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LICENSED TO BEAV

WFAA-DALLAS
WDN-DETROIT
WTVI-MIAMI
WCCO-MINNEAPOLIS
KCRA-SACRAMENTO
WTNH-NEW HAVEN
WIXT-JACKSONVILLE

WTHR-INDIANAPOLIS
WTMJ-MILWAUKEE
WCPX-ORLANDO
WBNS-COLUMBUS
KSL-SALT LAKE CITY
WPEC-WEST PALM BEACH
WCVB-BOSTON




FROM ANY SCENE.

Newsbeam is the preeminent SNG Network. More efficient, more economical and most importantly,
more responsive to your needs. That’s why these news powers are already on board with Newsheam.
They've put their trust in the originator of satellite news gathering. They're taking advantage of the
resources, flexibility and trend setting advances that only CNN Newsbeam can deliver.
Get on the beam—CNN Newsbeam. And get the license to dominate news coverage in your market.
For more information contact Bob Rierson at Turner Program Services (404) 827-2160.

CNN NEWSBEAM
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Why does Barry Dickstein work
with Americom?

"T have been involved in five station
buys from Americom in the last two
vears. They work very hard for their
sellers, and I like that. Americom has
a way of uncovering and displaying a
station's potential value when it is not
always apparent on the surface.
Because of this ability, they get very
full prices, but the prices are fair, and I
sericusly question if others could get
the same prices for some of the
properties Americom has brokered."

Barry Dickstein, Partner
Hartstone & Dicksiein
mvestmen! Bankers

Which selling strategy helps you reach your objectives?

2 Americom Auction 3 Negotiated Bid

Your station’s sensitive informa-

] Confidential Marketing

Minimizes your station’s exposure
by personally pre-qualifying 15
buyers and selecting the five hot-
test buyers to review with you
before re-comtacting them with
your station’s details.

Involves wide exposure of your
property's availability, financial
performance and operating infor-
mation to maximize the pool of
buyers and achieve the highest
offer from the auction’s most ag-
gressive bidder.

tion is handled discreetly but
public exposure of its availability
is used to increasc the pool of
buvers to produce the highest
possible offer.

Americom offers you a choice of selling strategies
and the ability to get financing for buyers.

"Americom’s Financing Services

Because we work with leading lenders.on a daily basis, we can provide you with financing over $3.000.000 by
structuring a loan package that may include senior debt, mezzanine layers and pure equity.

Refinancing: By reviewing your current debt structure, Americom can help you arrange refinancing if you
anticipate debt service short falls. Call before your bank eliminates refinancing options.

AMERICOM

Radio Station Brokerage & Financing

1130 Connecticut Avenue, N.W. /

Suite 500 4

Washington, DC 20036 /

(202) 737-9000
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Hubbard Broadcasting

, Inc.,

ploneer in broadeasting @ satellite services,
proudly presents its satellite companies,

United States Satellite
Broadcasting Company, Inc.
The leader
in DBS technology.
Contact:

Paul Heinerscheid
(61R) 642-4580.

operating in Ku-band:

United States T.V., Inc.

The leader
in satellite syndication.

For program
gyndication, contact:
Jerry Greenberg
(213) 477-2101
For end-to-end satellite
8ervices, contact:
Paul Heinerscheid
(612) 842-4580

@iy

Conus Communications

The leader
in satellite newsgathering.

Contact:
Charles H. Dutcher III
(612) 642-4645
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Money hunt

In search for revenue to reduce federal
deficit, Scnate Commerce Committee is
said to be looking at “everything.”
Among communications-related options
that have surfaced: across-board increase
in FCC’s cost of regulation fee schedule;
introduction of license transfer fee,
auction of nonbroadcast spectrum.

Second thoughts

As search for FCC’s fifth commissioner
goes into final week, fortunes of earliest
candidate may be rejuvenating. Peter
Pitsch, now chief of staff to Chairman
Dennis Patrick, was early choice of both
Patrick and former chairman Mark Fowler,
but was passed over in face of
broadcaster opposition on generic grounds
that he was ideologue and specific
complaint that he favored spectrum
auctions. But Pitsch performance since
Patrick became chairman has quieted
critics, with some—including FCC’s
dean, James H. Quello—<conceding they
had misjudged him. Pitsch gets credit for
contributing to “much more open society”
at commission, and although admittedly
conservative in approach has not appeared
to be inflexible—style and compliment
being increasingly extended by FCC
colleagues to Patrick himself.

To last man

One way or another National Association
of Broadcasters is determined to keep
broadcasters from being subject to
discounted rate for political broadcast
time. If broadcasters are unable to defeat
congressional measure that would replace
lowest unit rate for broadcast time with
flat 30% discount (see page 25), NAB
plans to challenge constitutionality of
bill.

e

Spat in space

Pope John Paul 1I's week-and-half-long
visit to U.S. in September has set off
industry sniping over satellite time for

live news coverage. Following at least one
complaint, CBS has been asked by GTE
Spacenet to reevaluate its space segment
order for event and release one of what
may be as many as six transponders
booked on GSTAR II. CBS News
executive John Frazee denied network was
warehousing satellite time to hurt others’
coverage, calling accusation “sour grapes”
and saying he was “convinced we need
transponder space we’ve reserved.” CBS
placed order in question at beginning of

year, but after converations last week with
Spacenet, Frazee said it might be willing
to take transponder on alternative GTE
satellite. Spacenet had no comment, but
another industry source said it has already
formed internal body to determine how to
contain similar contentions in heavy 1988
news year.

In and out

Marty Pompadur’s ML Media Partners,
which recently bought wrREX-TvV Rockford,
Ill. (“Changing Hands.” June 22), will
buy Stoner Broadcasting System Inc. for
about $70 million. Annapolis, Md.-based
group of six AM’s and nine FM's is owned
by Tom Stoner, who will pursue interests
outside broadcasting.

Willing candidate

Jim Gabbert, who held record for FM
station sales when his KIOI(FM) San
Francisco went for $12.5 million in 1980,
will still have $1.5 million left if his deal
to reenter Bay City’s FM game with
proposed purchase of KKCY(FM) San
Francisco for $11 million (“Changing
Hands,” page 72) goes through. KIoI has
also gone on to other times; 75% of it has
since been resold for about $45 mullion.
First president of erstwhile National
Radio Broadcasters Association, Gabbert
may come back with vengeance. Gabbert
told BROADCASTING Friday that he was
appalled by current industry lobbying
efforts and would constder heading new
all-radio association if there is interest.
Gabbert noted there is still $250,000-
$300,000 retained in bank account by
former NRBA directors for that purpose.

Tireless missionary

Preston Padden, president of Association
of Independent Television Stations,
continues to press case for reopening
debate on must-carry (“Closed Circuit,”
June 29). Two weeks ago Padden was In
Los Angeles to meet with other
independent broadcasters and program
distributors to discuss INTV’s desire to see
cable’s compuslory license conditioned

on must carry. He’s counting on
Hollywood’s support to bring up concept
in discussions between Motion Picture
Association of America and National
Cable Television Association over
compulsory license. Padden is suggesting
cable systems carry local television signals
in exchange for compulsory license.
Independent television's actions, however,
are said to be viewed by cable indusiry as
violation of must-carry agreement that
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broadcast (INTV is signatory) and cable
industries reached last year.

RCA wins one

ABC Entertainment has agreed to keep
three services—ESPN, Arts &
Entertainment and Lifetime—on RCA
Americom’s Satcom III-R through end of
C-band satellite’s life in 1992, according
to well-placed sources. Agreement is
significant victory for RCA in its battle
with Hughes Communications to be
dominant satellite carrier of cable
programing in future. In latest skirmishing,
Hughes, with help of Viacom
International. has been trying to lure cable
programers from Satcom III-R and other
RCA cable birds to Hughes’s Galaxy 11I.
Satellite’s transponders are owned by
MCI and Equatorial/Contel ASC, but
Hughes has been acting as broker, trying
to lease them to programers. Viacom now
has seven slots on bird; C-SPAN, two,
and Weather Channel, National Shopping
Club and PPV Network, one each.

According to sources, under new long-
term agreement, three services that
reupped on Satcom III-R will be paying
substantially less than $142,000 per
month they are now paying.

Familiar face

Rumor surfaced last week that Karl Elier,
former president of Combined
Communications, which merged into
Gannett, may take plunge back into station
managemént by linking up with long-time
business acquaintance, Carl Lindner.
Latter, who had been largest shareholder
in Combined before 1979 sale to Gannett,
is Jeading buyout of Taft Broadcasting
Co. Eller told BROADCASTING that indeed
he is looking at becoming investor in
TEBA Limited Partnership, proposed
buyer of Taft, but that he has no plans to
take on operational role.

Bizshow

Business News Broadcasting is proposed
name of satellite-delivered radio
programing venture that would offer 17
hours of continuous business and financial
news daily. Service, which is being
targeted for medium- and major-market
AM stations, is expected to be
operational by first-quarter 1988,
according to Joseph Knowles, vice
president of marketing and sales for BNB,
who also serves as director of Woodstock
Corp., Boston-based investment
management firm that is among backers
of project.
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A weekly status report on major issues in the Fifth Estate

Copyrighl 1987 Broadcasiing Publications Inc. May be quoled
with credit

AM-FM allocations. Comments deadiines have
been extended for FCC proposal to permit
about 1,600 AM daytimers operating on clear
and regional channels to operate all night with
up to 500 watts, with expectalion of all but 200-
300 of 2,400 daytimers getting some nighttime
power. July 17 comment deadline was extended
to July 27, with reply comment deadline moved
from Aug. 3 to Aug. 10. About 500 daylimers
operating on foreign clear channels received
nighttime authority in previous proceeding. FCC
hopes to have final order by fall.

FCC has processed 24 of about 80 windows
for new FM allocations created by docket 80-90
proceeding. Commission has also received al-
most 800 petitions for new allotments and facili-
ty upgrades.

0

AM stereo. Following five-month inquiry, Nation-
al Telecommunications and Information Admin-
istration concluded last February that AM stereo
marketplace has “stagnated” and that multisys-

tem radios are only way to get marketplace mov-
ing and insure AM stereo’s future. Multisystem
radios receive signals generated by two incom-
patible systems battling to be de facto stan-
dard—Motorolas C-Quam and Kahn Communi-
calions’ single-sideband. To confirm its faith in
technology, NTIAs laboratories in Boulder, Colo.,
are testing multisystem radios and integrated
circuits. Tests are expected to be completed by
end of July.

Motorola has wide support among broadcast-
ers and receiver manufacturers. About 500 AM
stations broadcast in stereo with Motorola’s sys-
tem as compared to fewer than 100 with Kahn's.
But Kahn Communications, backed by several
major group broadcasters, has proved tena-
cious. Since no one is making radio to receive
Kahn signal only, Kahn is counting on prolifera-
tion of multisystem radios.

O

Antitrafficking. Congressional interest in rein-
stating FCC's antitrafficking rule is building. Al-
though Hill action on any broadcast legislation
has been put on hold until fate of fairness doc-
trine is settled (see "Fairness doctrine,” below),

Hundred

PLUS=

Nationa! Association of
'I

BROADCASTERS

Do you need help

Small Market TV Broadcasters:

¢ INCREASING REVENUES
* BUILDING A COMPETITIVE EDGE
* KEEPING GOOD EMPLOYEES

Register for the second national meeting of Hundred Plus
broadcasters. You can’t afford to miss the only industry
program devoted to problems unique to your market size.
Youw’ll also have a chance to voice your opinions to the
FCC and many of your Congressional representatives. Call
NAB Television (202) 429-5362 for details.

HUNDRED PLUS EXCHANGE

September 20-23, 1987
Hyatt Regency on Capitol Hill, Washington, D.C.
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signs indicate antitrafficking could move on its
own (BroabcasTing, June 29). Legislation is
pending in House and Senate that would restore
rules requiring broadcast stations to be owned
three years before sale. House measure (H.R.
1187), offered by Representative Al Swift (D-
Wash.), was focus of Telecommunications Sub-
committee hearing last month. In Senate, broad-
cast renewal bill {S. 1277) contains provision
that would reimpose rule {see “License renew-
al,” below). Senate hearings were scheduled for
July 17 and 20, with antitrafficking key issue.

0

Compulsory license. After often-bitter war of
words, cable and motion picture industries have
begun talking again about settling their differ-
ences over cable's compulsory copyright li-
cense. If fruitful, talks could lead to legisiation
overhauling license. Retorm wouid likely include
simplified "flat-fee” formula (so much per sub-
scriber per distant signal} for calculating license
fees to replace existing complicated formula
(varying percentages of gross basic revenues
per signal). Some cable operators have also in-
dicated willingness to give up license under cer-
tain conditions after transitional period of five or
10 years, but all feel il's important to preserve
license for carriage of local signals and for dis-
tant signals by cable systems in “underserved
markets.”

O

Crossownership. On the teico-cable front, as
part of first triennial reassessment of modified
final judgment that resulted in breakup of AT&T,
District Court Judge Harold Greene is consider-
ing whether to lift prohibitions against Bell Oper-
ating Companies’ providing “information ser-
vices," which include everything from electronic
mail to videolex to cable television.

Even if Greene decides to lift prohibitions, the
BOCs slill wouldn't be free 1o provide cable ser-
vice wherever they wanted. The Cable Commu-
nications Act of 1984 codified FCC rules bhan-
ning all local telcos, exceptthose serving strictly
defined “rural areas,” from operating cable sys-
tems within their service areas.

O

Direct broadcast satellites. High-power DBS,
which would use Ku-band spectrum set aside
for it, has foundered because of high start-up
costs and programing dearth, but low-power C-
band variety resulting from scrambling of cable
programing on C-band satellites has emerged
from the home satellite market.

Latter got started in January 1986, when
Home Box Office scrambled feeds of HBO and
Cinemax and began selling subscriptions to
owners of backyard earth stations (TVRO's),
which now number more than 1.7 million. Num-
ber of TVRO homes subscribing to cable pro-
graming has grown as more cable programers
have scrambled feeds and begun selling sub-
scriptions directly or as packages through other
programers or caple operators.

HBO now wants other major cable pro-
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gramers {0 join it in stepping up from C-band to
medium-power Ku-band satellites that can
beam signals to much smaller dishes.

O

Fairness doctrine. President Reagan vetoed
bill codifying fairness doctrine. Senate Demo-
cratic leadership lacked voles to override, but
had support to refer veto message to Com-
merce Committee, where measure originated. It
is anticipated doctrine will be attached to legis-
lation President will be reluctant to veto. Broad-
cast industry opposition to codification was ini-
tially limited, with only CBS and Radio-Television
News Directors Association working for veto.
Now, however, NAB says it will support veto
(BROADCASTING, June 29).

FCC has initiated rulemaking to determine
whether enforcement of doctrine is contrary to
public interest. It acted aker panel of U.S. Court
of Appeals in Washington remanded case in
which Meredith Corp. had challenged conslitu-
tionality of doctrine (BRoaDCASTING, Jan. 19).
Same panel, in case brought by Radio-Televi-
sion News Directors Association and number of
other broadcaster groups, had held that it
lacked jurisdiction to consider constitutionality
of doctrine. Panel directed plaintiffs to submit
issue to U.S. District Court. Full court, after con-
sidering petitions from broagcasters and FCC,
decided to rehear case.

O

Federal Trade Commission. FTC has begun
antitrust  investigation of National Football
League television rights contracts, issuing sub-
poenas to ABC, CBS, NBC, Fox Broadcasting
and NFL. Under invesligation is possible net-
work collusion in pressuring NFL to retain basic

*x Kk Kk Kk Kk

Congratulations!

ABC

Radio News

The 1987
American Legion
Fourth Estate Award Winner

for

“Drugs in America”
... an investigation
into the growing drug
problem in all levels
of American Society.

Awarded annually for
“excellence in journal-
ism,” this open competi-
tion is sponsored by The
American Legion.

TV rights structure in recently negotiated three-
year, $1.4-billion package or otherwise biocking
FBC. HBO and other cable entities from gaining
television rights. As part of NFL deal, some
games will be shown for first time on cable by
ESPN, cabte channel 80% owned by ABC. FY
1988-90 authorization of FTC cleared Senate in
March (BroaDCASTING, March 16). House Com-
merce Committee adopted its own version of
FTC authorization on July 14. Both bills autho-
rize FTC at $69.85 million for FY '88, $71.9 mil-
lion in 1989 and $72.9 miilion in 199C. Senate
version calls for permanent prohibition against
FTC regulating ad industry based on "unfair-
ness” standard, controversial provision that is
not included in House bill.

O

High-definition television. FCC voted at last
Thursday's meeling to launch inguiry into ad-
vanced television systems and their impact on
current television services (see “Top of the
Week,"). HDTV broadcasling may also soon be
subject of extensive tests by induslry organiza-
tions. Standards body, Advanced Television
Systems Committee, will meet at end of July to
discuss plan to see how high-resolution, wide-
screen signal could be transmitted on terrestrial
TV bands such as UHF or 12 ghz microwave.
National Association of Broadcasters in June
approved and is seeking $700,000 for two years
of HDTV tests to help determine feasibility of
HDTV broadcasting compaltible with todays
standard NTSC (525 scanning line} television
receivers. Most advanced HDTV system, Ja-
pan’s Hi-Vision (with 1,125 scanning lines}), al-
though not compatible with NTSC, is already
gaining experimental use for high-end video
production, while bandwidth-reduced TV re-
ceivers and other home video gear are expect-
ed to reach market in time for launching of Ja-
pan's HDTVY direct-broadcasting satellite
system in 1990.

O

International Telecommunications Satellite
Organization. Intelsat's members, meeting in
Extraordinary Assembly of Parties April 1-3, con-
firmed Board of Governors selection of Dean
Burch as director general. Burch, former FCC
chairman, succeeds Richard Colino, who along
with Depuly Director General Jose L. Alegrett,
was fired by board in December after outside
lawyers and auditors submitted report indicat-
ing their possible involvement in financial irregu-
larities. Intelsat in May filed civil suit against Co-
lino, claiming his activities resulted in damage
to organization of up to $11.5 million (BROADCAST-
ING, May 25). His atlorneys filed response con-
tending that court lacks jurisdiction over suit.
And in dramatic end to investigation by U.S.
attorney for District of Columbia, Colino and
business associates pleaded guilty in U.S. dis-
trict court last week to criminal fraud and con-
spiracy charges growing out of $4.8 million said
to have been siphoned from Intelsat during con-
struction of its headguarters building.

O

International telecommunications satellite
systems. President Reagan in November 1984
determined that separate U.S. systems provid-
ing international communications satellite ser-
vice are in public interest, provided restrictions
are imposed to protect economic health of Inter-
national Telecommunications Satellite Organiza-
tion. Thus far, eight systems have received con-
ditional authorization from FCC, but the
proposal of only one, PanAmerican Satellite
Corp., which has secured Peru as a foreign part-
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ner, has been consulted with Intelsat. Assembiy
of Parties, acting on recommendation of board
of governors, approved consultation at meeting
in April.

O

Land-mobile. FCC proposal to reallocate UHF
TV channels for land-mobile radio use has run
into controversy, with broadcasters fearing that
reailocation would leave broadcasting without
spectrum for HOTV use. Broadcasters have
asked FCC to delay reallocation proceeding
pending completion of study of impact of HDTV
on local broadcasting, (see “High-definition
television”). At present, however, FCC Chairman
Dennis Patrick sees terrestrial HDTV and land-
mobile use of UHF frequencies as separate is-
sues.

a

License renewal reform. Bills to reform com-
parative renewal process are pending in House
and Senate, but fate of proposed measures is
unclear. Hearings were scheduled for Friday,
July 17, and following Monday, July 20, by Sen-
ate Communications Subcommittee on license
renewal reform. Hill leadership has indicated
that no broadcast legislation will move until out-
come of fairness doctrine is determined. Most of
broadcast industry’s attention has been focused
on draft of bill in House, where Representative Al
Swift (D-Wash.) has been working with NAB and
public interest groups to devise compromise
package that would eliminate comparative re-
newal in exchange for public service obliga-
tions. Draft of bill, however, was rejected by NAB
board three weeks ago and association says it
wants to renegotiate (BROADCASTING, June 29).
Swift has since said he will introduce the bill with
or without broadcaster support (BROADCASTING,
July 13). H.R. 1140, already introduced by Re-
presentatives Tom Tauke (R-lowa) and Billy Tau-
zin (D-La.), would eliminate threat of competing
applicants, establish two-step renewal process
in exchange for reaffirmation of public interest
standard. In Senate, S. 1277 would also set up
two-step process, but there are number of olher
provisions broadcasters find objectionable.

O

Low-power television. FCC's freeze on low-
power applications and major changes—in ef-
fect since 1983—thawed, with new window
opened June 22-July 2. Estimated 1,200 appli-
cations were received, far fewer than FCC offi-
cials had expected, giving CBA and applicants
hope applications will be processed well before
year’s end. Keith Larson, chief of FCCs LPTV
branch, would go no further than to say "pre-
processing”—placement of applications on
public notice and input of their data into comput-
ers—would be completed in a few weeks.

Important new buyer may soon emerge in syn-
dicated programing marketplace. Community
Broadcasters Association, which represenis
budding LPTV industry, is considering forming
cooperative to buy and distribute syndicated
programing for 160 or so LPTV stations that are
now originating programing.

a

Mergers. Mass Media Bureau has approved
purchase of five television stations from Spanish
International Communications Corp. by joint
venture of Hallmark Cards and First Chicago
Investment Corp. for $301.5 million. m Pending



before FCC is proposed $320 million settlemnent
of krd-Tv Los Angeles license challenge in which
Wall Disney Co. would end up owning station,
m Almost complete is initial review before FCC's
television transfer branch of proposed $270 mil-
lion sale of wrvdrvy Miami by Wometco Broad-
casting to joint venture of NBC and General
Electric Property Management, B Also pending
before transfer branch is sale to Gillett Holdings
for approximately $650 miltion of half-interest in
six TV stations currently owned and run by SCI
Holdings. m Sale is contingent on commission’s
approving long-form application to transfer five
other stations to trust whose beneficiaries are
children of George Gillett. m Taft Broadcasting
Co.'s $157 per share buyout by joint venture
composed of leading shareholders was recent-
ly filed before FCC and Taft expects to hold spe-
cial shareholders meeting sometime this fall.
Two protests seeking to block transfer have
been filed so far (see story, page 30).

O

Minority preference. OMB has ruled that
broadcast licensees need not return special
FCC minority ownership questionnaire that
would have generated data for its pending reex-
amination of constitutionality and advisability of
preferences for minorities and women. FCC re-
ceived comments in proceeding in June (BROAD-
CASTING, June 8). Reply comment deadline has
been extended to Aug. 20.

O

Multichannel television. Multichannel televi-
sion (MCTV), otherwise known as MMDS or
“wireless cable,” has made appearance in sev-
eral markets, including Cleveland, Washington
and San Francisco. Using mix of microwave (2
ghz) channels allotted to three services—multi-
point distribution service, instructional television
fixed service and operational fixed service—
pioneer MCTV operators are offering mulliple
channels of cable programing—sometimes in
direct competition with cable systems.

Growth of MCTV has been retarded by regula-
tory and financial problems. But, according to
some MCTV proponents, chief problem is secur-
ing distribution rights to popular cable services
like Home Box Office and Showtime. Metropoli-
tan had to go to court to get rights 1o Showtime.

O

Multiple ownership. FCC received comments
on proposals to relax its duopoly rules for radio
and o loosen strictures of its one-to-a-markel
rule for broadcast ownership (BROADCASTING,
June 22) Reply comments in proceeding (Dock-
el 87-7) were due July 15. Comments are due
July 31, and reply comments Aug. 31, in FCC
proceeding re-examining cross-interest policy
(Docket 87-154), dealing with “nonattributable”
ownership interests.

O

Music licensing. For radio, All-Industry Radio
Station Music License Committee reached
agreement with ASCAP last summer and with
BMI this pasl March for new music licensing
pacts. Latesl industry contracts for both ASCAP
and BMI {both blanket and per-programy elimi-
nate trade and barter income reporting. ASCAP
blanket licenses run for five years, retroactive to
Jan. 1, 1986, with per-program agreements In
effect for four years, retroactive to Jan. 1, 1987.
New agreement raises annual blanket fees by
7.5%.

BMI contract has been “simplified” for blanket
licenses, raising annual rates for some stations
by 2% to 3%. New blanket licenses are retroac-
tive to Jan. 1, 1987, while new per-program li-
censes took effect on July 1.

Committee is continuing to solicit funds from
industry to pay off remaining legal and adminis-
trative debt from contract negotiations.

For television, May 5 trial date set by federal
rate court in New York to establish “reasonable”
ASCAP fees for blanket and program licenses
for TV stations has been pushed back to Octo-
ber. interim decision was handed down last win-
ter by magistrate in Southern District for New
York establishing retroactive ASCAP fees for pe-
riod from April 1985 through March 31, 1988, of
$60 million (BROADCASTING, March 9). In same
ruling, magistrate said music fees should not be
based on station percentage-of-revenue be-

cause formulais not adequate measure of value
of music rights. Ruling is subject to change,
pending outcorme of rate trial, but sources indi-
cate that BMI and All-Industry Television Station
Music License Committee are close to agree-
ment on similar interim operating procedures.

O

Must carry. Group of cable operators, including
United Cable and Daniels & Associates, have
asked U.S. court of appeals in Washington to
find FCC's new must-carry rules unconstitution-
al—violation of cable operators’ First Amend-
ment rights—just as it did old rules in summer of
1985. New rules, which are less onerous for op-
erators than were oid rules, are product of com-
promise between cable and broadcasting in-
dustries, Nol appealing rules was Turner
Broadcasting System, whose First Amendment

$100,000,000

United Artists
Communications, Inc.

through its subsidiary,
United Artists Holdings, Inc.
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“There needs
to be a tolerance for

faalure, which 1s a
prerequisite for
bold new television?
RALPH NADER

Consumer Advoeate




Ralph Nader.
No money.

There’s not enough
money in the world to
make Ralph Nader
say something he
doesn’t believe. So
- when we asked him to
appear inNBC’s

“Tuned In To America”

series of announce-
ments we didn’t know
if we would agree with
everything he had
to say.

He did know we
weren’t looking for
- praise for NBC orits

people or its programs.

We were looking for-
credibility, and the
credentials to speak
authoritatively on the
subject of television.

We didn’t write a script

for him, and we didn’t

pay him any money.
“Tuned In To

America” is NBC’s

corporate public forum

for ideas. Its mes-
sages have been
broadeast on NBC for
a year and will con-
tinue throughout 1987.
The design of the
campaign is simple:
people who have
something to say
about television say it

on our television net-
work. Some speakers
are well known and

~ some are unknown.
Some are connected

with television, but
most aren’t. No one
gets paid.

During the cam-
paign we've heard
from Steve Allen and
the President of the
National PTA. We've
heard from former as-
tronaut James Irwin

S NBC. Tuned In To America™

If you'd like to participate in this project, write to
TUNED IN TO AMERICA, NBC, 30 Rockefeller Plaza, Room 1420A , New York, New York 10112.

and two New Jersey
school teachers,
among many others.
We've heard a lot of
good things about our
campaign from the
press, the public and
our affiliates. If you've
got something to say
about television,

- NBC would like to

hear from you.

After all, the whole
idea is for us to stay
tuned in to America.




suit was one of two that led to courl outlawing
old must-carry rules two years ago. In light of
limited scope and duration of new rules—
they're set to expire after five years—TBS said it
was "unnecessary” to pursue a further judicial
challenge.

In House, Representative Edward Markey (D-
Mass.) has introduced bill to repeal five-year
sunset provision of rules that set guidelines for
cable carriage of broadcast stations. But at
same time measure is on hotd. It won't move
until Congress deals with fairess doctrine.

O

People meters. A.C. Nielsen and AGB Televi-
sion Research Co. are scheduled tolaunch peo-
ple meler TV viewing measurement services in
September.  First on-line people meter—
launched in late April in Denver—was Arbitron's
and SAMI-Burke’s ScanAmerica. Arbitron an-
nounced three weeks ago it was postponing na-
tional launch of service, previously scheduled
for September of 1988, and is buying out SAMI-
Burke, Time Inc. subsidiary. Another local ser-
vice is being launched in New York in Septem-
ber by Seattle-based R.0. Percy & Co., which
will monitor both program and commercial rat-
ings.

Nielsen has not signed any broadcast clients
exclusively for its people meter service. In fact,
both ABC and CBS have formally indicated to
Nielsen their intention not to renew three-year
contracts with the ratings service this Septem-
ber, CBS and NBC claim service's sample base
is unreliable and have requested conventional
(NTN ratings service for another season. Nielsen
vice president, John Dimling, has confirmed
that Nielsen has not ruled out retaining current
NTI audimeter household panel next season (at

least through fourth quarter) to cross check peo-
ple meter ratings.

ABC wants Nielsen to proceed with people
meter, but has asked for sampling performance
guarantees. Nielsen has agreed and is negotiat-
ing money it will pay networks if it falls short of
guarantees.

As of July 1, 1987, according to Nielsen, peo-
ple meters had been installed in 2,000 house-
hoids. with an anticipated 4,000 by September
1988.

]

Public broadcasting. House subcommittee
marked up Corporation for Public Broadcast-
ing's FY 1990 appropriation last week (July 14},
sending bill to full committee, but would not re-
lease figure it adopted. CPB had been asking
for $254 million. Donald Ledwig was unanimous-
ly elected permanent president of CPB after
serving as acting president for seven months
(BroancasTInG, July 6). Size of CPB board in-
creasedto eight with addition of three new mem-
bers—Archie Purvis, Marshall Turner and Sheila
Tate—and return of former chairman, William
Lee Hanley (Broapcasting, June 29). Former
board member Harry O'Connor withdrew his
nomination for second term. Confirmation of
Charles Lichenstein for one of two remaining
openings has been controversial: Lichenstein
has been faulted by noncommercial system for
reputedly believing that funding to CPB should
be cut, but Senate source expects nomination
to go through ("Closed Circuit,” June 29).

O

Scrambling. House hearing two weeks ago on
scrambling (BroapcasTIng, July 6) seemed to

Mark Twain Is Alive.*

vain is bur one f!h&mnnv people, places and events brought to life
in each hule:dnsm)pti program. Stand beneath the glare of exploding
shells and listen as Francis Scott Key writes the Star Spangled Banner.
March the rugged road toindependence with Jefferson and Washington.
Over440 subjects in six categories. * Kaleidoscope subjects are available

in 13 or 52 week

gments; packages aimed at helping station owners

and program managers increase both listener loyalty and revenue. *
For a demo tape and more information, write on your station’s letterhead

to: Maccab

¥horf Productions, Inc.

239 Pilgrim » Birmingham, MI 48008 * (313) 433-3742

*And two fathoms deep.
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indicate there is still congressicnal concern that
home satellite marketplace is not working. Many
members of House Telecommunications Sub-
committee appeared skeptical of conclusions
by FCC, NTIA and Justice Department thal
TVRO marketplace is competitive, particularly
when dish industry continues to complain about
access to programing and pricing. Bills have
been introduced in Senate and House to pro-
mate fair marketing of scrambled satellite sig-
nals, but prospect for passage seems remote.
Senate Communications Subcommittee is con-
vening scrambling hearing July 31,

O

Syndex. FCC has proposed rulemaking to rein-
state rules reguiring cable systems to black out
syndicated programing on distant signals if it
appears on local stations. Broadcast industry is
chief advocate for return to syndex, along with
motion picture community. FCC has extended
comment deadline for syndex to July 22, with
reply comments due Sept. 8. In compulsory Ii-
cense proceeding, comment deadline has
been extended to Aug. 6, with replies due Sept
21.

O

TV stereo. Seven percent of US. TV house-
holds have stereo receivers, although vast ma-
jority of homes are within reach of broadcast
stereo station. Some 400 stations will be broad-
casting TV stereo by year's end and one source
puts number of cable systems carrying broad-
cast stereo signal at 300. Receiver penetration
is expected to increase, with 37% of all TV sets
and 22% of all VCR's sotd to dealers and distrib-
utors this year featuring stereo, according to the
Electronic Industries Association. In 1988, ste-
reo TV's will represent 43% of color sets sold,
and 24% of VCR's will have stereo, EIA projects.
For vear to date as of July 3, 1,606,765 stereo
receivers have been sold to dealers.

0

Unions. Eleventh-hour agreements last week
between Alliance of Motion Picture and Televi-
sion Producers and NBC prevented first Direc-
tors Guild of America walkout in union's 51-year
history DGA announced tentative accord with
AMPTP shortly after directors and other unions
took to picket lines in Los Angeles and New
York, and with NBC-TY, which had been targeted
for strike because of its weakened position
stemming from National Association of Broad-
cast Employes and Technicians strike. Guild's
8,420 members were scheduled to take ratifica-
tion vote by mail last week. Directors still need-
ed to resolve differences with ABC and CBS, but
no talks had been scheduled with two networks
at midweek. No immediate work stoppage was
planned in either case, however.

Talks belween NBC and union representing
some 2,800 striking technicians, newswriters
and others are scheduled today (July 20). Com-
pany and NABET failed to reach agreement on
new contract after last four-year pact expired
three months ago. Strike began June 29. Dis-
pute centers on network's proposed increase in
use of temporary employes and term of new
contract.

Shll unresolved last week was lator dispute
between Screen Actor's Guild and four major
Hollywood animation studios. Of the five studios
originally  struck, Hanna-Barbera reached
agreement with union earlier this month (Broao-
CASTING, July 6. SAG members are picketing dif-
ferent studio each week, Last week Disney slu-
dic was target, in part for its soficitation of
nonunion voiceover actors. 7|



Datebooka )

B [ndicates ncw entry

———
This week

July 20-22 —New England Cable Television Associ-
ation annual convention. Keynole speaker: Former
House Speaker Tip O'Neill. Dunfey Hyannis holel,
Hyannis, Mass.

July 21-23—Florida Cable Teleriston Association an-
nual convention. Bonaventure hiotel, Forl Lauderdale,
Fla.

July 21-24—National Cable Forwm summer press
lour, in conjunclion with Television Critics Association.
Cenlury Plaza, Los Angeles.

dJuly 21-27—Classical music recording workshop,
sponsored by National Public Radio. State University
ol New York, Fredonia, N.Y Information: 1-800-235-
1212; exlension 2734.

July 22—Commenis due in FCC proceeding {Gen.
Docket 87-24) considering reinstitution of syndicated
exclusivity rules.

July 22—National Acadenty of Television Arts and
Sciences, New York chapter, drop-in luncheon, “New
Era in Spanish Language Television.” Speaker: Carlos
Barba, VP-programing and production, Telemundo
Television Group, and president and general manager,

WNJU-TV Linden, N.J. Copacabana, New York

July 23—"How 10 Get on Public Access,” drop-in
breakfast sponsored by Nafional Academy of Televi-
ston Arts and Sciences, New York chapter. Speaker:
Fred Ciccone, director of programing. Manhattan Ca-
ble TV 11 Easl 61st Street, New York. Information: (212)
765-2450

July 23-256—/[daho Association of Broadeasters annu-
al convention, Sun Valley ldaho.

July 24-25—South Carolina Broadeasters Associ-
ation summer convention. Radisson hotel, Myrtle
Beach, S.C.

July 24-28—Nationa! Federation of Comanuority
Broadeasters public radio training conference. Clarion
hotel, Boulder, Colo. Inlormation: (202) 797-8911
July 25-27—NBC press tour, in conjunction wilh Televi-
sion Crilics Association. Century Plaza, Los Angeles
July 26-28—Cualifornia  Broadcasters Assoclation
summer convenlion, celebrating CBAS 40th birthday,
Keynote speaker: FCC Chairman Dennis Palrick. Hyalt
Regency, Monlerey, Calif. Information: (916) 444-2237.

| —
Also in July

July 28—Television Critics Association Day wilh pre-

Majoraieetings

Aug. 16-19—Cable Television Adwministration
and Marketing Society 14th annual mesting. Fair-
mont hotel, San Francisco.

Aug. 30-Sept. 1—Eastamn Cable Show. sponsared
by Southern Cable Television Association. Mer-
chandise Mart, Atlanta Future meeting: Sept. 7-9,
1988.

Sept. 1-4—Radio-Television News Directors As-
sociation internalional conference. Crange County
Convention Center, Orlando, Fia

Sept. 9-12—Radio ‘87, sponsoren by the National
Association of Broadeasters. Anaheim Convention
Center, Arraheim, Calif. Future meetings: Sept. 14-
17, 1288, Washington; Sept. 13-16, 1989, New Or-
leans; Sept. 12-15, 1990. Boston, and Sept. 11-14
(temative), 1991 San Francisco.

Oct. 6-8—Atlantic Cable Show. Atiantic City Can-
vention Center, Atlantic Cily, N.J. Information: (609)
848-1000.

Oct. 18-21—Association of National Advertisers
78th annual convention, Hotel del Coronado, Coro-
nado. Calif.

Oct. 31-Nov. 4—Society of Motion Picture and
Television Engincers 129th technical conference
and equipment exhibit. Los Angeles Convention
Cenler, Los Angeles. Future conferences: Qct. 14-
19, 1988, Jacok K. Javits Convention Center, New
York, and Oct. 22-27 1989, Los Angeles Conven-
tion Center.

Nov. 11-13—Television Bureau of Advertising 33d
annual meeting. Atlanta Mariolt.

Dec. 2-4—Weslern Cable Show, sponsored by
Cabifornia Cable Television Association. Anaheirn
Convention Center, Anaheim, Calif

Jan. 6-10, 1988—A ssociation of Independent ele-
wiston Stations annual convention. Century Plaza,
Los Angeies. Future convention: Jan. 4-8, 1989,
Cenlury Plaza, Los Angeles.

Jan. 23-25, 1988 Radiv Advertising Bureau’s
Managing Sales Conference. Hyalt Regency Atlan-
ta. ]

Jan. 29-30, 1988 Scciety of Motion Picture and
Television Engineers 22d annual television canfer-
enge. Opryland hotel, Nashville. Future meeting:
Feb 3-4, 1989, St. Francis hotel, San Francisco.

Jan. 30-Feb. 3, 1988—National Religioxs Broud-
easters 44th annual convention. Sheraton'Washing-
ton and Omni Shoreham thwlels, Washinglon. Fu-

lure meetings: Jan. 28-Feb. 1, 1989, and Jan, 27-
31, 1980, both Sheralon Washington and Omni
Shoreham, Washington

Feb. 17-19, 1988—Texas Cabie Show, sponsored
by Texas Cable Television Association. Conven-
tion Center. San Antonio, Tex.

Feb. 26-29, 1988—NATPE [nternational 25th an-
nual convention. George Brown Convention Cen-
ter, Houston

April 9-12, 1988—National Association of Broad-
casters 6610 annual convention. Las Vegas Con-
vention Center, Las Vegas. Future conventions:'Las
Vegas. Aprii 29-May 2, 1889; Atlanta, March 31-
April 3, 1990: Las Vegas, April 13-16, 1991: Las
vegas, April 11-14, 1992, and Las Vegas, May 1-4
(tentative), 1993

April 10-12, 1988—Cabletelevision Advertising
Bureau seventh annual conference. Waldorf-As-
loria, New York ’

April 17-20, 1988--Brouadcast Financial Manage-
ment Assoctation annual meeting. Hyalt Regency,
New Orleans. Future meeting: April 9-12, 1989,
Loews Anatole, Dallas.

April 28-May 3, 1988—24th annual MIP-TV,
Marches des [nternational Programes des Televi-
zion, international television program market. Pa-
lais des Festivals, Cannes, France.

el2

April 30-May 3, 1988—National Cable Television
Association annual convention. Los Angeles Con-
venlion Center.

May 18-21, 1988—American Association of Ad-
vertising Agencies 70th annual convention. Green-
brier, White Sulphur Springs, W. Va

m June 8-11, 1988—Anierican Women in Radio
and Televiston 37th annual convention, Westin Wil-
liam Penn, Pitisburgh.

June 8-12, 1988—Broadcast Promotion and Mar-
keting Ewxecutives/Broadeast Designers Associ-
atton 32nd annual seminar. Benaventure, Los An-
geles. Future meeting: June 21-25 1989,
Renaissance Center, Detreit

Sept. 23-27, 1988 —International Broadcasting
Convention. Metropole Conference and Exhibition
Center, Grand hotel and 8righton Center, Brighton,
England.

u June 17-June 23, 1989—16th International Tele-

vision Symposium. Montreux, Switzerland.
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sentation of TCA awards. Century Plaza, Los Angeles

July 28—Synditel, syndicators’ annual press preview
offirst-run television programing, during Television Crit-
ics Association Day (see above}. Sheraton Redondo
Beach, Redondo Beach, Calil. Iniormation: Bill Coveny,
(213) 853-3900.

July 28—S8uaiellite Brocdeasting and Communication
Association meeling of public affairs working group.
San Diego. Information: Christine Gliozzo, {703} 549-
6990,

July 29— Virginic Public Radio Association meeting.
Holiday Inn-Sculh, Charlotiesville, va.  Information:
(703) 568-8221.

July 29—National Academy of Television Arts and
Sciences, New York chapter, drop-in luncheon, “How
the MPAA and its Allies Are Combalting Lhe Biilion Dol-
lar Swindle which Affects Everyone from Executive Pro-
ducer lo Go-Fer to Consumer.” Speaker: William Nix,
VP-worldwide direclor, anti-piracy, Motion Picture As-
socialion of America. Copacabana, New York. Informa-
tion: (212) 765-2450.

July 29-31—PES press tour, inconjunction with Televi-
sion Critics Association. Sheraton Redondo Beach, Re-
dondo Beach, Caiit.

July 30—Deadline for enlsies in Critics Award on sex-
val content in the media, sponsored by Center for Pop-
wlation Options. Information: (818) 766-4200

July 31—Comments due on FCC proposal (MM Dock-
el 87-154) o eliminale cross-interest policy.
—4

August

Aug. 1-3—ABC press tour. in conjunction with Televi-
sion Critics Agsociation, Sheralon Redondo Beach, Re-
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YOU 1st
FAST » FACTUAL

We're Computer Sports World, the
number one sports database service.
Our character generator program can
give your viewers the scores almost
as they happen.
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And the best part about our service
is cost. Doug Ballin, News Director;
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day.”

For more information or a brochure call...
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Brian Rouff
Sales & Marketing Manager
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dondo Beach, Calif.

Aug. 1-4—Assaciation for BEducation in Journalism
and Mass Communications convenlion. San Anlonio,
Tex. Information: Ken Keller, (618) 536-7555,

Aug. 1-8—First TV Weathercaster Inslitule, sponsored
by Lyndon State College meteorology department.
Campus, Lyndonville, Vt. Information: (802) 626-9770.

Aug. 2-7—Television Bureau of Adverlising/All-Har-
vard Faculty Taught General Sales Management Pro-
gram, sponsored by TVB. Stoufler's Bedford Gien
(Boston), Bedford Glen, Mass. Information; (212) 486-
1111

Aug. 3—Deadline for reply comments on FCC propos-
al to permit about 1,600 AM daylimers operating on
clear and regional channels to operate all night with up

1c 500 watts (MM Docket 87-131). FCC, Washington.

Aug. 3—Deadline for reply comments on #CC inquiry
lo consider authorizing short-spaced FM slations using
directional antenna systems (MM Docket 87-121).
FCC, Washinglcn.

Aug. 3—Deadline for reply comments on FCC propos-
al to eliminate Carroll doctrine and UHF impact policy
(MM Docket 87-68). FCC, Washington.

OpenaMike

In good standing

EDITOR: Thanks for re-instituting “Where
Things Stand” on a weekly basis.

The way things are moving these days,
even once a week might not be enough!—
Bill Clark, president, radio division, Sham-
rock Broadeasting, San Rafael, Calif.

On leadership

EDITOR: In February during the winter board
meeting of the NAB in Laguna Nigel, Calif.
(BROADCASTING, Feb. 9), I initiated the dis-
cussion and proposed resolutions for adop-
tion by the NAB board, which urged licens-
ees to refrain from permitting indecent or
obscene programing. My resolution was not
adopted.

Since then, the FCC has expressed disap-
proval of “indecent” language over the air.
Some parties have since asked the commis-
sion for “clarification” and others, of course,
for “reconsideration,” and yet, public indig-
nation continues to grow.

To me, the real meaning of the First
Amendment is that we “serve the public in-
terest,” whether it is profanity, obscenity, in-
decency, or decency! Even the New York
Times has the slogan “All the news that is fit
to print..."

As I told the board six months ago, if we
want to keep Congress and the commission
out of programing, then we, through our
NAB, must police our own. It was the NAB
who could have best prevented the FCC’s
formal intrusion into program content we
now find so distasteful and dangerous. But
now it has happened and we must not relax
the principles of free speech and the First
Amendment for strategic or political rea-

sons.

It was William Jennings Bryan who told
Woodrow Wilson. . .“The best way to lead
is to LEAD!""—Dawvid W. Palwmer, presi-
dent, WATH(AM)-WXTQ(FM) Athens, Ohto, and
retired NAB board member.

Storer response

EDITOR: Joe!l Chaseman's letter of June 24 to
you concerning ‘“‘widespread channel
switching” in Dade county deserves our re-
sponse.

Storer is the largest cable operator in Dade
county, operating two separate systems. The
system serving North Dade and portions of
South Broward counties serves 90,915 sub-
scribers. South Dade serves 37,326. The
northern system has always carried the local
stations on the same channel, but cannot car-
ry them on-channel due to the proximity of
the antenna farm which causes direct pickup
interference. As a convenience for our view-
ers, and a courtesy to the broadcasters, we
have always grouped them together and they
appear on the converter in the order of their
appearance on the VHF band.

Our South Dade system, which we pur-
chased from another operator and rebuilg,
has always been able to carry the VHF sta-
fions on their respective on-air channels.
This has not changed.

[ am in sympathy with the stations’ diffi-
culty in promotion and diary identification in
a large ADI where there are multiple cable
operators. Storer stations have similar prob-
lems. But to include Storer Cable in the
broad brush of “channel switching” in Dade
county I1s not only inaccurate, but just as
disingenuous as Joel believes TCI was.—
Ken Bagwell, executive vice president, oper-

Uhda

Personal Achievements Awards.

For information:
Gabriel Awards, Unda-USA

(216) 253-1468

The national Catholic
association of communicators

The 108 Gabid v

honoring radio and television programs that enrich their
audiences through a values-centered vision of humanity.

Forty-nine categories for local and national
programs, plus Stations-of-the-Year Awards and

Deadline: AUGUST 3. 1987. 5:00 p.m.

40 E. Center Street, Akron, Ohio 44308

Mr. Patrick J. DiSalvatore, Executive Director
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ations, and president, cable communica-
tions division, Storer Cable, Miami.

Snorts log

EDITOR: As a sports media executive, [ was
extremely interested in your recent “On Ra-
dio” piece on New York City’s new WFAN
entry, but disappointed that Greg Gumbel’s
proper affiliation with Madison Square Gar-
den Network was overlocked.

Greg left ESPN for MSG Network last
Qctober, and has since excelled in a wide
variety ofroles: Host of Coors Sports Forwm,
a weekly half-hour interview show; host of
Coca-Cola High School Sportsweek, a pio-
neer among regional scholastic sports pro-
grams; play-by-play broadcaster for Knicks
basketball, college basketball and college
baseball games, and host of the Millrose
Games and other “Garden Premiere Events”
on MSG.

The opportunity to broaden both his on-air
repertoire and his exposure in the New York
City market were two of the primary reasons
for Greg’s decision to join MSG last fall, and
the resulting relationship has been nothing
but positive for our network and our view-
ers.

We really think his ongoing quality work
with us was pivotal in his obtaining his new
position, and are confident that he will at-
tract a loyal following on WFAN, as he al-
ready has for Madison Square Garden Net-
work.—FRobert M. Gutkowski, president,
MSG Network, New York.

Radio omission

EDITOR: Your publication’s recent special
section on Fifth Estate honors (July 6) did
not include two additional awards presented
for radio by the National Association of
Broadcasters.

The Radio Award has been presented an-
nually since 1984 at the fall radio convention
to honor those who have contributed signifi-
cantly to the radio broadcasting industry.
This year’s award will be given to CBS
News Correspondent Douglas Edwards.
Previous recipients are Howard Cosell
(1984), Larry King (1985) and Gary Owens
(1986).

The other award is the new “Crystal” Ra-
dio Award for Excellence in Achievement.
These awards, to be presented for the first
time at Radio "87, will go to 10 stations that
best represent the ideals of community in-
volvement. All radio stations are eligible to
submit their entry through July 17.—Dawid
E. Purnigoni, sentor vice president, radio,
NAB, Washungton.
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A sports programing commentary from Richard M. Brown, partner, Finley, Kumble,
Wagner, Heine, Underberg, Manley, Myerson & Casey, Beverly Hills, Calif.

Making spors
programing work

The first radio broadcast of a sports event
occurred on April 11, 1921, when radio sta-
tion KDKA(AM) presented the Johnny Ray v.
Johnny Dundee fight from Morton Square
Garden in Pittsburgh. Seventeen years later
in 1938 with all six Philadelphia television
sets tuned in, the University of Pennsylvania
televised one of its home football games.
Today, sports events, and in particular team
sports events, are a premiere programing
product of the broadcast media. Televised
National Football League games attract 37%
of the adult audience (64 million people),
Major League Baseball just under 37% (63
million people), college football 29% (50
million people} and college basketball 21%
(36 million people). In 1987, CBS generated
gross advertising revenues of approximately
$40 million from the Super Bowl. (CBS
charged a list price of $600,000 for 30-sec-
ond spots during the play-by-play of the
game.)

Extracrdinary ratings and revenues carry
a hefty price tag. Rights fees earned from
radio and television stations for professional
and college football in 1985 were estimated
to be at least $530 million. In 1985, the
NFL, a $700-million industry, received 60%
of its income trom television alone. In con-
trast, in 1960 the NFL earned approximately
$13 million, of which television revenues
accounted for slightly over $2.5 million.
The NFL now has a $1.42-billion television
package, generating a flat $476 million a
year from network/cable. Fees paid for tele-
vised college football games in 1985
amounted to $53 million, and Major League
Baseball is currently operating under a six-
year network television pact totalling $1.1
billion.

Every transaction involving the acquisi-
tion and grant of sports broadcast rights is
different because it involves the objective of
specific parties, such parties’ bargaining
strengths and negotiating skills, the pecu-
liarities of the specific sport, and the various
applicable laws, regulations, rules and poli-
cies of federal, state, local and administra-
tive jurisdictions.

A radio or television station must initially
determine its objectives in acquiring specific
broadcast rights and then initiate a complete
and thorough investigation to achieve the
intended goals (i.e., a competitive advan-
tage over other stations in the broadcast mar-
ket, a conduit to the sampling of the broad-
caster’s nonsports programing, a positive
indentification and association, listener loy-
alty and ratings) while subjecting itself to the
least possible risk. At the conclusion of the
investigation, the evaluation must determine

Richard M. Brown, a partner in the Beverly
Hills, Calif., office of the law firm of Finley,
Kumble, Wagner, Heine, Underberg, Manley,
Myerson & Casey, heads the firm's sports and
broadcasting department. Brown is also
secretary, legal counsel and a director of the
California Angels Major League Baseball
club and represents various teievision and
ratio stations, an athlete agency and well-
known sports figures, He has negotialed and
drafted broadcast right agreements covering
virtually every major sport. Brown obtained his
Juris Doctor from UCLA School of Law of
1867 and his AB from UCLA in 1964,

the factors that make an agreement economi-
cally feasible for both parties.

The strength of the broadcaster’s bargain-
ing position can be greatly enhanced by dis-
covering the university’s or professional
team’s motives for making a broadcast rights
agreement. If a school or professional team
is dissatisfied with its current broadcast rela-
tionship, the investigation should uncover
those areas of dissatisfaction and allow the
broadcaster to offer attractive alternatives.

The success of the broadcaster’s investi-
gation will depend to a large extent on the
knowledge of the personnel utilized for this
task. The complexities of the transaction
will require an investigation team of profes-
sionals with expertise and experience in the
legal, financial, sales and engineering as-
pects of both sports and broadcasting. Only
then can all issues and risks be effectively
identified and addressed.

Stations generally assign the leadership
role of the investigation team to an attorney
knowledgeable in both sports and broadcast-
ing who ultimately negotiates and drafts a
formal agreement incorporating the various
input of the investigation team members.

External forces of the marketplace will
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also have an impact on the negotiations. For
example, in spite of the monopolistic or oli-
gopolistic position of the sports entity, the
number of interested broadcast stations and
their respective capabilities, current com-
petitive sports programing, and the size of
the audience will also influence the negotiat-
ing strengths of the parties.

Since the sports entity will ultimately base
its decision on the attractiveness of the eco-
nomic package offered, the broadcaster must
know against whom it is competing and then
sell itself by comparing the strengths of its
offer to the weaknesses of the packages pro-
posed by competing stations. (If a compet-
ing station carries the football games of one
unjversity and touts its experience and ex-
pertise to obtain the broadcast rights of a
rival university, the broadcaster can present
the benefits of a separate and distinct broad-
casting affiliation, such as separate listener
identification, broadcaster loyalty, the allo-
cation of more time and efforts to the promo-
tion of the rival university, and the impossi-
bility of conflicting live play-by-play
broadcasts of the two universities.}

The number of games televised in the
broadcast market is an important consider-
ation to the radio broadcaster in evaluating
the rights and the rights fee. Since sports
fans prefer to watch a televised sporting
event, the radio broadcaster should negotiatc
an annual rights fee based upon the number
of games to be televised during the applica-
ble season.

The particular sport involved must be ana-
lyzed. While football, baseball and basket-
ball lend themselves to both television and
radio, other sports, like soccer and ice hock-
ey, have limited appeal to a radio andience.
In addition, certain sports have only regional
appeal.

The proposed transaction also requires a
review of the sports entity. The mutual co-
operation of the parties is absolutely essen-
tial to the financial and business success of
the venture. The length of the relationship is
initially more important to the broadcaster
than to the sports entity. The front-end ex-
penses associated with the transaction can be
quite costly to the broadcaster, thus putting
off early profits. Additionally, once obtain-
ing major sports broadcast rights, the broad-
caster may desire to change its image and
programing to become consistent with the
acquisition of such rights. A short-term rela-
tionship can adversely affect the entire pro-
graming of the broadcast station.

An experienced attorney understands that
continuing relationships are founded upon
mutually satisfactory agreements. An agree-
ment subsequently judged by one party to be
one-sided and unfair will ultimately lead to a
costly, short-termn failure. “
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Debate kicks in over Hollings’s broadcast bill

Senate measure would trade
two-step renewal for programing
and administrative requirements;
Patrick and Quello troubled

by “meritorious” renewal standard

Evidence that Congress intends to restore
some form of regulation in the broadcasting
industry continues to mount. At a Senate
hearing last week the stage was set for what
could be a major debate in that chamber over
the merits of a bill (§. [277) that would
impose significant programing and adminis-
trative obligations in exchange for a two
step-license renewal procedure,

Judging from the remarks of Senate Com-
merce Committee Chairman Ernest Hollings
(D-S.C.), there’s a strong
likelihood legislative action
could occur. Hollings, along
with Daniel Inouye (D-Ha-
wail}, chairman of the Com-
munications Subcommittee,
are authors of the legisla-
tion. “We intend to insure
that the regulatory process
does, in fact, work to en-
hance the quality of service
provided to the public. That
process is not working now,
and we intend to fix it,” said
Hollings, who initially
chaired the Communications
Subcommittee hearing. At-
tendance by members started out strong, but
a vote on the floor concerning the trade bill
took all but Senator J. James Exon (D-Neb.)
away.

Hollings believes government interven-
tion is needed because of changes that have
resulted under the FCC’s deregulatory poli-
cy. “There’s no question that the broadcast
media has reached outstanding heights, but
now we see it’s not necessarily as good as it
use to be.” The senator is particularly dis-
turbed by the emergence of a “new genera-
tion of broadcasters who seem to care only
about attention to the bottom line on their
balance sheet.” Hollings is referring to the
turnover in station ownership that has oc-
curred since the FCC’s eliminated its anti-
trafficking rule; a provision in the bill would
restore the rule.

