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movies. Fox, meanwhile,
will not preempt its

regular series schedule during
the ratings month. It is.
however. presenting special
star-studded versions of its
regular shows.

15 / HERE COMES .
| DAB

The prospect of a new
radio medium taking the

1 place of today's AM and
FM sprang virtually full-
blown from NAR’s annual

| winter board meeting in
Naples, Fla. The
association not only has ‘

VERSION '

Koch Communications

will launch a 26-title package
of colorized tilms—many

of which are in the public
domuin—that the

company will market to

endorsed the concept of
digital audio broadcasting
{DAB) but wants to

| become a proponent and

!
l 1
l 1
| | 25/ COLORIZED
|
North American licensee F‘
|

-

of a leading format (Eureka -_—
147). It may be the

- Ui - 19 independent and affiliate
blueprint for radio’s future. |Q| stations for prime time and
' 3 !E early and late fringe time
16 / STATUS QUO | 3 Iy . %’ periods.
| oy |z
NAB's television board ol |
was less adventurous. | It 58 57 SN Jgi 27 / RAB MSC
reaffirming what everyone REPORT

Scenes from war (page 19).
knew: it wants must carry and | [
must pay and remains
leery of telco entry. But it has
l agreed to talk with telcos,

Attendance at the RAB's
11th annual Managing Sales
Conference in Nashville |

between $30 million and
$40 million, are not expected
to fill a whole lot of

the Persian Gulf war as they i
enter the February sweeps
period. But stations are also

and has charged the staff with | prepared to increase inventory. | was down from 1990. but
opening doors. coverage on a day-by-day The Redgrave sisters in ABC's
l p £ [ basis if they beliéve } 22 / TAKING S|DES What Ever Happenced to Baby
developments in the region ON CHILDREN'S TV ACT Jance? (page 23).

warrant more attention.

18 / PRIORITIES

At least 56 companies and [

Senate Commerce associations commented to
[ 20 / OPTIONS the FCC on the details of
Hollings is calling for a EXERCISED the Children’s Television Act

of 1990. Those from
broadcasiers and public
interest groups differ
radically on basic definitions.
and most say that

operators are liable for cauble
network violations.

“*broad look ™" at

| communications policy.
Commerce will focus on
communications issues

l Committee Chairman Ernest

After a two-week delay,
network advertisers for the
most part exercised

. options on their second
during the 102nd Congress, | quarter upfront buys.

he said. e{qd_lng lhal' ,he ' While it was noras bad as
[ wants to “'sit down’’ with i

FCC Chairman Al Sikes expected, advertisers are

sl tee’s Joh said to have cancelled |
| oo on® | between 20% 0 25% of 23 / FEBRUARY
Danforth to see **where

we can work together. | the 50% of buys that could SWEEPS

have heen cancelled
| without penalty. Last year. } ABC, CBS and NBC are
each heading into this

19 / OVERRIDING only 10% to 15% was cut
month’s sweeps period

WAR COVERAGE | in the second quarter. The
| massive preemptions for with high-profile .

A majority of the nation’s
TV stations are expected to
reduce their coverage of

4 This Week

war coverage. which.
according to one estimate,
have cost the networks

programing, including
two-night mini-series and a
list of made-for-tclevision
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those sales managers who
made the trip generally
agreed the seminars and
forums were of practical
value. Former Ganneti

Co. chairman and USA
Today founder Allen
Neuharth revealed the secrets
of his success—Ilearning
how to fail—while Motel 6
spokesman/NPR
commentator Tom Bodett
revealed the common-

sense secrets of developing a
successful radio ad
campaign. Also, RAB and
The Richards Group of
Dallas unveiled a multi-tiered
Radio Marketing Plan for

the '90s that includes a series
of radio spots and trade
magazine print ads.

29 / FALSE ALARM

A KSHE(FM) St. Louis
morning personality aired a
report, complete with
sounds of bombs exploding
and a simulated

Emergency Broadcasting
System tone, that the
United States was under
nuclear attack last week,
prompting calls from listeners
and an FCC investigation
into the broadcast.

30 / NPR WAR
COVERAGE

The National Public Radio
board of directors has voted
to seek $750,000 in
voluntary funds from its
member stations to
continue its expanded
coverage of the Persian
Gulf War.

31/ SO FAR, 50
600D

The first Scientific-

Atlanta interdiction units are
being strung in Jones
Intercable’s rebuild in Elgin,
[ll., and so far, Jones says

it is **very pleased'” with the
results.

32 / THINKING
BEYOND CABLE

As part of an effort to free
her Think Entertainment to
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President Bush addresses NRB in Washington (page 43).

produce for venues other
than cable, Shelley Duvall
has bought out her Tele-

36 / UK CABLE HOPES

Britain’s cable industry,

Communications Inc., United | despite tremendous potential,

Artists Entertainment and
Newhouse Broadcasting
partners’ share in the
production company, and
may have the first of her

network projects broadcast by

next fall.

34 / PAST DUE

Credit managers and
controllers in the
broadcast/cable world are
facing more late payments
than usual as the recession
starts to take a toll on
advertisers and agencies.
Some resort to collection
agencies when bills are
more than three months late;
others fear that approach
could alienate long-standing
clients. Stations are

starting to do more
investigations before
signing a new client. Other
problems facing credit
managers include
agency/advertiser

liability. There is no one rule
as to who is liable when a
payment is missed, and since
much of the business is

still done without signed
contracts, a standard is
needed.

remains hampered by tight
financing and slower-than-
anticipated system
startups.

39 / REDUCED
INTERNATIONAL BEAT

CBS News anchor Dan
Rather, speaking at the
Alfred I. duPont-

Columbia University Forum
in New York, lashed out
against news divisions for
cutting back on
international coverage,
adding that events in the
Persian Gulf might have been
altered had more
comrespondents been
reporting from the region
earlier in the crisis.

43 / ONWARD

Celebrating its 48th
anniversary, the National
Religious Broadcasters
Association convened in
Washington last week to
hear President Bush extol the
morality of the war

against Saddam Hussein and
to hear its own leaders
proclaim the readiness of
Christian broadcasters to
police their own and to fight
government regulation at
home and to expand their
services abroad.
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WASHINGTON
Risky business

National Association of Broadcasters
may be burning bridges on Capitol Hill
with its filing at FCC on implementa-
tion of children’s TV law (see page 22).
Lawmakers who worked with associ-
ation to draft law are said to be disturbed
by NAB's comments that suggest

time limits on advertising only apply to
programs for children eight years or
younger, not 12 years or younger as in-
dicated in legislative history. Larry
Irving, chief counsel to House Telecom-
munications Subcommittee, said
broadcasters are *‘trying to undercut fo-
cus of the bill.”” He said Hill is **dis-
appointed’” and feels that NAB is trying
to *‘undo deal.”” Irving said move

was ‘‘politically unwise.””

New rereg timetable

Introduction of cable reregulation bill
by House Telecommunications Subcom-
mittee Chairman Ed Markey (D-
Mass. ) is likely to occur early this
spring. Markey promised to produce
measure at start of new Congress, but
schedule changed, according to staff,
because members are preoccupied with
Persian Gulf war. Markey wants to
wait until subcommittee reorganizes
(this week) and members are more
focused on issue, said source. He is not
worried about opposition from cable
industry, source said, nor does Markey
need to count on Republicans who

are not expected to embrace regulatory
measure like they did last year. **We
have the votes to pass it,”" source said.

Tough talk

FCC Commissioner Ervin Duggan,
who established himself as agency’s
leading hardliner on indecency en-
forcement with his dissent on National
Public Radio complaint (see story,
page 41), has persuaded other commis-
sioners to add disapproving language
to soon-to-be-released letter dismissing
indecency complaint against WGBH-

TV Boston for its July 1990 newscast
containing explicit photographs of
Robert Mapplethorpe. Agency has no
choice but to dismiss complaint be-

Two familiar faces in the National Association of Broadcasters are

i

na returned to the

scene for the winter board meeting in Naples, Fla., last week (story page 15). They were
joined for this picture with two NAB-outsiders who were auditing the course. L to r: Jim
Hedlund, president of the Association of Independent Television Stations; Nick Zapple,
long-time counsel to the Senate Communications Subcommittee, conspicuously during
the chairmanship of John Pastore (D-R.I.); Shaun Sheehan, once an NAB senior vice
president, now Washington representative for Tribune Broadcasting, and Pete Kenney,
former Washington vice president for NBC, now retired in the Naples area.

cause newscast occurred after 10 p.m.,
time when FCC authority to enforce
indecency prohibition is unsettled. One
commissioner said additional lan-

guage constitutes collective *‘raised eye-
brows."" If given his druthers, Dug-

gan (and perhaps others) would have
fined station.

Built-in buffer

FCC Commissioner Sherrie Mar-
shall, who has pushed for quick action
on cable ‘‘effective competition™
proposal, has no problem with Mass
Media Bureau's decision last week to
put off for two weeks acceptance of ini-
tial round of comments, even though
postponent likely pushed back final ac-
tion to May. Marshall said she fought
for Jan. 31 deadline for comments,
knowing from experience that bureau
is more likely than not to grant exten-
sion. New deadlines: Feb. 14 for
comments; March | for replies.

Powwow

Prime Network's newly announced
foray into sports news (see related story,

page 65) may only be beginning of
drive for nonevent programing. National
and regional service executives are

due to meet this Tuesday (Feb. 5) with
USA Today officials at Gannett news-
paper’s headquarters outside Washing-
ton. Prime and MSG Network both
have had discussions with USA Today
about program development and have
now decided to combine efforts. Prime
Network’s Jack Stanfield, senior vice
president, programing, is attending, as
are programing executives from

Prime regional affiliates. Don Corsini of
Prime Ticket, MSG Network's Marty
Brooks and Home Team Sports’ Jody
Shapiro are scheduled to be there, as

is representative from Gannett-owned
WUSA(TV), Paul Malke, station’s cre-
ative services director.

NEW YORK
FNN SCORECARD

Paramount has dropped out of alli-
ance with Dow Jones to buy FNN. Ac-
cording to sources, MCA, Para-
mount’s partner in USA Network, was

6 Closed Circuit
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late entry to alliance before both par-
ties backed out. Dow Jones is searching
for new partner, but bid reportedly

was not affected by Paramount’s depar-
ture, since Dow Jones made bid

alone. Speculation is that Capcitiessf ABC
may be possibility, but one source
points to Group W, another FNN bidder.
as possible partner. With decision on
buyer due this week. NBC continues to
be considered front runner. and ac-
cording to sources close to situation,
possibility exists of it forming alli-

ance with ABC and Hearst if it walks
away with FNN. Time Warner also
remains in running, and King World has
stepped back into ring as well.

