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60th Year 1991

Reaching over 117,000 readers every week

RADIO / 50 IN THE EYE OF DESERT STORM / 23 WASHINGTON/ 42
Value-added selling Television and radio are eyes and ears for Tough cable rerequlation
wn radio adds more world focused on war in Middle East; CNN is bill introduced

marketing dimensions only link to Baghdad in conflict’s early howrs in Senate

This Team Consistently Beat
the NFLs Toughest.

The #1 Monday Night Show.

Source: NTi 1990-91 STD
1991 CPT Holdings, Inc. All Rights Reserved.
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1. A Current Affair has more access clearances (107)
than any show except Wheel of Fortune.

(NSI 11/90, Wheel of Fortune - 185, Entertainment Tonight - 95. Inside Edition - 39, Hard Copy - 31)

A Current Affair is the #1 access magazine show.

(Ranked by NS! HH Share, 11/90, avg. of all access clearances)

A Current Affair beats Entertainment Tonight in
most head-to-head situations.

{NS! HH Share, 11/90, equal faciiity matches)

A Current Affair beats Inside Edition in most
head-to-head situations.

(NSI HH Share, 11/90, equal facility matches)

A Current Affair is the only magazine show to
improve over its lead-in on most of its stations.

(NSI HH Share, 11/90)

No other magazine show performs better than
A Current Affair following news.

(NS1 HH Share, 11/90, avg. of all instances leading out of news)
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7. Every time Entertainment Tonight replaces
A Current Affair, shares drop — 33% on average.

(NSI HH Share, 11/90 v. 7/90 TP)

No station replacing A Current Affair with Inside Edition
has improved; stations drop an average of 20%.

(NSI HH Share, 11/90 v. 7/90 TP

A Current Affair beats Hard Copy in access.

{By 50% in HH, by 46% in Women & Men 18-49, and by 43% in Women & Men 25-54,
NS! Share, 11/90, avg. of all access clearances)

A Current Affair counterprograms
Wheel of Fortune better than any other
magazine show.

(Rdnked by NS! HH Share, 11/90. avg.

of all instances v. Wheel of Fortune) I
o
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The Original. Still The Best.
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23 / FOLLOWING
THE WAR

If there was any doubt that
CNN is on par with the other
three networks, it was
dispelled last week, as the
24-hour cable network
dominated the ncws—and the
ratings—during the first
nights of the Gulf War. (At
least 18 network affiliates
aired parts of CNN’s
coverage instead of the
coverage of their own
networks.) By the second
night broadcast networks
caught up by being the

first to report a missile attack
on Tel Aviv (CBS), and

by airing smuggled videotape
of the United States’s
bombing of Baghdad (ABC).

26 / ADVERTISERS
PULL OUT OF WAR
COVERAGE

Several major television
advertisers, including the big
three domeslic auto
manufacturers, decided to
pull their spots when the
networks went to their all-
news coverage of the war.
The networks hope that the
lost spots will be placed
elsewhere and perhaps cven
tighten up an otherwise
loose scatter market. For
now, it is too ¢arly to
determine what the negative
financial impact the
extended war coverage and
lack of ads will have on

the networks. There had also
been talk of commercial-
free coverage by the
networks for at [east the
first day of war, but that did
not happen,; the three
networks and CNN all ran
spots within the first 24
hours of their coverage.

The wortd at war: bringing the images home (page 23)

27 / NATPE 1991

The outbreak of war in the
Middle East, and the
anticipation of war, was
on everybody’s mind at the
NATPE convention in
New Orleans last week. In
fact, some felt the
prospect of armed conflict
made the convention more
businesslike, with many
general managers looking
to cut deals in the first day or
two of the show, in case
they had to leave early.

31 / TIGHTER BELTS
IN 1990

Paramount studio chiel
Frank Mancuso said during
his NATPE International
convention keynote address
that “*swashbuckling”’

was to the 19807
management style what
“‘belt buckling”’ is to the
1990’s. Hence, given the

present conservative
economic climate, he said
Paramount will put fewer TV
and theatrical film projects
into development each year.

34 / ECONOMIC

" OBSTACLES

There seemed to be a
consensus at one NATPE
panel scssion that there is
no dearth of creative
programing idcas
available. Instead, the
economy appears to be an
overriding factor in
controlling program risk
taking.

36 / FOLLOWING
RADIO’S LEAD

Television stations faced
with a fragmenting audience
should look to radio for
ways of dealing with the
growing competition.
According to some

broadcasting executives,
TV stations need to apply
many of the same
principles that AM stations
developed to compete
with the growth of the FM
band in the 1970,
including programing to a
consistent demographic
and repecatedly researching
that demo.

40 / WAR GIVES CBS
SHOW SECOND
CHANCE

The threat of war in the
Gulf brought about the
rebirth of CBS’s late night
news vehicle, America
Tonight, said Howard
Stringer, president,
CBS/Broadcast Group,
during the television critics
press tour last week. The
formerly canceled series
would remain in the 11:30
p.m. time slot indefinitely,
he said. Television critics
also heard about prospective
projects for the summer,
including series by Stephen
King, Rob Reiner and
Carrie Fisher.

43 / RETURN OF
FAIRNESS DOCTRINE?

House and Senate
communications
policymakers have

rencwed their quest to see the
fairness doctrine become
law.

45 / (S
COMMUNICATIONS

Several high-ranking

cable system operators met in
Boulder, Colo., last week

for a (wo-day tutorial seminar
on personal

communications services,

&'This Week
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which many believe are
likely to become a major
revenue source by the
mid-19907s.

46 / SNN LAUNCH
DELAYED

Landmark’s launch of
Sports News Network is
delayed as it waits for
approval from the U.S.
Bankruptcy Court in
Manhattan, Landmark is
buying the assets for $7
million from bankrupt Mizlou
Communications, but 1f
the deal is not closed soon,
the purchase price will
start to drop.

48 / HAVES DROPS
BID FOR TLC

Hearst/ ABC-Viacom
Entertainment Services,
which owns Lifetime
Television, has backed out of
its plan to buy
Infotechnology’s The
Learning Channel.

50 / VALUE ADDED
SALES

As the number of
commercial messages
reaching the average
American consumer
continues to grow, radio
stations and advertisers
increasingly are looking
for ways to maximize
advertising doltars. To do
this, veteran advertisers and
newcomers alike are
looking to value-added
marketing, a concept that
merges the traditional spot
schedule with a marketing
campaign.

53 / RAB HEADS TO
NASHVILLE

The Radio Advertising
Bureau will hold its 1 Ith
annual Managing Salcs
Conference in Nashville this
week, the setting for the
unveiling of the RAB’s new,
industry-wide marketing
plan.

55 / WESTWOOD
OFFER EXPIRES

Westwood One’s offer to
exchange its 9% convertible
subordinated debentures

for its 6%4% convertible
subordinated debentures
expired Jan. 14 with just over
84% of its bonds

converted. The 9%
debentures initially are
convertible into 114.29
shares of common stock

for each principal amount, at
a price of $3.50 per share,
whereas the 6%% debentures
arc convertible into 40.68
for each $1,000 principal
amount, representing a
conversion price of $24.58
per share.

59 / SBCA IN VEGAS:
READYING FOR
CHANGE

It the coming of Ku-band
direct broadcast satellite
services—and the smaller,
more affordablc antennas
associated with them—
wcre not enough to shake up
the home satellite TV
industry, ‘‘smart card’’
scrambling technology

and the entrance of major
consumer clectronics
retailers into the business
may also come within the
next year. The ramifications
of those and other changes
afoot will be the subject of a
three-day Satellite
Broadcasting &

-~ Communications

Association trade show in
Las Vegas this week.

NATPE in New Orleans (page 27)

60 / NABET AND NBC
REACH TENTATIVE
AGREEMENT

The National Association

of Broadcast Engineers’
agreement on a new four-
year contract could bring its
nine-menth-old contract
dispute to an end. A vote is
scheduled for Jan. 30.
NABET members have been
working under an imposcd
contract since Aug. 15, 1990.

61 / OLYMPKC
EFFORT

Although the current
advertising picture is bleak,
NBC and CBS O&O’s are
successfully selling the 1992
Olympics. Both groups

are said to have already sold
65% to 75% of their
respective inventories. The
emphasis is on selling the
advertiser, not just the spots.
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CLONED CIRCUIT

NEW YORK

Casualties of war

Networks won’t be only ones reeling
from lost advertising because of extend-
ed war coverage (see page 26). For
example, Fox-owned WNYW-TV New
York lost about $250,000 in advertis-
ing on Jan. 16. Other New York inde-
pendents probably lost similar

amounts. In St. Louis, stations were los-
ing upwards of $90,000 because of
preemptions. Although some advertisers
have pulled ads completely and Janu-
ary billings will be hurt, reps are confi-
dent that much of that money can be
replaced in February and that make-
goods will be provided. On radio

side, most stations went without com-
mercials by choice. Radio network
executives contacted by BROADCASTING
said that there were few requests by
advertisers that their spots be pulled.

Down to wire?

FNN is expected to file **planned’”
Chapter 11 this week after choosing win-
ning bid for network. Six bids were re-
ceived late last Friday, and FNN expects
to narrow field to one or two today

(Jan. 21). It wants $18.5 million for
Learning Channel, $125 million-$150
million for FNN Broadcast Network and
$20 million for three subsidiaries.

FNN received $4 million in credit from
Security Pacific and Toronto-Domin-
ion banks. It’s believed banks will get
proceeds from Learning Channel sale.

DAVENPORT, IOWA

Big hit

Rare glimpse of TV network com-
pensation cuts recently appeared in Lee
Enterprises’ financial statement.
Five-station group owner said it would
lose $225,000 in current fiscal year,
ending Sept. 30, as result of 20% comp
cut recently announced by CBS
(BROADCASTING, Nov. 26, 1990). In
prior year even greater loss,

$500,000, occurred, about half that as
result of CBS totally eliminating
compensation for Lee's KGMB(TV) Hono-
lulu. Vice president, broadcasting,
Gary N. Schmedding said next largest
comp cut was at Lee’s NBC affiliate,

TWO-PRONGED ATTACK

M ost cable operators will attack two structural elements of FCC’s newly
proposed “‘effective competition’’ standard, which would determine
which systems will be subject to municipal rate regulation. They, will argue
that 50% penetration test of six-signal element should be eliminated or, at
least, significantly raised, and penetration rests of multichannel-competition
clement should be significantly lowered. First round of comments is due Jan.
31. Consensus on what o say about third, or so-called *‘good actor,”” element
has so far eluded industry. Element would spare from municipal regulation
cable systems that provide basic tier at rates along lines of yet-undefined
benchmarks and that adhere to NCTA customer service guidelines. Although
most operators like element in theory, many have concerns about it in
practice. One fear is that franchising authorities will use ‘‘good actor’
benchmarks as caps in rate-setting proceedings. Another is that authorities will
dispute systems’ customer-service certification so they can regulate.

wSAZ-Tv Huntington-Charieston, W.
Va., with remaining reductions oc-
curing at CBS affiliates KOIN-Tv Port-
land, Ore., and KMTV(TV) Omaha.
Network actions could effectively re-
duce Lee’s 199] operating income
from broadcasting by more than 5%.

ATLANTA
Hot ticket

Not all broadcast stations that carried
small or large portions of CNN’s Gulf
coverage were authorized to do so.
Some cable operators reported new
CNN broadcast affiliates in their mar-
kets overnight. CNN has 220 broadcast
affiliates, with some markets having
four or five affiliates. CNN also has
agreements with broadcast and news-
paper newsrooms for use of CNN inter-
nally, but not for broadcast, which is
how many unauthorized stations aired
feed, it is believed. Still, Tele-Com-
munications Inc. said because of inter-
national situation and promotional
value of broadcasters carrying CNN, it
did not object to unauthorized use as
long as it was short term.

Turner Program Services' Russ
Barry said at NATPE that Turner had
verbal agreements with six more
broadcast stations to become affiliates
and interest from 30 more.

Sharing the wealth

Cox Broadcasting has had some early
discussions on developing cable news
talk channel in Atlanta, featuring tal-
ent from Cox’s WSB-AM-FM-TV Atlanta,

Atlanta Journal and Constitution.
Success would likely lead to same set-up
in Dayton, Ohio, where Cox owns
WHIO-AM-TV-WHKO(FM), Daily News and
JournallHerald.

NEW ORLEANS

Game’s over

Planned fall 1991 Jaunch of syndicat-
ed Scrabble by Group W Productions is
**not going to happen,’’ following
limited interest by stations at NATPE,
according to informed source. In ef-
fort to sell show, Group W even added
900-number interactive element

which would pay all revenue to stations.
But many stations, hesitant to buy

new game shows after casualties of 1990
season, failed to show strong interest

in program.

Rumor circulating NATPE conven-

tion last week that Warner Bros. Domes-
tic Television Distribution would kill
proposed new magazine project, Getting
Even, may be premature. Late last
week, high-level Warner source said ef-
fort was being made to save show by
funding it through venture with Warner
and consortium of broadcast stations.
Source at CBS Owned Stations division
confirmed group was talking with
Warner about becoming involved with
project. Show has been well received

by program analysts and station execu-
tives who have seen pilot. But many
stations have resisted paying cash li-
cense fees for which Warner Bros.

6 Closed Circwit
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In Reality IV,

Beyond the rescue...
Emerigﬂcﬂ real peaple saving lives.

When Entertainment hits us on reality TV,
it suddenly becomes compelling. This has been proven
with Cops, Rescue 911, America’s Most Wanted, and On Scene.

Syndication is cluttered with old formats...viewers are looking for
something new and EMERGENCY CALL delivers like no other!

That's because EMERGENCY CALL offers a key element appealing to
viewers of the nineties...relationships. We not only take you to the emergency,
we open the door to the rescuers' lives--real people--forming a bond with
brave men and women who risk their own safety for foiks like you and me.

EMERGENCY

CALL
63 GENESIS

ENTERTAINMENT
Los Angeles (818) 706-6341 « New York (212) 935-9450 © 1991 Genesis Entertainment
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FaceTo FaceW

New York
[,0s Angeles
Chicago
Philadelphia
San Francisco
Boston
Washington
Detroit
Dallas
Cleveland
Houston
Atlanta
Tampa
Seattle

WNYW
KTTV
WFLD
KYW
KPIX
WEXT
WITG
WIBK
KDAF
WKYC
KRIV
WAGA
WTSP
KCPQ

Fox

Fox

Fox

Group W
Group W
Boston Celtics
Fox

Gillett

Fox

NBC

Fox

Gillett

Great American
Kelly

Miami

St. Louis
Phoenix
Sacramento
Hartford
Indianapolis
Portland, OR
Cincinnati
Kansas City
New Orleans
Grand Rapids
Salt Lake City
San Antonio
Norfolk

WIVJ
KTVI
KPNX
KOVR
WVIT
WRTV
KGW
WKRC
WDAF
WDSU
WWMT
KSTU
KSAT
WTKR

NBC

Times Mirror
Gannetl
Anchor Media
Viacom
McGraw Hill
King

Great American
Great American
Pulitzer

Busse

Fox

H&C Comm.
Narragansett

This season Personalities has broughl
you face to face with some of the most
intriguing people of our time, We've

grown consistently since our debut.

And now, with over 60% of the country
already renewed, Personalities is the
choice of excellence for Fall "91.

1991 Twantieth Century Fox Fitm Corp. All Rights Reservea.
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HE US For FarLi
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west Palm Beach
Albuquerque
Dayton
Jacksonville
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Flint
shreveport
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spokane
springfield, MO

I
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KT Comm.
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Heritage

TV Station Partners
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Meredith

Merédith

Tak Comm.
Shamrock

KAYU TV Partners

Davis-Goldfarb

| “Chatlanooga
Tri-Cities

Las Vegas

Ft. Myers
Colorado Springs
Fargo
Monterey
Sanla Barbara
Corpus Christi
Beaumont
Boise

Odessa

Twin Falls

WDEF
WKPT
KWU
WINK
KOAA
KXJB
KNTV
KEYT
KRIS
KBMT
KTRV
KTPX
KKVI

Park

Home News
Meredith

Ft. Myers Bdcstg.
Evening Post
North American
Granite

Smith

Gulf Coast
McKinnon

Blade

James T. Taylor
Western Telecstg.
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has asked. However, CBS source said
its interest was for 1992 launch of
program, not fall 1991. One station ex-
ecutive also reported that Group W
Broadcasting was interested in patrtici-
pating in consortium, but that could
not be confirmed at deadline.

Up in the air

At least one major—Warner Bros.—
has adopted *‘wait and see’” approach to
presence at Monte Carlo TV market
next Feb. 10-15. According to studio’s
international TV distribution head,
Michael Solomon, company will make
final decision within about a week on
attending elite annual Riviera gathering,
citing continued uncertainty over fall-
out of Gulf war. Talk last week among
internationally minded attendees at
NATPE reflected numerous concerns
about safety of travel and region’s
proximity to conflict, although canceled
plans and pullouts remained only ru-
mors.

WASHINGTON
On tap

Likely successor to Capital Cities/
ABC’s Stephen Weiswasser as general
counsel, David Westin, is both ex-
pected and unexpected. That he is part-
ner at Wilmer, Cutler & Pickering is

not surprising since law firm does much
legal work for company; Weiswasser
himself is alumnus. However, Westin is
little known in communications law
circles, specializing instead in interna-
tional law. Appointment thus may re-
flect company’s widening vision. Wes-
tin, who is expected to start in mid-
February, clerked for former Supreme
Court Justice Lewis Powell. Last

month Weiswasser was named executive
vice president of ABC Television
Network Group (BROADCASTING, Dec.
24, 1990).

Where the action is

Thomas Goodgame, president emeri-

tus of Group W’s TV divison, and for-
mer chairman of National Associa-

tion of Broadcasters television board,
has moved to Washington. Good-

game will work out of Group W's News-
feed office on ‘‘acquisitions and in-
dustry things."’ He is expected to run for
NAB’s joint board chairmanship, but
says he has not made final decision. Liv-
ing in Washington will make Good-
game ‘‘readily available’” to carry out
NAB duties. At same time Good-

game emphasized that he is not interest-
e€d in running association on day-to-
day basis.

Lining up Bell

Government Affairs Policy Council

of Regional Bell Operating Companies
is among Tom Tauke’s new clients.
Tauke, former Republican congressman
from lowa who ran for Senate, and
Doug Walgren, Pennslyvania Democrat
who lost re-election last year, have
opened Washington lobbying firm
(BROADCASTING, Jan. 14). Tauke,
prominent member of Telecommunica-
tions Subcommittee. was key sponsor
of bill to lift restrictions on BOC'’s that
kept them from manufacturing equip-
ment and providing information ser-
vices.

Theatrics

FCC staged bit of what Commission-
er Ervin Duggan ljkes to call *‘kabuki
theater’” at Jan. 10 open meeting

when it pulled from agenda proposal to
start license revocation proceeding
against WXFL(Tv) Albany, Ga., and de-
nied licensee Timothy Brumlik op-
portunity to sell under distress sale poli-
cy. Brumlik is in federal prison,
serving time for drug money laundering

SIGN OF THE TIMES

Underachiever and sole male off-
spring of The Simpsons clan, Bart
Simpson, was honored when New Or-
leans City Council proclaimed Jan.
17-18 Bart Simpson Days and pro-
claimed him an “an international
icon for both adults and children.”
According to several Twentieth (Fox)
Television sources there, the city
picked up the tab for Bad Bart's street
signs, which replaced Convention
Boulevard for the two davs.

10 Closed Girewit

conviction. At meeting, Mass Media
Bureau Chief Roy Stewart asked to
withdraw item from consideration,
saying that bureau had received informa-
tion that might have bearing on case.
That's true enough. According to FCC
sources, agency received affidavit

last week making further *‘serious alle-
gations’’ against Brumlik. But what
neither Stewart nor anybody else men-
tioned was that all commissioners
other than Sikes had reservations about
way item was written, and at least

two wanted item yanked until some of
legal underpinnings could be firmed
up. In particular, they wanted to
strengthen case for denying distress
sales and did not wish to run afoul of
congressional mandate against tam-
pering with distress policy, which al-
lows licensees in trouble at FCC to

sell out to minorities at below market
price. Using affidavit as reason for
pulling item was convenient way of de-
fering matter so item could be rewrit-
ten. According to one source, FCC will
vote to begin revocation within next

' couple weeks ‘‘on circulation.”’

1L0OS ANGELES

Encouraging words

In impromptu appearance at Fox af-
filiate board and general affiliates meet-
ings at close of INTV convention

Jan. 5, News Corp. CEO Rupert Mur-
doch assured affiliates that debt refi-
nancing on reported $8 billion long-term
debt with banks has been completed
without hitch. One affiliate board mem-
ber said Murdoch restated that Fox
Broadcasting Co., Fox Television Sta-
tions® seven stations and Twentieth
Television syndication remain **strong
profit centers’’ of News Corp. and

that **everything js on track ' for contin-
ued expansion of FBC.

AMARILLO, TEX.

Texas furnover

Fox affiliate KCIT(TV) Amarillo,

Tex., has been sold by Ralph C. Wilson
Industries Inc, to KCIT Acquisition

Co. for price confirmed to be in excess
of $2 million. Sale, brokered by Kalil

& Co., gives F. Lanham Lyne, principal
owner of KCIT, second Fox station
(other property is KITL{TV] Wichita
Falls, Tex.) For Wilson, owner of
NFL’s Buffalo Bills, it’s second sale in
less than year; his KICU-Tv San fose,
Calif., went to KICU Inc. for $34 million
last April.
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GET YOUR FEET WET seae

Break away from your desk and open your mind at THE WORKSHOP-the 31st Annual TV Video
News Workshop. Whether you're a writer, editor, news director, producer or station manager,

youllshare an assignment with photojournalists. Rain or shine, T“E w0RHSHOP

you’ll follow the story from beginning to end. Learn from the
bestin the business. It’s exciting, It's challenging. It’s refreshing. ggﬁ‘;’;}fé‘;ﬂl’gﬁumm’“
Experience five days at THE WORKSHOP And change your life. University of Oklahoma—Norman

Sponsored by: National Press Photographers Association « 3200 Croasdaile Drive, Suite 306
Durham, North Carclina 27705 - 919/383-7246+ FAX 919/383-7261 » Sony Corporation - University of Oklahoma




STILL THE MOST POWERFUL
VEHICLE ON TELEVISION.

It’s a fact - M*A*S*H is irreplaceable.

HEAUY LOSSES REPORTED!  M*A*S™H TO THE RESCUE!

Stations replacing M*A*S*H watched Stations adding M*A*S*H saw
their shares decline sharply! immediate growth!

MARKET/ M*A*S*H %HH Share ~ MARKET/ ‘M*A*S*H  %HH Share
STATION  Replaced By: Change STATION Time Period  Change

Philadelphia/WTXF  Hard Copy -18% San Francisco/KTVU* 11:30 PM +25%
Dallas/KTXA 21 Jump Street  -43% Tampa/WFTS 7:30 PM +60%
Orlando/WCPX Who’s The Boss? -14% Pittsburgh/WPGH 7:30 PM +29%
San Diego/KFMB*  Golden Girls -22% St. Louis/KDNL 10:00 PM +17%
Providence/WNAC  Growing Pains  -40% Sacramento/KRBK*  10:30 PM +67%
Dayton/WHIO Preview -19% Baltimore/WBFF 7:00 PM +67%
Charl-Hunt./WVAH  Three’s Company -36% Indianapolis/WTTV 11:00 PM +100%
Tulsa/KJRH Challengers -50% Cincinnati/WXIX* 11:30PM +120%
Des Moines/WOI Cheers -20% Columbus, OH/WTTE  7.00PM  +140%
Tri-Cities/WKPT* People’s Court -8% Buffalo/WUTV 6:30 PM +60%
Colo. Springs/KOAA  Cheers 1% Jacksonville/WAWS*  10:00PM  +100%
Sioux Falls/KSFY Amen -41% Little Rock/KTHV 11:00 PM +56%
La Crosse/WKBT Cosby -32% Wichita/KSAS 6:30 PM +60%
Rockford/WIFR Night Court -31% Paducah/KFVS 10:30 PM +36%
Sioux City/KCAU Into The Night  -23% Madison/WISC 11:00 PM +71%
Rapid City/KOTA Cheers -18% Evansville/WEVV 6:30 PM +33%
Topeka/KTKA News -58% Wichiia Falls/KJTL 6:30 PM +140%
Erie/WJET Cheers -4% Abilene/KTAB 10:30 PM +7%
Binghamton/WICZ  Growing Pains  -33% Source: NSI (*ARBY 1190 M*A*S*H vs. 11/89 Time Period.
Clarksburg/WDTV CBS Late Night -57%

Source: NS (*ARB) 11/89 M*A*S*H vs. 11/90 Time Period.
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8 [ndicates new listing or changed item.

THIS WEEK

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

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

® Jan. 22— Extended deadline for entries in
Radio-Television News Directors Association
awards competition. Information: (202) 659-
6510.

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

Jan. 22—Deadline for entries in Education Writ-
ers Association's Awards for Education Report-
ing. Information: (202) 429-8680.

Jan. 22—Federal Communications Bar Associa-

Jan. 21-23—Satellite Broadcasting and Com-
munications Association trade show. Bally's,

Las Vegas. Information: (800) 654-9276.

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

ville.

Jan, 25-29—National Religious Broadcasters
annual convention. Sheraton Washington,

Washington.

Jan, 25-31-—National Association of Broad-
casters winter board meeting. Ritz-Carlton, Na-

ples, Fla.

Feb. 1-2—Society of Motion Picture and Televi-
sion Engineers 25th annual television conter-
ence. Westin Detroit, Detroit. Future conference:
Jan. 31-Feb. 1, 1992, Westin St. Francis, San

Francisco.

Feb. 10-18—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.

Feb. 27-March 1—Texas Cabie Show, spon-
sored by Texas Cabie TV Association. San An-

tonio Convention Center, San Antonio, Tex.

March 6-9-22nd annuai Country Radio Semi-
nar, sponsored by Country Radio Broadcast-
ers, Opryland Hotel, Nashville. Information:

(615) 327-4487.

March 24-27—National Cable Television Asso-
eiation annual convention. New Oreans Con-

vention Center, New Orleans.

April 7-9—Cabletelevision Advertising Bureau
10th annual conference. Marriott Marquis, New

York.

April 15-18—National Association of Broad-
casters 69th annual convention. Las Vegas Con-
vention Center, Las Vegas. Future conventions:
Las Vegas, April 13-16, 1992, and Las Vegas,

April 1922, 1993

14 Datebook

tion, New York chapter. winter luncheon. Speak-
er: FCC Commissioner Sherrie Marshall. Asso-
ciation of the Bar of the City of New York, New
York.

Jan. 22-24—46th annual Georgia Radio-TV In-
stitute, sponsored by Georgia Associarion 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.

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

Jan. 23 -jllinois Broadcasters Association
"Great ldea Exchange.” Bradley University,
Peoria, Il

MAJOR MEETINGS

Aprll 19-24—MIP-TV, international lefevision
program marketplace. Palais des Festivals.
Cannes, France. Information: (212) 750-8899.

April 21-24—Broadcast Cable Financial Man-
agement Association 31st annual convention.
Century Plaza, Los Angeles. Future conven-
tions: April 22-25, 1992, New York Hilton, New
York, and April 28-30, 1993, Buena Visla Pal-
ace, Lake Buena Vista, Fla.

May 15-18—American Association of Advertis-
ing Agencies annual convention. Greenbrier,
White Sulphur Springs, W.vVa.

May 15-19—Annua pudlic radio conference,
sponsored by National Public Radio. Sheraton,
New Orleans.

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

May 22-23 - NBC-TV annual affiliates meeling.
Marriott Marquis, New York.

May 29-31—CBS-TV annual affiliates meeling.
Waldorf Astoria. New York.

June B-11—American Advertising Federation
national advertising conterence. Opryland,
Nashwville.

June 9-13—1991 Public Broadcasting Service
meeting. Wait Disney World Doiphin, Crlando,
Fla. Information: (703} 739-5000.

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

June 13-18—17th International Television Sym-
posium and Technical Exhibition. Montreux,
Switzerland.

June 16-19—Broadcast Promotion and Mar-
keting Executives & Broadcast Designers Asso-
ciation annual conference. Ballimore Conven-
tion Center, Baltimore.

|

Jan. 24— Federal Convnunications Bar Associa-
tion monthly luncheon. Speaker: Laurence Sil-
berman, Judge, U.8. Count 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 Ciry 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 Qut-
standing Coverage of the Problems of the Dis-
advantaged, sponsored by Roberi F. Kennedv
Memorial. Information: John Bourgeols, (202)
333-1880.

Jan. 25—New York Fesiivals television pro-

June 18-21-—Natione! Association of Broad-
casters summer board meefting. NAB headquar-
ters, Washington.

July 24-27—Cable Television Administration
and Marketing Saciety annual conference.
Opryland, Nashville

Aug. 25-27—Eastern Cable Show, sponsored
by Southern Cable Television Association. At-
lanta.

Sept. 11-14—Radio '91 convention, sponsored
by Nationa! Association of Broadcasters. San
Francisco.

Sept. 25-28—Radio-Television News Directors
Association intemational conférence and exhi-
bition. Denver.

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

Oct. 3-6—Society of Broadeast Engineers fifth
annual national convention. Houston. Informa-
tion: 1-800-225-8183.

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

Oct. 26-30—Society of Motion Picture and Tele-
vision Engineers 133rd technical canference
and equipment exhibit. Los Angeles. Future
conference: Nov..11-14, 1992, Metro Toronto
Convention Center, Toronto.

Oct. 27-30-—Association of National Advertis-
ers 82nd annual convention. Biitmore, Phoenix.

Nov. 18-20—Television Bureau of Advertising
annual meeting. Las Vegas Hilton, Las Vegas.

Nov. 20-22 - Western Cable Show, sponsored
by Californie Cable TV Association. Anaheim
Convention Center, Anaheim, Calif.
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graming awards presentation and dinner.
Sheraton Center, New York. Information: (914)
238-4481.

u Jan, 25—American Women in Radiv and Televi-
sion, Houston chapter, Hispanic media break-
fast seminar. Stouffer Presidente Hotel, Hous-
ton.

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—Nationa! Religious Broadcasters an-
nual convention. Sheraton Washington, Wash-
ington.

Jan. 25-31—National Association of Broadeasiers
winter board meeting. Ritz-Carlton, Naples,
Fa.

Jan. 26—Radio-Television News Directors Asso-
ciation region two conference. Universal City,
Calif. Information: (213) 462-6053.

ALSO IN JANUARY

u Jan. 28-Feb. 5—Fourth annual !aternational
Teleproduction Sociery President's Retreat. Ritz
Carlton Mauna Lani, Kohata, Hawaii. Informa-
tion: (212) 877-5560.

Jan. 29"Building Even Better Retail Partner-
ships,” retail marketing workshop sponsored

by Television Bureau of Advertising and Retail
Marketing Board. Chicago Hilton & Towers, Chi-
cago. Information: (212) 486-1111.

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

Jan. 29— Federal Communications Bar Associa-
rion, Continuing Legal Education Comminee,
seminar, “FTC and FCC Oversight and Indus-
try Self Regulation of Television Advertising
Practices.” Washington Marriott, Washington.
Information: (202) 833-2684.

Jan. 29-30—Alfred 1. duPont Forum: "TV as
Superpower,” featuring keynote speaker Dan
Rather of CBS and panelists Rev. Jesse Jack-
son, Shadow Senator and National Rainbow
Coalition; John Laurence, ABC News; David
Gergen, U.S. News & World Report, Peter Vesey
and Pamela Hill, CNN; Janos Horvat, Hungar-
ian TV, and Bill Leonard, Alfred |. duPont-Co-
lumbia University Awards. Also, on Jan. 30:
"Winning Broadcasts," featuring winners of Al-
fred 1. duPont-Columbia University Awards.
Kellogg Conference Center, Columbia Univer-
sity, New York. Information: (212) 854-5047.

Jan. 29-30—"The 1990 Census: Drawing a
New Portrait of America,” conference for jour-
nalists sponsored by Washington Journalism
Center. Walergate hotel, Washington. Informa-
tion: (202) 337-3603.

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

ADVICE AND DISSENT

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

Made possible by a grant from GE.

THE MCLAUGHLIN GROUP

Check your local listing for station and time.

We bring good things to life.
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A First Amendmentlobscenity commentary from Michael Drayer of Mintz, Levin, Cohn, Ferris, Glovsky & Popeo, Washington

that 2 Live Crew’s album *‘As Nas-

ty As They Wanna Be" is legally
obscene and a Fort Lauderdale, Fla., re-
cord store owner’s criminal conviction on
a misdemeanor charge for selling the al-
bum, to the trial and acquittal of Cincin-
nati’s Contemporary Arts Center and its
director for exhibiting the works of pho-
tographer Robert Mapplethrope, the ob-
scenity controversy held its own in the
national consciousness in 1990. There is
one obscenity case, however, that has re-
ceived far less attention than it deserves.

Like the other cases, the case involving
Home Dish Satellite Networks Inc.
(HDSN) is infused with the potent mix-
ture of sex and politics. Its facts are as
follows: In February 1990 a Montgomery
County, Ala., grand jury handed down
criminal indictments against the X-rated
backyard satellite dish program service
American Exxxtasy, its satellite carrier
GTE Spacent Corp. (GTE) and United
States Satellite Corp. (USSC), which
‘‘uplinked”” HDSN programing to satel-
lites. The indictments were the result of an
investigation by District Attorney Jimmy
Evans, who was running for attorney gen-
eral of Alabama. HDSN, the owner of
American Exxxtasy, also owned a second
programing service, the Tuxxedo Net-
work. Tuxxedo was an R-rated program
service primarily offered via cable sys-
tems on a pay-per-view basis. The indict-
ments led GTE to pull the plug on Amen-
can Exxxtasy. Moreover, Hughes
Communications Carrier Services, the_sat-
ellite carrier of Tuxxedo, chose to termi-
nate carriage of that programing serdice,
too.

Today HDSN and both of its program-
ing services are out of business without
ever having been found obscene by a
court of law. (After HDSN went out of
business the charges against it were dis-
missed as part of a plea agreement.
HDSN entered into similar plea agree-
ments shortly thereafter in response to fel-
ony obscenity charges in two federal
courts.) Thus, one crusading district attor-
ney was able to shut down two program-
ing services, one of which (Tuxxedo)
reached an estimated 1.2 million cable
households nationwide, by obtaining an
indictment against one of the services.
This result subverts the principles underly-
ing freedom of expression.

F rom 2 federal court judge’s ruling

Obscenity is one of very few categories
of expression not entitled to First Amend-

distribution service (MDS) common carri-
er which offers video programing services
will be immune from adverse agency ac-
tion unless put on notice that a program it
offers has been adjudicated obscene. The
FCC stated that it was not prohibiting
MDS common carriers from acting unilat-
erally to restrain the transmission of pro-
gram content they believe to be unlawful;
however, any common carrier which
takes such unilateral action may be subject
to legal action if the program content is
subsequently determined not to be unlaw-
ful. Thus Hughes, GTE and USSC were
not prohibited from ending carage of
Exxxtasy and Tuxxedo at their own risk.
The FCC should extend its MDS order

ment protection. The
clear intent of the
law is undermined
when, by govern-
ment fiat, one com-
munity can censor
what other commu-

““Courts will have
10 revisit the thorny
problem of obscene
expression because

to all common carri-
ers transmitting vid-
ec programing until
it has been ruled un-
lawful to remove in-
dividual public offi-
cials’ unbridled

nities see and hear. power to determine
The most disturb- teChn‘)logy fzas what programing is
ing aspect of this once again available through in-

case is that the ob-
scenity standard
would have been

outpaced the law.’

, terpretive rulings.
This result would
clarify common car-

subverted even had American Exxxtasy or
Tuxxedo been adjudged obscene before
HDSN went belly up.

The blame for this state of affairs, how-
ever, cannot be laid solely at the doorstep
of opportunistic politicians, who have a
right to enforce community standards
within their jurisdictions under existing
law. Nor can one lay the blame solely at
the feet of the satellite carriers and
uplinkers, which are not only concerned
with the bottom line, but also claim that
being a good corporate citizen (which is,
of course, related to the bottom line) re-
quires them to respect community stan-
dards and to refuse carriage of objection-
able programing.

A third party also must share in the
blame for the death of HDSN's program-
ing services: the FCC. Communications
common carriers are required by law to
hold out their services to potential custom-
ers on a first come, first serve basis with-
out regard to content. Carriage may only
be denied or terminated if a customer
intends to use or does use satellite capaci-
ty for unlawful purposes.

The FCC has ruled that a multipoint

riers’ obligations under federal law and
provide them legal protection against local
indictments through the application of fed-
eral preemption doctrine. As it stands
now, the camiers also face legal exposure
from the programers they put out of busi-
ness to protect thems€lves against local
indictments., More important, this state-
ment of policy would prevent R-rated pro-
gram services from being forced out of
business by their carriers’ decisions to ter-
minate carriage due to political pressure.
This solution still leaves one gaping
hole, however. If a programer is convict-
ed under a local obscenity law in one
community, how can other citizens be
ensured that this decision will not restrict
their access to programing? Congress cer-
tainly cannot be expected to act to protect
alleged ‘‘pornographers,” at least until a
mainstream programer such as HBO is
attacked. It appears the courts ultimately
will have to revisit the thorny problem of
reconciling First Amendment principles
with restrictions on obscene expression
because technology (this time satellite
communications instead of medical tech-
nology) has once again outpaced the law.
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thern tell you about MA.R.C's
most exciting features. Let them

tell you about satisfaction. Then, join the growing list of sta-
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Put these on and you'll see better ratings.

You don't need 20/20 vision to see that Sally Jessy Raphael is the key to successful
programming. Just look at her numbers:
She’s bad the greatest year-to-year audience increase of any daytime talk show bosi.
Sally outdelivered Geraldo, Live with Kegis and Kathie Lee and the Joan Rivers show.
This proves that Sally has the kind of show

people like to watch. And that's something =

any wise programmer likes to see.

The talk show host who listens.



KFORTV, Oklahoma City,
is proud to announce
the appointment of
Katz American Television
as its national representative

(In STRONG %

K FOR T

Katz American Television
Committed to Sales Performance
for Major-Market Affiliates

KFORTV.
Katz American Television.




TELEVISION’S WAR, AND CNN’S

Medium mobilizes to cover life/death conflict in Persian Gulf;
Cable News Network comes into its own as world force in journalism

I am looking directly west from the
hotel and through the entire sky,
there are flashes of light. It appears
to be some sort of anti-aircraft fire. Cou-
ple of flashes on the horizon, something
is definitely under way here.™’

So reporied ABC News's Gary Shep-
ard at 6:35 p.m. (Eastern Standard
Time) last Wednesday evening, Jan.
16—during that network's regular eve-
ning news-—from the Al-Rashid Hotel in
downtown Baghdad during the
first minutes of the U.S. air at-
tack. Minutes later, Shepard de-
scribed the scene: ""1t’s like fire-
works on the Fourth of July,
multiplied by 100.”" Thus began
the marathon broadcast coverage
of what President Bush would
call Desert Storm, the war
against Iraq.

The first 16'2 hours belonged
1o CNN, in part because all the
other major U.S. radio and TV
networks lost their telephone con-
nections from the hotel, while
CNN, with the approval of the
Iragi government, maintained a
four-wire line and became per-
haps the world’s only link to

Broadcasting Jan 21 1991

|

Baghdad for several hours. Three CNN
correspondents ensconced at the Al-Ra-
shid—Bernard Shaw, John Holliman
and Peter Arnett—took turns staying by
the phone while the others gathered in-
formation in the city.

The other three TV networks man-
aged sporatic telephone connections dur-
ing the night (Wednesday). but CNN
was the only network to air constant

| updates on the sitvation in Baghdad.

Man of the hour: Bernard Shaw from Baghdad

| Iraq ended all telephone communica-
tions by journalists, including the CNN
line, at 11 a.m. the following morning,
out of fear, it is believed, that informa-
tion sensitive to its strategic position was

[ coming out of the CNN reporis.
The conventional network coverage
| appeared 10 have caught up to CNN

Thursday evening. CBS is credited with

being the first to report the missile attack
| on Tel Aviv at 7:05 p.m. and ABC was
the first to air video of the first
bombing of Baghdad at 10 p.m.
Those pictures matched She-
pard’s Fourth of July imagery.
NBC claimed its announcement
of the attack aired at 6:38 p.m.
and CBS would only say its re-
port aired between 6:35 p.m. and
6:40 p.m.

Nielsen numbers released on
Friday for the first hour after the
attack showed CNN with a 20.7
rating among U.S. cable house-
holds, against first-hour total
television households for ABC
(17.2/27), NBC {(15.2/22) and
CBS (12.6/19). (Nielsen officials
emphasized that total television
universe numbers for CNN were

Top of the Week 23
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ABC's Peter Jennings

unavailable Friday.)

If any network could be called a loser
on Wednesday night, it would be CBS,
which came off third among the big
three (ABC and NBC were first and
second, respectively, in top 25 market
ratings). Nielsen’s list of the 20 highest-
rated network affiliates that night includ-
ed only two CBS affiliates—wcco-Tv
Minneapolis (third at 27.4/37) and
WAGA(TY) Atlanta (19th at 18.3/25).
Both of those confirmed they made
heavy use of the CNN feed.

Shaw, Holliman and Armett’s report-
ing held the attention not only of U.S.
television viewers but high-ranking offi-
cials of the Pentagon as well. *“The best
reporting I've seen on what transpired in
Baghdad was on CNN,’" said Defense
Secretary Richard Cheney during a
Wednesday evening press briefing in re-
sponse to a reporter’s question about the
damage to Baghdad from the first wave
of bombing. “‘It would appear, based
upon the comments that were coming
from the CNN crew in the hotel in Bagh-
dad, that the operation was successful in
striking targets with high precision.”’

General Colin Powell, chairman of
the Joint Chiefs of Staff, answered a
similar question the next moming: *'The
best source of how careful we have been
is listening to the CNN reporters who
were watching it unfold.”’

Another reporter asked Powell wheth-
er Iraqi broadcast transmitters had been
targets. **We have done some consider-
able damage to that ability—at least ac-
cording to what Bernie Shaw tells me,””’
Powell said.

NBC was the one network to pick up
CNN coverage. At about 10 p.m., Tom
Brokaw cued ‘‘the very enterprising
Bernard Shaw representing the very en-
terprising CNN.”" Shaw, Holliman and
Amett spoke for several minutes, each
giving NBC viewers summaries of the
destruction they had seen in Baghdad.
*“The next time we see each other, it's
on me. Trust me,” Brokaw told Shaw
after the report. ““CNN used to be called
the little network that could. It's no

24 Top of the Week

CBS's Dan Rather

longer a little network,’” Brokaw said.
NBC affiliate KING-Tv Seattle used a
three-box graphic to keep the pictures
from local, NBC and CNN feeds on the
screen at all times and randomly
switched audio among them. CNN’s
coverage was ‘‘absolutely’’ the best,
said Andy Beers, KING-TV assistant news
director. ““We had been monitoring

“We have done
some considerable ‘
damage to that l
ability [of the Iragis |
10 transmit]—at l
least according to
what Bernie Shaw '
tells me.”’

~Joint Chiels of Staft
Chairman Colin Powell

CNN ali day [before the attack] because
I had noticed that they were staying with
Bernie Shaw as often as they could. It
seemed to be obvious that their strategy
was to keep the phone line open so that
if the bombs started dropping, they
would be the first to know."”’

wCCOo-Tv Minneapolis interrupted the
CBS Evening News with Dan Rather to
switch to CNN’s feed, said the station’s
news director, John Culliton, Through-
out the night, wcco-Tv did **quite a bit
of flipping’’ among CBS, CNN and
their own local coverage. Culliton called
the switch to CNN “‘a reflex deci-
sion...it was clear that CBS was not

ready. The first night was not a good |

night for CBS."” On the second night, he
said, wcco-Tv used CBS’s coverage the
majority of time, with occasional CNN
use.

CNN correspondents and staff moved
to the basement of the Al-Rashid after its

NBC's 'l:om Brokaw

line was cut Thursday moming. By the
following morning, only censored taped
audio reports were allowed out of Bagh-
dad by Iraqi officials. CNN kept three
people—Amett, producer Robert Wei-
ner and technician Nick Robinson—in
Baghdad. NBC’s Tom Aspell also
stayed on with a crew; NBC would not
say how large. CBS’s Allen Pizzey and
ABC’s Shephard were out of Baghdad
and reporting from Amman, Jordan, on
Friday morning.

Focus on the region shifted from
Baghdad to Tel Aviv on Thursday night
after reports of Scud missile strikes. The
next several hours saw waves of confu-
sion and unconfirmed reports. At 7:40
p.m., CNN reported two missiles had
landed on Tel Aviv. ABC’s Peter Jen-
nings cited AP reports of three explo-
sions. NBC reported at 7:51 p.m. that
‘“at least one’” missile had landed. Sub-
sequent reports had up to 12 Scud explo-
sions.

Scattered telephone reports came in
from Tel Aviv and fewer pictures after
the missiles landed. Networks attempted
to get as much detail as possible from
live contacts with Jerusalem-based cor-
respondents in gas masks.

Amid the confusion on the Tel Aviv
attack came ABC’s footage of the bomb-
ing of Baghdad. Sebastian Rich, cam-
eraman for Independent Television
News (ITN), told Ted Koppel during
Thursday night's Nightline that ABC
cameraman Fabrice Mourssous shot the
images. Rich then smuggled the tape
with him in a car convoy out of Irag to
Amman, where it was uplinked by ITN,
(Mourssous left Baghdad in a later con-
voy.) CBS, an ITN client, aired the
same report at 10:19 p.m., several min-
utes after ABC.

Due to confusion over whether the
footage belonged to ITN or ABC, it was
denied to NBC and CNN on Thursday
night. *‘We appealed to ITN, which we
are not a client of, and they rejected our
appeal...ABC was so upset they called
us [Thursday moming] and said ‘Go
ahead and use it; it’s our material, not

_ _ L
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theirs,” ** said Don Browne, NBC exec-
utive news director. NBC attempted 1o
smuggle its own video of the bombing
out in the same car as the ABC report,
but it was confiscated by an Iraqi patrol
enroute.

At 10:30 Wednesday night, NBC
aired some of the video that it was able
to save and some BBC footage. although
it was admittedly not as good as ABC’s.
CNN also did not have the ABC report
until Thursday morning.

The first pool video from Saudi Ara-
bia of the war was not fed to the net-
works until one minute after midnight on
Thursday morning, five and a half hours
after the offensive began. Before the
pool footage, coverage on all networks
{besides CNN's Baghdad reports) con-
sisted mainly of live reports from the
International Hotel in Dhahran, Saudi

Arabia, and interviews with experts.
The first pictures showed only incoming
and outgoing U.S. jets and interviews
with pilots rcturning from the first sor-
ties. No major disputes over censorship
or details of the pool rules occurred dur-
ing the first days.

*“The pools have not, cannot and it
was never anlicipated that they woulid be
able 1o cover an air war in Iraq,”’ said
George Watson, ABC News Washing-
ton burcau chief. No reporters were on
any of the planes over Iraq. ““The crucial
test of this pooling system and the re-
strictions under which it operates
haven't come yet,”’ Watson said.

The best pictures of the first opera-
tions were expected to come from the
cockpit recorders on some of the planes.
The networks were waiting expectantly
for those pictures from the Pentagon all

day Thursday. “‘On the edge of frames
of the pictures, there were marks they
thought could be used to identify the
camera or somehow expose classified or
sensitive  information,’” Watson said
Thursday afternoon. ‘*We, of course,
have no interest in broadcasting marks
that convey no information to the view-
er.”’ The networks were waiting for the
marks to be blacked out and the video to
be released.

The military released its edited video
from cockpits the next morning at 7 a.m.
during its regular daily briefing in Ri-
yadh. The pictures seemed to confirm
the earlier reported precision of the la-
ser-guided bombing. (The Pentagon
claimed to have hit over 80% of is
targets.)

The three commercial networks went

back to entertainment programing brief-

HOW THE COVERAGE WAS

I- ast week's coverage of the Persian Gulf War was, in the
words of one observer, *‘overwhelming;”’ it drew praisc
as well as criticism. The networks were faulted for rushing to
Jjudgment and for misinforming the public. But at the same
time, network war correspondents were recognized for their
courage and enterprisc. And it was evident that both the
public and government leaders were relying on television and
radio newscasis for the latest word on the situation in the
Gulf.

a8 “*Television is so powerful,”” said Los Angeles Times
TV critic Howard Rosenberg, that it has ‘‘almost become
part of the war.”” Indeed, Rosenberg thinks war itself has
been redefined. To Rosenberg, the admission by Defense
Secretary Dick Chency that he has been getting his informa-
tion from CNN is the most telling example of the impact of
television on war.

& Derroit Free Press television critic Marc Gunther said
the war has brought out the *‘best and worst’’ in network
news. On the *‘best’” side, *‘network correspondents have
displayed incredible courage.”” And television. he said, ‘‘has
kept the country together.”” Conversely, Gunther thinks the
networks, in their haste to report the news, misled the public.
*“You had NBC and ABC reporting chemical attacks and
CBS saying that Israel had retaliated. To me, that was
network news at its worst."”’

8 John Splaine, education policy professor at the Univer-
sity of Maryland specializing in critical TV viewing and a
consultant to C-SPAN, said the coverage was like *‘watching
a Nintendo game at night. The whole thing is dehumanizing
and hyped—the ‘showdown-in-the-gulf’ kind of stuff. It just
seems to be more sensationalism.’’

@ Accuracy in Media’s Reed Irvine also criticized the
coverage: ‘*‘What is achieved by all of this business of having
your people right on the spot and reporting directly from the
front row 10 the battle? What is accomplished by it other than
boosting the ratings? It doesn’t give the people necessarily
accurate information. It can serve the encmy purposes and,
in fact, it may misinform us.”’

& “‘In the first 24 hours, the Pentagon and the military
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really controlled this thing. That’s what they intended to do
and they succeeded,” said C-SPAN Chairman Brian Lamb.
““The military has had total control over this information
process and we arc only getting what they want us (o get,
which is normal under a military operation,’” he said. Lamb
also observed that the primary ncws source the first day of
the war was essentially radio reports from CNN’s John
Holliman and Peter Amett. Otherwise, he said, ‘‘there really
hasn’t been much news.”’

