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This September In Seoul Hundreds Of Athletes
- Will Profit Greatly From The Thrill Of Compeition
We Invite You To Do The Same.

One team has already won the 1988 Summer Games, the members of the Associated Press.
AP Network News affiliates will receive a unique opportunity to increase advertising revenues

with two saleable Olympic features, Going For The Gold :
and AP Sportsline. Join the AP Network team today. Call A Associated Press

Rosie Oakley at 800-821-4747 and bring home the gold. Broadcast Services
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“KNXV is the leading kids’
station in Phoenix. This season,
thanks to quality off-network
adult series like ‘Cheers]
we've been able to beat our
VHF competition in important
male demos.

With ALF we felt that we had a show that would be a
hit with both of our target audiences. It’s a runaway hit
with kids; and more importantly, a strong draw for young
adult male demos—the audience that is the toughest for an
indy to reach.

And ALF viewers don’t just like the program, they love
it —showing a strong loyalty, even when ALF ran head-to-
head with the Olympics. That’s the kind of viewing habit

that we look for in a five-day-a-week series.

Kids, young adult demos and viewer loyalty. That’s why
we bought ALE It’s a success formula that works for NBC
now, and will work for us in 90

étuart Powell
Vice President and General Manager

KNXV-TV, Phoenix
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NEW YORK: BIGGEST 11 PM
RATING/SHARE IN 7 YEARS!

With little-fanfare, WWOR
premiered the fresh Benny Hill Show
onJune 27

His very first week, Benny
increased the time period audience
by 10J%. And he continued to build—
averaging a 5 Rating and 10 Share
from debut through July

Bottorn line. it's the station’s best
time period performance since
November ‘81!

Fresh Benny means fresh late-
night excitement—and fresh audience
appeal for your station—right now.
SOURCE: NS| Overnights, July 7 through August 3, 1988

LATE
NIGHT
STALE?

GET
FRESH
BENNY!

" FRESH VERSIONS!
FRESH GRAPHICS!
FRESH NEW EPISODES!

‘Hvaitabie from Produced oy

“D.L. TAFFNER/LTD. 442

! (212) 245-4680
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GOP
Pal‘ty. = = There

was considerable grist
for media mill—some
13,000 journalists
strong—covering
Republican national
convention in New
Orleans. NBC scores
scoop of week in getting
name of George Bush's
choice for vice
president prior to official
announcement. PAGE 19.

Flat.. .

broadcast network
revenues are flat in
second quarter. PAGE 24.

WIred. = = From basic to pay to pay per view,
from sports to theatrical releases to original fare, wor.d
of cable programing is expanding and growing more

Showtime's ‘Brothers’

lucrative. BROADCASTING's special report addresses
resurgence of some forms of programing and hurdles
to be crossed by others. It all begins on PAGE 27.

26/CHANGE
OF COMMAND

J. William Grimes leaves ESPN
Inc. to join Hispanic television
network, Univision Holdings Inc.
Roger Werner returns to ESPN,
taking over chief executive
position left by Grimes.

41/PROMOTION
PLANNING

ABC. NBC and CBS plan
strategies for promoting
upcoming fall schedules. Mix of
repeals and original product and
staggered starts are making it
challenging task.

45/BIG DEAL

Cablevision Systems buys
Viacom cable systems serving
Long Island and Cleveland and
takes 5% interest in Showtime/
The Movie Channel in deal
valued at $575 million.

46/IN FASHION

Cable Value Network takes over
operations of financially troubled
Fashion Channel Network,
moving service to CVN's
Minneapolis base.

48/NO LAUGHING
MATTER

Industry observers say libel and

invasion of privacy suits against
radio stations and personalities
are on rise. Some stations are
becoming more cautious about
using pranks and practical jokes
to attract fisteners.

50/THOSE OPPOSED

FCC receives comments from
broadcasters overwhelmingly

against commission proposal o

change present status of FM
translator stations.

51/TKO

Fire at New York's Empire State

building takes many of city's FM
radio stations off air for about
three hours.

53/PRIVATE PROPERTY

Management group led by
Milton Maltz, chief executive
officer and majority owner of

Malrite Communications Group,

offers $141 million for Malrite,
company that went public in
1984,

88/DAY IN COURT

J.S. District Court rules that
Satellite Broacdicast Networks
Inc. violates Copyright Act by
retransmitting broadcast
signals.

25/RADAR RANKINGS

ABC Radio’s veteran
commentator, Paul Harvey,
captures top five network radio
program slots, with his weekday
morning program reaching more
than 6 million listeners ages 12
and over, according to just-
released spring 1988 RADAR
results.

60/MORE INFORMATION

National Telecommunications
and Information Administration
report calls for lifting of judicial
and regulatory restrictions on
Bell Operating Companies so
they can offer information
services.

87/PUBLIC PERSONA

National Association of Public
Television Stations President
David Brugger's career began
same year Corporation for Public
Broadcasting was formed. They
have both come long way since.
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Heave,
on earth.

markets

America’s fastest
selling sitcom.

Amen

Starring Sherman Hemsley

Produced by Carson Productions Group, Lid.
Distributed by

© 1988 MCA TV. All rights reserved.
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Alternative

Among several post-election scenarios
involving FCC—in event of Dukakis
viclory—is one that would have
Commissioner James H. Quello become
acting chairman to bridge gap between
exiting Dennis Palrick (should he opt for
early departure) and whoever new
President might name as successor.
Parallel would be to Robert E. Lee's tenure
as acting chairman between Charles Ferris
and Mark Fowler in 1981,

Should Democrats take over, they'd have
opportunity to reshape commission
virtually from top to bottom. Paltrick’s
leaving would create one vacancy, two
others already exist and term of
Commissioner Patricia Diaz Dennis ends in
June 1989. Only Quello is sure thing
through June 1991.

Long run

White House says no official date set for
President Reagan’s final Saturday radio
broadcast, although it is likely to continue
throughout his term. Weekly five-minute
broadcast has aired since April 3, 1982,
when Reagan arranged radio network pool
that today includes ABC, AP, CBS, NPR,
UPI, VOA and Westwood One's Mutual.
White House spokesperson said a survey
taken two years ago found 45% of stations
in U.S. pick up weekly address in whole or
in part.

Rescuer

Look for acquisition by Transworld
International, New York-based international
management group company. of
financially troubled Peregrine Film
Distribution. Deal is apparently in final
stages, with Transworld currently
examining Peregrine’s books. Sources said
that debt-laden Peregrine, which was close
to similar deal with Transworld six-eight
weeks ago before negotiations broke off,
will be hard pressed to continue operations
without buyout or cash infusion soon.
Peregrine is distributor of The Spectacular
World of Guinness Records and Night at
the Improv.

Foolproof?

After consulting for “several months" with
electronics manufacturers, Hughes
Communications believes it has
*satisfactory answers” on how to make
secure, addressable scrambling system,
Hughes Chairman Robert Dankanyin told
BROADCASTING last week. Secure system is
critical element in Hughes's planned direct

broadcast satellite system, which is to be
put to parent General Motors for okay later
this year. Dankanyin said system will
“probably” be based on input of
manufacturers and others that may be
involved in DBS, including cable
programers and operators. Among
potential manufacturers of systems is
Delco Electronics, which, like Hughes, is
subsidia;y of GM. Delco may also be
called on to make receivers and antennas.

Both backyard dish owners and cable
systems currently use General Instrument’s
Videocipher Il, but it's estimated that up to
half of units in circulation have been altered
to foil billing.

T ——
Together again

National League of Cities and National
Cable Television Association got wires
crossed. Two weeks age NLC source told
BROADCASTING that parties were at impasse
on legislation that woutd limit liability of
cities sued by companies demanding
cable franchise on First Amendment
grounds. Parties held series of
discussions, but source said there was
disagreement over scope of proposed
legislation (cable wants issues addressed
as amendment to Civil Rights Act) and
types of activity that might be protected
under measure. NLC was prepared to
pursue independent course on Capitol Hill
when Congress returns from August
recess. However, after receiving call from
NCTA official, NLC now says talks
resumed, although cable association told
BROADCASTING that it never thought talks
had broken off

Lots of HDTV

Scheduling of hearing on high-definition
television by House Telecommunications
Subcommittee on Sept. 7 ("In Brief,” Aug.
15) has not hurt planning for earlier-
scheduled HDTV gathering in Washington
sponsored by Association of Maximum
Service Telecasters to be held that day.
AMST reports that no scheduling conflicts
have arisen among speakers appearing at
both morning hearing and AMST event,
which is to begin at noon. Possible side
benefit is tentative plan by subcommittee's
chairman, Representative Ed Markey (D-
Mass.), to appear before AMST to report
highlights of hearing.

Officials from Zenith Electronics Corp.
will appear at both events to give first
public explanations of company's
proposed advanced TV transmission
system. Zenith sent letter of intent to take
part in test process of FCC's ATS advisory
committee, but has declined to give details
on system, such as spectrum needs,
compatibility with NTSC, resolution and
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aspect ratio. Those guestions will also be
answered in document due to ATS
committee Sept. 1.

T T —
Co-production

Lifetime and Shelly Duvall's Think
Entertainment are developing half-hour
sitcom to run next to Days and Nights of
Molly Dodd. Lifetime president Tom
Burchill said he expects move into
production of another series will be
supported by subscriber fee increases
paid by cable operators. There was no
word whether Lifetime will share Think
production’s syndication proceeds after
network run. More than $500,000 per
episode being paid for 13 new Molly Dodd
shows debuting in spring will be partially
offset by Lifetime ownership of piece of
show.

CBS Cable N?

FCC's move to repeal network-cable
crossownership ban is fueling speculation
about whether networks will make good
use of rules change if it occurs. CBS
President Laurence Tisch has stated in
past he has no desire to get back into
cable programing business. But would
network buy cable systems? Although
some believe Tisch may be warming up to
idea of cable investment, one network
source says he is more likely to continue
adding to network's broadcast properties.
Still, CBS feels FCC proceeding is
important and that it wants to be on "equal
footing” with other networks. What about
NBC (with its new cable programing
venture) and ABC (with its interest in ESPN,
Arts & Entertainment and Lifetime cable
networks)? Sources there indicate there are
currently no plans to branch out into
system ownership.

Looking for laboratory

Long Island News 12, which has
considered launching regional news
service in New Jersey, is locking to develop
pilot experiment to test regional news
service in markets that don't have same
characteristics as New York. News 12 has
flourished because it serves populous area
largely unserved by New York stations. But
whether concept would work elsewhere,
News 12 parent Cablevision Systems is
unsure. “We need to do the news regionally
in an area where circumstances are
different from LI to prove the concept,” said
Cablevision Chairman Charles Dolan.
Boston, where Cablevision has extensive
cable operations, doesn't appear to be at
top of list. Strength of local broadcast
stations that cover whole Boston area
would make that city unlikely test site.
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Where Things Standa )

® Salid bor denotes items that have changed
since last issue.

AM-FM Allocations

FCC received mixed reviews in comments on
rulemaking to authorize FM’s to use directional
antennas and permitting allocation of stations
in short-spaced positions. NAB was among
those opposing proposal, restating its view
that an increase in FM directional antenna use
would lead to AM-ization of FM band. Some
broadcast groups, however, favored commis-
sion's goal of providing more flexibility for FM
broadcasters seeking suitable site to locate
tfransmission facilities. Commission says it has
no plan to change table of FM aliotments.

FCC asked for comment July 20 on two
technical proposals to improve AM radio cov-
erage through reduction of interference. Pro-
posals were developed by National Radio
Systems Committee (NRSC), joint National As-
sociation of Broadcasters-Electronic  Indus-
tries Association efforl. FCC is also seeking
comment on proposals to allow class A sta-
lions to increase maximum power from 3 kw to
6 kw, proposed by New Jersey class A FM
Broadcasters, and on counter proposal by
NAB to allow 60% of class As to double power.
NAB opposes New Jer-
sey plan because
of possible inter-
ference to class B
and C FM's. Com-
mission has also
proposed  creat-
ing intermediate
class C3 FM sta-
tion class (25 kw
maximum ERP, anten-
na height 100 meters) for
most of US,

FCC launched inquiry March 24 into FM
translator service, and in meantime froze ap-
plications for new translators. NAB, alleging
widespread abuses in translator market, peti-
tioned FCC for changes in rules; others
pressed for expansion of service to allow for
local origination.

Western Hemisphere countries on June 2
concluded second and final session of confer-
ence to plan use of 100 khz of spectrum
added to top of AM band that had ended at
1605 khz. FCC is in midst of inquiry designed
to help it determine how to use 10 new chan-
nels. Commission has indicated at least some
of those channels will be reserved for national
licensees. Target for implementation of plan
for using spectrum is July 1, 1990,

AM-FM Allocations

AM Stereo

By the Numbers
Antitrafficking

Cable Regulation
Children’s Television
Comparative Renewal
Compulsory License
Crossownership

Direct Broadcast Satellites

High Definition Television
Indecency

Mergers

Network Rules

Must Carry

Public Broadcasting
Scrambling

Syndex

TV Stereo

Wireless Cable

possible interference. Petitions to adopt single
AM stereo system and to mandate muitisys-
tem radios were also rejected.

Rationale is that C-Quam is already close to
being de facto standard because 100% of
receivers can receive it and majority of AM
stereo stations transmit it.

Antitrafficking

Office of Communication of United Church of
Christ and Action for Children's Television in
August 1986 petiticned FCC to institute rule-
making aimed at restoring version of antitraf-
ficking rule commission had repealed in 1982.
Commission staff denied petition, and petition-
ers appealed to commission. With commis-
sion having failed to act on their appeal, peti-
tioners two weeks ago asked U.S. Court of
Appeals in Washington for writ of mandamus,
which would compel commission action.

Broadcasters last year turned back con-
gressional efforts to crack down on perceived
trafficking. Industry gained enough support to
sink proposal of Senator Ernest Hollings (D-
S.C) to impose 4% transfer fee on broadcast
licenses transferred within three years of (ast
sale. But Hollings has revived transfer fee
idea, which was subject of Senate Commerce
Committee hearing in April.

Motion picture industry and independen
broadcasters have been pushing for stricte
regulation of cable until there is more competi
tion in delivering cable programing to homes
House Commerce Committee Chairman Johr
Dingell (D-Mich) has warned cable industr
to be on its best behavior or Congress may
feel need to reevaluate regulatory environ
ment.

Second House Telecommunications Sub-
committee cable oversight hearing May 11
served as forum for discussing cable’s grow-
ing market power. Cable industry has beer
under increased congressional scrutiny Af
first hearing, in March, Subcommittee Chair-
man Ed Markey (D-Mass ) announced he was
asking Government Accounting Office to
study cable rate increases. Third oversight
hearing is likely to occur in September.

Allegations that cable industry has been
anticompetitive were subject of March hear-
ing by Senator Howard Metzenbaum (D-
QOhio), chairman of Senate Antitrust Subcom-
mittee. Metzenbaum warned industry that
unless situation changes he may offer legisla-
tion to curb what he sees as cable's growing
anticompetitive behavior. But before making
move, Metzenbaum queried cable competi-
tors on issue of whether cable operators are
impeding their access 1o cable programing.
Results of inquiry will be issued in September.

FCC has adopted new rules that more nar-
rowly define television markets where, in ac-
cordance with Cable Act, rates of cable sys-
tems cannot be regulated because systems
are subject to effective competition. FCC
opened rulemaking in response to U.S. Court
of Appeals, which upheld FCC's basic ruling
that effective competition exists where three
broadcast signals are available. But it said
that definition of “available” was too broad.

It has been mixed bag for cable in other
regulatory areas. While courts have struck
down must-carry rules requiring systems to
carry local television signals (see below), FCC
has resurrected syndicated exclusivity rules,
which would force systems to delete pro-
grams carried by imported distant signals that
duplicate programs on local stations (see be-
low).

Children’s Television

AM Stereo

Cable Regulation

On Jan. 14, FCC rejected recommendation of
National Telecommunications and Information
Administration that Motorola’s C-Quam AM
sterec system's pilot tone be protected from

National Cable Television Association is trying
to maintain status quo in cable regulation,
much of which is based on Cable Act of 1984
and Copyright Act of 1976.
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Action for Children’s Television withdrew peti-
tion last month that had asked FCC to investi-
gate alleged "unfair and deceptive” children's
advertising. Decision came after Association
of Independent Television Stations agreed to
endorse advertising guidelines developed by
Children's Advertising Review Unit of Council
for Better Business Bureaus. ACT's original
petition had been prompted by story in Wall
Street Journal that said advertisers prepared
two sets of commercials, one for networks and
one for independents with “looser” standards
on realistic portrayal of toys' abilities. INTV
President Preston Padden said he had been



naware of dual standards practice.

On June 8, children’s television bill breezed
wrough House 328 to 78. Chances for Senale
clion were considered good, but Tim Wirth
3-Colo.) says he may amend measure, which
ould complicate prospects for passage.
Virth is drafting allernative proposal (with
tore stringent requirements) to House bill
BroaDCASTING, Aug. B), which is expecled to
iraw opposition from broadcasters. NAB says
won't fight House Dill, but would oppose any
mendments that might occur when Senate
cts. Moreover, Justice Department has writ-
an Senate Majority Leader Robert Byrd (D-
¥.Va.) opposing House legisialion and prom-
s5ing  to recommend  presidential  velo
BROADCASTING, Aug. 1). Office of Manage-
1ent and Budgel released statement oppos-
g bill prior to House action, but stopped
nort of recommending veto.

Bill is product of negotiations between Sub-
.ommittee Chairman Ed Markey and NAB and
yoposes commercial limits in childrens pro-
jrams of 10% minutes per hour on weekends
ind 12 minutes on weekdays. Measure has
indergone considerable revisions and exci-
iions, among latter language requinng broad-
sasters to air one hour per day of informational
ind educational programing and provisions
o curb so-called program-length commer-
vals

Comparative Renewal

*CC took first step toward revamping much-
naligned comparative renewal  process,
aunching combined rulemaking and inquiry
il June 23 meeling aimed at making it easier
or broadcasters 1o win comparative renewal
Jearings and discouraging groups from using
Jrocess to "extort” money from broadcasters.

The FCC proposed limiting paymenis
yroadcasters can make to challengers in sel-
ements of comparative renewal proceedings
and 1o groups in exchange for withdrawal of
Jetitions to deny renewals. In addition, it pro-
yosed requiring fuller ownership and financial
disclosure information from competing appli-
sants, clarifying standards that broadcasters
Tust meet to win “renewal expectancies” and
‘econsidering some criteria used In compara-
ive hearings, particularly diversity of owner-
ship

FCC stopped short of proposing two-step
renewal process, by which FCC would first
decide whether to renew license before con-
sidenng competing applicants

Talk of reform comes as thousands of radio
and television stations file for renewal over
next few years. Most prominent comparative
renewal case, involving CBS’s wesm-Tv Chica-
go, was settled when CBS agreed to pay only
legal expenses of chaflenger, Center City, in
exchange for ils dropping of challenge. Settle-
ment followed FCC administrative law judge
denial of most of Cenlter City's discovery re-
quests

Compulsory License

FCC is conducting inguiry into cable compul-
sory license, and may have “front burner” item

BY THE NUMBERS |
Summary of broadcasting and cable
B R O D
= ) 3 @
Commercial AM 4,913 287 5,199
Commercial FM 4,085 565 4,650
Educational FM 1,339 297 1,636
m Total Radic 10,337 1,149 11,485
FM translators 1,585 435 2,020
Commercial VHF TV 5437 18 561
Enmercial UHF TV 501 200 701
Educational VHF Tv 19 6 125
Educational UHF TV 215 30 245
u Total TV 1,378 254 1,632
VHF LPTV 106 163 269
UHF LPTV 282 | 1143 1425
u Total LPTV 388 1,306 1694
VHF translators 3,067 109 3,176
UHF translators 2179 348 2527
ITFs? 250 14 364
Low-power auxiliary 824 0 824
Tv auxiliary 7,430 205 7,635
UHF translator boosters 6 0 6
Experimental TV 3 5 8
Remote pickup 12,338 53 12,391
Aural STL® & intercity relay 2,836 166 3,002
Total subscribers 45,000,000
Homes passed 71,500,000
Total systems 8,000
Household penetrationt 51.1%
Pay cable penetration 28.6%
* Includes ofi-air licenses. T Penetration percentages are of TV household universe of
88.6 million. ' Construction permit, 2 nstructional TV fixed service. 3 Studio-transmitter
link

ready lor action in late summer or early fall. If
views of FCC Chairman Dennis Patrick are
guide, inguiry could lead to recommendation
that Congress abolish license, although Pat-
rick has acknowledged that abolishing it for
carriage of local stations would create some
practical problems

Reexamination of license on Capitol Hill
could occur in context of broadcasters’ efforts
to resurrect must-carry requirements there.
House Telecommunications Subcommitiee
member John Bryant (D-Tex.) has offered leg-
islation (BroaADCASTING, April 4) to condilion
compulsory license on whether cable opera-
lor is carrying local broadcast signals. Senate
Copyright Subcommittee Chairman Dennis
DeConcini (D-Ariz.) offered similar measure in
June (BroaDCAsTING, June 20). NAB television
board has direcled staff to investigate all as-
pects of compulsory license as part of joint
board's consideration of must-carry issues. In
comments on license inquiry, cable generally
supported retention of license while program
producers opposed it. NAB softened its long-
standing opposition, arguing that license
should be left alone for lime being.
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Crossownership

m Telco-cable—FCC has tentatively conclud-
ed it should recommend Congress lift cross-
ownership ban on telephone companies pro-
viding cable television service in their service
areas. Commission, which made proposal at
its July 20 meeling, will seek commenls on
subject, as well as on separate considerations
to loosen its own regulatory restriclions on
crossownership. FCC move follows National
Telecommunications and Information Adminis-
lration report on cable television reguiation
that recommended that telephone companies
be allowed to serve as transporters of others
programing in lelcos’ own service areas
(BroancasTING. June 20). They should be al-
lowed to provide “video dial tone” to anyone
with program lo offer, though not programing
of their own, in NTIAs view At present, nol only
FCC regulations and 1984 Cable Act but also
modified final judgment issued by U.S. Judge
Harold Greene in his supervision of breakup
of AT&T is seen as barrier to such crossowner-



ship by seven Bell operating companies.
NTIA has petitioned FCC to preempt Greene's
regulation of BOC's, arguing that Greene is
hampering BOC entry into information ser-
vices, including cable. Not waiting for FCC,
Representative Howard Nielson (R-Utah) in-
troduced legislation to eliminate siatutory ban.

National Cable Television Association and
California Cable Television Association have
asked three FCC commissioners to review
staff's April 12 decision to waive telco-cable
crossownership rules and allow GTE to build
cable system in Cerritos, Calit.

Direct Broadcast
Satellites

@ April 8 round of applications at FCC brings
current total to eight U.S. firms holding or
seeking DBS construc-
tion permits—four new
applicants, three re-
gquests for con-
struction  permit
modifications  and
one request for
four-year exten-
sion. But Hughes
Communications,

as major es- =
tablished  fixed-
service  satellite |
operator and DBS CP holder |

with a 200-watt bird already in construction, is
likely best gqualified to launch and operate first
U.S. high-power. direct-to-home delivery of
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entertainment programing. DBS's high-power
signals allow delivery to very small, affordable
earth stations, promising consumer market
much larger than current two million backyard
dish market. Already dominant mode of pro-
gram distribution in Japan and moving fast in
Europe, DBS will definitely become a reality in
U.S. in the 19905, Hughes has said.

Next most viable competitor in race to pro-
vide first DBS service here may be GE Ameri-
com. With 60-watt Ku-band birds, Satcom K-1
and K-2, already in orbit in fixed satellite ser-
vice arc, GE is trying to bring together "busi-
ness system,” including programers and ca-
ble operators, to launch K-3 and K-4, now
under construction, to provide service to both
cable industry and home businesses, with
cable likely retailers (BROADCASTING, July 18).
Hughes says such service would only be "in-
terim” step toward its 200-walt service.

One applicant, Advanced Communica-
tions, and interested party, Washington-based
Wireless Cable Association. filed petitions
June 17 to deny construction permit to an-
other applicant, Tempo Satellite. Petitions ar-
gued that Tempo's parent company, Tele-Com-
munications Inc., has "monopcly power” and
that “herizontal concentration of ownership
within cable” means firms like TC| "can use
their leverage over cable program suppliers
to impede development of competitive tech-
nologies.” TCI backing of Tempo DBS venture
may indicate that cable operator resistance to
a distribution form that threatens to bypass
cable may be passing. Dominion Video. grant-
ed 1986 construction permit for 16 DBS chan-
nels, announced finalizing deal to purchase
one, possibly two, birds from GE Astro-Space,
pronoesing to launch one by spring 1989

m Date for second congressional hearing of
summer on HDTV by Telecommunications
Subcommittee has been rescheduled for
Sept. 7. Subcommittee is also sponsoring
HDTV equipment demonstration on Capitol
Hill Sept 8-9

Systems subcommittee of FCCs advisory
committee on Advanced Television Services
(ATS} met last week to begin work on second
intenm report on HOTV transmission. Report
will review claims of 18 system proponents
and detail procedures to be used in testing of
prototype hardware in terrestrial transmission
tests

Special FCC meeting is tentatively set for
September 1 to consider possible actions fol-
lowing release of first interim report by ATS
committee, including second inquiry and rule-
making. Report concludes that full HDTV
broadcasting standard should be commis-
sion goal, either at once or through evolution-
ary EDTV system as first step.

Peter Fannon, former president of National
Association of Public Television Stations, has
been named executive director of Advanced
Television Test Center (ATTC), project co-
sponsored by NAB, ABC, NBC, CBS, PBS,
Association of Maximum Service Telecasters
and Association of Independent Television
Stations. He joins Charles Rhcdes of Philips
Labs who was named chief scientist of center
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last June. After suitable site for ATTC's head-
quarters is found, center will provide facilities
for Advanced Television Systems Committee
(ATSC) and FCC's ATS committee to test HDTV
and ATV systems. Funding for center's first two
years will come from $700.,000 donations
each from NAB, NBC, CBS and ABC and from
fund-raising drives by other partners

Cabie industry is still considering participa-
tion in ATTC, but operators may put any dol-
lars available for study or testing of HDTV into
Cable Television Laboratories Inc. (Cable
Labs), newly created research and develop-
ment consortium of major cable operators.
Cable Labs is expected to start up later this
year with annual operating budget of $7.5
million. Richard Green, senior vice president,
engineering, Public Broadcasting Service, will
take over as executive director of Cable Labs
next fall.

Indecency

U.S. Court of Appeals in Washington has af-
firmed in part FCC's new, tougher position on
indecency. Court rejected arguments that
commission’s definition of indecency was un-
constitutionally vague or that it suffered from
overbreadth. But court remanded case [0
commission to consider its decision to reduce
its safe harbor for allegedly indecent program-
ing from 10 p.m. to 6 a.m. 1o midnight to 6 a.m.
Commission said its aim was to protect chil-
dren from exposure to indecent language or
pictures. But court said commission’s expia-
naltion for reducing safe harbor was inad-
equate and said key to channeling rule is what
will most effectively promote parental—as
distinguished from government—control.” At
ISsue In case was get-tough indecency policy
FCC adopted in April 1987 in conjunction with
action against three radio slations for broad-
casling programing FCC deemed to be inde-
cent.

Court decision was seen as setback for
Senator Jesse Helms (R-N.C.) and his effort to
require FCC to enforce its indecency policy
around clock. Senate passed amendment lo
appropriations bill to that effect, but it must be
accepted by House, whose version of appro-
priations bill does not contain similar provi-
$ion

Another effect of court decision: FCC voted
Aug. 5 lo stay $2,000 fine for indecency
against Media Central's kzkc-v Kansas City,
Mo., for its 1987 prime time broadcast of
'Private Lessons.” FCC had levied fine June
23 by 2-1 vote. It was first time television had
been fined for indecency.

Other than kzkc.Tv case. Only other indecen-
cy-related action FCC has taken since adop-
tion of new policy is dismissal in April of inde-
cency complaints against two television
stations and three radio stations.

International Satellite

Intelsat and Hughes Communications have
not commented on May 10 Washington Post
story quoting Intelsat attorney Ray Banoun
saying that both organizations have conduct-

ed investigations into reports of Hughes em-
ploye or employes paying Intelsat officials for
inside  request-for-proposals  information.
Hughes is building $785-million satellite se-
ries for Intelsat.

Pan American Satellite Corp. saw its first
satellite, PAS 1, go into orbit June 15 aboard
Arianespace rocket launched from Kourou,
French Guiana. The sateliite is intended to
provide domestic services in South American
countries as well as international services.
Lack of "substantial” U.S-to-South America
data and video services, said PAS, exempli-
fies "gap” in Intelsat services which PAS in-
tends to fill

President Reagan in November 1984 deter-
mined that separate U.S. systems providing
international communications satellite service
are in public interest, provided restrictions are
imposed to protect economic health of Inter-
national Telecommunications Satellite Organi-
zation. Thus far, eight systems have received
conditional authorization from FCC, but only
PAS has secured foreign correspondent
(Peru} and received Intelsat consuillation. As-
sembly of Parties, acting on recommendation
of Board of Governors, approved consultation
at its extraordinary meeting in April 1986. Al-
though PAS, only American separate system
thus far authorized to compete with Intelsat,
has comptained that European Postal Tele-
phone and Telegraphs are combining to deny
PAS access to their markets, United Kingdom
has taken two actions in past month to permit
international systems entry into that market.
First, Britain's Department of Trade and Indus-
try issued ruling that will permit individuals
and businesses, using on-site earth stations
within UK, to receive signals of independent
international satellites direclly Then, three
weeks later, UK's Office of Telecommunica-
tions declared that operating licenses of Brit-
ish Telecom, UK's signatory to Intelsat, require
it to provide “conveyance of messages to or
from" international satellite system when cus-
tomer in UK requests such service.

In related development, Orion Network Sys-
tems and British Aerospace announced plans
to collaborate on construction, launch and
operation of salellite-based telecommunica-
lions system across Atlantic.

Land-Mobile

Last fall, FCC delayed decision on petition to
reallocate UHF channels in eight markets to
land-mobile radio until completion of report on
whether UHF channels in question will be
needed for broadcasting high-definition sys-
tems. But report released in June by FCC's
advisory committee on advanced television
service advised commission that more time
will be needed to perform ATV system tests
before spectrum needs can be determined.
NAB sent comments oppasing FCC propos-
al of minimum mileage separations between
new UHF television stations on channels 14
and 69 and existing mobile radio operations
on adjacent channels. NAB also opposed pro-
posal that station may try to negotiate settle-
ment with mobile radio operator if new station
cannot meet spacing requirements. LMCC
agreed with mileage separations on condition
thal spacings be increased substantially from
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0-25 miles proposed by FCC. It also agreed
with private agreement provision.

Mergers

= Malrite Communications Group announced
August 15 that it had received a buyout offer
from management group led by chairman and
majority stockholder, Milton Maltz. Offer was
$10.25 per share in cash for approximately
13.7 million shares of common and class A
stock. (See story p.53) ® Rogers Communica-
tions Inc. announced August 9 that it had
agreed to sell its U.S. subsidiary. RCA Cable-
systems Holding Co., to KBL Cabte Inc., a
newly formed subsidiary of Houston, Tex.-
based utility Houston Industries Inc. Price
was $1,265 biltion for systems serving roughly
500,000 subscribers in San Antonio: Minne-
apelis; Portland, Ore.. and Orange County,
Calif. Houston Industries board unanimously
approved purchase August 16. Definitive
agreement is subject to transfer approvals at
municipal levels, plus FCC approval and Hart-
Scott-Rodino requirements. Deal! would close
arcund December, at earliest. % Definitive
agreement has been signed to sell Metropoli-
tan Broadcasting to Robert FX. Sillerman. An-
nouncement on June 29 indicated which
groups affiliated with Sillerman will end up
with stations. Plans call for Metropolitan presi-

dent and chief executive officer, Carl Brazell
Jr., to form new company, Command Commu-
nications, to purchase xJoiFM) Los Angeles;
KHOW(AM)-ksYY(FM)  Denver; kaLDam) Dallas,
and Texas State Networks for $145 million.
Financing for Command is being sought
through L.F. Rothschild, and will include non-
voting equity interest to be held by Sillerman,
who will also co-own WNEW(AM) New York, in
conjunction with Westwocd One. Remainder
of Metropolitan stations, wnewrFm New York;
wMMAR(FM) Philadelphia, and ktwviFm) Los An-
geles, will be co-owned by Sillerman and
group owner, Legacy Broadcasting, in which
he is shareholder. Application for transfer of
licenses to Command was filed at FCC in early
August. Deals expected to close in Novem-
ber. ¥ Cablevision industries signed definitive
agreement July 18 to acquire most of systems
comprising Wometco Cable Co. for roughly
$725 million. Cablevision will assume more
than $700 million in Wometco's debt and pre-
ferred stock obligations, and issue stock for
difference. Seller, Robert M. Bass Group, will
spin off 140,000-subscriber Atlanta cable sys-
tem before transferring Wometco stock and
cable systems serving 311,000 basic sub-
scribers to Liberty, N.Y-based Cablevision In-
dustries in what is proposed as tax-free trans-
action. Seller's bondholders have to give
consent, with closing of deal expected by
December. ¢ Warner Communications Inc.
has definitive agreement to acquire Lorimar
Telepictures in tax-free stock-swap of roughly

2.4 Lorimar shares for each ¢common share of
Warner. Clause permits Lorimar to cancel
agreement if, during 10-day-period preceed-
ing closing, average price of Warner stock
falls below $36.14 per share, or Lorimar re-
ceives higher offer. If Lorimar accepts third-
party offer, Warner has option to purchase
18.5% of newly issued Lorimar stock at $15
per share. Merger is still subject to approval
by Lorimar shareholders, two of whom filed
suit charging that directors failed to consider
other offers and obtain best price for shares.
Chris-Craft Industries has also filed lawsuit
claiming that Warner's acquisition of Lorimar's
TV stations, along with rest of company, would
violate 1984 shareholder agreement by which
Chris-Craft, group owner, became Warner's
largest shareholder. Warner issued statement
saying that it complied with sharehoider
agreement by seeking to place stations in
irrevocable trust, instructing trustee to selt sta-
tions. Since definitive merger agreement was
signed May 17. Lorimar has disbanded its
domestic distribution operation for theatrical
films, which will henceforth be distributed by
Warner to pay cable and theatrical outlets.
Warner has also taken over distribution of
Lorimar home video library Lorimar share-
holders meeting to approve merger is tenta-
tively planned for late September. ¥ MSO's
United Cable (UCT) and United Artists Com-

Where Things Stand continues on page 67.
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RATHER & CO.
HELP THE DUKE

On August 4, a front-page story in The
New York Times said: “Vice President
Bushtoday leveled his most scalding attack
yet against Michael S. Dukakis, charging
that the Democratic presidential nominee
would make the world a more dangerous
place because he has repudiated the foreign
policy vision of John F. Kennedy...Mr.
Bush delivered a hard-hitting and specific
speech defining the differences between
himself and Mr. Dukakis, and between Mr.
Dukakis and other Democrats.” The Times
devoted 15 paragraphs to the Bush speech.
Other major newspapers also gave it good
coverage.

The previous night, both ABC and NBC
devoted considerable time to the Bush
speech. Brit Hume on ABC introduced
four separate shots of Bush addressing the
GI Forum in Corpus Christi, Texas, saying:
“Bush...attacked Dukakis’s foreign policy
views as a far-out rejection of the U.S. role
in the world since World War II. Specifi-
cally, he cited what he said were three
Dukakis positions on land-based nuclear
missiles.”

Bush was then shown saying: “No new
MX, nomidget man, no flight-testing of new
missiles adds up tono modernization and no
moderization adds up to unilateral disarma-
ment.” Hume then showed Bush criticizing
Dukakis for opposing stationing U.S. war-
ships in the Persion Gulf, for having sup-
ported anuclear freeze, and for running on a
platform devoid of substance. Bush asked
if Dukakis still supported the nuclear freeze
movement.

ABC’s Sam Donaldson put that question
to Dukakis. He replied, “Sure, and a com-
prehensive test ban treaty.” Donaldson
pointed out that alittle later Dukakis changed
his mind about the nuclear freeze. He told
reporters that while he had originally fa-
vored a nuclear freeze, he no longer did so.
Donaldson also pointed out that speaking in
Neshoba County, Mississippi, near the spot
where three northern civil rights workers
had been murdered and buried under an
earthen dam 24 years ago, Dukakis had not
mentioned them. He had made only apass-
ing reference to civil rights in his speech to
amostly white audience.

NBC also devoted considerable time to
the Bush speech, saying the vice president
had portrayed Dukakis as inept and weak on
national security. It said Bush “pummeled

Dukakis in line after line” of his “tough,
hawkish speech.”

Dan Rather said Bush had campaigned in
Texas “and tried to portray Michael Duk akis
as a foreign policy novice and a liberal who |
favors, among other things, quote, unilateral
disarmament, unquote.” Bush was shown [
deplaning at the airport while a mariachi
band played. Rather said: “Beyond that
attack speech and a mariachi band, Bush is |
now struggling in Texas, a state he once
considered a safe bet until Dukakis picked
Lloyd Bentsen as a running mate.” He then
introduced Lesley Stahl, who gave alengthy
report on hard times in Texas and how this
hurt Bush and helped Dukakis. That was
followed by a very upbeat report on the
Dukakis campaign in Mississippi. It ap-
peared that Dan Rather and company were
doing their bit to win the South for the Duke.

ki
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Datelbooks

1 indicates new Histing
pr—

lhis week

1Aug. 23—Sonthern Celifurnia Cable Association
alf-day customer service seminar. and dinner meet-
ng featuring Tony Cox, CEQ of Showtime/TMC. Long
jeach Hyatt Regency at Shoreline Village, Long
3each. Calif. Information: (213) 684-7024.

\ug. 24-.USA Network affiliale marketing seminar.
hicago O'Hare Marriot. Information: Lon DeKalo.
312) 644-5413.

Aug. "24-286—13th annual National Association of
Jlack Journalists newsmakers convention. Adam's
Jark hotel. St. Louis. Information: (703) 648-1270.

\ug. 25-—Local ad sales seminar, sponsored by ('S4
Vehwark. Radisson Plaza, Southfield. Mich. Informa-

tion: Lori DeKalo. (312) 644-5413.

Aug. 25-27—West Virginia Broedeasters Association
fall meeting. Greenbrier, White Sulphur Springs. W. Va.

Aug. 27—Nontelevised portion of 40th annual prime
time Emmy Awards. primarily for creative arls categor-
ies. Pasadena Exhibition Hall. Pasadena. Calif. infor-
mation: (818) 763-2975.

Aug. 28—40th annual prime time Emmy Awards tele-
cast {by Fox Broadcasting Corp.). sponsored by Acad-
emy of Television Arts and Sciences. Pasadena Civic
Auditorium, Pasadena, Caiif. Information: (818) 763-
2975.

Also in August

Aug. 30--Presentation of Community Service Pro-
graming and Public Service Announcements Emmy

Awards. sponsored by National Academy of Televi-
sion Arts and Seiences. Marriott hotel. New York. Infor-
mation: (212) 586-8424.

——
September

Sept. 5-7—Sateilite Broadeasting and Connmaica-
tion Association \rade show, Opryland hotel. Nash-
ville. Information: (703) 549-6990.

m Sept. 6—Wonten in Cable, New York chapter. meet-
ing. "An Evening with Dr. Ruth Westheimer.” Viacom
Conference Cenler. New York. Information: Beth Ara-
ton, (212) 661-6040.

Sept. 6-9- -Fourth Pacific International Medic Mar-

Continnes on page 66

K

-

OpenuMike

Convert

Editor’s note: The following is an open letter sent tu
Representative Thomas Tauke (R-Iowa) in response
to the congressman’s Ang. 8 "Monday Memo™ in this
magazine.

Dear Congressman Tauke:

I share with you a background of Midwest
conservative thought. My degrees from the
University of lowa date to the 1940%s.

Your commentary printed in the Aug. 8
issue of BROADCASTING. prompts this open
letter.

The responsibility for KZKC(Tv) the Kansas
City, Mo., station fined and then unfined for
indecency, is mine and I take this responsibi-
lity seriously. “Private Lessons,” a third-rate,
at best, comedy with nudity and indiscretions
played on that station against our company
policy. Firm and prompt action was taken that
week by management, as responsible broad-
casters. About a year and a half later the
station was fined for an indecency violation.
Wc were not a group testing the extremes of
First Amendment rights. We thought we act-
ed premptly and responsibly. Qur sense of
right and wrong said that when the FCC
reviewed all the documentation they would
know that they made an crror.

That was the beginning of my education of
First Amendment rights, the danger of gov-
ernment control of content of programing
and, in general, the formidable threat that we
all must jealously guard against. Consider
these facts:

1. Condemning press releases were given
to all media, obviously for political reasons,
days before any notification was given the
station. It wasn’t until well after the news
relcases that the FCC determined who the
owners of the station were,

2. The fact that the FCC was gelling ready
to “fine” on a violation it could not “define”
reminded me of my youth. In those days,
lowa had a speed limit on its highways that

read “Reasonable and Proper.”” The spirit of
that limit probably led to as many deaths as
inequities. Under the methods of the FCC
with its after-the-fact determinations (as with
the old speed limit), every enforcer becomes
a singular judge and jury. based on his or her

standards. A once tarnished reputation is not
repainted by appeal.

3. Perhaps the most indicative of the dan-
gers we all face is the determination of com-
munity standards. A woman (whom | hope
some day to meet. because our standards may

THE
MCLAUGHLIN

Check your locallisting
for station and time.

GROUP Robert Novak. Morton Kendracke. Jack Germond.
And, of course, John McLaughlin.

They're award-winning journalistson the
Washington seene. Every week on *The MclLaughlin Group™
they deliver riveting commentary on issues and people of

nationat importance.

@
-

Soif you're interested in where the trendsare head
ed, tune in to this feisty political talk show. These authorities
take the issues seriously, not themselves.

Made possible by agrant from GE.

We bring goad things to life.
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be somewhat alike), wrote a letter and sent a
tape to the FCC about the “Private Lessons”
broadcast. This established Kansas City’s-
community standard. Since Kansas City is
acknowledged to be the city that is the aver-
age of the United States it really established
everybody’s  community standard. Thank
God we got a good woman this time.

4. The FCC found the movie would be
titillating to children. | didn’t know what that
exactly meant. but my dictionary says 1.
cxcite pleasantly; stimulate agreeably; 2.
tickle.” Now, that doesn’t sound too bad. but
which bureaucrat has the appropriate child’s
mind, genes and makeup to be entrusted to
the right to titer titillation?

5. People are asking whether titillation is
better or worse than violence, but we must
not let humor distract us from being alert to
the danger.

6. Support for KzKC came from sources
expected and unexpected, such as Action lor
Children’s Television and the Society of Pro-
fessional Journalists. These people know the
implications and, with all my years and wis-
dom, | am just learning the importance of
fairly and well-detined law and regulation

7. We must protect the children, the inno-
cent, honor, propriety, and the many things
we each hold as dear or as standards. but. if
we do it wrong, we may destroy the very
rights we are laying the groundwork to pro-
tect.

8. We, as owners of television stations,
will continue to be alert to our responsibility
and will comply with law and regulation.
However, we now know vyour warning

against forsaking First Amendment princi-
ples has great depth. We broadcasters must
self-police, prevent content control. and do
as much as possible for the broad public
interest and help set standards that allow
reasonable diversity—so that no one woman

from Kansas City with the help of a titillated

bureaucrat gets the job by default.
Congressman, thank you for vour com-
ments.—Morton J. Kent, board chairman
Media Central Inc., Chattanooga.

Erratam

CNBC will include nine minutes of
advertising for NBC and three min-
utes for cable systems. Aug. 8 slory,
‘NBC introduces CNBC at CTAM.” in-
correctly reported three minutes for
NBC and nine minutes for cable sys-
tems

in “Tracking the Fickle Business of
Formats” (Broancasming, July 25),
Spokane, Wash., station should have
been identified as kevr(Fm). KeyF went
from 2 in spring 1987 Arbitron 12+
metro share to 3.5 in fall 1987; during
that tme it was programing Transtar’s
“Format 41." n story, ratings rise was
atiributed to Progressive Music Net-
work's “The Breeze." KEYr(FM) switched
to "The Breeze" in early 1988.

Major:Meetings

Rate revision

EDITOR: We read with interest BROADCAS]
ING's Aug. | “On Radio” article about th
regional radio networks. However. we tak
greal exceplion to the comments reported i
the article on wire service costs.

Steve Mayes. general manager of new
for Missourinet and Radio lowa. couldn’t b
more wrong about what it costs a small radi
station to be a member of the Associate
Press.

He said “$15,000 to $18.000 is a lot ¢
money out of pocket” for small radio sta
tions.

That is not what it costs.

Small-market stations (those that form th
bulk of network affiliates) actually pay clos
to a third of what he says they pay.

The article also failed to mention Texa
AP Network, one of the best advertising
vehicles for small-market stations in Texas
Texas AP Network (TAPN) currently serve
79 stations and is carrier for the Houstoi
Oiler Football Network.

TAPN offers salable radio programing
and permits aftiliates 1o keep their valuable
commercial avails.—James R. Williams
director, AP Broadcast Services, Washing
O

Editor's note: BROADCASTING has learned that annua
AP station rates indeed run from 84.500 for smal
markets to 37,500 for medium markets. “It was ¢
rather cavalier conmnent on my part.” said Stew
Mayes, when asked qbout the discrepancy. Membe:
radio stations of his networks, he admitted, usually de
not tell him the rates paid for wire services.

Sept. 7-9—Easlem Cabte Show sponsored by
Southern Cable Television Association. Merchan-
dise Mart, Atlanta.

Sept. 14-17—Radio ‘88 convention, sponsored by
the National Association of Broadcasters. Con-
vention Center, Washington. Future meetings:
Sept. 13-16, 1989, New Orieans; Sept. 12-15,
1990, Boston, and Sept. 11-14 (tentative), 1991,
San Francisco.

Sept. 22-25—Society of Broadcast Engineers third
annual national convention. Convention Center,
Denver Information: John Batiison. {614) 888-
3364. Future conventions: Oct. 5-8, 1989, Kansas
City, and Oct. 11-14, 1990, St. Louis.

Sepl. 23-27—Iuternational Broadcusting Con-
vention. Metropole conference and exhibltion cen-
ter. Grand hotel and Brighton Center, Brighton,
England. Information: (01) 240-1871 (London).

Oct. 4-6—Atlantic Cable Show. Atlantic City Con-
vention Center, Atiantic City, N.J. Information: (609)
848-1000. Fulure meeling: Oct. 3-5. 1989, Atlantic
City.

Oct. 11-16—National Black Media Coalition 15th
anniversary conference. Adam’s Mark hotel, Hous-
ton. Information: {202) 387-8155.

Oct. 14-18——-3/PCOM. inlernationat film and pro-
gram markel for TV video, cabie and sateliite.
Palais des Festivals, Cannes, France. information:
i Perard Associates, (212} 967-7600. Fuiure meel-
ing: Oct. 12-18, 1989, Cannes.

Oct. 15-19—Society of Motion Pieture and Televi-
sion Engineers 130th technical conference and
equipmenl exhibit. Jacob K. Javits Convention
Center, New York. Future conference: Oct. 22-27,
1989, Los Angeles Convention Center.

Oct. 17-19—Television Bureau of Advertising an-

nual meeting. Bally’s, Las Vegas. Future meeting:
Nov. 13-15. 1989, Century Plaza, Los Angeles.

Oct. 23-25-—-Association of National Advertisers
79th annual convention. Waldorf-Astoria, New
York.

Nov. 30-Dec. 3-—Radio-Television News Directors
Association annual international conference and
exhibition. Cenvention Center, Las Vegas. Informa-
tion: (202) 659-6510. Fulure meeting: Sept. 13-16,
1989, Kansas City, Mo.

Dec. 7-9—Weslern Cable Show, sponsored by
Celifornia Cable TV Associatior. Anaheim Con-
vention Center, Anaheim, Calif.

Jan. 4-8, 1989—Association of Independent Tele-
vision Stations annual convention. Cenlury Plaza.
Los Angeles. Future meeting: Jan. 3-6, 1990 (tenta-
tive).

Jan. 24-27, 1989 NATPE [nternational 26ih an-
nual convention. George Brown Convention Cen-
ter, Houston.

Jan. 28-Feb. 1, 1989—National Religions Broad-
casters 4d1h annual convention. Sheraton Washlng-
ton and Omni Shoreham hotels, Washington. Fu-
ture meeting: Jan. 27-31, 1990, Sheraton
Washington and Omni Shoreham, Washington.

Feb. 2-4, 1989—Radio Advertising Bureau's Man-
aging Sales Conference. Loews Anatole, Dallas.

Feb. 3-4, 1989-—Society of Motion Picture and
Television Engineers 23d annual television confer-
ence. St. Francis hotel, San Francisco.

Feb. 22-24, 1989 Texas Cable Show. sponscred
by Texas Cable TV Association. San Antonio, Tex.

& March 1-4, 1989--20th annual Country Radio
Seminar, sponsored by Country Radio Broadcast-
ers. Opryland, Nashville. Information: (615) 327-

4488.

April 9-12, 1989 —Broadcast Financial Manage-
ment Association 29th annual meeting. Loews An-
atole, Dallas. Future meeting: April 18-20, 1990,
Hyalt Regency, San Francisco.

Apfil 9-11, 1989—Cabletelevision Advertising Bu-
reau eighth annuat conference. Waldorf-Asloria,
New York.

April  21-26, 1989---25th annual MIP-TV,
Marches des International Programmes des Tele-
vision. international tetevision program markel.
Cannes, France.

April 29-May 2, 1989—National Association of
Broadcasters 67th annual convention. Las Vegas
Convention Center, Las Vegas. Future conventions:
Atlanta, March 31-April 3, 1990; Las Vegas, April
13-16, 1991; Las Vegas, Aprit 11-14, 1992, and Las
Vegas, May 1-4 (tentative). 1993.

May 11-15, 1989—American Women in Radio
and Television 38th annual convention. Waldori-
Astoria, New York.

May 17-20, 1989—American Association of Ad-
vertising Agencies 71st annual convention. White
Sulphur Springs, W. Va.

May 17-21, 1989 Annual Public Radio Confer-

ence, coordinated by National Public Radio. St.
Francis hotel, San Francisco.

May 21-24, 1989-National Cable Television As-
sociation annual convention. Dallas Convention
Center, Dallas.

June 17-23, 1989--16th International Television
Symposium. Montreux, Switzeriand.

Aug. 20-23, 1989 —Cable Television Administra-
tion and Marketing Society annual conference.
Marriott, Chicago.
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A commentary on the fairness doctrine/public interest standard from Robert Fox, KVEN(AM}-KHAY(FM) Ventura, Calif.

Just what is meant
by public interest?

There appears to exist a misunderstanding
and misinterpretation on the part of certain
members of Congress about broadcast li-
censes and the public interest. Those mem-
bers of Congress have positioned the fair-
ness doctrine as the fulcrum of the public
interest standard.

| disagree.

Before continuing, let me state that there
exists no “standard” of the public interest.
The public has a great many interests and in
varying degrees. There is no standard or
yardstick to utilize as a specific means of
measurement. What it is that does exist is a
public interest “concept.”

The management/licensee of each broad-
cast station attempts to determine in its own
special manner the means by which the
station will serve the needs of the communi-
ty. For example:

® A broadcast station responds to a plea
from a local Red Cross unit for a need for
blood. The station develops an on-the-air
campaign and is responsible for public do-
nations of 1.100 pints of blood.

® A home that has housed a farm hand
and his family burns to the ground and
leaves the family without food. clothing and
shelter. A broadcast station covers the event
as a news item. and station management
determines to air announcements to help the
family. As a result, housing, food and cloth-
ing are provided by listeners, and in excess
of $5,000 cash is donated to the family.

® A broadcast station provides office
space and telephones for a self-help program
for the comwmunity. Volunteers man the
phones 18 hours per day. five days per week
and respond to requests for food, medical
aid, cte.

Broadcast stations devote air time to local
charities, service groups and on and on.
Stations provide up-to-the-minute traffic re-
ports. weather data, etc. Stations air special
programs dedicated to comniwnity projects
such as hospitals, boys’ clubs, women’s
groups and to movements against drunk
driving and drug addiction. and stations
work with local PTA’s. police and fire de-
partments, park and recreation departments,
syniphony associations... The list would fill
a large book.

Licensees in the same or different com-
munities may have similar or dissimilar ap-
proaches as to serving their communities;
each licensee makes its own unique determi-
nation.

Yes. broadeasting is special because sta-
tions are licensed to serve the public inter-
¢st. convenience and necessity. And there is
ample proof that licensees are commitied to
doing just that,

What does the above have to do with the

Robert L. Fox has been chairman, chief
executive officer and majority owner of Kven
Broadcasting Corp., which owns KvEN(AM)-
KHAY(FM) Ventura, Calif., since 1965. He is
director of the California Broadcasters
Association and was vice chairman of the
National Association of Broadcasters radio
board and a member of NAB's executive
committee in 1987-88.

fairness doctrine and what does the doctrine
hive 1o do with servine the needs of the
local community? Absolutely nothing as far
as | am concerned.

It is my belief that the fairness doctrine is
an unwarrranted government intrusion with
respect to the First Amendment. It is gov-
crnment’s "nose under the tent.” The found-
ing fathers wisely feared that government
might stifle the free flow of ideas. Thomas
Jetferson stated, “No experiment can be
more interesting than that we are now try-
ing. and which we trust will end in estab-
lishing the fact that man may be governed
by reason and truth. Our first object should
therefore be to lcave open to him all the
avenucs to truth. The most effectual hitherto
found is freedont of the press.”

In a worst case scenario the faimess doc-
trine can lead to government control of what
is broadcast or a reduction by broadcasters
in the amount of air time devoted to contro-
versial issues.

If you do not believe that government is
interested in controlling broadcast journal-
ism, then think about this direct quote from
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the past. It is a statement by Bill Ruder,
assistant secretary of commerce during the
early 1960's: “Our massive strategy was o
use the faimess doctrine to challenge and
harass right-wing broadcasters and hope that
the challenges would be so costly to them
that they would be inhibited and decide it
wis too expensive to continue.”

Perhaps Congress fears that with no fair-
ness doctrine that broadcasters will find a
manner in which to eliminate “reasonable
access” for federal candidates and the “equal
opportunities rule.” As a point of interest,
some members of Congress have confused
the fairess doctrine with the above.

The reasonable access and equal opportu-
nity laws are not in jeopardy and are not a
matter of consideration with respect to the
fairness doctrine and First Amendment
rights for broadcasters.

Other viewpoints have referred to the
immense “power” of the broadcasting in-
dustry, and that the power is an argument for
the faimess doctrine. Whatever may be the
extent or perception of that power, it has
little to do with the First Amendment. The
founding fathers realized that. Ideally, ev-
eryone should be fair—newspapers, maga-
zines, radio, TV, etc; that is a worthy ideal.
But the First Amendment does not guarantee
a “fair” press. It guarantees a free press. The
search for truth was at the heart of establish-
ing the right to free expression, and that goal
could only be accomplished by means of a
free press.

Each time government attempts to control
a basic freedom of our democracy, it threat-
ens the foundation of our nation. Within the
parameters of the First Amendment and our
guaranteed freedoms each of us has the right
to speak, read. hear and view whatever each
of us chooses. We have the right to make the
decision. If we give to government the right
to control broadcast program content, it may
give some future Congress the impetus to
determine the content of books to be read.
The Constitution clearly enunciates that free
speech isn’t free if it can be dictated by
bureaucrats.

It seems to me that many members of
Congress are concerned by what they per-
ceive to be unfair broadcast press coverage
and they want to continue their control of
broadcasting and its content.

There are those who believe it is not
worthwhile to make an issue of the faimess
doctrine. Those persons believe the doctrine
is easy to live with and the issue is not worth
antagonizing Congress.

On the other hand there are those (and 1
am one of them} who believe what we're
talking about is the basic fabric of our na-
tion—the fairness doctrine is just a small
part of the real issue. And that issue is
freedont of the press and preservation of our
nation’s ideals.

All the rest is commentary. L
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Special Reports: Cable

CABLE SHOWS HOW IT’S DONE!

Broadcasting magazine will be highlighting two important cable
Industry shows in two upcoming, fact-filled issues.

Eastern Cable Show, September 5, 1988 plans for Turner Network Television
A detailed guide to this key meet-  at the Atlantic Show. This year, TNT
ing includes highlights of the events  will launch the day before the show
and up-to-the-minute information on  opens, proving again that the Atlan-
the exhibitors and the buyers. Plus  tic Show is where the cable action is.
bonus distribution of Broadcasting ~ And Broadcasting will be there with
magazine at the show. its special brand of incisive journal-
Atiantic Cable Show, October 3, 1988  iSm and analytical reporting. Plus
Last year, Ted Turner unveiled his  bonus distribution.

There's no better medium that Broadcasting’s Special Report
to deliver your message to the people you want to reach.

Space reservations and closing: August 26 and September 23,
1988, respectively.

The People Who Can Say “Yes”
Read Broadcasting 4

The News Magazine of the Fifth Estate

New York: (212) 599-2830 Washington: (202) 659-2340 Los Angeles: (213) 463-3148
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NBC scoops ’em all in New Orleans

Network reports Bush’s choice

of Quayle as VP 15 minutes before
next announcement; coverage by
TV stations and networks turns
spotlights on Indiana senator

The Story (with a capital S) at the Republi-
can national convention last week was not,
at least as a short-range matter, the nomina-
tion of George Bush as the party’s presiden-
tial nomince. For a couple of days, it was his
choice of a vice presidential running mate,
and the extraordinary efforts members of the
press made to learn who it was before the
announcement was made. It was a game
competitive journalists love. Thousands
played it in New Orleans. And it was NBC
News that won. But then. The Story shifted;
it was, remarkably, whether Bush's choice
would remain on the ticket that he had not
yet joined,

Who said national political conventions
are dull?

At 3:15 p.m. Central time, on Tuesday
(Aug. 16), NBC interrupted its schedule for
an announcement by anchor Tom Brokaw
that the choice had been made and waus
Senator Dan Quayle (R-Ind.). Brokaw cred-
ited Andrea Mitchell with the news beat,
and said Chris Wallace had confirmed the
information through independent sources.
Both are White House correspondents.

Cuble News Network reported the Quayle
story at 3:31, basing the picce on an Associ-
ated Press report that was put out on the wire
a minute earlier. CBS News’s Dan Rather
did not report the story until 3:51, when

Bush was making the announcement on the
riverbank in New Orleans, after debarking
from a paddle wheeler on which he had
steamed down the Mississippi. ABC News’s
Peter Jennings finally made it unanimous at
3:54.

Considering that scoops on radio and tele-
vision are often measured in seconds,
NBC’s wus clear and unmistakable, ac-
I\nowlgds_ed as such even hy lhe opposition.

“It was a good, clear scoop,” said Hal Bru-
no, director of political coverage for ABC.

The attention focused on the beat reflect-
¢d not only the skill and determination of
NBC News. It reflected as well the hunger
of the 13,000 journalists in New Orleans Tor
a hard news story.

Actually. Bruno said, the convention gen-
erated an abundance of important, even dra-
matic, stories. There was the passing of the
baton ot Republican party leadership Irom
Ronald Reagan to George Bush, for openers.
Then, there was the question of whether
Bush could seize the opportunity offered by
the hoopla and attention centered on the
convention to launch an effective campaign
in the fall.

But, suddenly, another story began to
dominate the news: Did Quayle’s wealthy
family oblain a place for him in the National
Guard in 1969 1o enable him to avoid mili-
tary service in Vietnam during the height of
the war? Quayle’s obvious difticulties in his
televised press conlerences and interviews
with network anchors provided considerable
grist for the media mill as the week wore on.
(The headline on a story in the New Orleans

Broadeasting Aug 22 1988
19

Times-Picayune put it bluntly: “Draft-
Daodger Questions Dog Quayle.”) By Thurs-
day morning, reporters were chasing an-
other story, maybe one even hotter than
whom Bush would pick as his running mate:
Would Quayle’s nomination be only tempo-
rary?

The competitive fires of the thousands of
journalists in New Orlcans generated con-
siderable steam behind a story that would
have been & hot one under any circum-
stances. What's more, the gathering in the
Superdome in New Orleans, like the Demo-
cratic convention in Atlanta’s Omni Colise-
um, demonstrated anew that national con-
ventions are a rich source ot news for radio
and television stations from around the
country. Slightly more than 4,000 corre-
spondents, producers. editors, photogra-
phers and technicians—about the same
number as in Atlanta—vepresented 315 tele-
vision and 245 radio outlets in New Orleans.
They could not get enough of the conven-
tion, particularly stations with a special
stake in the convention’s oulcome. At 3:15
p.m. last Tuesday. for instance, crews from
Indiana stations suddenly realized they had a
prece of a national story.