Numbers crunch

Although outbreak of war in Persian
Gulf (Jan. 16) threw temporary monkey-
wrench into Nielsen Media Re-

search’s overnight and national ratings
reports for first two weeks of con-
flict—including release delays for syndi-
cated ratings—Jack Loftus, NMR’s

vice president of communications, said
that *‘scheduling conflicts’’ created

by news preemptions have been resolved
and should have little or no impact on
upcoming February sweeps measure-
ments. " There have been a lot fewer
preemptions going into this month. and
it should not have impact on the Feb-
ruary books,'* he said, barring unfore-
seen dramatic developments in war.

Animation go

Sachs-Finley Advertising will go for-
ward with new weekly animation pro-
gram, Toxic Crusader, probably with
third quarter (July or August) 1991 start
date, according to Shelly Hirsch.
president. Hirsch said that stations in
over 60% of country have signed on

for new series. Show was tested as five-
part miniseries two weeks ago. and
Hirsch said company was pleased with
results. In 18 of 24 metered markets
where program ran in its entirety. Hirsch
said, it grew in share from its Mon-

day Jan. 21 debut to Friday Jan. 25 con-
clusion. Weekly series will have ini-

tial 13-episode commitment. It is
produced by Murakami Wolf Swen-
son, producers of Teenage Mutant Ninja
Turtles.

International coproduction may fig-
ure prominently in second season of
NBC News's syndicated Memor-
ies...Then and Now, half-hour weekly

nostalgia program airing in 80% of
U.S. NBC started exploratory discus-
sions at NATPE with broadcasters in
UK. France, Germany and Japan hold-
ing large archives that could be

tapped for program segments. While
NBC hopes overseas broadcasters

will be drawn by prospects of gaining
U.S. prime time exposure, NBC it-
self could gain greater international ac-
ceptance for show it is in process of
marketing overseas.

Talkin’ basehall

It’s never too early for baseball. at

least at CBS. Owned and operated sta-
tion group baseball committee met in
Orlando, Fia. after Super Bowl to dis-
cuss selling strategies for national
pastime. Four different packages are be-
ing offered to advertisers—Grand

Slam, Home Run, Base Hit and MVP—
each allows advertisers to get some
presence in All Star game and postsea-
son and includes incentives for early
commitment.

LOS ANGELES
Fish story

Source close to theatrical production

of **Mermaids,”’ starring Cher. says
Prion Television—companion divi-
sion to film’s producer, Orion Pic-
tures—is in midst of production plans
for spin-off pilot for CBS's fall 1991
prime time schedule. Spokesman for
Orion Television said that studio is try-
ing to “*mount’” pilot, but deferred
confirmation to CBS officials—who re-

Cipodgame eligihility,

chairman,

e N e T e P e e e e X T i S S T

main mum—on whether network has
actually given firm pilot order.
**Mermaids™" source said that cast-
ing has not yet begun for projected half-
hour sitcom, but did say that June
Roberts would write pilot adaptation of
her screenplay and veteran BBC sit-
com director Terry Hughes would di-
rect, rather than film's director, Rich- .
ard Benjamin. Sitcom development for
Orion is departure from recent norm,
with hour dramas W/OU on CBS and
Equal Justice on ABC this season.

Stumper

FCC’s top-25 market crossownership
waiver raises interesting question. If li-
censee subsequently breaks up TV-
radio combination created by virture of
waiver, is that licensee entitled to tax
certificate for having furthered commis-
sion’s goals of diversity in owner-

ship, as is case with grandfathered cross-
ownerships? No answer to question

has been required as yet, so FCC has no
standing policy. Closest similar situa-
tion was FCC transfer staff’s granting of
tax certificate to Beasely Broadcast-

ing. Beasely was initially granted UHF
exception to crossownership rule,
permitting ownership of WYED(TV)
Goldsboro (Raleigh-Durham), N.C.
(company already owned nearby
WFTC{AM)-WRNS(FN) Kinston, N.C.).
Then in 1989, Beasely sold AM-FM
combo and at beginning of last year,
commission granted company tax certifi-
cate for voluntarily breaking up
crossownership.

OFF TO THE RACES

c andidates for next generation of NARB s excculive commitice were ¢on-
tinweing to shape up during winter board mecting in MNaples, Fla., last
week. Major race 15 for jont hoand chairmanship, wath Gary Chapman of
LIN Brosdeasting. incumbent TV board chairman, teamed against Tom
Goodgame of Westinghouse, immediate past TV board chairman. Joint
board post need not be filled by someone currently on board, hence

0 Another of key races is for radio vice chairman. Richard Harrizs. also of
Westinghouse, declared last week. {Because rules prohibn two people from
Same COMPany serving on execulive comimitice, iU's expected that éither
Goodgame or Hamis will eventually vield.) Walter May ol WekE AM)
woHRM) Pikeville, Ky, was already i the rece. The way NABs boand
escalator works, the radio vice chairman is this two-vear cyele will e in line to
becoime joint board chairman. Richard Movik of whimamewrnoiEs Pough-
keepsie, N.Y ., current radio vice chaitman, 15 se for unopposed 1w become

O Ron Townsend of Gannetl, now TV board vice chairman, s expected to
run for that charmansbip. Judith Johnson of Mever Broadeasting, Bismarck,
M., 15 considering a mun for the vice chairmanship.
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DATEBOOK

8 Indicates new listing or changed item.

THIS WEEK

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

Feb. 5—"Changes in Television Network News
Coverage in the 1990's." course oflered as
part of Smithsonian Resident Associate Program's
“The Media and Society.” Speaker: Dan Rath-
er, CBS News. Smithsonian, Washington. Infor-
mation: (202) 357-3030.

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

Feb. 5-6—Third annual Adveriising Research
Foundation “Advertising and Promotion: Key ls-
sues Workshop." Topics: "Brand Equity: The
Research Contribution to Valuing Brands.”
Feb. 5, and "Advertising and Promotion: Up to
Date Information on Eftectiveness.” Feb. 6.
New York Hilton, New York. Information: (212)

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

Feb. 27-March 1—Texas Cable Show, spon-
sored by Texas Cable TV Association. San An-
tonio Convention Center, San Antonio, Tex.

March 6-9—22nd annual Country Radio Semi-
nar, sponsored by Conntry Radie Broadcast-
ers. Opryland Hotel. Nashvilie. Information:
(615) 327-4487.

March 24-27—National Cable Television Agso-
ciation annual convention. New Orleans Con-
vention Center, New Orleans.

Aprit 7-9—Cabletelevision Advertising Burean
10th annual conference. Marriott Marquis, New
York.

Aprll 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 19-22, 1993.

Aprit 19-24—MIP-TV, international tefevision
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 Vista Pal-
ace, Lake Buena Vista, Fla.

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

May 15-19—Annual public radio conference.

sponsored by National Picblic Radio. Sheraton,
New Orieans.

840-1661.

® Feb. 5-9"On Stage at Carnegie Hall: A
Centennial Celebration,” exhibition at Museunt
of Broadcasting. Museum. New York. Informa-
tion: (212) 752-4690.

s Feb. 5-9—"James Dean: The Television
Work." screening series at Museum of Broad-
casting. Museum. New York. Information: (212)
752-4690.

Feb, 6-Drop-in luncheon of Naiional Academy
of National Arts and Sciences. New York chapter.
Speaker: Robert Wussler, president and chief
executive officer, Comsat Video Enterprises.
Copacabana, New York. Information: {212)
768-7050.

B Feb. 8- Narional Academy of Television Arts
and Sciences. Washington chapter. seminar fea-
turing independent producer Ray Farkas. Cap-
itol Video. Washington. Information: (301) 587-
3993.

B Feb. 6-10—19th annual Iwernational Radio
and Television Sociery Faculty/Industry Seminar,
"“Breaking the Rules: Finding New Frontiers,”
New York Marriott East Side, New York. Infor-
mation: (212) 867-6650.

Feb. 7—"Congress/FCC 1991."

MAJOR MEETINGS

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

May 22-23—NBC-TV annual affiliates meeting.
Marriott Marquis. New York.

May 29-31—CRBS-TV annual affiliates meeting.
Waldorf Astoria. New York.

luncheon

June 8-11—Awmericau Advertising Federation
national agvertising conference. Opryland.
Nashwville.

June 9-13—1991 Public Broadcasting Service
meeting. Wait Disney World Dolphin, Orlando.
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—Broadeast Promotion and Mar-
keting Erecutives & Broadeast Designers Asso-
ciation annual conference. Baltimore Conven-
tion Center, Baltimore.

June 18-21-~National Association of Broad-
casters summer board meeting. NAB headquar-
ters, Washington.

July 24-27—Cable Television Adwministration
and Marketing Society annual conference.
Opryland. Nashville.

Aug. 25-27—Easte'n Cable Show, sponsored
by Sonthern Cable Television Association. At-
lanta.

Sept. 11-14—Radic '91 convention, sponsored
by National Association of Broadcasters. San
Francisco.

seminar sponsored by Federal Communications
Bar Association. Legislation Commitree. Grand
?yatt, Washington. Information: (202) 833-
684.

® Feb. 7—The Awards of Excellence and 40th
Anniversary Celebration of American Women in
Radio and Television. Houston chapter. Speaker:
FCC Chairman Alfred Sikes, Westin Oaks. The
Galteria. Houston. Information: Jennifer St.
John, (713) 621-2680.

u Feb. 7—Advertising Women of New York lun-
cheon. Speaker: William Campbell, president-
CEO, Philip Morris USA. Marriott Marquis hotel,
New York. Information: (212) 593-1950.

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

Feb. 8—Deadline for regional entries in Mark
of Excellence Awards. recognizing the best in
student broadcast and print journalism on na-
tional and regional levels, sponsored by Society

Sept. 25-28—Radio-Television News Directors
Association international conference and exhi-
bition. Denver.

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

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

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

Oct. 26-30—Society of Motion Pictire and Tele-
vision Engineers 133rd technical conference
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. Biltmore. Phoenix.