Butnot all members share Hollings’s view
and he is likely to encounter resistance. Sen-
ators Bob Packwood (R-Ore.) and John Dan-
forth (R-Mo.), Commerce’s ranking minor-
ity member, were criticial of the legislation.
Among other things, they were troubled by
the bill's renewal standard, which would be

based on whether or not a licensee has
broadcast programing that is “meritorious.”
Danforth thought the term was too “subjec-
tive and quirky.” (Danforth also expressed
opposition to reinstituting the FCC’s anti-
trafficking rule.) And Packwood thought the
public would be better served by letting
broadcasters “manage the airwaves,” rather
than the government.

Backing up those concerns were FCC
Chairman Dennis Patrick and Commissioner
James Quello. Both Patrick and Quello were
uncomfortable with “meritorious” because it
would force the commission to make subjec-
tive judgments. **We have very severe reser-
vations about using meritorious as a standard

. .it’s enormously ambiguous,” Patrick told

claims that profiteers flourished following
the FCC’s elimination of the requirement
that newly acquired stations be held for a
minimum of three years. “Fears of ‘fast-
buck artists’ sweeping through the broadcast
industry are misplaced,” Kagan said. He
stressed that nowhere in his data are figures
showing that stations are being traded like
commodities.

In reality, said Kagan, “we have not seen a
wave of hostile attacks and in-and-out trad-
ing because broadcast stations are not com-
modities and the speculators know it.” The
overwhelming majority of recent station
sales involved media veterans, he said, and
many stations were sold in groups or were
purchased by members of the same com-

Packwood and Hollings
the lawmakers. Moreover, he emphasized
such a requirement intrudes upon the First
Amendment. Quello likewise said such a
standard would “mean something different

to each commissioner.” He thought it might
be difficult to reach a consensus.

When it comes to the three-year rule,
however, the two are not in agreement.
Quello repeated his earlier calls for reestab-
lishing the three-year rule. Patrick sees no
need for returning to the rule. “It would be a
mistake. The ability to transfer properties s
the key to a competitive marketplace,” he
said. And he pointed out that only 3.5% of
properties sold in 1985 we're held for less
than three years.

But Hollings was unmoved by Patrick’s
statistics. He insisted the rule was necessary
to restore stability to the broadcast industry.
“These hit and run drivers take the money

_.sell to someone else and the community
is at a loss,” the senator said.

Opposmon to reimposing the rule was
also voiced by broadcast and cable analyst
Paul Kagan, president of Paul Kagan & As-
sociates Inc., Carmel, Calif. Kagan disputed

Broadcasting Jul 20 1987
19

pany. Kagan pointed out that
two transactions—the trans-
fer of Cox stations to a man-
agement group within the
company and the purchase of
ABC by Capital Cities—ac-
counted for 44 station sales.
In the past four-and-a-half
years, Kagan said, 6% of the
radio stations accounted for
40% of the money spent in
radio sales and 26% of the
television stations accounted
for 81% of sales in TV.

Kagan claimed decreasing
interest rates played a major
role in the increase in the
number of station sales. In addition, deregu-
lation ended “a long period of broadcast
stagnation,” Kagan said, and broadcasters
should not be penalized.

As for the legislation’s premise, Patrick
and Quello endorsed the concept of a two-
step renewal process. They think the current
system needs reform. Instead of requiring
stations to meet specific programing obliga-
tions, the FCC chairman advocates a more
deregulatory approach. He suggested condi-
tioning renewal on whether a licensee has
complied with the Communications Act and
FCC regulations. Petitions to deny could still
be filed but competing applicants would not
be accepted at that stage.

Last Friday’s hearing was the first of two
to be held on the broadcast reform bill, the
second hearing convenes today, July 20.
(Slated to testify: NAB President Eddie
Fritts; Joel Chaseman, Post-Newsweek Sta-
tions; Henry Geller, Washington Center for
Public Policy; James Winston, National As-
sociation of Black Owned Broadcasters;
Marlene Bclles, American Women in Radio
and Television, and Herbert Wilkins, SYN-
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Quello, Palrick

COM Capital Corp.).

In addition to the two-step license proce-
dure, the bill would also curb the practice of
some groups of extracting a financial settle-
ment in exchange for withdrawing a license
challenge. And it would eliminate the provi-
sion in the FCC’s new must-carry rules that
would sunset the rules in five years.

But in exchange for eliminating compet-
ing applicants, television and radio broad-
casters would be subject to more stringent
program reporting requirements. Television
licensees, specifically, would have to dem-
onstrate that 1ts nonentertainment and chil-
dren’s programing is also “meritorious.”

And while the current post-card renewal
process would remain intact for both radio
and television each year 10% of television
renewal applicants would be randomly se-
lected for additional scrutiny by the commis-
sion. The FCC’s anti-trafficking rule would
be restored and the commission’s minority
preferences, tax certificates and distress sale
policies would be codified. The measure
also prohibits the FCC from tampering with
its multiple ownership, crossownership and
duopoly rules.

The hearing also served as an opportunity
for Senator Frank Lautenberg (D-N.J.} to
announce he was reintroducing children’s
programing legislation. (He also called at-
tention to his bill, S. 1095, that would codify
the FCC’s policy on minority and women'’s
preferences.) Called, “The Children’s Tele-
vision Education Act,” it was offered last
Friday and would require each commercial
television network to air seven hours per
week of educational programing designed
for children, and would require the FCC to

Lauenberg

hold inquiries into ‘‘program-length com-
mercials” and programs featuring interactive
toys. Lautenberg, who is not on Commerce,
said “the FCC has been sc blinded by its
faith in the marketplace that it can’t see the
facts”—that commercial television broad-
casters “have failed the children of this na-
tion” and that “the marketplace alone won't
achieve [the public] goals.™

Action for Children’s Television President
Peggy Charren also made the case for im-
provement of children’s television. She ap-
plauded the inclusion of a section in S. 1277
singling out children’s programing as espe-
cially worthwhile, but called the bill “just a
first step” and said “more i3 needed, espe-
cially in light of the sorry state children’s
television is now in.” Charren criticized the
current FCC for having opened “the Pando-
ra’s box of outright commereialism” in chil-
dren’s TV. She claimed the commission “has
turned its back on our nation’s children,” and
said it is up to Congress to improve the qual-
ity of children’s TV.

Pluria Marshall, chairman of the National
Black Media Coalition, testified on those
aspects of the bill which effect minority
broadcasters. Marshall emphasized the im-
portance of three FCC policies—the tax cer-
tificate policy, the distress sale policy and
the granting of minority preferences in the
comparative hearing process—and asked
that they be “‘enhanced and strongly promot-
ed.” He stated NBMC’s opposition to the
bill’s provistons that would prevent organi-
zations from challenging license renewals or
from receiving settlements when they with-
draw from applications for transfer of station
control. Those sections will “prevent blacks

uharren

from addressing and having a forum to meet
one-on-one with media companies,” Mar-
shall said.

Broadcaster Richard Ramirez, general
manager of WHCTTV Hartford, Conn., who
purchased the station in a distress sale and
described himself as a minority, also argued
the importance of minority preferences and
the FCC’s distress sale and tax certificates
policies. The preferences given minorities
are “‘a one-shot push, not a long-term act of
favoritism,” he said, and minority broad-
casters who receive such preferences are
subject to the same public interest obliga-
tions and standards as other broadcasters
are, Potential abuses of the preferences, such
as selling a newly obtained license to a non-
minority for a profit, can be avoided with
legislative or administrative safeguards, Ra-
mirez said. He proposed that the current
one-year holding rule applicable to minor-
ities who receive preferences be increased (o
three years.

Support for the measure’s prohibition on
broadcast ownership rules was expressed by
Norman Pattiz, chairman and chief execu-
tive officer of Westwood One, a Los Angeles
network radio company. He’s concerned
about the FCC’s “wrongheaded and foolhar-
dy”” proposals to relax the duopoly and one-
to-a-market rules, which limit concentration
of ownership of broadcast outlets. Pattiz dis-
agreed with the FCC’s position that relaxing
the rules would have a positive effect on
diversity and quality of programing, and
claimed instead that “the only welfare that
the rules change will promote is the private
welfare of those who own multiple broad-
casting outlets.” a

Patliz

Marshall
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HBO signs $500-million film deal with Paramount

Agreement calls for exclusivity
starting with next year’s films;
effect on Showtime uncertain

Home Box Office Inc. has signed an exclu-
sive agreement for the pay television rights
to 85 Paramount Pictures films, beginning
with those released theatrically in May
1988. The agreement is expected to last at
least five years, depending on the film re-
lease schedule. The licensed films will be
seen on HBO’s programing services, HBO,
Cinemax and Festival. No price was dis-
closed, but industry sources estimate the
deal to be worth in excess of $500 million.
One executive said the price is difficult to
determine because it is related to how suc-
cessful the movies are at the box office as
well as the size of HBO’s subscriber base.

Robert Klingensmith, president of the
video division of Paramount’s Television
Group, said the company was “pleased to
conclude this arrangement with HBO be-
cause of the reinvigorated subscriber growth
exhibited and anticipated by their services.”
Said Steve Scheffer, HBO executive vice
president of film programing and home vid-
eo, “Paramount has one of the best track
records of any of the major studios and we
are certain our subscribers will enjoy this
next generation of Paramount films.”

HBO, the largest pay television service,
had been negotiating for the Paramount
package against Showtime/The Movie
Channel, the second-ranked pay service.
Showtime currently has an exclusive five-
vear deal for films with Paramount, current-
ly the top-grossing studio in Hollywood,
through mid-1988. Paramount’s box office
hits include “The Untouchables™ and “Be-
verly Hills Cop II,” and according to an in-
dustry source, some Paramount titles now in
production for release in 1988 are “Croco-
dile Dundee I1.” “Star Trek V™ and “Raiders
of the Lost Ark I1.” They would be available
to HBO in [989.

How the HBO-Paramount deal affects
Showtime, which has aggressively sought
exclusive titles, remains to be seen. Accord-
ing to one industry analyst, Mark Riely of
Eberstadt Fleming, the loss of Paramount
will hurt. Showtime/TMC’s agreement with
Paramount was “the cornerstone” of Show-
time’s strategy to make the pay service “a
logical companion service in the consumers’
mind” with HBO, rather than Cinemax, he
said. Of Showtime’s exclusive deals, Para-
mount’s “was by far the most important,”
Riely said, adding that “clearly HBO is try-
ing to break that strategy.”

Asked how it will affect Showtime’s ex-
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Company
clusivity strategy John Tinker of Morgan
Stanley said: “I think it means Showtime
has got a problem.” Showtime has “tradi-
tionally been number two and its problem
was to differentiate itself and therefore it
adopted the policy of exclusivity,” telling
cable operators “you have to carry Showtime
or else you won't get to see half the good
movies. The Paramount deal, coupled with
HBO’s existing exclusive contract with
Warner Bros., gives HBO rights to movies
from two studios whose films tend to well at

the box office, Tinker said.

For “roughly the next two years,” said
Fred Schneier, senior vice president of pro-

gram  acquisition and enterprise of
Showtime/TMC Inc., the pictures that go to
pay TV from Paramount will be exclusive to
Showtime/TMC. “Thereafter, we will re-
place the lineup from Paramount with other
exclusive movies” because this is “an on-
going series of cycles which complete and
then start again in whatever configuration
exists.” Orion Pictures, for example, “‘com-
pleted an exclusive cycle with HBO and has
now entered an exclusive cycle with us,” he
said. (Currently, in addition to its exclusive
arrangement with Paramount and Orion,
Showtime/TMC also has exclusive deals
with, among others, Walt Disney's Touch-
stone Films and Imagine Films Entertain-
ment.)

Showtime, which Schneier said is profit-
able, is continuing to pursue its exclusivity
strategy. He said that Showtime’s current
Paramount lineup “enabled us in large mea-
sure to prove and support the exclusivity
strategy,” which is “now strong and deep and
continuing.” He said that Paramount was “a
significant ingredient in the [exclusivity]
recipe. That ingredient, two years from now,
will change . . . [and] be even tastier one than
it is today.” Schneier said also that Showti-
me/TMC is “always in discussion at one lev-
el or another with potential exclusive
sources.”™

As for whether HBQO’s deal is an attempt
to break that exclusivity strategy, Sheffer
said: “HBO can’t break Showtime’s strate-
gy~ that only Showtime can do that. “Our
effort is to make our services the best ser-
vices and not worry about the competition,”
he said. Paramount fit into HBO'’s film strat-
egy of “high volume of top quality movies,”
he said, adding that HBO would have pre-
ferred a nonexclusive arrangement with
Paramount.

Paramount and HBOPictures also entered
into an agreement through which they will
jointly finance a number of original films
made for pay TV. O

FCC’s cable rules get A- from court

The FCC’s rules implementing the Cable
Communications Policy Act of 1984 gener-
ated enormous controversy, with dozens of
parties opposing or supporting them. Last
week, they emerged from the review of a an
appeals court somewhat bloedied but, in the
main, unbowed. The key feature of the
rules—establishing the standard for what
constitutes effective competition for cable
systems and, therefore, denies local fran-
chising authorities the authority to engage in
rate regulation—was affirmed in an un-
signed opinion by a panel of the U.S. Court
of Appeals in Washington. So was the com-
mission’s assertion it would exert only limit-
ed jurisdicticn over the resolution of fran-
chise fee disputes. The panel, however,
reversed the commission on other aspects of
its order, and remanded them for further con-
sideration.

The primary focus of the rulemaking was

to determine the circumstances under which
local authorities would be allowed to regu-
late cable systems’ rates for ““basic cable ser-
vices"—that is, where “effect competition”
did not exist. The commission held that such
competition would exist where any three
“off-the-air™ broadcast signals were avail-
able in the cable community. Representa-
tives of the nation’s cities said such a single
standard was arbitrary and irrational. But the
court found the commission’s action, “for
the most part, neither arbitrary, capricious
nor otherwise contrary to law.”

Similarly, it found that the commission, at
least on reconsideration, had acted reason-
ably in determining when it would intervene
in disputes under the Cable Act’s franchise
fee provision, which limits such fees to 5%.
The commission initially had said it would
“forbear” from adjudicating such disputes,
and would leave them to the local courts. On
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reconsideration, it modified that position to
the point of saying it would entertain fee
disputes that “directly impinge” on national
policy involving cable communications and
implicate the agency’s expertise. That ap-
peared to satisfy the panel, which made clear
its concern that the commission implement
what the panel said was Congress’s determi-
nation to establish a national policy.

Among the aspects of the commission’s
order that the panel overturned:

B Redefinition of “basic cable service.”
The Cable Act defines the term as ““any ser-
vice tier which includes the retransmission
of local television broadcast signals.” The
commission, however, defined basic service
as “the tier of service regularly provided to
all subscribers that includes the retransmis-
sion of all must-carry broadcast signals. . .
and the public educational and governmental
channels, if required by a franchising au-



—
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thority . .. ."” The panel said the “rather tech-
nical, definitional dispute is significant be-
cause...only ‘basic cable service’ s
potentially subject to rate regulation.” And
the panel said it saw no reason not to accept
the statutory definition of the term.

™ The “automatic pass through” of certain
“identifiable” costs incurred in the provision
of basic service. The panel said that would
“functionally” remove the 5% cap that Con-
gress placed on automatic increases, and
added: “The pass through was contrary to
law. Indeed, [FCC] counsel conceded as
much at oral argument. Congress had al-
ready addressed the question; it conferred no
power upon—and left no room for—the

of its own. This act of gratuitous administra-
tive largesse cannot stand.”

B The commission’s signal availability
standard. The commission said that, in de-
termining effective determination, a signal
will be counted if it places a predicted Grade
B contour over any portion of the cable com-
munity or is significantly viewed within the
cable community.” The panel agreed with
the commission’s argument that no standard
is perfect and that a waiver procedure would
deal with inherent difficulties with whatever
standard is selected. “What we cannot ac-
cept,” the panel added, “is the FCC’s enor-
mous margin of erfor created by its decision
to ‘count’ every signal that covers “wny por-
tion of the cable community.”. . .{emphasis
supplied.” The standard, the panel said, is

“arbitrary and capricious.”

The panel also dealt with three interpre-
tive rules that had been challenged by some
of the petitioners. It said the leased access
rule—which requires cable operators with
36 or more channels to make 10% to 15% of
them available for leased access—to be un-
ripe for review. As for the rule directing ca-
ble operators to make lock boxes available to
restrict the viewing of “obscene or indecent”
programing, the panel directed the commis-
sion “to delete the improper suggestion that
lock boxes need not be capable of blocking
selected channels.” And it said the commis-
sion’s rule regarding “Income neufral ser-
vice” does not conflict with the congression-
al intent to bar “redlining,” that is, the denial
of service to lower-income neighborhoods. O

FCC to weigh in with an automatic increase

FCC launches inquiry into HDTV, telco-cable

Commission freezes applications for new UHF

stations in 30 major markets as it starts HDTV

probe; some industry officials believe three-

and five-month comment deadlines should be extended

The FCC got behind the broadcasting industry’s push to improve
radically the quality of television service in the U.S_, launching an
inquiry last week into high-definition television (HDTV) and other
so-called advanced television (ATV) systems and the FCC’s role in
encouraging such services.

in connection with the inquiry, the FCC imposed a freeze on
applications for new UHF stations and for reallocation of spectrum
for new UHF stations in 30 of the top 34 markets. The FCC said the
freeze, which went into effect at 5:30 p.m. NYT last Thursday, was
needed so that the FCC would have maximum flexibility in writing
new rules to accommodate ATV systems. The FCC also ordered the
staff to set up a joint FCC-industry advisory committee on ATV
systems.

“The most important issues the commission will address i this
proceeding, which will profoundly influence the future of television,
are whether additional spectrum will be necessary to implement
ATV, where it will come from and whether the current television
technical standards, developed in 1941, should be revised or re-
placed,” the FCC said in a prepared statement.

In his comments immediately preceding the unanimous vote to
launch the inquiry at last Thursday's open FCC meeting, FCC Chair-
man Dennis Patrick cautioned that the FCC would be "mindful” of
the costs of new television systems. In evaluating the varicus ATV
systems, he said, he will consider most closely their compatibility
with today’s NTSC receivers, the amount of additional spectrum
required, if any, and “the degree of quality improvement.”

The impetus behind the FCC’s inquiry comes from a group of
broadcasters led by the Association of Maximum Service Telecast-
ers. In a prepared statement, AMST President Tom Paro said the
association is “delighted” by the FCC’s action. “The major focus of
the FCC’s inquiry will be the potentially severe constraints facing
local television stations that could handicap and perhaps preclude
broadcasters’ efforts to compete with the other video media in the
new HDTV technologies,” he said. “The FCC agrees with MST’s
position that the FCC must evaluate how local stations can imple-
ment HDTV and then make sensible spectrum allocation decisions
based on that evaluation.”

Paro criticized the FCC for its tight deadlines for comments and
rcply comments in the proceedings—90 days and 150 days after the
order appears in the Federal Register. The deadlines “appear to be
unrealistic in light of the complexity of the issues,” he said.

Edward O. Fritts, president of the National Association of Broad-
casters, also issued a statement in support of the action. But he, too,
criticized the deadlines, adding that the NAB will ask the FCC to
extend “'substantially” the comment period.

In his statement, Fritts also said he assumed the FCC's freeze
encompasses any reallocation of the UHF television spectrum for
land-mobile use. According to FCC officials, Fritts® assumption is

wrong. Terry Haines, a senior attorney in the FCC’s policy and rules
division, said the freeze applies only to broadcast applications.

Much of the broadcasters’ current interest in HDTV stems from
their concern that the FCC, in a separate proceeding, may reallocate
UHF spectrum from broadcasting to land mobile. The broadcasters
have petitioned the FCC to hold in abeyance the land-mobile pro-
ceeding pending the outcome of the HDTV inquiry. The FCC is
withholding judgment on that request until it’s had a chance to.
evaluate final comments on the request, which are due July 30.

In its notice of inquiry, the FCC will ask for comment on whether
the UHF mileage separations should be relaxed to free more spec-
trum for ATV systems. The large separations specified by FCC rules
today were established primarily because of the inability of televi-
slon sets in use at that time to reject interference from other stations,
the FCC said.

The FCC will also ask for comment on whether it should make the
46-year-old NTSC television standard a voluntary option instead of
FCC rule. The FCC suggested that such a move would not adversely
affect the delivery of broadcast television and would remove con-
traints that might hinder the development and of ATV.

The NAB announced last week that its high-definition task force,
assigned to find a way to raise $700,000 to aid in the development of
a high-definition television system compatible with existing NTSC
terrestrial transmissions, is suggesting that funding come from NAB
reserves. NAB's executive committee has accepted the task force’s
recommendation and says the association will finance a two-year
project.

Commission to examine lifting restrictions
on telephone companies getting into cable

As it promised last August when it adopted its new must-carry rules,
the FCC launched an inquiry last week to determine whether all
telephone companies should be allowed to own and operate cable
systems within their telephone service areas.

The FCC favors “open entry and competition” in the marketplace,
said FCC Chairman Dennis Patrick just before the unanimous vote to
launch the inquiry at last Thursday’s open FCC meeting. “And yet
we have for quite a while now assumed that telephone provision of
cable service would impede and not facilitate that very result. It is
clearly time to take a look at the assumptions that underlie the rules.”

According to the FCC’s 17-year-old telco-cable crossownership
rules and the Cable Communications Policy Act of 1984 that codi-
fied the FCC’s rules, only telcos in “rural” areas not served by cable
are now able to own a cable system in the same place they provide
telephone service.

Because crossownership prohibitions are incorporated in federal
law, the FCC would forward any finding that the prohibitions be
lifted or modified to Congress with a recommendation that the law be
changed accordingly.

The seven regional Bell operating companies (RBOC’s) are also
blocked from entering the cable business by U.S. District Court
Judge Harold H. Greene’s modified final judgment (MF]) in the
antitrust case that led to the breakup of AT&Tand the creation of the
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RBOC’s. However, Greene is now considering whether to lift the
MFJ’s prohibitions against the RBOC’s offering “information ser-
vices,” including cable television (BROADCASTING, July 6).

The telco-cable inquiry is part of an overall review of cable and
the “video marketplace” that the FCC initiated last August when it
adopted the new must-carry rules requiring cable systems to carry
some local broadcast signals for the next five years. Other parts of
the review are an inquiry into whether cable’s compulsory license
should be retained and a proposal to reimpose syndication exclusiv-
ity rules (see story, page 26).

The driving force behind the telco-cable inquiry is FCC Commis-
sioner Mimi Dawson, who believes cable systems are local “gate-
keepers” controlling the flow of cable programing for which there is,
in her words, no “perfect substitute.”

At the meeting, Dawson expressed concern about “disequilibrium
in the marketplace.” “As we look at entry and barriers to entry. . . we
are hitting. . .at the very heart of the. . .factors relating to the dis-
equilibrium,” she said. Parties who believe the crossownership pro-
hibitions should be retained, she said, will have a “strong burden™ to
prove it.

Dawson pressured the staff to move the proceeding along as
quickly as possible so that the recommendations or even preliminary
recommendations could be used by Congress, which will be address-
ing cable issues in the fall. “T would hate those recommendations to

go to Congress eight months after they may be relevant to [it] for
taking action.”

Commissioner Patricia Dennis also disclosed an interest in drop-
ping the crossownership bans. She said the FCC proceeding was
timely because it comes while Judge Greene is reconsidering restric-
tions on the RBOC’s. “Hopefully, the judge. . . will lift. . .[the] re-
strictions on information services. . . so we can meaningfully consid-
er whether we and ultimately Congress should lift these additional
restrictions.” She also said cable is not the “infant” it was when the
rules were first adopted but “a strong and well-developed adult.”

Regardless of where the FCC finally comes down, said National
Cable Television Association President Jim Mooney, it is unlikely
that Congress will amend the Cable Act to allow telcos to compete
with cable operators. “It's been known for some years that this FCC
has been unenthusiastic about the crossownership rules. That’s the
chief reason Congress enacted the provision in the Cable Act.”

FCC officials say the move to reconsider the crossownership rules
stems solely from the FCC. Bill Johnson, acting chief of the Mass
Media Bureau, said telcos have ot lobbied for the inquiry. The
Inquiry, he said, is “an internally generated policy issue.”

According to the FCC release issued following the meeting, the
FCC’s inquiry will also look at whether AT&T should be allowed to
enter the cable business. The MFJ currently prohibits AT&T from
entering cable through 1989. 0

Colino, others plead guilty to defrauding Intelsat

Sentencing scheduled for September;
investigation continues into
activities of missing deputy

A little more than four years after the Board
of Governors of the International Telecom-
munications Satellite Organization selected
him as the first American to head the world-
wide organization (BROADCASTING, June
27, 1983), Richard Colino, along with two
associates, walked into U.S. District Court
in Washington last week and pleaded guilty
to charges they defrauded the organization of
$4.8 million. The charges, U.S. Attorney
Joseph E. diGenova said, stem from a
scheme to receive kickbacks in a series of
four transactions involving the construction
of Intelsat’s new headquarters building in
Washington.

Colino, under a plea bargain struck with
diGenova, pleaded guilty to one count of
interstate transportation of money taken by
fraud. He faces a maximum penalty of 10
years in prison and a $250,000 fine. Those
who joined him in guilty pleas were Manuel
G. Serra, the owner of a Washington real

$435,000 from those payments. One of the
transactions—an unauthorized payment to
the Gerrells of $1.35 million—was the last
one related in the documents that were sub-
mitted by diGenova, the transaction that
led to the investigations by Intelsat and the
U.S. attorney, and to last week’s guilty
pleas.

In a related development, Colino filed a
petition for bankruptcy. The aim was to pro-
tect his assets from creditors, including In-
telsat which was listed as the principal credi-
tor.

The U.S. attorney’s investigation is con-
tinuing and could result in other criminal
indictments. A likely target is Jose L. Ale-
grett, Intelsat’s former deputy director gen-
eral. The Board of Governors dismissed him
along with Colino last December, following
a preliminary investigation into apparent fi-
nancial irregularites. His name appears fre-
quently in the summary prepared by the
U.S. attorney’s office as a “factual proffer”
to the court. And Colino, in the one-page
statement released by his attorneys, said that

estate brokerage firm, and Charles Gerrell, a
mortgage broker from Little Rock, Ark.
Each pleaded guilty to a single count of con-
spiracy to transport in interstate commerce
money taken by fraud. They face a maxi-
mum of five years in prison and a $250,000
fine. Judge Gerhard Gesell ordered the men
to surrender their passports, released them
on their own recognizance, and scheduled
sentencing for Sept. 11.

The scene in the courtroom was played
out on Tuesday, four days after Colino’s law-
yers filed papers in a U.S. district court in
Baltimore in an effort to win dismissal of a
multimillion-doliar civil suit Intelsat has
filed against Colino (BROADCASTING, July
13). The world organization says Colino’s
actions harmed it n the amount of $11.5
million and that Colino and associates con-
verted more than $5 million to their own use.

Colng

Colino’s lawyers argued that the Intelsat suit
is beyond the jurisdiction of U.S. courts, a
theory Intelsat’s attorneys last week said had
no merit.

Colino, in entering his guilty plea, ac-
knowledged receiving and sharing in about
$2.7 million. He personally profited by
“over $1 million.” he told Gesell. “You did
that knowingly and purposefully?” Gesell
asked. “Yes, sir,” Colino replied. Serra,
according to government documents un-
sealed at the hearing, was implicated in
three of the cited actions that involved
$3.45 million in fraudulent payments, and
personally retained $390,000. Gerrell was
said to have been involved in two of the
transactions, totalling some $2.4 million.
He and his wife, Dana, reportedly shared
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Alegrett “had played a major role in the
events” that were the subject of the court
hearing.

Alegrett cooperated with Intelsat in its in-
vestigation, and returned $! million in cash
and other assets valued at $150,000. How-
ever, he has not cooperated with the U.S.
attorney, apparently because of an inability
to strike an agreement. One of his attorneys,
Mark Shaffer, said Alegrett is in his native
Venezuela, in Caracas, and “is trying to be
helpful” to the U.S. attorney. But, Shaffer
said, “things are unresolved.”

He said his client has instructed him “'to
make every ef The documents filed by the
U.S. attorney talked of kickbacks, phony
bills, shell companies, and Swiss bank ac-
counts into which the fruit of the illegal ac-
tivities was siphoned.” 0



—1 TOP OF THE WEEK [—

NAB catching
heat for First
Amendment
stands

New York broadcasters ask

NAB to oppose FCC’s indecency
stand and actively resist
fairness doctrine codification;
association also is chastised

by NYSBA panel for its actions

The National Association of Broadcasters’
stand on First Amendment issues is drawing
fire. Last week the New York State Broad-
casters Assoclation approved a resolution
calling on NAB to “actively” oppose the
FCC’s new policy on obscene and indecent
broadcasts and to resist codification of the
fairness doctrine, an indication of NYSBA’s
dissatisfaction with NAB’s positions on

those 1ssues. .
Those positions have been a source of in-

dustry debate since the association’s execu-
tive committee adopted a resolution in May
condemning the broadcast of obscene and
indecent programing. The association also
opted to seek clarification, rather than recon-
sideration, of the FCC’s new indecency
guidelines, an action not well recieved by
some broadcasters.

As for the fairness doctrine, NAB's deci-
sion not to launch a major campaign to block
legislation that would have codified the doc-
trine was another disappointment to some of
its members, as was the word that NAB op-
posed the presidential veto of the fairness act
that was passed.

In response to those concerns, the associ-
ation’s joint board of directors reviewed both
matters during its June meeting (BROAD-
CASTING, June 29). Although the board
adopted a new resolution on indecency it did
not advocate reconsideration, despite pres-
sure from some directors. This time NAB
said if the FCC does not provide sufficient
“guidance to broadcasters to enable them to
determine what constitutes compliance with
federal statutes on indecency, then it is the
sense of this board that the staff should
evaluate an appeal to the courts.” On fair-
ness, the directors made it clear that NAB is
committed to fight codification.

Nevertheless, the New York broadcasters
who were meeting last week as part of an
executive conference at the Sagamore Resort
hotel in Lake George, N.Y., didn’t think
NAB had gone far enough. The resolution
read: “It is the consensus of the New York
State Broadcasters Association that our na-
tional trade organization, the NAB, vigor-
ously oppose any incursion into broadcast-
ers’ First Amendment rights. The NYSBA
holds with the NAB that the fairness doc-
trine is indeed an unwarranted government
intrusion into programing content. And that
the imposition of indecency/obscenity regu-
fations by the FCC also represents a serious
First Amendment violation. The NYSBA
urges the NAB actively to oppose the FCC’s
imposition of government censorship not

merely to request ‘language clarification.’

“The NYSBA notes that broadcasters
have traditionally been in the forefront of
First Amendment defense and feels there
would be a tragic irony if broadcasters were
not to defend those First Amendment rights
which most directly affect them.

“Should the fairness doctrine become law,
by veto override, or by the introduction and
passage of another bill or by nder or amend-
ment, it will have done so because the elect-
ed representatives of the people of the Unut-
ed States so desire. Meek acceptance of a
bureaucratic censorship regulation, howev-
er, will ever after mark broadcasters as ‘sun-
shine patriots’ in issues of constitutional and
First Amendment championship.

“In urging the NAB to take every neces-
sary action to oppose the FCC’s establish-
ment of a lexicon of language permissibility,
NYSBA recognizes that spirited defense of
free speech is most difficult when one disa-

grees with what is being said. That is pre-
cisely when men of good will who support
the Bill of Rights must stand together to do
battle.” )

The resolution, said Martin Beck of Beck-
Ross Communications, Rockville Centre.
N.Y., represents the general sentiment ex-
pressed by broadcasters attending the meet-
ing. Beck, a former NAB radio board chair-
man, said he was “disappointed” with the
way NAB has handled the issucs. “1 was
upset with NAB’s lack of action on indecen-
¢y...Maybe this will provoke NAB to ex-
plain what they’re doing,” said Beck.

According to reports, NAB’s actions per-
meated the meeting. The subject came up dur-
ing a seminar on “Broadcasting and the Con-
stitution, ” when Village Voice columnist Nat
Hentoff called NAB a “First Amendment eun-
uch” and Mobil Oil's Herb Schmertz de-
scribed the association as “wimps” when it
comes to the First Amendment.

Networks rotate hearing coverage

With most of the fireworks from
North’s testimony over, NBC, ABC

and CBS split coverage duties;
Post-Newsweek opts for own in-house
coverage of continuing testimony

Television’s top box office draw—Lieuten-
ant Colone! Oliver North—ended his six-
day run last week, and with him went the
Iran/contra hearings’ daytime monopoly on
the commercial television networks. Two
days after North’s testimony concluded on
Tuesday, July 14, ABC, CBS and NBC be-
gan rotating responsibility for live coverage
of the remaining witnesses. Their stated rea-

n: “to provide live nationwide broadcast

Poindexter

coverage of the hearings, as well as to pro-
vide the public with a wider choice of alter-
native programing.” Their unstated reason:
to cut the losses sustained in airing gavel-to-
gavel coverage. The estimated advertising
revenue sacrificed by the networks to cover
the hearings: ABC, $800,000 per day; CBS,
$1 million per day; NBC, $600,000 per day.

It was NBC President Larry Grossman
who first went public with the proposal to
split coverage among the networks. The
technique had been used for the Watergate
hearings in 1973, and Grossman pulled out
the old contracts. The Justice Department
was informed because of possible antitrust
considerations, and the networks quickly
reached an agreement, which went into ef-
fect when NBC took over responsibility for
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coverage on July 16. 1t was dccided that
CBS would handle the second day, ABC the
third, and so on, in the same order, with any
network “free to provide complete or partial
live or repeated broadcasts on the days when
it does not have the primary broadcast re-
sponsibility.” Any network can terminate the
agreement on a day’s notice. CBS is provid-
ing pool coverage from the Senate, and ABC
from the House. Full coverage continues cn
PBS and CNN, and C-SPAN is airing the
hearings in full each evening.

North’s testimony attracted more attention
than audience. According to ABC figures,
which compared the North testimony with
an average of the previous four weeks,
ABC’s rating dropped from 7.5 to 6.2,
CBS’s from 4.3 10 4.1, and NBC'’s from 4.7
to 4.5. CBS claimed its game shows and
soap operas were drawing a 6.2 compared
with the North hearings’ average 5. But
NBC, also using a four-week average,
reached the conclusion that North's testimo-
ny increased its ratings by 15%.

Washington Post columnist Tom Shales
described the Poindexter hearing as “'a polite
game of patty-cake. . .much more civil and
much less emotional [than the North hear-
ings],” and concluded the climate change
“probably meant viewers were less ab-
sarbed.”

And they might have lost the chance not to
care, had Poindexter’s lawyer, Richard
Beckler, succeeded in getting television
cameras ejected from the hearing room dur-
ing Poindexter’s testimony, as he requested
Wednesday morming before the hearing be-
gan. Beckler proposed that live coverage be
suspended, but the House and Senate select
committees voted down that request with
only one dissenting vote on the House side.
And so the cameras recorded Poindexter’s
revelations and a hearing that, in the opinion
of The New York Times’s John Corry, "is no
longer great television” because it lacks the
drama instilled by North. And yet, Comry
concluded, with less attention paid to televi-
sion, the committee “may havc been gemng
down to more serious things.”
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NAB campaign spendlng study draws fire from Hill

Association’s report finds that TV,
radio spending by candidates is less
than believed, but Swift and others
have problems with methodology

The National Association of Broadcasters’
strategy to convince Congress that campaign
expenses for television and radio time are
not as overwhelming a portion of campaign
expenses as many observers have estimated
may have backfired. NAB hoped a study it
has commissioned on overall campaign ex-
penses (see box) for federal candidates in
1986 would provide the ammunition needed
in making their case against legislative ef-
forts to expand political broadcast regula-
tions. But last week it was evident that law-
makers might be a tough sell: At a House
hearing, leadership of the Subcommittee on
Elections expressed serious doubts about the
study’s credibility.

Subcommittee Chairman Al Swift (D-
Wash.) was particularly harsh in his criti-
cism of the data. (The data was compiled
from reports filed at the Federal Election
Commission.) He concluded that much of
the data was not reliable

The subcommittee is considering a cam-
paign finance reform bill (H.R. 2464) that
would replace the lowest unit rate for broad-
cast time with a flat 30% discount. NAB
President Eddie Fritts, who testitied before
the subcommittee, said TV and radio spend-
ing by candidates has been targeted as a “ma-
jor villain™ leading to rising campaign costs.
NAB’s study, he argued, presents a more ac-
curate picture of what's going on.

Swift, however, found “serious™ inconsis-
tencies with the study and he said it “raises
some questions about the quality of the
data.” For example, the congressman was
skeptical that, on average, an incumbent
Senate candidate spent only $500,000 for
postage. According to the report, House in-
cumbents spent $9.6 million on television
buys and $5 million for production. But
Swift wondered why it listed House chal-
lengers as spending $5.6 million on televi-
sion time and only $628,806 for production.

The study was defended by Aristotle In-
dustries’s John Phillips. He maintained the
figures were accurate and pointed out that
some of the totals were affected by how can-
didates categorized their expenses. Specifi-
cally, he said consultants often took their
commission as part of the media buy which
in that case was not broken out. While in
other instances, the media consultant was
paid separately.

Representative William Thomas (R-Ca-
lif.), ranking minority member on the sub-
committee, was not as tough in his analysis
of the NAB figurcs. T think this is long
overdue. Even if there are gross mistakes,
it’s the first look,” Thomas said.

Swift also was troubled by Aristotle In-
dustries” methodology. The company had
earlier provided the congressman with a re-
port on his own campaign expenditures. A
Swift aide said the subcommittee had been
approached by Aristotle Industries prior to
the NAB study about purchasing campaign

Phillips (I} and Frilts
data and gave Swift a printout which includ-
ed a breakdown of his campaign expenses.
Again, Swift found several problems. He
said a $16,000 media buy was not listed and
that a “whole series of expenditures were

counted twice.” But Phillips argued the re-
port he provided was incomplete and he had
made that clear to the subcommittee staff.

The subcommittee chairman remained
skeptical and pointed out that others have
found it “impossible” to gather information
from the FEC reports because they lacked
specificity. But Phillips disagreed. Swift
asked whether Anstotle Industries would
provide the data to support the NAB num-
bers. “I'd be happy to make it available but
we don’t give it away free,” Phillips replied.

After the hearing, NAB emphasized that
Aristotle Industries’ clients “over the past
four years, have included 198 members of
Congress and more than 1,800 other candi-
dates for national, state and local office.”

Furthermore, the association said the re-
search company “‘completed a project for
The Wall Street Jowrnal last month and cur-
rently works for the ABC Political Unit in
New York.”

If Swift was bothered by the company’s
interpretation of the FEC data, Fritts sug-
gested the FEC reports might be altered to
require more specific information. As for the
discount proposal, the NAB executive sug-
gested every candidate be give a federal dis-
count card for air fare, rental cars, gasoline
and other campaign expenses. Fritts felt the
legislation portrayed broadcasters as the
“bad guys.” But Swift said the 30% discount
is used as an incentive to persuade candi-
dates to participate in the voluntary spending
limits that his bill also contains. Moreover,
the congressman said there is “difference be-
tween a gas station and a broadcaster. A
broadcaster is charged to serve the public
interest . . .while a service station is not.”

Fritts had some other ideas. Instead of
mandating a discounted rate, he recom-
mended changing the FCC’s interpretation
of what constitutes a “use” that ¢nables can-
didates to qualify for the lowest unit rate.
The FCC should adopt a narrower defini-
tion, he said, that would require a candidates
to make a substantial appearance in political
ads. NAB’s proposal is aimed at curbing
negative ads. Frtts also suggested Congress

Campaign costs. Congressional candidates, House and Senate, spent 24.4% (or some
$97.3 million) of their total campaign expenditures on media time in the 1986 prirnary and
general election, according to a study released last week by the National Association of
Broadcasters. The report is part of NAB's effort to show Congress that costs for radio and
television time are not dispropertionate to other campaign expenses. "Most estimates
have grossly overstated the impact of TV and radio,” said NAB President Eddie Fritts. He
pointed out that political experts have said up to 80% of 1986 campaign costs went for TV
and radio buys. instead, the study shows that Senate candidates spent $83.8 million {or
34% of $182.5 miliion in total expenditures) on broadcast time and House candidates
spent $33.4 million (or $15.8% of $210.8 million in complete expenditures).

Expenses for radio and TV production and media consultants were also provided The
study showed that 4.21% {or $8 million) of the Senate candidates' budgets went to
television production costs, 0.07% ($140,149) for radic productior and 0.94% ($1.8
milllion) for media consultants. The combined telal for broadcast expenses (ad buys plus
production and consulting fees) would be 39%. House candidates spent 0.15%
($319.149) on radio proguction, 3.08% ($6.5 million) on TV production, and 0.79% ($1.7
million) for media consultants. The broadcast total for House races would be 20%

NAB iniends to use the data to oppose congressional efforts to replace the present
lowest-unit-rate ceiling for political advertising charges with a flat 30% discount. “We hope
to show that attacking television and radio is not the magic answer in controlling cam-
paign costs,” Fritts said at a press briefing at the National Press Club in Washington last
week. The study was also used to back up Fritts's teslimony against the discount proposal
before the House Election Subcommitiee last week (see above). "NAB believes when
Congress debates this issue its important to have the facts,” stated Fritts.

The study, which was conducted by Aristotle Industries, a Washington research firm. is
based on filings with the Federal Election Commission from 810 Senate and House
candidates. More than 350,000 expense items were examined. Actually, Fritts mantained
the total for TV and radio buys is 15% less because ad agency comrmissions for the buys
were not broken out. According (o the study, the average House incumbent candidate
spent $36,234 for TV and radic lime, the average challenger, $24,873, and the open seal
candidate, $126,950. Senate incumbents spent $1.15 million, challengers, $652 358, and
open-seat candidates, $1.08 million.

Among other campaign costs, office and overhead represent 18.8% of total campaign
expenses In House races, salaries and consulting, 13.9%. other communications (includ-
ing balloons, balflots, banners, cable TV buys, ciothing and graphics) 11.4%, and total
mail, 10.9%. In Senate races, office and overhead was 16%, salaries and consulting,
19.3%, other communications, 6.8%, and total mail, 7.1%.
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exempt stations from the equal time require-
ments to enable them to air candidate inter-
views apart from news programs. And he
thought the FEC’s policy prohibiting broad-
casters from making in-kind campaign con-
tributions in the form of free air time should
be reviewed.

“We’ve never denied TV and radio are a
big component, but what we’re trying to say
is that it is not disproportionate to other ex-
penses,” the NAB executive told BroAD-
CASTING following the hearing. Said NAB
Joint Board Chairman Wallace Jorgenson of
Jefferson-Pilot Communications at another
NAB briefing, “if he (Swift) wants to dis-
pute the figures, he can check with the Fed-
eral Election Commission; that’s where they
came from.” a

Daytime pricing. Other television dayparts began to sell in the networks " upfront market-
place last week. Some advertising agencies, such as Ogilvy .& Mather and Young &
Rubican, had already completed their daytime buying by last Friday. Daytime unit prices
were said to be, on average, flat—halting a previous decline—while news and late-night
were said by some advertising agency executives 1o be showing increases.

Already agency executives were assessing the 20% and higher cost-per-thousand
increases said to have been oblained bv the networks in pnme time. Paul Isacsson,
executive vice president, Young & Rubicam, said there was more money available in part
because of new upfront advertisers who “generally paid too much in last years scat-
ter. . . There is nothing that magical about it [prime time upfront]. There was also a general
decrease in the amount of rating points to sell

While scatter prices earlier this year were said to have been created more by a shortage
of supply, than the strength of demand, "the unfortunate thing,” said. Aaron Cohen, vice
president, general manager of broadcast, Grey Advertising, “is that the cheapest prices
still are upfront prices. . .especially if they [the networks] go as deep into inventory as
they did last year” There was still no clear indication last week how much of their prime
time inventory the networks were planning to sell.

]

..a function of supply and demand.”

INTV study calculates indies’ losses without syndex

Financial shortfalls reaching the
millions, association tells FCC

In comments to be filed with the FCC this
week, the Association of Independent Tele-
vision Stations has underscored its argument
that the commission should reimpose syndi-
cated exclusivity rules, by providing re-
search that it says shows substantial [osses of
audience and revenue incurred by indepen-
dent broadcasters since the rules were elimi-
nated.

The proposed syndex rules, which are
similar to those dropped by the FCC in 1980,
would enable broadcast stations to order lo-
cal cable systems to delete programs on im-
ported distant broadcast signals (supersta-
tions) for which the local stations have the
local broadcast rights. Comments from all
interested parties are due this Wednesday
(July 22).

The INTV comments were also supple-
mented by a cartoon, in which a man from
J.P.M. Cable Co. carts away all of Channel
34’s programing while saying, “I just love
the ‘free” market.” The cable industry, led by
National Cable Television Association Presi-
dent James P. Mooney, s vigorously oppos-
ing reimposition of the rules.

The research was conducted by INTV and
Butterfield Communications Group, Cam-
bridge, Mass., which INTV commissioned.
“Our analysis demonstrates that independent
television stations suffer substantial eco-
nomic injury from the audience and sales
revenue losses which arise when cable tele-
vision systems import programs which du-
plicate their own,” Butterfield concluded.

The INTVexamined a “large selection” of
stations and determined the ratings points
they lost on programs as a result of competi-
tion from the same programs being imported
by cable systems. From the group, Butter-
field selected 40 cases in which the competi-
tion has a “significant impact” on the
“home-market station.” In each case, the ca-
ble-imported program ran either head-to-
head with the “*home-market broadcast” or in
the time slot preceding it.

Using INTV’s ratings data, Butterfield
calculated the annual revenues stations are
losing in each case. The annual losses aver-

age $135.477, but vary greatly. At one ex-
treme, Butterfield found WUHF(TV) Roches-
ter, N.Y., to be losing $4,992 a year on its
showing of the The New Gidget on Sunday at
[:30 p.m. because the local cable system
imports superstation wwoOR-TV New York,
which airs the show the same day two-and-a-
half hours earlier. At the other, it said, KUSI-
Tv San Diego is taking a hit of nearly $]
million a year on its broadcast of Facts of
Life at 6 p.m., Monday through Friday, be-
cause cable brings in KTTV(TV) Los Angeles.
which airs the show at 5 p.m. each weekday.

In its comments, INTV said the research
demonstrates “clearly that distant signal du-
plication of local independent television sta-
tion programing has a critical negative 1m-
pact on the local station’s audience ratings,
and consequently its advertising revenues
for that programing. When aggregated
across all duplicated programs imported into
its home market (INTV cited 199 hours
weekly as a “typical’ amount of duplication
in a selected market), the impact on a local
station’s revenues can be devastating, espe-
cially for a new station attempting to estab-
lish a foothold in an intensely competitive
market or for a station in a small- or medi-
um-sized market.”

Economic harm wasn’t INTV s only argu-
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ment. “Syndicated television programs are
the very lifeblood of independent television
stations,” it said. “Without the ability to dis-
tinquish itself as the local provider of pro-
grams with significant audience appeal, it is
difficult or impossible for an independent
station to establish the unique identity that
permits it to build a loyal and viable audi-
ence in its community.”

INTV also took a shot at the cable indus-
try’s claim that the FCC is blocked from
reimposing the syndex rules by the Cable
Communications Policy Act of 1984. “The
1984 Cable Act does nothing to deprive the
commission of this jurisdiction,” the INTV
said. “While the act generally prohibits the
imposition of affirmative requirements upon
cable systems to provide specific program-
ing or services, syndicated exclusivity rules
would impose no such obligation.” a

Taft sale elicits
challenge to FCC’s
character test

Public interest law firm says
policy incompatible with
Communications Act

The FCC’s 1986 policy directive drastically
easing the character tests it once employed
in considering licensee qualifications is un-
der challenge—not in court but in an FCC
proceeding. At issue is the proposed $1.45-
billion sale of 20 radio and television sta-
tions owned by Taft Broadcasting Co. to an
applicant controlled by Carl Lindner, board
chairman, chief executive officer and con-
trolling stockholder of American Financial
Corp. The Media Action Project, the Wash-
ington public interest law firm, sees the pro-
posed sale as offering a clear basis for a test
of the 1986 policy statement.

The petition, filed in the name of More-
land-Portland Listeners Assocliation, of Port-
land, Ore., where two of the stations in-
volved, KEX(AM)-KKRZ(FM), are located, and
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TODAY, AS THE WORLD TURNS, WE

AP news is not as predictable as Heartbreak  our thousands of members. We're always there
on the afternoon soaps. That's why we work with bulletins, human interest, thought starters,
around the clock. hard facts, background. Now you can even get

You never know exactly when, but some- up-to-the-minute photos, computer graphics,
time today the definitive coverage of the world’s  and live or taped video packages via Ku-band
most important events will come pouring outof  satellite from TV Direct.
the AP Printer at 1200 words per minute, Sure, every station in town will send a crew

Sixteen hundred journalists worldwide. live to that 2-alarm blaze at the Route 1 Diner.
Hundreds of stories a day and the resources of But if you also deliver the AP report on, say




CANT WAIT FOR THE EDGE OF NIGHT.

the FDA's recent approval of a new arthritis
remedy, thousands of senior citizens will credit
your anchors with Wisdom. As well as Energy.
That can work wonders on your ratings.
AP, There’s nobody in the world that can
touch us for depth, breadth, speed and accuracy:
Throughout the days of our lives.




C

] TOP OF THE WEEK [

—1

Action for Children’s Television, makes 1t
clear the purpose is “to test” the commis-
sion’s statement modifying its policy on
character qualifications, a statement that the
petitioners say is “incompatible with the
Communications Act.” The act, the petition
says, requires the commission to consider
“all information available to it in determin-
ing whether there are substantial and materi-
al questions of fact as to whether grant of a
license is in the public interest.” The new
policy statement, the petitioners add, does
not.

Andrew Schwartzman, of MAP, noted
that MAP had initiated an appeal of the com-
mission’s new policy statement, but aban-
doned it after concluding the U.S. Court of
Appeals in Washington was not sympathetic
to appeals of policy statements. “So we de-
cided to watt for an appropriate case to chal-
lenge before the commission,” he said. And
the proposed sale of 20 of Taft’s 22 to sta-
tions to the TFBA limited partnership,
which is 70% owned by AFC, was irresisti-
ble. In 1979, AFC and Lindner had entered a
consent decree with the Securities and Ex-
change Commission, under which AFC and
Lindner agreed to injunctions barring future
securities law violations and Lindner agreed
to pay AFC $1.4 million. Schwartzman said
there is no doubt that in 1979 the commis-
sion would have designated the transfer ap-
plication for hearing.

The complaint, the petition said, detailed
“pervasive self-dealing and favoritism in
many different transactions involving AFC,
Lindner and his associates.” And the com-
mission, a few weeks later, said in a letter to
the Gannett Co., in which Lindner then
owned a 5% interest, that it “viewed with
concern the past pattern of behavior of Mr.
Lindner and AFC as manifested by the con-
sent decrees.” It added that if AFC or
Lindner held “a management position or
controlling stock interest” in a commission
licensee, “further action is warranted.” The
petition—which seeks a hearing on the pro-
posed transfer—contends that the Commu-
nications Act requires the commission to
“resolve whether the conduct underlying the
SEC litigation precludes awarding a license
to Lindner and AFC.” But unless the com-
mission modifies its current policy on char-
acter, the petition adds, “it will not designate
a hearing for that purpose.”

Under the cominission’s policy previously
in effect, virtually any kind of wrongdoing
could have been considered relevant to an
applicant’s or licensee’s character qualifica-
tions. The new statement consdiderably nar-
rows the bounds of what the commission
will consider. It states that the commission
“will be concerned with misconduct which
violates the Communications Act or a com-
mission rule or policy, and with certain
specified non-FCC misconduct which dem-
onstrates the proclivity of an applicant to
comply with our rules and policies.” The
aim, the commission said, was “to focus on
the likelihood that an applicant will deal
truthfully with the commission and comply
with the Communications Act and our rules
and policies....” It was also to leave to
other agencies matters the commission felt
they would be better quipped to handle.

The petition cites three specific areas that
the policy statement says the commission
will not explore in a hearing—non-FCC re-
lated misconduct in all but three categories,
evidence of misconduct which is not finally
adjudicated, and evidence of misconduct
which is resolved by consent decree and in-
junction. The petition concedes that the mat-
ters covered by the SEC consent decree con-
stitute “non-FCC behavior” which evidently
is not “fraudulent misconduct before a gov-
emment agency’ as contemplated by the
commission’s new character policy. And the
resolution of the SEC litigation does not
constitute “adjudication” within the mean-
ing of the commission’s current policy.
While that settlement may have satisfied the
objectives of the SEC, the petition says, “the
FCC has a different mandate. . ..”

The commission’s policy statement speci-
fies grounds for designating an application
for hearing, but the petition dismisses them
as meaningless. While guilt of presidential
assassination would require an applicant to
undergo a hearing, other homicide would
not. “Thus,” the petition says, “James Earl
Ray would be able to become a station own-
er, since Martin Luther King was not an
elected official, and prison break does not

involve fraudulent conduct. John Hinkley,
who might actually have the financial re-
sources to do so, could also become a licens-
ee, since his crime was only atlempted as-
sassination, and in any event, he was not
adjudicated guilty.”

The petition says that the Communica-
tions Act requires only a hearing; every ap-
plicant, it adds, retains the right to establish
at a hearing the grant of a license would
serve the public interest. But the petition
says, “The commission’s ultimate legal
wrong is its resolute desire to blind itself to
the possibility and even the probadbifity that a
particular applicant may not be suitable for
licensure. At the heart of the misperception
is its failure to recognize that Section 309 of
the Communications Act dictates that the
commission must inquire into asy applica-
tion as to which there is substantial and ma-
terial questions of fact.” By establishing
policies that make such an inquiry impossi-
ble, the petition says, “the commission has
violated its own obligation to the American
public.”

Schwartzman said he does not expect the
pctitioners to prevail before the commission.
“The purpose of the petition,” he said, “is to
g0 to court.” -

CBS to sell magazine division

CBS decides to accept
$650-million offer for
magazines; Paley says
board has no commitment
to keep record division

CBS will soon sell the remainder of what
had been the company’s third major “core”
business—publishing. The CBS board ap-
proved, “nearly unanimously,” according to
one informed source, a proposed manage-
ment-led buyout of its 21 magazines for
$650 million, significantly above some Wall
Street estimates of what the division was
worth.

The sale would leave CBS solely in
broadcasting and records. Although the
board had earlier rejected a $1.2-billion offer
for the latter division, the company’s chair-
man and founder, William S. Paley, told
BROADCASTING there is no standing com-
mitment not to sell the record division.
Asked if that implied CBS would be recep-
tive to higher offers Paley said, “It would be
presumptuous of me to say what the board
would or would not do. You know what has
happened so far.”

The proposed buyers of the magazine di-
vision include the division’s current manage-
ment, led by its president, Peter Diamandis.
Financing and majority ownership would
come from PruCapital and Prudential-Bache
Interfunding, both subsidiaries of the Pru-
dential Insurance Co. of America. The pur-
chase was approved by Prudential’s board
last Tuesday.

The sale price is above the recently esti-
mated values for the magazine division
made by some securities analysts. One re-
port in April assessed the value at $575 mil-
lion, while another one month later estimat-
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ed a $520-million value. The two estimates,
based on projected 1987 cash flow of $55
million and $52 million, respectively, used
cash flow multiples of 1044 and 10, respec-
tively, to arrive at the total value,

In fact, the price of the purchase, which is
expected to close in several months, may be
at a multiple closer to 13 times 1987 cash
flow. In 1986, the magazine division had flat
revenue of $407.2 million and operating
profit of $13.9 million, up from previous
year’s $4.6 million. Cash flow in 1986 was
said to be roughly $47 million.

