George 
Lindemann. It is also app. for new FM in Fargo, N.D.; 
Charleston, S.C., and Nicholasville, Ky. Filed Feb. 3. 

Banner Elk, N.C. -Ratcliff Broadcasting Co. seeks 
100.7 mhz; 3 kw; HAAT: 327 ft. Address: 721 Parkwood 
Dr., Long Beach, Miss. 39560. Principal is owned by Doro- 
thy Ratcliff and her husband, Robert. It has no other broad- 
cast interests. Filed Feb. 3. 

*Nanticoke, Pa.- Lazeme County Community College 
seeks 89.1 mhz; 100 w; HAAT: minus 115.6 ft. Address: 
Prospect St., & Middle Rd., 18634. Principal is educational 
institution headed by Thomas J. Moran, president. Filed 
Feb. 3. 

Charleston, S.C. -Meredith M. Steel seeks 100.7 mhz; 
3 kw; HAAT 328 ft. Address: P.O. Box 230, Queenstown, 
Md. 21658. Principal is app. for new FM in Cambridge, 
Md. Filed Feb. 3. 

Charleston, S.C. -Opportunity Broadcasting Inc. 
seeks 100.7 mhz; 3 kw; HAAT 328 ft. Address: 716 Shirley 
Dr., Henderson, N.C. 27536. Principal is owned by Terry 
Frietag, Larry D. Williams and Ray Rodwell. Rodwell has 
interest in WHNC(AM) Henderson, N.C. Filed Feb. 3. 

Charleston, S.C. -Minority Broadcasting Corp. seeks 
100.7 mhz; 3 kw; HAAT: 328 ft. Address: 688 South 42nd 
St., Louisville, Ky. 40211. Principal is owned by Argie L. 
Dale (51 %), Angela Pait and Virginia Burbank (24.5% 
each). It is also app. for five new FM's. Dale owns 
WDGS(AM) New Albany, Ind. Pait and family own LPTV 
WO5BA Jeffrersonville, Ind. Filed Feb. 3. 

Charleston, S.C. -Clear Channel Communications Inc. 
seeks 100.7 mhz; 3 kw; HAAT: 328 ft. Address: 175 East 
Houston St., San Antonio, I x. 78205. Principal is publicly - 
owned station group of seven AM's and seven FM's princi- 
pally owned by Lowry Mays (34.2 %) and B.J. McCombs 
(32.9 %). Filed Feb. 3. 

Charleston, S.C. -La -Saun Communications seeks 
100.7 mhz; 3 kw; HAAT: 328 ft. Address: 1717 Wapoo 
Road, 29407. Principal is owned by William Saunders and 
Juanita W. LaRoche. Saunders owns WPAL(AM) Charles- 
ton, S.C., and has interest in WDPN(FM) Columbia, S.C. 
Filed Feb. 3. 

Charleston, S.C. -Innovative Broadcasting Inc. seeks 
100.7 mhz; 3 kw; HAAT: 328 ft. Address: 4825 Perrier St., 
New Orleans, La. 70115. Principal is owned by Tracy P. 

Lewis and group principally owned by her father, Thomas P. 

Lewis, which owns WYLD -AM -FM New Orleans. Filed 
Feb. 3. 

Charleston, S.C. -Charleston Associates seeks 100.7 
mhz; 3 kw; HAAT. 328 ft. Address: P.O. Box 125, Adams 
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Run, S.C. 29426. Principal is owned by Walter Oree (40 %); 
his wife. O'Violet (15 %); Clyde Jones (20 %), his wife De- 
lores (10 %), and Frank Matthews (15 %). They have no other 
broadcast interests. Filed Feb. 3. 

Charleston, S.C. -Don H. Barden seeks 100.7 mhz; 3 

kw; HAAT: 228 ft. Address: 1249 Washington Blvd., 2d 
Floor. Detroit 48226. Principal is also app. for nine new 
FM's. Filed Feb. 3. 

Charleston, S.C.-G Gemini Broadcasters Inc. seeks 
100.7 mhz; 3 kw; HAAT: 328 ft. Address: 8 Perry St., 
29403. Principal is owned by Daniel Richardson (100% 
voting stock). Nonvoting stock is owned by Stanley Stolz as 

trustee for Keith Schwayder, principal in Orion Broadcast 
Group. which recently sold WQRF(TV) Rockford. Ill. (see 
Ownership Changes). Filed Feb. 3. 

Charleston, S.C. -Second Equimedia Ltd. Partnership 
seeks 100.7 mhz; 3 kw; HAAT: 328 ft. Address: Suite 318, 
171 Church St., 29401. Principal is owned by Herbert S. 

Fielding and Bernard H. Bastian. It has no other broadcast 
interests. Filed Feb. 3. 

Charleston, S.C. -Radio Charleston Ltd. seeks 100.7 
mhz; 3 kw; HART: 328 ft. Address: 414 Briarwood De, 
Charlotte, N.C. 28215. Principal is owned by State Alex- 
ander (10% general partner) and limited partners William R. 
Rollins. Roben R. Hilker, William G. Brown and Clifton 
Moor (15% limited partners) and Gary Smithwick (30% 
limited partner). Alexander is community affairs director for 
WEGO(AM) -WPEG(FM) Concord, N.C., and is general 
partner of new TV in Belmont, N.C. Hilker and Rollins have 
interest in five AM's and six FM's and have interest in new 
TV in Belmont, N.C. Moor and Brown have interest in 
WTIF(AM) Tifton, Ga. Smithwick is Washington communi- 
cations attorney. Filed Feb. 3. 

Charleston. S.C. -Shore Communications seeks 100.7 
mhz; 3 kw: HAAT: 328 ft. Address: Suite 704. 739 Thimble 
Shoals, Newport News, Va. 23606. Principal is owned by 
Conway A. Downing and Camille D. Potts. who have no 
other broadcast interests. Filed Feb. 3. 

Charleston, S.C. -Teresa H. Vause seeks 100.7 mhz; 
1.82 kw; HAAT: 419 ft. Address: 805 Knobcone Court. 
Myrtle Beach, S.C. 29577. Principal has no other broadcast 
interests. Filed Feb. 3. 

Charleston, S.C. -Lowcountry Women Communica- 
tions Inc. seeks 100.7 mhz; 3 kw; HAAT: 328 ft. Address: 
1868 Rugby Lane, 29407. Principal is owned by Sonja 

Pearlman, who has no other broadcast interests. Filed Feb. 3. 

Charleston, S.C. -Charleston Radio Associates seeks 
100.7 mhz; 3 kw; HAAT: 282 ft. Address: 1005 Sea Side 
Lane, 29412. Principal is owned by Douglas R. Allen and 

Ronald L. Wilson, who have no other broadcast interests. 
Filed Feb. 3. 

Charleston, S.C. -Allan A. Jenkins seeks 100.7 mhz; 3 

kw; HAAT: 328 ft. Address: 35 Soreento Blvd.. Hanahan, 
S.C. 29418. Principal has no other broadcast interests. Filed 
Feb. 3. 

Charleston, S.C. -FM Charleston Ltd. Partnership 
seeks 100.7 mhz; 2.6 kw; HAAT: 353 ft. Address: 110 East 

59th St., 36th Floor, New York 10022. Principal is principal- 
ly owned by George Lindemann. It is also app. for new FM's 
in Fargo, N.D.; Utica, N.Y., and Nicholasville, Ky. Filed' 
Feb. 3. 

Charleston, S.C.-John A. Fitz seeks 100.7 mhz; 3 kw; 
HAAT: 328 ft. Address: 3009 Arrowhead Dr., Florence, 
S.C. 29501. Principal has no other broadcast interests. Filed 
Feb. 3. 

Charleston, S.C. -Kuhl Partnership seeks 100.7 mhz; 3 

kw; HAAT: 328 ft. Address: 101 Cottage Grove Dr., Minoa, 
N.Y. 13116. Principal is owned by Timothy Kuhl, Robert 
Neal and David Engle. It has no other broadcast interests. 
Filed Feb. 3. 

Charleston, S.C. -Susan A. Underwood and Brenda 
Stroud general partnership seeks 100.7 mhz; 3 kw; HAAT: 
328 ft. Address: 1712 Picket St., 29412. Principals have no 
other broadcast interests. Filed Feb. 3. 

Charleston. S.C. -Radio Charleston Inc. seeks 100.7 
mhz; 3 kw; HAAT: 328 ft. Address: 2803 SE 18th Ave., 
Cape Coral. Fla. 33904. Principal is owned by Vivian L. 
Bellairs and her mother, Vivian M. Bellairs. It has no other 
broadcast interests. Filed Feb. 3. 

Charleston, S.C. -Capitol Cities Broadcasting Co. 
seeks 100.7 mhz; 3 kw; HAAT: 328 ft. Address: 2407 En- 
field Rd., Austin, Tex. 78703. Principal is principally owned 
by Richard E. Oppenheimer, D.K. Anderson and Robert L. 
Clark. It owns four AM's and five FM's. Oppenheimer also 
has interest in KRPM(FM) lhcoma and KZZU -AM -FM 
Spokane. both Washington. Filed Jan. 31. 

Charleston. S.C. -Charleston FM Group Ltd. Partner- 

ship seeks 100.7 mhz; 3 kw; HAAT: 328 ft. Address: 1721 T 
St., NW, #1, Washington, D.C. 20009. Principal is princi- 
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pally owned by Karen Green. It has no other broadcast 
interests. Filed Feb. 3. 

Charleston. S.C. -Dot Broadcasting Ltd. Partnership 
seeks 100.7 mhz; 3 kw; HAAT: 328 ft. Address: 1849 Stone- 
hedge Road. 29407. Principal is owned by Dorothy S. 

Wright, Elizabeth Fitch and Tom Beveridge. It has no other 
broadcast interests. Filed Feb. 3. 

'Ben Wheeler, Tex. -Ben Wheeler Educational Broad- 
casting Foundation seeks 90.5 mhz; 1 kw; 295.2 ft. Address: 
Route 3, Box 3125, 75754. Principal is owned by Roben 
Williams. trustee. It has no other broadcast interests. Filed 
Feb. 10. 

Blanding, Vt. -Smith Media Corp. seeks 92.1 mhz; 3 

kw; HAAT: 230.6 ft. Address: Highway 191 (6-1), 84511. 

Principal is owned by Shelby Smith and family, who also 

own KUTA(FM) Blanding, Vt. Filed Feb. 7. 

New TV's 
Avalon, Calif.-Golden Shores Broadcasting Inc. seeks 

ch. 54; ERP vis. 5,000 kw; aur. 500 kw; HAAT: 2.000 ft.; 
ant. height above ground: 441 ft. Address: P.O. Box 21472, 
Greensboro, N.C. 27420. Principal is owned by Lee D. 

Andrews and Fay Hauser. Andrews is also app. for new TV 
in Charleston, S.C. Filed Feb. 10. 

Avalon, Calif. -Catalina Broadcasters seeks ch. 54; 

ERP vis. 5,000 kw; aur. 500 kw; HART: 1,292 ft.; ant. 

height above ground: 107 ft. Address: 16925 10th St.. P.O. 

Box 149, Sunset Beach, Calif. 90742. Principal is owned by 
Patrick Sisneros, who has no other broadcast interests. Filed 
Feb. 10. 

Avalon, Calif. -Avalon Broadcasting seeks ch. 54; ERP 
vis. 5,000 kw; aur. 500 kw; HAAT: 446.9 m.; ant. height 
above ground: 102 ft. Address: 400 Camino Del Monte. 
90704. Principal is principally owned by Elena Josefe, who 
has no other broadcast interests. Filed Feb. 10. 

Avalon, Calif. -Catalina Television Partners seeks ch. 

54; ERP vis. 5,000 kw; aur. 500 kw; HAAT: 1,250 ft.; ant. 
height above ground: 107 ft. Address: 269 Rocky Point Rd., 
Palos Verdes Estates, Calif. 90274. Principal is principally 
owned by James P. Devaney. It has no other broadcast inter- 
ests. Filed Feb. 10. 

Avalon, Calif. -Island Broadcasting Inc. seeks ch. 54; 

ERP vis. 5,000 kw; aur. 500 kw; HAAT: 387 m.; ant. height 
above ground: 173.8 ft. Address:6768 Plum Way, Etiwanda, 
Calif. 91739. Principal is equally owned by Rosemary 
Fincher, Julio Brito and Carol Robinson, who are, respec- 

tively, creative serivices director, engineering director and 

traffic manager at KIHS -TV Ontario. Calif. Filed Feb. 10. 

Avalon, Calif.- Christine E. Shaw seeks ch. 54; ERP 
vis. 5,000 kw; aur. 500 kw; HAAT: 1,201 ft.; ant. height 
above ground: 58 ft. Address: 2 Oak Knoll Terrace, Pasade- 

na, Calif. 91106. Principal has no other broadcast interests. 
Filed Feb. 10. 

Avalon, Calif. -DHW Communications seeks ch. 54; 
ERP vis. 5,000 kw; aur. 500 kw; HAAT: 1,527 ft.; ant. 

height above ground: 107 ft. Address: 1225 East Fifth St., 
Winston- Salem, N.C. 27101. Principal is owned by David 
H. Wagner, who has interest in CP for new TV in Belmont, 
N.C., and is app. for four new TV's. Filed Feb. 10. 

Denver -High Seas Communications Chrp. seeks ch. 
59; ERP vis. 5.000 kw; aur. 500 kw; HAAT: 1,108.7 ft.; ant. 

height above ground: 87 ft. Address: P.O. Box 255, Ever- 
green, Colo. 80439. Principal is owned by David M. 
Drucker (80%) and Charles Ergen (20 %). It is app. for over 
100 LPTV applications. Filed Feb. 12. 

Denver -Lomas de Oro Broadcasting Corp. seeks ch. 
50; ERP vis. 5,000 kw; aur. 500 kw; HART: 962 ft.; ant. 

height above ground: 190 ft. Address: 3000 Chandler Blvd., 
Burbank. Calif. 91505. Principal is owned by Theresa E. 

Romero, who has no other broadcast interests. Filed Feb. 12. 

Denver-Gilbert W. Brassell seeks ch. 59; ERP vis. 
5,000 kw; aur. 500 kw; HAAT: 2,061 ft.; ant. height above 

ground: 129.5 ft. Address: 13237 W. 8th Ave., Golden, 
Colo. 80401. Principal has no other broadcast interests. 
Filed Feb. 12. 

Denver -Stanly Group Broadcasting Inc. seeks ch. 50; 

ERP vis. 5,000 kw; aur. 500 kw; HAAT: 1,500 ft.; ant. 

height above ground: 746 ft. Address: Box 21472, Greens- 
boro, N.C. 27420. Principal is owned by Lee D. Adams and 

Danelis Davis. Davis is app. for three new TV's. Adams is 

app. for new TV in Charleston, S.C. Filed Feb. 12. 

Denver -Urban Minority Broadcasting Institute Inc. 
seeks ch. 50; ERP vis. 5,000 kw; aur. 500 kw; HAAT: 326.8 
ft.; ant. height above ground: 296 ft. Address: 740 Capitol 
Life Center, 1600 Sherman St., 80203. Principal is princi- 
pally owned James W. Robnen and six others. Filed Feb. 12. 

Denver -Spanish International Communications Corp. 
seeks ch. 50; ERP vis. 5,000 kw; aur. 500 kw; HAAT: 808 

ft.; ant. height above ground: 167.5 ft. Address: 460 W. 



42nd St.. New York 10036. Principal is owned by Reynold 
Anselmo (23.899 %). Frank L. Fouce (25.406 %), Emilio 
Azcarraga (20%) and 25 others. It is New York -based owner 
of seven TV's. Filed Feb. 12. 

Denver- Mountain States Telecasters seeks ch. 59: ERP 
vis. 5.000 kw; aur. 500 kw; HAAT: 1.646 ft.; ant. height 
above ground: 97.5 ft. Address: P.O. Box 984, Little Rock, 
Ark. 72203. Principal is equally owned by Dr. George S. 
Flinn and Jimmy C. Cowsert. Cowsert owns CP for LPTV in 
Little Rock, Ark. Flinn's brother, Fred, owns CP for new 
AM in Arlington, Tcnn. Filed Feb. 12. 

Denver -Sky High Telecommunications Co. seeks ch. 
59; ERP vis. 5,000 kw: aur. 500 kw; HAAT: 1,176 ft.; ant. 
height above ground: 75 ft. Address: 2680 S. University 
Blvd., 80210. Principal is owned by Rochon Dibble (5% 
ownership) (100% voting stock) and Carver L. Henry and 
Harold Dutton (47.5% voting stock). Henry owns 
WQCK(FM) Baton Rouge, La. Dutton has interest in KTHT- 
TV Alvin, Tex. Filed Feb. 12. 

Denver -Amador Broadcasting Ltd. seeks ch. 50; ERP 
vis. 5,000 kw: aur. 500 kw; HAAT: 960 ft.: ant. height above 
ground: 190 ft. Address: 2791 South Linley Ct.. 80236. 
Principal is owned by Richard Amador, who has no other 
broadcast interests. Filed Feb. 12. 

Denver -Continental Divide Television Partners seeks 
ch. 59; ERP vis. 5,000 kw; aur. 500 kw: HAAT. 2,088.7 ft.; 
ant. height above ground: 137.5 m. Address: 4700 W. 6th 
St., 80204. Principal is owned by William R. Greenwood 
and Larry E. Elam -Floyd. It has no other broadcast interests. 
Filed Feb. 12. 

*West Milford, N.J.- Family Stations Inc. seeks ch. 59; 
ERP vis. 5,000 kw; aur. 500 kw; HAAT: 2,000 ft.; ant. 
height above ground: 1,481 ft. Address: 290 Hegenberger 
Road. Oakland. Calif. 94621. Principal is nonprofit corpora- 
tion headed by Harold Camping. Filed Feb. II. 

West Milford, N.J. -New Jersey Hispanic Educational 
Television Corp. seeks ch. 59; ERP vis. 5,000 kw; aur. 500 
kw; HAAT: 521.5 ft.; ant. height above ground: 176 ft. 
Address: 664 Gregory Ave., Clifton, N.J. 07011. Principal 
is nonprofit corp. headed by Delia Murphy, Adolfo Carrion. 
Adclo Murphy and Simon Castillo. It has no other broadcast 
interests. Filed Feb. 12. 

Morehead City, N.C. -Local Television Associates Inc. 
seeks ch. 8; ERP vis. 316 kw; aur. 31.6 kw; HAAT: 1.965 ft.; 
ant. height above ground: 1.960. Address: 608 Ann St., 
Beaufort, N.C. Principal is owned by John W. Gainey and 
Clawson A. Hicks (45% each) and Frederick J. McCune 
(10 %). It has no other broadcast interests. Filed Feb. 11. 

Blacksburg. Va. -Southwest Virginia Television seeks 
ch. 65; ERP vis. 5.000 kw; aur. 500 kw; HAAT: 876.2 ft.; 
ant. height above ground: 300 ft. Address: 405 Washington 
Ave., Vinton, Va. 24179. Principal is equally owned by Ann 
Cranwell; her sister -in -law, Susan. and her aunt. Carol. and 
Howard Hale. It owns CP for new TV in Roanoke and 
intends to operate station as satellite. Filed Feb. 11. 

Blacksburg, Va. -New River Communications Inc. 
seeks ch. 65; ERP vis. 5.000 kw: aur. 500 kw; HAAT: 2,000 
ft.; ant. height above ground: 126 ft. Address: 2502 Capis- 
trano Dr., 24060. Principals are Birdie Hariston Jamison and 
Dr. Johnnie Miles. It has no other broadcast interests. Filed 
Feb. II. 

r- Facilities Changes 

Applications 

AM's 

Tendered 

WAYD (1190 khz) Ozark. Ala. -Seeks CP to change freq. 
to 1200 khz and increase power to 10 kw. App. Feb. 24. 

KIAM (1270 khz) Nenana, Alaska -Seeks mod. of CP to 
change freq. to 630 khz. App. Feb. 18. 

WRHC (1550 khz) Coral Gables, Fla. -Seeks CP to 
change freq. to 1560 khz; increase day power to 50 kw; 
increase night power to 4.4 kw, and change TL. App. Feb. 
21. 

KTOL (1280 khz) Lacey. Wash. -Seeks CP to change city 
of lic. to Lacey- Olympia, Wash. App. Feb. 24. 

Accepted 

WIXC (I 140 khz) Hazel Green, Ala. -Seeks MP to make 
changes in ant. sys. App. Feb. 24. 

KWBE (1450 khz) Beatrice, Neb. -Seeks CP to make 
changes in ant. sys. App. Feb. 21. 

KRMG (740 khz) Tulsa, Okla. -Seeks MP to augment 

nighttime modified standard radiation pattern. App. Feb. 19. 

KSDN (930 khz) Aberdeen, S.D. -Seeks CP to make 
changes in ant. sys. App. Feb. 18. 

KNKK (800 khz) Brigham City, Utah -Seeks CP to make 
changes in ant. sys. App. Feb. 19. 

FM's 

Tendered 

WPBX (91.3 mhz) Southampton, N.Y. -Seeks CP to 
change ERP to 2 kw and change HAAT to 154.82 ft. App. 
Feb. 19. 

Accepted 

KZZZ (94.7 mhz) Kingman, Ariz. -Seeks mod. of CP to 
change TL; change ERP to 45.709 kw, and change HAAT to 
2.491.88 ft. App. Feb. 21. 

KKLT (98.7 mhz) Phoenix -Seeks CP to change TL; 
change ERP to 29.5 kw, and change HAAT to 631.6 ft. App. 
Feb. 19. 

KDJK (95.1 mhz) Oakdale. Calif. -Seeks mod. of CP to 
change ERP to 29.5 kw and change HAAT to 631.6 ft. App. 
Feb. 19. 

KMIX (98.3 mhz) Turlock. Calif-Seeks CP to change 
ERP to 2 kw. App. Feb. 21. 

W115 (88.I mhz) Bradenton. Fla. -Seeks mod. of CP to 
move main SL outside community of lic. App. Feb. 20. 

WYZB (105.5 mhz) Mary Esther, Fla. -Seeks mod. of 
CP to change TL and change HAAT to 328 ft. App. Feb. 19. 

WJGA -FM (92.1 mhz) Jackson. Ga. -Seeks CP to 
change ERP to 2.15 kw and change HAAT to 375 ft. App. 
Feb. 19. 

WNIU -FM (89.5 mhz) De Kalb, 111. -Seeks mod. of CP 
to make changes in ant. sys. App. Feb. 24. 

KEZT (104.1 mhz) Ames. Iowa-Seeks CP to change TL 
and change HAAT to 1.008.93 ft. App. Feb. 21. 

WBIF (105.5 mhz) Bedford, Ind. -Seeks mod. of CP to 
change TL. App. Feb. 19. 