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

Nov. 20-22—Western Cable Show. sponsored
by California Cable TV Associution. Anaheim
Convertion Center, Anaheim, Calif,

® Jan, 31-Feb. 1, 1992—Society of Motion Pic-
ture and Television Engineers 26th annual tete-
vision Conference. Westin St. Francis, San Fran-
cisco.

July 2.7, 1992—/nternational Brouadcasting
Convention. RAl Center. Amsterdam. Informa-
tion: London—44 (71) 240-1871.

8 Datehook
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of Professional Journalists. Information: (317)
653-3333.

Feb., B-9Radio-Television News Directors Asso-
ciation student conference. Arizona State Uni-
versity, Tempe, Ariz. Information: (213) 462-
6053.

| Feb. 10—Presentation of 15th annual Televi-
sion Bureau of Advertising automotive commer-

[ cial competition. Atlanta Convention Center.
Atlanta. Information: (212) 486-1111.

e

ALSO IN FEBRUARY

Feb. 10-13— Broadcast Cable Credir Association
, 25th credit and collection Sseminar. Loews
Summitt Hotel, New York. Information: (708)
827-9330.

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

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

Feb. 11—"Winning New Business.” seminar
sponsored by American Associution of Advertis-
ing Agencies. Beverly Hilton Hotel. Los Angeles.
'+ Information: (212) 682-2500.

Feb. 11-12—Nariaual Association of Broadeast-
ers’ Radio Group Head Fly-In for executives of
radio groups. NAB headquarters, Washington.
Information: Aimee Jennings. (202) 429-5402.

I Feb. 12—"Economic, Demographic and Tech-
nological Changes in Television Network News
Coverage.” course offered as part of Smithsoni-
an Residenr Associate Progran’s “The Media and
Society.” Speaker: ABC News President
Roone Arledge. Smithsonian. Washington. In-
formation: (202) 357-3030.

Feb, 12-13—Television Advertising Forum
sponsored by Assuciarion of National Adveriis-
ers, examining future of television advertising
as a mass medium. Participants include Jamie
Keliner, Fox Broadcasting Corp., Terence
McGuirk, Turner Broadcasting System; Peter
Chrisanthopoulos. Network Television AssoCi-
ation; Peter Jennings. ABC News; James Hed-
lund, Association of Independent Television
Stations; Bruce Christensen, Public Broadcast-
| ing Service; Grant Tinker, GTG Entertainment;
Warren Littlefield. NBC Entertainment: Robert
Iger, ABC Entertainment; Jeff Sagansky. CBS
Entertainment; Mike Wallace. CBS News. and
Maria Shriver, NBC News. Waldorf-Astoria.
New York. Information: (212) 6§97-5950.

Feb. 12-13—"The New Federal Budget: Presi-
dential Priorities and Democratic Alternatives.”
conference for journalists sponsored by Wash-
ington  Journalism Center. Watergate hotel.
Washington. Information: (202) 337-3603.

Feb. 13—National Acudemy of Television Arts
and Sciences. New York chaprer. drop-in |un-
cheon. Topic: "A Look Inside the Music Busi-
ness—Foreign Ownership, Censorship, Intel-
lectual Property Protection, Record Labeling.”
Speaker: Michael Greene, president. National
Academy of Recording Arts and Sciences. Co-
?gggbana. New York. Information: (202) 768-

Feb. 13—"DAB Broadcast Systems: The Sys-
tem Prqponents—-Slrother Communications,
CD Radio,” seminar sponsored by Socierv of

Broadcast Engineers, chaprer (5. New York
Times Bullding, New York. Information: David
Bizlik, (914) 634-6595.

Feb. 13—"High Performance Account Man-
agement,” seminar sponsored Dy American As-
sociation of Advertising Agencies. Century Plaza,
Los Angeles. Information: (212) 682-2500.

Feb. 13-15—Cable Television Public Affairs As-
sociarion forum '91. Keynote speech: Ted
Turner, Turner Broadcasting System: other
speakers: FCC Commissioner Ervin Duggan,
NCTA Chairman Jerry Lindauer. Ritz-Carlton
Buckhead. Atlanta. Information: (703) 276-
0881.

Feb. 13-15—"Satellite X: Giobal Pathways 10
Profit,” 10th annual international conference
and exhibition. Ramada Renaissance. Wash-
ington. Information: (301) 340-2100.

B Feb. 13-17—"Jack Benny: The Ciassic Tele-

vision Performances,” screening at Museum of

Broadcast Communications. Museum, Chicago.
Information: (312) 987-1500.

Feb. 15—Deadline for entries in Guillernio Mar-
iinez-Margue: Journalism Award, open to His-
panic journalists. Information: (202) 783-6228.

Feb. 15—Deadline for entries in National Acad-
emy of Television Arts and Sciences’s Sports
Emmy Awards. Information: Ira Zimmerman,
(212) 586-8424.

Feb. 17-20—Advertising Agency General
Management Program. sponsored by American
Assuciation of Advertising Agencies. The Lodge,
Ponte Vedra Beach. Fla. Information. (212)
682-2500.

B Feb. 17-21—Technology studies seminar for
educators, sponsored by Gannetr Foundarion
Media Cenmter. Columbia University, journalism
building, Gannett Center, New York. Informa-
tion: (212) 280-8392.

Feb. 18—Deadline for entries in Charles E.
Scripps  Awards of National Journalism
Awards, sponsored by Scripps Howard Founda-
tion, open to newspapers, television and radio
stafions and local cable systems for outstand-
ing efforts to combat ifliteracy in their commu-
nities. Information: (513) 977-3035.

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

Feb. 20—Nurional Academy of Television Ares
and Sciences, New York chaprer. drop-in lun-
cheon. Topic: "Programing for the Niche of the
90's.” Speaker: Brooke Bailey Johnson. vice
president, programing and production, Aris &
Entertainment Network. Copacabana. New
York.

B Feb. 20-24 —"'Harry Porterfield: Broadcast
Journalist,” screenings at Musemn of Broadcast
Communicarions, including "An Afternocn with
Harry Porterfield," on Feb. 23. Museum. Chica-
go. Information: (312) 987-1500.

Feb. 21—Federal Conmmunications Bar Associa-
tion monthly luncheon. Speaker: Peter Jen-
nings. ABC’s World News Tonight. Washington
Marriott, Washington. Information: {202) 833-
2684.

Feb. 21—8roadcast Pioneers Golden Mike
Award dinner. Recipient: WOAI(AM) San Anto-
nio. Plaza Hotel. New York. Information: (212)
586-2000.

Feb. 21—Narional Academy of Television Aris
and Sciences trustees awards dinner and cere-
mony. Recipient of Trustees Award: Ted
Turner, Turmer Broadcasting System. Marriott

Marquis Hotel. New York. Information: Trudy
Witson, (212) 586-8424.

Feb. 21-23—Louisiana Associarion of Broadcast-
ers annual convention. Embassy Suites Hotel,
Baton Rouge, La. Information: (504) 383-7486.

Feb. 21-23—Sociery of Broadcast Engineers re-
gional conference. Sportsmen's Lodge, Los
Angeles. Information: (213) 871-4660.

Feb. 21-28—C-SPAN invitational seminar for
general managers and managers in communi-
ty relations, government relations, marketing
and programing. C-SPAN, Washington. Infor-
mation: Pat Daniel. (202) 626-4853.

Feby. 22-23—Nazional Acudemy of Television Arts
and Sciences trustees meeting. Marriott Marquis
Hotel. New York. Information: Trudy Wilson,
(212) 586-8424.

Feb. 22-24 —"Qil, Foreign Policy and the Econ-
omy.” economics conference for journalists
sponsored by Foundation for American Commu-
nications and Ford Foundation. Asiiomar Con-
ference Center. Pacitic Grove, Calif. Informa-
tion: (213) 851-7372.

B Feb. 25—Acudemy of Television Arts and Sci-
ences forum luncheon. Speakers: Linda Blood-
worth-Thomason and Harry Thomason. pro-
ducers. Beverly Hillon, Los Angeles.
Information: (818) 953-7575.

Feb. 26—"Changes in Television Network
News Coverage in the 1990's,” course offered
as parnt of Smithsonian Resident Associare Pro-
gram's "The Media and Society.” Speaker:
Tom Brokaw, NBC News. Smithsonian, Wash-
ington. Information: (202) 357-3030.

American
Psychological
Association

Cash Award &

an all expense paid
trip to San Francisco
in each award category

Entries are now being sought for the radio,
television {news/documentary} and television
{drama/entertainment) categories of the 34th
annual media awards program of the American
Psychological Association.

Program must deal with psychological issues
and have been aired, for the first time, on or
after April 1, 1990 and on or before Apnl 1, 1991
on U.S. television or radio

Deadiine for receipt of all entries is April 16, 1991

a%
Rules and

entry form, contact
Public Affairs Office, American Psychological
Association, 1200 Seventeenth Street, NW
Washington DC 20036, (202) 955-7710.
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Feb. 26-—"Acquisition Financing and Workout
of Broadcast Properties.” seminar sponsored
by Federal Communications Bar Association. Con-
tinuing Legal Education Commitee. Washington
Marriott, Washington. Information: (202) 833-
2684.

® Feb. 26—Deadline for entries in 18th annual
Daytime Emmy Awards competition, spon-
sored by Academy of Television Aris and Sciences
and National Academy of Television Aris and Sci-
ences. Information: Trudy Witson or Nick Nich-
olson, (212) 586-8424.

Feb. 26-28 -The 13th international "Sport
Summit” conference and exhibition, spon-
sored by American Specialty Underwriters and
held in cooperation with Los Angeles Sports
Council. Among speakers: Seth Abraham,
president, Time Warner Sports, and John Se-
verino, president. Prime Ticket Network. Bev-
erly Hilton, Los Angeles. Information: (301)
986-7800 or (212) 502-5306.

Feb. 26-28— Pay-per-call 900 programing.
conference and expo sponsored by Virgo Pub-
lishing, Scottsdale, Ariz. Speakers include Paul
FitzPatrick, Weather Channel; J.C. Sparkman,
TCI Cable Management; Scott Campbell,
Home Shopping Network; Brian Lamb, C-
SPAN; Chris Mosley, The Discovery Channel;
Elizabeth Farho, Turner Broadcasting and
Janis Thomas, Black Entertainment Network.
Inter-Continental Hotel, Miami. Information:
(602) 483-0014.