Titles of the magazines being sold include
Woman's Day, Field & Stream, Road &
Track, Stereo Review, Modern Bride and Car
& Driver, the last two among 12 consumer
magazines that CBS bought two-and-a-half
years ago from Ziff/Davis Publishing, for
$362.5 million. Some observers claim the
company paid too much for those maga-
zines, and CBS subsequently sued Ziff for
allegedly misrepresenting the conditions of
the purchased business. Some of the charges
in that suit are still pending.

CBS would register a gain on the pro-
posed $650-million sale. A sale of the older
record division would presumably represent
a significantly greater capital gain and there-
fore.

Last year, CBS sold its book publishing
operations for $500 million and a music pub-
lishing business for $125 million. With the
addition of proceeds from the magazine divi-
sion, CBS will have cash equivalents of $1.5
billion, and long-term debt of roughly one
billion dollars. Speculation on the use of the
proceeds include the purchase of additional
TV stations or the repurchase of shares. CBS
stock rose 444 last Tuesday, the day of the
announcement, to 186, a new high. |
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Stop your double hop. Washington International Teleport gives you direct
access to INTELSAT. For higher quality video and radio services throughout
Europe, Latin America, Africa, and the Middle East. At 25 to 30 percent savings.
Our teleport services give you a jump on the competition:

- G- and Ku-Band . .
. 24-hour operation Washington International Teleport
p A Carley Teleport Communications Company

- Transportables; Turnaround

+ Fiber optic network THE POWER OF GLOBAL ACCESS®
- “Slip” rental
+ Networking 686V Eim Strest  McLean, VA 22101-3830 (703} 734-2724

- Full domestic arc 24-hour Operations Center: (703) 642-8565




Well pick up
your video project
from here.

Pick up the phone and give us a call. major metropolitan areas across the country.
You'll get one of the most respected names in —Conus Master Control, staffed by trained
broadcast satellite communications ready to professionals, 24 hours per day.
go to work for your company: We'll handle all the logistics. Uplinks.

Here are just a few of the services - Downlinks. Satellite time.
we provide: e — ‘ We'll provide all the additional

support you need to make your
video project work.

Ku-band d = " ’;'?1
— Ku-band transponders on 1
SBS-3 and Satcom K-2. Flexible ﬁﬁw; R —

space to meet your needs. Whether There is only one thing you

its L hour or 5000 hours, occasional need to do.

use or a long term lease. Pick up the phone. Call 612/642-4679.

— Fixed uplinks in: Washington, DC,, Ask for Todd Hanks or Woody Hubbell. We'll
Los Angeles, Sacramento, Minneapolis/ make sure that all your project needs are

St. Paul. taken care of. Conus Satellite Services, 3415

—Ku-band transportable uplinks, located in University Ave., Minneapolis, MN 55414.
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SpecialaReport

It’s been 25 years since AT&T launched Telstar I, an event that
forever changed the face of worldwide communications. It took
broadcasters a conspicuously long time to figure out how to
vmplement this new technology, but once they began they haven't
stopped. The satellite newsgathering van has been to the 80’s
what electronic newsgathering was to the 70’s, redefining local
Jjournalism as stations exponentially expand their coverage
areas. And there 1s the first glimmer of what may redefine
journalism in the 1990's—remote satellite sensing. Today 1t 1s a
novelty, laden with technical, financial and legal dilemmas. But
the dramatic pictures that can be obtained from the technology
are lighting a fire in many a newswman's eye. And while it once
appeared that direct-to-home satellite broadcasting might
threaten terrestrial broadcasting and cable, it now appewrs more
likely to complement the older media. A look at these and other
satellite issues appears on pages 33 through 61.

ith good reason, cable operators and broadcasters have

never been fully comfortable with the idea of broadcasting

W television programing directly to homes via communica-

tions satellites. Having invested billions of dollars on earth-bound
television media, they understandably feared a medium that has the
power to bypass them.

But cable operators and broadcasters are more comfortable than
ever with satellite broadcasting because for the next decade, at least,
the space-age medium (in any of jts various manifestations) is un-
likely to compete with broadcasters and cable for the eyes of Amer-
ica. If anything, it will complement cable and broadcasting, provid-
ing programing to homes in small towns and rural areas that are
unserved or underserved by terrestrial media.

The only kind of satellite broadcasting that exists today in the U.S.
comes from the low-power C-band. Some 1.7 million homes have
installed C-band earth stations now costing a few thousand dollars
each to receive all the varied programing that is transmitted over C-
band satellites—everything from scores of cable services to the
broadcasters’” “backhaul” feeds of baseball and football games.

Between 1980 and 1985, when the home satellite industry exper-
ienced its most rapid growth, the dish owners could receive all the
programing on the satellites for free. But in January 1986, the major
cable programers started scrambling their satellite feeds, making
programing off-limits except to those who were willing to pay for it.
Buying a dish, even at prices of around $2,000, was no longer the
bargain it once was.

Today, with nine cable services scrambled and eight more with
plans to scramble this year, the home satellite industry 1s in trouble.
Although the scrambled cable programing is still available, it is
apparently not at a price that consumers can justify on top of the
$2,000 or so they must pay for a dish and descrambler. According to

Satellite Times, sales of dishes that in late 1985 hit a rate of 45,000 a
month have fallen off to a rate of about 12,000 a month. The number
of manufacturers, distributors and retailers of dishes has fallen com-
mensurately.

The home satellite industry blames the cable operators for the state
of the marketplace. Without “a smoking gun” to prove it, they charge
that operators have used their economic leverage with the pro-
gramers to prevent the formation of packages priced low enough to
keep dish sales brisk. They’ve been pressuring Congress for legisla-
tion that they feel will lead to such Jow-cost packages.

Another more powerful form of satellite broadcasting using medi-
um-power Ku-band satellites may be in the offing. Because the
satellites are more powerful than C-band satellites, the home recep-
tion equipment will be cheaper and the dishes will be smaller (around
one meter). As a consequence, a Ku-band service could revitalize
the home satellite market even if the retail price of the programing
stays the same.

HBO and RCA Amencom (soon to be GE Americom) have
formed a joint venture to build and Jaunch two satellites, Satcom K-3
and Satcom K-4, operating in the Ku-band with frequencies much
higher than C-band. Crimson Satellite Associates, as the joint ven-
ture is known, hopes it can persuade cable programers to buy tran-
sponders on the birds and use them to send simultancously program-
ing to its cable affiliates and to the home.

Satcom K-3 and Satcom K-4 are in the early stages of construction
and, even with full cable industry support, would not be ready for
launch before 1989. However, GE Americom is giving programers a
chance to make the jump to Ku-band almost immediately, offering
leases of transponders on Satcom K-1, a satellite already on orbit,
but slightly less powerful than Satcom K-3 and Satcom K-4.

Medium-power satellite broadcasting could provide real competi-
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Our fleet will still be in orbit
when the ball drops in Times Square.
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CENTURY

We can’t predict what the cable TV business will
be like when the twenty-first century rolls around. But
we at Americom predict that we'll still be carrying
your programs to the cable industry We'd like to fill

you in on our plans so that you can start making yours.

Americom currently has four cable birds in the sky
The flagships of our fleet, Satcom IlI-R and IV, are
now fully booked. (No wonder. They reach about 40
million subscribers.) But as programmers move to
our new Ku-band birds, transponders on [1I-R may
become available. And customers on our other C-
band satellites will be at the top of the waiting list.
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Space is also available an our C-band Satcoms
I-R and [I-R. {But maybe not for long: Both are half
sold out.) They round out a delivery system that
includes the industry's best-watched birds. This year
over 15,000 cable headend dishes will be aimed at
our satellites.

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

We've made a bigger investment in the future of
the cable business than any other satellite company.
And we're taking steps to help reduce the investment




you have to make. New programmers can take advan-
tage of our “grow-with” rates that allow them to pay
less now and more later And we're offering discounts
on satellite “end-of-life™ contracts for programmers
who want to control their own destinies.

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

Now that you know our plans, you might be won-
dering what other satellite carriers have up their
sleeves. So far, they're not committing much. And
there’s probably a good reason why,

As you choose a sateltite company for the future,
you can be sure of one thing: When the ball drops on
New Year's Eve 2000, and the band starts to play, this
old acquaintance won't be forgot.

To find out more about your delivery options for
the future, contact Bill Berman, Director, CATV Serv-
ices, Americom, Video and Audio Services,

4 Research Way, Princeton, NJ 08540.(609) 987-4073.

IP American
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tion to cable operators, but it’s not going to happen. HBO is offering
cable operators the exclusive home satellite distribution rights to the
programing it puts on the satellites (HBO, Cinemax and Festival)
within their franchise areas and it’s expected any other programers
that go aboard the birds would do the same.

The key to Crimson’s ambitions, however, may be Tele-Commu-
nications Inc. As the nation’s largest cable operator and as a heavy
investor in several cable programers, including Turner Broadcasting
System (superstation WTBS[TV] Atlanta, CNN and CNN Headline
News), it can have either a direct or indirect impact on the decision
of all of the cable programers. TCI has been fingered as the chief
culprit in the failure of C-band satellite broadcasting to develop as a
competitor to cable and Crimson realizes that it has to sell TCI on its
plans before it can sell any of the programers.

The potential market outside cable franchises is not to be taken
lightly. Even though the cable industry is continuing to wire the
nation, most industry observers estimate that between 10 million and
20 million homes will never be served by cable. Those homes would
be the exclusive market of the satellite broadcasters.

And, finally, there is high-power Ku-band salellite broadcasting
using frequencies set aside especially for what the FCC and purists
call the direct broadcast satellite service (DBS). With DBS, home
dishes become even smaller, perhaps as small as two or two-and-a-

half feet. Many companies have flirted with DBS and Comsat nearly
had a system in place before deciding that the risk and cost was too
high and that it was better to write off the more than $100 miltion it
had sunk into the project than to go ahead with it. Only two compan-
ies are still seriously talking about DBS, Hughes Communications
and Hubbard Broadcasting.

Hughes, which is planning a DBS system for launch in 1991,
believes if programers want to reach homes directly, DBS is the only
way to go. Medium-power satellite broadcasting can’t compete with
DBS because the DBS dishes will be much cheaper. According to
Hughes’s analysis, DBS will drive any medium-power service from
the market, given comparable programing.

Hubbard Broadcasting, a pioneer broadcasting company, believes
DBS is to TV in the 1980's what TV was to radio in the 1940%.
Hubbard President Stanley Hubbard preaches the gospel of DBS to
fellow broadcasters, hoping they will join him in adopting and un-
derwriting the new medium (see “At Large,” page 62). So far,
followers have failed to come forward.

The low power road

Hughes Communications and HBO first started thinking about
low-power satellite broadcasting, or what they called C-band direct,
in the summer of 1983 with the launch of Hughes’s Galaxy I, which
HBO and other major cable programers had decided to make the
primary cable sateilite. The satellite was more powerful than any
other C-band satellite, and HBO felt that if it could scramble its
signals on the bird and persuade others to do the same, it could offer a
C-band direct service to home owners and grab a big share of the
noncabled market before Comsat or any of the other Ku-band satel-
lite broadcasting venturers did.

HBO talked up the C-band scheme for more than a year, but it
never attracted much enthusiasm from the other programers. By the
fall of 1984, it was still moving ahead with the scrambling of its
services and selling them to dish owners, but it was no longer trying
to take a leadership role.

But while HBO was becoming disenchanted by C-band direct, oth-
ers were becoming fascinated with it. In early 1985, Canaan Communi-
cations, a start-up company headed by former cable executive Holmes
Harden, stepped forward and offered to pay for the scrambling of cable
services in exchange for the exclusive home satellite rights. It was no
small offer By Harden’s own estimate, scrambling 15 or so cable
services would have cost at least $75 million.

Throughout the spring and summer of 1985, Showtime/The Mov-
ie Channel, MTV Networks, ESPN and Turner Broadcasting System
talked among themselves about forming a joint venture to sell their
services in a package in the rapidly expanding home dish market
after the services were scrambled in 1986 or 1987. The Disney
Channel and The Nashville Network were also reportedly interested
in joining the programing consortium.

Early 1985 also marked a change in the attitude of cable operators
toward the scrambling of satellite programing and the home satellite
market. The operators, who had watched events unfold in the satel-
lite broadcasting arena as little more than interested spectators, sud-
denly started demanding that all the major cable services scramble
their feeds. They also sought to control the distribution of the scram-
bled programing to the dish owners.

The operators’ interest in the home satellite industry grew out of
their concern about the rapid proliferation of dishes, especiatly with-
in their franchise areas. One study at the time concluded that one-
third of the dishes being sold were going into cable areas. The
operators were also concerned about the cable programers either on
their own or through a third party such as Canaan setting up a C-band
direct service that would bypass operators.

The 1985 boom in dish sales is due, in part, to the Cable Commu-
nications Act of 1984, which went into effect in December 1984.
Although the Act stiffened penalties for unauthorized reception of
scrambled signals, it legitimized the reception of unscrambled sig-
nals. For the first time, consumers could buy a dish, tune in any
unscrambled cable service—none were scrambled at the time—and
feel comfortable that they weren’t video “pirates.”

A study commissioned by the National Cable Television Associ-
ation for its annual convention in June 1985 concluded that the
industry would derive enormous benefits from scrambling. Assum-
ing at least 20 services were scrambled and a marketing infrastruc-
ture were in place within a year, it said, operators and programers
would realized $400 million over the next five years. “The direct
financial benefits come from the sale of scrambled programing to
backyard dishes. . .inside and outside of cable franchises and from
recovering cable subscribers who would have switched to TVRO if
they could receive cable programing for free,” it said.

In May 1985, TCI proposed a cable operator consortium to scram-
ble the feeds of all major cable programers and to market the signals
to dish owners. Within weeks, the NCTA beard adopted the proposal
and began talking to lawyers about how they could implement it
without running afoul of the antitrust laws.

None of the home satellite consortia talked about in 1985 came to
fruition. Programers and operators agreed that Canaan Communica-
tions was a “middleman” that nobody wanted or needed. The pro-
gramers’ last hopes of working together were dashed in October
when Turner Broadcasting Services announced it was no longer
interested in playing along. And NCTA pulled out in November
when it saw that its goals were being achieved without its direct
involvement.

Setting the pace in program scrambling

When HBO scrambled full time in January 1986, it began selling
subscriptions to dish owners through a toll-free number. Other major
services followed HBO'’s lead—Showtime and TMC in May, super-
station WwWOR-TV New York in June and CNN and CNN Headline
News Network in July. Since July 1986, several cable superstations
(nationally distributed broadcast signals), Viewer’s Choice, ESPN
and USA Network have also scrambled.

According to the Satellite Broadcasting and Communications As-
sociation, more than 180,000 dish owners are now subscribing to at
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The next generation
of program delivery.

A new star in end-to-end satellite service is here.
» KU-BAND transponder time.
+» Uplink anywhere in the US. and overseas.
» Complete satellite networks for private companies and institutions.
« Systems integrator for Scientific Atlanta’s Echelon line.
+ State-of-the-art broadcast equipment.
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least one service. In congressional testimony earlier this month,
HBO claimed to have sold 150,000 subscriptions and Showtime-
TMC said it had 120,000. Last month, TBS said it had reached the
100,000 mark.

All the programers opted for the same scrambling system as
HBO—General Instrument’s Videocipher Il—making it the industry
de facto standard. Having a standard was important so that dish
owners could receive multiple services through a single descrambler.

A few cable operators, led by TCI, secured the distribution rights
to the scrambled services for their franchise areas and, in some
cases, adjacent counties and promised to offer discounted packages
of cable programing. Meanwhile, three of the programers—HBO,
TBS and Showtime/TMC—began making licensing arrangements
with other programers so they could offer national packages to con-
sumers. TBS dropped out of the market last month, but HBO and
Showtime/TMC are still at it, carrying their competition in the cable
market into the home satellite market.

Showtime/TMC, which has been more aggressive in packaging
and marketing for the dish owners, offers a package of 12 basic
services—although not all the services are scrambled—as well as
Showtime and TMC in a variety of pricing options. For dish owners
who are willing to take everything and pay a year in advance, the
price comes to just $21.50 a year.

At least three noncable companies, the National Rural Telecom-
munications Cooperative, Amway Corp. and Home Satellite Ser-
vices have also tried to licensc thc home satellite rights from the
programers to offer packages of their own. To date, only the NRTC
has managed to sign up any cable programers. Amway has the rights
to the STV program service, SelecTV.

When the cable industry looks at the home satellite market today,
it sees a thriving low-power satellite broadcasting business. When
the home satellite industry—the manufacturers, distributors and re-
tailers of home satellite dishes—Ilooks at it, it sees a business on the
verge of collapse, and it has statistics about declining dish sales and
the closing of dish dealerships to prove it.

For help, the home satellite industry has tumed to Congress as it
has done with mixed success in the past. Among other things, it now
wants Congress to require cable programers to license noncable-
affiliated packagers to spur competition in the market that will bring
down retail prices. It laid out its case earlier this month before the
House Telecommunications Subcommittee.

“Showtime/TMC does not sell to independent-of-cable third par-
ties,” said Fred Finn, a Washington attorney representing the Home
Satellite Television Association. “‘Neither does HBO, Cinemax, Dis-
ney or ESPN. Unless these practices are changed, the home satellite
industry will exist, if at all, as a poor stepchild of the cable television
industry. The consumer will be denied the choice, which technology
has provided.”

David Wolford, president of Home Satellite Services, told the
subcommittee that “*'programers like HBO and Viacom derive the
vast majority of their revenue from cable operators. Are they really
going to undercut the prices of their primary customers?. .. The
market is moving into a dangerous situation. If present conditions
are allowed to continue, home satellite TV will be controlled by its
natural competitor, cable TV.”

The NRTC is the only so-called “third-party” to put together any
kind of programing package for the dish owners. But NRTC Chief
Executive Officer Bob Phillips complained to the subcommittee that
NRTC has been unable to strike a deal with any of the pay pro-
gramers and ESPN and has been discriminated against by the basic
programers that it has made deals with in terms and pricing. “Some
of the contracts we have entered into exceed the cable wholesale
price by 500% to 700% or more,” he said. “We see no justification
for this tremendous price differential. In order to obtain contracts, in
some instances, we have also been required to accept restrictions in
the marketplace we serve and the administrative service we may
provide,” he said.

Speaking for the cable industry, NCTA President Jim Mooney told
Congress that the home satellite industry demands for regulation of
the marketplace are unwarranted. “Cable programing is readily
available to home dish owners at prices less than those paid by the
average cable subscriber for the same service,” he said.

For the past two years or more, the trade press has reported
numerous complaints from mostly unnamed cable programers about

how cable operators have intruded on the programers’ scrambling
and home satellite marketing planning. Publicly, the programers
acknowledged that they favor cable operators in setting up their C-
band direct distribution schemes, but say there is nothing collusive
or illegal about it. It doesn’t make sense for cable programers to
compete with their established local distributors—the cable opera-
tors—any more than it does from General Motors to compete with
the local Chevrolet dealer. Also, they say, vertically integrated com-
panies like Time Inc. and Viacom are not going to jeopardize their
valuable cable operations by aggressively promoting satellite broad-
casting as a competitive medium.

One programer involved in trying to set up the TBS-ESPN-MTV
Networks consortium in 1985 said that effort failed not because of
pressure from operators, as some press reports speculated, but be-
cause of the inability of the parties—cable marketplace competi-
tors—to agreed to terms on how to market the service and, more
important, how to split the revenues. “Everyone thought his service
was the most important onc,” he said.

A large part of the home satellite industry suffering today may
have been self-inflicted, said Steve Shulte, executive vice president
and general manager, Viacom Satellite Networks. The infrastructure
of the industry grew up during a time when the “basic selling argu-
ment was erroneous —that cable programing was available at no
charge. When services started to scramble, he said, sales were no
longer great enough to support the industry.

Those in the home satellite industry who thought the cable opera-
tors had too much of a role in shaping the C-band direct business
were counting on the Justice Department, which opened an investi-
gation into possible collusion between operators and programers to
prevent competition. But Charles Rule, acting assistant attorney
general, antitrust division, told the House Telecommunications Sub-
commiittee that its “investigation has not uncovered the existence of
any illegal concerted activity among cable operators” to pressure
programers to scramble. He also indicated that although the Justice
Department was keeping its parallel investigation into collusion in
the marketing of the scrambled services open, it was going to allow
the marketplace to evolve further before deciding whether to press
the investigation.

In addition to help in establishing third-party distributors of cable
programing to dish owners, the home satellite industry wants at least
one more favor from Congress—passage of copynght legislation
that would set up a copyright license for the distribution of local
broadcast signals to dish owners. Whether broadcast signals can be
distributed to dish owners under current copyright law is a question
that is being hotly disputed. Indeed, Satellite Broadcast Networks, a
New York-based start-up company, is being sued by the broadcast
networks and their affiliates for distributing three network affiliated
stations to dish owners.

The history of medium power DBS

Medium-power Ku-band broadcasting is not a new concept. Sev-
eral companies, including TCI, have seriously considered entering
the business, and one actually did with dire consequences for its
investors. In 1983, while HBO tried to bring cable programers
together to offer a C-band service, Comsat and two start-up compan-
ies, United Satellite Communications Inc. and Inter-American Satel-
lite Television, planned medium-power Ku-band service. Of the
three, only that of USCI ever came to fruition.

Backed by Prudential Insurance and, to a lesser extent, by General
Instrument, USCI charged into the marketplace in November 1983,
offering a five-channel service in the Northeast using Telesat Can-
ada’s Anik C-II satellite. The service was marketed in several cities,
beginning with Indianapolis. The initial retail price for the service,
which included proprietary movie and music video service along
with ESPN, was $39.95 on top of an installation fee of $300.

Although the price of the service came down, USCI failed to
attract enough subscribers and revenues to put a dent in its high
overhead and convince potential investors that the service had a
future. In 1984, Prudential failed to raise $40 million through a
private placement or find a partner to share the risk and costs. With
about 10,000 subscribers, USCI went bankrupt in April 1985.

Comsat had planned to launch a medium-power service using SBS
IV in late 1984 or early 1985 so that it could enter the satellite
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Satellite guide to the sky
# of # of # of # of
Carrier Satellite Ku-band C-band Orbital Launch  Carrier Satellite Ku-band C-band Orbital Launch
trans. trans. slot date trans. trans. slot date
American Satellite RCA Americom
1. ASCI 6 18 128 Aug. 1985 15 Satcom I-R - 24 139 April 1983
AT&T 16, Satcom II-R — 24 72 Sepl. 1983
2 Telstar 301 — 24 g6 July 1983 17. Satcom III-R — 24 131 Nov, 1981
3, Telstar 302 — 24 86 Sept. 1984 18.  Salcom IV — 24 83 Jan. 1982
1. Telslar 303 — 24 125 Jure 1985 19 Satcom V (Aurora [y — 2 143 Oct. 1982
Comsat 20. Satcom K-1 16 — 85 Jan. 1986
5. Comstar II* _ 24 76 July 1976 21, Satcom K-2 16 - 8 Nov. 1985
6. Comstar (V* — 24 76 Feb. 1981 MCI Communications
GTE Spacenet 22. SBS| 10 — 99 Nov. 1980
7. Spacenet | 6 18 120 May 1984 23. SBS 10 — a7 Sepl. 1981
8. Spacenet Il 6 18 69 Nov 1984 24. SBSII 10 - 95 MNov. 1982
9. GSTARI 16 — 103 May 1985 Western Union
10.  GSTAR i 16 — 105 March 1986 25 Westar [l - 24 91 Aug. 1979
Hughes 26. Westar IV — 24 99 Feb. 1982
11, Galaxy | _ 24 134 June 1983 27, Westar V - 24 122.5 June 1982
Tz Galaxy Il - 24 74 Sepl. 1983 *Camstar 1| and Camstar 1V are co-located in same orbital slot. Although each
13, Galaxy II - 24 935 Sepl. 1984 careliite has 24 transponders, only 24 can be used at one time.
1BM ~RCA operates Satcom V. but il has sold lhe capacity to Alascom, which renamed
4. SBS WV 10 — 91 AUg. 1984 the sateliite Aurcra i
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broadcasting before its high-power DBS birds were ready and avoid
further erosion of the market to USCI and purveyors of C-band
equipment. When Comsat finally bailed out of the satellite broad-
casting business altogether in November 1984, it had an agreement
in principal to join forces in the business with USCL

After attracting the interest and backing of media mogul Rupert
Murdoch, Inter-America Satellite Television became Skyband Inc.
and began planning a five-channel medium-power service over Sat-
ellite Business System’s SBS III for the spring of 1984. However,
just as USCI was going to market in November 1983, Murdoch
pulled the plug on the venture, citing the lack of low-cost reception
equipment and programing and insufficient power of SBS III. To get
out of its contract with SBS, Murdoch had to pay it $12.7 miltion.

Although USCI was a marketplace flop, it proved the technology.
As its subscribers will attest, USCI delivered good quality pictures to
one-meter dishes. Some of those dishes can still be found on roof
tops in Indianapolis and Washington and in other communities where
the USCI marketed its service.

That USCI lasted as long as it did is due in part to TCI. Through-
out March 1985, it poured a few hundred thousand dollors to keep
the service afloat while it tried to decide whether it wanted to buy the
operation and enter the satellite broadcasting business. At the time,
TCI President John Malone said satellite broadcasting could be an
“adjunct” to the cable business and that, with TCI’s help, USCI
could be a more attractive (less expensive) way for consumers to
receive cable programing once it is scrambled.

HBO first became interested in medium-power satellite broadcast-
ing some time in 1984. According to industry sources, HBO and
Viacom International formed a joint venture in 1984 to acquire Ku-
band capacity and offer their cable services (and possibly others)
directly to the home.

The deal ultimately came apart because, the sources say, Time Inc.
officials felt that Time-owned HBO had given up too much to Via-
com, its arch foe in the pay television business. Some have tied
Frank Biondi’s ouster as chairman and chief executive officer of

HBO in the fall of 1984 to his preoccupation with satellite broadcast-
ing in general and to the Viacom deal in particular.

In the spring of 1985, Viacom was one of many that looked
closely at buying all of part of USCI before deciding to pass. Viacom
officials said they were invited to join HBO and RCA in their Ku-
band plans in the summer of 1986, but opted not to. Since then,
Viacom has been pushing C-band for distributing programing to
cable affiliates and homes.

HBO struck its initial Ku-band satellite deal with GE Americom in
December 1985, but it wasn’t until more than a year later that it
publicly admitted that a selling point had been the Ku-band birds’
satellite broadcasting capability. Last February, Robert Zitter, vice
president, operations, HBO, told BROADCASTING that he had been
urging the cable industry to embrace Ku-band before others did so.
“Let’s go grab the technology and use it so we cannot be leapfrogged
by others who don’t have an investment in our business and [who
won’t stop] at the franchise line.” he said.

Because of the operators’ concern about Ku-band signals, cable
programers looking at the Crimson transponders have to convince
their cable affiliates that Ku-band satellite broadcasting ts more of an
opportunity than a threat. To that end, HBO has promised cable
operators exclusive Ku-band distribution rights within their fran-
chise areas and non-exclusive rights outside the franchise areas.
HBO is now reportedly trying to formalize a marketing agreement
with TCI and some of its other major affiliates. According to Ed
Horowitz, senior vice president, technology and broadcast oper-
ations, HBO, every programer who chooses to buy transponders
from Crimson and enter the satellite broadcasting business will have
to work out its own arrangements with its affiliates.

Even if the cable operators are appeased, Crimson may fail to
attract a ¢ritical mass of cable programers to justify the completion of
construction and launch of Satcom K-3. First of all, programers who
have looked at the Crimson offering are suffering from sticker shock.
Although Crimson is willing to negotiate price and financing, its
asking price is $29.5 million for one transponder (for 10 years of
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service) and $28 million each for two or more. By comparison, in the
early 1980’s, cable operators purchased transponders on Galaxy I for
at an average of about $10 million each.

The other problem is Viacom International, HBO's principal com-
petitor in the cable programing business, and Hughes Communica-
tions, one of GE Americom’s principal competitors in the satellite
business. While HBO and RCA are pushing the industry to move to
Ku-band, Viacom and Hughes are encouraging it to stay with C
band, which served the industry since it first adopted satellite tech-
nology for distributing programing in 1975.

In November 1986, Viacom tentatively leased 21 C-band tran-
sponders on AT&T’s Telstar 303, arelatively new satellite promising
users service into the mid-1990’. figuring on using half for its
programing services and subleasing the balance to other programers.
Five month later, it reneged on the AT&T arrangement and struck a
deal with MCI Communications for seven of its transponders on
Hughes Communications’ Galaxy III, another satellite capable of
providing service into the middle of the next decade. The Weather
Channel, C-SPAN and the new PPV Network being put together by a
group of cable operators have also leased transponders on the satel-
lite.

Andrew G. Setos, senior vice president, engineering and oper-
ations, Viacom Network Group, said Crimson’s Ku-band technology
is fine for satellite broadcasting, but for a number of reasons it’s
“dramatically inferior” to C-band for distribution of cable program-
ing to cable affiliates. A switch to Ku-band technology would be an
expensive move for programers and operators and it would result in
no improvement in signal quality being delivered to the cable head-
ends, he said. In fact, he said, it could result in signal degradation
because of the susceptibility of the Ku-band signals to rain—a phe-
nomenon known as rain fade.

And, according to Sectos, the ability to deliver signals to small
dishes on homes and apartment buildings, as the Ku-band satellite
can do, does not offset the negatives. “I think it is misadvised to
jeopardize the cable business for an unknown market,” he said.

" Hughes is working hand-in-hand with Viacom, promising to build
additional C-band satellites if the cable programers commit to using
in advance of their use. Hughes President John Koehler considers the
decision of Viacom and other programers to stay with C-band instead
of going to Ku-band “of strategic significance in our competition
with RCA.”

Crimson, of course, believes 1t does make sense for programers to
step up to Ku-band gradually over several years. “It offcrs the free-
dom of choice for the future,” said HBO’s Horowitz. “Unlike C-
band, where you are constrained where you can drop a dish because
of the frequency interference problems, Ku-band allows you to go
into the corners and get the smaller pocket of subscribers whether
they are homes or a little hotel with 30 rooms because because [the
reception equipment] is less expensive than it was before.”

As for the cost, Horowitz acknowledged that Ku-band satellites
will be slightly more expensive than C-band satellites, but, in the
case of the Crimson satellites, the cost difference will become neg-
liable when the Crimson intersatellite protection scheme in taken
into account. Programers of Satcom K-3 will be protected not only
by an in-orbit shadow satellite, but also by a ground spare.
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To help programers cope with the high price of the Crimson
capacity, Horowitz said, Crimson is offering programers various
financing options, such as stretched payment schedules. Also, he
said, Crimson is willing to cut a special deal with a major cable
programer that want to step up and be the the satellite’s second
anchor. “We have a shopping mall. We have one anchor called HBO.
We would like another anchor and for that other anchor we are
willing to be very flexible,” he said. “If you are not the other anchor,
then you are not going to get the best deal.”

While low-power and medium-power satellite operations are, in
essence, alternative media for cable programing, DBS as envisioned
by Hughes and Hubbard is a new source of programing that could be
competitive with cable and broadcasting.

Hughes's Koehler said that Hughes is talking to “studios and
broadcasters” as well as to cable programers about using the capacity
on its proposed 32-channel DBS system. If the system’s users’ pro-
graming is “appealing enough” they could find some subscribers in
cabled areas. “In some areas,” he said, "‘there could be overlap.”

Hubbard also talks about broadcasters and studios as potential
users of USSB’s system. “If DBS distributes a movie [for a studio],
there is no local cable company,” Hubbard said. “Paramount gets 50
cents out of the dollar right off the top. A major Hollywood producer,
one of the big three, told me last year: ‘Stanley, you get those satellite
launched, and you get just a million homes, and you can put a card
table up on Sunset Boulevard, and everybody will be lined up to sign
up.” And, he said, ‘I'll be at the head of the line.””

Koehler doesn’t believe medium-power satellite broadcasting can
preempt high-power DBS. Hughes market research strongly sug-
gests that the home reception of DBS would be so much smaller and
cheaper than that of medium-power satellite broadcasting, he said,
that consumer would opt in droves for the high-power service. “It’s a
price-elastic market,” he said.

One of the reasons Comsat’s DBS venture flopped was the lack of
low-cost home reception equipment. That’s not likely to be a prob-
lem for any domestic DBS service in the future because government-
subsidized DBS ventures in Europe and Japan will create a demand
for reception equipment there that will help insure a good supply in
the U.S. when the need for it arises (see story, page 60).

Satellite broadcasting is an awesome concept. A satellite’s signal
can reach most of the homes in the country, whether in the heart of a
rust-belt city, a hollow of West Virgina or atop a mountain in Colora-
do. Even if satellite broadcasting doesn’t compete head-to-head with
cable, it has potential as a complementary service, delivering pro-
graming to all the homes beyond the reach of cable systems.

Low-power C-band satellite broadcasting seems to have run into
trouble. Anticompetitive cable operators, poor inherent economics
or some combination of the two have put its future in real jeopardy.
Legislation may or may not be the solution.

Medium-power satellite broadcasting could be a boon to cable
programers. Whatever premium they pay for the Ku-band transpon-
ders they could easily recoup if they manage to sign up just a million
or two satellite broadcasting subscribers. What’s more, the adver-
tiser-supported cable services would broaden their advertising base
with each new subscriber, making them more competitive with the
broadcast networks for national advertising dollars.

If not preempted by medium-power satel-
lite broadcasting, high-power DBS could
have its day some time in the mid-1990’s
when the cable programers are ready to lead
the way. Stanley Hubbard thinks it can come
sooner without cable programers, but, for
that to happen, he’ll have to convince broad-
casters and others to take some risks few are
used to.

Today, around 1.7 million Americans re-
ceive television directly from a communica-
tion satellites. One way or another, that
number is likely to increase—how much will
be determined, in large part, by the interests
of the established media and the caprices of
the marketplace.

By Harry Jessell
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SNV’s to play major role in 1988 campaign coverage

But there are concerns whether
there will be enough room and
transponder time available for
those who show up at convention
sites in Atlanta and New Orleans

As the nation’s television stations begin
gearing up for their 1988 political year cov-
erage, those with satellite newsgathering ve-
hicles are now deciding how far they plan to
g0 to cover the news. Many may be deciding
to go not far at all.

A major factor in how much SNV cover-
age those 92 or more stations might under-
take for the primaries or the convention
could be the potential crunch in satellite
time, particularly at peak news periods.
Physical space limits anticipated at the po-
litical party convention centers in Atlanta
and New Orleans next summer could further
force down the numbers.

As one satellite newsgathering veteran,
Mel Martin, vice president and news direc-
tor of wixT(TV) Jacksonville, Fla., said last
week: “There have never been as many sta-
tions doing news as there are right now.
There have never been as many ad-hoc
groups, between the networks, Conus, the
Florida News Network. There has never
been as much ability to originate live from
the place of your choice. And all that makes
for both profound opportunities and prob-
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lems.”

Agreed Brian Bracco, news director of
KMBC-TV Kansas City, Mo.: “Parking and
logistics could be a nightmare . . . This is the
first time for hundreds of stations across the
country to do this. There’s going to be orga-
nized chaos,” he said.

Mike McDonald, director of broadcast
operations and news director for WDAF-TV
Kansas City, Mo., recalled that in previous
conventions “the fight for space has always
been inside the structure. I would imagine
there’s going to be just as big a fight, if not a
bigger fight, for space outside the conven-
tion site now,” he said.

Phitip Balboni, vice president of news for
wCVB-TV Boston, also doesn’t think there
will be enough room for all the trucks. “I
think there will be an unprecedented number
of local television stations at the conven-
tions. I don’t know how successfully they
can all be accommodated, but it will be a real
test,” he said.

Networks and news services are also an-
ticipating difficulties for affiliate stations
SNV’s, as well as for some for their own.
With some exceptions, most are recom-
mending that stations carefully consider the
disadvantages of bringing their own vehicles
and contemplate the merits of cooperative
action to purchase satellite time and the shar-
ing of trucks on location.

Group W Newsfeed’s Washington bureau
chief, Louisa Hart, said there may be “no
competitive advantage” for a station to take
its trucks to the conventions. “It’s almost a
disadvantage to have a truck there.” Added
Terry O’Reilly, Newsfeed news director:
“All resources [at the conventions] are going
to be very limited. The one thing that will be
plentiful is aggravation.”

Advised Charies Hoff, of CNN’s News-
beam satellite newsgathering service; “Sta-
tions need to think about what’s involved in
moving their truck, getting permission to
have it parked, getting power, getting expen-
sive phone drops, paying for staffing, get-
ting transponder time, and ask: ‘Do I have
the time available and is it worthwhile to
bring my truck, or can I work with someone
else.?”” Conus’s Charles Dutcher added that
although the events are still six months to a
year away, stations should “get together and
start planning now.”

Both Atlanta’s Omni Center and the New
Orleans Superdome will probably only be
able to accommodate 30 to 40 SNV’s each,
commented ABC’s Tedy Newhall, director
of news operations, News One. ABC alone
expects to have on site at least 10 affiliate
and owned SNV’s, she added. NBC’s
George Mills, general manager of Skycom,
said it is also his nctwork’s position to sug-
gest stations work out of various consor-
tiums to share trucks.

But not all the networks share these same
concerns. CBS is suggesting that any affili-
ate with a truck who cares to bring it to the
convention cities should do so. But John
Frazee, of CBS, said stations might consider
using it more off the convention center site,
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for instance, at state delegates’ hotels or to
cover other news angles in the area.

“Because of satellite newsgathering,”
Frazee argued, “TV stations are less con-
cerned about the imperative to make deci-
sions far in advance on transmission, like
1984 when transmission facilities were very
expensive and scarce. Four years ago CBS
had four paths, we could easily have 10
times that many.” He added, however: “Sta-
tions which just show up, I suspect, will be
dissappointed.”

Frazee also said he believes it might be a
“mistake” for stations to send their trucks to
cover distant primaries. “There are so many
trucks out there, it is unnecessary to send a
station’s truck. If the networks aren’t capable
of putting stations together to share trucks,
we will not be doing our jobs.”

Adding to the complexity, major satellite
time suppliers, such as GTE Spacenet,
which has transponder deals with ABC,
CBS and CNN, note that because the events
are relatively far into the future, they are not
confirming any occasional use orders until
90 days before an event, only taking time-
stamped inquiries.

Although most stations have not formal-
ized election year plans yet, most agree with
Robert Crawford, assistant news director of
WXIA-TVAtlanta, that advanced planning is a
necessity—both in booking satellite time
and in finding a parking place. For the latter,
he foresees few problems for those who plan
ahead.

“It’s amazing how many SNG trucks can
be crammed into a very small space,” he
said, adding that “there may be some prob-
lems for those who do not plan well,” those
who don’t get space reserved with the appro-
priate groups in advance. I think the biggest
problem is just going to be the distance one
has to park away from those particular
sites,” he said, although that can be accom-
plished by microwave hops or cable runs.

In Atlanta, WXIA-TV doesn't plan to use its
SNV at all for its own purposes, but will use
it to assist its other Gannett stations to get
their convention coverage out. The station
also plans to have its SNV in New Orleans,
doing shots for itself and the other Gannett
stations.

According to WCVB-TV’s Balboni, the
Boston station used its then newly acquired
satellite truck “rather briefly” in the 1984
elections but plans to use its truck “exten-
sively” during the New Hampshire primaries
and probably in other places as well. “We're
so enthusiastic about satellite technology,”
he added, the station is buying a second sat-
ellite truck by next fall.

As for the availability of satellite time,
Balboni said that “there are enough sources
of satellite time now, especially in our case.
WcvB-Tv is affiliated with three different
satellite cooperatives [Conus, ABC and
CNN]. That’s three separate sources of tran-
sponder time.” Additionally, Balboni said,
the station’s group owner, Hearst Broadcast-
ing, is negotiating for time “that would make
sure that we would be able to do the things
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that we would want to do, when we want to
do them.

Other group broadcasters are using their
extra fire power to insure adequate satellite
time. Cox Enterpises Inc., for instance, has
requests in for blanket sateilite time for both
C-band and Ku-band for each convention
site for use by its eight television stations,
according to Ken Bridgham, Cox Washing-
ton assistant bureau chief, who said that the
company has hired a consultant to negotiate
with “various people who have uplinks.”
John Swanson, vice president of engineering
at Cox, added that the company plans to
purchase two more SNV’s, adding to the one
it already has.

At Gannett News Service’s television bu-
reau in Washington, satellite operations pro-
ducer William Papa confessed to have been
“preaching doom about a pending critical
shortage of satellite time,” and said that to
protect itself, Gannett in March 1986 placed
an order with GTE Spaceret for 2,000 hours
of Ku-band satellite time to be used between
January 1987 and January 1989, mainly for

use in election year coverage.

Taft Broadcasting has also booked outside
satellite capacity, both C-band and Ku-band,
for its owned stations, as well as for resale to
four other group broadcasters, according to
Jack Morse, director of satellite communica-
tions for Taft. Morse said Taft has booked the
majority of the time with Spacenet. The
company will probably have two SNV’ at
the conventions, and “may bring in an out-
side truck, which would be feeding stories
on our behalf for some of our customers,”
Morse said.

McDonald of Taft’s wDAF-TV, said he is
not sure yet how much his station wilil use its
SNV for the national conventions. It will
depend “on how much the Taft stations work
together in a cooperative effort,” as they
have done in the past, he said.

As for stations finding enough satellite
time, McDonald said if a station hasn’t
bought it by now, “I imagine [it is] going to
be in trouble.” However, he added, “there
always seems to be some satellite time avail-
able. You can always find somebody who

has a 15-minute window, a 10-minute win-
dow or a five-minute window to sell you.”
WvVUETY) New Orleans’ managing editor,
Kirk Melancon, also does not anticipate any
difficulty in getting encugh satellite time to
file stories. There are “all kinds of ways” to
get around any shortage of time during peak
periods. Stations could, for instance, feed
early and then go live later, he said.

Bracco doesn’t seem worried about get-
ting enough satellite time for KMBC-TV’s
coverage either. “In our case,” he said,
“we’ll have at least two options, either going
with the ABC satellite system (ABSAT) or
the Conus system. There are a lot more ave-
nues and a lot more satellites up there, and a
lot more paths that we can get in or out of,”
he said, adding that “we’re not going to have
unlimited time; everything probably is going
to-be done in five-minute increments for lo-
cal newscasts.”

“With the proliferation of satellite trucks
throughout the country and the cooperatives
that have been established,” said Bracco, “it
makes it easier for us to get to an uplink site

Arizona
KPNX-TV Mesa NBC

The 92 stations listed below are those U.S. broadcasters that
have mobile Ku-band satellite newsgathering vehicles. The vast
majority are top 100 market network affiliates, split between NBC
affiliates, with 36, CBS, 28, and ABC, 27,and one independent.
Another five NBC owned stations have the trucks, as do two
ABC-owned stations. Others are members of Conus (the Hub-
bard Broadcasting-owned satellite news cooperative), Cable

Kansas
KAKE-TV Wichita ABC

The satellite newsgatherers

News Network's satellite cooperative, and a regional satellite
cooperalive, Florida News Network.

The stations are listed alphabetically by state and include
network affiliation and membership in any satellite news cooper-
ative. Several stations, listed separately below, share the Ku-
band mobile uplinks.

WKYC-TV Cleveland NBC Q&0
WBNS-TV Coltimbus CBS {CNN)

KTVK(TV) Phoenix ABC (Conus)
KTSP-TV Phoenix CBS

California

KNBC(TV) Los Angeles NBC. Q&0
KCRA-TV Sacramento NBC (CNN)
KTXL(TV) Sacramento Ind. (Conus)
KRON-TV San Francisco NBC (Conus)

Colorado
KCNC-TV Denver NBC (Conus)
KUSA-TV Denver ABC

Connecticut
WFSB(TV) Hartford CBS
WTNH-TV :New Haven ABC (CNN)

Washington

W.JULA-TV Washington ABC (Conus)
WRC-TV Washington NBC O&0
WUSA(TV) Washington CBS

Florida

WESH-TV Daytona Beach NBC (Conus)
WTVX(TV) Fort Pierce CBS (Conus)
WIKS-TV Jacksonville NBC (Conus)
WJIXT(TV) Jacksonville CBS (Fla. N.N.}
WPLG(TV) Miami ABC (Fla. N.N.)
WSVN(TV) Miami NBC

WTVJ(TV) Miami CBS (CNN, Conus)
WCPX-TV Orlanda CBS (CNN)(
WFTV(TV) Orlando ABC (Fla. N.N.)
WTSP-TV Tampa ABC (Fla. N.N.)
WTVT(TV) Tampa CBS (Conus)
WXFL{TV) Tampa NBC

WPREC(TV) West Palm Beach:ABC (CNN)

Georgia
WXIA-TV Atlanta NBC
WSAVLTV Savannah NBC (Conus)

Illinois
WLS-TV Chicago ABC 0&0
WMAO-TV .Chicago NBC O&0

Indiana

WHTV(TV) Indianapclis ABC (Conus)
WTHR(TV) Indianapclis NBC (CNN)
WNDU-TV South Bend NBC

Louisiana

WBRZ(TV) Baton Rouge ABC (Conus)
WVUE(TV) New Orleans ABC (Conus)
WWL-TV New Orleans CBS

Maryland
WBAL-TV Baltimore CBS (Conus)
WMAR-TV Baltimore NBC

Massachusetts

WBZ-TV Boston NBC
WCVB-TV Boslon ABC (Conus})
WNEV-TV Boston CBS
WUFT(TV) Gainesville CBS

Michigan

WDIV(TV) Detroit NBC (CNN})
WXYZ-TV Detroit ABC (Conus)
WPBN-TV Traverse City NBC

Mintiesota
KARE(TV) Minneapolis-St. Paul NBC

KSTP-TV Minneapolis-St. Paul ABC (Conus)
WCCO-TV Minneapolis-St. Paul €BS (CNN}

Mississippi
WJTV(TV) Jackson CBS (Conus)

Missouri

KCTV(TV) Kansas City CBS
KMBC-TV Kansas City ABC (Conus)
WDAF-TV Kansas City NBC

Nebraska

WOWT(TV) Omaha NBC (Conus)
Nevada

KVBC(TV) NBE (CNN)

New Mexico

KOB-TV Albugueraue NBC (Conus)

New York
WNBC-TV New York NBC Q&0

North Carolina
WBTV(TV) Charlotte CBS (Conus)
WRAL-TV Raleigh CBS (Conus)

Ohio
WKRC-TV Cincinnati ABC

WDTN(TV) Dayton ABC (Conus)

Oklahoma
KWTV(TV) Oklahoma City CBS (Corius)

Pennsylvania
WITAE-TV Pittsburgh ABC {Conus)
WYQOU(TV) Scranton CBS

South Carolina
WCSC-TV Charleston CBS (Conus)
WSPA-TV Sparianburg CBS

South Dakota
KELO-TV Sioux Falls CBS (Conus)

Tennessee
WSMV(TV) Nashville NBC
WI’V_F(TV) Nashville CBS (Conus)

Texas

WFAA-TV Dallas ABC

KPRC-TV Houston NBC (Conus)
‘KTRK-TV Houston ABC O&0
KENS-TV San Antonio CBS
KEATLTY San Antonio ABC (Conus)

Utah

KSL-TV Salt Lake C«g CBS (CNN)
KTVX(TV) Salt-Lake City ABC
KUTV(TV) Salt Lake City NBC (Conus)
Virginia

WTKR-TY Nortolk CBS (CNN)
Washington

KOMO-TV Seatile ABC (Conus)

Wisconsin
WISN-TV Milwaukee ABC (Conus)
WTMJ-TV Milwaukee NBC (CNN)

Stations sharing vehicles

m KYW-TV Philadelphia NBC; KDKA-TV Pitisburgh
CBS, and WJZ-TV Baltimore ABC

l-KSNT(TV) Topeka, Kan~ NBC (Conus);
KSNW(TV) Wichita, Kan. NBC (Conus), and
KSNF(TV) Jopiin, Mo. NBC (Conus)

B WXI(TY) Winston-Salem, N.C. NBC (Conus);
WYFE-TV Greenville, 3.C NBC (Conus)
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and have our reporter be some place hun-
dreds of miles and beaming the local story of
the local candidate back to the Kansas City
market.”

Additionally, with most of the coopera-
tives, there’s a ** *You scratch my back, I'll
scratch your back kind of mentality,” ”
Bracco said, adding that “there’s a lot of
trading.”

WIXT’s Martin agreed that stations will
help one another. As more stations have
trucks, “there are a lot of very informal ‘net-
works’ around the country, where ‘we
helped you, now you helpus,” ” he said. But
Martin explained having one's own SNV
equipment has made coverage of major
_events easier. There now are “a lot more
uplinks. As aresult, [stations] aren’t waiting
in line.”

He added his staticn will be “very in-
volved” in covering the primaries, and an-
ticipates being “very busy” in Florida for
Super Tuesday. WIXT will also rely on affili-
ations with other stations to get reports.
“Now I may send crews, but I will certainly
not send trucks. We won’t send artillery, be-

cause our truck will be very busy covering
Super Tuesday. It will be providing for sta-
tions outside Florida who will be interested
in what’s going on here.”

Also, Martin said, as a Post-Newsweek
station, WIXT will have additional resources
and access to material from other Post-
Newsweek stations, such as WFSB(TV) in
Hartford, Conn., which also has a truck that
“will likely be in New Hampshire.” The dif-
ference between covering the 1988 political
vear and 1984, he said, is that “with all those
extra uplinks, your chances of getting on
your news when you want to are much great-
er than they were.”

“Back at the conventions in 1984,” he
added, “we were all dealing with outside
venders. None of us were uplinking our-
selves. Now, we all have the hardware-
...[but] without a lot of Ku .transponder
space, there isn’t going to be a need for a lot
of those trucks. In other words, it’s self-
limiting . . . Everybody who has a truck sim-
ply can’t show up, because there’s no path
out.”

Another Florida station, wrvI(Tv) Miami,

like many others, has not fully coordinated
its coverage for the 1988 political year
Larry Henrichs, the station’s acting news di-
rector, said last week that wrv] will rely
“pretty much on a 50-50 split” with the
Conus affiliates and its own CBS network
affiliates. “We’re going to throw it all in a
pool and work with a pool arrangement.”

In Boston, WBZ-TV plans extensive cover-
age in New Hampshire beginning as early as
this fall, according to its news director, Stan
Hopkins, because there has been a “signifi-
cant increase in the amount of campaigning
on the part of the candidates,” he said. The
station is opening a bureau there, and rather
than using microwave, as the station has
done in the past, WBZ-Tv will park its Ku-
band truck at the bureau location and use it to
edit and feed material throughout the cam-
paign season.

For election coverage as a whole, the sta-
tion does not plan to take its SNV out of the
Boston area, but Hopkins said he will be
“calling upon all of our friends and relatives
around the country that have any capability
at all in hoping to work with them.” B

Remote possibilities for remote sensing

Although pictures from satellites
with imaging capabilities have
caused a mini-sensation, most see
widespread use to be, at a minimum,
years away, because of financial,
legal and technical obstacles

Earlier this month, ABC’s Jennings/Koppel
Report, 1n a piece on what seems to be the
approaching crisis in the Persian Gulf, used
some stunning pictures from space to illumi-
nate the story. The pictures showed the gulf
both from a high-flying government weather
satellite and a lower-level, remote-sensing
landsat satellite, as well as three-dimension-
al pictures from yet another satellite, a
French SPOT, of the sites on Qeshm Island,
in the Straits of Hormuz, where the U.S.
says Iran may install Silkworm missiles to
threaten shipping in the gulf. The pictures
grabbed and held the viewer’s attention.
Computer-enhanced, remote sensing imag-
ing—as the technique is called—is, said Jeff
Gralnick, executive producer in charge of
ABC news specials, “a damned interesting

reporting tool.”

Indeed it is. That has been evident since
images of the nuclear plant disaster at Cher-
nobyl, Russia, were picked up in April 1986
by the American EOSAT’s (Earth Observa-
tion Satellite Co.’s) Landsat Vand then Fran-
ce’s SPOT Image, remote sensing satellites
that operate in 500-mile orbits. The pictures
were published and shown on television,
And although the analysts had some trouble
determining exactly what the satellite’s sen-
sors had picked up—that was especially true
of the Landsat pictures, which lack the defi-
nition of SPOT’s and led at least one network
to report two, rather than only one, “hot”
spots at Chernobyl—satellite remote sensing
had arrived as that “damned interesting re-
porting tool.”

Even earlier, in April 1985, ABC News
broadcast imagery of the Iran/Iraq border
area. And since then, Landsat and SPOT
have provided images of rocket sites in Lib-
ya and secret military installations in the So-
viet Union—ABC, CBS and Cable News
Network showed imagery of the Soviets” nu-
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clear testing facility at Semipaiatinsk, some
1,800 miles southeast of Moscow. In April,
ABC’s World News Tonight presented SPOT
pictures of a massive radar installation deep
inside the Soviet Union that, the report said,
constitutes a violation of the Anti-Ballistic
Missile Treaty. ABC has even used the tech-
nology for less cosmic purposes: A SPOT
satellite focused on New York City harbor as
a map reference during ABC News’s Liberty
Weekend coverage July 4, 1986.

For all of that, the interest of news media
executives in investing in what some are
calling a mediasat—a remote sensing satel-
lite dedicated to the media’s uses—seems
tepid. Lawrence Grossman, president of
NBC News, saw such an investment as a
possibility “down the road.” “We have peo-
ple following it,” he said. “But it’s not a
major project.” David Burke, executive vice
president of ABC News, which probably has
used remote sensing more than any other
network, saw the technology as making it
possible to report on major events in areas
where reporters are barred. “But,” he said,
“people shouldn’t get overly excited about it
at this point.” Perhaps, he said, the techno-
logical advances he saw as necessary would
be made “in the next decade.” A CBS offi-
cial said: “There hasn’t been that much
pressing need for such a service. Perhaps
some time in the future.” And Richard:
Tauber, director for satellites and circuits for
Cable News Network, said: “I don’t think
it’s a very good investment.” He noted that
when CNN wants particular pictures from
space—like those of the Chernobyl disas-
ter—they are available.

A large part of the problem—at a time
when networks are paring instead of increas-
ing expenses—is cost. A state-of-the-art,
top-of-the-line, two-satellite mediasat, com-
plete with ground system, would cost up to
$470 million. The four networks could, pre-
sumably, band together to build and operate
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such a systemn. But the U.S. Office of Tech-
nology Assessment has estimated that the
total annual cost for networks over a five-
year period would range between $53 mil-
lion and $109 million (BROADCASTING, June
1). Piggybacking a media-dedicated sensor
on a satellite would be much cheaper—be-
tween $60 million and $80 millicn for one
that would provide five-meter resolution,
that is, one sufficiently powerful to pick up
objects as small as five meters across, the
standard that media rcpresentatives say they
would require. SPOT has a resolution of 10
meters and Landsat, 30, but the next-genera-
tion Landsat vehicle is to have a resolution
of 15 meters. EOSAT officials indicate the
company would build a five-meter-resolu-
tion sensor into the Landsat VII scheduled
for launch in 1993 or 1994 if the media indi-
cated an interest. That, obviously, remains a
question.

But cost is not the only problem. The
imaging provided by the remote-sensing sat-
ellites does not generate the kind of pictures
familiar to viewers. The sensors measure the
radiation and light that are reflected and
emitted from earth in different bands or col-
ors; the satellite returns the data, in digital
bits, to ground receiving stations, where the
data is interpreted by computers and con-
verted into what passes for photographs.
Still, as Tauber noted, they require interpre-
tation for the viewer, a tricky discipline. And
all of that takes time. The SPOT images
shown on the Jennings/Koppel Report came
from data ordered five days in advance of the
satellite’s pass over the gulf, on June 18, and
the image processing required about six
days. True, the processing produced a re-
markable three-dimensional look for the vid-
eo version: The camera seemed to be zoom-
ing in and around Qeshm, an effect TASC
(The Analytical Science Corp.) of Boston
created with the aid of a computer, into
which a flight path had been programed, and
a terrain elevation map. The demands of
journalism do not always allow for such a
leisurely pace.

