Broadcasting~Oct 1

Incorporating Broadcasting / Cable 59th Year 1990

WASHINGTON / 59 CABLE / 68

High-definition television DBS, cable bill talk of
bill is tabled, but closed towns in Atlantic City

captioning law is likely and New York

TELEVISION / 36 RADIO /41
Tribune takes Rivers, KKBT(FM)'s urban
Greraldo in-house sound moves it closer

PBS wins with ‘W)’ tolead in L.A.

COLUMBIA NIGHT
AT THE MOVIES

PRESENTS

WINNER 9 ACADEMY AWARDS

INCLUDING

BEST PICTURE
[HE
|AST EMDERE

£, W 5 E =
Ry AL
i .

VM IN¥N0dS

3Av 3NOOG ¢0s 3
N_VIVIN

AdvygIl AGSOY]

06/230 MAF 688638S08I8S 66
1191 0-€ S 2R XATIXHXG XX EREREL

86266

266



Have an impossible task?
Leave it to a Tiny Toon™

to pull it off! Like instantly
turning around kids line-
ups, finishing as the #1 kids
show in their time period.
Against firmly established
competition. After only one
week on the air.

These toons maybe tiny,
but their accomplishments
are large!

“Tiny Toon Adventures.”
Big toon-in results.
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Broadcasters unveiled plans for enhanced widescreen TV at Brighton (page 64)

27 / SURPRISE START

The television nétworks’
official prime time **premiere
week’’ got off to an
unexpected start last week.
with CBS winning the
round—with no more than
three-tenths of a rating

point separating first and
third place. An also
unexpected contender: The
Civil War on the Public
Broadcasting Service, which
diverted attention from the
big four but helped on-air
television bolster its
homes-using-television
numbers.

In addition to CBS’s
unexpected showing to date,
unusual turns included
low numbers for such
franchise programs as
NBC'’s The Cosby Show and
ABC’sRoseanne ,
compared to last year, and
talk by some observers
that NBC may, or should. be

4 This Week

the first of the networks to
make schedule changes.

32 / EXTENDING
GOODWILL

Less than two months

after the final losses of $44
million for the 1990
Goodwill Games were
tallied, the board of

Turner Broadcasting System
voted unanimously to
proceed with the 1994 games
and offset losses by

selling a weekend package of

events to ABC.

The games will be cable
exclusive during the week,
with events in prime time
and late night, while ABC
will have 18 hours of

weckend afternoon coverage.

36 / CORPORATE SPLIT

Tribune Entertainment
will not renew its agreement
with Paramount to sell

Tribune’s Geraldo and Joan
Rivers shows. Instead,

sales of the two talk strips are
being taken in house.

38 / RATINGS VICTORY

Ken Burn's $3.5 million,
critically acclaimed 12-hour
documentary The Civil

War was a major victory for
the Public Broadcasting
Service, giving the
noncommercial network

its largest-ever series debut
audience, a number that
increased for the program’s
second outing.

41 / URBAN ROCKET

KKBT(FM) Los Angeles

was a classical music station
when Evergreen Media
bought it in May 1989. After
a false start as an urban

rock station, it switched to an
urban contemporary

sound, which has propelled it |

just a fraction away from
the market leaders.

44 / ABC’S (ROSS-
PROMOTION

ABC-TV is looking to its
radio network to promote
three fall TV shows: Twin
Peaks, China Beach and Cop
Rock . The marketing plan

is designed to serve as an
**extension of the
entertainment value of the
show.”” said ABC-TV.

45/ AN, FM
IMPROVEMENT AHEAD

Radio can look forward to
the expanded AM band, new
FCC rules governing FM
translators, improved fidelity
for AM receivers, RDS

for FM receivers and several
other near-term
developments.
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JOSE

Radio-Television News
Directors Association
members found their way

‘ to northern California last
week for the

| organization’s 45th annual

international conference

and exhibition. During the

| show, NBC News
President Michael Gartner
drove home his point that
pooling the resources of the
networks and their
affiliates is one way to curb
the personnel and
economic contraints of the
1990°s. Other panelists
addressed the blurring of
traditional boundaries

| between news media, and
maintaining journalistic
integrity while meeting
bottom-line corporate

| budget projections.

\ 47 / THE WAY TO SAN
I
|

49, 60 / SIKES STUMP

l FCC Chairman Alfred
Sikes called on those
attending the RTNDA

i convention to bring their

| Jjournalistic skills to bear
on an examination of prime
time television and its
effects on society. To date.
he said. the issue has not

I drawn the *‘level of media
scrutiny that accompanies

(pages 27, 38). Shown below:
writer Shelby Foote and
producer Ken Burns (r)

‘ PBS’s ‘Civil War’ was hit

|
—

the important issues of the
day.””

Further south, Stkes
told members of the
Hollywood production
community that the agency is
seeking to write new rules
that balance the interests of
the broadcast networks
and Hollywood producers.

52 / SEASON FINALE

Many general sales
managers start the fourth
quarter having little

picture of what the next three
months will hold for TV
station revenue. That
uncertainty has begun to
breed some doubt about
whether revenue will grow
for the fourth quarter and into
1991.

59 / ON THE HiLL

Foreign Affairs

Committee efforts to review a
high-definition test

funding measure dims its
chances. In the meantime,
the Commerce Committee
reports out a bill

mandating that TV set
manufacturers include
decoders for closed
captioning for the hearing
impaired into most TV sets.

60 / ON BOARD

The Corporation for

Public Broadcasting has
elected a new board
chairman: Marshali Turner,
general partner and co-
founder of the San Francisco-
based venture capital
investment firm Taylor &
Turner Associates. Daniel
Brenner. former legal adviser
to FCC chairmen Mark
Fowler and Charles Ferris.
was elected vice

chairman.

62 / DAB DILEMMAS

The FCC is offering three
possible DAB bands up for
public comment,

including one set of
frequencies that now

resides in the UHF-TV band.
Strong opposition to alt
three options is expected.
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FCC Chairman Alfred Sikes
(pages 49, 60)

64 / BRIGHTON BEACH
MEMOIRS

According to the

consensus of TV technical
experts at the International
Broadcasting Convention in
Brighton, England,
widescreen television will
emerge as the first, and

perhaps most important, step
toward advanced TV
systems worldwide.
Additionally, this year’s
breakthroughs in applying
digital compression
techniques to television and a
new push to enhance
terrestrial broadcast services
also dominated the talk at
the engineering forum and
equipment exhibition.

68 / CABLE CONCERNS

TCI’s John Malone,

during the Cable Television
Administration and
Marketing Society’s
management conference

in Atlantic City last week,
said that the cable

industry, regarded as highly-
leveraged, is in a credit
squceze, causing stock prices
to decline. [t will be
increasingly difficult for the
cable industry to find
financing, he said. But cable
will be in better shape

than other industries hit by
recession because it is
‘‘supported by its own
internal cash flow,”” he

said.
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Washington
Looking up

Window of opportunity has
opened for many independent
consultants who, despite gen-
erally gloomy banking, bro-
kering and station trading
picture, are finding them-
selves benefactors in current
market. Change comes as
banks draft new ways to com-
bat HLT restrictions and
broadcasters spend more time
in litigation. Lending institu-
tions that entered broadcast-
ing in late 1970°s developed
in-house expertise, reducing
need for independent consul-
tants. For now, however,
pendulum has swung back, at
least for short term.
Appraisals are being done
in increasing numbers due to
rise in litigation involving
bankruptcies, partnership dis-
solutions, employe disputes,
and, surprisingly, divorces,
said several consultants.
Window may close by late
October if federal regulations
allow banks to change some
loans currently classified as
HLT (BROADCASTING. Sept.
17). Also, many small to
mid-size broker firms are ex-
panding financial consultant
and appraisal efforts to make

(which include fin-syn and
PTAR) to ensure that PTAR
is not undermined.

Seattle

Step closer

Seattle-based SkyPix's pro-
posal to launch 80-channel,
direct-to-home satellite mov-
ie service by next spring will
take one large step toward re-
ality today (Oct. 1) when
Hughes Communications an-
nounces it has leased SkyPix
satellite capacity to do job.
Constituting deal of same
magnitude as HBO-Turner
Broadcasting purchase last
year of next-generation ca-
pacity aboard Hughes’s Gal-
axy IR and V birds, long-
term SkyPix lease will give it
10 transponders aboard 41-
watt, Ku-band bird, SBS 6,
to be launched later this
month. SkyPix will migrate
to huge hybrid Ku/C-band
bird, Galaxy IV, where its
lease will expand to 12 tran-
sponders in early 1993. Sky-
Pix, which promised soon to
announce strategic  equity
partners, has said its own dig-

ital compression system will
allow it to deliver eight video
signals per transponder as
soon as next May or June.

Sacramento

Fuller-Jeffrey  Broadcasting
Companies Inc. is on move.
Group owner of KHOP(FM) on
104.1 mhz in Modesto,
Calif., is buying construction
permit for 103.9 mhz in Mar-
iposa, Southeast of Modesto,
and is also moving KRCX(AM)
Santa Rosa (Sacramento)
from 1110 khz to 650 khz.
Move will allow Fuller-Jef-
frey to increase power from 5
kw to 25 kw day and 500 w
night to | kw night.

Chicago
Taking care
of business

Arbitron  Co.  apparently
knows potential customer
when it sees it. Word has it
that Chicago office of ratings

company is looking to pitch
its broadcast advertiser track-
ing services to Christian
Leaders for Responsible
Television. CLeaR-TV,
based in nearby Carol
Stream, Ill., is group that
keeps tabs on TV shows and
commercials with eye toward
boycotting advertisers in pro-
grams it decides contain too
much sex, violence or pro-
fanity (‘‘Closed Circuit,”
Sept. 17).

Hollywood

~ Looking for leak

News of MCA's talks with
Matsushita (see ‘‘Top of the
Week,"" page 27) inspired al-
most as much discussion on
how news was gotten as on
news itself. Wall Street Jour-
nal had distinction of break-
ing story, leading to much
speculation, perhaps unfair,
that word of negotiations was
tactically leaked. Among var-
ious scenarios were that per-
haps leak was devised to test
Washington’s reaction to an-
other Japanese-based owner
of Hollywood studio. Also
suggested were conflicting
explanations that either story

Revolving door |
With one-year “*cooling off"” perind expiring this week,
former FCC Commissioner Patricia Diaz Dennis and
current partner at fones, Day, Reavis & Pogue, is free (o
~meet with FOCU officials on behalf of clients. *01d Matsushita. Among rumored
commissieners never die, they just return fo old possible sources were said to
haunts,"" she said, be investment banker ac-
Fear-long prohibition against lobbying tormer agency quainted with one of report-
also lapses for two key figures of FCC Chairman Denis ers or MCA executive and
Patrick’s administration: Lex Felker, chief of Mass Me- major shareholder.
“dia Burean, and Diane Killory, general counsel, Felker
is now working on HRTY matters al law firm of Wiley,
Rein & Fielding. Killory, partner at Morrison & Foer-
ster, whi is working for Coalition to Preserve the Finan- -
cial Trterest and Syndication Rules, said prohibition has more stations in line to air
been frustrating. Tt will be nice to be able o follow The  Disney  Afternoon

through and talk to people on some ol these issues, " she (BROADCASTING, Sept. 24) in
two-hour seamless form rath-

was leaked to pressure Was-
serman into finally agreeing
to sell company, or that pres-
sure was meant to scare off
supposedly ‘‘publicity shy”

up for lost revenues.

Hold that (PTAR) line

NATPE International Chair-
man Vicky Gregorian and
President Phil Corvo met in-
dividually with five FCC
commissioners in Washing-
ton two weeks ago. Commis-
sion has made no secret of its
desire to keep intact prime
time access rule as it reexam-
ines other rules, such as fi-
nancial interest and syndica-
tion. According to Gregorian,
commissioners urged NATPE

Keeping together

Buena Vista, looking to get

to suggest language that says, Patrick's own prohibition lapsed in mid-August, L
might be used in revision of as did that of Chief of Staff Peter Pitsch. er than breaking up four-
network  affiliation  rules show block, will use research
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Our Rating

u .Vhat’s Up Doc? The ratings thanks to “Merrie Melodies starring Bugs Bunny™

and Friends.”

In overnight markets across the country, Bugs Bunny and his toon gang’s debut week
has been a hare-raising success. Instantly turning on kid blocks and significantly
boosting their time period share over previous programming.

Looking for the right show to help you hop to the top with kids? Turn to “Merrie
Melodies starring Bugs Bunny and Friends” and you’ll have the best ears of your career!

