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19 / NOW IT'S FCC'S
TURN AT FIN-SYN

When the Hollywood
producers who own these
cars drove up to Warner
Bros. headquarters in
Burbank last Wednesday
morning, they still thought
they might strike a deal
with the networks on
financial interest and
syndication. By 2 that
afternoon they knew it

was all over. The bali then
bounced to the FCC,

which began its own fin-syn
review. That didn’t take
long in starting. By Thursday
the initial comments were
rolling in, with the Justice
Department questioning

the continued value of the
rules while networks and
their affiliates called for
repeal. The coalition
representing Hollywood said
the rules should not only

be preserved but
strengthened.

21 / MORE NETWORK
COMMERCIAL TIME

The TV networks have
increased commercial time
with a vengeance thus far
this year. Daytime spots have
grown by at least half an

hour per week and prime time
placements have also been
bolstered significantly.

22/ ‘PUT’ PLAN

ABC, CBS and NBC

appear to agree on a standard
ratings policy conceived

by NBC, which attempts to
*‘smooth’’ sudden

changes in Nielsen's people-
using-television (PUT)
numbers by relating those
numbers to trends
established over the past

cight years. Fox
previously indicated it would
remain with the traditional

guarantee system.

23 / GAO CABLE REPORT

According to a report by

the General Accounting
Office, basic cable rates
continued to climb at twice
the rate of inflation during
1989, with rates for the
lowest priced basic cable
service increasing an average
of 10%. Cable accentuates
the positive.

25 / ABC TAKES STEPS
FORWARD

John Sias, president of the
ABC Television Network
Group, led the

cheerleading at that
network’s affiliate

meeting, the second of the
big three. He declared the
1989-90 season ABC'’s “*best
competitive performance
since 1984.”

Capital Cities/ ABC
Chairman Thomas Murphy
received an enthusiastic
response as he addressed the

affiliates, and Daniel
Burke. in his first affiliate
appcarance as president
and chief executive officer,
pledged that “*the entire
ABC organization is 100%
committed to next fall."’
ABC will be first in one
respect: it will scramble its
signal to affiliates in
1991.

27 /BROADCASTING,
CABLE FACE OFF

Speakers from Congress,
the executive branch and the
FCC were among those
addressing the fourth annual
Broadcasting/Cable
Interface, convened by the
Federal Communications
Bar Association and
BROADCASTING magazine
in Washington last week.

36 / PRIME TIME
PRODUCERS

This first part of a special
show-by-show roundup of
new prime time programs
looks at the executive
producers making their
series debuts in that time
period, and those

executives reemerging after a
season Or more away from
the action.

39 / BPME/BDA IN LAS
VEGAS

CBS Broadcast Group
President Howard Stringer
tells those at the
BPME/BDA conference in
Las Vegas last week that
they are key players in the
fight for a fragmented TV
audience. Stringer said
CBS’s top executives are
budgeting larger promotions.
The competitive TV
marketplace, as well as the
importance of positioning

J
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PART OF THE PROBLEM

ARICUEL

PART OF THE SOLUTION

FADUEN

CBS’s Jay Kriegel and Fox’s Preston Padden were among six panelists who debated the fin-syn issue at the Broadcasting/
Cable Interface last week. The overlays on the name placards were Padden’s whimsical contribution.

programing for greater
viewer sampling, was
discussed still further by such
top industry executives as
Lorimar's David Salzman,
Post-Newsweek’s Jocl
Chaseman and Rainbow’s
Josh Sapan (see page 39).
According to Interep
Radio Store Chairman Ralph
Guild, if there is to be
increased sales revenue in
this decade. marketing
and promotion executives
will have to take center
stage over radio ad sales
executives (see page 40).

42 / TV SPOTS FIND
RADIO LISTENERS

According to some
marketers, television is the
most persuasive way to

help radio stations distinguish
themselves trom the
competition. But, they add,
anyone using TV for a

quick fix of the ratings should
take a longer view.

44 / PRESIDENT’S
REMARKS

Bert Gould, who officially
took over as BPME president
last week, has been
conveying the benefits of
radio throughout his

career. Says Gould:
‘‘Marketing and

promotion is the only way a
radio station is going to
succeed in the 1990's"" as
competition for listeners

ZIrOWS.

48 / CRACKS IN THE
CABLE FACADE

The relationship between
cable operators and
programers is becoming
strained to the point where
some are worried it could
get out of hand. At issue: the
rapid rush to tiering,

rising programing costs and
how much cable should

give in the regulatory arena.

55 / KU PROJECTIONS

Satellite Broadcasting and
Communications Association
President Chuck Hewitt
predicts that if launched
successfully, DBS

services K Prime and Sky
Cable * will probably
double the potential’* DBS
market by 1996 or 1997.
However, among several C-
band market veterans, a
more skeptical view rules.

58 / COMMONPLACE
COMPRESSION

Broadcasters are finding
uses for transmission of
digitally compressed
NTSC video while
manufacturers are

working to perfect a standard
encoding system. TV
networks and telephone
companies are exploring
distribution of programs by
fiber optics with the new
digital medium.

65 / SELLING UPFRONT

Thanks in part to
improved pricing and

syndication’s increasing
success in reaching viewers,
first-run syndicators

expect record upfront sales
topping $1 billion.

67 / COEN MODIFIES
FORECAST

Robert Coen, senior vice
president and director of
forecasting for McCann-
Erickson, has downscaled his
initial 1990 forecast for
national broadcast advertising
revenue from almost

$22.6 billion to $22.4 billion,

95 / SELLING OVERSEAS

British-born Colin Davis,
president of MCA Television
International, is among

the top ranks at one of
Hollywood’s largest

studios. His job is to sell a
vast library of films and

TV programs in an era when
global TV expansion

means an increasing and
important non-U.S.

revenue stream.
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Broadcasting (1SSN 0007-2028) is pub-
lished 52 Mondays a year by Broadcast-
ing Publications Inc., 1705 DeSales
Street. N.W., Washington, D.C.
20036. Second-class postage paid at
Washington. D.C.. and additional of-
fices. Single issue $2 except special is-
sues $3.50 (50th Anniversary issue
$10). Subscriptions, U.S. and posses-
sions: one year $70, two years $135.
three years $190. Canadian and other
international subscribers add $20 per
year. U.S. and possessions $350 yearly
for special delivery. $100 for first-class.
Subscriber’s occupation required. An:
nually: Broadcasting O Cable Yearbook
$115, Across the Dial $9.95. Microfilm
of Broadcasting is available from Uni-
versity Microfilms, 300 North Zeeb
Road. Ann Arbor, Mich. 48106 (35mm.
full year $55). Postmaster, please send
address corrections to Broadcasting.
1705 DeSales St., N.W., Washington,
D.C. 20036.
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Not Just

Pretty

He’s Charlie Rose. For the past six years

on CBS News’ “Nightwatch,” he’s ecamed his
reputation as TV’s best interviewer with comi-
pelling profiles of hard-to-get personalities

from all walks of life, including:

Pres. George Bush
Lech Walesa
Woody Allen
Henry Kissinger
Bill Cosby

Pete Rose

Louis Farrakhan
Helmut Schmidt
Dan Rather
Gary Hart

Ted Williams
Maya Angelou
Barry Goldwater
Grant Tinker
Susan Dey

John Glenn

Tom Selleck

Dr. Jonas Salk
George Wallace
Lucille Bal
Corazon Aquino
James Earl Jones
Bob Hope

Billy Crystal

Ed Koch

Merv Griffin
Garrison Keillor
James Michener
Richard Avedon
Oscar de la Renta
Bill Blass
Walter Cronkite
Leslie Stahl
Dick Cheney
Steven Spielberg
Saul Bellow
Ferdinand Marcos
Donald Trump

Charlie Rose

E.L. Doctorow
Charles Manson
Miles Davis
Morley Safer
Jane Seymour
Spike Lee

Art Buchwald
Erica Jong
William Kunstler
Ray Bradbury
Diane Sawyer
Nancy Reagan
Leslie Ann Warren

Kareem Abdul-abbar
Mrs. Salman Rushdie

Fay Vincent
George Will

Helen Hayes
George McGovern
George Foreman
Howard Baker



Another
Face.

Robert Maxwell Jim Bakker Buster Douglas
James Brady Magic Johnson Tip O'Neili

John Huston Peter Jennings Dizzy Gillespie
Caspar Weinberger ~ Bishop Desmond Tutu ~ Frank Robinson
Dan Quayle Jimmy Carter Alan King
Richard Dreyfuss Rosalynn Carter Sergei Khrushchev
Howard Cosell Helmut Kohi Studs Terkel
Richard Nixon Tom Watson William Bennett
Cab Calloway Malcolm Forbes Jim Wright

Lyle Alzado Kathieen Kennedy Beverly Sills
Ralph Nader Joe Kennedy, Jr. Jane Fonda
Oliver Stone Sugar Ray Leonard Ray Charles
Martin Scorsese Amold Schwarzenegger Mike Tyson
Martina Navratilova ~ Frances Lear Steve Wozniak
Bjorn Borg Ivan Boesky Edward Kennedy
Gerald Ford Thomas Heams Ted Tumer
Danny Sullivan Mario Cuomo Sam Donaldson
Tom Bradley Thomas Foley A.). Foyt

Dianne Feinstein Clive Barker Wolfgang Puck
Rev. Jesse Jackson  Peter Ueberroth Sammy Davis, Jr.
Winston Churchilt Il Dennis Hopper Jules Feiffer

An incisive journalist (and lawyer) who does
his own homework, Charlie Rose is one of
the most effective communicators on the air
today. Now, this Emmy Award-winner brings
his extraordinary skills to the next
syndication success, “Personalities”

PSONALITES

Already sold in 115 Markets-
Over 82% of the Gountry!

New York WNYW - Los Angeles KTTYV « Chicago WFLD
« Philadelphia KYW « San Francisco KPIX » Boston
WFXT - Washington, DC WTTG - Detroit WIBK e Dallas
KDAF -+ Cleveland WKYC * Houston KRIV « Atlania
WAGA -« Tampa WTSP - Minneapolis KSTP - Seattle
KCPQ « Miami WTV] » St. Louis KTVI « Denver KDVR
» Phoenix KPNX ¢ Sacramento KOVR + Hartford WVIT -
San Diego KNSD » Orlando WESH -+ Indianapolis WRTV -
Portland, OR KATU + Cincinnati WKRC - Kansas City
KCTV - Charlotte WBTV + Raleigh WPTF - Columbus,
OH WBNS  Greenville-Spartanburg WSPA + New Orleans
WDSU - Grand Rapids WWMT + Oklahoma City KFOR -
Salt Lake City KSTU » Norfolk WTKR ¢ Providence
WLNE - Wilkes-Barre WBRE - Birmingham WBMG -
Louisville WAVE » West Paim Beach WPBF » Albuquerque
KOB - Dayton WKEF « Charleston-Huntington WOWK -
Albany, NY WRGB - Tulsa KTUL « Mobile WEAR - Flint
WEYI « Shreveport KTBS - Richmond WWBT - Fresno
KJEO « Knoxville WKXT « Toledo WNWO « Green Bay
WBAY - Syracuse WSTM + Rochester WROC + Des
Moines KDSM - Roanoke WSLS « Honolulu KITV -
Omaha WOWT - Lexington WTVQ ¢ Paducah WSIL -
Portland, ME WGME -« Cedar Rapids KCRG - Springfield,
MO KSPR - Davenport WHBF « Chattanooga WDEF «
Jackson, MS WLBT + Columbia, SC WLTX -+ Tri-Cities
WKPT -+ Youngstown WKBN » Burlington WPTZ ¢ Las
Vegas KVVU - Lincoln-Kearney KHGI + Baton Rouge
WVLA « Waco KWTX -« Ft. Myers WFTX + Colorado
Springs KOAA - Lansing WLNS ¢ Greenville-New Bern
WNCT « Charleston, SC WCIV -« Springfield, MA WGGB
+ Monterey-Salinas KNTV « Peoria WMBD - Santa Barbara
KEYT * Harlingen KGBT - Lafayeite, LA KLFY = Reno
KRNV « Eugene KLSR * Corpus Christi KRIS ¢ Duluth
WDIO . Yakima KNDO - Traverse City WPBN -
Beaumont KBMT - Sioux City KCAU - Bakersfield
KBAK ¢ LaCrosse-Eau Claire WXOW - Wichita Falls
KFDX + Boise KTRV + Chico-Redding KCPM - Odessa
KTPX + Joplin KSNF - Topcka KTKA + Lubbock KLBK -
Medford KOBI - Columbia, MO KMIZ - Anchorage
KIMO ¢+ Utica WUTR -« Billings KOUS - Gainesville
WOGX - Eureka KVIQ - Butte KCTZ - Helena KTVH -
Miles City KYUS « Kennewick KNDU

TWENTIETH
LEVISION

CORPORATION

©1990 Twenticth Century Fox Film Corporation. All Rights Rewrved.



CLOSED CIRCUIT

Washington

Aligning ducks

In effort to build early con-
sensus for FCC report to
Congress on cable market-
place and for **effective com-
petition’’ rulemaking, both
scheduled for July 26 votes,
FCC Office of Plans and Pol-
icy, which functions as arm
of chairman’s office, began
circulating first two install-
ments in series of *‘discus-
sion papers’ or ‘‘back-
grounders’> on cable to
offices of four other commis-
sioners. One of papers ad-
dressed cable’s relationship
with broadcasting, including
must carry and channel posi-
tioning; other, cable’s power
in local markets.

Stalled

Broadcaster and cable negoti-
ations on must carry and
channel positioning over past
two weeks have yet to pro-
duce accord. Representative
Billy Tauzin (D-La.), who
offered to help facilitate dis-
cussions, has been holding
sessions in his office with
National Cable Television
Association President Jim
Mooney, National Associa-
tion of Broadcasters President
Eddie Fritts, and Jim Hed-
lund, president of Associa-
tion of Independent Televi-
sion Stations. Despite signals
from Fritts and Mooney that
deal may be imminent, re-
ports say parties have not rec-
onciled differences on chan-
nel positioning and scope of
talks has been broadened to
include issue of so-called
sports siphoning.

FCC Chairman Alfred Sikes
says that slippage of date for
action on cable-telco inquiry

STRATEGY SESSION

Group of 12 media companies that sent must carry
proposal to Capitol Hill last week (see story, page 24)
plans to meet Thursday morning at Washington Post to
organize afternoon lobbying effort in House (Post parent
Post-Newsweek is one of 12). That chamber plans cable
bill markup next week. Lobbying in Senate, which
already has marked up bill, will come later. Stop at
NAB board meeting is not on agenda. Group, whose
members have major interests in both broadcast and
cable, has must carry position considered more in tune
with cable’s stance on must carry and channel reposi-

tioning than NAB’s.

is due to his desire to first see
what Congress does on con-
troversial question of allow-
ing telcos into cable televi-
sion business. Bills that
would free telcos to compete
with cable in their telephone

service areas are pending in
both houses.

But others at FCC say
Sikes has put item on slow
track because he does not yet
have third vote for his **video
dial tone’’ proposal, which

ANOTHER DAY IN MURPHY’S YEAR

Capital CitiessfABC Chairman Thomas S. Murphy was hon-
ored with 1990 Center for Communication Annual Award,
given each year to ‘‘individuals who exemplify integrity and
leadership through an outstanding record of achievement in
communications.”’ At award luncheon in New York, center’s
chairman emeritus, Frank Stanton, presented Murphy with
video camera to be donated in Murphy's name to Madison
Square Garden Boys and Girls Club, of which he is trustee.
Pictured (l to r): Stanton, 20/20 co-host Barbara Walters,
Murphy and 20/20's Hugh Downs.

would keep telcos out of pro-
graming, but would encour-
age telcos to build broadband
fiber networks by eliminating
barriers to potential video
customers. Of four other
commissioners, only Jim
Quello seems prepared to go
along with Sikes on video
dial tone.

Children’s crusade

Broadcasters and  Senate
Communications  Subcom-
mittee Chairman Daniel Inou-
ye (D-Hawaii) may be close
to agreement on children’s
TV legislation. Broadcasters
have sent compromise lan-
guage to senator concerning
bill's requirement that sta-
tions provide educational and
informational programing
**specifically designed’” for
pre-school and school-age
children as condition of li-
cense renewal. Instead,
broadcasters have suggested
expanding language to read,
programing *‘specifically de-
signed but not limited to."

Coming to grips

Several policy decisions on
technology issues are expect-
ed from NAB board next
week (see story, page 24),
most of them dealing with ra-
dio. Digital audio broadcast-
ing (DAB) is likely to be hot-
test topic. Board will be
given three choices for action
and staff will also recom-
mend creation of NAB task
force on DAB.

Update on NAB’s AM an-
tenna project is also planned
with final report on project to
be released at Radio 90 con-
vention in Boston. For sever-
al months NAB has been test-
ing new AM antenna designs
at site in Beltsville, Md., in-
cluding antenna designed by
consulting engineer Ogden
Prestholdt which gives broad-
casters separate control of

8 Closed Circuit
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DO-ERS PROFILE:

WHY [ DO WHAT 1 DO: “After being

CORKY SHERWOOD
OME: Washington, D.C.
GE: Twenty-something
ROFESSION: Co-anchor of
p-rated “FYI” news magazine.
OBBY: Watching beauty pageants

n

television.

AST BOOK READ: “Well,

Id

id read the December

issue of COSMO...does
at count?”
ATEST
ACCOMPLISHMENT:

ritical acclaim as a
tar of the run-away hit,

M

SHUKOVSKY/H
PRODUCT]

Ul

URPHY BROWN.

WARNER HBROS.
DOMESTIC TELEVISION
DISTRIBUTION

A Time Warener Cbmpany

©1990 Warner Bros. Inc. All

Rights Reserved

crowned Miss America, | felt the best
way | could serve my country was to
follow in the footsteps of my idol,
Murphy Brown, and become a television

journalist.”

MOST EMBARRASSING
MOMENT: Mis-
pronouncing “Shiite” on.
the air.

PROFILE: Blonde,
beautiful and ditzy... and
proud of it, thank you.
FUTURE PLANS: Todo
for your station what
MURPHY BROWN,
CBS’s top-rated comedy,
has done for the network.

Available Fall 92




groundwave and skywave
emissions. Following report’s
release, NAB plans to peti-
tion FCC for changes in AM
antenna standards.

Lively discussion may also
result from AM improvement
committee’s recommendation
that NAB board try to dis-
courage stations from AM-
FM simulcasts. FCC has pro-
posed banning simulcasting.

New York
Expiration date

WNYW(TV) New York is not
planning on renewing its con-
tract with Arbitron when it
expires at end of June. Fox
flagship station would join
NBC-owned WNBC-TV and
noncommercial WNET-TV as
Nielsen-only subscribers in
number-one market. Arbi-
tron, according to industry
estimate, costs New York
stations about $1 million an-
nually.