Then, too, there is the impediment media
representatives see the government as hav-
ing thrown up in the restrictions that the
Commerce Department has imposed on the
use of remote sensing satellites. Under the
regulations, the department would deny or
condition a license on the basis of findings

Complete

by the Defense or State Departments that the
proposal would violate national security or
interfere with the U.S.’s “internaticnal obli-
gations.” The media groups, led by the Ra-
dio-Television News Directors Association,
argued 1n vain that such rules would violate
the First Amendment (BROADCASTING, July
14). And they have expressed concern that
such restrictions would discourage media in-
terests from making the investment a media-
sat would require. (Another possible prob-
lem is a directive reportedly issued by
President Carter in 1978. Tt is said to limit
civilian remote-sensing satellites to a L0-me-
ter resolution. However, the directive pre-
sumably would be subject to challenge at the
tme of licensing.)

EOSAT—a jont venture of RCA Corp.
and Hughes Aircraft—has not yet made a
major effort to secure media investment in
future Landsats and thus ease the burden of
depending on govemment subsidies. {The
government agreed to provide a $250-mil-
lion subsidy when it turned its Landsat sys-
tem over to EOSAT in 1985, but the pay-
ments have been slow in coming—$90
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million initially and nothing more until Con-
gress earlier this summer included $62.5
million for EOSAT in a supplemental appro-
priations bill. However, even those funds
will not be released until the Commerce De-
partment provides an overall plan on imple-
menting the privatization plan.) “We're in an
educational environment,” Matthew Wil-
lard, EOSAT’s market planning director,
said last week. “They [the media] aren’t up
to speed on requirements or what they’d do
with the data we can provide.” Willard has
been doing his educating of media execu-
tives at various seminars and meetings on
the new technology. “I'm going to start talk-
ing individually to the people at those meet-
ings,” he said. But he was not overly opti-
mistic. ‘“The media are interested in a
mediasat,” he said. “But no one is beating
down our doors for one.”

To Mark Brender, the ABC News assign-
ment editor in Washington who has done as
much as any one individual to publicize and
promote remote sensing imagery as the es-
sential next step for American journalism,
the attitude of those in the networks in a
position to influence policy is less than
imaginative and bold. They require, he sug-
gested, some of the drive of Gutenberg.
“Gutenberg didn’t have 500 people lined up
outside his door when he invented the print-
ing press,” Brender said. “No one in the
media 1s even doing a study, which I find
unfortunate.” He noted that Booz, Allen & .
Hamilton 1s preparing a marketing study for
SPOT, while Hughes is preparing one for
EOSAT.

Brender heads the RTNDA's Media in
Space Committee, but his concern is the net-
works. At a time when their audiences are
being siphoned off by competitors, like
Conus, the satellite newsgathering consor-
tium, and cable television services, he says,
the networks are missing a beat by not grab-
bing on to the new technology of remote
sensing. Indeed, he says, offering a market-
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ing tip, remote sensing provides “informa-
tion,” not only “news.” To him, the distinc-
tion is that information is material that could
be repackaged and sold. Who, he asked,
would want pictures of an attack on an oil
tanker? “Qil companies? Insurance compan-
ies? Iran?” So it 1s not just material for the
evening news programs that the networks
could gather through remote sensing, he
says.

Adding to Brender’s unease last week was
the report that the Soviet Union was increas-
ing efforts to sell photographs taken from
satellites in space—and pictures that have
better resolution than that available in the
West. The Soviet publication Jzvestia report-
ed that a Soviet trade organization, Soyuz-
karta, had sold photographs taken from a
Soviet spacecraft to Syria and that parties in
Australia, Kuwait, Angola, North Korea,
Vietnam and East Germany had indicated an
interest. The images are said to have a reso-
lution of six meters, significantly sharper
than SPOT’s 10-meter resolution capability.
Western experts are reported to believe that
at least some of the Soviet photographs are
being taken by the Mir manned space sta-
tion, which orbits the earth every 90 min-
utes. The report, Brender noted, emerged
less than a week after the U.S. Commerce
Department issued its rules goveming li-
censing of remote sensing satellites that the
media contend will restrict their use of the
new technology.

Perhaps the news media’s lack of enthusi-
asm for a mediasat stems from the fact the

technology involved was not designed for
such a purpose. The basic concept was de-
veloped by the National Aeronautical and
Space Administration in the 1960's as a
means of forecasting the weather, analyzing
crops, even exploring for oil and other min-
erals. The government’s need for intelli-
gence gathering was also a factor in the de-
velopment. And the legislation by which the
government turned over the Landsat system,
which had been established in 1972, to a
private company authorized the Commerce
Department to impose restrictions on the sat-
ellites’ use.

But a small company in the Washington
suburb of Mclean, Va., Defense Systems
Inc., which builds miniature communica-
tions for the military—the current genera-
tion of satellites are used for experimental
purposes, but a follow-on generation would
be used for communications—thinks it may
have what broadcasters, not only the net-
works, need: a small satellite, weighing up
to 250 pounds, that would circle the earth in
a low (150-to-300-mile-high), polar orbit,
taking pictures with a color television cam-
era that could define objects as small as sev-
en or eight meters across. The satellite
would cost up to $2 million, the launch, up
to $500,000—but as low as $40,000 if pack-
aged as “a get-away special” on a space shut-
tle. At least that was the description Defense
Systems’ director of space technology, Dr.
Richard Fleeter, provided last week. One
problem that the mini-bird would not es-
cape, however, is Commerce Department li-
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censing. J. Laurent Scharff, lawyer for
RTNDA in its battle with Commerce over its
proposed regulations, says those regulations
provide for no exceptions.

Fleeter said Defense Systems has contact-
ed eight broadcast groups, soliciting them as
customers for the mini-mediasat. Although
most showed no interest, “two or three” did,
he said. But of those, he cited only one,
NBC. He said David Baylor, vice president,
production and broadcast operations, had
asked for a detailed briefing. Baylor said he
did not know enough about the proposal to
determine whether it would be viable. But,
he said, *“we’re interested in hearing more
about it.”” Another of those who had been
contacted was less impressed: “It didn’t set
us on fire.”

Presumably, the executive was simiply not
persuaded by the initial presentation. But the
attitude suggests a barrier that remote-sens-
ing advocates like Brender see as their mis-
sion to overcome. For the moment, at least,
picture taking from space, as a full-time,
ongoing operation rather than merely “a
damned interesting reporting tool,” may be
one of those ideas whose time has not yet
come. o

Scrambling makes
a comeback
as Hill issue

Home satellite industry has renewed
hope that Senate will take action

to rectify what indusiry sees as unfair
marketplace; copyright matters

may also come under scrutiny

Congressional interest in the home satellite
marketplace is intensifying. In January,
much of the fervor associated with backyard
dish owners’ desire for access to scrambled
satellite programing—cable and broad-
cast—at fair and reasonable rates seemed to
have faded. There were signs that the mar-
ketplace was settling down and there were
hopes that the cable and home satellite in-
dustries could prosper together. But a differ-
ent picture is now emerging, and TVRO in-
terests and cable may be headed for another
congressional showdown.

“This issue is proving to have a longer
shelf life than had been anticipated,” said
one cable industry source. And it’s under-
stood the National Cable Television Associ-
ation is concerned there will be an effort to
move the so-called scrambling legislation.
Last year, after intensive lobbying by
NCTA, the Senate voted 54 to 44 to kill a
rider to a bill that dish owners felt would
make the home satellite marketplace more
competitive.

Scrambling bills were reintroduced this
year by Representative Billy Tauzin (D-La.)
and Senator Al Gore (D-Tenn.), both of
whom led the charge last year. The bills
(H.R. 1885 and S. 889) are identical. Under
the bills, cable programers would be re-




IR SATELLITES '87 M

quired to make their programing available to
third parties on a nondiscriminatory basis.
The measures also call on the FCC to set
standards for encryption (a provision that
even the TVRO industry disapproves) and
require the agency to initiate a rulemaking to
expand network programing into rural areas.
And the Federal Trade Commission would
be assigned to prepare an investigation of the
TVRO marketplace to insure there is compe-
tition. If the agency concludes otherwise, it
is “authorized to establish any remedies
which it deems necessary to produce ade-
quate competition for such programing.”

Already the stage is being set for another
confrontation. Two weeks ago at a House
Telecommunications Subcommittee hearing
(BROADCASTING, July 6}, members ex-
pressed strong concern that the marketplace
1s not working. They seemed unconvinced
by testimony that dish owners can purchase
cable programing at comparable or even
lower rates than cable subscribers. Further-
more, some congressmen believe the cable
industry has a lock on distribution to dish
owners and that other third-party distributors
are being shut out. They feel the market-
place will never be competitive unless third-
party packagers of satellite programing
flourish. But cable argues that third-party
packagers are not the answer. “I don’t see
that third parties can do anything today
about the doldrums this industry is in,” said
Steve Effros, president of the Community
Antenna Television Association.

Larry Irving, senior counsel to the sub-
committee, thought the level of concern was
greater than he anticipated, but he did not
indicate there would be any immediate ac-
tion on the issue, Moreover, it’s believed the
Senate will move first.

At least that’s how the home satellite in-
dustry thinks it wili play out. “There’s a lot
of sympathy in the Senate,” said Christine
Gliozzo, spokeswoman for the Satellite
Broadcasting and Communications Associ-
ation. Actually SBCA may be pinning all its
hopes on the Senate. Gliozzo indicated the
group was “discouraged” by the House hear-
ing, which they felt was a “rehash of old
issues.”

A more accurate reading of what lies
ahead in the Senate may be had when the
Communications Subcommittee convenes a
hearing July 31 on the TYRO marketplace.
1t’s been said the Senate bill enjoys consider-
able support, enough to have generated re-
ports that a markup could occur in Septem-
ber, but subcommittee staffers did not
confirm that report. There also was a general
reluctance on the part of staff to speculate
what the Senate will do on the matter. “We’ll
have a better idea after the hearing where it’s
[the bill] going,” said one Senate staffer.

The renewed interest in the issue has oc-
curred despite findings by the FCC and Na-
tional Telecommunications and Information
Administration that the backyard dish indus-
try is “developing in an effectively competi-
tive way.” The Justice Department has also
tentatively cleared the cable industry from
any antitrust violations in the home satellite
marketplace. Apparently, the cancellation of
the TVRO package proposed by Turner

Everything You Could Want
In Satellite, Tape Distribution

TVSC Offers It All...

o QUALITY

The strongest commitment to quality. 99.8% dubs
with no field-reported errors.

o ON-TIME DELIVERY

100% of time-critical orders completed on schedule.

o FINEST EQUIPMENT

State-of-the-art.

o LOCATION

80% of the nation’s TV stations are within 700 miles
of our Pittshurgh location. Save shipping costs.

oA FAST SERVICE

No extra charge for those last-minute needs.

™ EXPERIENCE
TVSC started it all. Twenty-seven years of service to
broadcast and industry.

¥ PROVEN PERFORMANCE
TVSC handles over 600,000 telecasts a year.

o PEOPLE

The best in the industry.

o PRICE
With all these advantages, TVSC offers rates that
are very competitive.

Y CHECK US OUT!

Write or call:

‘v TELEVISION VIDEOTAPE .
SATELLITE COMMUNICATIONS

A DiVISION OF GROUP W PRODUCTIONS / A WESTINGHOUSE BROADCASTING COMPANY

MIKE HUDSON / DICK DREYFUSS / HERMAN MOSLEY / 800-245-4463
310 Parkway View Drive, Pittsburgh, Pennsylvania 15205

GROUP

Broadeasting Jul 20 1987
57




s S ATELLITES '87

Broadcasting System, the growing owner-
ship concentration within the cable industry
and HBO's decision not to offer Festival, its
new family-oriented pay cable service, to
dish owners, have contributed to a review of
the matter. (HBO has since said it is re-eval-
uating that decision.)

Because the debate remains a grass-roots
issue, cable is facing a tough challenge.
“This is not an issue of substance: it’s poli-
tics,” said one cable industry source. And as
House subcommittee member Al Swift (D-
Wash.) put it to cable witnesses during the
hearing, “We’re dealing with a public dissat-
isfaction. What the real problem is...you
need to respond to it if you’re going to keep
us from going in and doing it for you.”

On the copyright front, action is also ex-
pected on legislation that would encourage
the satellite distribution of broadcast station
signals to backyard dish owners. The bill,
based on one the House Judiciary Commit-
tee adopted last year, would create a statu-
tory copyright license covering the satellite
distribution of network and independent
broadcast signals to TVRO homes. The bill’s
author, House Copyright Subcommittee
Chairman Robert Kastenmeier (D-Wis.), is
expected to convene hearings in the fall, and
prospects for the measure seem good. On the
Senate side, the issue has yet to surface.

It enjoys the support of the cable, motion
picture and TVRO industries, although last
year each had expressed some reservations.
Hollywood is a long-time opponent of ca-
ble’s compulsory copyright license and was
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not anxious to see the concept applied to the
dish marketplace. Cable, on the other hand,
voiced concern that the bill eliminates the
license after eight years. And the backyard
dish industry was dissatisfied with last year’s
version because it excluded network signals.

The bill is expected to encounter opposi-
tion from broadcasters (independents and
network affiliates). Last year broadcasters
were able to keep the measure from a vote on
the House floor, although Congress was set
to adjourn and the bill’s proponents say they
simply ran out of time. But Hill sources say
that shouldn’t prevent the measure from
making the same progress as it did before.

Some new variables have developed that
could affect the outcome. Agreements like
that between NBC and Netlink USA could
“eliminate the need for the bill,” said one
broadcast lobbyist. Under this arrangement,
Netlink, which is partly owned by cable

MSO Tele-Communications Inc., will dis-
tribute NBC’s KcNC-Tv Denver to TVRO
owners unable to receive the network’s pro-
graming. Netlink is attempting to fashion a
similar deal with ABC. CBS has told Net-
link it’s not interested.

But others say Netlink will need the Jegis-
lation because it could be classified as a
COMMON Carrier.

Another element that may arise during the
debate is the FCC’s interest in a rulemaking
to reimpose syndicated exclusivity rules,
Cable interests say distant signals would dis-
appear from cable if their syndicated pro-
graming were blacked out locally. “This will
all be moot if syndex goes into place.” said
CATAs Effros. “They’ve [backyard dish
owner| got access. They ought to worry
more about the fact that there isn’t going to
be any signals up there if syndex goes in,”
said Effros. O

Around the world by bird

From news to business to special
events, the world is increasingly
turning to satellite technology

for distribution purposes

International trafficking of satellite video is
on the rise, according to major overseas sat-
ellite service providers, and the growth is
expected to continue, helped along by an
increased interest around the world in news
from abroad, a more relaxed international
regulatory environment and improvements
in satellite technology that have eased access
to the international links and lowered costs.

Broadcast television, although still a
small business compared to voice and data
volume, dominates the Intelsat satellite vid-
€0 transmissions that link Europe and the
U.S., and the U.S. with the Far East. Al-
though broadcasters and news services are
expected to remain leading customers in the
field, corporate video has the potential to
become a far greater source of revenue.
*Media events” such as the 1985 “Live Aid”
concert could grow into a key business as
well.

Limiting factors, however, still confront
overseas video traffickers. It is sometimes
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awkward to reach the large, out-of-the-way
international satellite earth stations, entail-
ing the use of expensive landlines or double-
hops through domestic satellite systems.
Also, international regulatory schemes that
govern direct access to Intelsat satellites, al-
though much looser than they were a year or
two ago, are still relatively complex and can
as such hinder new applications.

But satellite time brokers and gateway
providers, like Brightstar, Comsat, RCA,
IDB and Washington International Teleport,
are projecting growth nonetheless, and sev-
eral have plans or are already building new
facilities to handle it. William Page, director
of North American marketing for Brightstar
Communications, one of the largest suppli-
ers of international satellite video time, sees
his company’s video traffic growing from a
current six hours a day of occasional use to
as much as 14 to 15 hours a day with both
occasional and full-time users by 1990.

At RCA Americom, which regularly sup-
plies occasional satellite time to companies
including the BBC, Italy’s state broadcaster
RATI and broadcasters from Japan, Australia
and New Zealand, Director of Broadcast
Services Andreas Georghiou projects a more
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conservative growth of 8% to 10% annually
for broadcast video during the next several
years.

Comsat also expects growth, according to
Nancy Salvati of Comsat’s World Systems
Division, Intelsat Satellite Services. She
sald occasional use video will see the most
new business, with full-period video leasing
now peaking after some 50% growth in the
last five years.

Jeff Sudikoff, president of IDB, expects a
doubling of video traffic over the Atlantic in
the next three to five years, And at the Wash-
ington International Teleport, President
Bruce Kirschenbaum predicts that his cur-
rent 80 to 100 hours per month of interna-
tional news service traffic will grow to up to
200 hours by the November 1988 U.S.
presidentiai elections.

And significant cost cuts may also be ex-
pected by customers using new, more cen-
trally located, direct-access earth stations,
and further cost reductions are also being felt
in a preliminary way as a result of Intelsat’s
13% rate reduction in international video tar-
iffs.

Much of the growth, the companies pre-
dict, will come from the increasing trend
toward international news coverage, both by
U.S. and foreign broadcasters. Explained
Georghiou: “There’s an unmistakable ten-
dency to have content in news that goes be-
yond national boundaries. Distant locations
are not that distant any more. There are also
now facilities in place to let this happen on a

ID8's London “Fly Away

routine basis, helping both to generate and to
meet the demand.™

But broadcast uses, primarily transmis-
sion of news and sporting events, may not be
the only, or, in the future, even the main
applications of satellite video technology.
Corporate or business video applications
will experience “tremendous” growth. in the
belief of both Brightstar’s Page and Ed
Helfer of Visnews Ltd., co-owned with
Brightstar. IDB’s Sudikoff also sees non-
broadcast video outpacing broadcast during
the next several years.

RCA’s Georghiou is less optimistic about
business video. particularly over the Atlan-
tic, “I'm not sure Europeans are set up very
efficiently for that. The potential depends on
the regulatory environment and whether bu-
sinesses are allowed direct access to Intel-
sat.”

And traffic over the Atlantic, for the time
being, will probably remain far more plenti-
ful than that over the Pacific, although ex-
panding business ties with the Far East could
easily change that. Because most of the big-
gest Far East users, such as Japan's national
broadcaster NHK and Australian networks
Channel 7 and Channel 9, have already
signed on for full-time circuits, there is less
room for growth in Pacific traffic, a number
of observers believe.

But Sudikoff also blames light Pacific
traffic on what he calls the “inadeguacy™ of
the Comsat-run West Coast ground segment
in Jamesburg, Calif., which he says requires
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DBS forges ahead in Europe and..'lap'én

While high-power direct broadcasting by .sateliite ts far from
reality in the U.S., Europe is on the verge of launching its first
DBS service this year and may have as many as five services by
the early 1990%. In Japan, national broadcaster NHK is planning
to place a high-power DBS system in action by 1990.

The launch of the European DBS industry depends, however,
on the successful restarting of the French Arianespace rocket
schedule, which was sidetracked by serious technical prob-
lems in early 1986. The first flight since then is tentatively set for
late next month.

If all goes well with Arianespace, West Germany is expected
to have the first DBS service up and running, with its Ariane
launch currently scheduled in October. Programers on the four-
channel TVSAT-1 salellite will include two private broadcasters,
Luxembourg’s RTL-Plus, and Sati, a cable satellite channel run
by a consortium of West German publishing companies. The two
national German channels, ARD and ZDF, will occupy two other
channels.

France's DBS system, also government-backed, is the four-
channel TDF-1 satellite, scheduled for an Ariane launch in April
1988. Programers are now awaiting government action on bids
made last month to occupy the satellite transponders. Among
the bidders are private channel Canal Plus and the newly priva-
lized national channel TF-1. The French cultural satellite channel
La Sept has already been given a slot on the system.

Both the West German and French satellites, which share a
co-located orbit so that viewers ¢can adjust their dishes to re-
ceive both sets of channels, will each be joined by a second
satellite—France's TDF-2 to be launched in the fall of 1989 and
West Germany’s TVSAT-2 to be launched in February of 1990—
allowing each to ultimately have five channels of programing.

The British DBS project, privately run under a consortium
headed by broadcaster Granada TV, media company Virgin
Group and publisher Pearson, is expected to launch the first of
two satellites in late 1989, with a second backup satellite to be
launched in late 1990. Both satellites are to be built-by Hughes,
with'launch responsibilities going to McDonnell Douglas.

The two full-time channels on the British satellite will air an
entertainment service and’ a rniews service, while two part-time
channels will broadcast a children’s daytime service and a night-
ly pay film service.

Additional DBS projects also int ptanning include the Scandi-
navian Tele-X system, tentatively scheduled for launch in No-
vember 1988. The satellite, under joint development by Swe-
den, Norway and Finland, will"carry two channels for television
and two for data services. An Irish DBS project is also on the
drawing boards in a joint venture with Hughes.

Medium-powered DBS, operating out of the lower half of the
Ku-band now generally used for nonbroadcast services among
broadcasters, cablecasters and other entities, Is also emerging
as a strong contender to reach nomes in Europe.

Luxembourg's SES Astra project, :with--the launch of a 16-
channel satellite scheduled on Arianein fall 1988, will be market-
ed head-on against the West German, French -and English ser-
vices. While its lower power will require slightly larger dishes that
the high-power DBS services (85 centimeter against 60 centi-
meter), it hopes to win continent-wide audiences by providing a
mixture of single-language entertanment and pay theme chan-
nels in English, French, German and Scandinavian. along with
up to five channels of pan-European, multilingual theme chan-
nels.

Astra is not alone in its. medium-power DBS approach. Eu-
rope's Eutelsat, which already carries at least a dozen of Eu-
rope’s largest satellite-to-cable programs at lower power, has
plans to launch a new-generation, medium-power Ku-band bird
with- DBS possibilities in 1990.

Across the globe in Japan, national broadcaster NHK is alsc
proceeding with plans to launch its multichannel high-power.
DBS service, with the first satellite going up in 1890 and the
second in 1991. The DBS service is projected to include at [east
one channel in the Japanese-developed high-definition tefevi-
sion system, Muse; and the country nas already begun experi-
ments with HDTV and regular DBS service using two DBS chan-
nels on experimental sateliites first launched in 1984 and 1986.

a “hodge-podge” of multihop microwave in-
terconnects for users to reach locations out-
side the earth station site. By contrast, Com-
sat’s East Coast uplink sites at Etam, W.Va_,
and Andover, Me., both have RCA and
Western Union earth stations co-located
there to ease domestic distribution by use of
a satellite double hop arrangement.
Another potential business area is what
Visnew’s Helfer refers to as “media events,”
large-scale interactive satellite broadcasts
with multiple feeds merging in different in-
ternational sites, such as the recent “prayer

for world peace” with Pope John Paul 11, for
which Visnews handled 30 transponders
worldwide. “[Satellite] media events could
double,” he said. “In the past, satellites have
been used for news events going out from
one place to many others. Now what we’re
getting is world participation from 12 to 14
sites at a time, with feeds being injected
from around the world.”

Helping to open access to the Intelsat net-
work are the lifting of regulatory roadblocks
here and in Europe, which in the past might
have stymied efforts to build the new busi-

-News Feeds
-Sporis Broadcasts

-Voice & Data
Transmission

When it has to be right,
we make sure it is!

CAPITOL SATELLITE

The New Technologies Subsidiary of Capitol Broadcasting Company
Raleigh. North Carolina

919.834.3265 (24 hours a day), 919.859.1400

-Videoconferencing

-Fixed Uplinking

-Starshooter Trans-
portable Uplinking

Broadcasting Jul 20 1987
60

ness. “International TV used to be an adven-
ture. Now it’s an everyday occurrence,” ac-
cording to Brightstar’s Page. 1DB’s Sudikoff
agreed: “International communications is
still highly regulated, [but] the foreign side
has become much easier to deal with. There
are more competitive atmospheres in coun-
tries with more than one carrier and more
pressure {0 see Intelsat work.”

In the U.S., for example, customers pre-
viously had to uplink exlusively through
Comsat earth stations to reach Intelsat, but
now other gateways are allowed direct ac-
cess to Intelsat and are competing for busi-
ness, although Comsat still books all U.S.
client time on the international links.

Comsat, itself, is now leaving the busi-
ness of providing the gateways and is selling
its international earth stations to AT&T. Sal-
vati acknowleged that distribution domesti-
cally had been “poor” and said the company
was encouraging others to build new, more
centrally located international satellite ac-
cess points. As many as 10to |2 providers of
international earth stations are expected to
be in the business in 1987-88, Salvalti added.

Among those taking advantage of this
new flexibility are such satellite gateways as
the Washington International Teleport,
where Bruce Kirschenbaum expects to
achieve cost reductions of up to 25% to 30%
in reaching Intelsat, by eliminating the dou-
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ble-satellite-hop  approach required for
reaching Comsat’s uplinks and replacing it
with a direct-access earth station now under
construction.

[DB, which is now constructing a new
15.2-meter earth station in Los Angeles with
direct access to Pacific region Intelsat links
and plans a similar C-band earth station in
the New York area within eight months, also
claims it will be able to sell services at well
under the $250-to-$300-per-hour cost now
charged to reach the international circuits by
eliminating the double-hop requirement at
its new Los Angeles earth station.

At Brightstar, which was the first to pur-
chase for resale a full-time international
transponder between New York and London,
the company plans to expand its business
with a move by year’s end from its current 18
mhz C-band transponder, which allows it to
transmit in only one direction at a time, to a
36 mhz C-band channel, allowing two-way
transmission between between U.S. and Eu-
rope, with plans for a direct-access earth sta-
tion either in either Washington or New
York, replacing current use of Comsat’s An-
dover, Me., facility.

RCA Americom, which entered the busi-
ness in late 1984 with co-located earth sta-
tions at Comsat uplink sttes in Etam, W. Va.,
and Andover, Me., now plans to open up a
direct-access Pacific video service later this
year using existing business service antenna
facilities in Point Reyes, Calif., with details
to be announced in the next few weeks.
Georghiou said the company will also coop-
erate with other direct-access facilities on
the East Coast to distribute international traf-
fic domestically, in addition to maintaining
the co-located earth stations with Comsat.

Dishing out
programing:
peddling the
satellite bicycle

Although most stations have satellite-
receive capability, tape or combination
of delivery modes still prevalent

Just about every commercial television sta-
tion has a satellite earth station to receive
programing, many of them two, three or
even four. And with companies like the Rob-
ert Wold Co. leading the way, more syndi-
cated programing is available on satellite
than ever before. Yet, the old-fashioned
method of distributing syndicated program-
ing by duplicating and shipping tapes is still
flourishing because it is still the most eco-
nomical method for some stations and for
some types of programing.

Despite all the talk about the satellite dis-
tribution revolution, few syndicated shows
are distributed exclusively by satellite. Most
are distributed by tape alone or by a combi-
nation of satellite and tape—the ratio of sta-
tions receiving by satellite to those by tape
varying from show to show.

Programs such as Paramount’s Entertain-

ment Tonight, which are produced the same
day they are to air, demand all-satellite dis-
tribution. But how most other programs are
distributed depends on how much money it
will save the syndicator and the stations.

In general, syndicators of old films and
off-network shows without barter are con-
tent to continue delivering their shows by
tape because they don’t have to make indi-
vidual tapes for each station and ship them
by express courier. Syndicators of time-sen-
stive, first-run programs and off-network
shows with barter spots, however, want to
reach as many stations by satellite as possi-
ble because their programing has to reach a
lot of stations in a relatively brief time. The
limiting factor in such cases is the stations.
Some stations have the personnel and satel-
lite and tape equipment to take the bulk of
such programing by satellite. But, many oth-
ers, mostly stations in medium-to-small
markets, lack sufficient resources to receive
and record satellite feeds and opt to receive
the programs by tape. Said Don Buck, presi-
dent of Videodub Inc., a New York-based
tape-satellite distributor, “It’s up to the sta-
tion to decide how they receive a show.
They’re the ones calling the shots.”

Robert Wold, president and chief execu-
tive officer of the Robert Wold Co., said
between 30% and 40% of all stations contin-
ue to take programs available on satellite by
tape because of “shortages in manpower and
tape machines.” “Some shows are fed at
times when material and manpower are dedi-
cated to other purposes,” he said. The small-
and medium-market station are less apt to
take satellite feeds than are large-market sta-
tions that are “more generously staffed and
have more equipment available,” he said.

According to Wold, his station relations
people are constantly trying to convince sta-
tions that don’t already do so to receive pro-
grams by satellite. The more taking satellite
feeds, the more cost efficient the whole dis-
tribution system is. “If we have to send a
tape dupe to 35 of 100 stations that’s an out-
of-pocket cost that works against overall ef-
ficiency.”

Gary Worth, president and CEO, Wes-
temWorld Television, which owns the Video
Tape Co., a major satellite/tape distributor,
said that VTC doesn’t press stations to take
satellite feeds in lieu of tape. VTC recog-
nizes that not every station is going to take
advantage of the satellite feeds and that
many are going to insist on taking tapes be-
cause they are “spoiled” or because they
simply don’t have the in-house resources to
handle the feeds, he said. “You are never
going to get 100% satellite,” he said. “That’s
utopia.”

Worth said that the percentage of stations
raking any particular show by satellite will
continue to creep upward in the years ahead,
but that, for the most part, the business has
matured.

Robert Wold Co. owns satellite facilities
only and subcontracts its tape distribution
work to other companies. But some of its
competitors such as VTC and Videodub/At-
lantic own satellite and tape facilities. Wold
said that such competitors have a “contlict of
interest from a marketing standpoint.” In-
stead of trying to encourage the more cost-
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efficient satellite reception, he said, they
may encourage some station to continue to
receive programs on tape so that they keep
their tape equipment working.

Videodub’s Buck dismissed Wold’s con-
flict-of-interest charge. Like other program
distnbutors, he said, Videodub/Atlantic is
interested in weaning as many stations from
tape to satellite as possible. Videodub has
plenty of other jobs for its tape machines,
including making dubs of advertising spots
for commerical distributors and industrial
videos for corporations.

As the distributors say, most stations are
limited on how much programing they can
take from the satellites by either shortages of
equipment or personnel. Jon Findley, pro-
gram director at KDAKTV) Dallas, said the
limiting factor at the Fox affiliate is people.
KDAF has the dishes and the tape machines,
but it doesn’t have the manpower to down-
link and record all the satellite feeds it would
like. The station tries to “maintain a balance
and overload the technical staff with too
much not downlinking,” he said.

AUKAKE-TV Wichita, Kan., the problem is
not enough dishes. Program Director Darrell
Ewalt said he “would love to have an addi-
tional C-band downlink. We aren’t able to
bring in as much syndicated product as we
would like to by satellite.”

According to Ewalt, receiving program-
ing by satellite is “a tremendous labor-saving
system.” Although it requires technicians to
record the satellite feeds, he said, it allows
the station to do away with the jobs of log-
ging in tapes, reviewing them and shipping
them back out.

Jim Zerwekh, the program director at
KMSP-TV Minneapolis, a Fox affiliate that
takes about 30% of its syndicated program-
ing from satellite, said that it isn’t the lack of
dishes and manpower that prevents the sta-
tion from taking more from the birds but the
scheduling conflicts for use of the tape ma-
chines. It doesn’t make sense, he said, to use
a tape machine for recording satellite feeds
when it could be used for production for a
client who is paying an hourly rate.

The satellite feeds, which come to
KHTV(TV) Houston over one Ku-band and two
C-band receiving dishes, have prove to be a
“two-edged sword,” said Program Director
Clark. Although the transmissions tie up
equipment and manpower, which Clark notes
is more costly for KHTV than paying the ship-
ping cost, the downloading gives the station
greater control over the quality of programs
since technicians can immediately detect
glitches on tapes that are not evident when
shows are shipped.

1t’s been several years now since Wold
began putting syndicated programing on the
satellite and tumed the economics of distri-
bution—at least from the syndicators’ per-
spective—upside down. But, unless the eco-
nomics of broadcast stations change
radically, a significant number of stations,
will ignore many satellite feeds and ask for
tapes instead. And there will continue to be
some program directors like Lee Lareva of
KTvQ(TV) Billings, Mont., who, when asked
how much of their syndicated programing 18
satellite delivered, have a simple one-word
answer: “None.” g
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Broadcast pioneer Stan Hubbard

Just a step ahead of the leading edge

They grow Fifth Estaters at Hubbard Broadcasting, whose chief executive officer,
Stanley S., has not only a fondness but a passion for risktaking. Son of a first-
generation entrepreneur and leader in conventional broadeasting (Stanley K., who
Jounded the KSTP stations in St. Paul, et al), and in his own time a force in
satellite news gathering (Conus), he and the family’s third generation are now
beating the drums and the bushes in behalf of direct broadeast satellites.

Is it too much to say that you represent a dying breed in broadcast-
ing—the entrepreneur-owner-operator who traces his roots to the
beginning of the medium and who lives the industry day and night,
and whose concerns are often motivated as much by the public inter-
est as the pursuit of money?

Am I a dying breed? Well, there are more in my family, so they’re
more farsighted than [ ever was, and they’re very energetic, and they
work hard, and have great vision, so we’re not a dying breed. But are
there many of us? No. There aren’t because broadeasting has turned
out, to a very great extent, to be a corporation business—a business
run by MBA’s, who are looking at internal rates of return and who are
not as excited as they used to be about getting into new things.

I remember that in early 1940’s my dad, at the request of James
Lawrence Fly, who was the chairman of the FCC, set up a meeting

with broadcasters from Iowa, Minnesota, Wisconsin and the Dako-
tas to pitch peopie that they ought to get into this ¢razy new thing
called television. Those people didn’t want to do it. They were
comfortable; they were making money and many of them wanted
just to leave well enough alone.

I remember seeing some of those same pecople years later who
became bitter old men because they didn’t get into television. We're
seeing that again today. There are new opportunities, there are new
things happening, and it’s very comfortable io do nothing but look at
the bottom line and say you're not going to upset that. But it has a
way of catching up with you. Perhaps it is a dying breed.

Is that affecting the product on the air?
I think there is more and better programing than there ever has been
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because those MBAs also have to allow other people to do their
things, people whe produce programs and who run news depart-
ments. So I think there is more gooed programing and more choice.

So why should we miss this dying breed, or regret that it is dying off?

Because history changes, and opportunities change, and unless
somebody takes us there, nothing new will happen.

I remember so well a story about the Wright Aircraft Co. Wright
Aeronautical was the largest commercial builder of aircraft engines,
and in 1952, 67% of all engines that were put on commercial aircraft
in the world were Wright Aeronautical engines. And a group of the
engineers went to the management and they said: “We want to break
into the jet engine.” And the management said: “No. General Elec-
trical, the lightbulb maker, wants to monkey around with that.” Now,
there is no more Wright Aeronautical.

And [ think that could be true of broadcasting. I'm sorry to say
that, but I think DBS [direct broadcast satellite] is a good case in
point, a very good case in point. If you don’t do the new things, you
can be left behind.

I think DBS is going to be an imminent issue. You know, the
Japanese began their DBS last November. It works well technically.
The Japanese electronic manufacturers are leading in the manufac-
turing of the so-called flat antenna. The Germans are going to Jaunch
their satellite in October. The French are going to launch their system
in April. So I think the message to the world, and to the people who
have money, is that technically it works. If it works technically
elsewhere, why can’t it work technically here?

There are a lot of people who, for misguided reasons as well as for
very good reasons, don’t want to see DBS happen. Cable doesn’t
want to see it happen. The networks, of course, and the Tribune
Company and Fox, don’t want to see it happen because they control
the gateway. They're the gatekeepers as to what is on national televi-
sion in this country because they have stations in the three great
markets— New York, Chicago and Los Angeles. And DBS bypasses
that. And the message that I'm giving to my friends in broadcasting
now, and I think I’m correct (I've been wrong before) is that if we
don’t do it, somebody else is going to do it. Just like GE, the
lightbulb maker, made that engine. And if that happens, then the
game is over, and we're out.

Can you make a financial case to scmebody to put up the $200 million
or $300 million to do DBS?

I hope that we will, we’re working on it. The time wasn’t right in
1981, 1982, and 1983, and it may not be right today, but I think
we're getting very close because we will be able to do things that
broadcasters cannot do.

Things don’t always happen the way people think they’re going to
happen. DBS is not going to come on the scene as a distributor of
mass entertainment programing. But DBS will be a distributor of
movies. For example, if HBO gets a movie from Paramount and then
puts it on the cable system, for every million dollars of sales the local
cable system takes 50% right off the top. There is something like
$1.45, or $1.43, or $1.30, or whatever it is, that is required by HBO
to service their overhead, their promotion, and this, that and the
other. That leaves about $3.50 to split between Paramount and HBO.

If DBS distributes a movie, there is no local cable company.
Paramount gets 50 cents out of the dollar right off the top. A major
Hollywood producer, one of the big three, told me last year: “Stan-
ley, you get those satellites Jaunched, and you get just a million
homes, and you put a card table up on Sunset Boulevard, and
everybody will be lined up to sign up.” And, he said, “I’ll be at the
head of the line.”

DBS will do things that [terrestrial] broadcasting can’t do. Broad-
casting is broadcasting. Broadcasting is designed to serve the mass
audience; it’s designed in such a way that everything we do has to be
geared for a local marketplace. Everything on DBS will not be good
for the local marketplace; it will be geared to a specific specialized
need, and it can aggregate a national audience without going through
a local marketplace. So where the opera will not work on Jocal
television, the opera works just great on DBS. You get half a million
people and you've got a big audience.

Have you redesigned your DBS plan? As I recall, you wanted a mix of
localism and nationalism, tied in with a local affiliate.

People are paying $200 million and $300 million and even $500
million for television stations. Tribune paid $5[(0 million for
KTLA(TV) Los Angeles. How many people live in L.A.? Four mil-
lion? For less than half that sum you can have an eight-channel
system that will have the potential of reaching 85 million TV homes.
Just think about that.

But when you buy a TV station for $400 million, you’re going to have
revenue to pay the mortgage. How do you get aver the hump in DBS?

You do it just the way Gannett is doing it with USA Today. You eat it
for awhile. The FCC did a marvelous thing when it changed the rules
and said these satellites can be used for something other than DBS.
When we first talked to bankers on the first go-round, they asked: “If
DBS doesn’t work, what good are the satellites?” We can now say to
the bankers that the satellite is good for something else. Among other
things, it’s good for data transmission from a nine-inch dish, and
we’re talking to some very interesting people about that.

I'm not going to tell you that Stanley Hubbard is going to be the
one that does it, but I'm talking to broadcasters. I've had several
meetings in the last few months and I'm saying: “Now is the time for
us to band together and as broadcasters do this, and not sit back and
watch somebody else do it, because somebody else will do it sure as
I’m sitting here.” And when they do it, and when they offer the
opera, and when they offer the hockey game, and when they offer the
symphony orchestra in compact disk quality, and when you buy that
dish for $300 and the serial number is your address, somebody is
going to buy that, and it’s going to start to sell dishes, maybe only a
million the first year, maybe only 500,000.

Isn’t the market in danger of being preempted by HBO with its Ku-
band fixed satellite?

I'm glad you asked that question. RCA and HBO have a deal going,
and the deal provides that they’'re going to try to offer DBS on a
domestic satellite.

Remember this. A domestic satellite is in two degree orbital spac-
ing, and there is no protection. The FCC put DBS in nine degree
spacing because they wanted to give the public guaranteed, interfer-
ence-free service. If I put up a 39-inch dish, a one-meter dish, I can
watch K2, which will cover most of the U.S ., with no problem at all:
But when the day comes that another satellite is put on each side of
that K2, all of a sudden, that three-foot dish won't work. Hughes will
tell you that when that day comes, it’s going to take a six-to-eight-
foot dish. If you talk to Telesat of Canada, our technical advisers,
they’re going to tell you it will take a four-to-six-foot dish.

Our research indicates that if you go to a 24-inch dish, the willing-
ness of people to have the dish doubles—as against the three-foot
dish. So I think they’re playing cute little games, and I think they
know full well that in the long run it won’t work.

How are you doing in your search for money for DBS?

We’ve had some very interesting conversations. I do not have all the
money yet. | may never get all the money.

What do you now think it will cost?

I know exactly what it will cost—3$250 million. It costs less than it
would have four years ago. Because the receiving equipment is a lot
better; it doesn’t require as much power. It doesn’t require two
satellites; you can do it with one and still get to the small dish. So the
cost of satellites is cut in half.

Will DBS as it is presently designed have an HDTV component?

Absolutely. Broadcasters can move into HDTV immediately through
DBS.

Are you bullish on that prospect?

HDTV is going to be important, but it is not going to change the
broadcasting business overnight.

Would it be an advantage to selling the entire concept of DBS?

Sure,
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Let’s put it another way: When we get DBS, will we get HDTV with it?
Yes, I think very shortly after DBS, you will start to see it.

Aside from getting a program around efficiently, what does DBS bring
to the party?

Number one, DBS eliminates the middleman—the cable system.
And to the degree that people watch it and not the local broadcast
stations, it eliminates the local broadcaster.

How many channels of DBS can we have in che community?

Sixty-four—32 per orbital slot. DBS will be able to do efficiently
and profitably things broadcasters can’t do; that’s what’s going to get
the dishes proliferating—things like opera and special educational
programing. When you buy a DBS receiver, that serial number is
your address. You spend $300 or $250 for a DBS dish, and I don’t
care whether you live in the middle of the Mojave Desert or Wash-
ington, D.C., or Florida, all of a sudden you don’t have to worry
about having audiences that are large enough to support advertising
in the local marketplace.

Now, when you put the opera up once a week, you have 750,000
or a million hormes watching it. And for an investment of $200
million, if you can get a million homes watching your station,
you’ve got a pretty good deal going. In addition to which you get a
subscription fee.

You're not going to put up Charlie’s Angels or Dynasty. That’s
going to be a long time off. But as the individual interests are
addressed, and the number of dishes increases, then at some point it
can become a mass medium. And when it does, we’'re in trouble
unless we control it, are part of it, and make it work for us.

What about those 32 channels in your market? Are they going to go
one to an entrepreneur, or is one entrepreneur going to get all 32?

One apiece.

So there’s no ownership problem, no monopoly problem?

When it succeeds, it's going to be very interesting to see what the
FCC says and what the government says, and that’s why we have to
broaden the base of ownership. You know, I don’t see myself as
David Sarnoff. | see myself as one of many broadcasters owning a
system that will be profitable, will be public service oriented, and
will be a wonderful system for the American people.

Let’s say you're in the financial marketplace as a customer. You're
trying to get money for financing various operations. If you were to
get a windfall $500 million, would you plow it into DBS today, or would
you acquire stations, hopefully at a better price?.

I'd put every nickel into DBS.

Assuming you got the bird up, where are you going to get all this
programing to fill 32 channels?

We’re not going to fill 32 channels.
Eight channels then.

You're not going to fill eight channels right off the bat. You're going
to do data delivery that can only be done by DBS because of the very
small dish. You’re going to do the opera and the educational things
that people are going to pay for. Once you get a million sets out there,
you're going to start doing movies, and you're going to go slowly.
You're not going to start out with a 7 a.m. to midnight sign-on—
sign-off. You're going to start off serving specialized needs.

You really feel that there are entrepreneurs out there who would
spend that kind of money and then watch the revenues trickle in for
several years?

Yes. And remember, I said data, 0.

Take a look at the specialized magazines. People who are interest-
ed in fishing read Rod and Reel. [Specialization] is what’s going to
get DBS going, not Dynasty.

But the point 15 you don’t have to spend a billion dollars a year for
programing during those years. You slowly build up your constituen-
cies by offering specialized programs to specialized groups, and as
those groups start overlapping, you start getting a lot more dishes.

Another thing DBS is not going to do is charge a monthly basic
fee. You sign for the cable systemn and you sign a basic fee. There
will be no basic fee for DBS. And there will be free programing as
well as subscription programing.

Advertiser-suppported programing?
I would hope so.

Is it possible that you're talking to the wrong people. Instead of
talking to broadcasters, perhaps you should be talking to cable pro-
gramers. They have special appeal programing. If you can get eight of
those guys to go along with you, you have eight channels. You have
something to sell immediately.

We’d be delighted to talk to them, but you know, the promise of
specialized programing on cable never came to pass because almost
every cable program has to succeed in the local marketplace. The
key to it is that cable has to deliver enough audience in the local
marketplace to make a living. DBS does not have to succeed in any
local marketplace. DBS does not have to deal with 6,000 cable
systems. That’s the whole key to it.

This would be a national service then?

It will start out as a national service. It can certainly very easily be
regionalized. [ can see a New York City newscast. | can see a
Chicago newscast. | can see a Los Angeles newscast on the DBS
channel. Minneapolis-St. Paul probably isn’t big enough to support
its own newscast. It’s going to happen as sure as we’re sitting here. [
just hope that we can be there. We never have guaranteed that we're
going to make it happen. We’re just going to do our very best. Things
are looking very bright, so we’re optimists.

The way of the future, then, is the direct broadcast satellite.

Well, in a way, the future, 1 think, in terrestrial broadcasting is
stations banding together and doing things for themselves that some
central organization in New York did before.

Can DBS and terrestrial broadcasting coexist?
Absolutely.

But we understood you to say that if the local broadcaster doesn’t get
into DBS he’s going to be wiped out.

I didn’t mean to imply he’'d be wiped out. He’ll be left out of that
marketplace, but there is now and always will be a place for local
broadcasters. For example, at KSTP-TV Minneapolis, we’re doing
news every day that is more than an hour of local production. And
we’re doing two other local hours. There is a lot of room in the local
marketplace, and they’ll still be able to buy programing, and people
will watch where the programing is.

But | would venture that, if you had a successful national DBS system
going, that’s where they’d watch. Just as the network station always
beat the independent because the independent always had that local
market to itself, nobody wanted to watch the local market. They’d
watch Dallas and Dynasty.

Will DBS wipe out the local broadcaster? No. Will DBS cut into the
local broadcasters” dominance in the marketplace? Yes. Just as cable
has cut inte his dominance in the market. What I’m saying is that if
they don’t become a part of it, they're going to sit and watch one
more entity come in and chop up that marketplace and probably more
severely than the cable probably did.

Might you have made a similar argument 20 or 30 years ago to the
broadcaster: “Get into cable because they're geing to cut into your
marketplace and there’s another one getting away from you if you
don’t get into cable.”

Yes. Had cable been a business that lived on its own resources, not
on the property of others. At the outset, my dad and 1 had a discus-
sion with our board of directors and said, “We don’t want to be in
[cable] because we don't want to be riding on the back of other
people’s property.” That’s why we didn’t get into cable and there is
no question about that. We made a philosophical decision not to get
into cable, not a business decision.

But I don’t think anybody is going to give us programing. You
know, there are no free rides for DBS. |2
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(TMC) Times Mirrar . . . . 93 12 92 112 163 14 6,029
{TMCI) TM Communications 2 58 2 58 I 20
(TPCC) TPC Cammun.. . . 5/8 34 -~ 1/8 - 16.66 6
{TRB) Tribune. . . . . ... 41 78 41 42 3/8 90 " 3.315
(TBS) Turner Besty: . - - - 21 34 22 118 -~ 38 - 169 A1 473
{(WPOB) Washington Post. 213 220 (7 - 318 27 2,73
S P ROGRAMING
(SP) Aaron Spelling Prod.. 9 3/4 9 58 1/8 i-29 7 *80
{ALLT) All American TV . . 3 12 4 - 12 —-1250 4
{BRRS) Barris Indus . . . . 14 58 14 3/8 1i4 1.73 7 128
(CMCQ)C.OMB.. . . ... 20 38 20 1A4 1:8 .61 -58 368
(KQ) Coca-Cola. . .. ... 44 7/8 44 18 34 168 18 17277
(CLST) Color Systems. . . 14 M e = 14 175 -8 71
(DEG) De Laurentlis Ent. . 5 3/8 5 88— 14— 444 60
(DCPI) dick clark prod. . . 4 3/4 4 78 - 18 - 256 12 38
(DIS) Disney . .. ..... 71 71 58 -~ 58 - 087 28 9286
{DJ) Dow Jones & Co.. . . 49 18 51 W4 - 2 158 - 414 25 4,752
(FNNI} Financial News . . . 1 18 12 14 - 118 - G118 58 130
(FE) Fries Enteftain. . . . . 4 1/8 4 58 - w2  -1081 17 21
(GW) Gulf + Western . . . 86 34 B85 34 1 116 20 5,348
(HRSI) Hal Roach . . . .. 8 12 9 12 5.65 52
(HHH) Heritage Entertain. . 8 58 8§ 318 14 2.98 8 39
(HSN) Home Shopping Net. 17 34 17 78 - 1 - 069 52 1525
(KWP) King Worid . . . . . 29 38 27 12 718 681 32 904
(LAUR) Laurel Entertainment 4 78 -4 3/4 18 2.63 9 12
(LT) Lorimar-Telepictures . 16 1/8 16 12 38 - 227 T
(MCAYMCA. ... ... .. 57 314 47 58 10 178 2125 29 4,375
(MGM) MGM/UA Commun. 12 2 12 38 18 1.01 822
(NWP) New World Pictures 10 3/8 10 58 - w4 = 235 7 112
(OPC) Orion Pictures . . . 14 7/8 14 14 58 438 33 255
{MOVE) Peregrine Entertain. 5 1/2 6 34 - 1 14 1851 78 13

OZPpZZPOZPPOZPrOZZOPrzZo0O00

i Standard & Poor's 400 . .

Closing  Closing
Wed Wed
Jul 15 Jul 8

Net
Change

Percent

PIE

Marker
Capitali-
zarion

Change Ratio (000,000)

PROGRAMING I

N (PLA) Playboy Ent., . . .. 13 12 13 38 1i8 83 9 126
O (QVCN) QVC Network . . . 9 12 9 34 - 14 - 256 62
Q (RVCC) Reeves Commun.. 12 38 8 1/8 314 35611237 155
QO (RPICA) Republic Pic. 'A’ . 8 7/8 8 78 98 38
O (RPICB) Republic Pic, ‘B’ . 9 34 9 12 144 263 69 7
A (RHI) Robert Halmi. . . . . 3 38 3 38 LEe! 75
O (SMNI} Sat. Music Net.. . . 4 78 5 118 - 174 - 487 121 43
QO (TRSP) Tri-Star Pictures . . 10 10 114 - 14 - 243 18 308
N (WCl) Warner. . . . . . .. 34 12 36 - 0z, - &8 2 4.304
O (WWTV) Western World TV 1 18 1 1/8 12,50 i i
O (WONE) Westwood One . . 26 26 /¢ — 1 - 095 60 318
R SERVICE
O (BSIM) Burnup & Sims . . 6 58 & 38 1/4 392 66 105
O (CVSI) Compact Video. . . 4 38 4 18 14 606 -1 28
N (CQ)Comsat ... .. ... 28 174 28 34 - 2 = 173 9 518
N (FCB) Foote Cone & B. . . 58 1/8 57 18 1 175 A4F 242
O (GREY) Grey Advertising . 113 110 3 272 16 136
O (IDBX)IDB Communications 14 3/4 14 12 144 472G o9
N (IPG) Interpublic Group . . 38 a5 18 2 118 592 19 842
N (JWT) JWT Group . . . . . 55 144 55 i 45 394 533
A (MOV) Movielab . . . . .. 6 34 ¢ 314 11
O (OGIL) Ogilvy Group. . . . 36 33 A2 7.46 20 496
O (OMCM) Omnicom Group . 24 1/8 24 1/ 524109 591
O (SACHY) Saatchi & Saatchi 34 1/4 33 38 78 262 20 2,356
O (TLMTB) Telemation . . . . 2 58 2 38 14 1052 10 12
A (TPQ) TEMPO Enterprises 8 172 g 78 - 38 - 422 19 48
A (UNV) Unitel Video. . . . . 10 58 10 718 144 220 A 23

TR  CABLE

A (ATN) Acton Corp. . . . . . 15 7/8 i7 18 — 1 14 - 729 19 iB
A (ACN) Amer. Cablesystems 23 7/8 24 14— 38 154 -850 224
A (CVC) Cablevision Sys. ‘A’ 26 27 12 12 181 -44 588
N (CNT) Centel Corp.. . . . . 65 7/8 66 1.8 - W - 037 ir7 1,902
O (CCCOA) Century Commun. 18 1/2 18 14 14 1.36 1,850 535
O (CMCSA) Comcast. . . . . 25 12 24 14 14 575 64 973
O (ESSXA) Essex Commun.. 22 12 21 12 1 465 -51 80
A (FAL)Falcon Cable Systems 19 38 18 3/8 197 -60 12
N (HCI) Heritage Commun. . 33 1/8 33 18 =33 741
O (JOIN) Jones Intercable . . 13 5/8 13 12 148 82 142 173
T (MHPQ) Maclean Hunter ‘X' 21 58 20 58 1 484 30 796
O (RCCAA) Rogers Cable A.. 16 58 16 58 85
O (TCAT) TCA Cable TV . . . 26 14 26 12 - 14— 094 50 283
O (TCOMA) Tele-Commun. . . 37 37 40 3579
N (TL)Time Inc.. . ... ... 10t 58 99 34 I 78 7% 7 8,335
O {UACI)United A. Commun, 27 38 27 58 - 144 090 b2 1124
N (UCT) United Cable TV . . 35 34 33 38 2 38 iy &ie B70
N (VIA) Viacom . . .. .. .. 22 7/8 22 34 18 54 -87 06
N (WU) Western Union. . . . 4 38 4 3/8 9.3 106
I | ECTRONICS/MANUFACTURING
N (MMM)3M. . .. ... ... 70 7/8 69 7/8 3 143 20 16197
N (AMTV) (ALD) Allled-Signal 44 14 42 34 1. 142 50 4 12 7.718
O (AMCI) AM Communications 1 w2 1716 1116 434 5
N (ARV) Arvin Industries, . . 36 12 36 34 3/4 200 14 6414
O (CCBL) C-Cor Electronics. 9 14 9 14 25 18
O (CATV) Cable TV Indus. . . 278 2 78 -8 8
A (CEC)Cetec . ....... 6 14 6 1/4 208 12
N (CHY) Chyron. . . . 6 /8 6 14 - We. - 200 .23
A {CXC) CMX Corp. 1 14 1 58 - 38 ~2307 17
A (COH)Cohu. .. ...... 7 12 7 144 14 344 20
N (CAX) Conrac. . ... ... 27 14 27 114 77
N (EK) Eastman Kodak. . . . 83 314 87 1M 2 12 286 40
QO (ECIN) Elec Mis & Comm. . 2 38 2 14 1/8 555
N (GRL) Gen. Instrument . . a8 38 37 34 5/8 165 15
N (GE) General Electric . . . 55 1/8 56 58 - 1 12 264 21
O (GETEE) Geotel Inc. . . . . 1 34 1 &8 18 7.69 7
N (HRS) Harris Corp.. . . . . 34 12 34 /4 14 72 B
N {MAi) M/A Com. Inc. . . . . 14 14 14 114 1.78 é
O (MCDY) Microdyne. . . . . 4 i@ 4 114 - 18 - 294 2
N (MOT) Motorola. . . . . .. 57 38 53 18 4 14 80 35
N (NPH) N.A. Philips . . . . . 42 42 7
N (OAK) Qzk Industries . . . 1 34 1 e 144 16.6F 2
A (PPI) Plco Products . . . . 5 1/8 5 18 b
N (SFA) Sci-Atlanta. . . . . . 18 58 19 38 34 - 387 B8
N (SNE) Sony Corp. . .. .. 25 3/4 25 34 30
N (TEK) Tektromix. . . .. .. 3848 32 38 -~ 1M - 3% 28
N (VAR} Varian Assoc. . . . . 33 58 32 12 1 148 346 82
N {WX) Westinghouse . . . . 66 62 172 312 560 14
N (ZE) Zenith . . . ... ... 27 38 26 172 78 330 -63

363.38  JzH75 383 101

TToronto, A-American, N-N.¥, O-OTC. Bid prices and common A slock used uniess
otherwise noled. *O" in P/E ratio is deficit. P/E ratios are based on earnings per share

tor the previous 12 months as pubiished by Slandard & Poor's or as obtained oy

BRoaDCASTINGs own research.
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Battle for WNCN goes on

The six-and-a-half-year legal battle between
Concert Radio Inc., a listener-backed media
group headed by Charles Benton, chairman
of Public Media Inc., Chicago, and GAF
Corp., Wayne, N.J, over the future of GAF's
classical-formatted wNCN New York may
soon enter another stage of litigation.