Time Merrie Melodies
Market Station Period May 90 Programming vs. 5/90
New York ~ WWOR™  7:30AM Jetsons +63%
losAngeles KMV~ 400PM  SuperMario Bros. +44%
Philadelphia WPHL"  4:30PM Tom & Jeny +50%
San Francisco KTW* 8:30AM Yogi Bear +20%
Boston WV 400PM  Police Academy +60%
Detroit ~ WXON"  4:.00PM Muppet Babies +10%
Washinglon ~~ WDCA  800AM PoliceAcademy  -475% —
Dallas KTXA 3:30PM Police Academy +38% -
Clevelond ~ WOIO®  3:.00PM Comicstrip  +14%
Houston KTXH 3:.00PM  Dennis The Menace +29%
Aflanta _ WAIL’ 3.30PM Muppet Babies +25%
Minneapolis KIN  4:30PM ~ Silver Spoons +33%
Stlous ~  KDNL  3.00PM Tom & Jery +25%
Denver ~ KWGN"  7:30AM  Dennis The Menace +29%
Phoenix KPHO ~ 4:.00PM  Super Mario Bros. +38%
Harfford ~ WIXX  430PM FunHouse +100%
Indianapolis WXIN 4:.00PM Real Ghostbusters +22%
Cincinnati WSIR 4:30PM Super Mario Bros. +433%

SOURCE: NSI/ *ARB Overmights 9/17-9/21/90vs. /90
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to convince stations that of 23
metered markets, 16 stations
that air block in seamless
form have 25% rating advan-
tage over seven remaining
stations that break up The
Disnev Afternoon. Of Buena
Vista’s 95% clearance for
block, nearly 30% do not run
shows seamlessly from 3 to 5
p.m. as Disney wants.

Ready for Saturday
morning player?

Latest live-action character to
make translation to Saturday
morning animation may be
Jaleel White, young actor
who plays Steve Urkel on
ABC's Family Matters. Ac-
cording to Jenny Trias, vice
president. children’s pro-
grams, ABC Entertainment,
network is considering devel-
oping series around charac-
ter. whom she described as
**likeable nerd."" Other possi-
bilities include using animat-
ed character in wrap-arounds.
Developing prime time char-
acter for Saturday animation
has two benefits: it already
has established audience from
its prime time airing, and the
Saturday show will in turn
cross-promote nighttime se-
ries. l

Parting is such

Fox executives are said to be
having spirited debate over
how best to ease Maury Po-
vich out of anchor chair on
Current Affair without dis-
rupting viewing patterns for
show. which remains one of
highest-rated access strips
and contributes around $30
million in annual profits to
Fox coffers. Sources say Fox
Chairman Barry Diller wants
to yank him immediately. to
cut off his on-air exposure. so
that his persona won't be as
fresh in viewers’ minds when
he jumps to Paramount to do
talk show, scheduled to
launch next fall. But cooler
heads are urging gradual
phase-out of Povich this sea-
son. perhaps through intro-
duction of co-anchor, who
might take over full-time next
spring. Decision is expected |

Boston’s best

At an awards ceremony Sept. 26 at the Library of Congress.
the National Association of Broadcasters gave out its **Service
to Children™" television awards for excellence in children’s
programing and public service campaigns targeted to children.
Among the 16 winning stations were four singled out as **Best
of the Best.”" Of those four, two were from Boston. Shown
above at the ceremony with presenter Massachusetts Senator
Ed Markey (second from left) are representatives of winning
Boston stations (I-r) Bob Glover, wHDH-Tv; Elizabeth Chung,
WwCVB-TV, and William Ryan. president, Post-Newsweek Sta-
tions. which sponsored the $2.500 award to wWCVvB-Tv. The
other two **Best of the Best Winners®’ were KIRO-TvV Seattle
and KOLN(TV)-KGIN(TV) Lincoin. Neb.

in next month. Leading can-
didate to replace Povich on
Affair is Maureen O'Boyle.
who has been substituting
more frequently for Povich in
recent months. She also an-
chors sixth night of Affair,
called Current Affair Extra.
which debuted this season
with strong numbers, gener-
ally improving time period in
metered markets.

San Jose

Chipping in

According to Radio-Televi-
sion News Directors Associa-

tant deputy secretary of de-
fense, from Washington, and
New York feed with exiled
Kuwaitis Dr. Hassan EI-
Abreheam (president of Citi-
zens for a Free Kuwait) and
Dr. Suleimin Mutawwa (min-
ister of planning, Kuwaiti
government).

One news director estimat-
ed that RTNDA may have
had to pay $5,000-$7,000 to

| maintain downlinks.

tion Chairman Rob Sunde, |

association had to dip into its
own pocket to help Keystone
and Conus defer cost of ex-
tended satellite feed time for
panel on crisis in Middle East
at last week’s conference in
San Jose.

Dual satellite feeds fea-
tured Arthur Hughes, assis-

10 Closed Circwit

New York

Olympian gains

Although TV stations are fac-
ing near-term revenue uncer-
tainty (see story. page 52),
network-owned station

groups for both NBC and |

CBS are making progress on
sales for 1992 Olympics.
Former effort, headed by Bud
Hirsch, owned stations vice

president, sales and market-
ing, has made several ‘‘sig-
nificant’” sales, which are
non-cancellable. CBS sales
effort has sold almost two
dozen packages under Phil
Press, vice president and gen-
eral manager, sales and mar-
keting, and recently hired
Lynell Antonelli as executive
director of Olympic market-
ing and sales. In addition to
spots, packages include such
bonuses as viewer magazines
and videotapes for advertiser
employes, helping advertisers
arrange client Olympic par-
ties and merchandising cata-
logues.

Drive time

CBS Radio and Group W Ra-
dio have each donated 1,000
radio receivers for industry-
wide AIR/LIFT campaign,
announced last month at Ra-
dio 1990 in Boston. Goal for
campaign is 25,000 receivers
and batteries for U.S. Armed
Forces in Persian Gulf. Lis-
teners from around country
have donated $4,000 in first
days of drive. Cox Radio,
NewCity Communications,
The Sillerman  Companies
and Unistar have pledged
support for drive as well.

Israel
Discovery in Israel
Discovery  Channel  has

signed deal to distribute pro-
graming with Tevel, largest
MSO in Israel, which has 1.1
million TV homes and has
awarded cable franchises for
entire country, with Tevel

gaining most homes with
142,000. Tevel will carry
separate  Discovery feed,

packaged for Israel, as well
as sell Discovery to other
MSO’s. Discovery and Unit-
ed International Holdings
have 50% of venture, Tevel
other 50%. Israeli cable in-
dustry expects to pass
800,000 homes in three
years. Discovery’s Israeli ser-
vice will launch initially in
prime time.

|
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Who’s
John Robinson’s

favorite star
on ABC Sports?

“Are you kidding me?

There's nothing | enjoy more than
sitting back on a Saturday to watch
ABC's College Football.
It's more fun than scouting films.

| especially get a kick

out of all the spirit those kids show,
and | don't just mean lhe players.
just ask my friend here.

(His Bruins may "bear it all’

on the field, but I'm still partial
tomy old USC Trojans.)

And the way a lot of these kids

are playing, who knows,

maybe some of them will be doing
their graduate football work
with me and the Rams!”

College Foothall
is one of the stars
on ABC Sports!

ABC's College Football '90
(Sept. 8—Nov. 24}

Bowl Day '91 (Jan. 1)
Florida Citrus Bowl

Rose Bowl,

USF&G Sugar Bowl.

——

ABC Sports
Superstar Lineup!

ABC'S MONDAY NIGHT FOOTBALL

NEW YORK CITY MARATHON

SKINS GAME

ABC'S COLLEGE BASKETBALL

KELLY TIRE BLUE-GRAY ALL STAR CLASSIC
EAGLE ALOHA BOWL

PEACH BOWL

NFL PLAYOFFS

SUPER BOWL XXV

ABC’S WIDE WORLD OF SPORTS
30TH ANNIVERSARY SEASON

PROFESSIONAL BOWLERS TOUR

WORLD LEAGUE OF AMERICAN FOOTBALL
U.S. FIGURE SKATING CHAMPIONSHIPS
WORLD SWIMMING & DIVING CHAMPIONSHIPS
WORLD ALPINE SKIING CHAMPIONSHIPS

CHRYSLER TRIPLE CROWN CHALLENGE
KENTUCKY DERBY. PREAKNESS STAKES
AND BELMONT STAKES

WORLD CHAMPIONSHIP BOXIN(
MEMORIAL TOURNAMENT
INDIANAPOLIS 500

U.S.OPEN

BRITISH OPEN

U.S. SENIOR OPEN

U.S. WOMEN'S OPEN

TOUR DE FRANCE
INTERNATIONAL SPECIAL OLYMPICS
WORLD GYMNASTICS CHAMPIONSHIPS
Be a part of it! Call Jim Wasilko
V.P. Sports Sales at (212) 456-70

All those rough
and tough
teams on
ABC’s College
Football!




With most cassette
make countless

system,and manuall
=== And they

manual labor isn’t usually the first thing that comes to mind.

But fact is, some systems can create more work than they
eliminate. Especially systems that
use what we call o “Variable

Cut” method of automation.

Variable Cut systems are kind
enough to warn you about
potential problems. But you'll
have to correct them yourself. allows you to put more than one

A Varigble Cut system

spot on each cassette. A method of qutomation which at first
may seem quite efficient. But when compared to Sony’s
advanced multi-cassette systems, a Variable Cut system is
actually rather labor-intensive.

To begin with, a Variable Cut system requires you fo
make dubs manually. With Sony’s multi-cassette systems, all
you have to do is push a button. Witha Variable Cut

system, you may have to make

And it will automatically make alot of dubs by hand.

fwo dubs for you right in the machine. Secondly, a Variable

Sony Communications Products Company, 1600 Queen Anne Rd., Teaneck, N.J. 07666, © 1990 Sony Corporation of Ameria. Sony is o registered trademark of Sony.



stems,you have to

ubs, devise a fil
correct system errors.
At automation! 2 e

Cut system requires you to figure out how o file your spots on With a Sony system, however,

your cassettes. Which means you'll have to start working even  tape conflicts aren’t @~ Variable Cut
systems require

you to devise a filing | #4*

before your mulfi-cassette system does. How will you clossify ~ problem. So you St

) o , they'll operate
your spots? By advertiser? By product type? By running fime?  won’t have to spend efficiently.
In the end, the burden is on you. all your time and energy correcting them.
But with a There are

Sony system, fil-

many other ways

ing is done by the Sony’s mulfi-

machine. All you cassette systems

have to do is load

are easier fo use

the source tapes, With a Variable Cut system, tape wear can become a visible problem. than a Variable

and the system files them. Automatically. Cut system. But we don’t want fo belabor the point. So call
Lastly, Variable Cut systems fend to have diffi- 1-800-635-SONY for more information. Because if your multi-
culty dealing with tape conflicts. More often than not, cassefte system is really working, then you shouldn’t be, too.

their solution is just fo flash a warning. Which simply

indicates that you’ll have to comect the problem manually. S O N Y@

BROADCAST PRODUCTS



8 indicates new listing or changed item.

THIS WEEK

Sept. 30-Oct. 2—Oregon Association of Broad-
casters and  Washington State Association of
Broadcasters joint annual meeting. Portland
Marriott Waterfront, Portland, Ore. Information:
(503) 257-3041.

Sept. 30-Oct. 2—Minnesota Cable Communica-
tions Associarion annual convention. Radisson
Centerplace Hotel, Rochester. Information:
Mike Martin, (612) 641-0268.

Sept. 30-Oct. 3—Southern Educational Commu-
nications Association conference. Hyatt Regen-
cy, Miami, Fla. Information: Kathleen McDer-
mott, (803) 799-5517.

Oct. 1—Deadline for applications for 55th an-
nual Ohio State Awards competition honoring
excellence in educational, informational and
public affairs broadcasting, sponsored by
Ohio Stare’s Institute for Education by Radio-Tele-
vision. Information: (614) 292-0185.

Oct. 1-3—Television Bureau of Adveriising sales
management meeting and product usage
seminar. Radisson Hotel Seattle Airport, Seat-
tle. Information: (212) 486-1111.

Oct. 1-4—"Fiber Optic Installation, Splicing,

Maintenance and Restoration for Cable TV Ap-
plications,” training class offered by Siecor
Corp. Siecor, Hickory, N.C. Information: (704)
327-5000.

Oct. 2—Cabletelevision Advertising Bureau local
advertising sales workshop. Raleigh Marriott,
Raleigh, N.C. Information: (212) 751-7770.

Oct. 2—American Advertising Federation law
and business conference. Drake Hotel, Chica-
go. Information: (202) 898-0089.

Oct. 2—"Lintas: Future Day" seminar on "im-
pact of a united Europe on American market-
ing abroad," sponsored by Lintas:USA. Ritz-
Carlton, Chicago. Information: (212) 605-8000.

Oct. 2-3—West Coast conference of Advertis-
ing Research Foundation. “"Research for the En-
tertainment and Programing Industries: Work-
ing with the Creative Process to Add Value.”
Luncheon speaker: Brandon Tartikoff, presi-
dent, NBC Entertainment. Loews Santa Monica
Beach Hotel, Los Angeles.