Plethora of PSA’s

Although three networks' non-
program load has increased.
according to study monitoring
TV networks (see story. page
21). so too has networks’ non-
profit load. Study said that
number of public service an-
nouncements (PSA)’s aired in
prime time jumped to 45 dur-
ing week chosen for study, up
from 10 during prior-year’s
monitored week. ABC alone
aired 29 of them. while Fox.
said the study, aired none.

Guild out at WOR

Negotiations between Buck-
ley Broadcasting (WOR[|AM])
and Writers Guild of America
East have resulted in termina-
tion of WGA collective bar-
gaining agreement. Contract
had expired March 31 but
was extended twice so station
could resolve negotiations
with AFTRA and NABET.
As result, several WOR(AM)
newswriter positions have
been eliminated. Guild and
station still are discussing

IN FORMATION

Squadren of Sky Cable lobbyists are working Hill 1o
insure that access to programing provisions in cable
legislation do not exclude new DBS service. Sky Cable
15 consortium of NBC, Cablevision Systems, Mews
Corp. and Hughes. In addition to NBC’s Bob Wrighi
and Tom Rogers and News Corp.'s Rupert Murdoch,
core group of Washington representatives have also
been making rounds. Roster includes: Larry Sidman
with Verner, Liipfert, Bernhard, McPherson & Hand for
MBC: Hughes's Julie Maccabee: Fox's Washington
counsel Molly Pauker, and Fox lobbyists David Bock
orny, Bergner, Boyette & Bockorny, and Charles Me-
rin, Giold & Liebengood. Cablevision is “*with us,”” gaid
consortium source, but is lobbying independently.

severance package for affect-
ed employes.

Table talk

CBS and striking Internation-
al Alliance of Theatrical
Stage Employes (IATSE) will
meet today (June 18) for first
time since May 8. Contract
for 200 CBS stagehands ex-
pired Dec. 31, 1989, and em-
ployes have been on strike
since April 12. At meeting
will be James Sirmons. se-
nior vice president. industrual
relations. CBS. IATSE nego-
tiator Ron Vitelli. IATSE in-
ternational president Alfred
DiTolla and television busi-
ness agents Richard Wilters
and Richard Nimmo. Stick-
ing points, according to Vi-
telli, include network’s plan
to impose daily hire status on
stagehands *‘thereby elimi-
nating job security.”™ Move.
said Vitelli, would make 160-
175 employes daily hires.

Los Angeles
That's show business

Two weird twists in promo-
tion of syndicated children’s
programing have created con-
flicts and strange ironies for
major Hollywood studios par-
ticipating in new deals. Li-
censing arrangement signed
last week by Walt Disney Co.
Chairman and CEO Michael
Eisner to start theme park at-

traction featuring characters
from Group W Productions’
early fringe strip Teenage
Mutant Ninja Turtles, accord-
ing to inside source, created
turmoil at Disney's Buena
Vista Television syndication
unit. With summer Disney
World attractions  already
planned for BVT's two-hour
The Disnev Afternoon chil-
dren’s block. BVT President
Bob Jacquemin **went ballis-
tic., then out of his mind™
over news that competing
Turtle strip would be promot-
ed in Disney’s theme parks.
Jacquemin was unavailable
for comment. but source said
his “*hands are tied by any
Eisner decision.""

Chery! Prindle, executive
director of Mirage Studios,
confirmed that Eisner person-
ally initiated inquiries into
obtaining licensing rights to
Turtle characters from Surge
Licensing Co.. which led to
1Y>-year theme park attrac-
tion and pending merchandis-
ing deal. Mirage is North-
hampton. Mass.. company
headed by Turtle comic book
creators Kevin Eastman and
Peter Laird; both have turned
over handling of licensing
deals to suburban New York
company Surge.

Tackling ‘Geraldo’?

Buena Vista Television will
test morning talk show Regis
& Kathie Lee in afternoon
time periods in three markets

during July sweeps—Minne-
apolis. Hartford and Milwau-
kee. Distributor is hoping to
develop good ratings story to
pitch stations on moving
show to afternoon time peri-
ods for 1991-92 season.
Sources said BVT execs be-
lieve afternoon talk show
Geraldo. which slipped in
May books, is ripe for down-
grading. According to Petry
analysis of May books. Regis
beat Geraldo in key selling
demographics.

Life saver

Hollywood sources say inspi-
ration for NBC’s new prime
time medical anthology
show, Signs of Life (Sunday,
8 p.m.-9 p.m., starting this
fall), was Brandon Tarti-
koff’s own bout with Hodg-
kin’s disease. With help of
specialists at UCLA Medical
Center, NBC Entertainment
president battled disease,
now in remission. for about
10 years. Tartikoff credits
Dr. Dennis Slamon, special-
ist at UCLA Medical. with
saving his life. Slamon,
sources report. may serve as
consultant to show.

No deal

Gannett Broadcasting's Ra-
dio Division President Jay
Cook told BROADCASTING
that group has no plans to sell
Dallas and Kansas City sta-
tions. He said rumors of sale
of KoAlFM) Dallas and
KCMO-AM-FM Kansas City are
untrue.

Birmingham

WMIIEM) Birmingham, Ala.,
appears to be on block. Word
has it class C FM, owned by
Kenneth Johnson's Capital
Broadcasting. is about to
change hands for approxi-
mately $16 million. Buyer is
said to be Radio Advertising
Bureau board member, Joe
Dorton, who last year invest-
ed in and joined Colorado
Springs-based Business Ra-
dio Network

10 Closed Cireuit
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THE INSIDE WORD
ON INSIDE EDITION

"We highly recommend INSIDE EDITION to all our advertisers. It is
gaining a reputation in our marketplace for tremendous credibility,
meaningful stories, and highly promotable topics.”

RON BERGAMO/ GM KSTP PHOENIX, AZ.

“INSIDE EDITION's quality and content far surpass its reputation.
It's compatible with our news and information block, and it's #1
in its time period in the May Arbitron.”

DAVE DODDS/ GM WYFF GREENVILLE, SC.

"After a couple of strikeouts in access, INSIDE EDITION has put us
back in the ballgame.”

FRANK O'NEIL/ GM KXAS FT. WORTH, TX.

“INSIDE EDITION has been a consistent performer for us...
Av Westin's changes are making the show even more popular.”

PAUL “DINO” DINOVITZ/ GM KMBC KANSAS CITY, MO.

ON THE INSIDE,
IT’S A WHOLE DIFFERENT STORY.

NATIONAL ADVERTISING BY PRODUCED AND DISTRIBUTED BY

CaMEoT KNG

ENTERTAINMENT SALLS
n Air Act of the 90’s.
A KING WORLD COMPANY Théilean Zp Aot UiS.S
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DATEBOOK

B indicates new listing or changed item.

THIS WEEK

June 17-22—'Broadcast: Power Reporting,”
seminar sponsored by Poynter Institute for Me-
dia Studies. Poynter Institute, St. Petersburg,
Fia. Information: (813) 821-9494.

June 17-22—Sixth annual “Leadership Insti-
tute for Journalism and Mass Communication
Education.” sponsored by Gannen Center for
Media Snulies. Gannett Center, Columbia Uni-
versity, New York. Information: (212) 280-8392.

June 18—"A Salute to Television,” gala spon-
sored by Musetwm of Broadcasting board af trust-
ees and gala benefir committee. Pierre hotel, New
York.

® June 18—31st annual Clio Awards, honoring
excellence in advertising. New York State The-
ater at Lincoln Center, New York. Information:
(212) 268-6317.

B June 19—Center for National Policy news-
maker luncheon. Speaker: Robert Wright, presi-
dent-CEO, NBC. National Democratic Club,
Washington. Information: (202) 546-9300.

June 19—"New Rules of Professional Respon-
sibility: Impact on the Communications Bar,"
sponsored by Federal Communications Bar Asso-
ciation. Washington Marriott, Washington. In-
formation: (202) 416-6762.

June 19-21—/mwva Broadcasters Association an-
nual convention. Stouffer hotel, Cedar Rapids.
lowa. Information: (319) 366-8016.

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

June 20— Narional Academy af Television Arts
and Sciences. New York chapter, drop-in lun-
cheon. Speaker. Lee Masters. E! Entertain-
ment Television. Copacabana, New York. In-
formation: (212) 768-4510.

June 20—"Tape restoration and preserva-
tion," speech by John Metarrazzo of Agfa-Ge-
vart to Sociery of Broadeast Engineers, chapter 15.
New York Times building, New York. Informa-
tion: David Bialik, (212) 752-3322.

June 20—"The Craft of Writing for Television,”
one (comedy) of five seminars co-sponsored

by Museum of Broudcasting and Writers Guild of

America East. Museum. New York. Information:
(212) 752-4690.

June 20-22—Advanced seminar for European
radio broadcasters in management and pro-
graming, “The Future Is Here.” sponsored by
Radio Express. distnbutor of American radio
programs, and Burns Media Consultants. Hei-
delberg. West Germany. Information: (213)
850-1003.

June 20-24—Sociery of Cable Television Engi-
ucers annual conference. Stouffer's and Nash-
ville Convention Center, Nashville. Information:
(215) 363-6888.

June 20-24—Florida Association of Broudcasters
annual convention. Longboat Key Club, Sara-
sota. Fla. Information: (904) 681-6444.

B June 21—Advertising Women of New York lun-
cheon, “Marketing in the Age of Environmental
Consumerism.” Parker Meridien. New York. In-
formation: (212) 593-1950.

June 21-22—C-SPAN "Capitol Experience”
seminar “to provide cable operators with in-
sight into the network's programing philoso-
phy, reasons to carry C-SPAN and ways to
promote it among their general audience.” C-
SPAN headquarters, Washington. Information:
(202) 737-3220.

June 21-23—Seventh annual management

June 17-21—The 1990 PBS meeting. sponsored
by Public Broadeasting Service. Loews Anatole,
Dallas.

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

June 26-29—CRBS-TV annual affiliates meeting.
Century Plaza. Los Angeles.

July 9-11—Satellite Broadcasting and Conimuni-
cations Association trade show. Opryland hotel,
Nashville. Information: (703) 549-6990.

July 15-18—Cable Television Adwministration
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, 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.

Sept. 25-27—Atlantic Cable Show. Atlantic City
Convention Center, Atlantic City, N.J. Information:
(609) 848-1000.

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

MAJOR MEETINGS

Oct. 11-15—M1PCOM, 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: Nov. 11-14, 1992, Metro To-
ronto Convention Center, Toronto.

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

Oct. 30-Nov. 4—National Black Media Coalition -

annual conference. Hyatt Regency. Bethesda,
Md.

Nov. 14-16—Television Burean of Advertising
annual members meeting. Loews Anatole, Dallas.

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

Jan. 3-6, 1991—Association of Independent Tele-
vision Stations annual convention. Century Plaza,
Los Angeles.

Jan. 14-18, 1991—26th annual NATPE [nterna-
tional convention. New Orleans Convention Cen-
ter, New Orleans.

Jan. 24-27, 1991—Radio Advertising Bureau
Managing Sales Conference. Opryland hotel,
Nashville.

Jan. 26-30, 1991—National Religious Broadcast-
ers annual convention. Sheraton Washington,
Washington.

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

Feb. 27-March 1, 1991—Texas Cable Show,
sponsored by Texas Cable TV Association. San
Antonio Convention Center, San Antonio.

March 6-9, 1991—22nd annual Country Radio
Seminar, sponsored by Cowuntry Radio Broad-
casters. Opryland hotel, Nashville. information:
(615) 327-4487.

March 24-27, 1991—National Cable Television
Association annual convention. New Orleans
Convention Center, New Orleans.

April 7-9, 1991—Cabletelevision Advertising Bu-
rean 10th annual conference. Marriott Marquis,
New York.

April 15-18, 1991—National Association of
Broadcasters 69th annual convention. Las Vegas
Convention Center, Las Vegas. Future conven-
tions: Las Vegas. April 11-14. 1892, and Las Ve-
gas, May 1-4 (tentative), 1993.

April 19-24, 1991—MIP-TV, international televi-
sion program marketplace. Palais des Festivals.
Cannes, France. Information: (212) 750-8899.

April 21-24, 1991—Broadcast Financial Manage-
ment Association 31st annual convention. Centu-
ry Plaza, Los Angeles.

May 15-18, 1991—American Association of Ad-
vertising Agencies annual convention. Greenbrier,
White Sulphur Springs, W. va.
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seminar for television executives, sponsored
by NATPE Educational Foundation. Ithaca Col-
lege, lthaca. N.Y. Information: (213) 282-8801.

June 21-24—20th conference on broadcast
meteorology, sponsored by American Meteoro-
lugical Sociery. Clarion Harvest House, Boulder,
Colo. Information: (617) 227-2425.

June 21-24—North  Carolinag  Association  of

Broudcusters summer meeting. Elbow Beach
hotel, Bermuda. Information: (919) 821-7300.

June 21-24—Society of Cable Television Engi-
neers convention. Nashville.

June 22—Deadline for comments to National
Telecommunications and Information Administra-
tion on globalization of mass media. US.
Chamber of Commerce, NTIA. Washington. In-
formation: (202) 377-1551.

June 23—Nontelevised presentation of 17th
Annual Daytime Emmy Awards for creative arts
categories, sponsored by Academy of Television
Arts and Sciences and Narional Acodemy of Televi-
sion Aris and Sciences. Sheraton Universal hotel,
Los Angeles. Information: (818) 763-2975.

® June 23—Ruadio-Television News Directors As-
sociation region eight/West Virginia AP Broud-
casters conference. Wheeling, W. Va. Informa-
tion: Jim Wallace, (304) 232-1170.

ALSO IN JUNE

June 23-27—1990 Development Exchange,
workshops and seminars for public radio. St.
Petersburg, Fla. Information: (202) 785-4321

June 25—Society of Brouadcast Engincers. chap-
ter 15, talk on FMX stereo and occupied band-
width. One East 53rd Street, New York. Infor-
mation: David Bialik, (212) 752-3322.

® June 25—"Voice Overs: From Both Sides of
the Microphone,” drop-in dinner sponsored by
National Academy of Television Arts and Sciences,
New York chaprer. Copacabana, New York. In-
formation; (212) 768-4510.

June 25-27—Tvclevision Bureau of Advertising
sales management meeting and product us-
age seminar. Radisson Plaza hotel, Charlotte,
N.C. Information: Ellyn Radel, (212) 486-1111.

June 25-29—"Advanced Television: The Com-
plete Picture,” fourth international colloquium
on advanced television systems, hosted by
Cunada and sponsored by National Film Board.
Department of C ications; Canadian Broad-
casting Corp.. and Telesur Canadu. Ottawa Con-
gress Center, Ottawa. Information: {(613) 224-
1741.

June 25-26—"Municipal Administration of Ca-
ble Television in the Nineties," ninth annual
seminar sponsored by Universiry of Wisconsin-
MuadisonlExtension. department of communication
program. Wisconsin Center, Madison, Wis. In-
formation: Barry Orton, (608) 262-2394.

June 26—"Agency Financial Management:
How to improve, Expand and Revitalize Your
Agency Financial Skills for Success in the
90's,” financial seminar sponsored by Ameri-
can Association of Advertising Agencies. Westin
Hotel O'Hare, Rosemont, lII.

June 27—National Academy of Television Arts
and Sciences. New York chapter. drop-in lun-
cheon. Speaker. Tom Capra, executive pro-
ducer, Today. NBC News. Copacabana, New
York. Information: (212) 768-4510.

June 27—"An Inside Look at CU.N.Y TV.”

ERRATA

Statement in June 4 issue that
General Electric Capital had taken
ownership control of stations be-
longing to Pegasus Broudcasting
should have included qualifier.
“sybject to FCC approval.”

Group W Satellite Communications
is not uplinker for The Nashville
Network, Request Television,
Home Team Sports, or ABC-TV, as
indicated in June 4 ‘‘Satellite
Footprints.”” Although GWSC
does uplink for CBS and for its
own and Fox Broadcasting’s syn-
dication arms. Northvale, N.J.-
based Atlantic Satellite Communi-
cations Inc. uplinks Request. and
other networks in list handle their
own transmissions.

Margita White, president, Associa-
tion for Maximum Service Televi-
sion, was incorrectly identified as
chairman of that group in June 11
item on association's name
change.

studio tour of cable channel of the City Univer-

sity of New York, event of Nuarional Academy of

Television Arts and Sciences, New York chapier.
New York. Information: (212) 768-7050.

June 27-29—CBS-TV annual affiliates meeting.
Century Plaza, Los Angeles.

June 28—Broadcast on ABC-TV of 17th annu-
al daytime Emmy Awards, sponsored by Acad-
emy of Television Arts and Sciences and National
Academy of Television Arts and Sciences. Marriott
Marquis, New York. Information: (818) 763-
2975.

June 28-duly 1—Mississippi Association  of

Broadcasters 49th annual convention. Biloxi Hil-
ton hotel, Biloxi, Miss.

June 30—Deadline for entries for lnternational
Electronic Cinema Festival, scheduled for Nov.
5-9in Tokyo (Makunhari). Information: 81-3-408-
4111 or (212) 688-5429.

JULY

July 8—Showtime Dealer college, workshop
sponsored by Showtime Satellite Networks dur-
ing SBCA convention (see next item). Opry-
land hotel, Nashville. [nformation: Jeanne
Ricci, (212) 807-1400.

u July 9—-Deadline for applications to attend
National Public Radio workshop for radio and
television technical, production and operations
personnel invoived with audio, to be held in
Denver, Aug. B-14. Information: (202) 822-
2730.

July 9-11—Satellite Broudcasting and Communi-
cations Association trade show. Opryland hotel,

Nashville. Information: (703) 549-6990.

July 11—National Academy of Television Arts and
Sciences, New York chapter, drop-in luncheon.
Speaker. Edward Koch, former mayor, New
York City, and co-host, Channel 2 News Sunduy
Edition, on "My New Career in Television." Co-
pacabana, New York. Information: (212) 768-
4510.

July 11—Caucus for Producers. Writers and Di-
rectors third annual general membership meet-
ing. Guest speaker: Jeff Sagansky. president,
CBS Entertainment. Chasen's, Los Angeles.
Information: (213) 652-0222.

July 11—Revised deadline for reply com-
ments in study by National Telecommunications
and Information Administration of globalization
of mass media firms. U.S. Department of Com-
merce, NTIA, Washington.

July 12—Ruadio Adveriising Bureau regional
sales training workshop. "dramatizing radio’s
competitive advantages against other media,
and ways radio salespeople can accentuate
radio’s strengths in a media mix with other
media, especially newspapers.” Hartford,
Conn. Information: (212) 254-4800.