Concert Radio, at a press briefing in New
York last week, said it will seek a ruling from
the New York State Court of Appeals—the
highest court in New York—allowing it to
acquire WNCN under the terms of a 1975
agreement with the GAF Corp. Concert Ra-
dio, however, must first secure judicial per-
mission to launch such an appeal.

The fight to acquire WNCN originated in
1974 when Starr Broadcasting, chaired by
William F. Buckley Jr., purchased the sta-
tion and switched the format from classical
to progressive 1ock under the call letters of
WQIV, causing many loyal WNCN listeners in
the New York City area to rally for a change

back to classical. Starr sold the station the
following year to GAF for approximately $2.2
million, shortly after a competing applica-
tionn was filed at the FCC by Concert Radio
Inc., formed at the behest of the wnew Lis-
teners Guild (now known as the Listeners’
Guild Inc.) and Classical Radio for Connecti-
cut {CRC). GAF, which said it would restore
the classical music format (the call letters
and format were actually restored prior to
GAF's takeover), signed an agreement that
gave Concert Radio an option to purchase
the station at the contract price (plus expen-
ditures spent for improvement) if GAF de-
cided to sell it within five years. That agree-
ment took effect in June 1976 when the
station was transfered to GAF. Concert Ra-
dio looked to exercise its option in early 1981
after GAF placed several of its businesses
on the block and announced that WNCN was
being “offered” for sale. (GAF's position was
that although the station was offered for
sale, no final decision was made to sell it.)
The purchase price would have been ap-

—
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proximately $2.9 million to $3 million. After
several years of legal proceedings, the -Ap-
pellate Division of the New York State Su-
preme Court in 1985 held that GAF had
breached the contract, but said the remedy
would be in the form of monetary damages.
Both parties agreed to the sum of approxi-
mately $4 million.

Concert Radio will now seek permission
from either the New York State Appellate
Court or the New York State Court of Ap-
peals to appeal to the latter level the ruling
that it should receive only monetary dam-
ages, arguing that it's entitled to "specific
performance” {(abiding by an agreement)
and that GAF should sell the station to Con-
cert Radio at the option price of nearly $3
million. The $4-million sum will be subject
to the outcome of any appeal. This latest
action by Concert Radio is also supported by
the Listeners’ Guild Inc., and by Classical
Radio for Connecticut (CRC).

During last week’s press briefing, T'ing
Pei, a member of the Listeners’ Guild execu-
tive committee, addressed what he viewed
as the “pressures” on classical music sta-
tions to sell their licenses at a high price to
more ‘popular format-oriented operators.”
He said GAF would be subject to the same’
pressures to sell WNCN's license at the maxi-
muim price to an operator that would change
it to a more profitable format. “The market-
place forces that are driving up FM license
prices are making adherence to the classi-
cal-music format uneconomical,” Pei said.

Added Benton: “If the station was sold to
another operator, it would be hard to keep
the classical music format because of the
marketplace pressures.” The argument here
is that because Concert Radio would be ac-
quiring WNCN at the onginal option price, it
would not be under the financial pressures
of the higher-priced commercial radio sta-
tions and it would be able to preserve the
classical format.

"The Appellate Court said GAF is the
proper owner of wNCN," said James Sherwin,
vice chairman of GAF Corp. “They [Concert
Radio, the Guild and CRC] don't have any
right of appeal.”

Said Sherwin: "Our basic position is that
we have run the station magnificently well
and it has prospered under our stewardship
.. .And we have always heid to the very
highest standards in classical music pro-
graming.” Sherwin also observed that it is
"better to have a strong company such as
GAF operating the station” than an entity
with little rescurces.

WNCN today is estimated to be worth any-
where from seven to 10 times the original
option price of $2.9 million to $3 million. “We
have no plans whatsoever to sell the sta-
tion,” Sherwin said.

GAF Corp. is primarily in the chemical
and building supplies business.




Hulsen steps down

After nearly one year at the helm, Al Hulsen,
president of the five-and-a-half-year-old
American Public Radio (APR) network, St.
Paul, Minn., has notified APR Board Chair-
man Kenneth Dayton that he will resign
Sept. 1. In a prepared statement, Hulsen
sald he is returning to Hawaii—Hulsen had
been special projects director for Hawaii
Public Radio, Honolulu, prior to joining
APR—to "pursue a variety of personal, fam-
ily and professional activities.” Hulsen's an-
nouncement surprised everyone at APR, a
network spokeswoman said. “This was en-
tirely his decision,” she said. Hulsen was
unavailable for comment last week.

(APR, which was launched in early 1982,
was initially designed to serve as a distribu-

Hulsen

tor of arts and performance programing
which the established National Public Radio
|[NPR] was thought to be deemphasizing 1n
favor of news at that time. But during the
past year and a half, APR has been broaden-
ing its program base by adding a number of
news and information shows to its daily
schedule))

Hulsen, 54, took over APR in August 1986
from Minnesota Public Radio President Bill
Kling, who had been dividing his duties be-
tween APR and MPR. Hulsen became the
network's first full-time president. During
his first board meeting last fall, Hulsen out-
lined several aggressive objectives for the
network, which included an around-the-
clock "newscast” service. That proposal is
still being considered.

During Hulsen's tenure at APR, the net-
work premiered, among other things, Busi-
ness Update, produced by CBS News (the
first such venture between public radio and
a commercial network), a 30-minute edited
version of the Canadian Broadcasting
Corp.’s As It Happens series and news and
current affairs programing from the BBC
World News Service. Over the past year,
APR programing increased from 90 hours
per week to 210 hours.

But the most important program movc
that affected APR during Hulsen's tenure
was the loss last February of Garrison Keil-
lor, host of the network's most popular
show, A Prairie Home Companion. Kellor left
the show on June 13, to return to writing
and move to Denmark (BROADCASTING, Feb.
23). APR is airing taped repeats of the series
while it readies a new weekly show, hosted
by Noah Adams, former co-host for All

CD Hotline. The Digital Radio Network Inc. (ORN), Brookiyn, N.Y., is making its new “CD
Hotling” service for radio available to stations in the top 100 radic markets. The service,
which offers listeners information on the latest compact disk offerings in all musical
categories except classical—category expected to be added in the near future—through
a toll-free 800 number, is currently being employed by album-rocker wxrk-FM New York.
DRN has struck a deal with MediaAmerica, the New York-based representation firm, to
market the service to national advertisers. In return for using the "CD Hotline,” radio
stations will carry the national sponsors’ advertisements within a special program seg-
ment such as the CO song or set of the day, according to officials of both companies

Things Considered, to fil APHC's current
Saturday 6-8 p. m. NYT time slot beginning
in January {“Riding Gain," June 1)

"There is nothing formal in place yet in
terms of a search committee (for a new APR
president),” the spokeswoman said. Upon
Hulsen's departure, Rhoda Marx, senior
vice president, network operations, and Eric
Friesen, senior vice president, programing,
will share the day-to-day responsibilities on
an interim basis.

The next APR scheduled board mesting is
to be held Oct. 16 in Dallas, but it is antici-
pated that the mesting will be moved to an
earlier date in view of Hulsen's departure.

Yesteryear

Adult contemporary WNBC(AM) New York has
launched what it calls a “time machine” for-
mat for the bulk of its weekend schedule.
According to station vice president and
general manager, John Hayes, the format
takes listeners back to the 1960’s by “"au-
thentically recreating the sound of that era’s

and Transtar!
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hit radio stations.” The “time machine” con-
cept, said Hayes, "began in our overnight
period several months ago and was so suc-
cessful that we decided to extend it to the
weekend.”

The specialized format airs every Satur-
day from 6 a.m. to 7 p.m. and Sunday from
8:30 am. to 7 p.m. "It is complete with the
music, jingles, special effects and disk jock-
ey presentation that capture the magic of
the era,” said Hayes.

‘B’ side

ABC is looking for another nighttime talk
radio program to be packaged with 7he T'om
Snyder Show. Snyder, who will join ABC Ra-
dio Sept. 14, will be on at 10 p.m.-1 am.
NYT, Monday-Friday (BROADCASTING, June
29.) The new call-in program would precede
Snyder from 7 to 10 p.m. NYT. Both shows
would be offered to ABC affiliates separately
from ABC's already-established Talkradio
programing service.

Cadena Radio Cenlio
1425 Greenway Dr. Suite 210

Irving, TX 75038
SPANISH COAST-TO-COAST
VIA SATELLITE (214) 580-1223




SigningaOn

Radio Today Entertainment, New York, a new unit formed by Radio
Today, a New York-based radio program supplier in conjunction with
LBS Communications, a major distributor of ad-supported television
programing ("Riding Gain," Jan. 19), is preparing a new 10-minute,
weekday series called Soul Break that will primarily focus on 1980
soul music such as the “Motown Sound.”

Radio Today's first project with LBS is Rock Stars, a monthly, 90-
minute series hosted by Timothy White, former senior editor of Roll-
ing Stone magazine. That show's affiliation base averages about
150 stations.

. Radio Today clears and distributes the programs while LBS mar-
kets the shows to national advertisers.

for affiliates of its three youth-oriented networks, Contempaorary, FiM
and Rock Radio, that will offer short comedy and music "openings”
of 30 seconds or less to be used for introducing a station'’s feature
segments. This service will include celebrity impersonators as well
as other characters, an ABC Radio spokeswoman said. Instant
Intros is being produced for ABC by ProMedia, a Bronx, N.Y.-based
radio program producer.

Westwood One Radio Networks, Culver City, Calif., will present
the third of four radio specials commemorating Rolling Stone maga-
zine's 20th anniversay, during the week of Aug. 10. The two-hour
music and interview show Rock On Record: The Best Albums of the
Past 20 Years, will be hosted by wnewgrm) New York personality

ABC Radio is launching a new service, dubbed Instant Intros,

Scott Muni.

Advertising & Marketings

Florida ad tax held constitutional

State court rules tax valid, but
matter is not considered settled

The Florida Supreme Court issued an advi-
sory opinion last week holding that the
state’s new, and controversial, sales tax on
services including advertising is valid under
the state’s constitution. However, no one,
including the members of the court signing
the opinton, regard it as the final word.

The opinion was issued in response to a
request for advice from Governor Bob Mar-
tinez. He said he was in doubt as to whether,
under his fiscal responsibilities, it would be
necessary for him to submit an amended
budget to the legislature which eliminates as
a revenue source the revenues collected un-
der the new sales tax.

Chief Justice Parker Lee McDonald, writ-
ing for himself and three other members of the
seven-justice court, held that it would not
that but for one minor exception, the law “is
facially constitutional.” The term was picked
to reflect the view that the majority was not
indicating how the court might rule in a specif-
ic case. Any interested party, McDonald said,

is free to challenge the law and to argue that
the advisory opinion has either been wrongly
decided or that the act is unconstitutional as
applied to a particular situation. McDonald
also noted that the scope of its advisory au-
thority prevents the court from considering
federal constitutional questions.

Two members of the court—IJustices Ray-
mond Ehrlich and Rosemary Berkett—de-
clined to offer an opinion on the validity of
the law. They felt it would be inappropriate.
And as Berkett said, “the true test of this
statute will come, not in any nonbinding ad-
visory opinion, but in the scores of fact-spe-
cific controversies already being brought to
this state’s courts and to the federal courts.”
The remaining justice, Stephen H. Grimes,
concurred in part but dissented from the ma-
jority on the 1ssue of the advertising tax. He
said it “represents an unconstitutional re-
straint on free speech.”

For its part, the majority of the supreme
court—which included Justices Ben E. Over-
ton, Leander J. Shaw Jr. and Gerald Kogen,
along with McDonald—maintained that the
tax on advertising is valid. It rejected the

AduVantage

Billion-dollar contributton. Advertising Council reports thal amount contributed by mediain
time and space for council campaigns reached all-time high of $1 billion in 1986. Council
Chairman Edward N. Ney said council’s efforls- were supported by more than 22,000 media
outlets, including magazines and newspapers, business press, outdoor and transit, cable,
and radio and television networks and stations. He noted that record high in media exposure
reflects priority and importance of Ad Council campaign subjects, including drugs, youth
alcoholism and AIDS. New media figures were announced at Ad Councils salute to

volunteers luncheon in New York.

Sales position. According to survey by Television Bureau of Advertising, number of women
and salespeople employed in television stations sales has increased steadily TVB survey
shows number of salespersons at average television station was 6.7 in 1987, up from 6.3 in
1985 and 31% greater than 5.1 average in 1878. TVB said women in 1987 represented 43%
of total TV station salespeonple, up from 40% two years go and more than double 21% sharein
1978. Survey reveals that among station national sales managers, women were in 24% of
these positions, as against 14% in 1985 and 0.4% in 1978.
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argument that the act discriminates against
the advertising industry as a whole by plac-
ing on it “a disproportionate tax burden.”
McDonald noted that the taxation of adver-
tising is expected “to account for only 4.7%
of all revenues derived from the new sales
and use tax on services” and “only 1.4%” of
the total revenues derived from the sales and
use tax on goods and services during the
1987-88 fiscal year. “We cannot say that, on
its face, this smacks of discrimination,” Mc-
Donald wrote. And as for the argument that
the act violates due process by failing to
apportion fairly the tax for interstate adver-
tisers and by allempting to tax advertisers
who have “no significant nexus” to Florida,
McDonald said, such questions “must await
a specific ‘as applied’ challenge in an adver-
sarial setting.”

Opponents of the tax have also argued that
it constitutes a direct tax on the exercise of
the constitutional right of free speech. In re-
jecting that argument, McDonald said the
tax is “one of general application and does
not single out advertisers or the press for
special taxation.” Furthermore, he said, “the
tax is levied upon those in the business of
trafficking in First Amendment expression
rather than upon the exercise of the right to
free speech itself. It is beyond question that
advertisers and the press are not immune
from ordinary, nondiscriminatory taxes of
general application.”

Opponents’ argument that the law dis-
criminates among publications based on
content was no more successful. That argu-
ment is based on the exemption of religious,
scientific, educational and other nonprofit
instututions from the sales tax.

The majority also noted that the general
sales tax exemption for government, non-
profit institutions and religious institutions
predates the new tax law, “which merely ex-
tends this exemption to cover the newly
taxed services.” What’s more, McDonald
said, unlike a tax law struck down by the
Supreme Court in Arkansas Writers' Project




as discriminatory, “‘the instant law does not
require an evaluation of a publication’s con-
tent in order to determine its status for tax-
ation purposes.”

In arguing that the tax law violates the
state constitution’s guarantee of free speech,
which parallels the First Amendment to the
Constitution, Grimes said the fact that ad-
vertising involves commercial speech does
not necessarily diminish the First Amend-
ment interests involved. The question, he
said, is whether the tax “represents a tax on
the right to speak.” And the law itself, he
added, suggests an answer in defining adver-
tising as ** ‘the service of conveying the ad-
vertisers’ message,’ i.e., the dissemination
of information itself. Payment of the tax,”
Grimes said, “is a condition of speaking to
the Florida public through the media.” And
“the more one speaks, the more one pays to
the state,” he said. “This represents an im-
permissible burden on the right of free
speech.”

Grimes also took issue with the majority’s
view that the advertising-tax exemption
granted religious and charitable organiza-
tions does not constitute unconstitutional
discrimination. Although the state argues
that the exemption stems from their status as
exempt organizations not the content of their
speech, Grimes said, “the unique character
of such organizations necessarily involves
the promulgation of particular messages.”
What's more, he said, “the First Amendment
also prohibits the preference of one speaker
over another.”

Challenges to the law by various affected
parties are a virtual certainty.

Robert L. Foss, executive vice president
of the Florida Association of Broadcasters,
for instance, said, ““We have a case in the
word processor ready to file in the state cir-
cuit court.” Still to be determined are the
parties to bring the suit. But the complaint,
Foss said, will be based on federal issues—
the First Amendment and the interstate com-
merce clause of the Constitution. “We have
to go through the state courts first,” Foss
said. But, he added, the broadcasters are
prepared to carry the fight to the U.S. Su-
preme Court. ]

Saatchi puts together
B&S and Ted Bates

New Backer Spielvogel Bates
Worldwide has billings of $2.7 billion

The long-discussed merger of Backer &
Spielvogel Inc. and Ted Bates & Co. was
completed last week, with the company
boasting worldwide billings of $2.7 billion.
The impetus for the consolidation was said
to have come from Saatchi & Saatchi Co.
PLC, the British conglomerate which ac-
guired both Backer and Bates in 1986

The transaction results in a new agency,
Backer Spielvogel Bates Worldwide Inc.,
with an international network of 104 offices
in 46 countries. Another part of the company
will be Kobe & Brady, one of the nation’s
largest direct response firms.

There are no immediate plans to reduce

staff because of duplication that may result
from the alliance. A spokesman noted that
no executive or operations committee has
been formed that would assess resources and
decide on the deployment of resources. The
official said a decision is not expected to be
made for several weeks.

The formal announcement said Carl
Spielvogel, chairman and chief executive
officer at B&S, will assume the same titles at
BSBW. Donald E. Zuckert, president and
chief operating officer at Bates wil} be presi-
dent and chief operating officer of BSBW,
and William H. Backer, president of B&S,
has been named vice chairman and chief cre-
ative director of the combined agency.

The new worldwide parent company,
BSBW, will consist of two operating com-

panies reporting to it—Backer Spielvogel
Bates Inc. and, overseas, Ted Bates Interna-
tional.

The U.S. company, Backer Spielvogel
Bates, will be led by G. Robert Holman, as
chairman and chief executive officer, and
Robert Lenz, president. Holmes had been
executive vice president and chief operating
officer of B&S and Lenz had been executive
vice president and creative director of that
agency.

Some of the top clients of both agencies
are Philip Morris, Mars, Miller Brewing,
Campbell Soup, Wendy’s, Avis, Xerox,
Carter-Wallace, Hyundai Motors and British
Airways. A spokesperson said Ted Bates
earlier had resigned Panasonic because of a
possible client conflict. O

En—

Businessusrielly

C— O TELEWISION [

Latrobe Brewing Co. O Promotion for
Rolling Rock beer will be inaugurated in
late August for two weeks in 21
markets, including Boston and Wilkes-
Barre, Pa. Commercials will be placed
in all dayparts. Target: adults, 18-34.
Agency: Gumpertz/Bentley/Fried, Los
Angeles.

Fells Windows O Fall campaign will
begin in September for eight weeks in
markets including Colorado Springs;
Peoria, lll.; Madison, Wis., and Raleigh,
N.C. Early and late fringe and sports
periods will be used for commercials.
Target: adults, 25-54. Agency: Kerker &
Associates, Minneapolis.

National Pork Council O Image
campaign highlighting benefits of eating
pork is scheduled to run for two weeks
in 17 markets, starting in early August.
Commercials will be carried in daytime
and fringe slots. Target: women, 25-54.
Agency: Bozell & Jacobs, Kenyon &
Eckhardt, Omaha, Neb.

Riviana Foods © Flights for Mahalma
Rice and Carolina Rice will be conducted
for 13 weeks each in 17 Southern
markets, starting in early September.
Commercials will be placed in all time
periods. Target: women, 25-54. Agency:
direct.

RapDIO — — ——7

Associated Milk Producers Inc. 0 Dairy
cooperative kicks off four-week
campaign in 35 markets, including
Southwest and Midwest, starting last
week. Commercials have been ordered
for all dayparts in areas including
Austin, Tex., and Roswell, N.M. Target:
women, 18-34. Agency: Crume &
Associates, Irving, Tex.

Cathay Pacific Airways C© Fourth-
guarter campaign is planned to start in
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mid-September in major markets for
four weeks. Commercials are scheduled
for all time periods. Target: men, 25-564.
Agency: Weslern International Media
Corp., Allanta.

London’s Farm Dairy D Four-week flight
is set to run in three Michigan
markets—Flint, Saginaw and Port
Huron—effective last week.

Commercials will be presented in all time
segments. Target: adults, 18-34.

Agency: Baker Abb Cunningham &
Kleppinger, Birmingham, Mich.

Silo Inc. O Various five-day sales are

RepaReport

Wuzrvtv Charlotte, N.C.. To Seltel {(no pre-
vious rep).

0
Wrowirm) Miami; wriRtam-weva(FM) Roa-
noke, Va., and wokiFMm) Knoxville, Tenn.:
To Hillier, Newmark, Wechsler & Howard
(no previous rep).

fic)
Worm-Fv Milwaukee: To Eastman Radio
from Select/Torbet

O
XUTN-FM and xHkv-FM, both San Diego: To
Katz Hispanic Radio Sales from Masla
Radio.

5]
Kmrz-am-Fm Tulsa, Okla: To Eastman Ra-
dio from Republic Radio.

O
WzPRiaM)-wiMGviFm) Erie, Pa.: To Roslin Ra-
dio (no previous rep).

3
Wrasam) Harrisburg, Pa.: To Roslin Radio
from McGavren Guild.

d
WnyRtAMwEZOFM) Rochester, NLY.. To Hil-
lier, Newmark, Wechsler & Howard from
Katz Radio.




being held this summer supporting the
company’s retail stores selling audio
equipment. Commercials are placed in
15 markets in all time periods. Target:
adults, 18-34. Agency: Lewis Gilman
Kynett, Philadelphia.

[ — " RADIO&T [

Fair Lanes Bowling O Bowling alley

chain is launching campaign in August
for two to three weeks in approximately
10 markets, including Denver, Houston
and Orlando, Fla. Commercials will be

slotted in all dayparts. Target: adults, 18-
49. Agency: Eisner & Associates,
Baltimore.

Horizon Airlines O In its first use of
television, Horizon Airlines, which
operates in Northwest, launches flight of
six to eight weeks on radic and
television, starting in early August.
Markels to be used include Seattle,
Portland, Ore., and Yakima, Wash.
Commercials will be placed in all
dayparts. Target: men, 25-54. Agency:
Market Communications, Seattle.

ChengingaAands

"1 PROPOSED

KOPA(AM)-KSLX(FM) Scottsdale, Ariz.;
WZGC(FM) Atlanta; WUSN(FM) Chicago;
WPGC(AM)-WCLY(FM) Morningside Md.,
(Washington); WZLX(FM) Boston; KFMK(FM)
Houston; KFMY-AM-FM Prove, Utah, and
KUBE(FM) Seattle 0 Sold by First Media
Corp. to Cook Inlet Region Inc. for approxi-
mately $175 million (see story, page 76).
Kora is daytimer on 1440 khz with 5 kw.
KsLx is on 100.7 mhz with 100 kw and
antenna 1,847 feet above average terrain.
WZGC is on 92.9 mhz with 100 kw and an-
tenna 919 feet above average terrain. WUSN
1son 99.5 mhz with 6 kw and antenna 1,170
feet above average terrain. WPGC is day-
timer on 1580 khz with 10 kw. WCLy is on

95.5 mhz with 50 kw and antenna 500 feet
above average terrain. WzLX is on 100.7
mhz with 100 kw and antenna 500 feet above
average terrain. KFMK is on 97.9 mhz with
100 kw and antenna 1,920 feet above aver-
age terrain. KFMY 1s on 960 khz with 5 kw
day and | kw night. KFMY-FM is on 96.1 mhz
with 55 kw and antenna 2,620 feet above
average terrain. KUBE is on 93.3 mhz with
100 kw and antenna 300 feet above average
terrain. Broker: Wertheim Schroder & Co.

KRZN(AM)-KMJI(FM) Denver; KSMJ(AM)-
KSFM{FM) Sacramento, Calif.; KONO(AM)-
KITY(FM) San Antonic and KBTS-FM Killeen,
both Texas o Sold by Duffy Broadcasting to
Genesis Broadcasting for $74 million (“In
Brief,” July 13). Seller is Dallas-based

N C O R

SILVER KING BROADCASTING COMPANY, INC.

has acquired

CHANNEL 50
Tampa, Florida

from

VAN WAGNER COMMUNICATIONS, INC.

We are pleased to have served
as broker in this transaction.

BLACKBURN @5@)MPAN\/

P O R A T

1100 Connecticut Ave., NW
(202) 331-9270

400 Colony Square
(404) 892-4655

Media Brokers & Appraisers Since 1947

WASHINGTON, D.C. 20036 ATLANTA, CA 30361 CHICAGO, IL 60601 BEVERLY HILLS, CA 90212
333 N. Michigan Ave.
(312) 346-6460

9465 Wilshire Blvd.
(213) 274-8151
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group of four AM’s and seven FM’s princi-
pally owned by Robert Duffy. It is also sell-
ing WORZ(FM) Orlando, Fla. {see below).
Buyer is management team headed by Marty
Greenburg, president and CEO of Duffy.
Krznis on 1150 khz with 5 kw day and | kw
night. KMt is on 1003 mhz with 100 kw
and antenna 1,302 feet above average ter-
rain. KsMi is on 1380 khz full time with 5
kw. KSFM is on 102.5 mhz with 50 kw and
antenna 500 feet above average terrain.
KONO is on 860 khz with 5 kw day and 1 kw
night, KITY is on 92.9 mhz with 100 kw and
antenna 500 feet above average terramn.
KBTS-FM is on 93.3 mhz with 100 kw and
antenna 1,948 feet above average terrain.
Broker: Kidder Peabody & Co.

WCSC-TV Charleston, S.C. 0 Sold by WCSC
Inc. to Crump Communications for $60-§65
million (“In Brief,” July 13). Seller is owned
by John Rivers and family. 1t recently sold
co-located WCSC(AM)-WXTC(FM) to Ralph
Guild (“Changing Hands,” June 29} and
now has no other broadcast interests. Buyer
is owned by Harold Crump, former presi-
dent of Houston-based broadcast division of
H&C Communications, and Dave Allen,
president of Petry Inc. WCsCTv is CBS af-
filiate on channel 5 with 100 kw visual, 20
kw aural and antenna 1,000 feet above aver-
age terrain.

WASH(FM) Washington 0 Sold by Metropoli-
tan Broadcasting Corp. to Outlet Commun-
cations Inc. for $29,250,000. Seller is New
York-based group of three AM’s and six
FM’s headed by Carl Brazell. It has intention
to sell wip(AM) Philadelphia. Buyer is Provi-
dence, R.I.-based group of one AM, three
FM’s and three TV’s headed by Bruce Sund-
lun. It also owns co-located WTOP(AM)-
WMMI(FM)  Washington, but will sell

" WMMI(FM). WASH is on 97.1 mhz with 22.5

kw and antenna 690 feet above average ter-
rain.

WCPT(AM)-WCXR-FM Washington o Sold by
Metroplex Communications to Legacy
Broadcasting Co. for $22,750,000 (“In
Brief,” July 13). Seller is Cleveland-based
group of four AM’s and six FM’s owned by
Norman Wain and Robert C. Weiss. Buyer is
Los Angeles-based group of two AM’s and
five FM’s owned by Carl Hirsch and Robert
EX. Sillerman. WCPT is daytimer on 730
khz with 5 kw. WCXR-FM is on 105.9 mhz
with 50 kw and antenna 410 feet above aver-
age terrain. Broker: Wertheim Sehroder &
Co.

KFBK(AM)-KAER(FM) Sacramento, Calif. 0
Sold by McClatchy Newspapers to Westing-
house Broadcasting Co. for $19 million.
Seller is Sacramento-based newspaper pub-
lisher owned by Eleanor McClatchy, her
son, C.K. McClatchy, and family. It has no
other broadcast interests. Buyer, subsidiary
of Westinghouse Electric Corp., owns seven
AM’s, six FM’s and five TV’s. It 1s headed
by Burt Staniar. KFBK is on 1530 khz full
time with 50 kw. KAER is on 92.5 mhz with
50 kw and antenna 449 feet above average
terrain. Broker: Commamications Equily
Associates.

KNDO(TV) Yakima and KNDU(TV) Tri-Cities,
both Washington 0 Sold by Columbia Em-



pire Broadcasting Corp. to Adams Commu-
nications Corp. for $14 million. Seller is
owned by Hugh E. Davis, who has no other
broadcast interests. Buyer is Wayzata,
Minn.-based group of four AM’s, five FM’s
and five TV’s owned Stephen A. Adams. It
1s also selling KSTU(TV) Salt Lake City (*In
Brief,” June 29). KNDO is NBC affiliate on
channel 23 with 500 kw visual, 61 kw aural
and antenna 960 feet above average terrain.
Knpu s NBC affiliate on channel 25 with
163 kw visual, 16.3 kw aural and antenna
1,271 feet above average terrain.

KKCY(FM) San Francisco 0 Sold by Olympic
Broadcasting Corp. to Pacific FM Inc. for
$11 million. Seller is publicly held, Seattle-
based group of five AM’s and seven FM’s
headed by Ivan Braiker. Buyer is owned by
Jim Gabbert and Michael Lincoln. Tt also
owns KOFY(aM) San Mateo, Calif., and
KOFY-TV San Francisco. KKCY is on 98.9
mhz with 4.3 kw and antenna 1,450 feet
above average terrain. Broker: Kalil & Co.

KBEQ-FM Kansas City, Mo. 0 Sold by Capitol
Broadcasting to Noble Broadcast Group for
$9,250,000. Seller is Raleigh, N.C.-based
group of two AM’s, seven FM’s and one TV
principally owned by James FE Goodmon.
Buyer is San Diego-based group of three
AM’s and four FM’s headed by John Lynch.
It is also buying WMRE(AM) Boston (see be-
low). KBEQ is on 104.3 mhz with 100 kw
and antenna 986 feet above average terrain.

WORZ(FM) Daytona Beach, Fla. 0 Sold by
Duffy Broadcasting to Beasley Broadcast
Group for $9.2 million. Seller is divesting
radio group (see above). Buyer is Golds-
boro, N.C.-based group of nine AM’s and
12 FM’s principally owned by George Beas-
ley. WORZ is on 101.9 mhz with 28 kw and
antenna 1,650 feet above average terrain.

WDUR(AM)-WFXC(FM) Durham, N.C. 0 Sold
by Great American Media Ltd. I to Pinnacle
Broadcasting for $6.5 million. Seller is prin-
cipally owned by Donald W. Curtis. It also
owns WTAB(AM)-WYNa(EM) Tabor City, N.C.
Curtis, individually, owns WMBL(AM)-
WRHT(FM) Morehead City, N.C. Buyer Is
owned by Phillip A. Marella, former owner
of wMGC(Tv) Binghamton, N.Y. WDUR is on
1490 khz full time with 1 kw. WEXC is on
107.1 mhz with 1.19 kw and antenna 505
feet above average terrain. Broker: Richavd
A. Foreman Associates.

WKRS(AM)-WXLC(FM) Waukegan, HI. o Sold
by WkRs/WXLC Inc. to H&D Radio Ltd.
Partnership for $5.5 million. Seller 1s owned
by Roger Kaplan and his wife, Patricia. It
has no other broadcast interests. Buyer is
Hartford, Conn.-based group of four AM’s
and four FM’s owned by Joei Hartstone and
Barry Dickstein. WKRS is daytimer on 1220
khz with | kw. WXLC ison 102.3 mhz with 3
kw and antenna 322 feet above average ter-
rain. Broker: Americom Radio Brokers.

KTON{AM)-KTQN(FM) Killeen-Belton, Tex. O
Sold by Heart of Texas Communications
Ltd. to Encore Communications for $5.2
million. Seller is owned by Joe Abernathy,
who has no other broadcast interests. Buyer
is owned by George Duncan, former presi-
dent of Metromedia Radio and Television.

KToN is daytimer on 940 khz with 1 kw.
KTQN is on 106.3 mhz with 3 kw and anten-
na 490 feet above average terrain. Broker:
Americom Radio Brokers.

WMRE(AM) Boston 0 Sold by Mariner Com-
munications Inc. to Noble Broadcast Group
for $3.7 million. Seller is headed by Jack
Roberts. It has no other broadcast interests.
Buyer is also buying KBEQ-FM Kansas City,
Mo. (see above). WMRE is on 1510 khz full

time with 50 kw. Broker: Blackburn & Co.

WRJM(FM) Troy, Ala. 1 Sold by Shelley
Broadcasting Co. to New South Communi-
cations Inc. for $3 million. Seller is owned
by H. Jack Mizell, who also owns WRIM-TV
Troy, Ala. Buyeris is Meridian, Miss.-based
group of two AM’s and three FM’s owned by
EE. (Eddie} Holladay. It recently sold
WVYMIAM)-WQID(FM) Biloxi, Miss. (“Chang-
ing Hands,” June I5). WRIM is on 105.7
mhz with 100 kw and antenna 1,847 feet
above average terrain. Broker: Chapman As-
soctutes.

WKYD-AM-FM Andalusia, Ala. 0 Sold by Tri-
ple H Broadcasting Inc. to John Robert E.
Lee for $1.1 million. Seller is owned by
Charles G. Tomberlin, who has no other
broadcast interests. Buyer is owner of Silver
Star Communications, Tallahassee, Fla.-

based group of three AM’s and four FM’s.
WKYD is on 920 khz with 5 kw day and 500
w night. WKYD-FM is on 98.1 mhz with 100
kw and antenna 981.3 feet above average
terrain.

WGTN(AM)-WAZX(FM) Georgetown, S.C. O
Sold by Seacoast Broadcasting Corp. to
Beach Broadcasting of South Carelina Inc.
for §1.1 million. Seller is owned by Richard
T. Laughridge, Charles S§. Morris and J. Wil-
liam Nichols. It has no other broadcast inter-
ests. Buyer is owned by Stewart Freeman
and Robert Simpkins. It also owns
WWBD(AM)-WWLT(FM) Bamberg-Denmark,
S.C., and WPFR-AM-FM Terre Haute, Ind.
WGTN is on 1400 khz full time with 1 kw.
WazX is on 106.3 mhz with 3 kw and anten-
na 360 feet above average terrain.

KCRT-AM-FM Trinidad, Colo. 0 Sold by Colo-
rado Broadcasting Corp. to Essex Il Broad-
casting Inc. for $550,000. Seller is owned by
Tony A. Cranford, who also owns KKBB(AM)
Aurora, Neb. Buyer is owned by T. Charles
Smith, announcer at WIMS(aM) Michigan
City, Ind. KCrT is daytimer on 1240 khz with
250 w. KCRT-FM is on 92.7 mhz with 3 kw
and antenna 150 feet above average terrain.

For other proposed and approved sales see
“For the Record,” page 78.

Give it back. Kstumv) Salt Lake City (ch. 20), which was recently sold by Adams Communi-
cations to MWT Ltd. Partnership (“In Brief,” June 29), owner of a CP for a new TVon channel!
13 in Salt Lake City, will return its license to the FCC when channel 13 becomes operational.
MWT, which purchased the license, programing and facilities of the station will take over
operation of channel 20 in the meantime. Price for the soon to be dark UHF was $30 million.

highest bidder.

TI508

Ted Hepburn, President

-

quc - tion

(awk’s shan)

n. a method of public sale whereby
the object for sale is secured by

Is this the way to sell your station?
To find out, call the only broker
who has the experience to help you decide.

TED TEPBURN,
COMIPANY

Todd Hepburn, Vice-President

325 Garden Road, Palm Beach, Florida 33480
PO Box 42401, Cincinnati, Ohio 45242 (513) 791-8730

~

Broadcasting Jul 20 1987
73



Frograminge

DGA strikes, settles

Walkout that could have crippled TV
and movie industries lasts just five
minutes in Los Angeles; 10% TV raise,
new residual formula in agreement

If this were a movie, not one of the 8,420
members of the Directors Guild of America
could have come up with a better Hollywood
ending: Less than a half hour after picketing
began in front of The Burbank Studios,
where Columbia Pictures and Warner Bros.
are headquartered, a driver passes by and
hollers for about 100 strikers to put down
their picket signs. Negotiators for the guild
and producers had just agreed on a tentatjve
three-year contract. Directors at first act sur-
prisgd, then elated, at the news that the se-
lective strike against the two studios and
NBC-TV is over, as is the threat of a lockout
by more than 200 other companies, CBS and

ABC.

In what may stand as the shortest strike in
the history of the entertainment business, the
DGA and Alliance of Motion Picture and
Television Producers settled their differences
last Tuesday (July [4) and struck a tentative
agreement, averting a lengthy work stop-
page that could have crippled the television
and movie industries.

A mail-in ratification vote on the new
pact—which provides a 10% raise in the ex-
isting minimum 15-day guaranteed wage of
$17,935 for prepatory work on hour action-
/adventure episodes, no residual roll-backs
and the introduction of a new percentage-
based residuals formula for the syndication
market-—was scheduled. But most guild
members on the picket lines expressed confi-
dence in their negotiating team and said they
anticipated the contract would be approved.

The accord, reached at 6:05 a.m. PDT
after an all-night 10-hour bargaining session
with producers, followed by three-and-a-
half hours a tentative agreement worked out
by the guild in separate staff negotiations
with NBC. The network, which would have
been faced with filling vacani DGA posts in
addition to the 2,800 left empty by the Na-
tional Association of Broadcast Employes
and Technicians strike, had broken away
from CBS and ABC to engage in separate
talks involving about 250 of its guild em-
ployes. CBS had threatened to lock out both
freelance and staff directors in the event of a
strike against NBC, while ABC officials said
they would prohibit freelancers from work-
ing there.

While the DGA's network negotiating
committee vote in favor of the new agree-
ment was not unanimous, it was passed by a

NBC continues summer streak

NBC won the prime time week (ended July 12) with a 10.6 rating and a
22.4 share. CBS came in second with a 10.5/20.3. ABC finished the
week with a 9.8/18.9. Ayear ago the finishing order was NBC 12.2/23,
CBS 12.0/23 and ABC 10.1/19.

In the evening news race, NBC remained in the lead by closing out
the week with a 10.4/23 over ABC's 9.5/20 and CBS's 9.1/20. Last year
itwas at tie between CBS and NBC with 10.0/22 each, and ABC 8.7/21.

NBC took only three nights for the week, Monday, Thursday and
Saturday, while both ABC and GBS took two apiece. ABC took Tuesday
and, uncustomarily, Friday. The Friday win for ABC came from the 12.5/
26 (19th place) posted by the ABC Friday Night Movie, Consenting
Adults, as well as the 9.3/21 for Sledge Hammer, from 8 10 8:30 p.m.
and the 10.2/23 posted by Mr. Belvedere from 8:30 10 9 p.m. CBS took
Wednesday and Sunday.

Rank O Show O Network 0O Rating/Share

Rank O Show 0 Network 0 Rating/Share

Rank O Show O Network O Raling/Share
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1. Family Ties NBC 21.0/39 13. ALF NBC 14.8/28 28. Cagney & Lacey CBS 11.2/20
2. Cosby Show NBC 20.7/40 16.  Designing Women CBS 13.4/23 30. Good Maorning, Miss Bliss NBC 11.1/25
3. Sunday Movie CBS 17.1/31 17. Newhart CBS 12.9/22 31. Perfecl Strangers ABC 11.0/23
4. Murder She Wrote CBS 16.9/33 18. Tuesday Movie CBS 12.6/22 31. Magnum PI. CBS 11.0/21
5. Growing Pains ABC 16.8/30 19. Friday Movie ABC 12.5/26 31. Thursday Movie c8sS 11.0/20
6. Cheers NBC 16.4/31 20. 20/20 ABC 12.3/22 34. Kate & Allie CBS 10.9/20
7. Monday Night Movies NBC 16.3/28 21. Amen NBC 12.2/26 35. St Elsewhere NBC 10.7/20
8. Who's ihe Boss ABC 16.1/30 22. LA. Law NBC 12.1/22 36. My Sister Sam CBS 10.5/13
9. 60 Minutes CBS 16.0/34 23, Hunter NBC 11.9/26 37. WMr. Belvedere ABC 10.2/23
10. Valerie NBC 15.6/28 23. Molly Dodd CBS 11.9/22 38. Sunday Movie ABC 10.1/19
1. Mallock NBC 15.5/28 25. Night Court ABC 11.8/22 39. Highway to Heaven NBC 9.7/20
12. Moonlighting ABC 14.9/26 26. Tuesday Movie of the Week NBC 11.3/20 40. Sledge Hammer ABC 9.3/21
13. Equalizer CBS 14.8/28 26. Sweet Surrender Special NBC 11.3/21 40. Mike Hammer CBS 8.3M19
13, Golden Girls NBC 14.8/32 28. Head of the Class ABC 11.2/22 40.  Sunday Night Movie NBC  9.3717
43, Jennings/Koppe!l Report ABC 8216
44. Monday Nighl Baseball ABC 30/18
45 MacGyver ABC 8.9/17
46. Facts of Life NBC  85/20
POWER BRO R' . . 47. Disney Sunday Movie ABC 8.3/18
KER! Buying or selling? Put 48. Pags lo Aiches NEC  8.1/16
) 49. Summer Playhouse CBS 7918
the knowledge and power of our 40 years of 50. Holel ABC  7.5/14
b , d X \h. . 1 f 51. Saturday Nighl Movie ABC 74/16
roadcast owners 1p expernence to work 10r Youl. 52. Major League Baseball (Fri) NBC 7.3/16
53. Scarecrow & Mrs. King CBS 7.2/14
: : 54. Twilight Zone CBS 6513
= - 55. Baseball, pregame (Fri.) NBC  6.4/16
A 56. Starman ABC 63712
Associates | |5 e NEC 6and
——— o e 58. Wizard CBS 62
. 59, Our World ABC  6.0/11
T " ] ANTT Y 3 i 60. Websler ABC 59/14
MEDIA BROKERS AND CONSULTANTS 51 est 571 Ces 5813
= . - 62. Dallas CBS 5.5/12
CALL TOLL FREE: ATLANTA, GA 1-800-531-1500 63, Saturday Movie cBS 419
Al D113 «
ORLANDOQ, FL 1-800-328-3500 “Indicales premiere episode




committee vote in favor of the new agree-
ment was not unanimous, it was passed by a
larger margin than a previous tentative pact
that was ultimately turned down by the un-
ion's membership. The group released a
statement last week stating that NBC agreed
to withdraw a proposal that would have ad-
versely affected guild members when it
came to editing, which the union termed
“the greatest threat to network and local di-
rectors and associate directors.” But the net-
work won a partial victory in jurisdictional
areas, with the guild losing jurisdiction for
some remote, single-camera-directed seg-
ments, NBC, however, conceded on other
jurisdictional points and, in the personnel
area, it agreed to increase severance pay for
employes who are laid off out of the line of
seniority. NBC agreed to a “voluntary
buyout” of DGA members’ contracts before
resorting to layoffs.

The statement said that the union’s net-
work staff negotiating committee would next
meet with ABC “to continue negotiations
over ABC contracts. When these are re-
solved, the committee will meet with CBS.”
Whether the DGA will succeed in its goal of
separate bargaining sessions remained in
doubt last week, however. A CBS spokes-
man said Wednesday (July 15) “there had
been no decision one way or the other” about
whether the two networks were willing to
meet separately with the guild.

Other unions, such as the Writers Guild of
America and Screen Actors Guild, had
placed a great deal of importance on the out-
come of the DGA negotiations since it could
greatly influence their members financial
well-being in upcoming negotiations with
producers. The WGA's contract comes up
for renewal in February 1989, with talks
slated to begin in December, while SAG’s
contract expires June 30, 1989.

Nicholas J. Counter, president of the pro-
ducers’ alliance,described the agreement as
a “win-win situation” for both producers and
directors. It came about after producers re-
moved a proposal from the table 15 minutes
before the guild’s 6 a.m. strike deadline that
would have cut pay-per-view residuals.
Counter said it was “tco soon” to argue over
the pay-per-view market, which last year ac-
counted for $73 million in revenue but
which is expected to amount to $2 billion
annually in 10 years.

Besides giving directors a 10% hike in
their minimum guaranteed wages—5% ret-
roactive to July 1 and 5% more in 18
months—the pact provides for a new formu-
la for off-network hours in syndication that
is based on how well a program sells. Under
the existing formula, directors receive a
fixed dollar amount for each episode that
goes into syndication. The new agreement
depends on the percentage of the take from
license fees.

As a result of the new formula, directors
will receive 2.6% of the first $400,000 gen-
erated from licensing fees and 1.75% of ev-
erything over that amount. It will permit
producers to save up to 50% in residuals if a
program performs poorly and creates a ceil-
ing that would permit directors to make up to
150% of what they now carn on a program
that generates heavy sales. The new formula

1)

makes the “upside equal to the downside
for directors, DGA President Gilbert Cates
said.

Both producers and directors contend the
new formula might prove to be the savior for
hour programs that have been sitting on
shelves. But Charles D, McGregor, presi-
dent of worldwide TV distribution for
Warmner Bros., said that while the new for-

producers will have to achieve the same ob-
jectives with the Writers Guild of America
and Screen Actors Guild to start any real
turnaround in the syndication market. “The
directors alone doesn’t mean a lot,” he said.

Directors also agreed to a proposal that
would give them 2.5% of the residuals from
off network programs produced before 1984
that appear on cable, and 2% of the revenue

mula “is a move in the right direction,” the

from shows made after that year.

SyndicationaMarketplace

Monitor Television. International, the television arm of The Christian Science Monitor,
reports that it has cleared The Chiistian Science Monitor Reports, a half-hour internation-
al newsmagazine, on 93 stations covering 68% of the country. Produced in Boston and
co-distributed with INN, the series has featured interviews -with Libyan leader Qaddafi
Philippine President Cory Aquino and Nicaraguan leader Daniel Ortega. Barter distribu-
tion of the series gives stations three minutes and Monitor three minutes. Recent clear-
ances include wsaz-Tv Charleston, W. Va.; koec-Tv El Paso; wink-Tv Fort Myers, Fla.; krrviTv)
Great Falls, Mont., and wwai(tv) Chillicothe, Ohio (Columbus).

Baruch Television Group reports that it has cleared two half-hour tennis specials that
will air in August and September on over 50 stations. U.S. Open Tennis: Made in America
is hosted by ESPN reporter Roger Twibell, and features Chris Evert and Jimmy Connors.
The other special, Champions of the Future: The Search for the Next American Tennis
Superstar, is hosted by Jim Simpson and Tracey Austin, and looks at thie top up and
coming tennis players in the country. Barter distribution of both shows gives stations four
minutes and Baruch two-and-a-half. Clearances inciude CBS affiliates woss-Tv New York,
kces-Tv Los Angeles, keix(tv) San Francisco and wNevTv Boston.

MGM/UA Television reports it has now cleared Wewe Got It Made, the first-run hali-
hour sitcom that will be pant of the NBC-owned station checkerboard this fall, on 77
stations. Recent clearances include wse-Tv Atlanta; wauv-Tv Baltimore; wikvTv Louisville,
Ky KiIF-Tv Idaho Falls, and wwcp-Tv Johnstown-Altoona, Pa: Cash-plus barter deals on the
series gives stations five minutes and MGM/UA three-and-a-half

RETLAW ENTERPRISES INC.

has acgquired

KIMA-TV

Yakima, Washington

KEPR-TV

Pasco, Washington

KLEW-TV

Lewiston, Idaho

For $17000,000.00

The undersigned represented the buyer in this transaction

Kalil & Co., Inc.

3438 North Country Club « Tucson, Arizona 85716 « {602) 795-1050
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Turner board holds inaugural meeting

Next Goodwill Games are endorsed;
five standing committees created

The first meeting of the reconstituted 15-
member board of Turner Broadcasting took
place last week, and during a five-hour ses-
sion it established committees and endorsed
Turner’s plans to carry the 1990 Goodwill
Games. The company said the endorsement
called for the sporting event to be presented
“cable-exclusive at a maximum cost of $!
per subscriber.”

In addition to Ted Turner, chairman and
president, board members are Robert
Wussler, TBS executive vice president, Ter-
ence McGuirk, vice president, special pro-
jects; William Bevins, vice president, fi-
nance; former Atlanta Brave Henry L.
(Hank) Aaron, vice president, community
relations; John Malone, president of Tele-
Communications Inc.; Stewart Blair, presi-
dent and chief executive officer, United Art-
ists  Communications; Michael Fuchs,
chairman and chief executive officer, HBO,;
Trygve E. Myhren, chairman and chief ex-
ecutive officer, American Television &
Communications; Timothy Neher, executive

vice president and chief operating officer,
Continental Cablevision; Gene Schneider,
chairman and chief executive officer, United
Cable Television; James Gray, president,
Wamner Cable Communications; Michael D.
Brown, managing director, Drexel Burnham
Lambert; Rubye Lucas, president of William
D. Lucas Fund, and William C. Bartholo-
may, vice-chairman of Frank B. Hall & Co..

The 13 directors established five commit-
tees, at least two of which will consider ma-
jor proposals facing the company. Bevins,
Malone, Myhren and Neher constitute the
finance committee, which will review ways
to reduce or refinance TBS’s sizable debt.
Turner, Fuchs, Gray, McGuirk, Schneider
and Wussler constitute the planning commit-
tee, which will consider TBS’s programing
options, including the conversion of wWTBS
from a superstation to a cable network, or
the establishment of a separate movie chan-
nel on which to exhibit the MGM film li-
brary that TBS recently purchased. Other
committees established were audit, compen-
sation and executive.

1t is possible some of the commitiees will
make presentations at the next board meet-

M

July 1987

h $82.,000,000

r Sconnix Broadcasting Co.
has sold
| KVIL AM and FM
Dallas

Infinity Broadcasting Corp.

The undersigned initiated this transaction and acted a5 financial advisor
to Sconnix Broadcasting Co.

WERTHEIM SCHRODER & CO.
]nooafmrala{

ing, to be held concurrently with the Aug. 10
shareholders meeting. The proxy statement
for that meeting was still under review at the
Securities and Exchange Commission last
week, said TBS spokesman, Arthur Sando.
The board plans to meet normally on a quar-
terly basis, he said. ]

Cook/Whitcom buys
11 First Media stations;
Osborn takes stake
in Fairfield stations

First Media Corp., a Washington-based sta-
tion group begun in 1974 by Richard and
J.W. Marriott, brothers, has sold its portfo-
lio of 11 radio stations to a partnership of
Cook Inlet Region Inc. and Whitcom Part-
ners for a price estimated at $175 million.
Richard Marriott is the head of major hotel
and food-service firm, Marriott Co. Cook
Inlet and Whitcom entered broadcasting two
years ago when they bought WINH-TV New
Haven, Conn., for $170 million (BROAD-
CASTING, July 29, 1985) as a spin-off from
the Capcities’ purchase of ABC.

Cook Inlet, based in Anchorage, was es-
tablished in 1971 as a for-profit cooperative
of 6,300 Aleuts, Eskimos and Athabascan
Indians by the Alaska Native Claims Settle-
ment Act, which established several organi-
zations to manage awards for illegally seized
Eskimo lands. Whitcom Partners, a New
York-based investment group owned by
Whitney Communications, owns several ca-
ble systems in Maine and New Hampshire
and several newspapers in Maryland and
publishes the Internationul Herald Tribune
m partnership with the Washington Post and
the New York Times.

Limey bags limelight rag. The pro-
posed sale of Vartety and Daily Vari-
ety, trade publications covering the en-
tertainment  industry, to  Cahners
Pubfishing Co. was announced last
week. Cahners, a Newton, Mass.-
based subsidiary of England-based
Reed International PL.C., publishes 52
trade and specially journais, including
Publishers Weekly, and also organizes
trade shows. Variety was founded i
1905 by the late Sime Silverman, and
Duaily Variety was founded in 1933.
Both publications are currently run by
the fourider's grandson, Syd, who.is ex-
ecutive editor and publisher. The pur-
chase price was estimated at $50 mil-
lion, which does not include the family's
real estate, and may be tied to future
operating performace.
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The price paid for the First Media radio
group was not announced, but sources close
to the transaction put it at $175 million,
scaled down from what they said was the
market worth of the properties, perhaps
$220 million. The Marriotts will presumably
realize the tax advanlages of selling to buy-
ers representing minorities. The First Media
properties sold were KOPA(AM)-KSLX(FM)
Scottsdale, Ariz.; WZGC(FM)  Atlanta;
WUSN(FM) Chicago; WPGC(AM)-WCLY(FM)
Mormingside, Md. (Washington); WZLX(FM)
Boston; KFMK(FM) Houston:; KFMY-AM-FM
Provo, Utah, and KUBE(FM) Seattle (see
“Changing Hands,” page 72).

Last year, First Media made its first televi-

sion acquisition when it bought WCPX-Tv Or-
lando, Fla., for $200 million (“Changing
Hands,” March 24, 1986). Ralph Hardy, a
vice president and board member of First
Media, said the company intends to keep
wCPX-TV. He described the deal as a re-
deployment of the company’s assels and said
the company will continue to invest in media
properties -
Osborn Communications and its president,
Frank Osbom, have been engaged by credi-
tors of the recently formed Fairfield Broad-
casting to run the seven-station Fairfield
group. Fairfield was created last May when
former John Blair & Co. radio group presi-
dent, Jim Hilliard, and former SFN Com-
panies chairman, John Purcell, purchased
75% of seven stations owned by Price Com-
munications for $120 million. Price retained
25%. Frank Osborn will personally take over
management of Fairfield, replacing Hilliard
and Purcell, and will join Price, Citicorp and
Prudential-Bache in ownership of Fairfield
group. Citicorp and Prudential-Bache fi-
nanced the Fairfield formation. Each of the
three new Fairfield owners and Price will
make equity payments of $500,000.

“We intend to continue growing in major
markets,” said Osborn, “and to work to
make our equity investment grow.” Fairfield
will pay Osbom a fee plus expenses for its
management duties. Osborn Communica-
tions, based in New York, owns 12 radio
stations and one TV. Fairfield owns KIOI-FM
San Francisco; WMTG(AM)-WNIC-TM Dear-
born, Mich., wLAC-aM-FM Nashville, and
KKOB-aM-FM Albuguerque, N.M.

Hooray for Hollywood. The stock of
Reeves Communications rose 2%
points, to 12%. Wednesday with the an-
nouncement of a 5.3% holding in the
New York-based production company
by Barris Industries. The latter com-
pany, a controlling interest in which was
recently -purchased by Hollywood pro-
ducer and Iinvestor, Burt Sugarman,
also said in a Securities and Exchange
Commission filing that Barris had filed
for an antitrust clearance to increase its
Reeves holdings to 15%. The purpose
of the stock purchase—made between
$9.25 and $10—was said to be an "in-
vestment,” but ihe filing indicated a
possible attempt to buy a controlling in-
terest in Reeves, through a tender offer,
merger or proxy contest. Late on Thurs-
day Reeves stock was trading at 12%
on heavy volume.

BotiomalLine

Spanish stock. Telemundo Group, Spanish-language television group owner and
program production and syndication company, built from station group of John Blair &
Co., filed registration statement for public offering of two million shares of common
stock—for estimated price of between $11 an $13 per share—and two issues of zero
coupon senior notes, Stock offering, through Bear Stearns & Co. and Drexel Burnhar
Lambert, would place roughly 15% of Telemundo with public. Company said it would
use estimated $185 million in nel proceeds—including sale of 5.1 million shares, at public
offering price, to “existing equity security holders”—and $252 million in proceeds from
*. . previously announced sales of cerlain assets, principally to repay debt, redeem its
outstanding preferred stock and expand its Spanish-language television network
operations.”

WashingtonaWatch

Authorization figures. House appropriations subcommittee with jurisdiction over public
broadcasting. marked up Corporation for Public Broadcasting's FY 1990 appropration
last week (July 14}, sending bill to parent Labor—Health and Human Services-Education
Committee, but would not release figure decided upon. CPB had been asking for $254
million (BrRoADCASTING. April 6). And House Commerce Committee adopted FTC 1988-90
authorizalion figures last week identical to those adopted by Senate in March
(BroaccasTING, March 16). Both bills authorize FTC at $69.85 million for FY '88. $71.9
million in 1989 and $72.9 million in 1920. Senate version calls for permanent prohibition
against FTC regulating ad industry based on “unfairness” standard, controversial
provision that is not included in House bill.

