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wer Is Just News Weather

Where's There's Life features
stories that make listeners squeal.
make people roll their eyes,
shake their heads and remem-
ber there’s a flip-side of life .

Information That Counts

Newspower's agriculture
) and business reports give
listeners the latest eco-
nomic news from around
the world. Features like
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Staying in the

race...Telephone association’s president says
telco-cable issue is gaining momentum. PAGE 30.

February sweeps...css:

winning western, Lonesome Dove, pushes network
into second place, but NBC remains on top with
fourth consecutive sweeps victory. PAGE 27.

Diamond appraisal...v:

League Baseball expects to earn $478 million from

MAJOR LEAGUE BASEBALL

national and local racio and TV agreements in
1989—18.6% increase over last year's total.
BROADCASTING's annual look at the sport’s Fifth
Estate connection begins on PAGE 40.

29/SPOT FORECAST

Agency buyers predict that
1989 spot marketplace will be
up slightly from last year

33/0ON THE HILL

NAB State Leadership
Conterence targets radio-only
bill. Additionzlly, Secretary of
Commerce Robert Mosbacher
says HDTV is priority for Bush
administration.

34/HONG KONG
CONNECTION

At least five American
companies place bids for what
may uitimately be world's
largest cable operation—Hong
Kong's 1.5 million-customer
franchise.

36/NOT A NETWORK

FCC rules that specialty
networks Univision and Home

Shopping Network are not
subject to financial interest and
syndication rules.

38/CARTOON
COMEBACK

With two animated series
pilots commissicned so far by
networks for next fall, it

Fred Flintsone may return to
prime time

appears that such shows may
be making return to prime
time.

S6/GETTING HEAVY

Although hard rock/heavy
metal music is increasingly

SMN'’s hard rock format

finding its way onto top-10
charts, radio programers are stili
trying to find right approach

to marketing this specialized
format.

51/LOOKING
AHEAD TO NAB

As Fifth Estate prepares for
National Association of
Broadcasters convention,
BROADCASTING focuses on
various technological
offerings that will occupy
equipment exhibit there. This
week: AM stereo, digital audio
tape, NRSC and FMX.

54/CHANGING
BBC PROFILE

Britlish Broadcasting Corp.
seeks more commercially
oriented co-productions,
including two with ABC and CBS
for prime time.

58/GETTING BETTER

Aided by syndication of The
Cosby Show, Viacom finishes
1988 with improving financial
performance.

61/UNTIL JULY

National Association of
Regulatory Utility
Commissioners, chief telco
regulator on state level, tables
until July resolution endorsing
telephone company entry into
v

63/WIRELESS PUSH
Capital Wireless Corp. plans

to offer programing package to
New York tri-state area.

87/HILL
COMMUNICATOR

For past six years, Larry

Irving, now senior counsel of
House Telecommunications
Subcommittee, has played
pivotal roles in formulation of
communications policy, earning
reputation as fair, but
formidable, mediator.

88/TOWER
SABOTAGE

Four radio towers in Santa
Maria, Calif., are felled in
sabotage spree.
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Los Angeles, KORG-AM Colorado Springs, KKRE-AM
Denver, KDZR-AM Augusta, WNTA-AM
Orlando, WBZS-AM Cleveland, WHK-AM
Chicago, WNVR-AM Phoenix, KFNN-AM

Washington, D.C., WPGC-AM Hartford/Waterbury, WFNW-AM
Nashville, WYOR-AM New Orleans, WSLA-AM
Kansas City, KBEA-AM Sacramento, KXOA-AM
Hartford/New Haven, WFNS-AM Buffulo, WWKB-AM

San Francisco, KSJX-AM Huntsville, WVNN-AM

Houston, KSEV-AM Portland, KBNP-AM
Baton Rouge, WNFO-AM Albany, WPTR-AM
Greenville, WBRE-FM

AND THANK YOU.

In just eight months of operation, we've
grown at an unprecedented rate. The network
now includes 23 affiiates from strategic
markets that span the U.S. Audiences from
New York to California applaud our unique
blend of network and local business news/ talk.

As the first fully dedicated business
radio format, we're building a viable force in
radio. And together, we're creating a new
advertising medium,

1 (800) 321-2349 .....,
l (7' 9) 528'7046 (Listen Line)

Radio’s Business Solution”

BRI

Business Radio Network




WSBK’ Dar
why he joine

“WSBK earned its status as
Boston’s #1 independent by
programming quality situation
comedies in our important 6:00 to
8:00PM block and by carrying a
heavy hitting schedule of Red Sox
and Bruins games.

ALF’ earned its reputation as a
prime time phenomenon by appeal-
ing to different people on different levels with hip and well written
scripts. It is a rare program with the flexibility to attract a universal
audience. Its high quality makes it perfectly compatible with the
rest of our sitcom line-up; while its heavy male skew, especially
with Men 18-49, makes it the perfect companion to our prime
sporting events.

With ALF’s’ strong broad-based demographics, it will find a
perfect home at WSBK, comfortably fitting into our entire line-up,
from adult sitcoms to prime time movies and major sports
programming,

Combining ALF's’ proven track record and WSBK’s inside
track on what viewers want makes us confident that ALF’ will
prove to be Boston’s Adult Leading Favorite.”

Dan Berkery
President and General Manager

WSBK-TV, Boston

®

alien productions

ALF 5 3 Registered Tracemark of Alien Productions ®. @1887 Alien Productions All Rights Reserved.



Berkery tells
ALFs family.

WARNER BROS.
DOMESTIC TELEVISION
DISTRIBUTION

— A Warner Communications Company
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The Miami factor

Network news race could be decided

by poor CBS performance in Miami market,
In January 1988 CBS Evening News
With Dan Rather averaged 11 rating and
19 share on wTvJ(Tv) Miami. Following
station shuffle in market at beginning of
this year, new CBS O & O wCix(mv
averaged 3 raiing and 6 share in January.
Drop in viewership in 16th-ranked

market represents one-tenth of national
network rating point in race that has

seen CBS Evening News ahead of ABC
World News Tonight anywhere from
one-tenth to three-tenths of rating point
throughout season.

[ ———— —
Premium on longevity

Break of longstanding television
relationships between NBC and baseball
(leaving after 23 consecutive years) and
Rose Bowl (leaving after 37 years) is
causing some broadcast and cable
sports executives to lock-in sports rights
contracts. ABC, for instance, recently
renewed skating and bowling deals well
ahead of prior contract's expiration.

Said one network executive about new
defensive strategy, "I concede that it
absolutely has happened.” Extending
length of contracts has added
advantage of both limiting rights fee jumps
that can occur with frequent renewals,
and of reducing chances that rights could
completely depart for cable. Some

cable operators have themselves already
seen advantages of long-term deals:
Cablevision and affiliate SportsChannel
have rights contracts ranging from 10 to
28 years.

Not May’s days

Jim May, NAB's chief lobbyist, had his
share of conlroversy last week In running
NAB's leadership conference (see page
33) but may have weathered criticisms.
Proposal to restructure association's
legislative liaison (grassroots lobbying)
committee—he suggested rotating
membership on committee every two
years—was resisted by those who have
long standing relationships on Hill. May
expressed surprise at complaints he is
dragging feet in filling at least four
government relations vacancies; he
says they'll be filled in "due course.’

R SR T
Tilted toward telcos

One of candidates said to be in running
for FCC commissionership, Republican
Andrew C. Barrett, is strong proponent
of telco entry into video business. Barrett
has been commissioner with lllinois
Commerce Commission since 1980 and

active member of National Association

of Regulatory Utility Commissioners’
communications committee. In article
entitled "The Potential of Fiber Optics lo the
Home: A Regulator's Perspective,

Barrett sees inevitability of telcos and cable
competing in delivery of
'telecommunications” services to home.
He thinks state regulaters will have to
decide “whether and how" to regulate both
industries. If Barrett goes to FCC he will

be first black on commission since Tyrone
Brown left agency in 1981,

(R T R e T e PR
More where those came from

While Capcities/ABC crosses t's and
dots i's on pending purchase of Satellite
Music Network, format supplier is hard
at work establishing additional satellite-
delivered services aimed at major
markets. Looks like new SMN format could
be up on bird by mid-summer, bringing
company's total number of services to 10.
Easy listening, although not expected
by mid-summer, is said to be among
formats being looked at seriously by
Dallas-based SMN.
e ———————————u
Pushing the envelope’s edge
Engineers from Southern Bell, Bell
Communications Research (Bellcore) and
A.F. Associates were at Kennedy Space
Center in Florida last week working with
NASA to setup HDTV taping and
transmission of launch of space shuttle
Discovery around March 12 {no specific
date has been set). Temporary HDTV
studio was designed and constructed
by New York-based A F. Associates, where
1,125/60 taping of launch and down-
converted NTSC version will be recorded
from three or four different cameras.
NASA has been studying HOTV use for
possible monitoring applications on
space shuttle (BROADCASTING, Jan. 2).
Southern Bell and Bellcore are
arranging live fiber optic HDTV
transmission of launch. It will provide
feed to various sites at space center and
one feed to Orlando, Fla., slightly under
100 miles away, where press
demonstration will be held. Orlando link
is said to be farthest-ever HDTV
transmission by fiber optics.

o SR e P S A S ST SR
Spreading it around

Having won next Major League Baseball
contract less than three months ago, with
$1.1 billion bid, CBS has already settled
on tentative 1990 schedule that wili spread
its 12 tegular season games across

April, June, July and August. Absence of
games in September—11th hour before
playoffs and World Series on CBS—lends
credence to network claims it believes
'baseball fans will know where to find us”
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come October. Exposure elsewhere,
including 175 pational games on ESPN and
dozens airing locally in most markets,

CBS said, will only "funnel interes! into and
enhance"” viewership of post-season

(see special report, page 40).

Schedule was, therefore, defined
mainly by werking around existing sports
schedule, including NBA playotfs in May
(no CBS games in that month either) and
June. Secondarily, said one executive,
higher scatter pricing ad rates in second
guarter and desire to get established
early with fans, played part in decision to
air several games in mid-April. Network
intimated that witnessing ABC and NBC
losses in regular season motivated CBS
to cut game inventory by two-thirds during
summer ad doldrums.

Empty chairs

National Cable Television Association

has been without vice president of
government relations since Ed Merlis left
in Novermber 1987. But that vacancy may
soon be filled. NCTA has reportedly
interviewed several Republican insiders,
including two women from Reagan

White House, in past two months. One was
Rebecca Range, assistant to President-
director of Cffice of Public Liaisen, but she
and NCTA did not make malch.

NCTA also has taken first step toward
replacing Louise Rauscher, vice president,
industry communications, who left
association last week to marry NCTA
President James Mooney in May. NCTA
hired executive search firm, Washington-
based Interface Group, confirming
hunch of many that association would look
outside industry for replacement.

Whoa

Tele-Communications Inc. Senior Vice
President John Sie was in Washington |ast
week pitching several congressmen,
including Representatives Mel Levine (D-
Calit.) and Don Ritter (R-Pa.), who co-
chair high-definition television task force,
on virtues of digital process HDTV. TCI
believes digital HDTV can be reality by
2000 and advocates FCC mandating 6
mhz signal in interim. TC! is backing 6 mhz
Faroudja system, which uses present

4:3 aspect ratio and enhances resolution
through splitting lines in existing NTSC
picture,

Seltel in ITS eye

One company said to be discussing
business combination with Seltel is another
rep firm, Independent Television Sales
(ITS). Possibie merger with Seltet, now
being shopped on street, would be built

on employe ownership of new concern.



Global Television.
You’re halfway home with
Pan American Satellite.
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Now networks, producers and syndicators can build
new markets for their programming anywhere in Latin
America, Westem Europe and North America.
With Pan American Satellite, the first private inter-
~ national communications satellite system, you can reach
- half the world from any location. With high-powered

=

signals configured for the television industry that can be
- received by small inexpensive antennas. With the

= convenience that only an independent, private enterprise
- satellite system can provide. At costs that are geared to

" o’ make global television economically viable now.

The barriers to global satellite-television are coming
down. Now markets that were too difficult or expensive
- to serve are suddenly within reach. Your customers, who
couldn’t afford satellite access, are suddenly available.
A new audience is waiting for your programming.

\
ALPHA LYRACOM

PAN AMERICAN SATELLITE

Alpha Lyracom Space Communications, Inc.
One Pickwick Plaza, Suite 270
Greenwich, CT 06830
(203) 622-6664 FAX: (203) 622-9163




Where Things Stonds

= Solid box denotes items thet have changed
since last issue.

AM-FM Allocations

FCC is expected to act in first quarter of 1989
to adopt new rules to improve technical quali-
ty of AM radio signals. Among new rules will
be mandatcry observance of National Radio
Systems Committee standard. It is not yet
known whether commission will mandate
NRSC-1 audio standard, NRSC-2 emission
standard, or both

Also expected in early 1989 will be propos-
al on implementing expanded AM band.
Western Hemisphere countries on June 2,
1988, concluded second and final session of
conference to plan use of 100 khz of spectrum
added to AM band that had ended at 1605
khz. FCC has indicated that some channels
will be reserved for national licensees but
broadcasting organizations have favored allo-
caling new band to daytimers in plan to re-
duce congestion in conventional band.

Despite opposition of National Associatior
of Broadcasters, FCC voted Dec. 12, 1988, to
give FM broadcasters greater flexibility in
choosing antenna sites and plotting coverage
by permilling limited short spacing” of FM
stations. NAB believes move will lead 10 “AM-
ization” of FM band.

FM broadcasters commenting on proposed
increases in maximum Class A station power
from 3 kw to 6 kw were split over two pro-
posed plans. Most Class A's support New
Jersey Class A Broadcasters Association's
plan for blanket upgrades. Most Class B and
C stations support NAB plan for upgrade of
about two-thirds of Class A's, excluding many
in northeast U.S

NAB and other broadcast groups oppose
FCC's proposed expansion of service to allow
for local origination by translators, asking that
rules establish translators as secondary ser-
vices to fill in underserved areas of full-power
stations and not as “low-power FM" stations.

Antitrafficking

Issue essentially boils down to reimposition of
FCC's three-year ruie, which required owners
to hold broadcast properties for that long be-
fore selling. Quiescent at moment

Cable Regulation

Cable television industry is under fire from
allegations it is "unregulated monopoly.” Sen-
ator Howard Metzenbaum {D-Ohio) has an-
nounced his plans to introduce cable rate
regulation bill (BrRoACCASTING, Jan. 23). Metz-
enbaum. chairman of Senate Antitrust Sub-
committee, intends to keep close tabs on ca-
ble through series of hearings. Bill would
strengthen municipal authority to reguiate ca-

AM-FM Allocations

By the Numbers.....
Cable Regulation.
Children’s Television
Comparative Licensing ...
Compulsory License

OSPS—
wsssserassseee 10

Direct Broadcast Satellites ..
indecency .

Public Broadcasting
Syndex w.eeeerirsirransanas

pie rates.

Also in Senate, Communications Subcom-
mittee plans to convene series of hearings on
concentration of ownership. Althocugh hear-
ings will not focus solely on cable (diversity
within broadcast and motion picture industries
will be explored too). issue of vertical and
horizontal integration in cable is expected to
draw congressional attention.

Cities are unhappy with developments with-
in industry, approving new policy week of
Dec. 5, 1988, in Boston calling for overhaul of
Cable Communications Policy Act of 1984 this
year to strengthen their regulatory grip on ca-
ble and to provide opportunity for telephone
compantes to offer competitive services.

Motion picture industry and independent
broadcasters have been pushing for stricter
reguiation of cable until there is more compe-
tiion in delivering cable programing to
homes. Top motion picture and cable execu-
tives are holding talks to discuss their relation-
ship and possible regulatory changes. House
Commerce Committee Chairman John Dingell
(D-Mich.) has warned cable to be on best
behavior or Congress may reevaluate regula-
tory environment.

Children’s Television

Proponents of children's TV legislation suf-
fered blow when President Reagan pocket-
vetoed bill on Nov. 5, 1988. Chief executive's
rejection of bill has made it priority for 101st
Congress

Quick Hill action on revived version of legis-
lation is anticipated during first 100 days of
session. Television networks and National As-
sociation of Broadcasters let White House
know they backed legislation last year, but
President found measure “counterproductive”
and at odds with broadcasters' First Amend-
ment rights. Measure would have put com-
mercial limits on children’'s programs of 10.5
minutes per hour on weekends and 12 min-
utes on weekdays. It also required broadcast-
ers 10 serve “special needs” of children,
which FCC would have to take into account at
renewal.

Alternative appreach to regulating chil-
dren's TV has been offered by Representa-
tives Tom Tauke {R-lowa) and Al Swift (D-
Wash.), who introduced bill that would remove

Broadcasting Mar & 1989
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antitrust barriers enabling broadcasters to de-
vise industry code regulating amount of com-
mercials on kids' programs. Code would be
voluntary and is seen as way (o head off gov-
ernment intervention.

Department of Education has released
study concluding, among other things, that
“research literature provides littte support for
mast of the common beliefs about the influ-
ence of television.

Comparative Licensing

FCC may adopt order reforming comparative
renewal process at one of two scheduled
March meetings. Proceeding is aimed at dis-
couraging groups from using renewal process
and policy of allowing groups to petition FCC
to deny renewal to “extort” money from broad-
casters. To deter possible abuse, FCC has
proposed limitling paymenis broadcasters
may make to challengers in settlements of
renewal proceedings and in exchange for
withdrawal of petitions to deny.

In addition, agency has proposed reguiring
fuller ownership and financial disclosure infor-
mation from competing applicants, clarifying
standards broadcasters must meet to win "re-
newal expectancies” and reconsidenng crite-
ria used in comparative hearings, particularly
diversity of ownership.

National Telecommunications and Informa-
tion Administration, in NT1A Telecom 2000 re-
port on future of broadcasting and telecom-
munications, recommended FCC purge
license renewal procedures of “references to
program content” as part of overall elimination
of rules "governing content.” FCC Chairman
Dennis Patrick has also called for minimizing
role of programing in FCC deliberations at
renewal time. But their views are not shared
by broadcasting industry. In comments on
proceeding, broadcasters. led by NAB and
INTV, argued that past programing perfor-
mance should be pasis for renewal

In separate proceeding, FCC proposed at
Jan. 30 meeting replacing comparative hear-
ings with lottery 1o choose among competing
applicants for new radio and full-power televi-
sion stations.

Comparative new process is also at issue in
Marco, Fla., case. FCC approved settlement
in which license for new FM in Marco will go to
established broadcaster who was not among
onginal applicants. Several citizen groups
have petiticned FCC to reconsider approval,
conlending that it circumvented estabiished
procedures designed to promote diversity of
ownership in broadcasting.

Compulsory License

FCC voted in October 1988 to recommend
that Congress abolish 12-year-old compul-
sory copyright license, at least for distant sig-
nals, saying move would benefit consumers,
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broadcasters and cable programing services
(BroaDCASTING, Oct. 31, 1988). Recommenda-
tion will be expanded to cover local signals if
FCC Commissioner Palricia Diaz Dennis
comes through with vole, which she is with-
holding until “editorial changes” are made.

What Congress will do is unknown. At very
least, it it decides to pass law requiring local
signal carriage, it will probably also preserve
copyright license for signals.

On Jan. 3 House Telecommunications Sub-
commitiee member John Bryant (D-Tex.) rein-
troduced bill he offered in last Congress
(BROADCASTING, April 4, 1988) to condition
compuisory license on whether cable opera-
tor is carrying local broadcast signals. Senate
Copyright Subcormmittee  Chairman Dennis
DeConcini (D-Ariz.) revived measure from last
Congress which is virtually identical to Bry-
ant's bill.

Direct Broadcast
: atellites

Eight applicants to launch Direct Broadcast
Satellites (DBS) believe that high-power Ku-
band birds will make possible direct-to-home
television reception by consumers owning af-
fordably small receiving dishes. Most of those
applicants agree on need to bring together
“business system,” inCluding consumer
equipment manufacturers, programers and
cable operators, latter as likely retailers to

home market,

HBO parent company, Time Inc., in last
quarter of 1988, ‘wrote down’ value of HBO-
GE Americom two-satellite DBS co-venture,
Crimson Satellite Associates, by $35 million-
third of original value. HBO already provides
Ku-band feeds oi its programing via Satcom
K-1. K-3, and eventually K-4, would serve
both cable and direct-1o-home markets. Crim-
son has asked that FCC reconsider denied
request to increase K-3 power from 45 watls
to 60 watts (considered minimum power nec-
essary to reach mass-marketable four-foot re-
ceiving dishes). Denial could be death blow to
Crimson plans.

Hughes Communications has filed com-
ments opposing FCC proposal to assign pairs
of DBS slots—one east, one west, each serv-
ing only half of U.S.—to create most efficient
use of spectrum. Hughes proposes 32 chan-
nels of TV to entire nation via two birds at one
orbital position beginming n 1992 “time-
frame.” It believes 200-watt DBS birds will
enable reception of video programing by af-
fordable one-foot downlinks, thereby expand-
ing consumer home satellite market well be-
yond current two million. With applicant
comments split on paired slots proposal, FCC
staff expect review of comments and replies
to take “several months" and do not discount
possibility that, due to spectrum shortage,
comparalive process may have o be de-
vised.

FCC extension granted late last year gave

BY THE NUMBERS

Summary of broadcasting and cable

BROADGCACESTING

SERVICE ON AIR CP's ' TOTAL *
Commercial AM 4,934 265 5,199
Commercial FM 4,167 653 4,820
Educational FM 1,378 256 1,634
® Total Radio 10,479 1,174 1,653 |
FM translators 1,676 410 2,086
l_Commercial VHF TV 545 22 567
Commercial UHF Tv 515 233 748
Educational VHF TV 120 6 126
Educaticnal UHF TV 217 29 246
a Total TV N 1397 | 200 1 1687
VHF LPTV 300 205 505
UHF LPTY 324 1,508 1,832
= Total LPTV 60 | 1434 1,889
VHF translators 2,721 116 2,837
UHF translators 2,106 437 2,543

Total subscribers 49,538,000

Homes passed 73,900,000
[ Total systems 8,000
Household penetrationt _518"/:-

Pay cable penetration 32%

* Includes off-air licenses. T Penelration pergentages are of TV household universe of
30.4 milhion. ! Construction permit. 2 Instructional TV fixed service. * Studio-ransmit-
ter link.
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Dominion Video Satellite and Hubbard Broad-
casling's United States Salellite Broadcast-
ing—among those granted permils with six-
year expirations in December 1982—four
more years—unlil Dec. 4, 1992

Indecency

implementing stringent indecency law signed
by President Reagan last fall {(BROADCASTING,
Oct. 3. 1988), FCC unanimously adopted new
policy that prohibits "indecent” broadcasts 24
hours per day. But policy and underlying law
are being challenged in courts on First
Amendment grounds by coaiiion of bread-
casting and public-interest groups. including
such diverse groups as National Association
of Broadcasters and Action for Children's
Television. On Jan. 23, three-judge panel of
U.S. Court of Appeals in Washington granted
request by coalition for stay of Jan. 27 effec-
tive date of 24-hour ban (BROADCASTING Jan.
30).

U.S. Court of Appeals in Washington had
affirmed FCC's earlier indecency enforcement
policy based on premise that FCC could not
ban indecency, but could channel it to times
of day when few children were in audience.
But court remanded case to commission to
Justify mignight-to-6 a.m. “sate harbor.” In
light of congressional action, FCC will not go
ahead with its remand rulemaking.

Mergers and
Acquisitions

u MSC's United Cable Television Corp. and
United Artists Cornmunications Inc. said Feb
9 that they had reached an agreement in prin-
ciple on revised terms of their expected merg-
er to ferm new company, United Artists Enter-
tainment Co. (UAE). Companies had said in
January that they would be unable 10 meet
Feb. 28 merger deadline and were reexamin-
ing their definitive merger agreement signed
in March 1988 and amended in September
1988. Under that agreement, current United
Ariists stockholders would exchange each
share for one share each of UAE class A and
class B common stock. United Cable stock-
holders would have oplion to receive either
cash or unit of stock and right to sell that stock
to Tele-Communications Inc. at specified
times in the future. Under terms of new agree-
ment, cash price for United Cable shares has
been raised 10%, to $37.50. TCI, which owns
about 41% of United Cable and 66% of United
Artists, would own a majority of newly formed
UAE. Other aspects of merger are still under
discussion, according to United Artists
spokesman.

O Rogers Communications Inc. announced
Aug. 9, 1988, that it had agreed to sell its U.S.
subsidiary, RCA Cablesystems Holding Co.,
1o a subsidiary of Houston-based utility Hous-
ton Industries Inc. Price was $1.265 billion for
the systems serving roughly 525,000 sub-
scribers in Laredo and San Antonio, both Tex-
as; Minneapciis; Portland, Ore., and Orange
County, Calif. Houston Industries board ap-
proved purchase Aug. 16. To raise capital for
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acquisition, Houston Industries is selling up to
four million shares of stock and is selling oil
and gas reserves. Companies expected to
close sale by mid-March.

0 Jack Kent Coocke signed letter of intent in
January to sell 700,000-subscriber Cooke Ca-
ble Vision to a consortium of seven operators
for an estimated $1.47 billion. Buyers, assem-
bled by San Francisco-based InterMedia Part-
ners working with broker Daniels & Asso-
ciates, will split up among themselves
systems in 19 states. Purchasing group in-
cludes Robin Cable TV, partnership formed
by InterMedia and Frank Washington; Tele-
Communications Inc.; TCA Cable TV; Hawk
Cable, joint venture of Goshawk Corp. and
Adelphia Communications Corp.; Falcon Ca-
ble; Chambers Communications, and Rock
Associates.

Must Carry

National Cable Television Association Presi-
dent James P. Mooney in Jan. 10 speecn
offered to work with broadcasters in persuad-
ing Congress to pass “reasonable” must-car-
7y, law requiring cable systems to carry some
local broadcast signals.

Since then, Mooney and National Associa-
tion of Broadcasters President Eddie Fritts
have been trying to hammer out deal on must-
carry language they would then take to Con-

gress, but parties may be at impasse. Basis of
negotiations is inter-industry agreement on
must carry that cable says it can live with, but
broadcasters want to go beyond it and are
demanding that any legislation contain lan-
guage protecting broadcaster's signal from
being shifted off-channel. Broadcasters also
want must-carry for high-definition signals.
Both demands are believed to be unaccept-
able to cable.

Impact lack of must-carry rules is having is
growing. NCTA released survey Sept. 13,
1988, that it said showed cable operators
have been responsible in their broadcast car-
riage decisions. NCTA survey, conducted by
Price Waterhouse, found that 98% of qualified
stations remain on cable systems. NCTA also
found that 94% of cable systems had not
dropped stations or denied stations carriage
and 91% had not engaged in channel reposi-
tioning. FCC released resuits of must-carry
survey Sept. 1, 1988, but they did little to end
debate over whether must-carry rules or law
requiring cable systems to carry local broad-
cast signals is necessary. Of 912 television
stations that responded, 280, or 31%, report-
ed 1,533 incidences of being dropped or de-
nied carriage on cable since federal court
struck down rules on constitutional grounds;
of 4,303 cable systems that responded, 869,
or 20%, reported 1,820 incidences of drop-
ping broadcast signals or denying them car-
riage after court action.

National Association of Broadcasters' sur-
vey found that of 259 television stations re-
sponding, some 50 stations are not being car-

NewsAge, TV Satellite News Exchange.
Exclusively covering lifestyles and issues |
of the 50+ audience.
News Feeds every Tuesday, 3pm EST.
Available on: Ku-band K2/6B
C-band Westar 5/12D

Audio: Ku-band 5.76
C-band 6.2 and 6.8

Call Jay Garfinkel or Al Snyder
for subscription information.

NewsAge

Satellitel News Exchange
1705 DeSales Street, N.W.
Washington, D.C. 20036
(202) 857-0338 [
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ried on al least one cable system that would
have had to carry stations under must-carry
rules.

Public Broadcasting

On Feb. 18, CPB board elected eight-year
director Ken Towery its new chairman, replac-
ing Howard Gutin, whose term expires March
1.1t will vote in March on proposed $254.3
million 1990 budget that includes $6 million
for new National Independent Production Ser-
vice and $3 million increase in minority con-
sortia support, both on TV side and both man-
dated by Congress in 1988 Public
Telecormmunications Act. In January, NAPTS
board recommended $2.1 million FY 1990
budget. Recommended FY 1990 PBS budget
of $26,371,658 represents 6.67% increase
over current fiscal year and includes initiative
to increase PBS specials funding and to pro-
vide 24-hour feeds, "making public TV service
meore valuable on cable systems.

New public TV National Program Funding
Task Force options for restructuring include
realigning funding mechanisms—including
CPB National Pregram Fund, PBS Program
Development Fund and CPB-PBS Program
Challenge Fund—under one roof at PBS. CPB
President Donald Ledwig said, however, that
Corporation "is moving ahead with our inde-
pendent study” of that subject, results of
which it must present to Congress by January
1980. Task force will meet one more time be-
fore presenting options to annual public TV
meeting in San Diego in April. PBS and many
member stations, hoping to assure uniform
national prime time schedule, have already
agreed on limited same-night prime time car-
riage next fall.

| - Syndex

= ¢

FCC put off effective date of its new syndex
rules from Aug. 18 to Jan. 1, 1990, but it
otherwise kept rules much as they were when
adopted last year. Rules empower broadcast-
ers to enforce exclusivity of programs against
cable systems that import duplicative pro-
graming on distant broadcast signals

In petitlons for reconsideration, cable indus-
try had asked that effective date be put off for
up to three years and host of other changes to
rutes to mitigate impact of cable systems and
viewers. It found three-and-a-half-month post-
ponement insuificient.

Real delay in implementaticn of rules may
come as result of court appeals likely to be
made by cable operators and satellite carriers
who distribute distant signals threatened by
syndex. If court stays rules pending resolution
of appeals, implemenation of rules may be
delayed two or three years. If court finds fault
with them, they may never go into effect.

United Video, carrier of superstations wGn-
v Chicago, wpix(Tv) New York and kTvT-1v Dal-
las, and Century Communications have al-
ready notified U.S. Court of Appeals of their
intention to challenge rules in court. 5]
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This week

March 5-6—Calble Television Public Affairs Asso-
ciation Cable Forum '89. Visla International hotel,
Washington. Information: (202) 639-8844.

March 7-10—Audi Engineering Society conven-
tion. Congress Centrum, Hamburg, West Germa-
ny. Information: (030) 831-28-10.

m March 8- National Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: Burt Minkoff, president, Me-
diaworks Inc., on corporate video. Copacabana,
New York. Information: (212) 765-2450.

March 8-—New Jersey Broadcasters Association
annual copywriling seminar. Quality Inn Confer-
ence Center, Route 1 South, North Brunswick, N.J.
Information: (201) 247-3337

March 8-8 Qo Association of Broadcasters
congressional salute. Sheraton Grande, Washing-
ton

w March 9—Philadeiphia Ad Club seminar on fu-
ture of communications. Holiday Inn, Philadeiphia
Information: Marcia Coward, (609) 234-7930

March 3-10--"Cable Television Law: Dealing.with
the New Challenges,” seminar sponsored by
Practising Law Institute. Sheraton City Squire,
New York. [nformation: (212) 765-5700.

® March 10—Extended deadline for entries in
Broadcast Promotion and Marketing Executives
Gold Medallicn Awards competition. information:

(213) 274-2282.

® March 10-11—Radio-Television News Directins
Association regional conference. Virginia Beach.
Va. Information: (202) 659-6510.

® March 10-12—"TV News: The Cutting Edge,
briefing for TV news directors on breaking stories
in medicine, science and technology, sponsored
by Scientists’ Institute for Public Inforination.
Mayfair House, Coconut Grove, Fla. Information:
(212) 661-9110.

[ == |

Also in March

March 12—Television news performance work-
shop, sponsored by Eckhert Special Productions.
10 Washington Place, New York. Information:
(212) 9210774

March 12-14—West Virginia Broadcasters Asso-
ciation spring meeting. Ramada Inn, Beckley, W
va. Informaticn: (304) 344-3798

March 12-16—Sixth world conference of broad-
casting unions, organized and hosted by North
American National Broadeasters Association.
Willard hotel, Washington. Information: (613) 738-
6553.

March 13-14—Netional Association of Broad-
casters group head fly-in, "where heads of radio
station groups will meet to discuss common is-
sues and concerns of the broadcast industry.

DFW Hyatt Regency hotel, Dallas. Information:
(202) 429-5420

Major:Meetings

| March 13-14--"Telecommunications Policy and
the Public Interest: New Directions for the Bush
Years,” conference sponsored by Markie Foun-
dation. Keynote speaker: Richard Wiley, former
FCC chairman, now with Washington law firm, Wi-
ley, Rein & Fielding. Clarion Harvest House, Boul-
der Colo. (303) 492-6431

March 14—0hio Cabie Television Association an-
nual meeting and legislative reception. Hyatt on
Capitol Square, Columbus, Ohio. Information:
(614) 461-4014

March 14—"Directing Live News," first in four-part
series of seminars examining "work and achieve-
ments of television directors in New York," spon-
sored by Museum of Broadcasting and Directors
Guild of Ameriea. Museum, New York. Informa-
tion: (212) 752-7684

m March 14—Southern California Cable Associa-
tion meeting. Speaker: Stuart Blair, president-
/CEQ, United Cable Communications. Biitmore ho-
tel, Los Angeles. Information: (213) 463-2186

March 15—-International Radio and Television
Society newsmaker luncheon. Speaker: John Ma-
one, president-chief executive officer, TCI. Wal-
dorf-Astoria, New York. Information: (212) 867-
6650.

March 15—Deadline for Video Awards Program,
sponsored by Silent Network. Information: (213)
464-7446.

March 16—45th annual dinner of Radie & Televi-
sion Correspondents Association. Grand Hyatt ho-
tel. Washington. Information: (202) 828-7016

March 21-23--Satellite Broadcasting and Com-
munications Association/STTI salellite communi-
cations trade show. Bally's, Las Vegas. Informa-
tion: (800) 654-9276 or (703) 549-6990.

April 9-11—Public television annual meeiing,
jointly sponsored by Public Broadeasting Service
and National Association of Publie Television
Stations. Sheraton Harbor Island Inn East, San
Diego. Information: (703} 739-5082.

April 9-11—Cabletelevision Advertising Bureau
eighth annual conference. Waldorf-Astoria, New
York.

April 9-12—Broadeast Financial Management
Association 29th annual meeting. Loews Anatole,
Dallas. Future meeting: April 18-20, 1990, Hyatt
Regency, San Francisco.

April 21-26—25th annual M/P-TV, Marches des
{rternational Programmes des Television, inter-
national television program markel. Carnes,
France.

April 29-May 2—Natignal Association of Broad-
casters 67th annual convention. Las Vegas Con-
vention Center, Las Vegas. Future conventions:
Atlanta, March 31-Aprit 3, 1990; Las Vegas, April
13-16, 1991. Las Vegas, April 11-14, 1992, and
Las Vegas, May 1-4 (lentative), 1993.

May 11-15—American Women in Radio and
Teievision 38th annual convention. Waidori-As-
toria, New York. Information: (202) 429-5102.
May 17-20-—-American Association of Advertis-
ing Agencies 71sl annual convention. White Sul-
phur Springs, W. Va.

May 17-21—Annuai Public Radio Conterence, co-

ordinated by National Public Radio. St. Francis
hotel. San Francisco.

May 20-23 -NBC-TV annual affiliates conven-

tion. Hyatt Embarcadero, San Francisco.

May 21-24—National Cable Television Associa-
tion annual convention. Dallas Convention Center,
Dallas.

June 3-6—CBS-TV annual affifates meeting.
Century Plaza. Los Angeles.

June 10-13—American Advertising Federation
annual national conference. J.W. Marriott, Wash-
ington.

June 12-15—ARBC-TV annual affiliates meeting.
Century Plaza, Los Angeles.

June 17-23--16th Internationat Television Sympo-
siurn. Montreux, Switzerland. Information: 41-21-
963-3220.

June 20-23 —National Association of Broadeast-
ers summer beard meeting. Washington.

June 21-25-—Broadcast Promotion and Market-
ing Executives Broadcast Designers Association
33rd annual seminar. Renaissance Center. De-
troit

Aug. 20-23--Cable Television Administration
and Marketing Soctety annual conference. Marri-
ott, Chicago.

Aug. 27-29 Eastern Cable Show, sponsored by
Southern Cable Television Association. Merchan-
dise Mart, Allanta.

Sept. 13-16—~Radio-Television News Directors
Association annual convention. Kansas City Con-
vention Center. Kansas City, Mo.

Sepl. 13-16—Radio ‘89 convention, sponscred by
National Association of Broadcasters. New Or-
leans. Future meetings: Sept. 12-15, 1990, Bos-
ton, and Sepl. 11-14 (tentative), 1991, San Fran-
CiSCO.

Oct. 3-5—Atlantic Cable Show. Allantic City Con-

vention Center, Allantic City, N.J. Information:
(609) 848-1000.

Oct. 5-8—Society of Broadcast Engineers fourth
annual naticnal convenlion. Kansas City, Mo. In-
formation: 1-800-225-8183. Future convention:
Oct. 11-14, 1990, St. Louis.

0Oct. 1216 —MIPCOM, international film and pro-
gram market for TV, video, cable and satellite.
Palais des Festivals, Cannes, France. Information:
Perard Associates, (212} 967-7600.

Oct. 21-25—Sociely of Motion Picture and Televi-
sion Engineers 131st technical conference and
equipment exhibit. Los Angetes Convention Cen-
ter.

Nov. 13-15—Television Burean of Advertising
annual meeting. Century Plaza hotel, Los Angeles.

Dec. 13-15—Western Cable Show, sponsored by
California Cable Television Association. Ana-
heim Convention Center, Anaheim, Calif.

Jan. 3-6, 1990—Association of (ndependent Tele-
vision Stations annual convention. Century Plaza,
Los Angeles.

Jan. 16-19,1990—27th annual NATPE Interna-
tional convention. New Orleans Conventicn Cen-
ter, New Orleans.

Jan. 18-21, 1980—Radio Advertising Burean an-
nuat Managing Sates Conference. Loews Anatole,
Datlas. Future conference: Feb. 1-4, 1991, Loews
Anatole. Dallas.

Jan. 27-31, 1990—National Religious Broadcast-
ers 46th annual convention. Sheraton Washington
and Omni Shoreham hotels, Washington.

Sept. 21.25, 1990-—International Broadcasting
Convention. Brighton Convenlion Center, Brigh-
ton, England.
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No matter how much, or how little, you plan to
spend on your next radio console, you owe
yourself a visit to our booth at this years NAB. We'll
show you something very special - an all new con-

sole which is compact, powerful, versatile and yet
very easy 1o use.

While others have been playing follow the leader
with look-a-likes of our industry standard BMX
Series, we've been busy designing consoles which
stretch our appeal even further.

This is Radiomixer™ and, as with all of our consoles,
its designed to work under the most demanding
conditions. Radiomixer is equipped with the exten-
sive [catures and performance you expect from a
Pacific console, plus a comprehensive Off-Line Mix
Matrix which is sure to be the talk of the show.
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available only at NAB. To take advantage of this valu-
able one-time opportunity, please be prepared to place
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You won't need a crystal ball to see the secrets
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8 March 16—American Women in Radio and
Television, Southern California chapter, meeting
featuring Dr. Irene Kassorla, radio and TV person-
ality. Hyatt on Sunset, Los Angeles.

March 17—Deadline for entries in 12th annual
Hometown USA Video Festival. recognizing “out-
standing local programs produced for or by local
origination and public, educational and govem-
mental access opéerations,” sponsored by Nation-
al Federation of Local Cable Programers. Infor-
mation: (916) 456-0757.

® March 17-18—Radio-Television News Directors
Association regional conference. Boston. Informa-
tion: (202) 659-6510.

® March 19-20—National Academy of Cable Pro-
graming local programing seminar. Radisson Park
Terrace hotel, Washington. Information: (202) 775-
3611.

March 20-Academy of Television Arts and Sci-
ences forum luncheon. Speaker: Howard Stringer,
president, CBS/Broadcast Group. Beverly Hilton,
Los Angeles. Information: (818) 953-7575.

March 21—Awmerican Advertising Federation
spring government affairs conference. Speakers
include Andrea Mitchell, NBC chief congressional
correspondent; Representative Tom Tauke (R-
lowa). and Federal Trade Commissioner Terry Cal-
vani. Willard hotel, Washington. Information: (202)
898-0089.

March 21—"Directing Live Sports,” second in
four-part series of seminars examining "work and
achievernents of television directors in New York,”
sponsored by Musewm of Broadcasting and Di-
rectors Guild of America. Museum, New York.
Information; (212) 752-7684.

m March 21—Cabletelevision Advertising Bureau
sales orientation seminar. CAB offices, New York.
Information: (212) 751-7770.

March 21-23Satellite Broadcasting and Com-
munications Assoctation/STTI satellite communi-
cations trade show. Bally's, Las Vegas. Informa-
tion: (800) 654-9276 or (703) 549-6990.

March 22—Radio station acquisition seminar,
sponsored by Nationa!l Association of Broadcast-
ers. Park Lane hotel, New York. Information: (202)
429-5420.

March 22—Broadcast Pioneers Mike Award din-
ner. Plaza hotel, New York. Information: (212) 586-
2000.

® March 22—National Academy of Television
Arts and Sciences. New York chapter, drop-in
luncheon. Speakers: Phil Beuth, VP, early morn-
ing. Capcities/ABC, and Jack Reilly. executive
producer, ABC's Good Morning America. Topic:
Update on early morning television. Copacabana,
New York. Information: (212) 765-2450

m March 22—Second annual Women in Cable
(New York chapter) "career day." Viacom confer-
ence center, New York. Information: (212) 889-
4670
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Erratams

Feb. 18 story on election of new Corpo-
ration for Public Broadcasting Chair-
man Ken Towery incorrectly linked CPB
action on Inspector General Act with
separate General Accounting Office
audit issue. CPB does not, it said,
lose its status as private nonprofit
corporation as result of IGA.
8]

<itylight Communications, one of two
competing applicants for Fox Televi-
sion's KITV(Tv) Los Angeles, was mis-
takenly characterized as ‘'Hispanic
group™ in Feb. 20 article. President of
corporation is Dennis Hernandez, but
he and cther Hispanic male logether
q0ld just 18.5% of stock. Control (64%)
s now in hands of Lawrence Daniels
Jr.. white attorney. Attorney for Citylight
said company plans to bring in addi-
tional investors. After application is
amended to reflect change of owner-
ship—by March 14—Citylight will be
minority controlled, but not necessarily
Hispanic controlled.

Feb. 27 "In Brief" said Emmis Broad-
casting claimed right to buy both of
independents owned by Outlet Com-
munications affiliate Atlin Communica-
tions. Emmis made offer for wxin(Tv)
Indianapolis, but not Atlin’'s waTL(TV)
Atlanta.

March 23—National Association of Black Owned
Broadcasters fifth annual Communications Awards
dinner. Sheraton Washington hotel, Washington.
Information: Ava Sanders, (202) 463-8970.

® March 23—MTV Networks® local advertising
sales workshop, open to cable systems, intercon-
nects, ad sales/markeling management and ac-
count executives. Crystal City Marriott, Arlington,
Va. Information: Elizabeth Miropol, (212) 944-
4754.

March 24-25—11th annual Black College Radio
convention, sponsored by Collegiate Broadcast-
ing Group. Paschal's hotel, Atlanta. Information:
(404) 523-6136

March 28—"Directing Talk Shows,” third in four-

part series of Seminars examining "work and
achievements of television directors in New York

Museum of Broadcasting and Di-
of America. Museum, New York

sponsored b
rectors Guil

EED IRVINE AND CLIFF KINCAID
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Information: (212) 752-7684.

March 29-—-New Jersey Broadcasters Association
annual managers conference. Rulgers University
Continuing Education Center, New Brunswick.
N.J. Information: (201) 247-3337.

® March 29- Natioual Academy of Television
Arts and Scicnces, New Yark chapter, drop-in
luncheon. Speaker. Winston (Tony) Cox, chair-
man-CEQ, Showtime, on “Cable Month.” Copaca-
bana, New York. Information: (212) 765-2450.

March 29—"Upfront '89,” syndication conference.
fealuring new falt first-run programing. sponsored
by Advertiser Syndicated Television Association
and Ad Age. New York Hilton, New York. Informa-
tion: 1-800-233-3435.

March 29-30—-/{linois Broadeasters Associalion
spring convenlion. Ramada, Springfield, Va.

March 30 —Federal Communications Bar Associ-
ation monthly luncheon, fealuring internalional
lelecommunications panel, including Seth Blu-
menfeld. president, MCI International. Marriolt,
Washington.

March 31—Deadline for enlries in eighth Interna-
tional Radio Festival of New York, honoring “best
radio programs, programing formats and on-air
personalities in the U.S. market and overseas.”
Information: (914) 238-4481.

® March 31—Deadline for applications to Gannett
Center for Media Studies leadership institute, for
“adminisirators and aspiring administrators in
journalism or mass communications educalion."
Information: Shirley Gazsi, (212) 280-8392.

March 31-April 1—California-Nevade AP Televi-
sion and Radio Association convention. Monterey
Sheraton, Monterey, Calif. information: (213) 746-
1200.

March 31-April 2—"Economic Growth and the
Quality of Life,” conference for journalists co-
sponsored by Foundation for American Commi-
nications and Gannelt Foundation. Asilomar
Conference Center, Pacific Grove. Calif. Informa-
tion: (213) 851-7372.

—
April

April 3-5—Central Kducational Neticork annual
conference. Radisson hotel. Toledo, Ohio. Infor-
mation: S.J. Pelers, (312) 390-8700.

April 4—"Direcling Daytime Dramas,” Iast in four-
part series ol seminars examining “work and
achievements of lelevision directors in New York,"”
sponsored by Musewm of Broadcasting and Di-
rectors Gaild of America. Museum, New York.
Information: (212) 752-7684.

April 5—Presentation of Scripps Howard Founda-
tion national journalism awards. Cincinnali. Infor-
mation: (513) 977-3825.

April 5-8 Asian American Journalists Associa-
tion national convention. San Francisco. Informa-
tion: (415) 346-2051.

® April  5-9 National Association of Black
Owned Broadeasters 13th annual spring broad-
cast management conference. Saddiebrook Re-
sort, Tampa. Fla. Information: Ava Sanders. (202)
463-8970.

April 6—53rd annual presentation of Ohic State
Awards banquet/ceremony. National Press Club,
Washington. Information: (614) 292-0185.

April 6-7—Sixth annual minorily career workshop.,
sponsored by Futernational Rudio and Television
Society and IRT Foundation. Viacom conference
center, New York. Information: (212) 867-6650.

April 6-7—"Cable Television Law: Dealing with
the New Challenges.” seminar sponsored by
Practising Law Institute. Hyalt Regency, San
Francisco. Information: (212) 765-5700.

April 9-11—Public television annual meeting,
jointly sponsored by Public Broadcasting Service
and Netional Association of Public Television
Stations. Sheraton Harbor Island East, San Diego.
Information: (703) 739-5082.

OpenuMike

Cable’s contribution

EpiTor: [ read with interest Senator How-
ard Metzenbaum’s Feb. 13 "'Open Mike™”
urging broadcasters to find air time to fight
illiteracy. Adult illiteracy is a national dis-
grace. Fortunately, there are concerned
people in the communications business who
arc addressing the issue.

Early in 1986 (before ABC/PBS Project
Literacy), American Cablesystems Corp.
launched a campaign to combat adult illiter-
acy and promote reading among children.
Cable systems across the country raised
thousands of dollars for local literacy orga-
nizations, schools and libraries. The tele-
vising of local and national PSA's, local
talk shows and documentaries resulted in
hundreds of referrals and new volunteers.
Adults embarrassed to admit illiteracy im-
proved their reading skills through a 26-part
mstructional program cablecast on local ca-
ble channels, with accompanying instruc-
tional material available at the local library.

Three years later, the program lives on.

The former American (now Continental)
system in Pompano, Fla.. recently received
a citation from then-President Ronald Rea-

gan for involving 17,000 students in its
“Reading Across Broward County" pro-
gram. In addition, several of Continental’s
New England systems currently produce
award-winning reading programs for chil-
dren. A few months ago. our system in Los
Angeles was honored for its leadership role
in Time Inc.’s **Time to Read'" program, a
volunteer tutorial program for high school
students.

A cable operator's business is defined by
the local community the operator serves.
Cable employes know their customers.
They live next door to them. It is this kind
of “*localism’” that has made cable televi-
sion such an effective medium in the litera-
cy communily service program.

Our cable systems have been able to tai-
lor literacy programs to local issues and
provide the community with unique re-
sources (0 communicate its message—Ilocal
community channels and local television
production facilities.

I should mention one more thing about
the literacy program. We also encouraged
people to turn off their television sets for
one hour a day and read.—Nancy B. Lar-
kin, vice president for corporate communi-
cations, Continental Cablevision, Boston.

There's one news analysis program considered “can’t miss” by Washington officials.
The McLaughlin Group.

Among its chief assets are the wit and intellect of John McLaughlin, Eleanor Clift,
Fred Barnes, Morton Kondracke, Pat Buchanan and Jack Germond.

They provide insightful, often prescient, political commentary on the most up-to-
the-minute develogmems. Often with heated exchanges.

Sotuneinto T
contagious.
Made possible by a grant from GE.

e McLaughlin Group. It's comprehensive, contentiousand. ..

THE MCLAUGHLIN GROUP

F6

Check your tocal listing for station and time.

We bring geod things to fife.
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A sports television commentary by Arnold P. Lutzker, Dow, Lohnes & Albertson, Washington

s we head into spring, sports on

television heats up. New baseball

pennant races begin, college and
professional basketball and hockey champi-
onships are all on the line. The best way to
give viewers tastes of the action is to clip
highlights. However, broadcasters and ca-
ble programers should be aware that there
are limitations, principally under the Copy-
right Act (the act), on the use of such
highlights.

The act, which grants the copyright own-
er of a television program the exclusive
right to broadcast, also provides that unau-
thorized use may be deemed *‘fair use’’ in
certain circumstances. The fair use doctrine
allows use of copyrighted works for pur-
poses such as criticism, comment, news
reporting, teaching, scholarship or re-
search. In determining whether the use
made of a work in any case is fair use, the
factors to be considered include the purpose
and character of the use, the nature of the
work, the amount and substantiality of the
work taken and the effects upon the poten-
tial market or value of the copyrighted
work.

In the case of retransmission of sports
highlights, the station’s motive is largely
commercial. The U.S. Supreme Court has
stated that the unauthorized reproduction of
a copyrighted work for a commercial or
profit-making purpose is presumptively un-
fair. However, commercial motivation does
not entirely preclude a finding of fair use; a
court must also consider whether “‘the al-
leged infringer copied the material to use it
for the same intrinsic purpose for which the
copyright owner intended it to be used.”
Under this analysis, one could argue that
the purpose in retransmitting portions of
game broadcasts is sufficiently distinct
from the purpose underlying the initial
broadcast, and that the retransmitting sta-
tion is not in competition with the copyright
owner.

Also relevant is whether the copyrighted
work is primarily creative or informational.
The defense of fair use generally is given
broader scope when the work at issue is
informational in nature. And if the high-
lights are shown as part of the station’s
regular coverage of sports news, the re-
transmission’s fair use status is enhanced;
this would be particularly true if the re-
broadcasting station included analysis of or
commentary on the game. However, if the
game highlights are shown as part of a
program with more ‘‘entertainment’’ than
“‘news’” value, it becomes more difficult to
characterize the unauthorized use as fair.

By way of example, several years ago a
federal court found that a cable programer’s
retransmission of game highlights taped
from a television broadcast did not consti-
tute fair use, In that case, ESPN rebroad-
cast sports highlights, approximately two

“Spring can be a
great time to
highlight sports
events on
television, but the
cautious
broadcaster
should think
before he or she
runs the tape. If
you are airing a
sports highlight
without a written
agreement, keep
the highlights as
short as
possible."

minutes or less in length, in its sports pro-
gram. The court’s rejection of the fair use
defense in the ESPN case was colored by
several factors, including the defendant’s
status as an entertainment programer,
ESPN’s use of clips of as much as two
minutes in length, and evidence that the
copyright owner had offered to authorize
ESPN to use highlights of its game tapes in
return for a fee and a compliance with cer-
tain other conditions.

Any fair use analysis requires examina-
tion of both the quantity and quality of the
infringing use. Generally, the greater the
amount of the original material used (i.¢.,
the more substantial the appropriation from
the copyrighted work), the less likely fair
use will be considered a defense, In addi-
tion to the percentage of the original used,

Broadcasting Mar 6 1989

courts review the significance of the materi-
al. For example, in the ESPN case, the
court found that while the game excerpts
used by the defendants in the case were of
relatively short duration (approximately 2
minutes), the importance of the highlights
was determinative. In most cases, if the use
is held to be substantial, the fair use defense
will be rejected.

Some courts and commentators consider
the impact of the use on the marketability of
the original to be most important in the fair
use determination. The potential for harm
to a copyrighted work arises if the defen-
dant’s use would tend to diminish the sales
of the plaintiff’s work, interfere with sales
or fulfill the demand for the original. Espe-
cially if a work has not yet been published,
courts will consider an unauthorized use to
be unfair.

With regard to the rebroadcast of sports
highlights, one might argue that the impact
of the retransmission on the copyrighted
work is minimal because the value of the
originating station’s exclusive contract to
broadcast the games lies largely in the fact
that the games are televised live. Once the
game is over and the results are known,
fewer viewers would be interested in seeing
an entire tape of the action. Nevertheless,
highlights have a separate marketability,
and sports franchises have become more
aggressive in their protection of copyright
rights. Careful attention to rights clearance
and content are the proper watchwords.

One other issue which arises involves
Section 325(a) of the Communications Act.
This rule, which applies only to broadcast
licensees, prohibits a station from rebroad-
casting any part of a program of another
station without the express authority of the
originating station. While probably best
read as incorporating the Copyright Act’s
doctrine of fair use, the impact of Section
325(a) on unauthorized use of game high-
lights has never been authoritatively re-
solved.

Also, other limitations imposed upon the
rebroadcast of sports highlights should be
noted. The NFL and Major League Base-
ball, for example, have written policies on
use of highlights by stations. Last year
MLB began scrambling backhaul feeds.
Fees are charged not for the use of high-
lights, but for the unscrambling equipment
and services. For many broadcasters, this
was a technical distinction without much
difference, because new costs were in-
curred to secure game highlights.

Spring can be a great time to highlight
sports events on television, but the cautious
broadcaster should think before he or she
runs the tape. Remember, if you are airing
a highlight without written agreement, keep
the highlights as short as possible (10-15
seconds is safest), and when in doubt, con-
tact your counsel. “
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Sometimes overnight is

absolutely, positively too late.

We're not knocking the other guys, but some-
times you need to get it there right away The very
same day. Today, not tomorrow.

With TWAs Next Flight Out™ delivery service,
you're in business.

Even as you read this, TWA planes are about to
take off. We can make sure your small package is on
the next flight out to any one of over 100 U.S. cities.
And we'll deliver it door-to-door or airport-to-airport.
Same day Seven days a week.

We'll give you our money-back guarantee and
Frequent Flight Bonus miles, too (exciting details
when you call).

We also deliver next day to Europe and second
day to the Middle East.

So for anything up to 70 pounds domestic and
50 pounds international, just call the 800
number. It's that easy. It's not
that expensive. And
most of all, it's fast
—very very fast.

1-800-638-7380

For information or
immediate pick-up,
ask for Agent 152.
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The Minority Broadcast
CareerTraining Program (MBCTP)

B Sponsors:

A new initiative for college graduates by the National Association of
Broadcasters, the Radio & Television News Directors Association, the
Broadcast Education Association, and Advisory Committee members:
Association for Education in Journalism and Mass Communication, Na-
tional Association of Black Joumalists, National Association of Hispanic
Journalists, Asian American Journalists Association, Native American
Press Association, and the Native American Public Broadcasting
Consortium.

B How it Works:

Qualified minority college graduates are identified and placed in selected
radio or TV stations to work in designated salaried entry level news posi-
tions for 12 months. Mentors will be assigned to MBCTP trainees for pro-
fessional guidance during the program. At the end of the 12-month pro-
gram, the broadcast statiocn will have an opportunity to make an offer of
regular employment to the trainee.

B Who Qualifies?

Minority college graduates (persons classified as Black, Hispanic, Asian or
Pacific American, Native American or Alaskan) are eligible. Program can-
didates are eligible up to 12 months after college graduation. Although the
program is designed especially for graduates of communications or jour-
nalism schools or programs, minority graduates of other courses of study
(e.g. business, advertising) will be considered.

B How to Apply:

College seniors should call the National Association of Broadcasters
(NAB) at 202-429-5498, or write to: Minority and Special Services, National
Association of Broadcasters, 1771 N Street, N.W., Washington, D.C.
20036-2891

Be sure to specifically request an application for the MBCTP. Deadiine is
May 1, 1989.
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TOP OF THE WEEK
g

Feb. sweeps: NBC wins, CBS a strong second
-

Lonesome Dove’s Anjelica Huston
and Robert Duvall: CBS went
West and wound up striking ratings
gold during the February sweeps

Victory is NBC’s fourth in a row; CBS is
propelled by ‘Dove’ to solid win over ABC,;
Fox getting good results from Sunday lineup

While Lonesome Dove galloped away with critical and popular
programing atlention. giving CBS a much-needed boost. NBC won
its fourth consecutive sweeps race in February (following May.
July and November 1988). its I5th win in the past |6 sweeps
peniods. NBC scored significant margins ot victory in virtually all
areas of competition. followed by CBS in second pluace and ABC in
third.

