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59/ NOT NOW

Supreme Court rejects two
cable cases for review.

35/ 1990 OUTLOOK

Abundance of new shows
and limited number of station
time periods leads some to
describe this year as “buyer’s

 Food for thought... .

criticism from convention participants about new ruies
governing NATPE show in New Orleans,

79/ BIG PICTURE

market."”

HBO President E. Thayer
37/ THOSE Bigelow has seen both sides
INTERESTED now, building on his

experience heading cable
system operations, as he
heads HBO's marketing and
affiliate efforts.

Participants of media
regulation panel say fin-syn
issue would be better
resolved by parties involved.

80/ TCI SPLIT

Tele-Communications Inc.,
nation’s largest cable MSQO,
says it will spin off nearly all
of its cable programing
interests and some of its
cable systems into separate

39/ PROGRESS
CHECK

Panelists discuss progress
made in meeting growing
economic presence of
minorities in TV marketplace.
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programing executives announce commitments for
new programs. PAGE 27.
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Americom would like to thank its

clients for making us #1 in radio
station transactions in 1989.

WEEX(AM)»WQQQ(FM), Easton-Allentown, PA  $10,100,000 WNOE(AM/FM), New Orleans, LA $7,250,000

WYNG(FM), Evansville, IN KZTR(AM/FM), Oxnard-Ventura, CA $5,200,000
WFTC(AM)-WRNS(FM), Kinston, NC ] $18,600,000 WSOM(AM)-WQXK(FM), Salem-Youngstown, OH  §5,500,000
WYAVEM), Conway-Myrle Beach, SC WSIX(AM/FM), Nashville, TN $16,000,000
WFBR(AM)-WLIF(FM), Baltimore, MD $32.000,000 KMPZ(EM), Memphis, TN §6,000,000
WEOG(FM), Norfolk, VA — KKBB(FM), Bakersfield, CA $3,300,000
WHIQUiSh AR ARIW), Borceserii el WDAN(AMWDNL(EM), Danville, 1L 52,350,000
Xg&g}?gﬂ@tﬁ& }\\\JITST(IIF(G? ijﬂj\iR( FlM), é&:lamazoo, Ml $11,000,000
( Dhil- i M), Los Angeles, 8
NPT S l&i?lmgm bC $370.000.000 KHOW(AM)KSYY(FM, Demer, CO $101300,00
KILT(AM/FM), Houston, TX KIQY(FM), San Diego, CA (to Westwood One)  $19,000,000
WLLZ(EM), Detroit, MI / KTRH(AM)-KLOL(FM), Houston, TX e
KODA(FM), Houston, TX (to Command Comm.) ~ $22,000,000 KSMG(FM). San Antonio, TX .
KIQY(FM), San Diego, CA (to Command Comm.)  $15,000.000 WMYU(FM), Knoxville, TN $11,600,000
WGKT(AM)-WPHD(FM), Buffalo, NY $6.400.000 WSOK(AM)-WAGU(FM), Savannah, GA
KVKIAM/EM), Shreveport, LA p— KNAN( M), E?]()nr()e LA ) $11,000,000
KBFM(EM), McAllen-Brownsville, TX ML WKXIAM)»-WTYX(FM), Jackson, MS
KQLH(FM), San Bernardino, CA $7.700,000

Call us today to discuss your growth plans for the 90's.

Bill Steding Dan Gammon Paul Leonard

Top - 25 Markets Northeast and Central Southeast

AMERICOM

Radio’s New Breed of Professional Brokerage and Financing Specialists

1130 Connecticut Avenue, N.W. / Suite 500 / Washington, DC 20036 / (202) 737-9000
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NEW ORLEANS

Getting ’em in the tent

Hype wasn't restricted to
convention floor at NATPE, with
syndicators ponying up
$200,000-$250,000 for over-air
advertising campaigns on at
least five New Orleans
television stations,

according to Ron Jones,
general sales manager,
WVUE-Tv. Major distributors
buying local spot time
included MCA TV, Guber-
Peters Television, 20th

Century Fox, Columbia Pictures
Television, Group W,

Viacom and ITC Domestic
Television.

Jones says Guber-Peters
was looking for major presence
at convention (since
changing title from Barris
Television) by using spot
time in all dayparts, while other
syndicators bought time in
just early morning and late
fringe dayparts. He also
said Guber-Peters spot buys
accounted for over half of
total convention media
expenditures from
distributors.

Brooks Hogg, national
sales manager, wbsu-Tv New
Orleans, said he pitched
120-150 distributors last
October for local spot buys
during convention based on
research compiled by NBC,
indicating that morning Today
show and late fringe Tonight
Show “index well" with
travelling executives.

WASHINGTON

Sting is in the tail

FBI drug bust last week of
Washington Mayor Marion
Barry may have cleared way
for much-speculated mayoral
run this year by Rev. Jesse
Jackson, but unforeseen arrest
carries sting for Jackson's

new hour talk show, Voices of
America, as well. Fall 1990

comment, but noted
Washington mayoral candidacy
would not stop Jackson from
syndicating show elsewhere
around country.

It could happen

There may well be some
pomp and circumstance at
National Association of
Broadcasters annual
convention in Atlanta, March
31-April 3. NAB has invited
President Bush to
convention, and White House
has said it will do its best to
get him there. NAB has allotted
$25,000 for presidential
appearance in its new budget
(see page 42).

Down to business

Bradley P. Holmes is taking
seriously his new title as U.S.
coordinator and director of
State Department's Bureau of
International
Communications and
Information Policy. He took
lead in setting up regular
meetings with colleagues at
FCC and at Commerce's
National
Telecommunications and
Information Policy for
discussions of issues that cut
across their lines of
responsibility—for instance,

| World Administrative Radio

Conference in 1992 to deal with
mobile communications and
high-definition television
matters, among others. First
meeting with FCC Chairman
Alfred C. Sikes and Janice
Obuchowski, head of NTIA,
was held in Holmes's office

on Dec. 19, when decision was
made to hold future

meetings quarterly (more often,
if necessary), with principal

deputies meeting in interim.
Holmes, in his confirmation
hearing and in remarks at his
formal swearing-in last

month, stressed that he favors
"collegial approach” to
dealing with issues. Success in
working together would set
current crop of executives
concerned with national
telecommunications policy
apart from some other sets
over recent past, when officials
spent time and energy

warring over turf.

HAWAII

Aloha

HBO may have cut out party
at Western Cable Show, but it
has not done away with
tradition of entertaining top
echelon of cable industry in
summer climate over Super
Bowl weekend. Hawaii is

site of this year's extravaganza,
and HBO wilt likely have

more than just client
entertainment on its mind.
Unlike previous years, it has
two basic cable networks to
sell—Comedy Channel,
recently launched and in
dogfight with MTV's HAI
network, and Movietime,

now under HBO management.

LOS ANGELES

Twain could meet

New twist has developed in
battle of new children’s
program networks. Fox
officials have asked Warner
Bros. Domestic Television
Distribution, which is launching
Tiny Toon Adventures and
Merrie Melodies in fall, to join

forces with Fox Kid's
Network, also launching next
September. Commenting

last week, Warner domestic
syndication president Dick
Robertson confirmed alliance
with Fox Kid's Network was
"one option” on table.
Robertson said talks to date
were preliminary. Further talks
are likely, he said. "We're in
the very early stages on this
and one of our options is to
go with Fox."

Fox sources say alliance
makes sense, with at least four
producers attempting to
carve out stripped children’s
program blocks (Fox,

Warner, Buena Vista and DIC).
"It makes a lot of sense for
Fox,” said Robertson. "Whether
it makes sense for us, | don't
know. If we can figure out a way
to do something with them

that satisfies our needs, it's very
possible we'll make a deal.”

Service with a smile

Premiere Radio Networks,
radio comedy programing
distributor, is looking to
expand into station ownership
with purchase of two FM's in
top-50 markets in Midwest.
Letters of intent have been
signed and deals are expected
to close this month. Source
close to deal says three-year-
old company is looking to

buy third FM as well next year.

ROCHESTER

Expansionists

Cable channel warc-Tv
Rochester is launching what
will be market's only 10 p.m.
nightly half-hour newscast.
Cable channel is programed

Cable glitterati

Cable's big western weekend

culminated with ACE awards (story
page 46) at Wiltern Theatre in

Hollywood. Attending
(to r): National Cable

show was declared firm go at
NATPE last week by
syndicator Warner Bros., with
clearances in more than half
of country. Voices has not yet
cleared in Washington,
however, and if Jackson were
to declare, equal time rules
would effectively prevent any
station there from carrying it.
Warner Bros. declined to

Television Association President I
Jim Mooney; Arthur Sando, vice
president for marketing and
communications, Turner
Broadcasting System; Mrs.
Mooney, and Senator Conrad
Burns (R-Mont.). |
Burns is considering cable-
telco bill aimed at creating
“procompetitive” environment
beneficial to both industries.

Broadcasting Jan 22 1930



THERE WAS ATIME
EROSION WAS SOMETHING
YOU READ ABOUTIN FARM
PUBLICATIONS.

Used to be, you could run a test pattern and get a 30 share. Today, you need a rep whose sales force
has the resources and resourcefulness to help you compete for both dollars and audience.

That’s why Blair automated
tracking of TV program performance.
With data retrieval computerized,
Blair now has more programming
consultants with more time to aid
clients in assessing a program's
viability for their markets.

And it’s the reason Blair's

handling of unwired TV networks
has succeeded in returning old friends—and in attracting new ones—to the value of local TV advertising.
Automated programming data. Unwired networks. Two of the ways Blair's salespeople uncover

patterns that lead to growth for our client stations.

WHAT HAS YOUR REP DONE FORYOU LATELY?
BLAIRTELEVISION | .8

A subsidiary of John Blair Communications. Inc.
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like local independent station
on Time Warner's Greater
Rochester Cablevision system.
Expected to launchin

second quarter, channel
general manager John Orr is
betting newscast will help pull
over $1 million in local
advertising over next year.
Channel expects to

generate another $1 million in
spot dollars. It already does
news inserts and expects to
expand news staff from four
to about two dozen full-time
and part-time positions.

LEX|NGTON

Pay radio

Sports Communications of
Lexington may be on to new
means of raising revenues
for sports radio broadcast
rights holders. Joint venture
with Lexington stations wvLK(aMm)
and wkyT(Tv), Host
Communications, and
University of Kentucky, it
began using 900 phone service
so UK basketball fans
across nation can listen into
radio broadcasts from
WVLK(AM) Lexington. Callers are
charged 75 cents for initial
minute and 45 cents each
minute thereafter. Full game
is expected to cost between
$55 and $68. UK is banned
from live TV for NCAA rules
violations.

University of Tennessee,
to which Host owns broadcast
rights, used similar service
during fall football games. For
games not available on
broadcast or basic cable, or on
pay per view, UT averaged
approximately 8,000 caller
minutes per games. Despite
start-up costs of up to $10,000,
$2,500 monthly fees and
fees on each call, most stations
have necessary facilities to
create program or message,
sources said.

CHICAGO

Cosmetics

Following initial results of
Frank Magid study of general
manager and viewer
attitudes to syndicated talk
show host Geraldo Rivera,
Geraldo producer Tribune
Entertainment has put
together group of 30-second
and 60-second promotional

emissions.

tive to “squeal.”

P o e
Dragging feet on NRSC

Although large majority of AM broadcasters seem to have approved
of FCCs mandate of compliance with National Radio Systems
Committee (NRSC) standards, some are planning to ignore com-
mission’s order. Circuit Research Labs (CRL), Tempe, Ariz., manu-
facturer of broadcast audio processing equipment, which has been
telemarketing to AM stations to sell its NRSC processors, estimates
that only about 80% of AM stations will have converted to NRSC
audio standard by FCC's deadline of June 30. CRL estimates that
about 1,800 stations, or 36%, have converted so far. In 1994,
stations will be expected to comply with NRSC emission standard,
also know as “RF mask.” However, those missing deadline for
installation of audio standard will be required to immediately con-
vert to RF mask and may also be subject to penalty for out-of-band

According to CRLs Bill Ammons, there are two common reasons
given by those stations planning not to convert by deadline. Some
say they expect commission to grant six-month extension of dead-
line. Others say that it would likely take years for FCC to catch them
| if they are in violation and that they will take their chances.

Bill Hassinger of FCC’s Mass Media Bureau says he has not
heard of any sentiment within commission in favor of extending
June 30 deadline and that he is personally against idea. As for
those ignoring deadline, Hassinger warned that complying stations
adjacent to stations emitting signals out of band would have incen-

spots aimed at lightening
Rivera's image and

reinforcing his long standing in
investigative TV. Tongue-in-
cheek spots feature adolescent
version of Rivera

investigating mysteries of
cafeteria food, locker room
shorts and principal's office,
while voice-over

emphasizes his years in news
business. Although at least
one major market program
director was skeptical about
their effectiveness, Tribune
hopes spots may counteract
study’s findings that Geraldo is
viewed as going overboard

in exposing, rather than
investigating, subjects.

PRINCETON

Scrambling at issue

Direct broadcast television
programing on Satcom K-1 will
not be accessible to de

facto industry standard
Videocipher I (VCI)
descramblers, says source
close to negotiations

involving group of MSQO's and
Princeton, N.J.-based K-1
owner-operator GE Americom.
"Why would you start a
business and use an
encryption system you knew
was compromised?" said
source, referring to

estimated half million or more
pirated VClI's. Nevertheless,
VClI maker General Instrument

is not out of running to
participate in plan to distribute
eight broadcast and two
pay-per-view signals via
medium-power Ku-band
bird. K-1 advocates, said
source, have not discounted
using soon-to-be-distributed
VCII-Plus system.
Programers using Plus
have option of offering or not
offering upward
compatibility to owners of first-
generation VCII
descramblers, since 56 of
Plus's tier bits—each
representing code for
channel—are accessible to
VCIlI's and 200 other bits are
not. Source said using one
of 200 bits not accessible to
VCIi's, or adopting
altogether different system,
would not blow hole in
Videocipher's de facto
standard status, but would,
rather, only introduce
“complementary system" for
home dish owners already in
possession of VCII.

WEST GERMANY

Strange bedfellows

Unusual alliance that could
change face of European
satellite pay TV business is
now under early discussion in
West Germany.

Bertelsmann, world's largest
media conglomerate, and

Broadcasting Jan 22 1990

rival media giant Kirch Group
have begun talking of
possible merger between two
competing satellite pay

movie services, in large part to
avoid state of war apparent
between Rupert Murdoch's UK
satellite service Sky

Television and launch-hopeful
British Satellite

Broadcasting. Bertelsmann, in
partnership with French

Canal Plus, Europe's leading
pay channel, is well along in
plans to launch its pay movie
service, Premiere, next
September. But Kirch Group,
which has already started
satellite-to-cable movie service
TeleClub in parts of West
Germany, holds vast library of
film and TV program rights,
particularly from Hollywood,
leaving little top box office
material for any other service.
Potential Bertelsmann-Kirch
partnership would also make or
break satellite business

there, since TeleClub is on
Kopernicus bird and

Premiere would be on Astra or
Franco-German DBS bird
TV-SAT2 and merger would
leave one out in cold.

Germany is considered by
many to have greatest
potential for pay of Europe's TV
markets.

ORLANDO

Good taste, bad timing

Future of wert-Tv Caguas

and wSUR-Tv Ponce (previously
owned by Lorimar, bought |
by Warner and now licensed to
Teleonce Corp., former FCC
commissioner Anne Jones,
trustee), both Puerto Rico,

may be decided soon. Stations
were to be purchased by
Timothy Brumlik for $23 million,
but Brumlik's arrest for
laundering drug money and
drug trafficking put sales on
hold (BROADCASTING, Sept. 25).
Trial for Brumlik, who also is
55% owner of WTSG(Tv) Albany
and 85% owner of WGNM(TV) 1
Macon, both Georgia, is due to
start today (Jan. 22.) and, if
convicted, he could face 20 years
in prison. Depending on
outcome, FCC will decide what, if
any, action it will take. Brumlik
was re-arrested in Orlando prison
for allegedly bribing guard to
bring him fifth of Johnny Walker
Black, according to Florida

State Investigators handling
case.




How to take control of

S N R TS T e R

MCS-2000 Master Control Switcher

Go ahead, be ambitious. Controlling a broadcast
station is no small potatoes, but these advanced products
from BTS make it easy by giving you total control of all
on-air programming from two
workstations.

The MCS-2000 Master Control
Switcher together with the BTA-2300
Automation System automate many of
the routinc operations that are cur-
rently handled by staff. which
makes both your people and
your equipment more efficient
and productive. Computcrizing
your station also drastically
reduces programming errors.
Since that prevents make-
200ds. the system quickly pays
for itsell.

You simply pre-
program the BTA-2300
Automation System to air
all programs. station and

BTA-2300 Automation System

BTS is Broadcast Television Sy

. & joint ¢

commercial breaks exactly as you want, in real time. The
Master Control Switcher accesses material from whatever
sources you select: Betacarts, character generators, live
feeds or satellite systems, for instance.

The MCS-2000 is user configurable, so you can
select (and change) which buttons access which sources.
Since it uses the existing outputs from the routing switcher,
you don't need a second router. And its on-air bypass
feature lets it serve as a simple production switcher if
necessary.

The computer system is not only powerful, it’s
extremely flexible, allowing you to revise the program on
a moment’s notice. And there’s no more reliable automa-
tion system available. Both products go through 100%
computerized factory testing and have a 5-year warranty.

So take a controlling interest in the station. Find

out more about the MCS-2000 BTS

Master Control Switcher and the
BTA-2300 Automation System.

The name behind
what’s ahead.

For complete information and
technical specifications. call
BTS at 1-800-562-1136, ext. 31.

pany of Bosch and Philips: P.O. Box 30816, Salt Lake City. UT 84130-0816.



