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Fall, 1991

For years Jenny Jones has been travelling across the country
presenting her unique style of audience-participation talk/
comedy to standing room only crowds. Now, come Fall ‘91,
she’ll be bringing her warm, spontaneous and entertaining

experience to television in a fresh, new
one-hour strip.

Television is a personality driven business. And
Jenny Jones is a personality who will drive viewers to
your daytime and early-fringe line-up. She develops an
instant rapport with her audience. Understanding how they
think. And what they feel. Resulting in a program with frank,
provocative and, at times, hilarious revelations.

“Jenny Jones.” A talk show strip unlike any other. Because, simply
stated, Jenny Jones is unlike any other talk show host. One hour
of compelling television available for stripping Fall '91.

Distribued By

+ asocitonsin MILLENNTUM o

PRODUCTIONS DOMESTIC TELEVISION

------------ DISTRIBUTION
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A Time Warner Company
© 1990 Wirnes Bron inc. ABRights Renerved.



35 / THE SELLING OF
HOLLYWOOD

Last week’s $6.59 billion
acquisition of MCA by
Matsushita Electric
Industrial Co. is the largest
purchase of an American
company by a Japanesc firm
to date. The merger also
increases foreign ownership
of Hollywood and gives

the networks another example
of how the financial

interest and syndication rules
prevent them from
competing on a level playing
field. The $66 per share
price for MCA came after
two months of intense
negotiations. With MCA on
board, Matsushita hopes

to merge its hardware with
MCA's software. MCA

also hopes to take advantage
of growing program needs
abroad. Because federal rules
prohibit foreign ownership
of TV properties, MCA will
spin off wwOR-TV New

York to shareholders and will
become a publicly traded
standalone company.

38 / FIGHT OVER
INDECENCY

New York-based Infinity
Broadcasting is vowing not to
pay the FCC’s tentative

fine of $6,000 against the
company for an allcgedly
indecent broadcast over three
radio stations nearly two
ycars ago by air personality
Howard Stern. Infinity

says it will fight it all the way
to the federal courts if
necessary.

39 / CABLE INDUSTRY
ROUND UP

Industry leaders
participating in the Western
Cable Show's opening

4 This Week

|
|

session describe a 100- to
200-channel world that
would give cable advantage
over DBS and a shot at
revenues now collected by
home video and telephone
companies.

40 / FCC’S TURN

The National Cable
Television Association will
try to stall cxpected

federal legislation
reregulating cable next
year—at least until the FCC
has had a chance to allay
concerns about rising cable
rates with a new

regulatory scheme of its own,
said NCTA President

James Mooney.

43 / CHANGING TV

Pay per view will not only

& e .
Matsushita buys MCA (page 35)

|
|

alter the face of television,
but make cable and other
technologies—including
DBS—stronger in the
process, according to Robert
Wussler, president and
chief executive officer,
Comsat Video

Enterprises. He was among
executives examining

PPV during the Cable
Television Administration
and Marketing Society’s
1990 PPV conference in
Anaheim, Calif., last week.

43 / DIFFERENT
PERSPECTIVES

Pay per view networks

and standalone PPV channels
demonstrate their

respective differences during
CTAM’s 1990 PPV
conference.

45 / TOUGH
DECISIONS

As aresult of **some very
difficult decisions,’" said
Public Broadcasting
Service’s John Grant, PBS’s
newly centralized

National Programing Service
has decided to cut funding
on four shows currently on
the air, including two
long-running children’s
programs, Wonderworks
and Newton's Apple. PBS
said the money saved will
be used to develop new
programing for
noncommercial television.

45 / NBC PRIME TIME
NEWS

NBC News. which has not
had a prime time series on the
network in four years, will
produce a one-hour Sunday
night block featuring

former Today show anchor
Jane Pauley and the hard-
hitting investigative team of -
Brian Ross and Ira
Silverman. The division is
hoping Real Life with

Jane Pauley and Exposé will
reinforce the network’s
news presence.

52 / SWEEPS
RESULTS

The November sweeps

was the most hotly contested
sweeps battle in years.

One rating separated first
place NBC from third

place CBS. Although NBC
won, the network was off
13% in ratings from a year
ago. ABC was second and
2% off its mark (rom last
year. CBS was a close

third, and roughly flat from a
year ago.
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55 / FAMILY STYLE

Hearst Broadcasting and
Heinz USA are collaborating
on a new syndication
program package exploring
the American family,

called Family Works!. The
package contains a series

of dramas, documentaries
and vignettes that will all

be produced by Hearst-owned
WCVB-TV Boston.

56 / NEW DIGS

The Rick Dees Weekly

Top 40 countdown program
will be distributed by

Wally Clark Productions in
1991, moving from

Unistar less than a year after
moving from DIR
Broadcasting.

56 / ALL SPORTS

Noble Broadcasting is
targeting the lucrative
Southern California adult
male demographic with all
sports radio on XETRA(AM)
Tijuana (San Diego). The
station takes a cue from
three predecessors in the
format.

57 / HOLIDAY AIR
WAYS

Year-end programing

from radio networks and
syndicators is offering a
mix of 1990 retrospectives,
sports wrap-ups. best-of
countdowns and holiday
music.

62 / MGM-PATHE
PACKAGE

London’s Super Channel,

a general interest
entertainment channel
reaching more than 20
European countries, has
signed a $59.1 million deal
with MGM-Pathe for the
rights to an MGM program
package that would
include films from that
portion of the MGM
library controlled by Pathe,
as well as original
telefilms and series.

66 / UHF DISPUTE

The Association for
Maximum Service Television
(MSTV) is preparing an

FCC filing objecting to a
request by Strother
Communications Inc. (SCI)
for temporary licenses to

test digital audio broadcasting
over the UHF-TV band,
channels 14 and 40 in
Washington and channels

15 and 32 in Boston. MSTV
says that UHF tests are
unnecessary because those
frequencies must be
preserved for high-definition
television.

69 / HUNKERING
DOWN

Uncertainty about how the
crisis in the Middle East will
be resolved, fear of
recession at home and a soft
retail market have caused
both analysts and advertising
agencies to lower their
fourth quarter projections.
Advertising executives
always emphasize that it is
during a recession that
companies need to advertise
the most to maintain

market share. But if that
message fails to have any
impact, the agencies will
probably have to slim

down and lay off employes.

74 / STAYING THE
COURSE

FCC’s proposed satellite
television station policy was

_|:..-' -
Ted Turner and Robert Wussler at Western Cable Show (page 39)

unenthusiastically

received by broadcasters.
Most of those who filed
comments last week wanted
the commission to

maintain its current case-by-
case approach. Anchor
Media, NAB, INTV and
others said the current
system has proved effective
over the years.

76 / NAB'S NEW
DIARY

The NAB unveiled its new

personal viewing diary that it
hopes will replace the
system currently used by
Nielsen and Arbitron.

NAB says television rating
services miss at least 2%-
3% of the viewing audience
because many viewers are
watching outside the home.
NAB has an adult and
children’s versions of the
diary and will test two
versions of each. One asks
for time and channel
viewed; the other asks also
for the program title. The
NAB says that a higher rate
of return is expected when
the title is not requested.
Testing is expected to

begin next May.

95 / LOCAL LEADER

Dennis FitzSimons, vice
president and general
manager of Tribune
Broadcasting’s WGN-TV
Chicago, has helped
polish Tribune’s flagship
station with a strong
lineup of news, sports and
syndicated movie
packages.
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CLOSED CIRCUIT

Hollywood

Chain reaction?

Matsushita-MCA deal may
set in motion ownership
change in stations other than
WWOR-TV New York (see
**Top of the Week’'). MCA
also has 11.92% attributable
interest in three independent
TV stations of Combined
Broadcasting: WBFS-TV Mi-
ami, WGBO-Tv Joliet, IIl.
(Chicago) and WBFS-Tv Phil-
adelphia, which studio ob-
tained as creditor of bankrupt
Grant Broadcasting—reincar-
nated after court settlement as
Combined. Depending on
percentage of Combined
stock held by other foreign-
owned studios, such as MGM
or Columbia, Matsushita pur-
chase of MCA could raise di-
rect foreign stake in Com-
bined to more than 20%
allowed by FCC. If that is
case, solutions would be
plentiful, including possible,
though not likely, addition of
MCA's Combined stake to
new WWOR-TV company be-
ing spun off.

New opportunities

In postscript to Matsushita’s
preliminary agreement to
buyout MCA Inc. (see page
35), it has been widely antici-
pated that Creative Artists
Agency co-founder Michael
Ovitz, who reportedly stands
to make $40 million for help-
ing broker deal for Japanese
electronics giant, could bring
influx of additional dollars
and creative deals for client
Steven Spielberg’s Amblin
Entertainment.

Amblin, which has long-
standing working relationship
with MCA’s Universal Stu-
dios, is in posture to mount
new projects under guidance
of MCA Family Entertain-
ment President Jeff Segal, in-

mouse from  ‘*American
Tail’’ theatrical. Already slat-
ed is ‘‘Fievel Goes West™’
film sequel for Thanksgiving
1991 release. Amblin spokes-
man said that mouse (named
after Speilberg’s grandfather)
is being targeted for Saturday
morning network series pitch.
Additionally, source said pi-
lot development is moving
ahead for cartoon version of
**Back to the Future’’ as like-
ly 1992-93 network series
(**Closed Circuit,”” Nov. 19).

‘On Scene’ expansion

Source at Group W Produc-
tions, who wished to remain
nameless, confirmed rumor
that syndicator is ‘‘seriously
considering’ expansion of
weekly On Scene: Emergency
Response to daily half-hour
stripping for 1991-92 season.
With *‘prevailing optimism’’
over its performance (4.1 rat-
ing/8 share in NSS over-
nights, week ending Nov.
23), Group W has commis-
sioned production of separate

pilot that will *‘differ in pac-
ing and format’’ from weekly
reality-based half-hour hosted
by producer Dave Forman.
On Scene, which is currently
being carried on 125 stations
representing 86% coverage,
is second-ranked new weekly
first-run program behind Via-
com Enterprises’ Super Force
action-adventure, according
to source.

Local hoost

Even with early syndication
launch of The Chuck Woolery
Show, sources say Orion
Television is sweetening lo-
cal barter split to at least eight
minutes local ad time, com-
pared with six minutes na-
tional, to continue momen-
tum and entice stations to
promise quality daytime and
early fringe clearances. Pre-
viously, Orion had been mar-
keting hour talk show strip
with even 7/7 barter split. As
reported in BROADCASTING,
Nov. 5, and confirmed by
sources, Orion has just put

BEAUTY AND THE BOXER

The stars were out at the Western Cable Show last week as
Vanna White (r), of Wheel of Fortune, was in the Home
Shopping Network booth showcasing her new fragrance
**Vanna."
Also, heavyweight champion Evander Holyfield was on the
show’s floor signing autographs at the Request TV booth.

finishing touches on deals
with four of five stations
within Group W (exception
being KDKA-TV Pittsburgh)
and all four stations within
Times Mirror Broadcasting
group. Sources further indi-
cate that Woolery has signed
clearance deals with 40 sta-
tions—seven of top 10 mar-
kets—representing  approxi-
mately 45% national
coverage. Paramount Domes-
tic Television's The Maury
Povich Show, only other new
talk show to launch sales ear-
lier, is reported to have just
over 60% coverage of U.S.

Anaheim

Loggerheads

Both Robert Wussler, presi-
dent of Comsat Video Enter-
prises, and Brian McCauley,
president of SkyPix, used
Western Cable Show to ex-
press confidence that two can
make deal to have Comsat
bring more than $100 million
to SkyPix plan to deliver
mid-power direct broadcast
satellite service to small dish-
es by mid-1990. |

But sources close to nego-
tiations said Comsat Video's
own financial status has
emerged as concern among
other potential investors,
each in $100 million neigh-
borhood, in U.S. and abroad.
Getting  attention  among
those unnamed SkyPix suit-
ors is securities analysis that
reportedly quotes corporate
Comsat executive saying con-
sistent losses in CVE's hotel
pay-per-view business mean
investment in SkyPix would
only give Comsat Video neg-
ative book. McCauley de-
clined to comment but said
Comsat is not only company
that could serve as lead inves-
tor in system.

cluding possible animated McCauley also declined to
network series based on either confirm or deny report
6 Closed Girewit

Brooadeasting Dec 3 1990
|
!




Get Real!

“I like the idea of forgiveness and trying to
put that across on TV, We should all just be
easier on ourselves and Ieam

to forglve That kind 42
of idea is the _
real subtext =
of the show.”

Roseanne on ROSEANNE

Get Roseanne.

VIACOM Is a registered trademark of Viacom International Inc. VIACOM
©1990 Viacon International Inc. All rights reserved. 0



v Efficient young women

FAM,‘ demos in an advertiser-

' friendly environment -- just

FEUD what your advertisers want.
« W 18-49 with superior
efficiency -- even greater

DEl’VERSQ than programs with a larger

® household audience.
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SAN FRAN ATLANTA
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4.1

W/0 9/17

STATIONS

VIEWERS WITH
FAMILY FEUD

PHILADELPHIA MF 7:30 P

+ REPLACES CHALLENGERS
« HH RTG, W 18-49, W 25-54
RATINGS MORE THAN DOUBLE

ATLANTA MF 7:30 P
- REPLACES QUIZ KIDS
- HH RTG DOUBLES

BOSTON MF 4:30 P
« REPLACES JOKER'S WILD
+ W 18-49, W 25-54 RTGS TRIPLE

National Advertiser Sales

TVHERIZONS

of LBS Communicatians Inc.
SOURCE: NTI CAR, ARB OCT."90

The dust has settled.
The results are in.
FAMILY FEUD beats all new
game and reality strips.

With upgrades and new
clearances FEUD's national
ratings are growing.

Highly promotable and exciting
theme week specials continue to
attract new and bigger audiences.

FEUD's still the #3 syndicated
game show in the country.

FAMILY

A
MARK GOODSON
PRODUCTION

FAMILY FEUD -
STILL A PROVEN WINNER

FEUD

LBS COMMUNICATIONS INC.

~ New York (212) 418-3000
Los Angeles 8213) 859-1055

Chicago (312) 943-0707

© 1990 L8S Communications Inc.
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that SkyPix had not been able
to meet payment on 10 tran-
sponders  leased  aboard
Hughes  Communications’
SBS 6, but said relation with
Hughes remains ‘‘excellent.”’
Hughes could not be reached
by press time.

On related front, source
said TCI will host test of Sky-
Pix's digital video compres-
sion scheme next year. Mum
also on that story, McCauley
said first system to test
scheme will “‘likely”” be
owned by Rock Associates.

New York
Moving forward

Long-term revenue concerns
continue to breath life into
Television Affiliates Group,
ad-hoc station group formed
just over year ago. Late this
week executives said to rep-
resent more than two dozen
groups will meet in New
York at what may be first
TAG meeting to develop con-
crete agenda. Among those
invited are Network Televi-
sion Association President
Peter Chrisanthopoulos. One
executive involved insisted
that TAG’s purpose is not to
supplant Television Bureau
of Advertising, but rather to
focus on needs specific to af-
filiates.

Washington

Tire kickers

Identities of potential buyers
for UPI are still closely
guarded secret at wire ser-
vice, but word has it that list
includes at least three Asian
interests including one with
ties to Washington Times and
Sun Myung Moon’s Unifica-
tion Church. Bo Hi Pak,
president of Times, and son
Jonathan Park, along with
former head of Ronald Rea-
gan’s 1980 New Hampshire
Campaign Max Hugel, are
said to have had serious dis-
cussions about purchasing
UPI. Park and Hugel have
growing media empire in
Washington already. Pak
owns Atlantic Video, Wash-
ington production and editing

NAB MAY HOST FCC OFFICIALS AT GALA

Aller meeting with Jawyers from the commissioners'
offices last Thursday afternoon, FOC General Counsel
Robert Pettit determined it was permissable for FCC
officials to accept 3750 tickets from the NAB for the
Kennedy Center Honors last night (Dec. 23, which is co-
sponsored and taped for broadeast after Christmas by
CES. Pettit said FCC's unusually tough ethics policy
does not prohibit accepting tickets because the NAB is
not @ licenses and the awards ceremony-dinner was not
“lavish for an cvent of its type.” All but %85 of the
ticket is a contribution to center, he said.

FCC Commissioners Sherrie Marshall and  James
Cuello accepted the tickets. However, Ervin Duggan and
Andrew Barrent decided 1o stay home, T don’t think it s
approprate for me,"”" said Bamett. ' Obviously, they ane
trying 1o buy something or influence something and this
colored boy isn't for sale.” Chairman Alfred Sikes
planned to attend as a puest of Irv Hockaday, of Kansas
City Southern, under **personal-friend’” exemption,

studio. Park and Hugel re- 1 million TV ratings experi-

cently purchased minority in-
terest in Nostalgia Network,
and in past year bought Poto-
mac Communications Inc.
and consolidated it with Pyra-
mid Video and Newslink
Inc., which has contracts
with CNN.

Also on list is Salt Lake
City-based Bonneville Inter-
national Corp.; Virginia
Beach, Va.-based Christian
Broadcasting Network, and
Hollywood-based  Premiere
Radio Networks Inc. (Pre-
miere was approached by
third party about UPI Radio,
but is now waiting prospectus
for whole company). Other
suitor mentioned thus far is
Mead Data Central, which
operates NEXIS and LEXIS
research services.