W KDQ (99.5 mhz) Henderson. Ky. -Seeks mod. of CP to 
change ERP to 100 kw. App. Feb. 20. 

W DJX (89.7 mhz) Louisville-Seeks CP to change ERP 
to 24 kw and operate non -DA. App. Feb. 20. 

WAKH (105.7 mhz) McComb, Miss. -Seeks CP to 
change TL. App. Feb. 21. 

*KC WA-FM (89.9 mhz) Arnold. Mo. -Seeks mod. of CP 
io make changes in ant. sys. App. Feb. 20. 

Summary of broadcasting 
as of October 30, 1985 

Service On Air CP's Total* 

Commercial AM 4.805 170 4,975 
Commercial FM 3,846 418 4.264 

Educational FM 1.220 173 1,393 

Total Radio 9.871 761 10.632 
FM translators 789 444 1,233 

Commercial VHF TV 541 23 564 
Commercial UHF TV 381 222 603 
Educational VHF TV 113 3 116 

Educational UHF TV 185 25 210 
Total TV 1220 273 1,493 

VHF LPTV 230 74 304 
UHF LPTV 134 136 270 

Total LPN 364 210 574 

VHF translators 2,869 186 3255 
UHF translators 1.921 295 2,216 

ITFS 250 114 364 
Low -power auxiliary 824 0 824 
TV auxiliaries 7,430 205 7.635 
UHF translator /boosters 6 0 6 

Experimental TV 3 5 8 
Remote pickup 12,338 53 12.391 
Aural STL 8 intercity relay 2.836 166 3.002 

- Includes oft-air licenses. 
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KPQX (92.5 mhz) Havre, Mont.-Seeks CP to change 
ERP to 95.67 kw and make changes in ant. sys. App. Feb. 
19. 

WPST (97.5 mhz) Trenton. N.J. -Seeks CP to change 
ERP to 50 kw and change HAAT to 429.68 ft. App. Feb. 28. 

WBLK -FM (93.7 mhz) Depew. N.Y. -Seeks mod. of lic. 
to move main SL to 712 Main Street. Buffalo, N.Y., outside 
community of lic. App. Feb. 18. 

WKRR (92.3 mhz) Asheboro, N.C. --seeks mod. of Cl' 
to make changes in ant. sys. App. Feb. 19. 

W W MZ (98.3 mhz) Fredcricktown, Ohio -Seeks mod. of 
CP to change TL; change ERP to 2 kw, and change HAAT to 
389.99 ft. App. Feb. 21. 

WYNT (95.9 mhz) Upper Sandusky. Ohio --Seeks mod. 
of CP to change TL and change HAAT to 298 ft. App. Feb. 
19. 

KRAV -FM (96.5 mhz) Tulsa. Okla. -Seeks mod. of CP to 
change TL: change ERP to 96.2 kw, and change HAAT to 
1.326.76 ft. App. Feb. 19. 

WHYL -FM (102.3 mhz) Carlisle. Pa. -Seeks mod. of CP 
to make changes in ant. sys. App. Feb. 21. 

WHTX (96.1 mhz) Pittsburgh -Seeks CP to install aux. 
sys. App. Feb. 20. 

WDXZ (104.5 mhz) Mount Pleasant, S.C. -Seeks CP to 
change ERP to 28 kw and change HAAT to 656 ft. App. Feb. 
21. 

KSDN -FM (94.1 mhz) Aberdeen. S.D. -Seeks CP to 
change ERP to 100 kw and change HAAT to 438 ft. App. 
Feb. 21. 

KGLF -FM (103.3 mhz) Freeport, Tex. -Seeks mod. of 
CP to change HAAT to 993.84 ft. App. Feb. 21. 

KLTG ( 100.3 mhz) Lamesa. Tex. -Seeks mod. of CP to 
change TL and change HAAT to 1.000 ft. App. Feb. 19. 

W MJR (107.7 mhz) Warrenton, Va. -Seeks CP to change 
TL; change ERP to 45 kw. and change HAAT to 514.96 ft. 
App. Feb. 20. 

KQQQ -FM (104.9 mhz) Pullman, Wash. -Seeks CP to 
change TL; change ERP to 50 kw, and change HAAT to 
1,669 ft. App. Feb. 21. 

WAEZ -FM (106.3 mhz) Milton. W.Va -Seeks CP to 
change ERP to 260 kw and change HAAT to 1.091.58 ft. 
App. Feb. 21. 

WPBB (100. I mhz) Romney. W.Va. -Seeks mod. of CP 
to change TL; change ERP to .205 kw; change HAAT to 
1.271 ft.. move SL to Sherman District. W.Va.. outside 
community of lic. App. Feb. 19. 

WJVL -FM (99.9 mhz) Janesville, Wis. -Seeks CP to 
change TL: change ERP to 19 kw. and change HAAT to 500 
ft. App. Feb. 18. 

TV's 

Accepted 

KVVT (ch. 64) Barstow, Calif. -Seeks MP to change 
ERP to vis. 3.228 kw, aur. 645.6 kw. App. Feb. 20. 

WRDG (ch. 16) Burlington, N.C. -Seeks CP to move SL 
outside community of lic. App. Feb. 18. 

WYBE (ch. 35) Philadelphia -Seeks MP to change ERP 
to vis. 323.6 kw; change HAAT to 558 ft.; replace ant.. and 
change TL. App. Feb. 18. 

Actions 

AM's 

WEIS (990 khz) Centre, Ala. -Returned app. to increase 
power to 1 kw. Action Feb. 13. 

WKEA (1330 khz) Scottsboro. Ala. -Granted app. to add 
night service with 500 w; install DA -N, and make changes in 
ant. sys. Action Feb. 11. 

KLFF (1360 khz) Glendale, Ariz.-Granted app. to 
change TL. Action Feb. 10. 

KNBY (1280 khz) Newport. Ark. -- Granted app. to make 
changes in ant. sys. Action Feb. 10. 

KHTH (1130 khz) Dillon. Colo. -Granted app. to change 
TL. Action Feb. 12. 

WADU (830 khz) Norco, La.-Granted app. to increase 
day power to 5 kw and night power to 750 kw: change TL. 
and make changes in ant. sys. Action Feb. 11. 

KYLT (1340 khz) Missoula. Mont.- Granted app. to 
make changes in ant. sys. Action Feb. 12. 

KRKX (1010.khz) Milwaukee. Ore.- Returned app. to 
increase power to 5 kw. Action Feb. 24. 

WCCS (1I60 khz) Homer City, Pa.- Granted app. to in- 



crease day power to 5 kw. Action Feb. 11. 

KBUG (1320 khz) Sah Lake City-Granted app. to move 
SL to Bearcat Drive, South Salt Lake. Action Feb. 13. 

FM's 

KNIX -FM (102.5 mhz) Phoenix-Granted app. to install 
new transmission sys. Action Feb. 14. 

KZTR (95.9 mhz) Camarillo, Calif.- Dismissed app. to 
use formerly authorized facilities as aux. Action Feb. 14. 

KAVS (97.7 mhz) Mojave, Calif.- Dismissed app. to 
change TL and make changes in ant. sys. Action Feb. 14. 

WCXL (101.7 mhz) Vero Beach, Fla.- Granted app. to 
change ERP to 1.39 kw and change HAAT to 464.78 ft. 
Action Feb. 14. 

KFMW (107.9 mhz) Waterloo, Iowa- Dismissed app. to 
change TL and change ERP to 100 kw. Action Feb. 14. 

KDHL -FM (95.9 mhz) Faribault, Minn. -Retumed app. 
to change TL; change ERP to 3 kw; change HAAT to 328 ft., 
and make changes in ant. sys. Action Feb. 14. 

WHDQ (106.1 mhz) Claremont, N.H. -Granted app. to 
change ERP to 9.51 kw and change HAAT to 1,068 ft. 
Action Feb. 14. 

KCES (102.3 mhz) Eufaula, Okla.- Dismissed app. to 
change HAAT to 300 ft. Action Feb. 14. 

WXTU (92.5 mhz) Philadelphia-Granted app. to make Applications 
changes in ant. sys. Action Feb. IL 

WLRQ -FM (100.1 mhz) Franklin, Tenn. -Granted app. 
to install new ant. Action Feb. 15. 

WMEV -FM (93.9 mhz) Marion, W.-Dismissed app. to 
change ERP to 100 kw and change HAAT to 1,459 ft. Action 
Feb. 14. 

KFFM (107.3 mhz) Yakima, Wash.-Granted app. to 
change TL and change HAAT to 1,500 ft. Action Feb. 14. 

Call Letters 

TV's 

WGOT (ch. 60) Merrimack, N.H. -Dismissed app. to 
change ERP to vis. 1,096 kw, sur. 110 kw and change HAAT 
to 942.9 ft. Action Feb. 10. 

Services 
AERONAUTICAL CONSULTANTS 

TOWER LOCArrON HE WHT STUDIES 
FAA NEGOTrAT IONS 

JOHN CHEVALIER. JR. 

AVIATION SYSTEMS, INC. 
28441 HIGNRIDGE RD STE 201 

ROLLING HILLS ESTATES CA 90274 
(213) 377.34,19 

301-731-5677 e.-nrr 
rls.eq 

Of, MO ,.unu4. 

systems Ltd. ! ,RS son . , ..,,...ii. u ..... 410 20 r44 

BROADCAST DATA SERVICES 
Computerized Broadcast Service 

Including 
Data Base /Allocation Studies 

Terrain Profiles 
A Div. of Moffat, Larson & Johnson, Ine. 

(703) 841-0282 

RAMTRIMllN, INC. 
Connector Supplier 

to the Broadcast Industry 
Kings /ITT Cannon 

67 Jefryn Blvd. E. 
Deer Park, N.Y. 11729 

(516) 242-4700 

THE M STREET 
JOURNAL 

An authoritative weekly newsletter 
for radlo.Format NeweFCC /CRTC 
Flies CP Activity. Free sample: 
Box 540381 Houston, TX 77254 

(713) 726 -8055 

Comm nityTV 
Journal 
LPTV News, News 8 Hard Data 
every other wednesday 6175/yr 
PO Box 33964 
Washington, DC 20033-0964 
202- 234 -8694 

FCC ON -LINE DATABASE 

datawopId 
Allocation Terrain Studies 

AM FM TV LPTV ITFS 
4827 Rugby Ave.. Suite 200 

Bethesda, MD 20814 
(301) 652 -8822 1- 800 -368 -5754 

Complete Listing Of: 1) 

CA ,L LETTERS 
Call Letter Systems 
P. 0. Box 13789 
Jackson. MS 39236 -3789 
(601) 981 -3222 

Completely Curent - No Maritime Calls 

AVAILABLE 
CALL LETTERS 

WITH FULL APPLICATI.)N KR 
RADIO INFORMATION CENTER 

575 LeaiptEn Areno New York, NY 10022 
(212)371 -4828 

/r--'r1WOii 
ssociofes 

inc 

(818) 351 -5521 

Professional 
Services to the 
Broadcasting 8 
Production 
Industries 
in 
Architecture 
Interior Design 
Technical Design 
Construction Mgt. 

Stephen Raleigh 
Broadcast Services 

Full Service Technical Consulting 
Specialists in Audio & RF Systems 

Facility Design 8 Installation 
P.O. Box 3403, Princeton, N.J. 08540 

(809) 799-4357 
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Call Sought by 

KJMM 

KPTM 

WJXW 

WFAM 

KHKS 

WZNS 

Grants 

Call 

KCBR 

WJCZ 

WONS 

KZOD 

-WETV 

WCCU 

WPCA 

WLVU 

WRXJ 

WMAK 

WBOZ 

WSTH 

KAUL-FM 

WLVU-FM 

KELR-FM 

WSNX 

KTIJ 

KAFM 

WHLZ 

WfRZ-FM 

KZPS 

KLTO 

New AM 

Elliott -Phelps Broadcasting. Tucson. Ariz. 

New TV 

Harry J. Pappas, Omaha. Neb. 

Existing AMY 

WCRJ Defuniak Communications Inc.. Jack- 

sonville, Fla, 

WIGL J.R. McClure, Augusta, Ga. 

Existing FMY 

KLFO David Waters, Lyons. Kan. 

WDSC -FM Resort Broadcasters of Dillon. 

S.C. 

Assigned to 

New AM's 

Caprice F. Ford. Wasilla, Alaska 

Jerry J. Collins, Brandon, Fla. 

Good News Broadcasting Co.. Pleasure 

Ridge Park, N.Y 

New TVs 

Alden Communications of Colorado Inc.. 

Denver 

Florida Educational Television. Key West, 

Fla. 

Metro Program Network Inc., Urbana, Ill. 

Powers Communications. Owensboro. Ky. 

Existing AMY 

WVTY Pasco Pinellas Broadcasting Co.. 

Dunedin. Fla. 

WJAX The Kravis Co. of Jacksonville Inc.. 

Jacksonville, Fla. 

WKPJ Hughes -Moore Associates Inc.. Pitts- 

burg, Ky 

WJIK Francois Inc.. Camp LeJeune. N.C. 

Existing FMY 

WRFS -FM WRFS Inc.. Alexander City Ala. 

KKBE Ainsely Communications Corp., Sheri- 

dan, Ark. 

WVTY -FM Pasco Pinellas Broadcasting Co., 

Holiday Fla. 

KYRS Dwaine F Meyer, Chariton, Iowa 

WOWO -FM Goodrich Theaters Inc.. Muske- 

gon, Mich. 

KMAO Women, Handicapped Americans, 

and Minorities for Better Broadcasting, Alva, 

Okla. 

KDEP Thomas E. Spellman, Durant. Okla. 

WTWE Clarendon County Broadcasting Co.. 

Manning, S.C. 

WBMC -FM Cumberland Valley Broadcasting 

Co., McMinnville, Tenn. 

KZPW Bonneville Holding Co.. Dallas 

KSET -FM Rio Bravo Broadcasting Corp., El 

Paso. Tex. 



Professional Cards 

A.D. RING & ASSOCIATES, P.C. 

CONSULTING RADIO ENGINEERS 

Suite 500 
1140 Nineteenth St., N.W. 
Washington. D.C. 20036 

12021 223 -6700 
Member AFCCE 

SILLIMAN AND SILLIMAN 
8701.Georgia Ave. =805 
Silver Spring, MD 20910 

ROBERT M. SILLIMAN. P.E. 
(3011 589 -8288 

THOMAS B. SILLIMAN. P.E. 
(812) 853.9754 

Member A F CEE 

HAMMETT & EDISON, INC. 
CONSULTING ENGINEERS 

Box 68. International Airport 
San Francisco. California 94128 

(415) 342 -5208 

Member AFCCE 

VIR JAMES 
CONSULTING ENGINEERS 

ADDbcabons and Field Engineering 
Computerized Frequency Surveys 

3137 W. Kentucky Ave. -80219 
(303) 937-1900 

DENVER, COLORADO 
Member AFCCE & NAB 

HATFIELD & DAWSON 
Consulting Engineers 

Broadcast and Communications 
4226 6th Ave., N,W, 

Seattle, Washington, 98107 
(206) 783.9151 

Member AFCCE 

JOHN F.X. BROWNE 
& ASSOCIATES, P,C. 

525 Woodward Ave. 
Bloomfield Hills, MI 48013 

(313) 642 -6226 
Washington Office 

(202) 293-2020 
Member AFCCE 

CLARENCE M NEYERACE 

COMMUNICATIONS TECHNOLOGIES. INC 

BROADCAST ENGINEERING CONSULTANTS 

SUITE n ris CRÉER RWD 

MOUNT MOLLY NJ OEMO 

EOM ,220007 

PAUL DEAN FORD 
BROADCAST ENGINEERING CONSULTANT 

R.R. 12, Box 379 

WEST TERRE HAUTE, INDIANA 47885 

812 -535 -3831 

EDM & ASSOCIATES. INC. 
8/cast AM. FM. Te)PTV 1115 Translator 
Frequency Searches a Rule Makings 

C /Carna.Cellula, Satellites 
MRCS. P/P Microwave 

FCC (st Clan 6 PE licensed staff 
1234 Mass. Ave., N.W., Suite 1006 

Washington, D.C. 20005 PROM (202) 6394826 br. AFCCE 

Ceti LIcmes eMr- C0117011000 
sosrw0Soew w wenenmwgesseew 

CONSULTING ENGINEERS 

7901 VAIINW000 COURT 
SPRINGFIELD . VA. 22153 

(703)519 7704 
MEMBER AFCCE 

Moffet, Larson & Johnson, Inc. 
Consulting Telecommunications Engineers 

1925 North Lynn Street 
Arlington, VA 22209 

(703) 841 -0500 
Member AFCCE 

JOHN B. HEFFELFINGER 

9233 Ward Parkway, Suite 285 
816 -444 -7010 

Kansas City. Missouri 64114 
m..be. ICCE 

E. Harold Munn, Jr., 
& Associates, Inc. 

Broadcast Engineering Consultants 

Box 220 
Coldwater, Michigan 49036 

Phone: 517- 278 -7339 

ENTERPRISE ENGINEERING P.C. 

Consulting Engineers 
FW. HANNEL. PE. 

PO. Box 9001 Peona. IL 61614 
(309) 691-4155 

Membe, AFCCE 

D.C. WILLIAMS 
& ASSOCIATES, INC. 

C on,ulI,nn Enpnrers 
M -FM TV LPTY CiY 
POS, oer,cr so, loo 

FOLSOM, CALIFORNIA 95630 
(916) 933 -5000 

LAWRENCE L. MORTON 
ASSOCIATES 
21011 slP ThCq LANE 

LAWRENCE L. MORTON, E.E. 
AM FM TV 

APPLICATIONS FIELD ENGINEERING 
ANTENNA BROADBANDING FOR AM STEREO 

(714) 859 -6015 

TELECOMMUNICATIONS ENGINEERS 
FM.TV-MDS-LPTV-Land Mobile 

Applications- Frequency Searches 
P.O. Box 924 

Dearborn. MI 48121 

(313) 562 -6873 

EVANS ASSOCIATES 
Consulting Communications Engineers 

AM- FM -177{AT VMTFS.SNNIlte 
BroaeuN Engineering 501Iwen 

216 N. Green Bay Rd. 
THIENSVILLE, WISCONSIN 53092 

Phone (414) 2424000 
Member AFCCE 

LOHNES & CULVER 
Consulting Engineers 

1156 15th St.. N.W.. Suite 606 
Washington. D C. 20005 

1202( 296.2722 

Member AFCCE 

DAVID STEEL 
& ASSOCIATES, INC. 

P 0 ao 230 
M41n SI. I Melvin Ave 
Queenstown, MD 21658 

13011627-6125 
M.b« ArtCE 

JULES COHEN 
& ASSOCIATES, P.C. 

Suite 400 
1730 M St. N.W. 

Washington DC 20036 
(202) 659.3707 
Member AFCCE 

ROSNER TELEVISION 
SYSTEMS 

CONSULTING & ENGINEERING 

250 West 57 Street 
New York, N.Y. 10107 

(212) 246.2850 

STRUCTURAL SYSTEMS 
TECHNOLOGY, INC. 

MATTHEW J. VLISSIDES, P.E. 
PRESIDENT 

TOWERS. ANTENNAS. STRUCTURES 
New Tall Towers. Existing Towers 

Studies. Analysis. Design Modifications, 
Inspections. Erection, Etc. 

6567 Elm St., McLean. VA 22101(708) 356 -9765 
Member AFCCE 

R.L. HOOVER 
Consulting Telecommunications Engineer 

11704 Seven Locks Road 
Potomac, Maryland 20854 

301 983 0054 
Member AFCCE 

SELLMEYER & KRAMER, INC. 

CONSULTING ENGINEERS 
J.S. Sellmeyer, PE., S.M. Kramer, P.E. 

APPLICATIONS FIELD ENGINEERING 

P,O. Box 841 Mckinney, TX 75069 
214.542 -2056 214. 548 -8244 

Member AFCCE 

D.B. COMMUNICATIONS, INC. 
BroadcasvRCC /cellular /satellite 

Telecommunications Consultants 
4401 East Nest Highway, Suite 404 

Bethesda. Maryland 20814 
(Located in Washington. D.C. Area) 

(301) 654 -0777 
contact: Darrell E. Bauguess 

DON'T BE A STRANGER 

To Broadcasting's 191.781' Readers 
Display your Professional or Service 
Card here It will be seen by station and 
cable TV system owners and decision 
makers 
'I982 Readership Survey showing 5 2 
readers per Copy 

COHEN and DIPPELL, P.C. 

CONSULTING ENGINEERS 
1015 15th St.. M.W., Suite 703 

(2021783 -0111 

We-ehlnelon, D.C. 20005 
Member AFCCE 

ANDRUS AND ASSOCIATES, INC. 
ALVIN H. ANDRUS, P.E 

351 SCOTT DRIVE 
SILVER SPRING. MD. 2090E 

A 301384-5374 

M._Mr AECCE 

CARL E. SMITH 
CONSULTING ENGINEERS 
AM -FM -TV Engineering Consultants 

Complete Tower and Rigging Services 
'Serving the Broadcast Industry 

for over 30 E'eara' 
Box 2727 Bath, Ohio 44210 

(216) 659-4440 

Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 

9049 Shady Grove Court 
Gaithersburg, MD 20877 

301- 921 -0115 
Member AFCCE 

C. P. CROSSNO & ASSOCIATES 

Consulting Engineers 

P.O. Box 18312 
Dallas, Texas 75218 

(214) 669.0294 

Member AFCCE 

SHERMAN & BEVERAGE 
ASSOCIATES INCORPORATED 

CONSULTING 6 
FIELD SERVICES 

P.O. Box 770 
WILLIAMSTOWN, NEW JERSEY 
(6091728.2300 08094 

40,11131ARCH 
Tie 

11503 SwvOe Vey Dr/Reston, Vegna 22091 
1701 Nonh Greenville Avenu, Sloe 814 

Rchards00. Texas 75081 

Cormuncabors E,Nneenlq Services 

Nary L Stmple. Vsgno 703828410 
G Pat Man, Texas 216/2163155 

George Jacobs 
& Associates, Inc. 

Consulting Broadcast Engineers 
Domestic & International 

Member AFCCE 

8701 Georgia Ave. 
Silver Shying, MD 

20910 
Suite 410 

(301) 587.8800 

LECHMAN & JOHNSON 
Telecommunications Consultants 
AFelKatnns Fold Engineering 
2033 M Street. N W Suite 702 

Washington. DC 20036 

12021 775.0057 



Classified Advertising See last page of Classified Section for rates. 
dosing dates. box numbers and other details. 

RADIO 
HELP WANTED MANAGEMENT 

General sales manager for WRCN/WRHD, Long Is- 
land. Overall responsibility for local sales including hir- 
ing, training, supervising sales force. Added responsi- 
bilities for developing large national /regional accounts 
Experience in Long Island and New 'brk City radio 
desirable. Individual must have proven ability and 
growth track record. Excellent compensation pack- 
age. Send resume, references and letter to President, 
Box 666, Riverhead, NY 11901. EOE. 