@ “‘Contrary to expectations, this is not a pictorial war,”
said George Watson, Washington bureau chief for ABC
News, who thinks there may be more foolage in days to
come. ‘‘There is always a tendency to think that if there are
not good pictures, it's not a story,’” he said, but “*when the
U.S. launches a major war, that’s a good story.”

& Given the conditions, said David Bartlett, president
of the Radio-Television News Directors Associztion, the
networks have done a ‘‘remarkable job.’’ However, CNN
deserves ‘“*special commendation for enterprise.’” he said.

8 Defense Secretary Richard Cheney’s only criticisin of
the press seemed (o be that it predicted success too early. But
CNN's Ed Turner said his people had gotien a sense that the
Pentagon believes CNN’s coverage has been ‘‘cruel and
dispassionate.”’

@ Charles Sherrill, Washington bureau chief of Bonne-
ville International Corp., said pool reports and news from the
Middle East have been "‘amazingly good.’” Sherrill praised
CNN'’s coverage (Bonneville’s KIRO-Tv Seattle, a CBS affili-
ate, dropped CBS coverage for that of CNN) and said that
‘‘as the evening wore on, CBS kind of got its act together.
ABC was on top of it.”’

® Said Hubbard Broadcasting’s Stanley S. Hubbard:
““Ted Turner is making suckers out of the cable systems.
What happened to exclusivity? What advantage is there to
carry CNN, if when the biggest story of the decade hits,
anyone in town can carry it?’’ He said CNN’s live coverage
was ‘‘pretty compelling... people were not willing to turn
away from that.”’ But overall, Hubbard said, ‘‘ABC has
done the best job from day one.” —KM, HAJ, PJS
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ly dround | p.m. Friday before going
back to cover unconfirmed reports of a
second missile attack on Israel. That
would be the way it was in broadcast
news, 'til forbid.

[n}

t was radio’s war, too, with a num-

ber of journalistic breakthroughs on

the aural side. *‘I am convinced Jon
Bascom broke the story,”” said Bart
Tessler, vice president of news for Mu-
tual/NBC Radio. As the pool reporter at
an air base in Saudi Arabia, ABC corre-
spondent Bascom filed a report at 6:28
p.m. that planes had taken off for targets
in Iraq. Mutual/NBC, the pool network
at the time, fed the other networks and

then put out its own bulletin at 6:40,
followed by another at 6:58 from Bagh-
dad by stringer Don Kirk.

Tessler believes Mutual/NBC’s bulle-
tin was the first report. The network
aired continuous coverage from then,
broke for several hours on Thursday,
and then resumed its around-the-clock
coverage and expected to stay with it at
least through the weekend. Similar mea-
sures were taken by other networks:

National Public Radio, with two re-
porters in Dhahran and one each in Am-
man and Jerusalem, went immediately
to 24-hour coverage with expanded edi-
tions of regular newscasts and hourly
updates from the BBC in London.

Within 10 minutes of its first 6:40

report, AP Network News began contin-
uous live anchor coverage on its second
channel, AP Hotline. A network spokes-
man said U.S. service personnel in the
Persian Gulf are receiving their informa-
tion from AP through the Armed Forces
Radio and Television Service.

Unistar Radio Networks drew heavily
on its relationship with CNN Radio for
reports from Bernard Shaw, John Holli-
man and Peter Arnett, Unistar entered
into a pre-arranged special report mode,
providing music-oriented affiliates news
four times an hour. Stations that broke
format received feeds of CNN news for
editing purposes only, as CNN Radio
affiliates had exclusive rights to live
coverage. s

WAR TAKES TOLL ON NETWORK ADVERTISING LOAD

Extended war coverage by networks has many advertisers pulling out; losses from pulled
ads could reach several million dollars per network; second quarter options again
delayed, massive make-goods possible; NFL to play

ell before the first bomb was

dropped on Baghdad, the three

broadcast networks were deter-
mining just how long they would run
news without commercials. Once that was
decided, the networks were faced with the
larger task of finding advertisers willing to
run spots during war coverage,

As it tumed out, none of the networks
went more than 16 hours without a com-
mercial, However, several major advertis-
ers, including the big three U.S. auto
manufacturers (Ford, General Motors and
Chrysler), U.S. airlines and the oil com-
panies, sent word to the networks that
they did not want any spots running dur-
ing network coverage of the war in the
Gulf. Other advertisers that have also cho-
sen to pull ads, according to network ex-
ecutives and media buyers, include beer,
wine and soft drink manufacturers, as well
as some fast food restaurants.

It is still far too early to guess what the
financial impact of extended advertiser
pullout and programing preemptions will
be on the three major networks’ bottom
lines. Any extended loss of advertising or
massive preemptions will most likely
prove costly to the networks, who are said
to be spending upwards of $1.5 million a
week on news coverage and whose reve-
nues from advertising average about $8
million a day each. That could cost the
networks anywhere from $5-$9 million in
losses a day for each day they go without
commercials or with a lighter commercial
load.

The networks will offer make-goods for

preempted spots, or advertisers can ‘‘take
credit,”” which means canceling the con-
tract and a loss of revenue to the net-
works, However, some media buyers
have said that when a crisis such as the
current one arises, there is an *‘unwritten
rule’” that advertisers do not take credit.
Network and agency executives contacted
last week by BROADCASTING were confi-
dent that most advertisers would take
make-goods. Said one media buyer: “‘In a
time of crisis, everybody has to be flexi-
ble.”

For those advertisers that choose to run
spots during the coverage, the networks
are going out of their way to make sure
the spots are appropriately placed. ABC,
for example, sent a memo to clients say-
ing that ‘‘no [commercial] breaks will be
scheduled immediately before or after
scenes of action.” CBS and NBC are
doing the same.

The war in the Middle East has also
caused advertisers to delay further the de-
cision to pick up options on second-quar-
ter upfront buys. Some think that if the
networks are able to convince preempted
advertisers to take make-goods, the sec-
ond quarter scatter market could tighten,
driving what is considered to be a soft
market higher. *‘That’s a fair statement,’’
said Peter Lund, executive vice president,
CBS/Broadcast Group, and president,
CBS Marketing. Lund added that there
still will be a “‘negative financial impact’
on the networks.

As for ratings performance guaran-
tees, advertisers that keep their upfront

commitments will also most likely be
covered by the same guarantee. Adver-
tisers who made purchases in the scatter
market and thus are not covered by a
performance guarantee may receive spe-
cial consideration if there is a major
under-delivery of audience during news
coverage versus regular programing.
However, that may not be a problem,
according to Nielsen, for primetime Jan-
uary 16th, when the three networks de-
livered a combined 45.2/63, up 15%
from the ratings for Jan. Sth.

Although there had been talk of the
networks possibly going two or three days
without commercials or sponsored news
coverage, none went more than 16 hours
without an ad from the time the story first
broke at 6:35 p.m., Wednesday, Jan. 16.

ABC ran its first commercial at 7:45
p.m, that night; NBC waited until about
6:30 a.m., Jan. 17, and CBS waited until
10:15 a.m., Jan, 17, As of last Friday,
Jan. 18, the networks were running signif-
icantly fewer spots than in normal pro-
grams.

Several radio networks and radio sta-
tions also went commercial-free during
the initial 24 hours of war,

The breakout of war also left many
wondering whether the National Football
League would consider canceling or de-
laying the conference championships an-
dior the Super Bowl scheduled for Jan.
27. However, the league has stated since
carly last week that it is planning to com-
plete the remaining post season games as
scheduled. -IF
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PROGRAMING

NATPE: PERSIAN GULF CO-STARS WITH NEW ORLEANS

War brings ‘real-world pall’ to nation’s largest programing convention,
but business goes on; production of some first-run programs may be affected

or the first time in many years, a
surprise program took the NATPE

convention by storm. Unfortunate-
ly, it was the one show no one wanted to
see produced: CNN’s breaking coverage
of the war in the Middle East.

The war, which broke last Wednesday
(Jan. 16), and the anticipation of war,
was on everybody’s mind at the conven-
tion. In fact, some felt the prospect of
war made the convention more business-
like, with many general managers look-
ing to cut deals in the first day or two of
the show, in anticipation of having to
leave the show early in case hostilities
broke out.

Traffic was noticeably lighter at this
year’s convention, although many distrib-
utors reported brisk business the first three
days. War broke at roughly 5:35 p.m.
New Orleans time, on Wednesday, with
about an hour left in the second day of the
program marketplace. At the time, floor
activity seemed to cease abruptly, as peo-
ple darted to the nearest monitor carrying
the CNN feed. Monitors with the news
feed were scattered throughout the New

Orleans Convention Center, which housed
NATPE exhibitors.

Perhaps Henry Schleiff. chairman and
CEO, Viacom broadcast and entertain-
ment groups, put it best when he said the
war and its prospect had cast a ‘‘real-
world pall’” over the convention.

The convention itself continued with
few alterations to the agenda. About the
only change in the official schedule was
the elimination of scheduled games and
prizes in the conference ending the **big
bash’* on Friday. Instead, monitors were
installed for executives still left at the
show to monitor news cvents. Some
companies, sponsoring big parties at the
show, scaled back somewhat after word
of war. Others did not.

At deadline, most exhibitors ap-
peared ready to remain through Friday,
the last scheduled day of the conven-
tion. However, at least one distributor,
Claster Television, called it quits after
the close of business Thursday night.
"1 think others will follow Claster’s
lead,”” said one station executive.
**The floor is only open for a couple of

hours Friday [9 a.m. to | p.m.] and,
obviously, floor traffic will be very

minimal.”’
(!

The outbreak of war may affect produc-
tion of some first-run programs. Affili-
ates across the nation last week preempt-
ed entertainment schedules to broadcast
the networks’ continuous news cover-
age. (Most first-run program licenses
contain preemption clauses for breaking
news coverage of important events.)

Speculation last week was that syndi-
cators would discontinue first-run pro-
duction of some programs if it became
clear those programs would be widely
preempted over a sustained period of
time. At NATPE last week, Paramount
issued a press release indicating it was
suspending all make-good requirements
that might apply to its programs through
today (Jan. 21). The company said the
make-good requirements would take ef-
fect again Tuesday, Jan. 22, *‘unless
conditions at that time require a different
approach.™
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Paramount said it would then formulate
a *‘fair and reasonable approach to our
mutual concems.”” Sources said Para-
mount officials were deliberating whether
to halt production temporarily on such
day-and-date shows as Entertainment To-
night, Hard Copy and Arsenio Hall in
the event of a protracted war.

Total attendance at the show, as of last
Friday morning, was 8,538, about the
same as last year. However, NATPE offi-

cials conceded there were significantly
fewer station executives in attendance this
year, while the presence of foreign broad-
casters and programers was markedly
greater. Many U.S. broadcasters left the
show early. In fact, most general manag-
ers of network-owned station groups were
called back to their stations half way
through the show.

A sense of gloom and fatigue appeared
to envelop the last two days of the market.

“Life goes on and business goes on,”
said Australian producer/distributor Reg
Grundy. “*But it’s hard to get people to
concentrate on a pitch.”’

But Viacom’s Schleiff said he thought
the war’s impact on the convention was
“psychological more than anything else.
We came here with great concerns about
the recession and the conservative station
outlook. But there is still a demand for
good product.” -5M

NATPE SELLER’S SCORECARD

here were few surprises in the

sales activity at the NATPE Inter-

national marketplace in New Or-
leans last week, although reps were im-
pressed with the 35 clearances Wamer
Bros. collected in just two weeks of
selling Love Stories, including WCBS-TV
New York and KNBC-TV Los Angeles.
Wamer also said Emma Samms was
signed to host the series.

It was a good convention for the com-
panies setling talk shows. Wamer de-
clared Jenny Jones a go the day before
the convention opened and was at 75%
clearance by last Thursday (Jan, 17).
Orion said Chuck Woolery was a go,
with 72% of the countty cleated. Para-

mount’s Maury Povich was a go two
months ago.

In the magazine category, Tribune
made a strong showing with the Geraldo
Rivera produced and hosted Now it Can
Be Told clearing 50% by day three of the
convention.

King World’s Candid Camera was re-
portedly selling well at the convention,
clearing 40% by day three.

In the weekly genre, Worldvision’s
Tarzan, LBS’s Baywaich, Viacom’s
Lightning Force, MTM’s WKRP and
Blair’s Sruntmasters all seemed to have
momentum coming out of the show.

Two new weekly cartoons, Claster’s
Bucky O'Hare and the Toad Wars and

Zodiac’s Mr. Bogus were selling well.

““This year NATPE was a very good,
business-like convention,’’ said John
Von Soosten, vice president and director
of programing, Katz Telévision. *‘Sta-
tions were here to do business.”’

One genre stations appeared to be
avoiding was game shows. The pickings
were pretty slim, Group W did not ap-
pear to have much news to share about
clearances. Innoventures officials were
not available to talk about what clear-
ances, if any, it had for its Critical Deci-
sions.

A company-by-company rundown of
activity follows.

The big news from Columbia Pictures Television last week
wos the onnouncement that MTV Networks would seil the
barter time in Married...with Children. The one minute of
borter time per episode is expeced o generate $100 million
or more in od sales over the naxt three yeors, ““MTV is the
best at selling programs fargatted to aduits 18-34 ond odults
18-49," <aid CPT syndication president Barry Thurston. Thur-
ston also said the compony hed formed o soles advisory
toundil, headed by CPT executive vice president Ed Wilson.
The coundil will indude six to eight sales managers ond
general managers from vorious markets. They will meet to
help mop out on overall sales strategy for the show, snid
Thurston. CPT will also hold sales seminars to help stations
moximize dollors from the property, said Thurston. “We
hope to drow new TV advertisers and niew octess advertisers,”
he said.

Thurston also confirmed thot CPT will unveil the marker-
ing plan for Designing Women—and begin selling the
show—within the next month. No word yet on whether the
show will have barter.

Viocom storted selling the bock end of Superboy, which
enters its fourth season next seoson. The strip version,
already picked up by Superboy offiliates in San Frontisto
and Detroit, will be availoble in fall 1992. Componion
progrom Super Force has been renewed for year two, and
tompany executives say privately that o new weekly show,
Lightning Force, is likely to be dedared o go shortly ofter
NATPE. Litle information was avoiloble obout two other
proposed new shows, one with Chicago disk jockey Jonathon
Brandmeier, and the other with MTV's Julie Brown. But
inferest was said 1o be high for both shows.

Buena Vista Television President Robert Jacquemin re-
ported last week that Live! With Regis and Kathie Lee
has been renowed for 199192 in 65% of the country. “In

the near term,” said Jucquemin, BVT will focus on the
packaging ond morketing of feature films {from Touchstone,
Disney ond Hollywood Pictures), animation progroms ond
Unsolved Mysteries. BVT retently pitked up the rights to
the NBC show ond will announce o marketing plon in the
next 30 daoys. Jocquemin said BVT will offer o mojor film
pockogs, or packages, in the negt three to six months. “Every
window is up for grobs,” he said, induding sydication, basic
table ond network television. BVT recently onnounced new
programs to be iniroduced into the Disney Afternoon block
over the next couple of years: Dark Wing Duck and Goof
Troop. BYT is currently renewing the afterncon cartoon
block for 1993-95. Among thase stations signing on through
that period, said Jocquemin, are 12 Fox affiliates. Jocquemin
said he is “prepared to move foward"’ for o second season of
the gome show Challengers if the program shows "posi-
tive signs” in the February or May books.

LBS said it had multiple offers in all of the top-30 markets
for the new first-run Baywarch, outside the previously
announced deals with wwor-v New York and the Chris-Craft
United stotion group. Memories. the weekly nosialgia
magazine, has also been renewsd for year two. NBC News
Productions, which produes Memories, will also produce
on LBS live speriol torgetted for next foll on Amelia Earhart.
Family Fued, going into ifs fourth season, hos been
renewed in 53% of the couniry, the company soid.

All American Television President George Back said 7he
Howard Stern Show hos gencrated interest, but thot
mony sations have said they would prefer to take the show
on o straight barter basis, os opposed o the cash-plus-barter
terms initially proposed. ""We're apen fo discussing straight
barter” deals, said Back. The company also onnounced that it
otquired the U.S. ond Conodion rights to the entire Harmony
Gold library (Shaka Zula, Man Who Lived ar the Ritz,

et al.}, os well os two Sherlode Holmes TV mavies currently in
production. The two companies olso expect o collabarate on
new to-venture projeds, occording to All American President
Joseph Kovacs.

G6P brought 30 hours of programing to NATPE, including its
two pre-Dlympics series of spedals, Barcelona '92 and
Alberrville *92. The company hos signed 15 of the top 20
morkets for the Dick Enberg-hosted Barceiona ond 16 of
the top 20 for the Tim Ryan-hosted Alberrvilie, giving both
0% coverage, according fo Robert Horowitz, vice president
ond general manager. Marketing efforts for the two series of
six, one-hour specials have focused on offilintes of Olympics
rightsholders (BS {Alberrville) and NBC (Barcelona).
Clearances indude wees-v New York and wess-v Los Angeles
for Alberrville ond wNBC.TY ond KNBCTY Los Angeles for
Barcelona. The all-barter deals carry roughly o 50-50 split.
The Atberrvitle specials debut in August, Barcelona kicks
off in Februory 1992.

Heorst Emtertoinment Distribution hos cleared about 25
markets with 20% coverage for its Family Works, o two-
year compoign featuring a series of dramas, dotumentaries
and vigneltes, Hearst hos guaranteed Family Works spon-
sor Heinz U.S.A. of least 60% of the country for its fall 1991
debul, actording to Bruce Paisner, chairmon. Stations have
been reteptive to the project becouse of its flexible barter
arrangement ond its emphasis on fomily values, he sid.
Paisner said on existing series distributed domestically by
Hearst, Neon Rider, hos o "very good’” chance for renewol
next season. The odion-odventure series currently hos about
0% coverage. Poisner said Hearst is olso in the final stoges
of preparing a new onimotion projed fo follow up its 26
animoted hali-hours of Prince Valian:.

Tribune Entertainment signed aboul 35 markets for its
lntest Gerolda Rivera entry, Now Ir Can Be Told, a half-
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hour investigative news strip. Stations signed for o fall 1991
debut in aecess ond fringe slats include kTLATY Los Angeles,
KRon-Tv San Francisco and weverry Boston, occording to David
Sifford, executive vice president, markefing and sales.

One of the fost movers at the Orbis Communications boath
was its Corolco 3 adion movie pockoge, which come to
NATPE with 30% coverage and lefi with 58% (46 stations).
The TVX and United/Chris Craft groups were omong those
picking up the cash packoge, which includes *Platoon" and
“Rambo IL.” Orbis' $/00.000 Pyramid, one of the few
new game shaws at NATPE, arrived ot the show with about
40 markets and closed with obout 55 markets, or 50%
coverage, soid Robert Turner, president ond CEQ. Amang
odditional deorances ot NATPE were eorly fringe slots ot
waauv Philadelphio ond xarev) Minneapolis. The gome
show, which debuted on Jon. 7, is availabie for cosh with o
barter minute from Procter & Gamble. Another Orbis gome
show, Joker's Wild, now hos about 80% coverage in 90
morkets, down from 105 markets on its premiere. Turner
said Orbis, which recently fine-tuned the show, remains
ommitted 1o the low-rated program “at least through the
end of the season.”

Multimedio Entertainment offered no newcomers, al-
though the company is mulling over o new talk show for
debut among o presumably smaller crop of new competition
next year, soid Thomas Shannon, vice president of syndication
sales. Sally Jesse Raphaei picked up four additional small
markets, bringing toverage up fo 176 stations {94%). Don.
ehue remains in more thon 200 morkets with virtually
100% coverage. Multimedio currenty hos more than 120
stations with 84% coverage notionolly for Big Break, the
Natalie Cole-hosted weekly music-variety show that debuted
last September.

Group W is posifioning its 30-minute strip version of On
Scene os hoving “'real polential” for o ga for eorly fringe,
aceess and late fringe debut in fall 1991, occording to Richard
Sheingotd, senior vice president, marketing and sales. But o
decision is still one to two months away, he said. The weekly
holf-hour version of On Scene debuted in September 1990
and is now in 125 markets. Group W alsa introduced Way
Cool, o weekly children's serles produced by Scholastic Inc.
Stafions commitied fo the show include oll the Group W
stations os well s wee-v Washington ond wewrtv) Chicago.

Select Media Communications offered The Soap Show,
a weekly holf-hour soap opera mogazine co-hosted by Lindo
Dano ond Matt Laver. Select President Mitch Gutkowski soid
the show would be o firm go once it hits 50% clearance,
whith he was confident would be some time ofter NATPE. The
barter program has signed Hunt-Wesson os a sponsor. In
other developments, the compony has 30% renewals on ity
second onnual Halloween spetiol, Horror Hall of Fame
1, hosted by Robert Englund.

Fries Distribution unveiled its Soap Talk holf-hour strip,
which the compony is making ovailoble an o syndication or
<osh basis. The soap opero newsmagazine is being targeted
for o June or September start, uccording to Ave Butensky,
executive vite president, domestic. “We can rev up produdion
with four 1o five weeks nofice,” said Butensky, odding he is
prepared to launch the conservatively budgeted show with o
limited number of stations. Fries also hus cleared 50 markets
with 65% coverage for ils lotest barter movie pockage, the
18-picture Fries Frome 6.

New World Entertainment has recsived two offers in each
of the 1op three morkets for The Three Musketeers,
according to Tony Brown, president. The weekly half-hour is
ovailoble with o 3-3 barter split. The compony hos also
signed 17 of the top 20 morkes for its New World Premiere
Movies, said Brown, induding WWORTY) Seroucus, N.J. (New
Yark) and kcop(Tv: Las Angeles.

SFM Entertainment hos reached 94% coverage for the 13th
year of its SFM Holidoy Network, according 1o President
Stanley H. Moger. The oll-barter 12-title packoge has reached
its highest clearante since its October 1978 launch, said the
executive,

“Jomes Bond" and “Rocky”" are port of o film package now
being put together by Tumer Program Services, occording
1o TPS President Russ Barry. Turner hod purchased the films,
ulong with hundreds of others, from MGM's new owner Pothe
for use on cable channel TNT, but the deal apparently
indudes a sub-distribution deal that will allow Tumer to
market the library fo U.S. coble and braodcast stations. Also
from Turner: off-network hail-hour (omedy Wonder Years
has deared 14-15 markets, including New York (wpix-1v) and
Fox stations in Los Angeles and Chicaga. The compony's 24-
film pockage, The Legends, induding TNT-made movies and
“Gone with the Wind,” has also deared 90% of the U.S.

Worldvision's Tarzan, the new weekly, holf-hour live-
adion first-run series has cleared some two dozen additional
morkets ot NATPE, according to Bab Raleigh, seniar viee
president of domestic sales. Philodelphio, Clevelond ond
Cincinnoti were added to o stafion list now totaling 45 [52%
coverage). Also, Worldvision is weighing two offers in Los
Angeles, and hos deared New York ond Chitogo. The show
lounches next foll. Tarzan, with o 3-3% notional-local
barter split, is being targetted for o weekend slot. Also in the
works at Warldvision is the onimated Young Robin Hood,
which will premiere as the fourth half-hour of The Funras-
tic World of Hanna-Barbera. If successtul, soid Roleigh,
the program, which may benefit from the release of o
theotrical "Robin Hood' with Kevin Costner this summer,
would launch as a strip in foll 1992,

Blair Entertainment's Stunimasters, a weekly one-hour
odventure series hos deored dose to 60% of the country,
including KCAL{TY) Norwalk, Calil. (Los Angeles), wewstv
Gary, Ind. {Chicago) and stations in Philodelphio and San
Frontisto, according to Michae! Weiser, senior vice president,
general sales monager. The progrom has o 64-6% national-
focol barter split. Also for sale by Blair wos Srudio 22, the
haif-haur weekly entertoinment mogozine produced by Kees-
v Los Angeles since fall 1989 ond picked up by (BS-owned
stations lost fall. The show, which has been averaging over a
5 rafing iring in o combinofion of weekend nccess and late
fringe time periods, hod signed up o dozen or so odditioncl
stations mid-way through the market, said Weiser.

Television Program Enterprises brought twa jusi-devel-
oped weekend series and o poir of specials fo the market on
the heels of cancellofion of its strip magazine Preview.
Arising from Preview's ashes is Firsr Look, o half-haur
weekend mogozine on new fethnologies ond produds. A
pilot, completed on the eve of NATPE, was screened at the
morket, but Masini soid just o handful of markets—none in
the top 10—had signed. No clearontes were announced for
TPE's weekly holf-haur Amazing Love Srories, but ity
speciol Celebriry Home Videos has deared 15-20 mar-
kets, said Masini. waec-v New York will take the show for 7-
8 p.m., according to Rich Gaidman, TPE senior vice president
and general monager of program sales. The show, if success-
ful, could help lounch either o series of ane-hour speciols or o
half-hour or hour series, said Mosini. Goldman scid on
additionol spedal, The Magic of Music, whith aired in
1989 on wesv New York, has been picked up by weix there
ond is being torgeted for prime deorances on affiliates,
particulorly {BS offiliates. Another project in development is
o travel minute with Robin Leach focusing on o single
destination and ifs top hotels, restavrants and must-see spots
using “past-card” style footoge gathered during Lifesrvie
location shoots. TPE is seeking an advertiser to tie in for 90-
second unils.

John Claster, president of Claster Felevision confirmed thot
65 morkets, representing 61% of the LS, has renewed G./.
Joe for the 1991-92 secson. Top renewals come from weig-Tv
New York, wri0.1v Chicogo, Ketk-v San Francisco, Woas-Tv
Philodelphia and wksp-1v Detroit. Alsa, Disney (o.-owned
keAL-v, Closter sid, hos picked up the hall-hour animated
strip from Keop-tv. Closter's James Bond Jr. (fall 1991
launch) hos signed over 100 stations (85% coverage). Weekly
Bucky O"Hare and the Toad Wars hos been sold in 52
markets (64%). wex.1v New York, kcop-1v Los Angeles, wewr-
W Chicago and wun-Tv Boston are among the top-10 morket
stations buying Bucky. The revived version of Claster's
Romper Room & Friends has been sold in 44 morkets,
while Claster said Casper has just entered the morket.

Genesis Entertalnment pronounced Grudge March, its
new half-hour weekly food fight, o firm go far fall with 64
stafions signed up (61% coveroge); 23 of those closed at
NATPE. Top-10 market stafions on boord: wnac.Tv New York,
KABC-TY Los Angeles, weL-v Philodelphio, wus-v Dallus,
wxon-1v Detroit and kmxi-v Houston, The Los Angeles-based
syndicator also made o major program unveiling, with
Emergency Call, a weekly behind-the-scones look at
poromedics, police forees ond rescue workers. Wayne Lepoff,
Genesis president, says that Emergency Call will differ
from Group W's current weekly offering, On Scene: Emer-
gency Response, which will become o strip next seoson.
Cail has been sold 1o wwag-1v Chicago, xvu-1v San Froncisto,
worv-Tv Detroit and weaw.1v Milwoukee. A Richmel Production
in ossociofion with Genesis, Emergency Cali, is being
offered on o 4-3 local-notional barter split.

Goodman Entertainment, o privately-held distributorship
formed lote lost yeor by President Dovid Goodman with
funding from Acama Films, hos cleared weeldy half-hour
Wide World of Kids in just over 40% of the U.S.
Goodman said wwor-1v New York hos bought the show with o
preliminory commilment to qir it ot 17 o.m, Sundoy. Others
an board: wuvi-v Boston, wusa-Tv Washinglon, wse-1v Atlanta,
xTi-TY St. Louis and kpHo-Tv Phoenix. The haif-hour children's
and feens maogozine, which is hosted by Juson Hervey (of
The Wonder Years), is being offered 10 stations on o 3-
2% locol-national split. Although Goodmon Enteriginment
hos just introduced the lote night half-hour weekly The
Botiom Line with Adam Curry (3'4-3% local-national},
Goodman said he hos had sirong inferest from several
groups, but no saies yet. Goodman said ¢ $50,000-$80,000
radio compoign is plonned to attrac “cora” 1B-34-year-old
rock “n' rall enthusiasts who know Curry best gs host of o
top-10 music video countdown progrom on MTV.

King World Productions has warked up soles of half-hour
revivol comedy sirip, Candid Camera, selling it in 35
morkets (more than 40% coveroge), and eight of the top-10
markets, o KWP spokeswomon said. Soles indude wees-v
New York, xasc.v, kw1 Philodelphia,xBsk-1v Son Frondisco,
wez-1v Boston,worv-1v Defroit and ws-v Dallos. Also, KWP's
Inside Edition has been renewed in 60 markets, gnd top-
ronked game shows, Wheel of Fourtune and Jeopardy!
have been renewed in 56 markels through the 1993-94
seqson.

MCA TV President Shelly Schwab <aid his compony's joint
produdion with Fox Television Stations Inc. of o planned
199192 tate night strip, Up Late with Ron Reagan,
reached 57% toverage and 19 of the top-25 markets. Initiol
group cearonces an oll seven Fox 0R0's, ACT NI's 10
stotions ond five Chose Broodcasting siations, have been
joined by wxt-v Boston, waTL-Tv Atlonta and KNYv.Tv Phoenis.
Schwab also soid thot incumbent weekly, Lassie, has been
renewed in 90% of the U.S.

Tony Lynn, MGM/UA syndication's recently installed presi-
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dent of distribution, dedined 1o reveal station sales of newly |
lounched haur aff-network dramas, /n the Heat of the
Night and thirtysomething, bewuse the newly ocquired
Pathe Communications divisian has just started pitching bath
far fall 1992 lounches. Previausly, there had been widespread
speculation thot thirrysomething would be destined for
bosic cable, but Lynn soid it would be “ogoinst the odds”
that MGM/UA would split the yuppie-driven drama into

separate half-hours for syndication. Lynn soid that MGM
Premiere 5, a new movie package with “Ory White Season,
""Roodhouse,”” “Blue Steel," "Stanley and Iris” and ““Mighty
Quina,” hos been deared in 50% of the country. The all- |
barter packoge has been sold to the Gaylord Broadtasting
Group, wLvi-Tv Boston and kpHo-Tv Phoenix.

MTM Television Distribution Group President Kevin Tan-
nehill said that he is close to pronounding the high-profile
first-run revival of WKRP a firm go with more than 70
stations sold (over 70% coverage). He estimoted thal just |
over 50% of those statians hove committed to picking up
Plon A, o formula that offers just the first-run show on ¢
one-year, 3%2-3 local-national contract, while 25% have
signed for Plan B {four-year barter front-end ond five-year ’
cash hack-end for revival) and the remaining 25% apting for
Plon € {same as Plon B but olso includes a 10-yeor cash
license to original WKRP in Cincinnati off-network epi-
sodes) |

Foll 1991 talk vehide, The Mairy Povich Show, whith
hed a big headstart with an early sales launch lost year, hos
built up its sales to 107 stations (83%]), occording ta
Paramount Domestic Television Distrihution President
Lucie Salhany. According to her lotest estimotes, Povich has
commitments from 70% af those stations 1o oir the hour talk
show in early fringe, while the remoining 30% will give it
daptime play. Povich is being offered fo stotions on a tosh
license with two minutes of notionol barter tagged on.

Republic Pictures Domestic Television Distribution un-
veiled Republic Premiere Two, u 12-title movie patkage
of theatricols ond telefilms. Recently completed telefilms for
(BS in the package, which triggers in Jonvory 1992, ore
Bare Essentials ond Lucv & Desi: Before the
Laughter. Theatricals include “Time 1o Kill” and “Fatal
Woman.” Premiere Two is being offered on a stroight
borter basis, and if storions contrad for 1we runs, Republic is
offering a free cosh back-end of three runs over o three-year
period like its Premiere One potkage. Premiere One
airs on 120 stations (85%]. |

Twentieth (Fox) Television's foll 1991 dance hour, Kick
It with The Fly Girls, o spinofi from Fox Broodcasling
Co.'s In Living Color, warked its dlearonces to 31 markels
at NATPE, representing 42% coverage. The seven Fox 080’5
have dlready signed up, while other commitments hove come
frem wea-vv Boston, kcpo TV Seattle-Tacoma,woio-v Cleve-
lond, xin-Tv Minneapolis ond wex-Iv Pittsburgh. Twentieth's
other surprise late development season entry, Not Just the
News, accarding fo Twentieth spokeswoman, had just en-
tered the market ond there was no information on sales. The
half-hour children’s show is produced by Fox 0&Q wrig-tv
Washington. Twentieth's incumbent helf-hour mogzine strips,
A Current Affair ond Personalities hove been renewed
with 76 {74% coveroge) and 65 siations (65%), respediively.

Fox Lorber acquired the rights to wNrwiv) New York's
children’s program wrap-oround D.J. Kai Ciub. The
puppet-like D.1. Kat offers sofety tips and other information
to children in the 12-minute daily wrop-around (four minutes
an hour. ~SM, MF,AAG
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I s FCC Commissioner Andrew Barrett the key 1o the fin-syn battle?

NBC must think so. The network confirmed late last week it has retained
the Chicago-based law firm Winston & Strawn, whose newest partner is Jim
Thompson, former governor of Illinois, and, more important to fin-syn
watchers, a long-time friend and mentor of Barrett's.

After four terms and 16 years as governor, Thompson relinquished the post
just last Monduy (Jan. 14) to fellow Republican Jim Edgar. Thompson was
unavailable for comment on his new client last week, having flown 10 Mexico
with his wife for a vacation shortly after Edgar’s inauguration.

Upon his return at the end of the month, Thompson told the Chicago Sun-
Times, **I’m going to throw myself into my new job.””

NBC General Counsel Rick Cotton stressed the firm had not been retained
solely because of Thompson. Three other partners, he said, may be active on
fin-syn: Daniel Webb, of the Chicago office, and John Kirtland and Michael
Lemov, of the Washington office.

Asked last Friday about NBC’s hiring of the firm, Barrett said he wasn’t
surprised. Barrett said he spoke last Tuesday (o his friend. who mentioned that
he was working on fin-syn for the network. *‘I congratulated him and told
him: ‘I’'m sure you are being paid very well’ and ‘Cash the check quick,’
Barrett said. **I'm glad to see my friends pick up good clients.”™”

Barrett worked for the Thompson administration in the late 1970’s prior to
Thompson’s appointing him to the Illinois Commerce Commission in 1980.

Barrett has yet to reveal—publicly or, apparently, privately—which way
he’s leaning on fin-syn. He says he hasn’t even discussed it much with any of
the other commissioners.

According to Barrett, he is insisting on a full range of options in the so-
called ‘‘options papers’ that FCC staff expects to deliver tdo each of the
commissioners this week. ‘'No changes, minor changes, major changes,
complete abolishment: I want to see a scenario for all of them,” he said.

NBC President Robert Wright made a fin-syn foray into Washington last
week, visiting offices on Capitol Hill and a1 the FCC.

At 1919 M Street, he reportedly scored some points with Commissioner
Ervin Duggan, who has been privately critical of NBC and CBS for their
unwillingness to compromise on the issue despite his repeated admonitions
that the final solution will be *‘between the polar extremes.”’

According to FCC sources, Wright, in his meeting with Duggan, talked for
the first time about approachces short of total repeal of the rules. Specifically,
they said, he discussed reporting requirements on the networks as a way of
mollifying Duggan’s fear and that of others that the networks would *‘extract™
rights from producers for less than their full market value.

Wright was also unusually accommodating in @ meeting with other FCC
officials, said one of those on hand. Wright indicated a willingness to accede
10 ‘‘reasonable’’ safeguards on the networks’ participation in the program
syndication business. ‘‘It was real good, positive movement,”’ he said.

Others found little new in the Wrnght presentation, however. He was
**humming the same tune,’’ said an aide to one commissioner. -HaJ
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MANCUSO PREACHES BELT TIGHTENING FOR 1990'S

s part of the company’s effort to

be more efficient in the current

conservative economic climate,
Paramount will put fewer television and
theatrical film projects into development
each year, said studio chief and NATPE
convention keynoter Frank Mancuso.

The speculation leading up to last
Tuesday’s NATPE speech by Mancuso
was that the Paramount studio chairman
would focus on the need to alter the
financial interest and syndication rules.
Surprisingly, Mancuso spent little time
on the subject. Instead, his remarks fo-
cused on the notion that ‘‘leadership”’
will be the key to achieving downsized
goals in the sluggish economy of the
early 1990’s.

Mancuso’s one reference to the ongo-
ing fin-syn debate was almost in pass-
ing. He was talking about the fragment-
ed video marketplace: “‘No single
channel will again dominate viewer at-
tention.”” But, he added, the Big Three
networks will ‘‘continue to be the na-
tion’s prime time patekeepers,” which
is why, he claimed, ‘‘we must maintain
the policy objectives of the financial in-
terest and syndication rules.”’ The ap-
plause that followed was sparse, to say
the least.

Mancuso quickly got back to his main
theme that the 1990°s are ushering in a
new era of conservative, more efficient
managing of the entertainment industry.

*Television’s environment is now
vastly different than a few years ago,”

he said. ‘‘Swashbuckling’ was to the
1980's management style as ‘‘belt buck-
ling"’ is to the 1990's management style,
he said. ‘‘We let expectations and costs
get ahead of our audiences.”” It’s time
now to ‘“‘strengthen foundations and set
reasonable goals,’" he said.

Mancuso said the industry learned a
great deal this season, or should have,
from the success of the Public Broad-
casting Service's The Civil War. That
series demonstrated that quality pro-
grams can be produced and draw large

Paramount’s Frank Mancuso

audiences at modest cost, he said.

*‘Sustained quality will continue to
hold an audience,”” said Mancuso.
“*Viewers want more value for their in-
vestment of time. They want to laugh,
cry, be informed, and most important,
be respected.”’

Mancuso cited the cable industry as a
prime example of what can happen when
companies raise prices without provid-
ing comparable value. ‘*Quality can be
achieved without spending a lot of mon-
ey. We must learn to live within our
means. The free spending style of the
1980’s is over.”

The era of the couch potato is also
over, said Mancuso. Leisure time is be-
coming more scarce and thus more valu-
able. Consumers “‘won’t sit stiil”> for
anything less than totally compelling
programing. ‘‘The audience is pressured
and restless and wants quality products
for their quality time.”’

Mancuso also said programers have to
accept the reality of the multichannel
environment. ‘‘It is here to stay, and the
majority of viewers have 50 or more
channels and they are using them. As a
result, the audience is tougher to get and
tougher to keep.'””

Also, he said, the demographically
targetied program should be a priority
for producers and exhibitors. Many
channels are often ‘‘number one’" dur-
ing any given hour in television, said
Mancuso, because they appeal to differ-
ent age and gender groups. -sM
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' DAYTIME SUCCESS: NEWS, LOCAL PROGRAMING, MOVIES

NATPE panelists report success with variety of programs

he highlight of a panel session last

Wednesday, *‘Daydreaming

About Daytime,”” was a power
outage at the New Orleans Convention
Center that brought darkness to the as-
sembly room. One panelist, unidentifi-
able in the darkness, suggested the panel
discuss late-night programing instead.

When electricity was restored, a half
hour into the panel, John Kueneke, vice
president and general manager of KCRA-
Tv Sacramento, Calif., dctailed the
NBC affiliate’s bold expansion of its
weekday overnight (2-6 a.m. PT) and
weekend morning (2-11 a.m.) newscasts
for the last two seasons. Kueneke said
his Saturday newscasts have averaged a
five rating, 30% higher than when the
station aired NBC children’s programing
in those slots.

“*Qur station, like KCPQ-Tv Secattle-
Spukane, Wash., is part of Kelly Broad-
casting, which asked both stations to
develop 10-year plans,” said Kuencke.
*“It took us over a year to complete [the
plan], but it ended up resulting in an
expansion of our audience and revenue
bases and, most importantly, our local
ncws identity.”’

Irwin Starr, an independent broadcast
consultant (who has also served as gen-
eral manager of CBS and NBC affili-
ates), said his concern is how stations
are ‘‘wasting opportunities’” by schedul-
ing paid programing on weekends fol-
lowing single network football or bas-
ketball telecasts. Starr said the NBC
radio network used to broadcast NBC
Moniror, which travelled to large and
small citics to cover festivals and other
cvents.

However, Scott Michels, district man-
ager of affiliates, CBS, rejected Starr’s
suggestion to create more locally origi-
nated live programing. He said networks
and affiliates enjoy better success with
traditional big-event sports programing.

Independent  broadcaster  Randy
Smith, executive vice president, Taft
Broadcasting, who is also general man-
ager of Taft independent WPHL-TV Phila-
delphia, among other Taft holdings, said
he wanted to ‘‘thank’’ Kueneke and Mi-
chels for programing news and sports on
weekend days while his station counter-
programs with ‘‘big-ticket’” feature
films.

“During the November sweeps, we
knew we could run a movie like ‘Jason
and the Argonauts’ 10 a solid 8 rating,”’
Smith said. *‘Viewers know what they’ll
find on our station every Saturday and
LSunday—indcpendem stations can pro-
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gram with much more consistency.””

Matt Chan, creative services director,
KXTv-TV Sacramento, Calif., said the
key 10 daytime and other dayparts is
localism, programs that *‘strictly focus”
on the market’s local identity. Giving
two examples of programing the statton
produces for syndication, Chan also said
such programing can be tailored for na-
tional audiences.

KXTv-TV's weekly half-hour wurban
street magazine, Scratch, has been
picked for national distribution by Mul-
timedia Entertainment, while its wom-
en’s weekly medical magazine, Puise,
will be distributed by Fox/Lorber Asso-
ciates. Chan estimated each episode of
both programs costs in the $50,000
range.
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NO CHANGE |

N PTAR LIKELY

Scott Kobler, vice president of market
strategy for Viacom Enterprises, said re-
search has shown that cable nctwork The
Family Channel does earns double its
normal ratings during daytime on week-
ends with Westcrn action-adventures.
With such trends pointing to an audience
underserved and starved for action-ad-
ventures, Kobler said Viacom has a pri-
ority to develop series in that genre. He
said the payoff has been that Superboy
has consistently ranked among the top
15 syndicated programs. He also said
rookie entry Super Force is the ‘‘num-
ber-one rated [irst-run weekly action
program in syndication.”” Viacom will
also roll out Lightning Force, a third
half-hour series for weekend early fringe
or access. -MF

he hopes of an increasing -number of broadcasters that the FCC might
reconsider its prime time access rule were dashed last week by a majority of
the commissioners attending NATPE. Speaking most vigorously was Com-
missioner Ervin Duggan, who declared: “*This is a rule that has worked. If it
lies on the floor for months and menths that should tell you something.””
Moreover, he said: *“This is a rule we’re not eager to take up and destabilize in

any way.”’

Commissioners James Quello and Sherrie Marshall were similarly reluctant
to deal with PTAR. Marshall put it in the category of something that isn’t
broken and thus shouldn’t be fixed. In the process she committed a minor
gaffe by saying: ‘‘Once we change...”" the rules on financial interest, a phrase

she changed to ‘‘Once we conclude....”

Later, at a reception, Duggan engaged in an exchange with Rich Frank,
president of the Disney Studios, which has petitioned for relaxation of PTAR
component so that network affiliates in the top 50 markets may air off-network
programs in the access period. During his panel remarks Duggan had said
Disney could persuade his children that they could shake hands with a mouse
but that, at this time, he could not be persuaded to change this rule.
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PETRY GIVES THUMBS UP TO ‘POVICH,” ‘MATLOCK’

Rep firm also very bullish on ‘Roseanne,” which goes into syndication next year

aramount's Maury Povich Show

and Viacom’s Matlock received

the strongest recommendations

from Petry Television among first-run

and off-network programs, respectively,

debuting in 1991. Petry was also very

bullish on Roseanne, which will debut in
syndication in 1992.

*‘We are high on the concept,”” of the

Povich show, said Dick Kurlander, vice

- president, programing, Petry Television.

Unlike most of the current crop of talk
shows, Povich will address several top-
ics each day, instead of just one.

As for Matlock, Petry commended
Viacom for ‘‘being responsive to an in-
dustry need’’ for hours in syndication,
and for not bypassing stations for a sale
of the show to cable. The combination
of the ever-popular Andy Griffith Show
and the courtroom drama setting should
give the show a leg up in syndication,
Kurlander said.

Roseanne, a powerhouse in network
prime time, should perform excellently
in syndication, by Petry’s account. The
company was critical of the 30 seconds
of barter time in the show, however,

Among new talk shows, Petry is rec-
ommending three others: Wamer’s Jen-
ny Jones (described as a “‘breath of fresh
air’’), Orion’s Chuck Woolery Show
(**good entertainment’’), and MCA's
late night entry, Up Late with Ron Rea-
gan.

Among the proposed new magazine
strips, Petry recommended three:
Wammner's Gerting Even, Tribune's Now

It Can Be Told and Group W’s On

Scene. A footnote on Getting Even:
Wamner Bros. was considering possibly
pulling the show from the market (see
update, page 37).

Among other reality shows, Warner's
new Love Stories strip for daytime, in
which people recount their romances,
was also high on Petry’s list. The com-
pany also recommended King World’s
Candid Camera strip. Petry said KWP
decided to reduce the number of original
episodes to 26,

Petry gave what seemed to be a half-
hearted recommendation to the only tra-
ditional-type new game show in the mar-
ket, Scrabble, from Group W. *‘It has
done fairly well on the network,”” said
Petry’s Jack Fentress. ‘‘You pay your
money and you take your chances.”

Among off-network sitcoms, Petry
recommended Wonder Years, although
not very enthusiastically. *'It’s an aver-
age show that should perform average

Maury Povich

[in syndication],”’ said Kurlander. Petry
expressed reservations with the pro-
gram'’s terms, which include a minute of

barter time per episode. *‘It’s too tough
a deal,’’ said Kurlander.

In the children’s program arena, Petry
recommended two new weekly shows:
Mr. Bogus, from Zodiac, which com-
bines various animation techniques, and
Bucky O’Hare and the Toad Warriors,
from Claster Television.

In the weekly half-hour category,
Petry recommended Muller Media’s
teen-targeted magazine, Scratch, as well
as Worldvision’s new Tarzan, the new
version of wkrp from MTM and Via-
com’s new Lightning Force.

Among new hour weeklies reaching
Petry's recommended list: Stuntmasters,
from Blair Television and the new
Baywatch from LBS. ]

ECONOMY PUTTING DAMPER ON
PROGRAM RISK TAKING

Producers agree they are not as willing
to gamble on new concepts as in the past

mused by the NATPE convention

panel session on risk taking in pro-
gram development. The session took
place at a time when few producers are
willing to take a gamble on a new con-
cept. But there's a chicken-and-egg syn-
drome at work, because stations are act-
ing conservatively in their programing
moves and do not appear to be receptive
to risky program concepts.

‘*Syndication has gone from a place
where you could take a risk, to every-
body having a Jeopardy! ripoff or 18
talk shows,” said Stu Billett, a partner
in Stu Billett Ralph Edwards Produc-
tions, Los Angeles.

“Why is everybody doing the same
thing?’ asked Billett. ““And why are
[stations] letting it happen?”’

There seemed to be a consensus
among those on the panel that there is no
dearth of creative programing ideas. In-
stead, the economy appears (0 be an
overriding factor.

“The economics are going to be
forced to be changed,”” said Jamie
Kellner, president, Fox Broadcasting
Co. ‘‘Programs have to be produced for
less money per episode,’” he said. **And
[ think we’ll see more projects that are
produceable on a 52-week basis.”’

Chuck Fries, an independent produc-
er, agreed. ‘‘We're dealing with an

s ome producers last week were be-

economy in which syndication can ab-
sorb only so many costs,”” he said. Cer-
tain genres dominate the business, he
said, such as game and talk shows, be-
cause the costs are more readily contain-
able. *“The small distributor has a hard
time functioning’® today, said Fries.
““They have to develop, produce and
distribute. It takes deep pockets.”

Billett said risk takers are often stifled
by distributors or exhibitors who control
the airwaves and demand that programs
conform to their vision, *‘Time maga-
zine called Fred Silverman a genius,””
said Billett. ‘‘He then went from some-
one who put programs on the air to
being a ‘creator.’ ”’

Billett recalled developing a show for
NBC called Fantasies Fullfilled, in
which people could go on the air and
literally have their dreams come true.
Silverman, then at NBC, wanted to add
a Ler's Make a Deal element to the
show. “‘I said no,” said Billett. *‘The
biggest risk I ever took was saying no to
Fred Silverman. I never worked for him
again.”’

Sitverman is now producing tradition-
al whodunit fare for television. **The big
guys who run the business think they’re
producers. Where are all these great new
ideas they forced on us now that he is a
producer?”’ asked Billett, to a hearty
round of applause.
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Moderator John Palmer put Don Ohl-
meyer on the line by asking him why |
Cop Rock, the musical cop show from |
Steven Bochco, failed to captivate view-
ers this scason. (Bochco, initially sched- |
uled to participate, was unable to ar-

Panelists Vin Di Bna and Arnold Shapiro

]

tend.)

Ohlmeyer’s response was that *‘any
show that does work in the ratings is
either not promoted or in the wrong time
period or too far ahead of the zudience.””
Ohlmeyer also said that only the top

producers, such as Bochco himself,
have an opportunity to get such risky
projects to air.

**If it had not been Bochco, that show
would not have made it to air,”’ as the
producer envisioned, said Ohlmeyer.
“‘Somebody [at the network] would
have ‘fixed’ it so that his vision would
not have made it to air.”’

Fox’s Kellner commented that it is a
“‘real danger when networks impose
their view on shows. I think at Fox we
do it less.”

Billett challenged that notion. ‘‘It’s
success that hurts people,”” he said. ‘It
used to be you could go to Fox with
anything a network would turn down.
Now the word is: If you take a project to
Fox, they are doing it themselves.”

Kellner bowed out of the session and
was not present to rebut.

Anthea Disncy gave up a successful
print career last spring to become execu-
tive producer of Current Affair. So far,
the risk has paid off. Affair still domi-
nates the tabloid news wars. ‘*We're all
terrified of failure,”” said Disney. ‘‘But
failure is good for the soul, if not for the
ego.”’ -SM
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TV SHOULD CONSIDER RADIO WAYS

NATPE panel says television stations need to apply many of same principles AM’s
developed to compete with FM in 1970’s, including finding niche and developing strong
local news, talk and sports programing

elevision stations faced with a

fragmenting audience should look

to radio for ways of dealing with
the growing competition, according to a
panel discussion of ‘“What TV Can
Learn from Radio.”

*“What worked before is not going to
be enough right now,’ said Nicholas
Trigony, Cox Broadcasting, a veteran
radio executive now oversceing the
company’s television stations, *‘You've
got to throw out the old rules and experi-
ment,”’ he said.