Coral Springs, Fla.
Spitting match

As large percentage of Arbi-
tron group and station con-
tracts come due in 1991, rival
Birch/Scarborough is claim-
ing that financial woes of
Control Data Corp. (Arbi-
tron’s parent) might shift
number of stations into
Birch’s corner and deal heavy
blow to Arbitron. According
to Birch President Bill Livek,
high debt accrued by $125

ment, ScanAmerica, will
drain Arbitron Radio’s *‘ob-
scene profits,”” while Arbi-
tron is forced to make new
radio contracts competitive
with Birch’s. Result, Livek
said, could make 1991 *‘criti-
cal year for Arbitron.”’

Not so, according to Arbi-
tron, which says Birch’s esti-
mate that 65%-75% of all
group contracts expire within
next 18 months is highly ex-
aggerated and wishful think-
ing, and suggested that Birch
is spreading disinformation
regarding financial health of
Control Data. Further, ac-
cording to Rhody Bosley, Ar-
bitron vice president, sales
and marketing, ongoing
ScanAmerica development is
funded independently from
radio division, and does not
affect radio  operations.
**Next year is not going to be
a make-or-break year for Ar-
bitron,"" Bosley said. ‘*We'll
just have to wait and see at
the end of 1991 who finished
first in the horse race.”’

St. Louis

Unhappy campers

NBC and Cablevision’s Pay-
Per-View Olympics appear to
have instigated heated discus-
sions at NBC affiliate board

meeting in St. Louis. Affili-
ates complained they haven’t
been kept up-to-date on PPV
Olympics  activities.  Pro-
graming, which was initially
supposed to emphasize niche
events broadcast doesn't cov-
er to great degree now will
focus on top seven events,
but affiliates weren’t made
aware of change or of possi-
ble pricing structure (BROAD-
CASTING, Oct. 15). Affiliate
board now expects to see for-
mal proposal on programing
and pricing for PPV Olym-
pics on Jan. 15. Marty Laf-
ferty, vice president, PPV
Olympics, said of meeting
that *‘we recognized the im-
portance of having an ongo-
ing dialogue with the NBC
affiliates as the project
evolves, and that’s something
we'll do from now on.”’

Part of initial blueprint of
PPV Olympics designed to
satisfy affiliates is limitation
to less than 5% of U.S.
households, or 4.6 million
homes. NBC's own projec-
tion has been 2.5 million
households, a number which

skeptics in cable industry
have doubted could be
achieved.

Northbrook, Ill.

The more things
change...

With Arbitron announcement
that it will delay entrance into
network television ratings
game arena by at least one
year (see ‘‘In Brief'"), it
would appear that Nielsen, as
one network executive de-
scribed it, is ratings service
with nine lives. Nielsen has
been under fire from net-
works but does not appear to
be facing any immediate
competition. AGB Television
Research’s much ballyhooed
return  to network ratings
business appears to be all talk
and no action. No meetings
are planned in future and, as
one network executive put it:
*‘Nobody wants more than
one ratings service. Five
years down the road Nielsen
will still be there and we’ll
still be bitching.”

10 Closed Circvit
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was like a death in the family

when Group W announced it was
canceling PM Magazine. The extended
family soon gathered by telephone to
offer comfort, to reminisce and yes, to
mourn because PM was not just another
show, it was a rite of passage, and a true
original.

Launched in 1976, at KPIX(TV) San
Francisco as Evening Magazine, as it’s
still known on the five Westinghouse
stations, PM quickly captured the indus-
try’s attention with its programing co-op
that made a local show affordable even
in smaller markets. Here was a show
you could adapt and customize. But
what really set PM apart was its innova-
tive use of the newborn ENG technology
to create a show shot entirely on loca-
tion.

I was among the first wave of young
field producers hired to produce stories
for PM. Born too late to work with Pat
Weaver or Emie Kovacs, PM/Evening
was our ‘‘Golden Age.”” We felt we
were inventing a new kind of television.
Now that home camcorders are com-
monplace, people forget that in the late
1970’s, a minicam by itself could attract
a crowd. The very ‘‘look’’ of PM was
fresh and exciting, taking viewers to
places never before captured on video,
from whitewater rafting to a celebrity’s
living room.

Short deadlines and low budgets
meant constant improvising to solve pro-
duction or technical problems. We once
turned a fish tank into an underwater
camera housing. Wheelchairs commonly
served as dollies. And [ spent one long,
hot, stomach-churning afternoon as a tri-
pod on a loop-the-loop roller coaster.

The novelty of local crews and mini-
mal equipment seemed to intrigue even
major stars. It was years before the ce-
lebrities got wise and recruited an army
of publicists to keep PM and its imitators
at bay. Most PM field producers were
young enough to still be thrilled to be
negotiating with an agent. After all,
your competition wasn’t just the local
access shows—PM producers were com-
peting with the network morning shows,
not to mention dozens of other PM’s.
Each time your show scored a major
celebrity there was a sense of shared
victory. If you needed a celebrity story

F or thousands of broadcasters, it

and none was available, you learned to
improvise with celebrity look-alikes, ce-
lebrity siblings, celebrity employes, and
of course, Every
Living Being Who
Once Knew Elvis.

Early PM shows
also invented their
own local celebri-
ties in the form of
hundreds of co-
hosts and ‘‘tip-
sters,””’ telegenic
amateurs with al-
leged areas of ex-
pertise. Take a clos-
er look at that
award-winning
news reporter or anchor. Chances are
that he or she logged airtime on PM by
riding a dolphin at Sea World or ‘‘audi-
tioning’’ for the Ice Follies.

But this glorious work was also gruel-
ing, never less than 70 hours a week.
News producers and reporters work hard
right up to deadline, but the time spent
polishing entertainment stories is limited
only by the body’s need for sleep. We
were too busy to care when news purists
sniffed at PM’s brand of journalism. Be-
sides, in the 1980’s almost every newscast
came to resemble PM with warm, cuddly
‘“‘people’’ features and ‘‘news-you-can-
use’” tips. The line between news and
info-tainment continues to blur.

But news borrowed only elements
from PM. Real People, That's Incredi-
ble and dozens of others were more ear-
nest copies. Although frequent format
adjustments kept PM’s ratings high for

A television programing commentary from Arthur Greenwald, Arthur Greenwald Productions Ltd., Pittsburgh |

l

years, the show gradually drowned in a |
sea of imitators. As the minicam novelty
wore off and production costs rose, most
stations dropped from the cooperative.
PM was driven to borrow ideas from its
clones.

At times, PM took a bad rap for its
relentlessly cheerful image, and its Bar-
bie and Ken co-hosts. (Pretty they were,
but that legion of hosts was also hired to
write and produce.) There was no short-
age of fluff, but the PM shows also
produced thousands of moving stories
that focused attention on local and na-
tional issues. The Peabody-award win-
ning ‘‘Second Chance’’ organ donor
campaign grew out of a series of Eve-
ning Magazine stories. Collectively, the
show won nearly every award in broad-
casting.

In fact, left on their own, most PM
field producers
loved to pursue
moving, socially-
conscious stories. It
was the executive
producer’s job to
keep them focused
on Elvis, Princess
Di and UFO’s. But
even when a local
PM was covering
the cheerleading
finals, it was fulfill-
ing the spirit of the
time access rule.
PM was what local access is all about.

When you cut your teeth on a show
like PM, it’s hard not to resent its can-
cellation. But in fact, Group W and its
affiliates gave PM and Evening one hell
of a run, long past the point where oth-
ers would have abandoned the format.

And there’s no ignoring the literally
thousands of young producers, hosts,
shooters and editors who worked on
Evening and PM over the years. Most
were about the same age as young Don
Hewitt when he worked with Murrow
and Fred Friendly. I take for granted that
the next 60 Minutes or even Hill Street
Blues will be invented by a veteran of
PM Magazine.

Yes, those wonderful folks who first
brought you Chef Tell, Maria Shriver,
Mary Hart, jazzercise and bungee jump-
ing are about to bring you something
more: the future of television.
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Weekly Half-Hours
Premiering January 7th, 1991
on an Advertiser -Supported Basis

If you're one of the 12% that does not yet have
Roggin's Heroes, call one of these numbers:

New York 212} 605-2786
Los Angeles 818) 777-6545
Chicago 312)337-1100
Atlanta 404) 875-1133
Dallas 214) 386-6400
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W indicates new listing or changed item.

THIS WEEK

Dec. 2-7—Poynter Institute for Media Studies
seminar, “Broadcast: Video Graphic Design.
Poynter Institute, St. Petersburg, Fla. informa-
tion: (813) 821-9494.

Dec. 3—"Children's Television: Endowing Ex-
cellence,” sponsored by Annenberg Washington
Program. Panelists include David Britt, Chil-
dren’s Television Workshop; Box Keeshan,
public television's Captain Kangaroo; Jennifer
Lawson, PBS; Geoffrey Darby, Nickelodeon;
Phyllis Tucker Vinson, NBC Productions, and
Ellen Wartella, University of lllinois. Annenberg
Program, Willard Office Building, Washington.
Information: (202) 393-7100.

Dec. 3-4—"Litigating Copyright, Trademark
and Unfair Competition,” seminar co-spon-
sored by Practising Law Institute and California
Continuing Education of the Bar. Beverly Hiiton,

Jan. 3-5, 1991—Association of Independent
Television Stations annual convention. Century
Plaza, Los Angeles. Future convention: Jan. 7-
10, 1992, Fairmont Hotel, Stanford Court and
Mark Hopkins Hotel, San Francisco.

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

Jan. 21-23, 1991—Satellite Broadcasting and
Communications Association trade show. Bal-
ly's, Las Vegas. Information: (800) 654-9276.

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

Jan. 25-29, 1991—National Religious Broad-
casters annual convention. Sheraton Washing-
ton, Washington.

Jan. 25-31, 1991-—National Association of
Broadcasters winter board meeting. Ritz-Carl-
ton, Naples, Fla.

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

Feb. 27-March 1, 1991—Texas Cable Show,
sponsored by Texas Cable TV Association. San
Antonio Convention Center, San Antonio, Tex.
March 6-9, 1991—22nd annual Country Radio
Seminar, sponsored by Country Radio Broad-
casters. Opryland Hotel, Nashville. Information:
(615) 327-4487.

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

April 7-9, 1991—Cabletelevision Advertising
Bureau 10th annual conference. Marriott Mar-
quis, New York.

Aprit 15-18, 1991—National Association of

Los Angeles. Information: (212) 765-5700.

Dec. 3-4—"Newsroom Technology: The Next
Generation,” sponsored by Gannert Foundation
Media Center. Gannett Center, journalism build-
ing. Columbia University, New York. Informa-
tion: Shirley Gazsi, (212) 280-8392.

Dec. 3-4—Financial Times 11th conference on
World Telecommunications. London. Informa-
tion: 071-925-2323.

Dec. 3-9—Africa Telecom '90, sponsored by
Posts and Telecommunications Corp. of Zimbabwe
and [International Telecommunication Union.
Theme: "Mobilizing Resources for Develop-
ment.” Harare International Conference Center
and Sheraton Hotel, Zimbabwe. Information:
41-22-730-5244.

Dec. 4—"An Evening with Bill McCarter (presi-
dent, WTTW)," 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.

MAJOR MEETINGS

Broadcasters 69th annual convention. Las Ve-
gas Convention Center, Las Vegas. Future con-
ventions: Las Vegas, April 13-16, 1992, and Las
Vegas, April 19-22, 1993.

April 19-24, 1991—MIP-TV, international tele-
vision program marketplace. Palais des Festi-
vals. Cannes, France. Information: (212) 750-
8899.

Aprii 21-24, 1991—Broadcast Cable Financial
Manragement Association 31st annual conven-
tion. Century Plaza, Los Angeles. Future con-
ventions: April 22-25, 1992, New York Hilton,
New York, and April 28-30, 1993, Buena Vista
Palace, Lake Buena Vista, Fla.

May 15-18, 1991—American Association of Ad-
vertising Agencies annual convention. Greenbri-
er, White Sulphur Springs, W.Va.

May 15-19, 1991—Annual public radio confer-
ence, sponsored by National Public Radio.
Sheraton, New Orleans.

May 16-19, 1991—American Women in Radio
and Television 40th annual convention. Omni
Hotel, Atlanta. Future convention: May 27-30,
1992, Phoenix.

u May 22-23, 1991—NBC-TV affiliates meeting.
New York.

June 8-11, 1991—American Advertising Feder-
ation national advertising conference. Opry-
land, Nashville.

June 9-13, 1991—1991 Public Broadcasting

Service meeting. Walt Disney World Dolphin, Or-
lando, Fla. Information: (703) 739-5000.

June 11-13, 1991—ABC-TV annuai affiliates
meeting. Century Plaza, Los Angeles.

June 16-19, 1991—Broadcast Promotion and
Marketing Executives & Broadcast Designers
Association annual conference. Baltimore Con-
vention Center, Baltimore.

June 18-21, 1991--National Association of

Dec. 4—Advertising Club of New York Christmas
party. Plaza hotel, New York. Information: (212)
935-8080.

Dec. 4-5-—"The Economic Outlook for 1991,"
conference for journalists sponsored by Wash-
ington, Journalism Center. Walergate Hotel,
Washington. Information: (202) 337-3603.

Dec. 4-6—Cable Television Administration and
Marketing Society service management master
course. Los Angeles. Information: (703) 549-
4200.

Dec. 4-7—Cable Television Administration and
Marketing Society sales management master
course. Orlando, Fla. Information: (703) 549-
4200.

Dec. 4-7—Arbitron radio advisory council
meeting. Laguna Niguel, Calif.

& Dec. 4-29 -Museum of Broadcasting screen-
ings of classic holiday specials. Museum, New
York. Information: (212) 752-4690.

Dec. 5—Nutional Academy of Television Arts and

Broadcasters summer board meeting. NAB
headquarters, Washington.

July 24-27, 1991—Cable Television Adminis-
tration and Marketing Society annual confer-
ence. Opryland, Nashville.

Aug. 25-27, 1991—Eastern Cable Show, spon-
sored by Southern Cable Television Associa-
tion. Allanta.

Sept. 11-14, 1991—Radio '91 convention, spon-
sored by National Association of Broadcasters.
San Francisco.

Sept. 25-28, 1991—Radio-Television News Di-
rectors Association international conference
and exhibition. Denver.

Oct. 1-3—Atlantic Cable Show. Atlantic Clty
Convention Center, Atlantic City, N.J. Informa-
tion: (212) 673-9166.

Oct. 3-6, 1991—Society of Broadcast Engineers
fifth annual national convention. Houston. Infor-
mation: 1-800-225-8183.

Oct. 10-14, 1991—MIPCOM, international film
and program market for TV, video, cable and
satellite. Palais des Festivals, Cannes, France.
Information: (212) 689-4220.

Oct. 26-30, 1991—Society of Motion Picture
and Television Engineers 133rd technical con-
ference and equipment exhibit. Los Angeles.
Future conference: Nov. 11-14, 1992, Metro To-
ronto Convention Center, Toronto.

Oct. 27-30, 1991—Association of National Ad-
vertisers 82nd annual convention. Biltmore,
Phoenix.

Nov. 18-20, 1991—Television Bureau of Adver-
tising annual meeting. Las Vegas Hilton, Las
Vegas.

July 2-7, 1992—[nternational Broadcasting
Convention. RAI Center, Amsterdam. informa-
tion: London—44 (71) 240-1871

J
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Sciences, New York chapter, drop-in luncheon.
Topic: “To See Ourselves As Others See Us
...Cable for the Viewer, Operator and Advertis-
er." Speaker: Bill Scott, president and chief
executive officer, The Travel Channel. Copa-
cabana, New York. Information: (212) 768-
7050.

Dec. 5—"Video Journalism—Capital Edition
Style,” seminar sponsored by National Academy
of Television Arts and Sciences, Washington chap-
ter. Gallaudet University, Merrill Learning Cen-
ter, TV Studio D, Washington. Information:
Dianne Bruno, (301) 587-3993.

Dec. 5 —Federal Communications Bar Association
annual chairman's dinner, featuring FCC
Chairman Al Sikes. Capital Hilton, Washington.
Information: (202) 833-2684.

Dec. 5-8—Poynter Institute for Media Studies
seminar, "Broadcast: News Graphics for Pro-
ducers.” Poynter Institute, St. Petersburg, Fla.
Information: (813) 821-9494.

Dec. 6—Salute to Roy Mehlman, former vice
president, affiliate realtions, Group W Satellite
Communications, sponsored by Women in Ca-
ble. New York chapter, and Cable Television Ad-
ministration and Marketing Society. Hudson The-
ater, New York. Information: Tracey Murdoch,
(212) 697-3335.

Dec. 6—"The Qil Crisis: Will It Produce a Na-
tional Energy Policy?" conference sponsored
by Washington Journalism Center. Watergate
Hotel, Washington. Information: (202) 337-
3603.

B Dec. 6—Academy of Television Arts and Sci-
ences annual general membership meeting.
Beverly Hilton, Los Angeles. Information: (818)
953- 4182.

Dec. 6-7—"Telecommunications Policy and
Regulation: The Year Ahead,” seminar co-
sponsored by Practising Law Institute and Fed-
eral Communications Bar Association. Among
speakers: FCC Chairman Al Sikes; FCC Com-
missioner Ervin Duggan; FCC Common Carrier
Bureau Chief Richard Firestone; FCC General
Counsel Robert Pettit; House Telecommunica-
tions Subcommittee Chairman Edward Markey
(D-Mass.), and subcommittee member Mike
Oxley (R-Ohio). Capitol Hilton, Washington. In-
formation: (212) 765-5700.

Dec. 6-7—"Ratings at a Crossroads: The Tra-
deoffs of Research Realities and Marketplace
Demands,” electronic media and research
technologies workshop, sponsored by Adver.
tising Research Foundation. New York Hilton,
New York. Information: (212) 840-1661.