FM station manager: Responsible for day -to-day su- 
pervision of top -rated CPB qualified public radio sta- 
tion in North Central Florida. Works with General Man- 
ager developing policies and budgets. Requires' B S 
in Telecommunications or related field. Masters de- 
gree preferred. Minimum 4 years public broadcast 
management. Demonstrated expertise in personnel 
supervision and budgeting. Salary: minimum $28.000. 
Send resume and 3 reference letters to: FM Manager 
Search Committee, WUFT -FM, 2000 Weimer, University 
of Florida, Gainesville, FL 32611 by March 24, 1986. An 
EOE/AA. 

Aggressive growing group needs GM for regional 
AM country farm station. Prior success as sales man- 
ager or GM essential. Must be ambitious, creative, and 
able to succeed against tough competition. Salary, bo- 
nus, ownership opportunity Write Jim Glassman, VP, 

Community Service Broadcasting, 108 North Tenth, Mt. 
Vernon IL 62864. EOE, M/F. 

New JAX AM radio station seeks sales oriented gen- 
eral manager. Broadcast experience a must. Call Art 
Dees at 1 -904- 892 -4642 or write P.O. Box 627, DeFun- 
iak Springs, FL 32433. 

Sales manager wanted for South Arkansas AM/FM 
combo. Must be strong leader, motivator, teacher, 
street salesman. Excellent opportunity to become part 
of a growing corporation. Resumes to Bob Parks, 
KELD /KAYZ, 2525 N.W Ave., El Dorado, AR 71730. 
EOE. 

Take charge manager with very strong sales. Small 
market in Iowa with excellent growth potential. Small 
staff. This will be a hands on job demanding a lot of 
attention and hard work. Salary-20% of gross. 

A growing seacoast New England group looking to 
hire an experienced general sales manager. Must have 
a strong sales background and excellent management 
abilities. Grow with us. Contact Turner Porter 603- 
772 -4757. EOE. 

If you are a believer in public radio and are capable 
of organizing and leading fundraising programs, you 
have an opportunity for growth in America's most livea- 
ble small city. EEO /AA Employer. Letter and resume to: 
Tim Warner, General Manager. WCOS -FM. 73 Broad- 
way, Asheville, NC 28801. 

Michigan -GSM who can move to GM in short time. 
Organization skills and ability to motivate a must! FM 

25 -54 in 97th market, send resume with references. 
Hiring now Act fast. PO. Box 6606, Saginaw, MI 48608. 
EOE. 

HELP WANTED SALES 

Mid -West Family Radio's expansion to 17 stations 
can be your opportunity to bigger and better. You are a 
problem solver, college grad on the way up. Have two 
years of highly successful selling experience small/ 
medium markets. Strong on creativity, ability to write 
and sell imaginative advertising. Let's trade. We'll teach 
you a new, exciting profitable way to sell more radio. 
Few openings now available, good growth markets in 

Ws, Mich, Ill. Possible career path to management, 
equity Write Phil Fisher, Box 253, Madison, WI 53701 
EOE. 

FM on Florida's east coast seeks Williams trained 
sales person excellent opportunity. Reply Box A -124. 

Increase your commissions by selling jingles with 
your radio time. Or expand beyond your market and 
work for us. Call Prime Cuts, 615-385 -3007. 

New York's Hudson Valley offers a great opportunity 
for retail sales. Our top rated AM station is seeking a 

salesperson to handle new and existing accounts. 
Graduated commission structure beginning at 15 %. 

Minimum of two years experience preferred. Excellent 
training and benefits. Send resume to Jean Maxwell, 
WGHQ 82 John, Kingston, NY 12401. EOE. 

Wanted, advertising sales representative for small 
market radio station in northern Arizona. Good opportu- 
nity for the right person. Experience ok, good attitude 
better. No phone calls please. Send resume to KDJI, 
Box 430, Holbrook, Arizona 86025. 

Portland, OR oldies rock AM seeks experienced sale- 
sperson. Great opportunity for top achiever. Reply to 
Steve Feder, General Manager, KAAR, P.O. Box 5857, 
Vancouver, WA 98668. 

New JAX AM radio station seeks aggressive sales 
rep with broadcast experience. Call Art Dees at 1 -904- 
892 -4642 or write P.O. Box 627, De Funiak Springs, FL 

32433. EOE. 

Sales manager for SC market of 50,000. Earn real 

money if you can sell retailers on the #1 station. GM 
slot open...earn it! Young staff needs sales leadership. 
Box B -17. EOE. 

Carolina small market group needs salesperson -an- 
nouncer. Also fulltime salesperson. Tourist area, but 
diversified economy Salary commission or % against 
draw Good growth potential. Resume to Box B -4. 

Local sales manager: Minneapolis/ St. Paul news/talk 
looking for seasoned pro to lead and motivate local 
sales start. Must be creative with direct sales and 
knowledgeable with agencies. We believe in continued 
training, both classroom and in the field. Excellent com- 
pensation package. Scott Meier, 2792 Maplewood Dr., 

St. Paul, MN 55109. EOE, M/F 

Local sales manager: Will consider top biller with ad- 
ministrative skills who is ready to move up. Salary plus. 
West Coast FM, med. mkt. Resume and financial to Box 
B -22. 

HELP WANTED ANNOUNCERS 

Top rated Texas group has openings at Flagship sta- 
tions for personalities on AC /Pop standard AM stereo 
and CHR FM. Also 
Hands ontransmitter and audio engineer. Quick ad- 
vancement & benefits, resume and recent photo minor- 
ities encouraged. Box A -121. 

First job. Great place to learn. AM/FM automated sta- 
tions need news/production announcer. Call 717- 
888 -7745. 

Mid -day personality. AC, AM stereo in So. AR Mini- 
mum 2 years experience. Tape and resume to Bob 
Parks, KELD/KAYZ, 2525 NW Ave., El Dorado, AR 
71730. EOE. 

Chicago area suburban AC needs experienced an- 
nouncer/ sales combo. Salary/commission /account 
list. Send resume, references. EOE. Box B -2. 

Announcer/ sales position at \A AM/FM. Good place 
to live. Great place to work, with benefits. Tape and 
resume immediately to: WLCCNVRAA, PO. Box 387, 
Luray, VA 22835. EOE. 

Radio announcer. Full service public radio stations 
KUNI (100kw FM) and KHKE (10kw FM) need an an- 
nouncer to host popular daily music programs featur- 
ing folk music and jazz, gather and report news, and 
host telephone interviews. A broad liberal arts back- 
ground and solid knowledge of current issues is neces- 
sary, along with the ability to project a bright, informed 
image in on- the -air ad -lib situations. Position requires a 

BA in Broadcasting, Communication, Speech, Theatre, 
or related field. 1 -2 years professional experience as 
on -air host/news reporter is desirable Salary range 
$13,699 - $16,826. Send letter of application, resume 
and a recent audition tape by March 17, 1986 to Carl R. 

Jenkins, Program Director, KUNI /KHKE, University of 
Northern Iowa, Cedar Falls, IA 50614 -0359 AA/EOE. 
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HELP WANTED TECHNICAL 

Chief engineer for mature Northwestern combo. Look- 
ing for hands -on, organized person with 5+ years as 
chief or assistant. Must be experienced and current in 

AM directional, audio processing, equipment and com- 
mission rules/regs. Send resume to P.O. Box 141146, 
Spokane, WA 99214. EOE, M /F. 

Attention skiing, entrepreneurial chiefs. Well built, 
growing combo can serve as catalyst for your new 
contract service in engineer- starved Salt Lake City Re- 

quirements: young, enthusiastic, full charge AM/FM ex- 
perience, responsible work ethic, professional educa- 
tion and the desire and natural self- confidence to be 
your own boss. Chris Kampmeier, 801 -264 -1075. 
EOE. 

Northern California AM/FM. Sacramento's top rated 
combo needs experienced maintenance and con- 
struction chief engineer. Applicants should have mini- 
mum 3 years experience as chief. Great opportunity 
with growing group. Send resume with salary require- 
ments to: Jerry McKenna, KSFM /KSMJ, 937 Enterprise 
Dr., Sacramento, CA 95825. EOE. 

Production manager: NJ's fastest growing radio sta- 
tion has an immediate opening for a production man- 
ager. Responsibilities include assigning, scheduling 
and producing creative on -air commercials and pro- 
motional material, monitoring promos and commer- 
cials for scheduling compliance and quality control 
and maintaining studio equipment. Individual must 
possess creative voicing ability and previous produc- 
tion and technical experience. This position otters and 
excellent benefits package including paid hospitaliza- 
tion, dental and more. Please send tape, resume and 
cover letter to: Christina Ruiz, Asbury Park Press, Box 
1550, Hwy. 66, Neptune, NJ 07754 -1553. 

Senior producer /announcer: Full service public radio 
stations KUNI (100kw FM) and KHKE (10kw FM) need 
a senior level producer /announcer to serve as host - 
/producer of daily folk music program, produce pro- 
grams originating from live musical events, and pro- 
duce modular feature for inclusion in magazine 
programs. A broad liberal arts background and solid 
knowledge of current issues is necessary, along with 
the ability to project a bright, informed image in on -the- 
air ad -lib situations. Highly developed professional 
production and interview skills are a must. Positions 
requires a BA in Broadcasting, Communication, 
Speech, Theatre, or related field. A minimum of 3 -5 
years professional experience as producer /on -air host 
required. Salary range $18,044 - $22,445. We think our 
successful candidate will enjoy working with our talent- 
ed staff of radio innovators. We know you'll also enjoy 
Iowa's clean air, quality of life, informal lifestyle, and 
cultural and professional opportunities. Send letter of 
application, resume and a recent audition tape by 
March 24, 1986 to Carl R. Jenkins, Program Director, 
KUNI /KHKE, University of Northern Iowa, Cedar Falls, 
IA 50614 -0359. AA/EOE. 

Radio program director. WTMJ Milwaukee, WI is los- 
ing an excellent program director. We need another 
one committed to carrying on the winning tradition of 
news, information and sports. EOE. Resume to Paul 

LeSage, Box 620, Milwaukee, WI 53201. 

HELP WANTED NEWS 

News director. #1 of 15 stations in 200,000 population 
market. Music and personality -oriented station. We 

want personality/conversational news delivery. 10 com- 
plete, but brief newscasts daily Split shift (drive times). 
Directs one part-time reporter. Larger market exper- 
ience preferred; stable job history required. EOE. Send 
tape /resume to Tom Sleeker. KKIX -FM, P.O. Box 1104, 
Fayetteville, AR 72702. 

THIS PUBLICATION AVAILABLE 
IN MICROFORM 

University Microfilms International 

300 North Zeeb Road, 
Dept. P.R., Ann Arbor, MI 48106 



HELP WANTED PROGRAMING 
PRODUCTION & OTHERS 

Program director. Avery special radio station is look- 
ing for a leader. Baltimore's adult AOR needs an exper- 
ienced program director who cares about his people 
and his product. If you feel you are capable of handling 
the demands of this position, please forward your ma- 
terials to: Bill Hopkinson, General Manager, WGRX, 
Wbrld Trade Ctr, Suite 2815, Baltimore, MD 21202. 
EOE, M/F. No calls please. 

SITUATIONS WANTED MANAGEMENT 

General manager / sales manager: results through 
people. Experience in programming, sales, manage- 
ment and ownership. Lets move onward and upward. 
All areas of country considered. We need each other. 
Reply now Box A -109. 

Employed, successful general manager seeks buy - 
in opportunity with aggressive owner. Fifteen years' ra- 
dio experience - ten in management. Honest, depend- 
able and dedicated radio and family man. Box A -112 

General manager: Consistent front runner and high 
performer. 19 years in management all markets, in- 
depth knowledge for producing results. A quality lead- 
er comitted to professionalism and goal achievement. 
Wants new challenge. Box A -126. 

General manager: Experience, abilities, skills, enthu- 
siasm, credentials. Managing successful, top rated 
combo in highly competitive market. Seeks relocation. 
Box A -125. 

16 years experience, mostly medium market #1 rated 
country, as sales high achiever, PD, Operations Man- 
ager. Want to relocate for unique opportunity with re- 
sponsible broadcast organization. Excellent knowl- 
edge of community relations, client relations, 
motivation. building station image, remotes, etc. Pres- 
ently marketing entrepeneur in Washington, DC based 
venture (not broadcast related). Interested? Contact 
Bill Brink, 703 -448 -9623. 

Skilled, well thought of general manager popular 
Wkst Coast medium market AM /FM ( and previous sm. 
major mkt. Wast Coast station) seeking to join company 
which will allow growth to group head position through 
successful management of major Nast Coast station 
for that company Professional references will confirm 
abilities and character. Box B -6. 

SITUATIONS WANTED SALES 

Want Increased sales? Have at least average station? 
I'll supply all the billing you deserve. Sell, manage, 
train, promote. Builder, 602 Spring Willow, Allen, TX 
75002. 

Sales or sale's management! 13 years, sm. and med. 
markets, top producer, high on promotions! Exper- 
ienced in writing, production, on -air, MC, programming 
decisions, limited management experience. Have 
trained several sales winners. Have family, have to pro- 
duce clean, honest, consistant business! Can substan- 
tiate all claims!! Box B -11. 

Experienced sales person now sales manager. Two 
years sales in resort market. 8 years broadcasting, 
some major market. Needs stable radio sales position. 
Prefer good East Coast market. Jim 302 -652 -7685, 
mornings. 

Experienced sales/announcer wants small to medi- 
um mkt. station in Mid -west, South, or South -west. 
Strong sales plus top adult air sound. Box B -23. 

SITUATIONS WANTED NEWS 

Major market sportscaster seeks lob including pro or 
division one college PBP. Football, baseball, and bas- 
ketball experience at both levels. Desire move be- 
cause station lost rights. Box B -7. 

Experienced sportscaster, who also has solid news 
background, looking for position in medium to large 
market anywhere in the country. Call 201 -543 -2035. 

SITUATIONS WANTED ANNOUNCERS 

Solid professional sportscaster, NCAA Division 1 

football, basketball and baseball PBP. 16 years radio 
experience. Seeking anchor/talk position and/or PBP. 
Box B -3. 

Chicago's Wildman seeking new CHR/AOR station. 
Experienced D.J. /news anchor /reporter. Midwest pre- 
ferred. Call: Don 312-350-2522, message. 

Experienced "Baby -Boom" husband/wife comedy 
team would like to take cable TV show to radio in urban 
market. Lots of great concepts, write and perform, 
grads of NYC broadcasting school. 201 -288 -6687. 

18 year pro announcer both radio and TV /audio pro- 
duction specialist. Not a floater! Cliff 309 -692 -0680 
after 4 CST. 

SITUATIONS WANTED TECHNICAL 

Mature AM-FM chief engineer. Experienced in main- 
tenance and construction. Seeks stable operation. Box 
B -1. 

SITUATIONS WANTED PROGRAMING 
PRODUCTION & OTHERS 

Radio pro seeks operation's manager/ Program Di- 
rector position. Small to medium market Excellent on- 
air, production and remotes. Country, Adult MOR or 
Oldies format. Financial needs reasonable, not exces- 
sive. Box B -10. 

PD/ music director: 5 years announcing. Ready to 
advance. Trained in management. Light rock, AC pre- 
ferred. Small/ medium market. Jim, 615-896 -4271. 

TELEVISION 
HELP WANTED MANAGEMENT 

Executive director: The New Jersey Public Broad- 
casting Authority seeks an executive director to serve 
as general manager of its four- station television net- 
work. Preference will be given to those with experience 
in dealing with New Jersey institutions and with strong 
management and leadership background. It would be 
desirable, but not crucial, that the candidate have a 
background in television management. Salary range: 
$53,000 to $69,500. Deadline for applications is March 
10, 1986. Send resume to Mr. Eshleman, 346 Mt. Pros- 
pect nie., Newark, NJ 07104. Please no phone calls. 
EOE. 

TraffIc manager: Start-up independent in W4sconsin 
seeks manager with strong supervisory/ motivational 
skills. Computer traffic experience a must. Marketron 
experience helpful. Report to Controller. Resumes with 
salary requirements to Box A -127. 

General manager, SW small market seeks high yeild 
manager. Great opportunity for gen. sales manager 
with proven record to move up. Box B -16. 

NSM for growing Indy in top 50 Sunbelt market. Na- 
tional experience, rep or station required. Send re- 
sume to Director of Sales, KRR1 --TV, 6218 NW Loop 410, 
San Antonio, TX 78248. EOE. 

HELP WANTED ACCOUNTING 

Accountant/assistant business manager. Will as- 
sume position of controller /business manager this year 
following familiarization period. Degree with account- 
ing major and at least five years' experience preferably 
television. Network affiliate located in top 50 market in 
Northeast. Send resume with salary history to Box B -8. 
EOE. 

HELP WANTED SALES 

Local sales manager for NBC affiliate in the South- 
east. It you are an organizer, a motivator, a strong train- 
er and a pro at new business development, this is the 
place for you. Send resume and salary history to: Bill 
Lage, WPCO -TV Box 18665, Charlotte, NC 28218. No 
phone calls please. EOE. 

Local sales manager: KTSP -TV is seeking a highly 
motivated individual with a successful track record in 
sales management. If you can demonstrate a thorough 
knowledge of all aspects of sales management includ- 
ing highly developed skills in marketing and creative 
problem solving send your resume (no phone calls) to 
Tony Twibell, GSM, KTSP -TV 511 West Adams, Phoe- 
nix, AZ. 85003. E.O.E. 

Account executive: Virginia ABC affiliate needs moti- 
vated AE to increase existing list and develop new 
business. Excellent opportunity with growing group. 
Send resume to Jack Porray, General Sales Manager. 
WXEX -N, 21 Buford Rd., Richmond, 1H 23235. EOE. 
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HELP WANTED TECHNICAL 

Maintenance technicians: KRIV -TV, Houston, is seek- 
ing qualified studio and transmitter technicians. Must 
have minimum of three years experience and a FCC 
license. Send resume to: KRIV -TV, P.O. Box 22810. 
Houston. TX 77227. Attn: Wéndell Wyborny VP /CE 
E.O.E. 

Engineer In charge for state -of- the -art mobile unit. 
Experience on TK -47§, BVH- 20005, Abekas digital 
systems. Chyron 4100 necessary. Competitive salary- 
/benefits. Mobile unit supported by large established 
production facilities. Contact Eric Address, E.J. Stew- 
art, Inc. 215-66 -6500. EOE, M/F 

Leading East coast TV production house looking for 
maintenance engineer with 3 -5 years experience. Solid 
background in digital electronics. Aggressive compen- 
sation and benefits package. If you're qualified, call 
215.568 -4134, for Clint Tinsley, Director of Engineering. 

Chief engineer needed for medium market affiliate in 
good Sunbelt market. Must be strong, aggressive man- 
ager with talent for managing people as well as work- 
ing effectively with other department heads. Prior tele- 
vision station management experience is necessary. 
Box B -12. EOE. 

Sony 1" editor: Pittsburgh based production facility 
seeking Sony BVE 5000 1" editor. Must have 3 -5 years' 
commercial editing and ADO experience. 4 Sony 1" 
machines & Ampex 4100 switches Send resume to Box 
B -9. 

Senior editor. Washington, DC production /post -pro- 
duction facility seeking editor. Computerized editing. 
DVE, 1" experience necessary. Box B -5. 

Assistant chief engineer. Progressive, growing group 
operator needs an assistant chief now for newly ac- 
quired Midwest medium market. Opportunity to be in 
one major rebuild. Strong background in UHF RF, Am- 
pex tape, and Betacam desired. Excellent growth po- 
tential with competitive salary and benefits. FCC Gen- 
eral and SBE certification desired. Send resume to 
William Beeman, VP /Engineering, Wilson Communica- 
tions, 1585 Schallenberger Rd., San Jose, CA 95120. 

Technical services manager (chief engineer). Fast 
growing public television station in #1 market seeks 
assistant chief/ maintenance supervisor ready to move 
up. Department head position managing 15 techni- 
cians, daily operations/engineering activities, develop- 
ment of total technical facility Station produces nightly 
news program, uses Ikegami, Ampex, RCA equip- 
ment. Requires four years' maintenance experience, 
three years' supervisory experience, FCC first/general, 
EE or equivalent, thorough knowledge of current equip- 
ment and production techniques. Salary to $42,000 
plus excellent benefits. Resumes to Myra Pollack, 
WLIW -TV 1425 Old Country Road, Plainview, NY 11803. 
EOE. 

Broadcast engineer II. 3 years of maintenance exper- 
ience with a variety of ENG and studio equipment. 
knowledge of broadcast rules and guidelines. Associ- 
ates degree in radio and TV or related field or equiv- 
alent experience. Position is in a medical environment. 
Starting salary $23,130 - $24,056. Equal opportunity/af- 
firmative action employer. Resume must be received 
no later than March 21st, 1986. Send to: Staff Employ- 
ment, University of Arizona, 1717 E. Speedway, Tuc- 
son, AZ 85719. 

Chief engineer. VHF network affiliate seeking chief en- 
gineer with proven leadership skills. Must have broad 
experience in studio and microwave equipment. Prefer 
knowledge of long -range capital and budget planning. 
Send resume and salary requirements by March 12, 
1986 to Personnel Director, WTRF -TV 96 Sixteenth St., 
Wheeling, WV 26003. EOE. 

Manhenance engineer for growing Christian broad- 
caster in San Francisco Bay area. Requires five years' 
experience in TV maintenance. Prefer substantial UHF 
transmitter experience. Contact Bob McPwoy, KFCB- 
TV, P.O. Box 6498, Concord, CA 94524. 415 --676- 
8969. 

Maintenance technician. We have an opening for an 
individual with a strong background in digital electron- 
ics. Prior experience in installation/ maintenance of 
broadcast studio /transmitter equipment a must. Son- 
y /Ampex 1 ", RCA 2", TCR, Grass Valley/Mtal /Bosch 
switching, Chyron, RCA/JVC cameras, RCA UHF trans- 
mitter. Competitive salary and excellent benefits. Send 
resume to: Personnel, c/o WPGH -TV 53, 750 Ivory Ave., 
Pittsburgh, PA 15214. No phone calls, please. EOE. 
M/F. 



Video engineer: Expanding East Coast production 
house seeks qualified staff engineer to maintain and 
expand a full service 24 track audio/1" video produc- 
tion facility. Familiarity with ADO, Quantel Paintbox, 
Dubner CBG II, Sony VTR's, CMX and CDL desirable. 
Editing and videodisc production experience a big 
plus. We offer a future with growth potential for the right 
candidate. Salary comensurate with experience. Send 
resume to Terry Lockhart, Director of Engineering, Cin- 
emagraphicsNdeo One, Inc., 100 Massachusetts 
Ave., Boston, MA 02115. 