Participating panelists agreed televi-
sion stations need to apply many of the
same principles that AM stations devel-
oped to compete with the growth of the
FM band in the 1970°s, Key principles
call for stations to be different and local,
said Trigony, adding that strong local
news, talk and sports programing is crit-
ical to those stations. “'If viewers can
only get it on your station, you'll contin-
ue to win,”’ said Trigony.

Trigony also advised that TV stations
adopt the AM strategy of programing to
a consistent demographic and repeatedly
researching that demo. He pointed to the
success of all-news and other narrowcast
AM radio formats. *‘We are entering an
era where you can't be all things to all
people,” he said.

TV stations might also want to con-
sider such standard radio promotional
tools as direct mail and tie-ins with con-
certs and other events, he said. ““We're
no longer selling spots,’” said Trigony.
“We've gone far beyond that. We need
to add value,”’

In the area of research, television sta-
tions should borrow from radio in seg-
menting audience by program prefer-
ence, said John Wood of the Gallup
Organization. His company’s research
has shown, for example, that a hit show
such as Roseanne can rank lower in
viewer preference to less-celebrated pro-
grams when moved into various time
slots.

““You’ve got to throw out everything
you've learned about that show in a
once-a-week time slot,”’ said Wood.
‘‘Separate your audiences by program
preferences versus the competition, and
never change your programs on air be-
fore doing it on paper.’’

Also emphasizing research was Mi-
chael Craven of Group W Radio, whose

stations, he said, have learned to make
their programing ‘‘listener sensitive,
rather than programer-driven.’’

Television stations need to focus more
on listening and understanding their tar-
get markets, added Gallup’s Wood.
‘‘Some stations tend to be a little too
ivory towerish,”’ he said.

Panelist Tony Quin of Film House, a
company that creates radio station ad-
vertisements for television, told broad-
casting executives that radio executives
have long realized the importance of cre-
ating a station identity. Television sta-
tions, he said, are “‘essentially another
brand in a huge entertainment ware-
house.”’

‘‘Positioning has been the foundation
of radio marketing for years,” said
Quin, “‘Once you've established this im-

age, all you have to do is reinforce it
every now and then.”’

To stress the importance of creating a
station identity through promotion, Quin
drew a comparison to the fast food busi-
ness: ‘‘“When McDonald’s offers a deal
on a Big Mac, they don’t have to create
value. It’s already there.”

Creating ‘‘brand development’ will be
particularly important for television sta-
tions as cable TV networks set their sights
on developing their own brand develop-
ment in 1991, said Cox’s Trigony.

““What can television learn from ra-
dio? Well, to begin with, survival,’”’ said
moderator Larry Wexler of Philadelphia-
based Wexler General Management, a
veteran radio consultant, ‘‘We adapted,
we modified and we avoided annihila-
tion,”” he said. -8

HBO OLE TARGETTED

TO LATIN AMERICA

Company, in 50-50 joint venture with Venezuelan
company, will launch pay service via PanAmSat bird

to cable and SMATV systems

H ome Box Office—following the
directive from parent Time
Warner to go global and at the
same time looking for a movie channel
foothold in a region plagued by video
piracy—plans to launch a Latin Ameri-
can version of its service next quarter in
a 50-50 venture with the Venezuelan
firm Omnivision.

The  Spanish-language  service,
dubbed HBO OIé, will blend theatrical
releases, sports, event and other pro-
graming and bring the signal via the
PanAmSat satellite to cable operators
and SMATV systems throughout Latin
America and the Caribbean.

The Caracas-headquarted venture will
focus not only on the Spanish-language
market, but is also close to a deal to
bring a Portuguese-language track to
Brazil.

The companies, in announcing the
partnership at NATPE, said they are ne-
gotiating with a variety of program
sources, although none, outside of HBO
sister company Wamer Bros., is yet

lined up to provide product.

Michael Solomon, Warner Bros. In-
ternational TV Distribution president,
explained that given the complex layers
of existing nation-by-nation movie deals
into which the region-wide pay channel
would be inserted, HBO Olé would ini-
tially rely on older films.

Omnivision Director Hemnan Perez
Belisario emphasized the service would
be “‘tailor-made’’ for Latin America and
plans to use approximately 10% Latin
American-originated programing, in-
cluding motion pictures and sports such
as boxing and soccer.

Latin America has some 2.5 million
cable subscribers in its 40 million TV
households, said Belisario. Mexico,
Argentina, Columbia and the Caribbe-
an represent the largest cable markets,
but other nations, such as Chile, could
present promising growth in new deliv-
ery media in coming years, Belisario
added.

And according to Steve Rosenberg,
vice president, HBO International, just
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as HBO acted as a ‘‘locomotive’” for
U.S. cable, the new service should spur
cable penetration in the region. The Pan-
AmSat satellite 10 be used already has
U.S. programers TNT, CNN and ESPN
aboard or signed to go.

Although the principals would not say

ing the service, they acknowledged costs
would be substantial and breakeven was
at least three to four years away.

If profitability is years off, however,
Solomon said the service could help
Hollywood fight the rampant piracy in
the region that now costs them millions

what they expect to spend on establish-

of dollars in lost revenue each year by

elevision programing that works across Europe’s diversc cultural and

language barriers may be highly desirable, but European media executives
at a NATPE international seminar last Tuesday, Jan. 15, agreed the only such
product now available may be from U.S. producers.

At least two panelists at the seminar, which was moderated by Michacl
Solomon, president of Warner Bros. International Television Distribution,
noted that national airwaves rarely carry product from other European nations.

Panelist Helmut Thoma, program director of German satellite channel RTL
Plus, for instance, said there is *‘very little French production on German
television [and that] for one reason; it doesn’t work.”’

Agreeing was Daniele Lorenzano, chief buyer for Silvio Berlusconi’s
networks in Italy and Spain, who noted that there are no French programs on
Italian TV, only two German shows and little or no Spanish and English
programing.

Lorenzuno also pointed out, however, that American shows, which at one
time did exceptionally well with Italian viewers, more recently have declined
in viewership. A notable exception, he said, is Twin Peaks, which premiered
in Italy in early January with a 40 share (and which has done as well or better
in Spain and the UK).

One reason American programing does do as well as it does overseas, said
Patrick Dromgoole, chief executive officer of UK commercial broadcaster
HTV, is because it already appeals to a broadly ethnic U.S. audience.

The impulse to create pan-European programing remains great, said Drom-
goole. In the UK, for instance, the economic benefits of European and other
co-productions would go far for commercial broadcasters whose program
budgets would be squeezed by s weak ad market and the instabilities of an
impending auction of regional commercial franchises. BBC, too, remains on a
““bread and water diet,’’ said Dromgoole.

Marc Tessier, general manager of Canal Plus International, expressed the
hope that European co-productions might be further spurred by the merger of
rival UK satellite services Sky and British Satellite Broadcasting, which he
called the most important media development in Europe of 1990.

But while Tessier argued that the unified satellite service could now turn its
attentions from the damaging rivalry toward cooperative projects with the
content, Dromgoole disagreed, arguing the service would still have its hands
full in the UK. Building a new media service in the UK today, he said, is like
““trying to build a little shack in the middle of a burning building.”’ -AAG

Broadcusting Jan 21 1991

giving cable operators greater incentive
to fight pirates locally.

Omnivision, a Caracas-based pay-TV
company with a single pay channel and
plans to cxpand to an cight-channel
MDS service, is principally owned by
Belisario, President Rafael Urbini and
Enrique Cusco. -AAG

BLAIR SAYS
BEWARE BARTER
DEALS

Rep firm also warns stations
and syndicators that
viewers want ‘hard edge,’
not ‘dull’ first-run shows
that failed in 1990

lair Television used a sizable

chunk of its NATPE prescntation

to warn stations not to readily
jump into barter agreements, despite the
attraction of such deals in difficult eco-
nomic times.

**‘What seems expedient in a soft sales
marketplace can come back to bite [as
business conditions improve],”’ said
Mike Levinton, Blair vice president and
director of programing.

Levinton also warned stations and
syndicators to beware of the type of ad-
vertiser-friendly, *‘viewer dull”’ first-
run programs that failed in 1990. *‘The
hard edge is clearly what the viewers
want,”’ he said.

Blair Television is forecasting cight
first-run  syndicated shows to be
launched in 1991, down from 13 in
1990. The company projects the number
of new off-network half hours to be
launched into syndication this year will
drop to three shows (from seven in
1990). Two off-network hours are ex-
peeted to be launched in 1991, com-
pared with four in 1989 and one in 1990.

Blair Television also offered asscss-
ments of some of the new crop of
shows, including the following com-
ments by John Rohr, vice president, as-
sociate director, programing:

Among talk show hosts, high points
went to Maury Povich, host of The Mau-
ry Povich Show, which should have the
“hardest edge’’ of the new shows and is
expected to be fairly evenly split between
early fringe and momning clearances.

Chuck Woolery (The Chuck Woolery
Show) is “‘likeable,”” but the program'’s

l
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“‘Tonight Show appearance’” could
make the show look like a late-fringe
show lost in its intended morming slot,
according to Rohr.

Jenny Jones (host of her own show,
Jenny Jones), is also *‘likeable,’’ but is
the least known of talk show hosts and
faces ‘‘very tough’’ competition.

David Hartman (Realities with David
Hartman) is at a “‘real disadvantage’
because of the show’s late start, but it
could have a new life with an extra hour
on NBC and additional CBS preemp-
tions.

Nia Peeples and her The Party Ma-
chine with Nia Peeples, has shown
some ‘‘very encouraging’’ numbers on
the air.

In the reality category, the Geraldo
Rivera-hosted Now It Can Be Told has a
harder edge that should appeal to reality
viewers, but its host ‘‘carries a lot of
baggage that could create station resis-
tance and the dreaded advertiser un-
friendliness."’

The daily On Scene might ‘‘tire’’ au-
diences with its steady diet of emergen-
cy situations.

Getting Even scored points as a possi-
ble companion to People’s Court and
other reality shows in early fringe.

Candid Camera is a *‘risky proposi-
tion”’ because its type of show has not
been stripped before.

Among off-network sitcoms, Mar-
ried...with Children has ‘‘strong poten-
tial”> in syndication and Roseanne
makes ‘‘a lot of sense’” for the right
station, as does Murphy Brown. Ques-
tion marks hover over Dear John, De-
signing Women, Empty Nest and The
Wonder Years.”’ -

SELTEL UPBEAT ON TALK/VARIETY OFFERINGS

rector of programing for New

York-based rep firm Seltel, sound-
ed a positive note on talk/variety shows
in Seltel’s 1991-92 programing presenta-
tion to client station executives last
Monday (Jan. 14). During the portion of
the presentation dealing with adult
strips, Bjork and Seltel’s associate direc-
tor of programing, Lainie Shankman,
cited the past November sweeps perfor-
mances of Buena Vista Television’s Live
with Regis & Kathie Lee in *‘drawing an
increasing share’’ of the daytime audi-
ence and Paramount Domestic Televi-
sion’s The Party Machine with Nia Pee-
ples making an ‘‘auspicious ratings
debut” in January, which could bode
well for new talk strips looking to make
headway in those dayparts next season.

Shankman said that Paramount’s The
Maury Povich Show is not going to
“‘throw’’ top-rated incumbent The
Oprah Winfrey Show for an early rating
loss, but still can be ‘‘competitive’’
counter-programing. Bjork concurred,
saying that stations could ‘‘expect Po-
vich to be a long-term franchise, but it
will be a slow build.”’

Presenting a clip from Warner Bros.
Domestic Television’s The Jenny Jones
Show, Bjork noted that few men in the
audience laughed while Jones was firing
one-liners about women who fake or-
gasms, but went on to say the hour talk
show has ‘‘possiblilities’ on indepen-
dents and affiliates targeting the female-
dominated 25-54 audience in daytime.

Orion Television's The Chuck Wool-
ery Show has already cleared over 60%
of the U.S. by offering generous nine-
minute local/five-minute national barter
splits, but Shankman said that Woo-
lery’s principal audience appeal as host
of Love Connection lies with women 18-
34, while older female audiences in day-
time may be lukewarm toward the show.

J aneen Bjork, vice president and di-

Among the talk shows targeted for
late night, neither Bjork or Shankman
expressed optimism for the prospects of
MCA TV's Up Late with Ron Reagan
and Viacom Enterprises’ The Jonathan
Brandmeier Show. Bjork described Up
Late as a ‘‘one-note’’ comedy show that
keeps the same guests on the set through
the entire show, while Viacom’s half-
hour Brandmeier barter vehicle (3% lo-
cal/3'% national) is still *‘lacking’’ a pi-
lot and is ‘“‘too late out of the blocks”’
for a September 1991 launch.

Shankman said Viacom’s original Re-
alities with David Hartman (now retitled
simply David Hartman) pilot was
*‘panned’’ by station executives, and the
retooled pilot is coming back too late to
catch up with the Woolery, Povich and
Jones shows.

Among reality-based strips Bjork
doled out praise for Tribune Entertain-
ment’s Now It Can Be Told as a possible
‘‘exposé€”’ for the 90’s; Shankman said
an expanded strip version of Group W’s
On Scene: Emergency Response may be
‘‘too gritty’” for early fringe and access,
possibly better as a late night news adja-
cency, and Bjork said that she heard
Wamner Bros. is ‘‘probably’’ pulling
Getting Even from the market and rec-
ommended that it be dropped from fur-
ther consideration. Shankman, however,
said Warner Bros.’ late entry, Love Sto-
ries, may work as a lead-in to soap
opera programing in daytime or as a
companion to its Love Connection.

Despite the fact that all five new game
shows introduced this season have failed
*“*dismally,”” Shankman said that syndi-
cators are again turning to ‘‘tried and
true’’ game show concepts, especially in
the case of Orbis Communication’s Jan-
uary rollout of The $100,000 Pyramid.
However, she noted its lack of strong
clearances. Adding to that, Shankman
said stations should be ‘‘reluctant’” to

give up early fringe or access. time slots
to Group W's revival of Scrabble, add-
ing that host Steve Edwards performed
strongly in a “‘well-produced’’ show.
She and Bjork criticized Innoventures’
Critical Decisions as being too compli-
cated to be understood within the *‘criti-
cal”’ first five minutes of the show.
After showing a clip of King World’s
Candid Camera, the lone first-run com-
edy strip, Shankman questioned whether
King World could come up with enough
comedic situations to sustain it as a five-
day strip while Bjork said Candid had
high production values, but host Dom
DeLuise’s humor seemed ‘‘forced’ at
times. —F

HRP ADVISES
STATIONS TO
BREAK THROUGH
CLUTTER

he challenge to television stations

is not just to promote new pro-

grams. It is to present them in a
way that breaks through the clutter of
network and cable premieres and station
news publicity, such as that which crip-
pled sampling for new syndicated pro-
graming last fall. So advised station rep
firm executive Jim Curtin of HRP at 2
NATPE programing overview last Mon-
day, Jan. 14.

Reviewing specific program areas,
Curtin said HRP gave a qualified thumbs
up to Wamer's talk vehicle, Jenny
Jones, which he said offered a ‘‘funny,
fresh approach,”” but that it had a barter

split too expensive for some stations.
Orion’s talk vehicle, The Chuck
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Woolery Show, could be successful.
Curtin said, but not overnight.

Paramount’s Maury Povich benefited
by the former Current Affair’s host be-
ing a known quality, but was hurt by the
lack of a pilot and the studio’s demand
for a two-year commitment, Curtin said.

No new talk shows were recommend-
ed in the late fringe, where Curtin
warned stations: ‘‘Don’t try to out-Ar-
senio Arsenio [Hall].”’

Of games shows, Curtin said the one
choice for next fall is Group W’s Scrab-
ble, but added that stations not already
in game shows should not get in on the
strength of that show.

The one reality show HRP believes
has a good shot at breaking through,
Curtin said, is the Geraldo Rivera pro-
gram for Tribune, Now It Can Be Told,
although Curtin also commended to sta-
tion executives a reworked pilot for Via-
com’s Realities with David Hartman.

Among other programs, Curtin said
Genesis Entertainment’s Grudge Match
was quirky and bizarre enough to work,
while children’s half hours to watch in-
clude Camcorder Kids from Behrens
TV, Wide World of Kids from Goodman
Entertainment and Scratch from Muller
Media.

HRP also detailed findings from two
studies on fractionalization, or the de-
cline of broadcast TV viewership due to
competition from basic and cable,
VCR’s and video games, and found that
while there is a problem of fractionaliza-
tion, it has been overstated.

“*In certain markets, at certain time
periods, there can be no doubt that cable
and others are having a real impact,’’ the
report said. ‘‘But, the overall sweep of
the data indicates that broadcasters still
hold the lion’s share of viewers and that
the rate of fractionalization has, to a
small degree, lessened from 1988."’

The news expansion study found that
an increasing number of stations are ex-
panding local news programs in early
fringe to combat the rising cost of syndi-
cated programing and fight fractionaliza-
tion. According to HRP, the last year
has seen an ‘‘explosion’’ of news expan-
sions, with 32 cases reported in the top
100 markets, four times the number
from five years ago.

The study found rough going for most
of the new news efforts, however, with
only two cases premiering in first place
in the time period, eight cases in second
place and the remaining 22 in third. But
HRP added that after a year’s teething
time for a new newscast, share growth
can be anticipated in both the expansion

NATPE DEBATES PAID PROGRAMING

rmed with results from a NATPE

survey taken late last year, Jona-

than Rodgers, president of CBS
Television Stations, opened a panel ses-
sion on paid programing (also known as
infomercials) titled *‘‘The Money We
Hate To Make.”” Qut of just over 300
respondents to the survey conducted by
Bob Simone, program director of WFLD-
Tv Chicago, on the NATPE*Net com-
puter system, over 90% of the stations
said they carried paid programing, while
58% of those same respondents said the
trend has had a “bad’’ effect on the
industry. Only 6% of the respondents
said paid programing was beneficial; the
other 36% were neutral.

When Rodgers asked panelists to define
what paid programing means to them,
John Rohrbeck, vice president and general
manager of KNBC-TV, echoed a feeling of
some broadcasters present for the Tuesday
(Jan. 15) session: ‘‘That programing
which I don’t take at all.”’ In fact, David
Fox, chief executive officer and co-
founder of independent syndicator Fox-
/Lorber Co., criticized *‘misleading” ad-
vertising practices, from get-rich-quick
real estate programs to fire-resistant car
wax demonstrations.

Rohrbeck said his NBC-owned station
and competing Los Angeles stations have
been offered $10,000 to air half-hour paid
advertisements for early moming slots on
weekdays, and up to $40,000 for an hour
of Saturday or Sunday daytime or early
morning air time. However, the *‘interrup-
tion”’ of his regular program flow, he
said, would cost the station $2 million
yearly in lost revenue.

*I am in the same situation as other
station executives across the country; it
is our job to make stations meet our full
revenue potential, especially in the un-
certain ad market today,’”’ said Rohr-
beck, who said NBC does not currently
have guidelines regarding the sale of air
time to advertiser-driven paid program-
ing. **I am not a high-brow zealot, but it
is a simple fact that [paid] programs are
limited in their audience appeal and can
have overall negative impact on our pro-
graming flow—lead-in and lead-out pro-
graming. ] would like to think that most
broadcasters maximize their audience
and not exchange [it] for a few extra
quick bucks."’

Even if paid programs, in most cir-
cumstances, air in 1 a.m. to 6 a.m. time
slots on stations, Rohrbeck said his re-
peats of the 11 p.m. KNBC-TV news at 2

a.m. to 6 a.m. ratings among competing
Los Angeles stations. ‘‘[Viewers] may
just be grazing channels [with remote
controls], but if others wake up to paid
programing, we have lost them.”’

However, Ray Schonbak, executive
vice president of Koplar Communica-
tions, countered Rohrbeck’s claims, say-
ing that General Electric (NBC’s parent
company) ‘‘does not have to pay taxes
and $200 million in the bank for its
owned stations,” eliminating the need
for paid programing.

Schonbak said the argument about paid
programing weakening the flow of a sta-
tion’s program lineup is mute since people
who watch late night or early moming TV
*‘graze’’ with their remote controls, more
so in those respective dayparts.

**What we are saying is that we can get
[stations] to sell inventory in leaner day-
parts,” Schonbak said. “*As I look at the
changing environment, paid programing
is going to be there, and broadcasters will
have to take a hard look at each show to
make sure the claims are credible enough
to merit time on their lineups.”

That remark prompted Fox to say that
newspapers print disclaimers for paid
advertising sections, but no such nation-
a] guidelines have been implemented for
paid TV programs. However, Fox noted
that cigarette manufacturers are still able
to run print ads while TV ads have been
banned since 1970, *‘so we have to as-
sume that the Federal Trade Commis-
sion sees TV as a more powerful sight-
and-sound medium.”’ Fox suggested that
on-air graphic disclaimers be inserted
every five minutes during the airing of
paid programing.

Alfred Evans, executive vice presi-
dent of New York-based agency Laur-
ence, Charles, Free & Lawson, said the
FTC and Congress have been *‘suggest-
ing”’ guidelines that should be followed
in screening for false or misleading ad-
vertising claims.

Rodgers emphasized that all seven of
CBS’s O&0O general managers are re-
quired to watch paid programing that in
isolated circumstances they may accept.

Jerry Baldwin, CEO of Synchronal
Media, who is a member of The Nation-
al Infomercial Marketing Association
(NIMA), released what he said the orga-
nization has prepared as a ‘‘comprehen-
sive’* set of guidelines for broadcasters
and NIMA advertising members to fol-
low. Baldwin said station executives can
obtain the proposed marketing guide-

newscast and in the station’s 6 p.m. a.m. and Entertainment Tonight at 2:30 | lines through NIMA’s Washington,
newscast. -AAG a.m. have the station on top of the 2 D.C. office (202-952-8342). —MF
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PLANS FOR WAR COVERAGE DOMINATE CBS PRESS TOUR

Television critics also hear about projects in works
for summer, including series by Stephen King,

Rob Reiner and Carrie Fisher for mother Debbie Reynolds

T he threat of war has caused the
rebirth of CBS’s late-night news
vehicle, America Tonight, accord-
ing to Howard Stringer, president,
CBS/Broadcast Group, who said the se-
ries, which was previously cancelled,
would remain in the 11:30 p.m. time slot
indefinitely. Stringer said the length of
the show would either be a half hour or
hour depending on what the news divi-
sion feels is justified.

Also, like the other networks, CBS
will suspend entertainment programing
indefinitely should war break out, said
Stringer last Tuesday before the nation’s
television critics attending the Televi-
sion Critics Association press tour in
Marina del Rey, Calif. In addition, affil-
iates will be given a seven-minute cut-
away every half hour to fill with conflict
coverage from a local aspect. The news
opening will be scheduled at 23 minutes
after the hour and seven minutes before
the hour. ““We will continue coverage
through that period, but we will give a
cutaway signal to affiliates so they can
report the war from their angles,”” said
Stringer.

As a result of the decision to bring
back America Tonight, the debut of the
five action-adventure series that were to
make up CBS’s late-night schedule has
been postponed and the producers noti-
fied. Stringer emphasized the action-ad-
venture projects will air eventually dur-
ing late night as planned, when the crisis
in the Gulf has abated.

Because the CBS portion of the press
tour fell on the deadline day given by
President Bush to Irag, much of the dis-
cussion by and questions to CBS execu-
tives was pointed to the network’s
scheduling and operating policies should
war break out. As for competition
among the networks and CNN for cover-
age of the crisis, Stringer said: ‘‘Cover-
ing a war or covering the potential war is
a moment for reflection and not a mo-
ment for competition. It’s not a moment
for grandstanding. It’s not a moment for
rivalry. It's a moment for getting the
story right and covering this kind of
event with the majesty that it demands,”’
he said.

Stringer’s remarks were echoed earli-
er in the day by CBS News President
Eric Ober, who said: “‘I"d like to down-
play the competitive nature of this event.
I think the competition here is with pro-

Howard Stringer

viding the American public with full,
thorough coverage of what’s happening.
I do not look at, nor do I think my
colleagues in those other news organiza-
tions look at, a numbers game vis-a-vis
each other or the competitiveness of get-
ting the story vis-a-vis each other, other
than how it relates to journalism.’’

Ober also registered another protest to
what he called the ‘‘now notorious Pen-
tagon press coverage rules or guide-
lines.”” ““What we don’t agree with is
the group-accompaniment  situation,
which we think provides little more than
a photo opportunity with sound in totally
controlled groups. And that leads to
pack-journalism in its most negative
sense and the most limited form of jour-
nalism there is,’” he said.

Ober said he does not object to two
guidelines that he said were in place
during the Vietnam War and that were
adhered to by the networks during that
conflict. The two rules were not report-
ing troop movements until the troops
had been engaged and not naming casu-
alties until families had been notified.
“In talking to Vietnam veterans, of

which there are a number in this organi-
zation, nobody recalls any instance
where an American news organization
violated those two principal guidelines,
with which we totally agree,”’ said
Ober. Despite the networks’ disagree-
ment with the Pentagon guidelines, Ober
said, ‘‘As of now, we haven’t gotten any
indication they are going to change the
rules.’”’ However, he added, ‘‘wherever
you have reporters, you will find report-
ers trying to get around restrictions that
they feel restrict their ability to do free
journalism, At this time, we intend to
adhere to the requirement of the military
restrictions as stated to us.”

In addition to the suspension of enter-
tainment programing should hostilities
break out, Stringer also said commer-
cials would not air. Like the prime time
entertainment programing, Stringer said
the network's coverage of the National
Football League’s playoff games would
likely be interrupted as well. He said
sports programing would not be treated
any differently than series programing.
He would not give a deadline for how
long the schedule would be interrupted,
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saying that in this situation, the network
would need to remain flexible.
]

Jeff Sagansky, president, CBS Enter-
tainment, speaking to the critics Tues-
day._night during dinner, outlined four
projects the network is developing for
the summer schedule.

Stephen King’s Golden Years is a seri-
alized version of a novel written by King
and is set to be produced by Laurel
Entertainment. Sagansky said the project
“‘is a combination of great characters
with a fantasy premise in it.”” He said
King would write the first five episodes
and stay with the project to develop the
long-term story arc.

The Verdict is a half hour which will
examine one criminal trial and the as-
pects of the proceeding. Andrew Hey-

ward and CBS News will produce the
series. The project was inspired from a
segment that aired on 48 Hours last
month.

True Detectives, another half hour
from Amold Shapiro and CBS Produc-
tions, which may be paired with The
Verdict, is about normal people who
solve mysteries in their life. True Detec-
tives played as an hour special last
month on the network, and the series
will remain similar in look to the spe-
cial.

The fourth project, Pariners in Life
(working title), is from Rob Reiner and
his Castle Rock Productions. Sagansky
described the project as ‘‘Rob’s very
ambitious attempt to do the old Laurel
and Hardy, Mack Sennett two-reelers.
Very physical comedy, and it’s going to

be shot on one-camera film.””

Sagansky also revealed a project in
development for fall which is being de-
veloped by actress Carrie Fisher for her
mother Debbie Reynolds to star in. The
series is about the relationship between a
grandmother, her daughter and a grand-
daughter. Janis Hirsch, executive pro-
ducer of ABC’s Anything Bur Love, will
co-produce the series with Fisher.

Sagansky also said CBS will not ex-
perience any cutback in their develop-
ment, at least not due to any corporate
budgetary considerations. Two weeks
ago, Bob Iger, president, ABC Enter-
tainment, said due to the declining net-
work television industry, fewer pilots
preduced would be one of the effects of
the changing economics. Sagansky said
if fewer pilots are produced, it will be
because CBS has fewer needs this fall
compared to last fall. -5¢

Week 17

Ist column tells rank, 2nd column tells position compared to last week: W-Down in rank from last week, A-Up in rank from last week,
8-Premiere broadcast. 3rd column tells rating, 4th column tells network, 5th column tells show.

RATINGS ROUNDUP

Jan. 7, 1990-Jan. 13

1 23.4/35 N Cheers

2 20.6/32 C 60 Minutes

3 A 20.0/30 C Murphy Brown

4 A 19.930 C Designing Women

5 19.4129 N A Different World

6 A 19.332 N Golden Girls

7 A 19.1/28 A Amer. Funniest Videos
8 18.8/28 A Roseanne

9 18,131 N Bob Hope/Saudi Arabia
9 A 18.129 A Family Matters

9 A 18.1/29 A Full House

12 18.0/26 A Amer. Funniest People
12 A 18.027 A Doogie Howser, M.D.
14w 17.8/27 N The Cosby Show

15 % 17.026 N Unsolved Mysteries
16 A 16.8/28 N L.A. Law

17 16.6/25 C Movie: Witness

[ 18 16.5/25 N Matlock

19 & 16.4/26 N Movie: Shoot To Kill
L 20 16.3/25 N Heat Of The Night

> 20 A 16.3/24 C Major Dad

12w 16.1725 N Wings

23 15.8/24 A Coach

24 A 15.6/25 N Hunter

25 v 15.5/23 C Rescue: 911

26 15424 A Who's The Boss?

27 A 15.1/24 A Perfect Strangers

28 A 15.023 C Evening Shade

29 v 147122 A Growing Pains

30 ¥ 14.6/23 N Dark Shadows, Pt.1

30 A 14.6126 A 20/20

32 A 14.522 A Marmied People

32 A 145122 F The Simpsons

32 v 14,522 A Wonder Years

35  14.221 A Head Of The Class

36 ¥ 14.1/23 C Knots Landing

37 13.6/21 N Fresh Prince Of Bel Air
38 13.4/23 N Law And Order

39 v 13.321 C Movie: Bare Essentials
39 13320 A MacGyver

41 A 13.021 A Going Places

42 8 [2.6/19 N Blossom

43 A 124721 C Trials Of Rosie O'Neill
44 v 12.0/19 A Movie: Held Hostage
45 v 11.5/19 C Dallas

45 v 11.5/17 F Maried...With Children
47 w 11.317 C 48 Hours

48 A 11216 N Exposé

48 ® 11.2717 C Good Sports

50 v 11.0/17 C Guns Of Paradise

51 v 10.8/18 N Fanelli Boys

51 v 10.8/16 A Father Dowling

53 ¢ 10.7716 F In Living Color

54 v 10.518 N Amen

5 10.5/19 C Designing Women/Sun
56 10.4/16 N News Sp.: Amer./War
57 % 10.3/16 C Jake And The Fatman
57 10.3/18 A thirtysomething

57 v 10.3/18 A Young Riders

60 ¥ 10.1/16 N Night Court

60 v 10.1/17 A Primetime Live

62  9.9/16 A Movie: Under Cover
62w 9.9/16 A Life Goes On

64 A 9.8/15 A Gabriel's Fire

65 A 9.7714 N Real Life w/ J. Pauley
65 ¥ 9.7117 C Sons & Daughters

67 8 9.6/17 A Equal Justice

68 A 8.713 C Flash

69 ° 8.6/15 N NAACP Image Awards
70w 8.5/13 C Top Cops

Na 8.1/14 F Cops2

72 A 7.712 F Babes

72w 1.7/11 F Get A Life
v 7513 C WIOU

74w 7.513 C You Take The Kids
76w 7.4/12 F America’s Most Wanted
7% 7311 F Good Grief
78 4 7211 F Parker Lewis
79 v 7.0/12 C Movie: Nick Night
7% 7012 F Cops

81 6911 N Quantum Leap
81 6.912 A Twin Peaks
3w A Under Cover
A C Lenny

Sy F Totally Hidden Video
86w F True Colors

v F Beverly Hills, 90210
88w 529 F Comic Strip Live
89w 5.1/9 F Haywire

90w 376 F Against The Law

6.8/11
6.3/11
6.211
6.1/10

5.8/9
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WASHINGTON

SENATE MEMBERS INTRODUCE BILL TO REREGULATE CABLE

Among other aspects, S. 12 strengthens city authority in franchise renewal process;
White House will probably reaffirm its opposition to reregulating industry

try are back underway in the Sen-

ate. Last week a comprehensive
bill, 8. 12, was introduced by the Com-
merce Committee’s Ranking Republican
John Danforth (Mo.), Chairman Erest
Hotlings (D-S.C.), Communications
Subcommittee Chairman Daniel Inouye
(D-Hawaii) and Al Gore (D-Tenn.).

It is comparable to a bill the commit-
tee passed last year, one that died after
the Bush administration threatened a
veto. It is believed the White House will
reaffirm its opposition to reregulating
the industry. Indeed, cable was viewing
this new legislation as more regulatory
than the one adopted by Commerce last
year.

Like last year's committee bill, S. 12
would give cable competitors such as
wireless cable, DBS, SMATV and
TVRO, guaranteed access to cable pro-
graming, which was a major point of
contention. And the new measure
strengthens city authority in the fran-
chise renewal process.

It is the National Cable Television
Association’s hope to persuade lawmak-
ers to hold off on any action until the
FCC has a chance to complete its effec-
tive competition rulemaking, which
would subject most cable systems to mu-
nicipal rate regulation. ‘“We would urge
Congress not to move forward with a
cable bill,”’ said an NCTA spokesman.

While cable was not pleased with S.
12, others thought it was a step in the
right direction. Bob Schmidt, president
of the Wireless Cable Association,
thought the early introduction of the
measure and its spensorship by the com-
mittee leadership was ‘‘quite signifi-
cant.”” He said WCA welcomed the
strong access to programing provisions.

Jim Hedlund, president of the Associ-
ation of Independent Television Sta-
tions, endorsed the measure. He said his
organization would *‘re-double’’ its ef-
forts to see S. 12 become law.

The National Association of Broad-
casters refrained from actually endorsing
the bill. **While we’re pleased to see the
cable problem addressed this early, we

E fforts to reregulate the cable indus-

can’t comment on the specifics of the
bill until NAB’s board completes its re-
view of a wide range of policy issues,
including those involving cable car-
riage,”’ said an NAB spokeswoman.

House Telecommunications Subcom-
mittee Chairman Ed Markey (D-Mass.)
has promised to introduce a cable rere-
gulation bill early this year.

Under the Senate measure:

The FCC could set basic cable rates in
the absence of *‘effective’” competition.
It also could oversee ‘‘unreasonable”’
rates for programing services. And it
would give the commission greater flex-
ibility in regulating cable operators’ re-
tiering efforts.

Vertically integrated cable program-
ers, including those who distribute their
product nationally and regionally, would
be barred from ‘‘unreasonably refusing
to deal’” with cable competitors and
from discriminating in price, terms and

conditions. And no cable operator could
require a financial interest in programing
as a condition of carriage.

Cable systems would have to carry
most local broadcast signals as well as
all nonduplicated noncommercial sta-
tions. Local broadcasters can choose ei-
ther their over-the-air channel position
or stay where they are.

The FCC would establish rules limit-
ing MSO size and the number of chan-
nels offered by vertically integrated op-
erators.

The commission would set customer
service standards but the franchising au-
thority could also adopt its own stan-
dards.

Cable operators would be prohibited
from owning MMDS or SMATV sys-
tems in their service area. When DBS
penetration reaches 10%, the FCC
would adopt DBS-cable crossownership
rules. -

Kostmayer

Studds

the committee.

FOUR DEMOCRATS ADDED TO HOUSE COMMITTEE

our Democrats have joined the House Energy and Commerce Committee,

which has jurisdiction over broadcast and cable issues. Representatives
Gerry Studds (Mass.), Peter Kostmayer (Pa.), Claude Harris (Ala.), and
Richard Lehman (Calif.) are taking seats left vacant by Thomas Luken (D-
Ohio), Doug Walgren (D-Pa.) and Jim Bates (D-Calif.). Luken retired,
Walgren and Bates were not re-elected. Because of changes in the overall ratio
of Democrats to Republicans in the House, Democrats gained an extra seat on

Studds was elected in 1972 to represent Massachusetts’ 10th district, which
includes Cape Cod. Kostmayer, who came to Congress in 1982, is from Bucks
County, Pa. Elected in 1986, Harris is from Tuscaloosa, Ala. Fresno, Calif.,
is Lehman’s hometown. He was elected in 1982.
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FAIRNESS DOCTRINE LEGISLATION RE-EMERGES

Both House and Senate leaders say law is needed
to protect public access to airwaves; spectrum reallocation measures also introduced

ouse and Senate communications

policymakers last week renewed

their quest to see the fairness doc-
trine become law. House Commerce
Committee Chairman John Dingell (D-
Mich.) and Senate Commerce Commit-
tee Chairman Emest Hollings (D-S.C.)
introduced H.R. 530 and S. 217, respec-
tively, that would reimpose the doctrine
abolished by the FCC in 1987.

Hollings said fairness is still an issue
especially when public interest groups
have tried to gain access to the airwaves
to express their opposition to the war in
the Persian Gulf. For example, he said,
*‘Everyday, the airwaves are filled with
the voices of those who believe that we
should go to war to protect Kuwait.
However, there are members of the
viewing public who feel that there is not
sufficient coverage of the views of those
opposed to the war.”

Dingell said the fairmess bill is a
“‘minimal safeguard against abuse by
those who have been given broadcast
licenses by the government and is a poli-
cy supported by many broadcasters
themselves.”’ Dingell said he hoped to
‘‘put this issue behind us this year and
move on to deal with the many other
important issues that face telecommuni-
cations policymakers.”’

In other Hill activity last week, legis-
lation (H.R. 53] and S. 218} was intro-
duced in both chambers that would real-
locate 200 mhz of spectrum from the
government to the private sector. Din-
gell and House Telecommunications
Subcommittee Chairman Ed Markey (D-
Mass.) are the authors in the House;
Senate Communications Subcommittee
Chairman Daniel Inouye (D-Hawaii) and
Hollings are the key Senate sponsors.

The House passed a similar measure
last year but it died in the Senate after
the administration objected to the idea of
relinquishing substantial government
spectrum and said the measure should
include spectrum auctions. Neither bill
specifically addresses auctions.

The spectrum reallocation measures
require the Commerce Department,
within 24 months of enactment, to sub-
mit to the President and Congress a re-
port identifying and recommending for
reassignment 200 mhz of spectrum, all
below 5 ghz.

The spectrum would be used for new
technologies such as high-definition
television and digital audio broadcast-

ing. The bill, said Markey, *‘encourages
the government to employ more efficient
spectrtum management techniques and to
free some of the unused and underuti-
lized spectrum for reassignment to
emerging commercial technologies.”
Markey also said the bill allows the
President to substitute or reclaim any
government frequency for a national de-

fense emergency or other reason.

Under the measure, a portion of the
identified spectrum will be reserved for
later distribution over a |5-year period.
It also allows for establishment of a pri-
vate sector advisory committee that
would submit to the Commerce Depart-
ment and Congress recommendations for
reforms in reallocating spectrum.  -XM

SENATE CAMPAIGN BILL
CALLS FOR FREE TIME

One proposal would require broadcasters to provide
five hours of free air time to Senate candidates;
another plan would mandate stations to sell

fixed spots at their lowest preemptible rate

resurfaced in the Senate last week.

Bills sponsored by Democratic
and Republican leaders would, among
other things, force broadcasters to give
Senate candidates five hours of free air
time and would require broadcasters and
cable operators to sell candidates fixed
spots at their lowest preemptible rate.

*“These are the first in what is likely
to be a series of bills,”” said a spokes-
woman for the National Association of
Broadcasters. ‘‘We intend to work
with Congress to come up with legisla-
tion that is fair to broadcasters and
candidates,’” she said. Just how far
these initiatives will get is uncertain.
Proposals to reform the current system
of campaign financing have been de-
bated during previous sessions of Con-
gress, but Democrats and Republicans
have failed to reach a consensus on the
issue.

The measures’s broadcast provisions
are considered the least controversial
and are similar to those offered in the
last session of Congress. Among the
new measures are: S. 3 by Senate Major-
ity Leader George Mitchell (D-Me.),
Wendell Ford (D-Ky.), David Boren (D-
Okla.) and others, and S. 7, by Scnate
Minority Leader Robert Dole (R-Kan.)
and Alan Simpson (R-Wyo.).

*‘Many candidates spend the last few
weeks of the campaign in nonstop fund-
raising simply to turn the money over to
television stations,”’ said Mitchell in a

c ampaign finance reform legislation

statement accompanying S. 3. Under
this measure, candidates could purchase
broadcast time at 50% of the lowest unit
charged for the same amount of time for
the same time of day and day of the
week. Broadcast vouchers would be pro-
vided to candidates to buy prime-time
advertising ‘‘of at least one minute but
not more than five minutes. Broadcast
stations would be required to make these
longer time periods available to candi-
dates.”’

‘T expect this proposal will be resist-
ed by many in the broadcast industry,
but campaign advertising is a very minor
part of their overall advertising—less
than 1% of total television ad reve-
nues,’” said Mitchell.

In an attempt to address the issue of
so-called negative political advertising,
the Mitchell bill requires candidates to
appear at the end of the political ad
*‘conveying the message that the adver-
tisement was paid for by the candidate.”’
And stations would have to give free
response time to candidates attacked by
independent political action committees.

The Dole legislation mandates free
broadcast time as well as a discount for
nonpreemptible time. During every two-
year election cycle, stations would have
to provide five hours of free time to be
shared among ‘‘eligible”’ Senate candi-
dates. ‘‘That’s 300 minutes over two
years—a small price for broadcasters
with lucrative licenses to use the public
airwaves,”’ said Dole. —m
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BONNEVILLE CALLS FOR PTAR RELAXATION

Like Disney and ABC and CBS affiliates, group broadcaster asks FCC to consider
dropping ban against affiliates airing off-network programs in access periods

onneville International has joined

the growing ranks of those calling

on the FCC to relax the prime
time access rule to allow television sta-
tions in the top-50 markets to air off-
network programs in the early evening
prime time access period.

*“As the operator of two network affil-
iated stations [KIRO-TV Seattie and KSL-
Tv Salt Lake City], we have repeatedly
had our programing and business judg-
ments frustrated by the off-network re-
strictions of the rule,” said Bonneville
President Rodney Brady in a letter that
arrived at the FCC last Monday (Jan.
14).

*“Our stations compete today in a
marketplace radically different from that
which existed when the...rule was
adopted. Moreover, we face the possi-
bility of competing in the future with
Fox network programing and Fox affili-
ates, both of which will benefit from
special exemptions that may be grafted
onto the rule.”

The 20-year-old rule prohibits net-
work affiliates in the top 50 markets
from airing any more than three hours of
network or off-network programing dur-
ing prime time. News programing is ex-
empted from the limit.

Walt Disney Co., a major syndicator
of off-network programs, asked the FCC
last November to open a rulemaking
aimed at relaxing the rule to permit affil-
iates to air off-network programs. The
affiliate groups of ABC and CBS sec-
onded the request a month later.

Ben Tucker, chairman of the govern-
ment relations committee of the CBS
affiliates group and executive vice presi-
dent, KJEO(TV) Fresno, Calif., said the
rule’s provision prohibiting the airing of
off-network programing ‘‘really has
worn out its welcome.” It no longer
‘‘makes any sense,’’ particulariy in light
of the fact that the rule does not apply to
independent stations.

*It was legitimate five to 10 years
ago, (but it is] less legitimate in today’s
marketplace,’”’ Tucker said. ‘‘Stations
should be able to program for them-
selves.””

John Behnke, chairman of the govern-
ment relations committece of the ABC
affiliate group and president and chief
executive officer of KOMO(TV) Seattle,
said ‘‘most affiliates would appreciate’”
it if the rule were relaxed to allow off-
network programing.

Both Tucker and Behnke added that
the affiliates do not want to see the
complete elimination of the rule——that
is, they want to preserve the limit on
network programing during prime
time.

First Media Corp., licensee of WCPX-
TV Orlando, Fla., petitioned the FCC to
repeal the rule last year, but the agency

has yet to act on it.

Despite the push, the FCC commission-
ers have shown no inclination to eliminate
or relax PTAR. At the NATPE conven-
tion in New Orleans last week, Commis-
sioner Ervin Duggan underscored the
agency’s attitude: ‘“This is not a rule
we're eager to take up or destabilize in
any way’’ (see story, page 32). -H

FCC UPHOLDS KQEC REASSIGNMENT,
CONSIDERS KEEF-TV DISTRESS SALE

KQED Inc. may appeal; hurdles remain in way of first TV
distress case since Supreme Court upheld policy in 1990

month affirmed the decision not to

renew the ownership of one non-
commercial television station in Califor-
nia and opened another avenue—under
minority distress sale rules—to end three
years of confusion about the ownership
of another.

In the first case, the commission re-
jected the appeal of KQED Inc., whose
license for its second station in the San
Francisco market was taken away by the
FCC last year. KQED President Anthony
Tiano said no decision on whether to
take the commission to court over the
ruling would be made until after the full
text of the FCC decision is received by
KQED, probably not until mid-February.

In earlier proceedings, KQED Inc.
claimed that technical problems forced it
to temporarily pull KQEC(TV) San Fran-
cisco off the air. But the FCC Review
Board found KQED had deactivated KQEC
primarily to save money. The license to
KQEC was awarded to Minority Televi-
sion Project (MTP).

In upholding that ruling, the commis-
sioners agreed that denying renewal of
KQED’s license to KQEC, but renewing its
license to KQED-TV and KQED-FM, was an
‘‘appropriate sanction on the record pre-
sented and an adequate deterrent to fu-
ture misconduct.”’ At the same time, the
commission denied a request forwarded
by MTP and The Caiifornia Public
Broadcasting Forum that KXQED turn over
to MTP all assets associated with KQEC.

a

s eparate rulings by the FCC this

In another unrelated case, the commis-
sioners directed the Mass Media Bureau
to consider the distress sale of KEEF-TV
Los Angeles from Black Television
Workshop (BTW) of Los Angeles Inc.
to Hispanic Christian Communications
Network (HCCN). According to several
FCC staffers, it is the first distress sale
in either TV or radio considered since
the Supreme Court found the policy con-
stitutional last summer (BROADCASTING,
July 2, 1990).

The decision all but settles the disput-
ed ownership of XEEF and puts back in
motion a request to sell the station under
a distress sale policy ruled unconstitu-
tional in 1989 by-the U.S. Court of
Appeals in Washington. Last year’s re-
versal of that ruling ailowed BTW to
renew the request.

The dispute over control of BTW be-
tween its President Booker Wade and
one original board member, Mary
Woodfork, led in 1987 to an alleged
“*armed takover’’ of the station; subse-
quently, the FCC found the station had
tested its signal in an unauthorized man-
ner and ordered that BTW show cause
why its construction permit should not
be revoked (BROADCASTING, Dec. 28,
1987).

The appeals court ruling stood at the
time, barring the FCC from granting
BTW’s March 1989 request for reas-
signment of license. And the commis-
sion faced an added dilemma: Wood-

continues on page 66
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CABLE

GETTING THE LOWDOWN ON PCS

CableLabs sponsors two-day seminar on new mobile communications
technology and its possibilities for cable industry

he cable television industry is

coming to believe that personal

communications services (PCS)
are likely to become a major revenue
source by the mid-1990’s. Several high-
ranking system operators, including 12
chief executive officers, met in Boulder,
Colo., last week for a two-day (Jan. 15-
16) tutorial seminar sponsored by Cable
Laboratories Inc. (CableLabs).

“l would characterize the group as
very enthusiastic. You have to realize,
they’re entrepreneurs. There were very
upbeat feelings about all of this,”’ said
CableLabs President Richard Green at a
press conference immediately after the
seminar. ‘‘But I think you have to recog-
nize this is a very early stage. We're still
talking about generalities and finding a
role for the industry, and we’re not very
far down that line.””

PCS is a digital, low-power mobile
telephone technology that could potential-
ly replace much of today’s wired and cel-
lular telephone service. A personal service
network would have a configuration simi-
lar to a cellular network with several elec-
tronic transmit and receive devices in-
stailed in neighborhoods and business
districts and linked by fiber optics, copper
or microwave to the public switched tele-
communications network. However, the
outdoor cells and the hand-held consumer
receivers are expected to be smaller and
less expensive to build than cellular equip-
ment. Very high-speed computer systems
would be set up in central switching hubs
to route numerous calls (BROADCASTING,
Dec. 17, 1990).

Four cable system operators—Cox
Enterprises, Cablevision  Systems
Corp., Continental Cablevision and
Comcast Corp.—have requested ex-
perimental licenses from the FCC to
test PCS. In addition, CableLabs has
begun its own investigation of the po-
tenital consumer acceptance and prof-
its PCS could bring its membership. It
is believed the existing cable TV sys-
tem copper and fiber optic infrastruc-
tures could form the ideal return sys-
tem from the many PCS cells.

‘“‘Essentially, cable and personal
communications networks could be a
very good fit,”’ said Nick Hamilton-
Piercy, vice president, engineering and
technical services, Rogers U.S. Cable-
systems Inc., Ontario, one of the main
participants in the CableLabs seminar.

But most of the attendees appeared
to be willing to wait for the PCS/cable
tests to be completed before investing
large sums of money in the technology
and predicting large returns from the
new technology. ‘'These things all
have to be looked at, but right now
we’re in a learning stage,”” Hamilton-
Piercy said. That is why the PCS semi-
nar was the most heavily attended Cab-
leLabs tutorial to date, Green said.
About 110 people from about 50 differ-
ent MSO’s attended.

Green announced at the press confer-
ence that CableLabs has agreed to ex-
change PCS information with Millicom
Inc., a provider of cellular telephone and
paging services. Last May, Millicom
was the first company to be awarded an

experimental PCS license by the FCC.
**What we’re really trying to do there is
develop an information base,”” Green
said. CableLabs needs to work with a
company with the cellular and early PCS
experience of a company such as Milli-
com to enhance the quality of its own
studies, he said.

Hamilton-Piercy listed two essential
goals on which future PCS development
will be focused: “‘First of all, we know
that if you provide any telecommunica-
tions service either as a telecommunica-
tions service provider or infrastructure
provider, reliability is necessary... The
second part is a sufficient bi-directional
capacity.”

Among the most important elements
of the system to be built to fill both of
those needs, he said, are the high-speed
microprocessors that will route several
calls at once. Those computers must also
have the ability to process the signals
from a PCS phone in a moving car as it
passes several PCS cells at high
speeds. -RMs

NCTA WARNS FCC: TELCOS COULD
BLOCK PCS DEVELOPMENT

he Natomal Cable Televizion Assocsstion, in response 10 an FCC inguiry,

supported the estabhishment of proposed personal communications services
(PCS) and said the cable TY industzy will have an important ole in the
development of the new telecommunications serviee, Bui “‘local telephone
companies have the incentive and ability o thwart the full development of
PCS," NCTA warned.