Dec. 8—Texas Associated Press Broadcasters re-
gional seminar. Corpus Christi Marriott, Cor-
pus Christi, Tex. Information: Diana Jensen,
(214) 991-2100.

ALSO IN DECEMBER

Dec. 11—"Divergent Regulation of New Com-
munications Technologies,” lecture/debate
sponsored by Annenberg Washingion Program.

ADVICE AND DISSENT

They're contentious and contagious. They’re
the McLaughlin Group. (clockwise from left) Jack
Germond, Eleanor Clift, John McLaughlin, Fred Barnes,
Morton Kondracke, and Pat Buchanan.

Made possible by a grant from GE.

THE MCLAUGHLIN GROUP

Check your local listing for station and time.

We bring good things to life.

Among panelists: Daniel Brenner, UCLA, and
Michael Schooler, National Cable Television
Association. Annenberg Program, Willard Of-
fice Building, Washington. Information: (202)
393-7100.

Dec. 11—"New Technologies: Fiber Optics
and the Opening of Communications,” semi-
nar sponsored by Center for Communication.
Among speakers: Reese Schonfeld, president,
Current Trends Productions; former president,
CNN, and past president, Optic Fiber in Ameri-
ca. Center auditorium, New York. Information:
(212) 836-3050.

Dec. 11—New York Women in Film Christmas
luncheon. Guest of honor: Actress Susan Sar-
andon. Waldorf Astoria, New York. Information:
(212) 679-0870.

Dec. 12—Academy of Television Aris and Sci-
ences forum luncheon. Speakers: J. Nicholas
Counter lIl, Alliance of Motion Picture and Tele-
vision Producers, and Alfred DiTolla, Interna-
tional Alliance of Theatrical Stage Employes.
Topic: “New Technologies and Industry
Changes.” Beverly Hilton, Los Angeles. Infor-
mation: (818) 953-7575.

Dec. 12—American Women in Radio and Televi-
sion, Washington chapter, Christmas party.
Washington. Information: MacKenzie Kearney,
(202) 820-2048.

Dec. 13—"Broadcast Ratings: What Are They
and Where Are They Going?" seminar spon-
sored by Federal Communications Bar Associa-
tion and Continuing Legal Education Committee.
Washington Marriott, Washington. Information:
(202) 833-2684.

Dec. 13—/niernational Radio and Television Soci-
ery Christmas benefit. Waldorf-Astoria, New
York. Information: (212) 867-6650.

Dec. 13——"Is There a Future for Public Televi-
sion? What Should It Be?" seminar sponsored
by Center for Communication. Speakers: William
Baker, WNET Newark, N.J.; Jennifer Lawson,
PBS; Lawrence Daressa, Independent Televi-
sion Service; Nickolas Davatzes, A&E. Mack-
lowe Conference Center, New York. Informa-
tion: (212) 836-3050.

Dec. 14— Deadline for entries in Academy of
Television Arts and Sciences 12th annual college
television awards. Information: (818) 953-7575.

Dec. 13—"Is There a Future for Public Televi-
sion? What Should It Be?" seminar sponsored
by Center for Communication. Center auditori-
um, 570 Lexington Avenue, New York. Infor-
mation: (212) 836-3050.

Dec. 13-14—C-SPAN "Capitoi 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.

Dec. 13-16—Focus news workshop for radio
reporters and producers working in bilingual
environments, sponsored by Alaska Public Ra-
dio Network and Corporation for Public Broad-
casting and hosted by Western Public Radio
and KQED-FM San Francisco. San Francisco.
Information: Karen Cox, (907) 563-7733.

Dec. 17-20—"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.

Dec. 18—"On Location at Channel 13
[WNET],” tour sponsored by Center for Commu-
nication. Information: (212) 836-3050.
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Dec. 19—Society of Broadcast Engineers, chapter
15, meeting. Topic: “Introduction to digital au-
dio broadcasting.” Speaker: Stan Salek, Na-
tional Association of Broadcasters. Also: “RDS
for EBS systems.” Speaker: Jerry Liebow,
Sage Broadcasting. New York Times Building,
New York. Information: David Bialik, (914) 634-
6595. Herb Squire, (212) 633-7600.

s Dec. 22—Museum of Broadcasting holiday
screenings for children. Museum, New York.
Information: (212) 752-4690.

Dec. 31—Deadline for nominations for Break-
through Awards, sponsored by Women, Men
and Media, a national research institution of
University of Southern California, School of
Journalism, honoring "media industry’s most
significant breakthroughs in the portrayal and
employment of women.” Information: (213)
743-8180.

Dec. 31—Deadline for applications for National
Association of Hispanic Journalists annual schol-
arship awards. Information: Patricia Rodriguez,
(202) 783-6228.

JANUARY 1991

Jan. 3-5—Association of Independent Television
Stations annual convention. Century Plaza, Los
Angeles.

Jan. 6-8—Cable Television Administration and
Marketing Sociery research conference. Scotts-

dale, Ariz. Information: (703) 549-4200.

Jan. 6-11—Annenberg Washington Program's
fourth annual winter faculty workshop. Topic:
efforts by Congress and the FCC to reregulate
cable television. Annenberg Program, Willard
Office Building, Washington. Information: (202)
393-7100.

Jan. 7—Deadline for entries in Commendation
Awards, sponsored by American Women in Ra-
dio and Television. Information: (202) 429-5102,
AWRT, Suite 700, 1101 Connecticut Avenue,
N.W., Washington, D.C. 20036.

Jan. 8—Deadline for entries in "RadioBest”
Awards for creative radio advertising, spon-
sored by Twin Cities Radio Broadcasters Associa-
tion. Information: (612) 544-8575.

Jan. 10—/nternational Radio and Television Soci-
etv newsmaker luncheon. Panel: Seth Abra-
ham, Time Warner Sports; Steve Bornstein,
ESPN; Dick Ebersol, NBC Sports; Robert Gu-
towski, MSG Corp.; Neal Pilson, CBS Sports,
and Dennis Swanson, ABC Sports. Waldorf-
Astoria, New York. Information: (212) 867-
6650.

® Jan. 10—Deadline for entries in Sigma Delta
Chi Awards, sponsored by Society of Profession-
al Journalists, to honor "best journalists in both
broadcast and print fields.” Information: (317)
653-3333.

Jan. 11—Non-televised portion of 12th annual
ACE Awards, sponsored by National Academy
of Cable Programing. Beverly Wilshire Hotel,
Los Angeles. Information: (202) 775-3611.

The RTNDA
Edward R. Murrow

Awards.
[ |

When it comes to the finest in radio and
television journalism, the name says it all.

Edward R. Murrow's accomplishments embody the purpose of the RTNDA Murrow
Awards—to recognize radio and television journalism’s very best work.

This year'’s RTNDA Murrow Awards entry deadline is January 15, 1991. All
material entered must have aired in calendar year 1990. Competition is open to all U.S.

radio and television stations.

Awards are presented in five categories: Overall Excellence, Spot News Coverage,
Continuing Coverage, Investigative Reporting, and News Series/Thocumentary.

Your station could be one of ten to receive a Murrow Award at RTNDA'’s gala
presentation, September 25, 1991, in Denver, Colorado. For more information,

contact RTNDA.

I

il

I'.

Radio-Television News Directors Association
1717 K Street, NW, Suite 615, Washington, DC 20006; (202) 659-6510; fax (202) 223-4007

-

®Jan. 11—New York Festivals television and
cinema advertising awards presentation and
dinner. Sheraton Center, New York. Informa-
fion: (914) 238-4481.

Jan. 13—12th annual ACE Awards ceremony,
televised, sponsored by National Academy of
Cable Programing. Wiltern Theater, Los Ange-
les. Information: (202) 775-3611.

Jan. 14—Academy of Television Arts and Sciences
forum luncheon. Speaker: Michael Fuchs,
chairman, Home Box Office. Topic: "Reality,
Relevance and Quality: TV in the 90's.” Beverly
Hilton, Los Angeles. Information; (818) 953-
7575.

Jan. 14—Deadline for entries in Anson Jones
Award, honoring Texas media for excellence in
health communication to the public, spon-
sored by Texas Medical Association. Information:
(512) 477-6704.

Jan. 14-18—28th annual NATPE [nternational
convention. New Orleans Convention Center,
New Orleans.

Jan. 15— Nebraska Broadcasters Association win-
ter meeting and Hall of Fame banquet. Corn-
husker Hotel, Lincoln, Neb. Information: (402)
333-3034.

Jan. 15—Deadline for entries in International
Monitor Awards, sponsored by International Te-
leproduction  Society, honoring  "creative
achievements of the exceptionally talented te-
leproduction professionals.” Information: (212)
629-3266.

Jan. 15—"The Government as Speaker and
Government-Funding of Expression,” lecture-
Idebate sponsored by Annenberg Washington
Program. Annenberg Program, Willard Office
Building, Washington. Information: (202) 393-
7100.

mJan. 15—"Overview of the Media Chal-
lenges in the 1990's and the 21st Century,"
course offered as part of Smithsonian Forum,
"The Media and Society.” Speaker: Richard
Harwood, ombudsman, Washington Post.
Smithsonian, Washington. Information: (202)
357-3030.

® Jan. 15—"Health Care Today: How Accessi-
ble? How Affordable?" conference for journal-
ists sponsored by Washingion Journalism Cen-
ter. Watergate Hotel, Washington. Information:
(202) 337-3603.

Jan. 16—Caucus for Producers, Writers and Di-
rectors general membership meeting. Cha-
sen’s restaurant, Los Angeles. Information:
(818) 792-0421.

Jan. 16-18—Computer Graphics '91, 13th an-
nual conference. Hyatt Regency, Monterey,
Calif. Information: (212) 233-1080.

Jan. 17-18—Pacific Telecommunications Council
series of “Telecom Skills" workshops. Shera-
ton-Waikiki, Honolulu. Information: (808) 941-
3789.

® Jan. 18—Deadline for entries for Broadcast
Designers'  Association International Design
Awards. Information: (415) 788-2324.

= Jan. 20-24—MIDEM Radio Conference. Pa-
lais des Festivals, Cannes, France. Informa-
tion: 33-1-45-05-14-03.

Jan. 21-23—Satellite Broadcasting and Commu-
nications Association trade show. Bally's, Las
Vegas. Information: (800) 654-9276.

Jan. 22-24—46th annual Georgia Radio-TV In-
stitute, sponsored by Georgia Association of
Broadcasters. University of Georgia, Georgia
Center for Continuing Education, Athens, Ga.
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Information: (404) 993-2200.

Jan. 24—Federal Communications Bar Associa-
tion monthly luncheon. Speaker: Laurence Sil-
berman, judge, U.S. Court of Appeals for Dis-
trict of Columbia. Washington Marriott,
Washington. Information: (202) 833-2684.

® Jan. 24—"Women on the Verge,” event

sponsored by American Women in Radio and

Television, New York City chapter. Halloran

House, New York. Information: Jennifer Conte,
- (212) 572-9832.

Jan. 24-25—North American National Broadcast-
ers Association annual meeting. Televisa, Mexi-
co City. Information: (613) 738-6553.

Jan. 24-27—Radio Advertising Bureau Manag-
ing Sales Conference. Opryland Hotel, Nash-
ville.

Jan. 25—Deadline for entries in 23rd annual
Robert F. Kennedy Journalism Awards for Out-
standing Coverage of the Problems of the Dis-
advantaged, sponsored by Robert F. Kennedy
Memorial. Information: John Bourgeois, (202)
333-1880.

® Jan. 25— New York Festivals television pro-
graming awards presentation and dinner.
Sheraton Center, New York. Information: (914)
238-4481.

Jan. 25-29-—National Religious Broadcasters an-
nual convention. Sheraton Washington, Wash-
ington. .

Jan. 25-31—National Association of Broadcasters
;J'inter board meeting. Ritz-Carlton, Naples,
a.

Jan. 29—"Building Even Better Retail Partner-
ships,” retail marketing workshop sponsored
by Television Bureau of Advertising and Retail
Marketing Board. Chicago Hilton & Towers, Chi-
cago. Information: (212) 486-1111.

® Jan. 29—/owa Broadcasters Association mid-
winter meeting. Des Moines, lowa. Information:

(319) 366-8016.

Jan. 29-31—Cable Television Administration and
Marketing Society service management master
course. Jacksonville, Fla. Information: (703)
549-4200.

8 Jan. 30-Feb. 1—South Carolina Broadcasters
Association 43rd annual winter convention. Co-
lumbia, S.C. Information: Richard Uray, (803)
777-6783.

Jan. 31—American Women in Radio and Televi-
sion, Washington chapter, bi-annual reception
for new members of Congress. House Cannon
Caucus Room, Washington. Information: Patri-
cia Reilly, (202) 429-7285.

Jan. 31—Deadline for entries in annual awards
sponsored by Investigative Reporters and Edi-
tors, including new award for crime reporting.
Information: (314) 882-2042.

Jan. 31—Deadline for applications for Harvard
University's Nieman Fellowships for Journalists.
Information: Program officer, Nieman Founda-
tion, Walter Lippman House, One Francis Ave-
nue, Cambridge, Mass. 02138.

Jan. 31—Society of Motion Picture and Television
Engineers tutorial on digital recording for televi-
sion, prior to 25th annual SMPTE TV confer-
ence (see below). Renaissance Center, De-
troit. Information: (914) 761-1100.

FEBRUARY 1991

Feb. 1—Deadline for entries in Action for Chil-
dren's Television Awards for "significant contri-
butions toward improving service to children
on broadcast and cable television and home
video.” Information: Sue Edeiman, (617) 876-
6620.

Feb. 1—Deadline for entries in National Media
Owl Awards for outstanding films, videotapes

THE 10th ANNUAL

m  WILLIAM
% i HARVEY
AWARDS

Have been expanded to recognize outstanding writing on cholesterol,

as well as high blood pressure

Purpose of the awards is to increase public awareness and knowledge
of high blood pressure and cholesterol and their effects on health

= Separate competition for high blood pressure and cholesterol

= Separate awards in each competition for newspaper, magazine,

television and radio writers
s First prizes: $1,500;
» Second Prizes: $750

Entries must be published or aired between Jan. 1, 1989, and Dec.
31, 1990. For guidelines and application blank, write: Bob Laverty,
c/o Bristol-Myers Squibb, Industry and Public Affairs, Princeton, NJ

08543-4000

Sponsored by: American Medical Writers Association, National High Blood Pressure
Education Program, National Cholesterol Education Program and Bristol-Myers Squibb

- tion monthly luncheon. Speaker: Peter Jen-

and TV programs that address issues of aging,
capturing authentic images of older persons
and illuminating the challenge and the promise
of an aging society, sponsored by Retirement
Research Foundation. Information: (312) 664-
6100.

Feb. 1-2—25th annual Television Conference,
sponsored by Society of Motion Picture and Tele-
vision Engineers. Theme: "A Television Continu-
um—1967 to 2017." Westin Hotel, Renais-
sance Center, Detroit. Information: (914) 761-
1100.

Feb. 3-4—Fourth annual local cable program-
ing seminar, sponsored by National Academy of
Cable Programing. Hyatt Regency Hotel on
Capitol Hill, Washington. Information: (202)
775-3629.

mFeb. 5—"Changes in Television Network
News Coverage in the 1990's,” course offered
as part of Smithsonian Forum, "The Media and
Society.” Speaker: Dan Rather, CBS News.
Smithsonian, Washington. Information: (202)
357-3030.

Feb. 5-6—Arizona Cable Television Association
annual meeting. Sheraton Hotel, Phoenix. In-
formation: (602) 257-9338.

Feb. 6-10—19th annual International Radio and
Television Society Faculty/Industry Seminar,
"Breaking the Rules: Finding New Frontiers."
Halloran House Hotel, New York. Information:
(212) 867-6650.

Feb. 8—/nternational Radio and Television Soci-
ety newsmaker luncheon featuring Peter Cher-
nin, president, Fox Entertainment Group; Rob-
ert Iger, president, ABC Entertainment; Warren
Littlefield, president, NBC Entertainment, and
Jeff Sagansky, president, CBS Entertainment.
Waldorf-Astoria, New York. Information: (212)
867-6650.

Feb. 10—Presentation of 15th annual Televi-
sion Bureau of Advertising automotive commer-
cial competition. Atlanta Convention Center,
Atlanta. information: (212) 486-1111. |

Feb. 10-15—National Association of Broadcast-
ers 26th annual management development
seminars for broadcast engineers. University
of Notre Dame, South Bend, ind. Information:
(202) 429-5350.

s Feb. 12—"Economic, Demographic and
Technological Changes in Television Network
News Coverage," course offered as part of
Smithsonian Forum, "The Media and Society.”
Speaker: ABC News President Roone Arledge.
Smithsonian, Washington. Information: (202)
357-3030.

Feb. 13-15—Cable Television Public Affairs As-
sociation forum '91. Keynote speech: Ted
Turner, Turner Broadcasting System. Ritz-Carl-
ton Buckhead, Atlanta. Information: (703) 276-
0881.

Feb. 19-20—North Carolina CATV Association
winter meeting. Sheraton Imperial Hotel, Re-
search Triangle Park, N.C. Information: Kelly
Edwards, (919) 821-4711. ‘

Feb. 21—Federal Communications Bar Associa-

nings, ABC's World News Tonight. Washington
Marriott, Washington. Information: (202) 833-
2684.

Feb. 21—Broadcast Pioneers Golden Mike
Award dinner. Plaza-Hotel, New York. Informa-
tion: (212) 586-2000.

Feb. 21-23—Louisiana Association of Broadcast-
ers annual convention. Embassy Suites Hotel,
Baton Rouge, La. Information: (504) 383-7486. )
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ANNOUNCING
ANOTHER FIRST.
I'T WON'T BE
OUR LAST.

