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he popular network series returns with all-new episodes in an action-
packed, weekly hour, featuring the same elements that made it a hit!

+A young, attractive cast led by David
Hasselhoff, international celebrity and
popular star of the hit network series

"Knight Rider."

Gregory Bonann, Douglas Schwartz,
Michael Berk and David Hasselhoff...the
creators, producers, directors and actors
from the original series.

*The high production value which
provided the "look" that made it a
success in prime time.

And...BAYWATCH is filmed in
Los Angeles, home of the most exciting
and crowded beaches in the world.

BAYWATCH revolves around the lives and
adventures of a dedicated group of L.A. County
lifeguards, men and women who face life and
death situations as they patrol the breathtaking
and often dangerous Southern California
shoreline.




A PROVEN
PERFORMER
WITH SOLID,

YOUNG ADULT
APPEAL!

*Action-packed storylines
*Spectacular scenery
*Today's hottest music

*An advertiser-friendly environment

And, its teen adnd kid appeal
provides...
FOR 1991! .
A well-balanced, family audience
BAYWATCH Scheduling flexibility
is already cleared in
- one-third of the U.S. All backed by
| including... extensive
oS N promotional support!
CHICAGO RELEASED FROM
CROSBY LIRRARY
> JN E.R L
The wave of {4
excitement ’ '
A i oDES
is building and NEW EPISU ] ot
stations and AL:: ABLE FOR FALL
advertisers AVAI
agree that LBS COMMUNICATIONS, INC.
BAYWA TCH ip Yot National Advertiser Sales
will be the hit ez prges  TVHERIZONS

(213) 859-1055 4 division of LBS Communications Inc.

of the new season!

(312) 943-0707 ©1990 LBS Commun ications Inc.




21 JUMP STREET, a
successful action hour
strip that has enabled us
to counterprogram
sitcoms and 0&0 News,
and be a competitive
force in ratings and
young adult demos in
the New York market.
Who says hours don't
work in early fringe?"

Michael Eigner, WPIX Steve Be
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that do you say about a show
t consistently beats "Who's
e Boss?', "Growing Pains',
bad of the Class', and
ee affiliate newscasts in Los
geles? A show that's #1
b PM in the most competitive
/ ket in the nation. A show
's stronger in its second
son than its first. The show
unter’, and it's the most
cessful action hour KTLA's
rrun.”

"Action hours work.
Hunter has made our
10:30 PM time period
stronger than ever.
Counter-programmirig
with action hours
works for WGN!"

TLA

Dennis FitzSimons, WGN
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An unbeatable combination of hi¢

PREMIER Executive Producers: Mace Neufeld and Bob Rehme
ADVERTISER SALES

VIACOM is a registered trademark of Viacom Internationai Inc. ¢ 199t Viacom International ing.




D FORCES.

ertaining action-adventure programming.

. . A Premier, L.td. Production
L{Rl,M ILR Super Force character and related indicia trademarks and copyright owned by ©1991 Viacom Enterprises and Premiere, Ltd. l
R R VIACOM is aregistered trademark of Viacom International Inc. © 1991 Viacom International Inc. / ™
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MAVINL

with NIA PEEPLES

THE
MAURY POVICH

SHOW

(Y]

Big shows. Big stars. Big audiences. That's PARAMOUNT
DOMESTIC TELEVISION. And this year, the biggest name
in syndicated programming became the leader of the
Late Night Generation with THE ARSENIO HALL SHOW,.
Now, the fate night cool goes on with THE PARTY
MACHINE WITH NIA PEEPLES. Following hot on the
heels of Arsenio’s phenomenal success, this music and
dance party will keep late night temperatures rising.
The momentum continues to soar with STAR TREK:
THE NEXT GENERATION. This year, it brought in bigger
numbers than ever before, both in its “network” -

run and as a strip. Followifig in the tradition}

of great Paramount comedies like

CHEERS, DEAR JOHN is proof

1990 by Pacssowirt Acwtes A nghts rraered
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that with young adults, therapy is the best laughter.
Currently in its third season in prime time, it’s now
available for syndication in Fall, 1992. As proof that
the higgest is still the best, they don’t come any better
than ENTERTAINMENT TONIGHT. Now in its 10th year,
it is officially the longest-running access show in
syndication. And success continues to run in the
Paramount family, as second-year HARD COPY shows
all the signs of becoming a long-term franchise.

With all eyes now on the eagerly anticipated

MAURY POVICH SHOW, you can expect big things

in Fall, 1991. So if youre looking for the big

picture, turn to PARAMOUNT DOMESTIC
TELEVISION. We're always thinking big.
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i THE FASTEST GROWING KIDS
SHOW OF THE SEASON.

VIDEO POWER _

G.I. Joe 2.8 37 +32%
Wake, Rattte & Roll 19 25 +32%
ay by day. Week by week. Month by month. | di 'y I ag e
That’s how Video Power™ is growing. It CurmieeE. 0 o +21%
. . . up) i ! X
was bound to take time to build an audience  werry melodies 46 55 +20%
9 3 ™ . 7. 39
for a show as unique as Video Power.” But as our Bretmmne il bl
numbers show, the more kids see us the more kids $er2ﬁ;g;[§fifant e a2 o e
love us. That’s The Video Power™ Edge. Tespn 87 o4 +%
Johnny Arcade™, our video game whiz kid, has N i b i =
become America’s favorite video gamer. Bags and o S 2 =
bags of fan mail prove that Johnny’s popularity is ; — -
continuing to grow. And with ongoing time period e oWRR S TTTONS
upgrades, it will continue to grow into the second MARKET STATION  wlo10/o0  Nov.50 TaDate®  INCREASE
year. That’s The Video Power™ Edge! NewYork  WWOR 11 1.3
So get ready for a new season of Johnny Arcade™ ;:jc‘:gge'“ L - !
apd his wo;*ld of video game news, previews, celeb- B - oG
rity interviews and the hottest game tips anywhere.  oetwot WKBD 19 25
coME SEE us AT NAPTE Cleveland WUAB 28 3.0
Atlanta WGNX 12 1.8
St. Louis KDNL 20 2.3
NEW ORLEANS HILTON- Indianapolis  WTTV 0.7 2.8
Bohhot Entertainment, Inc. Suite - = -

*Source: NSI10/28-11/23/90 vs. 10/1/90 (Cteveland Source/Arb)

TPE ON CONVENTION FLOOR BOOTH #1462

- Bohbot Entertainment, Inc.

ADVERTISER SALES: i
Harvey Gamm (212) 213-2700

(212) 750-9190

ALlaim
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Suation trading market differs |
depending on  perspective
(page 35). |

35 / CAUTIOUS
NEW YEAR |

A survey of would-be TV
station buyers finds little
anxiousness to strike

deals, even though station
prices are down. Expected
returns from acquisitions are
being pared, due to the
near-term revenue outlook |
and because lack of credit
requires more equity |
investment.

36 / TRADING |
SEPARATELY |

The MCA purchase by
Matsushita was expected to 1
close last weekend. A

portrait of the company’s
WWOR-TV New York was ‘
provided by the document

filed to register securities

of the station, which will I
trade separately as a
stand-alone company.

38 / CONGRESSIONAL
NEW YEAR

The 102nd Congress
convenes in early January
with a full agenda.
Congressional efforts to
reregulate cable will
resume with broadcasters
likely to seek legislation
requiring cable operators to
pay for retransmitting

their signals. Broadcasters
may also have to fight
spectrum tax proposals once
again. And the telephone
industry’s drive to enter the
television business could
gain some momentum,
especially if the National
Association of Broadcasters
revises its stand on the
1ssue and comes to some
agreement with the telcos.

40 / MANY
QUESTIONS FOR FOX

It appears that those Fox
affiliates attending the
Association of

Independent Telcvision
Stations convention in Los
Angeles this week will have a
lot of questions for the
executives of the growing
Fox programing service.

Fox affiliates are generally
pleased with the
performance of the service's
expanded fall schedule,

but concerns remain on
several fronts, including

the state of Fox's proposed
news service, its

children’s programing lineup
and its mid-season
replacements.

40 / TAKING TIME

Due to overly ambitious
ratings guarantees to
advertisers for the Fox
Children’s Network, Fox is
taking back a minute of

advertising time from
affiliates during the
afternoon strip Peter Pan &
the Pirates to use for
make-goods.

41 / NOVEMBER
NUMBERS

Nielsen numbers for
syndicated swecps show
veteran syndicated shows
continuing to dominate the
top ranks of all program
genres during the November
sweeps. The news for new
adult first-run strips was
mostly bad, while a
majority of the seven new
off-network sitcoms in
syndication fared well. The
children’s market

continues o soar.

43 / INTV PREVIEW

The continued

expansionist plans of Fox
Broadcasting Co. and its
affiliates’ role within the

Looking ahead to the 102nd Congress (page 38).

Association of
Independent Television
Stations are raising
questions about the course

INTV will take.
In the meantime, public

policy ‘‘power’" breakfasts
and ‘‘success strategies’’
for the 1990’s are among the
topics scheduled for
INTV’s convention Jan. 3-5
in Los Angeles. A
compilation of what’s
showing in the screening
rooms begins on page 49.

46 / INDEPENDENT
NEWS

Independent stations are
expected to show a dramatic
increase in local news
shows in 1991, as Fox
Broadcasting prepares to
launch its long-anticipated
affiliate news service.

47 / TOUGH TV TIMES

At a time when

1



advertising demand is soft,
many syndicators are
financing new first-run
programs solely from the
barter revenue those
distributors believe the
shows will generate. Said one
executive: ‘‘The new adult
first-run shows failed. But
the reality is, the people
who know this business
should have known the
possibility of great ratings
was nil. The fact is, a lot

of stuff is working and there
are a finite number of time
periods.”’

54 / THE SINGULAR
JIM QUELLO

James Quello has spent
the past 16 years as an FCC
commissioner, ncver far
from his broadcasting roots.
The Michigan Democrat
has stood up at the FCC for
what he calls in this ‘At
Large’’ interview with
BROADCASTING, the “‘all-
important, free, universal,
over-the-air broadcast
service.”’

58 / LONGER,
STRONGER REACH

Minnesota Public Radio’s
purchase of a second
Minneapolis FM is
expected to strengthen the
reach of MPR's news and
music services to ‘‘every
square inch’’ of the
state—a move in perfect
accordance with its
mandate, says MPR. But
commercial broadcasters
there believe the transfer
demonstrates ‘‘unchecked
expansion’” and
*“frightening. ..
concentration of control’’
at the noncommercial radio
network.

60 / DAB DEBATE

EZ Communications’

Alan Box and Ron Strother of
Strother Communications
Inc. discuss digital audio
broadcasting as the

industry studies the pros and

-leTV outlook (page 43).

cons of terrestrial and
satellite-based systems.

63 / MEDIA
CROSSOVER

Westinghouse

Broadcasting is at the
forefront of broadcasting-
dominated companies who
are getting involved in
cable at both the national and
local level by buying into
cxisting services, launching
local cable news segments
and blazing new trails in
advertising.

66 / FLAT YEAR FOR
BEER?

Although the beer industry
is coming off one of its best
years, questions about

1991 remain. Industry
speculators are unsurc

what effect the increase in the
federal excise tax—from
16 cents a six pack to 32
cents—will have on sales.
Also, attempts to pass ad
warning legislation may

12 This Week

affect advertising plans.
Brewers provide a |
significant portion of ad
revenue and if more '
follow top brewer Anheuser-
Busch’s lead into more
promotions and less '
television, broadcasters

will feel the sting. '

70 / CAMERA COURT I
TEST

The Judicial Conference

of the United States chose the
two federal appeals and

six district courts that will |
take part in its

experimental pilot program,
letting cameras and other |
recording devices inside to
cover civil cases. The ‘
Second and Ninth Circuit
Courts of Appeal in New

York and San Francisco, |
respectively, as well as

district courts in |
Pennsylvania, New York,
Michigan, Indiana,

Washington and

Massachusetts will host the
three-year program.

71 / SATELLITE DAB
IN 1994

The American Mobile
Satellite Corp. has hired
Hughes Aircraft Co., El
Segundo, Calif., and Spar
Aerospace Ltd. of Canada

to build a mobile satcllite that
will be capable of, among
many other services, digital
audio broadcasting to car
receivers. Radio Satellite
Corp., Long Beach,

Calif ., plans to lease capacity
on the AMSC satellite and
begin DAB in the summer of
1994.

74 / RADIO WORLD

The National Association
of Broadcasters has begun
planning what will be the
first international all-radio
gathcring. The
convention, scheduled for
June 1992, is in
partnership with the city of
Montreux, where
representatives of the NAB
and the city met earlier
this month.
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News Magazine of the Fifth Estate.
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*Reg U.S. Patent Office. Copyright
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Street. W..  Washington. D.C
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sues $3.50 (50th Anniversary issue
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DISTRIBUTION
A Time Warner Company
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BUT IN NC
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t's real tough to be the
#1 animated strip in the

overnight markets for No- <

o T::trﬁrlé :hivggvzgghf{ ARBITRON OVERNIGHT MARKETS
crown in our country’s most BANK FPROCEAM RTG/5H
competitive markets when 1 TINY TOON ADVENTURES 5.3/13
you're out there all alone. 9 TEENAGE TURTLES 4.6/11
Without the advantage of Z ;‘:‘JL;(STT:ES ‘;22;
an established, locked-in S CHIP'N DALE 35/9
block of programming to 6  GUMMIBEARS 3.9/10
depend upon. And, with- 7 MERRIE MELODIES 3.1/9
out the advantage of a 7 PETERPAN & PIRATES  3.1/8
seamless cross-over from 9 MUPPET BABIES 2.9/11
your lead-in. 10 ALVIN & CHIPMUNKS 2.6/8
Yet, that’s what “Tiny Toon 11 NEW G.. JOE 2.3/10
Adventures” did in Novem- 12 JETSONS 1.9/8
ber. Fin|shing the sweeps as 13 WAKE, RATTLE ANDROLL 1.8/8
the #1 animated strip. In 14 MIGHTY MOUSE 1178
both Arbitron and Nielsen. 15 VIDEG POWER 1.5/1
That's a remarkable accom- 15 NEWHEGAN 1875
plishment. That's remark- 17 SUPER MARIO BROS. 1.2/4
able “toon-in” power. (

/ — | Q»’l _ g
@AMBLIN ‘ N

ENTERTAINMENT



JENBER WE WERE 1
JTRON AND NIELSEN!

(==

NIELSEN OVERNIGHT MARKETS
RANK PROGRAM RTG/SH
1 TINY TOON ADVENTURES 4.8/12
1 TALE SPIN 4.8/12
1 TEENAGE TURTLES 4.8/12
4 CHIP ‘N DALE 3.8/10
5 DUCK TALES 3.7/
6 MERRIE MELODIES 3.0/10
6 GUMMI BEARS 3.0/10
8 ALVIN & CHIPMUNKS 2.8/9
9 PETER PAN & PIRATES 2.6/17
9 MUPPET BABIES 2.6/11
11 JETSONS 2.0/8
1 NEW G.I. JOE 2.0/9
13 WAKE, RATTLE & ROLL 1.6/7
14 VIDEO POWER 1577
15 MIGHTY MOUSE 1.3/6
15 SUPER MARIO BROS. 1375
17 NEW HE-MAN 1.2/5

WARNER BROS.
DOMESTIC TELEVISION
DISTRIBUTION

A Time Warner Company

SOURCE: NSI/ARB Metered Marketrak Report 11/90 All overnight markets combined weighted market average excluding holidays TM & © 1990 Warner Bros Inc. All Rights Reserved
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WASHINGTON

Must-carry message

At prompting of Association of
Independent Television Stations, FCC
Commissioner James Quello injected
question about must carry into cable
*‘effective competition”’ proceeding
in hope new standard that emerges will
include some kind of must-carry
requirement. But idea of tying must
carry to standard, which determines
which cable systems will be subject to
local regulation, has raised concerns
among FCC attorneys, who see it as
dragging entire standard onto shaky
legal ground and making it more
vulnerable to court challenge.
Concerns may scuttle idea.

Taking issve

December 27 article in New York
Times has many at United States
Information Agency and Voice of
America miffed. Story claimed
reorganizing of U.S. government
broadcast operations—including Voice
of America, WorldNet and TV and
Radio Marti—under one roof was done
without consulting Congress,

National Security Council and VOA
Director Richard Carlson. VOA

parent USIA maintains that standard

operating procedure was followed in
restructuring, which included VOA’s
being folded into new Bureau of
Broadcasting, and that supposed odd
man out, VOA Director Richard
Carlson, actually has increased duties.
Article’s contention that key
congressional staffers were caught off
guard by move (BROADCASTING
reported proposal in July 9 issue) was
puzzling to USIA officials, who said
key Hill staffers were consulted and
provided input on move over past

few months.

PAC vs. PAC

Latest reports filed with Federal

Election Commission show that National
Cable Television Association spent
twice as much as National Association
of Broadcasters in 1989-90 election
cycle. Contributions from NCTA’s
political action committee totaled
$571.,475, while NAB’s PAC spent
$275,018.

Rate cuts

Network international news
operations stand to save $100,000 to
$200,000 each annually if FCC
approves Comsat request to institute
Intelsat rate cuts—from $8 to $6.50
per minute for occasional TV use.

Trbune Co. gnd Turner Broadeasting Syslemeare joining [oroes to co-prodice
fonir, hour-long specials—for 1991-92 syndication—on topics apparently close
to hearts of TBS Chairman Ted Tomer and Tribune President Jim Dowdle.
Arrangement marks first co-venture between two companies, according to
Johin Walden, senior ¥P, marketing and sales, Tumer Program Services, who
said Tribune is “looking for mon: of a hroadcast news identification” in
syndication. Programs will provide **forum for addressing econpomic, sociil
and environmental problems facing America,”’ according to Walden. Under
one-vear deal, which Walden says has just been struck, Tumer Program
Services will handle station and barter sales of first-run projects beginning in
fall 1991 (advertising split has not yet been determined), while several of
Tribune's six (&0 stations will produce material along with unspecified
independent producers. Search for host is being undertaken, but Walden says
it will not ‘be Geraldo Rivera (host of Tribune Entertaiinment’s syndicated
Creraldo talk show striph. Walden added that presentation materials are being
prepared in hopes of introducing project at NATPE in New Orleans (Jan. [4-
183, Stopping short of sayving arrangement could lead o other projects,
Walden offered that both companies’ long-term strategic plans are *'very
similar.”’

Networks also expect substantial

savings from AT&T’s proposal to add
one hundred non-Intelsat 64-kilabit-
equivalent phone circuits between Soviet
Union and U.S. via Intersputnik. |

Batting a thousand

National Cable Television

Association reports that 85 of
membership’s 6,000- plus cable
systems have applied for and all have
received customer service seals of
approval. Voluntary guidelines
recommend systems meet standards,
inform franchise authority and apply for
NCTA seal. NCTA said that because

of one-year record keeping requirement,
it doesn’t expect rush of applications
until June, month before effective date
of guidelines. Meeting some form of
customer service guidelines is looming
ever more important for industry,

since customer service could be part of
FCC’s effective competition

standard, which goes into effect in
spring.

LOS ANGELES

A crack?

Only about half of Fox

Broadcasting’s 134 affiliates are
expected to attend this week’s
convention of the Association of
Independent Television Stations in

Los Angeles (Jan. 3-5), but Fox
executives expect more than 100 of

its affiliates to attend adjacent all-day
Fox meeting on Jan. 5. Several Fox
affiliates cited cost-cutting measures as
reason for absence at INTV meeting,
although schism has been speculated on
between association and affiliates of
growing Fox programing service
(BROADCASTING, Oct. 15).

