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19 / NAB BOARD
MEETING

The NAB board meeting

in Washington last week was
dominated by discussion

of cable and digital audio
broadcasting. The radio
board set up a special DAB
task force; the TV board
restated its support for cable
reregulation and discussed
the possibility of changing
the definition for must

carry to include a station’s
ADI, and the joint board
advised broadcasters to
restrain from airing sexual
and violent material.

21 / TCI-NBC
AFFILIATION?

John Malone, CEQ of the
No. 1 MSO, writes to NBC's
Robert Wright proposing
that TCI systems become

4 This Week

NAB in session

NBC aftiliates in
communities where there are
no licensed NBC

affiliates. But the proposal is
as much aimed at NBC
lobbying on cable
programing exclusivity as

at creating cable affiliates for
NBC.

22 / CABLE-BROADCAST
CROSSOVER

During the Public
Broadcasting Service's
annual meeting in Dallas
last week (see page 38), PBS
said that it, WGBH-TV
Boston, WNET(Tv) New York
and The Discovery

Channel are examining the
feasibility of launching a
noncommercial cable adult
educational network that
PBS President Bruce
Christensen said in no

way would compete with
PBS broadcast stations.

23 / (BS LATE NIGHT
PLANS

According to sources,

CBS executives will
announce this week at

their affiliates meeting that a
Norman Lear comedy and

a checkerboard of action-
adventure series will make
up the new CBS late night
lineup. However, the
network may find a skeptical
affiliate body and one that
has been buffeted by
syndicators since the
cancellation of The Sajak
Show.

24 / NAB DIARY

The National Association

of Broadcasters, in
association with Capital
CitiessfABC, NBC, CBS and

19 other broadcast ‘
entities, has developed a new
personal viewing diary it
hopes will improve audience
measurement. NAB has
asked Arbitron and Nielsen to
participate in national

field tests of the new system.
The new portable diary

will measure both in-home
and other TV viewing.

30 / ROAD TO THE TOP

|
CBS Entertainment
President Jeff Sagansky, in |
an exclusive interview ‘
with BROADCASTING's Steve
Coe, talks about the |
network's strategy to improve

its network prime time |
standing. The game plan:

**To get into business with [
the better producers for the

long term, attract top

acting talent, lower the
demographic skew...and

——|
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then find some programs that
| we can really be proud
| of—which are going to
define CBS for the next 10
years."'

| 34/ DATELINE: EASTERN
EUROPE

With Eastern Europe
shaking itself free of
Communist domination
after some 40 years.
BROADCASTING explores
the effect of the political
changes in that part of the

| world on broadcasting. How
is it developing in the new
environment of freedom? Are

| there opportunities for
American broadcasters? [s

| cable emerging? To [ind
out. BROADCASTING sent
chief correspondent

| Leonard Zeidenberg to East
Germany. Poland,

|  Czechoslovakia and

Hungary. The first of a

series—an overall view of

developments in those

| countries—appears today

| (June 25).

| 41/ CUTTING BACK ON
| NEWS IN TOLEDO

Another ABC alfiliate is

| cutting back on news. WNWO-
v Toledo, Ohio.

| scrapped its [l p.m.
newscast and eliminated
the news director  position.
In part, the move was
made to exploit what the
station sees as @ more
valuable late night

Broad¢nsting Jun 25 1990

tranchise—The Arsenio
Hall Show.

44 / RADIO AD SPENDING

Local and national radio
revenue increases should
surpass newspaper and TV
gains for 1990. according to
an upgraded economic
forecast from McCann
Erickson’s Robert Coen.

He predicts that radio’s total
share of advertising will
reach almost $8.8 billion in
1990.

46 / RADIO CREATIVE
OPPORTUNITIES

As more advertisers look
to radio for cost-eftective
target advertising. agency
executives anticipate
breakthroughs for creative
radio commercials.

50 / RADIO COMES
TO CABLE

After delaying their

launch for months. three
digital radio services are
starting to round up the cable
support they need to roll

out their wares. But to
succeed. they also need to
{ind subscribers wiiling to
spend up to $10 a month

for the CD-quality sounds.

63 / HIGH-TECH AGENDA

Several high-ranking
Democratic members of the

P——

House, including Speaker
Thomas Foley and Majority
Leader Richard Gephardt,
unveiled the party’s ““action
agenda’ to restore
competitiveness of U.S.
high-tech products. The
plan calls for appropriation of
$400 million over three
years to establish a
counterpart to the Defense
Advanced Research Projects
Agency within the
Comimerce Department.
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ungital Planet is one of three digital, CD-quality cable radio services poised to marry cable operators to the audio medium.

68 / WHO YOU GONNA CALL?

For years, ghosts have

been haunting TV
broadcasters. Several
developers have been
working to invent ways (o
cancel multipath echoes that
cause the annoying
artifacts, especially as more
tall buildings and other
manmade shields to radio
frequency transmissions
appear on the landscape.
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Not Ju

Pretty

He’s Charlie Rose. For the past six years

on CBS News’ “Nightwatch,” he’s earned his
reputation as TV’s best interviewer with com-
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 Willjams
Maya Angelou
Barry Goldwater
Grant Tinker
Susan Dey

John Glenn

Tom Selleck

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

Billy Crystal

Ed Koch

Merv Gritfin
Garrison Keillor
James Michener
Richard Avedon
Oscar de ta Renta
Bill Blass
Walter Cronkite
Lestie 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
Leslic Ann Warrea
Kareem Abdul-Jabbar
Mrs. Salman Rushdie
Fay Vincent
George Will

Helen Hayes
George McGoveri
George Foreman
Howard Baker



Another
Face.