“There can be little doubt that spectrum should be allocated o PCS™
NCTA said. “"However, there is insufficient information 1o determine precize-
Iy which I'ml.]ur.m.'i::i should be allocated. . and which transmission standards
should be adopred. ™' The association said the commazsion shoukd wait for the
results of the cable industry's PCS rosts before making & decision. (Several
orgamizations vutside the cable industry have also requested and been granted
PUCE experimental licenses. )

Local felephone compamnes are likely o block PCS licensees from the
gwitched public telephone network *'by engaging in protracted interconnection
negotiations and charging excessive rales for interconnection or by denving
requested interconnection outright, ' NCTA sad. It asked the FOC to requine
that telephone companies 'provide any reasonable and technically” feasible
form of mierconnection regquested by any such licenses,
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able systems waiting for the re-

launch of Sports News Network un-

der Landmark Communications will
have to wait a little longer. Instead of a
launch as early as February, as was initial-
ly expected, plans are to re-launch the
channel in late second quarter. The delay
is likely related to the still unfinished pur-
chase of SNN from Mizlou Communica-
tions, which filed for chapter 11 in De-
cember, the week following its
announcement that SNN was being sold to
Landmark. Mizlou’s bankruptcy filing
brief anticipates closing the deal in ad-
vance of Feb. 26, since following that
date the purchase price begins to drop.

The deal is still contingent upon the
decision of U.S. Bankruptcy Court in
Manhaitan, which scheduled the first of
two hearings on the matter last week (the
final one is set for Feb. 1). Landmark
will pay $6 million for the assets of the
channel and $1 million in return for a
noncompete clause signed by Mizlou ex-
ecutives Mark Wenzel, Vincent Piano
and Victor Piano. Wenzel agreed to the
clause for six months and the Pianos
have agreed to it for three months. None
of the individuals receives the $1 million
compensation fee. Gone are the pay-
ments of $300,000 a year for five years
and contingent payments of up to $25
million Landmark had agreed to before
Mizlou filed for bankruptcy.

This price is only in effect through
Feb. 26, 1991, giving the court incen-
tive to approve the transaction and to let
the deal be closed quickly. The purchase
price is reduced by between $33,333.33
and $100,000 a day after Feb. 26, de-
pending on the closing date, because
filing documents declare that since Miz-
lou has ceased operation, the assets are
*‘wasting’” and diminish in value with
time. If the closing occurs after April
12, 1991, the purchase price is reduced
to $3 million.

The hearing last week, among other
matters, was held to schedule competi-
tive bidding procedures. While it seems
unlikely another bidder will come forth,
any new bid must be more than $7.2
million. In its filing documents, Mizlou
acknowleged the unlikelihood of another
bidder, stating prior to filing for chapter
11, it had been ‘‘communicating with 70
prospective buyers.’” If another buyer is
found, Landmark will be paid $175,000
for its out-of-pocket expenses.

The brief also states that Mizlou in-

SNN RELAUNCH AWAITS COMPLETION
OF SALE TO LANDMARK COMMUNICATIONS

Deal contingent upon decision of U.S. bankruptcy court

tends to file for chapter 7, and has no
plans for reorganization. According to
Mizlou attorney Mitchell Levy of Salo-
mon Green & Ostrow, the intention is to
file a procedure for liquidation, although
no formal plan has been proposed.

By not launching until sometime
around June, Landmark expects some
distribution loss, although with only 2.6
million subscribers, Landmark execu-
tives concede there is not too much to
lose. For those operators who have car-
ried SNN and wish to keep the channel
available, Landmark will provide Prevue
Network’s Sports Tracker free of

charge. It is still unclear whether the
channel will use the name Sports News
Network, although Landmark has said
the channel will retain its commitment to
sports information and show no sporting
events.

The hiring of Paul FitzPatrick to take
over Landmark’s other cable network,
The Weather Channel, will have no af-
fect on SNN, said one executive (see
below). The sports service will have its
own manager, said the executive, noting
that the decision to hire FitzPatrick pre-
dated Landmark’s interest in acquiring
SNN. -SoM

WEATHER CHANNEL TAPS FITZPATRICK

nel has gained a new president and

chief operating officer, and cable
operators have lost one of two talk tele-
vision service entrants.

Paul FitzPatrick, former president of
Talk Television Partners, is the new
president and chief operating officer of
the Weather Channel, taking over the
duties of Michael Eckert, who was pro-
moted to chief executive officer and who
is also president of Landmark Commu-
nications’ broadcast and video enter-
prises division.

FitzPatrick’s move means the MSO'’s
who were backing his talk venture have,
for the moment, abandoned the idea of
launching a talk network. That leaves Ed
Cooperstein’s Talk TV Network as the
lone entrant in the field. Cooperstein,

I n one fell swoop, the Weather Chan-

Paul FitzPatrick

who was at NATPE last week, said Fitz-
Patrick’s announcement ‘“‘is [a] some-
what pleasant surprise”’ and provided a
new launch for his network of this fall.

Cooperstein said the network planned
to complete its marketing plans in the
next two months. ‘‘Those plans include
many advertising, merchandising, pro-
motion and marketing techniques of a
multimedia nature unmatched in the
launching of a new program service in
the cable industry,”” he said. They in-
clude benefits for subscribers and cable
operators who emphasize new subscrib-
ers, “‘anti-churn aspects and the sharing
of profits from a number of Talk TV
Network profit centers designed for
sharing with local cable systems."’

FitzPatrick said the outlook of chan-
nel capacity opening up had grown
bleaker in the past several months, and
although the MSQ's still like the talk
idea and would have continued to back
him, it wasn’t clear how soon a network
could be launched. ““The temperature
for channel capacity was far more posi-
tive six months ago,’’ said FitzPatrick.
Additionally, the cable operators have
concerns about the general economy and
rate regulation, thus curtailing the
amount of free cash flow they have for
other ventures.

FitzPatrick began discussions with
Landmark last September, he said. Six
companies—Cox, Newhouse, Continen-
tal, Group W, Scripps Howard and Cen-
tel—he!p fund Talk Television Partners,
which totalled to the high end of several
hundred thousand dollars. —ns
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If you could only- receive
one trade publication,
which one would it be?

I N N N N L e T W it S W S S

Mgmt Oper Eng Prod
BROADCASTING 33% 24% 10% 20%
B/E 9 6 35 7
Channels 0 0 0 0
Electronic Media 5 0 1 6
Millimeter 4 12 0 6
Radio Only 1 0 0 2
Radio World 3 3 7 0
Radio & Records 2 9 0 0
Television Broadcast 1 0 0 )
TV Technology 2 3 5 0
Variety 1 0 1 2

Name the one publication you are
most likely to pick up and read first? Timeliness and accuracy?

Actr S N S AL \..\_o\'\_\..\.,\,g\.,\..\\-\—\T A AN AN L SN AL L AL L e e
Mgmt Oper Eng Prod Mgmt Oper Eng Prod
BROADCASTING 31% 27% 11% 17% BROADCASTING 37% 32% 25% 17%
B/E 8 6 32 7 B/E 15 15 40 7
Channels 0 0 1] Channels 4 0 1 2
Electronic Media 5 0 1 4 Electronic Media 12 8 6 11
Millimeter 5 9 0 6 Millimeter 8 9 4 6
Radio Only 1 0 0 2 Radio Only 3 0 0 0
Radio World 3 3 8 1] Radio World 4 9 10 0
Radio & Records 3 9 0 0 Radio & Records 4 9 2 0
Television Broadcast 3 6 4 4 Television Broadcast 4 6 4 11
TV Technology 1 3 5 0 TV Technology 4 9 14 4
Variety 1 0 1 2 Variety 2 0 1 4

Once again. First again.

Broadcasting

Source: Broadcasting Industry Survey. NAB Atlanta 1980, Conducted by The Marketing
Workshop. Inc. for R.E. Clark Advertising, Inc. Results reprinted with permission.



If you're going to replace an accepted format like one-inch, Type C, you
shouldn't just be different. You should be better. So most teleproduction and
broadcast users are still waiting for a digital system to offer things like:

» Acamera/recordersoyou Variable speed digital

can go from shoot-to-edit audio
onthe same cassette » A small appetite for rack

+ A 245 minute half-inch space and archive real
cassette estate

« Cassette interchange * L Lower tape consumption
robust enough forediting . viewable video at shuttle
and cart machine use speeds up to 100X

- Edit pointguard bandfor . potential for worldwide
stable, accurate edits acceptance

« Enhanced error correction

Panasonic Half-Inch Digital Recording Systems bring | you all this and
one more thing worth waiting for—affordability.




FOR
PANASONIC
12INCH

DIGITAL.

V2 DIGITAL

Panasonic

Broadcast &Television Systems

ne Panasonic Way, Secaucus, NJ 07094
For more details call: 1-800-524-0864



© 1930 Matsushita Eleciric Corporation ol Amenca

ALL GOOD THINGS
COMETOTHOSE
WHO WAITED.

That's why users worldwide are selecting Panasonic’s Half-Inch Digital
Video Recording System today. They just want the good things, like:

« Shoot-to-edit on the same
cassette

« Acamera/recorder

* A 245 minute half-inch
cassette

* Robust cassette
interchange for editing and
cart machine use

» Edit point guard band and
enhanced error correction

« Lower tape consumption

» Variable speed digital audio
and viewable video at
shuttle speeds up to 100X

* Small physical size for ease
and economy

» Worldwide acceptance

* Unlimited future develop-
ment (Component Digital
and High Definition on the
same 1/2-inch technology
platform)

Panasonic Half-Inch Digital Recording Systems bring you all this and
one more thing that was worth waiting for — affordabiiity.

One Panasonic Way, Secaucus, NJ 07094
For more details call: 1-800-524-0864




DIGITAL
EVOLVES...

With the introduction of the AJ-D350, Panasonic Broadcast brings you a
true studio VTR/Editor with:
» Viewable video at shuttle speeds up to 100X
« 245 minute half-inch cassette
* Robust cassette interchange
» Edit point guard band
» Enhanced error correction
* Variable speed digital audio
« Lower tape consumption

THINK ABOUT IT!
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‘““Adrian has written a comprehensive guide. In
fact, everything you've ever wanted to know
about how to read copy is contained in this
book.”

Ed McMahon

““Stimulating for the novice, and I'd like to
recommend some parts to several highly paid
pros.”

Peter Allen

Voice of the Texaco Metropolitan Opera

Broadcasts

Adrian Cronauer is one of the most famous
broadcasters around today, thanks in part to
Robin Williams’ award-winning portrayal of him
in the movie Good Morning Vietnam. Cronauer
now has written a book for both professional
announcers and aspiring broadcasters: How fo
Read Copy: Professionals’ Guide to Delivering
Voice-Overs and Broadcast Commercials. This
book, Cronauer states, ‘‘points out in great
detail the most important aspect of DJ work
(and almost all kinds of broadcasting): how to
do a good job reading copy and sounding
natural on the air.”

Cronauer focuses on:
Working with recording studios
Using your voice to its best advantage
Words to stress and not to stress
What common mistakes mark an amateur
from a professional

He offers dozens of tips to help an announcer in
his or her career:
Marketing yourself

The truth about agents and casting directors
Performers unions: Are they right for you?
How to audition

Tips on starting out, and what to do when
you get a real job

Based on a broadcasting course Cronauer taught
for five years at the New School for Social
Research in Manhattan, this book and audio
tape companion is essential for aspiring
broadcasters and actors alike. It teaches
something that is primarily an acting skill: how
to take another person’s words and convey them
as though they were your own.

— FREE AUDIO TAPE—,

=READ COPY

ARt ay CMdONARR

A cassette tape, included free
with each purchase of How
to Read Copy, provides you
with actual examples of
voice-overs. Each selection
on the tape complements the
information in the text.
Specific procedures,
techniques and principles are
demonstrated.

C'ronauer gained world fame as an Armed
Forces DJ in Vietnam. He has also worked as
an anchorman (WIMA-TV), operations manager
and program director (WFRT-TV), and station
manager (WPVR-FM). Mr. Cronauer spent
many years in New York City with station
WQXR and as a freelancer.

ISBN: 0-929387-14-7

200 pages ® 25 minute audio cassette
$29.95 (cloth)

(Allow 3-4 weeks for delivery)

Broadcasting Book Division
1705 DeSales Street, N.W.
Washington, DC 20036
or call 1-800-638-7827 to use
VISA or MC
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C-SPAN Il EXPANDS ITS
REACH WITH DEBATE

The historic congressional debate
over authorization of military force in
the Persian Gulf two weeks ago

has expanded the reach of C-SPAN II
by at least 450,000 homes.

In a move that was equal parts
public service and marketing, C-
SPAN on Jan. 10 invited cable
systems carrying C-SPAN, but not C-
SPAN II, to pick up the latter so
they could offer their subscribers the
debate in both houses of
Congress.

The response was
overwhelming, according to C-
SPAN. Some 240 systems serving
9.3 million homes picked up C-
SPAN I, it said.

After the debate ended Jan. 12
with a vote to authorize force, C-
SPAN affiliate relations staffers
began contacting the systems that had
added C-SPAN II. By last
Wednesday evening, said Lisa Kerr,
director of affiliate marketing,
they had talked to about a quarter of
the systems and found a dozen
serving between 450,000 and
500,000 homes that said they had
added the service permanently.

COUNTRY COUSINS

Opryland USA and Group W
Satellite Communications closed last
week on the purchase of Country
Music Television. David Hall,
general manager of TNN, will
become president of CMT, while

Robert Baker, manager of

planning and development, TNN,
will become director of operations
for CMT and oversee the day-to-day
operations of the service.

NOTES FROM ALL OVER

Nielsen said cable penetration
reached 59% in November, with a
0.1% increase over July’s figure,
the smallest on record. For
November 1989 to November
1990 period, penetration rose from
57.1% to 59%. m ALLNEWSCO,
Allbritton Communications’ 24-hour
cable news service set to launch in
Washington this spring, has
completed carriage agreements
with all area cable operators,
including TCI-owned District
Cablevision.

ACE WINNERS TOPPED BY HBO

BO once again dominated the National Academy of
Cable Programing competition, taking home 25 ACE’s,
triple the number of its nearest competitor. HBO was led by
Billy Crystal: Midnight Train 10 Moscow, which won four
ACE's, including best comedy special, and Tales From the
Crypr, which won three ACE’s, including best dramatic
series.
Following HBO, Arts & Entertainment won eight ACE’s,
as did Showtime; ESPN won seven; Disney and TNT six;
CNN, Discovery and Lifetime four; Bravo, MTV and VH-1,

Top left: Valery Moorhead, wife
of Represeniative Carlos Moor-
head (R-Calif.), who was in
Washington for the
congressional debate on Ku-
wait; Pam Turner, vice presi-

dent, government relations,
NCTA; NCTA President Jim Moo-
ney, and his wife, Louise. Above:
Jane Fonda and Ted Turner. Top
righi: James Earl Jones. Borom
right: MTV V] Martha Quinn and
MTV Chairman Tom Freston.
Bottom left: Larry Wangberg,
president, Times Mirror Cable;
Joan Goddard and husband,
John Goddard, president, Via-
com Cable.

two, and TBS, USA, CNBC and FNN won one each.

In addition to Crystal’s special, two other programs won

four awards: TNT’s Hear Wave which starred James Earl
Jones and won for best movie or mini-series, and Show-
time’s It’s Garry Shandling's Show, which won best comedy
series.

NACP presented the Governor’'s Award to Tom Freston,
chairman and chief executive officer of MTV Networks. The
Weather Channel won the Golden Ace award for its coverage
of Hurricane Hugo.
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FUTURE OF
TLC UNCERTAIN

I n an unsurprising move, Hearst/-
ABC-Viacom Entertainment Ser-
vices (HAVES), the owners of

Lifetime Television, have canceled

plans to purchase The Learning Channel

(TLC), 51% owned by Infotechnology.

With no other buyers leaping forward,

TLC’s future now remains uncertain.
HAVES withdrew its bid following a

meeting in Denver with Tele-Communi-

cations Inc. officials. The objective of
the meeting had been to get TCI to com-
mit to continue carrying TLC, and at the
current subscriber fee, for the next two
years, giving HAVES time enough to
improve the channel. When that objec-
tive was not met, according to Raymond

Joslin, group head, Hearst Entertain-

ment Group, HAVES decided to back

out.

HAVES had counted TLC’s subscrib-
er base at 16.2 million and ascertained
that TCI controls 3.7 million of those
subscribers. Losing those subscribers
was deemed unacceptable, said Joslin,
since ‘‘we felt we had to get to 20 mil-
lion homes quickly.””

TCP’s decision and HAVES' pullout
was not unexpected, given the course of
events over the last weeks and months.
HAVES, which had expressed interest
in the channel for nearly three years and
which emerged as the winning bidder
over The Discovery Channel in Novem-
ber, had stalled the sale process over the
last several weeks due to uncertainty
over Infotechnology’s financial situation
and TLC’s subscriber contracts. And
TCl several weeks ago had informed
HAVES that it was sending a letter to
TLC cautioning that it might drop the
service, with which it held a contract
renewable on a month-to-month basis
(**Closed Circuit,”” Dec. 10, 1990).

HAVES’s initial winning bid was in
the neighborhood of $50 million, half of
which would have gone to financially
strapped Infotech. A source said that
price had dropped to about $30 million
in recent weeks. So far, there is little
indication that Discovery wants to rekin-
dle its interest in the channel. Discovery
had planned to work with the Public
Broadcasting Service and affiliates
WGBH-TV Boston and wNET(TV) Newark,
N.J., to program the service, but the
recent partnership between PBS and
those same affiliates to supply program-
ing to outlets such as cable indicated that
they had given up on TLC. Still, PBS
and Discovery have not shut the door on

creating a full time cable service
(BROADCASTING, Jan. 14).

It seems unlikely that TLC will sim-
ply cease to exist, given its channel ca-
pacity. While it is possible it could be
thrown in with the sale of FNN, which is

expected to be completed in the next
couple of weeks, it might be difficult to
do at such a late date. Hearst/ABC,
however, remains an interested buyer in
FNN, and for the right price, could still

TURNER MAKES MANAGEMENT CHANGES

'I‘ urner Broadcasting System announced a series of management realign-
ments last week that reflect the mark of Terry McGuirk, executive vice
president, and number two executive under Ted Turner.

Paul Beckham, who was senior vice president, finance and administration,
and who also served as president of the 1990 Goodwill Games, was named
president of Turner Cable Network Sales. He will report to McGuirk and will
also become a corporate vice president. .

William Grumbles Jr., who was executive vice president at TCNS under
then president McGuirk, has been named president of Turner Program Ser-
vices International. He will be responsible for marketing Turner’s programing
services overseas, principally CNN and Turner Network Television, and will
report to Turner Program Services Chairman Jack Petrik.

Randy Booth, vice president of finance, who is credited with the refinanc-
ing moves that have put the company on solid financial footing in the past
several years, will take on additional responsibilities supervising accounting,
business affairs and management information departments. He reports directly
to Turner.

William Shaw moves from vice president of human resources to vice
president of administration, with additional responsibilities over Turner real
estate. He also reports to McGuirk.

McGuirk said the changes were *‘very good for the company.”’ He said
‘‘the company is definitely trying to streamline management and make it more

efficient.”” The company now has five executives reporting directly to Turner

(see below), a vast change from when a host of executives reported directly to
him. The changes will provide a training ground for senior executives, said
McGuirk, allowing them to broaden their skills.

The departments reporting to McGuirk include cable sales, advertising -
sales, sports, marketing, administration, government affairs, public relations
and business development.

Ted Turner
Chairmon
Terry McGuirk
Executive Vice
President
Jodk Petrik Scott Sosso Tom Johnson Randy Booth
YP, on VP, entertalnment VP. news VP, finance
Choirmon President President
Turner Progrom Tumer CNN
Soles Entertainment
Networks

conceivably buy both services. -5oM

43 Cable

Broudcasting Jan 21 199




C=SPAN 5 the Classroom— Call On Ul

Innovation

Soon after its debut in 1979, C-SPAN look the innovative
step of oftering its programming — free and withou!
copyright restrictions — for use in the classroom. For the
first time, teachers and students had o front row seat 1o the
complete workings of Congress

Electronic Field Trips

Today, C-SPAN and C-SPAN Il together offer 48 hours aof
progromming each doy. Teachers can lead their students
an electronic field Irips through the halls of Congress, the
British House of Commons and to live callin programs with
lhe nation’s fop journalists

As an aclive member of Cable in the Clossroom, C-SPAN
continves to support the use of cable television as an
educational toal. In 1987, the network added a free
service lo teachers called "C-SPAN in the Classroom
Oftered at na cost to educalors, “C-SPAN in the
Classroom” provides o tallfree educolor's hatline,

special seminars and mare — all part of our commitment
to educotion

Education Month

Our commilment continues. This january, we plan on
entire month of octivilies and programming aimed at
bringing the sirength of that commitment directly 1o
students, teachers, viewers and the cable television
ndustry. C-SPAN employees will visit individual cable
systems in order 1o explore logether the unique
opportunity C-SPAN's programming offers to teachers
and students.

Call en us to help spread the word about using C-SPAN
s on educational resource, Together we can offer your
community o world of opportunities in the classroom

For more information about “Education Month” or
“C-SPAN in the Classroom,” cantact your C-SPAN
marketing representative at (202) 737-3220.

C:SPAN

Open to the Public

C-SPAN 15 a public sernce of the cable tefevision ndustry.




VALUE-ADDED SELLING: AN EXTRA MARKETING DIMENSION

Heightened competition is leading more advertisers to seek ‘more-bang-for-the-buck’
sales and marketing opportunities in radio

he old days of transactional selling

are gone. As the number of com-

mercial messages reaching the av-
erage American consumer continues to
grow, especially in a tight economic cli-
mate, radio stations and their clients in-
creasingly are looking for ways to maxi-
mize ad dollars,

Veteran advertisers and newcomers
alike are looking beyond traditional spot
sales to the growing field of value-added
marketing. This concept merges the tra-
ditional spot schedule with a marketing
campaign often involving product give-
aways through on-air contests, sponsor-
ship tie-ins with regular program fea-
tures or promotional events built around
a specific product or service.

In fact, according to Lee Carter, pres-
ident of Cincinnati-based Local Market-
ing Corp., the more-bang-for-your-buck
value-added concept is bringing back to
radio some of the '‘major national ad-
vertisers that radio hasn’t seen since

1953 when they discovered television.’’

Carter told BROADCASTING that, with
the fragmentation of television, radio
has “‘a tremendous opportunity to grab
business it hasn’t had for a long time.”’

These national advertisers are acting
on knowledge that many local advertis-
ers have understood for some time,
““This is relatively new in national radio,
but locally it’s quite common,’” said Jeff
Dashev, regional executive for Interep
Radio Store in Los Angeles. ‘“We're
trying to make the national arena more
like the local arena, because our goal is
to generate new business, and this is a
proven way to do that.”’ Dashev said
that Interep’s objective (as stated in its
Radio 2000 marketing plan) is to in-
crease radio’s share of total ad dollars
from 7% to 9%. He suggested that the
best way to do this is to go after adver-
tisers who haven’t spent money in radio
for a long time and demonstrate to them
the *‘added value'’ of radio,

UNISTAR CANCELS ‘MUSIC OF YOUR LIFE’

U nistar Radio Networks has given stations 90 days 1o find an alternutive to
its satellite-delivered Musie OF Your Life programing before the network

cestses disimbution of the 24w format. Unistar had entered into a joint
venture with Indianapolis-based Fasrwest Satelliie Programing o dizsinbute the
nostalgiz-based format two years ago and was distributing the service to some
30 AM stations. Unistar President Ciary Fries fold BROADCASTING that the
decmion i cancel distoibution of Music OF Yeur Life was made because “the
format just is not economically viehle for subellite delivery.’

Fries said the move “in no way is a reflection of the health of Unistar or the
quality of Music (f Your Life”" Instead, demographic shifts are necessitating
conslanl monitoring—and occasional cancellation—of radio programing, he
said, “*As people move into the older demographics they're bringing their
formals with them and are pushing out the formats that already were in
place,”" he sdid. adding: *'People whoare” M) years older than they were 10
VCars ago are not going to lsen oo nostalpia format just because they're 10
vears older, '™ This trend as already manifested itself in beantiful instrumental
music and will continue fo play o tole in (uture progreming efforts, he sad.

Jetl Busch, Fairwest president, said that Music OF Your Life stations will be
offered the format programing on tape, He suid thal o handtul of stations: had
nol yet converted fo satellite, and between 10% and 20% of the satellite-fed
stations also are ndicating therr intentions 1o reverd back 1o wpe “because
certain markets love the music and the stations don’t want to lose the formar.”’

Fries suid Unistar s helping stutions locite alternative procraming, includ-
ing its AM Only and CVN Headling News formats. Additonally, SMN has
contacted several stalions regarding its Srarduss format.

“New advertisers will take advantage
of this value-added selling because it of-
fers something extra, above and beyond
reach and frequency, and people getting
back into radio will be attracted because
they’re going to see radio offers more
opportunities than they can find else-
where,’’ Dashev said. Rather than focus-
ing on stations selling against each other,
value-added marketing more effectively
sells radio’s benefits, he said.

CBS Radio Networks has been using
the value-added concept for ‘‘a number
of years’’ to customize specific pro-
grams or develop internal incentives to
meet an advertiser’s marketing require-
ments, according to Deb Reno, director
of marketing. Much of CBS’s value-
added marketing requests are tied to its
sports programing. ‘‘We work with ad-
vertisers by offering them on-air promo-
tions, in-house sales incentives or con-
tests, philanthropic events, or other
imaging opportunities’” beyond their
regular schedule of spots, Reno said,

Whether on a national or local basis,
LMC’s Carter believes that added value
selling is on the rise, and radio stations
need to organize to deal with what he
terms an “‘avalanche of promotions.”
As more advertisers request.product tie-
ins, contests or give-aways, stations are
inundated with numerous requests for
on-air events that easily could ‘‘sound
like garbage,”” said Carter. He listed
three levels of promotions usually re-
quested by value-added advertisers: tick-
et or product giveaways, fitting a client
into an ongoing station promotion, and
tailoring a promotion specifically for the
advertiser. Carter suggested that an
overabundance of the first two would
clutter the station’s sound and recom-
mended that the station create a special
event in cooperation with the advertiser
whenever possible.

‘“Stations need to put together a pro-
gram that will solve the client’s objec-
tives and still sound good on the sta-
tion,”’ Carter said. Likewise, stations
should “‘beware of advertisers who tell
the station ‘I’ve got this bundle of mon-
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ey and I want this set promotion that
may sound lousy on your station.”’” he
said.

A more positive approach would be to
develop cooperation between the sales,
promotion and programing departments
to determine guidelines for what will
work and what won’t, Carter added.
*‘One of the key players is the program
director, because he’s the person who
really says ‘I’ll run that promotion or |
won’t.” Our best success is when we can
work with the program person 10 see
how we can do it together, working in a
team effort or partnership rather than a
dictatonal situation.’

This system of checks and balances
helps to insurc that stations aren’t han-
dling promotion requests on an ad hoc
basis. Kathy Lawrence, national salcs
manager at KOY-FM Phoenix, and a val-
ue-added veteran, said that communica-
tion between departments is vital to keep
the station from rcaching the valuc-add-
ed *‘saturation point.”” A good relation-
ship with the program director and per-
sonalitics is especially important, she
said. ‘‘Programing has to be very in-
volved, because if we’re going to exe-
cute this properly we need the support of
everyone who’s involved with the sta-
tion’s sound, including the morning
man. These people need to get excited
so they feel they’re offering the custom-
ers—the advertisers and listeners—
something fun. Then, everybody wins.”’

Lawrence said that stations also have
to know what is right for both the client
and station, and ‘‘maybe put the client
on the street instcad of on the air’ if the
delicate balance might be compromised.
*‘We can’t just throw their prize into a
pre-existing feature and say we've
served them or us,’” she said.

Tom Peace, assistant promotion dircc-
tor at wYHY(FM) Nashville, said stations
should avoid the glut of product give-
aways or risk carning the label of **spon-
sorship radio.”” **That’s a quick way 10
shoot yourself in the fool,” he said.
*‘We don't like to take the seventh caller
to give away a six pack of Pepsi, be-
cause listeners probably already have
some in the refrigerator at home and
they aren’t going to want to come down
to the station to pick it up.”" In situations
where an advertiser provides a lot of
product for listener sampling, Peace
said, the station includes it as part of its
ongoing ‘‘prize patrol,”’ giving it away
on the streets. **That sort of prize cer-
tainly isn't big enough to create excite-
ment in the listeners” minds,’” he said.

Creativity and instinct are crucial to
the success of the value-added market-
ing plan, and stations that are willing to
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SOUP, CHIPS, ANTACID ADD VALUE TO SALES

alue-added marketing opportunities exist with virtually every product and
demographic target. Some cxamples include:

CBS Radio Networks, which broadcasts the play-by-play of some 45 NFL
games, worked with Campbell’s Chunky Soup to develop the *‘Chunky
Souper Lineman of the Game™ and the year-end ‘‘Souper Lineman of the
Season.’’ CBS director of marketing Deb Reno said this ‘*added philanthropic
dimension’’ enhances the company’s image and benefits NFL Charities,
which receives a donation in the player's name. Also, for the 1990 NFL
season, Campbell’s asked if a2 promotion event could be developed through
Armed Forces Radio Network, which carries the CBS NFL broadcasts without
ads. Campbell’s and CBS negotiated with AFRN officials to develop a
promotion whereby a military service person would win a trip for two to the
Super Bowl in Tampa. Fla.. Jan. 27. The contest was promoted during regular
season games; the contest winner was announced on the air in December. Last
week, however, CBS was not sure whether the winner, who was stationed in
Okinawa, Japan, would be permitted to aitend the game.

Local Marketing Concepts worked with Maalox, which LMC President Lee
Carter said might appear difficult to promote ‘‘in a fun way,”” but by
extending the ‘*Maalox Moment’’ ad slogan, “*stations conducted wonderfully
fun stff.”” Stations relieved ‘‘Maalox Tax Moments'’ by handing out tax
preparation kits, or ‘‘Maalox Traffic Moments’” with alternate route maps.

Interep Radio Store’s Los Angeles office worked with Laura Scudders, a
regional snack food account, in its first radio campaign in 15 years. Interep’s Jeff
Dashev said Interep worked as intermediary between Laura Scudders’ promotion-
al agency and eight or nine stations to create individual marketing plans.

“SIX FIGURE SALES
EACH MONTH ... cucc

“THE ORDERS ARE
- ROLLING IN.”wcccons

“A BRAND NEW KIND
OF RADIO!....cxc...

. . Knowledge
Radio listeners need knowledge for the business of You Can Lwe With

living. Advertisers demand results, Radio executives
expect a proven format.

Business Radio Network delivers what they want.
Breakthrough business news and talk. All day. Everyday.
1(800)321-2349 (Inquiry) H{719)528-7046 (Listen Line!

S

Business Radic Network
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Lee Carter

take the creative Jead are those that are
winning new business in the 1990’s,
KOY-FM’'s Lawrence said. ‘“You have to
take the ratings and mix in the gut feel-
ing and listening and personality and
creativity to win,”” she said. “*The days
of picking up the phones and getting
orders are gone. Today it’s that extra
creative mile that often will lead some-
one to buy you over someone else.”’

’ Steve West,

Kathy Lawrence with

KOY-FM listener
general manager at
KXRX(FM) Seattle, said that stations can
reduce the threat of on-air clutter by
developing features designed to do just

| that. For example, clients who seck ex-

tra exposure for a concert or other event
in addition to a regular spot schedule are

Blitz'* feature that disburses tickets to
contest winners, he said. “"This way we

‘ included in a weekly ‘“‘Box Officc

_ha;h;es this manager
know that you should know?

“I'm very pleased that using
PRO-Rate gives us a handle on the
important relationship between
rates and inventory. It is a very nec-
essary sales tool.”

Diane Dalton Verzijl
General Sales Manager
WQOK/Raleigh, North Carolina

Ifyou are a forward-thinking broadcaster
who believes your station deserves more
revenue, a bigger share of the ad dollar, and

better profits, we invite you to learn more

about PRO-Rate. Simply call Allan Ginsburg
at Radio Computing Services: 301-897-3633.

PRO-RATE

52 Radio

MEGA RATES SOFTWARE FOR RADIO

TOCS SOFTWARE SYSTEMS FOR BROADCASTERS
TWOOVERHILL ROAD-SUITE 100+ SCARSDALE, NY 10583 914-723-8567 FAX 9%4-723-6651

tie in a lot of advertisers to an existing
programing feature, which we try to do
wherever we can,’” West said.

Other times an advertiser “‘wants to
bring something to the party that’s so
big, or time something so well that you
can build an entire station feature around
it,”” West said. In such cases, the station
and client must work together, planning
a strategy far enough in advance ‘‘to
match things up.’" At all costs, all par-
ties must avoid on-air clutter or risk
*‘dying in the ratings,’” he said.

Also, the salesperson must not get so
carried away with value-added selling
that he or she loses sight of their primary
responsibility—to sell the value of com-
mercial time. ‘“The other things are nice
and fun, but the rcal emphasis comes in
that 60-second increment of time that the
advertiser is buying,’’ West said.

Lawrence offers (hree suggestions:
understand the client's needs, feel free
to veto his requests, and pay strict atten-
tion to details. ** You have'to know what
the advertiser needs to achieve with his
marketing plan, so don’t sell him a
booth at the state fair if he’s selling
diamond-studded carrings,”’ she said.
“He’ll come away with a sour feeling
toward radio and he very well may never
come back.’ Likewise, if a client wants
a morning drive promotion but is look-
ing for strong teen numbers, it is proba-
bly better off advertising at night.

The worst thing, according to Law-
rence: promising something and not de-
livering. *‘Never let anything fall
through the cracks,” she warned. “‘The
salesperson has to make sure all the ele-
ments are in place and actually serves as
the producer of the event. But don’t
work as an island or things can get out of
hand. Get the promotion and program-
ing people involved and you can have a
lot of fun with this sort of thing.”” -rts

L !
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RAB MANAGING SALES: THREE POINT FOCUS IN NASHVILLE

Radio Advertising Bureau meeting will center on new curriculum, marketing plan,
results of industry-wide study of sales executive compensation;
Allen Neuharth to give keynote address

he Radio Advertising Bureau’s

1th annual Managing Sales Con-

ference will get underway this
week at the Opryland Hotel in Nash-
ville. More than 800 radio sales execu-
tives are expected to artend the confer-
ence, which will be highlighted by a
keynote address by Allen Neuharth, for-
mer chairman of the Gannett Co., and
the unveiling of the RAB’s marketing
plan for the 1990’s.

The emphasis at the Managing Sales
Conference, said George Hyde, RAB
executive vice president, will be direct-
ed at three areas: a newly structured
curriculum, the marketing plan and the
results of an RAB-commissioned, indus-
try-wide study of sales executive com-
pensation.

‘“We are excited about the introduc-
tion of a radically new curriculum con-
cept this year,”’ said Hyde, **which we
developed with the help of a very active
and very participatory steering commit-
tee.”’ The RAB steering committee was
chaired this year by Dean Sorenson,
president, Sorenson Broadcasting. The
new format for the meeting has five
study tracks as the core: ‘‘Hands-On
Sales Management;”” “‘Teaching the
Fundamentals;** ‘‘The Competition: a
Two-Way Mirror;”’ *'The Sales Manag-
er’s Toughest Challenges,”” and *‘De-
veloping New Radio Revenue.”’

The RAB hopes that the new format
will be more useful to executives, as
well as more immediate. **These are the
times when we have to be intense,’” said
Hyde. **When we have to meet the chal-
lenge of coming up with things which
people can apply at their radio stations
when they get back to the office on
Monday morning.’” Added Hyde: *‘This
is not a time to be talking about broadly
cthereal issues.

*‘We developed a set of five study
tracks which will form a core of the
curriculum during the sessions—each
one consisting of four or five separate
sessions, linked to one common
theme.’’ During the course of a day, he
added, anyone wanting to delve into a
particular issue will be afforded the op-
portunity to do so with the study track
format.

The tracks are as follows: Track 1,
*'Hands-On Sales Management’’—Re-
cruiting and Hiring High Potential Sales

Talent; Training New Hires: The First
30 Days; Evaluation, Compensation and
Reward Systems; Managing Experi-
enced Sales People, and Support and
Corrective Action: What 1o Do When It's
Not Working. Track 2, “*Teaching the
Fundamentals'’—Teaching the Science
of Prospecting; Developing a Consul-
tancy Sales Environmen:; Upgrading
Your Sales Staff's Presentation Skills;
Coaching on Closing, and Stressing the
Importance of Account Maintenance,
Track 3, "*The Sales Manager’s Tough-
est Challenges’'—Creating High Inter-
est Sales Meetings; Coping with the
Commercial Promotions Avalanche;
Planning to Avoid Sales Turnover; Man-
aging Conflict within the Station, and
How to Make Your Station a Client Dic-
tate. Track 4, **Developing New Radio
Revenues'’—Developing a New Busi-
ness Department; Identifying the Best

—r
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New Business Prospects; Multi-Level
Selling; Structuring an Effective Presen-
tation, and Coordinating a Successful
New Business Campaign, and Track 3,
““The Competition: a Two-Way Mir-
ror’”’—Competitive Sales Strategies—
Newspaper; Competitive Sales Strate-
gies—Television; Competitive  Sales
Strategies—Ouidoor Advertising, and
Competitive Sales Strategies—Cable
Television.

Track 5 should be of particular benefit
to radio operators, according to Hyde.
‘‘We are coming out of the sales era into
the marketing era,”” he said, “‘and part
of being better marketers is better
knowledge, not only of our clients’ busi-
nesses, but alsc of our competitors’
businesses.”’

On Friday, Rick Buckley, president,
Buckley Broadcasting, and chairman of
the RAB board of directors, and Warren
Potash, RAB president and chief execu-
tive officer, will unveil the RAB’s mar-
keting plan for the industry for 1990.
The plan, developed by Dallas-based
The Richards Group, developers of the
successful ‘*Motel 6’ radio campaign,
cost the RAB $450,000, and is, in Pot-
ash’s estimation, the ‘‘most aggressive
marketing campaign in the RAB histo-
ry.”” The presentation will be made dur-
ing the Friday luncheon.

Also on Friday, the RAB will offer a
special forum focusing on the automo-
tive industry: Everything You Always
Wanted to Know About the Automotive
Industry. The panel will be moderated

by Bill Burton, president, Detroit Radio
Advertising group, and will feature
Laurence Orjean, RAB senior vice pres-
ident, national sales and marketing; Ir-
win Pollack, president, Irwin Pollack In-
station Sales Training; Dick Orkin,
president, Dick Orkin's Radio Ranch;
Judy Pugsley, president, Try J. Adver-
tising, and Tony Taylor, western ac-
count supervisor, Scati McCabe Sloves.
The discussion will center on improving
radio marketers’s understanding of the
automotive business, and their ability to
attract new and larger radio advertising
investments from auto dealers, dealer
groups and manufacturers.

The conference’s closing session will
feature humorist C.W. Metcalf and sing-
er-guitarist Tim Bays. €«

RAB IN THE 1990’S: THE POTASH REPORT

Association president details direction Radio Advertising Bureau is taking,
accomplishments during last two years

fter two years as president of the

Radio Advertising Bureau, War-

ren Potash detailed for BROAD-
CASTING the direction he has set for the
RAB, and how far along that road it has
come.

Membership has decreased in the
RAB over the last two years, mainly
attributable to the economic situation,
said Potash. ‘‘The number of member
stations, by units, isn’t growing. We
have lost member stations for [991—
we’ll probably lose some more, depend-
ing on how tough this crunch is,”” he
said, adding: “‘This isn’t easy for us
either.”

Determined that the RAB will not
only weather the tough times, but con-
tinue to improve, Potash set for himself
in 1989 the task of streamlining and
upgrading RAB operations. To date, he
has reduced the bureau’s staff from 70 to
39, a task he has accomplished, he said,
“‘without any loss in service to member
stations.”’

In an effort to modernize the organi-
zation’s technology, the RAB has in-
vested in a new phone system that will
enhance the capabilities of the On-Line
Express system.

*‘Slowly but surely, the pieces are
beginning to come in,”’ said Potash.
*“The first is the phone, On-Line will be
in-house soon, and by the end of next
year, I think we will be able to say that
we have crashed into the 20th Century.”’

By the middle of this year, the RAB

Warren Potash

TOWER TOLL

TD Inc., permittee  of

EwnwiFd) Maljamar, N.M
hivs forfeited $10,000 w the FCC
for failing to light its tower. MTD
sought a review, claiming that the
Federal Aviation Admimstration
considered the tower lights ac-
ceptable and that Transmission
Structures Lid. was responsible
for noncompliance. The FOC said
the MTD contract does not relieve
it of permit obligations,

plans to purchase a computer and hard-
ware for On-Line Express. ‘‘We will
have our own database—then a Manage-
ment Information System—so that we
can have an idea of what is going on in
this business. We don’t have an idea
now,”’ said Potash.

Among the technological enhance-
ments that have been added to the RAB
is a computer filing system for the
RAB’s library of tapes. “‘If a station
called and wanted tapes, we had thou-
sands of shelves of tapes, and no idea if
we had what a member station was re-
questing,’’ he said, adding that the cata-
loguing has reduced the search time for
tapes to less than five minutes.

A major thrust for the RAB in the past
year or so has been the targeting of
urban-formatted and Hispanic stations
with task forces. The urban task force
has progressed under the leadership of
Skip Finley, president and general man-
ager WKYS(FM) Washington. *‘The urban
task force presented sales strategies at
the NAB ~convention in April to NA-
BOB, National Association of Black
Owned Broadcasters and will continue
to be active. ‘“The effort has resulted in
new members,”’ said Potash.

The Hispanic task force is inactive for
now, said Potash. The RAB is not sure
what they can do for them and will con-
sider carefully whether they will dedi-
cate resources to Hispanic broadcasters,
or include them in the general main-
stream. -
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WESTWOOD ONE DEBT REDUCED BY SOME $50 MILLION

estwood One’s offer to ex-
change its 9% convertible sub-
ordinated debentures, due in

the year 2002, for its 6%4% convertible
subordinated debentures, due 2011, ex-
pired last week (Jan. 14) with just over
84% of its bonds converted. Approxi-
mately $83 million principal amount of
the 6%% debentures was tendered, ef-
fectively reducing the company's debt
load by some $50 million.

The conversion offer, announced Nov,
19, 1990, and amended Dec, 24, 1990,
permitted holders of WW1’s 6%4% deben-
tures to exchange each $1,000 principal
amount for $400 principal amount of 9%
debentures. The 9% debentures initially
are convertible into 114.29 shares of com-
mon stock for each principal amount, at a
price of $3.50 per share, whereas the
6%% debentures are convertible into
40.68 for each $1,000 principal amount,
representing a conversion price of $24.58
per share. Westwood One stock traded
last Wednesday (Jan. 16) at $24.25 per
share.

William Battison, Westwood One
president and chief financial officer, told
BROADCASTING that the company was
extremely satisfied with the response to
its offer. *“The people who took advan-
tage of this conversion opportunity basi-
cally believe in the company and are
investing in the growth of the stock,’’ he
said. He explained that a bondholder
who holds a debenture at $400 principal
after the conversion (40% of what he
previously held) could convert that prin-
cipal into 114.29 shares and subsequent-
ly sell them for $1,142.90, if the compa-
ny’s stock rose to $10 per share.

Battison said the conversion offer was
the last part of a three-pronged approach
to ‘‘make the company more effective
both financially and operationally.”” By
also trimming staff by 10% and elimi-
nating some unprofitable network pro-
grams, Westwood One ‘*has done a sub-
stantial job in reducing costs and
restructuring our balance sheet, getting
our debt more manageable,’” he said.

**Our current financial performance is
different than our historical growth, be-
cause we bought a lot of assets that were
start-ups and turnarounds,’’ Battison
said. ‘“The debt we took on didn’t Jook
bad in 1988, but by 1989 many broad-
casting companies were hemorrhaging.
He claimed an overall ‘“media malaise’”
has had a negative effect on the compa-
ny’s stock, but insisted it also afforded
the company ‘‘the opportunity to take
$50 million of the balance sheet.’*

In an attempt to dispel ongoing ru-
mors, Battison reiterated Westwood
One’s disclaimer that the company has
no plans to sell any property or acquire
any asset. “‘At a price, anything is for
sale, but right now nothing is for sale,”
he said. ‘“We have a nice set of assets
that we like. We like the businesses

we're in, we like the markets we're in
and we do pretty well with what we’ve
got. We had to borrow some money to
turn some of these assets around and that
hurt for awhile, but we just got rid of a
lot of that debt without costing us any
cash. Right now we're pretty hap-
py."” 68

F ebruary is Black History Month, and to celebrate, American Public Radio
will offer four programs: Malcolm X : A Kerrospeciive, is from the Pacifica
Tape Archives and was produced after his assassination in 1965. The one-hour
program combines narration, speeches and interviews o examine the life of

the black revolutionary.

Roland Hayes: One Voice features the tenor Haves's 1940 pecital wl the
Library of Congress commemorating the 75th unniversary of the Emancipation

Proclamataon.

The Ninth Annual American Negro Spiritual Festival is an hour broadeast
produced by wiuc-FM, Cincinnati. The competition includes selections sung
kv choirs from Fayetieville State University, Florida A&M, Norh Carolina

State and Rust College.

[Javid Carradine, Blair Underwood and James Whitmore headline ' 'The
Irangehury Massacre,’” which reenacts the story of the killing of three black
college students and the wounding of 27 others by South Caralina Highway
Patrolmen at South Carolina State College in 1968 .
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RIDING GAIN

RAB ROLLS OUT CHASSIES

The Radio Advertising Bureau
and the National Automobile Dealers
Association have announced the
11 winners of the 14th annual
Chassie Awards, which are
presented for ‘‘excellence in radio
commercial production’’ in the
automotive industry. Top honors
went to the Washington, D.C.,
Area Honda Dealers Association,
which won three awards,
including *‘Best Overall.”

Chassie Award winners
include:

Single ads: *‘Facts Of Life,”’
David Bruce Auto Center,
Bourbonnais, I1l. (small market);
“‘Service,’’ Kayser Ford, Madison,
Wis. (medium market);
*‘Gorilla,’” Jim Paul’s Valley Olds,
Minneapolis (large market);
“‘Dear Fred,’” Washington Area
Honda Dealers (dealer
associations).
® Campaigns: **Plastic
Rednecks’’/**Nacho
Cheese’’/* ‘Jose,”’ Eddie Wiggins
Ford/Mazda, Warner Robins, GA
(small market);
“‘Dollface’’/**Slug Boy’'/Sgt.
O’Irish,”’ Fran-Kal Lincoln
Mercury, Rockford, Ill. (medium
market); ‘‘Gorilla’'/**Selling to
Women’’/‘Let the Games Begin,’’
Jim Paul’s Valley Olds,
Minneapolis (large market);
‘‘Quotes,’’ Northern California
Toyota Dealers, Oakland, Calif.
(dealer associations).
® Best Humor: **Dear Fred,”’
Washington Area Honda Dealers.
® Best Music: “*Shopping with a
Friend,” Acura 101 West,
Calabassas, Calif.
® Best Overall: “*Dear Fred,”
Washington Area Honda Dealers.

THOUGHT PROVOKING

Orlando-based The Imagination
Stations received more than 9,000
phone calls from children during
December. The satellite-delivered
network, programed for children
under age 12 and their families,
features interactive programing
via 800-number phone lines.

The network signed its second
affiliate in October, KKDS(AM) Salt
Lake City and expects to sign
affiliates in St. Louis and
Springfield, both Missouri, and
Jacksonville and Tampa, both
Florida. The network will also be
carried by Superadio, cable audio
programer reaching 5 million
cable homes.

(BS COMMEMORATES
BLACK HISTORY MONTH

Remembering The Dream is a 20-
part black history special being
produced by the CBS News

Special Broadcasts Unit for CBS
Radio Networks. 60 Minutes and
CBS News correspondent Ed Bradley
will serve as host. The 90-second
report features interviews with noted
black Americans such as New

York Mayor David Dinkins, House
Majority Whip William Gray, the
Rev. Jesse Jackson and author Maya
Angelou. The series will be
available to CBS Radio Network
affiliates between Jan, 22 and Jan,
23 for their Black History Month
programing.

COUNTRY RADIO SHOW

MCA country recording artist
George Strait will perform at the
Country Radio Seminar’s annual

MR. FOOD COMES TO RADIO!

A Salable Feature!

have MR. FOOD’s daily
90 second features

Listener loyalty and
salability -- that's MR.

FOOD. After 10 years including great recipes R,
of TV success, your plus cooking, shopping
radio station can now and food buying tips. FOR MORE
AVAILABLE BY BARTER INFORMATION
CALL
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[.2.][] United Syndications Radio Network

1-800-783-8255

*“Super Faces Show,”’ sponsored by
the Academy of Country Music,
Thursday, March 7, 1991, during the
22nd annual Country Radio
Seminar. The seminar, set for March
6-9 at the Opryland Hotel in
Nashville, will include education
panels, workshops and keynote
addresses on a number of topics
geared toward country-formatted
radio stations and the record and
music industries,

WVTF(FM) Roanoke, Va., will
begin broadcasting at 89.3 mhz from
anew tower and transmitter in the
Charlottesville, Va., area, which
until now has been served by a
one-watt translator of a Roanoke
signal. The noncommercial

station, a broadcast service of
Virginia Tech Foundation, has
been bringing noncommercial radio
programing to the area for more
than 15 years. wvTF has a
classical/jazz/talk format, and airs
National Public Radio’s Morning
Edition and All Things

Considered.

TEXAS SIZE SALES

According to the just-released
1991 edition of Broadcast Investment
Analysts’ *‘Investing in Radio,”’
Texas leads the U.S. A with six of the
top 25 radio markets expected to
grow in retail sales during the next
four years.

Dallas-Fort Worth retail sales
are expected to grow a projected .
9.1%, from $33.4 billion in 1989
to $51.6 billion in 1994. Other Texas
radio markets expected 1o grow
are Austin, 9.7%; Tyler, 8.%; El
Paso, 8.2%; Bryan, 8.1%, and
San Antonio, 8.0%.