July 12-15—15th annual Upper Midwest Com-
munications Conclave radio and record conven-
tion. Radisson Hotel South, Bioomington,
Minn. Infermation: (612) 927-4487.

July 13-15—Ruadiv Advertising Bureau sales uni-
versity, designed for salespeople with fewer
than two years' sales experience. Butfalo, N.Y.
Information: (212) 254-4800.

July 14-16—Television Programing Conference.
Hyatt Regency hotel, Nashville. Information:
Jerry Fox, (606) 233-3600.

July 14-17—Culifornia Association of Broadcust-
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. Marriott,
San Diego. Information: (703) 549-4200.

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

July 16-18—Television Bureau of Advertising
sales management meeting and product us-
age seminar. Sheraton International at O'Hare,
Rosemont, [ll. Information: (212) 486-1111.

July 18—Narional Academy of Television Arts and
Sciences. New York chapter, drop-in luncheon,
Speaker: Lance Heflin, executive producer,
America’s Most Wanted. Fox Broadcasting
Corp. Copacabana, New York. Information:
(212) 768-4510.

July 18-19—Sony Government Technology Ex-
position. Washington Sheraton hotel. Washing-
ton. Information: (212) 505-9900.

July 18-19—Wisconsin Broadcasters Association
annual summer convention. Landmark Resort.
Egg Harbor, Wis. Information: {(608) 255-2600.

July 18-20—Narional  Religious Broadcasters
Southwest regional convention. Harvey hotel,
Dallas. Information: (602) 254-5001.

July 19-21—Public Radio News Directors Associ-
ation annual conference. Ramada Renais-
sance, Washington. Information: Pat Kemp.
(813) 974-3733.

July 19-21—Colorado Broadcasters Association
41st annual summer convention. Manor Vail,
Vail, Colo.
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July 19-21—lIdaho State Broadcasters Associa-
rion annual convention. Sun Valley Resort, Sun
Valley, Idanho. Information: (202) 345-3072.

® July 19-21—Cabletelevision Advertising Bu-
reau fourth annual sales management school.
University Place Executive Conference Center
on campus of Indiana/Purdue Universities, In-
dianapolis. Information: (212) 751-7770.

July 22-24—Wireless Cable Association national
convention. Denver Tech Center, Denver. In-
formation: (202) 452-7823.

July 22-27—Management development semi-
nar for television executives. sponsored by Na-
tional Association of Broadcasters. in conjunction
with J.L. Kellogg Graduate School of Munagement
at Northwestern Universiry. Northwestern cam-
pus, Evanston, lIl. information: (202} 429-5368.

July 23-24—"Newsroom Technology: The
Next Generation,” technology studies seminar
for media professionals sponsored by Gannen
Center for Media Studies. Gannett Center, Co-
jumbia University, New York. Information: Shir-
ley Gazsi (212) 280-8392.

July 24-25—National Association of Broudcasters
research summit for television and radio. NAB,
Washington. Information: (202) 429-5380.

July 24-26—Florida Cable Television Association
annual convention. Sheraton Bonaventure. Fort
Lauderdale, Fla.

July 25—Narional Academy of Television Arts and
Sciences, New York chapter. drop-in luncheon.
Speaker: Marc Weiss, executive producer,
P.0.v., weekly public TV series of nonfiction
film. Copacabana, New York. Information:
(212) 768-4510.

July 25—Radio Advertising Bureau regional
sales training workshop. “‘dramatizing radio’s
competitive advantages against other media,
and ways radio salespeople can accentuate
radio's strengths in a media mix with other
media, especially newspapers.” Chicago. In-
formation: (212) 254-4800.

July 26-—Radio Advertising Bureau regional
sales training workshop, “dramatizing radio's
compelitive advantages against other media.
and ways radio salespeople can accentuate
radio’s strengths in @ media mix with other
media, especially newspapers.” Kansas City.
Information: (212) 254-4800.

July 26—USA Nervork local ad sales/market-
ing seminar. Marriott Research Triangle Park,
Morrisville, N.C. Information: Tracey Muhlfeld,
(212) 408-9170.

July 26—National University Teleconferencing
Nenvork teleconference, “Video Conferencing,
Marketing and More.” Originates at Utah State
University, Logan, Utah. Information: Myra
Traynor, (405) 744-5191.

July 26-28Louisiana Association of Broadcast-
ers radio and television management session.
Hyatt Regency. New Orleans. Information:
(504) 383-7486.

July 27-29—Radio Advertising Bureau sales uni-
versity, designed for salespeople with fewer
than two years' sales experience. Milwaukee.
Information: (212) 254-4800.

July 28—"The Drought and the Rest of Our
Environment,"” seminar sponsored by Associat-
ed Press Television-Rudio Association of Califor-
nia-Nevada. KEYT-TV Santa Barbara, Calif. In-
formation: Rachel Ambrose, (213) 746-1200.

July 29-Aug. 1—New England Cuble Television
Association annual convention and exhibition.
Newport Marriott and Sheraton Istander hotels,

Newport, R.Il. Information' (617) 843-3418.

AUGUST

8 Aug. 1—Narional Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Speaker. John Reardon, president,
MTV. Copacabana, New York. Information:
(212) 768-4510.

Aug. 1-3—Michigan Cable Television Association
annual summer meeting. Grand Traverse Re-
sort, Traverse City, Mich. Information: (517)
482-2622.

Aug. 1-5—National Association of Bluck Journal-
ists 15th annual convention. Theme: "Words
and Images: Challenges for the Future." Cen-
tury Plaza hotel, Los Angeles. Information:
(703) 648-1270.

Aug. 2-4—Michigan Association of Broadcasters
annual convention and awards banquet. Shan-
ty Creek, Bellaire, Mich. Information: (517)
484-7444.

®m Aug. 6-8Television Burean of Advertising
sales management meeting and product us-
age seminar. Hotels at Syracuse Square/Hil-
ton, Syracuse, N.Y. Information: (315) 471-
7300.

® Aug. 8 National Academy of Television Arts
and Sciences. New York chapter. drop-in lun-
cheon. Speaker: Dick Robertson, president,
Warner Bros. Domestic Distribution. Copaca-
bana, New York. Information: (212) 768-4510.

m Aug. 8-14—"Stereo Audio for Broadcast.”
workshop for radio and television technical.
production and operations personnel involved
with audio, sponsored by National Public Radio.
Denver. Information: (202) 822-2730.

Aug. 10-11—Urah Broadcasters Association an-
nual convention Park City, Utah. Information:
(801) 359-9521.

Aug. 11-14—Georgia Association of Broadcast-
ers annual convention. Jekyll Island. Ga. Infor-
mation: (404) 993-2200.

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

Aug. 12-14—Arkansas Broadcasters Association
annual convention. Hot Springs Park Hilton,
Hot Springs, Ark.

Aug. 15—Deadline for nominations for Women
at Work broadcast awards for news and enter-
tainment programs about working women that
encourage greater recognition of women work-
ers through accurate portrayals of their lives,
sponsored by National Conmission on Working
Women. Information: (202) 737-5764.

Aug. 16—Radio Advertising Burean regional
sales training workshop, "dramatizing radio's
competitive advantages against other media,
and ways radio salespeople can accentuate
radio's strengths in a media mix with other
media. especially newspapers.” Portland, Ore.
Information: (212) 254-4800.

Aug. 17-19—Radio Advertising Burean sales
university, designed for salespeople with fewer
than two years' sales experience. San Diego.
Information: (212) 254-4800.

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

—
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MONDAY MEMO

An entertainment industry-Eastern Europe commentary by Peter M. Thall, Levine Thall & Plotkin, New York

verything that we have learned in

recent generations about the ex-

ploitation of ideas and the means
by which they are expressed will be test-
ed now that the commercial world as we
knew it has surged beyond the barriers
of the Iron Curtain.

Eastern Europe’s unique contradiction
of third world economics combined with
an incredibly rich intellectual heritage
presents a challenge to Western business
experts to apply proven contemporary
business methods to resolve the contra-
diction. Fittingly, it is the entertainment
industry, the segment of the Western
economy that owes its existence to the
free expression of ideas, that may most
readily offer its international networks
and experience for the creation of the
structures the Eastern Europeans need to
establish a truly international commerce.

As a lawyer specializing in the enter-
tainment business, I am often confronted
with commercial venturers who believe
Eastern Europe is a cache of gold waiting
to be mined. What they do not realize is
that producing, purchasing, distributing
and disseminating entertainment products
(with the possible exception of TV pro-
graming) is simply too costly to be borne
by these economies.

Most of the Eastern European nations.
including the Soviet Union. face not
only abject poverty and hardship in even
the most basic aspects of life, but also
severe technological under-develop-
ment. The widely held view that these
countries are burgeoning into the mod-
ern business era is simply a myth.

Eastern European political and eco-
nomic leaders are hardly tuned in to the
latest (or, for that matter, the earliest)
Amercian business school methods. The
old bureaucracies in control of all poten-
tial new business are still largely intact
and manned by holdovers from the com-
munist regimes. Personal enterprise
must overcome the strong anti-business
attitudes that have infected the commu-
nist world for decades. We should not
underestimate the ingrained belief and
indoctrination that profit and the profit
motivation are morally debased, even
repulsive. And if that were not enough,
too much help will be resented. and too
much Westernization will be refused, by
these people whose very nationalism
was the impetus for their revolutions in

LA .. 4 o
the first place. To say the least. the
breakdown of the Eastern European po-
litical stucture does not portend stabili-
zation or Westernization in the econom-
ic sectors. Inteed, it is commonly
anticipated that things will get worse
before they get better.

The entertainment industry can ease

" the way toward economic growth in the

East by establishing for those divergent
peoples its unique combination of enter-
tainment and the free exchange of infor-
mation. During the past 50 years, the
entertainment industry has developed the
international trade practices and partners
and has acquired the experience neces-
sary to engage in and teach commerce in
ways more sophis-

say to the point of absurdity—that lawyers
are the deal makers, information exchang-
ers. and the catalysts for many of the
transactions that drive industry. Nowhere
is this more evident than in the entertain-
ment industry.

Through their intimate involvement in
all types of business, and through their
unique access to information, entertain-
ment lawyers have acquired the knowl-
edge, the relationships and the perspec-
tive that, if directed toward the East, can
help these economies leap the generation
or two necessary to enter the 21st Centu-
ry on a par with the traditional capitalist
societies.

If we can assist the Eastern Europeans
to compete effectively in the world mar-
kets, as sellers as well as buyers, the
results will have no precedent in history.
From Prague to Bucharest, the opportu-
nities these fledgling democracies face
are inextricably tied to the opening up of
the airwaves, the bookstores, the record
and tape players and other media. Long
suppressed, creators in Eastern Europe,
whose ancestors to this day know no
equals, are poised to enter the commer-
cial marketplace in full force.

The entertainment business people
positioned to advise and represent
Eastern European talent must be con-
scious of the responsibility to help
these artists enter

ticated and effi-
cient than many
other Western in-
dustries.

During this
half-century, the
Eastern Europeans
have “‘unlearned’’

“Equality is a goal not
only for human rights
activists, but for sound
business enthusiasts as
well.”’

the world market-
place and receive
fair compensation
for their cre-
ations. By mak-
ing available the
benefits of their
accumulated ex-

how to operate in
a commercial and market-driven envi-
ronment. Their standard of living and
the state of their technology prove it.
That the Eastern Europeans were not in
the boardrooms. on the satellite trans-
missions, or on the portable telephones
and faxes widened the gap between the
two great cultures. Those westerners
who have occupied these positions now
face the challenge of helping to close the
gap.

In the entertainment and communica-
tions industries, this group includes enter-
tainment lawyers. It is endemic of the
American style of doing business—some

perience and
knowledge, their pooled contacts and
their acquired perspective, these enter-
tainment industry professionals will
play a significant role in the bonding of
East and West, and the affirmation of
trust in the systems and methodology
of the West, its institutions and its
trade organizations. If dealt with hon-
estly and realistically, members of the
West's entertainment business commu-
nity can play a vital role in closing the
cultural gap that until now has been
ever-widening. For equality is a goal
not only for human rights activists, but
for sound business enthusiasts as well..
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Where Newsroom Managers
Meet the Future

TECHNOLOGICAL CONVERGENCE is driving today’s
newsroom—and recasting the role of the newsroom manager.
YFor two years the Gannertt Center has sponsored as a service
to the communications industry a two-day seminar for
newsroom managers called “Newsroom Technology: The Next
Generation.” 9“The Next Generation” draws speakers from
the media industries and scholars who explain the issues and
forecast trends in newsroom technology. 9Selected managers
are from newpapers, newsmagazines, television and other news
operations from the United States and other countries. §For
example, seminar sessions have included Tom Brokaw of NBC
News rating the new technology-driven journalism; Elliot
Jaspin, a Pulitzer-prize winner and former Gannett Center
Fellow, using the personal computer as an investigative tool;
Adam Clayton Powell III of National Public Radio charting
the future course of fiber optics; and Harold Buell of the
Associated Press describing the digitized darkroom. §“The
Next Generation” also has site visits to major New York media
organizations and hands-on connections in the Center’s
Technology Laboratory, featuring more than a dozen
newsroom systems. ¥“The Next Generation” gives newsroom
managers the exceptional opportunity to explore today’s
merging technologies and prepare for tomorrow’s specialized

newsroom.
FOR FURTHER INFORMATION PLEASE CONTACT:

Gannett Center for Media Studies
2950 Broadway

New York, New York 10027

Tel.: 212 280-8392

¥ The Gannett Center for Media Studies at Columbia University is an operating
program of the Gannett Foundation of Arlington, Virginia. The Center is the
nation’s first institute for the advanced study of mass communication and

technological change.

PARTICIPANTS HAVE COME FROM:

ABC-TV News

American Newspaper Publishers
Association (ANPA)

Arizona Republic (Phoenix)

Asbury Park (N]) Press

Associated Press

Atlanta Journal & Constitution

Boston Globe

Capiral Cities/ ABC

CNN

DCI Publishing

FNN

Dallas Times Herald

Detroit News

El Diario-La Prensa (New York City)

Gannett Westchester Rockland
Newspapers

Group W Television

Hartford (CT) Courant

The (Everett, WA) Herald

Home News (New Brunswick, NJ)

John Blair Communications, Inc.

Kansas City (MO) Star/Times

KSL-TV (Salt Lake City, UT)

KYW-TV (Philadelphia, PA)

La Opinion (Los Angeles)

Longhorn Radio Network (Center for
Telecommunication Services, U. of
Texas at Austin)

Los Angeles Times

“The MacNeil/Lehrer NewsHour”

New York Amsterdam News

New York Daily News

New York Newsday

New York Times

News & Observer (Raleigh, NC) -

Newsweek

QOakland (CA) Tribune

Orange County (CA) Register

Ottaway Newspapers, Inc.

Philadelphia Inquirer

The Record (Bergen County, NJ)

Reuters

Rocky Mountain (Denver) News

Seattle Times

Tennessean (Nashville)

Time magazine

USA Today

Wall Street Journal

Washington Post

WABC-TV (New York City)

WCBS-AM Radio (New York City)

WNBC-TV (New York City)

WPIX-TV (New York City)

WWOR-TV (New Jersey)

WXIA-TV (Atlanta, GA)

WXTV (Secaucus, NJ)




he FCC got just what it didn’t

want last week—the challenge of

revamping its 20-year-old finan-
cial interest and syndication rules in the
absence of an agreement between Holly-
wood and the networks on how it should
be done.

The day after Hollywood-network
talks aimed at reaching such an agree-
ment collapsed in Los Angeles, the
agency last Thursday (June 14) reluc-
tantly began the arduous and sure-to-be-
contentious process of rewriting the
rules from the ground up by accepting
comments from all affected and interest-
ed parties.

In the end, most believe, the networks
will win some relaxation of the rules,
allowing them to share in the revenue
from the syndication of off-network pro-
graming. ‘‘The networks are going to
get some degree of relief,”” said FCC
Commissioner James Quello. *‘It’s just
a matter of what degree. The five com-
missioners may come up with five dif-
ferent plans.”

FIN-SYN TALKS FAIL, FCC TAKES OVER

Final meeting between networks and Hollywood is canceled as
deadline passes; FCC opens comment floodgates

**The rules are likely to change some-
what.”” said Commissioner Sherrie Mar-
shall, **but how far and what kind of
relief will be granted it’s too early to

| tell.”

But the FCC is not the final word.
The fin-syn rules are more or less dupli-
cated by consent decrees entered into by
the networks in the mid-1970's to settle
antitrust suits brought by the Justice De-
partment. The consent decrees contain
other restrictions. notably a cap on the
networks’ in-house production, which
expires this November, and a limit on
the length (number of option years) of
licensing contracts the networks can en-
ter into with producers, which expires in
1995. .

The consent decrees can only be
amended by a federal district court judge
in Los Angeles after public comment.
As Preston Padden, senior vice presi-
dent, affiliate relations, Fox Broadcast-
ing, put it at the Broadcasting/Cable In-
terface last week, **All the studios and
all the producers will...have their day in

court’’ (see story, page 73).

The networks were heartened last
week by the comments Justice submitted
to the FCC, which, in challenging the
value of the rules to competition and
program diversity, not only may influ-
ence the FCC’s thinking, but also indi-
cates that Justice would support the net-
works in amending the consent decrees
(see box, page 20). “‘It’s a big victory in
the first round,”” said one network
executive.

The FCC launched its fin-syn rule-
making last March, but deferred accep-
tance of the initial round of comments
until June 14 to give the parties a last
chance at reaching a settlement that
would have served as the basis for the
proceeding and strip it of controversy.

All the commissioners expressed dis-
appointment that a settlement proved
elusive. Chairman Alfred Sikes said he
was not surprised, however. “‘Seven
years of negotiations without agreement
hardly leads to optimism,’’ he said.

FCC Commissioner Andrew Barrett’s
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JUSTICE DEPARTMENT ALIGNS WITH NETWORKS ON FIN-SYN

T he Justice Department weighed into the fin-syn debate

last week on the side of the broadcast networks and
others calling for repeal of the fin-syn rules, filing comments
at the FCC that concluded ‘‘available evidence tends to
support {the finding]...that network ownership of financial
interest and syndication rights would not be anticompeti-
tive.”’

Justice also said the rules may be counterproductive. ‘‘The
practices prohibited by the rules might promote competition
and efficiency,”’ it said.

Justice’s comments add weight to the networks' argu-
ments, made in voluminous comments of their own, that the
rules should be repealed and, equally important, indicate that
Justice would join the networks in trying to amend the
consent decrees that duplicate the fin-syn rules and impose
additional restrictions of the networks’ role in program pro-
duction and syndication.

The Coalition to Preserve the Financial Interest and Syndi-
cation Rule—the coalition of producers, broadcasters, writ-
ers, directors and performers that is leading the fight for the
rules—argued that the FCC should not only preserve the
current restrictions, but should add new ones to stem network
abuses and ensure ‘‘creativity and diversity.”’