BY THE NUMBERS 1 '

fter a week tied for first place, Cosby and
Cheers (pictured) were knocked out by
Roseanne for the number-one slot of
Week 17 (Jan. 8-14). Roseanne pulled in a 26.4
rating and a 38 share while number two Cosby
posted a 23.3/36 and number three Cheers had a
22.2/34. For the season to date, that gives Ro-
seanne a 24.1/36, according to Nielsen, while the
other two combatants for first have a 23.6/39
(Cosby) and a 23.0/36 (Cheers).
For the week, NBC came out on top with a

15.4/24.9 compared to CBS's 13.4/21.5 and ABC’s
13.2/21.1. While ABC won Tuesday, Wednesday
and Friday nights, the stronger wins of NBC on
Thursday and Saturday powered that network to
the top. The other two nights of the week, Sunday
and Monday, were won by CBS.

in the network news race, ABC was back on top
after being beaten the previous week by CBS.
ABC's World News Tonight was victorious in Week
17, posting an 11.9/21 to the NBC Nightly News's

“By the Numbers” continues on page 12

Week 17 © Jan. 8-Jan. 14

Rank/rating © Network © Show

Ranlyrating O

Show

Network ©

B4 dd 9> 4 4 4>

> > 4 4
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15.5/26 A Family Matters

15.4/123 A Doogie Howser, M.D.
15.2/23 N Mon. Movie: Drug Wars, pt. 2
14.7/22 N ALF

14.4/25 ¢ Knots Landing

14.4121 ¢ Major Dad

14.3/25 N Amen

14.123 A Perfect Strangers

13.7120 A MacGyver

13.422 ¢ Dallas

13.4/22 A Just the Ten of Us
13.4/20 C Rescue: 911

132122 ¢ Doctor, Doctor

13.019 F Married...With Children
13.0/20 N Night Court

12.823 n 227

127119 F The Simpsons

125120 A Anything But Love
12.3/22 A China Beach

122119 A Father Dowling Mysteries
11.7119 A thirtysomething

11.621 N Quantum Leap

11.5118 N Magical World of Disney
11.5/19 N True Blue

11.4118 A Sun. Movie: Jury Duty

56 11.3/18 N My Two Dads
57 11.216 ¢ Famous Teddy Z
58 11.1/20 c Wiseguy

59 11.0116 A Free Spirit

N23238833ggr2g23

4d4dv94A949qAv4q99adaP qd 9999949499y 49 < 9 9 49494949

11.0/19 N Mancuso, FBI

109119 ¢ Falcon Crest

10817 c 48 Hours

10.7117 ¢ Tue. Movie: La Bamba
10.5116 ¢ Island Son

10.5/16 A Young Riders

100117 N Baywatch

10.0/16 A Life Goes On

9817 ¢ Max Monroe: loose Cannon
9.3114 ¢ Beauty & the Beast

9114 F America’s Most Wanted
8.7115 A Mpystery Movie: B.L. Stryker
82115 ¢ Paradise

73 80115 ¢ Sat. Night With Connie Chung
74 7914 A Primetime Live

75 7.7114 A Mission: Impossible

76 7513 £ Cops

77 7112 £ Totally Hidden Video

8 7011 F Open House

78 7012 ¢ Tour of Duty

80 5.2/8 £ 21 Jump Street

81 5.1/8 F Booker

82 4.8/7 ¥ Alien Nation

83 4617 £ Tracey Ullman Show

84 4.5/8 F Reporters

85 3.0/5 F I's Garry Shandling’s Show

RATINGS ROUNDUP
Rank/rating © Network O Show
1 A 264/38 A Roseanne
2 v 23336 N Cosby Show
3 v 22234 N Cheers
4 A 21433 N Differemt World
5 W 212136 N Goliden Girls
6 ¥ 20431 C 60 Minutes 31
7 19.8/31 ¢ NFC Championship 32
7 A 198134 N Empty Nest 33
9 A 19.3/30 N Dear John 34
10 ¥ 19027 A Wonder Years 35
11 A 18728 A Coach k]
12 A 18628 A Who's The Boss? 37
13 v 18527 ¢ Designing Women 38
13 A 185082 N LA Law 19
13 A 18528 ¢ Newharr 40
16 B 180/27 A Am. Funniest Home Videos 40
17 ¥ 179728 N Unsolved Mysteries 40
18 A 17.8/28 ¢ Sun. Movie: Pair of Aces 43
18 A 17.828 N Sun. Movie: Without Consent 4“4
20 Vv 17.5125 ¢ Murphy Brown 4
21 A 17.4/26 A Head of the Class 46
21 ¥ 17.4/26 N Matlock 47
23 A 16929 A Full House 48
23 V¥ 16.9/27 A Growing Pains 49
25 164/24 N Hogan Family 50
26 161/25 N Tue. Movie: Drug Wars, pt. 3 51
27 A 158/28 A 20120 52
28 A 15824 C Jake and the Fatman 53
29 m 157/24 A Mon. Movie: Rock Hudson 53
29 WV 157/29 N Hunter 55
Guide to symbols '

v —Down from last week

A

—Up from last week

Source: Nieisen and Broadcasting’s own research.

—Premiere broadcast

FREEZE FRAMES: Syndication Scorecard *

Week ended Jan. 7

6.6 155 95

Star Search (TPE)
Geraldo (Paramount) 6.2
Chip 'N' Dale (Buena Vista Television) 5.6
Ducktales New Year’s Day (Buena Vista) 5.6
214 99 People’s Court (Warner Bros. Domestic TV) 5.6
187 96 Family Feud 2 (LBS) 5.5
184 89 The following shows were rated, but not ranked

166 95 Wrestling Network 6.4 168 92
232 97 World Wrestling Federation (WWF) 8.2 234 97
228 99

Stns Covg

225 99
215 99
202 97

Rank Program (Syndicator) Rig

Wheel of Fortune, syn. (King World) 15.4
Jeopardy! (King World) 13.7
Cosby Show (Viacom) 10.4
Oprah Winfrey Show (King Worid) 9.9
Current Affair (20th Century Fox TV) 9.4
Wheel of Fortune, wknd. (King World) .
Entertainment Tonight (TPE)

Star Trek: Next Generation (Paramount)

Donahue (Multimedia)

* Nielsen weekly pocketpiece

199 99
171 96
155 93
169 90
114 78

1
2
3
4
)
S
7
]
9

Source: Nielsen and Broadcasting’s own research.
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The Century switcher:
Good for generations to come.
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Er%erz gy video system.

Is it digital?
: s it analog?
! ? We think the
rlght answer is, “It’s both”

Of course, “all digital” may
appear to be the way to go at the
purely theoretical level, but in a
competitive environment where
the highest possible picture qual-
ity at the lowest cost is the key to
business success, we think that a
hybrid system is the answer. By
“hybrid” we mean composite digi
tal VI'Rs teamed with an analog
composite switcher of appropriate
size for the primary tasks
encountered.

For example, our Century
Series switcher will cost an

ERSsE NS W E=F

estimated 50% to 70% less than a
digital version of equal power.

Its meticulous design and un:
matched video manipulation, plus
layering and keying capabilities,
keep video quality high by reduc-
ing the number of generations
that would be required on smaller,
less capable devices (whether
they be analog or digital). And,
because Ampex continues to
support Century with powerful
enhancements, it will give you a
“new” look for years to come.

And if you're termpted to solve
the cost/performance problem by
using a smaller, less expensive
digital switcher, think about how
many more generations will be
needed (and how difficult pre-
viewing layers can be) on smaller
switchers!

© 1988 Anipex Corporatin
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Consider the pros and cons
carefully. You will have already
solved your most serious multi
generation problem with a digital
VTR. However, attempting to
convert completely to digital may
not be justified considering the
small incremental gain in quality,
and the huge incremental cost of
a full digital system. (Remember,
there's a lot more than just a
switcher involved.) So take a close
look. You may conclude, as we
have, that the answer is, “both”

[f you need more information,
or just need to toss some digital/
analog ideas around, call Ampex
at 1-800-20AMPEX. We're here to
help.

AMPEX

BC-010-CENG



BY THE NUMBERS 2

Summary of

Broadcasting & Cable

' BROADGCASTING

SERVICE

TOTAL *

“By the Numbers” continues from page 10

10.9/19 and the CBS Evening News's 10.8/19. Also in the news
numbers, ABC’s 20/20 tied its highest rating of this season with its
15.9/28, putting it 27th for the week.

Among the shows premiering, ABC's America’s Funniest Home
Videos made the biggest impression, scoring an 18/27 on Sunday

_Commercial AM 4,966 257 3223 to finish 16th for the week. Fox's The Simpsons came in 47th with a
 Commercial FM 4,251 779 5,030 12.7/19, also on Sunday. ABC's Free Spirit's Sunday debut gar-
" Educational FM 1,414 261 1,675 nered an 11/16 to finish 59th and Fox's Totally Hidden Video got a
_® Total Radio 10,631 1,297 11,928 7.1112 10 finish 77th
Commerclai VHF TV 548 21 569 M k t s
| Commerclal UHF TV sS40 109 739 ar e COp e
__Educational VHF TV 123 5 128 } )
: ,”°‘T ona = =5 = =T Media stocks took their share of a beating in last week's market.
__Educational UHF Lafge capitalization media issues, which had benefited late last
_® Total TV 1,436 248 1,684 year on the upside, took most of the downturn last week, while
" VHF LPTV 300 205 505 over-the-counter media issues held up reasonably well. One no-
- UHF LPTV 324 1,508 1,832 ticeable exception was Westwood One, which fell from 9% to 7.
» Total LPTV 524 1713 2,337 Virtqally every !ndustry se_gment was affected by the selling, in-
T o e cluding Entertainment, which may have been partly influenced by
ERGEBUNIS atocs ; impressions from last week's NATPE convention, at which many
financial observers were in attendance. Paramount was down
almost 10%, to 45%s, while Orion Pictures Corp. fell aimost 14%, to

18%. Shares of the networks and group owner/publishers were
also off, but one stock bucking the trend of recent weeks is group
owner Liberty Corp., which rose slightly to 44z, up more than 10%

 Yotal subscribers E 50,897,080 over the past month. An A.G. Edwards analyst cited earnings
ol haakeh 73,900,000 improvement and investor attention from Industrial Equity, a Hong
Kong-based concern, which recently disclosed a stake-—last

__Total systems %00 Tuesday it was reported to have increased to 7.02%. Also the
Household penetrationt 56.4% subject of an SEC 13D filing was Time Warner affiliate American

. __Pay cable penetration 29.4%

Television & Communications, 9.1% of which was reported last
Wednesday to be now owned by PTS Investors, described as “an
affiliate of JMB Realty Corp.

* Includes off-air licenses. t Penetration percentages are of TV household universe of

80.4 million. ' Construction permit. 2 Instructional TV fixed service. * Studio-transmit-

ter link. Source: Nielsen and Broadcasting's own research Stock Index Notes: T-Toronto. A-American, N-NYSE, O-NASDAQ. Bid prices and common A
stock used unless otherwise noted. P/E ratlos are based on earnings per share for the previous

2 months as published by Standard & Poor’s or as obtained by Broadcasting's own research

STOCK INDEX 1

Market Market

Closing  Closing Capitali- Closing  Closing Capltali-

Wed Wed Net Percent PIE  zation wed Wwed Net Percent PE  zation

Jan 17 Jan 10 Change Change Ratio(000,000) Jan 17 Jan 10 Change  Change Raﬁo(OOO.@_bl'

BROADCASTING BROADCASTING WITH OTHER MAJOR INTERESTS
N {CCB) Capital Cities/ABC 535 547 -12 ~0219 22 9629 N (BLC) AH. Belo 35 3/8 37 58 ~ 214 -0598 4T m
BS) CBS 175 182 /4 - 7 14 -0397 15 4134 N (AFL) American Family 15 78 17 -1 18 -0661 14 '1,288
A (CCU) Clear Channel 12 78 13 34 - 78 -0636 128 50 O IACCMA| Assoc. Commun, 33 1/4 35 12 -~ 2 14 -(633 -B1 619
A _(HTG) Heritage Media 338 3 M _-_ 12 -190 2 121 N (CCN) Chris-Craft 35 35 W8 - 98 =028 5 833
O {JCOR) Jacor Commun. ss8 5 34 - 18 -0217 4 55 0_(DUCO) Durham Corp. 30 34 30 14 12 0165 27 259
0 (LINB) LIN 112 518 115 1B - 212 -0217 63 5781 N (GCH Gannett_Co. 40 718 42 1B - 2 -0466 17 6595
©0 10BCCC) Olympia Broadcast ‘8 ki 00,00 0_(GACC) Great Amer. Comm. 8 14 8 12 - U4 -0294 2 259
O (OSBN} Osborn Commun. 11 3/& 12 - ta -p208 7 79 N (3P} Jefterson-Pilot 40 14 40 34 - 12 -0122 13 1513
0 {OCOMA} Outiet Commun. 22 12 25 - 242 -1000 27 147 N (KRD) Knight-Ridder §3 55 12 - 212 -0450 12 2.726
A (PR) Price Commun. s s8 6 18 - 12 -0816 -1 51 N_{LEE) Lee Enterprises 29 78 30 78 -1 -0323 -~ 17 29
0 [SAGB) Sage Broadcasting 2134 2 34 0000 210 N (LC) Liberty 44 12 44 12 0113 25 376
0 ISCRP) Scripps Howard 63. 64 -1 -0156 3@ 650 N (MHP) McGraw-Hill s9 14 56 12 2 34 0486 15 288t
0 (SUNNC) SunGroup Inc. 2 1B 8 0666 2 4 A (MEGA) Media Geperal 29 858 31 12 - 178 -0595 740 782
O (TLMD) Telemundo 5 %8 B.34 - 38 -0652 -2 122 N_{(MDP) Meredith Corp. 32 38 M -~ 158 -0477 18 604
0 (TVXGC) TVX Brosdcast 4 18 4 180312 3 O (MMEOC) Multimedia 85 34 @ -~ 6 14 -0679 32 969
%0 (UTVI) United Television _xic.34 85 Weemodadid  -0354 48 37 A (NYTA) New York Times. 25.7/8 2,38 - 42 -0189 13 203

Broadcasting Jan 22 1990
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Grow.

Six years ago, Sally
Jessy Raphael spoke her

first words on TV. Now
in 1989 her words are
broadcast by 126% more
stations than in 1983.
The Sally Jessy Raphael
show. Her success speaks
for itself.
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Sm
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BY THE NUMBERS 3

| STOCK INDEX 2

Market Market
Closing  Closing Capitali- Closing  Closing Capitali-
Wed wed Net Percent PE  zation Wed Wed Net Percent PE  ration
Jan 17 Jan 10 Change Change Ratio(00G,000) Jan 17  Jan 10 Change Change Ratio(OO0,0oqﬂ
N (NWS) News Corp. Lid. 20 38 22 ¥4 - 238 -1043 7 5469 N (SAA) Saatchi & Saatchi 12 ¢/4 13 38 - 1.18 -0841 9§ 1897
0 (PARC) Parck Commun. 20 2 -1 -0476 20 414 O (TLMT) Telemation 2 g2 2 12 0000 41 1
O (PATD Puiitzer Publishing 29 3/4 30 34 - 4 ~0325 15 31L_A (UNV) Unitel Video 12 18 13 341581181 19 2
% (REL) Reliance Group Hold. & 314 6 - U4 -p4t6 23 428
& (RTRSY) Reuters Lid. 50 38 52 12 - 2.8 -0404 26 22883
© (STAUF) Stauffer Commun.__146 148 00.00 48 146
N (TMC) Times Mllmr. . 34 s)8 37 - 238 -0641 13 4433 CABLE
O (TMCI) TM Communications 5/32 1R - 116 - 286
N (TRB) Tribune 43 45 18 - 218 -0470 14 3415
B8 (TBSA) Tumer Bestz. ‘A 45 S8 51 =558 =1053° -19 103924 (ATN) Acton Corp. 14 4 78 78 -0588 3 %
A (TBSB) Tumer Bestg. ‘B’ 43 12 49,38 -5 7/ 1183 -18 {185 ©O (ATCMA)Amer. YW & Comm. 39 3[4 40 12 - @4 -018 57 43%
A (WPOB) Washington Post 286 293 Y4 -7 34 -0283_.9 3078 0O (CTEX) C-Tec Corp. Y%y 3/4__25 Re—-1-34 -0686 28 405
A (CVC) Cablevision Sys. ‘& 32 3437 12 - 4 34 -1286— -5 723
A (CTY) Century Commun. 11 2 38 -138 1412 aid
0 (CMCSA) Comcast 14 34 16" tA - 1 3B  -0852 17 148
A (FAL) Falcon Cable Systems__.37 3/8 1878 - 1 12 0794 45 m
PROGRAMING 0 (IOIN) Jones intercable 14 718 15 1/2 8 -0403 7 1
T (RCLA) Rogers Commun. ‘A’ 126 138 -12 - 87 -233 1,862
0 (ALLT} AH American TV 212 2. 58 - 18 -0476 3 T (RCLB) Rogers Commun. ‘B 101 22 107 12 - 6 X820 4480
A (CLR) Color Sfstems 212 2 I 000 2 13 O (TCAD TCA Cabie TV 14 38 B3R - 13 -1060 30 96
©_(DCP)) dick clark prod. 6 3 6 34 0000 25 55 @ (TCOMA) Tele-Commun. 15 1/4 16 12 < 1M -0757 190 538
N (DIS) Disney 130 /8 116 34 - 6 58 -0567 24 14817 N_(TWX) Time Warner 114 34 11678 - 218 -0181 23 7378
O (FNNI) Flnancial News 7 7 14 14 -0344 4t 85 O (UAECA) United Art. Ent. A 16 2/2_18 38 - 1 78 =1020 .10 22%
A (FE) Fries Entertain. 288 2 3 - 18 -0526 2 11 0 (UAECB) United Art. Ent. B 16 /a4 18 38 - 1 58 -0884 25 _ 1106
A (HHH) Heritage Entertain. 1 58 1. .34 - WR -0714 4 8 N.UVIA) Viacom 52 S8 58 12 + 8578 -1004 34 2808
A [HSN) Home Shopping Net. 8 14 8 34 - 12 -057t 1® 738 N (WU) Western Union 132 B3RN0 2. E
N (KWP) King World 39 12 40 34 - L4 -0306 13 %1
O (KREN) Kings Road.Enterfain.. 9/32 114 1/32 12.50 1
N (MCA) MCA 58 61 78 - 378 -0626 2 4,251
[R_(MGM) MGMUA Commun. 13 15 U4 - 214 -5 6 6%
A (NNH) Neison Holdings 10 14 11 3 - 118 -098% -7 384
O (NNET) Nostalgia Network 2 318 - i -0588. 2 11
N_{OPC) Orion Pictures, 18 va 2t 12 - 314 -1 21 328 EQUIPMENT & MANUFACTURING
N (PC1) Paramount, Commuo. 47 /8 51 ~ 378 -0759 15 5475
N (PLA) Playboy Ent. 14 58 14 12 18 008 -35 137 N (MMM) 3M 81 ¥8 ® 3 -1 8 -0% ¥ 7N
© (QNTQE) Qintex Ent. 1 14 4 14 060.00 26 N {(ARV) Arvin Industries 14 '8 15 14 - 58 - M@ 2 ¥
D XQVCN) QVC Network 16 VU4 17 3§ - 118 -0647 26 245 O (CCBLY C:Cor Electronics 10 v2 10 1 nw 8 @
P (RVCC) Reeves Commun. 634 6 78 - 18 -01.91 5 85 N (CHY} Chyron P PR i s AT e e X
O (RPICA) Republic Pic. ‘& s 12 9 1?2 00.00 105 40 A (COH) Cohu 978 § ¥ 18 X8 6 : |
O (RPICB) Republic Pic. ‘B’ 9 9 ¥4 - 14 -0270 <100 38 N (EK) Eastman Kodak 40 14 £ W2 -2W -6® 12 e
O (SP) Spelling Entertainment %% 88 11 78 - 1 -0210 24 384 N (GRL) Gen. instrument 39 78 ® ¥ '] ot 1 i
0 UUKE) Video Jukebox 734 8 58 - M8 -1044° 25 .72 N (GE) General Electric 63 64 58 - 183 ~(@3 B B4
0 (WONE) Westwood One 7 u8 9 -1 78 -208 10 103 N (HRS) Harris Corp. 3258 B Z - MW -@ B 1M
N (MAIY WA (Com. Inc. 458 4 78 - ¥ -@&R 9 110
N (V) Mark 1V Indus. i3 Y2 14 W - ¥ - BX 6 2
O (MATTEMatthews ‘Studio 1y 1 16 11T TR 10
O (MCDY) Microdyne 4 s 4 B - 18 -@5 16 17
O (MCOM) Midwest Commun, 4 va 4 B - 58 -1 2 12
N (MOT) Motorola 59 78 & 38 -2 12 -0 5 775
SERVICE N. (OAK) Oak industries Tt va 1 W nm a4 103
A' (PPI) Pico Products 1 M t ¥ - B’ - 08m A =
© (AGRP) Andrews Group. 358 3 3 - 1B _-03B 4 330 S ISFA) SeiAtianta 21 v2 B2 -2 - B %
O (BSIM) Burnup & Sims 7 vz 17 W - 38 -0208 19 220 N (SKEI Sony Com. $8 34 H 18 - 3 -8 D 6@
N-(CQ) Comsat 37 3. 94 - '3 -p19s 107 - 615 N EK) Tektronix 18°48 18 B 08 8 A
N.(DNB) Dun & Bradstreet 42 38 4 - 2 58,0580 14 7932 N (VAR) Varian Assoc. 20 33 2 -1 W -®BB 8 8
N {FCBL.Foote Cone & B. 29 29 58 - 58 -0210 17 245, O (WGNR) Wegener 258 2 % - b W% § L
0-(GREY) Grey Advertising 165  _165 0000 15 193 N (WX} Westinghouse T3 B3R -1 W -@ 2 1030
0 (DBX) IDB Communications 9 22 10 -~ 12 -0500 475 47 N ZE) Zenith 12 ya 2 12 - 14 - @O 125 &
N {tPG) interpublic Group 31.38 33 34 -238 ~0003 16 1,075
0.4OMCM) . Omnicomtoup. 28 25 7B - 8 =0338 14w £1€e Standacd &2Poor’s:400 393.35. 15 58
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In their haste to get fo market,
some camera manufacturers have
employed what we think are band-
aid solutions to product design.