The competition among journalists to fer-
ret out Bush's choice of a running mate
began a tew weeks ago when the Vice Presi-
dent said he would not make the announce-
ment promptly. He intended to hold oft until
the last day of the convention—Thursday—
as a4 means of contributing suspense and
interest to a convention that was expected 1o
be lacking in both. But with the suspense
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and interest threatening to reach a level
where it would overshadow the nomination
of Bush himsell—and with the candidates
for the job grumbling about what some de-
scribed as a “demeaning” process—Bush
decided to move up the announcement.

He told President Reagan of his choice
when they met at the airport, shortly before
Il a.m. CT, on Tuesday. Then Bush began
calling the rejected candidates, and the cat
began getting out of the bag.

Joe Angotti, NBC News’s executive pro-
ducer of clection year coverage, described
the anatomy of the scoop as an example of
“*group journalism.™ The calls to the disap-
pointed candidates became an alarm bell to
journatists all over New Orleans. NBC

From ABC to C-SPAN:
the network connections

News correspondent Tom Pettit received a
tip from a Bush camp source at about 2
p.m., and notified Joe Bartelme at the news
desk. He in turn called Brokaw and Angotti,
and the producer hurried to the correspon-
dents’ trailer, behind the Superdome. He
found Wallace. Mitchell, Lisa Myers, Con-
nie Chung and Ken Bode and their produc-
ers and directed them to “hit the phones.”

Within minutes, they had learned that
Senator Robert Dole and his wife, Eliza-
beth, Representative Jack Kemp, former
White House chief of staff Howard Baker
and Senator Pete Domenici had been noti-
fied they were not Bush’s choice. So at 2:55
p-m., Brokaw went on the air to report that
information. He also reported that Quayle

and Senator Alan Simpson appeared to b
still in contention.

That may not have been an unqualifiec
beat, since Phil Jones reported on the CBS
radio network at 2:33 p.m., and on the
television network 10 minutes later, tha
Bush had called the Doles to tell them they
“were not in the running.”

But then NBC News correspondents anc
their producers went back to the phones.
calling their sources and generating an at-
mosphere someone in the trailer later said
reminded him of listening to the “1812
Overture.” as it builds to the climax of the
booming cannon. Wallace—who had helped
make his own career eight years ago when,
on the floor of the Republican convention,

ABC’s Jennings, David Brinkley

CBS's Rather, Walter Cronkite

Ul

On location. C-SPAN' live gavel-to-gavel coverage of the Republican
convention was beamed throughout the U.S., Europe, Central and South
America and to U).S. embassies werldwide. Participating in call-in show
was RNC Chairman Frank Fahrenkopf Jr.. with C-SPAN's Lew Ketchum.
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n Detroit, he scored a beat of about one
ninute on Ronald Reagan’s choice of
Jeorge Bush as his running mate—received
1 call from a senior Bush official who said
hat everyone had been called except
Juayle. “But he would not say affirmatively
t was Quayle,” said Wallace. “Then final-
y,” said Mitchell, “a call came in to me; it
vas a call back.” It was information she
rusted. So, evidently did Tim Russert, NBC
Jews executive vice president, with whom
:he shared the source’s identity, as required
sy NBC News policy. So she passed the
nformation on to Brokaw, who was still in
he anchor booth. He said, she recalled:
* “You got it. You're a winner. Let’s go with
1.” " With Angotti’s agreement, the network
lid, at 3:15 p.m.

It was a great moment for the correspon-
lents and producers. The trailer erupted in
pplause when Brokaw put the story on the
ir, “There was great spirit in the trailer,”
Aitchell said. But there was also a down-
ide- NBC News was so far ahead of the
:ompeltition that Mitchell, who has been
vith NBC for 10 years, was beginning to
|uestion the information she had obtained.
supporters of the various hopefuls were
mown to have been putting out stories to
wvance their candidates” interests. **1 would
10t have made the call to Brokaw if I were
ot confident,”™ she said. Still, she felt a
:ense of relief when Bush himself confirmed
he report,

The story provided Mitchell with more
han a great fecling of accomplishment. She
ppears regularly on the Today show, and
~as worried, on Tuesday, about not having a
ead for her piece on Wednesday. “Now,”
she said, “l have one.”

(m]

3ush’s decision to advance the timing of his
nouncement of his cheice of Quayle—and
NBC's ability to tell the world of it first—
wershadowed the proceedings on Tuesday
light that had been designed as a time for
Democrat bashing. That was not the only
feviation from the Republican convention
slanners’ highly polished script. Speeches
1ad been cleared and timed; the party had
:ven suggested the topics. And attention had
seen paid to the numbers of women and
minorities who would participate. The plan-
1ers were professionals, and they were de-
:ermined to present a convention tailored to
nake the best possible impact on the televi-
sion audience. And there was drama and
alenty of emotion in the response to Presi-
dent Reagan's furewell on Monday night and
SGeorge Bush's acceptance speech (written
sy former CBS News writer and producer
Peggy Noonan) on Thursday followed by
what was said to be the most massive indoor
salloon display ever—150,000-

Despite such pains, former Sénator Barry
Soldwater (R-Ariz.), who was singled out
for special tribute on Monday night, pro-
aounced the convention, in an appearance
on the Today show Tuesday morning, as
“the worst organized, worst run” he had ever
attended. He said it took him 40 minutes to
pass through security. and that, once inside
his box, he could not hear a word. Stung,
Mark Goode, the convention’s program pro-

ducer, said of the man now regardéd by
Republicans as a senior statesman. “He's a
little cantankerous in his old age. He says
things he doesn’t mean.” And although the
sound system inside the enormous Super-
dome—it seats 87,000 for football but was
configured as a 30,000-seat arcna—was a
source of aggravation for convention plan-
ners, at least on the first couple of nights,
Goode said he had checked with those who
shared the box with Goldwater and was told
they had had no problem with the audio.

Then, there was the embarrassment of
running late each night, often very late.
Former President Gerald Ford, one of the
principal speakers on Tuesday night, for
instance, did not begin speaking until 10:17
p.m. CT, after prime time had come and
gone. And the plan had been to wrap up
proceedings close to the end of prime time,
when aftfiliates across the country begin itch-
ing 1o leave convention coverage for their
local news shows. The problem, convention
planners say, was speakers who refused to
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L to r: Tisch, Murdoch, Diller

Political partying in New Orleans

Besides tending to convention business last week, Republicans stepped out with
the media, at a breakfast hosted by CBS President Larry Tisch at the Windsor Court
hotel. (Tisch treated Democrats in the same style.) The network rolled out its
newsroom stars: Dan Rather, Diane Sawyer, Ed Bradley, Walter Cronkite, Kathleen
Sullivan, Eric Sevareid and others. Numerous GOP heavyweights stopped by,
including Senators Richard Lugar of Indiana and Larry Pressler of South Dakota and
Representatives Norman Lent of New York, Carlos Moorhead of California and
Connie Mack of Florida, who is running for the Senate.

The Tisch party also atiracted the competition. Pictured with the CBS president is
Rupert Murdoch, whose News Corp. includes Fox Television Network and, as of two
weeks ago, TV Guide {BrRoaDCasTING, Aug.15). Joining Murdoch was Fox Inc.
Chairman and CEO Barry Diller.

Asked if he might make any changes to TV Guide, Murdoch told BROADCASTING he
would not. "We will keep the same staff and continue as before,” said Murdoch,
adding that “you don't take $3 billion [the price for TV Guide along with the other
Triangle Publications properties] and destroy it.”

He also dispelled notions that TV Guide would be used to promote Fox. The two
will be kept “totally separate,” he said. Competing cable guide publications, which,
in many cases, are owned by cable interests, promote their own product, Murdoch
contended, but, he said, “we don't do that.” And whal will he buy next? Said
Murdoch: “Nothing. . .1 haven't paid for the last one yet.”

ABC/Capital Cities and NBC kept lower profiles, with network executives dining
privately with Republicans.

Public television's Washington Week in Review held a brunch (sponsored by its
underwriter, LTV Corp.) at an elegant New Orleans restaurant. Turner Broadcasting
System {CNN's parent company) hosted an evening reception to honor Senator Bob
Kasten of Wisconsin and the Republican Platform Committee, at the historic Pon-
talba Building in the French Quarter.

And the National Association of Broadcasters reported steady traffic at the
tennis/breakfast sessions it sponsored each morning of the convention. GOP
lawmakers used the tennis courts, including the party’s vice presidential nominee,
Senator Dan Quayle of Indiana. NAB President Eddie Fritts attended the convention
all week with half a dozen association staffers and Joint Board Chairman Wallace
Jorgenson of Jefferson-Pilot Broadcasting. The Frittses told BROADCASTING they were
one of 15 couples invited to a dinner for Quayle and his wife last Monday. The event
was hosted by Heston and actor Arnold Schwarzenegger.
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be bound by the times assigned to them. The
keynoter, Governor Tom Kean of New Jer-
sey. who preceded Ford. went on 17 minutes
beyond his allotted time. “We can shape and
suggest, but that’s all.” said one official
shrugging. President Reagan spoke for
about 15 minutes more than scheduled, but
none of the convention managers were heard
o complain.

There was disappointment. but no appar-
ent anger. over the decision of the three
over-the-air networks not to carry the 19-
minute film celebrating the Reagan Presi-
dency as a lead-in to the President’s appear-
ance. C-SPAN. which was following its
usual practice of full-text coverage, and
CNN, which was also providing gavel-to-
gavel service (subject to cutaways for inter-
views and analyses), carried the film—a
loving, sentimental look back at the Reagan
years—in full. But CBS and ABC chose to
produce packaged pieces using excerpts
from the film, while NBC ignored it until its
final three minutes. For them, the film, as
produced, was not newsw orthy.

The Republicans” Goode was philosophi-
cal about such treatment: “We would rather
have the whole thing carried. but it’s their
decision.” There was no gnashing of teeth in
the trailers of the Republican high com-

mand, he said. “We know they’ll carry some
things and not others.”

“The question is classic,” said Plante, in
discussing the tension between the networks
and the convention planners: “Who controls
the news coverage—we or the people we
cover in an event staged for television?”

The Republicans’ failure to get mad, or
even, as a result of the networks® treatment
of the Reagan film, incidentally, may be a
testament to a new sensitivity. Heavy-hand-
edness. it seems. is out. And that sometimes
affects party-network relations in interesting
ways.

NBC’s Angotti said that he and the Re-
publicans had been “doing a little dance
over the length of the George Bush video.”
The Republicans never approached Angotti
directly on the matter of the film that was to
introduce Bush at the convention. But they
apparently read press reports quoting him as
saying the film would “have to be in the six-
to-seven-minute range” for him to consider
airing it. Published reports had said the
Bush film, produced by media consultant
Roger Ailes, was running about 18 minutes.
But Ailes said editing was still in progress.
And when copies were delivered to the net-
works for screening last week, the piece was
clocked at seven minutes, six seconds,

3. KABC-TV Los Angeles
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The magic of six-to-seven minutes is ths
the film introducing Michael Dukakis at th
Democratic convention ran that long. an
both ABC and NBC carried it. Those nel
works carried the Bush film last week . CBS
always the hardest-nosed among the nel
works on such matters. offered instead
packaged. three-minute piece by Plante th:
used excerpts from the film.

Journalists representing stations at the cor
vention did not have the sume problems a
the networks. They had others. The lightin
erid suspended from the ceiling of the Su
perdome to provide what the conventio
planners regarded as the ultimate in lightin
caused headaches for crews in some of th
skyboxes lining the rear of the Superdom
(BROADCASTING. Aug. 8). While the nel
work crews operated out of anchor booth
and other positions on the floor, those in th
skyboxes found their view of the podiut
obscured by the steel girders holding th
lights. Some technicians accepted what the
could not affect. saying, as one put it, the
could “*work around it.” But one of Co
Broadcasting’s crew called the grid “a roye
pain—we can't get a good shot.”

Some problems were caused by a highe

'4. WPRI-TV Providence, R
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authority than the Republican national con-
vention officials. An air of controlled frenzy
was evident on Monday afiernoon at the
Cox Broadcasting work area in the Hyan
Regeney hotel, adjoining the Superdome.
An uplink had failed. and technicians and
engineers were trying desperately (o find the
cause and/or shift paths for the Cox and
aftiliated stutions that were affected. Andy
Cassells. who heads Cox’s Washington bu-
reau and served s coordinator ol the group’s

convention coverage. said only a few of

Cox’s stations in the Eastern time zone sul-
tered, losing their 5 and 6 p.m. live shots.
The service was down 90 minutes. A few
hours after the breakdown had been re-
paired, Cassells was suificiently relaxed to
observe: “These are mechanical things. and
mechanical things break ™

But as for linding news. that did not seem
to be a problem. The delegations the sta-
tions’ crews covered provided adequate sup-
plies of local angle stories. And sometimes,
the local stories were national as well. The
Houston stations. for instance. KHOU-TV.
KPRC-TV and KTRK-TV. had such local lumi-
naries to cover as George Bush and his
cumpaign chairman, James Buker. Senator
Phil Gramm of Texas, who put Bush's name
in nomination. was another source of local

1. Sally Thornar, anchor-reporter for wmMaR-Tv
Baltimore, talks with Maryland delegate as
camerawoman Helen Lester takes aim.

2. Wsmv-Tv Nashville’s John Seigenthaler Jr., on
the floor with cameraman Lane Michaelsen.

3. Interviewing California Governor George
Deukmejian is KABC-Tv Los Angeles’s John North

with cameraman Rawn Hairston.

4, Following Rhode Island delegates was WPRI-TV
Providence’s Greg Wayland and cameraman Les

Breault.

5. Nolan Johannes of wNEP.TV Wilkes-Barre, Pa.,
and cameraman Jan Votapka.
6. The Telemundo Network’s wscv-Tv Miami had
its crew on the floor with anchor Alina Mayo Azze and
cameraman lulio Duran.

7. Newslink’s Staci Adelman interviewing
Tennessee delegates for whsq-Tv Memphis.

|

Telemundo Network

6.

]

interest. And the slations were not stingy in
the amount of satellite time devoted 1o live
broadcasts: KHOU-TV. for instance, did three
half hours of live material every day.

Although the stations’ crews left the cos-
mic issues Lo the networks. their coverage ol
the local folks was not necessarily reveren-
tial. Kpre-Tv did a piece on what some
perceive us Bush’s identity crisis: After 26
years as a Houston resident, Bush, who was
born in Massachusctis. grew up in Connecti-
cut and summers in Maine, is not regarded
as local. “If you're a Texan,” said Jim
Moore, chiet of KPRC-TV's Austin bureau,
“you live in Texas; you don’t rent aroom in a
hotel.”

By Thursday. with the tocus of attention
at the convention shifting 10 the controversy
surrounding Quayle. stations from Indiana
found themselves conironting new opportu-
nities and new problems. “Our stories have
taken on a harder look,” said Luke Choate,
anchor/reporter for WSBT(TvV) South Bend.
And the tone was shifting, oo. A state
Republican committeeman on Thursday was
talking of the possible nced to replace
Quayle on the ticket with Senator Bob Dole.
“Contrast that with yesterday. when Quayle
was making the rounds and people were
clated with him,” said Choate. The story
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7. WHBQ-TV Memphis

occupied a large part of the station’s news-
casts.

But it is one on which the crew ol WFIE-TV
Evansville decided to pass. Chris Turner, a
reporter, covered Quayle’s arrival in New
Orleans on Sunday, and did a live interview
with him on Monday. ' considered that a
small coup,” he said. But once Quayle be-
came a national story, he moved out of the
range of WFIE-TV's crew in New Orleans.
“With a two-person team.” Turner said. “we
concentrate on the local angle. We rely on
the network [NBC] 1o do national stories.”™

Terry O'Reilly, news director of the News-
feed network, pointed to an emerging prob-
lem for stations at major events: media
“averload.” The choices of pictures at the
convention. for stations with the resources
and need for them, was daunting. He noted
that Newsfeed was taking both the C-SPAN
and RNC Network feeds. In addition. sta-
tions have their own cameras, can take feeds
{rom the networks with which they are af-
tiliated, plug into the network pool and, it
they are members of groups like Newsfeed.
can exchange raw video. Speaking of the
experience of the 24 Newsfeed members.
O’Reilly said: “It’s like having two dozen
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crews running around.”

The RNC Network, incidentally, did not
restrict itself to providing an in-house feed.
It put its pictures on Westar 4 to make them
available to any station or cable system that
was interested. Or individual homes. Goode
said he had received calls from a number of
individuals who had picked up the signal on
their home earth stations. “The network,”
Goode said, "is working very well.”

It was not only the network the Republi-
cans employed as a means of leapfrogging
the broadcasters. The Republican National
Committee, in cooperation with the Repub-
lican Senate and House campaign commit-
tees, offered a service to television stations

that were not represented in New Orleans. If
a station had a downlink and was interested,
the Republican organization in New Orleans
would make members of their states” dele-
gations and other local officials available for
interviews via satellite and telephone hook-
up, with the Republican organization per-
sonnel operating the camera in the Super-
dome. The material was taped and fed by
satellite within an hour. Mary Mead, deputy
convention manager for media relations and
public affairs, said the operation was feed-
ing about 25 interviews a day—100 for the
four-day convention. For the Republicans, it
was a good way to use the satellite when it
was not needed for the RNC Network. For

the 100 stations, it was the next best thing to
being in New Orleans.

0

Despite the roller coaster excitement of the
convention last week—the announcement of
Quayle and the immediate eruption of con-
troversy regarding his National Guard ser-
vice—the ratings story of the convention
was the same: down. The cumulative ratings
for the networks for the four-days in New
Orleans were poorer than the already poor
record achieved in Atlanta last month (see
below). So those who have grown weary of
sharing a diminishing audience were not
impressed by the drama—and the potential

e b Sl cEmmm———m e s E s R e W s, o WS il
TV networks post flat revenue in second quarter

The trend of television network revenue continues to be flat, as
evidenced by second-quarter numbers provided last week by the
Broadcast Financial Management Association. Those figures, as-
sembled from unaudited numbers voluntarily submitted by ABC,
CBS and NBC to Arthur Young & Co., showed an overall increase in
the April-through-June quarter of less than 1%, to $1.76 billion.

More than half that sum came from prime time advertising, which
declined less in the second quarter than it had in the first. The
second-quarter figures, which showed a 1% decline to $923.6
million, confirm reports of an improvement in the scatter market
over the first quarter.

A reversal was registered in daytime, where a decline of nearly
12%, to $263.8 million, compared to the prior-year's second quar-
ter, ended short-lived improvement for the daypart registered in the

The offsetting good news for the three networks came in sports,
where revenue jumped 21%, to $240.8 million; news, which
showed a gain of 4.5%, to $203.9, and late night, which was up a
strong 15.6%, to $95.3 million. The late daypart was up roughly the
same percentage in the first quarter as well.

Network revenue from children’s programing was down 8.6%, to
$33.4 miflion.

The numbers released last week show that for the first half of the
year, three-network revenue increased 9%, to $3.65 billion. An
analysis would show that absent the first-guarter’s winter Olympic
games, three-network revenues have shown littie increase.

For all of 1888, the networks will benefit both from the upcoming
summer Olympics and from political advertising. Through the
second quarter, political advertising on the three networks has

first quarter.

amounted to less than $1 million.

Second-quarter television network revenue: 1988 vs. 1987

(Add 000)
Pritne Time  Late Night Daytime Children Sporis News Tolal

Revenue from client-supplied programing

Second quarter '87 $12,162 $0 $315 $0 $2,598 $0 $15,075

Second quarter '88 11,334 0 0 0 3.490 0 14,824

% change -6.81 0 -100 0 34.33 0 -1.67
All other gross revenue from time sales

Second quarter '87 1,084,999 96,983 351,862 42,960 230,874 229,325 2,037.003*

Second quarter '88 1,074,957 112,119 309,927 39,249 278,839 239,730 2,054,821

% change -093 15.61 -11.92 -8.64 20.78 4.54 0.87
Total gross revenue from time sales

Second quarter '87 1,097,161 96,983 352,177 42,960 233,472 229,325 2,052,078

Second quarter ‘88 1,086,291 112,119 309,927 39,249 282,329 239,730 2,069,645

% change -0.99 1561 -12 -8.64 20.93 4.54 0.86
Less advertising agency commissions

Second quarter '87 164,315 14,548 52,495 6,405 34,159 34,283 306,205

Second quarter '88 162,651 16,796 46,107 5.853 41,545 35,838 308,790

% change -1.01 1545 -12.17 -8.62 21,62 4.54 0.84
Total net revenue from time sales

Second quarter '87 932,846 82,435 299.682 36,555 199.313 195,042 1,745,873

Second quarter '88 923,640 95,323 263,820 33,396 240,784 203,892 1,760.855**

% change -0.99 15.63 -11.97 -8.64 20.81 4.54 0.86

*Includes $18,558,000 in color insertion revenue for 1987 second quarter and $20,217.000 for 1988 second quarter.
**Includes political parties/candidates revenue of $205,000.
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or stirring journalism—surrounding  the
Juale announcement.

“What relationship does that have to the
oll call [on Wednesday night| that went on
ntil midnight [NYT],” asked Richard
#ald, ABC News senior vice president.
Zoverage of the call of the roll of the states
0 vote on the Bush nomination, he said,
vas “*pointless.” Then, reflecting the view
sf ABC News President Roone Arledge and
sther network critics of the present practice,
1e asked: “How much time is a convention
yorth?” His answer: “It’s how much news
here is.”

ABC, he said, could wrap up convention
:overage in an expanded, one-hour version
f Nightline each night. And if a story, like
he Quayle controversy, were to break, the
yrogram could be extended. It was clear he
hought the present system of coverage had
yecome an anachronism—and one, he said,
1armful to the American public. Viewers get
he idea that, with conventions merely pro-
sesses of ratification, “politics is cut and
Iried.” But Wald was not predicting what
he network would do in 1992. “That’s a
ong time off,” he said.

The networks last week went to work in
New Orleans with fewer troops than in At-
.anta last month—100 fewer in the case of
ABC, although some of that reduction was
ittributed to the decision to leave the Nigh-
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line crew in New York and Washington. But
writing off live coverage of political conven-
tions would probably be premature. Laur-
ence Tisch, president and chief executive
officer of CBS Inc., appears to be steadfast
in his view that CBS, at least, should contin-
ue the kind of coverage it now provides. As
in Atlanta last month, he said: “It’s our
obligation to the American people. If they
want to see it, they should have the privi-
lege.” And in 1992, he said, “we intend to
be there.” When it was pointed out that C-
SPAN and CNN offer full coverage of the
conventions, he said: “But we're free TV.
We have to keep free television strong.”

o

As with the Democratic convention five
weeks ago, TV viewers opted for indepen-
dent TV stations and other alternatives to the
three broadcast TV networks® coverage of
the Republican convention. For the four
nights, independent stations averaged a
19.8/37, while the three networks averaged
an 18.5/35 for the same common, prime
time period. ABC won the fournight battle
with a 6.7/13 average for the period, over
NBC’s 6.2/12 and CBS’s 5.6/11. These
numbers are down from the Democratic
convention’s ratings. when the three net-
works averaged a 19.8/36 for the four
nights.

Programing by independent stations, ac-

cording to Nielsen statistics, beat the net-
works on the first three nights of the Repub-
lican convention, but lost to the networks
for the closing night. Independents took two
of the four nights of the Democratic conven-
tion, losing to the networks on the second
and closing nights.

On the first night of the Republican con-
vention (Monday, Aug. 15), the networks
had a combined 18.8/35, while indepen-
dents had a 20.6/38. Night two (Tuesday,
Aug. 16) gave the networks a 17.3/33 to the
independents” 20.0/38. The third night,
Wednesday, Aug. 17, put the standings at
17/32 for the combined networks and
20.1/38 for independents. Closing night for
the Republicans brought in a combined net-
work rating of 21.1/39, and an 18.4/34 for
the independent stations.

Cable viewership came in with a 9.7/18
for the first convention night, while super-
stations had a 4.5/8 and pay services had a
5.8/11. Tuesday night numbers were: cable,
9.9/19; superstations, 4.3/8, and pay
5.9/11. Cable rolled in with a 10/19 on
Wednesday, while superstations had a 4.3/8
and pay services a 6.8/13. Closing night
figures were: cable, 9.5/17; superstations,
4.8/9, and pay, 5.1/9. PBS numbers broke
out to: 2.9/5 on Monday, 2.7/5 on Tuesday, a
2.8/5 on Wednesday and a 3.2/6 on Thurs-
day. o

Paul Harvey, ABC top RADAR rankings

ABC’s Harvey grabs top
five slots; network leads
in several categories, has
sight programs in top 20

ABC Radio’s Paul Harvey weekday morning
show now has an average audience of more
than 6.03 million listeners aged 12 and over,
according to the just-released spring 1988
RADAR 37 results. Harvey has captured the
top five network radio program slots,
which, along with ABC’s ninth, 1l1th, and
18th slots for weekday Information Network
news, gives the network eight of the top 20
programs in network radio. ABC shares the
top-20 list with CBS, which managed to
draw 12 of the shows most listened to by
persons 12 and older.

Harvey’s dominance includes Pau! Har-
vey News at 8:30 a.m., Monday through
Friday. which averages 6,033,000 listeners;
his 12:06 p.m. Monday through Friday 15-
minute slot. 4,309,000 listeners; his 8:30
a.m. Saturday show, 3,780,000 listeners;
his 11:10 a.m. Saturday show, 2,980,000
listeners, and Rest of the Story, airing Mon-
day through Friday at 3:06 p.m., 2,676,000
listeners. All data is based on Eastern stan-
dard time.

The remainder of the top 10 network
radio programs for audiences aged 12 and
over, according to the survey, were the CBS
Monday through Friday 6 a.m. newscast,
with an average 2,147,000 listeners; the
CBS Monday through Friday 7 a.m. news-
cast, with 1,994,000 listeners; the Osgood
File, anchored by CBS News correspondent
Charles Osgood and airing Monday through

Friday at 7:25 a.m., with 1,952,000 listen-
ers; ABC Information Network Monday
through Friday 7 a.m. newscast, with
1,888,000 listeners, and the 6:25 a.m. Mon-
day through Friday Osgood File, with
1,858,000 listeners.

In the RADAR 37 largest common day-
part category for all full-service networks
(Monday through Saturday, 6 a.m.-7 p.m.)
for listeners aged 12 and over, ABC topped
the list with its Information Network (aver-
age 2,032,000 listeners per commercial, a
7.1% gain) and Entertainment Network
(average 1,923,000 listeners, a 1.2% gain).
Transtar Radio Network recorded the largest
gain with a 34% increase in the category,
rising from eighth to third place with an
average 1,653,000 listeners. Mutual Broad-
casting System dropped from third to fourth
place, a 3% loss, with an average 1,564,000
listeners (Mutual PM and Satellite Music 2
were not included in the largest common
daypart category because they offer no pro-
graming during the period).

Filling out the top 10 networks in the
common daypart category were ABC’s Con-
temporary Network (dropping from fourth
to fifth place but with a 2.2% gain in listen-
ers, average 1,552,000); CBS Radio Net-
work (rising from seventh to sixth place
with an average 1,388,000 listeners and an
11.7% gain}; Westwood One’s Source
(dropping from fifth to seventh place with a
4% loss in listeners, average 1,273,000),
NB@ Radio Network (dropping from sixth
to eighth place but with a 0.3% gain in
listeners, average 1,256,000); ABC's Rock
Network (staying at ninth place but with a

Broadcasting Aug 22 1988
25

5.1% loss in listeners, average 1,161,000),
and ABC’s FM Network (remaining in 10th
place but with a loss in listeners of 2.4%,
average 1,143,000).

RADAR “All Broadcasts” ranking, insti-
tuted last year, ranks only programs that
networks ask RADAR to include in the
survey (excluding overnight). Top five rank-
ings in the category for total persons 12-plus
were ABC’s Information Network (jumping
from third to first place with an average
1,644,000 listeners, a 7.6% gain); ABC's
Entertainment (remaining in second place
but with a 0.6% gain in average listeners,
1,588,000); Mutual Broadcasting System
(dropping from first to third place with a 3%
loss in average listeners, now 1,564,000);
ABC’s Contemporary (remaining in fourth
place but with a 2.1% gain in average listen-
ers, 1,388,000), and Transtar (jumping from
10th to fifth with an average 1,326,000
listeners, a 36.6% gain). Mutual PM, mea-
sured for the first time in RADAR 37,
placed 16th, with an average 706,000 listen-
ers.

Mutual held the number-one ranking for
adults 25-54 in the All Broadcasts category
with an average 900,000 listeners. a 13.6%
gain. ABC’s Entertainment placed second in
the category with 868,000 listeners, an
8.9% loss.

RADAR results are delivered twice annu-
ally by New Jersey-based Statistical Re-
search, Inc. The spring and fall reports rely
on continuous measurement of a 10,000-
person sample aged 12 and older. RADAR
37 data was supplied to BROADCASTING by
ABC, CBS and Transtar. a
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Grimes Ieéves ESPN to join Hispanic_network

Werner called back from ABC
to run cable network

J. William Grimes has left the helm of
ESPN Inc., the nation’s biggest cable net-
work, to become president of Univision
Holdings Inc., the nation’s dominant His-
panic television network, it was announced
last Wednesday (Aug. 17). Roger Werner,
who worked at ESPN for six years before
moving to the ABC Television Network in
March as executive vice president, has been
recalled to take over the chief executive spot
left by Grimes.

The 47-year-old Grimes, who plans to
start work at the Spanish-language network
Nowv. 1, said his Spanish-speaking capability
is “virtually nonexistent.” But he added that
he was “committed to the goal of learning
Spanish soon. I didn’t know anything about
cable television, and I didn't know anything
about sports, when 1 went to ESPN,”
Grimes said.

Grimes’s recruitment to Univision caps
the purchase of the network and station
group by Hallmark Inc. and its partner, First
Chicago Venture Capital, in a process that
began in 1987. Univision, the largest Span-
ish-language communications company in
the U.S., broadcasts 24 hours a day, seven
days a week, reaching 84% of the U.S.
Hispanic population through seven owned
television stations and about 450 broadcast
and cable affiliates.

Grimes said that Hallmark president and
chief executive officer, Irvine O. Hockaday
Jr., asked him if he was interested in the
Univision job about three months ago, six
months after the two men were introduced
by a “mutual friend.”

“This has been the most fun and the best
job I've ever had,” said Grimes, referring to
his tenure at ESPN. But, he added: “There
comes a time in people’s lives when they
feel they should attempt another challenge .

Grimes joined ESPN as executive vice
president in 1981 and was made president of
the then-struggling sports network in 1982,
As president, Grimes said, the first person
he hired was Werner, who had been part of
the consulting team at McKinsey & Co. that
put together ESPN’s original strategic plan.
Grimes said, “There is no one better quali-
fied” than Werner to take over ESPN, which
is 80% owned by Capital Citiess ABC and
20% owned by RJR Nabisco. “Three or four
years ago, | told the owners he was ready to
replace me then.”

As executive vice president at ESPN for
three years, Wemer oversaw the network’s
programing, production, marketing, sales
and research departments. Additionally,
“Many of the strategies that have built
ESPN over the years have come from
[Werner],” Grimes said.

Over the past six years that Grimes has
been president of ESPN, the network’s sub-
scriber base has grown from 21 million t0
47.8 million. The network increased both its
visibility and ratings when it began broad-
casting NFL games in 1987 as part of a
three-year, $153-million contract. Werner

Werner

said that carrying Major League Baseball
and some part of future Olympics were some
of the specific plans he had for ESPN.
Grimes, a former ad salesman at
wCBS(AM) New York, said the “biggest op-
portunity” he sees at Univision is the poten-
tial growth in Spanish-language advertising

E

Grimes
and cited statistics: Hispanics make up 8¢
of the U.S. population, but only 1% of U.S
ad dollars go to Spanish-language stations
Univision’s major competitor in the Hispan
ic television market is the Telemundo nel
work.

In his new position, Grimes will replac
Hallmark’s chief executive officer Hocka
day, who has served as Univision presiden
since the company’s formation. Hockada;
will now become Univision’s chairman. [

Steele case to be settled out of court

A controversial eight-year-old legal battle over a license for a new Georgia FM
station that brought into question the constitutionality of the FCC preference for
women in awarding licenses appears headed for an out-cf-court settlement.

The two competing applicants for the license, James Steele and Dale Bell, have
worked out a deal with WBA Corp., under which Bell and WBA will co-own the yet-to-
be-built station in St. Simons Island, Ga., and Steele will walk away with $300,000.
The settlement is subject to FCC approval.

WBA owns wMOG(AM) Brunswick, Ga., not far from St. Simons Island. WBAs
principals include Bill Cate {15%), president of Chapman Associates, a Washington-
based station brokerage, who was instrumental in putting the deal together. The
other principals: Jim Arbogast, Robert Bartlett and Joel Williams (25% each), and
Bill Powley, station manager {10%).

The Steele case grew into a major story in September 1986 when the FCC
reversed itselt and sided with Steele in his constitutional challenge at the U.S. Court
of Appeals in Washington of the FCC's policy of awarding a preference to women in
comparative hearings. Steele had lost the comparative hearing for the St. Simons
Island permit because of the preference. Bell is a woman.

Contacted in New York last week, Steele, a former member-relations staffer at the
National Association of Broadcasters, said he had been prepared to take his case
all the way to the Supreme Court, but when the opportunity to end the litigation and
“come out whole” presented itself, he felt he had to take it. “It's just time to get on with
my life," he said, noting that since first filing for the station in 1980 he has married
and had two children.

Steele said his goal was not to change FCC policies, but simply to own a
broadcast station. Since he has been paying his legal fees as he incurred them, he
said, he will be able to apply most of the settlement money to acquiring another
radio station. He said his legal expenses have exceeded $200,000.

In siding with Steele, the FCC said it could not justify the preferences for women or
minerities in light of the equal-protection clause of the Fifth Amendment (BROADCAST-
ING, Sepl. 22, 1986). However, it subsequently opened an inguiry to see if such
preferences could be justified. At the FCC's request, the court remanded the case to
the FCC pending the outcome of the inquiry.

The FCC's action touched off protests by minority and women’s groups and, more
important, rankled supporters of the preferences in Congress. In late 1987, Con-
gress attached a measure lo the FCC's funding bill ordering the FCC to drop its
inquiry and reaffirmed its preference policies and its original decisions in Steele and
Winter Park, a similar case in which the constitutionality of minority preferences is

| being challenged by a losing comparative applicant.
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Taking the programing pulse of the wired nation

Cable programing could be the strongest side cof the television
business this year. What follows is BROADCASTING'S examination
of four of the more dynamic components of the cable program-
ing business that lend some credence to that claim.

At the basic channel level, various reports predict that pretax
- cash flow of the major cable networks will exceed that of ABC,
CBS and NBC by more than five times this year. Success,
hawever. has not come without costs. Cable operators and
cable programers have rarely agreed on. the fees the latter
charges the former. But there are signs that the difference of
opinion today is wider than normal, as both sides wrangle over
the proper level of subscriber fees and advertising support.

Whatever the result of that debate, there is one thing cabie
services are sure of these days: that cable’s duat revenue
stream is capable of drawing more guality product to the
medium. such as rights to the next Major League Basebali
package, which will likely be awarded later this year.

Perhaps the fastest growing pan of the cable universe be-
longs to regional sports channels. in 1988, three new services
oftering regional (and increasingly national) coverage of major

sports were launched, and another is scheduled to begin in
November. There is also interest in launching in several other
markets. In all, between 14 million-to 15 million subscribers are
receiving regional sports networks. With its first major sports
contract now under its belt—hockey—regional sports channels
have become a major force that promises to play a role in all
future sports negotiations.

On the pay side of the business there are two strong stories.
The pay services' concerted efforts in marketing and promotion
over the past year offer signs of encouragement to a business
that as recently as 1986 found growth slowing to a near stand-
still.

Pay-per-view, which many believe can provide cable another
strong revenue stream, is attracting buy rates of up to 50% at
cable systems that are foregoing the the older addressable
systems for more sophisticated methods. Expensive systems
requiring dozens of customer service representatives taking
telephone orders are being repl:aced by speedy automatic
number identification systems and user-friendly impulse sys-
tems.

Walking basic cable’s tightrope

Striking proper balance in
funding channels is among
challenges of potentially
profitable cable sector

Programing u basic cable channel is a tricky
business and not getting any easier. As one
well-placed cable system executive de-
scribed the world of wired channels, “Any-
body who says they can predict this business
is kidding themselves. It’s like riding a bicy-
cle down a tightrope.”
_ Such MSO executives and their program-
Ing counterparts say the main hazard on
busic cable’s highly profitable journey to the
future is disagreement on how to finance
busic cable programing, how to strike the
proper balance between advertising income
and monthly subscriber fees paid by opera-
tors 10 carry basic channels.

These days. the subject of increasing sub-
scriber fees is sensitive. According to Paul
Kagan Associates, the cost to systems of the

Warner’'s Hussey

12 largest basic cable channels in 1986 ac-
counted for 6.9% of their total basic fee to
subscribers. In 1987 that cost rose to 8.5%
(chiefly as a result of ESPN’s NFL pur-
chase). In 1988 Kagan estimates total fee
charges will drop t0 8.1% with longer-term
discounts. Others say that renegotiations of
subscriber fees are moving the cost of basic
services up once again. “It’s getting worse
by the day,” said Lowell Hussey, senior vice
president of programing and marketing at
Warner Cable.

The two sides of the cable business have
every incentive to figure out the best way to
finance basic cable programing. One pub-
lished analysis of 17 basic cable networks
estimates they will generate pretax cash
flow of $372 million, on revenue of $1.35
billion, for a 27.6% return this year; the
three broadcast television networks. mean-
while, will make roughly the sanme return on
$8 billion in revenue, for a 5% return.

ESPN’s investment in a package of NFL

Viacom's Bennett
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games last vear is almost universally citec
as a subscriber fee increase that was ac-
cepted among MSO's.

Operators have watched the fees paid t¢
ESPN rise from 11 cents in 1986 to 2:
cents in 1987 and 26 cents in 1988,

For its part. ESPN has seen its 24-how
ratings rise from a .62 in 1986 to .85 ir
1988; its estimated advertising revenue in-
creased from $96 million in 1986 to $15¢
million in 1988.

Operators have seen their advertising
revenue rise as well.

ESPN’s noteworthy success has not
however, made it easier for other channel:
to raise subscriber lees. [t is generally saic
the onus is on channels to justify euact
proposed increase now more than ever.

Warner's Hussey said that he “does no
acknowledge” that channels must raisc
their subscriber fees to offer systems at
tractive programing.

“They should buy what they can afford

Jones's Jones



What Kind of Network
Wil It "Take To Keep
Cable Subscribers

Satisfied Into The 1990's?
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THE CABLE NETWORK PROGRAMING UNIVERSE

BASIC SERVICES

Network ESPN CNN WTBS USA Network MTV
Systems 19,500° 8,298 9,171 10,100° 5,010
Subscribers 47,800,000 46,869,000 45,718,000 45,200,000 42,700,000
CBN Nickeiodeon Nashville Net. Lifetime C-SPAN Nick at Nite
8,215 6,195 7,335 3,800 3,014 3,285
41,642,000 41,200,000 41,051,392 39,800,000 39,200,000 36,900,000
Weather Ch. A&E Discovery Ch. Headline News FNN VH-1
3,200 2,600 3,567 3,228 3,500 2,140
36,000,000 34,200,000 33,800,000 32,693,000 30,500,000 27,900,000
WGN-TV Score CVN BET HSN | C-SPAN N
11,071° 1,150 1,600 1,200 +,342 539
24,653,463 20,000,000 20,000,000 20,000,000 15,700,000 15.700,000
Learning Ch. QVC Network WWOR-TV Telshop Silent Network | Eternal Word
930 931 2,499 850 350 TV
12,800,000 12,600,000 12,302,073 12.000,000 10,300,000 461

10,100,000
Fashion Ch. Inspirational WPIX(TV) Travel Channel Trinity Tempo TV
600 Network 858 260 650 700
10,000,000 950 9,678,474 3,300,000 8,000,000 8,000,000

10,000,000
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Country Music Movietime Acts HSN I KTLA(TV) Shop TV
Network 273 358 302 182 119 0!0
830 7,000,000 6,600,000 5,500,000 4,929,355 4,400,000
8,000,000
Nostalgia KTVT(TV) Galavision Mind Extension| Family TV Net. Ameriqa’s
325 “u7 290 University 50 Shopping Ch.
4,000,000 3,588,270 3,000,000 70 1,100,000 NA
1,700,000 1,000,000

PAY SERVICES

HBO Am. Movie Showtime Cinemax Disney Movie Channel
7,400 Classics 5,000 4,200 5,000 6,000
15,900,000 1,500 6.300,000 5,100,000 3,810,000 2,60 pi@
12,000,000
—
¥
Bravo Pilayboy
320 500
1,100,000 490,000

PAY-PER-VIEW SERVICES

Systemns
Addressable homes
Total basic homés

Viewer’s
Choice I and H
181

3,500,000

5,000,000

Request TV
190

3,200,000
4,500,000

Home
Premiere
Television
N/A

1,200,000

NA

Cable Video
Store

65

175,000

1,800,000

Zap Movies

o000l
66,000
170,000

‘ Affiliates include noncable system distributors.

Showtime The Movie Channel does not break ou! individual system counts.

PPV numbers are for systems, addressable homes and total basic homes.
Figures for WGN-TV, WPIX(TV). KTLA(TV) and KTVT(TV) Include TVRO and SMATYV afiliates.
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BC Video's Granath

A
It’s a strange relationship to always hand
us the bill” in the form of a subscriber fee
increase. he said.

Edward A. Bennett, executive vice presi-
dent at Viacom Cable. said that for a system
to sign a contract with a cable channel these
days means an “explicit understanding” of
what Kind of demographics it will deliver.
Bennett said that the subscriber tee issue has
become a “concern” among operators re-
cently because at times it has seemed that
the channels have been asking for increases
“simultaneously.”

Bennett said he sees the key to the future
of cable programing (and the key to systems’
signing contracts with a channel) as a chan-
nel’s ability to deliver customers and pro-
vide a unique addition to the cable dial. The
process of choosing channels lor a cable
system “is not scientific,” he said. “But you
have to look at it from a strategic point of
view.”

Glenn R. Jones. president and chief ex-
ecutive officer of Jones Intercable Inc.. said
that an example of a basic channel’s need for
realistic evaluation of proposed programing
strategies can be found in USA Network.
Jones Intercable (which serves more than
one million subscribers) has rejected a sub-
scriber fee increase that USA is now re-
questing to support its recent $60-70 million
commitment for the production of 24 cable-
original movies. Jones said that the pro-
posed movie package, and repeats of the off-
network hours. Wiami Vice and Murder,
She Wrote. will not differentiate the channel
substantially from the broadcuast networks or
broadcast stations. USA Network president
and chiet executive officer. Kay Koploviiz,
said that USA had not received official noti-
tication of Jones's decision as of last week.

“We want quality programing directed at
a specific audience, and we think there are
some that listen,” he said. Jones said his
company’s rejection of USA's proposed fee
hike should not be considered a lack of
interest in mobilizing financial support for
proposed programing. Jones Intercable op-
erates a separate financing division, Jones
21st Century. for the creation of cable pro-
graming.

Warner's Hussey mentioned cable’s possi-
ble involvement in the next Major League
Basebail contract as an example of a diffi-
cult choice that operators may soon face. To

A&E’s Davatzes

CAB’s Alter
get a fee increase from operators to purchase
part of the next contract. he said, a unique
addition to coverage of the sport would be

necessary. What made ESPN’s football
package valuable. he said, was an addition
to football on television with a package of
games on Sunday evening.

Herb Granath, president of ABC Video
Enterprises, said that he still perceives a gap
between MSQ’s’ ability to pay for program-
ing and channels” ability to provide worth-
while programing. Granath said that sub-
scriber fees currently are often “not
sufficient” to move channels ahead into new
programing ventures.

Granath mentioned purchases of off-net-
work programing as a “building block,” but
not & solution to closing the programing
gap. “We’ve got to bridge that gap before
we can move into the upper limits” of cable
programing. In that regard, Lifetime
(owned equally by Capital Cities/ ABC, Via-
com and the Hearst Corp.) has added to its
off-network purchase of Cagrey and Lacey
with a commitment to original episodes of
The Days and Nights of Molly Dodd.

Granath said that ABC VE (which over-
sees Capital Cities/ABC’s 80% interest in
ESPN) would hope (o support a bid on the
next baseball contract using subscriber fee
increases. He also mentioned the possibility
of supporting a bid on the 1992 Olympics in
Barcelona. Spain. with a fee increase.

Nickolas Davatzes, president and chief
executive officer at Arts & Entertainment
Network, said that he “had strenuous discus-
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sions with MSO's in the past several years’
about increasing subscriber fees. but in his
experience “reasonableness gets results.” Te
keep its place on cable systems, A&E tar-
gets what it calls “light TV viewers™ whe
would otherwise not subscribe to cable.

Although the subscriber fee issue appears
uncertain for basic cable the advertising side
of the picture is termed upbeat.

Barry Kaplan, vice president and mediu
analyst at Goldman Sachs, said that adver-
tising is becoming *“a more important
source” of financing cable programing. Ka-
plan said that despite slower growth in sub-
scriber fees, wemendous upiront business
for cable this year signals strong upward
movement in the cable programing busi-
ness

CableTelevision  Advertising  Bureau
President Bob Alter said cable advertising
will grow from $1 billion last year to $1.3
billion-51.4 billion this year.

In Kagan’s analysis, subscriber fees con-
tribute $500 miilion and advertising revenue
$835 million to the $1.35 billion in estimat-
ed cable network revenue this year. It is
advertising revenue, according to Kagan,
that frees up subscriber fees to give the cable
networks’ their impressive bottom lines.

On a per-24-hour rating point basis
(which encompasses subscriber and pro-
gram ratings growth), the top 12 cable net-
works will grow 13.1% in 1987-88 over
1986-87. In dollars, an average 24-hour
rating point will grow in value on those |2
cable networks from $93.4 million in 1987
to $105.5 million in 1988, ]

By Scott Barrett

Picture brightens
for pay cable

Increased marketing, original
programing and greater
differentiation among services
seen as keys to success

The pay cable business has survived its
skirmish with the home video craze, and is
continuing to see growth in its subscriber
numbers. With aggressive marketing power-
ing that growth, the individual channels are
using different techniques to bring in new
viewers.

“Qur direct marketing activity has in-
creased exponentially in the last 18
months,” said John Billock, senior vice
president, marketing, HBO. “We had al-
ways been relatively aggressive in that area,
but we’ve just recently increased our inten-
sity,” he said.

HBO and Cinemax, its companion ser-
vice, increased their subscription total by
1.8 million in 1987, and Billock said, the
services are “even ahead or at least equal to
that pace this year.”

Although the increased marketing cam-
paigns tend 10 cause a margin squeeze. Bil-
lock said the effect is temporary. “Although
we give up short-term margin during the
consumer promotion period, we increase
our subscriber base significantly. We have
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Many Americans preferred gavel-to-gavel convention coverage.
Cable television and C-SPAN gave them what they wanted.

“‘an unvarnished record of the whole convention”
—Multichannel News—

"“as the old-iine broadcast networks cut back more and more . ..

the audience for C-SPAN and C-SPAN Il grows.”
—Dallas Times Herald—

“The real political fans have switched to C-SPAN"
—The Orlando Sentinel—

“The most compelling political television of (the convention) belonged to C-SPAN"
—The Arizona Republic—

“If the convention was dull, so was C-SPAN. If it was exciting, so was C-SPAN.
And that's the way C-SPAN's viewers like it."”
—Broadcasting—
“Ten thousand journalists stand around telling each other how much better off they'd

have been if they'd stayed home and watched the whole thing on C-SPAN."
—The New Republic—

Complete Convention Coverage
Only on Cable . .. Only on C-SPAN

For information about C-SPAN, contact the C-SPAN Marketing Department at 202/737-3220.




more than justified our increased marketing
expenses, and once those customers who are
getting their first month free—if that is the
promotion—once they complete that first
month, they become full revenue-paying
users,” he said.

In the case of offers that give viewers a
free month or two of a premium channel,
there is always some drop-off of viewers
after the promotion. In HBO's case, Billock
says that “we end up keeping about 60% of
the gross installations in the post-promotion
period.”” But even at that rate, he added, “it
is a very economic strategy for us to be
executing because we’re growing at such an
aggressive clip. Also, with these promo-
tions we do a lot of marketing against the
homes-passed marketplace, and those
homes have been holding basic cable at
about a rate of 80%-85%, so the net result is
that while there are marketing cosis, both
the operators and the supplier, or HBO, are
experiencing very heavy growth.”

Jim Honiotes, director of programing,
Jones Intercable, agreed: “The key to our
growth has been aggressive marketing and
promotion. Our year-end growth rate when
we annualize the rate from the first two
quarters will work out to an increase of 8%-
9% from last year.”

Although movies continue to be the staple
of the pay channels’ menus, original pro-
graming is now seen as a means of establish-
ing an individual identity for channels, as
well as providing viewers with programing
exclusive to that channel. “The key to suc-
cess for pay channels is original program-
ing,” said Paul Napper, analyst, Crowell,
Weedon & Co., a Los Angeles brokerage
firm. “Original programing makes the view-
er think that if they don’t get this channel
they’ll miss out on seeing the programing,
that they won’t be able to see it anywhere
else,” he said. “Exclusivity is very impor-
tant because viewers want to know that they
can get programing not available anywhere
else,” Napper said.

According to Gary Keeper, vice presi-
dent, original programing, Showtime,
“Showtime’s original programing, generally
speaking, is more expensive than buying
movies. That being the case, and if you
figure that most people purchase the service
for the movies, then why would we bother at
all?” The reason, said Keeper, ““is that we
feel we need to have the subscribers feel that
they are getting their money’s worth, that
there is unique product on that screen that it
is worthwhile for them to pay for month
after month. In order to do that, there needs
10 be a mix of programing, and it needs to be
of very high quality. We’re convinced that
the enhancement of the service by original
programing means a lot to the subscribers,
that they’re saying, ‘I've got all these mov-
ies, but [ also have all this other program-
ing.” I think a lot of it is perception, that
they want to know that all that other pro-
graming is available. For instance, in the
case of a series where they can accept the
familiar faces and come back to them week
after week, that kind of viewer loyalty is
very important to us.”

Keeper also feels that subscribers “want
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HBO's Billock

Disney’'s Cooke
to get a complete entertainment package,
and this way they are getting all those top
movies that we promised them, but they’re
also getting big concerts, big comedy acts,
series and high-quality made-for-cable mov-
ies, all that are video-proof, that they are not
going to get anywhere, except on Show-
time.” Currently, 30-35% of Showtime’s
schedule is made up of original programing.

Keeper said that Showtime is satisfied wit
that figure now, but he sees a possibility ¢
an increase in the future and hopes that b
1991 the pay channel will program on
made-for-Showtime movie each month.

Home video has played a part in the pa
channels” interest in original programing
according to Honiotes. Now that viewer
with VCR’s can see theatrical releases mucl
sooner on videotape than on their cabb
channels, the pay services find themselve
in a position similar to that of the broadcas
networks during the *70’s, when cable bega
showing theatrical releases months befor
the broadcast networks’ windows for thos
releases were scheduled. With original pro
graming such as made-for-cable movies an
series, Honiotes said, “pay channels are abl
to get back some of the exclusivity tha
they’ve lost to home video.”

Indeed, differentiation of services has be
come a prime marketing base on which pay

The second coming

After early struggle, sports
channels hit stride, thanks in
part to cooperative programing
and shift to basic cable

Not too many years ago, regional cable
sports services were as good as any place in
the cable business to lose money. Spurred by
high programing ideals, aggressive business
plans and an abundance of channel capacity,
dozens of sports services were launched.
Some were full-fledged, year-round ser-
vices; others were pay services centering on
major league sports teams. Not all made it.

Some were disbanded; others were
bought by other operations. But some made
it through earlier struggles and are now
profitable today. This year has sparked a
resurgence in activities in regional sports
programing. Earlier this year, two services
were launched in Florida—SportsChannel
Florida (affiliated with Cablevision Systems
Chairman Charles Dolan’s four other re-
gional sports services) and the Sunshine
Network (owned by a group of cable opera-
tors). The Z Channel in Los Angeles, a
movie service, added a sports component to
its lineup and is going head to head with
Prime Ticket in that market. There are al-
ready two regional sports networks in both
New York and Boston. United Cable, Bill
Daniels (who owns 50% of Prime Ticket)
and Home Sports Entertainment (which
owns a Houston-based sports network and
49% of the Sunshine Network) will launch a
regional service for the Rocky Mountain
area next November. Viacom, Tele-Commu-
nications Inc. and Heritage are exploring the
creation of a service based in San Francisco.
United has taken a look at the Pacific North-
west, and SportsChannel is looking at
Cleveland and Minneapolis for start-up op-
erations. In its present markets, Sports-
Channel places its spillover games in New
York on a second channel and has consid-
ered second services in Philadelphia and
Chicago.

Broadcasting Aug 22 1988
36

Not only are regional operations growing
in number, but there are, increasingly, coop:
erative programing arrangements among the
services. The prime example of their collec.
tive clout is the $53-million rights fee
SportsChannel has paid for 50 Nationa
Hockey League games and Stanley Cug
action. Those games will appear on Sports
Channel’s five services—New York, New
England, Philadelphia, Chicago and Flor-
ida—and the network is talking with othe
regional sports entities about carriage.

A group including primarily the non-
SportsChannel services met in New York
carlier this year to talk about pooling funds
for 2 major event or two, such as a PGA goll
tournament. That group represents a sub-
scriber base of upward of eight million.

Already, services borrow games from oth-
er sports services, within the bounds of
rights contracts, to bring top-flight, profes-
sional sports programing to their markets.
The Sunshine Network, for instance, is car-
rying more than 100 Major League Baseball
games, drawing from three other sports ser-
vices this year. Those agreements allow re-
gional networks to supplement games of
interest in their local area, with baseball,
college football and college and profession-
al basketball.

In addition to the regional networks, ser-
vices carrying only one team for a particular
sport are doing business. Tele-Communica-
tions Inc. has been successful with Pirates
on Cable in Pittsburgh. There are cable
sports networks for the games of the Buffalo
Sabres, Utah Jazz and Portland Trailblazers.

Services have been able to draw top-flight
sports (all the major leagues, except for the
National Football League) at rights costs
that do not cripple the service. Advertising,
naturally attracted to sports, has increased to
provide a bona fide revenue stream. There
has been a gradual shift from pay to basic
among sports services, increasing distribu-
tion, and translating into more per-subscrib-
er fees and advertising revenue. The cores
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:hannels are building. “The demand for pay
s currently very strong,” said Nora Ryan,
ienior vice president, marketing, Show-
ime. "Showtime has shown steady growth
‘or over a year now, actually record growth
‘or the past year,” she said. One reason for
hat growth, said Ryan, is that “consumer
iwareness about differentiation has really
segun to take hold. Over 60% of the people
~ho have Showtime and HBO now under-
stand the instance of exclusive movies on
e channel or another, and we feel that
wwareness has contributed to the growth of
nultipay homes as well as to the overall
zrowth of Showtime.™

One pay channel service relatively unat-
‘ected by the home video industry is the
Jisney Channel. “In the time that 1 have
seen here [since August 1985], we have
seen the penetration of VCR's in our sub-
scriber base go from 50% to just over 80%,
ind that has not been a competitor to our

business. In fact, our subscribers use the
VCR’s to capture some of our programing
for subsequent use,” said John Cooke, presi-
dent, Disney Channel. “We are not in the
all-movie business, the kind of business that
others are in, where the VCR could com-
pletely satisfy the alternative to pay televi-
sion,” he said. “For us, we are really in the
family entertainment business. and our pro-
graming ranges from pre-school series in the
moming to made-for-TV movies in the
evening to specials in the evening to series
programing in the evening. All those pro-
grams fill various needs for different seg-
ments in the household, and they are also
needs that aren’t satistied by the VCR. We
have had a unique niche that we filled, and
in that position we were really immune from
a lot of the other issues that the other pay
services had and we had an opportunity to
grow dramatically because of the special
service we filled in the household.” Cooke

added. “No other pay service tries to pro-
gram by daypart for the difterent segment
that you would expect in front of the televi-
sion during that daypart.”

Not all pay channels have participated in
the growth of the past 18 months or so.
HBOs Festival service, launched last year,
is being canceled. eftective at the end of this
year. Limited channel space and failure to
reach its intended audience were apparently
the causes of the demise of the family-
oriented channel. The Playboy Channel, be-
cause of decreasing subscriber rates. has
announced that it will restructure its format.
In addition to changing its name to Night
Life. the channel will discontinue its cdited
X-rated movies, opting instead for softer R-
rated features. Night Life will also program
more mainstream. R-rated action films. O

By Steve Coe

agional cable sports

»f many major cities, unwired four or five
Jjears ago, are getting cable now.

“We are now in a position we always
:xpected,” said Tom Chestnut, senior vice
sresident, SportsChannel America. Sports-
“hannel’s operations in New York, Chica-
20, Philadelphia and New England “are or
ire on the cusp of making money,” he said.
‘Now you're getting regular places where
seople look for sports. People see that as the
future—sports on cable.”

Sports is home video proof. “You can’t go
jown to the home video store and rent
tonight’s Rangers game,” said Marty
Brooks, vice president, programing, Madi-
son Square Garden Network.

The regional sports idea has been tied to
cable for more than a decade. “A lot of
people saw the potential for this type of
success” with New York and Philadelphia,
said Chestnut, but one of the early problems
was that “the teams wanted too much mon-
ey.” Regional sports on cable has always
been “good for the teams and good for the
cable operators,” said Chestnut. “Now it is
becoming good for us.” “It took a little
longer for it to become a good business for
us. There wasn’t a road map to follow,” he
said.

Even SportsChannel found the hurdles
higher than it first expected. “We have come
to learn it is a three-to-five-year payoff,” he
said, “and we did not know that from day
one.”

Bill Aber, vice president and general
manager of Home Team Sports, a Washing-
ton-Baltimore sports service, said HTS,
which just passed one million subscribers, is
a year away from profitability. The problems
of the early 1980 he attributed to “bad
business forecasting” that included “pie in
the sky ideas, and very rapid returns on
investment...We already knew it was prob-
ably five years,” Aber said, “but we
couldn’t predict the slowness with which
D.C. and Baltimore were cabled.” The un-
cabled city cores were where the staunchest

support for the local teams was concentrat-
ed.

Now there is a “‘second breadth of matur-
ation,” said Aber. There is much more real-
ism on the part of teams, the operators and
the networks, he said. HSE’s Dick Barron,
executive vice president, said the growth in
sports services is “just a natural evolution of
the business in areas where it made sense.”
Those with staying power are the operations
that stay “lean and mean and don’t overpay
for rights,” he said. HSE, although expand-
ing today, at one time was retreating. It
closed an operation in Pittsburgh several
years ago and combined its Dallas and
Houston services into one operation,

The basic versus pay conundrum

Most regional sports services are basic only
or are a combination of basic and pay. In
some markels, the sports service is on a pay
tier at the core of the market, but on basic
outside the core. And althcugh the existing
pay sports services continue to operate that
way, the new services coming on line—the
two in Florida and the proposed one in
Denver—are basic services.

HSE executive vice president, Dick Bar-
ron, said HSE is a pay service within G0
miles of the base market and on basic sys-

tems farther out. The pay split with the
operator is 50/50, he said, with a $2.50
minimum. About 80% of HSE’s revenue
comes from subscriber fees, and the other
20% from advertising. For the moment,
Barron believes HSE can continue the dual
basic/pay offering in Texas. I think we can
hold out,” he said, but he predicts that
services will be “looking at going all basic
eventually.” The teams are worried about the
gate, he said, but contends that “'the function
of a full house is a winning team,” not ils
cable rights setup.

SCA's Chestnut said the decision to go
basic “is really a market by market question.
Every market has a different set of condi-
tions.” But he said SportsChannel is “lean-
ing toward basic because it takes longer to
build a pay base.” In Florida, SportsChannel
is on basic, and after SC acquired Sportsvi-
sion in Chicago it converted it to basic. “We
were looking at it being a pay channel and
recognized that is was never going to work
that way,” he said. The decision was made
“to make it basic and give access to every-
body,” he said.