HELP WANTED NEWS 

Reporters needed who know how to cover ground and 
write to the viewer Editing skills a must. Shooting skills 
a strong bonus. Send tape /resume to Stephan Foust; 
News Director, WTVM -N Box 1848; Columbus, GA 
31994. EOE, M/F 

Producer /reporter for award winning statewide public 
TV network. Cover state legislature and produce issue - 
oriented reports /documentaries for local, regional and 
national distribution. Bachelor's in Broadcast Journal- 
ism, Mass Communications plus three years related 
experience required. Equivalency considered. 
$21,664 minimum. Apply by March 21 to: Personnel 
Coordinator, University Television, Box 83111, Lincoln, 
NE 68501 AA/EEO. 

Anchor /news director. Three years' reporting re- 

quired. EOE. Send resume and videotape to Station 
Manager, KUMV -N, Box 1287, Williston, ND 58802. 

News reporter: non -union national financial cable TV 

program. Strong business background & financial re- 

porting. Send resume: Financial Inquiry, #200, 11812 
San Vciente, Los Angeles. CA 90049. 

Anchor /producer: For progressive medium- market 
network affiliate. Need solid anchor to settle in our Mid- 
west community One year producing experience es- 

sential. Send resume and salary requirements to Box 
A -114. EOE. 

General assignment reporter: W /'Y- -TV has an open- 
ing for a general assignment reporter. Minimum 18 

months' experience in commercial television news re- 
porting and college degree required. Send resume, 
audition tape, and salary requirements to News Direc- 
tor, WWY -TV. 801 Wavy St., Portsmouth, A 23704. 
W Y -TV is an affirmative action/equal opportunity em- 
ployer. No beginners and no phone calls. 

TV news anchor, San Juan, PR. Bilingual, English - 
/Spanish. Send resume and tape: Mr. Ramon Cotta, 
WPR --N, Channel 13, PO B. 31313, Rio Piedras, PR 

00929. EOE. 

We're looking for a good reporter with anchor poten- 
tial. Energetic, hard workers need only apply Wte are a 

dominant Sunbelt station with live equipment Please 
send tape and resume immediately! Pete Michen- 
felder, News Director, WJBF, Box 1404, Augusta, GA 
30903. 

General assignment reporter with four years' exper- 
ience in television news, preferably at a major market 
station. Send resume and tape only to Bill Vance, Direc- 
tor of News, WJBK -TV, Box 2000, Southfield, MI 48034. 
EOE. 

Videotape editor. Help us turn great video into great 
packages. Send tape, resume, and references to 
ATTN: Dave Rowan, Chief Editor, WTSP -1V (Tampa, St. 

Petersburg), 11450 Grandy Blvd., St Petersburg, FL 

33702. EOE. 

News promotion producer. Can you create slick, ex- 
citing on -air episodic promos that really sell news? 
Must have strong writing and production skills, solid 
grasp of news values. Send resumes, tapes, refer- 
ences to News Director, WBBH -TV 3719 Central Ave., 

Fort Myers, FL 33901. No phone calls. EOE. 

Executive producer needed for dominant Gulf Coast 
net affiliate. Aggressive, experienced producer or ex- 
ecutive producer with good people skills to work with a 

number one team. Previous reporting experience re- 

quired. Contact Rob Dean, News Director, KIII -TV, P.O. 

Box 6669, Corpus Christi, TX 78411. EOE. 

Mature anchor needed to complement female anchor. 
Ideal candidate will do some reporting, and must be 
able to produce. Looking for a team player. Join us as 

we put up tall tower and broadcast in stereo. Send 
resumes, tapes to Peggy Lucas, News Director, WCBI- 
TV P.O. Box 271, Columbus, MS 39701. No calls. 

Reporter, CBS affiliate, good writing skills, 
live work, self -starter. Resume and tape to Tim G. Gard- 
ner, KTBC -TV, P.O. Box 2223, Austin, D( 78768. EOE. 

Anchor /reporter, wanted; aggressive, hard -working 
individual to anchor weekends and report during the 
week. Must have some anchor experience. Send ta- 
pe /resume to Craig Cannon, News Director, KHBS -N 
P.O. Box 4150, Fort Smith, AR 72914. No calls. 

Assignment editor. Strong news leader in medium SE 
market needs experienced desk manager. Must be 
take charge, imaginative individual with ability to think 
on your feet, motivate crews, write, edit, assist produc- 
ers, monitor scanners and two way Reporting exper- 
ience a must. Send resume to Box B -21. 

HELP WANTED PROGRAMING 
PRODUCTION & OTHERS 

Producer /director for network affiliate in southeastern 
top-40 market. Primary responsibility will be switching 
6 and 11pm newscasts. Also responsible for special 
projects. Minimum two years hands -on experience on 

6 and 11pm newscasts required. Grass Valley 300 E- 

MEM and NEC DVE experience a plus. Reply to B -20. 

EOE. 

Sports and program producer for Midwest ABC sta- 

tion. Supervise production of locally produced and re- 

gional network programs and sporting events. Three 
years producing and news directing experience. Send 
resume to Program Manager, Box 718, Columbus, OH 

43216. 

Promotion producer: Seeking a top -notch writer /pro- 
ducer to assume responsibility for production of on -air 
promos with emphasis on news. Candidate must have 
minimum of three years experience and a dynamite 
reel to show for it. On location experience essential. No 

beginners. If you're talented, a team player, and won't 
settle for being second -best, send resume and tape to: 

Manager Creative Services, WTLV, Box TV12, Jackson- 
ville, FL, 32231. 

Director of program production: Experienced pro- 
duction manager /producer- director to head produc- 
tion unit of well equipped, top rated PTV station. Inter- 
nal promotion re -opens position. Sets policies, 
standards and procedures for all productions. Works 
with top management to set goals and objectives. Re- 

sponsible for departmental budget. Recommends 
equipment purchases. BA/BS in communications or 
related field and 4 years television production exper 
fence required. MA and management experience pre- 

ferred. Salary: minimum $20,000. Apply WUFT -N 
Search Committee, 2000 Weimer, University of Florida, 
Gainesville, FL 32611. Deadline: March 5, 1986. An 

EEO /AA Employer. 

Commercial producer /announcer/writer. Immediate 
opening for senior director with experience, talent, en- 

thusiasm, and skills in location and studio tape produc 
Lion. You'll have the freedom to create a selling spot 
from concept to completion in this exciting SE market. " 

cassette /resume to Lew Koch, Operations Manager, 
WAAY -TV. P.O. Box 2555, Huntsville, AL 35804. EOE. 

Continuity/traffic manager for public television sta- 
tion near LA with expanded signal coverage through- 
out Southern California. Must have two year full -time 

continuity, promotion or traffic experience at a broad- 
cast television station plus BA in Redio/TV or related 
field. Must type 40 words per minute. Salary to $19K. 
Excellent family benefits package. Letter and resume, 
postmarked by 3/7/86 to Winston Carl, Personnel Offi- 
cer, KVCR -N/FM, San Bernardino Community College 
District, 631 S. Mt. Vernon Ave., San Bernardino, CA 
92410. EOE. 

Top 100 Midwest network affiliate seeks director for 
production /newscasts. ADO and Chyron experience 
necessary. Salary commensurate with experience. 
Send resume and salary requirements. EOE. Box A- 

132. 

In house TV producer /coordinator to build 2 weekly 
cable programs for special interest publisher. Must be 

experienced/ marketing -smart. Publisher, PJS Publica- 
tions, Box 1790, Peoria, IL 61656. 

Production manager: Midwest network affiliate, top 
60 market seeks production manager with proven man- 
agement skills and a reputation for quality work. Send 
resume and salary requirements to Box B -14. EOE,M/F. 
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Scriptwriters and filmmakers: for an instructional 
television series about the U.S. Constitution. Appli- 
cants must have extensive experience in on- location 
dramatic and historical documentary production. Na- 
tional writing or production credits helpful. Project re- 

quires research -oriented writers and filmmakers who 
can work closely within a team consisting of a produc- 
er, an instructional designer, content specialists and 
reviewer /evaluators. No relocation required. A unique 
opportunity to help young people increase their under- 
standing of the U.S. Constitution, the project requires 
people with exceptional talent who can produce com- 
pelling programs. Writer applicants: please send a re- 

sume and no more than two sample scripts, which 
have been produced. The scripts should reflect the 
ability to write first -rate drama and /or comedy and doc- 
umentary scripts. Filmmaker applicants: please send a 

resume and 3/4" videocassette no longer than 30 min- 
utes. The cassette must demonstrate the ability to pro- 
duce and direct drama, comedy and documentary pro- 
duction. (Enclose self- addressed stamped envelope 
for return materials. Scripts and cassettes may not be 
returned for several months.) Send to: U.S. Constitution 
Project, Agency for Instructional Technology, 1111 West 
17th St., Bloomington, IN 47401. AITis an equal oppor- 
tunity/affirmative action employer. 

Director: Medium Midwest network affiliate is looking 
for a director to handle fast paced 6 and 11 PM news- 
casts Minimum 2 years' fulltime news experience. Re- 

sumes only to Box A -59. 

Program supervisor: Need the other half of a two 

person team for programming /operations assistance 
and supervision. Help coordinate on -air operations 
and programming. Good knowledge of broadcast pro- 
cedures, planning, systems, programming and inven- 
tory. Ability to deal with program suppliers, clients, tal- 
ent. People management with good organizational 
skills. A "be involved" job. Resume, full details to Gen- 
eral Manager, WTZA -TV, Box 1609, Kingston, NY 

12401 EOE 

SITUATIONS WANTED MANAGEMENT 

Now VP Impact TV. Seek SE USA. TV /radio /cable 
group. Creative street sales trained pro. 30 years' im- 

pressive management, team hands -on attitude, excel- 
lent record and references, dedicated, people, profit 
oriented. BS degree. Rick, Randy 703-893 -3151. 

"On the Beach" after GSM stint at 1985's hot new 
indie. Major & medium experience. Seeking sales or 

station management position. All market sizes consid- 
ered. Mr. Bailey 205 -837 -7342. 

SITUATIONS WANTED SALES 

Ambitious account executive seeks career in broad- 
casting. Network exposure, BS marketing and man- 
agement. 7 years' sales experience. Communications 
background. Spot sales, promotions, news, produc- 
tion. Open door chamelleon. LI or NY metropolitan 
area. Nancy 516 -671 -4747. 

SITUATIONS WANTED TECHNICAL 

20 years' broadcast engineering. 10 years' as televi- 
sion chief engineer & director of engineering. Start up 

& upgrade construction, studios & transmitters, union 
crews, people management and departmental budget- 
ing from scratch. Please reply Box B -24. 

SITUATIONS WANTED NEWS 

Recent N.P.P.A. Photographer of the Year looking for 
alternative to Los Angeles rat race. Currently shooting 
magazine, interested in special projects and documen- 
taries. My tape tells the story. Box A -79. 

Creative cable news reporter looking for break in 

small market. Aggressive self- starter; extensive pro- 
duction skills. Investigative reporting, features, live 
coverage. Allison 617 -696 -1026. 

News director /executive producer seeks challenge. 
Twelve years television news, eight years manage- 
ment. Team player. Currently employed. Box A -120. 

Versatile anchor- reporter news and sports exper- 
ience. Solid writing, shoot, edit, produce. BYU gra- 
duate seeking relocation. Steve 801 -571 -2683 

"Cookie cutter" reporters? Don't hire another disap- 
pointing news clone. Invest in a Boston bred original! 
Brent Mann 1- 800-533 -1776. 

Reporter /field producer: award -winner, seven years' 
experience, people motivator, want quality medium or 
large market station. Box A -103. 



Top 50 anchor. Our news #1 in competitive market. 
Strong writer, field reporter. Available now Days 214- 
891 -3036. nights 214 -492 -5749. 

Warm, authoritative anchor /reporter. Astonishing 
personal accomplishments. Awesome audition tape. 
Fountain of fresh ideas. Street -wise and production 
savvy Gil Fryer, 1424 Ethel St., Glendale, CA 91207. 

Anchor/feature reporter: Perfect for weekend or noon 
show in medium market; great at crafting features; five 
years' production experience. Edits tape. Call Mary 
608- 271 -3071. 

"Assembly line" anchors? Let your competitors hire 
the mediocre mass produced news robots. Invest in 
Brent Mann! A classy professional with rare talents. 1- 
800 -533 -1776 

SITUATIONS WANTED PROGRAMING 
PRODUCTION & OTHERS 

Lighting director with network credits and studio pro- 
duction skills willing to relocate. Resume on request. 
Box A -73. 

Production manager: 4 solid years' "do it all" exper- 
ience as video PM for major sports facility. Experienced 
with mobile video operations, problems, and special 
needs, especially for sports. Good administrator, moti 
vator, with a knack for getting the job done. BA. There's 
untapped potential here! Box B -13. 

Creative, ambitious, well educated master control 
operator seeks production position (entry level OK) in 
Colorado or the Northeast. I prefer to make TV and let 
other people watch it. Mark 303 -860 -9821. 

MISCELLANEOUS 

Opportunities are now available in greater numbers 
with many of our client stations in television and radio 
nationwide. We're looking for career- minded individ- 
uals who thrive on professionalism -anchors and re- 
porters in news, weather, and sports, along with pho- 
tographers, directors, producers, disc jockeys, talk - 
show hosts, and promotion specialists. Contact Media 
Marketing. P.O. Box 1476, Palm Harbor, FL 34273- 
1476, or call 813- 786 -3603. 

Primo People: The news director's best friend when 
is time to fill a talent or management position. Top 
quality people available now Contact Steve Porricelli or 
Jackie Roe, Box 116, Old Greenwich, CT 06870 -0116, 
203-637-3653 

ALLIED FIELDS 
HELP WANTED INSTRUCTION 

Telecommunications: Assistant Professor, full -time, 
tenure -track position. Masters required, Ph.D. pre- 
ferred, 3 years college teaching required. Teach gra- 
ivate and undergraduate courses in an established, 
production- oriented program. Applicant would be able 
o teach TV production and any of the following: Intro - 
iuction to Telecommunications, Writing for W, Telecom- 
munications Law, Telecommunications Management, 
and supervise internship. Competitive salary/benefits. 
4vailable September, 1986. Deadline for application in 
March 15, 1986. Send resume, transcripts and three 
etters of recommendation to: Search Committee, De- 
partment of Telecommunications, Kutztown University, 
<utztown, PA 19530. Kutztown University is an affirma- 
ive action /equal opportunity employer and actively so- 
icits applications from qualified minority candidates. 

áraduate assistant: positions available for exper- 
enced broadcasters interested in managing on -air FM 
nation while pursuing MS degree in media manage- 
ment in college communications. Contact Dr. H.H. 
coward, 98 Communications Bldg., University of Ten- 
lessee, Knoxville, TN 37996. 

3raduate Assistantships available for persons with at 
east three years full -time experience, writing, editing, 

either print or broadcast media, ready for mid -career 
tpportunity to earn an MA in a 12 -month program. 
ìtipends of approximately $6000 plus full out-of -state 
uition for best qualified teaching and research assis- 
ants. Deadline for application is April 15, 1986. Write: 
Thairman, Graduate Studies, School of Communica- 
ons, The Pennsylvania State University, 215 Carnegie 
tuilding, University Park, PA 16802. 

Assistant Professor, Tenure track, Radio-TV Depart- 
ment. School of Journalism, University of Montana. 
Available September 1, 1986. $22-26,000 for nine- 
month academic year. Requires teaching and student 
advising in accredited program. School offers Bache- 
lor of Arts degrees in journalism and radio -Wand Mas- 
ter of Arts program. Founded in 1914, University of 
Montana School of Journalism is one of oldest J- 
Schools in nation. The University opened an $8.6 mil- 
lion Performing Arts Radio- Television Center in 1985. 
Applicants must have minimum of 5 years experience 
and demonstrated competence as news reporter or 
producer, preferably in Wand in major market. Teach- 
ing experience and Master's degree desirable. Most 
important consideration: Quality of professional exper- 
ience as working broadcast journalist. Position offers 
opportunity to join first -rate prefessionally oriented jour- 
nalism faculty in spectacular Rocky Mountain setting at 
time when University of Montana has established 
broadcasting as a priority To apply, send letter of appli- 
cation and complete summary of education and exper- 
ience, including names of at least three (3) profession- 
al references, postmarked no later than March 15, 
1986 to Joseph Durso, Jr., Chairman, Radio- Television 
Department. School of Journalism, University of Mon- 
tana, Missoula, Montana 59812. AA/EOE. %omen and 
minorities are encouraged to apply 

Graduate associates with professional experience in 
broadcast journalism needed to help teach classes in 
television and radio news while earning an MA in jour- 
nalism. Full fee waiver plus minimum $645 monthly sti- 
pend for nine months. Contact Director, School of Jour- 
nalism, Ohio State University, Columbus, OH 43210. 

Notice of anticipated vacancy. Instructor in Mass 
Communications, Morningside College /Department of 
Communicative Arts anticipates a faculty opening in 
Mass Communications for Fall, 1986. The successful 
applicant will have a broad general mass communica- 
tions background and will teach courses in print, ad- 
vertising, theory and mass communications law The 
applicant will also assist in intern supervision or man- 
agement of the student -run radio station. Qualifica- 
tions: MA or MS experience in TV/radio, teaching ex- 
perience. Submit letter of application, resume and 3 
letters of recommendation to Dr. R. Franklin Terry, Dean 
of the College, Morningside College, Sioux City, IA 
51106 by March 31, 1986. AA/EOE. 

Seek tenure- leading broadcasting faculty member 
and news director of KRNU -FM radio commencing 
Aug. 18. Will teach broadcasting courses with empha- 
sis in broadcast reporting. Long -time accredited pro- 
gram offering BA and MA degrees will give preference 
to applicants whose credentials include at least a MA 
plus substantial successful experience in broadcast- 
ing. (Ph.D holders also encouraged to apply, but must 
possess desirable in -depth broadcasting professional 
experience.) BA holders with highly significant profes- 
sional experience and interest in academic develop- 
ment will also be considered. Apply be March 20 with 
letter of application, names and telephone numbers of 
5 references and current resume to: Broadcasting 
Search Chair, College of Journalism, 206 Avery Hall, 
University of Nebraska -Lincoln, NB 68588 -0127. 
AJEOE. 

Broadcast Journalist. Teach radio -TV news gathering, 
editing. Supervise twice -weekly live TV newscasts. 
Also teach visual communication, other courses which 
could include mass media writing, and areas of per- 
sonal expertise. Ph.D preferred, MA acceptable. Rank, 
salary dependent on qualifications. Probationary posi- 
tion. Send letter of application, resume, transcripts, 3 
letters of recommendation to Dr. James Fields, Chair- 
man, Dept. of Journalism, University of Wisconsin -Eau 
Claire, WI 54701. Beautiful setting. Application dead- 
line April 8, 1986. AA/EOE. Women, minorities strongly 
encouraged to apply 

HELP WANTED MANAGEMENT 

National sales manager: Television broadcast pro- 
ducts. Growing high -tech broadcast equipment manu- 
facturer with established brand name worldwide 
searches for a national sales manager. VW are looking 
for an executive experienced in high -tech sales with 
determination to grow with company. Experience in 
field sales essential. Contact: Lee O'Keefe, Secretary 
to President, Shintron Co., Inc., 144 Rogers St., Cam- 
bridge, MA 02142. Telephone: 617-491-8700. 
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HELP WANTED PROGRAMING 
PRODUCTION & OTHERS 

1" Editor needed. Full time evenings, must be Sony 
5000. Grass Valley 300, and DVE experienced. Send 
resumes to PPC, 29 N. Main St., S. Norwalk, CT 06854, 
or call 203-853 -1740. 

ENG photographer with a commercial flair. Exper- 
ienced cameraman based in Washington DC, needed 
to shoot political ads. lbu must be willing to travel. 
Resumes only to: Dale Miss, Broadcast Services Di- 
rector, National Republican Congressional Committee. 
320 First St., SE, Washington, DC 20003. No phone 
calls. 

INSTRUCTION 

FCC License. Cassette recorded lessons plus one 
week seminar. April seminars in Washington, Boston. 
Detroit, Philadelphia. Bob Johnson Telecommunica- 
tions. 213-379-4461. 

HELP WANTED TECHNICAL 

Expanding production company seeks qualified 
maintenance engineer with strong electronic back- 
ground /computer editor to work with clients. Resumes 
to 421 Briarbend Dr., Charlotte. NC 28209. 

PROGRAMING 

Bingo. Oldest promotion in the industry. Copyright 
1962. World Wide Bingo, PO. Box 2311, Littleton, CO 
80122. 303 -795 -3288. 

Jingles enhance commercials. A good commercial 
will get aired more often. Call Prime Cuts for a great 
demo. 615- 385 -3007. 

MISCELLANEOUS 

Info -packed cassette tells how to break into radio/TV 
voice -over business. $9.95 to: Wiceworks, Box 17115, 
Greenville, SC 29606. 

Study British television programming, policy, pro- 
duction and administration in London, May 10 -22. Visit 
BBC, IBA and other research and production facilities. 
Guest lectures. Can extend stay 4 hours of undergra- 
duate/graduate credit or audit. Contact Dr. Richard Vin- 
cent, Radio -TV Department, Southern Illinois Universi- 
ty, Carbondale, IL 62901; 618- 536 -7555. 

Pretty, petite, trim, well -proportioned lady, 33, di- 
vorced from TV news anchorman, seeks to meet an- 
other man in TVor radio. Good looks are important, age 
isn't. Unhappy married men may apply too! Send intro- 
ductory letter, photo, phone to DPB, P.O. Box 15983, 
Orlando, FL 32858. 

WANTED TO BUY EQUIPMENT 

Wanting 250, 500, 1,000 and 5,000 watt AM -FM trans- 
mitters. Guarantee Radio Supply Corp., 1314 Iturbide 
Street, Laredo, TX 78040. Manuel Flores 512 -723- 
3331. 

Instant cash- highest prices. We buy TV transmitters 
and studio equipment. $1,000 reward for information 
leading to our purchase of a good UHF transmitter. 
Quality Media, 404 -324 -1271. 

Wanted: used VHS 3/4 ", land 2" videotapes. Cash 
paid for all lengths. No defectives. Call Andy Carpel, 
301-845 -8888. 

VHF television transmitter, low band, 25KW under 15 
years old. Prefer RCA, consider any brand. Maze 
205- 956 -2227. 

Wanted, AM-FM transmitters, towers, antennas, stu- 
dio equipment. AS &E, Route 1, Box 406C, Chester, MD 
21619. 

FOR SALE EQUIPMENT 

AM and FM transmitters -used, excellent condition. 
Guaranteed. Financing available. Transcom, 215- 
884 -0888. 