The networks have ‘‘engaged in parallel practices that
have eliminated competition’’ in the programing market-
place, it said. ‘‘Each network...imposes a one-year freeze.on

projects in order to coerce producers into accepting the
networks” licensing terms,”’ it said. *‘Each network also has
virtually identical license fees, option terms, option dates,
annual license fees and rerun reimbursement terms.”’

To correct the practices, the coalition said, the FCC should
adopt ‘‘safeguards...outlawing the one-year freeze on
scripts, reducing options terms from the current four-year
period to two years, and limiting the number of prime time
entertainment programing that the networks can produce in-
house to no more than five hours per week.”’

The networks, in their joint filing, said their case for
repeal ‘‘rests...upon the massive evidence that the rules
accomplish no public benefit and, contrary to both First
Amendment and pro-competitive principles, impair the abili-
ty of the networks to invest productively in video program-
ing, skew network programing decisions, produce increasing
concentration in network program supply and syndicated
distribution, foreclose entirely benign network ventures in
domestic and foreign syndication and distort competition
between the older networks and their vigorously growing
rivals in both domestic and the international video market-
place.”

Fox Broadcasting, which triggered the FCC proceeding
with a petition early this year to exempt Fox from the rules,
argued that the rules should not apply to Fox or any other
‘‘emerging’’ network.

disappointment bordered on exaspera-
tion. ‘“We have a lot more to do here
than worry about the fin-syn issue,’” he
said. ‘“‘My bottom line is that I will
probably see [representatives of each
side] one more time if they want to, so
they better give it their best shot.... I'll
do a good job when it comes time to
render a decision, but I don’t need to
hear all the puffing.”’ i

Commissioner Ervin Duggan said it
would have been in the parties’ self-
interest to bring a deal to the agency. *‘I
thought all of the parties had a better
chance of having their private interests
attended to if they came to us with a
settlement,”’ he said. ““The FCC, if it
undertakes the rulemaking with a clean
slate, has the public interest at heart,’’
he said. ‘‘They have no assurance that
their private interest will be paid as
much attention.”’

Marshall said she was looking for-
ward to talking with some of those par-
ticipating in the negotiations. As the
FCC goes about its reexamination of the
rules, she said, ‘‘It’s useful to know
where they thought there might be some
give and take.”

The *‘last chance’’ negotiating session
scheduled for last Tuesday and Wednes-
day at Wamer Bros. never took place.

The lead negotiators for each side—
Bob Daly, chairman and chief executive
officer, Wamer Bros., and Steve Weis-

wasser, general counsel, Capital Cities/
ABC—met for two and a half hours
Tuesday night at the Century Plaza ho-
tel, where the ABC affiliates were hold-
ing their annual meeting.

Both left the *‘sidebar’’ meeting feel-
ing they had arrived at a sound basis for
fruitful negotiations the next day, which
included general agreement on ways the
networks could acquire financial interest
and caps on in-house production.

But it was not to be. After meeting
with their respective negotiating teams,
they decided in a phone conversation
early Wednesday afternoon that a meet-
ing between the teams would be point-
less and that it was time to tum their
attention to the FCC and the filing of
comments.

By Wednesday night, Daly and Weis-
wasser were telling reporters differing
versions of why the talks derailed.

According to Daly, Weiswasser at the
Tuesday night meeting had proposed to
**‘narrow the issues’’ by taking the net-
works’ demands for foreign syndication
rights and lengthier contracts (options)
**off the table.”" But the next day, Daly
said, Weiswasser said foreign syndica-
tion and options had to be a part of the
negotiations.

Weiswasser remembered it different-
ly. What he had suggested. he said. was
a ‘‘partial settlement’” in which the par-
ties would agree to financial interest and

production caps “*and go fight it out on
the other issues’’ at the FCC. Weis-
wasser said the talks broke down be-
cause Daly, after meeting with his team,
insisted on several ‘‘preconditions’ to
further negotiations, including *‘lan-
guage’’ to the financial interest provi-
sion by which **we would agree that the
current level of license fees...will not go
down.”” “‘The name for that is price
fixing."* Weiswasser said.

“*When | told them that the precondi-
tions were unacceptable, there obviously
wasn’t any basis for further negotiation
or discussion,” Weiswasser said.

Daly said the producers did not want
to freeze license fees. What they wanted
was *‘language’’ to prevent the networks
from cutting of license fees if given a
chance to acquire financial interest, he
said.

None of the modifications requested
by the producers on Wednesday was a
‘*precondition,”’ Daly said. However,
he said, they did want ‘‘assurances’’
from the networks that they would no
longer push for relief on options and
foreign syndication.

Weiswasser challenged the suggestion
of Daly and other Hollywood representa-
tives that ABC was prepared to make a
deal, but the other networks were not.
“*We were unanimous in our view that
there was an unacceptable set of condi-
tions for continued discussions.””  -#as
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TELEVISION NETWORKS FATTEN COMMERCIAL CALF

NBC, CBS and ABC combined add at least half hour of daytime
commercials each week; trend toward shorter commercials is reversed

ince late 1989 commercials on net-

work television have grown no-

ticeably as a proportion of the av-
erage broadcast hour. In the current
broadcast year. the added commercials
could be worth. by a rough estimate,
close to $200 million. Most of the incre-
mental revenue comes from prime time.
but other dayparts. especially daytime.
also show increases.

The prime time increase was first not-
ed late last year when NBC added
roughly a dozen spots to. it said, tempo-
rarily accommodate unexpected ‘‘make-
good’” requirements. But two weeks ago
those additions were granted permanent
status by NBC Television President Pier
Mapes. who told the affiliate conven-
tion's business meeting that the spots
would stay in the network’s regular in-
ventory. One group owner termed the
remark the most important news coming
out of the affiliates conventions.

CBS and ABC neither criticized nor
cheered NBC's declaration, but readily
stated the possibility of making perma-
nent their own recently added inventory.
Jerry Dominus. senior vice president.
CBS marketing division, said: *‘Our re-
port card is partially measured by our
share of revenue versus our share of
circulation. So if a level of commercial
load is established at one place. then I
am not sure we can be operating at a
significantly lesser load.”” Said Jake Ke-
ever, executive vice president, ABC TV
network sales: **We tend to be followers
rather than leaders in adding commercial
units to the schedule.™

The dozen or so prime time NBC
spots per week may not seem like much.
but when combined with the roughly
equal amount said to have been added by
CBS and a smaller amount added by
ABC and multiplied by 52 weeks, the
cumulative effect in prime time alone is
roughly $150 million—based on a rough
average prime time unit cost of
$100,000. In fact. the total could be
higher because many of the newer units
have been placed in higher rated shows
such as Cheers and America's Funniest
Home Videos.

The rumored increment of 28 prime
time 30-second units—the networks de-
clined to confirm specific numbers—is
evident in the first-quarter commercial
count of Arbitron’s Broadcast Advertis-

.2

ers Reports. BROADCASTING's analysis
of the BAR numbers during five non-
sweep weeks in the first quarter found an
average 13!/ additional minutes (equal
to 27 30-second units) of commercial
time per week on the three networks.

The study also showed that inventory
has been expanding in other dayparts as
well, most noticeably daytime. During
one week monitored late last year, the
three networks had 57 seconds more of
commercials and ‘‘billboard’" commer-
cials during an average hour of daytime,
according to a still-unreleased study
sponsored by the American Association
of Advertising Agencies and the Associ-
ation of National Advertisers (ANA) and
obtained by BROADCASTING. When mul-
tiplied by the roughly 40 hours of day-
time television per week, the additional
commercials add up to more than half an
hour.

The daytime increases measured by
Arbitron’s BAR, whose definition of
daytime includes early morning news
programs, are even more dramatic. indi-
cating an average 66 minutes per week
of additional commercials in daytime
during the five weeks analyzed by
BROADCASTING. There was little or no
daytime increase between 1988 and
1989, according to the BAR numbers.
Said Richard Kostyra, chairman of the
network monitoring committee and ex-
ecutive director of media services, J.

Walter Thompson U.S.A.: ““This last
year has been the worst.™

Most important. the additional inven-
tory, in total worth possibly more than
$200 million. has been added at virtually
no cost to the networks, so. from one
point of view, it represents pure profit
and a sizeable increment at that—the
three television networks took in under
$700 million in profits last year (BROAD-
CASTING, April 30). While NBC has said
the additional spots, at least in some
cases. are for makegoods, they still rep-
resent money since NBC would have
been forced either to make guarantees at
lower prices or satisfy the makegoods
using spots from existing inventory.

The inventory expansion has, as al-
ways, drawn from affiliates and from
advertisers.

Affiliates view the added inventory as
taking away national advertising dollars
from their stations, which are already
struggling to maintain revenue in the
face of syndication, cable and other re-
cent competitors—the added inventory
is equivalent to 5% of the total spot pie.
ABC, CBS and NBC have maintained
that network and spot coffers are not
necessarily filled from the same purse.

Advertising agencies and advertisers
have expressed concern about increased
**commercialization’” of the network ad-
vertising environment. Their concerns
have been documented in the AAAA-
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ANA study. which also looks at other
“‘non-program’” material—a definition
that includes. besides commercials and
“billboard™* commercials. network pro-
motions. local promotions. commercials
and credit ‘‘overages.”’

The 1989 survey indicates that non-
program material in prime time in-
creased to its highest level ever. In the
particular November week measured,
average commercial load was flat—two
of the three networks increased. but
NBC showed a sharp decline. But in-
creasing were the network’s own promo-
tions and ‘‘credit overages.”” Only the
category ‘‘local commercials/promos’
decreased on average during the moni-
tored week. The BAR numbers are more

reflective of commercial additions made
later in 1989 and early this year.

For their part. network executives
pointed out that Fox. surveyed for the
first time by the AAAA-ANA study. has
a significantly higher commercial load
and non-program total than ABC. CBS
or NBC (see chart). The same is true for
syndicated shows. also included for the
first time. The survey found that Dona-
hue had 12 minutes and four seconds of
non-program material and Star Trek:
The Next Generation had 14 minutes and
10 seconds. Half-hours mentioned in the
report included The Cosby Show (eight
minutes. 10 seconds) and A Current Af-

fair (nine minutes).

A second defense made by network

executives is that the discussion con-
fuses commercial load with clutter.
which has not increased this year. In all
dayparts the BAR numbers show a re-
duction of both 10-second and 15-sec-
ond commercials in the first quarter of
1990. which. from the perspective of
commercial time. was more than com-
pensated for by a 6.5% increase in the
number of 30-second commercials.

Said CBS’s Dominus: “*What is most
important is how viewers perceive the
commercials. And according to research.
including ours. frequency of interruption
is more important than length of interrup-
tion.”" Although advertisers say they dis-
agree. they have yet to penalize networks
for increasing commercial time. ~GF

he three networks appear to have

reached an agreement on a uni-

form policy for providing audi-
ence delivery guarantees. The plan,
which comes from NBC. attempts to
“*smooth’’ sudden changes in Nielsen's
people-using-television (PUT) numbers
by relating those numbers to trends es-
tablished over the past eight years. Last
Thursday. the other two networks react-
ed to the NBC plan. ABC said it would
drop its own initial approach and adopt
the NBC plan. while CBS said it agrees
**in principle.”” Fox Broadcasting Corp.
previously indicated it would remain
with the traditional guarantee system.

The CBS statement left unclear
whether the number-three network
thinks changes still need to be made in
NBC’s plan. Otherwise. all that’s left
for the networks is to convince the ad-
vertising community that NBC's idea is
acceptable. Once under way, the upfront
market is expected to be between $4.1
billion and $4.4 billion.

All three networks. unhappy with
Nielsen’s ratings measurement that indi-
cates a shrinking prime time audience.
have been busy attempting to come up
with a system that compensates for what
they call the “‘inexplicable fall-oft™ in
audience viewing.

In explaining its methodology. NBC
said ‘‘trends in overall television usage
by daypart that can be considered rea-
sonable in the context of viewing pat-
terns since the 1982-83 season will be

fully reflected.”” Viewing pattern

changes. the network said. that go be- -

yond ‘“predictable norms. such as the
Nielsen Television Index estimates that
prompted conversion to the new proce-
dure. will not be covered by NBC's
1990-91 guarantee policy.™”

After announcing the policy, NBC
sent to media buyers PUT level esti-
mates for key demographics in the prime
time daypart. BROADCASTING obtained
the projections. which show that the
NBC plan, unlike the abandoned ABC
plan. shows a continuing decline in
some PUT levels. For cxample. the
fourth quarter 1989-90 Nielsen PUT lev-
el for one minute of prime time viewing
for women 18-49 was 39.3%. NBC's
methodology estimates that the number
should have been 39.9%.

PUT's have become the center of con-
troversy as an indication of whether
Nielsen's peoplemeter system is work-
ing properly. A PUT number is nothing
more than the combined ratings (audi-
ence) of all stations/channels available
for viewing in a given time. By adjust-
ing the PUT number. the networks artifi-
cially set the total people viewing televi-
sion at a given time period. while
keeping their respective shares of that
audience the same as under the unadjust-
ed numbers.

The reason for using the 1982-83 sea-
son as a starting point. according to
Larry Hoffner. NBC executive vice
president. network sales. is because that

THREE TV NETWORKS LINE UP BEHIND PUT PLAN

NBC ratings scheme on way to becoming standard;
agencies say they still wonder, ‘What’s the problem?’

was the first time “"viewing levels were
off and not increasing anymore.™

Media buyers. who had responded
negatively to ABC’s plan—which com-
pared 1990-91 PUT data to the average
PUT data for the past three seasons—
were more receptive to NBC's an-
nouncement. Lou Schultz. executive
vice president. director media services.
Lintas. told BROADCASTING that “if
we're forced to go to a policy that we
don’t want to go to, then on the surface
NBC's seems a little better than
ABC’s.” Schultz is concerned about
NBC using eight years®™ worth of view-
ing information because of the changes
that occurred when Nielsen switched
from diaries to peoplemeters. "“There
was an immediate drop [in viewing|
when that occurred. including PUT lev-
els. The rate of change has to be adjust-
ed.”” Schultz said.

Media buyers say they are not con-
vinced that there is anything wrong
with Nielsen’s ratings and are getting
= somewhat tired of what they call the
“kill the messenger’" attitude of the
networks. Said Larry Cole, executive
vice president. U.S.. Ogilvy & Math-
er: “"We don't think it is appropriate
that any network develop a formula for
guarantees because in fairness we have
not seen any hard evidence that Niel-
sen is flawed, and secondly. aren’t the
guarantees designed to protect the ad-
vertisers against such unexpected fall-

offs?"" -IF
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GAO SAYS BASIC CABLE RATES UP 10% IN 1989

NCTA and CATA say figures showing average monthly
bill up only 5% in ’'89 makes service good value

asic cable rates continued to

climb at twice the rate of inflation

during 1989, according to a Gen-
eral Accounting Office survey released
last week. The GAO reported that rates
for the lowest priced basic cable service
rose an average of 10% in 1989. higher
than the year's 4%-5% inflation rate.

This was a follow-up to an earlier
GAO survey completed last August for
the House Telecommunications Sub-
committee, which found that from De-
cember 1986 to October 1988, monthly
rates for the lowest priced basic service
rose 29%. Since then the office has up-
dated the report to look at rate increases
during 1989 and collected data from
1984 and 1985. It was specifically asked
to determine whether rates had moderat-
ed during 1989 and whether cable sys-
tem ownership changes have driven up
cable rates.

Subcommittee Chairman Ed Markey
(D-Mass.) said the resuits remove “‘any
lingering doubt in the need to move for-
ward, and [ intend to do so the week of
June 25.”" He says the findings show
there are ‘‘renegades.’”” an estimated
12% of the cabie industry, whose rate
increases are more than 20%. **We must
consider legislation that will reign in
these renegades.”” Markey said.

was putting the best face it could on the
survey results. The National Cable Tele-
vision Association and Community An-
tenna Television Association said they
were heartened by the GAO's finding
that showed the average total monthly
bill in 1989 for all cable services in-
creased only 5%. NCTA President
James Mooney said it was *‘further evi-
dence that cable rate increases have lev-
eled off.”” Mooney insisted that $16.33
a month for 34 channels of television is
“still a very good buy.”” CATA Presi-
dent Steve Effros said it was a **positive
finding. indicating that cable rate adjust-
ments are in line with rates for other
products and services.™

Markey convened a briefing on the
new numbers which were collected from
1.530 systems, representing 86% of the
nation’s subscribers. GAO’s John Ols
said the response rate of 78% was better
than the previous survey.

According to Ols, overall revenue for
cable operators increased 21% from No-
vember 1986 to December 1989, and
cable subscribers received additional ba-
sic channels to accompany the rate
hikes. During 1989, the number of chan-
nels available to subscribers rose by one
to two channels for the lowest priced and
most popular services.

53% of cable systems changed hands
since 1985, he reported. However. Ols
said there was no evidence that rate in-
creases are linked to the sale of cable
systems. There is ‘'no statistically sig-
nificant pattern of higher increases in
systems changing ownership.’" he said.

Joining Markey at the briefing were
subcommittee members Billy Tauzin
(D-La.) and Jim Cooper (D-Tenn.).
Tauzin also referred to the renegades
within the cable industry. “*They just
can’t keep raising their rates at an ac-
celerated pace and expect us to sit by.””
said Tauzin. The congressman also felt
the GAO report indicated that the larg-
er vertically integrated companies are
the **big price leaders who are pushing
prices up.”" And he thought the data
showed that cable operators were mak-
ing money from their basic tier com-
prising mostly broadcast signais that
they carry for free. With that revenue,
he said. they can turn around and out-
bid broadcasters for programing, espe-
cially sports programing.

The GAO refrained from making any
specific policy recommendations con-
cerning cable regulation. However,
Markey asked what the survey ““tells us
about cable's market power.”” To which
Ols replied: **It has a lot of market pow-

The cable industry. on the other hand, As for changes in system ownership. | er to control rates.” XM
GAO FOLLOW-UP SURVEY ON CABLE RATES
Average basic service charge per subscriber for: Percentage changes in system ownership, 1985-89
Dty Mot pogerdar - No, ohs Lutwest priced  No. chs Year % rhrage |
merviee  reegived service  vecerved 1985 8 [
Nov. 30, 1986 s 7 $1.14 4 1986 15 '
Dec. 31, 1988 $1491 31 $14.50 30 1987 y
Dac. 31, 1989 $16.33 3 $15.95 3 1988 18
1989 13 |
Average monthly charge per sub in systems that were: |
Hinke ERSCAINS s 3 bequitited | Average monthly revenue each subscriber generates | !
Dec. 31, 1984 $9.26 $10.33 | B a1 190A s19.47 | |
Mov. 30, 1986 $10.92 $11.99 Dec. 31, 1985 $2091 [ 1
Dec. 31, 1987 §12.95 $13.21 Nav. 30, 1986 $31.78 {
Dec. 31, 1988 §14.49 $14.36 Dec. 31, 1987 $2333 :
Dec. 31, 1989 52636 | i
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MEDIA GROUPS OFFER MUST CARRY RESOLUTION

Companies with both broadcast and cable operations send Hill
position paper that also takes strong stand against telco entry

group of 12 media companies

with interests in both broadcast-

ing and cable sent a must carry
proposal to Senate and House communi-
cations committee staffers last week, but
it was unclear what effect the paper will
have on the legislative process (BROAD-
CASTING, April 23).