“We are basic because we want to be,”
said Prime Ticket President Tony Acone.
The goal is to reach the greatest percentage
of the base, he said, then ““convert subscrib-
ers into viewers.” In essence, said Acone,

The Washington Capitals on Home Team Sports
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“you are shooting with a rifle after you've
hit it all first with a shotgun.”

Said MSG’s Brooks: “We are a basic
service. We feel the greatest distribution
possible is in our best interests. Qur birth-
right is basic.”

Unlike other pay services, the pay sports
services, like their basic brethren, carry ad-
vertising. And advertising, like the sports
services themselves, is growing. The key to
advertising, said Chestnut, is market size.
SportsChannel is in good shape, having op-
erations in three of the country’s four largest
DMA’s. “New York is clearly the leader,” he
said. Still, he said, some advertisers ‘‘are
slower in coming to the conclusion that
regional sports is a viable advertising vehi-
cle.”

Robert Fennimore, president of Rainbow
Advertising Sales Corp., which handles ad-
vertising for SportsChannel’s regional ser-
vices, said advertising will be up 43% for all
five networks, and 36% in New York. The
list of advertisers has expanded, he said, and
“our renewal rate is incredible,” between
85% and 90%. “Each year the uphill run
becomes a little flatter,” he said. “The prod-
uct is finally accepted,” he said, and that is
“contagious within ad agencies.. Adver-
tisers realize this product we deliver is a
great product.”

HTS’s Aber said he is 100% sold out for
major events. But he is cautious about too
much advertising on a pay channel. “You
ought to limit it since people are paying,” he
said. On the other hand, the natural breaks
in sporting events are tailor-made for com-
mercials, and sports service operators report
that viewers are used to seeing commercials
in sporting events. The advertisements fol-
low the flow of the game, said Barron. “We
don’t create breaks to make money.”

Aber said local ad sales on HTS will be up
100% over the year carlier. “You have a
very, very efficient audience sitting at
home,” he said. Barron describes the typical
viewer as upscale, high income, with lots of
education and viewer loyalty to several
games a week at a several-hour stretch.

Although the only ratings sports services
have are the telephone coincidentals many
periodically gather, Aber noted a different
ratings criteria. Every 30 days, the viewers
make the judgment to retain the service
when they pay the cable bill. Churn, said
Aber, seems to hit twice a year, at the
beginning and end of the baseball season. It
runs 6% to 7% at those times, and less than
5% at other times.

“Cable is getting stronger daily,” said Bill
Wischman, general manager of the Pro-Am
Sports Service in Detroit, and the advertis-
ing has come around. “We were low on the
totem pole,” he said, but now “we’re selling
out, which we never did before.” Sports, he
added, “is probably your best seller any-
way.”

What regional sports bring to advertisers,
instead of ratings, is “a lot of potential, and
feeling for the actual event,” said Prime
Ticket’s Acone. That the teams have already
appeared on broadcast TV gives an adver-
tiser a yardstick. “They realize we're not
sitting here with Nielsen numbers...but they
know the position and placement [of the

Sports channel

scorecard
Service Subscribers
Madison Square Garden Net. 2,400,000
Prime Ticket 2,300,000
Sunshine Network 1,900,00
SportsVision Chicago 1,400,000
Sportschannel New York 1,200,00
Home Team Sports 1,080,000
Sportschannel New England 952,000
Pirates on Cable 925,000
Home Sports Entertainment 850,000
Pro-Am Sport Systems 505,000
Prism 430,000
Sportschannel Florida 400,000
New England Sports Network 275,875
Z Channel 110,000

events] in the marketplace,” said Acone. He
said advertising on PT has increased each
year, but gave no details. He said Prime
Ticket is “moving aggressively into re-
search™ to gauge subscriber viewership.

Tl he shared programing connection

The growing use of shared sporting events is
adding to the quality of programing on re-
gional sports. The best test of that approach
will come this winter, when SportsChannel
America will launch with the NHL as its
keystone package. SCA will carry 250 live
major events a year. There will be 50 NHL
games, two each week, plus the All Star
game and coverage of the Stanley Cup play-
off series, which could mean another 36 or
37 games. Those games will be supplement-
ed with college football and basketball
(Notre Dame and several Florida schools),
and tennis and boxing. SC’s Sports Nightly
news show, hosted by Lee Zeidman, will be
expanded to include other hosts and more
sports information.

Operators will be able to pick up two to
three nights of SCA programing for nothing
(*Closed Circuit,” Aug. 15) from Oct. 6
through December. The full, seven-day-a-
week schedule will begin in January ]989.
SCA hopes to have 10 million subscribers
on line this fall (the SportsChannel services
combined reach nearly five million) and 30
million by the-end of the three-year NHL
contract.

But the reaction from other regional
sports outfits has been guarded. “How much
more hockey can we have?” asked HTS’s
Aber. HTS will carry 80 games of the NBA
Bullets and NHL Capitals this winter, along
with college basketball. There are not 50
nights available on HTS’s schedule for that
many NHL games, HTS said.

HSE’s Barron is also concerned that a
national hockey package won’t work as well
as regional sports. “What makes us success-
ful is the regionality of what we do,” he
said. “It’s a bold stroke on Dolans part,”
Barron said, but “it’s a lot of money.” Still,
HSE’s corporate parent owns the New Jer-
sey Devils, and although there are no hock-
ey franchises in Texas, Barron said he does
have room on his schedule to carry some
games.
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SportsChannel ~ America’s  Chestm
agreed that regionality is the key. “Once th
regionals understand the flexibility with th
NHL, that argument [that national game
won’t be of interest to local fans] goe
away,” he said. SCA will have the pick ¢
any game on the schedule, so regional se
vices can tailor their selections as much a
possible and provide viewers with liv
games versus taped programing, said Chesi
nut.

A SCA Major League Baseball package
if it were a successful bidder, would folloy
the same formula, he said. “Our approac
would be to break down a national packag
into a regional component,” said Chestnut
as the networks now approach NFL cover
age.

The ad hoc group of sports services, pri
marily nonSportsChannel services, are als
looking to share events. MSG’s Brooks said
“Qur primary focus is regional sports, bu
we couldn’t fill every hour of events wit
just regional networks.” The goal of the a
hoc group, he said, “is to get quality first
run Sports programing.”

While networks are looking for bette
programing, and a way to share programin,
costs, they are also looking to expand int
other markets. SportsChannel, with it
hockey package in hand, is the most obvi
ous.

Dolan, general partner of Cablevisios
Systems, SportsChannel’s parent, sai
Cleveland and Minneapolis were two mar
kets into which SportsChannel may venture
“We think Ohio is ready for a regional sport
service,” he said. But “it takes a lot o
organizing to get it ready...We’'re talking t
the teams and hope we can come up with :
plan,” he said. Minneapolis is one of tw«
NHL markets without a regional sports ser
vice. And the ownership of the Minnesot:
North Stars (NHL) and the Cleveland Cava
liers (NBA) is the same, said Dolan.

San Francisco and the Pacific Northwes
are two areas where “we are not activel®
involved,” Chestnut said, but added tha
SCA is “delighted to see other people break
ing fertile ground” in organizing sports ser
vices. Whether SCA is a service owner or :
program supplier, said Chestnut, it is a win
win situation for the company. Five year
out, he predicted there would 25 to 3(
markets where regional sports service:
would be in place.

SportsChannel also considered adding
services in Chicago and Philadelphia. Plan:
for a second service in Philadelphia have
been put on hold, said Chestnut, pending
greater available of games from the profes-
sional teams. In Chicago, Chestnut said
“we’re looking at SCA combining tc
strengthen SportsVision.”

Home Sports Entertainment has also ex
panded its horizons, being the managing
partner in the Sunshine Network and taking
a piece of the Denver-area sports service tha
will launch next November. “We're lookiny
at any region that makes sense,” said HSE™
Barron. What makes sense are markets tha
“have the teams, have the product and have
the number of homes,” he said.

There is also the beginning of regiona
sporting events on pay per view. Barron saic
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1SE has used PPV for some college football
ind Dallas Mavericks playoff games. The
eason is simple: “You try to maximize your
evenue off your product.”

Barron will sell to both cable systems and
(VRO owners. He said Texas has 22% of
he country’s dishes, or about 400,000. “It’s
t nice little business all by itself,” he said.

Prime Ticket’s Acone is also bullish on
PPV. “Somewhere out in the future is a very,
very strong PPV business,” he said. And he
sees developing from a basic service, more
50 than a pay sevice. PT promoted the Mike
Tyson-Michael Spinks fight very heavily,
Acone said. [t was logical to promote to an
sveryday sports channel.” That promotion
:an “‘uptick the value of PT for the operator”
9y driving up buy rates and making PTa key
affiliate and part of the cable operator’s core
susiness, Acone said.

Chestnut said PPV is something Sports-
Channel has looked at, and was under con-
sideration for a time as a second service in
Chicago.

Intermarket competition

Regional sports services have grown to the
point that this year the number of markets
where two competing services are going
head to head has doubled from two to four.
In New York, SportsChannel and Madison
Square Garden Network do battle. In Bos-
ton, there is SportsChannel New England
and the New England Sports Network
(owned partly by the Boston Red Sox and
Boston Bruins). This year, Florida and Los
Angeles joined the two-sports-services list.

“Some markets can handle two services at
the same time,” said Chestnut, citing New
York, where there are seven professional
sports teams. But in Florida, said Chestnut,
“the competitive element is robbing sub-
scribers of programing.”

“We are making money,” said Marty
Brooks, vice president, programing, MSG,
whose key is the Knicks and Rangers games

on the service. MSG and those two sports
teams are owned by Gulf + Western. In
Florida, the two basic regional sports ser-
vices contest is keyed on distribution. The
Sunshine Network, owned by 11 MSO’s,
has 1.9 million subscribers and is a state
public affairs service by day and sports on
evenings and weekends. HSE is the manag-
ing partner and helped by them, Sunshine
will carry 108 Major League Baseball
games this year, plus other local college
sporting events, including football of Flor-
ida State, considered a top 10 power this
year.

SportsChannel will claim about 400,000
subscribers, once several deals come
through, including Paragon Cable, which
will account for 210,000 subscribers. Para-
gon is an owner in Sunshine but conducted a
survey among subscribers in its operating
areas and they preferred SportsChannel pro-
graming. That includes MLB’s Yankess,
Mets and White Sox, the NBA expansion
Miami Heat, the NHL plus other events
from SportsChannel’s four other services.

“We're definitely not where we want to
be, but we have come a long way,” said Rod
Mickler, SportsChannel vice president of
marketing. He said the service will not go
away, but admitted that the growth has been
“a lot slower than we hoped for.” Mickler
said talks have picked up with some opera-
tors and he hopes the Heat and the NHL
package will draw in some operators. The
number of northern transplants among Flor-
ida residents provides a base for hockey
interest in Florida, he said.

Although some industry observers be-
lieve SportsChannel has the stronger sched-
ule, Dave Almsicad, general manager of
Sunshine, disagrees. “‘Sunshine delivers
product from every team in the state and the
MLB teams,” said Almstead, with the ex-
ception of the Heat. (Florida’s other NBA
expansion team, the Orlando Magic, will
begin play next year and the rights to its
games will pit the two sports against each
other again.)

“We hang our hat on the pennant race,”
not on individual teams, said Almstead.
Sunshine is carrying 25 MLB games in
August and 26 in September. And Sunshine
will carry 55 college football games this
fall. *“'We’re attempting to provide program-
ing that appeals to all,” he said, of the broad
cross-section in that schedule.

For most cable operators it is a matter of
one or the other. Since the per-sub fees are
nearly identical—Sunshine charges 20
cents, while SportsChannel charges 22
cents—and the programing is relatively
comparable, the issue is distribution. Alm-
stead said Sunshine is interested in the NHL
but admits “it will probably not be made
available to us.” But, he said, “nearly two
million households is a hard thing to over-
look.” Sunshine will carry 20 to 25 college
hockey games this year, he said.

Although it would appear that the region-
al sports service concept has arrived, Chest-
nut believes further shakeouts may be in the
offing. “We’re in a transition period,” he
said, “as sports moves from networks to
cable. Cable has proven increasingly it can
handle sports better than the networks.”
Chestnut believes that the five or six cable
sports entities that can vie for national rights
may be down to two or three in a few years.

But that sword could cut both ways. Aber
worries about what more MLB games would
do to HTS. “More games impact me nega-
tively,” he said, because he is already carry-
ing 90 Baltimore Oriole games. His concern
is that “in the quest to get national money,
that they [the leagues) don’t step all over us
[the regional sports networks) in the pro-
cess.”

Although the dilution of product is a con-
cern, regionals without competition in their
markets are primarily insulated from losing
programing. Tomormrow’'s success, said
HSE’s Barron, is linked to sticking with
what has got them here: “Our future is to
stay with programing on a regional basis.” O

By Matt Stump

Unscrambling PPV options

System operators face a growing
number of choices when adding
pay per view, including addressable
systems of widely varying cost

Cable systems planning to install pay per
view face a number of questions when de-
ciding which addressable system to buy.
What will installation cost? Will it increase
the buy rate? Will it interface with the bill-
ing computer? Will it employ a bank of
telephone operators and require dozens of
telephone lines?

Many cable operators are finding that
those problems are best solved by the cur-
rent automatic number identification (ANI)
technology. Low installation costs and user-
friendly aspects make it an attractive alter-
native. But others believe the future lies
with interactive technologies that do not
require customers to pick up a telephone to

place their orders.

As of Jan. 31, statistics compiled by Paul
Kagan Associates, Carmel, Calif., show 5.2
million homes in the U.S. are capable of
picking up pay-per-view programing, which
is delivered through 240 cable systems. A
June Kagan survey found that 60,222 PPV
homes are equipped with some form of
impulse, interactive box. The Kagan sur-
veys, however, did not break the figures
down according to the number of homes
with telephone ordering systems, such as
ANI or automatic response unit (ARU).

Request TV, New York, which delivers
pay-per-view events 1o cable systems serv-
ing 2.8 million homes, estimates that 16%
of those homes are served by ANI systems,
20% by ARUj/customer service representa-
tive (CSR) systems, 46% by straight CSR
and 18% by the impulse technologies. The
fastest growing technologies, Request’s Tina
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Clark said, are ANI and impulse. Evidence
of that, she said, is the fact that Request-2,
Request TV’s new pay-per-view service, is
being introduced by either ANI or impulse
by 52% of systems.

As the Request numbers reflect, there are
four general pay-per-view delivery methods
and many systems continue to use CSR, the
carliest-developed and simplest form of
addressable technologically. In this system,
customer service representatives take orders
for programs over telephones. The orders
are then manually programed into the com-
puter managing the addressable boxes.
CSR’s drawback is the expense of maintain-
ing several telephone lines and a staff of
operators to take the calls. Because many
pay-per-view customers tend to order just
before an event, CSR systems are often
overloaded before popular offerings.

As an alternative, some cable systems
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install ARU systems. Customers with
touchtone telephones can access the man-
agement computer directly by pushing the
correct telephone button when cued by a
recorded message. However, viewers with
rotary telephones must still order through a
customer service representative. Another
drawback is the time it takes to order. The
consumer must wait until the recorded mes-
sage cues the desired event, a process that
can take several seconds. Because pay per
view is considered by many to be a spur-of-
the-moment, impulse buy, there is an incen-
tive to find quicker ways to take orders.

ANI fills that bill. The telephone ordering
process is streamlined so much that the
entire process, from the time the viewer
picks up the telephone to the moment the
order is registered by the computer, takes
about 15 seconds. Rather than getting a
recorded message, the consumer dials a par-
ticular number and waits for a beep to con-
firm that the order has been placed. Com-
panies marketing ANI systems also claim
system overload is solved as thousands of
orders can be taken by the computer at once.
It is also relatively inexpensive to install
and, because both rotary and touchtone
phones can be used to order, the need to
employ a large number of customer service
representatives is eliminated.

Some operators are investing in the im-
pulse technologies. Viewers with remote
controls in hand can order programs through
their cable decoder boxes from the comfort
of their easy chairs. Manufacturers of de-
coders market two approaches to impulse
pay per view (IPPV)}—*store and forward”
systems and two-way RF systems.

A “‘store and forward” decoder receives
the pay-per-view order and immediately acts
to descramble the desired program. Infor-
mation on the order—time and cost of the
viewed program—is then held in memory in
the box’s built-in microprocessor. The box is
connected to the telephone line and at regu-
lar intervals the billing computer at the cable
system headend “polls” the decoders to col-
lect the stored information. So far, the big-
gest drawback to these systems seems to be
added complexity when installing the
boxes. Because the boxes must be connect-
ed to both the cable system line and the
telephone line, the box installers must re-
ceive additional training.

Two-way RF systems, in real time, pick
up the order impulses through the coaxial
cable. The management computer immedi-
ately receives the message to descramble the
signal, and the order information is sent
directly to the billing computer. This system
is the simplest in concept, but can be expen-
sive to maintain and requires reservation of
a return channel over the cable system.

Decoder manufacturers generally build
boxes for all the addressable systems. No
specific technology is urged over the others,
they say. After judging the virtues of the
different systems, cable operators decide on
the amount of money they plan to invest
based on the size of their markets. “We offer
flexibility to give the operator a better fit for
his needs,” said Vito Brugliera, vice presi-

dent, cable products division, Zenith Elec-
tronics Corp., Glenview, Ill. The Jerrold
division of General Instrument Corp., Hat-
boro, Pa., recommends to those considering
the impulse technologies: “If a guy is going
100% impulse, he should go RF [two-way
over coaxial cable]. If he’s going only 20%-
25%, go telephone [store and forward].
That’s the rule of thumb,” according to Jer-
rold President Hal Krisbergh.

Zenith’s cable product line includes the
two-way RF Z-View system. The company
claims that its Z-TAC decoders are designed
to be simple and require little maintenance.
A great deal of research has gone into Ze-
nith’s store and forward system with the
PM-Pulse box, which employs the Zenith-
developed pulse modulation scrambling
method. PM-Pulse decoders, first installed
eight months ago at Multimedia Cablevi-
sion’s Wichita, Kan., system, are the first
IPPV boxes to sell for less than $100 per
unit, the company claims.

The latest, top-of-the-line box produced
by Jerrold, the IMPULSE 7000, is compati-
ble with all addressable pay-per-view sys-
tems, including store and forward and two-
way RE Scientific-Atlanta recently installed
10,000 of its first store and forward addres-
sable boxes, the S-A 8585, at Multimedia’s
suburban Chicago systems (BROADCAST-
ING, May 16). A two-way system is now
under development by Scientific-Atlanta
and is expected to be ready for shipping by
next spring, according to Steve Necessary,
subscription product marketing manager.

Most cable operators find ANI “cleaner
and simpler” than ARU from a billing and
installation standpoint, Krisbergh said. But
typical buy rates of 20%-30% are not much
higher than those on ARU, he said. “The
subscriber still has to get up, walk to a
phone...All that you've really changed are
the economics to the cable operator in terms
of what the cost is of backing up that sys-
tem.” But the fact that ANI is gaining popu-
larity with cable operators is “not hard to
understand,” Brugliera said. “Everyone has
a telephone; that’s all you need. All you
have to do is modify the headend.” That cost
is slight. The hardware and software for
Zenith’s “Phonevision” ANI system costs
about $20,000, Brugliera said.

Much of the capital outlay needed to
install ANI is “typically purchased by the
phone company,” Necessary said. “They get
their payback on that equipment by charging
a set amount per completed transaction,”
which is usuallly about 25 cents per order.

Brugliera predicted that both forms of
IPPV will be successful. Sometimes store
and forward will be harder to sell because
*“some operators don’t want to deal with the
telephone company,” he said. IPPV has the
most long-range promise, according to Nec-
essary, because its buy rate is higher
“Frankly, it has to be because of the addi-
tional expense,” he said. “But if you broad-
en your thoughts a little bit to consider that
it’s not just impulse pay per view, but it’s
impulse transactions...with essentially un-
limited capacity,” cable systems could pro-
vide home shopping or other interactive
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video services.

At the same time Krisbergh warned tha
buy-rate statistics are often not very helpful
Promotion seems to have more impact or
pay-per-view sales than technology. Heavily
promoted programs on CSR systems have
been known to record 50% buy rates, he
said.

Cable systems contacted seemed to be
satisfied with their chosen addressable sys-
tems. “We're doing fine with the ANI tha
we have in place,” said Cathy Wolosin,
director of marketing and programing for
Centel Cable Televiston Co.’s Florida cable
systems. ANI has made a significant differ-
ence in the time it takes to order shows, she
said, and gives the systems the ability to
handle a great deal more volume. The sys-
tems take 25%-33% of their orders for pro-
grams on the day of the event. “Without
some quick method for getting the custom-
ers’ orders in, and getting them off the
phone, you can't do it.”

An important priority for those installing
an ANI system, Wolosin said, is being cer-
tain that the software interfaces with the
billing computer are up to date. The soft-
ware now used at Centel’s Florida systems
“gives us the option of doing some checks
before your order gets into the system—a
credit check, a phone number check and a
lot of different things that I think wind up
making our service to the customer better,”
she said.

A system also must be certain that the
management computer has adequate mem-
ory to handle the additional orders, said Ron
Meteney, technical manager of Cox Cable’s
Lubbock, Tex., system, which is also oper-
ating an ANI system. Except for a few
“software bugs,” the system has worked
smoothly, he said. The investment for the
implementation of ANI there three years ago
was $6 million, he said.

Paul LaChance, technical operations
manager for Rogers Communications’ Min-
neapolis system, which operates a hybrid
ANI-IPPV addressable system, said that he
prefers the ANI part of the operation. ANI is
a happy medium between ARU and IPPV,
eliminating the wait of ARU but costing less
to install and maintain than impulse, he
said.

In some rare cases, system operators find
consumer preference for CSR over the more
technologically advanced methods. 1 know
myself that when I order something expen-
sive, 1 feel more comfortable talking to a
person,” LaChance said. But the dominance
of CSR’s is declining, especially as the vol-
ume of pay-per-view sales goes up at some
systems. “If we had to staff up with CSR’s
we would never be able to handle it,” said
Dave Edwards, manager of the Rogers sys-
tem in San Antonio, Tex. The Zenith Z-
View system installed there in 1984 can
theoretically take up to 30,000 orders in 30
seconds. That threshold has never been test-
ed, but the impulse technology has led to
better sales figures than those enjoyed by
nonimpulse systems, he said. o

By Randy Sukow



JBC looks to be in best shape,
vith Olympics a primed pump;
ABC and CBS try to make
‘he best of a bad situation

Nith network program production gearing
ip for the new prime time season, ABC,
~BS and NBC are now faced with the chal-
enge of coming up with effective viewer
yromotion campaigns.

NBC appears to be in the best position for
wo reasons. Most of its new season sched-
1le will return sooner to the air than either
4BC’s or CBS'. Also, it has the 1988
summer Olympics to air in late September,
ind the games are expected to do well in the
-atings as well as providing an effective
sromotional launching pad for new and re-
urning shows in October. NBC will use
iround $65 million in air time during the
Jlympics to promote its new prime time
ichedule, as well as news programing and to
1 lesser extent, daytime, sports and late
light programing.

CBS and ABC have the greater challenge
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CBS’s under-review campaign

‘War and Remembrance’ star Robert Mitchum

»f promoting both the mix of repeats and
yriginal product that will make up their
september and October schedules and also
jevise a strategy for introducing their de-
ayed new seasons. Executives at both net-
~orks agree it will be extremely difficult, if
10t impossible, to execute uniform promo-
ion campaigns addressing both the initial
srogram lineups and the delayed new sea-
ions. Both networks have said that most of
heir new and returning prime time series
yon’t be on the air until November. NBC
~ill have most of its new schedule on the air

by late October.

At NBC, promotion executives breathed
a sigh of relief when the writers’ strike was
settled because the settlement enables the
network to take full advantage of the Olym-
pics promotion opportunities. “I was sweat-
ing bullets there for a while,” said John
Miller, vice president, advertising and pro-
motion, NBC. “We've been working on this
strategy for a year.”

Throughout the summer, NBC has aired
general image spots featuring the “Come

Clympic star Carl Lewis

home to the best,” and “Only on NBC™ tag
lines. But as the season draws closer, the

Fox Television's wNyw(Tv) New York will carry first-run sitcom,
Learning the Ropes, Saturday mornings this fall, bringing the show
to 73% national clearance. The program, sold on a barter basis by
Action Media Group of New York, will premiere the first week of
October on some 80 stations, including in 24 of the top 25 television
markets. -

European satellite service, Sky Television, has agreed to broad-
cast business news programing supplied by the start-up European
Business Channel (EBC). The Zurich, Switzerland-based EBC will
begin airing its programing on Sky in November and will supply
additional programs for a 24-hour news channel the Rupert Mur-
doch-owned Sky plans to launch next year on Luxembourg's Astra
satellite. The advertiser-supported EBC, whose shareholders in-
clude Britain's Thames TV, also provides a German-language
broadcast service to West Germany, Switzerland and Austria. Sever-
al key editorial executives are drawn from the ranks of British
Broadcasting Corp. and Britain's Independent Television News,
with former Young & Rubicam Senior Vice President Charles Daw-
son heading up EBC's marketing effort.

0
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The Discovery Channel will carry three Australian documentary series
later this year, following agreement reached with program distributor
All American Television. Programs, produced by Australia’s Beyond
Limited, include nature-adventure magazine Jack Thompson’s Down
Under and Festivals of the World and Festivals of the Far East,
which will run as part of Discovery's Festivals anthology during fourth
quarter.

0

LBS Entertainment will distribute Manrhunt.. Live, with Patrick Duffy
as host. Two-hour, live, special will air on Dec. 7, 8-10 p.m. on East
Coast and at 5-7 p.m. on West Coast. Show will focus on Green River
serial killer, said to be responsible for deaths of more than 40 women
in Seatlle area between 1982 and 1984. LBS will make available 800-
numbers for viewers to call with information about case. On Oct. 14,
LBS will present two-hour special, UFOQ Cover-Up?...Live. Michael
Seligman is executive producer.

0

Republic Pictures said that Orbis Communications would handle
sales of barter time in Republic's new syndication program, On Trial.
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® A story about murders in a small lakeside town, The People Across
the Lake, is in production for future broadcast on NBC. Gerald
McRaney and Valerie Harper star. Bill McCutcheon is the executive
producer, and Dick O'Conner is the producer for Bill McCutcheon
Productions, In association with Columbia Pictures Television.

Brotherhood of the Rose, a four-hour NBC drama about the CIA has
begun production in New Zealand. Peter Strauss and David Morse
star. Marvin J. Chomsky is producer-director.

Wedding Bell Blues, an NBC world premiere comedy, has complet-
ed production in Los Angeles for airing during the 1988-89 season.
Paul Lynch is the director, Barry Oringer is the executive producer and
Sheldon Pinchuk the producer (for Finnegan-Pinchuk Co.).

A psychiatrist with troubles of her own is the focus of Over the Edge,
an NBC movie that has just completed production in Los Angeles. It
stars Melissa Gilbert of Little House on the Prairie. Emmy winner
Waris Hussein directed for Millar/Bromberg Productions, in associ-
ation with ITC.

Another NBC movie for the 1988-89 season is Around the World in
80 Days, which began production iast month. Pierce Brosnan (Reimn-
ington Steele) stars. The cast also features Eric Idle, Peter Ustinov, Lee
Remick and Jill St. John.

a]

® The aftermath of a wife's and mother's desertion is the stuff of a six-
part comedy, First Impressions, for broadcast on CBS Saturday, Aug.
27, at 8-8:30 p.m. NYT. Brad Garrett and Brandy Gold star. -
Inspired by the life of American aviatrix Fiorence (Pancho) Barnes,
the movie for television, Pancho Barnes, is in production in Texas for
broadcast on CBS next October. Valerie Bertinelli stars in the title role
of this Chrysler Showcase Presentation, with Sam Robards and Ted

The three-hour drama, Day One, an AT&T presentation, is now in
production in Monireal for broadcast on CBS. Brian Dennehy and
David Strathairm play General Leslie Groves and Dr, Robert Oppen-
heimer, respectively, of the Manhattan Project, code name for the
development of the atomic bomb. David W. Rintels is the producer
and Joseph Sargent the director, for Aaron Spelling Productions.

o

® George Stevens Jr’s portrait of his father, George Stevens: A Film-
maker's Journey, gets its TV premiere Thursday, Aug. 25, at 8-10 p.m.
NYTon ABC. The film was a 1985 Castle Hill Productions theatrical
release.

o

® The tinted version of the 1941 horror thriller, Dr Jekyll and Mr.
Hyde, starring Spencer Tracy, Lana Turner and Ingrid Bergman, de-
buts on superstation wres(rv) Atlanta Thursday, Aug. 25, at 8:20-
10:50 p.m. NYT.

a}

The new series, By the Sword Divided II, to be broadcast on PBS's
“Masterpiece Theater” beginning Aug. 28 at 9 p.m. NYTcontinues the
tale of the original By the Sword Divided of several seasons ago—a
family divided by their loyalty to the Royalists and the Parliamentar-
ians. John Hawkesworth is executive producer and Jonathan Alwyn
producer. Rebecca Eaton is series executive producer for “Master-
piece Theater” presented over PBS by noncommercial wGsH(Tv) Bos-
ton.

Painter Diego Rivera is portrayed on “"American Masters’ on
Monday, Aug. 29, at 9 p.m. NYT. Rivere in America is an Aturas
Films production in assccialion with American Masters. The pro-
gram is produced and directed by Rick Tejada-Flores and narrated

Wass.

1

by Luis Valdez.

network promos will be more-program spe-
cific. “People watch programs first, stations
second und networks third,” said Miller.

The network will soon enter the second
phase of its campaign, which will familiar-
ize viewers with the casts and characters.
One of those spots will deal directly with the
issue of the strike and the fact that it is over
and that viewers should discount everything
they read or heard in the media about substi-
tute programing and a delayed season.

The spot will feature about a dozen stars
from new NBC shows who will share the
following dialogue: “Forget what you heard.
Just forget it. Whoever said there wouldn’t
be a new fall TV season was .. .hasty. Very
hasty. We should know. Who are we? We are
the stars of the new NBC shows...” The spot
goes on to name all of the network’s new
shows and wraps with the “Only on NBC”
tag line. During the Olympic games close to
400 of the 20-second spots will be used to
promote the NBC schedule, said Miller. If
the games average the 21.2 rating on which
the coverage was sold to advertisers, the
new season promos would reach an average
of some 40 million viewers.

During the Olympics coverage, NBC will
air a series of new and returning program
promotion spots featuring stars in various
Olympic settings, said Miller. For example,
ALF will be featured in one spot as an
Olympic weightlifter who has difficulty
handling the weight he tries to lift. The
dialogue will read: ““Okay, okay, you are
tired of reruns. No kidding. Well, hold on to
your pommel horses ’til Oct. 3—that’s when
ALF’s new season begins with some very
strong shows.”

Other program promos will take a similar
approach, said Miller. The stars of Golden
Girls, for example, may be featured in a
synchronized swimming scenario. in addi-
tion, Miller said, the network will use the
Olympics to provide an in-depth look at the
stars and story lines of the new prime time
shows. To that end, each new show, with the
exception of Unsolved Mysteries, will be
promoted throughout an evening of prime
time Olympics coverage.

On the night that Dear John is promot-
ed, for example, an opening spot will fea-
ture the show’s star, Judd Hirsch, introduc-
ing himself and explaining that throughout
the evening viewers will see a series of
spots highlighting the situation comedy
and Hirsch’s co-stars. That’s more difficult
to do with Unsolved Mysteries because the
show has no recurring cast of characters.
But that show will be promoted during the
gumes with “victim testimonials” and oth-
er angles.

Miller also said that NBC Evening News
anchor Tom Brokaw would likely get a
night of promotion devoted to him and his
newscast during the games. Brokaw and
other prominent NBC News talent will
also be “promoted” by their participation
in the coverage, Miller noted. Today co-
host Bryant Gumbel, for example, has a
major anchor role during the games. Maria
Shriver is also co-hosting an Olympics
daypart. Brokaw will also take part in the
opening ceremonies broadcast.

Being developed for use during the
games is a series of new NBC Nightly
News with Tom Brokaw spots that Miller is
working on with the news division. He
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declined to discuss them in detail.

Prime time will receive the lion’s shure
of the Olympics’ promotional availabil-
ities, said Miller. News will get the next
largest portion, with daytime, sports and
late night dividing the rest. On the eve of
the games, NBC will launch a new comedy
between Golden Girls and coverage of the
Miss America Pageant. As of last week,
the network had not decided which new
comedy to go with.

At CBS, the network is currently re-
viewing its entire approach to on-air pro-
motion, according to George Schweitzer,
newly named senior vice president, com-
munications, CBS/Broadcast Group. Un-
der review, he confirmed, is the “televi-
sion you can feel” campaign, devised by
Backer Spielvogel Bates last winter. “CBS
Spirit,” the tag line theme it was designed
to complement, was replaced at the end of
last month with the introduction of the
revamped CBS eye logo (BROADCASTING,
Aug. 8). He declined to discuss what fu-
ture role Backer Spielvogel would play as
the network’s agency, other than to con-
firm that he and agency representatives
will meet to discuss that role shortly.

But CBS sources attending meetings last
week in Los Angeles reported that Schweit-
zer disclosed he wants to move most ot the
network’s creative on-air promotional work
in-house, where it was betore Backer Spiel-
vogel was hired a year ago. If that strategy is
implemented, Backer, sources said. will be
asked to remain on board as the network's
agency of record, executing media buys and
also doing much of the creative print work.

Schweitzer rejoins CBS (he was there for



yr 15 years before leaving a year ago for
oung & Rubicam where he headed the
zency’s corporate relations department)
> a time when the network’s entire promo-
on effort has come under intense criti-
ism from its television affiliates. At their
anual gathering in June, affiliates com-
lained the network’'s promotion effort was
stally ineffective. The network an-
ounced at the meeting that department
cad Warren Spellman would be replaced
y Michael Mischler. who is wrapping up
flairs at King World and is expected take
n his new post at CBS as vice president,
romotion, shortly.

Both Schweitzer and CBS Broadcast
iroup President Howard Stringer met with
e network’s West Coast promotion unit
f about 30 staffers to voice support and
ik strategy last week. While Mischler
Aill be free to put together his own team,
chweitzer said last week there would no
utback in the department. “If anything
/e’ Il expand it,” he said. He added that for
1€ first time at CBS, both the press and
dvertising-promotion functions will be
zporting to the top communications ex-
cutive and there will a “consolidated stra-
2gic effort™ between the two areas.

Schweitzer said CBS’s new fall cam-
aign would promote the first seven
veeks—which will combine returning se-
ies repeats with fresh long-form product
nd some short-flight original series
BROADCASTING. Aug. 15)—separately
rom the delayed new season. The network
s essentially offering female-targeted
ounterprograming during the first seven
veeks. “Tactically.” he said. the initial
ipproach “will be like retail advertising,
elling the viewer. what, where and when.
t will be creative but there will be no big
vrapper” packaging that part of the cam-
»aign.

Toward the end of the initial phase,
ichweitzer said, CBS will launch a cross-
yromotion blitz, designed to increase cir-
:ulation among several shows that demon-
JArated hit potential last season. including
Jeanty and the Beast, Wiseguy and Tonr of
Juty. “We'll take a look at the CBS cumu-
ative audience.” he explained. and target
or cross promotion programs such as
iews shows. with lighter television users.
Che cross promotion will try to persuade
;uch viewers to sample programs in prime
ime.

ABC has two substantial special events
vith which to promote new series this
‘all—the 32-hour mini-series, War and Re-
nembrance (18 hours of which will air in
November, with the balance airing next
/ear). and coverage of the Major League
3aseball playoffs. However. the network’
~ill not be able to take full advantage of
¥ar and Remenibrance as a promotional
/ehicle because of some severe restric-
ions Herman Wouk has placed on the
jetwork’s ability to promote its new sea-
son in the program.

In fact, at Wouk's insistence. no pro-
zram promos will appear in the body of the
srogram. He has allowed ABC to air a 30-
second promo at the beginning of each of
he seven episodes that will air this fall,
ind a 90-second promo to air at the end of
:ach episode. That amounts to 14 minutes

ot promotion ime that ABL has In 1s best
promotion vehicle of the new season,
which is about a 10th of the time NBC will
use promoling programs in the Olympics.

Mark Zakarin, vice president of market-
ing, ABC Entertainment, describes this
season’s network promotional effort as a
“uniquely chaotic situation.” As 1o the
restrictions on promoting the new sched-
ule in the mini-series, Zakarin acknowl-
edged they are “unfortunate.” No doubt,
the network will have to spend more on
paid advertising to generate awareness of
the new season (in print radio and cable),
he added. But War and Rementbrance re-

mains “a very important on-air platform.™

Zakarin said it was essential that affili-
ates carry those promotional spots in their
entirity, and not use the time to tease the
late news. “This is crucial for developing
awareness of the fall season and building
momentum for ABC.” he said. The spots.
he said, will have a “campaign feel.” but
he declined elaborate.

As for the mini-series itself, Zarkarin
said he is looking at some novel ways of
promoting it. He said it was premature to
discuss those approaches. However, other
sources at the nelwork reported that in
early September ABC will run print ads
alerting viewers to “three special sneak
previews of a landmark event in the histo-
ry of television.” Then. on the September
5 half-time edition of Monday Night Foot-
ball and the following day on Good Morn-
ing America and at the end of General
Hospital, two-minute teaser clips from the
mini-series will be aired.

puring tne U1ympics, willie woo 1y gu-
ing for women, ABC is going stictly for
laughs. For the entire Olympic period,
Sept. 15-Oct. 2, ABC will package prime
time as the ABC Comedy Decathalon, fea-
turing prime time strips of the networks
more popular comedies from 8 p.m. to 9
p.m.. followed by comedy specials and
movies from 9 p.m. to 1] p.m.

Humor will be the theme of the promo-
tion also, said Zakarin. As an example, he
said one spot promoting the Comedy De-
cathalon will feature Rodney Danger-
field's face superimposed on the body of
an QOlympic gymnast. “We will be brash
without showing any disrespect,” for the
Olympic movement, said Zakarin. The
strips and specials have been formatied to
allow viewers “to get in and out of the
schedule quickly”™ as they switch in and
out of the Olympic coverage.

ABC will use the baseball playoffs to
promote male-skewing shows, such as
MeGyver, and to some extent a batch of
new and returning comedies that will de-
but shortly after the playoffs end: Peifect
Strangers, Full House and Mr. Belvedere
(Oct. 14); Who's the Boss? and Roseanne
(Oct. 18), and Growing Pains and Head of
the Class (Oct. 19). Also last week, ABC
said the series remake of Mission: Impossi-
ble will debut Oct. 23. A rebroadcast of the
mini-series North and Sonth will be “our
female vehicle.” said Zakarin. Patrick
Swayze and Kirstie Alley have emerged as
stars since the first airing of the show in
1985-86. and will be used to promote the
rebroadcast. o

NBC takes summer’s 16th week
NBC took the 16th week of the summer season (ended Aug. 14) with an 11.5 rating and a 22
share. CBS came in second with a 10.5/20, while ABC had a 9.4/18. In the evening news
race, both CBS and ABC tied for first place with an 8.8/19. NBC closed just behind, with an
8.6/17.
The combined network rating/share for the week was a 31.4/60.

Nielsen Net Nielsen Net

1. 18.1/34 N Cheers 33. 9.5/22 N Facls of Life

2. 17535 N Cosby Show 34, 9.4/117 A Thirtysomething

3. 17.4/133 N Different World 35. 9.4/19 A | Married Dora

4, 17.2/31 N Night Court 36. 9.3/18 A Spenser: For Hire

5. 16.6/35 C 60 Minutes 37. 9.3/17 N Funny People

6. 16.3/32 C Murdef, She Wrote 38. 8916 C Magnum, Pl

7. 154/30 N L.A. Law 39. 8.8/17 C 48 Hours

8. 15.3/29 A Full House. Tues. 40. 86/17 C Newhart

9. 152/27 C Circus of the Stars 41. 8516 N My Two Dads

10. 15.2/27 N NBC Monday Movie 42. 8.3/15 A Slap Maxwell Story

1. 15.0/31 N Hunter 43. 8.316 N Miami Vice

12. 146/26 N NBC Sunday Movie 44, 8215 C Simon and Simon

13. 14.6/27 N ALF 45. 8.018 A Perfect Strangers

14. 14.5/29 A Who's the Boss? 46. 8.016 N Family Ties

15. 143/30 N Golden Girls 47. 7915 C Cagney and Lacey

16. 13.9/27 A Head of the Class 48. 7.8/18 C How B. Bunny Won the West
17. 13.7/25 C CBS Sunday Movie 49. 7.7115 A ABC Thursday Movie

18. 13.1/26 N Amen 50. 7.6/16 C Tour of Duty

19. 12.8/26 A Growing Pains 51 7.6117 N Best of TV Bloopers

20. 12.5/24 C Wiseguy 52. 75114 C Cavanaughs

21, 11.9/24 A 20/20 53. 7.4/14 N St Eisewhere

22, 11.1/20 A ABC Monday Movie 54. 7.3/16 A NFL Pre-season Football S
23. 10.6/20 A Hocoperman 55. 7.1/14 N Blackes Magic 2
24. 30.3/21 A Mr Belvedere 56. 66/13 A MacGyver 8
25, 10.3/21 C Jake and the Falman 57. 6.4/i12 A Hothouse o
26. 10.2/18 A ABC Sunday Movie 58. 6.4/13 C CBS Summer Playhouse b4
27. 10218 A Moonlighting 59. 6.1/14 C Kale and Allie =
28.  99/21 A Full House 60. 6.1/12 C Franks Place &
20. 9819 N Major League Baseball, Tues. 61. 6.0/13 N Rags 1o Riches 2
30. 987221 N Cheech Show 62. 5912 N J.J Starbuck z
31.  9.7/20 C CBS Friday Movie 63. 5.2/11 A Disney Sunday Movie §
32.  96/17 C Memories Then and Now 64. 4509 C Pre-Republican Convenlion &
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(KO) Coca-Cola........
{CLR) Color Systems...........
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(KWP) King World.. o
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(MGM) MGM/UA Commun. ..
(NHI) Nelson Holdings.........
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Cablevision, Viacom strike $575-million deal

‘ormer buys Long island and
:levetand cable systems, 5%

nterest in Showtime; agreement
ncludes joint marketing support for
sach company’s programing services

‘ablevision Systems bought the Viacom ca-
le systems serving Long I[sland, N.Y.. and
uburban Cleveland and took a 5% interest
1 Showtime/The Movie Channel last week
1 a deal valued at $575 million.

Cablevision will be getting the Suffolk
ounty. N.Y.. system it long desired. adding
40,000 subscribers in an area where it
»wns most of the other cable systems. The
leal will give Cablevision more than
-30.000 subscribers on Long Island.

In Cleveland, Cablevision will be pur-
:hasing a suburban system from Viacom as
vell as Viacom’s 20% interest in North
“oast Cable, the operator of the city system.
Mhat will give Cablevision 160,000 sub-
cribers in the Cleveland area. plus a stake
n the cable operation serving the 200.000
1omes in the city itself. the birthplace of
Tablevision Chairman Charles Dolan. “We
ire very pleased,” said Dolan. of the system
sortion of the deal. “We've been trying to
set into those two markets for a long time.”

Cablevision will also take a 5% interest in
Showtime/The Movie Channel for $25 mil-
ion. Connected with that purchase is the
wo companies’ pledge to help market each
sther’s cable programing services on their
‘espective cable systems. Viacom. in addi-
‘jon to Showtime/The Movie Channel. owns
MTV. VH-I. Nickelodeon/Nick at Nite and
viewer's Choice. Cablevision owns Ameri-
san Movie Classics. Bravo and SportsChan-
1el America.

Most of Viacom’s basic services are car-
1ied by Cablevision, but the pay services are
another story. and are one of the key parts of
:he deal from Viacom's perspective. Frank
Biondi. president and chief executive officer
of Viacom. said Cablevision has about
300,000 HBO subscribers, but only
170.000 Showtime/The Movie Channel
subscribers. After the sysicm purchase. that
figure will rise to between 230.000 and
240,000, but is shy of what Viacom wants to
see. Biondi said Cablevision will get an
incentive distribution deal at a “very aggres-
sive price” that calls “for marginal growth
over the next three to five years.” The in-
vestment in Showtime also will get it a seat
on the board. Cablevision has one of the
highest  revenue-per-subscriber-per-month
figures ($33) in the industry, and has a
strong pay-to-basic penetration ratio. In ad-
dition to its Long Island system. Cablevi-
sion has ownership in systems being built in
New York and Boston. plus systems recently
acquired from Adams-Russell (including
ones in New York., Maine and Massachu-

setts). providing Viacom with more fertile
ground to extend its reach of Show—ti-
me/The Movie Channel.

Dolan said the added push behind Show-
time won't hurt HBO. “I don't think we're
going to take anything away from HBO," he
said. “We would like to find new ways of
packaging Showtime so that the subscriber
has the benefit of both services.” Marketing

Dolan

two pay services on a stand alone basis *is
difficult.” Dolan said. Cablevision will look
to combine Showtime with HBO or as part
of its other pay packages. Rainbow and
Rainbow Gold. “The more the subscriber
buys. the less each element costs him.”
Dolan said. making the customer more salis-
fied customer and less likely to drop ser-
vices.

The Showtime buy-in does not preclude
other MSO participation. and Biondi said
those discussions continue to take place.
Viacom is willing to sell up to 50% of
S/TMC. and hopes to realize another $200
million to $250 million from that sale.
Biondi said it was more likely that five to
seven MSO’s would buy into S/TMC than
for nine other companies to take a 5% slake,
as Cablevision did. Tele-Communications
Inc., the country’s largest MSO and a heavy
investor in cable programing. has often been
mentioned as a likely buyer of an interest in
Showtime. but a company spokesman last
week had no comment on where TCI stood.

Biondi said Viacom will roll out AMC
and Bravo “as channel capacity becomes
available with rebuilding. We have commit-
ments to TNT and PPV already in the
works.” he said. and the rollouts of AMC
and Bravo will occur over the next five to
seven years as rebuilding takes place.

The Cablevision-Viacom deal will also
help the bottom lines of each company’s
cable operations when paying for cable pro-
graming. “We've agreed to give the other as
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good a deal as anybody else,” said Dolan
about future programing contracts. It would
be a “most favored nation status and nothing
more than that.” he said. That would mean
Cablevision and Viacom would pay as much
for the other’s services as industry
heavyweights TCI and American Television
& Communications are paying.

How SportsChannel will fit is uncertain.

Biondi
Biondi said the agreement “didn’t get that
detailed” in calling for Viacom carriage of
Dolan's new regional sports channel. Via-
com and TCI have discussed launching a
San Francisco area channel, and both MSO'’s
have substantial operations in the Pacific
Northwest, a more likely home for Sports-
Channel’s NHL package.

There was also the hint of new program-
ing services being developed. Dolan said:
“Cablevision and Viacom are leading pro-
gramers in the cable industry. Our arrange-
ment for joint marketing support will en-
courage both firms to create new program
service for the cable market.” Biondi said
there were no specific ideas for new pro-
graming services. although they would
“presumably” be basic.

The deal. which is subject to the parties
entering into a definitive agreement and
other regulatory and board approvals, will
give Cablevision 1.3 million subscribers in
11 states. Viacom will have 940,000 sub-
scribers. But the transaction also portends
closer ties between the two companies.

The asset sale will help Viacom further
reduce its $2.4-billion debt associated with
the leveraged buyout by Suminer Redstone.
The company is looking to get between
$150 million and $200 million for WVIT(TV)
Hartford. Conn.. which. coupled with fur-
ther sales of S/TMC, will reduce the com-
pany’s debt to less than $1.5 billion. The
company last month completed the sale of
£500 million in bonds. Biondi said once the



asset sales are completed—the Cablevision
deal is expected to close within the next six
to nine months—"we will get a new bank
line.”

Biondi said Viacom will then look at
expanding its operations “in line [with what]
we are already in,” including radio and
television stations, programing, cable sys-
tems and cable programing services. Via-
com will look for wherever the best deal is,
he said. “You can’t force a quality sale in [a
given] market,” Biondi said.

Viewer’s Choice, Viacom's pay-per-view

operation, is not a part of the deal. Biondi
said the merger between Viewer’s Choice
and Home Premiere Television is basically
“a done deal,” with the final details being
worked out. As envisioned, Viacom would
join the five MSO’ in HPT—American
Television & Communications, Cox, Tele-
cable, Continental and Newhouse—in own-
ing the HPT PPV distribution arm. Biondi
hinted that the ownership may not be limited
to six MSO’s. Viewer’s Choice would re-
main intact and become a supplier of PPV
programing, such as events and specials. O

Cable Value Network goes shopping;
gets Fashion Channel Network

CVN will continue to offer
service; creditors of troubled
operation will be paid from
sales of FCN merchandise

The Cable Value Network took over the
operations of the financially plagued Fash-
ion Channel Network last week, closing
down its operation in Los Angeles and mov-
ing the service to CVN’s offices and studios
in Minneapolis. CVN “will maintain the
look, concept and product mix of the Fash-
ion Channel,” chairman and chief executive
officer Ted Deikel said, but “the difference

will be in marketing and merchandising,
which is something we know how to do very
well,” he said.

CVN will not assume the liabilities of the
Fashion Channel (in excess of $15 million)
that were incurred before CVN officially
took over the service last Monday, Aug. 15.
Provisions in the agreement, however, call
for those crediters to be paid from sales on
Fashion Channel merchandise. Included in
the list of creditors are Tele-Communica-
tions Inc. and United Cable, which also own
a piece of CVN, who combined. are owed
more than $3 million.

CVN is the largest cable home shopping
service with 20 million subscribers and sales
of $350 million-$400 million in its last fiscal
year. The agreement calls for CVN to con-
tinue to produce and distribute Fashion
Channel programing (offering apparel, jew-
elry and accessories). Initially, CVN will
carry eight hours live and 16 hours of taped
programing each day. Marketing, merchan-
dising, accounting, order entry, fulfillment
and related functions will all be handled by
CVN. CVN is also expanding its inventory
of apparel and accessories it is selling on the
Fashion Channel, but will draw from its own
warehouses and order new product through
its own buying department. It is expected
that CVN will hire between 50 and 100
people, mostly production and on-air talent,
for the new Fashion Channel.

Part of the agreement says that CVN “will
not be responsible for FCN’s liabilities. per-
sonnel, physical plant or legal and financial
claims arising from Fashion Channel activi-
ties before the execution of the agreement,”
CVN said. Richard Harvey, an attorney with
the Los Angeles law firm of Mitchell, Sil-
berberg & Knupp, which has been retained
by FCN. said the service has an apparel
inventory valued at $500,000. plus other
production and operational assets that could
be sold as part of a final bankruptcy plan.

CVN will retain 97.5% of total net sales
from FCN, with the other 2.5% going to

SatellitenFootprints

PAS blocking. Pan American Satellite last week filed comments at the
FCC encouraging denial of Comsat's application to participate in
construction of the high-power Intelsat VIl satellite series. Arguing that
Comsat “has not met its burden of establishing that these new satellite
are required in the public interest” and that it "has repeatedly, and
significantly, overestimated its traffic requirements,” PAS also charges
that “over 28% of Intelsat’s capacity in use is dedicated to non-U.S.
domestic service." Calling the Intelsat VIi application “impermissably
vague on the domestic services issue,” PAS says that *Comsat has
entirely failed to justify why U.S. ratepayers should make any contribu-
tion toward the cost of procuring capacity to be used for non-U.S.
domestic services.”
o

News hours ascend. GTE Spacenet Corp., responding to a rise in
satellite newsgathering needs—as evidenced by the 1,600 hours of
transponder capacity booked on Spacenet birds during the five days
of the Democratic national convention last month—has opened 20
additional voice channels on its Spacenet | sateliite that are to be
dedicated to newsgathering. The new “demand assigned multiple
access” (DAMA) voice hub was characterized by GTE satellite ser-
vices director, Harley Shuler, as a commitment specifically to "the
broadcast community.” More than 1,000 of the Democratic convention
hours were used by ABC, CBS, the Cable News Network, Gannett
News Service, affiliates of those news organizations and the Florida
News Network. Through brokers, said GTE, other convention hours
were booked by independent television stations. Eighty-five satellite
newsgathering customers used GTE's GStar and Spacenet birds as of
last month, according to GTE.

In a separate development, Group W Television's Newsfeed Net-
work, in an effort to provide its 100 TV station affiliates "with more
options and opportunities than they ever had before," has expanded
its evening Nightfeed news video transmissions by 50%, from 30
minutes to 45 each weekday. The network will continue to provide the
one-hour Dayfeed at 4 p.m. (NYT) weekdays, as well as the 7:45 p.m.
(NYT) Update and unscheduled Flashfeeds. All distribution feeds
griginate at production headquarters in Philadelphia.

v]

Up, up and away. Financial results for first six months of 1988 show
IDB Communications net income ($1,171,000) up 90%. revenue

($9,481,000) up 103% and earnings per share (24 cents) up 60% over
same period in 1987. IDB president, Jeffrey Sudikoff, called May-June
Moscow superpower summit “most significant first-half special event-
...contributing revenue to all of our service categories,” including
broadcast radio and TV networks. Earlier this month, the FCC autho-
rized expansion of IDB's international business by granting applica-
tions to construct and operate two international earth stations at Staten
Island, New York, for provision of Intelsat Business Services and
television services.
=]

Hitting the books via satellite. A quarter of the nation's colleges
own and operate satellite receiving dishes—800 cotleges, according
to PBS, which, on Aug. 27, will launch its "summer term preview" Adult
Learning Satellite Service (ALSS). As of last week, 105 colleges (PBS
had been aiming for an initial 50) in 24 states had signed up to receive
college level telecourses. ALSS feeds will include arts, business,
technology, science and history courses and some series previously
broadcast on PBS, such as The Mind, French in Action and The
Africans. Public TV already offers "video-based educational re-
sources” to 1,400 colleges through "partnership with over 300 public
television stations,” adding up to more than 200,000 students enrolled
in Adult Learning Service courses during the 1987-88 school year,
said PBS. Satellite delivery will allow more opportunity for teachers to
preview a larger variety of programing, as well as scheduling flexibility
at the schools. More than 350 colleges currently receive The Learning
Channel telecourses either via satellite or cable systems, according to
that basic cable programing service.

PBS has also teamed up with Visa International and Arby's restau-
rants to create an "Express Payment Service,” part of PBS's National
Datacast service, delivered via PBS satellite. Express Payment is
scheduled to become operational at 17 Arby’s locations in Arizona, all
of which need only tune into KAET(Tv) Phoenix and look at the vertical
btanking interval for Visa's “hot card file” listings of unauthorized
Visa card users.

[m]

Busy schedule. In a rare move indicating confidence in both its
own capabilities and the abilities of satellite manufacturers to
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FCN. As envisioned, FCN will exist as a
shell corporation. If FCN sales eventually
reach $50 million a year, then $1.25 million
will go to the shell corporation, and almost
all of that is expected to go toward paying
off the $15 million owed to creditors, Deikel
said. That percentage will increase to 5%
when sales volume exceeds $75 million,
which are bullish figures compared to FCN's
operating results. For the year ended Jan.
30. FCN incurred a loss of $18.5 million on
revenue of $5.5 million.

Also part of the agreement is the stipula-
tion that CVN continue paying cable opera-
tors the 5% commission on sales FCN had
been paying.

The agreement is for three years. at which
time CVN can continue to operate the ser-
vice and/or take a majority ownership stake
in FCN by purchasing 51% of newly issued
stock at 50 cents per share. Deikel said the
purchase price would be a sliding scale
between 50 cents and S1. depending on the
liabilities still remaining. But CVN said it
had “no present intention™ to exercise this
option.”

CVN also has the right to terminate the
agreement upon 90 days’ notice after Dec.
31. Deikel said that was designed to protect
CVN ftrom unforeseen circumstances. such
as drastically lower sales or the dropping of
the service by MSQ’s. The latter is unlikely
since many MSO's have equity stakes in

L2404
both services.

For FCN, the agreement provides a way
out of its fiscal troubles. Harvey said the
creditors are owed “in excess of $15 mil-
lion,” with Union Bank the largest creditor
at just under $5 million. In addition to what
TCI and United are owed, cable ope¢rators
are owed less than $500,000 from commis-
sions from FCN.

Some 60 MSQ’s took an equity position
in FCN last year as part of affiliation agree-
ments and at a price substantially below the
$10.50-per-share public price. But the stock
took a beating after Oct. 19, trading around
$5. Late last year and early this year, TCI
and United purchased more stock on the
open market, but a poor earnings report in
April caused the stock to dip farther. Harvey
said it was trading in the $1-plus range
before the service went into bankruptey.

FCN counts 10 million subscribers, but
Deikel said the number of full-time equiv-
alent subscribers is closer to five million. Of
those. a portion overlap with present CVN
subscribers. giving CVN about three to
three-and-a-half million subs “that we will
now be able to reach that we could not reach
before.” said Deikel.

Deikel said FCN “did a fine job of intro-
ducing the fashion concept to television
shopping.™ and said he believes the service
“can be profitable.... We can build the Fash-
ion Channel back into a viable entity.” And

. =

he doesn’t foresee one service taking sales
away from the other: FCN, he said, *is more
fashion-oriented. Ours is much more basic.”

Deikel said the common MSO ownership
of the service “didn’t have much to do with
the deal. ... If there was pressure, we would
have been in there a long time ago.” The
reason they weren’t, he said, was because
“nothing made sense.... When they made
the decision to go into bankruptcy. it
changed things dramatically.”

(Indeed, CVN is not the first white knight
for FCN. The Video Marketing Network
agreed to provide FCN with an influx of
cash in early May, with total consideration
of $6 million, but that deal fell through two
weeks later.)

Although Deikel said there was no pres-
sure from the MSQ’s, he was mindful of the
MSO connection. “We are exclusively cable
and these are our partners.” he said. “Those
relationships are key to us.... These are our
affiliates [and] we have to help where we
can help.”

FCN had filed for bankruptcy last month,
and the court assumed jurisdiction on July
22. The court gave preliminary approval to
the plan on Aug. 12. A full hearing on the
plan is scheduled for Sept. 19 in Los Ange-
les. FCN President Don Miller: said "FCN
expects that this agreement will be the basis
upon which it will propose a plan of reorga-
nization to the bankruptcy court.” O

deliver their products on time, Arianespace has issued a launch
manifest through the end of next year. The 13-launch schedule
includes no domestic U.S. satellites beyond the September 1988
launch of GTE Spacenet's GStar Ill, Geostar Corp.'s Geostar R02
and Satellite Transponder Leasing Co.'s SBS 5 together aboard
Arianespace Flight 25, an Ariane 3 rocket. The nearly one-launch-a-
month manifest, “based on the experience acquired since last
September—11 satellites placed into orbit in 11 months—and the
possibility of an increased launch rate,” said Arianespace, com-
prises: Flight 26, October 1988, carrying TDF 1 (a French direct
broadcast satellite [DBS]): Flight 27, November 1988, carrying
Astra (a European DBS) and a British Defence Ministry bird; Flight
28, December 1988, carrying Intelsat V F15; Flight 29. January
1989, carrying JC-Sat 1 (a Japanese DBS} and a European mete-
orological satellite; Flight 0. February 1989, carrying Tele-X (a
Swedish TV satellite); Flight 31, March 1989, carrying Superbird A
(a Japanese telecommunications bird) and a West German tele-
communications bird; Flight 22, April 1989. carrying Olympus (a
European TV and telecommunications bird); Flight 34. May 1989,
carrying Tv-Sat 2 (a West German DBS) and a European scientific
bird; Flight 34. June 1989, carrying Spot 2 (a French remote
sensing satellite); Flight 25, September 1989, carrying Intelsat VI
F1; Flight 36, October 1989, carrying Superbird B and Inmarsat 2F1
(an international maritime communications bird), and Fligit 37,
November 1989, carrying TDF 2 and DFS 2.

a

Bring it on home. Having joined most other cable program ser-
vices in the move into Videocipher Il encryption last month, Hearst-
ABC-Viacom International’s Lifetime channel has also entered into
new agreements with five distributors of programing to the home
satellite market: Viacom Satellite Networks. Tempo Development
Corp., Superstar Connection, TCI's Netlink USA and National Rural
Telecormmunications Cooperative—all in addition. said Lifetime, to
cable operators already distributing to the home dish market. The
agreements, it said. will take the service lo "an additional 425,000
TV households...by the end of 1988."

o
Second window. Promising a format that can be aired “24 hours a

day..as is" or easily broken into segments according to a radio
station's needs, radio superstation wmny(amy Pomona, Calif.. has
begun uplinking its Money Radio format via Satcom F1R, transpon-
der 21. Available on Westar IV since April. Money Radio gains
access to "4,000 radio stations coast to coast” through use of the
additional feed, said executive vice president, Vera Gold.

o

Loss leader. The home satellite dish industry batlle to prevent
piracy of satellite-delivered programing services will see television
receive-only (TVRO) manufacturers and retailers reaching deeper
into their pockels this fall. The Satellite Broadcast and Communica-
tions Association Retail Group's October 1988 Satellite TV Month
promotions will feature an attempt to discourage piracy by includ-
ing a year's worth of programing in the purchase price of home
receiving equipment. Dish distributors, dealers and manufacturers
will pay $299 for the one-year "Dealer’s Variety Pack,” which in-
cludes HBO, Cinemax, CBN, CNN, ESPN, CNN Headline News.
Lifetime, The Weather Channel, USA Network, Netlink USA and
Superstar Connection superstation packages, superstation
wTBs(Tv) Atlanta and Starion Premium Movie Service. Other ser-
vices, including Viacom cable channels, AMC, Satellite Broadcast
Networks and Netlink USA network superstations, Disney and
SelecTV, will be available as "add-ons" to "Variety Pack.”