FM- 20kw/30kw, BE FM -30 (1983) w/FX -30 exc. like 
new; CSI T -20 -F on airw /exc. & stereo (1982), mint. Call 
M. Cooper , Transcom, 215-379 -6585. 

FM- 2 "5/3/5kw, CCA 2.5kw w /exc. on air w /proof, Bauer 
605B (1984) 5kw w /690 exc. (going higher power); 
McMartin 3.5k w /exc. on air w /proof, Call M. Cooper, 
Transcom, 215-379 -6585. 

AM -5kw & 1kw, Collins 21E on air w /proof, ITA 5000A 
on air excellent condition, Harris BC -1H (1972) mint 
condition -Collins 820D1 (1972). Call M.Cooper, 
Transcom Corp. 215-379 -6585. 



New TV startups. Quality Media can save you money. 
Top quality equipment at lowest prices. Business 
Plans, financing available. Quality Media 404 -324- 
1271. 

GE 30kw UHF transmitter. Immediate delivery, good 
condition. Quality Media 404 -324 -1271. 

Vldeomedla 1" VTR editor model Z -6000. New. Half 
price. Bill Kitchen, Quality Media, 404 -324 -1271. 

GE 110 KW UHF transmitter. Townsend exciter, pul- 
sars, ready to go. Quality Media, 404-324 -1271. 

TWo Ikegami HL -79A ENG /EFP cameras. Good con- 
dition. Each includes Cannon 9 -118mm macro zoom 
lens, 2 batteries, and shipping case. $11,500.00 each. 
Call Clint Tinsley, Center City Video. 215 -568 -4134. 

Production equipment: Hitachi HR100, low hours, he- 
trodyne adaptor -$15,000. Ikegami HL79A, $9,000. 
TK76B, Hitachi FP50s, Panasonic AK100/AU100, 
CMX340/NEC TT7000s, VPR2Bs Illusion DVE, Quanta 
Q7 CG, Chyron 4000, 5500 color corrector, Angeniux 
25X and Fuji 22X lenses. CP6112 switcher, Vinton 
heads, tripods and dollies. Hydroped 500 head. Call 
Jack Taylor, WVSCO, 315-367-2800. 

Mobile vans: Two 14' cube vans fully equipped, Cam- 
era Van - Five triaxed cameras. GV switching and rout- 
ing, Yamaha audio. Tape Van - 2 Ampex VPR2B w/ Slo- 
Mo, Chryon 4000. Bosch and Tektronix monitoring and 
test equipment. Ready to go. Excellent Condition 
$285,000. 38' Gertenslager recently rebuilt. No equip- 
ment $27,000. 30' Gerstenslager recently stripped. 
$14.000. Call Jack Taylor, WVSCO, 215-367 -2800. 

Dubner CBG -2 animation system, excellent condi- 
tion. 4096 colors, DeJag /Anti- Aliased, 4 Meg Meg -O- 
Mem Board. Drives included. lomega and CDC remov- 
able. Call 215-568 -4134. 
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Quality broadcast equipment. AM -FM -TV new and 
used, buy and sell. Antennas, transmitters, VTRs, 
switchers, film chains, audio, etc. Trade with honest, 
reliable people; Call Ray LaRue, Custom Electronics 
Corp. 813 -685 -2938. 

For sale: ITC stereo record/play cart. Moseley re- 
mote control, ITC stereo reel -to -reel, BE-4 mixer. Call 
812 -451 -2636. 

RG -19A/Ú on 550 foot rolls$2.00 /ft. Cablewave 50 
ohm 7/8 inch foam on foot reels C $2.00/ft. Write for our 
list of Jennings Vacuums. J.S. Betts Company, 81 W 
Campbellton St., Fairburn, GA 30213. 

Motorola MR -96 microwave system for sale, new 
condition. Call Ben Ferguson 609 -935 -1510. 

For sale: Good RCA 10kw transmitter. In service until 
mid -January Price $10,000. Call Tom Taylor, 704 -668- 
7977 or write PO. Box 1044, Sylva, NC 28779. 

Sony 1" VTRs, AMPEX 1" VTRs, NEC 1" VTRs, Sony 
BVE -800 editor. RCA film islands (several new TP -66s), 
2 TP -7 projectors, 2" VTRs by RCA and AMPEX. Hitachi 
Z -31s, HL -79As, 79DAs, 79DALS, 79 EALs. RCATK- 
46$, TKP -46, TK -76Cs. Call Media Concepts, 919- 
977 -3600. 

Machine control system: Utah Scientific PLMC -1. 

Brand new, never used. For use alone or with Utah A /S- 
1 routing switchers. 3 assignment panels, 2 panels to 
control 4 VTRs and up to 8 -8 function machines. 1 

interface for 2 -15 function machines. Contact Ted Szy- 
pulski, Director of Engineering, WTIC -TV, 203 -527- 
6161. 

Copper! For all your broadcast needs. #10 ground 
radials, 2, 4, 6, 8" strap, fly screen, counter poise mesh. 
317 -962 -8596. Ask for copper sales. 

Well maintained oldies but goodies: Skypans w /Pan- 

tagraph; RCA TK -44s w/ spares; RCA TR -70s; RCA 
TPR -10 VTRs; RCATK -760, 76B, 76s; RCA FM Ant. 14 

Bay 102.9 Mhz; RCA TK -22 B &W camera; RCA TFU 

46K Ch. 44 Ant; RCA TCR -100s w /extras: Sony BVU- 
110 3/4" VTRs w /extras: RCATR-60s. Contact George 
Merrill or John Reinfeld at 612 -646 -5555. 

New and used radio broadcast and microwave 
towers. Complete nationwide sales and service erec- 
tion specialists. Bonded with 25 yrs experience (Turn- 

key Operations). T.M.C.I. 402 -467 -3629. 

Sony 3/4" 5800 deck 4800 loc. BVE 500 editor, BVU 
200, M3 camera/CCU, Chyron. Best offers. 303-629- 
5347. M -F 
Blank tape, half price! Perfect for editing, dubbing or 
studio recording, commercials, resumes, student pro- 
jects, training, copying, etc. Field mini KCS-20 minute 
cassettes, $6.99. ELCON evaluated 3/4" videocas- 
setes guaranteed broadcast quality. To order, call Car- 
pel Video, Inc., 301-845 -8888, or call toll free, 800- 
238 -4300. 

Technics recorders model RS 1506 US. New, limited 
stock, ea. only $995.00 Northwestern, Inc. 1- 800 -547- 
2252. 

FM transmitters: 20, 15, 10, 5, 1,.25kw. Continental 
Communications, 3227 Magnolia Blvd., St. Louis, MO 
63118. 314 -664 -4497. 

AM transmitters: 50, 10, 5, .5, .25kw. Continental Com- 
munications, 3227 Magnolia Blvd., St. Louis, MO 
63118.314-664 -4497. 

CETEC 7000 /GLS with Audiofile, 4 CarteVCarousels, 3 

Otani Playbacks, CRT Logging Package, live assist 
package. Dale Hendrix, 215-868-6767. Holt Techni- 
cal Services, a division of the The Holt Corporation. 

Ward -Beck intercom- 24 X 24 Squak sustem In- 
cludes remote panels with microphones, cables, IFB 
system and patch panel. In operation now Available 
March, 1986. Contact Ted Szypulski, Director of Engi- 
neering, WTIC -TV, 203-527 -6161. 

CETEC 7000 /GLS with Audiofile, 4 Cartel /Carousels, 3 
Otani Playbakcs, CRT Logging Package. Live Assist 
Package. Dale Hendrix - 215-866 -2131. Holt Techni- 
cal Services, a division of The Holt Corporation. 

RADIO 
Help Wanted Management 

WTAR RADIO 
NORFOLK, VIRGINIA 

Virginia's first radio station needs a 
local sales manager with a proven 
track record of performance as a 
general or local sales manager. Must 
have strong leadership, motivation 
and people skills. Excellent benefits 
and opportunity for the right career - 
minded professional. Send letter 
and resume with salary history, in 
confidence, to Dan Maxwell, Gener- 
al Sales Manager, WTAR/WLTY, 720 
Boush St., Norfolk, VA 23510. EOE. 

Situations Wanted Sales 

ONE OF OUR BEST 

We've just sold one of our top 100 AMIFM5. We feel our 
GM is uniquely qualified for a group VP or top 50 as- 

signment. He's 40: experienced in sales. group and 
station management. CRMC and MA. Two company 
turnarounds to his credit. Prefers upper Midwest or 

West Coast. Box B -15. 

TELEVISION 
Help Wanted Management 

EXECUTIVE DIRECTOR, 
MARYLAND PUBLIC TELEVISION 

The Maryland Public Broadcasting Commisssion invites application for the posi- 
tion of executive director for Maryland's public television system, a state agency 
with a 90,000 square foot production headquarters in Owings Mills (a northwestern 
suburb of Baltimore), a staff of 300, an annual $15 million operating budget and six 

transmitters statewide. Maryland Public Television is a major producer of national 
and local programs. 

Applicants must be mature professionals, with experience preferred in both 
education and broadcasting management. Graduate degrees are desirable, with 
greater emphasis on experience and proven ability. Applicnats should be well 

versed in public broadcasting and familiar with all areas involved in the operation 
of a major TV production facility, particularly technical, financial and personnel 
management. 

A mastery of communcation skills -- written, spoken and interpersonal --is essen- 
tial. Knowledge of, and experience in, working with state organizations is desirable 
as is a firm background in dealing with both executive and legislative branches of 

state and federal governments. Because public broadcasting in Maryland stress- 
es educational objectives, applicants should also be familiar with educational 
issues. 

Applications will be received until March 31 in the form of a letter and complete 
resume. Salary and benefits are competitive. 

This position is of key importance to the future of Maryland's public broadcasting 
system. The Commission, an Equal Opportunity /Affirmative Action Employer, 

stresses that its standards are particularly high and its selection procedure thor- 
ough. Please submit applications and nominations to: 

Mr. Ross Jones, Chairman 
Public Broadcasting Search Committee 

Maryland Center for Public Broadcasting 
Owings Mills, Maryland 21117 
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Help Wanted Sales 

REGIONAL SALES REPRESENTATIVE 
Forutne 500 Company Subsidiary: leader in the indus- 
try: producing station ID's. sales and production librar- 
ies. music commercials and television commercials. 
has opening for sales representative. 

Candidates must have successful track record in radio 
and TV sales. advertising agency sales, or related 
fields. Position requires extensive travel. Company pro- 
vides excellent salary, commission plan, plus company 
automobile. full expenses and outstanding benefits. 
Please send resume and salary history to: Jack Adkins. 
VP /Director Human Resources. Media General Broad- 
cast Services. Inc.. 2714 Union !venue Extended. 
Memphis. TN 38112. EOE. M /F. 

&obelus* Service*. Inc. 

()wcco TV 
7r I rated television station WCCO TV is 
looking fora distinct personality to host a 
new morning talk show. Honest, friendly, 
knowledgeable, witty, good with an 
audience, good interviewer, gregarious, 
open to discussion on any topic. Send tape 
and /or resume to: WCCOTV, 90 South 11th 
St., Minneapolis, MN 55403 
Attention: Local Programming Host 
No calls please. Equal Opportunity Employer. 

MAINTENANCE 

WXFL TECHNICIANS 
Florida Opportunity 

WXFL. Channel, 8 Tampa. Florida has two 
excellent positions available in our Engineer- 
ing Department for Broadcast Maintenance 
Technicians to perform all levels of 
maintenance for broadcast electronic equip- 
ment including digital. analog and microwave 
equipment. Duties will include installation of 

electronics equipment as required. We re- 
quire a minimum of 3 years broadcast elec- 
tronic experience. FCC license desired but 
not required. We seek self- motivated in- 

dividuals capable of working with a minimum 
of supervision. 

In addition to our desirable Florida West 
coast location, we offer a competitive salary 
and benefits. Send resume to: 

Personnel Department 
MEDIA GENERAL 

BROADCAST GROUP 
817 E. Washington St. 

Tampa, FL 33602 
an equal opportunity employer M,F 

NO PHONE CALLS PLEASE 

Help Wanted Technical Continued 

BROADCAST 
MAINTENANCE 

ENGINEER II 

KUED -TV 
2 years' experience in electronic 
maintenance or equivalency re- 
quired. FCC General license pre- 
ferred. Maintains studio, remote, 
operational and technical equip- 
ment. Sets up and operates stu- 
dio and remote equipment. As- 
sists maintenance supervisor 
with schedules, Supplies and 
equipment. Application and /or 
two copies of resume with 
names, addresses and phone 
numbers of three references to 
Patricia Baucum at: 

UNIVERSITY OF UTAH 
Personnel Department 

101 Annex Building, PB -1894 
Salt Lake City, Utah 84112 

Equal opportunity employer 

AUDIO ENGINEER 
The Christian Broadcasting Network, Inc. 
has an immediate opening for an exper- 
ienced audio engineer. The successful 
candidate must be a high school gra- 
duate with instruction in basic electronics 
with emphasis in audio engineering. De- 
grees helpful. Also requires a minimum of 
3 years experience as an audio operator 
for television or professional 16 -24 track 
recording studio. Remote television and 
film audio experience a plus. Must have 
the ability to proficiently operate audio 
mixing, processing, and recording 
equipment. If you wish to serve on a team 
committed to excellence, send resume 
and salary history in confidence to: 

The Christian Broadcasting 
Network, Inc. 

Employment Department -Box AE 
CBN Center 

Virginia Beach, VA 23463 

CHIEF ENGINEER 

WDJY, United Broadcasting Company's 
Urban Contemporary station in Washing- 
ton, DC is seeking a qualified person for 
the position of chief engineer. Qualified 
candidates must have an FCC License or 
SBE certification, knowledge of studio 
and transmitter construction, maintenace 
and operations. Those interested should 
send thier resume to Richard Mertz, Di- 
rector of Engineering, United Broadcast- 
ing Company, 4733 Bethesda Ave., Be- 
thesda, MD 20814. Please, no phone 
calls. EOE/MF. 
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TV- TECHNICAL DIRECTOR 
The Christian Broadcasting Network, 
Inc., located in Virginia Beach, Virginia, 
has an immediate opening for a technical 
director in their production services divi- 
sion. The qualified candidate will have 5 
years' experience in live television pro- 
duction. News experience helpful. Posi- 
tion requires qualified video operator 
with general knowledge of engineering, 
audio /video routing, digital video effects, 
and all areas of production...camera, 
audio, lighting, videotape. Must have the 
ability to work well under pressure. Must 
also be willing to work nights, holidays, 
and weekends. If you feel led and wish to 
serve, send resume and salary require- 
ments, in confidence, to 

The Christian Broadcasting 
Network. Inc. 

Employment Department - Box TD 
CBN Center 

Virginia Beach, VA 23463 

DIRECTOR OF ENGINEERING 
WPXI -TV PITTSBURGH 

AMERICA'S MOST LIVABLE CITY 
NBC AFFILIATED STATION 

EXCELLENT FACILITY & BENEFITS 
Ideal candidate should have a minimum 
of 5 years' engineering management ex- 
perience and also experience in dealing 
with Union personnel. The individual 
should have an in -depth knowledge of 
ENG, SNG and other microwave equip- 
ment, good knowledge of facility plan- 
ning and budgeting also essential. 

Super opportunity for a dynamic indi- 
vidual. Please respond in strict confi- 
dence to Mr. John A. Howell, III, Vice 
President and General Manager, WPXI- 
N, P.O. Box 1100, Pittsburgh, PA 15230. 
EEO /AA. 

OVERSEAS 

TV & radio station complex chief en- 
gineer in Bahrain. Manages daily en- 
gineering operations/activities and 
development of total technical facili- 
ty. Requires FCC license and EE de- 
gree or equivalent, five years of su- 
pervisory experience and thorough 
knowledge of broadcasting equip- 
ment and production techniques. 
Salary to $50,000, tax free. Transpor- 
tation and housing furnished. Call 
collect: R. Fisk 205 -949 -7184. 

ALLIED FIELDS 
Radio Programing 

y Lum and Abner 
Are Back 

...piling up profits 
for sponsors and stations 
15- minute programs from 
the golden age of radio. 

PROGRAM DISTRIBUTORS PO Drawer r 7J, 
W Jonesooro. Arkansas 72403 501/972 -5884 



Help Wanted Sales 

FIELD SALES 
REPRESENTATIVE 

North Eastern U.S. 3 -5 years' 
broadcast sales experience. 
Heavy travel. Present Co -op ad- 
vertising information system to 
radio, TV stations. Personnel, 
Jefferson Pilot Communications, 
One Julian Price Place, Char- 
lotte, NC 28208, 704-374-3603. 
EOE. 

For Sale Equipment 

FOR SALE 
Complete RCA 

60 KW Transmitter 
Model TTU -60A in excellent condition. 
Available because of increased power 
and transmitter replacement. 

Also Available: 1100 ft. of 61/8" trans- 
mission line. 

Call Hoyle Broome, General Manager, 
at 205 -322 -4200, for more details. 

WBMG-TV, Box 6146 
B'ham, AL 35259 

BROADCAST EQUIPMENT RENTALS 
Mizlou is offering dual -channel frequency extenders for 
rent. This equipment is designed to convert "two" 
phone lines into one 5 KHZ broadcast circuit. For 
more information regarding equipment rentals, 
networking, back -haul transmission services and re- 
mote engineering contact: Mizlou, 350 Fifth Ave., New 
' brk, NY 10118, ATTN: John Pisciotta or call: 212 -279- 
4020. 

Consultants 

Radio Managers and Owners 
Considering a Format Change? 

STARROCK 
A totally new up -tempo rock format for adults 
25 -49. Not AC, not CHR, not AOR. complete 
personalized consultation service. Free demo, 
call 512 -448 -1873. 

Miscellaneous 

Congratulations 
Alan D. Kirschner 

New Chief Engineer WNEW AM New York 

from 
Gerry-0 Media Steve -WHTZ 

Pete & Carl WFDU 

tejeeeeeeeeeeeeelPJe eee 
e LIKE TO VISIT CHINA? e 
e As part of our scenic 22 day tour, produce e e your live, exclusive 2 -way call -in show e e with your American audience participation e 
e Please call or unite for addiaonel information. e 

Paul Nan, 1619 N. Royer St. e e Colorado Springs, gs, CO á13 3836334795 

eeeeeeeeeeeeeeee000 

Employment Services Wanted to Buy Stations 

TALENT 
WANTED! 

R'S WHO YOU KNOW! 

looking tap tab in broadcasting, RA gets 
your foot in the door. FIRST! All of us need 
some luck and good timing for the boner 
Jobs: RA helps by presenting your tape 
when Opportunity knocks! No more 
wondering whether you got the lob or not 

RA can obtain on immediate evalua- 
tion and let you know where you stand. 
Increase your chances for the best lobs 
available by being in 'The right place at 
the right lime =with RA! For complete 
confidential debits and registration Corm. 

enclose 52.00 postage / handling to 

NIBroadcast 
Talent 
Agency 

sus 5 bin, Carryon 110A 
Suite #350 

Palm Springs Ca. 9226z 

(619) 341-0225 

WE PLACE 

/TV and Video Engineers 
COAST TO COAST 

(All Levels, But Not Operators! 
ALL FEES PAID BY EMPLOYERS 

Phone /Resume 

KEY SYSTEMS 
479 Northampton Street 

Kingston, PA 18704 

Phone Alan Kornish at \ (717) 283 -1041 J 
10,000 RADIO -TV JOBS 

The most complete at current radio. TV publication published in 
America. Beware of imitators! Year after year thousands of broad- 
casters lind employment through us. Up to 98% of nationwide 
openings published every week. over 10.000 yearly All market 
sizes. all formats. Openings for OJO. salespeople. news. produc- 
tion. 1 week computer list $6. Special bonus'. 6 consecutive week- 
s only $15.95 -you save $20. AMERICAN RADIO JOB MARKET, 
1553 N. Eastern. Las Vegas. NV 89101. Money back guarantee! 

RADIO PERSONNEL NEEDED 
Due to our large number of placements, and increased de- 
mand of radio stations. NATIONAL is in need of qualified per- 
sonnel for all radio positions, for all size markets. If you are 
seriously seeking a move, contact NATIONAL now. For com- 
plete information and registration form, enclose 51.00 post- 
age & handling to NATIONAL BROADCAST TALENT 
COORDINATORS, DEPT. B., P.O. BOX 20551, BIRMING- 
HAM, AL 35216, 205.822. 9144 -ACT NOW! 

Most Job Openings Never Published! 
JOBPHONE, the national Job listing service 
employers prefer to use. From Entry Level to 
Presidents. From the smallest station to the 
networks. Radio/TV /Advertising /Cable. For 
complete information, write or call toll free: 

Broadcast Entry Consultants 
15 W. 44th St/Suite 303 New York, NY 10036 

1- 800.255.95Ì!0 Ext. 322 

SEEKING A JOB IN TV? 
Get DIRECTION, the new National Directory of Televi- 
sion Employers. Over 2,600 companies listed with ad- 
dresses, phone numbers and business descriptions. 
Compiled by insiders of the television industry, DIREC- 
TION also includes a book of job search techniques for 
television. Get the edge over your competitors with this 
innovative job search tool. Send $24.95 plus $1.95 
P &H to: Communications Connection, Suite 307.1 Lin- 
den Place. Great Neck, NY 11021 or write for more info. 

Rrnarinaetinn Mar 3 151136 

WANTED TO BUY 
Small newspaper chain seeks radio station. 
$1 M - $3M, prefer Midwest or Southeast. AM/ 
FM or FM stand alone. Flexible in management 
arrangements. Replys confidential: Perry Sam- 
uels, 303 Greenup, Covington, KY 41011, 
606 -581 -2221. 

For Sale Stations 

BETTER THAN 
OWNING A 
RADIO STATION 
OWN A 
CONNECTICUT 
SCHOOL OF 
BROADCASTING 
in Your City 

Over 20 years of proven success in training 
professional broadcasters. 
Thousands of CSB graduates employed in 

radio and TV coast -to- coast. 
Now, you can be in business for yourself but not 

by yourself. Connecticut School of Broadcasting 
is expanding its operations in a limited number of 
prime markets throughout the country.' 

As a CSB owner, you'll start with someone 

already at the top of the broadcast school busi- 
ness. Train in Connecticut or Boston 

Franchise Fee $49,000. 
or Consulting Fee without corporate name S25,000. 

Call Dick Robinson, President 
1- 203 -232 -9988 

CONNECTICUT SCHOOL 
OF BROADCASTING 

Radio Park, Farmington, CT 06032 

Stratford, CT Palm Beach, FLA Wellesley Hills. MA 

Not available in New England. South Florida, New York 

City, New Jersey or Philadelphia area. 

rz w - 
MEDIA atOlaeS CONSULTANTS 

P o. Box 146 

Encino, California 91,126 
Area Code (BIB) sae -3201 



For Sale Stations Continued 
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V Media Investment Analysts & Brokers 
Bob Marshall. President 

AM spin -off located in growing Southeastern market. 