Moving day

After having laid off nearly 300
employes since buying out MGM/UA
Communications, Pathe-MGM
Communications Chairman Giancarlo
Parretti is looking to trim costs
further by turning over lease on
MGM/UA’s eight-story glass atrium
headquarters on Washington Blvd. in
Culver City to Columbia Pictures
Entertainment. Columbia acquired

16 Closed Gircuit
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former Metro Golwyn Mayer studio’s
lot from Warner Bros. Pictures as part of
deal in which latter studio let Peter
Guber and Jon Peters out of contracts to
take over Columbia. Warner Bros.

was given Columbia’s Burbank Studios
lot in swap. Now that Columbia is
planning to build additional sound stages
and is in ‘‘desperate need’’ of more
office space, according to MGM/UA
source, it is expected Parretti will
announce that existing staff in
Washington Blvd. headquarters will
move into Pathe’s pre-existing offices
on Wilshire some time after start of

new year.

Family facelift

American Dreamer, put on hiatus
two weeks ago to make way for Dear
John in Saturday 10:30-11 slot, will
undergo cast and storyline changes to
make series more marketable in
earlier time period. According to
Warren Littlefield, president, NBC
Entertainment, series starring Robert
Urich is being reformatted to appeal
more to family audience for possible
return at 8 p.m.

King doings

King World has cleared over 30
markets for new half-hour revival of
Candid Camera. King World
Chairman Roger King declined to
identify station deals, but President
and CEO Michael King said that
‘*extensive’’ foreign sales have been
completed and will be announced in
package at upcoming NATPE
convention in New Orleans. Meanwhile,
another KWP property, Instant
Recall, will have to improve its
performance over remaining course
of season or it will probably be
cancelled. That was word from KWP
Chief Financial Officer Jeff Epstein at
recent meeting of financial analysts

in New York. Show is currently
operating at deficit, Epstein said,
noting that **we are unlikely to bring it
back for second year’’ if it is not at
breakeven by end of current season.

NEW YORK

More ‘Memories’

Memories Then and Now, weekly
nostalgia magazine produced by NBC
News Productions and distributed by
LBS, has been renewed for second
season. Entire NBC station group

WISHING STARS

MMT's benefit dance for the Make-A-Wish Founda-
tion was the place to be for more than 1,000 New
York media people who contributed some $15,000
to the benefit for terminally ill children. Among the
celebrating celebrities (I to r): Ed Reilly, president
of McGraw-Hill Broadcasting; Jack Oken, president
of MMT Sales Inc., and Maury Povich, host of his
own falk show for Paramount syndication.

will once again clear show, with two
stations in group scheduled to

upgrade it to prime access in January:
WMAQ-TV Chicago and WTVI-TV

Miami. WRC-Tv Washington may also
upgrade show, sources said. WNBC-

TV New York and KNBC-Tv Los Angeles
already clear show in access. In
November sweeps, show averaged a
2.7/8 across 123 Nielsen markets,
according to Petry Television. However,
WNBC-TV averaged 6/11 and was tied
for number two in time period with
show, while KNBC-TV averaged 7/13
and tied for first with show against
regular programing during sweeps.

SAN DIEGO

Decision time

Word is that groundwork is in place
for one or more major cable programers
to name date it will begin shifting
from VideoCipher Il to VC-11-Plus
encryption. Early announcements,
likely to involve programers with largest
market shares, could come perhaps
even before SBCA home satellite show
in Las Vegas, Jan. 21-23.

General Instrument broke news
last week that, by last quarter of 1991, it
will introduce 1I-Plus decoder
designed to accept interchangeable
credit-card-sized CipherCard, to be
distributed in response to any
compromise of II-Plus. Programers
defeated Gl proposals this fall that they
pay monthly charge to share cost of
supplying replacement Plus units to
legitimate VC-II owners.

DENVER

Readying pens

Tele-Communications Inc. is near
closing on $20-million deal to purchase
several cable systems in central ‘
Pennsylvania owned by Susquehanna '
Broadcasting. Systems in State |
College, Lewiston, Lock Haven and
Tyrone serve about 15,000

subscribers. TCI President John Malone
had referred to unidentified $1,300-
per-subscriber deal in interview
(BROADCASTING, Nov. 6) as test buy, !
to see how government would react to
TCI system purchase after cable bill
deliberations. Throughout 1990, TCI
had virtual moratorium on system
purchases. Transaction could signal TCI
will be more active in system
acquisition market.

Tele-Communications Inc. plans to
offer bonus payments to customer
service reps and installers who help
sell pay units in 1991, Company will
pay CSR’s $2 and installer $5 for
each new pay service. TCI expects to
pay out between $4 million and $6
million next year under program, with
money coming from its existing
marketing budget.

\
\
Incentive bonus ‘
|
|
\
|
|

NEW ORLEANS
Good Times

Sources indicate Paramount

Domestic Television is spending
$20,000-$25,000 for night’s rental of
80,000-seat Super Dome, site of
Entertainment Tonight 10th
anniversary party at NATPE (figure
doesn’t include cost of food,
entertainment and staging). King World
Productions is said to be spending

near that figure to rent out New Orleans
fairgrounds race course and

clubhouse on following night.

SAN ANTONIO

Deal sweetener

KABB-TV San Antonio, Tex., and

local cable system owned by KBLCOM
have been discussing possibility of
sealing broadcast deals by offering
national sponsor spots—in ESPN for
sports advertisers, for instance, or in
CNN for news. Station does not have

a lot of sports product, but feels value-
added option could entice more

sports advertisers.

18 Closed Circuit
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THIS WEEK

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 Narional
Association of Hispanic Journalists annual schol-
arship awards. Information: Patricia Rodriguez,
(202) 783-6228.

Jan. 2-March 31—"TV Treasures: The MBC
Archives,"” three months of highlights from ar-
chives of Musewn of Broadcast Communications.
Kraft Television Theater of MBC, Chicago. In-
formation: (312) 987-4529.

Jan. 3-5, 1991—Association of Independent
Television Stations annuai 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 Orleans Convention
Center, New Orleans.

Jan. 21-23, 1991—Satellite Broadcasting and
Commaunications 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. 10-15—13th International Market of Cine-
ma, TV and Video. Loews Hotel, Monte Carlo.
Information: (33) 93-30-49-44 or (fax) (33) 93-
50-70-14.

Feh. 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.

Jan, 3—Deadline for entries in 41st annual
Excellence in Journalism Awards, the Green
Eyeshade, sponsored by Society of Professional
JournalistsiAtlanta  chapier. Information: (404)
496-9957.

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

® Jan. 4—Fox Broadcasting television press
tour, sponsored by Television Critics Associa-
rion. Ritz Carlton, Marina del Rey, Los Angeles.

® Jan. 5-7—NBC press tour, sponsored by
Television Critics Association. Ritz Carlton, Mari-
na del Rey, Calif.

ALSO IN JANUARY

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

MAJOR MEETINGS

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

Aprit 15-18, 1991 National Association of
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.

April 21-24, 1991-—Broadcast Cable Financial
Management 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-—A merican Association of Ad-
vertising Agencies annual convention. Greenbri-
er, White Sulphur Springs, W.vVa.

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

May 22-23, 1991--NBC-TV aifiliates 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 annual affiliates
meeting. Century Plaza, Los Angeles.

June 16-19, 1991—Broadcast Promotion and

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

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

® Jan. 7—"DBS: The Future of Direct Broad-
cast Satellites,” panel featuring Stanley Hub-
bard, Hubbard Broadcasting; Marvin Rosen-
berg. Fletcher, Heald & Hildreth, and Joseph
Flaherty, CBS Inc., sponsored by International
Radio and Television Sociery. Warner Bros., New
York. Information: (212) 867-6650.

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.

Mavrketing Executives & Broadcast Designers
Association annual conference. Baltimore Con-
vention Center, Baltimore.

June 18-21, 1991—National Association of
Broadcasters summer board meeting. NAB
headquarters, Washington.

July 24-27, 1991—Cable Television Adminis-
fration_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. Allantic City
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—MI1PCOM, 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 Hifton, Las
Vegas.

July 2-7, 1992—International Broadcasting
Convention. RAl Center, Amsterdam. Informa-
tion: London—44 (71) 240-1871.
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8 Jan. 8-10-—ABC television press tour, spon-
sored by Television Critics Association. Ritz Cari-
ton, Marina del Rey, Los Angeles.

= Jan. 9—"Beating the Networks in Their Own
Front Yard," drop-in luncheon sponsored by
National Academy of Television Arts and Sciences,
New York chapter. Speaker: Jim Ryan, anchor,
WNYW(TV) New York. Copacabana, New
York. Information: (212) 768-7050.

Jan. 9—/ndiana Broadcasters Association annual
legislative reception for Indiana General As-
sembly. Hilton at the Circle, Indianapolis. nfor-
mation: (317) 638-1332.

Jan. 9-10—"The Persian Gulf: Why Are We
There, How Do We Get Out—and What Do We
Leave Behind?" conference for journalists
sponsored by Washington Journalism Center.
Watergate Hotel, Washington. Information:
(202) 337-3603.

Jan. 10—/nternational Radio and Television Soci-
erv 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 in Journalism, sponsored by Soci-
ety of Professional Journalists, 10 honor "best
journalists in both broadcast and print fields. ™
Information: (317) 653-3333.

8 Jan. 10—Advertising Women of New York lun-
cheon featuring ABC's Barbara Walters. Marri-
ott Marquis, New York. Information: (212) 593-
1950.

Jan. 10-13—lInternational winter Consumer
Electronics Show, sponsored by Electronic In-
dustries Association. Las Vegas Convention
Center, Las Vegas. Information: (202) 457-
4900.

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

Jan. 11—New York Festivals television and cin-
ema advertising awards presentation and din-
ner. Sheraton Center, New York. Information:
(914) 238-4481.

® Jan. 11-13—PBS television press tour, spon-
sored by Television Critics Association. Ritz Carl-
ton, Marina del Rey, Los Angeles.

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.

mJan. 14-16—CBS television press tour,
sponsored by Television Critics Association. Ritz
Cariton, Marina del Rey, Los Angeles.

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

Jan. 15—Nebraska Broadcasters Association win-

ERRATA

Rights to King World’s /nside Edi-
tion, are up for grabs in New York
and are not held by WNBC-TV there
as reported in Dec. 24 issue,

ter meeting and Hall of Fame banquet. Corn-
husker Hotel, Lincoln, Neb. Information: (402)
333-3034.

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

Jan. 15—"Overview of the Media Challenges
in the 1990's and the 21st Century,” course
offered by Smithsonian Resident Associate Pro-
gram, “The Media and Society." Speaker:
Richard Harwood, ombudsman, Washington
Post. Smithsonian, Washington. Information:
(202) 357-3030.

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

® Jan. 15—"Sacramento Speaks about Cable
Television,” dinner meeting of Southern Califor-
nia Cable Association. Los Angeles Hilton &
Towers, Los Angeles. Information: (213) 398-
2553.

® Jan. 16—"Live From Thirteen...” drop-in lun-
cheon of National Academy of Television Arts and
Sciences, New York chapter. Speakers: Harry
Chancey Jr. and Fred Noriega of WNET(TV)
New York. Copacabana, New York. {nforma-
tion: (212) 768-7050.

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

® Jan. 16--"The Telephone Company and the
Broadcaster: What Services Are Provided for
the Radio and Television Industry?" seminar
sponsored by Society of Broadcast Engineers,
chapter 15. New York Telephone Building, New
York. Information: David Bialik, (914) 634-
6595.

Jan. 16-17—"Breakthroughs in Medicine: New
Optimism About Old Diseases,” conference
for journalists sponsored by Washington Jour-
nalism Center. Watergate Hotel, Washington.
Information: (202) 337-3603.

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

Jan. 17—"Radio—Hitting Your Target in the
90's,” luncheon co-sponsored by Ad Club of
New York and Radio Advertising Bureau. Plaza
Hotel, New York. Information: (212) 935-8080.

B Jan. 17-—Television Critics Association Day,
during annual television press tours (Jan. 4-
20). Ritz Carlton, Marina del Rey, Calif.

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 De-
signers’  Association  International  Design
Awards. Information: (415) 788-2324.

Jan. 18-—Deadline for entries in Jack R. How-

ard Broadcast/Cable News Awards of Scripps
Howard  Foundation's National Journalism
Awszgds. Information: Ron Klayman, (513) 977-
3035.

8 Jan. 18-20—Cable press tour, sponsored by
Television Critics Association. Ritz Carlton, Mari-
na del Rey, Calif.

Jan. 20-24 —MIDEM Radio Conference. Palais
des Festivals, Cannes, France. Information:
33-1-45-05-14-03.

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

Jan. 22—-Deadline for entries for National
Awards for Education Reporting, sponsored
by Education Writers Association. Information:
(202) 429-9680.

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.
Information: (404) 993-2200.

= Jan. 23—"Rep Rap: So Where's the Hits Al-
ready?" drop-in luncheon of National Academy
of National Arts and Sciences, New York chapter.
Speakers: Jim Curtin, HRP, and John Von
Soosten, Katz Television Group. Copacabana,
New York. Information: (212) 768-7050.

8 Jan. 23—"News and The New World Order,”
international conference sponsored by Gannert
Foundation Media Center. Kellogg Conference
Center, Columbia University, New York. Infor-
mation: (212) 280-8392.

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 spon-
sored by American Women in Radio and Televi-
sion. New York Citv 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. \nformation: 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. 25-26—"Fine-Tuning the Cable Picture,”
eighth annual conference of Minnesota Associa-
tion of Cable Television Administrators. Scanti-
con Conference Center and Hotel. Plymouth,
Minn. Information: Linda Magee, (612) 782-
2812.

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

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

Jan. 29—"Building Even Better Retail Partner-
ships,” retail marketing workshop sponsored
by Television Bureau of Advertising and Rerail
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Remember when we told you ALF was born to be a syndication winner?

146 stations gave ALF their votes of confidence. And now he’s paying off for
them. Because ALFis living up to his promise. Boosting shares of Adults 18-49,
Young Men plus Teens and Kids. In both Nielsen and Arbitron.

It just goes to show, when a show is born with that something special, it's
born towin.

~ Nielsen Arbitron
Adults 18-49 +10% +25%
Teens/Kids +13% +14%
Men 18-49 +22% +25%

Source: NS, ARB Multimarket Average; Oct. 90 Share v. 89 Share
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Marketing Board. Chicago Hilton & Towers, Chi-
cago. Information: (212) 486-1111.

Jan. 29-30—Alfred 1. duPont Forum: "TV as
Superpower,” featuring keynote speaker Dan
Rather of CBS, and "Winning Broadcasts,"
featuring winners of Alfred . duPont-Columbia
University Awards. Kellogg Conference Cen-
ter, Columbia University, New York. Informa-
tion: (212) 854-5047.

Jan. 29—/owa Broadcasters Association mid-
winter meeting. Des Moines, lowa. Information:
(319) 366-8016.

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

® Jan. 30—"Is Television Destroying American
Culture?" drop-in luncheon of National Academy
of National Arts and Sciences, New York chapter.
Speaker: Jennifer Lawson, PBS. Copacabana,
New York. Information: (212} 768-7050.

m Jan. 30—"OK! Cable's Here! Now Whatta
We Do!" cable day luncheon sponsored by
Washington/Baltimore chapter of Cable Television
Administration and Marketing Society. Westin Ho-
tel, Washington. information: (202) 408-5480.

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

Jdan. 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—Deadline for entries in Program
Awards, sponsored by Central Educational Net-
work. Information: (708) 390-8700.

Jan. 31—Society of Motion Picture and Television
Engineers tutorial on digital recording for televi-
sion, prior to 25th annual SMPTE TV confer-
ence. Renaissance Center, Detroit. Informa-
tion: (314) 761-1100.

Jan. 31—National Association of Broadcasters'
"Best of the Best Promotion Contest” deadline,
for outstanding promotional efforts in sales,
station enhancement and community service.
Information: William Peak, NAB, (202) 429-
5422.

s e ]
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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

continues on page 82
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ETHICAL ANSWER

EDITOR: I thought your Dec. 10 editorial
(‘“‘Ripe For Repeal’’) regarding the
FCC’s ethics rules was absolutely on
point. I am in complete agreement with
you and could not have said it better.
FCC commissioners and staff need to
interact with the entities they regulate in
settings other than their offices. Those
we trust with our telecommunications
future can be expected to have and exer-
cise some measure of common sense
when it comes to accepting favors from
regulated entities and their trade associa-
tions. As one of my very wise and expe-
rienced colleagues once told me when [
first started at the FCC: “‘If you can’t
drink their liquor, eat their food and still
vote against them, you have no business
in this job."” Amen.—Henry M. Rivera,
Ginsberg, Feldman & Bress, Washing-
ton, and former FCC commissioner.

SLIGHT EXAGGERATION

EDITOR: In an effort to support addition-

al restrictions on alcohol advertising in
the state of Washington, Congressman
Rod Chandler, a former television an-
chor, is reported in your Dec. 10 issue to
have said that Americans see 100,000
beer commercials by the time they are
18.

Talk about playing fast and loose with
reality. If the attribution is accurate, the
congressman would have us believe that
from the {ime we are slapped into life we
eschew mothers’ milk for a brew. We'd
have to see 15-plus beer commercials a
day, 7 days a week for 18 years. (Of
course, with the proliferation of niche
marketing, there may soon be an all beer
cable channel.)

I hope Congressman Chandler and his
(former) superiors were more concerned
about objectivity in his reporting when
he was on the air. If not, that may ex-
plain why he is a “‘former’* anchor.
Perhaps we should hold our congress-
people to at least as high a standard of
accuracy as TV newsmen.

It is precisely this type of strident

saber rattling which does no one in or

—
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out of our business any good.—Jack
Scott,  president-general  manager,
WENT(AM) Gloversvilee, N.Y.

HAPPY HOLIDAYS

EDITOR: In the brief article in your Dec.
17 issue announcing the cancellation of
Preview: First Look at the New, you say
it was a ‘‘major blow for...Al Masini”’
but you failed to put a sentence in men-
tioning that 120 employes are now out of
work. The staff was somewhat surprised
by the cancellation considering the same
week we heard the news, we saw the full
page ad of the cover BROADCASTING an-
nouncing the show was ‘‘moving up”’
reminiscent to some of the ‘‘Dewey
Wins’” headline.

Nevertheless, in Los Angeles and
New York 130 people don’t have to
worry about coming to work too tired
after New Years. And if anyone happens
to be starting up a new show, they might
be interested in the list that includes:
four supervising producers, two coordi-

nating producers, six production coordi-
nators, four writers, 20 field producers,
11 segment prodcuers, nine story coor-
dinators, four researchers, 17 production
assistants, three tape librarians, 11 edi-
tors, four clearance coordinators and
eight runners and receptionists.

Now that’s reality based.

If anyone is starting up a new show
they might inquire about our volume dis-
counts and package deals.—Jason Raff,
ex-Previewer, Brooklyn, N.Y.

APPRECIATION

EDITOR: I am distressed to learn that
Group W (Westinghouse Broadcasting)
is closing its Washington goverment re-
lations office and Gerald E. (Jerry) Ud-
win will be leaving after 30 years
(*‘Closed Circuit,”’ Dec. 10).

All in this profession owe a debt of
gratitude to companies such as Westing-
house and to Jerry and his predecessor,
Wally Dunlap, for representing our is-
sues so well on the Hill. They join Gene

Cowen of Capital Citiess ABC who la-
bored in the same area for so many years
in helping to improve our image.