Feb. 27—National Press Foundation annual
awards dinner, including presentation of Sol B.
Taishoft Award for excellence in broadcasting
to Roone Arledge, president, ABC News and
Sports. Sheraton Washington hotel. Washing-
ton. Information: (202) 662-7350.

Feb. 27—National Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Topic: "Entering 'The Wonder Years':
Turner Program Services Status in the Grand
Scheme of Syndication.” Speaker: Russ Barry,
president, Turner Program Services. Copaca-
bana, New York. Information: (212) 768-7050.

Feb. 27-March 1—Texas Cable Show. spon-
sored by Texas Cable TV Association. San Anto-
nio Convention Center, San Antonio. Informa-
tion: (512) 474-2082.

Feb. 28-March 1—"Cable Television Law: Liv-
ing with Reregulation,” program sponsored by
Practising Law Institute. PLI Training Center,
New York. Information: {212) 765-5700.

MARCH

March 1—Deadline for entries in Guillermo
Martinez-Marquez Photojournalism Award, open
1o Hispanic journalists. Information: (202) 783-
6228.

March 3-6—Arbitron Television Advisory Council
meeting. Palm Springs, Calif. Information:
(212) 887-1344.

March 4—The Museum of Broudcasting's Eighth
Annual Television Festival cocktail reception.
Ahmanson Building Atrium, Los Angeles
County Museum of Art, Los Angeles. Informa-
tion: (818) 777-2580.

March 4-8—Basic Videodisk Design/Produc-
tion Workshop, sponsored by Nebraska Video-
disk Group, University of Nebraska-Lincoln. Ne-
braska Educational Telecommunications
Center, Lincoln, Neb. Information: (402) 472-
3611.

March 5—Radio Advertising Bureau radio mar-

ERRATA

wwor-Tv New York has not yet de-
dded on spedfic time period for
Zodiac’s animated strip Widget,
as reported in Jan. 28 issue. but
will probably air show sometime
between 7 and 9 a.m.

Picture of Claster Television's
Bucky O'Hare and the Toad Wars
was mistakenly published with
story on so-called “FCC friendly”
programs in Jan. 28 issue. Show
that should have been pictured
was Claster's Romper Room.

Outgoing and new features men-
tioned in Jan. 28 story on CBS
Spectrum should have been identi-
fied as (BS Radio Network fea-
tures.

keting workshop. Ramada Inn (McClellan
Highway), Boston. Information: (212) 254-
4800.

March 5—West Virginia Broadcasters Association
call on Congress. Washington. Information:
{304) 344-3798.

March 6—National Academy of Television Arts
and Sciences. New York chapter. drop-in lun-
cheon. Topic: "The Nashville Network and the
Flip Side of Country..Country Music Televi-
sion.” Speaker: Lioyd Werner, senior vice
president, sales and marketing, Group W Sat-
elite Communications. Copacabana, New
York. Information: (212)

March 6—Radio Advertising Bureau radio mar-
keting workshop. Ramada Inn/Seminary Plaza,
Arlington, Va. Information: (212) 254-4800.

March 6-9—22nd annual Country Radic Semi-
nar, sponsored by Country Radio Broadcasters.
Cpryland Hotel, Nashville. Information: (615)
327-4487.

March 7—Radio Advertising Bureau radio mar-
keting workshop. Ramada Inn/Crabtree, Ra-
leigh, N.C. Information: (212) 254-4800.

March 7—National Association of Black Owned
Broadcasters seventh annual communications
awards dinner. Sheraton Washington, Wash-
ington. Information: Ava Sanders, (202) 463-
8970.

March 8—Deadline for applications for sum-
mer lacully workshop in communications poli-
cy, sponsored by Anmnenberg Washington Pro-
gram. Information: (202) 393-7100.

March 8—Deadline for entries in Hometown
USA Video Festival, sponsored by National
Federation of Local Cable Programers. Informa-
tion; (916) 456-0757.

March 8-10—Sociery of Professional Journalists,
Atlanta chapter. region three conference. Atlan-
ta. Information: (404) 496-9957.

March 9—Green Eyeshade Southeastern re-
gional journalism awards banqguet of Seciery of
Professional Journalists, Atlanta chapter. Hotel
Nikko, Atlanta. Information: (404) 496-9957.

March 9-10—Third annual West Coast region-
al conference of National Association of College
Broadcasters. University of Southern California,
Los Angeles. Information: (401) 863-2225.

March 11-13—North Central Cable Television
Association annual convention and trade show.
Hyatt Regency, Minneapolis. Information:
(612) 641-0268.

March 12—American Advertising Federation
government affairs conference. Willard hotel,
Washington. Information: (202) 898-0159.

March 12—Ohio Cable Television Association
annual meeting. Hyatt on Capital Square, Co-
jumbus, Ohio. Information: (614) 461-4014.

March 13—National Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Speakers: Terence McGuirk, executive
vice president, Turner Broadcasting System,
and co-chairman, National Cable Month. and
Brian Roberts, president, Comcast Corp., and
co-chairman, National Cable Month. Copaca-
bana, New York. Information: (212) 768-7050.

March 13-16—Native American Journalists Asso-
ciation seventh annual conference. Landmark
Inn, Denver.

March 14—16th annual presentation of Com-
mendation Awards, sponsored by American
Women in Radio and Television. Waldori-Astoria,
New York. Information: {202) 429-5102,

March 15 —Deadiine for entries in Clarion
Awards, sponsored by Women in Communica-
tions. Information: {703) 528-4200.

March 16—Addy Awards presentation, recog-
nizing excellence in advertising, sponsored by
Advertising Club of Metropolitan Washington.
Sheraton Washington. Washington.

March 18-21—Supercomm 31, international
conference and exhibition co-sponsored by | |
U.S. Telephone Association and Telecommunica-
tions Industry Association. InCluded will be two |
separate conferences sponsored by Pacific
Telecommunications Council and Caribbean Tele-
communications Council. George Brown Con-
vention Center, Houston. Information: (202) | |
835-3100.

March 19—Rudio Advertising Bureau radio mar-
keting workshop. Ramada Resort/Florida Cen-
ter, Orlando. Fla. Information; (212) 254-4800.

March 20— Radio Advertising Burequ radio mar-
keting workshop. Holiday Inn/O'Hare, Chica-
go. Information: (212) 254-4800.

March 20-21—/llinois Broadcasters Association
spring convention. Ramada Renaissance,
Springfield. ll. Information: (217) 753-2636.

March 21—Radin Advertising Bureau radio mar-
keting workshop. Ramada Inn/Airport Freeway,
Dallas. Information: (212) 254-4800.

March 21—31st annual International Broad-
casting Awards, honoring radio and television
commercials, sponsored by Holivwood Radiol
and Television Socierv. Beverly Hilton Hotel, Los
Angeles. Information: (818) 769-4313.

March 21-—Federal Communications Bar Associ?
ation monthly iuncheon. Speaker: Craig
McCaw, president, McCaw Communications
washington Marnott, Washington. Information
(202) 833-2684.

March 22-23—Socierv of Professional Jowrnal-
ists-Radio-Television News Directors Association
regional convention. Boston Park Piaza, Bos
ton. Information: Marsha Della-Giu, (617) 578
8805. or Emily Rooney, (617) 449-0400.

March 24-27—National Cable Television Associ
ation annual convention. New Orleans Conven|
tion Center, New Orleans.

March 25-26—"The Centralization of Media

“"Datebook™ continues on puge 45.
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He's already forced his way into over 40% of the country.
Who will B next?
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WORKING FOR THE FUTURE

EDiTOR: | wish to applaud Daniel R.
Taylor’s Jan. 7 “*‘Monday Memo’’ en-
couraging networking among younger
people in the media industry. The prob-
lem Mr. Tyalor discusses is actually
much larger. As the Executive Director
of the National Association of College
Broadcasters (NACB), I regulariy work
closely with both college and commer-
cial radio and television stations.

In general, I have found the media,
compared to other large industries, does
a very poor job of recruiting young peo-
ple. Unlike other industries that recruit
on college campuses and widely publi-
cize internships, the media industry de-
pends upon young people to search out
jobs. Is it really assumed that the best
young prospects will walk in your door
and ask for an internship?

If the American media industry wish-
es to continue to be competitive in the
new global environment, it must begin
investing in the future leaders of the
media industry. Under 30’s programs
such as the one by the International Ra-
dio and Television Society are an excel-
lent start. But stations should also take
the initiative to support college radio and
television stations in their area. These
college broadcasters are usually very
committed, hard working and bright. If
commercial broadcasters begin develop-
ing relationships with college stations
through internships and seminars the
commercial stations will benefit from
this relationship when the students grad-
uate into the job market.

The media industry must also realize
it is a national industry. The top compa-

nies should recruit nationally for entry-
level positions from the 2,000 college
radio and TV stations where students
gain practical experience, as well as
from the 1,200 communications depart-
ments across the country.

As Mr. Taylor notes correctly: **To
shape the future, industry leaders must
shape the leaders of the future.”” NACB
was created to develop communication
between college stations and their com-
mercial counterparts. But, without the
interest and involvement of the media,
we cannot fulfill our mission.

I implore commercial broadcasters to
realize that the future of the media in-
dustry is dependent upon your commit-
ment to the youth of the media industry.
For more information of how you can
get involved with college broadcasters
you may contact the National Associa-
tion of College Broadcasters at (401)
863-2225.—Steve Klinenberg, executive
director, National Association of Col-
lege Broadcasters, Providence, R 1.

NICE NICHE

EDITOR: Regarding your Dec. 17, 1990,
article **Scrounging for Dollars,”” KIRO-
TV Seattle uses niche marketing to pro-
duce weekly travel, business, home,
garden and sports programs. Our ongo-
ing joint news/sales/public affairs pro-
ject, **The Spirit of the Northwest Envi-
ronment,”’ generates new revenue well
into six figures. What’s more, it appeals
to non-traditional advertisers, insuring
that sales don’t come from dollars al-
ready earmarked for the station.—John
Lippman, executive vice president, KIRO-
TV Seattle.