O

FCC authorization. Senate Commerce Committee has approved FCC authorization
measure (5. 1048) that would establish funding levels for agency's fiscal 1988:and ‘89
budgets. Under bill, agency could receive up to $107.3 miliion for FY 88 and $109.3
million for FY '89. Committee’s action was routine, although three minor amendmenis
were made: Agency’s travel reimbursement program was extended for two more years, its
annual management report requirement was eliminated, and date of enactrment for
inflation index for agency’s fee schedule was delayed year from April 7, 1988, until April 1,
1989.

O

Caldwell connection. FCC's award of construetion permit for television station in
Caldwell, Idaho, to TRC Communications Inc. has been affirmed by panel of U.S. Court of
Appeals in Washington in summary judgment. Losing applicant in comparative hearing
case, Cascade Broadcasting Group Ltd., had contended that commission had departed
from its established policy in accepting TRC's claim that its management arrangement
would constitute full-time ownership and management. TRC's owner, Donald Smullin,
planned to commute by private plane between his home in Medford, Gre., and Caldwell
al beginning and end of each week. Court panel, in unsigned opinion, noted that
commission had explained that grant of integration credit for such commuting did not
constitute break with precedent. Commission had cited eases in which it had considered
five-day, 40-hour week as full-time involvement. It had also argued that it had approved
automobile cormmuting arrangements involving trips requiring longer periods of time than
330-mile airplane commute involved in Caldwell case.

O

Kasten libel case settled. Senator Robert Kasten Jr. (R-Wis.) admitted television
commercial thal altacked his Democratic opponent in election campaign last fall
contained false information. Kasten, in staternent filed in Dane county (Wis.) court to settle
libel suit brought by Ed Garvey and his wife, Betty, expressed “regret” for “any
misunderstanding that might have occurred.” Commercial at issue claimed that $750,000
in union money “disappeared” while Garvey was head of National Foolball League
Players Association.

O

Carriage comment. National Association of Broadcasters filed with FCC statement
supporting Crowell & Moring's motion for declaratory ruling (BROADCASTING, June 28] on
fees. Motion argued that commission’s fee eollection program shouid not apply 1o stations
petitions for significantly viewed status, "If a station meets the FCC's mileage and
viewing standards, it automatically should qualify for carriage,” said NAB Local Carriage
Task Farce chairman, Leslie G. Arries Jr., wive-Tv Buffalo, N.Y. “The commission . is
charging stations to obtain a right [to cable carriage] already conferred on them in the
FCC's rules.”
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HBO veterans show
raises $2 million

July 4 Welcome Home concert
with all-star entertainment lineup
brings in money for Vieinam veterans

Home Box Office Inc. said last week that
more than $2 million has been pledged in
conjunction with HBO’s July 4 telecast of
the “Welcome Home” concert for Vietnam
veterans (“Cablecastings,” May 11, June
22). The funds will be distributed to veteran
groups by Welcome Home Inc., a nonprofit
group, which, with HBO, organized the con-
cert.

According to Chris Albrecht, HBO Inc.
senior vice president of programing, West
Coast: “We're very pleased that $2 million in
pledges has been gained through just the first
showing of the concert. We ran the concert
on July 4 on a tape-delayed basis, and we’ll
be playing it six more times in two different
90-minute versions. Qur - 800-USA-1987
number will be in effect throughout the en-
tire play period,” he said.

The concert, which until late June was to
be held at the 52,000-seat RFK stadium in
Washington, was moved to the Capital Cen-
ter in Landover, Md., which held about
16,000, an HBO spokeswoman said, to
make the concert “‘a better television show.”
The Capital Center had better lighting and
acoustics, and was air-conditioned, she said.
Additionally, it was easier to fill that arena.

Among the more than 30 performers ap-
pearing during the four-and-a-half-hour
event, which was both a tribute and a benefit
for the Vietnam veterans, were Anita Baker,
James Brown, Crosby, Stills and Nash, Neil
Diamond, John Fogerty, Peter Fonda and Ri-
cardo Montalban.

Also, some support services were pro-
vided to the veterans during the concert, in-
cluding leaflets listing the addresses and
phone numbers of Vietnam veteran centers
nationwide, and an Alcoholics Anonymous
“drop in” center. The last was set up with
HBO providing the facility and coffee and
doughnuts, and AA handling all staffing of
the center. About 200 veterans visited it,
HBO said.

Joey Talley, president of Weicome Home,
said that “not only were we able to raise
funds to help the veterans groups, but the

concert was a catalyst in bringing people
closer together. It was a way of celebrating
and paying tribute to Vietnam veterans on a
national level, so that they could feel more
appreciated after all these years.”

In other news, HBO said it will present a
“candid” one-hour special on AIDS, “to dis-
pel misconceptions and unnecessary fears
about the disease.” AIDS: Everything You
and Your Family Need to Know. . . But Were
Afraid to Ask, which will be hosted by U.S.
Surgeon General C. Everett Koop, is based
upon concermns voiced in a focus group study
of HBO subscribers, HBO said. Slated for
October, the program will feature other
health experts, HBO said, adding that all the
information contained in the program will be
reviewed for accuracy by the U.S. Public
Health Service “and reflect the latest re-
search.” o

Forthe Hecorde

As compiled by BROADCASTING, July 8
through July IS, and based on filings, au-
thorizations and other FCC actions.

Abbreviations: AFC—Antenna For Communications,
ALJ—Administrative Law Judge. alt.—altermate. ann.—

announced, ant.—antenna. aur—aural. aux.—auxiliary.
CH—critical hours. CP-—construction permit. D—day.

Wagontrain Broadcasting Corporation
William S. Sanders, President

has acquired

KRZY/KRST(FM)

Albuquerque, New Mexico

Jfrom

Burroughs Broadcasting Company
Herbert Marchman, President

for

$5,250,000

Chapman Associates initiated the transaction
and assisted both parties in negotiations.

CHAPMAN ASSOCIATES®

Nationwide Media Brokers
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DA—directional antenna. Doc—Docket. ERP—eflective
radiated power. HAAT—height above average terain.
khz—kilohentz. kw—kilowatts. m—meters. MEOC—
maximum expected operation value. mhz—megahertz.
mod.—modification. N—night. PSA—presunrise service
authority. RCL—remote control location. S-A—Scientific-
Adanta. 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

B WKYD-AM-FM Andalusia, Ala. (920 khz; 5 kw-D; 500
w-N; FM: 98.1 mhz; 100 kw; HAAT 981.3 fi.)—Seeks
assignment of license from Triple H Broadcasting Inc. to
John Robert E. Lee for $1.1 million. Seller is owned by
Charles G. Tomberlin. who has no other broadcast interests.
Buyer is owner of Silver Star Communications, Tallahassee,
Fla.-based group of three AM's and four FM's. Filed June
29.

®  KNXN(FM) Quincy, Calif. (101.9 mhz; 1.4 kw; HAAT:
2.360 ft.)—Seeks assignment of license from Plumas Wire-
less [nc. to Olyrpic Broadcasters Inc. for $250,000. Seller
is owned by David E. Caldwell and Kenncth Barnard, who
have no other broadcast interests. Buyer is owned by Doug-
las D. Kahle and William E. Boeing. Kahle also has interest
in WBRI(AM) Indianapolis and WXIR(FM) Plainfield, both
Indiana;  WFIA(AM)-WXLN(FM)  Louisville, Ky,
KF1A(AM) Carmichael, Calif., and WABS(AM) Arlington,
Va. Filed June 24.

B KCRT-AM-FM Trinidad, Colo. (AM: 1240 khz; 250 w-
D; FM: 92.7 mhz; 3 kw; HAAT: 150 ft.)—Seeks assignment
of license from Colorado Broadcasting Corp. o Essex 111
Broadcasting 1nc. for $550,000. Seller is owned by Tony A.
Cranford, who also owns KXKBB({AM) Aurora. Neb. Buyer
is owned by T. Charles Smith, announcer at WIMS(AM)
Michigan City, Ind. Filed June 30.

8 WKRS(AM)-WXLC(FM) Waukegan. Ill. (AM: 1220
khz; | kw-D; FM: 102.3 mhgz; 3 kw; HAAT: 322 ft.}—Seeks
assigniment of license from WKRS/WXLC Inc. to H&D
Radio Ltd. Partnership for $5.5 ruillion. Seller is owned by
Roger E. Kaplan. It has no other broadcast interests. Buyer
is Hartford, Conn.-based group of four AM’s and four FM’s
owned by Joel Hartstone and Barry Dickstein. Filed July 2.

m KKCQ{AM) Fosston, Minn. (1480 khz; 5 kw-D; 2.5
kw-N)}—Seeks transfer of control from Lawrence B. Mike to
Curtis W. Quesnell for $20,000. Seller and buyer have no
other broadcast intercsis. Filed June 30.

m KXXL(AM) Bozeman, and KWYS(AM) West Yellow-



stone, both Montana (KXXL: 1450 khz; | kw-D; KWYS:
920 khz; 1 kw-D)}—Seeks assignment of license from Seren-
dipity Broadcasting Inc. to GNP Inc. for assumption of
liabilities. Seller is principally owned by John Bronken and
family, who have no other broadcast interests. Buyer is
owned by Gary N. Petersen and Corrine Zickovich. who
have no other broadcast interesis. Filed June 30.

B KQSR(AM) Williston, N.D. (660 khz; 5 kw-D)}—Secks
assignment of license from Basin Broadcasters Inc. to
Charles L. Seoficld for $71,918. Seller is headed by Duane
Simpson and also owns co-located KDSR(FM). Buyer owns
KEYZ(AM)-KYYZ(FM) Williston, and KLPZ{AM) Parker,
Ariz. Filed June 30.

B WGTN(AM)-WAZX(FM) Georgetown, S.C. (AM:
1400 khz; | kw-U; FM: 106.3 mhz; 3 kw; HAAT: 360 ft.}—
Seeks assignment of license from Seacoast Broadcasting
Corp. to Beach Broadcasting af South Carolina Inc. for $1.1
million. Seller is owned by Richard T, Laughridge. Charles
S. Morris and ]. William Nichols. It has no other broadcast
interests. Buyer is owned by Stewart Freeman and Robert
Simpkins. It also owns WWBD(AM)-WWLT(FM) Bam-
berg-Denmark, S.C., and WPFR-AM-FM Terre Haute. Ind.
Filed June 25.

|8 WSJC-AM-FM Magee, S.C. (810 khz: 50 kw-D; 5 kw-
N; FM: 107.5 mhz; 100 kw; HAAT: 490 fi.)—Seeks assign-
ment of license from Southeast Mississippi Broadcasting
Co. to CSB Communications Inc. for $2.2 million. Seller is
Magee, Miss.-based group of two AM and two FM’s owned
by Jeannette Mathis, her sons, Robin and Ralph. and J.B.
Skelton. Buyer is owned by Craig Scott and Stephen Vun-
yard. Scott was general manager of WREC{AM)-
WEGR(FM) Memphis. Vunyard is president of Clayren
Webster Corp.. St. Louis-based radio syndication firm. 1t
has no other hroadcast interests. Filed June 24.

Actions

B KZRQ(TV) Pine Bluff, Ark. (CP)—Granted app. for
assignment of lieense from KIKX Inc. to Agape Church Inc.
for $40,611. Seller is principally owned by Charles Ray
Shinn, who also has interest in KIKX(FM) El Dorado. Ark.
Buyer is owned by H.L. Caldwell; his wife. Jeannc. and
Mary S. Keleman. It has no other broadcast interests. Action
June 30.

® WGTH(FM) Richlands, Va, {105.5 mhz: 450 w: HAAT:
800 ft.}—Granted transfer of control of High Knob Broad-
casters Inc., debtor-in-possession, to The Brown Family
Group for assumption of liabilities. Seller by has no other
broadcast interests. Buyer is owned by Laurence R. Brown
and family. It also owns WKGK(AM) Saltville, Va. Aciion
July 6.

New Stations

Applications

AM’s

®m  Forl Pierce. Fla.—Linda Adams seeks 1030 khz; 5 kw-
D; | kw-N. Address: 4358 Grenholme Dr. Sacramento.

Calif. 95842. Principal has no other broadcast interests.
Filed June 29

B Oviedo, Fla.—Marcelina Colina seeks 1030 khz: 25 kw-
D: 500 w-N. Address: 7524 S.W. 17%h Terrace. Miami
33157. Principal has no other broadcast interests. Filed June
29.

8 Cloverdale. Va.—Golden Rule Organization Workshop
[nc. seeks 820 khz; 2.3 kw-D. 200 w-N. Address: 20! Pro-
gress St., Blacksburg, Va. 24060. Principal is nonprofit cor-
poration headed by Virginia L. Baker. Baker owns
WBZI(AM)-WLGY(FM) Xenia. Ohio, and WKGM(AM)
Smithfield. Va, Filed June 20.

®  Dublin. Va.—FEdward A. Baker secks 810 khz: 1.4 kw-
D. Address: P.O. Box 889. Blacksburg, Va. 24060. Principal
is san of principal in above application. Filed June 29.
FM's

®  Camden. Ala.—Camden Broadcast Associates seeks
102.3 mhz; 3 kw: HAAT: 328 ft. Address: 415 N. College
St.. Greenville, Ala. 36037, Principal is owned by Dr. La-
Baron A. Foster. Norman Figures and Paul H. Reynolds.
Reynolds owns WAJO(AM)-WIAM(FM) Marion, Ala.
Filed July 8.

® Soldowna. Alaska—Gold Nugget Broadcasting Inc.
seeks 96.5 mhz: 10 kw: 265.7 ft. Address: 374 Lovers Lane.
99669, Principal is owned by Paul and Linda Barr and Mi-
chael and Janet Freeman. [t also owns co-located
KCSY(aM). Filed June 30.

®  Phoenix—Radio Alliance Phoenix seeks 89.5 mhz: 100
w: HAAT: 1,649.5 ft. Address: 2719 E. Corona, 85040.
Principal is owned by Clara Smith, and four others. It has no
other broadcast interests. Filed June 29.

B Eapar. Ariz—Rex K. Jensen seeks 92.5 mhz; 100 kw:

HAAT: 984 fi. Address: Box 368, Kanab. Utah 84741 . Prin-
cipal owns KHIL(AM)-KWCX(FM) Willcox and KICY-

AM-FM Mountain Home, Idaho. Filed June 30

®  Morgan Hill, Calif. —Ethnic Radio of Los Banos Inc,
seeks 96.1 mhz; 500 w; HAAT: 774.1 ft. Address: [426
Shortridge Ave., San Jose, Calif. 95116. Principal is owned
by Batista S. Viera and his wife. Delores. It also owns
KLBS(AM) San Jose, Calif. Filed June 29.

B Silver Springs. Fla.—Silver Springs-Ocala Broadcast-
ing Inc. seeks 95.5 mhz; 3 kw; HAAT: 328 ft. Address: 1304
Northeast 33rd Ave.. Apt. B, Ocala. Fla. 32670. Principal is
owned by J.M. Robbins and his brother, Phillip. Phillip has
interest WOSH(AM)-WMGV(EM) Oshkosh. Wis., and
slight interest in six AMs and five FM’s, Filed June 30.

m Silver Springs, Fla.—OQcala Radio inc. sceks 95.5 mhz;
3 kw: HAAT: 328 fi. Address: 1813 Oakley Ave., Fon
Myers, Fla. 33901. Principal is owned by Michael P. Joyce,
who has no other broadcast interests. Filed June 30.

m Silver Springs, Fla.—A P. Waiter seeks 95.5 mhz; 3 kw;
HAAT: 328 fi. Address: 235 Cartalonia Ave., Coral Gables.
Fla. 33134. Principal has no other broadcast interests. Filed
June 30.

& Silver Spnngs. Fla.—Silver Springs Communications
seeks 95.3 mhz: 3 kw: HAAT: 32§ ft. Address: P.O. Box
836, 32699. Prinicpal is owned by Roben D. Stochr and two
others. Stwehr owns WQBQ(AM) Leesburg. Fla. Filed July

8.

B Silver Springs. Fla.—Mark L. Wodlinger secks 95.35
mhz; 3 kw: HAAT: 328 . Address: 4350 Shawnee Mission
Parkway. Shawnee Mission, Kan. 66205. Principal owns
Wodlinger Broadcasting Co.. group of two AM’s and one
TV. Filed June 30.

®  Silver Springs. Fla.—Jim Johnson seeks 95.5 mhz; 3
kw: HAAT: 328 ft. Address: P.O. Box 1000, Bushrell, Fla.
33513. Principal has no other braadcast interests. Filed June
30.

m Silver Springs, Fla.—Rosalia Bianco seeks 95.5 mhz: 3
kw: HAAT: 328 ft. Address: 153 Esther Dr.. Cocoa Beach.
Fia. 3293]. Principal has no other broadcast interests. Filed
June 29.

® Silver Springs, Fla.—Sun Coast Communications Ltd.
Partnership seeks 95.5 mhz; 3 kw; HAAT: 328 ft. Address:
1800 SE. 0475, Summerfield, Fla. 32691. Principal is
owned by Sharon Gallagher Hall. and 25 others. Filed June
30.

®m  Silver Springs. Fla.—Silver Radio Partners seeks 95.5
mhz; 3 kw: HAAT: 328 fl. Address: 1001 22nd S1.. Suite

SOUTHWEST MARKET

]
Summary of broadcasting FM in coastal resort market
as of April 30, 1987
Unigue growth opportunity for

Service On Air  CP’s Total* . . .
ST e Rl aggressive promotion-oriented broadcaster.
Commisrcial EM 3859 418 4377 Real estate included.
Fducational FM 1,265 173 1,438 PriCed tO Se“ at $11 mlllion

Total Radio 10,102 761 10.863 R .
FM translators 1,115 756 1.881 W‘th exceHeﬂt teI’mS ava‘lable
Comimarial VHE TV 543 23 566 .
Commercial UHF TV 467 222 689 Contact Marvin Rogenberg
tducational VAR TV 13 3 118
Educational UHF TV 197 25 222 (303) 779-0880

Tola! TV 1,320 273 1583
VHF LPTY 247 74 321
UHF LPTV 167 136 298

Total LPTV 409 210 619
YHF translators 2,981 145 3.126
UHF translators 1.998 283 2291
IT=S 25 114 364
Low-power auxiiiary 824 J§] 824
TV auxiliaries 7.430 205 7.635 I , I l B R I]
UHE translatortonsiarns 5] ) 8 at 101111)5() %0
Expenmental TV 3 5 8
Remate pickup 12338 53 1239 COMMUNICATIONS BROKERS
AurafSTL &imercity ielay 2836 166 3.002 5613 D.T.C. PARKWAY, SUITE 700 ENGLEWOOQD, CO 80111 {303} 779-CB80
“ [nciudes off-air licerses.
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650, Washington, D.C. 20037. Principal is owned by Robert
A. Bednarek, Michael J. Wilhelm and Phillip A. Rubin. It
has no other broadcast interests. Bednarek has interest in
new TV in Gainesville, Fla. Filed June 30.

®  Silver Springs, Fla.—Silver Springs Radio Communica-
tions Ltd. seeks 95.3 mhz; 3 kw; HAAT: 328 fi. Address;
3680 NE 41st St., Apt. A, Ocala, Fla. 32670. Principal is
owned by Patricia A. Gaskin, who has no other broadcast
interests. Filed June 30.

® Sitver Springs, Fla.—Silver Springs Broadeasting Inc.
seeks 95.5 mhz; 3 kw; HAAT: 328 ft. Address: PO. Box
2830, Ocala, Fla. 32678. Principal is owned by Major Ber-
nard and four others, who have no other broadcast interests.
Filed June 30.

m  Manchester, Ky—Barker Broadcasting Co. sceks 1035.7
mhz; 50 w; HAAT: 757.7 fi. Address: 106 Richmond Rd..
40962, Principal is owned by Larry A. Barker and his wife,
Lynda. It alsc owns WKLB(AM). Filed July 6.

m McKee, Ky—Betty J. Rudder seeks 107.9 mhz; 2 kw:
HAAT: 400.2 ft. Address: PO. Box 176, McKee, Ky 40447.
Principal has no other broadcast interests. Filed July 2.

B [ouisburg, N.C.—Franklin Broadcasting Co. seeks
102.5 mhz; 3 kw; HAAT: 328 1. Address: PO. Box 463,
27549, Principal is owned by Mollie B. Evans and Euland
C. McBride. It also owns co-located WYRN(AM). Filed
July 2,

®  Lawton, Okla.—Cameron University seeks 101.7 mhz:
3 kw; HAAT: 328 ft. Address: 2800 West Gore, Lawton,
Okla. 73505. Principal is educational institution headed by
Edwin Ketehum. Filed July 6.

8 South Pitisburg, Tenn.—Eaton P. Govan secks 97.3
mhz; 12.5 kw, HAAT: 984 ft. Address: Ash Ave., 37380.

Services

Principal owns WEPG({AM) South Pittsburg. Filed June 30.

® South Pittsburg, Tenn.—Tennessee Broadcast Group
seeks 97.3 mhz: 50 kw; HAAT: 492 ft. Address: 116 Elm
Ave., 37380. Principal is owned by Shellie Jerdan and four
others. 1t has no other broadcast interests. Filed June 30

B South Piusburg, Tenn.—James V. Long seeks 97.3 mhz;
Jkw; HAAT: 328 ft. Address: Box S4A, Sweden Cove Rd.,
37380, Erincipal has no other broadcast interests. Filed June
30.

B Waco, Tex.—Chase Communications Inc. seeks 94.5
mhz; 3 kw; HAAT: 328 fi. Address: 126 Oriental. 76710,
Principal is owned by James P. Chase and Thomas G. Chase.
[t has no other broadcast interests. Filed June 30,

B Waco, Tex.—Excelsior Communications [ne. seeks 94.5
mhz; 3 kw: HAAT: 328 ft. Address: P.O. Box 21611, 76702.
Principal is owned by Arthur T. King, Marilyn O. Marshall,
Alvin L. Pollard and Eric H. Hooker. It has no other broad-
cast interests. Filed June 30.

B Waco, Tex.—Richards Communications [nc. seeks 94.5
mbz; 3 kw; HAAT: 328 ft. Address: 41 Northwood Forest,
Northport. Ala. 35476. Principal is owned by Susan M.
Richards, who has no other broadeast interests. Filed June
30.

B Franklin, Va.—Radio Franklin Ltd. Partnership secks
101.7 mbhz; 3 kw: HAAT: 328 ft. Address: 2506 Vineyard
St.. Durham. N.C. 27707. Principal is owncd by Jeffrey E.
Hester and 26 others. Filed June 30.

TV’s
B Tuskegee, Ala.—Tuskegee Communications Inc. secks

ch. 22; 5,000 kw: HAAT: 561.2 ft. Address: 108 East Com-
modore Circle, 36083. Principal is owned by Fred D. Gray,

FCC ON-LINE DATABASE

dataworld’

Ailocauon Tercain Studies
AM e FM e Ty o LPTV @ ITFS
4827 Rugdy Ave . Sulle 200
Bethesda, MD 20814
(301) 852-8822 1-800—368-5754

301-731-5677 Comolete

Broadcaat Faciliy

Design & Insteliatoon

arrison

systems Ltd.

7515 AnnapolisRord Suite 431
Myalttsyile Marylang 20784

BROADCAST DATA SERVICES
Computerized Broadcast Service
Including
Data BaseiAllocation Studies
Terrain Profiles
A Diy. of Moffet. Larson & Johnson. Inc.

(703) 841-0282

RAMTRONLX, INC.
Connector Supplier
to the Broadcast Industry
Kings/ITT Cannon
67 Jefryn Blvd, E.
Deer Park, N.Y. 11728
(516) 242-4700

UNUSED

CALL LETTERS
CALL

dataworld

1-800—368-5754

Stephen Raleigh
Broadcast Services

Full Sarvice Technical Consulting
Specialists in Audio & RF Systems
Facllity Design & Ingtailation
PO. Box 3403, Princeton, N.J. 08540
(609) 799-4357

media communications inc.

COMPLETE ENGINEERING NEEDS
FCC Intormation ® Allocations AM,
FM, LPTV » Terrain Siudies e Frequency Sludies &
Field Enginesring e Research e
PO. Box 37732
Shreveport, La 71133-7732
Call (318) 746-4332

¢ Telatach inc.

® Faciiy Demgn ang Consttuclion
Contact
KENMETS W HOEHN
(313) 562-6873

23400 Mich Ave
Dearborn. Mi 48124

VOICE OVER, iINC.
The right volee tor 1’V & radio:
m NEWS (Promolions}
m Entertainment (Promotions)
s COMMERCIAL SPOTS
u|.D’s
SAVE §, TIME, CONTACT US FIRST!
(901) 272-3468 Telex 62601560

contact
BROADCASTING MAGAZINE
1705 DeSales St., N.W.
Washington, D.C. 20036
for availabilities
Phone; (202) 659-2340
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Harry D. Norman and Johhny L. Ford. It has no other broad-
cast interests. Fifed July 2.

m Bryan, Tex.—Central Texas Broadcasting seeks ch. 28;
5,000 kw: 1,021.7 ft. Address: P.O. Box 3522, Waco, Tex.
76701. Principal is owned by Robert Mann, who also owns
KXXV(TV) Waco, Tex. Filed June 30.

Actions

AM’s

m  Falcon, Colo.—Granted app. of Louis Foreman Allen
for 820 khz; 2.5 kw-D. Action June 25.

B Danville, Va.—Granted app. of Danville Radio for 1180
khz; 4.5 kw-D. Action July July 6.

B Fieldale, Va.—Granted app. of Radio Eleven Sixty for
1160 khz; 5 kw-U. Action July 6.

B Lynchburg. Va.—Granted app. of Seven Hills Media for
1170 khz: 3.5 kw-D. Action July 6.

FM’s

B Las Vegas—Retumed app. of Toiyabe Broadcasting
Corp. for 105.1 mhz; 50 kw: HAAT: 492 ft. Action June 22.
®  Pawhuska. Okla.—(ranted app. of McKee Braadcast-
ing for 104.9 mhz; 100 kw;, HAAT: 328 ft Action July 1.

8 Charfotiesville. Va.—Returmed app. of Virginia Tcch
Foundation Ine. for 89.3 mhz: 8.6 kw: HAAT: 1.106.6 fi.
Action July 6.

Facilities Changes

Applications

AN’s

Tendered

B WWRS (990 khz) Mayville. Wis.—Seeks MP to in-

crease power 1o 500 w; change TL and make changes in ant.
sys. Filed July 14,

Accepled

m KTCD (1200 khz) Eureka, Calif —Seeks MP to change
TL and make changes in ant. sys. Filed July 14.

B KQSR (660 khz) Williston. N.D.—Seeks MP 10 change
TL and make changes in ant. sys. Filed July 14,

o WOND (1400 khz) Plcasantville, N.J.-—Seeks CP w0
reduce day power 10 580 w: change TL and make changes in
ant. sys. Filed July 14.

FM’s

Tendered

8 KHIH (94.7 mhz) Boulder, Colo.—Secks mod. of CP 1o
make changes in ant. sys. Filed July 10.

& WZVN (107.1 mhz) Lowcll. [nd.—Seeks CP to change
ERP to I.) kw. Filed July 10.

8 WTGV-FM (97.7 mhz) Sandusky. Mich.—Seeks CP 1o
change HAAT 10 to 326 ft. Filed July 10

& WCAL-FM (89.3 mh7) Narthfield, Minn.—Seeks CP 1o
change TL; change ERP to 97.6 kw: change HAAT to
1.009.3 ft. and make changes in ant. sys. Filed July 10.
& WSJIC-FM (107.5 mhz) Magee. Miss.-—Seeks mod. of
CP to change HAAT to 705.3 ft.: change TL and make
changes in ant. sys. Filed July 10,

®  KLDZ (95.1 mhz) Lincoln, Neb.—Seeks CP to change
freq. to 95.1 mhz; change ERP to 50 kw: change HAAT 10
492 ft. and change TL. Filed July 10.

u WCDO-FM (100.9 mhz} Sidney. N.Y.—Seeks CP 10
change ERP to 970 w. Filed July 14.

B WSOC-FM (103.7 mhz) Charlotte, N.C.—Secks mod.
of CP to change ERP to 100 kw. Filed July 13.

B KVRO (105.5 mhz) Stillwater, Okla.—Seeks mod. of
CP 10 ehange TL and change HAAT to 160.2 ft, Filed July
10,

® KRBM (90.9 mhz) Pendleton, QOre.-—Seeks CP to
change HAAT to 590.2 ft. Filed July 10.

B WZZE (97.3 mhz) Glen Mills, Pa.—Seeks CP to change
freq. to 97.1 mhz. Filed July 13.

B WITQ (99.3 mhz) Block [sland, R.1.—Seeks mod. of
CP to change TL and make changes in ant. sys. Filed July
10.

B WAPL-FM (105.7 mhz) Appleton, Wis.—Seeks mod.
of CP to change TL and change HAAT to 1,102.6 fi. Filed
July 10.

Accepled
& KHIP (93.5 mhz) Hollister, Calif. —Seeks CP 1o change



Professional Cards

A.D. RING & ASSOCIATES, PC.

CONSULTING RADIO ENGINEERS
Suite 500
1140 Nineteenth St, N.'W.
Washington, D.C. 20036
(202) 223.6700
Member AFCCE

SAIC it

= = - Corporation

a yof Scence
CONSULTING  ENGINEERS

7901 YARNWOOD CQURT
SPRINGFIELD _vA. 22153
(7031568 - 7704

MEMBER AICCE

Caporatcn

LOHNES & CULVER
Consviting Engineers
1156 15th 51 N.W., Suite 606
washington. D.C. 20005
(202) 296-2722

Member AFCCE

COHEN and DIPPELL, PC.
CONSULTING ENGINEERS
1015 15th 8t., N.W, Suite 703

(202) 783-0111

Weshington, D.C. 20005
Member AFCCE

SILLIMAN AND SILLIMAN
8121 Georgia Ave. #700
Silver Spring, MD 20610

ROBERT M. SILLIMAN. P E.

(301) 589-8288
THOMAS B. SilLLIMAN, P.E.
(812 853-9754
Moember AFCCE

Moffet, Larson & Johnson, Inc.
Consulting Telecommunications Engineers

1925 North Lynn Street
Arlington, VA 22209
(703) 841-0500
Member AFCCE

ANDRUS AND ASSOCIATES, INC.
ALVIN H. ANDRUS, P.E.

351 SCOTT ORIVE
SILVER SPRING, MO. 20904

Q 301 384-5374

Membesr AFCCE

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS
Box 68, International Airport
San Francisco, California, 94128
{415) 342-5200
L Member AFCCE

JOHN B. HEFFELFINGER

9233 Ward Parkway. Suite 285
816-444-7010
Kansas City, Missouri 64114

Member AFCCE

JULES COHEN
& ASSOCIATES, PC.

Suite 400
1730 M S1. NW.
Washington DC 20036

(202) 659-3707
Member AFCCE J

CARL E. SMITH
CONSULTING ENGINEERS

AM-FM-TV Engineering Consultanis
Complete Tower and Rigging Services

"Serving the Broudeast ndustey
Jor over 56 Years”

Box 2727  Bath, Ohio 44210
(216) 659-4440

VIR JAMES

CONSULTING ENGINEERS
Applicalions and Feld Engineecng
Computerized Frequency Surveys

3137 W. Kentucky Ave.— 80219
{303) 937-1900
DENVER, COLORADO

Member AFCCE & NAB

E. Harold Munn, Jr.,

& Associates, Inc,
Broadcast Engineering Consultants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

ROSNER TELEVISION

SYSTEMS
CONSULTING & ENGINEERING

New York, N.Y. 10107

(212)246-2850

250 West 57 Street

Mullaney Engineering, Inc.
Consulting Telecommunications Enginesrs
9049 Shady Grove Court
Gaithersburg, MD 20877
301-921.0115
Member AFCCE

HATFIELD & DAWSON

Consulting Engineers

Broadcast and Communications
4226 6th Ave., NW,,
Seattle, Washington, 98107

{206) 783-9151
Member AFCCE

ENTERPRISE ENGINEERING PC.
Consulting Engineers

FW HANNEL, PE
PO. Box 9001 Peoria, IL 61614
(309} 691-4155

Member AFCCE

STRUCTURAL SYSTEMS
TECHNOLQGY, INC.
MATTHEW J. VLISSIDES, PE.
PRESIDENT
TOWERS, ANTENNAS, STRUCTURES
New Tall Towers, Exisling Towers
Sindics, Analysis, Design Modifications.
Inspeclions. Erection. Ete.

68467 Elm Su., McLean, VA 2210).(703) 356-9765
Member AFCCE

C. P. CROSSNO & ASSOCIATES

Consuiting Engineers

P.O. Box 18312
Dallas, Texas 75218

(214) 669-0294
Member AFCCE

JOHN FX. BROWNE
& ASSOCIATES, PC.
525 Woodward Ave.
Bioomfield Hills, Ml 48013
(313) 642-6226
Washington Office
{202) 293-2020
Member AFCCE

D.C. WILLIAMS
& ASSOCIATES:; INC.

Consutting Emgeneers
AMCFN. TV LPTY-CATY
°0ST OFFICF BOX 706
FOLSOM, CALIFORNIA 95630
(916) 933-5000

R.L. HOOVER

Consulting Telecommunications Engineer
11704 Seven Locks Road
Potomac, Maryland 20854

3018830054

Member AFCCE

J. S. SHERMAN & ASSOC., INC.

APPLICATIONS,
CONSULTING &
FIELD SERVICES

2048 CROSS KEYS RD
BERLIN, NEW JERSEY
(609) 767-7070 08009

CLARENCE M. BEVERAGE
COMMUNICATIONS TECHNOLOGIES, INC.
BROAOCASY ENGIMEERING CONSULTANTS
SUITE #5123 CREEX ROAD
MOUNT HOLLY NJ 0BOSQO

1609) 7220307

LAWRENCE L. MORTON
ASSOCIATES

21674 SUPERIOR LANE
1AKE FOREST. CALIFORNIA 92630

TELECOMMUNICATIORS ENGINEE RS

LAWRENCE L. MORTON, PE.

AM ¢ FM« TV
APPLICATIONS « FIELO ENGINEERING

(714) 859-6015

SELLMEYER ENGINEERING

Consulting Engineers

P.O. Box 205
McKinney, Texas 75069
(214) 542-2056
Member AFCCE

PAUL DEAN FORD, PE.
BROADCAST ENGINEERING CONSULTANT
R.R. 12, Box 351
WEST TERRE HAUTE, INDIANA 47885

812-535-3831
Member AFCCE

D.B. COMMUNICATIONS, INC.

BroadcastRCCreellutar/sateliite
Telecomnmunications Consultants

4401 East West Highway Suite 308
Bethesda, Maryland 20814
(Located in Washinglon, D.C. Area)
(301) 654-0777
contact: Darrell E. Bauguess

EDM & ASSOCIATES. INC.

8/casl-AM-FM-TY-LPTV-ITES. Trans)algr
frequency Searches & Rule Matangs
C/Carner-Cellutar, Satelhles
MMOS, P/P Microwave
1234 Mass. Ave, N.W., Suite 1006
Washingion, 0.C, 20005 Phone (202} 639-5880

Member AFCCE

George Jacobs
& Associates, Inc.
Consulting Broadcast Engineers
Demestic & International
Member AFCCE
8701 Georgia Ave.

Silver Spring, MD
20910

Suite 410
(301) 587-8800

WILLOUGHBY & VOSS

BROACCAST TECHNICAL CONSULTANTS
SUME 100-A
15102 JJONES - MALTSBERGER
SAN ANTONIO, TEXAS 78232
{512) 525-1111 OR 490-2778

APPUCATIONS = FIELO SERVICES
Mamber NAB

L

comtact
BROADCASTING MAGAZINE
1705 DeSales St., N.W.
Washingten, D.C. 20036
for availabilities
Phone: {202) 659-2340




TL; change ERP 10 580 w and change HAAT to 2.119 ft.
Filed July 10.

B WHLP-FM (107.1 mhz) Virginia. Minn.—Seeks CP (o
change freq. to 99.9 mhz: change TL and change ERP 10 100
kw. Filed July 10.

® WVJP-FM (103.3 mhz) Caguas. PR.—Seeks CP to
change TL; change ERP to 28 kw and change HAAT (o
1,789.4 ft. Filed July 10.

| WTOI (105.5 mhz) Hilton Head Island. S.C —Seeks
mod. of CP to change TL: change ERP 10 2.52 kw and
change HAAT to 335.7 ft. Filed July 10.

Vs
Accepted

B WTOG (ch. 44) St. Petcrsburg, Fla.—Seeks CP o
change ERP vis. 1o 5.000 kw, aur. 474 kw. Filed July 14.
B WGGF (ch. 55) Lebanon, Pa.—Seeks MP to change
ERP vis. to 2890 kw, aur. 289 kw; change HAAT 10 1.410.6
ft. and change TL. Filed July 10.

m  KABB {ch. 29) San Antonio, Tex.—Seeks MP to change
ERP vis. 10 3,160 kw, aur, 316 kw and change TL. Filed July
14.

B WBNB-TV (ch. 10) Charlotre Amali¢, V.1.—Seeks CP
to change ERP vis. to 316 kw, aur. 31.6 kw; ¢change HAAT 10
1,869 fi. Filed July 14.

Actions

AM’s

B WULA (1240 khz) Eufaula, Ala.—Dismissed app. to
change TL. Action July 8.

® KELC (1330 khz) England, Ark.—Granted app. 0
change city of license; change TL; increase power to 500 w
and make changes in ant. sys. Action July 6.

B KNTA (1430 khz) Santa Clara. Calif.—Dismisscd app.
to change TL and make charges in ant. sys. Action July 6.
B WADE (1210 khz) Wadesboro, N.C.—Granted app. (0
change hours of opcration to unlimited by adding night ser-
vice with 1 kw: change day power to 500 w: change freq. to
1340 khz and make changes in ant. sys. Action July 6.

& WSEN (1050 khz) Baldwinsville, N.Y.—Granted app.
to increase powcr to 7.5 kw; change freq. to 780 khz and
make changes in ant. sys. Action July 6.

& KAPS (1470 khz) Mount Vernon, Pa.——Granted app. to

change hours of operation (o unlimited by adding night ser-
vice with | kw: increase day power o 10 kw; change freq. to
660 khz and make changes in ant. sys. Action June 23.

TV's

w WWLF-TV (ch. 56) Hazelion, Pa.—Granted app. to
change ERP vis. to 1000 kw; change HAAT 1o 819.3 ft.
Action June 12.

B KACV-TV (ch. 2) Amarilio, Tex.—Granted app. to

change ERP vis. 1o 100 kw; change HAAT to | .404.6 fi. and
change TL. Actien June 30.

§ KABB (ch. 29) San Antonio, Tex —Granted app. 1o
change ERP vis. 1o 3160 kw, aur. 316 kw; change TL and
change HAAT to 1,361.4 ft. Action June 30.

m WLFG (ch. 68) Grundy, Va.—Granted app. to ¢hange
ERP vis. to 1000 kw. aur. 100 kw; change HAAT to 1.381 fi.
and change TL.. Action June 30.

| WVGI(ch. 17) Charlotte Amalie, V.1.—Granted app. to

charnge ERP vis. 10 48.8 kw, aur. 4.88 kw; change HAAT to
1.381 fi. Action June 30.

Call Letters
Applications
Call Sought by
New FM's
WIGL Altcom of Wisconsin Inc., Stevens Point, Wis,
WVLC Stonewall Broadcasting Co., Eikton, Va
New TV
KGCO Golden Communications Inc.. Minecta, Tex
Existing AM's
WANM WTNT WANM tnc., Tallahassee, Fia.
wLQV WCZY Salellile Radio Network inc., Detroit
Existing TV
WMHX WUSV Mohawk-Hudson Council on Educa-

tional Television Inc.. Scheneclady. N.Y.

ROCKY MOUNTAINS
Class C FM, with Fulltime AM

Regional stations serving an area including
2 state universities.
Asking $3,000,000 with excellent terms.

Contact Marvin Rosenberg
(303) 779-0880

Pat Th@pson Co.

COMMUNICATIONS BROKERS
5613 D.TC. PARKWAY, SUITE 700 ENGLEWOOD, CO 80111

(303) 779-0880
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Grants
Call Sought by

New AM's

KVFR Louis Foreman Allen, Falcon, Colo

KULA Anila Levine, Maunawiia, Hawaii

New FM's

KLCZ Radio Corcoran, Corcoran, Calit

KRAB Rose Marie Ramirez. Green Acres, Calif.

WFXR Mary Jane Kelley Harwilchport, Hawaii

WwizZy Gretchen E. Millich, East Jordan, Mich.

KSHwW Sam Houston State University, Huntsville,
Tex.

WSIG-FM Shenandoah County Broadcasting Corp..
Mounl Jackson, Va.

New TV's

KVES Coasta de Oro Television Inc.. Ventura, Calif

WIEB islaradora Educators Broadcasting inc,. Is-
lamadora, Fla

WKEB tMarathon Educators Broadcasting Inc.. Mar-
athon, FlLa.

KAAS-TV Channei 24 Lid., Salina, Kan

KAWB Northern Minnesola Public Television Inc.,
Brainerd, Minn.

Existing AM’s

KOFC KHOG Lonnie M. Horlon, Fayetteville, Ark.

WPBG WIRK Atlantic Broadcasling Corg., Wes|
Palm Beach, Calif

KXKL KBRQ Shamrock Broadcasting Inc., Denver

WIKX WKZY Southwest Florida Broadcasting Inc..
North Fort Myers, Fla.

WMJZ WZXM Classic Radio Inc., Gaylord, Mich.

WMYN WUPY Taconite Broadcasting Inc., 1shpem-
ing, Mich.

WMER WFEZ Charisma Communications Inc., Me-
ridian, Miss.

KBSO KNFL Regency Communicanons Inc., Lau-
rel, Mont

KEZO KEDGS Albimar Omaha Lid. Partnership,
Omaha

WFAN WHN Emmis Broadcasting Corp. of New
York, New York

WAJA WLTM Mounlain Broadcasting Co.. Franklin,
N.C

WWCS WARO WARQ Broadcasling Inc., Canons-
burg. Pa

WWAX WRGE Chance Communications Inc., Oly-
phant, Pa

KITT KISD Whigbey Broadcasling Service Inc..
Qak Harbor, Wash

WHRD WWHY Marshall University Foundalion Inc.,

Existing FM’s
KXKL-FM

WIKX-FM

WZZR
WNUA

KMCO-Fid

WNIC

WMJZ-FM

WAZZ

WvBl

WKSD
Existing TV's
WVLA

WHST

Huntington, W \Va

KBROG-FM Shamrock Broadcasling Inc.,
Denver

WIKX Seuthwes! Fiorida Broadcasting inc.,
Immokalee Fla

WRIT CRB of Florida Inc., Stuart, Fla
WRXR Pyramid Wesl Lid. Partnership, Oma-
ha

KBCT Galesburg Broadcasting Co., Fair-
field, lowa

WNIC-FM Renaissance Communicalions
inc., Dearborn, Mich.

WZXM-FM Classic Radio Inc., Gaylord,
Mich

WAKS-FM Mohr Engledow Broadcasling of
North Carolina Inc.. Fuquay-varina, N.C
WFQOB-FM Northwesl Radio Lid., Fostoria,
Ohio

WERT-FM WERT Radio Inc.. Van Weri, Ohio

WRBT Rush Broadcasting Corp., Baton
Rouge. La.

WGCG-TV Harry J. Pappas. Greenwood,
sC



Classified Advertising

See lasl page of Classified Section for rates,
closing dales, box numbers and olher details.

RADIO
HELP WANTED MANAGEMENT

General manager: For Texas horder lown. Excellenl
opportunity to join a growing aggressive broadcas!
group. Musl be aggressive with minimum 4 years ex-
perience in broadcast sales. Compensation package
includes salary + incenlive plan. Slate present salary.
Send resume. Box W-4,

Station manager for newly-formatted AM in 50,000 +
market. Sure AM is a challenge, but we're willing to pay
for your expertise. Must be shirtsleeve worker willing to
batile with the {roops, know small-market retail, and
able to find and train retail sales animals. Part of new
aggressive group we can offer future advancement
Affirmative action, EOE. Reply in full confidence to Box
W-28.

Station manager needed for urban-oriented AMin ma-
jor market suburb. Must be hands-on, sales-oriented,
abie to build new sales team and establish rapport with
substantial elhnic business communily. Excellent op-
portunily for retail-oriented small market sales man-
ager looking for first station manager job. Greal com-
pany, great area. Salary and bonuses $40K. EQE,
affirmalive action. Reply Box W-27.

Station manager: Central IL non-commercial conlem-
porary Chrislian FM seeks SM. Musl have 2 years in
non-commercial radio; fundraising and management
experience important. Send resume and air check: Di-
rector of Radio, Box 126, Carlinvilie, IL 62626. EOE

General/sales manager. Highly desirable and beauti-
ful city of 300,000 in Rocky Mountain area. Easy Listen-
ing, Class C FM, #1 rated. Salary plus profit plus equity
for right execuiive. Send resume in complete conli-
dence 10 Box W-24.

Sales manager: Top billing six person department
needs a top manager. Nine siation group offers stabil-
ity compensation, training and future. Apply to: An-
drew Reimer, VP/GM, KTYD-FM, Box 62110, Santa Bar-
bara, CA 93160 EOE. M/F.

Good market and excellent stations in ceniral Texas
have immediale opening for aggressive general man-
ager. Only two managers in 15 years and we will seek a
new one for early August. Must have excellent creden-
lials and experience and be willing to accep! growth
challenges of a 24 hour AM and 24 hour FMin competi-
live mediurm market, EEQ. Posilion is for manager of
KTEM/KPLE. Termple, TX. Contact Clint Formby, The
Formby Stations, 806—364-1860.

Promotion manager. Major market FM radio staticn in
Sunbelt is seeking an experienced promotion man-
ager. Must have lhe ability 10 manage all aspects of
on/off air promotions and have experience in media
placement. Send resume and salary reguirements to
Box W-43.

Local sales manager. KMJQ is now in the process of
accepting resumes for the position of local saleés man-
ager. Duties will include the training and in-field leader-
ship of KMJQ's local sales staff. Management exper-
ience helpful. Send resumes to Mary Ellen Merrigan,
General Sales Manager, KMJQ, PO. Box 22300, Hous-
ton, TX 77227. No phone calls, please. EQOE/MF

I'm the chief executive officer of a Class C FM
100,000 wall stereo radio stalion and a sparkling littie
1,000 waft AM slation in a good marketl.. And better
than that, one of the nicesl places to live in lhe country |
am looking for someone 1o be my assistant, The person
I 'am seeking musl be a know-how broadcaster. The
person will be able to write effective copy for any client,
service all types of adverlising accounts, go out and
sell a promation, take care ol the internal operation of
the station, pull an announcing shift in case regular
announcer gets snakebit on his day off, schedule an-
nouncers, and be a program consultant to me. There
may be other things | will think of in passing. This is
opportunity If you hear it knocking, don't mess around!
Get in touch with me with complete information now.
We'll keep it confidential 1o prolecl your present situa-
lion. Box W-66.

Sales manager: Medium market AC/gold AM station in
turn-around  situation. Minimum 2 yrs. experience
Rush perlinent informalion to Greg Scirrolto, WJBX,
186E2-1902 State Street ExL., Bridgeport, CT 06605.
EOQE.

Sales manager for AM/FM in small but fast growing
market in beautiful area. Unique opportunity with excel-
lent lerms and many incenlives. Resume to: General
Manager, WDCR/WFRD, P.O. Box 957, Hanover, NH
03755,

General manager: Need aggressive sales/profit mind-
ed manager for growing, profitlable #1 medium in
Northeast Texas small market. Negoliable base, perfor-
mance bonus and equity option for candidale wilh
proven, stable, successful record. Brenmac Proper-
tigs, 16803 Dallas Parkway, Dallas, TX 75248,

General sales manager: # 1 raied sunbell major mar-
ket AM/FM combo needs experienced general sales
manager with proven lrack record. Minimum five years
sales experience wilh at least lwo years in radio sales
management in top 50 markel. Send resume to Box W-
71. EEQ employer.

Sales oriented GM. Looking for a strong manager (0
develop a small Kentucky radio sfation. Must have
proven track record, be ab'e to develop people as well
as sales. Excellenl opportunity. Reply to Box W-68.
EOE, M/F

GM Minneapolis-St. Paul cormnmercial religious full-
lime AM wilh established format needs experienced
saies leader. If you know who Dobson, McGee, Car-
men and Granl are, and have a proven managemenl
track record, contact Dick Marsh, Ex. VP, Universal
Broadcasting, 3844 Easl Foothill Blvd., Pasadena, CA
91107, 818—=577-1224. EOE.

HELP WANTED SALES

Small market sales: Wisconsin. High yield list for am-
bitious, bright prolessional. Excellent sales organiza-
lion. Greal living area - Mid-Wisconsin. Complete sales
fraining & on-going supporl. Hurry. Mr. Norman 808—
847-6565.

20% Commission. Live on the beach and work in fasl
growing affluent metro of 200,000. Leading country FM
insoulheasiern coastal resort area seeks experienced,
aggressive professional. Resume to: Dan Carney, The
Ho't Corporation, Suite 205, Westgate Matl, Bethlehemn,
PA 18017. EOE, M/F

HELP WANTED ANNOUNCERS

Announcer/operations. 100 kw FM radic station serv-
ing MN/ND seeks jazz announcer and operations di-
rector. Requires bachelor’s degree or equivalent com-
bination of education and experience, 1-2 years
experience as on-air host. Experience in station oper-
ations and strong knowledge of jazz preferred. Salary
$15,288. Send application, resume, three letters ot ref-
erence and audition tape including announcing and
newscast to PO Box 5227, Fargo, ND 58105, AA/EQE
employer.

Wanted: Morning personality for East Coast regional
country. Experience and production ability required
Reply to Box W-46.

Sales manager: For Texas border town. Excellent op-
portunity 10 join a growing aggressive broadcast
group. Must be aggressive with minimum 4 ysars ex-
perience in broadcas! sales. Compensation package
includes salary + incentive plan. State present salary
Send resume. Box W-3.

Attention NE/NY small and medium market sales man-
agers! WINNERADIO 1220 AM stereo seeks sales
manager experienced in consullanl orienled retail
sales technigues with track record of billing success
and growlh. Move into highly competitive markelplace.
WNNR, Greater New Haven's exclusive oldies outlet
offers growih opportunity in professional turnaround
situation, no cap on income. Rush resume detailing
credentials and track record plus lelter oullining why
you want this job to Pete Salant, President/Generai
Manager, WINNERADIO, 473 Denslow Hill, Hamden,
CT 06514, EQE. No calls accepted.

Midwest AM-FM, established siations in markel. Ex-
cellent opporlunity for aggressive self-starter. Send re-
sume outlining experience and salary requirements to:
J. McCullough, WLPO/WAJK, PO Box 215, LaSalle, IL
51301,

Great company, great opportunity at new top-60 mar-
ket stalion for a smali-markel, retail oriented salesper-
son tooking to move up. Located in one of country's 10
fastes|-growing counties, ratings are rising dramatical-
ly, doors are opening. Part of 10-station group, we offer
immediate and future growth. All inquiries beld in stric-
test confidence. EOE, aflirmative action. Replys to Box
W-29

Southeastern Mich. AM/FM wants AM sales manager.
Big potential. Send resume to WPAG, 106 E. Liberty,
Ann Arbor, M1 48104, All: Torn Wight

Established list available to experienced salespear-
son. CHR slation in mediurn Midwest market. Base
salary/commission. Resume to Sales Manager, WDBR-
FM, PO, Box 2759, Springfield, IL 62708,

GSM radio: Eastern 50kw needs aggressive trainer far
large sales slaff. You don't compele, you train, molivale
and get the most from your staff. Last year was a re-
cord-setter.. you can beat it this coming year. We have
ali the tools, if you're the right person. EQE. We will pay
for performance. Resurne/lelter to Box W-55.

Norfolk, VA Beach area, 50,000 wali FM looking for
aggressive sales manager. Must have 5 years radio
sales experience including 2 years management. Call
703—989-4581,

Leading East Texas combo wanis reporter-anchor for
morning AM shift. Only persons with exiensive exper-
ience as communicators need apply Send tape, re-
sume, and salary requirernents to: Rick Watson, KOOI-
KEBE, PO. Box 1648, Jacksonville, TX 75766.

Our staff is expanding and we need another topnotch
classical announcer with experience in production. Du-
ties will include on-air shift and local programing. Good
quality of life in our community and our stationis a great
place lo work. Salary competitive with excellent fringe
benefits. Send tape, resume and salary history 10: Joe
Martin, WHIL-FM, Post Office Box 160326, Mobile, AL
36616. WHIL is an EQE/affirmative action employer. No
phone calls.

HELP WANTED TECHNICAL

Several chiefs needed for expanding group of power-
house radio slations. Must be organized, budgel con-
scious, communicate well and possess strong mainte-
nance skills. If this is you, come grow with us. No
beginners please. Resume and salary history to: Kyle
Magrill, The Daytona Group Inc., PO. Box 631, Salem,
OR 97308.

Chief engineer wanted lor smail group in the upper
Mid-Wesl. Automation and directional experience a
must. Call 715—588-3852.

ATTENTION

BLIND BOX RESPONDENTS

Advertisers using Blind Box Num-
bers cannot request tapes or tran-
scripts to be forwarded to BROAD-
CASTING Blind Box Numbers.

Such materials are not forwardable
and are returned to the sender.
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HELP WANTED NEWS

News director wanted. Public radio. Experienced pre-
ferred. Deadline July 31st. KANZAKZNA. Call for more
information 316—335-5120.

Instinctive, aggressive news director needed for
Northwest Arkansas award winning, full-service sta-
tion. Rush resume, tape, salary history to General Man-
ager, KBRS, 2307 Hiway 471 N., Springdale, AR
72764. EOEM-F

News director with journalism/oroadcasting degree
Send references, sample writing and demo tape 10
Steve Walrath, P.Q. Box 309, Eagle River, Wl 54521. No
calls.

Excellent opportunity 1o lead six-person professional
news staff in rapidly-growing jazz and information sla-
tion serving the #2 market. Strong editorial skilis and
ability to ofter creative leadership a must. Computer-
ized newsroom. Compelitive salary and complete
benefits. Send tape, resume and letter of interest to:
Personnel Department, KLON-FM, 1288 N, Beliflower
Boulevard, l.ong Beach, CA 90815-41¢8.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Wanted: Production director for East Coast AM/FM
combo. Also, assist promotions department with smail
air shift. Reply to Box W-47.

Dedicated jazz broadcasters! Managers, salespec-
ple, announcers, producers, engineers, newspecple;
interested in joining future NYC area jazz broadcasting
family? Send handwritten lelier with salary history, cre-
dentials, track record, resume, and tapes to: Direclor,
POB 400, Red Bank, NJ 07701.

Classical music producer/host for WHA Radio. Pro-
gram and host classical music programs for Wisconsin
Public Radio statewide network. Full-time position. Du-
ties include: program up to twenty hours of classical
music per week, produce live and recorded concerts,
operate combo board, announce/host programed ma-
terial, select and produce taped syndicated programs.
Bachelor's degree required. Music degree preferred.
Minimum three years experience in classical music
programing and announcing. Conversational delivery
and strong interviewing skills. Demonstraled ability 1o
function as host for live concert program. Ability to edit
lape, write for broadcast, and deliver material on air.
Salary: $20,000 annual rate. Application deadline: Au-
gust 14, 1887, For required application, write or cail:
Mary Mead, WHA Radio, 821 Universily Avenue, Madi-
son, W1 53706. 608-—263-2170. Equal opportunity em-
ployer.

CR Broadcasting secks operations manager for
WEEL-FM/GOLD 14KW to include morning drive shift
on Easy 97.3. Send T & R to: Bod Krol, General Man-
ager, 88 Waddles Run Road, Wheeling, WV 26003.
EQE.