You're looking at one of the first GE SATCOM C-band satellites built
to be launched for the third generation of commercial satellite communications.
It’s designed to provide higher power, longer life and greater reliability than any of
its predecessors. And along with our other new satellites, it will continue the long
GE Americom tradition of leadership in the entertainment and information
distribution business well into the next century.

Our next-generation fleet is the latest in a long list of firsts that began way back
in 1975. That was when our pioneering SATCOM F-1 was used for the first satellite
transmission of cable television programming, a breakthrough that revolutionized
the industry. Our innovations continued through the eighties with the first all-digital
radio transmissions via satellite, the first solid-state satellite amplifiers and the first
dedicated in-orbit protection satellite.

We kept on breaking through technological barriers with the first
24-transponder satellite, the first practical multi-point, two-way teleconferencing
via satellite and the first high-power Ku-band satellites.

Even after all these major achievements, we’re just getting started. So don’t
be surprised when you continue to hear about GE Americom leading the way in the
satellite business. After all, providing the industry with the most reliable, highest-
quality transmission capacity remains our first priority.

GE American Communications







A QUESTION OF PRIVACY

EDITOR: Regarding the Noriega tape
clamor, maybe I've missed something?
Laws enforcing the Communications
Act of 1935 have traditionally prohibit-
ed, under threat of fines and imprison-
ment, the divulgence (to any but the
intended recipient) of information
gleaned by a third party intercepting any
point-to-point radio communications.
The sole exception is radio amatuer
transmissions. Clearly this privacy stat-
ute covers cordless and mobile tele-
phone communications; moreover, I've
always understood it to apply to all elec-
tronic communications, including hard-
wired, land-line phone conversations.
Has this law been repealed? If not, the
vaunted “‘right’’ of CNN to air the Nor-
iega tape clearly runs afoul of U.S. law,

yet this aspect hasn’t been illuminated in
media coverage of the controversy.

More fundamental, in my view, is the
implied erosion of privacy of certain
privileged communications raised by
this issue. Traditionally in this country,
minister/parishioner, doctor/patient, and
attorney/client interchanges have been
sacrosanct. To destroy or even jeopar-
dize this fundamental right to personal
privacy under the umbrella of the First
Amendment would, in my view, be a
serious perversion of that amendment’s
intent.

Clearly the principle crime here was
committed by the authorities who ille-
gally monitored/taped Noriega's tele-
phone interchange with his attorney.
CNN surely should expose that govern-
mental wrongdoing. However, to pub-
licly reveal the contents of those privi-

- We Will Pay You to Think.

The William Benton Fellowships in Broadcast Journalism
at the University of Chicago offer mid-career TV and radio
reporters, news executives, producers, writers, editors,
videographers, and even news graphic artists a 9-month

“I Never Have Enough Time to Think!”

academic program (with stipends normally equivalent to full

salary).

Come and recharge your brain in an environment of Nobel
Prize winners, world-class scholars, and the top professionals

in journalism. The program is supported by Encyclopaedia

Britannica, Inc.

The application deadline for the 1991-92 program is

February 1, 1991.

For more information, write: Peter M. Herford, Director,
William Benton Fellowships, The University of Chicago,
5737 University Ave., Chicago, IL 60637

WILLIAM BENTON FELLOWSHIPS IN BROADCAST JOURNALISM
THE UNIVERSITY OF CHICAGO

leged communications is to compound
the crime and to almost certainly preju-
dice a trial for the sake of irresponsible
sensationalism.

The public has no right or need to
know those contents. American justice
must be not be compromised, no matter
how reprehensible the defendant or
overzealous the First Amendment activ-
ists may be. It shouldn’t take a contro-
versial court order for CNN to exercise
ethical restraint by preserving legitimate
privacies. R.H. Coddington, Richmond,
Va.

HISTORY LESSON

EDITOR: This comment is a brief adden-
dum to the articles written on William
Paley in the Nov. 5 issue of BROAD-
CASTING.

As a media historian who specializes
in early radio history, I must point out
two factual errors in the copy on Wil-
liam Paley. The flaws concern not Pa-
ley, but David Sarnoff. In the overview
of Paley’s life and contributions to
broadcasting, Sarnoff is noted as the
*‘founder of NBC’’ while in the com-
mentary on Sally Bedell Smith’s book
““In All His Glory,”" he is identified as
RCA founder David Sarnoff”’ (p.39). In
reality he was neither. If recognition
must be given to one individual for the
development of these two great media
giants, that credit should go to Owen D.
Young.

As general counsel and vice president
of General Electric in 1919, Owen D.
Young spearheaded the negotiations
with British Marconi that led to the for-
mation of the Radio Corp. of America.
American Marconi, a subsidiary of Brit-
ish Marconi, dominated American wire-
less communications before World War
I. During the war the government, in-
cluding President Woodrow Wilson,
clearly saw the influence of wireless,
and the Navy became determined that
Americans would dominate their own
communications system after the war. In
deliberations precipatated by the Navy,
Owen Young negotiated the sale of
American Marconi’s stock to GE for
$3.5 million. RCA was born, and Sar-
noff came to the new company as com-
mercial manager, the position he held at
American Marconi.

In 1926, Young again piloted the ne-
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Open to the Public

C-SPAN is a public service of the cable television industry.
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TIME NOV. ‘89 NOV.'89  NOV."90 %
PERIOD PROGRAM RATING RATING INCREASE

7:00PM  HARD COPY 7.2 8.2 +14%
7:30PM  HARD COPY 8.9 9.4 + 6%
6:30PM  HARD COPY 6.0 7.9 +32%
4:30PM  HARD COPY 5.1 6.8 +33%
6:30PM  HARD COPY 8.5 9.7 +14%
7:00PM  JOKER'SWILD 3.7 6.0 +62%
6:30PM  HARD COPY 4.7 5.3 +13%
4:.30PM  LOCAL NEWS 3.2 4.6 +44%
4:30PM  CHALLENGERS 2.8 5.3 +89%
11:00PM  HARD COPY 43 5.7 +33%
7:30PM  HARD COPY 53 6.6 +25%
11:30PM PAT SAJAK 3.0 5.5 +83%

Source: NSI First 19 days of Nov. 1990 Sweep (' ARB-Nov. 1990). 'Versus Oct. 1990 delivery of priar pragramming.

The results are in and already we've got people talking.

Because compared to the same time period last year,

HARD COPY has improved performance by as much as

83%. What's more, at WJBK in Detroit, where HARD COPY

replaced “Joker’s Wild,” and KTVI in St. Louis, where it

replaced “Challengers; ratings were immediately boosted

by as much as 89% over their October 1990 delivery. V‘PREMI

ADVERT ISER \ALES

HARD COPY. It doesn't take long to recognize a mover.

A Paramount Commun ln(.)mpam




MCA Chairman-CEO Lew Wasserman

tions.

Nonetheless, the foreign ownership
question is pervading the FCC’s review
of the fin-syn rules. FCC Chairman Al-
fred Sikes, who raised the issue in the
FCC further notice of proposed rulemak-
ing, said the Matsushita-MCA deal
“will almost certainly affect the [fin-
syn] debate....It is essential for the FCC
to consider the trend toward vertical in-
tegration in the entertainment business,
which is evident both domestically and
internationally, in concluding what re-
straints the networks should face, if any,
in their efforts to integrate.””

The FCC has slated a panel on the
international trade implications of the
fin-syn rules as part of its scheduled
Dec. 14 en banc hearing on the rules.

The $66 per share price was agreed
upon after two months of sometimes
tense negotiations. MCA, which has
about 92.8 million fully diluted shares
and shareholders, will also receive one
share in MCA’s wwOR-TV New York for
every five MCA shares. WWOR-TV, to
comply with FCC rules prohibiting for-
eign ownership of broadcast stations,
will be spun off to shareholders and be-
come a stand-alone publicly traded com-
pany (see story, page 37). The WWOR-TV
shares have been estimated at $5, bring-
ing the total value of the MCA-Matsu-
shita merger from $6.13 billion to about
$6.59 billion or $71 per share. Matsu-
shita will assume MCA’s long-term debt
of $1,131,695,000.

With analysts estimating MCA’s film
library alone to be worth close to $4.4
billion, the $6.13 billion price tag is
lower than many expected. When MCA
and Matsushita first announced that they
were talking, word on the street was that
the company would be sold for between
$7 billion and $8.5 billion, or $75-$90

Matsushita President Akio Tanii

But that was not the case, and two
weeks ago published reports had Matsu-
shita offering $60 per share. too low for
MCA. Working through the Thanksgiv-
ing holiday, the two companies settled
on $66. It has been speculated that MCA
management, worried about what a re-
cession would do to the value of the
company and unable to find any other
serious bidders, decided to take the deal.

Besides haggling over the price, an-
other point of concern for MCA was
how Wasserman, who holds 4,953,992
MCA shares, would avoid capital gains
taxes. Instead of cash, Wasserman will
exchange all of his directly owned
shares for preferred shares of a wholly
owned Matsushita subsidiary, which has
been established for purposes of the
merger. MCA’s largest shareholder is
David Geffen, who will take $710 mil-
lion from the sale. Sheinberg will get
more than $85 million for his almost 1.3
million shares of MCA stock.

Founded in 1924, MCA holdings in-
clude Universal Pictures, MCA Televi-
sion Group, a 50% interest in USA Net-
work, WWOR-TV, Universal Studios
Hollywood and Universal Studios Flori-
da, MCA Records and Geffen Records
as well as publishing companies, retail
stores and a 49% interest in Cineplex
Odeon.

In MCA, Matsushita gets a film li-
brary of more than 2,900 titles and more
than 13,000 television shows. The
Filmed Entertainment division of MCA
reported revenue of $1.74 billion in its
1989 annual report, accounting for 51%
of the company’s total revenue. Filmed
Entertainment includes theatrical re-
leases, pay television, prime time net-
work programing, off-network syndica-
tion, first-run  syndication  and
international programing.

sion has seven shows on the three net-
works.

On the syndication side, Morgan
Stanley analyst Alan Kassan estimated
in a report earlier this year that the net
present value of MCA shows going into
syndication is about $40 million. Major
Dad, Coach and Quantum Leap may be
available for domestic syndication in
1993. MCA also currently has several
shows in first-run syndication including
Charles in Charge, the new Dragnet and
the new Adam 12.

Founded in 1918, Matsushita is Ja-
pan’s largest manufacturer of consumer
and industrial electronic products and
owner of the Panasonic, Quasar and
Technics brands. With the acquisition of
MCA, the Japanese company hopes to
form a synergy between MCA's pro-
graming software and the consumer
electronic company’s hardware.

Besides the synergy factor, which is
still unproven and may take years to pan
out, the heavy demand for programing
overseas may be one of the main reasons
studios appeal to non-U.S. companies.
MCA TV International, according to the
company, had record results in 1989 and
this year MCA is selling product to pri-
vate television in Greece, Holland, New
Zealand and Spain.

Besides the spin-off of WWOR-TV New
York, MCA and Matsushita have agreed
to hire an investment banker to help with
the sale of MCA’s Yosemite Park and
Curry Co., which provides concession
services at Yosemite National Park. Per-
haps fearing a backlash against foreign
ownership of concession stands in na-
tional parks, MCA said during the tran-
sition period that YP&C Co. will be
placed in escrow until an American buy-
er can be found. All net income during
the transition period will be donated to




YET ANOTHER LIFE FOR ‘UNIVERSAL 9’

New York indie seen as takeover target once it’s spun-off as stand-alone entity;
MCA pays $2 million to get license challenger out of way, but hearing remains

he FCC requirement that a Matsu-

shita-owned MCA spin off WWOR-

Tv New York—to prevent the sta-
tion from having more than 20% direct
foreign ownership—may set up the VHF
independent for an eventual take-over.
MCA aggressively uses the station as a
launching pad for its first-run syndicated
programing and may try to build provi-
sions into a separately-traded WwOR-TvV
company that would allow that relation-
ship to continue. But shareholders of the
new company, who will no longer have
ownership ties to MCA. would object if
the value of their WWOR-TV stock were
depressed by any excessive anti-take-
over provisions.

A potential barrier to the spin off,
which will be taxable. appears resolved.
since MCA has quietly agreed to pay off
challengers to the station license for $2
million.

MCA President and Chief Operating
Officer Sidney Sheinberg told BROAD-
CASTING last week that neither he nor
MCA Chairman Lew Wasserman were
likely to sit on what would be an eight-
person board of the new station compa-
ny. Still, the studio would presumaly not
want to see WWOR-TV in the hands of a
competing studio, such as Paramount or
Disney, since nine first-run MCA shows
currently air on the station.

The value of the station is well within
the reach of a number of potential bid-
ders. With $31 million in 1989 operating
cash flow, the station would bring at
least $350 million in the current market.
and because of the New York's market
importance. the price could rise at least
$100 million more than that. Whether
WWOR-TV would take with it any of the
debt MCA incurred in buying it was not
totally resolved, although Sheinberg said
the station would be relatively debt free.

As of last week the betting line was
that wwOR-TV stock would start trading
at 12'4-to-14 (or 2Y2-2% per current
MCA share), which multiplied times the
18.5 million shares of the new company
is roughly $250 million. Only when the
to-be-spun-off WwOR-TV stock starts
trading—which will first occur on a
**when-issued’" basis once the SEC fil-
ing becomes effective—will the market
truly indicate its assessment.

A potential delay to the spin-off, and
thus to the whole Matsushita-MCA deal,
involves WwoR-TV’s FCC license re-
newal, which has been under challenge

| since 1988 by Garden State Limited
Partnership. MCA had vowed to fight
off the attempt to usurp its license and
charged that Garden State was con-
trolled not by its general partner, Jean
Wells, but by Washington attorneys rep-
resenting the partnership. Nonetheless,
the studio quietly agreed last September
to pay Garden State $2 million to with-
draw its competing application.

But the FCC administrative law judge
hearing the case agreed with the com-
mission’s Mass Media Bureau that the
question of Garden State’s control had to
be resolved and held a hearing on the
matter in October. The ALJ’s decision is
expected early next year.

The deal will probably be furthered by
any of the three decisions the ALJ is
likely to reach: 1) approval of the settle-

ment, in which case Garden State takes
the $2 million and goes away; 2) approv-
al of the settlement, but with a reduction
in the payment, or 3) rejection of the
settlement on the grounds that Garden
State in not a bona fide applicant and
renew WWOR-TV’s license.

If the ALJ takes the third option, Gar-
den State could appeal to the federal
courts. But unless a judge grants a stay
of the FCC renewal, the shareholders of
the station would be free to sell it. Such
a stay is not deemed likely.

The FCC will not approve the sale of
any station whose license is in hearing.
However, the spin-off of WWOR-TV will
probably be approved since it involves
no *“‘transfer of control’*—the shares are
to be distributed pro rata to existing
MCA ownership. —GF,HA)

o say that Matsushita Electric In-

MATSUSHITA—AN
I dustrial is a superpower in elec-
tronics manufacturing is no over-

statement.

The 72-year-old Osaka. Japan-based
company is the 12th largest corporation
in the world. employing 200.000. It is
the world’s largest manufacturer of TV
sets and other consumer electronics
goods. In the year ended March 31i.
Matsushita generated $37.75 billion in
sales.

In the U.S. broadcast and professional
video markets, Matsushita is involved in
the introduction of several new technol-
ogies through its Panasonic Broadcast
Systems and Panasonic Communications
Systems Co.. both located in Secaucus.
N.J. It is among the more dominant
players in broadcast equipment sales.

Although it has not always been the
first to introduce new technologies. such
as videocassette recorders and compact
disks. Matsushita has always timed its
entry into new technologies well and
profited heavily from them. Today it is
among the companies playing an impor-
tant role in the development of high-
definition television.

Like Sony's acquisition of Columbia
Pictures, Matsushita’s control of MCA
could affect HDTV’s marketability to

consumers. Both companies will have

ELECTRONICS GIANT

access to large film libraries that could
be converted to high-definition video-
cassettes coinciding with the introduc-
tion of the first HDTV receivers and
VCR’s.

Matsushita and Sony will both begin
selling their first HDTV consumer elec-
tronics products this month in Japan.
The first sales in the U.S. are not ex-
pected until after the FCC sets a high-
definition transmission standard in 1993.

The Matsushita-MCA deal could also
help change Hollywood’s attitude to-
ward HDTV program production. Mat-
sushita is among the Japanese compa-
nies that are backing Japan Broadcasting
Corp.’s (NHK) 1,125/60 production sys-
tem. Panasonic currently operates an
HDTV research center in Paramus,
N.J., exploring uses for its HDTV pro-
duction gear. No word on possible ex-
pansion of those efforts following the
MCA acquisition was available last
week.

In the broadcast and professional vid-
eo equipment markets, Matsushita/Pana-
sonic has been among the leaders in the
introduction of new technologies in re-
cent years with innovations including a
half-inch component analog videotape
format (MII), a half-inch composite dig-
ital format and an automated videotape
library system. -RMS
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‘ROSEANNE’ SALES BRING IN $40 MILLION-$50 MILLION

fter about five weeks of sell-

ing, Viacom Enterprises has

sold the off-network rights to
Roseanne to stations in five mar-
kets, including New York and Los
Angeles, for between $40 million
and $50 million. Four years ago,
wWwOR-TV New York paid about $40
million alone for the rights to The
Cosby Show, also distributed by
Viacom.

