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Why did Americom broker more radio station sales in 1989 

than all other brokerage firms combined? 
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$1,000 - 

$800- 

$600 - 

$400 - 

$200 - 

0 

$868 

$163 $129 $128 $97 

¡- 
- $63 $47 $35 $30 $24 $23 $21 $19 

$68 

AA i /%1i. /_ri. 
o 4 O 4oe c,° tp fiá , 

c i Q 

ti7 V 4°S ¢os fi qo 
dl ,s 

Americom markets the finest radio stations in America, producing 
the highest prices for its sellers, with financially qualified buyers who 
can close. Americom's marketing process is the most professional in 
the industry, providing well documented facts which reveal hidden 
value in radio stations and enable buyers to effectively solicit sources 
of financing and set operating strategies for the future. 

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

Bill Steding 
Top - 25 Markets 

Dan Gammon 
Northeast and Central 

Paul Leonard 
Southeast 

A MER ICOM 

Peter Handy 
West 

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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Fin -syn debate heats 
up. .,Fox ignites fin -syn battle by asking FCC to 
relax rules and grant it waiver. PAGE 19. 

ABC gains on NBC in 
some ratings.. While NBC continues 
to win prime time household ratings race, ABC 
challenges it for top spot in key demographic 
categories. PAGE 19. 

RAB sells radio in 
Dallas Radio Advertising Bureau's 10th 
annual Managing Sales Conference focuses on 
radio's strengths and positioning it in marketplace. 
PAGE 30. 

20/ NCTA GETS 
TOUGH 
In sharply worded speech, 
National Cable Television 
President James Mooney 
launches counteroffensive 
against broadcasting 
industry's anti -cable efforts. 

25 CHARACTER 
ISSUES 
FCC Chairman Alfred Sikes 
orders proceeding to toughen 
commission's character 
qualifications for broadcast 
licensees. 

27 SWEEPS 
PREPARATIONS 
Three major broadcast 
networks will rely less on long - 
form maxi- series and more 

ABC's 'The Kennedys of 
Massachusetts' begins Feb. 18 

on specials, theatricals and 
two- or three -part mini- 
series for February sweeps. 

25/ TCI TAX 
CONSIDERATIONS 
Not only regulatory and 
stock market concerns, but 
also tax considerations, will 
affect Tele- Communication 
Inc.'s proposed multi -billion 
restructuring and spinoff. 

28i EARLY 
FRINGE REVIEW 
Petry Television's analysis of 
Nielsen's November ratings 
shows Geraldo falling in 
early fringe in November and 
Oprah and Jeopardy! 
holding top two places. 

28/ INTV NATPE 
CONVENTION MERGER? 
Some syndicators take issue 
with narrow scheduling window 
between INN and NATPE 
shows. 

29/ KWP CREATES 
NEW DIVISION 
King World Productions 
creates new division charged 
with getting company into 

network program production 
business. 

33/ HUNGARIAN FM 
WITH U.S. SOUND 
Plans are under way in 
Hungary for commercial FM 
station with VOA Europe 
affiliation. 

35/ BBC LEADER 
BBC director -general 
Michael Checkland provides 
his vision for British 
company in coming decade. 

39/ BARRY BUST 
Local and national news 
organizations jump on story of 

Mayor Marion Barry (I), 
with his wife, Effie. on 

WUSA(TV) Washington 

Washington, D.C., Mayor 
Marion Barry's arrest for drug 
use. 

41/ GLOBAL 
VIEW AT NTIA 
Janice Obuchowski, head of 
National Telecommunications 
and Information 
Administration, is taking world 
view. 

44/ NEW DEMI -DBS 
SERVICE 
Tele- Communications Inc. 
unveils plans for 10- channel 
satellite broadcasting 
service that TCI -led consortium 
of cable operators and GE 
Americom hope to launch by 
end of year. 

45/ NRB PREVIEW 
National Religious 
Broadcasters Association faces 
"rocky points" on eve of 

annual meeting in Washington, 
Jan. 27-31 

48/ INDUSTRY 
OUTLOOK 
Among topics discussed at 
Sillerman Companies Radio 
and Television Outlook 
seminar in New York are growth 
of Fox Broadcasting Co., 
slowdown in broadcast TV's 
fragmentation and cable's 
growth and state of radio. 

71! LANDING 
IN PARADISE 
Lorimar Television's David 
Jacobs has built his TV career 
on telling continuing family 
sagas, including Dallas, Knots 
Landing and, most recently, 
Paradise. 
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WASHINGTON 

Preemptive strike 
National Cable Television 
Association board is likely to 
adopt customer service 
standards for industry when it 
meets Feb. 14 in Boca 
Raton, Fla., according to 
industry source. Standards, 
which were developed by 
committee chaired by 
Viacom's John Goddard, would 
reportedly cover, among 
other things, installation, phone 
answering, billing, picture 
quality and response to 
outages, source said. 
Although developed by NCTA, 
standards could, in effect, 
cover entire industry. 
Municipalities are allowed to 
develop operating standards 
under Cable Act, and it's 
expected cities will use or 
incorporate standards into 
franchise renewal proceedings, 
whether company is NCTA 
member or not. One MSO 
source said industry 
believes it's not too late to 
implement standards to 
repair political damage, saying 
industry could well have 14- 
to -l7 -month window to counter 
critics. 

Late starters 
Two new proponent 
companies have contacted 
FCC's advisory committee 
on advanced television service 
requesting opportunity to 
have their new HDTV 
transmission systems tested 
by Advanced Television Test 
Center (ATTC). But both 
systems are long shots for 
approval as standard by 
FCC under current limitations 
set by advisory committee. It 

has set tight testing schedule 
for ATTC and has made 
provision for tests of new 
proposals only in case of 
dropouts from current list. 

So far, little is known 
about either proposal. One 
system is being proposed 
by Ear 3 Systems, start-up 
company in Port 
Washington, Wis. It is simulcast 
system with heavily digitized 
high- definition channel. Denyse 
DuBrucq, president and 
chairman of Ear 3 and holder of 
many patents in system, is 
now selling shares in company 
to raise money for 
development. Under best -case 
conditions, prototype of 

Murphy's Year 
Capcities/ABC Chairman and Chief Executive Office, Thomas S. 
Murphy received the fourth annual Variety Children* Lifeline Award 
from Variety Clubs International in New York last week. Murphy 
was chosen for the honor for among other reasons, telethons 
conducted by wPVI -Tv Philadelphia and WKBWTV Buffalo (the latter 
now owned by Queen City Broadcasting), which between them 
previously raised over $50 million for the organization. Murphy has 
also assisted Variety as chairman of the New York University 
Medical Center Board of Trustees. Standing with the honoree prior 
to the award dinner in New York last Monday night were (I to r): 
Salah Hassanein, chairman, Variety Children's Lifeline; Patti Lu- 
Pone, actress, singer and co -star of ABC's Life Goes On; Murphy, 
and Martin Davis, chairman and chief executive officer of Para- 
mount Communications Inc., who presented the award. Murphy 
was given humanitarian award by RP Foundation last September 
and is due to receive International Radio and Television Society 
gold medal March 1. 

system could be demonstrated 
by next fall, DuBrucq said 
last week. Second system, 
proposed by Carole 
Broadcasting Technologies 
Inc., involves line doubling 
of NTSC signals in compatible 
6 mhz channel. 

What if? 
New project on Community 
Antenna Television Association 
drawing board is study of 
what cable rates would look like 
if cable had been regulated 
as common carrier since early 
1970's. Numbers will 
presumably show that cable is 
cheaper today than had it 

been regulated as common 
carrier over past 15 to 20 
years. Purposes of study will be 
multiple: It will be used to 
back cable's contention that 
rate increases have not 
been that dramatic in long -term 
history of industry. It's also 
meant to show that common - 
carrier regulated industries, 
such as telcos, do not provide 
greatest buy for customer's 
money when compared to free 

market economy 

Glass -nost 
Jack MacAllister, chairman 
and CEO of U.S. West, was in 
Washington again last week, 
making rounds of government 
agencies and key members 
of Congress in behalf of trans - 
Soviet project. U.S. West 
heads consortium of 10 
national organizations 
planning $500 million fiber 
optic cable that would link 
Europe and Asian -Pacific 
region. Soviet Union, whose 
ministry of Post and 
Telecommunications is one 
of participants in project, has 
signed agreement under 
which U.S. West is pursuing 
project. But problem is 
getting approval of U.S. and 
Coordinating Committee on 
Multilateral Export Controls 
(CoCom) -group of 17 
Western industrialized 
countries and Japan, whose 
purpose is to guard against 
transfer to Soviet Union of 
technology with security 
implications. MacAllister 
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was continuing effort to ease 
concerns of U.S. officials in 

State, Commerce and Defense 
Departments. It was not 
clear how much progress he 
made. 

Togetherness 
So far, it is nothing more 
than small cloud on horizon, but 
it could develop. "It" is 
interest on part of some on 
Capitol Hill to combine two 
of U.S. Information Agency's 
services -most of television 
operations and Voice of 
America. Idea has been 
discussed by some House 
Foreign Affairs Committee 
members and staffers, and has 
been broached to USIA 
officials. Proponents think 
merger -which would not 
involve satellite -linked press 
conferences -would be 
logical and save money. Thus 
far, at least, USIA officials 
are showing no interest in idea; 
they think two services 
perform different functions, that 
television offers public 
affairs programing, not news, 
as does VOA. However, 
House Foreign Affairs 
Committee, with power of 
purse as authorizing 
committee, would have last 
word. 

NEW YORK 

More in store 
Look for NBC executives to 
announce further NBC - 
advertiser promotional 
ventures similar to NBC -Sears 
contest promotion that took 
place in September. Unlike 
CBS, which has touted 
promotion venture with K mart, 
and already signed new 
Quaker Oats cross -promotion, 
NBC has been mum on 
project. Sears has increased 
regular network advertising 
budget on network television, 
even though that was not, it 
is said, condition of joint 
venture. According to 
Arbitron's BAR, Sears's 
television network spending 
was up over 200% in October 
and November, and one 
network executive said that 
retailer's upfront buy on 
NBC was up fivefold. K mart's 
spending during two 
months, according to BAR, was 
up six percent. 

Counting heads 
Level of homes using 
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television this season is 59.9% 
in prime time, down about 
2% compared to year ago. In 

recent weeks, however, 
HUTS have leveled off, 
prompting speculation from 
network researchers that lack 
of special events during last 
November's sweeps kept 
viewers away. Three - 
network share of those homes 
viewing television is flat at 
67% this season, although it 

should be noted that last 
season included initial five 
weeks of repeat or 
substitute programs due to 
writers' strike. Researchers 
are predicting a slight drop in 
three -network share by end 
of season. 

Almost done deal 
Ongoing effort of group 
owner Malcolm Glazer to sell 
TV stations (BROADCASTING, 
Nov. 7, 1988) is near 
completion, with deal for 
roughly $60 million plus 
minority tax certificate. 
Purchaser is Riverdale Media 
Corp., whose corporate 
general partner is Simon 
Gourdine, in partnership 
with ML Media Opportunity 
Fund, headed by I. Martin 
Pompadur and Elton Rule. 
Gourdine. who for last four 
years has been director of labor 
relations for New York 
Metropolitan Transportation 
Authority, was for 11 years 
with National Basketball 
Association, including as 
deputy commissioner. ML 
Media will have ownership 
interest in 11 television stations 
upon purchase of Glazer 
stations, which are wReL(TV) 
Columbus, Ga.; WTWO(TV) 

Terre Haute, Ind., and KOTV(TV) 

St. Joseph, Mo. 

ABC re -ups 
ABC -TV last week renewed 
deal with IDB Communications 
for mobile C -band satellite 
transmission of at least 25 
events (mostly sports) 
during each of next two years. 
at what IDB broadcast 
division VP Peter Hartz called 
"meaningful increase in 
price." Both parties said 
agreement could signal end 
to decade of price wars that 
saw per -event rate go from 
about $7,000 in 1979 to $3,500 
and below last year. ABC 
telecommunications director 
Brent Stranathan said 
contract accounts for only 

about 25% of network's 
business and that its objective 
is to "keep as many players 
alive as possible. We hope," he 
said, that prices "are 
stabilizing where they are - 
about $4,500 to $5,000 a 

show." 
ABC is itself serving long 

term stability among uplinkers 
by trading off somewhat 
higher rates now for assurance 
that IDB and others have 
cash to maintain quality staff 
and service into future. "At 
current pricing, the market has 
deferred a lot of 
maintenance and was going to 
run its capacity into the 
ground, [particularly] the local 
mom and pop operations 
whose biggest requirement is 

cash flow," Hartz said he 
told networks. And even with 
proper maintenance of 
current fleet, IDB (which owns 
13 of 59 C -band trucks in 

U.S.) will have to begin 
replacing aged trucks at 
cost of $750,000 to $1 million 
each, beginning in 1991, he 
said. 

Football juggling at 
ABC 
Several juries remain out on 
ABC -TV's $210 million, 1991 -95 
rights deal with College 
Football Association 
(BROADCASTING, Jan. 22) as 
parties with other national and 
regional rights contracts 
waited to see "i's and t's." 

Upbeat about deal, Pac 10 
Commissioner Tom Hanson 
said that, in regular post - 
season strategy session with 
ABC next week, he will 
nevertheless seek assurance 
that Pac 10 -Big Ten games 
will continue to reach "certain 
percentage of the country" 
despite complex regionalized 
1991 -95 schedule. 

Perhaps more crucial, 
CFA members that must still 
approve deal will be looking 
for their own assurances, 
particularly concerning 
several ABC Saturday 
doubleheaders, proposed to 
air noon through 6 p.m. ET. 
Southeast Conference has 
12:30 p.m. regional syndication 
package through 
superstation wres(TV) Atlanta, 
and Jefferson -Pilot 
syndication of Atlantic Coast 
Conference has relied on 
same window, often with ABC 
affiliates. But, as for CFA 
gaining 2.6 times higher rights 
fees, said SEC Assistant 
Commissioner Brad Davis, 
"we're finally back up there 
to where we were before 
deregulation" in 1984, when 
Supreme Court ended NCAA 
exclusive rights control. 

HOLLYWOOD 

So long, 'Sister' 
NBC's Sister Kate, airing 
Sunday night at 8:30 -9, had its 

Spectrum for sale 
A spectrum auction proposal is said to be part of the adminis- 
tration's fiscal 1991 budget. Slated for release today (Jan. 
29), the budget will call for reallocating 200 mhz of govern- 
ment spectrum for private- sector use. According to a source, 
OMB does not specify where the spectrum would come from 
and there is some question about how much revenue the 
FCC could raise through an auction. Early estimates were 
$2.5 billion but the value is difficult to estimate until specific 
portions of the spectrum are selected. Previously, the Office 
of Management and Budget has called for auctioning por- 
tions of the spectrum not assigned to broadcasting. 

The proposal to reallocate spectrum is a concept embod- 
ied in legislation (H.R. 2965) introduced by House Energy 
and Commerce Committee Chairman John Dingell (D- Mich.). 
It's Dingells aim to help the FCC meet new demands for 
spectrum and deal with congestion problems. Although Din - 
gell's initiative provides for the transfer of government spec- 
trum, it also prohibits auctions. At a hearing last year FCC 
Chairman Al Sikes told the House Telecommunications Sub- 
committee he opposed the provision barring auctions. With 
the budget proposal out, it is likely to be a topic of discussion 
during a Telecommunications Subcommittee hearing in early 
February on Dingell's measure. 
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last regularly scheduled 
broadcast on Jan. 21. (It will be 
replaced by "special 
programing" through 
February.) According to 
NBC spokeswoman, 19 
episodes of show were 
ordered by network from 
producer 20th Century Fox, 
and all but four have aired. 
Spokeswoman said final 
four episodes and possibly 
some repeats will be shown 
at future date. Decision on 
whether fresh episodes of 
struggling series will be 
produced has not been 
made. 

On hold 
Fox Station group has 
delayed launch of Tribes, new 
daytime soap opera aimed 
at teens, until March 5. Show 
was to have debuted last 
Monday (Jan. 22), but was 
pulled at last minute. "The 
show is ready, although I'm 
glad to have the breathing 
room," said Dennis Steinmetz, 
executive producer of 
Tribes, which is being 
produced at Hollywood's 
Columbia -Gower Studio. "Now I 

have time to fine -tune the 
3% that really wasn't there yet." 
Another Fox source said 
delay was scheduling decision. 
"We realized it was sort of 
ludicrous to premiere such an 
important show for us right 
before the February sweeps. It 

would have no chance to 
grow." Feeling is, said source, 
show's promotion will now 
stand out, giving it better 
chance to grow between 
sweeps. 

And the winner is 
On heels of producing 
Golden Globe Awards, ACE 
Awards, American Music 
Awards and TV Soap Awards 
during nine -day span this 
month, dick clark productions 
is negotiating deal with 
Turner Broadcasting System 
and five other cable 
networks to carry new sports 
award show, according to 
Gene Weed, vice president, 
television, dick clark 
productions. United Sports 
Academy, nonprofit 
organization based in Mobile, 
Ala., has sponsored 
nontelecast sports award show 
in that city in past but is 
looking for higher visibility 
broadcast presentation in 
Hollywood. 
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BY THE NUMBERS 1 

NBC was first in the prime time household 
race for Week 18 (ended Jan. 21). Howev- 
er, ABC was first in key demographics. 

among both men and women 18 -49. In the house 
hold race the standings were: NBC, 14.6/23; ABC. 
13.5/21, and CBS, 12.8/20. Among women 18 -49. 
ABC led with an average 10.4 rating, one point 
ahead of NBC's 9.4. CBS trailed with a 7.9. Among 
men 18 -49, the standings were: ABC, 7.6; NBC, 
7.1, and CBS, 6.0. 

Season to date. NBC continues to lead the 

household race by almost two rating points, with 
an average 14.8/25. ABC follows with a 13/22, and 
CBS is third with a 12.3/20. NBC also is ahead with 
women 18 -49 season to date, with an average 9.6 
rating, followed by ABC's 8.9, and CBS's 7.4. 
Among men 18 -49, NBC and ABC are tied season 
to date, with an average 7.7. CBS follows with a 
5.6. 

Fox's new midseason animated Simpson (pic- 
tured), airing Sundays, 8:30 p.m., continued to pull 

By the Numbers" contiln., 9 

RATINGS ROUNDUP 
Rank /rating Network Show 

1 

2 

A 24.7/37 N Cheers 

23.4'36 N Cosby Show 

2 23.4/35 N Roseanne 31 

4 22.7/36 C 60 Minutes 32 

5 21.6/32 N Grand 33 

6 20.8132 N A Different World 33 

7 20.5/29 C Murder, She Wrote 33 

8 20.0/30 c Sun. Movie: The Operation 36 

9 19.9/30 A Wonder Years 36 

10 19.4/30 N Unsolved Mysteries 36 

11 A 18.8/27 A Am. Funniest Home Videos 36 

12 18.5'29 A Coach 40 

13 18.4/31 N L.A. Law 41 

13 18.4/28 A Who's the Boss? 41 

15 17.9/30 N Golden Girls 43 

16 17.6/27 N Matlock 44 

17 17.5/27 N In the Heat of the Night 45 

18 17.2/29 A Full House 46 

19 16.7/25 C Designing Women 47 

20 16.6/28 N Empty Nest 47 

21 16.0/27 A Family Matters 49 

21 16.0/25 A Growing Pains 50 

21 16.0/21 N Sun. Movie: Perry Mason 51 

24 15.7/25 A Sun. Movie: Unspeakable Acts 52 

25 15.4/23 c Murphy Brown 53 

26 15.3/23 N Night Court 54 

27 15.1/24 C Newhart 54 

28 14.9/21 F The Simpsons 56 

28 14.9/26 A 20120 57 

30 14.8/22 N The Hogan Family 58 

Guide to symbols 
-Down from last week 

Rank/rating Network c Show 

147/21 r Married...With Children 

14 3/22 A Head of the Class 

14.1/22 N Dear John 

14.1/22 c Jake and the Fatman 

14.1/23 c Knots Landing 

13.9/21 A Doogie Howser, M.U. 

A 13.9/23 A Just the Ten of Us 

13.9/21 A MacGyver 

13.9/23 A Perfect Strangers 

13.8/24 A thirtysomething 

13.7121 N ALF 

13.7/24 N Midnight Caller 

13.6/19 A Full House Special 

13.5121 c Major Dad 

13.1/23 A ABC Mystery Movie: Columba 

13.0/21 c Dallas 

12.9/22 N Ann Lillian Special 

12.9/22 N 227 

12.8/20 N Mon. Movie: Blue Bayou 

12.6/21 N Fri. Movie: Murder in Paradise 

12.2/19 A Sun. Movie: Jekyll & Hyde 

12.0/20 C Doctor, Doctor 

11.7/21 N Hunter 

11.4/18 C 48 Hours 

11.4/17 A Rescue 911 

11.0/17 A Father Dowling Mysteries 

10.9/17 A Anything But Love 

10.8/20 c Wiseguy 

Week 18 
Rank/rating o 

an 15 -Jan. 21 
Network Show 

59 

60 

61 

61 

61 

64 

64 

66 

67 

68 

69 

69 

69 

72 

73 

73 

75 

76 

77 

77 A 

79 

80 

81 

82 

83 

84 

85 

85 

87 

88 

10.5/19 

10.4,118 

10.1/19 

10.1/17 

10.1/15 

9.9/14 

9.9/16 

9.7/17 

A China Beach 

C Falcon Crest 

N Quantum Leap 

N True Blue 

A Young Riders 

F America's Most Wanted 

A Life Goes On 

C Paradise 

9.5/14 c Famous Teddy Z 

9.2115 c Movie: Someone to Watch 

9.2/14 c Island Son 

9.1/15 c Max Monroe: Loose Cannon 

9.1/15 A Primetime Live 

8.9/14 c 

8.6/15 F 

8.6/14 N 

84/14 F 

8.2/15 c 

8 1/14 A 

8.1/12 F 

7.9/13 

7.8/11 

7.6/11 

6.0/9 

5.7/9 

5.6/9 

5.4/8 

5.4/8 

5.2/8 

3.7/6 

C 

N 

N 

F 

F 

F 

F 

F 

F 

F 

Beauty & the Beast 

Cops 

Magical World of Disney 

Totally Hidden Video 

Sat. Night With Connie Chung 

Mission: Impossible 

Open House 

Tour of Duty 

My Two Dads 

Sister Kate 

21 Jump Street 

Booker 

Movie: Raising Arizona 

Alien Nation 

Reporters 

Tracey Ullman Show 

It's Gary Shandling's Show 

--Up from last week 

Source: Nielsen and Broadcasting4 own research. 

-Premiere broadcast 

FREEZE FRAMES: Syndication 
Rank Program (Syndicator) 
1 Wheel of Fortune, syn. (King World) 
2 Jeopardy! (King World) 
3 Cosby Show (Viacom) 
4 Star Trek: Next Generation (Paramount) 
5 Wheel of Fortune, wknd. (King World) 
6 Oprah Winfrey Show (King World) 
7 Current Affair (20th Century Fox TV) 
8 Entertainment Tonight (TPE) 
9 Star Search (TPE) 
Nielsen weekly pocketpiece 

Scorecard * 
Rtg Sins Covg 

15.9 
13.7 
10.6 
10.5 
10.0 
9.6 
9.3 
8.7 
6.6 

228 
216 
203 
234 
204 
215 
187 
165 
154 

99 
98 
98 
97 
92 
99 
96 
95 
95 

Week ended Jan. 14 
10 Donahue (Multimedia) 
11 Family Feud 2 (LBS) 
12 Geraldo (Paramount) 
13 Inside Edition (King World) 
14 Chip 'N' Dale (Buena Vista Television) 
14 People's Court (Warner Bros. Domestic 

The following shows were rated, but 

Wrestling Network 
World Wrestling Federation (WWF) 

TV) 

6.5 
6.2 
6.1 
5.8 
5.6 
5.6 

225 
128 
197 
104 
171 
169 

99 
84 
99 
82 
96 
90 

not ranked 

7.1 169 92 
9.4 242 97 

Source: Nielsen and Broadcasting's own research. 
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BY THE NUMBERS 2 

Summary of 
Broadcasting & Cable 

B R O A D C A S T I N G 

SERVICE ON AIR CP's / TOTAL I 

Commercial AM 4,966 257 5,223 

Commercial FM 4,251 779 5,030 

Educational FM 1,414 261 1,675 

e Total Radio 'i3,531 1.297 11,928 

Commercial VHF TV 548 21 569 

Commercial UHF TV 540 199 739 

Educational VHF TV 123 5 128 

Educational UHF TV 225 23 248 

8 Total TV 1.436 248 1.684 

VHF LPTV 300 205 505 

UHF LPTV 324 1.508 1,832 

e Total LPTV 624 1.713 2,337 

FM translators 1,797 310 2,107 

VHF translators 2,717 122 2,839 

UHF translators 2,176 427 2,603 

C A B L Et 
Total subscribers 

Homes assed 

Total s stems 

Household enetrationf 

50,897,080 

73.900.000 

9.500 

56.4% 

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

90.4 million. 1 Construction permit. 2 Instructional TV fixed service. 3 Studio- transmit- 

:er link. Source: Nielsen and Broadcasting's own research. 

I- STOCK INDEX 1 

"By the Numbers" cmltin.ued from page 8 

solid numbers. Its second week out, the show ranked second in its 

time period (beaten only by the second half -hour of Murder, She 
Wrote) and came in 29th overall with a 14.9/21. 

In its first week out, NBC's midseason comedy, Grand, from 
Carsey -Werner Productions, fared well, finishing fifth in household 
delivery for the week with an average 21.6/33. The show debuted 
on Thursday at 9:30 p.m., following the number -one show of the 
week, Cheers, which averaged a 24.7/37. 

MarketScope 
Media stocks declined last week, again mostly on market -wide 
concerns, but a few on their own. Particularly hard hit were stocks 
connected to the debt markets, including highly leveraged compa- 
nies and "deal" stocks. LIN Broadcasting for instance, dropped 
below $100 last Wednesday before closing at 1051/2, off 7% from a 
week ago. Also hard hit were MSO stocks, many of them giving up 
gains from last week following the Tele- Communications Inc. spin- 
off announcement (see "Top of the Week "). Among the losers was 
Adelphia, off 12.5 %, and Cablevision Systems Inc., down 18% 
from two weeks ago, and subject of growing "short interest." 
American Television & Communications continues to hold up rea- 
sonably well, in part perhaps because of the stock's reinstatement 
on Oppenheimer & Co.'s recommended list. Most group owner/ - 
publishers were off slightly while McGraw -Hill, apparently on inter- 
mittent rumors, was flat and one of the most active options issues 
two weeks ago. Outlet Communications, a "deal stock" fell to 19, a 
52 -week low, which one market source also attributed to competi- 
tion in the Providence, R.I., market. Also hitting a 52 -week low was 
Westwood One, the subject of a negative article in Forbes criticiz- 
ing the company's accounting policy. Cable programers, equip- 
ment and studio stocks were also off. 

Stock Index Notes: T- Toronto. A- American. N -NYSE, 0- NASDA0 . Bid prices and common A 

stock used unless otherwise noted. P/E ratios are based on earnings per share for the previous 

12 months as published by Standard & Poor's or as obtained by Broadcasting's own research. 

y .gra _;.w 

MIME 
N (CCB) Capital Cities ABC 

N (CBS) CBS 

A (CCU) Clear Channel 

A (HTG) Heritage Media 

O (ICOR) Jacor Commun. 

O (LINBI LIN 

O IOBCCCI Olympia Broadcast 

O (OSBN) Osborn Commun. 

O (OCOMA) Outlet Commun. 

A (PR) Price Commun. 

O (SAGS) Sage Broadcasting 

O (SCRP) Scripps Howard 

O ISUNNCI SunGroup Inc. 

O ITIMD) Telemundo 

O (TVXGC) TVX Broadcast 

n nlnn I,_. 1 Tnluvicinn 

Closing Closing 

Néd Ned Net 

Ian 24 Jan 17 Change 

BROADCASTING 

Market 

Capitali- 

Percent P E zation 

Change Ratio(000,000) 

., 

. 

111r- 
Market 

,-.,._.;..._ . 
.. 

1111111100 

Cbsing Cbshrg Capitali- 
Ned Ned Net Percent P E zation YNdr+. 

Jan 24 Jan 17 Change Change Ratio(000,000) 

BROADCASTING WITH OTHER MAJOR INTERESTS 

527 535 -12 - 02.19 22 9,629 N (BIC) A.H. Belo 34 1 2 35 3,8 - 2 14 -05.98 47 701 

174 3 %8 175 - 7 1/4 - 03.97 15 4,134 N (AFL) American Family 16 14 15 7/8 - 1 18 - 06.61 14 1,288 

12 7/8 12 7/8 - 718 - 06.36 128 50 0 (ACCMA) Assoc. Commun. 31 3 4 33 .- 06.33 8 L,,.. 619 

3 5/8 

5 

3 

5 

3/8 

5/8 

- 
- 

1/2 

118 

-12.90 

- 02.17 

-2 

-4 

121 

55 

N (CCN) Chris -Craft 

0 (DUCO) Durham Corp. 

33 58 
29 3 4 

35 

30 

4111=11.kr 02.43 

01.65 

a; -: 833 259 

105 112 112 5/8 - 2 1/2 -02.17 63 5,781 N (GO) Gannett Co. so 40 7 8 - 2 - 04.66 `;x.0,595 
&16 3B 00.00 0 (GACC) Great Amer. Comm. 7 12 8 1/4 - 1/4 -02.94 2 

r,. 
259 

10 14 11 34 1/4 -02.08 7 79 N (JP) Jefferson -Pilot 38 as 40 14 - 1)2 -01.22 13 1,513 

19 12 22 1/2 - 2 1/2 -10.00 27 147 N IKRII Knight -Ridder 53 - 2 1i2 -04.50 12 2,72E 

5 18 5 5,8 - 1/2 -08.16 -11 51 N (LEE) Lee Enterprises 111111101N- 29 78 - 1 - 03.23 17 729 

2 34 2 3.4 00.00 2 10 N (LC) Liberty 'Taw 1 4 44 12 1/2 01.13 25 37E 

63 63 1 -01.56 32 650 N (MHP) McGraw -Hill 59 14 59 1.4 2 3/4 04.86 15 2.881 

2 2 1/8 06.66 -2 4 A (MEGA) Media General 28 12 29 5 8 - 1 7/8 -05.95 740 762 

5 1/2 5 3/8 - 3/8 - 06.52 -2 122 N (MDP) Meredith Corp. 31 12 32 38 - 1 5/8 - 04.77 18 604 

4 4 1/8 1,8 03.12 30 O (MMEOC) Multimedia 80 85 3.4 - 6 1/4 - 06.79 32 969 

i5 34 - 1 14 -03.54 48 371 A INYTA) New York Times 25 25 78 - 1/2 -01.89 13 2,031 
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r STOCK INDEX 2 
iMMOrir- -: 

Jan 24 ss.gersrr!rtt3!>;. 

I 

sI 

BY THE NUMBERS 3 

Market 

Closing Closing Capitali- 

*d lied Net Percent P E zation 

Jan 17 Change Change Ratio(000,000) 

N INWSI News Corp. Ltd. 

O (PARC) Park Commun. 

O (PLTZ) Pulitzer Publishing 

N (REL) Reliance Group Hold. 

19 

20 

29 

s 

1/2 

144 

1 a 

20 

20 

29 

5 

38 - 2 

,-y`;1 
34111t1 
3141111.., 

O (RTRSY) Reuters Ltd. 49 7 8 50 2 
O (STAUF) Stauffer Commun. 144 146 2 
N (TMC) limes Mirror 33 7 8 34 51111F2 
O (TMCI) TM Communications 7/32 `Ar' 
N ITRBI Tribune 42 1'8 43 - 2 

A (TBSA) Turner Bcstg. 'A' 43 45 5 8 - 5 

A (TBSB) Turner Bcstg. 'B' 42 1/8 43 1'2 - 5 

A (WPOB) Washington Post 275 286 - 7 

11111111111 

3/8 -10.43 7 5,469 

- 04.76 21 414 

- 03.25 15 311 

1;4 - 04.16 23 428 

118 - 04.04 26 22,883 

- 01.40 49 146 

38 - 06.41 13 4.433 

00.00 -1 

18 - 04.70 14 

38 -10.53 -19 

7.8 -11.89 -18 

34 - 02.63 19 

PROGRAMING 

O (ALLT) All American TV 2 58 2 1.2 - 18 -04.76 

A (CLR) Color Systems 2 1 8 2 1'2,,'' -' "'. 00.00 

O (DCPI) dick clark prod. 6 12 6 3'4rß 00.00 

N (DIS) Disney 105 1 2 110 1,'8:; ', - 0587 

O IFNNII Financial News 6 78 7 ",, 03.26 44 

A (FE) Fries Entertain. 2 18 2 :5. 

A IHHHI Heritage Entertain. 1 3 4 1- -118 -"-07.14 
A (HSN) Home Shopping Net. 7 3 4 8 ]/2 - 05.71 

N (KWP) King Wodd 36 3'4 39 
1 

-03.06 

O (KREN) Kings Road Entertain. 9/32 913?:..12.50 
N (MCA) MCA 55 718 58 '11111111.111506 .26 

N (MGM) MGM UA Commun. 13 13 =,14.75 
A (NNH) Nelson Holdings 8 3.4 10 

O (NNET) Nostalgia Network 1 7'8 2 - 1/8 -05.88 

N (OPC) Orion Pictures 17 1'2 18 114 , 

N (PCI) Paramount Commun. 44 34 47 1 /6?. 

N (PLA) Playboy Ent. 14 12 14 5/8 18 

O (QNTQE) Qintex Ent. 1 14 1 1i4 

O (QVCN) QVC Network 14 3 8 16 1 4 - 1 1/8 

O (RVCC) Reeves Commun. 6 3.4 6 34 - 18 

O (RPICA) Republic Pic. 'A' 9 1.2 9 1/2 

O (RPICB) Republic Pic. 'B' 8 9 

O (SP) Spelling Entertainment 11 1'8 11 58 

O (JUKE) Video Jukebox Net. 7 3/4 7 3,4 

O (WONE) Westwood One 6 1.2 7 1/8 

3,115 

1,039 

1,165 

3,078 

'Gosing 

Néd 

IMIIMIIIOEIIMIIIFJM 24 

Closing 

Wed Net 

Market 

Capitali- 

Percent P E zation 

Jan 17 Change Change Ratio(000,0001 

N (SAA) Saatchi & Saatchi 

O (TLMT) Telemation HIi. 
A (UNV) Unitel Video 

11 

2 

11 

3 4 

58 
148 

12 14 - 1 18 

2 jajá& 
12-' S8. 3s,..- 

A (ATN) Acton Corp. 13 

0 (ATCMA) Amer. TV & Comm. 39 

0 (CTEX) C -Tec Corp. 21 

A (CVC) Cablevision Sys. 'A' 30 

A (CTY) Century Commun. 10 

O (CMCSAI Comcast 14 

A (FAL) Falcon Cable Systems 17 

O (JOIN) Jones Intercable 13 

T 

3 T 

-2 13 o 

25 55 o 
24 14.817 N 

41 85 o 
-2 11 o 

-1 8 

103 738 

13 991 

1 

21 4,251 

-6 656 

1/4 - T 09.89 -7 384 

-2 11 

-15.11 21 328 

- 07.59 15 5,475 

00.86 85 137 N 

00.00 26 N 

- 06.47 26 .11,1245 O 

- 01.81 -5 la 85 N 

00.00 105:4e40 A 

1 4 - 02.70 100 :i 38 N 

- 1/4 - 02.10 24 ,384 N 

78 - 10.14 -25' 72 N 

- 1 7,8 - 20.83 -10:.R003 N 

N 

CABLE 

-08.41 9 1,917 

00.00 -41 4irkili 
)1,81 ,. 

,.:,... 

1'4 14 ' -E - '05.88 ')ß 22 

34 39 34 - ympol.85 57 4133 23,1 3/4 -06.86 28 

34 4,1111111t4 4 3.4 -12.66 -5 

1 2 11`:1 3'8 - 11.11 

14 valik, 38 -08.52 

5 8 17 3( 1 12 - 07.94 

748 14 7/Illt - 518 -04.03 

(RCI.A) Rogers Commun. 'A' 121 126 

IRCI.B) Rogers Commun. '8' 93 3 4 101 

ITCATI TCA Cable TV 14 1:2 

(TCOMA) Tele- Commun. 15 

(TWX) Time Warner 110 

(UAECA) United Art. Ent. A 17 

IUAECBI United Art. Ent. B 16 

N (VIA) Viacom 50 1/2 

Bär 03.97 

11gammo7.70 
14 

57 

3/4 

5 8 15 ,,kktt7.57 
34 11Gv1.81 

16liNuirwm'10.20 
7/8 16 3/111E1 5 8 - 08.84 

544=5 7-8 -10.04 

Western Union'.q: 

-29 

-17 

-45 

-7 

-233 

-182 

30 

-190 

23 

-10 

-25 

34 

405 

723 

71' 

1,483 

111 

184 

1,862 

1.45 J 

353 

5,381 

7,373 

2,294 

1,106 

2.806 

SERVICE 

O (AGRP) Andrews Group '3 58 3 5'8 - 18 

O (BSIM) Burnup & Sims 17 14 17 1'2 - 3'8 

N (Cal Comsat 35 14 37 3'4 

N (DNB) Dun & Bradstreet 42 34 42 38 - 25.'8 
N (FCB) Foote Cone & B. 28 J8 29 - 5,3 

O (GREY) Grey Advertising 165 165 

O (IDSX) 1DB Communications 9 18 9 12 - 1'2 

N (IPG) Interpublic Group 30 1 2 31 38 - 2 38 

O (OMCM) Omnicom Group 24 25 - 78 

- 03.33 

- 02.09 

- 01.98 

- 05.83 

- 02.10 

00.00 

- 05.00 

- 07.03 

03.38 

-3 

19 

10 

14 

17 

15 

475 

16 

14 

33 

220 

616 

7,932 

248 

193 

47 

1,075 

619 

N 

O 

O 

O 

N 

N 

A 

N 

N 

N 

N 

O 

N 

N 

EQUIPMENT & MANUFACTURING 

(MMM) 3M 

(ARV) Arvin Industries 

(CCBL) C -Cor Electronics 

(CHY) Chyron 

(COH) Cohu 

IEK) Eastman Kodak 

(GRLI Gen. Instrument 

(GE) General Electric 

(HRS) Harris Corp. 

(MAI) M A Corn. Inc. 

(IV) Mark IV Indos. 

(MATT) Matthews Studio 

(MCDY) Microdyne 

(MCOM) Midwest Commun. 

(MOT) Motorola 

(OAK) Oak Industries 

(PPI) Pico Products 

(SFA) Sci- Atlanta 

)SNE) Sony Corp. 

ITEKI Tektronix 

(VAR) Varian Assoc. 

(WGNR) Wegener 

(WX) Westinghouse 

(ZE) Zenith 

Standard & Poor's 

78 81 1 8 - 1 5.'8 - 01.96 

14 3/8 14 5'8 - 5 8 -04.09 

10 3%4 10 12 00.00 

2 38 2 3'8 - 1 4 - 09.52 

9 38 9 7'8 1.8 01.28 

38 5.8 40 1 4 - 2 114 - 05.29 

39 3/4 39 7'8 18 00.31 

63 1/4 63 - 1 58 -02.51 

30 7/8 32 58 - 7 8 - 02.61 

4 18 4 5/8 - 1.4 -05.12 

12 1.2 13 1.2 - 34 - 05.26 

1 5,8 111 16 00.00 

4 4 1.4 - 1 8 - 02.85 

4 1/8 4 1'4 - 58 - 12.82 

55 3/4 59 718 - 2 1 2 - 04.00 

1 14 1 1:4 00.00 

1 1 1.4 - 1H8 - 09.09 

21 1/2 21 1.2 - 2 -08.51 

58 1.'2 58; - 3.8 -00.63 

17 1 . 148 00.69 

20 5ß -05.68 

2 3 8 2.-"411111.11164.54 
72 18 71 3'4`02.21 
10 3'8 12 l'4' 02.00 - 

,:erts>re, 
379.92 399.15; 

14 17,660 

22 272 

8 42 

-13 26 

6 19 

12 13,057 

13 1,077 

15 56,8e-4 

59 1,263 

9 1' 0 

6 132 

84 10 

106 17 

12 12 

15 7,765 

41 103 

t 4 

14 496 

30 16,602 

53 524 

8 418 

6 19 

12 10,391 

1225 327 

-19.23 

Broadcasung Jan 29 1990 

lo 



(Dateboo 
indicates new listing or changed item. 

A 

This week 

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

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

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, Miami Vice; Zev 
Braun, producer, Tour of Duty, and Peter Kohler, 
TV editorialist and VP of Gannett Broadcasting. 
Willard office building, Washington. Information: 
(202) 393 -7100. 

Jan. 30 -Ohio 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 Television 
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 
Oakland International, San Francisco. Information: 
(404) 827 -2269. 

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

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 -2269. 

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

Also in February 
Feb. 5-7-Michigan Association of Broadcast- 

ers telecommunications expo and conference, 
presented in cooperation with Society of Broad- 
cast Engineers and International Television As- 
sociation. Radisson hotel and Lansing Center, 
Lansing, Mich. 

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

Major Meetings 

Jan. 27 -31 - -- National Religions 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 
Tears 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, Nashville. Information: (615) 
327 -4487. 

March 14- 18- American Association of Advertis- 
iay 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. 

April 1- 3-- Cabletelei'ision Advertising Bureau 
ninth annual conference. Marriott Marquis, New 
York. 

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

April 20.25- MIP -TV, international television 
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 19 -22 -CBS -TV annual affiliates meeting. 
Century Plaza, Los Angeles. 

May 20- 23- National Cable Television Associa - 
firm annual convention. Convention Center, Atlan- 
ta. 

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

June 9- 12- American Advertising Federation 
national conference, featuring presentation of 
Addy Awards. Marriott Pavilion, St. Louis. 

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 affiliates 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. 

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

Oct. 2- 4- Atlantic Cable Show. Atlantic City Con- 
vention Center, Atlantic City, N.J. Information: 
(609) 848 -1000. 

Oct. 4-7- Society of Broadcast Engineers filth ai - 

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 Festivals, 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 -Carlton, Naples. Fla. 

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 
Plaza, Los Angeles. 

Jan. 14-18, 1991 --28th annual NATPE Inter- 
national convention. New Orleans Convention 
Center, New Orleans. 

Feb. 1 -2, 1991 - Society of Motion Picture and 
Television Engineers 25th annual television con- 
ference. Westin Detroit, Detroit. Future confer- 
ence: Jan. 31 -Feb. 1, 1992, Westin St Francis, 
San Francisco. 

Feb. 1-4, 1991 -Radio Advertising Bureau annu- 
al Managing Sales Conference. Loews Anatole, 
Dallas. 
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2269. 

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. 

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

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

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

Feb. 8- Turner Cable Network Sales Goodwill 
Games local ad sales/marketing seminar. Westin 
William Penn, Pittsburgh. Information: (404) 827- 
2269. 

Feb. 8- Turner Cable Network Sales Goodwill 
Games local ad sales /marketing seminar. Ritz 
Carlton -Camelback, Phoenix. Information: (404) 
827 -2269. 

Feb. 8- 10-Louisiana Association of Broadcast- 

ers annual convention. Lafayette Hilton, Lafayette, 
La. Information: (504) 383 -7486. 

Feb. 9- International Radio and Television So- 
ciety newsmaker luncheon. Topic: television pro- 
graming. Panelists: Brandon Tartikoff, president, 
NBC Entertainment; Robert Iger, president, ABC 
Entertainment, and Peter Tortorici, senior VP, pro- 
gram planning, CBS Entertainment. Waldorf-As- 
toria, New York. Information: (212) 867 -6650. 

Feb. 9- Turner Cable Network Sales Goodwill 
Games local ad sales/marketing seminar. Hyatt 
Tech Center, Denver. Information: (404) 827 -2269. 

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. Washington 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, 

WHEN CLIENT WLVI-TV 
WANTED CAlI COMMERCIALS 

BLAIR DID "SOMETHING 
YOU AUTO KNOW" ABOUt 

Boston is an active automotive market -and Blair is a Proactive rep. 

To help client station WLVI -TV get their share of auto ad revenues, 

Blair discovered a series of auto safety vignettes, called "Something 
You Auto Know ". 

Working with the station, Blair arranged to run the vignettes on 

the 10PM news -and then sold a 52 -week sponsorship to the New 

England Dodge dealers. 

WHAT HAS YOUR REP 
DONE FOR YOU LATELY? 

BLAIR TELEVISION 
loir F:'r CC'rn ' =.,6fn r. 
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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 Matz, (708) 827 -933C. 

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. 14- Society of Broadcast Engineers, chap- 
ter 15, meeting, "Satellite Use and the Broadcast- 
er" and "Questions and Answers with the FCC. ' 

Speakers: Jack Crutchfield and Bill Wormington cf 
CSC Satellite Communications and Judah Mans - 
bach of the FCC. New York Times building, New 
York. Information: Dave Bialik, (212) 752 -3322. 

Feb. 14- Turner Cable Network Sales Goodwi I 

Games local ad sales /marketing seminar. Omri 
hotel at CNN Center, Atlanta. Information: (404) 
827 -2269. 

Feb. 15.16 -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. 

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

Feb. 20-Nebraska Broadcasters Association ha I 

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

Feb. 20 -The Role of the Press in a Changing 
Eastern Europe," one in American Forum series 
sponsored by American University School of 
Communication. Kay Spiritual Life Center, AU 
campus, Washington. Information: (202) 885- 
2058. 

Feb. 21- National 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. 22- Deadline for entries in International 
Monitor Awards competition, sponsored by Inter- 
national Teleproduction Society, honoring excel- 
lence in electronic production and post- produc- 
tion. Information: (212) 629 -3266. 

Feb. 23-25 -"The U.S. and Latin America" confer- 
ence for journalists sponsored by Foundation for 
American Communications. Westin Paso del 
Norte, El 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. 25- 28- Arbitran Television Advisory 
Council meeting. Phoenix. 

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

Feb. 28- Deadline for entries for Joan S. Barone 
award competition for excellence in journalism, 
sponsored by Radio & Television Correspondents 
Association. Information: (202) 828 -7016. 

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 Radio 
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. Infor- 
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 
in 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 1 -3 -First U.S. Hispanic Media Confer- 
ence, sponsored by National Hispanic Academy 
of Media Arts and Sciences. Sheraton Universal 
hotel, Universal City, Calif. Information: (818) 848- 
4148. 

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-- Intercollegiate 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 ho- 

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. 

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

March 12- Academy of Television Arts and Sci- 
ences forum luncheon. Speakers: Candice Bergen, 
Diane English and Joel Shukovsky, star and exec- 
utive producers, CBS -TV's Murphy Brown. Re- 
gent Beverly Wilshire hotel, Los Angeles. Informa- 
tion: (818) 763 -2975. 

March 13 -Ohio Cable Television Association an- 
nual meeting. Hyatt on Capitol Square, Columbus, 
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 Women in Ra- 
dio and Television. Waldorf- Astoria, New York. 
Information: (202) 429 -5102. 

March 15- National Association of Black Owned 
Broadcasters sixth annual communications 
awards dinner. Sheraton Washington hotel, Wash- 
ington. Information: Ava Sanders, (202) 463 -8970. 

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

March 15-16 -Texas 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. 

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 -CEO, 
Johnson & Johnson; Raymond Mithun, founder, 
Campbell- Mithun Advertising, and Jean Wade 
Rindlaub, formerly with BBDO. Waldorf- Astoria, 
New York. Information: (202) 898 -0089. 

March 22- Mississippi Association of Broadcast- 
ers broadcaster /agency swap. Holiday Inn -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 

2047 

COMPLETE YOUR DEFINITION OF "CLASS A," 
CALL CONTINENTAL ELECTRONICS 

500/000W 

"0' 

I . . 
. . 

t 

2.5 kW 

3.8 kW 

5 kW 

Continental Electronics is here to assist you with your new definition of 
"Class A." You can increase power, increase revenue base, and expand 
your listening audience by upgrading your transmitting facility. 

Continental has engineered four transmitters to meet your needs. The 
500/1000 Watt transmitter is single phase and is only 42 inches tall. This 
transmitter and the 3.8 kW are totally solid -state and designed for high 
efficiency and reliability. 

The 2.5 kW and the 5 kW transmitters are single tube transmitters. All 
Continental FM transmitters include an internal harmonic filter and the 
Ultimate 802A Exciter. 

For service after the sale, call the Continental 24 -hour tech line. At 
Continental, service is an attitude, not a department. 

So, call your Continental Sales Manager to get the complete definition 
of "Class A" 

varían 
continental electronics division 
P.O. Box 270879 Dallas. Texas 75227 
Telephone: 214-381-7161 Fax: 214-381-4949 Telex: 73398 
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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 
Association annual trade show and convention. 
Hyatt Regency, Minneapolis. Information: (612) 
641 -0268. 

March 26- "Women in the Media," one in Ameri- 
can Forum series sponsored by American Univer- 
sity 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 Associatif,,, 
convention. Georgia World Congress Center, At- 
lanta. Information: (202) 429 -5355. 

March 30- Wireless Cable Association seminar 
on wireless cable. Hyatt Atlanta Airport, Atlanta. 
Information: (202) 452 -7823. 

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

April 
April 1- 3- Cabletelecision Advertising Bureau 
ninth annual conference. Marriott Marquis, New 
York. Information: (212) 751 -7770. 

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

April 4- Deadline for entries in Prime Time 

EfP(PEMO 

In story on U.S. group's y sit to Cuba 
(BROADCASTING, Jan. 1), Terese Coil- 
ing was incorrectly identified as 
Washington lawyer representing WFLA- 

Tv Tampa -St. Petersburg, Fla. She is 
government relations consultant 
for Media General, station's parent. 

o 

Robert E. Wold, vice president of in- 
ternational sales for Keystone Com- 
munications, Is nephew of Robert N. 
Wold, founder of The Wold Organiza- 
tion and former Wold Communica- 
tions, not his son, as reported in Jan. 
15 issue. 

Emmy Awards. sponsored by Academy of Televi 
Mon Arts and Sciences, for entries aired June 1, 

1989, through April 4, 1990. Information: ATAS, 
(818) 953 -7575. 

April 5 -8 -Tenth annual Health Reporting Con- 
ference. sponsored by American Medical Associ- 
ation, division of television, radio and ,rile, ser- 
vices. Westin hotel, Tabor Center, Denver. 
Information: (312) 645 -5484. 

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. 

VIDEO 
BROKERS 

INCORPORATED l 

BUY 6a SELL 6a TRADE 
Broadcast Video Equipment 

New / Used / Demo 
Warranty on every item sold. Save from 

20% to 50% off list. 
Package pricing available. 

Brand new Sony BVP -30A cam- 
era system (3 in stock). Fully fea- 
tured Plumbicon Betacam cam- 
corder with factory warranty. 

Includes camera case, tripod 
adaptor, accessory package. Fu- 
jinon 12x9 BERM lens (new). 

Special pricing - S 18.500.00 

Also in stock, all brand new, factory warrantied, avail- 
able for immediate delivery; Sony BK806 Time Code 
cards for BVU series VCR's (20 in stock) $1,800.00 ea. 
Sony PCM Audio Tape Recorders, DAT machines, ana- 
log ATR's, Sony MXP 21 mixers, call for pricing details. 

Sony BVH 2000 VTR's, (2), $40,000.00 ea. Call SOON! 

VIDEO BROKERS -Orlando 
800/476 -4595, 407/851 -4595, Fax 407/851 -7497 
VIDEO BROKERS CALIFORNIA - Redwood City 

415/369 -6464, Fax 415/369 -7499 
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April 16-19- Supercomm '90, jointly sponsored 
by U.S. Telephone Association and Telecon,nrnn-- 
cations Industry Association, and International 
Conference on Communications, sponsored by 
Conimunications Society of the Institute of Elec- 
trical and Electronics Engineers. Georgia World 
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--Broadcast Financial Management 
Association 30th annual convention. Hyatt Regen- 
cy. San Francisco. Information: (708) 296 -0200. 

April 18- 21- National Broadcasting Society /Al- 
pha Epsilon Rho national convention. Sheraton 
World Resort, Orlando. Information: John Lop - 

collo, (803) 777 -3324. 

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

April 19- Ohio 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. 

April 20-21 -Texas AP Broadcasters annual 
convention Worthington hotel, Fort Worth. Infor- 
mation: Diana Jensen, (214) 991 -2100. 

April 20- 25- MIP -TV, international program mar- 
ket. Palais des Festivals, Cannes, France. Informa- 
tion: (212) 750 -8899. 

April 24 -25 -Ohio Association of Broadcasters 
spring convention. Dayton Stouffers, Dayton, 
Ohio. Information: (614) 228 -4052. 

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 10 -11 -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 13- 15-New Jersey Broadcasters Assoc;a- 
tion 44th annual convention. Bally's Grand hotel 
and casino, Atlantic City, N.J. Information: (201) 
247 -3337. 

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 ILn- 
cheon. Plaza hotel, New York. Information: (212) 
836 -3050 

May 17-20--American Women in Radio and Tele- 
vision 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 25- Deadline for entries for syndicated 
programs in Prime Time Emmy Awards sponsored 
by Academy of Television Arts and Sciences. In- 
formation: (818) 953 -7575. 

May 31- Deadline for entries in National Associa- 
tion of Broadcasters Crystal Radio Awards com- 
petition. Information: (202) 429 -5420. 0 
June 
June 3-6- NBC -TV annual affiliates meeting. 
Washington. 

June 3-15- Annenberg Washington Program 
sixth annual faculty workshop in communications 
policy. Annenberg offices, Willard Office Building, 
Washington. Information: (202) 393 -7100. 

June 6 -8-APRS '90, 23rd international exhibition 
of professional recording equipment, sponsored 
by Professional Recording Association. Olympia 
2, exhibition center in London. Information: (0923) 
772907. 

June 8- Center for Communication annual 
award luncheon, honoring Thomas Murphy, chair- 
man, Capcities/ABC. Plaza hotel, New York. Infor- 
mation: (212) 836 -3050. 

June 9-12-American Advertising Federation 
national advertising conference, including national 
ADDY awards presentation (June 10, Kiel Auditori- 
um, St. Louis). Marriott Pavilion, St. Louis. Informa- 
tion: (202) 898 -0089. 

June 9-15 -Notre Dame Executive Management 
Development Seminar exclusively for radio station 
owners, general managers and sales managers. 
South Bend, Ind. Information: National Association 
of Broadcasters Radio Office, (202) 429 -5420. 

June 10-13- Broadcast Promotion and Market- 
ing Executives and Broadcast Designers Associa- 
tion annual conference, including presentation of 
Gold Medallion Awards. Bally's, Las Vegas. 

June 11- 13-New York Festivals, comprising In- 
ternational Radio Festival and International Adver- 
tising Festival, featuring screenings and awards 
banquet. Sheraton Center hotel, New York. Infor- 
mation: (914) 238 -4481. 

June 11- 14- ABC -TV annual affiliates meeting. 
Century Plaza, Los Angeles. 

June 15-16 -Texas Association of Broadcasters 
Radio Day. J.W. Marriott, Houston. Information: 
(512) 322 -9944. 

June 20- 24- Society of Cable Television Engi- 
neers annual conference. Stouffer's and Nashville 
Convention Center, Nashville. Information: (215) 
363 -6888. 

June 21 -22-C -SPAN "Capitol Experience" sem- 
inar "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. 