The Senate bill essentially mandates
that most local stations are carried on the
channel of their choice. In the House,
legislative proposals suggest codifying
the must carry agreement reached by
broadcaster and cable organizations last
year, but are subject to change pending
the outcome of negotiations between
NAB and NCTA.

The media group, lead by Multimedia
Inc. and Cox Enterprises, includes Heri-
tage Media, King Broadcasting, Land-
mark Communications, Media General,
Post-Newsweek Stations, Providence
Journal Co., Scripps Howard, TeleCa-
ble, Times Mirror, Viacom International
and Washington Post Co. (which owns
Post-Newsweek).

The must carry proposal included fa-
miliar geographic standards (50 miles
within a cable headend) and ratings tests
(2% share/5% net weekly circulation)
for carriage. Cable systems would also
be mandated to carry a certain number of
stations, depending on their channel ca-
pacity. The paper said no carriage pay-
ments should be allowed.

On channel shifting, stations carried
as of April |1 would be frozen on those
positions until April 1, 1992, unless
both sides mutually agreed to shift to
another position, or if cable operators
moved all broadcast signals to the VHF
band. In the latter case, a broadcast sta-
tion could not be moved again unless it
agreed. After April 1, 1992, stations
would need to meet the 2%/5% viewing
standard to be entitled to continued
carriage.

The proposal also included strong lan-
guage against permitting telcos to enter
both the information services and video

businesses. Many companies in the
group also have large newspaper
divisions.

Times Mirror got the jump on the
group by sending a letter to Senator Er-
nest Hollings (D-S.C.) two days before
the Senate markup that touched on other
issues besides must carry and telcos. As

for shifts in sports programing, Times
Mirror said if any public policy changes
are needed, they should be directed at
sports owners, not cable operators.
Times Mirror said product exclusiv-
ity is a ‘‘well-established practice’’
and that cable programers should have
the right to decide who to sell to and
under what terms. It said vertical and
horizontal integration was not a prob-

lem at this time.

““To see these industries at odds, ex-
acerbating rather than composing their
differences, is a most unpleasant specta-
cle for us,” Times Mirror said. ‘‘We
would like very much to see these sib-
ling rivalries subside and get on with the
business of serving our television cus-
tomers in a business environment that is
fair to all concerned.™” -Ms

NAB DRAWS UP BUSINESS PLAN

Budget, DAB, cable regulation top agenda

eeping an eye toward the future,

the National Association of

Broadcasters joint board gathers
in Washington this week (June 19-22) to
discuss, among other things, budgetary
matters, a long-range business plan, the
potential impact of digital audio broad-
casting (DAB) and the implications of
cable reregulation.

A lively debate may also ensue over a
proposed ‘‘statement of principle’” con-
cerning programing in the public inter-
est. According to reports, it basically
says broadcasters are responsible and
should be careful with regard to indecent
and violent programing and consider
who is listening and watching. The idea
that NAB might revive a programing
code has been fairly controversial, with
many board members objecting. But be-
cause of continuing political pressure
from the FCC and the Hill, the board
appears willing to wrestle with the issue
again,

The budget is the *‘big issue,”’ said
one director in reference to the executive
committee’s decision in May to cut asso-
ciation expenses for fiscal 1990-91 by
nearly $1 million. (Association expenses
will be held at $15.7 million, the same
level as last year's budget.)

The financial crunch is the result of
reduced net income from the 1990 At-
lanta convention, down $600,000 from
the projected amount, and a fall-off in
radio dues (BROADCASTING, May 14).

But last week President Eddie Fritts
said NAB’s budgetary woes have been
**blown out of proportion.™" He said the
dip in convention revenue was not as

severe as originally anticipated. ‘‘We’'re
going to do $200,000 better than we
projected, although it is less than bud-
geted,’’ said Fritts. And the NAB presi-
dent said the association had overcome
its radio dues problems. ‘*‘We’ve
bounced back strongly,”’ said Fritts, and
“‘replaced the stations we dropped with
new members.’” Close to 400 radio sta-
tions were said to be six months behind
in their dues, and NAB was forced to
drop 21 radio stations and four TV's
from its membership roster for nonpay-
ment of more than a year’s worth of
dues.

Still, alarm over the budget may be
high, especially since board insiders say
director Robert Fox of KVEN(AM) has
written the board to express concem
about NAB’s budget deficit. Fox appar-
ently will urge adoption of a long-range
strategic business plan aimed at generat-
ing more outside income.

However, Fritts and his staff are al-
ready preparing such a plan to present to
the board.

For TV, legislative issues, primarily
cable-related, will dominate the board’s
discussion. And in light of the telephone
industry’s vigorous efforts to remove
legislative barriers restricting it from of-
fering video services, Fritts said NAB
may even ‘‘toughen’’ its stand on telco
entry.

DAB is expected to be a major issue
for the radio board. Broadcasters will
attempt to determine whether the new
technology represents a threat or an
opportunity for existing AM and FM
stations. -NM
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' SPECIAL REPORT

MURPHY’S LAST HURRAH

apital  Citiess ABC  Chairman

Thomas Murphy received an en-

thusiastic greeting last week as he
addressed ABC'’s annual affiliate meet-
ing, his first appearance before the
group since handing over the reins of the
company to Daniel Burke, who was
named to replace Murphy as chief exec-
utive officer. And Burke, making his
first appearance before the ABC affili-
ates as president and CEO, pledged to
visiting station executives that “‘the en-
tire ABC organization is 100% commit-
ted to next fall,”” and that "‘we have
always known that improvement would
be a very slow process and that true
progress should be a series of 10 steps
forward and then, sometimes, five steps
back.”

Through much of the ABC annual
meeting last Wednesday and Thursday,
affiliates seemed content to focus on the
network's steps forward rather than

those backward. ABC News personal-
ities Peter Jennings. Ted Koppel. David
Brinkley, Barbara Walters, Sam Don-
aldson and, via satellite, Diane Sawyer,
all of whom participated in a panel dis-
cussion of world events, drew loud ap-
plause, and Walters’s interview with ex-
President Ronald Reagan brought two
standing ovations. The network also an-
nounced that David Brinkley signed a
contract extension that will, according to
Brinkley, allow him to finish his career
with ABC.

Perhaps in an attempt to deflect antici-
pated criticism of ABC's May sweeps
pertormance, John Sias, president, ABC
Television Network Group, went before
the group in his state-of-the-network pre-
sentation and declared the 1989-90 season
as ABC’s *‘best competitive performance
since 1984."" Citing ABC’s improvement
in certain demo groups and its strength in
different dayparts, Sias said the ABC af-

filiates were "‘competitively the strongest
in the network's history, and that that
strength was a major component of the
network's program strength.””

Sias said that ABC was first in “‘every
young demographic category. also first
among adults 18-49." He also said
Good Morning America is the number-
one morning show; ABC is number one
in daytime among young women (but
second in household numbers); World
News Tonight with Peter Jennings is the
top-rated evening news program. and
ABC is first on Saturday morning
among children.

"*We all should be encouraged by the
progress the network partnership has
made. The rapid fragmentation of view-
ing makes it imperative that we continue
to work collectively on programs, clear-
ances and promotions if we are to con-
tinue the mutual progress of the past four
years,”" he said. =S¢

|
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Jennings, Walters, Brinkley, Koppel and Donaldson at affiliates meeting

Affiliates upbeat over network’s progress and promises
for fall; it moves to scramble feeds, will offer
incentive bonus during November sweeps

BC affiliates, apparently satisfied

with the network's progress this

season and. according to one
general manager, ‘‘bouyant” over
ABC’s plans for the 1990-91 season,
ended their annual affiliates meeting in
Los Angeles last Thursday with a
closed-door session that lasted just under
two hours. The closed meeting was de-
scribed as a ““love-in’" by some general
managers. From the brevity of the meet-
ing. which an ABC spokesman said was
probably the shortest ever. station exec-
utives evidently had few questions or
gripes.

Outside the meeting. ABC announced
that it will be the first broadcast network
to scramble its signal to aftfiliates start-
ing in September 1991. And it added
incentive bonuses for on-air promotions.
including a **Super Affiliate Plan™" set
as a one-week sweeps campaign in No-
vember. Earlier in the day. ABC also
issued a statement joining NBC'’s initia-
tive to call for an improvement and stan-
dardization of Nielsen's rating system
(see page 22).

Intended as a ‘‘safeguard’’ against
“*piracy”” of its news and entertainment
satellite feeds. ABC’s Broadcast Opera-
tions and Engineering department is co-
ordinating the installation of Leitch
Electronics decoder boxes for its 200-
plus affiliates. scheduling tests in July
through November 1990 with the inten-
tion of being fully operational by fall
1991. Stations will pay $5.000 for the

descrambling equipment. but the ABC
spokesman handling the press briefing
said he did not have figures on how
much money the network is contribut-
ing. One East Coast general manager
said it was an ‘affiliate-driven initia-
tive'" that led the network to develop the
system already common among some
cable networks.

Mark Zakarin. vice president of mar-
keting, presented additional promotional
incentives to the Affiliate Marketing
Plan (AMP). one in which stations will
be paid bonuses for airing special 60-
second promotions during the November
sweeps. complementing its regular nine-
week September-November incentive
program. The ABC spokesman said that
a $6 million incentive pool similar to the
one instituted this season is planned. but
a Midwest general manager said a total
$7.5 million bonus figure was discussed
in the meeting. Zakarin, during the open
marketing presentation earlier in the
day. also said the network will not fol-
low suit with CBS’s and NBC's retail
cross-promotional campaigns since such
promotions take away time better spent
directly promoting the fall lineup.

Other areas touched upon in the
closed session:

B The network confirmed it would
continue to give two-minute local news
windows to stations during half time of
Monday Night Football (a topic of heat-
ed debate at last year's meeting).

B The Performance Bonus Plan (started

this season) is returning next year. The
plan ‘“‘awards™" stations for limiting pre-
emptions of network programing, which
the spokesman said dropped by 34%.

Jim Coppersmith, vice president and
general manager, WCVB-TV Boston. said
affiliates were also briefed on the net-
work’s top performance this season in
early moming and daytime and on the
**continuing growth’* of ABC’s second-
place late night programing. He said

| Late Night with Rick Dees was discussed

for next season but expressed *‘cautious
optimism’" about the project. “‘Nothing |
controversial came up,’’ said Copper-
smith. **We are thrilled with our current

compensation and bonus plans. and

there is a consensus feeling among affili-
ates that the network is maintaining
steady growth while NBC is continuing
its slow down trend.”

a

Following the presentation of several
new series pilots to affiliates. lger fo-
cused on the ‘‘revamped’” Wednesday.
Thursday and Saturday evening lineups.
calling them ‘‘opportunities’™” for im-
provement next season. Perhaps creating

the biggest buzz at the meeting was Ste- |
ven Bochco Productions® Cop Rock,
scheduled for Wednesday at 10. The |
musical police drama, Iger said. will be |
key in helping ABC win Wednesdays
over current champ NBC. George Lohr,
vice president and general manager.
KQTV-Tv St. Joseph, Mo., who jokingly
referred to Cop Rock as Hill Street
Rhythm "N’ Blues, said it is “‘radically
different from past run-of-the-mill police |
dramas.”” Added Coppersmith: **When

a guy like Steven Bochco says it's the
best work he has ever done, general
managers feel it’s something more than

a paper tiger."’

Also receiving applause was the new
Saturday lineup of Young Riders. China
Beach and Twin Peaks. A number of
affiliates described the 8-11 lineup as a |
“bold””  counter-programing  move
against NBC's top-rated block.

With ABC winning Monday. Tuesday
and Friday this season. most general
managers contacted saw little downside
risk in launching the sitcom Going
Places on Friday at 9:30. with three
established fellow Lorimar Television
sitcoms (Full House. Family Matters
and Perfect Strangers) preceding it. [

In other prime time news. ABC is
planning three $100.000 prize contests
next season for its top-rated Sunday
half-hour. America’s Funniest Home
Videos (8 p.m.). which Iger said are
“*cleverly™” scheduled for the Novem-
ber. February and May sweeps. —ME

B
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INTERFACK

Broadcasting Cable Mierface

For the fourth consecutive year, the Federal Communications Bar Association and the editors of
BROADCASTING magazine convened the Broadcasting/Cable Interface in Washington to assess the
state of the art in and between those two media. The conference was keynoted by speakers from
Congress, the executive branch and the FCC (Chairman Alfred Sikes is pictured above) and by
leaders of those two industries. Panels on broadcaster-cable relations, financial interest, economics
and a congressional-FCC overview by key staff members, in addition to a debate on indecency and
closing comments by two FCC commissioners, highlighted the day. The full report follows.

SYNAR WANTS TO REWRITE RULES ON COMMUNICATIONS

Oklahoma Congressman calls for revamp of Communications Act,
likening ad hoc cable regulation to Dutch boy with finger in dike

rewrite of the 1934 Communications Act rather than

taking a “‘piecemeal’’ approach to communications
policy issues. Synar told the audience at the Broadcasting/Ca-
ble Interface in Washington last week that Congress should
take the “‘long-term view."" He said it is no longer *'possible
to view particular issues as the cable industry versus broad-
casters or the motion picture industry versus the networks."
Synar is a senior member of the House Telecommunications
and Copyright Subcommittees.

R epresentative Mike Synar (D-Okla.) called for a major

Broadcasting Jun 18 1990

Said Synar: **Piecemeal regulatory fixes remind me of the
little Dutch boy struggling to plug the holes in the dike: as
soon as one hole is plugged. the water pressure causes another
crack to form."’

Asked whether there was enough interest on Capitol Hill to
revamp the Communications Act. Synar said he thought there
was more support now for taking a broad approach than there
was in the 1970's when some lawmakers tried to do that.
Congress now feels it has to “*play a public policy role.”” he
said, and "‘reassert its authority’" to establish communicalion!
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Congressional keynoter Mike Synar

policy. Synar, however, admitted it was an ambitious under-
taking. ‘It is not easy...it can't be done in one session of
Congress. "’

At a minimum, the congressman believes regulation
should keep up with technological development. **Televi-
sion and the role of video communications in our society is
too important to be left to an ad hoc system of regulation,*
said Synar, who did not discuss specific policy changes.
Although the lawmaker, when asked later about the status of
cable’s compulsory copyright license, did say that broad-
casters’ call for a retransmission fee should be put on the

Executive Branch keynoter Janice Obuchowski

table. **As we begin the discussions, this has to be on the
table, " he said.

The congressman also made clear that cable rates have
become a ‘“‘major political issue across the country.”” During
the last congressional recess, Synar said it was “*very rare if
someone didn’t come up to me and say something about
rates.”” Asked how he would handle the rate problem, Synar
said he did not personally feel the cities have the technical
expertise for dealing with rate regulation. But he said there
was a ‘‘strong feeling’’ among his colleagues to allow the
cities to do this. -KM

OBUCHOWSKI SAYS GO SLOW ON CABLE REREG

She says Cable Act has resulted in benefits to consumers

he administration’s letter to Senator Ernest F. Hollings

(D-S.C.) expressing opposition to pending legislation

that would reregulate the cable television industry was
terse. Three paragraphs. But the National Telecommunications
and Information Administration's Janice Obuchowski last
week fleshed it out at the Broadcasting/Cable Interface. She
said deregulation, provided by the Cable Act of 1984. has
proved a boon to the American public and that if there are any
problems. competition offers the means for dealing with them.
Among the "*draconian remedies’” she cautioned against is one
that would deny cable programers the right to sell their materi-
al on an exclusive basis. The evidence on that issue is not yet
in. said the assistant secretary of Commerce for communica-
tions and information and administrator of NTIA.

Five days earlier, Secretary of Commerce Robert A. Mos-
bacher and James F. Rill. assistant attorney general in charge
of the Justice Department’s antitrust division. had written to
Hollings. chairman of the Senate Commerce Committee.
which has approved a tough reregulation bill. Obuchowski
detailed the concerns expressed in that letter.

What was new was her discussion ot allegations that the
cable industry is pressuring programing services to withhold

their product from media competing with cable. like direct
broadcast service and wireless cable. Obuchowski said NTIA
considers that “*a very serious issue.”’ But thus far. she said.
the evidence of anticompetitive behavior is ‘‘anecdotal.™
While she did not expressly oppose the provision in the
reregulation bill that would prohibit the sale of exclusive rights
to programing. she said that “*more evidence needs to be
assembled.™" She also said that if Congress decides to address
the issue. "*it should bear in mind some countervailing consid-
erations’'—among them. the fact that **important benetits can
flow from exclusive contracts and from common ownership of
production and delivery media."

Obuchowski said it was obvious that suppliers might not be
able to earn as much from their programing if they are prohib-
ited from entering into exclusive contracts. “*And if you re-
duce the amount of money that goes to programers.”” she said.
**they will obviously spend less on program production.”” And
while vertical integration “‘can threaten competition under
some circumstances.”” she said. “*it can also reduce risks and
produce some genuine economies for consumers.” She said
some programing services. like the Discovery Channel.
might not be alive today if cable operators had not investeLI
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Why Boris knows the difference
between ERA, MIT, and the NAACP.

The answer is CNN International. Transmitting the news from America
to millions of people all over the world.

It's an amazing accomplishment made possible through the technical
capabilities and creative vision of cable TV. Yet, it is but one of many. Think
of The Discovery Channel, C-SPAN, BET and A&E. Risk-taking ventures,
costly ventures. But cable made the investment. Because we knew that cable
had the potential to provide us with a whole new way to look at the world.

We are also proud of our abilities to keep, since 1972, the costs of cable
lower than the rate of inflation. And cable operators have continually plowed
back their profits into better programming and greater channel capacity. It’s
exactly this kind of commitment that has made cable television the value
it is today.

We thank Congress for having the wisdom to pass the 1984 Cable Act.
The freedom it has given us is a privilege we cherish.

One we will continue to exercise with
responsibility and great care.

TIME WARNER
The world is our audience.