According to Nielsen figures provided by NBC, ihe number-
one network came in with a 16.3 rating/26 share during prime
time Feb. 1-28, an approximation of what the complete figures
will be when they appear in late March. according to Gerald
Jaffe. NBC vice president, sports rescarch. CBS puiled a
14.7/23, and ABC had a 12.4/20. NBC led CBS by 1% and
ABC by 31%.

Nielsen numbers provided by CBS for all programs. comparing
February 1989 with the same period last year, show CBS's 14.9 up
8% from 1988’s 13.8, NBC's 16.3 up 2% trom 1988"s 16.0 and
ABC’s 12.3 down 29% from last year's 17.4. CBS figures also
showed U.S. homes using television (HUT) totals for this February
down to 63.2 from last vewr’s 64.4. the three-network audience
ratings down to 43.5 from 47.1. and the three-network share down
o 68.8 from 73.1.

NBC showed itself taking four nights—Monduay. Tuesday
(tied with ABC), Thursday and Saturday—while finishing last
only on Friday. CBS won Wednesday and Sunday. finishing
third on Monday and Tuesday. ABC won Friday (tor the first
time since 197Y, according to Alan Wurtzel, ABC’s senior vice
president, marketing and research services) and Tuesday (a tie
with NBQ), finishing last on Wednesday. Thursday. Saturday
and Sunday.

Rankings for February mini-series clearly demonstrated how
CBS's western was one. The eight-hour Lonesome Dove. with a
26.1/39. shot down the competition, NBC's four-hour From the
Dead of Night. with a 14.4/22 and ABC's four-hour Passion in
Paradise, scoring a 12.2/20.

NBC had five of the top 10 programs—7he Cosby Show, A
Different World. Cheers, The Golden Girls and Emply Nest—and
demonstrated its ““depth of scheduling,”” according to Jaffe, by
placing in the top 20 on five different nights. (Figures provided by
the three networks sometimes vary, according 10 CBS senior vice
president David Poltrack, because of different computer updating
schedules and procedures.}

NBC’s regular programs, constituting 88% of its schedule, beat
those of CBS by 15% and ABC by 29%. while its new programs
edged CBS’s by 47% and ABC’s by 26%. **New shows are the
building blocks of the future,”” said NBC's Jaffe, who believes
these numbers bode well for next season

On the made-for-television movie front, NBC’s six entries
edged the five of CBS, with an average 16.1 compared to 16.0.
ABC had only Get Smart, Again. and averaged 13.7. With the
presentation ot David Letterman’s seventh anniversary show,
NBC also had the number-one special tor the February sweeps.
showing an 18.2/29, as well as capturing the number-five slot
with Friday Night's Main Event. Specials two through four, The
Grammy Awards. Miss USA Beauty Pageant and Whal's Alan
Watching?, all belonged to CBS. ABC once again had a single
entry, Beverly Hills’ 75th Amniversary, which tied tor 10th and
last place.
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] Number one NBC's number one ‘Cosby’

Numbers from NBC ulso showed it solidly ahead of CBS and
ABC in prime time standings among adults 18-49 (25% over CBS,
26% over ABC) and adulis 25-34 (15% over CBS. 27% over
ABC). It also led in terms of regular program performance (among
adults 18-49. 28% ahead of CBS. 22% over ABC: adults 25-54,
19% over CBS. 24% over ABC).

NBC-owned stations also beat CBS and ABC in prime time in
six major markets rated by Arbitron. New York (NBC, [4.9;
CBS, 11.3; ABC. 12.8). Chicago (NBC, 15.8; CBS, 11.4;
ABC, 15.1), Los Angeles (NBC, 14.0; CBS, 10.4; ABC. 10.5).
Denver (NBC, L5.2;: CBS, 12.7: ABC, 12.8). Cleveland (NBC,
16.9; CBS. 15.5: ABC. 14.7) and Miami (NBC, 13.5; CBS, 7.6:
ABC. 10.7).

**We had a disappointing sweeps.’” acknowledged Alan Wurt-
zel. ABC senior vice president, marketing and research services,
citing as particular problems Thursday and Saturday nights and its
hour-long shows. On the plus side, ABC has Roseannre. *‘the only
bona fide hit of |ABC's] new season, " according to Wurizel. (The
network recently moved it from Wednesddy t0 Tuesday, and on
Feb. 28 the show helped give ABC its best Tuesday night of
regular programing this season, winning prime time with an
18.7/28.)

ABC also moved The Wonder Years 10 Tuesday at 8:30, and it
had its best night of the season Feb. 28 as well. Wurtzel hopes that
the Years move will continue 0 improve its performance by
attracting a larger segment of the youth audience, with whom the
show is popular. Wurtzel also explained that the recently intro-
duced 3onday Mystery Movie. which will have to move for foot-
ball in the fall, could be a **major factor’’ in helping to support new
programing. *“The key to network performance is regular series
programs.” " said Wurtzel, who predicted that the race for second
place at season’s end ‘"will be tight between us and CBS; we’re
getting closer and closer. ™

According to Poltrack, the prime time sweeps story for CBS was
“recovery. momentum and growth.”” Improvement was not limited
to Lonesome Dove. he said, and CBS now was closer to the first-
place network than the third-place network for the first time in
“‘about six”’ sweeps. About 83% of CBS’s programing showed an
improvement over the fourth quarter, Poltrack said. compared to
NBC's 78% and ABC's 52%. indicating that NBC and CBS
recovered most strongly from last year’s writers™ strike.

1 TOP OF THE WEEK L[ —

ABC's bright spot, ‘Roseanne’

“*One of the statistics 1'm most pleased to report.”” said Poltrack,
was CBS’s ability to deliver the number-one lead-in to affiliates’
news during the 10:30-11 p.m. period Monday through Friday.
“This 1s probably the biggest gift we can give them.”” CBS scored
a 15.5/26, to NBC’s 14.2/25 and ABC’s 11.8/20. CBS also in-
creased its leadership position during daytime (10 a.m.-4:30 p.m.).
while NBC and ABC are down from the comparable period last
year. In 1989, CBS had a 6.3 versus 1988's 6.0: NBC had a 4.7
versus a 5.3. and ABC had a 3.8 versus a 6.3. Numbers for
network news for the most recent four weeks show CBS's 11.7
running ahead of last year's 11.4. NBC also mimproved its news
rating, scoring an 11.1 in 1989 over 1988's 10.4, while ABC
dropped from last year’s 11.8 to an 11.4.

Poltrack also feels that the Pat Sajak Show, introduced in Janu
ary. ‘“‘has taken the best shot NBC can give it** and held its own
against the competition, particularly Johnnv Carson. “*We're not
playing to be in second place™” for the end of the season, Poltrack
said. “We’re playing for next year.”’

February ratings figures provided by CBS for all viewing choices
showed 1989 numbers up in prime time over |988 for all segments
but the networks. NBC. CBS and ABC combined for a 43.4 this
year. as opposed to 47.0 for 1988. Independents scored a 9.1
versus last vear’s 8.9, while superstations showed a 3.5 versus 3.2.
PBS's 2.6 increased from [988's 2.4. while cable origination
jumped to 7.3 from 5.9. Pay services ratings were up in 1989 10 3.8
from 1988’s 3.6.

At the same time, according to Jaffe, an equal number of people
are watching the networks during the course of a week as were
tuned in 10 years ago. *The same number of pcople now come to
the networks’ parties, " he said, “*but now come a little less often.
A look at network reach for the full week of February 6-12
(Lonesome Dove week) indicates 93.7% of houscholds tuned in to
the threc networks, including 87.2% of adults between the ages of
25 and 54. Jaffe said the household number was about 95% 10
years ago.

CBS provided numbers showing Fox's 1989 Februarv perfor-
mance up significantly to a 6.3/10 over last year’s 3.7/6. Married
With Children moved 1o an 11.7/17 from 19887s 5.2/8. making it a
solid programing hit, with its other Sunday night shows, including
America’s Most Wanted, 21 Jump Street. The Tracey Ullman Show
and Duet, all showing increases. 8]
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1 TOP OF THE WEEK

: TVB spot forecast for '89: up 3%-5%

While going is steady, some observers
see possibilities for increase;
sales going well in top three markets

Agency buyers last week were projecting a
calm spot marketplace for 1989. Results
continue to vary significantly by market,
with the top three {(New York, Chicago and
Los Angeles) said to be doing well. So far,
the average of marketplace activity sug-
gests, said the agency executives, that 1989
results would be up little from 1988, itself a
disappointing Olympic year. Still, there
were several unknowns and those com-
menting said that larger gains were still
possible. The agency views were generally
confirmed by several other marketplace ob-

rector of spot buying for FCB/Leber Katz
Partners: ‘‘Some time about six or nine
months ago. there was a shifting of dollars
and that could be an insecurity on the part
of advertisers about the economy. What
may be going on is really a delay tactic,
with advertisers waiting to get some signals
from the new administration. Spot televi-
sion, because it is a flexible fund, can be
used that way.”

Robert Mitchell, senior vice president,
director of local market media for
Lintas:USA, said that in the second quarter
he was keeping watch on two uncertainties:
“One is that network television is pretty
well sold out. If advertisers then move
some of their network money into spot that

TVB's Moll
servers and participants.

So far, the first-quarter activity indicates
a growth rate of 3%-5%, according to the
Television Bureau of Advertising’s **flash
report,”” based on a survey of 52 major
station groups. That number. roughly the
same as TVB’s projected spot growth for
all of 1989, is equal to or slightly below
what economists are predicting inflation to
be for the year.

But the first quarter numbers are good
news, said TVB President Bill Moll, who
noted that in the preceding fourth quarter
“the bottom fell out in the last six
weeks...anything would be an improve-
ment.”’

Each of the three largest markets appear
to be selling well. Agency executives wish-
ing to buy time in Chicago and Los Angeles
said they were having difficulty because of
heavy political advertising—both cities are
having local elections. Other markets show-
ing strong sales included San Diego, Cin-
cinnati and Columbus, Ghio.

Energy-based economies were still said
to have plenty of availabilities. According
to the TVB survey. below-average regions
of the country included New England, the
Middle Atlantic and South Atlantic. Stron-
ger-than-average regions included the Pa-
cific Northwest, South Atlantic and East
South Central.

Uncertainty about the economy not only
confused the outlook for spot, but may ac-
tually be holding back spending, according
to Walter Reed. senior vice president, di-

i
FCB’s Reed

could really help things take off. On the
negative side, | am taking a look at rising
interest rates, which could slow down con-
sumer spending and thus the heavy retail
business we saw in March.”

Short-term interest rates. which many
economists are predicting to decline by the
end of the year, could have a temporary
eftect on automobile spending as well. Jack
Deitchman, senior vice president of Ogilvy
& Mather, noted that spot has recently been
dependent on the auto category: *‘The auto-

DMB&B's Lalik

mobiles have really been probably the hot-
test category in spot for the last couple of
years. If it wasn't for the autos. things
would be in worse shape.™

Agency buyers responded cautiously to
the new marketing efforts being undertaken
by rep firms. Sharon Lalik, senior vice
president, D'Arcy Masius Benton &
Bowles: “*We are seeing stations trying to
entice larger shares by offering merchandis-
ing shares and special promotions. So far
we have looked at a lot of these, but haven’t
taken advantage of too many. A lot of these
are promotionally oriented so it is tough to
find the efficiencies from a strictly media
point of view.”

Lintas:USA"s Mitchell said: **They have

/Y
Group W Sales’ Goldman

a lot of appeal to our clients in general, but
most of our clients don’t like long-term
commitments, not even six months. The
added value has to be greater these days
since advertisers have more of a short-term
“retail”” orientation than they did a couple
of years ago.”

Moll said TVB is projecting a 4%-6%
increase for the second quarter. Getling
those dollars will involve extra work, said
Ed Goldman, president of Group W Sales.
“‘We are trying to be creative.’” o

TV advertising close to $25 billion

Total television advertising expenditures reached $24.9 billion in 1988, up 7.1%
over 1987, according to the Television Bureau of Advertising.

In a breakdown of different advertising categories, network television advertising
grew 8.7% to $9.6 billion; local advertising increased 6.4% to $7.3 billion; national
and regional spot expenditures grew 4.4% to $7.1 billion, and national syndication
advertising jumped 18.1% to $900 million.

Automotive advertising, exciusive of dealer ads, grew 19% to $2.6 billion for the
combined network, spot and national syndication markets. Car and truck advertis-
ing in these categories is approaching the level of the number-one advertiser group,
food and food products, which grew 2% to $2.8 billion in 1988.

The top network television advertiser was General Motors, estimated to have
spent $443.4 million in 1988, up 62% from the year before.

In ail advertising vehicles, the biggest percentage gainer was political advertis-
ing, driven by the election year. For example, estimated local political advertising—
exclusive of regional spot--grew 488% from 1987 figures, to $146.5 million.

TVB compiles figures for locai television advertising and for national and regional
spot expenditures from station surveys. Data for network television and national
syndication are compiled by Broadcast Advertisers Reports.
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USTA: Telco-cable issue here to stay

Telephone association’s Sodolski
says campaign to convince Congress
to drop ban against telcos offering
cable is picking up steam; association
releases survey showing most cable
subscribers want competition

A week after National Cable Television As-
sociation President James Mooney told
Wall Street analysts in New York that the
telephone industry’s efforts to ¢liminate the
statutory ban against telephone companies
offering cable services were ‘‘going no-
where’” (BROADCASTING, Feb. 27), United
States Telephone Association President
John Sodolski told reporters in Washington

/

Sodolski at press conference

such efforts would accelerate.
*‘This issue is not going to go away,”

Sodolski said at a press conference last

Thursday at USTA headquarters. *‘It’s go-
ing to get bigger as it rolls down the hill
....Keep an eye on it. I think you will see
the pace quicken.™

Sodolski said the groundwork for
USTA’s campaign to convince Congress to
do away with the ban is ‘‘about complete,”’
but he declined to say how or when it would
be launched. **We are doing what we be-
lieve is sufficient right now,’" he said.
“*The timing or the nature of what might
happen is a tactical question that I don't
want to discuss.™

The press conference was scheduled to
release what Sodolski called ‘‘another
building block for the foundation for the

The evolution of cable’s anti-telco strategy

The National Cable Television Association board, meeting in Los
Angeles in January 1988, began formulating a battle plan to meet
the regulatory and public opinion advances the telephone com-
panies were making to gain entry into the cable business.

NCTA officials have since been tight-lipped about the evolving
stalegy and plans for implementing it. But a clear pattern has
emerged over the past 12 months and it shows an industry active
in forging alliances, lobbying regulators and lawmakers, counter-
ing telco rhetoric and repeatedly warning about the dangers of
telephone company entry.

NCTA President James Mooney. the point man in cable's effort,
went to Walt Street two weeks ago to reassure cable securities
analysts that the telco threat is not as great {or at least not as
immediate) as some press accounts would suggest. But, he said,
"we won't relax until this issue is under the political equivalent of
10 feet of concrete.”

Cable operators have good reason to keep telephone compa-
nies out of the television business. In the era of rate dereguiation
brought on by the Cable Communications Policy Act of 1984,
cable has flourished. As subscriber fees have risen, so has
revenue, cash flows and sale and stock prices.

Another reason for the prosperity is that few cable systems
face direct competition. Not surprisingly, cable wants to avoid
competition, especially from the telephone industry. Cable main-
tains that telcos would be unfair competitors because of their
ability to subsidize their competitive cable business with reve-
nues from their regulated monopely telephone business.

There are substantial barriers to telephone companies provid-
ing cable services in the same place they offer telephone service.
The Cable Act explicitly prohibits it, and the consent decree or
modified final judgment that ended the government’s antitrust
action against AT&T forbids the regional Bell operating compa-
nies from providing cable or other “information services.”

The BOC's have been pushing in the courtroom of federal
district court judge Harold Greene to relax the line-of-business
restrictions for the past few years. The FCC put the Cable Act
prohibitions in play in 1987 when it opened a proceeding ques-
tioning the need for them. That proceeding led to the agency’s
tentative decision in July 1988 to recommend to Congress repeal
of the ban and to delete its own redundant rules.

The NCTA has mobilized resources unmatched since 1984,
when it made the last big push for passage of the Cable Act.
Although other issues sometimes move to the top of the NCTA
agenda, notably home satellite legislation and syndicated exclu-
sivity, telco-cable has been the dominant issue since the January
1988 meeting.

At its board meeting last September, the NCTA board voted for
a dues surcharge amounting to more than $1 million a year and

earmarked the funds for the anti-telco campaign. NCTA is not
saying where the money is going, but much of it is likely allocated
to the association's growing ranks of outside lawyers and lobby-
ists.

The NCTA and its members are also continuing to pour 10's of
thousands into the coffers of key congressmen and senators.
During the last session of Congress (1987-88), the political action
committees of NCTA and member companies contributed about
$500,000 to lawmakers. The 1987-88 figures do not include
individual contributions by cable executives.

The most public aspects of NCTA's anti-cable strategy have
been its efforts to win powerful allies and counter the telcos’
claims that they alone can bring the benefits of fiber optic tech-
nology to the public, namely high capacity cable systems offer-
ing an abundance of pay-per-view choices and high-definition
television.

NCTA has some natural allies in its efforts to preserve the line-
of-business restrictions on the RBOC's, notably the American
Newspaper Publishers Association and AT&T and other long-
distance carriers. They, like cable, fear unfair, subsidized com-
petition from the BOC's. But it has had to work for not-so-natural
allies like the Consumer Federation of American and the broad-
casters.

NCTA has tried to convince the National Association of Broad-
casters that broadcasters and cable operators have a common
interest in keeping the telcos out of the cable business. The
phrase "telco TV" was slipped into the lexicon last September at
the Eastern Cable Show by NCTA executive committee member
and Cox Cable President James Robbins. Robbins warned that
telcos "want to be in the television business as programers, not
just as transmission conduits.”

If nothing else, the NCTA has helped make the NAB extremely
wary of the telephone companies. After listening to NCTA and
telephone representatives, NAB President Eddie Fritts warned
that telco entry may not be in the best interest of broadcasting
(BROADCASTING, Sept. 12, 1988). NAB subsequently has asked
the FCC and Congress to take a go-slow approach to the issue.

That NAB has listened to NCTA's telco concerns is reflective of
the positive relationship they have built over the past year in their
negotiations to come up with a must-carry law requiring cable
systems to carry some local broadcast signals.

NCTA's relationship with the Association of Independent Tele-
vision Stations has been strained by disputes over must carry
and other issues, and it shows in INTV's attitude toward telco
entry. Unlike NAB, it has been trying to hammer out terms under
which its members could support telco entry.

Another group NCTA has worked hard to bring into the fold (or
at least prevent from joining the telcos) is the National Associa-
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platform fram which we are going to launch
the thrust for geuing the restrictions re-
moved'—that 1s, the results of a USTA-
commissioned survey that (ound the major-
ity of cable subscribers favor permitting
telephone companies to compete with their
cable systems.

"Al the appropriate time, we are going
10 be moving into the Congress and educat-
ing them about the issues.”” said Ward
White, vice president. government and
public aftairs. —*This survey is obviously a
move in that direction.”” he said. The first
guestion a member of Congress is going 1o
ask is, he said,” "How does it affect my
constituents?” and this survey can help an-
swer that question.”™

The association’s first order of business
is to persuade the FCC to aflirm last sum-

mer’s tentative decision to recommend (o
Congress repeal of the ban. said White.
““That’s the major tocus right now.’
Whether the FCC will ever affirm the
decision was thrown in doubt last January
when Commussioner James Quello publicly
began second-guessing his vote in favor of
recommending repeal. Quello. one of three
current members of the commission. holds
the swing vote on the issue. Chairman Ben-
nis Patrick strongly favors repeal. while
Commissioner Patricia Dennis is set against
it. Until Patrick is certain of Quello’s vote,
he is unlikely to bring it up for a vote.
Despite Quello’s  uncertainty,  White
suid, USTA does not think FCC action is a
“lost cause,”” as one reporter suggested.
Quello *"just raised some questions that
need to be answered. and thev will be an-

swered,” he said.

Another FCC proceeding that is likely to
delay the telephone industry’s telco-cable
campaign on Capitol Hill is the agency’s
proposal to substitute so-called price caps
for rate of return regulation of AT&T and
focal telephone companies. The FCC is ex-
pected at its March 16 meeting to adopt
price caps for AT&T. but put off tor several
months action on price caps for the local
companies so it can further refine the pro-
posal. USTA’s membership comprises lo-
cal companies who strongly support price
caps and have made their adoption their
number-one priority. *‘Price caps are a big,
big item that has everybody's attention right
now,"” said Sodolski after the press confer-
ence.

Neither Sodolski nor White conveyed

tion of Regulatory Ulility Commissioners, which represents state
regulators of tetephone and other utilities. Just lasl week. NARUC
handed cable a small viclory, tabling a resolution endorsing
cable entry.

NCTA needs help among the local and state regulators. The
National League of Cities has adopted a resolution calling for
telco competition under certain conditions, and the U.S. Confer-
ence of Mayors is headed in the same direction.

NCTA concedes that the telcos got the upper hand in the
public relations battle last summer. Forbes magazine ran a piece
last September that extolied the virtues of fiber oplics and implied
that only telephone companies could deliver the technology.

The Forbes article hit at a bad time—when cable stocks were

Mooney

reeling from the FCC's tentative call for repeal of the telco-cable
ban and Wall Street was beginning 1o wonder about the future of
the medium. Stock prices for American Television & Communica-
tions, Jones intercable and Tele-Communications Inc., which hit
eight-month lows in August, had a tough time rebounding. Cab-
levision Systems, Comcast, United Artists and United Cable all hit
eight-month lows in November

NCTA responded in speeches and interviews, asserting that
telco had no lock on fiber technology, HDTV or any other video
service. In a speech before the Washington Metropolitan Cable
Club in January, Mooney called the telcos' arguments “a scam
premised not on lechnological wizardry, but on their own internal
lechnological imperative

The cable industry has backed up the rhetoric with action. A
number of companies have made highly publicized announce-
ments about fiber tests. TCI, in November, announced the results
of a successful test in Dallas and plans for further rollout of fiber
in 1989. Jones Intercable has announced fiber-coaxial upgrades
in several systems. In all, NCTA said 12 of the top 15 MSO's had
fiber under acitive sludy

Of course, the principal thrust of the NCTA's strategy is just
good old-fashioned lobbying on Capitof Hill and at the FCC. In
addition to usual one-on-oné meetings with lawmakers, NCTA
invited more than a dozen congressmen and senators to Los
Angeles for a "seminar” in which cable executives talked of
cable's interest in fiber and HDTV, making the point, al least
implicitly, that there was nothing to gain from allowing the telcos
in the television business. The seminar was part of an all-ex-
pense-paid weekend for the congressmen centered on the ACE
Awards and related festivities

NCTA's work on the Hili is preemptive since the telephone
industry has yet 1o begin actively iobbying members on the issue.
The telcos’ number-cne priority loday is to push the FCC to adopt
the proposed price caps as a substitute for rate-of-return regula-
tion.

From cable's perspective, the latest news from the FCC is
good. FCC Commissicner James Quello two months ago issued
a stalement second-guessing his tentative vote for repeal of the
ban and indicated that he may not vote for it again. He represents
the swing vote on the issue. Until FCC Chairman Dennis Patrick,
who favors repeal, can count on Quelio's vote, he will not bring
the issue up for another vote.

Mooney told the securities analysts that the telcos' interest in
the cable business would fade as soon as price caps are adopt-
ed. After price caps, he said, they will no longer have an incen-
tive to spend billions of dollars to install fiber solely to offer video
and compete with cable.

Itis an interesting theory, but, as Mooney's statement about the
‘political equivalent of 10 feet of concrete™ and NCTA's ongoing
campaign attests, neither Mconey nor the industry is pulling
complete faith in it

Rrnatrashing

Mar A 19RQ




TOP OF THE WEEK [

any sense of urgency in their discussion of
their telco-cable plans. Indeed. Sodolski
suggested that events may be moving 100
tast. The public debate over telco entry was
triggered by the FCC, but it was fueled by
the press and interest in high-definition tele-
vision. he said. ~"This whole 1ssue has
picked up a speed and momentum that we
didn’t expect as recently as 15 or 18 months
ago,” he said. "It has caught fire maybe
too much.””

The Cable Communications Policy Act
of 1984 prohibits telephone companies
from owning cable systems in their tele-
phone service areas. The regional Bell op-
eraling companies are also blocked from
entering the cable business by the 1982
modified final judgment that ended the gov-
ernment’s antitrust suit agamst AT&T,
spun off the RBOC’s trom AT&T and im-
posed business restrictions on the RBOC's,
including restrictions on providing cable
and other ““information services.”’

The telephone industry has been testing
the barriers 10 telco entry into ¢able for the
past vear. and the cable industry has re-
sponded with a vigorous, multifaceted ef-
fort to shore them up. At a meeting with
sccurities analysis sponsored by Goldman
Sachs. NCTA's Mooney reassured the ana-
lysts that the barriers would not come tum-
bling down. Key congressional leaders ex-
pect “‘no likelihood of legislation touching
the so-called telco-cable rule to be seriously
considered in the foreseeable future,”” he
told them.

Mooney also said the local telephone in-
dustry’s interest will end as soon as the

FCC adopts price caps for them. With price
caps. they will no longer have the incentive
to build ““gold-plated™ fiber optic networks
to provide integrated video and voice ser-
vices as thev now do under rate of return
regulation.

For CNN. Kennan Research & Consult-
ing Inc., New York, surveyed voters in the
week leading up to the general elections last
November to ascertain their preferences in
the presidential election and certain con-
gressional races. And for USTA, it asked
the more than 6.000 voters who subscribed
to cable several additional questions on the
relative merits of cable and telephone ser-
vice and the desirability of competition in
cable. (Although the report indicated both
CNN and USTA questions were asked dur-
ing the same phone call. KRC said later that
in nearly all cases. the telco questions were
asked in separate phone calls.) To confirm
the November results, Kennan asked 600
cable subscribers in a separate survey the
same questions two weeks ago.

The survey found that most cable sub-
scribers (53% of the November sample and
56% of the February sample)} feel they
would be ‘‘much better off™* or *'slightly
better off*’ if there were two companies
from which they could order service. And,
it found, comparable percentages of sub-
scribers believe that local telephone compa-
nies ““should be permitted to offer cable TV
service in competition with...[their] cable
TV company.”

Judging by the survey, cable subscribers
enjoy better telephone than cable service.
About half of those surveyed said cable

service “"was out of order’’ at some time
over the past year, while only one-tifth said
their phone service was out. What’s more,
the survey found. about 55% of those who
experience cable outages were able to reach
their cable company easily to complain,
while nearly 90% of those with phone out-
ages were able to easily complain.

The difference was less pronounced in
restoration of service. About 70% said ca-
ble service was “‘promptly restored’”; near-
ly 90% reported telephone service was
“‘promptly restored.”’

Kennan's Ed Reilly. who presented the
survey results at the press conference, said
the cable companies’ inferior service is the
basis for their subscribers’ interest in com-
petition. ““Those who had service interrup-
tion and had difficulties in reaching the
cable companies...are the people who are
much more willing to basically consider
open competition and the phone company
in particular being allowed in the market.”

Reilly acknowledged that the survey does
not constitute an in-depth comparison of
cable and telephone service. *‘You are get-
ting a snapshot of where people are in terms
of just their openness to listening and being
interested in this issue.”” he said. The sur-
vey did not tackle a lot of issues. including
the relative price and values of the services.

Reilly discounted the 30% who were not
interested in cable competition as the natu-
ral resistance of people to any kind of
change. Given people’s attitude toward util-
ities and ‘‘issues such as this,’’ the level of
resistance uncovered by the survev was
“‘predictable.”’ a

l IRTS Gold Medal winners
|
|

Dick Salant, former president, CBS News, and
Walter Cronkite

NBC's Betty
Hudson,
president,
IRTS,

with Ted
Turner

L to r: James Greenwald, Katz Communications; Av
Butensky, Fries Entertainment; Ed Ney, and Maurie
Webster, New York Market Radio Broadcasters

Paui Harvey

The International Radio and Tele-
vision Society presented Gold
Medal Awards to five luminaries
in the communications industry at l
a ceremony March 2 at New
York's Waldorf Astoria. To com-
memorate its S0th anniversary, l
the IRTS honored Walter Cronkite
for news, Paul Harvey for radio,
Bob Hope for television, Edward
Ney, formerly of Young & Rubi-
cam, for advertising, and Ted
Turner for cable. This is the first
year the Society has presented
five Gold Medal awards. Hope
previously received a Gold Medal
in 1963, Cronkite in 1974. ‘
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Rallying around radio-only renewal bill

Those attending association’s
State Leadership Conference
lobby congressional representatives

Broadeasters put on a full-court press in
Washington last week 10 lobbv tor passage
of a House bill that would reform the li-
cense renewal process for radio. Reports
back from the Hill were said to be encour-
aging. though some members apparently
thought that in the long run. Congress
would not want 1o separate radio from tele-
vision

Nor was radio legislation the only issue
on their minds: indeed, the some 200
broadcasters who took part in the National
Association of Broadcusters two-and-a-half
day State Leadership Conlerence wanted to
make sure the lnvmakers would resist any
attempts to restrict beer und wine advertis-
ing, or limit the deductibility of advertising
costs. They also usked Congress 10 support
must-cwry legislation and oppose legisla-
tion that would provide political candidates
with blocks of free air ime. Moreover. the
industry told lawmukers that spectrum tees
or any elfort to tax broadcasters” use of the
spectrum would be wrongheaded. NAB is
on record opposing codification of the fair-
ness doctrine. but it is unclear how the
broadcasters handled the matter.

During the conference. Commerce Sec-
retary  Robert Mosbacher  addressed the
group (sce below) and Senwtor Slade Gor-
ton (R-Wash.) was a kevnote luncheon
speaker. Gorton predicted that President
Bush, unlike Ronald Reagan, would proba-
bly not veto a fairness doctrine bill. Gorton
does not think Bush is cager to anger the
Congress. Moreover. the senator told the
group he anticipates Hill action on chil-
dren’s television legislation.

Bill Mockbee of WLM Consultants and
president of the Massachusetts Broadcasters
Association returned from his meetings on
the Hill feehng upbeat about what he con-
sidered wus a frank and “free exchange™ of
ileas with House Telecommunications Sub-
committee  Chairman  Ed  Markey (D-
Mass.). He said they generally agreed to
disagree on the issue of the faimess doc-
rrine. As for the radio-only legislation,
Mockbee said most of the Massachuseus
delegation was ambivalent on the issue.

The radio bill (H.R. 1136), which has bi-
partisan support. was introduced last week
to coincide with the conference. New Jer-
sey Representative Matthew Rinaldo. the
runking Republican on the House Telecom-
munications Subcommittee. is the chief
sponsor along with co-sponsors Tom Tauke
(R-lowa). Billy Tauzin (D-La.) and Rick
Boucher (D-Va.).

The legislation would create a two-step
renewal  proceeding  and  guard  against
abuses of the comparative licensing and
petition to deny processes. There would be
a “renewal expectancy.”” and it the licens-
ee can show that it has ““broadcast material
responsive 10 issucs of local concern, that it
has not committed serious violations of the
Communications Act or FCC regulations

Lobbying. Democratic Senator Howell Heflin of Alabama (right) was just one of several
lawmakers whom Alabama broadcasters called on {and interviewed) while atlending NAB's
state leadership conference in Washington. Al left, Dick Wright, president of the Alabama
Broadcasters Association, and Ron Livengood of wsGG(am}-wkeA(Fv) Scollsboro, Ala.

and that it has not engaged in a pattern of

abuse of the Act or other regulations. then
the FCC will renew the license.”” Compet-
ing applications can be filed if the commis-
sion finds a licensee has not met these stan-
dards. Rinaldo plans to ofter other
legislation that will address some of the
technical issues fucing the radio industry.

Mosbacher says HDTV may be
‘most important electronic
step in last decade’; Reps.
Ritter and Levine introduce bill

American development of high-definition
television technology is among the ‘‘hot
spots on the tront burner right now’’ for the
Bush Administration. Commerce Secretary
Robert A. Mosbucher said last Friday at the
NAB’s State Leadership Conference. In
meetings and hearings he has attended with
congressional and industry leaders, ‘‘the
strong consensus is that HDTV is more than
4 consumer product.... It is perhaps the
most important electronic step in the last
decade.” Indications that Capitol Hill
agrees with Mosbacher’s assessment was
demonstrated last week by the introduction
of the High-Definition Television Act of
1989 by Representatives Don Ritter (R-Pa.)
and Mel Levine (D-Calif.).

Mosbacher’s statements closely resem-
bled those he made at his recent contirma-
tion hearings (BROADCASTING, Jan. 30). He
again stressed that governments and compa-
nies in Europe and Japan have made HDTV
development a high priority and have
gained an advantage over the U.S. But after
studying the issue further, he has found that
U.S. research and development are not as
far behind as he originally thought. *“The
biggest problem we have is translating that
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to manutacturing,” he said.

The secretary also cautioned that it is
premature to set HDTV standards. " There
are so many aspects to this that rather thun
rush into any standard, we want to make
sure that U.S. companies can compete in
this area,”” he said. Mosbacher promised
that ““in a short time"" the Commerce De-
partment would have specitic recommenda-
tions for Congress.

But some in Congress are acting now.
The Ritter-Levine bill includes most of the
industry suggestions submitted in memos
sent 10 the House Telecommunications Sub-
committee (BROADCASTING, Feb. 6), in-
cluding the creation of tax incentives 1o
encourage investment in research and de-
velopment projects: changes in current anti-
trust laws to encourage the creation of’ joint
ventures by American companies research-
ing HDTV technology. and government
funding of joint ventures and industry-wide
HDTV consortiums. The bill also calls for
additional FCC funding, originally pro-
posed by the Association ot Maximum Ser-
vice Telecasters, to hire additional person-
nel to facilitate HDTV transmission system
standardization.

The bill also instructs Commerce to in-
vestigate how U.S. rrade laws could be
used to promote HDTV equipment produc-
tion in the U.S. and how a *"guaranteed
market’” for HDTV equipment within the
federal government could be created, citing
possible uses of HDTV by the Federal Avi-
ation Administration, NASA, the Defense
Department and other sectors of the govern-
ment. Such a market could be more than a
symbolic measure, said Ritter aide Michael
Vegis. ~"We think it could have a bearing
on the market™" and serve to reduce the cost
of HDTV equipment production. he said.O
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Country gathering. The Girls Next Door were among the performers participating in the
Artist-Radio Taping Sessions at the 198% Country Radio Seminar in Nashville last week,
joining such celebrities as Randy Travis and Buck Owens in providing mini-interviews
and identifications for stations. About 1.400 attended the CRS, an increase over last year
according to Charlie Douglas, CRS president and program director for The Nashville
Network Radio

Michigan viewer urges ad boycott of
‘Married...with Chilidren’

A Bloomfield Hills, Mich.. mother of tour USA President lra C. Herbert.

demonstrated last week that a single viewer
can have an impact on the programs that
advertisers support. Terry Rakolta has start-
ed a campaign urging major television ad-
vertisers to boycott the top-rated Fox
Broadcasting  program  Married.. with
Children.’

Her effort received national attention last
week with a front page story in The New
York Tines and appearances on national
television shows, including Nightline and
The CBS Morning News. Stories ulso ap-
peared on The CBS Evening News with Dan
Rather, USA Today: The Television Show
and Euteriainment Tonight.

Rakolta’s campaign so far has focused on
Marvied.. acith Childven, which she de-
scribed on Nightline as **consistently oflen-
sive. They exploit women, they stereotvpe
poor people. they're antifamily.”” But Ra-
kolta said she also would pursue other net-
work programs she {inds otfensive.

Rakolta said she puts the responsibility
for offensive programing squarcly on the
shoulders of advertisers. **I blame the spon-
sors directly for this,”” she told Nightiine
anchor Ted Koppel.

While the fiscal impact of her campaign
so far has been negligible, she has gained
widespread publicity of her cause, as well
as a written apology to her from Coca-Cola  show.

programs it Sponsors.

“appalled”” Rakolta.

have been pulled.
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A Coca-Cola spokesman confirmed Her-
bert’s apology to Rakolta tor running a
Coke ad in a Jan. 15 episode of Married
.with Childven which was not screened
ahead of time, in contrast to normal compa-
ny policy. “‘It just slipped through the
cracks,”” suid Coca-Cola spokesman Tony
Tortorici. However, Tortorici stressed the
company has nut pulled ads from the pro-
gram and will continue to base ad place-
ments on an episode-by-episode basis on all

In his apology to Rakolta, Herbert said
he was ““corporately. professionally and
personally embarrassed™ that the spot ran
in the Jan. 15 episode, which showed a
back shoi of a4 woman taking otf her bra and
contained references to homosexuality that

According to FBC. only onc spot has
actually been pulted from this season’s
Mayited schedule as a result of Rakolta’s
efforts. It was from Tambrands. Procter &
Gamble, Kimberly-Clark and McDonald’s
have all indicated they will not place turther
spots in the program, although no spots

An FBC spokesman said that advertising
on the program is sold out for this season
and there is a waiting list to buy into the

O

U.S. companies
in bidding for
giant Hong Kong
cable franchise

Bids were in last week for what may ulti-
mately be the world's largest cable opera-
tion—Hong Kong’s 1.5 million-customer
franchise—and at least five American com-
panies are players.

Phone company US West and America
Supertech International Resources were eq-
uity participants in two of four bids, while
Paramount, Viacom. AT&T and Canadian
firm Rogers Cablevision were advising two
consortiums.

The franchise, to be awarded in August,
would cost an estimated $500 million or
more 1o build, but its telecommunications
potential was a major attraction to bidders,
according to Mark Sena of cable broker
Communications Equity Associates. Be-
sides a 15-year license for non-voice phone
services, the winning cable bidder would be
well positioned for planned deregulation of
local phone services in 1995 and long dis-
tance services in 20006.

US West, which already has overseas
cable stakes in France and in the UK, has
a 25% share in its Hong Kong consortium
and said it could invest more than $100
million. The group is led by shipping firm
Wharf Holdings, with 28%, and Sun
Hung Kai Properties, a Hong Kong real
estate development firm, with 27%. The
Hong Kong-based Shaw Brothers studio
has 10% ot the venture, as does Coditel, a
subsidiary of Belgium communications
and cable TV group Tractabel, which has
1.8 million cable subscribers in France.
Luxembourg and Switzerland and a stake
in the U.S. cable operation Prime Venture
One. Paramount. which jointly runs the
cable service USA Network, will advise
the consortium.

The America Supertech bid involves a
partnership with two Chinese government
ministries, a Hong Kong businessman and a
second, unnamed American firm.

Leading another bid is Hong Kong-
based Hutchison Whampoa. The con-
glomerate, with a 50% stake, has recently
branched out into the telecommunications
field, operating Hong Kong paging and
cellular phone companies and holding a
one-third share in Asia’s first privately
controlled telecommunications satellite,
AsiaSat.

British Telecom has a 24% stake in the
Hutchison bid, Hong Kong shipping firm
Swire has 10%. the People’s Republic-
based China International Trust and Invest-
ment Corp. has 10%, and Hong Kong &
Shanghai Bank has 6%. American firms
Viacom and AT&T are advising the Hutchi-
son group, as is Rogers and Japanese tele-
communications firm KDD.

The remaining bid comes from Sun Hung
Kai Securities, run separately from the Sun
Hung Kai in the US West bid. o
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When a network is not a network...

FCC rules that Univision, HSN

are not networks; Spanish-language
network does not have to adhere to
fin-syn, shopping channel not
bound by dual network rules,
affiliates may forgo PTAR

Univision and the Home Shopping Network
are broadcast networks—they distribute
many hours of programing each week to
television stations scattered across the
country, just as ABC, CBS and NBC do—
but the FCC has shown over the past few
weeks that it is disinclined 1o regulate the
two specialty networks as it does the ‘‘ma-
Jors.

The FCC ruled, in a decision released
Feb. 7, that the Spanish-language Univision
is not subject to the financial interest and
syndication (fin-syn) rules and its affiliates
are not subject to the prime time access rule
(PTAR) because many of the affiliates are
low-power television stations.

And two weeks later, the agency issued a
second ruling granting a waiver of the dual-
network rules to HSN and a waiver of the
PTAR 1o its affiliates because HSN does
not pose the threat in the programing and
advertising markets that the rules are de-
signed to avert. The Clearwater, Fla.-based
HSN actually operates two broadcast ser-
vices and one cable service. All are dedicat-
ed to selling products directly to consum-
ers, who order by telephone.

Both actions were the result of unani-
mous voles taken “‘on circulation.™

HSN is “‘thrilled”” by the FCC action,
said John Feore, an attorney for the net-
work. HSN has been limiting the number of
affiliates to avoid having them subjected to
PTAR, he said. With the threat of PTAR
removed, he said, HSN can move forward
with its plan to expand the number of affili-
ates. The network would like an affiliate in
each of the top 50 markets, he said. “I
suspect you’ll see in 1989 a tremendous
growth in affiliates.”

HSN is not the only beneficiary. Feore
said. An HSN affiliation may provide the
financial support that some struggling inde-
pendent stations need to avoid bankruptcy
and that some station permittees need to
convince lenders to finance construction.

Andrew Goldman, vice president, Univi-
sion Holdings. said the FCC action ‘‘reaf-
firms what we have felt all along. We never
felt we were subject to those ruies.” Univi-
sion and HSN are **not the same and should
not be treated the same as ABC, NBC and
CBS.”" he said. “'It’s a different order of
magnitude.”’

Goldman said having to adhere to the
rules would have hampered the **small, but
growing network™ and its affiliates. The
PTAR would have forced affiliates to ac-
quire syndicated Spanish-language pro-
graming to round out their prime time
schedules, he said. Such programing is
rare. he said.

The network rules were put on the books
to limit the influence and power of the
major broadcast networks, but newer net-

works such as Univision. HSN and Fox
Television found that the broad definitions
of *‘network’ in the rules encompassed
them and threatened to hamper them. Each
of the networks asked the FCC to exempt it
from one or more of the rules last year.

The FCC has put off action on the Fox
petition at the network’s request until the
major program producers including Fox and
the major broadcast networks complete
talks aimed at revamping the fin-syn rules.

The fin-syn rules, in essence, prohibit
networks from having financial interest in
any network programing other than what
they produce themselves and from syndicat-
ing domestically any programing. The rules
allow foreign syndication of programing
produced by the networks. PTAR prohibits
affiliates in the top 50 markets from broad-
casting network or off-network programing
for more than three of the four prime time
hours. The fin-syn rules and PTAR apply to
any network that offers at least 15 hours of
programing per week to at least 25 stations
in at least 10 states.

The dual network rule prohibits stations
from affiliating with a network that operates
two or more programing services unless
they are offered at different times or serve
different areas. The ruie applies to any net-
work involving the ‘‘simuiltaneous broad-
casting of an identical program by two or
more connected stations. ™’

The New York-based Univision provides
84 hours of programing each week to 28
stations in 14 states. Nonetheless, the FCC
exempled the network from the fin-syn and
PTAR rules because 15 of its affiliates are
LPTYV stations. Counting the LPTV stations
against Univision’s total would be at vari-
ance with the FCC’s earlier judgment to
exempt LPTV stations from full-power tele-
vision rules because of LPTV stations

‘weaker economic status,” the FCC said.

**A network composed of a significant
number of low-power stations would not be
in a position to influence the national pro-
gram supply market in a way the organiza-
tions which were the target of the rules
[ABC, CBS and NBC] were believed able
to do,”’ the agency said.

The FCC said it based its grant of a
PTAR waiver to HSN on the **finding that
HSN’s operations do not pose any threat to
the integrity of the program production pro-
cess that the rule was intended to protect.™
HSN is not involved in the **acquisition or
production of traditional television pro-
graming,”” the FCC said. "It offers only
specialized programing...[and it does not
have to] program to attract national adver-
tisers since it is not dependent on national
advertising for its revenues.”” HSN pro-
vides two programing services: HSN2, a
24-hour-a-day service to 23 stations, and
HSN Ovemnight, an early-moming (mid-
night to 7 a.m.) service to 19 stations.

The FCC granted the waiver of the dual
network rules, which will allow for the
early-moming overlap of HSN2 and HSN
Overnight programing, because of the
“‘unique nature’’ of the services. **Simulta-
neous operation of the networks will not
threaten either program diversity or eco-
nomic competition in the advertising mar-
ket,”" the FCC said. The services are not
‘*dependent on the sale of national advertis-
ing, but generate revenues principally
through the sale of programing to stations
and the sale of products marketed on that
programing.”’

The FCC also said permitting simulta-
neous operation between midnight and 7
a.m. ““would be consistent with the agen-
cy's goals of encouraging alternatives to
traditional networking.™’ g

Election action

There's a new lineup on the Naticnal Association of Broadcasters radio board following
the election of eight incumbents and four new members: District 1 (New England)—
Richard Osborne, wxkxt-amFm Concord, N.H.; District 3 {Pa.}—W. Leroy Schneck,
WNAE(AM)-WRRN(FM) Warren, Pa.; District 5 (W.Va. and Ky.)—Walter May weKE(AM)-WOHR(FM)
Pikeville, Ky., and District 7 (Fla., Puerto Rico and Virgin Islands)}—Dean Goodman, wiLve-
FM, Gilmeore Broadcasting, Miami.

Incumbents returning to the radio board: District 9—(Ga. and Ala.)—Mitchell Self, wLay-
AM-FM Sheffield, Ala.; District 11 (Ohio)}—wCLT-aM-FM Newark, Ohio: District 15 (Tenn. and
Ark.)}—Donald Newberg. wGowam)-wskz-fM Bloomington Broadcasting Corp., Chattanoo-
ga, Tenn.. District 17 (lll.}—Thomas Kushak, WMAY(AM)-WNNS(FM), Springfield, Ill.; District 19
(Okla., north Tex.)—Don Chaney, KTBB(AM)-KNUE(FM) Tyler, Tex.; District 23 (northern Calif.
and Alaska)—Ramsey Elliott, krcxam) Roseville, Calif., and District 25 {Ore. and
Wash.)—Gary Grossman, krkT-AM-FM Albany, Ore.

The results of a run-off race for the District 21 (Minn., $.D., and N.D.) seat on the radio
board and six seats on the TV board will be announced in April. Competing for the radio
seal are Jerry Papenfuss, Result Radio Group, Winona, Minn., and Dean Sorenson,
Sorenson Broadcasting, Sioux Falls, S.D.

On the television side there are 12 candidates vying for the six seats: Robert Butler,
weTF-Tv Raleigh, N.C.; *Gary Chapman, LIN Broadcasting, New York; Jerry Colvin, wuno-
v Batlle Creek, Mich.; Hal Edwards, wagT-Tv Schurz Communications, Augusta, Ga.;
Ralph Gabbard, wkyT-Tv Lexington, Ky.; Jack Moffitt, ktvo-Tv Englewood, Colo.; Bob
Nash, KaMC-Tv Lubbock, Tex.; *Cullie Tarleton, weTv-7v Charlotte, N.C.; *Ron Townsend,
wusa-Tv Washington; Scott Vaughan, kese-7v Palm Springs, Calif.; Anita Wallgren, Great
American Broadcasting, Washington, and *Glenn Wright, wiro-Tv Seattle. (An asterisk
denotes an incumbent.)
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Feb 22 Change

N (CCB) Capital Cities/ABC ... 358 362
N (CBS) CBS ...ccoocecerrrmrmeeecnnne 166 3/4 168
A (CCU) Clear Channel........ 12 12 13
A (HTG) Heritage Media .......... 5 1/8 5
O (JCOR) Jacor Commun. . 5 78 5
O (LINB) LIN __ 85 3/4 88
O (OBCCC) Olympi . 3 2
O {OSBN) Osborn Commun.... 8 7
O (OCOAC) Outlet Commun... 28 27
A (PR} Price Commun. ... . 7 38 7
O (SAGB) Sage Broadcasting 4 4
O (SCRP) Scripps Howard ...... 65 63
O (SUNNC) SunGroup Inc....... 178 2
O (TLMD) Telemundo ... 7 7
O {TVXGC) TVX Broadcast...... 3 3
O (UTVI} United Television ...... 30 172 30
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17

50 334

I BROADCASTING WITH OTHER MAJOR INTERESTS S

N (BLC) A.H. Belo.........ccnn.e 25 12 25
O (ASTV) Amer. Comm. & TV 1/32

N (AFL) American Family........ 15 58 15
Q (ACCMA) Assoc. Commun. 31 122 33
O (BMAC) BMA Corp... 30 34 31
N (CCN) Chris-Craft ...... 2% 78 26
0 (DUCO) Durham Corp. 32 114 33
N (GCI) Gannett Co..... 36 38 37
N (GY) GenCorp....... .. 16 58 17
0 (GMXC) GMX Commun........ 3732

0O (GACC)Great Amer. Comm.. 9 12 9
N (JP) Jefferson-Pilot ... . 32 33
N (KRI) Knight-Ridder.. 46 1/4 46
N (LEE) Lee Enterprises. 25 25
N (LC) Liberty ............. 36 36
N (MHP) McGraw-Hill .. 63 34 85
A (MEGA) Media General 34 34 34
N (MDP) Meredith Corp. . 3N 18 30
N (MCG) Mich. Energy 30 31
O (MMEDC) Multimedia... es 12 85
A (NYTA) New York Times. 27 27
N (NWS} News Corp. Lid 18 14 17
O (PARC) Park Commun......... 26 3/4 26
O (PLTZ) Pulitzer Publishing... 27 172 27
N (REL) Reliance Group Hoid.. 5 348 5
O (RTRSY) Reuters Ltd. ......... 34 34 33
T (SKHA) Selkirk .. 49 12 49
O (STAUF) Stautfer Commun. 138 136
N (TMC) Times Mirror.............. 34 18 35
O (TMCI) TM Communications 9/32

N (TRB) Tribune ... ... a7 as
A (TBSA) Turner Bestg. “A' ... 25 38 20
A (TBSB) Turner Bestg. "B’ ... 24 78 20
A (WPOB) Washington Post... 209 5/8 217
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O (SP) Aaron Spelling Prod.... 6 5/8
O (ALLT) ANl American TV....... 3 14
O (BRRS) Barris Indus ........... 8

N {KO) Coca-Cola........ 48

A (CLR) Color Systems.. . 1 58
N (KPE) Columbia Pic. Ent.... 18

0 (CAVN) CVN Cos. ........... 14 5/8
A (DEG) De Laurentiis Ent. 116
0O (depl) dick clark prod. ... 4 5116
N (DIS) Disney................ 74 38
N (DJ} Dow Jones & Co. 31 12
O (FNNI) Financial News 9 58
A (FE) Fries Entertain..... 2 518
N (GW) Gulf + Western. - 41 58
A (HHH) Heritage Entenain..... 1 34
A (HSN) Home Shopping Net. 5 18
N (KWP) King World ................ 23 58
O (LAUR) Laurel Ententain. 3 18
N (MCA) MCA .. 49 38
N (MGM) MGM/UA Commun... 16 1/4
A (NHI) Nelson Holdings ... 12
A (NWE) New World Emer ....... 6 348
O (NNET) Nostalgia Network... 34
N (OPC) Orion Pictures......... 15 14
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0 (MOVEQ) Peregrine Ent....... 5/16
N (PLA) Playboy Ent................ 12 78
0 (GNTX) Qintex . 4 1/4
O (QVCN) QvC Network .. 9 38
O (RVCC) Reeves Commun.... 5 12
O (RPICA) Republic Pic. 'A'.... 8 12
O (SMNI) Sat, Music Net.. 5 1/4
N (WCI) Wamer............. . 43

0 (WONE) Westwood One...... 8 172

Wed

9/32
12
78
7:8
5/8

1/4
3/8
12

E-3
0 —=wwvo h

Netr
Feh 22 Change

1/32
318
1/8
1/2
118
12

1 58

Percent
Change Ratio (000,000)

Murker

Cupitali-

PiE

11.11 -10
0300 14
03.03 9
-0506 -19
-o222 27
06.26 94
0000 47
0392 22
0000 n

zation

PRI N S

121
29

94
69
36

47
5.424
122

eeeae o N e s e s et g g g ]

O (AMEA) AME. Inc................ 10 1/2
O (AGRP) Andrews Group . 5 38
0 (BSIM) Burnup & Sims... 17 3/4
N (€CQ) Comsat................ 26 Y4
N (DNB) Dun & Bradstreet. 52 3/8
N (FCB) Foote Cone & B........ 23 172
O (GREY} Grey Adventising.... 124

0 (IDBX) IDB Communications 11 1/2
N (IPG) Interpublic Group....... 37 34
0 (OGIL) Ogilvy Group........... 31

O (OMCM) Omnicom Group... 20 14
N (SAA) Saatchi & Saatchi 21

O (TLMT) Telemation.... 1 38
A (UNV) Unitel Video ..., 12
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A (ATN) Acton Corp................. 15 718
O (ATCMA)Amer. TV& Comm. 36 3/8
0O (CTEX) ¢ Tec Corp.. . 49 12
A (CVC) Cablevision Sys. 37 112
0 (CNCAA) Cente! Cable... 45 34
N (CNT) Centel Corp... 64 172
0 (CMCSA) Comcast... .. 18 38
A (FAL)FalconCable Systems 20 58
0 (JOIN) Jones Intercable... 15 18
T (MHPQ) Maclean Hunter ‘X‘ 13

T (RCLA)}Rogers Commun.'A’ 108

T (RCLB)RogersCommun.'B' 89 172
O (TCAT) TCA Cable TV .......... 4
O (TCOMA) Tele-Commun........ 34
N (TL) Time Inc..cceeeeeeeeen 144
0 (UACH) United Al. Commun. 30 3/4
N (UCT) United Cable TV..... 36 78
N (VIA) Viacom 38

N (WU) Western Union ... 2

0 (WSMCA) WestMarc ... 18 14

16
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788
1.143
2.805
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6.151
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63
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N (MMM) 3M........ooomermerreemee 65

N (ARV) Arvin Industrles - 23 348
O (CCBL) C-Cor Electronics... 22 3/4
N (CHY) Chyron 3 78
A (COH) Cohu... 12 58
N (EK) Eastman Koda .. 45 58
N (GRL) Gen. Instrument ........ 31 58
N (GE) General Electric. 45

0 (GETE) Geotel Inc. 116
N (HRS) Harris Corp. 27 34
O (ITEL) hel Corp. ....... 21 14
N (MAI) M/A Com. Inc.... 7 78
N (IV) Mark IV Indus.. 1 12
0 (MCDY} Mncrodyne - 3 518
0 (MCOM) Midwest Commun. 4 78
N {MOT) Motorola .. 42 18
N (OAK) Qak Industries. 1

A {PPl) Pico Products. 2 1/8
N (SFA) Sci-Atianta ..... 14 1/4
N (SNE) Sony Corp. 54 172
N (TEK) Tektronix.... 21 34
O (TLCR) Telecrafter 4

0 (TVTK) Television Tech. ....... 1 112
N (VAR) Varian Assoc.... .. 27 58
N (WX} Westinghouse. 54 172
N (ZE) Zenith 20 518
Standard & Poor's 400.......... 331.48
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11716
1/4
7.8
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2 1/8
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1/8
21 12
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3/8
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1/8
38
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148

38
5/8
1/4
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1
1 14
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—-0243 16
-0360 9
-0108 37
0333 13
-09.00 12
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-0269 -23
-0136 19
0o -2
-01.76 12
01.79 49
-0735 -5
-01.07 7
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-0714 1
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0000 -42
0270 1
-0113 89
0116 725
0000 18
-0400 150
-0349 -145
-0224 10
0122 -26
4.48 =

14.786
444
46

39

22
15.462
1.057
41.190
2
1.135
564
213
124

15

T-Toronto, A-American, N-NYSE, O-OTC

Bid prices and common A stock used uniess otherwise
noled, P/E ralios are based on earnings per share for the prévious 12 months as published by

Standard & Poor's of as obtained by Broadcastings own researcn.
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Animated fare heads back to prime time

NBC and FBC commission pilots
for series; other projects
pitched for later debuts

At a time when the networks are reevaluat-
ing their Saturday moming cartoon fare, it
appears that animation series may be mak-
ing a comeback in prime time. At least two
pilots for prime time animated series have
been commissioned by the networks for
next fall. Other projects are also being dis-
cussed for next fall, and beyond.

The two pilots commissioned so far focus
on the canine crowd. NBC has commis-
sioned a pilot from Columbia Pictures Tele-
vision for a new animated series called
Houndtown. Fox Broadcasting Co. has or-
dered a pilot from Wamer Bros.” Lorimar
Television division called Hollywood Dog.
Both projects, if picked up, would be ready
to air in the fourth quarter.

Additionally, Hanna-Barbera has a pro-
posed series in the works, Square One,
which it plans to pitch to the networks.
Company president and co-founder Joseph
Barbera said last week that the company
also has plans to bring back The Flintstones
as a prime time series. The Flintstones,
which aired in prime time from 1960 to
1966, is generally acknowledged as the last
animated prime time ‘‘hit’”’ series.

Ralph Bakshi, who is doing the anima-
tion for CPT's Houndtown pilot, said last
week that he has tried to persuade CBS to
bring his Mighty Mouse Saturday morning
cartoon series to prime time. So far the
network has resisted, and Bakshi said he
will shop a prime time version of the series
to other networks.

In addition to the Holiywood Dog series it
has commissioned from Lorimar, FBC is
looking very closely at an animated series
project from Jim Brooks's Gracie Films,
entitled The Simpsons, a spin-off from the
short cartoon seen each week in The Tracey
Ullman Show.

Neither CBS nor ABC has plans to com-
mission animated prime time series for next
season. But CBS does carry several series
of animated specials, including specials
based on such popular print comic strips as
Cathy, Garfield and Peanuts. According to
Lee Mendleson, who produces the Cathy
specials in association with Universal Li-
censing Corp., talks continue with CBS
about turning those specials into regular
prime time series at some point.