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

John Huston Peter Jennings Dizzy Gillespie
Caspar Weinberger ~ Bishop Desmond Tutu ~ Frank Robinson
Dan Quayle Jimmy Carter Alan King
Richard Dreyfuss Rosalynn Canter Sergei Khrushchev
Howard Cosell Helmut Kohl Studs Terke!
Richard Nixon Tom Watson Wiiliam Bennett
Cab Catloway Malcolm Forbes Jim Wright

Lyle Alzado Kathleen 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 Turner
Danny Sullivan Mario Cuomo Sam Donaldson
Tom Bradley Thomas Foley Al Foyt

Dianne Feinstein Clive Barker Wolfgang Puck
Rev. Jesse Jackson Peter Ueberroth Sammy Davis, Jr.
Winston Churchill 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”

ERSONALITES
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CLOSED CIRCUIT

Washington
Deferral

It looks as though FCC may
not act after all on its “‘effec-
tive competition”” rulemaking
at July 26 meeting. If, come
“*Cable Day,”’ Congress ap-
pears likely to pass legisla-
tion containing rate regula-
tion provision, FCC
Chairman Alfred Sikes told
BROADCASTING, he would be
‘“‘somewhat more inclined”
than not to defer action in
proceeding, which would de-
termine which systems are
subject to municipal rate reg-
ulation, or at least put off ef-
fective date for several
months to see what Congress
comes up with. Indeed, if
Congressional action is immi-
nent, he said, ‘‘much of what
we have been working on
might be moot.”” FCC is also
preparing for July 26 vote on
statutorily mandated report
on cable marketplace, which
is expected to contain legisla-
tive recommendations.

Mum'’s the word

During last week’s National
Association of Broadcasters
board meeting, President Ed-
die Fritts urged his directors
not to air association’s *‘dirty
linen’” in trade press. Fritts
pointed out that directors at
National Cable Television
Association and Motion Pic-
ture Association of America
refrain from discussing asso-
ciation business with press
and said NAB directors
should follow that example.

Madigan may

Don’t be surprised if Repre-
sentative Edward Madigan
(R-IL.) offers telco entry
amendment during markup of
cable bill by House Telecom-
munications  Subcommittee
this week (see ‘‘Top of the

8 Closed Ciruit

IT’S OFFICIAL

Andrew Barrett (right) was sworn in last Thursday (June 21)
by Vice President Dan Quayle to a full five-year term as FCC
commissioner in a brief ceremony in Quayle's outer office in
the Old Executive Office Building. Holding the Bible is Bar-
rett’s brother. John, who works for the Consumer Product
Safety Commission. The Illinois Republican was appointed
last fall to an uncompleted term on the commission that
expires June 30. Because the ceremony was planned on short
notice, Barrett said. he chose not to invite friends. colleagues
or family other than his brother. However. the event was
witnessed by several reporters. including one from CNN who
brought along camera crew. In moment of banter after swear-
ing in, Barrett asked Quayle what he thought of his cable
television service. Quayle said it was **okay.™” but he could

use one or two more channels.

| Week'’). Madigan is likely to

| offer amendment that is simi-

lar to language promoted in
Senate by Conrad Burns (R-
Mont.); that’s seen by some
as less onerous than legisla-
tion that would give telcos
free rein in television busi-
ness.

| New York

Legal troubles

Time Warner's New York ca-
ble franchise is apparently
about to get dragged into an-
other lawsuit, according to |
source. In addition to local
newspaper'’s suit against New
York City that involves cable
franchise (see ‘'Cablecast-

ings,”” page 53) which is cre-
ating additional angst in mud-
dled Time Warner franchise
renewal process, New York
attorney is preparing to file
class-action  suit  directly
against TW’s Manhattan ca-
ble operations, alleging poor
service during current term
and claiming system is not
entitled to renewal.

Divided we stand

Interep  Chairman  Ralph
Guild *‘categorically denies™
rumor currently circulating
that Interep Radio Store is
looking at five-year plan to
merge six separate companies
(McGavren-Guild, Durpetti
& Associates, Major Market

Radio, Torbet, HNWH and
Group W Radio Sales) into
one ‘“‘megarep.’” Guild said
such a plan would be ridicu-
lous. insisting that Interep's
strength and identity lie in its
current configuration.

Inside track

Look for Katz Television
President Pete Goulazian to
be elected to Television Bu-
reau of Advertising board of
directors this week. Goula-
zian, according to source at

| association, has inside track

to seat currently held by Petry
President Dave Allen. who is
stepping down. In other
TVB-rep talk. TeleRep presi-
dent Steve Herson will likely
be elected chairman of
TVB’s National Sales Advi-
sory Committee.

Paramount, Povich,
Tribune et al

Paramount has landed first
big sale for new talk show it's

developing for 1991 with
Maury Povich as host—
KRON-TV ~ San  Francisco.

KRON-TV progam director Da-
vid Salinger confirmed sta-
tion is planning to air show at
4 p.m. as lead-in to local
news. Station currently has
Geraldo at 4 p.m. and, at
least for now. intends to
leave it there next season.
Station is entering second
year of two-year license deal
on Geraldo. Beyond next
season. Salinger said it was
too early to talk about Geral-
do’s future on station. Ger-
aldo is produced by Tribune,
but distributed by Paramount.

Now that Paramount is get-
ting into daytime talk-show
production, some have ques-

| tioned whether Tribune En-

tertainment will want to con-
tinue to have Paramount
representing Tribune’s talk
shows as well. Last week.

Broadcasting Jun 25 1990
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DO-ER’S PROFILE:

MURPHY BROWN

HOME: Washington, D.C.

AGE: 41

PROFESSION: Co-anchor of top-rated
“FYI” news magazine.

HOBBY : Singing along with Motown.
Loud.

LAST BOOK READ: MY TURN, Nancy
Reagan. **] wanted to see what she said
about me””’

VICE: Chewing number 2 pencils.
LATEST ACCOMPLISHMENT: Winning
an Emmy for her performance on CBS's
top-rated comedy series.