Last week, Viacom confirmed that
Fox-owned WNYW-TV New York had
acquired the rights to Roseanne. The
price was not disclosed, but one
source with knowledge of the deal
said the station agreed to pay about
$80,000 per week for the program, or
about $14.5 million over the initial
four-and-half-year license term. That
price is close to the $80,000-$85,000
per week that wwOR-TV New York
paid for Married...with Children ear-

lier this year, although Married has
one minute of barter, compared to
30-seconds for Roseanne.

At deadline, the WNYW deal was
the only Roseanne deal that Viacom
would confirm. Officials at KCOP-TvV
Los Angeles earlier confirmed it ac-
quired the show, reportedly for
$80,000-$100,000 per week. And at
KPLR-TV St. Louis, program director
Howard Stevens confirmed the sta-
tion picked up the show. No price
was disclosed, but sources said the
station paid in the mid-$20,000 per
week-range. In Hartford, Conn.,
sources indicated that Fox affiliate
WTIC-TV submitted the winning Ro-
seanne bid, while NBC affiliate
WTHR(TV) Indianapolis was said to
have picked up the program there.
Bids on the show from stations in
Miami and Sacramento, Calif., are
due tomorrow (Dec. 4).

INFINITY TO FIGHT FCC INDECENCY FINE

Group owner says it will go to court to contest 36,000 notice of liability

for Howard Stern broadcast commission said was indecent

T he FCC tentatively fined Infinity
Broadcasting $6,000 last Thursday
(Nov. 29) for an allegedly inde-
cent broadcast over three radio stations
nearly two years ago by air personality
Howard Stern.

But unlike other broadcasters hit for
indecency since the FCC began its
crackdown in April 1987, the New
York-based Infinity is vowing not to pay
the fine, but to fight it all the way to the
federal courts if necessary.

As Stem’s program airs every week-
day momning, the Dec. 16, 1988,
*‘Christmas Party’’ show at issue was
simulcast over Infinity’s WXRK(FM) New
York, WIFK(FM) Washington and
WwYSP(FM) Philadelphia.

The Nov. 29 notice of apparent liabil-
ity for forfeiture says the program, in
violation of its evolving decency guide-
lines, dwelled ‘‘on sexual matters, in-
cluding sexual intercourse, orgasm,
masturbation, lesbianism, homosexual-
ity, breasts, nudity and male and female
genitalia.... [It] contained frequent and
explicit verbal references to sexual ac-
tivities and organs that were lewd and
vulgar and that, when taken in context,

were made in a pandering and litillating
fashion.™’

According to a two-page transcript at-
tached to the notice, there was talk on
the show of a *‘guy who plays the piano
with his penis’” and a ‘*big black les-
bian...out of her mind with lust.”’

The notice gives Infinity 30 days to
convince the FCC through pleadings not
to affirm the fine. If the FCC, neverthe-
less, does affirm it, Infinity has the op-
tion of not paying. In that case, it will be
up to the Justice Department to prove in
federal district court that the broadcast
was indecent and that Infinity is liable
for the fine.

I truly believe the FCC will recon-
sider because they are wrong,”” said In-
finity President Mel Karmazin. *‘But if
they don’t, we will have to find some
people who do feel they are wrong,’” he
said, implying that Infinity's lawyers
would see Justice’s in court.

*‘We are not in the radio business to
make a quick buck,”” Karmazin said,
noting that Infinity has grown into a 17-
station group over 18 years. *‘We have a
responsibility to the industry and to our
employes,’” he said. *‘We are not going

to take the easy way out and plead guilty
if we are not guilty.”’

Karmazin said he would expect to win
in court. ‘*The last thing I want to do is
fight it and lose,”” he said. *‘But in this
particular case, our arguments look pret-
ty good.’” -

Stern, who also hosts a Saturday night
talk show on wwOR-TV New York, was
unavailable for comment.

Karmazin said the cost of the litiga-
tion would quickly make the $6,000 fine
pale in comparison. Infinity’s efforts to
fight the fine at the FCC have already
surpassed $100,000, he said.

The FCC has been fining stations
$2,000 for each indecent broadcast. For
the Stern broadcast, it tripled the figure
because of the three-station simulcast.
Karmazin said the tripling could have
dire consequences for syndicated TV
shows such as Geraldo, which some-
times delve into sexual matters and are
seen on scores of stations.

With the notice, Infinity becomes the
first broadcaster to be slapped twice for
indecency. It received a warning in
April 1987 for another of Stern’s broad-
casts.
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WESTERN CABLE SHOW: FIBER IS CABLE’S EDGE
IN COMPETITIVE WORLD

Industry leaders Malone, Turner, Wussler and Staniar describe 100-200 channel world
giving cable advantage over DBS and shot at revenues of home video and telephone

able will be the dominant delivery

medium in the year 2000 because

advances in fiber and compression
technology will allow for cost efficient
upgrades that will provide not only im-
proved picture quality and reliability, but
also greatly increased channel capacity.
By using fiber to the fullest. cable will get
a jump on its competitors—broadcasters,
DBS distributors and even the telcos—
toward the end of the century.

That assessment was articulated by
Tele-Communications Inc. President
and Chief Executive Officer John Ma-
lone at the opening session of the West-
ern Cable Show last week in Anaheim,
Calif., and was largely backed by the
panel. Malone said advances in analog
fiber in the past year have convinced
him that cable, not satellite, will be the
most efficient delivery mechanism in the
future.

“‘Fiber technology appears to drive
down the cost of channel expansion."
said Malone. A fiber rebuild will cost
less, percentage-wise, than it cost the

Opening session of Western
Cable Show featured panel
including (above) John
Malone, president-CEQ, Tele-
Comumumnications, Inc., and
Burt Staniar, chairman-CEQ,
Westinghouse Broadcasting.

industry to go from 20 to 27 channels,
he said. **Suddenly you have a massive
change in technology that makes plant
expansion cost effective,”” he said.

He said it makes sense for cable to
upgrade with fiber for technical reasons
alone—picture quality, reliability, re-
duced maintenance—because it is be-
coming so cost effective. The icing on
the cake will be the capabilities inherent
in fiber, allowing for a 200-channel sys-
tem, all under existing long-term capital
budget projections.

The expanded capacity will allow ca-
ble to offer 50 channels of PPV, thus

“In a sense, you're
in the best business
to be in, in a lousy

economy.’’
~John Malone
70 president-(E0

targeting the $11 billion home video
marketplace. Cable engineers are look-
ing at personal communications network
(PCN's) applications, ‘*a poor man’s
cellular,”* as Malone calls it, which
would put cable operators in the tele-
phone business competing for the $21
billion long-distance telephone market.
Satellite distribution will be relegated
to “*an ancillary role,’” said Malone, ad-
equate for homes not passed by cable.
But wider satellite distribution will be
difficult because of several problems.
First, he said, “‘is the absence of local-
ism."”* Second is that every TV set in the
house needs its own satellite receiver, a
costly proposition. Third, satellite ser-
vices cannot be interactive, and fourth,
the piracy problem remains insoluble.
Robert Wussler, president and chief
executive officer of Comsat Video En-
terprises. said, ‘‘cable and DBS can live
side by side”” until they merge later in
the 90°s. But, he said, ‘‘a low cost,
medium power DBS service will be able
to get to the home video store pot of

Above: Ted Turner, chairman,
Turner Broadcasting System, an
Robert Wussler, president-CEO,
Comsat Video Enterprises.

At left: Panel moderator Don
West, managing editor,
BROADCASTING magazine.
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MALONE: CABLE IS GOOD BET IN DOWN ECONOMY

able is *‘the best business to be in, in a lousy economy,” said TCI's John

Malone, in his analysis of today's financial markets during the opening
session of the Western Show. Malone, board member of the Bank of New York,
said “'no commercial bank i America was able to raise either debt or equity
capital in the public markets in the month of October or so far in November,”
which is the farst time that’s happen in history, he said. *“There is no financing for
anybody to buy any of the assets that they are trying to liguidate, "

He added: " The fact that Lew Wasscrman. . was willing 10 take the price that
he did for MCA is a furction of what he thinks about money and cash
availability. That was not as much money as he wanted, but it was the best offer
he had.... We'ne in for a very bad credit situation, The credit crunch is going to
o from bad to worse, and | ean't foresee & rapid fumaround. ™

The povernment hias responded by increasing the money supply, Malone ssd,
b what we may well find owrselves in is trving o stimulate an economy and
avoid a severe recession by printing money which will lead 1o mpid inflation,
This 15 the balancing set we're going to go through. My best gueds is that "910 15
going to be a towgh year, People are going 10 be cutting back, Therg is no credil
available. Leveraged businesses like cable basically five and die on money aml
there is no money, S0 we're poing to go through a lean perod here. And the only
thimg that could possibly heelp is a redefimtion of this highly leveraged rransaction
thing coming out of the govemment.™

Malone said; “*The advertiser-supported programers and the brosdeasiers, who
are totally ad suppored, ame going © have, percentagewise, a harder lime in 4
softer economy because their revenues are more volatile.” But bhe added:
“Typically, they are not highly leveraged, so all it means is lower profils.””

gold quicker than cable.”* Small niches
of 10,000 to 15,000 subscribers can sup-
port a multitude of PPV channels, he
said.

Wussler said rising sports salaries will
cause teams and leagues to look for new
streams of revenue. ‘‘Outer market TV
rights will become extremely valuable in
the second half of the 90,’s,”’ he said.

The broadcaster can be a major sup-
plier of many services to the cable oper-
ator in this new era. Malone suggested
several areas where both sides could
share revenue: the delivery of an HDTV
version of the over-the-air signal, the
marketing of interactive games and tar-
geted regional news as areas cable oper-
ators ‘‘would be willing to pay for.”

Burt Staniar, chairman and chief ex-
ecutive officer of Westinghouse Broad-
casting, pointed to Westinghouse’s wBz-
TV Boston, which has produced separate
election night coverage carried on a sep-
arate cable channel and the station’s pro-
posal to allow local operators a small
part of the station’s news inventory of
areas where the broadcaster is joining
with cable in mutually beneficial ar-
rangements.

Staniar said he did not foresee broad-
casters achieving must pay in the next
few years. But by the year 2000, there
may be cooperative ventures in which
broadcaster and cable operators share in
advertising revenue based ‘‘*on sound
businesses arrangements’’ rather than

government decree.

How cable would program those next
50 to 100 channels was a matter of de-
bate. The easy answer is to make most
of them PPV. Malone envisioned 50
PPV channels with 10 copy protected
channels set aside for hits and 40 for
library titles. :

(Malone also suggested a block of
channels could be set aside for educa-
tional interactive services. ‘It can make
a major impact on education and is well
worth pursuing,” he said.)

Ted Turner, chairman, Turner Broad-
casting System, said the era of launching
mass services had plateaued. ‘‘There is
not enough good programing to fill 50
more channels,”’ he said, unless it is
PPV or something that is ‘‘very, very
targeted,”” such as Lifetime’s Sunday
medical lineup. And at $20 per month
for cable service, ‘‘we’re banging up
against what the market will bear,”” said
Turner. Tiering does not represent much
of a base for advertising, he added.

All the panelists agreed there would
be more competition in the future, with
Staniar allowing for a second wire into
the home. Turner said there would be
competition for the best programing.
Still, said Turner, “‘I'd rather be in my
position than one of the networks. They
still have the most to lose. I'm a lot
better off with four or more channels in
a 50 channel environment,”” he said,
than one channel. -Ms

NCTA WANTS FCC,
NOT CONGRESS,
TO REGULATE
INDUSTRY

Jim Mooney says NCTA
will ‘discourage Congress’
from going ahead on cable
bill next year; thinks it’s
time to give FCC chance
T sociation will try to stall expected

federal legislation reregulating
cable next year—at least until the FCC
has had a chance to allay concerns about
rising cable rates with a new regulatory
scheme of its own, NCTA President
James Mooney told cable operators at
the Western Cable Show last week.
**We think it’s time to let the FCC have
a crack at this,”’ he said.

“‘[A] great many members of Con-
gress tried very hard to get a reasonable
cable bill this year,”” Mooney said.
“‘But some things are just too sticky,
and [ know of no rule of acceptable
political behavior [that requires] our in-
dustry to simply pick up in January
where we left off in October and run the
risk again of having a bad bill imposed
on us.

“NCTA, then, will respectfully, but
firmly, do everything it can to discour-
age Congress from going forward with a
new cable bill next year,”” Mooney said.
*The FCC is moving ahead; let’s see
what the commission does,’’ he said.
The agency may be able to *‘devise a
solution...which satisfies members of
Congress whose main concern revolves
around basic rates,’’ he said.

Congress’s effort to pass cable legisla-
tion collapsed due to disagreement among
senators over key provisions, most nota-
bly those regulating rates and access to
cable programing by competitive media,
and the opposition of the deregulatory-
minded Bush Administration.

The FCC plans to propose at its Dec.
13 meeting new ‘‘effective competi-
tion’’ guidelines that would likely sub-
ject more cable systems to municipal
rate regulation.

NCTA may be able to show legisla-
tion, but not stop it from being intro-
duced. Several senators have vowed to

he National Cable Television As-

40 Top of the Week

Broadeasting Dec 3 1990 ;

+



reintroduce legislation, possibly more
onerous on cable. early in the next Con-
gress. And at a Western Show panel,
key congressional staffers confirmed
that cable bills would reemerge quickly.

Outlining other aspects of the associa-
tion's Washington strategy for 1991,
Mooney said the industry has to get *‘seri-
ous'" about public relations. **We need a
heavy duty, seven-figure—conceivably
eight-figure—professionally run. indus-
try-wide effort to start telling our story,"
Mooney said. **And we need it now."

NCTA has already begun planning for
such an effort. At the NCTA board meet-
ing last month, Mooney outlined a $5
million, 20-person expansion of the asso-
ciation’s public relations operation. A
board committee is now at work trying to
flesh out the proposal in time for the next
scheduled board meeting in January.

While improving public relations,
Mooney said, cable operators have to ad-
here to the NCTA’s customer service
standards and go easy in raising rates.
**Congress didn't invent our customer ser-
vice problems and no amount of PR is
going to cure adverse public perceptions
of our industry formed as a result of peo-
ple’s daily living experience.” he said.
And “if we're not careful about rates,
there will be a resurgence of consumer
support for these bills,”" he said. **That
would be a bad development for us."™

Mooney also said the association
would try to shift the debate in Washing-
ton from what to do about cable to what
to do about all the electronic media.
“We will strongly urge the Congress.
the administration, the FCC and anyone
who will listen that a broad and compre-
hensive look ought to be taken at all of
the communications industries and their
relationship to each other before under-
taking a fundamental restructuring of
any of them.’" he said.

“NCTA's view is that if you want to
make good communications policy. you
can’t go at it piecemeal,’" Mooney said.
“*Cable, DBS. broadcasting, MMDS,
and, yes, even telephony have to be
considered all as parts of an overall pic-
ture and some fundamental questions
have to be asked.”

Mooney’s willingness to put the regu-
latory fate of cable in the hands of the
FCC is apparently due to the report the
agency sent to Congress last summer on
the cable market. **[T]he report has bal-
ance,”” Mooney said. “*It enumerates the
claims made by our detractors, but it
describes our accomplishments. too, and
it relies on facts, dispassionate analysis
and a reasonable sense of perspective in
reaching its conclusions. It's objective.
It’s fair.

**Overall, the commission offered 16
findings touching virtually all of the ca-
ble issues which have arisen during the
past few years, and || recommendations
for congressional action.,”” he added.
“Yet the bottom line was that the com-
mission...found ‘no need to encumber
the cable industry with a harsh new reg-
ulatory regime.” That, said the commis-
sion, "could unnecessarily jeopardize the
wealth of viewing choices fostered by
the Cable Act and delivered by the cable
industry.” **

The Cable Communications Policy
Act of 1984 exempts from municipal
regulation cable systems that are subject
to “‘effective competition,”’ but leaves
the definition of ‘‘effective competi-
tion’’ to the FCC. The agency's original
competition standard—three broadcast
signals—put virtually all cable systems
beyond the reach of local regulators. In
the upcoming proceeding. the FCC is
expected to make the standard somewhat
tougher to meet.

According to FCC officials. the pro-
posal will be similar to the “'menu ap-
proach” described in the cable report.
under which a cable system could elude
municipal regulators by meeting any one
of three or four different standards. One
of the standards—the so-called *‘good
actor test’'—would exempt those sys-
tems that offer *a competitive package
of basic cable service consisting of a
minium number of channels at or below
a specified range of prices or price in-
creases.”’ -H

Deciding to forego some hype by announcing a
merger of their two court channels before the

Western Cable Show, new partners Time
Warner, Cablevision and NBC came to the con-
ference prepared to show off their new creation,
the Courtroom Television Network. When it
launches in July 1991, the new service will be
seen in the New York metropolitan area, made
possible by the Cablevision and Time Warner-
owned combined systems in Manhattan, Brook-
lyn, Queens and Long Island.

UNCLEAR AGENDA
FOR CABLE BILL

Number of factors could
affect progress and shape of
legislation in next Congress,
according to House staffers

ouse staffers said there will be

renewed interest in moving a ca-

ble bill next year, but how far it
will get in the process.and the member’s
enthusiasm for a bill is uncertain. The
FCC'’s effective competition rulemaking
will have an effect on the discourse on
the Hill, but the staffers believed Con-
gress will still want to deal with cable
issues, no matter what the FCC decides.

“*Members spent a lot of personal po-
litical time™' on the bill this year, said
Larry Irving, senior counsel on the
House Telecommunications Subcommit-
tee, “*and they are going to be back next
year."'

“*Clearly, it's going to be a priority,"’
said David Leach, staff member of the
parent Energy and Commerce Commit-
tee, saying the House will pick up where
it left off on Sept. 10 when it passed a
cable bill. **Members intend to move a
bill fast,"” Irving said. It is not so much
that they are anti-cable. he said, but that
“*members want to get the issues behind
them.""