Need to compete more effectively?
THEN YOU NEED TO BE AT NAB 91

¢ The firt DAB demonstrations in USA
® The Programming & Production Expo
® The Radio Station Bus Tours
\\ ® [ egal advice and regulatory sessions
* 100,000 sq. ft. of audio/radio exhibits
mw&%&% ® 50 radio sessions and special events
o, w3 TRROR. WONDAY, APRR. 18 - THURSORY_APRL 1811 .LAS\@S’APHI 15Apnl 18’ 1991
owmeccscctm M o Old friends and new contacts

More than ever before, you need w be at NAB.
See, hear and do more RADIC
Call (800) 342-2460 TODAY and save $50 on registration fees.
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MENO

A fin-syn commeniary from Lerov Paul, American Family Broadcast Group, Columbus, Ga.

he financial interest and syndica-

ton rules are restraining free and

open competition in the program
and syndication market, are unfairly re-
stricting the operations of ABC, CBS
and NBC and should be repealed in their
entirety by the FCC.

The question of how the repeal of
these rules will affect local television
stations ought to be central to the delib-
erations currently underway at the FCC.
It seems to me that the role of the com-
mission is clear. It is not to protect the
Hollywood community, or to assist the
networks, or to insure the financial via-
bility of any particular group. It is to
insure that television viewers receive the
best quality news, sports and entertain-
ment programing a free marketplace can
provide. Free marketplace is key be-
cause we have proved over and over
again both here and throughout the
world that the marketplace works better
than central planning.

In the issue at hand, both the FTC and
the Justice Department have concluded
that the fin-syn rules should be repealed.
They have done this not once. but twice:
once in the current debate and in 1983
before White House pressure overturned
the FCC’s proceedings. The conclusion
of the FTC and Justice was: no one will
be able to exert enough leverage to con-
trol or manipulate the market. Despite
this overwhelming support from the two
agences in our government that are pri-
marily concerned with insuring fair and
open competition in the marketplace, in-
dependent stations continue to hold forth
the spectre of networks colluding with
their local affiliates to freeze' indepen-
dents out the of bidding for syndicated
product. In today’s sophisticated mar-
ketplace, that just cannot happen.

Fifteen years ago, a large majority of
the television stations in this country
were sole proprietorships. A dedicated
local citizen with a few community
backers got a license, constructed the
station, and was president., bookkeeper,
program director. chief cook and bottle
washer. He was a true pioneer. While
his knowledge of local markets and
community interests was never in doubt,
he left some of the other aspects of the
business to the network. But all that
began to change when companies like
American Family Broadcast Group, a

subsidiary of a very large insurance
company, began to buy these medium
size stations from their owners and
founders. Six of our seven stations were
purchases from entities that were. for all
practical purposes, the founding propri-
etor. Today, of the approximately 630
stations affiliated with the three net-

And who buys programs just because -
they aired on your network? Of the 23
off network programs that are (or soon
will be) a part of the schedule of our
seven stations, only six appear on the
station affiliated with the network which
originally aired the series. We go after
the programs we need and can afford.
Who owns them plays no part in the
decision.

Arms-length dealings by syndicators,
or anybody else for that matter, is indeed
an important factor in a free market-
place. The idea that the FCC is a tooth-
less tiger when it comes to enforcing fair
play certainly has an empty ring with all
broadcasters of long standing | know.
ignoring FCC mandates is something
done only by the foolhardy.

Qur competitors who operate indepen-
dent stations. it seems to me, should not
take the approach that the best way to
help emerging stations is to tear down

works, only about
100 of them are sin-
gle stations entities.
Seventy-eight  of

“It is time we
encourage more

the network-affiliate
system. Penalizing
the successful sim-
ply lowers the over-

1t of t op) all quality available

[s'tl:tri':):;e gpri)u;sf; \g(o) Competmon by to qthe yAmerican
thre;-sta;ign} com- letting the networks PubliC-t hand encour-
5 -sta- es them to do
E?)?llegsroups, (::111 Sﬂ?e comp €l€fl' ee[y f ora :(%mething else with
other 300 or sof sta- share of our their (tjime,t as de-
tions are part of op- v creased sets-in-use
erations  involving dollars. figures should re-

five or more sta-
tions. What these companies brought
with them was management, nationally
known legal counsel. Big 6 public ac-
counting firms, money and a degree of
sophistication that was in every way
equal of that possessed by the networks,
syndicators and suppliers with whom we
deal. The days of the Century Plaza con-
ventions to ' *‘meet the stars’” and then go
home and do everything the networks
said to do are long gone. Today's media
companies often deal with more than
one network. In our case it is all three.
How then is network **A'" going to con-
spire to favor us over the other stations
in a particular market, when in another
of our markets that same network is our
competition? It just won't happen. Or if
it does, network ‘‘A’" is going to find
itself in court and/or before the FCC and
facing a plaintiff just as well represented
legally and politically as are they.

mind us. Indepen-
dent stations are. and rightfully should
be, helped by temporarily not holding
them to the same public service stan-
dards applied to the rest of us; by main-
tenance of PTAR. and by temporary
waivers such as those provided Fox and
its affiliates. But for independent sta-
tions to support the perpetuation of arti-
ficial rules like fin-syn that are designed
to prevent competition by three specific
companies, seems primarily designed to
hurt the network-affiliate system rather
than to improve one’s own service.

The market for program production
and syndication is dominated by only a
handful of companies. It is time we en-
courage more competition by letting the
networks compete freely for a share of
our doliars. That's going to benefit inde-
pendents, affiliates and the public.

We need more, not less competition
in the syndication marketplace. 7]
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Years ago, Herman Russell was
just another kid growing up in a

tough neighborhood with a part-

time job as a plasterer

Today, he’s one of the most suc-

cessful contractors in America.
If the United Negro College

Fund hadn't helped him get a qual
ity college education, he might still
be mixing plaster.

We need your support to help
disadvantaged kids who can't afford
college and to provide business

with qualified leaders for tomor-

row's work force-33% of whom
will be minorities. Send your dona-
tion to: UNCE 500 E. 62nd St., New
York City, New York 10021,

Every kid you help today
can turn into a business asset
LOMOITOW.

Tough environments produce tough competitors.

United Negro College Fund.
nited Negro College @

A mind is a terrible thing to waste.
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The Ritz-Carlton in Naples

NAB GOES FOR THE BRASS RING WITH DAB

Endorses Eureka 147 as digital standard for new radio industry;,
TV board OK’s talks with telcos, still favors must carry, must pay

n both sides of the aisle they

were calling it an historic winter

meeting of the National Associa-
tion of Broadcasters joint board of direc-
tors. and they were half right. Spurred
on by an aggressive task force and staff,
the NAB set a new course for the radio
industry that could retire all AM and FM
stations in the next 20 years, and put in
place a new digital audio broadcasting
service (DAB) that would revolutionize
that medium.

Television talked long but did less.
relatively. The principal issues were
must carry, retransmission consent and
telco entry. NAB came away from its
Naples, Fla., winter meeting deciding
not to choose between the first two (it
wants both) and to reaffirm its existing
policy on the third. But with a twist: the
board authorized the staff to open dis-
cussions with the telephone industry lo
see if they might hit a spark.

But it was DAB's day in the sun. Not
only has NAB decided to support the
digital revolution, which promises to

provide CD-quality, interference-free ra-
dio. but it wants to become a proponent.
The association has settled on the Eure-
ka 147 technology as its best hope. and
is already at the letter-of-intent phase of
becoming the North American licensee
for that system. (There remains one mi-
nor hurdle: final evaluation by an NAB
technical task force, which hopes to be
in Europe this month.) Eureka is a tech-
nological subsidiary of the European
Economic Community, and has previ-

ously developed a system for high-defi-
nition television that competes with the
Japanese and other systems on the world
stage.

What the American broadcasters don't
want is development of satellite DAB,
which could blanket the continent from a
relatively few transponders and pose a
serious threat to the viability of local
radio. Advocates of that technology
have already filed for FCC approval,
and the NAB’s action last week was
seen as a preemplive strike in favor of
terrestrial DAB.

Under the association’s design, every
existing AM and FM broadcaster would
receive a DAB assignment, and might
simulcast over the old and the new until
there is a sufficient body of digital re-
ceivers to warrant retiring AM and FM
altogether.

The DAB issue is larger than national
in scope. It will be the business of
WARC-92 (World Administrative Radio
Conference), now scheduled for Spain
from Feb. 3 to March S of next year. It
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The NAB’s executive committee assembled for this picture during the Florida meeting. L to r: Robert Hynes, NBC's Washington vice president
and network representative on the executive committee; Ron Townsend, Gannett Television Group and TV board vice chairman; Gary
Chapman, LIN Television Corp. and TV board chairman; Wally Jorgenson, Hubbard Broadcasting, immediate past joint board chairman;
Lowry Mays, Clear Channel Communications, joint board chairman; David Hicks, Hicks Broadcasting, radio board chairman; Richard Novik,
WKIP(AM)-WRNQ(FM) Poughkeepsie, N.Y., radio board vice chairman and Eddie Fritts, NAB president.

is hoped that the NAB initiative will
advance development of a U.S. position
for WARC.

(Later, the TV board resolved that
current UHF spectrum now reserved for
high-definition television should not be
used for DAB service.)

NAB’s involvement as a proponent
and licensing agent would be a prece-
dent. **Our motivation for this is not
money,”” said NAB President Eddie
Fritts, but the association could realize
significant positive cash flow from such
a pact. (Technically. the licensing activ-
ity would be undertaken by NAB Tech-
nologies Inc.. a for-profit subsidiary.) It
was noted that NAB would make the
technology available to anyone autho-
rized by the FCC to utilize DAB.

The NAB cites the difficulty in
launching a new broadcast service with-

out an agreed-upon standard as another
rationale for its involvement. The failure
of AM stereo was noted by Michael
Rau, NAB's senior vice president for
science and technology. who said: **The
principal lesson we have learned is that a
single broadcast standard must be adopt-
ed by the government, But the govern-
ment should not be the initial decision-
maker; industry must make the first
decisions, and make a strong representa-
tion to the FCC. We need to determine
our own futures.”’