Industry keynoters Eddie Fritts and Jim Mooney

in them. *"Thus,”” Obuchowski said. there can be multiple |
benefits in allowing a reasonable amount of vertical integra-
tion and reasonable use of exclusive contracts between pro-

gram suppliers and delivery media. ™
Should **clear and compelling evidence™" of anticompetitive
activity develop. she said, “‘a carefully targeted remedy will

T he subject of the debate at the
Broadcasting/Cable Interface 1V
was ‘‘indecency,’”’ and the debaters
were Robert Pettit (1). general counsel
of the FCC, and Timothy Dyk, counsel
for a number of media groups opposing
the commission’s 24-hour ban on inde-
cency that had been mandated by Con-
gress. Pettit, a last-minute substitute
for his predecessor at the commission.
Diane Killory, who was called away
on fin-syn business. indicated the com-
mission is under considerable pressure in

INDECENCY FACE-OFF

its campaign against indecency. He said | and is not banned from other media.

the commission *‘is dealing with laws
passed by the House and Senate and
signed by the President. And the com-
mission is directed to enforce the law.”

Dyk, as he has in appearances be-

tore the FCC and the U.S. Court of

Appeals in Washington. attacked the
commission’s rule both because of its
alleged ““vagueness™ and the fact that
the ban leaves no time for the broad-
cast of allegedly indecent speech. In-
decency. he noted. is protected speech,

“Broadcasters should not be treated
differently,” he said. adding that the
24-hour ban ‘‘is incompatible with the
First Amendment.”” But he did not rule
out completely restrictions on indecent
broadcasts. He said that *under an ap-
propriate standard, some channeling
[of indecency to hours when children
are under parental supervision] might
be appropriate. It's not up to govern-
ment to substitute its judgment for pa-
rental judgment. ™

—

|
|
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be required. But granting media giants like Rupert Murdoch
carte blanche access to all programing looks to be overkill.™"

Obuchowski said that cable’s problems. *‘real or imagined.
should be viewed against the appropriate backdrop: a record of
success in serving the American people’s unquenchable thirst
for news, information and entertainment.’

As for the sharp increase in rates—which has angered
subscribers and their representatives in Congress—Obu-
chowski made the argument made by the cable industry: Until
deregulation, local authorities were holding rates down at
unnatural levels. When the Cable Act was passed, rates shot
up—a fact, she said. that should not have surprised anyone.
Still, she said. basic cable rates have not kept pace with the
Consumer Price Index. If they had, they would have been
about $16.50 in 1988. Instead, she said, they were less than
$15. Furthermore, she said. Congress adopted the Cable Act
because the public wanted more and better programing on
cable. and because constituents wanted unserved areas to be
wired. And, ‘*as Harry Truman said.”’ she recalled. **there is
no free funch.”’

CEO’s: moderator Dick Wiley, Joseph Collins, Charles Dolan, Ken Elkins, Ward Huey, Milto

Obuchowski would not discount rate regulation completely.
She would. *‘in the short term, regulate rates in communities
with a genuine scarcity of alternatives to cable.”* And she said
that the administration and NTIA believe that ‘‘government
should encourage competition to cable—from DBS and
MMDS, from telephone companies, and—Ilast but not least—
from broadcast television stations.™’

As for another cable issue NTIA considers important—must
carry—Obuchowski sees that as tied to the compulsory copy-
right license. She said an argument for the compulsory license
might have been made when the cable industry was young.
*‘But cable isn’t young anymore,”" she said. ‘‘And for all
intents and purposes. must carry is gone.”’ Obuchowski said
the courts, while rejecting two different attempts to write such
rules, ‘‘have not squarely faced the issue of whether or not’
they could be drafted in a manner that would pass constitution-
al muster. She offered her own solution to the problem: Do not
“‘bend ourselves into a pretzel trying to reimpose must carry,
but...reestablish equilibrium by getting rid of the compulsory
copyright.™ -1z

r
n Maltz, Robert Miron, moderator Don West

SIKES BACKS ACCESS FOR LITTLE FISH, NOT BIG

FCC chairman would not force cable to provide programing
to major competitor, such as Skv Cable venture; Quello concurs

favor requiring cable programers to make their services

available to the Sky Cable satellite broadcasting venture,
although he may support requiring the programers to deal with
“"weaker™ potential cable competitors.

To foster competition with cable systems. Sikes said in the
question-and-answer period following his speech at the Brouad-
casting/Cable Interface in Washington. policymakers should
consider laws or regulations requiring cable programers to
license their services to such competitors as wircless cable and
direct broadcast satellite systems. with the notable exception
of Sky Cable.

F CC Chairman Alfred Sikes said last week he would not

Broadcasting Jun 18 1990

They should not be looking at ways *‘the generals—General
Motors and General Electric—can somehow make it off of
what cable has certainly stimulated in part.” he said. **But-
...in terms of much weaker entrants, there needs to be some
look at programing. especially when the distributor attempting
to keep competition out also happens to own some of the most
valued programing.”’

Sky Cable is a joint venture of NBC. whose corporate
parent is General Electric: Hughes Communications. whose
parent is General Motors: Cablevision Systems. the sixth larg-
est cable operator. and Rupert Murdoch’s News Corp.

Sky Cable has been pushing Congress to attach to cable

|
|
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VINTAGE TURNER

ed Turner addressed seminar at- %
tendees in a luncheon address et
laced with wit, candor and the strong i

political and social views he holds.
Turner said he had returned from a
whirlwind 72 hours that included an
interview with Fide! Castro. which will
appear on CNN June 25. It was
Turner's fifth interview. and he said
the Cuban leader answered all his
questions. ranging from Eastern Eu-

rope to TV Marti. Of the latter, Turner

said he tried to tune in the service 5’!
while in Cuba, but that it was blocked f J
[ /|
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by Cuban interference. His conclusion:
“*We're wasting money on that bal-
loon,”" which got a hearty roar from
the audience. Turner also blasted the
Senate Commerce Committee bill.
saying cable legislation is not called
for: “*Cable is not a monopoly. To say
people have to have cable is insulting
to the networks and independents.”’
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reregulation legislation a provision requiring cable programers
to deal with cable competitors. including high-power DBS
operators like Sky Cable. Thus far. it has succeeded in getting
such a provision included in the bill reported out by the Senate
Commerce Committee two weeks ago.

The cable industry. which vehemently opposes access-to-
programing provisions encompassing DBS. has pledged to
fight the Senate bill.

In a speech preceding Sikes's, Janice Obuchowski. head of
the National Telecommunications and Information Adminis-
tration, expressed skepticism about any access-to-programing
legislation and spoke of the benefits of exclusive program
distribution (see story, page 28).

Sikes's views on access-to-programing legislation are
shared by at least one other commissioner. James Quello.
Quello told BROADCASTING after the seminar that he could
support legislation requiring vertically integrated cable pro-
gramers (those with ownership ties to cable operators) to make
distribution deals with wireless cable operators and other small
competitors, but not to the likes of Sky Cable. "That’s carry-
ing it a bit too far,”" he said.

In any case, Quelilo also said, cable programers should not
be forced to offer all media the same terms and conditions.
Granting bigger distributors volume discounts ‘’is a very ac-
cepted practice’” in U.S. business, he said. If small operators
want the programing. he said, **I think they have to accept the
rate card.™’

Despite his lack of sympathy for Sky Cable’s congressional
efforts, Sikes, in his speech, said DBS, along with other
competitive media, has potential. Companies are interested in
other multichannel media because of the ‘*immense promise
offered by aggregating channels and doing business in an
increasingly individualized way with America’s viewers,”" he
said. *‘When you can sell the American viewer both broad-
based entertainment and the accompanying commercials while
at the same time selling a single experience or event. yester-
day’s economics are just that—yesterday’s.""

Sikes also hinted that he is willing to consider breaking
down some of the remaining structural regulations of broad-
casting so that broadcasters will be able to compete in the
future. “*When Fox Broadcasting asked us to look at the
financial interest and syndication rules. we said we would,"”
he said. "*But we must also reexamine the depth and breadth of
rules dealing with ownership and crossownership.’™ he said.

**Sailors train their sails to the wind,™ he said. **Broadcasters
must be allowed to respond to the winds of competition.” -Has

FRITTS SEES SOFTENING OF
RHETORIC BETWEEN
BROADCASTING, CABLE

B roadcasting is alive and well. pronounced Eddie Fritts.

president of the National Association of Broadcasters.

He also said the public policy feud between broadcast-
ing and cable may be waning. In his remarks to the Interface.
Fritts said, **There is every indication that the policy skirmish-
ing between broadcasting and cable may be abating. and that
free and fair competition can resume in a newly re-balanced
marketplace.”” There are still many issues to resolve. said
Fritts, *‘but as Will Rogers once observed: ‘The football
season is about over. School will start now.” ™"

And he was encouraged by the Senate Commerce Commit-
tee’s passage of a cable reregulation bill. It signals. said Fritts.
“‘the first step in the process toward balancing the future
marketplace.”’

Asked later whether broadcasters and cable have actually
cut a deal on must carry and channel positioning, Fritts only
indicated they were close. ‘*There are many particulars yet to
be finalized, but certainly there seems to be an abating of harsh
rhetoric.™” said Fritts.
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He believes broadcasting is healthy despite some fragmenta-
tion of the broadcast audience. "If you look around at other
businesses, there are a lot of industries that would kill to have
the margins broadcasters enjoy,’" he said. Those who suggest
that broadcasting is ready for the *‘retirement home™" are in for
a “‘rude surprise,’” said the NAB president. Instead, he main-
tained that free TV is “‘just hitting its stride. For broadcast
television, as for the baby boomers, nothing could be truer
than the title of the old drama ‘Life Begins at Forty.™ *

For well over 40 years, he said, '‘broadcast television has
been providing a free service to all Americans. regardless of
social or financial status. How many of the new technologies
will be provided free to all Americans?”’ How many of the

new technologies, asked Fritts, are willing to serve the public
interest? **We believe it is the duty of regulators and legisla-
tors to recognize the unique benefits of our system of free
television and nurture that system, even as they make adjust-
ments necessitated by the march of technology.”’

He appeared confident that legislators and regulators under-
stand that the system of free over-the-air television ‘‘works
well, serves our nation, and far from heading for the scrap
heap, is ready for a new generation of public service.”’

Said Fritts in closing: **Let the naysayers pontificate at their
own risk. Life does begin at 40 and, as long as the competitive
environment is fair and balanced, we're ready to take on all
comers.”’ -KM

MOONEY SIZES UP CABLE BILL EFFORTS

think it's still possible to get a cable bill this year, but

controversy seems to be increasing rather than diminish-

ing,”” National Cable Television Association President
Jim Mooney told the Interface audience. He said it boils down
to one thing: *‘a basic conflict between those who see a limited
number of problems they want to fix and those who effectively
want to restructure this entire [cable] industry.”*

Mooney shared his assessment of the legislative situation
following passage of a comprehensive reregulation bill two
weeks ago by the Senate Commerce Committee (BROADCAST-
ING. June 11). The bill poses many problems for the industry:
foremost among them is a section that would require cable
programers to make their product available to cable competi-
tors such as DBS, wireless cable and the home dish industry.

He said NCTA was willing to ~*work with the process.”” but
that it can't accept a major rewrite of the Cable Act. "*We
came very close [in the Senate Commerce Committee] to
working out a bill which even if the cable industry could not
support. it certainly would have been much less draconian than
the original staff draft which was circulated earlier in the

(X}

year.

Braluasiog bl blarlne

F-Sn panel: Fritz Attaway, Richard Con,_lim Hedlund, Jay Kriegel, Preston Padden, Joe Waz; Rich Frank (Foreground)

The cable industry does not welcome rate reregulation in
any form, said Mooney. Yet the Senate bill, which calls for
regulation of a broadcast tier of service, is a ‘‘considerable
improvement’’ over the original draft, he said. Moreover, the
old draft changed the renewal provisions of the Cable Act, but
the new bill made only minor changes, said Mooney. And the
video dial tone provision was dropped, another plus for cable.

**Still it’s our view that the bill went too far for our industry
to accept,”’ said Mooney. He cited the most troubling areas
with the measure. He said the must carry provisions give
broadcasters **much more than I understand they asked for. It
seems to be anomalous and a bit mysterious that it should give
commercial broadcasters so much, yet public broadcasters
didnt get their provision worked in at all.”’

As for the issue of vertical integration, Mooney said both
the Justice Department and the National Telecommunications
and Information Administration have looked at vertical inte-
gration and concluded that while there is probably some poten-
tial for a problem there—as there always is whenever vertical
integration appears in any industry—there doesn’t seem to be
any '‘ascertainable problem.’” Yet the Senate bill, he said,

takes part from the audience
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directs the FCC to pass a rule limiting the number of channels
any one cable programer can occupy on a cable system.

Language mandating that programers extend bulk discounts
to any cooperative buying organization also presents prob-
lems. he said. All of these things give our companies "*a great
deal of heartburn.”” But what really pushed it over the edge for
cable. said Mooney. was the access to programing language.

It has been suggested that we at the last minute asked for
an exemption from the antitrust laws. No such thing was
intended. | don’t think it would be helpful to go into an
elaborate discussion of who shot John.™" said Mooney.

NBC and Fox want to go into the subscription television
business but want to do so without using their NBC and Fox
programing or their NBC and Fox programing wherewithal.
the NCTA president argued. ‘*They want a law passed that not
only gives them mandatory access to cable programing. but

also does so under regulated terms and conditions. ™’

He continued: **l could be wrong about this. but in the end [
don’t think that dog is going to hunt. We will very strenuously
oppose the creation of a policy such as that which would
punitively single out cable as being singularly unable to en-
gage in exclusive distribution arrangements which our compet-
itors are allowed to engage in.™”

The process has just begun in the Senate and is by no means
over. he said. adding that NCTA will continue to **politely but
as forcefully as we can express our views and see if we can get
a more balanced piece of legislation.’* Mooney said his indus-
try has **high hopes’" that the House bill will be more *tightly
drawn and somewhat more balanced.”” The FCC will likely
have a constructive role in this process. he said. and *‘you
have the administration. which at this point is not terribly
enthusiastic about a lot of these things.™” -KM

CAUTIOUS OPTIMISM FROM CABLE OPERATORS
ON CABLE-BROADCAST RELATIONS

ipant Cablevision Systems stands on cable program

access legislation became apparent at a CEO panel at
the Broadcasting/Cable Interface. Also evident: the continued
wariness between the broadcast and cable industries over must
carry and retransmission fees.

Charles Dolan, chairman of Cablevision Systems. said he
was not pushing efforts, as NBC and Fox have. to have
language included in cable bills mandating that cable program-
ers sell to Ku-band DBS operations. Dolan, who wears both
cable operator and programer hats. said: **We want the right to
enter into exclusive deals in return for maximum distribution.
It is sufficient to have it in our own medium.’* he said. as any
programer wants full access to the market. but he didn’t feel

A clearer idea where cable operator and Sky Cable partic-

the need to have it cross mediums. He encouraged the cable
industry *‘'to be self confident in our technology.”" Speaking
for Cablevision, he said, **We don’t insist on access’* for Sky
Cable. It's his belief. however, that cable programers will
want to sell to Sky Cable to extend their market reach. He said
he entered the partnership never expecting access would be
mandated, and lack of mandated access wouldn’t stop him
from going forward.

Dolan was asked what programing would fill up Sky Ca-
ble’s 108 channels. After mentioning the existing Rainbow
services, he said there were dozens more in his idea bank
**which are no more significant than the audience they serve.’”
But he also said he hoped risktakers would step forward and
discuss other programing ideas.

Key staffers: Toni Cook, David Leach, Larry Irving, Robert Pettit, Charles Schott, Roy Stewart
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Financial and economic forecasters: Jerry Agema, Paul Bortz, Phillip Hogue, J.
Patrick Michaels Jr., John Reidy, Joseph Sitrick

The wariness with which the cable industry has greeted Sky
Cable mirrors the concerns broadcasters and cable operators
have as both partners and competitors in the same universe.

Ward Huey, vice chairman, Belo Broadcasting, said the
relationship between broadcasting and cable was *inextricably
interwoven,’” that the two sides had *‘a great many common
interests’” and that the differences would not be as great in
years to come.

Huey said the real issue for broadcasters was one of inequi-
ty, a point that the two other broadcast panelists, Ken Elkins,
president, Pulitzer Broadcasting, and Milton Maltz, chairman,
Malrite Communications, pushed further.

““Cable can’t grow any further without destroying broad-
casting in its present form,”” said Maltz. There needs to be
either regulation or competition, he said. Still, Maltz said he
was ‘‘cautiously optimistic’” about the future relationship be-

FCC Commissioners Ervin Duggan and Jim Quello

tween the two industries. Elkins said
cable was not viable without broadcast
programing and he raised broadcasters’
property rights issue.

Robert Miron, president of Newhouse
Broadcasting, said a must carry compro-
mise could be crafted, but he was con-
cerned that if it went too far the courts
would throw it out. Channel positioning
may be included *‘in some fashion,’” he
said, but such language could also show
favoritism and it ‘‘may be difficult to get
that by the court.””

Must pay, he said, was ‘‘way off
base.”” But the broadcasters brought up
a retransmission fee component to the
must carry debate, with Huey saying
broadcasters should have the right to
choose either must carry or no must car-
ry but retransmission fees from the cable
operators.  Otherwise,  broadcasters
would continue to be hampered by hav-
ing only one revenue stream, the broad-
casters argued. And Elkins said he
would oppose any must carry agreement
that precluded broadcasters from gaining
retransmission fees in the future.

The creation of broadcast tiers also
received some comment, with Maltz
criticizing such tiers if they are priced at higher than a few
dollars. If it is priced at $12.95 or $15.95, he said, ‘‘what you
have is bait and switch.”’

Joe Collins, ATC chairman, said that ‘‘the practical effect
of a broadcast basic tier is to give the broadcast industry pretty
much everything it has been asking for,”” with all the broad-
cast signals on the VHF band.

Cable operators struck slightly different tones on the need
for a cable bill this year. Miron said: ‘‘We don’t believe a bill
is necessary,’’ but that ‘‘if we can work something out that
protects the consumers’’ and doesn’t substantially harm the
cable industry, ‘‘we ought to be talking.”” Collins said.