Simply fitfing chips into a cam-
era originally configured for tubes
seems quite acceptable fo some.

But not to Sony.

Introducing the Sony BVP-370
studio ((D camera. It's been
specifically designed to complement
Sony’s most advanced chip,
the 768 FIT CCD, for superior
performance.

This chip virtually eliminates
vertical smear. And Sony’s
exclusive HAD sensor gives dean,
quiet images, and excellent color
reproduction.

Because we took time in the
design process, you save time. The
automatic set-up feature doesn’t
require an internal lens diascope or
external charts. This reduces set-up
fime to a few seconds, instead of
two and a half minutes.

And the BVP-370 employs the
latest component triax system,
specially suited for optimal perfor-
mance of (CD cameras.

These features reflect Sony’s
belief that the only way to design
a studio chip camera is from the
inside out. And that a bandaid
solufion is no solution.

To learn more about the
BVP-370 studio (CD camera, call
(800) 635-SONY.

Sony Communtcatians Products Company, 1600 Queen Anne Rd., Teaneck, NJ 07666
1989 Sony (orporation of America. Sony is  registered hodemark of Sony.

SONY.

BROADCAST PRODUCTS



— Date_bookz

® indicates new listing or changed item.
[

This week

Jan. 21—Showtime Dealer College, workshop
sponsored by Showtime Satellite Networks, dur-
ing SBCA convention. Bally's Grand hotel, Las Ve-
gas. Information: Harvey Bolgla, (212) 807-1400.

Jan. 21—"Rocky and Bullwinkle Marathon, " spon-
sored by Museum of Broadcast Communications.
MBC, Chicago. Information: (312) 987-1500

B Jan. 22—"Sports Journalists: Professionals,
Cheerleaders or Troublemakers?" one in Ameri-
can Forum series sponsored by American Univer-
sity School of Communications. Kay Spiritual Life
Center, AU campus, Washington Information:
(202) 885-2058.

Jan. 22-24Satellite Broadcasting and Commau-
nications Association satellite television industry
trade show. Bally's, Las Vegas. [nformation: (800)
654-9276

Jan. 23—Ohio Association of Broadcasters Tole-
do managers' meeting. Toledo Marriott, Toiedo,
Ohio. Information: (614) 228-4052

® Jan. 23—"Transforming the Literary Image: A
Seminar with Robert Geller,” on interpreting the
subtleties of a literary work for television, spon-
sored by Museum of Broadcasting. Museum, New
York. Information: (212) 752-7684.

Jan. 23-25—Georgia Association of Broadcasters
45th Georgia Radio-TV Institute. University of
Georgia, Athens. Information: (404) 993-2200.

Jan. 24—"Congress 1990," seminar sponsored
by Federal Communications Bar Association.
Grand Hyatt, Washington. Information: Robert
Lewis Thompson, (202) 296-0600.

Jan. 24—National Academy of Television Arts
and Sciences, New York chapter, luncheon.

Speaker: Roger L. Werner, president, chief execu-
tive officer, ESPN. Copacabana, New York.

Jan. 24 Ohio Association of Broadcasters Cin-
cinnati managers’ meeting. Cincinnati Westin, Cin-
cinnati. Information: (614) 228-4052

Jan. 25—Utah Broadcasters Association, Salt
Lake Radio Broadcasters Association and Salt
Lake City commercial TV stations sales seminar.
Salt Lake Airport Hilton

Jan. 25—West Virginia Broadcasters Association
copywriters' workshop. Parkersburg, W.va.

Jan. 25--Airing on PBS of presentation of 48th
Alfred |. DuPont-Columbia University Awards in
broadcast journalism. Low Memorial Library, Co-
lumbia University, New York. Information: (212)
560-3021

Jan. 25—Presentation of eighth annual WIC
Awards, sponsored by Women in Cable, Chicago
chapter. Park West, Chicago. Information: (708)
990-8999

Jan. 25—American Women in Radio and Televi-
ston, Golden Gate chapter, luncheon. Nikko hotel,
San Francisco. Information: (415) 923-0988

m Jan. 25—Advertising Club of Metro Washing-
ton TV advertising production seminar luncheon to
“teach individuals how to take advantage of televi-
sion advertising.” Keynote speaket: Geraldo Rive-
ra. Sheraton Washington, Washington. (nforma-
tion: (301) 656-2582.

Jan. 25-26-—"Broadcast Journalism and the Pub-
lic Interest,” Atfred |. DuPont forum sponsored by
Alfred I. DuPont Center for Broadcast Journal-
ism, Graduate School of Journalism, Columbia
University, leaturing Alfred Sikes, FCC chairman;
Ed Markey, chairman, House Subcommittee on
Telecommunications; Joel Chaseman, chairman,
Post-Newsweek Stations; Jeff Greenfield, ABC

MajorzMeetings

News, and Linda Wertheimer, National Public Ra-
dio. Columbia University, New York. Informagjor
(212) 854-5047

Jan. 25-27—"Regulating the Cable Industry,” ca-
ble management program sponsored by Women
in Cable and Denver University. Denver. Informa-
tion: Nancy Ring, (312) 661-1700.

Jan. 26-27—Society of Motion Picture and Telev:-
sion Engineers 24th annual television conference

Contemporary hotel, Orlando, Fla. Informatior

(914) 761-1100.

Jan. 26-27- Minnesota Association of Cable Tele-
wsion Administrators seventh annual confer-
ence. “Entering a New Decade of Cable Cha
lenges.” Scanticon Conference Center and hotel,
Plymouth, Minn. Information: Linda Magee, (612)
788-9221

Jan. 27-31—National Religious Broadcasters
47th annual convention. Sheraton Washington and
Omni Shoreham hotels, Washington.

— —

Also in January

® Jan. 29 Turner Cable Network Sales Goodw
Games local ad sales/marketing seminar. Airport
Hilton, Los Angeles. Information: (404) 827-2269.

m Jan. 30— Turner Cable Network Sales Goodwill
Games local ad sales/marketing seminar. Crystal
City Marriott, Arlington, Va. Information: (404) 827-
2269

Jan. 30—Roundtable on televised violence, spon-
sored by Annenberg Washington Program of
Northwestern University. Speakers include An-
drew Barrett, FCC commissioner; Senator Paul Si
mon; Michael Mann, producer, Miam: Vice; Zev
Braun, producer. Tour of Duty, and Peter Kohler,

Jan. 26-27—Society of Motion Picture and Televi-
sion Engineers 24th annual television conference.
Contemporary hotel, Orlando, Fla.

Jan. 27-31—National Religious Broadcasters
47th annual convention. Sheraton Washington
and Omni Shoreham hotels, Washington.

Feb. 11-16--12th International Film, Television
and Video Market. Loews hotel, Monte Carlo, Mo-
naco.

Feb. 21-23—Texas Cable Show, sponsored by
Texas Cable TV Association. San Antonio Con-
vention Center, San Antonio, Tex

Feb. 28-March 3—21st annual Country Radio
Seminar, sponsored by Country Radio Broad-
casters. Opryland, Nashvitle. Information: (615)
327-4487.

ing Agencies annual meeting. Marriott Desert
Springs, Palm Springs, Calif.

March 31-April 3—National Association of
Broadcasters 68th annual convention. Atlanta. Fu-
ture conventions: Las Vegas, April 13-16, 1991;
Las Vegas, April 11-14, 1992, and Las Vegas,
May 1-4 (tentative), 1993.

Aprit 1-3—Cabletelevision Advertising Bureau
ninth annual conference. Marriott Marquis, New
York.

April 18-20—Broadcast Financial Maragement
Association 30th annual meeting. Hyatt Regency,
San Francisco.

April 20-25—MI1P-TV, intemationai television

March 14-18—American Association of Advertis-

program market. Palais des Festivals, Cannes,

France Information: (212) 750-8899.

May 17-20—American Women in Radio and
Television 39th annual convention. Capital Hilton,
Washington.

May 18-22—CBS-TV annual affiliates meeting.
Century Plaza, Los Angeles.

May 20-23—National Cable Television Associa-
tion annual convention. Convention Center, Atian-
ta.

June 3-6NBC-TV annual affiliates meeting.
Washington.

June 10-13--Broadcast Promotion and Market-
ing Executives and Broadcast Designers Associa-
tion annual conference. Bally's, Las Vegas.

June 11-14--ABC-TV annual affiiates meeting.
Los Angeles.

June 19-22—National Association of Broadcast-
ers summer board meeting. NAB, Washington.

July 15-18—Cable Television Administration
and Marketing Society annual conference. San
Diego Marriott, San Diego.

Sept. 12-15—Radio '90 convention, sponsored by
National Association of Broadcasters. Hynes
Convention Center, Boston. Future meeting: Sept.
11-14 (tentative), 1991, San Francisco.

Sept. 16-18--Eastern Cable Show, sponsored by
Southern Cable Television Association. Washing-
ton Convention Center, Washington.

Sept. 21-25--- International Broadcasting Conven-
tion. Brighton Convention Center, Brighton, En-
gland. Information: London, 44 (1) 240-1871.

Plaza, Los Angeles.

Sept. 24-27—Radio-Television News Directors
Association international conference and exhibi-
tion. Convention Center, San Jose, Calif.

Oct. 2-4—Allantic Cable Show. Atlantic City Con-
vention Center, Atlantic City. N.J. information.
{609) 848-1000.

Oct. 4-7--Society of Broadcast E ngineers fifth an-
nual national convention St. Louis. Future meet-
ing: Oct. 3-6, 1991, Houston. Information: 1-800-
225-8183.

Oct. 11-15—MIPCOM, international film and pro-
gram market for TV, video, cable and satellite.
Palais des Festivais, Cannes, France. information:
(212) 750-8899.

Oct. 13-17—Society of Motion Picture and Televi-
sion Engineers 132nd technical conference and
equipment exhibit. Jacob Javits Convention Cen-
ter, New York. Future conferences: Oct. 26-30,
1991, Los Angeles; Oct. 3-7, 1992, Jacob Javits
Convention Center, New York.

Oct. 21-24—--Association of National Advertisers
annual convention. Ritz-Cariton, Naples, Fla.

m Nov. 14-16—Television Bureau of Advertising
annual meeting. Dallas.

® Nov. 28-30-Western Cable Show, sponsored
by California Cable Television Association. Ana-
heim Convention Center, Anaheim, Calif.

Jan. 7-10, 1991—Association of Independent
Television Stations annual convention. Century

Broadcasting Jan 22 1990
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THE BUCK
STOPS HERE.

What makes us unique is that we take full re- B
sponsibility for every broadcast transmission 4
system we supply. Even if you specity Fsmr
other equipment and suppliers for parts {?ﬁ
of your LDL installation. :

And ifs a responsibility we can afford to &4

take. Because DL stands for LeBlanc & Royle % "

towers, Alan Dick antennas and LARCAN
transmitters. Leaders in their fields.

At the same time, were members of the
LeBlanc Communications Group. So LDL also
stands for the vast broadcasting
resources and experi-
ence of our other offilia-
ted LeBlanc Companies.
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And that makes us one of very few
companies who can handle complete
turnkey systems with our own internal re-
.. sources. So you get every benefit of
3, fotal systems integration. On sched-

2 ule, within budget.
Rely on us. As your one source for any
or all your needs. From the most complex

! configuration to the smallest replacement

part. From custom-designed or off-the-

= shelf products to upgrades for existing

systems. We've got whatever it takes to
get you on the air. And keep you there.
That's LDL. Responsive and responsible.

LD L COMMUNICATIONS, Inc.

A MEMBER OF THE LeBLANC COMMUNICATIONS GROUP

LeBLANC

14440 Cherry Lane Court, Lourel, MD 20707
Tel: (301) 498-2200. Fax: 3014987952. Telex: 821569



TV editorialist and VP of Gannett Broadcasting.
Willard office building, Washington. Information:
(202) 393-7100.

Jan. 30—Okhio Association of Broadcasters Day-
ton managers' meeting. Dayton Stouffers, Dayton,
Ohio. Information: (614) 228-4052.

Jan. 30-Feb. 1—South Carolina Broadcasters As-
sociation 42nd annual convention. Embassy
Suites hotel, Columbia, S.C.

Jan. 31—"Building Better Retail Partnerships,” re-
tail marketing workshop sponsored by Televigion
Bureau of Advertising in conjunction with Retail
Advertising Conference. Marriott Downtown, Chi-
cago. Information: (212) 486-1111.

Jan, 31—Deadline for entries in National Associa-
tion of Broadcasters “Best of the Best” radio pro-
motion contest. Information: NAB Radio Office,
(202) 429-5420.

Jan. 31—Deadline for entries in Fourth Estate
Award of the American Legion, awarded annually
for excellence in journalism to individual, publica-
tion or broadcaster. Information: Lee Harris, (317)
635-8411; American Legion, P.O. Box 1055, India-
napolis, 46206.

Jan. 31—National Academy of Television Arts
and Sciences, New York chapter, luncheon.
Speakers: Bruce L. Christensen, president and
chief executive officer, PBS, and Jennifer Lawson,
executive VP for national programing and promo-
tion services, PBS. Copacabana, New York.

® Jan. 31—Turner Cable Network Sales Goodwill
Games local ad sales/marketing seminar. Hyatt at
QOakliand International, San Francisco. Information:
(404) 827-2269.

s Jan. 31—Turner Cable Network Sales Goodwill
Games local ad sales/marketing seminar. Adam's
Mark, Philadelphia. Information: (404) 827-2269.

———
February

Feb. 1—HDTV conference, examining political
and technological questions surrounding intro-
duction of HDTV to U.S. market, sponsored by
International Communications Industries Asso-
ciation. Information: (703) 273-7200.

Feb. 1—Deadline for entries for Action for Chil-
dren’s Television's 1989-90 Achievement in Chil-
dren’s Television Awards. Information: Sue Edel-
man, (617) 876-6620.

Feb. 1—Deadline for entries in National Media
Awards, sponsored by Retirement Research
Foundation, for “outstanding films, videotapes
and TV programs for and about aging or aged
people and to encourage excellence in media
productions on issues related to aging.” Informa-
tion: (312) 427-5446.

Feb. 1—Deadline for applications for fellowships
sponsored by Gannett Center for Media Studies.
Information: Shirley Gazsi. (212) 280-8392.

® Feb. 1—Turner Cable Network Sales Goodwill
Games local ad sales/marketing seminar. Hilton,
Sacramento, Calif. Information: (404) 827-2263.

m Feb. 1—Turner Cable Network Sales Goodwill
Games local ad sales/marketing seminar. Shera-
ton hotel, Hartford, Conn. Information: (404} 827-
2269.

# Feb. 6—Turner Cable Network Sales Goodwill
Games local ad sales/marketing seminar. J.W.
Marriott Galleria, Houston. Information: (404) 827-
2269.

m Feb. 6—Turner Cable Network Sales Goodwill
Games local ad sales/marketing seminar. Marriott
Newton, Boston. Information: (404) 827-2269.

Feb. 6—"Avoiding EEO Decertification: A Hands-
on Workshop," sponsored by Community Anten-
na Television Association, Cable Television Asso-
ciation of Maryland, Delaware and the District of
Columbia and Pennsylvania Cable Television As-
sociation. Warwick hotel, Philadelphia. Informa-
tion: James Blitz, (202) 371-5700.

Feb. 6-7—Arizona Cable Television Association

annual meeting. Hyatt Regency, Phoenix.

Feb. 7—National Academy of Television Arts
and Sciences, New York chapter, luncheon.
Speaker: Reese Schonfeld, president, Opt in
America, and executive producer, People Maga-
zine on TV. Topic: "Video on Demand—Fiber Op-
tics." Copacabana, New York.

m Feb. 7—Turner Cable Network Sales Goodwill
Games local ad sales/marketing seminar. Hyatt
Regency, Dallas. Information: (404) 827-2269.

B Feb. 7—Turner Cable Network Sales Goodwill
Games local ad sales/marketing seminar. Shera-
ton Meadowlands, New York. Information: (404)
827-2269.

m Feb. 7—"Negotiating Agency Compensation:
Agency Needs, Client Sensitivities," professionat
development seminar sponsored by American
Association of Advertising Agencies. Colony
Square hotel, Atlanta. Information: {212) 682-2500.

Feb. 8-10—Louisiana Association of Broadcast-
ers annual convention. Lafayette Hilton, Lafayette,
La. Information: (504) 383-7486.

Feb. 9 International Radio and Television Soci-
ety newsmaker luncheon. Waldorf-Astoria, New
York. Information: (212) 867-6650.