DIC Enterprises president Andy Hey-
ward confirmed last week that his company
also has two prime time animated series on
the drawing boards. Heyward declined to
elaborate much further, other than to say
two networks are interested and that neither
project would be ready for next fall, but
possibly by next mid-season.

Animated prime time series development

‘The Simpsons'

has not been as active in over two decades
when Hanna-Barbera had most of the mar-
ket cornered with such shows as The Flint-
stones, Top Cat, The Jetsons and Johnny
Quest. The Flintstones was even nominated
for an Emmy award its first season for best
prime time comedy, but lost out to The Jack
Benny Show.

Producers and network executives con-
tacted last week cited several reasons for
the renewed interest in prime time animated
series. Most noted the widespread appeal of
recent critically acclaimed animated theatri-
cal films, including **Who Framed Roger
Rabbit,”" **An American Tail”” and **The
Land Before Time.™

Just as important, observers last week
said, was the appeal these films had to adult
audiences as well as to children and teens.
One of the most difficult obstacles to over-
come in launching an animated show in
prime time is the perception that animation
appeals only to children.

Without exception, the prime time ani-
mated projects in the works will feature
storylines and dialogue designed to attract
the 18-t0-49 audience, as well as younger
viewers.

David Neuman, vice president, comedy
development, NBC Entertainment, cited
the success of the theatricals. as well as
the networks’™ aim of developing alterna-
tive programing in prime time. Not a
whole lot of research went into develop-
ing the Houndtown project, he said.
** *Who Framed Roger Rabbit,” " said
Neuman, *‘showed that if you put out a
well-done animated movie with great
characters, an appetite is developed. If
you ask people, they will say no. that is
for kids. But if you show something that
is fresh and well done, it’il catch on. It’s
like trying a new food.™"

Once NBC had been sold on the idea of a
new animated series by Columbia, the net-
work went to Bakshi, who has a reputation
for adult-oriented animation going back to
the early 1970°s cult favorite *‘Fritz the
Cat.”’ Not unlike that film, Houndtown will
apply human foibles to animal society.
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‘The Flintstones’

Last week, Bakshi noted that Mighty
Mouse was also designed to appeal to
aduits. ‘“*l want to get the mouse on in
prime time,”" said Bakshi. But so far CBS
has resisted, sajd Bakshi. ‘*We have inter-
est from the other networks™’ for a possible
prime time version, he said. ‘*Brandon Tar-
tikoff [NBC Entertainment president| loves
Mighty Mouse.”’

CBS declined to comment on its lack of
interest in putting the mouse in prime time.

Perhaps the most noted name in anima-
tion, The Wait Disney Co., is forgoing any
effort at this time to develop prime time
animated series. According to Tom Ruzic-
ka, director of production for Disney televi-
sion, the company has kicked around some
ideas for prime time projects, but failed to
come up with one that had the requisite
adult sensibilities “‘and still maintain[ed]
the Disney image.’” As a result, the compa-
ny will continue to focus on producing Sat-
urday moming and syndication television
projects.

The economics of animation television
programing have also helped to curb the
number of prime time efforts. Much of the
current animated fare for children is pro-
duced overseas for an average of about
$300,000 per half-hour. But on Saturday
mornings and in the afternoon, episodes are
repeated as often as four times.

In prime time, producers and network
executives said last week, the quality of
animation has to be higher to succeed with
adults., and averages about $500,000 per
haif-hour, more than many situation come-
dies. In addition. a four-time repeat cycle is
not acceptable in prime time, making each
episode less valuable to exhibitors and dis-
tributors.

But, as animation producer Lee Mendle-
son points out, *‘all of the networks are
having trouble’’ from § p.m. to 9 p.m., and
are thus looking for program forms that will
work. **There have been lots of discussions
for potential animated series in prime time.
How many get to air remains to be seen.”’ O
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NBC wins week 23, CBS takes news
NBC won the prime time week (ended Feb. 26) with a 16.2 rating out the week with an 11.7/18.6.
and a 25.9 share. CBS was second with a 14.6/23.2. ABC closed © 1989 Nieisen Media Research, Arbilion
Nielsen Net Nielsen Net Nietsen Net

1 272142 N Cosby Show 27. 16/26 C Grammy Awards 53 11.1/18 C Beauly and lhe Beasl
2, 249/38 N Diferent World 28. 156:28 N 227 54 106/116 A wonder Years

3 24 2/35 A Roseanne 29 14.8/22 A Head of the Class 55 10516 C 48 Hours

4, 238/38 C 60 Minules 30. 14.6/22 A MacGyver 56 10.3/16 A Dynasly

5 23335 N Cheers ki 146/24 C CBS Tuesday Mowvie 57 99/17 A China Beach

6 22833 C Murder, She Wrole 32 14.4/256 N Midnight Cailer 58. 38/15 A Hooperman

7. 22538 N Golden Girls 3. 14.3/223 A Mr Belvedere 53 95/16 A Man Called Hawk

8 219/33 A Who's the Boss? 34 14.0/22 A ABC Myslery Movie 60 92/14 C Tour of Duly

9 212133 C CBS Sunday Mowie 35 140/21 C Murphy Brown 61 92/15 N Magical world of Disney
10 19830 N Dear John 36 13921 N My Two Dads 62 9.0/16 A Mission: Impossible

1" 197134 N Emply Nest a 13,922 N NBC Sunday Movie 63 83/14 C Dolphin Cove

12 196/32 N LA Law a8 137/21 A ABC Sunday Movie 64 8113 F 21 Jump Sireet

13 192/30 N In the Heat of the Night a9 134/20 C Designing Women 65 8015 C wesl 57th

14 186/28 N Mallock 40 13.3/20 N Family Ties 66 7913 C Almost Grown

15. 18534 N Hunler a1 13119 C  Newhar 67 78111 A Beverly Hills 75th Anniversary
16 184727 N ALF 42 131122 N Nightingales 68. 73/12 A Great Circuses of the World
17 17930 C Dallas 43 130/21 A Just he Ten of Us 69 6812 C TV

18 17628 A Full House 44 130119 C Kate and Allie 70 568 F Garry Shanding's Show
19 17627 N Unsolved Mysteries 45 12822 A 20120 71 54/9 A Hearbeat
20 17228 C Knots Landing 46 12520 A ABC Tuesday Movie 72 528 A Fine Romance
21 172130 N Amen a7 12518 F Marned With Children 3 47/9 A Murphy's Law
22 16826 N NBC Monday Mowie 48 11819 N Father Dowling Mystenes 74 46/7 F Tracey Ulman Show
23 16 7/28 A Perfect Strangers 49 11517 C Paradise 75 458 F Reporlers
24 16524 N Hogan Family 50 115117 F  Amenca's Most Wanted 76 34i5 F  Duel
25 16 1124 N Nighl Courl 51 11517 N Day by Day 7 325 F Beyond Tomorrow
26 160/25 A Growing Pains 52, 11319 N NBC Fnday Movie

TNT buys

Story, rejected by broadcast
networks, concerns atomic
testing in 1950's and will

star Sheen and Emilio Estevez

Actor-producer Martin Sheen is bringing
his political activism to the television
screen on March 8 when Nightbreaker pre-
micres on Turner Network Television. A
fictionalized account of the U.S. Army's
testing of atomic weapons in Nevada in the
1950°s. the two-hour, $3 million project
was, according to the filmmakers, rejected
by the studios and networks because of its
controversial nature.

Produced by Symphony Pictures. tormed
by Sheen and William Greenblatt six years
ago. Nightbreaker was adapted by T.S.
Cook (whose credits include co-authorship
of **The China Syndrome™™) from Howard
Rosenberg™s 1980 historical novel Atomic
Soldiers. Cook brought the seript to Sym-
phony very carly in the company’s history.
“We had the seript for a few years.™ said
Sheen during a Los Angeles press tour.
“and we did try to get it out on the com-
mercial broadcast networks, and never real-
ly got any interest.”” Asked if the networks
gave any rcason for passing. Sheen said:
**No. but | think it's obvious...they do con-
troversial themes when those themes are
sale to deal with and they can still sell their
products.”

Cook. who served as the telefilm’s co-
exccutive producer (Sheen was executive
producer with Jeffrey Auerbach). proceed-
ed to call “‘every studio and film player™
on his own, but was unsuccesstul in obtain-
ing a deal. “They all said it was lovely
writing but not for us.” he told BRoAD-
CASTING, “‘and 1 knew the networks
wouldn’t want it because of its political and
critical nature. [ had this projeet for seven
years and couldn’t sell it.”

Last year, Ted Turner. a fan of Sheen's.
approached Symphony looking for original
projects for TNT, his new basic cable net-

Sheen-produced

work. “*He said he was particularly interest-
ed in material more controversial than net-
work fare.’” said Greenblatt. Symphony’s
president and the show's producer. **We
remembered  Nightbreaker. called Tom
Cook. and found it was still available.™
The script was sent to TNT on a Thursday
or Friday, said Greenblatt. and by Monday
“we had a go on the picture.”

“*We tound Nightbreaker 1o be a socially
responsible. moving project.” said Scott
Sassa. TNT executive vice president. **with
a nice story and real good characters., but
also an overriding theme important to soci-
ety today.”” TNT. TBS and CNN are en-
gaged in what Sassa characterizes as “*mon-
umental™ on-air support of Nightbreaker.
According to Sandy Knox. manager ol on-
air promotion. TNT is showing five- and
two-minute behind-the-scene fills. 30-. 20-.
15- and 10-second promo spots aired at
least once an hour last week, and 60-. 20-
and [0-sccond spots are being added this
week. In addition. TBS and CNN have
been showing six spots a day for the last
two weeks, with 10 a day appearing on
Headline News. Heavy emphasis is also
being placed on print advertising in ““the
usual TV suspects.”” said Sassa.

Duc to the uncharted waters of presenting
controversial  material on a  recently
launched service. Sassa is wary of predict-
ing viewer response. Tl think that this type
of programing right now is a tad incongru-
ous because people haven’t gotten accus-
tomed toit,”” he said. *°I would suspect that
this is a property that's going to be an
evergreen for us: it will play subsequently
down the line for us just as well. In a
roundabout way 1 guess I'm saying | don’t
want (o put our hopes too high on what this
might do.”

Directed by Peter Markle. Nightbreaker
stars Sheen and his son Emilio Estevez.
The story focuses on Dr. Alexander Brown.
a former army psychologist turned neurolo-
gist who returns to Las Vegas for the first
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time in 30 years to receive an award. While
there, he is forced to confront his past par-
ticipation in atomic testing. Shot very close
to the original test sites during late summer
last year (Symphony had an interim agree-
ment with the Writers Guild of America).
the filmmakers incorporated actual Army
footage of test explosions into the drama.

Nightbreaker also stars Lea Thompson,
Melinda Dillon and Joe Pantoliano. The
role of Dr. Brown was originally intended
for one actor. but Cook rewrote the script
specifically for Sheen and Estevez. who
portrays the younger Brown during the
1950°s. **The action is divided into 85%
past. 15% present,”” according to Auver-
bach.

Asked it he would approach the networks
with future projects. Sheen said. “Oh.
sure. We try it all the time.... I'll give them
as many chances as | can.”

Symphony changed its name from
SheenGreenblatt a year ago because. ac-
cording to Greenblatt. **our intention is to
become a much broader full service produc-
tion entity not relying on Martin Sheen’s
acting skills. although in many of the things
we take on he is involved in that way or
directing.™

Aboul two-thirds of their current in-
house projects do not involve Sheen in a
dircet way. Among these are:

® A mini-series in development at CBS.
to be dirccted by Jeremy Kagan. based on
the true story of a group of children lost in
Russia during the Russian Revolution and
rescucd by an American reporter.

B A feature in development starring Al
Pacino as a reporter going atler a fascistic
big city police department.

B A possible series deal with Garson
Kapin from a “*dranmady " originally written
for the late Ruth Gordon. Now scripted as a
one-hour film. no network is yet involved.

Previous Symphony projects include the
features Da. Judgment in Berlin, and sev-
eral CBS Schoolbreak Specials. (|



Baseball on radio and TV: $478 million in ’89

Major League Baseball this year expects to collect $478 million in
national and local radio and television (including regional broadcast
and cable TV) revenue—a rise of $75 million, or 18.6% ol last
year’s $403 million total. According to league figures. the jump is
slightly higher than the [5.4% average annual increase over the
1984 through 1989 seasons.

For ABC-TV and NBC-TV, which paid about $200 million last
year, maintaining their identities as the MLB networks tor one
more scason will cost them, together, $240 million in 1989—a
20% balloon-year increase in the final season of concurrent six-
year deals. Both networks say they will lose money on baseball in
1989. The CBS Radio Network, entering the last year of its own
five-year deal, will likely again pay around one-fifth of its $32

million total contract, or about $6 million-36.5 million.

MLB revenue figures show local rights keeping pace with na-
tional rights revenue, also rising just over 18%, trom approximate-
ly $196 million in 1988 to $232 million—5%478 million, minus the
network TV and radio fees—this season. Although those local
rightsholders will collectively pay almost as much as the networks,
they were virtually ununimous late last month in saying their
associations with the league remain directly profitable from adver-
tising revenue, as well as indirectly profitable, through the promo-
tional value of being identified with a market's team.

The $478 million figure is slightly more than double the $236
million paid by radio and TV just five seasons ago, in 1984. During
the intervening years—all of them having long-term network con-
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tr. s, as well as many long-term local contracts, in common—the
figure rose 229 in 1985, to $288 million; 4% in 1986, to $300
million; 11% in 1987, to $333 million, and 21% last season, to
$403 million. The number of games aired on all forms of televi-
sion, said MLB, has also risen, from 2,356 games in 1985 to 2,661
games in 1988,

During separatc intervicws conducted by BROADCASTING late
last month, bascball and network executives commented on ques-
tions involving rights fee trends, experiments in MLB television
exposure and other issues raised by the long-term $1.1 billion CBS
and $400 million ESPN dcals that begin next year (sce page 42).

NBC and ABC: Farewell season

The networks® extra-scason roles have alternated between NBC-TV
and ABC-TV cach year of the current contract. In 1989, NBC will
pay approximately $115 million for rights to the All Star Game and
both the National and American League Championship Series
(LCS) and 32 rcgular season games. After 32 years of Saturday
afternoon games. and 42 consecutive seasons of MLB coverage.
NBC expects 1o lose money for the first time during the current
contract. said NBC Sports President Arthur Watson.

ABC will pay about $125 million to air the World Series and
cight regular season games, all in prime time. and will likely suffer
more than NBC from its own balloon-year fee hike. In previous
years of the current contract, at lower annual rights installments,
Monday Night Baseball, which this ycar becomes Thursday Night
Basebail, had never made a profit. said the network.

Regular season advertising time (MLB games average 54 30-
second spots) should draw between $40.000 and $45.000 per spot,
said one network source. while World Series spots go for $270,000
or more. Neither network would reveal how much of their inven-
torics had been sold by last week. Long championship series could
also recoup some NBC losses, Said Watson: **Basceball is well

ahcad—well ahecad—of last year’s pace in terms of sellout. And
last year was a good year.”

A seven-game World Series, especially one involving major
market teams, would provide ABC Sports with damage control.
Arbitron’s Broadcast Advertisers Reports bore out several network
sources’ contentions that the World Series have generally earned
more advertising revenue than have the playoff-All-Star seasons,
assuming average-length World Series and LCS’s (five or six
games each). In 1987, said Arbitron, ABC eamed $120,463,500
from a scven-game World Series, while NBC gained only
$77,723,600 from the All Star Game and five-game and seven-
game LCS’s (with all figures representing pre- and post- and in-

ame time). In 1988, a five-game World Series brought NBC
93,492,000, while ABC’s coverage of the All Star Game, a four-
game American League Championship Series and seven-game Na-
tional LCS earned $91,546,000.

Within their total MLB schedules, NBC earmed $145,950,100
from advertisers, while ABC took in $120,434,200, in 1987; last
season, NBC earned $163,557,330 and ABC, $146,538,100, ac-
cording to Arbitron. The profit margins for both, of course, have
been further cut by production costs, currently said to average $10
million per season, and other overhead.

ABC-TV: Goodbye Monday, hello Thursday

ABC-TV will provide this year’s biggest network bascball carriage
surprise by broadcasting all eight (formerly) Monday Night Base-
ball games on eight consecutive Thursday nights, beginning June
8. “*ltis as efficient a counterprograming to Cosby as exists,”” said
David Downs, vice president, programing, ABC Sports. The iden-
tity of ABC’s Monday Night Football drove the original decision to
place baseball coverage on that night, he said, but ‘‘ultimately, we
decided there was nothing magic in Monday night.”’

The decision to create ABC Thursday Night Baseball was made

Who’s on (the air) first around the leagues

AMERICAN LEAGUE EAST

Team TV wrigivator  Radio oviginator  Cabie
and affiliates and affiliates originator
Baltimore Orioles WMAR WBAL Home Team Sports
10 410
Boston Red Sox WSBK WPLM New Eng Sports Net
6 81
Cleveland Indians WUAB WWWE none
28
Detroit Tigers wDIV WJR Pro Am Sports Systems
4 40
Milwaukee Brewers WCGV WTMJ none
6 67
New York Yankees WPIX WABC Madison Sq Garden Net
10 50
Torento Blue Jays CTV CJCL The Sports Network
21 85

AMERICAN LEAGUE WEST

California Angels KTLA KMPC Z Channel
15 22
Chicago White Sox WFLD WFLD SportsChannel Chicago
5 30
Kansas City Royals WDAF WIBW none
12 132 none
Minnesota Twins WCCO WCCO Midwest Commun
7 65
Oakland A's KPIX KSFO none
8 14
Seattle Mariners KSTW KIRO none
8 30
Texas Rangers KTVT WBAP
15 18

NATIONAL LEAGUE EAST

Team TV originator Radio originater Cable
and affiliates  and affiliates originator
Chicago Cubs WGN WGN WGN-TV as superstation
30 83
Montreal Expos CBC-TV CJAD The Sports Network
9
CKAC
30
New York Mets WWOR WFAN  SportsChannel (NY)
14 22 SportsChannel Florida
Philadelphia Phillies WTAF WCAU Prism
2 23
Pittsburgh Pirates KDKA KDKA KBL Ent Net
7 44
St. Louis Cardinals KPLR KMOX CenCom Cable
32 130
NATIONAL LEAGUE WEST
Atlanta Braves WTBS WSB WTBS as superstation
93
Cincinnati Reds WLWT WLW none
23 75
Houston Astros KTXH KTRH Home Sports Ent
17 45
Los Angeles Dodgers KTTV KABC Z Channel
30
KWKW
Span-b
San Diego Padres KusI KFMB Cox Cable
10 12
XEXX
Span-17
San Francisco Giants KTVU KNBR Giantvision
5 10
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before CBS outbid ABC and NBC for the 1990-1993 MLB contract
(BROADCASTING, Dec. 19, 1988} and was ‘‘not a backlash thing,””
Downs said, conceding that ABC Sports might find Thursday
prime time programing ‘‘too tough to compete with.”’ Part of the
counterprograming logic, he said, is also based on offering pro-
graming that is substantially different from the competition’s.

However, ABC may have little to lose in taking the nisk and may
benefit by matching up ABC and NBC movies of the week on
Monday nights, judging by Nielsen figures compiled over the nine
weeks beginning May 30, 1988. Against a Thursday NBC lineup of
Cosby, A Different World, Cheers and Night Court (often the top
four shows of the week, together averaging a 17.3 rating/32 house-
hold share}—the ABC Thursday Night Movie averaged only an
8.5/15 ratings/share. During those same weeks, ABC Monday
Night Baseball averaged 7.9/15 against the NBC Monday Night
Movie, which averaged 14.5/26—nearly as high as, but perhaps a
less formidable foe for an ABC movie than, NBC’s Thursday
lineup

ABC also made one on-air personality change when late last
month it signed Gary Thorne of WFAN(AM) New York (the Mets

radio announcer from 1985 to 1988) to replace Gary Bender as
ABC-TV’s B game play-by-play announcer, teamed with Joe Mor-
gan. ABC said its A game team, Al Michaels, Jim Palmer and Tim
McCarver, will reprise their 1988 regular season, and probably also
post-season, roles.

NBC, beginning April 8, will carry 30 regular season games
over 26 summer Saturdays, as it has the past four seasons, even
though NBC has seen a steady decline in its average rating/share
over the 1985-1988 period. The Saturday games earned a 6.5/21 in
1985, 6.4/20 in 1986, 6.1/20 in 1987 and 5.6/18 last season. In
addition to the Saturday games, including four doubleheaders
(April 15, May 13, June 17 and July 29), the NBC schedule will
include two prime time regular season games, Friday, July 7, and
Tuesday, Aug. 1.

Tom Seaver, who will become Yankees color commentator this
season, will also team up with NBC’s Vin Scully to call the regular
season games for the network, replacing Joe Garagiola, who de-
parted after last year’s World Series. Bob Costas and Tony Kubek
will call each week’s B game. Seaver and Scully will also team up
with others for NBC’s All Star and post-season games.

The future of baseball and “‘free TV’

MLB, the broadcast networks and local
stations debate whether the current
situation is just part of a cycle

or the beginning of a new era

of more cable and higher fees

NBC and ABC sports programing execu-
tives expressed disappointment late last
month over seeing their networks’ associa-
tions with Major League Baseball coming
to at least a temporary end after the 1989
season, and both expressed somewhat cau-
tious confidence that the sports rights pic-
ture will remain ‘‘cyclical,” in terms of
who wins future contracts and for just how
much money. Trends away from ‘free TV’
and toward escalating rights fees in all
sports, they conceded, may prove more
realthan apparent.

CBS-TV and Major League Baseball,
differing with the other two networks on the
merits of the league’s new combined $1.6
billion national rights contracts, also took

issue with the perception that the next year
may prove the 1990-93 national broadcast-
cable package either *‘an aberration or...the
xt:ocket that launches another era of rising
ees,’”

CBS: Good deal or bad?

As ABC and NBC say good-bye to the
game for four years, 1990 through 1993,
CBS is preparing to pay a reported $1.1
billion to MLB for exclusive rights to the
World Series, the American and National
League Championship Series (LCS) and 12
regular season games each season during
that period (BROADCASTING, Dec. 19,
1988). ABC reportedly offered MLB more
than $500 million, which would have held
its annual fee to around the current $125
million. NBC, which has not missed a year
airing MLB since the late 1940’s, bid
something under $750 million, second to
CBS’s winning $1.1 billion. MLB will earn

Dissenting trend

Local television rightsholders were nearly unanimous in their optimism about the
continued profitability of carrying Major League Baseball-—despite the upward trend
in national, and some local, rights figures. But at least one radio broadcaster offered
a dissenting view on the very basics of most sports rights arrangements.

"We jooked around the league a few years ago and saw what was coming,” said
Ken Dennis, general manager of kSFO(am) San Francisco, flagship of a 14-station
Oakland Athletics radio network. The station saw little sense in maintaining a rights
fee system—"broadcasters paying through the nose to take so much risk on how
the team would do.” While even a losing team will always have its fans, he said,
there may not be enough to draw advertisers on board. So before the 1988 season,
KSFO(aM) decided to eschew the tradition of buying rights and sell ad time within a
number of games and, instead, began selling the broadcast time outright to the
team, which sells all the in-game ad spots itself.

“Qur point of view focuses on ratings,” he said, "not on payment and revenue.”
Retaining no in-game ad inventory {except for station promos), the station does,
however, sell time within its morning manager's show, pre-game talk show, pre-
game magazine show, pre-game warmup show, post-game wrapup and around-
the-league shows and an evening call-in talk show. “This way," he said, "the team
takes the risk on how well the team does, while we take the risk on the broadcasts,
and even the worst-case [won-loss] scenario would be bearable for both the team
and us.” And with a hot team, such as last year's American League champion A's,
the station can expand that inventory to include a week-long remote broadcast from
spring training (see capsule, page 45).
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another $400 million over those same four
seasons from ESPN, which will carry 175
regular season games on cable, beginning
in 1990 (BROADCASTING, Jan. 9).

Although CBS’s $250 million fee in
1990 will be only $10 million more than the
1989 fee, Arthur Watson, president, NBC
Sports, has called the $1.1 bitlion CBS
contract ‘‘irresponsible’” because it covers
two fewer years and because, in each sea-
son, the CBS schedule will be 28 games
shorter than the current regular season na-
tional schedule—I0 prime time games
(eight on ABC and two on NBC) and 18
(NBC) weekend day games will disappear.

CBS also made its bid, Watson told
BROADCASTING last week, knowing that
ABC had been losing money for years, and
that both networks would lose money in
1989. The ‘‘intangible value’’ of the associ-
ation with major events such as the MLB
Championship and World Series is **worth
alot,” said Watson, ‘‘but is it worth a $100
million difference?”’

To the contrary, said Jay Rosenstein,
vice president, programing, CBS Sports,
some of the values of the CBS package,
beyond direct ad revenue, will be immedi-
ately tangible. ‘*That value is transferred to
the network, the affiliates, our entertain-
ment programing. It is a statement to our
employes.’” The affiliates, he said, *‘will
not have to go uphill against post-season
baseball any more when they are debuting
new product in the fall. Now they will be at
the top of the hill looking down. The strate-
gic value of October,’” when new entertain-
ment programing competes head-to-head
with the MLB post season, ‘‘is tremen-
dous.”

Rosenstein said the CBS package also
includes an advantage neither ABC nor
NBC currently enjoys—one network carry-
ing both the league championships and the
World Series in the same season. ‘‘The
other networks weren’t as cffusive as us
about the LCS’s. We thought they belonged
on free TV, that they provided continuity
into the World Series,”” he said. **We also
have the opportunity to spread out the risk
with the potential of 21 postseason games,”’
rather than just the four to seven World



Series, or eight to 14 LCS, games.

Although he said CBS’s existing summer
schedule of NBA playoffs, golf. college
football and other programing left litle
room for more than 12 regular season
games, he said that CBS also perceived
additional lost revenue in a larger regular
season MLB schedule.

Indeed, according to Arbitron’s Broad-
cast Advertisers Reports, All Star Game,
LCS and World Series coverage. including
pre- and post-game programs, has brought
in approximately two-thirds of the net-
works’ MLB advertising revenue while ac-
counting for only around one-third of the
total national schedule over the past two
seasons. In 1987, ABC and NBC together
earned $198,187,100 from selling post-sea-
son ad spots—accounting for 68% of the
$292,488,200 ad revenue for the entire
1987 MLB season. even though the 20 ex-
tra-season games accounted for only 33%
of the schedule. In 1988, the posti-season,
accounting for only 35% of the schedule.
brought in $185.038.000—60% of a total
$310.095.430 in ad revenue for the year.

{The BAR numbers, said Arbitron, come
from monitoring spots and plugging in ad
rales provided by the networks.)

Taking into account the values cited, said
Rosenstein, "*CBS placed a value on the
exclusivity of the MLB package in such a
fashion as perhaps the other networks did
not.”" Declining to say the network would
not directly lose money on the contract, he
added: “"We're confident in the viability
and health of the package.™

Onward and upward in other sports?

Standing by his charge that the CBS bid
was “‘irresponsible.” Watson said the deal
sends a message to other sports. “"The next
12 months.™" he said. “*will tell if the new
MLB deal is an aberration—most rights
were declining or remaining flat—or if this
is the rocket that launches another era of
rising tees. The NCAA is going to say: ‘If
baseball can get that, what can we get?” ™
Watson said. noting that current NCAA
basketball and National Basketball Associa-
tion contracts—both CBS’s—run out after
the 1989-90 seasons. In addition to vying
for those. he said, NBC will also be looking
at additional college football.

*There is obviously going to be spirited
bidding for those contracts. because of the
need for the product at the other net-
works.”" said Rosenstein, adding that CBS
“will be aggressive in protecting rights we
already have. particularly the NCAA tour-
nament. We've developed an extremely
successful product’™ with both the tourna-
ment and the NBA. which also comes up
for renegotiation in 1989, he said. But he
disagreed that the 1990-93 contract sets a
precedent for other sports rights fees.
“Each property is viewed as a separate
process. There is one set of circumstances
for the Olympics in winter. another for
summer Olympics. another for MLB.™" he
said. “"We didn’t talk about irresponsible
bids when NBC bid higher than CBS on
[the 1992 summer Olympics in] Barcelo-
na.

David Downs. ABC Sports programing
vice president. although confident that his-

CBS Radio’s final baseball season?

Entering the final year of a five-year, $32 million contract, the CBS Radio Network
was, as of last week, vying with other networks for the next national radio contract
with Major League Baseball. The 1989 season will open with an April 8 doublehead-
er featuring the World Champion Los Angeles Dodgers at the Atlanta Braves at 3
p.m. ET and the Baltimore Orioles at the Minnesota Twins at 7:45 p.m. ET. Those two
broadcasts will once again set the pace for the 26-week regular season; each
Saturday the network will feature one early and one late game, with one represent-
ing the American League and one representing the National League. The regular
season will close Sept. 30. CBS reported that its Game of the Week broadcasts last
year were heard on 265 affiliale stations.

In addition to regular season games, the CBS Radio Sports schedule will include
play-by-play coverage of the All Star Game on July 11 at Anaheim Stadium; the
American and National League Championship Series, Cct. 3-12, and the World
Series, beginning Oct. 14. The network will also report live from the Baseball Hall of
Fame induction ceremonies on July 23 at Cooperstown, N.Y.

Special this year will be a 16-part series of two-minute reports anchored by John
Rooney that will feature baseball news, season predictions and interviews with key
players and coaches. The series will be fed to affiliates beginning March 27.
Returning to the broadcasts will be the "home town" fifth inning, which features Jocal
team announcers.

CBS is once again selling its ad inventory in two separate packages: the summer
series, consisting of the All Star game and 26 weeks of regular season games, and
the fall series package, including the league championships and the World Series.
Advertisers this year include Anheuser-Busch, Buick, Isuzu, True Valug hardware
and Tinactin, according to Steve Youlios, vice president of sales for the CBS Radio
Networks. Some advertisers changed marketing strategies this year and decided
not to renew, he said, but replacement sponsors have quickly taken their places.
The network’s sports marketing group has been particularly successful in attracting
new advertisers, Youlios added.

Launching the season this year will be sportscaster Brent Musberger with an April
8 pre-game interview with A. Bartlett Giamatti, newly elected baseball commission-
er. Musberger is expected to take on the play-by-play job for CBS-TV in 1990.
Additional announcers providing CBS Radio Sports coverage will include Johnny
Bench, Steve Busby, Jerry Coleman, Gene Elston, Steve Garvey, Jim Hunter and

Dick Stockton.

tory proves the TV-sports relationship *‘too
cyclical for negative sentiments,”” conced-
ed he is *“‘concerned that the 1990 bid might
give the appearance that all sports rights
will continue to escalate. The reality is that
only a few properties will command the
kind of intangible value that we attribute to
Major League Baseball or the Olympics.
Most sports,”” he said. "*will be negotiated
on a fair and pragmatic basis.”

Baseball’s cable TV exposure

Like Watson, Downs expressed skepticism
about what the new mix of national broad-
cast and cable network schedules will even-
tually bring CBS, ESPN and the league:
“*What they [MLB] are seeing is that deal-
ing with cable has radically raised the reve-
nue generated by the TV package. What
they have not seen is the long-term expo-
sure picture—the effects of underexposure
of the cable universe and shortened network
regular season coverage.’’

MLB director of broadcasting Bryan
Burns has spent the past several years try-
ing to predict just that. The league, he said,
sought to respond to market and regulatory
factors while balancing what has been about
a 50-50 national-local rights revenue stream
(see story, page 40).

“"What has happened with us is a major
course correction,”” he said, describing a
“new environment’’ and bottom line con-
siderations that helped drive the decision to
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go with CBS and ESPN. MLB *‘needed to
make a certain amount of money. Monday
Night Baseball, for example, came to a
point where it was not financially viable.
The public was not watching. The public
spoke. If we had been getting a 16 or 17
rating,”’ he said, ‘‘maybe you would have
seen a different contract.™

However, he said. superstation litigation
and legislation unfavorable to the league—
as well as money—shaped a package that
will add 175 cable games to, and subtract
28 network games from, the national sched-
ule. Asked about the ‘*flood™* of 175 ESPN
games in 1990, he said: **What about the
flood of 400 games already there [via su-
perstations, with which the league has no
national contracts]? If the government is
going to allow a local signal to be sent out
across the country without the club’s con-
sent, fine; we have to get into the [cable
programing] business too. Is exposing four
or five teams, all in one league, healthy for
the game? We would rather let fans from
Tacoma to Tampa see all our teams.’

Having *'lost in court. ridiculously,”
over the superstation copyright issue, said
Burns, the teams carried by superstations
have entered into an agreement with MLB
1o contribute some extra dollars to the
leagues, ‘‘but that is an agreement inside
the league, having nothing to do with copy-
right.”’

Rosenstein, pointing to CBS’s experi-



ence carrying the final 33 NCAA basketball
tournament games—on the heels of ESPN’s
carrying 20 earlier tournament games—in-
sisted, ‘‘Regular season exposure [on ca-
ble] is beneficial to the post season. We
think the 175 games on ESPN funnels inter-
est into and enhances’” CBS’s post-season
coverage.

As for the ESPN deal marking only the
beginning of a trend toward cable, among
those interviewed, none dissented from
Watson’s prediction that “‘for the mo-
ment—the next three to five years—the ma-
Jjor sports events will stay on free TV. Ob-
viously, MLB is there through 1993. You
have to see what happens with cable and
pay TV "

The local factor

Concerns about stepping on the individual
teams’ abilities to forge better local pack-
ages also shaped the CBS and ESPN deals,
said Burns. Before going into last fall's
negotiations, ‘‘the teams instructed the
league to *give some [game] inventory back
to us so we can make local rights agree-
ments.” [MLB] did that™” with the new con-
tracts, he said, ‘‘more than cutting in half—
from over 20, down to seven—the number
of national games that would conflict with
local schedules.”” beginning with the 1990
season

**And, collectively,”” said Burns, “‘the
number of games on local free TV over the
past five years has increased every year’ —
from 1,485 in 1984 to 1,648 in 1988—
while games on local pay also increased
from 820 in 1985 to 1.031, in 1988, ac-
cording to the ieague. Those local numbers

]

will stay steady or rise slightly in 1989, he
said.

Additionally, in designing the ESPN
deal, he explained, MLB *‘put our clubs in
the first position.”” If a game to be aired
locally is also on the ESPN schedule, ESPN
will have to air another game between other
teams in that particular market, leaving the
local broadcast or cable TV rightsholder
exclusive carriage there. Therefore, he ar-
gued, the ‘flood’ of national games on
ESPN will not displace home team games
on local broadcast or local cable, and open-
ing more Saturdays in the network schedule
on CBS will open the opportunity for fur-
ther increases in local schedules. “*Maybe
they balance,’” he said.

For the most part, local rightsholders ap-
peared to agree, nearly all of them confi-
dent in the preeminence of home team in-
terest.

‘‘Actually, our position is enhanced.”
said Bill Craig, general manager, Midwest
Communications, current owner of the
Minnesota Twins’ local broadcast, cable
and radio rights. ‘‘There will be no Twins
[cable] games in Minnesota, North Dakota
or South Dakota except on the Midwest
Sports Channel. They will be blacked out
inside of the exclusive territory. We feel
very comfortable with what's happened on
ESPN.

**“The more baseball there is out there,
the less exclusive is your product, and it
will have an impact’” on local rights values,
said Craig. ‘‘But the home team is still the
one that’s on the front page of the local
newspaper and the one that commentators
talk about. Even when the Twins are in the

cellar, people would rather watch a Twins
game than they would the Yankees. The
local team is where the power is.”’

Although ESPN may get the rights to 10-
15 Cubs games in 1990, said Jake Fendley,
director of sports sales, wGN-Tv Chicago,
*‘we broadcast more local games than any
other station [152]. We might be affected in
the number of games we broadcast, but it
won't affect advertising revenues. There is
always a place for local telecasts.”’

Jack Stanfield, Home Sports Entertain-
ment vice president, programing, and exec-
utive producer for Texas Rangers cable-
casts, concurred: ‘I think the ESPN deal
was a good deal for baseball owners, an
additional source of revenue for them for
national distribution of the game. But the
product in a specific region has its own
value. That is established by the number of
cable homes and the strength and draw of
the team, and I think that’s more the decid-
ing factor.”

*“MLB, somewhere down in its heart,”’
said Kansas City Royals Network Manager
Buddy Turner, *‘is interested in the welfare
of the local rightsholder.”

But even given an environment in which
the single team has ‘*‘first position,”” the
local broadcaster may still find himself in a
fix, said Bill Scaffide, assistant general
manager of Cleveland Indians rightsholder,
WUAB-TV Lorain, Ohio. “‘It is very costly
for local TV to keep local sports.’”” The
franchises, he said, may eventually price
‘‘themselves out of local TV."

The preceding two stories were written
by Peter Lambert

Major League Baseball team by team

+California Angels.

Television broadcast rights to the California
Angels are held by kTLA(TV) Los Angeles, in
the second year of a five-year contract.
KrLAa will broadcast 57 games, two pre-
season, 54 regular season, and the annual
game against the Los Angeles Dodgers.
Bob Starr and Joe Torre will call the games.

KmpciaMm) Los Angeles, in the second
year of a three-year deal, holds radio rights
for the Angels and will broadcast all presea-
son and regular season games, as well as
spring training reports. Al Conin and Ken
Brett will call the games for KMPC(aM), the
flagship for a network of 22 stations in Cen-
tral and Southern California, as well as Ne-
vada, Arizona and Hawaii. Sales are run-
ning way ahead of last year, said a station
spokesman, and Anheuser-Busch, Chevre-
let, Chevron and TWA are among the major
sponsors lined up.

Cable rights to the California Angels are
held by Z Channel, purchased late last
month by Rainbow Programing Enterprises
(BROADCASTING, Feb. 27). It will provide a
dual feed in English and Spanish to 110,000
subscribers in the Los Angeles area. The

feeds for the Angels will be provided by
XPRS(AM) Tijuana, Mexico, which broad-
casts the games in Spanish. 2 Channel will
carry 35 regular season and two preseason
games. Joel Meyers will handle play-by-
play and Torre will do color commen-
tary.

+Chicago White Soxe

Television broadcast rights to the Chicago
White Sox are held by wrLD(TVv) Chicago, in
the third year of a six-year contract. The
71-game schedule includes 67 regular sea-
son games, three preseason and the cross-
town classic, played against the Chicago
Cubs. Major sponsors include Miller Beer
and Dodge.

WwmaaamM) Chicago, holder of the radio
rights, is the flagship for the White Sox
Radio Network, fed to 30-35 stations in Illi-
nois, lowa, Indiana and Florida. Pre- and
post-game shows will be 10 to 15 minutes
on each side, according to Jeff Chardell,
WMAQ(AM) general sales manager. Chardell
also reported that sales are running slightly
ahead of last year. Major sponsors include
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Miller Beer and Chevrolet. The station will
broadcast 178 games, including 162 regular
season and the crosstown classic. Tom
Reeney, former announcer for WFLD(AM) and
Wayne Hagin, an announcer for CBS's
Game of the Week, will handle the an-
nouncing duties.

Cable rights for the White Sox are held
by SportsChannel Chicago, in the sixth
year of a 10-year contract. SportsChannel
will offer 83 regular season games and two
exhibition contests to approximately 1.4
million subscribers. Gary Thorn will have
play-by-play duties and Tom Paciorek will
provide color commentary. SportsChannel
will also broadcast a weekly half-hour
show, Sox '89 Weekly, The Jeff Torborg
Show. (Torborg is the team's manager.)
Sponsors include Anheuser-Busch and The
Chicago Sun-Times, Toyota and Chrysler.

+Kansas City Royals«

Entering its 15th year as the Kansas City
Royals Radio Network flagship——and the
first year of a new three-year deal—wiB-



AM) Topeka, Kan., has eXpanded last
year's 120-station, 10-state network to 132
stations in 12 states, said Royals network
manager Buddy Turner. The 14-year rela-
tionship with the team 1s still "healthy
|and] profit-making.”” he said. Carrying 16
preseason and all 162 regular season
games, each complete with a managers
show and pre-game, post-game and score-
beard shows. the station has already sold
98% of its national inventory to advertisers
including Budweiser, Ford Motors, the Ford
Lifetime Service Guarantee, Western Auto,
Guy's potato chips, Amoco Qil, Farmers
Insurance, True Value Hardware and John
Deere. said Turner. The 131 other stations
in the network retain one 60-second spot
per innming, he said.

On the television side, wpAF-Tv Kansas
City. Mo.. enters the second year of a five-
year contract, feeding a dozen stations in
Kansas, Missouri, Oklahoma, Arkansas.
lowa, Nebraska and Colorado. In addition
to again carrying two preseason and 50
regular season games, the station. said
Turner, will produce 12 half-hour Let It Roil
specials on the team. "We'te going to
front-load the season a little more this time
to draw nterest early.” carrying five of
those specials before opening day, he said.
Paul Splittorff and Denny Trease will again
provide color and play-by-play, respective-
ly. Boasting "number-two Nielsen and Ar-
bitron numbers in the country last May and
July.” said Turner, the network has signed
on Ford Motor Co., Miller beer and Uniroyal
for 1989.

+Minnesota Twins.

Midwest Communications, owner of WCCC-
AM-Tv Minneapolis, starts a new contract
this year for the radio, broadcast television,
cable and pay-per-view rights to Minnesota
Twins baseball. The five-year pact comes
amid what wccotaMy's local sales manager.
Ray Vecellio, called '‘tremendous interest
in Twins baseball” that has been steadily
groewing since the team’s 1987 champion-
ship year.

Midwest will televise a total of 124 Twins
games. Wcco-Tv will air 34 broadcast tele-
vision games, and Midwest has contracted
independent KITN(TV) Minneapolis to broad-
cast an additional 26 games on nights that
baseball conflicts with network programing
on CBS affiliate wcco-Tv. Both the weco-Tv
and xITN games will be fed to the seven-
station Twins network.

The 64 other televised games will be
available to cable subscribers. Midwest
Sports Channel, a basic service, which
signed on last Wednesday (March 1), will
present 24 games (four of them preseason).
17 away and seven home. About 400,000
subscribers will be served on 40 cable sys-
tems. Systems in the Minneapolis-St. Paul
area will have the option of seeing 40 pay-
per-view home games. Outside the metro-
politan area, those games will be available

to basic subscribers.

Midwest Communications General Man-
ager Bill Craig and Bob McGann, wcco-Tv
station manager, both reported good ad
sales so far. The major spensors for both
will be Anheuser-Busch and Norwest Bank.
Former Twins pitcher Jim Kaat, who han-
dled color commentary last year for
wcco(aM) and last year's broadcast TV out-
let, kMSP-Tv, will return to announce games
for both broadcast and cable this year. He
will be joined by play-by-play announcer
Ted Robinson.

Audience shares for the Twins on radio
reached into the 20's for some games last
season, according to wccoiamy's Vecellio.
This year, 85% of the ad time has been sold
for the 162 regular and 14 preseason games
to be broadcast. The biggest sponsors are
Anheuser-Busch, Chrysler, Amoco, Hard-
ware Hank and Super Value grocery stores.
Returning announcers will be Herb Carneal
and John Gordon.

+0akland Athletics+

Although the Qakland A’'s booming bats
went quiet in the World Series last year,
they remain “the showcase American
League Team,” boasting the 1988 Most
Valuable Player, as well as manager, rookie
and reliever of the year, said Fred Ep-
pinger, national sales manager, KPIX(TV} San
Francisco. flagship for an Oakland network

of nine stations in California, Nevada and
Arizona. Combined with the CBS affiliate's
carriage of the NFL San Francisco 49'ers
and NBA Golden State Warriors. holding
the rights to the 1988 American League
western division champions "'enhances our
identity as the sports leader in the market,”
he said. Krix(tv) will carry a minimum of 28
regular season games, adding up to six
more, as it did last season, if the team
"comes close to clinching.”” Monte Moore
and Ray Fosse will again call the games,
and, as of last week, the possible addition
of pre- and post-game shows was under
consideration. The station 1s "'well ahead of
last year” in selling its inventory. "‘We have
not lost any incumbents and are adding
some new'' advertisers, Eppinger said.
On radio, KSFO(AM) San Francisco enters
the second year of a three-year deal by
which the team pays for the broadcast
time, while retaining ad sales, for 14 week-
end preseason, and all 162 regular season,
games. The station retains some time to
promote the station, with the rest of in-
game time sales up to A's broadcasting
directer David Rubenstein, said KSFO(AM)
vice president and general manager Ken
Dennis. Budweiser and Chevrolet are
signed up, he said. Flagship for a 14-station
network reaching California, Oregen, Utah
and Nevada, ksFoaM) does sell its own ad
time in a plethora of Qakland A’'s-driven
programs. Those programs include pre-
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game magazine and news shows, post-
game wrapup and scoreboard shows, a
morning manager’'s show and an evening
call-in/talk show. So dedicated to A's pro-
graming is the station that, during the en-
tire week of March 15, the morning drive-
time (including hourly sports news from
CBS-TV's NFL color announcer and former
Oakland Raiders head coach John Madden)
and evening drive-time broadcasts will
originate from the A's Arizona preseason
sites—''a very expensive operation, but we
think it's worth it,"”" said Dennis. Reprising
their announcer roles from last year's
championship season will be Lon Simmons
and Bill King, visited "‘often’” by color man
Fosse from the TV announcing team.

+Seattle Mariners.

Kstw(tv) Tacoma, Wash., which had Mari-
ners rights from 1982 to 1985. signed a
three-year contract in December 1988 to
regain the television rights to the Mariners
from KIRO-TVv and KTZz-Tv, both Seattle.
KstwiTv) will offer 60 regular and 5 presea-
son games, all away contests. Kevin Hale,
KSTW-TV vice president and general manag-
er, plans on an eight-station network.

On Mazch 13, ksTw(TV) will start a major
premotional campaign using public transit,
radic. newspapers and TV Guide. ""We
want fans to know the Mariners are back
on ch. 11, said Hale. Advertisers signed
include Anheuser-Busch, Unocal, and Cu-
prinol stain, with more pending, and, based
on past history, said Hale, the station ex-
pects to be totally sold. Game announcers
will be Dave Niehaus, the voice of the Matri-
ners for the past 12 years, and Rick Rizzs.
They will also handle radio coverage. Color
analyst is Joe Simpson, who played with
the Mariners from 1979 through 1982. No
pre- or post-game shows are scheduled.

Hale said that no cable network is cur-
rently planned, although it remains a possi-
bility.

KIRO{AM) Seattle, in the last year of a five-
year contract, will cover 162 regular season,
as well as preseason, games, over a net-
work of approximately 30 stations. Adver-
tisers, said Joe Abel, executive vice presi-
dent and general manager, include
Budweiser, Chevron, Farmer's Insurance,
Pacific First Federal and Denny's. The sta-
tion will come close to selling ocut, Abel
said. Dave Niehaus and Rick Rizzs will an-
nounce the games, as well as handle pre-
and post-game duties.

+Texas Rangerse

Texas Ranger baseball over Home Sports
Entertainment (which also has pay cable
rights to the Houston Astros) will be avail-
able to more than one million cable sub-
scribers on 250 systems, most of them in
Texas, Louisiana and Okiahoma. HSE, a

five-year-old network, has seen especially
large expansion since the start of the 1987
season when games were carried over 121
systems to 225,000 viewers. This expan-
sion has led to a list of about 20 major
national advertisers that sponsor Ranger
games. That list includes Anheuser-Busch,
Chrysler, Texaco, AC Delco, American Ex-
press and Miller beer. Advertising ''pretty
much increases on a parallel with our sub-
scriber numbers,” said Jack Stanfield, HSE
vice president, programing, and executive
producer for Rangers baseball.

HSE will present 68 regular season
games. In the past it has shown some pre-
season games between the Rangers and its
minor league clubs, but this year HSE will
not have any preseason games. Instead it
will send a production crew to training
camp to produce a special to air before
opening day. During the season, regular
half-hour pre- and post-game shows will be
presented.

WaAP(AM), the radic rightsholder to the
Rangers, is consistently one of the top five
stations in listenership in the Dallas-Fort
Worth area, and baseball coverage is a
main factor, according to John Hare, presi-
dent and general manager. Last year the
station averaged a 6.7 share during Ranger
broadcasts, he said. He reported that ad
sales are ahead of the same time last year.
Ford, Delta Airlines and Gulf Oil are the
major sponsors.

A schedule of 64 regular season games is
being readied for KTVT(TV) Fort Worth, with
one warm-up game in preseason also
planned. The station's general manager.
Charles Edwards, projected that ad sales
will be up 12% over last year. Nevertheless,
the station will “promote more extensively
than we did last year. both on [its own] air
and in other ways,” Edwards said. Cne
possible opticn would be to buy time on
ESPN, he said. The largest advertisers
signed so far are Anheuser-Busch, Burger
King and True Value Hardware.

+Baltimore Qrioles«

If ratings peoints fell off as much as the
Baltimore Orioles’ play did last year, wMAR-
TV Baltimore might be giving away adver-
tising time during its Crioles broadcasts
this season. But as it happened, said How-
ard Zeiden, vice president of sales and
marketing for the station, ratings did not
experience ‘'nearly the same slippage’ as
the last-place Orioles’ performance did.
(The team lost its first 21 games and fin-
ished 54-107.)

The station expects that its new play-by-
play announcer will generate some excite-
ment. He is Jim Palmer, the former Oriole
and three-time Cy Young award winner
who can recall the team's glorious past as
he calls the uncertain present. Another ex-
Bird, Hall of Famer Brooks Robinsen, will
return as color commentator. And, accord-
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ing to Zeiden, WMAR-TV sportscaster Scot.
Garceau will occasicnally make it a three-
some.

Home Team Sports, the regional cable
network now reaching 1.2 million homes,
under its long-term agreement with the
team, will televise 85 regular-season games
(65 home, 20 away) and five preseason
games, matching last year's output. Mel
Proctor and John Lowenstein, another for-
mer Criole, return to handle the play-by-
play and color for the cablecasts. Each
game will again be preceded by All Star
Automotive Orioles Report with Tom Davis.

WaBAL(AaM) Baltimore, in the second year
of a three-year agreement, is committed to
broadcasting every game, starting with last
Friday's exhibition opener (March 3)
against the Mets. The announcing team is
the ‘same as last year: Jon Miller and Joe
Angel.

Jeff Beauchamp, manager of the Hearst
station, said sales are "progressing well,"
but he conceded that the team’'s perfor-
mance has discouraged some national ad-
vertisers, which do not reap the benefit of
identifying with the team to the extent lo-
cal advertisers do. Like HTS, wBAL's prob-
lem is beer. Beauchamp said Budweiser
may not be back this season. forcing the
station to find a new brewery to round out
this year's advertisers. Budweiser is trying
to trim back its broadcasting expenditures,
he said, and may feel that its long-term
contract with WMAR-TV is sufficient to cover
the market. But the rest of the advertising
line-up looks solid, according to Beau-
champ. It includes American Oil, Jeep-Ea-
gle, Sherwin-Williams, Esskay meats, San-
toni's supermarkets, Amco transmission,
Amana applicances and Trane heating and
air conditioning.

+Boston Red Sox

WSsBK-Tv Boston, entering its fourth year of
a five-year contract with the Red Sox, will
carry 75 regular season and three presea-
son games. Last year's broadcasts generat-
ed household ratings of 10-11, accerding to
Stuart Tauber, the station's assistant gen-
eral manager. About half the ad inventory
for the upcoming season is sold out, he
said, including deals with Anheuser-
Busch, Mitsubishi, Delta, Citgo. Dodge, BF
Goodrich, New England Ford Dealers and
the Bank of New England. A network of
New England television stations will re-
ceive 30-45 of the games, with the action
described by Bob Montgomery and Sean
McDonough.

New England Sports Network, a cable
company partly owned by the Red Sox. will
this season air 53 home, 30 road and 14
spring training games. Nielsen ratings on a
key game last year revealed a 42 rating/63
share for the Red Sox in Boston, according
to John Claiborne, vice president and gen-
eral manager for the network, who said



such high numbers are not unusual for top
games. Helping those ratings along is an
increased subscriber base, which, he said,
18 up from last year's 217,884 t0 its current
303,000 figure. Claiborne said ad inventery,
expected to be sold out by the start of the
season, includes Budweiser, Jiffy Lube,
New England Chevrolet, New England Nis-
san, Polaroid, Texaco, Store 24 and Century
21. Included among promotional tie-ins
with advertisers will be a Budweiser-spon-
sored major league scoreboard read twice
per game. NESN announcing duties this
year will once again be handled by former
Red Sox player Jerty Remy and 30-year
veteran team announcer Ned Martin.

Radio coverage for the Red Sox will once
again be handled by wPLM-aM-FM Plymouth,
Mass. The station will oniginate 81 home,
81 away and 22 preseason games to a net-
work of more than 80 stations. A station
spokesman said major advertisers will in-
clude Budweiset, American Motors and
Chrysler. Returning announcers will be Ken
Coleman and Joe Castiglione.

+Cleveland Indians.

This 15 the 10th year that wUAB-Tv Lorain,
Ohio, holds the nights to the Cleveland Inch-
an games. The station will air 60 contests
(50 away and 10 home) and has sold about
50% of 1its advertising inventory. Among
the major sponsors are Anheuser-Busch
and Wendy's. said Bill Scaffide, assistant
general manager. Scaffide said the station
recelved an average 13 rating/22 share last
season and expects to do better in 1989.
The Indians, he said. have “made them-
selves very competitive,” and interest in
the team 1s picking up. Jack Cormgan will
do the play-by-play. and the station is ne-
gotiating with several people for the color
commentary slot. according to Scaffide.

Wwwe(aM) Cleveland 1s the flagship for a
30-station radio network [t has been broad-
casting the games since 1972 and. as with
WUAB-Tv. Anheuser-Busch 1s a leading
sponsor. The station plans to broadcast 162
games alcng with 16 spring training
games. saild wwwe's David George. It also
will air a 20-minute pre-game show called
Countdown to Baseball and a 15-minute
post-game show, Final Edition. Herb Score
will call the play-by-play and Paul Olden
will provide coler. According to Tom Camp-
bell, the station has sold about 90% of its
network inventory and 70% of the local
avails.

No Indians games are carried on cable

+Detroit Tigers.

WoiviTv) Detroit will present nine home, 43
away and five preseason games this sea-
son, as the station enters the first year of a
new three-year contract. Ad inventory is
about 80% sold out, said Chris Rohrs, vice

president of marke«ting and station manag-
er. Advertisers include Anheuser-Busch
{new this year), Ford Dealers, Taco Bell,
Kroger Supermatkets, Pepsi, Blue Cross,
General Electric and Unocal. Sportscasters
are Al Kaline and George Kell, and Bernie
Smilovitz will host 40 half-hour pregame
shows.

Ann Arbor-based Pro Am Sports Systems
will provide 20 away, 55 home and one
preseason game via cable. About 70% of
the cable ad inventory is sold, according to
General Manager Bill Wischman, including
deals with Ford, Stroh's, Highland Appli-
ance. Sprint, GMAC, General Electric and
True Value hardware stores. The service
will provide a full lineup of Tigers-criented
programing on March 17, including a fea-
ture on former Tigers called Tigers at
Heart. The subscriber base is 540.000, said
Wischman. Returning announcers will be
Jim Northrup and Larry Osterman.

Tigers radio coverage this season will be
handled by wJriam) Detroit, now in the
third year of a five-year contract. The sta-
tion will carry all 182 games, including 20
preseason matches, beginning March 3.
Advertising sales are ahead of last year,
sand General Sales Manager Mike Fezzey.
including commitments from Anheuser-
Busch, Ford Dealers, Cometica Bank and
Marathon Qil.

+ Milwaukee Brewers+

Wcav-Tv Milwaukee is 1n the first year of a
three-year contract to broadcast Milwau-
kee Brewers games The station. which re-
tains all broadcast TV nghts, has lined up
five affiliates so far for a regional network.
Major advertisers include Miller Brewing,
Hardee's and Northwest Airlines Calling
play-by-play for the eight pre-season and
60 regular-season games will be Jim
Paschke. Joining hum to do color will be ex-
Brewer pitcher Pete Vukovich.

The Brewers retain radio rights and have
a network of approximately 67 stations in
51 markets. WTMJ(AM) is the flagship sta-
tion for the broadcasts of 162 regular sea-
son games and 18 preseason games. Bob
Uecker, recovering from a mild heart attack
in January, 15 scheduled to be in the booth
for his 19th, and the team’s 20th. year, said
Wilham Haig. vice president, broadcast op-
erations, Milwaukee Brewers Radio. Pat
Hughes will be with him for his fifth year.

+New York Yankeese

The New York Yankees' new television
contract was noteworthy, both for the
amount of money involved, a reported $500
million over 12 years. and for the fact that,
starting in 1991, rights to all the games will
pass to cable. The latter fact has aroused
some local politicians to consider legislat-
ing over-the-air-carnage of some of the
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team's games

Madison Square Garden signed the con-
tract only two months ago, and details of its
18889 telecast of four preseason and 72 reg-
ular season games are still being worked
out. The cable network is negotiating the
Yankee telecasts separately with MSG affil-
iates, who reach 2.4 million homes, asking
them to pay a 39% surcharge on top of the
regular menthly 80 cents per-sub fee. The
uncertainty over how many cable operators
will accept the price increase may contrib-
ute to MSG's delay in announcing advertis-
ers. The cable network is still also inter-
viewing potential announcers for the
telecasts, which include a half-hour pre-
game and a 15-minute post-game show.