Oct. 2-6—"The Awards," screening segment
on the advertising of Chiat/Day, as part of
screenings and seminars on Chiat/Day run-
ning Sept. 18-Dec. 5 at Museunt of Broadcasting.
MOB, New York. Information: (212) 752-4690.

Oct. 3—Cabletelevision Advertising Burean local
advertising sales workshop. Atlanta Marriott

Northwest, Atlanta, Ga. Information: (212) 751-
7770.

Oct. 3—National Academy of Television Arts and
Sciences, New York chaprer, drop-in luncheon.
Speaker: Gerry Hogan, president, Turner En-
tertainment Networks. Copacabana, New York.
Information: (212) 768-4510.

Oct. 3—New Jersey Broadcasters Association an-
nual fall managers’ conference. Woodlawn,
Rutgers, The State University, New Brunswick,
N.J. Information: (201) 247-3337.

Oct. 3—Catcus for Producers, Writers and Direc-
1rs general membership meeting. Chasen's,
Los Angeles. Information: (213) 652-0222.

Oct. 3—Opening reception for screening exhi-
bition, "WTTW/Channel 11: A 35th Anniversary
Celebration,” which runs Oct. 3-Dec. 3, at Mu-
seum of Broadcast Conununications. Museum,
Chicago. Information: (312) 987-1500.

® Oct. 3—Eighth annual Broadcasters Hall of
Fame ceremony. Quaker Hilton, Akron, Ohio.
Information: Jean Hartz, (216) 633-2504.

Oct. 3-7—Ottawa '90 International Animation
Festival, sponsored by Canadian Film Institute,
including 70-year retrospective of animated
commercials. National Arts Center, Ottawa. In-
formation: (613) 232-6727.

Oct. 3-9-21st Photokina Cologne, "World's

Oct. 4-7—Society of Broadcast Engineers fifth
annual national convention. St. Louis. Future
meeting: Oct. 3-6, 1991, Houston. Information:
1-800-225-8183.

Oct. 11-15—MIPCOM, international film and
program market for TV, video, cable and satel-
lite. Palais des Festivals, Cannes, Framcea, Infor-
mation: (212) 689-4220. Future conference ot
10-14, 1991, Cannes.

Oct. 13-17—Society of Motion Picture i Tale-

vision Engineers 132nd lechrical conlerence
and equipment exhibit. Jacob Javits Convention
Center, New York, Future confarences: Oct. 26-
30, 1991, Los Angeles: Mayv 11-14, 1992, Matra
Toronto Convention Cenier, Taranto.

Oct. 21-24—Associatimi af National Adpertis.

ers annual convention. Ritz-Cariton Hotel, Ma-
ples, Fla.

Oct. 30-Nov. 4—National Black Medin Coali-
tion annual conference. Hyatt Regency, Belheas-
da, Md.

Nov. 14-16—Television Bureau wf Adveriising
annual members meeting. Loews Analaie. Dal-
las.

Nov. 17-19—LPTV annual conference and ex-

position, sponsored by Community Broadeast-

ers Association. Riviera, Las Vegas [BI0) 225-
8183.

Nov. 28-30—Western Cable Television Corifar-
ence & Exposition, sponsored by Califrnie (-
ble Television Association. Anaheim Conven-
tion Center, Anaheim, Calif

Jan. 3-6, 1991—Assucintion af [wdependend
Television Stations annual corventian. Cenfury
Plaza, Los Angeles. Future convention: Jan. 7-

10, 1992, Fairmont Hotel, Stantord Couws and
Mark Hopking Hotel, San Francsco.

Jan. 14-18, 1991—25ih annual NATFPE fider
wational convention. Mew Orleans Conwention
Center, New Orleans

Jan, 21-23, 1991 —Setellite Broadeasting aud
O guicalfons Association frade snow. Bal-
w'e, Laa Vegas. Information: (BOD) 654-9276
Jan. 24-27, 1991 —fKadic Adcerlising Bavew
Managng Sales Conderence. Opryland Haobel,
Mashvilla

Jan. 25-28, 1991 —National Religions Broed-
casbers annual convention Sheraton Wiaghing-
ton, Wasnngton

Jan. 2531, 1991 —Nufimil  Azsocinhion af
Bivadeasters wintar board meeting. Ritz-Carl-
ton. Maplas, Fa

Feb. 1-2, 1881 Sacrety of Mofion Pictare awid
Televigion Engineers 25th annual lelavision
confarence. Westin Detroil. Detroit. Future con-
lerance: Jan. 31-Fab. 1, 1992 Westin 51 Fran-
o5, San Francisco

Feb. 27-March 1, 1991 -Texgs Cable Show,
sponsored by Teras Coble TV Associztion. San
Antonio Corvention Centar, San Anfonio, Tex
March 6-9, 1891 - 22na annual Country Radio
Seminar, sponsored by Coirtry Radic Brood-
easfers, Opryland Hotal, Mashvite Informalion
615) 327-4487

March 24-27, 19891—Nationn! Cabie Televigion
Associntion anudl convention. New Oreans
Convention Center, MNew Orleans

Aprit 78, 1991—Cabletelevision Advertising

Bureau 10th annual conference Marricil Mar-

o Bheraton, Mew Oreans.

ouis. Mew York,

April 1518, 1991 —Nuativien! Assocration of
Hrondeasters B3th annual convertion. Las Ve-
pes Comvention Centes, Las Viegas. Future con-
wenlicns: Las Vegas. April 11 14, 1992, and Las
Vegas, May 1-4 (tentative), 1983,

April 19-24, 1991 M. 1'V. rernational televi-
son program marketplace. Paleia des Festivals.
Cannes France Inforrmation: (212) 750-RE53
April 21-24, 1981 —Eroadenst Cafle Financial
Mapegenient Assneinfion 313t annual conven-
by, Cantury Plaza Los Angekes. Future con-
ventions: Apnl 22-25, 1992, Mew York Hilton,
Mew York, and Agril 28-30, 1993, Buena Vista
Palace, Lake Buesna Vista Fia

May 1519, 1991—Awwa public radio confer-
ence, eponsored by Natiowe! Public Radio.

May 16-18, 1901 —Anierican Waowen (v Radio
aud Televistan 40th annual conwvention. Omni
Hetel, Atlanla. Fulure convention: May 27-30,
1882, Phosnix,

June 16189, 1881 —Froedenal Promotion and .
Morkefing Executives & Hroadeast Desigiers
Associalion gwual conlerencs. Baltimore Con-
vention Center, Baltimore )
Aug. 25-27, 1991—Eastern Cabile Show, spon-
sorad by Southern Cable Telerision Associa-
fimie. Abania

Sept. 11-14, 1991—Radia ‘91 canvention, spon-.
sared by Mitlonal Association of Broadeasters.
San Francisco ’
m Sepl. 25-28, 1991—Raedin-Television News
Directors Association international conference
and exhibition. Denver
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Galavision proudly salutes
its newest broadcast affiliate

Channel ©
in Falm Springs, California.

I Spanish, 24 hours a day,
Galavision celebrates its roots
in Mexico, where a great majority
of U.S. Hispanics trace their
heritage.

You knew Galavision as the
country’s first Spanish-language
cable network. Meet the nation’s

newest Spanish-language
broadcast network.

GALAVISION 2121 AVENUE OF THE STARS, SUITE 2300, LOS ANGELES, CA 90067 213-286-0122



Fair of Imaging Systems," for photo, film, vid-
eo, audio, photofinishing and professional im-
age and sound communication. Cologne, Ger-
many. Information: German  American
Chamber of Commerce, (212) 974-8830.

Oct. 4—"The Business of Comedy."” seminar
sponsored by Cenmter for  Communication.
Speakers: Ed Bennett. VH-1 and HA!; Betsy
Borns, HBO's Comedy Channel; Gregory
Gotts, Second City Comedy Marketing Group;
Joy Golden. Joy Radio, and Ed Bleier, Warner
Bros. (moderator). General Electric Auditori-
um. New York. Information: (212} 836-3050.

u Oct. 4—Federal Communications Bar Associa-
tion. New York chapter, annual fall luncheon.
Speaker: FCC Commissioner Sherrie Marshall.
Association of the Bar of the City of New York,
New York. information: (212) 986-1116.

Oct. 4-5—"Local Loop Technologies and
Strategies Seminar.” Cottages Resort and
Conference Center. Hilton Head. S.C. Informa-
tion: (202) 662-7184.

Oct. 4-5—"International Telecommunications
Futures,” second annual Symposium spon-
sored by International Center for Telecommunica-
tions Management and the College of Continuing
Studies. Peter Kiewit Conference Center, Uni-
versity of Nebraska, Omaha. Information: (402)
595-2300.

Oct. 4-7—Society of Broadcast Engineers con-
vention. Cervantes Center, St. Louis. Informa-
tion: (317) 842-0836.

Oct. 4-7—Americun Women in Radio and Televi

sion Southeast area conference. Radisson ho-
tel. Memphis. Information: Cris Stovall, (901)
278-2424.

Oct. 5—Cabletelevision Advertising Burean local
advertising sales workshop. Orlando Airport
Marriott, Orlando, Fla. Information: (212) 751-
7770.

Oct. 5—17th annual "CSU Broadcast Day,”
sponsored by Colorado State University. Theme:
“Domestic and Global Concerns: Radio-Televi-
sion in the Next 10 Years." Featured luncheon
speaker: James Dowdle, president and chief
executive officer, Tribune Broadcasting Co.,
Chicago. CSU, Fort Collins. Colo. Information:
Robert MacLaughlin, (303) 491-6140.

Oct. 5—Agency management seminar for ad
agency principals, CEO's and senior manage-
ment executives, sponsored by American Asso-
ciation of Advertising Agencies. Hotel Nikko, San
Francisco. Information: (212) 682-2500.

Oct. 6—Nartional Academy of Television Arts and
Sciences Chicago chapter Emmy Awards pre-
sentation. NBC Tower, Chicago. Information:
Nick Aaronson, (312) 836-5507.

Oct. 6—National Academy of Television Arts and
Sciences Philadelphia chapter Emmy Awards
presentation. Hotel Atop the Bellevue. Phila-
delphia. Information: Grace Stewart, (215)
233-4554.

Oct. 6—"Career Enhancement/Advance-
ment,” sponsored by Associated Press Televi-
sion-Radio Association of California-Nevada. Sun-
nyvale Hilton, Sunnyvale, Calif. Information:

Rachel Ambrose, (213) 746-1200.

Oct. 6—National Association of College Broad-
castersiNational Broadeasting Society. Alpha Epsi-
lon Rho regional conterence of college broad-
casters. Ithaca College, Ithaca. N.Y.
Information: (401) 863-2225 or (607) 274-3242.

8 Oct. 6-7—/ustinute of Electrical and Electronics
Engineers 1990 honors ceremonies. Royal York
hotel, Toronto. Information: (212) 705-7847.

ALSO IN OCTOBER

Oct 9—Cabletelevision Advertising Burean local
advertising sales workshop. Boston Marriott
Newton. Boston. Information: (212) 751-7770.

Oct. 9—National Academy of Television Arts and
Sciences Engineering Emmy Awards presenta-
tion. Marriott Marquis, New York. Information:
Trudy Wilson, (212) 586-8424.

Oct. 9-10—"Education in the 90's: Training for
Tomorrow’s Workplace,"” conference for jour-
nalists sponsored by Washington Journalism
Cenmter. Watergate Hotel, Washington. Informa-
fion: (202) 337-3603.

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

Oct. 10—Narional Academy of Television Arts and
Sciences. New York chapter. drop-in luncheon.
Speaker: Jeffrey Reiss, chairman, president

Free Research
From NEXIS.

1:300-541-6336.

It's not only free, but the work has been done for you. Indiana University’s

National Institute for Advanced Reporting conducted a field-monitored, three-
I month study among editors and reporters. The purpose — to evaluate the use of
IR electronic research for spot news reporting. So find out why reporters said the
% NEXIS service enhanced their reporting with more details, more sources, better
~ background and a better understanding of the issues. The report is filled with
* information to help you use the NEXIS service to your ®
- advantage. Give us a call and we'll send you a copy. N Ex ’ s

©1990 Mend Dats Cencral. Inc. A rights reserved. NEXIS is s vegistered traderaark for information products and services of Meud Data Central. Inc.
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At Hughes Communications, we give you the
most advanced technology and we back it with
the most comprehensive service available in satel-
lite communications.

That'’s the Hughes commitment to excellence.

Our C-band fleet, led by our Galaxy satellites,
has earned a reputation as the premiere cable
satellite system in orbit today. In addition to our
cable and broadcast services, our audio services
have taken a leading role in the industry.

Coupling sound engineering with a team of
dedicated professionals, we ensure the quality and

Subsidiary of GM Hughes Electronics

For more information, call Hughes Communications, (213) 607-4128

EXCELLENCE

continuity of our customers’ transmissions, 24 hours
a day, 365 days a year.