Our goals will not be as easy to articu-
late without them.—Bill Poole, general
manager, WFLS-AM-FM Fredericksburg,
Va.

WHAT’S IN A NAME?

EDITOR: With repect to the Nov. 26
‘‘Monday Memo’’ by Bob Friedman,
president of Playboy Entertainment
Group, Mr. Friedman is correct in stat-
ing that the ‘‘Playboy trademark obvi-
ously conjures up different images to the
public’’; namely, pornography passing
under the guise of ‘‘lots of beautiful
women.”’ In its pursuit to become a le-
gitimate and respected porno distributor,
Playboy is attempting to seduce the pub-
lic into accepting the everyday use and
viewing of ‘‘coffeetable pornography.”’
This obvious exploitation of women’s
bodies for corporate profit fools no
one.—Hope Land, Washington.

THE NATIONAL%PRESS CLUB

January 1991

YOUR MESSAGE IS IN GOOD HANDS!!!

MEET THE PRESS....

Washington, DC —

Here’s where you can
reach the people who
write about your in-
dustry - from one cover to
the next the National
Press Club’s annual
membership directory
lists the movers and
shakers, the opinion
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makers of our daily news.
Your message will be seen
time and again by the
people who cover in-
dustry, finance, foreign
affairs - you name it,
they’re here...Don’t
miss your chance to
advertise in The National
Press Club 1991 Member-
ship Directory!!!

For additional information please contact: Julie Corneal 301-987-7971

Deadline: March 1, 1991
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We knew this family had what it takes to get to the top.

The stations who bought “The Hogan Family” knew it, too. And this fall,
the promise of success paid off. As “The Hogan Family” posted dramatic time
period improvements for its stations. Increasing Adults 18-49, Young Men,
Teens and Kids.

For a programming investment that delivers on its promise, contact
Warner Bros. Our family of sitcoms will take you right to the top.

R

~ Nielsen  Arbitron
Adults 18-49 +11% +11%
Teens/Kids +32% +45%
Men 18-49 +12% +12%

Source: NSI, ARB Multimarket Average; Oct. 90 Share v. 89 Share

WARNER BROS.
DOMESTIC TELEVISION DISTRIBUTION

A Time Warner Company



MONDAY MEMO

An international broadcasting commentary from Joel Koenig, managing partner, Deloitte & Touche, New York

n the last few years, an enormous

amount of attention has been given to

international co-productions and dis-
tribution. Both Americans and Europeans
are seeking partners throughout the world.
In addition, much has been written about
the emerging Europe in 1992, and on the
level of creation of new software to feed
the expanding number of channels that are
going to be available. The projects are

significant. The need for product is, obvi-

ously, ever-present.

Yet for all this attention to opportunity,
financial issues associated with the emerg-
ing Europe and the relationship between
America and Europe have been given
short shrift. An underlying significance of
this environment are the financial changes
that will occur in Europe in 1992.

International  television  executives
should be aware of this as it relates to
financial management, income tax issues,
and accounting principles and standards.
Certainly, international currency exchange
receives a fair share of attention, but the
issue goes much deeper. When you look
at some of the documents, what becomes
apparent is the extent of the accounting or
financial changes that are going to come.

Nevertheless, there are some account-
ing matters which are very important for
executives to know as they relate to the
entertainment business in Europe.

Certainly one of the major appeals to
television broadcasters of a united Europe-
an Community is its size: larger than the
United States and with approximately the
same number of television households.
But unlike the U.S., the'EC is a collection
of 12 individual countries, each with
strong paternalistic financial traditions.

The European Currency Unit (ECU) is
providing a common currency by which
cross-border trading can be reconciled,
but companies seeking to operate in vari-
ous countries in Europe must contend
with a disparity in accounting practices.

Prior to 1978, the United Kingdom,
Ireland and the Netherlands were a signifi-
cant minority of European countries with
a system of separate accounting and tax
systems—as in the U.S.—whereas in the
rest of Europe and in Japan common tax
and accounting Systems were used.

The Fourth Company Law Directive,
adopted by the Council of the European
Communities in 1978, seeks to provide a
**harmonization’’ of European tax prac-

tices. Its primary objectives are:
8 Uniform presentation of formats for
P&L accounts and balance sheets;
8 Comparable valuation principles, and
8 Presentation of standard minimum
footnote disclosure in order to achieve a
true and fair view of the company.
Conversely, EC companies’ greater in-
vestment in the U.S. and other markets

Variations will continue to be seen in
the specific accounting areas that affect
reported profit and assets. For example,
there is considerable diversity in the appli-
cation of depreciation.

If anything is clear, it is that while the
EC is well on its way toward unification,
American entertainment companies must
still consider individual aspects of each
member state before ‘‘jumping in.”’

One of the more recent and promising
developments, and one that holds prom-
ises for companies wishing to make a
foray into Europe, is the European Eco-
nomic Interest Group, or EEIG. Enacted
last year, the EEIG facilitates cross-border
cooperation between member state com-
panies that are involved in similar activi-
ties. Branches or subsidiaries of U.S. or
other non-EC countries may participate in
EEIG’s, so long as they have central ad-
ministrative offices within the Community
and comply with member state laws.

The EEIG enables companies to group
part of their operations into a separate yet

has resulted in the
requirement for pub-
lication of consoli-
dated financial state-

“Financial issues
associated with the

fully recognized
structure. EEIG’s are
being used for joint
marketing, purchas-

m;thnts in ac.coijd?p.ce emerging Europe E%L l;mdtlse.i!ing and

with recognized *‘in- . \ activities.

ternational stan- and the relationship The  Association

S o | bevveenmerica | of oo Tl
rope, historical- n

ly, hasperelied more and Eur ope have the second EEIG

on bank financing been given short formed, with the ob-

than on the capital
markets for sources

shrift.”’

jective of promoting
business  activities

of funds, explaining,
in part, the effect of the tax influence on
accounting practices. It follows that when
published accounts are used for tax assess-
ment purposes, conservative choices re-
sult and the tax approach leads to account-
ing policies that result in reported profits
being as low as possible.

Accounting harmonization was also to
include standardization of presentation.
Yet there has emerged a clear preference
for one format in continental Europe, in-
corporating a horizontal balance sheet and
profit and loss accounts analyzed by type
of costs. The United Kingdom and Ireland
are left with their traditional presentation
with vertical balance sheet and profit and
loss accounts analyzed by function of
cost—cost of sales, administration—but
with greater detail than before.

and commercial co-
operation, and developing common posi-
tions among members.

Certainly, a strong European account-
ing standard is only conceivable, and in-
deed worthwhile, if its standards are rec-
ognized by its main economic partners.
This issue is especially relevant to coun-
tries seeking mutual acceptance of report-
ing standards for an international stock
market listing.

Discussions being conducted with the
International Accounting Standards Com-
mittee, with an aim to reducing reporting
options, are of key importance in this
context. If this international organization
is to win support from established ac-
counting regimes—such as those used in
the U.S.—it is vitally important that Eu-
rope be able to give strong support. @
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Complete NATPE Convention coverage.

Two Special Report issues bring you full Convention coverage only the way Broadcasting ' can do it!
Plus: The agenda. The exhibitors. And bonus circulation at the convention site.

January 14 - NATPE
January 21 - Post-NATPE

Deadline for materials:
10 days prior to publication date.
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BUYER-SELLER GAP SPELLS SLUGGISH STATION SALES

Survey of would-be TV station buyers finds pessimism affecting bids;
waiting for owners’ credit problems forcing more stations on market

ergers and acquisitions in the
United States were way down
in 1990, even following a pre-

vious decline in 1989, and the broad-
casting industry was not immune. In
1989, $1.5 billion worth of TV stations
were sold, not including those that were
part of group sales. In

to bid based on today’s financing.”’

Although a gap has always existed,
what makes it important today is that
greed no longer brings sellers to the ta-
ble, since in many cases they are now
facing losses upon sale.

If greed is not bringing sellers to the |

Communications. He said the latter con-
traction, in particular, has forced buyers
to come up with more equity, which
means that their projected return from a
station has to be higher if they are to
eamn the same return-on-equity as be-
fore: *“The situation has gotten progres-
sively worse over the

1990, the value of
proposed transactions
is down by more than
40%, and given the
number of deals that
will fall through, the
decline could be by
more than half.
Perception of the
market is important.
The 90 TV station
transactions proposed
in 1990 approach
10% of all commer-
cial stations. One
could thus view the
present market as
close to normal and
the deal-driven mid-
1980’s as an aberra-
tion. But measured
against the number of
owners believed ea-

— FEELS LIKE A BULL

FEELS Like
A DOG 7o ME/

last year and a half.
The fact that prices
are now  lower
doesn’t  necessarily
mean that the buyers
are coming out ahead
...in many cases no
one is winning.”’

Projections of re-
turn on investment
that buyers use in de-
ciding how much to
bid are also generally
being pared as the ad-
vertising market be-
comes more difficult.
In some cases buyers
are being driven away
entirely.

Dudley Taft, presi-
dent of Taft Broad-
casting, said he
stopped looking for

ger to sell, that sta-
tion volume is considered weak.
Perception is also frequently used to
explain the transaction dearth, specifi-
cally the ‘‘perception gap’’ between
what buyers and sellers think properties
should bring in the market. Even as buy-
ers’ and sellers’ own estimates change,
the gap remains, according to Richard
Geismar, chairman of Broadstreet Tele-
vision: ‘‘We started two to three years
ago with sellers asking 15 [times the
station’s cash flow] and buyers offering
12. Then the sellers went to 13 and the
buyers to 10. Today, sellers are at 10
and buyers at 8."' For Geismar, who
coptinues to look at stations as a buyer
and recently authored a book, ‘‘Invest-
ing in Broadcasting Stations,”’ the sell-
ers are ‘‘are still dreaming about the
prices they paid, while the buyers have

table, neither, at least in 1990, is pover-
ty. Sellers’ financial problems, especial-
ly with their lenders, was not the incen-
tive for divestiture that many buyers
such as Andrew Banks, a managing di-
rector with ABRY Communications,
were expecting. And station availability,
said Banks, is a more important determi-
nant of transaction volume than when
*‘the price of a station becomes X.”’

Owners may have had some bargain
with their current lenders, but potential
buyers had virtually none with potential
lenders.

The credit shortage has been well
publicized, especially as it relates to se-
nior lending from commercial banks.
But equally important was the contrac-
tion of the subordinated debt markets,
said Bill Schwartz, president of Cannell

stations about  six
months ago, in part because of concerns
about the advertising marketplace: ‘‘The
current softness in the network scatter
market has hurt the national spot market.
It makes you wonder a little how often
this will happen...even 5% annual reve-
nue growth doesn’t make an outstanding
business.”” Taft, however, thinks that
station prices will soon reflect weaker
revenue growth, and he also notes that
other characteristics of the TV station
business, such as its FCC franchise and
lower capital and labor components, are
so far little diminished.

Doubts about the near-term industry
outlook were frequent among those
commenting, even though most of them
already have a substantial investment in
the industry. Said Phil Jones, president
of Meredith Broadcasting Group: “‘I'm
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not a doom and gloomer, but until we
see how things turn out there is nothing
indicating a surge in revenue.”’ Cannell
Communications’s Schwartz said: *‘I
think there are fewer buyers because the
TV business has not been that great over
the past few years and a lot of people are
disenchanted. Certainly for affiliates
there has been nothing positive recent-
ly.”

The hesitance of potential buyers to

buy TV stations has forced them to
consider, even favor, investment in
other, if related, businesses. The $375
million available for acquisitions by
Multimedia, for instance, will be lucky
to find its way to a TV station, said the
company’s chairman, Walter Bartlett:
**We will go first at programing, and
second, put our money in cable or ca-
ble adjunctive businesses. Third, we
will buy a broadcasting property but it

would have to be a terrific broadcast-
ing property. We will not buy a station
that is number one in the market and
well run, even if it is priced at a low
multiple.”’

Other buyers are no longer satisfied to
*‘bet on the industry,’’ but rather insist
on finding stations where aggressive
management is the key to return on in-
vestment. ABRY's Banks was among
those expressing that view. -6f

MATSUSHITA MOVES ON $6.1 BILLION PURCHASE OF MCA

Investors view anti-takeover provisions of spun-off WWOR-TV as weak

MCA mega-deal appeared headed

for almost certain closing at mid-
night last Friday (Dec. 28) through com-
pletion of the Japanese industrial giant’s
$66-per-share, $6.1 billion cash tender of-
fer for the Hollywood studio.

An FCC muling earlier in the week
cleared the way for the studio’s spinoff
of its only station, WwWOR-TV New
York. The spinoff company, Pinelands
Inc., was required by the commission’s
foreign ownership rules and will for-
mally begin life upon approval by the
Securities and Exchange Commission.
The station made a revealing SEC fil-
ing last Thursday providing details of
its operations.

But Pineland stock had already be-
gun trading as of late Thursday on a
“‘when-issued” basis. Starting at $14
per share, by Friday it had risen to $17.
Although the new stand-alone compa-
ny’s first financial document showed
recent revenue growth and profitabili-
ty, Wall Street’s main interest ap-
peared to be in profiting on a takeover
battle for the VHF independent.

In fact, Pinelands was structured in
ways traditionally thought to hinder
takeovers, including staggered elec-
tions of groups of directors. But a key
share purchase rights or *‘poison pill”’
provision was written, said one arbitra-
geur, ‘‘so you could drive an 18-
wheeler through it.”* The poison pill is
invalidated, the arbitrageur said, if an
all cash offer is made for the shares,
and that offer doesn’t even have to be
financed or approved by the board.

If Pinelands was taken over, the top
management of WWOR-TV would be
well taken care of, according to the
SEC filing. Lawrence Fraiberg, the 69-
year-old chairman of the board and
chief executive officer, and Michael

T he politically charged Matsushita-

Alexander, president and chief opera-
tion officer, are among a handful of
executives who were given five-year
employment contracts that will be hon-
ored in full if there is a change of
control. Given that Fraiberg’s 1991
salary is anticipated to be about $1
million, he would appear to be due to
receive at least $5 million in...the
event of a...takeover. That amount
would be even higher because of 10-
year non-qualified options to buy
100,000 shares. Alexander’s salary is
expected to be $525,000, with initial
options to buy 50,000 shares.

In addition to Fraiberg and Alexan-
der, other directors of Pinelands will
be Thomas Wertheimer, executive vice
president and director, MCA; Michael
Gardner, Washington lawyer; Robert
Hadl, vice president, MCA; Jean Hart-
ley, former station manager and con-
sultant to the station; Henry Kates,
president and CEO of Mutual Benefit
Life Insurance, and Donald Pels, for-
mer chairman-president, LIN Broad-
casting.

Before the station could be sold there
must be issued a decision by an FCC
administration law judge in the license
renewal challenge by Garden State
Broadcasting. The judge is considering
approving a settlement agreement, under
which Newco would pay Garden State
$2 million to withdraw its application.
At issue is whether Garden State is a
bona fide license applicant—whether
Garden State is controlled as it claims by
general partner Jean Wells, or by the
Washington attorneys representing the
partnership.

Regardless of how the judge rules,
Newco should be able to go ahead with
the sale of the station. If the judge finds
Garden State to be a bona fide applicant,
Newco proceeds with the settlement. If

the judge rules Garden State is not, its
renewal challenge will lose steam. The
judge’s decision is expected in January.

The FCC has already dismissed the
other challenge by Whitely Communi-
cations Inc. and last week gave its
blessing to the transfer from MCA to
Pinelands, dismissing objections raised
by the license challengers and by a
man who has sued the station on anti-
trust grounds.

According to the FCC order granting
the transfer, the petitioners failed to
make their case that Matsushita would
control the station in violation of the
foreign ownership rule. **We find that
[the MCA shareholders] are fully quali-
fied and that a grant of the application
would serve the public interest,”’ the
order says.

At $17 per share the implied public
market value of Pinelands is roughly
$287 million. But last week’s filing
shows a -company that could generate
more than $35 millien in 1990 cash
flow, implying possibly a much higher
value.

Through the first nine months of the
year, WWOR-TV had revenue of $140.7
million, up 18.5% over the prior-
year’s period. Although pre-tax in-
come was only $8.8 million, more than
$15 million in expenses was related to
non-cash accounting entries such as
depreciation and amortization. One
concern was that overall market reve-
nue in New York was expected to de-
cline in the fourth quarter from the
period a year ago.

There will be some differences for the
station operating as a stand-alone entity,
and more formal relationships were es-
tablished with MCA on several matters,
including the use of the station’s recent-
ly developed ‘‘Universal 9°* logo. Uni-
versal agreed to let WwOR-TV have a 10-
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year royalty-free license agreement for
continued use of the logo. Should the
ownership of wwOR-TV change, Univer-
sal can terminate the agreement immedi-
ately.

The agreement also states that WWOR-
TV’s use of the logo with regards to all
advertisements for the station will **con-
form to any reasonable standards’’ set
by Universial. Universial also retains
rights to license the logo to any third
party. After the 10-year agreement ex-
pires, the station must cease using the
logo or any *‘similar logo’’ immediately
and destroy all material bearing the
logo.

A much bigger gift from MCA is
that it will forgive WwOR-TV roughly
$368 million in debt owed to the stu-
dio, most of which derives from the
station’s purchase and the $40 million
paid directly by MCA for the station’s
rights to air Cosby.

WWOR-TV aired roughly $14.8 mil-
lion of programing provided by MCA
during the first nine months of 1990
alone. But there will be no legal ties
following the spin-off that would re-
quire the station to accept new pro-
graming arrangements with the studio.

The filing also said that WWOR-TVex-
pected to receive in 1990 roughly $17
million from the sale of program time
in half-hour blocks or longer. -6FJFHA}

FCC OK’S NBC SALE OF WKYC-TV TO MULTIMEDIA

ver the objections of two unions, the FCC, on Christmas Eve, approved

NBC'’s sale of its controlling interest (51%) in WKYC-TV Cleveland to
Multimedia Inc. for $101.7 million, including the assumption of $36.7 million
of debt.

With the closing the day after Christmas, NBC’s interest in the Cleveland
VHF is no longer *‘attributable’’—that is, it no longer counts in calculating
NBC’s ownership interest under the FCC’s multiple ownership rules. Those
rules restrict broadcasters from owning more than 12 stations or reaching more
than 25% of all television homes.

Although NBC is well below both thresholds, the Cleveland deal gives it
additional opportunity to acquire stations. Also, it allows a co-owned compa-
ny— General Electric Capital Corp.—whose attributable interests are lumped
in with those of NBC, to assume control of failing broadcast operations that it
has financed as it did last fall when it acquired Pegasus Broadcasting’s WIBF-
TV Augusta, Ga.; wAPA-TV San Juan, P.R., and KSCH-TV Stockton, Calif.

The American Federation of Television and Radio Artists and the National
Association of Broadcast Employes and Technicians opposed the sale, arguing
that NBC would continue to control the station despite its minority interest and
that the interest should be attributable.

But the FCC dismissed those arguments, citing the fact that NBC’s remain-
ing interest is in the form of nonvoting stock. *‘The commission has long held
that nonvoting stock is nonattributable because, by its nature, it precludes the
means to influence or control the activities of the issuing corporation by the
stockholder.’’