If the promotion is successful, said SBCA general counsel, Mark
Ellison, consumers will be without a motive for saving themselves
programing subscription costs by stealing programs via pirated
Videocipher decoders.

a

Special services. Wold Communications last Friday began a
monthly satellite feed of a half-hour TV news program to television
stations and cable systems. Produced and hosted by Victor Living-
ston, the closed-circuit, advertising-supported industry information
program, BTR: The Business of Television Report, will immediately
follow one-hour NAB Telejournal over Telstar 301, transponder 5V,
Both shows will move to transponder 12V on Sept. 16. Wold pro-
vides monthly half hours of satellite time to NAB, TVB, BPME and
Advertising Council.
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Defining the fine line between

Libel, invasion of privacy suits
said to be on rise against radio;
at fault: use of practical jokes
and prank telephone calls

Radio station pranks may be successful in
attracting listeners, but they may be equally
successful in generating lawsuits. Industry
observers say suits for libel or invasion of
privacy against radio stations and personal-
ities are on the rise, and some stations are
becoming more cautious about using trick
phone calls and practical jokes.

One active case involves two former
WQUE-FM New Orleans morning announcers
who played a May 1987 telephone prank on
Christine May, a woman nearing her wed-
ding day. Using information given by one of
her bridesmaids-to-be, announcers John
Welch and Steve Woody identified them-
selves as employes of her already booked
wedding reception hall and told May that the
space had to be canceled.

The announcers taped the call and then
identified themselves, At the time, accord-

laughter and libel

ing to her attorney, Joseph LaHatte, May
gave her consent for the tape to be aired. But
the airing of the tape caused psychiatric and
medical damage, LaHatte said, and by July
May filed suit against the announcers and
station owner Clear Channel Communica-
tions.

“She was just the wrong person to do this
to,” said LaHatte, saying his client was
emotionally vulnerable. “I even admit some
of [the pranks] are funny,” he said, “but
some of them take it too far.” During the
two-minute prank telephone call 10 May, he
said, the announcers referred to her fiance as
a “dork.”

The case, which is awaiting a trial date,
has drawn considerable local attention. La-
Hatte, like others interviewed, said one rea-
son such cases tend to attract publicity is
because of their anecdotal nature.

“This situation of comedy routines and
dirty deeds of the day leading to litigation
has only been for the last two years,” said
Steve Bookshester, assistant general coun-
sel, National Association of Broadcasters

walt (widt) v. 1. To remain inactive 2. To de-
lay; postpone. —n. A period of time spent
in waiting. [< ONFr,

CAN
YOUR STATION
AFFORD TO
WAIT?

BR

Business Radio Network

Move Your AM into the Black
NOW!

For information call 1-800-873-3344 or 1-719-528-7040

waitier, to watch.]

American Heritage Dict.
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Grossberg

legal department. At the NAB’s Radio "88
convention next month in Washington, a
session on “Jokes, Trick Phone Calls and
Libel™ is being promoted as an opportunity
to learn how to avoid drowning in the “cur-
rent flood” of libel and invasion of privacy
suits against radio stations and their on-air
personalities.

Most of these cases against radio stations
have been dropped or thrown out of court,
making it difficult to estimate how many
have cropped up in recent years, said Henry
Kaufman, general counsel, Libel Defense
Resource Center. “Cases that have gone to
trial,” he said, “are only the tip of the
iceberg.”

While statistics are not readily available,
many have agreed that there is a perception
that such suits are on the rise. That percep-
tion is likely to encourage others to bring
suit, warned Timothy Dyk, partner in the
Washington law firm of Wilmer, Cutler &
Pickering. Since such lawsuits are “terribly
expensive” to defend, he said, costly settle-
ments are likely. “They’re not suing because
of the actual injury, but because of the jack-
pot,” he said.

The rise in libel radio litigation has been
primarily related to humor over the last two
to three years, said Chad Milton, vice presi-



Bookshester

Milton

Waggoner

dent and assistant counsel for Media/Profes-
sional Insurance Inc., an underwriting man-
ager for Seattle-based Safeco. He said the
company, one of the nation’s largest under-
writers of libel insurance, now sees at least
one such new case each month.

Most of the cases, he said, are “sufficient-
ly obscure.” Among the more common
claims: telephone polls that criticize local
businesses and personalities; announcer put-
downs of advertisements heard on the show;
telephone call-in skits that feature an actor
portraying an individual, and solicited or
unsolicited telephone calls that insult or play
a trick on the person being called.

“Most of the time, the subject of the joke
laughs it off,” said Milton, “but sometimes
the jokes are distressing and a lawsuit fol-
lows.”

Jean Lamfers, a Kansas City, Mo., attor-
ney who has worked with Milton, said the
rise reflects what she described as a “liti-
gious society.” She added, however, that the
lawsuits against radio stations and their an-
nouncers may be leveling off. Although she
would not give specifics, she said some
general managers appear (o be concerned
about potential lawsuits and are beginning to
set parameters for their announcers.

*“A management team needs to work on
concepts before a disk jockey goes out and
does his thing,” said Lamfers. “The station
has to decide how far they want to take a
practical joke.”

The legal fees of defending such radio
suits are usually between 390,000 and
$100.000. Lamfers said, although smaller
markets may expect to pay closer (o “a few
thousand dollars.” Even if a libel defendant
wins, added Seattle-based attorney Daniel

Waggoner, “it costs a lot of money to get
there.”

Lamfers said that potential damages
against a radio station in such a suit would
be “unpredictable™ since she could not im-
mediately recall a case that resulted in a
verdict. Most cases fall short of reaching a
verdict, she said. pointing to a recent case in
Florida that was dropped when the plaintiff
failed to follow through on the suit. The
case involved two announcers who devel-
oped a comedy routine around a local res-
taurant that had been cited for health viola-
tions.

In another pending suit, WKMF(AM) Bur-
ton. Mich.. and its morning announcer,
Dennis Cannon, are being sued for libel by
insurance salesman Lawrence Faro. A wom-
an identifying herself only as “Bonnie™ tele-
phoned the station in March 1987 and nomi-
nated Faro as the “dodo of the day.” During
the 30-second broadcast, she said that Faro
had suggested to her that she throw a brick
through her already damaged car windshield
to increase her claim,

Faro, who denied the incident and
claimed no knowledge of business with
“Bonnie,” brought suit last July. The station
said that it did not have any further identifi-
cation of “Bonnie,” and did not have a tape
of the broadcast.

John Risher, WKMF’s vice president and
general manager, said his primary recom-
mendation for radio stations—especially
those with controversial personalities—is to
carry libel insurance on their programing.
“People are looking for deep pockets,” he
said. “Stations that program controversial

)

audition record.

ROCK-+TALK=CROSSWALK

The equation for pleas-
ing your 14-24 market:
Christian rock hits and
artists in a moving mix of
music and talk. No Charge.
Use the coupon below

or call Vi Knickrehm at
(314) 647-4G00.

Please send me the “Crosswalk”

personalities trying to sensationalize infor-
mation that they have not totally re-
searched,” he added, “‘could be in big trou-
ble.”

Regarding phone pranks, Risher said:
“Before any kind of programing goes on the
air of that nature, the content of those kinds
of programs should be taped and should be
cleared by the company’s legal counsel.”

Libel cases against radio stations are most
prevalent in small markets, explained Wag-
goner, where day-to-day talk about the pri-
vate lives of local figures is commonplace.
Also. according to at least one general man-
ager interviewed, smaller stations tend to
have less experienced, less responsible an-
nouncers. At the larger-market stations,
some general managers claim to trust their
experienced announcers: WXRK(FM) New
York’s general manager Tom Chiusano, dis-
cussing the station’s controversial morning
announcer, Howard Stern, said he does not
advise him on libel or invasion-of-privacy
issues. “Howard’s a smart broadcaster,”
Chiusano said.

For those stations seeking legal guidance,
recommendations used by defending libel
attorneys appear to differ from case to case.
Libel specialist James Grossberg. a Wash-
ington-based lawyer with Ross. Dixon &
Masback, said a general rule to remember
is: “It may make great radio, but it may be
risky.”

Libel charges, said Grossberg, are not
always difficult to defend: “If it's intended
strictly to be humorous [and] was not in-
tended to be taken seriously, then there’s a
very strong argument that humor and parody
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are protected by the First Amendment.” He
said cases involving invasion of privacy or
intentional infliction of emotional distress,
however, are trickier.

Invasion of privacy suits, he said, may
come from broadcasting of a private fact
about an individual. They may also come
from an intrusive telephone call in the

middle of the night. Even if the announcer
were to identify himself upon calling the
person, he said, “it wouldn’t help if they
then proceeded to say something defam-
atory.” Emotional distress suits, according
to Grossberg, are difficult to defend when
the announcer’s conduct is considered
“sufficiently outrageous to shock the con-

science.”

Anticipating a jury’s response in libel or
invasion of privacy cases is not always easy.
LaHatte, attempting to predict the outcome
of his client’s suit, shrugged: “The jury’s
either going to feel sorry for her or not.
We'll just play the tape for the jury and Iet
them decide.”

FCC’s translator ideas unpopular

Comments on commission plan to
allow program origination
opposed by many broadcasters

Broadcaster comments received last week
by the FCC were overwhelmingly against a
commission proposal to change the present
status of FM translator stations. Instead, a
second proposal in the inquiry for stricter
regulations of translator licensing was pre-
ferred. All but a few of about 30 com-
menters were broadcast station owners and
broadcast-related associations. By a 2-to-1
margin, opinion weighed against the pro-
posal to create what the National Associ-
ation of Broadcasters again called “a new
low-power FM service.”

NAB asked the commission “to insure
that translators conform to their original
purpose of providing fill-in service to unser-
viced areas and are not used as profit-mak-
ing ventures.” When translators were autho-
rized for use in the FM band in 1970, the
association argued, they were meant to be a
secondary service “designed to receive sig-
nals from a full-service station and simulta-
neously retransmit those signals on another
frequency.” But since then, some “entre-
preneurs. . .have discovered cavernous loop-
holes in the FCC's rules to accommodate a
pcrversion of the commission’s original in-
tent.” Those stations have been originating
programing rather than retransmitting sig-
nals from full service stations. The NAB
asked the FCC not to “legitimize” that prac-
tice.

The FCC proposal to raise the power limit
for all translators above the present 10 w
was also opposed by NAB which argued that
such a move would be unnecessary and
“would be an unwise policy determination
in light of the potential for increased inter-
ference .’

The second half of the inquiry asked
whether rules should be adopted to eliminate
program origination from translators and set
power and antenna height limits for transla-
tors. NAB urged the issuance of such a
rulemaking “to curb translator abuses which
are occurring nationwide.”

The comments of Scripps Howard Broad-
casting, owner of three FM stations, were
typical of most submitted by broadcast com-
panies. “A translator used to originate pro-
graming is no longer a translator.... To per-
mit translators to operate as mini-FM
stations would likely overburden the FCC
process, and could cause interference to
existing FM signals,” it said. Like NAB,
Scripps Howard called for stricter technical
standards for translators.

The National Translator Association, a

Riverton, Wyo.-based organization “dedi-
caied to...the maximum utilization of TV
and FM translators,” sided with the broad-
casters. FCC approval of local program
origination from FM translators “would not
provide quality service due to economic
constraints and would impose additional
burden on the commission in the enforce-
ment of regulations,” it said.

London Bridge Broadcasting Inc., owner
of KBBC(FM) Lake Havasu City, Ariz.,
claimed that “the radio industry in the state
of Arizona is literally being torn apart by
translators.” It said that program-originating
translators ar¢ proliferating in the smallest
communities in the state and are making it
difficult for the established full-service sta-
tions to survive. “The original concept of
FM translators as small nonprofit operations
extending radio service where there would
otherwise be none is unquestionably fiction
today.”

Arguing directly against NAB’s position
was J&J Broadcasting, a Fayetteville, Ariz.,
company “operating many FM translators
which offer exclusive programing to their
communities of service.” NAB opposes ex-
panded translator service, “we feel, because
they are selfishly attempting to limit the
competition of their member stations....
NAB in our view is heavily influenced by
large-market station owners seeking to pre-
vent small-market station access to their
lucrative market areas.”

FM translators, J&J said, “are simply
efficient producers providing a service oth-

erwise unavailable to the public.” Many o
those underserved areas are small Hispanic
communities in the Southwest and blacl
communities in the South, J&E said. By
approving program origination for transla-
tors, the FCC could give broadcasters “the
ability and desire to provide program forma
variety in heretofore unparalleled quantity’
to those areas, J&J said.

Also defending the idea of program origi-
nation from translators was the Bureau ot
Economics of the Federal Trade Commis
sion. “Granting increased flexibility in the
use of translators may benefit consumers by
permitting greater competition for the pa:
tronage of listeners and the development of
additional listening options for consumers,’
the bureau said. It said that wider variety
program formats will be available to smallei
radio markets and the quality of existing
services would increase due to the new com-
petition. However, the bureau suggestec
that the FCC weigh the potential benefits
against the possiblity of inefficient use ol
spectrum by translators “and the currem
absence of public interest obligations or
translator licensees.”

An owner of an FM translator in Fort Lee,
N.J., Gerard A Turro, wrote that unlimiteg
program origination should be considered ir
cases where the translator serves a county
“with no existing or allocatable commercial
FM service.” After a period of such limited
translator origination, the FCC could decide
whether less restrictive rules should be ap-
proved. C

New start. The Rush Limbaugh Show, produced by EFM Media Management, has premiered
nationally on the ABC Talkradio network. The bartered two-hour talk show is available through
Satcom 1R, airing daily noon to 2 p.m..

Pictured above at the inaugural broadcast (I-r): Lee Vanden-Handel, EFM Media Management;
John Mainelli, operations director, wasc(am) New York; Rush Limbaugh, and Ed McLaughlin,
president, EFM Media Management. New York-based EFM Media also produces and distrib-
utes the Dean Edell radio programs.
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New sound in New York

NPIX-FM New York changed its format
vithout fanfare from AC to what the station
lescribed as “a contemporary jazz-based
nusic format that will have a sprinkling of
AC.” The change followed industry
speculation that wPix-FM, which tied for
5th place in the spring 1988 Arbitron
atings and which has changed formats
several times, would become New York's
irst new age station.

Raymond A. Gardella, the station’s
jeneral manager since July 1, stressed
hat the new format is "nothing at all like
'ew age.” He added that the station, a
[ribune Broadcasting station, changed its
:all letters to wach, effective Aug. 15. The
station has also added a new program
lirector, Wendy Silvershein Leeds. She
'as been at wPIX-FM sinCe 1983, most
‘ecently as assistant program director
and music director. A new music
lirector will also be announced in the
soming weeks, the station said.

Consolidated complaint

lhree Westwood One shareholders are
scheduled 1o file a consolidated complaint
his week against the company, including
sharges that shareholders purchasing
Nestwood stock this year were given
naccurate financial information by the
sompany. One of the allegations in the
somplaint is that Westwood Chief Executive
Officer Norman Patitz may have known that
he company's performance would be
disappointing prior to an official
announcement he made last May,
according to Eugene Mikolajczyk, a lawyer
with the San Diego-based firm that is
representing the trio.

Eric Weiss, Westwood's vice president of
business and legal affairs, said the
company intends to review the complaint.
"We absolutely believe it's baseless and
without meril, and we plan to defend it
vigorously,” he said, adding that the three
shareholders own 550 shares of the
company's stock.

Name change

Atlanta-based Georgia Radio News Service
is ¢hanging its name Sept. 1 to The
Georgia Network. The 140-affiliate
statewide radio network is making the
change because the Georgia Network “is
easier to remember and better describes
the many different things we do,” said
GRNS general manager, Richard Warner.
He added: "Of course news is still our
bread and butter. But in the eight years
since we began, our company has
branched out into the distribution of
Universily of Georgia and Georgia College
sports, the Atlanta Hawks, a number of
difierent political campaigns and regularly
scheduled agriculture programs.”

Latest flashback

Rockville, Md.-based Parkway/Muse
reported that it has signed eight affiliates
for Flashback with Bill Hickock, a weekly
one-hour musical nostalgia show set to
premiere in September. The show,
produced by Hickock and Parkway, is the
lastest offering from the 20-year-old
syndicator. Other programs produced and
distributed by Parkway, all available on reel-
to-reel tape on a cash basis, include:
Starlight Concert, a daily two-hour show
heard on 35 stations and over the Armed
Forces Radio Network; Canieo Concert, a
daily one-hour program with 23 affiliates;
Music with Bob Ellsworth, a daily two-hour
program with nine afliliates, and a library
service with up to 200 hours of periodically
updated music.

Money talks

Los Angeles-based Money Radio Network
has uplinked with Satcom 1R, the company
reported. The 24 hours of continuous
business news, talk and information offered
by the network has also been available
since last April via Westar IV, Participating
stations have the option of accepting all or
part of the service. The network is an
outgrowth of all-business-radio, KMNY(AM)
Pormona, Calif,

Minnesota sports

The wcco Radio Sports Network launched
its services Aug. 7 with a preseason
broadcast of Minnesota Vikings football.
The new satellite-fed network reported
that it reaches 50 affiliates in lowa,
Minnesota, North Dakota, South Dakota

and Wisconsin. Some of the stations that

signed up to receive the preseason and
regular season games pay affiliate fees,
and some strictly share advertising time.

The network was founded by wWCCO(AM)

Minneapolis-St. Paul, which reported it
has carried the Vikings play-by-play for 21
years. The network said it will also offer

University of Minnesota Gopher sports to

about 20 affiliates already signed, and will

be distributing the Minnesota North Stars

NHL hockey games to a prospective 20
affiliates.

Spanish sound

Nalional Hispanic Heritage Week, Sept. 11-
17, will find National Public Radio airing a
series of five half-hour Hispanic music
specials, a special Horizons (weekly
documentary series) profile of a salsa band
leader and joint promotion of the week's
specials and NPR's new daily Hispanic
news program, Latin File, which debuted
last Monday:.

Spanish-language singer and 1986
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Towering inferno. Bruce Springsteen's
'm On Fire" and Deep Purple’s
"Smoke on the Water” were just two of
the songs played on wxrk(FM} New
York's "disaster request radio.” The sla-
tion launched the format for several
hours following a fire at the Empire
State building's master FM antenna.

The Aug. 12 fire knocked out many of
the city's FM radio stations for about
three hours late that afternoon and left
the stations with only partial operating
capacity for several days afterward.
The FM stations most affected by the
fire were WXRK, WBLS(FM), WEVD(FM),
WLTW(FM),  WNSR(FM),  noncommercial
wBAKFM) and classical music stations
WNCN(FM) and wQxR-AM-FM, all New York.
Most of those stations were operating
at 25% capacity through the middle of
last week, which station engineers indi-
cated probably decreased stalion
range outside a 30- to 40-mile area.

The Empire State building fire started
on the 86th floor and traveled up a utility
shaft to the FM antennas on the 102d
floor, according to Richard Kozicl, vice
president of Northeastern Communica-
tions and chief engineer for wnen, He
said the heat from the flames melted the
wires in the conduits of the antenna's
protective circuitry, thereby shorting the
system. The stations did not want to
return to full power until the proteclive
circuitry could be corrected, he said.

Three FM slations sharing the anten-
Na—wHTZ{FM), WRKS-FM and WNEW-AM-
Fv—relied on back-up systems on Aug.
12 to quickly return to the air. For most
of the stations, as much as three hours
of broadcast time was lost.

General managers at the stations
agreed that damages could not be im-
mediately assessed, although several
complained about make-goods for the
advertising time that was lost. WNSR'S
Bob Dunphy, vice president of pro-
graming, said that he was not too con-
cerned about avails because August is
generally a slow period for advertising
sales. He said he was concerned about
the effect that the decreased capacily
could have on ratings. "Business inter-
ruption insurance doesn't do much for
your ratings,” said Dunphy. “What does
this down time do 10 your cumes?”

But wxrk general manager Tom Chiu-
sano said he is oplimistic that the de-
creased capacity would only affect the
outer reaches and would not have
much impact on ratings. Although he-
said it was too early to determine imme-
diate impacts, he expressed concern
about trying to find avails for the three
lost hours of invenlory.

Waxr President Warren Bodow said
many of the general managers and
chief engineers involved have been in
contact about the damage from the fire,
but he said he is "not at liberty” to
discuss possible joint legal action by
the stations. "We are damaged and we
look to get the relief from those parties
that were responsible,” he said.




Grammy winner, Vikki Carr, who has earned
eight gold records for Spanish language
albums recorded with CBS Mexico, will
host the five specials, which will include a
profile of Chilean contemporary music
group, Huara, and their 1988 U.S. tour; an
interview during the Texas Jazz Festival
with percussionist Poncho Sanchez, who
discusses the influences on and evolution
of his music; a visit to the ninth annual
Chicago Jazz Festival, highlighting the
music of Cuban jazz-salsa big band,
irakere; an examination of Mexico's
premiere fotk music, Mariachi, and a profile
of Cuba’s "Queen of Salsa,” Sonora
Matancera. The series will be available in
both Spanish and English. New York-based
salsa band leader and percussionist, Ray
Barretto, is the focus of Horizons' Hispanic
Heritage Week special. That program,
produced by Donna Limerick, will feature
30 years of Barretto's music.

All talk

ABC Radio Network's Talk Programing
launched its new weekend line-up with the
addition of “Home Sense” with Mike
McClintock and "The Garden Hotline" with
Ralph Snodsmith. The network's new
weekend hours, which have been cut back
three hours each day, now include: “Home
Sense,” Saturdays, 1-4 p.m. NYT; “The
Garden Hotline,” Sundays, 1-4 p.m., and
“Money Talk” with Bob Brinker, Saturdays
and Sundays, 4-7 pm. “Home Sense”
presents home repair experts and “The

Garden Hotline” features gardening expert
Ralph Snodsmith.

Changing their tunes

WavL-Fm Minneapolis-St. Paul has switched
to a gold-based adult contemporary format
after 25 years as an easy listening station.
The new format features hits from the
1960's, 1970's and some from the 1950's.
WarL(aM) stereo, which has provided
simulcast easy listening music with the FM
station for more than a year, will continue
with the format. The AM station will reach
the 35-pius age market while the new FM
format will target the 35-50 market,
according to Steve Woodbury, vice
president and general manager.

Foxy

WDTx(FM) Detroit has overhauled its format
and changed its call letters. The station,

now known as wDFx, switched from top-40
rock to what the station describes as “CHR
with a rock edge.” A station representative
reported that the new format, nicknamed
“The Fox,"” will include “a touch of the urban
sound and enough of the rock ‘n’ roll sound
to keep our audience.

Labor Day lineups

The Westwood One Radio Networks will
broadcast a six-hour Jimi Hendrix special
featuring music recently made available
from the late musician's estate. The show,

e

IT SIZZLES!
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More Than 400 Original 60s & 30s
Plus :15 Edits & Power Parts

Le

PRODUCTION LIBRARY
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Jimi Hendriz: Live and Unreleased, will
be available over the Labor Day weekend
and is produced by musician Bruce Gary.
Material includes alternate takes from
studio sessions; rare recordings of club
dates; acoustic jams with musician Johnny
Winter and others, and conversations with
Hendrix and others associated with the
musician

The show, avaiiable on disk and
designedto be broadcast in segments or in
full, will end with a two-hour recording of
The Jimi Hendrix Experience’s 1969
concert at the L.A. Forum.

Los Angeles-based Westwood One said
it will also broadcast over the Labor Day
Weekend the third edition of its Jimmy
Stewart special, Dancing With The Stars.
The show, produced by Marcia Hrichison,
will focus on the 1950's and will be the last
in a series heard on Westwood's Mutual
Broadcasting System.

o
The United Stations Radio Networks will air
its Summer Encore 1988 special over
Labor Day weekend, along with two other
new specials. Sununer Encore, a three-
hour program written and produced by
United Stations, will be the network’s third
annual wrap-up of the summer's music and
movies.

RepuReport

KGto(amyKRav(FM) Tulsa, Okla.; To
Christal Radio from Torbet Radio.

(a}
Cisn-Fm Edmonton, Alberta: To East-
man Radic from Hooper Jones.

(a}
Woyy(Fm) Concord, N.H.: To Eastman
Radic frem Hillier, Newmark, Wechsler
& Howard.

D
WsrL-Fm New Bern, N.C.: To Eastman
Radic from Torbet Radio.

o
KwLn(FM) Osceola, Ark. (Memphis): To
Christal Radic from Torbet Radio.

D
Knez(rm) Caldwell, ldaho (Boise): To
Hiilier, Newmark, wWechsler & Howard.
No previous rep.

D
KoneamypkozziFm) Reno: To  Hillier,
Newmark, Wechsler & Howard from
Eastman Radio.

D
KHHH(FM) Honolulu: To Hillier, New-
mark, Wechsler & Howard. No previous
rep.

D
WaMx(FM) Murfreesboro, Tenn. (Nash-
ville): To Hillier, Newmark, Wechsler &
Howard from Torbet Radic.

D
WrmT(FM) Chicago: To Hillier, Newmark,
Wechsler & Howard from Concert Mu-
sic Broadcast Sales.
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Maltz taking Malirite private again

*EO of group owner and others in
nanagement offer $141 million
or company that went public in "84

Ailton Maltz. who took Malrite Comimuni-
ations Group public in 1984, wants to take
1e company back. Malrite. a television and
adio group owner, announced last Monday
Aug. 13) that a management group led by
daltz, chiet executive officer and majority
wner, had made an offer to buy out the
ompany for about $141 million

“He's offering a substantial premium to
he current market.” satd Edward Hatch. an
malyst with Merrill Lynch. “There would
ppear o have been room to possibly sweet-
:n the deal by another dollar or two, but
siven the chairman’s large majority hold-
ngs. it is. in tact, his company.”

Malrite’s television properties comprise
ive UHF Fox atfiliates and one VHF inde-
sendent in Puerto Rico. It operates || radio
ilations in seven major markets.

The management group otfered a price of
»10.25 per share of outstanding “common
dock™ {with 10 votes per share) and class A
itock (with one vote per share). The price
epresents a premium of about 28% over the
yevious trading day’s closing price of $8
ser share for the common and a 46% premi-
im over the $7 price of the class A shares.
In the day of the unnouncement. Malrite
:ommon closed at $9.50, and the ciass A
stock closed at $9.75.

Maltz owns about 75% of Malriie’s out-
standing common stock. and about 59% of
Valrite’s outstanding class A stock. The
:ompany has about 8.5 million shares of
ommon stock and 5.2 million shares of
dlass A stock outstanding. Hatch said.
Hateh said the management takeover ofter
ut the company in a situation similar to that
of Infinity Broadcasting. which just com-
sleted a leveraged buyout. The Infinity
nanagement group controlled 87% of the
:ompany's voting power. Some sharehold-
:rs may balk at the price, Hatch said. but he
wdded that Maltz “is offering what he feels is
1 fair premium to the minority shareholders.
~hich. given the current stock market envi-
‘onment. is realistic.”

Malrite said it received from the manage-
nent group a leuer from the Bank of New
York on the arrangement of $170 million in
sank financing, and a letter from Shearson
Lehman Hutton Inc. on the underwriting of
ap to $90 million ot debentures. subject to
sertain conditions. About $60 million in
qquity would be provided to the new com-
sany by management investors.

The management group also expecis Lo
surchase. for a still undetermined price
Malrite's outstanding 9% convertible subor-
linated debentures due in 2010, the com-
Jany said.

In the first quarter of 1988, Malrite

Maltz
bought back $4.1 million of the convertible
debentures for $3.5 million. “The decision
was driven by management’s view that the
equity underlying the debentures was sig-
nificantly undervalued,” the company re-
ported. “Our assessment is supporied by

security analysts at major investment firms
who have expressed the opinion that Malrite
common stock is currently selling at a sub-
stantial discount to its underlying asset val-
ue.”

Malrite’s common stock traded at $11.50
and class A shares at $10.50 in pre-crash
October 1987. Following a post-crash low
of 4. the stocks soon were trading in the
$6 range. Like many other small over-the-
counter stocks, Malrite has not rebounded as
well as many exchange-traded stocks since
the crash.

Another possible reason for the stock’s
performance was that the company did not
do as well in 1987 as it had earlier projected.
Malrite said that cash flow from its stations
in 1987 was a disappointing result of the
“soft broadcast economy”” and “quite weak™
spot advertising. On net revenue of $97.3
million in 1987, an increase of 10% over
1986, the company showed a net loss of
$6.4 million. Malrite showed 1988 first-
quarter losses of $3.6 million on net revenue
of $22.5 million, up [5% from the previous
year. a

BPE CAPITAL CORPORATION

announce the formation of a joint venture

CHARTERHOUSE MEDIA GROUP

an investment banking partnership providing debt and equity capital
for clients in the Broadcast, Media, Cable and Cellular Industries.

Jon A. Bulkley president
Jose A. Echevarria Managing Director Evan D. Ladouceur Vice President

CHARTERHOUSE GROUP INTERNATIONAL, INC.

(Through its subsidiary Charterhouse Communications Equities Inc.)

and

John E. Palmer Managing Director

v .

CHARTERHOUSE MEDIA GROUP
527 Madison Avenue Suite 1400 New York New York 10022
(212) 371-6544

Lorraine DeBona Vice President

Alison E. Melick vice President
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TV reps try
in-store tie-ins
to draw
advertisers

Three-way deal among station, retailer
and advertiser is being used to attract
more ad dollars to television

More than one TV station representative is
currently citing figures showing the share of

total marketing dollars spent on advertising
in all media declining from 42% in 1977 to
35% last year. To combat that trend as
tracked by Donnelly marketing reports, and
to provide added value in a national TV
advertising market often determined solely
by costs-per-thousand. two national reps in
recent weeks have undertaken new market-
ing efforts.

Seltel said it would offer retailers extra
advertising time in exchange for in-store
space that is then given to advertisers who
place a larger slice of their advertising with
Seltel-client stations. Blair Television said it
had agreed to sponsor a Jefferson-Pilot pro-
gram that advises retailers on how to better

reported on that stock sale.

Fifth Estate Earnings Reports
Company Period  Revenue %o Earnings % EPS
(000) change (000) change
Cablevision Systems Second $124,381 79% ($39,922) NA  ($1.86)
Centel Second $304,351 3% $29,967 -16% $0.69
Cosmos Broadcasting Second $28600 2% $3,300 -3% NM
Jefterson-Pilot Second $306,689 6% $28,523 -19% $0.73
Laurel Entertainment First $333 -48% {$360) NA  (30.14)
Lorimar Telepictures First $106,790 -7% ($45,322) NA  (50.99)
Ogilvy Group Second $184,928 14% $9,129 12% $0.55
Omnicom Group Second $223581 12% $12,351 18% 3050
Scripps Howard Second $70,086 14% $4,878 -27% $0.47
Zenith Electronics Second $589,300 9% ($12,100) NA  ($0.46)

Cablevision said increase in revenue resulted primarily from its recent acquisition of Adams
Russell Co., SportsChannel equity, and other properties. & Centel said that its proxy contest
with dissident shareholder group led by George Lindemann and Asher Edelman had cost it
approximately $5.2 miliion this quarter. m Cosmos Broadcasting is subsidiary of Liberty
Corp. Company said that Cosmos’s operating cash flow for second quarter declined 9%, to
$10.1 million. m Net earnings for Jefferson-Pilot Communications Co. were 30% higher
than last year's second quarter, at $3.3 million from revenue of $30.6 million. ® Laurel said
company’s financial results were negatively affected by Writers Guild strike. m Lorimar
attributed net loss to increased interest costs; inventory writedowns from various theatrical
and television products, and operating losses and costs associated with closing of theatrical
film distribution and home video divisions. ® Net income for Ogilvy includes $680,000, or 5
cents per share, from investment sale. @ Domestic billings for Omnicom accounted for two-
thirds of revenue, but grew at less than half rate of international income from fees and
commissions. ® Scripps Howard said second-quarter revenue from television and radio
broadcasting increased by 4.5%, to $55.7 million, "but were affected by sluggish local
advertising late in the quarter. Revenue gains were targely offset by increased programing
costs.” Broadcasting operating income inched up 1%, to $17.1 million. Company’s cable
division had second-quarter revenue of $14.4 million, and operating income of $611,000. &
Higher sales of cable products and color TV picture tubes were offset by lower prices for TV .
and video products, Zenith said, leaving consumer electronics division revenues flat at
$247 million compared to second quarter 1987

Viacom Inc. reported a 17% gain in second-guarter revenues and a 9% gain in second-
quarter earnings on the strength of increases from the company's cable segment. For the
quarter ending June 30, earnings from operations were $29.5 million, compared with $27.1
million during the second quarter fast year. Revenues were $298.4 million, compared to
| $254.3 million last year. Viacom reported a net loss attributable to common stock of $44.7
million, or 84 cents a share, as a result of $68.2 million in net interest expenses.

Earnings for the company’s cable segment were up 65% to $14.8 million, on revenues of
$81.4 million. Last year that division earned $8.9 million on revenues of $70.7 million.

Expenses were up 21%, from $194 million during the second quarter last year to $235
million this year, lead by a 44% gain in entertainment expenses.

An earnings increase of 42% at MTV Networks was offset by increased promotion costs at
Showtime/The Movie Channel in the networks segment. Second quarter results were also
positively affected by the sale of $44.2 million of the company's stock in Orion Pictures. That
| money was applied to retiring the company’s bank debt. A profit of $16.8 million was

For the first six months of 1988, the company reported a 21% gain in revenues (from
$488.5 million last year to $591.6 million this year) and a 43% increase in earnings from
operations (853.2 million this year, compared to $37.2 million fast year). The net loss for the
first six months fell from $93.4 million last year to $74.5 million this year.
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Seltel test at KIFI-TV

obtain and utilize manufacturer marketing
dollars for television advertising.

The Seltel program. called Direct Impact
on Sales. has already been subjected to twe
pilot tests; one at wWMDT(TV) Salisbury, Md.,
and the other at KiFI-Tv Idaho Falls, Idaho.
At the former station. a flight was bartered
for a retailer’s in-store display space, which
was offered to Dr Pepper. The soft drink
manufacturer in turn agreed to place 100%
of its advertising budget with the station,
said Kelly Porter. Seltel’'s marketing man-
ager. Dr Pepper said sales of its products
were up between 20% and 40% during the
month the campaign ran over sales for the
same month a year earlier. In the five
months preceeding the campaign sales were
up 7% over the same period the year before.

During the two-week test at KIFL-TV,
Clorox was the advertiser that agreed to give
a larger share of its budget to the station.
Both Dr. Pepper and Clorox were represent-
ed through Young & Rubicam’ spot TV
buying group. Said Porter: “Everyone gets
something in this situation: The station is
getting new dollars; the advertiser gets tc
sell more products. and the retailer gets both
to sell more of those products and has more
foot traffic in the store buying other pro-
ducts.” He added that although both tests
involved retailers that had not previously
considered advertising on television, Direct
Impact on Sales could involve established
retailers.

Porter said Seltel is now looking to e¢x-
pand the program to involve an “unwired’
group of stations and national or regional
retailers: “We have contacted some of the
chains and have set up meetings.” he said.

Blair’s agreement with Jefferson-Pilot,
currently for one year, calls for expanding
the latter’s local efforts with stations and
retailers to the regional and national level.
Jefferson-Pilot, which began its program in
1982, is paid by stations to provide consult-
ing services to retailers, explaining to themr
how to obtain more promotional money
from manufacturers and how to use thal
money more effectively to increase sales
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through television advertising.

Said Jack Poor, senior vice president,
support services, Blair Television: “It is only
coincidental that the individual stations have
sponsored it in the past. Our feeling was that
the sponsorship could be equally well done
by Blair marketing or regional sales manag-
ers, who have the ability to cross markets.
This will ... help retailers who are not nec-
essarily set up along ADI lines.”

Charles Pittman, vice president and gen-
cral manager of Jetferson-Pilot Retail Ser-
vices said: “Generally promotion budgets
are neutral budgets...pots of money the
manufacturer can use however they want to
increase sales. Retailers have growing clout,
and can persuade the manufacturer * to
change the allocation toward TV advertis-
ing. We don’t hold a lot of face-to-face
discussions with the manufacturer, but we
prepare the retailer to present this program.”

Pittman said the services provided to the
retailer also include advertising advice and
in-store support and merchandising tech-
niques “The only real stipulation placed on
the retailer is that when working with a TV
station, that station would receive a slightly
larger than normal share of the advertising
budget.” According to Ken Donnellon, vice
president. advertising and communications,
John Blair Communications, regional man-
agers and New York statt of Blair have
already started training with Jefferson-Pilot.
Blair stafl” will make the first contacts with-
retailers and then bring in the Jetferson-Pilot
specialists for the consultation. O

Three TV station
TV groups report
2d-quarter earnings
up over 1987 period

According to three major independent tele-
vision group owners who have reported
broadcast revenues for the second three
months of 1988, television revenue is up
over the comparable period last year.

Television station revenue at Tribune Co.,
including wPIX(Tv) New York and KTLA(TV)
Los Angeles, grew 7% to $113 million.
Entertainment revenue grew 7% to $27 mil-
lion and radio revenue declined 6% to $11
million. Operating profits for the broadcast-
ing and entertainment division rose 17% to
$37.8 million from $32.4 million last year.
Jerryl Agema, vice president, operations,
and chief financial ofticer, Tribune Broad-
casting, said that operating profit for the
stations also improved due in part to lower
“nonprograming costs.”

Operating revenue and operating profits
for broadcasting and entertainment had
stayed flat for the quarter from 1986 to
1987. In 1986, operating revenue for the
division were $139.9 million, compared to
$142.6 million one year later. Operating
profits were $32.6 million for the unit in
second quarter 1986, dropping to $32.4 mil-
lion in 1987.

Television division revenue at Chris-Craft
Industries was up 7% in the second quarter,

BolttomalLine

Belo lookout. Standard & Poor’s placed rating on $200 million of unsecured A.H. Belo debt

is under review for possible downgrade. Company said S&P cited “concern about a recent
decline in the company’s earnings performance, as well as lack of clear evidence of strong
near-term turnaround in company’s principal Southwestern advertising markets.” Debt is
currently rated BBB by S&P.

o

Cablevision calculations. Cablevision Systems said that revenue jumped 79% and
operating cash flow increased 65% in guarter ending June 30. Revenue was $124.4 million,
versus $69.6 million last year, and operating cash fiow was $38.2 million, up from $23.2
million. Due to increased interest, depreciation and amortizaticn expenses, company said it
had net loss of $39.9 million in quarter, versus net loss of $10.8 million last vear.

a

IDB activity. Group of investors including New York investment manager George Soros and
Quantum Fund N.V,, Netherlands Antilles corporation, said it has bought 7% of stock of IDB
Communications Group Inc. Group reported in Securities and Exchange Commission filing
that it holds 344,500 IDB common shares, all purchased between July 5 and Aug. 3 at prices
ranging from $8.25 to $11.25 per share. IDB shares, according to filing, are held by group for
investment purposes. IDB released second-quarter earnings of 13 cents per share, up from
9 cents last year. Net earnings for 1988 second quarter were $636,000 on revenue of $5.18
million, compared to net earnings of $391,000 on revenue of $2.5 million for same period last
year.

O

Money in hand. On Aug. 10, Kidder Peabody & Co., Drexel Burnham Lambert and Smith
Barney announced initial closing of Cinema Plus L.P., limited partnership for financing of four
to 10 feature films with budgets of $8 million to $15 million for HBO Inc. As of Aug. 10,
Cinema Plus L.P. had sold 36,100 units at $1000 per unit (raising $36.1 millicn). Final closing
is expected to take place in early October. HBO's license agreement provides partnership
with @ minimum aggregate return from all sources of at least 115% of the partnership’s
investment within seven years. In first three years, that works out to guaranteed minimum
distribution of 9%, 11%, and 13% for partners. According to limited partnership prospectus,
domestic theatrical distribution of films will be handled by major studios, and films will be
produced by experienced independent preducers. Partnership has already signed
agreements with actor-producer Michael Douglas for twe features. Prospectus says that
MGM Pictures Inc. is expected to distribute films in domestic theatrical and foreign
nontheatrical markets. HBO will handle home video distribution.

o

Unhappy customer. CBS lost round in three-year-old suit in which it charged Ziff-Davis

Publishing with inflating profits of magazines it sold to CBS in 1984. Judge Martin Evans of
Supreme Court of State of New York, New York county, dimissed remaining CBS complaint,
which had made, among other claims, allegation that Ziff-Davis did not aliocate all ¢osts to
magazines that it sold to CBS, thereby overstating those magazines' operating profit, and
that Ziff overstated likely collectible value of receivables. CBS said it would appeal decision.

Moody pessimism. Moody's Investors Service downgraded rating of Qutlet Broadcasting
senior subordinated notes from B2 to B3. Debt rating service said noted that group
broadcaster's affiliate company, Atlin Communications, which owns two independent TV
stations, had continuing cash flow shortfall. “Outlet's actual investment in Atlin and its
exposure to possible Atlin insolvency are increasing.” Moody's said it believed Qutlet would
divest itseif of some properties.

the company said, resulting in a 2% increase
in operating income. Operating income for
the company, which mostly came from its
BHC subsidiary controlling the seven TV
stations (including two network affiliates),
was up 7% to $!1 mitlion. Operating rev-
enue were up 5% to $67.5 nullion. Chris-
Craft’s net income for the second quarter
1987 rose 52% from the previous year. to
$8.6 million. Much of the income came
from the company’s investment in Warner
Communications. Chris-Craft’s return on
that investment grew from $9.3 million in
second quarter 1987 to $12.1 million in the
same period in 1988, Additionally, the com-
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pany made a $3.3-million profit this quarte
on the sale of marketable securities, con
pared to none in the second quarter of 1987

Revenue from BMA Corp.'s televisior
division grew 26% for the second quarter
up to $11.1 million. Operating earnings fo
BMA's two stations, Fox affiliates KTXL(TV
Sacramento and KDVR(TV) Denver. grew t
$1 million after a second-quarter loss of $:
million last year. “Television is performiny
above expectations,” the company reported
attributing the results to “broadcast manage
ment’s ability to gain an expanded share o
revenues in the market during a period whei
the market has not expanded.” C
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1BO’s four new films

1BO will bring four new HBO Showcase
yroductions to its viewers beginning in
wugust and running through the fourth
juarter. HBO Showcase executive
yroducer, Colin Callender, explained the
yrovocative nature of the four films as a
:onscious effort to look “for subjects that
ire relevant lo the urgency in the world”
hese days. These are “"stories that
wdiences care about.”

“Tidy Endings,” starring Harvey Fierstein
ind Stockard Channing, is an encounter
etween a woman and her ex-husband’s
nale lover, who face the reality of having
ihared a man who died of AIDS. In the
elevision station setting for "Lip Service,” a
ilick, shallow and young on-air personality
Jlayed by Griffin Dunne runs into
sontroversy when he attempts to buoy the
alling ratings of a staid morning talk-show
sersonality played by Paul Dooley. "Dead
van;" starring Danny Glover, pits a death-
ow inmate against a psychiatrist who is
sharged with determining whether the
yisoner is insane. And in "The Christmas
Nife," starring Jason Robards and Julie
Harris, a widower meets a mysterious
voman who becomes his companion for
he holidays.

Callender, the Emmy Award-winning
sroducer of the television presentation of
Vicholas Nickelby, said the HBO
Showcase productions are based on the
remise of granting producers crealive
sontrol. Once a project is developed and
1as begun production “we've signed off,"
Je said. "We're known to have faith in the
Jeople we're producing for.”

Giving away such control does not mean
Jig costs for HBO, however, since all but
ane of the films were shot in Canada, where
Jroduction costs are lower. The one that
~asnt, "Lip Service," was produced at
yoncommercial wGsH-Tv Boston, where
Jroduction costs are lower than at other
‘acilities.

PTL proposal

A $113-million bid by two Canadian
jusinessmen to acquire bankrupt PTL
Jinistry and Heritage USA resort park has
Jeen accepted. Although bids were
:xpected last week from group including
jefrocked PTL founder, Jim Bakker, and
~harlotte, N.C., businessman, George
3hinn, neither had submitted a bid by
ress time.

Placing BET

3lack Entertainment Television said it has
‘eached 20.3 million subscribers with the
addition of 42 cable systems last month,
ncluding Warner's Canton, Ohio, system
52,000 subscribers) and Comcast's

Timonium, Md., system (45,000
subscribers).

BET also announced it had signed
Procter & Gamble to a “lucrative upfront
corporate advertising package.” Although
P&G has been a BET advertiser since 1983,
the agreement goes further than previous
deals. In addition to ads, P&G will produce
vignettes that will appear on the network.

Investors for Talk TV

Talk Television founder Paul Fitzpatrick
debriefed cable operators at the Cable
Tetevision Administration & Marketing
Society on his progress in putting together
a 24-hour all-talk cable television network.

Fitzpatrick said five companies, which
are not limited tc cable MSO's, have signed
on as investors in the new service. “There is
an extraordinary amount of interest,” he
said. Fitzpatrick is looking for a broad base
of support in the industry before launching
the service. Those initial investors will
receive more favorable financing terms,
said Fitzpatrick, but not necessarily a
better rate card for carrying the basic,
advertiser-supported network.

Fitzpatrick hopes to cemplete the first
stage of the development process by the
end of October. That will include a final
ownership structure, an initial marketing
plan, a programing grid, further market
research and talks with producers,
directors, on-air talent and advertisers.

The network, as envisioned, will be a
wide array of talk programing with some
nationally known hosts. Fitzpatrick hopes
to launch by the second quarter of 1989.

NRTC packages

The National Rural Telecommunications
Cooperative began marketing its new
TVRO cable programing packages last
week, the outgrowth of a compromise
between it and cable programers that has
slowed efforts to pass a home dish bill in
Congress (BROADCASTING, July 4).

NRTC's Jeff Almen said interest in the
new packages is running high, pointing to
the 1,000-order increase NRTC saw the
week before the packages hit the
marketplace. NRTC's basic package
includes the Cable News Network,
Headline News, ESPN, USA, Nickelodeon,
CBN, wan-1v Chicago, wrix(tv) New York,
kTvT(Tv) Dallas, Lifetime, Weather Channel,
The Nashville Network, Nostalgia Channel,
Learning Channel, Country Music TV and
Travel Channel. Local retailers
determine price, but it usually runs
between $9 and $10. The basic plus
package includes the basic services plus
the six Netlink television signals from
Denver.

The premium channels are HBO,
Cinemax, Disney, Select TV and Starion
Premiere Cinema, which is a 24-hour movie
service owned by Amway Corp. Also
available on a standalone basis are the six
Netlink signals, wrss(tv) Atlanta, Home
Sports Entertainment (regionally) and two
sets of superstations—wwoORr-Tv New York,
wSBK(Tv) Boston and KTLA(TY) Los Angeles,
through Eastern Microwave, and WABC-Tv
New York, wxia-Tv Atlanta and wBBM-TvV
Chicago, through Satellite Broadcast
Networks.

Vi

Channel.

tainment, and Tom Wehling, Centel.

Getting started. The advisory board of Prime Time Tonight approved the launch of the
promotional service at the Cable Television Administration and Marketing Society confer-
ence in Boston {BroabcasTing, Aug. 15). Pictured at the meeting are (seated, I-r): John
Sie, Tele-Communications Inc.; Fred Dressler, American Television & Communications;
Charles Townsend, Colony, Dan Cavallo, Newhouse, and Michael Ecker, Weather

Standing, I-r: Joel Sussell, United Cable; Jeff Wayne, Colony; Phil Laxar, ATC; Mike
Burris, Multimedia; Gordon Herring, Telecable; Dave Bohmer, Centel; Rob Stengei,
Continental; Doug Wenger, Storer Cable; John Wynne, Landmark Communications; Mike
Young, Comcast; Arwin Cohen, Wenmar Enterprises; Dick Sullivan, Cable Video Enter-

Broadcasting Aug 22 1988
57




Arbitron’s Broadcast Advertisers Reports.

. Procter & Gamble

. Time Inc.

. General Mills

. Philip Morris

. Anheuser-Busch
RJR Nabisco

. Eastman Kodak®

. Mars Inc.

. Chrysler Corp.

. Am. Home Products

—_

* Includes Sterling Drug

First quarter 1988

Cabie TV's big spenders. The following is a ranking of the top 10 advertisers on major
cable networks (by size of subscriber base) for the first quarter of 1988, according to

First quarter 1987 % change

$6,765 584 5,174,055 +31
5,848,177 5,321,821 +10
4,688,460 3,654,724 +28
4,351,793 5427642 -20
3,992,308 4,283,601 -7
3,308,468 3,748,217 -12
2,991,527 99,805 +300
2,792,684 5,744,355 -51
2,605,645 924,247 +282
2,125,712 1,837,816 +16

Lawyers via cable

The Cable value Network announced it will
provide legal advice through Hyalt Legal
Services on its home shopping service.
Joel Hyatt, founder and senior partner in
the firm. has been a well known fixture in
television commercials promoting Hyatt
services and will dispense direct legal
advice on television for the first time, the
parties said.

Subscribers who join the LawPlan pay
$119 per year and will have access o a
number of services of local Hyatt offices.
Those services include “unlimited in-
person and telephone consultations on
virtually any personal legal matter,”
preparation of wills, documents, deeds,
notes and powers of attorney. The fee also
covers a quarterly newsletter distributed by
Hyatt.

Subscribers can purchase Hyatt
services using CVN's credit card or other
major credit cards.

Restrictions in several states—Florida,
New Jersey, Nevada, Mississippi, lowa and
South Carolina—will prevent CVN from

marketing Hyatt services there. Those
states account for 2.6 million of CVN's 20
million homes. There are 182 Hyatt cffices
in 22 states and the District of Columbia.
Joel Hyatt will premiere LawPlan on
Sept. 9. CVN will repeat the program once
a day, at a minimum, with the ultimate
frequency yet to be determined.

CATA spotlight

Telephone companies, the broadcast
networks and an inside lock at the cable
industry will be the topics of the next three
Community Antenna Television Association
open forums at regional trade shows this
fall.

At the Eastern Cable Show in Atlanta
Sept. 7, CATA President Steve Effros will
interview Tom Robak, who will be building
the cable system in Cerritos, Calif., on
which GTE will sublease space 1o provide
cable service; Greg Kriser, Helicon Corp.,
the cable operator in Perryopolis, Pa.,
through which Bell Atlantic will test fiber
optic cable and telephone service, and

Check in hand. Dr. Herman James (center), president of Glassboro State College (N.J.),

received a $10,000 check from New York Times Cable to help the school’s journalism
program. Presenting the check are David MacDonald (r), president of NYT Cable, and Bob
Townsend (1), NYT vice president, sales and marketing. NYTserves 157,000 subscribers in
southern New Jersey.
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John Wilbur Hicks, of Applied Fiber Optics.

At the Atlantic show on Qct. 5, CATA will
hold an open forum discussion with Tom
Rogers, president of NBC Cable, and
Michael Eskridge, president of NBC's new
Consumer News and Business Channel
cable service.

And Trygve Myhren, departing president
of American Television & Communications,
will headline the CATA forum at the Mid-
America Show in Kansas City, Mo., Oct. 18.

Toe tapping for Tutu

Showtime will have live coverage of the
Bishop Tutu World Peace Concert from Los
Angeles Sept. 10. The 12-hour concert will
feature about 70 musical acts and raise
funds for various projects supported by
South African Archbishop Desmond Tutu.
The pay service will present the final three-
and-a-half hours of the concert live and
replay the entire 12 hours the following day,
Sunday, Sept. 11. LBS has the domestic
syndication and worldwide home video
rights to the event and will offer a two-hour
version in domestic syndication that will be
available starting Oct. 24.

Bravo back

The Bravo cable network will move back its
start time trom 7:.30 p.m. to 7:55 p.m.
beginning Sept. 1. The network had moved
to the earlier start time in July, replacing a
Chyron-graphic block between 7:30 p.m.
and 8 p.m. with regular programing. But
the move caused cenfusion among system
operators, some of whom were unable to
pick up the feed until 8 p.m. Bravo will now
revert to a pre-July schedule, where a
preview and calendar appear at 7:55 p.m.
and programing begins at 8 p.m. Bravo
runs until 6 a.m.

Drive time

Viewer's Cheice said 1,000 viewers took

advantage of a toll-free number during its
pay-per-view carriage of the Pocono 500
auto race to ask guestions of drivers and
pit crew members during the race. The call-
in feature was a first for Viewer's Choice
The event was carried by more than 400
cable systems reaching six million homes.

Viewer preference

The Long Island Coalition for Fair
Broadcasting has released a study
showing that Long island residents give
poor marks to New York television stations
for their coverage of the island, while
Cablevision Systems' News 12 received
higher marks for local coverage. In a
survey of 150 people, 35% said the city
stations did a “fair to poor” job of covering
Long Island issues. Of 59% of the people
familiar with News 12, 50% said its Long
Island coverage was "good to excellent.”
Abby Kenigsberg, executive director of
LICFB, said she hopes that study will move
New York stations toward expanded
coverage of Long Island news.



|clemcastings

SSDD OK’'d

The U.S. Court of Appeals in Washington
has upheld the FCC's action permitling
Sanyo Manufacturing Corp. to market
lelevision sets for cable reception capable
of tuning only two VHF channels (3 and 4).
The Association of Maximum Service
felecasters had challenged the FCC,
arguing that the two-channel cable sets—
Jubbed specific signal display device
:S5DD)—violated the All-Channel Receiver
Acl of 1962 and the FCC's implementing
‘ules. AMST Vice President Greg DePriest
said the association would not pursue the
case further: "We are disappointed, but life
Joes on.”

In a 15-page opinion, Judge Kenneth W.
Starr ruled the FCC decision to permit the
sets is consistent with Congress'’s intent in
:he Al-Channel Act: 1o insure that UHF
stations can compete effectively with VHF
stations. The sel, Starr wrote, “is for all
oractical purposes a neutral device, in that
1 is intended to display, without
discrimination, the images it is fed by a
cable system. The SSDD itself, quite unlike
‘he discriminatory television sets of
yesteryear, draws no distinction between
JHF and VHF; to the contrary, it displays alt
shannels that the cable sysiem provides.”

Starr specifically rejected AMST's
argument that the sets would undermine
Zongress's intent because cable systems
~ill not carry unpopuiar UHF signals in the
absence of must-carry rules requiring them
0 carry all local signals. “In short, the
acuna now lamented by...[AMST] has
moere to do with cable and cable regulation
‘or lack thereof) than it does with a new sort
of device which has emerged out of the
sable-video era.”

The set is not designed to replace
zonventional sets that receive all channels,
Starr said. “To the contrary, it represents a
ess expensive vehicle for the viewer to
display the images cable television
Jrojects. Indeed, the SSDD has no
‘easonable use as a broadcast receiver; it
dnly becomes practically useful when
:mployed in conjunction with a cable
system,...”

Facing off

The presidential candidates will not be the
only parties debating on television this fall.
Firing Line's Michael Kinsley, editor of The
New Republic, will moderate two, two-hour
debates during the final stretch of the
campaign, beginning with Resolved: The
Right is Better Able to Deal with the Soviets
than the Left, to air live from 9 to 11 p.m.
NYT, Sept. 7. Former Secretary of State
Henry Kissinger, U.N. Ambassador Jeanne
Kirkpatrick, Congressman Jack Kemp (R-
N.Y.) and William F. Buckley Jr. will make up
the “conservative team,” facing a “liberal

team” including arms limitations negotiator
Paul Warnke, former Senator George
McGovern (D-S.0.), former Senator Gary
Hart (D-Colo.) and Congresswoman
Patricia Schroeder (D-Colo.). With
replacements for Kissinger and Warnke,
lhe same teams will face off on Resolved:
Conservatives Are Better Able than
Liberals to Run the Country for the Next
Four Years, 10 air Oct. 9, from 2 to 4 p.m.
NYT.

On air

Home Shopping Network’s wyHS(Tv)
Hollywood, Fla. {ch. 69), has gone on the
air. according 1o HSN. To promole the
launch, wyHs will simlucast the morning
radio program of wHyi(Fm) Miami from 5:30
1o 10 a.m. for 13 weeks, beginning Aug. 24.
HSN said the 5 million-walt station can
reach 1.2 million homes in southern
Florida. HSN programing will appear seven
days a week, along with other local and
public service programing, it said.

Around the clock

PBS is considering adding a new wrinkle to
broadcasters' efforts to get maximum
carriage on cable systems. During an
opening session address 1o the TV Critics
Association August press tour, PBS
President Bruce Christensen said
providing noncommercial stations with full
24-hour service, or “seamless presence,”
might make public TV more viable in
comparison with 24-hour basic and pay
services. The stations could themselves
move to 24-hour broadcast days or just
direct cable systems to the PBS feed even
after daily sign-off by the station.

PBS, using a Nielsen Cable Activity
Report, has compared viewership with
what it considers its closest cable
compeltitors. According to those numbers,
it says, average weekly cumes from
January through March 1988 show PBS still
reaching a considerably larger audience:
PBS, 33.4 rating (29,610,000 homes);
superstation wrss(tv) Atlanta, 17.0
(15,060,000 homes); Nickelodeon {not
counting Nick at Night), 13.9 (12,330,000

nomes); CNN, 8.0 {7,120,000 homes);
Discovery, 5.0 (4,430,000 homes); Arts &
Entertainment, 4.7 (4,150,000 homes).

Despite the encouraging numbers,
Christensen stressed the importance of
creating new programing within pubiic TV
“The strength of public television is based
onits ability to produce the programs that it
needs, not to acquire them....If we lose the
opportunity, if we lose that competitive
edge, if we lose tha! advantage, then | think
we're in real trouble.”

Two in one

Rebo High Definition Studio, New York,
which specializes in video production and
postproduction using 1,125/60 high-
definition video equipment, is merging with
co-owned Rebo Production Associales,
specializing in NTSC production. One
reason for the move to create a unified
Rebo Studic is to facilitate the introduction
of high-definition technology to NTSC
customers, according to company
president, Barry Rebo.

Calling all cops

The Los Angeles Police Department reports
that a public service campaign recruiting
minorities and women drew the largest
response the LAPD has ever had. In one
day, more than 1,000 people called to
inquire about a police career. The theme of
the campaign, which aired on Los Angeles
television stations KABGC-TV. KCBS-TV, KCET(TV),
KCOP(TV}, KHJ-TV. KNBC(TV), KTLA(TV) and
KTT¥(TV), and also ran on billboards and in
newspaper ads, was: “Our cops only come
in one color: blue.” Evans/Los Angeles
created the campaign. This was the first
time the L.A. City Council had approved
money for the professional production of a
TV ad for the police department.

Funding coup

While commercial broadcast networks
have apparently given up thoughts of
expanding national evening news
broadcasts beyond the long-established

90 minutes.

hours.

More news. Network affiliates are continuing to expand their early evening local news,
according 10 a survey of 627 affiliates in 212 markets by the Television Information Office.

Using A.C. Nielsen data, TIO found 49 stalions added a half-hour or more of local news
between 1987 and 1988, while 24 dropped a half-hour. Between 1986 and 1987, 37 had
added news, 18 had decreased their total.

The annual survey alsc showed 265 affiliates, or 42% of those surveyed, now broadcast an
hour or more of local news between 4 p.m. and 7:30 p.m., up from 249 (40%) the year before,
TIO said. There was also a 57% inCrease in those stations expanding early evening news to

The tally had 362 stations now airing a half-hour of early evening local news, 215 airing one
hour, 36 with 90 minutes, 12 with two hours and one apiece with two-and-a-half and three
hours of news. By comparison, in 1987, 373 stations had a half-hour of news, 209 had an
hour, 23 had 90 minutes, 14 had two hours, two had two-and-a-half hours and one had three
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Carson and David Letterman.