June 25- 29- "Advanced Television: The Com- 
plete Picture," fourth international colloquium on 
advanced television systems, hosted by Canada 
and sponsored by National Film Board, Depart- 
ment of Communications; Canadian Broadcast- 
ing Corp., and Telesat Canada. Ottawa Congress 
Center, Ottawa. Information: (613) 224 -1741. 

June 28 -July 1- Mississippi Association of 
Broadcasters 49th annual convention. Biloxi Hilton 
hotel, Biloxi, Miss. 

0 
July 
July 11- Caucus for Producers, Writers and Di- 
rectors general membership meeting. Los Ange- 
les. Information: (213) 652 -0222. 

July 14-17 -California Association of Broadcast- 
ers Western Region Broadcast Convention, Fess 
Parker's Red Lion Resort, Santa Barbara, Calif. 
Information: (916) 444 -2237. 

July 15- 18-Cable Television Administration 
and Marketing Society annual conference. San 
Diego Marriott, San Diego. Information: (703) 549- 
4200. 

July 15-18 -New York State Broadcasters Associ- 
ation 29th executive conference. Gideon Putnam/ 
Ramada Renaissance, Saratoga Springs, N.Y. In- 
formation: (518) 434 -6100. 

July 19- 21- Colorado Broadcasters Association 
41st annual summer convention. Manor Vail, Vail, 
Colo. 0 
August 
Aug. 1- 5- National Association of Black Jour- 
nalists 15th annual convention. Theme: "Words 
and Images: Challenges for the Future." Century 
Plaza hotel, Los Angeles. Information: (703) 648- 
1270. 

Aug. 12 -14 -North Carolina CATV Association 
and South Carolina Cable Association joint annu- 
al meeting. Radisson Resort, Myrtle Beach, S.0 
Information: (919) 821 -4711. 

Aug. 23-25 -West Virginia Broadcasters Associa- 
tion 44th annual fall meeting. Greenbrier. White 
Sulphur Springs, W.Va. 

September 
Sept. 12 -15 -Radio '90 convention, sponsored by 
National Association of Broadcasters. Hynes 
Center, Boston. Information: (202) 429 -5300. 

Sept. 13 -14-C -SPAN "Capitol Experience" sem- 
inar "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. 

Sept. 21 -23 -Maine Association of Broadcasters 
annual meeting. Sebasco, Me. 

Sept. 24-27- Radio -Television News Directors 
Association international conference and exhibi- 
tion. Convention Center, San Jose, Calif. Informa- 
tion: (202) 659 -6510. 

Sept. 27 -28 -Fourth annual National Cable Tele- 
vision Association /National Association of Mi- 
norities in Cable urban markets seminar. Waldorf- 
Astoria, New York. Information: (202) 775 -3669. 

October 
Oct. 2-4--Atlantic Cable Show. Atlantic City Con- 
vention Center, Atlantic City, N.J. Information: 
(609) 848 -1000. 

Oct. 9-Caucus for Producers, Writers and Direc- 
tors general membership meeting. Los Angeles 
Information: (213) 652 -0222. 

Oct. 9 -11 -Mid- America Cable TV Association 
33rd annual meeting and show. Hilton Plaza Inn. 
Kansas City, Mo. Information: Rob Marshall, (913) 
841 -9241. 

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

Oct. 13-15 -Texas Association of Broadcasters 
annual convention. San Antonio Convention Cen- 
ter, San Antonio. Information: (512) 322 -9944. 

Oct. 13- 17- Society of Motion Picture and Televi- 
sion Engineers 132nd technical conference and 
equipment exhibit. Jacob Javits Convention Cen- 
ter, New York. Information: (914) 761 -1100. 

Oct. 18-19 -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 
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general audience." C -SPAN headquarters, Wash- 
ington. Information: (202) 737 -3220. 

Oct. 18- 20- National Religious Broadcasters, 
Eastern chapter, meeting. Sandy Cove Confer- 
ence Center, Northeast, Md. Information: Sue 
Bahner, (716) 461 -9212. 

Oct. 20-23 -North Carolina Association of 
Broadcasters annual convention. Adams Mark ho- 
tel, Charlotte, N.C. Information: (919) 821 -7300. 

Oct. 21- 24- Association of National Advertisers 
annual convention. Ritz Carlton, Naples, Fla. Infor- 
mation: (212) 697 -5950. 

November 
Nov. 7 -10- "Women in Broadcasting '90," confer- 
ence sponsored by European Broadcasting 
Union and Steering Committee for Equal Oppor- 
tunities in Broadcasting within European Com- 
mission. Zappion Congress Center, Athens. Infor- 
mation: (022) 798 -7766. 

Nov. 11- Caucus for Producers, Writers and Di- 
rectors eighth annual dinner dance and fifth gen- 
eral membership meeting. Los Angeles. Informa- 
tion: (202) 652 -0222. 

Nov. 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. 

December 
Dec. 13 -14-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. 

Listen to 

AIM'S 
"MEDIA MONITOR" 
radio commentary 
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 
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looker upper 

Across 
the 
Dial 

Where the action is on AM and FM radio 
in North America. Stations and formats 

arranged alphabetically by state and city. 

BONUSFEATURE 

Complete listing of TV stations from coast to coast 

Across the Dial ®, a pocket -sized (4 by 8 3/4 inches) guide to U.S. and 
Canadian AM and FM radio stations, designed as a fast reference to call 
letters, frequencies and formats. With the companion feature. Around 
the Channels ®, listing all U.S. and Canadian TV stations with channel 
numbers and showing network or independent status. 

1 -4 copies $9.95 each* 
5 -9 copies $9.25 each* 

10 -25 copies $8.75 each* 
26 -50 copies $8.00 each* 

51 or more $7.50 each* 
* California and District of Columbia residents add 

applicable sales tax. 
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c day VeITo 
A radio commentary by Barry Salberg, management consul ant, Foster City, Calif. 

Four years ago, I wrote that a major 
population base (the top end of the 
baby boomers) was, at best, ill 

served by modern radio. This was, and 
remains, the preeminent target market in 
the country, and radio was far from effec- 
tively and judiciously dealing with it. To- 
day, that basic premise is still more than 
valid, and as this segment ages even further 
(it's now rapidly moving into middle age). 
the intrinsic problems of capturing and ser- 
vicing this very special audience base have 
only escalated. 

Clearly there exists this massive, highly 
lucrative, fragmented market segment that 
nobody in radio knows what to do with or 
could seemingly care less about. Demo- 
graphic forecasts indicate that as the overall 
population ages, the 18 -34 -year-old market 
will lose an estimated $100 billion worth of 
spending power during the next decade. At 
the same time, middle -aged consumers (35- 
54) will be spending $280 billion more per 
year than they do now. This target segment 
has literally shaped and defined the cultural 
norms of our society, and will continue to 
do so. The economic impact should be dra- 
matically self -evident. 

Modern radio (save for news -talk) has 
established an unfortunate tradition of being 
inextricably bound to the music business. 
The actual record buying public, however, 
is a young one and the music product is 
therefore marketed accordingly. That out- 
put has been decidedly unacceptable to this 
fragmented yet still dominant and highly 
valuable key audience. 

The peak of the American population 
bubble (much of the music industry's cur- 
rent marketplace) will inevitably move be- 
yond traditional record buying age. That, 
however, is their problem, as radio is al- 
ready experiencing the fallout from this per- 
haps unpalatable but nonetheless unavoid- 
able and dramatic phenomenon. 

As the overall population shifts, the mu- 
sic industry will face a similar strategic 
crisis and the ultimate evolution that has 
already afflicted AM radio and now radical- 
ly affects network television. It's simply a 
new era that must be approached with a 
more sophisticated, innovative and enlight- 
ened management mindset. 

Most programing efforts, however, have 
yet to fully grasp the situation, and have 
clung to a coattail dependence on the music 
industry for the guts of their broadcast es- 
sence. 

Rather than catering to this audience (the 
most affluent and widely sought -after seg- 
ment in advertising history), radio has all but 
thrown up its hands in virtual surrender. 
Rather than creating dynamic and innovative 
new programing (tailored to reflect the wants 
and needs of this generation), radio's answer 
has been the ineffectual audio pablum called 
"adult contemporary" or watered down at- 

66 Radio is in dire 
need of 
legitimate 
marketing and 
sophisticated 
strategic 
planning. " 

tempts to rekindle former glory through the 
hackneyed utilization of oldies. 

Although "news /talk" has suddenly be- 
come the industry darling, its present form 
presents limited appeal to this particular 
audience. Much of the current success may 
be short lived. It, too, needs strategic inno- 
vation and evolution that can capitalize on 
the most powerful (and growing) target seg- 
ment in American history. 

Where once genuine talent and original 
personalities were the keys to market domi- 
nance, modern practitioners sadly exempli- 
fy everything that has ever been wrong with 
the medium. The business is simply inun- 
dated with too many obnoxious talkjock- 
ies-either contrived, outlandish, pompous 
buffoons or plastic, blue collar, uneducated 
airheads. 

Thankfully, there are small pockets of 
brilliance that do treat their audience with 
intellectual respect and genuine humor, as 
opposed to the syrupy obsequiousness or 
caustic "wiseguyitis" that now permeates 
our airwaves. Somewhere between a Larry 
King open phone and an old Robert W. 
Morgan talkup, something that incorporates 
the class of an Alex Trebek, the honesty 
and innovation of an Alex Bennett, the gen- 
uine warmth and humor of a Chris Berman 
and the passion of a handful of others, lies a 
great format. 

Style and substance should be the keys; 
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genuine communication from people who 
can entertain, inform and generate legiti- 
mate fun without being smart-assed hard 
guys or candy- coated mindless clowns of 
the airwaves. Somebody likable, but not 
plastic...cocky perhaps, maybe even slight- 
ly irreverent. 

The talent exists, but corporate manage- 
ment has got to want it or, more accurately, 
understand that future success will ultimate- 
ly demand it. They must realize that this is 
the most special population group on the 
planet, and will settle for no less than spe- 
cial. Think back to Ernie Kovacs doing 
local TV in Philadelphia, or of Les Crane 
and Don Sherwood in San Francisco during 
the early 1960's. It was a chemical on -air 
magic with a savory local flavor that only 
hints at what this new genre should be. 

Modern radio management has a wonder- 
ful opportunity to truly make a broadcast 
contribution. For just a modest amount of 
additional effort, why don't they do it? Ra- 
dio has a duty to find and offer only the best 
to this, the most valuable audience segment 
in history. 

Where skilled MBA marketers and strat- 
egists are highly valued, integral facets of 
numerous other industries, they are totally 
eshewed by, and almost nonexistent, within 
our own. More than just research, or 
knocking on doors for orders, advanced 
marketing methodology and formal strate- 
gic planning goes beyond just sales and 
programing or even promotion, yet it en- 
compasses the best of all three. It is the 
lifeblood of mainstream American busi- 
ness, yet virtually ignored by radio. 

Genuine strategic planning acts as a corpo- 
rate introspection and evaluation. It's an in- 
ternal analysis of comparative business 
strengths and weaknesses, using modem ana- 
lytical tools and formal planning models. It's 
an attempt to target where you are and project 
where you should be by establishing realistic 
goals and implementation tactics. 

The key is to match external areas of op- 
portunity and attractiveness with corporate 
business strengths and individual competitive 
advantages. For each position on a formal 
grid layout, there are strategic options that are 
appropriate for maximum corporate return. It 
is imperative, however, to match resources, 
talents, strengths and constraints to those 
market areas where you are most likely to 
win. Marketing is more involved with com- 
municating those corporate abilities and 
strengths and fitting them to consumer needs 
to increase the customer base. 

Radio management must develop an en- 
hanced operational mindset to take advan- 
tage of such advanced business practices. 
It must recognize the middle -aging of the 
country, somehow reduce its dependency 
on the music industry and adapt to the 
realities of its own, ever -changing envi- 
ronment. m 



"From satellite programming to a local news story, 
the Sony DVR -1O assures us of a quality broadcast" 

In an industry accustomed to 
innovation, the revolution in digital 
recording has ushered in many 
technical achievements. Foremost of 
which is the Sony DVR -10. A digital 
VTR that quickly established a new 
standard for composite broadcast 
transmission quality. 

At KTVX-TV, a broadcaster in Salt 
Lake City, the Sony DVR -10 is used 
daily for on -air broadcast of news 
and programming. 

"The SONY DVR -10 is a key part of 
our daily broadcast operation at KTVX 
Outside of our own western region, 

- - .Jim McDermaid, Chief Engineer, KTVX -TV, Salt Lake City 
most news and programming comes 
to us via satellite. That was an 
important consideration in selecting 
the DVR -10. With virtually no signal 
degradation, we know that our 
programming quality will be as good 
as the source. It's used for time delay 
of network news material as well as 
for feature presentations and 
syndicated programming. 

With features like four digital audio 
channels, write -after -read and twenty 
generations of transparent dubbing, 
the DVR 10 also allows us to 
assemble high quality promotional 

spots quickly and efficiently from 
electronically still -stored material. In 
both editing and broadcasting 
applications, the DVR -10 lives up to its 
reputation every single day." 

... Jim McDermaid 
For more information from the 

leader in digital technology, check 
with your Sony Broadcast Sales 
Engineer or call 1-800-635-SONY. 
Sony Communications Products Company. 1 600 Queen Anne Road, 
Teaneck New Jersey 07666.0 1909 Sony Corporation of Amenca. 
Sony is a registered trademark of Sony. 

SONY 
BROADCAST PRODUCTS 
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Preparing the way: Fox's Jamie Kellner (I) with 
FCC Commissioner James Quello 

Fox waiver petition 
may be open sesame 
for fin -syn revision 

In a move that could have historic repercussions, Fox 
Broadcasting disclosed last week that it will ask the 
FCC for a waiver from the financial interest and syndi- 

cation rules -a request that could trigger repeal of the rules 
altogether. It all depends. 

Congress will play a big part in determining how far the FCC 
goes with Fox et al. That company's big guns-Chairman Barry 
Diller and President Jamie Kellner -met with key congressional 
figures last week to win their forebearance for the filing. If they 
were as successful as some Fox executives felt, the effect may 
have been for Congress to tell the FCC -until now sidelined on 
the fin -syn subject -to go ahead with a wide -open inquiry. (On 
Fox's last week agenda: House Commerce Committee Chair- 
man John Dingell [D- Mich.], House Telecommunications Sub- 
committee Chairman Ed Markey [D- Mass.], Senate Commerce 
Committee Chairman Ernest Hollings ED-S.C.] and Daniel In- 
ouye [D- Hawaii], chairman of the Senate Communications Sub- 
committee.) 

Such a result presumably would be just what the major 
networks have been looking for. It was thus surprising last 
Friday to find ABC, CBS and NBC solidly opposed to the Fox 
petition, or at least as they understood the filing would be when 
submitted this week (presumably, on Tuesday). 

In its petition, Fox is expected to ask the FCC for an 18- 
month waiver from the rules, which now effectively limit the 
network's growth to fewer than 15 hours of programing a week. 
It also will ask the FCC to resume its long -dormant docket 
aimed at relaxing or eliminating the fin -syn rules, which prohib- 
its the big three and potentially Fox from acquiring financial 
interests in programing produced by others for their networks 
and from competing in the domestic syndication market. Fox 

Continues on page 26 

ABC is giving NBC 
run for key demos 

While NBC continues to win the household ratings race in 
prime time by a margin of close to two rating points, 
the network's delivery of viewers in key demographics, 

particularly among adults 18 -49, has eroded considerably. At 
the same time, ABC has posted some gains this season, chal- 
lenging NBC for the lead in those categories. 

Although the household race still gets most of the press 
attention, advertisers base buying decisions on how closely a 
program's demographic profile matches the target audience of a 
given product. 

This season, ABC is delivering almost as many adult 18 -49 
viewers as NBC in prime time. Only two- tenths of a rating point 
separate the two networks. 

This season's demographic swings will affect upfront adver- 
tising negotiations next summer, probably to ABC's benefit and 
perhaps to NBC's detriment. However, NBC officials say they 
anticipate a dramatic stemming of the tide this midseason. They 
point to the strong start of the new Carsey- Werner comedy, 
Grand, on Thursdays, and the boost received by Dear John with 
its switch to Wednesdays. 

Robert Niles, vice president, research, NBC, said the net- 
work believes some midseason changes, coupled with new 
season development for next fall, will determine NBC's ability 
to convince advertisers of the network's continuing strength. 

"It's not so much that ABC has gained as that we've fallen 
down a bit on a few nights," Niles said. "There has been 
evidence of this throughout the fall, and we have a second wave 
of development designed to turn this thing around. Demograph- 

'Roseanne' and 'Wonder Years': ABC's prime 

ically, we're still in a pretty solid position. 
"The real test will come in the next several months," said 

Niles, after advertisers analyze midseason performance and are 
briefed on development for the 1990 -91 season. He said those 
factors will be "crucial" in determining relative pricing posi- 
tions in next summer's upfront negotiations. 

The aging of NBC's schedule this season has been exacerbat- 
ed by the failure of the new programs introduced in the fall, 
such as Nutt House, already cancelled, and Hardball, which was 
pulled for retooling. Sister Kate, which admittedly had some big 

movers? 
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shoes to fill replacing Family Ties, has 
only delivered about 60% of the adult 18 -49 
audience that Family Ties delivered last 
year. 

According to season -to -date Nielsen au- 
dience measurements, only two NBC com- 
edies, Cheers and Dear John, and the hour- 
long Unsolved Mysteries have gained or 
retained their adult 18-49 audiences from a 
year ago. All of NBC's dramas have lost 
audience in the same young adult category. 

The Cosby Show, for example, which was 
the number one program among adults 18- 
49 a year ago, has dropped 11% in that 
category and is now ranked third behind 
Roseanne and Cheers. Roseanne is tops in 
the category, jumping 15 %, while Cheers is 
essentially flat, hanging on to the number 
two spot. 

A number of other NBC comedies have 
experienced double -digit percentage drops 
in their young adult audiences. Night 
Court, which debuted in January 1984, is 
down 10% among adults 18 -49 season -to- 
date. ALF, the Monday night lead -off com- 
edy, is down 22% in the same category. 

Golden Girls, the network's Saturday 
night anchor, is not down quite as much, 
but is off last season's mark by 6 %. 

NBC's top dramas are also aging. L.A. 
Law has had a slight decline in its young 
adult audience this season, down 2 %. Hunt- 
er is off 9 %, In the Heat of the Night, 10 %, 
and Matlock is down 11%. 

"Most of the growth in younger audi- 
ences has been toward ABC," said Betsy 
Frank, senior vice president, Saatchi & 
Saatchi Advertising. "If NBC is going to 
maintain position, they will have to develop 
younger programs like ABC did this past 
season, to position itself for the future." 

Roseanne is just one of many ABC pro- 
grams to show strong gains among young 
adults. Wonder Years is up 39% with adults 
18 -49 over a year ago. Perfect Strangers, 
Full House and Just the Ten of Us all show 
double -digit gains in the same category this 
season. 

On the drama side, new season entry Life 
Goes On is delivering 20% more young 
adult viewers than Incredible Sunday, the 
show it replaced. MacGyver is up 6% in 
young adult delivery. However, 
thirtysomething and China Beach, both of 
which have received rave reviews, are 
down in the same category. 

"Overall, ABC is now the youngest 
skewing network" among the big three, 
said Larry Hyams, director of prime time 
audience analysis, ABC Research. Hyams 
said that 51.4% of the network's prime time 
audience falls in the 18 -49 age group, com- 
pared to 46.2% for NBC and 43.2% for 
CBS. 

"What's important is the balanced 
strength of our young adult audience," said 
Hyams. ABC has 10 of the top 20 shows 
viewed by women 18-49, compared to eight 
for NBC and two for CBS. Already this 
midseason, the network appears to have 
generated another potential hit with Ameri- 
ca's Funniest Home Videos, currently sixth - 
ranked among adults 18 -49. 

CBS's audience, contrary to its stated 
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strategy last fall, continues to skew older 
this season, with about a 3% gain among 
adults 50 -plus and a 7% drop among adults 
18 -34. Overall, about half of CBS's prime 
time audience remains 50 -plus, and about 
25% of the network's prime time audience 
is 65 -plus. 

Fox appears to be a factor in the demo- 
graphic swings on the three nights (Satur- 
day- Monday) it has programmed this sea- 
son. The network's adult 18 -34 
demographics are up 33% this season. The 

network has also increased its viewing 
among adults 35 -49 by 27%. 

"The nights Fox is programing already 
are having a significant impact on the net- 
work landscape," said Saatchi & Saatchi's 
Frank. "Next year will be pivotal in the 
relative rankings, with NBC and ABC 
drawing closer together and Fox going to 
five nights by next fall." Also, notes 
Frank, the ratings shift that develops "will 
happen on a demographic basis first, and 
later on a household basis." -SM 

NCTA president, tired of anti -cable 
efforts by NAB, INTV. others, says 
that cable will give as good as we get' 

"Enough is enough," declared NCTA 
President James Mooney in a speech last 
week launching a rhetorical counteroffen- 
sive against the broadcasting industry's in- 
creasingly strident anti -cable efforts. 

"We intend to give as good as we get, 
and we have no intention of standing by 
idly while the broadcasters try to hitch their 
anti -cable wagon to whatever the Con - 
gress -or the FCC -decides to do about 
issues such as cable rates," Mooney told 
members of the Washington Metropolitan 
Cable Club. 

"We will no longer stand silently in the 
face of the broadcast association's apparent 
determination to employ the politics of the 
bloody shirt in pursuit of their members' 
competition goals," he said. 

In the sharply worded speech, whose text 
ran 21 doubled -spaced pages, Mooney also 
dismissed as specious the broadcasters' lit- 
any of cable complaints: the lack of must 
carry rules requiring systems to carry local 
broadcast signals, the common ownership 
of cable systems and cable programing and 
the competitive advantage cable allegedly 
enjoys due to its dual revenue streams - 
advertising and subscriber fees -and its 
lighter regulatory burden. 

So what is "really bugging these guys ?" 
Mooney asked. "It's simply the fact of 
competition for viewers from a medium the 
broadcasters traditionally regard as a mere 
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antenna service." 
Broadcasters are also bothered by the 

fact that they can no longer count on in- 
creasing HUT numbers (homes using tele- 
vision) to boost revenues each year. "In a 
world where the pie shows signs of not 
being able to expand forever...they have 
been frustrated in their desire to reap new 
revenues." 

Mooney also ridiculed the broadcasters' 
"public trusteeship" status and character- 
ized their "if carry/shall pay" proposal to 
charge cable systems to carry broadcast sig- 
nals as an "antenna tax" on consumers (see 
box). 

Mooney circulated copies of his speech 
widely, sending them to members of Con- 
gress as well as to broadcasting's Washing- 
ton representatives. 

Eddie Fritts, president of the National 
Association of Broadcasters, had nothing to 
say about the substance of Mooney's 
speech. "We have noted Mr. Mooney's 
comments and the fact they were made to 
an audience of his industry, which is under 
fire from Congress, the FCC and the pub- 
lic," he said. "We understand the frustra- 
tion Mr. Mooney is experiencing as a result 
of this criticism." 

Association of Independent Television 
Stations President Jim Hedlund also avoid- 
ed substantive comment. "It's the first time 
ever NCTA sent us an advance copy," he 
said. "After reading it, I'm not sure they 
sent it as a courtesy or a threat." 

With the speech, Hedlund also said, 
NCTA is "trying to make Steve Effros su- 
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perfluous." 
For the past few months, Effros, presi- 

dent of the Community Antenna Television 
Association, has been countering broad- 
casting's criticism of cable at every possible 
forum. It is all part of what he calls his 
network -"I'm mad as hell" -campaign. 
To fuel the effort, he has raised some 
$250,000 from cable operators. 

The speech marks a radical shift in tac- 
tics for Mooney and the association in their 
dealings with the broadcasting industry. 

For the better part of the past five years, 
NCTA has tried to maintain a positive rela- 
tionship with the broadcasting industry. It 
had worked closely with NAB in trying to 
draft language for a must carry law to replace 
the FCC's must carry rules that were struck 
down by the courts as unconstitutional. 

Nonetheless, elements of the broadcast- 
ing industry took a hard line with cable. 
INTV demanded that any must carry law 
contain a provision giving broadcasters 
rights to attractive channel positions. Cable 
refused to cave in on channel positioning, 
and INTV took every opportunity to criti- 
cize cable. 

Much of the good will evaporated last 
fall after the NAB -NCTA must carry talks 
broke down and NAB and INTV endorsed 
legislation aimed at reregulating cable in- 
troduced by Senator John Danforth (R- 
Mo.). And things went from bad to worse 
two weeks ago when the NAB board en- 
dorsed the "if carry/shall pay" proposal, 
which was first advanced by CBS. 

In the same forum a year ago, Mooney 
recalled last week, he had hailed the "new 
spirit of cordiality and cooperation" be- 
tween the broadcasting and cable industries 
as they worked to finalize a compromise on 
language for a must carry law. 

"I couldn't have been more wrong," he 
said. "For the broadcasting industry in gen- 
eral, and NAB in particular, today is exhib- 
iting a level of cordiality toward cable ap- 
proximate to that shown by a pack of 
hounds toward a rabbit." 

Mooney apparently hopes that his tough 
talk will induce broadcasters to tone down 
their anti -cable rhetoric, which, combined 
with that of the telephone industry and the 
incessant complaints about cable rates and 
service from consumers, is pushing Congress 
and the FCC toward reregulating cable. 

Mooney reminded his audience that cable 
has "long conceded the must carry issue." 
That a must carry law is not now on the 
books may be due to the broadcasters' own 
failings, he said. "They have not only 
stiffed the House and Senate on those mat- 
ters which members of Congress regard as 
preconditions to the restoration of must car- 
ry- fairness and kidvid -but they also have 
escalated their position for must carry, to 
must carry plus preferential channel posi- 
tioning, to must carry plus preferential 
channel positioning plus must pay," he 
said. "Indeed, the broadcasters invent new 
demands so quickly the political authorities 
never get a chance to satisfy their single 
claim, which has any political credibility - 
plain old must carry." 

Mooney said he saw nothing "inherently 
unfair" about cable enjoying two or even 

`Easy money in a tough world' 
The National Cable Television Association, in a paper it has been circulating the 
past two weeks among Washington communications policymakers, attacks the 
broadcasting industry's "if carry/shall pay" proposal as an anti -consumer "anten- 
na tax." 

Under the proposal, which broadcasters hope to attach to cable legislation that 
is expected to move in the Senate this year if a cable system chooses to carry 
the signal of one local television station, it must carry those of all "qualified" local 
stations and pay a hefty fee for them. The broadcasters have talked about a fee 
of as much as 20% of "basic" service revenue. 

The plan was generated by CBS but has been adopted by the National Associa- 
tion of Broadcasters and the Association of Independent Television Stations. 

In its paper, entitled "The CBS Antenna Tax or How the Broadcasters Plan to 
Make Some Easy Money in an Increasingly Tough World," the NCTA argues that 
it would have to pass much of a 20% carriage fee through to their subscribers. 
"No business in the United States could absorb a new 20% tax without raising 
prices, and the cable industry is no different," it says. 

Given the pass- through, the paper asks, "should a television consumer be 
required to pay, even indirectly, a TV station (or CBS) because he uses a 
community antenna system -instead of rabbit ears -to receive a signal the 
station is obligated by its license to provide to him over the air for free ?" 

And given "the consumer -use patterns" which have evolved as a result of must 
carry policies requiring cable systems to carry local signals, "is it fair for the 
broadcast industry suddenly to turn around and demand payment for continua- 
tion of a well -established practice which they themselves fostered ?" 

(The federal appeals court has struck down the FCC's must carry rules as 
unconstitutional, but cable systems remain under political pressure to carry most 
local signals.) 

An "if carry /shall pay" law could also result in cable systems dropping broad- 
cast signals and attaching A -B switches to television sets to enable viewers to 
switch between cable and broadcast reception, the paper says. "Under this 
scenario, however, the subscriber would lose the picture improvement feature of 
the cable antenna service, and all but a handful of hand -held remote control units 
now in use would be rendered partially or altogether ineffective," it says. "Con- 
sumers predictably would be puzzled (and many angered) by the switched 
signals." 

The paper seems to already have made an impact on Capitol Hill. At a 
luncheon featuring key congressional staffers, two conceded that they were 
troubled by any plan that would cost consumers more money. 

Larry Irving, senior counsel, House Telecommunications Subcommittee, said 
members do not want to be blamed for causing cable bills to rise 20 %. It has 
"some political downside," he said. 

Roy Neel, an aide to Senator Albert Gore (D- Tenn.), who has been one of 
cable's toughest critics, said the proposal makes some sense, but that members 
would be "skittish" about endorsing an "antenna tax." 

On the other hand, Gina Keeney, an aide to Senator John Danforth (R -Mo.), 
who introduced cable reregulation legislation last fall, said there is "a lot of 
interest" in the proposal in the Senate. "I think broadcasters will get a pretty good 
reception," she said, but "it is incumbent to move swiftly" if they want to attach it 
to the cable legislation. -HAJ 

five sources of revenue. "Where is it writ- 
ten in natural law that the revenue struc- 
tures of competitors should precisely reflect 
each other ?" he asked. "Indeed, if you 
consider the volume of revenue enjoyed by 
the broadcasting and cable industries, re- 
spectively, the broadcasters' claim is palpa- 
bly ludicrous." 

Broadcasters' claim that broadcasting is 
burdened with much more regulation than 
cable is "particularly hard to swallow," 
Mooney said. During the 1980's, he said, 
"they managed to get rid of nearly every 
ounce of flesh ever attached to the Commu- 
nications Act's skeletal description of their 
public trusteeship obligations, and today 
they stoutly resist any attempt by anybody 
to either again spell out those obligations or 
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limit the commercial rewards conferred by 
their licenses." 

For many broadcasters, localism "seems 
to mean merely that a broadcast station 
should be physically located somewhere." 

In condemning the cable industry for its 
vertical integration, Mooney said, broad- 
casters "sublimely ignore the fact that 
broadcasting is one of the most vertically 
integrated businesses in the entire econo- 
my, with companies like Fox owning al- 
most every kind of video business possible, 
from production facilities to broadcast sta- 
tions. The broadcast networks themselves, 
wit:: their owned and operated stations in 
major markets, are primary examples of 
vertical integration, a condition with which 
NAB apparently has no problem." -HAJ 



TOP OF THE WEEK 

AT THE U.S. CONFERENCE OF MAYORS 

Sikes: increase franchises Dingell: more cable regulation 
FCC Chairman Alfred Sikes, reiterating his preference for 
competition over regulation, last week called on municipal- 
ities to foster cable competition by awarding multiple cable 
franchises. 

"Now, I know that some people claim that, even if local 
video service markets were opened to competition, we 
wouldn't see much new, competitive entry, because the eco- 
nomics to support competition are just not there," said Sikes 
in a speech at the United States Conference of Mayors con- 
vention in Washington last week. 

"I don't know whether the economics 
are there or not," Sikes said. "But I do 
know that the kind of arguments we are 
hearing about cable markets today are 
practically the same as we used to hear * 
about lots of other telecommunications 

that did prove to be conducive 
to competition." 

Telephone companies claimed a de- 
cade ago that competition in the long - 
distance telephone business "just Sikes 
wouldn't work" or would cause prices to "skyrocket," Sikes 
said. "And yet we sanctioned competition and we got many 
new entrants, provided subscribers with lots of additional 
choices, and saw long- distance prices drop nearly 40 %." 

Return of rate regulation may be necessary until there is 
sufficient competition, Sikes said, noting that the FCC has 
launched a proceeding "that might result in more cable price 
regulation than we've seen." 

Cable has brought consumers a greater number of 
choices, Sikes said. "By the same token, it is also true that the 
past years have seen some cable TV prices skyrocket. Some 
prices have risen far faster than the rate of inflation, and the 
chronic service problems have arisen as well." 

Michigan Democrat John Dingell, the powerful chairman of the 
House Energy and Commerce Committee, told the U.S. Confer- 
ence of Mayors last week that it is time to "revisit the Cable Act 
and discipline this industry [cable] whose appetite knows no 
bounds." Dingell's remarks were considerably harsh. He said 
cable's "rapacious" behavior offers "stark evidence that they 
are, in fact, a deregulated monopoly." And he called customer 
service in the cable industry an "oxymoron." 

"In what other service industry does a commercial enter- 
prise need to be forced to answer the 
telephone by a municipal franchising 
authority? Yet that's what happened in 
New York last year," said the chairman. 
He noted that there is a growing sense 
that cable needs to be "reined -in." 

This is the first time Dingell has called 
for legislative action. "While we in the 
House have been preoccupied with oth- 
er issues, I sense a growing consensus 
that a cable reregulation bill is high on 

Dingell the agenda of our members," he said. 
However, the congressman pointed out, there is no con- 

sensus on what the legislation should address. "Simply re- 
pealing the 1984 Act is not possible -we all remember the 
problems that led to the passage of the 1984 Act in the first 
place. 

"We need to develop a new regulatory regime that makes 
sense and offers adequate protection to cable subscribers," 
he said, adding a promise to work with the USCM. 

Dingell's "recognition of the need for reregulation of the 
cable industry is welcome news," said National Association of 
Broadcasters President Eddie Fritts. He said the speech indi- 
cates that "cable's abuses" have attracted the "highest levels 
of Congress." 

NBC, Thomson, Philips joint 
Decision narrows field of 
system proponents: simulcast 
emerges as favored transmission 
method; pact is criticized for 
heavy European involvement and 
limiting line resolution to 1,050 

There was a narrowing of the field of candi- 
dates for standardizing a high -definition 
television transmission system last Thurs- 
day (Jan. 25) as two of the major propo- 
nents joined forces (BROADCASTING, Jan. 
22). NBC, the David Sarnoff Research 
Center and Thomson Consumer Electron- 
ics, co- sponsors of the Advanced Compati- 
ble Television (ACTV) systems, and North 
American Philips, developer of the High - 
Definition System for North America 
(HDS -NA), said at a press conference in 
New York that they would work together 
on simulcast versions of their earlier aug- 
mentation -style transmission systems. 

The decision was immediately controver- 
sial. Observers pointed out that the merger 
is dominated by European interests associ- 
ated with the Eureka system, and said the 
lowered line resolution (1,050) of the pro- 
duction standard adopted by the new group 
is below the Japanese (1,125) and European 

venture on HDTV 

Seated: J. Peter Bingham, Philips (I); Michael 
Sherlock, NBC. Standing: James Tiietjen (I), the 
Sarnoff Center: Joseph Donahue, Thomson. 

(1,250) proposals and, if adopted, would 
put the U.S. at a permanent disadvantage. 

Jim McKinney, head of the Advanced 
Television Test Center, found the an- 
nouncement "in some ways a helpful 
step -it is good to narrow the funnel" lead- 
ing to the 1992 decision on HDTV. But he 
expressed "regret" that the combination 
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'seems to be European- oriented," adding 
that he would be similarly disturbed if it 
were Japanese. McKinney said adoption 
could continue into the future the disadvan- 
tage the U.S. now has with a 525 -line sys- 
tem against Europe's 625. 

It was noted as another positive develop- 
ment that the proposal adopts a simulcast 
approach, meaning all proponents have aban- 
doned augmentation. In the former, the 
broadcaster has two independent signals, one 
broadcasting in standard NTSC to conven- 
tional sets, the other broadcasting HDTV to 
sets so equipped. (The NTSC broadcasts 
could be abandoned once the universe is all 
HDTV.) Under augmentation, NTSC is 

broadcast on one of two channels, while in- 
formation needed to boost the first signal to 
HDTV is on the second. 

The new partnership has been named the 
Advanced Television Research Consortium 
(ATRC). "At this point, we think we are 
making a very large first step in forming a 

major consolidation of all of the propo- 
nents," said Michael Sherlock, president, 
operations and technical services, NBC Inc. 
If more prominent system proponents can 
be successfully included into the ATRC, 
the FCC's future decision on an HDTV 



transmission standard could be narrowed to 
two major alternatives: the ATRC, with 
backing from U.S.- and European -owned 
companies, and the Japanese Broadcasting 
Corp. (NHK). 

According to J. Peter Bingham, vice 
president, technology, Philips Consumer 
Electronics, the production of consumer re- 
ceivers will be handled jointly by Thomson 
in Indianapolis and Philips in Knoxville. 

Under the joint plan, NBC /Sarnoff's 
ACTV single- channel, NTSC- receiver- 
compatible, enhanced -definition television 
(EDTV) system will continue to be pro- 
posed as a first step toward full HDTV. 

In the past, Philips has been critical of 
the NBC /Sarnoff- proposed approach of 
converting to HDTV in phases, arguing that 
in order to compete with cable and other 
alternative media, it will be necessary to 
offer HDTV immediately. But Bingham 
gave ACTV a ringing endorsement last 
week in a change of policy. "We have 
agreed that we should encourage the intro- 
duction of an EDTV service as soon as 
possible in this market, and that service 
should be based on ACTV," he said. "Our 
engineers at Philips have taken a look at 
that system and, with the progress the Sar- 
noff people have made on it, we are con- 
vinced that it's practical and should be en- 
couraged." 

NHK is in a similar position. It also has 
developed simulcast, augmentation and re- 
ceiver- compatible systems, and last year it 
announced that it was deemphasizing devel- 
opment of its augmentation system, MUSE - 
9, to concentrate on its simulcast system, 
Narrow -MUSE. NHK has set aside two 
testing slots to test Narrow -MUSE and its 
receiver -compatible MUSE -6. 

Two of the big money contributors to the 
ATRC, Philips and Thomson Consumer 
Electronics, are European- owned. North 
American Philips is a fully owned subsid- 
iary of N.V. Philips of Eindhoven, the 
Netherlands. Thomson is the former RCA 
consumer electronics subsidiary that was 
sold to the French Thomson in 1987. For 
political reasons, the consortium might be 
strengthened if some of the more prominent 
U.S.- backed proponents decide to join it. 
Zenith Electronics Corp., Faroudja Labora- 
tories and the Massachusetts Institute of 
Technology (MIT) are all believed to have 
been contacted. A spokesman for Zenith, 
while not ruling out a co- venture, said: 
"We are pleased with progress on our own 
[simulcast] system and are committed to 
moving ahead on our own." 

The similarity of the technical approach- 
es of both Philips and NBC /Sarnoff also 
helped facilitate the merger. The augmenta- 
tion techniques for both ACTV -II and 
HDS -NA were similar, and the further 
work planned by both companies to develop 
simulcast systems seemed to be a duplica- 
tion of efforts, Bingham said. Also, both 
proponents had planned their systems to 
accept inputs from a 1,050/59.94 interlaced 
production system, with eventual upgrading 
to a 1,050 -line progressive system when the 
technology is available. Both Zenith and 
MIT differ in that they are built to accept 
inputs of 787.5/59.94 progressive. -RMS 

TOP OF THE WEEK 

The duPont- Columbia Awards 1 

Debating deregulation at duPont 
Panel including Sikes and Markey 
examines effects and value of 
deregulated Fifth Estate 

The debate on whether deregulation has 
helped or hurt broadcast journalism and the 
public interest waged on at the Jan. 26 
duPont -Columbia University Forum. The 
"public hearing" was moderated by Linda 
Wertheimer, host of National Public Radi- 
o's All Things Considered and the panel 
consisted of Representative Edward Mar- 
key (D- Mass.), Chairman of the House 
Telecommunications Subcommittee; FCC 
Chairman Alfred Sikes; Joel Chaseman, 
former chairman, Post -Newsweek Stations, 
and George Vrandenburg, senior vice presi- 
dent and general counsel, CBS Inc. Jeff 
Greenfield of ABC News delivered the key- 
note address on the effects of regulation. 

"The case for regulation can't rest on 
scarcity any longer," Greenfield said, cit- 
ing the numerous options that cable TV and 
independents provide the viewer. The ABC 
correspondent also questioned whether we 
know what "serve the public interest 
means." The public interest, he said. 

means serving the public and more public 
affairs programing. But, he added, it also 
means diversion "from the woes of daily 
life, regular access to Major League Base- 
ball on television and an antidote to the 
overly saccharined view of family life." 

However, Greenfield did emphasize that 
a "regulatory structure that promotes 
choice and diversity and a constant vigi- 
lance against concentrated power does 
make sense." And one such industry that 
Greenfield speculates may be the subject of 
regulation is the cable industry and how it 
relates to broadcasting. The relationship be- 
tween MSO's and cable programers and 
whether cable has any public obligations 
are just a few of the issues that Greenfield 
anticipates being scrutinized during the next 
decade. But he concluded by saying that 
regulation can't cure the judgmental defects 
in the audience which he described as an 
"exercise in futility." 

The FCC chairman said that there is 
"virtually no evidence that broadcast jour- 
nalism is going downhill." Sikes said that 
30 years ago network news was 15 minutes 
long and newsbreaks did not exist. Sikes 

And the winners were... 
Frontline, the Public Broadcasting Service's in -depth news and public affairs 
program, won the Gold Baton, the highest honor of the Alfred I. duPont -Columbia 
University Awards in broadcast journalism. The ceremony, held at Columbia 
University, took place Jan. 25 at the Low Memorial Library. Frontline won for five 
documentaries. David Fanning, executive producer, accepted the award. 

Silver Batons for network coverage were won by ABC News and Koppel 
Communications for The Koppel Report: Tragedy at Tiananmen -The Untold 

Roone Arledge. ABC News president, and 
Ted Koppel of ABC's 'Nightline' in audience 

at duPont -Columbia awards 

Robert MacNeil of 'The MacNeil /Lehrer 
NewsHour' served as master of ceremonies 

for awards, aired on PBS 

Story and CBS News and CNN for their China coverage. Gardner Films and 
WETA -TV Washington won for the PBS broadcast Arab and Jew: Wounded Spirits 
in the Promised Land. 

Major- market winners were WFAA -TV Dallas for Other People's Money, and 
KCET(TV) Los Angeles for Expecting Miracles and For the Sake of Appearances. 

Medium -market TV winners were Maryland Public Television for Other Faces of 
AIDS and Appalshop for On Our Own Land. 

Small- market stations honored were wJXT(TV) Jacksonville, Fla., for Crack Cri- 
sis: A Cry for Action, and wBRZ(TV) Baton Rouge for The Best Insurance 
Commissioner Money Can Buy. 

National Public Radio was the radio winner for AIDS and Black America: 
Breaking the Silence. 
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The duPont- Columbia Awards 2 
suggested that the theme song for TV critics 
of the 1980's should be Barbra Streisand's 
The Way We Were because they spend their 
time lamenting yesteryear. 

Markey expressed concern about foreign 
ownership of entertainment studios and ca- 
ble systems and asked if "the Japanese are 
able to purchase the cable systems of Amer- 
ica when junk bonds become due and there 
are bargain basement sales across the coun- 
try, should they decide what programs will 
be run ?" Markey also does not want to see 
broadcasting and cable segregated between 
the "information rich and the information 
poor." 

Joel Chaseman reiterated his support for 
full First Amendment rights for broadcast- 
ers, whom he said are treated like "second - 
class citizens." The former Post -News- 
week chairman added that even the 
staunchest supporters of the fairness doc- 
trine cannot show any abuse by broadcast- 
ers since its repeal. Chaseman also said it is 
"ludicrous that cable distribution systems 
are considered full First Amendment speak- 
ers while broadcast journalists are not. Vra- 
denburg agreed, calling the fairness doc- 
trine a "historic anachronism." 

Indecency also reared its head at the fo- 
rum. Chaseman may have summed up ev- 
eryone's opinion on the issue when he said: 
"As much as I decry any attempt to go 
against free speech, it [the speech in ques- 
tion] is challenging material." 

Panel critiques state of network 
TV news; sees improvement due to 
technological progress, problem 
of pressure to be profitable 

Because of technology, network news is 
better today than it was 30 years ago and, 
because of the ever -shrinking line between 
news and entertainment and what's real and 
what's a dramatization, it is also somewhat 
worse. That was the conclusion of a panel 
comprising Richard Salant, former CBS 
News president; ABC's Nightline anchor 
Ted Koppel; MacNeil /Lehrer NewsHour 
executive producer Les Crystal, and Tim 
Russert, senior vice president and Washing- 
ton bureau chief of NBC News. The panel, 
held in conjunction with the Alfred I. du- 
Pont- Columbia University Awards ceremo- 
ny at the university, was moderated by Joan 
Konner, dean of Columbia's Graduate 
School of Journalism. 

The panel gave the impression that tech- 
nology alone has made news better, not any 

great editorial advancements. And, while 
advanced technology allowed for excellent 
coverage of the collapse of the Berlin Wall, 
the uprisings in Eastern Europe, the Tianan- 
men Square massacre and the San Francisco 
earthquake, Salant was dissatisfied with the 

networks' coverage of these events, de- 
scribing it as more pictures and no 
thought." Salant also questioned whether 
network news would do a story if there 
were no pictures to go with it. 
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Another sore spot for Salant in foreign 
coverage was the networks' decision to 
send anchors to cover major events, saying, 
"The Wall doesn't go down unless the an- 
chors are there." Koppel agreed with Sa- 
lant's premise but pointed out that the net- 
works do it because the anchors are 
perceived as attracting an audience and that 
a familiar face is the only thing that distin- 
guishes network news from local news and 
CNN. 

Koppel praised technical advancements 
but feared that to some extent the "elec- 
tronic tail ends up wagging the editorial 
dog." The Nightline anchor pointed to the 
coverage of Panama as an example: "I 
can't imagine what it would be like if I 
were today, as I was 27 years ago, the 
prime correspondent on a major story, be- 
cause I don't know where my colleagues 
find the time to cover it." Today's corre- 
spondent, he explained, has to update the 
story every two hours and appear not only 
on the evening news, but on the morning 
show, news breaks and the prime time and 
Sunday news shows. "It's not that the re- 
porters don't want to go out, but how far 
can you go if your next deadline is on_ ly two 
or three hours away ?" 

Crystal also praised technology and the 
growth of CNN, which he called a "video 
wire service." CNN, Koppel said, "says, 
'We're there whenever you want us,' " and 

Ted Koppel, Richard Salant. 
the networks can't be that convenient. 

The growth of cable left some members 
of the panel convinced that network news 
will not increase its share of the audience. 
Both Koppel and Crystal thought the net- 
works will continue to lose viewers to cable 
and VCR's. 

The economic pressure on network news 
today also affects the product. Koppel said 
that when he first started with ABC in 
1963, there were no expectations for it to 
do well, which freed the network to experi- 
ment. He fears that with today's big bud- 
gets and economic pressures, network tele- 
vision news is threatened with drifting 
toward entertainment. Crystal agreed, say- 
ing that the mission of network news is no 
longer just to report the news of the world 
in the best possible way, but to do that and 
make a profit. "The fight," according to 
the MacNeil /Lehrer executive producer, "is 
no longer how much we can lose, but how 
much we can make." 

The panel was in agreement that network 
news could use more quality documenta- 
ries. Salant was particularly critical of two 
NBC documentaries, Bad Girls and Life in 
the Fat Lane, which he called "atrocious," 
adding that he would rather have no docu- 
mentaries than "trash" like that. The for- 
mer CBS News head was also critical of 
simulations, dramatizations and other 
"manifestations of hype." ,lF 

Cheatwood to head new Twentieth show 
Twentieth Television has hired Joel Cheatwood as executive producer of Person- 
alities, its reality -based magazine strip set to debut this fall. Cheatwood, who will 
supervise all aspects of the show's development and production, will also as- 
sume the title of vice president, non fiction programing, syndication, Twentieth 
Television. 

Cheatwood comes to Twentieth from wsvN(TV) Miami, where he was vice 
president, news and program development, and executive producer of Inside 
Report, the syndicated magazine he created in Miami. Report is currently distrib- 
uted by MCA to 25 cities. 

Twentieth Television also announced the appointment of Alan Baker as pro- 
gram executive for Personalities. He will be responsible for the show's develop- 
ment, story content and administration. 
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FCC considers tougher stance on character issues 
Chairman Sikes tells Dingell that 
he shares congressman's concern 
and will reexamine ownership rules 

Making a major break with the FCC of the 
Reagan era, FCC Chairman Alfred Sikes 
said last week he has ordered his staff "to 
take prompt steps" to toughen the agency's 
four -year -old character qualifications for 
broadcast licensees. 

In a Jan. 23 letter to House Energy and 
Commerce Committee Chairman John Din- 
gell (D- Mich.), Sikes said he agreed with 
the congressman that a "thorough reexami- 
nation" of the qualifications is warranted. 

"There is no scarcity of law- abiding citi- 
zens interested in being broadcast licens- 
ees," said Sikes. "Today, there are also 
fewer objective requirements associated 
with holding a broadcast license. Conse- 
quently, in my view, current or prospective 
broadcast licensees should be held to a 
higher standard than is reflected in the cur- 
rent policy statement." 

Dingell, who had earlier expressed his 
dismay at the leniency of the current char- 
acter qualifications, said in a prepared state- 
ment that Sikes's recognition that broad- 
casters should be " 'held to a higher 
standard' is a refreshing change." 

That Sikes is willing to reexamine the 
policy "goes a long way toward restoring 
my confidence in the FCC's judgment and 
willingness to regulate in the public inter- 
est," he said. 

The FCC's three other commissioners 
shared Dingell's and Sikes's enthusiasm for 
a review of the policy. "I'm all for it," said 
Commissioner James Quello. "We went 
too far before.... We overliberalized it." 

But Quello also said the FCC should 
proceed with caution and search for a "rea- 
soned approach.... We don't want to go too 
far the other way." 

The Character Policy Statement, a 
lengthy and complex document adopted in 
1986 during the administration of Chairman 
Mark Fowler, sets forth the kinds of "mis- 
conduct" that would disqualify an individ- 
ual or company from being granted or con- 
tinuing to hold a broadcast license. 

The Fowler administration undertook its 
own review of its character policies, osten- 
sibly to simplify them and make them more 
readily applicable. But what emerged in 
1986 was a policy that, according to critics, 
could be interpreted to allow virtually any 
kind of behavior short of direct violations 
of the Communications Act. Convictions 
for murder or rape would not necessarily be 
disqualifying, they charge. 

Among the critics is Dingell. In the wake 
of payola and drug indictments by a federal 
grand jury in Los Angeles last December 
(BROADCASTING, Dec. 11, 1989), Dingell 
sent the FCC six pages of questions about 
the character policy that made clear he felt 
the FCC had gone too far in liberalizing it. 
"Do I correctly understand commission 
policy to be that it does not ordinarily con- 
sider crimes of violence to be potentially 
disqualifying ?" he asked at one point. 

Attached to Sikes's letter to Dingell is a 
12 -page memo, in which the FCC's Office 
of General Counsel answers each of Din - 
gell's questions in accordance with the 
1986 policy. Among other things, the 
memo confirms Dingell's understanding 
that crimes of violence are not disqualify- 
ing, although it notes that the FCC has the 
discretion to disqualify licensees for con- 
duct that is "so egregious as to shock the 
conscience and evoke almost universal dis- 
approbation." 

According to FCC sources, prior to Din - 
gell's inquiry, Sikes had planned to use his 
discretion under the 1986 policy to toughen 
the policy through adjudication on a case - 
by -case basis. 

That process had already begun. At Si- 
kes's prompting, the FCC initiated a license 
revocation proceeding against WKSP(AM) 
Kingstree, S.C., in the wake of the drug - 
trafficking conviction of the station's prin- 
cipal, Gregory Knop. 

Andy Schwartzman, of the Media Access 
Project, a public interest law firm, who has 
been agitating for reform of the policy on 

Capitol Hill and in various FCC proceed- 
ings, was encouraged by Sikes's initiative. 
"This reflects a willingness to address the 
very basic questions about who ought to be 
a licensee and manifests clearly that at least 
Chairman Sikes believes that owning a 
broadcast station is different from owning a 
candy store." 

The "immediate implications" are for 
GAF Broadcasting Co., licensee of 
WNCN(FM) New York, and Tele- Communi- 
cations Inc., the nation's largest cable oper- 
ator and an applicant for a direct broadcast 
satellite license, according to Schwartz- 
man. It's hard to reconcile Sikes's "tone 
with a failure to act in the case of GAF or 
taking a soft line with TCI," he said. 

The FCC is currently considering the re- 
newal of GAF's license for WNCN in light of 
a stock fraud conviction of the licensee's 
parent and one of its top executives. The 
FCC is also weighing whether it can grant 
TCI a DBS license in light of a $35 million 
antitrust judgment against the cable opera- 
tor in connection with a refranchising pro- 
ceeding in Jefferson City, Mo. -HAJ 

TCI's other 
Tax -free treatment of spinoff 
is priority; composition of 
new company dictated in part 
by IRS regulations 

Washington worry 
spinoff (BROADCASTING, Jan. 22). Thus, 
not only regulatory and stock market con- 
cerns, but also tax considerations, are al- 
ready shaping the look of the new unnamed 
entity. The stakes for doing so are high: 
with a potential market value of $2 billion 
or more, failure to obtain tax -free treatment 
of the spun -off entity could cost sharehold- 
ers hundreds of millions of dollars. 

The initial reaction of some tax experts 
was that theoretically TCI faces difficulties 
in obtaining tax -free status. That difficulty 
stems in part from the character of assets 
certain to be spun off, primarily stock hold- 
ings in both programing companies and oth- 
er MSO's. Also posing a potential barrier 
are the overriding reasons said to motivate 
the transaction: to enhance the value of 
TCI's stock and to preempt regulation that 
would force a split -up of the company. 

The Denver -based MSO's assistant vice 
president of taxation, Colin Stoner, said the 
company expected to structure the transac- 
tion as a tax -free "spinoff" governed by 
Section 355 of the tax code. 

One of the requirements of that section is 
that the assets to be spun off must predomi- 
nantly be "active businesses," a definition 
that presumably describes running cable 
systems or producing cable programing. 
But most of the assets identified to be spun 
off are not ones that TCI runs itself, but 
rather are stock investments, primarily in 
cable programing concerns such as Turner 
Broadcasting Systems, American Movie 
Classics, and QVC (home shopping net- 
work). In a report issued last week, Lisa 
Donneson, a securities analyst with County 
NatWest, said: "Most of TCI's programing 
assets are off the balance sheet, with the 
exception of sports services and X -Press 

Tele- Communications Inc. earlier this 
month completed a $200 million tender of- 
fer for its Denver -based affiliate, WestMarc 
Communications. In general, those West - 
Marc shareholders who accepted as pay- 
ment for their shares a new issue of pre- 
ferred stock will likely pay no federal tax at 
all, while those who instead chose to accept 
the $32.25- per -share payment in cash will 
pay tax only on any gain over the initial 
price or value in the stock. The transaction 
effectively resulted in TCI's paying cash 
and/or securities to many of its sharehold- 
ers -those who received the WestMarc 
shares in a tax -free spinoff six years ago - 
without having the payment taxed as a 
"dividend." 

Preventing companies from making 
transfers of cash and other liquid assets to 
shareholders without taxing the complete 
amount has long been a goal of tax legisla- 
tion and the Internal Revenue Service.* 

The laws and IRS regulations set up to 
regulate such transfers may now affect the 
manner in which TCI undertakes a pro- 
posed multi -billion -dollar restructuring and 

* Although the distinction between capital gains and 
dividend income is not currently as important as it 

was prior to 1987 -when the two were effectively taxed 
at different rates -the distinction is still important. 
For ant thing, with dividend income, the entire 
amount, not just the gain, is taxed. For another, 
unlike dividend income, capital gains income can be 

offset by selling stocks on which the shareholder has 
taxable losses. 
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(information), which generated about $8 
million in revenue in 1989." 