Leach reminded cable operators that
the next session will begin a two-year
legislative cycle, so a bill introduced in
January may not be voted on until Octo-
ber 1992, weeks before the next presi-
dential election.

Terry Haines. a minority party staffer
of the parent committee, was less certain
a bill would move this year, saying
members would likely be more contem-
plative after the events of 1990. The
FCC’s action "‘may take a lot of steam
out of legislation,” he said. *‘It is far
less certain things will move as quickly
as last year.”” Although the Democratic
staffers acknowledged the FCC might
take some steam out, they say plenty of
issues remain. The FCC won't address
structural concerns such as telcos and C-
band distribution, said Irving, and even
the rate issue may not be fully ad-
dressed. "‘It’s not going to be enough for
my boss,’” he said, of the FCC's effec-
tive competition rulemaking.

Leach also pointed out there will be
different political positions this time
around. Broadcasters are shifting their
focus from must carry to the compulsory
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license and a payment-scheme, he said.
But to undue congressional must carry
and put it in a different form, as the
broadcasters want, is a 3-5 year propos-
al, he said.

Haines said the White House would
veto any reregulation bill that did not
address the telco issue. But Leach and
Irving painted a scenario in which a
cable bill will reach the president’s
desk in the weeks before the 1992 elec-
tion. Telco may not be in it, but it
would be politically difficult for the
president to veto a bill that will again
be couched in pro-consumer terms,
they said. If you're a Democrat, said

Irving, “*You've got to love it.”” Asked
Leach: **Will Bush veto a bill that af-
fects the pocketbooks of 60% of con-
sumers in October 19927

Haines said the administration is not
without its resources, pointing to actions
the FCC can take that can serve the
administration’s ends.

As for the telcos, Irving said that
while they will be a part of the debate,
*‘clearly there is no consensus on the
telco issue on either side of the aisle.’”
The telco issue will turn on the nature of
a bill, the administration’s position,
what cable does, how persuasive Sena-
tor Conrad Burns (R-Mont.) is and the

lobbying of the telco industry.

Haines said he ‘‘didn’t think [the tel-
cos] did themselves a great deal of
good,”’ saying they weren’t far along in
convincing people what they'll do.
““Members don’t vote on concepts,”” he
said. ‘‘Members vote on bills.”” Haines
also said the telcos have to come to grips
with cable getting into their business.
Leach said the telcos have been asking
Congress to do something positive for
them since 1976 and have come up
largely empty handed. If cable goes on
the offensive, he said, ‘‘I suspect you
may see dimunition in their enthusiasm
in moving ahead aggressively.” s

LOCAL CABLE NEWS DEALS BUCK ECONOMY

Broadcasters and cable companies are still pursuing cable news business,
despite poor financial climate

Ithough both broadcasters and ca-

ble companies seem to agree that

there is little financial incentive
to get into the local cable news business,
that isn’t stopping them from working
together—and  separately—on cable
news ventures.

Tele-Communications Inc. has plans
to create a two-to-three hour block of
local news on its Washington, D.C. ca-
ble system. This is on the heels of All-
britton Communications” WwJLA an-
nouncement several weeks ago that it
will create a 24-hour news channel. It
had signed carriage agreements with five
of the area’s eight cable operators, ex-
cluding TCI. But despite its initial refus-
al to carry the service and despite plans
for its own news block, TCI is discuss-
ing with Allbritton the possibility of car-
rying the channel, said Ellen Spangler,
managing director, TCI News Inc.

In a panel session at the Western Ca-
ble Show, Spangler also countered spec-
ulation that TCI will only do news deals
if it has a financial stake. **TCI does not
require equity in a news channel before
carrying it,”” she said.

That’s not the case, however, in Chi-
cago, where Fox and TCI are creating a
24-hour news channel expected to
launch next April. According to Preston
Padden, Fox senior vice president, the
companies are also taking a look at the
other markets where Fox has owned and
operated stations: KTTV(TV) Los Ange-
les; WTTG(TV) Washington; WFLD(TV)
Chicago; wWNYW(TV) New  York;
KSTU(TV) Salt Lake City; KDAF(TV) Dal-
las, and KRIV(TV) Houston.

NBC’s plans for a sub-regionalized
five-minute news insert on its O&O,
WMAQ-TV Chicago, are also going

ahead, and an announcement is expected
in the next three weeks. Tom Wolzien,
senior vice president, NBC Cable, said
the network won't go ahead with plans
for other markets until it sees how the
WMAQ-TV plan works out.

During the panel, Wolzien discussed
his disillusionment with starting a 24-
hour news service. ‘It didn’t take a long
time to realize”’ the current environment
is not good for a 24-hour channel, he
said. Subscriber fees would cover only
one-third of costs; and, given the current
advertising climate, ads cannot cover the
other two-thirds of the costs, he said.
Wolzien doesn’t foresee a better atmo-
sphere for launching a 24-hour channel
till at least several years in the future.
(Plans for a 24-hour service in New Jer-
sey, in keeping with NBC and Cable-
vision’s News 12 on Long Island, are
essentially on hold, Wolzien said later.)

Wolzien said there are benefits for all
involved with five minute inserts on
broadcast newscasts. A cable operator

SETTING POLITICAL GOALS

able must set its own political agenda next year before it is set by others,

William Cullen, chairman of the California Cahle Television Association
and senior vice president of United Anists’ Southwest division, wold opening
session attendees, Cable has three priorities poing mito next year, said Cullen:
To get a reasonable effective competition standard from the FCC; o prevent
teleo entry, and to present a single, unified voice ““to insure a bill actually
makes things better for our customers.”’ Cullen wrged cable operators o
implement a seven-point “‘cable advantage' plan adopted by CCTA, One
point is o be accountable at the local level. *"We can’t ask the National Cable
Television Association to save us from the top,”’ he said. Another is to build
coalitions with broadcasters and newspapers, Cable must also promote itsell,
affect opinions, get involved in the political process, invest in technology and

become competitive, he said.

gets an exclusive service and the broad-
cast station differentiates its newscast and
possibly improves ratings and viewer loy-
alty. And while such a project won't turn
a profit, one minute of ad avails should
cover the costs, said Wolzien.

However, he questioned the benefits
of Group W’s wBZ-TV Boston’s plan to
sell four daily advertising spots to cable
operators. Michelle Gault, director of
cable relations, Group W, explained that
the move is not a monetary decision,
although the station is essentially whole-
saleing cable operators ad inventory it
could not sell given the difficult adver-
tising climate. ‘‘Brokering to cable op-
erators expands our reach in the market.
Our focus is not a return on investment,
but on expansion of our product line,"”
said Gault. She stressed that WBZ-TV
isn’t giving up its exclusive broadcast
franchise, but is expanding it. WBZ-TV
currently has 250,000 subscribers under
contract, and covers 65% of the
ADL -SOM
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ay per view will change the face

of television, making both cable

and other technologies—includ-
ing DBS—stronger in the process, said
Robert Wussler, president and chief ex-
ecutive officer, Comsat Video Enter-
prises, at the CTAM 1990 PPV confer-
ence in Anaheim, Calif., last week.

DBS is not going to try to copy ex-
isting cable channels but should offer
different fare. SkyPix, the 80-channel
system in which Comsat is considering
investing, should offer something
along the lines of 30 movies at a time,
or 30 sporting events, said Wussler.
Discussions with SkyPix are continu-
ing and Wussler said he thinks ‘‘at
some point in the future the two [Com-
sat and SkyPix] will get together in
some manner.’’

Responding to reports that Comsat
and SkyPix discussions are moving
apart (‘‘Closed Circuit,”” Nov. 26),
Waussler said later that “*a few prob-
lems have cropped up,”’ but he still
believes a deal will be completed, with
Comsat as involved in the SkyPix pro-
ject as it had first anticipated. He
stressed that his concerns had nothing
to do with the technology. He said he
is convinced the video compression
will work and stressed: *‘I believe in
the system.”’

Waussler spoke of a PPV future that
focuses on niche sports—from bicycling
to soccer—and PPV in places outside
the home, not only in hotels, but in
movie theaters and other public arenas,
showing Broadway openings and college
homecoming games. A PPV event could
be anything ‘‘that can draw an audience
of just a few thousand nationwide,”’ he
said.

The rising costs of player salaries
could help bring major league sports to
PPV, as it forces owners to find other
forms of distribution for their product,
said Wussler. He envisioned displaced
fans living in one city able to get a
season's worth of hometown teams’
games via PPV.

As he has in the past, Wussler spoke
critically of NBC and Cablevision’s
PPV Olympics, saying the $100 million
spent to secure that event could have
been better spent on bringing baseball or
the NFL to pay per view. He also
stressed that he does want to see it suc-
ceed and expects to carry it on Comsat’s
hotel PPV channels.

—
WUSSLER SAYS PPV WILL STRENGTHEN DBS

During CTAM conference, Comsat Video Enterprises CEO spoke of PPV future focusing
on niche sports, not only in hotels, but in movie theaters and other public arenas

Robert Wussler

Susan Greene, NBC vice president,
business  development, countered
Waussler's criticisms, saying the Olym-
pics on PPV encountered no political
issues and created no problems regard-
ing siphoning from broadcasting, as
taking major league sports would do.
She also said that since NBC is going
after a niche audience with the PPV
Olympics, *‘I think this is something
you'd applaud,’”’ given Wussler’s ap-
proval of niche PPV events.

DBS won’t competitively hurt cable
for the next three to seven years, said
Wussler. ‘‘What happens beyond that is
hard to say.”” But if the technology is
strong, as he believes cable is, then the
industry should remain intact. ‘‘Things
last if the technology is any good,’” he
said. The telcos will eventually enter the
video business, Wussler said, but he
doesn’t envision that happening until
five, 10, or even 15 years down the
road. -5om

PPV NETWORKS, STANDALONES:
NOTING DIFFERENCES

he differences between pay per
T view networks and cable systems
that use standalone PPV channels
came across loud and clear at the Cable
Television Administration and Market-
ing Society’s 1990 PPV conference in
Anaheim, Calif., last week. From pro-
graming to promotion, one successful
standalone PPV system demonstrated
how it differs from the PPV networks,
who themselves stressed their own dif-
ferences.
MSO KBLCOM, which programs
three standalone channels in five sys-
tems covering 500,000 subscribers (half

of whom have addressable systems), av-
erages a 60% buy rate a month. Accord-
ing to Mark Cutten, vice president, pro-
graming, Request Television and Reiss
Media Enterprises: **You can’t do better
with the big titles than by using the
networks,” but KBLCOM seems to
think it can.

Constant studio contact is one of the
aspects KBLCOM likes about its standa-
lone channels. KBLCOM can work with
those studios truly interested in PPV and
experiment to improve the category,
said Ellen Notbohm, KBLCOM corpo-
rate director, PPV. And because of con-
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CTAM PPV panel featured (I-r) Scott Kurnit, Jim English, Hilda Chazanovitz, Mark Cutten,
Kathleen Canavan, Phil Laxar, Ellen Notbohm.

stant studio contact, ‘‘we can change
virtually overnight what we want to.
We'd be restricted if we werc a net-
work,”’ said Phil Laxar, KBLCOM vice
president, programing and PPV.

But both Viewer’s Choicec and Re- |
quest representatives stressed that their
affiliates do have contact with the stu-
dios, and that it is a system’s choice as
to how much contact they have. }

KBLCOM is able to do certain activi-
ties locally that cannot be done nationai-
ly, for example, marketing two events
together that both have local appeal, ac-
cording to Laxar. But the main advan-
tage of a standalone system is its ability
to command local commitment, he said.

The corporate structures of Request,
with its studio slot holders, and View-
er's Choice, with its studio and MSO
ownerships, make the networks behold-
en to others in terms of how they pro-
gram, suggested moderator Scott Kurnit,
president, Showtime Event Television.
“*We are unshackled because we are be- |
| holden to no one for slots or exhibi-
| tion,” said KBLCOM’s Notbohm. |
But Cutten stressed that Request’s ‘

however, are not rotated, with one
shown continuously in the early part of
the day and the other shown later and in

formula for its main channel is box-
office revenue, with titles earning more
than $10 million airing on Request I.
Notbohm agreed that KBLCOM's three
PPV channels show essentially the same
movies, but stressed that the scheduling
is freer, and done to mcet the demands
of consumers—no one else.

KBLCOM uses what Notbohm called
a modified multiplex, showing two titles
a day on each channel. The movies,

treatment program.

Carol Kirkendall, Phoenix resident.
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prime time. The three channels average
15 titles a month, compared with the 15
to 18 on Request’s two channels, and 14
on the two channels of Viewer’s Choice.

Jim English, Viewer’s Choice senior
vice president, programing, said the net-
work also employs flexibility and edito-
rial judgment in its programing and isn’t
bound to show a certain amount of pro-
graming. He cited the first two weeks of
November. in which Request aired sev-
en titles and Viewer’s Choice aired four.

Whereas the two networks have given
each of their two channels their own
identity, with the second channel as-
signed smaller movies, Notbohm said
KBLCOM’s three channels are weighted
evenly, stressing consumers aren’t inter-
ested in the channels’ identity, but view
them all as PPV.

Laxar doesn’t rule out KBLCOM us-
ing a PPV network (it already uses Re-
quest in two small systems), but rules
out large scale use of either Request or
Viewer’s Choice. KBLCOM, if it con-
sidered adding a network, would look to
the niche services, such as Graff or Ac-
tion Pay Per View, since they offer a
product more difficult for KBLCOM to
secure on its own, said Laxar. -SDM

HBO HELPING HAND

c ox Cable San Diego and HBO teamed up in a sales incentive program that
| culminated in the donation of $10,000 to Phoenix Academy, a drug

HBO donated $1 for each new HBO subscriber signed between Oct. 8 and
Nov. 4. Because of the response, HBO increased the incentive to $1.50 for the
last two weeks of the program. On hand to present the check were Jim
Noonan, vice president, HBO corporate affairs; Lupe Vuldez, the Cox CSR
who sold the most HBO units; Robert McRann, Cox general manager, and
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PRO

GRAMING

PBS ““UNFUNDS”” FOUR SHOWS UNDER NEW SYSTEM

Public Broadcasting Service’s newly
centralized National Programing
Service has opted no longer to fund its
critically acclaimed Wonderworks and
three other series currently on the air.
NPS is continuing to fund shows con-
sidered essential to member stations,
such as The MacNeillLehrer NewsHour
and Sesame Street, while cutting off oth-
er shows to allow more funds for devel-
opment, according to John Grant, vice
president, national program service
scheduling and administration, PBS.
““We had to make what were some very
difficult decisions that enabled us to
have a sufficient level of funds to com-
mit somewhere down the road to new
programing initiatives,”’ said Grant.
The NPS funding decisions are the
culmination of a two-year process to re-
place a complicated station voting sys-
tem with a more centralized manage-
ment and funding approach. Under the
new system, chief programing executive
Jennifer Lawson, with committee ap-

I n its first round of decisionmaking,

James Earl Jones on ‘Long Ago & Far Away’

proval, decides whether or not to renew
continuing series.
Program proposals not funded for

fiscal year 1992 include Wonderworks,
produced by a station consortium head-
ed by WQED(TV) Pittsburgh, now in its
seventh season; the Emmy Award-win-
ning children’s show, Newton's Apple,
produced by KTCA-TV Minneapolis-St.
Paul, now in its eighth season;
WNET(TV) New York's Travels, now in
its second season, and WGBH-TV Bos-
ton’s Long Ago & Far Away. Travels
and Wonderworks will continue into
1991-92 with funding provided by ear-
lier station commitments. The rejected
proposals do not necessarily mean the
end of those series on PBS, said Grant,
pointing out that they could obtain
funding elsewhere.

The 26 programs approved for NPS
funding include such PBS standards as
Frontline, American Masters and Mister
Rogers’ Neighborhood. Other rejected
program proposals included a number of
shows not currently on the air, including
Environmental Quarterly; Legacy; Rais-

Continues on page 48.

NBC NEWS IS ‘READY FOR PRIME TIME’ PLAYER

““Real Life’’ and ‘‘Exposé’’ are first prime time series offerings
Jrom news division since short-lived ‘1986’

in four years, NBC News in January

will deliver two separate vehicles
featuring network mainstay Jane Pauley
and the hard-hitting investigative team
of correspondent Brian Ross and pro-
ducer Ira Silverman. Both series follow
successful pilot runs on the network.

NBC News on Jan. 6, 1991, will
launch the two back-to-back, prime time
series Real Life with Jane Pauley and
Exposé, scheduled for the 8 p.m. to 9
p.m. slot currently occupied by Lifestor-
ies. That hour-long drama series will
become a once-a-month special begin-
ning Dec. 18.

Real Life will air from 8 p.m. to 8:30
p.m. and Exposé will air from 8:30 p.m.
to 9 p.m. for three consecutive weeks
each month. Every fourth week will fea-
ture one full hour of Real Life in the slot.

I n its first prime time series initiative

During its five-show test run last sum-
mer, Real Life with Jane Pauley aver-
aged an 11.1 rating/2] share. The show
won its 10 p.m. timeslot in all but one of
its five outings, frequently topping thir-
tysomething reruns on ABC and movies
on CBS. Ratings for two earlier broad-
casts of Exposé showed a 5.7/9 on May
20 and a 10.2/19 on Aug. 6.

Both series are likely to be more time-
ly and responsive to current events than
the earlier outings, according to Jeff Ga-
spin, NBC News programming develop-
ment and planning director. ‘‘Exposé
will be so current that we probably
won’t even know what the pieces look
like until Saturday before they air,”’ said
Gaspin.