Multimedia’s takeover of the station is expected to breathe new life into the
station. The group broadcaster plans to enhance the news operation, tying it in
with those of Multimedia’s two other Ohio stations in Columbus and Cincin-
nati. What’s more, it will likely transfer to WKYC-TV the two popular talk
shows it produces, Donahue and Sally Jessy Raphael, as soon as they
complete their current contract runs on crosstown WIW-TV in 1992. ~HA

CAPITAL WILL SUPPLY MANY 1991 BUSINESS STORIES

Review of 1990’ s regulatory stories offers preview of 1991’s

as most matters are still pending at year’s end

edia stocks should respond to

two key issues before the FCC

in 1991: financial interest and
syndication, and a revised definition of
“‘effective competition’’ for the cable
industry. Washington observers are an-
ticipating both matters to be settled
sometime during the first half of the new
year. The calendars are still being
worked out at the commission (**Closed
Circuit,”’ Dec. 24).

In the financial interest-syndication
battle, strong political pressure from the
opposing sides is expected to come to
the fore now that the formal outside pre-
sentations have been made to the com-
missioners. It is not yet clear whether
the cable proceeding would supplant rer-
egulation efforts on Capitol Hill—last
session’s legislation was derailed.

Last week Washington tax attorneys
were waiting to see whether an opinion
would be issued before year’s end on the
Jefferson-Pilot tax case, which concerns

the ability of broadcasters to depreciate,
for tax purposes, that portion of a sta-
tion’s purchase price allocated to the
FCC license and network affiliation
agreement. The Internal Revenue Ser-
vice lost a case dealing with the same
issue as applied to the cable franchises
of Tele-Communications Inc. (BROAD-
CASTING, Nov. 12). J. Michael Hines of
Dow Lohnes & Albertson said that al-
though an opinion on legal issues was
rendered in the TCI case, still pending is
the formal decision which marks the be-
ginning of the 90 day period in which
the IRS will decide whether to appeal.
As of last week there were new indi-
cations from the chief national bank ex-
aminer's office that relief from the stig-
ma of ‘‘highly leveraged transaction’’
(HLT) classification may yet come to
the Fifth Estate. A regulatory official
told BROADCASTING that a staff briefing
paper being prepared for bank examiners
would contain changes in the process of

delisting loans from HLT status. Some
observers last week were presuming that
the changes would facilitate the delisting
of media stocks by adding cash flow or
other ‘‘tests’’ to the ones that are cur-
rently primarily balance sheet-based and
thus difficult for many media companies
to meet. Still unknown last week was
whether the staff recommendations
would be approved by chiefs of the regu-
latory agencies responsible for regulat-
ing banks.

For the 2,370 National Association
of Broadcast Employes & Technicians
members at NBC, work goes on under
a contract imposed Aug. 15, pending a
National Labor Relations Board judg-
ment on an unfair labor charges filed
against NBC. Union officials said it is
unlikely the AFL-CIO would support a
boycott of NBC and GE because of
possible conflicts of interest with
unions currently in good standing with
GE. -GFJF
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NEW YEAR SHOULD BE BUSY ONE IN WASHINGTON

Congress has full plate of Fifth Estate issues on hand for 1991,
including cable bill, spectrum fees

l cast and cable industrics can an-
ticipate an active year on Capito!
Hill. Members of the 102nd Congress,
which convenes in early January, are
expected to move quickly on legisla-
tion reregulating cable, although it re-
mains questionable as to whether a bill
will actually become law. Undoubted-
ly, broadcasters will be embroiled in
the cable reregulation debate, but the
issue of spectrum use and fees could
overshadow all other congressional ac-
tivity. And there is talk that the Na-
tional Association of Broadcasters may
wind up aligned with the phone indus-
try, which wants to become a provider
of video services.

Cable legislation should emerge ear-
ly in both the House and Senate. House
Telecommunications ~ Subcommittee
Chairman Ed Markey (D-Mass.) said
cable reregulation is his top priority for
1991, and the leadership of the Senate
Commerce Committee plans to move
something. More cable hearings are
also expected in the Senate. '‘There
will be a lot of fulminating and a lot of
chest pounding: whether something
will move forward is another ques-
tion,’” said one cable lobbyist.

ooking ahead to 1991, the broad- |

|

Getting a cable reregulation bill
through the 102nd Congress may prove
to be a difficult task. The House passed
a cable bill earlier this year, but Senate
Republicans refused to support a simi-
lar measurc after the Bush Administra-
tion voiced its opposition. (The White
House said competition from the tele-
phone industry and others was the an-
swer to lowering cable rates rather than
reregulating the industry.) That posi-
tion is not likely to change, especially
with the current economic downturn,
said one source. And this time the ca-
ble industry will fight legislation, at
least until the FCC has a chance to
complete its effective competition rule-
making, which would subject most ca-
ble systems to municipal rate regula-
tion. There are some who believe the
FCC’s actions will take the steam out
of congressional efforts to reregulate
cable.

NAB President Eddie Fritts believes
the coming year promises to be of
‘‘great magnitude’’ to his industry.
One, he said, that ‘*has the potential to
significantly affect the bottom line of
every broadcast station in the coun-
try.”’ Fritts told BROADCASTING two
wecks ago that the Treasury Depart-

ment is seriously looking at instituting
a spectrum tax (BROADCASTING, Dec.
24). Indeed, as one Washington insider
predicted, ‘‘spectrum fees will now be
a continuing issue. Once you get on the
list of potential revenue raisers you
never get off.”” Furthermore, House
Energy and Commerce Committee
Chairman John Dingell (D-Mich.) will
reintroduce legislation that would real-
locate 200 mhz of government spec-
trum for private use. The spectrum
would be set aside for new technol-
ogies such as HDTV and digital audio
broadcasting. That bill met with resis-
tance from Senate Republicans who
thought the bill should permit spectrum
auctions.

As for other events next year,
NAB'’s position on cable could shift.
‘‘Because the cable bill failed to pass
in the last session of Congress, we’ve
done a great deal of study on virtually
every aspect of the cable, broadcast
and telco relationships,”’ explained
Fritts. ‘“We will be presenting some
ideas to the board in January with an
cye toward taking a fresh look at those
relationships.””

In addition, many NAB members
want to charge cable operators for car-




riage of broadcaster signals. **The lack
of a retransmission fee is a basic mar-
ket inequity,"" Fritts said.

*‘Cable operators take a broadcast-
er's signal and in turn sell it to a con-
sumer for a profit and pay nothing to
the broadcaster for the use of that sig-
nal. On the other hand. cable systems
pay all the cable networks a fee for a
similiar type of service. This inequity
is something that broadcasters recog-
nize and a number of members of Con-
gress also recognize.'' said Fritts. **l
suspect it will be a very important part
of our discussions."’

Earlier this year, NAB presented the
idea it called ‘‘if carry, shall pay'" on
Capitol Hill but dropped the legislative
initiative after making little headway.
As one Hill member observed: the idea
‘*sank like a stone.”’

Under the broadcaster scenario, ca-
ble systems would have a choice of
either carrying most local broadcast
signals as well as pay a fee for them or
not carrying any of the stations. But
critics of the proposal say the cost
would be borne by consumers. Howev-
er, broadcasters feel they can include
provisions in legislation that would
prevent cable systems from passing the
cost along.

One House staffer feels broadcasters
face an ‘‘uphill battle.’" Said another
Hill aide: ‘“They’ll have to change an
awful lot of minds."’

As for NAB’s position on cable rere-
gulation, Fritts denied that NAB made
a last-minute decision to abandon the
proposed cable bill. Instead, he said,
the association merely recognized that
the measure was doomed.

Said Fritts: **You don’t work around
the clock for two years, testify before 10
Senate hearings and a couple in the House
side, activate grassroots, fight the phone
companies, keep the phone companies
from encroaching on the poor cable sys-
tems and save their hide, to walk away at
the last minute. We just were the seers
who said rthis thing has gone comatose,
it’s just a matter of time."’

Some say the telcos can no longer
“‘put off,’’ and that NAB should align
itself with the telephone industry. Al-
though, as one source put it: **We don’t
want to trade an 800 pound gorilla [ca-
ble] for a 2,000 pound gorilla.™

Nor is NAB’s stand on content ex-
pected to change. Broadcasters have a
“‘bedrock concern;’’ they do not want
the telcos to control content, Fritts said.
NAB thinks a video-dial tone approach
should be taken and that the phone com-
panies be a delivery service only. Still,
Fritts said there may be room for negoti-

TELCOS TO TRY AGAIN IN 102ND CONGRESS

fsether the phone companies will be permitted to deliver video services is

expected to be a live issue for the 102nd Congress which convenes in
January. Keeping the issue alive is Senator Conrad Burns (R-Mont.), whi
sponsored legislation in the last Congress that would have allowed phone
companies to offer video services in their service area. Burns is exploring a
number of options for a new bill that could improve its chances for passage.
Under consideration: Defer for five years a telco’s ability to own or produce
programing. They would be banned from originating local programing alto-

gether.

After five years the telcos would be limited to an ownership interest in only

|0% of the available channels.

The telcos would be required to provide fiber optic technology to all their

subscribers.

Civil suits could be filed to prevent cross subsidy.

Broadcasters could either grant or refuse retransmission consent. If they
permit telcos to retransmit their signals then a must-carry scheme would kick
in and the telcos would have to carry most local stations for free. Or they can
negatiate a fee with the individual broadcaster for their signals. The fee would

be capped to protect subscribers.

ation. He said five of the seven Bell
operating companies have indicated they
are not interested in content or control of
content. Even if NAB and telephone in-
terests are able to strike a deal, sources
expect the National Cable Television
Association will oppose the telcos.

Said one Washington insider:
‘*Broadcasters think that if they can
keep the phone companies as common
carriers they’re better off joining the
phone companies in wiping cable out
because then broadcasters will be the
only programers. But the hole in that
theory is that in a world where telephone
delivery of video signals is ubiquitous,
they too will get wiped out.””

**I continue to hear rumors that broad-
casters are reconsidering their position,”’
said John Sodolski, president of the
United States Telephone Association. I
don’t know if that’s true. I hope to talk
with them in the next few weeks,”” So-
dolski told BROADCASTING. But at the
same time he also said that video-dial
tone is *‘not sufficient.”’

Some Hill staffers do not think the
telcos will prevail. Lawmakers may
want to focus more attention on ‘‘back
home issues'” rather than inter-industry
‘*squabbles,’’ David Leach, aide to
Chairman Dingell, told a group of
Washington lawyers earlier this month.
And Kevin Curtin, chief counsel and
staff director for the Senate Commerce
Comnmittee, told the lawyers that he did
not think the Senate will go beyond vid-
eo-dial tone.

As the telco entry debate progresses
next year, there may be a new wrinkle
that relates to monitoring telco behavior.

XM

Senator Conrad Burns (R-Mont.) is con-
sidering legislation that would allow pri-
vate companies to bring civil antitrust
actions against telcos that run afoul of
cross-subsidization laws. The safeguard
was first raised by Tele-Communica-
tions Inc. President John Malone
(BROADCASTING, Nov.6), but some ca-
ble lobbyists fear the Hill has latched
onto the antitrust talk before addressing
the larger question of cross-subsidy.
Robert Thomson, TCI vice president,
governmental affairs, said Malone's re-
marks referred to the second part of a
two-step process. The first, he said, is
resolving the ‘‘threshold question™ of
defining what constitutes cross-subsidy.
Furthermore, another cable source ques-
tioned how the proposal would work:
‘‘Before you can bring an action you
have to catch them.”

When the 102nd Congress recon-
venes, discussions over the public inter-
est obligations of broadcasters also are
anticipated. Fritts said NAB expects
House hearings on the matter. *‘We look
forward to telling the Congress of our
public service contract with the govern-
ment. We can differentiate rather dis-
tinctively the broadcasters role versus
other spectrum users role,”” said Fritts.

And he expects campaign finance re-
form—including free broadcast time and
the lowest unit rate—will be ‘‘front-
burner issues.’’ Congressional efforts to
restrict beer and wine advertising could
advance, said Fritts. And according to
Hill sources, consumer issues such as
abuses in the interstate 900 services in-
dustry will fall under congressional scru-
tiny. M
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NEWS, REPLACEMENT SHOWS ON MINDS OF FOX AFFILIATES

Questions on those areas as well as children’s schedule are likely topics

at new network’s affiliate meeting during INTV convention

ates will not be making the trip to

the Association of Independent
Television Stations convention in Los
Angeles this year, but those that do will
have a lot of questions to ask the execu-
tives of the growing Fox programing
service.

Fox affiliates are generally pleased
with the performance of the service’s
expanded fall schedule, based on a ran-
dom sampling of station executives. But
questions remain on several fronts, in-
cluding the state of Fox’s proposed news
service, its children’s programing lineup
and its mid-scason replacements.

Fox has becen slow to give any green
lights to programs in development, in-
cluding a Married... With Children spin-
off, Top of the Heap:. Fantasy Park, an
interactive prime time game show;
Blood Ties, a vampire series, and The
Last Hurrah, a weekly documentary fo-
cusing on high school seniors.

Determining which back-up program-

I t appears that a number of Fox affili-

ing Fox will choose has become a top |

priority for affiliates, said Barry Baker,
president of KDNL-TV St. Louis. Baker is
seeking more information on the make-
good schedule for the first quarter of
1991, based on advertising shortfalls
during the just-ended fourth quarter.

Although some Fox shows that debut-
ed last fall have not fared well in the
national ratings, such as Babes and
American Chronicles, the expanded ser-
vice has driven local numbers up for
many affiliates, said Dan Sullivan, pres-
ident of Clear Channel Television, own-
er of four Fox affiliates. At the compa-
ny’s KOKI-Tv Tulsa, he said, market
share has doubled from the 6 shares it
garnered last year.

Sullivan said he was optimistic about
future Fox programing despite any
shortcomings in the fall schedule. *‘I'd
rather see them taking chances and fail-
ing than sitting and doing nothing,”’ he
said.

“‘By and large, Fox affiliates feel that
some major strides have been made this
year,”’ said Stephanie Campbell, pro-
gram and operations director, KDVR(TV)
Denver, and a member of the Fox Pro-
gram Executive Council. ‘‘They can’t
be expected to be perfect.””

“I think Fox didn’t realize as they
expanded that their success ratios will
start to mirror the other networks,’" said
Sullivan. ““They’ve had to stick it out
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with shows that were less than stellar
performers because there was nothing
else to put in its place.”’

Clear Channel is among the Fox affili-
ate owners that will have fewer execu-
tives at INTV 91 than in the past. The
company is sending none of the four
gencral managers it sent last year, which
Sullivan attributed to the slow economy.

Affiliates attending the Jan. 5 day-
long Fox meeting will see presentations
by Fox Broadcasting Co. executives Ja-
mie Kellner, president-chief operating
officer; Peter Chernin, president, enter-
tainment group; Margaret Loesch, presi-
dent, Fox Children’s Network, and
Anita Klever, senior vice president. Fox
Network News.

Affiliates will be paying particularly
close attention to developments of the
Fox News Service because local news-
casts will be the key to differentiating

Fox stations f{rom other program
sources, said Steven Soldinger, general
manager and  program  director,
wccB(Tv) Charlotte, N.C. Despite

strong interest by Soldinger and other
atfiliate executives, Fox news develop-
ments have been sketchy. -RB

FOX TAKING BACK MINUTE DURING AFTERNOON

uc to overly ambitious ratings guarantees to advertisers for the Fox

Children’s Network, Fox is taking back a minute of advertising time from
affiliates during the afternoon strip Peter Pan & the Pirates to use for make-
goods. The new advertising time allocation will have Fox taking three minutes
and affiliates selling three minutes from the half-hour animated show.

The new three-three minute split might have been 4-2 in favor of Fox if
the ratings on the afternoon strip had not improved from early season
numbers, according to Michael Fisher, general manager, KTXL(TV) Sac-
ramento, Calif., and chairman, Fox Affiliate Board. ‘‘We saw it [the
advertising shortfall] coming early on and we addressed it two or three
months ago,’’ said Fisher, who added when the topic was first discussed
*‘we were talking about something substantially more’’ than the one addi-

tional minute held back.

The new split will go into effect beginning today, Monday, Dec. 31, and
will remain in place for 13 weeks. ‘“Hopefully this will be a rare occurence,’’

said Fisher.

The decision to give back the minute was made by the affiliate board, said
Fisher, who added that Fox cannot make the decision on its own. ‘‘Fox can
bring the problem to the plate, which it did, and the board thought it was
judicious at this time to make the change. We’re all in this together,’” he said.

Fisher said he has not heard from any affiliates disgruntled about the change
and that, if it had to be done, now was the best time. *‘We're talking about the
first quarter when there’s less demand on the kids market. So it's an easy

opportunity to make it good,”’ he said.

The Peter Pan and the Pirates series is the anchor for the Fox Children’s
Network, which debuted in the fall. The kids lineup has been beset by delays
and use of repeats due to Fox’s last-minute entry into the animation business,

which typically requires a great deal of lead time for production.
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‘Cosby,’ top rated off-network sitcom

‘Wheel,’ top ranked game show

KIDS SOAR, ADULTS STUMBLE IN NOVEMBER BOOK

Veterans led pack according to Nielsen numbers for syndicated sweeps

eteran syndicated shows contin-

ued to dominate the top ranks of

all program genres during the No-
vember sweeps, according to an analysis
of the Nielsen market rating books by
Petry Television. The news for new
adult first-run strips was mostly bad,
while a majority of the seven new off-
network sitcoms in syndication fared
well. The children’s market continues to
soar.

Entertainment Tonight was the top
rated magazine during the sweep, aver-
aging a 9 rating and 16 share. (All rat-
ings cited are from the Petry analysis.)
The show was down slightly in house-
hold rating (4%), but up in most demo
categories. Current Affair, with new
host Maureen O’Boyle, was second
ranked among magazines, with an aver-
age 8.2/18, and Inside Edition was third
(7/17). Paramount’s Hard Copy was
fourth (5.5/13), while two new maga-
zines brought up the rear: King World’s
Instant Recall (3.3/12) and Personalities
(2.4/9).

Oprah Winfrey emerged again as the
clear leader among talk shows, with an
average 10.8/32. Donahue was a distant
second, averaging a 6.6/27. Sally Jesse
Raphael maintained her third place posi-
tion with a 4.9/24, and Geraldo was
fourth at 4.6/18. Regis & Kathie Lee,
primarily cleared in the mornings, aver-
aged a 4.1/19. Joan Rivers, also cleared
primarily in the mornings, averaged a
2.8/13.

In the late night talk arena, Arsenio
Hall averaged a 3.4/14. MCA’s new
late night entry, My Talk Show, aver-
aged a 0.9/4.

In the game show category, Wheel

of Fortune (15.9/31) and Jeopardy
(13.3/28) once again were the two top
ranked programs. LBS’s Family Feud
was third, with a 5.8/15. The new
Challengers was fourth with a 3.4/12
and Love Connection was fifth with a
2.7/10. Among other new game
shows still around, Trump Card (2/7)
and Jokers Wild (1.9/7) brought up the
rear.

The Cosby Show, now in its third
season in syndication, was the top-rat-
ed off-network sitcom (8.3/21), with
Cheers second at (7.3/19).

This season saw the most new off-
network sitcoms introduced in one sea-
son—seven, and most performed well
in November. Golden Girls was the
highest rated new sitcom and third
overall in the category with an average
7.1/17. Who's the Boss, now in year
two, was fourth, averaging 6.8/17.