The first volunteer was Gary Hart.” ”

Laugh tracking. S. Robert Lichter's study of the networks' news coverage of candidates
during the presidential primary season {BROADCASTING. Aug. 15) was not the only evalua-
tion included in the magazine Public Opinion. He and Daniel Amundson took a look at
the political humor in the opening monologues of late-night talk show hosts Johnny

The researchers found that Carson opened far more shows with political jokes than did
Letterman. “"Most of the late-night political jokes steered clear of pure politics; instead,
the candidates’ verbal gaffes, their offbeat proposals and their character flaws were big
tavorites," the articie stated. Republicans seemed to be the brunt of most of the jokes—
particularly the Vice President. “Poor George Bush endured a veritable comedic vivisec-
tion. The late-night hosts carved up his record, his campaign tactics and his manhood.
The wimp image offered the richest vein," they wrote.

As for Democrats, Hart was a prime target. Carson, they said, “managed to joke about
Harts affair while discussing the Robertson campaign: ‘Pat Robertson had a concept to
increase the birthrate in the U.S. He will offer a $500 incentive for people to conceive.. .

half-hour format, public television's five-
year-old MacNeil/Lehrer NewsHour
forges ahead, announcing a 1988-through-
1992 production funding commitment of
$57 million from AT&T, PepsiCo and the
John D. and Catherine T. MacArthur
Foungation—the largest financial
commitment to a single program in
noncommercial broadcasting history,
according to NewsHour Productions

“With AT&T seeking to diversify its
sponsorships,” said Robert Allen,
chairman and chief executive officer for
long-time NewsHour supporter, AT&T: "We
worked with MacNeil-Lehrer Productions
and the producing stations to identify
additional sources. .. Happily, PepsiCo
and the MacArthur Foundation responded
16 the call”

AT&T, which became the $10-million-a-

year sole underwriter of the program when
it expanded to an hour in 1983, will provide
$36 million in grants over the five years,
during which PepsiCo wil' contribute $15
million. The MacArthur Foundation will
provide $6 million for the program from
1988 through 1990,

All told, AT&T's annual contribution wil

decrease, but total corporate and
foundation funding will rise with nsing

production costs. The program’s annual

budget—already around three times that of
the next most expensive public TV series—
is expected to reach more than $25 million
by 1992, said MacNeil-Lehrer Productions.

That means public TV stations and the

Corporation for Public Broadcasting will
need to continue to provide approximately

half the cost of producing the show, which
has won five Emmys and three Peabody
Awards.

CPB seedings

Seventeen public television projects have
been selected to receive production or
development dollars in the third and last
round of this year's Corporation for Public
Broadcasting Open Solicitation program
funding process. Independent productions
make up just over half the projects, which
include a 10-part Latin American and
Caribbean history series, The Other
Americas, from wGsH-Tv Boston; a 90-
minute documentary on the American
working class, America’s Workers:
Problems and Prospects, from wETA-TV
Washington and wWNET(Tv) Newark, N.J.; a
one-hour childrens drama, Jacob Have I
Loved, from kCET(Tv) LOS Angeles; a one-
hour biographical look at classical guitarist
Andres Segovia, The Segovia Legacy, from
New York-based Nathan Kroli Productions
and South Carolina Educational TV
Endowment, and a one-hour documentary
on racial stereotyping in piime time TV,
Color Adjustment: Blacks in Prime Time,
from producer Marlon Riggs. Among
programs selected to receive development
money is a five-part dramatic mini-series, A
History of the Future, “about an American
family's life through the 21st century,
grounded in the latest scientific,
technological, economic and geopolitical
speculative thought.”

Law & Regulatic

NTIA wants BOC’s to be able to offer information

Report says country needs
‘universal information service’

The National Telecommunications and In-
formation Administration, in a report re-
leased last week at a Washington press con-
ference, called for the lifting of judicial and
regulatory restrictions on the Bell Operating
Companies so that they can offer videotex
and other information services to the “ordi-
nary American telephone subscriber.”

“Just as America has had *universal postal
service’ under the postal laws and ‘universal
telephone service” under the Communica-
tions Act, we must now have as our goal
‘universal information service,”  the 125-
page report said. At the briefing in his
office, NTIA administrator Alfred Sikes
said he believes the report will induce Con-
gress, the FCC or a “much more enlight-
ened” District Court Judge Harold Greene to
remove the remaining barriers to the BOC’s
entry into information services. “[ absolute-
ly do not believe [the report] will be puton a
shelf and forgotten.”

Unless the barriers are removed, the re-

port warned, the U.S. may fall behind other
countries and end up with a “second-class”
telecommunications system. What’s more,
it said, barring the BOC’s perpetuates a
society of information haves and have-nots
in the U.S. Large and medium-sized busi-
ness must have the wherewithal to establish
private networks to meet their information
needs, the report said. But small businesses
and consumers do not, it said. And since the
BOC’s cannot, it said, they have been “shut
off to a significant degree from fair and
equitable access to the electronic informa-
tion services upon which our economy and
society increasingly depend.”

The clear target of the report was Judge
Greene, who regulates the businesses the
BOC’s can and cannot get into through his
oversight to the 1982 consent decree that
ended the government’s antitrust suit against
AT&T by spinning off the seven BOC'’s.

In the first of his trienniel reviews of the
BOC’s restrictions, Greene last spring freed
the BOC’s to offer a limited number of
information services, principally videotex
“gateways”—the computerized networks
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necessary to interconnect information pro-
viders and users. He also ruled that the
BOC’s could offer electronic “white pages,”
electronic messaging and electronic mail.

Greene’s ruling was a “positive step,”
Sikes said, but it fell short of the “general
freedom” BOC's should be granted. By sub-
stituting its judgment for policy determina-
tions made by the executive branch and the
businesses themselves. he said, the court is
“preventing American telephone subscribers
from receiving all but the most rudimentary
and limited information services at least
through 1990.”

Greene has “hamstrung” telecommunica-
tions in the U.S., and his continued regula-
tion of the BOC’s has become “intolerable,”
the report said. “The court is well equipped
to assess the possibility of antitrust harms.
But it is simply not prepared, nor charged
with the ability or responsibility, to detect
the severe damage to our economy and the
great majority of businesses and consum-
ers.”

Sikes’s opposition to Greene’s oversight
to the BOC’s is nothing new. In November



1987 the NTIA petitioned the FCC to assert
urisdiction over the BOC's and usurp
Sreene’s authority. The FCC has received
;everal rounds of comments on the petition,
sut even Sikes acknowledges that the FCC
s unlikely to tackle such a controversial
ssue as the Reagan administration winds
jown and the congressional and presidential
:lections heat up.

According to the report, the BOC's
should be allowed to provide not only video-
ex gateways, but some of the information
‘hat is transmitted through them, including
:lectronic “yellow pages.” They should also
se allowed to manufacture videotex termi-
ials, it said.

There are limits. however, the report said.
Reiterating the principal finding of its report
an video program distribution released two

‘months ago, it said all telephone companies
should be restricted from providing video
programing in their local service areas
(BROADCASTING, June 20). “This conclu-
sion was based largely on the fact that most
cable companies are themselves prohibited
from providing traditional local exchange
carrier services,” it said.

Sikes and the report cited France Tele-
com’s Minitel videotex service now avail-
able in France as a model of what could be
done in the U.S. To get that service off the
ground, Sikes said, the government gave
away terminals to consumers. If allowed, he
said, the BOC’s may be willing to do the
same thing in the U.S. As far as interest in
information services is concerned, he said,
French and American consumers are no dif-
ferent. c

Lawyer takes case against
‘overbuild’ laws to NTIA, FCC

\ law firm that has been challenging the
jower of municipalities to regulate cable
elevision on First Amendment and antitrust
srounds has asked the heads of the National
[elecommunications and Information Ad-
ninistration and the FCC for help in dis-
:ouraging the adoption of state “antiover-
uild legislation.™

In letters to the communications policy-
nakers. Sol Schildhause, who heads the
Washington office of the Oakland, Calif.-
sased firm of Farrow, Schildhause & Wil-
son. said two states have already adopted,
and others are considering adopting. legisla-
sjon that encourages municipalities to deny
applications for second or third cable fran-
chises. He called such legislation “anti-
zompetitive” and “out of step” with the
public interest.

In an Aug. 12 letter to Assistant Secretary
of Commerce Alfred Sikes, who is head of
NTIA. Schildhause asked him to issue a
statement condemning the legislation. *I
would expect that such a stand from your
office would bring the issue out of the closet
and would, at the very least, appreciably

slow the drive to enact this kind of statute in
legislatures across the country.”

Three days later, Schildhause sent a copy
of the NTIA letter to FCC Chairman Dennis
Patrick (with copies to Commissioners
James H. Quello and Patricia Diaz Dennis),
suggesting that he join NTIA in helping to
*“stemn the spread” of the anti-overbuild leg-
islation.

The legislation that is moving through the
California legislature is typical, said Schild-
hause in the Sikes letter. The bill (A.B.
3295) is “‘packaged in deceptively innocent
language,” Schildhause said. “In effect, it
tells local governments to be careful before
authorizing a second system. It’s hard to
knock that.”

But the language of the bill “gives local
officials unfettered discretion to choose
from a limitless array of pretexts for shutting
out a new cable company.” he said. “Mu-
nicipal and county licensing authorities, al-
ready programed to look for excuses to keep
out competition, would now be handed a
blank check to do as they please.” Schild-
hause said such legislation has already been

Temporary reprieve. Although the FCC last Tuesday (Aug. 17) ordered a hearing that could
result in disqualifying Booker T. Wade Jr's Black Television Workshop (BTW) as potential
licensee of keer-Tv Los Angeles, the commission granted special temporary authority that
will allow the station to broadcast for the first time in a year. Saying that due to facilities
variances Keer-Tv was “"on the air illegalfly,” the commission ordered the station off the air
last year and began an investigation of numerous allegations related to control of BTW
{BroapcasTing, Dec. 28). Information gathered since then, the commission said last
week, has “raised substantial and material questions” about BTW's fitness as permittee.
The hearing, said the commission, will determine whether Wade, as well as others
involved in the battle for control, participated in unauthorized control or transfers of
control, made misrepresentations to “or attempted to mislead or deceive the FCC as to
the true ownership and control of BTW”" or failed to file required documents. That list of
possible violations is similar to allegations made against Wade by former board mem-
bers, which included the charge that Wade used unratified bylaws to remove several
original BTW board members, allowing Wade to appoint relatives and friends in their
places. The special temporary authority specifies that "the original eight-member board
of directors, whose qualifications had already been passed upon in ¢omparative
hearing” may operate keer-Tv pending outcome of the hearing. Radio Telecom & Technol-
ogy. which invested $400,000 in the station's transmission plant, believes that, under the
temporary authority, the station should honor a contract to allow RTT use of the first
adjacent channel to operate its T-NET two-way data transmission service, said RIT
attorney, Peter Tannenwald. "We have no indication that RTT has been shut out,” he said.
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Schildhause acknowledged that the firm
represents companies that are overbuilders
and that would like to join their ranks. “Bwt
our private interest does not. I submit. di-
minish the cause.”

In both letters. Schildhause appealed to
the policymakers™ oft-stated belief in com-
petition in lieu of regulation. In the Patrick
letter. he said bills such as A.B. 3295 are
“thinly disguised encouragement to perpet-
vate monopoly franchising™ and are “‘pot
consistent with the welfare of cable sub-
scribers.”

Sikes had no comment; Patrick, on vaca-
tion. could not be reached for comment,

ChangingeHonos

Comparatively speaking. Two rmonlos
alter it was adopied, FOC released 1exl
ol procesding simed  al fevamping
comoarative renawal Jrocess 1o meke
it easier for broadcasiens o win com-
paralive renawal procesdings and dis-
courage groups from using process (o
“ambarl” money from brozdcaslers Re-
lpase al docurmnent, which fleshed out
combenad Inguirg and niemaking, elic-
ited another round ol praise of FCC's

afort from MAZ. |8 said il is “lcoking inta
Ways 1o provice evicense” [0 suppor
FoCs proposed ban of payoffs in ex-

change for the withdrawal of compet-
ing applications. It also suggested that
FCC should not go too far in eliminating
evaluation of programing in compara-
tive hearings. "We consider program-
ing lo be an essential element of the
comparative renewal process.”

Kyou(rm) Greely, Colo. 0 Soid by Surrey
Broadcasting Co. to All Pro Broadcasting for
$5.5 million. Seller is Denver-based group of
three AM's and two FM's principally owned by
John Nichols and his son, Kent. It bought
station (with companion AM) two years ago for
$1,750,000 ("Changing Hands,™ April 28,
1986.) Buyer is Los Angeles-based group of
one AM and two FM's principally owned by
Willie Davis. Kyou is on 92.5 mhz with 25 kw
and antenna 47C feet above average terrain.
Broker: Kalil & Co.

WHHR-aM-FM Hilton Head Island, S.C. 0 Sold
by Hilton Head Broadcasting Corp 10 WHHR
Inc. for $2,700,000. Seller is owned by John
Maghola It has no other broadcast interests.
Buyer is owned by Kermit S. Allen II, his wife,
Ann, and Brenda L. Meltebeke. It has no other
broadcast interests. Allen is investment bank-
er from Boston; Meltebeke, attorney, is also
from Boston. WHHR is on 1130 khz with 1 kw
day and 500 w night. WHHR-FM is on 106.3 mhz
with 3 kw and antenna 300 feet above aver-
age terrain.

KoHLam)-koFN(FM) Faribault, Minn. 0 Sold by
KoHL In¢. to Robert Ingstad Broadcasting Inc.
for $1,519,500. Seller is owned by John
Hyde, whe has no other broadcast interests.
Buyer is Valley City, S.D.-based group of four
AM's and five FM's owned by Robert Ingstad.
It is also buying kxra-AM-FM Alexandria, Minn.

INCOR

MARLIN LTD. BROADCASTING, INC.
{Howard P. Tanger, President)

has acquired

WFLN (FM)
Philadelphia, Pennsylvania

from

FRANKLIN BROADCASTING COMPANY

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

BLACKBURN@GM:;&\N\/

O R A T

1100 Connecticut Ave,, NW
(202) 3319270

400 Colony Square
(404) 8924655
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WASHINGTON, DC. 20036  ATLAMNTA, GA 30361

CHICAGO, [L 60601  BEVERLY HILLS, CA 90212
333 N. Michigan Ave. 9465 Wilshire Blvd.
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(see below). KDHL is on 920 khz full time with £
kw. KOFN is on 95.9 mhz with 3 kw and antennc
328 feet above average terrain. Broker: John-
son Communication Properties Inc.

Ksyz-fm Grand Island, Neb. O Sold by Man.
chik Broadcasting Inc. to Mid-Nebraske
Broadcasting for $1 million. Seller is ownec
by Lyle A, Manchik, who has no other broad-
cast interests. Buyer is owned by Boyd Kelley
who also has interest in kkDA-AM-FM Dallas
Ksvz-fM is on 107.7 mhz with 100 kw anc
antenna 899 feet above average terrain
Broker: Chapman Associates.

Kxra-AM-FM Alexandria, Minn. O Sold by Rob-
ent Hines to Robert Ingstad Broadcasting Inc
for $630,000. Seller has no other broadcas
interests. Buyer is also buying KOHL(AM)
KOFN(FM) Faribault, Minn. (see above). Kxra is
on 1490 khz full time with 1 kw. KxRA-FM is or
92.7 mhz with 3 kw and antenna 150 fee
above average terrain. Broker: Johnson Com-
munication Properties Inc.

Kikmiamy Sherman, Tex. O Sold by Hawthorne
Broadcasting Corp. to Belen Enterprises Inc
for $525,000. Seller is Tyler, Tex.-based groug
of three AM's and three FM’s owned by Paine
Webber Capital, New York-based investmen
banker. Hawthorne Broadcasting is headec
by Dennis Purcell, president. Buyer is ownec
by Belen and Cesar Hernandez, husband anc
wife, local investors with no other broadcast
interests. KikM is on 910 khz full time with 1 kw.

Wryrv(am) Cedar Bluff, Va. 0 Sold by Cedar
Bluff Broadcasting Inc. to Johnie W. Fletcher
and Gary L. Deel for $450,000. Seller is
owned by Acie Rasnake. It has no other
broadcast interests. Buyers are investors
from Vansant, Va., with no other broadcasi
interests. Wynv is daytimer on 770 khz with £
kw.

WHor(am) Wildwood, Fla. O Sold by James
Patrick to Ron Pollow for $367,600. Seller has
no other broadcast interests. Buyer recently
bought wcksiamy Cocoa, Fla. ("Changing
Hands," July 25). WHor is on 640 khz full time
with 1 kw. Broker: Doyle Hadden & Associ-
ates.

Kawviam) Alva, Okla. 0 Sold by Martin Broad-
casting Corp. to Alvaomni Inc. for $366,000.
Seller is owned by Lynn L. Martin. It has nc
other broadcast interests. Buyer is owned by
Michael W. Mitchel, Gary L. Mitchel, J. Doug-
las Williams and Karen Laubhan. It also has
interest in kKJak(FM) Slaton, Tex. Kaly is on 143C
khz full time with 500 w.

WLBe(Am) Leesburg, Fla. O Sold by Lake
Country Radio Inc. to Chuck Carroll and Don-
ald Kane for $365,000. Seller is owned by
Harry Reiner, who has no other broadcasi
interests. Buyer, Carroll, is Los Angeles busi-
nessman and Kane is Miami restaurant owner.
Neither has other broadcast interests. WLBE is
on 790 khz with 5 kw day and 1 kw night.
Broker: Hadden & Associates.

KmTLamy Sherwood, Ark. O Sold by Sher-
wood Broadcasting Co. to George V. Domer-
ese for $330,000. Seller is owned by John J.
Shields. It has no other broadcast interests.
Buyer also has interest in KFOF(AM) Van Buren,
Ark. KmTL is daytimer on 760 khz with 10 kw.



CABLE

System serving Roseville, Calif. 0 Soild by
West Star Communications Inc. to Jones Inter-
zable for estimated $17 million-$20 million.
Setler is Fair Oaks, Calif.-based MSO owned
oy Rodney A. Hansen and Eugene lacopi. It
serves approximately 25,000 subscribers in
California. Buyer is publicly owned, Engle-
~ood, Colo.-based MSQO headed by Glenn
Jones, president. It serves approximately 1
million subscribers in 18 states. System
passes 10,000 homes with 7,000 subscribers
and 114 miles of plant. Broker: Daniels &
Associates. g

Systems serving Manor, Garfield, Mustang
lidge and Credemore, all Texas O Sold by
vJortheast Cablevision Inc. to Mission Cable
Zo. L.P for $1.8 million. Seller is owned by
fimothy Timmerman and Jeff Sullivan, who
Jave no other cable interests. Buyer is head-
2d by Jack Morgan, former vice president of
Just Mortage Co., Austin, Tex. It also owns
systems in Tulia, Tex.. and surrounding areas.
Broker: Norman Fischer & Associates.

For other proposed and approved sales, see
‘For the Record,” page 69.

ALJ takes away
licenses of

two Tempe
radio stations

Judge says principal operated
AM-FM combo after commission
ordered him not to; former owner
given control of stations

An FCC administrative law judge, in a deci-
sion released last week, stripped Tri-State
Broadcasting Co. of its licenses for KUKQ-
(AM)-KUPD(FM) Tempe, Ariz., and awarded
them to the former owner of the station,
Grimm & Clifford, that had challenged the
stations’ license renewals five years ago.

ALJ Edward J. Kuhlmann denied Tri-
State’s renewal application because of the
conduct of its two principals, Robert Melton
and Jack Norris. He found that Melton had
managed the stations after being proscribed
by the FCC from having anything to do with
their control and operation and that he and
Norris compounded the violation by cover-
ing up Melton’s role. Kulhmann also said
that Norris’s “unlawful” conduct in other
business dealings shows that he cannot be
relied upon to act “truthfully and reliably.” If
upheld on appeal, Kuhlmann's ruling will be
costly for Melton and Norris. The stations,
consistently near the top of the ratings in the
Phoenix market, were appraised last week
by one broker at “at least $20 million and
probably a lot more.”

These are the first stations to have their
licenses denied since RKO was ruled unfit
to be a licensee last year (BROADCASTING,
Aug. 17, 1987). Judge Kuhlmann also pre-
sided in that case.

Joel Levy of Cohn & Marks, attorney for
Tri-State, said they would appeal the deci-
sion to the FCC’s Review Board. Kathryn
Schmeltzer, of Fisher, Wayland, Cooper &
Leader, attorney for Grimm & Clifford, said

¥ . .
1 | they were gratified by the judge’s decision.

The renewal challenge had been led by Wil-
liam Clifford, who died in 1985.

The complicated story that led to Kuhl-
mann’s action began in January 1971, when
Melton signed a contract with the owner,
Grimm & Clifford, to become general man-
ager and 10% owner of KUPD-AM-FM (the
AM was later changed to KUKQ.

At the same time, Norris obtained an
option to purchase KUPD-AM-FM. In the fall
of 1971, Melton filed a lawsuit against the
stations to force them into bankrupicy, and
by the next year a receiver, Ben P. Mar-
shall—the former assistant of Melton’s law-
yer and later, general manager of the sta-
tions, Barry Leverant—had been appointed.
In July 1973, a stipulation was entered that
allowed Norris and Melton to purchase the
station, and in January 1974, an application
to buy the stations was filed at the FCC.

There were problems at the FCC, howev-
er. The stations had been inspected by the
Los Angeles office of the commission’s spe-
cial enforcement director in 1972, *73 and
"74, and each time were given “very unsatis-
factory” ratings. At each inspection the FCC
engineers reported evidence of negligence
and misrepresentations (“falsifying program
logs, not making required readings, com-
plete disregard to problems in the antenna
system”). After each inspection, Marshall
reported the problems fixed, but FCC engi-
neers found that no repairs had taken place.
The inspectors also reported they were treat-
ed with open hostility by Melton, who at

" one point, they said, berated the inspectors

for “over 25 minutes” with profanity.

The problems with the FCC became so
severe that Melton was told late in 1974 that
the transfer applications for the stations
would probably not be approved if he were
50% owner. Accordingly, he withdrew as
proposed owner and was demoted from gen-
eral manager to salesman.

The crux of Kuhlmann’s decision on the
first point centers on Melton's role at the
station after that point. While Melton insist-
ed that he was only a salesman, after weigh-
ing the evidence, Kuhlmann decided that
“Melton was engaged in managing and op-
erating Tri-States station’s at all times™ and
that “Melton and Norris repeatedly lied to
the commission...to retain their broadcast
licenses and avoid scrutiny of Robert Mel-
ton’s actions.” Kuhlmann found that Mel-
ton’s inability to prove that he had managed
any active sales accounts plus the unusually
high compensation Melton received—the
use of several station-owned cars (including
a Lincoln Continental and a Lotus Espirit
sports car), the authorization to bind the

" station to trade agreements, many to Mel-

ton’s benefit and the very low price he paid
for the 49% interest he was eventually al-
lowed—indicated that Melton was ai all
times in charge and running the station.
More important, Kuhlmann found that Mel-
ton and Norris had been consistently and
knowingly shielding Melton’s actual control
of the station from the FCC and that lack of
truthfulness required that the license be de-
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Sporting questions in New York

The New York Yankees are expected to opt out of their contract
with SportsChannel New York later this year, putting the Yankee
cable rights up for grabs between SportsChannel and the
Madison Square Garden Network, the likely principal bidders.
And as a subplot to the situation, MSG and SportsChannel's
parent, Cablevision Systems, are in disagreement over contin-
ued carriage of MSG on the cable operator's New York area
systems after the carriage contract expires Sept. 15,

MSG believes it should be carried as a basic service. Cab-
levision believes that MSG, which carries the New York Knicks
and Rangers, should be a pay service and has carried it as
such, although it pays MSG from a basic rate card. Cablevision
has 150,000 MSG pay subscribers, plus another 30,000 on
basic systems the company has recenlly acquired. “They are
insisting we go to basic, and we do not believe in that,” said
Charles Dolan, Cablevision chairman. “Especially as product
costs increase, that requires us to charge everybody more,” he
said.

MSG charges that Cablevision’s position “is an abuse of its
unregulated monopoly power,” according to a statement re-
leased by MSG executive vice president, Robert Gutkowski,
and is an attempt to block MSG from "effectively competing with
its own SportsChannel programing service for the rights to
Yankees baseball games, which may become available in No-
vember.” Gutkowski fears that Cablevision would drop MSG
and prevent 600,000 Cablevision subscribers from having ac-
cess to the service. "Obviously, if we have fewer subscribers,
we wouldn't be able to pay as much for the rights to the Yankees
games,” said Gutkowski.

Gutkowski said MSG has insisted for years that Cablevision
"stop overcharging its customers” and market MSG as a basic
service, instead of a pay MSG reportedly charges operators
about 80 cents per subscriber per month. MSG claims that
Cablevision charges an additional $10 to $12 for MSG. Gut-
kowski points to the lower-income boroughs where Cablevision
operates that will carry a heavier burden in paying for MSG on a
pay basis, versus nonCablevision systems that carry MSG on a
basic channel in other New York boroughs.

Dolan denied that Cablevision wanted to drop MSG because
of the competition with SportsChannel, which is a pay service.
“Of course we want to carry them,” he said. Many Cablevi-
sion subscribers want to see Knicks and Rangers games, he

said. And if MSG eventually gets the Yankees, Dolan said
Cablevision would want to carry the service, but oniy as a pay
offering.

It is Dolan's contention that putting professional New York
sports teams on a basic package results in the teams, and not
the marketplace, deciding the price for the service, since the

‘programing service will pass the rights costs along to all the

subscribers on the cable system. Having seven New York area
professional sports franchises on basic cable would create an
enormous bill for the consumer, Dolan said. If MSG gained the
Yankees contract, Dolan said, it could force the product on to
basic, believing the operators “will be compelled to pay [MSG]
what [they] ask.... If we operators permit that to happen, we
have given up our accountability to our subscribers of what our
service costs.... It makes the price of cable driven more by
relationship with teams, and that's what we're trying to avoid,"
said Dolan.

Dolan said there is a one-time window in the 10-year agree-
ment Yankees owner George Steinbrenner has with Sports-
Channel, allowing him to make an exit payment and get out of
the contract. Dolan said Steinbrenner has stated he will exer-
cise that option. "We, of course, will be disappointed if we lose
the Yankees games on SportsChannel, but it certainly will not be
the end of the world if that happens,” Dolan said. SC would be
more profitable in that event because of the exit payment and
reduced rights expenses, he said. And Cablevision's subscrib-
ers could still receive the games on MSG, Dolan said, but only
as a pay offering. MSG, the Knicks, Rangers and the Garden
itself are owned by Gulf+Western. As Dolan surmised: “Gulf-
+Western has a lot more money than we do” and is likely that
Steinbrenner will go with whoever is willing to pay the most.

But MSG remains steadfast in its insistence to be on basic
even if it obtained the rights o the Yankees. And it sees
something sinister in Cablevision's “intransgience in the negoti-
ations,” as the MSG statement put it last week. In the statement,
Gutkowski charged that “Cablevision, as a powerful unregulat-
ed monopoly, has as its ultimate goal becoming the only source
of regional sports programing through SportsChannel to its
Cablevision subscribers and the entire tri-state area.... Because
it wears two hats—one as a cable operator and one as a cable
programer—I{it] is providing its subscribers with less service at
a higher price.”

Arizona school districts. In his no contest
plea, Norris was accused of destroying evi-
dence in that case. “On this issue, it is
concluded that his past conduct with other
government bodies shows that he is not
someone upon whom the commission can

nied.

The second point centers on Norris's plea
of no contest to criminal contempt in a case
surrounding the tamily business, Marston’s
Inc. It was alleged, but never proved. that
Marston’s had engaged in a kickback

Fox on LPTV. The second low-power
television station to announce an affili-
ation with the Fox Network is k49az
Twin Falls, idaho. It joins k2545 Eu-

scheme involving school supplies sold to  rely to act truthfully and reliably.” o gege. Ore., which joined the network
in January.
- E— Since then, the station’s ratings

have increased by 300% on Saturday
and Sunday nights, and 200% on
weeknights when Fox airs The Late
Show, according to Kk25As general
manager, John Mielke.

The Community Broadcasters Asso-
ciation, Milwaukee, an organization re-
presenting LPTV stations, hopes addi-
tionat network affiliations will follow.
"This seems to be a new phenom-
enon. It is not something we counted
on because we didn't think it was a
possibility,” said CBA President John
Kompas.

Fox officials have indicated that
more LPTV stations couid become af-
filiates, Kompas said.
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<RAMD>
N

R.A. Marshall & Co.

Brokerage & Media Investment Analysis

Upper Midwest AM/FM, Great Ratings, $2 million
Florida Coastal AM, Cash Flow, $1.45 million
Top 130 AM/FM, Attractive Market, $3 million

Please call us for an appointment during Radio ‘88, Sept. 14-18.

{A‘T‘\ 800 Main Street

S Hilton Head [sland, South Carolina 29928, 803-681-5252
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Datelbookns

ontinued from page 13

et, film and television market. Old Sydney Parkroyal
otel. Sydney. Australia. Information: (03) 500-9311.

iept, 7—New York Television Academy luncheon.
ipeaker: Pat Fili, senior vice president, programing
nd production, Lifetime Television. Copacabana,
lew York.

iept. 7—Association of Maximum Service Telecast-
rs second conference on high-definition television.
‘our Seasons hotel, Washington. Information: (202)
-57-0980.

1Sept. 7—Local advertising sales seminar, spon-
ored by USA Network. Brown Palace. Denver. Infor-
nation: Joyce Uyeno, (213) 277-0199.

sept. 7-8—Eastern Show. sponsored by Southern Ca-
ile Television Association. Atlanta Market Center, At-
anta. Information: (404) 252-2454,

1Sept. 8—Cabletelevision Advertising Bureau local
wdvertising sales workshop. Holiday Inn Crowne Pla-
:a, White Plains, N.Y.

1Sept. 8—Local advertising sales seminar, spon-
iored by L/SA Network. Remington, Houston. Informa-
ion: Joyce Uyeno. (213) 277-0199.

Sept. 8 Presentation of news and documentary pro-
yraming Emmy Awards, sponsored by National Acad-
uny of Television Aits and Sciences. Waldori-Astoria,
Jew York. Information: (212) 586-8424.

Sept. 8-10—National Association of Broadeasters TV
100-plus exchange. Hyatl Regency Airport hotel, Dal-
as. Information: Carolyn Wilkins. (202) 429-5366.

1 Sept. 9—"HDTVand Ihe business of television in the
1990%," seminar sponsored by law firm of Davis,
Jraham & Stubbs, Washington. Information: Mary Mei-
curger, (202) 822-8660.

1 Sept. 9—Local advertising sales seminar. spon-
sored by USA Network. Dallas Marriott Mandalay at
-os Colinas. Information: Joyce Uyeno, (213) 277-
199,

Sept. 9-11—Radio Advertising Bureau radio sales
Jniversity. Boston. Information: {212) 254-4800.

Sept. 9-11—MWassachusetis Broadcasters Association
annual convention. Ocean Edge conlerence center,
3rewster, Mass. Information: Robert Mehrman, (617)
438-7636.

n Sept. 10-11—Seventn annual Paler Awards, Asia-
Pacific region awards for television and radio, held as
oart of Australia's Bicentennial. Brisbane, Australia.
Information: Australian Trade Commission. 636 Fiflh
avenue, New York, N.Y. 10111,

Sept. 11-13—Arkansas Broadeasters Association an-
nual convenlion. Fayetteville Hilton, Fayetieville, Ark.
Information: (501) 227-7564.

Sept. 12-15—Nebraska Videodisk Symposium, spon-
sored by Videodisk Design/Production Group of
KUON-TVUniversity of Nebraska-Lincoln. UN-Lin-
coln. Information; (402) 472-3611.

u Sept. 13— Cabletelevision Advertising Bureau local
advertising sales workshop. Hyatt Regency O'Hare,
Chicago.

Sept. 13-16—International Institute of Communica-
tions 19th annual conference. Westin hotel, Washing-
ton. Information: Eduard Berlin, (212) 559-3419.

Sept. 14—New York Television Academy luncheon.
Speaker: Ruth Otte. president-chief operating officer,
The Discovery Channel. Copacabana, New York.

Sept. 14-16—National Association of Blaek Owned
Broadcasters fall broadcast management conference.
Ramada Renaissance hotel, Washington. Information:
(202) 463-8970.

Sept. 14-17—Radio '88. sponsored by National Asso-
ciation of Broadcasters, Convention Center, Washing-
ton.

Sept. 15—Sixth annual Everett C. Parker Ethics in
Telecommunications lecture. Speaker: Mary Alice Wil-
liams, VP. CNN. Interchurch Center, New York.

Sept. 15—Philadelphia Advertising Club meeting.
Speaker: Sally Jessy Raphael. ABC-TV talk show hosl.
Franklin Plaza hotel, Philadelphia. Information: (609)
234-7930.

u Sept. 15—Cabletelevision Advertising Bureay local
advertising sales workshop. Radisson hotel, Colum-
pus. Ohio.

Sept. 16—Society of Broadcast Engineers, Central
New York chapter, 16th annual regional convention.
Sheraton Convention Center, Liverpool, N.Y. Informa-
tion: (315) 437-5805.

Sept. 18-20—Kentucky Cable Television Association
annual convention. Marriott Resort, Lexington, Ky.

u Sept. 20— Federal Communications Bar Associ-
ation monthly luncheon. Speaker; Wiliam McGowan,
chairman, MCI Communications Corp. Marriott hotel.
Washington.

a Sept. 20—Cabletelevision Advertising Bureau local
advertising sales warkshop. Amiac hotel, San Francis-
co.

a Sept. 20—Deadline for entries in Forum Award com-
petition. sponsored by U.S. Council for Energy
Awareness, “honoring excellence in reporting that
pes! contributes to public understanding of cCivilian
nuclear energy.” Information: Scott Peters, (202) 293-
0770.

Sept. 20-22—Satetlite Communications Users Con-
ference. Las Vegas Hilton, Las Vegas. Information:
Kathy Kriner, (303) 220-0600.

Sept. 21—New York Television Academy luncheon.
Speaker: Kay Koplovitz, president-chief executive offi-
cer, USA Network. Copacabana, New York.

Sept. 21—Oklahoma Association of Broadcasters
sales seminar. Oklahoma City. Information: (405) 528-
2475,

Sept. 22—Oklakoma Association of Broadcesters
sales seminar. Tulsa, Okla. Information: (405) 528-
2475.

u Sept. 22—Cabletelevision Advertising Bureau local
advertising sales workshop. LAX Hilton, Los Angeles.

Sept. 22—IRTS Newsmaker Luncheon featuring FCC
Chairman Dennis Patrick. Waldorf-Astoria hotel, New
York. Information: (212) 867-6650.

Sept. 22-23—Broadcast Technology Society/lEEE
38th annual broadcast symposium. Washingion hotel,
Washington. Information: (301) 948-7151.

Sept. 22-25Third annual Society of Broadcast Engi-
neers national convention. Convention Center, Denver.
Information: John Battison, (614) 888-3364.

Sept. 23—Southern California Cable Association
eighth annual dinner dance. Theme: "Cable Goes
Hollywood.” Streets of the World, Universal City, Calif.
Information: (213) 463-2186.

u Sept. 23-24North Dakota Broadcasters Associ-
ation convention. Holiday inn, Bismarck, N.D. Informa-
tion: Neil McCutchan, (701) 777-2806.

Sept. 23-25—Maine Association of Broadceasters an-
nual convention and election of officers. Sebasco Es-
tates, Sebasco, Maine.

Sept. 23-26—*Science. Pseudoscience and Quack-
ery: Knowing the Ditierence.” conference for journal-
ists co-sponsored by Foundation for American Com-
munications, Gannett Foundation and Detroit News.
Hyatt Regency Dearborn, Dearborn, Mich. Informa-
tion: (213) 851-7372.

Sept. 23-27—/International Broadcasting Convention,
sponsored by group of electronics engineers assaci-
ations. Metropole conference and exhibition center,
Grand hotel and Brighton Center, Brighton, England.
Information: (01) 240-1871 (London).

Sept. 23-30—Cinetex, international film and television
conference, markel, festival and industry expo, cre-
ated by American Film Institule and presented joint-
ly by Interface Group of Companies (conference pro-
ducer). Las Vegas. Information: Bill Mahan, (617) 449-
6600.

Sept. 24— Radio-Television News Directors Associ-
((z)tion region one conference. Marriott hotel. Portland,

re.

Sept. 27—Association of Nationa! Advertisers media
workshop. Plaza hotel, New York. Information: (212)

More on move. General Services Administration has advertised for new office space in
Washington to house FCC starting in late 1991 or early 1992. FCC. through GSA, has been
planning to save money by leasing building large enough for all its offices. FCC offices are
now spread out in three buildings in northwest quadrant of city (1919 M Street, 2025 M Street
and 2000 L Street). GSA will issue formal "solicitation for offers” detailing needs of agency to
those who respond to ad in October and, according to FCC's managing director’s office, it
should have picked new location by early next summer. FCC has promised not to stray teo
far away. Unlike aborted effort to move in late 1970's to suburban Virginia, FCC has said it will
stay within District of Columbia—within area bounded by P Street on north, 23d Street
Northwest on west, Interstate 395 on south and 1st Street Northeast and Southeast on east.
Also, it has said, it will stay within 2,000 “walkable” feet of Metro rail station.

EAST

500 East 77th Street
Suite 1909

New York NY 10021
(212) 288-0737

WEST

9454 Wilshire Boulevard
Suite 600

Beverly Hills CA 90212
(213) 275-9266

SOUTH

11285 Elkins Road
Suite J-8

Roswell GA 30076
(404) 442-5711

HAL GORE, Vice-pres.
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697-5950.

Sept. 27—Third annual fall forum luncheon sponsored
by National Academy of Cable Programing. Sheralon
Center, New York. Information: Steven Schupak. (202)
775-3611.

Sept. 27—Roast of Bill Daniels, Daniels & Associates,
Denver, sponsored by Women in Cable, Washington
chapter. Omni Shoreham, Washington. Information:
Susan Hayes, (800) 752-9663.

» Sept. 27—Cabletelevision Advertising Bureau local
advertising sales workshop. Hilton Airport Plaza Inn,
Kansas City. Mo.

Sept. 27-28—"Forging a New Telecommunications
Strategy: Choices for the Next Administration,” spon-
sored by Public Service Satellite Consortium’s Na-
tional Center for Telecommunications and Informa-
tion Policy and co-sponsored by Comsat, Pacific
Telesis. National Press Club, Washington. Information:
(202) 863-0890.

Sept. 27-29—Great Lakes Cable Expo. Cobo Hall,
Detroit. Information: Steve Smith, (517) 351-5800.

Sept. 27-28—Public Service Satellite Consortium
conference on telecommunications policy, “Forging a
New Telecommunications Strategy: Choices for the
Next Administration.” National Press Club, Washing-
ton. Information: (202) 863-0890.

Sept. 28—Fiith annual Walter Kaitz Foundation din-
ner, honoring Ralph Baruch. Hilton hotel, New York.

Sept. 28-29—"Urban Markets: Directions for the 90's,”
seminar sponsored by National Cable Television As-
sociation and National Association of Minorities in
Cable. Keynote: Amos Hostetter, chairman-CEQ, Con-
tinental Cablevision. Waldorf-Astoria, New York. Infor-
mation: Ann Dorman: (202) 775-3690.

Sept. 28—"Beyond the Basics,” course sponsored by
Wonien in Cable. Viacom Conference Center. New
York. Information: Claire Stern. (212) 532-6680.

® Sept. 29—Cabletelevision Advertising Bureau local
advertising sales workshop. Dallas Parkway Hilton,
Dallas.

Sept. 30—Deadline for applications for Ohio State
Awards program competition honoring excellence in
educational, informational and public affairs broad-
casting. Information: Phyllis Madry, (614) 292-0185.

Sept. 30—"Covering Liability, Risk and Insurance Re-
form,” conference for journalists co-sponsored by
Foundation for American Communications and Sac-
ramento Bee. Sacramento Community/Convention
Center, Sacramento, Calif. Information: (213) 851-
7372.

—

October

Oct. 2-4—New York State Broadcasters Association
and Pennsylvania Association of Broadcasters joint
annual convention. Speaker: FCC Commissioner Patri-
cia Diaz Dennis. Hershey Lodge. Hershey: Pa. Informa-
tion: (518) 434-6100 or (717) 233-3511.

Oct. 2-4—Jcint annual meeting of Oregon Association
of Broadeasters and Washington State Association of
Broadcasters. Jantzen Beach Red Lion, Portiand, Ore.
Information: (206) 625-0714.

Oct. 2-6—Southern Educational Communications
Association conference. Hyalt Regency Louisville,
Louisville, Ky. information: Jeanette Cauthen. (803)
799-5517.

® Oct. 4—Cabletelevision Advertising Bureau local
advertising sales workshop. Omni hotel at CNN Cen-
ter. Atlanta.

Oct. 4-6—Atlantic Cable Show. Allantic City Conven-
tion Center, Atlantic City, N.J. Information: (609) 848-
1000.

Oct. 6—Caucus for Producers, Writers and Directors
general membership meeting. Chasen’s. Los Angeles.
Information: (213) 652-0222.

Oct 6 "Beyond the Basics.” course sponsored by
Women in Cable. Viacom Conference Center. New
York. Information: Claire Stern. (212) 532-6680.

® Oct. 6—Cabletelevision Advertising Burean local
advertising sales workshop. Radisson Inn Maingate,
Orlando. Fla.

Oct. 7—Radio Broadeasters of Chicago 10th annual
Windy Awards honoring excellence in creative use of
radio as advertising medium. Hotel Nikko, Chicago.

Information; Susan Kraus, (312) 329-9002.

® Oct. 7-Jan. 2—"On the Air: Pioneers of American
Broadcasting.” exhibition co-sponsored by National
Portrait Gallery and Museum of Broadcasting, New
York. Smithsonian National Portrait Gallery, Washing-
ton.

Oct. 7-B—Southeast Regional Intercollegiate Broad-
casting System convention, sponsored by WRAS-FM
Allanta. Urban Life Center, Georgia State University,
Atlanta. Information: (404) 651-2237.

Oct. 9-11—Women in Cable management conference.
Swiss Grand hotel, Chicago. Information: Rhonda
Christenson, (815) 962-3400.

QOct. 9-11—/llinois Broadcasters Association annual.

convention. Eagle Ridge-Galena, IIl.

Qct. 9-12—United States Telephone Association 91st
annual convention. Marriott Marquis, New York. Infor-
mation: (312) 332-1991.

Oct. 11-—Presentation of Engineering Emmy Awards
for Outstanding Achievement in the Science of Televi-
sion Engineering. sponsored by National Academy of
Television Arts and Sciences. Sheraion Center, New
York. Information: (212) 586-8424.

8 Oct. 11—Cabletelevision Advertising Bureau local
advertising sales workshop. Howard Johnson hotel,
Boston.

Oct. 11-16—Nationa! Black Media Coalition 15th
anniversary conference. Adam's Mark hotel, Houston.
Information: (202) 387-8155.

Oct. 12—"Beyond the Basics,” course sponsored by
Women in Cable. Viacom Conference Center. New
York. Information: Claire Stern, (212) 532-6680.

® Oct. 12—Cabletelevision Advertising Bureau local
advertising sales workshop. Sheraton Valley Forge,
Philadelphia.

Oct. 12-14—World Teleport Association general as-
sembly conference and exhibition. Theme: “New Im-
pacts for City Development and Initiatives for New
Telecommunications Services.” Congress Center East.
Cologne, Germany. Information: Holly Kobran, (202)
333-7400.

Oct. 12-15—American Association of Advertising
Agencies Western region convention. Hyalt Regency,
Scottsdale, Ariz. Information: (212) 682-2500.

Oct. 13-14—Alaska Broadcasters Association 24th
annual convention and engineering conference. Hotel
Captain Cook, Anchorage, Ala. Information: (907) 258-
2424,

Oct. 13-16—National Broadcast Association for
Community Affairs convention. Copley Plaza hotel,
Boston. Informaltion: Valerie Navy, (617) 449-0400.

Oct. 14-18—M[PCOM. international film and program
market for TV video, cable and satellite. Palais des
Festivals, Cannes, France. Information: Perard Associ-
ates, (212) 967-7600.

Oct. 15—Radio-Television News Directors Associ-
ation region 12 "super regional” conference. Sheraton
Center hotel. New York.

8 Oct. 15—Deadline for entries for film or videolapes
produced or directed by women, sponsored by Wom-
egsien the Director's Chair. Informaltion: (312) 281-
4988,

Qct. 15-19—Society of Motion Picture and Television
Engineers convention 130th technical conference and
equipment exhibit. Jacob K. Javits Convention Center.
New York.

Oct. 16-18—Wireless Cable Association’s Wireless
Cable ‘88 annual conference and equipment exhibit.
Hyatt Regency Crystal City, Arlington, Va. Information:
(202) 347-4253.

Oct. 16-18—Nevada Broadcasters Association annual
convention. Hyatt Lake Tahoe Resort, Lake Tahoe, Nev

Oct. 17-19—Television Bureau of Advertising annual
meeting. Bally's, Las Vegas.

QOct. 18-19—Broadeast Credit Association credit
seminar. Omni Netherland Plaza, Cincinnati. informa-
tion: (312) 827-9330.

Oct. 18-20—Mid-America Cable TV Association 31st
annual meeting and show: Hilton Plaza Inn on Country
Club Plaza. Kansas City Mo. Information: {913) 841-
9241.

Oct. 19—/International Radio and Television Society
newsmaker luncheon featuring Laurence Tisch, CBS
president/CEQ. Waldorf-Astoria hotel, New York. Infor-
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mation: {212) 867-6650.

Oct. 19—Seventh annual Telecommunications Career
Day, sponsored by James Madison University, de-
partment of communications. University campus,
Harrisenburg, Va. Information: (703) 568-6221.

® Oct. 19—Federal Communications Bar Association
monthly luncheon. Speaker: Thomas Fitzpatrick, FCC
chief administrative law judge. FCC. Marriott hotel,
Washington.

Oct. 19-21—/ndiana Broadcasters Association fall
conference. Viscount hotel, Indianapolis.

Oct. 19-22—Intelevent '88, seventh world conference
on future of “international telecommunicating policy
and regulatory issues through the views of the world's
leaders in industry and government,” “Global Telecom-
munications: Strategic Pathways to the 21st Century.”
Cannes. France. Information: (703) 556-7778.

Oct. 20-22—Friends of Old-Time Radio 13th annual |
convention. Holiday Inn-North, Holiday Plaza, Newark,
N.J. Information: Jay Hickerson, (203) 248-2887. |

Oct. 20-22—National Religious Broadeasters, East-
ern chapter, convention. Sandy Cove conference cen-
ter, North East, Md. Information: Sue Bahner, (716)
461-9212.

QOct. 21-23—Radio Advertising Bureau radio sales '
university. St. Louis. Information: (212) 254-4800.

Oct. 21-23 _Missouri Broadcasters Association fall
meeting. Tantara, Lake Ozark, Mo.

Oct. 23-25—Association of National Advertigers 79th
annual convention. Waldorf-Astoria, New York.

Oct. 25-28—Community Broadcasters Association
annual conference and exhibition. Caesars Palace,
Las Vegas. Information: (214) 631-1278.

Oct. 26—"Beyond the Basics,” course sponsored by
Women in Cable. Viacom Conference Center, New
York. Information: Claire Stern, (212) 532-6680.

—

November

Nov. 3—Presentation of 1988 Radio Broadcasters'
Award, sponsored by Center for Population Options,
“designed to acknowledge the role radio plays in
educating teens and adolescents on sexuality issues.”
Four Seasons hotel. Los Angeles.

Nov. 3-6—Audio Engineering Society 85th conven-
tion. Convention Center, Los Angeles. [nformation:
(212) 661-8528.

® Nov. 4-5—Rocky Mountain Public Radio fall confer-
ence. Olympic hotel, Park City, Utah. Information: (702)
456-6695.

Nov. 4-6—Radio Advertising Bureau radio sales uni-
versity. Orlando, Fla. Information: (212) 254-4800

Nov. 6-9—Canadian Association of Broadcasters and
Western Association of Broadcast Engineers joint an-
nual conference and trade show. Winnipeg Convention
Center, Winnipeg. Manitoba. |nformation: Elmer Hilde-
brand. (204) 324-6464.

Nov. 9-11—International Fitm & TV Festival of New
York. Sheraton Center hotel. New York. Information:
(914) 238-4481.

Nov. 13—Acadeny of Television Arls and Sciences
installation ceremonies for Television Academy Hall
of Fame. 20th Century Fox Studios. Los Angeles.
Information: (818) 763-2975.

® Nov. 15— Federal Conumunications Bar Associ-
ation monthly luncheon. Speaker: Robert Galvin, chair-
man, Motorcla. Marriolt, Washington.

Nov. 16-18—Private Cable Show. sponsored by Na-
tional Satellite Programing Network. Denver Tech
Center. Denver. Information: (713) 342-9655.

Nov. 21—International Emmy Awards gala, sponsored
by International Council of National Academy of
Television Arts and Sciences. Sheraton Center. New
York. Information: (212) 308-7540.

Nov. 28—Academny of Television Arts and Sciences
"Television Academy Hall of Fame" telecast (on Fox),
honoring 1988 inductees Jack Benny, George Burns,
Gracie Allen, Chet Huntley, David Brinkley. Red Skel-
ton, David Susskind and David Wolper. Information:
(818) 763-2975.

Nov. 30-Dec. 3—Radio-Telerision N'ews Directors As-
goctation international conference. Las Vegas Conven-
tion Center. Information: (202) 659-6510



JR—

december

ec. 7-9—Western Cable Show. sponsored by Califor-
i Cable TV Association. Anaheim Convention Cen-
w, Anaheim, Calif Information: (415) 428-2225,

ec. 13—Presentation of Women at Work broadcast
wards, sponsored by Natioaal Cowmwission ox
Torking Women. Capital Hilton, Washington. Informa-
on: Sandra Porter (202) 737-5764.

S ———— |

lanuary 1989

an. 4-8, 1989—Associetion of [ndependent Teleri-
ion Stations annual convention. Century Plaza. Los
ngeles.

Jan. 8-13—Aunenberg Washington Program sec-
nd annual winter faculty workshop, on “communica-
ons issues, policy issues expecled te confront the
ew administration.” Washington Program, Washing-
n. Information: (202) 393-7100.

an. 24-27, 1989 NATPE [nternational 26th annual
onvention. George Brown Convention Center. Hous-
n.

an. 29-Feb. 1—MNativnal Religions Broudeasters
6th annual convention and exposition. Sheraton
vashington and Omni Shereham, Washington. Infor-
ation: (201) 428-5400.

an. 31-Feb. 2—Sunth Carolina Broadcasters Associ-
tion annual winter convention. Columbia. S.C.

< —

*ebruary 1989

‘eb. 2-4, 1989—Radio Advertising Burean’s ninth
nnual Managing Sales Conference. Loews Anatole,
Jallas. Information: (212) 254-4800.

‘eb. 3-4, 1989—Souciety of Motion Picture and Televi-
ion Engineers 23d annual lelevision conference. St,
‘rancis hotel, San Francisco.

‘eb. 10-12—0klahona Associetion of Broedeasters
vinter meeting. Tulsa Marrioll hotel. Tulsa. OKla. Infor-
nation: (405) 528-2475.

‘eb. 14-15—Broadeast Credit Association credit
eminar Orlando Airport Marriott, Orlando, Fla.

1Feb. 16—Federal Contmunications Bur Associ-
ttion monthly luncheon Speaker: Robert Allen, chair-
nan, AT&T. Marriott hotel, Washington.

gb, 22-24, 1989—Texas Cable Show. sponscred by
Peras Cable TV Association. San Antonio, Tex. Infor-
nation: (512) 474-2082.

[ ——
Viarch 1989

March 1-4—20th annual Country Radio Seminar, spon-
sored by Country Radio Broadeasters. Opryland ho-
el, Nashville. Information: (615) 327-4488

1 March 30— Federal Conmunications Bar Associ-
ttion monthly luncheon, featuring international tele-
;ommunications panel, including Seth Blumenfeld,
yesident, MCI International. Marrioll, Washington.

_
April 1989

April 8-12, 1989—Broedcast Financial Management/
Sroadeast Credit Associction 29th annual conference.
.oews Anatole, Dallas. Information: (312) 296-0200.

April 10-12, 1989 Cabletelevision Advertising Bu-
equ eighth annual conference. Waldorf-Astoria, New
fork. Information: (212) 751-7770.

» April 19-23, 1989—Netione! Broadeasting Society,
Alpha Epsilon Rho, 47th national convention. Riviera
wolel, Las Vegas. Information: David Guerra. (501)
369-3254.

8 April 19—Federal Communications Bar Assoei-
ition monthly luncheon. Robert Johnson, president-
Jublisher. Newsday. Marriott hotel, Washington.

April 21-26, 1989 -25th annuval MIP-TV, Marches
des futernational Programes des Television. intérna-
sional television program market. Palais des Festivals,
Cannes, France.

April 27-29, 1989- -Broadcast Education Association
annuai convention. Las Vegas. Information: (202) 429-

5355.

——

May 1989

May 11-15—Awmerican Women it Radio and Televi-
sion 38lh annual convention. Waldorf-Astoria. New
York.

May 17-20—Auwmerican Association of Advertising
Ageucies 71sl annual meeting. Greenbrier, White Sul-
phur Springs. W. Va.

May 17-21—Annual Public Radio Conference. coordi-
nated by National Public Radie. St. Francis hotel, San
Francisco.

» May 24— Federal Commuunications Bar Association
monthly luncheon. Speaker: Robert Kahn, president.
Corporation for National Research Initiatives. Marriott,
Washington.

—
June 1989

June 17-22—161h International Television Symposium.
Montreux, Switzerland. Information. in Montreux: (021)
963-32-20.

mJune 21—Federal Conununications Ber Associ-

ation monthly luncheon. Speaker: Ralph Oman, Regis-
ter of Copyrights, Library of Congress. Marrioll. Wash-
ington.

September 1989

Sept. 13-16  Radio-Television News Directors Asso:
viation annual convention. Kansas City Canvention
Center. Kansas City, Mo.

T ——

October 1989

Oct. 3-5—Atlantic Cable Siow. Atlantic City Conven-
tion Center. Atlantic City, N.J. Information: (609) 848-
1000.

Qct, 12-16— M1 PCOM, international film and program
market for TV, video. cable and satellite. Palais des
Festivals, Cannes. France. Information: Perard Associ-
ates. (212) 967-7600.

November 1989

Nov. 13-15—Telecision Burean of Advertising annual
convention. Century Plaza. Los Angeles.

Continued from page 14

munications Inc. (UAC!) signed definitive
agreement March 8 to merge into new com-
pany, United Artists Entertainment Co. (UAE).
UACI stockholders would exchange shares
one-for-one for shares of UAE. UCT stock-
holders have option to receive either $35 cash
or one share of UAE with right to put that stock
to Tele-Communications Inc.. “...at 90% of its
then-value determined on a going concern
basis or liquidation basis. whichever would

yield the greater value." Agreement ended
TCl's standstill agreement with UCT and al-
lowed TCI to expand UCT ownership beyond
23% stake in March to 41% share as of July
29. TCl owns roughly two-thirds of UACI and
would own a majority of newly formed UAE.
Proxy is under review at the SEC and is ex-
pected to go out to shareholders in mid-Sep-
tember. ¥ 0On April 23, joint venture of Tele-
Communications (TCI) and Comcast agreed
to purchase SCI Holdings. fourth largest MSO
serving 1,480,000 subscribers. Plan was
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amended in July with Comcast purchasing
50%, TCl purchasing 35% and TKR Cable,
50/50 MSO venture of TCI and Knight-Ridder,
purchasing remaining 15%. Consideration in-
cludes assumption of debt, expected to be $2
billion at time of closing. SCI stock and war-
rants will be purchased from KKR for $1.55
billion, subject to adjustment, with buyers ob-
taining access to $800 million in SC| cash and
marketable securities, plus ability to draw on
$500 million bank revolving credit. Seller Kohl-
berg Kravis Roberts & Co. is keeping SCl's
broadcast television interests. On July 26, SCI
received comments of Securittes and Ex-
change Commission on consent solicitation of
SCI debt holders. Hart-Scolt-Rodino review
period has expired and transaction is expect-
ed o close in early fall. Company has already
received franchise approval on transfers in-
volving "substantial” number of SCI subscrib-

ers.

m FCC's network rules—adopted over years to
mitigate power of neworks over affiliates, pro-

gram suppliers and other media—are being -

reviewed, and several may be modified or
eliminated in upcoming year on ground that
networks now face stiff competition, particular-
ly from cable. FCC has opened proceedings
looking at rules prohibiting networks from re-
presenting affiliates in spot advertising mar-
ket, barring networks from owning cable sys-
tems and limiting network-affiliate contracts to
two years.

FCC initiatives are taking place as networks
prepare to sit down with Hollywood studios
and reconsider financial interest and syndica-
tion rules, which limit networks' ownership in-
terest in network programing and in syndica-
tion of programing after its network run
{BRoADCASTING, July 4). Meetings at "relatively
high level" are expected to begin in six weeks
(BROADCASTING, Aug. 15).

With some prompting by networks, FCC
tried to eliminate rules in early 1980%s, but
Congress and President Reagan quashed ef-
fort. FCC will wait for affected industries to
reach compromise before it takes up issue
again.

Fate of must carry is now in hands of Con-
gress. Supreme Court in May rejected petition
that it review decision of U.S. Court of Appeals
declaring commission’s second version of
rules unconstitutional. FCC, responding to
congressional pressure, is collecting informa-
tion Congress has requested in connection
with must-carry issue. It has queried systems
and Dbroadcasters on effect elimination of
must-carry rules has had on broadcasters.
Results are due Sept. 1. Last February, Na-
tional Association of Broadcasters television
board directed NAB staff to seek all avenues
to restore must carry. To support argument, it
surveyed broadcasters and found, of 259 re-
sponding, around 50 that are not being car-
ried on at least one cable system that would

have had to carry them under must-carry
rules. National Cable Television Association is
also conducting survey, but results are not
expected until early fail.

® Senate 1991-1993 CPB reauthorization bill,
S. 2114, and companion House bill, H. 4118,
both of which passed through committee in
late July, had still not come to floor votes
before late summer congressional recess.
Amendments to Senate bill would shift 80% of
CPB national program funding directly to pub-
lic stations; codify division of federal money
between CPB and stations; cap CPB adminis-
trative expenses at 4% of previous year's bud-
get; cap CPB system support budget at 6% of
current budget; limit CPB funding of any pro-
gram to four years maximum, and require that
CPB-funded programs meet criteria related to
underserved audiences and innovation. Sys-
tem support cap would begin in FY 1989; all
other measures would go into effect in FY
1990.

CPB has called Senate amendments “at-
tack" on its mandate and have charged that,
with all national programing in station hands,
several established series may go on “endan-
gered species list." CPB board had recently
adopted package of resolutions that, in future
budgets, would “focus CPB's resources on
limited number of higher priority issues,” with
"measurable” contribution to programing as
single criterion for each budget decision.
Board also resolved to extend use of all appro-
priate programing for educational purposes
and approved radio program fund top priority
of creating "major new services and series.”
PBS and National Association of Public Televi-
sion Stations support amendments, saying
stations already prove ability and willingness
te support national schedule.

House version contains language creating
new program fund specifically for indepen-
dent producers and to “expand diversity and
innovativeness of programing.” Other House
amendment would direct CPB to appoint sep-
arate overall programing review board to re-
port to Congress annually “in respect to serv-
ing the needs of minority and diverse
audiences.”

Each bill authorizes CPB $304 million in
1991, $345 million in 1992, $404 million in
1993 and $200 million over those three years
for replacement of satellite interconnection
system due to expire in 1991. Administration
has recommended freeze at 1988 level, $214
million.

Results of Senate and House conference on
1991 CPB appropriations—$242,060,000 to
CPB with additional $56,810,000 earmarked
for replacement of satellite interconnection
system—also had not been voted on before
recess.

PBS presented ideas to stations for stream-
lining program acquisition process and called
for reinstatement of some common carriage of
prime time schedule to aid in promotion dur-
ing annual Program Meeting (formerly Pro-
gram Fair) in San Francisco last month. PBS
would like to expedite Station Program Coop-
erative process, in part by gaining authority to
negotiate with producers and to strengthen
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link between
programing
decisions and
PBS schedule -
needs.