$350,000. 
508A Plneland Mall Office Center. Hilton Head Island. South Carolina 29928 805â8I.5252 

"TWENTY YEARS EXPERIENCE GOES INTO EVERY SALE" 

H.B. La Rue, Media Broker 
Radio TV CATV Appraisals 

West Coast 

44 Montgomery St. #500 
San Francisco, CA 94104 
415 434 -1750 

East Coast 

500 East 77th St. #1909 
New York, N.Y. 10021 
212 288 -0737 

Atlanta 

6201 Powers Ferry Rd., #455 
Atlanta, GA 30339 
404 956 -0673 Hal Gore, V.P. 

Have the best of both worlds - a weekly news- 
paper and day time radio station located near 
metro area in South Carolina - includes modern 
building, and land. Grossing $480,000.00. 
Priced for quick sale at $950,000.00 cash 

South Carolina fulltime AM - Good market - 

real estate. Low down - assume long term low 
interest note. $225,000.00. 

Virginia fulltime AM - medium growth market, 
real estate. Gross can be improved - 

$250,000.00, $50,000.00 down, good terms. 

Write Ted Gray, 
P.O. Box 475, 

Altavista, VA 24517 

BOB KIMEL'S 
NEW ENGLAND MEDIA, INC. 

In 

TO BUY OR SELL 
Connecticut or southern New England 

Mike Rice 203 -423 -1767 

In northern New England 
George lASIdey 207- 947 -6083 

Our television specialist 
Bill Mockbee 506 -529 -3847 

8 Driscoll Dr., St. Albans, VT 05478 
802- 524 -5963 

Medium, Major, Small 
Markets 

Radio stations priced from $200K to $8 
million in Tex., LA., Ark., Tenn, Miss., MO., 
KS, Ariz, Okla, III., Ala., SC. 

Put our combined 60 years of broadcast- 
ing and brokering experience to work for 
you. 

Mitchell & Associates 
Joe Miot or John Mitchell 

318 -868 -5409 
P.O. Box 1065, Shreveport, LA 71163 

MAJOR MARKET 
Class B FM 

1mm population 
Currently cash flow B.E. 

Principals only 
State financial qualifications 

in letter to Box B -18 

THIS PUBLICATION IS AVAILABLE IN MICROFORM 
University Microfilms International 

300 Zeeb Road. Dept PR Ann Arbor. MI 48106 

PALM BEACH 
BROADCAST 

SCHOOL 
AVAILABLE 

ESTABLISHED CONNECTICUT 
SCHOOL OF BROADCASTING 
FOR FRANCHISE PURCHASE 

Attractive, modern South Florida facility in one of 
the fastest growing areas in the country. Price 
approximately 11/2 times gross or four times cash 
flow. This is a once-in -a- lifetime opportunity. 

Call Dick Robinson, President 
1- 203 -232 -9988 

CONNECTICUT SCHOOL 
OF BROADCASTING 
Radio Park, Farmington, CT 06032 
Stratford, CT Wellesley Hills, MA 

SMALL MIDWEST MARKET 
Class A FM 

Price reduced to 8170,000 
with $45,000 down 

Good terms. 
Contact Bill Lytle (816) 941 -3733 

CHAPN1AN ASSOCIATES' 
nationwide media brokers 

TWO CLASS C FM'S 
Rocky Mountain 

1985 net over $1.0 million. Market leaders, ex- 
cellent technology. $2.1 million. Principals only, 
complete details 

Daniels & Associates Bruce Cranston 
303 -321 -7550 

CLASSIFIED 
ADVERTISING 

IS YOUR 
BEST BUY .. e 

This space could be 
working for you for a 

very low cost ... and it 
reaches a most 

responsive audience. 



Location Size Type Price Terms Contact Phone 

WI Med FM/AM $3900K Cash Bernie Fuhrmann (215) 865-3775 
VA Med FM $1900K Terms Leigh Moylan (215) 865 -3775 

Med FM/AM $1350K Cash Mark O'Brien (202) 775 -1980 

CHAPMAN ASSOCIATES' 
nationwide media brokers 

For Sale Stations Continued 

The Holt Corporation 

Suite 205 
The Westgate Mall 
Bethlehem, PA 18017. 

Suite 800 
2033 M Street, N.W. 
Washington, DC 20036 

Box 2869 
One Tower Park 
Winchester, VA 22601 

VHF -TV /NETWORK AFFILIATE 

with 2 satellite stations located in western 
growth market. Asking $6 million on terms. 

Contact Brian Cobb (202) 822 -8913 
Or 

Corky Cartwright (619) 346-0742. 

CHAPMAN TELEVIS ON° 
div. of Chapman Associates, Inc. 

OWNER WILL FINANCE 
DOWN PAYMENT 

Southeast suburban fulltimer priced at 

$550,000 with 1985 cash flow of $75,000. 
Down payment owner financed INTER- 
EST FREE. Must be experienced broad- 
caster. Mr. Williams 404-396 -4970. 

Class C covering 110,000. Coastal California. $1.9 
million. Terms. 
. More than 80 radio stations and 20 Wand TV CPs 
Irom Puerto Rico to Guam including several combos 
and class C stations. Call to get on our mailing list. 

Buying or selling. See us at NAB in Dallas. By ap- 
oointmenl ony 

Business Broker Associates 
615 -756- 7635, 24 hours 

4146 9v. 1065. Merritt Island. FL 32952 

305.453.3311 

Donald K. Clark, Inc. 
Media Broker 

MIDWEST COLLEGE TOWN 
Medium market 

Class A FM 
Price reduced to $600.000 with terms 

Contect Bill Lytle 
(816) 941 -3733 

NETWORK AFFILIATE 
TV STATION 

Located in top rated southwest market. 
Asking under $4,000.000. 

Contact Brian Cobb (202) 822 -8913 
Of 

Corky Cartwright (619) 346 -0742. 

CHAPMAN TELEVISION° 
div. of Chapman Associates. Inc. 

FOR SALE 

5000 watt AM. Fulltime. Medium size mar- 
ket, Milan, Tennessee near Jackson. 
Days 615-379 -5817 - nights 615-379- 
0140. 

901/767-7980 
MILTON Q. FORD & ASSOCIATES 

MEDIA BROKERS -APPRAISERS 
"Specializing In Sunbèlt Broadcast Properties" 

5050 Poplar Su1te1135 Memphls.Tn. 38157 

MEDIA BROKER 
AM- FM- TV- Appraisals 

P.O. Box 36 
Lexington, MO 64067 

816 -259 -2544 

CENTRAL TEXAS 
Resort Area Combo 

$1.2 million cash 

JAMAR_IiICE CQ 
Madly Brokerage & Appraisals 

(5121327-9570 
950 West Lake High Dr., Suite 203. Austin. TX 

78746 

For Fast Action Use 
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Classified Advertising 
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OKLAHOMA CITY 
FULL -POWER 

UHF TV 

LOW PRICE 
EXCELLENT TERMS 

FT. WORTH TEXAS 
LPTV 

EXCELLENT COVERAGE 
GOOD TERMS 

Bill Kitchen 
(404 )324 -1271 

`Quality Media= 
Corporation= 

BROADCASTING'S CLASSIFIED RATES 

All orders to place classified ads & all correspondence 
pertaining to this section should be sent to: BROAD- 
CASTING. Classified Department, 1735 DeSales St.. 

N W. Washington. DC 20036. 

Payable In advance. Check. or money order only Full 

& correct payment MUST accompany ALL orders. 

When placing an ad. indicate the EXACT category 
desired'. Television. Radio, Cable or Allied Fields; Help 
Wanted or Situations Wanted, Management, Sales. 
News. etc. If this information is omitted, we will deter- 
mine the appropriate category according to the copy 
NO make goods will be run if all information is not 
included. 

The publisher is not responsible for errors in printing 
due to illegible copy -all copy must be clearly typed or 
printed. Any and all errors must be reported to the 

classified advertising department within 7 days of pub- 
lication date. No credits or make goods will be made 
on errors which do not materially affect the advertise- 
ment. 

Deadline is Monday at noon Eastern Time for the follow - 
ing Monday's issue. Earlier deadlines apply for issues 
published during a week containing a legal holiday, & a 

special notice announcing the earlier deadline will be 
published above this ratecard. Orders, changes, and/ 
or cancellations must be submitted in writing. (NO tele- 
phone orders, changes. andior cancellations will be 
accepted.) 
Replies to ads with Blind Box numbers should be ad- 
dressed to: (Box number), c/o BROADCASTING, 1735 

DeSales St.. NW. Washington. DC 20036. 

Advertisers using Blind Box numbers cannot request 
audio tapes. video tapes. transcriptions. films. or VTR's 

to be forwarded to BROADCASTING Blind Box num- 

bers. Audio tapes, video tapes. transcriptions. films 6 
VTR''s are not forwardable. & are returned to the sender 

Publisher reserves the right to alter classified copy to 
conform with the provisions of Title VII of the Civil Rights 
Act of 1964. as amended. Publisher reserves the right 
to abbreviate. alter, or relect any copy 

fates: Classified listings (non -display). Per issue: Help 
Wanted: $1.00 per word, $18 weekly minimum Situa- 
tions Wanted (personal ads): 600 per word, $9.00 
weekly minimum. All other classifications: $1.10 per 
word, $18.00 weekly minimum. Blind Box numbers: 
$4.00 per issue. 

Rates: Classified display (minimum 1 inch, upward in 

half inch increments), per issue: Help Wanted $80 per 
inch. Situations Wanted: (personal ads): $50 per inch. 
All other classifications: $100 per inch. For Sale Sta- 
tions, Wanted To Buy Stations. Public Notice 6 Busi- 
ness Opportunities advertising require display space. 
Agency commission only on display space. 

Word count: Count each abbreviation, initial. single 
figure or group of figures or letters as one word each. 
Symbols such as 35mm, COD, PD,etc., count as one 
word each. Phone number with area code or zip code 
counts as one word each. 
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Media 

Richard Spinner, director of sales. Capcities/ 
ABC's WPVI -TV Philadelphia, named presi- 
dent and general manager. He succeeds Law- 
rence Pollock, who was named head of 
Owned Television Stations -East for Capci- 
ties/ABC (BROADCASTING, Feb. 3). 

Spinner Bures 
Paul Bures, president and general manager, 
WTVD(TV) Raleigh- Durham, N.C., joins Cap - 
cities/ABC's KIRK -TV Houston as president 
and general manager. He succeeds Kenneth 
M. Johnson, named head of Owned Televi- 
sion Stations -West (BROADCASTING, Feb. 3). 

Craig Fox, VP and general manager, WAQX- 
AM-FM Syracuse. N.Y., named president. 

Edward Branca, VP and general manager, 
KPDX -TV Portland, Ore., joins KMPH(TV) Vi- 
salia, Calif., as VP and general manager. 

Edward Cervenak, VP and general manager, 
Scripps Howard's WEws(TV) Cleveland, will 
retire June 30. James Knight, assistant gener- 
al manager, co -owned WPTV(TV) West Palm 
Beach, Fla., will succeed him as general 
manager. Donald Webster, executive assistant 
to general manager, WEWS, will be named 
station manager. 

Frank Watson, VP, Fort Myers Broadcasting 
Co., licensee of WINK- AM -FM -TV Fort Myers, 
Fla., joins WTNT -AM -FM Tallahassee, Fla., as 
general manager. 

Barbara Currie Oliphant, general sales man- 
ager, woww(FM) Pensacola, Fla., named gen- 
eral manager. 

Tom Reynolds, from WMYR(AM) Fort Myers, 
Fla., joins WQTL(FM) Ottawa, Ohio, as gener- 
al manager. 

Steven Brisker, general sales manager, 
WCFL(AM) Chicago, joins WBZE(AM) Indian 
Head, Md., as general manager. 

Stan Shields, general manager, WELI(AM) 
New Haven, Conn., named VP of parent, 
Clear Channel Communications. 

John Callahan, from WKGA(AM) Grafton, W. 
Va., joins Vanguard Communications' WJOZ- 
(AM) Troy, Pa., and WKAD(FM) Canton, Pa., as 
general manager. 

Bradley Dusto, VP, operations, Cox Cable, 
New Orleans, joins McCaw Cablevision as 
VP and general manager, Tucson, Ariz., sys- 
tem. 

Dave Rose, director of news and operations, 
KOAA -TV Denver, assumes additional duties 
as station manager. 

Nelson Cohen, assistant to general manager, 
KYw -TV Philadelphia, resigns. 

Linda Hafner, senior financial analyst, CBS 
Radio, New York, named manager, adminis- 
tration, CBS Radio Networks. Michael Con- 
nolly, manager, financial reporting, CBS Ra- 
dio Network, New York, named district 
manager, affiliate relations. 

David Vondrak, treasurer, ABC, New York, 
named treasurer, Capital Cities/ABC Inc. 

Mary Rieser, manager of internal audit, Great 
Trails Broadcasting, Dayton, Ohio, named 
assistant controller- manager of internal audit. 

Tim Singleton, general manager, noncommer- 
cial WBNI(FM) Fort Wayne, Ind., joins non- 
commercial KUNM(FM) Albuquerque, N.M., 
in same capacity. 

Jonathan Wells, from Chemical Bank, New 
York, joins noncommercial WETA -TV Wash- 
ington as director of corporate marketing. Mi- 
chele Bertrand, account executive, Total Vid- 
eo International, Washington, joins WETA -FM 
as program resources officer. 

Marketing 

Appointments, N W Ayer, New York: Jerry 
Siano, worldwide creative director, to new 
post as president, Ayer New York; he assumes 
operating responsibilities for New York office 
from Ayer chairman, Louis Hagopian; Jerry 
Jordan, executive VP, to managing director, 

Siano Jordan 

Means Manning 
overall agency administration and develop- 
ment; David Means, chief administrative offi- 
cer, to managing director, Ayer USA /Ayer 
Enterprises, comprising Chicago and Los 
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Angeles offices and departments Ayerdirect, 
Ayer Public Relations and Ayer Design. 

Burt Manning, chairman and chief executive 
officer, J. Walter Thompson U.S.A., New 
York, named to board of directors. 

Bob Taylor, senior VP, creative director. Leo 
Burnett, Chicago, joins Needham, Harper 
Worldwide as creative director -at- large, 
based in Chicago. Bruce Delahorne, from N 
W Ayer, New York, joins NHW, Chicago, as 
account supervisor. 

Joseph Schroeder, audit manager, Windham. 
Brannon & Co., Atlanta. joins BDA/BBDO 
there as chief financial officer. 

David Snell, group account director, Need- 
ham Harper Worldwide, Chicago, named 
senior VP. 

Tony Durket, from Ogilvy & Mather, San 
Francisco, joins Knoth & Meads. San Diego, 
Calif., as VP and creative director. 

Appointments, Foote, Cone & Belding /East, 
New York: Sheri Lawlor, account supervisor, 
Chapman Direct Marketing, New York, to 
account supervisor; Mary Labas, from CIT 
Financial Services. Livingston. N.J., to ac 
count executive; Mitchell Lunsford, art direc 
tor- designer, Martin & Scott Advertising. 

NUMBER62 
JOINS THE 
ANTONELLI 

TV 
NETWORK. 
Katz in New York just made the same 
decision made by dozens of other smart. 
profit -oriented TV stations, 'IV program 
syndication firms and TV rep firms across 
the country. 

They hired a person trained by the 
Antonelli Media Training Center. 

ANTONELLI MEDIA 
TRAINING CENTER 

20 W ̀20St., NYC (21'2)206 -8063 
ANTONELLI MEDIA TRAINING CENTER. INC. 



Houston. to art director; Thomas Ozga, assis- 

tant art director, Stone & Adler. New York, to 
associate an director: Mitchel Fried, market- 
ing specialist. Grumman Data Systems Insti- 
tute, New York, to media planner; Carol Mar- 
shall, director of production and traffic, Stone 
& Adler, New York, to production director; 
Michelle Davis, assistant media planner, John 
Blair Marketing, to traffic manager, and Zee 
Wenger, office manager, Stone & Adler, New 
York, to office manager. 

Appointments, Botway /Libov Associates, 
New York: Maureen Berger, VP, to senior VP, 

client accounting; Thomas Clancy, from Cal - 
villo, Shevack & Partners. New York, to sen- 
ior VP, account services, and Frank Arturi, 
from J. Walter Thompson. New York, to con- 
troller. 

Appointments. Barkley & Evergreen: Gaye 
Kaufman, project director, R. Biederman & 
Associates, Overland Park, Kan.. to research 
director; T.J. Doss, account coordinator, to 
traffic manager; Donna West, member of ac- 

counting department. to traffic coordinator; 
Susan Christinsin, copywriter and producer, 
Wysong, Quimby & Jones, Kansas City, 
Mo., to copywriter; Dave Wilhm, associate art 
director. Fletcher /Mayo, Kansas City, Mo., 
to art director. creative department; Susan 
Peele, senior art director, S.C.G. Advertis- 
ing, Overland Park, Kan.. to computer graph- 
ics consultant; David Hagan amd Jennifer 
Harmon, account executives, Sandven Har- 

mon True Pruitt Advertising. Kansas City, 
Mo.. to account executives. 

Gail Cobb, from The Marcus Group, Atlanta, 
joins Cargill, Wilson & Acree there as media 
planner- buyer. 

John Luginbill, account executive, CBS Ra- 

dio Networks, Detroit, named sales manager, 
Detroit office. 

Jerry Lyonnais, national sales manager, 
Colony Communications, Providence, R.I., 
named marketing research manager. 

Wayne Piotrowski, director, media services, 
Pizza Hut, Detroit, joins Group 243 Design, 
Ann Arbor. Mich. -based design, marketing 
and advertising agency, as VP, marketing. 

Robert Smith, executive VP, Selcom, New 
York, joins John Blair & Co., New York, as 

VP. administration. 

Tom Carroll, account executive. AC &R Ad- 
\rrtising. New York. named VP. 

Lisa lbmbleson, director of advertising and 
promotion, Warner Bros. Television, East 

Coast, New York, joins Grey Advertising 
there as director of programing. 

Mary Braun, director of administrative ser- 

vices, Needham Harper Worldwide, 
McLean, Va., named VP. 

Shelly Gannon, manager, promotion and mer- 
chandising, Chiat Day, joins Hillier, New- 
mark, Wechsler & Howard, San Francisco, as 

account executive. Ron Potts, account execu- 
tive, WABC(AM) New York, joins HNW &H 
there as account executive. 

Kandice Cinnamon, account executive, Tor - 

bet Radio, New York, named New York sales 

manager. 

Steve Koloskus, from SAKS Associates, 
Denver, joins Gardner Advertising, St. 

Louis, as art director. Gini Becket, account 

executive, Gardner Advertising, named asso- 
ciate creative director. 

Barbara Fultz, account executive, advertiser 
sales, Orbis Communications, New York, 
named VP, national sales manager. 

Maren Yeska, media buyer -planner, Hughes 
Advertising, St. Louis, joins D'Arcy Masius 
Benton & Bowles there as corporate spot 
buyer. 

David Abrams, business systems analyst, 
Young & Rubicam, New York, joins LBS 
Communications there as manager, media 
systems operations. 

Appointments, Katz: Mitchell Prayer, pro- 
graming director, Katz Continental Televi- 
sion, New York, to director of programing; 
Mickey Colen, VP, Midwest sales manager, 
Katz Independent Television, Chicago, to VP, 

regional sales manager; Bill Carroll, associate 
director of programing, Continental, to direc- 
tor of programing, Katz American; Taryn 
Soba- Kianofsky, member of training pro- 
gram, to account executive, Independent 
Television, New York, and Stacy Nicholas, 
member of sales associate program, to ac- 

count executive, Continental Television, Chi- 
cago. 

Bud Weisner, manager of radio resources, 
Needham, Harper Worldwide, Chicago, joins 
Transtar Radio Network there as director of 
sales, radio programs. 

John Setzekorn, national sales coordinator, 
WFLD -TV Chicago, joins Katz Independent 
Television, Minneapolis, as account execu- 
tive. 

Nell Rankin Lambert, local sales manager, 
WLWI -AM -FM Montgomery, Ala., joins 
WOWW(FM) Pensacola, Fla., as general sales 
manager, succeeding Barbara Currie Oli- 
phant, named general manager (see "Media," 
above). 

Jeanette Banning, sales manager, WSBY -AM- 

FM Salisbury, Md., joins WRCM(FM) Jackson- 
ville, N.C., as general sales manager. 

Appointments, KDSM -TV Des Moines, Iowa: 
Tommy Thompson, from Palmer Broadcast- 
ing, Des Moines, to general sales manager; 
Becky Combs, from Clarke County (Iowa) 
sheriff's office, to traffic manager; David 
Swartz, from Competitive Edge Market Re- 
search and Advertising. Des Moines, to ac- 
count executive. 

David Reeder, general manager, WCTN(AM) 
Potomac -Cabin John, Md., joins WINX(AM) 
Rockville, Md., as general sales manager. 

Eddie Valdez, national sales manager. 
KCIK(TV) El Paso, named general sales man- 
ager. 

Lamar Reid, local sales manager, wTOc -Tv 
Savannah, Ga., joins WAFF -TV Huntsville, 
Ala., as general sales manager. 

Tom Kane, local sales manager, WABC -TV 

New York, named general sales manager. 

Ed Groppo, general sales manager, KECH -TV 

Portland, Ore., joins KLZI(FM) Phoenix as 

general sales manager. 

Wayne Myers, from Professional Profiles 
Inc., Cleveland marketing and public rela- 
tions firm, joins WUAB -TV Cleveland as mar- 
keting director. 

Joseph Eisberg, national sales manager, 
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WTZA -TV Kingston, N.Y., named general 
sales manager. John Wolf, senior account ex- 
ecutive, WTZA -TV, named local -regional sales 

manager. 

Warren Anderson, national sales manager, 
WDIV(TV) Detroit, named local sales manager. 

Ralph Crossley, senior account executive, 
WAOK(AM) -WVEE(FM) Atlanta, named local 
sales manager. 

Kathy Himes, national sales coordinator, 
WPMI -TV Mobile, Ala., named national sales 
manager. 

Appointments, sales department, KFWB(AM) 
Los Angeles: Katie McLaughlin, account ex- 
ecutive, KSDO -AM -FM San Diego, and Patricia 
Diggs, account executive, Group W Cable, 
Los Angeles, to station in same capacity. 

Michael Frohm, from Blair /RAR. Los Ange- 
les, joins WINS(AM) New York as account ex- 
ecutive. 

Mary Jane Deasy, from wvsP(FM) Philadel- 
phia, joins WFMT(FM) Chicago as account ex- 
ecutive. 