CAT FOOD FOR THOUGHT

Listeners can help their pets live
longer and healthier lives thanks to a
national campaign by The Cat
Fanciers’ Association Inc. CFA is
offering radio stations five free
30-second public service
announcements covering such
subjects as choosing the right cat,
adopting from pet shelters and
veterinarian care. The spots are
narrated by veteran broadcaster
George F. White and television’s
Living With Animals host Gale B.
Nemec. For information: call CFA at
(908) 528-9797.
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TECHNOLOGY

SMPTE PREPARES FOR 25TH TV CONFERENCE

This year’s event in Detroit will focus on all-digital TV studios, high-definition issues;
SMPTE and Audio Engineering Society to share management of technical paper session

he Society of Motion Picture and

Television Engineers’ annual tele-

vision conference is now a quarter
century old. The conference has been
held every winter since 1967 to focus on
TV's coming technologies. The topics
dominating this year’s conference, at the
Detroit Westin Hotel, Feb. 1-2, will be
all-digital television studios, high-defi-
nition recording and post-production is-
sues and advancements in TV sound.

The 25th SMPTE TV conference
could also signal the start of a new era of
cooperation for SMPTE and the Audio
Engineering Society (AES), a standards
organization for TV and film sound
technologies. AES is co-sponsoring the
final session of the SMPTE conference
on Saturday afternoon (Feb. 2) and is
holding a tutorial session on car audio
systems on Sunday open to SMPTE at-
tendees staying in Detroit after the TV
conference ends.

Some SMPTE members have advo-
cated merging the annual SMPTE and
AES conferences and technical exhibi-
tions (BROADCASTING, Oct. 29, 1990).
Both organizations hold their confer-
ences at about the same time each year
on opposite coasts. In 1990, for exam-
ple, just two weeks before SMPTE held
its conference in New York, the AES
conference was in Los Angeles. Merg-
ing the two shows could increase atten-
dance for both societies and reduce the
costs for many attendees and exhibitors
traveling to both shows.

The TV conference will open on Fri-
day morning with a general technical
session on technology’s significance in
TV’s future. The session will include a
paper on the uncertain economic future
and its effect on TV technology and
production planning by Charles H. Jab-
lonski, managing director, engineering,
NBC operations and technical services.
Irv Rosner of Rosner Television Sys-
tems Inc., New York, will discuss the
changing role of the television engineer.
Other papers will deal with recent ad-
vances in videotape recording, video
routing with fiber optics and computer
controlled video cart machines.

Engineers for Japan Broadcasting
Corp. (NHK) wil! present papers on re-
finements in charge-coupled device
(CCD) camera design and the develop-
ment of the *‘Super-Harp'™ tube camera
during the Friday afternoon session.
Also during the session, Keith R. Field
of the Canadian Broadcasting Corp.
(CBC) will address the principles of TV
colorimetry. High-definition related pa-
pers will be given by Ed Wardzala of
Tektronix Inc., Beaverton, Ore., on ac-
curacy improvements in the measure-
ment of HDTV signals, and by engi-
neers from Hitachi Ltd. of Japan on its
half-inch HDTV videocassette recorder.

TV’s adjustment to digital technology
in the studio will be a central topic of the
Saturday morning session. Kevin J.
Prince, president, Alph Image Inc.,
Stamford, Conn., will talk about the
proposed SMPTE serial digital interface
for the TV studio, designed to replace
the conventional parallel interface,
which was among the main topics of
SMPTE's fall conference (BROADCAST-
ING, Oct. 22, 1990). Sony engineers
have prepared a paper on general plan-

ning for an all-digital TV studio. Larry
Thorpe, vice president, production tech-
nology, Sony Advanced Systems, Mont-
vale, N.J., will speak on the digitization
and extended dynamic range of HDTV
and film images. There will also be a
digital technology panel discussion.
Two of the AES papers on Saturday
afternoon will be on HDTV sound given
by D.J. Meares of the BBC and Gunther
Theile of Germany’s Institut fur Rund-
funktechnik. Two of the SMPTE-spon-
sored papers there will be on video dis-
play technologies. Engineers from the
Massachussetts Institute of Technology,
Cambridge, Mass., will discuss the con-
cept of the open-architecture TV set.
Tom Buzak of Tektronix will report on a
new type of flat panel display, plasma-
addressed liquid crystal (PALC).
Between the two Friday sessions,
SMPTE will hold a luncheon with guest
speaker Fred Remley, staff video tech-
nology specialist, University of Michi-
gan, Ann Arbor. Remley has been with
Michigan for 40 years and was technical
director, broadcasting, there from 1958-
1988. -RMS

RITCHIE LEAVES PRESIDENCY OF AMPEX

onald J. Ritchie, president and chief executive officer of Ampex Corp.
Redwood City, Calif., resigned last week. Ed Bramson, awner of Am-
pCX'S parent, Sherborne Corp., said no replacement will he named, Bramson
will hold the titles of president and CEO and will divide Rilchie's duties
among himself and other Ampex executives. Sherborne acquired the compa-
ny, which invented the first practical videotape recorder in the 1950’s, in a

1987 $479-million leveraged buyout.

Ampex also announced that 150 layoffs (completing a phase of 350 layoffs
announced last November), will be made by the end of the month. These
layoffs are in addition to about 350 layoffs by Ampex about a year ago

(BROADCASTING, Dec. 11, 1989).

Ritchie joined Ampex in 1988 as vice president and manager of the
recording systems division from Canaan Computer Corp., Trumbull, Conn., a
mini-computer manufacturer, where he was president and CEO. Bramson
appointed him president and CEO of Ampex in December 1989. Ritchig
refused to comment on his resignation last week.

According to Ampex spokesman Dave Detmers, the company is expected In
record about $700 million in revenue for 1990 when the books are settled.
about the same as in 1988 and 1989. Ampex projects revenue for 1991 will

continue to be flat at $700 million.
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INTERACTIVE TV SERVICE PROPOSED

FCC votes to reallocate 500 mhz of spectrum in response to TV Answer petition

he has FCC proposed to reallocate

500 khz (218-218.5 mhz) to estab-

lish a radio frequency-based inter-
active television service. The commis-
sion acted on a petition from TV Answer
Inc., Reston, Va., an interactive TV
system developer. *‘It’s very exciting to
be on the threshold of the age of interac-
tivity,”” said FCC Commissioner Ervin
Duggan in voting for the spectrum
switch.

TV Answer originally proposed its
system to the FCC in 1987. The Nation-
al Association of Broadcasters, Associa-
tion for Maximum Service Television
(MSTV) and almost all other organiza-
tions commenting in a subsequent rule-
making proceeding on the system op-
posed TV Answer’s proposal because
possible interference placement of the
system could cause interference to TV
ch. 13, on 210-216 mhz (BROADCAST-
ING, March 28, 1988}. In authorizing the
second rulemaking, the FCC said TV
Answer has revised its system to protect
agatnst interference to ch. 13.

The TV Answer system is to be oper-
ated in the home from a set-top receiver-
transmitter interconnected to a central
TV Answer headquarters by low-power
RF impulses. A series of TV Ask™
impulses are sent from TV Answer to
the home while an interactive program is
being aired. A question appears on-
screen. A viewer responds by pulling the
trigger on a remote control unit (see
picture) sending an RF signal to an out-
door relay over 218 mhz. The relay links
the answer back to the TV Answer com-
puter by microwave or satellite. Appli-
cations for the system could include im-
pulse pay per view, home shopping,
home banking and polling.

The company’s president, Fernando
Morales, said TV Answer is financed by
a group of Mexican businessmen which
has already invested $20 million and
will have to raise another $100 million
to roll out service on a national scale.

At a press conference in Washington
following the action, TV Answer offi-
cials were delighted the FCC had pro-
posed reallocation, but were disappoint-
ed TV Answer had not been awarded an
exclusive, national allocation. The com-
mission proposes awarding two 250 khz
channels in each market and using a
lottery to choose among competing ap-
plicants.

TV Answer deserves preference in li-
censing, said former FCC Chairman

Mark Fowler, a TV Answer board mem-
ber and the company’s Washington
counsel, because it worked the system
for 10 years and pressed the FCC for the
allocation. Without the preference, the
*‘Zorros of the Xeroxes’ with no inten-
tion of using the channels and without
money to install their own system will
file competing applications, forcing TV
Answer to buy them out, Fowler said.
He also said a national license is **vital’’
to TV Answer’s business plan, which is
based on getting one of the two channels
in every market.

TV Answer's petition faces much bet-
ter odds for eventual FCC approval in
1991 than it did three years ago because
most of the broadcast disapproval ap-
pears to have been lifted. MSTV has
withdrawn its objections after approving
of the methodology and results of TV
Answer’s most recent interference tests,
released last summer.

‘“‘We’ve spent a lot of effort on this
one since 1987 and a lot of money trying
to articulate our interference concerns,’’
Victor Tawil, MSTV, vice president,
engineering, said last week. MSTV and
TV Answer had conducted sporatic and
sometimes  rancorous  discussions
through early 1990. *‘In early spring of
90 they decided to bend most of their
work in [the interference-elimination]
area and we sat down and we talked
about reasonable criteria for protection

for the television receiver,’” he said.

In the interference elimination plan
approved by MSTV, TV Answer would
provide inexpensive ($1 each) notch fil-
ters operating at 18.25 mhz to viewers
complaining of interference to ch. 13.
The filters are said to be easy to install
by consumers to their home TV Answer
boxes. Consulting engineers A.D. Ring
& Associates, Washington, said in an
engineering statement to the FCC last
summer notch filters have been *‘found
suitable for this purpose’” in tests on
“‘Model II1,”" the latest version of the
TV Answer system.

NAB said it will wait for all the spe-
cifics of the new rulemaking to be pub-
lished before it decides whether to sup-
port the proposal. Besides the potential
interference to ch. 13, NAB will look at
the potential privacy issues raised by the
TV Answer system. Approval of the
system would be ‘‘the first time that the
commission has authorized a device in
the home that would be sending infor-
mation about what is happening in the
home to a central computer without the
knowlege of the viewer,”” said Michael
Rau, NAB senior vice president, science
and technology.

““The other side of the issue is that I
think that TV Answer does provide
some additional business opportunities
for TV broadcasters that the industry
needs to explore,”’ Rau said.  -pms,wu
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SATELLITE

SATELLITE TV PREPARES FOR SMART CARD, KU DBS

Encryption ‘crossroad,” DBS and potential entry of electronics retailers
into home dish community to shape three-day SBCA trade show in Las Vegas

oping to maintain momentum

gained from home satellite dem-

onstrations at the Consumer Elec-
tronics Show two weeks ago, the Satel-
lite Broadcasting and Communications
Association will begin its first of two
annual trade shows at Bally’s Las Vegas
hotel today, Jan. 21.

In the same city two weeks ago, Seat-
tle-based SkyPix used the consumer
show to announce that Macy’s, Electric
Avenue/Montgomery Ward, The Wiz
and half a dozen other chains had agreed
10 carry consumer systems to receive its
proposed 80-channel, 41-watt Ku-band
service. Those retailers will be required
to pay for the units ordered only after
holding them for 30 days. SkyPix has
raised no more than 10% of the $200
million it says it needs, and the manu-
facturer of the consumer unit and de-
signer of the receive antenna have not
been named.

Several sources also noted last week
that SkyPix’s Las Vegas demonstration
used a four-foot antenna, not the 24- to
36-inch dish it claims it will reach. But
demonstration witnesses were unani-
mously impressed that SkyPix indeed
had the digital video compression hard-
ware o squeeze eight quality video
channels into one Ku transponder.

In any case, said SBCA President
Chuck Hewitt, the actual launch of a Ku
midpower service, Primestar, last fall
(BROADCASTING, QOct. 29, 1990), the
purported progress of SkyPix and the
entrance of major retail chains are not
the only indications that the new year
marks the ‘‘first step in a new era’’ for
direct-to-home satellite broadcasting.

The coming, he said, of additional
and upgraded signal encryption systems,
video compression, high-power 240 watt
DBS designed to reach [8-inch dishes,
as well as midpower Ku services to
three-foot dishes, higher-powered next-
generation C-band satellites and educa-
tional satellite services are all destined to
reshape the industry during the “‘decade
of the dish.””

In theory, smaller, more affordable

Ku dishes will create a larger consumer
base than the current three million C-
band dish owners, and video compres-
sion will open satellite capacity for more
program services. That is the up side.

But, Hewitt conceded, the ‘‘new era”
will also bring a transition fraught with
‘‘danger’’ for elements of the industry
unprepared for change—particularly
changes in satellite scrambling systems.

Of equally broad and perhaps more
immediate impact than DBS is the pro-
posed conversion from the piracy-
plagued VideoCipher II encryption sys-
tem, now used by more than 50 C-band
satellite programers, to ‘smart card’
scrambling technology that promises to
be too expensive to break. Smart card
systems proposed by several manufac-
turers would be inserted into a consum-
er’s integrated receiver-decoder. Given a
breach of the system, they say, replace-
ment cards would be distributed .at a cost
much lower than required to replace or
upgrade entire decoders.

Apparently referring to General In-
strument’s stated intention to introduce a
smart card version of VC-II-Plus, per-
haps within the year, Hewitt said: *‘I
think we are at the crossroads with the
VideoCipher situation.”’

Abuse of VC-II led the SBCA’s Anti-
Piracy Task Force to estimate last fall
that 5,120 out of 6,404 equipment deal-
ers were directly or indirectly involved
in piracy (BROADCASTING, Sept. 24,
1990). The show will feature a ‘‘born
again dealer’’ once convicted of piracy,
now gone straight and ready to testify to
a better business on the legal side of the
street, said Hewitt. If smart card tech-
nology and continued APTF law en-
forcement efforts succeed in making al-
tering and realtering decoders too
expensive, the question of how many
other potential converts might populate
the pirate community, said one insider,
remains a mystery.

A panel designed to look specifially at
the VC-II upgrade—entitled *‘VC Il
Plus Profits: Conversion Programs’™—
will feature GI's DBS Center Director of

Operations Jim Shelton; APTF Director
of Investigations Alan Burgess, and two
retailers.

If, as one source said, the cable indus-
try’s heavy investment in VC-II likely
insures GI’s C-band franchise into the
future, the Ku-band field has already
been opened to VideoCipher competi-
tors. Primestar eschewed VC-II and
adopted Scientific-Atlanta’s B-MAC en-
cryption system. Primestar believes it
can control piracy by tracking leased
equipment and repossessing any unau-
thorized units. And SkyPix believes its
Compression Labs Inc. digital system
will prove itself secure, as do high-pow-
er DBS proponents now considering dig-
ital delivery beginning in 1994,

Concern over multiple decoder com-
patibility will be addressed at 11:30
a.m., Jan. 21 in ‘‘Multiple Encryption
Systems in the Home Satellite Televi-
sion Marketplace: Confusion or Compe-
tition?’’ That panel will include J. Law-
rence Dunham, president of GI's
VideoCipher Division, Brian McCauley,
president of SkyPix, and Stan Moote,
executive vice president for Leitch.

Also indicating significant change,
the show will see the first keynote
speech to be delivered by a cable pro-
gramer, HBO President E. Thayer Bige-
low Jr. (at 9 a.m., Jan. 21)—a choice in
line with the election last fall of the
SBCA’s first programer chairman, HBO
Satellite Services President Robert
Caird. After at least five years of con-
flict with a home dish community that
had received programing for free until
HBO scrambled its feeds in 1986, cable
programers have moved to the center of
the SBCA.

Other seminars will include **Video
Compression Technology and Applica-
tions in the 1990°s™” and ‘‘Marketing
Home Satellite Television Programing,”’
both on Monday. On Tuesday, Jim
Ramo, vice president for high-power
DBS permittee Hughes Communications
will join McCauley and Primestar’s gen-
eral manager David Beddow fora “*New
DBS Services®’ session. oL
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SUSINES

NABET-NBC REACH
TENTATIVE
AGREEMENT

he National Association of Broad-

cast Engineers & Technicians

{NABET) and NBC have reached
a tentative agreement on a new four-year
contract that contains modifications in
wage structures and layoff policies. The
offer comes after renewed negotiation
efforts by the union and the network.
NABET workers have been working un-
der an NBC-implemented contract since
Aug. 15. Their previous contract with
the network expired March 30, and the
union twice rejected NBC offers.

The latest offer is no shoe-in because
the four NABET locals are split on the
contract. NABET staff in New York and
Washington are recommending ratifica-
tion while the Chicago and Los Angeles
staffs are advising that members vote
against the offer. The negotiating com-
mittee has unanimously voted to bring
the agreement to the membership for a
vote that is set for Jan. 30. A vote
against the new contract, according to
NABET, is a vote authorizing a strike.

The modifications in the agreement
call for NBC to guarantee that if layoffs
are necessary, “‘it will first offer buy-
outs before it lays off any regular em-
ploye.”” If a sufficient number of em-
ployes refuse the buy-outs, the company
may lay off, but layoffs cannot exceed
4% of NABET staff on the regular pay-
roll at each location for a two-year peri-
od, retroactive to Aug. 15.

The latest and final offer also calis for
first-year wage increases of 3%, effec-
tive as of Jan. 5, 1991. Another 3%
increase is set for Aug. 19 of this year; a
5% bonus is scheduled for Aug. 15,
1992, and a 4% increase for Aug. 14,
1993.

A NABET spokesperson is looking
for a “‘more affirmative’” vote than in
previous elections but is unsure whether
there will be enough votes to approve
the contract.

Should the contract pass, NABET’s
charge of unfair labor practices that the
union filed with the National Labor Re-
lations Board would be dropped as well
as the union’s boycott of NBC-parent
General Electric.

AREAS OF DOMINANT REVENUE:
TV DOLLARS FLOW TO TOP

R ecently released market data on per-TV-household-revenue show a skewing of
advertising to the top markets. The survey results from a National Association of
Broadcasters study show that the top-25 markets are particularly favored by national
advertisers; ‘“If they [advertisers] are on a limited budget, buying only in these markets
still allows them to reach nearly 50% of the U.S. television households.”’ The study
may even understate the degree of national dollars going to top markets since,
especially in the top-10 markets, many national buys are counted as local dollars, said
Mark Fratrik, NAB vice president/economist. The 50-page study details national and
local advertising per TV household for 111 markets.

TOP 10 MARKETS
REVENUE PER TV HOUSEHOLD*

Nartionaliregional advertising Local udvertising

Market (Rank) $ Per TV HH Marker {Rank) § Per TV HH
Bostan (6) $127.56 Los Angeles {2) 15117
Miomi {14) $115.46 Chicogo (3) $122.13
Houston {10) $112.22 Las Yegos (94) $120.0
San Francisco (5) $111.59 New York (1) $116.08
Dallas-Fi. Worth (8) $110.47 San Frandsco (5) $116.00
Washington (9) $101.13 Salinas-Monterey (111) $96.33
Sacramento-Stoddan (21) $99.70 Miami (14) $91.62
Baltimore (22) $95.29 Atlonta (12) $91.17
Atlonta {12) $93.68 Calumbos {33) $90.
Philadelphia (4) $93.23 Dallos-Ft. Worth (8) $88.71

*Based on annual survey of TV stations bv National Asseciation of Broadcusiers and Broadcast Cable
Financial Management Association, conducted bv Price Waterhouse. Only those TV markets where ail
“major'’ stations responded are included.

LOCAL AND NATIONAL ADVERTISING PER TVHH

By Market Size Grouping
- National
- Local
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(BS, NBC 0&0’S LOOK AHEAD
TO 1992 AND OLYMPICS

From 65% to 75% of inventory said to be sold;
emphasis on selling the advertiser, not just the spots

he turmoil in the current economic

environment has not stopped ad-

vertisers from thinking ahead to
1992 and the Olympics. Both the CBS
and NBC network-owned station groups
have, according to agency and network
sources, sold between 65% and 75% of
available inventory. NBC has owned
and operated stations in New York, Los
Angeles, Chicago, Washington, Denver
and Miami. CBS owns stations in New
York, Los Angeles, Chicago, Philadel-
phia and Miami.

For the two network-owned station
groups, selling the Olympics is more
than just selling spots. The buzz words
around the agencies and networks are

ALBERTVILLE 92

“‘value-added’” or ‘‘value-enhanced’’
packages that go beyond buying a cer-
tain number of spots in certain markets.
They include various promotional pack-
ages geared both toward an advertiser’s
retail customers and the clients or part-
ners that an advertiser does business
with on a nonretail basis.

“‘We are way zhead of our 1988
pace,”’ said Montelle Newman, NBC
vice president, sales. Newman is selling
the 1992 summer Olympics in Barcelo-
na, Spain. Heading up that effort is Bud
Hirsch, vice president, sales and market-
ing, NBC-owned stations.

Sales for the CBS owned and operated
stations for the 1992 winter Olympics in
Albertville, France, are said to be over

70% sold. That effort is being headed by
Phil Press, vice president, sales and
marketing, and Lynell Antonelli, execu-
tive director, Olympic marketing and
sales.

Both owned and operated groups are
offering various packages that, as Press
put it, ‘‘enable large advertisers to be
involved on a high level or local regional
advertisers to become involved on a
lower level.”” In other words, advertis-
ers can limit their purchases to one or
two markets where they are strong and
avoid markets in which they may have
little interest.

Also, depending on what package an
advertiser chooses, there are certain bo-

L3

nuses for the client that can be used any
way they desire. Said Newman: ‘‘For
advertisers that have purchased certain
sized packages, we are providing them
with an offer to go to Olympics. The
clients can use them any way they
want.”’ Advertisers also may receive
various types of ‘‘Olympic merchan-
dise’” that they can, in turn, give to their
clients.

CBS, too, is offering various bonuses
for advertisers that include hospitality
trips and in-house specially produced
videos for the client’s internal use about
the Olympics and the client’s role in it.

Although the obvious goal is to sell as

continues on page 63

CLOSED!

The sale of KHFI-FM,
Austin, Texas from Red River/
Joyner Broadcasting, Tom
Joyner, President to KHFI
Venture Limited Partners,
Jay Jones, President for

$3,850,000.

Charles E. Giddens
Broker

Providing the Broadcast Indus-
try with Brokerage Services
Based Strictly on Integrity,
Discretion and Results

ELLIOT B. EVERS
415-391-4877

BRIANE. COBB
CHARLES E. GIDDENS

703-827-2727

RANDALL E. JEFFERY
407-295-2572

RADIO and TELEVISION BROKER AGE
FINANCING - APPRAISALS

M
Y %

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO
SAN FRANCISCO
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CHANGING HANDN

WYDE(AM) Birmingham, Ala. O Sold by
Wyde Broadcasting Co. Inc. to Guardian
Communications Inc. for $1.05 miilion
cash at closing. Seller is headed by Ameri-
can General Media of Texas Inc., holding
company, which is headed by Lawrence
Brandon and Anthony S. Brandon, father
and son, and is licensee of WwwG(AM)
Rochester, N.Y.; KQXR(AM)}-KERN(FM) Ba-
kersfield, Calif., and KGEE(FM) Monahaws
and KLLF(AM) Wichita Falls, both Texas.
Buyer is headed by Mark McNeil
(69.6875%) and Richard David
(7.8125%). Guardian Communications is
licensee of KFEL(AM) Pueblo, Co.; KKI-
M(AM) Albuquerque, N.M.; wCcD(am) Par-
ma, and wTsl(am) Cincinnati, both Ohio,
and WFEL(AM) Towson, Md. WYDE has
Christian music format on 850 khz with 50
kw day and 1| kw night. Broker: David
Eshelman.

KDEN(AM) Denver O Sold by Karen J. Ma-

PROPOSED STATION TRADES

By volume and number of sales

Last Week:

AM’s D $2,950,000 D 11
FM’'s O $776,250D 7
AM-FM's0$0D3
TV’'s 0$50,0000 1
Total 0 $3,776,250 D 22

Year to Date:

AM’s 0 $2,950,000 0 11
FM’s O $26,576,650 C 18
AM-FM’s D $7,600,000 O 8
TV's O $1,285,000 04
Total O $38,411,650 0 41
For 1989 total see Feb. 5, 1990 BROADCASTING.

YOUR SI.ICCESS

Middle market
communlcahon
companies often
find that when it
comes to borrow-
ing money for
acquisition or
recopltollzahon,
financial insfttu-
tions simply aren’t
in tune with their
special situation.
But at Greyhou nd
Financial, you're
assured of serious
consideration from specialists
who know your business and
can approve the i ncmcmg

fo succeed
mked by the multi- billion

dollar resources of

SLLITIONS
THROUGH SERVICE

Greyhound Dial
Corporahon, we
offer competitive
rates and flexible
lending guidelines
which allow us to
structure loans to
accommodate your
special situation. If
your financial
institution says “no”
when you need to
hear “yes,” call

MATT BREYNE
(602) 248-2808
CHRIS WEBSTER
(602) 248-6955
or JEFF KILREA

(312) 855-1900
Chicago Office.

GIEC

(Greyhound Financial Corporation
T

Greyhound Tower—1160 Phoenix, Arizona 85077

this, receiver to Cashel Inc. for $575,000.
Price includes $25,000 cash at closing,
$175,000 payable within 30 days of FCC
approval, and $375,000 promissory note.
Seller has no other broadcast interests.
Buyer is headed by John J. and Shirley A.
McGuiness, husband and wife, and has no
other broadcast interests. KDEN is fulltimer
with news format on 1340 khz and | kw.

KBTO(FM) Bottineau, N.D. O Sold by
D&H Broadcasting Inc. to Standef Broad-
casting Corp. for $330,000. Price includes
$80,000 cash at closing, $60,396.76 10-
year, 10¥% loan (assumption of debt) and
$189,603.24, eight-year promissory note
at 10%. Seller is headed by Alan Henning,
and has no other broadcast interests. Buy-
er is headed by Edward F, Stanley (75%),
Donna M. Stanley (15%) and Jeffrey P.
Stanley (10%), and has application for new
FM at Jefforsonville, N.Y. KBTO has
C&W format on 101.9 mhz with 51.5 kw
and antenna 492 feet above average ter-
rain.

KNAF(AM) Fredericksburg, Tex. O Sold
by Fritz Broadcasting Co. to Jayson and
Janice Fritz for $320,000 in stock purchase
agreement. Price includes $10,000 cash at
closing, $70,000 promissory note at 9%
payable in monthly installments of
$1,453.09, $240,000 promissory note at
9% payable in quarterly installments of
$6,230.77. Sellers are Norbert and Alene
Fritz, husband and wife, and Sharon Fritz,
their daughter. Buyers are Jayson Fritz,
son of Norbert and Alene, and Janice
Fritz, his wife. Fritz’s also have interests
in Gillespie Broadcasting Co., headed by
Norbert Fritz (60%), Alene Fritz (20%),
Jayson Fritz, Sharon Fritz (20%) and Ja-
nice Fritz, and is licensee of KFAN(FM)
Fredericksburg, Tex. KNAF has C&W for-
mat on 910 khz with 1 kw day and 174 w
night.

KTAP(AM) Santa Maria, Calif, O Sold by
Buenos Diaz Broadcasting Inc. to Leo
Kesselman for $300,000 promissory note,
which was owed to buyer and is being
cancelled. Seller is headed by Eduardo and
Rodolfo Diaz, brothers, and has no other
broadcast interests. Buyer, Kesselman,
has 41.5% interest in KPIG(FM) Freedom,
Calif.; 21.2% interest in KIDI(FM) Albu-
querque, N.M.; 49% owner of LPTV
KO4NT Indio, Calif., and owner of
LPTV's K58DJ Bakersfield, Calif.;
K21DB Santa Fe, N.M., and KOGMB In-
dio, Calif. KTAP has adult contemporary

Continues on page 63.
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many spots as possible, clearly the net-
works are also going out of their way 1o
meet advertiser needs beyond the TV
screen. For example, advertisers may
use hospitality trips to the Olympics as
performance incentives for employes or
clients. Videos promoting the Olympics
featuring an advertiser may be presented
to an advertiser’s clients or business as-
sociates as a way of showing a commit-
ment to business. The videos can also
serve to enthuse the client’s own em-
ployes by letting them know how in-
volved they are with the Olympics. Said
CBS’s Press: ‘*Value-added means more
than just giving away hats, homs and
canvas bags.”’

Viewer guide magazines are also be-
ing offered to advertisers by the network
station groups. Because of concern over
competition, both networks are reluctant
to go into much detail about their respec-
tive plans. NBC is said to be working on

a viewer guide for consumers; CBS may
be working on a guide for clients. Once
again, the focus is on the advertiser’s
nonretail clients. The hypothesis behind
this, according to one industy theorist, is
‘ that a client—an auto dealer, for exam-
i ple-——can buy a large spot package with a
I network. The dealer could get hospital-
ity trips that he could offer to his em-
ployes, other clients or perhaps custom-
ers. The dealer also gets mentioned as a
sponsor in a viewer guide. The guide
can be given out (or mass-mailed) to the
people that dealer does business with,
including his bank, leasing company or
supplier. Said one network executive:
| ““This provides high visability not only
to retail customers, but to the people
they do business with on a nonretail
basis.”’

The strategy appears to be working.
| Executives at both networks are very
pleased with the results so far. Media
buyers confirmed that sales for the
CBS and NBC owned and operated

groups have gone well. That’s no small
feat, considering that spot is usually
placed quarterly and the O&O stations
are for placement 12 to 18 months in
advance.

Whether the current ad situation will
rub off on Olympics sales remains to be
seen. Some media buyers have suggest-
ed that the real challenge will start now.
Said one media buyer: **“The middle of
the race is the hardest. Out of the box
you have the people who have adver-
tised on the Olympics in the past or are
looking to tie-in to specific promotions.
The next six to nine months will be a
tougher time to sell.”’

Most industry speculators were look-
ing for the economy and the advertising
situation to improve by mid-1991. Obvi-
ously, until the Middle East situation is
resolved, all bets are off. However, with
1992 being both an Olympics and an
election year, many in the industry feel
that selling out the remaining 30% to
35% will not be a major problem.  -¥

Changing Hands

Continued from page 62.

and Spanish format on 1600 khz with 500
w day and 26 w night.

WGEZ(AM) Beloit, Wis. O Sold by See-
hafer Broadcasting Corp. to Great Radio
Broadcasting Group for $300,000. Price
includes $65.000 cash at closing. $10.000
four-year promissory note at 12% and
$225,000 five-year promissory note at
12%. Seller is headed by Donald Seehafer
and owns WOMT(AM)-WQTC-FM Manitowoc;
WXCO(AM)-WYCO(FM) Wausau. both Wis-
consin, and KWEB(AM)-KRCH(FM) Roches-
ter, Minn. Buyer is headed by Stephen P,
Walrath (50%). Elroy A. Voigt (23%),
Lana S. Voigt (25%). and has nc other
broadcast interests. WGEZ is fulltimer with
oldies format on 1490 khz with | kw.

KPOS(AM) Post, Tex. O Sold by American
Indian Broadcasting Group Inc. to James
G. Boles for $250.000. Price includes
five-year noncompete covenant. Seller is
headed by Jack W. Bursack and Lynwood
H. Eaton, and is permittee of KKLK(FM)
San Angelo, and licensee of KFXyFm) Abi-
lene, both Texas. Bursack is 98.6% share-
holder of Smyma Broadcasting Corp., li-
censee of WKXB(AM) Smyma, Tenn. Eaton
is 100% shareholder of Wilson County
Broadcasting Inc., licensee of WCOR(AM)
Lebanon, Tenn. Buyer is headed by James
G. Boles (100%), owner of KSEL-AM-FM
Portales, N.M. KPoS has C&W format on
1370 khz with 1 kw day.

For other proposed and approved sales see
"““For the Record,”” page 68.
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FOCUS ON FINANCE

ar-related swings affected media stocks along with overall

market, various indices of which edged up for week
ending last Wednesday. News about newspapers seemed to be
cause of both News Corp. and Tribune ending up among most
active stocks last Wednesday as percentage of average daily
volume. Former stock was down, with coincident protest
strike at some of company’s Australian newspapers. Latter
stock was up 12% for week, two-thirds of that gain coming on
Wednesday when company said it would attempt te find buyer

for strike-ridden New York Daily News.

Pinelands edged up slightly, to 17%. coincident with filing
by 10.6% holder, David Geffen, who said he had received
government approval, under the Hart-Scott-Rodino Act, to
purchase up to 15% of wWwOR-TvV parent company’s stock.
Among other noticeable moves: Outlet Communications,
which recently announced new chairman, was up 1'%, to $10.
American Film Technologies continued decline, down Y to
2.

Stock Index Notes: T-Toronto. A-American, N-NYSE. O-NASDAQ. Bid prices and common A stock used unless otherwise noted. P/E ratios are based
on earnings per share for the previous 12 months us published by Standard and Poor’s or as obiained by Broadcasting s own research.
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inclair Broadcasting last week

signed a definitive agreement to

buy WPGH-TV Pittsburgh, a Fox af-
filiate, for roughly $55 million. The
price is thought to be 12 times trailing
cash flow and is about $23 million more
than the seller, Renaissance Communi-
cations, had paid two years ago. Sin-
clair, a Baltimore-based group owner,
currently owns co-located wPTT-TV and
last week said it had an agreement in
principle to sell the station to its commu-
nity affairs manager, Edwin (Eddie) Ed-
wards, for an undisclosed price. The
spin-off would reportedly qualify for a
minority tax certificate, allowing Sin-
clair to defer a tax on the proceeds from
WPTT-TV.

Renaissance President Michael Fin-
kelstein said proceeds from the sale of
WPGH-TV would be used to retire debt:
‘I think that the industry is looking at
some pretty hard times...the less lever-
age we have the better.”' The company,
begun in 1989, currently has about $140
million in long-term debt., roughly $90
million of that bank debt and $50 million
in privately-placed subordinated notes.

RENAISSANCE AGREES TO SELL WPGH-TV

Proceeds to be used to pay down debt; Buyer will spin-off co-located WPTT-TV

with the latter paying 15% interest, 0%
cash and 5% deferred.

Renaissance owns four other indepen-
dent stations and is 90%-owned by War-
burg, Pincus Capital Co.. with most of
the remainder held by Finkelstein.

The Renaissance president said the
group was not under pressure to sell.
Pro-forma results for the nine months
ending September 1990 show Renais-

FOR $55 MILLION

sance had revenue of $64 million, up
14.5% from the prior-year’s period.
During that period it had an operating
loss of $5.4 million after expenses that
included $9 million in non-cash charges
for depreciation and amortization. That
is down from a $15.2 million operating
loss during the same nine months in
1989. Communications Equity Asso-
ciates brokered the deal.

SURVIVAL OF THE FITTEST

(703) 478-5880

F /Y

“the indus

1991 Radio or TV data to help you
make it through to 92

market analyses - competitive overviews + Arbitron ratings » revenue projections

for free brochure

mda BIA Publications, PO Box 17307, Washington, DC 20041

try leader"”

Broadeasting Jan 21 1991

Business 65




Continued from page 44

fork, who claimed that Wade had
illegally manipulated the makeup of the
BTW board of directors, asked that the
FCC rule on KEEF ownership before
granting any sale. The armed takeover
charges brought the question of control
into Los Angeles Superior Court and
threatened to complicate revocation pro-
ceedings initiated at the FCC in 1988.
The latest FCC decision on BTW's

renewed distress sale request fell short
of directly deciding ownership. Howev-
er, citing BTW’s demonstration that a
majority of BTW'’s original board mem-
bers had signed a resolution supporting
the distress sale to HCCN, the commis-
sion found that resolution ‘‘represented
a bona fide expression of the permittee’s
intent to sell.”’

Nevertheless, two other ‘‘impedi-
ments to an immediate grant’’ remain in
the way of finally getting KEEF on the

air, said the commission. The FCC ruled
this month against BTW's request that it
be allowed to sell the permit for 75% of
its market value; because KEEF remains
unbuilt, it said, BTW may ask only to
cover ‘“‘BTW’s reasonable and prudent
expenses.”’ Also, according to the com-
mission, HCCN has yet to demonstrate
‘‘adequately’’ that it will operate KEEF
on a noncommercial educational basis
required to retain channel 68 in the Los
Angeles market. -

PINELANDS WINS RENEWAL CHALLENGE FOR WWOR-TV

Owner says it has no intention of selling station,
acquired in wake of MCA purchase by Matsushita

ith the FCC’s approval of the
settlement of a three-year-old
license renewal challenge for

WWOR-TV New York (Secaucus, N.J.),
Pinelands Inc., the owner of the inde-
pendent VHF, will be free in early
March to sell the station to the highest
bidder.

But despite persistent industry specu-
lation to the contrary, Pinelands says it
has no intention of selling. In fact, says
Cynthia Harrison, vice president, public
relations: “‘Our intent is absolutely to
remain an [independently owned] sta-
tion."”’

According to Harrison, Pinelands will
seek to acquire other stations or form
joint ventures in broadcast-related busi-
nesses. ‘‘Our balance sheet is substan-
tially debt free,”” she said, “‘so that pro-
vides us with a fair amount of flexibility
to pursue new businesses.’”’

(A story in the Jan. 14 issue of
BROADCASTING saying that Pinelands
had indicated an interest in selling was
incorrect.)

Pinelands is comprised of the former
shareholders of MCA. Prior to Masushi-
ta’s acquisition of MCA last month, the
station was spun off to the shareholders
to comply with the FCC's ban on foreign
ownership of broadcast properties.

At the time of the spin-off, the sta-
tion’s license was encumbered by the
license renewal challenge of Garden
State Broadcasting Lid., which alleged
that the station had failed to adequately
serve New Jersey.

In September 1990, MCA had agreed
to a settlement with Garden State, under
which the challenger would withdraw its
competing license application in ex-
change for $2 million. But FCC Admin-
istrative Law Judge Richard Sippel de-
clined to approve the settlement until he

had a chance to explore MCA's charges
that Garden State was not a legitimate
applicant—that it was, in fact, con-
trolled by Washington lawyers and not
general partner Jean Wells.

Sippel held a hearing in October on
the ‘‘real-party-in-interest”” question.
And in a decision released Jan. 11, the
ALJ ruled Garden State was a ‘“‘bona
fide’’ applicant and qualified to be a
party to a settlement. It approved the
settlement agreement and renewed Pine-
land’s license.

Striking down other allegations
against Garden State, Sipple also ruled
*‘the preponderance of evidence fails to
prove that Garden State...filed its appli-
cation...for the purpose of reaching or
carrying out a settlement agreement or
that the applicant abused the [FCC’s li-
cense renewal] process.’’

The judge’s decisions become effec-
tive 50+days from the release date. That
will likely put the closing in the first
week of March.

*“We are obviously happy to have our
license,”’ said Harrison, adding that the
station has not ignored New Jersey
viewers as Garden State had alleged.
“We feel confident we have served

them very well through our programing
and public affairs efforts.”’

Harrison passed on an opportunity to
characterize Garden State or its license
challenge. “At this point, it’s a fait ac-
compli,’’ she said.

She also declined comment on which
company is liable for the $2 million in
settlement money, the Matsushita-con-
trolled MCA or Pinelands. “‘I’'m not at
liberty to say.”’

In addition to talk of Pineland’s sell-
ing, there also has been speculation that
someone might try to take control of the
station by simply buying up its publicly
traded and widely held stock. But Harri-
son downplayed the possibility. ““There
are various poison pills imbedded in the
charter of the station,”’ she said.

Mort Betfield, of the Washington-
based law firm of Cohen & Berfield,
which represented Garden State and
which was alleged to have controlled
the applicant, said he thought Garden
State had a shot at capturing WwOR-
TV’s license if the case had moved into
the comparative stage. ‘‘Who knows
what the outcome would have been if
we hadn’t settled, but this concludes
it.” -w

CABLE ON HIS MIND

FCC Commissioner Andrew Bamrett told a group of cable engineers that
cable’s concerns about cross-subsidization will weigh in his review of whether
the statutory prohibition against ielephone companies providing cable service
along with telephone service should be repealed. In a speech before the
Society of Cahle Television Engineers in Orlando, Fla., Barrett said he will
also consider the “cconomics of [iber deployment” and cable’s interest in
providing telephone services through personal communications networks. The
telephone industry is expected to make a major cffort this year to strip the
prohibition from the Cable Communications Policy Act of 1984. For its part,
the FCC plans to reapen an inguiry to make recommendations to Congress on
whether to keep, modify or repeal the ban.
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QUOTES AT ISSUE IN ‘MASON V. NEW YORKER'

Ruling would have ‘considerable’ impact on broadcasters, says lawyer filing brief on
behalf of ‘New Yorker’ and on behalf of NAB, other media organizations

he Supreme Court heard argu-

ments last Monday (Jan. 14) in a

case—Masson v. The New York-
er—that may determine whether pub-
lishers and broadcasters can be dragged
into court to litigate libel allegations be-
fore a jury whenever a reporter mis-
quotes a public figure.

The high court is reviewing an opin-
ion of the U.S. Court of Appeals for the
Ninth Circuit in San Francisco that held,
in essence, that even if a quotation at-
tributed to a public figure were made up,
no basis for libel exists as long as the
quotation did not *‘alter the substantive
content’” or is a ‘“‘rational’’ interpreta-
tion of the source’s remarks.

If the court reverses the Ninth Circuit
and sends the case back to district court
for a jury trial, said Roslyn A. Mazer of
Dickstein, Shapiro & Morin, who filed a
brief for the New Yorker on behalf of the
National Association of Broadcasters
and other media organizations, ‘‘the
football coach, the high school principal
or the city council president could get a
jury trial merely by alleging a difference
in the quoted words, which they believe
to be defamatory.”

Such a ruling would have ‘‘consider-
able impact” on broadcasters, Mazer
said. ‘‘Television broadcasts routinely
report the words of public figures, rou-
tinely edit the words of public figures
and sometimes place on the screen the
words spoken by them, between quota-
tion marks.”’

The case goes back to 1984 when
Jeffrey Masson, the one-time director of
the Sigmund Freud Archives, sued jour-
nalist Janet Malcolm and The New York-
er for Malcolm’s unflattering 1983 arti-
cle on Masson and the controversy that
erupted at the archives during his tenure.
The suit also names Alfred A. Knopf
Inc., which turned the article into a book
in 1984.

Masson has alleged several quota-
tions attributed to him in the article,
including one in which he describes
himself as an “‘intellectual gigolo,”’
were fabricated, defamatory and, thus,
libelous. Although the quotations are
not found in the 40-odd hours of taped
interviews, Malcolm maintains they
are accurate.

On a motion of the defendant’s, the
district court dismissed the suit and the
Ninth Circuit affirmed.

In libel cases involving public figures,
plaintiffs must not only show that state-
ments were false, but also they were

printed or aired with ‘‘actual malice’’—
that is, with knowledge of the falsity and
with reckless disregard for the truth.

To avoid dismissal of libel suits in-
volving public figures by the trial court,
case law requires plaintiffs to show that
‘““evidence in the record could support a
reasonable jury finding...[of] actual
malice by clear and convincing evi-
dence.”’

Before the Supreme Court last week
was the question of whether an inaccu-
rate quote, in and of itself, could meet
the dismissal standard.

Charles Morgan, a San Francisco law-
yer representing Masson, argued the
**inference of malice’” in 2 misquotation
is sufficent to warrant a jury trial.

But Bartow Farr, representing Mal-
colm and The New Yorker, countered:
*“The First Amendment protects a writer

accused of misquotation unless it can be
shown he knew [there was a] substantial
misrepresentation.”’” The misquotation
‘‘does not, by itself, raise an inference
of malice.”

During spirited questioning by the
court, Justice Sandra Day O’Connor
challenged Morgan’s assertion that his
client’s action was not aimed at ‘“‘the
poor reporter who has to get a quote in a
hurry.”” Allowing libel suits based on
alleged misquotations would put all re-
porters at risk, she said.

On the other hand, Chief Justice Wil-
liam Rehnquist seemed to reject Farr's
argument that for purposes of libel inac-
curate quotes and paraphrases are indis-
tinquishable. ““Putting words in some-
one’s mouth. .. [rather than paraphrasing]
can hit a lot harder,”’ Rehnquist said.

A decision is expected in July. -

WASHINGTON WATCH

With the National Cable Television Association gearing up for a major public
relations push that could cost more than $10 million, industry watchers have
been wondering what is to become of the year-old public relations initiative of
the Community Antenna Television Association, which was funded in large
part by contributions from NCTA's largest members. CATA has been wonder-
ing also, but is fairly certain it will have a substantial, possibly increasing, role
under the NCTA umbrella. Rob Stoddard, one of just five people who
constitute CATAs front office, says CATA voted last September to raise dues
to continue the association’s PR initiative. ‘‘Our future is probably enhanced
by all the homage suddenly being paid to public affairs and public relations,”’
Stoddard said. ‘“We’ve been leading the charge,’’ he continued, and ‘‘we
think the rest of the industry has come around to our way of thinking on public
relations.”” Stoddard conceded that NCTA may yet cut CATA out of its plans,
but one of NCTA’s goals is to foster industry unity. ‘‘They’re bending over
backwards to bring everybody on board.”’

The ‘‘most contentious™ issue likely to face U.S. delegations at the World
Administrative Radio Conference in February 1992 involves digital audio
broadcasting, according to FCC Chief Engineer Tom Stanley. “We want to
keep all our options open,’” he told a group of lawyers last week at a session in
Washington sponsored by the Federal Communications Bar Association. But
other countries are pushing a plan for turning DAB into a primarily satellite-
delivered service, he said. The “‘toughest’” job for the FCC, which is chiefly
responsible for the U.S.’s WARC planning, is to develop a position on DAB
and other mobile radio issues by the July WARC deadline. In an effort to meet
that deadiine, he said, the FCC plans to issue a further notice of inquiry in
March and make its final recommendations in June. DAB promises to provide
CD-quality audio via satellite or terrestrial transmitters to a new generation of
receivers in cars and hemes. Most U.S. broadcasters are wary of the satellite-
delivered service; they favor a terrestial one, mimicking the current AM and

FM services.
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FORTHE RECORD

As compiled by BROADCASTING from
Jan. 10 through Jan. 16 and based on
filings, authorizations and other FCC ac-
tions.

Abbreviations: AFC—Anienna For Communications:
ALJ—Administrative Law Judge: alt.—aliemate: ann.—
announced. ant.—antenna: aur.—aural; aux.—auxiliary;
ch.—channel; CH—critical hours.: chg.—change; CP—
construction permit; D—day. DA—directional antenna;
Doc.—Daocket; ERP—effective radiated power: Freq—fre-
quency. HAAT—height above average termain: H&V—
horizontal and venical: khz~—kilohenz; kw—kilowats;

"

lic.—license: m—meters: mhz tz: mi. iles;

Idaho; KQLQ{AM) Reno and KWNZ(FM) Carson
City. both NV. Filed Dec. 27, 1990.

8 KBCN(AM) Fairbanks, AK (BAL9)1224EH: 1300
khz; 1 kw-U)—Secks assignment of license from Great
Alaska Electric Radio Co. Inc. 10 Cobb Communica-
tions Inc.; consideration is paymenis previously made
by Cobb for indebtedness of Great Alaska. Seller is
headed by Howard S. Trickey and has no other broad-
cast interests. Buyer is headed by Thomas C. Tierney
and Patricia M. Tiemey, and owns KZXX(AM) Kenat.
KLAM(AM) Cordova. KRXA(AM) Seward, KVOK-
(AM)-KIJZ-FM Kodiak. all Alaska. It has consent to
acquisition of KVAK(AM) Valdez. AK. but cannot
consumate until license is renewed, pursuant to com-
ion order. Thomas Tiemey also owns TCT Com-

MP—modification permit: mod.—modification; N—night;
pet. for recon.—petition for reconsideration: PSA—presun-
rise service authority; pwr.—power; RC—remote control:
S-A—Scientific-Atlanta; SH—specified hours; SL—studio
location; TL—transmitter location, trans.—transmitier:
TPO—transmitier power output; U or unl.—unlimited
hours: vis.—visual; w—watts; *—noncommercial. Six
groups of numbers at end of facilities changes items refer 1o
map coordinates. One meter equals 3.28 feet.

munications Inc.. licensee of KENI(AM)-KBFX(FM)
Anchorage. AK. Filed Dec. 24. 1990

8 KFRC(AM) San Francisco (BAL901130EC; 610
khz: 5 kw-U)—Seceks assignment of license from South
Jersey Radio Inc. to Bedford Broadcasting Co. for
undisclosed amount. Seller is headed by Howard L.
Green and Donald M. Simmons. and is licensee of
WOND(AM) Pleasantville. WMGM-FM Adlantic City
and WMGM-TV Wildwood. all New Jersey, and per-
mmee of LPTV WO7CE Atlantic City. Green and

OWNERSHIP CHANGES

Applications

® WYDE(AM) Birmingham, AL (BAL%0I1228ED:
850 khz; 50 kw-D. | kw-N)—Seeks assignment of
license from Wyde Broadcasting Ce. Inc. 1o Guardian
Communications Inc. for $1.05 million. Seller is head-
ed by American General Media of Texas Inc. (holding
company), headed by Anthony S. Brandon and Law-
rence Brandon, father and son. and is licensee of
WWWG(AM) Rochester. NY; KQXR(AM)-KERN-
(FM) Bakersfield. CA. and KGEE(FM) Monahaws and
KLLF(AM) Wichia Falls, both Texas. Buyer is head-
ed by Mark and Joann McNeil (69.6875%). Leonard
and Dolores Koltiska (7.8125%). Richard and Debra
David (7.8125%), David McNeil (4.0625%). Daniel
and Leslie McNeil (4.0625%). Charles T. Lucas Jr.
(3.125%), Pamela Anne Parker and Phyllis W. Spates
(3.125%) and Jeff Oberholizer (.3125%). Guardian
Communications is li of KFEL(AM) Pueblo.
CO. KKIM(AM) Albuguerque. NM; WCCD(AM) Par-
ma. OH; WFEL(AM) Towson. MD. and WTSJ(AM)
Cincinnati. Filed Dec. 28. 1990.

8 KYAK(AM)-KGOT(FM) Anchorage, AK (AM:
BAL90I227EC; 650 khzi 50 kw-U; FM:
BALH%01227ED: 101.3 mhz; 26 kw; ant. -66 fi.})—
Seeks assignment of license from KGOT Corp. to
Harbor Broadcasting Corp. for $5.25 million. Purchase
includes KIAK(AM)-KQRZ(FM) Fairbanks, AK, and
KTRW(AM)-KZZU(FM) Spokane. WA (see below).
Filed Dec. 27, 1990.