We will provide even further protection for our
Galaxy/Westar customers with the launch later this
year of Galaxy VI, our in-orbit satellite spare. In
fact, long after the turn of the century, we will con-
tinue to deliver the level of excellence in satellite
communications services that our customers have
come to expect of us.

Hughes Communications. Our commitment to
excellence will continue to make ideas happen —
well into the 21st century.

WE MAKE IDEAS HAPPEN"®

HUGHES

COMMUNICATIONS
= —
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and CEO, Reiss Media Enterprises. Copaca-
bana, New York. information: (212) 768-4510.

Oct. 10—World Press Freedom Committee cON-
ference for “all organizations aiding emerging
free news media in Central and Eastern Eu-
rope.” National Press Club, Washington. Infor-
mation: (703) 648-1000.

Oct. 10—"The Role of Women in Television
and Radio News/Talk Shows,” meeting of
American Women in Radio and Television, Wash-
ington chapter. Washington. Information: Jan
Du Plain, {(202) 998-2696.

Oct. 10—"1984: Chiat/Day in Microcosm."
seminar sponsored by Museum of Broadcasting
featuring Jay Chiat, chairman-CEQ, Chiat/Day-
/Mojo. Seminar is part of series sponsored by
MOB, “The Advertising of Chiat/Day: Examin-
ing the New Creativity,” which runs Sept. 18-
Dec. 15. Museum, New York. Information:
(212) 752-4690.

Oct. 10-11—Socieny of Professional lournalists
job fair. Galt House East, Louisville, Ky. Infor-
mation: (312) 922-7424.

Oct. 10-12—Kansas Association of Broadcasters
annual convention. Holiday Inn/Holidome,
Lawrence, Kan. Information: (913) 235-1307.

Oct, 11—Cabletelevision Advertising Bureau 10-
cal advertising sales workshop. Philadelphia
Airport  Marriott, Philadelphia. Information:
(212) 751-7770.

Oct. 11—Federal Communications Bar Associa-
tion monthly luncheon. Speaker: Ervin Duggan,
FCC commissioner. Washington Marriott,
Washington. Information: (202) 833-2684.

Oct. 11—Reception for new members of Amer-
ican Women in Radio and Television, Washingion
chapter. Washington. Information: (202) 998-
2696.

Oct. 11-12—Arizona Broadcasters Association
annual convention. Scottsdale Plaza Resort,
Scottsdale, Ariz. Information: (602) 274-1418.

Oct. 11-13—Howard University School of Com-
munications’ 19th annual communications con-
ference, “Global Communications: Economic,
Political and Social Perspectives.” Armour J.
Blackburn University Center and The Howard
Inn, Howard University campus. Washington.
Information: (202) 636-7690.

Oct. 11-14—Sociery of Professional Journalists
national convention. Speakers include Vice
President Dan Quayle and NBC News Presi-
dent Michael Gartner. Galt House East, Louis-
ville, Ky. information: (312) 922-7424.

Oct. 11-14—Women in Communications national
professional conference. Theme: "Capture the
Opportunity.” Riviera hotel, Las Vegas. Infor-
mation: (703) 528-4200.

Oct. 11-15—MIPCOM. international film and
program market for TV, video, cable and satel-
lite. Palais des Festivals, Cannes, France. In-
formation: (212) 750-8899.

Oct. 12-14—Missouri Broadcusters Association
fall meeting and training seminar. Marriott's
Tan-Tar-A Resort, Lake of the Ozarks. Mo.

Oct. 12-14—Nartional Broadcasting Society, Al-
pha Epsilon Rho, east regional meeting. Syra-
cuse University, Syracuse. N.Y. Information:
(718) 780-5555.

Oct. 13—"An Afternoon with Jeff Smith (Frugal
Gourmet),” part of screening exhibition,
"WTTW/Channel 11: A 35th Anniversary Cele-
bration,” which runs Oct. 3-Dec. 3. at Museum
of Broadcast Communications. Museum, Chica-
go. Information: (312) 987-1500.

Oct. 13-15—Texas Association of Broudcasters
annual convention. San Antonio Convention
Center, San Antonio. Information: (512) 322-
9944.

Oct. 13-15—American Women in Radio and Tele-
vision western area conference. Westin hotel,
Denver. Information: Lavonna Stathes, (303)
832-5665.

Oct. 13-15—American Women in Rudio and Tele-
vision Northeast area conference. Philadelphia.

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

Oct. 14-16—Pennsylvania Association of Broad-
casters annual convention. Hershey Lodge and
Convention Center, Hershey, Pa. (717) 534-
2504.

Oct. 14-17—Women in Cuble national cable
management conference. Theme: "Mastering-
Trade Offs: Results by Design.” Tampa, Fla.
Information: (312) 661-1700.

Oct. 15—Women in Cable presentation of Annu-
al Chapter Recognition Awards. Tampa, Fla.
Information: (314) 298-6322.

Oct. 15—Deadline for nominations for 1990
Advertising Hall of Fame, sponsored by Ameri-
can Advertising Federation.  Information:  Dick
Blatt or Karen Gilanyi, (202) 898-0089.

® Oct. 15—Deadline for entries in Hispanic
Journalism Awards program, sponsored by

Investing in Television 1990
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Media Instiute. for best news and feature sto-
ries in Hispanic newspapers and magazines
and on Spanish-language broadcast outlets.
Ingormation: Elena Castellanos, (202) 298-
7512.

Oct. 15-17—Kentucky Cable Television Associa-
rion’s annual fall convention. Hyatt Hotel, Lex-
ington. Information: Randa Wright, (502) 864-
5352.

Oct. 15-17—12th annual Satellite Communica-
tions Users Conference. Las Vegas Hilton, Las
Vegas. Information: (303) 220-0600.

8 Oct. 15-18—Electronic Industries Association

- 66th annual fall conference. Hotel del Corona-

do, San Diego. Information: (202) 457-4900.

Oct. 16—"Visual Communications,” seminar
sponsored by Center for Communication.
Speakers: Tom Bodkin, New York Times; Rick
Levine, Wells, Rich, Greene; Bill Wurtzel, Ad-
vertising & Graphic Design; Will Hopkins, Hop-
kins/Baumann, and Lou Dorfsman, former CBS
Inc. creative director. General Electric Audito-
rium, New York. Information: (212) 836-3050.

8 Oct. 16—"Negligent Dissemination of Com-
puter Viruses: Liability to Injured Parties,” sem-
inar sponsored by Communications Media Cen-
rer. New York Law School. New York.
Information: (212) 431-2160.

® Oct. 16—12th annual Business Advertising
Research conference, sponsored by Advertis-
ing Research Foundation. Theme: "New Oppor-
tunities in Business Marketing.” Omni Park
Central. New York. Information: (212) 840-
1661.

Oct. 16-17—Broadcast Credit Association’s 24th
credit and collection seminar. Harbour Castle
Westin Hotel. Toronto. Information: Mark Matz,
(708) 827-9330.

Oct. 17—National Academy of Television Arts and
Sciences, New York chapter, drop-in luncheon.
Speaker: Robert MacNeil, MacNeiliLehrer News
Hour. Copacabana, New York. Information:
(212) 768-4510.

Oct. 17-18—Sun Diego Communications Coun-
cil's fourth annual conference. Theme: “"Uncer-
tain Future: New Directions for Communica-
tions Technologies and Public Policy.”
Participants include: FCC Chairman Al Sikes:;
Ambassador Diana Lady Dougan; Brian Lamb,
C-SPAN; James Robbins, Cox Cabie Commu-
nications; Stephen Petrucci, Hughes Commu-
nications, and David Bartlett, Radio-Television
News Directors Association. La Jolla Marriott,
La Jolla, Calif. Information: (619) 237-2430.

Oct. 17-18—Kentucky Broudcasters Association
convention. Radisson. Lexington, Ky.

Oct. 17-19—/ndiana  Broadcasters Association
fall convention. Theme: “Broadcasting's
Changing Landscape.” Airport Holiday Inn, In-
dianapolis. Information: (317) 638-1332.

Oct. 18—Communications Excellence to Black
Audiences awards dinner, sponsored by World
Institute of Black Conmmunications. New York Hil-
ton. New York. Information: (212) 714-1508.

Oct. 18-19—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.

Oct. 18-20—National Religious Broadcasters.
Eastern chapter. meeting. Sandy Cove Confer-
ence Center, Northeast, Md. Information: Sue
Bahner, (716) 461-9212.
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With the launch of SBS-6, Hughes Communications will ensure Ku-band capacity into the 21st century.

Hughes Communications means satellite ser-
vice that's right for your business. No matter what
you need. Or when you need it.

Private satellite network owners entrust their
communications to our SBS fleet of Ku-band satel-
lites. They know they can count on Hughes for reli-
able interactive data, voice, and video services. And
the launch of SBS-6 later this year will reaffirm our
dedication to meeting increased customer demand
for Ku-band satellite communications.

SBS-6 will expand our capacity for business
networks. Additionally, SBS-6 will enable us to inau-
gurate services targeted to satellite newsgathering

(SNG) and the occasional use video markets. These
services feature a customized transponder reserva-
tion system that allows customers to respond to fast-
breaking news and special events, quickly and effi-
ciently, with more availability and less contention
during peak periods.

Our mandate is to provide unsurpassed satel-
lite communications. That's why Hughes’ team of
experts continuously monitors the entire Ku-band
fleet to ensure quality transmission around the
clock. That's service you can count on.

Hughes Communications. We have the services
to make ideas happen —well into the 21st century.

WE MAKE IDEAS HAPPEN?®

HUGHES

COMMUNICATIONS

Subsidiary of GM Hughes Electronics For more information, call Hughes Communications, 1-800-232-8728
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STEP INTO
THE FUTURE OF
TELEVISION
GRAPHICS

Connect to an on-line graphics library with
thousands of high-resolution images, all formatted
for television. AP GraphicsBank.

Step in any time, day or night. Find hard-to-
find images fast. Maps and flags;
corporate and sports logos;
head shots of state, national
and international leaders,
newsmakers, entertainers
and sports figures. Com-
plete graphics, and graphic 45l :
elements. Plus images .
of late-breaking news _% %
from around the world, #*

AP GraphicsBank is the future of television
graphics. And the technology is available today
only from The Associated Press.

To tap into AP GraphicsBank, call the market-
ing department of AP Broadcast Services at
1-800-821-4747.

AP GRAPHICSBANK




Oct. 18-20—Friends of Old-Time Radlio 15th an-
nual convention. Holiday Inn-North, Newark,
N.J. Information: Jay Hickerson, (203) 248-
2887.

Oct. 18-21—Minnesota Broadcasters Association
41st annual convention. Radisson Hotel, St.
Paul. Information: (612) 926-8123.

Oct. 19— Minnesotu Association of Cable Televi-
sion Administrators Sixth annual fall conference.
Theme: “Expanding Visions of Community
Television: What's Your City's Role?” Holiday
Inn-St. Louis Park. Minneapolis. Information:
(612) 347-0434.

Oct. 19-20—American Women in Radio and Tele-
vision South Central area conference. Hilton
Inn. Northwest, Oklahoma City. Information:
(405) 728-1111.

8 Oct. 19-21— Investigative Reporters & Editors
regional conference. Westin hotel, Detroit. in-
formation: (314) 882-2042.

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

Oct. 21-2d4—Association of National Advertisers
annual convention. Ritz-Carlton, Naples, Fla.
Information: (212) 697-5950.

Oct. 22-23—British Academy of Film and Televi-
sion Arts salute (reception and banguet, Oct.
23) to Academy of Television Arts and Sci-
ences and National Academy of Television
Ants and Sciences, its Emmy Awards and

ERRATA

BROADCASTING erred in suggest-
ing that CBS Radio has committed
to using Scientific-Atlanta’s SE-
DAT compression algorithm for
digital audio network distribution
(Sept. 24). CBS and ABC Radio
both commissioned S-A to devel-
op distribution system, both will
use S-A-manufactured equipment
and CBS will lease time on ABC
transponder. But (BS has reserved
right to distribute with other digi-
tal compression algorithms if it
chooses.

American television. Guildhall, London. As part
of event, there will be seminar on prospects
and challenges for television in Europe after
1992, visit to BBC or independent British TV
company and reception held by U.S. ambas-
sador at his official residence in London, Win-
field House, all on Oct. 22. Information: (818)
763-2975.

Oct. 23—"The New Realities of Women's Pow-
er,” conference sponsored by Women, Men and
Media, including panel on “Women in Broad-
cast News.” Columbia University Graduate
School of Journalism, New York. Information:
(212) 877-1250.

Oct. 24—Cable Television Administration and
Marketing Society management day. Atlantic
City, N.J. Information: (703) 549-4200.

Oct. 24—Annual Bayliss Media Roast, spon-
sored by John Bayliss Broadcast Foundation. Pla-
za Hotel, New York. Information: Kit Hunter
Franke, (40B) 624-1536.