Pamela Wathen, account executive, KOMO -TV 

Seattle, joins Northwest Television Sales 
there as account executive. Northwest is rep 
division of King Broadcasting Co. 

Barbara Allen, general sales manager, WCKN- 

FM Anderson, S.C., joins WHNS -TV Asheville, 
N.C., as account executive. 

Tony Yoken, morning air personality, 
WZXR(FM) Memphis, joins WHBQ(AM) there as 

account executive. 

Tom Parkinson, account executive, Turner 
Broadcast Sales, Los Angeles, and Linda 
Danna, account executive, KHOU -TV Hous- 
ton, join KTXA(TV) Fort Worth as account ex- 
ecutives. 

Programing 

Dwight Tierney, senior VP, administration, 
MTV Networks, New York, named senior 
VP, administration, Viacom networks group, 
which comprises Showtime/The Movie 
Channel and MTV Networks Inc. 

Ken Stump, VP, vid- 
eotape operations, 
Embassy, Los Ange- 
les, named senior VP, 
production. 

Stan Brodsky, associ- 
ate producer, Radio 
City Music Hall Pro- 
ductions, New York, 
named director of tele- 
vision production. 

Robin Garb, president, 
Ascension Artists 

Ltd., New York, joins Walt Disney Pictures 
there as VP, music, motion pictures and tele- 
vision. 

Scott Towle, senior VP, Orion Television Syn- 
dication, named president of the Orion Home 
Entertainment Corp. division, succeeding 
Jaime Kellner, who recently joined 20th Cen- 
tury Fox Studios as president, Fox Television 
Network. 

John Figueroa, VP, West Coast operations, 

Stump 



GalaVision, Los Angeles, named VP, mar- 
keting, 

Tony Guido, VP, business affairs, original 
programing, Home Box Office, New York, 
joins Viacom Enterprises there as VP, busi- 
ness affairs. 

Donna Sessa, president, Hidden Mill Associ- 
ates, New York, joins Multimedia Entertain- 
ment there as VP, program marketing. 

Lezlee Chadda, director of client services, 
Schoner Media Group, Washington -based 
advertising and public reltions firm, and Beth 
Mendelson, director of communications, 
Schoner, have left to form Chadda Mendelson 
& Associates Inc., advertising and communi- 
cations firm there, with Chadda as president 
and Mendelson as VP. 

Rick Pack, chairman and president, Polo 
Group Ltd., sports event marketing company, 
joins Access Syndication, Greenwich, 
Conn., as VP, Eastern advertising sales. 

Kevin Rider, director of program operations, 
United Stations Programing Network, New 
York. named VP, program operations. 

Norman Siderow, director of program devel- 
opment, Harmony Gold, Los Angeles, 
named VP, development. 

Janet Yang, president, World Entertainment, 
San Francisco, joins MCA Enterprises, Los 
Angeles, as director, Far East Operations. 

Patricia Goodrich, from spot sales division, 
ABC Owned Television Stations, New York, 
named manager, affiliate relations, ABC In- 
formation Network. 

Gerard Farrell, director of research, Para- 
mount Pictures, Los Angeles, joins Group W 
Productions there as VP, sales research. 

David Knight, producer, DIR Broadcasting, 
New York, named director of production. 
Lauren Karasyk, talent coordinator, Almost 
Live with Richard Belzer, DIR Broadcasting, 
named producer, The American Eagle. 

Scott Vaughn, from Sunset Productions, Hol- 
lywood, joins KESQ -TV Palm Springs, Calif., 
as production maríager. 

Brent Feulner, manager of production and 
post production, Video West, Salt Lake City 
production company, named general man- 
ager. 

Michelle Clayton, special projects producer, 
Wrrw - -TV Chicago, named director of special 
projects. 

Frank Biancuzzo, news production and de- 
sign manager, WSVN -TV Miami, named ex- 
ecutive producer. 

Jeff Wyatt, from WUSL -FM Philadelphia, joins 
KPWRIFM) Los Angeles, as program director. 

Mary Kay Johnson, from River City Bank, 
Sacramento, Calif., joins KCRA -TV there as 
production manager. 

Nancy Kling, graphic designer, wDtvtrv) De- 
troit, named to newly created position of 
graphics manager of programing. 

Perry Gamer, head of Gamer Productions, 
Des Moines, Iowa, joins KDSM -TV there as 
production manager. 

Phil LoCascio, program director, wvvY(FM) 
Syracuse, N.Y., joins wGCL(FM) Cleveland in 
same capacity. 

Keith Smith, from KIOIIFM) San Francisco, 
joins KMEL(FM) there as production director. 

Thomas Twine, from wcavosM) Charlottes- 
ville. Va., joins WINA(AM) there as afternoon 
personality. 

News and Public Affairs 

Appointments, ABC News: Rex Granum, di- 
rector, television news coverage, to Southern 
bureau chief, based in Atlanta, with responsi- 
bility for bureaus in Atlanta, Dallas, Miami. 
Central and Latin America, succeeding Ray 
Nunn, Southern bureau chief, who becomes 
senior producer, weekend news, New York; 
Glenwood Branche, Washington bureau pro- 
ducer, to bureau chief, newly created Phila- 
delphia bureau; Steve Lewis, producer, Night - 
line, ABC News, named editorial producer, 
Good Morning America. 

John Edwards Hingsbergen, from City of 
Cincinnati Office of Cable Communications, 
Cincinnati, joins WRRMIFM) there as news di- 
rector. 

Stephen Butler, from WCAU -TV Philadelphia. 
joins KYWIAM) there as news director. 

Emily Rose, producer. Business Morning, 
CNN, Atlanta, named supervising producer. 
business news. 

Rick Snyder, news director, WKPT -TV Kings- 
port, Tenn., and co -owned WEVUtrv) Fort 
Myers- Naples, Fla., joins KBAK -TV Bakers- 
field, Calif., as news director -anchor. 

Appointments. Conus Communications, 
Washington: Daniel J. O'Shea Jr., freelance 
photographer, Washington; Plummer Y. Craw- 
ley Ill, news producer, WRC -TV Washington: 
Beth Slepp, photographer, Capitol Broadcast 
News, Washington, and Charles Voth, pho- 
tographer, Washington bureau, KUTV(TVI Salt 
Lake City, to photographers- editors; Robert 
Harleston, production assistant, ABC News, 
Washington; Katherine Frost, production as- 
sistant, ABC News. Washington. and Carol 
Lin, assignment editor, KCOP -TV Los Angeles, 
to field producers; Michael McKee, reporter, 
American Broadcast News. Washington, to 
bureau reporter, and Laura Nichols, secretary, 
NBC News, Washington, to office coordina- 
tor. 

Sasha Norkin, producer, Seven Inside unit, 
WNEV -TV Boston, named executive producer. 
6 p.m. news. 

Frank Seely, from noncommercial KANUIFM) 
Lawrence, Kan., joins wTOL -Tv Toledo, 
Ohio, as assignment editor. 

Mary Boone, news director, WCMRIAM)- 
WFRNIFM) Elkhart. Ind.. has formed Double 
M Productions, Elyria, Ohio. specializing in 
light news. 

Currin Snipes, reporter. WFMY -TV Greens- 
boro, N.C., joins KHOU -TV Houston as coast- 
al bureau chief. 

Joe Dyer, director of community affairs, 
KCBS -TV Los Angeles. named community af- 
fairs editor. 

M.J. McKittrick, from Chronicle Broadcast- 
ing's WOWlìTV) Omaha. joins co -owned 
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KAKE -TV Wichita, Kan., as medical reporter - 
weekend anchor. 

Brad Stauffer, from wot- TvAmes, Iowa, joins 
WIBW -TV Topeka, Kan., as assistant sports di- 
rector. 

Mark McDonald, reporter and weekend an- 
chor, KHBS -TV Fort Smith, Ark., joins KOLR- 

TV Springfield, Mo., as reporter. Ted Keller, 
from WEAU -TV Eau Claire, Wis., joins KoLR- 

TV as chief meteorologist. 

Bernie Smilovitz, sportscaster, WTTG(TV) 

Washington, joins WDIV(TV) Detroit as sports- 
caster. 

Gary Cohl, sports director, WCBD -TV Charles- 
ton, S.C., joins wsoC -TV Charlotte, N.C., as 

sports reporter. 

Debra Darnell, reporter, WHOI -TV Peoria, Ill., 
joins WRTV(TV) Indianapolis in same capacity. 

Named reporters, KPNX -TV Phoenix: Minerva 
Perez, from KRLD -TV Dallas: Cary Pfeffer, 
from KTVK -TV Phoenix, and Jeanine L'Ecu- 
yer, from KTSP -TV Phoenix. 

Donna McNeely, from KFVS -TV Cape Girar- 
deau, Mo., joins KOLR -TV Springfield, Mo., 
as reporter. 

Technology 

Ricardo deBastos, manager, general purpose 
communications satellites, astro- electronics 
division, RCA, East Windsor, N.J., named 
division VP, communications satellite pro- 
grams. 

Albeit Malang, from RCA VideoDiscs, joins 
Porta Pattern, Los Angeles, television equip- 
ment manufacturer, as director of research 
and development. 

Richard Cassidy, VP, engineering, National 
Public Radio, Washington, joins The Chesa- 
peake Group, Chesapeake Beach, Md., as 

VP, responsible for company's marketing and 
sales efforts of broadcast products. 

Linda Fitzpatrick, from Paramount Pictures, 
Los Angeles, joins California Video Center, 
post- production facility there, as traffic man- 
ager. 

Stephen Litwack, treasurer, Arc -Finders 
Manufacturing, Rogers, Ark., joins Satellite 
Syndicated Systems, Tulsa, Okla., as corpo- 
rate controller. 

Andrew Da Puzzo, national marketing man- 
ager, audio products, Agfa- Gevaert, New 
York, named national marketing manager, 
video products. Joseph Tibensky, technical 
sales representative, Agfa- Gevaert, Dallas, 
named audio products manager, based in Te- 

terboro, N.J. 

Maureen Nappi, director of computer graph- 
ics, VCA Teletronics, New York, leaves to 
form own computer graphics company, Mau- 
reen Nappi Inc., New York. 

Richard Joseph, freelance sound track and 
record producer, joins MJI Broadcasting, 
New York, as chief engineer. 

John Buckett, account manager, Scientific- 
Atlanta, Washington, named national sales 

manager, broadband communications divi- 
sion. 

Jonathan Lytle, uplink engineer, American 

Uplinks, Washington, and Peter Macdonald, 
microwave remote coordinator, KOMO -TV Se- 

attle, join Conus Communications, Washing- 
ton, as satellite uplink technicians. 

Mann Bush, from General Cable Corp.. 
Woodbridge, N.J., joins Jerrold division, 
General Instrument Corp., Englewood, 
Colo., as VP, sales, Western operations. 

Weldon Paulsen, director of engineering, 
Montana Television Network, Billings, 
Mont., named VP. 

Mark McKeen, production manager, KSDK -TV 

St. Louis, named manager of telecommuni- 
cations. 

Steve Boucher, from WDAY -AM -FM Fargo, 
N.D., joins WKIX(AM) -WYLT(FM) Raleigh, 
N.C., as chief engineer. 

Bob Lacy, studio maintenance supervisor, 
KCBS -TV Los Angeles, named manager, tech- 
nical facilities. 

David Ostmo, news editor, KOTV(TV) Tulsa, 
Okla., joins noncommercial KXON -TV Clare- 
more, Okla., as chief engineer. 

Promotion and PR 

Charles E. Mann Jr., managing editor, WBAL- 

TV Baltimore, joins Blakeslee -Lane, visual 
marketing and communications firm there, as 

manager, audio -visual and video services. 

Nancy Quigley, assistant account executive, 
Brown Design & Promotion, Philadelphia, 
named account executive. 

Tony Perri, anchor -producer, KFTY -TY Santa 
Rosa, Calif., joins Walt Disney Co., Ana- 
heim, Calif., as video producer and publicist. 

Diane Digit, senior press information writer, 
WABC -TV New York, joins WDVM -TV Wash- 
ington as head of publicity. 

Jan Kramer, director of creative services, 
Muzak, New York, joins WINS(AM) there as 

advertising and promotion manager. 

Sandi Davidson, account executive, KCIK(TV) 

El Paso, named promotion director. 

Susan Namest, public relations coordinator, 
WFMT(FM) Chicago, named public relations 
director. 

Jerry Johnson, from KAYL -AM -FM Des 
Moines, Iowa, joins KDSM -TV there as assis- 
tant promotion director. 

Elected directors, Southern California Cable 
Television Marketing Council. Pacific Pali- 
sades, Calif.: Margaret Durborow, United Ca- 
ble Television, chairman; Deborah Nicholson, 
Group W Cable, VP; Linda Belan, Falcon 
Communications, VP; Greg DePrez, Group 
W Satellite Communications, secretary, and 

Susan Packard, Home Box Office, treasurer. 

Ruth Zimmer, production manager, WKAB -TV 

Montgomery, Ala., joins WAKA(TV) Selma, 
Ala., as promotion manager. 

Dana Marshall, account executive, Ruder, 
Finn & Rotman of California, Los Angeles, 
joins KKGO(FM) there as director of promo- 
tion. 

Anne Standish, marketing services manager, 
Tele- Communications Inc., Pittsburgh, joins 
WAMO -FM there as promotion director. 
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Allied Fields 

Earl Jones, executive 
VP and director, Grant 
Broadcasting System, 
Miami, resigns to 
form International 
Broadcast Systems, 
international consul- 
tant in station oper- 
ations, based in Wash- 
ington. Sidney 
Shlenker, chairman of 
Grant Broadcasting, is 

Jones principal investor in 
new firm. Jones was founding partner of five 
TV's: KTXA -TV Dallas, KTXH -TV Houston, 
WBFS -TV Miami, WGBS -TV Philadelphia and 
WGBO -TV Chicago. KTXA -TV and KTXH -TV 
were sold to Gulf Broadcast for $175 million 
in 1984, later sold to Taft. 

Donald Olson, executive director, broadcast 
operations, Colony Communications, Provi- 
dence, R.I., resigns March 15 to form EMC 
Associates, consulting firm specializing in 
electronic media. 

Beth Lawrence, director of creative manage- 
ment, Grey Advertising, New York, and Lin- 
da Sykes, from SSC &B:Lintas, New York, 
join Jerry Fields Associates, advertising re- 
cruitment firm, New York, as VP's, creative 
search and placement division. 

Nelda Chambers, VP, media director, Bozell, 
Jacobs, Kenyon & Eckhardt, Los Angeles, 
elected chairman of Radio Advertising Bu- 
reau's West Coast media director's advisory 
council. 

Madeline Simonettl, VP, administration plan- 
ning, media services division, Data Commu- 
nications Corp., Memphis -based producer of 
Bias computer on -line traffic system for radio 
and television stations, named VP, customer 
service. 

Cynthia Brumfield, director of research, Na- 
tional Cable Television Association, Wash- 
ington, named acting VP, research and policy 
analysis. 

Deaths 

Paul Stewart, 78, television director and 

screen actor, died of heart disease Feb. 17 at 

Cedars Sinai Medical Center, Los Angeles. 
He joined Orson Welles's Mercury Theater in 

1938, where he directed and produced War of 
the Worlds broadcast, and later made film de- 
but in Welles's Citizen Kane. He appeared in 
more than 20 films through 1978 and directed 
many television programs, beginning in mid - 
1950's with The Twilight Zone and The Law 
Man. He is survived by his wife, Peg. 

Howard da Silva, 76, actor, director, producer 
and author, died of lymphoma Feb. 16 at his 
home in Ossining, N.Y. He began career as 

stage actor and in mid- 1930's made film and 
network radio debuts. In addition to acting 
and directing on Broadway, he accumulated 
more than 40 film credits and appeared in 
dozens of television programs. Da Silva won 
Emmy Award in 1978 for role in Verna: USO 
Girl. He is survived by his wife, Nancy, two 
sons, three daughters and one grandchild. 



lift c - l istater 
New Yorker Grant 
takes Hollywood 
Sitting above the broad beach at Santa Moni- 
ca, Calif., Merrill Grant looks like the con- 
summate Californian. But the trim, tan looks 
belie the hard -core New Yorker inside. 

"I have made living in California a nonop- 
tion," Grant declares flatly. "I don't mind 
commuting, but I do mind living in Los An- 
geles. I am based in New York, always have 
been and always will be." 

Interviewed during a 10 -day interlude at 
the Nathan Pritikin Center, a seaside fitness 
retreat visited by health -conscious execu- 
tives, the chairman of Reeves Entertainment 
Group explains how he's kept loyalty to his 
home town from becoming a handicap. A 
central piece of evidence is his independent 
production company's highly successful 
CBS series, Kate & Allie, one of prime time's 
few New York -based programs, plus the 
long- running NBC sitcom Gimme A Break. 
In addition, Reeves has nine pilots in the 
network hopper for next fall and projects for 
cable and first -run syndication. This track 
record has given the New Yorker a high pro- 
file in a highly competitive, Hollywood - 
dominated environment. 

"The driving engine of [the parent] 
Reeves Communications Corp. is now the 
entertainment group, which is highly profit- 
able and successful," says Grant. "We're 
primarily interested now in development of 
prime time network comedy, but in all others 
as well, except for animation and mini -se- 
ries." 

Earlier this year, Reeves entered a $30- 
million, five -year agreement with the Coca - 
Cola Co. for development and distribution 
of future Reeves network prime time televi- 
sion series. The pact calls for distribution in 
the U.S. by Embassy Telecommunications 
and overseas by Columbia Pictures Interna- 
tional, both units of Coca -Cola. (Kate & Al- 
lie, That's Incredible! and Gimme A Break will 
continue to be syndicated by MCA.) 

In his position at the top of a rapidly grow- 
ing entertainment business, Grant sees him- 
self as "the creative traffic cop," offering 
what he concedes are "strong points of view 
on what will and won't work." 

In the current season, Grant's pilot com- 
mitments are Family Battle, a Robert Klein 
vehicle for ABC; Late Bloomer, a Kate & 
Allie spin -off for CBS; Puttin' On the Ritz, a 
one -hour drama for CBS; a Gimme A Break 
spin -off for NBC, and an untitled taped sit- 
corn for ABC. Three other half -hour com- 
edies await pick -up. 

Although Grant takes pride in his accom- 
plishments, particularly his co- executive 
producer credit on Kate & Allie, the 53 -year- 
old executive acknowledges that the road to 
prime time has been circuitous. 

"The [television] industry has creative in- 
volvements that have always appealed to 
me," he says, recalling early ambitions. "I 

MERRILL THEODORE GRANT, chairman, Reeves 
Entertainment Group; b. July 9, 1932, New 
York; BBA, College of the City of New York, 
1953; MS, Columbia University, 1954, U.S. 
Army, 1954 -56; with Benton & Bowles, 1956- 
69, rising to vice president, director of 
programing; senior vice president, director of 
radio and television, Grey Advertising, 1969- 
71; vice president, Viacom International, 
1971 -75; president, Don Kirshner Productions, 
1975 -77; president, Grant Case McGrath, 
1977 -79; president, Grant -Reeves 
Entertainment, 1979 -84; current position 
since 1984; m. Barbara Rosner, May 24, 1961; 
children- Andrea, 18; Jonathon, 15. 

thought it would be a good way to make a lot 
of money and there was a lot of glamour 
attached to it." 

Grant's original career goal was media ad- 
vertising, for which he prepared himself 
with undergraduate and graduate degrees 
plus an after -school job at Benton & Bowles. 
After serving a two -year hitch in the Army, 
Grant returned to the Manhattan agency and 
eventually rose to the position of director of 
programing, involved primarily with spon- 
sored television shows. 

"I enjoyed the fact that, at that time, ad- 
vertisers and their agencies could affect what 
was going on the air," he remembers. "There 
was a sense of involvement and of being able 
to influence the medium. By dint of money 
and clout, an advertiser could get shows on 
the air." 

Working with such clients as General 
Foods and Procter & Gamble, Grant was a 
force behind top -rated series of the day, in- 
cluding The Dick Van Dyke Show, Mayberry 
RFD and The Danny Thomas Show. 

After 13 years with Benton & Bowles, 
Grant moved for two years to Grey Advertis- 
ing. As executive vice president in charge of 
radio and television, he placed two of the 
last network barter shows, CBS's Kid Talk 
(for Block Drug) and ABC's It Was A Very 
Good Year (for Bristol -Myers). 

Grant then accepted an invitation from 
Viacom International to develop programing 
to feed the distribution company's growing 
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video appetite, overseeing the creation of 
Don Kirschner's syndicated Rock Concert. 
Producer Kirschner soon started his own 
company, wooing Grant with a 30% owner- 
ship and the position of president. After get- 
ting Don Kirschner Productions off the 
ground, the executive signed on for two 
years as founding president of Grant Case 
McGrath, the production arm of the small 
Case McGrath ad agency. Although the divi- 
sion produced several profitable made -for- 
television movies and specials for various 
networks, Grant was still not in his element. 

"I wanted to be in the series business," he 
emphasizes. "That's where the money, the 
fun and the real involvement in the medium 
are. But that was way beyond the scope of 
our company." 

So in 1979 Grant hitched his wagon to the 
rising stars of Reeves Communications 
Corp. and its television production unit, The 
Alan Landsburg Co. It was a happy marriage 
and, after a string of successful network 
movies, specials and mini -series, Grant - 
Reeves Entertainment struck gold with 
ABC's That's Incredible.' (now in syndica- 
tion), Gimme A Break and Kate & Allie. 

Last April, in a restructuring, Grant be- 
came chairman of the Reeves Entertainment 
Group, following Landsburg's exit to form a 
new company. President Richard Reisberg, 
formerly an executive with MGM /UA and 
Viacom, reports to Grant from Los Angeles, 
where most of the group's employes are 
based. 

Although most of Reeves's development 
is taking place in network comedy and reali- 
ty specials like Life's Most Embarrassing Mo- 
ments, Grant emphasizes that it also expects 
to produce "four or five" made- for -televi- 
sion movies per year and is working with 
producers Ron Greenberg and Woody Fraser 
in daytime game show and reality program 
development. Reeves is also "very interest- 
ed" in first -run syndication and cable barter 
(where it produces The Fitness Magazine and 
In A Minute for USA Network). 

Asked to assess his own professional 
strengths, Grant cites an ability to attract 
strong creative talent to a company. "I'm 
personally interested in comedy, but I don't 
think of myself as a filmmaker or a comedy 
writer. On a conceptual level I express 
strong points of view, but I don't present 
myself as someone who on a daily basis has 
the expertise to affect the creative process." 