Such a take charge attitude was evi-
dent throughout the DAB deliberations
in Naples. The association staff. work-
ing under Executive Vice President John
Abel, mounted a five-hour presentation
on Jan. 26, in concert with the DAB task
force, chaired by Alan Box of EZ Com-
munications, Fairfax. Va. None was

more bullish than Abel, who said: *'One
thing has been crystal clear ever since
we first learned about DAB technology:
The United States radio broadcasting in-
dustry is going to change.”” Nor was
anyone more contemptuous of satellite
proponents. He called them **spectrum
hogs' that afford neither local service

nor diversity.)
T elevision’s actions paled by compar-

ison, although NAB leadership in-
sisted they meant more than met the eye.
(TV Board Chairman Gary Chapman of
LIN Broadcasting, New York. called
them ‘*historic,”” and the TV board put
in the week's [ongest day to reach
them.) Primarily, they came down to a
statement of principles relating to the
present and future TV marketplace—that
is, with cable and broadcast TV now and

BOUCHER URGES
BROADCASTERS TO

tee and was the key sponsor of a bill inthe |
last Congress that would permit phone |

CUT TELCO DEAL

'I' elco entry into the video delivery busi-
ness is ‘‘inevitable.’” That is what Con-
gressman Rick Boucher (D-Va.) told
NAB directors and group broadcasters at-
tending NAB’s legislative forum in Na-
ples, Fla. Boucher also said it is in broad-

companies to offer video services.

Boucher believes broadcasters *“should
and can obtain’" a retransmission consent
fee as part of a telco entry package. ' The
time is right for this change.’

He urged broadcasters to sit down with
the phone industry and devise a legislative
package. Furthermore. Boucher said the
telcos are **very interested in talking with

fee for broadcasters.

lated as common carriers. )

casters’ best interest to cut a deal with the telephone industry
and '"mold the terms’’ of a telco entry bill. One of the
provisions, he suggested, should be a retransmission consent

(By the close of the NAB board meeting, the directors
reaffirmed the association’s earlier stand on telco entry:
Phone companies operating as cable systems should be regu-

*By being participants [in discussions], broadcasters can
best protect their core concerns,”” Boucher told BROADCAST-
ING following his remarks in Naples. He is a member of the

| broadcasters.”* He thinks the **core concerns”" of both indus- |
tries can be met. |
*'I would not say that the NAB board is unanimous in their
enthusiasm for this proposal.’”” said Boucher. There were
those, he added, who expressed ‘" great concern.’” Still, there
are “*quite a few'" who want to sit down with the telcos.
Boucher did not reveal a specific proposal, although he
indicated that must-carry provisions and channel positioning |
protection would be included. He also said that the retrans-
mission fee should be shared with the program production ‘
community. XM

————
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the possibility of telco entry later. The
board’s four points:

8 “‘Broadcasters support a mandated
requitement that cable system operators
carry local broadcast signals. which as-
sures full, secure, equitable and stable
access to their audiences in the geo-
graphic areas in which those broadcast
licensees have traditionally served.™

® *‘Broadcasters should be assured of
permanent access to their local markets.
including the use of new technologies
such as HDTV, DAB and other en-
hancements, regardless of the technol-
ogy viewers and listeners use to receive
programing.”’

8 *‘Broadcasters should have retrans-
mission control over who uses their sig-
nals and under what circumstances.””

® “‘Broadcasters reaffirm the existing
NAB position on telco entry."”" Which is
to say, only common carrier operation,
no involvement in content. no acquisi-
tion of existing cable systems within a
telephone company’s service area and
no acquisition of cable systems inside or
outside the territories of regional Bell
operating companies, among other re-
strictions or limitations.

T he formal board meeting was preced-
ed by a legislative forum that featured
a number of key Washington figures, in-
cluding FCC Chairman Alfred Sikes, Sen-
ators John Danforth (R-Mo.), Bob Pack-
wood (R-Ore.) and Bob Kasten (R-Wis.),
and Representatives Norm Dicks (D-
Wash.) and Rick Boucher (D-Va.). The
last named made most of the news with
his appeal for an accommodation on telco
entry—a position that appeared to be op-
posed by most who spoke up at his pre-
sentation. but that was given high marks
for its cogency (see box, page 16).

Sikes spoke of sea changes coming in
the industry and of a *‘seamless’’ video
environment in which viewers could
move from one provider to another with-
out notice. Danforth. one of the prime
movers behind the effort to reregulate
cable in the last Congress, spoke confi-
dently of a bill's passage this year. Pack-
wood—who said NAB can now lobby
its way out of a paper bag (he had once
said it couldn’t}—downplayed the dan-
ger of a spectrum tax in this Congress
but said a transfer fee could arise.

A lthough the DAB and TV actions
held the spotlight at the Naples
meeting, they were not alone on the
agenda:

8 The joint board approved a record
budget of $16,745,885 for fiscal 1991-°92

(beginning April 1), up 3.96% from the

previous year's $16,107.236 (see box).

® Both radio and TV boards adopted
resolutions opposing the establishment of
a performers royalty tied to the advent of
digital broadcasting.

® The radio board gave the Electronic
Industries Association 30 days to agree on
a joint certification mark to be placed on
AM receivers incorporating state-of-the-

art circuitry and said the NAB would pro-
ceed on its own thereafter.

& ABC/Capcities Chairman Tom Mur-
phy was named to receive the Distin-
guished Service Award at the annual con-
vention in Las Vegas in April. A special
*“Spirit of Broadcasting’™” award will be
given to former FCC commissioner Rob-
ert E. Lee. now with the Washington law
firm of Fletcher Heald & Hildreth.

® [aQuinta (Palm Springs) was se-
lected as site of next year's joint board
winter meeting, Jan. 10-18. -oW

NAB’S 1991 92 BUDGET

INCOME

Radio network dues
T'I" nntwurk duEE

$3,501,235 (20.9% of total) |

3,671,530 (21.9%)

Adjusted raEl_lo income

(96,000

Associate members

Annual convention neti t income

(17,500)—
1,035,000 (6.1%)
6,252,250 (37.3%)

Radio conventlon net income 624,020 (3.7%)
NAB services 1,261,350 (7.5%)

| Rental income e 0 |

| Interest income ﬂ?-! I}llﬂ 12.8%)
Miscellaneous income = 39,000 (0.2%) |
TOTAL INCOME 515.?45,885 |
EXPENSES |
Government relations ) ~ $2,552,560 (15.4%)
Legal 1,036,395 (6.2%)
Human resourcesldevelopment 163,140 (0.9%)

[ Public affairs/‘communications = = 922,520 (5.5%) s

| NAB services e 1,173,465 (7.1%) |

| Science/technology 977,310 (5.9%)

| Researchiplanning 1,037,530(6.2) |

| Radio = 860,115 (5.2%)

v . _ 684,845(4.1%)
Meetmgs & speclal events 613,685 (3.7%)
Conventlonsleﬂnts_ e e o 68,010 (0.4%)
General/administrative 6,387,465 (38.7%)
TOTAL EXPENSES $16,477,040 |

NET INCOME OPERATIONS

$268,845

! Footnotes: Board contingency, [565,000); Net income (expense), $203,845: Replen-

ishment of
($100,000i; To fund balance, $0.

'89-'"90 reserves, (S5103.B45)

Reserve for government [ssies |
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HOLLINGS: COMMERCE TO FOCUS ON COMMUNICATIONS

Senate Committee Chairman says he wants to find common ground with
FCC Chairman Al Sikes and committee’s ranking Republican John Danforth

enate  Commerce  Committee

Chairman Ermest Hollings (D-

$.C)) is calling for a ‘‘broad
look™ at communications policy.

Last week at the committee’s organi-
zational meeting, Hollings said Com-
merce would concentrate on aviation
and communications issues during the
102nd Congress. Hollings later told
BROADCASTING that he wanted to *'sit
down’ with FCC Chairman Alfred
Sikes and the committee’s ranking Re-
publican, John Danforth of Missouri, to
see “‘where we can work together’ and
head *‘down the same road.”” Hollings
added that there are many issues ‘‘com-
ing along,’” and that there should be a
**sound approach’’ to them. He also in-
dicated that Sikes and the other FCC
commissioners would be required to tes-
tify at an oversight hearing to discuss
what the agency ‘‘has on its plate.”’

Hollingss interest appears to be trig-
gered by an article FCC Chairman Al
Sikes wrote in Newsweek last month.
Sikes wrote that the U.S. is on the
“brink of a new age in communica-
tions.’” But he said outdated FCC rules
and other government regulations will
hamper development of new technol-
ogies and a2 more competitive communi-
cations marketplace.

For example, the FCC chairman said
that if telephone companies ‘‘can’t
transmit video, and cable companies
can't provide telephone services, then
development of fiber optics may also be
at risk. If that happens, our world lead-
ership in communications is in serious
jeopardy.’” The FCC wants to ‘‘identify
which regulatory policies are helpful and
which ones risk jeopardizing the future
of communications in this country,””
Sikes wrote.

Hollings wants to get the ‘‘lay of the
land,”” said a committee source. Also,
this year Commerce will consider autho-
rization legislation for the FCC and Hol-
lings’s overview will be part of that pro-
cess. Moreover, the source said Sikes
has undertaken a number of initiatives,
and the senator wants to explore where
Sikes ‘‘thinks we are.””

Sikes last year announced his inten-
tion to conduct an *‘attic-to-basement’’
review of broadcast multiple ownership
and crossownership restrictions with the
intention of identifying those that might
be relaxed or eliminated. The FCC staff
has already begun the review and is ex-

Hollings

pected to offer some recommendations
late next spring or summer.

The FCC also intends to resurrect,
some time this year, an inquiry into
whether the barriers against telephone
companies’ owning cable systems in
their telephone service areas should be
removed.

Hollings, who has been concerned
about the loss of American jobs in the
textile and telephone manufacturing in-
dustries to foreign competitors, was said
by one committee staffer to have con-
cerns about regulatory restrictions that

COPYRIGHT SUBCOMMITTEE GETS NEW CHAIRMAN

Democratic Representative William Hughes of Mew Jersey was named
chairman of the House Copyrizht Subcommitiee lust week, He chaired the
Judiciary Committee’s Subcommitice o Crime for 10 years and succeeds
Robert Kastenmeier (D-Wis.), whi was defeated in November, Hughes joined
the Copyright Subcommitiee in 1989, In a statemene last week. the congress-
man said he intends 1o review the cumment patent and copyright svaiem to seek
ways to help American busingsses develop new inventions and innovations
and to protect their investments in research and development.'” As for cable
copyright issues, Hughes said he is nof sure "“where ii's going fo fit on our
menu."" He also reported thut Havden Gregary, his chief counsel on the Crime
Subcommittee, will run the Copyright Subcommiltes.