# KIAK(AM)-KQRZ(FM) Fairbanks, AK (AM:
BAL901227EA; 970 khz; 5 kw-U; ant.; FM: BAL-
H901227EB: 102.5 mhz; 25 kw; ant. -89.5 ft.)—Seeks
assignment of license from KQRZ Corp. to Harbor
Broadcasting Corp. for $5.25 million. Purchase in-
cludes KYAK(AM)-KGOT(FM) Anchorage and
KTRW(AM)-KZZU(FM) Spokane, WA (see above).
Seller is headed by James Ircland. Buyer is headed by
William J. Glasgow, Gary L. Capps and Glen F.
Pickell. Inner Pacificorp Inc. is parent of Pacificorp
Financial Services Inc., which is parent of Pacific
Harbor Capital Inc., 80% shareholder of Harbor
Bmadcasnng Corp. Inner Pacificorp holds 87% interest
in Pacific Telecom Inc., parent of Pacific Telecom
Nonregulated Holdings Inc.. which in tum is parent of
PTL Broadcasting Inc., licensee of KDUK(AM) Eu-
gene and KLCX(FM) Florence. both Oregon: KUCL
(AM) Boise and KZMG(FM) New Plymouth, both

are also stockholders of WENY Inc., licens-
ee of WENY(AM)-WCEZ(FM)-WENY-TV Elmlra.
NY. and permittee of LPTV's WO6AR Homell and
WO7BJ Ithaca. both NY. Buyer is headed by Peter B.
Bedford (100%). Bedford is president and 100% stock-
holder of Bedford Broadcasting. licensee of stations
KSSK(AM) Honolulu and KSSK-FM Waipahu, both
HI. and is proposed transferee of KYUU Inc., licensee
of KXXX-FM San Francisco. Filed Nov. 30, 1990.

8 KTAP(AM) Santa Maria, CA (BAL90I23IEA;
1600 khz; S00W-D. 26W-N. DA; ant.}—Seeks assign-
ment of license from Buenos Diaz Broadcasting Inc. to
Leo Kesselman for $300.000. Seller is headed by
Eduardo and Rodolfo Diaz. brothers. and has no other
broadcast interests. Buyer. Kesselman, has 41.5% in-
terest in KPIG(FM) Freedom. CA: 21.2% interest in
KIDI(FM) Albuquerque. NM: 49% owner of LPTV
KO4NT Indio. CA. and owner of LPTV's K58DJ
Bakersfield. CA; K21DB Santa Fe. NM, and KOGMB
[ndio, CA. Filed Dec. 31. 1990.

8 KGIW(AM)-KALQ-FM Alamosa, CO (AM: BA-
L901207EA; 1450 khz: | kw-U: FM:
BTCH901207EB: 93.5 mhz: 2.8 kw: ant. 130 ft.)—
Seeks assignment of license from Community Broad-
casting Corp. to Dale K. Bums for no cash consider-
ation; Darrell K. and Hazel Bums. husband and wife.
are transferring their stock interest to son, Dale, as gift.
Commmunity Broadcasting Corp. is headed by Darrel
K. and Hazel L. Buns. Dean K. and Gayle Bums,
husband and wife, and Dale K. and Marilyn Bums.
husband and wife, and is licensee of KRSN(AM) Los
Alamos. NM (see below). Dean Bums is 100% share-
holder of Torjag Radio Inc.. licensee of KNLA(FM)
White Rock. NM. Filed Dec. 7. 1990.

8 KDEN(AM) Denver (BAL901228EC:; 1340 khz; |
kw-U)—Secks assignment of license from Karen J.
Mathis, Receiver to Cashel Inc. for $575.000. Seller
has no other broadcast interests. Buyer is headed by
John J. and Shirley A. McGuiness. husband and wife.
and has no other broadcast interests. Filed Dec. 28,
1990.

8 KKSI(FM) Eddyville, 1A (BTCH901220HW;
101.5 mhz: 50 kw; ant. 150 fi.)—Seeks transfer of
control from **0"'-Town Communications Inc. to Don
Linder for $1.240 in transfer within company. Trans-
feror is Mark McVey. Transferees are Don and John
Linder. father and son. “*O-Town'" is headed by Don
Linder (60%), John Linder (20%) and McVey (20%).

Linder is 92. 34% voting shareholder of Minnesota

Valley Broad Co.. li of KTOE(AM}-

&

KDOG(FM) Mankato, MN, and 100% owner of
KMHL Broadcasting Co., licensee of KMHL(AM)-
KKCK(FM) Marshall, MN: and 80% voting sharehold-
er of Linder Broadcasting of Fort Dodge Inc., licensee
of KRIT(FM) Clarion, IA. Filed Dec. 20, 1990.

8 WHQO(FM) Skowhegan, ME (BAPH%01231GK.
107.9 mzh: 1.3 kw; ant. 680 fi.)—Seeks assignment of
license from Dark Communications Inc. to Robert R.
Harvey for $185,000. Seller is headed by Dennis A.
Tallyn. Diane Saltzman and Donald Martin, and has no
other broadcast interests. Buyer has no other broadcast
interests. Filed Dec. 31, 1990.

® WMIT(FM) Pinconning, MI (BALHX1221GG;
100.9 mhz: 3 kw: ant. 500 ft.)—Seeks assignment of
license from BC Communications Inc. to P&G Media
Corp. for $55,000. Seller is headed by Floyd Biemnat
and has no other broadcast interests. Buyer is headed
by Thomas J. Beauvais (50%) and Gregory P. Theokas
(50%), and has no other broadeast interests. Filed Dec.
21, 1990.

B KRSN(AM) Los Alames, NM (BTC901207EC;
1490 khz; | kw-U)—Seeks assignment of license from
Community Broadcasting Corp. 10 Dean K. Bums for
no cash consideration; Darell K. and Hazel Bums,
husband and wife. are transferring their stock to son,
Dean, as gift (see above). Filed Dec. 7, 1990.

8 WABY(AM)-WKLI(FM) Albany, NY (AM:
BAL901220HR; 1400 khz; I kw-U; FM:
BALH901220HS: 100.9 mhz; 3 kw; ant. 300 ft.)—
Seeks assignment of license from Paul N. Bendat 10
Bendat Communications & Broadcasting Inc.; Bendat
is exchanging assets of stations for common stock in
his company. Purchase includes WUTQ(AM)-
WOUR(FM) Utica, NY (see below). Buyer is headed
by Paul N. Bendat (50%) and Laura Ann Machlin
(50%). brother and sister. and has no other broadcast
interests. Filed Dec. 20, 1990.

1 WUTQ(AM)-WOUR(FM) Utica, NY (AM:
BAL901220HT: 1550 khz: ] kw-D: FM:
BALH901220HU: 96.9 mhz: 16 kw: ant. 790 ft.)—
Seeks assignment of license from Paul N. Bendai to
Bendat Communications & Broadcasting Inc.: Bendat
is exchanging assets of stations for common stock in
his company. Purchase includes WABY(AM)-
WKLI(FM) Albany, NY (see above). Filed Dec. 20.
1990.

8 WRQR(FM) Farnwille, NC (BTCH%01221GE;
94.3 mhz: 1.95 kw; ant. 407 ft.)—Seeks assignment of
license from WRQR Inc. to William Matchak for $10.
Seller is headed by Sam E. Floyd. Greg W. Floyd,
Ronald E. Stone. Don Kimbell, E. Roy Ruston and J.
Guy Ratcliff. Sam Floyd has interests in Beasley
Broadcasting Co., ultimate licensee of WFAI(AM)
Fayetteville and WKML(FM) Lumberton, both North
Carolina, WYNG-FM Evansville, IN: New South
Broadcasting, licensee of WASC(AM) Spartanburg,
SC: United Cc ications Inc., li of WAAJ-
(AM) Hunsville. AL; and WSIC Inc.. licensee of
WSJC(AM) Magee. MS. Buyer is also headed by
Matchak (25%), Kyong Ja Matchak (28%), John Park
(6%). Kyong Do Park (6%) and Kenneth Park (6%),
and have no other broadcast interests. Filed Dec. 21,
1990.

8 WTHR(FM) Thomasville, NC {(BTCH1224GI;
98.3 mhz: 1.68 kw; ant. 429 fi.)—Secks transfer of
control from Hi-Toms Broadcasting Inc. to Eugene H.
Bohi for $200,000. Seller is headed by William C.
Boyce Jr., Charles A. Poole, P. A. Thomas Sr. and
John W. Thomas llIl. Boyce has 33.4% interest in
Stanley County Communications Inc., licensee of
WWWX(AM) and WABZ-FM Albemarle, NC. Thom-
as Sr., Thomas 1II and Poole have interest in Club
Towers Broadcasting Inc., licensee of WOKX(AM)
High Point, NC. Buyer has no other broadcast inter-
ests. Filed Dec. 24, 1990,
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8 KBTO{FM) Bottinesu, ND (BALH901231GJ;
101.9 mhz; 51.5 kw; ant. 492 fi.}—Seeks assignment
of license from D&H Broadcasting Inc. to Standef
Broadcasting Corp. for $330,000. Seller is headed by
Alan Henning and has no other broadeast interests.
Buyer is headed by Edward F. Stanley (75%). Donna
M. Stanley (15%) and Jeffrey P. Stanley (10%), and
has application for new FM at Jefforsonville. NY.
Filed Dec. 31, 1990.

8 KBIX-FM Wagoner, OK (BAPH901220HX; 102.1
mhz: 3 kw; ant. 328 ft.}—Seeks assignment of license
from Bix Broadcasting Co. to RIR Broadcasting Inc.
for $75.000. Seller is headed by David E. Webb and
Lioyd Watson, and has no other broadcast interests.
Buyer is headed by Ronald L. Jones, and has no other
broadcast interests. Filed Dec. 20, 1990.

8 WCRO(AM) Johnstown, PA (BAL90I12I9EA;
1230 khz; 1 kw-U)—Seeks assignment of license from
Tschudy Communications Corp. (o Eagle Broadcasting
Group inc. for $80,000. Seller is headed by Earl Judy
Jr., Robert S. Janney and Joyce Jenkins. Judy is 51%
stockholder of Shenandoah County Broadeasting
Corp., licensee of WSYG(AM) and WSIG(FM) Mount
Jackson, VA. Buyer is headed by J. Richard Lee
(70%), Dorothy K. Lee and Jane Allison Lee (30%),
and has no other broadcast interests. Filed Dec. 19,
1990.

8 WIEC-TV Ponce, PR (BALCT901231KF; ch. 48;
100 kw-V; ant. 858 ft.)—Seeks assignment of license
from Canal 48 Inc. to Angel O. Roman-Lopez for
$50.000. Seller is headed by Joseph Murphy and Jema
Vazquez. Murphy is father of Linda F. Estevez, whose
husband, Anthony J. Estevez, has interests in WRWR-
TV San Juan and WTRA-TV Majagquez, both Puerto
Rico. Buyer has no other broadcast interests. Filed
Dec. 31, 1990.

8 KNAF(AM) Fredericksburg, TX (BTC901206EA;
913 khz; 1 kw-D, 174 w-N)—Seeks transfer of control
from Fritz Broadcasting Co. to Jayson and Janice Fritz
for $320,000 in stock purchase agreement. Sellers are
Norbert, Alene and Sharon Fritz. Buyer is headed by
Jayson and Janice Fritz. Fritz's also have interests in
Gillespie Broadcasting Co., headed by Norbert Fritz
(60%), Alene Fritz (20%), Jayson Fritz, Sharon Fritz
(20%) and Janice Fritz, and is licensee of KFAN(FM)
Fredericksburg, TX. Filed Dec. 6, 1990.

8 KPOS(AM) Post, TX (BALS01218EE; 1370 khz; |
kw-D)—Seeks assignment of license from American
Indian Broadcasting Group Inc. to James G. Boles for
$250,000. Seller is headed by Jack W. Bursack and
Lynwood H. Eaton, and is permittee of KKLK(FM)
San Angelo, and licensee of KFXJ(FM) Abilene, both
Texas. Bursack is 98.6% sharcholder of Smyma
Broadcasting Corp., licensee of WKXB(AM) Smyma.
TN. Eaton is 100% shareholder of Wilson County
Broadcasting Inc.. licensee of WCOR(AM) Lebanon.
TN. Buyer is headed by James G. Boles (100%),
o%r of KSEL-AM-FM Portales, NM. Filed Dec. 18,
1990.

8 WFAD{AM) Middlebury, VT (BAL90I221EA;
1490 khz; 1 kw-U)—Secks assignment of license from
Straus Communications in the Champlain Valley Inc.
to Pro-Radio Inc. for $75.000. Seller is headed by R.
Peter Straus, Jeanne H. Straus, father and daughter,
and Errol C. Hanson. R. Peter Straus is president and
sole shareholder of Straus Communications in New
York Inc.. licensee of WELV(IAM)-WWWK(FM) El-
lenville, NY. Straus, Jeanne Straus and Hanson have
imerests in WFTR-AM-FM Front Royal, VA, Buyer is
headed by Mark T. Brady (50%) and Mary T. Brady
(50%), and is licensee of WMNM(FM) Port Henry.
NY. Filed Dec. 21. 1990.

8 KTRW(AM)-KZZU(FM) Spokanc, WA (AM:
BALSQI227EE; 970 khz; 5 kw-D. | kw-N, DA-N;
FM: BALH901227EF; 92.9 mhz; 81 kw; ant. 2,080
ft.)—Seeks assignment of license from Highsmith
Broadcasting Corp. to Harbor Broadcasting Corp. for
$5.25 million. Purchase includes KIAK(AM)-
KQRZ(FM) Fairbanks and KYAK(AM)-KGOT(FM)
Agn,%nomge. both Alaska (see above). Filed Dec. 27,
1990,

8 WGEZ(AM) Beloit, W1 (BAL901220EA; 1490
khz; 1 kw-U)—Seeks assignment of license from See-
hafer Broadcasting Corp. 1o Great Radio Broadcasting

Group for $300,000. Seller is headed by Donald See-
hafer, and owns WOMT(AM}-WQTC-FM Manitowec,
WXCO(AM)-WYCO{FM) Wausau. both Wisconsin,
and KWEB(AM)-KRCH(FM) Rochester, MN. Buyer
is headed by Stephen P. Walrath (50%). Elroy A.
Voigt (25%), Lana S. Voigt (25%), and has no other
broadcast interests. Filed Dec. 20, 1990.

Actions

8 KINO(AM)-KYKU(FM) Juneau, AK (AM:
BTC900B06EC; 630 khz; 5 kw-D, | kw-N; FM:
BTCH900806ED; 105.] mhz; 3.84 kw: ant. -1,057
ft.)—Granted app. of transfer of control from Alaska
Broadcast Communications Inc. to Media Ltd. for un-
disclosed amount (purchase includes KTKN(AM)-
KGTW(FM) Keichikan and KIFW(AM) Sitka. both
Alaska). Seller is headed by Craig McCaw and Roy
Paschal. McCaw has interest in Comco Broadcasting
Group, licensee of KYMG(FM) Anchorage. AK. Buy-
er is headed by E. Roy Paschal and is 25% shareholder
in Alaska Broadcast Communications. Action Jan. 3.

8 KTKN(AM)-KGTW(FM) Ketchikan, AK (AM:
BTC900B0GEE; 930 khz; 5 kw-D, 1 kw-N; FM:
BTCH900806EF; 106.7 mhz; 4 kw; ant. -308 fu.)—
Granted app. of transfer of control from Alaska Broad-
cast Communications Inc. 1o Media Ltd. for no finan-
cial consideration (includes KJNO[AM]-KYKU[FM)
Juneau and KIFW[AM)] Sitka. both Alaska). Seller is
headed by Craig McCaw and Roy Paschal. McCaw has
interest in Comco Broadcasting Group. licensee of
KYMG(FM) Anchorage. AK. Buyer is headed by
Dennis Egan and is 25% shareholder in Alaska Broad-
cast Communications. Action Jan. 3.

8 KIFW-AM Sitka, AK (BTC900B06EG: 1230 khz; |
kw-U)—Granted app. of transfer of control from Alas-
ka Broadcast Communications Inc. to Media Lid. for
no financial considerations. [t includes KTKN(AM)-
KGTW(FM) Ketchikan and KINO(AM)-KYKU(FM)
Juneau, both Alaska. Seller is headed by Craig McCaw
and Roy Paschal. McCaw has interest in Comco
Broadcasting Group, licensee of KYMG(FM) Anchor-
age. AK. Buyer is headed by Dennis Egan and is 25%
shareholder in Alaska Broadcast Communications. Ac-
tion Jan. 3.

8 KIUL(AM) Garden City and KWKR(FM) Leoti,
both Kansas (AM: BAL901115EF: 1240 khz; | kw-U:
FM: BAL901 | 15EF; 99.9 mhz; 60 kw; ant. 395 ft.)—
Granted app. of assignment of license from KIUL Inc.
to Ronald C. Isham for $450,000. Seller is headed by
Isham, Elton E. Jewell and John G. Harris. Harris has
interests in Harris Enterprises. licensee of KGRI-AM-
FM Grand [sland, NE. Buyer, Isham, is president of
KIUL Inc., the assignor. Action Jan. 2.

8 WYMC(AM) Mayfield, KY (BAL90L||5EE; 1430
khz: | kw-U)—Granted app: of assignment of license
from Purchase Sound Inc. to JDM Communications
In¢. for $277,649. Seller is headed by Ron and Judy
Gentry, and is licensee of WYMC-FM Wickliffe. KY.
Buyer is headed by James Robert Moore and Deborah
B. Moore, husband and wife, and has no other broad-
cast interests. Action Dec. 31, 1990.

8 KSLA-TV Shreveport, LA (BALCT900910KH;
ch. 12; 316 kw-V: 40.7 kw-A; ant. 1,070 fi.)—Dis-
missed app. of assignment of license from VSC Com-
munications Inc. to KSLA-TV Lid. for $2.3 million.
Seller is headed by Henry S. Schieiff and is subsidiary
of Viacom Inc., headed by Frank Biondi. Viacom has
interests in WVIT(TV) New Britain, CT; WMZQ-FM
Washington; WLIT-FM Chicago; WLTI(FM) Detroit;
KMOV(TV) St Louis; WNYT(TV) Albany,
WLTW(FM) New York and WHEC-TV Rochester. all
New York; KIKK(AM)} Pasadena and KIKK-FM
Houston, both Texas; WMZQ(AM) Arlington, VA and
KBSG(FM) Tacoma, WA. Buyer is headed by Bimey
and Nancy Imes Jr., husband and wife. Bimney Imes
111, Nancy Musso, Eugene B. Imes, Stephen B. Imes,
George S. Imes and Frank B. Imes, and has interest in
Columbus Television Inc., licensee of WCBI-TV Co-
lumbus, MS. Bimey and Nancy Imes Jr. own 90% of
WMUR-TYV Inc., licensee of WMUR-TV Manchester.
NH. Imes Jr. is principal stockholder of WBOY-TV
Inc., licensee WBOY-TV Clarksburg, WV, and has
interest in KDBC-TV Acquisition Ltd., licensee of
KDBC-TV Shreveport. LA, Action Dec. 31, 1990.

8 KOKH-TV Oklahoma City, 0K
(BTCCT90!1 106KH: ch. 25; 1410 kw-V; 141 kw-A;
ant. 1,540 fi.)—Granted app. of transfer of control
from Busse Broadcasting Corp. to KOKH Acquisition
Corp. for $7 million. Seller is owned by Lawrence A.
Busse, James C. Ryan and Oscar David, and has
interests in WEMU-TV Eau Claire, WI; WWMT(TV)
Kalamazoo. MI; KOLN(TV) Lincoln and KGIN(TV)
Grand Island, both Nebraska. Buyer is owned by
George N. Gillett Jr., David Ramon and Stephen D.
Spears. Gillett owns 100% of stock of GNG Corp. and
Gillent Holdings Inc. GNG Corp. owns 100% of out-
standing class A stock of SCI Television Inc. SCI
Television Inc. is 100% owner of Gillew Communica-
tions of Atlanta Inc.. licensee of WAGA-TV Atlanta;
Gillet Communications of Boston Inc.. licensee of
WSBK-TV Boston; Gillew Communications of San
Diego Inc., licensee of KNSD(TV) San Diego and TV
translator K62AK La Jolla, both CA; Gillett Communi-
catjons of Ohio Inc.. licensee of WIW-TV Cleveland:
Gillett Communications of Detroit Inc., licensee of
WIBK-TV Detroit, and Gillett Communications of
Milwaukee Inc., licensee of WITL-TV Milwaukee, W1.
Action Dec. 28, 1990.

8 KIXR(AM) Conroe, TX (BAL90! | 14EE; 880 khz;
10 kw-D. | kw-N)—Granted app. of assignment of
license from Family Group Enterprises Inc. to U.S.
Radio Ltd. for $750.000. Seller is headed by Rigby
Owen and Rigby Owen Jr., and has no other broadcast
interests. Buyer is headed by Ragan Henry, Michael O.
Driscoll, Sheila Weiss, Patricia M. Hussey, Robert J.
Hughes. Robert A. Woodward, Donald L. Kidwell,
Peter Ferrara and John Broomfield, and is licensee of
WBSK(AM) Portsmouth, WQOK(FM) South Boston
and WOWI(FM) Norfolk, all Virginia; KJOJ(FM)
Conroe, KGLF-FM Freeport and KHEY-AM-FM El
Paso, all Texas; WAKR(AM)-WONE-FM Akron, OH;
WCOS-AM-FM Columbia, SC, and WRAW(AM)-
WRFY-FM Reading. PA; and is proposed assignee of
WRXNAM)-WCRJ-FM  Jacksonville, FL, and
WAY V(FM) Atlantic City. Action Dec. 31, 1990.

® KLIF(AM) Dallas (BAL901031EE; 1190 khz; 50
kw-D, 5 kw-N)—Granted app. of assignment of li-
cense from KLIF Co. to Greystone Broadcasting Inc.
for $2 million. Seller is headed by Louis Appell Ir. and
Arthur W. Carlson. KLIF Co. is a subsidiary of Sus-
quehanna Radio Corp., licensee of 10 FM's and six
AM’s. Buyer is headed by William R. Johnson, Susan
Porter Johnson, Michael K. Russell and Carol Russell.
Greystone Broadcasting Inc., formerly Johnson Broad-
casting Inc., has interests in KCBR-AM Lid., licensee
of KNHN(AM) Kansas City, KS. Action Jan. 4.

NEW STATIONS

Actions

8 Hutchinson, KS (BPED8%0620MB)—Granted app.
of Kansas-Nebraska Christian Broadcasting Inc. for
91.7 mhz; 100 kw; ant. 784 ft. Address: 1018 N.
Jackson #2, Hutchinson, KS 67501. Principal is head-
ed by Thomas J. Russell. Kenneth R. Kohler, Larry R.
Miller, Tefry Drouhard, Patricia Alice Foss and Ron
G. Sorenson. Action Dec. 28, 1990.

® Ashury Park, NJ] (BPED880606MY)—Granted
app. of Evangelical Crusades of Fisher Men Inc. for
88.1 mhz; .1 kw H&V: ant. 98 fi. Address: 1488 New
York Ave., Brooklyn, NY 11210. Principal is headed
by Rev. Philius Nicolas, Jean A. Rejouis, [smene
Aurelus and Marc Mareus, and has no other broadcast
interests. Action Dec. 28, 1990.

FACILITIES CHANGES

Applications

AM

8 Laurel, MD WILC(AM) 900 khz—Dec. 28 applica-
tion for mod. of CP (BP880204AD) to make changes
in ant system and reduce day power to 1.9 kw.

FM’s

8 Lake Arrowhead, CA KBON(FM) 103.9 mhz—
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ith all the benefits of fitness — stronger heart
and lungs, reduced stress, increased energy —
isn’t it time you started a
regular exercise program with
your children? The good fitness
habits they develop now could
give them a healthier, happier
lifetime — a gift they'll
appremate long after their toys -
and games are gone Just f1nd
those physical fitness activities
you all enjoy and exercise at
least three times each week. For
yourself and those you love, start

For more information
Write:

FITNESS
Dept. 201
Washington, D.C. 20001

The President’s Council on
Physical Fitness and Sports

Dec. 19 application for CP to change ERP: .19 kw
H&V; ant.: 1,751 ft.. change TL: 4 km ESE of Lake
Amrowhead.

® Tahoe City, CA KRZQ-FM 96.5 mhz—Dec. 24
application for CP to change ERP: 12 kw H&V; ant.:
2,181 fi.; change TL: approximately 12 km NE of
Carson City, NV; class: Cl; OTHER: change from a
non-directional ant to a directional ant.

& Clewiston, FL WAFC-FM 106.3 mhz—Dec. 24
application for CP to change ERP: 2.1 kw H&V: amt.:
551 fi.

u Ferriday, LA KFNV-FM 107.1 mhz—Dec. (9 ap-
plication for CP to change ERP: 18.5 kw H&V; ant.:
233 fi.: change class: C3.

8 Winslow, ME WIBI(FM) 95.3 mhz—Dec. 2| appli-
cation for mod. of CP (BPH880122MS) to change
ERP: 5.3 kw H&V; ant.: 348 fi.. change TL: 1.57 km
N of Intersection of Oak Grove Rd. and Tabor Hill
Rd., Vassalboro, ME.

8 Gulliver, MI WTIQ-FM 94.7 mhz—Dec. 20 appli-
cation for CP 1o change am.: 659 fi.; change TL: 5.8
km N NW, Cooks, ML

® Artesia, MS WZIX(FM) 100.1 mhz—Dec. 27 appli-
cation for CP to change ERP: 6.0 kw H&V.

® Franklin, NH WFTN-FM 94.3 mhz—Dec. 26 ap-
plication for mod. of CP (BPH900417ID} 10 change
OTHER: specify change in orientation of directional
anienna.

B Philadelphia WKDU(FM) 91.7 mhz—Dec. 19-peti-
tion for reinstatement filed.

® Humboldt, TN WSLZ(FM) 105.3 mhz—Dec. 20
application for CP to change ERP: 6 kw H&V.

® Electra, TX KWTA(FM) 95.1—Dec. 24 application
for mod. of CP (BPH880614MC) to change ant.: 420
ft.; change TL: One & One half mi NE of Haynesville,
TX on Hwy. #25; OTHER: request short spacing by .7
km.

8 Georgetown, TX KJWL(FM) 107.7 mhz—Dec. 21
application for mod. of CP (BPH870701NA) to change
ERP: 25 kw H& V. change ant.: 328 ft.: TL: 6 km W of
Granger TX on N side of County Rd. 326. E County
Rd. 320 and to change class: C3.

® San Angelo, TX KKLK(FM) 101.9 mhz—Nov. 19
application for mod. of CP (BPH870921MB) 10 change
ant.: 604 fi.

= Roosevelt, UT KBWL(FM) 98.5 mhz—Dec. 17 ap-
plication for CP 10 change ERP: 3.19 kw H&V: change
ant.: 1,689 fi. TL: 16 km N 310 degrees E of Vernal,
UT.

® Wheeling, WV WEEL-FM 97.3 mhz—July 12,
1989 application for mod. of CP (BPH871103MC) 10
change ERP: 6.75 kw H&V: class: Bl (per docket
#88-544).

® Casper, WY KCSP(FM) 106.9 mhz—Decc. 24 ap-
plication for mod. of CP (BPH890403IH) to change
ant.: 1,824 fi.

Actions

AM’s

® Hilo, HI KPUA(AM) 670 khz—Dec. 31 application
(BP891113AH) granted for CP to increase day and
night power to 50 kw DA-N-U make changes in ant
system.

® Alliance, OH WDPN(AM) 1310 khz—Jan. 3 appli-

cation (BMP901025AB) granted for mod. of CP
{BP880804AA) to modify nightime standard pattern.

ACTIONS

@ Vacaville and Middletown, both California—De-
nied petition for reconsideration by Joe L. Gross and L.
Ann Gross in proceeding which granted application of
Quick Broadcasting Inc. to modify facilities of
KUIC{FM) Vacaville. (MM Docket 88-491 by MOXO
[DA 90-1902] adopted Dec. 21, 1990. by Chief, Policy
and Rules Division, Mass Media Bureau.)

8 Minneapolis—Denied Nationwide Communications

70 For The Record

Broudeusting Jan 21 199




Inc.'s KITN(TVY) Minneapalis petition for special relief
seeking ruling that KITN, ind. ch. 29, is significantly
viewed in Nicollet. Rice. and Watonwan counties.
MN. on basis of county-wide audience. in lieu of
ordinarily required cc ity-specific ience sur-
vey data. (By MO&O [FCC 90-433] adopted Dec. 31.
1990, by commission.)

® Secaucus, NJ—Approved joint request for settle-
ment agreement; found Garden State Broadcasting Lid.
qualified to participate in monetary settlement in pro-
ceeding for construction permit to operate on frequency
currently occupied by WWOR-TV Secaucus. in return
for Garden States dismissal with prejudice of its appli-
cation; and dismissed with prejudice, application for
renewal of license of WWOR-TV. (MM Docket 88-
382 by Pantial Initial Decision {FCC 91D-1]. issued
Jan. 4 by ALJ Richard L. Sippel.)

® Maljamar, NM—Ordered KWMW(FM) Maljamar.
NM to forfeit $10,000 for failing to light station’s
tower in manner required. (By MO&O [FCC 90-427]
adopted Dec. 21. 1990, by commission.)

® Rochester, NY—Affirmed decision by Mass Media
Bureau which granted WKLX Inc.. license for station
WKLX(FM) Rochester. NY over objections of Stoner
Broadcasting System Inc., licensee of WCMF(FM)
Rochester. (By MO&O [FCC 91-3] action Jan. 2 by
commission.}

B Arlington, McKinney, Celina, Terrell, Dainger-
field, College Station, Caldwell and Howe, all Tex-
as, and Durant, OK—Granted request by Evergreen
Media Corp. of Dallas, and severed from this proceed-
ing its application to substitute ch. 235C for ch. 235C]I
at Arlington, and modify license of KHYIL, according-
ly. (MM Docker 8848 by MO&O (DA 90-1898)
adopted Dec. 26 by Chief, Policy and Rules Division.
Mass Media Burcau.)

B Dallas—Denied petition by KXTX Inc.. licensee of
KXTX-TV Dallas. ch. 39, for special relicf seeking
ruling that it is significantly viewed in Fannin. Gray-
son, Hunt. Henderson. McLennan. Navarro and Parker
Counties, TX. (By MO&O [FCC 90-432] adopted
Dec. 31 by commission.)

B Gordonsville and Orange, both Viginia—Dis-
missed petition to reallote ch. 255A from Orange to
Gordonsville and modify license of WIMA-FM, ac-
cordingly. (MM Docket 89-604 by R&O [DA 90-
1892] adopted Dec. 26, 1990, by Acting Chief, Allo-
cations Branch.)

KRBE(AM)

KYIItAM)
WANR(AM)

WFXF(AM)
WHOG(AM)
WMIZ(AM)
WNBP(AM)
WNLS(AM)
WPMX(AM)
WRIT(AM)

WRNE(AM)

KKZR KRBE Company: Houston.
TX

KLIF KLIF Company: Dallas. TX

WOKG W-A Broadcasting Inc.:
Warren, OH

WXTZ WIN Communications Inc.;
Indianapolis. IN

WIJOK Hobson City Broadcasting
Company: Hobson City. AL

WFHM Ciear Communications Inc.:
Vineland, NJ

WNCG Damon Radio Inc.:
Newburyport, MA

WYYN Arso Radio Corporation:
Tallahassee. FL

WCFB Tupelo Broadcasting
Corpoaration: Tupelo. MS

WPOG Gresham Communications of
Walterboro. Inc.: Waltcrboro. SC

WFXP One Communications [nc..

WRTH(AM

WSSR(AM)

WSWL(AM
KBEL-FM
KIOT(FM)
KIMX(FM)
KJOJ(FM)

KJZS(FM)
KKYZ(FM)

KOQL(FM)

Pensacola. FL

)  WIL WIL Music Inc.; St. Louis. MO

WSEA Great Scott Broadcasting;
Georgetown, DE

) WPFA Miracle Radio Inc.:
Pensacola, FL

KWDG Cuntis L. Cochran; 1dabel.
OK

KMIQ Enchantment Media Inc.:
Espanola. NM

KDOA Amburn Communications:
Tulia, TX

KGLF-FM US Radio Ltd.; Freeport,
X

KJOJ US Radio Lid.; Conroe. TX
KXHC Ana L. Zumuano: Sierra
Vista, AZ

KLTE Entertainment
Communications Inc.: Oklahoma
City. OK

ALLOCATIONS

B Glen Arbor and Scettsville, both Michigan—Ef-
fective Feb. 25, substituted ch. 235C3 for ch. 240A at
Scottsville. and conditionally modified license of
WKZC accordingly: substituted ch. 238C2 for ch.
240A at Glen Arbor, and conditionally modified CP of
WTHM accordingly. (MM Docker 89-385 by R&O
[DA 90-1886) adopted Dec. 26. 1990. by acting chief.
Allocations Branch.)

B Pickford, MI—Effective Feb. 25, allotted ch. 288A
to Pickford as it first FM service. Filing window: Feb.
26-March 28. (MM Docket 90-410 by R&O [DA 90-
1893) adopted Dec. 24 by acting chief. Allocations
Branch.)

® Garberville and Yuba City, both California—Ef-
fective Feb. 25, allotted ch. 279C1 10 Garberville as its
second FM service: substituted ch. 280B1 for ch. 280A
at Yuba City, and conditionally modified license of
KXCL(FM) accordingly. Filing window for Garber-
ville: Feb. 26-March 28. (MM Daocket 90-233 by R&O
[DA 90-1891] adopted Dec. 24, 1990. by acting chief.
Allocations Branch, Mass Media Bureau.)

CALL LETTERS

Grants
Existing AM’s and FM’s
KLIF(AM)  KKWM KLIF Company: Dallas, TX

KMZZ(AM) WAYL Entertainment
Communications Inc.; Richfield. MN

SUMMARY OF
BROADCASTING & CABLE

BROADCASTING
SERVICE 0N AIR CPy TOFTAL *
Commirckal AN A4, 084 42 5. 22h
i cial FM 4,372 19 £ 5
Fducatiomal FA{ 1458 9 1,73
Tostnl Radine 1,704 Ldsa 12263
Commercial YHE TV 552 L 5
Commercial UHE TV 563 154 747
Edusational VHF TV 125 i 128
Edistational LHF TV 249 L3 245
® Totul TV 1,464 Il 1,61
YHF LITY 1H5 168 EL]
LHF LETY ing 1,056 1,450
w Tedtal LFTY e 1,121 2, M)
FM irsnslators 1,803 X8 2,181
VHF trunsiators 2,74 L 1,311
UHF transdators 1,244 L] 630

CABLE
Tadtnil subseribers B3 W (M)
Haomies passed T, 5040, (HH)
Tolul sysiems ImB25
Honsehnld penetrution? ER0%
Puy cable penstration %

" Includes ofi-air licenses. 1 Penetration percentages are of TV household universe of
92 1 million. * Construction parmit. 2 instructional TV hixed service. 3 Studio-transmit-
ter link Source: Nielsen and Broadcasting'’s own research.
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KPCY(FM)  KUKC Carmen D. Dwight; Pearl WDXR-FM  WXZB Metro Media of Kentucky Company; Moss Point, MS
City. HI Inc.; Golconda, 1L WWZZ(FM) WCKS WCKS Broadcasters Ltd.;
KQLH(FM) KwDJ Riversid'e Coynty WFXF-FM  WFXF WIN Communications Inc.; Karns, TN
Broadcasters; Riverside, CA Indianapolis, IN WYXR(FM) WSNI KISS Lid.; Philadelphia, PA
KRDS-FM KTIM-FM Interstate Broadcasting WGMX(FM) WMUM The Great Marathon Radio WZCR(FM) WQEZ Justice Broadcasting L.P.;
Systems of Arizona Inc.; Company; Marathon, FL. Fort Myers Beach, FL o
Wickenburg, AZ WKIR(FM)  WXZD Golden Triangle Radio; R
KSRD(FM)  KUHA Puffin Public Broadcasting; Columbus, MS xisting 1V's
Seward, AK WMHE(FM) WUIA Dickey Broadcasting WFTE(TV) WX?.A Kentuckiana Broadcasting
KTCY(FM)  KMKT-FM Sunbelt Wireless Company Inc.; Delta, OH LSBT iz )
Company; Denison, TX WMIT(FM)  WLFS BC Communications Inc.; UAELULTAD) el AN AR
KUEL(FM) KFDC Dodge Communications Pinconning, MI ouges
Company;‘ F°" Dodge. 1A _ WMTC-FM  WUMD Kentucky Mountain Heliness Withdrawals
KYTC(FM) llflﬁlr;h“\,vlgdclﬂes Broadcasting Ltd.; Association; Vancleve, KY KIOX-FM KXGC-FM North Star
KYTEC 0 WSQC-FM  WZXU WSKG Publit(f: Communications Inc.; El Campo, TX
FM)  KYQT Central Coast Broadcasting Telecommunications Council; AZP( L " .
Company Inc.; l\fewpon. OR Cneonta, NY w AM) \o‘x:)rrliﬁ,\(‘;}? LTSS
KZNM(FM) KDYC Don Davis. Grants, Nl\.fl WUMX(FM) (\X':TmHZ Dc;ll::g1'n_]:.l:||-?a|::;c.‘:lsset;n%_:L WTKZ(AM) WINX Montgomery County
WDOT-FM  WSBH Nichols FM Broadcasting pany Inc.; flalla 0 Broadcasting Company Inc.;
Corportion; Warren, VT WUNI(FM)  WKKY Jackson County Broadcasting Rockville, MD

SERVICES

BROADCAST DATABASE

daiaworld

Coverage/Terrain Shadowing
Allocation Studies + Directones
PO. Box 30730 301-652-8822

BROADCAST DATA SERVICES
Computenzed Broadcast Service
Including
Data Base- Allocation Studies
Terrain Profiles
A Div. of Moffet. f.aron & Johmon. [nc.

#Talatach Inc.

BROADCAST CONSULTANTS AND ENGINEERS
o FOC A ana Fag g
X ana Coords

® Tower Erecion anc Mantenance

® Faciily Desgn and Consiruchnn

dataworld

LPTV/TV Translator
Detailed Interference Studies
Regional Directories
Maps — Terrain — Popcount

q Cortacs
Bethesda. MO 20814 800-368-5754 FARGOL soeear2 RS Ospnon Wsn 301-652-8822 800-368-5754
|
] = 0] ) :
D5 Siainl . Sheolbred Engineers, Inc. | | gG communications, Inc.
c. onl.;i: ll:n‘;‘ 'I'Ieliv‘lil‘o:'l gv:l:m Dolsiug: *a.“ eSG, nc. TVIFM RF Systems Specialists
+ Transmitter and Studio Towers and Antenna Structurcs RF System Measurements
* Microwave and Sateliite New Towers, Anienna Structures Robert A. Shoolbred, PE. Tower Erecuon & Mainienance
gineering and | i i i ity Yl 1—800—824-7865 Tucson, AZ
827 Boulevard North h-ru, PA 19454 1049 Morrison Drrve 1—800—874-5449 Tampa, FL
201:245.4833  Kenitworth, NJ 07033 215 689-4671 FAX 699-9597 Charlston, S.C. 19403 » 803) 5774681

KLINE TOWERS
Towers, Antenna Structures
Engineering & Installation
P.O. Box 1013

Columbia, S.C. 29202
Tel: 803 251-8000 - FAX 251-8080

e

@LBL.....

RF DESIGN & I*5T4LLATION SPECIALISTS
LARCAN SOLID STATE TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEBLANC & ROYLE TOWER SYSTEMS

14440 CHERRY LANE CT LAUREL MD 20707

A\ riron ine.

ENGINEERS & MANUFACTURERS OF
SOLID STEEL TOWER STRUCTURES
PHONE 219-938-4221
FAX 219-936-6796
PO. Box 128, 1200 N Oak Rd.

New towers, mmlhhlﬁmnﬂh
‘.h-.n.rhr development.

Tower Structures, Inc.

1860 Nirvana Avenus
CA 82011

Chwla
S19/421-1181
Fax: 6194210633  Lic. No. 254513

TEL: 301-498-2200 FAX: 301-488-7852 Plymouth, IN 46563
|
7] _INSTALLATION SERVICES . # % &  TOWER NETWORK SERVICES f;ﬂwm =
/ TOWER & ANTENNA SPECIALISTS m ower c DISCOUNT RATES L ENOINEERING COMPANY
P BHETALLATYO, PR, MABTERACE, o WHPECTON oy FLASH TECH / EG-G B TR
’ eainnd Tichwicions + Fou inptaliation . NATIONWIDE SERVICE CONVENTIONAL AND MASTER FM
ol Bt g+ Erasans 4 Forcaten Sesoo SERVING BROADCASTERS 30'5 '989-8703 VMR SYeTRRS
amger  CENTRAL TOWER INC. FOR OVER FORTY YEARS e ( ) y W.E. (an.u CORDELL, P.E.
of P.O. Box 630 (405) 946'5551 sTRoBE LlGHT REPA'R 2132438:3032 FARD (71379450088

HEHBBII AFCCE

S & M Associates, Inc.

* Transmitter installations &
supervision

* Installations of any manufacturer

* 10 years experience

205-849-7873
FAX 205-841-0069

MAGRILL & ASSOCIATES
Radio Technical Consultants
20d Sea fCC
a;m s’.’.T...“':.S‘.’;'_ e £ Ebnres e
Sigaol Imrmm-h Oudlrn?:'u:n LRF Rdmld!
Fost, Experienced & Economical
ay) 3714208

Kyle MogrillP.0. Box 456, Orange Lake, FIL 32681

DON'T BE A STRANGER

k-] 5 117.323 D
your Protessional or Sennce Clrd here (t will be
586N Dy sialion and cable TV Sysiem owners
and decision makers

* 1989 Readershep Sutvey showng 3 7 readers
per cogy

PROFESSIONAL/SERVICE
DIRECTORY RATES
52 weeks - $40 per insertion
28 weeks - $50 per Insertion

There is a one time tg_peuﬂing charge
of §20. Call (202) 65

|
!
|
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PROFESSIONAL CARDS

du Treil, Lundin & Rackley, Inc.
A ‘Subsary of AD. Ring FC.

1019 19th Sireet, N.W., Sufie 300
‘Washington, D.C. 20036
Telephone: 202-223-6700

Member AFCCE

SAIC s

& Suredery of &
TONSULTING  ENGINEERS

1901 YARNWOOD COURT
SPRINGFIELD VA 22153
(7031589 - 7704
MEMBER AFCCE

LOMNES & CULVER
Coneulting Radio-TV Engineers
158 15th. St. , W, , Sulte 808

Washington , D.C. 20005

gg {202) 208-2722
Meubes AFCCE

Sines Waa

SILLIMAN AND SILLIMAN
8121 Georgia Ave. #700
Silver Spring, MD 20910

COHEN, DIPPELL
and EVERIST, P.C.

CONSULTING ENGINEEAS
1300 °L" STREET, N.W. SWITE 1100
Washington, D.C. 20005
(202) 898-0111

Msmber AFCCE

Moffet, Larson & Johnson, Inc.
Consulting Telecommunications Engineers
Two Skyline Place, Suite 800

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS

x 2
San Francisco, California 94128

Jules Cohen & Associates, P.C.
Consulting Electronics Engineers
Suite 600

CONSULTING ENGINEERS
AM-FM-TV Engineenng Consullants
Complete Tower and RiIgging Services
“Serving the Broadeast tndiexiry
Jor vier 3 VYeurs™
Box 807 Bath, Ohio 44210
(216) 659-4440

CONSULTING ENGINEERS
Applications and Field Engineenng
putenzed Frequency Surveys
3137 W. Kentucky Ave.—-80219
(303) 937-1900
DENVER, COLORADO
Member AFCCE & NAB

E. Haroid Munn, Jr.,

& Associates, Inc.
Broadcast Engineering Consuliants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339%

ROBERT M SILLIMAN. P.E. 5203 Leesburg Pike 1725 DeSales, N.W.
(3011 589.82808 Falls Church, VA 22041 Washington, D.C. 20036
THOMAS B. StLLIMAN. P.E. 703 824-5660 HE (415) 342-5200 Telephone: (202) 653-3707
(8321 953-9_7_54 FAX:703—824-5672 (202) 396-5200 Telecopy: (202) 659-0360
Member AFCCE Member AFCCE Member AFCCE Member AFCCE
CARL E. SMITH VIR JAMES

Mullaney Engineering, Inc.
r—C ) .

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921.0115
Meémber AFCCE

HATFIELD & DAWSON
CONSULTING ENGINEERS
4226 SIXTH AvE. N.W.
SEATTLE. WASHINGTON 98107
(206) 783-9151; Facsimile: (206) 789-9834
MEMBER AFCCE

F.W. HANNEL & ASSOCIATES
Registered Professional Engineers
911 Edward Street
Henry, illinois 61537

(309) 364-3903
Fax (309) 364-3775

STRUCTURAL SYSTEMS
TECHNOLOGY. iINC.
1. Cabot Goudy. PE.
PRESIDENT
TOWERS. ANTENNAS. STRUCTURES
New Tall Towens. Exnsiing Towen
Siudies. Anatysis. Design Modifications.
Inspections. Esectron. Eic

6867 Elm S1 . McLean. YA 22101 {7ls) J56.9765

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS

P.0. BOX 180312
DALLAS, TEXAS 75218
TELECOMMUNICATIONS {FCC, FAA)
CHARLES PAUL CROSSNO, P.E,
214) 3216140 MEMBER AFCCE

JOHN F.X. BROWNE
& ASSOCIATES, PC.
525 Woodward Ave.
Bloomfield Hills. MI 48013
(313) 642-6226
Washington Office
(202) 293-2020
Member AFCCE

D.C. WILLIAMS, P.E.

Consulting Radio Engineer
Member AFCCE
Post Office Box 1888
Carson City, Nevada 89702

(702) 885-2400

LAWRENCE L. MORTON

/ ‘m ASSOCIATES
COMMUNICATIONS TECHNOLOGIES INC. et it L’é‘.’ﬁi:féﬁ#ﬁf.u o343
- LAWRENCE L. MORTON, PE.
APPI.ICATIDNS * FIELO ENGINEERING
3“&""{‘"‘%_‘“?“ A ;;'?:h Do":j ::'1: MEMBER AFCCE
o0 WS-4077 FAX: |609) 983-§134 (805) 733-4275 / FAX (805) 733-4793

Consuiting Engineers

PO. Box 356
McKinney, Texas 75069
{214) 542-2056
Member AFCCE

PAUL DEAN FORD. PE.
BROADCAST ENGINEERING CONSULTANT
3775 West Dugger Ave.,
West Terre Haute, Indiana 47885
812.535-3831
Mcmber AFCCE

EVANS ASSOCIATES

Oonlulﬂra‘communlulions Engineers
-TV-CATW-ITFS Cellular
Broadcast Engineering Software
216 N. Green Bay Rd.
THIENSVILLE WISCONSIN 53092
2424000
wmw AFCCE

RlCHARD L. BIBY, PE.
MUNICATIONS ENGMEEM
SERVICES, PC
CONSULTING ENGINEEHS
6105-G Arlington Bivd.
Falls Church, VA 22044
(703) 534-7880 (703) 534-7884 Fax
Member AFCCE

BROADCAST CONSULTANTS
Applications e Inspections
Call Toll-Free

(800) 969-3900
1515 N Court House R4, Arlington, VA 22201

George Jacobs
& Associates, Inc.
Consulting Broadcast Engineers
Domestic & Intemational
Member AFCCE

Suite 410

{301) 587.8800 Silver Spring, MO

20910

8701 Georgia Ave.

W. Lee Simmons & Assoc., Inc.
Broadcast Telecommunications
Consultants
1036 Williom Hitton Pkwy., Suite 200F
Hilton Heod ls,, S.C. 29928
800-277.5417 803-785-4445
FAX, 803-847-3371

AFCCE
Association of
Federal Communications
Consulting Engineers
P.O. Box 19333
20th Street Station
Washington. DC 20036

{703) S34-THED

PROFESSIONAL/SERVICE DIRECTORY RATES

52 weeks - 540 per insertion

26 weeks - 550 per insertion
There is a one time typesetting charge of $20. Call (202) 659-2340




CLASSIFIED

See last page of Classified Section for rates, closing dates, box numbers and other details.

Sand sun surf Virgin Islands GM/GSM 3 FMS.
"No beach bums please.” Solid provable sales
background take charge person. Minorities and
women encouraged. Send detailed resume, basic
salary needs, over-ride desires and bonus goals
by FAX lo Chairman 809—775-6063. Note: No
free trips Just 1¢ enjoy the Caribbean. EOE.

General sales manager wanted for WILS/WKKP
Lansing. We need energetic hard working leader
who is streetwise. Resumes to Box 25008 Lansing
MI 48909. ECE.

North Carolina medium market AM-FM combo,
and Alabama AM-FM combo, seeks bright. articu-
late candidate for positions of general manager.
Candidates should have minimum of five years
experience as GM and should possess excellent
skills in planning, leading, organizing and control-
ling the activities of station. Should be heavily
sales oriented and understand budgeting. cost
control, and bottom line results. Send resume with
past history, references and salary requirements
in confidence to Box A-9. EOE/MF

Successful deep South small market AM-FM
combo needs sales oriented, take-charge general
manager. AM Oldies/CHR Class C is profitable
but needs further development. Solid group owner
with TV affiliate in the market. If you can sell, build
and lead a good staff and handle everything, this
is your opportunity, Send resume, references and
salary history 10 Box A-31. EOE.

GSM: for high rated CHR class C in Top 100 10m
mkt. See Elinor Stephens @ MSC Nashville, Opry-
land Hotel. EOE.

General manager: Small market. South Georgia.
Strong sales. Male or female. EEQ employer.
Have replies answer to Box A-32. EOE.

This s the opportunity of a lifetime. A highly
respected radio group in a Top 20 in the North-
east is looking for you, if you are an experenced,
major market GSM who is ready lor the challenge
of producing results and making your mark in the
induslry. Candidates must be solid pros with a
proven track record who are prepared to take a
station that sounds great to a station that bilis
great. EOE. Our employees are aware of this ad.
Send confidential resume with references to Box
A-33.

HELP WANTED SALES

We need a marketing consultant for our CHR top-
rated 50.000 Watt Milwaukee FM. Must have prov-
en track record with new business development,
both agency and direct. Must possess strong ne-
gotiation skills and abilily to overcome objections
through promotions and value added selling.
Send resume to: HOT t02/WLUM-FM, 2500 N.
Mayfair Rd. #390, Milwaukee, WI 53226. Atten-
tion: Bill McNulty, GSM. Equal opportunity em-
ployer.

Competitive Upper Midwest AM/FM seeks ag-
gressive energelic leader who will accept nothing
less than success. Manage 6-person local staff
plus creative direclor. Must work with agericies,
Arbitron, Tapscan, Equal opportunity employer.
Reply to Box A-34.