Feb. 9-11—Oklahoma Association of Broadcast-
ers winter meeting. Waterford hotel, Oklahoma
City. Information: (405) 528-2475.

Feb. 11-12—National Association of Broadcast-
ers radio group-head “fly-in." Embassy Suites ho-
tel at O'Hare, Chicago. Information: (202) 429-
5420.

Feb. 11-16—12th International Film, Television
and Video Market. Loews hotel, Monte Carlo, Mo-
naco.

Feb. 12—Deadline for entries in The Livingston
Awards for Young Journalists, sponsored by Mol-
lie Parnis Livingston Foundation of University of
Michigan for "best 1989 print or broadcast cover-
age of local, national and international news by
journalists aged 34 and younger in any U.S. medi-
um." Information: (313) 764-2424.

Feb. 12-13—National Academy of Television
Arts and Sciences trustees meeting. Marriott-Mar-
quis hotel, New York.

Feb. 13—Federal Communications Bar Associa-
tion luncheon. Speaker: FCC Commissioner Sher-
rie Marshall. Washingtori- Marriott, Washington.

Feb. 13-14—"Television: The Dynamics of
Change." television advertising workshop spon-
sored by Association of National Advertisers.
Panelists include Thomas Murphy, Capcities/
ABC; Laurence Tisch, CBS, and Robert Wright,
NBC. Luncheon speaker: Connie Chung, CBS
News. New York Hilton, New York. Information:
(212) 697-5950.

Feb. 13-14—Broadcast Credit Association 23rd
credit and collection seminar. Westin Lenox hotel,
Atlanta. Information: Mark Maltz, (312} 827-9330.

Feb. 14—National Academy of Television Arts
and Sciences, New York chapter, luncheon.
Speaker: Michael B. Alexander, executive VP-gen-
eral manager, WWOR-TV New York. Copacabana,
New York.

Feb. 15-16—C-SPAN "Capitol Experience” semi-
nar “to provide cable operators with insight into
the network's programing philosophy, reasons to
carry C-SPAN and ways to promote it among their
general audience.” C-SPAN headquarters, Wash-
ington. Information: (202) 737-3220.

m Feb. 16—Academy of Television Arts and Sci-
ences forum luncheon. Speaker: Kay Koplovitz,
president-CEQ, USA Network. Regent Beverly Wil-
shire hotel, Los Angeles. Information: (818) 763-
2975.

Feb. 20-—Nebraska Broadcasters Association hall
of fame awards/winter legislative dinner spon-
sored by Nebraska Broadcasters Association.
NBC Center, Lincoln, Neb. Information: Richard
Palmquist, (402) 333-3034.

u Feb. 20—"The Role of the Press in a Changing
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Eastern Europe,” one in American Forum series
sponsored by American University School of
Communication. Kay Spiritual Life Center, AU
campus, Washington. Information: (202) B85-
2058.

Feb. 21—Nationa! Academy of Television Arts
and Sciences, New York chapter, luncheon.
Speaker: Robert Friedman, president, Entertain-
ment Group, Playboy Enterprises. Copacabana,
New York.

Feb. 21-23—Texas Cable Show, sponsored by
Texas Cable TV Association. San Antonio Con-
vention Center, San Antonio. Information: (512)
474-2082.

Feb. 23-25—"The U.S. and Latin America" confer-
ence for journalists sponsored by Foundation for
American Communications. Westin Paso del
Norte, EI Paso, Tex. Information: (213) 851-7372.

Feb. 24—National Association of Broadcasters
Small/Medium Market Managers Roundtable
meeting. Sheraton Music City Hotel, Nashville.
Registration deadline is Feb. 14. Information: NAB
Radio Office, (202) 429-5420.

Feb. 27-28—North Carolina CATV Association
winter meeting. Washington Duke Inn and Country
Club, Durham, N.C. Information: (919) 821-4711.

Feb. 28—National Academy of Television Arts
and Sciences, New York chapter, luncheon.
Speaker: Stephen Palley, chief operating officer,
King World. Copacabana, New York.

Feb. 28-March 2—Cable Television Public Af-
fairs Association Forum '90, “annual skills and
strategies seminar that provides cable system op-
erators and cable network programers the oppor-
tunity to sharpen their public relations skills." Port-
man hotel, San Francisco. Information: (703) 276-
0881.

Feb. 28-March 3—21st annual Country Radic
Seminar, sponsored by Country Radio Broadcast-
ers. Opryland, Nashville. Information: (615) 327-
4487.

——
March

March 1—/International Radio & Television Soci-
ety Gold Medal banquet, honoring Thomas Mur-
phy. chairman and chief executive officer, Capital
Cities/ABC. Waldorf-Astoria, New York. Informa-
tion: (212) 867-6650.

March 1—Broadcast Capital Fund minority own-
ership forum and annual dinner, commemorating
10th anniversary of nonprofit venture Capital com-
pany established by National Association of
Broadcasters. Mayflower hotel, Washington. [nfor-
mation: Zora Brown (202) 429-5393.

March 1—Deadline for entries in seventh annual
Cable Television Administration and Marketing
Society/Cable Marketing Awards for Excellence
1n Cable Marketing and Advertising. Information:
(703) 549-4200.

March 1—Deadline for U.S. entrants in New York
Festivals, radio and print advertising competition.
Information: (914) 238-4481.

March 2—Southern California Broadcasters As-
sociation Sunny Creative Radio Awards luncheon.
Regent Beverly Wilshire hotel, Los Angeles. Infor-
mation: (213) 466-4481.

March 2-4—[ntercollegiate Broadcasting System
national convention. New York Penta hotel, New
York. Information: Jeff Tellis, (914) 565-6710.

March 6—American Advertising Federation
spring government affairs conference. Willard hc-
tel. Washington. Information: (202) 898-0089.

March 7—Federal Communications Bar Associa-
tion luncheon. Speaker: William Weiss, chairman,
Ameritech. Washington Marriott, Washington.

March 7—Ohio Association of Broadcasters Ohio
congressional salute, Washington Court hotel,
Washington. Information: (614) 228-4052.

m March 8-9—"Cable Television Law: Revisiting
the Cable Act," seminar sponsored by Practising



IGM automation system including (3) 48 tray
Instacarts, mono, will se separately, (3) Scully
280 stereo decks, (2) SCM stareo decks. (2)
UMC time announce decks, Techtran disc
drive, Extel logger, Brain w/10K event & key-
board, new CRT in carion, spare parts kit, (5)
racks, $6000 ea/Instacarts, $17.500kystem. K
Stone, 512-345-9300.

BE 16X compiets wi{4) Revox PRIIs, time ad-
vance, delay record, live assist & much more,
removed from service 289, excel cond,
$27500. D Remy, KKLI, 2808 International,
Colorado Springs CO 80910. 719-636-1000.

Insta-Cart 48 PBM, like naw, all heads per-
fect, mono, 85000 or irade wiextra control
chassis. D Kohn, KESM, 200 Radio La, £l
dorado MO 64744,

Control Design CD-28, including racks,
Carousets, R-R, time announce controller, gd
working cond, Spare parts, sall seperately or
as one. E Histed, WONH, 350 Erie. Hones-
dale PA 18431. T17-253-1616.

Automated Broadcast Controls tone gener-
ator (2), $150; Conex CS-25 Sensor, $150; BE
dual tone generator, $50. C Green, Century
21 Programming. 800-937-2100.

Sparta 25-08C 25 Hz osc/filter for automa-
tion production, 2 chnls, $150/B0. J
McDonald. 303-669-3442.

Sono-Mag 252RS Carousel stereo, BO; IGM
78 tray go-cart stereo bi-directional, BO; (2)
Gates 25 Hz tone controller, BO; Sparta
25SEN 25 Hz tone decoder, BO; Gates FA25
25 Hz stereo noich filter, BO. KDKB, POB
6184, Kingman AZ 86402. 802-753-KDKB.

IGM automation system, includes Basic A
CPU, keyboavd CRT, hard drive, (3) In-
stacarts, (4} ITC reel decks, Sparta Carousel,

IGM time announce, new IGM encoder
wiTelevideo terminal, all cards, interfaces,
maint kit & manuals, $9500. J Katz, KJUG,
17 N Mooney, Tulare CA 93274, 209-686-

2866.

Revox PR-99 4 dack, original boxes; P-3A
controller, BO. J Phillips, WZOM, 408-112 Clin-
ton, Defiance OH 43512. 419-784-1059.

CART MACHINES

Want to Sell

UMC Beaucart RP stereo recond wispare
parts, manual, 3 tones, $1125. 8 Carr, WRED,
1201 Fremont Pk, Toledo OH 43469. 413-837-
9696.

ATC Criterion Series mono R/P, gd cond,
$300. B McKittrick, 331 Mulberry, Calashu-
qua PA 18032. 215-264-5295.

SMC 510 single cart player {2), $150 ea/BO.
J McDonald, 5038693442,

Telex MC-PRIIl R/P, lika new, $950. L Chat-
man, VA, 424 Commerce Ste 1, Berlin NJ
08009.

Rapid-Q ROM-2 R/P mano, fair cond, $200
or trade. D Kohn, KESM, 200 Radio La, EI-
dorado Springs MO 84744.

Fidetipac Zenith & height gages for head
alignment, never used, $50. D Baley, 3422
Beech, Rowlett TX 75088. 214-475-9796.

BE 5302B mono, tripie decker, gd cond,
$1300. E Trevino, KBOR, Box 3407, Browns-
ville TX 78523. 512-541-6348.

3MATC Delta | sterso, gd cond, presently
working. E Trevino, KBOR, Box 3407, Browns-
ville TX 78523, 512-541-8346.

SMC 792 mono, gd cond, $300. E Trevino,
KBOR, Bax 3407, Brownsville TX 78523, 512-
5418348, Fax 512-542-4109.

3MATC Delta | storeo, gd cond. E Trevino,
KBOR, Bax 3407, Brownsville TX 78523 512-
5416348,

BE cart tape winder, almost new, witimer,
both in original packing, $425, G Cahill, In-
vigible Inc, POB 5786, Hudson FL 34674 813-
725-5003.

BE/Spotmaster TP-1A cart winder, withoul
timer, $100, will throw in 100 plus carts for
$§150; (3) record amps, mono, for RCA RT-
27BA-27 series cart machines, $40 ea. F
Vobbe, Great Northern Bdet Co, POB 5031,
Lima OH 45802, FidoNet 1:234116.

ATC PB-150 tube mdl, seems complete, gd
for parts, etc, $10/80. J Sigmon, WBZK,
POB 398, York SC 29745. 803-684.-4241.

ITC Omega Series (2) playback desks, pro-
gram cards need minor repair, otherwise ex-

cel cond, $8
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drive, 6 yrs
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Ampex AG
console (2), ¢
wilnovonics
sole (2), $4
Ruslang con
$100. B Reic

Ploneer 102uL v tews & (o) (eess o 1Epe,
stereo 1/4 rk wauead eprc capabiity 4], ex-
cel cond, 5400 B Ford, Spenk . Box
1052, E| Gransde T4 B4 415 TEL086

Ampex AG500-2 stereo 2 trk, in case, built
in michine mixing wiplugs, mic préamps, vac.
75375 ips, $300 plus shpg. M Saady, First

CONSOLES

City Recd, 141-60 84 Rd 3E, Briarwood NY
11735. 718-846-2062.

Want to Sell
Aitanram AN.R/ANAN cnare narts, |amps,

The
hardest place
to find
our products.

Any time you care to scan the broadcast
equipment classifieds, you can find most of
the major names in our industry—with one
notable exception. Products manufactured
by Pacific Recorders & Engineering seldom
if ever show up in these pages.

That should tell you two important things
about our equipment. One, it has a very long
life. Two, it’s in such demand, even after
years of use, that it’s almost never adver-
tised. Instead, the engineer who’s replacing
his BMX consoles (usually because his sta-
tion or network is building new facilities
with new PR&E equipment) simply calls a
few friends. Once word gets around that
some of our gear is available used, it’s
quickly sold.

Pacific Recorders & Engineering consoles
and cart machines are never hard to find.
Try any major market station, network studio
or smaller facility where professionals
demand tools that work as hard, as well, and
as long as they do. But please, don’t waste
your time looking in the classifieds.

Of course, the enduring worth of PR&E
equipment is another excellent reason most
people buy it new, direct from the source.
Just call us at (619) 438-3911 for complete
information on BMX Series III consoles or
any of our other products and services.

m PACIFIC RECORDERS

& ENGINEERING CORPORATION

2070 Las Palmas Drive
Carlsbad, CA 92009
Tel (619) 438-3911 Fax (619) 438-9277

PIONEST 11 UL £ $P080 D" (88IS, 1M UK
RIP wid Irk rapeas hesid, imcel cond, 400 B
Ford, POB 1052 E1 Grarada CA MIME 415
7264786, LT AR

ymers, BO.

n Diego CA

excef cond,
Ampex 440
W Kramer,
33315. 305-

R 506, for
, BO; Tape-
1pe players,
‘or details &
Springfield

factory roft-
1ave very it-
1ics & other
3- B Mount
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 radar, 120
access, low
, POB 880,

WA 8 POt YU Cung, bu; wewe 2000 8 pot,
16 inpral wigse &iapizdy, d cond, BO. D Wolle,
KR, 301 E Pha Bivd, Weslaco TX 78596,

EV EVT 5212 12 in, stereo out & mono & morn-
itor, mint cond, $500. D Bailey, 3422 Beech,
Rowiett TX 75088, 214-475-9796.

RCA BCSA (2), modified Yo 7 inputs, complete
wispare parts & manuals. gd cond, BO; Kel-
don KD20A remote broadcast console wi(2)
TTs, (2) waterproof speakers, gd cond, BO. J
Keller, WKOK, POB 1070, Sunbury PA 17801.
T17-286-5838.

Gates Sterso 80 complete wipwr supply,
most rotary faders new, works fine, 3 mic in-
put 4 line input, includes book, $800. C Ben-
ner, WUSL, 440 Domino Ln, Philadelphia PA
19128. 215-483-8900.

QRK Omega 10 chnl, all plug-in amps, digi-
12l swiches, compiete set of spare PC boards,
$4500. B Brown , WPRS, POB 367, Paris 1L
61944, 217-465-6336.

Ramko DCBMS 8 chnl stereo, excel cond, all
manuals & extras, $5500. R Trumbo, KNLF,
POB 117, Quincy CA 95071, 916-283-4144.

Automgram AC-6 6 chnl 23 input stereo, in
excel cond, includes ESE builtin timer,
$4200/B0 pis shpg. D Kelley, KISZ, POB 740,
Cortez CO 81321. 303-565-1212,

Tascam M-50 12x8x8, lots of extra features,
low hrs, mint cond, $2900. K Flory, The
Production Co, Box 1027, Siloam Spring AR
72781. 501-524-4626.

McCurdy SS-7500 stereo console parts, PAG
faders. plug in preamps, efc. J.C. Asgerter,
Saicom, 5431 W Center, Milwaukee W1 53210,
414-445-2300.

BE 4BEM 50 wi4 pots: (2) Ramko solid state;
Collins 212 F-2 tube type w/6 pots; ATI8 chnl
stereo wipwr supply, call for details. Adolph,
915-949-2112,

Interface 104L 16x8 monitor mix console, 9
freq, 3 band EQ pads, solos, etc, $950. B
Petruzzi, Rouse St Prod, 804 E Old Hickory,
Madison TN 37115. 615-868-8518.

Tascam M-520 20 chnis, mint cond, 6 mos
old, $4250. D Miller, Airborne Audio, 11647 W
83rd Ters, Lenexa KS 66214, 913-492-8822.

Sunn Magna 5000, 24 inputs, 4 outputs, 3
aux sends, 3 band, 5 frequency EQ, Duncan
faders & (2) spare modules & case, $2300.
B Petruzzi, Rouse St Prod, 804 E Okd Hick-
ory, Madison TN 37115. 615-868-8516.

Midas Pro Custom Recording, 16x8 Remix
swilch-over, (8) Pro 5. (8) Pro 3 modules, peak
meter, clockRimer, flight case, $10500. H Al-
ricg,9 Box 869, Greenville CA 95947. 916-284-
6929,

Harris Micromac 16 input mainframe, manu-
als, spare pwr supply, $10,000/B0. V Kitlion.

KRVN, POB 880, Lexington NE 68850. 308-
3246717,

Old Hycor passive EQ; Lang PEQ-2. A Aa-
ron, Gannett Outdoor Co, 1695 Eastshore
Hwy, Berkaley CA 94710, 415-527-3350,

MICROPHONES

Want to Sell

Neumann TLM-170, new, blk finish,
$1250frade; AKG D-1000E, voc, $75. J Pines,
217-367-3530.

RCA 44, $750; Sony AC148A 2 mic pwr sup-
pty, BO. R Rhodes, POB 1550, NYNY 10101
212-245-5045.

RCA SK-46 prgram velocity ribbon, new,
A28 T Miller Airborne Audio, 11647 W 83rd
Teir, Lanaes K5 66214. 913-402-9822.

G L6 tube condensor mic sysiems, mint,
tube 4518 WACTO1K wicardloid capsules, pwr
supply & cables (4), 2 pairs, will trade, $800/pr
or $15254ll. J Pines, 217-367-3530.

Sony ECM-30 condenser lavalier in bax, BO.
B Royster, KQM, 1019 Cordova, San Diego CA
92107, 613-223-3413.

Clagsifieds reprinted with permission from
Radio World, © 1989.



Law Institute and co-sponsored by California
.Continuing Education of the Bar. Hotel Meridien,
San Francisco. Information: (212) 765-5700.

March 9—Deadline for entries in Broadcast Pro-
motion & Marketing Executives 29th annual Gold
Medallion Awards. Information: (213) 465-3777.

March 10-13—National Association of Broad-
casters state leadership conference. J.W. Marriott,
Washington. Information: (202) 429-5314.

March 11-12—West Virginia Broadcasters Asso-
ciation spring meeting. Radisson hotel, Hunting-
ton, W.va.

B March 12— Academy of Television Arts and
Sciences forum luncheon. Speakers: Candice Ber-
gen, Diane English and Joel Shukovsky, star and
executive producers, CBS-TV's Murphy Brown.
Regent Beverly Wilshire hotel, Los Angeles. Infor-
mation: (818) 763-2975.

® March 13—Okio Cable Television Association
annual meeting. Hyatt on Capitol Square, Colum-
bus, Ohio. Information: (614) 461-4014.

March 14—International Radio & Television So-
ciety newsmaker luncheon. Waldorf-Astoria, New
York. Information: (212) 867-6650.

March 14-18—American Association of Advertis-
ing Agencies annual meeting. Marriott Desert
Springs, Palm Springs, Calif.

March 15—Deadline for entries in Wilbur Awards,
sponsored by 'Religious Public Relations Coun-
cil, for “excellence in the communication of reli-
gious values through a variety of media.” Informa-
tion: (215) 642-8895.