TCI's problem is that the tax regulations 
generally do not consider stock investments 
to be "active businesses" because the com- 
pany does not perform "active and substan- 
tial management and operational func- 
tions." 

TCI's prior efforts to minimize its in- 
volvement in programing -in order to ease 
Congressional concern about vertical inte- 
gration in the cable industry-will now 
hamper its ability to pass the "active busi- 
ness" requirement. For instance, last sum- 
mer, before the Communications Subcom- 
mittee of the Senate Committee on 
Commerce, Science and Transportation, 
ICI Chairman John Malone testified, "Our 
company has made limited programing in- 
vestments, but we do not seek to be a 
programer nor do we intend to develop the 
creative expertise in our company to be a 
programer. We have no financial or mana- 
gerial control over any national cable pro- 
gramer in which we have invested, and our 
investments are primarily passive." 

If nothing else, the tax rules will proba- 
bly force the company to spin off, along 

TOP OF THE WEEK 

with programing investments, more cable 
systems, especially wholly owned systems, 
than it might otherwise have done, said 
ICI's Stoner: "That is one of the reasons 
we will have cable systems in the new 
company [along with a need for cash 
fowl.... if there is any doubt at all, we 
want to make sure that we have met the 
requirement. " 

Another potentially troublesome require- 
ment of Section 355, noted one tax director 
for a top -10 MSO, is that to qualify for tax - 
free treatment, the spinoff must have a 
"valid business purpose ": a term, like 
many others, defined on a case -by -case ba- 
sis. In the case of TCI, two primary "pur- 
poses" have emerged: the heading off of 
impending federal reregulation and the im- 
provement of the stock market performance 
of TCI's assets. 

As for the first purpose, prior IRS rulings 
suggest that "valid business purposes" in- 
clude complying with federal laws and reg- 
ulations. For that reason, AT &T received 
tax -free treatment for its break -up and many 
savings and loans will also presumably ob- 
tain it for their spinoff of junk bond portfo- 
lios. But there is some doubt whether the 

"valid business purpose" test is met if the 
relevant regulation or laws haven't even 
been voted upon. 

Stoner acknowledged the conceptual dif- 
ference but said, "There are a number of 
things we can point to. a number of bills 
that want to reregulate and limit the size of 
cable. There have also been lawsuits threat- 
ened with respect to our investment in 
Showtime. Whether that is a valid business 
purpose is up to the service ¡the IRSI." 

The other motivation for the spinoff most 
often mentioned by TCI officials and com- 
mentators last week concerned raising the 
value of TCI shares. One tax expert, who 
asked not to be identified, suggested that 
raising stock prices is not a "valid business 
purpose" by itself. 

ICI is familiar with all the relevant 
rules, having received tax -free treatment 
for spinoffs on at least two occasions: 
WestMarc (then called Western Tele- 
Communications) and Republic Pictures. 
While few, if any, tax experts doubt the 
MSO's ability to obtain favorable tax 
treatment this time, some already think 
the process will be more than a perfunc- 
tory step along the way. -GF 

Fox and fin -syn Continued from page 19 

will promise not to take a financial interest in or acquire syndica- 
tion rights to programs it licenses from outside suppliers and will 
not expand beyond 30 hours during the I 8-month period. 

The Fox petition will ask the FCC not to tamper with the prime 
time access rule, which, in essence, reserves a half -hour each 
evening for non -network syndicated programing. "PIAR is san- 
crosanct," a source said. 

As now written, the fin -syn rules do not apply to Fox and won't 
until its schedule exceeds 15 hours of programing a week. Because 
Fox is heavily involved in program production and syndication, the 
fin -syn rules act as a cap on the Fox network's growth. 

Looking beyond the 18- month, Fox will also ask the FCC to 
drop the 15 -hour definition of a network and replace it with one 
tied to some "objective economic standard" such as audience 
share or percentage of total network revenues. Fisher pointed out 
that Fox now garners just 4% of all network revenues. 

According to Michael Fisher, chairman of the Fox affilate board, 
and general manager, KTXL(TV) Sacramento, who represents Fox 
affiliates, the Fox proposal would also provide "independent sta- 
tions with continuing protection from network warehousing and 
affiliate favoritism." 

Fisher said a number of Fox affiliate general managers would be 
in Washington next week to join Fox officials in pressing their 
point at the FCC and on Capitol Hill. "We are presenting a united 
front on this," said Fisher. In addition to the four points Fox will 
make in its petition, Fisher, who heads up a recently formed Fox 
affiliate subcommittee to examine regulatory and legislative issues, 
said the FCC needs to amend its definition of a network. "The 
commission needs to distinguish betweeen ABC, CBS, NBC and 
new entrants such as Fox," said Fisher. 

Whether FCC takes up fin -syn again is up to FCC Chairman 
Alfred Sikes. He met with Diller and Kellner last Wedneday, but 
was not talking publicly about the meeting or what he might do. 
Following a speech in New York last Friday, he acknowledged that 
fin -syn could well be the "hot" issue of the 1990's. 

FCC Commissioner James Quello, who met with the Fox contin- 
gent on Thursday, said: "It's a real corker. Their arguments have 
some real merit, but the question is, should we force the issue ?" 

The FCC is not eager to tackle fin -syn. The last time it addressed 
the issue, in the early 1980's, it turned into one of the most heated 
and heavily lobbied battles in the agency's history. The FCC voted 

tentatively in August 1983 to relax the rules, but backed down from 
affirming the vote under heavy pressure from Congress and then 
President Reagan. Although no action has been taken in more than 
six years, it is still technically an open proceeding. 

Fox reportedly approached the other networks hoping to enlist 
their support. But by late last week the big three were lined up in 
opposition. Indeed, one network representative said Fox's initiative 
could lead to an "all -out war." "We don't like the waiver...there 
is no such thing as a temporary waiver," he said. 

"We will oppose any effort to obtain differential treatment," 
said Stephen Weiswasser, senior vice president and general counsel 
for Capcities /ABC. "We always believed the rules should be 
changed or eliminated," but that is a separate issue, he argued. 

A waiver, he maintained, is "bad public policy." Furthermore. 
Weiswasser said Fox is a foreign -owned network. "This is not a 
fledgling network, Fox is owned by News Corp., which is the third 
largest media corporation in the world." 

According to some Hill sources, Fox'spitch was considered 
"effective." There is "sympathy to Fox's desire to provide corn- 
petition," said one House source. 

One observer said the Hill was "keeping its powder dry" until 
Fox files. An aide to Dingell said the chairman was "withholding 
judgment" until he sees the filing. Many were waiting to hear from 
Hollywood before forming an opinion. 

Jack Valenti, president of the Motion Picture Association of 
America, is caught it the middle of the debate. Even though Fox is 
a long -time member, the association remains firmly opposed to 
significant relaxation of the fin -syn rules. 

That Fox would ask for relaxation of the rules comes as no 
surprise to him, Valenti said, and does not lessen MPAA opposi- 
tion. It would be a "travesty of justice" for the FCC to revisit the 
rules, he said. The fin -syn rules "truly work, they accomplish what 
they set out to do," he said. 

And the rules are just as vital today as they were when they were 
adopted two decades ago, he said. "All the potential for abuse of 
power is still there," he said. Who is advocating opening this thing 
up other than Fox and the three other networks ?" he asked. "The 
answer is nobody, but nobody." 

Valenti said talks between the networks and Hollywood aimed at 
reaching a compromise on finsyn have reached a stalemate because 
the networks have no real incentive to deal in good faith. "The 
networks are never going to negotiate as long as they think they can 
sneak by and do it politically before the FCC," -Hat, SM, KM 
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(Prog: 
Networks prepare to do sweeps battle 

Regular artillary to be 
mixed with a few big guns 

Following a sweeps strategy of moving 
away from a reliance on big mini -series, 
and depending more on series strength, 
one -night specials, theatricals and maybe a 
two- or three -part mini -series, the three net- 
works head into the February sweeps armed 
with numerous highlights. 

Although longer mini -series haven't per- 
formed as well as they once did, the net- 
works still rely on two or three -part movies 
during the sweeps. In February, all three 
networks will schedule at least one two -part 
movie, and in ABC's case a three -parter. 

ABC kicks off its sweeps month on Sun- 
day, Feb. 4, at 8:30 -11 p.m. with Sammy 
Davis' 60th Anniversary Special. The 
show, which celebrates Davis's 60 years in 
show business, stars Frank Sinatra and Mi- 
chael Jackson. 

On Tuesday, Feb. 6, the network will 
give Elvis a special premiere in the 9:30 -10 
time slot following Roseanne. The half - 
hour drama will make its regular time slot 
debut on Sunday, Feb. ll, at 8:30 p.m. 

On Feb. 11 and 12, ABC airs two theatri- 
cals on their Sunday and Monday night 
movies. "RoboCop" will air at 9-11 p.m. 
on Sunday, Feb. 11, and "Jewel of the 
Nile," starring Michael Douglas and Kath- 
leen Turner, the following night at 9 -I1. 

Beginning Sunday, Feb. 18, ABC airs its 
three -part mini -series The Kennedys of Mas- 
sachusetts. The six -hour movie stars 
Charles Durning, William Petersen and An- 
nette O'Toole. Parts two and three air at 9- 
1 1 p.m. on Monday, Feb. 19, and Wednes- 
day, Feb. 21. 

Capping off its sweeps programing, ABC 
has scheduled Challenger, a three -hour 
made -for that looks at the space shuttle 
tragedy. The movie, which airs on Sunday, 
Feb. 25, at 8 -I1 p.m., stars Karen Allen. 
Barry Bostwick and Brian Kerwin. 

CBS's February programing is anchored 
by its five -hour, two -part mini -series Fam- 
ily of Spies. The movie recounts the true 
story of John Walker Jr. and the spy ring he 
created. Starring Powers Boothe and Lesley 
Ann Warren, part one airs on Sunday, Feb. 
4, at 9 -11 p.m., with part two airing on 
Tuesday, Feb. 6, at 8 -11. 

On Feb. 2, the network presents You 
Don't Look 40, Charlie Brown, a one -hour 
special celebrating the 40th anniversary of 
the Peanuts cartoon strip. Michele Lee, co- 
star of CBS's Knots Landing, is the host. 

On Feb. 9, the network premieres the 
two -hour movie The Bradys. The movie, 
which airs on a Friday at 8-10 p.m., will 
return as a one -hour series beginning the 
following Friday in the 8 -9 time slot. 

Also returning to network television is 
The Love Boat, as a two -hour movie on 

Fox's 'Alien Nation' 

'Family of Spies' on CBS 

'Elvis' is on ABC 

Feb. 12 at 9 -l1 p.m. The Love Boat: A 
Valentine Voyage stars Gavin MacLeod, 
Bernie Kopell and Ted Lange reprising 
their series roles. 

Stolen: One Husband, a two -hour made - 
for- television movie, will air on Tuesday, 
Feb. 27, at 9 -11 p.m. The light comedy 
stars Valerie Harper, Elliot Gould and 
Brenda Vaccaro. 

NBC, like the other two networks, is 
relying on one multi -part movie, specials 
and several made - for -television movies or 
theatricals. 

Blind Faith, based on the best -selling 
novel by Joe McGinnis, will air in two 

NBC's 'Murder in Mississippi' 

parts, on Sunday, Feb. 11, at 9 -11 p.m., 
and on Tuesday, Feb. 13, in the same time 
period. The movie, based on fact, is about 
an affluent man who arranges for his wife's 
murder. 

"Lethal Weapon," which grossed more 
than $100 million at the box office and stars 
Mel Gibson and Danny Glover, will air on 
Feb. 4 at 9 -11 p.m. 

On Monday, Feb. 5, the network will 
present Murder in Mississippi, starring 
Tom Hulce, Jennifer Grey and Blair Under- 
wood, about the murder of three civil rights 
workers in 1964. 

Last year, NBC aired its Night of 1000 

A summer place 
CBS says it's getting serious about original summer programing. The company 
announced that Steve Warner, who had been assistant to CBS President Laurence 
Tisch since 1987, has been named vice president, special projects, CBS Entertain- 
ment. Warner will report to CBS Entertainment President Jeff Sagansky. Sagansky 
said that among Warner's first priorities will be to develop the company's plans for 
original summer programing. Over the past several years, all three networks have 
talked about the necessity of curbing summer viewer defections with fresh program 
fare. NBC has been the most aggressive in trying out new programs and series in the 
summer. To date, original summer product on CBS and ABC has been composed 
primarily of pilots not picked up for series. CBS spokeswoman Susan Tick said Warner 
was not prepared at this time to talk with the press about his thoughts on how CBS's 
summer strategy might take shape. 
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Stars against tough competition and ended 
up winning the night. This year Night of 
i000 Stars II airs on Monday, Feb. 12, at 8- 
11 p.m. The show starts off with bloopers 
from The Cosby Show at 8 p.m. and follows 
with original episodes of ALF, Golden 
Girls, Dear John, Empty Nest and Amen at 
8:30 -1i. 

The Death of the Incredible Hulk airs on 
Feb. 18, 9 -11 p.m. The made -for brings 
back Bill Bixby and Lou Ferrigno, stars of 
the series, for this apparently final chapter 
in the comic book hero's network career. 

NBC also has a Bob Hope special avail- 
able to use, but has not decided on a sched- 
ule date. 

Fox's sweeps plans include a two -part 
Alien Nation, in which the male alien co 
star gives birth to a baby. The two epi- 
sodes, entitled "Partners" and "Real 
Men," air on Monday, Feb. 12, and Feb. 
19. Also, Married...With Children will pre- 
sent a two -part episode with the Bundy 
family in Las Vegas, airing on Sunday, 
Feb. 11 and 18. In addition, former Los 
Angeles Laker Kareem Abdul Jabbar will 
co -star on an episode of 21 Jurnpstreet on 
Feb. 12. -Sc 

`Geraldo' slips; 
games, `Oprah' 
still on top in 
Petry analysis of 
November numbers 
According to a Petry Television analysis of 
Nielsen's November ratings books, Ger- 
aldo, the controversial talk show produced 
by Tribune and distributed by Paramount, 
fell six places in early fringe in November, 
from 6th to 12th. According to Petry, the 
show dropped more than one and a half 
rating points last November, averaging a 
5.8/16, compared to a 7.4/21 a year ago. 

Geraldo was criticized strongly by sta- 
tions for its focus on sensational subjects 
during the November sweeps. Host Geraldo 
Rivera has vowed to get back to journalistic 
basics. While the program has suffered 
some defections, Paramount officials are 
projecting that between 60% and 70% of 
stations taking the show next season will 
carry it in early fringe. 

The top 10 early fringe shows were 
Oprah Winfrey, 11/30; Jeopardy!, 10.3/27; 
Cosby, 8.6/21; Night Court, 8.3/ 19; 
Cheers, 7.8/18; Donahue, 7.6/21; A Cur- 
rent Affair, 7.7/19; Inside Edition, 6.8/19; 
Family Feud, 6.6/19, and Who's the Boss ?, 

6.5/18. 
In prime access, Wheel of Fortune and 

Jeopardy! retained the top two spots among 
syndicated shows. Their numbers, respec- 
tively: 16.2/27 and 15.4/27. Both showed 
growth from the previous November, Petry 
said. However, the off -network Cosby 
Show declined an average 1.1 rating points 
and 2 share points in access, while still 
retaining its third -place ranking in the time 
period with an 11.2/19 in access during 
November. According to Petry, Cosby de- 

clined the most of any top -10 access pro- 
gram. Rounding out the top 10 access pro- 
grams, in order: Entertainment Tonight, 
10.2/16; Inside Edition, 9.5/16; A Current 
Affair, 9.2/15; Family Feud, 9.1/15; the 
now- defunct USA Today, 9/15; Hard Copy, 
8/13, and Cheers, 7.8/13. -SM 

Distributors `just 
say no' to INTV 
While supporting organization, 
syndicators take issue with 
timing of show with NATPE, 
express other concerns, including 
generally low marks for many of 
NATPE's new business rules 

With 90% of the 50 syndicators polled at a 
post -NATPE meeting saying they would 
not exhibit at the Association of Indepen- 
dent Television Station's convention next 
year (BROADCASTING, Jan. 22), a sched- 
uled March 9 meeting between INTV offi- 
cials and distributors has taken on an in- 
creased sense of urgency. 

The syndicators' response appears pri- 
marily prompted by the narrow scheduling 
window between the INTV and NATPE 
conventions (only six days apart in January 
1991) and its scheduling so close to the 
holidays, the redundancy of spending the 
time and money to exhibit at one show only 
to see many of the same faces at the next, 
Disney's and Paramount's wooing of sta- 
tion executives to outside events earlier this 
month at the INTV conference in Los An- 
geles and mounting pressure to merge the 
two conventions. INTV reduced floor space 
this year to two floors, down from the three 
floors of suites syndicators occupied in 
1989. 

While INTV's Chairman John Serrao and 
recently installed President Jim Hedlund 
said an organizational merger is out of the 
question, Serrao left open the possibility of 
a "post- 1991" convention merger that may 
be discussed at the March 9 meeting. Due 
to scheduling commitments that INTV has 
with Los Angeles' Century Hotel for the 
convention through January 1991, INTV is 
contractually bound to that site until then. 
"Anything can be handled in the future, but 
it would definitely have to be discussed in 
the context of a post -1991 merger," Serrao 
elaborated. 

At the March meeting, INTV will be 

represented by Hedlund and INTV's execu- 
tive committee (including Serrao, WGN -TV 

Chicago General Manager Dennis Fitzsim- 
mons and WPHL -TV Philadelphia General 
Manager Randy Smith). NATPE will not be 
officially represented at the meeting, but 
taking up distributors' interests will be Via- 
corn Enterprises President Joe Zaleski and 
Fries Entertainment Domestic Syndication 
President Ave Butensky. Outgoing NAIPE 
Chairman and CEO Lon Lee (replaced by 
Vicky Gregorian for the 1991 NAIPE con- 
vention) conceded that it has been NATPE 
that has caused the scheduling problems 
with INTV over the last few years by mov- 
ing its convention's start-date earlier in the 
year to "meet the needs of distributors who 
wanted to start their sales season earlier 
than March." Lee said that the syndicators' 
90% vote of nonsupport was the "most 
overwhelming response I have seen in 
NATPE polling." 

Lee said that competitive pressures of 
marketplace and "exhaustion" from back - 
to -back conventions may have contributed 
to the vote. 

Feelings ran deep at the distributors 
meeting, however, with Buena Vista Tele- 
vision President Bob Jacquemin calling 
INTV's convention "ill -timed to the point 
where we don't even get to enjoy the holi- 
days," and King World Chairman Roger 
King jokingly suggested a "hostile take- 
over" of INTV. Lee stressed that further 
syndicator meetings and balloting of 200 - 
plus syndicators in the next couple of 
months (including international distribu- 
tors) will give NATPE a better gauge on 
how exhibitors felt on a wide range topics. 

Zaleski and Butensky (who are also 
NATPE associate representatives) followed 
the straw poll by emphasizing that distribu- 
tors maintain "unanimous" support of 
INTV, with Zaleski reiterating that the pri- 
mary focus will be making sure that the 
"Disney and Paramount situation is paci- 
fied, and won't occur again." During the 
INTV convention, Disney's Buena Vista 
Television unit conducted an outside 
screening presentation of its Disney After- 
noon syndicated cartoon package at a the- 
ater across from the Century Plaza Hotel, 
and later that afternoon, Paramount Pictures 
Domestic Television drew additional con- 
vention -goers to an Arsenio Hall Show tap- 
ing at the studio's lot in Hollywood. Floor 
traffic at the convention was so slow during 
those hours, one distributor said, that he 
could have fired a cannonball down the 
hallway and not hit anyone. 

Late night talent test 
Rod Perth, CBS Entertainment vice president, late night programing, confirmed last 
week that Pat Sajak would, effective next month, begin hosting the show that bears his 
name four nights of five each week. Perth also said there would be other "significant 
changes" made on the show starting next month. Perth, however, declined to detail 
those changes. 

"We are still committed to this show," Perth said. Responding to speculation that 
Sajak's reduced hosting responsibilities is one more sign (following the show's reduc- 
tion from 90 minutes to 60) that the program is being phased out, Perth said that was 
"pure press conjecture and has nothing to do with the reality of the plan." Perth said 
the one night a week Sajak does not host the show would be used to try out talent for 
other possible CBS late night programs. 
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The * & %# stops here 
Robert A. Iger, president, ABC Entertainment, issued an apology last week for the 
"offensive language" uttered by Guns 'n Roses guitarist Slash on the Jan. 22 telecast 
of the American Music Awards, produced by dick clark productions. "This has not 
happened before in the 17 years this awards show has been on the air," said Iger, 
referring to the band member's use of an obscenity twice during an acceptance 
speech. 

"Since we cannot control what individuals might say during a live broadcast," Iger 
continued, "we will meet with producer Dick Clark to establish precautionary mea- 
sures that will ensure it does not happen again in future telecasts." Clark also issued a 
statement in which he said that "live programing leads to spontaneous occurrences, 
and unfortunately last night's was regrettable." 

The three -hour awards program was edited for its delayed West Coast feed, and 
the offending portion was omitted. 

"In the past, everyone understood that 
there was a gentlemen's agreement regard- 
ing outside activities," INTV's Hedlund 
reaffirmed. "We are a voluntary trade orga- 
nization, and like NATPE we can't stop 
members from going out and playing golf 
or holding outside meetings. We are cer- 
tainly willing to talk about that [Disney and 
Paramount] situation. If the distributors 
want it, we're also willing to entertain the 
thought of written distributor agreements 
regarding more stringent convention regula- 
tions. As long as I have been connected 
with the organization, there has been dis- 
may over convention scheduling and I'm 
sure that will come up again." 

In other news from NATPE's distribu- 
tors' meeting, the straw poll taken showed 
that 78% of the distributors did not agree 
with the "no food" policy at the conven- 
tion. Later, NATPE President and COO 
Phil Corvo hinted that a "three -tier menu 
plan " -NATPE had designated food areas 
with a single menu -was one of the possi- 
ble alternatives being considered to keep 
conventioneers' palates satisfied without 
sending them elsewhere. In a closer poll, 
57% said they did not agree with the prohi- 
bition of liquor on the convention floor, 
although King World President Michael 
King suggested the ban contributed to a 

better overall business atmosphere. 
Although 60% of the respondents voted 

against the return of live demonstrations on 
the exhibit floor, 64% were of the opinion 
that "glitz" should be returned to the con- 
vention (as opposed to "sleaze elements "). 
While Roger King said that 60 Minutes and 
other factions of the consumer press had 
portrayed syndicators as "sleaze mer- 
chants," he also conceded that the "crash - 
and- bash" of live wrestling demonstrations 
and "roving monsters" had lent a carnival 
atmosphere to past proceedings. Basil De- 
Vito, senior vice president, marketing and 
promotions, World Wrestling Federation, 
fired back that the WWF was "not the 
problem," and that they were "not the only 
ones running up and down the hall." The 
King brothers also suggested an easing on 
the prices paid for guest passes ($350) for 
producers and other "industry types," but 
included a complaint about paying $800 
each for bodyguards who were assigned to 
protect talk show host Oprah Winfrey. 

The voting was almost split on the ques- 
tion of adopting a permanent site for the 
NATPE convention, with 49% in favor of 
such a move. New Orleans nosed out San 
Francisco 37% -33 %, and San Diego fin- 
ished third with 17% of the vote. The return 
of remote camera units to the convention 
floor won 56% -44% approval, 63% thought 
the domestic hours should remain the same 
and 49% voted for a reduction of exclusive 
international exhibition hours. -MF 

King World eyes network production 
Dominant syndicator creates 
new division to establish 
network programing presence 

King World Productions last week an- 
nounced the creation of a new division, 
King World Enterprises, charged with ex- 
ploring new business opportunities for the 
company. 

The company also said it hired Jeffrey A. 
Rochlis to run the new division as presi- 
dent. Rochlis will be based in Los Angeles, 
at KWP's existing West Coast office. 

Rochlis's first priority is to get KWP into 
the network program production business. 
Although the company has had some pre- 
liminary talks with talent about certain ar- 
rangements, Rochlis said no projects were 
in the works as yet. "It's really a startup 
business at this point," he said. 

KWP is currently recognized as one of a 

handful of dominant syndicators in the busi- 
ness. "We have a strong sales and market- 
ing distribution apparatus," said Rochlis. 
"It only makes sense to supply product into 
that apparatus, and clearly network produc- 
tion is an important pipeline." 

Until last year, KWP was known as a 
program and barter sales company. Last 
January it entered production with the 
launch of Inside Edition in first -run syndi- 
cation. The company hopes to launch a 
second reality strip next fall, Only Yester- 
day, the brainchild of Av Westin, KWP's 
reality programing senior vice president. 

Rochlis said his first task is to find an 
executive to run the network program unit 
on a day -to -day basis. As to other business- 
es the company might enter, Rochlis said it 
was premature to talk specifics. 

Rochlis said he joined King World be- 
cause of the opportunity to be on the cre- 
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ative side of the business. Also, he said, 
"I've enjoyed starting up and fixing busi- 
nesses. Clearly this is a very entrepreneurial 
opportunity with an entrepreneurial compa- 
ny." 

Rochlis is the former executive vice pres- 
ident of Walt Disney Imagineering, which 
is responsible for designing and developing 
Disney theme parks around the world. Be- 
fore that, Rochlis was president of Sega 
Enterprises, then a home computer subsid- 
iary of Gulf + Western. 

20th Century 
Fox to set up 
own barter arm 
Twentieth Century Fox Domestic Televi- 
sion Syndication President Michael Lam- 
bert confirmed that the company is "in the 
planning stages" of creating an in -house 
barter sales arm, eliminating the advertising 
sales it farms out to LBS Communications 
subsidiary TV Horizons. Lambert said he 
hopes to have the barter sales unit up and 
running before the current upfront sales sea- 
son starts in March, but he would not say if 
he has a sales force in place (or will use the 
existing sales distribution wing), or how 
much Fox is going to invest in startup ex- 
penditures. 

The only Fox show with a barter element 
is the cash -plus offering A Current Affair, 
which has one minute of national barter 
time, and a soon -to -be complementary 
show, Personalities, set for a fall 1990 
entry. A Current Affair generates an esti- 
mated $20 -$25 million annually (based on 
an advertising source estimate of $40,000- 
$50,000 per 30- second spot). LBS would 
lose the Affair account and its estimated 5% 
cut of the barter revenues, other syndicated 
feature movie packages and the possibility 
of handling Personalities. LBS President 
Henry Siegel declined comment. 

In the latest weekly national Nielsen 
ranking of syndicated programs (for the 
week ending Jan. 14), A Current Affair 
ranked seventh with a 9.3 rating, despite 
concerns over a so- called advertiser hit -list 
over "tabloid" news shows such as King 
World's Inside Edition (5.8 rating), Para - 
mount's Hard Copy (5.4) and Group W's 
Missing /Reward (3.3). Personalities is be- 
ing sold as a complementary piece to Af- 
fair, in access with a reported 90 seconds of 
national barter, 30 seconds more national 
barter time than commonly attached to 
cash -plus -barter programs. With Personal- 
ities receiving 22% U.S. coverage on off - 
the -top clearances from seven Fox Broad- 
casting -owned stations, and possible 
clearances from affiliate stations, the com- 
pany has more centralized control of its 
product with a barter sales arm. 

"The overriding motivation is to have 
greater control over our own inventory, and 
be able to have our own in -house depart- 
ment that will be the eyes and ears to the 
advertising community," Lambert said. 
"Our main goal is to better develop con- 
tacts with the power in the business. LBS 



did a good job for us. The decision just 
made more sense for us." 

Problems with 
multi - tiered selling 
Distributors complain practice 
is producing shows with variety 
of clearance times and 
lower- than -anticipated ratings 

Even though the syndicated barter market- 
place has grown to a $1 billion -plus busi- 
ness (BROACASTING, Jan. 15), multi -tiered 
station deals (contracts to air a program in a 

variety of time slots) have national advertis- 
ers (and some distributors) screaming foul 
at syndicators because of late fringe or early 
morning shows that are not getting high 
enough rating levels. That was a topic of 
heated discussion at a Jan. 18 NAIPE pan- 
el in New Orleans. 

While the number of programs that syn- 
dicators are trying to clear with multi- tiered 
deals is growing, Marc Hirsch, president, 
Premier Advertising Sales (a partnership of 
Paramount Pictures and MCA), said the 
practice is causing problems for barter sales 

representatives and advertisers. Using fel- 
low panelist Jon Mandel (senior vice presi- 
dent, national broadcast, Grey Advertising) 
as an example, Hirsch said: "By the time 
we sit down to do our upfront budgets in 
early spring or summer, we have no idea of 
where the show is going to air. When Octo- 
ber rolls around, the 7 rating I promised in 
access actually turns out to be a 2 rating in 
late fringe -it makes all of us look very 
bad." 

And just who is affected the most by 
such consequences is also of some debate. 
"The trend that is most disturbing from the 
distributor -producer point of view is the 
tiering of programs," said Dick Robertson, 
president, Warner Bros. Domestic Televi- 
sion Syndication. "The station is transfer- 
ring part of its risk to the syndicator. I think 
it may be getting a little out of whack. A 
clearance in New York at 3 a.m. is not a 
sale. If we make a deal for $30,000 in 
access per week -$(5,000 in early fringe, 
$6,500 in daytime, and maybe $1,000 a 
week on a cash -plus deal in late fringe - 
we'll have a hard time making our produc- 
tion budgets. When you have 50 of those 
deals, you're flying blind. It's an absurd 
system. We'll simply never make the mis- 
take again of launching a first -run show, 
without knowing where it is going to run." 

On the station side, William Moll, vice 
president and general manager, WNBC -TV 

New York, said that "inventory is about all 
we've got to sell these days," adding that 
eight of the top 10 shows in syndication 
have some sort of barter element attached to 
them. "Clearly the revenue pool is a finite 
pool," he said. "What we are doing is 
competing with our program suppliers for 
advertising revenues out of that finite pool 
on many levels." Add the voice of inde- 
pendent KTVU -TV Oakland Vice President 
and General Manager Kevin O'Brien: 
"Producers just keep producing without re- 
gard to getting quality clearances. In any 
other business, you can put a shingle out 
and stay in business, but Hollywood pro- 
ducers have to get clearances to stay in 
business...sometimes at the cost of stations 
and advertisers." 

Hirsch likened the current system of bar- 
ter sales to a "tar brush," rather than a 

"beautiful multi -colored paint brush." He 
said it is up to the syndicators, television 
stations and advertisers to "focus on the 
need to develop more reputable and solid 
business practices." Hirsch said that a 

"code of ethics" is being developed by the 
Advertiser Syndicated Televsion Associa- 
tion (ASTA) on contracts between stations, 
syndicators and advertisers. -MF 
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RAB gives 
Panels, speakers talk of 
capitalizing on radio's 
strengths, not selling it 
short and how to position 
medium in marketplace 

Although the official name of the Radio 
Advertising Bureau's 10th annual Manag- 
ing Sales Conference was "Sales: What 
Would Radio Be Without It ?," a better title 
might have been: "Radio: Where Can Cre- 
ative and Effective Sales Take It ?" RAB 
President Warren Potash seemed to feel that 
place would be a new "Golden Age," with 
radio poised to position itself as a depend- 
able medium in a sea of fragmentation. 
Dick Orkin told the executives that creativ- 
ity was their key to success, especially in 
the combating of "media -ism" (or dis- 
crimination of radio in favor of print or 
TV). 

Those were among the words of encour- 
agement and advice dispensed to the ap- 
proximately 1,100 sales executives and 
general managers who gathered at the four - 
day (Jan. 18 -21) conference at the Loews 
Anatole in Dallas. 

In his opening comments to the Managing 
Sales Conference attendees, Radio Adver- 
tising Bureau Chief Executive Officer and 
President Warren Potash looked to the fu- 
ture of the medium, where he saw contin- 

sales pep talk in Dallas 

Carl Wagner (I), RAB chairman and president of 
Great American Broadcasting, and Jeff Smul- 
yan, chairman of Emmis Broadcasting and this 
year's conference steering committee chair- 

man, officially open the 10th annual MSC. 
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ued success, and spoke of what needs to be 
done to ensure that success. 

The proliferation of choices for home 
entertainment in the last decade, according 
to Potash, has created "too much confusion 
and chaos" to allow any reasonable predic- 
tions for the future. Citing the unknown 
impact of high -definition television, direct - 
to -home satellite delivery, further fragmen- 
tation of cable services, fiber optic delivery 
and telco entry into cable as examples of 
the elements that will shape the future of 
television, Potash believes radio operators 
have a "golden opportunity" right now to 
position themselves as the medium of 
choice for years to come. 

"Consistency and dependability are the 
underpinnings of our past and our future." 
Potash told the gathering. Advertisers want 
to buy into the medium, he said, because it 
works. In juxtaposing radio and television, 
Potash described television as the medium 
that delivers "tonnage," and radio as the 
medium that delivers "reach and frequen- 
cy.' 

"Put all our history with all our strengths 
into this point in time and I believe you 
have the makings for a new golden age of 
radio," he said, but added, "just how gold- 
en will depend on all of us." 

Potash urged broadcasters to take advan- 
tage of the sales tools and resources avail- 
able to them through the RAB to hone their 



skills and boost their station's bottom 
line. And with that in mind, Potash has 
reorganized the six regional vice presi- 
dents of marketing for the RAB, assigning 
each a list of markets that he or she will 
visit, research, and study, for the benefit 
of the RAB member stations in those mar- 
kets. 

The RAB has also expanded its presen- 
tations to include supplying sample radio 
commercial tapes for interested prospec- 
tive clients and notifying member stations 
of those prospects in their respective ar- 
eas. 

Another area the RAB has targeted for 
improvement is the publicizing of its cre- 
dentialing process in association with the 
Wharton Business School (the Certified Ra- 
dio Marketing Consultant [CRMC] accredi- 
tation). The RAB has created a press re- 
lease to be sent to the local media in the 
accredited salesperson's market. Said Pot- 
ash: "The purpose of this was to bring 

Warren Potash sees new 'golden age' for radio 

attention and distinction to our salesperson 
and to our station." 

Among the tools station salespeople have 

at their disposal: RAB's "On -Line Ex- 
press," a custom -built database that in- 
cludes copy and promotion ideas, a Chase 
daily events calendar, and 8,000 co -op op- 
portunities, 2,000 of which are wholly 
funded by the manufacturer, according to 
the RAB. The material is updated weekly 
and there is no sign -up fee. 

Said Potash: "One thing you can do to 
make the '90s our new golden age is to 
know about and use sales tools your com- 
petitors don't have. Become more market- 
ing oriented." Additionally, Potash encour- 
aged salespeople to send in their success 
stories to the RAB so that they might be 
included in the database. 

In conclusion, Potash said: "I know and 
you know that if we can begin to focus 
more and more on the real opportunity we 
have before us, we have the ability to ex- 
ploit that opportunity to an extent never 
before experienced, much less contemplat- 
ed. by any of us." -LC 

Orkin sees creativity as key to selling radio 
Keynote luncheon speaker says 
there is lack of understanding and 
respect for medium; he says those at 
radio stations should regard 
themselves as `communicators' 

"Stopping Media -ism: The Radio Sales 
Person as a Communicator!" was the topic 
of Dick Orkin's creative keynote luncheon 
speech on Jan. 19. Orkin, head of Los 
Angeles -based Dick Orkin's Radio Ranch 
and Home for Wayward Cowboys, focused 
on ways that radio operators are selling 
themselves and the medium short, and what 
needs to be done to get rid of "media -ism" 
(or discrimination of radio in favor of print 
or TV). 

Orkin presented a series of skits that fea- 
tured quotes from media buyers and adver- 
tisers. In all of the skits, a translation of the 
quotes was provided by Orkin to illustrate 
the perception of the medium by those who 
buy the medium. 

One of the skits featured a man saying: 
"You see, Dick, the client wants radio. 
although we felt that profile -wise, TV is 
correct." Orkin's translation: "Nobody 
here understands how to do radio -because 
we don't do much radio -because we are 
not sure radio works." 

All of the skits reflected that lack of 
understanding and respect for the medium. 
Orkin is quick to point out, however, that in 
many cases the radio executives are perpet- 
uating the image of radio as a second -class 
medium and need to become more than just 
sales executives if the entire industry is to 
benefit. He asked the audience: "We are all 
doing everything we can to maximize the 
impact of the advertiser's message getting 
results? Strategy is sound, positioning on 
target, copy carefully honed, imaginatively 
produced and presented -and, of course, 
relevant to the target prospect ?" 

In Orkin's view, the "crisis of faith" has 
come about largely for two reasons. One, 
said Orkin, "when it comes to the power of 

imagination, there is not just a matter of 
lack of know -how, there is also in many 
quarters an inferiority complex." He 
stressed the need for copy "to involve the 
listener in the human aspect of a product or 
service." 

Second, Orkin said that radio copy has 
lost relevance. "Creative means to me 
imagination in the service of the advertising 
objective or goal, which is usually to corn - 
municate an important benefit." He contin- 
ues to advocate total freedom for copywrit- 
ers and producers at radio stations. Orkin 
believes it is important to have a chance to 
take risks and even fail, on the air, as long 
as "creative freedom involves some degree 
of responsibility to the client's message and 
objective." 

And where did radio lose touch with 
these two important elements? Orkin con- 
ducted an informal survey of stations sever- 
al months ago. Results of his efforts re- 
vealed that 50% of the time, radio station 
management has a "hands -off" stance and 

Dick Orkin 
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does not get involved with creative or posi- 
tioning strategy for the advertising client. It 
is in this statistic that Orkin finds the heart 
of the matter. "It is here, in the void left by 
the non -involvement of management -a 
place where imagination fails to get stimu- 
lated -where attention to relevance never 
gets encouraged," he said. 

Orkin said radio could combat media -ism 
and carry out "its promise to the advertiser. 
The time has come for everyone in a radio 
station to regard themselves as communica- 
tors," he said, "and accept the implied 
obligation to become the creative con- 
science for every advertiser." -LC 

Rules of the road 
for sales success 
Jason Jennings, consultant of MegaMedia 
Worldwide, gave attendees what he hoped 
was a "road map for success" in his work- 
shop, "Doing Big Business with Retail- 
ers," delivered to a standing -room only 
audience at the Managing Sales Confer- 
ence. 

Jennings's premises were that retail di- 
rect business has always been important, 
that the advertising pie has not grown but 
only kept pace with inflation, that there are 
more people out there chasing the same 
advertising pie, and that new business de- 
velopment is "where it's at" in the 1990's. 

Jennings provided I I rules of the road. 
Among them: 

"There is no such thing as a budget, 
they don't exist." 

"Stop selling a commodity, sell a ser- 
vice." In his estimation, only the top five 
stations in each of the top 50 markets can 
sell itself as a commodity; all the rest of the 
stations need to sell themselves as a ser- 
vice. 

"There is no success without qualita- 
tive or quantitative data." Use the research 



available, said Jennings; there are many 
ways to sell your station's audience. 

Stop treating new business develop- 
ment within the station as the worst kind of 
position for a sales executive. Jennings said 
that perception exists, especially in the ma- 
jor markets. 

Know the business of your prospective 
clients. Be so well prepared, said Jennings, 
that you can walk into a showroom and 
know by assessing square footage (using 
the furniture showroom example) of floor - 
space the size of the advertising budget 
available to that prospect. 

Know the radio business. "Radio is a 
lead generator," said Jennings, "and lead 
generation is where it's at for the 1990's." 

Prepare to take a risk. Don't short sell 
radio, said Jennings; go for all the money. 
To get all the money, however, the sales 
executive must become the creative direc- 
tor -know the audience, work with the 
copy and refuse the order if it doesn't add 
up to a successful run. If you don't get a 
frequency of 3 to 5, don't take the order, he 
said. 

Stop being salespeople and become en- 
terprising sales partners. 

"Be prepared and know your client's 
business." 

Remember the "curve of gratitude." 
Ask for the renewal while the campaign is 
working, before the client gets the bill, 
before competing sales executives make 
him doubt the value of the money he has 
already spent on your station. 

Other sales workshops shared the theme of 
"New Business Development." In the 
workshop entitled "Targeting Local & Re- 
gional Dollars," panelists shared tech- 
niques that have worked for them at their 
respective stations to bring in new business. 

Pam Young of wvAZ(FM) Chicago mo- 
derated the panel that featured Michelle Bil- 
ly of KRTH -FM Los Angeles, Jeffrey Jean - 
Pierre, CRMC, of WKLH(FM) Milwaukee 
and Jeff Holden of KQPT(FM) Sacramento, 
Calif. Among the key elements stressed by 
the panelists as essential to successful reve- 
nue building: going directly to the product 
source (the manufacturer); analyzing your 
station's strengths and finding compatible 
areas to begin; targeting sales, zone and 
regional managers; reading their respective 

Targeting local money: (I-r) Pam Young, Michelle Billy, Jeffrey Jean Pierre and Jeffrey Holden 
the local station, cautioned Bryan, must 
make an effort to keep more and better sales 
materials than the rep at the local level -the 
station must function as a local source for 
the rep. 

Discussion in the room centered on the 
problems of explaining the different varia- 
tions of formats to non -Hispanic buyers. 
Limon encouraged broadcasters to know 
their audience well and learn ways of ex- 
plaining the ethnic and cultural differences 
of the various groups covered by the His- 
panic umbrella. Adding to the problem was 
the differences in styles between immigrant 
Hispanics and first- generation U.S. -born 
Hispanics. 

Levy feels that the problem is that the 
Hispanic market is underexposed. She 
urged broadcasters present at the session to 
come up with different approaches to gener- 
ating dollars, such as using their national 
spots as segues to local business. 

Another format- oriented sales workshop 
was "Selling the Urban Format," work- 
shop moderated by Skip Finley, president, 
WKYS(FM) Washington. Joining him were 
Amos Brown, from WTLC(FM) Indianapolis, 
and Tim Feagan, of wvAZ(FM) Chicago. 

The message from these broadcasters 
was loud and clear: Use every resource to 
know your community better than anybody 
else. The way not only to survive, but 
thrive, is to use all the qualitative and quan- 
titative data available about your station's 
audience to sell not the station, but the size 
of the audience. In the same vein, all panel- 
ists encouraged the attendees to push partic- 
ipation among their listeners in the 1990 
U.S. Census. 

o 
Awards for excellence in creative commer- 
cial production were handed out on Friday, 
Jan. 19, by John Dille, co- chairman, Radio 
Futures Committee, to six radio stations, 
with four stations receiving honorable men- 
tions. Top honors went to WBMD(AM) Balti- 
more; WPTF(AM) Raleigh, N.C.; KXL(AM) 
Portland, Ore.; WKLQ(FM) Holland, Mich. 
(Grand Rapids); WQRA(FM) Warrenton, 
Va., and KBSB(FM) Bemidji, Minn. Honor- 
able mentions were awarded to WJIB(FM) 

Boston; WKLQ(FM) Grand Rapids; WPKZ(FM) 
Elkton, Va. (Harrisonburg), and WHIZ(AM) 
Zanesville, Ohio. -LC 

trade magazines and being informed about 
their businesses; selling movement of prod- 
uct, not ads or spots on your station; com- 
ing in with ideas, not packages; being pre- 
pared to listen; becoming the marketing 
expert for the station, and even offering to 
accompany sales staff of a manufacturer to 
the retailer. Said Billy: If the idea is good, 
the manufacturer will find the funds."-Lc 

Hispanic radio session 
is convention first 
The 10th Managing Sales Conference fea- 
tured a Hispanic workshop for the first time 
in its history. "Selling the Hispanic For- 
mat" was moderated by George Hyde, ex- 
ecutive vice president, Radio Advertising 
Bureau. The session featured presentations 
from Gene Bryan, president, Katz Hispanic 
Radio; Dee Levy, CBS Hispanic Market- 
ing, and Mario Limon, WTAQ(AM) La 
Grange, Ill. 

Bryan opened the discussion with a series 
of guidelines for station operators to maxi- 
mize benefits from their rep. Bryan said 
that stations must learn to work closely with 
their rep firm. To that end, Katz Hispanic 
has put together a checklist of procedures a 
station can follow to make its rep the best - 
informed sales representative possible. But 

Selling the Hispanic format: (l -r) Mario Limon. George Hyde, Gene Bryan and Dee Levy 

Broadcasting Jan 29 1990 

32 



Hungarian FM to feature 
American sound 

Commerical radio station would be 
called Radio Bridge, affiliated with 
VOA; funding still to be resolved 

Even before the first steps toward privatiza- 
tion of broadcasting in Eastern Europe have 
been completed, a second phase has begun. 
In Hungary, where many of the firsts away 
from authoritarian rule and toward democ- 
racy have been recorded, plans are under 
way for a commercial FM station with an 
authentic American sound. The station, in 
Budapest, is called Radio Bridge -a joint 
venture of American and Hungarian inter- 
ests -and is affiliated with Voice of Ameri- 
ca Europe. 

Radio Bridge, which went on the air on 
121.2 mhz for three days of tests, in July, 
during President George Bush's visit to 
Hungary, is aiming for March 15 as a start- 
up date. It will not be the first commercial 
station in the country; three are already on 
the air. And commercial radio and televi- 
sion stations are cropping up elsewhere in 
Eastern Europe (BROADCASTING, Jan. 8). 
But Radio Bridge will be the first in En- 
glish. 

And the station -whose owners plan to 
expand their operations to stations in 10 
other cities that would provide coverage of 
the entire country-will have a definitely 
American style. Not only will 80% of its 24 
hours of air time be filled with VOA Eu- 
rope programing; VOA Europe's deputy di- 
rector, Terry Hourigan, is helping to put the 
station on the air. The VOA Europe pro- 
graming is transmitted from Washington by 
satellite and is taken -at no charge -by 
stations serving some 185 cities on the con- 
tinent. 

But among matters to be concluded is the 
funding. Radio Bridge Joint Venture is 
owned 50% by Svecia Balticum Ltd., a 

private Delaware holding company, and 
50% by two Hungarian citizens, one of 
whom, Gusztaf Hittig, is the country's di- 
rector of finance. The other is Gyorgy Po- 
mezanski, who is the station's director of 
programing. Initial Public Offering Consul- 
tants, a San Diego -based consulting firm, is 
seeking $4 million in funding for the U.S. 
side of the venture, an amount that would 
include television as well as radio rights. 
Hungarian banks are to match the American 
investment dollar for dollar, up to $5 mil- 
lion. 

The consulting firm's president, Jim 
Franklin, said each side of the venture is 
committed to raising initial funding of 
$250,000 to buy equipment. He indicated 
he would be interested in finding a major 
broadcaster to supply that amount, and then 
provide the expertise needed to operate the 
station, before supplying additional financ- 
ing. He said a Japanese concern, FM To- 
kyo, is one possibility. He also said talks 
are under way with the Bear, Stearns & Co. 
securities firm. 

In his search for financing, Franklin is 

promoting the venture as a likely success. 
He said that in advance of the broadcast 
test, 600 companies expressed an interest in 
buying time on the station. He also said a 

survey by VOA Europe concluded that the 
Radio Bridge station in Budapest alone 
would earn $687,000 a year. And that, 
Franklin said, was a "conservative" esti- 
mate. -LZ 

Public radio to get 
expansion boost 
from CPB 
Board of directors approves $13.55 
million, five -year plan to extend 
public radio's reach and variety 

Following a year's study of how it might 
contribute to the expansion of public radio's 
reach and diversity, the Corporation for 
Public Broadcasting's board of directors 
last week approved a five -year plan to con- 
tribute approximately $13.55 million to 
those causes between 1991 and 1995. 

Heading up a resolution -packed board 
agenda -that included approval of the fis- 
cal year 1990 budget and reelection of top 
officers, including President Donald Led - 
wig -the noncommercial radio expansion 
plan aims in general to help establish new 
stations; extend the reach of existing sta- 
tions into unserved areas; target minority - 
controlled stations for aid; help more sta- 
tions afford more diverse programing and 
foster development of diverse programing 
by funding "program niche research." 

A redistribution of programing and ser- 
vice grants to more stations accounts for the 
bulk of the planned investment in radio. 
Specifically, over the five years, CPB plans 
to spend $5 million to distribute National 
Program Production and Acquisition Grants 
(NPPAG's) to "a broader range" of sta- 
tions -about 100 stations not currently eli- 
gible for such support. The money repre- 
sents a less than 10% increase in CPB's 
total NPPAG program. 

Over the same period, in an effort to help 
smaller stations reach the established crite- 
ria for CPB grant eligibility, CPB plans to 
invest another $7.8 million "to provide 
phased incentives for upgrading and expan- 
sion of station staffing and operations." 
CPB said that 80 stations are expected to 
benefit from that 15% increase in NPPAG 
and Community Service Grant (CSG) pro- 
grams. Minority stations would be given an 
additional two years to upgrade to full CSG 
eligibility, measured in minimum full -time 
staff and nonfederal funding levels at each 
station. 

The redistribution of grants, stressed 
Frederick DeMarco, CPB vice president, 
station relations, and treasurer, will not re- 
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duce support to stations already enfran- 
chised in the system. CPB, he said, "will 
not support any projects or activities that 
would risk damaging stations now in the 
system." 

The plan calls for several other measures: 
a $350,000 investment in studying "emerg- 
ing networks of interest" and prospects for 
one or more new programing streams (dur- 
ing FY 1991 -92 only); a $250,000 invest- 
ment in engineering studies and proposal - 
writing assistance to stations seeking 
satellite receiving equipment (benefiting a 

potential 50 stations), and a $150,000 in- 
vestment in helping stations establish the 
feasibility of extending their signals (bene- 
fiting a potential 100 stations). 

In other actions, the board approved a 

$229,391,000 FY 1990 budget amended to 
reflect a reduction of $3,257,000 in the 
federal appropriation due to Gramm -Rud- 
man- Hollings adjustments within the Rec- 
onciliation Act of 1989. The CPB budget 
amendments included cuts of $574,046 in 
television programing, $53,578 in radio 
programing and $195,420 in system sup- 
port projects. Additionally, Ledwig and 
DeMarco were reelected, along with Gerald 
Hogan, vice president of government rela- 
tions; Eugene Katt, vice president of pro- 
graming; Paul Symczak, vice president and 
general counsel, and Rozanne Weissman, 
vice president of corporate communica- 
tions. -PDL 

Programing the future 
"Where is radio heading ?" was the ques- 
tion asked at an International Radio and 
Television Society Newsmaker Luncheon 
in New York. There was no definitive an- 
swer from the panel of Ralph Guild, chair- 
man, Interep Radio Store; Richard Harris, 
chairman, Group W Radio Inc.; CBS Radio 
Division President Nancy Widmann, and 
Tom Snyder, talk show host, ABC Radio 
Networks. The group pondered the future 
of, among other things, indecency, talk ra- 
dio, marketing and the AM band. 

All agreed that the FCC needs to define 
what constitutes indecency. "If we are go- 
ing to play by some rules, I think somebody 
ought to give us some indication as to what 
they are before they ask us to play by 
them," Snyder said. Commenting on an 
ABC radio personality who was suspended 
for jokingly saying that it would be nice if 

More radio 
The National Association of Broad- 
casters radio board has voted to in- 
crease the number of radio group 
seats on the board from three to five 
(BROADCASTING, Jan. 22). And they 
also agreed to a by -laws change to 
permit the radio chairman, with the 
consent of the radio executive com- 
mittee, to appoint someone to fill out 
unexpired board terms. Under the 
current system, the second highest 
vote getter for the empty seat takes it. 



Looking to the future (I -r): Ralph Guild; Tom Snyder; NBC Inc.'s Betty Hudson, IRIS president; 
Nancy Widmann, and Dick Harris 

Vice President Quayle was beaten up the 
way a Panamanian vice president was, he 
said: "There is a line beyond which I don't 
think we ought to go in terms of holding our 
public officials, our institutions, our history 
and our traditions up for public ridicule." 
Snyder went on to say that as much as he 
likes a good joke, he could not see himself 
"advocating that somebody beat up the 
President or the Vice President of the Unit- 
ed States." 

Snyder also expressed concern about the 
role of the radio talk show host. "I would 
hate to think that people like me set out the 
agenda for the American people as to what 
they should be exercised about and what 
they should not be exercised about." 

As for the radio business, Harris said 
good programing, as always, will separate 
the haves from the have -nots. What radio 
needs to do, he said, is work on the market- 
ing element, something he said the industry 
has not given enough thought to over the 
last IO to 15 years. He emphasized finding 
new sources of revenue, studying how lis- 
teners perceive the commercial environ- 
ment and how they react to that environ- 
ment. 

Both Widmann and Harris were optimis- 
tic about AM radio in the 90's. "I am 
extremely encouraged about the future of 
AM radio, particularly by some of the 
things going on in Washington with regard 
to the AM dial, signal interference, the 
possibility of an extended ban and the fact 
that the commission is beginning to address 
some of the issues so critical to the future 
success of AM radio," Widmann said. The 
CBS Radio and Group W heads both said 
that 1989 was their best year ever for AM 
radio. Harris pointed out that the top station 
in New York was an AM station, and Wid- 
mann said CBS is committed to AM, point- 
ing to the group's purchase of wwJtAM)- 
WJOpFM) Detroit last year. Major market 
AM's aside, Harris expects to see engineer- 
ing improvements and a thinning out of the 
AM band in the years to come. As for the 
extension of the AM band, he hopes that 
perhaps daytimers could move to a different 
part of the band, freeing up the frequency 
and making AM a "cleaner business." 

Programing, however, will have to play a 

major role if there is to be an AM revival, 
the panel said. All seemed to agree that it 

was not technology but programing that 
contributed to AM's steady decline. Guild 
said that one of the best opportunities in 

radio for young people in the 90's will be 
programing AM radio. "The incremental 
costs of adding programing to an AM radio 
station is very small, even in small markets 
...and if people are willing to take a risk 
and invest a lot of their own time and come 
up with creative ideas, it can be a good 
opportunity," he said. Snyder agreed, say- 
ing that AM needs to have the excitement 
of TV and needs to bring some of the sense 
of the 30's and 40's back to radio. -JF 

SBE board debates 
FCC rules on 
STL bands 
Engineering group tries 
to develop proposals to 
relieve congestion in band 

The main topic at the Society of Broadcast 
Engineers (SBE) annual Washington board 
of directors meeting was the status of the 
current FCC rules concerning aural studio - 
to- transmitter links (STL). The society esti- 
mates that 40% of all radio stations today 
use STL's and that the number is steadily 
increasing. The STL bands have been in- 
creasingly crowded in recent years and both 
the FCC and SBE have been examining 
ideas to improve the situation. 

Much of the meeting was spent discuss- 
ing the current congestion on the band at 
950 mhz. "It is the only relatively low - 
frequency band for aural STL's and ICR 
[intercity relay] stations," said SBE attor- 
ney Chris Imlay. That portion of the band 
set aside for aural STL's was once much 
larger, with 940 mhz and 941 mhz also set 
aside for that purpose. But that spectrum 
was reallocated several years ago when the 
demand for STL's was low. The new 80- 
90 [FM] frequencies have caused an in- 
crease in the number of aural STL's," Im- 
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lay said. 
The commission recently released an in- 

quiry on the problem and requested the 
opinions of the frequency coordinators 
around the country. "SBE has kind of 
picked up the ball and run with it," Imlay 
said. Dane Erickson of the consulting engi- 
neering firm of Hammett & Edison, San 
Francisco, an SBE board member, drafted a 
set of proposals which were approved by 
the board last week. Their general goal is, 
Imlay said, to tighten up the antenna and 
receiver criteria and frequency tolerance of 
the transmitters to promote spectrum effi- 
ciency. The 950 band is outright full and 
won't tolerate anything else." The most 
significant proposals include requiring that 
STL's be subject to new minimum antenna 
standards, be limited to 10 watts of power 
or less and limit "effective radiated isotro- 
pic power" to pathlinks of less than 22 
kilometers (13.64 miles). 