Radio sales - Heavy hitter: Top-ranked AOR in
Top 75 Midwest market needs heavy-hitter 10 find
$50.000+ we are missing. Solid company and
strong benefits. Great opportunity. Experienced
radio reps only. Send resume to Box A-35. Equal
opportunity employer.

NELP WANTED ANNOUNCERS

Disc jockeys needed: We have jobs in all mar-
kets. Earn what you're worth. All formats. Call
Radio Placement Services Now. 516—367-6273.
EOE.

KXPR/KXJZ, Sacramento: We're not hiring right
now but we will be in May. KXPR/KXJZ is an
FM/FM combo featuring classical music, jazz
music and in-depth news and public affairs. If
you're lalented, dedicated to the finest in non-
commercial fine arts, jazz and news broadcast-
ing and interested in exptoring all the possibili-
ties, send a non-returnable casselle that
displays your finest radio talents. letter of inter-
ast and current resume to: KXPR/KXJZ, 3416
American River Drive, Suite B, Sacramento, CA
55864. We'll send you a job applicalion and list
of job descriptions when available. No phone
calls will be accepted. Equal opportunity em-
ployer.

50,000 watt FM Christian station and 5,000 watt
AM country station seeking versatile broadcaster
to head copy and production department and do
two person morning show on country station. Ex-
cellent pay and benefits. Work in smoke free envi-
ronment. Females and minorities encouraged 10
apply. Call Rick Carson at 219—875-5166 morn-
ings between 10 am & 12 noon. Equal opportunity
employer.

GSM: Class C in great ND small market. Regional
coverage. New owners take over in February.
Unique take charge opportunity. 701—228-2483.
EOE.

Account executive: Long Island’s monsier AC
powerhouse and ratings leader, WALK FM/AM,
has exceptional opportunity for an established ra-
dio sales professional. Join sirong. progressive
group at flagship station in nation's 13th MSA.
RAesumes to Tracy Soto, General Sales Manager,
WALK FM/AM, PO Box 230, Palchogue, NY
11772. EOE M/F.

Chiet engineer for Midconlinent Media's AM/FM
combo in Madison, Wisconsin. Requires experi-
ence in AM DAs. Candidales must have strong
people skills as well as a great technical back-
ground. Position offers base salary, incredible
benefits and profit sharing. Send resume, six
references and salary history 1o: David
Graupner. GM, WTSO/Z-104, 5721 Tokay Bivd.,
Madison, WI 53719. Midcontinent Media is an
equal opportunity employer and encourages
women and minonties to apply for this and all
positions.

News/PA position open at Northern California
radio station. Must be able to collect, write and
deliver news in a professicnal manner. AlSC have
experience interviewing and produting PA show.
Send resume lo Neil Matthews, KCEZ, PO Box
7568, Chico, CA 95927. No phone calls please.
EOE.

Community relations director KFLT-AM Tuc-
son, Arizona. Chrislian formatted station seeks
individual with on-air and public relations experi-
ence. MINIMUM two years on-air and PR experi-
ence required. Send fetter, resume, references
and audition tape to Ed Phillips, KFLT Radio, Box
36868, Tucson, AZ 85740. No phone calls please.
Women and minorities encouraged to apply. EQE.

Reporter/producers: Immediate openings in An-
chorage. AK and Washington, DC for daily as-
signment radic reporting. Women and minorities
encouraged. Send tape, resume, references to
Steve Heimel, APRN, 4640 Old Seward Hwy., Ste.
202, Anchorage, AK 99503. 907—563-7733.

Producer: Challenging position preparing daily
stalewide morming and evening radio news pro-
grams. Must be experienced, skilled. Women and
minorities encouraged. Send tape, resume, refer-
ences t0 Steve Heimel, APRN, 4640 Old Seward
Hwy., Ste. 202, Anchorage, AK 99503. 907—563-
7733.

SITUATIONS WANTED MANAGEMENT

Top ratings = top dollars! 15+ years manage-
ment/sales/programing. Cost efficient bottom line
oriented. | deliver! Available now - Bill James
804—232-5197.

22 year programing, management and on-air
professional with heavy promotion, programing
and sales experience seeks first GM challenge.
Bottom line criented, creative, molivated, orga-
nized, community involved with people manage-
ment degree. Will relocate to most markets for
right opportunily. Mr. Franz 412—487-6984.

Winning programer seeks group VP/Programing
with solid company. Over 20 years experience at
delivering group ralings like 11.6 to 18.4, 79 to
14.3 and start-up at 10.3. These ratings increased
prior group revenue by $1 miltion +. If your group
can use my expertise call W.R. 412—487-6984.

Urban general manager: Major and small mar-
kets. Exceeded goals through unique rarketing,
research and strong motivational sales training.
Bill Chatman 513—721-0058. 1111 Eim St.. Suile
826, Cincinnati, OH 45210.

Forget the fluff! I'm damned good! Station sold
and I'm seeking new GM position. Prefer Midwesl.
Qver 25 years experience wilh just 4 owners. Call
813—772-3994.

Resuits! | don't settle for less and neither should
you. Your next GM/GSM is a motivator, trainer,
team buiider and goal orienled tactician. Proven
success record. | have never failed. Rod 719—
520-1671.
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Veteran radio pro, currently in cable, seeking
metro/medium GM slot. Strong resume. SM, GSM,
NSM experience. 55K minimum. 305—770-5149.

General manager with outstanding 20-year
track record. Heavy experience in management.
solid in sales, programing. Civically responsible.
bottom line accountable. Looking for GM position
in a family oriented community where full service
radio plays an imponant and necessary role. Pre-
fer Central US (including Midwest, Gt. Plains
states) or Fla. Please reply Box A-10.

Money making manager: Major market pro seek-
ing small/medium market permanency. Announ-
ces, programs, promotes, trains, motivates, sells,
sells, sells. Reply to Box A-36.

Sales orlented, bottom fine ex-group GM/GSM
looking for new challenge. Proven pro, references.
Box 8103, Youngstown, OH 44505.

Music licensing problems? Fees oo high? Too
much redtape? Call me for help. Former BMI VP,
I'll save you mongy, time and aggravation dealing
ASCAP, BMI and SESAC. Bob Warner 914—634-
6630.

Sales pro. Great management track record in
Dallas, seeks GM/GSM major or medium market.
Prefer Texas. Charlie Van 512—863-2892. Avail-
able now!

You're looking for one of the best all around
radio people you can find. I'm looking for a posi-
tion in a warm (preferably Pacific coast) climate.
You'll get a steady family man with 33+ years of
commercial and public radio: management; pro-
graming; production; classical music, news and
talk experience; excellent writing and announcing
skills; public radio fundraising; some engineering.
We'll get out of this icebox!. Reply Box A-37.

Small market selling GM seeks new challenges.
16 years exp. 34 yrs. old. Presently managing
successiul small market AM. In addition to GM
duties also host moming show & play by play
sports. Past Chamber President. Active in local
civic clubs & church activities. Married to nurse - 2
children. Prefer Southeast. Reply 1o Box A-38.

Aggressive bottom line GM/GSM available io-
day! Proven sales record in large and small mar-
kets. Call Tim Bryan, CRMC 919—256-4019.

Currently employed VP/GM for a Mid-Atlantic
AM/FM combo offers $30.000-$50,000 for equity
position in radio property East Coast or South.
Husband/wife expertise in management, pro-
graming, sales, traffic and business with solid 28
year track record. All inquiries answered. Reply
Box A-39.

Major league PBP talent. Triple "A" experience.
Write Box A-40.

News director position sought at all news or
news oriented station, prefereably in the South.
Great credentials. Box A-11.

Major market anchor, excellent background in
Los Angeles and San Francisco, seeks large mar-
ket anchor siot. Call 619—325-6642.

Seeking news directors position in Florida or
South Georgia small or medium market. Over 25
years experience in all phases of radio. Call Bill
803—245-4902 or 803—245-2411 days.

Looking for new chalienge! Small market news
reporter/fanchor with two years (plus) experience -
seeking 20,000 or larger market for same or news
director. Contact: Baaron Pittenger 319—242-
6462.

Responsible, stable production director/air tal-
ent available Feb. 1. Satellite experience. AOR,
AC, Southeast preferred. Bill Golden 602—622-
6711.

Make money in voiceovers. Cassette course of-
fers marketing and technique for success in com-
mercials and industrials. Money-back guaraniee.
Call for info: Susan Berkley, 1-800—333-8108.

Street smarts get the edge. For successful basic
broadcast management techniques send $5.95
SASE to FMI-Marketing. Dept B1S1, Box 2428,
Pawley's Island, SC 29585.

Harmonicas, compact pocket binoCulars or
pocket folding magnifiers. Reasonable. Specify
particulars. HANLON'S, 4317 Douglas, Toledo.
OH 43613.

TELEVISION
HELP WANTED MANAGEMENT

National sales manager: Top 50 market ABC
affiliate is looking for a top flight. aggressive, high-
ly motivated individual to lead our national sales
efforts. Position requires a self starter with a great
sense of urgency, energy, and enthusiasm. won-
derful career opportunity with the number one
station in market. Must have previous NSM experi-
ence. Resumes only please. Send to: Bill Lamb,
GSM, WBRC-TV, Atop Red Mountain, Birming-
ham, AL 35201. ECE.

Vice president for development. Direct all fun-
draising activities of public TV and radio station.
Requiries a corporate officer with strong experi-
ence in planning corporate development initia-
tives and directing those plans to achieve revenue
goals in a growing central Florida market, a team
player with keen business sense, and member-
ship and marketing skills. Responsible for staff of
17, inCluding 3 depanment heads. Minimum five
years' increasing responsible middie/senior man-
agement experience. Competilive compensation
and benefits package. Resume to Personnel,
WMFE-TW/FM, 11510 E. Colonial Drive, Orlando,
FL 32817. Deadiine 2/1/91. Women and minorities
encouraged to apply. EEQ.

General sales manager: ABC affiliate in mid-
sized market seeks highly-motivated teambuilder
with proven track record 10 oversee all facets of
local, regional and national sales. Must be ag-
gressive and capable of developing new and in-
novative sales strategies. Require broadcast
sales management background. Send resume
with history to: Personnel Director, KTUL-TV, PO
Box 8, Tulsa, OK 74101. EOE/MF.

Associate director of finance: Major south Flori-
da TV station. This position is responsible for all
financial reporting functions of the station. Appli-
cants must have thorough understanding of local
television station operations and ability to interact
with operaling management. Applicants should
have 2-3 years experience at a local station and
have an accounting degree. MBA helpful. For-
ward resume to Box A-41. EOE.

Promaotions director: Hawaii's independent
seeks promotions director to create promotions
that sell. Fax resume to Bryan Holmes, 808—842-
4594, KFVE/Channel 5, 315 Sand Island Road,
Honolulu, HI 96819-2295. EQOE.

National sales manager: BA/BS preferred in Mar-
keting, Economics, Advertising. or any other busi-
ness related field of study. At least three years
sales and/or sales management expérience at a
television station or national representative firm.
Developmental experience a must in vendor, co-
op. Marshall Markeling, etc. Must also be well
versed in lelevision research, and developing and
executing sales promotions. Send cover letter and
resume 10: Mr. Lyle Banks, WAVY-TV, 300 Wavy
Street, Portsmouth, VA 23704. {No phone calls).
EOE.

WHNS-TV, a strong Fox Broadcasting affiliate
television station is looking for an energetic, per-
suasive salesperson for the Greenville office.
Sales experience is preferred. Send resumes and
any local promotions you have developed to
Frank Savage, Local Sales Manager, 21 Interstate
Court, Greenville, SC 29615. 803—288-2100. EOE
M/FH.

Wanted to live on the beach killer local sales
manager. The person we seek will be an experi-
enced LSM now at an independent TV station or a
top biller ready to move up. Must lead by example
and carry a list. Equal Opportunity Employer. Con-
tact Addison Hawley at 904 438-4444.

WSYN-TV Miami I8 seeking a dynamic individual
for local account executive. Responsibilities -
clude: Developing new business, servicing exist-
ing accounts. In depth knowledge of ARB & NSI,
and ability to perform rating analysis. Minimum: 1
year previous television experience required as
well as reliable transportation. Send resume to
WSVN-TV c/o Personnel Department, 1401 - 78th
Street Causeway. Miami, FL 33141. EOE. No
phone calls.

Local sales manager. Responsible for all local
time sales. Maintain, direct and manage local
sales team. Responsible for all local political activ-
ity. Develop, plan. and supervise new business
and promotional opportunities. At least five years
successful experience in local television sales.
Thorough knowledge of television Sales tech-
nigues, training. in management. Strong verbal
and written communiCator; background as a lead-
er. Send resume 10: Becky Strother, WVTM-TV13,
PO Box 10502. Birmingham, AL 35202. An equal
opportunity employer.

RELP WANTED TECNMICAL

Chief engineer: Excellent opportunity for a
hands-on chief engineer at WZTV Nashville, Ten-
nessee, a top 50 Fox UHF station. Must be experi-
enced with UHF transmitter and related studio/
production type equipment. Must have FCC gen-
eral Radiotelephone license or SBE centified.
Send resume to George Pamicza, V.P., ACT Il
Broadcasting, WVAH-TV, 11 Broadcast Plaza,
Hurricane, WV 25526. Equal opportunity employ-
er. MFF.

TV maintenance engineer needed for a nationa!
Christian studio post production satellite uplink
facility. Three years component level maintenance
experience. Ampex, AVC, ADOQ, VPR-3, Beta. Sci-
entific Atlanta uplink. Positions available in San
Diego and Dallas. Competitive salary and benefits
(paid vacations. holidays, incentive programs,
medical and dental insurance) with an exciting
organization. Send your resume 10: Personngl
Dept., Word of Faith, PO Box 819099, Dallas, TX
75381-9099. EOE.
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Maintenance engineer: Washington news facility
has an opening for an engineer experienced in
repair of U-matic and Beta recorders, ENG/EFP
cameras and production systems. Three years
troubleshooting and control room experience de-
sired. Send resume and salary history to Potomac
Tv/Communications, Inc., 500 N. Capitol St.,
N.W.. Suite 800, Washington, DC 20001. Attn: En-
gineering. EOE.

KOLN/KGIN-TV, Lincoln, Nebraska, is accep!-
ing applications for chief engineer to oversee
staff. two transmitter sites and several translator
installations. Please send resume to: Frank Jonas,
KOLN/KGIN-TV, PO Box 30350, Lincoln, NE
68503. A Busse Broadcasting Co. EOE.

Chief engineer needed for growing Southeast
FOX affiliate. Must possess in-depth technical
knowledge, along with excellent organization,
planning, management, and interpersonal skills.
Send resume to General Manager, WFXI-TV8, PO
Box 2069, Morehead City, NC 28557. EOE.

WDSU-TV in New Orleans, LA is seeking an engi-
neering manager. The position requirés good
people skills, strong maintenance background
and 5 year$ management Or Supervisery experi-
ence. Ground floor involvement in design of new
building. Send resume to Carolyn Simmons, Per-
sonnel Coordinator, WDSU-TV, 520 Royal St., New
Orleans, LA 70130. No phone calls, please. EOE.

Master controf operator/maintenance engineer
for UHF ABC affiliate. Must have technical school-
ing and minimum of 3 years experience. Ampex
ACR-25 and VPR-6 experience helpful. FCC Gen-
eral or SBE certification desirable. Send resume to
Chief Engineer, WAND-TV, 904 Southside Dr., De-
catur, IL 62521. EQE.

Weekend anchor needed to compliment our es-
tablished female anchor at top rated, award win-
ning station in beautiful Northwest. Send resume/
tape (no calis) 1o Robin Briley, KXLY-TV, W. 500
Boone Ave., Spokane, WA 99201. EQE.

Weather/anchor: Midwest news powerhouse
looking for dynamic persenality to do weather and
co-host early morning newscast. Meteorologist
preterred. Longterm cormmittment required. Expe-
rience a must. Send resume and non-retumable
tape to Phil Supple, News Director, WEEK-TV,
2907 Springfield Road. East Peoria, IL 61611.
EOE.

We are searching for a news director with on-air
experience and superb skil's in developing prom-
ising young reporters and photographers. A
strong background in establishing a promotional
strategy is a must. Credentials must be impecca-
ble. Strong people skills with news people and
other depariments a must. Please include earning
history. Send vour resume to Box A-16. EOE.

KSWO-TV Lawton, Oklahoma is seeking a com-
mercial/news director. Must be "Hands-On", with
DVE experience. Minimum réquirement - 1 to 2
years experience. You will work with clients, so
appearance and personality are important. Re-
sume and tape to: Mike Taylor, KSWO-TV, PO Box
708, Lawton, OK 73502, EQE.

6pm & 11pm co-anchor/producer: Minimum 3
years TV anchoring and producing experience.
Needed energetic team player with strong writing,
preducing and live skills. Salary negotiable. Send
tape and resume to: Ken Kolbe, WZZM-TVY News
Director, WZZM-TV. PO Box Z, Grand Rapids,. MI
49501, Phone calls accepted: 616—784-4200.
Applications accepted through January 31, 1991.
EQE

TV reporter: General assignment reporter. Mini-
mum 3 years television reporling experience.
Strong writing, reporting and live skills a must.
Salary negotiable. Send tape and resume 10: Ken
Kolbe, WZZN-TV News Director, WZZM-TV, PO
Box Z, Grand Rapids, Ml 49501, Phone calls ac-
cepted: 616—784-4200. Applications accepted
through January 31, 1991. EOE.

Producer wanted for top rated newscast on the
Gulf Coast. | am looking for someone with solid
news judgement, good writing skills and a take-
charge attitude. Send resume, tape and salary
requirements to Veronica Bilbo, KPLC-TV, PO Box
1488, Lake Charles, LA 70602. EOE.

Meteorologist: ABC affiliate in SW medium mar-
ket is looking for a metecrologist for weekends
and momings. We're in a weather intensive mar-
ket and are equipped with all the latest equip-
ment. Send resume and references to Reply Box
A-43. EOE/MF.

News director needed for mid-sized market;
looking for right news director to take #3 news to
#1, if you have had past successes in turning
news depariments around, send resume {0 us.
Excellent compensation plan for the right person.
Reply to Box A-44. EOE.

Promotion director needed for medium market
affiliate with dominant news production. Strong
background in on-air news promotion essential.
Send resume to Box A-45. ECE.

Television news reporters wanted for news/
magazine show pilot. Send tape, resume & salary
requirements 10: Astra Productions, 3434 Blair Dr.,
Los Angeles, CA 90068. No calls. No visits.

Television news anchors. All News Channel is
growing. We are looking for experienced anchors
who can write and produce. Send tape with re-
sume 10: Executive Producer, All News Channel,
3415 University Ave., Minneapolis/St. Paul, MN
55414, EOE.

Wanted - Director of newscasts in top 15 market.
Must have minimum 3 years experience in direct-
ing daily newscasts. This director will be assigned
to work almost exclusively with the news depan-
ment in the daily production of its two major news-
casts. Submit resume 10 Box A-42. Equal opportu-
nity employer.

Accepting non-returnable tapes and resumes
for the following positions: News producer, as-
signment editor, reporter. College degree and
some experience preferred. EEQ. Absolutely no
phone calls accepted. Send tapes and resumes
to: Gary Smith, News Director, WHSV, PO Box TV-
3, Harrisonburg, VA 22801.

Meteorologist with strong on-air presence
needed in April to replace retiring dominant
weather anchor in competitive Boise market. Me-
teorology degree required. on-air experience nec-
essary. Tapefresume to Dick Larsen, PO Box 2,
Boise, ID 83707.

Weekend weather anchor for NBC affiliate in
Charlotte, NC. Due to expansion in our news oper-
ation we are Seeking an experienced weather pro-
fessional for this part-time opening. Our ideal can-
didate has three years expetience anchoring
weathercasts and a college degree. AMS Sealis a
plus. Send resume, references and a non-return-
able tape showing your capabilities to Ken Mid-
dieton, News Director, WCNC-TV, PO Box 18665,
Charlotte, NC 28218. EOE, M/F.

News photographer. NPPA oriented. Minimum
two years experience. Working knowledge of field
lighting and audio equipment. Betacam and 3/4
inch editing skills essential. Contact Mark S. Ja-
cobs, KLAS-TV, PO Box 15047, Las Vegas, NV
89114, EOE.

WSYX-TV is looking for an experienced news
photo journalist who is a team player able to shoot
good pictures and tum them into great television.
Qualified candidate should have at least two
years experience in television news ENG, familiar-
ity with live trucks and strong editing skills. Send
resume and non-returnable tape to: PO Box 718,
Columbus, OH 43216, Altn: Job #01119101B.
Company is especially interested in seeking quali-
fied minority and women applicants. EOE. M/F.

HELP WANTED PROGRAMING
PRODUCTION & OTMERS

Event producer: The Capital Centre/Centre Vi-
sion is seeking an individual with 2 years experi-
ence in TV production/advertising and knowledge
of basketballiice hockey to develop In-Arena
Event Presentations utilizing cameras, videotape,
graphics, animations, lights and sound. Good
people skills required. Must be available to work
flexibte hours. Excellent benefits package. Send
resume and salary history with salary expectations
to: Capital Centre, 1 Harry S. Truman Drive, Lan-
dover, MD 20785. Attn: Human Resources De-
partment. EQE.

The Capital Centre/Centre Vision is seeking an
individual with 2 years experience in TV produc-
tion/advertising and knowledge of basketballfice
hockey to develop In-Arena Event Presentations
utilizing cameras, videotape, graphics. anima-
tions, lights and sound. Good people skills re-
Quired. Must be available to work flexible hours.
Excellent benefits package. Send resume and sal-
ary history with salary expectations to: Capital
Centre. 1 Harry S. Truman Drive, Landover, MD
20785. Altn: Human Resources Department. EOE.

TV Newscast director, M-F 6 and 10 for award
winning ABC affiliate. Live remotes, special
events, public affairs in state capital market with
active news environment. Key position for posi-
tive, innovative and leadership motivated produc-
tion ace. If you can think. switch and utilize top
knotch gear like the ACE 25 computer editing
system and you enjoy working with terrific people,
send demo tape and resume to Dale McCoy,
Production Manager, KTKA-TV 49, Box 2229, To-
peka. KS 66601. EOE.

Graphic artist needed for a national TV program.
Two years expefience with state-of-the-art 3D
computer graphics, animation. and video post
production. Competitive salary and benefits (paid
vacations. holidays, incentive programs, medical
& dental insurance) with &n exciting organiztion.
Send your resume to: Personnel Dept., Word of
E?)':? PO Box 819099. Dallas, TX 75381-9099.

TV and film producer: University Extension, Uni-
versity of Missouri System seeks shooter, editor,
director, uplink producer for the production of
magazine docs. PR and educational video. Travel,
lifting. Bachelor's in appropriate field, three years
experience required. From $25.000. AA/EQE.
Send resurne and three references to: Frank Fillo,
9 Clark Hall. Columbia, MO 65211. EOE.

Creative producer w/strong writing, directing and
production skills needed for a national Christian
TV program. Three yearSs spot and feature pro-
duction a must. Compelitive salary and benefits
(paid vacations, holidays, incentive programs,
medical & dental insurance) with an exciting orga-
nization. Send your resume to. Personnel Dept..
Word of Faith, PO Box 819099, Dallas. TX 75381-
9099. ECE.

High growth station in top 40 market needs ex-
perienced production manager, assistant busi-
ness business manager, and master control oper-
ator. We are an EEQ employer and minorities are
encouraged to apply. Reply to Box A-50.
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Executive producer: WRTV, Indianapolis is 100k-
ing for a responsible individual experienced at in-
studio and remote produclion. Must be able to
supervise and develop the creative abilities of the
producer/directors as well as take an active role in
daily production activities and special projects.
Contribute and develop local programing ideas
into commercially viable projects through the effi-
cient use of station resources. Send resume. sala-
ry history, tape. and references to: Ken Ladage.
\é\lggv 1330 N. Meridian. Indianapolis, IN 46206,

WNPE-WNPI TV is looking for a producer-director
with experience in outdoor program shooting and
editing. Familiarity with hunting, fishing, and skiing
desirable. Stamina and good physical condition a
must. Salary range: $15,500-$27.500. Send re-
sume to: H. Ross Ney, Dir. Operations/WNPE-
WNFI TV, 1056 Arsenal St.. watertown, NY 13601,
An equal opportunity employer.

Top 50 leading independent seeks experienced
candidate for MCO supervisor and promotions
producer. We actively reCruit qualified minority
candidates and support EEQ. Reply Box A-49

Television general manager. Seeking new chal-
lenge. Excellent track record. top references. If
your operation needs improvement in profits and
prestige. let's talk. Confidential to: Box A-46.

Fourteen years as reporter/anchor/producer/AE
and locking for management position. Award win-
ning, team leader with solid, proven journalism/
management/PR skills. Call Beth 504—833-1332.

SITUATIONS WANTED SALES

15+ years sales/management pro with excellent
turn around record seeks challenging position that
will utilize organizational. sales, training and pro-
motional talents. Let me make 1991 your year!
Please reply to Box A-47.

SITUATIONS WANTED TECHNICAL

25 years broadcast engineering. 14 years as
hands-on television chief engineer & director of
engineering. Experienced with complete. full ser-
vice news operations including live trucks. vehi-
cles and all associated ENG & microwave equip-
ment. Please reply Box A-27.

Broadcast maintenance tech, Available. Sony -
GV G. - IKE-TEK; Tim 614—898-9120.

Satellite transmissions, ENG, Earth Station,
TOC. Microwave Young, energetic. hard working.
T.J.S.. 18550 Hatteras #38. Tarzana, CA 91356,

14 year broadcast engineer: In all aspects of
broadcasting including 6 years as a chief engi-
neer, 6 years Intemational SNG/ENG. Special
event planning & coordinating. Looking lo get out
of DC. Resume Box A-48.

SITUATIONS WANTED NEWS

Excellent, exparienced sportscaster looking for a
fine slation in which to work, also knowledgeable
newsperson. 216—3829-0131.

Experlenced sportscaster (4 yrs), 15 years
sports journalism (10 radio & print) will consider
any market. Salary negotiable. Can also do news,
produce. special projects. Available NOW. 702—
363-5219.

Award winning midwest news anchorman seeks
sunbelt relocation. 15 years experience. #1 news
ratings. Reply box A-29.

Former top 20 weekend weathercaster looking to
return to TV weather. fulltime. 3 years TV experi-
ence, 20 total broadcasting. Will relocate for right
opportunity. Mr. Richards 412—487-6984.

Reporter for lease: Five years experience. Grade
A education, inCluding advanced political science
degree. Proven live shot ability, photographic
memory. and anchor experience included. Sta-
tions desiring news-hunks need not apply. Reply
Box A-17.

Meteorologist: 5+ years experience ready to join
your winning news team. Have also produced and
hosted two half-hour weather specials Call Mark.
606—278-0221.

Mature self-starter seeks entry level TV reponer
position. Can shoot, edit. Organized, efficient
communicator. Experienced in series reporting.
Have BS, will travel. Mark 203—792-5351.

10 years traffic/operations: Including special
events planning and coordinating, SNG/ENG
quality control, Internationally and domestic
717—339-0120.

Hard working top 10 sports reporter/anchor
seeking same responsibilities in top 30 market. 16
yrs. experience. 313—661-1194.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Lighting director with 10 years experience in
broadcast television and film lighting. Organized.
motivated individual with excellent references has
worked with both station and freelance clients and
has supervisory, budgeling. designing, and plan-
ning knowledge in ENG, remote and studio pro-
duction. Seeking lighting. studio supervisor of
production manager positior. Reply to Box A-18.

Producer/photographes looking for small-medi-
um market which values creativity. initiative and
drive. Experience in commercial, news, & feature
production as well as a strong theatrical back-
ground and BS in Broadcas:ing. For resume call
417—869-2062 or write 10 2526 W. Grand #51,
Springfield. MO 65802,

Talk show host in the Phil Donahue mode. Heavy
on experience and personality Call 212—877-
3217. Radio 100.

ALLIED FIELDS

RELP WANTED INSTRUCTION

Television instruction. New Trier Township High
School in Winnetka. llinois is seeking applications
for the recently developed position of Instructor/
Coordinator of Television Production. Responsibil-
ities include the development and impiementation
of a felevision production curriculum and the su-
pervision of student produced programs 10 be
aired on the New Trier cable channel. New Trier is
located on Chicago's North Shore and is close to
maijor colleges and universities. Applicants should
have secondary school certification by Fall 1991.
Inquiries should be addressed to Mr. Erie Laur,
New Trier Township High Schoot, 3013 llinois
Road. Wilmette, IL 60091. EOE

Head, University of idaho Agricultural Communi-
cations Center, Moscow. Administrative and pro-
fessional communications experience required.
Tenure-track. Master's degree required, doctorate
preferred. Available July 1; review process begins
March 15. For complete description and applica-
tion procedures, call 208—885-6436. AA/EOE.

University of New Mexico seeks broadcast jour-
nalism teacher for small, professionally oriented
department, starling next August. Details Broad-
casting advertisement December 10 or contact
Charles Coates, Department of Journalism, UNM,
Albuquerque. NM 87131. Applications close Feb-
ruary 15. EOE.

Cameron University is accepting applications for
a television broadcast instructor. Tenure track po-
sition. Rank and salary negotiable. MA required.
PhD preferred. Responsibilities include teaching
Television Production and other broadcast
courses, supervising TV studio and labs, develop-
ing department programing for university cable TV
channel, teaching basic Communications courses
as needed. Send application to: Tony Allison,
Chair of Search Committee, Cameron Universily,
PO B?;)é 16356. Lawton, OK 73505. Deadiine April
15, 1991.

Graduate assistants {4): Miami University, 1991-
92, WMUB-FM. Full time 30kw NPR affilate, big
band-jazz-news format. Graduate assistants are
graduale students working towards a Masters de-
gree in Mass Communication, who work 20 hours/
week in a professional Capacity at WMUB in the
following areas: NEWS: 2 positions for work in our
award winning news department in news report-
ing, writing and anchoring. Experience necessary.
OPERATIONS: 1 position for general radio station
operation/programing, including quality control,
studio and remote production, traffic, promotion
copy wrting and board operation. DEVELOP-
MENT: 1 position to assist development manager
in membership, membership ¢ampaigns. corpo-
rate underwriting promoction, monthly program
guide. press releases and special events. Experi-
ence in desk top publishing desirable. Require-
ments: acceptance into Masters degree program
in Mass Communication at Miami University, 3.0
GPA. Stipend at least $6.395, plus fee waiver.
Qualiiied only. No phone calls. Immediate letter of
application necessary, deadline February 20,
1990. Contact GA Search Committee. WMUB, Mi-
ami University, Oxford, OH 45056. EOE/AA.

RELP WANTED SALES

New business executive, Broadcast Promotion
Company, One of the country's hottest and largest
TV promotion companies is looking for a self-
starter who is well-connected and has some or
preferably all of the following: 1) New business
development skills; 2) TV syndication expenence;
3) Cable TV or MSO experience. This person
should know the mechanics of sales with at least 5
years sales experience. This is an excellent op-
portunity in a growing, exciting corporation for an
individual with a strong desire to make money and
advance their career. Resumes to Box A-30.

THIS PUBLICATION AVAILABLE
IN MICROFORM

University Microfilms International

300 North Zeeb Road.
Dept. PR.. Ann Arbor. Ml 48106
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NELP WANTED TECRNICAL

Posltion title: Computer systems engineer, ad-
vanced audio/video computer engineer. Function
of position: Systems/maintenance engineer for
computer graphics post-production and field pro-
duction facility. Main equipment: Abekas, BTS,
Sony and Callaway Editing. Formats: D1, Betacam
SP, 3/4" SP, s-vhs, Hi-8mm, 8mm and vhs. Digital
and analog audio. Will work with computer staff 10
integrate media and computer environments.
work on Apple Macintosh computers for docu-
mentation. educate operators, design new sys-
tems, and provide all maintenance including cam-
corders and av presentation equipment.
Requirements: Bachelors degree in Electrical En-
gineering, Broadcast Engineering or related area.
Minimum 5 years video engineering experience in
a broadcast quality video facility, including 2
years component analog and 1 year digital. Gne
year audio engineering experience in a profes-
sional audio or video facility. Working knowledge
of rs232 and rs422 computer control formats.
Working knowledge of CMX format video editing
equipment. Experience using text or draw pro-
grams on personal computers preferred. This is a
12-month 100%-time appointment with regular
university benefits, Salary commensurate with ex-
perience. Starling date as soon as possible. To
ensure full consideration, please send letter of
application. resume and the names of three refer-
ences by February 1, 1990 to: Vincent Jurgens,
National Center for Supercomputing Applications,
Search #2829, 605 E. Springlield Ave., Cham-
paign. IL 61820, 217—244-0072. The University of
liinois is an Affirmative Action/Equal Opportunity
Employer.

SITUATION WANTED INSTRUCTION

Husband and wife with more than 20 years expe-
rience, in front of camera and behind, in network
news and other national television, want faculty
positions, she to teach writing and producing, he
to teach more theoretical courses. Please reply
Box A-28.

Government jobs $16,412 - $59,932/yr. Now Hir-
ing. Your area. Call 1—805-687-6000 Ext. R-7833
for listings.

Reporters: Are you looking for your first or sec-
ond position in TV news? We can help. Call M.T.C.
at 619—270-6808. Demo tape preparalion also
available.

Inteliigence jobs. All branches US Customs,
DEA etc. Now hiring. Call 1-805—687-6000 Ext.
K-7833.

One year job search only $250.00. Info free. Bill
Elliott. Radio & Television Consultant/ Headhunter,
48 Imperial Avenye, Pittsfield, MA 01201.

Attention: Hospital jobs. $13.600-$79.230/yr.
Now hiring. Your area. Details 1-805—962-8000
Ext 0-7833.

EDUCATIONAL SERVICES

On-camera coaching: For TV reporters. Sharpen
anchoring. standups. interviewing, writing. Tele-
prompter. Learn from former ABC Network News
Correspondent/New York local reporier. Demo
tapes. Critiquing. Private lessons. 914—937-1719.
Eckhert Special Productions (ESP).

Equipment donations needed for new 50,000
watt educational FM, Mobile, Alabama. Tax ex-
empt organization. Call Wilbur Goforth at 205—
432-8484.

Wanted: 250, 500, 1,000 and 5.000 watt AM-FM
transmitters. Guarantee Radio Supply Corp., 1314
lturbide Street. Laredo. TX 78040. Manuel Flores
512—723-3331.

Used 17 VHS videotape. Looking for large quanti-
ties. No minis or Beta. Will pay shipping. Call
Carpel Video, 301—694-3500.

Top dollar for your used AM or FM transmitter.
Call now. Transcom Corp., 800-441-8454.

SOKw AM: CCA-AM 50,000 {1976). excellent con-
dition. Transcom Corp., 215—884-0888. Fax:
215—884-0738.

AM and FM transmitter, used. excellent condi-
tion. Guaranteed. Financing available. Transcom.
215—884-0888. FAX 215-—884-0738.

1Kw AM fransmitters: Cont 314R1 (1986), Harris
BC1H1 (1974), Transcom Corp.. 800-441-8454,
215-884-0888. FAX 215-884-0738.

FM transmitters: Collins 831G2, 20KW (1975).
Harris FM20H3 (1971). Harris FM20H3 (1972),
RCA BTF 20E1 (1973), Harris FM10K (1980), Wil-
kenson 10,000E (1983), CCA 2500R (1978).
Transcom Corp., 800—441-8454, 215—884-0888,
FAX 215—884-0738.

AM transmitters: Cont. 316F, 10KW (1980). RCA
BTA 10U, 10KW (1972). RCA BTA 5L, 5KwW
(1977), CCA AMS5000D (1972), McMartin BASK,
5KW (1980), Cont. 3158 (1966), McMartin BA2.5K
(1981), Transcom Corp., 800—441-8454, 215—
884-0888, FAX 215—884-0738.

1000’ tower. Standing in Albion, Nebraska. Heavy
Kline tower includes 6-1/8" coax. Purchase in
place with (and and building, or move anywhere.
Call Bill Kitchen, 303-786-8111.

Transmiiters, radio & television: TTC manutac-
tures state-of-the-art low power and full power
television; and FM transmitters 10 watts to S0Kw,
solid state from 10 watt 10 8Kw. Call 303-665-
8000.

FM antennas. CP antennas, excellent price. quick
delivery from recognized leader in antenna de-
sign. Jampro Antennas, Inc. 916—383-1177.

TV antennas. Custom design 60KW peak input
power. Quick delivery. Excellent coverage. Rec-
ognized in design and manufacturing. Horizontal,
elliptical and circular polarized. Jampro Antennas,
Inc. 916—383-1177.

Betacam tape riot! 5 minutes - $1.00. 10 minutes
- $2.00, SP 5 minutes - $2.00, SP 10 minutes -
$3.00 Sony. Ampex, Fuji. 3M - Call Carpel Video
800—238-4300.

Broadcast equipment (used): AM/FM transmit-
ters. RPU's, STL's antennas, consoles, process-
ing, turntables. automation, tape equipment, mon-
itors, etc. Continental Communications, 3227
Magnolia, St. Louis, MO 63118. 314-664-4497.
FAX 314-664-9427.

Save on videotape stock. We have 3/4" & t"
evaluated broadcast quality videotape. Available
in all time lengths. Call for best prices. IVC, 800-
726-0241.

Equipment financing: New or used. 36-60
months, no down payment, no financials required
under $35.000. Refinance existing equipment.
Mark Wilson, Exchange National Funding. t-
800—275-0185.

Lease purchase option. Need equipment for
your radio, television or cable cperation? NO
down payment. NO financials up to $70,000. Car-
penter & Associates, Inc. Voice: 504-764-6610.
Fax: 504-764-7170.

Used television production equipment: See us
at the Nationaf Religious Broadcasters Convention
January 27-29, Washington, DC now celebrating
10 years of service to our clients, call Media Con-
cepts. Inc. 918—252—3600.

Used towers. Dismantied. Seif-supporting and
guyed. 502—826-8700, Nationwide Tower Com-
pany.

C-band Uplink truck, 5 meter dish. redundant
electronics. $120.000 Megastar 702—386-2844.

Blank videotape: Betacam 3/4” & 1" Broadcast
quality guaranteed and evaluated. Betacam
$4,99, 3/4” - 20 minutes $5.99, 3/4" - 60 minutes
$8.99. 17 - 60 minutes $24 .99 in quanitity. Magnet-
ically examined, cleaned and packaged. Guaran-
teed to perform as new. Sony. 3M, Fuji, or Ampex,
Free shipping. For more info, call Carpel Video tol)
free, 1-800—238-4300.

Four music libraries: Consisting of (1) Oldies;
contains approximately 2300 oldies from 1954-
1983, all hits, painstakingly dubbed to Scotchcart
II. (2) Oldies library consisting of approximately
3300 tunes on Scotchcart Il many rare and hard
to find. (3) Country library consisting of approxi-
mately 1500 songs on CD and Scotchcart . (4)
Adult Contemporary library consists of 66 “Gol-
discs" with "AC Gold™ and "Classic Hits" sets.
Other CD's and carts included. Nearly new equip-
ment at deeply discounted prices including: Ra-
dio systems R-Dat recorder. DYAXIS 320 Meg
with Apple Mac lICX, Hi res monitor, 4 bit video
card and apple keyboard:; telos 10 telephone sys-
tem: B&B AMB2 phasescope; BE 5303C triple
stack cart machines; ABCO 560 CD rack; ABCO
LS500 rotary cart racks; auditronics 1100DABLC
distributions AMPS with mainframes and power
supplies; valley people 440 compressor/iimiter;
fidelipac CTR112 players; Gentner patch bays;
Gentner GEC-10A program switchers; Henry in-
terfaces and dub station; Sennheiser MKE4032
microphones; technics SP-10MKIIA and SP-15
turntables; and other miscellaneous studio equip-
ment. Wegener SCPC Panda Il uplink and down-
link equipment; ARCHE rival 12 MHZ 286 comput-
ers with 40MB and 1.2MB fioppy, EGA monitors
and misc. office furniture, etc. For lists and pricing
call Ernie Hopseker at 206-—824-7168, or Don
Reiman at 206—822-5914.

Invitation to bid: 1-116A-H. Sealed bids will be
received by the University of South Florida, 4202
Fowler Ave., Tampa, FL until 3:00 pm, February 1,
1991 for the sale of sound proof booths. Descrip-
tion: Purchased in 1982 from the Industrial Acous-
tics Company of New York for tape recording.
They are made of sheet steel. with four walls,
ceiling and carpeted floor, fluorescent lights and
ventilation. They each have a large window in one
wall, a small one in the door. They can be re-
configured as one or two larger rooms. They are in
excellent condition and are being sold “as is",
where they are. It will be the successful bidder's
responsibility to have the booths disassembled.
crated, shipped and re-assembled. Specifics: IAC
Model no.: 65, 66, 67. Floor space: 6'x5', 6'x7'-4",
and 6'x9’ respectively. Ceiling height: 6-6", 7°0",
and 7'0". For more information. call John Young,
813—974-4890. Detailed specifications may be
obtained from the Division of Purchasing at the
above address. The University reserves the right
1o reject any and all bids. The University of South
Fiorida is an "Equal Opportunity” Employer.
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Two 23GHz Microwaves: MA-23CC double hop
system. Two transmitters, two receivers, four 4ft
antennas. Never used, still crated. Call Doug
P;ice. First Baptist Church, Houston, 713—957-
6740.

Used/new TV transmitters, full power-LPTV, an-
tennas, cable, connectors, STL's etc. Save thou-
sands. Broadcasling Systems. 602—582-6550.

Save $8$. Demo, overstock. repo - modminder,
composite clipper, cart machines, carts, mics,
pre-amps, DA's, cassette decks, speakers. etc. -
cash with order - 806—372-5130.

FM antenna's. Jampro 6 bay with Radomes, Jam-
pro 2 Bay with Radomes, ERI 10 Bay with Deicers,
Shively 4 Bay, 3 Kw dummy load - cash with order
806—372-5130.

Situations Wanted Management Help Wanted News
GENERAL MANAGER PRODUCERS,
ASSOCIATE PRODUCERS
| am a saee‘s{AalnlaAbenLoEp;!-ng I:;)Jerzle-onesnlev:! and RESEARCHERS

manager As former Owner, 1 have the knowledge

and experience 10 handle any situalion. Experi-

enced in ALL SIZE MARKETS. Successful start-

ups and turnarounds In my background. Work

outs or sale transitions will be conswdered, Ener-

gy_ knowledge and expenence. CALL TODAY.
avid C Weinfeld 508—394.4041,

Network looking for broadcast journalists expe-
rienced in science news or nutrition news. Must
have experience in TV production and science
news or nutrition news. No calls. Send resume
and salary history to box A-51

TELEVISION
Help Wanted Sales

ACCOUNT EXECUTIVE

Help Wanted Programing
Promotion & Others

A major market, Southeast television station is
seeking an Account Executive 10 generaie De-
velopmental and Vendor Fund Programs. Candi-
date should have at least two {2) years experi-
ence in this area.

He or She should also possess the following

FIFTEENTH MARKET

Press Relations

Help Wanted Management

GENERAL. SALES MANAGER
GRAND RAPIDS, MICHIGAN

Do you have a track record as an
over-achiever with superior leader-
ship, coaching, training, and recruit-
ing skills for a customer-focus sales
team? Your sales management ex-
perience must include a demonstrat-
ed history of creative sales plans,
and leading others to achieve these
goals as well as their own. This is an
unusual opportunity with a quality
broadcast operation. Please send
letter, resume and compensation his-
tory to: James P. White, Vice Presi-
dent and General Manager...

WEED ¥ WAL
AM1300 FM105.7
The Radio Leader!

180 NORTH DIVISION AVENUE

qualities: . A Seli-Starter
- A willingness to Succeed
. Communicate Effectively
- Spanish Speaking Preferred
- A Positive Attitude
- Good Writing Skills
- College Grad Preferred

Only qualified individuals s"0uld apply.
Send resume to Box A-22.
E.Q.E,

Help Wanted Technical

DIRECTOR OF

ENGINEERING

LIN BROADCAST owned VHF/NBC offiliate is look-
ing for an energetic, motivated professional with
proven management ond technical skills to guidel

o first rote technical team into the 90s and

beyond. You will join a group of gool-oriented,

enthusiostic and supportive managers in an
aggressive effort to move forward.

Director

KOMO TV, Seattle's ABC Network affil-
iate, is looking for a Press Relations pro
with at least five years supervisory and
organizational skills. Someone who
writes well, has great interpersonal skills
and experience working with broadcast
trade and daily newspaper press. Candi-
dates should have a college degree in
Journalism or a related field. Qualified
applicants should send resumes and
work samples to: KOMO Human Re-
source Department, 100 Fourth Avenue
North, Seattle, Washington 98109. EOE

KOMO TV ()

ON-AIR
PROMOTION
PRODUCER

GRAND RAPIDS, Ml 49503-3186
EOE, M/F

Successful applicant should possess a BSEE or
equivalent plus o minimum of 5 years proven |

KABC-TV, an owned station of Capi-
tal Cities/ABC, Inc., has an immedi-

Help Wanted News

WRC Radio
Washington, DC

seeks qualified applicants for a
news anchor/reporter position.
Must have several years expe-
rience as a reporter and an-
chor in a major market. An all-
news background helps. Send
tape and resume to: Rita Foley,
News Director, WRC Radio,
8121 Georgia Ave., Silver
Spring, MD 20910. EQE.

engineering monagement in a unionized
network affiliate.

Forwaid resume to:

& (. Robert Ogren, Jr.
V.P. Engineering & Operations
Lin Broadcasting Corporation
% KXASTV
Dallas/ Fort Worth
P.0. Box 1780
3900 Barnett Street
Fort Worth, TX 76101-1780

inl

portunity Employer

ate need for a dynamic on-air promo-
tion producer.

Position requires 3+ years experi-
ence producing fresh, effective
spots at the local or network level,
excellent writing skills, and a strong
working knowledge in all aspects of
production. Familiarity with animation
and graphics is a plus.

We offer a compelitive salary/bene-
fits package. For immediate consid-
eration, send your resume and tape
to: Capital Cities/ABC, Inc., Person-
nel Depariment, 4151 Prospect Ave.,
Dept. PP/B, Holtlywood, CA 90027.
Equal opportunity employer.
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Help Wanted Programing CABLE Help Wanted Management
Promotion & Others Conti
nued Help Wonted News
TOPTINNRC W =1 | conromate coumert
E R.F.P ORTERS 2 Nationwide communications company
| l i seeks attorney w(njlh minimum 2-3 years
. _ - | - experience
We're KXAS, an oggressive NBC affiliote in Dallas / Ft. Worth, /| Cable News i beﬂefns Se:fé rrizsfn% grg;la!s:‘; ﬁlus?cn}t
the: 8th fargest market in the country. We're quietly changing : CNB("-; a service of NBC: and iz ;| ry to: Greater Media, Inc., PO Box 859,
Ifs: way television & done in Texas. We've got support from : :"'c‘fw‘:)fr;: ALl o trl‘;l-::::sl l‘:;’" f East Brunswick, NJ 08816.
the top, ond we've got plans. We're going to be the best | (2) seasoned Reporters. i
Wirketing Deportment in America. +4  To qualify. you must have 3.5 f gu:eateh:;"n'ed‘:g:s’nc
: ] market report i e et i
PRODUCER: We need an expeiesyed, hot shot wite/ [Pl e Dl : —_——
peoducer with the enthusiasm to find the big idea, and the ~| stories, strong writing skills and el
skills to make that idea reality. Baginners need not apply TR ACs. Kevoledgeol { .
If your resume and reel can prove you're hot enough far s h‘:';gleorm SR PIseEs i Employment Services
this position . . . send it to me. | dare you. Send it to: “1  These full-time positions com-
Annette Hemmon. - mand an excellent salary and i
benefi kage. For i di
DESIGNER: We are |Wk|ﬂg foro razy, but rESpoﬂSib|e -1 CO:::i(llt:raplaif)n.gpelca; IS:::E:TCI:I::“C WA TR TR WS WYY
wis?. Experienced in electronic graphics, and still eager fo | with salary histot'y to: PERSONNEL | JUDE FIR\UIVL
leam. Someene who loves news, ang is a great designer J ASOCIAUE,CHEE, 3200 i
] A 3 great gesig | FLETCHER AVE., FORT LEE, I * Inside Job Listings * Small Stations to Networks
Regardless of equipment, we know good design when we | NJ 07024. We're an Equal Oppor- | * No upfront membership fees » Continuousily Updated
see |1 Your fope and portfolio will tell oll. Send them to: | tunity Employer. I 1-900-234-INF0 ext. TV (88)
David Welks. ! $2 per minute From any touch lone phone
3900 Bumeﬂ Sheet =
5@ Ft. Worth, Texas 76103 e T
No phone calls, please. EQE EJ 0 b L l n e
PR e—— Reporie, Sparts, Sa
Televison Anchor, Reporter, Sports, Sales,

Weather, Photographer, P cer And

Situations Wanted News Entry Level Positions!
BREAKING AWAY! ALLIED FIELDS R.d.o News, Production, Disc Jockey,
CBS NEWS Producer/Writer with Programming And Sales Job! 5229,
managemenl experience. Twenty- Open 24 Hours A Day per mins
five years in the broadcast trenches. »
Peabody and Emmy credits. Ready Ilelp Wum.ed Pregruming
for new vistas and fresh air! Promotion & Others JOB HUNTING?
CHARLES KURALT (CBS) and BILL m&&meeNEw CO:I‘:IF.;AM TrEthEee:glér:
MOYERS (PBS) amoung my advo- ENINGS in the tollowing, job camgories: Raporter/
cates. Call NORMAN MOCRRIS, ?&J s&: Sponts (3). Weather (4), Producer/Dask
201—739-8622. VIDEO PRODUCER/ Eﬁl-"m’ it[12) and Proguction/ ion (14}
WRITER/DIRECTOR P A S e L R e
. " . The Professional Education Division of The questions.
Situations Wanted Programing Atthur Anderson Worldwide Organization FACE IT — NOBODY DOES IT BETTER,
. . > 1Y CHEAPER OR MORE EFFICIENTLY
Promotion & Others seeks a video producer/writer/director to To subearibe Cal 8002378075 Calfonis 406 S48-5200

join the development team at our Center

lor Professional Education in St. Charles,
llincis. The video producer/writer/director
PROGRAMING WANTED FOR is responsible for writing, directing and Mwe
EAST COAST TOURIST CHANNEL producing effective instructional and infor- HE BES oS A E = THE —
Cable TV in popular resort area has avail- g;f::;’;ﬂ d‘i’;?fc‘; programs for an intema- T o P ek Stes
abilities for paid programs. I : R S —
achelor's degree wi phasis in video
CALL JOHN WILLCOX 1-800-825-7897 production and 2 years relevant experi-
ence OR Master's degree with emphasis Miscellaneous
in video production preferred. Ideal candi-
. date has excellent interpersonal skills and
For Fast Action Use the ability to work in project teams. Please BE ABOVE THE REST!
BROADCASTING’S send a resume and three script samples
with spoken dialogue to: Director of Re- m
g crulting, ARTHUR ANDERSON & CO., T
Classified Center for Professlonal Education, 1405 BL I H PY g4
A=A N. Fifth Avenue, St. Charles, liilnois ATENG SIGHE Root Top
Advertising | 60174. EEO, MFH. fafioons
800-235-2201
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For Sale Stations

For Sale Stations Continved

For Sale Stations Continved

N. East FM B-1 upgrade in rated market with
strong ratings! N.J. Fulltimer—owner rétinng
..2sking under 1M. Top 35 Market FM with B-
1 upgrade..asking $3.5 M.