Copyright's roster includes returming members: Mike Synar (D-Okla.); Rick
Boucher (D-¥a.); Mel Levine (D-Calif ), George Sangmeister (D-111.); Carlos
Moorhead (R-Calif i; Howard Coble (HB-RN.C O Hamilion Fish (E-M.Y_), and
F. James Sensenbrenner (R-Wis.). New members include: John Convers (D-
Mich.); Pat Schroeder | [-Cola.); Dan Glickman (D-Kan. ); Bamey Frank (13-
Mass.); Charles Schumer (D-M.Y b Craig James (R-Fla,) and Tom Camphbel]
(R-Calif.). Schroeder, Glickman and Frank have served on the subcommitbee
before. Schumer is one of the cable indusiry's staunchest critics.

apply to U.S. media companies but not
to those that are owned by foreign enter-
prises.

It is unclear whether Hollings is spe-
cifically concerned about the foreign
ownership of major Hollywood studios,
which are battling to preserve the finan-
cial interest and syndication restrictions
on the U.S.-owned broadcast networks.
The networks, particularly NBC, have
raised the foreign ownership issue in
their campaign to persuade the FCC to
repeal the rules.

As for specific legislation on the com-
mittee’s agenda, Hollings said it would
consider a cable bill as well as legisla-
tion that would permit the Bell operating
companies to manufacture telephone
equipment. The commitiee will also
consider a spectrum reallocation bill,
something Communications Subcom-
mittee Chairman Daniel Inouye (D-Ha-
waii) wants to move on. The measure
calls for reallocating 200 mhz of govern-
ment spectrum for private use.

Hollings thinks legislation reregulat-
ing cable can pass the Senate, but he
warned that if language is added that
would permit the phone companies to
offer video services, it would **kill*" the
measure.

As for the committee’s reorganiza-
tion, the membership remains the same
on both the parent Commerce Commit-
tee and Communications Subcommit-
tee. —xm
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TV STATIONS ARE SCALING BACK GULF COVERAGE

Nielsen-Medialink survey finds that more than 75% of U.S. TV stations
are expected to reduce their coverage of war in Middle East this week

he appetite for Persian Gulf news |
by television stations appears to be

on the decline as networks are
having limited success in clearing ex-
tended evening newscasts, and local
news directors are leaning toward more
traditional February sweeps fare.

More than 75% of the nation’s sta-
tions are expected to reduce their cover-
age of the Persian Gulf war this week.
according to a Nielsen Media Research-
Medialink telephone survey of news di-
rectors. producers and assignment edi-
tors at 96 stations.

The broadcast networks by last week
appeared to be having limited success
clearing their extended evening news-
casts. with CBS News covering about
40% and NBC less than 50% of U.S.
households. ABC News. which had re-
ported 80% coverage for its expanded
newscast during the week of Jan. 21,
was the first of the three networks to
drop the daily extension. on Tuesday.
Jan. 29. (ABC News said it was pre-
pared to expand to a full hour as war-
ranted by events. and did so on Wednes-
day night.)

Among the broadcast networks, CBS
News has been oftering the most local
advertising time to its affiliates. an add-
ed six minutes during each expanded
edition of the nightly newscast. Anthony
Malara, CBS affiliate relations presi-
dent. said the arrangement allows sta-
tions to cover for any revenue lost by the
absence of local news or syndicated pro-
graming. The arrangement also avoids
the problem of trying to get network
sponsors to commit to advertise during
war coverage. he said.

It is very difficult for the advertisers
to be involved in war coverage.”” said
Malara. *But we're presenting the kind
of information and the amount of infor-
mation that is felt prudent by the net-
work."’

NBC was said to be giving affiliates
four mnutes of local advertising time
during its added half-hour and maintain-
ing about two minutes for national. ABC
was reportedly offering local affiliates
three minutes during the added half-hour
and not maintaining any network spots.

Malara said last week that 34 CBS
affiliates nationally were picking up the
additional half-hour (21% of its house-
hold coverage included the CBS owned-
and-operated stations). That number has

been constant since CBS News added
the half-hour Jan. 24. he said. and is
expecled to hold at that number for the
duration of the expanded newscast. The
station list represents a mix of market
sizes. he said.

Those affiliates that do not pick up the
additional half-hour either feel their
market is being served by war coverage
during the regular newscast or find it
difficult to give up the money available
through regularly scheduled syndicated
programing. said Malara. Some stations
also feel that their local news is just as
ingportanl as the Gulf coverage. he add-
ed.

**There is a wide variety of reasons
why stations would choose not to clear:
it's not just commercial reasons.” said
Eric Bremner. president of broadcast di-
vision. King Broadcasting. Just one of
the three King Broadcasting stations.
KGw-Tv Portland, is currently clearing
the added half-hour NBC News broad-
cast.

At CBS affiliate wBAL-Tv Baltimore,
vice president and station manager Jo-
seph Heston said the station plans to
pick up the additional half-hour only
when developments merit the added
coverage. As of Thursday. wBAL-TV had
not (once all last week} picked up the
additional half-hour,

“'I'm convinced that a well-produced

half-hour will cover the news as released
by the Pentagon.’* said Heston. *'If in-
deed there were more news than what
we heard reported during the summary.
there is no question we would be on
during the hour.™

At KTBC-Tv Austin, another CBS af-
filiate, which last week stopped picking
up the additional half-hour. general
manager Jack Harrison said: *"If we feel
the coverage warrants it, we'll be back
there with the network."’

More than 90% of the country’s tele-
vision stations devoted more than three-
quarters of their newscasts to coverage
of the Gulf during the first five days of
fighting, according to the aforemen-
tioned Nielsen-Medialink survey.

Among other findings in the tele-
phone survey. almost two-thirds of those
surveyed said the U.S. government was
being truthful and fair in providing war
information to the media. On the subject
of airing footage of wounded soldiers,
one-third said they would air such foot-
age. one-third said they would not, and
another one-third remained undecided.

In other expanded news develop-
ments. the Public Broadcasting Ser-
vice's daily hour-long MacNeil/Lehrer
NewsHour has added a regular Saturday
night broadcast during the war, an-
chored by chief Washington correspon-
dent Judy Woodruff. -8

REPRISING THE WEEK AT WAR

rior t0 the outbreak ot war in the
PPersian Gulf. CBS News Vice

President Don DeCesare said the
network would pursue options to the re-
strictive Pentagon press pools while at
the same time placing a premium on the
safety of its reporters. Despite the pre-
cautions. DeCesare last week found
himself journeying to the region in
search of clues for the whereabouts of
the four-man CBS News crew that dis-
appeared on Jan. 21.

At press time. CBS News still did not
know the whereabouts of the crew,
which included veteran war correspon-
dent Bob Simon; London-based CBS
News producer Peter Bluff; American
cameraman Roberto Alvarez. and Juan
Caldera. a Nicaraguan sound man. A
CBS News spokesman said last week

I

CBS's Bob Simon

that the crew’s car had been found at the
Saudi border and that network officials
had been read a Saudi document con-
firming that an Iraqi defector claimed to
have heard about four foreigners taken
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into custody by Iraqi troops.

Along with DeCesare's efforts, CBS
News producer Larry Doyle was in Jor-
dan last week trying to get a humanitar-
ian visa into Iraq in order to track down
the crew. And the Saudis, who had ini-
tially been criticized by CBS News for
failing to help in the search, were de-
scribed by the network last week as be-
ing much more cooperative.

a

The war’s first full-scale ground battle—
Wednesday’s attack by lIraqi forces on
the Saudi border town of Khafji—did
not turn out to be the true test of the pool
capabilities that some had anticipated,
according to ABC News foreign news
director John Arrowsmith.

Arrowsmith  said  correspondents
based in the region told him they would
have preferred that the pools had been
more closely identified to the action in
Khafji. The pools were accompanying
the U.S. troops, while the Saudi troops
actually served as the lead units in the
military action.

The pools did work relatively well,
however, in terms of quickly bringing
the footage back home. Military escorts
were able to drive correspondents from
the action in Khafji to Dhahran within
about four hours, at which point images
were quickly beamed via satellite back
to the U.S.

“‘For the first major ground engage-
ment, the speed of getting the pool there
and getting the inaterial on the air was
satisfactory,” said George Watson, ABC
News Washington bureau chief. **But that
has not been the situation to date.”’

o

In other Persian Gulf developments.
CNN last Tuesday aired an exclusive
interview with Saddam Hussein. The in-
terview, conducted by CNN correspon-
dent Peter Amett, raised further ques-
tions about the relationship between Iraq
and the reporter, who last week was
serving as one of the few Western jour-
nalists permitted in the region. Nearly
all Western reporters had been ordered
out by Iraq after the War began Jan. 16.

CNN, operating last week with a five-
member crew in Iraq, managed to beam
Amett live via satellite from the country
on Tuesday night for what was believed
to have been the first live report from a
country at war with the U.S.

Iraq late last week agreed to aliow as
many as two dozen journalists from Eu-
rope back into Baghdad. While ABC,
CBS and NBC still were not able to
obtain visas into Iraq last week, the net-
works were expected to utilize footage
from such cleared European broadcast-
ers as ITN, WTN and Japan’s NHK. &8

ADVERTISERS EXERCISE
SECOND QUARTER OPTIONS

On average, 20% to 25% of buys cancelled; losses
from war preemptions $30-340 million

Iready hurting from a soft scatter
market and faced with rising war
coverage costs, the networks and
Fox took another hit last week from ad-
vertisers who decided to cancel their up-
front buys during the second quarter.
Although the hit on second quarter
option cancellations may not have been
as bad as expected, advertisers, accord-
ing to network, agency and advertiser
executives, cut between 20% and 25%
of their buys. That is 10% to 15% more
than last year's second quarter cancella-
tions. Advertisers can cancel up to 50%
of their upfront commitments. The deci-
sion on exercising options normally is
made 90 days prior to the quarter. Be-
cause of the war, however, most adver-
tisers asked for and received extensions.
The canceled options do not bode well
for the second-quarter scatter market.
There is already a soft market and the
additional inventory could further drive
prices down. The situation is not the
same at all the networks. Fox and NBC
have had ratings shortfalls and can use
the inventory for makegoods. ABC and
CBS are hoping the economy will pick
up and improve the market. In a good
market, scatter prices are often at least

10% higher than upfront prices. But
even without the inventory set aside for
scatter, the networks still have a lot to
sell. According to one media buyer, the
second and third quarter markets are
usually tightened artificially by make-
good liability that spills into those quar-
ters. and the markets would disappear
before they opened. Now, advertisers
are often getting makegoods in the same
quarter the under-delivery occurred.