Oct. 28—National Academy of Television Arts and
Sciences, New York chapter. drop-in luncheon.
Speaker: Thomas Morgan, president, WNYC
Communications Group. Copacabana, New
York. Information: (212) 768-4510.

Oct. 24-25—"Prejudice in America: Racial,
‘Cultural and Religious,” conference for journal-
ists sponsored by Washington Journalism Cen-
1er. Watergate Hotel, Washington. Information:
(202)" 337-3603. '

Oct. 24-26—Third annual short course on
“Management of Electromagnetic Energy Haz-
ards,” sponsored by Rutgers University and
Electromagnetic Energy Policy Alliance. Cook
College Campus, Rutgers University, New
Brunswick, N.J. Information: (201) 932-9271.

Oct. 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.” Detroit. Infor-
mation: (212) 254-4800.

Oct. 25-27—Tennessee Association of Broadcast-

“Datebook’ continues on page 24

COMPLETE YOUR DEFINITION OF ‘““CLASS A/
CALL CONTINENTAL ELECTRONICS

500/1000W
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efficiency and reliability.

Ultimate 802A Exciter.

of “Class A."

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

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

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

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

So, call your Continental Sales Manager to get the complete definition

varian®
continental electronics division
PO. Box 270879 Dallas, Texas 75227
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Telephone: 214-381-7161 Fax: 214-381-4949 Telex: 73398
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Ifit's too big
0 fax,
too urgent
towatt,
to0 Important

to bungle,
C

So maybe your career's riding on this one package.
And it has to get there today. And you really dontt know who
to rely on. So what do you do?

Call TWAs Next Flight Out® Small Package Delivery
Service. Airport to airport or door to door;, we deliver
packages from one to seventy pounds to over 100 cities
inthe US. And we deliver them the same day. The next
day to Europe. The second day to the Middle East. RN Bockang ooy
Seven days a week. Guaranteed.

And you can depend on it T WA .
NEXT FLIGHT OUT

SMALL PACKAGE SERVICE

Call: 1-800-TWA-NEXT and ask for Agent 15 for more information and a shipping kit.
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OPEN MIKE

Anti ASCAP

EDITOR: The Boston Radio 90 conven-
tion was the best yet! The highlight for
me was Paul Harvey's lambaste of the
American Society of Composers, Au-
thors and Publishers. His comments
should be fortified by broadcasters
throughout the nation.

How does ASCAP justify demanding
fees from bars, lounges, restaurants, gift
shops and shopping malls that pipe my
station over their loud speakers when 1
don’t charge for the service. We broad-
casters, while paying ASCAP/Broadcast
Music Inc./SESAC fees, provide our
music to the listeners for free, then the
hired goons from ASCAP demand pay-
ment from our audience. Double dipping
is mild. Extortion is more descriptive.

What’s next? Should our listeners
send payment if they have a backyard
party, a picnic or bar mitzvah?

ASCAP has had their way with us
broadcasters long enough. Let’s get be-
hind the All-Industy Radio Music Li-

cense Committee and fight, not only

their ever-growing fees but their manner
of doing business. Let's take the threat
out of their attitude. Speak out for the

broadcasters’ side. We're not chopped
liver and neither are the listeners.—Jo-
seph P. Tabback, presidentigeneral
manager, KAZM(AM) Sedona, Ariz.

Tributes

EDITOR: Len Zeidenberg was a gifted,
fair-minded and thorough reporter. His
most recent work for BROADCASTING
was an execeptionally distinguished se-
ries on Eastern Europe media develop-
ment. [ have known and respected Len
ever since I met him in my day at the

*FCC. His contributions are of enduring

value.—Newton N. Minow, Sidley &
Austin, Washington.

EDITOR: The board of directors of the
D.C. chapter of the Broadcast Pioneers
of America voted to present one of its
awards for excellence posthumously to
Len Zeidenberg. The award will be pre-
sented at the annual Awards Banquet,
which is currently scheduled for Friday,
Nov. 30. —VincentJ. Curtis Jr., chap-
ter chairman, Broadcast Pioneers,
Washington Area Chapter.

Continued from page 22

ers annual convention. Park Vista Hotel. Gatlin-
berg. Tenn. Information: (615) 399-3791.

Oct. 26-27—New Hampshire  Association  of
Broudcasters annual convention. Margate Hotel,
Laconia, N.H.

Oct. 26-27—Nutional Academy of Television Arts
and Sciences trustees meeting. Marriott Marquis
Hotel. New York. Information: Trudy Wilson,
(212) 586-8424.

Oct. 26-27—"Covering the Clean Air Act in
1990's.” science and economics conference
for journalists sponsored by Foundation for
American Comnumications and Gannett Founda-
tion. Harrison Conference Center, Wellesley,
Mass. Information: (213) 851-7372.

Oct. 26-28—Rudio Advertising Burean sales uni-
versity. designed for salespeople with fewer
than two years' sales experience. Cincinnati.
Information: (212) 254-4800.

Oct. 26-28—American Women in Radio and Tele-
vision North Central area conference. Louis-
ville, Ky. Information: Sondra Lee, (502) 426-
2626.

Oct. 28-31—Cunadian Association of Broadcas-
tersiWestern Association of Broadcast Engineers
annual convention and trade show. Edmonton,
Alberta. Information: (613) 233-4035.

Oct. 29-31—Third annual international confer-
ence on interactive entertainment. InterTain-

ment "90. co-sponsored by Alexander & Asso-
ciates and NYNEX Corp. Marriott Marquis, New
York. Information: (212) 382-3929.

Oct. 30—Waomen in Cable. Adanta chaprer.
breakfast meeting. Speaker: Margaret Riche-
bourg. president, Richebourg Marketing. Wes-
tin Lenox. Atlanta. Information: Pam Hayes,
(404) 928-0333.

Oct. 30-Nov. 1—Utilities Telecommunications
Council board of directors meeting. Capitol Hil-
ton. Washington. Information: (202) 872-0030.

Oct. 30-Nov. &—Nurional Black Media Coalition
annual conference. Hyatt Regency. Bethesda,
Md. Information: (202) 387-8155.

m Oct. 31—" 'Terrific! Let's Do It!." or Convinc-
ing Your Clients to Buy Your |deas,” personal
development seminar sponsored by American
Association of Advertising Agencies. Ritz Carlton
Buckhead. Atlanta. Information: (212) 682-
2500.

NOVEMBER

® Nov. 1—Deadline for applications for focus
news workshop. to be held Dec. 13-16, for
radio reporters and producers working in bilin-
gual environments, sponsored by Alaska Public
Radio Workshop and Corporation for Public
Bruoadeasting and hosted by Western Public Ra-
dio and KQED-FM San Francisco. Information:
Karen Cox, (907) 563-7733.
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MONDAY MEMO

A children’s television advertising commentary from Helen Boehm,
vice president, Fox Children's Network, New York

everal years ago, | was sum-

moned to the television by my

four-year old daughter. Her
screetch was commanding—reminis-
cent of my own plea to her grandmoth-
er when, during the closing minutes of
Ding Dong School each day, Miss
Francis beckoned all moms to gather
around the television to review the
learning that had taken place. ‘*‘Mom,
come quick. There she is...that is the
doll I want!"’

And there she was. The doll who
could walk and talk and be your friend
forever (or, at least until her batteries
ran out). Thanks to a sophisticated
combination of computer graphics and
stop-action photography techniques,
the doll did appear to be quite talented.
Throughout the 30 second spot, she
skipped over bridges, chased butter-
flies and sand and danced rather adept-
ly. Fortunately, for the adult viewers,
the words ‘‘DOLL DOES NOT
WALK' were superimposed on the
screen. Unfortunately, however, my
disappointed daughter did not yet know
how to read.

At Fox, we understand the power
and influence of television advertising
upon children and we are concerned
about their special vulnerabilities as
well as emerging abilities to evaluate
these powerful messages. As we strive
to provide an advantageous environ-
ment—and a quality vehicle—in which
advertisers can clearly and effectively
communicate with children, we are
pleased to share some of our general
children’s guidelines with the broad-
casting community. Our guidelines ad-
dress many of the creative elements
and strategies used in advertising to
children. They are offered to encour-
age concern—and creativity—in the
early stages of a commercial’s devel-
opment so that, unlike the walking doll
example, children will have a clear un-
derstanding of the product for sale and
its capabilities. We hope that these
guidelines will be helpful when re-
viewing advertising directed towards
children:

® A children’s commercial should
not over glamorize, exaggerate or po-

tentially mislead children about the ac-
tual performance, benefits or charac-
teristics of the product advertised.

® A children’s commercial should
never utilize extreme sales pressure and/

or exhortative language to reinforce the |

which may be employed in the commeri-
cal.

® The original product or primary
purchase should not be represented as
secondary to a premium offer in a premi-
um or sweepstakes commercial directed
towards children.

® A children’s commercial should
never unrealistically imply that a child’s
ability will be altered or enhanced
through possession or use of the product
advertised.

® A children’s commercial should
avoid exclusivity claims and/or price
minimizations regarding the product ad-
vertised using words such as ‘‘only”
and ‘‘just.””

It is true that children of the 90’s are
more sophisticated than even before.
These young consumers have more dis-
cretionary income and actually function
as ‘‘brand managers’’ in many house-
holds. They are increasingly comfort-
able with technology ranging from com-
puters to microwave ovens and influence
billions of dollars of family spending.

product sell or
strongly compel the
young consumer to
purchase the prod-

“A children’s
commercial should

But children are still
kids. They are not
small adults. They
are still developing

uct. ; the skills needed to
noft ﬂl’f!‘gfﬂmﬂf‘i‘.?f, understand and
B A children’s evaluate the world
commercial should exa‘ggem:et oF around them. )
not communicate at- potentially mislead At Fox, we
titudes and/or dem- i . G shoulder our re-
onstrate social beha- children about the sponsibility to chil-
viors that are in actual performance, dren with great care

consistent with
those considered to
be generally accept-

benefits or
characteristics of the

as we seek to pro-
vide necessary "and
accurate product in-

able, mainstream i . formation to this ac-
American  family prﬁd'ucf advertised. tive and influential
values. It should never consumer base.
af Truthful and appro-
® A children’s utilize extreme sales priate  advertising
commercial should Pressure cncior messages are not
be balanced in the S only good for
portrayal of realistic exhortative : | kids—they are cru-
play as contrasted fanguage,” cial to the success
with any special of the children’s
fantasy techniques ke et byaet J gl N business.
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Is Local

© The Arbitron Company 1990

Advertising
Becoming an

Issue

Winning over iocal newspaper advertisers
can be an important new source of revenue for
your television station. The Local Multimedia
Report is a new tool to help you target news-
paper advertising dollars and move them
into television.

With the Local Multimedia Report, you can
identify which advertisers are concentrating
their buys in newspaper, how much they’'re
spending and when they advertise. Using trends
provided in the Report, you can time your sales
proposal to get to advertisers before they make

ssue?

their media plans.

The Local Multimedia Report is just one
more example of the Arbitron commitment to
the business of local market television. So when
you want local market tools that solve local
market problems, turn to the champion who's
been at it since 1949. Contact your local Arbitron
representative for answers to the issues.

ARBITROI

The Local Market Champion



10POF THE WEE

Historian Shelby Foote (center, seated) and producer Ken Burns of PBS’s ‘Civil War,' flanked by CBS offerings ‘The Flash' and ‘Major Dad’

CBS, PBS FACTORS IN SURPRISING PRIME TIME START

CBS is winner of fall season’s official premiere week; PBS

makes its presence known with showpiece, ‘Civil War’,; prime
time ratings race is tightest since mid-60’s

season sent any message. it was to

expect the unexpected. The most
talked-about show of the new season
was on PBS and CBS won the first week
in a race with no more than three-tenths
of a rating point separating first and third
places—the closest bunching in nearly a
quarter century.

“‘Premiere week almost by definition
is an atypical week," said NBC in its
ratings wrap-up for the week. Even
granting NBC's understandabie down-
playing of the results, the network’s
characterization of the young season was
particularly accurate.

In addition to CBS’s unexpected
showing to date, unusual turns included:
low numbers recorded by franchise pro-
grams The Cosby Show on NBC and
ABC’s Roseanne compared to last year
and talk by some observers that NBC
may, or should, be the first of the net-
works to make schedule changes.

Perhaps most surprising, however,
was the emergence of PBS as a force to
be reckoned with due to the record-set-

I f the official start of the prime time

ting numbers for its 12-hour documenta-
ry, The Civil War (see story, page 38).
For the five nights of War. the show
averaged a 9 rating/13 share, making it
the highest rated series in the service's
history.

There was some indication that PBS’s
entry was not only taking viewers from
the competition, but bringing some new
ones to the party. According to CBS
senior VP, planning and research,
CBS/Broadcast Group, David Poltrack,
on Sunday, Sept. 16, officially the first
night of the new season, the level of
homes using television stood at 61.9%.
For the 23rd, the first night of Civil
War, the HUT number was 65.7. "'In
our view,”’ said Poltrack, “it’s all the
Civil War. We figure they’re bringing in
an additional 3-4 rating points, and of
the Civil War’s total ratings, 1 estimate
about half those ratings can be attributed
to new viewers.”’ .