Featured on the Exposé series will be
NBC News anchor Tom Brokaw along
with the Ross-Silverman investigative

team. The team has been credited with
breaking several top stories during their
15 years together, including the 1980
ABSCAM scandal, mob infiltration of
gasoline distribution and drug-related
corruption in the United States Coast
Guard.

Exposé executive producer Paul W.
Greenberg will be joined by award-win-
ning senior producer Marion Golden,
whose experience includes positions at
60 Minutes and 20/20. Contributing cor-
respondents on the series will include
Michelle Gillen and Noah Nelson. Real
Life, a look at American lifestyles, will
have David Browning as executive pro-
ducer and Shelley Lewis as senior pro-
ducer.

The success of the two shows is im-

Continues on page 48.
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n choosing a game show, you can't afford to play
games. You want all the ingredients for success
built in. In @ word, you want Scrabble®

Scrabble® offers instant recognition. It's based on one of the
most popular time-tested board games in the world. It's got

a ready-made audience after six successful years on NBC.
And the fresh new first-run.edition has a TV-proven personality,
Steve Edwards, as host.

Scrabble® has what it takes. Start playing Scrabble®
in September and you're sure to come out a winner.
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Continued from page 45
ing Kids; Turning Points: Technology
and Change and Terrific Trips.

Three series have been funded for fall
1991 delivery with the understanding
that future NPS funding is unlikely: The
Collectors, Motorweek and Wood-
wright's Shop. In other developments,
American Playhouse, which has aired as
a weekly series on PBS, is likely to
become a series of monthly specials be-
ginning in fall 1991.

PBS member stations are currently re-
viewing the new funding decisions, all
of which are contingent upon successful
aggregation of a $78 million funding
commitment from the stations by Dec.
14, the transfer of $22.5 million from
the Corporation for Public Broadcasting
to PBS, and satisfactory contractual
agreements with the producers. Grant
said station support for the NPS funding
decisions is likely, based on their long-
standing support of a centralized system.

The NPS, which provides about 1,600
original broadcast hours to PBS member
stations each year, is the primary source
of public TV programing. The remain-
ing sources of program production dol-

p | PR,
Joanna Cassidy in ‘Wonderworks’

lars include a number of public and pri-
vate sources, with some series, such as
National Geographic Specials or Mas-
terpiece Theatre, being fully underwrit-
ten by corporations, foundations, gov-
ernment agencies and other groups and
individuals.

Grant said it was not yet clear just

‘Newton's Apple’

how much of the $105.5 million NPS
pool would be left over for develop-
ment, but the service has already identi-
fied several new areas to be explored in
the near future. ‘‘We’ve negotiated in a
broad sense, but now we’re in the pro-
cess of negotiating with the producers on
specific dollar amounts,’’ he said.  -as

NBC

Continued from page 45

portant to NBC News, which seeks to
have weekly prime time vehicles like
those of competitors CBS (60 Minutes,
48 Hours) and ABC (Primetime Live,
20/20).

‘“‘Having a news presence in many
different dayparts allows you to contin-
ually promote the image of the division
as well as promote the next news show
coming up,”’ said Gaspin. ‘‘You’re con-
stantly reinforcing with the audience the
news presence and it gives the illusion
that you’re getting news product almost
24 hours a day. That’s one of the rea-
sons ABC News has been so success-
ful.”

NBC News has not aired a prime time
series since /986, the Washington-based
weekly newsmagazine cancelled just six
months after its debut. That show, with
co-anchors Connie Chung and Roger
Mudd, averaged 10.1/18 on 20 outings.
The division in 1989 presented three pi-
lot episodes of Yesterday, Today and
Tomorrow, which was aborted following
a storm of controversy over its use of
news recreations.

Along with Real Life and Exposé,
NBC News prime time efforts this year
have included two outings with Maria
Shriver, Cutting Edge with Maria Shri-
ver. The Shriver specials scored 9.1/16

and 12.5/23 nationally. Gaspin said cur-
rent plans call for four, or possibly six,
Shriver specials a year, depending on
her schedule and audience reaction to
the shows. The next Shriver installment
is scheduled for Dec. 23.

*“If the opportunity arose, we would
consider turning it into a weekly show,’’
Gaspin said of Cutting Edge. ‘‘But a lot
of things have to happen in order for that
to come about. Right now, there are no
plans for that.”’

Gaspin said other unnamed prime
time ideas are in the works at NBC
News, but there are no immediate plans
for further expansion. The division is
not only busy with its existing news
efforts, but also with the upcoming Faith
Daniels-hosted news discussion program
for daytime, A Closer Look (BROAD-
CASTING, Nov. 26).

‘“‘Before we jump, we want to see
how these shows do,”’ said Gaspin.
“‘Obviously, every time an opportunity
comes up from the entertainment divi-
sion for the news division, we’ll consid-
er it and we’ll come up with a proposal
for them.”’

‘““What you want to do is focus your
attentions on the products you have, do
what you can for them and when they’re
successful, use that as a stepping stone
to bring some other product in there,”’
said Gaspin. -8

EXTENDED FAMILY

BS Communications said last

week it was renewing its game
show Family Feud for the 1991-92
season. The show, hosted by Ray
Combs, will enter its fourth season
in syndication next fall. Many sta-
tions had downgraded the program
or shelved it coming into this sea-
son to make room for new game
shows that debuted this fall. But
none of those new game shows
worked, and some stations brought
back Feud with improved results.
WXIA-TV Atlanta doubled its rating
when it replaced the new Quiz Kids
Challenge with Feud in October.
**Family Feud is an underused as-
set,”” said Dick Kurlander, vice
president, programing, Petry Tele-
vision. *‘It has proved to be a solid
performer where stations let it stay
in a time period and find an audi-
ence.”” Other recent upgrades for
the show include: wCAu(Tv) Phila-
delphia, which put it at 7:30 p.m.
in place of Quiz Kids; WBZTV)
Boston, which put it at 4:30 p.m. in
place of the new Joker's Wild and
WSVN-TV Miami, which replaced
Preview with Feud at 7:30 p.m. -sM
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The Year
of the French

By Thomas Flanagan

A powerful epic
of an Irish struggle.
Now available for broadcast

in US. markets
through Celtic Eye Television.

An RTE production

in association with FR3.

Contact: Tel: 212-818-0700
Kevin J. Dunn Fax: 212-370-3859
Michael McDonagh
Gerry Mulderrig p-
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The Power
of Ideas
in Media.

For innovative ideas, expertly
executed, companies in the media
industry continue to turn to

First Boston.

The reason is simple. Our
dedicated team of media specialists
have global industry knowledge and
expertise in all facets of mergers,
acquisitions and corporate finance.
Whether working with a private
company in a single industry or a
public corporation that operates
globally, we know firsthand which
ideas lead to success.

Since 1988, First Boston has
advised its media industry clients
on nearly $30 billion of public
and private market financings and
mergers and acquisitions.

The featured transactions
exemplify the range of our expertise
in different segments of the
media industry.

Broadcasting

A subcidiry of
The E. W. Scripps Company
has aoqusred
WMAR-TYV (Baltimore, MD)
from
Gillett Holdings, Inc.
(Pending)

@ First BostoN

Paramount
Communications Inc.
has acquared
the remaining shares of
Common Stock of

TVX Broadcast Group, Inc.
(Pending)

@ First Boston

GP Group
Acquisition Corporation
has acqusred
The Star
froma subsidiry of
The News Corporation Limited

@ First Boston

Cable

$200,000,000

Tele-Communications, Inc.

Senior Notes due 1994-2000

@ First BostoN

First Boston Clients in Bold




BMA Corporation

has sold

KDVR-TYV (Denver, CO)

o

Chase Communications, Inc.

@ First BosTON

$30,000,000
Henry Broadcasting Company
Senior Notes due 2002

@ First BosToN

Outlet Communications, Inc.
has sold
WATL-TV (Atlanta, GA)
WXIN-TV (Indianapolis, IN)
WTOP-AM/WASH-FM
(Washington, DC)
10 affiliates of
Chase Communications, Inc.

@ First BosToN

Publishing
—
$24,964,900
$50,000,000 2 ,bl : Esselte AB
Affiliated Publications, Inc. costad s Publiching Activisie
Affiliated Publications, Inc. ’ b i
Sale of 2,435,600 Shares
Senior Notes due 1995 of Series A Common Stock Procordia AB

@ First BosTON

@ First BostoN

@ First BostoN

The News Corporation Limited
@ First BosToN

Cellular
=
Wolters Kluwer nv $56,787,600 A nleder o
has acquired McCaw Cellular Pacific Telesis Group
J.B. Lippincott Company Communications, Inc. L el i
from Sale of 2,046,400 Shares

of Class A Common Stock

@ First BosToN

Cellular Communications, Inc.
(Pending)

@ First BosToN

Tele-Communications, Inc.

Sale of 3,000,000 Shares of
Class A Common Stock

@ First BosToN

Viacom Inc.

Financial Advice
with respect to Common Stock

@ First BosToN

WestMarc
Communications, Inc.

has merged oith a subsidiary of

Tele-Communications, Inc.

@ First Boston

vl

First Ideas,
Then Results.

F;RST BGSTON
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NBC WINS SWEEPS IN TIGHT RACE

ABC is second and CBS third as regular programing
leads specials in ratings performance

he  just-completed  November

sweeps mirrored the regular season

to date by being a much tighter race
than in seasons past.

NBC was first, but 13% off last year’s
rating with a 13.1/22. ABC was second,
but down 2% with a 12.8/21. CBS was
third, and roughly flat, with a 12.1/20.

For the third consecutive November,
combined network ratings and total tclevi-
sion viewing (HUT) were down in prime
time.

The 1.1 rating point difference be-
tween third-place CBS and first-place
NBC was in sharp contrast to last sea-
son’s first sweeps period, when NBC
scored a 15/25 to ABC’s 13.1/22 and
CBS’s 12/20.

Of the three networks, only CBS
showed an improvement this November
over last year’s regularly scheduled pro-
graming during the November sweeps.
This is important to the networks be-

cause all three have recently begun em-
phasizing their series during sweeps pe-
riods over specials and event type
programing which has been traditional
sweeps farc. This year CBS averaged a
12.1/20 in regularly scheduled programs
against a 12/20 last year. ABC dropped
two-tenths of a rating point jn going
from a 13/22 last year to a 12.8/21 this
year. NBC saw the biggest drop by aver-
aging a 13.6/23 this year compared to
last November’s 15.1/25.

In fact, regular series were the stron-
gest draw during the sweeps, with a
four-week average for Cheers of (24/38)
and 60 Minutes (21.8/35) out-scoring
any special programing. However,
Cheers’s number was boosted by an
hour-long special celebrating the show’s
200th episode. That broadcast scored the
sweeps period’s biggest rating. The top
10 series during the November sweeps
were, Cheers (NBC), 60 Minutes

(CBS), Murder, She Wrote (CBS,
18.2/27), Roseanne (ABC, 18.2/27),
America’s Funniest Home Videos (ABC,
18.0/27), America’s Funniest People
(ABC, 18.0/27), Murphy Brown (CBS,
17.8/26), Designing Women (CBS,
17.7/126), Empty Nest (NBC, 17.631)
The Cosby Show (NBC, 17.528). The
Cosby Show, ranked tenth, was hurt by
the numbers for its Thanksgiving broad-
cast on Nov. 22.

ABC had the two highest rated spe-
cialty programs during November, with
the four-hour, two-part IT, adapted from
a Stephen King novel, averaging a
19.6/31 on Sunday and Tuesday, No-
vember 18 and 20. ABC’s Barbara Wal-
ters special on Wednesday, Nov. 14, at
10-11 p.m., scored an 18.4/32.

NBC’s The Big One: The Great Los
Angeles Earthquake, the only other multi-
part movie during November, also was
highly rated, averaging an 18.3/28 on Sun-
day and Monday, November 11 and 12,

CBS’s highest rated special was The
Honeymooners Anniversary Special cele-
brating the 35th anniversary of the series.
The special generated a 13.5/22 from 10-1]
on Monday, November 12, -5¢
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NETWORK SHUFFLE

11 three networks chose the end of the November sweeps to make schedule
4 changes last week, with NBC doing the most restructuring. Gone from the
prime time schedules are ABC’s China Beach, CBS’s Bagdad Cafe and
NBC’s Parenthood.
As of last Saturday night (Nov. 24), Amen has returned to NBC’s prime
- time schedule in the 8-8:30 time slot, replacing Parenthood which has been
cancelled after 10 airings. Parenthood averaged an 8.5 rating and 16 share in
its eight Saturday night broadcasts (excluding one Monday night airing and the
- one-hour series premiere). Amen, which returns for its fifth season, stars
Sherman Hemsley and is produced by the Carson Productions Group. .
 Also, The Fanelli Boys (Wednesday, 9:30-10) and Working It Out (Satur-
day, 8:30-9) have switched time periods, with the change effective last
Saturday, Dec. 1. At ABC, the network has decided to cancel Emmy-winner

China Beach midway through its third-season. A nctwork spokesman said the

series would come off the schedule ‘‘sometime in December,’”’ and that 16
episodes have been ordered and ABC will not order more. He said 10 episodes
have been produced and the other six will be produced and all will air. In its

seven airings on Saturday at 9-10 p.m., the show averaged a 7/13. The

spokesman said no decision has been made as to what will replace the series
after its last broadcast.

CBS’s Bagdad Cafe has been cancelled, apparently after star Whoopi :

Goldberg decided to Icave the show. Averaging an 8.7/15 in seven airings this
season, the show—also starring Jean Stapleton—ranked 73rd out of 106
regularly scheduled seriecs. A CBS spokeswoman said the network has not
decided yet what will replace the series on a regular basis, but that specials
will be used to program the Friday 8:30-9 time period.

SATURDAY
MORNING IS A

HOBBY-HORSE
RACE

n Nov. 3, for the first time in

more than two years, CBS was

the top-ranked network in house-
holds for Saturday morning. The net-
work’s performance on that Saturday
and a strong season-to-date showing
thus far signal the most competitive Sat-
urday morning season in more than two
seasons.

As of Saturday, Nov. 17, ABC and
CBS are tied for first among children 2-
1l with a 7.2 rating. In houscholds,
ABC holds a slight lead of 4.0/16 to
CBS’s 3.9/16. NBC is third with a 4.7
in the first category and a 3.0/12 in the
second. CBS’s Judy Price, vice presi-
dent, children’s programs and daytime
specials, is pleased with the network’s
performance thus far especially in light
of the fact that CBS’s Saturday moming
lineup has had numerous pre-emptions




due to sporting events, and started the
season a week after the other two net-
works taunched their Saturday morning
schedules. The delayed launch came as a
result of CBS’s coverage of the U.S.
Open Tennis Championship. “‘It’s
[CBS’s performance to date] surprising
to us because of the heavy sports pre-
emptions,”’ she said. ‘‘The pre-emptions
arc especially heavy on the West Coast
where we’re off the air a lot of the time
at 9 a.m., [0 a.m. or 11 a.m. ABC has
also had some pre-emptions but not as
many as we've had,”” she said. Price
said the shows hit the hardest are Gar-
field and Friends, Bill and Ted’s Excel-
lent Adventures and Pee-Wee's Play-
house. ‘‘So we have a zero averaged in
to the national numbers when those
shows are pre-empted.”’

CBS’s rise on Saturday morning can
be attributed to mainly two shows, the
two-hour block of Teenage Mutant
Ninja Turtles (10-11 a.m.) and Garfield
and Friends (9-10 a.m.). Turiles espe-
cially has helped to boost CBS into a
virtual tie with NBC. The popularity of
the characters in the show, which took
off after a theatrical movie was released
last year, has not waned on television.

The series is in its second year in syndi-
cation and in its first on CBS. Already,
the series ranks second during its first
half-hour and finishes first in its second
half-hour.

Because of the strength of the show,
CBS has already renewed it for next
season, a move designed to insure the
creative team on the project will be in
place for future episodes. ‘‘Our early
pick-up of the show is evidence that we
have confidence in the show and we
consider it a long-term property,”’ said
Price.

One show that will probably not be
back on the schedule next year is Emmy-
winner Pee-Wee's Playhouse. Paul Reu-
bens, creator of the show and the charac-
ter has indicated this will be his last
season. ‘‘The fate of Pee-Wee has not
been determined, but I doubt he’ll re-
turn,”’ she said.

Although Price says no one is cele-
brating over this season’s performance
to date, she is encouraged about next
season’s prospects. ‘‘Our strength this
year puts us in a better position next
year when we have fewer sports pack-
ages and, as a result, fewer pre-emp-
tions.”’ ¢

‘GRUDGE MATCH'
STEPS INTO
‘CRASH TV’ RING

outed as a cross between American

Gladiators, People's Court and

WWF Wrestling, Genesis Enter-
tainment’s Grudge Maich is officially on
the market.

The hour-long weekly features bat-
tles with plastic police sticks and ex-
ploding balloons full of grease, among
other things. Samuel Goldwyn Televi-
sion’s American Gladiators’ success in
the ‘‘crash TV’ niche in weekend ear-
ly fringe and late night time slots over
the last two seasons has Genesis offi-
cials believing its 1991-92 projected
companion piece can tap into that mar-
ket.

Phil Oldham, Genesis’s exccutive
vice president of domestic sales, de-
scribed a three-phase launch and mar-
keting plan for Grudge March: a possi-
ble on-air test; a June 1991, one-time-
only special to air as a tease campaign
in hopes of building viewer interest;

Is there ever eno




and a fall 1991 launch that will be
geared toward enticing local advertis-
ers into ‘‘package buys,’’ including
c0-op promotions and recruitment
campaigns for on-air combatants.