March 15—15th annual National Commendation
Awards, sponsored by American Womnen in Ra-
dio and Television. Waldorf-Astoria, New York.
Information: (202) 429-5102.

March 15—National Association of Black Ouned
Broadcasters  sixth annual communications

awards dinner. Sheraton Washington hotel, Wash-
ington. Information: Ava Sanders, (202} 463-8970.

AIM’'S
“MEDIA MONITOR”
radio commentary is
now available to
all National Public Radio
Stations
via satellite.

To find out how you can
get "Media Monitor" on
your NPR station, contact

Deborah Lambert
ACCURACY IN MEDIA

1275 K Street, NW
Washington, DC 20005

(202) 371-6710

Erratam

L~ —— = ]
Noncommercial kaec(rv) San Fran-
cisco would not operate “as...ad-
supported cable service’ or as enti-
ty co-owned with commercial KRON-TV,
as indicated in items in Dec. 18 issue
of BROADCASTING. Subject of items was
proposed joint venture, currently
shelved (BROADCASTING, Jan. 8), be-
tween commercial KRON-TV San Fran-
cisco and KaeD Inc., licensee of both
noncommercial KQep(Tv) San Francis-
co and kQEC. As planned, partners
would produce  around-the-clock
news service for broadcast over KQEC
and separate distribution over area
cable systems. KQeC would remain
commercial free, but ads would be
sold on cable feed. Partners would
split revenues. Additionally, one item
inaccurately  characterized KQep
Inc.’s license for KQEC as having been
"yanked" by FCC. In fact, FCC Re-
view Board denied renewal of license
in 1988, finding that Kaeo had “en-
gaged in misrepresentations which
disqualify it from further licenseeship
of channel 32" (BROADCASTING, May 9,
1988). KQeD has appealed decision to
full commission. Item also implied that
Review Board stated that commission
“would no longer accept financial dif-
ficulties as justification for continued
nonoperation” of kQec. In fact, that
statement came from 1975 FCC warn-
ing to KQED and was quoted in Review
Board decision.

March 15—Deadline for entrants outside U.S. for
New York Festivals, radio and print advertising
competition. Information: (914} 238-4481.

March 15-16—Texras Association of Broadcasters
TV Day. Westin hotel, El Paso, Tex. Information:
(512) 322-9944.

March 17—22nd annual Addy Awards, sponsored
by Advertising Club of Metropolitan Washington.
Omni Shoreham hotel, Washington. Information:
(301) 656-2582.

®m March 19—Broadcast Pioneers Golden Mike
Award dinner. New York. Information: (212) 586-
2000.

March 19-22—National Computer Graphics As-
sociation 11th annual conference and exposition.
Anaheim Convention Center, Anaheim, Calif. Infor-
mation: (703) 698-9600.

March 22—Advertising Hall of Fame ceremonies,
sponsored by American Advertising Federation,
honoring James Burke, former chairman-CEQ,
Johnson & Johnson; Raymond Mithun, founder,
Campbell-Mithun Advertising, and Jean Wadem-

- Rindlaub, formerly with BBDO. Waldorf-Astoria,

New York. Information: (202) 898-0089.

March 22—Mississippi Association of Broadcast-
ers broadcaster/agency swap. Holiday (nn-Down-
town, Jackson, Miss. Information: (601) 957-9121.

March 22-23—(C-SPAN “Capitol Experience”
seminar “to provide cable operators with insight
into the network’s programing philosophy, reasons
to carry C-SPAN and ways to promote it among
their general audience.” C-SPAN headquarters,
Washington. Information: (202) 737-3220.

March 25-26—"Making the Promise of Local Ca-
ble Programing a Reality,” local programing semi-
nar sponsored by National Academy of Cable
Programing. Key Bridge Marriott, Arlington, Va.
Information: Steven Schupak, (202) 775-3611.

March 26-29—North Central Cable Television
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Association annual trade show and convention.
Hyatt Regency, Minneapolis. Information: (612)
641-0268.

® March 26—"Women in the Media," one in Amer-
ican Forum series sponsored by American Uni-
versity School of Communication. Kay Spiritual
Life Center, AU campus, Washington. Information:
(202) 885-2058.

March 29—46th annual dinner of Radio and Tele-
vision Correspondents Association. Washington
Hilton, Washington. Information: (202) 828-7016.

March 29-31—Broadcast Education Association
convention. Georgia World Congress Center, At-
lanta. Information: (202) 429-5355.

March 31-April 3—National Association of
Broadcasters 68th annual convention. Atlantz
Convention Center, Atlanta. Information: (202}
429-5300.

—
April
April 1-3—Cabletelevision Advertising Bureau

ninth annual conference. Marriott Marguis, New
York. Information: (212} 751-7770.

Aprit 3—Caucus for Producers, Writers and Di-
rectors general membership meeting. Los Ange-
les. Information: (213) 652-0222.

April 5-9—National Public Radio public radio
conference. Washington.

April 12—Federal Communications Bar Associa-
tion luncheon. Speaker: FCC Commissioner An-
drew Barrett. Washington Marriott, Washington.

April 13-14—12th annual Black College Radio
Convention, sponsored by the National Associa-
tion of Black College Broadcasters. Luncheon
speaker: FCC Commissioner Andrew Barrett. Pas-
chal's hotel, Atlanta. Information: Lo Jelks, (404}
523-6136.

April :116-19—Supercomm '90, jointly sponsored
by U.S. Telephone Association and Telecommun:-
cations Industry Association, and International
Conference on Communications, sponsored by
Communications Society of the Institute of Elec-
trical and Electronics Engineers. Georgia Worid
Congress Center, Atlanta. information: (202) 835-
3100.

® April 17—"Scoop or Snoop? The Press and Pri-
vate Lives,” one in American Forum series spon-
sored by American University School of Commu-
nications. Kay Spiritual Life Center, AU campus,
Washington. Information: (202) 885-2058.

® April 17—New Jersey Broadcasters Association
annual engineering conference. Rutgers Universi-
ty Continuing Education Center, New Brunswick.
N.J. Information: (201) 247-3337.

® April 18 —New Jersey Broadcasters Association
semi-annual sales seminar. Rutgers University
Continuing Education Center, New Brunswick,
N.J. Information: (201) 247-3337.

April 18-20—Broadeast Financial Management
Association 30th annual convention. Hyatt Reger-
¢y, San Francisco. Information: (312) 296-020C.

April 18-21—National Broadcasting Society/Al-
pha Epsilon Rho national convention. Sheraton
World Resort, Orlando. Information: John Lopi-
collo, (803) 777-3324.

April 18-22—Religious Communication Congress
"once-a-decade international/interfaith event,”
featuring seminars and workshops and exhibits
from broadcasting, production, music, publishing,
fund raising, computer and sateliite. Opryiand ho-
tel, Nashville. Information: (317) 236-1585.

April 19—Okio State Awards presentation cere-
mony and luncheon. National Press Club, Wash-
ington. Information: Phyllis Madry, (614) 292-0185.

April 19-20—C-SPAN "Capitol Experience” semi-
nar “to provide cable operators with insight into
the network's programing philosophy, reasons to
carry C-SPAN and ways to promote it among their
general audience.” C-SPAN headquarters, Wash-
ington. Information: (202) 737-3220.



—

May

May 8—Federal Communications Bar Associa-

tion luncheon. Speaker: Gene Kimmelman, legis-
lative director of the Consumer Federation of
America. Washington Marriott, Washington.

May 15—International Radio and Television So-

ciety annual meeting and Broadcaster of the Year
luncheon. Waldorf-Astoria, New York. Information:
(212) 867-6650.

May 17—Center for Communication award lun-
cheon. Plaza hotel, New York. Information: (212)

836-3050.

May 17-20—American Women in Radio and Tele-
wvision 39th annual convention. Theme: “"Media
Power in the '90s.” Capital Hilton, Washington.

May 19-22—CBS-TV annual affiliates meeting.
Century Plaza, Los Angeles.

May 20-23—National Cable Television Associa-
tion annual convention. Atlanta Convention Cen-
ter, Atlanta.

May 31—Deadline for entries in National Associa-
tion of Broadcasters Crystal Radio Awards com-
petition. Information: (202) 429-5420.

OpenaMike

Sticking up for radio

EDITOR: In response to Mr. F. Bruce Par-
sons’s letter in the Jan. 1 issue, when Hank
Harold hired me for my first radio job more
than 25 years ago, he said: ‘‘Kid, you don’t
want to be in this business. You’ll never
own a home, have a family or live in one
place. Plus, they’re making everyone get a
license!”” (3rd Class). Well, my 25th wed-
ding anniversary is coming in March, my
daughter will be 17 in July and I've lived
and worked in the Bay Area more than 17
years.

Sorry, Hank.

Thank you, radio. Everything I own, or
am, I owe to you.—John Mack Flanagan,
KIOI(FM) San Francisco.

Sticking up for satellites

EDITOR: I read with interest the Jan. | letter

-from Mr. F. Bruce Parsons concemning the
effects of *‘satellite radio’’ on the industry,
and feel that I should offer a comment.

First, the assertion that subscription to a
satellite programing feed ‘‘allows a local
station to abandon i1ts audience,’’ and sec-
ond, that satellite services ‘‘effectively put
hundreds of local personalities out of
work.”’

Having worked with many satellite-pro-
gramed stations, I must contest the asser-
tion that these stations abandon their local
public. In fact, I have seen the reverse in
most cases—stations that could not previ-
ously afford local news coverage have add-
ed it, as well as expanded local public af-
fairs coverage. Satellite programers
themselves encourage affiliates to enhance
their local presence with some of the cost
savings afforded by automation, realizing
that strong local station relations are vital
with any automated format. Additionally,
most satellite programed stations retain a
live morning daypart, and many go live in
the afternoon as well, again realizing that
localism is vital to the station’s success. By
cutting costs in other areas, these local day-
parts are often staffed with a better caliber
of talent, providing better local service once
again.

The assertion that hundreds of people
have been displaced by satellite programers
may or may not be true. However, 1 will
assert that the truly talented personalities
have and will continue to find employment.

Let’s face it. Network radio was around a

long time before network television. Net-
work radio, like NBC’s Monitor, died when
FM made the phone line quality of the feed
unsuitable. With satellite distribution, it has
returned and is serving to fill real needs in
today’s broadcast environment. I don’t hear
anyone wailing about centralized network
television program distribution—why all
the fuss over radio?

It’s a tough world out there when you are
fighting for local ad dollars. Almost every
town has too much media—too many phone
books, newspapers, shopping guides, gro-
cery store shopping cart billboards—and
too many local and adjacent market broad-
cast signals. If a satellite feed can help keep
a local station on the air, then plug it in.—
Bill Sepmeier, president, National Supervi-
sory Network, Avon, Colo.

Omission

EDITOR: In your Jan. 1 *‘1990: The New
Decade’” canvass of Fifth Estate leaders/ob-
servers, I was surprised to see not one fe-
male among 29 people featured. In fact,
you may have gone out of your way to
exclude females by including the male mi-
nority counsel to the House Telecommuni-
cations Subcommittee, but leaving out the
female, 16-year congressional veteran Car-
diss Collins (D-II1.), who is an actual mem-
ber of that subcommittee.

I can quickly think of several other fe-
males, many more prominent than the men
you featured, who would have added great
insight into our industry’s prospects for the
1990’s. Among them are current FCC
Commissioner Sherrie P. Marshall; former
FCC Commissioner Patricia Diaz Dennis;
president/owner of Harpo Productions
Oprah Winfrey; Federal Trade Commission
member Janet D. Steiger; head of the Na-
tional Telecommunications and Information
Administration, Janice Obuchowski; any
number of female network news anchors,
correspondents and producers, and many
female station managers, sales managers,
program directors and news directors across
the country.

By excluding women, your feature
seemed to be more a look back at the
1950’s rather than a look ahead to the
1990’s.—Keith Porter, Muscatine, lowa.

Warning signs
EDITOR: I read with interest your first arti-
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cle of the new year: ‘‘1990: The New De-
cade.”’ Then I re-read it. Not one mention
of the public, the communities, the audi-
ence, the viewers and listeners.

Only Don Browne mentioned credibility.
And our new FCC chairman, Alfred Sikes,
avoided any reference to the public.

So it looks like another cold decade for
the consumers of the media. Or does it? My
surveys indicate there are more car cassette
players and CD players because of all the
commercials and clutter on radio now. And
15% of the TV audience are using their
TV’s for watching videotapes, playing vid-
eo games and as computer monitors.

The ‘‘marketplace’’ is speaking and 1
hope the industry leaders are aware that
these are consumers.

Please don’t consider this just another
complaint from another egghead professor.
I had 25 years of commercial broadcasting
before 1 started teaching and 1 constantly
strive to be objective. I just see broadcast-
ing as a giant money machine now and the
public be damned.—Stanrley Lichtenstein,
broadcast faculty adviser, Chabot College,
Hayward, Calif.

Censorship vs. responsibility

EDITOR: This is a response to your Dec. 11,
1989, editorial, ‘‘Return to sender.”’

In the editorial, you accuse the FCC of
censorship because of its recent enforce-
ment of broadcast indecency laws against
six stations, adding that the commission is
attempting to ‘‘advance its own morality—
or that of a particularly vocal lobby—as the
law of the land.”

In fact, the FCC is enforcing the law of
the land. It only seems unjust to you be-
cause the law has not been enforced in
recent history. The commission’s actions
came only in response to the public’s outcry
for justice. Thousands of letters from angry
citizens have flooded the FCC’s mailbox
over the past several years...letters from
citizens outraged at the illicit material on
the airwaves (which some broadcasters
elect to call “‘free speech’’). Instead of con-
demning the commission’s actions, you
should be sighing ‘‘relief’’ that only six
stations were cited...which is barely a slap
on the industry’s wrist.

The FCC is not ‘‘advancing its own mo-
rality,”” as you contend; rather, it is advanc-
ing the will of the American people. Yet,
like spoiled children, you cry ‘‘censor-
ship.’” The real truth is that some broad-
casters want to advance their own immoral-
ity without regard to the listening tastes of
the public at large.

As a fellow broadcaster, I hear a lot
about broadcasters’ ‘‘rights’’ but very little
about ‘‘responsibility.”” Whether we care to
admit it or not, there are limits to free
speech. Let us not forget that we are gov-
ernment-appointed trustees of the public's
airwaves, not the other way around.—Bob
Hall, Sioux Falls, S.D.

Location, location, location

EDITOR: We just recently completed a trip
through 14 states and enjoyed listening to
the radio in both our truck and our trailer. It
was very comforting to be able to keep
track of news, the weather (especially the

weather) and be entertained. Radio is al-
ways there when you need it.

However, we noticed one particularly ir-
ritating aspect of the station operation. That
is that while stations never fail to announce
their FCC call letters as required, rarely do
they give the town or city from which they
are transmitting.

~On many occasions we would have taken
advantage of some facility that was being
advertised, but because we pull a fairly
large trailer we did not feel we could spend
the time or fuel to attempt to find the place
we were interested in. That is, if we could
be sure in which town the facility was.

It would help all of us travelers if your
readers would tell the traveling public
where they are and where the facility is that
is being advertised.

There are literally thousands of smalil
towns very close together in our country
and I think the individual stations are doing
their advertising customers a disservice by
not telling the public where they are.—
James C. Dean, Mount Crested Butte, Colo.
Mapping it out
EDITOR: Fidel Castro and Daniel Ortega
with dubbed-in voices are funny—commer-
cials occasionally are better than the shows.
But television instructor Brian Read
(‘‘Open Mike,"" Dec. 18, 1989) claims that
such trivialization is partly to blame for
college students who think that Bolivia is
next to Spain or Northern Ireland and En-
gland are part of the same land mass. If TV
has caused a problem, TV might solve it,
too.

Geographically ignorant people seldom
miss the news, right? OK, begin every
news item with a map.

Zoom from continent to country to city,
then to the newstape. This will keep it
lively.

Geographical awareness is enriched,
newscasts get an improved look, and it’s all
done without bumping one 30-second com-
mercial.—Ron Lindow, Pittsburgh.

Auto search

EDITOR: The Museum of Broadcasting is
planning a seven-decade retrospective of
radio and TV advertising for automobiles.
The exhibition is scheduled to open in Janu-
ary 1991, and will help celebrate the muse-
um’s move to its new home.

The museum will, of course, be contact-
ing appropriate parties to secure materials
for the exhibition. At the same time, we
would deeply appreciate hearing from com-
panies and individuals who have such mate-
rials, or know where we can find them—
especially the older ads and campaigns,
which will likely be the hardest to locate.

You can write me c/o the museum at 1
East 53rd Street, New York 10022, or call
(212) 752-4690, extension 36. Thank
you!—Gerry Scorse, associate curator, ad-
vertising, The Museum of Broadcasting,
New York.

Editor's note: The Jan. ! “Open Mike” from David
Shapiro on the Disabled Journalists of America in-
correctly listed his place of residence as Grinnin, Ga.
Mr. Shapiro lives in Griffin, Ga., and can also be
contacted at (404) 228-6491.
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MondayuMemo

An AM radio economy commentary by Eric Norberg, Adult Contemporary Music Research Letter, Portland, Ore.

ROADCASTING magazine recently

presented a series of fascinating

and useful articles examining the
state of AM radio and seeking solutions to
declining audiences. The articles have pre-
sented a sound overview of the problems,
and various points of view, but have also
made it clear that many of the ‘‘experts’’
may not be correctly reading audience
needs and desires.

Underlining the problem AM radio has
gotten itself into is the observation by
BROADCASTING in its Oct. 9, 1989, issue
that ‘‘a look at the trends in AM formats
over the last two years suggests that AM
broadcasters are turning away from music
formats and are increasingly programing
news, talk or some variation of the two.”” It
takes only simple arithmetic to see what the
problem here is: Combined audience levels
for talk formats in even the biggest markets
seldom top 20% of total shares, and 54% of
all operating commercial radio stations in
the United States are on the AM band. A
few AM talk stations will always be suc-
cessful, but the future or salvation of the
AM band has to be in something other than
talk, or these percentages warn that most
AM stations cannot survive. Fortunately,
AM broadcasting does have a future with
the programing that accounts for most of
the remaining 80% of the audience shares—
music—provided it satisfies audience ex-
pectations about content and presentation.

The fact is that AM and FM are per-
ceived as different services by the adult
public and they always have been. FM's
success followed the acceptance of high
fidelity stereo equipment into the home,
and found its niche as a texture, a back-
ground, in homes, offices, and elsewhere.
AM'’s tradition was more involving, and to
this day adults of all ages turn to AM for
different elements than FM—and usually
don’t get what they’re looking for.

In a nutshell, here is the distinction:
When adults are doing active mental work,
they tune in FM for a background (even
rock formats get the best audiences on FM
by minimizing textural differences). But,
when adults are doing routine, boring
work—driving, washing dishes, repetitive
easy tasks of various sorts—they switch on
AM, and look for the energy, content, vari-
ety, and substance that will keep them in-
terested.