Officials at PBS are counting on the
big numbers scored by The Civil War
last week to translate into increased sam-
pling of PBS programing in this week’s

Showcase Week and beyond. **The pro-
motional value of The Civil War is in-
valuable. Many stations used the series
to heavily promote Showcase Week
which is the start of the PBS season,”
said PBS's John Grant, vice president,
program scheduling and administration,
national programing and promotion ser-
vices. ““We definitely believe there will
be some residual effect. At least it will
cause some viewers to come back and
try to find out whether there is other
programing they like.’’ Grant also said
an upcoming series, Race to Save the
Planet, will be scheduled similarly to
The Civil War, spreading 10 hours
across five nights.

The new season in general is shaping
up to be the closest race in years. As of
last Wednesday night, NBC held a one-
tenth of a rating point lead over second
place CBS, which was only two-tenths
of a rating point ahead of ABC.

Calling the race so far, Poitrack said:
**NBC has come back to the field. NBC
is slower than they have been, CBS is a
lot faster than we’ve been, and ABC is
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about the same or a little faster than
they’ve been,”’ he said. Poltrack said he
expects that each week from here on out,
the performance of movies and ABC’s
Monday Night Football will determine
the weekly winner. ‘‘By the November
sweeps, movies and football will make
the difference and we feel good about
that because of the substantial invest-
ment we’ve made in movies,’’ he said.

The reason for the closeness of the
race can be traced to the performance of
several CBS new and returning shows,
and the weaker-than-expected showing
of some ABC and NBC series.

CBS has won both Monday nights of
the season led by returning shows Major
Dad, Murphy Brown and Designing
Women. In fact, as of last Thursday,
Murphy Brown and Designing Women
were the two highest-rated shows of the
week. And in its premiere, Uncle Buck
won the 8 p.m. time period beating
NBC's highly touted Fresh Prince of Bel
Air in the process. Also, CBS's The
Trials of Rosie O'Neill averaged a
14.8/25 during its premiere two weeks
ago, coming in second for the 10-11
time period.

In addition to the network’s strength
on both Monday nights, CBS won last
Sunday night handily, and placed sec-
ond on four other nights out of the first
10 days. Other strong premiering shows
included the two-hour premiere of The
Flash on Thursday, Sept. 20, and the
debut of Evening Shade on Friday, Sept.
21. Both series finished strong, placing
a competitive second in the time period.

For ABC and NBC, each got disap-
pointing numbers from their schedule
anchors, Roseanne and The Cosby
Show. In Roseanne’s case, the series
scored a 17.6/6 last Thursday night, an
18 share-point drop from last year at this
time. And The Cosby Show dropped |1
share points from its premiere this time
last year.

Although in first place by a whisker,
NBC, some observers are suggesting,
could be the first network to make
changes to its schedule, and others are
saying that the network shouldn’t wait
too long to shake up its lineup. *‘I think
what’s clear to the industry is that NBC
has had one of those warning heart at-
tacks. If they go get some immediate
treatment they’ll be okay,”” said Jon
Mandel, senior vice president, director
of national broadcasting, Grey Advertis-
ing. ““There just doesn’t seem to be any
snap or sizzle in their programing. You
don’t need 22 minutes of jokes in a
show, but you do need more than two
minutes of jokes and 20 minutes of
laugh track,’’ he said.

Paul Schulman of the Paul Schulman
Co., pointed to three time periods where
he thinks NBC will have to make a
change, possibly sooner than the other
networks. ‘‘They have to do something
quickly with Ferris Bueller at 8:30 on
Monday. NBC can’t allow CBS’s Major
Dad to continue to deliver the kinds of
numbers it has to Murphy Brown,”’ he
said. He also singled out Friday night,
*“When Evening Shade and Full House
get a combined 52 share, that’s not
much left over to start your Friday night
with.”” NBC's Wednesday is ‘‘peak,
valley, peak,’’ he said, due to the drop-

““I think what’s clear
to the industry is that
NBC has had one of
those warning heart
attacks. If they go get
some immediate
treatment they’ll be
okay.”’

—Jon Mandel
Grey Advertising

off that The Fanelli Boys experiences
between Unsolved Mysteries at 8-9 p.m.
and Dear John at 9:30-10 p.m. Schul-
man also noted that ‘“the biggest gamble
of all of NBC’s shows hasn’t started yet,
and that’s Sunday at 8 p.m. with Lifes-
tories.”’

According to Schulman and others,
NBC was joined by Fox in getting out of
the gate slowly. *‘Fox is doing dismal
numbers,’” said Schulman, who expects
them also to make some early moves.
One of the first places Fox may look to
change is Friday night, where Fox aver-
aged a 4.3/7 for the night with D.E.A.
pulling in a 3.5/6 at 9-10 p.m. *‘They’re
really not doing any damage on this
night,”’ said Jody Hecker, program co-
ordinator, Seltel. Grey’s Mandel also
feels Fox will have to make some
moves. ‘‘l think they realize they can’t
move everything on the schedule. The
issue wasn't whether The Simpsons
would beat The Cosby Show, but wheth-
er Sunday night would fall apart after the
move,”" he said.

What is probably the most startling
development of the new season is the
role of PBS in the race of the big three
networks.

According to Poltrack, public televi-
sion’s epic documentary of the war be-
tween the states, which aired over five
nights (Sept. 23-27), pulled viewers

from shows that skew older, male and
upscale. ‘‘Last night [Wednesday] the
three network share was 58% at [0 p.m.
and at 10:30 it was 63% and that five
share points came from PBS because the
PBS program ended at 10:30. So there’s
no question they’re affecting us,”’ said
Poltrack.

*“We think we were hurt the most on
Sunday night because of our older audi-
ence, and again on Monday night be-
cause” our audience tends to be more
upscale. On Tuesday night, it probably
hurt everyone, but NBC in particular
because of its older-skewing shows Mat-
lock and In the Heat of the Night. On
Wednesday night it was us because of
our older shows Jake and the Fatman
and the Mike Wallace special, and also
NBC early on with Unsolved Mysteries
[at 8-9 p.m.], which also skews older,”’
he said. Poltrack said he expects that
ABC and NBC would be affected the
most on Thursday night because of
shows like ABC’s Father Dowling and
Gabriel’s Fire and NBC’s Tonight Show
special.

Poltrack said the full effect of The
Civil War may not be felt until all the
research is in. *“There’s a hell of a lot of
taping going on. What will be extraordi-
nary is when we get the VCR usage
numbers in,”” he said. *‘It goes to show
you can produce quality with a simple
presentation and you can captivate peo-
ple.”

Less than two full weeks into the new
season, observers cautioned against

"drawing any end-of-season conclusions

from the early returns. All have pointed
out that CBS's K mart promotion had a
strong effect on the first week and
NBC’s McMillions campaign will have
swayed viewers during the second week.
In addition, they point out that ABC and
NBC have more shows to premiere than
CBS.

However, CBS’s Poltrack sees that as
an indication that CBS’s performance to
date is no fluke. ‘‘The fact is that we
debuted 80% of our schedule in pre-
miere week,”’ compared to 66% for
NBC and 77% for ABC, *‘so we think
our schedule is fairly representative,’’
he said. ‘*The important thing is that we
premiered our entire Saturday night,
which is expected to be our lowest-rated
night. However, NBC hasn’t premiered
its Friday night, which is expected to be
its lowest-rated night, and ABC hasn’t
premiered the last two hours of its Satur-
day night lineup, which is expected to be
its lJowest-rated night. The atypicality of
the week was understating CBS’s per-
formance rather than overstating it,”” he
said. ¢

28 Top of the Week
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“IT IS NOT TO BE’’—DANFORTH

Cable bill all but dead after Wirth intervention

enator Timothy Wirth (D-Colo.),
a longtime friend of the cable in-
dustry, with the help of some other
senators last Friday morning blocked the
Senate from considering cable regulation
legislation, virtually smothering any
chance of its becoming law this year.
Objecting to Senate Majority Leader
George Mitchell’s (D-Maine) motion to
take up the bill on the Senate floor,
Wirth said he was concerned that provi-
sions ‘‘extraneous’’ to the bill's central
goals of holding down cable rates and
improving customer service may end up

‘‘shackling or damaging’" the cable in-
dustry. Then and later, he cited the deni-
al of program exclusivity, the prohibi-
tion against cable-DBS crossownership
and the multiple ownership limits as
points that needed to be modified.

During the heated debate that fol-
lowed, Senate Communications Sub-
committee Chairman Daniel Inouye (D-
Hawaii), one of the bill's leading
proponents, declared the bill **killed and
buried,”’ but vowed to return next year
with similar legislation.

Another proponent, Senate Com-
merce Committee Chairman Ernest Hol-
lings (D-S.C.), asked Wirth to lift his
objection so the the Senate could consid-
er the bill and the many amendments
that had been submitted to the Com-
merce Committee by Wirth and others.
But Wirth declined the invitation, saying

he feared turning the bill into a *‘flat
car’’ that could be loaded with all sorts
of provisions once on the floor. “‘I'd
rather not have one related to something
as important as this.”’

Nonetheless, Wirth said, he was will-
ing to negotiate with the Commerce
Committee leadership about resolving
their differences. 'l think we can proba-
bly—working today and over the week-
end—finish this bill on Monday or Tues-
day on the floor.™

But committee staff was not encour-
aging talk of anything being worked out.

**I think it’s dead,’” said a staffer on the
Senate Commerce Committee, which re-
ported out the measure by an 18-to-1
vote last summer and worked hard in
recent weeks to win passage. *‘I think
we buried it today.™

Asked if a deal could be worked out
that might resurrect the legislation, the
staffer said, 'l really dont. It’s just too
late in the year.”*

Also voicing objection to the bill were
Ted Stevens (R-Alaska), Bob Packwood
(R-Ore.) and Malcolm Wallop (R-
Wyo.). Packwood called the bill *‘an
overreaction to no necessity at all.™”

The four may have been expressing,
at least in part, opposition to the mea-
sure emanating from the cable industry
and the Bush administration.

The cable industry, led by the Nation-
al Cable Television Association, had

vowed to do all it could to kill the Senate
bill if provisions it found too onerous
were not watered down.

After Mitchell announced late Thurs-
day that he would try to bring up the bill
Friday morning, Wirth and Stevens sub-
mitted to the subcommittee amendments
that would, if adopted, have fixed ca-
ble’s biggest problems with the bill. One
of those amendments would have added
language to the bill’s access-to-program-
ing provision that would insure cable
programers’ right to enter into exclusive
distribution agreements.

The cons and pros
on cable hill:

(top) Wirth, Stevens
Packwood; (bottom)
Hollings, Inouye,
Danforth, Gore.

As it did when the House passed its
version of the cable legislation three
weeks ago, the Office of Management
and Budget sent a letter to the Senate
saying it ‘‘strongly opposes reregulation
of cable’” and threatening a veto if sent
to the President “*in its current form.™

After meeting with administration of-
ficials two weeks ago, the National As-
sociation of Broadcasters concluded that
the administration’s opposition alone
was enough to scuttle the legislation
(BROADCASTING, Sept. 24).

Joining Inouye in pledging to return
with new legislation next year were Hol-
lings and Senator Albert Gore (D-
Tenn.). Hollings added that the cable
industry had made a ‘‘bad record’’ for
itself **by standing in an obstructionist
fashion and saying, ‘Don’t bring up the
bill unless I can be agreed to.’ *’

M;’inglk'llm

Top of the Week 29




The cable industry continued to hold
out hope for the biil. Brian Conboy, vice
president. government affairs, Time
Warner: *“There is an opportunity for a
meeting of minds. Time Warner still be-
lieves a bill is in the industry’s best
interest and we continue to move for-
ward to achieve that goal."’

Although the Commerce Committee
leadership said it was prepared to start
anew next year, Conboy said: *‘I'm not
sure they really want to do that.”

**We still hold on to some slim hope
of working out an agreement with the
(Senate Commerce Committee] leader-
ship,”” said Robert Sachs, senior vice
president, corporate and legal affairs.
Continental Cabievision. *‘If it does not
come to pass, it's a loss. We would have
preferred to have a reasonable measure
and acted this year.

*‘These things get worked out at the
11th hour,”” Sachs said. **If people have
a mind to. there is still time to do it. It's
not like the session’s out. Danforth and
Inouye are holding the cards at this
point.””

NCTA was expressing no opinion on
the bill's prospects following last Fri-
day’s events. However. said a spokes-

man, *‘NCTA remains willing to partici-
pate in the process to develop a
reasonable cable biil."’

**It's a damn shame that, after years
of exceedingly hard work and intense
negotiations., the cable industry would
resort to parliamentary tactics to kil ca-
ble legislation that enjoyed overwhelm-

“It's a damn
shame...the cable
industry would resort
to parliamentary
tactics to kill the cable

legislation.”’