At the same time, the SBE board reaf- 
firmed past positions on other STL- related 
issues. It filed comments with the commis- 
sion requesting that the FCC extend its 
deadline for compliance with new STL -type 
acceptance rules. The FCC set July I. 
1990, as the date that all STL's operating 
between 944 mhz and 952 mhz conform to 
sticter regulations aimed at reducing inter- 
ference. 

SBE has contacted manufacturers of STL 
transmitters and antennas and determined 
that they will be unable to retrofit all of the 
currently operating systems before the 
deadline. The cost of the upgrades are 
about $2,000. Manufacturers also claim 
that some of the currently used systems are 
not upgradeable and that those stations will 
have to buy new systems. SBE argued that 
it would make little sense to force stations 
to buy new STL's with the current analog 
technology. New digital systems that will 
operate with better quality at lower power 
would make the analog links obsolete. 

Comments were also filed opposing a 
proposal by Cellular 21 of New Jersey for 
reallocation of 940 mhz -944 mhz for cord- 
less telephone service. Although no STL's 
are currently being assigned to that spec- 
trum, several grandfathered systems are 
still operating there. SBE specifically op- 
posed the Cellular 21 suggestion that those 
grandfathered STL's be cleared out of the 
band and relocated to 24 ghz. 

In other business, the board also re- 
viewed the final results of a survey taken 
last fall to measure the success of SBE's 
last national convention (BROADCASTING, 
Oct. 16, 1989). Compared to the 1988 con- 
vention, which drew a great deal of criti- 
cism from exhibitors because of low atten- 
dance, the 1989 gathering was a smashing 
success with an increase of over 1,000 at- 
tendees. A survey of the 1989 exhibitors 
revealed a general satisfaction with the 
show and plans to return in 1990. The fig- 
ures from an attendee survey show that 
86% rated the seminars positively, 93% of 
the approximately 3,000 attendees visited 
the exhibits and 84% planned to attend 
again in 1990. 

At a luncheon, the SBE board took time 
out to present a special award to Charles 
Hallinan, a founder and early president of 
the society in the 1960's. -RMS 



Inter otloolo 

BBC's Michael Checkland 
Taking a world view 

When Michael Checkland, 53, became BBC director general three 
years ago, the embattled public broadcasting service faced a most 

uncertain future. But now, in the midst of sweeping changes in British 
media, the BBC has emerged as a cornerstone -its public service credo 
and $2 billion a year public funding system intact -yet with a leaner, 
more commercially aggressive sheen. Checkland, a twenty -year BBC 
veteran who rose through the ranks of finance and planning, spoke in 
this exclusive interview with BROADCASTING about his vision for the 

company in the decade ahead. 

You have said many times that the British government's broadcast- 
ing bill deregulating television will have a greater effect on commer- 
cial television than on the Bristish Broadcasting Corp., essentially 
leaving the BBC alone. But how real is that stability? 

The BBC's license fee structure, for now, is relatively untouched. 
and the mandate has been clearly spelled out. But between now and 
1996, when the charter runs out, there will be significant change all 
around the BBC, change in the commercial television structure, new 

cable television and satellite broadcasting services, as well as new 
terrestrial channels, and also regulations on independent produc- 
tion, raising the percentage of product that the BBC must acquire 
from outside the corporation's own production capacity. 

Given all that tremendous change, what kind of BBC do you see 
emerging in 1996 through that struggle? 

Well, you correctly describe a dramatic period of change in British 
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broadcasting. The BBC's going to be faced with more competition 
than it's ever faced, not only in television but also in radio. And 
that's going to pose new challenges for the BBC. 

The BBC has a very secure position in British broadcasting 
because it knows what is required of it. What we have to do to 
justify our place in this new competitive environment is provide 
quality programs, a range of programs and a diversity of programs 
so that the British audience is actually getting pleasure and insights 
and information from BBC programs across all our radio and 
television services at some point each week. 

At the moment, over 90% of the audience listens or watches our 
programs every week, and our task is to keep up that range 
throughout the next few years. The BBC knows that it's got to 
position itself in this new market in quality programs and that is 
what we intend to do. 

Structurally, we won't be affected by the bill, but we will be 
affected by the changing environment in which we're allowed to 
operate. We have a license fee funding continuing right through 
this period, but we have to supplement that funding by being more 
inventive and more commercial, more entrepreneurial, because we 
have to make more money to make the range of programs that we 
need to. 

Although the BBC is not involved in the bidding process for com- 
mercial television franchises spelled out in the broadcast bill, what 
is your view of selecting the highest bidder over quality consider- 
ations? 

I'm concerned with the quality of British broadcasting. We've had 
a successful broadcasting industry in Britain and I'm very con- 
cerned that that quality of programing is maintained. I want the 
BBC to be challenged 'in all aspects of its programs. and 1 think that 

The challenge is to keep up 
our quality of programs 
through a period of significant 
change in British 
broadcasting. 

if we are not challenged in science programs or cultural programs, 
in educational programs, then in the end the quality of broadcasting 
will be more difficult to maintain. 

I would like to see quality and range from both ITV and the BBC 
in competition and maintained through whatever franchise process 
emerges. 

Are you saying that you'd rather not see the BBC forced to compete 
purely in lowest common denominator programing? 

We wouldn't move to that point. And no. I wouldn't say that, 
because 1 think the BBC has only one role and that is to maintain its 
quality and range of programing. What I'm suggesting is, it is 

easier to do that, I think, if you are in fact challenged in every 
range. It doesn't mean that if we're not challenged that we will 
move in any way downmarket to the lowest common denominator. 
That is not the BBC's role: it never has been, it never will be. 

But isn't there pressure to maintain certain ratings. certain audience 
shares in the face of more popular programing from the other 
channels? 

We've always been competitive in ratings. [We] schedule our 
popular programs in such a way as to maintain our ratings. But our 
main criterion as we move through the '90s will be to maintain 
what we call audience reach, our capacity to appeal to viewers and 
listeners at some points during the week. 

Ninety percent of homes are viewing and listening to our pro- 
grams. That is the real test of a public service broadcaster funded 
by every home, rather than the competitive share at any particular 
point or week. At some points during the year the BBC will always 
get higher shares simply because of the kind of contract it owns in 
sporting rights, and at times of national events the BBC share 

always increases. But reach will be our strategic objective during 
the '90s. 

Regarding some of the entrepreneurial plans you mentioned earlier 
for the BBC: Your company has made extensive examinations of 
subscription channels, such as high- definition arts or sports 
events. But those seem to be marginal businesses, particularly 
initially. If the license fee structure of the BBC is challenged. cut in 
any significant fashion, how much can those kinds of services rea ly 
help you? 

It will never be as significant as license funding, because 20 million 
homes pay $100 a year, and that is $2 billion income a year. So any 
of these activities must be, in a sense, marginal in relation to that 
large amount of income that we receive. 

The license fee is not under threat. Advertising is not on the 
agenda for the BBC; that's been quite clear in the government 
white paper [on broadcasting issued in 1988] after a long study by 
the Peacock Committee. 

We are looking at ways of providing ancillary money through 
subscription services through the night and looking forward to the 
development of a high -definition service some time in the '90s, and 
it may well be the mid -'90s. 

But the license fee is not under threat, as such. It will be 
discussed, as it is always discussed, when the BBC charter is 
renewed. But we are talking about a period which is now seven 
years ahead. That is a long time for any business to be planning 
with confidence, and we are planning with confidence over that 
period. 

The challenge is to keep up our quality of programs through a 

period of significant change in British broadcasting, and then we 
would come to the '90s with a review with whoever's in govern- 
ment -with the Labor government or a Conservative govern - 
ment-a review of the BBC's position in this new environment. 

Tell me what you see British television looking like in 1996? What 
will a British citizen turning on the television see? 

A significant increase in choice. I think there will be, after a 

slowish start, a successful satellite industry. It may be only one 
service, rather than two. At the moment [Rupert Murdoch's] Sky 
services are available to the British public, and next are the British 
Satellite Broadcasting services. Whether both of them can survive, 
with different technology and different services, is a question 
mark. But I think there will be a satellite industry and that will 
provide choice for those who wish to take advantage of that. 

The cost will be significant in relation to the services they 
[viewers] presently get. They get advertising services from the 
commercial sector, and they get all of their BBC radio and televi- 
sion service for $100 a year. Any satellite service does require a 

significant investment in equipment and pay services, 120 pounds 
or $200 a year, so significantly more than the services they get 
from the BBC. Having said that, I think that some people will want 
to have availability of a film channel or a sports channel or an all - 
news channel. 

A fifth [terrestrial] channel will be introduced to 70% of the 
population, probably in 1994. It's unlikely it will be available in 
1993 because transmitters have to be built, and before the transmit- 
ters can be built there'll probably have to be the franchises award- 
ed, and that's some time off. But that Channel Five will be a 

national network, probably financed by advertising, and will, I 
suspect, challenge BBC -I and add a popular channel to British 
broadcasting. That would be the main change. 

In radio, there will be three national commercial networks, in 
addition to the BBC's four existing networks, and there'll be a 

significant expansion of community radio and independent local ra- 
dio. 

So generally, there will be expansion of choice for viewers. The 
BBC has to maintain its distinctive role within that new environ- 
ment. 

On that fifth channel, some say that it may not be as much of a 

threat as it seems because the national scope is limited, but you 
seem to feel that it will be a significant challenge? 

Yes. 1 described it some time ago, when we first discovered it was 
possible, that it's the best huy in British television. I still believe 
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that. 

Do you believe that British audiences are ready for a subscription 
television? And do you hope that satellite -delivered subscription 
services will soften the ground for potential future BBC subscription 
services? 

I think it's too early to say whether the public is ready. There's 
been no subscription service yet on Sky; the subscription element 
only starts with the film channel sometime in 1990. That will be the 
test of whether the British public is ready for it. 

It will be a slowish start, I think, because of the very developed 
videocassette market in Britain. Fifty -six percent of homes now 
have videocassette machines and they have access to premium 
films within months of the cinema availability. You have to wait 
longer before it gets on the satellite, and therefore it may be that 
this will slow down the subscription base for a film channel. 

You've spoken of cable as not having the same kind of potential in 
the UK as it had in the United States for a number of different 
reasons. What role do you see it having, particularly with the kind of 
investment from outside Britain that were seeing from American 
cable and telephone companies? 

We have to wait and see on that. At the moment, cable is very, 
very slow. Certainly, U.S. investment will give it an impetus. 
Whether it will be successful. I have severe doubts. I see it as 
supplementary to satellite. There are no plans for a telecommunica- 
tions network based on fiber optics in Britain, no real plans for 
interactive use of cable. There are a lot who've talked about it, but 
there are no real business plans for it. I think cable will be very 
slow. 

Regarding the new broadcast bill, in the area of major international 
sporting rights and the possibility of them going to channels which 
don't have your reach, to what extent should that be made possible? 

We will be very concerned about that, and I think the British public 
will be. Because the major sporting events have a social integration 
value, I think, and if they're only available to a minority of people. 
I think it would be a sad loss for British television. I would like to 
see, therefore, some nonexclusive arrangement. There is nothing 
wrong at all with the satellite service having the sporting events as 
long as the terrestrial broadcaster can also provide the event to the 
entire population, which, of course, we do. We cover 99.6% of the 
country. 

What if I'm a satellite broadcaster willing to pay the holder of the 
sports rights the amount that he's asking and provide advertisers 
with a specialized audience, why shouldn't I have the right to make 
that event exclusive? 

Because there is a public to consider as well, and the public has a 
right to see these events. 

But they can buy a satellite dish and subscribe to a service. 

Not necessarily. There are some parts of the UK where it won't be 
possible to get the proper signals, and we would be very concerned 
about it. I would prefer to see nonexclusivity and collaboration 
between the terrestrial and satellite services. as we've done with 
football coverage with British Satellite Broadcasting. where we 
actually share coverage. There could be other arrangements, but 
certainly I would not wish to see the British public deprived of 
major sporting events. 

Let's turn to the European scene for a moment. You expressed 
some skepticism in comments recently about "European" program- 
ing, despite the fact it's been widely examined and there's a lot of 
expectation about such forms in the EC and other bodies. Why are 
you skeptical? And if it is not possible for a European base to be 
built for television programs, won't national producers have difficul- 
ty competing with Americans, who are amortizing the cost of their 
programing on a much larger base than producers in individual 
nations in Europe? 

What I was suggesting is that I thought there was too much alarm 
over here about the effect of the EC directive, which is a very 
watered -down version of the early proposals for a mandatory 
quota. A figure of 60% was being talked about at some time. It's 
now a majority of the programs "where practical," and I think that 
it will take a long time for American producers to feel threatened 
by this proposition. Indeed, there are so many opportunities now in 

Europe with new channels being developed in all countries, that 
there is a requirement for more programing. This is the home of 
major entertainment programing in the world. You have many 
opportunities in Europe, and I don't think you should feel threat- 
ened. 

Regarding the BBC's library of programs. haven't there been diffi- 
culties in selling it because of the expensive residual agreements 
you have with the equity unions? And is it true that there's been 
some agreement reached with one of the unions which may change 
that? 

Yes, we've made a major breakthrough in the exploitation of our 
programs. Not so much our library, because what we've done is 
changed our residual structure for new programs, so all new 
programs are now on a royalty basis not related to the original fee, 
which was actually a difficult concept in terms of selling. All new 
programs have now changed as far as actors are concerned and 
we're in discussions now with musicians and writers. It's a major 
step forward. 

We will, I'm sure, be able to sell programs from our library as 
we move through the next decade. We've just done a deal, for 
example, with British Satellite Broadcasting. We just sold a pack- 
age of ours to BSB for three -and -a- half -million pounds, $5 million. 
and that's a first use of our library. 
Does that latter deal say something about which side you're betting 
on in the British Satellite TV race? 

No, it doesn't at all, because we are also negotiating film deals 
with Sky. And we're a major member of the consortium set up by 
the European public broadcasters, called Eurosport, which is trans- 
mitted on the Astra satellite [in cooperation with Murdoch's Sky]. 
So we are dealing with all the new competitors in British broadcast- 

fi The core activity of a public 
service broadcaster must be 
authoritative news and public 
affairs programing. That doesn't 
mean that it isn't within a broad 
spectrum of programing. VY 

ing in a way which doesn't conflict with our service to our own 
viewers and listeners. 

The mention of Eurosport brings to mind recent talk of a BBC world 
television news service. Do BBC's plans to any extent conflict, or 
could they complement, the European Broadcasting Union's consid- 
eration of an all- European Euronews service? 

I think it's much easier for a single organization to develop a world 
television news service with its own editorial perspective. We have 
a trusted editorial perspective for our world radio service, and I 

think the BBC therefore as a single editorial voice can put together 
world television news. 

To put together a Euronews service is actually a very difficult 
editorial proposition, simply because there are so many parties, so 
many perspectives about news judgments, about how you finance 
it. I think it's much easier for the BBC to go down this road 
confidently on the back of its world service reputation. 

Eurosport has no editorial kinds of conflicts. It simply is sport, 
which is recorded as available. Many hours of sport are actually 
recorded which are never broadcast by the traditional broadcasters, 
and we record far more hours of sports than we ever are able to 
show, simply because of lack of air time. Now, all European 
broadcasters are in that situation, and it's possible then to set up a 

Eurosport service in this way. 

To what extent does news create the BBC's identity? And in the long 
term, is there some consideration of using news in a changing, 
more competitive media environment, by narrowing the BBC to 
focus more on news? 

No, not at all. What we're asserting is that the core activity of a 
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public service broadcaster must be authoritative news and public 
affairs programing. That doesn't mean that it isn't within a broad 
spectrum of programing that includes popular drama, popular corn - 
edy, and good, high- standard coverage of sports, as well as our 
cultural and educational role. 

News is part of the range of services we provide. But undoubted- 
ly it is a fundamental part of the BBC's role to be respected and 
trusted in its news reporting. and that's why we've invested more 
money in it over the last two years, in contrast to many other 
broadcasters around the world who have cut back on their coverage 
of news and current affairs. That is being shown in the investment 
in news specialist reporting skills, in new equipment, and in the 
development of our overseas offices. 

At the same time, you've gone through a process of cutting staff and 
you've indicated that that process would continue. Where's the 
plateau? What kind of target do you have? 

1 have no kind of end position on numbers at all. I think every large 
organization by definition is always capable of becoming more 
efficient, and I think that is a process which can continue. But we 
have to examine very carefully what is relevant in our organization 
for this new competitive world of the 1990's, and that process of 
examining all our functions, particularly the nonprogram functions. 
will be a serious consideration which we're undertaking at the 
moment. 

We've already reduced by 2,000 jobs over the last two years; 
that is, reducing the kind of housekeeping, the premises, infrastruc- 
ture and the kind of support structures that broadcasters have had. 

Could some further change in the infrastructure be accomplished by 
taking certain segments of the company, for instance, BBC Enter- 
prises, and separating it out, privatizing either all or parts of it? 

" There was too much alarm [in 
the U.S.1 about the effect of 
the EC directive, which is a very 
watered -down version of the 
early proposals. 

It's something that we've had in our mind, that there could be a 

position when we wish to take an equity participation in [Enter- 
prises] and float it. That moment is not now. Enterprises is doing 
very well, it's achieving the targets that we set -$300 million 
turnover by 1991 -it's achieving the strategic objectives that we 
want and, at the moment, we don't wish to share the successful 
company with anybody else. But it's something that we would 
always have at the back of our mind as a strategic possibility. 
Is Enterprises looking for library material, particularly American 
programing of any form? 

No, Enterprises' role is to sell BBC programs. It's not to acquire 
other people's programs to sell. Occasionally, we do it on an 
agency basis with smaller companies. But no, we're not going 
looking for that. 

You wouldn't look to supplement, for instance, with action- adven- 
ture material or things that you might not see much of in the BBC 
library, to enhance what you have? 

Yes, I understand the idea of packaging the materials. It's some- 
times an attractive proposition. It isn't something that we're look- 
ing at seriously, although one could foresee a situation where we 
went into some joint venture with an American partner to jointly 
distribute programs. But I think it will be through a joint venture 
development and not through Enterprises just going out and buying 
a product in order to sell. 

le such a joint venture being discussed at this time? 

Well, we're looking at all possibilities really in collaboration with 
American broadcasters and American distribution companies. 

Contacting companies or initiating discussions? 

We're initiating discussions to see what collaboration we can do. 
I've talked a lot about our concern about sharing the rising cost of 
production through joining these joint ventures and co- productions. 
I think that's a very important part of the future. 

Sharing in our news costs, [as] we've always done with NBC 
around the world, is one example. The collaboration that we have 
on the Arts and Entertainment channel is another. We see all sorts 
of possibilities of the BBC sharing with U.S. partners in the 
project. 

Could a relationship with one of the networks be worked out, not 
just to co- produce for the network schedule but, for instance, in 
ABC's case, because of their involvement in A &E, perhaps to co- 
produce with the network in a joint venture for cable television? 

There are all sorts of possibilities. I think the market is now 
becoming so diverse that all sorts of new possibilities are available. 
With ABC, we have always discussed in terms of Arts and Enter- 
tainment. The most substantial co- production and consistent money 
in co- production is through Arts and Entertainment, so obviously, 
ABC is a key player in that. 

Your background is in finance and planning, which seems quite a 
different route than other director generals have taken coming Into 
this position. To what extent in the current environment is that a 
strength and to what extent a weakness? 

At this particular moment it's a strength for the BBC. We have 
many creative editors within the BBC with program ideas, and as 

we enter a new business environment, a background in resources 
and finance has been a strength for the BBC. That may not always 
be the case, but at this particular moment I think it was helpful. 

And I think that's true around the world. Increasingly. broad- 
casters are facing financial problems, structural problems, changes 
in market conditions and, increasingly, the leaders of broadcasting 
companies are appointing nonprogram makers. 

You've mentioned several times that radio will be a new competitive 
arena. How will BBC radio respond to that? By focusing their ser- 
vices in a more specialized way? 

We already have stream services; we don't have mixed networks. 
We already have a popular music network, a light music network 
and a classical cultural network, and then we have basically a 

speech channel. 
The first change we're going to make is next autumn. In August 

we're going to launch a fifth network which is going to bring 
together our educational and sports commitment and some of our 
world service programs for the first time to British listeners. That 
will be our first strategic move. But we will not be changing the 
nature of the channels because we have considerable listener loyal- 
ty to our services and we think we start from a very, very strong . 
position in it. 

Travelin' man 
Bradley C. Holmes, the new U.S. coordinator and head of the 
State Department's Bureau of International Communications and 
Information Policy, has travel plans set that will take him to 
Europe at the end of January and Asia a month later. He was to 
leave last Saturday (Jan. 27) for London, Bonn and Paris for 
series of bilateral and get- acquainted meetings, and then for 
Brussels for talks with European Community leaders. 

The U.S. unhappiness at the EC's broadcast directive that sets 
a qualified quota on EC members' importation of U.S. television 
programs will be on the agenda in Brussels. International Tele- 
communication Union matters -including the work of the High 
Level Committee now studying structural changes in the organi- 
zation -will be discussed at all stops. 

Holmes is due to return on Feb. 3. Then, from Feb. 16 to March 
4, he will be traveling to Tokyo, Hong Kong, Bangkok and Pat - 
taya, in Thailand, and Singapore. Besides getting- acquainted 
and ITU matters, speeches are on Holmes's trip schedule -at 
Tokyo, where he will address the ITU association of Japan, and 
Pattaya, where he will speak to the Second Southeast Asia 
Telecommunications Conference, sponsored by National Tele- 
communications and Information Administration and U.S. Tele- 
communications Industry Association. 
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Barry bust is broadcast news boom 
Local and national news 
organizations pull out 
stops for story about D.C. 
mayor arrested for drug use 

At 10:17 p.m. ET on Jan. 18, WRC -TV 
Washington interrupted L.A. Law for a 

news bulletin by the station's anchor, Jim 
Vance: Mayor Marion Barry had been ar- 
rested in a downtown hotel for smoking 
crack cocaine. 

The announcement opened the gates on 
an avalanche of news coverage that had 
been waiting to happen for years. Barry 
had long been at the center of rumors and 
official investigations regarding the use of 
drugs and other alleged offenses. But the 
rumors and investigations had come to 
naught, succeeding only in fueling fasci- 
nation with the mayor -a fascination en- 
hanced by the fact he is the mayor of the 
nation's capital. He had been caught in a 

sting operation on a Federal Bureau of 
Investigation agent's videotape smoking 
crack in the presence of the ex -model 
who, as the press would have it, "had 
lured" him to a room in the Vista Hotel. 
All that as Barry was planning to an- 
nounce the start of his campaign for what 
would be an unprecedented fourth term. 
Everything had come together for not only 
the biggest local Washington story since 
the attempted assassination of President 
Reagan, in 1981 -but one of the biggest 
local political stories anywhere. 

On the day after the arrest, the plaza 
outside the U.S. district court where Barry 
was being arraigned on a misdemeanor drug 
charge was filled with media from around 
the world, in a scene that rivaled in confu- 
sion, noise and size some of those played 
out during the court appearances of former 
National Security Council aide Oliver 
North. The Barry story led the network 
evening news shows on Friday. CNN cov- 
ered the story extensively over the week- 
end. Worldwide Television News, with cli- 
ents around the world, said interest in the 
story was widespread, with requests for 
footage from the European Broadcasting 
Union, Washington bureaus of several Eu- 
ropean services, and the Tokyo Broadcast- 
ing System. Newspapers in Colombia - 
where the drug the mayor was said to have 
been using may have originated -played 
the story on their front pages. 

In Washington, naturally. the story was 
played with gusto by all of the local media, 
as reporters, photographers, producers, 
news executives and editors ran on adrena- 
line and competitive zeal, putting in long 
hours and devoting acres of newsprint and 
hours of radio and television time to the 
story. As more than one news director said, 
the story was critical to the city. "What 
will happen to it ?" asked WUSA -TV vice 

Washington Mayor Marion Barry on his way to his arraignment. WUSA(TV) photo. 

president for news David Pearce. Who 
will run it?" And if the story ever showed 
signs of wearing out, there was the Jesse 
Jackson angle to exploit. Would he -now 
that Barry was being counted out as a can- 
didate for reelection -enter the race for 
mayor? There was about it all a touch of the 
frenzy of "The Front Page." 

The three network television affiliates in 
Washington extended their II p.m. news- 
casts on the night of the "bust" well past 
the normal 11:30 p.m. cut off: WRC -TV did 
not quit until 2 a.m. Friday. WTTG1TVt, the 
major independent in the market, found the 
story tailor -made for its ongoing City Un- 
der Siege series on crime and drugs. which 
runs from 1 I to I1:30 p.m., following the 
10 o'clock news. The affiliates all preempt- 
ed 'regular Sunday morning programing -a 
cystic fibrosis telethon, in the case of ABC 
affiliate WJLA -TV -to carry the appearance 
of the mayor and his wife at their church, 
when Barry announced he would seek help, 
without specifying the nature of the prob- 
lem requiring treatment. For four days, it 
seemed, the local stations' news operations 
were concerned with little else than the 
Barry story and its sidebars. And that expe- 
rience demonstrated anew the importance 
of sources -make that reliable sources - 
and the risks as well as the benefits of being 
driven by competition. 

For there were examples of quality work, 
as well as of stories being aired without 
sufficient checking. (There were occasions 
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when a correspondent corrected the report 
of a colleague that had aired earlier in the 
newscast.) And the sum total of the report- 
ing probably left some viewers confused, as 
one station tried to knock down the "exclu- 
sives" of another. And then there were the 
bragging rights that were claimed. WRC -Tv 
sent out a press release claiming to have 
broken the story. WL'SA -TV's Pearce said 
his crew "owned the story." And Bob 
Reichblum, WJLA -TV news director, took a 

position above that battle: "We take the 
position that it is more important to get the 
facts. not worry about the fax. We were 
informing viewers, not faxing press re- 
leases." 

WRC -TV's claim to have broken the story 
was not challenged. Susan Kidd, co- anchor 
of the station's 5 o'clock news, received a 

call at home at 8:30 p.m. from what Bret 
Marcus. WRC -TV News director, describes 
as "a very high -level source" who said the 
mayor had been arrested smoking crack at 
the Vista. "She called the assignment 
desk," Marcus said. "They called me. And 
everyone started assembling." Marcus was 
unwilling to go with such a story without 
confirmation, and that was obtained -from 
police on the scene at the Vista and a Jus- 
tice Department source. So about 75 min- 
utes after the first tip, Vance was breaking 
into L.A. Law. 

By that time, other news media were 
getting tips of their own. (Radio was not 
being left out of the story. WAvA -FM's Rick 



Leary reported the mayor's arrest "as ru- 
mor "-on the basis of a telephone call -at 
about 10 p.m. Later in the hour, after an- 
other phoned -in tip, he was reporting it as 

fact.) And soon, the Vista, police headquar- 
ters, FBI headquarters and other strategic 
locations were swarming with television 
crews and correspondents. (As an indica- 
tion of the effort being mounted, WUSA -TV 
deployed IO crews.) WRC -TV's Tom Sher- 
wood, showing enterprise, managed to 
reach the seventh floor of the Vista, where 
the sting had occurred, by renting a room 
on that floor. His room key got him past 
police lines. And the video camera smug- 
gled in a shopping bag enabled him and a 

colleague to capture pictures -but only of 
an empty corridor: thin gruel, but more than 
anyone else had of the scene. 

Of all the reporters on the story, the only 
one to have had access to Barry-and it 
came at the mayor's invitation -was 
Vance. A recovering addict himself, Vance 
was asked by the mayor, at about 5:30 p.m. 
on Saturday, to drop by his house to 
talk." Vance said on the air later that eve- 
ning he had gone both as a compassionate 
human being with experience to share" and 
as "a journalist with information to gather 
and report." His boss, Marcus. said he saw 
no conflict of interest in the Vance mission; 
indeed, he said he was "proud" that Vance 
had accepted the invitation. Vance did not 
disclose how much of his "experience" he 
shared with Barry. But he was the first and 
only journalist able to cite the mayor as the 
source of a report that he would announce 
on Sunday morning his decision to seek 
help. (The early Sunday edition of The 
Washington Post was already reporting that 
Barry planned to make that announcement, 
but it was quoting unnamed sources.) 

Pearce's claim that WUSA -TV "owned" 
the story was based in part on the reporting 
work of Bruce Johnson, who has covered 
the District building for years, and Mark 
Feldstein, an investigative reporter who has 
acquired a solid reputation for the stories he 
has broken that have embarrassed the Barry 
administration. But some of their work last 
week did not go unchallenged. 

Johnson and his crew, for instance, man- 
aged by Sunday to have located the woman 
in the case, Hazel "Rasheeda" Moore, in a 

northern Virginia hotel where she had been 
secreted by the FBI. And the crew managed 
some hurried pictures as she was driven off 
in a squeal of tires and a cloud of dust. But 
then there was the additional information he 
provided-credited to unnamed sources - 
that the FBI had taken Moore on a shopping 
spree at taxpayers' expense and that the 
videotape of her encounter with the mayor 
showed them having sex. WJLA -TV's Gary 
Reals, on Monday, after checking with his 
sources, said reports of the shopping spree 
and sex were incorrect. WRC -TV and the 
Post were also disputing the sex -on -tape 
report. But: "We stand by our story," said 
Johnson's producer, Jody Small. 

As an indication of the dangers reporters 
faced in striving to beat the competition 
without straying from the facts, there was 
Feldstein's report, on the 11 o'clock news 
on the night of the arrest. He said that Barry 
had not been the target of the sting. that he 
had simply stumbled into a trap set for 

someone else. Later in the newscast, how- 
ever, Johnson, who had been working the 
phones, produced a report that accurately 
described the operation as one that had tar- 
geted the mayor. 

Then there was the bizarre hoax involv- 
ing a more -or -less look -alike Barry. After 
the mayor and his wife on Monday landed 
at West Palm Beach, Fla., and he had en- 
tered the Hanley -Hazelden Center for treat- 
ment of substance abuse. Effie and a man 
with a raincoat draped over his head 
boarded an airplane bound for New York 
by way of Atlanta. The man, it later turned 
out, was a Barry bodyguard. But the aim, 
apparently, was to create the impression 
Effie was in the company of her husband. 
And WJLA -TV and WRC -TV were taken in, 
for a time, by the ruse. 

WJLA -TV's Susan King, basing her re- 
marks on information provided by a report- 
er in West Palm Beach who was serving 
WJLA -TV through the Conus news coopera- 
tive, said, "There are reports the mayor 
is...on his way home...." And WRC -TV an- 
chors and reporters were. if anything, more 
definite in their reporting of Barry's im- 
pending return to Washington. WusA -Tv 
had not sent a crew to follow Barry and 
stayed away from the lure -though it did 
report that several news organizations. in- 
cluding WJLA -TV and WRC -TV, had taken it. 

WJLA -TV and WRC -TV had caught up with 
the facts in time for their 6 p.m. news 
programs. But Reichblum did not acknowl- 
edge error. He said there had been "specu- 
lation" by the station in West Palm Beach 
that was serving WJLA -TV and that there had 
been "conflicting reports" about Barry's 
whereabouts. WRC -TV's Marcus was un- 
equivocal: "We fell for it." But he dis- 
missed the significance of the incident. "In 
the grand scheme of things," he said, "it's 
not important." He described the hoax as 

"a prank," presumably perpetrated by 
Mrs. Barry. 

Considering the enormous time and ef- 
fort the television stations invested in the 
Barry story. the word out of the black com- 
munity-at least some of that community - 
cannot be pleasing to the journalists in- 
volved. Kathy Hughes, who conducts a 

popular talk show on black- oriented WOL- 

(AM), offered a tough critique. based on the 
comments of her callers. "There has been 
too much (coverage]; it's been too exten- 
sive." she said. "There was no other story 
for several days. It was like the city stood 
still. The invasion of Panama was a big 
story, but it wasn't the only one reported." 

And it wasn't only the amount; the quali- 
ty apparently did not appeal to Hughes's 
listeners either. The television crews, she 
said, "were chasing cars. photographing 
exhaust fumes and closed hotel corridors." 
She called it "news coverage for the sake 
of news coverage." And Hughes, who says 
she knows and respects many of the jour- 
nalists she has seen on the Barry story, 
indicated she was talking more in sorrow 
than in anger. "Reporters who have report- 
ed for years," she said, "have been re- 
duced to chasing ambulances." 

Things may quiet down on the Barry 
story, somewhat and temporarily. Barry is- 
sued a statement asking for the media's 
consideration during his stay at the Hanley - 
Hazelden Center. He asked that. for the 
sake of his privacy and that of others being 
treated, "the media back away from this 
center." 

The three Washington network affiliates, 
at least. indicated they had no intention of 
staking out the place. They can now turn to 
coverage of other things that concern 
Hughes's listeners. -t.z 

Full court press. Walter Cronkite and Mary Tavon are shown on the set of Assign - 
ment Courthouse, a 30- minute educational video hosted by Cronkite and designed to 
help journalists better understand and cover New York's court system. Tavon was the 
executive producer of the video, which features appearances by judges, print journal- 
ists and radio and TV journalists. The video was produced for the New York State Bar 
Association and the New York State Broadcasters Association and will be distributed 
to New York journalists and journalism professors. 
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WOMAN IN THE NEWS 

NTIA's Obuchowski: hoping to make a difference 
Agency's new head is anxious to 
help drive U.S. to forefront 
of international communications 

Earlier this month, Janice Obu- 
chowski, the head of the National 
Telecommunications and Informa- 

tion Administration, held a news confer- 
ence to announce a major inquiry to search 
for ways the country's telecommunications 
infrastructure can be improved and its com- 
petitive position, internationally, strength- 
ened. A couple of days later, she promoted 
the inquiry in a speech to a practically sold - 
out luncheon meeting of the Federal Coin - 
munications Bar Association. A month ear- 
lier, Obuchowski had announced NTIA's 
first review in its 1I -year history of the use 
and management of the radio frequency 
spectrum. Coming up next month is the 
announcement of another major inquiry, 
this one on the effects of media globaliza- 
tion on the U.S.'s domestic mass media 
policies. Obuchowski, it seems, wants to 
make a difference. 

That is not always easy in her job. The 
titles are grand -assistant secretary of 
Commerce for Communications and Infor- 
mation and administrator for the National 
Telecommunications and Information Ad- 
ministration. And the person holding them 
serves, through the Secretary of Corn - 
merce, as the President's principal adviser 
on telecommunications policies. Still, the 
legislation creating the post does not pro- 
vide it with much power. The agency can- 
not take away a broadcast station's license 
or adopt a common carrier policy. And 
some who have administered NTIA during 
its relatively short life have been content to 
hold the reins loosely and preside over an 
agency with a shrinking budget and dimin- 
ishing influence. Others have used the job 
as a kind of bully pulpit -to give speeches, 
file comments with the FCC, lobby Con - 
gress-in an effort to influence policy. Obu- 
chowski obviously falls in the latter group. 

Obuchowski is engaged in a variety of 
tasks beyond the inquiries. Along with the 
State Department and the FCC, NTIA is 
involved in an effort- through an interna- 
tional committee -to modernize the struc- 
ture of the International Telecommunica- 
tion Union. As part of the Bush 
administration, she is helping to carry the 
flag of privatization and free -market philos- 
ophy to Eastern Europe, as countries there 
shuck the trappings of communism and 
look to the West for guidance in revitalizing 
their economies and in moving toward de- 
mocracy. Last month, as part of that effort, 
Obuchowski accompanied Secretary of 

NTIAs Janice Obuchowski 

Commerce Robert A. Mosbacher to War- 
saw (where her name may have enhanced 
the credibility of the American delegation) 
for talks with the minister of communica- 
tions. Next month, it will be Pattaya, Thai- 
land, where she will co -chair a meeting of 
the Association of Southeast Asian Nations 
on telecommunications. And so on. 

Obuchowski, who is 38, arrived at her 
present post five months ago as the daugh- 
ter of a Connecticut mill town (Manchester) 
who abandoned the Democratic politics of 
her family for the Republican party of Ron- 
ald Reagan in the early 1980's. Like others 
who have made that political shift, she says 
it was the Democratic party -not she -that 
changed. "I never left the party's bedrock 
principles," she says. She also thinks the 
Republicans had "the right answers" to the 
economic questions confronting the nation. 
Whatever the reason, the ideology and ca- 
reer moves were in sync. She was practic- 
ing antitrust law in Washington when she 
joined the FCC of Democratic Chairman 
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Charles D. Ferris in 1980. Over the next 
several years, she held increasingly impor- 
tant jobs in the Common Carrier Bureau 
before moving into the chairman's office as 
adviser to Mark Fowler on telecommunica- 
tions and international communications is- 
sues. And in 1987 she left the commission 
for the private sector -briefly, as it turned 
out -when she joined NYNEX as executive 
director, international affairs. Mosbacher 
apparently picked Obuchowski for the 
NTIA post on the basis of an interview after 
"several people" -she is not more specif- 
ic- recommended her for the job. "I have 
only Secretary Mosbacher to thank," she 
says. "I hadn't even thrown my hat in the 
ring." 

Trying to pigeonhole Obuchowski ideo- 
logically is not easy. And factoring her 
husband into the mix only complicates 
things. Albert Halprin, who was chief of 
the commission's Common Carrier Bureau 
during her tour in the chairman's office and 
who is now practicing communications law 



with the Washington firm of Verner Liipfert 
Bernhard McPherson & Hand, is known as 
a classic free- enterprise, free- marketer who 
thinks of government more as part of the 
problem than the solution. In those re- 
spects, he seems to be an ideological twin 
of Fowler's. And Obuchowski speaks of 
Fowler as "a visionary" whose views on 
competition and privatization are being 
copied "all over the world," including 
Eastern Europe. ( Obuchowski, incidental- 
ly, has filed a "recusal statement" with the 
Commerce Department's general counsel 
designed to guard against conflict of inter- 
est problems her husband's practice might 
create. So far, it has cost him some busi- 
ness.) Still, Obuchowski does not seem a 

carbon copy of either. 
True, she says that, given her choice 

between regulating market entry by govern- 
ment or by competition, she would choose 
the latter. Like Fowler she supports the idea 
of auctioning and leasing spectrum. And 
globally speaking, she is also a free- market- 
er. (More about those matters later.) But at 
the news conference where she announced 
the inquiry into the use and management of 
the spectrum, Obuchowski said auctioning 
or leasing spectrum appeals "to the popu- 
list" in her. More importantly, she has 
made it clear she does not shrink from the 
exercise of government power. At a sympo- 
sium in Washington in November spon- 
sored by the American Bar Association's 
section on public utility law, she said that 
the court- imposed ban on the provision of 
information services by the Regional Bell 
Operating Companies "had not been a bad 
thing -it created circumstances for equal 
access." (The Bush administration has yet 
to establish its policy on whether to seek the 
lifting of the ban.) 

And as for her specific responsibility at 
NTIA, she said in an interview: "My pre- 
occupation is with the role of this country in 
the world's [telecommunications] market- 
place. And while we're doing well in abso- 
lute terms -we have a big chunk of the 
market -we are not doing as well in rela- 

tive terms; others are gaining on us. So my 
preoccupation is not with promoting one 
approach -which would be, in Mark 
Fowler's case. competition -but rather 
with our looking at our relative role in the 
world, and seeing what we in government 
can do to promote it. Competition and de- 
regulation are a big part of the cure. But 
there are other medicines in the medicine 
cabinet we in government ought to be tak- 
ing a look at, too." She said, for instance, 
that government can set goals, like univer- 
sal telecommunications service, and adopt 
policies to reach them, or take up the cud- 
gels of advocacy for American industry 
abroad. 

There is another aspect of the Obu- 
chowski style worth noting. In looking for 
answers to the problems she feels NTIA 
should help solve, she is not reluctant to 
consider ideas the telecommunications es- 
tablishment might consider disturbing. 

In the inquiry on spectrum management, 
for instance, NTIA asks for comment on 
proposals that the government, instead of 
dividing the spectrum into blocks dedicated 
to specific services, auction or lease the 
spectrum -the so- called "market" ap- 
proach. It also asks for comment on ideas 
designed simply to raise money for the gov- 
ernment -the levying of fees on spectrum 
use, as in Canada. And in the inquiry aimed 
at improving the country's telecommunica- 
tions infrastructure. NTIA asks the basic 
question of whether the historic definition 
of "universal" service -POTS (Plain Old 
Telephone Service) -should be expanded 
to include the additional services made 
available by advancing technology. It also 
opens what broadcast and cable interests 
consider a Pandora's box. with questions 
generated by the development of end -to -end 
fiber optic technology and broadband 
switching that makes possible the offering 
not only of video programing but of new 
interactive video services. 

The upcoming inquiry on media global- 
ization promises to raise some interesting 
questions also, if Obuchowski's comments 

Drop -in's dropped 
A concerted effort by the television broadcasters effectively killed a 1980 FCC 
proposal to shoe -horn in scores of new VHF stations years ago, but it was not until this 
month that the FCC officially pronounced the proposal dead. 

Prior to the FCC's Jan. 11 open meeting, FCC Chairman Alfred Sikes announced 
that the VHF "drop -in" proposal was among 15 "stale" proceedings the FCC had 
voted to terminate. The FCC has "cleaned house," said Sikes. The public has a right 
to timely action on proposed changes in our rules and policies," he said. "lf the 
commission is unable to act in a timely fashion on the basis of the record before it, the 
proceeding should be terminated so that public uncertainty is eliminated." 

Bill Johnson, deputy chief of the FCC Mass Media Bureau, said there is no longer 
any interest in resurrecting the idea of expanding the number of VHF stations. It has 
been "superceded" by the need to reserve spectrum space in the VHF and UHF band 
for the broadcasting of high- definition television, he said. 

David Donovan, vice president for legal and legislative affairs, Association of 
Independent Television Stations, applauded the issuance of the official death notice. 
Independent stations vigorously opposed the VHF drop -in on economic and technical 
grounds, he said. "We were happy to see it closed out." 

The FCC terminated seven other mass media proceedings, including a 1985 notice 
of inquiry aimed at expanding the scope of the distress sale policy, which allows 
licensees that run afoul of FCC rules to sell stations at below- market value to a minority 
to avoid revocation proceedings. The constitutionality is under review by the Supreme 
Court (BROADCASTING, Jan. 15). 
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Two down 
As expected, the FCC approved at a 
closed meeting, settlements in two 
more comparative renewal cases in- 
volving stations of RKO General, 
which is under pressure to divest all of 
its stations as a result of a finding that 
it violated FCC rules. Adams Commu- 
nications is purchasing WHBO -TV Mem- 
phis for $39 million, of which RKO will 
receive $25.35 million and eight chal- 
lengers will share $13.65 million. Ack- 
erley Communications is buying WAX- 

Y(FM) Fort Lauderdale, Fla., for $21 
million. RKO will get $12.6 million; four 
challengers will split $8.4 million. 

on the project are any guide. For openers, 
there is the question of how the emergence 
of media companies with interests around 
the world affect the FCC's rules barring 
networks from ownership and syndication 
rights in the programing they purchase. 
And that ties into the question of how glob- 
alization affects "the commitment to local- 
ism." She noted that there is concern that 
the purchase of a station by "a Rupert 
Murdoch" would adversely affect its com- 
mitment to the local community. But for 
her part, she said, "I've not bought into 
that fear." 

Indeed, Obuchowski said that, "in the 
end, the net positives will exceed the nega- 
tives." For she looks at the issue through a 
global lens, not one fashioned in Manches- 
ter, Conn., where the Manchester Evening 
Herald has been taken over by a chain and 
now spends little energy on local issues. 
"We're strong in mass media," she said, 
"so to the extent the media business is 
opening up worldwide, with companies op- 
erating everywhere, it will probably be a 
net plus for us to be able to operate in a 
more open European market, even a more 
open Asian market. We have strength in 
programing. We have a lot of know -how 
about broadcasting. So in the end, all the 
openness around the world will operate to 
the benefit of the American globalized cor- 
poration." 

There may be more to Obuchowski's up- 
ward mobility even than drive and ideas 
and energy. She has a knack for making 
important people- including those on Capi- 
tol Hill -like her. There was, for instance, 
the statement that Senator James A. Exon 
(D -Neb.) made in introducing her as she 
was about to testify at an NTIA authoriza- 
tion hearing in November. Such statements 
are normally polite and friendly. This one 
seemed a touch more: "NTIA's mission is 
an ambitious one. We are lucky to have 
someone in charge of this post who is 
knowledgeable, competent and a pleasure 
to work with. As a former senior official at 
the FCC, an executive of a major U.S. 
telecommunications company and now ad- 
ministrator on NTIA, Ms. Obuchowski has 
the breadth of experience and talent that we 
need in this role. I look forward not just to 
hearing her testimony here this morning but 
also to working with her in the future." 

Such endorsements can only help her 
make a difference. -u 



Communications Act: There'll be some changes made 
Speakers at Center for Communication 
breakfast see need arising in 
near future to alter 1934 law 

The occasion was meant to deal with the 
press, politics and the First Amendment, 
but three speakers used it to favor or predict 
(in the words of NBC President Robert 
Wright) "a completely new look at the 
Communications Act of 1934." Although 
Congress appears "not interested in enter- 
ing the fray," in Wright's view, there is 
now "no real 1990's public policy to deal 
with spectrum issues." 

The NBC president was serving as host 
to a breakfast sponsored by the Center for 
Communication, and featuring Leonard 
Garment (Dickstein, Shapiro & Morin) and 
Floyd Abrams (Cahill Gordon & Reindel). 
Remarked the latter: "We live under a 
Communications Act that was drafted for a 
different country.... The time will come 
when we have a new one." Added Gar- 
ment: "The changes [in communication] 
are so inevitable that something will be 
done." 

Abrams struck an optimistic posture in 
regard to First Amendment matters. The 
laws having to do with freedom of the press 
have all changed, leaving us now "in a 
mopping up time," he said. "Prior restraint 
is dead "; the press, including broadcasting 
and cable, are not about to be told what 
they can publish. The fairness doctrine is 
no more, he said, and there are fewer con- 
trols over what a broadcaster can publish. 
(Abrams later excepted indecency from his 
sanguinity. That dilemma will be at center 
stage in all media for years to come, he 
said, noting the movement in law schools to 
ban hate speech.) 

Abrams has recently been caught up in a 

First Amendment controversy of his own, 
having taken on representation of telephone 
companies in their bid to be allowed into 
media as information carriers -an initiative 
opposed by Abrams's earlier clients, in- 
cluding The New York Times and the Amer- 
ican Newspaper Publishers Association. 
"My clients approved," he said, "but 
when things get hot, that doesn't mean any- 
thing." Abrams predicted that "the die is 
cast in those cases to this extent: the tele- 
phone companies will be involved in a wid- 
er range of activities than now; people will 
have to make peace with that." 

Abrams told the Center for Communica- 
tions forum that future First Amendment 
struggles will be concerned less with con- 
tent issues than structural ones, such as the 
question raised by the financial interest and 
syndication rules (dictating who can own 
programs and distribute them) and by the 
telco entry dispute. 

But if the issues have changed, so has the 
public's attitude toward the press, Abrams 
said. The "Front Page" image of journal- 
ists portrayed them as "fun, romantic and 
not important." Since then the role has 
changed to romantic and savior (as in 
Woodward, Bernstein and Redford) to irre- 
sponsible and villainous, to, most recently, 

just another part of the corporate culture. 
The expanding international character of 

the press also will lead to more challenges 
by laws governing the behavior of Ameri- 
cans abroad. The International Herald Tri- 
bune comports itself by the laws of France, 
he said, and television will face even more 
difficult adjustments as it extends its reach 
around the world. 

Garment, too, expressed qualified opti- 
mism over the protracted conflict between 
government and the media. He character- 
ized that relationship as one of mutual de- 
pendence and mutual hostility marked by 
occasional armistices. The main obligation 
of the government is to disclose only what 
best suits the governors. he said. while the 

main obligation of the media is to dig. In 
general terms, Garment said, the govern- 
ment is ahead in its contest with the press; it 
has managed to contain it. His sympathies, 
however, lie with the press, he said, citing 
the simple indignity, and difficulty, of hav- 
ing reporters' phone calls unreturned. 

Cable, he said, is revolutionizing poli- 
tics, pointing out -in addition to the medi- 
um itself -all the magazines and newspa- 
pers to which it has given rise. Garment 
noted that only I0 -15% of the country is 
interested in politics, and said that audience 
is consolidated by cable -particularly by 
CNN and C -SPAN. It is a circumstance he 
called a "looming event" for the coun- 
try. -Dw 

Ad attack 
The National Association of Broadcasters, American Advertising Federation and 
Florida Association of Broadcasters are among a number of media groups opposing a 
proposal by the Florida Bar Association to impose restrictions on lawyer advertising. 
The FBA proposal, filed with the Florida Supreme Court, would ban the use of 
endorsements or testimonial advertising, as well as the use of dramatizations. Another 
provision would require a disclaimer not required in print advertising. 

The Miami law firm of Leibowitz & Spencer, in a brief filed in behalf of media groups, 
told the Supreme Court that the effect of the proposed restrictions would be substan- 
tially to "reduce or eliminate the use of radio and television by lawyers." And "since 
radio and television are the most effective advertising media," the firm added, "we 
believe this dramatically reduces the public's ability to learn about the judicial system 
and access to ìt." 
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USTA study shows 
cable rates up 68% 
between 1986 and '89 
NCTA calls study 'inaccurate 
and deliberately misleading' 

The telcos are turning the heat up on cable. 
Last week, the United States Telephone 
Association released the results of a cable 
rate survey that claims basic cable rates 
nationwide rose 68% from 1986 through 
late 1989. USTA reported on rates in each 
state and distributed the results to local and 
national press across the country and to 
Congress. 

By attacking cable on rates, USTA hopes 
to convince Congress to eliminate the telco- 
cable crossownership prohibitions, enabling 
telephone companies to offer video services 
in their franchise area. Among the findings 
that were hotly disputed by the National 
Cable Television Association were the indi- 
vidual state rate hikes cited. For example: 
Alabama, 55 %; Arkansas, 60 %; Arizona, 
65%; Iowa, 69 %; Missouri, 71 %; Tennes- 
see, 74 %; Illinois, 76%; Texas, 79%; 

Maine, 85%; Michigan, 87%; Virginia, 
102 %; Maryland, 109 %, and Delaware, 
112%. There were no decreases, and Alas- 
ka registered the smallest increase, at 2 %. 

NCTA spokesman John Wolfe called the 
USTA study "inaccurate and deliberately 
misleading." He claimed that their 1986 
figures are actually based on rates changed 
in 1985. USTA's Gerard Lederer said the 
information is "timely. We believe the in- 
formation is very good." USTA obtained 
the 1989 figures by phone late last year by 
polling cable operators in various cities 
from each state. 

According to a General Accounting Of- 
fice survey released last year, there was a 

29% increase in basic rates from October 
1986 to October 1988. But USIA said its 
study offers "insight into cable rate in- 
creases through' 1989." 

Wolfe also criticized USIA for failing to 
take into account the collapsing of tiers. 
"Apparently, USIA feels it is more quali- 
fied to assess and analyze cable rates than 
the GAO or Bureau of Labor Statistics," he 
said. 

This is not the first time USIA has 
looked at cable rates. The association pre- 
pared a survey of rate hikes in 20 states 
represented by members of the Senate 

Commerce Committee and supplied the in- 
formation to the senators prior to last No- 
vember's cable oversight hearings held by 
the Communications Subcommittee. NCTA 
also questioned the validity of those num- 
bers. As one cable television industry 
source noted, "This irresponsibility only 
throws into further question the credibility 
of USIA." 

A release attached to the USTA survey 
argues that telco entry would benefit con- 
sumers. "With increasing public concern 
surrounding the quality, reliability, delivery 
and cost of cable TV, a local telephone 
company offering cable would create the 
type of competitive marketplace that would 
lead to higher quality and more widely 
available cable service being delivered at 
competitive prices. USIA endorses full 
competition in the provision of cable ser- 
vice, leaving no interested provider out, 
including telephone companies." 

The USTA release also urged reporters to 
contact their mayor's or city council's of- 
fice or cable franchising authority with any 
questions about cable. "You can even call 
your local cable company to see if local 
rates match what is happening around the 
country," suggested the telephone associa- 
tion. -KM 

TCI plans to launch demi -DBS service 
Proposal would beam 10 channels 
to one -meter home dishes; 
company would be owned by 
group of six other cable 
operators and use Satcom K -1 

Tele- Communications Inc. last week began 
unveiling the plans (and the rationale) for a 

I0- channel satellite broadcasting service 
that a TCI -led consortium of cable opera- 
tors and GE Americom hopes to begin pro- 
viding by the end of this year. 

Speaking before more than 300 retailers 
of home satellite equipment at the Satellite 
Broadcasting and Communications Associ- 
ation convention in Las Vegas, Bob Thom- 
son, TCI vice president, government rela- 
tions, said the planned $100 million service 
would beam seven superstations and three 
pay -per -view channels via GE Americom's 
Satcom K -1 to subscribers with one -meter 
dishes. 

Thomson said he was not prepared to 
announce full details of the service because 
the contracts solidifying the joint venture 
had not yet been completed, but he dis- 
cussed the reasons for TCI's involvement 
and he assured the dish retailers that they 
would have a role in installing and main- 
taining the home reception gear and market- 
ing the service. 

Thomson later told BROADCASTING that 
if all goes well, a formal announcement 
with more details would be made this week. 

Aside from GE Americom, TCI's pro- 
spective partners in the joint venture in- 
clude several of the nation's largest cable 
operators -Time Warner, Cox Cable, 
Comcast, Continental, Newhouse Broad- 
casting and Viacom Cable. 

Judging by the service's proposed pro- 
graming lineup, it is intended primarily to 
supplement cable service. In addition to three 
PPV channels, it will comprise seven broad- 
cast signals that are already widely distribut- 
ed via cable: WTBS(TV) Atlanta; WGN -TV Chi- 
cago; WPIX(TV) and WWOR -TV, both New 
York; WSBK -TV Boston; KTLA(TV) Los Ange- 
les, and KTVU(TV) San Francisco. 

Thomson was silent on whether the joint 
venture would create its own PPV channels 
or use one of the established services. If it 
goes the latter route, the best bet is that it 
would opt for Viewer's Choice, whose 
owners include six of the K -1 partners: Via- 
corn, Time Warner, Cox, Continental, 
Newhouse and Comcast. 

According to Thomson, plans now call 
for charging subscribers a one -time installa- 
tion charge and a monthly fee, which will 
cover programing and the lease of the re- 
ception equipment. 

Thomson said the service is "experimen- 
tal" and intended to provide a transition to 
a "true" direct broadcast satellite (DBS) 
service. "It could be an important step for- 
ward into making DBS a reality in the Unit- 
ed States," he said. 
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"True DBS," as Thomson used the 
term, would employ high -power satellites 
capable of delivering signals to homes with 
one -foot parabolic or flat -plate antennas. 
GE's Satcom K -1 is a medium -power satel- 
lite, requiring reception antennas at least 
one meter in diameter. 

TCI, through its Tempo Satellite subsid- 
iary, is an applicant for a DBS system. 
However, the Media Access Project has 
challenged TCI's fitness to hold any kind of 
broadcast license, arguing that a $35 mil- 
lion antitrust judgment against it in connec- 
tion with a Jefferson City, Mo., franchising 
proceeding was disqualifying. 