SITUATIONS WANTED MANAGEMENT

Business/operations manager. Young, energetic pro-
fessional with 7 years medium market business office
management experience. Very strong accounting and
computer background. Bottom line orientalion, cost
conlrol, budgeting, receivables management and su-
pemnvisory experience. People oriented, hard working,
excellent communicator, Proven track record, solid re-
ferences. Flexible about relocation. Call Ed 609—729-
6211,

General manager with strong sales background and a
history of turn-around successes. Partnership dispute
forces this ad. Have increased ralings at present sla-
tion by 90% and sales for the year by 132%. Exper-
ienced in all phases of broadcasting. Box W-48.

GM/OM/PD. 27 years experience. Available immedi-
alely for stable medium markel operalion in West.
Chuck Wolfe 915—693-1903.

Successful small market GM/GSM seeks new chal-
lenges. Mountaing or ocean preferred. All opportuni-
lies considered. Box W-53.

Public affairs director. Energetic professional with 2
years successiul experience. Hardworking with exce!-
lent communication, organizaliona and managemeant
skills. Interested in relocating to Arizona or Southwest.
419—782-4409,

Career broadcaster wilh programing, sales and man-
agement background. Major market experience. Team
leader and trainer, 20 years experience. GM GSM posi-
tion desired. Employed now. 513—242-6821.

General manager expefienced in all phases of the
industry including heavy sales, engineering, program-
ing, sports. Community minded, 13 years of successiul
management. 704—822-6306.

Top 10 urban general manager. Now employed. Seek-
ing new challenge. Excellent track record in sales, pro-
graming, promolions and community involvement. Bot-
tom line oriented. Box W-67.

SITUATIONS WANTED SALES

Attention small market owners and managers! Right-
hand man, broadcast pro available! Sales, announc-
ing, full service background! Affordable! Box W-7

SITUATIONS WANTED ANNOUNCERS

Warm, friendly announcer! Sales, programing oper-
alions background! Seek combo position with adult
oriented operation! Box W-8.

Versatile disc jockey with 4 years experience. Exper-
ience in news and production. Smooth voice. Call
303—278-0106.

Dallas Metroplex driving area, any shift. Now nights,
medium markel CHR, 25 stare. Brian 501—646-5341.

Personality, charm, voice, desire, charisma, commu-
nication skill...one slight draw-back....limited exper-
ience in the field. | am well-educated, success ofiented
minister looking for an opportunity to change my field. |
am ready 1o leave Lhe pulpit for your studio. My goal is
to host a talk/call in program. | alsc have an interest in
sports thal verges on obsessive. | am not a compléte
novice and | have talent. I'm witling to put my fulure on
\he line because [ am success prone. If you're interest-
ed | would delight in hearing from you now! Box W-61.

Small market morning driver seeks move up. Prefer
AC, oldies. Produclion, engineering background. Bust-
er 602—537-7445 after 3 pm MST. Loves working
nighis!

Announcer with 10 years experience serious about
move to Southeast. Prefer medium market. Presently
doing Central Pennsylvania mornings. Greal produc-
tion. Call Kris, 215—373-4181 afler 3 PM EST.

Talented sports director seeks PBP position. 4 years
experience. Name your sport, I'l do it. Will go any-
where. Available this September for football and bas-
kelball. Stu Paul, 718-332-1017.

A.C./oldies personality, 10 yrs. exp., PD, MD, nelwork
news & sports, prefer Rich., VA to Wash., DC. Phil
Goodwin 703—872-2062,

Talk show personality, working in top 40 market seeks
to relocate 1o the West Coast or Florida. Please phone
901—373-5550 after 5 CST.

Broadcasting school graduate seeking entry level DJ
position full or part lime in New Engiand. Demo tape
available. Contacl Scott Finley, 6 Finnegan Way, New-
buryporl, MA 01950, 617—462-0614.

SITUATIONS WANTED TECHNICAL

Eng. experienced and ceriified. Contact Tim Low,
2946 Amanecer Ptace, Escondido, CA 92027. 619—
741-1054.

Available now, assistant chief engineer. Due to sta-
tion sale, can bring six years experience, SKW D/A AM,
S0KW-FM to your station! Joe 319—386-3313.

SITUATIONS WANTED NEWS

First class, len year pro seeks division one college
football/basketball P-B-P. Call Doug 318—-583-0573.

New on-air talent: Berkeley grad ('86) with college
radio experience (KALX). Also nat'l radio network ex-
perience and PA. for NBC's "Family Ties.” Eager and
ambitious to start own career as news reporter, anchor,
any on-air position, any market lo start, Box W-50.

Sports talk radio is booming. | can help you reach
prime demographic audience with this pragraming,
plus can do other announcing, PBP. Will relocate. Call
Chuck, 914—428-6111.

Fast learner, diligent worker. Will relocate. Seeking
position as news or sports reporter. | have nine months
experience with the industry. Call 301—582-0479.

PBP veteran w/sports versatility. Combo possible. Pre-
fer Sunbelt but consider all. Call Mike 602—283-8453.

Newscasts filling time, instead ol grabbing audi-
ence? Staff not a team? Vieteran ND will restore credibil-
ity, enterprise, excitement, confidence. All formats,
markel sizes, but life-quality, station commiiment {0 ex-
cellence paramount. 901-—794-4695.

News director looking to move inlo sports PBR 2 years
commercial experience in foolball, basketball, and
baseball. Also, 3 years experience in college. Dedi-
cated worker. Easy-going. Desire to move up from
small market. Call J.C. 505—835-1200, days M-F,

Hard-working sports director, with 8 years exper-
ience behind the mike is looking to relocate immediate-
ly...Call Mike @ 618—6554-4449.

Sportscaster in search of: a challenge. Can write, an-
chor, PBP. DJ/production experience. Dan: 205—233-
4526.

Proven sportscaster seeks move to combine play-by-
play wilh sales. Anywhere. Very experienced, very
sharp, very motivated. Box W-72.

NYC freelancer looking for news-telephonefialk slol.
30 years experience. Nelwork & local. Solid air, report-
ing & writing skills. Box W-68.

SITUATIONS WANTED PROGRAMING,
PRODUCTION & OTHERS

7 year broadcasting veteran. Looking for programing
position with small/medium public radio station. Send
inguiries 1o Box W-33.

For sale or rent. Slightiy used genius, 1944 model.
Pluses: sturdy engine, magnificent car stereo. state-of-
the-art communications system, self-driving. Incredi-
ble endurance record as writer/producer/manager.
Winner of many races, including two at Peabody track.
Minuses: Poor windshield visibility, mediocre carbure-
tor, lousy exhaust, too much front suspension. Call for
specs--Yuri Rasovsky, 312—944-4237.

TELEVISION
HELP WANTED MANAGEMENT

Management--general sales manager. Viacom Ca-
ble, a leader in the fast growing cable TVentertainment
field is seeking a dynamic general sales manager (o
manage our established advertising sales department
with Viacom's Cable System in Nashville, Tennessee.
The successful candidate wifi be an aggressive, self-
motivated individual with previous media sales and
media management experience preferably in broad-
cast or cable. Qualified applicants should submit a
resume with salary history for consideration to: Viacom
Cable, Employment Department #3711, PO. Box 13,
Pleasanton, CA 94566-0811. Equal opportunity em-
ployer. Women and minorities are encouraged to apply
Viacom Cable.

Marketing associate to assist developmenl directorin
researching, planning. and evaluating markeling poli-
cies and practices for TVand radio stations. Requires
degree in business or markeling and solid undersland-
ing of statistics and survey methodology. Good com-
munication skills essential. Famifiarity with public
broadcasting and wilh issues affecting revenue
sources desirable. Send resume: Manager of Human
Resources. WMHT, Box 17, Schenectady, NY 12301.
ECE.

Promotion manager: Major markel northeast affiliate
seeks experienced promotion manager with strong
production, media and public relations skilis. Send re-
sume to Box W-42.

Director of marketing and promotion: Major market
network TV aftiliate in California has outstanding oppor-
{unity for an experienced television or cable promo-
tions manager. Applican! should be currently em-
ployed wilth 2-3 years experience Excellent station,
salary, benefits and marketplace. Include resume, re-
ferences and salary requirements. Box W-57.

General sales manager for top, small market VHF af-
filiate. Resulls oriented, 3-5 years experience in televi-
sion sales - local and national. We offer a chance to
grow with a growing market. EQE. Resumes to: Hal
Edwards, GM, WBBJ-TV, RO. Box 2387, Jackson, TN
38302
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Promotion manager: Dynamic station in 34th market
is searching for an experienced promotion manager
with hands-on experience: will be in charge of plan-
ning, creative development and execution of on-air
and print. Send resume and salary reguirements [0 Box
W-56. EQE, M/F.

Auction manager: Responsible 1o the director of de-
velopment for the merchandizing, solicilation, imple-
metation, and evaluation of plans and procedures for
TV auction. Sales experience and familiarity with tele-
vised auctions desirable. College-level study in busi-
ness administration plus minimum of two years supervi-
sory and project management experience required.
Send resume: Manager of Human Resources, WMHT,
Box 17, Scheneclady, NY 12301. EQE.

Operations manager: small indie looking for person to
supervise daily operations. Must be familiar with FCC
and labor regulations, possess strong promaotions, pro-
duction and programing experience, self-motivated,
organized, and people oriented. This is a challenging
position! Send resurme and salary history to Box W-75.
AAEOQ employer.

HELP WANTED SALES

TV account executive: Catifornia Central Coast NBC
affiliate with strong broadcast group. Exceplional
growth opportunity for individual with proven develop-
mental business skills. Send resume to: Cynthia Lind-
say, GSM, KSBW-TV. PO. Box 81651, Salinas, CA
93912. EQE.

Regional sales director: Mid East network affiliate
seeking career minded self starter with broadcast
sales experience. Responsibilities would include: new
business developmeni and service for a lucrative, re-
gional area - excellent benefits and compensation
package. (EOE). Send resumes to: John Livotl, Gener-
al Sales Manager, WMDT-TV 47, P.O. Box 4009, Salis-
oury, MD 21801.

Sales manager: Large, growth-oriented teleprodue-
tion facility is seeking an individual to obtain sponsocrs
for original programing for syndication, cable, and cor-
porate outlets. Principal agency contacts essential. We
need an aggressive sales style and a creative market-
ing mind fo compliment an exceptional production
stafi. Good benefils and high commissions. Reply to:
Jim Duffy, Video Ventures Productions, 16505 Nw 13
Ave., Miam|, FL 33169. 305—621-5266.

Midwest group of independent TV stations expanding
sales slaffs. Will relocate proven producers. Will train
radio or other associated people. Will reassign to mar-
ket of choice. Will consider sales associates, media
buyers, and AE's, Will thoroughly train at headguarter
office in Cincinnali, Ohio. Direct inquiries to G.J. Robin-
son, 513—351-9112. EOE.

Emerging Christian entertainment, sports, informa-
tion and inspirational cable television network is look-
ing for one good markeling professional to assume the
responsibility of director of network sales and market-
ing. Must have previous cable network experience
and/or seven lo ten years commercial lelevision exper-
ience. Serious inquiries will be given every consider-
ation. Box W-63.

Emerging Christian entertainment, sports, informa-
tion and inspirational cable television network is look-
ing for three solid sales professionals 1o assume the
responsibility of network affiliate and cable sales repre-
sentatives. Musl have previous cable network exper-
ience and/or seven (o ten years commercial [elevision
experience. Serious inguiries wilt be given avery con-
sideration. Box W-64.

Sales manager: Top 10 sunbelt "U" indy needs exper-
ienced, action-orienled, tenacious, “hands-on” man-
ager for challenging, rewarding position, report 10 VP,
Sales. EOE, M/F. Write Box 561427, Dallas, TX 75356-
1427.

Local sales manager. WFSB, A Post-Newsweek sta-
lion, seeking local sales manager whose responsibil-
ities include: local budget detivery, staffing local ac-
count executives, managing major project selling,
supervising market development, establishing and
maintaining working relationships with the Hartford/
New Haven/ Springfield buying community. keeping
general sales manager informed on pricing and selling
slrategies. College degree preferred, previous man-
agement experience as well as local and national sales
experience required. Send resume {o: Warren Ander-
son, General Sales Manager, WFSB, 3 Constitution Pla-
za, Harford, CT 06115. EOE.

Marketing assistant to general sales manager: Excit-
ing, fast-paced environmenl in broadcast field. Duties
include: working with Maclntosh 512K, assisting ac-
count executive, and being responsible for varied cleri-
cal duties. Send resume and salary requiremenls to:
P.O. Box 1040, Rockville, MD 20850. ATTN: B. Terry.
EQE

HELP WANTED TECHNICAL

North Texas based mobile television production com-
pany seeks engineer with strong maintenance back-
ground. Send resume o Box W-34.

Wanted: Remote unit supervisor. Coordinate the op-
eration and maimenance of our 45' remote truck. EIC
on remote productions, working with clients before and
during contracted events. Perform maintenance, install
new equipment, and systems as reguired. 4 o 6 years
broadcast engineering experience, remole exper-
ience preferred, FCC license or SBE certification re-
quired. WANTED: ASSISTANT CHIEF ENGINEER. Ex-
ceilent opportunity for an aggressive mainienance
supervisor. Will be responsible for daily engineering
broadcast and production operalion. Work with direc-
tor of engineering on designing and implementing new
systems. 4 to 6 years broadcasl engineering exper-
ience, 2 years supervisory. FCC license or SBE certifi-
cation required. Apply: Director of Finance, WYES-TV,
916 Navarre Ave., New Orleans, LA 70124.

Needed immediately: Television broadcast engineer
to assist in the design and construction of lelevision
facilities in the Southeast. Prefer young, talented indi-
vidual willing lo travel without family responsibility. Must
be highly motivated, have FCC license and capable of
RF and studio installations. Will train on CAD. Salary
negotiable. Send complete resume with references to:
Chamberlain-Koch, Box 556, Lexinglon, NC 27283

Maintenance engineer: Minimum of two years exper-
ience required in trouble-shooting and repair of siudio
and ENG equipmeni. Send resume adnd salary re-

quirements to Chief Engineer, WAPT-TV, PO. Box.

10297, Jackson, MS 39209. EQE.

Communication: Jacksonville State University, locat-
ed in northeast Alabama, is seeking applications for
ithe position of chief engineer/maintenance engineer
for radio-TV facililies. Duties: Maintain latest state-of-
the-ant video and audio equipment, including Hitachi
one-inch machine, Sony three-guarler inch machine,
lkegami 357A cameras, elc. Preferred qualifications:
FCC general class license, SBE certification, hands-on
lelevision and radio maintenancc experience, adminis-
trative experience. Salary competitive. Send letter of
application and resume by Augusl 7, 1987 to: Person-
ne! Services, Jacksonville State University, Jackson-
ville, AL 36265. An EO/AA employer,

Director of engineering. WPGH-TV, an independent,
UHF television slation, is seeking a director of engi-
neering. Qualified individual shoutd have five 1o seven
years television broadcasting/technical engineering
experience. Requires thorough knowledge of broad-
cast television on-air and production operations, RF
systems, FCC rules & regulalions; good management
and organizational skills. Send resume to: Personnel, ¢/
o WPGH-TV, 750 Ivory Ave., PGH, PA 15214. No calls
accepled. EQOE, M/F.

Maintenance technician: PBS. Immediate opening
for a person to service, maintain and troubleshoot
broadcast electronic equipment down 1o the compo-
nent leve! for PBS. ASET degree, plus minimum of two
years of experience needed. Must have experience
with 1 inch lape machines: VPR-3 or BVH-2000. Other
areas of responsibilities: Sony VTRs 800, 200, 5600;
editors ACE, BVE 5000, 800; Bosch rouler, auiomation
systems, and production switchers, Send resume to:
PBS, ATTN: Sheila €. Humphrey, 1320 Braddock PI.,
Alexandria, VA 22314. EQE/AA.

Maintenance engineer: Full service Colorado Rockies
production company seeking experienced mainte-
nance engineer. Minimum cne year TV production ex-
perience. Variable shiits, weekends and some remote
truck travel. Familiarity wilh Ampex, Grass Valley, Phil-
lips heipful. Send resume to: MHC Productions, Engi-
neering, 2505 Wesl 16th Ave., Denver, CO 80204.

Staff maintenance engineer for expanding post pro-
duction facility with two edit suites: 1" Betacam, Umalic
formals, VPRE, AVC, ADO, A42, BVH2500, GVG edi-
tors, Chyron, etc. Contact Stephen Beuret, Videosmith,
In¢., Philadelphia, 215 -665-3690.

HELP WANTED NEWS

Sports director/anchor for weekdays € & 10 in top
100 market. Interested in sports anchor who wants to
do more than just sil and read scores. Musl have field
reporting ability and enthusiasm. Send resume and
tape to: News Director, KSFY-TV, 300 North Dakota Ave-
nue, Sioux Falls, SD 57102, EQE.

Assignment editor: Take-charge type who knows
what makes a good siory, to lead staff and produce
5:00 news. Send resumes to: Arles Hendersholl, WIFR-
TV, PO. Box 123, Rockford, IL 61105. EOE, M/F.

Reporters wanted for freelance news packages. Con-
sumer, medical and feature stories. Must have com-
mercial TV news experience. Freslance photographers
needed also. Send tapes to The News Group, 2255
Glades Road, Suite 324-A, Boca Raton, FL 33431,
305—997-5695.

General assignment reporter. Atleastone year exper-
ience but entry level applicants accepled. Send tapes
1o 1007 W. 32nd Street, Anchorage, AK 99503. EOE.

Weeknight weathercaster: \We are looking for the right
combination of knowledge and personality. If you have
both, and would like to join a growing network affiliate in
a beautiful Southern Coastal city, send resume and
tape to Michael Sullivan, News Director, WCBD-TV, PO.
Box 879, Charleston, SC 29402. EOE/M-F.

Meteorologist wanted: Entry level TV posilion for
qualified meteorologist. Stale-of-the-art equipment,
Doppler radar; we're looking for a dedicated profes-
sional wanting a chance at a broadcasting career. Re-
sume, salary history and tape to Jan Stratton, KSWO-
TV, Box 708, Lawton, OK 73502.

Weather anchor for noon and 6PM. Needs 2-3 years
experience and metecrologist preferred. Send tape
with letter to Jon Janes, News Director, KWQC-TV, 805
Brady St., Davenport, 1A 52808.

Anchor for morning news program and established
noon newscast. Requires strong communication skills,
anchoring and reporting experience; also a good un-
derstanding of production. Broadcast Journalism de-
gree preferred. Tape and resume to: Grant Price,
KWWL, 500 East 4th, Waterloo, |1A 50703.

Producer for morning newscast and established noon
newscast, Must put together visually compelling, un-
derstandable newscasts. Requires reporting, video-
graphy and some producing experience. Broadcast
journalism degree prelerred. Tape and resume to:
Grant Price, KWWL, 500 East 4th, Waterloo, 1A 50703.

Meteorologist t0 expand professional meteorclogy
department. Requires meteorology degree, strong
communication skills and good understanding of
wealher graphics systems. Weather center includes
colorgraphics, ESD, DIFAX, domestic data service and
radar. Includes on-air, weathercast preparation, and
some environment reporting. Tape and resume to:
Grant Price, KWWL, 500 East 4th, Waterloo, 1A 50703

Experienced reporter for special assignments. Must
have strong reporting, writing and videography skilis
and be challenged by difficult, hard-news assign-
ments. Broadcast Journalism degree preferred. Tape
and resume to: Grant Price, KWWL, 500 East 4th, Wa-
terloo, 1A 50703,

Producer/anchor for main weeknight newscasls.
Complement successful male anchor at  well-
equipped, very competitive western vacation markel
station. Perfect for 60s/70's market reporter looking for
first anchor job. Absolute minimum Iwo years exper-
ience shooting, editing, writing at commercial TV sla-
tions. Working journalists only—no star babies. Entry-
level tapes will not be returned. KEVN-TV. Box 677,
Rapid City, SD 57709,

Graphics artist: Visual wizard who can produce news
graphics that sparkle. Artstar 3D, Dubner, Ampex ESS
One year prior experience required. EEQ/M-F. Contact
Billye Gavitt, KWTV, 7401 N. Kelley, Oklahoma City, OK
73113.

News director/producer. Washington, DC, market. Ex-
lraordinary opportunity to create/supervise daily cable
news program and lo establish repulalion in suburban
counly of nalion's capitol. Salary: $30's. Resume to P.O.
Box 7065, Gaithersburg, MD 20898.

Sports reporter. Experienced individual for major col-
lege sports markel. Network affiliate. No beginners.
Resume and picture. EOE. Box W-70.
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News director: ABC affiliate in the beautiful Colorado
Rockies seeks an individual with solid news, produc-
tion, and people skilts. Background should include re-
porting, producing, and personnel management. Will
consider a gualified individual looking to move up.
Small market experience a plus. Send resume, refer-
ences, and salary requirements to: Jan Hammer, KJCT-
TV, PO. Box 3788, Grand Junction, CO 81502. EQE.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Tratfilc manager: WVFT-TV 27 has animmediate open-
ing for a traffic manager. Applicant should have exper-
ience with IBM System 38, and currently have at least
the number two position within operaling traffic depart-
ment. Resume 1o Bill Harper, GM, WYFT-TV, 2618 Colo-
niai Ave., Roanoke, VA 24015, Call 703—345-7227.

Comedy writers for an offbeat TV movie. Experience in
writing TV comedy sketches prelerred. Send resume
and brief writing samples. Box W-36.

Action videographer: Good Company needs that ag-
gressive videographer who can capture the live action
of our daredevil field host. You'll shoot with a belacam
and be responsible for full length (4 minutes +) fea-
tures and live remotes. Should be familiar with remote
equipment setup as well, and be able to edit when
necessary. I you can put it on your shoulder, anticipate
the action, and get it all while others are looking 10 set
up their slicks, send a lelter, resume, and tape to: Good
Company, KSTP-TV, Atin: J. Groen, Departmem V, 3415
University Avenue, Minneapolis, MN 55414,

SW teleproduction center looking for a producer-di-
rector for commercial/industrial work. Two years prior
related work experience required. Videographer/writ-
ing skills a must. Computer editing background advan-
tageous. Resumnes to Box W-38.

Producer/director. Heavy commercial production ex-
perience necessary. Some fill-in for news required. On-
ling editing, electronic graphic building, and DVE ex-
perience required. PA shows, PSAs, and promolion as
needed. Minimum 2 years experience other than news.
Send spot reel and resume 1o WSET-TV. PO. Box
11588, Lynchburg, V& 24506. ECE.

Expanding Midwest teleproduction facility seeks ex-
perienced professionals for the following posilions: vi-
deographers, lighting designers and video techni-
cians. Resumes only, please. Box W-65.

Producer/director. Producer/director position avail-
able at growing community licensed public TV stalion
with new $1m facilities in top 50 market. Must have two
to five years experience as producer/director of live in-
studic and remote programs, program series, commer-
cial and promotion spots and fund raising efforts. Ex-
perience in electronic field production, eleclronic
graphics, computer editing and writing a plus. Must be
a take charge "hands-on" director. Salary commensue-
ale with experience. Application deadline 7-31-87.
Send resume to Sue Combs, Greater Dayton Public
Television, Inc., 3440 Office Park Dr, Dayton, OH
45439. An equal opportunity employer.

Director wanted for largest video/film company in
beautiful Denver. Commercial and industrial produc-
tion for full service house. Lighting/camera experience
necessary Send reel and resume to: Telemation, 7700
E. lliff Ave., Denver, CO 80231.

Creative director. Minimum four to six years exper-
ience in TV promotion with exceptional skills in the use
of the most modern creative design and production
facilities. Primary responsibility will be to creale, write,
and produce innovative news, station image, and sales
promotion media. Must understand markeling ap-
proach to content and placement of premetion media.
Send resume and tape of best work to: Steve Roberts,
Personnel Manager, WHAS-TV, 520 West Chestnut St.,
Louisville, KY 40202. An equal opportunity empioyer.

Host/field producer. Innovative minority magazine
program airing in the number 1 and 4 markets needs a
seasoned journalist to host the series and produce top-
quality field pieces. 2 1o 3 years experience research-
ing. writing, editing, producing and appearing in field
pieces required. 2 years anchoring or hosting exper-
ience, undergraduate degree-and strong commitment
to minority related issues required. Rush resume and
tape to Damon Willlams, Producer, New Jersey Nel-
work, 1573 Parkside Ave., CN 777, Trenton, NJ 08625.
EQE, M/F

Promotion writer/producer: Major markel NBC affili-
ate looking for creative professional versed in spol pro-
duction and PR skills. 2 years promotion experience. 3/
4 inch editing experience a plus. Send resume with
casselte (no calls, please!) to: Steve Riley, WPXI-TV, 11
Television Hill, Pittsburgh, PA 15214, EOE/AA.

Promotlon director: Group owned, #1 indie, top 30
markel. Oversee station marketing efforts in areas of
print, radio, and on-air promation. If you have a mini-
mum of two years indie promotion experience and can
demonstrate your flair for creative marketing, send re-
sume to: Box W-73, EOE, M/F.

SITUATIONS WANTED TECHNICAL

Master control operator. 7 years experience air
switching, VTR operations, Telecine, etc. First phone.
Mary 805—583-3151,

Capable, motivated FCC NABer NARTE ceriified
technician with varied electronics and mechanical
background seeks opening in small-medium market
television. Will relocate. Box W-74.

SITUATIONS WANTED NEWS

Beginning photographer seeking opportunity. B.A_in
B.J., trained by photographers at top 15 affiliate. Can
write, edit. Mature, responsible, will relocale. Dedi-
caled to photojournalism career. Call Harry, 206—746-
2102, for resume, tape.

News helicopter pilot. 8 yrs. experience in top 15
market. Former police officer. Great investigator and
public speaker. Excellent pilol and TV credentials. With
or without ENG Bell Jet Ranger. Gary Gross 412—439-
4077 412--433-0444.

Meteorologist! Cuirently employed. Eight years ex-
perience; award winning. NWA certified, AMS eligible.
Excellent references. Desire fulltime weather position.
Will relocate for right position. 213—431-5846.

Award winning, news, magazine, and documentary
pholographer. 12 years shooting and editing exper-
ience, looking for a top notch station. 804—467-1203.

Weatherman with a warm personality and professional
approach seeks full time posilionin smail-medium mar-
ket. 3 yrs experience. Call Peler 318—323-7936.

Enthusiastic reporter candidate seeking posilion in
medium to small market. Already medium market ex-
perience wiiling, reporting. and producing. Call Kelly
419--352-6081 or afler 6 p.m., 614—899-9194.

Meteorologist seeking posilion in medium or maijor
markel Ten years experience all size markets. AMS
seal, maslers degree. Box W-45.

TV traffic manager. Male with 25 years TV lraffic exper-
ience, 18 years as traffic manager, seeks position as TV
traffic manager. Experience includes working at ABC
affiliate, converting manual operation 10 bias syslem,
constructing revenue, sales and availability reports,
developing internal record-keeping sysiems, leading
and inspiring slaff to perform at their best. Resume sent
upon request. Send inquiries to Box W-62. Preference
given lo Midwestern, Mid-Atlanlic and Southeastern
locals.

Young, Asian American female seeks opportunity o
break in on-air. Any market. Can shoot, edit. Columbia
Journalism School graduate. Tape. Ann, 215—348-
2866.

Two years experience in radio and television. Desire
serious sportscasting move 10 medium market. Call
Charlie 616—235-7162, evenings.

General assignment reporter: M.S. broadcasting, 2
years newspaper, 1 year cable. Can shoot, edit, write.
Malure. Talented. Steven Snyder 217—344-2187.

Versatile, enthusiastic individual ready for full-time
status. Working knowledge of video & audio. Seeking
position in TV or video production. Will relocale. Alan
Miller 615—832-8371.

MISCELLANEOUS

Attention job-hunters! Frustrated by dead-ends and
from letters of rejection? Stop spinning your wheels.
Discover why more professionals use our popuiar Car-
eerLine and "The Hot Sheet” 1o give their careers the
winning edge! Media Marketing, P.O. Box 1476--PD,
Palm Harbor, FL 34682-1476. 813—786-3603.

Primo People has the answers and talent..find out
what we can do for you...call Steve Porricelli or Jackie
Roe, 203—637-3653 or send a tape and resuime to Box
116, Qld Greenwich, CT 06870-0116.

Constructlve criticism for television journalists. Sta-
tions, individuals. Former Denver news director cri-
tiques newscasts, reporting, writing, performance.
John Haralson, Feedback Unlimited, 1313 williams,
#901, Denver, CO 80218. 303—320-6816.

ALLIED FIELDS
HELP WANTED INSTRUCTION

Syracuse University, S.|. Newhouse School of Public
Communications, Department of Television, Radio and
Film. seeks a perscon with quality professional and/or
academic experience in managemenl research, pro-
duction or writing. Tenure-track position available Janu-
ary 1, 1988. Advanced degree required or significant
professional experience. Salary and rank dependent
upon gualifications. Letter of application, resume (withr
names and addresses of lhree references) should be
sent to: Dr. Ernest Martin, Syracuse University, S.1. Ne-
whouse School of Public Communications, 215 Univer-
sity Place, Syracuse, NY 13244-2100. The search will
continue until the position is filled, but will not be closed
sooner than September 1, 1987, Syracuse University is
an equal opportunity/affirmative action employer.

HELP WANTED NEWS

Associate director, media relations, Help lell the slo-
ry for news office at leading research universily. Good
working knowledge of national media, including TVand
radio networks, magazines ,and major papers. Strong
news background, sharp wriling, promotional skills.
Travel requited. Must be able tointeract effectively with
individuals al all levels. Compelitive pay. superb bene-
fits. Submit resume along with cover lelter indicating
position applying for to: The John Hopkins University,
Attn: Edward S. Warfield, 146 Garland Hall, 34th &
Charles Sts., Baltimore, MD 21218. EOE/M/F. Excellent
benefits including IHe and health insurance, dental
plan, tuition for employees, spouse and dependent
children.

HELP WANTED TECHNICAL

Maintenance and supervision: Video duplication fa-
cility in Detroit seeks an experienced individual for the
repair and maintenance of video duplication equip-
menl and systems including 1“ machines, time base
correctors, monitors, VHS, Beta and 3/4" recorders-
/players and 1erminal equipment. Supervisory exper-
ience, design and installation background, ability to
maintain quality control, and strong organizational
skills are required. Submil resume including salary re-
quirements to: Personne!, P.O. Box 451, Lathrup Vil-
lage, M| 48076.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

8 years at big independent in major market. TD,,
graphics, even some CMX. | am a workaholic who
needs a new challenge. Cail Ken Mertz at 602—242-
1728; nights, Fridays and weekends.

For sale or rent. Slightly used genius, 1944 model.
Pluses: sturdy engine, magnificent car stereo, state-of-
the-art communicalions system, seif-driving. Incredi-
ble endurance record as wriler/producer/manager.
Winner of many races, inciuding two al Peabody track.
Minuses: Poor windshield visibility. mediocre carbure-
tor, lousy exhaust, too much front suspension. Call for
specs—Yuri Rasovsky, 312—944-4237.

Studio manager/videographer: Full service produc-
tion facility seeks applicants wilh exlensive back-
ground in all phases of video production, including
shooting and editing commercial and industrial pro-
duction. Will be responsible for set up of rermote and all
operations while on site. 3-4 years experience. Send
résume and tape to: Media Mart, Inc., Altn: Jefirey
Garber, 116 Town Line Rd., Syracuse, NY 13211.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

For Sale -- MDS transmission time. Single channel
MDS stalions in San Antonio, Killeen, Victoria & Austin,
Texas. Any time slot available for video and/or data
programs. For info call Judi at 512—223-6383.
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PROGRAMING

Radio & TV Bingo. Oldest promotion in the industry.
Copyright 1962. World Wide Bingo. PO. Box 2311,
Littleton, CC 80122. 303—795-3258.

EMPLOYMENT SERVICES

Government jobs $16,040—359,230/yr. Now hiring.
Call 805—887-6000 ext R-7833 for current federal list.

EDUCATIONAL SERVICES

On-air trainlng: For TV reporters (beginners, veterans,
cross-overs from print). Polish your delivery, appear-
ance, writing. Prepare for better career. Learn from
former ABC Network News corregpondent and New
York local reporter. Call 212—921-0774. Eckhert Spe-
cial Productions, Inc. (ESP).

980’ zone A tower with guys, on ground, 12 Bay anten-
na 93.1 mhz. KQID, Alexandria, LA 318—445-1234.

Grass Valley 1600-1X fully loaded $24K; Chyron RGU-
2B with all options $13K, [kie-ITC-62 B&W title cam with
CCU $1000, BVW-10's and 3/4" machines—all of the
above on best offer basis. Must go. Call Brian or Dan al
212—691-1300.

Blank tape, half price! Perfect for editing, dubbing or
studio, recording commercials, resumes, sludent pro-
jects, training, copying, etc. Field mini KCS-20 minute
casselles $6.49. Elcon evaluated 3/4 videocasselles
guaranteed broadcast quality. To order call Carpe! Vid-
eo Inc. 301—845-8888 or call lo!l {ree, 800—238-4300.

Copper! For all your broadcast needs. #10 ground
radials, 2, 4, 8, 8" slrap, fly screen, ground screen.
317—962-8596. Ask for copper sales.

WANTED TO BUY EQUIPMENT

Wanting 250, 500, 1,000 and 5,000 watt AM-FM trans-
mitters. Guarantee Radio Supply Corp., 1314 lturbide
Street, Laredo, TX 78040, Manuel Flores 512—723-
3331.

Instant cash—highest prices. We buy TV transmitters
and sludio equipment. $1,000 reward for information
leading to our purchase of a good UHF transmitter.
Quality Media. 303—665-3767.

1” vidoetape. Looking for large quantities. 30 minutes
or longer will pay shipping. Call 301—845-8888.

FM antenna(s): Will buy used FM broadcast anien-
na(s) - any make - any model - Call 806—372-4518.

New Indy TV seeking complete inventory of studio-
Jeontrol room equipment. Call now. Dave Wittkamp
513—351-9112.

FOR SALE EQUIPMENT

AM and FM transmitter, used excellent condition.
Guaranieed. Financing available. Transcom. 215—
884-0888/.

25KW FM-Harris FM25(1986), Harris FM25K(1983),
CCA 25000D5{1972) CSI 25000E(1978) AEL 25KG
(1977) **20KW FM-Harris 20H3(1970). Transcom Corp
2158840888, Telex 910—240-3856.

10KW/5KW FM **Harris FM 10H3 (1974) W/MS-15,
RCA BTF 10D (1869) SKW-RCA FMSB (1963)** 2 5KW
FM-Sparta 602A (1977), Gates FM-1C (1966) Trans-
com Corp. 215—884—0888, Telex 910—240-3856.

Continental B14R-1, 1KW AM also Harris 1TKW AM
**SX-1 (1983))-MW1 (1983) all in minl condition. Bauer
701A (1983), Harris BC500 Transcom Corp. 215—884-
0888, Telex 910—240-3856.

S0KW AM **Gates BC-50C (1966)" 10KW*™ Harris
BC10H (1979) RCA 10H (1960) **5KW** Gates BC5P
(1960} Transcom Corp. 215—884-0888, Telex 910—
240-3856.

New TV startups. Quality Media can save you money.
Top quality equipment at lowest prices. Business
Plans, financing available. Quality Media 303—665-
3767.

Silverline UHF transmitters new, best price, latest
technology, 30kw, 60kw, 120kw, 240kw. Bill Kitchen or
Dirk Freeman. Television Technology 303—465-4141

Excellent equipment! UAF-VHF transmitters: 110KW,
55KW, 30KW—used; 1 KW AM, 5 yrs old—perfect!
Grass Valley 950/955 sync, 1400-12 switcher Laird
3615A; antennas-TX line; much morel Call Ray LaRue
813—685-2938,

Over 100 MA-FM trans. in stock All powers, all com-
plete, all manufacturers, all spares, all inst. books. AM
Tkw thru S0kw. FM Tkw thru 40kw. Besco International,
5846 Club Qaks Or., Dallas, TX 75248, 214—630-3600.
New # 214 276-3725,

28’ video van, 3 carnera/triax, 2 - 1' VTR, CG, switch-
er, audio, 12KW power, many extras. 215—489-1070.

RCA TP-7 proj. reconditioned "like new” w/cable and
SS box, $1900. Simber Broadcast Services 609—435-
1001,

AM transmitters: 50,10, 5, 2.5 1, 5and .25kw Conti-
nental Communications. Box 78219, SL. Louis, MO
63178. 314—664-4497,

FM transmitters: 25, 20, 15, 5, 1 and .25 kw Continen-
tal Communications. Box 78219, St. Louis, MO 83178.
314—664-4497.

ADO-1000, Squeezoom, lkegami HL-79A and HL-
790s, Grass 1600-1L only $6,500. Digital DPS-1 TBCs,
BVH-1100As starting at $21K, VPR-2Bs at $24K. 3M D-
8800 characler generatoi, Chyron VP-1. Crosspoint
lalch 8112, 6114 switchers. We need a 40 fool televi-
sion trailer with no or very liltle equipmenl ASAP. Call
Media Concepts 919—877-3600.

RADIO
Help Wanted Technical

LEGACY

BROADCASTING, INC.

IS LOOKING FOR A
CHIEF ENGINEER

Excelient opportunity for experienced professional
at KHOW/KSYY, Denver. We're a dynamic com-
pany seeking a motivated individual who works
well with people and equipment. Facility includes
exlensive studio complex, separate AM and FM
transmitter siles, AM directional antenna, FM trans-
lalor, satellile, microwave installations, and wo
way equipment, SBE certificale heipful. Equal op-
portunity employer. Send resume, references and
salary requiremenits to:

Legacy Broadcasting

ATTN: Michael Gorniak

P.O. Box 19630
St. Paul, MN 55119

Help Wanted Sales

GENERAL
SALES MANAGER

Network affilate in desirable ccastal market is
seeking a dynamic GSM. Excellent growth oppor-
tunity for successful TV Sales Manager with ma-
jor market rep work history. Include references for
all prior sales positions.

Company offers excellent benefits package and
salary to be commensurate with experience and
performance. Guaranteed confidentielity for replies
to:

BOX T-77

an equal opportunity employer m/f

|
Help Wanted News

NEWS DIRECTOR/ANCHOR NEEDED

Maybe you're looking for thal perfecl place to settle?
Maybe you need stability. a prolessional environment,
management support, and tremendous growth opper-
lunity? Maybe you desire to live in an area that offers
mountains, lakes. the ocean, and where your dollar
goes far? Come work for our group...excellent salary-
/benelils. Cover leller, resume, salary requirements lo:
Box W-78.

Situations Wanted Management

BILL BRO

Hard-working general man-
ager with excellent creden-
tials. Presently in market of
350,000+. Five years in
present GM  position;
twelve years with prior sta-
tion. 309—686-1280. 1318
E.  Seiberling, Pecria
Heights, IL 61614,

BROADCAST ENGINEERS
LOS ANGELES & NEW YORK

iDB Communications Group, Inc. is look-
ing for experienced AUDIO & VIDEO OP-
ERATIONS personnel for its Los Angeles
and New York Control Centers. Ability to
work well under pressure and deal direct-
ly with clients. College or technical de-
gree preferred. Send resume and cover
letter with salary history {no phene calls
please) to:

IDB COMMUNICATIONS GROUP, INC.
ATTN: OPERATIONS DEPT., BOX A,
10525 W, WASHINGTON B8LVD.,
CULVER CITY, CA 90232

Help Wanted Management

GENERAL SALES MANAGER

Top-ranked Tyler, Texas Metro has excel-
lent opportunity for dynamic GSM. Must
have proven performance record in per-
sonal direct sales and attaining station
goals. Respond 1o Dudley Waller, KOGI-
/KEBE, PO. Box 1648, Jacksonville, TX
75766.

RADIO SALES/GENERAL MANAGER
SEEKS NEW CHALLENGE.
GROUP VP OR SIMILAR RESPONSIBILITY.
12 YEARS EXPERIENCE IN
ALL PHASES OF RADIO
RESUME & REFERENCES UPON REQUEST
WRITE BOX W-51.

Situations Wanted Programing,
Production, Others

RECOVERING ALCOHOLIC

Now dominaling AM drive in 1,000,000+ mar-
ket. Number 1: Aduits 18-49/25-54. Exlensive
programing background including major mar-
ket. Need company who understands my A A,
commitment. Honesly essential. 513—220-
9685.

AMERICA’S ROYAL COUPLE
Bring Style & Class back to
MORNING RADIO
Contact Charles and Di.
518-—449-9571
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Situations Wanted Programing,
Production, Qthers Continued

Help Wanted Management
Continued

Comteporary Jazz and New Age music pro-
graming, not one or the other. I've pro-
gramed both — as a synthesis — and won.
Big. Twelve-year broadcast veteran with
great credentials and a winning record will
teach jocks and reach flocks. Relax. Call
Gunnar Jensen: 608—837-0041.

TELEVISION

Help Wanted Management

Finance

BUSINESS
MANAGER

Advertising Sales

Viacom Cable, a leader in the fast growing Ca-
ble TV enlertainment lield, is seeking a Busi-
ness Manager for our Adverlising Sales De-
partment located in our Nashville, Tennessee
Cable System.

In this position you will report (o the General
Sales Manager and will have direct responsibi-
lity for preparing budget and forecasting, iden-
tifying and communicating trends/opportuni-
ties. developing tracking, interfacing and
reporting  systems and analyzing sales
sources. You will also be responsible for month/
year end accounting close and operational
controls.

A successful candidate will have working
knowledge of computer syslems including IBM
XT/AT and Lotus 1-2-3 and Symphony. A finan-
cial background in broadcasting is prelerred.

Inlerested candidates should send resumes
with salary history and requirements to: Viacom
Cable, Employment Department #8MAS, PO.
Box 13, Pleasanlon, CA 94566-08711. We are
an Equal Oppodunily Employer; Women and
Minorities are encouraged 1o apply

VIACOM CABLE

Management

GENERAL

MANAGER
Advertising
Sales
Interconnect

Greater Milwaukee Interconnect (GMI), is cur-
renlly seeking a general manager to manage
this cable advertising sales organization locai-
ed in Milwaukee, Wisconsin.

The successful candidate will be an aggres-
sive, sell-motivated individual with previous
media sales, media sales management and
general management experience

Interested candidates should send resumes
wilh salary hislory and requirements to: GMI,
Employment Deparmenl #ASGM, PO, Box
13, Pleasanlon. CA 94566-0811. We are an
Equal Opportunity Employer; Women and Mi-
norities are encouraged 10 apply.

Help Wanted Technical

SATELLITE
COMMUNICATIONS ENGINEER

Exiensive travel wilh a Lransporlable earth slation for
distribution ol lelevision signals nalionwide. Exper-
ience: Broadcasting engineering (Generai Class Li-
cense); truck driving: sate lite communications, Wilt
lrain. Send resume and pholograph to: American
Uplinks, Inc., PO. Box 699, Idaho Springs. CO 80452

Research

MANAGER
OF RESEARCH

Viacom Cable in Pleasanion, California is seek-
ing an individual to develop and implement re-
search sales tools to improve our advertising
sales stafi's productivity and professionalism
Responsibilities include the development of re-
search standards and crileria for audience re-
search, design/commission of independent
audience research projecls, and the develop-
ment/implementation of audience research
training programs.

We require an expert in the field ol audience
research with knowledge gained through your
experience in broadcas! sales.

Interested candidates should send resumes
with salary history and reguirements to: Viacom
Cable, Employment Department #MGRAD,
PO. Box 13, Pleasanton, CA 94566-0811. We
are an Equal Oppeitunity Employer. Women
and Minorities are encouraged [0 apply.

VIACOM CABLE

Help Wanted Programing,
Production, Others

WXFL

Help Wanted News

PRODUCER

Television
News

NBC affiliate has an
outstanding opportunity for
11:00PM Producer in top
15 market. Requires at
least 5 years TV producing
experience, with the abili-
ty to balance good news
judgement with sense of
news creativity Candidate
should currently be work-
ing within top 50 market.
Send resume to:

WXFLTV

Director of Personnel
P.O. Box 1410

Tampa, FL 33601

BN equal opportunity employer m {

Senior Producer

is important.

an equal opportunity employer.

Creative Services/On-Air Promotion

USA Network is one of the most watched cable networks in America. Our
success will give you an opportunity to really prove what you can do. We
seek a highly creative, experienced Senior Producer to supervise the writ-
ing, design, and production of all regular weekly on-air promotional spots
and voiceovers. You will manage the monthly production schedule and su-
pervise the work of two staff producers. You'll put your real talents to the test
while assisting the Director of Creative Services in developing network im-
agery and producing special projects and campaigns,

The ideal candidate has at least five years' experience in the TV/Media in-
dustry, including three years in promotional writing and spot production.
Experience in animation and live action is aiso desirable, and strong de-
sign and copywriting skills areé essential. Previous supervisory experience

Qualified candidates should send resume,
along with salary history,to Lisa Fuhrman,
USA Network, Dept. BR, 1230 Avenue of
the Americas, New York, NY 10020. We are

®

NETWORK

Broadcasting Jul 20 1987
88




Help Wanted Programing, Production, Others Continued

Leie OB

Broadcast ﬁSemces," s Inc.

LYRIC WRITER
Media General Broadcast Services, Inc., subsidiary of a Forlune 500 Company, needs alyric wriler [o create musical images
lor ils clients. Learn advertising lhe right way, hands on experience
The successful applicant will have a solid music foundalion and education. Must have exceptional listening and cominuni-
calion skills in arder to understand a clients needs and o produce the music and lyrics package that wiil seil thc product.

RETAIL JINGLE SALES POSITION

Markets available now for a super sell-starter seeking 6-ligure income, Must be willing o travel extensively. Aulo lurnished,
high commissions. all expenses paid. Experience in syndicaticn sales. 1adiv andior TV sales or sales managemen! Must

Cemo tape helplu!

have oulstanding sates lrack record.

To apply in conlidence. sen¢ issume or call 901—320-4301
Jack Adkins, Vice President Human Resources
Media General Broadcasl Services. Inc
2714 Union Avenue Exlended. Memphis. TN 38112

EOE MiF

ART DIRECTOR

Top 25 ABC affiliate in the sunny south-
west seeking Art Director. Must have
excellent design skills, with emphasis
on print, outdoor and computer graph-
ics. Management experience and good
organizational skills very important.
Looking for someone who is ambitious,
creative and a little bit crazy. 3-5 years
experience required. Send reel, resume
and print samples to Creative Services
Manager, KTVK-TV, 3435 North 16th
Street, Phoenix, AZ 85016. EOE

Now Staffing

WNPL-TV
Naples, Florida, and

WUXA-TV
Portsmouth, Ohio

Positions available at new indepen-
denls serving these growth markets.
We need operations and maintenance
techs., traffic people, and experienced
sales people. Come grow with us.

Call Bili Owens at 1-813-—793-3500

Help Wanted Management

GM/GSM
Los Angeles

Spectlacolor... the color, animated out-
door broadcast medium from NY's Times
Square is coming to LA! In addition to NY,
Speclacolor currently Is in 15+ interna-
tional markets including tondon, Milan,
and Cairo. LAs launch will represent initi-
ation of major West Coast expansion.

We seek a proven leader with heavy
sales background and demonstrated ad-
ministrative and organizational abilities.
A slrong, current active involvement in/
with the LA advertising world is an abso-
lute. Manager would be responsible for
complete staffing, sales & sales manage-
ment.

Rewards include up to mid 5 figure sala-
ry, plus override & % of net profit & car &
benes and the opportunity to manage the
launch and expansion of a proven and
successful formula broadcast business.

Send resume and full details to:
Spectacolor, Inc.

1 Times Square
New York, NY 10036

BROADCAST
YOUR JOB OPENINGS!

ALLIED FIELDS

Employment Services

JOB HUNTING?

If you need a job, you need MediaLine.
We give you job listings in news, weather,
sports, production, programming, pro-
motion, and engineering. For $37.50
you get a daily report for &6 weeks.
1-800-237-8073

(In Missouri,
314-442-3364). Medialine, P. O. Box 10167,
Columbia, MO 65206-4002.

Programing

Lum and Abner

Are Back
...piling up profits
for sponsors and stations.
18-minute programs from
the golden age of radio.
PROGRAM DISTRIBUTCRS & P.O. Drawer 1737
Jonesboro, Arkansas 72403 ® 501/972-5884

X K kK K K K K K K XK X

*

*
x

Pick up the Pilot show of ‘l’
THE DOLLY DIMPLES RIT PARADE

anew weekly one hour show for children on Kayla Sateliite *

Broadcasting Network, Satcom F2R Transponder 23 6.2 Audio

August 4th (Tuesday) or August 6th (Thursday)
Ifyou are interested in having your station become the KSBN ¥*

affiliate in your market for this show call AlRubin (516) 781-7826.

* % ok Kok kKK KX KX
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Help Wanted Programing,
Production, Others

It’s really
very simple

We need the hottest person around to
head our production service sales
department. Believe it ornotthereis an
absolutely state-of-the-art (we know
you've heard this betore) production
company in of all places, Columbus,
Ohio, and we need somebody to sell it.

We've doubled our saies each year for
the last 3 years and want to keep that
record intact. Our company includes
state-ot-the-art production capability,
24 track digital audio studio facilities, a
compact disc manufacturing plant and
the kind of talentthat's needed to make
it all work. But before you whip out
your resume and start writing, you'll
need to consider a few things. We're
real serious about our commitment to
the production business. We will not
limit our opportunities to just the
production business. There are no
limits to what we can do.

In short we're good, you need to be
better so we can be better. If you want
achanceto prove it, send your resume
and anything else you think we should
see to: Discovery Systems, Human
Resources, 7001 Discovery Blvd.,
Dublin, Ohio 43017. We are a non-
smoking company. Principals only.
No phone calls please. Equal oppor-
tunity employer.

Discovery Systems

Consultants

NEED IT YESTERDAY?

Contact

M
BROADCAST MEDIA LEGAL SERVICES
a service of McCabe & Allen

FOR IMMEDIATE LEGAL ASSISTANCE CALL

1-800-433-2636
(In Virginia, call 703-361-6907)
QUALITY, FLAT FEE LEGAL SERVICES
AMEX MC  VISA  CHOICE

Business Opportunities

FM, LPTV, and TV
APPLICATIONS
Call the "Adviscrs to the Communica-

lions (ngustry” D.B. Communications,
Inc., 301—654-C777.




p
r EASTERN SEABOARD
Fulltime AM/FM combo — well

rated. Owner wishes to retire,
motivated to sell. Asking $3

million on terms. Contact:

KEVIN COX
(617) 439-5310

SN

For Sale Stations

f Wlll You_Selli'Your \

- 3
NEW JERSEY

AM with long, successful history
in community. First time ever
for sale; owner retiring. Asking

$795 K terms; $675 K cash.

RON HICKMAN
(201) 579-5232
N\

Medium Market Combos

in Tex, La, Miss, Mo, Ok, from $1.1M
to $8M. Small markets for less. Two
UHF TV's...sold.

Appraisals, Financing, Consultancy

John Mitchell or Joe Miot
MITCHELL & ASSOCIATES
Box 1065 Shreveport, LA 71163
318—868-5409 318—869-1301

.
SO. CALIFORNIA |

Class A FM in fast-growing re-
sort 90 min. north of LA. Pos-

sibly upgradeable — lots of pot-
ential. Asking $1,900,000.

ELLIOT EVERS
(415) 391-4877
CHAPMAN ASSOCIATES'

nationwide media brokers
S //

STAN RAYMOND & ASSOCIATES, INC.
BROADCAST CONSULTANTS
& BROKERS
OFFERS:

AM/FM COMBO'S

&
GREAT BUYS IN AM’s

CALL or WRITE:

STAN RAYMOND & ASSOCIATES, INC.
1795 PEACHTREE RD., N.E.
SUITE 220
ATLANTA, GEORGIA 30309
(404) B97-1418

Stan Raymond Nick Imbornone

CHAPMAN ASSOCIATES”
/
B E Mowdor & Asoe
MEDIA BROKERS
AM-FM-TV APPRAISALS

P.O. BOX 36
LEXINGTON, MO 64067
B16-259-2544

KANSAS CITY, MO,
B16-455-0001

Top 50 Southwest growth market Class C FM
(start-up). Market revenues in excess of $40 mil-
lion - mean revenue per station over $2 million.
Station priced below market base value of $7.5
million,

Full-time power AM. Excellent opportunity for
rellgious, Hispanic, news/talk formats.

Contact Norman Fischer & Associates, Inc.,
POB 5308, Austin, TX 78763; 512—476-9457.

5,000 watt AM and Class A FM for sale
by original owner of 30 years. 15 acre
site. Southwest. Cash only. Subject to
owner’s conditions of sale, prior sale,
and FCC approval. Box W-52.

MUST SACRIFICE

Powerhouse fulltime AM, Major market
10,000 watt non-directional. Excellent
plant. $800,000.00 cash. Gene Guthrie
801—972-3449.

& Daytimer Northern Michigan resorl area
Good real eslate. $110.000 Terms.
e Fulltimer in Nashville. $560.000.
e 100.000 waltls. Southern Nebraska. In-
cludes real estate. $590,000. Terms

Business Broker Associates
615—756-7635, 24 hours.

PROFITABLE CLASS A FM

Central lllinois suburban melio area FM serv-
ing area with lwo state universities and a popu-
laticn of 200,000+ . Asking $300,000. Send in-
guiries to: PO. Box 228, Eureka. IL 61530

BUY ALL OR PART

Underdeveloped So.East single station market
in college lown. Ideal for sales orienled opera-
tor. FM & power upgrade possible. Must sell
fast. Minimum $35.000. Reply to Stalion, P.O.
Box 458, Fanwood, NJ 07023.

VIRGINIA FULLTIME AM

Prime market, excellent facility, good sig-
nal/dial position, incl. real estate. Exclu-
sive mkt. format. Fine profit potential. Ap-
prox. 2X gross. Principals only, Box W-54.

BROADCASTING’S CLASSIFIED RATES

All orders 10 place classilied ads & all correspondence
perlaining to this seclion should be sent io: BROAD-
CASTING, Classilied Department, 1705 DeSales St.,
N.W., Washinglon, OC 20038.

Payable in advance. Check, or money order only. Full
& correct payment MUST accornpany ALL orders.
When placing an ad, indicale the EXACT category
desired: Television, Radio, Cable or Allied Fields; Help
Wanled or Silualions Wanted; Management, Sales.
News. etc. Il this information is omilted. we will deter-
mine Ilhe appropriate category according to (he copy.
NO make goods will be run if all information is not
included

The publisher is not responsible lor errors in prinling
due (o llegible copy—all copy must be clearly lyped or
printed. Any and all errors must be reported to lhe
classified advertising department within 7 days of pub-
licalion dale. No credits or make goods will be made
on errors which do not materially affect the advertise-
ment

Deadline is Monday al ngon Easlern Time for (he follow-
ing Monday's issue. Earlier deadlines .oly 1or 1ssues
published during a week containing a wifday, & a
special nolice announcing the earier deadline will be
published above this ratecard. Orders, changes. and/
or cancellations must be submitled in writing. (NO iele-
phone orders. changes. and/or cancellations will be
accepled.}

Replies 10 ads with Blind Box numbers should be ad-
dressed lo: (Box number), ¢/io BROADCASTING, 1705
DeSales St NW., Washington, DC 20036
Advertisers using Blind Box numbers cannol request
audio tapes, video lapes, (ranscriplions. fiims, or YTR's
to be lorwarded to BROADCASTING Blind Box num-
bers. Audio lapes. video lapes, transcriptions, films &
VTR's are nol lorwardable, & are returned to the sender.

Pubtisher reserves the righl lo aller classified copy to
conform with the provisions ol Tille VIl of the Civil Rights
Acl of 1964, as amended. Publisher reserves the right
1o abbreviale, alter, or reject any copy No personal
ads

Rates: Classilied listings (non-display). Per issue: Help
Wanted: $1.00 per word, $18 weekly minimumn. Silua-
tions Wanted (personal ads). 60¢ per word, $3.00
weekly minimum. All other classilications: $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). perissue: Help Wanted $80 per
inch. Situations Wanted: {personal ads). $50 per inch.
All cther classificalicns: $100 per inch. For Sale Sta-
tions, Wanled To Buy Stalions, Public Notice & Busi-
ness Opportunities advertising require disptay space
Agency commission anly on display space.