Weix(Tv) New York will increase the num-
ber of games broadcast this year to 78
(three preseason and 75 regular) from 52 in
1988, when they averaged a seven rating,
said Marty Appel, executive producer. Vet-
eran on-air personality and former Yankee
shortstop Phil Rizzuto will be joined by two
new announcers: George Grande, who
comes to the station from ESPN, and Tom
Seaver, who replaced Bill White, recently
named president of the National League.

WaBciaM) New York renegotiated its
agreement, adding an additional five years
to the remaining three years of its current
contract, said general manager Fred Wein-
haus. The ABC-owned station will ongi-
nate the entire regular season and about 15
of the pre-season games to a network of
about 50 stations, including stations as far
away as Phoenix and Houston. Weinhaus
said the station had only a few minutes of
advertising time left and expected ad sales
this year to be "a million and half more
than 1988 sales.” Major advertisers include
Budweiser, Marine Midland Bank and Nis-
san. Announcers for the games are John
Sterling and Jay Johnstone.

+ Toronto Blue Jays.

The Sports Network, which held the cable
rights last year for the Blue Jays, was, last
month, in the process of negotiating for
them again this year. The network would
likely run four preseasen games and 50 reg-
ular season games, said a spokesman. Blue
Jays announcer Fergie Olver will provide
play-by-play, and former Blue Jays catcher
Buck Martinez, color. Major sponscrs are
Labatts, Esso and Coca-Cola.

TV Labatt, a division of Labatt Brewing
Co., owner of 45% of the Blue Jays, holds
the television rights for the team. In the
fifth year of its six-year contract with TV
Labatt, CTV Television Network will be air-
ing 42 regular season games hosted by
Olver, with Don Chevrier doing play by play
and Tony Kubek doing color.

Telemedia Broadcasting Systems holds
the radio rights to the Blue Jays and is in
the last year of a three-year contract, but

has signed another contract for the follow-
ing three years. The flagship station for the
network of more than 60 radio stations is
Toronto's CICL(AM), owned by the same par-
ent company. National advertisers include
Labatts, McDonalds, Blacks Cameras, Ze-
nith and Miracle Food Mart.

«Atlanta Braves.

The number of Braves games on WTBS(TV)
Atlanta is still being worked out, but will
likely be around 120, which will be a drop
from last year's 135. Turner's carriage of
the National Basketball Association cuts
intc a number of Braves games in May.

Ron Snyder, director of sports sales for
WTBS, reports that '"Braves sales are
healthy' despite last year's last-place fin-
ish. The team scored a 2.2 cable rating over
its schedule last year. Snyder said advertis-
ers signed include Anheuser-Busch, Delta
Air Lines and Ford, a new sponsor this
year.

WsBaM) Atlanta is in the first year of a
new three-year rights agreement to carry
all 162 regular season and 10 preseason
games on a 93-station network. WSBAM)
has carried the Braves in 22 of the last 23
seasons. Bob Huntley, general sales man-
ager for the station, said sales are going
“very well,"" with Budweiser, Delta Air
Lines and Coca-Cola signed. Under the
new contract, the station purchased the
rights and is responsible for putting togeth-
er the six-state network.

+Cincinnati Reds.

Now in its 28th consecutive year of cover-
ing Cincinnati Reds baseball, wLwT(Tv) Cin-
cinnati will broadcast 47 games this sea-
son. The station, which retains Reds
baseball rights, is in the second year of a
three-year contract and is the flagship for a
23-station netwark. In addition to the 47
games, the station also has an option to
broadcast three additicnal games. Ad sales
are going ‘‘very well,”" said Tony Kiernan,
the station's vice president and general
manager. Major advertisers include An-
heuser-Busch, Toyota, Kroger Supermar-
kets and Ford Dealers.

Radic coverage of Reds baseball will be
handled by wLwtaM) Cincinnati, in the first
year of a three-year contract. The station,
which holds the radio rights, will air 18
exhibition games and 162 regular season
games, including any post-season games.
It is the flagship for a 75-staticn network.
According to David Martin, president and
general manager of the station, ad sales
have been "‘quite brisk,”" with 85%-90% of
the inventory sold. Major advertisers in-
clude Anheuser-Busch, Marathon Oil,
Community Mutual, Pepsi-Cola and Delta.

In their 16th year of calling Reds baseball
for wLw(aM), Joe Nuxhall and Marty Brenna-
man return to the booth for the station.
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Marty Brennaman is the father of wLWT(TV)
announcer Tom Brennaman. The station
will produce two pre-game shows and two
post-game shows. Each of the shows will
be approximately seven minutes and will
include interviews with players and man-
ager Pete Rose.

+Houston Astros«

Astros television rightsholder KTXH(Tv)
Houston will broadcast 73 away games and
11 exhibition games this year. Sponsors
include Anheuser-Busch, Kroger and
Scuthwestern Bell. Sales are "pacing well
ahead" of a year ago, said Julic Bermudez,
station general manager.

KTrH(AM) Houston will again carry the full
slate of Astro games, although the rights
are retained by the team, which sells the
time. Radio sponsors this season include
Anneuser-Busch, Kroger, Coca-Cola, Delta,
Western Auto and Ford Lifetime Service.
Nissan and Subaru are competing for the
automobile sponsorship.

Home Sports Entertainment just renego-
tiated a long-term (more than 10 years) deal
with the ball club and will carry all 80 As-
tros home games this season. The Astros
will also have about 25 games on Florida's
Sunshine Network this season. However,
with the new ESPN contract, Astros partic-
ipation in the Sunshine Network would
cease after this season.

+Los Angeles Dodgers ¢

KTTviTv) and kaBC(aM), both Los Angeles,
enter the second year of five-year contracts
with the Dodgers for broadcast rights. KAB-
C(AM) also holds the Spanish radio rights,
which it subleases to KWKwW(AM) Pasadena.
KABC(AM) coordinates a regional radio net-
work of 25 English stations and five Span-
ish stations. Major sponsors include Uno-
cal, Coca-Cola, Anheuser-Busch, Nissan
and Farmer John Meats.

KTTv will broacast four preseascn games
and 46 regular season away games. The
station has hired former Dodger pitcher
Don Sutten to do a pre-game show this
season called Dodger Central, debuting
yesterday, March 5. Sutton provides color
commentary along with the team of Vin
Scully, Don Drysdale and/or Ross Paorter.
Major television sponsors include An-
heuser-Busch, Unocal, Coca-Cola, Farmer
John, Jeep Eagle and Pacific Bell.

Z Channel, which two weeks ago be-
came New York-based Rainbow Program
Enterprises’ seventh regional cable sports
network {(BROADCASTING, Feb. 27), will carry
35 Dodger home games this season. Z
Channel, which is not permitted by the
Dodgers to sell ad time within the games,
said a Rainbow spokesman, also carries
California Angels games.



+San Diego Padrese«

For the third year in a row, the Padres will
purchase time on television and its En-
glish-language radio affiliate, retaining the
rights and selling all the local advertising
itself. Jim Winters, director of broadcasting
for the team, said the arrangement contin-
ues to work well for the Padres. Although
time is not sold out, Winters said sales are
running as strong as last year.

The Padres are buying time on KUS-TV
San Diegoe for the two preseason and 49
reqgular season games that will be fed to a
10-station network that will include outlets
in Hawaii. The team controls the advertis-
ing in the pre- and post-game programs.
Among advertisers signed are Anheuser-
Busch, Toyota Motor Sales and Dealers,
Jack in the Box and Taco Bell

KFMB(AM) San Diego will carry 192 pre-
and regular season games on a 12-station
radio network. The station is in the last
year of a four-year deal with the Padres.
Radio advertisers include Chevron, Coca-
Cola, Toyota, Home Federal, Lucky Stores,
Chrysler-Plymouth and Farmer's Insurance.
The Padres sell the Spanish-language
rights to XExx(AM) Tijuana, Mexico, which
keeps the ad avails, and feeds a 17-station
network.

The Padres are in the last year of a three-
year deal with Cox Cable for pay-per-view
coverage, in an arrangement by which the
teamn and Cox split the profits. Winter said
that although the Padres continue to make
money on the venture, overall revenue has
declined steadily since 1984-85. Cox dis-
tributes the games to several other systems
in the area, giving the Padres a combined
reach of 300,000 addressable homes.

+San Francisco Giants ¢

Ktvu(rv) Oakland, Calif., returns this year to
Giants baseball with a new six-year con-
tract. The station, which holds the broad-
cast TV rights, is flagship for a five-station
network. The Fox-affiliate will air one pre-
season game and 50 regular season gares,
10 more regular season games than last
year. According to Brocke Spectorsky, sta-
tion manager, ad sales are "‘very healthy,
much better than last year at this time."”
Major advertisers are Toyota and An-
heuser-Busch. The first-year anncuncing
team includes Hank Greenwald calling
play-by-play and Duane Kuiper and Ron
Farley providing color and analysis.
KnBR(aAM) San Francisco also has a new
six-year contract as radio carrier of Giants
baseball. The station, which last year com-
pleted 1ts second consecutive five-year
contract, will carry 15 preseason games
and 162 regular season contests. The sta-
tion will feed a network of 10 stations. Ma-
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jor advertisers include Anheuser-Busch,
Chevron, Nissan, Farmer's Insurance and
Northern California Pontiac dealers. The
station is running a co-promotion with Nis-
san whereby a fan will be selected to re-
ceive $100 for each run scored by the Gi-
ants in a particular inning. Color
commentator Ron Fairly returns to the an-
nouncing booth along with Hank Green-
wald. The station will proeduce two pre-
game shows and two post-game shows,
totaling 20 minutes each. The pre-game
shows include The Roger Craig Show (coa-
ch of the Giants), sponsored by Procter &
Gamble.

The Giants will offer a 36-game cable
package. In addition to the $150 package,
the team also offers games 10 cable sub-
scribers on a pay-per-view basis, for $5.95-
$7.95 per game. According to Eva Bustos,
director of Giantsvision, Giantsvision totals
73 systems serving about 1.6 million sub-
scribers. Bustos said the cable service is
growing at a rate of "about 200,000 sub-
scribers and 10 systems each year.”” Duane
Kuiper and Joe Morgan will handle the an-
nouncing chores.

+Chicago Cubs.«

WGN Continental Broadcasting has been
broadcasting Cubs games since 1948. Su-
perstation WGN-Tv will carry 152 games, in-
cluding all 81 home games and four in the
preseason. WGN-TV reaches more than 25
million homes nationally on cable systems.

Jake Fendley, the station's director of
sports sales, said the games are about 75%
sold out. Major sponsors include Anheuser-
Busch, Nissan, Buick, The Chicage Tri-
bune, Unocal Oil Co., Pepsi-Cola, United
Airlines and True Value Hardware. The
pregame show, Leadoff Man, is sponsored
by Chicagoland Chevrolet Dealer Associa~
tion. The post-game show, Tenth Inning, is
sponsored by the Chrysler-Plymouth Dealer
Association.

Harry Caray, 1989 Ford Frick award win-
ner, will handle play-by-play for six innings.
Dewayne Staats will cover play-by-play for
three, and Steve Stone will be providing
color.

WGN(AM) will broadcast 163 games, in-
cluding the Cubs-White Sox exhibition
game and 12 other preseason games. The
Cubs will be broadcast to a network of 83
stations in 16 states. The games are 70%
sold out, which, according to the station,
“is an about an average Cubs’ selling
year." Sponsors include G. Heileman Brew-
ing, Marathon Qil Co. and Blue Cross/Blue
Shield of lllinois. There is a 30-minute pre-
game show, Scouting Report, which has a
magazine format. Staats handles play-by-
play for six innings on radio, with Caray
covering play-by-play for three innings and
Dave Nelsen on color.
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+Montreal Expos+

Labatts Beer begins the fourth year of a
five-year contract this season, holding both
TV and cable rights for the Montreal Expos.
Coverage in bilingual Canada will be split
into networks of English and French broad-
casts. Handling English radio broadcasts
for the Expos is CJADAM) Montreal, this
year in the first year of a three-year con-
tract with a fourth-year option. The station
will air all 162 regular season games, eight
preseason contests and the All Star game.
French broadcasts will again be heard over
CKAC(AM) Montreal. Major advertisers for
both stations include Labatts and General
Motors. English broadcasts are done by
Dave Van Horne, Jerry Trupiano and Bobby
Winkles. For the French broadcasts, Jac-
ques Doucets and Rodger Broulette will
handle announcing duties.

CTV Television Network affiliate CFCF-TV
Montreal will broadcast 40 regular season
games this year (19 home and 21 road).
CTV Television Network als¢ airs the To-
ronto Blue Jays. Van Horne, Ken Singleton
and Ron Reusch handle the broadcasts for
the station.

The Sports Network provides cable cov-
erage of the Expos, reaching close to two
million subscribers, said Jim Thompson,
vice president and general manager. The
network is currently renegotiating its con-
tract, but, said Thompson, plans t0 show
44 Expos games (four preseascn) this year.
Next year TSN will go from a “‘discretion-
ary,”” or pay, cable service to a basic ser-
vice and subsequently will air only 25 Ex-
pos games. The fewer games, however, will
reach more subscribers, he said. Play-by-
play coverage for TSN is done by Singleton
and Jim Hughson.

+New York Mets.

SportsChannel, in the eighth year of a long-
term contract extending beyond the year
2000, is still in litigation with the Mets over
rights fees. The contract is for both the
New York area, where SportsChannel
reaches 1.1 million subscribers, and for
Florida, where SportsChannel Florida will
carry some of the games to its 750,000
subs. This year the cable sports network
will carry 75 games, anncunced by former
players Rusty Staub, Ralph Kiner and Fran
Healy. Rich Kahn, spokesman for Sports-
Channel, said time on the games was 88%
sold to advertisers including Anheuser-
Busch, Toyota, Buick, TWA, Texaco, Met-
ropolitan Life, JeepEagle and Manufactur-
ers Hanover Trust.

With another three years on its contract,
WWOR(TV) Secaucus, N.J., this year will air
75 regular season and seven preseascn
games. Station spokesperson Ellen Mor-



genstern said the list of statipns for a re-
gional Mets broadcast network is “still
coming together.”’ Total household ratings
for last year's telecasts averaged a 9 rat-
ing/21 share, with prime time games aver-
aging a 10.2/20. Advertisers include An-
heuser-Busch, and announcers will be Tim
McCarver and Steve Zabriskie

WFAN(aM) New York, in the third year of a
four-year contract, will carry 22 preseason
and all regular season games. Station Gen-
eral Manager Scott Meier said a network of
about 22 stations will also carry the broad-
casts, which will be announced by Bob
Murphy, Gary Cohen and Howie Rose.
Meier said advertising sales are progress-
ing ‘“‘very wel'’ and include Anheuser-
Busch, Chrysler and Crazy Eddie

+ Philadephia Phillies «

According to Ray Tipton, executive pro-
ducer of Phillies Baseball for wrar-Tv Phila-
deiphia, 90 games will be broadcast this
season—b5 preseason, B85 regular season.
Regional cable sports channel Prism will air
40 regular season games {33 home, 7
away). WcAUaM) plans to air 20 preseason
games and all regular season games.

WTAF-TV is in the seventh year of an 11-
year arrangement running through 1992.
The station retains rights but shares adver-
tising revenue with the team. Principal ad-
vertisers will be Anheuser-Busch and First
Pennsylvania Bank.

Wcau(aM)'s 11-year contract runs
through 1993. The station has had a 23-
staticn network. Chris Witting, vice presi-
dent and general manager, expects that
number to grow this season. Major adver-
tisers include Chevrolet and Anheuser-
Busch.

Prism has been showing Phillies games
since 1976 and is currently in the fourth
year of an eight-year contract. Prism pays a
rights fee but the Phillies retain and sell
advertising time, some pre-sold to An-
heuser-Busch, Blue Cross-Blue Shield and
Mister Goodbuys (hardware franchise).

Harry Kalas, Richie Ashburn and Andy
Musser handle play-by-play and color com-
mentary for radio, TV and cable. Garry
Maddox and Chris Wheeler contribute color
for cable.

+ Pittsburgh Piratese

"It went great."” That is Dean Jordan's as-
sessment of the Pirates’ first year as the
producer of the team’'s radio broadcasts.
Jordan, director of breadcasting for the sec-
ond-place NL East finishers, said sales and
profits from the broadcasts exceeded ex-
pectations.

Prior to last season, the Pirates sold the
radio rights each year to KDKa(aM), Group
W'’s clear-channel powerhouse. But, figur-

ing it could earn more and promote the
team better, it decided to retain the rights
starting with 1989, produce the games and
sell the time. KDKA remains the flagship of
the team's radio network, carrying the
games in the second year of a three-year
agreement. The radio network has grown
under the team’'s direction. Last year, the
number of stations in the networks jumped
from 27 to 40. The Pirates have added at
least four more stations for the upcoming
season.

Major advertisers for the radio bread-
casts include Budweiser, Melion Bank,
Jeep-Eagle, Giant Eagle supermarkets,
Sears, Donnelly Directories, Nissan and K
Mart

The Pirates have sold the broadcast tele-
vision rights to KDKA-TV. In the second year
of a two-year agreement, the Group W sta-
tion will broadcast 48 regular season games
(40 away, eight home)}—two more than last
year—and two preseason games. The sta-
tion has put together a network comprising
six other stations. The contract between
the team and that station has an option for
a third year, which has to be executed by
Sept. 1, according to Jordan.

Judging from advance advertising sales,
Hal Whack, general sales manager, KDKA-
Tv, is anticipating ““‘an excellent year."" Pre-
season sales, he said, have already sur-
passed sales for the entire 1987 season.
Whack attributed the healthy sales to the
Pirates’ performance and creative cross-
promoticnal activities involving the team,
advertisers and the station.

Television advertisers include Anheuser-
Busch, Giant Eagle, Bell Atlantic, Equi-
bank, Eat 'N’ Park, Sunoco, Chevrolet, Mc-
Donald’'s, Cameron Coca-Cola, Pizza Hut,
Pittsburgh Paints, The Appliance Store and
the Pennsylvania State Lottery.

The team is in the final year of a three-
year agreement with Tele-Communications
Inc.'s regional sports service, KBL Enter-
tainment Network. Under the deal, KBL will
televise 60 regular season games {33 away
and 27 home} and three preseason games,
one on April 1 against the Baltimore Orioles
from Robert F. Kennedy Memorial Stadium
in Washington.

The deal, which has a two-year option
clause. is complex, involving TCIl's pur-
chasing of large blocks of tickets each year,
and is dependent on the teams’ on-field
performance.

The same four announcers are back from
last year to handle the cablecasts and
broadcasts: Lanny Fratare, John Sanders,
Steve Blass and Jim Rooker.

+St. Louis Cardinals +

"“The Cardinals are one of the top fran-
chises year in and year out,"” said Robert
Fullstone, vice president and general man-
ager, KPLR-TV, which is celebrating 30 years
on the air this spring. The station, in the
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second year of a three-year contract, will
offer 60 games, the majerity away, includ-
ing opening day in New York against the
Mets and the home opener.

Leading advertisers on board include
Anheuser-Busch, Central Hardware,
Schnuck’'s {(a food retailer), Hardee's and
True Value Hardware. Fullstone said that
ad inventory sales are currently ahead of
last year, when it came close to selling out.
A network of 32 stations in nine states,
“one of the biggest in baseball,”” he said,
will reach an estimated 10.5 million homes,
about one million more than last year, ac-
cording to Dan Cohen, KPLR-TV research di-
rector. Game anncuncers will be former
Cardinal pitcher Al Hrabosky and Ken Wil-
son. Although the station does no actual
pre- or post-game shows, The Whitey Her-
zog Show will air each Sunday night at 9:30
p.m. and feature the former manager ana-
lyzing the week's baseball events. On the
air now is the Hot Stove League, a baseball
discussion program.

At this year's Association of Indepen-
dent Television Staticns convention, ac-
cording to Fullstone, KPLR-TV received hon-
orable mention for its Cardinals sales kit
and on-air promo spots, and won the out-
door display category for its inflatable bat
and ball.

KmoxiaM), the flagship station of a 130-
station network, plans to cover all 162 regu-
lar season games as well as preseason ac-
tivity, according to General Manager
Robert Hyland. The station, which has
been covering the games for "‘at least the
last quarter century,”” has three years to go
on its current contract.

Advertisers include Anheuser-Busch,
Chevrolet, Schnuck's, Missouri Lottery,
Marco Sales, Car Quest and United Van
Lines. Hyland reports that all pre- and post-
game shows, along with 80% of the “in-
game’’ inventory, have been sold. Pre- and
post-game coverage will be handled by for-
mer Cardinals pitcher Bob Gibson, as well
as by game anncuncers Jack Buck and
Mike Shannon. Ballpark promotional efforts
have been planned with the team.

Cencom Cable Associates will program
50 home games on the Cardinals Cable
Network, which is entering its fourth year
carrying the team, beginning April 16
against the Mets. The games will reach
300,000 cable homes via seven affiliate ca-
ble systems in the metropolitan St. Louis
area, according to John Clark, Cencom'’s
vice president, marketing and programing.
Clark also expects 3,000 individual cable
homes to take advantage of pay per view,
in addition to 12,000 full-season package
subscribers. Cencom is in the second year
of its second contract, with an option for a
third year in 1990. Leading advertisers are
Schnuck’'s and lecal GMC dealers, and
Clark expects to repeat last year’s ad inven-
tory sellout. Cencom will have pre- and
post-game shows. 7]
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ON THE RoaDp To

In preparation for the annual National Association of Broadcasters
convention, BROADCASTING 18 presenting a weekly feature looking ahead to
the various technological offerings that will occupy the equipment exhibit.
This week: radio

Technologies that have tried to gain a foot-
hold in radio station operations in recent
years, with varying success—AM stereo,
digital audio tape (DAT), NRSC, FMX—
will try again this year at the National Asso-
ciation of Broadcasters exhibition in Las
Vegas, April 29 to May 2.

Many radio equipment manufacturers are
not yet announcing their NAB product in-
troductions and a few are planning none,
choosing instead to concentrate on existing
products. Manufacturers are slow to predict

how business will be at the exhibition, but
all seem to have reserved booths the same
size as last year, and many tried to expand
but were unable.

Audio tape equipment manufacturers will
increase their emphasis on DAT (digital
audio tape) sales at this year’'s NAB. They
agree that while expectations were too high
for DAT when it was introduced, profes-
sionals are embracing the technology now.
David Kalakami of Sony Corp. said that
Sony is selling about 100 recorders a

month. “‘I think in terms of the machines
we are selling for very narrow professional
distribution, DAT’s success has been de-
cent. After all, it’s a $3,000 recorder and to
sell 100 or so a month is nothing to sneeze
at,”” he said.

Harris Corp., Quincy, 1ll., will display
DAT equipment introduced at NAB 1988
and will present a paper on the various uses
of DAT in radio stations and post-produc-
tion facilities at the NAB technical confer-
ence. ‘‘It’s found several niches where it

platter matters.

Splatter is a form of radio interference that
can drive listeners away from AM radio. [t creates
distortion in your signal, wastes transmitter power
on undesired sidebands and interferes with other stations.
Even with an NRSC audio filter, misadjustment of the
transmitter or audio processing equipment can still
produce an RF spectrum that can exceed NRSC or
FCC limitations.

That’s why routine monitoring of your station’s RF
spectrum is a must. But it doesn’t mean you’ll have to
bust your budget on a spectrum analyzer. It just means
you need the rugged SM-1 AM Splatter Monitor from
Delta Electronics.

For just $2,150 you can now accurately measure
your transmitter’s spectral output, monitor transmitter
IPM levels and make adjustments to improve clarity.
An external audio input helps identify splatter sources.

The Splatter Monitor’s unique offset feature tunes
spectral segments for closer examination 10 kHz to

100 kHz away from the carrier. Unlike a spectrum
analyzer, you can listen to the front panel speaker or
your own headphones as you measure splatter levels
on the front panel meter. The Splatter Monitor also
has an alarm output to drive your remote control.

In this day and age where splatter matters,
monitoring it doesn’t have to cost you a fortune.

To find out more about the new Delta Splatter
Monitor, call (703) 354-3350, or write Delta Electronics,
Inc., 5730 General Washington Drive, P.O. Box 11268,
Alexandria, VA 22312.
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can be used,” said Bob Weyrather, direc-
tor, strategic marketing. But DAT sales
have been slow for Harris. One drawback
to selling DAT to radio stations has been
the lack of prerecorded software, Wey-
rather said.

Kalakami said that Sony has not been
bothered by a lack of software because
some radio program and format syndicators
are beginning to deliver DAT versions of
their products. Chris Foreman, marketing
manager, Panasonic Industrial Co., Cy-
press, Calif., said that large playback li-
braries would be helpful, but they are not
crucial to DAT’s success because it likely
will never replace compact disk machines
for playback applications. DAT is most
useful in a recording environment, he said.

Panasonic’s booth will focus primarily
on demonstrations of the latest DAT proto-
types from Japan. Because the display is
still in the planning stages, the company
could not give details of the advancements
the new machines will include. **One thing
we expect to show is computer-controlled
DAT, which would be very valuable in
broadcast. The thing ends up being very
much like a computer-controlled cart ma-
chine, except with the fidelity of DAT,”’
Foreman said.

Theoretically, another good application
for DAT would be for transferring CD mu-
sic to DAT in the studio. However, he said
he did not believe it was a very common
practice. Weyrather agreed that CD’s and
DAT could work well together in the stu-
dio. “‘If you take a CD and record analog-
to-analog, the quality is extremely high,”
he said. One early introduction announce-
ment is that Studer Revox America, Nash-
ville, will show its new A727 CD system
controller.

Some exhibitors say that they will place
greater emphasis on educating potential
customers on how to use their products.
*“We get the feeling that a lot of the equip-
ment is being purchased without the full
knowledge of what it will do,”” said Arno
Meyer of Belar Electronics Lab, Devon,
Pa., manufacturer of radio and TV test
equipment. The reason for this, he said. is
that station management, rather than engi-
neers, are handling the equipment buying
responsibilities. Leonard Kahn, president
of Kahn Communications Inc., Westbury,
N.Y., agreed. **The engineers, I'm afraid,
are losing strength in terms of selection of
equipment. 1 think that’s a bad situation.”’

Kahn blames engineers’ lack of influence
at AM stations for his inability to gain
inroads into the AM market with his single
sideband AM stereo system, which he
claims is technically superior to the rival C-
Quam system, designed by Motorola,
Schaumberg, Ill. ““We’re not making pro-
gress {in AM stereo sales], and we won’t
until we get the receiver situation straight-
ened out,”” Kahn said. Currently, no AM
receivers are equipped to decode the Kahn
stereo signal. The handful of systems Kahn
has sold this year has been to stations seek-
ing to buy the POWER-side version, which
increases coverage of an AM mono signal
by rearranging the power in the sidebands.
Like last year's exhibit, POWER-side will
be a main focus of the Kahn booth.

Motorola and other companies licensed

to sell C-Quam equipment equipped an ad-
ditional 100 stations worldwide to broad-
cast AM stereo in the last year to bring the
overall total more than 600 stations, accord-
ing to Steve Kravitz, Motorola manager,
sales, marketing and research, AM stereo
broadcast equipment. A new C-Quam ex-
citer and monitor will be introduced at the
exhibition, but most likely to catch the eye
at the Motorola booth will be an automobile
parked there in which visitors will be able
to sit down and sample the stereo sound.

Kravitz said that Motorola’s hopes for
additional AM stereo system sales in 1989
are based on anticipated adoption of C-
Quam as a standard in Japan and Mexico,
which could happen before the NAB con-
vention. Also possible is adoption by the
People’s Republic of China, which is also
studying the system, he said. But the com-
pany is not expecting to draw up many
contracts at the booth. Motorola’s best con-
vention was 1985, when it took in 35 or-
ders. But since other companies have been
licensed to sell C-Quam, stations have been
comparison shopping.

ers, which co-developed the FM stereo cov-
erage-extending technology with CBS in
the early 1980°s. ‘‘We feel that we're a
mature organization now and we’re looking
for better traffic,”” said BTP President Emil
Torik. More than 100 stations have either
ordered or installed FMX generators and
two consumer radio manufacturers have an-
nounced intentions to market FMX receiv-
ers.

Audio processing equipment has been
one of the biggest seflers among FM
stations, according to Kelli Maag, market-
ing coordinator for Gentner Electronics
Corp., Salt Lake City. ‘*Sales of the Audio
Prism have been double what we expect-
ed,’”” Maag said. Gentner began selling the
Audio Prism, developed by Texar Inc.,
Monroeville, Pa., after acquiring Texar last
year. Another hot product among FM sta-
tions that will be featured at NAB are tele-
phone interfaces for call-in talk shows,
Maag said.

Puliing all the radio equipment together,
the highlight of Allied Broadcast Equip-
ment’s booth will be its Modulux display.

A Harris DAT deck

In the domestic market, Kravitz agrees
that management has been making buying
decisions for AM stations, but is encour-
aged by that fact. ‘“The older owners of the
radio stations—those that have had them
since the World War Il era—are selling the
stations, and new blood is coming in, espe-
cially to AM. They seem to think that the
stations are being sold at a bargain, which
they are,”” he said. *‘It’s been pretty en-
couraging. A lot of people have been keep-
ing to their promises that they would go
stereo in '89,” said Delta’s John Bisset,
who said that customer interest in both AM
stereo equipment and NRSC (National Ra-
dio Systems Committee) filters has been
growing in recent months.

The hope is, said Biill Ammons of Circuit
Research Labs, Tempe, Ariz., that the FCC
will act on a pending rulemaking and make
implementation of the NRSC standard man-
datory in March. “*People are just sitting on
the fence,”” waiting to make their AM ste-
reo purchases after NRSC is approved, he
said. If the NRSC decision comes down
before the convention, AM broadcasters
will go to Las Vegas with checkbooks in
hand to buy both NRSC filters and AM
stereo equipment, Ammons predicted.

On the FM side, for the first time Broad-
cast Technology Partners, Greenwich,
Conn., will display its FMX technology in
a booth of its own. In past years, FMX has
been a part of a special display sponsored
by the National Association of Broadcast-
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Allied is marketing preassembled studio
cabinets with equipment built-in with mod-
ules that fit into boxes sent by UPS. Assem-
bly of the studio bays takes only four hours.
“*No one else does this,”” David Bums,
Allied national sales manager, said.

Delta Electronics will introduce a pro-
duction version of its noise generator for
test signal applications. A prototype of the
unit was shown last fall at NAB’s Radio *88
exhibition in Washington (BROADCASTING,
Sept. 26, 1988). “‘It’s kind of new because
in the United States noise has not been
readily adapted for testing purposes. In Eu-
rope and some other countries, noise is
used for everything,’’ Delta’s Bisset said.
He believes this method could be more ac-
curate and cost-efficient.

An enhanced version of the CTR30R
three-deck cartridge recorder is being intro-
duced this week at the Audio Engineering
Society (AES) convention in Hamburg,
West Germany, by Fidelipac Corp., Moor-
estown, N.J.

Most of the Sony Corp.’s NAB offerings
are also being introduced at AES. Among
them are an enhanced version of the APR
5000 analog time code machine and a new
48-track digital recorder.

The digital products division of AKG
Acoustics, Watertown, Mass., will wait un-
til NAB to introduce its new AKG DSE
7000 digital sound editor. The RAM-based
work station combines an eight-track re-
corder, editor and mixing system.
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BBC seeks more commercial profile through co-productions

Company’s new U.S. approach
includes discussions with ABC
and CBS about prime time co-ventures

British Broadcasting Corp.’s U.S. opera-
tion, reorganized late last year, is seeking a
more commercial profile, according to
James Amold-Baker, a BBC board member
and the chief executive of the public broad-
caster’s sales subsidiary, BBC Enterprises.

The company is seeking more commer-
cially oriented co-productions, including
two with the U.S.’s three major networks,
said Amold-Baker. BBC’s U.S. sales sub-
sidiary, Lionheart TV, is also looking to
supplement its catalog with faster-paced
programs.

Additionally, BBC/Lionheart expects
U.S. program sales to grow more rapidly
with new cabie customers than from its
traditional public broadcast buyers, al-
though noncommercial sales will continue
to provide at least half of the BBC’s U.S.
program distribution business.

The shift in focus follows a restructuring
last fall that reduced responsibilities for vet-
eran BBC North American head John Reyn-
olds, who has since joined independent pro-
ducer-distributor D.L. Taffner as head of its
London operation.

Remaining as BBC/Lionheart president
and chief executive officer is former Samu-
¢l Goldwyn executive Jack Masters, who
was named to the post prior to Reynolds’s
departure.

U.S. co-production activities will contin-
ue to be headed by former Time Life execu-
tive Sarah Frank, who reports to BBC En-
terprises’ London-based co-production
director, Roger Laughton.

Amold-Baker emphasized the impor-
tance of U.S. activities for BBC Enter-
prises, which has worldwide annual reve-
nues of $270 million.

““The U.S. is by far the largest market
[for BBC] in terms of sales and co-produc-
tion together,™" he said, adding that approx-
imately 80% of the company’s co-produc-
tion budget involves American co-ventures,
totalling 40-50 hours a year.

Until now, however, Lionheart has been
unprofitable, and Arnold-Baker said the op-
eration has been streamlined and overhead
cut in an attempt to reverse its fortunes.

According to Masters, the changes have
taken place at Lionheart ‘‘because the po-
tential here has never been realized. [The
BBC is] dissatisficd with the contribution
the operation has been making.”

BBC’s new U.S. approach includes ac-
tive discussions—the first in a decade—
with two of the three major commercial
networks, ABC and CBS, regarding prime
time co-productions (**Closed Circuit,”’
Jan. 30).

According to Amold-Baker, the net-

works are interested not just in nonfiction
co-ventures, but also in made-for-TV mov-
ies, as well as light entertainment, situation
comedies and sports.

One ABC co-venture involves the net-
work’s new nonfiction programing unit un-
der former National Geographic director of
television specials Dennis Kane. [t is a one-
hour prime time special retracing the Afri-
can air route of British Airways precursor
Imperial Airlines, using an amphibious
World War 1l plane.

Although Amold-Baker did not detail
other network co-productions, U.S. co-pro-
ductions head Sarah Frank said among the
company’s more commercial projects are

Arnoid-Baker

MacDonald, a co-production with Landreth
Associates based on the case of Dr. Jeffrey
MacDonald, which inspired the Fatal Vi-
ston mini-series; and Not a Penny Move,
Not a Penny Less, a four-hour adaptation of
the Jeffrey Archer novel in a co-production
with Paramount-Revcom for the USA Net-
work cable service.

Among other commercial co-ventures:
upcoming co-productions with the cable
service Arts & Entertainment; the 12-part
All Creatures Great and Small, and for fall
1989, the eight-part Road to War. The Im-
possible Spy, a made-for-TV movie co-pro-
duced with Quartet International that was
slated for an HBO premiere last year, and
Trials of Life, a 12-part David Attenbor-
ough series co-produced with Turner
Broadcasting, are other commercial co-ven-
tures.

But according to Frank, the BBC, whose
first U.S. co-production dates back to 1970
with Time Life Films’ America with Alis-
tair Cooke, will continue its strong relation-
ship with public broadcasters in the co-
production field. One recent product, co-
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produced with the Public Broadcasting
Service’s Wonderworks, was a nine-hour
adaptation of C.S. Lewis’s ““The Chroni-
cles of Narnia.”’

Public television remains not only an im-
portant co-production partner for BBC, but
a key buyer of programs as well. According
to Masters, public TV sales will represent
half of Lionheart’s total sales intake this
year, and because of the BBC’s *‘natural
alliance’” with noncommercial broadcast-
ers, they will remain among Lionheart’s
‘‘most important customers.’

Half of Lionheart’s program sales, how-
ever, come from commercial cable entities,
and according to Amnold-Baker, while sales
to public stations will continue to grow,
sales to cable will grow faster.

Arts & Entertainment alone represents
about 25% of annual U.S. sales, due to a
long-term output agreement with the BBC
that runs through 1992. Other cable buyers
include The Discovery Channel, Lifetime
and Bravo. Co-production partners include
HBO, Showtime and The Disney Channel.

Arnold-Baker also acknowledged that
competition from cable services for BBC
product and the resulting *‘*hardening’” of
program prices has been difficult for non-
commercial TV buyers, particularly be-
cause of the greater bureaucracy in program
buying among public station consortiums.

BBC'’s recognition of the growth in com-
mercial TV outlets, not just in the U.S., but
in other countries around the world, is lead-
ing it to look for program genres to comple-
ment its own strengths in drama, nonfiction
and children’s programing, said Masters.

Acquisition targets, said Arnold-Baker,
would include worldwide (and U.S.) distri-
bution rights to libraries with American-
made ‘‘fast-paced action movies”’ and
mini-series. a

DistantaSignals

LBS International has named Gary
Wald, former president of producer-
distributor Waldo Communications, to
senior vice president and general man-
ager. Wald is responsible for the Los
Angeles-based  operations  foreign
sales and marketing, and program de-
velopment and acquisition. Wald had
also held the position of senior vice
president and general manager of Sun-
bow Productions.
-

London Weekend Television Interna-
tional has opened a New York office.
The British commercial broadcasters’
U.S. operation will be headed by Su-
zanne Hayes. vice president. Former




D.L. Taliner executive Melissa Green
has aiso been hired.
a

Cable News Network's international
newscast World Report is now being
broadcast on Soviet television, begin-
ning on a monthly basis and becoming
bi-weekly in May, according 10 Turner
Broadcasting System.

a]

Los Angeles-based music programing
distributor Radio Vision International
has sold exclusive U.S. TV rights for
Sting: Live at Korakeu Stadium in To-
kyo to Home Box Office. The concert
was shot by Japan's Fuji Network,
which aired it live iast October, along
with Spanish national network TVE.
a]

Worldvision Enterprises of New York
has begun foreign TV and home video
distributicn of its weekly half-hour hor-
ror series Mousters, now in its first sea-
son in 130 markets in the U.S. The pro-
gram is a Laurel Entertainment
production in association with Tribune
Entertainment.
8]

Harmony Gold. a Los Angeles-based
program distributor, has picked up in-
ternational TV and home video rights to
three one-hour After School specials.
The programs include Siperniom’s
Daughter, starring Barbara Bosson;
Just a Regular Kid: An AIDS Story,
and Tatle.

3]
CBS's overseas sales arm will distrib-
ute television product of Corte Madera.
Calif.-pased Golden Gaters Produc-
tions. GGP will preduce six features a
year for CBS International’s CES Spof-
tight on Spoits. a one-hour menthly
special that airs in 14 countries, as well
as on Armed Forces radio and TV.

a)

Fox/Lorber Associates has acquired
worldwide rights to the live-action
shorts produced under the Discovery
Program, a platform for young directors
developed by Chanticleer Films.

m}

Radio Moscow has announced it will
solicit commercial advertising. Voice of
America Director Richard Carlson sees
the decision as an effort 1o become
more competitive with VOA. He noled
that VOA Europe. the Voice's contem-
porary music network with 54 affiliates
in 12 Western European countries, has
the authority to air commercials and
has broadcast them on several of its
programs. U.S. syndicators. such as
Westwood One and Radio Express, fur-
nish programs to VOA Europe. The syn-
dicators do not charge for the pro-
grams but sell commercials in them.
Carlson says he welcomes Radio Mos-
cow's increased competitiveness.
"We've got the audience. They don'L
But they're getling better, and we will
have 1o work hard 1o stay ahead.”

Broadcasters cite new opportunities
in Hispanic television

Expanding U.S. Hispanic population
and political changes help spur
growth of Spanish-language market

The rapid expansion of the U.S. Hispanic
population, combined with  political
changes in Latin America. is creating new,
although sometimes uncertain. opportuni-
ties in Hispanic television throughout the
Americas, according to Spanish-language
broadcasters and producers at a bilingual
workshop in Houston.

**'The growth of the Hispanic population
in the U.S. is dramatic, ™" said Carlos Barba
of Telemundo Group in New York. *“The
Hispanic market in the U.S.A. is the num-
ber-one Hispanic market in the entire world
in buying power: $1.64 billion a year buy-
ing power. The multinational advertisers
have come to the market. because you can-
not ignore it from the business point of
view. "

The Hispanic population in the U.S. is
already 21 million. according to moderator
Michael Solomon of Lorimar Telepictures,
and estimates place it at 26 million or more
by 1995.

Recognition of that demographic group
in the U.S. has led to a new targeting, not
just by all-Spanish-language broadcasters,
but by more mainstream TV outlets, such
as the pay cable service Home Box Office
and stations in heavily Hispanic markets
like Los Angeles. which are reaching out to
Spanish-speaking viewers by adding a
Spanish-language audio to their telecasts.

Of the Latin American market itself,
Elios Alvarez, Brazil-based head of Colum-
bia Pictures sales for Latin America, argued
that the region's TV industry ““can only
grow. We have 380 million population and
50 million TV sets throughout Latin Ameri-
ca. and people are watching more and more
television.™

For Telemundo’s Barba, the long-term
goal is *“the integration of the Hispanic
market in the U.S. with the whole Hispan-
ic-American continent. [ can see American
companies marketing  their  products
through a vehicle such as Panamsat [satel-
lite] and through programing originated in
Caracas, Buenos Aires or in the United
States, reaching the consumer all over the
continent.”

Alvarez and other panelists, however,
noted there are political and economic con-
straints often placed on Latin American
broadcasters, sometimes limiting the num-
ber of hours they can broadcast or making
payments for foreign programs difficult.

“TV [licenses] are concessions by the
government. They have it over their
heads,"" Alvarez explained, adding that na-

tions including Brazil and Argentina are
going through a democratic process that
may help free television.

Osvaldo Barzelatto of MGM/UA Tele-
communications, Santiago, Chile, argued
that even with growth, foreign program im-
ports eventually hit ceilings in Latin Ameri-
can markets.

**When markets are beginning, they base
all of their programing in foreign programs.,
buying from the U.S. basically. As the
years pass by and they start developing and
getting more sophisticated. every country
develops their own local production.”” said
Barzelatto. who added that ‘‘the ratings
tend to be more attractive for local pro-
graming in each country.”” He placed the
typical ratio of local programing to Ameri-
can programing at 60%-40%.

On the plus side for distributors. said
Barzelatto, prices initially received for im-
ported programs in developing Latin Amer-
ican markets are very low, but as local
production capacily grows, the price for
distributors” programs also tends o go up.
tracking local production costs. Panelists
placed the total cost of local program pro-
duction in Latin America at between
$16,000 and $35.000 per hour.

Meeting with mixed success have been
leading Latin American TV companies’ at-
tempts to penetrate other markets, particu-
larly the U.S. For example. said Alvarez,
Brazil's TV Globo. which claims to be the
world’s fourth-largest network after the
U.S.’s ABC, CBS and NBC, and which
can dominate prime time with a 80% share
and takes in 57%-60% of the industry’s ad
revenue, has been unable to break into the
U.S. market with its English-dubbed pro-
grams.

Marcel Granier. Radio Caracas Televi-
sion, Venezuela, also said that his compa-
ny’s effort to produce an English-language
version of its popular soap operas was a
“failure,”" although he said it was (rying
again with larger-budget mini-series.

Added Granier: “*Our main client has
been Venezuela, |but] in the past two years,
we’ve come to realize the international mar-
ket can be. or is a lot more. impor-
tant...We're more geared to to the tastes of
the Hispanic population in the U.S., which
is becoming our main client now."

Telemundo's Barba believes English-
subtitled Spanish-language soap operas can
play in the U.S. *'If, when American audi-
ences and American {women watch TV] at
6 or 7 o'clock and all the stations have
news, they can [instead] enjoy and watch
the passion, the drama, the romance of our
telenovellas, we're going to create a revolu-
tion in this country.” a

Step closer. Board of directors of New World Entertainment has approved company's
agreement in principle to be acquired by Pathe Entertainment (BROADCASTING, Feb. 27).
Price paid for company’s stock would be $138 million in cash and principal of non-
interest bearing notes, amounting to tentative per-share price of $8.20. Stock closed at
$6.375 last Wednesday (March 1), up $0.125.
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Heavy metal: Panning for gold

Some programers tout hard-rock
format; others on dial would
rather switch than fight

As one consultant described the situation,
programers of hard rock/heavy metal music
arc in a period of throwing themselves
against the wall to see if the format will
take hold. *'They're certainly throwing it
against the wall,” he said, "‘but not much
is sticking yet.”’

While the brash sound has made tremen-
dous gains in the music industry during the
1980’s and is increasingly finding itself on
the top- 10 charts, radio programers are still
trying to detine the right approach to caging
the beast. Television appears to have made
some headway with MTV:Music Televi-
sion’s Headbanger's Rall, the two-year-old
weekly program that expanded from two to
three hours in January 1988. The show.
which airs Sundays from midnight to 3
a.m. ET, is sponsoring a 30-city concert
tour begining April 3 that will feature a
line-up of screeching, loud bands with
names  like  Anthrax, Exodus and
Helloween.

Metallica

In the radio industry, recent efforts to
face the music have included those by Sat-
ellite Music Network’s Z-Rock, the 24-
hour satellite-delivered hard rock format
that signed on consultant Lee Abrams in

A MILLION DOLLARS October 1988 and has subsequently re-
vamped its service; Melg%shot,)o. u\jjylmgcatfjd

am launched in 1984 ad-

WORTH OF PROGRAMMING g‘rxcs)tgn:ljgm wahl;::]h lt:lst l?anuary eiplanded ri?(;m

ON YOUR STATION FREE ' one to two hours weekly, and. simultaneous

with the Metalshop expansion, the launch
of Westwood One Radio Networks™ High
Voltage. a two-hour syndicated weekly pro-
gram devoted to the format.

Programming that makes a difference. . .

In your ratings - hosts with proven track records . "“There’s been an intensive marketing ef-
fort, particularly by Satellite Music Net-
In your sales - programs with local appeal work. which has created an awareness.”’

said Rick Sklar, a New York-based consul-

/ 3 tant, describing increased industry specula-

Now . . . Easy-to-sell weekend specialty shows tion concerning the viability of such a for-
mat. “*Six months from now, we’ll

probably have a better picture on whether

LOCK UP YOUR MARKET TODAY! the promotional effort has paid off.”” Ac-
cording to SMN Executive Vice President
CALL (518) 869-4386 NOW! and Chief Financial Officer David Hubsch-

man, the company has “‘spent well in ex-
cess of $1 million over the last two years
AMERICA'S ONLY 24-HOUR, LIVE, TALK RADIO NETWORK getting Z-Rock off the ground. ™’
Promotional efforts notwithstanding,
* 800 number for listener call-in opinions differ as to what exactly is the
* ] i ‘*heavy metal’’ sound. According to Mark
Satcomy ik o GGl Snider, producer of Metalshop, heavy metal
is an umbrella description that includes the
*‘hard rock’” category. Heavy metal artists

“\merlcan Rale generally become ‘‘hard rock’ musicians
when they enter top-10 lists with ballads
etworks w et == and other types of songs having broader

appeal.
‘A ballad is a way of getting a band on
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he radio without that hard edge that sup-
posedly scares away the older listener,”
said Snider. The age factor is a key gques-
tion in the format’s viability; naysayers in-
dicate that its growth is limited because of
an audience that is skewed toward teen-
agers. Snider dismissed the teenage bias,
however, noting that many heavy metal lis-
teners who were 18 years old in 1980 are
standing by the format today.

At Bolton Research Corp., a marketing
research..company.- whose. clients include
what they describe as **mainstream’ AOR
stations, rescarch “director Mark Ramsey
said the format’s potential is limited by its
target age group. While most hard rock/-
heavy metal programers said that they were
targeting men ages 18-34, Ramscy and sev-
eral other observers contended that the mu-
sic may have little potential among listeners
over the age of 24,

One station that gave up on the format
after about a year was KZQQ(AM) West Val-
ley City, Utah, which last month made a
dramatic switch to a classical format. Sta-
tion General Manager Gene Guthrie said
the hard rock station, which had been a Z-
Rock affiliate, appealed primarily to ages
18-24. Although the audience was large, he
said, local advertiscr support was not.

‘It builds audiences, but it never got to
the point where you could sell it by num-
bers,”” said Guthrie. KZQQ as a hard rock
station was able to attract fast food restau-
rants, record stores. clothing stores and
automotive stores, he said, but many spon-
sors in what he described as the *‘conserva-
tive’” Salt Lake City market, wanted no
part of the action. "'It’s just too extreme to
gammer the mainstream audience,” said
Guthric. “*I’'m 50 years old and I like the
format myself, but I couldn’t sell it.””

After a three-month experiment with a
heavy metal format, KBPItAM) Denver has
decided to drop the format in favor of talk.
According to Chris Poole, program direc-
tor, audience response to the heavy metal
format was positive but advertising did not
come easy. The station did not build its
own clientele during the experiment. he
said, but rather picked up existing advertis-
ers on its AOR-formated co-owned station,
KBPI(FM).

Taking a similar advertising approach is
SMN’s Z-Rock. which Managing Director
Lee Abrams said is able to maintain a na-
tional advertising clientele partly because it
is sold in combination with the company’s
other networks. Advertisers on the network
include AT&T, Campbell’'s Soup and
Charles Schwab.

The evolution of Z-Rock's audience is
coming slowly. the service presently serves
12 AM and two FM affiliates. Lee added,
however, that he expected to have about 30
affiliates by this spring and about 100 sta-
tions a ycar from now. He said that key to
Z-Rock’s appeal to potential affiliates was
its ability to tie together national marketing
campaigns. Or, as he described it more
succinctly: **An ideal affiliate takes advan-
tage of our national muscle.” [ncluded
among the list of current Z-Rock affiliates
taking advantage of that national approach
are KADX(#M) Castle Rock, Colo.. and Tex-
as  stations KZRK(FM) Gainesville and

. brams

KSIL(AM) San Antonio.

The prevalence of hard rock experimen-
lation on AM runs contrary to a trend away
from music on the dial, but many program-
ing the format said the hard rock-AM rela-
tionship makes perfect sense. For example,
KBPItaM)'s Poole said the station was able
10 autract young listeners 10 AM because it
took on an underground status apart from
the many music formatted stations on FM.
He compared heavy metal music to the ear-
ly days of rock 'n’ roll, when teenagers
rallied around a music form despite protes-
tations from parents.

There is no mistaking a certain stigma
that some members of society have placed
upon certain heavy metal artists. Parents
Music Resource Center, a Washington-
based lobbying group, has made repeated

well-publicized efforts 10 restrain distribu-
tion of the music. Last fall, Geraldo Rivera
promoted the notion of a heavy metal-devil
worship connection through a nationaily
televised special.

If there are any negative perceptions
about hard rock artists, there is little indica-
tion from national advertisers. The U.S.
Army is among the sponsors for Metalshop,'
along with Budweiser, Levi-Strauss and
Hershey’s. The U.S. Army also sponsors
Westwood One’s High Voltage, according
10 Gary Landis, the company’s vice presi-
dent and director of programing. He said
the weekly two-hour hard rock program has
also attracted Miller Lite as a sponsor since
launching in January.

Landis said there are presently 75 affili-
ates for the new program, including some
of the Z-Rock stations. The show, hosted
by KNAC-FM Los Angeles personality Tawn
Mastrey, includes hard rock tour and infor-
mation news and such features as the pro-
vocatively titled ‘*Classic Headbangers.”’

Consultant Sklar said he supports those
stations willing to tackle the heavy metal-
hard rock format, provided they are staffed
with agressive and well-researched sales-
people. **This is an absolutely narrowcast,
specialized, highly personalized, love-it-or-
hate-it-sound,’” he said. ‘*It’s not for every-
body." O

. M,.Hl ;LL H; ;11’1

EMRC rated

Birch/Scarborough Research said it has
received full accreditation from the
Electronic Media Ratings Council for its
Quarterly Summary Report service. The
move does not pass judgment on the
accuracy or refiability of the methodology,
but does assure subscribers that

uniform procedures are followed as part of
that service. EMRC said accreditation of
the Coral Springs, Fla.-based ratings firm
followed a two-year investigation and
audit of its services. Birch/Scarborough
had applied for accreditation and paid
for the audit.

Radio ad growth. Network radio ad-
verlising revenue for January 1989 was
$30.050,801, a 7.1% rise over January
1988's $28,056,217, according to New
York-based Radio Network Associa-
tion. RNA, which bases ils resulls on
financial information collected each
month from nelwork companies by the
accounting firm of Emst & Whinney,
said January 1989 marked the eighth
consecutive month of revenue growth.

National spot radio billings for Janu-
ary 1989 were $62,367,500, a 15.6%
increase  from  January  1988's
$53,938.200, according to Radio Ex-
pendilure Reports Inc., Mamaroneck,
N.Y. The company compiles figures
from the top 15 rep agencies.
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Dial-a-leader

Listeners of KCRw(FM) Santa Monica,
Calif., will have the epportunity to speak to
Costa Rican President Qscar Arias
Sanchez and Benazir Bhutto, Prime
Minister of Pakistan, via telephone.
Bhutto was to be heard March 5 at 6 a.m.
Arias is scheduled for March 12 at 6

a.m. KCrw(FM) is a National Public Radio
station and an affiliate of American
Public Radio, serving the Los Angeles
area. Listeners can participate by either
sending a letter with a question to BBC
World Service in London or by calling
the BBC in London before or during the
program. If their question is chosen,

they will be called back at the BBC's
expense and put on the air live.

CBS health beat

The CBS Radio network has named

CBS News medical correspondent Susan
Spencer as anchor for Healthtalk, the
two-and-a-half minute feature that airs daily
al 11:25 a.m. ET. CBS Radio's
Newsnotes, the Monday-Sunday feature
previously hosted by Spencer, is now
hosted by Harry Smith, co-anchor of CBS
This Morning. Coinciding with the
personnel shift at Healthtalk is an
expansion in coverage to include
nutrition and fitness reports. (The
pregram's content previously focused

on medical developments.)




Viacom’s financial picture improves in 1988

Viacom finished 1988 with an improving
financial pertormance aided by the syndica-
tion of The Cosby Show. The company re-
ported a fourth quarter operating income of
$66.9 miltion, up 105% trom fourth quarter
1987. After interest charges and payment of’
preferred stock dividends, Viacom reported
a loss of $26.1 million tor the guarter com-
pared to a loss of $48.9 million for the same
period in 1987.

For the year, Viacom showed a net loss
attributable to common stock of $188.8
million, compared to a pro forma loss of
$219.3 million in 1987.

Revenue in the company’s entertainment
segment grew 194% from fourth quarter
1987, to $63.3 million. “‘reflecting the el-
fect of domestic syndication and barter rev-
enue associaled with The Cosby Show and
increased revenue related to internally pro-
duced television programing.”’ the compa-
ny said. Operating income for the entertain-
ment segment grew from $3.9 million in
the fourth quarter of 1987 to $36.8 million
in the same quarter in 1988.

Revenue for Viacom's nctworks seg-
ment, including MTV Networks and Show-
time Networks, grew 26% to $171.1 mil-
lion. The company said that MTV
Networks™ revenue increased 35% over
fourth quarter 1987 revenue because of in-
creased ad sales. an increased subscriber
base and revenue from the broadeast syndi-
cation of Doubie Dare and Fiuders Keepers.
Showtime Networks' revenue grew 22%
over the last quarter in 1987, primarily
from customer growth. At a cuble inves-
tors’ meeting in February, George Smith
Jr., Viacom senior vice president and chief
financial officer, said that the company’s
plan to increase Showtime/The Movie
Channel’s subscribers through the sale of
the services™ equity to operators had been
dropped becuuse the subscriber-increase
goal was being met through marketing ef-
forts.

Operating income for the networks seg-
ment grew 30% trom fourth quarter 1987 to
fourth quarter (988, 10 $16.9 million.
While MTV networks™ operating income
increased  39%, Showtime  Networks
showed an operating loss of $2.1 million,
compared to a loss of $200.000 in the
fourth quarter of 1987. Viacom attributed
the increased operating loss 1o the cost of its
Showtime/The Movie Channel subscriber
promotions.

Operating income for the cable television
segment grew 200% to $15.2 million for
the quarter. Viacom closed the sale of its
Long Istand and suburban Cleveland cabte
systems to Cablevision Sysiems Corp. last
month.

Operating income for the broadcasting
segment grew 2% 10 $12.1 million. Smith
pointed out that the company’s WLTW.FM

New York had an operating margin of 60%.

Viacom’s charge for corporate overhead
grew 559% from the fourth quarter of 1987
to $15.4 million for 1988, partially reflect-
ing a $4.3 million noncash charge for a
long-term deferred incentive compensation
plan.

While Viacom's operating income dou-
bled to $66.9 million for the fourth quarter,
the company’s interest expense and pre-
terred-stock dividends prevented it from
showing a profit (o common shareholders.
Interest expense for the fourth quarter was

for the year before. Preferred stock divi-
dend requirements rose 29% from {ourth
quarter 1987 o $17.4 million. The compa-
ny’s $26.1 million loss attributable to com-
mon stock translated into a loss of $0.49
per share. The company’s interest costs re-
sult from borrowings made in National
Amusements’ 1987 leveraged purchase of
Viacom.