To put it more bluntly, FM succeeds best
when it is rather boring and doesn’t overly
attract attention; AM succeeds best when it
involves and interests the listener. Surely
AM has a hidden advantage—FM’s can’t
‘‘get interesting’’ to compete.

Note that this clear difference in adult
audience expectations for the two radio
bands explains a great deal of what we’ve
been seeing in the ratings, in all markets, in
recent years. It explains:

€6 AM succeeds
best when it
involves and
interests the
listener. FM
succeeds best
when it is rather
boring and
doesn’t overly
attract
attention. 7’

8 Why background music formats, which
started on AM, rapidly died there once the
format transferred to FM, but the produc-
tion values that showcased the format on
AM (harps, poetry, etc.) failed to work on
FM and were discarded.

B Why talk formats work better on AM.

8 Why music formats that exist on both
bands tend to diverge in their successful
approaches. For example, AM country sta-
tions still do better with considerable per-
sonality involvement, regular news, count-
downs and production values, while their
FM cousins have evolved into a successful
formula of minimized content and interrup-
tions, long music sweeps, and elimination
of most DJ chatter and regular newscasts
outside of commute times.

8 Why pop music formats on FM direct-
ed toward adults have had success in recent
years while avoiding new and unfamiliar
music, yet AM stations trying to ‘‘safely
program’’ the same way have seen major
audience erosion.

8 Why the elements that built AM from
the mid-50’s to mid-70’s, including jingles
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and diverse formatic elements, don’t seem
to work well on FM. (Seeing that, AM
stations have dropped them too—a bad mis-
take.)

8 Why top 40, whose demos on AM used
to taper slowly downward across age 40
and even beyond age 50 in some cases, on
FM never drew as well from adults over the
age of 25 or 30 right from the start, even
while using the same elements that adults
accepted on AM.

Most of all, I think, it explains why AM’s
response to FM gains in the last 15 years—
that is, to drop its own approaches, and copy
the ‘‘successful’”” FM approaches—have
played directly into FM’s hands by offering
only a copy of FM on AM, rather than AM
programing the way the audience expects it.

This is not to say AM operators will find
fast success by making use of these in-
sights; there’s more audience to work with
on FM than AM, which makes gains harder
to get, and many years of programing imi-
tative of FM—or oriented toward lots of
yak—has lowered audience expectations
badly. But many AM stations still have a
decent cume tuning in every week who will
hear the changes, and shrewd marketing
can even help a new AM station attract a
new cume, If the programing really re-
sponds to audience desires.

The precise ways in which AM should
implement these research findings for its
own renaissance are outside the scope of
this article, although from my own experi-
ence I can guarantee you that applying
these findings definitely does work—some-
times spectacularly. Since the only bargains
in radio stations today are the AM stations
that are selling for far less than they are
worth (often far less even than they can
realistically make, as a business), it is time
for broadcasters to snap them up and start
programing what the audience really wants
to hear on AM.

Incidentally, does all of this mean that
the technical upgrade of AM is unneces-
sary, or unimportant?

Far from it. AM suffered an identity cri-
sis when the general public discovered what
audiophiles had known for decades—a
high-quality sound system is fun to own.
When they switched on the radio section of
those new stereos, FM sounded great, and
the AM band sounded crummy. It was a
receiver problem, but to the listener the
lesson seemed clear: AM was inferior and
obsolete; FM was modern, high-fidelity ste-
reo. AM must regain its place as a listener
choice by restoring sonic parity with FM—
which it truly can, with the NRSC curve
and C-Quam stereo. No AM station, of any
format, should fail to install both these up-
grades...now.

But in the end, without responsive pro-
graming to appeal to the listener who tunes
AM, there can be no AM renaissance. &
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Feast or famine
at NATPE

That is the question after New Orleans

The new rules designed to create a more
businesslike atmosphere at this year’s
NATPE did just that. But neither stations
nor distributors particularly cared for the
results, suggesting the decision to bar food,
show demonstrations and various costumed
characters from roaming the floors made for
a dull, drab affair.

The new rules were the talk of the show;
it’s a sure bet modifications will be made
for next year’s convention, to be held next
January, also in New Orleans. One small

distributor started a petition drive on the
floor last week to bring ‘‘showbiz’’ ele-
ments back to the NATPE convention.

At the very least, distributors next year
will again be allowed to offer food to peo-
ple dropping by their booths. The absence
of food cut dramatically into the amount of
time. attendees spent on the floor.

Even some major distributors who had
been instrumental in getting the new rules
passed acknowledged they went too far.

Participants were split last week as to
what extent the new restrictions should be

Among the more novel expressions of disaffection for the new rules banning food, drink and
demonstrations on the NATPE exhibit floor in New Orleans were (above) the large—perhaps 15
feet by 20 feet—ALF (Warner Bros.) who greeted attendees just outside the entrance to the
convention center, and a petition circulated by Austin, Tex.-based Republic of Texas Communica-
tions, distributors of “Austin Encore” (a best-of compilation of the PBS series “Austin City
Limits”). Republic of Texas was prompted to call for the return of live demonstrations after the
armadillos it brought to last year’s NATPE convention in Houston were banned from this year's show

curtailed. Two camps emerged: one calls
for repeal of the no-food rule and the other for restoring the glitz
and hype that was, up to this year, a NATPE staple. ‘‘[ like every
one of the changes except the food,’’ said Shelly Schwab, MCA
TV president. “‘[ was one of the people who voted very strongly to
do away with food,”” said Schwab. ‘‘But I listened to the custom-
ers and I think by reintroducing food—and nothing else—it would
be a perfect balance. I love the idea that the press wasn’t running
around rampant,’”’ he said.

That was a reference to the fact that television crews were
prohibited from doing interviews on the exhibit floor.

NATPE officials acknowledged that only about half of last
year’s press contingent, totaling about 400, showed up this year.
But they said that was by design. Freelancers without a specific
assignment were not granted credentials, and the number of cre-
dentials per TV crew was reduced.

*‘I was thrilled that you weren’t attacked by Godzilla monsters’’
roaming the exhibit floor, said Schwab. “‘I was thrilled that there
weren’t women mud wrestling. [ think all of that made us look
more prestigious and more businesslike.”’

Many other distributors, however, want to see the glitzier as-
pects of the convention restored. ‘‘We’re in show business,’” said
Kevin Tannehill, president, MTM Television Distribution Group.
“‘Let’s act like we're in show business. Let’s have some fun.
We’re not selling tires here, we’re not selling hardware. This has
been a pretty boring convention. If we were to have another show
like this, I really would have to seriously question the viability of
the show. I would rather have my sales people doing other things
than standing around and spending this kind of money.™’ Station
executives were also split as to what degree the new rules ought to
be rolled back. ‘‘NATPE needs pizzazz and razzle dazzle," said
Jim Abbott, station manager, WATE(TV) Knoxville, Tenn.

But Robert Leider, vice president and general manager,
WSVN(TV) Miami, questioned the need for glitz. ‘“The most impor-
tant thing about this convention is meeting other broadcasters and
discussing and sharing your experiences over the past year,”” he
said, adding that exhibitors should be allowed to provide food so
that station people screening programs and networking don’t lose
time looking elsewhere for sustenance.

There was also talk at the convention of a merger with the INTV
show, talk supported by a straw poll taken at a post-convention
exhibitors meeting in which 90% of the 50 voting exhibitors said
they did not plan to exhibit at INTV next year (see ‘‘In Brief,”
page 80). A meeting of NATPE and INTV officials is scheduled for
March 9 to try to resolve the scheduling problem.

]

There were few surprises on the convention floor. Claster Televi-
sion made news, however, with the announcement it was develop-
ing, with DIC Enterprises, an animated strip based on the James
Bond character, available in the fall of 1991.

Meanwhile, program analysts at the rep firms generally applaud-
ed the quality and quantity of this year’s crop of new shows. ‘“‘In
every product category there are at least two programs that have
strong potential—and we haven’t seen this situation in years,’’ said
Mike Levinton, vice president and director of programing, Blair
Television.

Janeen Bjork, vice president, Seltel, agreed. **Syndicators are
making the financial commitments to produce quality shows this
season,”’ Bjork said.

““The playing field has leveled off and stations have a lot of
control,”” said John Von Soosten, Katz programing vice president.
*‘I think that’s healthy for stations,”” he said. ‘‘They should control
what’s on their air because it’s their bottom line and their image in
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the market.”’

Several game shows were battling for momentum at the show
and have been judged about equal by the critics. They include
Buena Vista’s Challengers, Wamer’s Trump Card, ITC's Tic Tac
Dough and Orbis’s Jokers Wild. Also given a shot at a launch are
Guber-Peters’s Quiz Kids Challenge and Orion’s Name That Tune.
And King World was said last week to be close to declaring
Monopoly a “‘go’ for next fall, albeit with coverage far below that
needed to sell barter time in the program (which was how it
launched Wheel of Fortune several years ago).

MCA appeared to come out of the convention with the highest
clearance for any new strip, 71% for My Talk Show, positioned as
a late night vehicle.

In the talk show area, MCA was also getting some good reviews
for Studio 33: Hollywood, for daytime. Schwab said last week the
clearance picture on that would become clearer in the next several
months after stations make decisions about shows currently on
their air.

Peter Lund, president,

— 71 TOP OF THE WEEK

Amy McCombs, president-GM,

It seemed likely that Warner Bros. would launch Voices of
America with Jesse Jackson. Arthur & Co. also just received a
full-year production order from MCA for the new comedy What a
Dummy, already cleared in most of the country.

Among new kids shows, Worldvision’s Wake, Rattle & Roll
looks like a good bet to get launched, in addition to the well
publicized projects from Buena Vista (Tale Spin and New Adven-
tures of the Gummi Bears) and Wamner (Tiny Toon Adventures and
Merrie Melodies). .

O
In other activity at the show:

® Paramount Domestic Television Distribution reports that Ger-
aldo has been renewed in more than 60% of the country. Of those
renewals, between 60% and 70% are in early fringe. While the
window of opportunity for competitors coveting Geraldo time
periods is closing fast, a number of key markets have not yet
committed to renewing the show in early fringe, including wCBs-
TV New York.

John Claster, president, Claster

Multimedia Entertainment

“It's certainly a buyer’s market

from the game show standpoint.
There are three or four game
shows out there that are pretty close
in terms of prospects. You could
say the same about off-network
comedies. In some other cases

it's not quite as much a buyer’s
market. The general consensus
seems to be it is a quieter and more
sedate convention. And there's

no question the overwhelming
feeling is they need to go back to
the way it was. It's a real possibility
INTV will go away. You certainly
could make a case that you don't
need both of them anymore.”

KRON-TV San Francisco

“Clearly the number of game

shows syndicators are showing
indicates that they see an
opportunity to compete against
Wheel of Fortune. It certainly

seems like a buyer's market, looking
at how all the time periods seem

to be log-jammed with programing in
early fringe and access. There is
nothing that fresh in the screening
rooms.

“The one thing I'd rather see
return is the food syndicators used
to lavish on us at past
conventions. They probably lost
some peak floor traffic because
of the rules.

“It doesn't make sense not to
put INTV and NATPE together."”

Television

“There should be a way to find a
middle ground for the supplying of
nourishment to NATPE
attendees. The lack of food on the
floor is a detriment to us as
distributors for people are forced off
the floor in order to eat.

“It's hard to tell right now
[whether or not INTV and NATPE
will merge into one show]. Both
organizations have important
reasons for existing as separate
entities. The real question is: Should
there be two separate screening
entities? This issue will be looked at
seriously over the next three
months. Should there continue to be
two shows, however, we will go
back to both.”

In the magazine genre, most expect Fox to launch Personalities,
already cleared in about 65% of the country, including the Fox-
owned stations. Last week TPE declared its magazine entry, Pre-
view, a go for the fall. King World will, by most accounts, also
launch Only Yesterday. MCA now has 37 stations signed on for
Inside Report, produced by WSVN(TV) Miami.

A number of weekly shows are poised to launch in the fall.
Palladium’s new first-run version of The Lone Ranger signed off
on or had offers from stations covering 65% of the country by the
end of the show last week. Palladium executives say the new
Ranger is a **superhero’’ for the 1990’s. Another superhero, Su-
percop, star of Viacom’s new half-hour weekly show, seemed to
have momentum coming out of NATPE.

The Joan Rivers Show has now been renewed in 40 markets,
covering 47% of the country. Key to the Rivers renewal situation
are some 40 stations which, by contract, don’t have to make a
decision until after the February sweeps numbers are in.

The company’s first season magazine show, Hard Copy, has
been renewed in 60% of the country, including 18 of the top 20
markets, said Steve Goldman, executive vice president, Paramount
Domestic Television. The show has been picked up by Gannett
stations in Minneapolis and Denver to replace the canceled USA
Today in access. The show has been upgraded by 17 stations to
access for year two, the company said.

® Buena Vista Television’s game show, The Challengers, has
cleared 45 markets, representing more than 51% of the U.S., and is
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a “go”’ for fall 1990. According to Robert Jacquemin, president,
BVT, most stations are clearing the show for news adjacency time
slots.

BVT’s Live With Regis and Kathie Lee has been renewed in 57%
of the U.S. for fall 1990. The show also recently premiered on
WILA-TV Washington and in Atlanta on wSB-TvV. Each month this
season, Live has increased its national ratings in comparison with
1988. Stations airing the program in the same time period since its
debut saw an average 29% increase in household share and 35%
among women 25-54.

® Wamer Bros. gave the go-ahead to its two new first-run
vehicles for fall 1990, game show Trump Card and the Rev. Jesse
Jackson’s hour talk show, Voices of America. The studio also
announced substantial clearances for the off-network sitcom Full
House and, while it has not actively begun marketing its CBS
sittcom Murphy Brown, said the program has already sold in
several markets.

Game show strip Trump Card has now cleared 55% of the

Matthew Nixon, program

. TOP OF THE WEEK

Robert Leider, VP-GM, wsvn-Tv

cleared 25 stations, including five of the top six markets and 12 of
the top 20, bringing national coverage to nearly 40%. Tribune
Broadcasting bought the show as part of a package including The
Hogan Family. Other stations picking up the show include
KTLA(TV) Los Angeles, WGN-TV Chicago, WGBS-TV Philadelphia
and WLVI-TV Boston. Warner is guaranteeing 100 episodes of the
show, now in its third season on ABC, for eight runs over four and
a half years and an additional six-month license term for additional
seasons beyond 100 episodes.

Other Warner off-network sitcoms for fall 1990 include The
Hogan Family, with 55 stations for 60% of the country, and,
introduced earlier, Head of the Class, ALF and Perfect Strangers,
all in more than 90% of the country.

B Personalities, the Twentieth-Century Fox’s magazine/celebrity
strip being marketed as a complement to the company’s highly
successful magazine strip, A Current Affair, has cleared at least 64
stations, covering an estimated 43% of U.S. TV households, not
including Fox-owned stations (which would add another 22% of

& 4
Dick Robertson, president,

manager, wrse-Tv Hartford, Conn.— Miami Warner Bros. Domestic TV
“We're fortunate in that we don't Distribution

have a lot of needs; most of our time
periods are working. In our

market, we run Inside Edition and
Entertainment Tonight in access,
and we came in number one in the
November book, knocking off

Wheel of Fortune and Jeopardy! for
the first time.

“A lot of shows being offered at
NATPE have no place to go. Studio
83: Hollywood, which is a decent
show, or Kelly and Gail, are
effectively biocked out because
of ongoing commitments. The
current buzz about it being a
buyer’s market is true, in that
syndicators don't have any room
to push their shows."”

“The most important thing about
this convention is meeting other
broadcasters and discussing and
sharing your experiences over the
past year. That's also true for

other shows like INTV and NAB. In
the major markets, most of the
shows are purchased already. As
for the new rules, | think there's a
modification, maybe in regard to
food, we may need to make. The
convention opens at 11:30 a.m., and
then there's no food here. | don't
think it means very much to have an
INTV syndicators’ exhibit. | was

in Los Angeles a week ago seeing
these same people.”

“Having two separate

conventions [INTV and NATPE] has
outlived its usefulness. If INTV
doesn't agree, it's going to happen
anyway because independents

are not buying any programs there.
Next year, if INTV and NATPE

don't [merge], we may choose not to
participate at INTV as an

exhibitor.

“| can't deny the fact the scales
may have tipped slightly in favor of
the buyers this year in some
areas, such as first-run. It just
means shows will get on air with
terms and conditions that will be
more favorable to stations.”

country, with the latest additions to its 65-station lineup being the
Disney-owned KCAL(TV) Norwalk, Calif. (Los Angeles), and sta-
tion group Burnham Broadcasting. Dick Robertson, president,
Warner Bros. Domestic TV Distribution, said Trump, being sold
for cash and barter, with Warner keeping a minute and a half of
commercial time, would end up about 40% in access, 60% in
fringe time periods.

Voices cleared 71 stations for 53% of the country, including
KRON-TV San Francisco, WINH-TV New Haven, Conn., WJBK-TV
Detroit, wiw-Tv Cleveland and WTvJ(Tv) Miami. Robertson said
the show would air mostly in weekend access and was sold with a
barter split of 7-7.

Full House, Warner’s off-network sitcom for fall 1991, has now

the country).

According to the company, the show, sold without a pilot,
cleared largely in early fringe, with some late fringe clearances,
and is being sold on a cash-barter basis.

® King World Productions President and Chief Executive Offi-
cer Michael King indicated that some changes being made on fall
1990 game show strip Monopoly paid dividends at the NATPE
convention, with the show pulling down a dozen clearances in New
Orleans for a total of 24 stations overall. Uncle Pennybags, a
midget used in the pilot who had been a source of controversy
among rep firms and stations, has been dropped from the show,
confirmed host Peter Tamarkin.

Modifications in Monopoly’s format (which King said is close to
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getting a *‘go’") include the search for a female co-host (a la Vanna
White), a mock-up of the game board for closer graphic shots of
contestants’ total real estate acquisitions, an overall simplification
of the rules and other **surprises’’ to be announced shortly, accord-
ing to Erni Di Massa, vice president, programing and develop-
ment, King World. King pointed out that Wheel of Fortune only
cleared 43% of the U.S. market in its first year of distribution
(1982) and ‘‘has changed its format in various ways every year
since then.”’

““Merv [Griffin] tried it [Uncle Pennybags], and he’s not afraid
of trying other things out,”’ King said of the Wheel and Jeopardy!
producer. ‘‘Other people identified Pennybags as a dwarf, when
the character was actually a midget. I think it was insensitivity on
the critics’ part to make it the center of attention.”’

In other developments, King said nostalgia strip Only Yesterday
has cleared 42 stations, representing 47% coverage, and a firm go
in the near future. Renewals appear to be going smoothly, with
Wheel and Jeopardy! 90% re-signed for 1990-91. The Oprah Win--

George Back, president, All
American Television

“| would say it's been a buyer’s
market for a number of years. But
there are influences that act on
that buyer's market. What mitigates
that, in favor of the seller, is the
expansion of cable into the arena as
a buyer. The international market
is also a growing opportunity.