WHY 1 DO WHAT [ DO: “I couldn’t sleep
nights knowing the American public was
receiving vital information from an ex-beauty
queen who can't pronounce ‘Shiite””
ROLE MODELS: Edward R. Murrow,
Studs Terkel, Wile E. Coyote (not
necessarily in that order).

PROFILE: Tough, controversial, yet
human. More at ease taking on Khadaffi
than handling her personal affairs.
FUTURE PLANS: To do for your station
what MURPHY BROWN, CBS’s top-rated
comedy, has done for the network.

SHUKOVSKY/ENGLISH
PRODUCTIONS

@

WARNER BR®S!
DOMESTIC TELEVIISION
% DISTRIBUTIGN

A Time Warner Company
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Paramount Domestic Televi-
sion Distribution President
Lucie Salhany said two com-
panies have ongoing relation-
ship. **Both sides are happy"’
with arrangement, she said.
Tribune Entertainment execu-
tive VP, David Sifford, said
“‘it’s  business as usual.
They’ve assured us that there
will be no problems with con-
flicts, and I have to take them
at their word. Sifford also
said Tribune was ‘‘very
pleased”” with Paramount’s
work distributing both Ger-
aldo and another Tribune
show, Joan Rivers. Current
pact between two companies
expires Oct. 15. Renewal dis-
cussions aren’t expected to
take place for several
months.

Road test

Barry & Enright Productions
is conducting 13-week sum-
mer test of two game shows
on consortium of stations in-
cluding United Chris Craft
and Gillett groups, as well as
WWOR-TV New York. All
About the Opposite Sex has
teams of male and female
contestants who try to guess
how the opposite sex would
react in specific situations.
Dave Sparks is host. In Hold
Evervthing, celebrities try to
predict actions of people
monitored by hidden cam-
eras. Cash prizes are awarded
in both, with monies won in
Hold Everything going to
charities  of  celebrities’
choice. Pat Bullard hosts.
Deal was said to have been
negotiated directly by George
Gillett and B&E. If shows
have successful summer run,
they will likely show up at
next January’s NATPE con-
vention for fall 1991 syndica-
tion, said B&E's Chris Sohl.

Magazine format

Amid speculation over what
kind of first-run reality-based
programing Warner Bros.
Domestic Television is devel-
oping for 1991-92 season,
particularly in light of its hir-
ing producer Mark Monsky

. High-placed f‘l;ieinlds’ R

Cable pioneer” Bill ,Daniels’ of Daniels & Associate?
wrote President Bush in May expressing his concern
about cable reregulatiéh. Within weeks, a letter from the
Commerce and Justice Departments hit the Hill oppos-
ing harsh cable reregulation, position later expanded
upon by NTIA head Janice Obuchowski. Now President
has written to Daniels assuring him he_will oppose*
legislation that is inconsistent with the administration's
position favoring competition, not regulation. There is
more. The Economic Policy Council is drafting a paper
that will state what, if .anything, the administration.
would accept in terms of rate regulation, flesh out its -
position on mandatory access to programing and explain
what the administration means by *‘competition.’’

from Paramount Domestic
TV’s Hard Copy (see story.
page 42), sources have indi-
cated one of several maga-
zines from Time Warner
Inc.’s publishing holdings is
being considered as TV for-
mat. Station rep source says
People and Life magazines
are being mulled as primary
candidates for syndication,
while other possible Time
publications for TV treatment
include Fortune. Money, En-
tertainment Weekly and Time.
In past. several People maga-
zine specials appeared on
CBS, with KCBS-TV Los An-
geles news anchor Bree
Walker serving as host.

Dick Robertson, president,
Warner Bros. Domestic TV,
denied any plans are in
works, adding "“there is noth-
ing even in development.™

Trump talk

Although Donald Trump has
been facing financial difficul-
ties in making interest pay-
ments to banks on loans,
Warner Bros. Domestic Tele-
vision officials, including
first-run president Scott Car-
lin, say all is still on course
for WB's fall 1990 game
show Trump Card. When
asked if format will change in
light of difficulties, WB ofti-
cials said his personal in-
volvement is minimal to be-
gin with. One station rep
source indicated that Trump
will not be making occasional
or promotional appearances

|

for Trump Card. adding that
it will be “‘certain viewers
won't see Trump’s name
splashed over the set like in
the pilot.””

Vail
First step

George Gillett may have al-
ready decided to start debt re-
duction process at SCI Tele-
vision. with WIW-TV
Cleveland said to be highest
on list of assets to be sold.
Some say investment banker.
possibly Lazard Freres, has
been retained to field inqui-
ries. process Gillett himself
has typically handled infor-
mally. Restructured  debt
agreement gives SCI-TV un-
til December 1991 to come
up with $130 million princi-
pal repayment on bank loan.
It wiw-Tv was selected for
sale. it could easily cover
debt repayment since cash
flow is said to be considera-
bly higher than that of co-
located WKYC-Tv, whose ma-
jority-interest sale, subject to
FCC approval, implies value
of at least $100 million.
Three years ago, Gillett had
assessed WIW-TV's value at
$150 million.

Denver
Payoff

Tele-Communications  Inc.
hoped that when it launched
economy basic tiers in Kan-

|

sas and Missouri July 2,
number of those seeking to
downgrade would be offset
by brand new cable subscrib-
ers taking lower level of ser-
vice. Company has sent out
notices of changes. and early
mail response shows that
MSO would likely come out
slightly ahead. with revent.

" lost from subscribers down-

grading offset. and then
some, by new subscribers.