Although he claims no outside interests 
beyond "bad tennis and reluctant jogging," 
Grant finds time to serve as a national direc- 
tor of the Foundation for the Joffrey Ballet 
and is on the board of trustees of the Berk- 
shire Theatre Festival. Married, with two 
teen -age children, he lives in Scarsdale, 
N.Y., and escapes as often as possible to a 
second home in the Berkshire mountains, 
where he has access to over 100 video sig- 
nals via a backyard satellite dish. 

"I like to watch old movies and good com- 
edies." N. 



Shares of CBS stock had sharp run -up on Friday, closing at 1381/2. up 
113/4 on New York Stock Exchange on more than double usual 
volume. William Lilley III. CBS senior vice president for corporate 
affairs, said: We have been following the activity in the stock 
closely, but we know of no reason coincidental to the company's 
activity that would explain the recent activity in the stock." Ru- 
mors of active CBS buying by Lawrence and Zachary Fisher, New 
York -based real estate developers, which previously surfaced, and 
then died, last November, began circulating again two weeks ago. 
At that time another explanation for stock's volume was option 
trading. February options expired previous Friday. Also making 
rounds were other rumors suggesting buyers of stock or suitors for 
company. 

Supreme Court declined to review decision of U.S. Court of Appeals 
in Washington affirming Copyright Royalty Tribunal's distribution 
of cable copyright royalties to ,o- called devotional claimants in 
1979, 1980 and 1982. Christian Broadcasting Network, one of de- 
votional claimants, appealed CRT's distributions for those years, 
charging that .35% share they were granted in 1979 and '1980 was 

too low and that 1982 distribution proceeding in which they alone 
had burden of proving entitlement to share was unfair. CBN also 
charged that CRT has discriminated against devotional claimants 
in proceedings because of religious nature of programing. When 
appeals court upheld CRT, CBN petitioned Supreme Court. Claim- 
ants privately settled distribution of funds in 1978 and 1981. 

CBS Evening News with Dan Rather took dive in ratings week ended 
Feb. 17 to make evening news race closer than it's been since April 
of 1982. Evening News maintained lead, but just barely, with 
13.3/23, followed by NBC Nightly News with Tom Brokaw, with 
13.2/23, and ABC's World News Tonight, which had 12.7/22. 

Sony is apparently not going to let Ampex beat it to punch in 
digital video -recorder market. Sony announced late last Friday it 
would introduce digital studio VTR at National Association of Broad- 
casters convention in April. DVR -1000, it said. would be available 
in early 1987 at price that has yet to be set. Unlike Ampex's ACR- 
225 digital cart machine, which Ampex is introducing at NAB for 
delivery in 1987, Sony unit will employ 4:2:2 component format 

CBS, NBC tie in February sweeps 
ABC and CBS tied in Nielsen ratings for the February sweeps, the 
first time a .ie has occured, according to CBS research. For the 
Nielsen sweep period (Jan. 30 -Feb. 26), the two networks had a 
17.8/27. ABC trailed with a 15/23. Affiliates will be selling time on 
their schedules based on the February numbers through June. 

The numbers represented a gain of 4% for NBC over its February 
1985 finish with 17.1/26. CBS's finish was identical to its finish a 
year ago, and ABC was off from last year's 16.2/25 by 7 %. NBC's 
finish was its fourth consecutive first -place showing in the quarter- 
ly sweeps. and its first February win since 1969, according to the 
network. 

CBS and ABC also tied in the ratings for the Arbitron period (Jan. 
29 -Feb. 25). The Arbitron ratings are based on Nielsen NTI num- 
bers, but the complete sweep results, and a demographic analysis, 
will not be ready for another month. 

CBS owed its relative ratings success to a large degree to the 
performance of Sins (20.6/31), and the two -part Blood and Orchids 
(24.3/37). CBS promoted the latter presentation as a mini -series, 
but does not designate it as a mini -series because it only consisted 
of two parts. CBS also got good results out of Child's Cry on CBS 

Monday Night at the Movies (222.7/33) on Feb. 9, and One Terrific 
Guy on CBS Tuesday Night at the Movies (19.6/30). Additionally. 
The Grammy Awards (20.3/32) was the highest -rated special of the 
sweeps. 

NBC's strength came from its regular schedule. According to 

NBC research, for regularly scheduled programing, including mov- 
ies, NBC had a 17.7, compared to a 17.4/27 for CBS and a 15.1/23 
for ABC. For regular schedules without movies, NBC had a 178/28, 
CBS had a 17/26 and ABC had a 14.6/23. CBS had nightly wins for 
12 sweep nights while NBC took 11 nights and ABC had six nightly 
victories. Williams Rubens. NBC vice president for research, said 
the network was hit for pre -emptions due to White House press 
conferences or remarks by the President on three nights when it 
had particularly strong regularly scheduled programing. 

In terms of the performance of its specially scheduled sweep 
programing, NBC enjoyed uncharacteristically high showings from 
theatrical movies, as did ABC. "Mr. Mom" on ABC had a 22.3/33, 
and "Officer and a Gentleman" had a 20.2/31. "We picked our 
spots, "said Rubens of the scheduling of the theatricals which also 
included "Flashdance" (18/27) and "Annie" (19.3/28). In other pro- 
graming, NBC's mini -series, Peter the Great, paled before Sins 
with its mark of 17.7/27. Rubens said scheduling of made -for- 

television movies is difficult against mini -series, something borne 
out by the numbers of "The Fifth Missile." which got a 14.7/22 

opposite the first part of "Blood and Orchids." 
It is based on its improvement from the November sweeps num- 

bers, and the fourth quarter of 1985 in general, that CBS was 
claiming success. In the November 1985 sweeps. CBS finished 
with a 17.2/26, making its February numbers 3% better. NBC had 
an identical 178/27 in the November sweeps, and ABC was off 7% 

from its finish then. 
Although he conceded that the chance of defeating NBC in 

household ratings for the broadcast season "are now zero," 
CBS /Broadcast Group research vice president David F. Poltrack 
said the network's showing in the sweeps was on track with where 
it wanted to be in preparation for the 1986 -86 season. In preparing 
for the sweeps. CBS had not been prepared to concede the season, 
but said that realistically, it was setting itself up for next year's 
ratings race (BROADCASTING, Jan. 27). 

Poltrack said the performance of CBS's regular schedule since 
the beginning of 1986 is up 5.5% over the performance of its sched- 
ule from the beginning of the season through the fourth quarter of 
1985. NBC. meanwhile, is down 2% in comparing regular schedule 
ratings for those two periods. In terms of a difference in ratings 
points; Poltrack said CBS's regular schedule was behind NBC by 
an average of 1.8 points for the first part of the broadcast year, 
compared to being .6 points behind since January. In terms of how 
CBS has managed to improve its performance, it is most pleased 
with the addition of the Sunday Night Movie to its schedule. 

In straight daytime ratings, CBS and ABC were tied with 6.7, 
and NBC 5.6; in common -time ratings. CBS had 7.6, ABC 7.1 and 
NBC 5.9. For late night, 11:30 - 12:30. NBC had 7.7, CBS 5.4 and 
ABC 4.2; from 12:30 a.m. to 1:30 a.m., NBC had 5.7, CBS had 4.6 
and ABC had 4.1. In the morning ratings war (7 -9 a.m.), NBC had 
6.3, ABC 5.3 and CBS 3.1. And in evening news ratings, CBS had a 
14.3, NBC had a 13.2 and ABC a 12.9. 

The results also indicated a slight decline in HUT levels, three - 
network ratings and three- network shares. Poltrack said the rat- 
ings barometers have been up all season, so the slight decline was 
not noteworthy, especially considering the increase in the number 
of households that are now being reached. 

In the 12 markets measured by Nielsen, NBC was first in eight - 
New York, Los Angeles. Chicago, Philadelphia, Boston, Detroit, 
Miami and Denver -and second in the other four- Washington. 
Dallas, Houston and San Francisco. In the Arbitron 12- market mea- 
surement, NBC was first or tied in six markets -New York, Los 
Angeles, Boston. Detroit, Miami and Washington (a tie) -and sec- 
ond in Chicago, Philadelphia, San Francisco, Dallas and Houston. 



recommended as international standard by CCIR. Ampex ma- 
chine uses non -standard NTSC composite format. Sony VTR will 
feature 19mm cassette with maximum playtime of 76 minutes. 

o 
NBC will debut All is Forgiven, new half -hour comedy from produc- 
ers of Cheers (Charles /Burrows /Charles Productions in association 
with Paramount Television) in two "sneak preview's" before plac- 
ing it at 9:30 -10 p.m. on Saturday, beginning on March 29. Pre- 
views will be March 20 and March 27 at 9:30 -10 p.m. New show 
will replace 227, which will return to schedule in May. Bess Arm 
strong stars as young career woman faced with a variety of prob 
lems including new marriage. 

o 
Los Angeles -based Prism Entertainment Corp. has acquired Fox - 
/Lorber Associates from co- owners David M. Fox and Richard 
Lorber for undisclosed amount of stock. Prism is publicly held 
home video distributor and acquisition of Fox /Lorber will give it 
foothold in television syndication business. Fox and Lorber will 
stay with company under long -term contracts. 

o 
Beginning April 7, ABC will add half -hour version of Lifestyles of the 
Rich and Famoris to weekday schedule at 11 -11:30 p.m. Television 
Program Enterprises had been selling show, reformatted version of 
hour -long weekly series, in syndication until recently. Clearances 
totalled approximately 15 markets before TPE decided to sell to 
network instead ( "Syndication Marketplace," Feb. 24). Sale is for 
10 -week cycle of half -hour show, and for two more weeks of first - 
run episodes. Series will replace Hot Streak and go opposite Wheel 
of Fortune on NBC and first half -hour of Price is Right on CBS 

o 
ESPN announced last week that it was increasing carriage fees 
15% -from 20 cents per subscriber per month to 23 cents -for 
affiliates whose contracts expire in 1986 and for new affiliates. 
Roger Werner, ESPN executive vice president, said increase 
would not result in commensurate increase in network's total 
revenues. Because it affects "very small number of total affiliates," 
he said, its impact on revenues will be "relatively insignificant." 
Based on ESPN's history of imposing incremental rate increases 
on affiliates, Werner said, ESPN expects latest one to cause few, if 
any, "affiliate defections." ESPN will release rate it will charge new 
and renewing affiliates in 1987 next fall. Werner couldn't say what 
it would be, but said it was unlikely it would be lower than 23 
cents. 

Using lotteries. FCC has tentatively granted multichannel multipoint 
distribution service applications of Affiliated MDS Corp. and J. 
Hobart Wilson for Albany, N.Y.: Walter Communications and Le- 
high Valley Mobile Telephone, Atlantic City; Lawrence N. Brandt 
and MDS Media Systems, Chattanooga; Thomas Glab and Charis- 
ma Telecasting, Colorado Springs; Contemporary Communica- 
:ions Corp. and Colony Productions, Columbia, S.C.; Line of Site 
:nc. and Multi -Micro (DBA), Daytona Beach, Fla.; Delta Band Ser- 
Aces and Stella A. Pappas, Des Moines, Iowa; T/V Communica- 
:ions Associates and Red El Paso F Partnership, El Paso; Figgie 
communications Inc. and T/V Communications Associates, Fort 
Nayne, Ind.; Liggett Broadcast Inc. and Baillon MDS Corp., Grand 
3apids, Mich.; Microwave Video Services Inc. and Multi -Point 
I'ele- Distributors Inc., Greenville. S.C.; Hubbard Broadcasting Inc. 
and Low -Power Technology Inc., Madison, Wis.; American Box 
)ffice Inc. and Red Mobile F Partnership, Mobile, Ala.; Jody 
3arnes and Kevin Rullman, New Haven, Conn.; Line of Site Inc. 
and MCI Telecommunications Corp., Omaha; Cox Cable Commu- 
ications Inc. and Red Pensacola F Partnership, Pensacola. Fla.: 

Johnson Communications Corp. and Maxcell Telecom Plus Inc.. 
3eno; Haddonfiled Wireless Co. and Stephanie Engstrom, Spo- 
tane, Wash.; Stephen Communications Inc. and Video /Multi- 
mint, Stockton. Calif., and Thomas Glab and Timm, B.F.J., Talla - 

lessee. Fla. 
o 

LTWe -TV Casper, Wyo. Bch. 2; ADI no. 1801 will become primary NBC 
ffiliate, effective Sept. 1. Harriscope Broadcasting Corp. station 
as been dual affiliate of NBC and ABC. 

Quello lobbies affiliates. i r : Coinn 
missioner James Quello repurredìy urged government relations 
committee of ABC Television Affiliates Association to support 
FCC's "gutsy" package of legislative recommendations. Pack- 
age recommends elimination of comparative renewal (BROAD- 

CASTING. Feb. 3). It also asks Congress to eliminate fairness 
doctrine, equal time and reasonable access provisions from 
Communications Act "Get off your ass and sell something 
more important than broadcast time: sell full First Amendment 
freedoms for broadcasters." Quello is quoted as saying. "The 
FCC had enough guts to make the recommendations; now let's 
see if you can lobby your way out of a paper bag. "Above (l -r): 
Quello; John Behnke. chairman of government relations comm- 
mittee and president and CEO of Fisher Broadcasting. and 
Wade Hargrove, association counsel. 

Speaking before New York chapter of National Academy of Televt 
sion Arts and Sciences last Wednesday (Feb. 26). Stuart A. Hersch, 
executive vice president and chief operating officer ..: King World, 
said: "We're not going to waste a lot of money or time o:: suit 
brought by Outlet Communications alleging that King World 
gaged in "block booking" in its renewal negotiations for Wheel «:r 
Fortune on Outlet's WCPX-TV Orlando, Fla. (BROADCASTING. Feb. 17) 
There is "no difficulty in renewing shows separately." he said 
Outlet suit charges that King World would only offer Wheel of 
Fortune for second year for package price that included two other 
shows. Hersch said Outlet President David E. Henderson was 
"trying to blame us for a bad business decision" that has left 
station "a poor third" in its market. Hersch also assured audience 
that "community of interests" involved in purchase and broadcast 
ing of syndicated shows "have to be treated fairly" for syndication 
to work. Responding to question concerning rumors tl: :ì' : 

World is preparing to enter expanding first -run, sitcom market, 
Hersch said company is currently exploring two specific pt u)u n 
Later he said both projects are from West Coast producer with 
network experience. King World is rumored to be working with 
Alan Landsberg Productions. which also produces King World's 
daily afternoon soap -opera strip. True Confessions, set to debut 
next fall. King World will not enter market until there is some 
shakeout among current batch of first -run, weekly sitcoms. hr, 
said. Hersch did not have warm words for attempts to integrate. 
weekly shows into checkerboard for presentation during access 
He said King World might attempt to produce strip. instead of 
weekly show. Earlier he told audience that King World would sell 
whatever property it brings out. on cash. or cash plus barter basis. 
because of company's present set -up and sales record. Hersch 
indicated King World's next move in program distribution would be 
cartoons. Specifically. he said any program would be in "soft ant 
mation" genre. and not in popular high -tech arena. Two of King 
World's offerings for next fall are now firm go's. Hersch said. Rock 
n' Roll Evening News 's now in 90 markets covering 700o of country 
an True Confessions Is in 65 markets covering 58't of country 

NAB's Radio Audience Measurement Task Force has extended its 
request for new audience measurement proposals to March 21. 
Task torte Is primarily interested in systems that are capable of 
developing, among other things, average quarter -hour listening 
estimates and cumes for local markets ("Riding Gain." Jan. 20 
Original deadline had been Feb. 20. 
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o- old 

Historic rapprochement 

Seven months and seven days after Quincy -Turner. the broad- 
casting and cable industries have effected a new must -carry 
agreement that could impart a degree of certainty to operators of 
the nation's television stations and enhanced dignity to the wiring 
nation. The deal has a way to go before becoming the law of the 
land. and may even then face court challenge. Nevertheless. in 
the final analysis. it deserves to carry the day. 

What do broadcasters gain? First and foremost. a guarantee 
that they have a claim on up to one- quarter of the channel capacity 
of mature cable systems. and agreement that no cable system will 
charge a broadcaster for local carriage. On top of that. they lay to 
rest -hopefully, forever -the argument that the A -B switch is a 

way around must carry. And they establish as public policy the 
concept that qualified broadcasters are entitled to such carriage 
into the indefinite future. a principle that may loom even more 
importantly a decade from now. 

What does cable gain? A must -carry rule far less onerous than 
that it has known for the last 14 years. requiring less carriage on 
an enforced basis than it likely would have given on its own. Plus 
editorial discretion to choose among channels when making 
must -carry decisions under an agreement that protects broadcast- 
ing. not broadcasters. Plus recognition that cable is a co -equal 
with broadcasting as a television medium. And perhaps most 
important, a guarantee that broadcasters will make peace on 
copyright, thus leaving the compulsory license cast in stone. Just 
being amenable to a must -carry deal buys cable a great store of 
good will on Capitol Hill. 

Signatories to the deal so far include the National Cable Televi- 
sion Association, the Community Antenna Television Associ- 
ation, the Television Operators Caucus, the National Association 
of Broadcasters and the Association of Independent Television 
Stations. Not yet aboard is public broadcasting. which is expect- 
ed to seek an inclusion of its own. as may others in the industry. 
Happily. there is ample time -before the final filing in late 
March -for all and sundry to evaluate the proposal carefully and, 
hopefully, to come to the same enthusiasm held by the negotia- 
tors. 

Whether the FCC can be moved to that point is not as clear. 
Chairman Mark Fowler, taking an absolutist position on the First 
Amendment, wants no part of what he considers a reregulatory 
plot. Dennis Patrick is considered to be with him on that princi- 
ple, while James Quello and Mimi Dawson appear more flexible. 
A formidable player in the final stages will be the Congress. 
which punted this political football to the FCC in the first place 
and won't take kindly to seeing the ball punted back. 

o 
The present agreement has many parents, but none played more 
conspicuous roles than the TOC's William Schwartz (Cox Broad- 
casting) and NCTA President James Mooney. By common con- 
sent of the other parties. those two wrestled the critical issues to 
the ground while the others gave them room. If not a textbook 
case in how to run a negotiation it was at least an admirable 
demonstration of getting things done. 

One participant has called must carry the last major issue 
dividing broadcasters from cable. If that is so. this agreement 
could mark the beginning of a new amity between those indus- 
tries, and even of a new reciprocity and respect that will redound 
to the benefit of both commerce and country. Not a moment too 
soon. 

Living by the clock 
Russia's all- purpose interviewee was given seven minutes of 
ABC -TV time to appraise Ronald Reagan's speech on defense last 
Wednesday night. It would have been news if he hadn't found 
fault with it. The White House reacted with alarm that the Rus- 
sian had been given air time at all. 

The view at this distance from the scenes of action is that less 
was there than met the eye and ear. Maybe. as Richard Wald. 
ABC News senior vice president, said later. Vladimir Posner. 
who speakes the Kremlin line in idiomatic American. was given 
too much time. Maybe. as a reading of the transcript suggests. 
David Brinkley's questions were softer than they could have 
been. The core problem was that ABC News was filling time to 
compensate for an unexpectedly short Reagan speech before 
coming up on 9 p.m. and the dropping of the first chemise on 
Dynasty. 

If there is a lesson here. it is that producers of live news 
programs in which time elements can change must be at least as 
alert to content as to the clock. Posner's observations, no matter 
what Brinkley's questions. could have been written in advance by 
any ABC journalist who is familiar with recent Kremlin utter- 
ances. If a program element had to be stretched to fill time, all 
kinds of ABC correspondents were ready to extend their report- 
ing. 

Here endeth the first lesson of television journalism. 

Seeing is believing 

The fall of Ferdinand Marcos and the rise of a new Philippine 
president. Corazon Aquino. may represent the culmination of the 
electronic media's greatest role in the selection of a political 
leader since the Kennedy -Nixon debates of 1960. 

Talk of television's shaping of events or of its manipulation by 
the parties involved misses the mark. That television was a pow- 
erful instrument in the unfolding story in the Philippines is unde- 
niable. But what television did, as only the technology of televi- 
sion could do, was to show a mass audience exactly what was 
happening as it happened. As in its coverage of the Vietnam war. 
by showing the moving (in both senses of that word) pictures of 
the major players, the crowds. the violence, television made 
witnesses of us all. What several thousand words of printed copy 
can say about a story tomorrow. the electronic eye can show 
today, with an immediacy that can touch hearts and minds. 

The power of television journalism. and the responsibility that 
power entails, has never been more apparent. 

Drawn for BROADCASTING by Jack Schmidt 
"No, it isn't scrambled. It's a heavy metal music video." 

Broadcasting Mar 3 1986 
1nR 



RETAIL 
SALES MANAGEMENT 

THE SOURCE OF SUCCESS 
IS THE COMMITMENT OF YOUR TEAM. 

Top Row 

GREG ORCUTT, WROR FM, Boston 
LENNY MEYERS, WRKO AM, Boston 
Second Row 

JOANN SHIPLE, WAXY FM, Ft. Lauderdale / Miami 
MICHELE BILLY, KRTH AM /FM, Los Angeles 
WONDA VENTERS, WHBQ AM, Memphis 
Third Row 

RON JAVER, WOR AM, New York 
Fourth Row 

JOEL HOLLANDER, WRKS FM, New York 
JERI JANSSEN, KFRC AM, San Francisco 

RKOV RADIO 

1440 Broadway New York, N.Y. 10018 (212) 642 -4000 

A Nision of RKO General. Inc AGECORP COMPANY 



TO N ONE IN SUPPORT SERVICES 
Townsend now has five regional sales offices staffed with dedicated television broadcast professionals 
with over 200 years of combined television experience. Their primary purpose -to serve the T.V. 

broadcaster. 

Jim Rogers, San Diego 
(also Hawaii, Alaska) 

619- 748 -4834 

,o,cbc° 

N. Ceklral RegiQe 
HarrMeraig, Indiárpoli 

-255-7649 

Northeast Region 
Bob Anderman, Howard McClure, 

George Townsend 
Home Office 413 -568 -9581 

S. Central Region 
Gary Cooper, Dallas 

817- 430 -3838 

CUSTOMER SERVICE ACTION LINE 413 -562 -9155 

Jim Collins Carl Jacobson Steve Kalis Gary Kenny Bob Klein Roger LaFrance 

Southeast Region 
Jim Kelly, Atlanta 
(also Puerto Rico, 

Virgin Islands) 
404 -497 -0642 

Around the clock customer service action 
line, manned exclusively by television 
engineers. Help is only a phone call away 
24 hours a day, 365 days a year. For your 
technical questions and emergency parts 
requirements, call TOWNSEND first. 

At Townsend, we know that staying on 
the air-without interruption -is not 
simply important. IT'S EVERYTHING! 

Whatever your requirement in Television Transmitters, 
consult the leader ... 

TOWNSENP 
Since 1963. An American Pioneer in Television Transmitters. 

TOWNSEND ASSOCIATES, INC. 79 Mainline Drive, Westfield, MA 01085 413 -568 -9581 