—Eddie Fritts
NAB

ing Senate support,”” said NAB Presi-
dent Eddie Fritts.

*‘There may well come a time when
the cable industry will devoutly wish
they had taken today's deal,”” Fritts
warned. ‘‘Unfortunately, their actions
have given new life to the telephone
companies’ demands to be allowed into
the video service business.™’

The telephone industry has been push-
ing hard for a measure that would lift the
prohibition against telephone compa-
nies’ offering cable services in their tele-
phone service areas. It failed to attach
such a measure to either the House or
Senate legislation that began moving
through Congress this year. But with the
leadership ready to move bills in the
next Congress, it will have another shot.

The United States Telephone Associa-
tion, which has been leading the fight
for ‘*telco entry,”’ had no comment last
week on the bill’s troubles.

The Satellite Broadcasting and Com-
munications Association. which was
looking forward to the enactment of the
access-to-programing  provision,  ex-
pressed disappointment. Chances for the
bill appear ‘‘very remote,”” said Andy
Paul, vice president, government affairs.
*‘Now we will have to dig in our heels
and try again next year."’

*‘For now, the cable industry has
won,”” said John Danforth (R-Mo.),
who got the legislative ball rolling with
his cable bill last November. *‘They get
to increase the cost of service and allow
the quality of service to deteriorate until
the Congress acts.”’ -Hy

LOOK WHO’S TALKING...AGAIN

Sale of MCA, deal waiting to happen, is once again in news,
talks to take place with Japanese industrial giant, Matsushita

[XH

it was ‘‘in discussions with a

major international company regarding a
possible negotiated acquisition of MCA.
There is no assurance that an agreement
will be reached.’’ Matsushita Electric
Industrial Co., presumed to be the com-
pany referred to, acknowledged that it
was talking with MCA. Akio Tanii,
president of the Osaka, Japan-based
manufacturer, said: *‘It’s true that all
kinds of proposals have been brought to
us regarding...U.S. movie companies.
There have been some feelers from
MCA. But they are no more than one of
these talks.”” A meeting is reliably said
to be planned for this coming weekend.
That both corporate parties to the dis-
cussion (neither of whose officers are
said to have yet met face to face) were
cautioning against premature conclu-
sions, did not stop a deal-starved Holly-
wood-struck media from analyzing and
speculating about the news. Nor did
those cautions stop MCA’s stock from

CA released a statement last
Tuesday (Sept. 25) saying that

Akio Tanii, president, Matsushita

jumping more than $25, or 66%, in the
two days following the first leaked word
of the *‘discussions.”” It closed last Fri-
day at 58%.

The healthy $31 discount to a $90-

per-share hypothetical deal which exist-
ed last Friday was evidence of skepti-
cism about the deal being concluded,
skepticism nurtured over the years by
the examples of other discussions MCA
has had with suitors, including. it is
reliably said, RCA, Sony and Atlantic
Richfield. That this was the first such
**discussion’” ever publicly commented
on by MCA may have been due not to its
seriousness, but rather to the possibility,
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Lew Wasserman. chairman-CEOQ, MCA

addressed in a recent Supreme Court de-
cision, that a company's refusal to ac-
knowledge such discussions could, un-
der certain circumstances. be a violation
of law.

As of last week an MCA-Matsushita
combination was being both explained
and handicapped with the same criteria
applying to most mergers: management
personalities. money. strategy or some
combination thereof.

As for personalities. much educated
speculation has one looming far above
anyone else on the MCA side: Chairman
and Chief Executive Officer Lew Was-
serman, who is assumed by many to be
the sole arbiter of the sell decision. The
MCA chairman directly, and it is said.
through various trusts. does not vote as
much MCA stock has he did five years
ago, but nonetheless is said to control at
least half the 25% necessary to block
any offer he does not approve of. (MCA
by laws are said to require 75% of vot-
ing shares to approve a change in man-
agement.)

In fact, it is the question of Wasser-
man’s succession that has put a possible
sale of MCA in the headline of just
about every business periodical profile
of MCA over the past five years. That.
at 77. Wasserman still retains the CEO
mantle suggests to some that he does not
expect the company’'s president and
chief operating officer. Sidney Shein-
berg, to replace him. Invoking memo-
ries of ABC's Leonard Goldenson (who
was still CEO at 79 when he decided to
sell ABC to Capital Cities). some sug-
gest that Wasserman will likewise
“put’ the ‘‘succession question’’ to
someone else, perhaps Matsushita. But
there are differences with the ABC situa-
tion, and it is possible that both buyer
and seller would insist on some continu-

ity of existing management.

This theory is furthered by negative
publicity MCA management has re-
ceived in the past two years. including
its purchase of LJN Toys. which over
several years lost more than $100 mil-
lion before MCA decided to sell it last
year. Potentially even larger losses loom
from an investment in Cineplex Odeon.
the debt-laden Toronto-based theater
chain. MCA continues to be subject to
allegations of ties with organized crime,
and most recently the company’s Orlan-
do. Fla. theme park suffered an inauspi-
cious debut because of operating mal-
functions.

As for the second reason. money,
some industry gossip suggests that Lew
Wasserman has a price for MCA that no
one has yet met. Presumably Matsu-
shita, which at the end of last year had
$21 billion in *‘cash and cash equiva-
lents. short-term investments and mar-
ketable bonds'' could pay any price
Wasserman might name. Whether the
industrial giant wants to pay—at. say.
$90 per share plus assumption of $15 per
share debt—roughly 20 times MCA's
projected 1990 cash flow is another mat-
ter.

Those speculating last week were
most skeptical about corporate strategy
as the raison d'etre for a merger. From
Matsushita’s point of view, some theo-
rizing has been offered about a synergy

between MCA'’s software and Matsushi-
ta's hardware. But so far. whether in the
introduction of color television or
Sony's purchase of Columbia. there is
little evidence of such a benefit.

Matsushita would find in MCA a Hol-
lywood studio very much in the televi-
sion age. Estimates in a report this past
summer by Alan Kassan of Morgan
Stanley. are that in 1990 MCA will de-
rive roughly half its operating profit
from movies and other programing sold
to broadcast television. cable or home
video, and from the company’s WWOR-
TV New York and its 50% interest in the
USA Network.

From MCA’s point of view, some
think that deep pockets will help
achieve, as one paper opined. ‘‘the ad-
vantages of global reach and might."’
Already last year MCA was deriving
20% of its revenue from abroad. more
than most and perhaps all of the other
major studios. The company last year
had reduced its debt burden and was
pursuing the most expensive foreign
projects. theme parks. with Nippon
Steel. Rank Organization Plc. and others
on a project-by-project basis.

The international strategy of MCA
may have been altered some over the
past year through its increased involve-
ment in the record industry. Earlier this
year the company issued an additional
10% of its stock in purchasing Geffen
Records. and last week signed a joint
venture with Victor Co. of Japan, 51%-
owned by Matsushita, to market and dis-
tribute record labels owned by MCA.
Helping represent Matsushita in the
merger talks is Michael Ovitz. chairman
of talent agency, Creative Artists.  -6F

SIKES INTERESTED IN MCA-MATSUSHITA DEAL

T hat another major studio (MCA)
may be sold to a Japanese company
(Matsushita) underscores an argument
the broadcast networks have been mak-
ing in the debate over the FCC’s finan-
cial interest and syndication rules:
That foreign companies are getting a
leg up on U.S. networks because the
networks are restricted from full partic-
ipation in program production and dis-
tribution because of the fin-syn rules.

And it is an argument that could
carry some weight at the FCC. now in
the middle of a proceeding aimed at
relaxing the rules. *‘If the MCA-Mat-
sushita deal is consummated.”” FCC
Chairman Alfred Sikes told BROAD-
CASTING, ‘‘it will be taken into ac-
count™” in the proceeding.

**I don't want a global market that
consolidates away from the U.S.,”
Sikes said, ‘‘epecially considering that
[program production] has been an area
of great strength'’ for the U.S. *‘To
me. if we have rules that drive consoli-
dation away from the U.S., we would
be disserving our country.’”

The impact of foreign ownership of
the studios *‘becomes a very legitimate
question in our proceedings,”’ Sikes
said. ‘*‘My intent is to ask several ques-
tions about it in the further notice and
at the en banc hearing.”

The FCC hopes to issue a further
notice—a request for comments on
vatious fin-syn options—later this
month and to hold a hearing sometime
in November.
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PARAMOUNT, MCA OPT FOR USA OVER SYNDICATION

Studios sell feature film packages to cable network
rather than offering them to TV stations

aramount and MCA have decided

to sell their most recent premium

movie packages to jointly owned
USA Network, bypassing the syndica-
tion market. Paramount’s 24 film pack-
age Portfolio XIV (‘‘Fatal Attraction,”’
*‘Coming to America’’) and MCA’s De-
but IV (*‘Born on the Fourth of July,”
“*Sea of Love’’) become available to
USA in January 1991.

USA is said to have paid around $2
million per title for the 43 films, or $86
million. The two deals are the latest in a
series of transactions in which movie
studios have bypassed syndication in fa-
vor of one-stop basic cable sales.

In the last year, USA has picked up
major packages from Buena Vista Tele-
vision, 20th Century Fox and Orbis.
Orion and Warmner Bros. have sold pack-
ages to Lifetime, while Viacom recently
sold a film package to the superstation-
led consortium of Turner’s WTBS(TV) At-
lanta and Tribune’s WGN-TV Chicago.

According to Paramount Domestic
Television Distribution President Lucie
Salhany, the company surveyed station
interest in the Portfolio XIV package
and found less interest in it than in the
previous Portfolio package, which at-
tracted stations with such titles as *“Top
Gun.”” She noted that Fox independents

require far fewer movies as they make
the transition to affiliate status.

‘“We have a responsibility to the pro-
ducers of these films to get the most
[revenue] we can,’’ said Salhany. She

declined to talk price, but sources said’

Paramount projected it could get per title
revenue of about $1.5 million from syn-

AN R
‘Born on the Fourth of July,’ one in the
package of blockbuster hits sold to USA

dication for Portfolio XIV, about
$500,000 per title less than USA was
willing to pay.

The MCA package, which CBS
picked up for the current season at a
reported cost $50 million-$55 million,
will have had more exposure by the time
it gets to USA, said the network’s Pro-
graming Executive Vice President David
Kenin. About a third of the package will

also have previous exposure on pay ca-
ble. The Portfolio XIV package will
have had pay cable exposure but no net-
work exposure.

The diminishing number of movies in
syndication may force non-Fox indepen-
dents to develop more program consor-
tiums among themselves, said Bill Car-
roll, vice president, programing, Katz
American Television. *‘I think you’ll
see more and more relationships like the
one between WWOR(TV) New York,
KCOP-Tv Los Angeles and MCA," said
Carroll. The three companies are co-
producing three first-run prime time pro-
grams this season.

Michael Eigner, vice president and
general manager of Tribune’s WPIX-TV
New York, agreed that stations will in-
creasingly band together in consortiums
to buy product. He cited the Tribune-
TBS led consortium that recently bought
Viacom’s Features 14 package.

But Eigner also said that while USA
and Lifetime have reduced the pool of
movies available to syndication, they
can’t afford to buy eveything. *‘I think
there will be enough for everyone,’” he
said. ‘*Warner split its package, selling
half of it to Lifetime, the other half to
syndication. I think we’ll see more of
that in the future.™ -SM

TBS BOARD GIVES GREEN LIGHT ON GOODWILL GAMES

To eliminate charge to operators, it is selling weekend package of '94 events to ABC

losses of $44 million for the 1990
Goodwill Games were tallied, the
board of Turner Broadcasting System
unanimously voted to proceed with the
1994 games and offset losses by selling
a weekend package of events to ABC.
Jack Kelly, president of the Goodwill
Games and former head of the U.S. Olym-
pic Festival, said the board supported the
more conservative business plan that would
bring the games close to breakeven in 1994
and certainly to breakeven by 1998. ‘‘We

l ess than two months after the final

have a solid foundation on which to build -

the Goodwill Games in the 1990’s and
beyond,”” Kelly said.

The games will be cable exclusive
during the week, with events in prime
time and late night, while ABC will
have weekend afternoon coverage

amounting to 15-18 hours. Turner will
carry 60-70 hours. While the expected
ABC deal has not been completed, cable

operators won't be paying a fee this time °

around, Kelly said. Operators paid $1

per subscriber for the 1990 games, -

which received about 80% coverage and
fell far short of its expected rating of a
5.0, contributing to the losses. The '94
games, Kelly said, will be sold on the
numbers generated in 1990, which aver-
aged about a 2.5.