For the year, Viacom showed an operat-
ing income of $149.9 million, up 51% from
pro forma results for 1987. Company reve-
nue grew 25% from 1987 pro forma results,

$70.2 million, compared to $67.6 million to $1.26 billion. o
Fifth Estate Earnings Reports
Company Period Revenue % Earnings % EPS
(000) change (000) change
A H. Belo Fourth $105,625 3] $2,468 -52 $0.12
Year $385,412 1 $10,092 -54 $0.51
BMA Corp. Fourth $11,856 7 $1,257 -10
Year $41,377 i8 $1,342 NM
CBS Fourth $772,000 = $40,100 -84 $1.56
Year $2.778,000 1 $1,149,900 154 $4475
Capital Cities/ABC Fourth $1,315,605 -7 $140,211 20 $7.76
Year $4,773,453 8 $387,076 39 $2231
C-COR Electronics Second $12,816 56 $1.354 221 $0.63
Chris-Craft Industries Fourth $71,587 1 $3.788 -50  $0.16
Year $250,830 4 $21.442 103 $0.92
Cosmos Broadcasting Fourth $28,900 -1 $7.600 NM
Year $107,200 3 $9,200 14 NM
Gannett Fourth $905,283 8 $117.842 11 $0.73
Year $3,314,485 8 $364,460 14 $2.26
Knight-Ridder Fourth $574,650 9 $45,592 -9 $0.82
Year $2,083,330 6 $156,383 i $2.76
Kushner-Locke First $4,929 122 $482 -44 $0.04
Lee Enterprises First $70,124 7 $11,063 5 $0.44
LIN Broadcasting Fourth $62.660 8 $25.944 65 $0.49
Year $225,535 8 $82,121 -6 $1.54
McGraw-Hill Fourth $507.429 2 $54,970 10 $1.13
Year $1,817,961 4 $185,505 13 $3.83
Media General Fourth $191,362 4 ($29,620) NM  ($1.03)
Year $755,747 6 $8,819 -79 $0.31
i Multimedia Fourth $439,588 7 $26,877 115 $2.20
Year $117.370 6 $13,093 160 $1.07
The New York Times Co. Fourth $450,024 & $50,442 19  $064
Year $1,700,046 4 $167.680 5 $2.08
Park Communications Fourth $42,980 4 $6.395 5 $0.46
Year $160,357 7 $19,098 12 $138 |
Pulitzer Publishing Co. Fourth $105,988 7 $7.650 34 $0.73
Year $390,9979 6 $19,641 28 $1.46
Scripps Howard Fourth $79.480 17 $8,248 NM $0.80
Scripps Howard Bestng  Year $274,651 17 $16,543 -28 $1.60
Sony Third $4,871,579 37 $229,381 44 $0.75
Times Mirror Corp. Fourth $865,389 7 $96,781 77 $0.76
Year $3.332,628 6 $331,854 25 $2.58
Viacom Fourth $355,367 34 ($26,051) NM  ($0.49)
Year $1,258,501 25 ($188,794) NM (3.54)
A.H. Belo revenue in prior year included $5.2 million from sale of radio stations.
Company attributed lower 1988 earnings to “soft economic conditions in local markets
....[and} higher television programing expense...." 8 BMA Corp. figures are for revenue
and operating profit of television division, comprising k1x.(Tv) Sacramento, Calif., and
kDvr(Tv) Denver. Company has signed definitive agreement to selt Sacramento station
and is seeking buyer for Denver. 8 CBS year-end results included $870 million gain, net
pf laxes, from sale of CBS Records. Net corporate interest for year was income of $185

Broadcasting Mar 6 1989




million. compared to expense of $7 million in prior year. Company had cash and
marketable securities of $3 billion at end of 1988. m Prior fiscal year and fourth quarter for
Capital Cities/ABC had extra week. Operating income increased 9% to $816 million in
1988, and fell 4%, to $266.1 million, in just-completed fourth guarter. m Chris-Craft's
yearly earnings include gain of $6.5 million on sale of securities. ® Cosmos Broadcast-
ing is wholly owned subsidiary of Liberty Corp. Cosmos said earnings increase was due
to "stations' focus on local sales efforts, coupled with expense controls and lower tax
rates. " m Gannett said operating income increased 7% in fourth quarter, to $227 million,
and 4% for year, to $687.6 million. Costs of investment in GTG Entertainment were
reported as "nonoperating expense.” 8 Knight-Ridder said operating profit of broadcast
division was $15.6 millicn, up 7% from 1987. m Kushner-Locke said that revenue growth
was largely attributable to change in delivery schedule of First and Ten, show produced
by company for HBO. mLee Enterprises credited political advertising for 8% increase in
first-quarter broadcasting revenue: “In general, television advertising continues to be
down, especially in national spot category.” m Prior year's earnings for LIN Broadcasting
included $31.1 million after-tax gan on sale of radio stations. ® Media General broad-
casting division had revenue of $51.7 million in fourth quarter, and $198.6 million for full
year. Company took $54.9 million pre-tax charge upon sale of Media General Broadcast
Services to division's management. 8 Multimedia said operating cash flow increased
11% in both fourth quarter. to $50.3 million, and in full year, to $177.3 million. In 1988,
broadcasting cash flow increased 9%, to $54.7 miltion, on revenue of $136.9 million, up
2%. Entertainment cash flow increased 8%, to $31.2 million, on 13% revenue increase (o
$65.5 million. Cable cash flow was $48.5 million on revenue of $101.9 million. @ The New
York Times Co. said when company's sale of cable division closes it will produce gain of
roughly $321 miflion, of which $183 milllion will be recorded after-tax. Because of
certificate allowing for deferral of tax, remainder of gain will be recorded as deferred
liability. m Park Communications had operating cash flow of $32.3 million, up 10% =
Pulitzer Publishing Co. said improved cash flow resuits reflected “strong revenue
performance from broadcasting and the benelit of expense controls.” Fourth-quarter
results benefited from Qlympics carried on three of seven affiliate TV stations, and from
turnaround at company's AM-FM combination in Phoenix. Two radio stations had 41%
decrease in cash flow for year, but showed 44% cash flow jump in fourth quarter.
Television cash flow was up 9% for year, and 17% in fourth quarter. Respective broad-
casting revenue numbers were $103.8 million, up 7%, and $29.7 million, up 12%. =
Scripps Howard had net loss of $16.4 miltion in year-before fourth quarter. Results for
1987 included $22 million asset write down concerning wNxv(Tv) Phoenix and wWrTs(Tv)
Tampa, Fla. In 1988, broadcasting operations had revenue of $214.1 million, up 8%, and
operating income of $58.9 million. Respective numbers for fourth quarter were $62.3
million, up 10%, and $21.3 million. Company said that in fourth quarter, local advertising
increased 6%, while national inched forward four-tenths of 1% Cable revenue was $60.5
million for full year, producing operating income of $4.4 million. Total subscribers at year-
end were 157,000, m Percentage changes for Sony reflect comparison of figures in yen.
m Operating revenue for Times Mirror broadcast segment was down 10% for year, to
$99 million, and down 9% for fourth quarter, to $27.7 million. Respective numbers for
operating income were, $42.2 million, down 28%, and $12.4 miltion, down 25%. Compa-
ny cited depressed economy in Texas—where two of its four television stations, repre-
senting over half of its revenue, are located—and “competitive market conditions,
affecting kmviitvy St. Louis. Cable television had operating revenue of $282.7 million for
year and $75.6 million in fourth quarter. Respective numbers for operating income were
$43.5 million and $14.1 million. Company said year-end basic subscribers numbered
997,000 while pay subscribers were 702,000. m Viacom annual comparisons are made
with pro forma figures for 1987. Net losses reflect preferred stock dividend requirements
of $17.4 million for fourth quarter 1988 and $65.7 million for year.

ABC, NABET start talking

Capcities/ABC President Daniel Burke said the company was not out to bust the National
Association of Broadcast Employes and Technicians (NABET) with whom it began contract
negotiations last Wednesday in San Diego. But after the first day's presentation of contract
proposals, one NABET executive said their strategy would focus on fending off the compa-
ny's initiatives, more than on pressing the union’s own agenda: "We will be spending guite a
bit time counterpunching.

Most of the 2,500-2,700 NABET employes at the company are technical workers, but the
union jurisdiction also covers newswriters, public refations writers, couriers and about 24
other groups.

Observers expect bargaining to center on work rules involving technicians. ABC is trying
to obtain the right to hire them by the day ("per diem”) rather than use only full-time
employes—ABC's "per diem” hiring is currently limited to certain newsgathering activiies
outside the area covered by the company's owned stations. Also, ABC is said to be
interested in pursuing the right to lay off, based on technical ability, not just seniority, and the
ability 1o used taped material produced by nonunion firms.

Capcities/ABC has aiready begun training management to replace potential strikers and
more will likely be trained as the March 31 contract expiration date approaches.

Elliot B. Evers Randall E. Jeffery
415.391-4877 407-295.2572
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Om m H onas

Weux(tv) Chippewa Falls, wiax(tv) La
Crosse, both Wisconsin, and wvrT(Tv) Roa-
noke, Va. 0 Sold by Family Group Ltd. lll to
Krypton Broadcasting Corp. for $10.5 million
respectively. Seller is Tampa. Fla.-based
group principally owned by lan Wheeler. It
also owns wkwrAM}walL(FM) Key West and
wrGx(Tv) Panama City, both Florida: WikT(Tv)
Lexington, Ky.; wvmiiam)-waiDFmy Biloxi, Miss.,
and waea(ty)y Green Bay, Wis. Buyer is head-
ed by C.E. Feltner Jr., chairman, and has no
other broadcast interests. Weux is on ch, 48
with 640 kw visual. 64 kw aural and antenna
334.8 feet above average terrain. WLax is in-
dependent on ch. 25 with 501 kw visual, 50.1
kw aural, and antenna 1.000 feet above aver-
age terrain. WvrT(Tv) is on ¢ch. 27, with 1230 kw
visual, 123 kw aural. and antenna 2.050 feet
above average terrain.

Wevo(rm) Boyertown, Pa. O Sold by David G.
Hendricks to Legend Communications of
Pennsylvania Ltd. for $3.3 millicn. Seller has
no other broadcast interests. Buyer is owned
by W. Lawrence Patrick, John C. Quale,
James H. Wallace Jr., Stuart F. Carwile, Bert
W. Rein, Andrew S. Krulwich, Danny E. Ad-
ams. Richard C. Lowery, Fred F. Fielding,
John B. Wyss and Richard E. Wiley, all part-
ners in Washington law firm of Wiley, Rein &
Fielding. Patrick has interest in and is chair-

man and president of Sterling Communica-
tions Corp., licensee o©f WJIDX(AM-WMSI(FM)
Jackson, Miss., and wssi(am) Greenville, and
wssLFM Gray Court-Greenville, both South
Carolina. Sterling holds warrant to purchase
33% of licensee of wiBr(am) Baton Rouge and
wiJN-FM Hammond, both Louisiana. Wiley, for-
mer FCC chairman, owns interest in Farragut
Communications Inc., which is majority share-
holder of Northstar Communications Inc., sole
general partner of MWT Ltd. and sole share-
holder of Columbia Empire Broadcasting
Corp. MWT Ltd. is licensee of kSTU(Tv) Yakima
and knou(Tvy Richland, Wash. Weoy operates
on 107.5 mhz with 29.9 kw and antenna 611
feet above average terrain.

Kmck(Fm) Siloam Springs, Ark. (Fayetteville)
O Sold by Apple Broadcasting Inc. to Tate
Communications Inc. for $1.451 millicn. Seller
is headed by Jesse C. Smith, president, and
has no other broadcast interests. Buyer is
principally owned by Harvey Tale, president,
who also owns KTxF(FM) Brownsville, Tex. Kmck
operates on 105.7 mhz with 100 kw and an-
tenna 410 feet above average terrain. Broker:
Norman Fischer & Associates Inc.

Wuwt(tv) Jackson, Tenn. O Sold by Golden
Circle Broadcasting Inc. to Jackson Invest-
ment Corp. for $1.425 million. Seller is cwned
by Aztec Communications Group Inc., which

ABS COMMUNICATIONS, INC.

(Kenneth A. Brown and Jon Sinton, Principals)

has acquired

WPVA/WKHK-FM
Richmond (Colonial Heights), Virginia

for
$7,000,000

from

WPVA, INC.
(Alan R. Brill, President)

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

BLACKBURN ©®WANV

I N C O R P O R AT

Media Brokers & Appraisers Since 1947

CHICAGO, IL 60601
333 N. Michigan Ave.
(312) 346-6460

WASHINGTON, DC. 20036  ATLANTA, GA 30361
1100 Connecticut Ave.. NW 400 Colony Square
(202) 3319270 (404) B92-4655

BEVERLY HILLS, CA 90212
9465 Wilshire Blvd.
(213) 274-8151

is headed by Kim Carlson. It has no other
broadcast interests. Carlson has interest in
Edison Media Inc., licensee of kxRm-Tv Colora-
do Springs, Colo.Buyer is principally owned
by Michael P. Thompson. Thompson is presi-
dent, director and 100% voting stockholder of
MT Communications Inc., proposed assignee
of wmkw.-Tv Memphis, TN. MT Communications
also owns approximately 40% of Central Ten-
nessee Broadcasting Corp., licensee of wcay-
Tv Nashville, Tenn. Thompson has interest in
East Tennessee Broadcasting Corp., pro-
posed assignee of weto(ty) Greeneville, Tenn.
WowT is Fox affiliate on ch. 16 with 588 kw
visual, 58.8 kw aural, and antenna 592 feet
above average terrain.

Wkee(Fm) Patton, Pa. O Sold by Kennedy
Broadcasting In¢. to Patton Communications
Inc. for $400,000. Seller is headed by John
Kennedy Jr., and has no other broadcast in-
terests. Buyer is headed by Richard Smith,
and has no other broadcast interests. WksE is
on 94.7 mhz with 1 kw and antenna 168 feet.

WaLiam Babylon, N.Y. © Sold by Babylon
Communications In¢. to Radio waoo Inc. for
$375,000. Seller is principally owned by John
H. Foster and Andrew R. Pettit, and has no
other broadcast interests. Buyer is owned by
Mark Blank, Andy Blank, Tony Blank and Herb
Levin Sr. Radio WaDo Inc. is licensee of wa.
DO(AM) New York, Levin, senior vice-president
and shareholder in Radio Wapo, also holds
interest in S.R. Associates Inc., licensee of
wSUAAM) in Miami, FL. Principal officers of
Radio Wapo hold 51% beneficial ownership
interest in Video Jukebox, Mississippi. Video
Jukebox has pending low-power television
applications: ch. 13, Atflanta, Ga.; c¢ch. 10,
Cleveland. and ch. 10, New Orleans. Waul is
on 1290 khz with 5 kw day and 1 kw night.

Kopl-am-Frm Great Falls, Mont. O Sold by
Lockhart Industries Inc. to Q Radio Inc. for
$290,000. Seller is principally owned by E.H.
Lockhart, who has no other broadcast inter-
ests. Buyer is principally owned by Lyle A.
Courtnage, who has no other broadcast inter-
ests. Koo is fulltimer on 1450 khz with 1 kw,
and kaDi-FM is on 106.1 mhz with 100 kw and
antenna 300 feet above average terrain. Con-
struction permit has been granted for kQDI-Fm
to raise HAAT to 986 feet. Broker: Williain A.
Exline Inc.

CABLE |

Systems serving Bucklin and Coldwater,
Kan., and Canute and Hammond, Okla.o
Sold by Bucklin Community TV inc. and Cold-
water Community TV Inc. respectively to Mis-
sion Cable Co. LP. Seller is principally cwned
by Larry D. Hollingsworth, who has no other
cable holdings. Buyer is Austin, Tex.-based
MSO headed by Jack Morgan serving ap-
proximately 50,000 subscribers in four states.
Systems serve approximately 1,050 subscrib-
ers with 1,400 homes passed. Broker: Har-
desty. Puckett & Co.

News updates

Kmov(tv) St. Louis has announced the
introduction of live news updates
arcund the clock. The Viacom-owned
CBS affiliate said that on Feb. 26 it
began providing 30-second updates at
the top of each hour, and 30-second
weather updates at half-past the hour.
The station alsg announced the estab-
lishment of news bureaus in St.
Charles, Mo., and Fairview Heights, ll.
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Chief telco regulator on state level
votes to table until Juiy resolution
endorsing telco entry into TV business

The cable industry had reason to cheer last
week following a decision by the National
Association of Regulatory Utlity Commis-
sioners to table a resolution endorsing tele-
phone entry into the television business.
NARUC's communications committee
postponed action on the matter until its next
meeting in July. This is the second time the
organization has tabled such a resolution.
As the chief regulators of the telephone
industry on the state level, NARUC's posi-
tion on telco-TV is considered crucial to
determining the outcome of this public poli-
cy debate.

This is all part of an ongoing battle be-
tween the telephone and cable industries,
whose Washington trade associations hope
1o build alliances with various business and
regulatory elements that would be affected
by elimination of the FCC's telco-cable
crossownership rules, which prevent phone
companies from offering video services in
their own service areas.

Last year. for example. the telcos made
inroads with the National League of Cities,
which announced its support tor the FCC’s
proceeding that calls for eliminating those
rules. And both industries have been court-
ing broadcasters. The Association of Inde-
pendent Television Stations has been nego-
tiating with the United States Telephone
Association. The National Association of
Broadcasters remains neutral but has been
talking to both sides.

**The more people learn about this issue,
the less sure they are that the telephone
companies have a valid case for entry into
the TV business,”” commented National
Cable Television Association President
James P. Mooney on the NARUC decision.
*If you get this thing into an objective
forum with people who know something
about the subject matter, they see a lot of
risk but little public benefit,” said Mooney.

USTA. however, was not putting much
stock in the decision. NARUC is already
*on record supporting telco entry,”” said
USTA’s Ward White, vice president for
government and public affairs. He is refer-
ring to a resolution adopted in March of
1988 which stated an interest in the FCC's
inquiry into the telco-cable crossownership
prohibitions (although it stopped short of
taking a position). NARUC also passed an-
other resolution calling for a review of the
1984 Cable Act regarding rate regulation.
Moreover, White felt the move to table the
controversial resolution was in part due to
the reluctance of a large number of new-
comers on the committee to act.

The first resolution tabled by the
NARUC committee last October contained

“a flat out”” endorsement of the FCC's
proposal to eliminate the crossownership

L to r: Pols, Kimmelman, Sodolski and Mooney

WIKS, INC.
Stephen Taylor, President

has completed its purchase of
WIKS(FM)
New Bem, North Carolina
from

Joyner Communications, Inc.
Tom Joyner, President

for $4,500,000

The undersigned is pleased to have served as broker in this transaction

GHEII
RIGHARDS INC.

A Confidential Service to Owners & Qualified Buyers

NEGOTIATIONS  FINANCING APPRAISALS
TV CATV RADIO NEWSPAPERS

7700 LEESBURG PIKE 540 FRONTAGE ROAD
FALLS CHURCH, VA 22043 NORTHFIELD. IL 60093
(703) 821-2552 (312) 441-7200
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prohibitions. Whereas this second resolu-
tion was considered by some 1o be a “*wa-




tered down version.™

Andrew C. Barrett of the Illinois Com-
merce Commission, who sees ‘‘nothing
wrong™" with phone companies becoming
video providers, felt it was a ‘“‘bad resolu-
tion.”” He thinks once the language is
“‘massaged.’” the committee will adopt it.

It seems an intensive lobbying campaign
transpired before the organization’s meet-
ing last week in Washington. The commis-
sioners were hearing from ‘‘either the tele-
phone or cable industries or both,”” said one
NARUC source. According to reports, ca-
ble was putting considerable time and ener-
gy into making its case with NCTA staff
and with representatives from state cable
associations making the rounds among the
committee members.

And prior to the committee’s consider-
ation of the resolution, a panel discussion
on the issue was held featuring Mooney and
USTA President John Sodolski, Gene Kim-
melman of the Consumer Federation of
America and Cynthia Pols of the NLC.

Mooney argued that the telcos insistence
that this is a *‘transmission-technology is-
sue’ is a '*great deal of smoke™" that covers
up the real issue of whether or not they
should be in the television content business.
He said that nothing in the Cable Act pro-
hibits telephone companies from building
transmission systems. The telcos “‘can and
do’’ build switched fiber systems,”” Moo-
ney said.

Moreover. the NCTA president warned
NARUC that the risks of cross-subsidiza-
tion are substantial. He pointed out that
“*while USTA is holding up the Joint Cost
Rules as offering all the protections needed
against cross-subsidy should they be al-
lowed into television. five out of the seven
BOC's are simultaneously in the D.C. Cir-
cuit Court of Appeals trying to strike down
key aspects of those rules as unconstitution-
al.”

Sodolski, on the other hand, maintained
that there would be many advantages to
having the phone companies deliver video
services to consumers. He said the competi-
tion would help bring down cable rates,
create greater diversity of programing and
bring new service into the home. Further-
more, he insisted that his industry does not
want to get into the motion picture busi-
ness. ‘‘We do not want to be studios,”” he
said. ‘“What we are trying to do is to deploy
the next century’s telecommunications sys-

tem.”” As for the cross-subsidy issue, So-
dolski dismissed Mooney's warnings. The
telephone industry and regulators, he noted,
‘‘have decades of experience preventing
cross-subsidization.”’

After the debate, several commissioners
said they now had '“more questions than
answers,”” and the committee decided it
would form a task force to study the matter.

Of course, there are those who have

grave doubts about letting the telcos into
the television business, such as Sharon Nel-
son, chairman of the Washington Utilities
and Transportation Commission. Nelson
chairs the communications committee and
is NARUC's first vice president (she be-
comes president in November). The com-
mittee’s vice chair. Patricia M. Worthy of
the District of Columbia’s Public Service
Commission, shares Nelson’s skepticism.0

Congress high on high definition

Both H0uée and Senate are working
on legisiation to keep U.S.
in emerging technology market

High-definition television is quickly be-
coming a priority issue for the '101st Con-
gress. Legislation has been introduced in
the House that would encourage the growth
of HDTV, semiconductors and other related
technologies by remdving antitrust barriers
to enable U.S. companies to form joint
ventures to produce these products; other
bills are likely to follow.

And House Telecommunications Sub-
committee Chairman Ed Markey (D-
Mass.), at a Washington seminar last
month, vowed to develop a national policy
that will insure that the U.S. competes in
the HDTV marketplace. Markey was the
keynote speaker at a Federal Communica-
tions Bar Association seminar on Feb. 23.

The lawmaker is anxious to devise a leg-
islative HDTV game plan and is putting the
initiative on a fast track. Subcommittee
hearings are scheduled this week, March 8
and 9, and more will be held in the spring.
Markey does not have a particular legisla-
tive solution in mind at this time. But he
noted that a number of proposals are circu-
lating, including formation of an FCC task
force to help *‘shepherd in the HDTV era™
as well as the establishment of a **Technol-
ogy Corp. of America’’ patterned after the
Radio Corp. of America. Another sugges-
tion is creating a consortium Or consortia
for the purpose of developing HDTV and
related technologies. ‘‘All of these propos-
als are potentially doable,”” said the sub-
committee chairman, although he added:
‘“Each raises a myriad of questions.”

The lead-off witness at the ‘March 8 hear-
ing is Commerce Secretary Robert Mos-

INVESTING IN TELEVISION 1989

5TH EDITION NOW AVAILABLE
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bacher, who will be followed by others in
government, including FCC Chairman
Dennis Patrick; Sonia Landau, State De-
partment Bureau of International Commu-
nications and Information Policy. and Dr.
Craig Fields, with the Defense Advanced
Research Projects Agency.

On March 9 the subcommittee will hear
from a lineup that includes the Carnegie
Institute’s Clyde Prestowitz, Pat Choate of
TRW, Robert Cohen with the Policy Eco-
nomic Institute and Fred Branfman of Re-
build America.

According to subcommittee staff. indus-
try representatives will testify in the spring
on the so-called “"action memos™ they sub-
mitted at Markey's request. The memos
contain a number of suggestions on how
Congress might help U.S. industry become
a player in the HDTV business which, ac-
cording to some reports, is expected to gen-
erate as much as $250 billion. The chair-
man has said they will serve as a *"blueprint
for action”” by Congress (BROADCASTING.
Feb. 6).

**Unless the private and public sectors
unite in a working partnership to build an
infrastructure for the high-tech information
age now upon us, we are heading for third
or fourth place among world economic
powers by the year 2000.” Markey told
seminar participants. The congressman also
spoke 10 a group from MIT last week on
HDTV.

*‘The Japanese have been working on
HDTV since 1970. The Europeans have
been working on HDTV since the early
'80°’s. When | first started talking about
HDTV 18 months ago, the American elec-
tromcs industry had hardly ever heard of
it,” said Markey. It is a situation, he said,
in which the “‘Japanese and Europeans are
in the eighth inning of a tightly contested
ball game. And America is about to jump in
the station wagon and look for the ball
park.”

Congressional interest in HDTV has been
steadily growing and it seemed only a mat-
ter of time when legislation would surface.
Called the National Cooperative Innovation
and Commercialization Act of 1989, the
House bill was offered by Representatives
Rick Boucher (D-Va.) and Tom Campbell
{R-Calif.) on Feb. 21. Boucher is a member
of Markey’s subcommittee.

Pennsylvania Republican Don Ritter.
who also sits on the subcommittee, is pre-
paring HDTV legislation. Ritter’s staff,
however, would not comment on the mea-
sure, which is likely to surface soon. Ritter
and Representative Mel Levine (D- Callf)
have formed an HDTV Caucus.



Capital Wireless plans to go after
homes not passed by cable; selling
points will be programing, lower
rates, ‘old fashioned’ customer service

Cable operators in Albany-Schenectady-
Troy. N.Y.. woke up to find another mar-
ket competitor last week: a wireless cable
operation offering 23 basic channels for
$13.50.

Capital Wireless Corp. plans to market
primarily to the 40.000 homes in the market
that are not passed by cable. although the
company also hopes 1o sign cable subscrib-
ers. since it is priced several dollars below
cable in many areas.

Capital is headed by Greg Oswald. presi-
dent and chiet executive officer. He was a
vice president of GE Broadcasting in the
1970’s and worked for GE Cablevision and
United Artists cable in the 1980s. Oswald
said Capital has earmarked $15 million for
the project. including 33.5 million in start-
up costs. Oswald said he and Capital Chair-
man Stephen Adams, chairman of group
broadcaster Adams Communications, have
provided the initial equity. Barclays Busi-
ness Credit has also extended to Capital a
line of credit of several million dollars.
Oswald said.

CWC’s signal will emanate from Helder-
berg Mountain and is primarily directed
north through the Hudson Valley. Oswald
estimates the 20-watt transmitter’s range
will only be 10 miles to the south. but up to
50 miles to the north. Initially. Oswald
said. the transmitter will be 10 w.

The program lineup includes CNN.
MTV. FNNScore, Nickelodeon. American
Movie Classics. CBN. wTBS(Tv) Atlanta.
USA. wwoOR-Tv New York. Discovery.
A&E. C-SPAN. Lifetime. Travel and the
market's three network affiliates and PBS
station. Two premium channels, Starion for
$10 and Disney Channel for $7.99. will
also be offered.

Oswald said there is no doubt he would
like HBO or Showtime, but believes that
Starion is progressing as a movie service.
And he feels Capital will be able to offer
subscribers other benefits. He said only two
of the nine cable operators in the area carry
WTBS(TV), Additionally, Jones Intercable
has dropped USA Network. Both appear on
Capital’s lineup. Oswald also is close (o
signing Madison Square Garden Network,
which will carry Yankee games this year. It
will be part of Capital’s basic package and
will cut into Capital’s margins, Oswald ad-
mits, but he said it is worth it as a market-
ing tool, especially as opening day ap-
proaches on April 3.

In addition to programing and lower rates
(there has been some dissatisfaction over
rate increases in Albany by the ATC system
there), Oswald believes Capital will have

L to r: Adams,

an edge with its “"old-fashioned kind of
customer service.”” defined as having
enough telephone lines and eliminating as
many consumer irritants as possible. Capi-
tal also will put on the broadcast stations.
and plans to work with local broadcasters
on market research and ad sales.

In addition to the 40.000 noncable area
homes. Oswald also plans to market to the
total 300.000 homes within Capital’s signal
area. Capital has been receiving over 200
calls per day in its Schenectady office, and
received nearly 500 calls last Wednesday
morning in its Albany oftice. in both cases
after local news accounts were published.
“There is an awful lot of interest,” said
Oswald. although he does not believe all
who call will sign up. But he attributes the
volume to *‘pent up frustration about pric-
ing.

Capital plans to use GE Comband con-
verters, which Oswald said are more expen-
sive converters but allow for a doubling of
channel capacity from 25 to 50. The con-
verters cost more, said Oswald. because of
a more complicated scrambling system that
changes randomly to prevent theft of ser-
vice. [

Robert Schmidt, president of Wireless Cable Association, and Oswald

TCIl to review
PPV anew

Company looking for ‘most
cost-effective method’ of
providing pay services,

outdoor addressable technology

Tele-Communications Inc. is taking anoth-
er look at pay per view as part of a periodic
examination of whether PPV can be made
into a business. Peter Barton. TCI senior
vice president. made the disclosure during a
Goldman Sachs media conference in New
York.

But John Sie. TCI's senior vice presi-
dent, in charge of addressing the question,
said the company’s review indicated no
new bold strategy on that front. The MSO
has long been a tough seil on the idea, even
as other MSO’s embrace PPV, including
some that are now in the TCI affiliate fold
such as United Cable and Cencom.

“*We ve always been very cognizant of
what’s going on in PPV,” said Sie, who
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pointed out that TCI got out of Eventelevi-
sion, the forerunner of Home Premiere The-
ater, when it actively pursued movies in
addition to special events.

TCI continues to try ‘‘to figure out the
most cost-effective method,”’ said Sie. for
providing PPV services. TCI continues to
believe PPV will be an event-driven busi-
ness, not one driven by movies. said Sie. at
least until cable can get same-day release.
as do video stores. That is not likely until
antitaping technology is in place. one area
that Sic plans to examine further.

Eidak 1s testing an antitaping device that
would go a long way to assuage Hollywood
concerns about theft. the primary reason
behind cable’s PPV window being one to
several months behind video stores.

Linda Cutler, director of affiliate rela-
tions for Eidak, said Eidak has completed
the first month of testing among 10.000
homes in the Milwaukee Warner system
and has pronounced the system ‘‘technical-
iy sound.”" Further marketing and program-
ing questions will now be addressed, she
said. Eidak is programing its own PPV
channel with same-day movie releases from
seven Hollywood studios: Warner, Para-
mount. Disney, Orion, Columbia, Tri Star
and MGM/UA. Universal and 20th Century
Fox are not participating. Eidak will begin
a 2,500-home impulse test in Continental’s
Newburvport, Mass., system in April.

Sie also will be looking at whether na-
tional ordering svstems are the most cost-
efficient and consumer friendly mechanism
for ordering PPV evenis. A number of
BOC's. plus AT&T, are otfering phone
systems that could handle large volumes of’
calls efficiently tor PPV ordering. And the
phone companies are not the only providers
of such units.

TCI will also be looking at outdoor ad-
dressable technology. Sie confirmed. a sys-
tem that could resemble. in some respects,
the trapping devices used on the outside of
homes tor pay services and which would be
activated for PPV e¢vents. TCI, which
pulled out thousands of addressable con-
verters from systems it acquired in the mid-
1980°s, is not looking to put them back in,
Sie said. Likewise. he said. it is not going
back on its longstanding beliet that events
will drive the PPV business. unless ques-
tions of copying and windows can be ad-
dressed. a

Increasing commitment

i, among others, underestimated the staying power of television,” Education Commis-
sion of the States (ECS) President Frank Newman said of the four-year Project Literacy
U.S. (PLUS) involvement of Capita! Cities/ABC and PBS—and of their newest long-term
public outreach commitment. Green joined CapCities/ABC Communications President
James Dutfy, PBS PLUS Director Margot Woodwell and others at & Washington press
conference to-announce Unsung Americans, a project combining a new series of ABC
and PBS public service announcements with a national volunteer agency referral system.
An 800 telephone number included in the PSA's will connect viewers with the Contact
Center, Lincoln, Neb., which will use a database to match the caller with appropriate
local agencies.

ABC last month began an initial one-year commitment to produce one new 30-second
and 60-second spot each month, each featuring exemplary volunteers from around the
nation who have given time to help others. ABC-TV is airing them 12 to 14 times a week in
all dayparts, reaching 76% of U.S. homes, said Dufty. The spots are also being distribut-
ed to PBS stations, and the National Association of Broadcasters is distributing video-
lapes to its members.

The National Collaboration for Youth (involving the American Red Cross, Big Brothers-
Big Sisters of America, Boy and Girl Scouts of America, The Salvation Army, YMCA and
other organizations), VOLUNTEER-the National Center and ECS constitute the rest of the
collaborative effort. The initial PLUS campaign drew 500,000 calis, said Gary Hill of the
Contact Center. With expansion of the project beyond only literacy concerns, he said, the
Contact Center expects many more calls.

Noting that the high profile of the United Way Campaign “has helped people know
where to give money,” VOLUNTEER Chairman George Romney said: "This program will
allow people to know where to give time and where to get help.” In Los Angeles alone, he
said, 14 VOLUNTEER centers help 8,000 agencies find volunteers. "I think this ABC
breakthrough is tremendous, because other media will 0ok and say: ‘We'd better get on
board." "
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Information, please

The Cabletelevision Advertising Bureau
has released its 1989 "Cable TV Facts”
booklet, which finds cable penetration at
53.8% at yearend 1988, and projects it will
reach 63% by 1992

CAB said Americans will spend $14.2
billion on cable programing in 1989, up
from 1988's $12.9 billion.

On the advertising front, CAB
eslimated that total cable advertising will
jump from $1.45 billion in 1988 to $1.8
billion in 1989.

The factbook also provides statistics
on cable viewing versus broadcast viewing

N\
<RAM>
N

R.A. Marshall & Co.

Brokerage & Media Investment Analysis

Top 100 Midwest Market, Class C FM, $3 million
Southeast Coastal, Rated Market, Class C-2 FM, $2.1 million
North Texas, Well-Positioned C-2 FM, $900,000
South Carolina Class A FM, Geod Format Niche, $700,000

800 Main Street Suite 210
Hilton Head Island. South Carolina 29928, 803-681-5252
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{Non-Network)

Division of viewing, total TV households

in cable and noncable homes, viewing

by dayparts, demographic viewing trends,
total audience growth and decline

figures, and likelihood of cable subscribers
to buy certain products, plus a list of

basic, pay and regional networks,
interconnects, MSO's and the top 100
systems.

Nickelodeon studio in Florida

Nickelodeon entered into an agreement
last week with MCA Inc. to build a studio
complex at Universal Studios Florida

that will house Nickelodeon productions 52
weeks a year for a 13-year period.
Production is scheduled to begin before
the ofticial opening of Universal Studios



‘da in Orlando in May 1990.

The Nickelodeon facilities will consist
of two sound stages, approximately 16,500
square feet with audience seating for
more than 250 people, and a children's
interactive play area. Most of the
network’s programing will be produced at
the new studios, including Super Sloppy
Double Dare, Think Fast, Kid’s Court and
a weekend variety show. Other shows
will be announced shortly.

Universal Studios Florida is a joint
venture of MCA Inc. and Cineplex Odeon
Corp. Nickelodeon and Nick at Nite are
registered trademarks of MTV Networks, a
division of Viacom International.

Opinion poll

Marquest Research, which said it
interviewed senior executives at 17 of the
top 25 MSQ's, has found only lukewarm
support for CNBC. It said eight of the 17
planned minimal or no carriage, four

plan moderate carriage and three say they
would offer broad carriage. Marquest

said the data were similar to findings on the
same question asked last June and
September.

There was grealer pleasure
expressed over the Cablevision-NBC deal
to put a number of 1992 Olympic events
on PPV. Marquest said 13 of the 17
interviewed were pleased with the
plans. But Marquest said that while there
was widespread support for the PPV
venture, “the few dissenters felt strongly
that it would be a mistake.”

Of 10 established cable networks, the
survey idenlified Arts & Entertainment, USA
and FNN as improving their programing
the most over the past year. Marquest said.

CTAM reorganization

The Cable Television Administralive &
Marketing Society's mid-Atlantic chapter
has announced its reorganization into
four chapters: New York, Philadelphia,
Washington/Baltimore and Boston. The
last will be formed later this spring.

The four chapters will be overseen by
the Northeast Regional Board of Directors,
whose president is Bob Townsend, vice
president, marketing, NYT Cable. The
NRBD will oversee CTAM involvement at
regional shows and conferences and
coordinate production of national CTAM
programs such as the general manager
achievement series. Each chapter will
also have its own board.

The Washington/Baltimore chapter
held its first official meeting last week,
which was attended by more than 160
people. Sam Street, president of United
Cable in Baltimore, is chapter president.
The chapter is one of 11 overall thai CTAM
plans to have active by year's end.

Go west

The Weather Channel will begin offering
30 minutes per hour of weather reports
specific to the West Coast between 7:57
p.m. and 10:57 p.m. each evening
beginning today (Feb. 20). The
programing will be a part of the Weather

Channel's national feed. The West Coast
reports will be divided into three regions,

Southern California, Northern California
and Oregon/Washington. The local

Sub status

sion households.

Nielsen has released a coverage report
ending Jan. 22, 1989, which lists the
subscriber numbers for all the basic
cable services it meters. The figures
below are derived from multiplying the
percentage reach figures Nielsen re-
leased by the 90.4 million U.S. televi-

Service Subscribers (millions)
ESPN e 50.2
CNN e 496
WTBS({TV) o, 48.3
USA e 46.8
MV e e 448
NICKEIODEON <oeveeveeeeeeeeeeee 44 1
Nashville Network ...........coeeeeeneen. 438
CBN Family Network .................. 42.2
Lifetime ... 421
Nick al NIl ..o 40.7
DISCOVEIY .ovvevvccvcccece e, 38.7
Weather Channel .............ccuo. 37.6
A&E (night) ......occcoooeiiii 371
CNN Headline News .................. 353
AZE (BAY) i 33.0
Financial News Network ... 32.3
VH-1 e e 30.3
BET e 21.5

forecasts for each region will include an
on-camera meteorologist, live radar
updates and forecasts.

Babar on HBO

HBO will debut a 13-part series based

on the children’s storybook character,
Babar, beginning Sunday, April 2, at 8
p.m. The series recounts the adventures of
King Babar, Queen Celeste and their
subjects and is based on the 28 books
written by Jean and Laurent de

Brunhoff, plus several new tales.

Graduated level

Mind Extension University has added a
master's degree in business administration
to its list of college-level coursework,
Jones International, coporate parent of
MEU announced. Cable subscribers

can take college-level courses through the
service, affiliated with Colorado State
University. MEU reaches four million cable
subscribers. The MBA program wil

begun this fall.

Political education

The Learning Channel will air an

interview with Vice President Dan Quayle
as part of its What 've Learned

interview program. The Quayle interview, in
which he discusses SDI, the "You're no
Jack Kennedy” quip from the 1988
campaign and how vice presidential life
has changed his family, is set to be carried
on March 19 at 9:30 p.m. ET.

HIGHLY MOTIVATED
SELLER

Offers Television Stations

Channel 23, Albuquerque, NM

and

Channel 61, Greensboro-Winston Salem-High Point, NC

Asking $5mm for the pair, or best realistic offer

Jim Gammeoen

GAMMON MEDIA BROKERS, INC.

Radio and Television Brokerage

1925 K Street, NW Washington, DC 20006
(202) 862-2020

Member: National Association of Media Brokers (NAMB), NAR, INTV
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As compiled by BROADCASTING from Feb.

23 through Mar. 1 and based on filings,
authorizations and other FCC actions.

Abbreviations: AFC—Antenna For Communications; ALJ—Ad-
ministrative  Law Judge: alt.—alternate:  ann.--announced:
ant.—antenna:  aur—aural:  aux.—auxiliary:  c¢h.—channel;
CH—critical hours.: chg. —change: CP—onstruction permit.
D—day: DA—directional antenna: Doc.—Docket: ERP—cfec-
uve radiated power: Freq—Irequency: HAAT—height above
average terrain: H&V—horizontal and vertical: khz—Kkilohenz:
kw—kilowatts: lic.—license: m—meters: mhz—megahertz:
mi.—miles: MP—maodilication permit: mod.—medification:
N-—night: pet. for recon.—petition for reconsideration; PSA—
presunrise service authority: pwr.—power; RC—remoie control:
§-A—Scientitic- Atlanta: SH—specificd hours: SL—studio loca-
tion: TL~—transmitter location: trans. —~transmitter: TPO—~trans-
mitter power output: U or unl.—unlimited hours: vis.—visual:
w—wilts: *—noncommercigl. Six groups of numbers at end of
facilitics chunges items refer to map coordinates. Oric meter
equals 3.28 feer.

Ownership Changes |

B \WLSF(FM) Naples. FL (BAPH89G103HD: 90.9 mhz:
100 Kw)~Granted app. of assignment of license from
Miami Christian College Inc. 1o Southwest Florida Educa-
tional Corp. for $400.000 (Changing Hands, ™ Jan. 23).
Seller is headed by Lyndon C. Conlon. chairman of board.
It also owns WMCU(FM) Miami. Robert Singleton. board
mentber. is vice president and chief financial officer for
Knight Ridder Broadeasting. Buver is owned by Byron
Campbell. Darwin Dawvis. T. J. Strickland. Bob Morrow,
Robert K. Sheffield and Clyde Anthony Chester. all direc-
tors. Action Feb. 16.

"
e

8 WTVNM(TV) Columbus. GA (BPCT881228: ¢ch. 9; 284
kw vis. 52,5 kw aur: 1.650v1.749g)}—Granted app. of
assignment of license from Pegasus Broadcasting of Co-
lumbus. Georgia. Inc. to WTVM Television Inc. for $45
million. Seller is Northbrook. IL-bascd group of one AM,
one¢ FM. and four TV 's. Buyer is owned by John B. Amos.
6%: Paul S. Amos, |.1%: Dani¢l P. Amos. 1.1%; Shelby
Amos Il. 0.6%: William L. Amos Jr.. 1%, and R. Lec
Anderson 1. 0.2%. Action Feb. 16.

8 WHDG-FM Havre de Grace, MD (BPH881207HW:
103.7 mhz; 17.5 kw: ant 340 fi.)}—Granted app. of assign-
ment of license from The Chesapeake Broadcasting Corp.
to Prettyman Broadeasting Co. Seller is principally owned
by Virginia Wetter. Jason David Paic. Kennon Paie
McKee. and Barbara Pate Glacel. It also owns WA-
SA(AM) Havre de Grace. MD. Buyer is principally owned
by William E. Prettyman Jr. It also owns WICO-AM-FM
Salisbury. MD: WYUS(AM)-WAFL(FM) Milford. DE:
\\{"EP.\T(AM)-\\'KMZ(FH) Martinsburg. WV. Action Feb.
1

B WILK-AM-FM Asbury Park. NJ (AM:
BAPL881227HG; 1310 khz: 2.5 kw-D. | kw-N. DA-2:
FM: BAPLH881227HH: 94.3 mhz; 3 kw; 328 ft.)}~Grant-
ed app. ot assignment of licensc from Presidents Broadcasi-
ing Co. 10 D & F Broadcasting Inc. for $12.5 million.
Selter is owned by Asbury Park Press Inc.. publisher of the
Asbury Park Press . and also owns WKCF-TV Clermont.
Fla.. and has purchased. subject to FCC approval. WBU-
DIAM)-WKXW(FM) Trenton. N.J. Buyer is principally
owned by Rick Devlin. former vice president and general
manager of WOR(AM) New York. and Jon Ferrari. owner
of Ferrari Inc.. New York-based advertising agency. 1t is
also purchasing. subject to FCC approval. KODM-FM
Odessa and KROD(AM)-KLAQ(FM) El Paso. both Texas.
Action Feb. 17.

B WAKS(AM)-WAZZ-FM Fuquay-Varina. NC (AM: BA-
L88I1220EC: 1360 khz: S kw-D: FM: BALHS881220ER:

ol license from Meca Broadeasting [nc. 10 Ceder Raleigh
L.P. for $1.43 million {"'In Brief™" Dec. 26. 1988). Seller
is principally owned by Mark Engledow and Tom Camp-
bell. 1t has no other broadcast interests. Buyer is principally
owned by Marvin Ceder and Jerry Ceder. Marvin Ceder has
interest in WJYQ(FM) Moncks Corner. SC. Action Feb.
4.

® WGBR(AM)-WEQR(FM)  Goldsboro. NC  (AM:
BALBB0928HG: 1.150 khz; 5 kw-D 1 kw-N DA-2: FM:
BALH880928HH: 96.9 mhz; 100 kw: HAAT: 1.056 [t
Granted app. of assignment of license from Eastern Caroli-
na Broadcasting Co. 1o New Age Communications L.P. for
$2.2 million. Seller is principally owned by Vassie Balk-
cum and has no other broudcast interests. Buyer is owned
by New Age Communications, Donald W. Curtis and J. D.
Longfellow. Donald W. Curis also owns WMBL(AM)-
WRHT(FM) Morehead City. NC. Action Feb. 15.

# New FM Haticras, NC (BAPHS881221HM: 97.5 mhz; 50
kw: HAAT: 150 11.)—Granied app. of assignment of |i-
cense from Pamlico Sound Co. 1o Pamlico Sound Company
Ine. for $10.000. Seller is owned by Inez Galemmo. who has
no other broadeast interests. Buyer is owned by Richard J.
Hayes Jr. Hayes owns Richard J. Hayes and Associates
Inc.. licensee of WYND-FM Spotsylvania. VA, WYND-
FM has been sold. subject 10 FCC approval. Action Feb.
13.

m KJFK(FM) Perry, OK (BTCHS881227HT: 105.1 mhz; 3
kw: HAAT: 100 fi.)—Granted app. of assignment of h-
cense from The Andover Corp Inc. to The Andover Com-
pany. Transaction is 1aking place pursuant to an oral agree-
ment between Morgan brothers. in which Robert Morgan
will excuse approximately $635.000 of indebtedness of Lou-
is Morgan in consideration for acquisition by transferce of
an 80% interest in KJFK. There are no other documents or
understandings between the pariies. Buyer is owned by W
Robert Morgan and Louis S. Morgan. Action Feb. 13.

Chapman Financial Services provides broad-
cast investment banking services to station
buvers and current station owners.

We understand the broadcast industry more
than a nonbroadcast investment banking
firm. We combine our financial expertise
with an in-depth knowledge ol our industry
Lo provide vou with a tailor made financial
package. {rom dl]lele]g vour financial
options to securing necessary funding. We
mainlain strong l'clalionsllil)s with the

Robert ). Maceini. Vice-President

103.9 mhz: 2.1 kw; 360 fi.)}—Granted app. of assigrment

We're Making Broadcast Financing Possible.

firms.

Financial
Services

176 Federal Street. Suite 535

nation’s leading media investment and
lending institutions. Equally important is a
thorough understanding of our industry,
including cash flow. station ratings. market
growth. and projections.

Chapman Financial Services is an independ-
ent Sllbhl(lidl vol Chd}mmn Associates, one of
the nation’s premier broadcast brokerage
Call Bob Maccini in Boston for a
confidential discussion of vour necds.

1Tdll

Boston, MA 02210

® WALY-FM Bellwood. PA (BALHB81230GP: 103.9

Phone 617/330-7880
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April 3 Special Report

- B s, ;
Miomi Sound Machine’s Gloria Estofan.

THE COMING OF AGE OF
HISPANIC BROADCASTING

What began as just another format has taken over as a way of life in American
radio and TV. ‘

Its whole and its parts will be the subject of a special report in Broadcasting on
April 3.

On our drawing board:

® Spanish radio: who's who in the ® The foreign connection: it goes
business...what is it worth...and what beyond program production and
exactly is the “Spanish sound”? distribution to actual ownership of

® Spanish television: a look at its two Spanish media.
full-fledged networks...its growing If you are a part of the Hispanic
number of affiliate and independent media movement...or do business with
stations...and their unusual it...or buy time from it...or just want to
programing needs. come up to date on this vital part of the

e The Spanish marketplace: how Fifth Estate...watch for Broadcasting on
advertisers are addressing it...the April 3.
principal players...the products and Advertising reservations and closing
strategies for selling them. March 24.

The People Who Can Say “Yes”
Read Broadcasting.

The News Magazine of the Fifth Estate.

New York: (212) 599-2830 Washington D.C.: (202) 659-2340 Los Angeles: (213) 463-3148
International: 011 31 (2968) 96226
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mhz; 310 w; HAAT: ant 984 fi.)—Granted app. of assign-
ment of license from Mid-Atlantic Radio Inc. to § & P
Broadcasting Lid. Partnership 1 for S1 million (includes
$200.000 noncompete agreement). Seller is principally
owned by Gregory Guise. Herbert Gordon. Garrison Ca-
vell. Gary Blau. Ronald Rubin and William McKay. Guise
owns 20% interest in WADJ Somerset. PA. Buyer is
owned by John A. Piccirillo. It has no other broadcast
interests. Action Feb. 7.

8 WEYZ(AM) Erie. PA (BAL890I03ED: 1450 khz: | kw-
D. 250 w-N)—Granted app. of assignment of license from
Burbach Broadcasting Co. to Board of Trustees. Pennsyl-
vania Statc University. for no consideration. Station is
being donated. Seller is Pittsburgh-based group principally
owned by John Laubach. Robert Burstein and Suzanne
Laubach. It also owns WCCK(FM) Erie. PA: WXIL(FM)
Parkersburg and WZMM-AM-FM Wheeling. all West Vir-
ginia. and WMRN-AM-FM Marion. Ohio. Buyer also
owns WPSU(FM) University Park and WPSX(TV) Clear-
field. both Pennsylvania. Action Feb. 21I.

8 WHIIAM)-WHIY(FM) Providence. RI. and WVEZ-
AM-FM Louisville. KY (WH)J: BTC881221HW: 920 khz:
5 kw-U. DA-N: WHJY: BTCHB881221HX: 94.] mhz: 50
kw: HAAT: ANT 546 ft.: WEVZ: BALB8I221H): 790
khz: 5 kw-D. 1 kw-N. DA-2: WVEZFM:
BALHB81221HK: 106.9 mhz: 24.5 kw: HAAT: ANT 670
ft.y—Granted app. of assignment of license from Robert
Fish and Janet R. Karger to Griffin Group for $34 million
("*Changing Hands."" Oct. 17. 1988). Scller is principally
owned by Robert Fish and Janet Karger. It has no other
broadcast interests. Buyer is New York-based group of two
AM’s and three FM’s principally owned by Merv Griffin
and headed by Michacl Nigris. Action Feb. 13.

8 KUNO(AM) Corpus Christi. TX (BAL881227EC: 1400
khz: 1 kw-D. 250 w-N:)}—Granted app. of assignment of
license from KUNO Radio Inc. to KDOS Inc. for $1.2
million (**Changing Hands."" Jan. 9). Seller is owned by
Tichenor Media Systems. Harlingen. Tex.-based group of
five AM's and three FM's principally owned by the Ti-
chenor family. Buyer is owned by Luis Munoz. Alfonso
Herrera. and Amador Garcia. It has no other broadcast
interests. Action Feb. 21.

8 KTRE-TV Lufkin and KLTV Tyler. both Texas
(BPCT881229: ch 9: 27.5 kw-V. 5.4 kw-A: 650t/540g:
KLTV: BPCTB81229: ch 7: 316-V. 31.6 kw-A; 986V
495g)—Granted app. of assignment of license from Buford
TV Inc. to Civic Communications Corp. I for $42 million
("Changing Hands.”" Jan. 9). Seller is Tyler. TX-based
group of three TV's owned by Robert P.. Gerald and
Geoffrey R. Buford. It had an interest in buyer when
company was initially formed. It also owns cable systems
serving subseribers in Arkansas. Florida and Texas. Buyer
is headed by Frank Melton. president and CEO. Melon
worked for Buford pryor to joining Civic as general manag-
er of the two stations and president of broadcasting divi-
sion. Action Feb. 16.

New Stations

Applications

FM’'s

® Hartsellc. AL (BPH890216MA )—Station WHRT seeks
106.1 mhz: 3 kw: 100 m. Address: 809 North Sparkman
Strect. Hartselle. AL 35640. Principal is owned by Dorsey
Eugene Newman and has no other broadcast intcrests. Filed
Feb. 16.

& Williams. AZ (BPHB90215MA)}—Terry Cohen sechs
96.7 mhz: 26 kw: 334 m. Address: P.O. Box 26668,
Prescott Valley. AZ 86312. Principal has no other broad-
cast interests. Filed Fcb. 15,

® North Littlc Rock, AR (BPHB90209MA)—Little Rock
Radio Inc. seeks 101.1 mhz: 3 kw: 100 m. Address: 15251
N.E. 18th Ave.. #9, North Miami Beach. FL 33162.
Principal is owned by Russcll Qasis. 40%: Alan H. Potam-
kin. 40%. and Dunnettc Jones. 20%. Oasis also owns 40%
of Pensy Radio Inc.: 40% of Tally Radio Inc.: 40% of
Edgewater Radio Inc.: 40% of Indy Radio Inc.: 50% of
QOasis Broadcasting Partners Inc.: 33.33% of Oasis Radio
Affiliates Inc.. and 25% of New Age Broadcasting Inc.
Filed Feb. 9.

8 North Littlc Rock. AR (BPHB90209MB)—North Lite
Rock Broadcasting Ltd. secks 101.1 mhz: 3 kw: 100 m.
Address: 121 Dexter Road. North Little Rock. AR 72116.
Principal has no other broadcast interests. Filed Feb. 9.
® North Littic Rock. AR {BPH890208MA )}—Thomas A.
Rusk sceks 101.1 mhz: 3 kw: 100 m. Address: 10927
German Rd.. Little Rock. AR 72206. Principal has interest
in KITA(AM) Liule Rock. Filed Feb. 8.

® Greenfield. CA (BPED8%0214ME}—Prunedale Educa-

tional Association seeks 91.7 mhz; 1.4 kw: 727 m. Ad-
dress: 8145 Prunedale North Road. Prunedale. CA 93907.
Principal is headed by Elmer L. Moon. Betty E. Moon.
Raymundo Banuelos, Janet Hanson and John Hanson.
Filed Feb. 14.

® American Falls, ID (BPH890215MB)—Axjom Commu-
nications Partnership seeks 104.1 mhz: 3 kw; 100 m.
Address: 5420 Fieldgreen Dr.. Stone Mountain. GA
30088. Principal is owned by Eric W. Reid. 90%. and
Larry G. Fuss. 10%. Reid also owns WANQ(AM) Delmar,
NY. and 50% nonvoting stock and 50% equity in Primo
Communications Inc.. permittee for new FM at Truro.
MA. Reid has interest in River Valley Broadcasting Inc..
which has 15% of WNYQ Associates. licensee of
WNYJ(FM) Rotierdam, NY. Filed Feb. 15.

8 Nashville. IL (BPH890208MC)—KMB Video Inc. secks
104.7 mhz: 3 kw: 100 m. Address: 5 Patton Dr.. Pinckney-
villc. IL 62274. Principal is equally owned by Charles V.
Kellerman. Richard Blakely. Steven J. Malinski and Syl-
vester J. Epplin. Filed Feb. 8.

B Pinckneyville. IL {(BPH890209MC)—O.L. Turner seeks
104.3 mhz; 3 kw: 100 m. Address: Rural Route 3. Harris-
burg. IL 62946. Principal has no other broadcast interests.
Filed Feb. 9.

8 Terre Haute. IN (BPED890223MB)—Illinois Bible Insti-
tute Inc. seeks 88.5 mhz: .55 kw: 94 m. Address: Box 126
RR 3. Lake Williamson. Carlinville. IL 62626. Principal is
owned by Rev. Emest J. Moen. Rev. Robert Schmidgall
and Rev. Norman L. Surratt. Filed Feb. 23.

® Burlington. KS (BPH890214MC)—Coffey County
Broadcasting Co. seeks 95.3 mhz: 3 kw: 100 m. Address:
902 Miami, Burlington. KS 66839. Principal is owned by
Douglass R. Lawrence. William R. Lawrence and Phyllis
A. Lawrence. Filed Feb. 14.

® Spring Valley. MN (BPH890213MA)—Radio Ingstad
Minnesota Inc. seeks 104.3 mh2: 1.4 kw: 144 m. Address:
P.O. Box 907. Valley City. ND 58072. Principal is owned
by Robert E. Ingstad and Jan Ingstad. Filed Feb. 13.

® Wabasha. MN (BPH8%0209MD)—Radio Ingstad Minne-
sota Inc. seeks 102.5 mhz; 493 kw: 238 m. Address: P.O.
Box 907. Valley City. ND 58072. Principal is owned by
Robert E. Ingstad and Jan Ingstad. Filed Feb. 9.

® Wabasha. MN (BPH890209ME)—Interstate Communi-
cations Inc. seeks 102.5 mhz; 1.94 kw: i25 m. Address:
165 Pembroke Ave.. Wabasha. MN 55981. Principal is
owned by Gary Stumpf. 80%. and John M. Meisch Jr..
20%. [t has no other broadcast interests. Filed Feb. 9.

8 Campbell. MO (BPH890214MD)}—Jack G. Hunt secks
107.5 mhz: 3 kw: 100 m. Address: 204 Washington, Doni-
phan. MO, 63935. Hunt also owns KBMV-AM-FM Birch
Tree. MO. and KDFN(AM)-KOEA(FM) Doniphan. MO.
Applicant’s son, James Hunt. is permittee of KXOZ(FM)
Mountain View. MO. Filed Feb. 14.

® Ellington. MO (BPH890214MB)—Jack G. Hunt seeks
103.9 mhz; 3 kw: 100 m. Address: 204 Washington. Doni-
phan. MO. 63935. Hunt also owns KBMV-AM-FM Birch
Tree, MO. and KDFN(AM)-KOEA(FM) Doniphan. MO.
Applicant’s son. James Hunt. is permittce of KXOZ(FM)
Mountain View. MO. Filed Feb. 14.

8 Poplar Bluff. MO (BPH8%0214MA)}—James M. Hum
seeks 103.5 mhz: 50 kw: 150 m. Address: P.O. Box 341.
Doniphan. MO. 63935. Hunt is permittee of KXOZ{FM)
Mountain View . MO. Hunt also serves as general manager
of Hunt Broadcasting Group. which consists of KBMV-
AM-FM Birch Tree. MO. and KDFN{AM)-KOEA(FM)
Doniphan. MO. These stations are licensed to Jack G.
Hunt. applicant’s father. Filed Feb. 14.