Dallas
Too close for comfort

| Atleast handful of public TV

I
l

|

programers were disturbed by
content and tenor of June 19
session on '92 election cover-
age during PBS annual meet-
ing in Dallas (see page 38).
Earlier that day, PBS Presi-
dent Bruce Christensen had
denied published reports that

! public TV community had al-

ready adopted suggestion that
it provide free air time to can-
didates—forwarded by Mar-
kle Foundation. key under-
writer for '92 election effort
that could total $16 million-
$18 million.

Troubling aspect of small
open forum on program ideas
was panel presence of Mar-
kle's Lloyd Morrisett and ex-
tensive discussion of study
advocating  coverage  ap-
proaches—breach. some felt.
of editorial and funding sepa-
ration.

Italy

When in Rome

USA Network, ltalian state
network RAI-2 and Los An-
geles-based Spectacor Films
are in negotiations to co-pro-
duce and co-finance three ac-
tion-adventure movies. USA
Network currently produces
24 original movies a year.
with option for 30 for 1991,
at approximate cost of $2.5
million each (“In Brief,"”
May 7). In addition to airings
on USA and RAI-2. Europe-
an-produced films will be
marketed by as yet unnamed
international distributor.

10 Closed Circuit
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How to take issue with
Oprah, Geraldo & Donahue.



DATEBOOK

B indicates new listing or changed item.

THIS WEEK

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

June 25—Society of Broadcast Engineers, 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 chapter. Copacabana, New York. In-
formation: (212) 768-4510.

June 25-27—Television Bureauw 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
Canada and sponsored by National Film Board.
Department of Conmumications; Canadian Broud-
casting Corp.. and Telesat Canada. Ottawa Con-
Jress Center, Ottawa. Information: (613) 224-
1741,

June 25-26—"Municipal Administration of Ca-
ble Television in the Nineties.” ninth annual
seminar sponsored by University of Wisconsin-
Madisan/Extension, department of conmunication
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. Il

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

June 27—"An Inside Look at C.U.N.Y. TV."
studio tour of cable channel of the City Univer-
sity of New York, event of National Academy of
Television Arts and Sciences. New York chapter.
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-July 1—Mississippi  Association  of
Broadcasters 49th annual convention. Biloxi Hil-
ton hotel, Biloxi, Miss.

June 30—Deadline for entries for International
Electronic Cinema Festival, scheduled for Nov.
5-9 in Tokyo (Makuhari). 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 July 9-11). Opry-
land hotel, Nashville. Information: Jeanne
Ricci, (212) 807-1400.

July 9—Deadline for applications to attend Na-
tional Public Radio workshop for radio and tele-
vision technical. production and operations
personnel involved with audio, to be held in
Denver. Aug. 8-14. Information: (202) 822-
2730.

July 8-11—Surellite Broadcasting and Communi-
cations Association trade show. Opryland hotel,
Nashville. Information: (703) 549-6990.

July 11—Nutional Academy of Television Arts and
Sciences, New York chapter. drop-in luncheon.

June 26-29--CBS-TV annual affiliates meeting
Century Plaza, Los Angeles

July 9-11—Satellite Broadcasting and Courmiti-

cations Association trade show. Opryland hotel.
Nashville. Irnfarmation: (703) 549-6990

July 15-1B—"nbie Felerision
and Mavketing Soetety annual o
Diego Marrioll, San Dego

Adimiwigtomlion
tal

Bept. 12-15—Hadio 80 corvenbon, sponsaned Dy
Hynea

Natipwal Assocantion of Broodeashers
Caonvention Center. Boston. Fulure meeting: Sep!
11-14, 1991 San Francisco

Sept. 16-18—Easter Cable Show. sporsored by
Smethern Coble Television Assicintion \Washing-
ton Corvention Canter, Washington

Sept. 21-25 —|Inernatonal Broadoasting Comvan-
tion. Brighton Convenlion Cendar. Brghlom, En-
gland. Information: Londor. 44 (1) 240-1871

Sept. 24-27 Radio-Televiaion News Directovs
Asaociation miarnaticnal confo B and axhibi-
Lo, Convertion Cenler, San Jose Calit

Sept. 25-27—Allantic Cabde Show, Aliantic Cily
Conwvenbon Centar, Atlantic iy, M .1 Informatco:
(B09) 243-1000

Oct. 4-T—Society of Brondeast Engeneers M an.
nual national corvention. 5t Louis. Future meet-
ing: Oet, 3-8, 1931, Houszon, Indormation, 1-800-
225-B183

Oct. 11-15—MIPCON, intarational film and pro-
gram market for Tv, widen, cablk and sateie.

ferance. San

I

MAJOR MEETINGS

Palais des Festivals, Cannes, France. Informatior
(212) 750-8899

Oct. 13-17—Society of Motiou Picture and Telrvi
sion Engineers 132nd technical conference and
equipment exhibit. Jacob Javits Convention Cen-
tar, Mew York Future conarences: Oct. 26-30,
1991, Los Angeles, Mov. 11-14. 1992, Metro To-
ronte Corvention Cenber. Toronto

Oct. 30-Movw. 4 Natioee! Bleck Media Conlitiog
annual confarenca. Hyalt Regency, Belhesda
id

Mo, 1416 Televigion Raveai of Advertisiug
annual members mesling. Losws Snalols, Dallas

MNov. 28-30—\Western Cab’s Show, sponsorad by
Califormia Cable Telewision Asaociation. Arg-
heim Cenvention Center, Anahairn, Calif

Jan. 3-8, 1981 Associntion of Ndependent Tele-
pizion Siotiors swwa! converdion. Cerdury Plaza,
Las Argeles

Jan. 14-18, 19091 28th annuel NATPE Niteran-
fignal comwanton. New Orleans Corvention Cen-
ter, Mew Ordeans

Jan. 24-27, 1981—Radio Advertising Burean
Managing Sales Confarence, Opryland hotel,
Waghwille

Jan, 26-30, 1991 —National Heligisns Broadeasi-
ers Bl comventon  Shesalon Washington
‘Washington