Among other new sitcoms in syndi-
cation, 227 averaged a 4.5/12, with
strong gains against November 1989
time periods in women and teen de-
mos. Mama's Family, now being
stripped in 87 markets, averaged a
4.2/12, and was also up substantially
in most demo categories. Hogan Fam-
ily averaged a 4.2/7 household rating
and was up sharply among young
women and teens, compared to pro-
grams in its time period a year earlier.
Amen averaged a 3.6/10 and also im-
proved its time period sharply among
young women and teens.

Other new sitcoms, however, did not
perform particularly well during the
sweeps. Perfect Strangers averaged a
4.2/8, but was down an average 25% in
household rating from the time period

performance a year earlier and was
down in most demo categories as well.
That trend was similar for Head of the
Class, which averaged a household
3.4/8, and ALF, which averaged a
household 3.7/9.

Among off-network hours, Hunter,
from Cannell Distribution, had a
strong book, up 25% in household rat-
ing and gains across the board in key
demos. The off-Fox version of 2/ Jump
Street, also from Cannell, averaged a
3.6/5, while the new first-run version
averaged a 2.6/7. In both cases, the
show registered strong gains among
teens and young women.

MTM’s new cooking strip, Graha
Kerr, averaged a 1/4 household num-
ber, and was down in its time period
across the key demos.

In the children’s category (where the
ratings reported are for children 2-11),
Teenage Mutant Ninja Turtles was the
top-rated strip with a 12.8/45, up 71%
in ratings from a year earlier. The new
Tale Spin was second among kid’s
strips, with an 11.4/38, followed by
Tiny Toon Adventures, which had an
11/38. Fox’s Peter Pan and the Pirates
averaged a 6.6/30, but was down 20%
among children compared to a year
earlier.

Among new weekly childrens
shows, Widget (which is going to strip
next season), averaged a 5.9/19, while
Captain Planet averaged a 4.1/23.

Among weekly adult first-run
shows, Star Trek: The Next Generation
led the pack once again with a 5.3/19,
up 29% in household rating. The
show registered strong gains in most
demos. -SM
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THE LATEST
PROBLEM FOR
INFOTECHNOLOGY

Banks say company
is in default of
$20.7 million in loans

informed Infotechnology, parent

of struggling Financial News Net-
work and United Press International,
that the company is in default of $20.7
million in loans, and that Security ‘‘in-
tends to enforce the bank’s remedies.”’

The bank stated that, acting on be-
half of itself and Midlantic National
Bank, the due date of the loan (July
1991) has been accelerated, meaning it
is due immediately. The loan is collat-
eralized by Infotech’s 46% stock inter-
est in FNN, but according to Infotech,
the bank has made no move yet to
acquire the assets. In a statement, Info-
tech said: ‘‘The bank has not scheduled
a foreclosure sale of Infotech’s FNN
stock, and the company believes that
no such sale is imminent."’

FNN took a breather last week from
the due diligence process it is undertak-
ing with four prospective buyers. In ad-
dition to bids received from King
World, GE-NBC and Time Warner
(BROADCASTING, Dec. 24), Group W
has emerged as the fourth company to
submit a bid. Infotech’s statement said
that FNN will continue its efforts to sell
the network ‘‘without regard to any ac-
tions which Infotech’s banks have taken
or may take."’ Events and sources seem
to indicate the sale is on a fast track,
since FNN cannot continue operating in-
definitely with its current losses and
debts. Separately, FNN has insufficient
cash flow to cover $49.5 million in bank
loans from Security Pacific and Toronto
Dominion.

Additionally, Infotech announced that
as of Dec. 21, FNN’s stock was re-
moved from the National Market System
(NMS) of the National Association of
Securities Dealers (NASD), but that
NASD has given FNN a continuing ex-
ception to the listing requirements of the
NASDAQ system. That exception is in
effect until Jan. 15, 1991, when the situ-
ation will come up for further review.
That date is when Infotech must file its
fiscal 1990 10-K report with the Securi-
ties and Exchange Commission.  -SbM

s ecurity Pacific National Bank has

NBC KICKING OFF ‘DARK SHADOWS’ PROMO BLITZ

I n an effort to build anticipation leading up to the debut of NEC's Dark
Shadows, the network has kicked off a three-part promaotional campaign thai
will incorporate Domino’s Pizza, Circuit Uity electronic stores, and more than
20K} United Artists theaters.

The series premieres on Jan. 13 and 14 at 9-11 p.m. as a four-hour mini-
series, with the one-hour show to debut in its regular time slot of Friday 9-10
beginning Jan. 18.

Domino’s Pizza is the exclusive sponsar of a national radio promotion in
markets 25-30. Domino’s will also sponsor a contest titled *"Don’t Be Afraid
of the Dark’’ through the radio promotion. Winners will be cligible for Dark
Shadows prizes including a trip to Beverly Hills for a ¥IP screening of the
premiere.

Through a one-year agreement with Preview Tech, more than 250 Circuit
City Stores and Highland Super Stores will begin airing two-minute Dark
Shadow trailers on their television displays.

The promotional spots being shown in the United Artist theaters will be
screened on monitors near the theater’s concession stands. According to NBC,
the spots are the first promotional clips for a mini-series to be shown in the
United Artists theaters.

The overall NBC promotional strategy began on Dec. 16 with a series of on-
air teasers targetted toward all demographic groups. The network has also
purchased time on MTV, Nick at Nite and the USA Network. As the premierc
grows closer, the frequency of the spots will increase and the clips will
become longer to reveal more information about the show.

Dark Shadows is an updated version of the daytime serial which drew a culi
following in the 1960’s. The show is produced by Dan Curtis (War and
Remembrance), and stars Ben Cross and Jean Simmons.

Also at NBC, the network is delaying the launch of Sunday Best to Sunday,
Feb. 3. The show had been scheduled to air on Jan. 13, but is being pushed
back to avoid any possible overruns from NBC’s coverage of the NFL playoffs
during January. The show’s time slot will remain 7-8 p.m,

LBJ STATIONS FOR SALE

BJ Co. announced last week that its KLBJ-AM-FM Austin, Tex., are for sale,

Ted Hepburn Associates and Sandler Media Capital, brokers jointly repre
senting LBJ, have appraised the stations at $13.5 million, but would not
comment when asked about prospective buyers. LBJ Co. was formed by
President Lyndon Johnson, whose family has owned the statiens for over 41
years.

FOX PLAYING FAVORITES?

mong noteworthy items in latest round of comments in FCC’s financial

interest and syndication rules proceeding was alleged evidence of how
networks would favor own affiliates if allowed into first-run syndication,
Group of independent broadcasters (Chris-Craft/United Television Staticm
Group, Gaylord Broadcasting Co., Tribune Broadcasting and Channel 50 TV
Corp.) submitted copy of Dec. 12 memo from Preston Padden, senior vice
president, affiliate relations, Fox, to Fox affiliates encouraging them to buy
Up Late With Ron Reagan, MCA'’s late-night, first-run talk show in‘which
Fox has interest. ‘‘We have asked MCA to give special consideration to Fox
affiliates in distributing this new program,’” Padden says in memo. Group
broadcasters charge the ‘‘preferential treatment...illustrates in the most con-
crete and immediate terms the dangers of network involvement in first-run
syndication. Such involvement will inevitably distort the ‘ree competitive
workings of the program marketplace.’’ Padden was unavailable for comment
last week.

42 Top of the Week

Broadcasting Dec 31 1990

\
]



|

PROGRAMING

INTV PONDERS FOX FACTOR, FUTURE VENUE

hile INTV prepares for busi-
ness as usual in Los Angeles
despite a number of syndicator

defections approaching this January’s
convention (BROADCASTING, Dec. 10),
the continued expansionist plans of Fox
Broadcasting Co. and its affiliates’ role
within INTV continue to raise questions
about the course INTV will take in the
near future.

Another immediate concern—voiced
by several syndicators—is INTV’s de-
cision to move the convention to San
Francisco in 1992, a ‘“‘neutral’’ site
that some distributors on the INTV
convention planning board felt would
give the conference a breath of fresh
air.
Although Fox's potential network sta-
tus is contingent upon a number of out-
side factors (chiefly the FCC and Con-
gress), its growing pains and softer than
anticipated prime time and daytime per-
formances could also effectively delay
its achievement of that goal. Even as
Fox was testifying on the fin-syn issue
on Capitol Hill, INTV officials and oth-
er industry observers felt it may be some
time before Fox would actually program
above the current FCC waiver limit of
18 hours of network programing week-
ly.
*“There is no one single view on this,
but I don’t think Fox wants to see itself
as a wall-to-wall network dike the oth-
ers,”” INTV President Jim Hedlund said.
““I certainly don’t think Fox wants to
give up its syndication and studio arms
to one of the possible conditions [of an
FCC fin-syn compromise]. Fox affiliates
have the best of both worlds by main-
taining an independent identity, so why
give that up? Not many of the INTV
members, that I can recount, have really
made it much of an issue. I really don’t
think there is a Fox and non-Fox inde-
pendent that is not able to work togeth-
er.”

However, Steve Bell, vice president
and general manager of Tribune Co.-
owned independent KTLA-TV Los Ange-
les, says that Fox’s potential network
status beyond the May 1991 waiver
deadline and its future role within INTV
is “‘still the $64,000 question.” In
Bell's view, ‘‘one of things that Fox has
going for it is Preston Padden [FBC’s
executive vice president of affiliate rela-
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INTV’s Century Plaza Home

tions and former INTV president] and
his desire to keep Fox attached to INTV.
Other than the four nights of prime time
programing, Fox affiliates are otherwise
regarded as independents that can pro-
gram the rest of their schedules. Fox has
just expanded too fast. No matter what
the FCC decides, the competitive pres-
sures of the marketplace will dictate if
they can expand further.”

In fact, Padden says, the “‘Fox phe-
nomenon’’ has helped to ‘‘bring down
the price of syndicated programing and
decreased the amount of available local
spot inventory, effectively creating a
better spot economy for the other inde-
pendents in each market.”’ Padden add-
ed: “‘Fox continues to strongly support
INTV and its member stations. Fox has
its mini-meeting Saturday (Dec. 29),
which we feel will help increase the Fox
affiliates’ attendance at this conven-
tion.”’

But attendance at the 1992 convention

(Jan. 7-10) in San Francisco may be the
crucial test of INTV s ability to maintain
a competitive  presence  vis-a-vis
NATPE’s annual program conference
(scheduled for Jan. 20-24, 1992 in New
Orleans). One major Los Angeles-based
distributor, who wished to remain an-
nonymous, said ‘‘hub exhibitors’’ work-
ing out of Los Angeles sending sales-
people cross-town to The Century Plaza
Hotel to screen product, “‘inflicted little
damage’’ to their budgets but the poten-
tial costs of flying some eight salespeo-
ple into San Francisco and putting them
up in hotels could approach $30,000.

Dick Askin, president of Samuel
Goldwyn Television, concurred, saying
that the move is “‘a financial and logisti-
cal burden’’ that may turn current dis-
tributors into ‘‘just registrants’’ for next
year's convention. ‘‘NATPE is logisti-
cally even more of a nightmare, but it is
more effective as an exhibitor’s conven-
tion."”’ -MF

Prog-nming [ <]



Believe 1t or not,
you could be 1n more trouble
without him.

19862 And he’snot alone. Because The Program
Exchange also features The Flintstones and
The Woody Woodpecker S how—consistent top-
ten performers for the last decade.

It’s hard to believe that someone like Dennis
can be relied on todo anything but cause trouble.
Butdid youknow Dennis the Menace has been
a top-ten performer since his introduction in

Dennisthe Menace © 1991 Hank Ketcham Enterprises, Inc. Woody Woodpecker ©1991 Walter Lantz Productions, Inc.
Source: Arbitron Syndicated Program Analysis
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So don’t get yourself into trouble with too
many new and unproven shows this season.

Put these guys on your schedule, and the only

trouble they’ll make is for the competition.
Evergreens Are Always In Season.
See us at NATPE Booth #1123

livision of Sacteh; & Sootchi Advertising, inc.

Fred Flintstone © 1991 Hanna-Barbera Productions, Inc.



INDEPENDENTS RAISE NEWS PROFILES

[EN DGLOGK REWS

T e M

hile the number of locally pro-
duced independent newscasts
has traditionally shown slow

growth, the past year saw a number of
start-ups across the country. And inde-
pendent stations are expected to show an
even more dramatic increase in local
news offerings in 1991, as Fox Broad-
casting prepares to launch its long-antic-
ipated affiliate news service.

There are roughly 55 independent sta-
tions with locally produced newscasts,
with most of those in the top 20 markets,
according to David Smith, manager, TV
consultation, Frank N. Magid Asso-
ciates, Inc.

Smith said independent newscasts in
major markets are increasingly attracting
younger viewers, who stay with the
news following strong movie and sports
lead-ins. Many of those same viewers,
he added, stay with the station past the
news for such late-night fare as The Ar-
senio Hall Show.

At wuaB(TV) Cleveland, for example,
ratings have been building for the sta-
tion’s 10 p.m. nightly newscast since its
January 1988 launch. WUAB’s Monday-
Friday newscast averaged a 6.6/10 Arbi-
tron rating in the November sweeps,
with an average 7.6/11 for its prime time
movie lead-in. During the spring, the
station’s newscast has benefited from In-
dians baseball.

*‘So many of the independents have
good sports or a good movie,”’ said
Smith, “‘and that younger audience nev-
er has an opportunity to get back to the
affiliates in the market. It's a top 10 or
top 20 market phenomenon right now,
but I think it's a trend.”

Independent newscasts generally ap-

WUAB(TV) Cleveland’s News Team

pear to be showing ratings growth. In a
Seltel study tracking 18 established local
independent newscasts, the rep firm
found that all of the newscasts showed
increased Arbitron household shares
over a period stretching from 1982 to
1989. Those newscasts appeared to fare
better than other product on those sta-
tions, with sign-on to sign-off averages
generally showing share losses over the
same period.

Independents currently without news-
casts should consider launching pro-
grams despite a difficult economy, said
Magid’s Smith. ‘‘It’s difficult for man-
agers to see, given current circum-
stances,’’ he said, ‘*but now is the time
to invest in the future. They won't have
to worry about DBS and cable. They’ll
have a niche, and that niche will be
news.”’

Among recent launches, a [0 p.m.
newscast introduced last September at
KUSI-Tv San Diego had start-up costs of
about $2.5 million, according to Mi-
chael McKinnon, president, general
manager and film buyer. He labeled the
newscast as a long-term investment.

*‘Some stations are kind of scared to
launch right now because of the econo-
my, but in the long run, this will add to
the .bottom line."" said McKinnon. ‘I
spend $3 million on programs all the
time, but this is different because it is a
franchise that you build.”’

The KusI newscast has been meeting
station expectations, said McKinnon,
averaging a 2 Nielsen rating and a “*high
1" Arbitron rating. He said the station
plans to expand its efforts should those
ratings double.

Far lesser start-up costs for a locally

produced newscast have been seen at
Fox affiliate KPTM(TV) Omaha, which in
June launched a Monday-Friday 9 p.m.
newscast for about $100,000. Staffing
for the newscast basically includes one
full-time anchor-reporter, one full-time
general assignment reporter, one full-
time sports reporter and two part-time
meteorologists.

KPTM's fledgling newscast averaged a
3.5/5 Arbitron rating during the Novem-
ber sweeps, where the news followed
three nights of prime time movies and
the Fox Thursday-Friday schedule. An-
other Fox affiliate, WDRB Louisville,
Ky., averaged a 610 Arbitron rating on
weeknights during the November
sweeps, eight months after launching the
Monday-Sunday 10 p.m. newscast.

Several other Fox-programed stations
are scheduled to launch newscasts in
1991 in anticipation of the programer’s
proposed news service, including target-
ed spring debuts for WBFF(TV) Baltimore
and Fox O&Q’s KsTu(TV) Salt Lake City
and KDAF(TV) Dallas. Only about 20 of
Fox Broadcasting’s more than 139 most-
ly UHF affiliates currently have news-
casts.

While Fox gets its service in order,
CNN Newsource is aggressively market-
ing its ‘‘video newswire’” of national
and international material for use on lo-
cal independent newscasts. The service,
which supplies 80% of the video and
script material needed for a half-hour
newscast, currently services more than
170 TV newsrooms nationally.

Fox’s push is a major reason why
more and more independent stations are
joining the local news fray, said John
Von Soosten, vice president, director of
programing, Katz Television. But inde-
pendents are also getting more involved
because they are maturing financially
and programing-wise, he said.

On the advertising side, Von Soosten
said news programing is usually very
saleable because it offers a positive iden-
tification. A dominant newscast tends to
give an independent overall dominance
over others in a market, he said, while at
the same time bringing a positive identi-
ty to the station.

‘*An independent is just another film
projector unless it has a local identity,”
said Von Soosten.

**The trend is clearly in favor of doing
more news,’” said Al Devaney, general
manager, WPWR-TV Chicago. The station
has just added a new half-hour weekly
public affairs show to its schedule,
which Devaney said he hopes eventually
to expand to several nights each week.
‘It is clear that news and public affairs
programing is tied to profits at a sta-
tion,”” he said. -8
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t a time when advertising de-

mand is soft, many syndicators

are being forced to finance new
first-run programs solely from the barter
revenue those distributors believe the
shows will generate.

The same factors that crippled this
season’s new crop of barter or cash-
barter adult strips will likely exist
next season. With so much successful
existing programing, distributors
had, and will continue to have, a hard
time placing their new shows in uni-
form time periods across the country.
For every station putting Quiz Kids
Challenge in access or fringe this sea-
son, two others put it in late night or
early morning.

And now, stations are telling distribu-
tors that they will have to take on greater
risk, that is, forego cash license fees, if
they want to launch new shows. Sta-
tions, caught in the soft ad crunch, are
short on cash.

*“The barter business is a victim of its
own success,’” said Rich Goldfarb, se-
nior vice president, Turner Program
Syndication. ‘*The new adult first-run
shows failed. But the reality is the peo-
ple who know this business should have
known the possibility of great ratings
was nil. The fact is, a lot of stuff is
working and there are a finite number of
time periods.”’

Overall, the barter syndication market
does not appear to be as hard hit as other
sectors, such as the three-network mar-
ketplace, where the outlook for 1991 is
between 4% and 5% growth, about the
same as 1990. Both McCann-Erickson,
the ad agency, and the Advertiser Syndi-
cation Television Association, estimate
that barter advertising was up 25% in
1990 to $1.2 billion.

In 1991, ASTA has predicted another
17% in growth, to $1.4 billion. But
much of the growth, for both years, is
attributable to the booming children’s
market. In the 1990 upfront market, syn-
dication dollars were roughly equal to
network. Estimates put both at between
$165 million and $180 million.

However, some agency executives be-
lieve ASTA’s 17% growth prediction for
1991 is too rosy. ‘‘Good luck,’” was the
response from Julie Friedlander, senior
vice president and director of national
broadcast negotiations, Ogilvy & Math-
er. But she did say that the barter market
has and will continue to benefit from
developments on the network side of the
business.

“*Overall 1 think the barter market
may be a little better off,”" said Fried-
lander. **There has been some transfer
[of budgets] from network to barter with
[the upfront guarantee] adjustments ear-
lier this year."' Friedlander also said
there may some opportunity for new
daytime barter strips, with word from
NBC that it is giving back an additional
hour of daytime (BROADCASTING, Dec.
24).

The barter market should remain sta-
ble, said Friedlander, if the industry is
*‘realistic’’ in its pricing. ‘‘The network
marketplace is offering little to no in-
creases in most dayparts and the possi-
bility of some decreases. If [barter)
wants to maintain they’ll have to offer
very attractive rates.’’