“As a show concept, | miss
some of the showbiz elements. |
don't think we should take
ourselves so seriously that we
become gray businesspeople.

The food thing is silly. There's
already some underground food
being served.

don't lose that.

1 TOP OF THE WEEK | e e

David Sifford, executive VP,
marketing and sales, Tribune
Entertainment—"1've never seen
the access marketplace as
competitive as it is, particularly in
the major markets. Good shows
continue to get better, so new
shows are continuing to just leak in.
"[The convention] has got to
be businesslike, to a degree, yet we
are all entertainers and it's a
showbiz-type business. 1 hope we

“INATPE and INTV] need to
join together. But | don't think they
will. The program directors at
NATPE don't want their bosses, the
station presidents and GM’s at

8 Worldvision’s morning kids show Wake, Rattle & Roll, the
first project of new Hanna-Barbera head David Kirschner, has now
cleared more than 50% of the U.S., including seven of the top 10
markets.

The daily half-hour live action/animated show has been picked
up by Tribune Broadcasting’s WPIX(TV) New York, wGN-Tv Chica-
g0 and WGNX(TV) Atlanta; Fox TV stations KTTV(TV) Los Angeles
and WFXT(TV) Boston; Taft’'s wpHL-Tv Philadelphia; Gaylord’s
KTVT(TV) Dallas and KHTV(TV) Houston, and Malrite’s WOIO(TV:
Cleveland.

No clear go-ahead was given for the company’s *‘‘talk’’ show, A
Question of Scruples, a half-hour strip for fall 1990 produced by~
Sunbow Productions and based on the board game Scruples.
Worldvision’s Randy Hason, senior vice president, domestic sales,
said he hoped for mostly early fringe and daytime clearances for
the show, which is being sold on a cash-plus-barter basis, with a
split of one minute to Worldvision and five to stations.

Worldvision said it had cleared four-hour mini-series Voice of the

Thomas Herwitz, VP-GM,
wTTG(TV) Washington

“We spent a day before NATPE
looking at our own in-house
program development, and it was
like night and day in terms of what
we were |ooking for at the show.
We were looking for some very
specific things and we just

haven't found them. | think we'll get
back from the show and say this

is really no joke about having to
come up with our own things
locally and in terms of our station
group [Fox], because if you don't
find it out there, the only way to do it
is to do it yourself.”

INTV, taking over their programing

convention.”

frey Show is renewed in 115 markets (81% coverage) and news
magazine Inside Edition has been renewed with 52 stations.
& Viacom’s Supercop, the half-hour weekly action-adventure
series being positioned as a companion piece to the company’s
Superboy, has offers from 64 markets, including 18 of the top 20.
KNBC-Tv Los Angeles will carry the show Saturday, 7-8 p.m., and
other clearances include Dallas, Houston, Miami, Denver and
Phoenix. The show is being sold on a barter basis with three
minutes for national ad time and three and a half for local.
Viacom’s other first-run offerings for next fall, for which the
company gave no clearance numbers, were the one-hour late night
strip Entertainment Coast to Coast, the weekly half-hour magazine
series America’s Hit List and a daily half-hour Ross Shafer vehicle.

Heart in seven top-10 markets for late April, including wwOR-TV
New York, the Fox station group, and Gaylord stations in Seattle
and Milwaukee.

B Guber-Peters Television Senior Vice President Jeff Wald says
the company has signed deals with 30 stations (42% coverage) for
game show strip Quiz Kids Challenge, but stopped short of pro-
claiming the show a firm go for 1990-91. However, a trade ad said
Kids is a go. According to Wald, the cash-plus-barter (one minute
national) half-hour has secured predominantly early fringe slots.

Guber-Peters also introduced a new half-hour weekly rap music
magazine at the convention called New Music Report. Wald says
that Peter Guber’s and John Peters’s recent appointments as chair-
men of Sony-owned Columbia Pictures greased the wheels for a
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partnership between CBS Records (which Sony also owns) and Def
Jam Records to produce the show.

8 Game show strip Tc Tac Dough has been given a firm go from
ITC Domestic Television with the closing of at least 10 station
deals at NATPE, bringing the station count to 37 stations and 42%
coverage. New stations included WBAL-TV Baltimore, KGGM-TV
Albuquerque, WHP-TV Harrisburg, Pa., WNYT-TV Albany, N.Y .,
KFDA-TV Amarillo, Tex., WCMH-Tv Columbus, Ohio, and KGMB-
TV Honolulu.

® Tribune Entertainment’s half-hour weekly music and enter-
tainment show Dionne and Friends premiered Jan. 8 with clear-
ances in 54 markets, with its lineup of 20 affiliates and 34 indepen-
dents including WPIX-Tv New York and KTLA(TV) Los Angeles.

According to Dave Sifford, Tribune executive vice president,
Dionne, with mostly weekend prime time and late fringe clear-
ances, covers 60% of U.S. households and more than 72% of black
households.

No deals have yet closed for Kelly & Gail, the company’s hour-
long daily talk show, said Sifford, but he added there has been
interest expressed by NBC and CBS owned-and-operated stations.
KRON-Tv San Francisco has picked up the show, which is targeted
for mornings and sold on a cash-barter basis, with two minutes of
national commercial time.

® LBS declared Family Feud a firm go for year three. Now
cleared in 46.2% of the country for next season (87% for the
current season), one-third of the show’s stations have until after the
February sweeps to decide. LBS also said it has cleared its World
Premiere Movies package in over 50% of the country, including
WGN-TV Chicago. To insure market exclusivity for the other affili-
ates, WGN-TV will air the movies one week after the rest of the
country.

The company also announced two new weekly shows. Classic
Rock TV, a one-hour barter show to be produced by Welk Enter-
tainment Group, features Jeff Baxter, formerly of the Doobie
Brothers. The program will feature a 17-piece band composed of
top Los Angeles musicians and will have guest hosts and musicians
each week. The other show is Runway Club, a weekly fashion and
lifestyle magazine. The company also announced a six-episode
series of specials, Medal of Honor, profiling winners of America’s
top military honor.

B Young James Bond is the title of a new, half-hour animated
strip introduced and offered at NATPE by Claster Television in
association with MGM/UA Communications, for broadcast in fall
1991.

According to John Claster, president, Claster Television, Mup-
pet Babies is cleared in 90% of the U.S, and G.1. Joe, available for
September 1990, is cleared in 82% of the country, comprising 85
markets. ‘‘For Joe, we have cleared an additional eight markets in
the last 10 days,”’ he said.

® All American ‘‘did very well” at this year’s NATPE, accord-
ing to company president George Back. ‘‘We made a deal shortly
before NATPE for Coming Attractions 1, a package of 16 major
motion pictures,”’ Back said, ‘‘and we have seen a tremendous
amount of walk-up, based on the advertisements we’ve run in the
past few weeks."”

All American renewed Crimestoppers for another season ‘‘and
we’ve seen initial interest in All Together Now, our music show
hosted by Peter Noone,’’ Back said. ‘*We have also seen heavy
international business this week.”’

® Fries Distribution has picked up Tuff Trar from Qintex, effec-
tive immediately, according to Ave Butensky. The company also
" just launched The Auto Channel, a sales-driven barter show, which
cleared 15 markets during the conference. Total Video is handling
the barter. The Auto Channel is slated to start in April, continuing
into 1991, and will eventually be 52 weeks a year, said Butensky.
Contract terms state that any station can cancel, with four weeks’
notice, at any time.

B Preview—The Best of the New, a fall 1990 news magazine
strip, has sold in 42% of the country and was called a firm go by
TeleRep President Al Masini. WNBC-TV New York last week
joined KABC-Tv Los Angeles and 30 other stations taking the
program, produced by Television Program Enterprises, a division
of Cox Enterprises’ TeleRep.

Preview clearances are in seven of the top 10 markets, 13 of the
top 20, with stations from group broadcasters Cox, Great Ameri-
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TCI announced plans to split
into two companies, spinning
off programing and some
systems to diffuse regulatory
concerns of Congress and to
enhance company’s value on
Wall Street. Story on page 80.

can, Belo and Times Mirror. The show features news on upcoming
events in entertainment and lifestyle trends, with a reporting team
including Robin Leach.

® Turner Program Services said it has received 40 offers in top-
50 markets for its half-hour animated weekly series Captain Planet
and the Planeteers, although no clearances were announced.
Turner also said it has signed Tom Cruise, Whoopi Goldberg,
Richard Gere, Ed Asner, John Ratzenberger and Levar Burton to
play voices for the show, produced by Turner and DIC Enterprises.

® Samuel Goldwyn Television President Dick Askin said the
weekly hour American Gladiators has been renewed in 16 of the
top 20 markets. Among the stations re-upping for Gladiators are
WPWR-TV Chicago, WPHL-TV Philadelphia, wkBD-Tv Detroit,
KMOV-TV St. Louis, KXAS-TV Dallas, WGNX-Tv Atlanta and KTSP-
TV Phoenix. The weekend barter offering (seven minutes local, six
minutes national) has also moved in New York from WNBC-TV (at 2
a.m.) to upgrade at WNYW-TV (11 a.m. and midnight).

Askin added that Goldwyn’'s November Gold II1I, with such
feature titles as ‘‘Mystic Pizza,”” ‘‘Breaking Even’’ and ‘‘The
Nest,”” is with Tribune and Gaylord station groups.

® Blair Entertainment has become the exclusive distributor of
Dracula: The Series, a new weekly action adventure drama slated
for a fall 1990 debut. The show has a projected budget of $500,000
per episode, consists of 26 original half-hours, and is offered on a
barter basis. )

Blair has also cleared each of two projects in 100 markets,
including all of the top 10, representing more than 80% of the U.S.
They are Goldeneye, an original, two-hour film biography of James
Bond creator lan Fleming, slated to have its U.S. first-run syndica-
tion debut in April, and The World’s Greatest Stunts, a two-hour
tribute to Hollywood stuntmen hosted by Christopher Reeve and
Chuck Norris, with a window of April 2-April 29.

Blair is also the exclusive distributor of The Collection, a pack-
age of eight, two-hour films which debuted as CBS Hallmark Hall
of Fame specials during the 1988-89 season. The package has been
cleared on 120 stations, representing 83% of the U.S., including 10
of the top 10 markets and 43 of the top 50. The Collection is
available from January through September and is being offered on a
barter basis.

® New World syndication President Tony Brown said he hopes
to get a couple of dozen stations to pick up a new late night drama,
Crosstown, on a trial basis during the May sweeps. If the test goes
well, the company would then produce a full year’s worth of
episodes, Brown said.

® Fox/Lorber featured three shows at NATPE, according to
Robert Miller, vice president, domestic syndication. Driver’s Seat
is 26 original, weekly half-hours focusing on performance, design,
road safety, maintenance and the economics of owning a car. It is
available for fall 1990, and the barter split is 3% minutes local, 2%
minutes national.

*“We are making renewals for Michelob Presents Night Music,”
said Miller. The show is an hour-long, weekly mix of music,
humor and celebrity interviews, featuring prominent recording
artists. Saxophonist David Sanborn is the host.

Fox/Lorber is also offering Healthy Lifestyles, a 13-part, sum-
mer magazine series hosted by Bruce Jenner and designed to appeal
to fitness-oriented adults, aged 18-49.

® MG/Perrin was offering repackaged segments of the off-USA
Network late night music and comedy show Night Flight. The two-
hour show is being offered for straight barter.-SM, AAG, MF, RG, JE
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NBC’s Wright a

Network president sees little, if

any, progress in current negotiations
with producers; he says lobbying
battle on Hill may be renewed

Describing them as ‘‘television’s equivalent
to the Berlin Wall,”” NBC President Robert
Wright said last week the FCC’s financial
interest rules must be modified if the net-
works are to compete successfully in a
competitive environment where none of the
other players are so ‘‘shackled.”

Wright made his remarks during a key-
note address at the NATPE International
convention in New Orleans last week.

And he left no doubt he wants to see the
networks have the ability, once again, to
syndicate programs, as well as to have a
financial interest in them. ‘It could very
well come to pass that at some future
NATPE convention you will see the three
major networks here doing business with
everyone else, in booths offering programs
and financing development and tnvestment
deals,”” said Wright.

Immediately after the address, Ralph Ba-
ruch, representing the Program Producers and
Distributors Committee, held a press confer-
ence, where he cited reasons why the com-
mittee believes there should be no change in
the current rules (see box, below).

In a follow-up interview with reporters
after the speech, Wright suggested that ef-
forts to modify the rules may be entering a
new phase, where the lobbying battle on
Capitol Hill may be renewed.

Producers won the last round. Congress
directed the two sides to talk after telling
the FCC to putits inquiry into the rules on
hold several years ago.

However, negotiations with. the major
television producers, represented by the
Motion Picture Association of America, to
come up with a workable compromise on
the financial interest and syndication rules
have stalled.

The on-again, off-again talks have yielded
little, if any, progress. Last week, Wright
said it was apparent to him that negotiations

1 TOP OF THE WEEK [_—

with producers won’t work. ‘“We certainly
haven’t had much success so far,”” he said.
“I'm not terribly optimistic. I think there is
just too much self-interest. There’s nothing to
be particularly optimistic about.”’

Wright said NBC would *‘keep plugging
along’’ with its lobbying effort on the Hill.
“Time and logic and the change in the
world markets are our best attendants in this
battle.”’

Added NBC general counsel Corydon
Dunham: ‘‘You really have to wonder
about the Congress of the United States
protecting Sony from competition in do-
mestic television program production.’’

Dunham’s comment referred to Sony’s
recent acquisition of Columbia Pictures En-
tertainment, a major program producer and
syndicator.

In his speech, Wright said that if the
network financial rules remain in place as
is, the survival of the networks could be
threatened. ‘*If we stumble and if we fall,”’
said Wright, ‘‘all of you are going to feel
the impact. Affiliates, program producers
and syndicators all have a big stake in our
present system, and you are all going to be
severely affected by any further diminish-

the networks.”

In response to Mr. Wright

Ralph Baruch, chairman, Viacom International, and chairman of the Program Produc-
ers and Distributors Committee, took the offensive following Wright's address, saying
that if the networks get their way on the fin-syn issue and relaxation of in-house
production, it would "force the collapse of the prime time access rule (PTAR) and
would be counter to the ‘localism’ Mr. Wright speaks of so fondly." He stated
uncategorically that his committee will “oppose any changes in the status quo,” in
regard to current negotiations between the Motion Picture Association of America
(representing the Hollywood studios) and the networks.

“| admire and respect [MPAA chairman] Jack Valenti, but | believe he has em-
barked on the wrong road,” Baruch said. "We don’t care about the collapse of
consent decrees [effective November 1990]. They [the networks] can produce all they
want, but they won't be able to. Right now, the networks can distribute programs
internationally, and now they want a piece of the producers’ pie of domestic syndica-
tion revenues. It's a fact that the networks want to extract the rights [licensing fees)
without exacting a dime of their own money to produce the programs. Syndication is
the only way producers can make up for the deficit financing they're saddled with on

Baruch added that his organization will oppose any future attempt by Fox Broad-
casting Co. to seek an FCC waiver to become a full-fledged network and program
supplier. He said: "They can't have it both ways.”

Broadcasting Jan 22 1930
32

rgues for equality under fin-syn -

ment in that [network] system.”

The financial interest and syndication
rules were initially adopted in the early
1970’s in part to prevent the networks from
controlling program production and syndi-
cation markets by leveraging their power as
the largest program exhibitors in the coun-
try.
But Wright argued that other media play-
ers have become vertically integrated in
recent years, such as Rupert Murdoch’s
Fox, Paramount, MCA, Turner Broadcast-
ing and Time Warner, yet they remain un-
checked by similar rules. “‘If you didn’t
bother to count at the start of the season,
something like 14 prime time shows were
being produced [by] foreign companies,”
said Wright, ‘‘most of them fully integrated
hardware and software companies involved
in all facets of program production and dis-
tribution. "’

Noting the billions of dollars each net-
work spends annually on entertainment,
news and sports programs, Wright said the
stakes for the big three were ‘‘enormous.
And it is not so much a matter of even
competing with each other anymore, it’s
competing additionally with the new cable
networks, with Fox and the major market
independents,”” he said.

Having a financial interest in entertain-
ment shows on their air is *‘essential’’ for
the networks in the current marketplace,
said Wright. ‘‘Financial interest doesn’t
guarantee us anything. It only gives us an
opportunity to produce and derive some
ancillary benefit from our success on the air
[and] enables us to take more risks, and at
least open up the potential for having more
revenue streams.’’

But Wright acknowledged last week that
NBC’s financial health is now extremely
good. The move to get relief from the net-
work financial rules is based on a projection
of the networks’ inability to compete suc-
cessfully in the future.

Some producers, including those on the
Program Producers and Distributors Com-
mittee, contend that moderating the cur-
rent financial interest rules would lead to
a repeal of the prime time access rule as
well, because both have the same underly-
in% rationale.

ut Wright said they were two ‘‘com-
pletely different’” and unconnected issues.
He did say, however, he didn’t think PTAR
had accomplished what it was intended to
do—to foster ‘‘locally produced shows,
with a heavy news and public service con-
tent.’’

Wright predicted that the *‘Berlin Wall of
financial interest regulations restricting net-
work television will collapse and fall under
its own weight.”” As a result, he also pre-
dicted that the 1990’s will see the creative
financing techniques of film making a move
into television production, with a variety of
joint ventures and partnerships. ‘‘The li-
censing techniques of today will look as
antiquated as 18th century marriage con-
tracts,”” he said.

Wright also said cable network penetra-
tion will climb to 75% in the 1990’s.-sm
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NAB'’s big deals in Rancho Mirage

Code: Down but not out
Telcos: Out but not down
Must pay: Idea whose time has come

USTA-NAB detente. As fate would have it, both the United States Telephone Association and NAB
held meetings in Rancho Mirage, Calif., on Jan. 12-13. By coincidence, each association held a
legislative forum at the exclusive Ritz Carlton for members of Congress. And although NAB members
are not sold on the idea of having telcos compete in their business, they were feeling neighborly
enough to invite USTA members for a joint reception one evening. Pictured, I-r: USTA President John
Sodolski, Carl Bailey, South Central Bell president, his wife, Jean, and NAB President Eddie Fritts.

ased on the National Association of

Broadcasters joint board meeting

last week, the chances of the asso-
ciation reviving a programing code appear
slim to none. Despite support from some on
NAB'’s executive committee, who feel that
guidelines or a code dealing with so-called
indecent broadcasts should be implement-
ed, the idea met with stiff resistance. But
because of continuing political pressure
from Congress and the FCC, NAB intends
to wrestle with the issue again when the
directors gather for their June meeting, al-
though one source maintained that the idea
of reimposing a code is ‘‘dead.”” And a
*‘confidential’” memo from NAB’s legal
department only served to underscore the
dangers associated with imposing such
guidelines (see below).