Grudge Match borrows elements
from several programs but the result is
something, to borrow from Monty Py-
thon, completely different. For exam-
ple, the pilot features a ‘*main cvent’’
bout featuring Mr. T (of A-Team fame)
battling a boxing promoter who failed
to get him his **promised’’ shot at for-
mer heavyweight champion Mike Ty-
son. The two other ‘‘undercard”’ bouts
that precede the ‘‘main event’" includ-
ed two college students battling over
the sharing of vacation expenses and
an engaged couple duking it out over
who covers the replacement cost of a
stolen VCR.

Combatants pummel each other with
oversized boxing gloves, greased medi-
cine balls, plates of spaghetti, chocolate
pudding, fire extinguishers and balloons
full of vegetable oil. Viewers will be
kept abreast of who scores ‘‘hits™" on a
“*‘Compubox’’ computer system, and a
panel of three celebrity judges will de-
cide the winner and in what fashion the

loser will rectify the grievance. Offering
color commentary is former football star
Lyle Alzado and wrestler Jesse ‘‘The
Body’" Ventura, joined by ESPN sports
anchor Tim Brando with the play-by-
play.

Oldham said he anticipates Grudge
Match to be produced at $120,000 per
episode. With 26 original weekly epi-
sodes planned, first-year production
costs will exceed $3 million. However,
Oldham said the Grudge franchise could
be expanded to daily stripping as a half-
hour program in 1992-93 if ratings and
advertiser support are strong enough to
merit such a move.

Offering the hour weekly on a seven-
minute national/seven-minute local bar-
ter split. Oldham says Genesis' key ap-
proach—as taken with its current off-
network Highway To Heaven offering—
is to convince national advertisers to buy
local spot time. Genesis salespeople, ac-
cording to Oldham, will accompany cli-
ent station sales executives to local re-
tailer presentations, where they will
pitch those ad buyers on packages offer-
ing on-air billboards, print promotions
and other tie-ins in addition to spot
buys. -MF

58th VARIETY
FOR HEINZ:

SYNDICATED

PACKAGE

ith a $10 million co-venture
commitment from  Heinz
U.S.A., the Pittsburgh-based

packaged goods producer, Hearst Enter-
tainment will produce (through wCvB.TV
Boston) and distribute a package of dra-
mas, documentaries, and vignettes under
the banner Family Works!.

The package, Hearst officials said, is
the first public affairs-oriented program
package to receive the kind of marketing
and advertising support being provided
by Heinz.

The package will become available in
September 1991 with a required two-
year commitment from stations. The
package, being offered on a straight bar-

Continues on page 78




XETRA JOINS ALL-SPORTS TEAM

Station fills lineup with football, basketball, soccer and more

n the arena of sports broadcasting,
XETRA(AM) Tijuana (San Diego) has |
entered the decathlon with its switch
to all sports programing (in carly Octo-
ber). Following the lead set by Emmis
Broadcasting’s WFAN(aM) New York and
subsequently wiP(am) Philadelphia and
KYBG(AM) Denver, Noble Broadcasting is
targeting the adult male listener in South-
ern California with play-by-play coverage
of the San Diego Chargers and the Los
Angeles Kings, among others.

“It is impossible to talk about our
| rationale and thinking without crediting
WFAN(AM),”" says Judy Carlough, vice
president and general manager, XETRA-
(AM), ‘‘their current success, which they
have earned at the expense of great la-
bor, talent, and tenacity, has encouraged
other stations to go ahead and make the

jump into a sports-dominated format,”’
she said.
Morning drive, a big success for

WFAN(AM) with Don Imus, is another
area where Noble is taking its cue from
its predecessors. Morning drive for XE-

RICK DEES LEAVES UNISTAR

he Rick Dees Weekly Top 40 will not be a part of the Unistar program line-

up next year. Los Angeles-based Wally Clark Productions will sell and
market the weekly countdown program beginning in January, 1991 (‘‘Closed
Circuit,”’ Nov. 26).

According to Wally Clark, former vice president and general manager, Kiis-
AM-FM Los Angeles, and producer of Dees’ weekly program, in essence not
too much has changed. ‘‘We have always produced the show ourselves,””
Clark said, ‘‘and as far as the affiliates are concerned, nothing has changed.’”

As of January, CD Media, a joint venture between Wally Clark and Rick
Dees, will be the sales and public relations company for Rick Dees Weekly Top
40, said Clark. In addition, Clark expects to acquire other programs from
other producers for distribution by CD Media. *‘I have been approached by a
number of producers already,”’ said Clark.

Unistar executives could not be reached for comment last week. A spokes-
person for the company said, ‘‘As far as Unistar is concerned, we are still in
the negotiating process for the Rick Dees Weekly Top 40.” Clark, on the other
hand, maintains that the move is a done deal. ‘‘As far as we are concerned,’’
he said, ‘‘we are moving on. We’ve hired a staff and we are out on the streets
right now selling the program.’’ Future plans for the production company call
for distributing the program on compact disk, said Clark.

The Rick Dees countdown show was carried from 1983-86 by the then
United Stations (now Unistar). In 1986, the television and film producer
Lorimar Telepictures purchased radio syndicator DIR Broadcasting, which in
turn, later that year, acquired the rights to the Dees show for a reported $10
million to $12 million. Earlier this year, Unistar repurchased the rights to the
countdown show (BROADCASTING, Jan. 29) but, according to an industry
source, has been unable to come to terms with the weekly program producer
for 1991. -1
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TRA 18 handled by Randy Miller. *‘He is
very much an irreverent, topical jock,”
said Carlough, ‘‘we pair him up with a
sports guy—it is a very sports-oriented
show but it is a general purpose, high
entertainment, topical show.”’

“Onc of the things that we have
learned is that in morning drive time, the
listener’s needs are greater than all-sports
can fulfill,”” said Ron Jamison, general
manager and program director, KYBG(AM)
Denver. ‘*While you can have a sports
presence, with sports scores and some
stories, you really need to have a general
interest program in A.M. drive,”" he said.

As with KYBG, the format decision for
XETRA evolved over a period of time,
said Carlough. ““We¢ had the essen-
tials,”’ she said, ‘‘a well-established sta-
tion that had been in the marketplace for
a very long time, a very well known
slogan and onc of the all-time great radio
signals that just booms from Baja (Cali-
fornia) to the Canadian Rockies on clear
nights.”” The station also had the rights
to the Chargers and had recently signed
the Los Angeles Kings. The lineup now
includes the San Diego soccer team and
PAC 10 football. Nonsports programing
is limited to the ‘‘sports-oriented”
mormning talk show, with carriage of
Larry King and Rush Limbaugh broad-
casts as well.

Although the format takes time and
money to develop, the payoff is there for
the survivors, says Jamison. Emmis re-
portedly lost $7 million or $8 million
before turning WFAN around, but the sta-
tion now bills over $20 million a year,
according to industry sources. Jamison
added that advertising community rc-
sponse to KYBG was initially slow. *‘As
it has evolved,’’ he added, ‘‘it has been
tremendous. We outbilled our audience
share by almost 3 to | in the fourth
quarter,”” he said.

The Denver radio revenue pie is ap-
proximately $70 million with 42 stations
competing for dolars in the market.
*‘We are in the top 10 local billing radio
stations with our AM,”’ said Jamison,
*“It is niche marketing at its finest.’’

Another unique feature of KYBG, says
Jamison, is that the station is the only
sports/talk station that does not have ma-
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jor league play-by-play. It does carry
University of Colorado basketball and a
number of network packages. The line-
up includes ‘‘Public Interest Affiliates’
All-State Football Game of the Week,”’
packages from Mutual Broadcasting and
CBS Baseball. The station broadcasts
live reports from events such as the
French Open, the Master’s Golf Classic
and the Indianapolis 500. ‘*We do about
300 play-by-play games a year,”’ said
Jamison, ‘‘and we carry about 100
games of the Chicago Cubs.”

KYBG is entering its third year of pro-
graming sports. Generally, Jamison ex-
plained, the format takes two to three
years to fully develop. Looking ahead,
Jamison believes the station is reaching
the point where its marketing and pro-
motional departments are fully devel-
oped. ‘“We are entering our third year
doing this and it should just be a bam
burner for us,”’ he said.

Noble has a larger market pie to slice.
The signal covers the combined markets
of Los Angeles and San Diego—3$600
million. The station plans to exploit its
position as a ‘‘Southern California’’ sta-
tion said Carlough. ‘It is incumbent
upon us to make sure that we get a feel
of what the marketplace wants and then
deliver it,”” she said.

Noble will continuously assess the de-
velopment of the station, said Carlough.
The group operator has set no time or
money limits: ‘‘Nobody would make
this type of change unless they were
planning to make a major commit-
ment,’” she said.

The station is getting ready to roll out
an extensive promotion and advertising
campaign in 1991. *‘I have no doubts that
the company is completely committed to
the radio station,”” Carlough said, ‘‘be-
cause this is what we do for a living.”” -¢

up to more than 100.

STUDY SHOWS OLDIES MOST POPULAR FORMAT

I ndicating the strength of the 25-54 demographic, Oldies has emerged as the
most-listened-to format in the U.S., according to a nationwide study con-
ducted by Washington-based Broadcast Investment Analysts and Strategic
Radio Research in Chicago. In a national telephone survey of some 1,000
radio listeners aged 15-64, 28% said they listened to some form of Oldies-
based radio station, followed by 25% who most frequently listened to Top 40
and 23% who listened to Country. Some respondents indicated that they
listened to more than one format most frequently, so total of percentages adds

The survey also indicated that 70% of all radio listeners prefered program-
ing on FM over that on AM, and 54% of those who spend more than 10 hours
a week in their cars would prefer a greater choice of radio formats from which
to choose. The study, which is available through BIA in Washington, also
classifies radio listening habits by age, sex, market size, and income level.

FORMAT

THE PICK OF RADIO FORMATS

Oldies 28%

Top 40 25%
Country 23%
Classic Rock 19%
Easy Listening 18%
Modern Rock 15%
News/Talk 14%
Classical 11%
Urban 10%

Jazz 9%

Heavy Metal 6%

0%

30%

Based on survey by Strateglc Radio R

arch and Br

dcast Investment Analysts Inc.

YEAR WRAPS UP WITH HOLIDAY FEATURES

Year-end programing from networks, syndicators offers 1990 restrospectives, sports
wrap-ups, best-of countdowns, variety of Christmas music

ecember traditionally is the

month of year-end news round-

ups, projections for the coming
year, lists of ins and outs and best and
worst and a host of holiday-oriented mu-
sic. In keeping with that tradition, many
radio networks and program distributors
are taking the opportunity to look back
at the events and issues that shaped the
last 12 months. Add to that a variety of
Christmas music packages, myriad mu-
sic countdowns covering virtually all
formats, and a spate of live New Year's

Eve parties, and virtually every radio
station can find something to give to
everyone except the chief engineer a few
hours home with the kids.

The ABC Radio Networks have
scheduled year-end special editions of
its three weekly music programs, Ameri-
can Top 40 with Shadoe Stevens, Ameri-
can Country Countdown with Bob
Kingsley and Hot Mix. AT 40’s year-end
special will feature the top 40 artists and
songs of 1990, plus holiday greetings
from such artists as Phil Collins, Paul

McCartney and Wilson Phillips. ACC
will count down the top 100 country hits
of the year, while Hor Mix will feature
four hours of 1990’s top dance hits.
Each of ABC’s adult and young adult
networks is also offering programing el-
ements to affiliates so stations can cus-
tom design their own year-end special
features. Program elements will be fed
to adult network affiliates in 60-second
news stories, reported by the various
ABC correspondents who originally
covered them in 1990. Young adult pro-
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gram elements will feature correspon-
dent Nick Alexander looking back at
news, music, sports and entertainment
programing. Several hundred individual
cuts will be included in these program
elements, which will be fed in several
separate feeds. Also, each of the net-
works is producing a 55-minute 1990
year-end news call, featuring actualities
and sound bites from major news events
of the year.

The ABC Networks also are offering
a variety of special Christmas program-
ing elements from which stations can
develop their own holiday programing.
These elements include a package of
Holiday Production Elements, Pop and
Soul Christmas Music Collection, a Very
Elvis Christmas Collection, Timeless
Music Collection and A Motown Christ-
mas. Adult network stations also will
have a package of country-oriented mu-
sic from which to choose, including
Country Christmas Collection, Country
Celebrity Greetings, Country Christmas
Stingers and Jingles, Country Christmas
Song Parodies and a four-hour country
music feed.

The CBS Radio Networks have
scheduled a variety of news and enter-

tainment-oriented programing for holi-
day and year-end broadcasts. Crisis and
Change: The New World Order is a se-
ries of 15 three-and-a-half minute re-
ports anchored by Walter Cronkite that
analyze some of the top international
stories of the past year. The series will
focus primarily on the current Gulf cri-
sis, with other segments looking at the
changes in Germany and the Soviet
Union, historic developments in South

Africa, and economic changes in Japan

and Asia.

Sports Year '90 with John Madden is
a |5-part special that looks at the top
athletes and sporting events of the last
year, including repeat championship
performances by the NFL's San Francis-
co 49ers and the NBA’s Detroit Pistons.
Also, CBS is airing its 64th annual Cav-
alcade of Christmas Music, eight indi-
vidual 24-minute daily programs featur-
ing classic and traditional Christmas
music performed by orchestras from
eight different U.S. universities.

Additionally, the CBS Hispanic Radio
Network is marking its first venture into
entertainment with A Magical Christmas
at Disneyland, a four-hour program in-
cluding music by such artists as Gloria

STAN Z BURNS
1927-1990

For forty years from Rock and Roll to All News, All the Time, you

embodied the spirit of 1010 WINS Radio. We’ll always remember

your friendship, your professionalism and your love of life.

You showed us what radio is all about.

1010 WINS RADIO S
m ALLTHE TIME RADIO

Estefan, Julio Iglesias, Mijares and Jose
Luis Rodriguez.

New York-based Media America and
Los Angeles-based James Paul Brown
Entertainment are producing and distrib-
uting Christmas in the Country, featur-
ing holiday music. The four-hour pro-
gram is scheduled to air the week before
Christmas.

The Nashville Network Radio is plan-
ning a 10-hour country music wrap-up
hosted by TNN entertainment reporters
Lorianne Crook and Charlie Chase.
Year-End Nashville Record Review fea-
tures a countdown of the top 100 country
hits of 1990, plus interviews with the
stars and a review of the year’s country
music events. The special feature is
scheduled to air live Dec. 29 from 2
p-m. to midnight (ET).

Olympia Broadcasting of St. Louis
has scheduled two, two-hour special edi-
tions of its Comedy Show with Roy Fire-

stone, ‘‘Christmas 1’ and ‘‘Christmas
2,”" slated to air Dec. 10 and Dec. 17,
respectively.

Premiere Radio Networks is schedul-
ing holiday-oriented and year-end radio
programing, including expanded ver-
sions of Dave Sholin’s Insider and the
Plain-Rap Countdown, each of which
will feature **The Top 90 of '90.”"

The Sheridan Broadcasting Network
is offering stations affiliated with its
Starz Entertainment its annual three-
hour Christmas Party mix of modern
and traditional holiday music presented
by contemporary artists. Also, on New
Year’s Eve, Starz is presenting a special
edition of Top 30 USA, featuring top
R&B hits from 1990.

Unistar Radio Networks is scheduling
special holiday editions of all its regular
entertainment pregraming, as well as
Christmas and New Year’s versions of
its annual Country Six Pack series.
*‘Christmas Around The Country,”
hosted by Mike Brophey, features top
country artists sharing Christmas stories
and holiday greetings, and performing
cover versions of Christmas songs. The
New Year’s edition of Country Six Pack
looks at ‘‘Ricky Skaggs’ Golden De-
cade’’ with three hours of music and
interviews, again hosted by Brophey.
Also, the final 1990 edition of Super
Gold Saturday with Mike Harvey fea-
tures a countdown of the *‘top 60 hits of
the 1960’s,’” broadcast live from studios
at Disney World in Orlando, Fla.

Additionally, Unistar's news depart-
ment is feeding a special year-end News
Encore 1990 to affiliates for broadcast
Dec. 28 through January. The two-hour
retrospective is hosted by Rich Rieman
and features reports from other members
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of Unistar’'s news team. News Encore
1990 features events and highlights of
the year, interspersed with music, actu-
alities and sound bites.

In addition to year-end editions of
regular entertainment programing such
as the Top 100 of 1990 with Casey Ka-
sem and Dr. Demento’s New Year's
Countdown, the Westwood One Radio
Networks have slated seven special
programs that recap the year’s news
and newsmakers. Drawn from
Westwood One’s entertainment pro-
graming and its NBC and Mutual Ra-
dio Networks, these specials (sched-
uled to air the last week of the year)
take a closer look at significan news
and sporting events as well as major

trends in music, television and film.

Mutual Broadcasting is feeding its
affiliate stations three specials: The
Year In Review: The Big Stories, hosted
by senior correspondent Dick Rosse;
The Year In Review: People, Sports, &
Entertainment, with host Jim Bohan-
non, and Mutual Sports 90, hosted by
Bill Rosinski.

The NBC Radio Networks are offer-
ing similar year-end recaps with 7/990:
A Look Back, hosted by NBC anchor
Dirk Van and A Look Back—The Sports
Year 1990, hosted by sportscaster Bob
Berger. The Source is producing /990
In Review: Nasty As You Wanna Be, a
young-adult-oriented look at social is-
sues and challenges of 1990. —RES

BIRCH STUDY EXAMINES HISPANIC
SURVEY 