Indeed, the aduit first-run market is
uncertain enough that ASTA executive
director Tim Duncan is not sure that his
$1.4 billion projection will hold for the

““The barter business
is a victim of its own
success...A lot of stuff
is working and there
are a finite number of
time periods’’

- Rich Goldforh, Tumer Program
Syndication

coming year. '*We have not yet lowered
our projection,”’ he said. ‘*Most of the
advertisers have picked up their options
for the first quarter. In a soft market we
are going to be affected like everyone
else.”

But, said Duncan, *‘I think we are
insulated in several areas. The children’s
market is still very strong, and propor-
tionately, our rates continue to lag be-
hind our audience delivery.”’ Also, *‘if
the networks don’t start treating their
affiliates better, you'll see more preemp-
tions of network programs. Syndication
stands ready to fill the breach.”

Most of next season’s proposed new
crop of talk and magazine shows are
being offered on a straight barter basis,
including Orion’s Chuck Woolery Show,
Warner Bros.” Jenny Jones and Via-
com'’s Realities with David Hartman.

Viacom had originally proposed the
Hartman program as a cash-plus-barter
show for early fringe to compete with

IN TOUGH MARKET, IT’S ‘NO CASH AND CARRY’

Increasingly, syndicators are offering straight barter deals to woo stations

the likes of Oprah Winfrev, Donahue
and others, including the new Maury
Povich Show.

*“‘It was an easy decision to change the
marketing plan,”’ said Michael Gerber,
president of Viacom's first-run division.
*In early fringe you have to go on a
cash-plus basis. But when we saw how
crowded it was there, and given the pre-
sent state of the broadcast station envi-
ronment, we felt we’d increase our
chances of getting the show launched by
repositioning it in daytime and all bar-
ter.”

The strategy behind the all-barter pro-
jects for next season is simply to get
launched and hopefully survive what
most expect will be a very tough year for
new shows.

Although it’s a little early in the game
for such projections, Gerber believes if
Realities launches and can sustain an
average 3 household rating, the show
could break even the first year. But even
if the show were to lose money the first
year, it's a risk Gerber said he is willing
to take. ‘‘Running a deficit the first year
on a show you believe in I look at as a
building block and well worth the in-
vestment."’

Warner Bros. Domestic Television
Distribution has a similar view of the
market, and is offering Jennv Jones for
straight barter (7 minutes local, 7 nation-
al). **There is more upside for us doing
it on a cash basis,’” said Scott Carlin,
Warner Bros. senior vice president,
first-run programing. ‘‘But a survey of
the market told us the amount of cash
stations had to put up was pretty insub-
stantial.”’

But, like Viacom, Warner is betting it
has the right personality and format to
attract viewers. ‘‘We’re at the mercy of
the ratings and Madison Avenue,'’ said
Carlin. ‘*But we think we can get close
to where we need to.”’

Orion Television, which went into the
marketplace with the all-barter Chuck
Woolery Show, recently sweetened the
terms, so that stations will get 8 minutes
of time to sell locally, while Orion will
have 5 minutes to sell nationally.

At deadline, the program was cleared
in 50% of the country. *‘We think we’ll
get 75%,”" said Bob King, president of
domestic television distribution for Ori-
on. ‘““We think we'll do a 2.4 rating or a
2.5. If we achieve that we'll do fine.
Whether you make a huge profit is an-
other matter, but you won't lose mon-
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SYNDICATORS, STATIONS PONDER CHILDREN’S BILL LIMITS

Some see possible depressing effect on one of few strong program categories

ince the passage of the Children’s

Television Act of 1990 just over

two months ago (BROADCASTING,
Oct. 22), syndicators and station execu-
tives have been cautiously optimistic
that the bill’s advertising limits will not
drastically alter their bottom-line adver-
tising revenues.

(In the FCC’s notice of proposed rule-
making, which it released at the end of
November, the commission is seeking
comments [by Jan. 30, 1991] and replies
[Feb. 20, 1991] on just how the govern-
ment agency is going to police stations
and syndicators on new advertising lim-
its that will likely take effect in fall
1991.)

However, some dissenting voices—
particularly those from producers of ani-
mated programing—expressed concern
that the newly imposed advertising lim-
its could have a long-term effect on
“‘laboratory’” half-hour weekly animat-
ed programs introduced by independent
program suppliers in hopes of logging
enough episodes for eventual stripping.

The issue of ad limitations is an espe-
cially sensitive one to producers and
broadcasters, one of whose only tastes
of good fortune over the last three sea-
sons has been the consistent growth in
ratings for shows targeted to children
ages 2-11. In fact, it’s the only market
segment in syndication exhibiting con-
sistent growth. Advertiser-Supported
Television Association (ASTA) esti-
mates that syndicators will gross a re-
cord $165 million in national upfront
barter advertising revenues, 25% higher
than its 1989-90 upfront market figures.
ASTA also acknowledged reports that
the 1990-91 figure—when fully tal-
lied—could reach $180 million.

Under the new law, ‘‘commercial
matter’’ in children’s programing is lim-
ited to 102 minutes per hour on week-
ends and |2 minutes per hour on on
weekdays. According to sources sur-
veyed by BROADCASTING, almost all
weekday half-hour children’s program-
ing is *‘cut’’ for six minutes of advertis-
ing time (or 24 minutes of program con-
tent) and will be largely unaffected by
the new hourly ad limitations, while
weekend children’s programs will lose
up to 1%z minutes of commercial time.

Peter Keefe, president of Zodiac En-
tertainment, which produces and distrib-
utes the children’s programs Mr. Widget
and the upcoming Mr. Bogus, believes
the bill was misguided. *‘I believe sta-
tions should have the right to set their

own commercial time,’* Keefe said. *‘I
am a big believer in the First Amend-
ment, and would have preferred to see
no legislation at all directing commercial
and program content. I think it would
have been more to everyone’s, especial-
ly children’s benefit, if Congress would
have passed tax credits or incentives to
improve the amount of educational pro-
graming.”’

Instead, Keefe and Claster Television
President John Claster, whose indepen-
dent Bucky O'Hare and the Toad Wars
will be introduced into weekly syndica-
tion next fall, feels that the loss of up to
one minute of national barter time could
slow or altogether threaten the surviv-
ability of what Claster calls the ‘*weekly
launching pad."’

*“Will the weekly mill keep going in
light of the reduced barter fees?’’ Claster
questioned. ‘*Stations have continued to
look for new and creatively fresh prod-
uct, but the whole thing depends on the
demand for available advertising inven-
tory. If the market is strong, the unit
prices could go up and make up for the
loss of inventory. However, if the econ-
omy continues to weaken as it has, there
could be a scarce number of new pro-
gram offerings.”’

If the producer and syndicator are go-
ing to stay in the game, John Walden,
senior vice president, marketing and
sales, Turner Program Services (TPS),
estimates the cost of national spots
would have to go up 10% by the time
sales are mounted for the fourth quarter
upfront ad market. TPS currently is of-
fering the weekly Captain Planet and
the Planeteers, an enviromentally-driv-
en and educational half-hour, but Wal-
den acknowledged that ‘‘profitability is
a reach,” at least until enough episodes
are in the can for daily stripping.
‘“We're creating a franchise over the
long-term, but it would help if market
conditions, as proposed by the FCC,
were more amenable to helping produc-
ers launch product on the weekends.”

A typical half-hour animated pro-
gram, by Walden’s estimates, costs
$350,000 per episode to produce while a
lower quality Korean-produced program
could be budgeted at $250,000. Zodi-
ac’s Keefe, who directed the successful
launch of Mr. Widget as a weekly this
season, said it helps that his parent com-
pany, Central Television of London, has
been financing some of Widget's pro-
duction, making the decision to strip the
half-hour for 1991-92 an ‘‘economically

feasible’” proposition. ‘‘What Peggy
Charren (president of Action for Chil-
dren’s Television) has done is to create a
Dopler boomerang effect on the smaller
syndicators who can’t afford to lose 30
seconds of national barter for the week-
end, while the bigger mega-financed
toy-driven animators can afford to ab-
sorb such a loss,”* Keefe charged.

Charren dismissed that scenario, say-
ing that syndicators ‘‘whine and rant at
every opportunity.’” She said the ‘‘most
important’’ provisions of the bill are di-
rected to empower the FCC to ‘‘deter-
mine if the local programer is meeting
the needs of children with a balance of
educational and entertainment program-
ing.”’

However, Keefe suggested that small-
er producers or stations may find ways
to skirt what, so far, is vague language
regarding enforcement of the hourly ad-
vertising limits. He asked if the 10%:
limit applies to a show that is “‘an is-
land’’ within a block of adult program-
ing, or if stations will be able to obtain
an older half-hour children’s program on
a cash license and then ‘‘stack’’ one or
two minutes extra in the first-run kids
program following it.

In the FCC rulemaking, it is suggest-
ed in a footnote the FCC could *‘count”’
commercial minutes by program seg-
ment (half-hour), and Regina Harrison,
a senior attorney with the FCC, ac-
knowledged that it’s “‘an issue open for
comment.”” Harrison implied if the
“‘commercial limits’® of a proposed
““count”” of commercial time by the
half-hour segment were implemented, it
would close the doubts about stations
placing kids’ programing next to adult
programing or older cash license car-
toons.

Kevin O’Brien, vice president and
general manager of KTVU(TV) San Fran-
cisco, a Fox affiliate that programs the
Fox Children’s Network programing six
days a week in addition to syndicated
kids programing, says he feels that inde-
pendent and affiliate stations will follow
the “‘letter of law.”” He added that syn-
dicators ‘“‘cut’’ the half-hour programs
0 a set number of minutes of commer-
cials (six minutes and sometimes 6Y5)
can be inserted, making any attempt to
“‘stack’> commercials futile. Even
ACT’s Charren said that “‘if stations
were to stack eight minutes of commer-
cials together, it would be a disaster
because of the diminished value of the
spots to advertisers.”’ -MF
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THE WHO, WHAT, WHEN AND WHERE AT INTV

Wednesday, Jan. 2

Noon-9 p.m. Registration opens. California lounge; 3 p.m.-7 p.m., board of
directors meeting, Cypress room.

Thursday, Jan. 3

7:30 a.m.-6 p.m. Registration,

7:30 a.m.-8:45 a.m. Public policy power breakfast dub: Sonta Monica
room. Featuring: senior FCC, congressional and Bush administration staff.
Moderator. Shaun Sheehan, vice president/Washington Tribune Broadcasting
Co.

9 0.m.-10:15 a.m. Opening session; Los Angeles room. Welcome: John A.
Serrao vice president and generol manager, wATL-Tv Atlanta, 1991 convention
chairman. Chairman’s report: Randall E. Smith, executive vice president and
general manager WeHL-TV Philadelphia, chairman, INTV boord of directors.
President’s report; James B. Hedlund, president, INTV.

“Independent station values and financial performance in the 90s.” Speaker:
Thomas J. Buono, president, Broodcast Investment Analysts Inc., and Frazier,
Gross & Kadlec. Keynote address: The Rev. Jesse L. Jackson.

10:15 a.m. Break.

10:30 a.m.-noon. “Programing the 90's: Feast or Famine?”’ Beverly Hills
room. Moderators: Rick Feldman, vice president, station manager, kcop-Tv Los
Angeles; Raymond Schonbak, executive vice president/broadcasting, Koplar
Communications Inc. Panelists: Mel Harris, president, Paramount Television
Group; Leonard Hill, owner, chief executive officer, Leonard Hill Films;
Micahel King, president, CEQ, King World Productions Inc.; Al Rush, chair-
man, MCA TV Group; Brandon Tartikoff, choirman, NBC Entertainment
Group.

12:15 p.m.-2 p.m. Keynofe luncheon: “FutureScope: Success Strategies for
the 1990's ond Beyond,” Los Angeles room (underwritten by Paramount
Domestic TV). Speaker: Joe Cappo, publisher, Advertising Age, columnist,
Crains Chicago Business and corporate vite president and group publisher.

2 p.m.-6 p.m. Program screening suifes open (5th and 6th floors).

10 p.m.-1 a.m. Worldvision's party. 20/20 (in ABC Entertainment Center,
concourse level). Board of directors’ dinner {underwritten by MCA TV), by

invitation only.
Friday, Jan. 4

7:30 a.m-6 p.m. Registrotion. Concurrent sessions.
7 0.m.-9 a.m. Sales managers breakfast and "ideo tobles,” Beverly Hills

room. Presiding: Lana King, vice president/marketing INTV.

7:30 a.m.-9 a.m. General managers’ breakfast. Century room. Featuring:
Peter M. Fannon, executive director, Advanced Television Test Center; James
Joyella, president, Television Bureau of Advertising.

Program directors’ breakfast. Santa Monica room. Host: Charlie Rose,
Producer: Farrell Meisel, vice president/programing wwor-1v New York.

9 a.m.-9:15 a.m. Breok.

9:15 a.m.-10:30 a.m. "Robo-Rep—successful sales strategies for the 90's.”
Los Angeles room. Moderator: Ronald C. Inman, vice president/marketing, Act
Il Broadcasting. Participants: John B. Friend, general sales manager, wutv
Buffalo; Joseph Koff, general manager wuv-Tv Baltimore; James Murtaugh,
vite president/marketing, Seltel; Tom Parkinson, general sales manager,
woKY-Tv Lexington, Ky.

10:30 a.m.-10:45 a.m. Break.

10:45 a.m.-noon “Indie” promotion awards. Los Angeles room. Emcee:
Comedian and impersonator Fred Travalena. Producers: Steven A. Bell, senior
vice president, general manager, kTLA Los Angeles; Tom Kounelis, director of
promation, WATL-TV Atlanta; John A. Serrao, vice president, general manager
WATL-TV Atlanta.

Noon-6 p.m. Program screening suites open (5th and 6th floors).

6:30 p.m.-9 p.m. The Blveprint Blast. Los Angeles room. Sponsored by Buena
Vista Television, Connell Distribution, Claster Television Inc., Group W
Productions, King World Productions, (BS Communications Inc, Media
Incentive Marketing, Sachs, Finley & Co., Selet Media Communications,
Twentieth Television, Viacom International Inc., Worldvision Enterprises Inc.

Saturday, Jan. 5

7:30 a.m.-9 a.m. Breakfast with FCC commissioners. Santa Monica room.
FCC Commissioners James H. Quello, Sherrie P. Marshall, Andrew C. Barrett,
Ervin S. Duggan. Panelists: Ron Alridge, vice president, editor and publisher,
Flectronic Media; Steve Brennan, TV writer, Hollywood Reporter, Dawson (Tack)
8. Nail, executive editor, Communications Daily and Television Digest; Donald
V. West, senior vice president, editor, BROADCASTING.

9:15 a.m.-10:30 a.m. “If you are programing for kids, are you really
independent?’ Beverly Hills room. Moderator: Michael Eigner, executive vice
president, general manager, WPIX Inc., New York. Ponelists: John Claster,
president, Closter Television Inc.; Michael Finkelstein, CEO, Renaissonce
Communications Corp.; Robert Jacquemin, president, Buena Vista Television;
Harry Poppas, president, CEQ, Pappas Telecosting; Richard T. Robertson,
president, Worner Bros. Domestic Television; Jerry Sachs, president, Sachs,
Finley & Co.

IN THE SCREENING ROOMS

All rooms are on 5th and 6th floors of Century Plaza Hotel, Los Angeles.

*New for 1991

Company Booth

Buena Vista Television 655-659
Animation 2D-4, 500 So. Buena Vista St.
Burbank, Calif. 91521

Staff: Carole Black; Joanne Burns; Tom Cerio;
Jim Engleman; Helen Faust; Rich Frank; Sabrina
Ironside; Bob Jacquemin; Rick Jacobson; Howard
Levy: Mort Marcus; Mike Mellon; Randy Reiss; Sal
Sardo; Julia Van Hees; Mark Zoradi. Programs:
*Dark Wing Duck

Cannell Distribution Co. 519,521
1925 Century Park East, #2140. Los Angeles
90067

Broadcasting Dec 31 1990

Staff: Patrick Kenney: Maury Lanken; Ed Young-
mark; Chuck Velona; Patti Mark. Programs: Off-
network series: 21 Jump Street; *Carot Burnett &
Friends; Greatest American Hero; Tenspeed and
Brownshoe. First-run series: 21 Jump Street.

Claster Television Inc. 656-660
9630 Deereco Rd., Timonium, Md. 21093

Staff: John Claster; Sally Claster; Janice Carter;
Terri Akman; Peggy Powell; Ann Vicers; Dana
Feldman. Programs: Animated: Bucky O’Hare
and the Toad Wars; James Bond Jr; Jim Hen-
son’s Muppet Babies; G.I. Joe. Children: Romper
Roomn

Columbia Pictures Television 601-607

3400 Riverside Dr., Burbank. Calif. 91505

Staff: Barry Thurston; Ed Wilson; Robert Cook;
David Mumtord; Terry Mackin; Leslie Tobin; Joe
Kissack; John Weiser; Alan Daniels. Programs:
Off-network comedy series: All in the Family; Ar-
chie Bunker's Place; Barney Miller; Benson; Car-
son's Comedy Classics; Carter Country; Diff'rent
Strokes; The Facts of Life; Fish; Good Times; The
Jeffersons; *Married.. with Children; Maude; My
Two Dads; One Day at a Time; Punky Brewster;
Sanford & Sons; Silver Spoons; Soap; That's My
Mamma: The Three Stooges; 227, Who's the
Boss? Off-network drama series: Charlie’s An-
gels; Fantasy Island; Hart to Hart; Hunter; Police
Story; Police Woman; S.WAT.; Starsky and
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Hutch; T.J. Hooker. Features, packages: Columbia
Night at the Movies; Tri-Star Showcase; Columbia
Gems I; Columbia Showcase |; Entertainer of the
Year; Embassy II, lIl; TV 1, TV 20; Volume [V, V, VI;
Pegasus |, II.

Direct Response Marketing 517
17609 Ventura plvd., LL-06, Encino, Calif. 91316
Staff: Elaine Roth; Regina Moore; Lucy Goo-
denow; Charon Jackson. Services: Aid in maxi-
mizing stations' profits on unsold inventory.

Donald D. Lewis Advertising Inc. 516
405 Riverside Dr., Burbank, Calif. 91505

Staff: Gene Williams; Leeann Johnson. Pro-
grams: *Paycheck Hawaiian Style; Personal Mon-
ey Machine; How to Get a 2nd Paycheck; *How to
Train Your Dog in 10 Minutes a Day; Super Memo-
ry; *How to Start a Million Dollar Business; *Mir-
acle Search: Mervé; *Freedom Now.

Genesis Entertainment 526,528
30501 Agoura Rd., #200, Agoura Hills, Calif.
91301

Staff: Gary Gannaway; Wayne Lepoff; Douglas
Friedman; Steve Saltman; Steve Smooke; Richard
Firth; Leslie Gershman; Marcia Boyd; Karen Vino-
cor; J. Philip Oldham: Barry Wallach; Stanley
Sherman; Diane Galella; Mitch Tumer; Jerry
Weaver. Programs: Specials: Best of the National
Geographic Specials; Birobidjan; Ode to Joy &
Freedom: The Fall of the Berlin Wall. Variety,
music: Classic Country Featuring Stars of the
Grand Ole Opry. First-run series: *Grudge
Match; The Byron Alien Show; The Judge: El Juez.
Off-network series: Highway to Heaven.

International: Specials: Rain Forest Imperative;
A Twentieth Century Medicine Man; Birobidjan;
The Search for Herod's Harbor; Mark. Variety,
music: Classic Country Featuring Stars of the
Grand Ole Opry. First-run series: Grudge Match;
The Judge:; El Juez; The Byron Allen Show; The
Great Escape.