Ticking off the reasons for TCI's interest 
in satellite broadcasting, Thomson said it 
would permit TO to offer additional pro- 
graming services and, possibly, high -defi- 
nition television, which requires more 
bandwidth than conventional channels, 
without rebuilding its system to increase 
channel capacity. 

The pressure from Washington policy - 
makers to keep rates down is a "disincen- 
tive" to cable companies' making "sub- 
stantial improvements in channel capacity. 
We don't know if we will be able to recover 
the cost," he said. 

Some of the proposed HDTV systems are 
not spectrum efficient, he said. "It would 
be difficult for cable systems as they exist 
today to deal with them." 

Thomson said the K -1 service will also 



permit TCI to dabble in PPV. Although 
PPV will "someday" be a business, he 
said, "it is not at all clear it will be appro- 
priate to carry PPV over cable because of 
the channel capacity and bandwidth re- 
straints." 

Thomson said satellite broadcasting can 
also extend the reach of cable. "We have 
always been searching to find ways of 
transferring cable's economy of scale to 
rural areas that cannot be served by cable," 
he said. 

Thomson said it is the joint venture's 
intention to sell its service to cable and non - 
cable subscribers alike. And, he said, it 
believes the best vehicle for doing that is 
through established retailers of home satel- 
lite equipment. 

The most efficient way" to deliver the 
service to cable subscribers and non -cable 
subscribers "is through dish dealers...as in- 
stallation contractors, as agents for the sale 
of the programing and...for marketing and 
promoting the service," he said. 

ICI does not want to get involved in the 
selling or warehousing of satellite equip- 
ment, he said. The venture "cannot suc- 
ceed if we have to go out and set up an 
entirely different infrastructure...and have 
cable people who are interested in maintain- 
ing cable systems and selling cable service 
involved in trying to market an entirely 
different business," he said. 

Over the past decade, the dish dealers 
have sold some three million home earth 
stations, which typically have a 10- or 12- 
foot dish and retail for around $2,500. Most 
of the dishes are capable of receiving sig- 
nals from C -band (4 ghz) satellites only. 
but a growing number can also pull in Ku- 
band (12 ghz) satellites such as Satcom K- 
l. 

Some 650,000 of the dish owners have 
acquire descramblers, enabling them to 
subscribe to the many cable programing 
services that have scrambled their satellite 
signals. (Another few hundred -thousand re- 
ceive the scrambled cable programing with- 
out paying by using illegally modified "pi- 
rate" descramblers.) 

The K -1 project should not hurt sales of 
large dishes -the dealers' bread and butter, 
according to Thomson. In fact, he said, it 
could spur such sales. Someone who comes 
in to sign up for the K -1 service may end up 
buying full -size dishes to avail themselves 
of all the programing available off the satel- 
lites, he said. 

The joint venture's decision to involve 
dish dealers in the satellite broadcasting 
project may be motivated by political as 
well as business concerns. 

TCI is well aware that the cable opera- 
tors' plans to take a prominent position in 
satellite broadcasting, a medium that was 
long envisioned by policymakers as a po- 
tential competitor to cable, could exacer- 
bate cable's already precarious political 
situation in Washington. Alarmed by what 
they see as cable's abuse of its local mo- 
nopolies, Congress and the FCC are mov- 
ing to reregulate cable to one degree or 
another. 

By including the dish retailers in their 
plans, the cable operators may be heading 
off opposition from a group that has caused 
trouble for cable in the past. 

Thomson also said it is not TCI's goal to 
"take over" true DBS service in the future. 
"Even if we desired to do so, it would not 
be possible," he said. TCI is only one of 
several companies that have applied to 
launch DBS systems, he said. 

Representatives of the dish dealers in pri- 
vate meetings have urged the K -1 partners 
to use General Instrument's Videocipher II 
scrambling system, which has established 
itself as the de facto standard in cable and 
the home satellite industries, Thomson 
said. "The case has been strongly made 
that instituting a second decrambler for a 
project of this magnitude would have ad- 
verse consquences for this industry," he 
said. 

Nonetheless, for reasons he did not make 
clear, Thomson said the K -1 has yet to 
settle on a scrambling system and is, in 
fact, considering several systems. One of 
the other systems ICI is looking at is Scien- 
tific- Atlanta's B -MAC, which is used ex- 
tensively in private business networks and 
closed -circuit television. -HAJ 

NRB faces 
`rocky points' 
on convention eve 
Religious broadcasters lose 
some members in transition from 
scandals to tougher ethics; 
Bush to address annual gathering 

"The most traumatic years in the history of 
religious broadcasting...have spawned an 
adjustment period," said National Reli- 
gious Broadcasters Association President 
Jerry Rose on the eve of NRB's annual 
convention Jan. 27 -31 in Washington, a 

meeting this year circumscribed by the for- 
ward- looking theme, "Looking Unto Jesus 
for a Decade of Opportunity." 

If that transition is toward new opportu- 
nities, it is also away from scandals sur- 
rounding the conduct of the association's 
once most prominent members, Jim Bakker 
and Jimmy Swaggart. And on the heels of a 
court decision limiting members' fund -rais- 
ing activities, and of a large broadcast 
group leaving NRB, Rose conceded: "For 
the next two or three years, there will be 
rocky points." 

In addition to the battle NRB members 
are waging to win back disaffected viewers 
and listeners, the association continues its 
internal battle to reduce what televangelist 
Pat Robertson last year called "guilt by 
association" with Bakker and Swaggart. 
That holy war of sorts began in 1988 when 
the NRB adopted a code of ethics that re- 
quires, among other things, full financial 
disclosure by about 40% of its members - 
those which are, due to their status as non- 
profit organizations, said Rose, accountable 
for how they spend public money. A "no- 
nonsense executive committee" at NRB 
has stuck to its guns, despite losing some 
members over the new requirements, he 
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SOLD! 
WSNW /WBFM, Seneca, 
South Carolina has been sold 
by Blue Ridge Broadcasting, 
J. A. Gallimore, President for 
$2,600,000 to ARI, Paul 
Stone, President. 

Charles E. Giddens 
Broker 

Providing the Broadcast Indus- 
try with Brokerage Services 
Based Strictly on Integrity, 
Discretion and Results 

RANDALL E. JEFFERY 

407-295-2572 

ELLIOT B. EVERS 
415-391-4877 

CHARLES E. GIDDENS 
BRIAN E. COBB 

703-827-2727 

RADIO and TELEVISION BROKERAGE 
FINANCING APPRAISALS 

MEDIA VENTURE 
PARTNERS 
WASHINGTON, DC 

ORLANDO 
SAN FRANCISCO 

Subject to F.C.C. apprwd. 
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Better late. Following a week- and -a -half delay attributed to an 
anomaly in its tape recorder, the French optical observation 
satellite Spot 2 was carried into orbit Sunday, Jan. 21, aboard 
Arianespace flight 35 from Kourou, French Guiana. Spot 2 will be 
capable of delivering computer enhanced high -resolution pic- 
tures of earth to users, including news operations. 

Flight 35 also carried a British Ministry of Defense satellite and 
six other very small experimental payloads. "Launching seven 
satellites on an Ariane 4 [rocket] is a first for Arianespace," said 
Charles Bigot, director general of Arianespace. "Together with 
Spot 2, six microsatellites for university research and for radio 
amateur services were successfully put into orbit, a fact which 
proves the company's ability to perform a variety of space trans- 
portation missions." In late February, Arianespace is scheduled 
to launch two Japanese birds-Satellite Communications Corp.'s 
Superbird B and NHK's BS -2x- aboard an Ariane 44L rocket. 

o 
Transponder transitions. Taking advantage of the opportunity 
to improve the technical quality of its video signal without making 
a major investment in upgraded facilities, SportsChannel Ameri- 
ca (SCA) has moved its main satellite feed from a 5.5 -watt 
transponder to an 8.5 -watt transponder aboard GE Americom's 
Satcom IV. "Providing for increased receivability," said SCA, the 
move puts regularly scheduled programing on transponder three 
and SCA's alternate feed on transponder 10, where affiliates can 
find simultaneous regional National Hockey League transmis- 
sions. 

And on Feb. 14, the Tuxxedo Network will move from transpon- 
der 10 to transponder four on Hughes Communications' Galaxy II 

satellite. Although cable affiliates have not experienced problems 
with the Tuxxedo signal, the network said that, since the Dec. 15, 
1989, activation of an adjacent transponder on the bird, home 

dish owners have been experiencing some reception difficul- 
ties." 

Eight and counting. Houston -based Satellite Transmission and 
Reception Specialists (STARS) will spend more than $1 million 
expanding its transportable fleet this year and last week placed 
into service STARS 8, a custom -built international satellite com- 
munications truck that, said STARS, "will play an important role in 
providing satellite transmission services during the Economic 
Summit in Houston in July." The company is scheduled to roll out 
an identical model in May. 

o 

Better in bundles. The number and kind of ancillary satellite 
television services will increase next month with the launch of The 
PSA Channel by Washington -based Potomac Television /Com- 
munications Inc. As Cyclecypher seeks to establish satellite de- 
livery of advertising and Medialink expands its delivery of 'satel- 
lite news releases," Potomac's Video Services Group will, 
beginning Feb. 20, inaugurate satellite delivery of public service 
announcements to TV stations. 

But the "channel" will itself be a public service, with all costs 
absorbed by Potomac. Using a database that includes more than 
600 station public service and public affairs directors, The PSA 
Channel will package PSA's in bundles for regular monthly deliv- 
ery, thereby overcoming the fact, said Potomac General Manag- 
er Stephen Hellmuth, that "PSA departments don't have as much 
access to downlink facilities at the stations as the news and 
programing divisions do." Each nonprofit association or organi- 
zation may schedule, by the 13th of each month, one 60- second 
PSA window. 

ABS GREENVILLE PARTNERS 
(Kenneth A. Brown and Jon Sinton, Principals) 

has acquired 

WAIM /WCKN -FM 
Anderson (Greenville /Spartanburg), South Carolina 

for 

$6,000,000 

from 

CAROLINA BROADCASTING, INC. 
(John C. Ellenberg, Chairman and Blake Shewmaker, President) 

We are pleased to have served 
as broker in this transaction. 
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said, adding that, because of that, the asso- 
ciation is "building a stronger base." 

A clear -cut event within the transition 
process will occur this week, as Saturday's 
opening session was scheduled to include a 
tribute to retiring 23 -year executive director 
Ben Armstrong. As Armstrong's successor, 
said Rose, "we're getting an insider" in 
Brant Gustayson, a former NRB president 
(1982 -84) who is leaving his post as vice 
president for Los Angeles -based Trans 
World Radio to take on the daily operations 
of the association. Another "upbeat" 
event, Rose added, is President George 
Bush's scheduled 2 p.m., Jan. 29, conven- 
tion appearance at the Sheraton Washington 
and Omni Shoreham hotels. He missed last 
year's meeting with a last- minute case of 
laryngitis and promised then "not to disap- 
point" the group a year hence. Missouri 
Governor John Ashcroft and well -known 
evangelist and former presidential candi- 
date Pat Robertson are also scheduled to 
speak. As of last week, said NRB, hotel 
registration was 15% ahead of last year, 
when about 4,500 attended. 

But over the course of the five days, 
assessments on the health of religious 
broadcasting are likely to focus on the rela- 
tionship between public image and compli- 
ance with the association's stricter rules. 
Motivated in part by a desire to preclude 
government regulation, as well as to dis- 
tance itself from scandalized ministries 
(BROADCASTING, Jan. 30, 1989), NRB in 
1988 adopted Ethics and Financial Integrity 
Commission (EFICOM) guidelines-com- 
plete with the financial disclosure require- 



ments, the mandate to record and divulge 
fund- raising practices and restrictions on 
family or staff control of ministry boards. 

Two years later, unanimity on EFICOM 
is incomplete. "We knew that some organi- 
zations would object" and perhaps leave 
NRB, Rose said. "But NRB exists to serve 
its membership" and continues to be re- 
pared to accept the loss of some members 
as part of the price of doing so. The latest 
casualty, in terms of member organizations 
dropping membership rather than comply 
with EFICOM, is Trinity Broadcasting Net- 
work, which owns 12 TV and several radio 
stations and was paying "pretty hefty 
dues" to NRB, said Rose, who said Trinity 
President Paul Crouch "had made it pretty 
clear" that the board control restrictions 
were unacceptable. 

There are other NRB members that be- 
lieve a change in their family- and /or staff - 
controlled boards would compromise their 
missions, said Rose. But for now, that ap- 
pears to be a minority view and NRB will 
continue to enforce the standards written 
into EFICOM. 

However, Rose stressed, counting NRB 
total members -about 825-and the num- 
bers of them that have not responded to 
EFICOM inquiries -211 as of Dec. 1, 
1989-does not tell the whole story. "It's 
easy to look at the numbers and say it's 
working or not working," he said. Accord- 
ing to NRB, fewer than 100 of the 211 are 
the nonprofit, 50I -C organizations targeted 
by EFICOM. The remaining for -profits 
must document that EFICOM does not ap- 
ply to them. Additionally, more than 60 of 
the 211 are in Puerto Rico and do not retain 
501 -C status. 

Overall, about 58 % -60% of NRB mem- 
bers are for -profit organizations; they "can 
be family owned and controlled. They're 
not raising money for the public," Rose 
said, and therefore are not required to an- 
swer to public oversight in the form of 
EFICOM. Some of the nonprofits are al- 
ready accountable to the larger churches or 
nonprofit organizations that fund them. For 
example, he said, NRB member the Naza- 
rene Broadcast Group is funded by, and is 
already accountable to, the Nazarene 
Church, which is itself not an NRB mem- 
ber. 

Additionally, he said, a large group of 
members are also making below $500,000 
in annual revenue and could not afford the 
required audit by an outside source. A per- 
manent formula for determining which of 
the nonprofits will be required to comply 
has still to be worked out this year, Rose 
said. 

Other lingering elements of the "trau- 
matic years" include heightened scrutiny of 
religious broadcasters by both the public 
and government. And two weeks ago, 
Swaggart's ministry lost a $183,000 back 
taxes case when the U.S. Supreme Court 
upheld a ruling that Swaggart owed the 
state of California that amount in back taxes 
on the sales of religious merchandise over 
the air, a decision also likely to make fund 
raising more difficult for some nonprofit 
ministries. 

And data appear to document a sense 
among some members that the Bakker and 

Swaggart scandals have alienated many 
viewers from on -air fund raising in general. 

As of last fall, overall viewing of reli- 
gious programing had dropped more than 
30% since the Bakker scandal surfaced in 
March 1987, according to a study of A.C. 
Nielsen ratings conducted by Stephen Win - 
zenburg, communications professor at 
Grand View College in Des Moines, Iowa. 
But Winzenburg also found that, although 
"charismatic, entertainment -oriented" tele- 
vangelists such as Swaggart and Oral Rob- 
erts "have lost over half their viewers 
...more traditional church programs, such 
as the Catholic Mass or D. James Kenne- 
dy's Presbyterian service, have seen an in- 

crease in ratings." 
Rose- president of WCFC -TV Chicago, 

which airs news, talk, entertainment and 
directly religious programing, and which is 
"looking at a $400,000 [positive] turn- 
around" in revenue in 1989 over 1988 - 
expressed concern that some members may 
overreact to recent losses in viewership. 
"One major danger we could have here," 
he said, "is that, because of the pressure, 
because of what happened to Jim Bakker 
and Jimmy Swaggart, we could decide that 
we could no longer present this message. I 

am first in ministry and second in televi- 
sion. We still have to present that mes- 
sage." -POL 

ddi dr_-1-0 I Iands 

WWIN(AM) Baltimore- wwlN -FM Glen Burnie, Md. 
Sold by Ragan Henry to ALMIC Broadcasting 

Inc. for $6,375,000. Seller is headed by Ragan 
Henry, who, through various companies, is li- 
censee of six AM's, 10 FM's and one TV. Buyer 
is headed by Catherine L. Hughes and is also 
licensee of WOL(AM) Washington and WMMJ(FM) 

Bethesda, Md. WWIN(AM) is fulltimer on 1400 
khz with 1 kw. WWIN -FM is on 95.9 mhz with 3 kw 
and antenna 91 feet above average terrain. 

WQBZ(FM) Fort Valley, Ga. (Macon) Sold by 
Fox Valley Broadcasting Corp. to Taylor Broad- 

casting of Atlanta for $3 million. Seller is headed 
by Buddy Barton, and is group of Charleston, 
S.C., investors. Buyer is headed by Stephen 
Taylor and is licensee of WTLZ -FM Saginaw, Mich.; 
WIKS -FM New Bern, N.C., and WALT -AM -FM Tusca- 
loosa, Ala. WOBZ -FM is on 106.3 mhz with 3 kw 
and antenna 415 feet above average terrain. 
Broker: H.B. LaRue Media Brokers. 

WBZA(AM) Glens Falls and WAYI -FM Hudson 
Falls, both New York Sold by Northway 
Broadcasting Inc. to Alpine Media Inc. for 
$2.870,000. Seller is headed by Joseph Reilly 

WHLQ FM Canton 
KEZK FM St. Louis 
WHY! FM 

Ft. Lauderdale 
WLYF FM Miami 
WJVA FM South Bend 
WI.AK FM Chicago 
KDAX FM Dallas 
WYCH FM Hamilton 
WEZW FM Milwaukee 
WVIT TV Hartford 
WrTV TV Indianapolis 
WORL/WORJ Orlando 
WSEE TV Erie 
KDKB AM /FM Phoenix 
WPHL TV 

Philadelphia 

WISCONSIN 
TV NETWORK 
WAOW TV Wausau 
WKOW TV Madison 
WXOW TV La Crosse 

WHEC TV Rochester 
KTNQ Los Angeles 

WDCA TV Washington 
KHTZ FM Los Angeles 

WGBS/WLYF Miami 
WSPD Toledo 
WEIR AWFM Knoxville 
WVEZ FM Louisville 
WMOH Hamilton 
KOAX FM Dallas - 

Ft. Worth 
WHN New York 
WZZD Philadelphia 
WOKF FM Clearwater 
KTVN TV Reno 
WLAC Nashville 
WKQB FM Nashville 
WQHI FM Louisville 
WYFA Long Island 
WYGR Grand Rapids 
Sandia Cablevision 
LaBelle Cablevision 
KEGL FM Dallas - 

Ft. Worth 
KHOW Denver 
WTCR Ashland 
WHEC FM Huntington 
WBZ FM Boston 
WLAK FM Chicago 
WSAI AM /FM Cincinnati 
Fairfield Cablevision 

Circleville Cablevision 
WOKV Cincinnati 
WIXT TV Syracuse 
WFFT TV Fort Wayne 
WHIT Miami 
WFYV FM Jacksonville 
KIOA /KMJK Des Moines 
Champaign Cablevision 
C & A Cablevision 
WIRK AM /FM 

W. Palm Beach 
WGY/WGFM Schenectady 
WSIX AM /FM Nashville 
KFOG FM San Francisco 
WLQR FM Toledo 
WOWO Fort Wayne 
WTPA FM Harrisburg 
WJIB FM Boston 
WPNT Pittsburg 
WCOM FM Urbana 
WMRZ Quad Cities 
WTRX Flint 
WATT Indianapolis 
WHLO Akron 
KW TV Tucson 
KGSW TV Albuquerque 

KBCQ Roswell 
Angel Cablevision 
Rutland Cable Franchise 
WYHY Nashville 
WMYN FM Knoxville 
KITN TV Minneapolis 
BannerGraphic 

Newspaper 
King Mountain Cable 
WZNE FM Tampa 
WKYJ Lexington 
WWSG TV Philadelphia 
WMOH Hamilton 
WI.AC AM /FM Nashville 

NTV NETWORK 
KHGI TV Lincoln 
KSNB TV Superior 
KWNB TV Hayes Center 
WDHO TV Toledo 
Louisville AM CP 

WCSC/WXTC Charleston 
WCEF FM Ripley 

MID AMERICA 
MEDIA GROUP 
WIRL/WSWT Peoria 

KRVR FM Davenport 
WIRE/WXTZ Indianapolis 
KBEZ FM Tulsa 
WKAN/WI.RT Kankakee 

GROUP ONE 
RADIO GROUP 
KMEZ AM /FM Dallas 
WAKR/WONE Akron 
WONE/WFUE Dayton 
KLZ/KAZY Denver 
WROQ/WAES Charlotte 
WAMS Wilmington 
WBEE Chicago 
WRAP Norfolk 
WCHY AM /FM Savannah 
WSEE TV Erie 
KXXV TV Waco 

WRAC TV Providence 
KOMA/KRXO 

Oklahoma City 
WRLH TV Richmond 
WARN TV Richmond 
WPCQ TV Charlotte 
WZFM FM Briarcliff 

Manor 
WQBA AM /FM Miami 
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No deal for Westwood One 
Two months after announcing its intentions to sell its 50% interest in WNEW(AM) New 
York and buy KJQY(FM) San Diego, Westwood One announced that neither will take 
place. The three -party deal also involved Group W and Command Communications 
(see BROADCASTING, Nov. 20, 1989). The KJOY(FM) deal called for $15 million cash to 
Group W and $4 million in stock to Command. Industry sources said that the deal fell 
through because current financial circumstances, notably a decline in Westwood One 
stock (due, in part, said a source, to negative reports in Forbes magazine and short 
selling), forced a rethinking of the venture. 

and is licensee of WKMC(AM) Roaring Spring and 
WHPA -FM Hollidaysburg, both Pennsylvania, and 
translator station w298A0 Bellwood, Pa. Joseph 
Reilly has 25% interest in Hometown Broad- 
casting Corp., licensee of WIZR(AM)- WSRD(FM), 

Johnstown, N.Y. Buyer is headed by Michael 
Nigris, Dean Landsman, Norma Nigris and 
Kathleen P. McCarthy and has no other broad- 
cast interests. WBZA is on 1230 khz with 1 kw 
day and 250 watts night. WAYI -FM is on 107.1 
mhz with .28 kw and antenna 257 feet above 
average terrain. 

WYYn(Au -wTNT(FM) Tallahassee, Fla. Sold by 
Palmer Communications Inc. to Arso Radio 
Corp. for $2.8 million. Seller is headed by Wil- 
liam J. Ryan and is licensee of WHO- AM -TV- 

KLYF(FM) Des Moines; WNOG(AM)- WCVU(FM) Na- 
ples, Fla., and KTVY(TV) Oklahoma City. Buyer is 
headed by Jesus M. Soto and is licensee of 
WDSR(AM)- WNFB(FM) Lake City, Fla., and WPRM(FM) 

San Juan and wIVA(FM) Aguadilla- Mayaguez, 
both Puerto Rico. WYYN is fulltimer on 1270 khz 
with 5 kw. WTNT is on 94.9 mhz with 1 kw and 
antenna 849 feet above average terrain. Bro- 
ker: Donald K. Clark Inc. 
WMUO(FM) Havana, Fla. Sold by Ed Winton to 
Nitrameel Inc. for $2.2 million. Seller has inter- 
est in WEZI -AM -FM Memphis, Tenn., and KCKJ(AM)- 

KBCO(FM) Roswell, N.M. Buyer is headed by 
John Robert E. Lee and Willie J. Martin. Lee is 

51% owner of WMJM(AM) -WFAV -FM Cordele, Ga., 
and wJIZ -FM Albany, Ga. Martin is 50.5% owner 
of WBZS(FM) Eatonville, 51% owner of wrwF(AM) 

Woodville and 100% owner of WBZR(AM) Destin, 
all Florida. WMLO(FM) is on 104.9 mhz with 2.1 

kw and antenna 400 feet above average ter- 
rain. 

Knrx(FM) Galveston, Tex. Sold by Irvin Davis 
to Sonoma Media Corp. for $1.6 million. Seller 
has no other broadcast interests. Buyer is 

headed by Roy E. Henderson, and also owns 
KGLF(FM) Freeport, Tex. WRTX(FM) iS on 104.9 
mhz with 3 kw and antenna 328 feet above 
average terrain. 

Woco(Tv) Amsterdam, N.Y. Sold by Amster- 
dam Broadcasting Inc. to Capital District 

Broadcast Partners for $1.5 million. Seller is 
headed by Louis J. and Shirley C. Kearn, 
husband and wife; Robert L. Kearn, son, and 
Janet L. Kearn, daughter, and has no other 
broadcast interests. Buyer is headed by 
Charles A. Cohen, Charles Butera and Ken- 
neth Polin. Cohen and Butera are 14.6% and 
56.2% shareholders, respectively, of Ameri- 
can Television Network, which holds con- 
struction permits and operating licenses for 
eight LPTV's in Arizona and six LPTV's in Cali- 
fornia. WOCD(TV) is on ch. 55 with 5,000 kw 
visual, 500 kw aural and antenna 731 feet 
above average terrain. 

KGrn(AM) Creedmoor, Tex. (Georgetown) 
Sold by Dan Kubiak to Texas Concepts Inc. for 

$500,000. Seller has 10% interest in buyer. 
Buyer is headed by Guadalupe Perez and has 
no other broadcast interests. KKGTN(AM) is day - 
timer on 1530 khz with 1 kw. 

WORO(FM) Greensboro, Ga. Sold by Andrew 
Boswell to Briarpatch Radio Inc. for $300,000. 
Seller is headed by Andrew Boswell and has 
no other broadcast interests. Buyer, headed by 
Sandra J. Gwyn and Hugh Christian, is owner 
of WRFC(AM) Athens and wBLw(AM)- wBIC(FM) Roys- 
ton, all Georgia. WGRG is on 103.9 mhz with 3 
kw and antenna 320 feet above average ter- 
rain. 

KKGZ(AM )- KKDD(FM) Brush, Colo. Sold by 
Claud M. and Margaret E. Pettit, husband and 
wife, to KKDD -FM Broadcasters for $250,000. 
Sellers have no other broadcast interests. 
Buyer is headed by Robert D. and Marjorie M. 

Zellmer, husband and wife; George W. Doer- 
ing, and Carroll Sorelle. Zellmers own KGRE(AM) 

Greeley and KDMN(AM) Buena Vista, both Colo- 
rado, and KRDZ(AM)- KATR -FM Wray, Colo. 
KKGZ(AM) is on 1010 khz with 5 kw day and 
directional antenna at night. KKDD(FM) is on 
107.1 mhz with 3 kw and antenna 91 feet above 
average terrain. 

For other proposed and approved sales see 
"For the Record," page 58. 

Sillerman seminar finds Fox up, 
cable, broadcast steady 

The growth of Fox Broadcasting Corp., a 

slowdown in both TV's fragmentation and 
cable's growth and the state of radio were 
among the topics discussed in various pan- 
els at this year's Sillerman Companies Ra- 
dio and Television Outlook for 1990 semi- 
nar in New York. 

Speaking from the television network 
point of view at a panel on projected growth 
rates and trends for television, David L. 
Poltrack, senior vice president, planning 
and research, CBS Inc., said that the net- 
works will not be confronted with the "dra- 
matic proliferation of competitors" that 
they witnessed in the 1980's. Network 
shares, he said, will not be driven down by 
cable and VCR's to the extent that they 

Investing in Television 1990 
Market Revenues 

The only 
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Demographics Competitive Outlook 

source book of its kind! 
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Call for free brochure (800) 323 -1781 
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were in the 1980's. 
As for revenues, the CBS executive is 

looking for an 8% to 9% gain in 1990, with 
a five -year annual growth rate of 7.5%, 
compared to "nominal" 7.3% annual gross 
national product growth. He expects a 9% 
compound growth in national advertising, 
with cable and syndication advertising con- 
tinuing to outpace the networks. 

John Hunt, vice president, associate di- 
rector, media research, Ogilvy & Mather, 
projects continued growth for syndication 
and anticipates 70% penetration for cable. 
By the mid- 1990's, Hunt said, there will be 
a 50% share for the three networks, with 
Fox getting 12 %, cable 34% and indepen- 
dents the remaining 4 %. 

There was no disagreement about the 
growth of programing options in the 
1980's. The viewer entered the 1980's with 
five viewing choices and ended it with over 
30 choices, not to mention the VCR, said 
Poltrack. However, the CBS vice president 
felt that it was not to cable's advantage to 
push cable penetration beyond 60% because 
it could lead to a cost reduction in service. 
Poltrack explains: "The battle for viewers 
in the 1990's will be fought on a program- 
ing and marketing front. It is not that the 
cable programers do not have the ability to 
compete with the networks for first -run 
quality programing, or that they do not 
have the resources to do so. It is that they 
do not have the incentive. Cable [program- 
ers] will not compete with the networks in 
the 1990's as much as they will be compet- 
ing with each other." 



L to r: Finkelstein, Poltrack 

As for independent stations, Poltrack de- 
scribed Fox as an "agent of consolida- 
tion," and said that Fox has made the bal- 
ance of nonaffiliated independents weaker. 

Disagreeing about Fox with Poltrack was 
Michael Finkelstein, CEO of New York - 
based group owner Renaissance Communi- 
cations Corp. (Renaissance owns four inde- 
pendents and has an agreement pending for 
a fifth.) Fox, Finkelstein said, has a lot to 
do with the growth of independent stations 
and, contrary to what Poltrack said, is be- 
ing sold as an alternative to networks, not 
independents. 

Fox aside, Finkelstein said that the news 
for non -Fox independents was also good, 
and cited series like Paramount's Star Trek: 
The Next Generation and MCA's Dragnet 
and Adam -12 as programing "designed for 
independents." Finkelstein pointed to the 
Monday night success of his non- Fox- affili- 
ated independents as examples of indepen- 
dents being helped by Fox because it takes 
one more movie competitor out of the mar- 
ket. 

Poltrack said that the networks "feel 
confident that we can compete against this 
new competition on a level playing field." 
However, the CBS executive feels that the 
networks have been handicapped by the 
financial interest and syndication rules. Pol- 
track explains: "I would argue that the cur- 
rent debate over the financial interest and 
syndication rules in the 1990's will be the 
single most important factor in reshaping 

CBN creates barter net 
The Christian Broadcasting Network 
has created a barter network for inde- 
pendent and religious TV stations - 
airtime in CBN's 700 Club in ex- 
change for other CBN -produced pro- 
graming, plus sales and graphics 
help. The package includes The 700 
Club; Superbook, an animated series; 
The Flying House, another children's 
program; Another Lift, a daytime 
drama; Scott Ross Straight Talk, a 
live late -night talk show, and Heart to 
Heart with Sheila Walsh. Stations af- 
filiating with the network are required 
to run The 700 Club and Heart to 
Heart in agreed -upon time slots. Sta- 
tions and CBN split ad avails in other 
programs. 

and Hunt 

the competitive playing field in the network 
arena." ABC, CBS and NBC, according to 
Poltrack, find it unfair that Sony's Colum- 
bia and Rupert Murdoch's Fox do not oper- 
ate under the same constraints as the U.S. 
networks do. And it is something that Pol- 
track believes that Congress and the FCC 
are going to do something about before the 
decade is out. 

Radio has already gone through fragmen- 
tation, according to a panel consisting of 
Les Goldberg, president and CEO of the 
Interep Radio Store; Ken Swetz, president, 
Katz Radio Group; Warren Potash, presi- 
dent of the Radio Advertising Bureau, and 
Terry Robinson, co- chairman and co -CEO 
of Unistar Communications Group Inc. De- 
spite the continuing problems of AM, the 

This announcement appears as a matter of record only. 

January, 1990 

United International 
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and certain Swedish investors have 
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in the Kingdom of Sweden 
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United Artists 
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Arbitron data 

Arbitron is introducing "Lifestyle Target AID," a new PC application which combines 
Arbitron's AID database with PRIZM (Potential Rating Index by ZIP code Markets) 
Clusters, computer -generated data that categorize demographics by ZIP code to 
predict eating, drinking and television viewing habits. 

"Lifestyle" breaks out audience data according to 40 different PRIZM Clusters, or 
12 social groups. PRIZM utilizes statistical techniques to define neighborhood or 
community groupings exhibiting similar and predictable behavior patterns toward 
products, services, media and promotions, and to locate similar communities through- 
out the country. These are then arranged into social groups and refined into more 
precise clusters so that TV stations can target to the larger community as well as on 
the neighborhood level. 

The 12 social groups range from "educated, affluent executives and professionals 
in elite metro suburbs" to "mixed, unskilled, service and labor in aging, urban row and 
highrise areas." Clusters fall into such categories as "Blue Blood Estates," "God's 
Country," and "Downtown Dixie Style." 

panel said the medium should see continued 
growth in the decade to come. 

Potash expects radio to gain from the 
newspaper industry's current advertising 
and circulation woes. Reasons for radio's 
success where newspapers may have failed, 
according to the RAB president, is that 
radio is more flexible, cost -efficient and 
more localized to serve the advertiser. 

Goldberg also expressed optimism, cit- 
ing a growth rate of 8.7% annually for the 
last seven years, which he says was fueled 
by local advertising. Not every market 
prospered, however: Goldberg named Den- 
ver, Boston and Minneapolis as markets 
that had down years. 

The radio network business, according to 
Robinson, has come through a decade 
which saw fragmentation and then consoli- 
dation. The Unistar CEO described both 
1980 and 1989 as years which saw the 
business dominated by a few players. How- 
ever, the difference, he said, is that during 
the 1980's, business grew from $156 mil- 
lion to $425 million and the players 
changed from ABC, CBS and NBC to 
ABC, Westwood One, Unistar and CBS. 

No new ideas emerged for bringing back 
AM. Panelists debated whether the medium 
needed new technology, new programing or 
a new way to reach advertisers, without 
reaching any conclusions. -JF 

December, 1989 
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Daniels promotes 
cable's contribution 
to the economy 
Cable television will account for more than 
$24 billion of the gross national product 
this year, including providing 561,000 jobs 
and $18.2 billion in income, according to a 
study by Bortz & Co. commissioned by Bill 
Daniels. 

The study said that industry revenues 
continue to increase 10% annually, spread 
across the country. "Both direct and indi- 
rect cable employment is concentrated 
overwhelmingly at the local level, generat- 
ing positive economic impacts through the 
9,000 individual systems serving communi- 
ties across the nation," Daniels said. Cable 
also has contributed $5.5 billion to charities 
over the past decade. 

Daniels included the results of the study 
in letters to federal officials. "Before you 
endorse a course of action that would ad- 
versely impact the cable industry, and more 
importantly, the American public," he 
wrote, "please consider this industry's pos- 
itive impact on our economy." 

The study estimated that cable revenue 
will hit $17.3 billion in 1990, providing 
direct employment for 101,400 people. To- 
tal employe income will hit $2.8 billion this 
year. Industry operating expenses will hit 
$9.8 billion in 1990, leaving operating cash 
flow at $7.4 billion. 

Cable suppliers will add 69,000 jobs, 
generating $2.4 billion in income. Overall, 
the study said, 14,000 direct new jobs have 
been added since the 1988 impact study and 
24,000 since 1986. 

In other overview statistics, the report 
states that 89% of subscribers receive 30 or 
more channels, including 20.6% who are 
getting 54 or more. Only 8.8% received 
between 20 and 29, while 2.7% get 19 or 
fewer channels. Four years ago, the number 
receiving more than 30 channels was less 
than 67%. 

There are now 114 cable services, 86 
national and 28 regional. Basic cable, su- 
perstations and pay cable account for more 
than 40% of the viewing in cable homes, 
the study said. 

In programing costs, the study estimates 
that basic cable networks will spend $1.3 

Media by media: 
Revenue in billions of dollars 

Category 1980 1988 % chg 

Cable $2.9 $13.7 21.4% 
Telephone $61.2 $138.4 10.7% 
Newspapers $18.0 $33.4 8.0% 
Periodicals $9.0 $18.0 9.1% 
Broadcast TV 

Network $5.1 $9.4 7.9% 
Natl /reg $3.3 $7.2 10.2% 
Local $3.0 $7.4 11.9% 

Radio $3.7 $7.7 9.6% 
Theatrical $2.7 $4.4 6.3% 
Home video $0.4 $8.1 53.7% 



billion in 1990, excluding $210 million in 
copyright payments. The pay networks will 
spend $1.18 billion, while PPV will ac- 
count for $110 million. Overall, the study 
estimates that between $1.6 billion and 
$1.7 billion will flow to motion picture 
studios and other producers and between 
$500 million and $600 million to sports 
rights holders. -MS 

New round in 
Arbitron- Birmingham 
dispute 
In what seems to be a case of perpetual 
motion, Arbitron Ratings Co. has filed suit 
in the United States District Court for the 
Southern District of New York against 
Times Mirror -owned NBC affiliate WVTM- 
TV Birmingham, Ala. Arbitron said the dis- 
pute between the ratings service and the 
station is a financial one, involving the pay- 
ment of a $129,000 bill for services ren- 
dered from Aug. I, 1986, through Jan. 1, 
1988. Times Mirror council Jeff Smith 
said, however, that WVTM -TV stopped pay- 
ing for the service because it felt Arbitron 
was not publishing the Birmingham market 
in accordance with its own methodology. 

The dispute has its root in 1985 when 
independent station WDBB asked Arbitron to 
be included in the Birmingham book, which 
is the 47th ranked ADI market, rather than 
the 185th ranked Tuscaloosa market. Arbi- 
tron, according to WDBB President David 
DuBose, gave permission for the switch 
and then changed its mind. DuBose told 
BROADCASTING that Arbitron told WDBB 
that it could get into the Birmingham books 
if it agreed to combine its viewership with 
WNAL -TV Birmingham (Gadsden), Ala- 
bama. Since WDBB pays WNAL -TV to carry 
much of WDBB's programing, it agreed to 
the listing. However, the station ended up 
being included in only four Arbitron books 
from May 1986 through February 1987. 
DuBose says that Arbitron was being pres- 
sured by other stations in the market to back 
out of the agreement, and when Arbitron 
did so, the two stations took the ratings 
service to court and won. 

Last April, a federal jury found Arbitron 
had committed fraud and breach of contract 
in connection with an agreement involving 
the two stations and ordered the ratings 
service to pay them $5.5 million (BROAD- 
CASTING, April 24, 1989). WDBB is now in 
the Nielsen book and is not using the Arbi- 
tron service. 

WVTM -TV got involved in 1986 when it 
canceled its contract with Arbitron after 
WDBB was initially put in the Birmingham 
book. 

WDBB is also in the process of trying to 
transfer its city of license from Tuscaloosa 
to Bessemar, Ala., which is within the Bir- 
mingham ADI. CBS affiliate WBMGCTVI, 
DuBose said, has filed a petition to deny 
the transfer. Earlier, WDBB filed suit against 
WBMG in the circuit court of Jefferson 
County, Ala., alleging that the CBS affili- 
ate coerced Arbitron to drop WDBB. 

Arbitron, DuBose said, will list WDBB if 
the FCC approves the license transfer. 

BoUoonslLúne 

Suit settlement. Qintex Entertainment Inc. said it has reached settlement with 
MCA Television ending litigation regarding Qintex's distribution of The New Leave it to 
Beaver, McHale's Navy and Leave it to Beaver. Failure of Qintex to make payment 
to MCA precipitated former company's filing for protection under Chapter 11 

bankruptcy on Oct. 19, 1989. Company still has several weeks under which it has 
exclusive right to file reorganization plan, said spokesman. Announcement last week 
said that under agreement, "MCA will assume responsibility for future programing 
sales, and proceeds from current receivables will be allocated between the two 
companies." Bankruptcy court, Qintex said, has approved settlement. 

o 

Expensive playthings. MCA said it has decided to sell UN Toys subsidiary and 
would record after -tax "loss from discontinued operations" of roughly $53 million. 
Company said that amount includes $30 million after -tax provision "related to the 
future sale of UN," and division's expected operating loss for 1989. MCA completed 
acquisition of toy manufacturer in mid -1985. During both 1987 and 1988, toy 
products division lost over $30 million. 

Rep mutation. Marvin Roslin, president of Roslin Radio Sales, announced 
formation of new television sales company to be located in New York. Said Roslin: 
"Many leaders in the television industry have come to the conclusion their stations 
should draw upon the experience and expertise of successful radio station 
representatives. Television...should be employing radio's target market and 
merchandising skills." Roslin said many "newer independent" TV stations have 
already sought help from company. 

Movable feast. Negotiators for NBC and the National Association of Broadcast 
Employes and Technicians continued their respective contract proposals to replace 
the current labor agreement which expires March 31. Additional negotiations are 
scheduled in early February for Orlando, Fla., and in mid -March in New York. 

o 

Leveraged delivery. Falcon Cable Systems Co. said majority of limited - 
partnership unit holders agreed to amend partnership agreement. Amendment will 
allow increase of debt limitation from 40% "of the greater of the cost of all 
partnership assets or the fair market value of all partnership assets," to 65% of same. 
Company said amendment will allow MSO to continue to pay quarterly cash 
distributions to unit holders through Dec. 31, 1992. 

o 

Just one of those things. Ammirati & Puris, which was sold to Omnicom in 1987, 
said it completed repurchase of its stock from latter advertising agency for 
undisclosed sum. 

o 

On the road again. Brooksfilms is near completion of road show for initial public 
offering of 1.5 million units, each unit consisting of one share of common stock and 
one warrant to purchase one -third share of common. "Red herring" document 
suggests offering price of $9- to -$11 per unit. Company, currently 95% -owned by Mel 
Brooks, would, after offering and assuming exercise of warrants, still be 60 %- 
owned by comedian- director -producer. Company's only long- running series is Get 
Smart, in which it still has 15% participation interest in series's net profit and still 
receives $250 per -run per- market royalty. Prospectus said Brooksfilms "expects to 
augment its staff to expand its activities in the development of television 
programing and to develop, both on its own and in conjunction with foreign television 
suppliers and users of product, additional television properties for distribution 
throughout the world." In fiscal 1989, ending Feb. 28, company had revenue of $6.5 
million, income from operations of $112,000 and net income of $323,000, or 11 

cents per share. 
o 

New shelf. Comcast Corp. said it filed shelf registration with Securities and 
Exchange Commission for $300 million of senior debentures, senior subordinate 
debentures and subordinated debentures, some of which may be convertible into 
company's class A special common stock or class A common stock. Philadelphia - 
based MSO said it also filed shelf registration for $100 million, representing both 
types of class A stock. 
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CCob1c'costigsJ 
Cincinnati sports coverage 
Sports Channel has reached an 
agreement to carry the Cincinnati Reds in a 
three -year agreement that begins this 
year. The Reds games will be the foundation 
of the newly launched SportsChannel 
Cincinnati regional sports network, which 
premieres April 1. SportsChannel Ohio 
operates in the northern part of the state and 
carries the Cleveland Indians and 
Cavaliers. The new service will serve the 
southern and western portions of the 
state, as well as systems in Kentucky, 
Tennessee, Indiana and portions of West 
Virginia, Mississippi and North Carolina that 
are strong Reds territory. The total 
potential reach will be four million cable 
homes. 

SCC will carry 30, 35 and 40 games, 
respectively, in '90, '91 and '92. It will be a 
"moderately to lower" priced regional, 
SCA said. Service provides link between 
SportsChannel services in Chicago and 
Cleveland, giving SCA a strong presence in 

Midwest. 

More Midwest sports 
Prime Network will launch Minneapolis - 
based Prime Sports Network -Upper 
Midwest regional cable sports service, 
by late winter or early spring, using 25 NBA 
Timberwolves games as a "foundation," 
said Prime Vice President Bob Thompson. 
The partnership comprises affiliates of 
Paragon Cable, TCI, Continental 
Cablevision, King VideoCable Co. and 
Hubbard Broadcasting, the last of which 
holds the rights to eight of its own 
Timberwolves games and will provide 
production expertise. Thompson said 
TCI- Daniels -owned Prime expects strong 
Upper Midwest viewer interest in Big 10 
and Big Eight sports to be shared by other 
Prime regionals in Indianapolis and 
Denver. Midwest Sports Channel, which 
holds regional cable rights to Minnesota 
Twins baseball through 1992 and to 
Minnesota Northstars hockey through 
1991, already claims about 330,000 basic 
subs there. Midwest (wholly owned by 
Midwest Communications) also signed two - 
year contract for access to 
SportsChannel America programing last fall. 

Growing pay per view 
Scientific Atlanta has joined Tele- 
Communications Inc., Continental and 
CableLabs as the fourth corporate 
sponsor in Eidak Corp., which is developing 
an anti- taping technology that is seen as 
a key to the growth of pay per view. 

Those four companies will hold a 27% 
equity stake in Eidak. Previous corporate 
investors put in $1.5 million each. 

Eidak President Dick Leghorn said, 
"This investment assures compatibility of the 

Eidak system of copy protection with S- 
A's B -MAC encryption system for satellite 
transmission." 

Pizza Hut's cable support 
Pizza Hut and the National Academy of 
Cable Programing are teaming together to 
help push April as National Cable Month. 
The joint promotion is valued at $7 million. 

Pizza Hut will produce a 30- second 
spot, featuring a product promotion and 
NCM, and it will buy time on seven cable 
networks. It will also create and produce 
discount coupons to be placed in bill 
stuffers. Pizza Hut will also feature the NCM 
calendar in an April co -op campaign that 
will reach 25 million households and be on 
20 million Pizza Hut placements. 

The 17 networks who have their own 
nights during NCM will carry the Pizza Hut 
spot. Pizza Hut will also be included in a 
generic NCM spot that will be distributed for 
use by more than 50 cable networks. 

In addition, CableData and American 
Express will offer cable operators an 
insertion discount for the bill stuffier 
coupon. 

Separately, Pizza Hut and Nickelodeon 
have teamed up in a multimillion -dollar, 
multiyear marketing venture, the largest 
sponsorship deal ever for the network. Pizza 
Hut will have "an active role" in 
Nickelodeon's new magazine, to be 
launched in May, developing premiums 
and promotions for specific programs and 
participating in channel special events, 
as well as running commercials on the 
network. 

The new Nickelodeon magazine will be 
distributed at the nation's 6,000 Pizza Huts, 
and the restaurant will also be a 
presenting sponsor of Nickelodeon Studios, 
part of Universal Studios, in Orlando, Fla. 
Pizza Hut will also co- sponsor a 20 -city May - 
October audition tour. 

VISN board 
Tele- Communications Inc. has made a 
several -million -dollar commitment to be a 
charter incorporator of the Vision 
Interfaith Satellite Network. The VISN board 
expects other MSO's that helped to 
initially fund the service - Jones, Post - 
Newsweek, TKR, Heritage and UA -will 
also become charter members by 
increasing their initial investments. VISN 
said the total group will commit between $5 
million and $12 million. The quicker the 
service reaches a break -even point, the less 
money will be needed, VISN said. 

Companies signing on as charter 
incorporators will be part of VISN Group 
Inc., which will have no equity interest in 
VISN. VISN will continue to be run by the 
National Interfaith Cable Coalition, made 
up of representatives of the 22 faith groups. 

The operator financing will mean an 
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expansion of VISN affiliate sales and 
marketing staff, VISN said. It will also 
better position the network to sell 
advertising, it said. 

Zappa -ing FNN 
FNN has new a correspondent, per se: 
rock musician Frank Zappa, who is curréntly 
touring Eastern bloc countries to meet 
with officials concerning his own business 
ventures. 

FNN said Zappa is interviewing 
business and government officials (he's met 
with Hungarian President Vaclav Havel) 
and portions of those interviews will be 
carried on FNN in early February. Zappa 
will also be visiting Yugoslavia and Russia, 
FNN said. There are negotiations for 
Zappa to do a whole week -long series of 
reports, based on his interviews. 

Zappa has previously appeared on 
FNN and also is an avid viewer of C -SPAN, 
according to that network. He was one of 
a number of viewers profiled in a book 
published by C -SPAN last year. 

Court network 
Rainbow Programing plans to launch a 
new cable service, In Court, in September, 
which will focus on judicial and legal 
issues. It will provide live coverage of 
various courts in 44 states which permit 
such coverage, commentary from legal 
experts, news of trials around the world, 
profiles and interviews with prominent 
judges and lawyers, and legal advice 
consumer call -in shows. Weekend 
programing will include the week's 
highlights as well as "movies and television 
classics featuring courtroom dramas." 

Rainbow said it expected TOI, Century, 
Adelphia and Lenfest to be charter affiliates. 
The companies together serve 15 million 
basic subscribers. The service will be 
offered to operators "at minimal cost," in 
the several penny range, when taken with 
other Rainbow services. In Court will sell 
advertising, but at natural breaks in the 
proceedings. 

Sharon Patrick, president, Rainbow 
Programming Holdings, said when Long 
Island News 12 has covered courtroom 
proceedings, viewers have shown strong 
interest. That experience, plus the 
syndicated success of courtroom shows, 
provided the impetus for Rainbow to 
launch the channel. 

Super cops 
Prime Ticket and Sunshine Network will 
carry Super Police Bowl I, football game 
between Los Angeles and Miami police 
departments, with proceeds going to 
benefit local children's charities in each 
locale. The Feb. 3 game will be seen Feb. 
4 at 4 p.m. 



ór t e Recorda 
As compiled by BROADCASTING from Jan. 
18 through Jan. 24 and based on filings, 
authorizations and other FCC actions. 

Abbreviations: AFC- Antenna For Communications; AU- 
Administrative Law Judge: alt. -alternate: ann.- announced: 
ant.- antenna; aur.- aural: aux.- auxiliary: ch.-- channel; 
CH -critical hours.: chg. -change: CP- construction permit: 
D-day; DA- directional antenna: Doc.- Docket: ERP -ef- 
fective radiated power; Freq- frequency: HAAT- height above 
average terrain: H &V- horizontal and vertical: khz- kilohertz: 
kw- kilowatts; lic.- license: in-meters: mhz- megahertz; 
mi.- miles; MP- modification permit; mod. -modification; 
N- night; pet. for recon.- petition for reconsideration: PSA- 
presunrise service authority: pwr.- power: RC -remote con- 
trol; S- A- Scientific -Atlanta; SH- specified hours: SL- studio 
location; TL- transmitter location; trans. transmitter: TPO- 
transmitter power output: U or unl.- unlimited hours; vis.- 
visual; w -watts; .-noncommercial. Six groups of numbers at 
end of facilities changes items refer to map coordinates. One 
meter equals 3.28 feet. 

Ownership Changes 

Applications 

KZAO(AM) Dardanelle, AR (BAL891212EA; 1490 khz; 
I kw -D, 250W -N) -Seeks assignment of license from 
Master Sound Inc. to Johnson Communications Inc. for 
$89,600. Seller is headed by Brenda Miller and Judy Pur- 
tle. Purtle is sole shareholder of KAIO -FM Inc.. licensee of 
KAIO -FM Russellville. AR (application to transfer license 
pending). Buyer is headed by Dewey E. Johnson. Betty 
Johnson, Mitchell Johnson and Lori Brandon, and has 
interest in KAIO -FM Russellville. AR. Filed Dec. 12, 

1989. 

KKDD -FM Brush, CO (BALH89I214GM; 107.1 mhz; 3 
kw; ant. 91 ft.) -Seeks assignment of license from Claud 
M. and Margaret E. Pettit, husband and wife. to KKDD- 
FM Broadcasters for $250,000 (purchase includes 
KKGZ(AM) Brush. CO). Sellers have no other broadcast 
interests. Buyer is headed by Robert D. Zellmer, George 
W. Doering and Carroll Sorelle. Robert D. and Marjorie 
M. Zellmer, husband and wife, as joint tenant are licensee 
of KGRE(AM) Greeley and KDMN(AM) Buena Vista, 
both Colorado. are 100% joint owners of stock of WRAY 
Radio Inc.. licensee of KRDZ(AM) and KATR -FM Wray. 
CO. Filed Dec. 14, 1989. 

WMLO(FM) Havana. FL (BALH8912I9ÇT; 104.9 mhz: 
2.1 kw; ant. 400 ft.) -Seeks assignment of license from Ed 
Winton to Nitrameel Inc. for $2,200,000. Seller has inter- 
est in WEZZ -AM -FM Memphis, TN, and KCKN(AM)- 
KBCQ(FM) Roswell, NM. Buyer is headed by John Robert 
E. Lee and Willie J. Martin. Lee is 51% owner of Silver 
Star Communications, licensee of WMJM(AM) -WFAV- 
FM Cordele. GA. and WJIZ -FM Albany, GA. Martin is 
50.5% owner of WORL Radio Inc.. licensee of 
WBZS(FM) Eatonville, FL: 51% owner of Tallahassee 
Radio Inc.. permittee of WTWF(AM) Woodville, FL. and 
licensee (sole proprietor) of WBZR(AM) Destin. FL. Filed 
Dec. 19. 1989. 

WGRG(FM) Greensboro, GA (BALH8912I3GN; 103.9 
mhz: 3 kw; ant. 320 ft.) -Seeks assignment of license from 
Andrew Boswell to Briarpatch Radio Inc. for $300.000. 
Seller is headed by Andrew Boswell and has no other 
broadcast interests. Buyer is headed by Sandra J. Gwyn and 
Hugh Christian and is owner of AM 96 Inc.. licensee of 
WRFCIAM) Athens and WBLW(AM)- WBIC(FM) Roys- 
ton, all Georgia. Filed Dec. 13, 1989. 

WMCS(AM) -WALZ Machias. ME (AM: BAL891220GX: 
1400 khz; I kw -D, 250 w -N; FM: BALH891220GY; 95.3 
mhz; 3 kw; ant. 220 ft.)- -Seeks assignment of license from 
Radio Four Broadcasting Inc. to Henry Chausse for no finan- 

cial consideration. Seller is headed by Robert Newsham 
Edward Carey and Henry Chausse. Newsham has interest in 
WQKI(AM) St. Matthews, S.C. Buyer has no other broad 
cast interests. Filed Dec. 20, 1989. 

WWIN -AM Baltimore and WWIN -FM Glen Burnie, MD 
(AM: BAL8912I9GV; 1400 khz: I kw -U; FM: 
BALH89I2I9GW; 25.9 mhz: 3 kw; ant. 91 ft.) -Seeks 
assignment of license from Ragan Henry to ALMIC Broad- 
casting Inc. for $6,375,000. Seller is headed by Ragan 
Henry. who. through various companies. is licensee of 
WDIA(AM)- WHRK(FM) Columbus, OH; WKSG(FM) 
Mt. Clements. MI; WMXB(FM) Richmond, VA; WWIN- 
AM-FM Baltimore and WXTR(FM) Marlow Heights, both 
Maryland; WQOK(FM) South Boston, VA; KDIA(AM) 
Oakland, CA; WCMC(AM) -WZXL(FM) Wildwood, NJ; 
KJOJ(FM) Conroe, TX, and WOWI(FM) Norfolk and 
WRAP(AM) Portsmouth, both Virginia. He also has inter- 
est in WHYY -FM Philadelphia; WHYY -TV Wilmington, 
DE, and WGER -FM Saginaw, MI. Henry is also purchas- 
ing WCOS -AM -FM Columbia, SC and KCCV(AM) Inde- 
pendence, Mo. Buyer is headed by Catherine L. Hughes, 
and is also licensee of WOL(AM) Washington and 
WMMJ(FM) Bethesda, MD. Filed Dec. 19, 1989. 