Huey did join the cable operators in expressing concern over
telco entry. Huey said telcos *‘should be restricted very care-
fully to common carrier status.” -Ms

Broudcast/Cable Interface continves on page 72.
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avid Manson is executive pro-
ducer, Against the Law, from
Sarabande Productions in associ-

ation with MGM (Fox, Sunday, 10
p.mi.). Manson, a veteran producer and
writer of long-form television and theat-
rical films, is taking on his first prime
| time series in Law. Manson, 38, pro-
duced the award winning mini-series. A

| Rumor of War, and is now reunited with
one of that project’s stars. Michael

' O’Keefe, who plays the contrary lawyer
Simon Mac Heath in Law. The show

| revolves around Mac Heath, who, Man-
l son said. ‘‘*has a world class authority
problem.” Manson, 38. who also wrote

Clockwise: The Flash; David Mirkin and Chris Elliou; Coleman Luck

- THE READY FOR PRIME TIME PLAYERS

Fifteen first-time executive producers are making their prime time
series debuts in new shows this season, with several more veterans
| returning dfter a season or more away from the action. Below is
part one of a special show-by-show roundup (new shows only) of
the new and reemerging executive producers in prime time.

the film, *Birdie." said there are defi-
nite parallels between the program and
Fox. Mac Heath is illegitimate, notes
Manson, while ‘*many consider Fox the
bastard network. The network has culti-
vated an image of contrariness and re-
bellousness, traits that apply to Mac
Heath.”
4

First-time executive producer Candace
Farrell fcels strongly about Babes, her
project for Fox (Thursday, 8:30). Far-
rell, who was previously head of mar-
keting at ABC. where she worked close-
ly with Brandon Stoddard. calls the

36 Programing

show one about ‘‘self-esteem. I'm tired
of seeing perfect women in pilots. and
shows that are not about real feelings.”
Babes focuses on the trials and tribula-
tions of three *‘large”™ women in New
York. ““I'm real passionate about the
media making people feel bad if they’re
not pertfect,”” Farell said. “*Most women
don’t look like Christie Brinkley. and
it’s about time they stopped feeling bad
that they don't.”” Babes was developed
with Sandollar Television. passed on by
ABC, and sold to Fox. '‘Their ethu-
siasm has been terrific.”" she said.

L 4
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Richard DiLello, executive producer,
creator, DEA, from Lorimar Television
in association with Dark Ink Inc. Pro-
ductions (Fox, Friday 9 p.m.). After
serving as supervising producer for Mid-
night Caller its first year. Richard Di-
Lello returns to prime time series TV
with a show about the agents on the
front line in the war against drugs. Di-
Lello said he'll create a hybrid format
for the show that wili combine elements
of documentary (including newsreel
footage and interviews) with drama. *‘l
didn’t want to do a drug bust of the week
kind of show,’ said Dilello. He said
the U.S. Drug Enforcement Adminin-
stration will have no official role in the
program, but has assisted the producers
in preliminary research. He said former
DEA agents will serve as consultants on
the program. Dilello wrote and pro-
duced the made-for-TV movie Popeve
Dovle and wrote the 1983 theatrical
‘‘Bad Boys."’

L 4

The Fanelli Boys, produced by Dis-
ney for NBC, is the first television pro-
ject from KTMB, the company formed
by writer-producers Barry Fanaro,
Mort Nathan, Kathy Speer and Ter-
ry Grossman. ‘‘We had been with
Witt Thomas Harris for almost ten
years,”” Fanaro said. **We did Benson.
then 102 episodes of The Golden Girls,
and decided it was time to do something
new.’’ The four left and came to Disney
in partnership with their new company.
After failing to cast a show they had
created called Anna, **we got a call from
Brandon Tartikoff, saying he had an
idea we might like,"" said Fanaro. This
idea was the basis for The Fanelli Boys,
a comedy centering on an Italian family
comprising a widow, her four sons, and
the family funeral home. KTMB will
serve as executive producers as well as
writers on Fanelli, whose pilot was di-
rected by sitcom veteran James Bur-
rows. and the writing staff will also in-
clude Treva Silverman, ‘‘who did the
first five years of The Mary Tvler Moore
Show,”’ said Fanaro.

L 4

Danny Bilson and Paul de Meo are
executive producers of Warner Bros.’
The Flash (CBS Thursday, 8 p.m.}. a
one-hour science fiction series in
Warner Bros." continuing effort to de-
velop co-owned DC Comics characters
{a la ‘*Batman’’). Bilson and de Meo
know science fiction. They spent the
mid-1980’s working for Los Angeles-
based B-movie house, Empire Films,

producing films such as ‘‘Zone Troop-
er’” and ‘*The Eliminators.”” For the last
four years they have been developing
pilots for Warner Bros. Television, in-
cluding CvberForce and Human Target,
the latter a project still pending at ABC.
With The Flash, Bilson, 34, and de
Meo, 37, are producing their first prime
time show. According to Bilson, they
will take the show in the ‘‘revisionist’
direction super heros have been heading
in recent years. ‘‘We hope to make it a
fairly dark and sophisticated show,”
Bilson said. The Flash will have a two-
hour pilot, currently in production, that
is budgeted at $5 million, making it one
of the most expensive pilots ever. The
question will be whether the series can
sustain the level of high quality special
effects of the pilot on a weekly budget of
about $1.5 million.

L 4

Coleman Luck and Robert Lieber-
man are executive producers on Lori-
mar Television’s Gabriel’s Fire (ABC,
Thursday, 9 p.m.). When ABC secured
a commitment from James Earl Jones to
do a series, the network commissioned
both a sitcom and drama script. The
drama, written by Coleman Luck and
Jacqueline Zambrano and directed by
Richard Lieberman, won out. Jones
stars as an ex-con who goes to work as
an investigator for a high society lawyer.
Luck and Lieberman are teaming to pro-
duce this series for Lorimar, where Luck
has been developing projects for the past

year. Before that, Luck was with Uni-
versal Television, where he spent four
years as senior writer and co-executive
producer on The Equalizer. Lieberman,
who will also serve as director of Gabri-
el's Fire, has directed a number of
made-for-television movies, as well as
episodes of thirtysomething and Dream
Street.
*

David Mirkin, 33, is executive pro-
ducer of Get a Life, New World Televi-
sion (Fox, Sunday, 8:30 p.m.). After
two years in ‘‘development land,”” Mir-
kin, 33, has emerged as executive pro-
ducer of the ‘*buddy’’ sitcom starring
Late Night With David Letterman veter-
an Chris Elliott as a 32-year old ‘‘head
paperboy,”” and his best friend, who has
opted for a more traditional career. The
show is in association with Mirkinvision
and Elliotland Productions. Mirkin
served as executive producer of Newhart
in 1986-88. He then produced a pilot for
MTM, featuring Elliott, called Oh No,
Not Them. *‘It didn’t work out for him
on that show,” Mirkin said of Elliott.
“‘But we became great friends’’ Mirkin
said the show will have something of a
late night feel to it.**We'll never break
the fourth wall,”” said Mirkin, as for
example Garry Shandling did in talking
to his audience. ‘‘But we will fool
around in terms of form.”> Mirkin, 33,
studied to be an electronics engineer,
then switched to film school and went on
the standup comedy circuit between sub-
mitting scripts to producers.

PBS’S NATIONAL-LOCAL BALANCING ACT

PBS President Christensen looks at programing the 90’ s

remade Public Broadcasting Ser-

vice will lay out its plan for the

next decade before member sta-
tions at the Loews Anatole Hotel in Dal-
las this week. June 17-21. For the first
time, public TV general managers will
meet jointly with programing. advertis-
ing and promotion and development
managers. An estimated 1,400 attendees
will debate recommendations from
PBS’s National Program Policy Com-
mittee on how PBS should use its newly
centralized funding and power to devel-
op, schedule and evaluate national pro-
graming. PBS President Bruce Christen-
sen shared his thoughts on the meeting
and those issues with BROADCASTING.

In the recommendations draft sent to PBS
member stations earlier this month, there
appears to be an emphasis on gaining and
keeping prime time audience and a call for a
mix of ratings and qualitative measures of
success. What do you say to critics who say
public TV should divorce its policies and plan-
ning entirely from quantitative oudience
measure?

It's simply unrealistic to believe you can
spend the amount of money public tele-
vision is spending and not be interested
in knowing how many people are watch-
ing. While looking at an overall audi-
ence, we also want to know the makeup
of that audience. Are children’s shows

Broadensting Jun 18 1990
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shows being watched by kids and their
families? Are programs we're producing
for various age levels and categories of
people being viewed by those people?
We’re interested in whether or not we’re
serving our various publics. The quanti-
tative ratings allow us to at least judge
the house and who's in it, and the quali-
tative material we are looking at will
allow us to judge or measure how effec-
tive the programs are at meeting the
specific needs of those audiences that we
have.

CPB President Donald Ledwig has suggested
that public TV need only build on its estab-
lished programing “niche.” Is public TV o
niche or diverse programer?

Our niche has always been as an alterna-
tive to commercial services, whether ca-
ble or broadcast. The alternative public
TV offers is not necessarily by type of
program, but by the method used to de-
termine what programs get produced and
put on the air. We’re interested in find-
ing programs that meet the needs of the
public. The alternative we offer is a non-
commercial basis for determining what
programs we’ll put on the air. That often

Christensen

gets lost in the debate about what is
going on in the whole media mix. Non-
commercial television is essential in that
mix.

The recommendations suggest an urgency

s hown above with Action for Chil-
dren’s Television President Peggy
Charren are some of the winners of
ACT’s annual achievement awards for
excellence in children’s programing.
They are (I-r) Curious George, of The
Disney Channel’s Lunch Box; CNN
Newsroom anchor Brian Todd; Bob
Glover of WHDH-TV Boston’s Ready to

CHILDREN’S CHAMPS

Go; Frank Converse, Wonderworks,
wQED(TV) Pittsburgh; Charren; HBO’s
Babar; Michael Cowper, First Lady of
Alaska, for ‘‘Look to a Book’" public
service campaign, and Steve Bell,
Maryland Public Television’s Time-
line. The 18th annual awards ceremo-
ny was held June 6 at the Charles Hotel
in Cambridge, Mass.

about economic survival. Is that at stake for
public TV in the 1990's?

I don’t think so. I think that what is at
stake are not the form and function, but
the various ways in which we will ad-
dress the public need for a public good.
Questions we’ll be addressing have to do
with what programs ought to be deliv-
ered by public service television that
will be needed by the people in the Unit-
ed States.

The important part of our well being
has to do with the diversified nature of
our funding mix. The corporate side is
growing at about the rate of inflation.
Our public support continues to grow -
each year. This last March [pledge
drive] was not as good as we would have
liked it, but overall about half of the
country has given at one time or another
to public television. I think we can and
should do better in getting money from
our various viewers in ways that may be
different from ways we’re using at the
present time. I think public television
needs to work carefully at developing a
long-term endowment or at creating en-
dowments at various stations for their
institutional support.

Will any element of the recommendations
arouse more dehate or require more clarifica-
tion than others?

According to preliminary results we’ve
gotten back from the stations, the issue
we're probably going to need to spend
more time on is the accountability mea-
sures—how do we hold the chief pro-
graming executive accountable for deci-
sions that are made—and more
clarification on what kinds of assurances
they [the stations] have that their unique
needs will be considered when decisions
are made about programing.

What would you most fike to hear attendees
saying at the end of this meeting?

We'll be talking for a week about the
core, or national, services provided by
PBS. But those services are only a part,
and in some cases a small part, of the
package delivered by our stations to
their communities of service. I would
like them to feel that we have under-
stood their needs, that the proposals
we're putting on the table respond to
their needs. 1 would be very pleased if
they said: ‘Yes, PBS understands us.
They ve provided a plan that we’ve been
looking for that meets our needs and
allows us to better serve our communi-
ties,” where, really, public television has
its impact.
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PROMOTION EXECUTIVES COMPARE NOTES ON WINNING
VIEWERS AND INFLUENCING PEOPLE

CBS/Broadcast Group president tells promotion executives

at annual BPME/BDA convention in Las Vegas that they are key
players in the fight for a divided viewership

elivering the opening keynote ad-
dress of the Broadcast Promotion
& Marketing Executives and
Broadcast Designers Association Con-
ference in Las Vegas last week, CBS
Broadcast Group President Howard
Stringer said the 1990’s will be the
“key’' decade in which marketing and
promotion will plunge CBS, the other
major networks and local broadcasters
into a battle for viewers in an increasing-
ly fractionalized television marketplace.
Although ABC. CBS and NBC have
seen continuing erosion of their viewing
audience, Stringer questioned Ted
Turner’s assessment that the 1990’s will
be the decade of cable. The networks, he
said, “‘retain mass appeal despite the
heightened competition. With the aver-
age household able to choose from 20
channels,”” Stringer said, “*each one of
us in this television chorus must sing a
bit louder to have his voice heard.”
Stringer told the 2.837 opening day at-
tendees (approximately 300 more than
last year’s conference in Detroit).
Stringer said that CBS, which finished
i third place last season and second in
last May’s sweeps, didn't have a *‘repu-
tation for the opportune overture or the
right riposte.’” but complained that the
natwork is now being criticized for its
$1.G65 billion Major League baseball
contract when CBS *'should have beer
applauded for our readiness to gamble
on the future of network television.™

The network, Stringer said, is relying

on the advertising and promotion depart-
ment to again increase fall premiere
sampling. While George Schweitzer.
vice president, advertising and promo-
tion, launched CBS’s first cross-promo-
tion with a major retailer, K mart, with
early success this season. the 1989-90
prime time lineup failed to sustain long-
term sampling. Nonetheless, Stringer
characterized Schweitzer’s department
as ‘‘pioneers’” who have ‘’changed the
face of marketing network television.™
Stringer said that CBS’s top execu-
tives are budgeting larger promotions.
“In an around-the-clock medium like
American  television—wherein  one
show’s success rests, in large measure.

on the program that precedes it—support
for that interdependent link of time peri-
ods called a schedule is key. We've got
to promote all our shows. Weak or
strong. Stellar and, yes, stillborn.™

And rather candidly. Stringer said that
marketing efforts must “‘respect’” the in-
telligence of the audience in order to
change their attitudes. *"It may not al-
ways appear that we do know, never
mind respect. our audience. I'm quite
sure you've often, shall we say, won-
dered at some of our selections. It is no
wonder. however. that what you have
shown us is that nothing is as short-
sighted as underestimating the public.™

Finally, Stringer emphasized the im-
portance of creating *‘new habits’" and
“brand loyalty’” with effective local
promotion and by promotion executives

Stringer

versed in product development. news.
research. sales. marketing. technology
and audience tastes. —MF

PROMOTION: THE HOOK AND NICHE

Programing executives talk about increasing sampling
and carving out niche in crowded marketplace

T he positioning of programing in an
increasingly competitive television
marketplace was a common thread in a
number of sessions and workshops at the
BPME & BDA conference. Last Tues-
doy’s ““Friends in High Places™ provid-
ed a forum for that topic for a number of
top executives.

David Salzman. president of Lorimar
Television, the largest producer of prime
time programing with 1! series for the
1990-91 season. questioned why the
1990°s had been billed in sther sessions
as the decade of marketing. From his
perspective. the networks and the m: jor

Hollywood studios have been promoting .

heavily *‘for the last 20 or 30 years.”
but he said neither group has been able
to tigure out what to do about the **sam-
pling crisis”” plaguing the broadcast
networks.

*We did an expensive white paper
research study and found that 27% of the
audience would only sample a network
show no more than three times.”” said

Salzman. who suggested it would take a
combination of programing and market-
ing moves to increase that sampling. Re-
ferring to Fox Broadcasting Co.’s deci-
sion to counter-program The Simpsons
against NBC's The Cosby Show Thurs-
day nights this fall. Salzman said *“even
if you are with one of the other net-
works. I think this will create a height-
ened interest in network television and
cause spillover viewing into other eve-
nings. These types of strategies should
help increase sampling.”

Calling Fox Chairman Barry Diller a
**very intelligent man who knows how
to go for the jugular™ with The Simpsons
and Married...with Children performing
soli’*7 on Sunday evenings this season.
Joel Chuseman. former chairman of
Post-Newsweek Station Group, echoed
Salzman’s sentiments that FBC's ag-
gressive scheduling is bringing more
viewers to the TV sets.

Creative marketing. according to
Salzman. was responsible for *‘building
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early sampling’’ for ABC's hour drama,
Twin Peaks, this season. He said the
David Lynch-produced drama of
**quirky, colorful characters’ topped
out at an I8 share when it ended its
midseason run, bettering its 12-share av-
erage during its eight-episode run.
*‘Certainly Twin Peaks is strong enough
to make a return next season,’” Salzman
said.

pan, president and CEO of Rainbow

On the subject of numbers, Josh Sa-.

Programing Services, pointed out that
given the vast array of basic cable and
premium cable services, any one cable
channel may average only a .6 rating
and occasionally a | rating.

“If a cable promotion executive be-
comes confined to think about rating
points, which are slivers compared to the
networks, they are missing the point that
brand over loyalty has to be promoted,”
said Sapan, who heads up Rainbow’s Bra-
vo and American Movie Classics basic

channels. “*With a cable network like the
The Cowboy Channel launching soon, it
will have to compete against similar pro-
graming on The Nashville Network, so
tighter market niches are developing in
cable. In 1994, the planned launch of Sky
Cable will potentially offer 100 channels,
which my parent company, Cablevision,
and other partners, are banking on will
work as an adjunct to cable. If the 1990’s
will be the era of marketing, we are going
to need more specialists.” —MF

alph Guild, chairman, The In-

terep Radio Store, New York,

has a vision that radio’s share of
total national advertising sales will jump
from 7% of the market (or $9 billion)
this year, to 9% and $19 billion in reve-
nue by the year 2000. That prediction
comes despite his observation that radio
showed no real growth in the 1980°s.

If there is to be increased sales reve-
nue in the 1990’s, Guild pointed out
during a luncheon address last week at
the Broadcast Promotion and Marketing
Executives/Broadcast Designers Associ-
ation conference in Las Vegas, market-
ing and promotion executives will have
to take center stage over radio ad sales
executives. ‘‘The era of the salesman
dominating radio is coming to an end

and the decade of the marketers is begin-
ning,”” he proclaimed. Even though
Guild estimated that radio accounts for
40% of all advertising media consump-
tion, he said the growth in the number of
stations from 7,500 in 1980 to over
10,000 currently has led to **cutthroat’
pricing practices as the result of increas-
ing competition.

In such an environment, Guild envi-
sions a business where stations could sink
into a sea of red ink, scaring away future
investors because of growing operating
costs. *“Until radio is perceived as a viable
primary medium by the advertising com-
munity, we will continue to be the fill-in
medium,”” said Guild, whose rep compa-
ny is based in New York. ""As long as we
continue to compete with one another on

GUILD CALLS 1990 DECADE OF MARKETERS

Sales executives will take back seat to promotion and marketing staff

price alone, we will be seen only as the
low-cost medium. Radio cannot simply
sell its way to success.”

Enter the marketing professional. To
reach that 9% share of the ad market,
Guild is recommending joint marketing
efforts among leading broadcasting
groups, full-service rep companies, net-
works, syndicators and local radio sta-
tions to ‘‘market the unique strengths of
each radio distribution system and com-
pare favorably radio’s strength over oth-
er media.”’