NPR board,
meeting July 13-
14, adopted pro-
cedures for main-

national

streaming new
programs. intc  stations’
dues structure. "Unbundled” performance

and news packages of NPR programing will
be offered for first time Oct. 1. Board also
adopted 1989 capital budget of one million
dollars and announced a distribution fee re-
duction of over 20%. NPR this month
launched Latin File, 14-minute, daily Hispan-
ic news service in English.

®m Due to developments on Capitol Hill and in
marketplace (BROADCASTING, July 4), pros-
pects for passage (in House and Senate) of
legislation regulating home satellite industry
are considered dim. For starters, House bill
(H.R.1885) passed Telecommunications Sub-
committee by narrow vote, 13-11, indicating
that action in parent Energy and Commerce
Committee might not be forthcoming. More-
over, momentum behind measure is believed
to have slowed because of announcement
that National Rural Telecommunications Coop-
erative (noncable distributor serving dish own-
ers) had closed deals with five leading cable
programers, move many observers feel will
persuade lawmakers that congressional inter-
vention is unnecessary. Moreover, NRTC,
which is one of legislation's chief proponents,
says it is no longer going to push for Hill
action.

Despite NRTC deals, Senator Al Gore (D-
Tenn.} believes there is still need for legislative
action and is poised to move his sateilite
measure when Congress returns in Septem-
ber. (Gore was heping to act during last two
weeks but failed to find apppropriate vehicle
on which to attach his bill as rider) Gore must
offer measure as rider to another bill because
of problems he encountered trying to gain
time agreement to bring up legislation. Both
House and Senate bills would mandate that
cable programers permit any qualified third
party to distribute their services to backyard
dish (TVRO} owners. Senate Communications
Subcommittee Chairman Daniel Inouye (D-
Hawaii) is legislation’s chief opponent.

On other front, House Judiciary Committee
approved legislation (H.R. 2848} to permit
satellite distribution of broadcast signals—
superstations—to  backyard dish owners
{BroaDCASTING, August 8). House Energy and
Commerce Committee Chairman John Dingell
(D-Mich.) plans to request referral of bill,
which will slow down legislative process at
time when there are fewer than six weeks on
congressional calendar.

FCC has received petitions to reconsider, in
whole or part, new syndicated exclusivily



Jles adopted at May 18 meeting. Rules,
thich empower television stations to enforce
xClusivity of their syndicated programing
gainst cable systems, are tentatively set to
ike effect Aug. 18, 1989. To mitigate impact
£ rules, FCC adopted one-year transition peri-
d

In adopting rules, which are similar to those
fropped by agency eight years ago, FCC
;aid they would end “the reign of re-runs” on
:able and increase the diversity of program-
ng on broadcast and cable. They would also
nake television marketplace fairer by allowing
elevision slation to contract for true exclusiv-
ty as cable programers do, FCC said.

Today, typical cable system imports several
jistant broadcast signals; some of syndicated
yrograming on signals duplicates that on lo-
:al television stations. Under syndex rules,
itations can force cable systems to delele
luplicative programing.

The FCC acknowledged that cable systems
vould suffer increased costs from having to
lelete and, if they wish, substitule program-
ng, bul sard benefits outweight costs. Rules
vould not apply 1o systems with 1,000 or
ewer subscribers. Also, exclusivity in existing
ontracts may not be immediately enforce-
ible

Broadcasters applauded decision. They
say syndex will restore equity within market-
dlace and that consumers will benefit.

Cable, on other hand, was not pleased.
Jnited Video, common carrier for supersta-
ions waN-Tv Chicago, wpeix(Tv) New York and
<viv Datlas, and Century Communications
1ave already notitied U.S. Court of Appeals of
‘heir intention to challenge rules in court.

TV Stereo

tarting in fall 1988, CBS-TV will transmit all
rograming in  stereo—network has been
veraging about two hours per month of ste-
8o programing. About one-third of CBS-TV's
‘00 affiliates are equipped to transmit in ste-
eo. NBC-TV has 139 affiliates capabie of
tereo delivery This season, NBC's prime time
chedule except for Night Cowrt, half-hour
itcom, has been broadcast in slereo. Along
vith late-night programing and some sports
elecasts, NBC averages 29 hours per week in
itereo. ABC-TV, with 42 stereo affiliates, has
0 prime time stereo shows with average of
even hours per week.

Wireless Cable

daving completed financing, Microband
~ompanies Inc., New York, has begun market-
ng wireless cable service in Washington. In
addition to off-air signals from Washington and
3altimore, service teatures 10 cable program-
ng services, including Home Box Oftice. With
some cooperation from FCC, Microband
1opes to increase number of cable services 1o
21 by end of year.

Wireless cable, which uses mix of ITFS and
MDS channels to broadcast multiple cable
programing services to subscribers, is now
available in several other large markets. Mi-
croband operates systems in New York and

Detroit.

wireless Cable Association, trade associ-
ation representing wireless cable operators,
has elected Robert Schmidt president

Schmidt is former president of National Cable
Television Association. WCA believes cable
industry is unfairly denying wireless cable op-
erators programing.

For the Recorde

As compiled by BROADCASTING from Aug.
10 through Aug. 17 and based on filings,
authorizations and other FCC actions.

Abbreviations: AFC—Antenna For Communications. ALI—Ad-
niinistrative  Law  Judge: alt.—alternate:  ann.—announced:
ant.—antenna:  aur-—aural:  aux.—auxiliary: ch.—channel:
Cli—eritical hours.: ¢hg.—change. CP—cunstruction permit:
D—day: DA—directional antenna: Doc.—Docket: ERP—elYec-
tive radiated power; Freg—frequency: HAAT—height above
average (emaim: H&V-—horizontal and versical: khz—kiloherz:
kw—Kkilowatts:  li¢.—licenser  m-—meters: inhz—megahenz:
mi.—miles: MP—muoditication permit.  mod.—moditication;
N-—nizht: pet. for recon.—petition for reconsideration: PSA
presunrise service avthority: pwr.—power. RC——remote control,
S-A—Scientific- Atlanta: SH—specitied hours: SE—studio loca-
lion; TL—transmitter location: trans. —transmitter: TPO —trans-
mitter power output: U or unl.—unlimited hours: vis.—visual:
w—walls: *—noncommercial. Six groups of numbers at end of
facilities changes items reler to map coordinates. One meter
cquals 3.28 feer.

Ownership Changes

B WSMQ(AM) Bessemer. AL (BAPL8SO711ED: 1450
khz: 1 kw-U)—Sceks assignment of license from Mel Allen

Broadcasting Inc. to Bessemer Radio Ine. for $250.000.
Seller is principally owncd by Mel Atlen. It has no other
broadcast interests. Buyer is owned by Gene Landeau.
broadcast consultant from Signal Mountain. Tenn. It has no
other broadeast interests. Filed July 11

| WNPT(AM) Tuscaloosa. AL (1280 khz: 5 kw-D: 500W-
N}—Sceks assignment of license from West Alabama
Broadcasting Co. 10 WANR [nc. for SI80.000. Seller is
owned by Edna Ruth Harris. who has no other broadeast
interests. Buver is owned by Mignon C. Smith and Ellis J.
Parker. It owns new FM in Linden. AL, and WLPH(AM)
Trondale. AL. Filed July 18,

8 KMTL(AM) Sherwood. AR (BAL8S807 ISED: 760 khz:
10 kw-D)—Sceks assignment of license from Sherwood
Broadcasting Co. 10 George V. Domerese for $330.000.
Scller is owned by John J. Shields. [t has no other broadeast
interests. Buyer also has interest in KFDF(AM) van Buren,
AR. Filed July 15

s KCDX(FM) Keamy AZ (BAPH880708GX: 105.1
mhz: | kwh—~Secks assignment of license from Jack
Weidner 10 Desent West Air Ranchers Corp. for $2.000.
Seller has no other broadeast interests. Buyer is owned by
Ted Tucker and his wife. Jana. It has no other broadcast
interests. Filed July 8.

® WKBN(FM) Kingsland. GA (BALH880711GU: 106.3
mhz: 3 kw: HAAT: 330 it.)—Sccks assignment of license
from Kings Bay Arca Broadcasting Co. 1o WKBX Inc. for
$1 million. Seller is owned by Roy Dowdy and his wife.
Carol. It has no other broadeast interests. Buyer is principal-

Northern Colorado Radio, Inc.

has acquired

KUAD(FM)
Windsor/Fert Collins, Colorado

from

KUAD-FM, Inc. |
Jor

$2,300,000

Subject to FCC Approval

We are pleased o have brokered this transaction.

— 1

Natlonwide Media Brokers

| Associates

Corporate Offices « Washington, DC « 202/822-1700
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ly owned by Jokn Schneider. retired businessman with no
other broadcast interests. Filed July L1,

8 WRED(AM) Monroe. GA (BAL880T07EG: 1490 khz:
I kw-D 250 w-N)>—Seeks assignment of license from Earl J.
Akery to Phoenix Flight Broadeasting Co. for S151.000.
Seller has no other broadcast interests. Buyer is owned by
Ronald A. Reeves und Brent L. Johnson. It has no other
broadcast interests. Filed July 7.

® WAZY-AM-FM Lafayette. IN (BALH880712HC: 96.5
mhz: 50 kw: HAAT: 500 f1.—Sccks assignment of license
trom Radiovision of America to Heritage Venture Partners [[
Lid. for $3.360.000. Seller is owned by Anthony J. Gaz-
zana and also owns KEZA(FM) Fayetteville. AR. It bought
station in 1986 for $2 million (“Changing Hands.” Sept. 15,
1986). Buyer is owned by Arthur A. Angotti. [t is former
owner of cable system and cellular telephone operation in
Indianapoelis. 1t has no other broadeast interests. Filed July
12

® WKAY(AM) Glasgow. KY (BAL880713EA; 1490 khz:
1 kw-U)—Seeks assignment of license from Heritage Com-
munications Inc. to Royse Radio Inc. for $250.000. Seller is
owned by Clovis Sadler and his wife. Moena. Buyer is
owned by Henry G. Royse. who also owns WTPR(AM)-
WAKQ(FM) Paris. TN. Filed July 13,

8 WRKO(AM}-WROR(FM) Boston., MA
(BAL880712HE: 680 khz: 50 kw-U; FM: BALH880712HF;
98.5 mhz: 8.1 kw; HAAT: 1190 fi.)—Seeks assignment of
license from Commonwealth Broadcast Group to Atlantic
Ventures of Boston for $33.885.000. Seller is subsidiary of
RKO General Corp.. New York-based group of six AM's
and six FM’s. Buyer is owned by Steven B. Dodge, Eric B.
Schuliz. Joseph L. Winn and Michael B. Milson. all of
whom are former officers of American Cable Systems.
which merged with Continemal Cablevision last year. and
James T. Herron. former radio consultant based in Chicago.

It also owns WNYR(AM)-WEZO(FM) Rochester. NY, and ,

recently bought WAQX(FM) Syracuse. NY (“Changing
Hands.” July 25). Filed July 12.

® New FM Thief River Falls. MN (BAPH880712GZ.
102.7 mhz: 100 kw: HAAT: 981 fi.)—Seeks assignment of
license from Rita Cole to Thief to the Forks Broadcasting
Inc. for $5.000. Seller has no other broadcast interests.
Buyer is owned by Daniel Peters, Dennis'G. Carpenter and
Sheldon A. Johnson. It also owns KKSR(FM) Sartell. MN.
Filed July 12.

® KRCG Jefferson City. MO (Ch 13; 316 kw-V 47.4 kw-
A: HAAT: 1010 ft.)—Secks assignment of license from
Cardinal Broadcasting Corp. to Mel Wheeler Inc. for $24
million. Seller is subsidiary of Price Communications
Corp.. publicly owned New York-based publisher and sta-
tion group of five AM’s. four FM’s and nine TV s headed by
Robert Price. Buyer is Denton, Tex.-based group of two
FM’s and two TV's. principally owned by Mel Wheeler and
family. Filed July 19.

® KUVR(AM)-KKTY-FM Holdrege. NE (AM: BA-
L8B0713EC: 1380 khz: 500 w-D: FM: BALH880713ED:
97.7 mhz: 3 kw; HAAT: 240 ft.)—Secks assignment of
license from W. W. Broadcasting Co. Inc. to High Plains
Broadcasting Inc. for $162.000. Seller is owned by William
C. Whitlock. who has no other broadcast interests. Buyer is
owned by Peggy J. Goth. Chris L. Erickson and Robert
Edwards. Goth has interest in KXMK-FM Arizona City.
AZ. Filed July 13.

® WKNE-AM-FM Keenc. NH (BTC880711HA: 1290
khz: 5 kw-U: BTCH880711HB: 103.7 mhz: 42 kw: HAAT:
530 f1.)—Secks assignment of license from WKNE Corp. 10
Lightfoot Broadcasting Corp. for $5.5 million. Seller is
owned by E.H. Close Jt.. who also owns WPNH-AM-FM
Plymouth. NH. Buyer is owned by Richard Lightfoor.
former owner of WSUB(AM)-WQGN(FM) Groton-New
London, CT. and WAZY-AM-FM Lafaycttc. IN. It has no
other broadcast interests. Filed July 11.

® WHDL{AM)-WEBF(FM) Olean. NY (AM:
BTC880708GV: 1450 khz: 1 kw-U:; FM: BTCH880708GW;
95.7 mhz: 43 kw: HAAT: 740 fr.)—Seeks assignment of
license from WHDL Inc. 10 Dean Aubol and his wife.
Penny. and Frank Penny and his wife. Grace. for $750.000.
Seller is owned by E.B. Fitzpatrick and family. It recently
sold newspaper. Glean, NY. Times Herald. and has no other
media interests. Buyer owns WEBO(AM)-WQXT(FM)
Owego, NY, and recently sold WATN(AM) Watertown and
WTOJ(FM) Carthage. both New York (“Changing Hands.”
April 11). Filed July 8.

® WYDK(AM) Yadkinville. NC (BALBBO7 [9EA: 1480
khz: | kw-D. DA}—Secks assignment of license from
Childress Radio Company 1o Lucas Broadcasting Inc. for
$150.000. Seller is headed by Susan Childress. It has no
other broadcast interests. Buyer is owned by Dan Lucas.
who also owns WRRZ{AM) Clinton. NC. Filed July 9.

THE

OHIO STATE
AWARDS

53rd Annual Program Competition

CALL FOR ENTRIES

Applications are now being accepted for
broadcasting’s oldest program competition
honoring excellence in educational, informa-
tional, and public affairs broadcasting.

Entry deadline: September 30, 1988.

Administered by WOSU-AM-FM-TV, the
broadcast stations of The Ohio State

University.

For applications write or call Phyllis Madry,
WOSd Stations, 2400 Olentangy River
Road, Columbus, Ohio 43210-1027 »

(614) 292-0185
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® KALV(AM) Alva. OK (BALSSO7ISEA: 1430 kh:
500W-U)—Secks assignment of license from Martin Broac
casting Corp to Alvaomni Inc. for $366.000. Seller

owned by Lynn L. Martin. It has no other broadcast inter
csts. Buyer is owned by Michael W. Mitchel. Gary L
Mitchel, J. Douglas Williams and Karen Laubhan. It als
has interest in KJAK(FM) Slaton. TX. Filed July [5.

® KGBU(AM) Florence. OR (BAL8B80720EA: 1250 kh:
| kw-D)—Seeks assignment of license from Frances Younc
10 Charles A. Farmer for $17.200. Scller has no othe
broadcast interests. Buyer owns KTDO-AM-FM Toledc
OR. Filed July 20.

® WHHR-AM-FM Hilton Head Island. SC (AM
BAL880629GO: 1130 khz: 1 kw-D S500W-N: FM
BALHB80629GP: 106.3 mhz: 3 kw; HAAT: 300 ft.}—Scek
assignment of license from Hilton Head Broadcasting Corp
to WHHR Inc. for $2.700.000. Seller is owned by Joh
Magliola. It has no other broadcast interests. Buyer i
owned by Kermit S. Allen II. his wife. Ann. and Brenda L
Meltebeke. It has no other broadcast interests. Allen i
investment banker from Boston: Meliebeke is attorney, als:
from Boston. Fifed Junc 29.

® WAEW(AM)-WXVL-FM Crossville. TN (AM: 133
khz: | kw-D: FM: BALH880705GN: 99.3 mhz: 3 kw
HAAT: 170 ft.}—Seeks assignment of license from Cumbet
land Plateau Broadcasting Inc. to Crossville Radio Inc. fo
$576.000. Scller is owned by Michael D. Stone. who has nv
other broadcast interests. Buyer is owned by Charles E
Whiteaker. his wife. Debra. and Randel E, Trevena. White
aker is stations’ sules manager. and Travena is announcer an
sports director. They have no other broadcast interests. File)
July 5.

® KGAS(AM) Carthage. TX (BAL880715EB: 1590 khz
2.5 kw-D 130 w-PSSA)}—Seceks assignment of license fron
Beverly E. Brewn to Jerry T. Hanszen for $200.000. Selle
hus no other broadcast interests. Buyer has no other broad
cast interests. Filed July 15.

® KIKM(AM) Sherman. TX (BALB80714EA; 910 khz:
kw-U)}—Secks assignment of license from Hawthom
Broadcasting Corp. 1o Belen Enterprises Inc. for $525.000
Seller is Tyler. TX-based group of three AM's and thre:
FM's owned by Paine Webber Capital. New York-baset
investment banket. Buyer is owned by Belen Hernandez an
Cesar Hernandez, local investors with no other broadcas
interests. Filed July 14.

® WYRV(AM) Cedar Bluff, VA (BTC880708HH: 77(
khz: 5 kw-D)}—Seeks assignment of license from Ceda
Bluff Broadcasting Inc. o Johnie W. Fleicher and Gary L
Deel for $450.000. Seller is owned by Acie Rasnake. It ha
no other broadcast interesis. Buyers are investors fron
Vansant, VA, with no other broadcast intercsts. Filed July 8.

Actions

® WVHG-FM Labelle. FL (FM: BALH880523HD: 92.
mhz: 3 kw: HAAT: 300 fi.)—Granted assignment of licens
from Labelle Broadcasting Inc. 10 Omega Broadcastin
Corp. for $550,000. Seller is owned by Thomas A. Smitt
who has no other broadcast interests. Buyer is principall
owned by Roben J. Miller and his wife. Harriet. Miller i
Washington-based communications attorney with no othe
broadcast interests. Action Aug. 2.

®  WLSG(FM) Spencer, IN (BALHB880527HN: 92.7 mh:
I kw; HAAT: 480 f1.)—Granted assignment of license fror
Spencer Communications Inc. to RCR Communication
Inc. for $475.000. Seller is owned by Leonard White. wh
has no other broadcast interests. Buyer is owned by Ronal
L. Gates, Charles C. Davies and Russell Algood. Gates an
Davies were formerly general manager and sales manage
respectively, at WBWB(FM) Bloomington, IN. Algood i
local car dealer. Action July 26.

" ® KLUZ-TV Albuquerque, NM (BTCCTB80429KQ: ch

41; 26.5 kw vis., 2.65 kw aur.; HAAT: 4,144 ft.)—Grante.
assignment of license from Olivarez Television Co. to Sun
west Communications Associates Inc. for $750,000. Selle
is owned by Victor Olivarez, who has no other broadcas
inierests. Buyer is principally owned by Univision Statio:
Group Inc., Secaucus. NJ-based group of six TV's heade:
by William D. Stiles. Action Aug. 3.

® WABZ-FM Albemarle, NC (BALHB80616GR; 100.'
mhz; 3 kw; HAAT: 200 ft.}—Granted assignment of licens:
from Stanley County Communications Inc. 10 Piedmon
Crescent Communications Inc. for $675,000. Seller i
owned by William C. Boyce, James R. Willis and Willian
S. Self. It also owns co-located WWWX(AM). Buyer i
owned by Charles A. Hicks, William R. Rollins and Rober
R. Hilket. Hicks and Hilker own WEGO(AM) Concord
NC. Hilker and Rollins own WJJJ(AM) Christiansburg anc
WVVV(FM) Blacksburg, both Virginia. Hilker also own:
WDIX(AM)-WORG(FM) Orangeburg, SC, and WSTX
AM-FM Christiansted, VI, and has interest in WCGC(AM
Belmont, NC. Action Aug. 2.

®  WZLE(FM) Lorain, OH (BALH880615GT: 104.9 mhz



i kw: HAAT: 183 fi.)—Granted assignment of license from
_orain Christian Broadcasting Corp. to Victory Radio Inc.
or $820,000. Seller is headed by Norlleet R. Jones. It has
10 other broadcast interests. Buyer is owned by Vernon
3aldwin, Marcella Baldwin, John W. Sloan and Vernon R.
aldwin. It also owns WCNW(AM) Fairficld. Ohio.
and WWXL-FM Manchosier, KY. Action Aug. 2.

1 WFBG-AM-FM Alwona. PA (AM: BALSB0607GM:
290 khz: 5 kw-D. | kw-N; FM: BALH880607GN: 98.1
nhz: 30 kw; HAAT: 1,020 ft.)—Granted assignment of
icense from Gilcom Stations to Empire State Radio Stations
nc. for $3.9 million. Seller is Altoona. Pa.-based group of
wo AM’s and onc FM owned by Ed Giller and his wife,
Adele. Giller is former member of NAB radio board. Buyer
s owned by Dennis Israel. who owns WNYR(AM)-WE-
ZO(FM) Rochester, NY: WGIV(AM)-WPEG(FM) Con-
sord. NC: WIPS{AM)-WXTY(FM). Ticonderoga. NY, and
2P for new FM in Hillsboro. NC. Action Aug. |.

New Stations

Summers. Filed Aug. 5.

s Knoxville, TN (BP860630AG)—Granted app. of Fam-
ily Stations Inc. for 760 khz. Address: 3108 Fulton Ave..
Sacramento. CA 95821, Principal is nonprofit station group
owned by Harold Camping. Filed Avg. 4.

8 Huntington, TX (BPH870224MD)—Granmed app. of
Huntington Broadcasting Corp. for 101.9 mhz:. 3 kw H& V.
100 m. Address: Rie 3. Box 515. Huntington, TX 75949.
Principal is owned by Robert D. Tindle, Lonnie W. Eth-
ridge. Dianne Tindle and Cherric L. Ethridge. It has no
other broadcast interests. Filed Aug. 2.

®  Rutland. VT (BPH851209MB)}--Granted app. of Ed-
ward and Carole Pickett for 94.5 mhz; 3 kw H&V: -241 m.
Address: 1 North Park Place. Fair Haven. VT 05743,
Principal owns WHWB(AM) Rutland. VT. Filed July 29.
®  Narrows. VA (BPH870515NI)—Granted app. of Mcgan
H. McWilliams for 101.3 mhz: 1.5 kw H&V: 143 m.
Address: 500 College St.. Narrows. VA 24124, Principal
has no other broadcast interests. Filed Aug. 1.

1 Quincy. FL (870309MD)»—Returned app. of Uptown
Jroadcasting I[nc. for 102.7 mhz: 3 kw H&V: 328 m.
Address: 219 East Virginia St.. Tallahassee, FL 32301.
rincipal is owned by Jerome Swaine. Sondra J. Anderson.
denry C. Hunter, Keith Miles and Earnest Brewer. Filed
fug. 5.

1 Valdosta, GA (BPH#80229NH)—Rcturned app. of
Stanley J. Whitc for 107.7 mhz: 3kw H& V. 91 m. Address:
20. Box 2211, Valdosta. GA 31604. Principal has no other
sroadcast interests. Filed Aug. 5.

3 Midway. KY (BPH870615MT)—Returned app. of Mid-
way Communications Lid. for 107.9 mhz: 3 kw H& V., 99 m.
Address: ¢/o 105 Laurel Way, Versailles. KY 40383, Princi-
sl is owned by Gary W. Gillis, Lanny Combs and Don
Fields. It has no other broudcast intercsts. Filed Aug. 3.

B Alexandria, LA (BPH871203NL)—Dismissed app. of
Central Louisiuna Radio Partnership for 93.9 mhz: 3 kw
H&V; 100 m. Address: 3803 Duhon Lane, Alexandria, LA
71302. Principal is owned by Gary Butler. Filed Aug. 3.

8 Eden Prairic, MN (BPHB71203MY)—Dismissed app.
of Spacecom Inc. for 105.7 mhzi 3 kw H&V. 100 m.
Address: 444 Pine St.. St. Paul. MN 55101. Principal is
owned by S.W. Richey, FA. Kosciclak, W.E. Barsness. M.
Deane Johnson. W.B. Hockensmith, M.W. McDonald.
H.G. McNeely and Richard L. Engebretson. It also owns
KOSO(FM) Patterson and KKNU(FM) Fresno. both Cali-
fornia. Richey has intcrest in WCWC(AM)-WYUR(FM)
Ripon, Wl; WKHY(FM) Lalayette, IN, KQEU(AM) Olym-
pia. WA, and KLBB(AM) St. Paul. MN. Filed Aug. 4.

m Stillwater, NY (BPH870515NV)—Granted app. of lan
T. Hanigan and Maureen D. Carusone for 101.3 mhz; 3 kw
H&V: 100 m. Address: ¥ Loughberry Rd.. Saratoga
Springs, NY 12866. Principal has no other broadcast inter-
ests. Filed Aug. 2.

® Siillwater. NY (BPH870515MLy—Dismissed app. of
Molly A. Waltman for 101.3 mhz: 0.285 kw H&V; 320 m.
Address: 1111 Fawn Rd.. Saugerties, NY 12477, Principal
has no other broadeast interests. Filed Aug. 2.

®  Youngstown. OH (BPEDS5061 3IMA)}—Granted app. of
Family Stations Inc. for 91.7 mhz;: 3.0 kw H&V. 300 m.
Address: 290 Hegenberger Road. Qakland. CA 94621,
Principal is nonprolit station group headed by Harold Camp-
ing. Filed Aug. 2.

®m  Coal Grove., OH (BPH871008MF)}—Granted app. of
Tri-State Broadcasting for 97.1 mhz: 3 kw H&V: 100 m.
Address: 4433 Wells Parkway. University Park, MD 20782.
Principal is owned by Arthur V. Belendiuk. Filed Aug. 5.

m  Coul Grove. OH (BPH871023MH}—Returned app. of
Getz Broadeasting Inc. for97.1 mhz: 2.45 kw H&V: 111 m.
Address: 4301 SW 35th Terruce, Topeka. KS 66614. Princi-
pal is owned by Gerald A Getz. Filed Aug. 5.

8 Perry. OK (BPH871029ML}—Granted app. of The An-
dover Corp. Ine. for 105.1 mhz; 3 kw H&V. 100 m.
Address: 8030 East Kellogg, Wichita. KS 67207. Principal
is owned by Louis 8. Morgan and Betty J. Morgan. Filed
Aug. 2,

®  Dallas. PA (BPH860530MH)—Granted app. of Moun-
tain Broadcasting for 93.7 mhz: | kw-H&V: 575 m. Ad-
dress: RD 1, Box 281D, West Mt. Rd.. Plynwuth. PA
18651. Principal is owned by Derise and Ronald E.
Schacht, who have no other broadeast interests. Filed Aug.
1.

m West Chester. PA (BPED870708MC —Rcturned app. of
Student Services Incorporated for 91.7 mhz; 0.01 kw-H
0.25 kw-V; 31 m. Address: 219 Sykes Union. West Chester.
PA 19383. Principal is nonprofit corporation headed by Mell
Josephs. Norman Mawby. Linda Posey and Dr. Rodger

Facilities Changes

AM's

®  McDonough. GA. WZAL. 1540 khz—July 27-Applica-
tion for CP to change Freq.: 1470 khz: decrease power to |
kw: change ant. rad. efficiency. und correct geographic
coordinates: 33 25 47N 84 07 52W.

& LaGrange. TX. KVLG. 1570 kh,—Aug. 3-Application
for CP to change hours of operation to unhd by adding night
service with 500 w; increase day power to | kw: install DA-
2. and make changes in ant. sys.

FM’s

® Booneville. AR, KBSS-FM. 92.1 mhz—July 22-Appli-
cation for CP to make changes; Freq.: 104.7 mhz (Per Doc.
27-216): ERP: 50 kw H&V; HAAT: 150 m. H&V: TL: 12
mi. W of Booneville on Hwy 10; change to elass C2.

m Samps. AR. KMSL. 100.1 mhz—July 26-Application
for CP 1o make changes: Freq.: 100.5 mhz (Per Doc. 87-40);
ERP: 50 kw H&V: HAAT: 149.7 m. H&V. TL: approx. 14
mi. NE of Stamps, AR, off Statc Hwy 19. Delta Communi-
ty; change to class C2.

@ Calipatria. CA. KSSB. 100.9 mhz—July 7-Application
for CP to make changes: HAAT: 45 m. H&V: TL: 450
Sorensen Ave (State Hwy 111) Calipatria, Imperial Co. CAL
3307 12N 115 30 47wW.

®  Hialeah, FL. WCMQ-FM. 92.1 mhz—July 12-Applica-
tion for CP to make changes: ERP: 31 kw H& V. HAAT: 188
m. H&V: TL: #1 Biscayne Blvd. Miami, Dade Co. FL: 25
46 29N 80 11 19W.

m  Boulder City. NV, KRRI. 105.5 mhz—July 20-Applica-
tion 1o make changes: ERP: 3.74 kw H&V: HAAT: 484 m.
H&V: change 1o class C2 (Per Doc. 87-519), and correct
geographic coordinates: 35 59 45N 114 51 SIW.

& Wheeling. WV, WPHP, 91.9 mhs—Aug. 2-Application
for CP to make changes: ERP: 0.1 kw H&V.

Actions

AM’s

s Woodville. FL.. WTWE 1160 khz—Aug. 4-Application
(BMPR20602AG) returned for Mod of CP to change city of
lic. to Taltahassee. FL: increase night power 1o 1 kw, and
change TL 1o Mission Rd at 1-10. Tallahassee. FL: 30 28
47N 84 20 44W.

s Perrv. GA. WPGA, 980 khz—Aug. 3-Application
(BP870709AC) granted for CP o increase power (o 5 kw.
= Minneapolis. KUOM. 770 khz—Aug. 4-Application
(BMP860605AK) granted for Mod of CP to chunge ant. sys.
{night) 10 2.2 kw DA: TL: 1.3 mi. Wol Coates. MN. 4 mi.
ESE of Rosemount. MN: 44 42 52N 93 03 39W.

s Cleveland, WRDZ. 1260 khz—Aug. 2-Application
(BP880620AH) granted for CP to relocate its daytime TL to
6201 Snowville Rd. Brecksville. OH: 41 17 10N 81 38 34W
(combine day and night sites).

s Cuyahoga Falls, OH, WCUE. 1150 khz—Aug. 3-Appli-
cation (BP871214AB) granted for CP to increase day power
10 2.5 kw; change day TL t Bellaire Lane. Northampton
Twp. OH. and muke changes in ant, sys.: 41 12 05N 81 31
25w.

s Dover, NJ. WMHQ. 1510 khe—Aug. 3-Application
(BP880324AF) granted for CP to increase night power to |
kw and change nighttime radiation pattern.

FM’s

s Lompoc. CA. KBOX, 92.7 mhz—Aug. 2-Application
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(BPH8805311D) granted for CP 1o muke changes: ERP: 5.7
kw H& V: HAAT: 208 m. H& V. Freq.: 104.1 mhz: class: Bl
(Per Doc. 88-384).

®  San Francisco, KIOL. 101.3 mhz—Aug. 3-Application
(BPHR707091C) dismissed for CP to change TL: San Bruno
Mimn.. Daly City. CA: 37 41 I5N 122 26 0IW.

m Jacksonville, FL, WAIV-FM. 96,9 mhz—Aug. 3-Appli-
cation {BPH880609IA) granted for CP to muke changes:
HAAT: 309 m. H&V: change antenna-supporting structure
height.

8 Punta Gorda. FL, WQLM-FM. 92.7 mhz—Aug. 2-
Application (BPH8803161B} granted for CP to make
changes; Freq.: 92.9 mhz (Per Doc. 87-169): ERP: 50 kw
H&V: HAAT: 69 m. H& V: change to class C2:26 53 37N 82
03 03w.

s Danville. IN, WGRT-FM. 107.1 mhz—Aug. 3-Applica-
tion (BMPH8804111A) granted for MP (BPHE711131K) for
changes: ERP: 0.883 kw H&V; HAAT. 184 m. H&V: TL:
175 ft W of Ric 236, 3.7 mi. NW of Danville. IN.

®  North Platte, NE. KXNP. 103.5 mhz—Aug. 3-Applica-
tion (BPH8702241Y) dismissed for CP to change HAAT:
342 m. H&V.

®  Charlotte. NC, WSOC-FM. 103.7 mhz—July 29-Ap-
plication (BMPH8706261B) granted for CP 1o change
HAAT: 320 m. H&V.

m  Davidson. NC. WDAV. 89.9 mhz—Aug. 3-Application
(BPED8805271A) granted for CP 1o make changes; ERP:
100 kw H&V; make changes in ant. sys.

®m  Rockdale. TX. KRXT. Y8.5 mhz—Aug. 3-Application
(BMPH&8803311C) granted for MP (BPHE7043001) to make
changes: TL: approx. 0.75 km Wof Rockdale. 200 m S of 1-
79. Milam Co. TX: 30 38 32N 97 02 13w.

®  Wheeling. WV, WOVK, 98.7 mhz—Aug. 3-Applica-
tion (BPH8709211A) granted for CP to change TL: Woods
Rd. 0.5 mi. N of Brookside. Brookside. OH: ERP: 15 kw
H&V: HAAT: 906 ft H& V. and make changes in ant. sys.: 40
04 48N 80 16 06W.

Actions

® Leesburg. GA—Designated for hearing mutually exclu-
sive applications of Joy FM Limited Partnership, Georgia
Rudio Fellowship. Goldwing Broadeasting Co.. Marshall
William Rowland Jr. and Rivers Broadcasting Inc. for new
FM station on channel 279A (103.7 mhz) at Leesburg. (MM
Docket 88-363 by order DA 88-1088) adopted July 13 by
chief. audio serviecs division, Mass Media Burcau.)

® Dckalb. IL—Designated for hearing eight competing up-
plications for new FM station on channel 235A (94.9 mhz)
at DeKalb. (MM Docket 88-360. by order | DA $8-1084}
adopted July 12 by chicf. audio services division. Mass
Media Bureau.)

® Mahomet, IL—Designated for hearing mutually exclusive
applications of’ Adlai E. Stevenson 1V, Alliance Broudeast-
ing of Champaign County. Middletown Developers Inc. and
Dybedock & Associates Inc. for new FM station on channel
290A (105.9 mhz) at Mabomet. (MM Docket 88-364 by
order | DA 88-1090] adopted July 13 by chicf, audio services
division.)

= Grand Rapids. Ml—Designated for hearing six competing
applications for new FM station on channel 255A (98.9
mhz) at Grand Rapids. (MM Docket 88-362, by order [DA
28-1087] adopted July 13 by chicf, audio services division.)
s Franklin Lakes. NJ—Upheld Mass Media Burcau’s dis-
missal of Ramapo Indian Hills Regional High School Dis-
trict’s application to upgrade fucilities of WRRH(FM) at
Franklin Lakes. NJ. (By MO&Q [FCC 88-263} adopted July
26 by commission.)

® Columbia. Greenwood. Hartsville, Lexington and North
Augusta, all South Carolina—Denied petition by South
Carolina Educational Television Commission for reconsi-
deration of FM channel changes affecting these communi-
ties. (MM Docket 86-72, by MO&O [DA 88-1245] adopied
Aug. 3 by chicf. policy and rules division. Mass Media
Bureau.}

s Calhoun. TN—Designated for hearing mutually exclusive
applications of David L. Robinson: Caroll, Curoll and
Rowland. and Glory FM Limited Partnership for new FM
station on channel 281A (104.1 mhz) at Calhoun. (MM
Docket 88-361. by order [DA 88-1082] adopted July 12 by
chief. audio services division.)

® Fort Hood. TX. and Fort Irwin, CA—Granted request by
U.S. Amny and NTIA for concurrence in authorization of
low-power 10 watt military noncommercial FM stations 1
serve these areas. (By letter |FCC 88-262] adopted July 26
by commission.)
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Allocations

FCC ON-LINE DATABASE

dataworld

Alpcauon Terrain Stuties
AM @FM e TV @ LPTV @ ITFS
4827 RugDy Ave Suite 200
Beinesaa MD 20814
(301) 6528822 1-800 368-5754

BROADCAST DATA SERVICES
Computerized Broadcast Service
Including
Data Base- Allocaton Studies
Terrain Profiles
A Div. of Moffei. Larsun & Johmon. Inc.

703 824-5666

RAMTRONIX, INC.

Connector Supplier
to the Broadcast Industry
Kings/ITT Cannon
67 Jetryn Blvd. E.
Deer Park, N.Y. 11729
(516) 242-4700

UNUSED
CALL LETTERS

dataworld’

1-800—368-5754

Stephen Raleigh
groadca§t_Services

Full Service Technical Consuiting
Specialists in Audio & RF Systems
Facillty Design & Inatailation
PO. Box 3403, Princeton, N.J. 08540
{609) 7994357

BROADCAST FINANCIAL
SERVICES DIVISION

Specighaing in Financial
INTEREP  Consulung Services including
= Equiry/Debi Financ
Vince Bellino i g AL L
Vice Pres.dent » Debr zestruciuning
(212916 0%4! » Cusiomized Presentanions

{Telatach Inc.

BROADCAST CONSULTANTS AND ENGINEERS

® FCC Appacatons ang Feng Engineenng
& Frgguency Searcnes and Coordinatron
& Tower £reCh0n 3nd Mamlenante

o Facaty Desgn ana ConsiruChan

MAILING LABELS

AM, FM & TV
CALL

dataworld

1-800—368-5754

Contacl
KENNET= W mOE=N 23200 MCh Swg
{313) 562 6873 Deatborn 1 28122
i i = -
| R

WM N A ~

* Radio and Television System Design
* Transmitler and Studio Installation
» Microwave and Salellite
Engineering and Instanation
12 North Willow St
201-746-9307 Montclair, NJ 07042

PROFESSIONAL VIDEO SERVICES ™ |

3030 Roosevenr Ave o (ndanapoks (N 46218 « (317) 632-2288

= Complete Video Tape Production
« 40" x 40" Acoustic Studio-Light Grid
» Satellite & Local Teleconferencing,

Downtown Pt to Pt Transmission

E IAMERICAN
ICABLEVISION

An Amencan Telewsion & Communications Corp

FULL TIME
UPLINK SERVICES
$9988/month

from Dallas
Call 1-800-328-2546

FACILITIES AND SYSTEMS DESIGN & IMPLEMENTATION

574 Sunrise Highway, Baldwin, NY 11510 516/867-8510

Franklyn R. Beemish & Co.

Engineering for Television & Radio

ANALGG & DIGITAL VIDEC, AUDIO, HOTV

ARCHITECTURAL ENGINEERING
ELECTRICAL, HVAC, ACOUSTICAL

Broad_cast
ntelligence, Inc.

ComMPETING APPLICANT PROFILE
..know the players,
before they know you.

602) 293-6818
(602) P

—

AV Ann Vogt

1200 18th St., N.W.
Suite 500

Washinglon, D.C. 20036
(202} 457-0994

Communications Research

DON'T BE A STRANGER
To Broadcastings 116.427° Readers.
Display your Professional or Service Card
here. It will be seen by stalion and cable TV
System owners and decision makers.
' 1886 Readership Survey showing 3.5
readers per Copy

contact
BROADCASTING MAGAZINE
1705 DeSales St., N.W.
Washington, D.C. 20036
for availabilities
Phone: (202) 659-2340
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® Jonesboro, AK—On request of Qutlaw Broadcasting,
proposed amending TV table to allot ch. 48+ . in lieu of ch.
43, 10 Jonesboro. as its second local commercial TV broad-
cast service. Comments due Sept. 29, replies due Oct, 14,
(MM Docket 83-380. by NPRM [DA B8-1143] adopted July
1 by deputy chicf. policy and rules division. Mass Media
Bureau.)

® Palm Springs. CA—Substituted channcl 263B1 (100.5
mhz) for channel 265A (100.9 mhz); modified license of
KPSI{FM) accordingiy. (MM Docket 87-302. DA 88-1160.
July 6).

® Havana. FL. apd Madison. FL—On request of Ed Win-
ton. licensee of WMLQ. channel 285A (104.9 mhz). Ha-
vana. FL. and WIMV. channel 285A, Madison. FL. pro-
posed substituting channel 285C2 for channel 285A at
Havana. modification of its license accordingly and substi-
wtion of channel 274A (102.7 mhz) for channel 285A at
Madison and modification of license accordingly. Com-
ments due Sept. 29. replies Oct. 14. (MM Docket 88-379,
by NPRM [DA 88-1144] adopted July | by deputy chief,
policy and rules division.)

® Panama City. FL—At request of Nolan Ball. dismissed his
proposal to allot noncommercial UHF TV ch. 68 to Panama
City. (MM Docket 88-75 by R&O [DA 88-1193] adopted
July 14 by deputy chief, policy and rules division. Mass
Media Bureau.)

® Dalton. GA. and Rockmart, GA—Allotted channel 283A
(104.5 mhz) to Dalton; substituted channel 296C2 (107.1
mhz) for channel 296A (107.1 mhz) at Rockmart; modified
license of WZOT(FM) Rockmart accordingly. (MM Docket
87-376. DA 88-1155. Julv 12))

® Lynnville. IL—Effective Sept. 26. amended FM table by
allotting channel 296A (107.1 mhz) to Lynnville as its tirst
FM service. Window opens Sept. 27, ¢loses Oct. 27. (MM
Docket 87-471 by R&O (DA 88-1187] adopted July 1[4 by
deputy chief. policy and rules division.)

® Ontonagon. MI—Substituted channel 266C2 (101.1 mhz)
for channel 252A (98.3 mhz): modified license of
WONT(FM) accordingly. (MM Docket 88-50. DA 88-1162.
July 12.)

® Roseburg. OR—Effective Sepsi. 26. amended FM 1able by
substituting channel 276C2 (103.1 mhz) for channel 276A
at Roseburg and modifying license of KRSB-FM to operate
on higher-powered channel. (MM Docket §7-602 by R&O
[DA 88-1189] adopted July 14 by deputy chief. policy and
rules division.}

® Bastrop. TX, and Burnet. TX—S8ubstituted channel 296C
(107.1 inhz) for channel 296A a1 Bastrop: modificd license
of KSSR{FM) accordingly; substituted channel 295A (106.9
mbhz) for channel 296A (107.1 mhz) at Bumct: modified
license of KHLB-FM accordingly. (MM Docket 87-347.
effective Sept. 22, DA 88-1101. June 20.)

® Gregory. TX—Effective Sept. 26. amended FM rable by
allotting channel 283A (104.5 mhz) to Gregory as its first
FM service. Window opens Sept. 27, closes Qct. 27. (MM
Docket 87-396 by R&O [DA 88-1192] adopted July 14 by
deputy chief. policy and rules division.)

# Elkton, VA—Effective Sept. 22. amended FM table 1o
substilute channel 253B1 (98.5 mhz) for channel 252A
(98.3 mhz) at Elkton and modifv CP of Stonewall Broad-
casting Co. accordingly. (MM Docket 87-481. by R&O [DA
88-1139] adopted June 30 by deputy chief. policy and rules
division.)

® Parkersburg, WV—Effective Sept. 22. amended FM 1able
by substituting channel 25681 (99.1 mnhz) for channel 257A
(99.3 mhz) and modifying license of WMGP(FM) accord-
ingly. (MM Docket 87-444. by R&O | DA 88-1142] adopted
June 30 by deputy chief. policy and rules division.)

® Minocqua. WI—Effective Sept. 22, amended FM table by
substituting channel 240C1 (95.9 mhz) for channei 240A
and modified license of WWNMH(FM) accordingly. (MM
Docket 87-479. by R&O (DA 88-1130) adopted June 30 by
deputy chief. policy and rules division.)

® New London, WI. and Merrill. WI—Substituted channel
228C2 (93.5 mhz} for channel 228A at New London:
modificd license of WNBK{(FM) accordingly: substituted
channel 281A (104.1 mhz) for channel 228A at Merrill;
modificd license of WMZK(FM) accordingly. (MM Docket
87-258. DA 88-1158. July 8.)

8 Peshtigo, Wi—Effective Sept. 22. moditied FM 1able by
allotting channel 241A (96.1 mhz)o Peshtigo. filing win-
dow Sept. 23-Oct. 24. (MM Docket 87-480. by R&O [DA
88-1141] adopted June 30 by deputy chief. policy and rules
division.}



Professional Cards

du Treil, Lundin & Rackley, Inc.

A Subsidaty o) A D Rmg. P C

1019 1910 Sireet. N. W,
Thied Floor
Washngiaon, D. C. 20038
Telephone 202/223-6700
Facsimile: 202/466-2042

Member AFCCE

m'cmrm
. Corparation
e e —

CONSULTING  ENGINEERS
7901 YARNWOOD COURT
SPRINGFIELD . VA. 22153

(103)56% - 7704
MEMBER AFCCE

LOHNES & CULVER
Consulting Radio—TV Enginesrs
1158 15th. St. . N.W. , Suite 606

Washington , D.C. 20005
(202) 298-2722
Member AFCCE

Since 1944

COHEN and DIPPELL, PC.
CONSULTING ENGINEERS
1015 15th St., N.W,, Suite 703
(202) 783-0111
Washington, DC 20005
Member AFCCE

SILLIMAN AND SiLLIMAN
8121 Georgia Ave #700
Silver Spring, MD 20910

ROBERT M SILLIMAN, P.E.
1301+ 589-8288

THOMAS B SILLIMAN, PE.
(812) 853.9754

Member AFCCE

Moffet, Larson & Johnson, Inc.
Consulting Telecommunications Engineers
Two Skyline Place, Suite 800

5203 Leesburg Pike
Falls Church, VA 22041

703 824-5660
Member AFCCE

ANDRUS AND ASSOCIATES. INC.
ALVIN H. ANDRUS, P.E.

351 SCOTT ORIVE
SILVER SPRING, MO 20904

Q 301 384.5374

Member AFCCE

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS
Box 280068
San Francisco, California 94128
HE (415) 342-5200

(202) 396-5200

Member AFCCE

JOHN B. HEFFELFINGER

9233 Ward Parkway, Suite 285
816-444-7010
Kansas City, Missour 64114

Member AFCCE

JULES COHEN
& ASSOCIATES, PC.
Suite 400
1730 M St N.W.
washington 0C 20036

(202) 659:3707
Member AFCCE

CARL E. SMITH
CONSULTING ENGSNEERS
AM-FM.TV Engineering Consuttants
Complete Tower and Rigging Services

“Serving the Browdeast Indusiry
Jor over 50 Yeurs”

Box 2727 Bath. Ohio 44210
(216) 659-4440

VIR JAMES

CONSULTING ENGINEERS
Apphcations and Field Engineenng
Compylenzed Frequency Surveys

3137 W. Kentucky Ave.— 802190
(303) 937.1900
DENVER, COLORADO

Member AFCCE & NAB

E. Harold Munn, Jr.,

& Associates, Inc.
Broadcast Engineening Consullants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

ROSNER TELEVISION
SYSTEMS
CONSULTING & ENGINEERING

250 West 57 Street
New York. NY 10107
®121246:2850

Mullaney Engineering, Inc.
- s

9049 Shady Grove Court
Gaithersburg, MD 20877
301.921-0115
Momber AFCCE

HATFIELD & DAWSON
Consulting Engineers
Broadcast and Communications
4226 6th Ave., N.W.,
Seattle, Washington, 98107

(206) 783-9151
Member AFCCE

ENTERPRISE ENGINEERING PC.
Consuliing Engineers

FW HANNEL, PE
PO Box 9001 Pecna. IL 61614
(309) 691 4155

Member AFCCE

STRUCTURAL SYSTEMS
TECHNOLOGY, INC.
MATTHEW ] VLISSIDES. PE
PRESIDENT
TOWERS. ANTENNAS. STRUCTURES
New Tall Towers. Exnning Towers
Studies, Analysis, Destgn Modifications .
Laspections. Erection. Eic
6867 Elm 51 . Mclcan, VA 22100 (7o) 56,9765
Mewber AFCCE

[ (214) 669-0294

C. P. CROSSNO & ASSQCIATES
Consulting Engineers

P.O. Box 18312
Dallas, Texas 75218

Member AFCCE

JOHN F.X. BROWNE
& ASSOCIATES, PC.
525 Woodward Ave.
Bloomfield Hills, MI 48013
(313) 642-6226
Washington Office
{202) 293-2020
Member AFCCE

D.C. WILLIAMS
& ASSOCIATES: INC.

Consuinng Engineery

aw Iw Ty LPTY Caty
POST OFTICT BOs P00
FOLSOM. CALIFORNIA 95630
(916) 933-5000

R.L. HOOVER

Consulting Telecommunications Engineer
11704 Seven Locks Road
Potomac, Maryland 20854

301 983 0054
Member AFCCE

CLARENCE M BEVERAGE
CommunicaTions TECHNOLOGIES, INC,
BROADCAST ENGINEERING CONSULTANTS
PO BOX 1130
MAALTON N ) 08053
1£09] 9850077

LAWRENCE L. MORTON
ASSOCIATES

207 ¢ SUPLEINOR LaNE
LAKE FOREST CALHORMA 92630

IELECOMINICATIONS EioCont |0S

LA'WI-"!ENCAEM L. MORTON, P.E.
APPLICATIONS * FIELD ENGINEERING

(714) 859-6015
MEMBER AFCCE

SELLMEYER ENGINEERING

Consulting Engineers

P.O. Box 205
McKinney, Toxas 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

EVANS ASSOCIATES

_AM-Fl- rv-cnm‘rrs—smmh

216 N. Green Boy Rd.

THIENSVILLE, WISCONSIN 53092
Phone {414) 242-5000

MQMDea AFCCE

RICHARD L. BIBY, PE.
COMMUNICATIONS enemeemuc
SERVICES, PC.

CONSULTING ENGINEERS
1600 Wilson Bivd., Sults 1003
Arlln?;on Vlglnll 22209
03) 522-5722
Member AFCCE

JOHN J. DAVIS
& ASSOCIATES

CONSULTING ENGINEERS
PO B0x 128

SIERRA MADRE. CA 91024-0128
(818) 355-6909

Member AFCCE

WILLOUGHBY & V0SS

BROADCAST TECHNICAL CONSULTANTS
SUTE 100-A
15102J0NES - MALTSBERGER
SAN ANTONIO, TEXAS 76232
(5925251111 OR496-2778
APPUCATIONS - FIELOSERVICES
Mot NAB

S.S.E. Inc.
Radio Systems Division )

Satellite, Celtular. SHMR. & FM
Engineeving Sevvices

R. Nopp

7318 mmun Ave, .
R irvin
(301} 652-4660

Fifth Floor £
Banesde, MO 20814

Vega Cellular Consultants

Eng /C

RSA APPLICATIONS

DAVID H LARSEN
18001 332 0342

2972 Edgewaese Die
Oriono. Fionos 37004

%{Wj ENGINEERING, INC.
2/ Consulting Communications Engineers

GARRETT G. LYSIAK, PE.
1306 W. County Road F, St. Paul, MN 55112

|
'

LUNAYACH COMMUMICATIONS COMSULTANTS, WNC
FM “ TV * Cellular Apgllcnions.
System Design, Field Engineering
contact: S. Meeks

{612) 6311338 1835 K St NW. ice
Sulte 900, Penth D. Rose ces Technico Comm.
“Mamber AFCCE" Wash. D.C. 20008~ (202) 828-5580 NE. US (718) 983-7616

Nz STUDIO DESIGN

Consulting Radio Engineers
Building Studlos & Transmitters
for C.R Holders or Modifications

Proof ® Inspections o Field Studies
Maintenance and Repairs

George Jacobs
& Associates, Inc.
Consulting Broadcast Enginesrs
Domestic & |ntemational
Member AFCCE

8701 Georgia Ave.

Suite 410 Silver Spring, MD
20910

(301) 587-8800

DON'T BE A STRANGER
To Broadcastings 116.427° Readers
Drsplay your Prolessional or Serwce Card
here It will be seen by slalion and cable TV
syslem owners and decision makers
* 1986 Readership Survey showing 35
readers per copy

conlact
BROADCASTING MAGAZINE
1705 DaSales St., N.W.
Washington, D.C. 20036
for avallabilities
Phone: (202) 659-2340




Classified Advertising

See last page of Classified Section for rates.
closing datas. box numbers and other details

RADIO

HELP WANTED MANAGEMENT

Equity position available for GM with strong sales back-
ground. Immediately own 49% with option lo purchase
100%. Investment of $150.000 necessary Arbitron rated
market, Midwest. great facility AM/FM. Send resume &
financial qualificalions: Box L-39.

Wanted attorney 10 work at reasonable rates on new
Applications 80-90. Promptness a must. Pete Hons. 100
Poplar, Portage. PA 15946. Phone 814—736-3883.

General sales manager. Top 100 Fiorida market AM/FM
combo. FM CHR is #1in the market. AM MOR has strong
community ties. Train, motivate and lead your staff by
example. Perfect opportunity for top producing profession-
al to succeed in first management position. Send resume
and sales philosophy to Box L-41.

Sales manager, KNIN-FM/KGTM-AM Wichita Falls. Texas.
Send resume and lrack record to Mike Rosen. PO. Box
787. Wichita Falls, TX 78307.

Sales manager. Opportunity for advancement 10 GM with-
iIn our group as well as opportunity for ownership. Send
resume and references 1o Kim Love, Box 5086, Shendan,
WY 82801.

Major broadcast group seeks general manager for top
75 major combo in eastern United States. Must be profit-
minded. very strong sales background, and know how to
control expenses. Stable employment history a must. Sub-
mit letter with career and satary history. along with current
references 0" Box L-51.

Sales manager - San Francisco Bay area, counlry AM
and AC FM. Need solid sales management experience
and motivational talents. Commission and overrides mean
tremendous earnings potential. Send resume to: KCAF/K-
TID. 1623 Fifth Avenue, San Rafael, CA 94901, EQE.

FM sweat equity mgr. Need energetic, hands-on parner
well-versed in sales & management for new FM in fast-
growing, sunny Central Oregon. Come in with scme cash,
earn ownership % through "sweat equity.” Call 503—645-
1733.

HELP WANTED SALES

Pennsylvania Growing group of eight Stations seeks sev-
eral experienced account executives. Unlimited growth
and earning potential. Send resume to Rick Musseiman,
HGF Media Group. 15th and Hamilton Sts.. Allentown, PA
18102.

Gainesville, Florida FM is seeking greedy, ambiticus.
experienced account executive to work best account st
Commission negotiable, benefits. Ruth 904—964-5001,

Start your sales career with us, We're looking for bright
young people who wanl 1o learn broadcast sales If you're
creative. hard-working. and eager to learn, send us your
resume. Sale Manager. WCHV Radio. 1140 Rose Hill Drive,
Charlottesville, VA 22901-3826. EQE, M/F

Aggressive west central PA station seeks career orient-
ed person who has successiul sales record. Draw versus
commission Draw based on how good you are. Right
person will earn 20 1o 25,000 first year and have opportuni-
ty to become Sales Manager. Send complete resume to;
Box L-54.

Sales manager - small market AM/FM combo in beautiful
outstate Michigan Single station. prosperous market. [f
you want to make money - can deliver - and enjoy a great
area, please reply Box L-61.

WWFM program director - Program director for public
radio stauon. WWFM, a CPB-qualified member serving
Central NJ. Licensed to Mercer County Community Col-
lege with state-ol-the-art facilites located on West Windsor
campus. Classical-jazz lormat. Responsible for program
development. FCC compliance, supervision of production
manager. traffic and membership manager and rusic
director and computer related operations. Some board
operation. Reguires BA, operating knowledge of PC and
relevant radio staton experience. On-air ability a plus
Salary to mid twenties Respond with letter, resume and
audition cassette to: Mercer County Community College,
Personnel Services, Dept. GS. PO. Box B, Trenton, NJ
08690. Affirmative Action/Equal Opportunity Employer.
M/F.

S.W. Michigan medium market tuil-service AM station
looking for sales manager to develop. train. and motivate.
We're an established station group with a 60+ year track
record. Our current SM is retinng and we'd like our new
team leader on board 4th quarter Write to: Stan Smart.
VP/Station Manager, WKZO-AM, 590 West Maple. Kalama-
zoo. Ml 49008 ECE.

Don't miss out on being part of the largest growth market
in the Southeast! Charlotte’'s only Beautiful Music station 1s
looking for a top producer who wants to grow. $8$ Proven
track record a must. Call Ray Ciafardini. RELAX
102 9/WRLX-FM 704—335-1029. EQE.

Experienced, enthusiastic sales pro who is looking to
move up to FM sales management. Exceltent compensa-
tion and future. In southwest Sunbelt at a stable operation.
Call GM 505—863-4444. EQE.

Need a push to climb your AM's financial hill? Do it with a
sales pro Call Deborah Bowles 719—528-7040.

Entry level sales. WYVE. 102.3 FM is searching fcr an-
other hard working, self starter to join our team. It's the
perfect place to begin a career in broadcast sales. AC
tormat. Growing company. Terrific shoreline market. Send
letter and resume 10 Karen Quinn, GSM. PO Box 97,
Mystic. CT 06355. EQE.

Explosive California market seeking experenced
CRMC/RAB trained sales leader, community nvolved.
strong promations, concepts. merchandising. compensa-

lion commensurate. Box L-64

Radio sale background required to service top client
expanding to Northeast and Midwest. Knowledge of barter
business a plus. Great opporiunity and top salary with
major media firm. Call Nancy Schaefler 212—687-6335

Outrageous personality wanted! San Diego AM talk sta-
lion seeks outrageous morning personality who knows how
to create fun and controversy with the phones. Live in
America’s finest cily and climate! If you're the next Morton
Downey, Howard Stern, or Steve Danl. send tape to Consul-
tant, Box 881333, San Diego. CA 92108.

Experienced announcer for live work and commercial
production who can communicate with adult audience on
full-service station. Must be sharp control-room operator
and enjoy small town rural living. Prime area to raise family.
Above-market salary for right person. Send tape, resume,
references, and salary history to KVSV, PO Box 7. Beloit, KS
67420.

Adult communicator needed for rare opening at North-
ern New York's premier adult station. Pnime daytime shift. 5
day week, salary equal to experience. nct less than
$25,000, paid benefits and pension. Join a stable winning
team. Cassetle and resume 1o Jay Donovan. WTNY, 134
Mullin Street, Watertown. NY 13601. EOE

HELP WANTED TECHNICAL

Assistant chief engineer: WWKB/WKSE has an immeadi-
ate opening for an assistant chief engineer. At least two
years experience in broadcast studio maintenance and RF
required. FC.C. general preferred. Send resume to: Chiet
Engineer, WWKB-AM/WKSE-FM. 695 Delaware Avenue,
Buffalo, NY 14209. No phone calls please. We are an equal
opportunity employer.

Chiet engineer/production talent for upgrading south
Florida coastal adult contemporary FM Candidates must
be organized. maintenance minded, relate well to people.
and enjoy the beach. RF experience required. Salary
range 18 - 23K. Resume to Kyle Magrill. D.E.. The Daytona
Group Inc., 770 W. Granrada Blvd.. #206, Crmond Beach,
FL 32074

Chiet engineer: Southern New England directional AM/FM
combo Seeking chiet engineer who must also have
knwledge of automation General Class license required
Send resume to Edd Monskie, Group Engineer. Hall Com-
munications, 24 South Queen Street, Lancaster. PA 17603,
An EEQ employer.

Chief engineer - Successful candidate will coordinate the
installation. operation and maintenance of broadcast.
sound. and electrical equipment. assure technical and
personnel compliance with FCC rules and regulations:
teach students: and recruit and train staff in the engineer-
ing department. Three years experience in broadcast engi-
neenng or relevant coflege education required First Class
FCC Radio-Telephone license mandatory To apply submit
a resume 1o the Personnel Office, Lincoln Uriversity, 820
Chestnut Street, Jeflerson City. MO 65101 before August
29. 1988. An EQ/AAE

HELP WANTED NEWS

Looking for experienced reporter-anchor for 3 person
news dept in Elkhart, IN. Good pay and benefits. Must
possess insight and motivation. Will learn a lot. EQE.
Contact Curt Alexander, Box 699. WTRC Radio. Elkhart. IN
46515

General sales manager - We are locking for an agressive
leader 1o move our radio stations sales deparment 10 new
billing heignts. Established Class C FM in Albuquerque.
New Mexico with hot format, great coverage. slick sound
and beautiful offices. needs an organized person 1o take
charge of sales depariment. Send resume, In confidence.,
outlining accomplishments, salary history and availability.
Box L-69

Selling sales manager and aggressive AE's needed now
at Connecticut AM. Experience a must. Submit complete
resume and biling history to Box L-83.