WOCD(TV) Amsterdam, NY (BALCT89I218KG: ch. 
55; 5,000 kw -V; ant. 731 ft.) -Seeks assignment of license 
from Amsterdam Broadcasting Inc. to Capital District 
Broadcast Partners for $1,500,000. Seller is headed by 
Louis J. and Shirley C. Kearn, husband and wife, Robert 
L. Kearn, son, and Janet L. Kearn, daughter. and has no 
other broadcast interests. Buyer is headed by Charles A. 
Cohen, Charles Butera and Kenneth Polin. Cohen 14.6% 
shareholder of American Television Network. Butera is 
56.2% shareholder of American Television Network. 
American Television Network holds construction permits 
and operating licenses for LPTV's K48CD Flagstaff, 
K52DA Yuma, K62DK Phoenix, K54CZ Apache Junction. 
K53DJ Casa Grande, K393V Quartzsite, K4ICE Quartz - 
site, K43CA Quartzsite, all Arizona; K33BX Grass Valley. 
KI9BN San Diego. K69F0 Blythe, K2ICQ Brawley, 

Great American Broadcasting 
has acquired 

WKRL(FM) 
Clearwater /Tampa, Florida 

%ronl 

Sandusky Radio, Inc. 

$20,000,000 
We are pleased to have brokered this transaction. 

Nationwide Media Brokers 

anmar 
Associates 

Corporate Offices Atlanta, GA 404/998 -1100 

BOSTON 
617/330 -7880 
Kevin Cox Bob Maccini 

WASHINGTON 
703/243 -2310 
Mitt Younts 

ATLANTA 
404/998 -1100 
Ernie Pearce Ed Shaffer 
Bill Cate 

CHICAGO 
312/642 -0948 
Rich Marschner 

JACKSONVILLE 
904/730 -2522 
Jim Brewer George Reed 

DALLAS 
214/788 -2525 
Bill Whitley 

LOS ANGELES 
818/893 -3199 
Jim Mergen Ray Stanfield 

KANSAS CITY 
816/932 -5314 
Bill Lytle, Don Boyles 

SALT LAKE CITY 
801/753 -8090 
Greg Merrill 

Member 
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Services 

BROADCAST DATA SERVICES 
Computerized Broadcast Service 

Including 
Data Base Allocation Studies 

Terrain Profiles 
4 Dir. of tloffrl. I.unan & lohmon. Inr- 

703 824 -5666 
FAX 

tifTelatech,Inc. 
BROADCAST CONSULTANTS AND ENGINEERS -Lr. 

F ed epncc. -Sea cues and Coaánaton 

FI, Es r 
e a Oeg ano corsluclnr 

'NNE T -I A -GE.0N '3400 Mr, A,e 

1,3 562 68 Dea10,r M 46'.24 

SOFTWARE 
FM & TV CHANNEL SEARCH I 

FCC databases for MS -DOS 
Broadcast Technical Consulting 

Doug Vernier 
Brwdrw, Corwaltant 
6e, Re,ure.pue ltn. 

I.... 50613 

319 266 -7435 

c-:k Stainless, inc. 
New Towers, Antenna Structures 

Engineering Studies, Modifications 
Inspections, Erection, Appraisals 

North Wales, PA 19454 
215 699-4871 FAX 699.9597 

SG Communications, Inc. 
TV /FM RF Systems Specialists 

RF System Measurements 
Tower Erection & Maintenance 

1- 800 -- 824 -7865 Tucson, AZ 
1-800-874-5449 Tampa, FL 

KLINE TOWERS 
Towers, Antenna Structures 

Engineering & Installation 
P.O. Box 1013 

Columbia, S.C. 29202 
Tel: 803 251-8000 - FAX 251 -8080 

Amino inc. 
ENGINEERS & MANUFACTURERS OF 

SOLD SrEEE TOWER STRUCTURES 
PHONE 219 -936 -4221 

FAX 219- 936 -6796 

PO Box 128. 1200 N. Oak Rd 
Plymouth. IN 46563 

New lowers. Iransmmet buildings, earth 
stations turnkey site development. 

Tower Structures, Inc. 
1969 Nirvana Menue 
Chula Vista, CA 92011 
619421 -1181 
Fia: 6194216533 

BROADCAST DATABASE 

datawoole 
MAPS 

Coverage Terrain Shadowing 
Allocation Studies Directories 

P.O. Box 30730 301-652-8822 
Bethesda. MD 20814 800-368-5754 

UNUSED CALL LETTERS 
MAILING LABELS 

AM FM TV 

datawopld 
301 -652 -8822 800 -368 -5754 

0918W0P1d MAPS 

1301) 6528822 

TERRAIN SHADOWING 

POPULATION DENSITY 

CONTOUR COVERAGE 

18001 3685754 

Radio and Television System Design 
Transmitter and Studio Installation 
Microwave and Satellite 
Engineering and Installation 

627 Boulevard 
201-245-4833 Kenilworth, NJ 07033 

Shoolbred Engineers, Inc. 
Stru.mnl l.onuultanl. 

Towers and Antenna Structurés 

Roben A. Shoolbred, P.E. 

144 \6.n.n Dnm 
Ch.rlc,,,,n, S.C. :.14.110-`11 ;7 7 4n+1 

Spese Seyrnenc 
Turn Ardinds 
r.en and Remore 

Pittsburgh 
International Teleport 

L 

800 -634 -6530 

LDL COMMUNICATIONS INC 
RF design & installation specialists 

LARCAN solid state transmitters 
e Alan Dick antennas & combiners 

LeBlanc & Royle tower systems 

14440 Cherry Lane Ct. Laurel MD 20707 
Tel: 301-498-2200 Fax: 301 -498 -7952 

TRANSMISSION STRUCTURES LTD. 

TOWER ENGINEERING SERVKES 
Registered Professional Engineer. 

INSPECTIONS ANALYSISMODIFICATIONS 

P. O. Boa 907 Vinita, OK 74301 

(918) 256-7883 FAX 19181 256-2558 

STARLINER ** 
MOBILE VIDEO PRODUCTION UNIT 

MULTI CAMERA CAPABILITY 

32 AUDIO INPUTS -STEREO SOUND 
PROGRAMMING SPORTS CONCERTS 

VIDEO CONFERENCES MEETINGS 

CONTACT: ERIC ADDRESS 

(215) 626 -6500 
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K38AT 29 Palms, and K26DH Yucca Valley, all Califor- 
nia. Filed Dec. 18. 1989. 

WQKZ(FM) Catskill. NY (BAPH8912I9GR; 98.5 mhz: 
2.1 kw; ant. 120 ft.) -Seeks assignment of license from 
Catskill FM Ltd. to Catskill Communications Inc. for no 
financial considerations. Seller is headed by Carmine A. 
Pizza and is licensee of WCKL(AM) Catskill, NY. Buyer 
is headed by Nick Vanoff, Carmine A. Pizza, Alan S. 
Courtney, Arnold Sundel, John Aylesworth and Frank Pep - 
pian and is licensee of WCKL(AM) Catskill. NY. Filed 
Dec. 19, 1989. 

WBZA(AM) Glens Falls and WAYI -FM Hudson Falls. 
both New York (AM: BAL891213EA; 1230 khz; 1 kw -D, 
250 w -N; FM: BALH89I2I3EB: 107.1 mhz; .28 kw; ant. 
257 ft.)-Seeks assignment of license from Northway 
Broadcasting Inc. to Alpine Media Inc. for $2,870.000. 
Seller is headed by Joseph Reilly, and is licensee of 
WKMC(AM) Roaring Spring and WHPA -FM Hollidays- 
burg. both Pennsylvania. and translator station W296AQ 
Bellwood, PA. Joseph Reilly has 25% interest in Home- 
town Broadcasting Corp., licensee of WIZR(AM) aid 
WSRD(FM), both Johnstown, NY. Buyer is headed 3y 
Michael Nigris, Dean Landsman, Norma Nigris and Kath- 
leen P. McCarthy and has no other broadcast interests. 
Filed Dec. 13, 1989. 

KMNZ(TV) Oklahoma City. OK (BALCT891211KE; 
ch. 62: 5.000 kw -V; ant. 1.520 ft.)-Seeks assignment of 
license from Mendoza Broadcasting Ltd. to Faith Pleases 
God Church Corp. for no financial considerations. Sale is 
transfer of interests. Seller is headed by Carlos Ortiz, Bond 
Cosby and Richard Mendoza. Buyer is headed by Car os 
Ortiz. Aracelis Ortiz. John Jacobson and Minerva Jacob- 
son. Faith Pleases God Church Corp. is licensee of WU- 
JA(TV) Caguas and WELU(TV) Aguadilla. both Puerto 
Rica and is permittee of LPTV's WO3AY and K18CA. 
Filed Dec. 11, 1989. 

KGTN(AM) Creedmoor. TX (BAPL8912I IEB; 1530 
khz; I kw -D) -Seeks assignment of license from Dan 
Kubiak to Texas Concepts Inc. for $500.000. Seller has 
10% interest in buyer. which is headed by Guadalupe Perez 
who has no other broadcast interests. Filed Dec. 11. 1989. 

KRTX(FM) Galveston. TX (BAPH8912I4GQ; 104.9 
mhz: 3 kw: ant. 328 ft. 1-Seeks assignment of license from 
Irvin Davis to Sonoma Media Corp. for S1.600,000. Seller 
has no other broadcast interests. Buyer is headed by Roy E. 
Henderson. and is licensee of KGLF(FM) Freeport. TX. 
Filed Dec. 14. 1989. 

KJAS(FM) Jasper. TX (BALH891219GU: 100.9 mhz; 3 

kw: ant. 299 ft.)-Seeks assignment of license from Jasper 
County Broadcasting Co. Roy E. Henderson for $235.000. 
Seller is headed by Robert S. Eaves. James M. Lout. Willie 
D. Williford. Edmond R. Hilley and John G. Bryan. They 
have no other broadcast interests. Buyer has. through vari- 
ous companies. construction permits for new FM's at South 
Padre Island, Caldwell and Mason. all Texas. and is the 
licensee of LPTV KO5IL Clear Lake City. TX (see 
KRTX(FM) Galveston. TX). Filed Dec. 19. 1989. 

KJKC -FM Portland. TX (BALH89I2I4HT; 105.5 mhz: 
3 kw: ant. 353 ft. I -Seeks assignment of license from JKC 
Communications of Texas Inc. to Chitex Communications 
Inc. for $525.000 (see "Changing Hands" Dec. 25, 1989). 
Seller is headed by Jonathan Cohen and owns WJKC(FM) 
Christiansted, St. Croix. VI. Buyer is headed by Daniel G. 
Donovan and Cathleen Kramer and has no other broadcast 
interests. Filed Dec. 14, 1989. 

Actions 
WXVI(AM) Montgomery, AL (BAL891024EB: 1600 

khz: 5 kw -D. 1 kw -N. DA -2)- Granted app. of assignment 
of license from WXVI Radio Inc. to RFB Radio of Mont- 
gomery Inc. for $300.000 (see "Changing Hands." Oct. 
30. 1989). Seller is headed by Wes Attaway and has no 
other broadcast interests. Buyer is headed by Bob Bell. 
who owns WCGL(AM) Jacksonville. FL. WCLY(AM) 
Raleigh. NC and WLLV(AM) Louisville. KY. Action Jan 
5. 

WSHU(FM) Fairfield. CT (BTCED891I14HV; 91.1 
mhz: 1 kw; ant. 624 ft.)- Granted app. of assignment of 
license from Sacred Heart University Inc. to Sacred Heart 
University Inc. for no financial consideration. Sacred Heart 
University is headed by Rev. Edward Egan and has no 
other broadcast interests. Action Jan. 5. 

WGNB(FM) Indian Rocks Beach, FL (BAPL891020EA: 
1520 khz; 1 kw- D)-- Granted app. of assignment of license 
from Moody Bible Institute of Chicago to Global Broad- 
casting Inc. for $550,000. Moody Bible Institute of Chica- 
go is licensee of following non -commercial educational 
broadcast stations: WMBI -AM -FM Chicago. IL: KMBI- 
AM-FM Spokane. WA: WDLM -AM -FM East Moline. IL; 
WMBW -FM Chattanooga. TN: WMBV -FM Dixon Mills, 
AL; WRMB -FM Boynton Beach and WDES -FM St. Pe- 
tersburg, both Florida, and WCRF -FM Cleveland. OH. 
Buyer is headed by Ronald E. Crider. who holds 19% 
equity interest in Vail Aspen Broadcasting Ltd., licensee of 



Professional Cards 

du Treil, l.undin & Rackley, Inc. 

1019 19th Street, N.W., Suite 300 
Washington, D.C. 20036 
Telephone: 202- 223 -6700 

Molten AFCCE 

SILLIMAN AND SILLIMAN 
8121 Georgia Ave #700 
Silver Spring. MD 20910 

ROBERT M SILLIMAN. P E 

1 301 I 599 -828e 
THOMAS B SILLIMAN. P E 

18121 8539754 
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Jules Cohen & Associates. P.C. 
Consulting Electronics Engineers 

Suite 600 
1725 Desales, N.W. 

Washington, D.C. 20036 
Telephone: (202) 659 -3707 
Telecopy: (202) 659 -0360 

Member AFCCE 

ROSNER TELEVISION 
SYSTEMS 

CONSULTING & ENGINEERING 

250 West 57 Street 
New York, N Y 10107 

12121 246.2850 

STRUCTURAL SYSTEMS 
TECHNOLOGY. INC. 

J. Cabot Goody. PE. 
PRESIDENT 

TOWERS. ANTENNAS. STRUCTURES 
New Tall Towers. Existing Towers 

Studies. Analysis. Design Modifications. 
Inspections. Fxechon, Etc 

6867 Elm Si . McLean. VA 22101 (NMI .1564765 

CMMUNIanAwocAaS TasHNOLOGISSTINC. 

LAMA( 'C M. BL V ERACE 
LACRAN S1M.RAN1 
,ce1M,eT7 

P.O. Nix ail,, 
MARLTO.N, x1 MOO 

CAA: leslea124 

O 

FCC Data Bases 

FCC Applications and Field Engineenng 

Frequency Searches and Coordinator 
AM FM- CATV.ITFS.LPN 

OWL ENGINEERING, INC. 

Consulting Communications Engineers 

1306 W. County Road F. St. Paul, MN 55112 

(612) 631 -1338 "Member AFCCE 

contact 
BROADCASTING MAGAZINE 

1705 DeSales St., N.W. 

Washington, D.C. 20036 

for availabilities 
Phone: (202) 659 -2340 

= 
sm,S somAmcocr.ano.. 

CONSULTING ENGINEERS 

7901 VARNW000 COURT 
SPRINGFIELD VA 22153 

17031589 7704 

MEMBER AFCCE 

Moffet, Larson & Johnson, Inc. 
Consulting Telecommunications Engineers 

Two Skyline Place, Suite 800 
5203 Leesburg Pike 

Falls Church, VA 22041 
703 824 -5660 

FAX 
Member AFCCE 

CARL E. SMITH 
CONSULTING ENGINEERS 

AM -FM -TV Engineering Consultants 
Complete Tower and Rigging Services 

".tierviae IA. Broadcast Industry 
for over 50 Fears" 

Box 2727 Bath, Ohio 44210 
(216) 659 -4440 

Mullaney Engineering, Inc. 
Csa1.1t11y bNC.IniaW1ea11.M En111..rs 

9049 Shady Grove Court 
Gaithersburg, MD 20877 

301 -921 -0115 
Mambos AFCCE 

C. P. CROSSNO & ASSOCIATES 

Conayntng Engtn..rs 

P.O. Box 18312 
Dallas, Texas 75218 

(214) 669.0294 

Member AFCCE 

LAWRENCE L MORTON 
ASSOCIATES 
1231 MESA OAKS UNE 

is MESA OAKS ÇAOTO.NIA 93116 

LAWRENCE L. MORTON, P.E. 
AM FM TV 

APPLICATIONS FIELD ENGINEERING 
MEMBER AFCCE 

(805) 733 -4275 / FAX (805) 733 -4793 

DATEL CORPORATION 
BROADCAST CONSULTANTS 

APPLICATIONS - INSPECTIONS 

1515 N. COURT HOUSE ROAD 
ARLINGTON. VIRGINIA 22201 

Tel. 1 -800- 969 -3900 

LOHNES a CULVER 
Consulting Radio-TV Engineers 

1158 15th. St. , N.W. Suite 606 
WasNlilgton , D.C. 20005 /\ 1202/ 296-2722 

Saco Anneal AFCCE 

ANDRUS AND ASSOCIATES, INC. 

ALVIN H. ANDRUS, P.E 

351 SCOTT DRIVE 
SILVER SPRING, MD 20904 

A 301 385.5374 

ECCF 

VIR JAMES 
CONSULTING ENGINEERS 

Applications and F,eid Engineering 
C'mputeored Frequency Surveys 

3137 W. Kentucky Ave. -80219 
(303) 937 -1900 

DENVER, COLORADO 
.Stem ber AFCCE & NAB 

HATFIELD & DAWSON 
Consulting Engineers 

Broadcast and Communications 
4226 6th Ave., N.W., 

Seattle, Washington, 98107 
(206) 783.9151 

Member AFCCE 

JOHN F.X. BROWNE 
& ASSOCIATES, P.C. 

525 Woodward Ave 
Bloomfield Hills, MI 48013 

(313) 642 -6226 
Washington Office 

(202) 293 -2020 
Member AFCCE 

seruEiai9 
Engineers 

P.O. Box 356 
McKinney, Texas 75069 

(214) 542 -2056 
Member AFCCE 

RADIO SYSTEMS ENGINEERING 

FCC Applications Design Installation 
Field Service 

Experienced & Affordable 

4250 Eel Powell Avenue LAS Vega+. Nevada ),e 21 

24 II, (702) 454-2085 

COHEN, DIPPELL 
and EVERIST, P.C. 

CONSULTING ENGINEENS 

1300'L' STREET. N.W. SUITE 1100 
Washington, D.C. 20005 

(202) 898 -0111 
Member AFCCE 

HAMMETT & EDISON, INC. 
CONSULTING ENGINEERS 

Box 280068 
San Francisco, California 94128 

HE1415) 342 -5200 
(202) 396 -5200 

Member AELCF 

E. Harold Munn, Jr., 
& Associates, Inc. 

Broadcast Engineering Consultants 

Box 220 
Coldwater, Michigan 49036 

Phone: 517- 278 -7339 

ENTERPRISE ENGINEERING P.C. 

Consulting Engineers 
FW HANNEL. PE 

PO Box 9001 Peoria. IL 61614 
(3091 691 4155 

Member AFCCE 

D.C. WILLIAMS 
& ASSOCIATES, INC. 

C oneeil.nç Eng.eerd 
CATV 

POST Orn 
LO, 

Cr BO. roa 

FOLSOM. CALIFORNIA 95630 
(916) 933 -5000 

PAUL DEAN FORD, P.E. 
BROADCAST ENGINEERING CONSULTANT 

R.R. 12, Box 351 

WEST TERRE HAUTE, INDIANA 47885 
812. 535.3831 

Member AFCCE 

DON'T BE A STRANGER 
To Broadcasting's 116.42r Readers 
Display your Professional or Service Card 
riere It will be seen by station and cable TV 

system owners and decision makers 

1986 Readership Survey showing 3 5 
readers per copy 

AFCCE 
Association of 

Federal Communications 
Consulting Engineers 

P.O. Box 19333 
20th Street Station 

Washington. DC 20036 

17113) 534 -788(1 



KVMT(AM) -KSPN -FM Vail, CO. Action Jan. 5. 

KGLO(AM)- KNIQ(FM) Mason City. Iowa (AM: 
BTC890905EF; 1300 khz; 5 kw -U; FM: BTCH890905EG; 
93.5 mhz; 3 kw; ant. 300 ft.)- Granted app. of assignment 
of license from Lewis W. Van Nostrand to James Ingstad 
Broadcasting of Iowa Inc. for 51,650,000. Seller has no 
other broadcast interests. Buyer is headed by James Ing- 
stad. who through various companies is licensee of KNU- 
J(AM)-KXLP(FM) New Ulm, KOVC -AM -FM Wadena 
and KQHT(FM) Crookston, all Minnesota, and 
KFKA(AM)- KSQI(FM) Greeley. CO. Action Jan. 5. 

KSSC(AM) Joplin, MO (BAL891002EB; 1230 khz; 1 

kw- U)-- Granted app. of assignment of license from J. 
Kevin Checkett, trustee in bankruptcy, to Saturn Commu- 
nications Inc. for $200,000. Seller is headed by William 
Mensendiek and is also licensee of KSSC -FM Columbus, 
KS. Buyer is headed by Andrew Wolfson and has no other 
broadcast interests. Action Jan. 9. 

KZKX(FM) Seward, NE (BALH89I106HY; 96.9 mhz; 
100 kw; ant. 610 ft.)- Granted app. of assignment of 
license from Musicradio of Nebraska Inc. to KZKX Inc. for 
$1.970,000 ( "Changing Hands," Nov. 13). Seller is head- 
ed by Jon Peterson and Mike Levine, who are also princi- 
pals of WXIT(AM) -WKZT(FM) Charleston, WV. Buyer is 
headed by Bob Sherman and also owns KKRD(FM) Wichi- 
ta. KS. Action Jan. 5. 

WBVE(FM) Hamilton, OH (BALH89I 109GI; 96.5 mhz; 
19.5 kw; ant. 810 ft.) -- Granted app. of assignment of 
license from Reams Broadcasting Corp. to Entertainment 
Communications Inc. (Entercom) for $5.85 million 
("Changing Hands," Nov. 6). Seller is headed by Frazer 
Reams and also owns WCWA(AM) -WIOT(FM) Toledo. 
Buyer is headed by Joseph Field, and also owns KITS(FM) 
San Francisco; WKTK(FM) Crystal River and WXCR(FM) 
Safety Harbor, both Florida; KLXK(FM) Minneapolis and 
WAYL(AM) Richfield, both Minnesota; WEEP(AM)- 
WDSY(FM) Pittsburgh; KLDE(FM) Houston; KTA- 
C(AM)-KBRD(FM) Tacoma, WA, and KLTE(FM) Okla- 
homa City. Action Jan. 5. 

KLAY(AM) Lakewood, WA (BAPL891I09EG; 1180 
khz; 5 kw -D, 1 kw- N)-- Granted app. of assignment of 
license from Clay Frank Huntington to KDFL Public Radio 
Associates for no financial consideration. Seller has no 
other broadcast interests. Buyer is headed by Henry Per - 
ozzo and has no other broadcast interests. Action Jan. 5. 

New Stations 

Actions 
Greenville, MS (BPH880725ND)- Granted app. of Se- 

gue Communications Inc. for 104.7 mhz; 50 kw H &V; 478 
ft. Address: P.O. Box 705. Mt. Pleasant, SC 29464. Prin- 
cipal is owned by William G. Dudley III and Jerrold 
Miller, and has no other broadcast interests. Action Jan. 8. 

Uhrichsville, OH (BPH880I07MV)- Granted app. of 
Edward Alan Schumacher for 99.9 mhz; 3 kw H &V; 328 
ft. Address: Rural Rte. 2, Box 295A Dundee, OH 44624. 
Principal has no other broadcast interests. Jan. I. 

Facilities Changes 

Applications 
Fresno, CA KFNO(FM) 90.3 mhz -Dec. 18, 1989, ap- 

plication for Mod of CP (BPH840301CC as Mod) to 
change ERP: 1.7 kw H &V; ant.: 1,970 ft. H &V; correct 
geographical coordinates: 37 04 26N 119 25 52W. 

Enfield, CT 97.9 mhz -Dec. 18. 1989, application for 
Mod of CP (BPH860918O1) to change ERP: 1.11 kw 
H &V; ant.: 529 ft. H &V; TL: located in Hamden County, 
MA, approximately 1 km NNW of the junction between N 
St. & N -W St. 

South Kent, CT WGSK(FM) 90.1 mhz -Dec. 28, 1989, 
application for CP to change ant.: -38 in H &V; TL: Bulls 
Bridge Rd., S. Kent, Litchfield. CT. 

Beaver Dam, KY 102.7 mhz -Dec. 13, 1989, applica- 
tion for Mod of CP (BPH8703I2MA) to change ERP: 3.0 
kw H &V; change ant.: 328 ft. H &V. 

Athol, MA WCAT(FM) 99.9 mhz -Dec. 12, 1989, ap- 
plication for Mod of CP (BPH880107MW as Mod) to 
change ERP: 3.72 kw H &V. 

Coleman, MI WSMZ(FM) 101.5 mhz -Dec. 14. 1989, 
application for Mod of CP (BPH861002TJ as Mod) to 
change ant.: 328 ft. H &V; TL: .3 km N. of intersection of 
Baker and Alamando Rd.; Coleman, MI. 

Omaha, NE 105.9 mhz -Dec. 18, 1989, application for 
Mod of CP (BPH870918MP) to change ERP: 6.0 kw H &V; 
change TL: .8 km NW of the intersection of 72nd St. and 
Military Ave.. Omaha. NE. 

Altoona, PA WPRR(FM) 100.1 mhz -Dec. I I, 1989. 
application for CP to change ERP: 6 kw H &V. 

Jersey Shore. PA WYRS(FM) 97.7 mhz -Dec. I I, 
1989. application for CP to change ERP: 6 kw H &V; ant.: 
295 ft. H &V. 

Sturgeon Bay, WI WQZZ(FM) 100.1 mhz -Dec. I1, 
1989, application for CP to change ERP: 50.0 kw H &V; 
ant.: 492 ft. H &V; TL: on Dhuey Hill, 11 km E. of 
Dyckesville, Township of Lincoln. WI. 

Actions 
Edwardsville, IL WRYT(AM) 1080 khz -Jan. 10 appli- 

cation (BMP89I005AC) granted for Mod of CP 
(BP8709I8AC) to modify the daytime DA ant. system. 

Kinston, NC WELS(AM) 1010 khz -application 
(BP890913AB) granted for CP to change TL: 4.1 km W. of 
Kinston NC; and make changes in ant. system; 35 17 02N 
77 39 55W. 

Actions 

FCC upholds review board decision dismissing applica 
tion of Mogan Hill FM Ltd. for new FM on channel 24IA 
(96.1) at Morgan Hill. CA - MM Docket 88 -205 (Report 
DC -1543, action in docket case). Review Board dismissed 
application for failure to prosecute. Action by commission 
Jan. 11 by MO &O (FCC 90 -22). 

FCC upholds review board decision to renew license of 
KVBC(TV) Las Vegas. NV - MM Docket 85 -228 (Report 
DC -1544. action in docket case). Review Board decided to 
renew license of KVBC(TV) Las Vegas, NV, and denied 
mutually exclusive application of William H. Hemstadt et 
al. for construction permit. KVBC -TV is licensed to Valley 
Broadcasting Co. Action by commission Jan. 11 by order 
(FCC 90 -23). 

FCC upholds bureau action concerning new FM at Altus, 
OK (Report MM -447, Mass Media Action). Commission 
has denied Robert M. Kerr's request for review of decision 
by Mass Media Bureau returning his application for new 
FM station on Channel 300A (107.9 mhz) at Altus, OK, as 

insufficient for tender. Kerr's application was returned be- 
cause it lacked required certification of site availability. 
Action by commission Jan. II by MO &O (FCC 90 -20). 

Broadcast auxiliary STL/ICR transmitters. Extended to 
July I, 1993, date by which equipment operating on 944- 
952 mhz must be approved (By Order [DA 90 -37] adopted 
Jan. 12 by chief, Mass Media Bureau). 

Errata to report and order (DA 89 -1682) in matter of 
amending FM Table for new station at Casa Grande. Clay- 
pool and Kearny. AZ (MM Docket 89 -75 [DA 90 -26]). 

NAB. Denied NAB's request for issuance of declaratory 
ruling to preempt state and local regulation of RF radiation 
standards that affect communications services to public (By 
Order [FCC 90 -10] adopted Jan. 9 by commission). 

Prohibitions against broadcast indecency. Extended until 
Feb. 20 and March 20, respectively, time to file comments 
and replies in matter of enforcement of prohibitions against 
broadcast indecency (MM Docket 89 -494 by order extend- 
ing time to file comments [DA 90-24] adopted Jan. 12 by 
chief, Mass Media Bureau). 

Des Moines, IA. KUCB -FM ordered to show cause why 
its license should not be revoked (Report MM -446, Mass 
Media Action). Ordered The Center for Study and Applica- 
tion of Black Economic Development, licensee of KUCB- 
FM, Des Moines, to show cause why its license should not 
be revoked for going off air without FCC authorization. 
Action by commission Jan. 8 by OSC and NAL (FCC 90- 
3). 

Fort Walton Beach. FL. Grant of FM station to Juanina 
Inc. upheld - MM DOCKETS 81 -856, 858, 859, 861 

(Report DC -1546. Action in Docket Case). Commission 
has upheld its grant of application of Juanina. Inc., for new 
FM station on channel 243C (96.5 mhz) at Fort Walton 
Beach, FL. It denied requests of three unsuccessful appli- 
cants for station, Miracle Strip Communications Inc., Pin- 
nacle Broadcasting Corp.. and Da -Gon Broadcasting 
Corp., for reconsideration of grant. Action by commission 
Jan. I1 by MO &O (FCC 90 -21). 

Trion, GA. Granted application of Tri -State Broadcasting 
Co. for new FM station on channel 239A (95.7 mhz); 
denied competing application of Safe Broadcasting Corp 
(MM Docket 88 -580. by ID [FCC 90D -3] issued Jan. 10 by 
AU Joseph Chachkin). 

Metropolis, IL; Camden and Henderson, both Tennessee. 
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Denied request by Sun Media Inc. for extension of time to 
file reply comments in response to counterproposals to 
amend FM table (MM Docket 89 -416 by order denying 
request for extension of time to file reply comments [DA 
90 -25] adopted Jan. 12 by chief, Allocations Branch, Mass 
Media Bureau). 

West Point and Blair, both Nebraska. Dismissed LDH 
Communications Inc.'s and CVC Capital Corporation's 
request for reconsideration of action granting Kelly Com- 
munications Inc.'s request to substitute Channel 300C1 
(107.9 mhz) for Channel 300A at West Point and modify 
its construction permit for KWPN -FM to specify higher 
powered channel (MM Docket 88 -493 by MO &O [DA 89- 
1683] adopted Dec. 28. 1989, by chief. Allocations 
Branch. Mass Media Bureau). 

West Carrollton. OH. Grant of FM permit to Hawes - 
Saunders upheld - MM DOCKET 87 -526 (Report DC- 
1535, Action in Docket Case). Upheld Review Board's 
decision granting application of Ro Nita Bernice Hawes - 
Saunders for new FM station at West Carrollton, OH, and 
denying competing application of William M. Finer. Ac- 
tion by commission Jan. 8 by Order (FCC 90 -4). 

Allocations 

Casa Grande. Claypool and Kearny, all Arizona. Effec 
tive Feb. 26. 1990, amended FM table by allotting channel 
288C2 (205.5 mhz) to Casa Grande, channel 287C2 (105.3 
mhz) to Kearney and channel 291A (106.1 mhz) to Clay 
pool as their only allotments; modified license of KFAS 
FM, Casa Grande. and KCDX(FM) Kearny. accordingly: 
filing window for Claypool allotment is Feb. 27 to March 
29. (MM Docket 89 -75. by R &O [DA 89 -1682] adopted 
Dec. 21, 1989, by the chief, Allocations Branch. Policy 
and Rules Division. Mass Media Bureau.) 

Call Letters 

Grants 
Existing FM's 
WYGO(FM) WOXM -FM Quality Broadcasting, 

Gordon, GA 

KRTY(FM) KYAY Royal Broadcasting of California 
Inc.; Los Gatos, CA 

KRWR(FM) KNIS Sapphire Broadcasting Inc.; 
Carson City, NV 

KSKE(FM) KVMT Vail -Aspen Broadcasting Ltd.; 
Vail, CO 

KXKX(FM) KSAFBick Broadcasting Co.; Knob 
Nosier, MO 

WCYK -FM WJLT -FM High Communications 
Partnership; Crozet, VA 

WGAP -FM WYNQ Gateway Broadcasting Corp.; 
Maryville, TN 

WGRR(FM) WBLZ The Dalton Group Inc.; 
Hamilton, OH 

WKQL(FM) WAIV -FM Professional Building Inc.; 
Jacksonville, FL 

WKWK -FM WEEL -FM CR Broadcasting Inc.; 
Wheeling, WY 

WPDS(FM) WEOA Heart of Citrus Inc.; Beverly 
Hills, FL 

WQLH(FM) WDUZ -FM Green Bay Broadcasting 
Co.; Green Bay, WI 

WRCO(FM) WRCO -FM Metropolitan Broadcasting 
of North Carolina Inc.; Dunn, NC 

WRKK(FM) WYRS S &P Broadcasting Ltd. Il; 
Jersey Shore, PA 

WRKT(FM) WRKT -FM Rambaldo Communications 
Inc.; Northeast, PA 

WSNU(FM) WWZU Lipez Broadcasting Corp.; 
Lock Haven, PA 

WWWK(FM) WELV -FM Straus Communications in 
New York; Ellenville, NY 

WXRX(FM) WYBR -FM Airplay Broadcasting 
Corp.; Rockford, IL 

WXTB(FM) WKRL Great American TV & Radio 
Co.: Clearwater, FL 

WXXL(FM) WHLYJ.J. Taylor Companies Inc.; 
Leesburg, FL 



Books for Broadcasters 
from BIA Publications 

INVESTING IN RADIO 
BIA Publications' comprehen- 
sive 1989 market -by- market 
guides to the radio industry. 
Evaluates all Arbitron -rated 
markets, from retail sales and 
per capita income to advertis- 
ing revenues and disposable 
income. Historical revenue 
data and BIAs expert reve- 
nue projections plus market 
demographics. Detailed com- 
petitive information for each 
rated and /or metro station; 
from owner to call signs, 
broadcast power to ratings, 
station classes, formats and 
rep firms. 

VOLUME 1 

The market -by- market profile 
of the top 150 Arbitron -rated 
markets. BIA1 Price: $250 

VOLUME 2 
The market -by- market profile 
of markets 151 -261 BIA2 
Price: $125 

JUNIOR SET 
Volume 1 & 2 at a $50 Sa- 
vings. BIA3 Price: $325 

QUARTERLY UPDATES 
Updated ratings following 
each Arbitron book, plus 
changes in ownership, call 
letters, formats and facilities. 

BIA4 Price: $125 

THE OWNERSHIP FILE 
Individual /Group Owners in 

all Arbitron markets, plus sta- 
tion profiles. More than 2,400 
owners and addresses for all 
group owners. BIAS Price: 
$125 

STATION LEADERS 
At- a- glance profiles of the 
best performing stations by 
format and market group. 

BIA6 Price: $75 

INVESTING IN RADIO 
COMPLETE SET 
Save $175 by ordering all the 
publications profiled in col- 
umn 1 and receive two free 
hours of custom research 
from BIA Publications' indus- 
try- leading database. 

BIA7 Price: $525 

STICK VALUES 
BIA Publications' guide to sta- 
tion values, with a clearly ex- 
plained methodology, plus 
valuation grid for adjusting 
your revenue share and profit 
margin projections. Covers 
FM & AM stations in the top 
100 Arbitron -rated markets. 

BIA8 Price: $250 

THE RADIO STATION 
TRANSFER SUMMARY 
A compilation prepared by 
BIA Publications on transac- 
tions in the top 261 radio mar- 
kets. Details on the most re- 
cent transfer of stations since 
1980 by region, type of facility 
(AM, FM, combos) and price. 

BIA9 Price: $125 

RADIO ACQUISITION 
HANDBOOK 
A step -by -step guide to the 
radio station acquistion pro- 
cess. You'll learn how fair 
market valuations help you; 
how to buy at lowest cost; 
how to assemble a winning 
team; how to make a succes- 
ful offer; the pitfalls of acquis - 
tion contracts; successful fi- 
nancing techniques; and the 
importance of an asset ap- 
praisal. 

BIA10 Price: $125 

INVESTING IN 
TELEVISION 1989 
BIA Publications' complete 

market -by- market guide to 
the television industry cover- 
ing all 212 Arbitron -rated mar- 
kets. 

EXPANDED -PLUS 
The market -by- market guide 
containing information on the 
market, competition and 
trends. Market data includes: 
population, households, retail 
sales, effective buying in- 
come and market revenue 
trends. Competitive data in- 
cludes: calls, technical facility 
info, ownership affiliation, 
rep, start date, acquisition 
date ( and price) and ratings 
for nine dayparts. Also con- 
tains a valuable cross -market 
guide section. The leading in- 
vestment book on the televi- 
sion industry. 

BIA11 Price: $450 

QUARTERLY UPDATES 
Latest ratings and up -to -date 
changes in the competitive 
environment -- owners, chan- 
nels, call letters and new con- 
struction permits...station 
sales and license transfer re- 
ports. 

BIA12 Price:$150 

THE OWNERSHIP FILE 
Complete details on the hold- 
ings of more than 400 owners. 

BIA13 Price:$150 

COMPLETE 
EXPANDED -PLUS SET 
Save $125 by ordering a 
complete set and get all the 
benefits of the Expanded -Plus 
Book, plus the Ownership File 
and the important Quarterly 
Updates. 
BIA14 Price: $625 

INVESTING IN 
TELEVISION 5 YEAR 
RATINGS REVIEW 
A comprehensive historic pro- 
file of television station and 
market trends over the 1984 
through 1988 period. Data in- 
cludes ratings trends for eight 
dayparts, plus data on market 
and ownership changes. 
BIA15 Price: $395 

BROADCAST SERVICES 
GUIDE 
Provides references on over 
250 different firms who can 
help you buy, improve, sell or 
finance radio or television 
properties. Profiles brokers, 
bankers, investment bankers, 
FCC attorneys, program con- 
sultants, research firms, con- 
sulting engineers, and pro- 
gram suppliers. A must for 
existing owners in radio and 
television; industry leaders; 
and new -to- broadcasting 
owners and investors. 
BIA16 Price: $75 

"INVESTING IN 
AMERICAN RADIO" 
SEMINAR 
AUDIO TAPES 
Professionally produced au- 
dio cassettes of the June 8 -9 
1989 "Investing in American 
Radio" seminar held in New 
York. This most respected 
broadcasting seminar in- 
cludes comments from the in- 
dustry's leading analysts: Jim 
Duncan and Tom Buono. 
Speakers include: Jeff Smu- 
lyan, Randy Odeneal, Dick 
Ferguson and Mark Fowler. 
Subscribers also receive over 
$200 in publication materials. 
BIA17 Price: $395 

BROADCASTING E BOOK DIVISION 
1705 DeSales Street, N.W., Washington, D.C. 20036 

Send the books whose numbers are indicated at right. Payment must accompany your order. 

Name 

Address 

City State Zip 

Book No. Price 

Total $ 



Classified Advertising See last page of Classd,e:,; Sec:,oc u :ales. 
closing dates. box numbers and other details 

RADIO 
HELP WANTED MANAGEMENT 

GSM wanted. Dominant station in great competitive mar- 
ket. Train, motivate, manage and carry large list. Must be 
goal oriented with successful track record. To 40K. Re- 
sume today: Pres., 319 Mill St., Poughkeepsie, NY 12601. 
EUE, M/F. 

General manager. Medium California market. Sales and 
sales training priority responsibility. Must have manage- 
ment skills and experience. Send resume. salary require 
ments to Box A -26. EOE. 

A growing, Chicago Suburban, full- service AM needs a 

sales manager to recruit, train and lead our sales organi- 
zation. Must have good communication and organization- 
al skills. Send resume, salary history and salary require- 
ments to PO Box 907, Elburn, IL 60119. EOE. 

General sales manager: Major station in top 40 market. 
Outstanding, experienced sales staff in position needs a 

great motivator and strong leader. Must be a producer! 
Send resume with references and salary history: PO Box 
65243, Virginia Beach, VA 23464. EOE/AA, M /F. 

Major public broadcasting company in top fifteen of 
group radio broadcasters searching for general manager 
for Southeastern AM /FM Combo. Successful candidates 
will have stable employment history. good sates experi- 
ence and solid budget and expense control. Must be able 
to set example to proven sales staff by personal selling. 
Submit a letter giving complete career, salary history and 
references to: Box A -55. EOE. 

General sales manager: KQKQ /KKAR, Omaha. To man- 
age experienced sales staff of 13. Minimum 3 years sales 
management experience necessary. Strong people skills, 
leadership, motivational training skills required. Applicant 
must have Outstanding track record. Send resume/history 
to Marty Riemenschneider, 1001 Farnam, Omaha. NE 
68102. EUE. 

Music director for Classical music station, WFMR, in Mil- 
waukee. To program the station full time and keep library 
up. On air shift not required. Prior experience and in -depth 
knowledge of standard repertoire essential. Call 414 -964- 
9367. EOE. 

Operations manager. Growing Northwest Oldies FM 
seeks individual with ability in all areas, including promo- 
tion, satellite programing and sales. Small -mid size market 
of 100,000 +. Box A -60. EOE. 

Station manager for small market Ohio AM/FM Combo. 
Looking for successful sales manager ready for total re- 
sponsibility. Send resume, salary history, references. Box 
A -62. EOE. 

Sales manager wanted for Connecticut AM. If you like to 
sell and lead, here is a tremendous opportunity. Write Box 
A -66. EOE. 

HELP WANTED SALES 

Experienced radio sales rep for AC FM in southern Mary- 
land, approx. 35 miles south of DC. Market of 300,000 i- 
persons. Must be smart and willing to be the best. Only 
experienced, hard -working street- beaters will be consid- 
ered. Cons and phone -hops need not apply. First -year 
earnings of 25 -50K, depending on determination of indi- 
vidual. Send complete resume to: 98 STAR FM, Box 987, 
LaPlata, MD 20646 EOE. 

Account executive wanted! WVVE -FM in Stonington, CT 
seeks a sales professional who enjoys the challenge of 
sales! Join a growing company with a training program 
second to none. If you have sales experience, a good 
education and you're a self starter, send letter and resume 
to Karen Quinn, GSM, WVVE. PO Box 97, Mystic, CT 
06355. EUE. 

WWWV/WCHV, Charlottesville, Virginia. Leader in grow- 
ing market looking for an experienced and talented radio 
salesperson to work with major clients on top list. A great 
opportunity in a beautiful area. Send resume to Kevin 
Dalton, Sales Manager. 1140 Rose Hill Dr , Charlottesville, 
VA 22901. EOE/AA 

HELP WANTED ANNOUNCERS 

5000 AM News/Talk station in a growing market is looking 
for: Humorous, friendly, capable drivetime host/anchor. 
Must be able to "make our listeners laugh and be happy - 
to-be -alive everyday." Writing, editing and board work 
essential Teams considered. Great area and living condi- 
tions. Mail resume and tape to Ctry., Club Communica- 
tions Inc., PO Box 1270, Palm Desert, CA 92261. EUE. 

Country 105, WQXK is looking for morning talent. Individ- 
ua should be warm & friendly with a sense of humor, 
enjoy personal appearances, and be a team player. 
Youngstown- Canton markets. T & R to: Chuck Stevens, 
PO Box 530, Salem, OH 44460. EUE. 

Radio pro needed. Class operation looking for an assis- 
tant program director, morning announcer for WQMZ 
Charlottesville. Send your tape and resume to Box 498, 
Charlottesville, VA 22902. 804- 977 -3030 EOE. 

HELP WANTED TECHNICAL 

Family Life Radio station in mid -Michigan seeks staff 
engineer who is able to do studio construction, mainte- 
nance and repairs. FCC license or permit required plus 
three years broadcast engineering experience. Qualified 
applicants should send resume to John Harrison, WUFN, 
2255 North Concord Rd., Albion, MI 49224. Resumes 
should be received by January 31, 1990. WUFN is an 
equal opportunity employer. 

Chief engineer is needed immediately for AM/FM in New 
Bedford, MA. 1 Kw AM and 50 Kw FM are in excellent 
shape with modern studios. SBE or General Class license 
required. 5 years broadcasting experience in AM, FM, 
digital, automation, RPU's, computers desired. Send re- 

sume and salary needs to: Edd Monskie, VP- Engineering, 
Hall Communications, Inc., 24 S. Queen St., Lancaster, PA 
17603. Hall Communications is an equal opportunity em- 
ployer and encourages women and minorities to apply. 

Come work and ski in Vail, Colorado! We have a 100Kw 
FM powerhouse and a 5Kw AM at 610 that needs a 

qualified chief engineer's professional touch. Come live in 

this year -round playground while maintaining two big 
properties. Call NOW for this excellent opportunity that will 
not last long! Call Val Carolin at 1 -800- 345 -5754. EOE. 

Chief engineer for group owned Class C FM and 5 Kw 
directional AM Combo. Excellent organizational skills and 
ability to be a hands on chief. Must possess SBE or FCC 
General certification. Send resume and salary history to 
WAOK/WVEE, 120 Ralph McGill Blvd., Suite 1000, Atlanta. 
GA 30365, Attention: General Manager. EOE 

HELP WANTED NEWS 

Broadcast journalist for AC FM in southern Maryland, 
approx. 35 miles south of DC. Rip'n'readers need not 
apply. Only experienced radio newspersons will be con- 
sidered. Send T &R plus salary requirements to: 98 STAR 
FM, PO Box 987, LaPlata, MD 20646. EOE. 

KLBJ -AM, the News/Talk leader in the capital of Texas 
seeks an anchor /host for its morning drive news block. 
Ability to do call -in show a plus. Minimum 3 years profes- 
sional experience. Send tape and resume to: KLBJ -AM, 
Program Director, 8309 N. IH -35, Austin, TX 78753. EOE. 

Alaska: News director. AM/FM, ABC Kenai Peninsula: 
Two years minimum experience required. Need a real pro 
who knows how to dig. KSRMANHQ, HC -2 Box 852, Sol - 
dotna. AK 99669. Send Aud /Resume. EOE. 

HELP WANTED PROGRAMING 
PRODUCTION & OTHERS 

Major market broadcaster needs a major market CHR 
PD to help keep lMs Tedium market East Coast power 
house on target. You i, oe paid almost major market salary 
while living in one of the best markets on the East Coast. 
Box A -43 EOE. 

Colonial Broadcasting's top rated Country station, 
WLWI -FM, Montgomery, Alabama, seeks program direc- 
tor. Knowledge of music selector software, music re- 
search, audience analysis. Light air work. Reply Sam 
Faulk, Box 4999, Montgomery, AL 36195. Fax 205 -240- 
9219. WLWI, an equal opportunity employer 

SITUATIONS WANTED MANAGEMENT 

Top -notch manager. 10+ years. Excellent credentials 
Sales & programing. Top producer. Bottom line oriented. 
Southeast US. Prefer Florida. Call Bill James, 804 -232- 
5197. 

Veteran broadcaster, 14 years experience, now college 
instructor seeks radio station general manager position in 

small- medium market of 25,000 plus. Background in 

sales, production, sports, news, remotes, promotions. 
Available late May. Write Box A -47. 

Goal oriented. Professional. Experienced. Promotional. 
Successful. Seasoned. CRMC. Bottom line directed. Moti- 
vator. Trainer. Team coach. Wants challenging Southeast 
GM /GSM. 804- 971 -8908 
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Only it you want the best: GM looking for a new chal- 
lenge. Strong in all phases of operation. sales & profits m/ 
speciality. Small /medium markets. Box A -58. 

Sales manager: Top station in top 60 market seeks pos - 

lion as GM or GSM in Southeast medium market. 804 -744- 
1046. 

General manager. Currently GSM for FM start-up in 17- 

station market. Station went on -air with totally 'raw' inexpe- 
rienced, untrained sales staff. December's billing was 
$28,541.00! In 1990, the station will bill over $500.000.00! 
Call Don. 717- 321 -9035. Leave message! 

Experienced GM with excellent references can put to- 
gether a winning air /sales team at your station. Box A -59. 

Powerful sales and marketing specialist with 26 years of 
solid broadcast experience can lead your station to suc- 
cessful new heights! Winning combinations in all areas of 
station operations. Sales team recruiter and trainer. Possi- 
ble fulltime or consultant basis. Please contact Bill Elliott. 
413- 442 -1283, 

Profit driven GM with 23 years experience seeks quali y 

small -mid size market opportunity. Sales, promotion, and 
programing leader. CRMC offering documented success. 
Results desired? Results delivered. Absolute top creden- 
tials. 301 -426 -5344. 

Attorneys call 'em "rainmakers ": I'm a broadcast rain- 
maker of revenue, ratings and programing. Seeking a 

success oriented station requiring a top middle -level man- 
ager. Inquire with Scott Simon, 815 -634 -4289 to arrange 
interview. 

General manager available. Successful in medium and 
major markets. Love turnarounds and rebuilds. Group 
management and acquisitions experience. Excellent 
background and references. Relocate for quality opportu- 
nity in top 75 markets. Deane Johnson 503 -472 -1221. 

SITUATIONS WANTED SALES 

Need help? Sales, marketing, promotions, training, re- 
search, plannning our specialties. Let's talk today about 
what YOU want. Jerry Clegg, 804 -971 -8908. 

SITUATIONS WANTED ANNOUNCERS 

Communicator: 20 years on air. Master's degree. People 
person. Heavy community involvement. Loyal. depend- 
able professional seeking good company. 217 -528 -3119. 

Baseball voice for the 90's. Desires pro /college PBP. 
Experience includes ESPN reporting. Group W Rad o. 

619- 272 -9558. 800- 869 -8040. 

Need a new 8 bigger challenge. Experienced, hard work- 
ing, team player. If you don't want to be #1. don't waste 
my time. Any format. Call Larry 317-935-0689 before it's 
too late! 

Talk show pro: Provocative. Controversial. Informed. En- 
tertaining. Professional. Serious. Funny. Dependable. 
Traveled. Original. Drug -free. Sober. Experienced. Avail- 
able. Major market. Send business card. Box A -21. 

SITUATIONS WANTED NEWS 

News anchor, excellent background with WNEW, KFI, 
KGO seeks major market anchor opening. Please call 
619- 325 -6642. 

12 year radio veteran wants position with news format, 
News/Talk format or News network. Call Bob. 804-846 -7140. 

MISCELLANEOUS 

Make money in voiceovers. Cassette course offers mar- 
keting and technique for success in commercials and 
industirals. Money -back guarantee. Call for info: Susan 
Berkley, 1-800 -333 -8108. 

ClairvoyanVAstrologer Kathleen Worley has been on 
America's largest radio stations. She is now offering her 
talents as an on air psychic. For information call 314 -846- 
2323 or write to Box 29742. St. Louis. MO 63129. 

TELEVISION 
HELP WANTED MANAGEMENT 

GSM position available in Southeast Independent/progres- 
sive TV group. Applicant must be successful trainer and 
motivator. EO employer. Send resume to Box A -35. 

Loyal sales manager: WBNG -TV, dominant CBS affiliate 
in Binghamton, NY seeks a highly motivated, organized, 
and creative individual to lead our local sales team into 

the 90's. Send resume to: Joe McNamara, GSM, WBNG- 
TV, PO Box 1200, Binghamton, NY 13902. EOE, M,F. 



Station manager: Midwest Fox affiliate seeks growth ori- 
ented individual with strong management skills. Great sta- 
tion. Great opportunity. Contact Teresa, 513 -351 -9110. 
EOE. 

Production manager: KOKH /Studio 25 is seeking appli- 
cants to direct Oklahoma's #1 production facility with all 
the whistles and bells. (2 studios 40 X 80 & 40 X 50. AVAB 
2002 lighting, CMX editing, DVE, Lexicon, etc.) Call or 
write James L. Harmeyer, President & General Manager. 
KOKH -TV 25, 405-843-2525, 1228 E. Wilshire Blvd., 
Oklahoma City, OK 73113. EOE. 

Business manager: Requires strength in accounting. 
budgeting, and management. Send resume to Nick Bol- 
ton, WBRC -TV, PO Box 6, Birmingham, AL 35201. Great 
American Broadcasting Company. FOE. 

HELP WANTED SALES 

Accounting representative for NBC affiliate in New Or- 
leans. 3 -5 years experience in broadcast sales, vendor or 
marketing required. Compensation commensurate with 
experience. Position open January 1990. Salary histpory 
and 'resume to Mike Kibbey, GSM, 520 Royal St.; New 
Orleans, LA 70130. EOE, M /F. 

Telemarketing: Public television station seeks individual 
to develop educational contacts across the country. Must 
have good verbal skills, be highly organized, and have 
experience in marketing and computer Dbase: Send re- 
sume to HITN, 449 Broadway, New York, NY 10013. EOE. 

WTVM -TV is seeking a local account representative to 
take a small list and make it grow with new business. 
Experience in broadcast media preferred. Send resumes 
to Richard Heath, General Sales Manager. WTVM -TV. PO 
Box 1848. Columbuss, GA 31994. EOE. 

TV underwriting sales representative: Obtains financial 
commitments from business and professional organiza- 
tions for underwriting (sponsorship) grants. corporate 
memberships, and related forms of funding for station. 
Researches prospects. calls on new and existing ac- 
counts. makes presentations and proposals. services un- 
derwriters for purpose of renewing accounts. Must gener- 
ate revenues at specified minimum levels established 
yearly. BS in Business, Marketing or other discipline em- 
phasizing communication skills plus minimum five years 
experience in corporate outside sales or marketing re- 
quired. Equivalent education or experience accepted in 
lieu of degree on a one -year for one -year basis. Fundrais- 
ing or marketing experience in public television or other 
non- profit environment desirable. Requires use of person- 
al car for business calls on a reimbursement basis. Mini- 
mum salary $21,424 DOE. Must reference ad source and 
send resume to UNM Personnel Department, 1717 Roma. 
NE, Alburquerque, NM 87,131. EOE/AA. Closing date: 
February 12. 

HELP WANTED TECHNICAL 

Honolulu, Hawaii chief engineer needed for leading net- 
work affiliate. Bachelor's degree or equivalent experience 
required. Send letter and resume to T. Arthur Bone, Bone 
& Associates, Inc., 197 Taunton Ave.. Suite 202, East 
Providence, RI 02914. EOE. 

Director of engineering: WTMJ, Inc. We are seeking an 
experienced professional to accept responsibility for tech- 
nical planning and operations at our radio and television 
stations. Applicant should have a BSEE or equivalent and 
minimum 5 years in a supervisory or management posi- 
tion. Along with organizational ability, applicant should 
possess excellent technical and interpersonal skills. SBE 
certification desired. Send resume to Steven Smith, Presi- 
dent, WTMJ Inc., Box 693, Milwaukee, WI 53201. WTMJ is 
an equal opportunity employer. 

Engineer sought for New York City facility. Experience 
with digital television, tape machine, telecine. editing sys- 
tems, and system design is desirable. E0E. All inquiries 
will be kept strictly confidential. Box A -29. 

Transmitter /studio maintenance engineer: 3 -5 years 
experience required on transmitter and studio equipment 
repair and maintenance; UHF and FM transmitter back- 
ground a plus. Send resume to WXEL. Personnel Dept., 
PO Drawer 6607, West Palm Beach, FL 33405. EOE, 
M/F /HN. 

Maintenance engineer/technician for cable ad sales di- 
vision. Responsibilities include: Maintain and assist in MII 
post -production facility. Maintain four automated tape 
Control systems. Must have Sony 3/4" experience and 
solid electronics background. Some local travel req'd, 
vehicle & tools provided. Excellent pay & benefits. Send 
resume with 3 refs to: Operations Manager, GDC, 4162 
Little York Rd., Dayton, OH 45414. EOE. 

Maintenance engineer: NBC affiliate in NW Arkansas 
needs a self- starter skilled in 3/4" tape, microwave and all 
studio equipment. FCC General Class, SB Engineer certi- 
fication, minimum 2 years strong hands -on experience. 
Apply to: Engineering Manager, KPOM /KFAA -TV, PO Box 
4610, Fort Smith, AR 72914. EOE, M /F. 