® Albuquerque. NM (BPCT890214KE)—Loretta Salazar
seeks ch. 50 1380 kw: 1293 m. Address: 7208 Geutysburg
Dr. N.E.. Albuquerque. NM. 87109. Principal has interest
in Guadalajara Chili Pepper Company. licensee of KIDI-
{FM) Albuquerque. and Spanish TV 59, permitiee of low
power TV K59DB Albuquerque. NM. Filed Feb. 14.

& Nacogdoches. TX (BPCT890209)—Radnor Broadcasting
Co. In¢. sceks ch. 19: 229 kw v: 222 m. Address: Fidelity
Court, #200. 259 Radnor-Chester Road. Radnor. PA
19087. Principal is headed by J.B. Doherty. Filed Feb. 9.

Actions
AM

® Dayton. VA (BP880126AC)—Granted app. ot Dayton
Radio for 880 khz. Address: 5742 Rivermill Circlc. Ports-
mouth. VA 23703. Principal is owned by Larry W. Cobb.
who has no other broadcast interests. Filed Feb. 21.
FM’s

8 Maumelle. AR (BPH871015MG)—Retumed app. of
LRW Inc. for 96.9 mhz: 0.816 kw H&V: 189 m. Address:
One City Place. Maumelle. AR 72118. Principal is owned

by Charles F. Price. Shirley H. Price. Jimmy L. Price and
Charles C. Price. It has no other broadcast interests. Filed
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Feb. 8.

® Vero Beach. FL (BPED880107MC)—Granted app. of
Central Educational Broadcasting Inc. for 91.9 mhz: 2 kw
H&V: 93 m. Address: 6767 20th St.. Vero Beach. FL
32961. Principal is owned by Larry Boan. Perry M. Pisani,
Mary E. Davies and Danny Moore. It has no other broad-
cast interests. Filed Feb. 15.

8 Summerville. GA (BPED880212MG)}—Returned app. of
The Gospel Spotlight of North Georgia for 88.5 mhz: 62
kw H and 81 kw V: 4.800 m. Address: P.O. Box 406,
Summerville, GA 30747. Principal is owned by Randy
Thomas Smith. Filed Feb. 10.

® Campton. NH (BPH860828MB)—Granted app. of White
Mountain Radio for 105.7 mhz; 3 kw H&V: 328 m. Ad-
dress: MT Country Realty Bldg.. Rtes. 49 and 175. Camp-
ton. NH 03223, Principal is owned by Daphne Corcoran
and Neal Cortell. Cortell is 25% stockholder of
WGOT(TV) Merrimack. NH. Filed Feb. 16.

@ Las Cruces. NM (BPED880308ML)—Granted app. of
Board of Regents New Mexico State University for 91.5
mhz: | KW (H&V): -59 m. Address: Box 3Z. Las Cruces.
NM B8B003. Principal is headed by Irma M. Glover. Mary
B. Sanchez and Don Kidd. It has no other broadcast inter-
ests. Filed Feb. 13.

® Santa Fe. NM {(BPH8803100A)}—Returned app. of Co-
mun Inc. for 94.7 mhz: 100 kw (H&V): 395 m. Address:
1609 6th St. N.W.. Albuquerque. NM 87102 Principal is
owned by Vicente Silva, Maria de los Angeles. Loyola
Guana and Maria Ester d¢ Anda. Filed Feb. 16.

® Santa Fe. NM (BPH880310MI)—Rcturned app. of Je-
mez Mountain Broadcasters for 94.7 mhz: 90 kw (H&V):
629 m. Address: 207 Montoya St.. Santa Fe. NM 87501.
Principally owned by Jeffrey Kline. who has no other
broadcast interests. Filed Feb. 6.

8 Fair Bluff. NC (BPHB880602NW)—Returned app. of
Morgan. Davis. Meares & Bledsoc for 105.3 mhz: 3 kw
H&V. Address: P.O. Box 774. Fair Bluff. NC 28439.
Principal is owned by Bobby G. Morgan. Marion H. Davis.
Carl Meares Jr.. Virginia W. Bledsoe and Harold Bledsoe.
Virginia W. Bledsoe and Harold Bledsoe are 60% and 40%
voting stockholders. respectively. of Bledsoe Broadcasting
Corp.. licensee of WIHB(AM) Fairbluff. NC. Harold
Bledsoe is 52% voting stockholder of Community Broad-
casting Co.. licensee of WSDC Hartsville. SC. Filed Feb.
10.

8 Wadesboro. NC (BPH8805050T)—Granted app. of Red
Penny Broadcasting for 93.5 mhz: 3 kw H&V: 100 m.
Address: 208 S. Rutherford St.. Wadesboro. NC 28170.
Principal is owned by Risden A. Lyon and Justine H.
Lambert. Lyon has interests in Richmond County Broad-
casting Co.. licensee of WKDX Hamlet. NC. Filed Feb.
13.

8 Commerce. OK {(BPHB80217NE)—Granted app. of
Commerce Communications In¢. for 99.7 mhz: 3 kw H&V;
100 m. Address: 310 North Main St.. Miami, OK 74354.
Principal is owned by Helen L. Chambers. Randy L. Neal
and David L. Olds. It has no other broadcast intcrests.
Filed Feb. 14.

® Greenwood. SC (BPH871106MA)—Granted app. of
United Community Enterprises Inc. for 103.5 mhz: 3 kw
H&V: 100 m. Address: 370 Bumnett Rd.. Greenwood. SC
29646. Principal is owned by Wallace A. Mullinax Sr. and
Wallace A. Mullinax Jr. Applicant is licensee of
WMTY(AM) Greenwood. SC. Filed Feb. 15.

8 Marion. SC (BPH880307MB)}—Dismissed app. of Theo-
dorc ). Gray Il for 100.5 mhz: 3 kw H&\V: 100 m.
Address: 606 Oakgrove. Graham. NC 27253. Principal has
no other broadcast interests. Filed Feb. 17.

& Marion. SC (BPH880307MC)—Dismissed app. of Mar-
shall R. Magee for 100.5 mhz: 3 kw H&V: 100 m. Ad-
dress: 3502 Spyglass Court, Augusta. GA. 30907. Princi-
pal has no other broadcast interests. Filed Feb. 17.

& Lebanon, TN (BPH8901 12ME)—Retwumed app. of B&G
Inc. for 98.9 mhz: 3.0 kw : 100 m. Address: 1457 W. Main
Street. Lebanon, TN 37087. Principal is owned by Jalal
Bachour, Bobby Lewis and Howard M. Gosser. It has no
other broadcast interests. Filed Feb. 16.

® Friona, TX (BPH880628MF)—Granted app. of Lois B.
Crain for 95.1 mhz: 3 kw H&V: 87 m. Address: Rte. 5.
Box 755-1. Byhalia, MS, 3861 1. Principal has 75% part-
nership interest in KDFT(AM) Ferris. TX. Filed Feb. 13.

® Midland. TX (BPED880418MW)—Returned app. of
Southwest Educational Media Foundation of Tcxas Inc. for
95.1 mhz: 3 kw H&V: 100 m. Address: 2100 Highway
360, #1204, Grand Prairie. TX 75050. Principal is owned
by T. Kent Atkins. Mary H. Atkins and Charles Delap. [t
has no other broadeast interests. Filed Feb. 10.

& Midland. TX (BPH88042{MP)}—Retwmed app. of Ru-

ben Velasquez for 95.1 mhz: 3 kw H&V: 100 m. Address:
N. Loop 338. Odessa. TX 79763. Principal has no other



broadeast interests. Filed Feb. 10,

® Odessa. TX (BPHE70415KPy—Granted app. ol Mid-
Cities Corp. for 6.1 mhs: 50 kw H&V: 150 m. Address:
(K Rasco, Odessa, TX 79764, Principal is owned by
Edward L. Raskelley and Mary R. Roskelley. who have no
other broadeust interests. Filed Feb. 13.

| Victoria, TX (BPH8804IEMV)—Rctumed app. of Vie-
toria Broadeasters Inc. Jor 92.3 mhz: 3 kw H&V: 100 m.
Address: 2207 Wildwood Dr.. Victeria. TX 77902, Princi-
pal is owned by M.N. Bostick, Robent C. Manin. Ray
Deayer. Ellen Deayer. John Burr, James and Martha Phil-
lips. The 1.BJ Co.. LL Sams & Sons Inc. Principals bave
interests in KBTX({TV) Bryan. KWTX-AM-FM-TV Waco.
KNAL(AM) Victoria, all Texas: KLFY(TV) Lafayette.
LA. and KXIHTV) Ardmore. OK. Filed Feb. 10.

& Victoria, TX (BPHE8042I MEr—Retwrned app. of Multi-
com Broadeasting Inc. for 92.3 mhz: 3 kw H&V: 100 m.
Address: Box 5697, Bryan. TX 77805, Principal is owned
by Carolyn G. Vance and William R. Vance Jr. It hus no
other broadeast interests. Filed Feb. 10,

& Dehta, UT (BPHR71105MI—Granted app. of TGWM
Inc. for 95.7 mhz: 100 kw H&V: m. Address: 781 Nortb
Valley View Dr., #34. 8t George. UT 84770. Principal is
owned by Glen 8. Gardner. Orval Wright. Rex L. Jackson
and Jobn L. Miles. It has no other broadeast imerests. Filed
Feb. 16.

Facilities Changes

Applications

AM's

& Montecito, CA. KJIC1 880 khz—Feb. 13-Application for
Mod of CP(BPESOTOTAW) to change TL to Gibralter Rd.,
93 mi NE of Santa Barbara, CA. and make changes in
antenna system: 3428 15N 119 40 33w,

® Clewiston, Fl.. WAFC 590 khz—Feb. {4-Application
for CP to change city ol license o Cape Coral, FL: increase
day and night power to 5 kw DA-1: TL: cast side of Hwy
767. 5 km N of St. James City. Fl.: make changes in
antenna system 26 31 48N 82 05 00W,

& Bath, ME. WITO 730 khze—Feb. 10-Application for CP
to increase day power to 10 Kw und add night service with
S0 woand make changes in antenna system.

® Rockland, MIi. WRKID 1450 khz—Fcb. [4-Application
for CP to change Tl. to Rockland, ML, and make changes
in antenna system: 44 07 34N 09 08 19W,

8 Spring Arbor, MI. K'TGG 1540 khe—Feb. 13-Applicu-
tion for CP toincrease power to 490 w day/200 w (Cl ).
FM's

® Glendale, AZ. KCWB 103.5 mhz—Feb. |-Application
for Mod of CP (BPHB20621 AK) to change ERP: 46.2 kw
11&V: HAAT: 740 m H&V: Tl 18.2 km. bearing 295
degrees from Luke Air Force Base, AZ.

8 Quincy, CA, KQNC 101.9 mhz—Feb. [-Application for
CP 1o change ERP: [8.5 kw H&V: HAAT: 645 m H&V:
Th: 40 03 36 120 54 36,

& Pucblo, CO. KATM-FM 100.7 mhz—Jan. 30-Applica-
tion for Mod of CP tBPHESTIWED) to change ERP: 13 kw
H&V: HAAT. 647 m H&V.

® Port Charlote. 1°L.. WEEJ 100.1 mhe—Feb. 10-Applica-
tion for CP 1o change ERP: 97.3 kw H&V: TL: Blooming-
ton Dr.. near Ronda. FL: CLASS: CI ¢(per Docket 87-
4561,

® Gainesville, FL, WYFB 90.5 mhz—Fcb. 16-Application
tor Mod of CP (BPEDS711051F) to change ERP: 90,81 kw
&V, TFAAT: 207 m H&V: supply measured antenna data
for BPEDRTIIOSIF,

® Savannah, GA. WYFS 89.5 mhz—Fch. 6-Application
for CP to change ERP: 91.22 kw (V) only.

8 Suesboro, GA. WUUF 1029 mhz—Jan. 27-Applica-
tion for Mod of CP (BPHSOOTOTNA) to change ERP: 1.2
kw H&V: TTAAT: 152 m H&V.

8 Hilo. HI. KIPA-FM 100.3 mhz—I¢cb. 13-Application for
Mod of CP {BMPHBROTISIDY to chanpge ERP: 74 kw
H&V.

Actions

® Fenwick Island. DI, Granted Key Broadeasting Corp.'s
motion to dismiss its application for new FM station at
Fenwick Islind. (MM docket 87-236 by order |[FCC 89R-5]
adopted Feb. 14 by Review Board.)

® Dubuque. lA. Affirmed decision by Mass Media Burcau
granting application of Dubuque TV Limited Partnership to
assign license of KDUB-TV Dubuque, ABC, ch. 40, 10
Suge Broadcasting Corp. of Dubuque over objections of
Cedar Rapids Television Inc. (By MO&O {FCC 89-13|
adopted Jan. 19 by commission.)

& Lafayette. LA. Granied Oakdale Limited Partnership’s
request to dismiss its application for review in this proceed-
ing concerning FM 1able of allotmemts at Lafayeue. LA.
(MM docket 87-196 by order [DA 89-202] adopted Feb, 8
by deputy chicf. Policy and Rules Division. Mass Media
Burcau.)

® Bay Shore. NY. Affirmed Review Board decision dis-
missing application of Long Island Music Broadcasting
Corp. for new FM station at Bay Shore. (MM docket 87-
246 by MO&O [FCC 89-58] adopted Feb. 15 by commis-
sion.)

® Wiggins. MS. Granted application of Community Broad-
casting Co. Inc. for new FM station on channel 250A (97.9
mbhz) at Wiggins and denicd application of John F. White.
(MM docket 87-580 by 1D [FCC 89D-7] issued Feb. 10 by
ALJ Chachkin.)

® Conroc. TX. Dismissed applications of DLBS Inc. and
Conroe Broadeasting Limited Partnership for new TV sta-
tion at Conroe. (MM docket 85-331 by order [FCC 89R.6|
adopted Feb. 14 by Review Board.)

® Joint Board. Made recomendations on issues relating 1o
jurisdictional allocation of Feature Group and Feature
Graup B traffic for scparations and biliing purposcs. (CC
docket 85-124 by Recommended Decision and order [FCC
88J-5| adopted Dec. 22 by Federal-Siate Joint Board.)

® Sccurity Alarm Devices. Denied National Acadenty of
Science’s Commitice on Radio Frequencices and National
Radiv Astronomy Observatory reconsideration of action
amending Part 15 of rules regarding control and security
alarm devices, (Gen. docket 86-422 by MO&O |FCC 89-
501 adopted Feb. 10 by commission.)

8 Cross-Interest Policy. Deleted cross-interest policy as it
applies 1o consulting positions. time brokcrage arrange-
ments and advertising agencies: issued further notice ad-
dressing policy as it applics to joint ventures. key employes
and nonattributable equity interests. Comments due April
21, replies May 8. (MM docker 88-344 by policy and
statement {FCC 88-344|: MM docket 87-154 further
NOINPRM |FCC $8-345] adopted Oct. 27 by commis-
sion. )

® TV Technical Rules. Amended certain technical and op-
crating requircmients for TV stations. (MM docket 88-114
by R&(O [FCC 89-43| adopted Feb. 7 by commission.)

8 Renewal of WBUZ(AM) Fredonia. NY. Denied on Char-
acter Grounds MM docket 85-92 treport DC-1363, action
in docket case). Citing emplovment discrimination, misrep-
resentation and fraudulent contest operation. commission
has denied application of Catoctin Broadeasting Corp. of
New York for renewal of its license for AM sation WBUZ
Fredonia, NY. Action by commission Feh. 22 by MO&O
(FCC 89-74).

8 Commission Proposes New Rules and Procedures (o Re-
duce Interierence Between Broadeast Stations—MM dock-
et 89-46. (Report DC-1361. action in docket case.) Pro-
posed number of amendments w0 cneourage AM licensees
to institute changes to reduce interference. Action by com-
mission Feb. 22 by NPRM (FCC 89-T1).

@ FCC Clarifies Elimination of Carroll Doctringe and UHF
Impact Policy—MM docket 87-68 (Report DC-1362. ac-
tion in docket case.) [ssued elarification ol 1987 decision
climinating Carroll doctrine and UHF Impact Policy by
reitcrating that action taken in its report and order is limited
to licensing and allotment proceedings. Action by conmis-
sion Feh. 22 by MO&O (FCC 89-73).

& Commission Affirms Program Exclusivity Rules and
Muadifies One-vear Transition Period—gen. docket 87-24.
{Report DC-1366. action in docket case.) Upheld and clari-
fied May 1988 decision to reimpose syndicated exclusivity
rules uand to extend scope of network nonduplication rules.
It extended date for compliance with new exclusivity rules
o midnight, Dee. 31, 1989, Action by commission Feb. 22
by MO&O (FCC 89-72).

® FCC Declines to Adopt Trunking Compatibility Protocol
Standards for Equipment Operating in 800 mhz Public
Safety Bands—gen. docket 88-441 (Repon DC-1364. ac-
tion in docket case.) Decided not 1o adopt governmient-
mandated trunking compatibility protocol standaed for ex-
isting commmunications cquipment operating in 800 mhz
public safety bunds. Action by commission Feb. 22 by
MO&Q (FCC 89-69).

® Home Shopping Network Granted Waiver of Dual Net-
work and Prime Time Access Rules (Report MM-382,
Mass Media Action). Found that Home Shopping Network
has met standards lor obtaining waivers of dual network
and prime time access rules by demonstrating that its opera-
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tions are unique and distinguish it from type of organiza-
tions to which rules were intended to apply. Action by
commission Feb. 14 by MQO&Q (FCC 89-56).

® FCC Adds New Section to Rules Designating General ,
Counsel and lis Office to Receive Petitions to Courts for
Review of FCC Orders (Report GN-37. gencral action).
Designated Office of General Counsel as office and Gener-
al Counsel as officer. to receive copies of date-stamped.
court-filed petitions for review. Action by commission Feb.
15 by R&O (FCC 89-57).

8 Muliiple Ownership Rules. Relaxed probibition against
common ownership of tadio and elevision stations in same
television market. (MM docket 87-7. by Second R&O
|FCC 88-407] adopted Dee. t2 by commission.)

® Santa Barbara. CA. Remanded to Review Bourd for
further consideration procecding involving three competing
applications for new TV station at Santa Barbara. (MM
dockets 84-934-6. by MO&Q |[FCC 89-47] adopted Feb. 10
by commission.)

® Raleigh. NC. Overturned Review Board decision grant-
ing application of Cotien Broadcasting Co. for new TV
station on ch. 50 at Raleigh and denying competing appli-
cation of L Broadcasting Co. (MM docket 85-49. by
MO&O |FCC 89-46] adopted Feb. 10 by commission.)

Allocations

® Osceola. AK. Effective April 10. amended FM table by
substituting channel 251C (98.1 mhz) for chunnel 251C2:
modified license of KMPZ{FM) accardingly. (MM docket
88-146. by R&O |DA 89-154] adopted Feb. 3 by deputy
chief. Policy and Rules Division. Mass Mcdia Burcau.)
® Penwater, ML, Effective April 10, amended FM table to
allot channel 231A (94.1 mbz): filing window April |1-
May 11. (MM docket 88-155, by R&O DA 89-157] adopt-
ed Jan. 31 by deputy chicf. Policy and Rules Division.)

@ Pearl and Magee. MS. Effective April 10. amended FM
table to allot channel 230A ¢93.9 mhz) to Magee; filing
window April 11-May 11. (MM docket 88-312, by R&Q
|DA 89-155] adopted Feb. 3 by deputy chict, Policy and
Rules Division.)

@ Savannah, MO. On request of Columbia FM Inc.. pro-
posed amending FM table by alloting channel 224C2 (92,7
mhz} to Savannah: comments April 17, replics May 2.
{MM ducket 89-36. by NPRM [DA 89-156] udupted Feb. 3
by deputy chief. Policy and Rules Division.)

® Borger. TX. Eftective April 10, modified FM table by
substituting channel 282C1 (104.3 mhz) for channel 282C
and modified license of KDXR(FM) aceordingly. (MM
docket 88-492, by R&O |DA 89-152] adopted Jan. 3| by
deputy chicf, Poliey and Rules Division,)

8 Oskaloosa and Perry. A, At request of Jomast Corp..
proposed substituting channel 285C2 (104.9 mha) lor chan-
nel 285A at Oskaloosa and  modifving  license  for
KOSK(FM) to specity operation en higher powered chan-
nel: substituting channel 287A (105.3 mhz) for channel
285A at Perry. and modifying license for KDLS to speeify
new chunnel and ordered Perry Broadeasting Co. to show
ciause why its license for KDLS should not be modified.
Comments due April 17, replics due May 2. (MM docket
89-41 by NPRM [DA 89-174] adopted Jan. 30 by deputy
chief. Policy and Rules Division, Mass Media Burcau.)

8 Vinton. [A. At request of Harold A, Jahnke. proposed
allotting channel 296A {107.1 mhz) to Vinton as its first
local FM service. Comments due April |7, replies May 2.
(MM docket 89-40 by NPRM |DA 89-1731 adopted Jan. 30
by deputy chief. Poliey and Rules Division.)

8 Flint, Harbor Beach and Scbewaing. MI. At request of
Rcams Broadeasting Inc.. proposed amending FM table by
substituting channel 288B 1 (105.5 mhz) for channel 288A
at Flint und meditying license o WWCK-FM 1o specity
higher powered channel: substituting channel 279C2 ¢103.7
mhz) for channcl 289C2 (105.7 mhz) at Harbor Beach. and
substituting channel 267A (101.3 mhz) for channel 280A
{103.9 mhz) at Scbewaing. Ordered DCS Radio, permitice
of WFMM Harbor Beach. 10 show cause why its permit
should not be maodificd 10 specify channel 279C2: and
ordered Family Stations Inc.. permittee WWMIL Scbewa-
ing. should not be modified to specity channel 267A.
Comments due April 17, replies May 2. (MM docket 89-38
by NPRM {DA 89-159] adoptcd Jan. 3 by deputy chiel,
Policy and Rules Division.)

® Alexandriv. MIN. At request of Paradis Broadeasting of
Alexandria Inc.. proposed substituting channel 222C2
(93.2 mhz) for channel 224A (92.7 mhz) at Alexandria,
and modifying license of KXRA-FM 10 specity higher
powered channcl. Comments due April 17. replies May 2.



(MM docker 89-39 by NPRM (DA 89-161] adopted Feb. 2
by deputy chicf. Policy and Rules Division.)

® Two Harbors. MN. At request of Twin Ports Broadcast-
ing Inc.. proposed substituting channel 282C2 (104.3 mhz)
for 282A ot Two Harbors. and modifying Twin Pon's
construction permit to specity channel 282C2. Comments
duc April 17, replies May 2. (MM docket 89-37 by NPRM
[DA 89-158] adopted Feb. 2 by deputy chicf. Policy and
Rules Division.)

® A¢kerman and Cleveland, MS. Effective April 10.

amended FM wble by substituting channel 300C (107.9
mhz) for 300C! ar Ackerman and modifyving license of
WFCA 10 specily higher class channel: substituted channel
295A (106.9 mhz) for 299A (107.7 mhz} ar Cleveland.
(MM docket 88-472 by R&O [DA 89-160] adopted Feb. 2
by deputy chiet. Policy and Rules Division.)

® Lawton, OK. Eftective April 10, amended FM 1able by
allotting channel 258C2 (99.5 mhz) at Lawton and modi-
fied license of KMGZ 1o specify operation on channel
258C2 in licu of channel 237A (95.3 mhz). Filing window
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Services

FCC ON-LINE DATABASE

dataworld

Aipcaion Terrain Studies
AM o FM @ TV o LPTV # ITFS
4827 Rugoy Ave Suile 200
Betnesaa MD 20814
(3011 652-8822 1.800 3685754

RAMTRONLX, INC.
Connector Supplier
to the Broadcast Industry
Kings/ITT Cannon
67 Jetfryn Blvd. E.
Deer Park, N.Y. 11729
{516) 242-4700

Fuil Service Technical Consulting
Specialists in Audio & RF Systems
Facility Design & Installation
PO. Box 3403, Princeton, N.J. 08540
(609) 7994357

MAILING LABELS

AM, FM & TV
CALL

datsworld

Stephen Raleigh
Broadcast Services
H 1-800——368-5754

PROFESSIONAL VIDEO SERVICES
- Complete Video Tape Production

+ 40" x 40" Acoustic Stwdio-Light Grid
«+ Satellite & Local Teleconferencing,
Downtown Pt to Pt Transmission

) AMERICAN
i EAB!EVISK)N

3030 Raoseven Ave » (ndanapows N 46218 « (317) 6322288
An Amencan Teivigon & Gomgumhons Gorp pany

B—

BROADCAST DATA SERVICES
Computerized Broadcast Service
Including
Data Base Allocation Swdies
Terrain Profiles
A Div. of Maffer. laren & Johmon. fne.

703 824-5666
FAX:703—824-5672

UNUSED

CALL LETTERS
CALL

dataworld’

1-800—368-5754

% Telatech Inc.

BROADCAST CONSULTANTS AND ENGINEERS

@ +CC ~pprcaiars arc ©oc Enpreetng

° Erpauent, Searches 4rc Cocionaion

» Towe’ L’eCnDr ans Manrienance

& Facty Deygn ong Consirucion q

Convac: -
3 23400 ch e
‘fﬁ'”g;gg,;&m Dearcarn MI 4812

F - =
= —- = = = 5
« Radio and Television Syslem Design
« Transmitter and Studio Installation

¢ Microwave and Satellite
Engineering and Installation
627 Boulevard
Keniiworth, NJ 07033

201-245-4833

FULL TIME
UPLINK SERVICES

$9988/month

from Dallas
Cell 1-800-328-2546 H

Franklyn R. Beemish & Co.

Engineering for Television & Radio

FACILITIES AND SYSTEMS DESIGN & IMPLEMENTATION
ANALOG & DIGITAL VIDEQ, AUDIO. HOTV

ARCHITECTURAL ENGINEERING
ELECTRICAL. HVAC, ACOUSTICAL

574 Sunrise Highway, Baldwin, NY 11510 516 867-8510

@E Stainless, inc.

New Towers. Antenna Structures
Engineering Studies, Modifications
Inspections, Efection, Appraisals
North Wales, PA 19454
215 599-4871 FAX 699-9597

Shoolbred Engim_eqrs, Ine.

wm Consultants
Towers and Antenna Structures

Robert A. Shoolbred, PE.

R g el 423 WAL T e . R TS

el

Broadcasting Mar 6 1988
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opens April 1. closes May 11. (MM docket 88-188 by
R&O [DA 89-175] adopted Jan. 30 by deputy chief. Policy
and Rules Division.)

® Bolivar. TN. At request of Opel J. Shaw. proposed
allotting channel 234A (94.7 mhz) to Bolivar us its second
local FM service. Comments due April 17. replies May 2.
(MM docket 89-42 by XPRM [DA 89-177] adopted Jan. 30
by deputy chiel. Policy and Rules Division.)

® Austin. Yoakum and Halleusville. TX. Effeetive April
10. amended FM table by allotting channet 260A (99.9
mhz) to Halleusville: substituting channel 272C2 {102.3
mhz) for 272A w Austin and modifying license of
WPEZ(FM) 1o specify channel 272C2: substituting channe!
2234 (92.5 mhz) for 272A wt Yoakum. Filing window for
channel 260A at Halleusville opens April 11. closes May
11. (MM docket 88-33 by R&O (DA 89-176] adopied Jan.
30 by deputy chief. Policy and Rules Division.}

® Aberdeen. WA, At request of Pionce: Broadeasting Co.
Inc.. proposed substituting channel 284C (104.7 mhz) for
284C2 at Abcrdeen and modifving license of KDUX-FM
accordingly, Comments du¢ April 17, replies May 2. (MM
docket 89-43 by NPRM DA 89-178] adopted Jan. 30 by
deputy chief. Policy and Rules Division.)

Call Letters

Applications

Call Sought by
AM's
WNDC(AM) WTGE Church Point Ministries, Baion

Rouge

WKSD(AM) WERT Radio Inc.. Van Wert. OH

WEYZ(AM) WRIE Burbach Broadcasting Co.. Erie.
PA

FM’s

WSHQ(FM)  WACS-FM Bruce M. Lyons. Cotieski
NY

WOKW(FM) WNYP-FM Sun Radic Broadcasting
Cortland. NY

Actions

New AM’s

WEDD(AM) Edmund Dinis. Fairthaven. MA

WBTI(AM)  Bell Broadcasting Co.. Taylor, Ml

WLVZ(AM)  Minority Christian Radio of Ohio. Ath-
ens. OH

WMSP{AM) Minority Christian Radio of Charieston.
Elk Hills, Wv

New FM's

KGVV({FM)  Garry and Virginia Infante Brill. Tem-
pleton. CA

WMCE(FM)  Mercyhurst College. Erie. PA

WPKZ(FM)  Stonewall Broadcasting Co.. Elkton.
VA

Existing AM

WLMX(AM)  WGVT Chattancoga Radio Limited
Parinership, Rossville, GA

Existing

FM's

WSOR(FM) WLSF Southwest Florida Educational
Corp.. Naples. FL

WLMX-FM  WLMX Chattancoga Radio Limited
Partnership. Rossville, GA

WTMX(FM) WCLR Bonnevilie Holding Co., Skokie.
L

WBLK(FM) WBLK-FM Broadcasting Corp., De-
pew. NY

WEZG(FM) WEZG-FM Lorenz Broadcasiing
Corp.. North Syracuse, NY

KOPB-FM  KOAP-FM State of Oregon. Acting by
and Through Oregon Commission on
Public Broadcasting. Portland. OR

WROV-FM  WMVA-FM Lisa Broadcasting Inc.

Martinsville, VA
Existing TV
KOPB-TV KOAP-TV State of Oregon, Acting by
and Through Oregon Commission on
Public Broadcasting, Portland. OR



Professional

Cards

du Treil Lundin, & Rackley, Inc.
— A Subsidiary of A. 1 Ring. I"C.
1019 19th Street. N.W.
Third Floor
Washington. D.C. 20036
Telephone: 202/223-6700
Facsimile: 202/466-2042
Member AFCCE

SAIC sz

& Sutmomn, Of S Ak SO resrwone Camrsten
CONSULTING  ENGINEERS

1901 YARNWOOD COURT
SPAINGFIELD . VA 22152
(103)569 7704
MEMBLR AFCCE

LOHNES & CULVER
Consulting Radio-TV Engineers
1158 15th. St. , N.W. , Suits 606

Washington , D.C. 20005
1202} 296-2722

AMembes AFCCE

Since 1944

COHEN, DIPPELL
and EVERIST, P.C.

CONBULIMNG Eugm!ﬁll

1015 15th. Street N.W, Sulte 703
Washington. 0.C. 20006
{202) 783-0111

Member aFCCE

SILLIMAN AND SILLIMAN
8121 Georgia Av2 #700
Silver Spring. MD 20910

ROBERT M SILLIMAN. P E
(301 589.8288

THOMAS B SILLIMAN. P E,
(8121 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
FAX:703—824-5672
Member AFCCE

ANDRUS AND ASSOCIATES, INC.
ALVIN H. ANDRUS, P.E.

351 SCOTT QRIVE
SILYER SPRING, MD 20904

Q 301 384.5374
Member AFCCE

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS
Box 280068
San Francisco, California 94128

(415) 342-5200

HE (202) 396-5200

Member AFCCE

JOHN B. HEFFELFINGER

9233 ward Parkway, Suite 285
816-444-7010
Kansas City, Missoun 64114

Member AFCCE

JULES COMHEN
& ASSOCIATES, PC.
Suite 400
1730 M St NW
Washington DC 20036
1202) 659-3707
Membet AFCCE

CARL E. SMITH
CONSULTING ENGINEERS

AM FM Tv Engineering Consuliants
Compiete Tower and Rigging Services

“Nercing the Browdrast Industry:
Jur vrer 38 Years”

Box 2727 Bath. Ohio 44210
(216) 659-4440

VIR JAMES
CONSULTING ENGINEERS
Apphcations and Field Engineening
Compuylenzed Frequency Surveys

3137 W. Kentucky Ave.— 80219
(303) 937.1900

DENYER, COLORADO
Member AFCCE & NAB

E. Harold Munn, Jr.,
& Associates, Inc.
Broadcast Engineerng Consuitants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

ROSNER TELEVISION
SYSTEMS
CONSULTING & ENGINEERING

250 West 57 Street
New YOork, NY 10107
1212)246-2850

Mulianey Engineering, Inc.
Consulting Telescommunications Engineers
9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115
Member AFCCE

HATFIELD & DAWSON
Consulting Engineers
Broadcast and Communications
4226 6th Ave., N.W.,
Seattle, Washington, 98107

{206} 783-9151
Member AFCCE

ENTERPRISE ENGINEERING PC.
Consulting Engineers

FW HANNEL. PE
PQ Box 9001 Peorna, IL 61614
(309} 631 4155

Member AFCCE

STRUCTURAL SYSTEMS
TECHNOLOGY. INC
1 Cabal Gowds. 'k
PRESIDENT
TOWERS. ANTENNAS. STRUCTURES
New Tall Towers. Eusting Tivaers
Studies. Analysis, Design Modificatsons,
Invpections. Erecnon, Eic
6867 Eim St . Melean, VA 22100 f70) 456-9765

C. P. CROSSNO & ASSOCIATES
Consutting Engineers

P.O. Box 18312
Dallas, Texas 75218

(214) 669-0294
Member AFCCE

JOHN F.X. BROWNE
& ASSOCIATES, PC.
525 Woodward Ave.
Bloomfield Hills, MI 48013
(313) 642-6226
Washington QOfice
{202) 293-2020
Member AFCCE

D.C. WILLIAMS
& ASSOCIATES, INC.

Conyuttin Faginerss
s BN T, LPTY ATy
PO CFIICF RO *

FOLSOM, CALIFORNIA 95630
(916) 933-5000

CLARENCE M BEVERAGE
CommuniCarions TECHNOLOGIES. INC
BROADCAST ENGINEERING CONSULTANTS
PO 80X 1130
MAALTON N J 08093
16091 985 0077

LAWRENCE L. MORTON
ASSOCIATES

2067 SUPEOR LANE

vAcf FOREST Ca, L0 A 02830

FILECOMMYNS AT DMy | NGREERS.

LAWRENCE L MORTON PE.
APPLICATIONS » FIELD ENGINEERING

{714) 859-6015
MEMBER AFCCE

SELLMEYER ENGINEERING
Consulting Engineers

PC. Box 356
McKinney, Texas 75069
{214) 542-2056
Member AFCCE

PAUL DEAN FORD. PE.
BROADCAST ENGINEERING CONSULTANT
R.A. 12, Box 351
WEST TERRE HAUTE, INDIANA 47885

812-535-3831
AMember ARCCE

EVANS ASSOCIATES

_Am-Fla- TV-CArv-nFssmmTu
Englneering S
216 N. Green Bay Rd.

THIENSV[LLE WISCONSIN 53092
2426000

Memuev AFCCE

RICHARD L. BIBY, PE.
COMMUMNICATIONS ENGINEERING
SERVICES, PC.

CONSULTING ENGINEERS

1600 Wison Bivd., Suite 1003
Arlington, Virginis 22209
703) 522-5722
Member AFCCE

JOHN J. DAVIS
& ASSOCIATES

CONSULTING ENGINEERS
PO BOX 128

SIERRA MADRE, CA 91024-0128
{818) 355-6909

Member AFCCE

WILLOUGHBY & VOSS

BROACCAST TECHNICAL CONSULTANTS
SUITE 100-A
15102 JONES - MALTSBERGER
SAN ANTONIO. TEXAS 78232
(512) 5251111 OR 490-2778

APPLICATIONS - FIELO SERVICES
Mambee NAB

LUNAYACH COMMUNICATIONS CONSULTANTS, INC.
FM * TV * Cellular Apglication_s.
System Design, Field Engineering
1835 K St., N.W. contact; S. Meeks
Suite 900, Penthouse D. Rose
wash., D.C. 20006 (202) 828-5550

J. Boqc‘ |ngmm and Acfociat«
Speciatists in
FM Radio Applications
Best Service Best Prices
PO Box 73
Batesville, Mississippi 38606
601 563-4664

DON'T BE A STRANGER
To Broadcastings 116.427° Readers
Display your Professonal or Sermce Card
here It will be seen by staton and cable TV
system owners and decision makers
* 1986 Readership Survey showing 3.5
readers per copy

contact
BROADCASTING MAGAZINE
1705 DeSales St., N.W.
Washington, D.C. 20036
for availabillties
Phane: (202) 659-2340

AFCCE
Association of
Federal Communications
Consulting Engineers
P.0. Box 158333
20th Street Station
Washington, DC 20036
{2021659-3707




Classified Advertising

See last page of Classified Sechon for rates.
closing dates. box numbers and cther details

RADIO

HELP WANTED MANAGEMENT

Corporate administrative director needed for one of
America's leading quality Christian radio groups with 25
years of service. Currently in 5 major markets with immed;-
ate plans for signiicant expansion. Must be strong ad-
vance planner with reputation for follow-through. Must
have established management and marketing back-
ground. Must be fast. smart and aggressive. highly moti-
valed and proven leader with ability to create own income
out of short-term and long-term growth of the company.
Must have excellent character and broadcast references
and must be interested in maintaining our record of integ-
rity and guanty in commercial Christian broadcasting Are
you this person? Send complete information to Rich Botl,
Bott Broadcasting Company. 10841 E. 28th St.. Indepen-
dence, MO 64052, EQE.

Station manager: Growing group owner 1s aclively seek-
ing station manager with strong admiristrative and sales
skills for Southwest market. Attractive compensation pack-
age includes base salary plus incentive plan Excellent
career potential for the nght person who has had station or
sales management experience Know how to make your
plan %ork Send detailed resume. salary history to Box B-
62 EQE.

General sales manager for group owned AM/FM mar«et
leading combo. in Mid-Atlantic top 50 market. Mirimum of
three years management success with achieving budget.
inventory control and increasing rates. Lead. tran and
molivate 10 AE staff EE.O. Send resume and sales
philosophy 1o Box R-5

Local sales manager. Recruit, lead. direct. and train.
Tremendous opportunity at Oklahoma City s leading full
service A/C station If you are a confident leader. trainer.
and possess superor sales and organizational skills. we
wnat 1o hear from you Send resume and cover lefter 10
Wayne Walker. KLTE. 9400 N. Broadway. #450. Oklaho-
ma City. OK 73114 EOE. No calls please

General manager needed for regionai Adult Contempo-
rary Class C FM station in the beautiful Southwest. Need
someone with a strong sales background who 1s Creative.
anqressive and a motivator EOE. Box R-34

National program sales coordinator for an expanding
six station group with inspirational formats. Successful
sales background and working contacts with NRB mem-
bers a must. The position also involves coordinating indi-
vidual staton sales strategies as well. This 1s an upper-
management position working out of the Corporate home
office 1n Orange County California Send resumes to.
Mark McNeil. Amencan Sunnse Communications, 16742
Gothard St. Sute 201 Huntington Beach. CA 92647,
EQE.

GM wanted. Top 25 markel. Northwest. Liberal incentive
program for the nght person Based on performance.
Must be sales driven with proven management skills. in-
ciuding good financial background Send current letter.
resume and five year salary history o Box R-14 EOE

HELP WANTED SALES

Radio sales and sales management positions available
Excellent potential. Positions in NH, VT, and Upstate NY.
Terrific quality of life. Resume 10 Ray Garon. Box 1010,
Newport, NH 03773, ECE.

Financially strong, fast growing radio group. seeking
account execulives--salary, commission. bonuses, plus
benefits Unlimited potential for the career onented. High
performance rewarded. Call Olga at 409—245-4642,
EQE.

Top rated WHBC AM/FM needs continuity director. Copy
writing or adverlising experience required. Resume to Ray
Hexamer, Box 9917, Canton, OH 44711. No phone calis.
EOQE.

KITS, San Francisco's LIVE 105, is looking for an ac-
count @xecutive to make their mark in the Bay Area We
are currenlly statfing a new business and retail effort for
our Modern Rock format. Are you that rare individual who
looks under rocks for new retail business and 1$ excited by
challenge and success? You must be bright, energetic.
creative. 1alented and most of all relentless. The rewards
are infinite. Reply only if you have a minimum of one year
radio sales experience and want a more challénging and
lucrative position. EQE. Letter and resume to. Crag
Sandler. LIVE 105/KITS-FM. 1355 Market St.. Suite 152.
San Francisco. CA 94103

Top performers! Trumper Communication's n  ac-

Afternoon talk show host: Medium market Newstalk sta-
tion in sunny South looking for witly, innovative opinionat-
ed. yet polite Talk show host. Expérience 1s mportant,
Great hours, great facility. great people! Send tape and
resume ASAP to: Andy Thomas. wWvOC. PO. Box
EEJSEGI.COIumbla. S C. 29221 or call at B03—772-5600.

It you are talented, unusual. crealive. fun-loving and a
little bit whacko...come to the Gulf Coast o work and play
at a Hot Rock station on the nse to be #1 n the market.
You géet paid for having fun and putting on a great show!
Send resume to Box R-16. EOE.

Top Notch operation ..lcoking for personality pro for Mid-
days. Send tape and resume 1o Pat Wilson. WINA, P.O.
Box 498. Charlottesville. VA 229802. EOE

New station auditioning air talent. Positions all areas
negotiable. Professionals please. Tapes only No calls
We'll RSVP. Bigelow Consuiting. Box 192. Charlottesville.
VA 22902 ECE

Top rated southern California A.C. station seeks experi-
enced. crealive. witly morming drive personality-P B. Must
have excellent background in production. Send air check,
tape of production samples. letter, resume. references
and salary history 10: Joe Acker, KSES Radio. P.O. Box
1420, Yucca valley, CA 92286. An EQE.

HELP WANTED TECHNICAL

quisiion in Minneapolis has excelient opportunities for
persons with proven track records in radio sales. Send
resume and salary history to: Shelly Malecha. GSM.
KQQL-FM. 501 West Travelers Trail, Burnswville, MN
55337. No calis. Equal opportunity employer.

Dominant southern California small market staton
seeks one experienced. creative. dynamic sales pro.
Ready for rare growth opportunity. Send letter. resume.
references and salary history: Attn: Joe Acker. KSES Ra-
dio. P.O Box 1420. Yucca Valley. CA 92286 An EOCE.

Account executive: One of the nation’s leading Gospel
stations has an immediate opening for sates professional
expenenced in Urban Contemporary. R & B or Gospel
radio Successful saies background a must. Send resume
to WBGR, 334 N. Charles St.. Baltimore. MD 21201 EQE.

Rapidly growing central Wisconsin radio station seeks
experienced AE. We need a person who has a successful
track record but is open to new ideas and approaches.
Midwes! applicants get special consideration. Contact
Paul Nielsen or Andy Eichenwald at Magic 105
FMWMGU, 715—341-0500. EQE

HELP WANTED ANNGUNCERS

Medium market NC FM has immediate opening [or morm-
ing personality with production expelence Excellent facili-
ties and working conditions. Send resume and arrcheck to
Richard Feindel. General Manager. WGJA Classic Hils FM
105.5. PO Drawer R. Sanford. NC 27330 EOQE

Announcer - salesperson: Southern Maryland Soft Con-
temporary FM. Some air shiflt work plus sales presenta-
tions. WMJS, Box 547, Prince Frederick. MD 20678 EOE.

Sales manager for small combo market in central Texas.
Must have radic sales expenence Performance i1s every-
thing. Prefer someone from the Texas area. Call Pans
713—871-0895 EOE

Wanted: Operations manager for Florida Keys radio sta-
ton Live - assist. with expertence necessary. Salary plus
benefits Call today 305—852-9085 WFKZ. 93351 Over-
seas Highway. Tavernier. FL 33070. EQE.

Sales manager: AM FM combo In southwest Missoun
Successiul sales management track record in smail/me-
dium market required Send resume and salary require-
ments (o G.M.. KKUZWMBH Radio. P O. Box 1667. Jop-
Iin. MO 64801. EOE

General sales manager for New England major market
50.000 watt AM Strong radio sales background needed.
Must hire. train and motivate sales staft Great opportunity
for nght person Let's talk. 516--294-1400. EQE.

Sales manager for Virgima FM. Desirabte location: good
facilities: open-end potential for sales growth excellent
compensation. EOE. Resume. Box R-21.

Professional. For outstanding AM radio station. Will join a
top staff with both AM and FM radio stations. Must have
excellent track record. Excellent cpportunify. income com-
mensuraté with experience. Send tape and resume to Box
202884, Kettering. OH 45429 EOE.

Producer/announcer: Public radio stations KUNI/KHKE-
/KUNY need producer/announcer to host |azz and blues
programs. produce live remole broadcasts and inter-
views. deliver newscasts, and relate effectively with com-
munity leaders. including leaders of a Significant black
community Position requires solid knowledge of jazz and
biues. background in broadcast produclion. interviewing
and reporting. and ability to project a bright. informed
image in ad-lib situations. B.A. in Broadcasting, Commu-
nications. or related fie!ds. and minimum of 2-3 years
professional experience as on-air producer/host required.
Previous experience in public broadcasting desirable.
Salary range: $17,725 - $20,304 plus fringe benefits Send
letter of application, recent announcing and news audition
tape and resume to: Carl R. Jenkins, Program Director.
KUNIKHKE/KUNY, Univerisity of Northern lowa, Cedar
Falls. |A 50614-0359. Deadline: April 18, 1989. UNI 1s an
equal opportunity educator and employer with a compre-
hensive plan for affirmative action. The University specifi-
cally invites and encourages applications from minorities
and women.

General manager Need experienced broadcaster with
strong sales background Resume to Paul Baillon.
KMCM/KMTA. Box 1426. Mies City. MT 59301. EOE.

Opening for full time AT and news director CHR KNIN-
FM T&H: Bob Ray, KNIN, Wichita Falls. TX. P O Box 787.
Wichita Falis. TX 76307. EQE.

Chief engineer: EZ Communications. Inc.. @ major radio
station operator. has career opportuniies for seasoned
chief engineers. The successful candidate will have held
lhe position of “chief” or as a major market assistant
Position demands a knowledge of high power AM FM
transmitlers. directional antennas. and the ability to work
with state-of-the-art broadcast equipment. Famihanty with
current FCC rules and regulations Must have FCC Gener-
al class license and SBE Certification Send resume to
Birector of Engineering. P.O. Box 10103, Fairfax, VA
22030. No phone calls. EQE MF

Chiet engineer for Boston market. WSSH AM and FM.
Noble Broadcast Group. Five years expenence in broad-
cast engineering. Send resume. letter and references to.
Mark Fruehauf. Eastern Region Technical Manager Nobile
Broadcast Group. 500 West Cummings Park, Woburn, MA
01801. EQE.

Expanding radio group needs chief engineers and assis-
tants. AM Directional and FM to turn around stations tech-
nically in medwm markets. SBE certification 1s a plus
Send resume and salary requirements. EOE Box R-2

Chief engineer for growing Midwest group owner. Over-
see eight stations. Unique opportunily to grow All stations
with state of the art equipment and facilites Send resume
1o Ken MacDonalid Jr.. Box 1776. Saginaw. Ml 48605
EQE

Chief engineer: Southern California FM public radio sta-
tion looking for motivated chief engineer Broadcast expe-
fience required Applicant should be abile to maintain and
repair audio and RF broadcast systems. Application
deadline. March 10 Send resume and request for appii-
cation CSULB Personnel Office. 1250 Bellflower Bivd
Long Beach. CA 90840. Job #636 EOE.

Nationwide Communications is seeking qualfied CE for
first class combo in Las Vegas Experience in high power
FM. directional AM. C-Quam. RPU. STL. studio mante-
nance. aulomation. IBM compulers. and budgels neces-
sgy Send resume to Box 14805. Las Vegas NV 89114
EQE.

HELP WANTED NEWS

Reporter/anchor: Potential future cpening for reporter an-
chor at All News/Talk radio station in the sunny South
Looking for self-starter with strong interviewing writing
skills. and conversational. lively delivery. Experience a
must. Send tape and resume to: Marribeth Farnham.
WVOC. 56 Radio Lane. Columbia, S C. 29221 EOQE

Anchor/reporter with minimum 1 year expenence for Mid-
west local news leader T&R. Curt Aiexander. Box 699
Elkhart. IN 46515. ECE M/F

Radio news director. Booming small market news leader
seeks a take charge news director. Good field reporting
and anchor skills a must! Exceflent opportunity for the
nght person. T & R Kevwin Mason. Program Oireclor.
WBHP. Box 1230. Huntsville. AL 35801 EQE

Radio anchorfreporter. Wanied. Aggressive. energelic
news anchor reporter. If you eat. sleep and dnnk news. we
want you! T & R: Kevin Mason. Program Director WBHP.
Box 1230. Huntswille. AL 35801 E OE.
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Morning Anchor: Immediale openings at AM-FM combo
n resort area 100 mi from NY City. Wniting skills a must
We have commitment to slrong news operation, Equal
opportunity employer Resume to Eugene Blabey. GM.
WVOS-AM-FM. PO Box 150, Liberty, NY 12754,

Anchor/Reporter for NJ AF combo serious about news
RT/Satary to ND. Power 103/WNNJ. Box 40. Newton, NJ
07860. M/F, EOE.

Announcer-radio or TV. Pleasanl voice. career minded
and desire 1o work in NC or VA 5 years of experience
including news and sports. Broadcasting degree. Call
Chns Dawis 919—638-6359 or 919—726-5006

Announcer-sales-general telephone 25 years sales ex-
perience in radio. direct. retall Seeks stable station. Three
hours announcing - rest sales Older adult Reply Box-
holder. Box 67193. Rochester, N.Y. 14617

North central lllinois established FM/AM has opening for
news person Join our staff of young professionals, Locat-
ed 90 miles from Chicago Good salary/benefits Resumes
and tapes o JMcCullough, WLPOWAJK, Box 215. La-
Salle, IL 61301 ECE.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

New Urban FM going on ar this summer, 10oking for
experienced P D with winming track record All shills
available Will consider A M duo. Women mast definitely
encouraged Tapes and resumes to Allen County Broad-
casting, 3815 South Calhoun St, Fort Wayne, IN 46807
Attn. Louwe Dinwiddie. EOE

If you are talented. creative. fun-loving. a self-slarter and
you're ready 10 take on the rewarding challenges of a
management position. come to the Gull Coast's hottest
new station We're determined and destined to be number
one in the market! Send resume and references to Box R-
17 EOE

Top rated southern California A.C. station seeks expern-
enced. creative, witty morming drive personality-P.D Must
have excelient background in production. Send air check.
tape of production sampies. letter. resume references
and salary history to: Joe Acker. KSES Radio. P O. Box
1420, Yucca Valley. CA 92286 An EQE

SITUATIONS WANTED MANAGEMENT

18 year professlonal broadcaster. Management. sales
and programing. Prefer RoCky Min area Let's talk' Box B-
53

GM available now for nght situation Hard working, sales
onented. botlom-ine results Former owner All markets
considered Dawid Weinfeld, 210 Setucket Rd , Yarmoulh-
port, MA 02675, 508—394-4041.

Tell me about your station, your market and Il tell you
about a GM who's street heavy. can lead. train and man-
age Empioyed Box R-6

General manager radio/turnarcund specialist! Middie,
major market Strong sales. research. orgamization. sys-
lems specCiahst Young. taiented. professional and pol-
ished Can | turn your operalions profitable? Box R-11

Florida....Late 40's pro with exiensive broadcast back-
ground as owner operator. manager and sales manager |
will run your station and/or saies department My strenglh
1s sales | am strong and tenacious Compensaton 1s not
as important as an equity positon 1o start with plus an
opportunity to increase that equity based on performance
and results | will wind up paying for myself Reply 10 Box
R-18.

GM available now. 25 year management veteran. nation-
al and regional sales professional, coop experl, trainer,
mativator, and streng leader One goal. maximum profit.
minimum éxpenses Turnaround experience and top
street salesperson Box R-30

SfTUATIONS WANTED ANNOUNCERS

Paul Van Scott! I'm smart creatuve. a CSB graduale
and ready to dedicate myself to radio Need chance 9207
Park Ave . Manassas. VA 22110 703--361-4262

Please hire me! General announcing and music. First
blind graduate from Columtia School of Broadcasting
Chicage Harold Bocock, 3502 Ted Ave.. Waukegan. IL
60085. 312—623-6997.

Versatile announcer with 4 years expenence »n produc-
lion and news. Broadcast graduate. Dave - 303—278-
0106.

SITUATIONS WANTED TECHNICAL

Director of engineering for one of America’s 1op rated
best-sounding radio stations. is looking. Aggressive. for-
mer corporate D.E.. hands on. construction, very strong
audio. and RF . and 50 kw D A 18 years exp. NARTE,
SBE. and FCC. Box B-56.

Engineer with 20 + years experience all phases of radio
Excellent references For more information and references
call Cecil, 817—656-1318.

Christian radio engineer - 19 years solid experience in
all aspecits of radio engineenng. Seeking long term oppor-
tumity in a good place to raise my family. Prefer small to
medium marke! in the Midwest or Northwest. Box R-29.

SITUATIONS WANTED NEWS

Physician with brocad science/healtivenvironmental back-
ground. credible. persuasive. quick: strong writien skills.
Seek radio news/alk/open-phone position In New York
Metro area. Contact Dr Eric Berger. 170 West End Ave .
Sutte 2-P, New York. NY 10023 or 212—595-6617.

News director/anchor makes your news sound tke a
muflion - cost efficiently. RTNDA award-winning major mar-
ket pro. Top 30 markets only. Box R-9.

More responsibility needed. Partime lop 50 market
news anchor looking for Ihe challenge of ND. education
reporter, or 1alk show host. BA (Government. Business.
Cnminology; secondary teaching certificate). Qualty of
life and compensation important Box R-31

SITUATION WANTED PROGRAMING
PRODUCTION & OTHERS

Young, employed and experienced Talk programmer
seeks new challenges. Will give up major market position
for first chance at on-air work. Box B-59.

PD: Album-oriented AC. Ten years expenence. Made my
staton number one Your's may be next Box R-10

MISCELLANEOUS

Radio announcers! Need exira cash? Three hours week
= $10.000 year! New parl-ime business opportunity Le-
giimate Free detals Communication Concepts, 3322 S.
Campbell, Svite $-440, Springfield, MO 65807

Buy-out production music diect from the producer
Wholesale rates Success proven coast 1o coast. 414—
248-3707

Radio audience surveys for small & medium markets
Customized for your market Full demographics & day-
parts A&A Research. 406—752-7857.

CONSULTANTS

The Station Trader Newsletter' Keep inlormed of radio-
Nelevision staton sales. Call now for free sample ssue
1—800—MWEDIA-80

CHR/Urban pioneer will program your $tation, increasing
ratings/developing marketing plan and sales Bobby Mag-
ic & Assoc 148 Barbaree Way. Tiburon, CA 94920, 415—
381-8753.

Sportscaster/show host: Natonally known sportscaster-
/analyst available tor sports broadcast or talk show host
position in major market Served as colummist for nation’s
largest paper. national sportsbroadcaster for major nel-
work on 130 stations and analyst on cable TV network
reaching 21 millon Heawvily promoted book published by
Bantam will be released 989 Handsome. charsmatic.
winning personalily, appeals to young. urban. upscale
audience 25 to 45, Call 212--996-5974 Will relocate

Tools...talent...desire: Dynamic announcer/production
animal. Experienced norming host & news man seeks
Northeast gig with room at the top. Chns Dowd. 305—296-
3574

Professional attitude and sound. Expenenced announc-
er avallable immediately Midwest. South Anytime Bill
308--534-1211

Radlo - T.V. announcer seeking to re-enter business after
2 year absence Tape avalable Ken Scott. 1413 169th
St. Hammond, IN 46324

Baseball 89: PBP announcer 15 ready lo describe the
action Expenenced. Contact Steve Rutherford, 612--938-
9425

TELEVISION

HELP WANTED MANAGEMENT

Senior tratfic manager: To dwect all trafhc operations for
rapidly growing lelevision broadcaster headguartered n
southern Calformia Multiple station operation Mimmum of
five years experience with IBM based automated sysfem
required Must have excellent people sk'ls and be able o
demenslrate salld accomplishments as a manager and a
frainer Seno resume in conlidence. staling salary require-
ments. o Business Manager. P O Box 4279. Santa Bar-
bara CA 93140 EOE

General manager: Must have hands-on experience in all
areas of stallon management saies experience a mus!
practhcai working knowledge and experience required In
pregraming and buying FCC matters. and administrative
and accouniing matters Must be bottom line orented
Southwest market. 100-125 EOE. MF Box B-68

General manager - Successfui Indy serving Peona-Bloo-
mingion, Mnois Seeks GM  Sofid sales management
background required Call in confidence—Teresa Koll-
stadt 513—351-9112 EOE

Cable relations manager: Challenging newly created po-
sition at network affilate television station in Charlotte
Norlh Carolina Experience m cable tetevision affihale rela-
tions promolion marketing, or pubiic refations 1 required
Thus exciing opportunity requires a versalile creative
hands-on professional with strong communications skills
Interested candidates should send resumes to Box R-33
ECE

Sales manager 10 join growing ABC affilate in Midwest
state capital expenencing dynamic growth Send sales
history resume and cover letter to Genera: Sales Manag-
er KTKA-TV Box 2229. Topeka KS 56601 EOE

General sales manager: Small Northeasl affiliated sta-
lion needs an aggresive manager with strong molivaticnal
skills, and a desire to grow with a growing company. TV
experience preferred. but not essential. Good salary.
fnnge benéfits. experience and salary requirements, Our
employees are aware of this ad. We are an equal opportu-
nity employer. Box B-60.