Local sales manager: Wood AM & FM in Grand Rapids.
Michigan is seeking an aggressive take-charge local sales
manager. Candidates should be strong leaders pc

Buffalo, New York's number one radio station /s seeking
a sales professional. Media Sales experience preferred.
Qutstanding opportunity 1o work with a progressive com-
pany which provides state of the an training and support
services and pays up to 25% commission! You will be
expected to manage and improve an established hist of
agency and direct accounts. as well as develop new
business. If you are ready to earn $50K + in a large market
at a top station. reply in confidence to: Ken Casseri.
General Sales Manager, WKSE-FM, 695 Delaware Avenue,
Buffalo. NY 14209. EQE.

HELP WANTED ANNOUNCERS

ing superior coaching. training, and motivatling skills Your
experience must include a demonstrated history of manag-
ing pecple to reach thesr full potential through the achieve-
ment of goals. If you're ready to join a quality broadcast
operation dedicated 1o growth and success.. send 'etter,
resume, and compensation history to- James P. White.
VP/GM. WOOD AM & FM. 180 North Diviston Avenue.
Grand Rapids, Ml 49503 EQE-M/F

Major broadcasting company seeking general manager
for West Coast AM/FM in top 15 market by major public
broadcasting company Must have previcus GM exper-
ience. have strong sales background. ability to control
expenses. strong budgeting skills. and stable emplioyment
history, Submit letter with career and salary history along
with current references to' Box L-79

Pennsylvania. Growing group of eight stations, country,
CHR, AC, looking tor professionals Small. medium, and
large market openings. Send tape and resume to Rick
Musselman, HGF Media Group. 15th and Hamilton Sts..
Allentown, PA 18102,

Announcer/producer: All-classical 105.000 wait WNED-
FM seeks experienced professional. Must have classical
music announcing skills suitable for a major market; re-
mote recording and post-production experience highly
desirable. Regular on-air shift. with production opportuni-
ties including weekly in-concert program Competitive sal-
ary. excellent benefits Resume {including references). air
check and sample of concert recording to. Peter Gold-
smith, 23 North Street. Buffalo. NY 14202 An equal oppor-
tunity/affirmative action employer

N +,

: Must have expenence. Position includes re-
pomng wrmng and delivery. Four-person staff. High rated
AMFM 24 hours Station operated on Bibiical principles
Send resume or call Marv Boone, WCMR WFRN. PC Box
307. Elkhart, IN 46515, 219—875-5166.

Wanted...tarm director. on air and sa'es. Also, opening for
two sales people. Call 309—944-4633.

HELP WANTED PROGRAMING
PRCDUCTION & OTHERS

AC WOBR AM & FM on the beauttful Outer Banks of North
Carclina seeks PD/announcer lo come grow with us Send
tape & resume to Pat Canill. PO Box 400. Wanchese. NC
27981

Broadcast producer WOSU-AM, of The Ohio State Univer-
sity, 15 seeking a broadcast producer to plan and produce
call-in pubhc affairs programs: operate radic control con-
sole and related equipment: and perform reporting, news-
casting. fundraising and promotional activiles The quali-
fied candidate will possess a bachelor's degree in
communication, journahsm or retated field or an equivaient
combination of education and expenence. and experience
in broadcast production and jpurnalism Starting salary.
$17.520 - 19.800. To assure consideration. materials must
be received by September 2, 1988 Send resume and a
copy of this ad to: Professional Employment Services, The
Onhio State University Lobby. Archer House. 2130 Neil
Avenue, Columbus. OH 43210, An Equal Opporturity, Affir-
malive Aclion Employer.
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SITUATIONS WANTED MANAGEMENT

CONSULTANTS

& top biller in lop 10 radio markel seeking 1st sales
mnanagement opportunity Minority 12 yrs expenence A
eader Very slrong background Major or medium market
relerred Box L-29

Sales and programing. Available Midwest Any size mar-
ket. For quick resulls call or write Dick Perry al Perry Media,
Inc.. 2418 E. Grand Rwer, Howell, M1 48843, 517—548-
1040

can make your sales department do things you never
hought it would do | can make your announcers perform
2eyond therr previous capabiities | am a crealive, exper-
enced. enthusiaslic motivalor with a winning track record
35 a medium-market general manager. looking to move up.
3ox L-52

Exciting new tormat! Confidentially contact- Consultant.
Box 2741, Laurel, MD 20708 -- Where the numbers live

MISCELLANEOUS

Troubled AM? Need programing to generale sales? Need
sales to make bucks? Call Thomas Hall 213—969-8559.

Jown and out in the East? - Make $ with greal program-
ng and good sireet wise sales programs Call Don Karnes
717—-321-9035

dwners attention: General manager armed wilth 21 years
n management as a highly successiul performer Effective
nanagement skills include increasing sales & profits. pro-
Jraming, supenor leadership. motivalion. goal achieve-
nents Seeking challenging opportunity Box L-68

Pennies a day will hire cur meteorologists for your station.
We're Athena Services Group Hear the ditierence! Call for
free packet and tape today 1—BOO—RATINGS or 319—
556-4000.

Consuftants. Hire a part-ime sales manager with full time
2xpenence help for the small to medium absentee or
wwner operators Let’s talk! East Coast, Al Wunder 201—
338-1250

GM/CE small or medium market. Expenenced, depend-
able, excellent track record Presently employed Prefer
Midwest. Box L-75

GM, 13-yr track record of turnarounds i sales, profils.
Seeking small-medium South or West. Box L-81,

SITUATIONS WANTED SALES

AM in the red? Gelinlo the black! Tned and true methods.
£nock on doors - make sales Call Clark Jones. 615--373-
2108

Help! Expenenced salesman/announcer needs new deal.
Country or MOR format! Afiordable, versatile. avalable!
Box L-65

Experienced sales/air personality - play by play - and
production avaitable immediately - MOR - CAW - All talk-
news Prefer Midwest or Southeast. all iocations consid-
ered 1 803 -223-1334

SITUATIONS WANTED ANNOUNCERS

Kid at heart (personalily) Black male with a distinclive
voice and two years part-me college radio experience.
seeks entry level in anncuncing. East Coast location pre-
ferred, but will consider others. Norman 617—298-3437.

Dependable announcer locking for work. Make your next
move count! Call Bill. 308—534-1211,

Major market talent seeks growth opportumty in south
Fiornda Gifted programer Great pipes. smooth delivery.
Creative copywnting and production T & R upon request.
30 sec. video also avalable. Chns Dowd. 305—2986-6565.

Classical announcer-programer. NPR and Symphony-
cast experience. Bright production. Bruce Thomsen, 4515
Hamilton Ave , #6. San Jose. CA 95130

Top-ten market morning personality seeks major market
adult music tormat Call 313—531-2598

SITUATIONS WANTED TECHNICAL

TELEVISION

HELP WANTED MANAGEMENT

Promotion director for aggressive group-owned ABC
affihate in growing Midwest medium market. Must be Capa-
ble of conceiving. planming and executing station promo-
tion programs. EOE. Send resume immediately to Bill
Acker. KODE-TV. PO Box 46. Joplin. MO 64802.

Managing editor. Got any bright ideas? If you have good
organizational skills and the abulity to generate interesling
stones, | want you Three years news experience & must.
Send news philoscphy, resume to Mike Cutler, KVBC-TV,
1500 Foremaster Ln.. Las Vegas, NV 89101,

Director of programing for public TV stations 0 Akron
and Youngstown. Ohio. areas. WNEO-TV and WEAO-TV
serve two markets with a single schedule. operating effe-
ciently with a $3 mithon budget. and serving a weekly
cumulative audience in more than 300.000 households.
Applications are being accepted from professional pro-
gramers with extensive television stalion experience (pub-
lic TV preferred). and excellent Communication and super-
wisory  skills. Background must inClude program
acquisition and scheduling. audience research evaluation.
budget preparaticn. and production. Responsibilites n-
clude supervision of trafic and public information staffs,
Serves as executive producer for local productions (includ-
ing pledge campadigns). contracting with consortium uni-
versily producers. Salary range: $30-337.000, with extraor-
dinary benefils. $Send letter and complete resume to Torey
Southwick, President, Channels 45/49. Kent, OH 44240
An EQO/AA employer

Marketing/promotion manager. KTNV-TV, the ABC affii-
ale in Las Vegas. needs to continue its Iradition of award
winning advertising and promotion. If you think you're the
person. lets hear from you. You'll work with ADDY, BPME
and CLIO award winning ad agencies. and you'll be able to
come up with ideas to lead an in-house staff. Responsibil-
ities: Supervision of on-air promotion, publicity, mullimedia
ad budget. communily affairs projects. and overall market-
ing. Requirements TV station or ad agency experience,
especially TV production. Strong creative and publicity
skills, Media buying and ralings knowledge helpful. Col-
lege degree cr equivalent preferred. Salary negotiable. No
phone calls. Write Marketing/Promotion Manager. KTNV-
13, 3355 S. Valtey View. Las Vegas. NV 89102,

Innovative engineering manager seeks position as tech-
nical-director for progressive radio group 20+ years in
broadcast industry includes previous TD expenence. and
tenure wilh broadcast equipment manufaciurers Keen on
wnitten skills, computer and production operations Please
respond 10 Box L-62

Conscientious CE seeks long term position with a medi-
um market station Stalion must have a genuine concern
about quality maintenance Currently CE of small group 15
years RFfaudio expenence Hands on, good troubleshoot-
ing skills, design atiity. diverse technical background
Excellent cache of cwn test eguipment 1o supplement
yours Willing to relocate for the nght posiien Midwest or
New England preferred Box L-66.

SITUATIONS WANTED NEWS

Former US-99 Chicago anchor/sidekick Al Sellers has an
aircheck readyto send you' Avarlable September 1sl. 5535
Hamstead Crossing. Raleigh, NC 27612, 919—781-1294.

Texas sports director. Recently resigned. and 10oking to
relocale Expenenced in PBP. talk shows, anchonng, pro-
ducing, reporting. Ihe works Can do 1t all with a young and
dynamic sound, and a flarr for sales and promohons. Call
Todd today at 305--983-7846.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Country programer, 18 year radio veteran. seeking PD
posiion 0 small or medium market Call 301—957-4067

General sales manager-top 40 market Northeast affiliale
looking for a Creative manager who Cun bring new ideas 1o
the local sales team. Send your resume and tell us what
you are dong 10 creale dollars. Qur people know of this ad.
Box L-71.

Business manager, WPBY-TV, Huntingter/Charleston.
WV is seeking a business manager as part of s senor
management team Assist in financial and capital plan-
ning: supervise business office stafi. which is responsible
for Friends’ and Station's accounting. purchasing. payroll,
inventory, and personnel records; coordinate and adminis-
ter station’s State. Grants, and Friends’ budgels and re-
ports. Experience: BS/BA or appropriale combination of
education and expenence in business. accounting. of
related fields. Five years of financial management, auditing
or closely relaled experience at a supervisory of senior
level; demonstrated planning and communications skills,
Previous non-profit experience and compuler literacy pre-
ferred. Salary negoliable with excellent state benefis, Re-
sume by Setember 9, 1988 lo General Manager, WPBY-TV.
Third Ave., Hunlington, Wv 25701 EEQ employer.

General manager o assume day lo day responsibility for
operations of Inivision Network (Spanish language) televi-
sion Station in top ten United States market. Job requires
particular abilities in sales, markeling. production. as well
as command and sensitivity to financial control and budget
systems. ldeal candidate will have had hands-on exper-
ience in all facets of broadcasting, will have substantial
experience in both selling and managing sales. as well as
in station promotion. and will preferably be bilingual. CBP.
4828 Loop Central Dr, Suite 110, Houston. TX 77081.

Local sales manager. Aggressive compelilive affiliate in
top 35 television market ioocking for aggressive organized
expenenced leader to molivate sales staff. Strong back-
ground in pecple managemenl. Able to train and create
Knowledge of ratings and inventory managemenl Send
resume to. Box L-73. EOE

Accounting manager. Washington DC station 1s seeking a
bright. energetic individual to be part of an accounting
management team in an exciling. creative television envi-
ronment. We're seeking an experienced accountant for
financial reporting and analysis in addition to managing
accounting personnel in payroll. payable and Dilling func-
tions. The ideal candidate must be a CPA and should have
3-5 years accounling experience Prior supervisory exper-
ience and strong PC skills are required The position
reports directly to the VP of finance. We offer excellent
benefits and free parking. If qualified, please send your
resume to: Personnel, PO. Box 6236, Washington, DC
20015.

Director, business affairs. Dynamic Pilisburgh based
entertainment firm has an immediate opening. This posi-
tion is responsible for one of cur Emmy-award winning,
nationally and inlermationally lelewised childrens dramas.
Includes business. legal and inancial direction and admin-
istration to a consortium of lelevision stabons and thier
related programing. Also. negotialions and management
for production and co-production, domestc and interna-
tional distribution, legal direction and admimstraton for all
projects and management of all revenue and funding for
complete business, This is a key position on our manage-
ment team and requires an ndividual with several years
experience in entertainment management. Ideal candidate
will possess a business degree (MBA) or a law degree and
have experience in broadcast or fealure productions We
offer a compensation benefils package and salary com-
mensurate with experience This 1S an exciting. visibie
position that has excellent growth potential with cur grow-
ing organization Interested candidates should submit a
current resume or professicnal vitae and salary history o
WQED. 4802 Fifth Ave., Pitisburgh, PA 15213, Altn Human
Resources. EQE. M/F/H.

General sales manager. Small market affiiate in SE seeks
aggressive. experienced leader 12 motivale and train local
staff. Strong people skills a must. Box L-78

Promotion manager. WGME, Portland’s CBS affihate
seeks an expenenced promotion manager with strong
production. media and public relations skills. Send resume
lo David King. Vice President and General Manager
WGME-TV, PO. Box 1731, Porttand, ME 04101. ECE.

Promotion director: Top 50 Sunbelt indy. Need aggres-
sive. wildly creative person to give new station strong local
identity. Copywriting production. Sales promolion. organi-
zational and media Duying skills necessary. Hands-on posi-
tion for flexible, hardworking persen. Send reply 1o Box L-
77

Tviradio general managerichief operating otficer: Top
25 pubhc television/radfio staticn seeking general man-
ager. Excellent faciliies, qualiied 65-person stafl. and
latest equipment. Must have minimum five years public/
commercial communications management experience
and possess solid background in financial management
and planning. Understand and appreciale qualty pro-
graming with a strong commitment (o local programs Be
proven leam leader capable of directing professional staff
and working harmoniously with volunteers. Experience in
broadcasting and communily fundraising. Should possess
degree from recognized college/universily in broadcasl-
ing/communications or related. Competitive salary. bene-
fits. EEQE. Send letter of application with resume to Chair-
man, Search Committee, WFYl. PO. Box 449186.
Indianapolis. IN 46202-9180 Postmarked no later than
September 26, 1988. No phone calls.

HELP WANTED SALES

Sales research marketing director: Florida suncoast
market. CBS affiiate needs an accomplished one-on-one
and group presentor. Good business skills and knowledge
necessary, Must be research literale in ratings services. PC
software and graphics. We will teach BMP and Leigh
Stowell research. Send resumes to: GSM. WTVT-TV, PO,
Box 31113, Tampa, FL 33631-3113, EQE.

WECT-TV6 Is looking for one geod person 1o lead local
sales staff. Qualified applicants send resume and salary
requiremenis lo: Ray Sullivan, GM, P.O. Box 4029. Wilming-
ton, NC 284086. EOE, M/F.

Aggressive and expanding ABC affiliate seeks Dright
and energetic lelevision account executive who is 100king
for personal growth opportunities. Excellent compensation
and company benefits package. Broadcast sales exper-
jence preterred. Send resume lo: Director of Sales, WFYF-
TV, Box 6250, Watertown. NY 13601. An equal opportunity
employer.
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KMPH-TV, one ol the Nalions leading independent sta-
tions, is seeking to fil the position of retail marketing
manager. Applicants must have a minimum of five years
lelevision sales experience and/or sales management.
Position requires individual with proven oulstanding sales
performance. leadership and motivational skills. Exper-
ience 1n retal merchandising/marketing is encouraged.
Apphcanis must have record of new business develop-
ment, with knowledge of co-op. vendor and retail market-
ing essential. Salary commensurate with experience.. Re-
sumes accepted through September 16, 1988. An EOE. M/
F/H. Send lo: Lise Markham. Director of Marketing. 26
KMPH, 5111 E. McKinley Ave.. Fresno, CA 93727

Account executive. Must have at |east 2 years sales
experience working with agency accounts Applicant
should be self motivated, well versed in ratings. research
and markeling resources. A slrong background In account
development is required. Please send resume to John
Hirsch, GSM. WTEN-TV, 341 Northern Blvd.. Albany. NY
12204

Chief engineer: Top 50 Sunbelt indy. Hands-on manager
to supervise department. Half-inch experience. Maintain
studio, operations departments, and RCATTU-1100 trans-
mitter. Must be tough-minded. organized. and hardwork-
ing. Send resume to Box L-80.

Chiet engineer, KTVH, channel 12, seeking engineer with
three o five years experience in broadcast maintenance.
Salary. DOE. Send resume to Don Bradley, KTvH, PO. Box
6125, Helena, MT 59601. EQE.

HELP WANTED NEWS

Weathercaster/meteorologist needed for ore of the
Northeast's most successful affiliate stations. Qur client is
seeking a weeknight weather person who has a credible,
warm, memorable presentation. This is the top job in a
highly competitive market with a wage o match, so only
experienced persons with proven successes need apply
Send non-returnable resume and tape to NEWSPEQPLE.
20300 Civic Center Dr., Suite 320. Southheld. M1 48076.

WHNS-TV21 has an excellent opportunity for an energet-
ic regional sales/marketing specialist to cover a virtually
untapped. rch regional territory, If you are a seti-starter
with two years experience in television (preferably inde-
pendent} and agency sales. please send resume to Per-
sonngl Department, WHNS-TV, 21 Interstate Ct., Green-
ville, SC 29615. EQE. MIFE. Order takers need not apply.

Growth company seeks highly motivaled. experienced
TV sales representative to sell proven marketing systems
lo TV stations in Northeast. Draw against commission.
Eaming polential 60K +. Resumes to: Michele Roberts.
Broadcast Resource Group. 210 25th Ave. N., Suite B18.
Nashville. TN 37203.

Market development director. Motivated media and mar-
keting perscn needed Excellent communication skills re-
quired. Resume and references to GSM, KQTV. PO. Box
247, St. Joseph, MO 64506. EQE.

HELP WANTED TECHNICAL

Successful independent TV needs tape cps and air
switcher. Send resumes to: Bob Hardie. PQ. Box 33223,
Tulsa. OK 74153. No phone calls, please. EQE.

It you're locking for a challenge. a growing station. a
growing market (ranked 34) and a great opportunity. the
#1 independent staticn in the Carolinas could be the place
for you. Due to an expansion of our engineering depart-
ment, we are seeking an experienced PM. oriented broad-
cast maintenance engineer. First class license or equiv-
alent required: must be experienced in both digital and
analog of electronics. If a position with a progressive
station in a dynamic market interests you, send resume to:
Stephen C. Crook, Chief Engineer, WHNS-TV21, 21 Inter-
state Ct., Greenville, SC 29615. EQE, M/F/H.

Maintenance engineer for lelevision mobile unit based in
Texas and Florida. Send resume and salary requirement to:
Tel-Fax Texas. 3305 Pleasant Valley Ln., Arlington. TX
76015.

Television maintenance engineer. Leading Southeastern
television production company seeks maintenance engi-
neer with strong electronics background. Thorough knowl-
edge of television camera, VTR, switching, audio, digital
effects. computer editing. graphics and terminal systems.
Send resume to: Box L-35.

Computer editor for full service post production/broad-
cast facility adding to it's editing staff. Wide variety of work
and producers/clients. Must have minimum 4 years on line/
ADO/audio graphics system experience. Send resume to:
F. Abramowicz, 240 New Britain Ave.. Hartford, CT 06108.
No phone calls. please.

Studio maintenance engineer: KTPX-TV 9, the Perrmian
Basins NBC leader. has an opportunity now for a studio
maintenance engineer. Experienced with: 3/4” & 2" VTR's,
ftield cameras. recorders, switchers & audio boards. Must
have at least 2 years experience. Contact: Grady Wood-
ward, Chief Engineer, Box 6699, Midland, TX 79711. EEQ.

A progressive TV station in NY state is looking for a chief
engineer or assistant. 1st class license or equivalent. Must
have UHF transmitter experience. strong background in
tape machine repair, possess good management skills,
and able to work flexible hours. Excellent working condi-
tions, salary commensurate with experience. full benefits.
EQE. Box L-63.

CMX editor. On-line CMX editor for aggressive. production
oriented PBS station in San Francisco. Minimum 4 years
experience with CMX 3100, ADO. Chyron, Sony 1" VTRs or
equivalent required, Heavy documentary and effects edit-
ing expenence preferred. NABET. Additional expertise in
technical direction, audio engineering. and video tape
operations helpful. Resume to KQED Operations, 500
Eighth St.. San Francisco. CA 94103. No tapes or phone
calis, please. Equal opportunity employer.

Maintenance engineer with strong background in produc-
tion equipment. NBC afliliate (UHF). Send resume, salary
requirements to KTGF-TY, PQ, Box 1219, Great Falls, MT
59403.

Co-anchor/producer: Looking for producer and co-an-
chor for early and late weekday news. Some reporting.
Lots of editing. Must be organized and not easily over-
whelmed by workload in a nine person operation. Good
writer, positive attitude and sense of humor. No plastic
peopie. please. Send tape and resume to Dave Etil. KAPP-
TV, 1610 South 24th Ave., Yakima, WA 98902 Deadline for
tapes and resumes is August 26, 1988. Absolutely no
phone calls. EEQ.

News Director: Dominant top 25 markel independent
seeks news director for 10 pm news start-up. Top notch
facility with major commitment to excellence. Send re-
sumes and references to Box L=45.

Broadcast talent. Entertainment law firm seeking estab-
lished on-air TV/radio broadcast clientele for representa-
tion with full service management division. Minimum 3
years experience. Submissions to. Broadcasl Manage-
ment Division, PQ. Box 8257. Northridge, CA 91327

Reporter. Competitive news department seeks strong indi-
vidual who can cover a beat and break stories. Minimum
two years experience a must. Minorities encouraged to
apply. Non-returnable tape to: Craig Alexander, News Di-
rector, WTVQ-TV, Lexington. KY 40555. EQE.

Meteorologist - to do the 6 and 11 for CBS affiliate in
Buftalo. If you know weather and can make it interesting.
send tape to Tim Larson. News Director. WIVB-TV 2077
Eimwood Ave.. Buffalo, NY 14207. No calls. EQE.

KUTYV, Channel 2, an NBC affiliate within the top 40 mar-
kets. 1s looking for a top-notch, seasoned professional to
host our new program “Backroads”. Desire an individual
wilh an understanding of the West, its lifestyles. its history--
who can project that image on-air. Individual must have
previous on-air experience, creative writing skills and pro-
ducing skills. Interested persons should reply in confi-
dence, to the following address. Please include writing
samples and videctapes with your resume, Applications
must be received no later than August 31, 1988, Back-
roads Host, Attn: Personnel Coordinator, KUTV, Inc.. PO.
Box 30901, Salt Lake City, UT 84130-0901.

Reponrter/weather anchor:Aggressive Pacific Northwest
network affiliate is accepting applications for |he above
position. We are 10oking for a person who can shoot, edit
and write their own stories. In addition. you will serve as a
backup 1o our meteorologist. Previous experience in pre-
paring computer generated weather graphics and present-
ing an easy '2> understand forecast are required. This
position could also include weekend anchoring. Send Te-
sume to Box L-74

Sponts director/anchor: Seeking crealive. experienced
hardworking pro eager to become market boss in a sports
and recreation paradise. Must shoot, edit, do lives, etc.
Absolutely no beginners. Send resume. tape to Dick Lar-
sen. KBCI-TV Box 2, Boise. ID 83707. EQE.

ENG editor; Seeking tape editor for Northwest ABC affli-
ate newsroom. Must be familiar with news, 3/4" and Bela
formats, possess creativity and most of all, speed. Salary
depends on experience. No telephone calls, please! Send
resume and videotape to Dennis Dwan, TV News Oper-
ations Manager, 100 4th Ave.. N.. Sealtle. WA 98109,

Weekend weather - minimum 2 years experience with
television news operation. AMS cenificate and/or degreein
meteorology preferred. Knowledge of colorgraphics Live-
line 5 and in-house radar helpful. Gannelt ownership and
NBC affiliate assure commitment and excellent lead-ins.
Resumes & tapes to News Director, Paul Baidwin, WTLV-TV
12,1070 E. Adams St., Jacksonville, FL 32202. Women and
minorities are urged to apply. EQE,

Weekend repontet - minimum 2 years reporing exper-
ience required. Experience in live work a must - excellent
opportunity for individual to begin a path toward anchor-
ing. Gannett ownership and NBC afiiliate assure commit-
menl and excellent lead-ins. Resumes & tapes to News
Director, Paul Baldwin, WTLV-TV 12, 1070 E. Adams St..
Jacksonville, FL 32202. Woman and minorities are urged to
apply. EQE.

Update reporter - Minimum 2 years reporting experience
required. Experience in live work a must - excelient oppor-
tunity for individual to begin a path toward anchoring.
Gannett ownership and NBC affiliate assure commitment
and excellent lead-ins. Resumes & tapes to News Director,
Paul Baldwin, WTLWTV 12, 1070 E. Adams St.. Jackson-
ville, FL 32202. Women and mincrities are urged to apply.
EQE.

Chief photographer. WTEN-TV is looking for a veteran
news photographer. Candidates must have a minimum of
wo years experience. A college degree 1s preferred but
not mandatory, We want an aggressive photojournalist who
can shoot with the best. who knows how to lell a story with
video and not sound, and knows how to teach others, Send
tape and resume 10 Jim Holland, News Director. WTEN-TV,
431 Northern Blivd.. Albany. NY 12204. We are an equal
opportunity employer.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Director for news in top 20 market network affiliate. Fast
paced creative newscasls require experienced director
with hands-on switching ability to work i state-of-the-art
production facility Great pecple in this Sunbelt station
which must temporanly remain anonymous. You are not
applying for your current job. All inquines will be handled
discreelly. If you are seeking a challenge. send your re-
sume 1o Box L-17.

Publicist. Public television station in Southwest seeks a
publicist. BA in journalism. broadcasting andror related
field. Three years public relations expenence in print and/
or broadcast media required. Equivalent education and
experience accepted in lieu of degree on a one-year for
one-year basis. Responsible for developing media rela-
tions and creating publicity for the station. Also assists in
station promotions and special events. Strong writing and
communications skills required. Salary $19.094 DOE.
Send resume to UNM Personnel Department, 1717 Roma
NE, Albuguerque. NM 87131 Reference this ad. AA/EQE.
Closing date 8/31/88.

Nashville’s #t independent is looking for a program/
promotion director with independent experience in sched-
uling movies and knowledge of how 1o promote same.
Send resume tc General Manager. WZTV 17, 631 Main-
stream Dr.. Nashville, TN 37228. No phone calls, please.
EQE. M/E

News promotion producer: If you're aggressive, with 2-3
years experience producing effective promotion spots, you
may be the person we're looking for. If you can edit 3/4”,
Beta. are familiar with post production, and Iove the intense
daily pressure of a #1 rated, NBC affiliated news station in
the lop 30, you are invited to apply by September 9th. Box
L-58.

Segment producer: Anticipated opening subject to fund-
ing on PBS science series. Newton's Apple. This is a highly
varied producing pesition, requiring strong initiative and
highly imaginative approaches to science ielevision. Pro-
ducers are responsible for all aspects of their segments.
from initial concept through final CMX editing. 3-5 years
lelevision experience required. Send tape and resume by
Sept. 9 to Newton's Apple, Box AP. 1640 Como Ave.. St.
Paul. MN 55108

Wanted: EFP shooter who is a wizard with lighting.
Send a tape, references and resume to prove you're the
best there is to Production Manager. PO. Box Tv-12, Jack-
sonville, FL 32231. No calls. Recent applicants need not
reapply.

Experienced animator for new show premiering in Sep-
tember. Must have working knowledge of Grass Valley 300
switcher or equivalent, Abekas AG64, Paintbox. Harry.
Chyron 4100, Scribe. Salary commensurate with exper-
ience. Excellent benefits. Contact Myles Tanaka, 703—
284-3100.

Director/vidifont operator - Direct news 3 days a week;
operate Vidifont Mark V graphics generator cther 2 days. 2
years directing experience required. Resumes only no
tapes. Send to Randy White, News Production Supervisor,
WSMV-TV, PO, Box 4, Nashville, TN 37202, No phone calls,
please. EQE.

Production manager. Hawaii calls! New, growing, state-
of-the-art Channel 5, indy seeks energetic. induslrious,
creative. ingenious production manager with 3 to 5 years
managerial experience in commercials, promotions and
local productions. Cost control ability necessary. Send
resume, salary history to: VP Programing, KFVF, 315 Sand
Island Rd., Honolulu, HI 96819-2295.

Promotion writer/producer. Midwest ABC aftiliate is look-
ing for a highly motivated professional to create dynamic
news and entertainment promotion. You must have two
years experience, with strong writing, production and inter-
personal skills. A college degree is preferred. Send your
resume and reel to Phil Clark, Marketing/Promotion Market-
ing. KETV, 27th & Douglas Sts., Omaha, NE 68131.

Design director wanted for ABC affiliate in top 20 market.
Manage station graphic look and staff. Send resume to Box
L-82. ECE. M/F
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fideo editor - Number one station wants creative. energet-
¢ videolape editor for top-rated weekly magazine and
ther projects. with some camera or audio field work
yssible News expenence helpful Sel-motivation, enthu-
iiasm and team work a must Send resume and tape (no
:alls) to Michaet Cascio 4100 City Line Ave . Philadelpha,
A 19131 EOE

Jortheast station seeks director for fast paced news-
:asts. sporl and pohtical events Send resume and salary
equirements to Box L-76.

feam players who thrive on challenge! Production man-
1ger. magazine host. special projects producer. creative
services director, and feature reporter Send resume/refer-
:nces. and knock our socks off with non-returnable VHS
jemo PO Box 22607. Tampa. FL 33622-2607

SITUATIONS WANTED MANAGEMENT

3mall market general manager seeking new challenge.
Jver 20 years experience. Strong background in news
ind programing. Knowledgeable in sales, budgets. Prefer
Nest, Box L-77.

SITUATIONS WANTED TECHNICAL

Vaintenance engineer who has drive and motivation
~ould love to move to greener pastures. Stan 802—863-
1676.

SITUATIONS WANTED NEWS

Experienced newscaster in New York City suburb area
-adio seeks on-air position in TV news Tape available,
~illing 1o relocate. Call Adam at 212—874-6700.

Energetic, creative, athletic, male. 2 years sporis report-
ng. shooting, ediing expenence in cable TV 2 years major
college basketball & baseball PBP Locking for ig break in
small to medwm market Will relocate and put in extra time
that results in qualty work Neil, 714—524-8999; 1030
Pacifica Or Placenta. CA 92670.

Metearologist loves weather! AMS seal. 10 years TV
Accurate, personable. award winner Seeks final destina-
lion Northeast Size unimportant 415—381-4320.

Reporter, Black male. four years expenence n medium
markel. college degree. ready 1o move up 419—B85-
7328

Talented newcomer. creative college producer/reporter,
can also shoot and edit. looking for that big break ina small
to medium market. | thnve on hard work, tong hours, and
news Tom. 201—984-5802. 76 Stockton Ct . Morris Plans,
NJ 07950

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Pair-a-docs: Father/daughter Ph.D.'s; hosts, feature, re-
porters, guests, psychologyintimacy issues Top creden-
tials/exlensive TV/radio expenence, 612—291-7547

Creative director offering versatile background to facity/
station that believes making money reguires quaiity pro-
ductions which boost company image. Desire o relocate.
Challenging position sought 312—662-3452

Associate producer currentlly with political consultant
must relocate to S. Flonda Expenence. TV operations.
advertising and production coordinator |1 am energetic.
personable and very organized Laune 703—978-1305.

Television engineer who has become 50 ob: d with

Search reopened. Director of School of Mass Communica-
lion sought by Bowling Green Stale University beginning
Fall 1969. Applicant must have significan! media exper-
ience and research record worthy of full professor rank.
Administrative expenence with proven record of attracting
outside funding desirable. Program consists of accredited
Dept. of Journalism with 10 faculty members and 380
undergraduates; Dept of Radio-TV-Film with eight faculty
members and 340 undergraduates: and graduate program
offering MA and PhD degrees with 35 graduate students.
Altractive, state-of-the-art facilities. Salary competitive.
Deadiine: Oct. 1. 1988. or until sutable candidates are
dentihed. Send credentials and names of three current
references to Dr. Ray Laakaniemi. Mass Communication
Director Search Committee. School of Mass Communica-
tion, Bowling Green State University, Bowling Green, OH
43403. BGSU is an Affirmative Action/Equal Opportunity
Employer. Minonties and women are encouraged to apply

HELP WANTED SALES

Sales/marketing reps. Corporation Seeking energetic,
dedicated person-oriented individual wiling and able to
work hard. Knowledge of radic and/er TV operations a
must. Moderate travel. Salary commensurate with exper-
ience. Send resume and salary history to Box L-70.

HELP WANTED TECHNICAL

Electrical equipment specialist - Riyadh, Saudi Arabia.
U.S. citizen scught for two-yr. position as technical elec-
tronic equipment specialist working with U.S. - Saudi Arabr-
an Joint Commission on Economic Cooperation program in
Riydadh. Saudi Arabia This hands-on position réquires
experlise in maintenance of telewisicn. shde-tape, video-
tape, computer graphics and cther electronic equipment.
Equpment includes 3/4", 1/2" BETACAM. associated
switching, routing, editing suites. studio cameras and
multinmage equipment. Responsible for actual mante-
nance and lor supervision of new equipment purchases.
Special emphasis on training Saud technical staff. Req'd.
Min 5 yrs. hands-on mantenance exp. w/above equip-
ment. College degree BSEE. prior overseas lraining exp..
and knowledge of Arabic are pref'd. Benelfits: Salary
$33.218-43,181 + up to 25%. Pls. send resume to: Dept.
C-20; 1730 Rhode Island Ave.. NW, Suite 910, Washington,
DC 20036. EOE.

Director of engineering: Senior management position as
the director of technical apphcations and planning for the
broadcasting service of Southern llincis University. Direct
the technical operations of two public television station,
one VHF (Ch.8) and ane UHF (Ch.186), and one 50,000 watt
FM public radio station; and work with other members of
the senior management team in planning for future techno-
logical growlh and expansion. We offer a real professional
challenge. an excellent competitive salary with outstand-
ing fringe benefits. and mild winters in a semi-rural setting
at the edge of the Shawnee National Forest, only two hours
from St. Lours. Minimum requirements include an engineer-
ing/technology related Bachelors Degree. 5 years of tech-
nical managment expenence, demonsirable proficiency
and experience with modern broadcast technologies and
engineering practices. and well-developed leadership and
managment skills Send letter of application, resume. &
three professional referencesto Lee D. O'Brien, Executive
Direclor. Broadcasting Service, Southern lliinois University,
Carbondale, llnois - 62901 Minonty members and women
are encouraged to apply. Southern linois University is an
Equal Opportunity/Afiirmative Action Employer.

20KW FM transmitter with late model exciter; Hi power
broadband 4 bay C.P. FM antenna 102-106 MHZ; 3D
ngckmg R/P carts. (ITC) + R-R recorders. Doug, 402—
488-4275.

video production/editing equipment wanted. Need fo
purchase any of the following items. Must be in top condi-
lion. BVW-40 Betacam Editor. BVW-10 Betacam Player;
BVW-25 Belacam Field Recorder; HL-5 Ikegami camera
wilh of without Betacam back: Elemack Dolly: 1.2 KW HMI
lights. stands: complete Betacam Editing suite: Pinnacle
2010 DVE. Contact: Scott Wheeler,” Metro Communica-
tions, 424 Duke of Gloucester Street, Williamsburg, VA
23185. 804—253-0050.

SMC Mini-Pro automation system with stereo carousels
and Otari reel decks in good condition. Call Joseph Torsi-
tano 702—883-5647.

FOR SALE EQUIPMENT

AM and FM transmitter, used excellent condition. Guaran-
teed. Financing available. Transcom. 215—884-0888. Te-
lex 910—240-3856.

FM transmitters’*Harris FM25K (1983}, AEL 25KG (1977),
““Harris FM20H3 (1976). RCA BTF20E1 (1983) “"Harris
FM10H3 (1974), RCA BTF100D (1968). CCA 3000005 (1968)
[ m Cop 215 Jees Teiex 910—240-3856

AM transmitters**CCA AM 10,0000 (1970). Collins 820E
(1978) **Gates BC-5P (1962) **Harris MW1A (1970), Harris
BC-1H1, CSI T1A (1981), Bauer 707 (1970). Collins 20v3
(1968), **McMartin BA 25K (1981), *"Transcom Corp.
{E_ g44- Ts 910—240-3856.

50KW AM**CCA AM 50,0000 (1976), excellent condition-
*=Transcom Corp. 215—884-0888. Telex 910—240-3856.
Silverline UHF TV transmitters. New best price and
pertormance. 35 Kw, 70 Kw, 140 Kw, 280 Kw, also brand
new air cooled 10 Kw klystrode transmitter. Bill Kitchen or
Dirk Freeman, Television Technology. 303—665-8000.

1000’ Kiine tower. Standing in Nebraska. Available imme-
diately Can move anywhere. Call Bill Kitchen, Television
Technology 303—665-8000.

FM antennas. CP antennas. excelient price quick delivery,
from recognized leader in antenna design. Jampro Anten-
nas. Inc. 916—383-1177.

TV antennas. Custom design 60KW peak input power.
Quick delivery. Excellent coverage. Recognized in design
and manufacturing. Horizontal, elliptical and circular polar-
ized. Jangro Antennas_Inc. 916—383-1177

For sale; Remote unit, 28 ft. box on 1985 Ford truck.
Completely self-contained. 3 JVC Procams, 2-BVU 820%
16 input/3-ME sxw, digital video, stereo audio, etc. Com-
plete location package wigrip van available. $225.000
0.B.0. Call 701—241-8073.

RCA UHF TV transmitter: Parallel 60 kw, mid-band Klys-
trons, available immediately $85.000. Call Bill Kitchen or
Dtk Freeron. 303—665-8000
RCA TCR-100 video cart machine - two TCR-100's are
available with 3000 carts. For more info call WBRC-TV
205—322-6666.

Ampex ACE editor. One year cld. Includes: Keyboard, 5
ILC's, GPI card. monitor. and dual 8" drives. As equipped
will control any serial switcher. and any 8 serial VTRS,
$37.500. 919—833-8888.

our CG he has tunnelvision, would love to do CG work
somewhere. Stan Amster 802—863-3676 or 802—658-
8022,

MISCELLANEOUS

Primo People wants you If you are a general assignment
reporter who has some anchoning expenence, send your
tape and resume to Steve Porncelli or Fred Landau. Box
116, OId Greenwich. CT 06870-0116. 203—637-3653.

Be an TV. Many needed for commercials Casting info 1-
805—687-6000 Ext. TV-7833

Attention job hunters! Stay informed with The Hot Sheet--
broadcasting's ieading source for employment listings
Published twice weekly Money back guaraniee. Media
Marketing, PO Box 1476--PD. Palm Harbor. FL 34682-
1476 B813—786-3603

Reunion - If you're a former employee of WJRT-TV, Flint. MI.
interested n a 30 year reunion, call 313—233-3130 by
August 30

ALLIED FIELDS

HELP WANTED INSTRUCTION

TV praduction -- Tenure-track assistant professor position
beginning Jan 1989 Teach courses n TV production.
Ph D and professional expenence required. Send resume
to DOr Sam Swan. Head. Department of Broadcasting, 295
Communications. University of Tennessee, Knoxville, TN
37996 by September 15, 1988 UTK encourages applica-
tions lrom minonhies and women

EMPLOYMENT SERVICES

Government jobs. $16.040 - $59.230/yr Now hiring Your
area. B05—687-6000 ext. R-7833 for current Federal list.

Aitlines now hiring. Flight altendants. travel agents, me-
chanics. customer service. Listings. Salaries to $105K.
Entry level positions. Call 1—805—687-6000 ext. A-7833.

3/4 Sony - 2 - 5850's, RM-440, 2-6800%, 1 - M-3 Camera, 1
- TBC. All for $18,750.00. Phil - days 201—681-4483,
eveninas 201—974-0579

Equipment financing: New or used 36-60 months, no
down payment, no financials required under $25.000. Refi-
nance existing equipment. Exchange National Funding
214—422-5487.

MISCELLANEOQUS

Troubled? Counselor makes housecalls o broadcasters
wvia audio cassette Helps with career advancement, job
prablems. personal and family difficulties. and more. Doc-
tor 1s a broadcaster who lalks your language. Convenient,
confidential. affordable. Clients nationwide. Free informa-
tion. Clinic, Box 71223, Maretta. GA 30007.

Attorney - Seeking an associate with 1-3 years experience
n communications law for busy D.C. law firm. Competitive
salary. and benefits. Send resume in confidence to Box L-
67.

WANTED TO BUY EQUIPMENT

Wanting 250, 500. 1,000 and 5.000 watt AM-FM transmit-
ters Guarantee Radio Supply Corp . 1314 lturbide Street.
Laredo, TX 78040 Manuel Flores 512--723-3331.

BCS=BroadCast Store. Sony BVH-2000 w/BVT-2000
$33,000 Ampex ACR-25 $15.000 Ampex VPR-6/TBC/&
$30,000 Comark 60kw UHF 3 1/2 years cld $290.0C0. Sony
BVU-950 $9.600, MCI JH-24 $18,000. Turnkey systems
design and installation. Showroom at 4525 Valeric S,
Burbank, CA 81505, Calim is a iS5t 818—845-1999

Kline tower - overall height is 645 fee! with two platforms.
Tower will be dismantled by July 31st. Excellent condition.
Heany for zale. WBRC-TV. 205—322-6666.

Vital switchers, CDI switchers, Grass swiichers. RCA
tape and cameras. Ampex tape. Sony tape, RCA fim,
Tektronix monitoring, ADDA, Quantel, DSC, NEC. Fairlight.
Abekas and Vital DVEs. lkegami, Hitachi, RCA, Sony, JVC,
Bosch. Philips, CEl, and GE. Presently 85 camera group
listings alone. Let us help you with your used equipment
needs. either buy or sell. Call Media Concepts 919—977-
3600 or FAX 919—977-7298.

Instant cash-best prices. We buy TV transmitlers, towers.
and transmission Iine. Bill Kitchen, Qualily Media, 303—
665-3767

1" videotape. Looking for large quantities 30 minutes or
longer will pay shipping. Cail 301—-845-8888

FM radio broadcast equipment. From tower to micro-
phone. Contact N Norris, 313—234-4335,

Tektronix 1410R NTSC Sync & Test Signal Generator. With
SPG2 Sync Generator (high stability option), TSG3, TSGS.
TSG6 and TSG7. Like new $570C with Tek calibration or
$5000 not cahbrated. T. Hopkins. Cape Fear Enterprises.,
Ri. 1, Box 269-A Fa.i&nn NC 28341 919 594-0172.
Panasonic color reel to reel. VTR 3140(2), VTR 3160.
record play edit. $750. Magnecorder reel to reel audio
MOLPTASA (3) $300, $1000. all. 703—521-1089.

Broadcasting Aug 22 1988
77



RADIO
Help Wanted Sales

We're buildinganewradiocompany
called Degree Communications!
OurfirstacquisitionisKEYlin Austin.
If you are goal oriented and wantthe
opportunitytosucceed-Letushear
fromyou. Abilitytocallondirect
accountsisamust. Noordertakers.
Unlimited potential. Resumesonly

to:

Otis Dunagan
VP/GeneralManager
P.O.Box2197
Austin, TX78768.

Degree Communications
isanEEO employer.

Broadcast Marketing Rep

Top company serving broadcast industry
seeks marketing representalive for multiple-
state region. Experience in broadcast sales
and/or news is required. Position involves ex-
tensive travel. Resume, references and salary
requirements 10 Box L-28.

Help Wanted News Continued

Help Wanted Programing
Production & Others

Production
Coordinator

Major AM/FM radio station seek-
ing Production Coordinator with a
minimum of 10 years major market
radio production experience. Ex-
perience in the writing and produc-
tion of radio station promotional
announcements and multi-track
recording expetience required
Experience in equalization, com-
pression, noise reduction and
other state-of-the-art production
techniques and equipment re-
quired. Qualified candidate must
also have experience in the
direction of talent in interpretation
of promotional copy.

Successful candidate will operate
multi-track recording equipment
in the production of station
promotional announcements. will
be responsible for the recording,
production, and maintenance of
the AM & FM cn-air music [ibraries,
as well as for the quality control of
commercial announcements and
monitoring of AM/FM to ascettain
consistency of on-air product,
promotions, commercials and
music. Salary negotiable.

We offer a competitive benefits
package. Send resume to:

Department PC, Box 428
4111 Lincoln Blvd.
Marina del Rey, CA 90292

Equal Opportunity Employer M/F/H/V
B e

Help Wanted Management

Help Wanted News

NEWS DIRECTOR
WJR/DETROIT

If you've got 3 - 5 years medium-major market exper-
ience in managing a full service news department. as
well as equal on air anchoring skills. we'd like 1o hear
from you!
Please send cassetles. resumes and ideas on how
you'll keep us great 10
. Gary Berl;:owitz o
perations Manager/Program Director
WJF? Radfio
2100 Fisher Building
Detroit, MI 48202

WJR is a Capital Cities/ABC Owned Station
An Equal Opportunity Employer.

Reporters (free-lance)

National Public Radio seeking free-lance Report-

ers. Applicants should be self-motivated, creative,

imaginative, innovative with strong working knowl-

edge of tape Broduction. Send tape/resume to
NPR. National Desk, 2025 M Street NW, Washing-
ton. DC 20036 EOE/AA.

ROTH COMMUNICATIONS
WKPE AM/FM
CAPE COD

We are looking for a highly motivaled GM with a
strong retail sales background to build, train,
and lead one of Cape Cod's top radio stations.
A proven ability 10 develop and execule suc-
cessful sales promotions and maximise sta-
tions revenue potential is essential. Competi-
tive compensation based on results. Respond
in confidence to: Roth Communications, 830
Main St.. Melrose, MA 02176. EOE.

WBBM

STAFF NEWSWRITER POSITION At
CBS-Owned All-News WBBM, Chicage.
Candidates must have college degree
and a minimum of three years broadcast
newswriting experience. Ideal person
will have a wide range of skifls and exper-
ience in radio, including news.

Send resume and writing samples to
Chris Witting Jr., WBBM Newsradio 78,
630 North McClurg Court, Chicago, Illi-
nois 60611. No phone calls please. EQE.

ACCOUNTANT
BUSINESS MANAGER

with broadcast experience

Be a key team member who will handle
accounting and administration of a new
expanding radio group.

Very good salary and benefits. Excellent
working conditions and a Florida
lifestyle.

Rush resume to:

InterMart Broadcasting Corporation
4250 Lakeside Drive
Suite 210
Jacksonville, FL 32210
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Help Wanted Management
Continued

Regional Sales Mgr.
to sell exciling new DAT programming system
and formats (o radio stns. via telephone from
our No Calif hqgtrs. Stns./Sales Mgt. or related
experience required Send resume, cover let-
ter and salary history/requirements (0.
Concept Productions, 1224 Coloma Way,
Roseville, CA 95661

TELEVISION
Help Wanted Sales

Situations Wanted Management

ATTENTION: MEDIUM AND MAJOR
MARKET GROUP OPERATORS - | AM
A SALES AND BOTTOM LINE PEOPLE
ORIENTED GENERAL MANAGER
WHO LOVES RADIO AND IS LOOKING
FOR A SCLID LONG TERM POSITION.
AVAILABLE NOW. CALL DAVID C.
WEINFELD 508—394-4041.

RADIO MANAGER
SALES MOTIVATOR

Looking for station to manage medi-
um or small market.

Box L-23

State of the Ant

Successful resuits by employing man-
agement and marketing sales skills. Xe-
rox - RAB trained, CRMC, Wharton and
still learning after 13 yrs. Very Conscien-
tious. Box L-37.

Situations Wanted Announcers

Television

Technical Sales

Varian TVT, a division of Varian Associates, Inc., is expanding
its Television Transmitter Sales Department. We are seeking ex-
perienced technical sales professionals in high power RF equip-
ment. Knowledge of the industry we serve is important. These
sales positions will require extensive travel and person-to-person
contact with TV station management and technical personnel.

As a division of a Fortune 500 Company, TVT offers you a lead-
ing technological environment plus an excellent salary and ben-
efits package including a 401(k) retirement savings pian, 100%
tuition reimbursement, medical, dental and life insurance. To ap-
ply, please send resume to: Varian TVT, PO. Box 270879, Dallas,
TX 75227. Principals only, please. We are an equal opportunity

@varian

Innovative People Making Technology Work

employer.

CAN HE TALK? YES!

Veteran communicator, 16 years in various mu-
sic formats, looking 10 move into personality
full-service or talk radio. Bright, versatile, opin-
ionated, creative, funny, well-informed - a prov-
en ratings builder with great interpersonal
slyle. 914—949-8596.

Miscellaneous

_j.r. hill co.

broadcast engineering
facility construction

The solution for your
construction dilemmas

tull service contractors
35 years of Combined experence n ragio
and constfuction
complete and efficient Project
planming and management

faCilly moves or renovanons.

ground-up CONSIraCHon
competlive bigs talored 10 your needs
quick problem sofunons
saleflite and transmitler nsiallanons

custom plans availabte

Quality contre! an atlenton 1o detail
are e reasons
why we re proud I8 pul QU Name on our work!

Contact:

Ted Nahit
Steve Green
603—432-1596

A |

KTTV-Fox Television
Los Angeles

SALES MANAGER

Tremendous career opportunity at one of the
country's premier major market television sta-
tions. Excellent salary and benefits. Contact:

KTTV/Director of Sales
5746 Sunset Bivd.
Los Angeles, CA 90028

EQE

Help Wanted News

Broadcast Marketing Rep

Top company serving broadcast industry
seeks marketing representative for multiple-
state region. Experience in broadcast sales
and/or news is required. Position invoives ex-
tensive travel. Resume, references and salary
requirements to Box L-27.

For fast
Action Use
BROADCASTING'S
Classified Advertising

CO-HOST

KING 5 Television is looking for that
dynamite personality to complement the
female host of our weeknight, half-hour
magazine program, Evening. Proven
communications skills are required and
the ability toperform scripted as well as
ad-libbed material. Television writing
and producing experience desired.
Send tape and résumé to:
Kristina Moris
Human Resources Director
KING 5 Television
Code -B-
333 Dexter Avenue North
Seattle, WA 98109

NO PHONE CALLS, PLEASE!
King Broadcasting Company
is an Equal Opporunity Employer
M/FMH

A
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Help Wanted News Continued

Help Wanted Programing

Production & Others

WANTED
ON-AIR TV
METEOROLOGIST

For Dominant Station in Top 120 Mar-
ket. Need Experienced, Authorita-
tive Air Personality. All Inquiries Con-
fidential. E.O.E. Send Resume and
Video Cassette to:
JACK FISHER, MANAGER
KNOE TV
P.O. Box 4067
MONROE, LA 71211

Help Wanted Management

PROMOTION
MANAGER
TV

Creative, energetic, enthusiastic,
imaginative individual to manage per-
sonne! and daily operation of Promo-
tion Department. Responsible for
"hands-on” execution of promotion for
news and non-news programming. Ex-
perienced in overseeing post produc-
tion; must have strong creative writ-
ing background/; experienced in
dealing with other media and agen-
cies. Familiarity with studio/field pro-
duction a plus. Looking for a goed
communicator and "people person”.
Team leader/player with lots of follow
through. Southeast affiliate. Major
broadcast group. EOE, m/f. Box L-72.

Help Wanted Technical

ASSISTANT
OPERATIONS
MANAGER

KRON-TV in San Francisco is seek-
ing an Assistant Operations Manager.
Qualified candidates will have creative
expertise in all areas of TV produc-
tion, plus minimum 5 years’ produc-
tion management/technical opera-
tions management experience in
medium-to-major market TV station.
Must possess excellent supervisory
skills, budget management experi-
ence, and operational knowledge of
existing/new equipment. Must be
computer literate. Send resume in
confidence to:
VP/Human Resources
KRON-TV
PO. Box 3412
San Francisco, CA 94119

KRON-TV is an Equal Opportunity Employer.

N LN

KRON-TV San Francisco

FIELD
PRODUCER

Education: Bachélor's degree or
equivalent.

Experience: 3 years of field produc-
tion with a magazine format show
Familiarity with electronic produc-
tion and editing.

Duties: to produce and edit one sto-
ry per week and oversee projects as
assigned.

Please send resumes and tapes to:
EVENING MAGAZINE
P.O. Box 4861
Baltimore, MD 21211
Attn: Emerson Coleman

Equal Opportunity Employer

@\

TELEVISION ENGINEERS

Cable News Network, the leading news
system in satellite communications, has
career opportunities for engineers with
broadcast mainienance experience.
These positions demand an extensive
background in television engineering.
Turner Broadcasting System offers an ex-
cellent benefit and compensation pro-
gram. Send resume to:
Jim Brown, Engineering
Turner Broadcasting System, Inc.
One CNN Center, Box 105366
Atlanta, Georgia 30348-5366

TBS is an equal opportunity employer.

STAFF BROADCAST DESIGNER

Experienced candidales needed for concept and pro-
duction of video graphics, animaftions and print for
News. Programming and Promotion. Skills in Paintbox
illustration, print and set design a must. Send resume
to: Jim Hayek, WPLP-TV, 3900 Biscayne Blvd.. Miami.
FL 33137

EQUAL OPPORTUNITY EMPLOYER

Looking for creative, experienced; flexible 17 vig-
eotape editor for news edit suite. Work on projects
from corporate to documentary in exciting. active
environment,

Sensitivity to needs of clients in corporate, adver-
tising and entertainment fields is a must. Work with
clients in pre and post-production developing
strategy and creative ook,

Requires at least 3 years edit experience in state-
of-the-art 1" facility. Extensive knowledge of Grass
Valley switchers. GVG-200 a plus. Extensive ex-
perience with Abekas or ADO digitat BVE-8000
editor. Impressive demo reel.

Apply to:
Walt Nichol
General Manager
CPTV Channel 49
250 Harbor Drive
Stamford, CT 06904-2210

An Equal Opportunity Employer

THIS PUBLICATION AVAILABLE
IN MICROFORM

University Microfilms International

300 Nerth Zeeb Road,
Dept. PR.. Ann Arbor. MI 48106

Consultants

Your July Book is Out.
Who Cares? We do. (818-706-1690)

CURRIE COMMUNICATIONS
TELEVISION RESEARCH AND CONSULTING

=
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ALLIED FIELDS

Help Wanted Programing
Production & Others

Public Notice

AUDIO SERVICE
OPERATIONS
MANAGER
CHICAGO

A division of a Fortune 500 Company
is looking for an Audiotex Manager.
The position will be responsible for
audio message production, voice
talent selection, and overall studio
management. This position is also
responsible for management of
voice response and telecommunica-
tion equipment. High priority will be
placed on maintaining and improv-
ing information content and audio
quality.

The ideal candidate will have a mini-
mum of ten years experience in
audio production with a broadcast-
ing or recording operation. Staff and
studio management, production
planning, copy writing experience
and voice talent are required. Famil-
iarity with Audiotex or computer sys-
tems Is highly desirable.

Position offers excellent potential, a
competitive salary, and a complete
fringe benefit program.

Please sénd resume and salary his-
tory/requirements to Box L-44.

An Equal Opportunity Employer

Miscellaneous

| TRANSMEDIA
| BROKFRAGF

James Martin/Capital Markets

requests principals seeking $2-25 million for
radio/TV acquisition or re-capitalization.

Suite 1000, 65 E. State St.

h James Martin & Associates
Columbus, Ohio 43215

PH: 614.889-9747 FAX: 614.889.2659

Employment Services

JOB HUNTING?

If you need a job, you need MediaLine.
Medialine gives you Instant access to
jobs in news, weather, sports, produc-
tion, promotion, programming, radio
news and announcing. Access a dail
report by phone or computer for less
than 90 cents a day. To get the first
word on the best jobs, call
1-800-237-8073

IN THE UNITED STATES
BANKRUPTCY COURT
FOR
THE MIDDLE DISTRICT
OF TENNESSEE
NASHVILLE DIVISION

IN RE:
REBS, INC.. Case No. 387-00671
REBS KNOXVILLE, INC., Case No 387-00672

REBS NASHVILLE, INC Case No 387-00673
REBS BIRMINGHAM. INC..  Case No. 387-00674

Notice of Sale

Notice is hereby given, pursuant to
Bankruptcy Rule 6004, that Rebs, Inc.
and Rebs Birmingham, Inc., Debtors-
in-Possession in Case No. 387-00671
and Case No. 387-00674, respectively
in the United States Bankruptcy Court
for the Middle District of Tennessee,
Nashville Division, have received an
offer to purchase the assets used and
useful in the operation of radio stations
WLTB(FM) and WVOK(AM) licensed to
Birmingham, Alabama, including but
not limited to FCC licenses, permits
and authorizations, leases and other
agreements for purchase of land,
copyrights, trademarks, business re-
cords, and other tangible personal
property.

The offer is for $6,650,000.00 cash
from Dick Broadcasting Company, Inc.
of Tennessee, and is made pursuant to
an Asset Purchase Agreement dated
July 19, 1988. Said sale shall be free
and clear of all liens, claims and en-
cumbrances, with all such liens,
claims and encumbrances attaching
to the proceeds of the sale.

A copy of the Application to Sell and
the Asset Purchase Agreement is on
file with the Bankruptcy Court and is
available for inspection.

THIS SALE MAY IMPACT YOUR
RIGHTS AS A CREDITOR OF THESE
ESTATES. YOU SHOULD CAREFULLY
CONSIDER THIS NOTICE AND ACT
WITHIN THE TIME LIMITS SET FORTH
BELOW JF YOU OBJECT TO THIS AC-
TION BY REBS, INC. AND REBS BIR-
MINGHAM, INC.

Any objection to this sale must be filed
with the Clerk of the United States
Bankruptcy Court, 701 Broadway,
Nashville, Tennessee 37203 not later
than the 31st day of August, 1988,
along with a copy served upon and
received by Paul E. Jennings, Attorney
for Debtors-in-Possession, 303
Church Street, Suite 101, Nashville,
Tennessee 37219, and on Marc T
McNamee, Dearborn & Ewing, coun-
sel for Shawmut Bank of Boston, N.A.,
Suite 1200, One Commerce Place,
Nashville, Tennessee 37239.

For Sale Stations

8710007210

Associates
SOUTHEAST COMBOS

AM/FM in growth market.
Asking price: $1.2 million with
$400,000 down.

Suburban AM/FM; asking price
is $650,000 w/ $350,000 down.

Contact:
ED SHAFFER
404/698-9100

FOR SALE

Salt Lake City AM. 10kw day, 1kw night.
1120 khz. Brand new facility Three
towers. Includes 46 acres land. 1.5 mil-
lion cash. Contact: Jack French, 2201 S,
6th Street, Las Vegas, NV 89104. Phone:
702—731-6174. Pacific Time.

ROCKY MOUNTAIN
MEDIUM MARKET
AM/FM COMBO

Powerhouse FM, Skw AM
Serving one of the strongest
economic areas in the state

Reasonably priced at $1.2 million
Negotiable

PO. Box 5308
Austin, Texas 78763

& Fulltimer + 100,000 watt FM. Western Idaho.
Covers 65,000. $320.000.
e FM CP in central Ohio city $130,000.
® UHF TV, Large city on Gulf coast in Florida.
$8.5 miltion.