TV maintenance engineer needed for a national Chris- 
tian studio post production satellite uplink facility. Three 
years component level maintenance experience. Ampex. 
AVC, ADO, VPR -3, Beta, Scientific Atlanta uplink. Posi- 
tions available in San Diego and Dallas. Competitive sala- 
ry and benefits (paid vacations, holidays, incentive pro- 
grams, medical and dental insurance) with an exciting 
organization Send your resume to: Personnel Dept., Word 
of Faith, PO Box 819099, Dallas, TX 75381 -9099. E0E. 

ENG maintenance engineer: Number one CBS affiliate 
has an opportunity for an ENG maintenance engineer with 
two years experience with 3/4 ". ENG cameras, micro- 
wave, and two live trucks. Looking for a thinker and self 
starter, a General Class or SBE certificate preferred. Sub- 
mit resume and salary requirements to Ken Miller. Chief 
Engineer. WTVR -TV. 3301 West Broad St., Richmond, VA 
23230. No phone calls, please! EOE, M /F. 

Maintenance engineer wanted with strong 3/4" and ENG 
experience. Resume and salary history to Chief Engineer, 
KEYT -TV, PO Drawer X, Santa Barbara, CA 93102. EOE. 

Maintenance engineer: KVOS -TV is seeking a TV studio 
maintenance engineer with in -depth technical knowledge 
of TV broadcast and production equipment. Experience in 
maintenance and component level repair required. State - 
of- the -art facility including Ampex, Sony (field and studio) 
Betacam, Grass Valley, Abekas and Betacart. Beautiful 
Pacific Northwest location. Send resume to: Maintenance 
Search. KVOS -TV. Inc.. Box 1157, Bellingham. WA 98227. 
No phone calls, please. EOE. 

Industry leading company in long form TV advertising 
seeks video engineer experienced in installation, mainte- 
nance, and repair of complete studio and post production 
facility with 3/4" Beta -SP, and 1" equipment. Immediate 
opening. Salary dependent on experience. Call or write 
Terry Prechtel, Hawthorne Communications, Inc., PO Box 
1366, Fairfield, IA 52556. 515-472 -3800. EOE. 

TV engineer: Public television station seeks engineer to 
repair and maintain a small full service TV studio. Send 
resume to HITN. 449 Broadway, New York. NY 10013. 
EOE. 

TV maintenance engineer: Technical training and mini- 
mum 2 years maintenance experience on broadcast or 
post production equipment. SBE certification a plus. 
WCFC -TV. CH -38. Chicago. Contact Jim Tillery. CE, 312- 
977 -3838. EOE. 

The University of Alabama is seeking a highly qualified 
person to provide technical /operational support for its sat- 
ellite uplinking effort. The Assistant Director of Broadcast- 
ing Services for Engineering should have a thorough un- 
derstanding of and experience in the commercial 
uplinking business. as well as experience in the mainte- 
nance and operation of satellite equipment. A background 
in post -production systems would also be helpful. Send 
resume to UA Employment Office, Box 870364, Tuscaloo- 
sa. AL 35487. EOE/AA. 

HELP WANTED NEWS 

Early news producer: Responsiu e for the 5.30 PM news- 
cast. Work closely with executive producer and news 
director on direction and content of newscast. Must be a 
strong writer, organizer and coordinator. Must have strong 
producing skills to develop. write and organize the news 
for a logical, well -paced newscast. Must understand pro- 
duction techniques, work with engineering and production 
departments to identify and solve problems before the 
news airs. Must control and direct on -air reporters during 
newscast and deal effeciently with problems that occur 
during newscast. College degree in Journalism or Com- 
munications or equivalent experience required. Minimum 
two years producing newscast; handling multiple live re- 
motes: dealing with people: organizing people and sto- 
ries: meeting deadlines. Contact Tony Ballew, News Di- 
rector, WVEC -TV, 613 Woodis Ave., Norfolk, VA 23510. 
WVEC Television, Inc is an equal opportunity employer. 

Consumer /business reporter: Responsible for generat- 
ing, writing and reporting consumer. business and eco- 
nomic news stories. Must have strong writing and on- 
camera skills. Must be able to work well under deadline 
pressure. High journalistic and personal standards a 
must. Must have a professional on -air appearence. Must 
be able to work beyond schedule. College degree in 
Journalism required; additional course work in Business 
preferred. Minimum two years reporting at a commercial 
television station. "Live" and anchoring experience a plus. 
No phone calls. non -returnable 3/4" tapes only required. 
Salary negotiable, depending on experience. Contact 
Tony Ballew. News Director, WVEC -TV. 613 Woodis Ave., 
Norfolk, VA 23510. WVEC Television. Inc. is an equal 
opportunity employer. 

Consumer reporter: Minimum 2 years experience. Strong 
journalistic skills required including superior organization, 
writing, production and a good investigative instinct. We 
are looking for a person who wants to expose problems 
and work to solve them on behalf of our viewers. Salary 
negotiable. Send all inquiries to Alan Griggs. News Direc- 
tor. PO Box 4. Nashville, TN 37202. EOE. 
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Washington news producer wanted for British television 
morning program. Two years experience in television pro- 
duction preferred. Must be able to make editorial judge- 
ments, particularly in the areas of Washington politics and 
Latin American affairs. Salary negotiable Please send 
resume and non -returnable tape to Clark Benison, Inde- 
pendent Television News. 1726 M St., NW, Suite 703, 
Washington. DC 20036 EOE. 

Chief photographer: Dominant NBC affiliate in Sunbelt 
needs a leader. AI least five years experience on the 
street. Station has SNG, Beta format. Must be street shoot- 
er. teacher and good equipment manager. Send non- 
returnable videotape and resume to Scott Parks, News 
Director, WIS -TV, PO Box 367, Columbia, SC 29202. EOE. 

General assignment reporter: Minimum 2 years experi- 
ence. Strong journalistic skills required including superior 
organization, writing, production. We want enterprising 
reporters, not those looking for a handout. Salary negotia- 
ble. Send all inquiries to Alan Griggs, News Director, PO 
Box 4. Nashville, TN 37202. EOE. 

Primary anchor position: Applicants should have pol- 
ished anchoring, writing and reporting skills. No begin- 
ners. You will be working at one of the top news stations in 
the country. Send resume, non -returnable demo tape and 
salary requirements to Veronica Bilbo, EEO Officer, KPLC- 
TV, PO Box 1488, Lake Charles, LA 70602. EOE. 

Tease writer /news writer: Immediate opening for a new - 
s/tease writer to work from 3:00 pm to midnight. Appli- 
cants should have 3 to 5 years of experience producing 
and /or writing and organizational skills. Applicants will 
also be required to occasionally produce the 11:00 pm 
newscast. A college degree is required. An equal oppor- 
tunity employer. Writing samples and a resume tape 
should be submitted to: Gary Wordlaw, News Director, 
WMAR -TV, 6400 York Rd., Baltimore, MD 21212. 

Meteorologist for Midwest station with major commitment 
to weather Must have meteorology degree, on -air experi- 
ence AMS seal preferred. EOE. Box A -61. No tapes. 

Mid- market Maine ABC affiliate seeks sharp, smooth, 
personable meteorologist, preferably AMS seal, immedi- 
ate vacancy. Also shopping for newscast producer who 
can make shows sing, and anchorperson with charisma 
and impeccable track record, both for possible future 
openings. No beginners, no prima donnas, and absolutely 
no phone calls! Send non -returnable tape and resume 
(producers also send detailed statement of producing 
philosphy) to Dennis Tompkins, News Operations Manag- 
er, WMTW -TV, 99 Danville Corner Rd., PO Box 8, Auburn, 
ME 04210. EOE. 

Sports director /anchor: Need experienced sportscaster 
to anchor weekday 6 & 10 sports and Sunday Sports 
Special. Supervise staff of 4. Send resume, references 
and tape of recent broadcasts, etc. to David Cassidy, 
KOTV, Box 6, Tulsa, OK 74101. Applicant finalists will be 
required to furnish evidence of identification and employ- 
ment authorization. EOE, M /F. A Belo Broadcasting Cor- 
poration station. 

Investigative reporter wanted. Must have 5 years of 
television investigative reporting experience. Send tapes 
and resume to: Janet Mason, News Director, KARE TV, 
8811 Olson Memorial Hwy., Minneapolis, MN 55427. EOE. 

Producer /reporter: WXXI seeks broadcasting profession- 
al with minimum two years experience in television report- 
ing. Feature and long form experience preferred. Resume, 
tape and cover letter to: WXXI, Personnel Director, PO Box 
21, Rochester, NY 14601. EOE. 

Strong photographer with potential to become a chief 
photog. Experience operating both Beta and 3/4" gear, 
ability to edit. General equipment maintenance. Knowl- 
edge of microwave live trucks a must. Satellite truck expe- 
rience prferred. Send tape and resume to Steve Smith, 
WWTV, PO Box 627, Cadillac, MI 49601. EOE. 

Upscale top 60's market expanding news commitment. 
Seeking weekend anchor with strong reporting Skills. 
Weekend weathercaster who can also do environmental 
reporting weekdays. Field reporters who work quickly and 
can turn complex issues into easily understood packages. 
News producers with creativity, good news sense, and 
good writing skills. No beginners, no phone calls, please. 
Send 3/4" tape and resume to Rich Klos, News Director, 
WROC -TV, 201 Humboldt St., Rochester, NY 14610. EOE. 

NBC affiliate has immediate opening for experienced 
reporter. Live remotes (station has the only remote van in 
the state!), producing anchoring opportunities. Editing 
skills required. Send resume and tape to: 118 Sixth St. S.. 
Great Falls, MT 59405. EOE. 

Award winning Indy in Minneapolis has two openings: 
REPORTER: Must have top notch writing skills, ability to 
dig for information and experience with "live" shots. PHO- 
TOGRAPHER /EDITOR: Skilled professional who can run 
the gamut from spot news to creative features. Looking for 
talented journalists with high energy, positive attitude and 
good judgement. Minorities encouraged to apply. Send 
resume. tape and salary requirements to Penny Parrish, 
News Director, KMSP -TV, 6975 York Ave., S, Minneapolis, 
MN 55435. No phone calls. EOE. 



News director. Successful candidate will be solid, sea- 
soned television journalist with proven abilities in people 
leadership and administration. Management experience 
in a large and aggressive news operation essential along 
with demonstrated strength in planning and creative tele- 
vision news production. Letter and resume to Alan Nesbitt, 
General Manager. WPVI -TV, 4100 City Line Ave., Suite 
400, Philadelphia, PA 19131. EOE. 

Bureau chief. Seasoned TV news rptr /mgr for Saipan, 
Northern Marianas Islands. 5- person staff needs aggres- 
sive leader with solid credentials. Outstanding co. bene- 
fits. US Commonwealth tropical isle abounds with hard 
news. No social hr. stuff. Resumes and references 1st 

time along with non -ret. tape to: Ken Booth, ND, Guam 
Cable TV, 530 West O'Brien Dr.. Agana, Guam 96910. 
EOE. 

Anchor /reporter: Aggressive Pacific Northwest network 
affiliate is seeking a weekend anchor /reporter. The suc- 
cessful candidate will have previous anchoring experi- 
ence and be capable or writing and producing a quality 
newscast. In addition, good shooting and editing skills are 
necessary. The person we select will also serve as a 

back -up to our primary male anchor. No beginners, 
please. Send non -returnable tapes, resumes and refer- 
ences to News Manager, KDRV -TV, 1090 Knutson Ave., 
Medford, OR 97501. No phone calls. EOE. 

News promotion manager: Top 20 Midwest network affil- 
iate has immediate opening for news department manag- 
er of promotion /marketing. Person would be liaison be- 
tween news and promotion depts. Job duties include 
overall responsibility for teases, newsbreaks, POPS, talent 
appearences and general marketing of news dept. Expe- 
rience in television station marketing a must, background 
as promotion manager and /or news executive producer 
preferred. We are looking for a creative mind with man- 
agement experience. Station is an equal opportunity em- 
ployer. Send resume to Box A -64. No tapes. 

News director: Qualified candidates will have 2 -3 years 
television news management experience, either as a small 
or medium market news director or medium market exec- 
utive news producer. Must have excellent production 
skills, sense of journalistic integrity, interpersonal and 
management skills. BA/Journalism degree or degree in 

related field preferred. Send resume to General Manager. 
WAND -TV, 904 Southside Dr., Decatur, IL 62521, EOE. 

Two positions: Sparkling anchor /producer to join our 
male anchor. Also, artist with a camera to shoot news and 
sports, some studio camera work. Send non -returnable 
tapes to: David Lerner, KIFI -TV, PO Box 2148, Idaho Falls, 
ID 83403- EOE 

Morning newscast producer: Minimum two years pro- 
ducing experience required. You must be able to lead 
your team, make the big decisions in the dead of the night 
and produce a cast the viewer wants to watch first thing in 
the morning. We are Gannett owned /NBC affiliate. Resu- 
mes/tapes to: Gloria McDonough. WTLV, 1070 E. Adams 
St., Jacksonville, FL 32202. EOE. 

HELP WANTED PROGRAMING 
PRODUCTION & OTHERS 

Promotion manager: Sunbelt network affiliate. Seasoned 
pro needed for #2 position at extremely aggressive top 20 
station. Must be exceptionary writer /hands -on producer 
able to supervise others. Only news promotion wizards 
need apply. Resume only to: Box A-49. EOE. 

Paintbox artist: Hollywood post production facility is 
looking for an outstanding creative talent to act as art 
director and primary paintbox artist for our computer 
graphics department. Our system features a Quantel 
Paintbox. Abekas A -62 DDR and Abekas A -53 DVE. Ideal 
candidate will have a minimum of two years of hands -on 
Paintbox experience, a good working knowledge of post 
production, excellent client skills and a strong technical 
aptitude. Great opportunity with growing company. Please 
send letter and sample reel to: Michael Levy, Video Tran- 
sitions, 910 N. Citrus, Hollywood, CA 90038. 213-465 - 3;. EOE. 

Producer /director for full service public television station 
in one of the fastest growing cities in California. No cold, 
no earthquakes, reasonable cost of living, excellent fringe 
benefits. Opportunities to create and direct studio and 
remote programs as well as documentaries and features. 
The right candidate will have some producing and direct- 
ing experience, and is a hands -on, get -the -job done type 
of person. Experience in switching, audio, editing. video - 
graphy, and announcing all helpful. Salary $20- $25.000. 
Send resume and audition tape by February 15 to John 
White, KMTF -TV, 733 L St., Fresno, CA 93721. EOE, 

Artist: The Weather Channel, Inc. is looking for a talented 
artist who will provide graphic support for television 
broadcast. Position requires two years of Quantel Paint- 
box or Aurora 280/220 experience, strong design and 
illustration skills. Print experience a plus. Send resume to 
Eddie Terrill, The Weather Channel, 2600 Comberland 
Pkwy., Atlanta, GA 30339. EOE. 

Producer/writer: Commercial producer needed for 
WCBD -TV. Must have strong creative writing skills. exten- 
sive television production experience experience and 2 -3 
years experience as producer /writer. Send resume tape 
to: WCBD -TV, Personnel Department #673, PO Box 879, 
Charleston, SC 29402. Tapes will not be returned. EOE, 
M /F. Applicants drug screened. 

Senior producer: For one -hour daily public affairs televi- 
sion program taped just outside of New York City. Re- 
quires strong news sense. solid writing experience, lead- 
ership and management abilities, deadline oriented. 
Minimum of five years experience in television production 
required. Resume to Margaret Suzor, 1211 Connecticut 
Ave., NW, Suite 810. Washington, DC 20036. EOE. 

Dedicated production facility looking for a strong produ- 
cer /director. New facility with two edit suites; and in -house 
computer graphics needs capable person to direct stu- 
dio, remote and live tape sessions. Meets with clients on 
creative and budget, requires some writing and produc- 
ing. Books and schedules assigned work units, and coor- 
dinates information with other departments. Responsible 
for client contacts and revenue generating sales calls. 
Requires high -school diploma, and 3 years prior related 
experience. Must have computer editing skills and video- 
graphy skills are a plus. Send resume to Box A -53. EOE, 
M /F. No tapes. 

Graphic artist needed for a national TV program. Two 
years experience with state -of- the -art 3D computer graph- 
ics, animation, and video post production. Competitive 
salary and benefits (paid vacations, holidays, incentive 
programs, medical and dental insurance) with an exciting 
organization. Send your resume to: Personnel Dept, Word 
of Faith, PO Box 819099, Dallas, TX 75381 -9099. EOE. 

Creative producer w /strong writing, directing and pro- 
duction skills needed for a national Christian TV program. 
Three years spot and feature production a must. Competi- 
tive salary and benefits (paid vacations, holidays, incen- 
tive programs, medical and dental insurance) with an 
exciting organization. Send your resume to: Personnel 
Dept, Word of Faith, PO Box 819099, Dallas, TX 75381- 
9099. EOE. 

Copyriter /producer: WTVR -TV has immediate opening. 
Person must have proven good copywriting skills. Job 
includes writing and producing station's commercials. 
Previous television production experience a definite plus. 
Send resume to Don LaCornbe, Program Director, WTVR- 
TV, 3301 West Broad St., Richmond, VA 23230. No phone 
calls, please! EOE, M /F. 

Director: Minimum 2 years experience directing newscast 
& other studio productions. Strong emphasis also in com- 
mercial production! Computer editing experience a plus. 
Send resume to PO Box 4029, Azalea Station, Wilmington, 
NC 28403. EOE. 

Promotion manager: New England ABC affiliate needs 
experienced promotion manager. Writing, producing, 
marketing skills essential. Heavy news promotion sched- 
ule. SNG. No beginners. Team player. Live and work in 

the dynamic Portland market. Send a resume and a sam- 
ple tape of your best work to Bernard Aiello, Direcrtor of 
Programing, WMTW -TV, 99 Danville Corner Rd., PO Box 
8, Auburn, ME 04210. No phone calls. EOE. 

TV coordinating producer: Public television station 
seeks Spanish speaking coordinating producer with min. 
3 years experience to manage diverse television opera- 
tions. Send resume to HITN, 449 Broadway, New York, NY 
10013. EOE. 

Director/TD: Newscast director needed for CBS affiliate 
in the Greenville, Spartanburg, Asheville market. Appli- 
cants should have knowledge of GVG300. NEC System 
10. Ampex ESS -3, Vidifont IV & V. Also must have at least 
2 years news directing experience, with some past super- 
vision of studio staff, and degree in Communications pre- 
ferred. Qualified candidates should send resume and 
non -returnable tape to: Scotty Williams, Production Man- 
ager, WSPA -TV, PO Box 1717, Spartanburg, SC 29304 
prior to February 5, 1990. Position beginning date March 
1, 1990. No phone calls, please. EOE, M /F. 

Traffic manager: Inherit a well -oiled machine in a five - 
person department that is on good speaking terms with 
sales! Experience with, and full knowledge of BIAS is a 
must, as are supervisory and people skills. WTXX -TV is a 

strong Indie and an EOE. Call Harvey Adelberg, GSM, 
Waterbury, CT, 203 -575 -2020. 

Director, hands -on gunner for weekend newscasts, 
commercial production. Send resume and tape to Rick 
Roffman, Production Manager, 2302 Lapeer Rd., Flint, MI 
48502 Equal opportunity employer. 

Director: Experienced commercial and newscast director 
with Grass Valley switching experience preferred. Must 
work well with both clients and employes and must pos- 
sess good work habits. Individual must also be responsi- 
ble and flexible. Send letter and resume to Pat Peters, 
Production Manager, WAND -TV, 904 Southside Dr., Deca- 
tur, IL 62521. EOE. 
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News promotion writer /producer. WPTF. Raleigh seeks 
an aggressive, energetic, highly creative producer with at 

least one year of news promotion experience. Send re- 

sume and tape to: Barbara Nicety, Promotion Manager 
3012 Highwoods Blvd., Raleigh. NC 27604. EOE. 

Graphic design supervisor: Supervises graphic staff. 
Responsible for on -air and print graphics design ano 
execution. Proficient in video paint, desktop publishing 
and scenic design techniques. Send resume and tape by 
February 2, to Executive Secretary, WVPT, 298 Port Re- 
public Rd., Harrisonburg, Va 22801. Equal opportunity 
employer. 

We need you to organize and run a news graphics li- 

brary! We're looking for an individual with a solid under- 
standing of the wants and needs of a television graphic 
operation. Must have excellent organizational skills, and a 

working knowledge of PC's. Experience in dealing with the 
technical aspects of graphic production a plus. Must be 
able to work early morning hours. Send resume to Box A- 

67. EOE. 

SITUATIONS WANTED NEWS 

Excellent, experienced sportscaster looking for a good 
station in which to work. 216-929 -0131. 

Sportscaster: Your market deserves to fill two positions 
with one person. TV affiliate hires sports anchor /reporter 
Local sports network gets P -B -Per. Call Mark Heller, 619- 
721.3043. 

News /sports anchor. Mature. Experienced. Personable. 
Caucasian Now in N. Texas. 214 -270.1114 mornings. 

Attorney broadcasting in #1 market seeks full -time TV 
reporter position. Let me boost your legal, consumer, 
political coverage. Call Gary during day at 201- 261 -7676. 

Snap out of It! Weathertime doesn't mean naptime. 
Weather with chutzpah! Call 612 - 935 -9293. 

Want a TV news or sports journalist? I go the extra mile. 
Will relocate for right opportunity. Joel, 516-869 -807E. 

Black woman: Intelligent, attractive, experienced. team 
player. Looking for anchoring and reporting. Prefer Flor- 
da -but will travel. Stefany 407 -689 -0164. 

Black male with 10+ years TV news management/reporl- 
ing experience seeks challenging news management cr 
reporting position. 513- 651 -2956. 

SITUATIONS WANTED PROGRAMING 
PRODUCTION & OTHERS 

Energetic minority producer /director /technical directo-. 
9 years experience. I know DVE, ADO, Quantel, Grass 
Valley and Ampex switchers. Comfortable with news and 
studio/field production. Major market experienc. College 
degree. I seek challenging directing or technical position 
with station or production facility. Long or short term. Call 
407 -894 -4727. 

MISCELLANEOUS 

1:30 Productions: Want to be the best reporter but no- 
one has the lime to help? We do. Writing, production. 
delivery. References available. 607 -272 -3718. 

Attention Vidffont users: Graphics V specialist will tran 
your staff in all phases of usage or work with you to design 
and compose new graphics. Call 203 -271 -3401 and 
leave message. 

Audition tapes and resume: Learn what news directors 
want and don't want. Send $3.00 to Bill Slatter and Asso- 
ciates, 514 South Union St., Natchez, MS 39120. 

The Hot Sheet: Broadcasting's most comprehensive job - 
listings journal! Published twice weekly. Now in our sixth 
year! FREE written demo tape evaluation for all subscrib- 
ers. Media Marketing, PO Box 1476 --PD, Palm Harbor, FL 
34682-1476. 813-786-3603. 

Suncoast production paradise! Seeking operationa 
manager, producer/director, program host, and videogra- 
pher /editor. Commercials. sports remotes. music video. 
syndicated programming. Media Marketing, PO Box 
1476 --PD, Palm Harbor, FL 34682 -1476. 813 -786 -3603. 

CABLE 
MISCELLANEOUS 

Video tape shows everything! 'Start Your Own Local 
Cable TV Advertising Business" for under $15.000. NO 

LICENSE REQUIRED. Channels available everywhere! 
$49.95 VISA/MC /COD: 918- 647.2337. 



ALLIED FIELDS 
HELP WANTED INSTRUCTION 

Journalism: Search extended. Assistant/Associate Pro- 
fessor, tenure track position, starting Sept. 1990. Salary 
commensurate with qualifications and experience. MA re- 
quired. Radio and television experience and teaching ex- 
perience preferred. Will teach courses primarily in intro- 
ductory and advanced broadcasting, secondarily in other 
mass communications areas of interest and need. Will 
also serve as faculty advisor to student media. Submit 
letter of application, current resume, three letters of rec- 
ommendation, and official transcripts to Mary Jean Land. 
Department of English, Georgia College, Milledgeville, GA 
31061. Applications accepted until February 15 or until 
position is filled. Georgia College is an Affirmative Action, 
equal opportunity employer. 

HELP WANTED MANAGEMENT 

Business manager II: KUAT- TV /AM/FM is looking for a 
Business Manager H. Responsibilities include the coordi- 
nation and preparation of the annual budget for each of 
the five division departments: the reporting and mainte- 
nance of that budget, management of the Administrative 
Services department, liaison between the division and 
University for personnel and business matters, adherence 
to outsdie regulations and rules (federal or agency) with 
respect to grants, contracts and emplyment practices. 
Minimum qualifications: A Bachelor's Degree in Account- 
ing, Business Administration or related field and three 
years budgeting and accounting experience. Preferred 
qualifications: Three years experience in management ac- 
tivities with emphasis on budget preparation, manage- 
ment information systems and personnel matters. Classi 
tied staff position, grade 19. Minimum salary $28,136. 
Usual University of Arizona benefits. An official University 
of Arizona application is required (resumes wll not substi- 
tute). Closing date: February 16, 1990. Send application 
to: Employment Office, University of Arizona, 1717 East 
Speedway Blvd.. Tucson, AZ 85719. The University of 
Arizona is an equal opportunity /affirmative action employ- 
er. 

HELP WANTED SALES 

Sales reps: Testing equipment. International mfg. of so- 
phisticated audio system and network testing equipment 
needs reps throughout the US. Proven track record with 
broadcasters required. Reply to Box A -39. FOE. 

Sales champion wanted: Utah Scientific, a Dynatech 
Broadcast Group company and a leading manufacturer of 
switching and control systems for the broadcast and tele- 
production industry is seeking a top notch sales engineer 
for the California region. This is an excellent opportunity 
for an ambitious, bright, tenacious, and resourceful sales 
person to excel with one of the fastest growing and most 
successful companies in the industry. We are looking for a 
champion. not just a winner. Please send your resumes to 
the Director of Sales, Utah Scientific, Inc., 4750 Wiley Post 
Way, Salt Lake City, UT, 84116 or call 1-800-453-8782 for 
more information. EOE. 

EMPLOYMENT SERVICES 

Government jobs $16,040 - $59,230/yr. Now hiring. Call 
1- 805 -687 -6000 ext R -7833 for current federal list. 

EDUCATIONAL SERVICES 

On- camera coaching: For TV reporters. Polish anchoring, 
standups, interviewing, writing. Teleprompter. Learn from 
former ABC Network News Correspondent: New York lo- 
cal reporter. Demo tapes. Critiquing. Private lessons. 212- 
921 -0774. Eckhert Special Productions (ESP). 

WANTED TO BUY EQUIPMENT 

Wanted: 250, 500, 1,000 and 5,000 watt AM -FM transmit- 
ters. Guarantee Radio Supply Corp., 1314 Iturbide Street, 
Laredo, TX 78040. Manuel Flores 512- 723 -3331. 

Used 1 ", 3/4 ", VHS videotape. Looking for large quanti- 
ties. No minis or Beta. Will pay shipping. Call Carpel 
Video, 301 -694 -3500. 

Getting a new news or interview set? Sell us your old one. 
Send VHS or 3/4" tape to PO Box 555. Columbus, OH 
43216. 

Want to purchase used Motorola AM stereo system. Con- 
tact Daryl Hodges, PO Box L, Elizabethtown, KY 42702. 
Phone 502- 769 -1400. 

Immediate need of two 20 or 25 Kw FM transmitters. Pat 
Demaree. Telephone 501 -521 -5566 Fax 501 -521 -0751. 

I buy used broadcast and industrial video/audio/RF 
equipment. Call Purchasing Department 818 -845 -1999. 

FOR SALE EQUIPMENT 

AM and FM transmitter, used excellent condition. Guar- 
anteed. Financing available. Transcom. 215-884 -0888. 
FAX 215 -884 -0738. 

50Kw AM Harris MW50A (1980), like new. CCA -AM 
50,000D (1976), excellent condition. Transcom Corp. 
215-884 -0888 FAX 215 -884 -0738. 

FM transmitters CCA 28,500 (1980) Harris FM2OK 
(1980), CCA FM 20,000DS (1972), RCA BTF20E (1976), 
3.5Kw McMartin (1985), 5Kw Gates FM 5G(1967), RCA 
5D (1967). Transcom Corp. 215-884 -0888. FAX 215 -884- 
0738. 

1Kw AM transmitters: Harris SX -1 (1985), Sparta SS1000 
(1981). Collins 20V3 (1967). Transcom Corp. 215 -884- 
0888 FAX 215 -884 -0738. 

5/10 AM transmitters: Collins 828E -1 (1978), RCA BTA- 
5L (1975), CCA AM 10,000 (1970), Harris MW5A 
(197681), Gates BC -5P2 (1967), McMartin BA2, 5k (1981). 
Transcom Corp., 215 -884 -0888, Fax 215 -884 -0738. 

New UHF TV transmitter: Klystron, MSDC Klystron, 
Klystrode, all power levels 10kw to 240kw. Call TTC 303- 
665 -8000. 

RCA UHF transmitter: 30 or 60Kw, available as ìs, or 
converted to MSDC Klystrons with new TTC warranty. Call 
TTC. 303- 665 -8000. 

New LPTV transmitters: UHF and VHF, all power levels. 
Turn -key installation available. Call TTC. 303 -665 -8000. 

1000' Kline tower. Standing in Nebraska, including 1000' 
of 61/8" coax. Great for TV or FM. Can be moved econom- 
ically. Call Bill Kitchen, TTC. 303 -665 -8000. 

FM antennas. CP antennas, excellent price quick delivery 
from recognized leader in antenna design. Jampro Anten- 
nas, Inc. 916-383-1177. 

TV antennas. Custom design 60KW peak input power. 
Quick delivery. Excellent coverage. Recognized in design 
and manufacturing. Horizontal, elliptical and circular po- 
larized. Jampro Antennas, Inc. 916-383-1177. 

Blank videotape: Betacam, 3/4" & 1 ". Broadcast quality 
guaranteed - and evaluated. Betacam: $4.99. 3/4" - 20 
minutes: $5.99. 3/4" -60 minutes: $8.99. 1" - 60 minutes: 
$24.99 in quantity. Magnetically examined, cleaned and 
packaged. Guaranteed to perform as new. Sony, 3M, Fuji, 
or Ampex. Free shipping. For more info, call Carpel Video 
toll free, 1- 800 -238 -4300. 

Broadcast equipment (used): AM -FM transmitters, 
RPU's, STL's, antennas, consoles, processing, turntables, 
automation, tape equipment, monitors, etc. Continental 
Communications, 3227 Magnolia, St. Louis, MO 63118. 
314 -664 -4497. FAX 314 -664 -9427. 

HL -79EAL with CCU, cable, tripod and head $15,000.00. 
Sony BVW -40 $12,000. Paltex Abner. HL -79D $6,500. 
Abekas A -52. $19,000. Sony BVW -75, $28,000. RCA TK- 
29B film camera. Also, rent production trucks. mobile 
uplinks, and portable microwave systems. Media Con- 
cepts, 919 -977 -3600. 

Farinon 12/13 Ghz microwave systems. Tuned and tested 
on your frequency. Transmit -receiver package. $4995.00. 
Audio subcarriers, dishes and waveguide also available. 
Maze Broadcast. 205- 956 -2227. 

Equipment sale. Microwave, transmitters, studio, and 
production. America's oldest used equipment broker. 
Maze Broadcast, 205-956-2227. Fax 205- 956-5027. 

Equipment financing: New or used 36 -60 months, no 
down payment, no financials required under $35.000. Re- 
finance existing equipment. Exchange National Funding, 
214-422 -5487. 

Save on videotape stock. We have 3/4 & 1" evaluated 
broadcast quality videotape. Available in all time lengths, 
Call IVC, toll free, 800- 726 -0241. 

Sony 2550 video switcher w /chromakeyer, MXP -29 au- 
dio mixer, monitors and much more. Equipment like new. 
Call Dave, 509- 536 -6364. 

6.5/7 Ghz MRC portable video microwave system avail- 
able for short term rentals. Contact Don Holloway. 818- 
506 -1374 or Fax 818 -506 -0902. 

Andrew channel 30 UHF antenna: ATW24G -3 HSS -30 
skull pattern 0.75 degrees beam tilt, sidemount. Antenna 
was in operation less than 6 months, $50.000.00 Installa- 
tion and testing available for additional charge. 800.635- 
5608. 

Sony VO 9600 - $3.000. Mint condition. About 20 hrs. 
Must sell. We'll ship. 317 -643 -1710. 

6-1/8" 75 Ohm rigid transmission line. 900+ feet 
Cablewave in 19.5 sections. Systems includes: 84 Spring 
hangars, 14 horizontal hangers, 2 bulkhead fittings. 1 gas 
barrier, 10 90- degree elbows, 1 75 -50 transformer and 
nitrogen gassing system. Line was in use less than 6 
months and is in excellent condition. $45,000.00. Installa- 
tion and RF sweep available for additional charge. 800- 
635 -5608. - 

Automated cable ad insertion equipment. 3 complete 
systems each with: 4 channels random POD, 1 channel 
ROS, verifier, Wegener and line cards, black boxes, mo- 
dems, 3/4" Sony VP 5000 tape machines, racks, etc. 
Excellent condition. Call 919 -968 -8480. 

Ikegami HL95B: With Fugi lens, gen lock board, case, low 
hours. Perfect condition. $12,000. Call Scott, 804 -253- 
0050. 
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Comark UHF transmitter: CTT- U -25MX 25 Kw, IF Di- 
plexed transmitter currently tuned to ch 30. Can be re- 
tuned. System includes: Exciter. control cabinet, NWL 
beam supply, high voltage controller, heat exchanger, 
pump, water resevoir, Paschel automatic voltage regula- 
tor, Intermod and Harmonic filters, four port patch panel, 
dummy load, Control Concepts surge protector, electrical 
boxes, racks and plumbing. System was in use 6 months. 
Complete for $150.000.00. Installation available at addi- 
tional charge. 800- 635 -5608. 

At BCS, your Broadcast Store, you buy smart. Used with 
warranty, in stock, installation available. Grass Valley: 
1600-1X, or 'IL, 3K, 3H, 3G, and more on sale: 1600 -3K or 
1600-3H: $15,000. Sony: BVH -2500, 1100A, BVU -950, 
850, 800, 110, 50, BVW -75, 60, 40, 10, 30, 3A, BW -1A. 
On sale: BVW -10: $6800 -, BW -1: $2100 -, BVU -50: $900. 
Ampex: VPR -80, VPR -1C, Century AVC -21, AVC-330. On 
sale: VPR -1C 1 " VTR for $7500. CMX: 3600. 340X. 340. On 
sale: 3400A: $24,000. Routing switchers: 3M 6600E 
40x20, Hedco 12x12, GV 20x10. Also TBC's, DA's, DVE 
(from $7200), Generator's, etc. Teleceni: Rank IIIC load- 
ed, Cohu, Zeimark. Transmitter: VHF ch5 100W EMCEE 
$11,500 -, FM 100W Harris MX15. BCS has thousands of 
good equipment in stock, so SAVE and CALL Main Store, 
Burbank, CA. 818 -845 -7000. In New York: 212 -268- 
8800. 

43' Gertenslager trailer with Peterbuilt Cab /over (with 
sleeper) and ALL EQUIPMENT for full line TV Production. 
$385,000. Call 813-535 -5622. 

RADIO 

Help Wanted News 

News Anchor 
News Producer 

We're looking for two new key members 
of our news and information broadcast- 
ing staff -a creative, knowledgeable 
anchor/host and an experienced, imagi- 
native producer -to develop a new 9:00 
to 11:30 a.m. news program for our four - 
station news and information network. 

Using the resources of one of the nation's 
largest radio newsrooms, reporters at 
stations/bureaus throughout the state, 
an outstanding, computerized production 
center and the programming available 
from public radio networks, the BBC 
and other satellite sources, these two 
individuals will be responsible for the 
creation and production of a Monday - 
Friday news program designed to do 
what public radio news and public 
affairs programming does best - inform 
and enlighten an intelligent audience by 
mixing the most timely, captivating and 
even challenging coverage and discussion 
with a lively presentation style. 

Send a one -page letter of introduction 
with your thoughts about public radio 
news programming, a resume and audio 
cassette demonstrating some of your 
work. Write: 

Human Resources/AM 
Minnesota Public Radio 
45 East Seventh Street 

St. Paul, MN 55101 

AN EQUAL OPPORTUNITY EMPLOYER 



Help Wanted News Continued Situations Wanted Management 

UNISTAR RADIO NETWORK, INC. 

a major innovator in the network radio industry, is 

seeking qualified, creative, hardworking newsper- 
sons to staff its newly expanded news operation at 

a state -of- the -art electronic news facility currently 
under construction in our Arlington, VA Bureau 
Network or major market experience preferable 
Openings will be available in the following areas: 

NEWS ANCHORS 
NEWS EDITORS 

PRODUCERS 
ASSOCIATE PRODUCERS 

MAINTENANCE TECHNICIANS 

Qualities rc rd.ais are nv :cá . esumes 
(with salary history) and tapes in confidence to (no 
phone calls. please) 

Unistar Radio Networks, Inc. 
1440 Broadway 

New York, NY 10018 
Attn: Dept. ANB 

An Equal Opportunity Employer. M F 

uNisTR 
Help Wanted Sales 

105 9111 
COOL 105.9 WOCL -FM, Orlando's Oldies power- 
house is looking for strong leader and motivator 
with established success record in radio sales 
management. An exceptional opportunity in one of 
the hottest, fastest growing markets. Join a young, 
progressive broadcast group. Contact or rush re- 
sume to Garry Eaves, General Manager, COOL 
105.9, 2101 State Road 434, Longwood, Florida 
32779. 

An equal opportunity employer. 

GENERAL 
SALES 
MANAGER 

Help Wanted Programing 
Production & Others 

WANTED 
Executive Producer 

For Nat ona ty Syndicated Radio Show 
This new live two -hour daytime program 

combines talk, entertainment and 
"news you can use" information 

into an exciting and upbeat new formal. 
The host is a well -known 
Radio and TV personality 
with network credentials. 

The show is produced from Orlando, Florida 
five days every week. 

The successful candidate 
will have extensive experience 

in booking top name guests. 
considerable organizational skills, 

and the creative abilities essential 
to help build the most exciting 
talk -radio show in the country. 

Please send resume and salary requirements 
tc Box A -63 EOE 

Miscellaneous 

THE WEATHER SOLUTION 
Edward St. Pe' & National Weather Networks 

The 1988 National Weather Association 
Radio contributor of the year. 

AMS Seal Certified customized weathercasts... 
complete barter 

CALL 1- 800 -722 -9847 

GENERAL MANAGER 
Small market radio turnaround specialist 

with retail experience. 
Interested in long 

or short term assignment. 
Fred H. Johnson, Box 31298, 

Tucson, AZ 85751. 
602 -721 -7433. 

GENERAL MANAGER 
or GROUP HEAD 

AVAILABLE 
Considerable experience in 

acquisitions and group 
management as well as an 
extensive and successful 

background as General Manager 
in medium and major markets. 

Start -ups and turnarounds 
welcomed. Excellent references. 
Relocate for quality opportunity 

in top 75 markets. Phone for 
complete resume. 
Deane Johnson 
503 -472 -1221 

TELEVISION 
Help Wanted Programing 

Production & Others 

SENIOR WRITER -PRODUCER 

WANTED: marketing savvy, innovative, 
news -oriented, creative dynamo to join 
award -winning promotion team at NBC's 
newest Owned and Operated station. 
If your style is bold and your concepts 
"cutting edge ", rush tape, resume and 

:60 script promoting yourself to 

PROMOTION MANAGER 

WTVJ 316 N. MIAMI AVE. MIAMI FL 33128 
No Phone Calls! 

STORY 
PRODUCER 
Seeking an agressive producer for 

national and local stories for 
syndicated magazine show. Must 
have excellent story telling abilities. 

3 -5 years experience required. 
Send tapes and resumes to: 

Tom Smith 
Evening Magazine 

One Gateway Center 
Pittsburgh. PA 15222 
(No Phone Calls, Please) 

KDKA-TV 2 
Group W Television 

An Equal Opportunity Employer 

HELLO? 

California 

KC T\ 
LOS ANGELES 

California 9 is looking for you. 

You are a graphic designer with atleast3years experience in television. 

You have made a paintbox sing until it choked. You have the talent and 

desire to produce the best, most innovative graphics for news under 

extreme deadlines. You know your way around an edit suite -Grass 

Valley and Ampex switchers, ADO and Kaleidoscope, Digital Disk 

Recorders, and SuperScribes. You love and cherish television news. 

You beg on bended knee to design graphics for promotion and special 

projects and seethe piece through from concept to air. 

If this is you, you should write us. We are launching the nation's first 

three-hour primetime newscast: We carry the Los Angeles Lakers and 

are building an impressive program schedule backed by solid, creative 

promotion. We offer a salary commensurate with experience and an 

excellent benefits package. 

Send your tape and resume with references to: 

Blake Bryant 

Art Director, KCAL TV 

5515 Melrose Avenue 

Hollywood, CA 90038-9149 

No phone calls, please. An Equal Opportunity Employer. 
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Help Wanted Programing 
Production & Others Continued 

COPYWRITER 
Commercial production unit of network 
affiliate is seeking an individual to write 

commerical copy. corporate video scripts, 
and industrial presentations and assist in 
their production. Qualified applicants will 

have a degree in Communications. English 
or Journalism and will possess basic 

production skills as well as a minimum of 
two years experience in advertising, public 

relations or teleproduction. 
Send resume to: 

CW - BRD 
Personnel Department 

P.O. Box 77010 
Atlanta, GA 30309. 

An Equal Opportunity Employer. 

Help Wanted Technical 

TELEVISION 
TECHNICAL 
DIRECTORS 

QVC is just three years act and, with 
the recent acquisition of a major 
competitor, already the nation's 
largest and most successful tele- 
vised cable shopping company. 
Our shopping programs reach 32 
million homes, and 1990 sales are 
projected to be nearly $1 billion 

The reasons for our success 
are in our name: 

Quality, Value, Covenience. 
We are continuing to grow rapidly. 
Our aggressive expansion plans 
start with a second cable channel to 
be launched in early 1990. We have 
immediate opportunities for Techni- 
cal Directors with LIVE television 
broadcasting experience, at our 
headquarters in the Delaware Val- 
ley, about 30 minutes west of Phila- 
delphia. 

You will work with state -of- the -art 
camera robotics. The successful 
candidates must have solid experi- 
ence in a live broadcasting environ- 
ment and an in -depth knowledge of 
the Grass Valley Production Switch - 
ers. 

If you feel you have the technical 
skills plus the commitment to excel- 
lence we are looking for, please 
send your resume and salary re- 
quirements to: Marlene Becker, 
QVC Network, Goshen Corporate 
Park, West Chester, PA 19380. Re- 
sume fax 215 -344 -3150. An equal 
opportunity employer, MIE. 

QVC 
NETWORK 

Quulirv Value Cunrernence 

Help Wanted Management Situations Wanted Management 
Continued 

COMMUNITY AFFAIRS DIRECTOR 
National award -winning station looking tor a 
multi -talented professional. Duties include 
position on executive committee, talent for 
specials and reporter /producer of three 
community affairs features per week to air in 
newscasts. 
No Phone calls Send tape and resume to 

Mike Kettenring 
WSMV -TV 
P.O. Box 4 
Nashville, TN 37202 

Equal Opportunity Employer. 

4 
WSMV 

Help Wanted Sales 

ACCOUNT EXECUTIVE 
Network affiliate is seeking an Account 
Executive to handle an existing list as well as 
aggressively securing new business. 
Qualified applicants will have a minimum of 
three years media sales experience and 
demonstrated ability to develop new business. 
Send resume to: 

AE - BRD 
Personnel Department 

P.O. Box 77010 
Atlanta. GA 30309. 

An Equal Opportunity Employer. 

DIRECTOR OF MARKETING 
Telecom Broadcasting, Inc (T.B.I.). 

a leader in the Satellite 
Communications Service Industry, 

is seeking a hands -on 
Marketing Director. 

3 -5 years experience and knowledge 
of the racing, sports and 

entertainment industry required. 
Responsibilities will include planning 

and implementation of a 
comprehensive marketing strategy 
for the 1990's. Administrative and 

organizational skills a must. 

Please send your resume with 
cover letter and salary history to 

Mrs. Helen Hunter 
Telecom Broadcasting, Inc. 

1930 South Hill Street, Suite 206 
Oceanside, CA 92054 

Fax 619- 439 -8838 
Telecom Broadcasting is 

an equal opportunity employer. 

Situations Wanted Management 

LOOKING FOR 
THE NEXT CHALLENGE. 

Just sold the last 
of our stations. 

Now available for GM. GSM 
or NSM position or corporate level. 

Independents or affiliates, 
experienced at both. 

Strong bottom line oriented, 
news and national sales experience. 
Will consider all offers in television. 

Strong references. 
Call Wade Griffith, 901 -668 -6630. 
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CABLE ADVERTISING 
SALES MANAGER 

8 years of success 
in Regional and Local Sales 

in medium and top 40 market. 
Excellence in training, promotions. 
personal sales, and turnarounds. 

Steve - 404 -594 -7350. 

Situations Wanted Technical 

Director of Engineering 
25 years experience all technical phases 

of AM- FM -TV, foriegn & domestic. 
Design, construction, $90,000,000 

In projects past 10 years. 
Highly experienced FCC matters, 

Consultant to Gov't & Int. agencies. 
Hugh R. Paul, P.O. Box 4226 

Palm Springs. CA 92263. 

ALLIED FIELDS 

Educational Services 

Entry Level 
GENERAL ASSIGNMENT TV REPORTERS 

1 or 2 day Private On Camera Delivery Coaching 
Professional Demo Tape 
Instruction Video for Aspiring and Current On -Air 
Reporters 8 Anchors 

DO R RIGHT 
The Media Training Centers 

NOW IN SAN DIEGO 
CALL 1619) 270-6808 

Employment Services 

1- 900 -234 -INFO ext. TV (sa) 

JOB PHONE 
THE NATIONAL JOB LISTING SERVICE 
FOR THE COMMUNICATIONS INDUSTRY 

$2 per minute From any touch tone phone 

r 
California 

Broadcast Job Bank 
For application information call 

(916) 444 -2237 
California Broadcasters Association 1 r_ aar. r_ r_ EWE s MINI i 

$1.42 = 
a 5- minute job report 

Every business day MediaLine reports the 
job openings in television news, sports, 
weather, videography, management, pro- 
duction, programming and promotion. Our 
subscription rate comes to just $1.42 per 
day (plus your telephone charges). Hun- 
dreds of jobs per month for less than lunch 
per day. 

MEDIALINE - nobody does it better! 
1. 800. 237.8073 

In CA: 1-408-648-5200 
1 

THE BEST JOBS ARE ON THE LINE 
PO Box 51909, Pacific Grove, CA 93950 



Employment Services Continued 

Don Fitzpatrick Associates presents: 

THE PIPELINE 
1- 900 -456 -2626 

Lets you be among the first to know... 
Instant TV information by phone: 

job openings 
tips for improved on -air performance 
Rumorville, the 
source for industry 
news and gossip! 

$1.95 for the first Ifi 
minute, $.95 each add't.. 
Call Now! 

Help Wanted Sales 

YELLOW 
PAGES 

BROADCAST 
YELLOW 

PAGES... 
ADVERTISING SALES 

Exciting new national Yellow Pages 
telephone directory for the broadcasting 
industry seeks regional advertising sales 
rep. 

Phenomenal response to the industry's 
telephone book forces us to create an 
additional sales position. 
If you would like to join our dynamic team 
and have at least two years experience in 
the broadcasting industry, we'd like to hear 
from you. 
You will also represent radio, TV and cable 
mailing lists and two other national 
directories. 
Competitive salary plus commission. 
Send resume to: President 

4 Media Image Corporation 

5299 DTC Blvd, Suite 970 
Englewood, Colorado 80111 

1 -800- 777 -4320 
Printed by US West Marketing Resources. 

America's 
Competitive Edge.. . 

American Workers. 
To find out how your company 

can tap this valuable resource, write: 

Elizabeth Dole 
< Secretary of Labor 

U.S. Department of Labor 
Room N -5419 
Washington, DC 20210 

Help Wanted Technical 

SYSTEMS DESIGN ENGINEERS 
SENIOR PROJECT MANAGERS 

As a result of continuing dynamic growth, AFA is expanding its project engineering staff. 
A.F. Associates is an acknowledged leader in the design, engineering and fabrication of 

advanced television facilities for the industry's most prestigious clients. We have built more 
major facilities for networks, cable, large corporations and the entertainment field than 

probably all of our competition combined. 
We are seeking talented and experienced systems engineers to join our dedicated staff of 

professionals, and become involved in a number of exciting and challenging projects. 
AFA offers a dynamic, yet "small company' work environment, located in suburban New 

Jersey. As part of Video Services Corporation, we offer unique growth potential in the 
industry's fastest growing group of high -tech companies, as well as a comprehensive 

package of benefits. 

Candidates should have at least five years of broadcast systems engineering experience, 
including design of advanced video, audio and communications systems. 

An EE or other applicable degree is preferred. 
Positions are open immediately for the right candidates. 

Send resume and salary history to: 
Mr. Eugene Hammerle, Director of Engineering 

AFA 
A.F ASSOCIATES INC. 

100 Stonehurst Court, Northvale, New Jersey 07647 -2487 
A Video Services Corp. Company - AFA is an Equal Opportunity Employer 

Help Wanted Instruction 

STANDARD OF EXC 
Asthe nation's second largest community college district ,we provide a very co 
petltive entry -level salary range with an excellent bens 

FACULTY POSITION - MOTION PICTURE 
Scottsdale Community Coll 

This occupational area requires a minimum of an AA d 
with at least 5 years of directly related occupational exp 
least 3 years of directly related occupational experience OR an MA which 
includes 24 semester hours of upper division and /or graduate credit in the field to 
be taught. Master's degree or higher preferred. Experience in both TV classroom 
and production Instruction. Must be able to work with a diverse group of profes- 
sionals in building a young program. Classroom courses include Fundamentals of 
Radio & TV, Script Writing, Broadcast Advertising & Continuity Writing. Production 
courses include Televison Techniques, Studio Production, Broadcast Production, 
Radio -TV Announcing, Directing, and Editing. 

ENTRY LEVEL SALARY RANGE: $24,084 - $41,136 
The required faculty application form and a complete set of 
unofficial copies of transcripts which show degree(s) conferred 
and dates degree(s) were conferred must be received by the 
district Employment Office and clocked in by 5pm on 2 /27/90. To 
request a faculty application form, call (602)392 -2164. Maricopa 
Community Colleges, District Employment Office, P.O. Box 13349, MA R I C O P A 
Phoenix, AZ 85002 -3349. AA /EOE. COMMUNITY 

A District Dedicated to Achieving Excellence. COLLEGES 

ELLENCE 
m- 

fits package. 

/TELEVISION 
ege 

degree/64 semester hours 
erience OR a BA with at 
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CASH FLOW FINANCING 
We purchase Accounts Receivable 

National and Local 

MFR FINANCIAL (714) 544 -7131 

OPPORTUNITY 
FOR OWNER OPERATOR 

TELEVISION ADVERTISING SERVICE 
EASTERN ARIZONA SMALL MARKET AREA 

EXPERIENCED BROADCASTER 
LOW DOWN - EXCELLENT TERMS 

TTMC 
6750 N. 19th AVENUE, 

PHOENIX. AZ 85015 

COASTAL GEORGIA 
SOUTH CAROLINA 
MEDIUM MARKET 

FM CLASS C CONSTRUCTION PERMIT 
FOR SALE OR JOINT VENTURE 

BOX A -27 

BEST BUY - $199,500 
AM FM CLASS A COMBO 

POSITIVE CASH FLOW HISTORY 
MTN. RESORT AREA, S.W. 

INCLUDE FINANCIAL 
QUALIFICATIONS W INQUIRY 

BOX A -52 

CALIFORNIA FM 
MEDIUM GROWTH MARKET 
GOOD TECHNICAL FACILITY 

$1,500,000 
206 -643 -2116 

446 SUNBELT 

1.8 

3.5 

2.7 

4.5 

AM /FM Prof.. FL C -2 
Crossroads growth area 

AM /FM Gulf Coast 
Govt. Ind., 100 kw 

AM /FM Prof., Coastal 
FM being upgraded 

FM Top FL Market 
50KW Terms 

Donald K. Clark, Inc. 
Media Broker 

813.949.9311 
P. O. Box 340617, Tampa, FL 33694 

For Sale Stations 

FOR SALE 
Top -rated AM /FM Combo 

in Medium West Texas Market 
Excellent Cash Flow 

Reasonably Priced $2.8 Million 

New Mexico Single Market 
AM /FM Combination 
Valuable Real Estate 

Owner Retiring $750,000, Terms. 

Gated Terrill Fischer at 1209 Parkway, Austin, 
Texas 78703, 512- 476 -9457 

NF&A 
Norman Fischer & Associates. Inc. 

Media Brokerage Appraisals Management Consultants 

FOR SALE 
TV 

Fort Collins 
CH. 22 5 million 

WATT CP 
Paul Meacham, 303 -484 -4836 

SAN FRANCISCO BAY AREA 
BROADCAST SCHOOL AND 
CABLE RADIO NETWORK 
Established 10 years. State license. 

Only 2 other schools in huge market. 
Additional revenue from commercial FM network 

$375.000. 
Call Jim Bryan 415- 935 -5100. 

WESTERN MONTANA 
PROFITABLE 5 KW FULL AM 

WELL EQUIPPED 
GREAT OPPORTUNITY 

FOR OWNER- MANAGER. 

REPLY TO BOX A -65 

r 
1 

1 

L 

N. OHIO "A" FM 1 

PROFITABLE 
$950,000 Terms 

Phone: Ray Rosenblum 
412- 963 -6311 

I 

-1 STATIONS FROM $1 -5 MIL. 

FLORIDA SOUTH CENTRAL 
ONE KILOWATT FULLTIME AM. 

EXCLUSIVE FORMAT, 
VALUABLE REAL ESTATE 

$250,000 CASH 
407 -639 -1176 

Full Time AM 

Only radio In 

Midwest city of 40,000 

813- 566 -1055 

Class C -FM in Top -30 
market, profitable. Includes 
tower with significant 
income. 

$7.5 million, 
some terms possible. 

1- 415 -391 -4877 
Elliot B. Evers 

A TOP 10 MARKET 
1000 Watt AM Day & Night 

Nondirectional Good Dial Position 
Strong Historical Call Letters 

Best offer between 1.7 & 2.3 million 
Owner Financing 100% 

Owner may finance 

P.G.I. 
P.O. Box 618148 

Orlando, FL 32861 -8148 

AM -FM FOR SALE 
WHLP AM -FM CENTERVILLE, TN. 

ONLY STATIONS HICKMAN COUNTY TN. 
NASHVILLE LESS THAN 40 MILES. 

AM: 1570 KHZ, 5,000 WATTS. 
LOW NIGHT POWER. NON DIRECTIONAL 

FM: 96.7 MHZ, 3,000 WATTS, 
AUTHORIZED 6,000. 

FOUR ACRES. STUDIO, AM TOWER, 
TRANSMITTER BUILDING. 

FM SITE LEASED $200 YEAR. 
PROFITABLE OPERATION. 

BILL POTTS 
PO BOX 280, HWY 50 

CENTERVILLE, TN 37033 
615 -729 -5191 
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NORTHERN NEW ENGLAND 

Profitable AM /FM Combination with 
cash flow. 