HELP WANTED SALES

Rapidly growing promotional agency needs energetic
organized accounts pro with slrong creative seling and
supervisory skills Knowtedge of co-op and vendor sup-
port a big pius Submit guaifications and remuneration
requirements in full confidence to Jim McTighe, vice Pres-
dent Retad Media Serwices Inc 7406 Chape Hill Rd

Sute H Rateigh NC 27607 EOE

Local account executive: #1 ABC affiiale in eastern
North Carolina seeks individua looking for an excellent
opoortunity great company. and wonderful place 1o live!
Must be goal oriented. accountable for performance and
possess ability 1o develop new local direct business Es-
tablhished account ist provided Send resume 1o Wilham
D Webb VP GM WCTI-TV PO Box 2325 New Bern, NC
28561. EOE

New business and product deveiopment team being as-
sembled in major market Sales marketing expenence
necessary. Wnite 10 Lovell Communications 2021 Richard
Jones Rd . Sute 310 Nashwville TN 37215' EOE

HELP WANTED TECHNICAL

Assistant chief engineer. KYUK AM TV is locking for a
motivated person with at 1gast 3 years radio TV marnte-
nance expenence This 1s a HANDS-ON position and ap-
picant must have vaid FCC hcense or SBE certification
Duties include servicing lkegami Sony cameras and Sony
34" & 1" machines Position is an excellent Opportunity for
futuré advancement nto management Satary range
$27.950-832.000 plus excellent frnge benefits Position
open until filled Send resume and cover etier o Brad
Humelsine. Pouch 468 Bethel AK 99559 Bethel Broad-
casting Inc 1s an AAEOE

Electronic technician: Cable satellite broadcasler seeks
experienced individual to repair and maintain ak aspects
of a state-of-the-art broadcast center including video. au-
dio and AF equipment Gocd start salary excellen! bene-
fits Send reusme to Viacom Networks 35 Adams Ave .
Hauppauge. NY 11788 EOE

Mtce, engr.: Need engr o mantain 300 Kscope Digital
F X200 141 Post Prod . Harnis 9100 AM FM TV remote
controi ACRs VPR-2s 3s.80s FM 2 SCAs AM stereo
5 ENG remcte sites transmiller sites Not an entry level
position Expenence in all areas desirable CMML Lic or
SBE Certificate Contact John Weigand KFMB AM/FMITY,
PO Box 85888. San Diego CA 92138 EOE

Studioransmitter maintenance egineer Knowledge ol
Sony Betacart + 1" VIR's. Ampex ADO + Grass Vailey
swilchers Send resume 10 Dick Quinto CE Combined
Broadcastng 420 N 20th St Philadelphia. PA 19130
EQE. MF

Director of engineering for public television and radio
statons i the Southeast Demonstrated expefence re-
quired in UHF transrmiller equipment maintenance plant
layou! Dplanning and managemenl EOE Send resume
ana saiary requirements to Box R-8

Videc maintenance technician: Manufacturer of auto-
mated broadcast video cart systems has immediate open-
ings  Sirong VTR background required Experience with
Betacam SP & MIl formats preferred 2 years hands-on
experience We offer plenty of room to grow excellent
benefils and an unbeatable location Send resume 1o
Linda Krumme, Odetics Inc 1515 § ManChester Ana-
heim CA 92802 EOE

Maintenance engineer: Must have expenence In repars
of tape and master conlrol equipment KOAA-TV NBC
affinate Colorado Springs’Pueblo market Resume (o Ken
Renfrow. PO Box 195 Pueblo CO 81002 ECE

TV maintenance engineer: South Texas network affiiale
Strong AF and transmilter experience with ability to help
maintain studwo equipment Harns BT-35L transmutter,
state-ol-the-art studio facility Send resume to Box R-23
ECE
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Radio television engineering technologist I: Assist
chief engineer in maintaining electronic equipment in Uni-
versity’s Instructional Media Center Exp 1in commercialie-
ducauona television systems preferred Tv & VCR exp
req’d Minimum qualfications A Bachelor's degree with a
major In electricas. electranics or communicalions eng-
neenng or eleclronics engineernng technology or a high
schooi diploma or its equivalent, 4 years experience in the
maintenance design ooeration or construction of techni-
cal broadcasling equipment VocationatTechmical train-
INg 1N communicat ons engineenng broadcast station en-
gineerng or electroniCs can subslitute at the rate of 720
classroom hours per year for up to 2 years of the required
exp College educanon can subshitute at the rate of 30
semester or 45 quarter hours per year for up to 2 years of
the required experienced pProvided such education in-
cludes 4 courses in mathermatics electronics or Enginger-
ing Deadline 32389 Beginning salary $17.667 01 Send
resume & UWF application o Dept of Personnel, UWF
11000 University Pkwy Pensacota FL 32514 UWF s a
EOE AAMF V H Insttution

RF engineer - MSU 15 seelung an experienced RF engi-
neer to support the Uriversity $ state-of-the-art Television
Center The Center has a new KU band SNG truck to
suoport its full production faciity which has ADO Chyron
Sony cameras. Grass Valley switchers and VTR's Exce -
lent retirement and benefts package with educabonal
Innges and opportunites to grow Minimurm of five years
expenence in television RF engineenng required Apol
cants must be al east 25 years of age with a gooo diving
record Uphink expernence a plus Deadiine - March 27 or
until position 1s filed Send resume. and 1hree Iatters of
reference to Dawid Hutto Drector University Television
Center. PO Box 6101 Mississippr State. MS 39762 MSU
1s an AA EQE

Chief engineer - Needed for top fight television center -
Ampex ADO Grass Valley switchers, Chyron and Sony
equipment - new KU SNG truck A mimmum of seven
years experience 1n television engineenng 1s needed - fve
must have been in mantenance AF transmission and
remote proouclions Applicants should have ieadership
ability and a good work record dealng with people Pos:-
ton 1s responsibie for supervision of engineenng staff.
traning and troubleshooting faciity and liewd equipment
The position offers excellent fringe benefits ‘and relire-
ment system and additiona educational benefits Dead-
iné March 27 or untl the position s filled Send resume
and three letiers of reference to David Hutto Director
University Television Center PO Box 6101 Mississipp!
State MS 39762 NMSU s an AA ECE

Medical reporter: Must be experienced. (ep-notch com-
mumicalor Women and minorities encouraged to apply.
Send tapes immediately to Bill Foy. ND. WBTV. One Julian
Prcl)ce P1. Charlotte. NC 28208. No phone calls. please
EOE

Releif reponter: Experienced. creative reporter-ability 10
write and deliver inleresting slories a must Weekend posi-
tion with potential 1o grow Send resumes and tapes to:
Bob Feidman. News Director. WTNH-TV 8 Eim St New
Haven. CT 06510, ECE. No calls. ptease.

Meteorologist negded for network affihate in Southwest!
Must have strong communication skil's, plus an ability 1o
forecast rapidly changing weather! Applicants must have
at 'east one year of forecasting experience and be willing
to commit for @ minmum of two years Strong salary for
nght applicant! EQOE Box R-28

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Ideal job: Dynamite NBC affiliate. top twenty market look-
ing for producer for mightly segment on "Top of the Mind”
topics Creatvity. greal wnting. interviewing skills. superb
production sense essental Rush reésume EOE Box B-
63

Can you solve the world's problems? Dominant NBC
station. top 20 market. slarting troubleshooting” writ
Need aggressive. organized. producer with greal wnting.
production skills patience common sense Rush resume
EOE Box B-64

Producer/director with “razzie dazzie' creatwly' News
commercial production, special projects Send non-re-
turnabie VHS demo P O Box 22607. Tampa. FL 33622-
2607 EOQE

Publicist. Publicist needed for Arkansas Educational
Television Network to write press reieases adverhising
cooy for prnt and copy for viewer gude coordinate
press events and outreach activities Degree in Engush or
Commumications with expenence in advertising journal-
1ISm ano in-house promotion of corporate public relations
preferred Send 'etter of apphcation resume and three
references to AETN Personnel. P O Box 1250. Conway.
AR 72032 Apphucauon deadine-March 15 AETN s an
AA EQE employer, women and mincrities are encouraged
lo aoply

HELP WANTED NEWS

Graduate assistant in broadcast journalism. Exper-
enced broadcast journalist to earn a Maslers degree
while producing morning te evision newscasts on WOI-TV
(ABC affilate for central lowa) Graduate assistant will
earn partial tution remission of out-of-state fees and
stipend of approximately $800 a month Department of
Journahsm s accrecited program with B0 graduate stu-
dents and BB0 undergraduates Commercial station WCI-
TV 1s licensed 1o the University to serve the Des Moines
market (66 ADI) Send application letter and employment
record to Stephen Coon Department of Journalism and
Mass Communication lowa State University Ames A
50011 Deadine in March 15 EEQ AAE

News photographers - #1 NBC Sunbet station looking
for talented shocters who love news SNG truck Comput-
enzed newsroom Transitioring from 347 t0 127 tape
Good benefits Minorties encouraged (0 apply Non-re-
turnable tape and resume to Bob Po ack Chiet Photogra-
pher WIS-TV PO Box 367 Columbia SC 29202 EOE

South Florida affiliate needs creauve news phologra-
pher editor 2 years expenence minimum Top-notch op-
eration with visua' emphasis Send tape and resurne 10
Keith Smith 3719 Centra Ave Fort Myers FL 33901
EOQE

Weekend anchor/reporter: General assignment repori-
Ing Must be a strong writer editor with great live sk s
Mimimum two years exoenence Send resume to Ken
Kobe News Director WZZM-TV P Q Box Z Grand Rap-
s MI 29501 Salary - open EOQE

Looking for creative reparter wiih great wrling skills 10
work with best phologs in the business Send tape and
resume 1o Jim Holtzman 7677 Engineer Rd  San Diego
CA 92111 EQCE

Well equipped TV station n Sunbelt needs broadcast
designer with solid print and Paintbox expenence Local
staton and broadcast group projects Resume and salary
requirements 1o Box R-13 EOE:

Aloha! Hawaii is looking for an extraordinary editor au-
dio person for our number one rated magazing show
Shooting experience a plus and passport a must Call
Randy Brandt Hawian Moving Company. KGMB-TV Ho-
nolulu HI 96814 808—944-5200 An equal opportunity
employer MF

Qpening for creative services person in Midwes! televi-
sion Wi wrte produce and shoof commercials Must be
able to follow through from concedt 1o himshed product
Some experence required EQE Box 3-26

Production manager ‘or Midwest VHF network affiiate
Must have 5 years hands-on expernence mn producng and
orecting news programs commercial production ano
special programs Need a strong vecple manager with
excenenl ieadership qualties Knowledge of multi ieve
swilcher. digital effects and graphics necessary Send
resume to Box R-32 ECE

#1 rated TV station in warm. sunny oeautiiul Corpus
Chnsti by the Bay has immediate need for technical direc-
10r to direct news casts Must have at east two years
exoenence in directing TV news casts Must be creative
and have expenence in all facets of TV producton Saiary
open Send resume and tace to Pat Hales KIlI-TV P Q
Box 6669. Corpus Chnisti TX 78466-6669 or phone 512-
854-4733 EOE

General manager-plus during past 23 years! Outstanding
record! Produces spectacular sales. profits. prestige.
market values! Recruils/irains supenor achievers! Exper-
use. management, sales. programing. news: oromotion'
Also available as oulside board-director! Box R-27

SITUATIONS WANTED TECHNICAL

Engineering director wilh group and major market eng-
neenng management experience-transmitter and studio
conslruction specialist. seeks similar position with group
or major market facilty Box R-15

SITUATIONS WANTED NEWS

Sportscaster/show host: Natonally known sportscaster
analyst available for sportscaster anchor position In major
market! (full or part-tme) Served as national sportscaster
for NBC Radio on 130 stations and cable TV network
reaching 21 mihon 300 articles and tatk skow appear-
ances on career Heavily promoted book pubhshed by
Bantam to be released 989 Handsome. chansmatic,
knowledgeable. winming personalty  Also deal to host
sports wrap-up. lalk or Iifestyles show Cal 212—996-
5974 Will retocate

Jack of all trades! Four years expernence with AFRTS
working on both sides of the camera Good wnting skills
creative flair and eager to work at stations in upstate New
York Availabie in August Contact Tim at 207—999-2170

Ignore this...unless you re loocking for someone who s
bright. crealive. hard working. and has a great sense of
humor Altractive energetc intesnatonal radio broadcast-
er in Washington seeks new TV challenge McNeil Lehrer
and prev TV exp Excellent reporting wnting & on-air
skills News, sposts. etc. Go anywhere. do anytning! 703—
425-1145

Physician with broad science health environment back-
ground: credible. atlractive on-camera slrong wrlten
skilis Seek TV news commentary investigative position in
New York Metro area Contact Dr Enc Berger. 170 West
End Ave. Sutte 2-P New York. NY 10023 or 2'2—595-
6617

Top ten investigative reporter/producer locking to get
ofi the tugh wire Looking for a beat or soecial projects
position at station committed to sold journalsm  Prefer
warm coastal city Major awards no lawsuils Seasoneo
in rmedical consumer. bureau poliical and live reporting
Some management expenence Repry Box R-4

Meteorologist with AMS seal, Master's irom Penn State
and 5 years in a top-40 market Liveune and WS| expen-
ence and weather feature reporting Call Mik2 at 803—
268-5164

Experienced sportscaster, len years Polsheo smooth
knowledgeabie professional good looking Wil consider
management or work any market 216—929-0131 Or Box
R-19

Network researcher, highly experenced |ust retired
seeks research and reporting assignments in publc af-
fars medicine or science Am New York-based but will
travel Cail 212—928-5027

Radio - T.V. announcer. Tape avalable Ken Scott, 1413
169th St. Hammond. IN 46324

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Associate producer/production assistant: Worked at
#1 staton in Boston n documentary and orama depart-
ment Worked on magazine format program Some film
expernence Hold Bacheiors degree Wilng tc reiocate
Wnte Box R-12

MISCELLANEOUS

Primo People seeking newscasl producers. executive
oroducers and news direclors all market sizes Send tape
and resume to Steve Porncell or Fred Landau Box 116,
Od Greenwich CT 06B70-0116 203—637-3653 EQE

SITUATIONS WANTED MANAGEMENT

Play-by-play sportscaster. Major oosition for big- eague
proiessional’ Rush non-retyrnable  VHS audiocassette
samples P Q Box 22607 Tampa FL 33622-2607 ECE

Locking for an assignment editor who s aiways a jumo
ahead of the compettion If youre good at generating
stonies and at hnding an ang e that gives your stauon the
edge wed like fo talk to you You il have ail the necessary
teo s 1o work with inc uwding SNG remote gureaus live
hencopter live vans pius a staff of savvy reporters anc
ohotographers No ambulance chasers USA Togay cup-
pers or beginners and olease dont call us Just send
your resume to Bob Jordan News Direcior KCRA-TV 3
Television C Sacramentc CA 95814-0794 EQE MF

General sales manager: Professiona innovatve ag-
gressive goal-onented Molivaled self-starter exiensive
exoerience with group-owned Stations N oca sales saes
management and on-job expenence with national at both
repstation eve Knowledgeab e with an areas of stanon
ooerations Currently empioyed--but unchallenged Write
Box 8-19

Profits down or buried in red? BEroadcasting loday de-
mands efhcienl mnovatve. and integrated operations
staffec with hghy traned and motivated personnei Im
your man 26 year all phases proven pro wanis another
group or staton OM chatenge Multip e degrees former
educator general permit. excelient references Box R-1

Free demo tape evaluation! Avaiable with designated
subscriptions to The Hot Sheet---our popular job-iistings
journal  Pubhbshed twice weekly Money back guarantee
Plus unique benus plan for earning unlimided compnmen-
tary issues' Medha Marketing P O Box 1476--2D Palm
Harbor FL 34682-1476 813-—786-3603

Bill Slatter and Associates offets 1aient coaching for the
individual anchor and reporter AiSo help with audition
tape. Affordable cost. 312—328-3660.

Broadcast talent: Enlertamment aw firm seeking esiab-
ished on-air TV radio broadcast chentele for representa-
tion with full service management divison Miimum 3
years experience Submissions to Broadcast Manage-
ment Dvision. P O Box B257. Northndge. CA 91327
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ALLIED FIELDS

HELP WANTED INSTRUCTION

Graduate assistants’ positions avalable September
1989 £ach position requires 20 hours per week Work will
be in radio, TV and news labs. Assistant will require $500
per month plus a partial-to-full tuiton warver Inquire with
Charr, Commumnication Dwision, Peppertine Umiversity,
Mahbu, CA 90265 213—456-4211 Appication deadline
Apnl 1 EQE

Southwest State University, Marshall. Minnesota: POSI-
TION VACANCY., Instructor/assistant professor of Speech
Communicatien Radio and Telewsion, lull-ime. proba-
tionary, tenure track posion Salary range $19.432-
$35.164. rank and salary dependent on expenence, de-
gree and qualihcatons Appoiniment date Seplember 6.
1989 Application deadhne’ April 1. 1989 Teach courses
in radio and television production. performance. broad-
cast journahism and publiic speaking Energetic and cre-
ative mdwidual to advise and supervise student curncular
and extra curncular involvement in campus radio/televi-
sion program productions Quahfications Master's degree
in Speech Commumication. Radio and Television or close-
ly related field 1s required College teaching and profes-
sional expenence preferred Letter of apphcation, tran-
scnpts. resume. and names and addresses ol three
references should be sent to Director of Personnel Ser-
vices. Southwest State University. Marshall. MN 56258.
Southwest State Unmiversity 1s an Equal Opportunity Edu-
cator and Employer

Southwest State University, Marshall, Minnesota: AN-
TICIPATED SECOND POSITION Instructor/assistant pro-
fessor ol Speech Communication Full-ime, prebationary.
tenure track position Salary range $19.432-35.164 Rank
and salary dependent on expenence. degree and qualihi-
catons Appointment date. September 6. 1989. Apphca-
ton deadine Apnl 1, 1989 Teach courses in public
speaking with addiional specialty in radio and ‘elevision
production, performance and broadcast journahsm Ener-
gelic and crealive individual to help advise and supervise
student curricular and extra curricular involvement in cam-
pus radioftelevision program productions Qualifications
Master's degree in Speech Communication with radio and
telewision speciaily or closely related field 1s required.
College teaching applicaton, transcnpls, resume and
names and addresses of three references to Director of
Personnel Services, Southwest State Unmversity, Marshall,
MN 56258 Scuthwest State University 1s an Equal Oppor-
tumty Educator and Employer

Angelo State University seeks an assislant or associate
professor of broadcast journalism for the 1989-1990 aca-
demic year to teach a vanety of broadcast courses and/or
beginning courses in advertising. pubhc relakons. of pho-
tegraphy Ph D degree in Journahsm with an emphasis in
broadcast news and production required. professional
and/or teaching expenence preferred $30.050 to $35.843
for ine months plus attractive University fringe benefits;
rank and salary depend upon academic traning and ex-
perience San Angelo 1s located in the Texas Sun Belt.
Apphcation deadline Apnl 1, 1989, Address inquires (o
Judith A Norwoed. Department of Journaism. Angelo
State University. San Angelo. TX 76908 An affirmative
action. equal opportunity employer

Coordinator of Instructlonal TV: Position 10 oversee in-
structional production and faciities at University Telew-
sion Services Instructional programs to be delivered by
satellite, tape and broadcast duties include’ scheduling of
facisties. training student production staff. planning
scnpts. producting and ediling programming. assisis n
planning future ITV projects Required B A in Commun-
cations or Education and (wo years expenence in studio
and field production. video-tape editing. and multi-camera
directing Prefer expenence in producing 1TV programs or
modules at secondary or higher education level. Prefer
some supervisory or faciily management experience
Must nhave Qood organizational skills and the ability to
manage resources well Apptcaton deadine March 27,
1989 Salary $21.036 - 31.554. Send resume and four
professional references to  Employment Office, Box
870364, Unwversity of Alabama. Tuscaloosa. AL 35487,
The Unversity of Atabama 1s an EQE/AA employer.

Telecommunicatlon Industries: Assistant professor
{pending University approval) to teach undergrad and
grad courses and develop research program in the broad
area of the administration, business aspects and econom-
ics of information and telecommumication industries A
second emphasis in leaching social science research
methods. Inihial 4 year. lenure-frack appointment begms
Sept 1989 Ph D required m telecommunication(s). infor-
maticn science, communicalions of related area Salary 1§
compelitlive and depends upon qualifications and exper-
ence Apphcants should submit a letter detailing back-
ground and qualfications, a wita, a graduale transcript
and the names of 3 references Contact Dr Barry Litman,
Chair. TC Industires Search Committee (CAS-202E), Dept.
of Telecommunication. Michigan State University. 409
CCAS. Easl Lansing. MI 48824-1212, (517) 353-6411,
MSU 1s an equal opportunity. affirmative action employer.

The Department of Mass Communications at Southern
llincis University at Edwardsville is seeking an assistant
professor 1o leach in the graduate and undergraduate
programs. The graduate program is theory and pro_blem
centered. the undergraduale programs are in television-
fradio and print journalism, The successful candidale
should have an interest in one or more of the following:
communications theory. media law, ethics. research, man-
agement Normal course load. three courses per quarter.
with possibility of release time for research Other normal
academic duties as assigned. The 9 month contract 1s for
a continuing positen and will become efiective Septem-
ber 18, 1989 with a salary range of $2950 - $3350 per
month depending on qualificaticns Ph D required. Quali-
ly professional expenence wilh some teaching exper-
ences desirable. Applicants should send letters of appli-
cation. resumes, and three letters of reference no later
than June 16, 1989. to Barbara C. Regnell. Chairman.
Department of Mass Communicatons. Box 1775. South-
ern llnois University at Edwardsville, Edwardsvile, IL
62026-1775 As an Atirmalive Action employer. SIUE ol-
fers equal employment wilhout regard to race. color.
creed, religion, age. sex. nahonal origin. or handicap.

Broadcast faculty positions (2). Tenure-track posilon
begins 82189 Ph.D preferred. required for tenure Pro-
lessionally-oriented curriculum. Teach broadcast news
wnting. fundamentals of best. professional TV experience
helpiul. Appropriate research/creative activity and service
required Rank salary negotiable Fixed-term lecturer po-
siion (1 y1.) to replace person on leave Begins 82189
Teach broadcast fundamentals. radio production. TV an-
nouncing, sales/management. business and professional
speech M A or higher degree required. Send resume.
olficial transcripts and 3 recent letters of recommendation;
Edgar R Loessin. Chair. Theatre Arts Dept . East Carolina
University, Greenville NC 27858-4353. by 4/789 Proper
documentaton of idenlity and employability required upon
employment AA/EQE. encouraging applications from mi-
nonly Amencans and women

Eastern New Mexico University's Communication De-
partment seeks applications for two positions in mass
communication. ASSISTANT PROFESSOR tenure track for
person with doctorate. Duties: teach undergraduate and
graduate courses in lelecommunications writing. broad-
cast journalism, news editorial, video production and pub-
lic relations. Advise: participate in scholarly activities: and
develop courses in areas of expertise. Background in
broadcasling/journalism essential; Universily teaching ex-
perience preferred.

INSTRUCTOR, (search extended) non-tenure track, con-
vertible 10 tenure Irack for individual with lerminal degree.
Duties: teach undergraduate courses in: audio and video
production. performance: advise; participate in schotarly
aclivities; and develop courses in areas of expertise Inter-
est in corporate and home video preferred Background in
production essential. preferably with broadcast station or
commercial produclion house. Universily teaching pre-
ferred. Facilities utilize state of art equipment with campus
PBS and NPR stations. Closing date on both positions.
Apnl 3, 1989 or until filled. Starting date: August 22,1989,
Send letter of application, curnculum vitae. recent video
and audic tape. wriling examples. and addresses and
lelephone numbers of at least four references to: Dr.
Ermest E Phelps. Chair. Mass Communication Search
Committee, #3, ENMU, Portales. NM 88130 ENMU hires
only U S citizens and aliens lawfully authorized to work in
the US. and 15 an AAEQE

Northwestern UNIVErsity's ME0ouT SCNuvl O Juullidisirt
seeks a dean o begin the fall of 1989 Candidales should
nave outstanding schoiarly and/or professional experi-
ence, demonstrable academic and/or industry leadership,
and administrative skills. Send nominalions as soon as
possible. and applications by May 15, to. Dean's Search
Commitiee. Medill School of Journahsm. Northwestern
University. Evanston, IL 60208. An EEQ/AA University.

HELP WANTED NEWS

Radio-TV coordinator/news writer. Writes news and fea-
ture material for print and electionic medha, identihes and
coordinales radio and TV production of news stones lor K-
State News Services Required Bachelor's degree Expe-
rience in news wriling. Familiarity with techmcal require-
ments of radio and television. Send resume and names of
three references to' Search Committee. News Services, 9
Anderson Hall, Kansas State University. Manhatian, KS
66506, by March 31, 1989 KSU s an aflirmative actonre-
qual opportunity employer Women and minorities are en-
couraged lo apply

HELP WANTED MISCELLANECUS

Creative person two-lhree years placement experience.
Knowledgeable in alternative career sltralegies. mdden
ob markets. sensiive to needs of arhistic media-onented
students. Bachelor's degree. Masters preferred. excellent
commumnicalion presentation skills. knowledge of broad-
casting markets Cover letter and resume to Dr Catherine
Bigley McGovern. Columbia College of Chicago. 600
Seuth Michigan Ave . Chicago. IL 60625 No calls EQE.

EMPLOYMENT SERVICES

Goverment jobs $16.040 - $59.230/yr Now hiring Call
1—805—687-6000 Ext R-7833 for current federal ust

Be on T.V. Many needed for commercials Casting info.
1—805—687-6000. Ext. TV-7833

Attention - Hiring! Government jobs - your area $17.840
- $69.485 Cal 1—602—B838-8885. Ext. R-8435.

EDUCATIONAL SERVICES

On-camera performance training: Aiso instruction In
shooling and ediling field fooltage. A fast and thorough
program, Employment assistance The Media Traiming
Center, 602—285-1143

WANTED TO BUY EQUIPMENT

Wanting 250, 500. 1.000 and 5.000 watt AM-FM transmit-
ters Guarantee Radio Supply Corp . 1314 Iturbide Street.
Laredo, TX 78040 Manuel Flores 512—723-3331

Instant cash-best prices. We buy TV transmitters.
towers, and transmission line Bill Kilchen. Quality Media.
303—665-3767

1" videotape. Looking lor large quanities. 30 minutes or
longer will pay shipping Cail 301—845-8888

Maze Broadcast pays cash for selected television & wig-
eo equipment Phone or fax your ist now 205—956-2227.

Wanted: Autogram IC-10. LC-10 or AC-8 stereo conscle
wiclock/timer (preferred) B12—723-4484.

4" transmission line. 950" vertical needed. plus 50° hori-
zontal No 6' ine please. Mounling hardware a plus Aaron
Ezekiel. 215—848-4501

Mass Communications: One-year reptacement appont-
ment for instructor or assistant professor in television area
of an aggressive and growing Mass Communications Pro-
gram MA required with college teaching experience
Knowledge of 34 UMatic. video-TV production. wnling,
advising. ability to teach other courses in the depariment
New. fully-equipped Sony TV studios and futltime FM radio
staton, KMSC. Opportunity for outside talent work at three
local TV stations and seven radio outiels. Momingside
College 15 a liberal aris college with 1200 students in
Sioux City, lowa. Send letter of application, wita. tran-
scrpls and three letters of recommengdation to R Franklin
Terry. Vice President for Academic Affairs. 1501 Morning-
side Ave. Sioux City 1A 51106 By Apnl 1, 1989 For
further mformaton contact Dave Diamond. Chairman,
Communications Department 712—274-5299 An equal
opportunity/affirmative action employer.

Professional position Media Specianst/Video: employ-
ment contingent on continued project funding. Agricultural
Information. New Mexico State University Qualifications
Broadcast related degree and video production or broad-
cast experience required, 5 years preferred Extensive
experience producing, directing. hghting, writing and ecl-
ing video required. Must complete application packet
from Peter Gonzales. Personnel Office, NMSU. Box 5273.
Las Cruces. NM 88003, 505—646-2805. Packet deadine
March 15, 1989, or until sullable candidate found New
Mexico Cooperative Extension Service is an equal oppor-
tunity/atfirmative action employer and applications will be
accepted without regard to race. color. religion. age. sex.
handicap or national ongin

FM antenna(s) - will buy used FM broadcast antenna(s) -
Any make - Any model - Call B06—372-4518

KYCA, Prescott, AZ. needs salellite recever for Sat-Com
1R digital audio. Need down converter and audio shelves.
lo be used as back-up for our Scientfic Atlanta 7300.
Contact Al Hartzell. 602—445-1700.

FOR SALE EQUIPMENT

AM and FM transmitter, used excellent condition. Guar-
anteed. Financing available Transcom. 215—884-0888.
Telex 910—240-3856.

FM Transmitter **CSi T-25-F(1985) RCA BTF20E1
(1975,1976, 1974) ** Harris FM10H3 (1974). RCA BTF10D
{1968), CCA 500005 (1972) Gates FM-1G (1967) Trans-
com Corp. 215—884-0888, Telex 910—240-3856.

AM Transmitters ~* CCA AM 10,000D (1970). Collins
820F (1978) '~ Gates BC-5P2 (1966) °* Collins 21E =*
McMartn BA 25K {1981) °* Transcom Corp 215-—884-
0888. Telex 910—240-3856

S50KW AM ** CCA-AM 50.000D (19786). excellent condition
** Transcom Corp 215—884-0888. Telex 910—240-3856.

1KW AM Transmitters ** Collins 8200 (1981) ~* CSI T1A
{1981). Sparta SS1000 (1981) ** Collins 20V3 {1967) **
Bauer 707 ** Gates BC-1T *~ Transcom Corp. 215—-884-
0888, Telex 910—240-3856

Nautel 1985, AMFET-5, 5KW AM transmilter [ike new con-
dition ** Transcom Corp. 215—884-0888. TELEX 910—
240-3856

Broadcasting Mar 6 1989
75



RCA UHF TV transmitter: Parallel 60 kw, mid-band Kly-
strons, available immediately $85,000. Call Bill Kitchen.
303—665-8000.

Silverline UHF TV transmitters. New, best price and
performance. 35 Kw, 70 Kw, 140 Kw, 280 Kw, also brand
new air cooled 10 Kw Klystrode transmitter. Bill Kitchen.
Television Technoiogy, 303—665-8000.

1000" Kline tower. Standing in Nebraska. Available im-
mediately. Can move anywhere. Call Bill Kitchen, Televi-
sion Technology 303—665-8000.

Channel 8 transmitter and antenna GE4TT6E24TF4A1
Good condition available immediately. Bill Kitchen 303—
665-8000, ext. 101.

Ampex Betacam demo equipment: Prices drastically
reduced! includes new equipment warranty. Contact your
nearest Ampex representative for availability and delivery:
California 415—367-2202, 818—365-8627, Georgia 404—
491-7112, llinois 312—593-6000. Maryland 301—530-
8800, Massachusetls 617—932-6201, New Jersey 201—
825-9600, Texas 214—960-1162.

Liquidation of all 3/4" 60 min. evaluated video cassettes--
$7.00. Call now while supplies last. All tapes guaranieed.
LV.C., 516—862-7156.

48 sections of 3-1/8" transmission line, 50 ohm
w/hangers; (1) 12 bay RCA - FM antenna, 91.3; Call 904—
223-0616.

FM antennas. CP antennas, excellent price quick deliv-
ery. from recognized leader in antenna design. Jampro
Antennas. Inc. 916—383-1177

TV antennas. Custom design 60KW peak input power.
Quick delivery. Excelient coverage. Recognized in design
and manufacturing. Horizontal, elliptical and circular po-
larized. Jampro Antennas, Inc. 916—383-1177

Blank tape, half price! Perfect for editing. dubbing or
studio. recording commercials, resumes, student pro-
jects. training. copying. etc. Field mini KCS-20 minute
cassettes $4.99. Eicon evaluated 3/4" videocassettes
guaranteed broadcast quality. To order, call Carpel Video
Inc.. toll free, 800—238-4300.

Scny PAC-58 Editor package - 1 in stock with 5800.
5850, RM440. cables, B&W monitors. All for $8.900.00.
Like new system. Call video Brokers. Inc. 407—851-4595.

1" VTR - In stock - Ampex VPR-80. VPR-5. VPR-20: Sony
BVH-1100A, BVH-1000, BvH-2500 - All ready for immedi-
ate delivery with 100% Video Brokers Warranty. Call video
Brokers, Inc. 407—851-4595

Sony VP-5000 and VP-7020 Playback 3/4" - Very low
time. 50 units on hand at time of ad. Call Video Brokers.
Inc. 407—B51-4595.

Chyron RGU-2CG - single or dual channel - 2 in stock.
Full set of font disks. 30 day warranty. Call Video Brokers.
Inc. 407—B851-4595.

9" dual monitors - lkegami - New with rack mount -
$495.00 per pair. Call now and save. Call Video Brokers.
Inc. 407--851-4595.

Portabie Beta play/rec - Sony BVW-25 - Low hours and
30 day warranty. Several in stock. Call Video Brokers. Inc
407-—851-4595.

BVW-40 - Like nNew - Alsc BVW-10 & 15 in stock - Save
on Beta, Call video Brokers, Inc. 407—B851-4595.

Grass 400 Routings Switcher 32X30 with 2 Ch. of audio -
30 contral panels crated and ready to ship. Call Video
Brokers, Inc. 407—851-4595

Time code boards for Sony BvH-2000 - 1 set of these
hard to find TCB's. Call video Brokers. Inc. 407—851-
4595,

kegam| HL-79EALSs. (2). with Canon 13x9, AC, Betadap-
tors, etc. Impeccably maintained by Kunic Fuse. $19.995
each. ADC-79E auto set-up box, like new, $2,000. Sony
gg;s-som 1" package. $4.500. Contact Matt, 215—665-

LPTV permit holders! Call us for TTC transmitters. Bog-
ner/Scala antennas. M/A-Com microwave. Save time and
dollars. place your complete RF order with us today for
April delivery. Kidd Communications 916—961-6411

360 ft. Truscon guyed solid rod tower. 48 inch face. with
lighting, insulators and 80 fi. pole. Call Bill Gilasser.
WHBC, Canton. OH 216—456-7166.

Paltex Tempo editor (3 VTR).....§7950.00. Paltex Espirit
editor (5 VTR)......515,000.00. Original owner. Perfect con-
dition. 1—305—822-1048, days.

Complete operating edit suite for sale: ADO 2000 single
channe! w/perspective and digi-matte; Chyron 4200 dual
channel w/motion, hard disk. MGM, Palette and Colorizer:
Convergence 204 editor: Grass Valley 100 switcher; 3
BvU 800's w/inew heads: Echolab SE-3 switcher; Adda
dual TBC widigital effects; Shibasoku 14" reference moni-
tor; Tektronics Waveform; Tektronics Vectorscope; Tek-
tronics signal generator; assorted Panasonic B&W and
color monitors; Panasonic copy stand system; Olari 8
track 1/2" audio recorder with timecode chase: Otari 4-
track recorder. Ramsa 8-track audio board; Crown D-75
Amp; EV Sentry 100A Speakers; Ten-X routing switchers;
all DA's; custom designed conscle rack system and full
monitored directors gallery; accurate documentation and
blueprints. All equipment in top operating condition.
$145,000.00 complete. No single item sales. 516—673-
4400.

LPTV transmitter. TTC XL 1000 MU. 1 kilowall, for UHF
LPTV. Low hours. available immediately. Paul Baillon,
406—232-5626.

RADIO
Help Wanted Technical

Aurora 220 Graphics Station complete option. Special
blow out pricing. Call Video Brokers. In¢. 407—851-4595

Ampex VPR-2Bs, VPR-1Cs. Hitachi HR-230s. Sony BvU-
800s. Complete JVC CR-850 AB roll edit system. Com-
plete Sony 1100A/Paltex Vanguard edit suite. Sony BvU-
110s. RCA TP-66s on special this month. Must sell. Call
now 1o list your surplus equipment or for your used equip-
ment needs. Media Concepts. 919—977-3600 or FAX
919—-977-7298.

Tower, Stainless G-7 927 fl. Standing north Florida. in-
cludes 6" line. Buyer take down. Best offer. Maze Broad-
cast. 205—956-2227

Sony BVU-800's. Reconditioned with 30 day warranty
§7995.00. In stock. Maze Broadcast. 205—956-2227

Acrodyne A-1401-U one kilowatt low power UHF transmit-
ter. 4 yrs old. Excellent condition. Maze Broadcast.205—
956-2227

Maze Broadcast will buy your old microwave sysiem. Any
brand in broadcast band. 205—96-2227.

Equipment financing: New or used 36-60 months, no
down payment, no financials required under $25,000. Re-
linance existing eguipment. Exchange National Funding
214—422-5487

1KW LPTV transmitter, Aerodyne Trw/1 KAC. less than
250 hrs. TT. Perfect condition! Available immediately! Ray
LaRue. 813—685-2938

TFT-851 stereo TV aural mod. monilor, never used! Per-
iect condition! Ray LaRue. 813—-685-2938.

Routing switcher, 100 in, 96 out. GE TS301A recently
retired from service. Good working order with all cables,
manuals, racks. Best offer. Aaron Ezekiel. 215-~848-4501.

RADIO

ASST CHIEF ENGINEER
OPERATIONS COORD.
WFUV FM Bronx, N.Y.

Position is located on the Fordham
University campus and reports to
the Chief Engineer. Responsibilities:
supervises & ftrains student engi-
neers in studio & broadcasting op-
erations; maintenance & installation
of equipment at Radio Station; han-
dles remote broadcast.

Qualifications: HS dipioma or equiv-
alent, some coilege preferred.
F.C.C. First Class radio license + at
least 3 yrs exp in broadcast opera-
tions or engineering required.

Position is available immediately.

Salary is commensurate w/exp.
Send resume to:

Ralph Jennings, General Mgr.
WFUV FM, Keating Hall
Room 303, Bronx, N.Y. 10458
EOE

WONDERFUL

LIVING

IN VERMONT !
CHIEF ENGINEER WANTED,
CONTACT DICK VAUGHAN

WSYE + WRUT -

P.0. BOX 249
RUTLAND, VERMONT 05701.
PHONE 802—775-5597
EOE

CHIEF ENGINEER

Top 25 market station located west of the
Mississippi. Class C FM. Must have success-
ful, extensive experience. Budgeting and fa-
cility evaluation a must. Repair to component
level. Join owr growing company. Send re-
sume including salary history in confidence to
Box R-25. ECE.

WNEW-FM
New York City
Seeks
Chief Engineer

Major Market
Experience
Required

Forward Resumes
To:

Douglas B. Howland
Director of Engineering
Legacy @ Metropolitan
6430 Sunset Boulevard,

Suite 700
Los Angeles,
California 90028

Equal Opportunity Employer

Help Wanted Programing
Production & Others

PROMOTION DIRECTOR
JOIN THE BUZZARD TEAM!

The one and only WMMS is looking for o
seasoned street fighter. Candidates must have
solid radio, experience in promotion &
markefing with a track record that is second to
none. Retail helpful. This is a serious career
opportunity. Equal opportunity employer.

Attn: CHUCK BORTNICK
WMMS, 1200 STATLER OFFICE TOWER
CLEVELAND, OHIO 44115

0,7 (470
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Help Wanted News

AMO61/WGIR is
New Hampshire’s
Number One

News/Talk/Sports
Radio Station.

We're offering you the oppostun-
ity to join our excellent broadeast
team. This position calls for hard-
nosed news sense and good public
relations techaique. Your primary
duty is to host a one hour news/po-
litical/public affairs style program,
cach weekday from 8-9am, during
our award-winning 4-hour morning
drive news block. As producer of
this show., you'll be responsible for
securing guests for in-studio and
on-location broadcasts. Along with
that, youw'll double as assignment
editor for the news departmient,
and cover your share of stories with
on-the-street regularity.

Goaod authoritative presence is i
must, as well as the ability to han-
dle pressure and decision-making
when the going gets tough An
active promotion mind will help
round out this nwlti-faceted job.

- The bottom line is we need some-
| one aggressive and organized, with

a good news voice who can pull it
all together as a good news pro-
ducer should. And you should have
a mininum of 4 years radio news
experience. Think you 6l the bill?
Send your resume to our General
Manager Judy Glovsky, WGIR, PO
Box 610 in Manchester, New
Hampshire 03105. Be ready to go,
this job is immediate. FOE. A
Knight Quality Radio Station.

AM.
WGIR

NEWS/TALK/SPORTS

r--1
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California

Broadcast Job Bank
For application information call
(916) 444-2237

California Broadcasters Assoclation
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NEWSCAST EXPANSION

Washington based news organization is
seeking news professionals to produce
daily newscasts. Candidates must have
3 years journalism experience, demon-
strated writing ability, BA or equivalent,
tape editing and radio news production
experience, and ability to make editorial
decisions. Positions open for newswri-
ter/editors and assistant producers. full-
time Mon. - Fri. and parttime weekends.
Application deadline April 15, 1989,
Please send resumes to:

National Public Radio
Personnel Department
2025 M St., NW
Washington, DC 20036
EOE

Miscellaneous

NATIONAL WEATHER NETWORKS

Localized on-air radio weathercasts. AMS
Seal certified/B years TV & radio experience -
1988 National Weather Assn. Radio Contribu-
tor of the Year. Over 50 radio affiliates on line
nationwide.
BARTER/SYNDICATION
EDWARD ST.PE’ 1-800—722-9847

NEWSCASTERS

Washington based news organization
seeks newscasters; two for parttime
weekends and one fulltoime Mon.-Fri.
Public radio broadcasting experience
desirable. Must have BA or equiva-
lent, demonstrated wriling and tape
editing ability, ability to make editorial
decisions and 3 years journalism ex-
perience. Application deadline Aptil
15, 1989. Send resume and salary re-
quirements to:

National Public Radio
Personnel Department
2025 M St., NW
Washington, DC 20036
EOE

TELEVISION

Help Wanted Programing
Production & Others

WRITER-PRODUCER (PROMOTION)

& compatitesa and mnovatiee top 20 O & O
SReks ake-change, concaplually creabva, salt=
siarter wilh proven ability 1o wiile and produca
promptional spols, Emp an News prmo-
T Bsume and ra ]

Ellen 5. Gorringe

Manigar E.l'l'lﬂlﬂ'.lﬂ HRalatkona
WTWVJ

6 M. Milpm| Avenue

Miami, Flioridsa 33128

MFHY

Situations Wanted Management

BOB BOLTON
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SEEKING CHALLENGE IN MANAGEMENT
AND/OR PROGRAMMING. ALL OFFERS
CONSIDERED. I'M A 29-YEAR VET WITH
VAST EXPERIENCE IN ALL ASPECTS OF
BROADCASTING.

CALL ANYTIME: (205) 626-7875

CO-HOST, CORRESPONDENTS
AND PRODUCERS

National TV magazine program pro-
filing people who are passionate
about what they do is well into pro-
duction on both coasts. We are
adding part- and full-time features
producers and correspondents and
a co-host to our team. Minimum 3
years experience.
Send 3/4” cassette and resume to:
Box 14J
c/o Parc Coliseum
228 West 71st Street
New York, NY 10023
EOE

There are 10,000 radio stations.

One must be looking for a man of integrity,
initiative, hard work; a people person with
valuable years of successful selling and
managing local, regional, national radio.
Proven track record. Will relocate. Sunbelt
preferred. Resume upon request.

Jim McCaffrey

516—283-6059.

P.O. Box 228
Westhampton, NY 11977

Situations Wanted Programing
Production & Others

IN SEARCH OF EXCELLENCE

Major Market Ops./PD/Mornings
Proven winner
with excellent references.

BRIAN CHASE (713) 783-9816

Director of
Local Programminhg

Top 5 market station has a department
head level position available for the Di-
rector of Local Programming. The ideal
candidate will have 3 or more years as a
line producer or "EP" and have current
experience in execuling local sperts, en-
tertainment. news documentaries, and
current affairs programming.

The winning ¢andidate will need to dem-
onstrate a strong. solid background in
all areas of local production, including
writing, producing, directing, editing,
photography, and most importantly,
original creative thinking. This is a
hands-on job for a highly motivated and
productive leader who can produce
quality local programming for prime time
without requiring exorbitant budgets or
staffing.

This is a great job in one of the best
cities and stations in the country. Top
benefits and salary.

Equal opportunity employer. M/F

REPLY TO BOX R-20
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Production & Others

We are looking
for a promotion genius.

Qur person will have excellent cre-
ative writing skills, great marketing
sernse and a flair for community in-
volvement. He or she will be a high-
ly motivate, take charge, self starter
with a passion for news. If you are
that person write o me.

Don McGouirk
WMAZ-TV
P.O. Box 5008
Macon, GA 31213
E.O.E.

7
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Help Wanted Management

Cne of the most progressive and fastest growing
cable systems in the southeast is now accepling
applications for 2 new positions:

NEWS ANCHOR/PRODUCER

Rare opportunity for an exceptional individual to
take the initiative in producing and anc¢horing a
daily newscast on the HEADLINE NEWS NET-
WORK. Must be able to personally execute all
phases of news creation. 1-3 years of news gath-
ering experience_with emphasis on anchoring
and producing. Excellent communications and
people skills required.

PROMOTIONS COORDINATOR

Coordinates. designs and implements promotions
for three Pay-Per-View networks via dedicaled
promotions channel. print media and local ad
insertion on cable networks. Primary responsibility
o create optimum awareness and purchase of
PPV and subscription products. Some involve-
ment with programming a stand alone PPV net-
work

Send resumes. salary history and demo reel in
confidence to

Cox Cable Middle Georgia
Attn: Rachael Shock

252 Holt Ave.
%ow. e

Macon, Ga. 31204
EQE

PRODUCTION
MANAGER

WTMJ-TV is seeking a Production
Manager to oversee an excellent
staff and state-of-the-art facilities.
Will also be responsible for mar-
keting our successful commercial
production division, On-Line Video.
Proven production, budgeting, mar-
keting and management skills
required as well as excellent
written and verbal communication.
Must have 3-5 years television
production management experi-
ence. EOE / MF Send resumes
only. No phone calls please.

Tom O. Mikkelsen
Director of Operations
WTMJ, Inc.

720 E. Capitol Drive
Milwaukee, WI 53212

ON LINE

LOCAL SALES MANAGER

FOX TV, Los Angeles, 1s seeking a dy-
namic manager for our Local Sales de-
partment. If you have atrack record as a
strong motivator with a proven ability to
develop agency/client relationships,
we'd like to hear from you. Experience
as a local and/or national sales manager
preferred. 2-5 years local TV sales expe-
rience required. Familiarity with inven-
tory management and pricing proce-
dures helpful.

For immediate consideration, please
call

KTTV, FOX 11
(213) 856-1681

1

b JN VIDEO

wirmJ v
Milwaukee's Number 1 TV Station

KCRA-TV/Sacramento

is seeking an experienced anchor to co-an-
chor its early morning and noon newscasts. If
you're a skilled communicator and a good
writer, send a non-returnable aircheck and
resume tc. Bob Jordan, News Director,
KCRA-TV, 3 Television Circle, Sacramento,
CA 95814-0794. Please, no calls. EQE M/F.

Help Wanted Technical

THE MOST EXCITING PLACE
TO WORK ON THE EAST COAST
EDITEL, BOSTON is an award winning na-
tional post/production and design company.
We are looking for serious and very experi-
enced video maintenance professionals

We offer a challenge, a change, and career
advancement.

We also offer competitive saiaries for the right
pecpie.

SEND YOUR RESUME TO:
EDITEL

BOSTON PERSONNEL DIRECTOR
651 BEACON STREET.
BOSTON, MASS. 02215-3278
EQE

Situations Wanted News

-

MmRAgRz2Ine Proucer
To whom it may concem:
1 know C.J. Hunt 1o be a bright, articulate on-camera host. His
all-American good looks are obvious, and his wamith and intelisgence
shine through in his performances.
| would recommend you see C.J. for any news or magazine format
opening you may have.
Sincerely,

C.J. Hunt M + 213.462-5565

1746 Sumet Sovievord Les inguir. Ci 90235 442711 II
KTTY
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ALLIED FIELDS
Help Wanted Sales

AGGRESSIVE SALES PERSON
CAN MAKE $250-500K

JOIN THE NATION'S
FASTEST GROWING
MEDIA BROKER

BROKERS WANTED

N. CALIF. — N. WEST
TEXAS —— MID WEST
WESTERN FARM STATES
NEW ENGLAND — N. EAST

the millar company usa. inc.
1905 S. 25th St., Suite 102

Ft. Pierce, FL 34957
407-466-5086

BROKER

with established
Washington D.C. office
seeks relaticnship with
outside dynamic organization.

BOX R—35

Situations Wanted Sales

Lum and Abner

Are Back

i .. .piling up profits
for sponsors and stations.

15-minute programs from

the golden age of radio.

PROGRAM DISTRIBUTORS 8 PO. Drawer 1737

Jonesboro, Arkansas 72403 B 501/972-5884
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[ 10,000 RADIO AND TV JOBS!

i The most compilete st of job opemng$ ever pubhishea
by anyone’ Up to the minute, computer printed. and
maned 10 the pnivacy of your home As many as 300
weekly All lormals, all market Sizes. all posiions!

| Many jobs for beginners and minorties One week
$7 00 - SPECIAL SIX WEEKS $15.95 SAVE $20 00

[ MONEY BACK GUARANTEE AMERICAN RADIQ JOB
MARKET, 1553 N Eastern. Las vegas. NV 89108

NEW GROUP TO PURCHASE
AM - FM's OR SINGLE FM's
Distress stations also considered.

All repiies heid In strictest
cofindence. Reply with full
particulars to:

D. Bishop ¢/o Q.B. Communications
Suite 292, 243 Midtown Plaza
Rochester, N.Y. 14604

PLAY TO WIN!

In foday s compelitive broadtast game.
there are agvantages (0 secunng
representaion With Weshwood that edge
provides lhe assistance and mehukous
seilnna of your talent 1o stations
worlowide # youre a e star AIR TALENT,
PRCGRAMMER or GENERAL MANAGER call of wrle

WESTWOOD PERSONALITIES
6201 Sunset Blvd., #8, Hollywood, CA 90028
(818) 848-120%

NEED A JOB?

Get the first word on the best jobs with
Medialine. A daily phone cail puts you
in touch with the freshest job openings
in television. For more information call:

800-237-8073

in CA: 408-296-7353

_Busnness Opportunities

For Sale Stations

FCC PROBLEMS?

Gontact

BROADCAST MEDIA LEGAL 5“\']“5
a service of MoCabe & Allen

FOR IMMEDATE LEGAL ASSISTANCE GALL

1-800-433-2636

{In Virginia, call 703-361-680T)

OUALITY, FLAT FEE L ERVICES
AWEX MC  WSR  CHONCE

MEDLa BRORZRE - CONSULTANTS
4 O. Box 148
Em:mo.Caln[orm‘ 91426
Area Code (m8) 988-3201

PAUL E. REID COMPANY
KER .35 VRS, B
rﬂ" AREM. ux
MSL AWM. onr "REA
GA.. AM/FM..

5. AMFM. 5 WURGHADE
NC. FM. COASTAL UPGRADE
KY.. LG, MKT. 1-C
IUVING on SELLING

|21l
.0. 669
LAGRAN_GBE. GzA 30240

REGIONALRADIONETWORK &
SYNDICATED RADIO PRO-
GRAM AVAILABLE. Profitable.
Cash flow of about $100K yearly.
Owner must sell due to health.
$550,000 cash. Qualified buyers
only.

Rofih & Mioirr

MEDIA BROKER
P.O. Box 36
Lexington, MO 64067
(816) 259-2544

BROADCAST
MEDIA
ASSOCIATES
RENO » 702-789-2700 + SEATTLE » 206-641-2116

CALIFORNIA FM
$1,250,000

NORTHWEST AM/FM

$500,000
800—237-3777 ||

ATTENTION

FIRST TIME RADIO STATION OWNERS
10,000 Watt AM Kansas City

Low Price - Terms Available

Well-equipped - State-oj-the art
Must see - Inspection invited

Contact: Rich Bott, 10841 E, 28th St.
Independence, MO 64052 » 816-252-5050

INVESTORS!
EARN FIXED INCOME
Notes secured by
Sunbelt stations

Reply in confidence to
Box R-24

DETROIT'S MILLION DOLLAR
RACE!

The Detroit Grand Prix Satellite Ra-
dio Network is Now Forming and
Your Station Can be Part of It!

Three Days of Street Racing Action
From the Motor Capital of the World!

INFORMATION:
WCXI-Grand Prix
2930 E. Jefferson
Detroit, Ml 48207

313—878-9085

CALIFORNIA
CLASS C FM

Quality coastal market with state university
and diverse economic base.

State-of-the-art facility.

Dominant number one ratings.
Well positioned to realize instant cash flow.

Asking $1,200000 with attractive terms.

Contact Marvin Rosenberg
(303) 779-0880
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For Fast Action Use ' SALT LAKE CITY’s

l
the i
IET; | BROADCASTING’S | #9 FM
company 1 Classified ‘ $975,000 TERMS!
i T tal includes valuable real estate
Serving the Mation | Advertrsmg J e S

Write: Felix Farnsworth

ARIZONA *  100,00Q watts covering western central Q Alicia Broadcas“ng

Texas. $1.2 million. Terms. 180 South 300 West,

SMALL MKT 5KW— " Diing. 3950000, Toma, o X Suite 200
soop (DUN s Salt Lake City, Utah 84101
FBrosdeast Cammunications Hivision
BUSINESS BROKER ASSOCIATES
TOM KRON 602—285-1787 615-756-7635 — 24 Hours /4 SMALL MARKET AM/FM

in high growth area of Southern Arizona.
Excellent owner-operater situation with cash flow
FLQR'D A Asking $300,000; Cwner motivated to sell.
Contuct Terrill Fischer
Norman Fischer & Assoc.

SMALL MKT AM/FM 1208 P-rl(‘;-g;. Austi, T 78703
$750K; $200K DOWN WASHINGTON STATE
SMALL MKT AM Single market AM. On(I:y 2aily Medium.
00.000 Population. AB iliate. G
$120K; $30K DOWN :vlarket. SOOSiLII:s“%r:Om Seanelle.I Iggs.oég‘.”m lMMED(')ARTE BUYERS
POSITIVE CASH FLOW Box A-83 FOR LPTV
CONSTRUCTION PERMITS
o el R TOP 100 MARKETS
SKW—D 3550K; $1 DOWN Call Bill Kitchen at Television Technol-
HUDSON MILLAR HUNTINGTON, WEST VIRGINIA gngaﬁ):rt%-(am) 665-8000 or write for full
407—466-5086 [ conrucon pet. o by e over Sill Kitchen
NORTH CAROLINA T e b R Television Technology Corp.
(202) 785-2800 PO. Box 1385
RALEIGH DAYTIME AM ask for Arthur Broomfield, CO 80020
$300K; $30K DOWN
o FLORIDA
LOUISVILLE FULLTIME AM
$610K; $150K DOWN
ISt CLASS C FM, WITH AM
SMALL MKT COMBO FM opportunity in growing Coastal market
FM WHEN 6KW TO COVER with regional signal.
GROWTH MEDIUM MKT
$850K; $400K DOWN Added economic stability with
ALABAMA ' two military installations,
100KW CLASS C FM college and exciting major
DUNCAN’'S HOT MKT resort community
$7.7 MILLION— TERMS . ]
T Excellent equipment. Real estate included.
BEEETT AR Priced to sell at $2,900,000
N'$g;5AK9gﬁ,%K°g;v3"NSA Contact Marvin Rosenberg
’ 303) 779-0880
CLEAR CHANNEL AM (303)
50KW-D; 500—N F
MAJOR ALA CITY " ! g —=
$300K; $30K DOWN NAMB E——
CORPORATE OFFICE l ot f
RANDY MILLAR |
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URFPLUS EQU
'FOR SALE

PURCHASED FOR OLYMPICS
AVAILABLE FOR IMMEDIATE DELIVERY

VIDEO

DVEs Small Production Switchers, Monitors, etc.

AUDIO

Audio Consoles, Stereo Equipment, Recorders, Mics, etc.

343

Microwave, 2-way Radios, Wireless Mics, etc.

TEST

WF Monitors, Scopes, Audio & Video Monitoring, etc.

TERMINAL

Frame Syncs, DAs, Clocks, etc.

For information contact

National Broadcasting Company Surplus Olympic Sales
30 Rockefeller Plaza Tel: (212) 6642313
New York, NY 10112 Fax: (212) 664-7510




LPTV Construction Permit
For Sale
Channel 25
1000 watts UHF
Miles City, Montana
Paul Baillon 406—232-5626

FOR SALE

LONGTIME ESTABLISHED
PROFITABLE, FULLTIME 1KW STATION
1340 KH IN SOUTHWEST
OWNER WISHES TO RETIRE.
GREAT YEAR ROUND CLIMATE
REPLY TO BOX B-61

Jim Gammon has reformed
Gammon & Ninowski
Media investments
Effective immediately
the firm will do business as
GAMMON MEDIA BROKERS
In washington, D.C.
{202—862-2020).

AM  ATLANTA FIT $395,000
AM  FL.COASTAL 10KW $500,000
FM  VIRG.IS. 50KW $1,300,000
FM  FL.COASTAL $2,200,000

HADDEN & ASSOC. 407—365-7832

CASH FLOW FINANCING

We purchase Accounts Receivable
National and Local
Western stations only

MFR FINANCIAL (714) 544-7131

WANT TO RETIRE?

Want to buy for CASH Sm.
Single MK (Approx 10K) AM &
FM in upper Mid West.

Box R-3.