Frondeast ommunications Mivision
@ BUSINESS BROKER ASSOCIATES

615-756-7635 — 24 Hours

CENTRAL TEXAS
SINGLE MARKET
AM/FM COMBO

Serving one of the fastest growing
areas in Central Texas
Highly Profitable, priced $2.0 million
Valuable real estaie included

PO. Box 5308
Austin, Texas 78763
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Chapman

Associates
NEW ENGLAND
Northeastern combo: AM with

50 kw FM, excellent cash flow.
Asking $5.4 million, terms.

For Sale Stations Continued

FM CP’s
(And Start-Up Stations)

We are qualified cash buyers for FM

construction permits and start-up
stations. Principals are radio group
owners.

PUBLIC SALE

Gulfport, MS independent televi-
sion station will be sold at pub-
lic sale to the, highest bidder.
Assets to be sold include land,
equipment, buildings and tower.
Sale will be held on September
6, 1988 beginning at approxi-
mately 11:00 a.m. at the Harrison
County Courthouse, Gulfport,
Mississippi. For additional infor-

KEVIN COX Please call, in strict confidence, mation, contact Stephen W. Ro-
617/330-7880 1-800-627-2272. senblatt at 601—949-4504.
=
| MEDIA BROKERS * APPRAISERS M FLORIDA
RADIO TV ¢ LPTV Northern, AM fulltime. FM CP
MONTANA A Confidential & Personal Service Growing market $750,000

Regional AM/FM combo
100 KW Class C FM with powerful AM
Steady sales growth, excellent facilities,
well respected in the community
Terms to qualified buyers
Send inquiries 10 Box L-60

*" SHERWOOD
HE INC

WALy
3125 Maple Leaf Or. = Glenview. IL 60025 \\ - !

312.272.4970 --uf

-

Central, AM daytime, fulltime
authorization $250,000

PO. Box 82784
Tampa, Florida 33682

RBE Mndion be Are

MEDIA BROKERS
AM-FM-TV-Appraisals

P.O. BOX 36
LEXINGTON, MO 64067 KANSAS CITY, MO.
816-259-2544 816-455-0001

Blind Box Responses
BOX ???
c/o Broadcasting Magazine
1705 DeSales St., NW
Washington, DC 20036

(No tapes accepted)

MILWAUKEE SCA CHANNELS
FOR LEASE

Class B Milwaukee FM station. Excellent cover-
age of Milwaukee metro and beyond. Two SCA
Channels available immediately Long term
lease available. Call Dave Edwards, 414—
229-4664.

Wanted to Buy Stations

50,000 WATT AM STATION FOR SALE.
LOCATED IN HUNTSVILLE, ALA-
BAMA, THE NATION’S SEVENTH FAS-
TEST GROWING MARKET. REASON-
ABLY PRICED FOR QUICK SALE. FOR
DETAILS, CALL WAYNE JOHNSON,
205—533-9190.

BILL - DAVID
ASSOCIATES
BROKERS-CONSULTANTS
719—636-1584
2508 Fair Mount St.
Colorado Springs, CO &0a09

We Are Seeking . . ..

.+ . . Medium and Major Market FM’s for select and financially-
strong Corporate Clients. If you have considered selling your station,
we would like to talk with you—in your city or.at NAB-RADIO '88,
September 14-17, Grand Hyatt Hotel, Washington.

J.T. Snowden, Jr. w & —

919-355-0327

CLASS C
MIDWEST FM
40,000 + CASH FLOW
& GROWING

$350,000 CASH
NORTHERN FLORIDA
CLASS A $695,000

CALL WAYNE OR VIC
1-800—556-4040

MEDIA SALES, e

Communication Brokers

BROADCASTING’S CLASSIFIED RATES

All orders lo place classified ads & all correspondence pertain-
ing 1o his seclion should be senl to: BROADCASTING, Classi-
fied Deparimenl. 1705 DeSales St. N.W. Washington, DC
20036.

Payable in advance. Chack. or money order only Full & cor-
rect payment MUST accompany ALL Orders. All orders must
be n wriling.

Peadline is Monday al noon Easlern Time for the following
Monday's issue. Earlier geadtines apply 10r 1ssues pubhshed
during a week conlaining a legal holiday, and a special nolice
announcing lhe earler deadline will be published above Ihis
ratecard. Orders. changes, and/or cancellations must be sub-
mitted in writing. NO TELEPHONE ORDERS. CHANGES, ANO/
OR CANCELLATIONS wiLL BE ACCEPTED.

When placing an ad. indicate the EXACT category desired:
Television, Radlio or Altied Fields: Help Wanted or Siualions
Wanted: Management, Sales News, elc. |l this information is
omitled. we will detesmine the appropriate calegery according
1o the copy. NO make goods will be run il all informalion 1s not
included. No personal ads

Rates: Classified listings (non-display). Per issue Melp Wan-
ed: $1.00 per word, $18.00 weekly minimum. Situations Want-
ed * 60¢ per word, $9,00 weekly minimum. All other classifica-
tions: $1.t0 per word. $18.00 weekly minimurm.

Rates: Classified display (minimum 1 inch, upward in half inch

increments), per issue. Help Wanted. $80 per inch. Situations
Wanted. $50 per inch All other classiications $100 per inch

For Sale Slalions. Wanted To Buy Stalions, Public Nolice &
Business Opporlunilies advertising require display space
Agency commission only on display space.

Blind Box Service: (In addilion 10 basic adverlising costs)
Siualions Wanled' $4 00 per issue. All other classilicabons
$7.00 perissue. The charge 107 the biind box service apphes 1o
adverhsers runming islings and display ags Each aaveruise-
menl musl have a separate box number BROADCASTING will
not forward lapes, Iranscripts. wriling samples, or olher over-
sized matenals; such matenals are returned 10 sender.

Replics 10 ads wilh Blind Box numbers should be addressed
10: (Box number). ¢/0 BROADCASTING, 1705 DeSales St
N.W., Washinglon. DC 20036.

Word counl: Count each abbrevialion, initial, single figure or
group of ligures o letters as one word each Symbols such as
35mm. COO. PD. etc. counl as one word each. Phone number
with area code or 2ip code count as one word each

The publisher 1s not responsible (0r errars in printing due 10
illegible copy—all copy must be clearly lyped or pninled. Any
and all errors musl be reporied 10 the classiied adverlising
deparimenl wilhin 7 days of publicalion gate No credits or
make goods will be made on errOrs which do not matenally
aflect the advertisment

Publisher reserves the right 10 alter classified ¢opy to conform
with the provisons of Title VIl of the Ciwl Righls Acl of 1964, as
amended. Publisher reserves the nghl [0 abbreviale, aller, or
1eect any copy
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Fates & Fortunes

Aedia

sppointments at C4 Media Cable Inc., Vien-
a, Va.: Suzanne B. Etzold, VP marketing,
amed executive VP; Rory L. Test, general
1anager mid-America region, to VP, oper-
tions; Bradley T. Johnson, associate attor-
ey. McGuire, Woods & Battle. Washington,
> VP. corporate development; Luis Torres-
lohl, director, international sales, Turner
‘rogram Scrvices, Atlanta. to VP, interna-
onal business; John Laughlin, director of
nance, to assistant VP and controller: Sylvia
I. Salmon, assistant director. of acquisitions,
» director, acquisitions; Michael Adamchak,
sgional manager, Southcastern region, (o
eneral manager, mid-Atlantic region; Leslie
. Guth, assistant director of marketing, to
irector of marketing.

tephen M. Godofsky, general manager,
JRFX(FM) Kannapolis (Charlotte), N.C.,
amed general manager, radio group, Metro-
ilex Communications, Cleveland, which has
ought WRFX(FM) subject to FCC approval
nd owns WKIX(AM)-WYLT(FM)  Raleigh,
1.C.; WFYV-FM Atlantic Beach, wNLT(FM)
learwater, wHYI-FM Fort Lauderdale, wFy-
‘(tamy Jacksonville, wiyo(FM) Mount Dora,
vHBO(AM) Pincllas Park and wpRD(AM) Win-
xr Park, all Florida. and pending FCC ap-
roval. WERE(GAM)-WNCX(FM) Cleveland.

‘aul Raymon, chairman, WAGA-Tv Atlanta.
orms Raymon Media Group Inc. for purpose
f acquiring broadcast properties. Raymon
vill continue as chairman, WAGA-Tv.

tob Morhaim, news rcporter and weekend
nchor, wiTl-Tv Milwaukee, joins CBS Radio
Jetworks, Affiliate Relations Department,
wutheast district director, New York.

‘rank N. Moore, general sales manager, -
vELKAM) New Haven. Conn.. appointed
wesident and general manager, waNE-Tv Fort
Vayne. Ind.

Aorton D. Downey, account cxecutive, WSTM-
'V Syracuse, N.Y., named gencral manager.
VYBG(AM) Massena, N.Y.

Nis Dunnagan, general sales manager. KVET
AM)-KASE(FM) Austin. Tex., named VP, gen-
:ral manager, KEYI-FM Austin.

Job McCall, station manager, KITv(Tv) Hono-
ulu. joins wKOw-Tv Madison. Wis.. as gen-
tal manager.

yonald V. Wilburn, general manager and gen-
ral sales manager. WNTZ(TV) Natchez.
Aiss., named VP. general manager, wWvaH-Tv
“harleston, W. va,

iobert L. White, VP, general manager. KMGH-
v Denver, named VP, gencral manager.
vSYX(Tv) Columbus. Ohio.

inda Forrester, president, Marthas Vine-
‘ard Communications Inc., Vineyard Haven.
Aass.. adds duties as general manager,
vMmvY(FM) Tisbury, Mass.

{en Kurtz, VP, news. WKYT-Tv Lexington.

Ky., named dircctor. long-range planning,
for both wKYT-Tv and wyMT-Tv Hazard, Ky.
John Bobel, ielevision consultant, McHugh
& Hoffman Inc., Washington. named VP,
news, client and creative services.

Dick Cullom, operations,
WWNCIAM)-WKSF(FM) N.C.,
named general manager.

Frank Staley Ill, general manager, Century
Cable TV, Santa Monica, Calif., named gen-
eral manager, Bresnan Communications Co.
cable system, Sault Ste. Marie, Mich.

Maria Zavarello, financial analyst, Federal
National Mortgage Association, Washington,
joins WwSB(TV) Sarasota. Fla., as business
manager.

director of
Asheville,

Bruce Beukelman, senior crew chief, KIRO-
Tv Seattle, named operations manager.

Craig Dorval, program director, noncommer-
cial kpBS-FM San Diego, adds dulties of acting
station manager.

Marketing

Clayton Wilhite, man-
aging director,
D’Arcy, Masius. Ben-
ton & Bowles Inc., St.
Louis, named presi-
dent. D’Arcy, Masius,
Benton & Bowles
Inc., U.S.A. division.
Bill Salzman, account

executive, Gardner
Advertising. St
Louis, and Sheryl

Wilhite
executive, Campbell-Mithun Esty Inc., join
St. Louis office of DMB&B as account ex-
ecutives.

Smith Ferry, account

Appointments at J. Walter Thompson, New
York: Dennis Kuhr, executive creative direc-
tor and executive VP. J. Walter Thompson,
Los Angeles, Jeffrey White, general manager
and executive VP, J. Walter Thompson, At-
lanta, and Mike Lollis, executive creative di-
rector and executive VP, J. Walter Thomp-
son. Atlanta, named exccutive VP's of U.S.
company.

James B. Lawrence, senior VP, managing

director. Wells. Rich, Greene, Detroit,
named executive VP, managing director.

Catherine Brower-Frangos, partner, Frangos,
Smith. Wood & Partners, Chicago, joins
CPM Inc., media management firm, Chica-
go, as media director.

Nicholas M. Bishop, media group head,
McCann-Erickson, Sydney, Australia,
named worldwide media manager. in agen-
cy’s New York office.

Bennett A. Zier, Eastern regional manager,
CBS Radio Representatives. New York,
named VP, director of sales, New York. Glo-
ria Kostyrka, sales manager, CBS Radio Re-
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presentatives, Atlanta, named Eastern re-
gional manager, New York. val Carolin,
account executive, CBS Radio Representa-
tives, Atlanta, named sales manager there.

Ron Schrutt, account executive, Harrington,
Righter & Parsons Inc., Atlanta, named sales
manager, newly opened Tampa, Fla., branch
office. Kathy Taylor, sales team member, Katz
Continental, San Francisco, joins San Fran-
cisco office. Harrington, Righter & Parsons,
as account executive. Janet Long, account
execulive, Katz Continental, Los Angeles,
joins green team, Harrington, Righter & Par-
son, Los Angeles, as account execulive.

David Newman, marketing manager, MTV
Networks, New York, named director, MTV
marketing. Lisa Mihok, manager, advertising,
MTV Networks, named director, advertising,
MTV Networks. Norman Schoenfield, man-
ager, retail merchandising, MTV Networks,
named director, talent artist relations.

Robert Gainey, general sales manager, wOIY
(FMy High Point, N.C., named general sales
manager, WwMY(FM) Eden. N.C.

Tim Burke, local sales manager, WHAM(AM)
Rochester, N.Y., joins wzsH(FM) South Bris-
tol Township, N.Y.. as general sales man-
ager.

John Wade, executive director, March of
Dimes, southern Minnesota chapter. Roches-
ter, Minn.., named local sales manager.
KTTC(TV) Rochester.

Harrol A. Brauer lll, national sales manager,
wVEC-TV Hampton. Va., named local sales

manager.
Mira Simon, national sales manager,
KKHT(FM) Houston, named national sales

manager, KIR(AM)-KLTX(FM) Seattle.

Scott Koondel, account executive, TeleRep
Inc., New York, named national sales man-
ager, WFTv(Tv) Orlando, Fla.

Jay C. Rosenthal, account executive, MMT
Sales Inc., New York, named sales manager,
independent team B, MMT Sales division,
New York.

Harvey Greenberg, executive producer, head,
broadcast production, keye/donna/pearlstein,
Los Angeles, named execulive producer,
head, broadcast production, Chiat/Day Inc.
Advertising, San Francisco. Doug Dickinson,
VP, account supervisor, Livingston & Co.,
Seattle. named management supervisor,
Chiat/Day Inc., San Francisco. John Greer,
senior VP, management supervisor, Grey Ad-
vertising, San Francisco, named manage-
ment supervisor, Chiat/Day Inc., San Fran-
cisco.

Appointments at DDB Needham Worldwide,
Washington: Brett Robbs, copywriter, named
senior copywriter, creative group head; Shir-
ley Fee, art director, Rosenthal, Green &
Campbell. Bethesda, Md., named art direc-
tor; John Folger, account coordinator, named
assistant account executive.

Elpidio J. Caesar, account representative,



Southwestern Bell Media, New York, named
account executive, WwPR(FM) New York.

Bill VanDelLaarschot, account manager, Cre-
ative Communications, Minneapolis, named
account executive, Carmichael Lynch, Min-
neapolis. Gregg Bender, assistant account
executive, Carmichael Lynch, Minneapolis,
named account executive.

Cheryl Goick, territory sales manager, Coca
Cola U.S.A., Denver, Holly Kreidle, account
executive, KOAAM)-KOAQ(FM) Denver, and
Joan  Zabriskie, account executive,
KHOW(AM)-KSYY(FM) Denver, named account
executives, KRZN(AM) Englewood, Colo.,
and KMJI(FM) Denver.

David Males, local and regional salesman,
WFYFRTV) Watertown, N.Y., named account
executive, WwNY-TV Watertown.

Patrick Amsbry, assistant media buyer,
Flying A, advertising agency and media
buying house, San Diego, named account
executive, KFSD-FM San Diego. Dana Mar-
shall, marketing, distribution and sales, Para-
mount Pictures, Los Angeles, named account
executive, KFSD-FM.

Richard Grant, media traffic coordinator,
Eisner & Associates, Baltimore, named as-
sistant media planner. Julie Brakus, Towson
State University, Baltimore, graduate, named
print media buyer.

David Klein, sales trainee, Petry National,
Los Angeles. named account executive.

Chris D’Ablemont, sales trainee, TeleRep,
New York, named account executive, wildcat
team, TeleRep, New York.

Cheryl Winer, account executive, Torbet Ra-
dio, New York, joins Premiere Radio Net-
works. New York. as account executive.

Erik Hellum, account executive, WDUZ-AM-FM
Green Bay, Wis., named account executive,
Katz Radio, Boston.

Carole Louie, media supervisor, Foote, Cone
& Belding, Chicago. media supervisor, DDB
Needham, Chicago.

Kevin Hayes, radio sales, WCXI(AM)-
WWWW(FM) Detroit, named account execu-
tive, WNIC(FM) Dearborn (Detroit), Mich.
Nick Guerra, sales representative, Tandy
Business, products division, Dearborn,
named account executive, WNIC(FM).

Dave Michalak, creative supervisor, Camp-
bell-Mithun Esty, Detroit, named creative
group supervisor, W.B. Doner & Co., De-
troit.

Chris Lancey, division manager, Central divi-
sion, Group W. Productions, Chicago,
named account executive, Blair Entertain-

ment, Los Angeles.

Carlton J, Coogan, sales, wCHS-TV Charles-
ton, W. Va., named local account representa-
tive, WSAZ-TV Huntington, W. Va.

Brett Rateaver, sales assistant and trainee,
Group W Radio Sales, Los Angeles, named
account executive.

Robin Blair, assistant producer, Ellentuck &
Springer Inc., Princeton, N.J., named agen-
cy producer.

David Kissell, media planner, DDB Need-
ham, Chicago, named media supervisor, Chi-
cago.

LESESETi=iS = - 3|
Programing

Appointments at Home Box Office, New
York: Robert Cooper, chairman, Robert Coo-
per Entertainment, New York, named senior
VP, HBO pictures; Elizabeth Bruce, director,
area marketing group, HBO, New York, to
VP, area marketing; Marjorie Kalins, senior
VP, production and business affairs, Telecom
Entertainment Inc., New York, to VP, pro-
duction, East Coast, New York.

Jeffrey R, Ruhe, sen-
ior VP, King World,
New  York, named
senior VP, executive
producer, SportsChan-
nel America.

Lisa Demberg, VP,
cinema division, dick
clark preductions, Los
Angeles, joins Elsboy
Entertainment, Los
Angeles, as executive
VP.

Ruhe

Alan Sternfield, VP, current programs, pro-
gram planning, Fox Broadcasting, Los Ange-
les, named VP, administration and planning,
GTG Entertainment, Culver City, Calif.

Mark Reilly, senior account executive, adver-
tising sales, ESPN Inc., Bristol, Conn.,
named director, international sales. Michael
Gannon, senior account executive, named
director, advertising sales, Eastern region.

David C, Logan, VP, marketing, ABC Radio
Network, New York, named director, busi-
ness development, D.[.R. Broadcasting
Corp.

Susan Howarth, program director, noncom-
mercial WNED-TV and wNEQ-TV Buffalo,
N.Y., named associate director, Arkansas

Nielsen consolidation. Dun & Bradstreets Consumer Marketing Information Group has
taken certain operations of three main divisions, Nielsen Marketing Research, Nielsen Media
Research and Donnelley Marketing, and combined those operations into single new
division, Information Services and Technology, to be headed by Robert R. Brown, who will
report to Dun & Bradstreet executive vice president, John C. Holt. Holt named new
management board for group, to include Brown; Nielsen Media President Jim Lyons;
Nielsen Marketing President Bert Kretch, and Donnelley Marketing President John Cleary.
Also named to board, and reporting directly to Holt, are newly appointed senior vice
presidents within Consumer Marketing Information Group: James W. Carter Jr, general
counsel; Frank Pglashock, finance and administration, and Kathryn Creech, communica-
tions. Creech said Information Services and Technology division would include such
functions as “data collection; development of new technologies such as scanning devices,
and development of software and systems.”
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Educational
Ark.

Philip D. Marella, director, business affairs,
Worldvision Enterprises Inc., New York,
named VP, legal and business affairs. Noreen
McGrath, manager, research, national barter
division, Camelot Entertainment sales, King
World, New York, named director, marketing
and strategic planning, Worldvision Enter-
prises Inc., New York..

Television Network, onway,

Bruce Benson, head, computer division, Sun
Radio Network Corp., Tampa, Fla., named
general manager. Jack Eltery, talk personal-
ity, WFLA(AM) Tampa, named operations di-
rector, Sun Radio Network.

Paula L, Firestone, manager, network pro-
graming operations, Home Box Office, New
York, named East Coast program administra-
tor, ABC Entertainment, New York.

Cece Hugo, executive director, Marine World
Foundation, San Francisco, named director,
marketing and client services, Pacific Video
Resources, San Francisco.

Dan DeVany, general manager, noncommer-
cial WETA-FM Washington, relinquishes du-
ties to become on-air host for station’s Sun-
day Morning and producer.

Paul Bloomhardt, unit manager, wBz-Tv Bos-
ton, named production manager.

Richard D. Haase, program director,
WHND(AM) Monroe, Mich., adds duties of
manager, All Oldies Programing Services,
Greater Media Inc., station licensee.

Appointments at The Investigative News
Group, Tribune Entertainment, New York:
Bob Shapiro, associate producer, Geraldo, to
senior field producer; Katin Fantus, associate
producer, Geraldo, to field producer; Deb-
orah Mitchell, researcher, Geraldo, to field
producer.

Sam Weaver, music director, WUSN(FM) Chi-
cago, named program director, WAMO(AM)
Pittsburgh.

Chuck Beck, assistant program/music direc-
tor, KHYIFM) Dallas, named program direc-
tor, WDFX(FM) Detroit.

Harry Nelson, president, Harry Nelson Com-
munications, Portland, Me., named program
director, WROR(FM) Boston.

Julie Alstott, account representative, Film
Craft Video, Southfield, Mich., named pro-
ducer, The Covideo Co., Detroit.

Melinda Lawton, art director, WABC-TV New
York, named design director, 525 Post Pro-
ductien, Hollywood, Calif.

Carole Orgel, licensing manager, MGM/UA,
New York, named director of licensing, Turn-
er Entertainment Co.. New York.

News and Public Affairs

Larry McCoy, executive editor, CBS News,
Radio, New York, named director, news,
CBS Radio Networks, New York.

Dennis Wilden, national news director, NIWS
Productions Inc., Culver City, Calif., named



director, marketing and sales operations.

Jon Wilkes, operations manager, WPOP(AM)
Hartford, Conn., named director, news oper-
ations. FNN Business News, New York,
newly formed radio network.

Nance Guilmarten,
communications  di-
rector, WBZ-Tv Bos-
ton. and director. pub-
lic affairs and
community relations,
television group,
Group W Television,
named director. sta-
tion relations and pub-
lic affairs, Group W
Television  Stations,
New York.

N. Kevin Trower, manager. media relations/
sommunications, United Way, southwestern
Jennsylvania, Pittsburgh, named public af-
lairs manager. WTAE-Tv Pittsburgh.

Jan McDaniel, news bureau chief, Chronicle
Broadcasting. Washington, named executive
news director, KAKE-Tv Wichita, Kan.

Nancy Bauer, acting news director, KCST-TV
San Diego, named news director.

Mike Cavender, assistant news director,
wTVvF(TV) Nashville, named news director.

Bob Feldman, manager, news operations,
wpvI-Tv Philadelphia. named news director,
WTNH-Tv New Haven, Conn.

Bob Navarro, news reporter., KNBC-Tv Los
Angeles, named news director, KVEA(TV)
Corona, Calif.

Hal Brown, morning news anchor, XHTZ-FM
San Diego. named news director, XE-
TRA(AM) San Diego.

Nicole Szulc, correspondent, producer and
bureau  coordinator,  Hispanic-American
Broadcasting Corp., Washington, named
producer and correspondent, World Monitor,
television presentation of The Christian Sci-
ence Monitor, Washington.

Michael W. Schilling, agriculture/general as-
signment reporter, Springfield Newspapers
Inc., Springfield, Mo., joins KYTV(TV)
Springfield, as news assignment editor.

Jac LeGoff, anchor, wDIV(TV) Detroit, named
aditorial director. Nona Barbee, substitute
weekend anchor, wDIV(TV). named weekend
anchor.

Becky Martinez, newscast producer, KABC-TV
Los Angeles, named executive producer,
news, KMGH-TV Denver.

Raylena Fields, producer, WCAU-TV Philadel-
phia, named broadcast producer. ABC World
News This Morning, New York.

Rob Johnson, general assignment reporter,
wsaz-Tv Huntington, W. Va., named anchor

and producer.

Jennifer Johnson, general assignment re-
porter and weekend anchor, WGME-Tv Port-
land, Me.. named general assignment report-
er, WBAL-Tv Baltimore.

Christopher Paul, graduate, Kutztown Uni-
versity, Kutztown, Pa., named county report-
er, WLYH-Tv Lancaster, Pa.

AR T T W
Technology

Howard N. Millier, VP,
broadcast  operations
and engineering, Pub-
lic Broadcasting Ser-

vice, Washington,
] ¥ named senior VP,
e broadcast  operations
ATEE q . . .
— and engineering. Mill-
'ﬂg er will fill vacancy left
e by Richard Green,
who is joining Cable
’ Television  Laborato-
Miller ries Inc.

Michael J. Gallegos, exccutive assistant,
chief operating officer, MultiComm Telecom-
munications Corp., Arlington, Va., satellite
distributor of audio, video and data, named
director, command center operations. David
L. Wilcox, director, operations, technical sup-
port, named executive director, operations,
technical support.

Appointments at C4 Media Cable Inc., Vien-
na, Va.: Frederick A. Frank, director of engi-
neering, to VP engineering; Scott A. Madi-
son, corporate engineer and acling general
manager, C4 Media Cable, Huron, Mich., to
regional engineer, mid-Atlantic region;
Wayne H. Schneider, regional engineer,
Southeastern region, lo regional engineer,
mid-America region.

Tadashi Hirakoa, marketing coordinator, pro-

Mitsubishi
Piscataway,

fessional electronics division,
Electric Sales America Inc.,
N.J., named marketing manager.

Stuart Jagoda, maintenance engineer, World-
wide Television News Corp., New York,
named chief engineer for U.S. facilities.

John Daniel Sessler, chief engineer and
salesman, WEENFM) Port Charlotte, Fla.,
named radio district sales manager, Harris
Corp.

Larry White, chief engineer, KOAM-TvV Pilts-
burg, Kan., named chief engineer, KLST(TV)
San Angelo, Tex.

Promotion and PR

Peter Roussel, special assistant and deputy
press sccretary, President Reagan, named
senior VP, public affairs, Rogers & Cowan
Inc., public relations firm, Washington.

Harry Prestanski, VP, general manager,
CMF&Z Public Relations, Cedar Rapids,
lowa, named VP. managing director, public
relations division, Carmichael Lynch, Min-
neapolis.

Jack Womack, assignment editor, CNN, At-
lanta, named manager, public relations, news
division, Turner Broadcasting System.

Rob Saffer, account supervisor, Ketchum
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Public Relations, named manager, corporate
conmunications, MTV  Networks, New
ok

Sue Raymer, VP, marketing services, Har-
mony Gold, international syndication firm,
Los Angeles, named promotion manager,
KCST-Tv San Diego.

Sandy Strange, public relations account
manager, Keller-Crescent Co., Evansville,
Ind., named senior public relations account
manager.

Carol Radel, publicist, Publicity Services
Inc., New York, named manager and account
executive.

Kevin Morrow, advertising and promotion
manager, Public Broadcasting Council of
Central New York, named promotion man-

ager, noncommercial WAER(EM) Syracuse,
N.Y.
Maureen Duffy, promotion  director,

wMMs(FM) Cleveland, named press publicity
coordinator, wUAB(TV) Cleveland.

Lisa Fogleman, production director and an-
nouncer, WNGS(FM) West Palm Beach, Fla.,
joins WEMT(FM) Chicago as sales promotion
coordinator.

Jacqueline Dieng, executive director,
Broward Community Housing Resource
Board, Fort Lauderdale, Fla., joins non-
commercial wSFP-FM Fort Meyers, Fla., as
promotion manager.

Watson Courtenay, executive prc_)du_cer,
KUSA-Tv Denver, joins WAVE-Tv Louisville,
Ky., as advertising/promotion director.

Holland McDaniel, promotion director, KMSs-
Tv Shreveport, La., joins KDNL-Tv Saint
Louis, Mo., as promotion manager.

Stephanie Cassell, writer-producer, lifestyle
and entertainment segments, MTV Net-
work, New York, joins WWOR-Tv Secaucus,
N.J., as writer—producer, creative service
department.

Monica Worth, public relations and fund-
raising consultant, Washington, joins non-
commercial WAMU(FM) there as development
consultant.

L e e ]
Allied Fields

J. Richard Carr and Christopher J. Reynolds,
former partners, Dempsey & Koplovitz,
Washington, join Peper, Martin, Jensen,
Maichel & Hetlage, Washington law firm. as
partners.

Salvatore J. lannucci, partner, Bushkin,
Gaims, Gaines & Jonas, Los Angeles, named
executive VP, Worldwide Entertainment divi-
sion, Korn/Ferry International, executive
search firm, Los Angeles.

Dave Nichols, operations manager, WLAC-AM-
FM Nashville, joins Film House Inc., creator,
marketing campaigns for radio stations,
Nashville, as marketing director.

Cherie Harlow, assistant art director, Mac-
NeiliLehrer NewsHour, New York, joins Te-
leduction Associates Inc. as art director, to
form new venture, Telegrafixs Inc., Wil-
mington, Del., television graphics produc-
tion company.

Elizabeth Curran, research director, Bums
Media Consultants, Studio City, Calif.,
named VP, research director. Sarina Araujo,
operations director, named VP, operations.

David G. Rozelle, partner, Fletcher, Heald &
Hildreth, Washington, joins InterMedia Cap-
ital Management, limited partnership, cable
television and newspaper property invest-
ment firm, San Francisco.

Charles F. Thompson, editorial director,
Kyw-AM-Tv Philadelphia, elected president,
National Broadcast Editorial Association,
Rockville, Md.

Terry Drucker, director, research, CBS Radio
Representatives, New York, named chair-
man, Procedures Review Sub-Committee,
Radio Advertising Bureau, GOAL Commit-
tee. Richard Betzen, territory supervisor, Ra-
dio Advertising Bureau, Dallas, named re-
gional director.

Mary P. Dickson, director, accounting, Na-
tional Association of Broadcasters, Washing-
ton, named VP, comptroller. F. Russel Wood,
VP, general manager, KSL(AM) Salt Lake City,
appointed to fill vacant board seat, radio
board of directors, NAB.

John Polich, associate
director, research and
technology, = Gannett
Center for Media
Studies, Columbia
University, New York,
named president,
Market Opinion Re-
search, newly opened
New York branch.

William H. Jamieson,
independent  market-
ing research and com-
consultant, named executive

Polich
munications
VP, R.H. Bruskin Associates, New Bruns-
wick, N.J.

Michael Samolis, research  manager,
KSMG(FM) Seguin, Tex., named research
manager, American Media Inc., radio group
headquartered in San Francisco. Samolis will
open office in San Antonio, Tex.

Lauren J. Belvin, senior legal adviser to for-
mer FCC Commissioner Mimi Weyforth
Dawson, Washington, joins Blackwell,
Sanders, Matheny, Weary & Lombardi, Kan-
sas City, Mo., as counsel for telecommunica-
tions law.
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Deaths

George Barry
Bingham Sr., 82, for-
mer newspaper pub-
lisher and broadcaster,
died of brain tumor
Aug. 15 at his Glen-
view, Ky, home.
Bingham began his
career on staff at WHAS
(AM) Louisville, Ky
He then moved to
newsroom of Louis-
" Bingharn ville Courier-Journal
and Louisville Times. Bingham became co-
publisher of family-owned Courier-Journal
in 1936 along with his father, Judge Robert
Worth Bingham. His duties as publisher in-
cluded direct supervision over WHAS(AM),
also owned by his father. Bingham’s media
holdings continued to expand, until 1986,
when, citing “divergent interests™ of his chil-
dren, Bingham decided to sell all properties,
including: Louisville Courier-Journal and
Louisville  Times; WHAS-AM-TV,  and
WAMZ(FM), all Louisville. Bingham is sur-
vived by his wife, Mary, one son and two
daughters.

Harold Guy Cowgill, 87, broadcaster and law-
yer, died May 9 in Pitt Memorial Hospital,
Greenville, N.C. Cowgill’s career in broad-
casting began in FCC, where he became
chief of Broadcast Bureau. After brief time in
private law practice in Washington, Cowgill
joined Prairie Television Co., Decatur, Ill.,
and started WTvp(Tv) Decatur. He is survived
by daughter.

Phil Monroe, 71, animator and director, died
of pancreatic cancer, July 13 at Los Robles
Regional Medical Center, Los Angeles.
Monroe began long association with Warner
Bros. while still in high school. By 1937, he
was full-fledged member of animation stu-
dio. He joined military for two-year stint in
U.S. Army motion picture unit, 1943-1945.
He returned to Wamer Bros. and coliaborated
on many animated shorts, including: Robin
Hood Daffy and What’s Opera Doc? He left
studio again in 1960's to head animation
division, Leo Burnett Advertising Agency.
Monroe joined Chuck Jones Enterprises in
1970’s and collaborated on How the Grinch
Stole Christmas. He subsequently returned
to Warmner Bros. and contributed to many
more feature animations up until early 1988.
He is survived by his wife, Beverly, and one
son.

Samir E. Fares, 56, advertising executive,
died in Dubai, United Arab Emirates. Fares
was senior VP and world president-elect of
International Advertising Association. He
also served as chairman and chief executive
officer of own firm, Amacom International,
Dubai.

Marv Richfield, 61, former advertising agen-
cy executive, died of heart attack July 16 at
his home. He founded Spot Quotations and
Data Inc., Briarcliff Manor, N.Y., computer-
based information source for advertising and
TV programing ditribution. He is survived by
wife, Judith, one daughter and one son.
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TV for fun and nonprofit

David Brugger entered public broadcasting
in 1967, the same year President Lyndon
Johnson’s administration passed the first
Public Telecommunications Act, establish-
ing the Corporation for Public Broadcasting
and setting the stage for the local-to-national
evolution of noncommercial radio and TV,
and of Brugger. But at the time, says the
president of the National Association of
Public Television Stations, the politics of
broadcasting stood at the margins of his
interest. He was too busy pursuing a teen-
age obsession. He wanted to make radio and
TV, not talk about it.

The word “reserved” comes to mind at a
first encounter with Brugger in his spare
Washington office. But a warming trend sets
in upon notice of the family photos and the
picture of “public TV’s patron saints”"—the
Three Stooges.

Having left a CPB vice presidency last
January to head NAPTS, Brugger has found
himself in the midst of this summer’s system
infighting over Senate proposals to restruc-
ture public broadcasting, testifying on the
Hill and participating in negotiations with a
group of independent producers disappoint-
ed with public TV’s record of support.

On those subjects, Brugger is unemo-
tional but clear in his convictions. But of his
experiences in the trenches, putting on the
shows, his speech modulates with good feel-
ing. A self-starting writer of press releases
for his early school and civic groups, Brug-
ger “started hanging around radio stations”
during high school, waiting for one job, and
then another, to open up. *l always believed
that the only way you were going to get a
job, because it was so competitive, was to
make yourself available. Doing what you
can where you can and waiting for an oppor-
tunity.” These days, he says, “I'm accused
of not going home. Showing up is ¢asy.”

Volunteer work for Duquesne Universi-
ty’s WDUQ(FM) and commercial KDKA-TV,
both in Pittsburgh, was followed by a gra-
duate school internship at WCBS-Tv New
York, and in all cases it was production
work, at first in newsrooms, to which he
gravitated. But by his graduation, his enthu-
siasm for commercial television had become
somewhat dulled. *'I watched the news and [
liked that part of it, but there wasn’t that
much production going on.” KDKA-TV ex-
panded from 15-minute to half-hour news,
but it still seemed that three people read
copy, a few clips were run and it was over. “1
looked around, and all the production—and
where people really had the opportunities—
was in public broadcasting. [ wanted to get
in at a level where [ could grow with them,
and it worked out well.”

Directly following graduation from
Brooklyn College’s broadcasting manage-
ment program, the search for the opportuni-
ty to produce programs took Brugger from

Daib JoHN BRUGGER—president, National
Association of Public Television Stations,
Washington; b. Feb. 5, 1943, Bethlehem, Pa.,
B.A., radio-television journalism, Duguesne
University, Pittsburgh, 1965; M.S.,
broadcasting management, Brooklyn
College, 1967, producer-director, KDPS-Tv-FM
Des Moines, lowa, 1967-68; executive
producer, koin-Tv Des Moines, 1970-1977;
general manager, wurT-Tv.Fm Gainesville, Fla.,
1977-1981; director, broadcast services,
Corporation for Public Broadcasting, 1981-
83, vice president, telecommunications,
1983-87, senior vice president, 1987; present
position since January 1988. m. Joanne
Strouf, Oct. 16, 1973.

the Big Apple to a drastically different set-
ting. A federal grant allowed Des Moines
public school system’s KDPS(TV) to produce
three hours of its own children’s programing
ecach weekday afternoon, and he jumped
right in. “Live programing was still com-
mon. What they saw was what they got—
every day. The videotape was rolling, and
you got somebody out of the studio, and you
got somebody in.”

It was a budget-stretching experience that
also stretched his imagination and gave him
a firsthand taste of community broadcast-
ing.

Although never the majority of the sched-
ule, local production was an every-day af-
fair. The station acquired a mix of National
Educational Television’s programing and
commercial product from film companies
like  Encyclopaedia  Britannica  and
McGraw-Hill and “tried to tie it all to what
the kids were actually learning in school,”
he recalls. In between Mr. Rogers, “we had
puppet shows, involved kids from the com-
munity—started a membership club, includ-
ing membership cards and coins and things
like that, to get their involvement. We had a
monitor in every classroom. If they were
studying American Indians of the South-
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west, we had a film on it. They had calen-
dars geared to the classroom and station
schedules, and teachers were using it. It was
really fun,” he says.

At KDIN-TV Des Moines, Brugger ex-
panded into public affairs and other kinds of
program production, winning an NET award
and becoming executive producer at the
station that would shortly become the flag-
ship of the Jowa Public Broadcasting Net-
work. By 1970, he had become that net-
work’s operations manager and
administration director, positions that pro-
vided a small-scale foretaste of his current
job representing all the public television
stations” interests in Washington. He be-
came familiar with responding to the needs
of a number of stations, all sharing the
common cause of producing and distribut-
ing public-educational programing, yet each
with its distinct needs.

The theme of community expanded with
the scope of a job that blended contract
negotiations and “just making sure every-
thing was running smoothly,” including pro-
duction, public relations, daily technical op-
erations, “the graphics, the film—all the
things that have to go into the programs.”
The network’s flagship station moved from a
school to a larger warehouse, and Brugger
participated in the acquisition and installa-
tion of towers, translators and production
facilities. “The problem was we were grow-
ing very quickly, trying to tie a lot of things
together.”

After 10 years in Iowa, he had overseen
KDIN's acquisition of a satellite receiver and,
“anxious to sort of do it my way,” he became
general manager of the University of Flor-
ida’s WUFT-FM-TV. A new dean at the college
wanted to “remake the station, and that’s
what we did,” until Brugger received a call
from Washington. The Corporation for Pub-
lic Broadcasting was reorganizing and want-
ed the man who had grown with the system
to evaluate both the radio and TV sides of
Washington operations. “I took a leave of
absence from the university with the idea
that [ would do whatever they needed me to
do and then I would go back and be a station
manager.” But the National Public Radio
financial crisis came up, and he extended his
leave by a year, and then another year, until
he finally said, “This is crazy. It doesn’t look
like 'm coming back.” He became CPB
vice president, then senior vice president,
telecommunications, overseeing policy de-
velopment and planning, science and tech-
nology and other departments along the way.

If the stations, producers and Washington
are sometimes estranged, Brugger’s exper-
ience on those playing fields could have the
power to bridge the gaps. Yet his practical
views of how the system does and can work
may best serve him and the broadcasters he
represents. Having 240 million shareholders
in public TV, he says, “makes for a big
meeting.” n
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U.S. District Court Judge Robert H. Hall ruled last week in Atlanta
that compulsory cable copyright license does not cover Satellite
Broadcast Network’s satellite transmission of broadcast signals
to backyard dish owners, exposing SBN's service to full copyright
liability. “The clear statutory definition of ‘cable system' con-
tained in the Copyright Act [of 1976] indicates that SBN is not a
cable system entitled to a compulsory license to retransmit
broadcast signal is free from copyright liability,” Judge Hall
wrote in 26-page opinion. “In addition, even if SBN could be
construed as a ‘cable system’...it is not entitled to a compulsory
license because its carriage of secondary transmissions is not
permissible under the rules...of the FCC." In December 1986,
SBN put three network-affiliate broadcast signals on satellite—
wXIA-TV Atlanta {NBC), CBS's wBBM-Tv Chicago and ABC's
wABC-TV New York—and began charging dish owners to receive
them. SBN started business without getting permission from
three stations, arguing that its satellite service was “cable
system” under Copyright Act and, thus, was able to retransmit
broadcast signals to homes as long as it paid semiannual
compulsory license fees. NBC, NBC Television Affiliates and
Gannett's wxiA-TV challenged SBN's intrepretation in Atlanta;
CBS and ABC, in New York. Parties to Atlanta case are awaiting
judgment in case. In prepared statement, Todd Hardy, SBN
executive VP-general counsel, said SBN planned to appeal. "We
knew this was going to be a long and difficult fight.” Decision
affects ability of other superstation carriers to sell to home dishes
as well, he said. “We expect the entire satellite dish industry to
join with us in this historic battle.” In light of decision, Hardy
said, legislation (H.R. 2428) that would create compulsory li-
cense for satellite distribution of broadcast signals is more timely
than ever. Legislation would limit distribution of network-affili-
ate signals to areas underserved by network signals, but that is
acceptable to SBN, which sees such “white areas” as principal
market. Bill, now hung up in jurisdictional dispute with House
Energy and Commerce Chairman John Dingell (D-Mich.), has
support of SBN and networks.
o

King World-broadcaster program development consortium met for
first time last week in Chicago and while syndicator King World
was mum on outcome, word was unifermly positive from Group
W, Gillett and Post-Newsweek programing executives in atten-
dance. Gathering, which also included consortium members
King Broadcasting and Scripps Howard (last-minute hitch kept
Midwest Communications from attending), was said to have
reviewed seven or eight show proposals from producers for
prospective on-air testing prior to national syndication. One
prospect is show on young people's problems hosted by former
Diff rent Strotes star Gary Coleman. Whether first projects will
reach air soon is not known, but group hopes to have product
ready to pitch at NATPE convention next January.
[m]

Broadcasters and cable operators alike asked FCC last week to
make changes in syndicated exclusivity rules before they become
final. Not surprisingly, suggested changes pull FCC in different
directions. Rules, adopted last May, empower TV stations to
enforce exclusivity of syndicated programing against cable sys-
tem bringing in duplicative programing on distant signals. Due
to transition period, syndex rules are not set to take effect until
Aug. 18, 1989. National Cable Televisicn Association and group
of cable operators assembled by Washington law firm Cole,
Raywid & Braverman asked FCC to do away with rules altogeth-
er, but said, at very least, changes should be made. NCTA said
transition period should be at least two years; Cole, Raywid
group said it should be at least three. NAB and Association of
Independent Television Stations strongly favor rules, but also
offered changes. Both said they believe broadcasters should be
able to enforce exclusivity of programing chtain under all exist-
ing contracts, not just new ones and ones specifically granting
exclusivity against cable. On other hand, Turner Broadcasting
Systemn, owner of wTBs(Tv) Atlanta, widely carried distant signal,
said rules should not apply to any existing contracts. Tribune
Broadcasting, owner of wgN-Tv Chicago, another popular distant
signal, joined Cole, Raywid group in calling for transition three-
\ year transition period.

FCC approved settiement agreement allowing RKO General to sell
wcMs-am-Fm Washington for $33,885,000 to Classical Acquisition
Partnership, joint venture of VerStandig Broadcasting, Washing-
ton-based group of three AM's and three FM's owned by John
VerStandig and family and Mitcheil and Steven Rales, Washing-
ton businessmen with no other broadcast interests. Commission
decided earlier to allow settlements of KHJ-TV Los Angeles and
wHBQ(AM) Memphis—and encouraged further settlements—
without resolving RKO appeal of ALJ's decision to revoke li-
censes (BROADCASTING, July 25). Commissioner Patricia Diaz
Dennis dissented from that decision as well as WGMS decisior,
calling action "an unfortunately short-sighted short-circuiting of
established commission policy.” WGMS has been called coun-
try’'s premier classical station by broadcasters and VerStandig
has promised not to change format.

m]

New York-based Spanish Broadcasting System has announced
proposed purchase of wevpirm) New York from Forward Associ-
ation Inc. Proposal involves SBS offering Forward “substantial
cash payment” and “swapping” wFAN(AM) New York for FM
station. SBS negotiated $23-million purchase of WFAN last June
from Emmis Broadcasting, when iatter was forced to divest
station. SBS said that its plans, pending FCC approval, are to
complete WFAN purchase from Emmis and then immediately
transfer ownership to Forward. WEVD would then transfer its call
letters and programing to AM frequency, and SBS would inau-
gurate new programing and call letters wska(Fm) on FM. For-
ward's WEVD has maintained potpourri format including big
band, Jewish and foreign language programing. SBS currently
owns five Spanish-language stations: KSKQ-AM-FM Los Angeles,
wCMQ-AM-FM Miami and wskaaM) New York.
a

With writers' strike over, Fox Broadcasting Co. is gearing up for
new season. Angels '88 series is currently in preproduction and
starts production in January 1989. Show's title will now be
Angels. City Cowrt, Stephen J. Cannell product, is in preproduc-
tion. Beyond Tomorrow, one-hour series, debuts on Saturday,
Sept. 10, at 9-10 p.m. Premiere dates for Angels and City Court
have not been set.
O

Three-judge panel of U.S. Court of Appeals in Washington ordered
FCC to hold hearing on renewal of licenses of kwic.am-rm Beaumont,
Tex., on charges of race discrimination and failing to meet FCC's
equal employment oppertunity guidelines. Beaumont affiliate of
National Black Media Coalition had leveled charges in 1983 in
petition to deny stations’ renewal. FCC dismissed petition with-
out hearing, although it granted Pyle Communications Inc.
short-term renewal with requirement that it file two special EEO
reports. In opinion, Judge Abner J. Mikva said FCC decision not
to hold hearing was inconsistent with its obligation under
Communications Act. “The record evidence...raises troubling
questions that remain unresolved about whether the licensee
practiced intentional employment discrimination,” he wrote.
“The commission acted unreasonably when it pronounced itself
satisfied on these points based entirely on the licensee's sketchy
and sometimes contradictory explanations.”
O

Tribune Co. said it was setting up network to seli advertising in TV
sections of 33 Sunday newspapers. Network 1s intended to com-
pete against TV Guide, which will soon be acquired by News
Corp. Ltd., owner of Fox Broadcasting Co. Estimated combined
circulation for participating newspapers is 19.8 million, com-
pared to average circulation of 17 million for TV Guide.
O

California Cable Television Assaciation, in comments filed at FCC,
supports GTE's application for construction of fiber optic test in
Cerritos, Calif.,, but opposes telco’s coaxial application. CCTA
said fiber proposal to serve 105 homes for five-year period is
reasonable. But it says cable application to serve 16,000 homes
for 15 years goes beyond what is needed for test. CCTA points
out that GTE has pulled back from “videc on demand” test on
coax plant in original application, to proposing “near video on
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mand” in latest filings. CCTA said even with “near video on
mand” GTE can test concep: from independent cable operator
town, without owning wire. National Cable Television Associ-
ion took different tack in its comments, saying fiber applica-
n should not be granted before commission reviews chal-
1ges to original approval of GTE's plans to build coaxial plant
Cerritos.
\

Janecticut-based Titan Entertainment, division of Titan Sports
= has been retained by Victory Promctions as exclusive
stributor and marketer of pay-per-view, closed circuit and interna-
nal presentations of Nov. 7 Sugar Ray Leonard-Donny Lalonde
xing match at Caesars Palace, Las Vegas. Scheduled 12-round
tht heavyweight fight and super middleweight title main event
il air at 10:45 p.m. NYT. Titan said PPV event, expected to
ceed 11 million addressable homes, will carry $29.95 suggest-
| retail price. Tickets for 15,300 seats at event, estimated by
jesars to gross about $8.6 million at gate, will cost between
‘00 and $1,000 each. Promoters for match, sponsored by
Jolph Coors Brewing Co., said boxers are guaranteed unspeci-
»d split of more than $20 million. Match will be Leonard’s first
nce April 1987. Fight will not air live on any radio station,
scording to Victory Promotions, who 1s presenting event in
sociation with Caesars.
m]

1Xx Television’s hew morning news entry in New York dropped
8S’s This Morning from perennial third-place to fourth last Tues-
1y (Aug. 16). Good Day New York, on Fox's wNYw(Tv) New York,
sat This Moruing's 1.5 rating/9 share with 1.6/9, according to
wal Nielsen overnight numbers. Show debuted two weeks
sfore, replacing wNYw's children’s programing with combina-
an of news, local live remotes and guest spots. Also last week,
» Broadcasting's America’s Most Wanted hit highest rating yet
r any Fox series, breaking into rankings of top 50 prime time
1ows with 7.9 rating/16 share for week of Aug. 8-14. Fox's
ruggling Lete Show last week scored its first 2-plus weekly
ting average since Arsenio Hall left host slot late last year
10w had been averaging 1.6 rating.
m]

panish Television News Network, new Spanish-language cable
rannel that will program news, sports and entertainment,
apes to launch on U.S. cable systems in November. Sherman
lildman, investor and “marketing consuitant” in project, said
1at one million Hispanic subscribers are expected to be on
sard at that time. STNN will pay U.S. cable systems seven-and-
-half cents per subscriber to carry channel. STNN is owned by
[ultimedia Television Inc., which operates wsJIN-TV San Juan,
R. Major investor in new service is Telefonica Espana, tele-
hone monopoly 1n Spain. STNN's first-year operating costs are
stimated at $25 million. STNN will operate six bureaus in U.S.
ad five in Central America, South America and Europe. Chan-
sl will also utilize EFE, Spanish news service. STNN will be
scond 24-hour Spanish language news service. On Sept. 1,
alavision will intreduce ECO on network of 300 cable affiliates.
NN-Telemundo feeds half-hour Spanish language newscast
vice daily on national and international basis.

e Laurentiis Entertainment Group Inc. filed last Tuesday (Aug.
5) for protection from creditors under Chapter 11 of federal
ankruptcy laws. Company had said week before that failure of
5 $65 million debt restructuring plan might lead it to Chapter 11
ling. Company listed $199.7 million in liabilities and- $163
illion in assets.

le-Communications Inc. has dropped KTvX(Tv) Salt Lake City from
>l systems in Montana and Wyoming, stermming from disagree-
ent over carnage and lease arrangement with TCI subsidiary,
estern Tele-Communications Inc. {(BROADCASTING, July 11). TCI
ans to add Denver ABC affiliate, KUSA-Tv, from Netlink pack-
je, on systems without ABC affiliate, or Turner Network Televi-
on, on systems already carrying ABC affiliate. Dispute began
hen xvTX linked renewal of lease for WTCI microwave site to
oI committing to on-channel carriage carriage of KTvX in

surrounding states. WTCI has since moved microwave site off
kvTX land, and TCI moved last week to drop KTvX signals
Company said KTvX continues to be carried on TCI systems
within Utah. TCI has about 165,000 subscribers in Montana and
Wyoming.

|}

Anchor for wwiL.Tv New Orleans, Garland Robinette, who was to
cover Republican convention in New Orleans last week, had
credentials revoked after he entered Superdeme with gun in his
briefcase. Gun set off metal detector. Robinette, with WwL-TV for
16 years, said he forgot gun was there, and that he carries
weapon, for which he has license, because he has received
threats. Robinette admitted he has received many inquiries from
colleagues, but, he said, if what happened to him is big news, "it
must be a boring convention.”

[m}

Vestron Inc. has entered into agreement to establish $100 million
secured revolving credit facility at Security Pacific Merchant Bank.
Vestron's chairman and CEQ, Austin Furst, said credit facility
was essential element in financing company's expansion of its
role as motion pictute distributor.

O

Bishop Tutu World Peace Concert has been canceled (see page 58),
it was announced by Mitchell Productions late last week. Slow
ticket sales and reluctance of some of financial backers to follow
through with support are apparent reasons. LBS Communica-
tions Inc. was worldwide distributor for event.

ABC atfiliate wcverv) Boston has announced that it will run off-
network The Cosby Show on weekends, with triple run on Satur-
days and double run on Sundays, starting Oct. 8. Most stations
are running show as weekday strip leading into local news, but
wCvB ruled that out because of success it has with Donahue,
followed by Oprahi, from 4 to 6 p.m., leading into news. On
Saturday, station will air two episodes of Coshy at 7-8, followed
by syndicated Star Trel: at 8-9, preempting ABC's new series,
Murphy’s Law. With network series preemption, station does not
afoul of prime time access rule. Third run will be at 11:30 p.m.
On Sunday, program will air at 6:30 and 11:30 p.m. Coshy
distributor Viacom, commenting last week, said it had no
problem with station’'s scheduling of show.

Viacom update

Viacom Chairman Sumner Redstone and President Frank
Biondi emphasized last week that “there will no other liquida-
tions” beyond those currently planned to finance the com
pany’s $2.4-billion bank debt.

Discussions with six cable operators about the sale of up to
50% of Showtime/The Movie Channel are now at their “high-
est pace,” Biondi said That sale is expected to bring in $250
million. Viacom is selling that interest in units of 2.56% ($12.5
million) and 5% (825 million). Cablevision's recent purchase of
a 5% interest in S/TMC includes an option for the purchase of
additional interest. Biondi said that Cablevision had been
interested in buying an even larger share of the channe! but
that Viacom wants to keep any single MSQ's stake in the
channe] relatively small to give other systems more incentive
to promote and distribute the channel.

On the subject of Viacom's sale of cable systems in Long
Island, NY., and Cleveland iast week to Cabievision, (see
page 45), Biondi said some telephone companies had made
their interest known as buyers.

Beyond the two cable systems and S/TMC, Viacom aiso
has wviT-Tv New Britain, Conn., on the block Redstone said
that station could sell for $150 million-$160 million. Biondi
alsc said that the proposed merger of Viacom's pay-per-view
service, Viewer's Choice, with Home Premiere Television is
“pretty far down the road.
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OMMITTED TO THE FIRST AMENDMENT & THE FIFTH ESTATE

Fditorialse

Fish nor fowl

Technically, a satellite programing distributor is not a cable
system. That is the way a district court read the law in concluding
that Satellite Broadcast Networks Inc.’s satellite retransmission
of network affiliate broadcast signals was a violation of the
Copyright Act. Technically. the court js surely correct. But that
does not answer the question of whether it should be classified as
such for the purposes of broadcast signal retransmission.

The court ruled against SBN, but in such a way as (o indicate
there is still some confusion about the place of satellite distribu-
tors in the media universe.

In arguing its right t retransmit the signals of network
affiliates. specifically NBC affiliate wxIA-Tv Atlanta—chal-
lenged as copyright infringement by NBC and Gannett, which
owns the station—SBN claimed that its service is similar enough
to cable’s to warrant its inclusion under cable’s compulsory
license. which permits retransmission for a fee. To meet the other
test for quallfymg for the compulsory license—that the signal
carried be “permissible” under the FCC carriage rules—SBN
argued that it was not a cable system under the Cable Act and,
thus, exempt from the rules.

On the face of it, it would seem unlikely that the court would
let SBN have it both ways. In fact, it did, only in reverse.
According to the court’s reading of the law, SBN was not
technically a cable system for purposes of the Copyright Act but
was under the definition of the Cable Act. Put another way: SBN
hoped it would win the case by convincing the court that it was
and wasn’t a cable system. But it lost the case because the court
ruled it wasn't and was. It does not take a legal scholar to see that
some clarification is needed.

Needed: a critical mass

A year ago last May. this page suggested that if the Corporation
for Public Broadcasting were broken, it should be fixed. Senator
Daniel Inouye (D-Hawaii) and his Senate Communications Sub-
committee. who believe it to be in need of repair, are attempting
to achieve that end by taking most of CPB's programing money
away. We're not at all sure that is the right solution, but
considering that public broadcasting of late has been doing a fair
impression of the bickering Bickersons, the legislature can
hardly be blamed for trying to do something.

Recounting 15 years of political infighting at CPB and sound-
ing the “principle of localism” in its S. 2114 report, Inouye's
Senate Communications Committee has spelled out its intention
to deal what CPB feels would be a knockout punch—codifying a
fund allocation system that would give CPB only 5%, rather than
the current 25%, of federal public TV funds (BROADCASTING,
Aug. 15), and putting the balance in the hands of stations in the
form of national programing production and acquisition grants.
Had that policy been in effect this year, notes CPB, its television
program fund budget would be around $7 million, not the current
$35 million—a blow that would warrant at least a standing eight
count.

Although the nearly $30 million in question is only a fraction
of public TV’s billion-dollar fund pool, the figure is closer to a
third of the amount spent on national programing. CPB says
there's a danger that the system’s 322 stations will go 322
different directions with the money. The stations say that they
already successfully pool their national programing dollars
through a variety of other mechanisms and that, as the system is

now set up, CPB merely waits to see which continuing series the
stations support before committing its funds to those programs—
the evidence of which helped lead the Senate to propose moving
those dollars directly into local hands.

We applaud any effort to clarify who does what in publlc
broadcasting. But sprcadmg the money among the stations, just
to have them pool it again, makes for only a different variety of
muddy water.

PBS programing has established a viable, willing-to-pay audi-
ence for children’s educational, literary, documentary, public
affairs and cultural programing that contributes more dollar
support than does Washington. Cable programers such as Arts &
Entertainment, The Discovery Channel and Bravo, all reliant
upon what has been “signature” PBS programing and with much
more money to spend, have begun to serve segments of that same
audience. And cable is not alone in liking PBS programing well
enough to follow its lead—note ratings-driven decisions by a
syndicator and major market broadcaster to air former PBS mini-
series acquisitions, Brideshead Revisited and Jewel in the Crown
(BROADCASTING, Aug. 1).

Congressional confidence in public TV's bang for a buck—
both houses are recommending increased funding—and in its
potential for remaining a contender in a competitive field without
betraying its own causes, may be well-founded. But “the princi-
ple of localism” remains the enemy within. The stations both
resent and need the PBS I.D. They are acknowledging the
inefficiency of current money-pooling methods and have created
a task force to find a way to streamline the process. They also
appear ready to reinstate some common camagc of the prime
time PBS schedule. An increasingly competitive market may
leave them no other recourse. Yet method should follow mission,
not vice versa, and the mission needs rearticulation.

As the stations’ willingness to pool their resources indicates, it
is not the centralized decision-making function of CPB that is
somehow a threat to local initiation of national programing, but
rather the political squabbling and factionalism that impede that
decision making, in the process wasting valuable time and
energy. Apportioning the pie only to have it reassembled some-
where else seems also a wasteful redundancy.

Whatever the remedy, one is clearly needed. Considering the
competition, particularly from cable, for public broadcasting’s
target audience, a house divided could ultimately become a house
of cards.
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Drawn for BROADCASTING by Jack Schmidt

“I'm here to offer you exclusive rights to our traffic report
service.”
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Morethan

24 milhon of

this countrys smokers
will travel this summer.
Make room, America!

~ America’s smokers travel by land, by

[ t air, by sea. They travel far and wide.
/ During the summer, resort

—1{——2 hotels alone will welcome
‘ 5 million smokers and their

~ families. More than 7.5 million will
travel the U.S.A. More than 2 million will
head overseas. And 5 million will take to the

air. Spring, summer, winter and fall, smokers
keep the travel industry of America occupied.

The American Smoker-
an economic force.

PHILLP MORRIS
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Presented by Philip Morris Magazine in the interest of America’s 55.8 million smokers.
Source: The Roper Organization



Ward-Beck ST Series Console - .liyn_lpics Mobile conliguration.

Every four years
the World turns
dreams into reality...

This is one of those years!

From every Corner of the Earth thousands of
Olympians assemble to put their exceptional skills
to the ultimate test. Their dream is to translate
selfless dedication and etfort into Olympic honor!

These historic gccasions also recognize our own
dedication to excellence. Ward-Beck audio
equipment has been chosen by broadcasters for
coverage ol the last three Olympics, and we are
proud to have been selected again this year 1o
appear at both Calgary and Seoul.

World Class exceliencé is ithe standard we strive 1o
maintain throughout every single day of every year!

WARD-BECK SYSTEMS

Ward-Beck Systems Ltd. 841 Progress Avenue, Scarborough, Ontario, Canada M1H 2X4.
Tel: (416) 438-6550. Fax: (416) 438-3865. Tlx: 065-25309.