No local competition. 
Price of $350,000, cash, is less than 

1989 billing. 
Contact Mel Stone 

KOZACKO- 
HORTON 
COMPANY 
I3ROKERS AND CONSULTANTS 

207.799.8804 
I CANTERBURY WAY CAPE ELIZABETH, ME 04107 



GEORGIA 
This clear channel is only station 
in beautiful little town in foothills 

of NE Georgia. 
Call 404 -549 -6222 

Hugh or Sandy 

OWNER RETIRING 
Cl FM in S7 million 
West Texas Market 

Excellent Ratings -Low price - 
Owner financing available 

915- 366 -7560 

DON'T MISS IT! 
FEBRUARY 5- 

STATIONCABLE 
TRADING REPORT 

Books 
for 

Broadcasters 

Award- winning CBS -TV and radio 
broadcaster Donn Pearlman offers 
advice on how to find, keep and use 

that first job in television or radio. 
Sometimes humorous and always 
easy -to- follow, this book uses 

informative first -person case 

histories to chart proven paths to 

success. 

ISBN 0- 933893 -16 -7 

224 pages 

SI3.95 

Broadcasting Ill Book Division 
1705 DeSales St., N.W. 

Washington, D.C. 20036. 

Or call 1- 800 -638 -7827 to use 
VISA or MasterCard. 

For Sale Stations Continued 

REPOSSESED ATLANTA 
SUBURBAN FULLTIMER 

Distressed situation, owner must sell. 
Any reasonable offer will be considered. 
Atlanta is a $110 million radio market. 

Can you capture 1% of market revenue? 

404 -237 -2570. 

WKIQ AM 1,000 WATT FULLTIME 
EUSTIS LEESBURG. FLORIDA 

S300,000 TERMS 
S275,000 CASH 

904 -793 -2595, 
904 -793 -3167 

EARLY 

DEADLINE 

NOTICE 

Due to the Monday holiday 
on February 19, 

Deadline for 
Classified Advertising 

in the issue of February 26 
is Friday, February 16. 

CVS & ASSOCIATES 

FM MEGASTATIONS 

Albuquerque and Santa Fe 

100 KW Albuquerque "C" 

25 KW Santa Fe "C -III" 
The best total coverage 

of both hot growth markets. 

$3.0 with some terms. 

Phone: 601 -924 -3087 

FAX: 601- 924 -6647 

Confidential Radio and Television 
Brokerage Company 

This space could be 
working for you for a 

very low cost ... and it 
reaches a most 

responsive audience. 

BROADCASTING'S CLASSIFIED RATES 
All orders to place classified ads & all correspon- 
dence pertaining to this section should be sent lo: 
BROADCASTING. Classified Department, 1705 De- 
Sales St., N W. Washington, DC 20036. 
Payable in advance. Check or money order only 
Full & correct payment MUST accompany ALL 
orders. All orders must be in writing 

Deadline is Monday at noon Eastern lime for the 
following Monday's issue. Earlier deadlines apply 
for issues published during a week containing a 
legal holiday. A special notice announcing the 
earlier deadline will be published above this rate - 
card. Orders, changes, and /or cancellations must 
be submitted in writing. NO TELEPHONE OR- 
DERS, CHANGES, AND /OR CANCELLATIONS 
WILL BE ACCEPTED. 

When placing an ad, indicate the EXACT catego- 
ry desired: Television, Radio, Cable or Allied 
Fields; Help Wanted or Situations Wanted; Man- 
agement, Sales, News, etc. If this information is 

omitted, we will determine the appropriate catego- 
ry according to the copy. NO make goods will be 
run if all information is not included. No personal 
ads. 

Rates: Classified listings (non -display). Per issue: 
Help Wanted: $1.20 per word, $22 weekly mini- 
mum. Situations Wanted: 600 per word, $11 week- 
ly minimum. All other classifications: $1.30 per 
word, $24 weekly minimum. 

Word count: Count each abbreviation, initial, sin- 
gle figure or group of figures or letters as one 
word each. Symbols such as 35mm, COD, 
PD,etc., count as one word each. A phone num- 
ber with area code and the zip code count as one 
word each. 

Rates: Classified display (minimum 1 inch, up- 
ward in half inch increments). Per issue: Help 
Wanted: $90 per inch. Situations Wanted: $50 per 
inch. All other classifications: $120 per inch. For 
Sale Stations, Wanted To Buy Stations, Public No- 
tice & Business Opportunities advertising require 
display space. Agency commission only on dis- 
play space. 

Blind Box Service: (In addition to basic advertis- 
ing costs) Situations wanted: $5 per ad per issue. 
All other classifications: $10 per ad per issue. The 
charge for the blind box service applies to adver- 
tisers running listings and display ads. Each ad- 
vertisement must have a seperate box number. 
BROADCASTING will not forward tapes, transcripts, 
portfolios, writing samples, or other oversized ma- 
terials; such materials are returned to sender. Do 
not use folders, binders or the like. 

Replies to ads with Blind Box numbers should 
be addressed to: Box (letter & number), c/o 
BROADCASTING, 1705 DeSales St., NW, Wash- 
ington, DC 20036. 

The publisher is not responsible for errors in 
printing due to illegible copy -all copy must be 
clearly typed or printed. Any and all errors must 
be reported to the Classified Advertising Depart- 
ment within 7 days of publication date. No cred- 
its or make goods will be made on errors which 
do not materially affect the advertisement. 

Publisher reserves the right to alter classified 
copy to conform with the provisions of Title VII of 
the Civil Rights Act of 1964, as amended. Pub- 
lisher reserves the right to abbreviate, alter, or 
reject any copy. 
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Media 

Changes at CBS -owned WCAU -TV Philadel- 
phia: Steve Cohen, VP and general manager, 
resigns to pursue other interests. Cohen had 
been with WCAU -TV since August 1983. 
Eugene Lothery, VP of programing, CBS 
Television Stations Division, New York, suc- 
ceeds Cohen. Carl Wenhold, VP, finance, 
CBS Television Stations Division, New 
York. named VP. station manager. 

Lothery Mitsch 

Darelyn Mitsch, general sales manager, 
WRDU(FM) Wilson, N.C. (Raleigh), joins 
wwMG(FM) Shelby, N.C. (Charlotte), as VP 
and general manager. 

Jeff McGrath, VP and station manager, 
WEHS(TV) Aurora, Ill. (Chicago), named 
president, HSN Communications, Aurora, 
111. -based group owner of 11 TV's. 
Ned Horton, general sales manager, 
WRLT(AM) Madison, Tenn.- wRLT -FM Frank- 
lin, Tenn. (Knoxville), named general man- 
ager. 

Don Robertson, general manager, KRIA(AM) 
Terrell Hills, Tex. (San Antonio), joins 
WLSY -AM -FM Louisville, Ky., as general 
manager. 

Bill Wise, operations manager, WIOD(AM)- 
WGTR(FM) Miami, joins simulcast 
WYAY(FM) -WYAI(FM) Gainesville, Ga. (At- 
lanta), as station manager. 

Lorrin Palagi, program director, WRQX(FM) 
Washington, adds duties of operations man- 
ager. 

Susan E. Holden, controller, Price Commu- 
nications, New York, named VP. 

Mary Ellen Nunes, executive assistant, Albi- 
mar Communications, Washington, named 
VP, business affairs. 

David Leonard, Rocky Mountain regional 
VP, United Artists Cablesystems Corp., 
Denver, joins Swedish Cable and Dish, 
Vasteras, Sweden, as managing director. 

Jerry Rogers, president and general manag- 
er, WSGA(AM) -WZAT(FM) Savannah, Ga., re- 
signs to build FM station in that market; 
call letters and format have not been an- 
nounced. 

Robert J. Lewis, senior treasury associate, 
corporate financing, Hearst Corp., New 

York, named assistant manager, treasury/ 
finance group. 

Sales and Marketing 

Appointments at Seltel: L. Donald Robin- 
son, former president and CEO, Media 
General Broadcast Services, New York, to 
same capacity; Steven Feys, account execu- 
tive, WDCA -TV Washington, to same capaci- 
ty, Chicago; Drew Camerota, account exec- 
utive, wwTV(TV) Boston, to same capacity, 
Philadelphia; Mark Miller, account execu- 
tive, WCHS -TV Charleston, W.Va., to same 
capacity, Charlotte, N.C. 

Ron Hawkins, senior VP, executive creative 
director, Hal Riney & Partners, Chicago, 
joins DDB Needham there as senior VP, 
group creative director. Bob Taylor, VP, 
creative director, Hal Riney & Partners, 
Chicago, joins DDB Needham there as se- 
nior VP, creative director, executive art 
director. 

Appointments at Bozell Inc., Dallas: Nancy 
Buffington, broadcast business manager, 
Backer, Spielvogel, Bates, Columbus, 
Ohio, to manager of broadcast business af- 
fairs; Mark Wright, media planner, to media 

supervisor; Rob Markus, media planner, 
Leo Burnett, Chicago, to media supervisor; 
Jennifer Bolt, assistant media planner, to 
media planner; Barry Weeter, assistant me- 
dia planner, to media planner; Terry Baz- 
zoon, media planner, Bloom Agency, Dal- 
las, to same capacity; Linda Dysart, media 
planner, Tracy -Locke, Dallas, to same ca- 
pacity; Daniel Russell, assistant media plan- 
ner, NW Ayer, New York, to media plan- 
ner; Nina Horn, sales assistant, Blair 
Television, to assistant media buyer; Robert 
Hoskins, recent graduate, Texas Tech Uni- 
versity, Lubbock, to assistant media plan- 
ner; Ingrid Ocanas, intern, Texas Art & 
Media, Fort Worth, Tex., to assistant me- 
dia planner; Stacey deLarios, intern, US 
Creative, Austin, Tex., to regional buying 
office coordinator. 

Appointments at Katz: Karla Barton -Segale, 
sales executive, TeleRep, Seattle, to man - 
ager, Seattle sales office; Jorge Calvo, as- 
sistant buyer, Backer, Spielvogel, Bates, 
New York, to sales executive, Miami; Jodi 
Rogaway, manager of religious advertising 
sales, Katz Continental, Los Angeles, to 
manager, Portland sales office. 

Carol Meyer, associate creative director, Al- 
len London Advertising, West Caldwell, 
N.J., joins Creative Marketing Alliance, 

Broadcasting ii 
The News Magazine of the Fifth Estate 
1705 DeSales St., N.W., Washington, D C 20036 -4480 

Please send ... (Check appropriate box) 

Broadcasting N Magazine 
3 years $190 2 years $135 1 year $70 6 mos. $35 

(6 mos term musi be oreOad) 
(International subscribers add $20 per year) 

Yearbook '89 (SAVE S50 off cover price) 

The complete guide to raa.o tcev s on cane anu satellite facts and figures --$65 
(prepaid orders only) while supplies last Please give street address for delivery. 

To order by MASTERCARD or VISA. phone toll free 1 -800- 638 -7827 

Name 

Company 
Payment enclosed 
Bill me 

Address Home? Yes No 

City State Zip 

Type of Business Title /Position 

Signature 
(required) 

Are you in cable TV operations Yes 

No 
I ._. i I 

I For renewal or address change I 

place most recent label here 

I J __1 J 
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Distinguished service. Bill Smullin, chairman and founder of 
California Oregon Broadcasting Inc. (COB), Medford, Ore: 
based group owner, has been named recipient of the National 
Association of Broadcasters' 1990 Distinguished Service 
Award. 

The award, which was established in 1953, is given yearly to 
a person "who has made a significant and lasting contribution 
to the American system of broadcasting " 

Smullin began his broadcasting career in May 1933 when he 
and a partner built KIEM(AM) Eureka, Calif. (BROADCASTING 

March 27, 1944). 'Ibday COB owns two AM's, one FM and five 
TV's. He is founding member of both California Broadcasting 
Association, Sacramento, and Oregon Broadcasting Associa- 
tion, Portland. 

Smullin is a former NAB television board member. His daughter Patsy, who is 
president of COB, is currently a member of the TV board. 

"A true innovator and broadcast pioneer, Smullin has dedicated his life towards 
making small market broadcast outlets all they can possibly be," said NAB Joint 
Board Chairman, Lowry Mays. 

The award will be presented on March 31, during the opening luncheon of the 
NAB's annual convention. 

Princeton Junction, N.J., as creative direc- 
tor. 

Erle Younker, VP and general manager, 
WGFX(FM) Gallatin, Tenn. (Nashville), joins 
KCBS(AM) San Francisco as general sales 
manager. 

Lee W. Jamison, national sales manager, 
KMEL(FM) San Francisco, named general 
sales manager. 

Rhoda Bohrer, general sales manager, 
WCOD -FM Hyannis, Mass., joins WGIR -AM- 
FM Manchester, N.H., in same capacity. 

Terry Peters, sales manager, WMLI(FM) Sauk 
City, Wis., joins woLx(FM) Baraboo, Wis., 
as local sales manager. 

Appointments at WHEC -TV Rochester, 
N.Y.: Steve Aryan, local sales manager, to 
national sales manager; Marianne Frasier, 
national sales coordinator, to account exec- 
utive; Elaine McShane, local sales 
assistant/research specialist, to national 
sales assistant. 

Dianne Sullivan, national sales assistant 
WLVI -TV Cambridge, Mass. (Boston), joins 
WFxT(TV) there in same capacity. 
Diane Dyer, account executive, KTFM(FM) 
San Antonio, Tex., joins WWWB(FM) High 
Point, N.C., as marketing consultant. 
Appointments at Community Broadcasting 
Service (WABIIAM]- WYOU -FM- WABI -TV) 
Bangor, Me.: Joyce Fournier, sales assis- 
tant, regional sales, to sales coordinator, 
WABI -TV; Cynthia Corbin, regional account 
executive, WABI -TV, to sales supervisor, re- 
gional sales, WABI -TV; Mike Young, assis- 
tant sales manager, radio, to sales manager, 
WABI(AM)- WYOU -FM; Fred Morse, local sales 
manager, to statewide sales director. 

Dana Hayes Jr., media buyer and planner, 
Leo Burnett Co., Chicago, joins The 
Weather Channel there as ad sales represen- 
tative. 

Jay Rosenthal, account executive, MMT 
Sales, New York, to same capacity, Petry 
there. Julie Winter, account executive, 
MMT Sales, Los Angeles, to same capaci- 
ty, Petry there. 

Denise Campbell, local sales manager, 
WVAZ(FM) Oak Park, Ill. (Chicago), joins 

WTMX(FM) Skokie, Ill. (Chicago), as ac- 
count executive. 

Programing 

Suter Bartee 

Appointments at 
MCA TV Internation- 
al, Universal City, 
Calif.: Ron Suter, 
manager of sales, 
MCA TV Canada, 
Toronto, to VP and 
general manager, 
MCA TV Canada; Al- 
berta Bartes, manag- 
er, international prod- 
uct services, to VP, 

Salomon product services; 
Reha Salomon, executive assistant, to man- 
ager, administration. 

Francis J. Heffron, dean, college of business 
administration, Fordham University, New 
York, joins Major League Baseball Interna- 

Continuing 
President Bush announced his 
intention to reappoint Malcolm S. 
Forbes Jr. as chairman of the 
Board for International 
Broadcasting. Forbes, 42, is 
president of Forbes Inc. and deputy 
editor -in -chief of Forbes magazine. 
He originally joined BIB in 1983 and 
was named its chairman in 
September 1985. 
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tional Partnership there as president and 
CEO. MLBIP is joint venture among Major 
League Baseball, NBC and Pascoe Nally 
Inc., British sports marketing firm. Group 
will be involved in broadcast rights, prod- 
uct licensing, publishing, sponsorship, am- 
ateur baseball and overall development of 
baseball outside North America. 

James Veres, VP of drama development, 
Columbia Pictures Television, Los Ange- 
les, named senior VP, drama development. 

Sharon R. Rehme, director, sales adminis- 
tration and operations, ABC Video Enter- 
prises, New York, named VP, sales and 
operations, ABC Distribution Co. there. 

Stacy Smith -Ehrenhalt, director of develop- 
ment, New World Television, Los Angeles, 
joins Cosgrove- Meurer, Burbank, Calif., in 
same capacity. 

Appointments at Harmony Gold, Los An- 
geles: Alessandro Tasca, senior VP, pro- 
duction, to president, production; Jill Nyren, 
director, post -production/distribution ser- 
vices, to VP, production; Gerard Shadrick, 
manager, post- production/distribution ser- 
vices, to director of distribution services. 

Michael H. Klein, VP, pay per view, Spec - 
tradyne, Richardson, Tex. (Dallas), joins 
Comsat Video Enterprises, Los Angeles, in 
same capacity. 

Jacqueline Tiedemann, senior accountant, 
Deloitte, Haskins & Sells, New York, joins 
Showtime Networks Inc. there as director, 
procedures and control. 

Appointments at The Weather Channel: Ed- 
ward Byrnes, Eastern region sales manager, 
New York, to Eastern division sales manag- 
er; Norman Zeller, regional sales manager, 
Detroit, to East -Central division sales man- 
ager; Frank Garland, Central and Western 
region sales manager, Chicago, to division 
sales manager; Robert Mahon, associate 
sales manager, Chicago, to Central regional 
sales manager; Dan Mohler, account manag- 
er, Los Angeles, to Western regional sales 
manager. 

Michael McMurray, research analyst, 
Worldvision Enterprises, New York, 
named research manager. 

Philip Burton, independent filmmaker, New 
York, joins MacNeil/Lehrer Productions 
there as executive producer, C. Everett 
Koop, M.D., prime time medical series to 
air on NBC. 

Russell C. Hodge, senior producer. 
McLaughlin, CNBC, Fort Lee, N.J., joins 
WTrG(TV) Washington as producer, Off The 
Record, new weekly political program. 

Rodney Triplett, sports producer, director 
and writer, Turner Broadcasting, Atlanta. 
joins Mizlou Sports News Network, New 
York, as coordinating studio producer. 
Karle Ross, anchor and feature reporter, 
ESPN, Bristol, Conn., joins Mizlou Sports 
News Network as studio anchor. 

Bob Wenokur, assistant manager of film fa- 
cilities, Samuel Goldwyn Co., Los Ange- 
les, to manager, film facilities. 

Christopher Palmer, VP, National Audubon 
Society, Washington, named president of 
newly formed National Audubon Society 
Productions there. 



Stephen Porter, marketing manager, Infor- 
mation Line, Atlanta, joins Graff Pay -Per- 
View there as director, Southeast Region. 

Michael J. Spano, director of sales, TKR 
Cable, Warren, N.J., joins Cablevision In- 
dustries, Liberty, N.Y., as director of sales 
and telemarketing. 

Victor Shaffer, VP of marketing, Campus 
Network, former parent company of Na- 
tional College Television, New York, 
named senior VP, general sales manager, 
NCTV. 

Patricia Miller, affiliate representative, 
Group W Satellite Communications, Stam- 
ford, Conn., to senior affiliate representa- 
tive, Southeast region. Susan Ridenour, af- 
filiate representative, Group W Satellite 
Communications, Stamford, Conn., to se- 
nior affiliate representative, Great Lakes re- 
gion. 

Tricia Oliver, special market sales executive, 
United Video, Tulsa, Okla., named sales 
executive. Pam Contu, affiliate representa- 
tive, United Video, Tulsa, Okla., named 
special market sales executive. 

Gene Steinberg, program director, KMSP -TV 
Minneapolis, adds duties of operation man- 
ager. 

Matthew Cooperstein, 
program/promotion 
manager for KNXV -Tv 
Phoenix, joins 
KCAL(TV) (formerly 
KJIJ -TV) Los Angeles 
as director of pro- 
graming. 

John Evans, acting 
program director, 
KIOI(FM) San Francis - 

Cooperstein 
co, named program 
director. 

Larry Ryan, air personality, wUSN(FM) Chi- 
cago, joins WOKY(AM) Milwaukee as pro- 
gram director. 

Dick Bally, consultant, noncommercial 
WQED -FM Pittsburgh, joins noncommercial 
WGUC(FM) Cincinnati as program director. 

Myrna Jane Jaspan, program coordinator, 
WDRB -TV Louisville, Ky., named program 
manager. 

Lee Stevens, production director, WRLT(AM) 
Madison, Tenn.- wpLT -FM Franklin, Tenn. 
(Knoxville), named program director. Jim 
Eskew, morning air personality, WRLT -AM- 
FM, adds duties of production director suc- 
ceeding Stevens. 

Ron Ellis, air personality, WQIK -AM -FM 
Jacksonville, Fla., named program direc- 
tor. 

Keith Bilbrey, country radio and television 
personality, named host, Country America, 
live, nightly call -in request and celebrity 
interview program, TNNR, Nashville. 

Ed Carter, production assistant, What's Iv, 
daily series of 10- minute programs for col- 
lege -age listeners in Japan, noncommercial 
KPBS -FM San Diego, named producer and 
host. 

Doug Blair, air personality, WYTZ(FM) Chi- 
cago, joins WKQX(FM) there in same capaci- 
ty. 

Frontline farewell 

Judy Woodruff, who has been the 
anchor of PB813FRONTLINE with 
Judy Woodruff for six years, will 
leave the documentary series at the 
end of the season. Woodruff is 
leaving to devote more time to her job 
as chief Washington correspondent 
for PBS'sMacNeil/Lehrer NewsHour, 
and to her family in Washington. 

"Judy Woodruff has been an 
integral part of FRONTLINE 's success 
over the past six years. Her 
professionalism and standing in the 
journalistic community have 
contributed substantiattyy to the 
respect the series enjoys. She will 
be missed," saidFRONTLINE executive 
producer David Fanning. No 
decision has been made on a 
replacement for Woodruff. 

Ed Tyll, program director and morning talk 
show host, WSMB(AM) New Orleans, joins 
WLUP(AM) Chicago as 9:30 p.m. -1 a.m. talk 
show host. 

Bruce Kelly, former morning air personal- 
ity, KZZP -FM Mesa, Ariz. (Phoenix), joins 
KOY -FM there in same capacity. 

Robert J. Wussler Jr., Southeast regional 
sales manager, Genesis Entertainment, At- 
lanta, joins Turner Program Services, Chi- 
cago, as account executive. He is son of 
Robert J. Wussler, president and CEO, 
Comsat Video Enterprises. 

News and Public Affairs 

Art Jordan, assignment director, WFMJ -TV 
Youngstown, Ohio, named news director. 
John Bindas, producer, WFMJ -TV, succeeds 
Jordan. 

Jeff Scott, 2 p.m. to 6 p.m. air personality, 
KNRJ(FM) Houston, named news director 
and morning co -host. 

Lisa Ritchie, news director, Multi -Local 
Media, New York, joins WDRE -FM Garden 
City, N.Y., as news and public affairs di- 
rector. 

Mary Carol Magazini, news announcer, 
WEZF(FM) Burlington, Vt., named news and 
public affairs director. 

Greg Peterson, sports director, WATE -TV 
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Tape leader. Charles Paulson Ginsburg, 89, an engineer for 
Ampex Corp., Redwood City, Calif., who led the team that devel- 
oped the first practical videotape recorder, was named to the 
National Inventor's Hall of Fame last week. Ginsburg joined 
Ampex in 1951 and was soon working on the VTR project 
together with Ray Dolby, who would later found Dolby Labora- 
tories in London. By 1954, they demonstrated a working proto- 
type of the machine. It was the center of a great deal of 
excitement when it was introduced as a product for the first 
time at the 1956 National Association of Broadcasters conven- 
tion (BROADCASTING, April 23, 1956). Years later, Ginsburg said 
that the NAB introduction "turned out, I think, to be a com- 
plete surprise to the industry. No one expected Ampex to be Ginsburg In 1956 
the first with the video recorder..At the convention alone we wrote $4.5 million in 
orders" (BROADCASTING, June 14, 1971). 

The Hall of Fame, located in Arlington, Va., was founded in 1973 by the U.S. Patent 
Office. Later this year, a new hall will be built in Akron, Ohio. With the selection of 
Ginsburg and nine others in 1990, it will grow to 85 honorees. 

Knoxville, Tenn., joins WCiv(TV) Charles- cal engineering, Zenith cable products 
named director of engineering. ton, S.C., in same capacity. 

Alveta Ewell, week- 
end anchor, WAVY -TV 
Portsmouth, Va., 
named 6 p.m. and 11 

p.m. weekday co -an- 
chor. 

Elissa Marra, 6 p.m. 
and 11 p.m. co -an- 
chor, WFYF(TV) Wa- 
tertown, N.Y., joins 
WWNY -TV there as 
weekend co- anchor. 

Ken Malloy, weekend 
anchor, WMUR -TV Manchester, N.H., joins 
WJAR(TV) Providence, R.I., as weekend an- 
chor and weekday general assignment re- 
porter. 

Cindy DiBlasi, reporter, CBS Radio, Paris 
bureau, joins wusA(TV) Washington as 
health/science reporter. Jan Fox, anchor -re- 
porter, WCSH -TV Portland, Me., joins WUSA 
as general assignment reporter with empha- 
sis on consumer reporting. 
Siani Lee, reporter and producer, WTOC -TV 
Savannah, Ga., joins WMAR -TV Baltimore 
as general assignment reporter. 

Shelly Monahan, weather forecaster, KCRA- 
TV Sacramento, Calif., joins KING -Tv Seat- 
tle as weather anchor. 

Ewell 

Technology 

Jerry Blankenbeker, chief engineer, 
WLWT(TV) Cincinnati, joins noncommercial 
WCET(TV) there as director of technical ser- 
vices. 

Raleigh Rubenking, assistant chief engineer, 
WHO(AM) -KLYF(FM) Des Moines, Iowa, 
named chief engineer. 

Timothy Downs, master control /videotape 
operator, WHLL(TV) Worcester, Mass., joins 
WPRI -TV Providence, R.I., as operations en- 
gineer. 

John W. Bowler, VP of operations, Zenith 
cable products, Glenview, Ill., named pres- 
ident, succeeding James L. Faust who 
joined Scientific- Atlanta, Atlanta, in newly 
created position of corporate VP, interna- 
tional. Michael E. Long, manager of electri- 

Promotion and PR 

Franz 

Katarina Franz, man- 
ager, international 
promotion and pub- 
licity, MCA TV In- 
ternational, Universal 
City, Calif., named 
VP, publicity and 
promotion. 

Catherine Lewis, se- 
nior publicist, trade 
and industry rela- 
tions, Showtime, 
New York, named 

manager, communications, The Movie 
Channel. Showtime Networks Inc. 

Anna Mark -Squeri, station relations manag- 
er, Worldvision Enterprises, New York, 
named assistant director of communica- 
tions. 

Deborah Wolfer, marketing specialist, 
American Public Radio, St. Paul, named 
public relations specialist/publicist. 

Rob Ferguson, promotion director, 
WXYV(FM) Baltimore, joins mors(Fm) 
Washington as creative services director. 

Allied Fields 

Robert Corn -Revere, communications law- 
yer with Washington law firm of Hogan & 

Hartson, joins FCC there as legal assistant 
to Commissioner James Quello. 

John Haring, chief economist, Office of 
Plans and Policy, FCC, Washington, and 
chief of OPP under former FCC Chairman 
Dennis Patrick, joins National Research 
Associates Inc., Washington -based eco- 
nomic consulting firm, as vice president. 

John Tinker, securities analyst, Morgan 
Stanley & Co., New York -based invest- 
ment banking firm, joins corporate finance 
department. 

Elected board members, C -SPAN, Wash- 
ington: Carolyn S. Chambers, president. 
Chambers Communications Corp., Eugene, 
Ore.; Jack C. Clifford, chairman, Colony 
Communications, Providence, R.I.; Alan 
Gerry, chairman and CEO, Cablevision In- 
dustries Corp., Liberty, N.Y.; Paul F. Her- 
ron Jr., president, Harron Communications 
Corp., Frazer, Pa.; J. Bruce Llewellyn, 
chairman, Garden State Cable TV, New 
York; John J. Rigas, president and CEO, 
Adelphia Cable Communications Corp., 
Coudersport, Pa.; James O. Robbins, presi- 
dent, Cox Cable Communications, Atlanta; 
Richard D. Roberts, president and CEO, Te- 
lecable Corp., Norfolk, Va.; Donald 
Sbarra, president, Multimedia Cablevision, 
Wichita, Kan. 

Deaths 

Stanwyck in 
The Big Valley' 

Barbara Stanwyck, 
82, Emmy award - 
winning actress, died 
of congestive heart 
failure Jan. 20 at St. 
John's Hospital and 
Health Center, Santa 
Monica, Calif. Stan - 
wyck's best known 
television role was 
that of matriarch Vic- 
toria Barkley on The 
Big Valley that ran on 
ABC from 1965 to 

1969. She had her own dramatic anthology 
program, The Barbara Stanwyck Show, on 
NBC from 1960 to 1961. She appeared on 
several other programs including CBS's 
General Electric Theater, ABC's The Un- 
touchables and the 1983 ABC mini- series 
The Thorn Birds. She won three Emmys, in 
1961 for The Barbara Stanwyck Show, in 
1966 for The Big Valley and in 1983 for The 
Thorn Birds. 

INDEX TO ADVERTISERS 

Accuracy In Media 15 Accu- Weather /Cover 4 Americom /Cover 2 

BIA Publications 48 Blackburn & Co. 46 Blair Television 12 
Chapman Associates 53 Children's Television Workshop 7 Classi- 
fied Ads 58 -66 Continental Electronics 13 Ted Hepburn Co. 47 
MCA -TV /Front Cover Media Venture Partners 45 MLC Uplink and 
Production Services 43 PaineWebber 49 Professional Cards 55 
Services Directory 54 Sony Broadcast Products 18 Video Brokers 
14 Wood & Co. 50 Worldvision 5 

Broadcasting Jan 29 1990 

70 



 N --' ;stater 
David Jacobs: The 
road to `Paradise' 
For almost 15 years, after graduation from 
the Maryland Institute College of Art in 
1961, David Jacobs, creator of Dallas, 
Knots Landing and Paradise, directed his 
energies into painting and writing books. "I 
came very late to television," he says. "I 
was a painting major in college, and after 
graduation went to New York to become a 
painter." 

Jacobs's painting career lasted only until 
1963, when he started focusing on writing 
rather than painting. "I'd always had both 
passions but I thought the painting was 
first; it turned out it wasn't." 

It turned out Jacobs's strength lay in 
writing, and he went on to publish 10 
books, mostly as supplements to textbooks. 
Topics ranged from how medieval cathe- 
drals were built to a biography of Woodrow 
Wilson. "I've had a pretty eclectic back- 
ground," he says. 

Jacobs says money was the lure for 
writing the supplemental texts. "In the 
1960's, a lot of us did that because there 
was a lot of money in supplemental 
texts -federal money -so I wrote a lot of 
nonfiction." 

By the mid- 1970's, however, Jacobs 
saw some lean times in the freelance writ- 
ing business due to newspapers and maga- 
zines folding and "a lot more freelance 
writers on the market. It became tougher 
and tougher to make a living as a writer in 
New York." It was, curiously, the remar- 
riage of Jacobs's first wife that brought 
him to California and into the television 
business. "By 1975, she had married an 
actor and moved out to California, taking 
my daughter with her. Since I'd been as 
instrumental in raising her as she had 
been, I missed her a lot. After a couple of 
months I said, well, I'll try it out there. 
My ex -wife was an agent, so I said at least 
get me some work." 

Thanks to a book Jacobs had written 
about the New York police department - 
and much persistence -he got a job at 
Lorimar on CBS's The Blue Knight series, 
which began a long association with that 
network, although not the show. His first 
assignment consisted of rewriting a script 
for the series. The producers used the 
script revision he wrote, and as a result, 
he was offered a staff writer position. The 
show, which had premiered in December 
1975, was canceled in October 1976, four 
weeks after Jacobs was hired. 

His unemployment was short -lived. In 
January 1977, he left Lorimar to work for 
Aaron Spelling as story editor for Family. 
Before he left Lorimar, he had accepted a 
nonexclusive development contract. Ja- 
cobs notes that the development deal of- 
fered by Lorimar in 1976 is not to be 
confused with some of the multimillion- 

DAVID JAcoBs- executive producer, 
Knots Landing and Paradise, Lorimar 
Television; b. Aug. 12, 1939, Baltimore. 
BFA, Maryland Institute College of Art, 
Baltimore, 1961; freelance painter, 1961- 
63; freelance writer, 1963 -75; staff writer, 
The Blue Knight, Lorimar Television, Los 
Angeles, September 1976 -October 1976; 
story editor, Family, Spelling /Goldberg 
Productions, Los Angeles, January 1977 - 
July 1978; executive story consultant and 
creator, Dallas, Lorimar Television, 
February 1978 -May 1978; executive 
producer, Knots Landing, Lorimar, 1979 - 
present; executive producer, Married: 
The First Year, Lorimar, February 1979 - 
March 1979; executive producer, Secrets 
of Midland Heights, Lorimar, December 
1980 -January 1981; executive producer, 
Berrenger's, Lorimar, January 1985 -March 
1985; executive producer, Paradise, 
Lorimar,1988- present. 

dollar deals signed today. "The develop- 
ment deal was for $2,000." From that 
$2,000 deal came the idea for Knots Land- 
ing, which Jacobs and Michael Filerman, 
vice president, development, Lorimar, 
presented to CBS in September 1977. Ac- 
cording to Jacobs, CBS development ex- 
ecutives liked the idea, but said: 
" 'There's nothing on the air like this. 
Let's start with something bigger, 'some- 
thing that's more saga- like.' The word 
saga immediately made me think of Tex- 
as, and Dallas is what we turned up 
with." 

Jacobs credits shows like The Waltons 
and Family with "paving the way for 
shows like Dallas and Knots Landing," by 
portraying characters who change and 
grow during the life of the series. "There 
hadn't been anything like it before, and I 

don't want to say it took off, but every- 
body thought it was going to go some- 
place." 

The series premiered on April 2, 1978, 
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and by 1980 -81 it was the highest -rated 
series on network television. Jacobs says 
his involvement with the show was limited 
to the first season, and adds that had he 
continued with the project, it might not 
have reached the level of popularity it did. 
"There was no conflict, but it was very 
clear that I had a very different point of 
view that the executive producer didn't 
share, and I think the difference between us 
is exemplified by the difference between 
Knots Landing and Dallas. The very things 
that made Dallas a big hit, I didn't like, like 
the bigger- than -life characters. I like to 
bring things down to earth." 

Soon after Dallas captured an audience, 
a CBS executive retrieved Jacobs's original 
proposal for Knots Landing and asked if the 
idea could be made into a Dallas spinoff. 
Jacobs said it would be easy, and Knots 
Landing made its premiere in December 
1979, a year and a half after Dallas pre- 
miered. "That was pretty much the 80's for 
me." 

Although Dallas and Knots Landing 
rank among the longest- running dramatic 
series in television history, Jacobs ac- 
knowledges that not all of his efforts have 
been as enduring. In addition to the two 
successful prime time serials, Jacobs cre- 
ated Berrenger's for NBC, which lasted 
two months, and Secrets of Midland 
Heights for CBS, which survived for six 
weeks. 

"The serial form still bothers me in the 
launching sense because you shouldn't seri- 
alize until you have an audience. That's 
why there was a glut in the last decade, 
because shows like Emerald Point, Fla- 
mingo Road and Berrenger's all came on as 
serials, and that's a lot to ask of an audi- 
ence. They were already watching, in 
droves, Dallas, Knots Landing and Dynas- 
ty. Even as I was doing some of the shows 
like Secrets of Midland Heights and Ber- 
renger's, I was very worried that we were 
glutting." 

By the mid- 1980's Jacobs decided not to 
do any more serials, and when Berrenger's 
went off the air in March 1985, "I decided 
not to do anything else until it was a project 
I really wanted, a family show for 8 p.m. I 
didn't get to do it until Paradise, which 
premiered in 1988." 

Although the series usually falls in the 
lower ranks of series overall, it has im- 
proved CBS's performance in the Saturday 
8 -9 p.m. time period, and regularly finishes 
second. Jacobs thinks the show would per- 
form better on any other night. "Paradise 
is a show that appeals to a suburban audi- 
ence, and that's what you don't have on 
Saturday night." 

Despite having given up the paints and 
brush- Jacobs says he hasn't painted since 
1963 -he keeps his artistic skills sharp with 
photography. "It's a lot more immediate," 
he says, "like television." 



i_nolis3rjoiON 
NBC Television last Thursday announced consolidation of all 
marketing functions in company under John Miller, n,11,:::i 
executive VP, marketing, NBC television. Miller, who will 
report to Pier Mapes, president, NBC television network, 
said that reorganization will better serve network's 'constit- 
uencies and clients," including advertisers, viewers and 
affiliates. Miller, who will relocate to East Coast, will now 
also have reporting to him: Alan Cohen, VP, network mar- 
keting; Bill Fouch, VP, affiliate marketing, and Ronald Kos, 
VP, client marketing. Miller will also continue to oversee 
advertising and promotion for entertainment, sports and 
news divisions. 

o 

Senate Communications Subcommittee Chairman Daniel In- 
ouye (D- Hawaii) says he will move his children's TV legislation 
within next two months. In statement released last week, 
Inouye said he will not let bill "languish." Measure is being 
opposed by National Association of Broadcasters and net- 
works. 

Special report to Congress on "Alcohol and Health" com- 
piled by U.S. Department of Health and Human Services 
concludes that "research has yet to document a strong rela- 
tionship between alcohol advertising and alcohol consump- 
tion." And although study found alcohol to be "ubiquitous 
and taken for granted" in television programing, it also 
found "little conclusive evidence that television's portrayal 
of alcohol affects viewers' actual consumption." 

Rick Dees Weekly Top 40 has moved to Unistar Radio Net- 
works. Four -hour weekly countdown program had been dis- 
tributed by DIR Broadcasting. Move comes amid reports 
that DIR Broadcasting is on brink of filing for bankruptcy. 
DIR acquired program licensing rights in 1986 far undis- 
closed amount reported to be about $10 million -$12 million. 
According to industry sources, Dees countdown show rep- 
resented 70 % -75% of DIR's revenue. Company officials did 
not return phone calls last week. 

Windfall of clearance commitments for MCA TV coming out of 
NATPE convention in New Orleans, with firm go proclaimed 
for weekly first -mn sitcom What A Dummy and previously 
announced green light for late fringe strip My Talk Show, 
both for fall 1990 release. Half -hour What A Dummy has 
reached 70% coverage, placed in 28 of top 30 markets. 
(Seven Fox O &O's account for 22 %.) My Talk Show just 
added top- ranked New York market with WPIx -TV added to 
carriage list that includes KTLA -TV Los Angeles and WFLD -TV 
Chicago. Total clearances for My Talk Show are 79 stations, 
representing 77% national coverage. Dallas and San Francis- 
co are only two top -10 markets that have not committed to 
carrying half -hour Second City talk show sendup. 

NAB INTV presidents have written Senator Ernest Hollings 
(D -S.C.) about complaints his office has received from cable 
subscribers over syndex rules. Some cable systems, NAB 
said, are showing blank screens, dropping stations and 
urging viewers to complain to Congress. "Such a policy 
does not serve the American public," NAB wrote, is not 
necessary and was not contemplated by FCC. NAB reiterat- 
ed that rules will help preserve "free TV" and included its 
own fact sheet on syndex. 

Association of Maxium Service Telecasters is taking consider- 
able self -satisfaction in FCC's decision to include 1980 VHF 
drop -in proceeding among 15 rulemakings it was abandoning 
because they had grown "stale" with "time and related 

Violence up on Saturdays, says Gerbner 

A new study released last week on Capitol Hill says violence 
continues to be a mainstay of prime time television and the 
amount of violence on Saturday morning children's programs 
has even risen. 

The report covers TV shows from 1986 to 1989 and was 
conducted by George Gerbner of the Annenberg School of 
Communication, University of Pennsylvania, and Nancy Sig - 
norielli of the University of Delaware's department of com- 
munications. The results were unveiled at a press confer- 
ence convened by Senator Paul Simon 

Simon has been trying for several years to pass legislation 
aimed at curbing violence on television. He feels the study's 
findings will enhance the prospects for passage. He is the 
author of a bill that would grant a three -year antitrust ex- 
emption to the networks, local stations, cable and the Holly- 
wood production community so they can get together and 
establish voluntary guidelines reducing the amount of vio- 
lence on television. 

The House legislation deals only with violence, and the 
lower chamber has said it will not support the Senate 
amendments. A House -Senate conference has yet to occur, 
but Simon told reporters he was optimistic that the differ- 
ences can be worked out. 

According to the report, which looked at children's pro- 
graming from 1986 to 1989, children watched more than 25 
acts of what Gerbner describes as "humorous" violence per 
hour. Among the other results: seven of 10 prime time 
network dramatic programs and nine out of 10 weekend 
daytime children's programs "use violence as a dramatic 
staple." The number of violent acts in prime time remains 
between five and six per hour. "About half of all major 
characters are involved in violence and 10% in killing, as 
they have been since the first violence profile was prepared 
at the Annenberg School in 1967." 

In comparing the three networks, the study found that 
ABC "surpassed its own average on the violence index in 
1986; CBS was above its 22 -year average in all three recent 
seasons; NBC went below its 22 -year average in two of the 
three most recent seasons." 

market changes" (see page 42). "MST congratulates its 
many past and present directors and members who made 
this victory possible," said MST President Margita White in 
memo to MST membership. "Without their perserverence, 
over 100 VHF stations might have been dropped in over the 
years. Thanks to MST's vigilance, time and market changes 
had an opportunity to prove that diversity could thrive 
without sacrificing the technical integrity of our television 
system." 

General Electric said last week that NBC in 1989 had a "good 
increase in operating profit, despite somewhat lower revenues 
because of no counterpart to the 1988 Olympics." First Bos- 
ton securities analyst Jessica Reif, issued report last week 
estimating 1980 NBC television network revenue of 
$3,025,000,000, and operating income of $340 million. Reif 
estimated that NBC's owned TV stations had revenue for 
year of $675 million, and operating income of $280 million. 
GE itself closed out year with 5% revenue increase, to $16.2 
billion, and 16% net earnings jump, to $3.9 billion. 

o 
As of late last week SCI Television was near completion of 
working out problems with bondholders and other creditors. 
Company had received required percentage of tenders from 
two classes of bond holders but was still roughly 10% shy of 
required tenders in third class, 161/2 senior subordinated 
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debentures. Company is expected to argue in Delaware 
bankruptcy court tommorrow (Jan. 30), that exchange 
"workout" with bondholders eliminates need for court to get 
involved in company's affairs. Court involvement is being 
pressed by certain bondholders who filed last November, 
arguing that group owner should be liquidated. 

British Satellite Broadcasting has arranged more than $1.4 
billion in financing toward planned spring launch of multi -chan- 
nel direct broadcast venture. Rights issue for $720 million is 
being backed by BSB shareholders, while Barclays Bank is 
leading international bank group in offering additional $720 
million project loan to BSB, bringing total investment in 
venture to more than $2 billion, bulk of which will end up 
going to U.S. studios for programing and to U.S. satellite 
manufacturer and launcher. There was no news, however, 
on 36.6% shareholding of Australian businessman Alan 
Bond, who is looking to sell all or part of his leading stake in 
BSB. Other top shareholders include UK broadcaster Grana- 
da Group, publisher Pearson & Chargeurs of France. 

USA Network has won significant victory in breach -of- contract 
suit it brought against Jones Intercable. U.S. District Court 
Judge Kenneth Conboy in New York granted USA's motion 
for summary judgment that Jones's elimination of USA pro- 
graming from two -thirds of Jones's systems on Oct. 3, 1988, 
and from remainder of its systems by beginning of 1989, 
constituted breach of contract. Conboy, who interpreted 
agreement as requiring that USA network be provided to at 
least 75% of Jones cable systems' subscribers, ruled that 
breach extended through Dec. 31, 1990. Conboy's decision 
regarding final one -third of Jones's cable systems was con- 
sequence of disclosure that letter Jones had sent USA to 
terminate agreement as of Jan. 1, 1989, had been backdat- 
ed. Jones, in letter to USA that was purportedly dated Aug. 
1, 1988, terminated agreement in response to USA's an- 
nouncement, on June 28, 1988, of rate increase. Contract 
permitted cancellation within 30 days of notice of rate in- 

crease. But Conboy said documents filed by USA showed 
that letter had been drafted on Aug. 9, 1988, and mailed day 
later -and that both letter and postage -meter stamping date 
had been backdated. USA General Counsel Steve Brenner 
declared Conboy's order victory, and said company is calcu- 
lating amount it will seek in trial to be held on damages. 
Total, he said, would be substantial. Jones issued statement 
expressing disappointment "with the court's decision and 
its interpretation of the contract language." But statement 
said ruling was "interim" one and does not conclude case. 
Statement added that Jones is considering "future strate- 
gies and options, including potential appeal rights." 

SportsChannel America, which has signed Adelphia to carry 
its service to 70,000 subscribers in Pittsburgh area, said it 
has "hot prospects" for deals in systems totaling another 
300,000 to 500,000 subscribers, including some systems in 
Southeast. SCA has been concentrating on NHL and /or 
SportsChannel markets, but will be placing greater empha- 
sis on stand -alone systems. Network said its new program- 
ing, including auto racing, is proving popular as well as 
showingchanges in rate card -one or two cents discount off 
10 -cent rate card depending on number of other Rainbow 
services taken. Pittsburgh is one of last NHL markets to 
sign. SCA is working on agreements with Cencom in St. 
Louis and Adelphia in Buffalo. Still, Tele- Communications 
Inc. remains unsigned in several NHL markets, including 
Pittsburgh and Buffalo, where it has large systems. 

NCTA President James Mooney, in his speech before Wash- 
ington Metropolitan Cable Club last week, said at least one 
cable operator has had discussions with one of broadcast net- 
works about some of operators' systems becoming affiliates. 
Questioned by reporters afterwards, he declined to name 
names. Preston Padden, Fox affilite relations VP, confirmed 
that his network is interested in affiliating with cable sys- 
tems, but only in "white areas" where there is no Fox 
broadcast affiliate and there is not likely to be. "Cable is 
very important to Fox," Padden said. 

RTNDA leads effort to do away with `fairness' corollaries 
A group led by the Radio -Television News Directors Association 
last week renewed its effort to eliminate the so- called "fairness 
doctrine corollaries" -the personal attack and political editorial- 
izing rules. 

The FCC's "failure to act to relieve broadcasters of continuing 
and threatened fairness regulation is arbitrary and capricious 
and in violation of the First Amendment," the group said in a 
13 -page petition calling for a rulemaking to do away with the 
corollaries. 

FCC Chairman Alfred Sikes, in a prepared statement, stopped 
far short of promising any further action on the group's petition, 
but reiterated his concerns about the doctrine. "1 would be wary 
of any matter in which the government is alleged to interfere 
with the news or editorial judgments of broadcasters, " he said. 

In his prior job as head of the National Telecommunications 
and Information Administration, Sikes said: "I recommended 
that the rules be eliminated for five years as they pertain to 
radio, with an assessment at the end of five years on whether 
the elimination should be extended to TV. " 

In August 1987, the FCC, under then Chairman Dennis Pat- 
rick, repealed the general fairness doctrine, which required 
broadcasters to present all sides of controversial and important 
public issues. But the agency made clear that related rules, 
notably the personal attack and political editorializing rules, 
were not affected by the decision and were still in effect. 

The personal attack rule requires stations to give time to 

individuals or groups that are attacked on -air; the political 
editorializing rule requires stations that editorialize in favor of 
political candidates to give time to opposing candidates. 

Arguing that it made no sense to repeal the general doctrine 
and not the corollaries, the RTNDA joined other broadcast 
groups three weeks after repeal of the general doctrine in a 
petition calling for an end to the corollaries. 

But the petition to do away with the corollaries was quickly 
shelved as Congress came down hard on the FCC's repealing 
the general doctrine. The majority of the members of Congress, 
including the Democratic leadership in communications mat- 
ters, believes that the doctrine and all its corollaries are a central 
feature of broadcasters' public trusteeship obligations. Efforts to 
codify the doctrine have been foiled by the presidential veto. 

The new RTNDA petition argues that the FCC "can no longer 
lawfully delay" a decision on the corollaries, noting that the 
repeal of the doctrine has withstood court challenge. "Almost 
two and a half years after its repeal, there has been no showing 
of need to reinstitute the fairness doctrine," it says. "The 
Congress has not made the fairness doctrine a statute, and the 
commission cannot hold itself hostage to the mere possibility 
that it will." 

In addition to RTNDA, the petitioners included the Reporters 
Committee for Freedom of the Press, The Media Institute, the 
Society of Professional Journalists and the Freedom of Expres- 
sion Foundation. -HAJ 
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Counterpoint 
Predictably, the cable industry has risen to the bait. Stung by 
broadcasters' shift in policy from one of attempted accommoda- 
tion to one of undisguised hostility, the president of the National 
Cable Television Association went public last week with some 
bashing of his own. Would broadcasters complain about must 
carry? Jim Mooney will say that cable has long since conceded 
the issue and has at least twice come to agreements concerning 
it, despite court decisions that the whole subject is unconstitu- 
tional. Would broadcasters line up with those who would rere- 
gulate cable's rates? He'll counter that broadcasters in the 
1980's have won nearly total deregulation from public interest 
obligations. Would broadcasters complain that cable has two 
revenue streams? He'll point out that broadcasting's total reve- 
nues were $25.7 billion in 1989 versus cable's $15.4 billion, out 
of which three quarters of a billion went to franchise fees while 
broadcasters paid nothing for their spectrum. 

Broadcasters, of course, will have their own counters to these 
and other arguments. But having so said, what will have been 
accomplished? The choleric level will have been raised, along 
with various blood pressures, but the parties will be no closer to 
essential agreement. Indeed, the goodwill essential to eventual 
agreement will be even harder to muster. 

Jim Mooney did not cast the first stone *; for the most part, 
cable has been the more equanimous of the two media. Broad- 
casters will say that was easy, given that the tide has been 
running in cable's favor in recent years. For our part, we tend to 
listen hardest to those who speak softly while brandishing large 
sticks. 

'(The cable -bashing gold medal is generally conceded to be held by Preston 
Padden, former president of the Association of Independent Television Stations, 
the silver by Milton Maltz, head of Malrite and the free -TV campaign. Eddie 
Fritts, president of the National Association of Broadcasters, has taken positions 
that are increasingly anti -cable but has not been notable for his cable- bashing 
rhetoric.) 

Going overbroad 
The Florida Association of Broadcasters, National Association 
of Broadcasters, American Advertising Federation and others 
have gotten together to file a brief in the Florida State Supreme 
Court opposing the Florida bar's attempt to put additional re- 
strictions on broadcast advertising by its members. The petition- 
ers' point -and it is argued persuasively -is that such strictures 
would discourage radio and television advertising by lawyers, 
and are thus chilling and discriminatory. They are, the brief 
points out, neither narrowly written nor shown to further a 

substantial government interest, both necessary criteria in the 
regulation of commercial speech. 

The rule changes would proscribe a host of advertising strate- 
gies that are the currency of visual and aural media, including 
the use of endorsements, celebrities, dramatizations, anything 
but instrumental background music (come again ?) and more 
than a single visible spokesperson. In addition, they would 
require a lengthy disclaimer -not required of print advertise- 
ments -that would effectively counsel the audience not to put 
too much stock in the information supplied in the ad, not to 
mention take up most of a 30- second radio spot in delivering. 

The Florida bar already has the power to review individual 
advertisements and to discipline attorneys it feels have put forth 
misleading or fraudulent messages. We would suggest it employ 
that power on a case -by -case basis when appropriate, and to 

abandon the attempt to institute a broad, prophylactic ban on 
production methods particular to the Fifth Estate. 

o 

While we're on the subject of commercial speech, amid the 
hundreds of pages of a special report to Congress on "Alcohol 
and Health" compiled by the U.S. Department of Health and 
Human Services were some noteworthy conclusions about the 
relationship of alcohol to advertising and television. "Research 
has yet to document a strong relationship between alcohol 
advertising and alcohol consumption," the report said. And 
although the study found alcohol to be "ubiquitous and taken 
for granted" in television programing, it also found "little 
conclusive evidence that television's portrayal of alcohol affects 
viewer's actual consumption." 

Although such research studies are best taken with a few 
grains of salt, their findings certainly do nothing to dissuade us 

from the belief that alcohol advertising remains -and should 
remain -protected commercial speech. No convincing case has 
yet been made for the substantial government interest whose 
furthering would supersede that protection. 

Right track 
If the signs out of the NAB joint board meeting in Rancho 
Mirage last week (BROADCASTING, Jan. 22) have been interpret- 
ed correctly, the chances for the association's support for a 

"voluntary" programing code that would be made possible by 
Congress's granting of an antitrust exemption have greatly di- 
minished. Considering that this is the same NAB that signed on 
to a children's television bill, and has been less than anxious to 
defend the industry against the fairness doctrine, we'd say 
things are looking up. One source went so far as to say the idea 
was "dead," and the contents of a confidential memo from the 
association's legal department appeared to support that assess- 
ment: "Congress- suggested, but broadcaster -imposed standards 
might become FCC yardsticks by which stations will be judged 
and licenses jeopardized," cautioned the memo. 

Because the code is a particularly political issue, the associa- 
tion board, which was apparently close to giving a thumbs down 
to the code two weeks ago, chose to leave the question open, 
with plans to address the subject when the directors gather again 
in June. Our editorial instinct -and precedent on this page -is 
to give codes the same respect you would a rattlesnake. Only 
our desire not to rush to a premature final judgment prompts us 
to keep the question open at least as long as the NAB. 

I 
Drawn for BROADCASTING by Jack Schmidt 

"By the way, what did the boss think of your new ideas for 
installing the cable ?" 
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On February 5, we'll 
deal with the deals. 

In our Annual Report on Station /Cable Trading. 
We'll total up the year - and the billions - in station sales and cable transactions. 
With summaries of all one million dollar -plus deals. The definitive record on the 
station /cable marketplace in 1989. And we'll check the broker barometer and 
lending outlook for 1990. Be sure you're a part of this Special Annual Report. 

And here's a quick glance at a few future Special Reports: 
February 19 - Report on Radio's Networks: National, Regional and State 

March 5 - Broadcasting's 41st Annual Baseball Report 
March 26 - Pre -NAB Convention 

April 2 - NAB 

April 9 - Post -NAB Convention 

Broadcastingm 
For details on these Special Reports or space reservations in Broadcasting Cable, Broadcasting Abroad and The Broadcasting 
Yearbook, call any of the numbers listed below 

New York 
(212) 599 -2830 

Chicago 
(312) 679 -1100 

Washington, D.C. Los Angeles 
(202) 659 -2340 (213) 463 -3148 

Paths /3M 

Lewis Edge & Assoc. 
(Eastern Equipment) 

(609) 683 -7900 

Schiff & Assoc. 
(Western Equipment) 

(213) 393 -9285. 

Los Angeles Toronto New York Hawaii London 
(213) 462 -2700 (416) 482 -6288 (212) 953 -2121 (808) 545 -2700 (01) 427 -9000 
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ACCU -WEATHER'S PINPOINT FORECASTS 
Prepared Charleston For Hugo's Worst. 

Accu -Weather provided the correct track and landfall 
of devastating Hurricane Hugo long before the competition. 

ti. 
Accu- Weather s a registered trademark of Accu- Weather. Inc. 
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YOU CAN HAVE THE ACCU-WEATHER ADVANTAGE. 
Our accurate, up -to- the -minute forecasts are based on the expertise of Accu -Weather's 

75 meteorologists and 130 support staff. Accu -Weather's exclusive forecasts and 
graphics will provide you the edge to be #1 in your market. 

Accu-Weather, Inc. 
619 W. College Avenue, State College, PA 16801 Fax (814) 238 -1339 

CALL (814) 234 -9601 FOR MORE INFORMATION. 