Feb. 1-2, 1991—Sociaty o7 Mation Pietire and

Television Engivesrs 25th annual 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
sporsorad by Teras Cable TV Association. San
Artonin Convention Center. San Antonio

March 6-9, 1991—22nd annual Country Radio
Hemenar, spansared by Cowwtry Redio Broad-
rasters. Corgana hotal, Mashville. Information:
1615) J27-44B7

March 24-27, 1991 Naotiore! Coble Telerizion
Aseociation annual convention. Mew Orleans
Corvention Cenler, Mew Drieans

Aprll 7-9, 1991 —Ceblefelecizion Adpertising B
vean 100 gnnual conderence. Marrict Marquis,
Mew York

April 15-18, 1991 —Nolfwnel Association of

Froadeasters 8%h annual convention. Las Vegas
Convention Center, Las Vegas Future conven-

tians: Lag Vegas. Aprd 17-14, 1082, and Las Ve-
pas. May 1-4 (lenfative), 1923

April 19-24, 1991 MIP-TV, inl=mational televi- |
Ea0n program marketolace. Paais des Fastivals
Careexs, France. Information: (212) TED-BEQ9
April 21-24, 1991 Broadeast Firaicial Mawage
ment Association 315! annual convention. Centu-
ry Piza, Los Angeies

May 15-18, 1991 - Awievican Associntion of Ad-
wertisinr Agencies annual comventon Greanbrier,
White Suiphur Speings. W. Va
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Speaker: Edward Koch, former mayor, New
York City, and co-host, Channel 2 News Sunday
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-

ERRATA

In June 4 story on retiring Capital
Cities/ABC chief executive officer,
Thomas Murphy, and his successor,
Dan Burke, Murphy, not Burke,
provided final quote: ‘I love the
business, I love the action and 1
love the competition.”’

ments in study by National Telec
and Information Administration of globalization
of mass media firms. U.S. Department of Com-
merce, NTIA, Washington.

July 12—Radiv 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.” Hartford,
Conn. Information: (212) 254-4800.

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

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

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

July 18-17—Cualifornia Association of Broadcast-
ers Western Region Broadcast Convention.
Fess Parker's Red Lion Resort. Santa Barbara,
Calif. Information: (916) 444-2237.

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

July 15-18—New York State Broadeasters 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, Ill. Information: (212) 486-1111.

July 18—National Academy of Television Arts und
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—Soiv 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.

aHony

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

July 19-21—Public Rudio 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 Vall,
Vail, Colo.

July 19-21—/daho State Broadeasters Associa-
tion annual convention. Sun Valley Resort. Sun
Valley, !daho. Information: (202) 345-3072.

July 19-21—Cabletelevision Advertising Bureau
fourth annual sales management school. Uni-
versity Place Executive Conference Center on
campus of Indiana/Purdue Universities, india-
napolis. Information: (212) 751-7770.

July 22-24—Wireless Cuble 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 Monagement
at Northwestern Universire. 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-
lumbia University. New York. Information: Shir-
ley Gazsi (212) 280-8392.

July 24-25—National Association of Broadcasiers
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—National 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—Ruadio Advertising Bureou 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-—Rudio 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.” Kansas City.
Information: (212) 254-4800.

July 26—USA Nenvork 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 26-28—Louisiana 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 Qur
Environment," seminar sponsored by Associar-
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 Cable Television
Association annual convention and exhibition.
Newport Marriott and Sheraton Islander hotels,
Newport, R.l. Information: (617) 843-3418.

AUGUST

Aug. 1—National Academy of Television Arts and
Sciences, New York chapter, drop-in luncheon.
Speaker: John Reardon, president, MTV. Co-
pacabana, 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 Black Journal-
ists 15th annual convention. Theme: "Words
and Images: Challenges for the Future.” Cen-
tury Plaza hotel, Los Angeles. Information:
(703) 648-1270.

Aug. 2-8—Michigan Association of Broadcasters
annual convention and awards banquet. Shan-
ty Creek, Bellaire, Mich. Information: (517)
484-7444.

Aug. 6-8—Television Bureau of Advertising sales
management meeting and product usage
seminar. Hotels at Syracuse Square/Hilton,
Syracuse, N.Y. Information: (315) 471- 7300.

Aug. 8—National Academy of Television Arts and
Sciences, New York chapter. drop-in luncheon.
Speaker: Dick Robertson, president, Warner
Bros. Domestic Distribution. Copacabana,
New York. Information: {212) 768-4510.

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

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

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

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

Aug. 12-18—Arkansas Broudcasters 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 Commission on Working
Women. Information: (202) 737-5764.

Aug. 17-19—Radio Advertising Bureuu 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-
rion 441h annual fall meeting. Greenbrier, White
Sulphur Springs, W.Va.
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OPEN MIKE

FORMAT FANS

EDITOR: Congratulations on a great new
design. | love to see RADIO on the front
cover as well as the expanded coverage
of our medium.—Nicholas J. Verbitsky,
chairman-CEQ, Unistar Communica-
tions Group, New York.

EDITOR: I greatly admire the new stylish
format of BROADCASTING. It invites the
eye quite congenially. | salute you!—
Jack Valenti, president, Motion Picture
Association of America, Washington.

EDITOR: | am very impressed by your
new layout and design. It’s a new look
for the 90’s!—G. Richard Gainey, vice
president for public information, Alpha
Epsilon Rho, Toledo. Ohio.

EDITOR: Really like the make-over and
find it even more readable. Congratula-
tions.—Edward Bleier, president. pay
TV, Warner Bros., Hollvwood.

EDITOR: The new look is superb. Excel-
lent design and very readable. Keep up
the good fight'—Jerome Feniger, nan-
aging director, Station Representatives
Association, New York.