Word count: Count each abbreviation, initial. single
figure or group of ligures or tellers as one word each
Symbols such as 35mm, COD, PD.elc.. count as one
word each. Phone number with area code or zip code
counts as one word each
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( Fates & Fortunesa

Media

Bill Coffey, acting general manager, KUSA
(AM)-KSD-FM St. Lous, named VP and gener-
al manager.

Jose Francisco Lamas, general sales man-
ager, WSNS(TV) Chicago, named general man-
ager.

Robert Abernathy, VP and general manager,
Sconnix  Broadcasting  Co.'s  WBOS(FM)
Brookline, Mass., adds duties as general
manager, co-located WHDH(AM). Roy Cooper,
general manager, WIBC(AM)-WEAG(FM) In-
dianapolis, recently acquired by Sconnix
from Telemundo Group, will continue with
stations as VP and general manager.

Don Troutt, VP and general
KCMO(AM-KCPw(FM)  Kansas  City,
named president and general manager.

manager,
Mo.,

John R. Lego, general manager, KORK(AM)-
KYRK-FM  Las Vegas, joins KKSNIAM)-

KKLIFM) Portland, Ore., as VP and general
manager.

F. Russell Wood, VP
and general manager,
marketing and devel-
opment,  KSL-AM-TV
Salt Lake City, named
VP and general man-
ager, KSL(AM).

Gary V. Downs, gener-
al manager, WDOD-AM-
FM Chatanooga, joins
KESY-AM-FM Omaha in
same capacity.

Wood

Martin J. Neeb, general

manager, noncommercial KPLU-FM Tacoma,

Wash., named president of parent, West
Coast Public Radio.

Larry A. Dyer, from noncommercial KOZK(TV)
Springfield, Mo., joins Blue Ridge Public
Television, Roanoke, Va.-based owner of
three noncommercial TV stations, as general
manager, succeeding E.V. Rexrode Jr., retired.

Paul B. Jones, VP,
strategy and develop-
ment, CBS Inc.. pub-
lishing group, New
York, joins Warner
Cable Communica-
tions, Dublin, Ohio,
as senior VP and gen-
eral counsel. Todd E.
Watkins, director, bud-
gets and forecasts, na-
tional division,
Warner Cable, named
sentor director, financial planning. Timothy
D. Hanlon, director, service quality, Citicorp
Homeowners Inc., New York, joins Warner
Cable as senior director, customer service.
Tom Lauher, VP, Winfield Advertising, St.
Louis, joins KFUO-FM Clayton, Mo., as gen-
eral manager.

Jones

Eugene B. Crim, general sales manager.
WCSCAM)-WXTC(FM)  Charleston, S.C.,
named VP and general manager, succeeding
Philip Zachary, who joins WVOT(AM)-
WRDU(EM) Wilson. N.C., as VP and general
manager.

Sharon MacWilliams, gencral sales manager,
WBUD(AM)-WKXW(EM) Trenton, N.I., joins
WMGZ-aM-FM  Sharpsville, Pa.. as general
manager.

Irv Goldstein, private attorney, joins WLAD
{AM)-WDAQ(FM) Danbury, Conn.. as general
manager.

Jayson R. Juraska, director. finance and ad-
ministration, Cox Cable Communications,
Atlanta, named VP and general manager,
Cox’s Hartford. Conn., system.

Mark F. Stucky, director, engineering, Times
Mirror Cable, Irvine, Calif., named VP and
general manager, Dimension Cable Services,
Times Mirror’s Phoenix cable system.

Steve Christian, from wrLy(FM) Troy, N.Y.,
joins WLOEAM)-WKLM(FMy Eden, N.C., as
station manager.

Jonathan F Myers, senior counsel, corporate
law department, American Television &
Communications Corp., Englewood, Colo.,
named assistant general counse]. Linda
Weiler, assistant counsel, law department,
ATC, and Gregory S. Drake, from Hili, Farrer
& Burrill, Los Angeles law firm, named as-
sociate counsels, ATC.

Marketing

Steven E. Morvay, executive VP and general
manager, Saatchi & Saatchi DFS Direct, New
York, named president.

Farrell Reynolds, senior VP, advertising
sales, WTBS(Tv) Atlanta, named president,
Turner Broadcasting Sales Inc., New York.

Susan Chamberlin, Ellen W. Oppenheim, and
Elizabeth Rockwood Fulton, VP’s and group
supervisors, and Sandy Mitchell, VP and ad-
ministrative manager, consumer insights,
Young & Rubicam, New York, named senior
VP’s. Gary J. Schneider and David Marans,
group supervisors, communications informa-
tion services, named VP’s,

Peter de Vaux, senior VP, finance, Young &
Rubicam, New York, joins Chiat/Day Inc.,
San Francisco, as senior VP and chief finan-
cial officer.

Catherine Farrell, senior VP, Western Interna-
tional Media Inc., New York. joins Ailes
Communications Inc. there as president, Far-
rell Media Inc., new media buying subsid-
1ary.

Appointments at N W Ayer Inc.. New York:
George P. Zuckerman, group creative direc-
tor, and Walter C. Lance, treasurer and assis-
tant secretary, to senior VP's; Amanda B.
Hahn and Alan M. Reisberg, account supervi-
sors, to VP’s; Robert A. Frydlewicz, from
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Young & Rubicam, New York, to media re-
search supervisor; Carl S. Turner, finance
manager, Pat Ryan & Associates, Chicago, to
media research analyst; Thomas J. Burke,
senior network negotiator, DFS Dorland,
New York, 1o network television buyer; Tracy
Lynn Pyper, assistant account executive/co-
pywriter, Ted Thomas Associates Advertis-
ing, New York, to production buyer.

Appointments at FCB/Leber Katz Partners,
New York: John Blauner, creative director, to
senior VP, targeted media services; Con-
stance O’Brien, VP and account director, to
VP and management director; Suzanne
Schettino, project director, to research super-
visor; Patricia Prugno, account executive, to
account director.

Blauner Beach

Thomas E. Beach, VP and management re-
presentative, McCann-Erickson, New York,
named senior VP. David K. Greenwald, Linda
Joselow and Joseph A. Tilli, management re-
presentatives, and Andrew J. Carra, director,
sales promotion, named VP’%s.

Jim Martz, VP and Western regional manager,
domestic television, Paramount Television
Distiibution, Los Apgeles, joins Corinthian
Communications there, media-buying com-
pany, as VP, West Coast.

Jeanne O’Donnell, national accounts man-
ager, Chicago Magazine, joins Crealive Media
inc., New York, as VP, marketing and ac-
count services.

Appointments at Katz Communications Inc.:
Donna Fee, research director, KHOU-TV Hous-
ton, to marketing manager, Katz Independent
Television, New York; Jack Walsh, research
analyst, Katz Independent., New York, to
sales executive; Nancy Todd, broadcast buy-
er, Foote, Cone & Belding, Chicago, to sales
executive, Katz Independent there; Sandie
Lanza, media planner, Bozell, Jacobs, Ken-
yon & Eckhardt, Detroit, to sales executive,
Katz Independent there: Terry Akins, former
account executive, Western Union, San Fran-
cisco, to sales executive, Katz Television,
Philadelphia; Tracy Herbst, account execu-
tive, WTKN(aM) Pittsburgh, to account execu-
tive, Katz Radio, Los Angeles; Nancy Dun-
das, manager, San Francisco office, Select
Radio, to account executive. Katz's Republic
Radio there.

Alan Minetree, local/regional sales manager,
KswweTv)  Wichita, Kan., joins TeleRep,



Houston, as sales manager. Chip Carmody
and Joan Lauro, research analysts, TeleRep,
New York, named account executives. Bob
Plato, national sales manager, wWDBB(TV) Tus-
caloosa. Ala., joins TeleRep, Atlanta, as ac-
count executive.

Tom Unger, director, creative services, R.L.
Meyer  Advertising, Milwaukee, joins
BBDO, Chicago, as senior writer. Carlos Se-
gura, senior art director, Young & Rubicam,
New York, and Kim Richardson, senior art
director, Leo Bumett Co., Chicago, join
BBDO, Chicago, as art directors.

Michael Ward, art director and group head,
Karsh & Hagan, Denver, joins W.B. Doner &
Co., Detroit, as group planning supervisor
and art director. Phillip E. Lassale, account
executive, Doner, Baltimore, named senior
account executive.

Ted Kolota, senior account executive, N W
Ayer, New York, joins Lewis, Gilman &
Kynett Advertising, Philadelphia as account
supervisor. Laura Stelluto, account execu-
tive, DDB Needham Worldwide Inc., New
York, joins Lewis, Gilman & Kynett in same
capacity.

Bob McCauley, assistant account executive,
Harrington, Righter & Parsons Inc., New
York, named account executive, Dallas.

Appointments at Independent Television
Sales: PJ. Lewis, from wrsB(Tv) Hartford,
Conn., and Kerry Morelli, senior buyer, Me-
dia Genera New York, to account execu-
tives, New York; Dain Hale, from Group 243,
Atlanta, to account executive there; Lonny
Low, former account executive, KRBE-FM
Houston, to account executive, Dallas.

CeCe Hays, local sales manager, KSCH-TV
Stockton, Calif., named general sales man-
ager.

Bruce Barrett, general sales manager, KOOG-
Tv Ogden, Utah, joins KEzITv) Eugene,
Ore., in same capacity.

Jeff  Schatz, account representative,

KKEM(FM) Colorado Springs, named general
sales manager.

Jay McSorley, general sales manager, wWPCP

(AM)-WIOF(FM)  Waterbury, Conn., joins
wTws(TV) New London, Conn., in same Ca-
pacity.

Karen J. York, from WCI(AM)-WDJX(FM) Lou-
isville, Ky., joins WLITFM Gastonia, N.C., as
general sales manager.

Ray Carroll, general manager, CRN Media,
Hamden, Conn., joins WLAD(AM)-WDAQ(FM)
Danbury, Conn., as general sales manager.
Frank Willis, head of advertising and promo-
tion, Teletrack, New Haven, Conn., joins
WLAD-WDAQ as regjonal sales manager.

Rick Morein, account executive, WLUK-TV
Green Bay, Wis., named local sales manager.

David McWhorter, account executive,
WKIX(AM)-WYLT(FM) Raleigh, N.C., named
local sales manager.

Randy Stone, regional sales manager,

wzDX(Tv) Huntsville, Ala., adds duties as lo-
cal sales manager.

Susan B. Mazza, account executive,
wzsH(FM) South Bristol Township, N.Y.,
named local sales manager. Lawrence S. Du-
gan, account executive, named national and
regional sales manager.

Please send
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Jeffrey H. Kazmark, president, advertising
sales division, Access Syndication, Studio
City, Calif., joins NBC Inc.’s KNBC-TV Los
Angeles as sales manager. Fran Viesti, pro-
gram research analyst, MMT Sales Inc., New
York, joins KNBC-TV as research manager.
Ralph Sherman, national sales manager.
NBC'’s wkQx(FM) Chicago, adds duties as na-
tional sales manager, co-located WMAG(AM).

Kathy Restanio, research director, KTVU(TV)
Oakland, Calif., joins WPGH-TV Pittsburgh as
director, sales and programing research.

Rozanne McMillan, research  manager,
KCOP(TV) Los Angeles, joins KTLA(TV) there
as director, research.

J.D. Huey, account executive, KTXA(Tv) Fort
Worth, named national sales manager.

Vasco Bramao, account executive,
AM-FM Washington, named national
manager.

WMZQ-
sales

Dorothe Riley-Green, account executive,
WOMC(FM) Detroit, named retail sales man-
ager. Kimberly Russell-McCarthy, fromn NBD
Service Corp., Detroit, and Mark Nicholson,
from Northcom Teleport, Detroit, join WOMC
as account executives.

Programing

Martin C. Lafferty, VP, Tumer Direct Broad-
cast Sales, joins Tempo Development Corp.,
new Atlanta-based subsidiary of Tempo En-
terprises, Tulsa, Okla., as president.

Marc Grayson, senior
VP, marketing, and
Chris Rovtar, sales ex-
ecutive, MCA TV En-
terprises, New York,
to relocate to Los An-
geles  officc.  Tom
Russo, research man-
ager, off-network
sales, MCA TV, New
York, named director,
program analysis and
development, Los An-

Grayson
geles.

Harry Usher, former commissioner, defunct
United States Football League, joins Wein-
traub Entertainment Group, Los Angeles,
syndication firm, as senior VP and president,
Weintraub International Enterprises subsid-
iary.

Barbara Miller, VP talent, Lorimar Produc-
tions, Culver City, Calif., named senior VP,
talent. Alasdair Waddell, director, Lorimar
International and Lorimar Financial Services,
named VP, international development, Lori-
mar International.

Christine Foster, VP, Group W Productions,
New York, joins Walsh Communications
Group Inc. there as president, motion picture
and television division.

Christine Palinkas, director, research, Har-
mony Gold, Los Angeles, named VP, re-
search. Michael Rix, national sales manager,
WGBO-Tv Joliet, 111., joins Harmony Gold,
New York, as Northeast regional sales man-
ager.

Ken Raskoff, manager, motion piclures for
television, NBC Entertainment, Burbank,




Calif., named director, motion pictures for
television.

Appointments at Life-
time Cabletelevision:
Linda Pennfield, di-
rector, personnel,
New York, to VP, hu-
man resources; Syd-
ney McQuoid, senior
sales executive, Dal-
las, to director, affili-
ate relations, central
region, Debi Ro-
senthal, customer ser-
vices  representative,
Wells Fargo Bank, Los Angeles, to affiliate
sales representative, Western region: Nancy
Hirsch, from network production and oper-
ations department, Lifetime, New York, to
scrambling coordinator; Micheile Racik, film/
tape assistant, to film/tape coordinator.

Pennfield

William J. Hamm, program executive, Univer-
sal Television, Universal City, Calif.. named
director, current programs.

Susan Finesman, marketing executive, Tri-
Star Pictures, New York, named creative af-
fairs executive, East Coast, television divi-
sion.

Don Laventhall, East Coast representative,
Los Angeles-based Ahmanson Theater, Cen-
ter Theater Group, joins Hart, Thomas &
Berlin Productions Inc., New York, as direc-
tor, development.

Sarah (Sally) Heldrich, production manager,
Media General Cable, Fairfax, Va., named
director, television production.

Monica Foster, from CBS-TV, New York,
joins USA Network there as manager, pro-
gram aquisitions.

Antonio Bolton, account manager, sales and
marketing department, HBO Inc., Denver,
joins Disney Channel, New York, as national
accounts manager. Benjamin Bellinson, from
Lifetime Cable Network, New York, joins
Disney Channel, Burbank, Calif., as affihate
marketing representative.

Kathy Taylor, account executive, Satellite
Music Network, Chicago, named sales man-
ager, central sales division.

Robyn Borok, group media head, Wells,
Rich, Greene, New York, joins sales staff,
MCA Radio Network there.

Michael O’'Malley, national research director,
Metroplex  Communications, Washington,
joins WYNY(FM) New York as director, pro-
graming.

Bill Ellis, announcer, wsoC-FM Charlotte,
N.C., joins wssL-aM-FM Gray Court, N.C.,
as program director and maorning announcer.

]
News and Public Affairs

Appointments at Cable News Network, busi-
ness news department: Bill Tucker, producer,
Business Day, New York, to producer, Money-
line; Leslie Linton, producer, Your Monrey,
New York, to supervising producer, weekend
programing, business news; John QOrian, pro-
ducer, Business Morning, New York, to pro-
ducer, Business Day, Lisa Dietrich, associate
producer, Business Morning, New York, to
producer, Business Moring, Terry Keenan,

producer, Moneyline, New York, to business
producer, Washington bureau; Sarah Kidwell,
associate producer, Business Moriing, New
York, to associate producer, Your Money, Pat-
ty Davis, business assignment desk editor,
New York, to assoclate producer, business
news, Washington, Randy Prior, associate
producer. business news, Washington, to as-
sociate producer, business news, New York;
Debbie Miller, associate producer. Moneyline,
to associate producer, Pinnacle, Kathryn Bar-
rett, associate producer, Pinnacle, to associ-
ate producer, Business Morning.

Claude E. Erbsen,
chairman and CEO,
Associated Press-Dow
Jones Telerate and VP,
AP-Dow Jones news
service, named direc-
tor of newly consoli-
dated division consist-
ing of AP World
Services and AP-Dow
Jones. Other appoint-
ments al Associated
Press: Ray Formanek
Jr., from Chicago bureau, to correspondent,
Morgantown, W. Va.; Holden Lewis, from
Baltimore, to El Paso correspondent; David S.
Martin, from Philadelphia, to State College,
Pa., bureau; Maryann Mrowca, from Boston,
to correspondent, Wausau, Wis.; Bill Vogrin,
from Topeka, Kan., to correspondent. Peoria,
1., bureau; John K. Wiley, from Yakima,
Wash.. to Spokane, Wash., correspondent.

Erbsen

Michael Singer, producer, KCBS-TV Los Ange-
les, named managing editor. Yolanda Nava,
former anchor and reporter, Latin Tempo,
syndicated news magazine series, joins KCBS-
Tv as host, At Issue, public affairs series.

Kathy Slaughter, Southwest regional feed di-
rector, ABC News, Dallas, joins KHOU-TV
Houston as executive news producer.

Van Hackett, anchor and reporier. KTRK-TV
Houston, joins WwWOR-TvV Secaucus, N.J., as
anchor.

Charles Fishburne, news director and anchor,
WTVR-TV Richmond. Va.. named news con-
sultant for parent, Park Broadcasting.

Andrew (Andy) E. Barton, news director,
WFMY-TV Greensboro, N.C., joins WLKY-TV,
Louisville. Ky. as news director.

Thomas Luft, news director. WBRL(AM) Ber-
lin, N .H., joins wGME-Tv Portland, Me., as
assignment editor.

Scott K. Michaeloff, coordinator, network
quality assurance, Showtime/The Movie
Channel, New York, joins Worldwide Televi-
sion News Corp. there as facilities sales di-
rector. Mark J. Turits, supervisor, network
quality assurance, Showtime/TMC. joins
WTN as production manager.

Edie House, reporter and weekend anchor,
WBAL-TV Baltimore, named manager, public
affairs.

Gail McHale, national sales manager,
WOR(AM) New York, joins Shadow Traffic,
New York, company that provides traffic re-
ports to stations in New York. Connecticut.
New Jersey, Pennsylvania and Delaware, as
account manager. Deborah Smith Kreisl, ac-
count executive, Kyw(aM) Philadelphia,
joins Shadow Traffic there as account execu-
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tive.

Mike Hennick, reporter and coordinating pro-
ducer, public affairs and news, noncommer-
cial KETC(TV) St. Louis, joins WISN-TV Mil-
waukee as weekend news producer.

Wendy Scott, general assignment reporter,
WTTY(TV) Bloomington, Ind., named anchor.

Technology

Richard K. Wheeler, senior VP, professional
video division, Sony Corp., New York,
named senior VP, Sony Communications
Product Co.

Wheeler Kane

Scott H. Kane, divisional VP, Telemation
Inc., Salt Lake, joins Optimus Inc., Chicago,
post-production company, as president.

Gary Matz, executive VP, Spectra Image,
Burbank, Calif., parent of Spectra Systems
Inc.. manufacturer of editing and post-pro-
duction equipment, named president.

Larry Levin, assistant post-production super-
visor, 20th Century Fox Television, Los An-
geles, joins New World Television there as
VP, post-production.

Jay Merkle, independent producer, joins Tele-
cast Inc.. Fraser, Mich., satellite master an-
tenna company, as vice chairman and direc-
{or.

Lance Belcher, accounts manager, Burnup &
Sims Inc., Denver, joins Pioneer Communi-
cations of America Inc., Irving, Tex., as
manager. national accounts.

Elizabeth Coleman, district sales manager,
Augat Interconnection Components, Attle-
boro. Mass., named product manager, inte-
grated circuit sockets.

Jon Teschner, VP, graphic arts, I.T.1. Graphic
Systems, Santa Clara, Calif., joins Crawford
Post Production Inc., Atlanta, as account ex-
ecutive.

. |
Promotion and PR

Betsy Vorce, director, public relations, Via-
com Enterprises, New York, joins King
World there as VP, public relations.

Clift Dektar, account supervisor,
Group, Los Angeles, named VP.

Lippin

Jeff Duclos, director, television division,
Rogers & Cowan Inc., Los Angeles, named
VP. Kimberly Wells, manager, television divi-
sion, named director.

Kimberly Donolon, publicist, movies and
mini-series, NBC Media Relations, and Gil-
lian Rees, freelance publicist, named media



Presidential récognition. Six broadcasting-related organizations are among the 30 win-
ners of Presidentidl Awards for Private Sector [nitiatives. The White House office of Private
Sector I[nitiatives has presented the awards annually since 1984 to organizations. that
have made contributions to their communities through volunteer prograrris. The awards
will be presented an July 28 by President Reagan in the White House Rose Garden The

six broadcasting-related winnars are;

® The National Association of Broadcasters, Washingtor, and its affiliateo Broadcast
Industry Council, for the "Work Resolrce and Retraining initiative” (now being tested In
nine metropolitan areas), an affort by broadcasters to help people out of work due to.
changing economic conditions fo find opportunities for reemployment or retraning.

® American Women in Radio and Television, Washington, for *Soaring Spints.”
gram to develop television programing for.hospitalized childran.

®'Wge-1v Washington for its "Beautiful Babies™ public service campaign-tc reduce child
martality in the Washington area through prenatal care.

® Noncommercial wrMmys Washington for organizing the “Washingtori. Metropolitan
Area Corfimittee on School Attendence,” a commitiee of Washington-ared school superin- -
{endents organized by the station to finc ways to reduce truancy and drop-out rates

m KaowTy -Weslaco, Tex., far "Froject Abuse.” a public service campaign to fight child

abuse.

WEING-Tv Seallle lor the "Gétling to NO™ campaign to educate the public on drug and

- gleoho| abuse.

The White House will also award cifations to another 70 erganizations for their voluntaer
programs. The 13 broadeast organizations of that 70 are: Empariurs Broadgasting Co.,
Emporium, Pai; kawtv Portland, Ore’, kmolTv-San Antonio, Tex.; kaswo:-tv Lawton, Okla:
Mew Mexico Broadcasters Association, Albuguergue; weic-am-EM Charleston, Il Westing-
house Broadecasting, New York, wdsaam-ry Miami; wasa.am-rvm York, Pa.; wss-tv Atlania;
wsocTv Charlatte, N.C.; wuscTv Batlle Creek, Mich | wwkiipmy Kokome, Ind

a pro-

representatives, special programs, NBC Me-
dia Relations, Burbank, Calif.

Appointed at Lifetime Cabletelevision, New
York: Erin McGrath, director, advertising and
promotion, to director, creative services,
Sheila Matefy, adminisirative assistant, to
marketing coordinator; Suzanne Maselli, ad-
ministrative analyst, to marketing coordina-
tor; Pat Paluszek, manager, on-air promotion
and scheduling, Lifetime’s Life Medical Tele-
vision division, to director, promotion and
special projects; Helen Johnson, senior sec-
retarial administrator, Life Medical, to super-
visor, scheduling and special projects.

Cynthia Soderholm, writer, The Pillsbury
Co., Minneapolis, joins Wyse Landau Public
Relations, Cleveland, as publicist.

Lee Minard, VP, advertising and promotion,
KUSA-Tv Denver, joins wDIV(TV) Detroit as
director, creative services.

Allied Fields

Donald Rose, system design engineer, Los
Angeles Cellular Telephone Co., joins Lun-
ayach Communications Consultants Inc.,
Washington, as VP, broadcast engineering.

Alvin M. King, executive director, Nevada
Broadcasters Association, and former direc-
tor, station relations, National Association of
Broadcasters, Washington, retires.

Bert Kohn, director, market research, Food-
maker Inc., San Diego, joins R.H. Bruskin
Associates, New Brunswick, N.J., market
research firm, as VP and general manager,
West Coast operations.

Officers elected to Southern Educational
Communications  Association, Columbia,
S.C.: W. Wayne Godwin, WKNO-FM-TV Mem-
phis, chairman; Henry J. Cauthen, South
Carolina Educational Television, vice chair-
man; Richard A. Lehner, WUFT-FM-TV (Gaines-
ville, Fla., secretary; Skip Hinton, Alabama
Public Television, treasurer. Officers elected

to radio division, SECA: William Oellermann,
KETR(FM) Commerce, Tex., chairman; Mike
Morgan, Public Radio of Mississippi, vice
chairman; Dick Elis, WETS(FM) Johnson City,
Tenn., secretary; Vianne Webb, WHRO-FM
Norfolk, Va., treasurer.

Gerry Boehme, VP and director, research,
Katz Radio, New York, named to Arbitron
Radio Advisery Council. Beth Martin, broad-
cast media buyer, Rich’s, Atlanta department
store, joins Arbitron Ratings there as client
service representative, radio advertiser/agen-
cy sales, Southeast region. Daniel K. Casey,
account executive, advertiserfagency televi-
sion sales, Arbitron, Los Angeles, named
Western division manager.

Officers elected by American Film Marketing
Association, Los Angeles: William A.
Sheilds, New World Pictures International,
chairman; Louis George, Arista Films, VP;
Lorin Brennan, Lorimar-Telepictures, secre-
tary; Terry Nicotra, Skouras Pictures, chief
financial officer.

Evelyn Q. Cassidy, broadcast editor, Associ-
ated Press, Richmond, Va., joins Colonial
Williamsburg  Foundation,  Williamsburg,
Va., as manager, radio and television ser-
vices.

Clark Jones, from Transtar Radio Network,
Los Angeles, joins Drake-Chenault, Albu-
querque, N.M., as Southeast regional man-
ager. Len Roberts, from xcuBam) Tucson,
Ariz., joins Drake-Chenault, as country pro-
graming consultant.

Jill Abeshouse Stern, former partner, dis-
banded McKenna, Wilkinson & Kittner,
Washington law {irm, joins Miller, Young &
Holbrooke there. She will specialize in satel-
lite, broadcast and communications law.

Janice F. Hill, former counsel on telecom-
munications issues, Arter & Hadden, Wash-
ington, and Stephanie Sommer, from law
firm of Goldberg & Spector, Washington,
form Sommer & Hill PC., Washington com-
munications and entertainment law firm.

Broadcasting Ju! 20 1987
94

Michael J. Hirrel, from Arent, Fox, Kintner,
Plotkin & Kahn, Washington, joins Davis,
Graham & Stubbs there as counsel specializ-
ing in communications law.

Deaths

Harry J. Feeney, 69,
retired director, press
information, CBS En-
tertainment, New
York, died July 11 at
his home in Forest
Hills, N.Y., of compli-
cations following
heart surgery. Feeney
retired after 42 years
with CBS in January
1985. He had been re-

Feeney porter for New York
Post before joining CBS in 1942, and follow-
ing year in U.S. Army in Europe he eamed
Bronze Star. In 1945, he became editor, Stars
& Stripes magazine, Paris. Feeney returned to
press information department of CBS” Radio
in 1946 as director. He headed that depart-
ment until 1956 when he transferred to CBS-
TV. In 1969, Feeney was named director,
CBS Television Network Press Information
and became director, press informatton, CBS
Entertainment in 1977. Feeney is survived by
his wife, Eileen, and two sons.

James W. Packer Jr., 56, founder and presi-
dent, Mission Argyle Productions, Los Ange-
les, TV program distributor in late 1960’s and
1970%s, died June 18 of complications from
diabetes at his Arcadia, Calif., home. He is
survived by two sons.

Thomas George Kyle, 43, VP and co-founder,
Video One, Los Angeles production com-
pany, died July 1 of cancer at Norris Cancer
hospital, Los Angeles. Kyle served as techni-
cal director of Alf for NBC and The Barbara
Walters Speciais for ABC and West Coast
technical director, NBC’s Friday Night Vid-
eos. In 1970 he taught mass communica-
tions at Arizona State University, Tempe.
Kyle began his career in 1960s at KTAR-TV
{now KPNX-TV) Phoenix, where he was pro-
motion director. He is survived by his wife,
Sue, and two sons.

Francis (Frank) Farrell, 68, retired press re-
presentative, NBC-TV, Burbank, Calif., died
June 26 of cancer at St. Joseph hospital, Bur-
bank. Farrell was press representative for
many prime time NBC shows from 1964 until
his retirement in 1985. In 1950’s and early
1960’s he was reporter for Los Angeles Herald
Ezaminer. He is survived by his wife, Lola,
and two sons.

Roy Berke, 62, consultant, Worldwide Televi-
sion News, New York, died July 12 of leuke-
mia at New York hospital, New York. Before
retiring from full-time duties at WIN in
1985, Berke had served as film and videotape
photographer and editor there. He is survived
by his wife, Miriam, son and two daughters.

Jim Harpring, 57, production director, WINZ
(AM)y Miami, died July 5 of heart attack at
Highland Memorial hospital, Hollywood,
Fla. He is survived by his wife, Eleanor, son
and two daughters,
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FCC’s Joseph Marino:
upholding the spirit
of communications law

Joseph Marino is a lifelong civil servant with
more sympathy for regulated private enter-
prise than the Washington bureaucracy com-
monly shows. Marino is also something of a
traditionalist, a temperament that appears to
have suited him well as chairman for the last
six vears of the FCC Review Board, the
body that reviews the decisions of the com-
mission’s administrative law judges. And
judging from his board’s record—a single
reversal in 36 cases reviewed by the U.S.
Court of Appeals—others agree.

During Marino's 26-year career in the
commission’s ranks, he has had various as-
signment plums. He was chosen in 1978 1o
present the commission'’s oral argument be-
fore the U.S. Supreme Court in the Pacifica
Foundation “seven dirty words” case, which
the FCC won. He inherited in 1976 the Com-
mon Carrier Bureau’s biggest investigation
of AT&T since the 19307,

But when asked of his own achievements
in a recent interview, Marino cited some-
thing seemingly mundane—the acceleration
of the FCC Review Board process by insis-
tence on fixed deadlines for action. Marino
doesn’t think licensees ought to be left wan-
dering indefinitely through the bureaucratic
maze,

Similarly, he finds it “difficult” to apply
the drastic sanction of denying license re-
newals, which he notes is (raditionally li-
kened to “capital punishment.” He also has
words of understanding for broadcasters
who are “‘nonconformist, free souls who try
and operate and march to their own drum-
mers, but can get crunched in the wheels of
bureaucracy.” Norman Blumenthal, one of
Marino’s colleagues on the four-member re-
view board, believes Marino “cares very
much about people...He’s a people person.”

Marino’s interest in the “underdog™ is also
exemplified by his selection of his political
idols. One pair, honored with portraits on
Marino’s Washington law office wall, are
two he refers to as “principled men” mis-
treated by history: President Herbert Hoover
and Roger Brooke Taney, the 19th century
Supreme Court chief justice best known for
his authorship of the pro-slavery Dred Scott
decision.

Marino’s decidedly conservative political
bent is also apparent in the naming of his
other “heroes,” who include Barry Gold-
water, Richard Nixon and Daniel Manion,
son of the John Birch Society founder who
last year won a narrow, and highly political,
battle for a seat on the U.S. Court of Ap-
peals.

Colleagues say, however, that Marino’s
politics are nowhere visible in his case deci-
sions or work as a public servant. But his
traditionalismn is: “The law 1s very conserva-
tive,” he explained, “We're always looking

JoserH ANTHONY Maring—Chairman, Review
Board, FCC, Washington: b. May 2, 1935,
Washington; BA, histary, University of Notre
Dame, South Bend, Ind., 1859. JD. Notre
Dame, 1960; general attorney, Office of
Opinions, FCC. 1860-62; trial attorney, Hearing
Division. Broadcast Bureau, FCC, 1962-65;
appellate lawyer, Office of General Counsel,
FCC, 1965-68 and 1969-1972 (graduate
student, administrative law, University of
Chicago Law School, 1968-69); associate
general counsel, Liligation Division, FCC,
1972-75; deputy chief, Common Carrier
Bureau, FCC, 1975-77, managing counsel,
compiiance and litigation {ask force,
Common Carrier Bureau, FCC, 1977-1980;
chief, Enforcement Division, Common Carrier
Bureau, FCC, 198G-1981; acting chief,
Common Carrier Burea, FCC. Feb. 1981,
present position since July, 1981, m. Lucy
Mack. June 27, 1971; children-—Nicholas.

13.
]

backwards to apply old precedents, not
make new.”

A fascination with the past is what drew
Marino to the law in the first place. After a
childhood spent trapped in fascist Italy dur-
ing World War Il with his mother and youn-
ger brother (as American citizens they had to
flee approaching Nazis by taking refuge in a
local vineyard), Marino returned to the
states to take up the study of history at the
University of Notre Dame.

A “practical bent” led him. he says. to
turn to the study of law toward the end of his
undergraduate years, and then in 1960, to
fulfill his “dreams of arguing First Amend-
ment cases’ he joined the FCC, where he felt
some of the leading administrative case law
of the day was being practiced.

Although he joined expecting to leave in
three years to enter private practice, Marino
found that he was learning more than he
expected, and was being given the opportu-
nity to try cases, and later round out his legal
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skills with a position in the general counsel’s
office.

By 1968, however, Marino says that he
“started getting bored with litigation,” so he
took a year’s unpaid leave to do graduate
work at the University of Chicago Law
School. While there he spent most of his
time absorbing lessons in the conservative
school of economics from the institution’s
leading legal minds.

When he returned to the commission in
mid-1969, he recalls, there was a growing
emphasis on common carrier jssues. After a
stint as associate general counsel, Litigation
Division, Marino shifted his personal em-
phasis to those issues, rising to the post of
acting chief of the Common Carrier Bureau
mn ]981.

But Marino was weaned on broadcasting
issues, and handled many throughout his
various commission positions, Perhaps the
best known broadcast case in which he was a
key figure was the Supreme Court’s 1978
Pacifica indecency ruling, for which he was
selected to argue the case to the justices,
even though he had moved to the Common
Carrier Bureau at the time (he previously
had argued and lost the case in the D.C.
Circuit Court).

Marino recalled the details of the case and
its ¢ircumstances vividly. “lt was a real fam-
ily affair,”” he says, because on Pacifica’s
side were two former FCC counsels, Paci-
fica lawyer Harry Plotkin and, filing an ami-
cus brief, Henry Geller.

“[ was about as nervous as l've ever
been.” he said. “I started my argument and
the chief justice broke in right away.” Ac-
cording to some reports, the justice was try-
ing to make sure the “seven dirty words”
were not uttered in the courtroom, as Marino
says he had not intended to do. “[Then] they
let me argue,” he remembered. “It was one
of few times where they let me argue a whole
case. It actually bothered me, 1 wanted a
give and take. I'm used to a lot of counter-
punching.”

Marino sees the commission’s recent re-
vival of the indecency issue as a return to the
original Supreme Court ruling, broadening
considerations of “indecency” beyond the
original seven unbroadcastable words. “1
was surprised at how united the commission
was on 1t. That leads me to believe it was the
correct decision.”

Although Marino acknowledges he would
have liked to be chief of the Common Carri-
er Bureau (the then-new Fowler administra-
tion selected Gary Epstein and asked Marino
to move to his current review board post), he
seems content with his current assignment.
“1 think I've been saved from myself by
friends,” he said, explaining the common
carrier post was a “policy making position
[and] my emphasis is on judicial side of the
law. 1 look at the past. Policy is more for-
ward looking. Maybe I'm better suited to the
former.” “



InaBrief \

FCC took steps to improve performance of AM, FM and TV stations
flast week. By unanimous votes at last Thursday's open meeting,
FCC launched comprehensive review of AM technical rules to see
what can be done to improve service, adopted new rules increas-
ing power and eliminating rebroadcast restrictions of FM boosters
and established new TV booster service. AM inquiry, precipitated
by flagging fortunes of service, will examine rules relating to as-
signments and interference protection. As result of evaluation,
FCC said, AM service could be enhanced in several ways. For
instance, it said, transmission power could be increased to over-
come natural and man-made noise, and adjacent-channel interfer-
ence could be reduced, permitting receivers with greater frequen-
cy response. To reap benefits, FCC said, AM station may have to
accept certain “trade-offs.” If they don't, it said, they will "remain
locked in with the current quality of service.” In other actions, FCC
adopted rules permitting FM stations to transmit signals from
primary transmitter to boosters by whatever means they wish and
increasing maximurm effective radiated power (ERP) of boosters to
20% of maximurn ERP of priinary station. FCC also authorized full-
service TV stations to operate boosters within their Grade B con-
tours. Stations use boosters to reach areas within their predicted
service areas that, for whatever reason, they can reach through
their primary transmitter.
a

Turner Broadcasting System Inc. board of directors may vote on
proposal to replace daytime weekday portion (2 a.m -5 p.m.) of CNN
Headline News with financial news service, at Aug. 10 meeting.
However, according to TBS spokesman, planning committee,
which consists of six board members which will meet before Aug.
10, "will be considering number of programing options” and it is
“under no time constraints. There is no deadline for [it] to complete
its work.” Spokesman said replacing CNN Headline News with
financial news is "one of the proposals” under consideration.
O

Ratings for broadcast of Major League Baseball's All-Star Game,
Tuesday, July 14, on NBC-TV were lowest in history, at 18.2/33.
Game lasted 13 innings from 8:34 p.m.-12:34 a.m. Ratings in-
creased until 11 p.m.

Fox Broadcasting’s first outing in three-network national rating
totals for week ended July 12 turned up one surprise. Werewolf,
which kicked off programing service's Saturday-night lineup July
11 with two-hour special, averaged 6.5 1ating/15 share, scoring
54th out of 66 shows and finished second in its time period behind
NBC. Program beat ABC, which averaged 6.3/141 with rerun of
Webster and first 90 minutes of James Bond movie, "Thunderball,”
and CBS, which earned 4.1/9 with second part of movie titled
“Space.” Fox's Sunday-night programs finished 64th through
66th, with two-hour rerun of 21 Jump Street averaging 4.0/8, Tra-
cey Ullman generating 2.5/4 and Mr. President receiving 2.4/5.
Fox stations cover about 85% of country.
o

Four-TV-station Post-Newsweek group said last week it would carry
all Iran-contra hearings, regardless of network rotation, for “con-
ceivable future,” with President Joel Chaseman declaring stations
were all "first or tied for first for news in their markets and that
[approach to news coverage] is what got us there " Chaseman said
he was offended by network rotation plan, saying it confirmed what
critics said of them: that they went live only for glamourous wit-
nesses and higher ratings. Only if hearings “descend into trivia”
would P-N pull back, he said.

In wake of scandal surrounding former PTL Club’s Jim and Tammy
Bakker, House Ways and Means Oversight Subcommittee has
begun "fact-gathering” inguiry into possible abuse of federal tax
laws by television ministries. Hearings on subject are under consid-
eration by Subcommittee Chairman J.J. Pickle (D-Tex.), former
radio executive, who has written leading TV evangalists on their
willingness to testify publicly. Subcommittee’s concerns center on
ministries’ adherence to rules governing tax-exempt status, in-
cluding how ministries insure charitable donations solicited dur-
ing TV broadcasts are used for exempt purposes, protections
against private use of ministry funds, overall qualifications for tax-
exempt status, and public disclosure and accountability. Re-
sponding in support of hearings so far are evangelists Jerry Fal-
well, in Washington today (July 20) to meet with Pickle, and Robert
Schuller. Billy Graham, however, said he did not expect to be
available for hearings, while Pat Robertson indicated he would

Spring Arbitrons: changes in Chicago, Los Ange-les, New York

After many years of dominating Chicago's airwaves, MOR/talk
WGNAM; lost its number-one, 12-pius share ranking m the spring
Arbitron report, beaten by urban coptemperary WGCrFM. In both
New York and Los Angeles, top 40 was the winmng format with
“dance-oriented” contemporary hit showmg vast nnprovement In
New York and new age/jazz beginning to make a move In southern
California. The latest Arbitron reports for listening Monday
through Sunday, 6 a.in. to midnight tracked local radio from Aprif
2 through June 24.

Topping the New York market was contemporary hit WHTZ(FM)
(licensed to Newark, N.J.), which moved from third in the winter
report (6.1) to first with a 5.8, 12-plus share. There was a tie for
second: contemporary hit WPLJFM) and easy {istening WPAT-FM, the
latter apparently securnng some of the audience once tuning to
WREM(FM, (NOW soft rock WNSR). Both stations had a 4.8 And urban
contemporary WBLS(FM) edged all-news wins(amy for the third slor,
461045

Falling from first in the winter sweeps to fifth was talk WORAM;.
The station slipped from 5.6 to 44. (WoOR's primary competitor,
waBciaM), had a 2.9). Also finishing with a 4.4 overall metro share
were urban contemporary WRKS(FM) and "dance-oriented” contemn
porary hit waHT{FM), the latter climbing from 1.4 last summer
when It switched from rock, to 3.1 in the fall to 3.5 for the winter

report

Other top performers in the New York report included aduit
contemporary WLTWEM), 4.1, oldies wces-FM, 3.7, and all-news
weBsiaAM), 33 The market’s Jong-time ailbum-rocker, WNEW(FM),
edged out.its crosstown rival, WXRK(FM), home of controversial
morning personality Howard - Stern. WNEW posted a 3.5 to the

wxrK's 3.3. WxRk, however, was up from its 2.9 showing in the.
winter. L [ A

In Los Angeles, kus-Am-FM held onto first place with a 7 4, fol-
dowed by ‘dance-oniented” contemporary hit KPWR(FM), wiich -
Jjumped from 5.6 and third placé in the winter report to second at
7:0.

Rounding out the top five were: talk KABC(AM), 5.2 down from
6.1 1n the- previous book, easy listening kJowrM), 4.9, up from 4.7
(its crosstown rval, kBIGiFM), pulled a 3.7); and soft 1ock XOSTEM),
4.3, down from 4.8

In other Los Angeles ratings moves, the market’s new age/iazz
outiet, kTwwirn) (formerly album-rocker KMETIFM] before 1t
switched formats in February) improved in overall share, moving
from 1.9 in the winter report to 2.5 in the new book. Alsc on the
upswing were oldies (1950’s and 60's rock hits) kRTHAM), from 0.9
in the previous book to 1.6, and oldies (1950's through: 1970 s 1ock
hits) KRTH(FM). from 3.6 to 3.8. Meanwhile, kNx-FM's soft rock for-
mat continued to lose ground, going from 1.4 in the iall to 1.1 last
winter to 0.9 in the new report.

The big story out of the Windy City:was the emergence of woct
as the new number-ong siation, unseating WGNaM), which had
been the perennial market leader. Wact went from 7.7 and second
place in the winter market report to 8.6 and first as WaN dropped to
second

Although WGON dropped, the station stemined its one-year de-
cline m 12-plus share, moving from 8.1 in the last report to 8.4 in
the new spring book. All-news weBMAM was third at 5.7, followed
by -easy listening wioownm with 5.3 and urban contemporary
WBMX(FM) at 4.4.
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send representative. Others contacted by subcommittee include
Jimmy Swaggart, Oral Roberts, the Bakkers, Ernest Angley, John
Ankerberg, Paul Crouch and D. James Kennedy. Letter suggested
hearing could occur as early as this month, but decision on wheth-
er t¢ hold hearings will now probably not come before September,
according to Pickle press secretary Dave Mason.

0

MCA Chairman Lew Wasserman, 74, was released from Cedars-Sinai
Medical Center last Wednesday, following surgery to remove pol-
yps from his colon. Wasserman was said to be in good condition,
but speculation that his health was declining was reported to be
behind earlier rise in price and trading volume of MCA stock. Was-
serman currently is largest MCA shareholder, controlling roughly
1b% of outstanding shares. Price has risen from 52% on heavy
volume on July 10 to 57 last Thursday and 60% on Friday. One
arbitrageur said rumors that might have fueled activity were that
Marvin Davis might be preparing bid for company, or that some
securities analysts were questioning recuperation of Wasserman.
Company also announced last week implementation of “"poison
pill” shareholders rights plan. Rights would give MCA sharehold-
ers, under certain conditions, opportunity to buy shares in acquir-
Ing company at half price.
0
Bullish buying of King World stock threatened to spoil company’s
tender offer to buy up to 4.1 million shares of its stock at $28 per
share. Beginning Wednesday, price of shares (NYSE: KWP) rose
above $28 on heavier-than-usual volume and by late Friday was
282, Tender offer, being handled through First Boston, was to
close at midnight last Friday. Barry Kaplan, securities analyst for
Goldman Sachs & Co., said stock was nsing on fundamentals:
"Their business is good and the market is moving up, so the stock
moved up.” One financial source suggested arbitrage activity may
also have been trying to force tender price higher. Last Monday
King World released third-quarter results showing revenue jump-
ing 63%, to $37.6 million, and net income doubling to $4.3 million.
Earnings-per-share for nine months were 71 cents.
O

Family-owned McClatchy Newspapers, which recently sold all its
broadcast properties {see “Changing Hands,” page 72, and July
13), said it will probably sell some of its shares to public. Company
President C.X. McClatchy cited family squabbles in recent months
as reason for sale. McClatchy Newspapers was reported to have
1986 revenue of $310 million, up 13% from previous year. No value
was placed on company, but C X. McClatchy was reported in 1885
Fortune magazine to have personal worth of $350 million. Com-
pany has been privately owned since its inception 130 years ago.

i
Storer Cable has sent notice to empleyes that 1.4-million subscrib-
er company is on block. Storer official said company has been
approached by several parties about sale and it plans to name
broker in next few weeks.

0

FCC notified GTE Services Corp. last week that it would be taking
closer look at telco-cable ieaseback deal in Cerritos, Calif., to which
GTE is party. FCC asked GTE for more information on deal FCC
had been urged to investigate more closely by California Cable
Television Association and National Cabie Television Association.
Frank Lloyd, Washington attorney for CCTA, said deal violates
FCC prohibitions against crossownership and cross-subsidies. If
approved by FCC, he said, CCTA was concerned deal would
*serve as mode! for overbuilds in the future.” According to Lloyd,
General Telephone, local telco serving Cerritos, wanted to build
cable system and lease it to Apollo Cablevision, independent cable
operator. Problem is that General Telephone has awarded con-
struction contract to T.L. Robak, which cwng Apollo, and has
arrangement te lease hall of system’s capacity to GTE Services
Corp., which wants to use capacity for side-to-side comparison of
residential coaxial and fiber optics networks. GTE or affiliate is
also putting in fiber optics network, Lloyd said. CCTA believes
that construction contract with Robak violates crossownership

restrictions and that lease of half capacity to GTE Services iIs
cross-subsidy of Apolio.
m

Comsat Corp. will sell all of its manufacturing businesses, dispose of
its two direct broadcast satellites, and restructure its remaining oper-
ations. Chairman Irving Goldstein, in announcing those decisions,
said those they will result in after-tax charges agawmnst second-
quarter earnings of about $90 million. "Additionally,” he said, “we
previded $8 million after tax for anticipated losses until the discon-
tinued operations are disposed of " He said actions better position
Comsat for future. Comsat reported quarterly revenues of $38 2
million, but net loss of $83.8 million, reflecting provisions for res-
tructuring, discontinued operations and other nonrecurring items.
Without those provisions, Comsat said, net income for second
quarter would have been $14.5 million, or $0.79 per share. Second-
quarter 1986 revenues and earnings were $77 4 million and $14
milion. respectively. n

Lawyers representing major news media groups last week success-
fully opposed U.S. district court order providing for private examina-
tion of prospective jurors in perjury trial of {ormer top presidential
assistant Michael Deaver. Three-judge panel of U.S. Court of Ap-
peals in Washington, several hours after hearing arguments in
case on Wednesday, ordered Judge Thomas P. Jackson to conduct
jury selection in public. But that led Jackson to dismiss 94 poten-
tial jurors, saying ruling had cost him credibility, and to postpone
trial for at least three months to allow Deaver's attorneys to seek
Supreme Court review of appeals court order. Timothy Dyk, who
represented Capital Cities/ABC, CBS, NBC and Cable News Net-
work in opposing Jackson's order, said it violated First Amend-
ment and ran directly contrary to Supreme Court decisions. New
Yerk Times and Washingion Post also opposed Jackson's order.
O

Board of National Public Radio, at its meeting last week in Washing-
ton, approved FY 1988 capital budget of $1,475,490. [t an-
nounced distribution/interconnection fee will increase to $10,000
per station from current year's 36,824, to provide funds for satellite
replacement project. (Increase will provide $670,000 toward $12-
16 million needed by 1991) Board passed series of objectives
relating to creation of new service structure and discussed various
approaches to issue of unbundling—offering programing a la
carte. NPR membership reached 350-station mark.

‘Journal’ comeback. National Association of Broadcasters has
reacted to being called "among the worst” trade associations in
lobbying clout by a recent article in the National Journal
(BroapcasTivg, July 6), with Joint Board Chairman Wallace
Jorgenson saying that “criticizing a trade association 18 juicy
press.” Jorgenson, In an NAB execullve cominittec press
briefing last week, suggested the article was actually a com-
pliment since It puts the NAB in the company of "some
powerful associations™—American Bankers Association
American Medioal Association, Chamber of Cominerce of the
United States, to name a few. “While we're criticized by one
journal for giving up too much,” said Jorgenson, “we get
criticized by another for being too doctrinaire and for not
giving up enough. Maybe we are where we ought (o he ”

In the field, one TV director said, “No one on the board is
blind. But I am not sure anyone has the wisdom to fix ir." It 5
tough for NAB to compete with MPAA and cable because
the director said, “Its constituency is so diverse and it's aifff
cult to achieve a consensus. Until there Is readiness to
change the structure, there’s not going to be any change n
the image.”

The Journal's suggestion that NAB's membership. 1s zn
impediment to Capitol Hill effectiveness was disputed by one
radio director who szid NAB's staff has too much autonomy
and its actions don't always ‘reflect the will of the board ™ As
a result the association comes across as ineffective: The Jour-
nal article, the director added, could be saying to the board
and lobbying staff: "Get your act together.”

L

R
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Getting there

The FCC has wisely agreed to conduct a study of high-definition
television development that could make new demands on spec-
trum space. While the study proceeds, new UHF television sta-
tion growth has been frozen in 30 major markets. The reason for
the freeze is to husband UHF channels in case they are needed for
advanced television systems.

The FCC has been asked, but has not yet responded, to put off a
proposed diversion of UHF spectrum space from television to
land-mobile radio services. When the time comes to make that
response, after reply comments in that proceeding have been filed
and digested, consistency in FCC policy would seem to require a
similar freeze on new UHF for land mobile. The reply comments
are due at the end of this month.

This publication hopes that the National Association of Broad-
casters president, Eddie Fritts, is right in assuming, as he did in a
statement released after the FCC study was adopted, that the
land-mobile diversion will go on ice along with UHF television
development. At this point a diversion of television space to land
mobile would be a low blow to high tech.

The Patrick FCC is now positioned to make the greatest mark
on TV’s technological history since the adoption of the NTSC
color system in the 1950’s. That’s a generation back in geneologi-
cal terms, and eons ago as media technology goes. It would be a
crime against nature if this nation went into the 21st century
bound by a 20th century TV system. The opportunity is there for
all parties to make a signal contribution to the state of the art.

Hooray for our side

The Iran-contra hearings flood the mind with thoughts about the
broadcast and cable media—when they’re not boggling the mind
with their revelations.

The first thought, this week, is: What would we do without the
Fifth Estate? Where would we be? In the dark, primarily, about
what’s really going on in this country.

That thought leapt to the fore last week when counsel for
Admiral Poindexter sought (unsuccessfully) to exclude cameras
from the hearings, as it did when we heard someone remark that
“we could never have won World War 11 if television had been
around.” To which, with respect, we responded: Had it been
around, might WWII have been avoided? Might WWIII?

Surely anyone alive and cognizant for the last 35 or so years
(since television first made history with the Kefauver crime hear-
ings in 1951) must by now acknowledge the indispensability of
the broadcast media (and now the cable media as well) to the
conduct of a democracy. One can no longer think of a major event
in contemporary history without conjuring up its TV images.
Army-McCarthy. Watergate. Olympics. The Vietnam war. The
Kennedy assassination. The space race. Triumph or tragedy, po-
litical education or just plain news, the nation can no longer
function without the cameras and the microphones of the elec-
tronic media, and the men and women who master them.

The second thought, all things considered, is how well the
system is working. Take the Iran-contra hearings and the cover-
age thereof. First there has been CNN, serving as the infantry of
television coverage, presenting every moment, every witness,
live. Then there has been C-SPAN, the constant chronicler of the
Congress, replaying every moment in prime time for its ever-
expanding universe cf cable homes—perhaps it can be likened to
the artillery. Then there have come the networks, bringing in the

big audience on their nightly news and swooping in for the glory
when the Oliver Norths and the Fawn Halls occupy the stage—
they won’t resist comparison to the Air Force, certainly. Backed
up, of course, by all these stations and cable systems without
which the message would never make 1t to Garcia.

One may not yet be able to rest easy over what’s going on in the
White House at a given moment, or even in the Congress or the
courts, but the nation’s odds for happy endings are lengthened
mightily by the presence of an active, objective, ubiquitous Fifth
Estate in and around all those centers of power. The lesson of
Iran-contra is that survival depends on checks. balances and a
free press, print and electronic.

Stacked deck?

The city of Springfield, Ore., has put itself, potentially, in the
cable business, its citizens having voted—albeit narrowly—to
allow a municipally owned electric and water utility to run a cable
television system in competition with Tele-Communications
Inc.’s system there. Having gotten the green light, it is now up to
the utility board to decide whether it should move into the cable
business.

Although this page encourages competition among and within
all media, some cable suitors carry unsettling baggage. As this
page pointed out recently, the common carrier status of telcos
denies them editorial discretion and hence raises serious free
speech concerns regarding their entry into the field. The move of
local government into the cable business is also troubling for at
least two reasons. First, we are on principle wary of government
control of information outlets because in that arrangement are the
seeds of govemment control of the message as well as the mes-
senger. Second, government-subsidized competition with private
industry seems inherently weighted against TCI, or any other
private company, and hence a situation potentially anticompeti-
tive rather than competitive.

The Springfield Utility Board feels it can provide its cable
service at lower cost to subscribers. One way it has suggested it
would finance the construction of the system is through tax-free
municipal bonds; it could also, in theory, subsidize its cable
operation with revenues from its utilities. Neither of those options
is open to TCI. We suspect that were TCI also free to tap the tax-
free bond market or the rolls of utility customers for its revenue, it
could probably provide lower cost service as well. That it cannot,
nor could any private company cempeting against the municipal-
ity, makes clear the disparity.

TCI claims no exclusive franchise and acknowledges the right
of other cable companies to compete fairly with it. We’re not sure
the SUB system can qualify.

R TWO ALARM

Drawn for BROADCASTING by Jack Schmidt
“It mauest have something to do with ‘captioned news.””
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HAVE WE GOT A CARE PACKAGE FOR YOU!
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1987 CARE, All Rights Reserved.
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Dick Clark Productions presents “Thanks for Caring,” a two- Whoopi Goldberg, Reba McEntire, Elke Sommer, Lou Rawls,
hour tribute to CARE, which has been providing relief and Yogi Berra and many more.

development worldwide for over forty years. Designed to make the weekend of August 28, 29th, 30th a
“Thanks For Caring” features a cavalcade of talent that Weekend of Caring, “Thanks For Caring” will be a major

reads like a who’s who in Hollywood. Hosted by William television event throughout the nation!

Shatner, Robert Guillaume and Morgan Fairchild, Available on an advertiser-supported basis with 12

this star-studded entertainment special features TH ANKS minutes for national sales and 12 minutes for local

Ben Vereen, Lena Horne, The Fifth Dimension, sales, “Thanks For Caring” is the most spectac-
Pat Morita, Rich Little, Pia Zadora, Dick Clark, FOR CAR I NG ular CARE package your audience will ever seel
A Tl‘lbute tO CARE Distributed by

SYNDICAST
SERVICES, INC
(h N

dick clark productions, inc. 360 Madison Ave. New York, NY 10017 (212) 557-0055
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