Other than the negative reaction toward
resurrecting a code, the meeting ran
smoothly. The association’s $16.6 million
budget basically sailed through without se-
rious debate (see page 42). It was described
as a ‘‘love fest”” by one director. There was
none of the rancor that has characterized
previous gatherings. It seemed the PGA
West golf course, a ‘‘killer course’” with
sand and water traps, proved more chal-
lenging than most of the policy decisions
the radio and television boards dealt with.

*“I think this board meeting came out
more unified than at any other time in my

memory,”’ said NAB President Eddie Fritts
at a press briefing. The board assembled for
three and a half days (some came two days
earlier for a legislative forum [see page 42])
at the exclusive Ritz Carlton hotel in Ran-
cho Mirage, Calif.

Both radio and television remained unit-
ed in their opposition to letting the tele-
phone industry become full-fledged video
service providers, although Fritts was au-
thorized to conduct discussions with the
United States Telephone Association.

And a consensus was easily found on the
issue of cable. NAB announced it is pursuing
passage of a legislative proposal that would
force cable operators to pay for retransmitting
broadcaster signals. NAB’s “‘if carry/must
pay’’ proposal will be part of its FCC filing
in the commission’s cable inquiry.

Under the NAB plan, which they hope to
attach to cable legislation moving in the
Senate, if a cable system retransmits one
local station, it would have to carry all
*‘qualified’’ local stations and pay for that
use. The funds would be allocated to public
broadcasting, the networks, Hollywood
producers and the sports industry. The larg-
est portion would go to commercial sta-
tions, which would be compensated accord-
ing to their audience share.

‘‘We are trying to address the underlying
inequity’’ in the current system, explained
Cynl Vetter of wvLA(Tv) Baton Rogue,
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La., and co-chairman of NAB’s cable rela-
tions committee. Cable, he said, has had a
*‘30-year subsidy’’ from the broadcasting
industry. It is time to ‘‘redress that imbal-
ance,”” he said. Vetter said the mechanics
of the plan are still in the works.

NAB did not stray far from its telco entry
policy adopted last June. Once again broad-
casters said the telcos should be permitted
in the television business, but only as an
overbuild to cable and as a common carrier
with no financial interest in the programing
it delivers. NAB also intends to become a
player in the debate concerning telco efforts
to eliminate the restrictions in the modified
final judgment that keep them out of the
information services business. ‘‘The broad-
cast industry should be prepared with pro-
posed limitations and restrictions that can
be communicated to Judge Greene and
Congress if there are any attempts to relax
the current ‘information services’ restric-
tions,”’ the association stated.

Among other points in NAB’s revised
telco guidelines: It is not in broadcasters’
best interest to see existing cable systems
purchased by telcos in their service areas,
and by the Bell operating companies, both
inside and outside their service territories.
Phone companies should not be involved in
content in ‘‘any form. Telephone compa-
nies should not own content, generate con-
tent, retransmit content controlled by others



without approval, should not be permitted
to affiliate with other content providers and
should not be permitted to joint venture
with programers and other content provid-
ers.”’

A videotape provided by telephone
equipment manufacturer Northern Telecom
Inc., on what it calls its ‘‘breakthrough’’
fiber optic switcher, served to reinforce
broadcasters’ worst fears about telcos. It
showed a future in which there was no need
for stations or networks, said one director.

Nor did USTA President John Sodolski
persuade the directors, although his presen-
tation was given more credence and praise
than his previous appearance before the
board. ‘‘He was better prepared and more
diplomatic,”’ said one board member. He
also made plain the telephone industry’s
desire to become a programer. Said So-
dolski: ‘‘We want the opportunity to ac-
quire, package and promote programing so
we can compete in the video services mar-
ketplace. We may even want to try our
hand at creating programing. While you
may not welcome this eventuality, 1 am
saying it to you so there will be no misun-
derstanding.™

He also believes the two industries can

work together. He noted that the policy
advantages cable now holds may ‘‘unfairly
displace both our industries if not correct-
ed.”” With a ‘‘balanced resolution of the
issues, both our industries can move into
the next century well positioned to meet
others in our core businesses. That resolu-
tion can only occur if the right cable legisla-
tion moves through Congress.”

Sodolski urged NAB not to ‘‘close the
door on us’’ and suggested the two indus-
tries open discussions. Later Sodolski said
he was ‘‘disappointed’’ by NAB’s action,
but he remains optimistic there will be fur-
ther talks.

The Ritz Carlton was also the site of a
USTA legislative forum. NAB and USTA
held a joint reception one night and some of
their members and NAB’s got together for
golf one afternoon.

According to reports, the board was close
to issuing a statement of principle outlining
NAB’s concerns about programing content,
but also pointed out that the association
could not enforce a new code. However,
Fritts reportedly warned the directors that
such a statement would be seen by FCC
Chairman Al Sikes as ‘‘doing nothing’’ on
the issue and that it could spell trouble for
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How will the NAB
spend $16.6
million in 1990-
917 The dollars
and cents are
broken out in an
exclusive report
on page 42.

the industry. The statement was dropped
and the executive committee was asked to
‘‘continue to examine’’ the possibility of
guidelines and report back in June.
Several directors stood up to express
their opposition to a code. However, there
were some, like Radio Chairman Bill Sand-
ers of KICD-AM-FM Spencer, lowa, who sug-
gested that each station or licensee set up an
individual code of practice and file that
with the FCC. But Sanders later told report-
ers his idea was ‘‘booed’” down.
Perhaps one of the factors weighing
against a code was a memo to the board

Tee time

With afternoons free
during weekend prior to the
board meeting, directors
headed for the golf course.
Pictured I to r: Jim Fox,
| KWIK(AM)-KPKY(FM)
Pocatello, Idaho; Bill
Sanders, KCID-AM-FM
Spencer, lowa; Michael
Osterhout, Edens
Broadcasting, and Lowry
Mays, Clear Channel
Communications.

from NAB’s legal staff. ‘“The legal con-
cerns with new industry guidelines are
those both of antitrust exposure and of First
Amendment challenge. The more restric-
tive and specific the provisions of any new
guidelines and the more enforcement that
would attach to them, the more likely
would be antitrust and First Amendment
exposure and the more likely the possibility
of suit,”” said the memo.

Even if Congress grants an antitrust ex-
emption, legal problems remain, according
to the document. Plus, there is some con-
cern that “‘Congress-suggested, but broad-
caster-imposed standards might become
FCC yardsticks by which stations will be
judged and licenses jeopardized.”” The
memo also pointed out that Congress can-
not give an exemption for First Amendment
violations.

It may be possible, according to the doc-
ument, to develop and promote industry
guidelines without an antitrust exemption,
if the guidelines are ‘‘general, non-restric-
tive, advisory-only and involve no enforce-
ment.”” As for comments solicited in the

memo, some broadcasters said programing -

standards would give their competitors (ca-
ble and VCR’s) an advantage. Plus there
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are some who feel that a code would divide
the industry between those who ‘‘adhere’’
and those who don’t.

The radio board’s deliberations also were
relatively harmonious, although the subject
of AM stereo sparked some fireworks. Ra-
dio readily embraced a shift in legislative
priorities. The directors want to amend an
AM technical bill (H.R. 2714) to include a
provision codifying the FCC’s 1989 abuse
of process rulemaking. NAB would then
put its muscle behind that initiative instead
of the radio license renewal bill, H.R.
1136, which association lobbyists say does
not have a good chance of becoming law
this year. The AM technical bill is per-
ceived to be on a faster legislative track

A suggestion by radio directors Walter
May of WPKE(AM)-WDHR-FM Pikeville, Ky.,
and Art Suberbielle, KANE(AM) New Ibena,
La., provoked a bit of controversy. They
sought an amendment to the AM technical
bill that would have the FCC mandate that
all AM broadcasters go stereo within five
years. Stations could get hardship waivers.
The idea, however, was tabled until the
June meeting, giving NAB time to feel out
its membership on the subject.

Fritts and others, Dick Novik of wKIp-
(AM)-WRNQ(FM) Poughkeepsie, N.Y., and
Don Newberg of WGOW(AM)-WSKZ(FM)
Chattanooga, argued that the proposal
could have ‘‘grave’’ implications for NAB
membership. For some of the small strug-
gling AM stations, going stereo could prove
costly. Fritts said some stations might have -
to pay as much as $50,000 for equipment to
broadcast in stereo. It was feared such a
move could trigger a rebellion, one source
said.

‘‘We're trying to save an industry,’’ May
told BROADCASTING, adding that AM has
less than 20% of the total audience. He
argued that it is a ‘‘chicken-and-egg’’ situa-
tion; if NAB is to succeed in getting con-
sumer electronics manufacturers to build
AM stereo radios, then the broadcast indus-
try must provide the stereo signal.

A high point of the radio board session
came when director Denise Shoblom of
KFWI(AM)-KBBC(FM) Lake Havasu City.
Ariz., walked into the room with the assis-
tance of a cane. Shoblom suffered severe
neck and spinal cord injuries in an automo-
bile accident last year and doctors initially
feared she would be permanently paralyzed
from the neck down.

A report from John Abel on digital audio
broadcasting (DAB) gave radio something
to think about. ‘‘It was an eye-opener,”’
said one director after the presentation. As
radio chairman Sanders said, digital broad-
casting is ‘‘our HDTV.” Sanders said the
board endorsed NAB’s involvement in
bringing DAB to the U.S. The European
Broadcasting Union has been experiment-
ing with DAB, a technology that could
“‘revolutionize’’ terrestrial broadcasting,
Abel reported. According to Abel, ‘it is far
superior to the current AM and FM broad-
casting.”” It will provide transmissions, he
said, that are as good as compact discs or
digital audio tape in terrestrial (for both
fixed and mobile receiving locations) or
satellite transmissions. KM
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Syndication 1990: A buyer’s market

Abundance of new shows, limited
station time slots and lower prices,
higher quality and variety of
programs are making it good year

Blair Television programing vice president
Mike Levinton described this year’s syndi-
cation market as a ‘‘buyer’s market,”’ due
to the abundance of new product and the
limited number of time periods stations
have to fill this year. Levinton made his
remarks to client stations at a programing
overview presentation at last week’s
NATPE.

Not only are prices down from previous
years, said Levinton, but the quality and
variety of shows this season is better than
usual.

“‘In every product category,”’ said Le-
vinton, ‘‘there are at least two programs
that have strong potential, and we haven’t
seen this situation for years.”

Part of the reason for the fertile program

field this year, suggested Levinton, may be !

that distributors sense a weakening in some
of the dominant first-run shows currently on
the air.

‘‘Some syndication leaders such as Wheel
of Fortune and The Oprah Winfrey Show are
no longer invulnerable,” said Levinton.
“With every year, Wheel's demographic
grows older, and Oprah, which has slipped
in audience share and points in some mar-

kets, may have peaked in terms of ratings
and audience shares.”’

However, another King World show,
Jeopardy!, continues to gain share in the
key demographics, he said. Levinton said
that going into NATPE, three new game
shows had *‘excellent’’ clearances, includ-
ing: ITC’s Tic Tac Dough, Buena Vista's
Challengers and Orbis's Joker's Wild.
Those three, as well as Warner’s Trump
Card, should get launched next season, said
Levinton.

In the magazine category, Teri Luke,
assistant programing associate for Blair,
cited several projects with potential from
the new crop of shows, including King
World’s Only Yesterday, TPE's Preview,
Viacom’s Entertainment Coast to Coast
and Fox Syndication’s Personalities.

Fox has cleared more than 50% of the
country with Personalities, primarily by
signing up stations renewing A Current Af-
fair, which continues to dominate the tab-
loid magazine genre.

Tabloid shows should continue to thrive,
said Luke, citing softening advertiser resis-
tance to A Current Affair, and the increas-
ing popularity of Entertainment Tonight,
even though it has added some ‘‘spicier”’
elements.

In the talk area, shows featuring so-
called ‘‘hot talk,”’ such as Oprak, Donahue
and Geraldo, continue to demonstrate great-
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er appeal than their softer counterparts,
Luke said.

Nevertheless, several companies are of-
fering softer talk strips this year, including
MCA (Studio 33, Hollywood), and NBC
and Group W (House Party).

While Geraldo has taken some criticism,
he is not going to go away. Luke noted that
if that show does get downgraded in some
markets, another Paramount-distributed
show, The Joan Rivers Show, could suffer,
getting ‘‘squeezed off the air.”

In the off-network area, 17 new situation
comedies will enter the market in the first
three years of the 1990’s, driving prices
down, said Blair’s John Rohr. That com-
pares with just seven new comedies enter-
ing the market in the last three years of the
1980’s, Rohr said.

But recently stations have been burned
in the off-network comedy market, paying
record fees for Cosby and high fees for
Who's the Boss?. In both cases, Rohr said,
stations tended not to get their money’s
worth.

However, other recent comedies—Grow-
ing Pains and Mr. Belvedere—selling for
considerably less money, have performed
solidly, given what was paid.

Family and adult sitcoms will continue to
be staples in syndication, Rohr said. As for
children’s programing, Levinton said the
children’s TV marketplace this season was



the strongest in several years.

Levinton said children’s show ratings on
independents airing from 3 p.m. to 5 p.m.
were up 20% on average in October 1989
compared to a year ago. Children’s ratings
in the morning were up about 10% for the
same period, he said.

Shows such as Duck Tales, Chip 'w’

Dale’s Rescue Rangers, The Super Mario
Brothers, Teenage Mutant Ninja Turtles
and others have contributed to the rise in
ratings, said Levinton.

And next season, new offerings should
help to continue that trend, including the
new G.I. Joe, from Claster, and new offer-
ings from Buena Vista and Warner. -SM

FCC’s Sikes says answer
to foreign competition is creativity

Quality is key to success in
global marketplace, FCC chairman
tells NATPE reception; his advice:
‘pursue quality relentlessly’

FCC Chairman Al Sikes told attendees at an
FCC reception at NATPE in New Or-
leans—at least those who could hear him
over the cocktail party din—that quality is
job one for U.S. programers in a market-
place increasingly crowded by producers,
both foreign and domestic. The answer to
foreign competition, he said, is not in the
double-edged sword of protectionism, but
in the exploitation of the creativity which is
the U.S. production community’s strength,
and which cannot be easily duplicated.
Sikes called the reception ‘‘perhaps the
most unusual circumstances’’ under which

he has spoken. ‘‘I have never interrupted a -

Dixieland band,’’ he said. ‘‘I have never
spoken an hour into a cocktail period. I
have never spoken with a food table open in
the middle of the room.”” The circum-
stances were ‘‘a little intimidating,”” he
said. In fact, the cocktail din was such that
midway through the speech, Mickey Gard-
ner, of Akin, Gump, Strauss, Hauver &
Feld, Washington, who had moderated the
pre-cocktail party session, ‘‘A View From
Washington,”” was forced to interrupt the
speech (‘‘another first,”” Sikes later added)
to chastise for ‘‘rudeness’’ many in the
crowd (an action greeted with loud ap-
plause).

Under the heading of quality, which he
predicted would drive the programing in-
dustry in the future, Sikes emphasized cre-
ativity, saying this country has been a mag-
net for creative people from all over the
world, as well as exporting creative prod-
uct, which, as a demonstration of the
*“fruits of freedom,”” he said, helped build
the pressures that ultimately led to the

PTERMATICINGAL
FCC Chairman Al Sikes

changes in Eastern Europe.

Of the increasing foreign ownership of
U.S producers, he said he did not share the
fears of others that such ownership was
tantamount to a *‘slippery slope of decline’’
for U.S. producers. ‘*You cannot buy and
duplicate creativity the way you can buy
and duplicate semiconductors,”’ he said.
Those who are critical of foreign participa-
tion have a self-defeating point of view,
said Sikes. ‘‘To the extent that you counsel
protectionism,”” he told his audience, ‘‘you
simply yield to protectionists overseas."
That ‘‘paranoia’’ is not only misplaced, he
said, it is ‘‘potentially counterproductive.’’

To those foreign investors who want to
learn the programing side of the business,
Sikes cited three basic principles: free
speech, open borders and protection of in-
tellectual property. He emphasized the
third, which he has championed in his sup-
port of syndicated exclusivity and in his
continued encouragement of the elimination
of the compulsory copyright license.

Sikes said quality is the key to succeed-
ing in a global marketplace. And it is the
reason, he said, that there need be no fears
about foreign acquisitions of U.S. program-
ers. They cannot duplicate creativity the
way they can a microchip, he said. *'If we
are to have a world competition, we need to
make sure we pursue quality relentlessly.”’

That quality is key, he said, because it
strengthens the culture, expands world in-
fluence and strengthens the hand of trade
negotiators ‘‘as they try to break down
trade barriers.”

For his part, he said, ‘‘we at the FCC
pledge to continue to work to protect intel-
lectual property, open up foreign markets
and work to assure an aggressive way that
we enjoy the rights of free expression.
When this industry produces quality,”’ he
said, ‘‘you make our jobs a lot easier.”’—JE

FCC commissioners
present united
approach to major
issues at NATPE

The FCC’s most senior member and two of
its juniors made up their own majority at
the NATPE conference, at which they de-
nied any intent to affect content regulation,
passed the ball on children’s television to
Congress, declared themselves out of the
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Commissioners Quello, Marshall, Barrett

line of fire on the fairness doctrine, said
they were enjoying a honeymoon with Con-
gress, looked forward to the new cable in-
quiry but felt the main event was telco entry
and anticipated that while they might ratify
an industry agreement on fin-syn they
wouldn’t act on their own.

If there are any differences in the way
James H. Quello, Sherrie Marshall and An-
drew Barrett approach the major issues of
the day—or the decade—they weren’t ap-
parent in New Orleans last Monday.

The content regulation question was the
first put to the three by moderator Mickey
Gardner, of Akin, Gump, Strauss, Hauer &
Feld. Quello quickly declared there was
“‘no Salem witch hunt here’’ (referring to
actions against so-called shock jocks), but
said 99% of the public would also be trou-
bled by the language at issue and the other
1% he’d have trouble trusting with his
small children. Barrett added that the FCC
had acted against only eight or nine out of
10,000 licensees, indicating the industry
was doing a good job.

On the subject of greatest interest to the
NATPE audience—whether or how the
FCC would act on the financial interest and
syndication rules (and the companion prime
time access rule}—the commissioners put
their faith in the negotiations between Hol-
lywood and the networks that have been
ongoing, sporadically, for several years.
Quello likened the dispute to one between
the very rich and the wealthy, and said it
was the most heavily lobbied issue he had
ever seen at the commission. He also said
the decision to bring the issue up at the FCC
would be made by Chairman Alfred Sikes,
and indicated he, too, would rather it be
settled elsewhere.

In response to questions, Quello did say
there had been a tremendous difference be-
tween the network situation in the early
1970’s, when the fin-syn rules were passed,
and now, and said there has to be some kind
of reasonable middle ground.

The three were not so ginger in their
approach to the prime tim