Hen Hickman, 29 Manor Drive,
Newton. NJ 07860 201-—579-5232

Owner/Operator Seeking to Borrow
$800,000 to Expand Our Media Operations

Successtul Class C FM, medium. growing Sunbelt
market. positive cashflow, regional revenus and fat-
ings leader This 1s a secured lencing opportunity, at a
good rate of return. to solid. experienced broadcast-
ers Reply 1o Box A-20 for a prorrpt telephone follow-
up 10 your inquiry Business plan will be sent to quah-
tied parties.

COLORADO FM

100KW wigood ratings

Positive cashflow

Growth market

Reduced price/make offer
Call 415—937-9088
LaFrance Media

VENTURE CAPITAL
DEBT FINANCING
For broadcasters
Sanders & Co.
1900 Emery St., Ste. 206
Atlanta, GA 30318
404—355-6800

AMARILLO
C-1FM
Needs some equipment
$450,000
404—355-6800

YOU COULD BE A
$UPER $TATION
Link unprofitable stations in your
area to your SUPER $TATION and
make money. Call Dan at Marti
about PLAN A. 817—645-9163.

WARM SUNNY FLORIDA

AM near Tampa. Trailing and current

cash flow. Local bank financing
possible. Call Don Roberts,
HOZACHO-HORTON COMPANY
813-966-3411

OWNER/OPERATOR OPPORTUNITY

Great opporiunity for owneroperator at
deep South fulltime AM with FM CP. Agk-
ing $250k. Absentee owner ready to deal.
Call or fax for additional info.

Contemporary Communications
Phone: 404-460-6159 - FAX: 404-460-6129

WEST COAST FM'S
RATED MARKETS
$600,000-900,000

800—237-3777

Kepper,
Tupper &
Fugatt

PLAINS STATES
2 Combos
Good Cash Flow

300 Knightsbridge Parkway, Suite 360

Lincolnshire, lllinois 60069
Phone: 708 / 634-9258

AUCTION
® Two GTE Buildings ®
10am, Mon., Feb 4

3 Story brick office & storage bidg. with
200’ communications tower In Winter
Haven, Florida — 2 Story brick Autovon
Bldg., Large brick communications tower
bldg. with 220' communications tower on
4+ acre security site in Polk Ciy, Florida.
Inspections: January 7 and 17 from 11am
to 5pm at each site, each day. Free
Brochure & information 813—644-6681
(Local) 1-800--330-2350 in FL or 1-800-468-
6681 (USA) Martin E. Higgenbotham, CAl,
FL Lic #AB158#AU305, 1666 Williamsburg
Sq., Lakeland, Florida 33803.

TOP 50 MARKET - TENNESSEE

@ Fuli-time AM
@ Non-directional
@ New Building and Equipment
® Perfect for Owner-Operator
@ Real Propery Optional
o $375.000 with Terms Available

JOHN W. SAUNDERS 713-444-4477

For SALE
Fox Tv
AFFILIATE
IN THE TOP 70 ADI

BIDS ACCEPTED UNTIL
MARCH 1, 1991

EXCELLENT MARKET
EXCLUSIVE REPRESENTATIVE

&8 ASSOCIATES INC

Communications Brokers

REX MILLER
CLIFF GARDINER

CLIFTON GARDINER

433 Park Point Drive Golden, Colorado 80401 (303) 526-1458

FM
Powerhouse

Class C located in Florida
coastal area cash flowed
over $500,000 in 1990 with
lots of upside. Let’s talk.
Owner Paper

AM/FM Southeast .3300 dn
AM/FM South ... .. $350 CF

Several other FMs & Combos in
choice Sunbelt markets,

Donald K. Clark, Inc.
’f;‘}\ Media Broker
&F 813.949.9311

P. O. Box 340617. Tampa. FL 33694

We’ll give you
all the credit.

IT'S EASY TO DO. Just
include your personal or
company Mastercard or

VISA credit card number and
the expiration date in your

FAX or letter (please, no

phone orders at this time).

VISA' w
LI _
FAX (202) 293-FAST
OR MAIL TO: Classified Dept.,

1705 DeSales Street, NW,
Washington, DC 20036.

Deadline is Monday at noon Eastemn
Time for the following Monday's issue.
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For Sale Stations Continved

FOR SALE
COASTAL FLORIDA
FM STATION

Class C3 (25,000 Watts)
Excellent Technical Facility
in Top-rated Growth
Market - 150,000 +
Population. Management
in Place. Strong Upside
Potential. Some Seller
Financing Available.

Inquiries to:

Erwin Krasnow/Esq.
202—371-6062

Production Services

SUPER BOWL UPLINK
& CREWS

UPLINKS & Betacam crews available
Super Bowl week & at the Super Bowl.

Southern Star Productions
Tampa 813-254-1662

Global ReLeat
comes in all shapes
and sizes.

Planting trees is one of the best and
easiest ways 10 help reduce global
warming and other environmental
problems. You can make a
difference right now by calling our
special Action Line —
1-900-420-4545.

The $5.00 charge actually pays for
planting a tree and we’ll also rush
you detailed information on Global
Releaf. Take action now.

1900-420-4545

A program of The American Forestry Association
Citizens caring for irees & forests since 1875
P.0. Box 2000, Washingten, DC 20013

BROADCASTING’S CLASSIFIED RATES

All orders to place classified ads & all correspondence pertaining to this
section should be sent to: BROADCASTING, Classified Department,
1705 DeSales St., N.W., Washington, DC 20036.

Payable in advance. Check, money order or credit card (Visa or Master-
card). Full and correct payment must accompany all orders. All orders
must be in writing by either letter or Fax 202-293-3278. If payment is
made by credit card, indicate card number, expiration date and daytime
phone number.

Deadline is Monday at noon Eastern Time for the following Monday's
issue. Earlier deadlines apply for issues published during a week con-
taining a legal holiday. A special notice announcing the earlier deadline
will be published above this ratecard. Orders, changes, and/or cancella-
tions must be submitted in writing. NO TELEPHONE ORDERS,
CHANGES, AND/OR CANCELLATIONS WILL BE ACCEPTED.

When placing an ad, indicate the EXACT category desired: Television,
Radio, Cable or Allied Fields; Help Wanted or Situations Wanted, Man-
agement, Sales, News, etc. If this information is omitted, we will deter-
mine the appropriate category according to the copy. NO make goods
will be run if all information is not included. No personal ads.

Rates: Classified listings (non-display). Per issue: Help Wanted: $1.20
per word, $22 weekly minimum. Situations Wanted: 60¢ per word, $11
weekly minimum. All other classifications: $1.30 per word, $24 weekly
minimum.

Word count: Count each abbreviation, initial, single figure or group of
figures or letters as one word each. Symbols such as 35mm, COD, PD,
etc., count as one word each. A phone number with area code and the
Zip code count as one word each.

Rates: Classified display (minimum 1 inch, upward in half inch incre-
ments). Per issue: Help Wanted: $90 per inch. Situations Wanted: $50
per inch. All other classifications: $120 per inch. For Sale Stations,
Wanted To Buy Stations, Public Notice & Business Opportunities adver-
tising require display space. Agency commission only on display space.

Blind Box Service: (In addition to basic advertising costs) Situations
wanted: $5 per ad per issue. All other classifications: $10 per ad per
issue. The charge for the blind box service applies to advertisers running
listings and display ads. Each advertisement must have a seperate box
number. BROADCASTING will not forward tapes, transcripts, portfolios,
writing samples, or other oversized materials; such materials are re-
turned to sender. Do not use folders, binders or the like.

Replies to ads with Blind Box numbers should be addressed to: Box
(letter & number), c/o BROADCASTING, 1705 DeSales St., NW, Washing-
ton, DC 20036.

The publisher is not responsible for errors in printing due to illegible
copy—all copy must be clearly typed or printed. Any and all errors must
be reported to the Classified Advertising Department within 7 days of
publication date. No credits or make goods will be made on errors which
do not materially affect the advertisement.

Publisher reserves the right to alter classified copy to conform with the
provisions of Title VII of the Civil Rights Act of 1964, as amended. Publisher
reserves the right to abbreviate, alter, or reject any copy.
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FATES & FORTUNES

MEDIA

David J. Barrett, VP and general man-
ager, WBAL-AM-TV-wWIYY(FM) Baltimore,
named deputy general manager of
broadcasting for parent company, Hearst
Broadcasting, New York.

Louis J. Slovinsky, VP, corporate com-
munications, Time Warner Inc., joins
Home Box Office Inc., New York, as
senior VP, corporate communications.

Giles Lundberg, director of research
and marketing, Fox Broadcasting Co.,
Los Angeles, named VP, research and
marketing.

Lucille Luongo, VP, corporate rela-
tions, Katz Communications Inc., New
York, named senior VP, corporate com-
munications.

Ted Utz, station
manager, WNEW-
FM New York,
named VP and
general manager.

Appointments  at
Fox Broadcasting

Company  affili-
ates board of gov-
ernors: Kevin
O’Brien, presi-
dent and general
manager,

KTvU(Tv) QOakland, Calif. (San Francis-
co), named chairman, affiliate board of
governors; Bill Jenkins, VP and general
manager, wXIX-Tv Cincinnati, named
chairman, Fox Children’s Network over-
sight committee; Ric Gorman, VP and
general manager, WPMLTV) Mobile,
Ala., Steve Scollard, VP and general
manager, KLRT(Tv) Little Rock, Ark.,
and Gregg Filandrinos, VP and general
manager, KDNL-Tv St. Louis, appointed
new members of board of governors.

Patricia S. Sachs, associate, entertain-
ment section, Pryor, Cashman, Sherman
& Flynn law firm, joins Reiss Media
Enterprises, New York, as VP and gen-
eral counsel.

Ken Roberts, general sales manager,
KMGC(FM) Dallas, joins KBTS-FM Kil-
leen, Tex. (Austin), as VP and general
manager.

Steve  Rivers, program director,
WZOU(FM) Boston, joins wXKS-FM Med-
ford, Mass. (Boston), as VP, opera-

tions.

Jay Newman, VP and station manager,
WCIX(TV) Miami, joins co-owned WCAU-
Tv Philadelphia, tn same capacity, suc-
ceeding Carl Wenhold, resigned.

Edward R. Kupperstein, acting assis-
tant general manager for radio, KUAT-
AM-FM Tucson, Ariz., named assistant
general manager for radio.

Nora L. Guzewicz, VP, Stainless
Broadcasting Co,, North Wales, Pa.,
named president.

Richard Sullivan, program director and
operations manager, WOCIO(TV) Shaker
Heights, Ohio (Cleveland), named sta-
tion manager.

Kirby Brooks, general manager, Tele-
Cable Corp.’s Spartanburg TeleCable
system, Spartanburg, S.C., named VP,
Brenda McNutt, general manager,
Beckley TeleCable system, Beckley,
W.Va., named VP.

Pamela A. Burton, manager of national
promotions, KBLCOM Inc., Houston,
named director of field marketing.

Michael D. MacNeilly, former owner
and operator, MacNeilly & Assoc,,
joins United Artists Cable South Central
Region, as general manager, Evansville
Cable Television Inc., Evansville, Tenn.

Christopher K. Ackerman, VP and
general manager, WSHH(FM) Pittsburgh,
joins WSTRFM) Cocoa Beach, Fla. (Or-
{ando), succeeding Don Peterson, gen-

eral manager, KJZS(FM) Houston.

J. Brian Gault, director of affiliate rela-
tions, Cable Networks Inc., New York,
named executive director.

John O. Wynne, president, Landmark’s
Newspapers and Broadcasting Group,
Norfolk, Va., named president, Land-
mark Communications Inc., succeeding
Richard F. Barry III, vice chairman,
Landmark.

Brad A. Gordon, controller, Communi-
cations Equity Associates, Tampa, Fla.,
named chief financial officer.

Jack Davison, general manager, KYSM-
AM-FM Mankato, Minn., joins KTMX(TV)
Colusa, Calif., in same capacity.

Robert H. Baker, manager of planning
and development, The Nashville Net-

work, Nashville, named director of op-
erations, Country Music Television.

SALES AND MARKETING

Michael Ganz,
account executive,
WNBC-TV New

York, named sales
manager.

Steven J. Pech-
man, regional ac-

count representa-
tive, WTRBS(TV)
Atlanta, for

Tumer Broadcast-
ing System Sales
Inc., named VP
and general sales manager, SportSouth,
TBS Inc.

Appointments at wMAQ(aM) Chicago:
Pat Joyce, sales manager, named sports
sales manager; Julie Kirby, account ex-
ecutive, named sales manager,; Mark
Garry, account executive, WCKG(FM)
Elmwood Park, Ill., to same capacity,
and Marna Spizz, former account exec-
utive, wFYR-FM Chicago, to same capac-
ity.

Chuck Cowdrey, national sales manag-
er, WLVI-TvV Cambridge, Mass. (Bos-
ton), joins co-owned WUSA(TV) Wash-
ington, as local sales manager,
succeeding Paul Trelstad, named gen-
eral sales manager, co-owned KPNX-TV
Phoenix. Brien Kennedy, account exec-
utive, wUSA(TV) Washington, named na-
tional sales manager.

John K. McKay, local sales manager,
KRON-TvV San Francisco, joins KAKE-TV
Wichita, Kan., as VP and general sales
manager.

Michael Zucker, former senior VP,
marketing for syndication and network,
Columbia Pictures Television, joins
Seiniger Advertising, Hollywood, as se-
nior VP.

VP’s elected at D’Arcy Masius Benton
& Bowles, St. Louis: Sharon K. Tet-
tenhorst, strategic planning and re-
search director; Bryce C. McTavish,
account supervisor; James R. Fortune
and Thomas K. Townsend, creative di-
rectors, and James F. Borcherdt, VP,
associate creative director, D’Arcy Ma-
sius Benton & Bowles, St. Louis,
named creative director.
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EDITING IN PROGRESS FOR
BROADCASTING YEARZIBOOK 1991

By now, your station or company should have sent back our
questionnare. We want to make sure that your listing in the
most widely used broadcasting reference book is accurate and
up-to-date. Every year, we mail questionnares to more than
20,000 businesses. Every year, a few questionnares fail to
find the right desk; thus this call for entries.

Have we received the information we need to make sure your
company is accurately represented in the next YEARBOOK?

IT IS NOT TOO LATE

Don’t wait. Send (or fax) us your update today, before our
database (which we can change) becomes a book (which we
can’t). Due to production schedules, we cannot guarantee
editorial corrections on any information received after Jan.
24. Act now. Send your corrections to:

Broadcasting Yearbook 1991
Attention: Editorial Department
1705 DeSales St., N.W., Washington, DC 20036
Fax: (202)-429-0651

John Russo, account executive, Katz
Independent Television, New York, and
Tish Markey, media analyst, MMT
Sales Inc., New York, join wIXx(TV)
Waterbury, Conn., as account execu-
tives.

Caton Easterling, from wacH(TV) Co-
lumbia, §.C., joins WHNS(TV) Asheville,
N.C., as account executive.

Paula Manings, VP, sales, Keystone
Communications, joins Stars Produc-
tions Services Inc., New York, as ac-
count executive.

Terri Malcak, assistant account execu-
tive, HRP Television Station Represen-
tatives, named account executive, gold
team, Chicago. Jaimi McFarlin, recent
graduate, HRP training program, named
account executive, red team, Los Ange-
les.

Ed Pincu, president, Promo-Tec Inc.,
joins Bogell Inc., Dallas, as creative di-
rector, direct services group.

Lorri Froehlich, general sales manager,
McDonald  Broadcasting, Lansing,
Mich., joins KvOrR(aM) Colorado
Springs, as director of sales.

Appointments at Lawrence Butner Ad-
vertising Inc., New York: Charles Ma-
hon, data processing manager, named
VP, manager of information systems
and computer services; Dan McGillick,
account executive, named VP, account
supervisor; Robert Perez, manager of
internal controls, named VP, controller,
and Ross Quinn, assistant account exec-
utive, named account executive.

Bill Acker, from Blair Television, New
York, joins WFXT(TV) Boston, as nation-
al sales manager.

Hilary Greene, from wsSH-FM Lowell,
Mass. (Bosion), joins Herron Media
Group, Manchester, Mass., as senior
VP, sales and marketing.

Ned Greenberg, direcior, Eastern re-
gion, advertising sales, E! Entertainment
Televis_lon, Los Angcles, named VP,
marketing and advertising sales.

Kathy Clements-Hill, national sales
manager, WFAA-TV Dallas, named gen-
eral sales manager. Yvette Cook-Har-
ris, account executive, WFAA-TV, named
national sales manager.

Debra Marks, from Greater Rochester
Cable, joins wHEC-Tv Rochester, N.Y .,
as account executive.

Katie Corbett, local sales manager,
WNCI(FM) Columbus, Ohio, named gen-
eral sales manager, succeeding Chris
McMurray, general manager, co-
owned KMGC(FM) Dallas,

Kim Urbuteit, from wrvT(TVv) Tampa,
Fla., joins wwsB(Tv) Sarasota, Fla., as
national sales manager.

Ruth  Slawson,
VP, mini-series,
NBC  Entertain-
ment, Burbank,

Calif., named se-
nior VP, mini-se-
ries and motion
pictures for televi-
sion.

Barry Chase,
VP, programing,
Public Broadcast-
ing Service, Alex-
andria, Va., resigns Feb. 15 to develop
new programing and production prod-
ucts.

Slawson

Glenn R. Weisberger, partner, Dubin
& Weisberger law firm, Los Angeles,
joins MCA TV there as director of legal
and business affairs. Arthur Hasson,
VP, domestic television distribution,
Northeastern division, Orion Television
Entertainment, New York, joins MCA
TV there as division manager, Northeast
region.

Carol Wonsavage, VP, creative ser-
vices, Maryland Public Television, Bal-
timore, named VP, national and interna-
tional production. Janice Bross,
director of marketing, WJHU-FM Balti-
more, joins MPT, as director of station
relations and foundation services.

Louise Lo, independent executive pro-
ducer and producer, KQED(TV) San Fran-
cisco, named director, cultural program-
ing department.

Bert Bertolero, former host of garden-
ing program, KCBS(AM) San Francisco,
joins KGO(AM) there in same capacity.

Tim Brooks, senior VP and media re-
search director, N.W. Ayer, joins USA
Network, New York, as VP, research.
Peter Lasser, executive VP, Senior
Professional Baseball Association, joins
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USA Network, as producer, USA Tues-
day Night Fights.

Malcolm Klein, owner, Malcolm C.
Klein & Associates Inc., Los Angeles,
joins Interactive Network, Mountain
View, Calif., as general manager.

C. J. Papa, former full time production
assistant,  SportsChannel ~ America,
Woodbury, N.Y ., named anchor, Sports
Nightly,

Rick Millikan, director of talent and
casting, MGM/UA Television, joins Co-
lumbia Pictures Television, Los Ange-
les, as director, talent and casting.

Bob Burris and Michael Ware, execu-
tive story editors, ABC’s Growing Pains
and story editors, Just the Ten of Us,
named producers, Growing Pains.

Bee Ottinger, senior staff editor, Sky-
light Productions, Los Angeles, has
been named to edit trailers and recaps
for Twin Peaks. by Lynch/Frost Produc-
tions.

NEWS AND PUBLIC AFFAIRS

Pat Ciarrocchi, anchor and reporter,
KYw-Tv Philadelphia, adds duties as co-
host, Evening Magazine. Paul Gluck,
news director, wCAU-TV Philadelphia,
joins KYW-Tv as executive editor of
news,

Andrea Brown, associate news produc-
er, KSTP-Tv St. Paul, Minn. (Minneapo-
lis), joins wxyz-Tv Detroit, as produc-
tion assistant.

Gary Reals, former reporter, WILA-TV
Washington, joins WUSA(TV) there as
general assignment reporter.

Peggy Keegan, director of public af-
fairs, Viacom Cable, Pleasanton, Calif.,
joins California Cable TV Assoc., Oak-
land, Calif., as VP, public affairs.

Cassie  Seifert,
from BizNet
News, Washing-

ton based organi-
zation which pro-
vides busi:ess
news services to
various television
programs,  joins
The Nightly Busi-
ness Report, New
York, as co-an-

Seifert

Oscar Minoso, acting chief, Creole ser-
vice, Voice of America, United States
Information  Agency, Washington,
named chief, Creole-language service.
Terry Hourigan, acting director, VOA
Europe, USIA, named director.

Terry Baker, former news director,
WNBC-TV New York, and Tom Yaros-
chuk, executive producer, wBZ-TvV Bos-
ton, join Cable News and Business
Channel, Fort Lee, N.J., as supervising
producers.

Appointments at WGRZ-TV Buffalo,
N.Y.: Carol Kaplan, environment mat-
ters reporter, adds duties as morning an-
chor; Steve Brown, reporter, WGRZ-TV
named night anchor, and Renee Phil-
lips, weekend weather anchor, adds du-
ties as overnight anchor, weeknights.

John MclIntire, morning anchor,
WLNE(TV) New Bedford, Mass., adds
duties as noon and é p.m. anchor.

Jim Farrell, meteorologist, WBBH-TV
Fort Myers, Fla., joins WINK-TV and co-
owned The 24 Hour News Station there
in same capacity.

Larry Wentz, managing editor, WBAY-
TV Green Bay, Wis., joins KTIV(TV)
Sioux City, lowa, as anchor.

John Torre, correspondent and anchor,

lllinois News Network, Chicago, named
news director.

TECHNOLOGY

Rick Post, director, studio operations,
NBC-TV, New York, named director of
technical engineering and maintenance.

Will Lohmann, maintenance supervi-
sor, KBHK-TV San Francisco, named
chief of maintenance.

Ann Watt, from Harold Friedman Con-
sortium, joins Editel Graphics, New
York, as account executive.

Kackie Mauder, from Nexus Produc-
tions, joins C&C Visual post produc-
tion, New York, as director of opera-
lions.

Tim Roberts, from British Telecom,
joins Tannoy-Audix designers and man-
ufacturers, Essex, England, as managing
director, succeeding John  Billet,
founder and executive chairman.

Linda Smith, managing director, Euro-
pean operations, Alpha Wire Co.,
named VP, sales, Elizabeth, N.J.

Russ A. Abernathy, director of techni-
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Michael J. Bean, medical reporter, { |

KSTP-TV St. Paul, Minn., joins WCCO-TV | I N -

Minneapolis, in same capacity.
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cal operations and engineering, WYES-TV
New Orleans, joins WKNO-FM-TV Mem-
phis, as director of technical operations.,

Henry Volpe, assistant chief engineer,
WKBW-TV Buffalo, N.Y., joins WBAL-TV
Baltimore, as director of engineering.

Garry M. Anthony, from Devlin Vid-
eo-services, joins Edit Decisions Ltd.,
New York, as sales manager.

PROMOTION AND PR

Diane Hailey, story editor, MCA Tele-
vision Entertainment Inc., Universal
City, Calif., named director of creative
affairs.

Melissa MacPherson, community rela-
tions manager, TKR Cable Co., joins
Inside Edition, New York, as publicist.

Hope M. Straub, promotion coordina-
tor, wCMH-TV Columbus, Ohio, joins
WRTV(TV) Indianapolis, Ind., as creative
director.

Kirk Swenk, broadcast producer and
senior copywriter, Johnson & Dean
Inc., joins woOoD-AM-FM Grand Rapids,
Mich., as creative services director.

ALLIED FIELDS

Douglas J. Bennet, president, National
Public Radio, Washington, named to In-
dependent Sector board of directors, co-
alition of foundations, corporate giving
programs and not-for-profit organiza-
tions whose mission is o create national
not-for-profit initiative.

James Cassell, media associate, Ameri-
can Red Cross, joins Corporation for

Public Broadcasting, Washington, as di-
rector, external relations.

New officers and board members at
NBC Radio Affiliate Executive Commit-
tee: Paul Hedberg, Hedberg Broadcast-
ing Group, Spirit Lake, lowa, chairman;
Allan Land, wHIZ-AM-FM Zanesville,
Ohio, vice chairman; Greg Anderson,
WFBC-AM-FM  Greenville, S.C.; Tom
Baker, KPOP(AM) San Diego, Calif., and
Dan Griffin, wHDH(AM} Boston.

Jack Valenti, chairman-CEQ, Motion
Picture Association of America, has
been glppointed by President Bush to
U.S. Trade Representative’s Advisory
Committee for Trade Policy and Negoti-
ations. Valenti will serve two-year term
on 45-member advisory committee.

Molly M. Mannon, director of market-
ing, Electronic Industries Association,
Washington, named president, succeed-
ing James Magee, retired.

Larry King, host, the Larry King Show,
Cable News Network, Washington,
named honorary trustee, The Foundation
of American Women in Radio and Tele-
vision.

John A. Wyatt, director of technical
programs, components group, Electron-
ic Industries Association (EIA), Wash-
ington, named director, EIA engineering
department.

DEATHS

Don C. Reeves, 75, veteran California
broadcaster and broker, died of massive
stroke Jan. 8 at his home in Sacramento.
Reeves had built and operated numerous
stations since putting his first one on air,
KNGS-TV Hanford, Calif., in 1947. He
sold his last stations, KPIP-AM-FM Rose-
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ville (Sacramento), Calif., to Fuller-Jef-
frey Group in 1984. He had also at one
time headed West Coast office of broker
Hamilton-Landis & Associates. He is
survived by his wife, Edna Mae, son,
Kenneth and daughter, Kathy.

Dr. Karen Gross Glenn, 64, HDTV
contributor, died Jan. 7 in Fort Lauder-
dale of cancer. She and husband Dr.
William E. Glenn, emeritus scientist and
engineer, collaborated in 1980°s on de-
velopment of Vista Compatible HDTV
transmission system. In addition to her
husband, Glenn is survived by her
daughter, Janet; four sons, Burton, El-
iot, Doug and Ross. Memorial contribu-
tions may be directed to Dr. Herbert
Lubs, University of Miami, Mailman
Center, P.O. Box 01682, Miami, Fla.
33101.

Sven O. Swanson, 66, retired broadcast
writer for RCA, died Jan. 2 of cancer in
Mount Laurel, N.J. During Swanson’s
30-year tenure with RCA, he was an
advertising copywriter and former editor
of broadcast systems division's external
publication Broadcast News. He retired
in 1985. Surviving him are his wife,
Anna; two daughters, Janet and Karen;
two sons, Bruce and Robert; mother,
Linnea; two brothers, Eric and Harry,
and three grandchildren.

Arthur Baum, 87, cable television pio-
neer, died Dec. 22, 1990, in New York.
Baum concentrated on CATV heavily in
1960’s and established a research and
development group, and was part of de-
velopment of push-pull amplifier and
aluminum cable. He is survived by two
sons, Robert and Theodore; two sisters,
Elsie and Ruthie, and eight grandchil-
ren,

Wilson Hall, 68, former NBC News
correspondent, died Jan. 10 of renal fail-
ure in Jackson, Tenn. Hall joined NBC
in 1951 and opened news burcaus in
Cairo, Egypt and Middle East. He re-

rted from Rio de Janeiro, coverin

outh America for four years. At I96§
and 1972 national political conventions,
Hall was floor reporter for NBC Radio
Network and between two conventions,
was based in Beirut, covering Middle
East. His last assignment was in Wash-
ington covering Capitol Hill. He is sur-
vived by daughter, Kimberly; son, Ke-
van, and brother, Robert.

Russ Coughlan, 71, senior correspon-
dent, KGo-TV San Francisco, died of
heart attack Dec. 29, 1990, there. Be-
fore joining KGO-Tv in 1957 he had
stints at KHUB(AM) Watsonville, Calif.,
in 1940, KROW(AM) Qakland, Calif., and
in 1945 joined KCBS(AM) San Francisco.
Coughlan was executive VP, ABC
Owned Television Stations until 1981
and returned to KGO-TV then. He is sur-
vived by two daughters, Colleen and
Jill, and half sister, Phyllis.
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FIFTH ESTATER

RON TOWNSEND: FROM MAIL ROOM TO 27TH FLOOR

on Townsend’s rise to president

of the Gannett Television Group

reads like a Horatio Alger story.
The 49-year old executive started his
broadcasting career in the CBS mail
room lugging packages up 20 flights of
stairs to the offices of Bill Paley and
Frank Stanton. Today, Townsend sits on
the 27th floor of Gannett headquarters in
Arlington, Va., overlooking the Poto-
mac River and, needless to say, has his
mail brought to him.

Described by industry peers as *‘hum-
ble, private and a good example of what
you see in a Gannett executive,”’ Ron
Townsend prefers to keep a low profile
while overseeing the operation of the
group owner's 10 television stations.
His selection by Gannett in May 1989 to
supervise the television group is proba-
bly the highpoint of a 30-year career that
included stints in network news, busi-
ness admimistration, public television
and station management.

It was a fascination with news that
first made Townsend consider broad-
casting as a career. ‘[ was 10 feet away
from Walter Cronkite on Nov. 22, 1963,
when he was announcing the Kennedy
assassination,’” recalls Townsend, who
spent four years with CBS News. ‘] was
really fascinated by the big news
events.”" And, as supervisor of news
payroll, he also ‘‘gained an appreciation
of the kind of money that could be
earned’” in broadcasting.

Townsend spent 10 years at the net-
work and was, as he describes it, on the
“*fast track” there when he decided to
leave the network and, in 2 move which
some at the time questioned, joined the
Children's Television Workshop (CTW)
as director of field services.

Townsend stayed with CTW for five
years and spent much of his time travel-
ling around the country and visiting pub-
lic TV stations. It was then that Town-
send begin thinking about station
management. ‘| was really impressed
with the way television stations were
run, [although at the time] I did not
really appreciate the difference between
a commercial station and a public sta-
tion.”* Townsend was hoping to get into
station management in New York. Be-
sides being raised there, Townsend met
his wife Dorothy who worked at CBS
News as Bill Leonard’s assistant. *“The

Tl

TR

last thing 1 wanted was to leave New
York but I was told about a job at wTGP-
AM-TV Washington (now WUSA-TV) and
came down and talked to the people and
saw the area and said: ‘Oh my God,

vision set.”” Now Townsend serves on
the group owner’s management com-
mittee and watches over Gannett's nine
network affiliates and one indepen-
dent. *‘I enjoy working with our other
stations and have an appreciation for
the fact that the smaller stations have
the same problems that the larger sta-
tions have, but they just don’t have as
many people.”’

Townsend’s predecessor and boss,
Cecil Walker, now Gannett Broadcast-
ing president and chief executive offi-
cer, is confident Townsend is the right
man for the job. Says Walker: *‘Any
time you pick someone [ for an important
position], you have to make sure you
pick the right person. Ron makes you
look good. He understands the business
and picks up a lot that others may
miss.”” Townsend and Walker work
closely together plotting long-range
plans for Gannett’s television stations.

Although Townsend keeps a very low
profile professionally, he gained nation-

what am [ doing?" ™’
Townsend had a gut
feeling that he should
take the job and three
months later he moved
to Washington as the
station’s business man-
ager.

He rose through the
ranks at the station from
business manager to
station  manager to
eventually become
president and general
manager of WUSA-Tv.
Moving through the
ranks in broadcasting is
fairly common, howev-
er Townsend did it
while the station en-
dured three ownership
changes. ‘‘The thing
that drove me was fear.
1 did not want to fail.”’

Townsend spent
more than 10 years at
WUSA-TV before mov-
ing to the Gannett cor-

Ronald Townsend

President, Gannett Television
Group, Arlington, Va.; b: Sept.
23, 1941, Jacksonville, Fla.;
attended Baruch College, New
York,; meail room, CBS Inc., New
York, 1960, administrator, CBS
sports sales and spot sales
coordinator, 1961-63; supervisor,
news payroll, CBS News. 1963-
64; manager, talent payroll and
accounts payable, CBS News.
1965-67; sentor financial analyst,
CBS News, 1966-68; manager,
CBS news program services,
1969; director of field services,
Children's Television Workshop,
New York, 1970-74; director of
business affairs, WIop.AM-TV
Washington (now wirsa-Tv),
1974-78; station manager, Wi'SA-
TV 1977-86; president-GM, wUSA-
TV 1986-89; current position since
May 1989; mnarried Dorothy
Yearwood, June 24, 1972;
children (from previous
marriages)—Mickelle, 29;
Ronald Jr., 27, and Gina, 24.

al attention last summer
when he became the
first black admitted to
the Augusta Country
Club in Georgia. Town-
send, an avid golfer,
took all the hoopla in
stride,  Although he
feels *‘that it got more
press than it deserved,
it was breaking barriers
and an opportunity for
youngsters to see that
there are still a few
things left in our coun-
try in which you cannot
participate.”” Augusta,
he adds, is one of the
finest golf experiences
in the world. ‘‘Being
chosen as a member
made me feel good."’
Townsend, who
rarely misses a day of
work, claims his moth-
er is his biggest role
model. He explains:

porate offices and, after an adjustment
period, enjoys his new duties and chal-
lenges. **It was a lot noisier at the sta-
tion and [now] when the big news story
happens I'm not even looking at a televi-

*“My mother worked
as an elevator operator in a hotel for 30
years and never missed a day and never
was late. Talk about inspiration. No-
body worked harder and that drives
me.”’
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NATPE COVERAGE CONTINUED

FEWER TIERED DEALS FILL UPFRONT SALES MARKET

here are fewer tiered program

deals—which caused so much

havoc last year—in the current
selling season, according to station and
syndication executives on a NATPE
panel.

The panelists said that last year a large
supply of new programs, coupled with
little demand, meant that stations essen-
tially had enough leverage to pick up
more shows than they needed at low cost
and no commitment to air them.

Tiered sales are deals where the sta-
tion picking up a show has several op-
tions on where to place the show. But,
according to Judy Girard, director of
programing operations, WNBC-TV New
York, in years past, stations usually
committed to air a show in a specific
time period with options to move it if it
did not meet certain rating levels. Last
year, she said, tiered deals were taking a
new twist: stations had multiple options
upfront, without committing at first to a
specific time period.

*“What we experienced was extremely
unhealthy,”” said Robert Jacquemin,
president, Buena Vista Television,
speaking of last year’s first-run program
sales market. ‘'l think tiering does have

a place, but it was misdirected’’ last
year, he said. ‘*When a station makes a
decision to acquire a program, it should
make a [time period] commitment. Late
night is not a commitment."*

Such commitments ought to be made
in the spring before the new season so
that “*all departments at the station can
buy into the program™ and make a coor-
dinated effort to market and promote the
show, he said. Last year, many stations
were deciding where to put programs
until mid or late August.

Dick Robertson, president, Warner
Bros. Domestic Television Distribution,
said he understood stations’ desire to get
as much flexibility as possible through
tiered deals. **Our job is to give them as
little flexibility as we can,’’ he said.

Robertson said Warner would be less
likely to enter frays like it did last year
with Trump Card, which competed with
about 10 other game shows to get
launched. ‘*“We don’t want to be in the
business of losing $2 million or $3 mil-
lion a year’” on a project that won’t
work.

Larry Cazavan, operations manager,
WATE-TV Knoxville, Tenn., said part of
last year's tiering situation was due to

NEW NATPE CHAIRMAN LOOKS TO
‘PROGRAM DECISIONMAKERS’

Rick Reeves, new NATPE International chairman and chief executive
officer, last week became the first station general manager to assume those

posts. The organization’s previous chairmen and women have all come from
the program director ranks. But as Reeves observed, program directors no
longer appear to be the key program decisionmakers. In remarks last week at
the opening session of NATPE, he said that ‘‘in the best interest of this
organization,”” stations should make their ‘‘program decisionmaker’’ the
voting NATPE member. At many stations, he said, ‘‘program decisions have
clearly fallen out of the hands of program directors.” In some cases, he said,
general managers have assumed such responsibilities; in others, it is an
executive with duties beyond programing, such as marketing and promotion.
And some owners have decided to call the programing shots themselves, said
Reeves. Program directors began losing authority in the mid-1980"s when
distributors of certain successful first-run programs began to demand exponen-
tial hikes in license renewal fees, Reeves said. He said he would also urge the
NATPE board nominating committee to name program decisionmakers to the
board, which is about to be reduced from 20 to 17 television executives.

Reeves also said NATPE should expand its international membership,
particularly in the Pacific rim area. And he said NATPE should pursue “‘closer
working relationships’” with other trade organizations such as the Broadcast
Promotion and Marketing Executives, the National Association of Broadcast-
ers and the Association of Independent Television Stations. **We have com-
mon interests that ought to be explored,”” he said. Reeves also said NATPE
should expand its membership to newer and potential future program exhibi-
tors including telephone companies, DBS and cable systems. *‘Our conference
is a software conference that should serve all delivery systems,’’ he said.

the early start of the program selling
season. ‘‘Stations are forced to buy be-
fore they really know their needs,’” he
said, adding: ‘I wonder how many sta-
tions really knew what their needs would
be when they bought Maury Povich 18
months earlier’’ than the show’s debut.

Barry Schuiman, program director at
wBZ-TV Boston, disagreed. *‘I'm not op-
posed to carly launches of shows,’’ he
said. '‘Oprah was done 15 months ahead.
It gives that much more planning, energy
and time to put into it.”’

Girard suggested that distributors con-
tributed to the problem by offering so
many programs that were less than com-
pelling. **I don’t think stations felt strong-
ly about any of the product from last
year,”” she said. Girard also noted that
with more shows working, the odds of
launching a successful new show have
increased. About 40% of existing syndi-
cated product has be¢n on the air more
than two years, she said, and 20% of it
has been on the air more than five.

Robert King, president of Orion’s do-
mestic syndication division, criticized sta-
tions for having too quick a trigger ﬁnger‘
when it comes to cancelling shows that do
not immediately take off in the ratings.
Girard replied: ‘*You're assuming that
program departments have a free reign.
Nine times out of 10, it is not a program
decision but a sales decision.”

Girard quipped that station general
managers are *‘‘schizophrenic. They want
higher ratings but they have a quarter by
quarter [bottom line] report card.™

The panel seemed to agree that the
reason many new shows failed this sea-
son was that viewers were happy with
similar shows already on the air. “Whyl
should they change?”’ asked Robertson.
There was some disagreement on how
important syndicator pledges of paid
promotional spots are in geiting a new
show launched. l

Stations devote most or all of prime
time promotion to their newscasts, Gi-I
rard said. *‘So the question to the syndi-|
cator becomes: ‘What additional time
can you help me carve out to help make
your show a success? " Added Schul-
man of wBz: “‘It’s not based solely on
that, but it’s essential if the show is
going to break through.”’ |

But King disagreed. *‘‘Promotional
commitments are a disguise for purchas
ing time periods. We put big money into
shows that are quite average and we
want to pull them through the mar-
ket.” -5m
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Comedy TV President Robert Kreek has
managed to skirt rules of merger between
HA! and Comedy Channel that state he
cannot hire programing chiefs from ei-
ther network to head programing at
Comedy TV. Instead, Kreek has hired
both number-iwo programers at each net-
work, Mike Klinghoffer of HA! and Ant
Bell of Comedy Channel. Kreek said
two men will not be ‘‘co-chiefs,”’ and
titles will be based on how reponsibili-
ties are divided. He also said Comedy
TV will employ about 115 staffers, tak-
en evenly from HA!'s 60 employes and
Comedy Channel’s 200, meaning almost
all HA! staffers keep their jobs, and
three-quarters of Comedy’s will either
be back at HBO or looking for work.

Comsat Corp. eliminated approximately
one-third of 200 positions in restructuring
of Comsat Video Enterprises last week
and will take $90-$100 million pretax
charge (after tax loss of $3.60 to $4 per
share) in fourth quarter of 1990. Comsat
will report losses for that quarter and for
year, to be detailed in mid-February.

David Bartlett, president of Radio and
Television News Directors Association,
said coverage of Persian Gulf Wor has
been “fair and balunced.” Bartlett was
reacting to assertions by Senate Com-
merce Committee Chairman Emest Hol-
lings (D-S.C.) that fairness doctrine is
still issue because antiwar groups have
not had access to airwaves (see page
43). Hollings and House Commerce
Committee Chairman John Dingell (D-
Mich.) offered legislation last week to
reimpose doctrine. “*We have all seen
and heard a great amount of news report-
ing on antiwar protestors. The effort to
fie the wrrent aisis to the prolonged and
unsyccessful ottempt fo reinstitute the
fairmess docirine is deplorable,” said
Bartlett.

General Motors Comp. has signed seven-
year coniract with (BS making automobile
manufacerer exdusive domestic automo-
tive sponsor of (BS Sports coverage of
NCAA college Baskethall. Terms of deal
were not disclosed. GM reportedly spent
about $400 million in what is said to be
longest and largest agreement involving

one sports property.

equipment to home dish market, with
purchase commitment of up to one mil-
lion units in first year. Two companies
will jointly demonstrate SkyPix’s 8-to-1
video compression and midpower Ku-
band home satellite service (scheduled
to launch in “‘summer’’ 1991) at Jan.
21-23 SBCA trade show in Las Vegas
(see page 59).

Stodk price of Turner Broadcasting Systems
rose 30% between Monday and mid-Fri-
day, to $15. Strong performance came
on overall market gain of roughly 5%
and perhaps reflected anticipation that
CNN’s ratings performance last week
could be translated into future profits.
Shares of Capital CitiestABC gained
6.7%.

This week’s meetings between (BS execqu-
tives and ftelevision network affiliate
board was conceled iast Friday due to

events in Middle East.

Tele-Communications [ne. will hold ona-
lysts meeting Wednesday to detail spinoff
company, Liberty Media. New compa-

ny’s officers attending are Dr. John Ma-
lone, Liberty and TCI chief executive
officer; Liberty President Peter Barton,
and Robert Bennett, Liberty chief finan-
cial officer.

TV Marti went off air Wednesday (Jan.
16) when balloon carrying antenna and
transmitter broke free of its tether above
Cudhoe Key in Florida and floated
north-northwest towards Everglades Na-
tional Park. Balloon was deflated by re-
mote control and landed in dense forest
within Everglades National Park. Coast
Guard helicopter lowered inspection
team to site where visual inspection
deemed electronic equipment received
**minimal damage.”’

Showtime and ASCAP have settled music
licensing luwswit, with Showtime paying
organization $4.7 million retroactive fee
for 1982-1984. Ongoing suit between
ASCAP and Turner Broadcasting-led ca-
ble coalition has yet to settle larger issue
of whether ASCAP can license both ca-
ble programers and operators.

BARTER SALES COMPANIES GET JUMP
ON UPFRONT MARKET

arter sales pot off 0 a pre-uptront star last week at NATPE with word that
Group W's media sales arm, headed by Dan Cosgrove, sold a three-year,

510 million-plus barter package to Procter & Cramble that will include spats in
Chion's Chuck Woolery Show, the Geldwyn Thearee film package and Repulb-
lic's Beaury and the Beast, The deal was done through ihe New York-hased
DMB&R ad apency. Other barter sales companies said they oo would soon be
st to get a jump on the upfront market.

Select Media sold a package of spots to Hunt-Wesson in the company's new
weekly soap magazine, The Soap Show. "'Nobody knows what is going on in
the marketplace,” smd Select President Mitch Gutkowski, *“Those that take a
wait and sce attitudes may prevail. And they may not.”” Henry Siegel, chair-
man, LBS Communications, said his company would probably seil the firse
package of spols in the pew first-run Baywaich as early as nexl week, Bul
Stegel suid the bulk of LBS's barter time would probably be sold in the
upfront. T could have done a deal with P&G an this convention, " said Siemel.
“Bot not at the price 1 want,”” As to the P&G sale made by Group W,
Cosgrove sawd thal Weolery has so much inveniory (o sell (50 spols a week),
“the realicy was, | had to do a deal with them (o lay inoa base.™ At least ong
other major new program will ke offered to barter advertizers well before the
start of the upfront season next summer. MTY Networks, which last weak was
awarded the nghts to sell the barter tme in Columbia Pietures Television's
Mearried.  owith Children. will stant selling the show in the fist week of
February, according to Dowg Greenlaw, MTVN executive wice president,
advertizing sales, With only one minute of natonal barter time avadlable in the
show, said Creenlaw, “we have an attractive supply and demand siuation

Denver-based Echosphere Corp. will be here. ™ -5M
exdusive distributor of SkyPix receive :
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DITORIALN

Committed to the First Amendment and the Fifth Estate

THE OLD ORDER CHANGETH

T he last act of a dying organization, they say, is to design

a new and improved rulebook. In television news, the
last act may be to design a new and improved graphics
package.

Last week, covering the war in the Persian Gulf, ABC, CBS
and NBC beat the competition hands down, graphicswise. At
least some of the time, CNN beat the competition hands down,
newswise, It tells you something.

Among other things, it tells you that today’s viewer is more
interested in what’s going on in the field than in hearing it
talked about, and boiled down, in the studio. If it’s a tradeoff,
he or she may also be more willing to get the news from lesser-
known reporters than from celebrity anchors.

Morcover, television may be shifting over to a 24-hour
day—the cable model, if you will, that CNN followed from its
inception, with specialization the name of the game. Many
programers on the conventional side of the medium today are
predicting the demise of the existing three-network structure
that has all three doing essentially the same thing at the same
time, They believe that at least one of the big three {or four}—
presumably the weakest—will go to some form of specializa-
tion, sports or otherwise, in the next five years,

It is that 24-hour specialization that has made CNN what it
is today: truly, the first global network. It was the network that
the American and the Iragi leaders both watched last week,
along with statesmen and the public in over 100 nations—the
lengthened shadow of one man, Ted Turner, who has trans-
formed the electronic communications universe in so many
ways.

But the ongoing war coverage is more than a CNN story. It
is a triumph for television itself, which became the focal point
around which all the world rallied. Never before have the
people at home been so close to the front, nor in such instant
awareness of climactic events. In the United States, for exam-
ple, the public apparently knew of the Iraqi attack on Israel
before their own secretary of state. Awesome.

NATGM?

T he National Association of Television General Manag-

ers? NATPE may not yet be ready to change the letter-

head, but the message is clear, Top management is
calling the programing shots. To that end, the shift of the
association toward increased participation and input by station
general managers has received something of an official impri-
matur with the installation of Rick Reeves as chairman of the
organization. Reeves, general manager of WTAJTV Altoona,
Pa., and the first general manager to chair the organization,
made that charter clear when he told an opening session
audience that it was in the organization’s **best interests’’ that
the voting membership be made up of programing decision-
makers, and that it was no longer true in many cases that the
program directors were those decisionmakers. He urged

NATPE’s nominating committee to reflect that fact when it
makes up the nominations for the board of directors.

To report these facts is not necessarily to cheer them. It was
the program director community that brought NATPE to the
dance, and we're all for having a professional in full-time
charge of a station’s programing side—there is, after all, more
to life than the bottom line. The same point of view that
eliminates program executives may not be long in eliminating
the trade association that has served them—and the industry—
so well.

REPRESSION REVISITED

T he fairmess doctrine is back, at least in threat. Bills to

restore that iniquity as a law of the land were introduced

last week by Senator Ernest Hollings (D-S.C) and Rep-
resentative John Dingell (D-Mich.), who have been trying to
resuscitate the doctrine ever since a unanimous FCC ruied it
unconstitutional. Both are powerful and respected legislators,
and broadcasters must take seriously this latest initiative.

They need not, however, quake in their boots. Presidential
vetoes, and the threat of them, have kept Congress in line on
this issue for over three years now. With each passing day it
has become ever clearer that radio and television do not need
muzzling to protect the body politic. 1t's almost embarrassing
to note how seldom they stray from the middle of the road, or
venture into the realm of opinion.

Slaves too long, perhaps.

In any event, the Fifth Estate will need a united front to
avoid reimposition of the unfaimess reins, and courage enough
not to trade off its journalistic future for some short-range
legislative goal. This time, when push comes to shove, we
hope the National Association of Broadcasters will stand
shoulder to shoulder with the Radio-Television News Direc-
tors Association in helping broadcasters elude the Hollings-
Dingell corral.

Drawn for BROADCASTING by Jack Schmidt

“Is it true you listed our sales reps under 'Liabilities’ in last
vear's annual report?’’
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Dear Larry,

Broadcasting gets better with each issue. The
new look, the typography and the use of color,
have significantly enhanced your magazine's
communication of information. It's obvious that
Don West and his edilorial staff are making a
huge extra effort..and...sales associales are do-

.....

And thank you, ing a great job. Their advertisers are an integral
Magazine Design part of the unique value Broadcasting provides
and Production its readers.

: Tom Dawson
Magazine for our CBS Radio, VP (retired)

latest design BPME Past President
award.

Best Redesign,
Trade 1990

Thanks, Tom. And thanks to everyone who has taken the time to write and call.
We deeply appreciate your kind remarks and continued support.

Broadcasting=

Positioned to serve the industry for another 60 years.



In Sports Entertamment Programmmg'

Experience the action and
excitement of the WWF? each
week with:

SUPERSTARS

OF WRESTLING™

Wi

UIATENGE s,

Featuring ULTIMATE WARRIORY,
HULK HOGAN™ and all of the
superstars of the WWF®!

-l

utilize the power of the
WWEF Television Network's

Over 250 local stations .

excitement, ratings, | @
key demographics &
and sales support.

To expenence "The UI.TIMATE“ call:
Ed O'Donnell, Manager, Affiliate Relations (203) 352:8629
]oe Perkins, Dlstrlbutor, WWF Tejewslon Programs (617) 964 2060

. ol Ti is, Inc. 1990 TitanSpaorts, inc. HulkHogan = is a irademark of the Marvel Comics Group li e ytoTi 13, Im:
All other distinctive ch il are ir of FitanSports, Inc. All Rights Resewed. d