EDITOR: It’s good to see BROADCASTING
expand its radio coverage without down-
sizing its commitment to television and
cable. Like television and cable, radio
needs a thoughtful and experienced
voice like yours. The new format is a
step in that direction and I salute you for
it.—James R. Williams I, vice presi-
dent and director of broadcast services,
Associated Press Broadcast Services,
Washington.

EDITOR: Congratulations! The new look
of BROADCASTING is terrific! **This
Week'" may be the single most impor-
tant change to the book and an outstand-
ing addition. Bottom line: BROADCAST-
ING is the book for our business. Your
changes only make it better for your
readers.—Kenneth P. Donnellon, vice
president, advertising and communica-
tions, John Blair Communications Inc.,
New York.

EDITOR: Congratulations. ..

On your new look that makes it so
much easier for old eyes to pick up
features of interest. ..

For not becoming stagnated. but be-
ing willing to consider and to make

changes in even a proven format.

Sol Taishoff would have loved it.—
Bob Kimel, New England Media Inc.,
St. Albans. V1.

EDITOR: Bravo on your new design. It is
handsome and easy to read. BROAD-
CASTING is still my favorite magazine on
broadcasting. And I received my June
11 issue on June 11 even in Ellsworth,
Me.—Helen Sloan Dudman, president
and general manager, WMMJI(FM)-
WDEA(AM) Ellsworth. Me.

EDITOR: The June 11 issue of BROAD-
CASTING is superb. The new design not
only looks great but makes the sections
as ease to find. Congratulations!—Eve-
lyn Cassidy, director of station services,
Associated Press Broadcast Services,
Washington.

FORMAT FOE

EDITOR: | think it was a great try—but |
very much prefer the old type layout and
print used in BROADCASTING. I'm sure
your change in print and format was not
made without much careful consider-
ation and analysis. It could be that I
simply feel more comfortable with your
previous style of print.—Richard L. Ko-
cacko, president, Kozacko-Horton Co.,
Elmira. N.Y.

CREDIT WHERE DUE

EDITOR: I was disappointed when I read
of Ralph Beaudin’s death in BROAD-
CASTING’s May 28 issue. The notice
made no note of the fact that Beaudin
revolutionized network radio in 1968
when he split the ABC Radio Network
into four distinct radio networks, each
with a different demographic thrust.
This idea was light-years ahead of its
time and was the forerunner of today’s
network marketplace.—Vincent A. Gar-

dino, general sales manager, WOR(AM)

New York.

Editor’s note: Mr. Beaudin certainly should be cred-
ited with his vole in revolutionizing network ra-
dio. As president of ABC Radio in 1968, he pio-
neered the concept of target networks by
introducing the original four ABC radio net-
works. Beaudin created the Information, Enter-
tainment, Contemporary and FM networks be-
cause of the growing diversity in programing at
ABC’s owned-and-operated stations, which he rec-
ognized was part of a growing trend in radio. As
Lou Severine, ABC senior vice president/director
of sales, told BroaDCASTING: “There's no doubt
that Ralph Beaudin forever changed the direction
of network radio.”
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A syndex. nenwork affiliate conmmentary by Rick Biddle, president-GM. wowL-Tv Florence. Ala.

alling syndicated exclusivity the

answer to protecting the rights of

broadcasters is about as outdated
and archaic as using mud packs to close
open wounds. The issue of who has the
exclusive rights to broadcast syndicated
programing and where is like staring at
only one tree in a huge forest. In fact,
the bigger problem is the attitude of net-
works and affiliates regarding the accep-
tance of the word **franchise.™

When McDonald’s or Coke or any
mass-produced product is distributed
through territories, the territorial distrib-
utors are franchised operators and those
territories are protected by the franchi-
sor. Although networks provide territori-
al protection, the word franchise does
not exist in their contracts.

In the early 1970's when the FCC
came up with the ‘significantly
viewed™" concept, there were fewer sta-
tions and the incidence of affiliates of
the same network competing with each
other was negligible.

The networks should realize that they
are asking affiliates to support their ef-
forts and programing rights while effec-
tively turning their backs on affiliates by
excluding the word **franchise’” from
the affiliate contract and not defining
territorial rights of an affiliate as a
“*franchise.™

[ believe each affiliate should have at
least (the verv minimum) their own city
grade coverage as an exclusive territory.
Their own part of the forest, let’s say.
The cable companies within the territory
(or forest) should then be notified by
each station and network that the station
is ‘‘franchised’” exclusively for that ter-
ritory. A cable company could retrans-
mit a like and kind affiliate’s signal. as
long as it was not duplicating a fran-
chised program at any given time.

The word and intent of **franchising™
will open the door for affiliates to defend
themselves from the cable companies,
who deliberately water down local affili-
ate “*franchisee’s’’ penetration with du-
plicated signals and market rearranging.
so they themselves can garmer more dol-
lars through their own advertising sales
efforts.

In today's highly competitive market-
place. there is no reason for a cable
company to duplicate a signal, other
than to dilute it.

Recently, cable companies are arbi-
trarily rearranging markets by deleting
affiliates at will. Cable companies in
fringe areas that are located within the
coverage of one or more network affili-
ates would have better criteria for choos-
ing which affiliate to keep and which
affiliate to drop, based on the coverage
areas of individual stations involved, as
regards proximity to the **franchisee’s’"
coverage area. The question of if carry/
must pay is already affecting duplicated
network signals in smaller cable compa-
nies, and the deci-

change a station’s coverage area, but it
will give us a fair fighting chance to
compete with other networks, in prede-
fined markets, rather than spending our
dollars competing with ourselves.

Additional revenues available to the
station by virtue of its exclusive *‘fran-
chise area’” will allow it to provide ex-
panded and improved services to the
community it serves.