Denver - 1390 AM
5000 watts -24 Hrs.
Presently Business Radio Network
500,000 - Possible Terms
Brokers Welcome
Contact Donald J. Huttner, Owner
303—388-9223

FOR SALE
CLASS C FM
Motivated seller. in the Dakotas. cash flow positive.
ncludes real estate. $1 8 milion. terms
Contact Ed Brukbeck
Thoben-van Huss and Associates, nc.
(317) 636-1016

RADIO STATIONS

1) FM 3000 watt Class A
Central Wisconsin $400.000 CASH

2) AM 5000 Watt. Within 1 1/2 Hr
from Mpis. MN. $420.000 CASH

3) FM 3000 watt Class A, Approx 1 Hr
from Mpls, MN. $390.000 CASH

4) AM 1000 Watt, regional city within
2 Hours from Mpls., MN $450.000
Possible Terms with $125.000 Down

Nick Strandberg/P. Neuville,
CALHOUN COMPANIES, 612—831-3300

COLORADO REGIONAL CLASS A

With Upgrade Ability
Potential Untouched
$450,000
Substantial Cash Down
Qualified Principals Only

B8OX R-22

FOR SALE

MID OHIO VALLEY
RADIO STATION
AM-FM combo. $2.2 milion. terms
Excellent facilities
Contact Bill Rice,
Thoben-Van Huss and Associates, Inc.

ALBUQUERQUE, N.M.
FULLTIME ON 1050 AM

Goo¢ signal, nice eqguipment. Includes
10 acres of valuable tower real estate.
City Grade coverage of over 450,000
pecple! Terms available for qualified
buyer. Come to the sunny Southwest!

Call Don, 505—255-2431

CLASS C-FM
North Dakota
Building/Tower/Land
Excellent Facilities
$300,000/Terms Possible
Contact Box R-7

FOR SALE
BISMARCK N.D. FM CP
FULL CLASS C
Call Tom Love
(409) 634-5596

(317) 636-1016.

BROADCASTING’S CLASSIFIED RATES

All orders to place classified ads & all correspondence pertain-
ing to this section should be sent to: BROADCASTING, Class:-
fied Department, 1705 DeSales St., N.W., Washington, DC
20036.

Payabie in advance. Check, or money order only. Full & cor-
rect payment MUST accompany ALL orders. All orders must
be in writing.

Deadline is Monday at noon Eastern Time for the following
Monday's issue. Earlier deadlines apply for issues published
during a week containing a legal holiday, and a special notice
announcing the earlier deadline will be published above this
ratecard. Orders, changes, andfor canceliatiocns must be sub-
mitted in writing. NO TELEPHONE ORDERS, CHANGES, AND/
OR CANCELLATIONS WiLL BE ACCEPTED

When placing an ad, indicate the EXACT category desired:
Television, Radio or Allied Fields; Help Wanted or Situations
Wanted: Management, Sales News, etc. If this information is
omitted, we will determine the appropriate category according
to the copy. NO make goods will be run if all information is not
included. No personal ads.

Rates: Classified fistings (non-display). Per issue: Help Want-
ed: $1.00 per word, $18.00 weekly minimum. Situations Want-
ed : 60¢ per word, $9.00 weekly minimum. All other classifica-
tions: $1.10 per word, $18.00 weekly minimum.

Rates: Classified display (minimum 1inch, upward in half inch
increments), per issue: Help Wanted: $80 per inch. Situations
Wanted: $50 per inch. All other classifications: $100 per inch.

For Sale Stations, Wanted To Buy Stations, Public Notice &
Business Opportunities advertising require display space
Agency commission only on display space.

Blind Box Service: (In addition to basic advertising costs)
Situations Wanted: $4 00 per issue. All other classifications:
$7.00 per issue. The charge for the blind box service applies to
advertisers running listings and display ads Each advertise-
ment must have a separate box number. BROADCASTING will
not forward tapes, transcripts, writing samples, or other over-
sized materials; such materials are returned to sender.

Replies to ads with Blind Box numbers should be addressed
10: (Box number), c/o BROADCASTING, 1705 DeSales St.
N.W., Washington, DC 20036.

word count: Count each abbreviation, initial, single figure or
group of figures or letters as one word each Symbols such as
35mm, COD, PD, etc. count as one word each. Phone number
with arza code or zip code count as one word each.

The publisher is not responsible for errors in printing due to
illegible copy—all copy must be clearly typed or printed. Any
and all errors must be reported to the classified advertising
department within 7 days of publication date. No credits or
make goods will be made on errors which do not materially
affect the advertisment.

Publisher reserves the right to alter classified copy to conform
with the provisions of Title VIl of the Civil Rights Act of 1964, as
amended. Publisher reserves the right to abbreviate, alter, or
reject any copy

]

|
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Fates & Fortuneses

Media

Appointments at Capitol Saitcllite and Com-
munication Systems, division ol Capitol
Broadcasting Co., Raleigh. N.C.: Irene Join-
er, satellite operations coordinator, named
satellite operations manager: Bob Grubar,
satellite operations manager. named satellite
projects manager.

Dorothy Gill Raymond, general counsel and
sceretary, WestMare Communications Inc..
Denver. named VP.

Drew R. Sheckler, corporate fund marketing
manager, Jones Intercable and parent compa-
ny. Jones Spacelink Lid., Englewood, Colo..
named gencral manager, Jones’s cable televi-
sion system. Alexandria. Va.

Whitaker

Harry M. Apel, VP and gencral manager,
WIVTTV) Tampa. announced his retirement.
eftective at end of year: C. David Whitaker,
president and  general  manager,  WIW-TV
Cleveland. will succeed Apel as  gencral
manager in April. Virgil Dominic, director of
news, wWIw.Tv,  will  succeed  Whitaker.
Wrvrery) is owned by WTVT Holdings Inc..
and wIw-1v is owned by Gillett Communica-
tions of Ohio Inc. George Gillett, chairman
of Gillett Holdings Inc.. co-owns WTVECTV).

Rick David Jordan, director of engineering,

wiSI-TY - Chattanooga, named  operations
maniger.
David Sagnitto, opcrations  manager.,

WAFFTY) Huntsville, Ala.. joins wsav-Tv
Savannah. Ga.. as operations manager.

Jim Briggs, production manager. WKRN-TV
Nashville, joins wBTW(TVY) Florence. §.C.. as
operations manager.

Rod Zimmerman, gen-

eral sales manager.
wiBMiAM)  Chicago.
joins WWIAM)-
wIOUFM)  Detroit  as

VP and general man-
ager. Joe Archer, gen-
eral manager. named
station manager.

Brad Murray, general
sales manager.
WHDIAM)-WBOSIFAD

Boston. joins
Baltimore as VP and

Zimmerman

WEMDAMI-WQSRIFAM)
general manager.

Tom Holt, operations manager. WFEA(AM)-
wzIDiFM) Manchester, N.H.. joins RadioAc-
tive Group. Lebanon. N.H.. as operations
manager. RadioActive Group owns three FM
stations.

Rick Joppie, general sales manager. KISS(FM)
San Antonio. Tex.. named VP and general
manager.

Mike Scott, program director, KEYI-FA Aus-
tin. Tex.. named VP and gencral manager.

Sam J. Barbaro, VP and station manager.
WKEL-FM-TV West Palm Beach. Fla.. named
president.

Marketing

Freeman Gosden Jr, corporate director.
Foote Cone & Belding. Chicago. named
chairman. direct marketing worldwide.

Appointments at BBDO. New York: Jean
Manuel Guyader, executive VP and creative
director, Saatchi & Saatchi DFS Compton,
New York. named creative director: Kelly
Clemenger, media planner. named media
planning supervisor: Kirsten Saiminen and
Michael Shusman, assistant buyers. named
network buyers: Wendy Scott-Wiltiams, tech-
nical services librarian. named technical ser-
vices manager.

Gregg DiPaolo, regional marketing manager,
division 111, Warner Cable Communications
Inc.. Wakefield. Mass.. named marketing

manager. Warner’s Hampton. Va.. system.

Paul Laverty, director. financial planning,
MTV Networks, New York, named VP,
sales planning.

Frank Higney, manager. Broadcast Invest-
ment Analysts Inc., Washington-based finan-
cial management consulting firm. named VP,
valuations.

Bill Doty, owner, Geary Street Productions,
Los Angeles, joins International Broadcast
Systems there as VP, advertising and promo-
tion.

Appointments at Katz Communications Inc..
New York: Caron Nussbaum, sales assistant,
named research analyst. Katz Independent
Research; Roy Anderson, product demon-
strator, Donnelly Marketing, Stamford,
Conn., named research analyst. Katz Conti-
nental Research; Torrey Wofford, sales assis-
tant, Katz Continental Television's East sales
team. named research analyst, Katz Conti-
nental Research.

Michael Green, program and production
manager. NYT Cable Television. Cherry
Hill, N.J., joins Mega Advertising Inc..
Chantilly, Va., as operations manager.

Kevin Hanley and Jacqueline Sandherr, ac-
count executives, National Cable Adverviis-
ing, New York, named group managers.

Ellen Moran, VP, Bozell, Jacobs Kenyon &
Eckhardt, advertising agency. Omaha, adds
duties of creative director.

McGrady ‘ =

ABC News update. ABC news has named Phillis McGrady as executive producer of the
new, yet-to-be-named prime time news program scheduled to start in August (see “Top
of the Week," Feb. 6). Previously McGrady had been executive producer of Barbara
Walters's specials and, from 1984 through 1986, had been executive producer of Good

Morning Anierica

The news division alsc named Dorrance Smith executive in charge of long-form

Smith

programing. Smith. who previously was executive producer of weekend news program-
| ing, will continue as executive producer of This Week with David Brinkley, which he has

done since 1981. Smith replaces Av Westin. who is currently in the process of producing
| several specials for ABC. Westin is still negotiating any future responsibilities at the
| network, following the expiration of his contract at the end of this month
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Bill Richards, program director, KKBQ-F\
Houston, joins Coleman Research, market-
ing and programing consulting {irm, Raleigh,
N.C.. as VP.

Appointments at WSTM-TV Syracuse, New
York: Russ Hamilton, general sales manager,
KTTC(TV) Rochester. Minn., named general
sales manager; Dave Luka, account execu-
tive. WGRZ-TV Buiffalo. named local sales
manager.

Helen Barry, national sales manager, KDBC-
TV El Paso. Tex.. joins KCIk(TV) there as
regional/Western sales manager.

Patrick Joyce, local sales manager,
wBBM(AM) Chicago. named general sales
manager.

Mort Roberts, account executive, WAQY (FM)-
WIXY(AM) Springtield, Mass.. named local
sales manager, wIXY.

(Nl I TSR
Programing

E.V. DiMassa Jr., pro-

ducer, Orion Televi-
sion, Los Angeles,
joins  King World

there as V'P, program-
ing and development.

Maryann Pasante, di-
rector of international
sales, Latn America,
Turner Program Ser-
vices, Atlanta, named
VP, mnternational
sales, Latin America.

DiMassa

Appointments at Paramount Pictures Corp.,
Hollywood: Greg Gelfan, VP. business at-
fairs. named senior VP. business alfairs:
Richard Fowkes, senior VP. named senior
VP. business affairs and acquisitions.
John Elia, dircctor of distribution and fi-
nance. Buena Vista International Television,
Los Angeles, named VP, distribution and
finance.

Lin Oliver, senior VP. program development,
MCA TV Enterprises. Universal City, Calif’,
named independent producer.

David Hoffman, producer. NBC Olympics
deparunent, New York. joins SporisChannel

America, Woodbury, N.Y. as producer, re-
mote events.

Gary Jones, director of salcs, Republic Pic-

tures Home Video, Los Angeles. named VP,
sales. Republic Pictures Home Video.

Amy Javors, manager. marketing develop-
ment, Nickelodeon/Nick at Nite. New York,
named director, marketing development.

Margaret DePriest, head writer, NBC's An-
other World, joins ABC as head writer, All
My Children.

Judy Rothman, freelance writer, joins DIC
Enterprises Inc., Burbank, Calif.. as story
editor for Maxie’s World. animated first-run
syndicated strip.

Tom Feuer, associate producer, NBC Sports.
New York, joins ESPN, Bristol, Conn., as
assignment editor; Elaine Lorenz, regional
secretary, named marketing coordinator. af-
filiate marketing, Denver.

Appointments at  Movietime, Hollywood:
Rick Portin, director, preduction, named VP,
production, Andrew Epstein, manager. pro-
graming development, named director. pro-
graming planning and development.

Elisabeth Robinson, director, East Coast de-
velopment. Sundance Productions. New
York. joins Lee Rich Productions there as
VP, creative affairs.

Jerry Chiappetta, founder, Chiappetta Pro-
ductions Inc., West Bloomfield, Mich.. joins
Times Mirror Magazines inc., New York. as
producer, Qutdoor Life television series.
Chiappetta will remian in West Bloomtield.

Susan T. Scott, account executive, Turner
Broadcasting System Inc., joins Comcast Ca-
ble Conununications Inc., Bala Cynwyd,
Pa., as programing manager.

Angela F. Pumo, VP and New York sales
manager. Turner Entertainment, New York,
joins Independent Television Network Inc.
there as senior VP and director of sales.

Dominick Spinosa, director of payroll,
MGM/UA Communications. Los Angeles,
joins Walt Disney Pictures and Television
there as director of disbursements.

Appointments at WWOR(TV) Secaucus, N.J.:
Farrell Meisel, director of programing.
named VP, programing: Bob Woodruff, ex-
ecutive producer, named VP, program devel-
opment and executive producer.

J.R. Nelson, production director, WHTZ(FM)
Newark. N.J., joins KDWB-AM-FM Minneapo-
lis as corporate creative services director and
production director.

Peter King, production manager, WHEN(AM)-

continue to report directly to Mapes.

NBC makes moves in research, affiliate relations. NBC last week named a new vice
president, research, appointing Robert Niles, who previously was vice president, market-
ing. Niles will report to NBC Television Network President Pier Mapes (research had
previously reported to Ray Timothy, executive vice president). The research section
responsible for TV stations, headed by Vice President Kathryn Lenard. will now report
instead to the president of the owned stations division, Al Jerome.

Niles said that he expected research would Decome more active in helping sales and
marketing: "Whereas in the past we relied just on Nielsen numbers, the advertisers are
wondering if there are other ways of measuring the effectiveness of television.

Two marketing executives who previously reported to Niles, Alan Cohen, vice presi-
dent, network TV marketing, and Ron Kes, vice president, ¢lient marketing, will now
report directly to Bob Blackmore, executive vice president, TV network.

Other changes announced by Mapes affected affiliate relations, where a consolidated
reporting structure has replaced the department’s prior division into East Coast and West
Coast operations. Bill Fouch, who had been responsible for West Coast operations, was
named vice president, affiliate marketing, while John Damiano, who was in ¢harge of
East Coast operations, was named vice president, affiliate relations operations. Both will
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WRHP(FM) Syracuse, N.Y., named program
director.

E———_ S e e
News and Public Affairs

Tom Dolan, assistant ncws director. WLS-TV
Chicago, named news director.

Tom Petner, news director, WWOR(TY) Se-
caucus. N.J., named VP, news.

Harriott

Petner

Jim Harriott, anchor, daily international
newscast, Voice of America, Washington
joins WILA-TvV there as co-anchor.

Harry Smith, anchor. CBS This Morning,
New York. joins CBS Newsnotes commen-
tary team on CBS Radio Network.

Appommtments at News 12 Long Island.
Woodbury, N.Y.: Don Crawford, part-time
general assignment reporter, named full-time
general reporter; Lori Risdal, wHO-TV Des
Moines, lowa. named graphics director; Ste-
phen Murello, cameraman. named editor; Mi-
chele Gormley, recent graduate, Syracuse
University, named production assistant.

Giselle Fernandez, weekend anchor and re-
porter, WBBM-TV Chicago, joins WCIX(TV)
Miami as co-anchor.

Joe Duncanson, reporter, WFTV(TV) Orlan-
do, Fla.. joins KCRA-TV Sacramento. Calif.,
as generul news reporter; Harry Martin, enter-
tainment reporter. retires; Bette Vasquez,
meteorologist, named entertainment reporter,
Rick Griffin, chicf meteorologist, wWDIV(TV)
Detroit, named meteorologist.

Tonia Cooke, anchor, KXAN-TV Austin, Tex..
will resign in May 1989 1o move to Japan.

Appointments at WSAV-TV Savannah, Ga.:
Sam Hall, noon anchor and reporter. named 6
and 1 p.m co-anchor: Harry Bowman, assign-
ment  editor, WCTITY) Greenville, N.C
named assignment editor; Jim Noble, news
and sports photographer, named 6 and 11
p.m. sports anchor.

Joan Carlson, gencral assignment reporter.
KCRG-TV Cedar Rapids. lowa, joins KTKA-TV
Topeka, Kan., as weekend anchor.

anchor
Me.,

Marguerite Jordan-Blair, rcporter,
and producer, WMTW-TV Portland,
named full-time consumer reporter.

Angela M. Miles, weekend co-anchor and
general assignment reporter, WILX(Tv) Lan-
sing, Mich., joins WwMT(TV} Grand Rapids,
Mich., as co-anchor.

Don Shane, sports anchor, WBZ-TV Boston,

joins WXYZ-Tv as 5 and 11 p.m. sports an-
chor.

Sheila L. Jack, news and public aifairs pro-
ducer, wusa-Tv Washingion, joins noncom-



mercial WMIITerv) Schenectady. N.Y.. as re-
porter. Inside Albaiy.

Richard Manieri, writer, WTXI~Tv Philadel-
phia. named weckend weather anchor. 10
p-m. ncws.

George Boosey, political correspondent,
Minnesota Public Radio. St. Paul. named
director of news: Alan Searle, morning news
announcer and program  director. noncom-
mercial KsINeady Minncapolis. named net-
work manager. news and information.

Mike Nelson, weathercaster, KMOV(TV) St.
Louis. joins KSHE(FM) there in same capacity.

Technology

Rick Miner, manager. continuity and broad-
cast operations, and executive producer,
New York Mets Basehall. WWOR(TV) Secau-
cus. N.J.. named VP. production and engi-
neering.

Arthur Franz, Northeast regional manager.
Cubicom, 3-D presentation graphics compa-
ny. Natick. Mass., joins Microtime. manu-
facturer of TV broadcast equipment. Bloom-
field, Conn.. as direct sales manager.

Appointments at NaCom. Columbus. Ohio-
based telecommunications contractor: Bob
Gemigani, product marketing and district
manager. Cooper Industries.  automotive
products manufacturer. named VP. market-
ing and development: Mike Ferguson, central
regional manager. NaCom. Chicago. named
director of ficld operations. Installation divi-
sion. Columbus.

Miles Thomas, audio control center techni-
cian, 1IDB Communications Group. supplier
of audio. video and data/voice satellite trans-
mission services. Los Angeles. named audio
control manager.

Appointments  at  ESPN. Bristol, Conn.:
Kraig Bailey, studio technician 11, named stu-
dio technician 1I: John Gluszak, videotape
librarian, named studio technician 1.

James R. Anhalt, chicf engincer. KFSM-TV
Fort Smith. Ark.. joins WREG-TY Memphis as
director of cngineering.

Arthur J. Williams, assistant chief engineer.
wBAY-TV Green Bay. Wis.. named chief en-
gincer.

Greg Schrader, programer and analyst. Unit-
ed Video, Tulsa, Okla., named manager,
computer programing.

James Radmann, account representative.
Roscor Corp.. video system design and sales
comipany. Milwaukee. joins Greater Milwau-
kee Interconnect. cable television advertising
firm there. as chiet engineer.

P ——— WP VT I —
Promotion and PR

Laura Daggett, viewer response coordinator,
ESPN. Bristol. Conn., named listing publi-
cist.

Steve Grieder, associate producer. Nickelo-
deon/Nick at Nite. New York. named pro-
ducer. on-air promotion.

Jeanne G. Hamrick, broadcast promotion co-

Y]

ordinator, BizNet. Washington, joins Home
Teant Sports there as public relations manag-
cr.

Shelly Sairela, comptroller. The Lippin
Group. international entertainment and cor-
porate public relations company. Los Ange-
les. named VP. finance.

KC Bauman, traftic coordinator, Tribune En-
tertainment Co.. Chicago. named manager.
creative services.

Peggy Hubble, exccu-
tive director. Indepen-
dent Feature Project,
organization supporl-
ing independent film-

makers. New York,
joins  NBC. New
York., as director,
news information,

NBC media relations.

Rich Zahradnik, man-
ager. public relations,
Turner  Broadcasting
System Inc., New York. named director,
public relations; Betty Cohen, director. cre-
ative services, Turner Network System. At-
lanta. named VP and creative director.

Hubble

Charlotte Klein, senior VP. and Betty Travis,
account supervisor. resign from Porter/No-
velli. New York. to open Charlotte Klein and
Associates. public relations consulting firm
there.

Trisha Cardoso, public relations assistant
and coordinator. Showtime Networks Inc..
Los Angeles. joins MahoneyWasserman &

Associates, Beverly Hills, as account execu-
live.

Appointments at New Jersey Network, Tren-
ton: Ida Petkus, manager. advertising.
named senior manager of advertising: Beth
O'Connell, staff writer, named manager of
publications and editor of monthly NIN
Guide.

R. Daniel Hernandez, project planner. Chica-
no Federation of San Diego. joins KGTv(TV)
there as community affairs director.

Lori Wucherer, director of programing and
promotion, WwvTv(TV) Milwaukee. joins
WwCGV-TV there as promotion director.

Nancy Pushee, mcdia relations manager.
wXYZ-Tv Detroit. joins WKBD(TV) there as
public relations coordinator.

Cathy Gugerty, promotion manager, WMC-TV
Memphis. joins wTNH-Tv New Haven.
Conn., as director. creative services.

Kevin Cole, production manager. WDSI-TV
Chattanooga, Tenn.. named creative services
director.

Jerry Franklin, promotions manager. Con-
necticut Public Television, Hartford. named
acting public relations manager; Mary G.
Cochrane, public relations assistant. named
promotions manager.

Allied Fields

David Siddall, senior attorney, policy and
rules division. Mass Media Bureau, Federal
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zine's October issue.

Winner and still champion. ABC News won three out
of the four television news awards in the fifth annual
‘Best in the Business” awards presented by the Wqsh-
ington Journalism Review. This is the second year in
a row that ABC has won a majority of the TV awards.
Peter Jennings, anchor and senior editor, World News
Tonight, was voted "Best Network TV Anchor” for the
second year in a row. Sam Dcnaldson, for the fifth
straight year, was voted "Best Network TV Correspon-
dent,” and This Week with David Brinkley won "Best
National TV News Interview/Discussion Program.

This Week with David Brinkley had won previously
for "Best Weekend Talk Show." Donaldson and ABC's
George Wil join Brinkley on the show every Sunday.
The MacNeil/Lelhrer NewsHour beat ABC's Nightline
by 13 percentage points to win “Best National TV
News Program” award. The awards were presented
February 23 in Washington. Winners were chosen by
800 readers who responded to ballots in the maga-

~— D 7 ]
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Sam Donaldson accepts best cor-

respondent award. In background
is Bill Monroe, WJR editor:

Communications Commission, Washington
named acting assistant chief, law, Mass Me-
dia Bureau. Siddall replaces Renee Licht,
who was named acting deputy general coun-
sel (“‘Fates and Forwunes,’” Feb. 27).

Bruce G. Pottash, attorney, Viacom Enter-
prises. Entertainment Group, New York,
named director, business attairs.

Leslie H. Read, director, affiliate special pro-
Jects, Home Box Office Inc., New York,
named to board of directors, National Cable
Television Center and Museum. Pennsylva-
nia State University.

Fredric J. Willms, VP. finance. and chiet
financial officer and member. Capitol-EMI
Music board of directors. New York. joins
Broadcast Music Inc. there as VP. finance
and chiet tinancial officer.

Barry J. O’Donnell, director, public relations,
Turner Broadcasting Systems Inc.. New
York, named director of operations and spe-
cial projects for Goodwill Games.

William G. Jacobi, senior VP. planning and
acquisitions, Dun & Bradsireet Corp.. New
York, joins Nielsen Media Research there as
executive VP

Maurice Levy, chairman and CEQO, Publicis
Conseil. European communications network,
Paris, numed to Foote Cone & Belding boaid
ol directors.

Eva N. Kasten, senior stafl executive, Ameri-
can Association of Advertising Agencies
Inc.. Washington, named VP, acting direc-
tor.

Sandor E. Samuels, senior VP and assistant
general counsel. First Interstate Bancorp,
Los Angeles. joins Fox Inc. there as senior
VP and general counsel.

Shelley Lewis, scnior producer, NBC News,
New York, joins National Academy of Tele-
vision Arts and Sciences there as director,

news and documentary awards.

Franklin Fried, president, Franklin Fried As-
sociates, San Diego-based entertainment and
creative development company. named 1o
board of directors. IDB Communications
Group Inc.. Los Angeles.

Harry C. Gilbert, writer and producer, KGO-Tv
San Francisco, joins law tirm of Capps. Sta-
bles, Ward, Hastings & Dodson. Walnut
Creek, Calif.. as associate attorney.

Jon Teschner, manager, Broadcast Sales,
Crawford Post Production, Atlanta. named
VP, Broadcast Designers’ Association, San
Francisco. '

Deaths

Joe Silver, 66, actor, died Feb. 27 at St
Luke's Hospital in Manhattan afier suffering
heart attack. Silver also had cancer. Silver
appeared on stage, screen and television and
also did voice-overs for advertisements. His
TV credits include The Red Buttons Show:
Ad Libbers. improvisation series: The Fifty-
Fowrth Street Revuie. musical and comedy
show: situation comedy. Fay, and children’s
show. Mr. [ Magination. Silver is survived
by his wife, Chevi. one son. one daughter,
and three grandchildren.

Joseph Roizen, 65, founding partner, Tele-
gen, Palo Alto, California-bascd hi-tech tele-
vision consulting firm, died of heart atiack
Mar. 1 in Paris. Roizen was attending con-
terence in Paris. Roizen began his carcer
with Paramount Television in early 1950’s.
In 1957 he joined Ampex Corp.. TV equip-
ment manufacturers, Redwood City, Calif.

and remained there until 1968. During that
time he was instrumental in development of
color videotape recorders. In 1937 Roizen
conceived and developed first videotape edit-
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ing system using clectronic ‘‘edit pulses”’
recorded on edge of tape. In 1959. Roizen
went to Soviet Union with Ampex’s new
color videotape recorder. While there he re-
corded the famous “'kitchen debate’ be-
tween Soviet Party Chairman Khrushchev
and U.S. VP Richard Nixon. Recording was
tflown back to United States and shown on all
three networks. Tape received Emmy for
best news scoop of 1959 and for plaving to
largest single audience to date in television
history. In 1970 he formed Telegen with his
wife, Donna Foster-Roizen. Roizen acquired
over 20 U.S. and foreign patents in color
television and magnetic recordings. He had
served on SMPTE board and various SMNPTE
committees. In 1984 Roizen received Inter-
national Tape Association/Time Magazine
Man-of-the-Year Award. Survivors include
his wife, two sons and one daughter.

Edward L. Sellers, 74.
former Southern sales
manager and advertis-
ing director. BROAD-
CASTING  magazine,
died Feb. 20 at Poto-
mac Hospital, Wood-
bridge. Va., following
stroke. Sellers was
with  BROADCASTING
from 1954 10 1969.
He later was sales di-
rector of Television

Sellers in 1954
[igest Inc. (now Warren Publishing). Survi-
vors include his wite, Barbara.

William Ww. Eitel, 8l. co-founder, Eitel-
McCullough Inc.. San Bruno. Calif.-based
radie tube manufacturer. died Feb., 26 of
cancer at John F. Kennedy Hospital in Indio.
Calif. Company built vacuum tubes for com-
mercial and military transmitters. In 1965
Eitel-McCullough Inc. merged with electron
tube manulacturer Varian Associates Inc. He
served on Varian's board of directors trom
1965 10 1974, when he retired. He remained
director emeritus of company. Eitel is survi-
vied by his wife, LaNeil, one daughter, two
sons and two stepsons.

Carl Shirley, 64. chief engineer, noncommer-
cial wpCN(Ty) Nashville, died of cancer Feb.
23 at his home in Nashville. Shirley had been
with station since 1966. Previously he was
with WSUN-Tv St. Petersburg, Fla.. from
1950 to 1966. his last title therc being chief
engineer. Survivors include his wifte. Man-
lvn, his mother, three children and four
grandchildren.

Frank Bloebaum, 54, singer, writer and ar-
ranger of jingles for radio stations, died Feb.
20 of heart failure while visiting friends in
St. Louis. Bloebaum started singing for
PAMS Productions in 1963, Stations tha
aired Bloebaum’s jingles include wWABC(AM)
New York and KFwB(aM) Los Angeles. as
well as BBC Radio One. London, and
AFVN. Saigon. Vietnam. Bloebaum is sur-
vived by one daughter and two sons.

Richard Bell, 35, advertising consultant, died
Feb. 20 at his parents home in Phoenix. He
had emphysema. Bell joined KNXT(TV) Los
Angeles (now KCBS-TV) in 1962 as art direc-
tor. He remained there until 1976 when he
left to form his own design and advertising
company. In 1984 Bell and Peter lesness
formed Bell & Jesness Inc., design and ad-
vertising company. Bell is survived by two
sons and one daughter.
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Larry lrving: Markey’s
man for all media

it was the waning days of the 98th Congress
and the Cable Communications Policy Act
of 1984 was under siege. Its chances for
survival were slim to none—a conservative
group of senators led by Orrin Hatch (R-
Utah) had targeted the measure because of
its equal employment opportunity stan-
dards. Then in strode Texas Democrat
Mickey Leland. author of the House-passed
EEO language. who struck a compromise
with the senators preserving the essential
elements of an affirmative action plan for
the cable industry but eliminating the re-
quirement to hire certain percentages of
women and minorities—thus keeping the
initiative alive,

At Leland’s side during those touch-and-
go negotiations with the Senate was Clar-
ence (Larry) Irving Jr. It was Irving, then
Leland’s legislative director and counsel,
who played a pivotal role in drafting the
initial EEO section of the bill and who
worked tirelessly to gain industry backing
of the EEO provision.

Today House Telecommunications Sub-
committec Chairman Edward Markey (D-
Mass.) relies on Irving's expertise as a for-
midable  mediator in  handling the
subcommittee’s mass media business. As
senior counsel to the subcommittee. Irving
is a key player in the formulation of any
communications policy that emerges under
Markey’s chairmanship.

Irving joined the subcommittee in [987
shortly after Markey succeeded Tim Wirth
(D-Colo.). now in the U.S. Senate. The
lawmaker describes his aide’s grasp of the
issucs and his political acumen as ““superi-
or.”" Says Markey: 1 was looking for peo-
ple who were not only individually talented
but capable of working as a team.”" Irving,
he says, “was an ideal selection.”

And Irving's sense of fair play earns him
high marks from industry obscrvers. He
""bent over backwards™ to “"give us a fair
shake,”" says the Association of Indepen-
dent Television Stations’ Jim Hedlund. who
worked with Irving on children’s television
legislation last year. And he wins praise
from industry representatives for being ac-
cessible and conscientious.

But there are those who see Irving in a
less flattering light. His aggressive manner
and outspokenness in dealing with the FCC
has made him a sometimes unpopular figure
there. But. as most Capitol Hill veterans
attest. staft members are “"not going to be
universally loved.”

Moreover, the FCC’s marketplace-ori-
ented approach to policy is frequently in
sharp contrast with Markey's views and it is
up to Irving to convey his boss’s concerns
to the commission. If Irving is a *"little bit
ol a lightning rod."" says Turner Broadcast-
ing's Bert Carp. it is because it serves the

CLARENCE (LARRY) |RVING JR.—Senior
counsel. House Telecommunications
Subcommittee: b. July 7, 1955, Brooklyn,
N.Y.; BA. political science. Northwestern
University. Evanston. lll., 1976: JD,
Stanford University. Stanford, Calif., 1979;
attorney, Hogan & Hartson. Washington.
1979-83: legislative director and counsel to
Representative Mickey Leland (D-Tex.),
1983-87: present position since 1987 m.
Leslie Wiley. Nov. 7. 1987.

interests of his principals.”™

But Irving bristles at the thought that the
world may perceive him as a “*bomb throw-
er.”” "If someone thinks | am tough or
aggressive or abrasive, it is not because |
want (o be viewed that way. | prefer to be
liked by everybody. but | also have a job
and I try to do my job,” says Irving.

“Larry is a dynamic person who makes
things happen. and people who make things
happen occasionally ruffle some feathers,™
says Larry Sidman, staff director and chief
counsel to the subcommittee.

Described as a “*man of elegant taste™
who likes fine wine and is a sharp dresser,
Irving says he has come a long way from
his boyhood days in Queens. N.Y. He attri-
butes much of his success today to his
mother and family, who encouraged him to
test the limits of his abilities.

*In my tamily...we were going to do
better than our parents. They did well but
they wanted their kids to do better than they
did and there was a sense that education
was the way to do that.”” He also credits
Leland and Markey, whom he calls his
mentors, for widening his horizons.
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Growing up during the politically turbu-
lent 1960’s. Irving saw the law as the *‘root
to political power.”” He envisioned himself
as a civil rights attorney or thought about
pursuing a career in criminal law, but dur-
ing his undergraduate studies at Northwest-
ern University in Chicago he toyed with the
idea of becoming a broadcast journalist. A
“media junkie’” who earned money as a
disk jockey at parties, Irving gave it some
serious thought, but by his junior year he
had set his sights back on law school.

Irving attended Stanford law school (he
was elected senior class president) and
spent one summer clerking at Kirkland &
Ellis’s Chicago office and another summer
with the Wall Street firm of Breed, Abbott
& Morgan. But as graduation approached in
1979, he began eyeing a move to Washing-
ton and, as it turned out, to Hogan & Hart-
son, which had a strong pro bono depart-
ment, something Irving felt was an essential
ingredient for his legal career. He spent
four years with the firm, devoting some
time to communications issues.

But Irving grew restless and, as coinci-
dence would have it, Leland was logking
for someone with a broad legal background
and a familiarity with communications is-
sues. Irving joined Leland’s staff in 1983
just as the congressman was taking a seat
on the Telecommunications Subcommittee.

Those were exciting if not tumultuous
times. Pushing Leland’s EEQ agenda with
the broadcast and cable industries often pro-
pelled him into the limelight. He was fre-
quently at loggerheads with broadcasters
who refused to accept any EEO language in
the broadcast deregulation legislation Con-
gress was then considering.

His history on the Hill, he says, has been
a growth process. Working on the Cable
Act, says Irving, was particularly instruc-
tive. **I learned a lot. It was the first time I
was out on the firing line on an issue.’’ In
hindsight, he became too personally in-
volved in the issue, he says. “*That is the
difference between 27 and 34. Now I am
better able to step back and represent my
clients’ views without becoming emotional-
ly involved.”” He nevertheless admits that
when it comes to policy affecting minorities
and women it is hard not to get emotionally
involved.

Down the road. Irving expects the 101st
Congress to start laying the groundwork for
a broad inquiry into *‘what is a good and
sound regulatory structure for the next 20 or
30 years.”” Markey, he says, will be asking
communications interests to work with
Congress in developing such a scheme.
“"There should be a way for all of the
players to benefit,”” says Irving, and that is
what Ed Markey wants to figure out. Such
an endeavor will be like a *‘big mystery,”’
he says. And as a seif-described *‘mystery
novel nut,”’ Irving wants to be there *‘at the
climax of the story.” “
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Four radio towers in Santa Maria, Calif., were toppled last Wednes-
day night (March 1) in sabotage spree that began that morning.
Around 1 a.m. Wednesday, someone forced open main breaker
boxes at towers for ksmawam and ksni-Fm, located 10 miles apart,
and flipped switches throwing both stations off air. Transmis-
sion lines for stations, both owned by Bayliss Broadcasting,
were restored within hour. During storm Wednesday night, guy
wires supporting 100-foot FM tower were cut, causing it to fall.
Soon after, 254-foot tower for AM station was felled. Also on
Wednesday night, primary, 175-foot tower for Kukutam, owned
by Great Electric Communications, was toppled, along with
398-foot antenna used in nighttime array by separately owned
keoriam). KUHL station manager Nick Rice said perpetrator of,
and motivation for vandalism was “mystery.'' Jeff Harris, opera-
tions manager for KSMA-KSNI, said stations had received '"no
threats, letters, calls.” Names of former employes have been
submitted to FBI, which is investigating incidents, Harris said.
KsMa, oldies station, was knocked off air. Ksnl, known as
SunnyCountry 104, was expected to be back at full power by
Saturday. Christian broadcaster KGDP was operating at reduced
night-time power and 5000 w news-talk KUHL was operating last
Thursday at 1,600 w.
a

Battle hetween Madison Square Garden and cable operators heat-
ed up last week with MSG releasing Nielsen survey it said
showed 65% of area residents were sports fans and interested
in seeing Yankees. MSG has been negotiating with cable oper-
ators for carriage of Yankees, but add-on cost of games has
deadlocked talks. MSG wants to remain on basic, while opera-
tors prefer to make it add-on to basic or pay channel. Addition-
ally, cable operators point cut that subscribers will see 75
Yankee games on weiX(Tv); Manhattan Cable has suggested
wPIX carry all games. MSG released survey to rebut claims by
some area cable operators that only 15% of subscribers are
Yankee fans. Nielsen conducted interviews in December. Car-
riage costs have been at heart of dispute between MSG and
Cablevision Systems.

ld

Stock ot Multimedia Inc. continued to rise last week in what has
been down market for most group owner i1ssues. Last Friday
updated 13-d fiiing with SEC by Sandler Capital Management
said holdings of New York-based money manager/broker in
Multimedia had increased from 9.7% to 10.7%. By afternoon
stock was trading at 89%, up from 85 on Monday, and at year's
high on heavier than usual volume for week. Barry Kaplan of
Goldman Sachs & Co. said direction of Multimedia stock was
natural outcome of heavily leveraged company producing posi-
tive results. Kaplan said that stock’s underlying value could
increase by roughly $20 per year, and noted that in 1990
company has promised it would “'reassess’’ its strategy, leading
possibly to another recapitalization or leveraged buyout.
c

Knight-Ridder signed definitive agreement last week selling
wrvyitv) Oklahoma City to Palmer Communications for price esti-
mated at $50 million. Company was said to be still negotiating
sale of stations in Albany, N.Y., and Flint, Mich.

™

News Corp. is considering forming separate company to acquire
and develop media and communications businesses, according to
announcement last Thursday (March 2). News Corp. CEO Ru-
pert Murdoch said that News Corp. would own at least 20% of
new company. Under proposed plan, News Corp. would transfer
its book publishing businesses to new company, with proceeds
from transfer used to pay down News Corp.'s debt. Company
made $3 billion purchase last year of Triangle Publications,
publishers of TV Guide

Cannon Group has ended talks on purchasing De Laurentiis Enter-
tainment Group, it was announced last Wednesday (March 1).
Cannon had been in negotiations for past five months with
management of DEG, which is operating under Chapter 11
bankruptcy protection. Canncn CEQO Giancarlo Parretti is also
majority shareholder of Pathe Entertainment, which in February

agreed to purchase New World Entertainment ('In Brief,” Feb.
27)
[m]

FCC Chairman Dennis Patrick testified before House Telecom-
munications Subcommittee and Senate Communications Subcom-
mittee on FCC’s proposal to substitute caps on prices for rate-
of-return regulation of AT&T and some local telephone services.
Patrick tooks some hits, most notably from Senate Commerce
Committee Chairman Ernest Hollings (D-S.C.), but, by week's
end, he and proposals were intact. At March 16 open meeting,
Patrick expects to proceed with plan to adopt price caps for
AT&T, but postpone adopting cap for local companies until
agency has received another round of comments. At Senate
hearing, Hollings attacked proposals, saying they would cause
degradation of service provided by telephore companies. At
impromptu press conference outside hearing room, Hollings
said there was nothing Patrick could do to make proposal
acceptable to him and, in response to question, said Patrick has
done nothing to change Hollings's earlier opinion that FCC
chairman was '‘incompetent.” However, Hollings stopped short
of saying he would try to head off March 18 votes through either
legislation or political pressure on commissioners.
O

CBS-owned knx-FM Los Angeles changed its call letters to KopiFm
and switched to an oldies format last Thursday (March 2)
Station joins four other CBS FM's broadcasting oldies.

o

Sterling Communications Corp. last week retained Gary Stevens &
Co. to sell four stations: wssL-AM-FM Greenville-Spartanburg,
S.C., and wJnx(AM)-wMSKFM) Jackson, Miss. Stevens said he
expects '‘in excess of $24 million’* for group, principaliy owned
by Prudential Venture Capital.

D.L. Taftner has cleared half-hour game show strip Talkabout on
seven Fox Broadcasting 0&0's for fall 1989. Stations are wNYw-
Tv New York, XTTV-TV Los Angeles, wrLD-TV Chicago, WEXT-TV
Boston, KDAF-Tv Dallas, WTTG-TV Washington and KRIV-Tv Hous-
ton. Talkabout, produced by Comedia Productions and distrib-
uted by D.L. Taffner Entertainment Ltd., is scheduled for na-
tional start in September.
O

Tattingers will return to NBC prime time lineup “sometime in
April,” said Bruce Paltrow, executive producer, and will be re-
titled Formerly Tattingers. Four new half-hour episodes of one-
hour show that NBC pulled from schedule will not have studio
audience and will be shot on film rather than tape. In addition,
comedian Chris Elliott, from Late Night With David Letterman,
has been signed as restaurant’s maitre d'. Network has not
announced time slot for show.

Showtime Networks inc. and Viacom Enterprises last week en-
tered into exclusive deal with Nelson Entertainment for 18 theatri-
cal films to be produced or acquired by Nelson. Showtime and
The Movie Channel will have exclusive pay television rights in
U.S. and Canada, and Viacom will control North American
broadcast television distribution rights.

Over 80 proposals for funding of either high-definition television
video display or video processing research projects were received
last week by Defense Advanced Research Projects Agency
(DARPA). DARPA plans to grant $30 million to companies
developing HDTV technology, with about $15 million going to
companies developing high-resclution video screens and $15
million tc companies working on computer chips that wiil
process video information. Defense officials were still sorting
through proposals late last week and said that list of participat-
ing companies would not be announced until middle of this
week. One company, Zenith Electronics, released some details
of its proposals for both display and processing projects. It
asked for $10 million to supplement $21.5-million project to
develop its high-resolution "flat tension mask’’ screens in sizes
ranging from 14 to 35 inches. It also announced that it will work
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in partnership with AT&T Microelectronics to develop chips for
TV set 1o receive its proposed Spectrum Compatible HDTV
transmission system. It asked for $13 million in DARPA funds to
defray some of costs of $24 million program. Other companies
that indicated they would submit proposals soon after an-
nouncement of DARPA program include North American Phil-
ips, Massachusetts Institute of Technology and New Yotk Insti-
tute of Technology.

o

Jerry Lyman, president of
RKO General's radio division,
will leave that post March 17
to become president-COO of
Radio Ventures, new compa-
ny he's starting in associa-
tion with The Carlyle Group
of merchant bankers and
1255 Equities, group of law-
yers associated with Dow,
Lohnes & Aibertson law firm
(Ralph Hardy Jr., B. Dwight
Perry and Leonard Baxt)
Group plans to acquire sta-
ticns in markets 30-75. hopes
to have first acquisition by fall. Lyman, former NAB radio board
chairman, will relocate from New York to Washington, where for
many years he headed wGMS-AM-FM.
o

LIN said that class action complaint was filed seeking to enjoin
company from invoking stockholder rights plan. Board of group
owner and cellular operator had amended plan in January re-
ducing outside ownership trigger from 20% to 15% and elimi-
nating an exception for all-cash, all-share tender offers. LIN's
stock on Friday afternocn was trading at 90%, down slightly
from week's beginning.

At urging of its affiliates, Fox Broadcasting has delayed premiere
of new Friday late night program, Revolution. Instead, program,
international co-venture mixing live and taped segments, will
be tested on Fox O&C's before going on network. Thirteen-
week test begins April 21

0

CBS said last week two previously announced midseason come-
dies will premiere March 20. Live-in, from Columbia Pictures
Television, will air at 8 p.m., and /eartland, from Witt-Thomas,
will air at 8:30 p.m. Also premiering March 20 is MGM/UA’s new
syndicated Straight to the Heart, which has cleared 60% of coun-
try

~

Peregrine Film Distribution, which recently filed for protection
under Chapter 11, said it was renewing The Spectacular World of
Guinness Records for third season in syndication. David Frost,
recently departed anchor of Inside Edition, 1s host, and his
company, David Paradine Television. has taken over financing
of program

Association of Maximum Service Telecasters urged FCC last week
not to authorize proposed radio-operated stolen vehicle recovery
system because of “significant threat of interference'’ with
television stations operating on ch. 7. Lo-Jack system involves
radio beacon that would allow authorities to track down stolen
vehicles. "'Lo-Jack is yet another proposed new service, her-
alded as desirable, which causes unacceptable interference to
the public’s television reception,”” said MST President Margita
White
m}

NBC News was expected to name Gerry Solomon executive
producer of Sunday Today, replacing Sid Feders, who in turn
was expected to be named executive producer of the division's
upcoming eight-part weekly summer prime time news series.

No replacement for Solomon, who is currently executive pro-
ducer of NBC News at Sunrise, has been named.

William F. Turner, VP and assistant 1o president of KcAu-Tv Sioux
City, lowa, former chairman of NAB television board and chair-
man of NAB's Television and Radio Political Action Committee,
has been chosen as 1989 recipient of NAB’s Grover C. Cobb
Award for broadcasters or public servants '‘'who demonstrate
unusual dedication to preserving our system of government and
the institution of free broadcasting, and to improving the indus-
try's relationship with the federal government.”

[m]

Edward L. Taylor, chairman-CEQ of Tempo Enterprises Inc.,
Tulsa, Okla., resigned to form Taylor Communications, venture
capital firm. Tempo became wholly owned subsidiary of Tele-
Communications Inc. in December.

Sources confirmed last week that Robert Pittman and MCA Inc.
are dissoiving 18-month-old partnership. According to report in
Wall Street Journal, Pittman 1s also close 10 agreement with
Warner Communications. Partnership, Quantum Media Inc,
produced two syndicated TV seties, The Morton Downey Jr.
Show and Pictionary. Bill Boggs, executive producer of Doiwney,
said: "1 don't have any information on the report, but we've got
a hit show here and I don't expect that to change.” According
to article, MCA will continue to distribute both shows and
Pittman will continue t¢ have equity interest. Pittman, former
CEO of MTV Networks, MCA and Warner have all refused
comment. However, source close to Quantum said that nothing
will be final for quite some time. “"Things are very much in the
formative stages,'’ scurce said.

Representative Charles Schumer (D-N.Y.) is holding all-day hear-
ing in New York on cable today (March 6}, where he will release
study on cable rate increases in state. Schumer also plans to
reintroduce hill this week mandating cable systems inform FCC
of rate increases. Witness list includes William Finneran, state
cable commission; Mark Foster, Microband; Remy Tomlinson,
NYNEX: Preston Padden, INTV, Norm Kellogg, Cablevision;
Robert Gutkowski, MSG, and Lisa Hock, FCC

as

Capital event. CBS-TV and AT&T played proud parents last
week, showing off their collaboration on Day One, a dramati-
zation of the people and events leading up to deployment of
the first atomic bomb (the telepiay was broadcast last night
[March 5] from 8 to 11 p.m. EST). A Washington reception
and screening was held for a number of capital luminaries,
including Senator Ted Kennedy (D-Mass.}) and Representa-
tives Bill Richardson (D-N.M.) and Ed Markey (D-Mass.).
Pictured during the event (I to r): David W. Rintels, co-
producer, Hume Cronyn, one of the featured players; Repre-
sentative Ron Wyden (D-Ore.), son of Peter Wyden, who
wrote the book on which the teleplay was based, and Pat
Faulstick, CBS/Entertainment vice president for motion pic-
tures for television and mini-series.

i
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COMMITTED TO THE FIRST AMENDMENT & THE FIFTH ESTATE

Fditorialsa

Out front on renewal

There is reason for at least one cheer to be sent up by the
nation’s radio broadcasters: a radio-only license renewal bill has
been put before the House of Representatives bv Matthew J.
Rinaldo. the ranking Republican (N.J.) on the House Telecom-
munications Subcommitiee. Still another cheer may be warrant-
ed if his bill (H.R. 1136) survives without disabling amend-
ments, and a third cheer if it becomes law.

At this moment all appears to be well. The Rinaldo approach
would decree a so-called two-step renewal process. with licens-
ees accorded renewal expectancy so long as they have broadcast
““material responsive 1o issues of local concern,”” have not
committed serious violations of the Communications Act or
FCC regulations and have not engaged in a pattern of abuse of
the act or regulations. Only if the FCC determines the incum-
bent licensee deficient in one or more of these respects will
competing applicants be entertained.

Moreover, Rinaldo would ban payments from licensees to
those who file competing applications, petitions to deny or
informal complaints. Gone forever—for radio—would be the
blackmail. the intimidation, the sham applications that have
beset licensees for so many vears.

It has taken « sea change in attitude—and timing—t0 achieve
this radio-only initiative. Television, the more vulnerable medi-
um, has always wanted radio at its side as it, too. fought for
justice at the renewal bar. Radio. for its part. always felt it was
held back in deregulatory matters by Washington's reluctance to
let up on television. Happily for rudio, renewal reform is now
far lower on the TV agenda. and the National Association of
Broadcasters, which is behind the Rinaldo bill, has been per-
suaded to let radio venwure forth on its own.

All to the good. Radio has always been the trailblazer among
the broadcast media. All in the Fifth Estate have reason to hope
it stavs ahead on this one.

Inch by inch

On Feb. 23, history was made and recorded when television
cameras were allowed into federal court to cover oral arguments
in two cases. The court was the U.S. Military Court of’ Appeals
in Washington and the cameras were part of an experiment
anmong various news organizations, including ABC, CBS.
NBC. CNN and C-SPAN, which had earlier participated in a
similar demonstration of cameras in the Supreme Court.

The mijlitary court is not bound by the archaic rules of the
U.S. Judicial Council, rules that continue to bar cameras—a
rather basic ool of television journalism—from federal courts.
The experience of this court can serve as further precedent in the
ongoing Fifth Estate fight to win access to all federal courts. to
be added to the weight of evidence in the overwhelming major-
ity of state courts that have allowed cameras.

It is time—1Ilong past time. in fact—for the judiciary to permit
television 1o do its job without handicap. In the process it will be
fulfilling the Sixth Amendment’s guarantee of a public trial for a
pubtic flung far from Florida to Alaska and united by television
as by perhaps nothing else.

The read and write stuff

We applaud Senator Howard Metzenbaum's interest in fighting
illiteracy. expressed in a letter to the editor (BROADCASTING,
Feb. 13) and earlier in comments to a National Association of

Broadcasters legislative forum. In those comments. he chal-
lenged broadcasters to go a step turther than their current public
service efforts and air programs that **will help teach illiterate
adults to read.”’

We would respectfully submit to the senator that broadcast-
ers’ public service etforts already go that step further and that
outreach is already central to current broadcaster campaigns.
While too much could never be done to improve the literacy rate
in this country, broadcasters should not be denied the credit they
have already earned.

For example, Project Literacy U.S. (PLUS), a co-venture
between commercial TV (ABC) and public (PBS). is in its
fourth year. Begun in 1985 and intended to be an 18-month
campaign, PLUS is now making plans for 1990. PLUS includes
not only PSA's—on ABC. 12 to 14 a week in all dayparts at
about a million dollars worth ot time each week over three-plus
vears—but specials and documentaries—both commercial and
noncommercial—news reports on 20/20, Good Morning, Ameri-
ca and Nightline and story lines in entertainment programing.
The beauty of the partnership with PBS, as one PBS-affiliated
PLUS coordinator pointed out, has been that they complement
each other so well.

As the project was planned, commercial broadcasters,
through the power of their reach and frequency, could heighten
awareness of the problem, while public broadcasting could
coordinate the outreach program at the Jocal level. To that end,
there are currently 383 PLUS task forces nationwide. working
with local stations and the commnwnity to put the reading-
mpaired together with those who can help them learn to read.
As one PLUS coordinator put it: **lt is a wonderful partnership.
ABC reaches the adult learner. We find the tutor.”” (In fact, the
department of education conducted a survey that credited PLUS
with increasing the number of tutors by 40% and the number of
adult learners by 14%.)

More recently, PLUS announced the Unsung Americans cam-
paign, extending their efforts 1o volunteerism in general and
combining PSA’s with a volunteer agency referral sysiem using
a database to connect callers with the proper local agencies.
Working with broadcasters will be the American Red Cross, Big
Brothers-Big Sisters of America, Boy and Girl Scouts of Ameri-
ca, The Salvation Army and the YMCA.

The common denominators of these etforts are not simply
airtime and money, but also cooperation, outreach, involvement
and action. “‘*[IJf broadcasters and legislaiors work together,
adult illiteracy is a disgrace that we can overcome,  Senator
Metzenbaum said. Broadcasters are already working on the
problem. but legislators are certainly welcome to join the fight.

Drawn for BROADCASTING bv Jack Schmidt

“I know I told you to velax your delivery, but this is a bit
much. ”
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FOR SEVEN YEARS, WE' VE
HELPED THIS BROADCAST CLIENT
TURN UP THE VOLUME.

November 2. 1951 August 30, 1984 June 11. 1986

$35.000,000 $10,000,000 3.325,000 Shares

amnfinity Broadcasting Corporation anfinity Broadcasting Corporation

sonay MINANItY Broadcasting Corporation

’ﬂh p
$26,250,000 Semior Secured Notes due 1993

Class A C Stock
with $5.000.000 Rate Adjusting Senior Secured = QEMOMESING

Warrants to Purchase Common Stock
and
$8.750.000 Variable Rate
Senior Secured Notes due 1993

July 22, 1987

$46.000.000

-nnhrity Broadcasting Corporation

"lli

Notes Series [D. Due July 1. 1994

$5.000.000 Senior Secured Notes

Series E. Due July 1. 1994 Price $12% per Share

August 4, 1988

WCK Acquisition Corp. $185,000,000
a newly-formed corporation organized

by members of management p «nnhnity Broadcasting Corporation
i !

has merged with

August 11, 1988

Convertible Subordinated Debentures
Due July 15, 2012
Convertible into Class A Common Stock

at $284 per Share o sinhnity Broadcasting Corporation

Price 100%

Since 198'1, Infinity Broadcasting has become
one of the largest owners and operators of radio
stations in the country, expanding trom three to 15
stations. Infinity operates stations in each of the
nation’s top 10 radio.markets, and Shearson
Lehman Hutton helped Infinity raise

Senior Subordinated Discount Debentures
Due 1999 with Warrants
10 Purchase Common Stock

firm can match our expertise in the broadcasting,
cable, cellular, publishing and entertainment
industries.
We are always available to help our clients
take full advantage of market conditions. Further-
more, our full-service investment

the financing to facilitate this growth.
Shearson Lehman Hutton is a
leader in providing investment bank-
ing expertise to the Media and
Communications industry. In 1988,

SHEARSON
LEHMAN
HUTTON

banking capabilities, for transactions
large and small, go beyond mergers
and acquisitions and financing to
include bridge loans and limited
partnerships.

we served as financial advisor for

more Media and Communications

transactions than any other firm.
The reasons are simple. No other

AMERICON

An American Express company

EXTRESS

Find out how our Media and
Communications industry specialists
can help you be heard. Contact Fred
Seegal at (212) 298-2385.

© 1989 Shearson L.ehman Hutton Inc



Jdeffengan
PilOl
Lommumnications

1988 was a record-breaking year in sales
for the Jefferson-Pilot Communications
Company.

JPCC
. Sales |
\ | Excellence | ¢

In addition,a select group
received the highest
honor—the JPCC Sales
Excellence Award—
presented to individuals
who reached beyond
expectations and set new standards for the

year to come.

The company’s success was due in large
part to the performances of a number of
outstanding individuals.

On January 28, 1989, Leslie Barry Bob Lewis
J PCCbLndI}czedt ngpcc Connie Blackwood Bob Lueke
membpers 1into the .
100% Club. In a year of Dee Dee Dorroll Grady C.Pridgen,Jr.
budget tightening and Bill Dutton Manny Rosales
increased competition, Melinda Holt Terri Shea
these men and women distinguished them- Dave Kabalkoff Linda Scott
selves by attaining 100% or more of their sales
goals for 1988.
Tim Alwran Bob Lewis
Leslie Barry Bob Lueke KSON-AM/FM San Diego WLYF/WNWS Miami
Connie Blackwood George Manasco B — -
Karla Burchett Cathy McKee KYGO-AM/FM Denver WAXI-AM/FM Atlanta
Jim Butts Cindi Marshall S S
Mike Dana Bo Pittman WBCY-FM Charlotte WWBT-TV Richmond
Dee Dee Dorroll Grady C. Pridgen,Jr. - .
Bill Dutton . Barry Roach WBT-AM Charlotte WBTV Charlotte
Dorothy Fitzpatrick Manny Rosales B - B
Ron Gay Terri Shea Jefferson-Pilot Jefferson-Pilot
Holly Holmes Linda Scott Data Services Retail Services
Melinda Holt Ted Scott e -
Jefferson-Pilot Jeff -Pilot
Patty Hord Kathi Tomsyck Til:pr:;ucti:ns S;o::: ‘;Ennter;rises
Terry Janssen Diane Tregurtha
Dave Kabakoff Liza VanHorn Co-Opportunities

Denise Lamoreaux Barbara Wilson -

JPCC applauds the success of this
exemplary group of sales professionals.