Group W Productions 611-615
3801 Barham Blvd., #200, Los Angeles 90028

Staff: Derk Zimmerman; Richard Sheingold; Dan
Cosgrove; Peter Gimber; Jeff Hoops; David Jac-
quemin; Barry Stoddard; Owen Simon. Pro-
grams: *Scrabble; *On Scene: Teenage Mutant
Ninja Turtles; Missing/Reward; Home Again with
Bob Vila; Group W Newsfeed; The Entertainment
Report.

ITC Entertainment 562
12711 Ventura Blvd., Studio City, Calif. 91604
Staff: Wm. Christopher Gorog: Ritch Colbert;
Tony Dwyer; Brett Cervantes; Richard Easthouse;
Daniel Menzel; Sam Peck; Jim Ricks Jr.; Mike
Russo; Henry Urick; Paul Eagleton; Kevin Kroker;
Jim Marrinan; Lynden Parry; Armando Nunez;
Doralea Rosenberg; Lori Bardwill. Programs: Do-
mestic: Features: *Movie of the Month Network;
*Volume 10; Volume 9, 8. International: Fea-
tures: *Aftermath; *The Brave Little Toaster. *Fatal
Sky; *Kill Me Again; *The Last to Go; *Last Warrior;
*Lethal Charm; *Rainbow Drive; *San Antonio
Cops: *Stepfather If; *Toxic Effect; *UFO Cafe;
*Welcome Home Roxy Carmichael;, *Whispers;
*Zandalee; *Zapped Again. Mini-series: *Night of
the Fox; *People Like Us; *Touch and Die. Series:
*Shark Island; *Time of Your Life; Captain Scarlet
and the Mysterons; Cloppa Castle; Joe 90; Munch
Bunch; Secret Service; Stingray; Supercar; Thun-
derbirds 2086.

King World Productions 522
12400 Wilshire Blvd., Los Angeles 90025

Staff: Roger King; Michael King; J. Scott Towle;
Randy Hanson; Stu Stringfellow; Steve Hirsch;
Christopher Pearce. Programs: Candid Camera;
Inside Edition: Instant Recail; Wheel of Fortune;
Jeopardy!; Oprah Winfrey Show; Classics; Top-

per; Little Rascals; Guns of Wil Sonnett and
Branded; Mr. Food.

Larry Harmon Pictures Corp. 616
7080 Hollywood Blvd., #202, Hollywood, Calif.
90028

Staff: Larry Harmon; Susan Harmon; Jerry Dig-
ney; Marc Rashba. Programs: Bozo Show; Bo-
20's Schoolhouse; Bozo Cartoons; Laurel & Hardy
Cartoons.

LBS Communications inc. 529-534
TV Horizons (ad sales rep)

875 Third Ave., 9th floor, New York 10022
Staff: Henry Sieget; John Storrier; Paul Siegel; Jon
Nottingham; Michael Weiden; Tony Intelisano;
Rand Stoll; Steven Leblang: Louise Perillo; Joanne
DeRicco; Bill Smither; Alan Winters; Lou Israel;
Carl Dietze; Vincent Turco. Programs: First-run
series: Family Feud; Memories—Then and Now;
Baywatch; Club America; Pet Pals; TravelAmer-
ica. Children: Spumoni; Police Academy: The Se-
ries; The Real Ghostbusters; The New Adventures
of He-Man; Heathcliff; Mask; Inspector Gadget;
Dragon Warrior. Specials: The Elvis Files; Mark
Spitz: Return to Munich; 10th Annual Country
Showdown; Test Series; Medal of Honor: True Sto-
ries of America's Greatest War Heroes. Features,
packages: LBS World Premiere Movies; It Nearly

Wasn't Christmas; It Came Upon the Midnight.

Clear; Hope Diamonds. Off-network series: Peter
Gunn (colorized); What's Happening!; Crazy Like
a Fox; LBS Classics.

Marketing Resources Plus/BMP/SNAP 548
1451 California Ave., Palo Alto, Calif. 94304
Staff: SNAP: Dale Smith; Rob Smith; Peter Chis-
lett: John Willey; BMP: Brian Brady Roger Coo-
per; Chuck Bolkcom:; Rollin Wood; Peter Wickwire.
Products: BMP sales research, avails, proposals;
CaliberPlus; Snaptrac, Snapline.

MCA TV 622-628
100 Universal City Plaza, Universal City, Calif.
91608

Staff: Al Rush; Shelly Schwab; James Kraus; Mort
Slakoff; Steve Rosenberg; Arthur Hasson; Paul
Hoffman; Tom Maples; Bill Trotter; Mark Forgea;
Tony Fasola; Ken Arber; Sara Rutenberg; Bobbi
Fisher. Programs: *Up Late with Ron Reagan;
*Roggin’'s Heroes; *Hollywood Premiere Network:
She Wolf of London, They Came from Outer
Space, Shades of L.A.; *Harry and the Hender-
sons: Amen; Out of This World; The New Lassie;
Charles in Charge; The Munsters Today; The New
Adam 12; The New Dragnet; My Secret Identity;
My Talk Show. What a Dummy.

New World Television 547
115 East 57th St., 11th floor, New York 10022
Staff: John Feltheimer; Bob Peters; Tony Brown;
Sandy Lang: Dorothy Hamilton; John Hess. Pro-
grams: “The Three Muskateers; *New World Pre-
miere Movies; New World One-Four; New World
Presents; Pretty Smart; Kid Pix Six-Pak; TV Gold;
LCA Classics; Sledge Hammer; Life of Riley.

Northern Lights Communications Inc. 506
601 Lakeshore Parkway, #1275,

Minnetonka, Minn. 553423

Staff: Rick Fons; Jason Gould; Dennis Whitt; Jan
Baaden Gee. Programs: People's Pik; People's
Dialogue; Classic TV Trivia; Greatest Moments in
American Sports History Trivia; Christian Growth
Program.

Pandora International Entertainment Group
Inc. 617
1010 Washington Blvd., Stamford, Conn. 06901
Staff: Tim Newman; Ray Yinger. Programs: Hot
Tickets feature films.

Quantum Marketing International 631
550 Pinetown Rd., #300, Fort Washington, Pa.

19034

Staff: Kevin Harrington; Tim Harrington; Carl Dai-
keler; Earl Greenber. Programs: Daily Mixer;
Mega Memory Program; Chinese Wok; Solid Gold
Rock and Roll; Don Kirschner's Music of the 60's;
*Jet Stream Oven; *Food Dehydrator.

Republic Pictures 621
12636 Beatrice St.,
Los Angeles 90066-0930

Staff: Chuck Larsen. Programs: All Nite Movie;
Beauty and the Beast; Color Movies |lI.

Sachs, Finley & Co. 508, 510
12301 Wilshire Bovd., #611, Los Angeles 90025

Staff: Shelly Hirsch; Jerry Sachs; Suzie Sachs.
Programs: Animation: Toxic Crusader; Beany
and Cecil; Little Dracula. Live action: The Littlest
Hobo; Disaster Watch; Ultra Man. Special: Mari-
lyn.

Select Media Communications 638
885 Third Ave., #1220, New York 10022

Staff: Mitch Gutkowski; Claire Scully; Marc Juris;
Carol Blank; Linda Yaccarmo; Michael Haigney;
Paul Fiore; Pam Politano; Heidi Torpey; Joe San-
gillo. Programs: Inserts: Today in Music History;
Whodunit?; Intermission; Quick Schtick; Breath-
taking Moments; Healthbreak; Ask Professor Nu-
trition; Seasides; My Favorite Book; The Real
Scoop; *The Inside Scoop; *Behind the Wheel;
Music Quiz; *Earth News; *How Sweet It Is. Maga-
zine, talk: *“The Soap Show; insport. Specials: The
Horror Hall of Fame.

Synchronal Media 623
1515 Broadway, 50th floor, New York 10036
Staff: Geraid Baldwin; E. Lawrence Dawley. Pro-
grams: *Incredible Breakthroughs—Sisan Steam
Iron; *Neutra-Plak; *Incredible Breatkthroughs—
The Punch Connection; Straight Talk—Free Your
Body from Cellulite; Magic White; Super Snacker;
International Cuisine—Wally's Wok; Piay the Piano
Overnight.

Teievision Program Enterprises 523
875 Third Ave., New York 10022

Staff: Al Masini; Philbin Flanagan; Mary Jane Has-
tings: Noreen Donovan; Harvey Gamm; Richard
Goldman. Programs: First run series: Preview:
First Look at the New; Preview: The Next Seven
Days; Lifestyles of the Rich and Famous; Run-
away with the Rich and Famous; Star Search;
Entertainment Tonight. The Byron Allen Show; Vid-
eo Power; Video Challenge; Amazing Love Sto-
ries. Off network: Fame, Fortune & Romance. Ani-
mated: Widget. Specials: International Star Search
1991; The Rich and Famous 1991 World's Best;
United States Air Show; Supermodel of the World
1991; The Magic of Music; International Auto
Show; SFM Holiday Network. Mini-series: Opera-
tion Prime Time; Blood Feud; Emma: Queen of the
South Seas; Ford: The Man and the Machine; Hold
the Dream; Jenny's War; Hoover vs. the Kenne-
dys: The Second Civil War; The Key to Rebecca;
Sadat. Specials: Strong Medicine; A Woman of
Substance.

Tribune Entertainment Co.
435 No. Michigan Ave., Chicago 60611

Staff: Sheldon Cooper; Don Hacker; David Sif-
ford; Jim Corboy; Bob Cambridge; Ron Johnson.
Programs: *Now It Can Be Told. Series: Soul
Train; Monsters; Tales from the Darkside; U.S.
Farm Report: Charles in Charge. Magazine, talk:
Geraldo; The Joan Rivers Show. Movies, mini-
series: A Child Called Jesus; Columbia Night at
the Movies; Pegasus |I; Tribune Primiere Network:
Voyage of Terror: The Achille Lauro Affair, Night of
the Fox, *Vendetta, *To Catch a Thief. Specials:
Hollywood Christmas Parade. Variety, music,
comedy: Soul Train Music Awards; The Stellar
Awards: A Gospel Music Tribute to Dr. King.

602,603
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Sports: Chicago Cubs Teievision Network. Ani-
mated: G.|. Joe. Game show: *Puzzle Game.

Turner Program Services 630,632
One CNN Center, P.0O. Bor 105366, Atlanta
30348-5366

Staff; Jack Petrik; Henry Gillespie; W. Russell Bar-
ry; John Walden; David Skillman; Robert
Schuessler; Ken Christensen; Bob Rierson; Terez
Kiely; Cliff Matis; Bob Morris; Paul Williams; Den-
nis Juravic: Steve Orr; Carol Bomberger; Karen
Louque-Sands; Fred Burrows; George Case. Pro-
grams: Features, packages: Tumer Pictures |—
Legends: Color Classic Network Four, Five; Best
of Color Classics, Two; Premiere One, Two, Three,
Four; Turner Entertainment; Theatre 15; Extra-Ex-
tra; 10 More Extra-Extra; 13 Tailor Mades; MGM
Pre-48 Library; RKO Film Library, Warner Bros.
Library. Off-network: The Wonder Years; Gilli-
gan's Island; Medical Center; CHiPs; The Cour-
ship of Eddie’s Father; The Man from UN.C.L.E;
The Girl from U.N.C.L.E; Please Don't Eat the
Daisies; Daktari. First-run: Captain Planet & the
Planeteers; NWA Wrestling; CNN News Service;
National Geographic "On Assignment”; Cous-
teau’s Rediscovery of the World. Cartoons: Cap-
tain Planet & the Planeteers; Tom & Jerry and
Friends; Popeye; Warner Bros. Cartoon Library;
MGM Cartoon Library.

Twentieth Century Fox Television 501-509
10201 West Pico Blvd., Los Angeles 90035
Staff: Barry Diller; Jonathan Doigen; Michael
Lambert; Leonard Grossi; Fred Bierman; Benson
Begun; Robert Fleming; Patricia Jennings:
George Gubert; J. Mathy Wasserman; Kenneth
Richards; Stephen Friedman: David Grant; David
Witus; Anthony Bauer; Matthew Jacobson; Timo-
thy Mudd; Daniel Greenblatt; Joseph Mirabella;
Edward Seslowsky; Barbara Van Buskirk; Paul
Franklin; Jeff Stern; Michael Newsom; David Ozer;
John Campagnolo; David Campbell; James Grif-
fiths; Douglas Lee; Lucy Hood; Sam Weinstein;
William Saunders; Tom Warne; Paul Herbert; Elie
Wahba; Maurice Aghion; Gerard Grant; Randall
Broman; Gustavo Montaudon; Malcolm Vaughan;
Stephen Cornish; David Jackson. Programs:
First run: A Current Affair; A Current Affair Extra;
Personalities; Pump It Up!; Kick It! Off-network:
Mr. Belvedere; Small Wonder. Catalogue series:
Animal Express; Audubon Wildlife Theater, Bat-
man; Daniel Boone; Dobie Gillis; Fall Guy; Green
Hornet; Land of the Giants; Lost in Space;
M*A*S*H; That's Hollywood: Trapper John; Vega$;
9 to 5. Movie packages: Big 36; Carry On; Century
5-12; Century 13, 14, 15; Charlie Chan; Fox IV, V,
VI, VII; Fox Mystery Theatre: Golden Century; Lau-
rel and Hardy; Mark |, Il, Ill; MPC-20; Planet of the
Apes; Premiere Two, Three, Plus; Special 41; Su-
per 41, 65; Time Tunnel.

Specials: Anatomy of a Crime; Assassins
Among Us: Blind Alley; The Cancer Confrontation;
Charles Dickens Classics; Divorce, Kids in the
Middle; Fox Movietone News: Future shock; Gol-
donov; Hollywood: The Gift of Laughter: Inside
Russia; Jane Goodall and the World of Animal
Behavior; The Making of M*A*S*H; The Presi-
dent's Command Performance; Sex, Teen-age
Style; Summer Solstice; Time of Man; The Under-
sea World of Jacques Cousteau; War to End All
Wars. Mini-series: The Far Pavilions; Fox Mini-
series |; Flying Doctors; Jamaica Inn; Mussolini &
I; Roughnecks; Sara Dane; Spearfield's Daughter;
Wild Times. Children’s: Crusader Rabbit; Doctor
Doolittle; Fantastic Voyage: The Hardy Boys; Jour-
ney to the Center of the Earth; Return to the Planet
of the Apes.

Other: The Ann Sothern Show; Bracken's World;
Broken Arrow; Circus; Expedition Danger; The
Ghost & Mrs. Muir; Incredible World of Adventure;
Judd for the Defense; Julia; Lancer; Miller's Court;
The Monroes; Movin® On; Nanny and the Profes-

sor; Peyton Place; Room 222. The Untamed
World.

International: A Current Affair; Alien Nature;
America’s Most Wanted; Anything But Love; At-
tack of the Killer Tomatoes; Babes: Bobby's
World; Cop Rock; COPS; Doogie Hoswer, M.D.;
Dynasty; Falt Guy; Fantasy Island; Fox's Peter Pan
& the Pirates; Good Grief, Hooperman; In Living
Color; L.A. Law; M*A*S*H; Mr. Belvedere; Nine to
Five; Piggsburg Pigs: Sister Kate; Small Wonder;
The Kennedys of Massachusetts; The Simpsons;
Those Were the Days (Movietone News); Totally
Hidden Video; Tracey Uliman; Trapper John; True
Colors; Working It Out: Zazoo U; Voyage to the
Bottom of the Sea.

Unidyne Target Marketing 629
2250 Columbia St., San Diego 92101

Staff: William P. Alfredo; Christopher Conway; Jim
Johnson; Donald L. Tool. Product: AD-Vents
Quick Cash Cards; promotions: station marketing
plans.

Viacom Enterprises 537-543

1515 Broadway, New York 10036

Staff: Betsy Vorce: Michael Gerber; Dennis Gilles-
pie; Dennis Emerson; Frank Flanagan; Elissa Le-
beck: Howard Berk: Sean Deneny; Ellen Eisen-
berg; Douglas Knight; Scott Kolber.

Programs: First run series: *Realities with Da-
vid Hartman; *Lightning Force: Mighty Mouse &
Friends; Superboy: Super Force; Super Mario
Bros. Super Show; This Morning's Business. Off
network series: *Matlock; *Roseanne; A Different
World; All in the Family; The Andy Griffith Show:;
The Beverly Hillbillies: The Bob Newhart Show;
Cannon; Clint Eastwood in Rawhide; Rawhide;
The Cosby Show; The Dick Van Dyke Show; Fam-
ily Affair; Gomer Pyle U.S.M.C.; Gunsmoke; Have
Gun Wil Travel; Hawaii Five-O; Hogan's Heroes;
The Honeymooners; | Love Lucy: The Life and
Times of Grizzly Adams; Marshall Dillon; The Mary
Tyler Moore Show; My Three Sons; Perry Mason;
Petticoat Junction; The Phil Silvers Show: The
Rookies: The Twilight Zone; The Wild, Wild West.
Animated: Terrytoons; Harlem Globetrotters: The
Alvin Show. Feature Packages; Viacom Features |-
14; *Black Magic; Exploitables, lIl, 4; Family Enter-
tainment; Guts and Glory: Gasp; The Legend
Group; Movie Greats; Perry Mason Features; The-
matics: Young and Reckless; TV Net (Tonight
Only).

Warner Bros. Domestic TV Dist. 502, 504
4000 Warner Blvd., Burbank, Calif. 91522
Staff: Dick Robertson; Scott Carlin; Keith Sam-
ples; Vince Messina; Jim Burke; Jeff Brooks; Bill
Hart; Leon Luxenberg; Jim Moloshok; Yelena La-
zovich; Richard Klein. Programs: First-run se-
ries: *Jenny Jones; *Getting Even; Tiny Toon Ad-
ventures; Merrie Melodies Starring Bugs Bunny &
Friends; The Jesse Jackson Show:; Trump Card;
The People’s Court; Love Connection; Best of
Love Connection; Alvin & the Chipmunks.
Off-network series: *Murphy Brown; Full House;
A.LF.; Growing Pains; Head of the Class; The
Hogan Family; Night Court; Perfect Strangers; Ma-
ma’s Family; It's a Living; Knot's Landing; Dallas;
Eight is Enough; The New Dick Van Dyke/May-
berry R.F.D.; More Real People; My Favorite Mar-
tian; Here's Lucy: The Blue Knight; Matt Houston;
Private Benjamin; The Dukes of Hazzard; Alice;
Welcome Back, Kotter; Chico and the Man; F-
Troop; Superman; Batman/Supermar/Aquaman;
Harry O; Wonder Woman; Kung Fu; The Waltons;
The FBI; Tarzan; Maverick. Mini-series: Holly-
wood Wives; Bare Essence; The Thombirds.
Fegtures, packages: *Volume 29; *Premiere Edi-
tion Two: *Encore One; Volume 28; Premiere Edi-
tion; Volume 13-22, 24-27; TV 1-4; The FBI Story;
Volume 1-A, 2-A. 13 Classic Thrillers, !l; Tarzan
Features; The Bowery Boys; Starlite 3-6; Bugs

Bunny & Friends: Easy Eight; Mint Edition; Ultra 4;
22 Karat; Lorimar |, II; Telepictures 1,2,3; Lorimar
Family Classics; Sci-Fi Horror; Cowboys and Indi-
ans Artists Film Library; Bomba the Jungle Boy:
Masters of Fury.