A number of factors will contribute to
the games getting closer to breakeven,
said Kelly. One is the ABC deal, which
could be in the form of a time buy, a
straight rights deal or a barter arrange-
ment. Although the dollars being dis-
cussed are significant, they do not repre-
sent the majority of the $80 million

budget slated for the games in 1994.
Indications are ABC's remuneration will
be less than $20 million. Kelly said all
three networks were approached, but
that ABC showed the most interest. CBS
and Turner are partners in the 1992 and
'94 winter Olympics, but CBS’s sum-
mer baseball schedule kept it from be-
coming involved in the games.

The $80 million is lower than the total
costs of the Seattle games, said Kelly,
because the overhead in Russia (the '94
games will be held in Leningrad and
Moscow) will be lower. Kelly sees addi-
tional revenue opportunities from inter-
national broadcast rights (which could
double from $5 million to $10 million in
1994), sponsorships for the event not
tied to advertisers, and the ABC reve-
nue.
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The games themselves will be another
16- or 17-day affair. Kelly said there
was some discussion of shortening them
to 10 days, but that did not give the host

The competition will be the same,
with the top eight athletes performing in
20 or so events. There may be minor
changes in events, Kelly said, with some
being added or dropped. Kelly hopes the
Soviet location will improve attendance
among some European athletes who did
not participate in the Seattle games.
And, he said, Turner is looking to tie
international rights deals with better pro-
motions in those countries to entice ath-
letes to participate.

Kelly also said there would be other
changes in how Turner operates the
games, in addition to the ABC connec-
tion, the no cost to operators and more
realistic ratings guarantee. Kelly indicat-
ed promotion budgets will be better
spent leading up to the games. Appar-
ently, one of the problems with the Seat-
tle games was that little money remained
for last-minute promotional pushes. Ad-
ditionally, the ABC weekend coverage
and cross-promotion spots should help
build awareness of the games and help
improve ratings.

Despite the financial losses from
1990, the Goodwill Games still repre-
sent a cherished franchise for Turner,
Kelly said. People are used to seeing a
summer Olympics after the winter
games, said Kelly. But starting in 1994,
the winter games will not be followed by
a summer Olympics, but instead by the
Goodwill Games, thus providing a bene-
fit in viewer interest. Likewise, the sum-
mer games on American soil (Atlanta) in
1996 will help build awareness for the
'98 Goodwill Games, which will be
back in the U.S. (Kelly said there are six
or seven cities that have shown serious
interest in hosting those games.)

Kelly expects to complete a deal with
the Russians in the next month or so for
1994. And he has been assured that un-
der whatever economic scheme the
country will be operating in 1994, the
cost of venues, etc., will not change
significantly from initial estimates. The
Russians will originate the games, but
will receive technical help from the
Turner organization. Because of the
eight-hour time difference, most week-
day events will be seen on a taped basis,
although some weekend events may be
live.

No decision has been made as to
whether the games will be on TNT or
WTBS(TV) Atlanta. The 1990 games on
WTBS gave operators some problems be-
cause they normally do not insert adver-
tising on WTBS. -Ms

SEPARATE SYSTEM CONCERNED OVER

INTELSAT PLAN

Orion fears satellite size threshold would
make revised Article XIV more onerous

et to meet late this month in Lis-

bon, the International Telecom-

munications Satellite Organization
Assembly of Parties will consider revis-
ing Article X1V (d) consultation proce-
dures—a rewrite that, on the surface at
least, will reduce time- and money-con-
suming analysis. of potential economic
harm to Intelsat now required of private-
ly owned international satellite system
operators.

However, several sources told
BROADCASTING last week that there is a
fly in the ointment: Despite strong oppo-
sition from the U.S., United Kingdom,
Australia and the Netherlands, a maxi-
mum satellite capacity threshold written

““The threshold is
unnecessary and
cannot be implemented
fairly or rationally.”

—Steven Lett
State Department

into the proposed revision would make
the streamlining of procedures meaning-
less to any operator planning a system
larger than 30 (36 mhz equivalent) tran-
sponders—Ilittle larger than a single
standard C-band bird.

In addition to the threshold’s having
the effect of discounting two existing
separate systems—PanAmSat and Orion
Network Systems—which plan systems
larger than 30 transponders, ‘‘more
cumbersome and expensive procedures
to the consultation process [and other]
changes are likely to make it even more
difficult for advanced, low-cost telecom-
munications services to reach the mar-
ket,”” Orion Vice Chairman Christopher
Vizas Il told U.S. State Department
Ambassador Bradley Holmes in a letter
dated Aug. 8 and obtained by BROAD-
CASTING. “‘If enacted,”” Vizas told
Holmes, ‘‘the revision may well be sig-
nificantly more restrictive than it is lib-
eralizing.’’ Orion declined to comment.

The revision, approved for recom-
mendation to the assembly by the Intel-
sat Board of Governors two weeks ago,
would create a *‘fast track®’ for separate
systems so long as they are not connect-

ed with public switched networks
(PSN’s), which accounts for more than
three-quarters of Intelsat’s revenue. Any
**operator/network’’ offering under 30
or fewer (36 mhz), non-PSN transpon-
ders could gain virtually instant approval
from the Board of Governors (which
meets every three months)—without un-
dergoing lengthy economic harm analy-
sis and consultation with representatives
of 119 member nations through the As-
sembly of Parties (which meets every
two years).

PanAmSat has consulted for more
than 30 transponders aboard its one or-
biting bird, PAS 1, which carries the
equivalent of 36 36-mhz transponders.
PanAmSat apparently could not launch
its planned second or third satellites
without breaking the threshold.

The two-satellite Orion system would
carry 96 transponders, although Orion
has consulted 33 transponders for ‘inter-
national use, designating the remainder
for domestic services and in-orbit spare
use. The assembly has considered
whether that number might expand in
the future, and thereby threaten econom-
ic harm to Intelsat that the latter could
not mitigate with investments in its own
system. Several sources said they be-
lieve that some nations fear Orion will
indeed expand beyond 33, perhaps ex-
plaining the creation of the threshold.

Only Columbia Communications Corp.
at its current size—a total of 24 transpon-
ders aboard NASA TDRSS satellites over
the Atlantic and Pacific oceans—would be
a beneficiary of the policy.

Following President Reagan’s 1985
decision that private international carri-
ers be unleashed in competition with
what PanAmSat, Orion and others have
charged is a monopoly, the State Depart-
ment had encouraged Intelsat to create
the fast track for non-PSN systems, said
State international satellite and cable ex-
pert Steven Lett. State ‘‘argued strong-
ly,”” he said, that the threshold is ‘*un-
necessary and cannot be implemented
fairly or rationally.

*“The U.S. believes that instead of
Article XIV economic examinations,’’
he said, Intelsat’s health can best be
maintained through its own marketplace
strategic planning. ‘“‘We believe it can
do that.” -pot
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COMPANIES COUNTING DOWN TO DBS LAUNCHES

At Kagan seminar SkyPix’s McCauley targets next May-June;
Reiss says Request TVRO rollout should be ready to roll in 15-18 months;
others offer more details on programing and financing plans;
some on financial side question whether services will be
sufficiently different from other options to attract enough subscribers

BS proponents were bullish,

while financial analysts were

somewhat skeptical, that DBS
would be a major force in the 1990’s in
the U.S.

Those on the front line of DBS made
a number of disclosures, at the Kagan
Seminars Inc. ‘‘Economics of DBS™
seminar last Thursday (Sept. 27) in New
York.

Among them:

® Brian McCauley, president of Sky-
Pix, said the company is now looking at
May-June 1991 for its launch. (And
sources continue to point to the likeli-
hood that Comsat and SkyPix will do a
deal together.)

B8 Comsat Video Enterprises President
Robert Wussler provided a DBS exam-
ple that may provide clues to Comsat’s
PPV plans. He said an initial service of
30 movie channels and 30 sports chan-
nels could be a viable PPV service. Such
a service could achieve one million sub-
scribers at the end of one year, 6.5 mil-
lion by 1995 and countless millions by
the end of the decade, he said. Special-
ized services, such as news, children’s
programing and financial information
could come later, he said.

m Jeffrey Reiss, president. chairman
and chief executive officer of Reiss Me-
dia Enterprises, 50% owner of Request
Television, said with advancements in
General Instrument’s Digicipher, he ex-
pected that Request TV would roll out
its PPV services to the TVRO industry
in 15 to 18 months. A three-channel
DBS service Reiss is involved with in
Japan is looking to launch next year.

B John Sie, senior vice president of
Tele-Communications Inc. and chair-
man of K Prime Partners, discussed how
DBS would be an adjunct to cable, since
cable would maintain superiority in pro-
graming and service, and provide the
capability for local and interactive ser-
vices that DBS services could not deliv-
er.
® Tom Wolzien, senior vice presi-
dent, NBC Cable and Business Develop-
ment, and the only Sky Cable represen-
tative on hand, said Sky Cable’s
programing foundation was a three-sided

pyramid—movies, mainstream-type ca-
ble services and ‘‘subniche channels.”
The latter would have small, but loyal
subscriber bases whose monthly fees
would be enough to keep such channels
afloat. A service with 400,000 people
paying $4 per month would generate
about $20 million in annual revenue,
enough to cover expenses, as long as
programing acquisition costs were rea-
sonable, Wolzien said.

Wolzien was asked where the financing
would come from in a tight credit market.
He said that Hughes would not have pre-
sented the proposal without the full back-
ing of General Motors. And some of the
$2 billion needed to launch and roll out
the service included the purchase of re-
ceive equipment by customers. Wolzien,
like his counterpart, Tom Rogers, a day
earlier at a separate forum, acknowledged
that without guaranteed program access,
the economics of Sky Cable’s plans would
likely change, because one of the three
sides of the pyramid would not be as-
sured. Sky Cable could negotiate in the
open market, and there were some on the
panels, including Steve Schulte, former
Showtime executive, now president of
General Management Associates, who felt
programers, no matter what their affili-
ation, would sell to new technologies to
increase their reach. But others feel that
MSO-owned or closely affiliated pro-
graming services will not go out of their
way to make deals with Sky Cable.

Hollywood is intrigued with the possi-
bilities of DBS, especially the multichan-
nel PPV aspects and the opportunity for
another revenue source to offset the con-
tinued skyrocketing costs of making and
marketing movies. To Ed Bleier, presi-
dent, pay TV, Wamer Bros., the big
question was what will cable do in the

face of such a strong PPV threat from the

DBS industry. Most of the early DBS
plans are built around PPV Hollywood
movies, an area where they see cable as
vulnerable. Will operators commit to
more channel space for PPV and and
make its marketing a priority? Bleier
asked.

Hal Richardson, senior vice president,
worldwide pay TV, Walt Disney TV, said

he was not sure that the present TVRO
universe and noncable subscribers made a
large enough base for DBS PPV to launch
a successful business. Richardson, like his
counterparts at other studios, is talking
with DBS proponents about licensing
product and said programers always wel-
come additional distribution systems.

But he was cautious, saying DBS will
either have to be an add-on to present
cable service or take away existing cable
subscribers for it to be successful.

Richardson and Reiss seemed to be-
lieve McCauley’s prognostications on buy
rates for DBS PPV might be too optimis-
tic. McCauley said he expected they will
follow the pattern seen with home vid-
eo—heavy renters watch seven to eight
movies a month, while the average home
might watch two to three movies a month.
Reiss and Richardson pointed out that
with the multitude of other programing
sources, sustaining those buy rates after
the initial ‘‘honeymoon™ period may be
difficult.

One thing DBS will have to do is give
consumers something they have not re-
ceived before, said Chris Dixon, vice
president, Kidder Peabody. Cable offered
consumers more programing choices, and
VCR’s and home video offered viewers
convenience, time shifting and an earlier
window for movies.

Several analysts in the audience raised
questions on financing and consumer
buying habits. McCauley pointed out
that his business plan for breakeven is
less then one million subscribers, thus
lowering the amount of money needed to
finance SkyPix. Some analysts won-
dered whether consumers would pay
$500 to $700 in a worsening economy
and face buying tuners for each of their
TV sets for programing that may not
clearly be differentiated from that on
cable or home video.

But DBS proponents such as McCau-
ley pointed out that one million VCR’s
were bought in the early 1980's when
the price was between $1,200 and
$2.000. And just as cable subscribers
rent additional boxes for multiset hook-
ups, the same principle would also be
applicable with DBS, panelists said. -Ms
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“At first we considered digital too costly and exotic
for our needs. In reality, it was neither.”

We all know that perception can differ
from reality. Just mention Alaska and it
conjours up images like the one above.
Cold and remote. But can you imagine
temperatures reaching 90 degrees, a rain
forest, or even a desert in the arctic?

To truly appreciate the beauty and
diversity of Alaska, you need to talk to an
expert. Like Bill Dowd of KTUU-TV in
Anchorage. Who, as a broadcast
professional, also has some surprising
things to say about D-2.

“Our initial response to digital was — do
we really need it and why? We're
comfortable with our 1" equipment and it
does the job. But like most stations, the
customer is our first priority. Which means
we need to offer the highest quality
services available.

- Bill Dowd, Operations Manager, KTUU-TV, Anchorage
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