As if carry/must pay is pursued, more
and more stations will realize that the
cable companies will decide to carry
only one network affiliate. Without
some criteria as to how the networks
themselves perceive the marketing areas
of their individual affiliates, the cable
companies are left with ‘‘machete in
hand™ to totally rearrange the forest.
The present circumstance of only "‘a
few smaller market stations’" feeling the
pinch of cable’s competition will rapidly
expand into the cable companies them-
selves determining which affiliate will
serve which market.

Each affiliate has made a substantial
investment in plant and community, in
order to better operate in the public in-
terest. convenience and necessity.

In addition, stations are obviously
concerned with furthering the success of
themselves, their communities and their
networks. If this is to continue, we will
need every resource available in order to

sions being made
are not always the

““There is no reason

compete with the
onslaught of addi-
tional programing

best ones for the for a cable company to services.
community in- . . Competing with
volved. duplicate a SIgfzal , ourselves i not
The  networks other than to dilute the answer, nor is
are also asking af- T allowing cable

filiates to join with

companies the op-

them in promo-
tions, graphic packages and co-op ad-
vertising that support that ideal of a uni-
fied look to effectively promote the
networks on all of the affiliate **fran-
chises.”” Although good for the net-
works. without the opportunity of an
exclusive ‘‘franchised’’ territory, this
could be disastrous to smaller market
affiliates that have only their local iden-
tity to keep them alive.

The ‘‘franchise’’ agreement, rather
than an affiliate agreement. will open
the door to a myriad of possibilities for
networks and affiliates alike. It won't

|
|
i
|

portunity to deter-
mine what affiliate has how much pene-
tration in what market. It is up to the
networks and the affiliate boards to
stand firm with specific territorial guide-
lines, protecting each affiliate’s **fran-
chise’” and removing the machete from
the hands of the cable companies. Only
then will the wounds be able to heal.
Only then will we be able to stop the
hemorrhaging of our free. over-the-air
television system. The letters in the
word ‘‘franchise’’ will become the
stitches that close this wound.

One little word can make a difference.
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ADVERTISEMENT

AN OPEN LETTER TO BROADCASTERS/CABLE OPERATORS

The FIRST AMENDMENT RIGHTS of television viewers and the intent of the Communicatians Act of 1934 are being eroded.

Legisiation is being considered in Washington, RIGHT NOW, that incorporates the thinking of the NAB, NCTA, and INTV, which
could adversely affect the TV viewers’ rights. If it is enacted, o local television stafion expecting camiage on a major cable system
could be in for a BIG surprise. That cable system could reach out to 50 miles and cany a distant signal competitor and deny carriage
fo the local station. O

A grawing coalition of)t(television licensees and permittees have assembled to profect the inferests of viewers and smalt local
TV stations. A study of one of our coalition members and the eleven (11) TV markets they serve, shows there are 29,274,980 TV
households inside o 35-mile radius. Cable penefration is 44% or 13,055,525 hauseholds; 5,781,266 of those cable households (or
44%) are denied access fo these 11 statians. Furthermore, these 11 stations cany on average over 20 hours weekly af locally
produced non-enfertainment and issue oriented programming. The viewers in these 5.7 miilion homes are denied access fo this
locally produced programming.

A second study incorporating 36 of the 46 minority-owned, on-air TV statians shows in these markets there are 25,213,820 TV
hausehalds within a 35-mile radius. These stations are denied access to nearly 4 million of the 13,500,465 cable homes within a
35-mile radius (46% non camiage). Again, the viewers in those 4 million homes are denied the local programming of these 36
stations. If these studies had used a 50-mile radius, the number of homes denied cable access would increase significantly.

A study utilizing the A.C. Nielsen data base indicates (referencing the proposed draft bills) that within just the fop 25 markefs,
there are thirleen ADIs where cable has the potential af excluding one or more local stafions (inside 35 miles), by reaching out fo
stations between 36 to 50 miles from the cable system and importing a distant station. The above studies ufilized the higher channel
set-g-side charts as proposed in the current draft bills. Should o lower channel set-a-side be applied, even mare homes and markefs
would be affected. This data supparts the need for a must carry law ar regulafion including @ 35-mile mandatory carriage rule.

Clearly, Cable is the gatekeeper fo the home. FCC Chairman Sikes has said that today, cable is the dominant video delivery
mechanism, and that cabled homes da nat retain the ability to receive felevision signals over-the-air. Without o must carry regulation
and without a 35-mile mandatory camiage requirement, TV stafions are being and will confinue to be denied access fo the homes
they are licensed to serve. This denial infringes upon the first amendment rights of TV viewers, by blocking the local programming
these stafions provide.

The three associations, NAB, NCTA, and INTV have not come fa a final agreement on must cany, but have reached an accord on
standards that recognize any statian within a 50-mile radius of a cable system headend as being considered “local”. However,
Congress in credting the cable compulsory license, established that any station within a 35-mile radius of a cable system headend
shall be considered “local”. The Federal Communications Commission in re-establishing the syndicated exclusivity rules earlier this
year, also recognized that any station within a 35-mile radius shall be considered “lacal”. The NAB, NCTA, and INTV are hung up on
issues of channel placement, if camy must pay, efc. . Our coalition of higher-numbered UHF stations, stations wha have recently gone
an the air, and minority owned stations are worried about just getting on cable.

Our coalifion is active at the FCC and Congress, proposing anly a slight change in the must carry proposals, as drafted. The
change is mandatory carmriage of all local full-power television stafions FIRST within 35 miles of a cable system’s headend before
carriage of any stations located between 36 and 50 miles of the headend.

The three associations would still have their 50-mile radius, and the small local television stations would be assured of carriage,
and viewers would have access fo the programming of local stations.