World Events Productions Ltd. 642
4935 Lindell Blvd., St. Louis 63108

Staff: Edward J. (Ted) Koplar; Susan Cho; David
Luttrell. Programs: *First Encounters; *Starfire
Champion; *Vulcano: Tales of the Killer Whale.

World Wrestling Federation 525
Distributed, produced by Titan Sports Inc.,
1055 Summer St., Stamford, Conn. 06905
Staff: Edward O'Donnell; Joseph Perkins. Pro-
grams: Sports: WWF Superstars of Wrestling;
WWF Wrestling Challenge; WWF Wrestiing Spot-
light. Specials: Saturday Night's Main Event.

Worldvision Enterprises Inc. 641, 643, 645
660 Madison Ave., New York 10021

Staff: John Ryan; Bert Cohen; Lawrence Gottlieb;
Rabert Sigman; Elliot Abrams; Tony Colabraro;
Gary Montanus; Robert Raieigh; Charles Qui-
nones; Bill Baffi; Mitch Black; Jacqueline Comeau;
Robert Danhill; Jerry Kaufer; Philip Marelia; Donald
Micallef; Rita Scarfone; Dan Willis; Alan Winnikoff;
Frank Browne; Tim Davis; Doreen Muldoon; Andy
Samet; Gary Butterfield; Brian O'Sullivan; Karl
Middelburg; Paul Danylik; Ed O'Brien; Martin
Weisman.

Programs: Domestic: first run weekly series:
Tarzan; theatrical feature films: Worldvision |;
Fantastic Fantasies; children’s: Wake, Rattle &
Roll; Rambo; Centurions; Chuck Norris Karate
Dommandos; Saturday at the Movies; Banana
Splits; World of Super Adventure; Fun World of
Hanna-Barbera; Discovery; George of the Jungle;
Jackson Five; Jerry Lewis; Josie and the Pussy-
cats; Josie and the Pussycats in Outer Space;
King Kong: Milton the Monster; Professor Klitzel;
Reluctant Dragon & Mr. Toad; Smokey the Bear;
Top Cat; Wait Till Your Father Gets Home. Mini-
series: Against the Wind; Holocaust; Retum to
Eden.

Specials: Shark’s Paradise; A Chrismas Carol;
Amahl & the Night Visitors; Bay City Rollers; Chil-
dren of the Gael; Echo 1; Herbie Mann/Roland
Kirk; Fabulous Sixties; Irish Rovers Special; Is It
Christ?; Jack Nicklaus at Home of Golf; Last Nazi;
Musical Ambassadors; New Fangled Wandering
Minstre! Show; The Night the Animals Talked; Ra-
phael; Roberta Flack/Donny Hathaway; Ron Lu-
ciano’s Lighter Side of Sports; Russian Festival of
Music & Dance; Sunshine Specials; A Little Bit of
Irish (Bing Crosby); World of Miss World; The
Bobby Vinton Show; An Evening with Irish Televi-
sion. Animated: Hanna-Barbera Superstars 10;
The Greatest Adventure: Stories from the Bible;
Funtastic World of Hanna-Barbera; The Jetsons.
Series: Starring the Actors; Shark’s Paradise: Re-
turn to Eden; Starting from Scratch. Mini-series:
Voice of the Heart; Sword of Honour. Animated
holiday special: Yogi's First Christmas. Off-net-
work: The Streets of San Francisco; The Love
Boat, The Love Boat |l; Little House on the Prairie;
Barnaby Jones; Douglas Fairbanks Presents.
Dark Shadows; The Doris Day Show; N.Y.P.D.;
Ben Casey; The Mod Squad; Combat; The Rebel;
Wendy and Me; People’s Choice; The Invaders;
One Step Beyond; Flying "A” Series; Man from
Atlantis. Features, packages: Hollywood Maver-
icks; Prime Time, All the Time; Prime (-Vill; Hanna
Barbera Superstars 10.

Zodiac Entertainment 552
4121-23 Radford Ave., Studio City, Calif. 91604
Staff: Kevin Morrison; Brian Lacey; Peter Keefe;
Andy Spitzer; Linda McMann; Judith Bernat. Pro-
grams: "Widget (strip); *Mr Bogus; *Gossip and
Fame Show.
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THE FCC'S JIM QUELLO

LIFE AS A WASHINGTON MONUMENT

’ After a long and successful first career in broadcasting, James Henry Quello
Joined the FCC 16 years ago and, in that span, has never Jorgotten his roots.
Time and again, the 76-year-old Michigan Democrat has stood up at the

“all-important, free, universal, over-the-air broadcast service.”” Given his
druthers, he'd keep on promoting the medium Jor the next five years to insure

|
I agency for what he calls, in this interview with BROADCASTING editors, the

its place in the electronic communications mix of the 21st Century.

You surprised some people a few months back by letting it
be known that you would like to be reappointed to another
five-year term when your current term ends in June. Why do
| you want to come back?

A lot of reasons. I’ve served in the job; I'm comfonable. with
it; I feel I'm very useful; I think I'm useful in forming a
consensus, and 1 bring institutional memory to a commission
—

54 At Large

with [four relative newcomers).

I’'m also active physically and mentally and want to stay that
way. My last physical exam was about a month ago and it was
so good, I'm afraid to tell friends about it. Usually when your
cardiogram is normal, your blood pressure is 120-over-80 and
you have low cholesterol, it triggers some kind of perverse
mechanism and...within a week you're gone with a stroke or

|
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something. So as long as I can play tennis and I have that kind
of a physical report, I think I'm fit physically and mentally for
the job.

As I’ve said before, [ believe I have 70% of my marbles—a
good local norm in Washington—and [ have delusions of
adequacy. And a lot of people share that delusion apparently. I
do have a lot of support going for this reappointment, which is
very gratifying.

That’s the next question. How is the campaign going?

['m not going to say how my campaign is going. It’s up to the
people who think that I deserve another term to do their own
campaigning for me, and I think it’s in good hands. I've had a
lot of people volunteer.

Has any competition emerged?
Not that I know of.

By making the early announcement, do you hope to preempt
any competition?

Yes. What happened, quite frankly, is another magazine, The
National Journal, actually forced my hand. [ wasn’t thinking
of announcing until probably February, but they asked me the
question and it came out. And as a result of the article I have
had a lot of people saying: ‘*You're a must, stay on,’” and a lot
of people volunteering. And I’d rather not mention them right
now.

In government?

Yes, there are some in government who were very glad to see
that article, and a lot of them in the business.

Capitol Hill?

Capitol Hill and broadcasting and public broadcasting. The
National Religious Broadcasters and the American Women in
Radio and Television were kind of glad to see the article.

You mentioned that four of the five members are relative

newcomers. How would you assess this FCC and what are
the dynamics of the decision making?

Well, of course, [Chairman] Al Sikes is an old pro. He was
head of [the National Telecommunications and Information
Administration], he bought a couple of stations in Missouri, he
understands the business, he has a good background in it. And
on a lot of the contentious issues that come down, we’re pretty
close. You have three very bright new commissioners who are
very aware of their individual prerogatives as commissioners,
they don’t want to be taken for granted. They all want to be
brought into the process.

Because I’ve been here a long time and I usually don’t have
a confrontational approach, when [ see the others I don’t ask
them for a vote. I never do. I say, ‘‘Vote anyway you want.
That’s up to you. I'm going to tell you what I am voting for.™

Do Commissioners Andrew Barrett, Sherrie Marshall and
Ervin Duggan operate as a block up here?

It makes a very dramatic and intriguing story for the press to
say so, but I don’t see them operating as a block. If the three of
them happen to vote one way or think one way on an issue, it’s
because they arrive at that and not because they want to be
rebels against two of the more established commissioners.
[They worked together on last July’s cable report], but eventu-
ally we came to a [five-member] consensus. There was a solid
vote. It took a little doing. Every line in the cable report was
reviewed and edited by every legal assistant and reported back
to us. Overall, they realized that we all have to vote for
whatever constitutes reason and justice and common sense,
and there might be different ways of approaching them. But I
don’t see any ‘‘us against them’’ here at all.

Duggan has complained that the FCC is not collegial—not

democratic enough, that too much power is concentrated in
the office of the chairman. What do you think?

Well, in the case of the Sunshine Law, [ think the chairman is
disadvantaged—all chairmen are—because of the restrictions
of the rule. I think it’s a silly rule that an administrative head
of an agency can’t call in the four commissioners and say,
‘‘Here’s what we’re doing, give us your best shot.”” He can’t
do it.

I think the whole thing could be corrected if he were able to
call all four of us in at one time. Right now, I think Chairman
Sikes is making an effort to go around talking to all the
commissioners [one-on-one], and we have had meetings of
legal assistants. If the commissioners can’t get together, at
least the legal assistants can. They can get together and it
seems to work out pretty well.

But there’s always been a little more power vested in the
chairman than in other commissioners, and that’s why he’s
appointed chairman.

You have a reputation as the broadcaster’s commissioner,

ready to go to bat for the industry on just about any issue. Is
that fair?

Well, I'd like to talk to you about that because it’s fair to a
limited extent. I’ve been able to [criticize broadcasters] and
still have a lot of broadcasters’ support. But on things that
really count, I'm with them in a lot of ways. We have to
preserve localism.

I'm very good at raising hell with the broadcasters when
they’re wrong, and they’ll listen to me. I've been on three
different panels now where I say we’re desensitizing society to
violence and too much sex is available to people that are too
young. Most broadcasters are concerned, too, and are wonder-
ing what to do about it because the American people tune in
violence and sex. It makes it tough. [Broadcasters] want the
cost per thousand and the demographics, but sometimes I think
you have to have a goal that’s a little higher than cost per
thousand and demographics.

And I’m glad to see initiatives like Senator Paul Simon’s
[D-I11.], encouraging broadcasters: ‘‘OK, we’ll give you an
[antitrust] exemption now, you find some code [of conduct]
that makes sense, so we're not desensitizing society to every-
thing.”’ I mean pretty soon the way it’s going, murder and rape
will get to be misdemeanors. It bothers me, it worries me.
Doesn’t your support for the broadcasters sort of undermine
new services. For instance, you helped defeat proposals to

turn FM translators into low-powered FM stations—a new
service to the public.

Yes. [ opposed that. The only people who supported it were
those who were going to profit from it. There wasn’t any
demand for that added service. The fact is we were satiated
with radio stations out there, and 35% of the AM’s can’t even
make money and some are being turned in.

The idea of serving the public interest with more service can
be carried too far. There is a little responsibility to make sure
that the services are economically viable so they can keep on
providing that service.

There was no need for 2,000 or 3,000 more radio stations

out there.
But where is it written that every person with a broadcast
license has a right to make money? You suggest the FCC has
a relsponsibility to make sure all stations are economically
viable.

Sure. They have to [be economically viable so] they can
provide the local news, public affairs and public service an-
nouncements and other things.

You’re not going to do well with companies that are barely
marginal or that are going bankrupt.




So you're going back to the traditional deal: “We'll protect
you to a certain extent, but you have to provide these special
services.”

I’'m a great believer in the public interest concept. That’s the
price you pay; you provide the services and you conduct your
business with a good deal of social consciousness.

Does this foreclose any kind of spectrum fee in your mind?

Are you dead set against a spectrum fee, in spite of the
mounting $3 trillion debt and annual deficits?

A spectrum fee isn’t going to solve the debt. I mean that’s just
going to be a small speck. It’ll contribute a little bit. It all
depends on what the exchange would be. I mean, if you're
paying a fee for it, are you through with all the government
regulations that no other media have? Are you through with
having to come up with a license? Are you through with your
obligations? Are you through with equal time?

If it were up to you then, you would swap a fee for no
regulation?

Or reduced regulation. Yes, I think that would be fair.

You just had your big en banc hearing on fin-syn and conven-
tional wisdom has it that you and Sikes are prepared to relax
significantly the fin-syn rules if you can find a third vote. Is
the conventional wisdom correct?

I’ll tell you, this is only the start. There's a lot to it. If you're
allowing the networks to bid for financial interest [in network
programs], is it a two-step [negotiating] process? What kind of
a two-step process—one week apart, or only after it’s already
been scheduled? That hasn’t been decided yet. I was the only
one who voted against repealing the rules in 1983. They had a
tentative decision [that was never affirmed]. I had two reasons
for voting against repeal. One, the independent stations felt
threatened that if the networks were controlling off-network
product, they would withhold it from the independent stations
that were competitors. I thought the independent stations were
providing a very necessary separate news and public affairs
service that the people need. Two, the networks still had
considerable power.

Since that time, by any reasonable standard, the network
audience power has eroded. We now have 60% of the homes
with cable. In those homes, cable decides what to put on and
what not to put on. It decides what to carry and what not to
carry. It's becoming more and more the dominant transmission

carrier.

You have VCR’s, you have more independent stations, you
have cable networks and you have some of the cable services
owned by the studios. You have all these things.

Well, then, who needs to be protected from the networks? Is

their power so eroded that nobody needs to be? Do indepen-
dents still need to be protected?

I think independents need some protection. But this time, with
oncoming direct broadcast satellite and fiber optics and cable,
free television itself is on the line. You need income in order
to be able to bid competitively against cable and everyone else
for key sports and big entertainment programs. Cable with a
dual [revenue stream from advertising and subscriptions] has
the capability of outbidding broadcasting. The only reason
they don’t is there’d be a lot of complaints from the Congress
or from me or the FCC. So free television is also at stake here
down the line.

You seem to be suggesting that the burden is on Hollywood
and independent stations. If they want to preserve some kind
of regulation, they've got to show you why.

Things have changed so dramatically since the rules were first
promulgated. It’s been such a difference that I think it’s time
to allow networks to negotiate for financial interest and proba-
bly syndication. Maybe in syndication, the networks [might
have] to syndicate it through a third party.

Allow a free marketplace to work that serves the public. If it
didn’t serve the public, then sometimes you might need some
kind of regulation. But I think it’s time to allow the networks a
considerable degree of financial interest in the programs that
they make popular.

What bearing do you think the foreign ownership of some of

the major Hollywood studios, which benefit greatly from the
rules, will have on the fin-syn debate?

I think it’s a major development and certainly we have to look
at it. As [ mentioned at the hearing, it is somewhat perverse
that foreign companies can purchase major American studios
with full syndication rights, which are denied to American-
owned networks by the rules. I don't see it because eventually,
any way you want to cut it, the profits Columbia, MGM,
MTM and even Fox make from syndication are going to
foreign companies and foreign banks, and you’re keeping the
networks that are more and more under siege from a big
variety of cable offerings and first-run syndication and VCR's
from getting the business. So I think it’s among the things that
have to be considered. It has some influence on me. As a
lawyer might say, I don’t think it isn’t dispositive, but, yes, it
is a consideration.

What about the prime time access rule? That's sort of been
injected into this whole thing. Columbia Pictures wants a
waiver, Disney wants relaxation, First Media wants to get rid
of it all together. Is that going to fall also?

No. I don’t see it falling at this time. I've said that if anyone
files a petition, we have to consider it. I'm not saying we
ought to get rid of the rules. That’s going to be a very hard and
tough fight. I don’t think the support is there to get rid of the
rules because they seem to be serving the public. However, if
you want to you can argue it the other way—that they’re not
serving the public the way they were intended. The idea first
was that this would be a great vehicle for public affairs and for
local programing. But it’s turned into very popular game
shows. So it hasn’t quite actually fulfilled its initial purpose.
The other argument that was made was that in the 51st to
100th markets where PTAR is not, only 23% of the programs
in access are off-network. That's pretty good. So there’s an
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argument for it, but I don’t think the timing is right. I just say
if you have good arguments, we’ll consider them. As I said,
it's going to be a long, hard fight.

In cable, the FCC proposed a tough new standard that would
in essence return cable systems that do not hold rates below
a certain national average to local regulation. How do you
justify such a severe measure just a few years after you
voted to set a standard that exempted most systems from
local regulation? What's changed in the last five years to
cause you to go from one extreme to the other?

[The vote for the original standard] was a very reluctant vote
on my part. I didn’t think it was going to be that important. It
developed so that it practically deregulated cable. And at the
time I voted for it, must-carry and channel positioning were
definitely in place.

Now after I voted for it, all of a sudden because we weren't
able to demonstrate a compelling government interest, there
was no must carry. So what kind of a standard do you have
that you have effective competition if you have three stations
or six stations that cable doesn’t even have to carry? It's
ludicrous.

It just doesn’t serve its purpose. Now that’s one way of
looking at it. The other is that there’s been a history of a lot of
municipality demands on cable that were unreasonabie. If you
want to get the franchise, you have to do a lot of other related
things, and 1 think there are some of us here who have been
through this and have seen the development of cable and want
to give it a certain amount of freedom.

So I have great hopes for what we call the *‘good actor
clause:”’ If you are providing a service at a basic competitive
price than it can be assumed that you have ‘‘effective competi-
tion”” and [you can avoid local regulation].

The danger is if we allow the basic services to consist of
maybe the stations you get off the air plus C-SPAN and a few
government channels, and if we allow a free enterprise rate for
all the other services, you have the possibility that you end up
with a higher rate than you have now and that isn’t the
Congressional intent or the FCC intent.

So a lot of it depends now on what we can come up with in
crafting this **good actor’’ clause. Can we say, if you want to
be a good actor, you will have to provide X number of
channels, say 14 or 18 or whatever you work out?

So we’re in the process of trying to work that out now.
| understand you deserve credit for getting a question in

“effective competitive” rulemaking about the nexus between
the new standard and must carry.

Yes. We decided that that should be added, saying OK, if you
want to make carriage of six stations effective competition, at
least have it with a must-carry provision. Otherwise, it’s
ineffective.

1s this a way of trying to bring back some kind of must carry?
Absolutely.
Will must carry be a part of the good actor standard?

You don’t need must carry in that aspect of it. The aspect
where we’ll assume that you have effective competition is the
six-stations standard. If that’s the one that is eventually adopt-
ed, you have to have must carry with that.

If you go ahead with your effective competition and your
tougher standard—some people are calling that a price cap—

do you think Congress will lose interest in reregulating
cable?

I'm not sure. No one is sure. What happened with me, I was
perfectly happy with cable. 1 like cable; it’s a good service. 1
pay more and it’s worth it. [ was perfectly willing to let the

rates alone, and all of a sudden someone in Port Huron [Mich.}
wrote that there was a Michigan man on the commission and in
about three weeks I got over 50 letters, very well written, from
responsible people saying: ‘*Aren’t you there to protect the
public? Our cable systems have raised the rates 80% in two
years. This is unreasonable. You should be doing something
about it.”’

And then I realized that this was a small county next to
Detroit’s Wayne County. What if this had been Wayne County
or Oakland County? I would have been flooded with letters,
and if I'm a Senator and I'm getting this from 25-30 counties,
I’'m going to get concerned and I'm going to take corrective
action.

So there is always a possibility that if cable isn’t completely
successful in reining in some of the excesses that they will be
under continuous scrutiny. The big thing is the price has gone
up too far and the service is poor.

It was self-inflicted and I think it’s being self-corrected. In
all, I’ve got to give credit to cable. But in the areas where it
isn’t seif-corrected, they're going to be asking for problems
for themselves from Congress and the FCC.

Do you think, as Duggan does, that adherence to some set of

customer service standards should be a criterion for meeting
the “good actor” test?

I don’t know. It sounds like a good idea. It’s getting very
intrusive. I think cable ought to do that in its own self interest.
I've got to think about it.

You flip-flopped on the question of whether telecos should
be allowed to compete with cable systems? You voted tenta-
t