In fact, Guild revealed that Interep will
be promoting an ‘‘industrywide partner-
ship for growth,”” which he plans to detail
at the upcoming National Association of
Broadcasters’ Radio '90 convention in
Boston (September 12-15). -MF

PROMO PIECES

A mong the highlights from the syndicator workshops at
the BPME/BDA convention were the following:

Buena Vista Television's two-hour animated children's
block, The Disney Afternoon, will be supported by ‘*Chara
Van’’ character local promotional tour and The Disney Store
retail merchandising tie-ins, in addition to Disney theme park
and hotel promotions for fall 1990 first-run strip. McDon-
ald’s and Kellogg have also signed to cross-promote.

Twentieth (Fox) Television Syndication announced major re-
launch campaign of [2-year-old, off-network strip,
M*A*S*H, culling never-seen promotion trailers from Fox
film vaults and instituting national trivia contest for stations
to coordinate locally.

Columbia Pictures Television detailed promotional plans for
1990-91 off-network debut of 227, with merchandising tie-
ins and music video promo trailers in which client stations
can electronically insert on-air talent to cross-promote locally
produced shows.

Warner Bros. Domestic Television Distribution, which coordi-

nated workshops for three first-run programs and four fall 1990
off-network series, said animated strip, Tiny Toon Adventures,
has worked half-hour special premiere deal on CBS prime time
schedule during week of September 3-10, prior to its national
syndicated rollout that month. J.C. Penney and Toys 'R’ Us in-
store promotions this summer will complement Major League
Baseball national tour promotion.

MQA TV’s first-run late night comedy strip, My Talk Show,
produced in tandem with Imagine Television, will conduct
national ‘‘Casting Couch’’ promotion, inviting viewers to
donate their sofas to program, with five finalists to be flown
with couches to Universal Studios, Hollywood.

ITC Distribution Group is launching $2 million pre-launch
campaign for game show strip, Tic Tac Dough, instituting
“*scratch-off’” game card contest with local retailers and in-
home game to build viewer awareness. Half-hour has cleared
70% of country.

International Broadcast Systems, Dallas-based international
distributor, announced first-run two-hour special, A
Laugh!/A Tear!, for broadcast in fourth quarter 1990.

40 Programing

Broadcasting Jun 18 1990




L

" BC won the prime time week ended June 10 with a

10.8/20. a full rating point ahead of second place CBS
with 9.8/19, which edged out ABC's 9.7/18. The three-net-
work share for the week dropped to 57%. a reflection of the
reruns that have kicked in for the summer season. Broadcast
year to date (since Sept. 18, 1989), the three-network share

" RATINGS ROUNDUP

has averaged 65%.

A new NBC comedy, Seinfeld Chronicles, tested well in the
Thursday 9:30 p.m. slot, winning its time period and finishing
eighth among all prime time shows for the week, with 14.2/24.
A special Wednesday broadcast of CBS’s 48 Hours at 10 p.m.
showed a spurt in the ratings, finishing 10th with a 13.7/26.

| Week 37 June 4-lune 10 |
Ist column tells rank. 2nd column telis position compared to last week: ¥-Down in rank from last week. A-Up in rank from last week,
B-Premiere broadcast. ®-No ranking change. 3rd column tells rating. 4th column tells network. Sth column tells show.
1 4 16.829 A Roseanne 28 A 11721 A Primetime Live 57 v 8.2/14 N Hogan Family
| 2V 15427 N Cheers 31 v 11624 A Family Matters 58 v 8.0/17 C 48 Hours
3 A 14729 N Cosby 32 v 11.5221 N Midnight Caller | 58 A 8.016 N Nasty Boys
3 A 14.7124 C Designing Women 33 v 11.321 N Sunday Movie: Gremlins 60 A 7.7/14 N ALF
5 A 14.6/29 N Unsolved Mysteries 33 v 11321 A Who's the Boss? 60 A 7.7/17 N Amen
6 A 14.427 N A Different World 35 A 10921 A Just the 10 of Us 62 v 7.6/14 A Father Dowling
7V 14224 N Seinfeld 35 v 10.9220 N Matlock 63 7.5/15 A Movie: Prizzi's Honor
7 v 14.230 C 60 Minutes 37 v 10.820 A Doogie Howser, M.D. 63  7.5/15 C Movie Spec.: Rangers
9 A 13.8723 A Coach 37 v 10.820 C Jake and the Fatman 65 A 7.4/16 N Baywatch
10 13.726 C 48 Hours Spec. 37 v 10.8/22 A Perfect Strangers 66 v 7.1/14 N Hardball
11 13.528 N Golden Girls 40 v 10.6/19 N L.A. Law 67 v 7.0/13 F Amer. Most Wanted
12 A 13.4/22 C Murphy Brown 40 A 10.6/19 C Rescue: 911 68  6.6/16 N My Two Dads
13 v 13.324 F Simpsons 42 A 10.5/19 C Major Dad 69  6.5/14 A Seaworld/Magic
[ 14 413226 A 20120 43410422 NFM 70 A 5914 C Paradise
15 v 13.1/25 A Amer. Funniest Videos 44 v 10.3/20 A Head of the Class N A 5.6/11 C Tour of Duty
| 15 13.1/23 C Movie: Trouble...Paradise 45 v 10.2/18 F In Living Color 72 5.5/11 C Beauty & The Beast
15 13.126 N Empty Nest 46 v 10.1/21 A Growing Pains 73 5.211 C America: C. Brown
15 A 13.1/22 N Heat of the Night 47 97117 A Red Cross Test 74 A 5.0/12 A Mission: Impossible
19 v 12.822 F Married... With Children 48 v 9.6/16 A Movie: Her Secret Life 75 4911 C Are You Kidding?
20 ® 12.6/25 N Singer & Sons 49 Ao 9.518 N Quantum Leap 75v 499 F Booker
21 v 12.5/22 A Wonder Years 49 A 9.5/17 C Sydney 154 499 F 21 Jump Street
22 v 12.3723 C Murder. She Wrote 517 9.4/17 A Macgyver 7B 4.6/9 C Normal Life
23 A 12.2127 A Full House 52 A 9.2/19 A Mystery Movie: Columbo | | 794 4477 F Alien Nation
23 12.224 C NBA Finals Game 2 53 A 9.0/16 C Dave Thomas Show 79y 4410 F Cops
25 A 12.021 N Dear John 53 A 9.0/16 A thirtysomething 79 v 4.4/10 F Totally Hidden Video
26 11922 N Night Court 55 A 8.5/17 N Disney: Emest/Camp 82 4.29 C City
27 11.822 C NBA Finals Game | 56 8.4/16 A Int'l Rock Awards 83 3.317 F Outsiders
28 A 11.720 N Movie: Double Standard 84 o 2.0/4 F Open House
28 A 11.720 C Newhart 85 A 1.94 F Tracey Ullman
|
| FREEZE FRAMES: Syndication Scorecard * Week ended June 3
Rank Progran (Syndicarar) Rig  Stns Covg  Rank Program (Syndicatoi) Rig  Sins Covg
I Wheel of Fortune, syn. (King World) 12.1 231 98 9  Current Affair {2(th Century Fox TV} T 18005
2 Jeopardy! (King World) 10.6 210 96 10 Wheel of Fartune, wknd, {King World) 7.0 209, 93
3 TV Met Movie 9.0 163 94 1I Pegasus Il (Televentures) 2 R A .
4 Ent Tonight Spec. (Paramount) 8.4 175 96 12 Geraldo Spec (Tribune) 85 156 84
4 Star Trek: Mext Generation (Paramount) 8.4 235 98 13 ITC Premiere (ITC) &4 B3 87
6 Cosby Show (Yiacom) 7.8 199 97 14  Donshue (Multimedia) 5.0 220 07
T Oprah Winfrey (King World) 7.7 200 96 15 Geraldo (Tribune) 48 186 B6
%  Entertainment Tonight {Paramount) 7.4 177 97 15 People’s Court {Warner Bros. Domestic TV) 4. 173 B8
* Migken weekly pocketpicts Source: Mietsen and Broadeasting's own research.
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RADIO

USING TV TO BUILD RADIO STATION IDENTITY

The aural medium finds television is effective way to woo listeners

I romotion and marketing is the
name of the game for radio sta-
tions in the 1990's. according to

industry executives. As more stations

draw from the same pools of music and
talent. the sounds emanating from the
transmitters become more homogenous.

I “*Radio is a parity product.”” says
Wayne Campbell, vice president of mar-
keting for Nashville-based Film House

| Inc., "*at least certainly in the minds of
the listeners.”” The broadcast marketing
service firm makes a living by creating

l campaigns designed to promote radio
stations. “*Of course. we in the business
care, know and understand the differ-

i ences between stations.”* said Campbell.

*but the public does not.™"

In Campbell's estimation. television
is **the most persuasive way"" to effect
that change in perception in listeners’
| minds. ““The difference in parity prod-

ucts is always going to be marketing.”

he added. *'It becomes more important

with a product like radio. which is es-
sentially a utility.™

Liz Randall. vice president. market-

ing and client services. Chuck Blore &

| Don Richman Inc.. agrees with Camp-

bell. “*For impact. there is no substitute

for television,”* she said. "It is one of

the most effective impact devices that

has ever been invented because you take

somebody's heart in your hand for 15

seconds and can really do wonderful

things.™
In spite of all the activity in station

| promotion these days, according to Bar-
ry Rosenthal. vice president. creative.
Boston-based Spotwise Agency. not all
the activity is desirable. **Unfortunately.
some things are not positive about the
way radio stations are promoting them-
selves.”” he said. “*Unfortunately. too
many general managers and promotion
managers are looking for a quick fix."”

[ A quick fix. he said. translates into
“‘throwing a television spot on for a
station and waiting for the ratings to go

| up.” What Rosenthal sees as necessary
for success is long-term thinking. **Sta-

| tions have to start thinking marketing for
the long run,”" he said, “*which means

l

Morning personality Tim Delponte jumps out of cake for Kiss 108, wxks-FM

Boston. Also featured in Filmhouse spot is Matty (In the Morning) Siegel,

morning personality for station.

you come out with not one. but two or
three custom spots and roll them out
over the period of time.””

For Rosenthal. there is no substitute for
a marketing plan and an advertising strate-
gy. The job of a TV spot. he said. is to
invite sampling. A station in a medium
market will spend $100.000 or more in all
media in a campaign. Rosenthal said, and
in a larger market anywhere from
$750.000 on up. **Yet the station will
want a syndicated spot because it is
cheaper. That is ridiculous. To think that
you can tag your logo onto a syndicated
spot for $5.000 and have it work in Cin-
cinnati just as it did in Los Angeles or
Miami is a little absurd,”” he said.

Small market stations with small bud-
gets do not have to opt for a syndicated
spot. insists Rosenthal. ** | would rather
see a very simple talking heads spot by
the [radio on-air] talent,”” he said.
“*Even in a small market, an operator
can go to the local television station.

play its on-air talent and have a little
fun. Even that would be better than a
syndicated spot in most instances."”

As Rosenthal sees it, the formula lies
in the power of the creative. Many sta-
tions will argue that they purchase syn-
dicated spots so that more money goes
into the media. he said. increasing the
frequency for the airing of the spot. *‘I'll
make an argument that the better the
spot,”” Rosenthal said, ‘‘the less you
have to air it. Instead of a $10,000 spot,
opt for the $30.000 spot,”” he added,
“*and what you gain in reach will more
than make up for what you've lost in
frequency.”’

I won’t say that a concept that some-
one else has done before is necessarily
bankrupt.”’ said Campbell. **but neither
can you just slap a logo on a spot and
have it work."" Campbell noted the frus-
tration of seeing stations spend *‘tens of
hundreds of thousands of dollars™ to
research their audience and the *‘vaga-
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ries’” of their market and then turn
around and “"buy this sort of one-size-
fits-all syndicated spot. ™

Ideally. said Rosenthal. stations need
to develop a ‘‘mission statement” and
then stick to it closely. The targeted and
direct etfect will break through the clut-
ter: “"Just the fact that you are on televi-
sion saying something in a consistent
way.”” he said. “‘sending a solid. clear
message in a creative way that gets
heard and seen—that can equal
success.”

“To get a synergistic effect.”” said
Randall. “'it is always good to use a
media mix.”" In her experience. televi-
sion has seemed like the choice for in-
stilling format change awareness and re-
couping old listeners, she said. **"When
we make a commercial for a radio sta-
tion, we never try to sell anybody any-
thing.”” she said. “*“We don’t think you
can. We try to give viewers an experi-
ence that they agree with emotionally.™
Randall said: *"People then take that mo-
ment and associate the good feeling they
had during your television commercial
with your product. And they will re-
member it longer if it is creative and
touches them.™

In comparison to outdoor and direct
mail. says Campbell, television is an
active medium. *‘[ think it is exponen-
tially more powerful to see the radio
personalities on television. to hear the
music. to get a feel for the energy and
fun of a radio station,”* he said. **When
you do television. you are looking to do
two things: You want to reinforce your
existing cume but you are absolutely
looking to build cume.™

Radio stations wanting to build cume
need to become smarter about advertis-
ing. says Rosenthal. **For people who
run an advertising medium.” he said.
“radio station people tend to be fairly
unsophisticated about advertising their
own product—the radio station.”

For Randall. Rosenthal and Camp-
bell. success depends not only on devel-
oping the overall plan. but in developing
the right creative for the television spot.
**Custom spots are 4 to 10 times more
expensive than syndicated, ” said Rosen-
thal. “*but. again. with the investment in
media some of these stations are mak-
ing. why short-shrift the campaign?”’

"It is a lot easier to break a balloon
with one dart than to throw a whole
bunch of darts at a board,”” Rosenthal
said. “*And the dart [ am talking about is
targeted-specific objective and goal.”
Most important for Rosenthal is a unique
selling proposition for the station—that
is, what makes it diiferent from every

T he spring 1990 RADAR report re-

veals that more than 96% of per-
sons aged 12 and over listen to or hear
radio during the course of a week. This
percentage translates, on a projected
basis, to 194 million persons, accord-
ing to numbers gathered for the RA-
DAR study. The report also reveals
that 159 million persons, or 79% of the
population, are reached by stations as-
sociated with networks measured by
the RADAR service. In an average
quarter hour throughout the week, al-
most 24 million persons listen to the
radio.

RADAR READINGS

The report shows that the FM audi-
ence share is 77%. However. accord- |
ing to RADAR, the average growth of
FM share between 1985 and 1990 has
been 1% per year.

Current RADAR results reflect radio
usage during the measurement year of
May 1989 through April 1990. Esti-
mates apply to persons 12 and older.
Monday-Sunday, total day. 1990 RA-
DAR studies are jointly sponsored by
the ABC, CBS. National Black. Sheri-
dan, Satellite Music, Unistar and
Westwood One Radio Networks, ad-
vertisers and agencies.

Currently. Campbell sees stations
moving toward marketing that is more
savvy. he said. and stations are using
television on what he termed a *strate-
gic tactical continuum.” **On the strate-
gic end.”” he said. “‘you have the fairly
institutional image-oriented work. and
on the tactical end, you have sale
advertising.””

Television addresses the aspect of
promotion campaigns designed to evoke
“top-of-mind awareness’’ in listeners as
well as the aspect of recycling listeners
into other station dayparts.  said

& B

Campbell.

Radio stations also need to use their
own on-air time. said Campbell, to the
best of their ability for self-promotion.
In the future. he would like to see great-
er numbers of stations bringing him mar-
keting problems.

“*Our job is to solve those problems
for you, " he said. “*Usually. our strate-
gy will include a television spot that is
very targeted toward the marketing ob-
jective and. most importantly. the mar-
ket you are in"'—and then added. “*but

not always.” -1C

|
: . Spotwise At = St
other station. he satd. [ potwise part-owner, VP, creative, Barry Rosenthal, on set of radio shoot .
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AIR WAYS

BPME’s Bert Gould:
marketing radio’s future

roadcast Promotion & Marketing

Executives President Bert Gould

has been “*on the stump™* for ra-
dio and promotion throughout his ca-
reer. In his new role as head of BPME,
Gould hopes to elevate industry aware-
ness of the importance of promotion and
marketing to the future of the Fifth Es-
tate. Said Gould: **Creating your niche
is marketing. and the station that realizes
that will succeed.”

Gould believes that success in the fu-
ture in large part will stem from "*find-
ing the right talent in promotion and
marketing—talent that is going to make
your station stand apart.”” Added Gould:

It has more to do with the value of

marketing than with the records. Every
engineer knows how to tweak the station
so that the sound works: every program
director knows where to put the stopsets.
Every sales manager knows how to mas-

£ asns'oﬁ'ﬁfé't"nm
buyers single station owners:
E%wmmmjmﬂﬂ

for _ear.ly.. .reglétr.atlon
discount.

Bert Gould

sage a ratings book to show his station
coming out in the most attractive way to
the advertiser.™* In other words. he said,
promotion and marketing is really the
only creative avenue left for radio
stations.

Radio stations overall. he said. are
slowly moving toward that realization.
**[ think they have a ton of catching up
to do.’” he said. *‘but [ think the market
is getting there. and if BPME does its
job right, we will help push it. hopeful-
ly, to the last step.””

For Gould, the point of BPME is to
raise the level of promotion in the indus-
try. “*If you look at the broad scheme of
BPME. " he said. **and not just focus on
the individual segments. you will see
that BPME has a tremendous amount to
offer to any radio station, not only in
this country. but worldwide.”* However,
he admits that BPME has **gone through
growing pains.”’ "‘As a result,”” Gould
said, **we may not have done as good a
job as we should have in spreading the
word.”" But the onus should not rest
wholly on BPME. he added. **lt is up to
radio stations and promotion directors to
decide to take advantage of what we
have to offer,”” he said.

Conversely, Gould thinks the organi-
zation should continue to increase its
efforts to market its services to radio
stations. He would also like to see the
organization build its radio membership
and more important, build support and
invite involvement from industry peo-
ple. Said Gould: “*Every time someone
calls to complain or to say we might not
be doing what they think we should be
doing, we need to then say to that per-
son: ‘Great, how are you going to help
us do that?" ** L .

The type of involvement Gould would

like to see goes beyond volunteering to
sit on a panel. he said. **“What we want
is for you to help us build a better panel.
We don’t want to preach to the choir.™"
he said. **We want people that can teach
talent and expertise so that the choir can
learn and grow.™’

Among the suggestions Gould has
for radio promotion people is to refo-
cus the questions they ask at panel ses-
sions and as employes. **For example,
we do sessions on the future promotion
director. Rather than ask how can I be
more involved in the operation of the
radio station, or how can | become a
more crucial employe. ask more ques-
tions along the line of how can I make
more money. Or. why does the sales
manager always get to be general man-
ager,”” said Gould.

Another oversight on the part of oper-
ators of television, radio and cable facil-
ities. said Gould. is to look solely at
thei