The constitutionality of any must canry law or reguiation is certainly an issue. Our coalition has a firm legal opinion from the
nation’s leading communications law firm that @ must carry rule can poss judicial muster if premised on Section 307(b) of the
Communicafions Act. FCC Commissioner Queilo is on record supporfing must cairy based on Section 307(b).

Al full-power television station licenses are granted and renewed, in part, based on Section 307(b) of the Communications Act
of 1934, as amended. Section 307(b) requires felevision stations fo provide programming to serve their local communities. To ensure
that viewers have the abiiity fo receive the iocal issue oriented and non-entertainment programs that stations are required (by
Congress) fo qir, any proposed legisiation should require mandatory carriage of all local full power stations within 35 miles of the
cable systems’ primary headend, before carriage of any stations within the 36 to 50 miles. IF THE SUBSCRIBERS OF ONE CABLE
SYSTEM ARE DENIED ACCESS TO THIS MANDATORY PROGRAMMING, THEN CLEARLY THEIR CONSTITUTIONAL RIGHTS HAVE BEEN VIOLATED.

One of our coalition members, Lowell W. Paxson, President, Home Shopping Network, licensee of 12 fuli-power TV stations,
testified recently before the House Subcommittee on Telecommunications. The festimony urged enactment of a constitutionatly
supportable “must carry” rule, based on the following:

1) Local felevision stations have an obligation under Section 307(b) of the Communications Act of 1934, as amended, fo
provide programming o serve their local communities. Congress has mandated that the FCC issue and renew licenses in part on
this basis.

2) Must camy legisiation tied to the 307(b) programming obligation, and a quantitative standard is consfitutionally sound, and
will withstand the test of the Judicial system.

3) No local television station should be denied access fo the homes in its immedicte service areg, as having been defined as 35
miles. A 50-mile fule will not guarantee this access and 35 miles will.

Localism is the cornerstone of American broadcasting. With cable clearly the gatekeeper to the home, no locai felevision station
should be denied access fo the homes in its immediate service area. Nar should any individual be denied his or her FIRST
AMENDMENT RIGHT fo access the local sfations” local programming. Finally, our coalition urges Congress to pass must cammy
legisiation as outlined herein. Furthermore, if Congress foils fo act, we urge the leadership of the FCC fo step forward and do the job
that broadcasting deserves and do it right this fime.

ing your.voice to our coalition, contact
. (Ne monies will be sought or collected)
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~ TOPOF THE WEEK

T he struggle to maintain their domi-
nance in the marketplace and keep
their competitors at bay seemed to
be the overriding theme of last week’s
National Association of Broadcasters
joint board meeting. Television directors
reaffirmed their support for cable rere-
gulation and legislation that includes
must carry and channel positioning lan-
guage. The radio board stated its un-
equivocal opposition to the creation of a
national satellite broadcasting system
that could become a reality through the
development of digital audio broad-
casting.

““There is a feeling that we have to do
something immediately’” about DAB.
said NAB’s newly elected radio vice
chairman, Dick Novik of WKIP(AM)-
WRNQ-FM Poughkeepsie. N.Y. Besides
issuing a statement outlining their belief
that a DAB system poses a serious threat
to localism. the radio directors estab-
lished a special DAB task force to study
its impact. NAB wants to ensure that
any DAB system provide ‘‘adequate
competitive protections for licensees
now providing local services. and mini-
mal economic or other market disloca-
tions to the existing providers and con-

sumers of local service.”” Furthermore.
the association is advocating the estab-
lishment of a world technical standard
for terrestrial digital audio broadcasting.

For TV the focus remains on cable.
There was a strong spirit of unity among
the directors, sources said, and a sense
that NAB must continue to seek a more
level playing field with cable. **We
looked at everything that could influence
us.’* said Gary Chapman, NAB's newly
elected TV chairman and president of
LIN Broadcasting.

Must carry and channel positioning are
“bedrock’” issues, Chapman said. And
Fritts said the board expressed an interest
in obtaining must carry protection based
on a station’s ADI rather than its being 50
miles from the cable headend. Also. they
discussed whether the vertical blanking
interval should be part of a must carry
law. Fritts would not confirm whether he
was meeting today (June 25) with Nation-
al Cable Television Association President
Jim Mooney to continue discussions on
must carry and channel positioning. But
when asked what were the chances of
cutting a deal with cable, he said: **We
have a 10% to 90% chance. depending on
who you talk to."”

NAB leaders 1 to r: President Eddie Fritts; Radio Vice Chairman Dick Novik; Radio Chairman David Hicks; Joint Board
Chairman Lowry Mays; TV Chairman Gary Chapman; TV Vice Chairman Ron Townsend, and Wally Jorgenson, past chairman.

CABLE AND DIGITAL AUDIO OCCUPY NAB BOARD MEETING

Board restates support for cable reregulation and advises
broadcaster restraint in airing sexual and violent material

Despite the Hill's cool response to
NAB’s must carry/must pay proposal,
the TV directors have not abandoned the
concept. One source said NAB is *'still
behind it.”" Forcing cable to pay a re-
transmission fee is a long-term goal,
said one director.

While much of the four-day meeting
in Washington dealt with these key is-
sues. the board also approved a revised
fiscal 1990-91 budget to offset a $1 mil-
lion cash shortfall (see chart). Under the
new budget. expenses were cut by $I
million. NAB’s financial troubles are a
result of reduced net income from the
1990 Atlanta convention (down about
$600.000 from the amount originally
projected) and a fall-off in radio dues
(BROADCASTING, May 14). At the close
of the meeting, the directors appeared
satisfied that NAB's financial house was
in order.

Still there was strong interest in ex-
panding NAB's revenue streams, and it
seems the association is turning to
broadcasters overseas as a possible
source of additional income. Under a
long-range business plan approved by
the board, NAB will more aggressively
market its annual conventions to the in-
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Pictured at lett: NAB President Eddie Fritts and his wife, Martha Dale; Florida Sena