The second quarter is critical to net-
works in that it leads into the upfront
market, No activity, according to one
media buyer, could mean a soft upfront
and leave advertisers wondering whether
they should put a lot of money down
early if they might get better deals in
scatter. One network executive agreed
this is not a good way to head into the
upfront.

When the war first broke. there was
speculation that massive commercial
preemptions for news coverage might
tighten up the marketplace. As it turned
out, the networks only did massive pre-
emptions the first two days. And while
they have lost, according to one network
executive's estimate, $30 million to $40
million in preemptions, it probably will

CBS, FOX CUT SERIES CONTENT FOR NEWS BREAKS

oth CBS and Fox have asked program suppliers to trim up to 30 seconds
from the content of shows to make room for news breaks on the war in the
Persian Gulf. According to ABC and NBC, so far neither network has asked

its suppliers to do the same.

According to a CBS spokeswoman, the network has asked all its suppliers
to make cuts up to 30 seconds. At Fox, however, the cuts have apparently
been more selective. Shows that have been confirmed to have been affected
include Against the Law, Babes, True Colors and Beverly Hills 90210, while
spokespeople for Married...With Children, The Simpsons and In Living Col-
or, three of Fox’s highest rated shows, said they were not aware of the
request. All the cut footage will be put back, either for the episodes’ rebroad-

cast or for possible syndication.

In some cases, Fox is making the cuts itself. An MGM spokesman said the
studio is turning over episodes of Against the Law to Fox and allowing them to
make the cuts. Fox is able to make the cuts because the two companies employ
the same editing process (Lexicon). In addition to program content, Fox has
also taken time from public service announcements and promotional spots.
Fox began making the cuts when they started feeding one-minute news breaks
(every hour during prime time) to affiliates on Jan. 14,

Thus far, all producers who have been asked have complied. *‘The program
suppliers have been very supportive because they agree it’s important to keep
the public informed.”’ said the Fox spokeswoman.
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not tighten up the marketplace.

Many advertisers are still skittish
aboul running ads during war coverage.
On the plus side. they are not canceling
contracts Or, as one network executive
put it, “*not double penalizing us...they
just want makegoods. "’

Advertisers that did not cut back sig-
nificantly included the big three domes-
tic auto manufacturers. Of the three. one
did not exercise any options. one asked
for an extension and one only made mi-
nor cancellations. Said one big three me-
dia planner: “Even within our buys.
there is room for flexibility and we are
moving buys around the quarter. We did
not push the panic buttons.”

Cable networks say the economy has
hit them slightly in cancellations on sec-
ond-quaner options. “"Cable will not be
the first place people [cancel options,]’”
said Tom Winner, executive vice presi-
dent. media director, Campbell-Mithun-
Esty. “*Advertisers will pull ou of net-
work before they pull out of cable.”’

Ans & Entertainment has had what it
terms only “‘a couple of small cancella-
tions,” from package-goods advertisers,
totalling about $100,000, said Ron Sch-
neier, vice president. advertising sales.
Schneier said a few car advertisers have
asked for extensions through to this week.
and il they scale back their buys. A&E
will lose a total of $300.000 in ad reve-
nue, according 10 Schneier. " Advertisers
don’t want to cut back on cable and they
especially don’t want to cut back on ups-
cale viewers,” he said. "*While it’s true
upscale viewers are buying less, they're
more likely to buy than others.””

USA Network has had two cutbacks
so far—f{rom RJR Nabisco and Cump-
bell’s—and has no outstanding requests
tor extensions. according to John Silves-
tri. executive vice president, advertising
sales. RJR exercised its second quarter
option partially, and Campbell's with-
drew the entire 50%, but according to
Silvestri, Campbell’s advertising is tra-
ditionally very light in the second quar-
ter, so the impact is minimal. Silvestri
said it is too early to predict the second
quarter scatter market, but he said first
quarter inventory was 95% sold out and
that 75% to 80% of inventory is commit-
ed for the second quarter.

Lifetime has lost less than 3% of sec-
ond-quarter ad revenue to cancellations.
said Doug McCormick. executive vice
president. He would only say that “‘in
some cases, advertisers have canceled
all 50%."" Although cancellations have
been light. the economy might negative-
ly affect the second-quarter scatier mar-
ket. said McCormick, who said Litetime
sold 85% of its inventory in the first
quarter. ~JF, SDM
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CC Commissioner Sherrie Marshall reacted quickly and negatively to the

staff options papers, which lean heavily toward repealing the rules.

By the middle of last week, her office had cranked out a nine-page response
in defense of the two-step compromise that was criticized in the stafi paper,
but that she believes balances the competing interests of the networks and
producers.

The two-step would allow a network to negotiate for financial interest and
syndication rights in a program, but only after the neltwork has agreed to
license the program for network airing. Hollywood has been pushing two-step
variations. But to the networks, it’s completely unacceplable.

The options papers’ call for ““complete or near-complete elimination”’ of
the rules disregards the FCC’s **mandate to insure programing diversity,’”
Marshall told BROADCASTING. Also, she said, the statf’s “‘second best’”
proposal to cap the number of prime time programs that networks can acquire
an interest in was an example of '*cutting-the-baby-down-the-middle arbitrari-
ness.

Despite the long hours that went into hei response, Marshall said she
doesn’t plan to deliver it to FCC Chairman Alfred Sikes or the staffers who
drafted the options paper. Insiead, she said, she plans to use it in her
discussions with them as she did last week in a meeting with Mass Media
Burecau Chief Roy Stewart and Office of Plans and Policy Chief Robert
Pepper. The response has reportedly received some circulation on the eighth
floor, however.

Of the other commissioners, only Andrew Barrett would comment publicly
on the options paper, but only in general terms. Like Marshall, his reaction
was negative. *'[t did not give me a great deal to work from,”’ he said. **The
options were too conclusionary and they did not analyze the components on
which the decision ought to be based.’’

Although, as Marshall noted, the FCC staff options paper of fin-syn reform
leaned heavily toward repealing the rules, the network executives were not
entirely happy with it. They felt there was still far too much discussion about
compromise positions failing short ot the repeal they believe they are entitied
to. In addition, they object to the presumption that Fox deserved continued
exemption for any residual rules. The papers tocused not on whether Fox and
other emerging networks should be given an exemption, they said, but on
what criteria should be set for qualifying for an exemption.

Perhaps because of NBC's retaining of Barrett's tong-time patron, tormer
lllinois Governor Jim Thompson, the network executives are feeling fairly
confident about Barrett these days. Barrett’s response to the network’s report-
ed attitude: ‘I share the warm feeling if that’s what they have for me.”’

NBC hopes to get a better rcad on the enigmatic Barrett this Thursday (Feb.
7) when President Robert Wright and other NBC executives meet with him in
his office.

On his way in to see Barrett, Wright might bump into CBS Entertainment
President Jeft Sagansky. who is scheduled to meet Duggan the same day.
Sagansky is flying to Washington 1o visit the commissioner (0 continue
discussions begun last year on Duggan's fin-syn fact-finding trip to Los
Angeles. -HAJ
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MULTIMEDIA NAMES NEW PRESIDENT

Robert Turner, president of Orbis Communications (Jokers Wild, $100,000
Pyratid), was named president of Multimedia Entertainment (Donahue, Sally
Jesie Raphae! and Big Break) last week, a position vacant since the departure
of Peter Lund several months ago. The appointment came as a surprise to
some, whe felt Turner was wedded to Orbis, the company he started in 1984.
In 1987, Orhis merged with Carolco Productions, giving the company distri-
Bution rights Lo the series of ‘*‘Rambo’” movies, new made-for-TV movies and
other product. Orbis subsequently acquired syndication rights to other **A””
maovie tifles such as *‘Platoon’” and *‘The Terminator.”” Orbis now has an
estimated value of more than $75 million. Turner will assume his new position
on Feb, 11, Turner said last week he accepted the post because *‘1 like to build
and [ think I"ve taken Orbis to the point”’ where the entrepreneurial work is
done. He described Multimedia Entertainment as a ‘‘sleeping giant,” a place
where he hopes to instill *‘more entrepreneurial spirit.’” There was no word on
Turner's replacement at Orbis at deadline, but three company executives,
Hilary Hendler, Neil Russell and John Ranck were said to be in contention for
the post. Also, a source said, Turner’s duties may be divided among the three.

BATTLELINES DRAWN ON
CHILDREN'S RULEMAKING

t least 56 companies and associa-

tions began slugging it out over

the details of the Children’s Tele-
vision Act of 1990 last week in the form
of comments submitied to the FCC. At
odds on the fundamentals, broadcasters
and public interest groups in particular
appeared ready to go the distance, as the
commission works toward instituting re-
lated policies and rules by October.

In one corner and unified on most
points, broadcasters called on the com-
mission to define terms and write rules
that allow them the greatest possible lee-
way in assessing and meeting children’s
“‘educational and informational needs"’
and in satisfying new limits on “‘com-
mercial matter’” in children’s TV (10%
minutes per hour on weekends, 12 min-
utes on weekdays).

In the opposite corner, 10 public in-
terest groups led by Action for Chil-
dren’s Television recommended strict
definitions of terms—which, for exam-
ple, would allow only nonfiction under
the ‘‘educational and informational pro-
graming’’ rubric—and urged adoption of
tough reporting and enforcement stan-
dards. And, contrary to the recommen-
dations of broadcast, cable, advertising
and TV production entities, including
the National Cable Television Associa-
tion, the Motion Picture Association of
America, Walt Disney Co. and Mars
Inc., ACT urged the adoption of strict
definitions of ‘‘commercial matter’’ and
*‘program-length commercials,”” that
wouild discourage production of enter-
tainment and product-related programs.

Even the term *‘licensee’’ drew some
controversy, as most argued that cable
operators (licensees) should be held lia-
ble for commercial time limit violations
in cable network programing (not licens-
ces). And although virtually all parties
approved defining ‘‘children’s televi-
sion’’ as programing produced for chil-
dren 12 years and under, the National
Association of Broadcasters urged the
FCC to lower the top age, perhaps to
eight.

But uniformly, over-the-air broadcast-
ers—including NAB, the Association of
Independent Television Stations
(INTV), Capital CitiessABC, CBS,
NBC, Cox Enterprises, First Media
Corp., Guy Gannett, Kelly Broadcast-
ing, Media General Broadcast Group,
Midcontinent Television and Multime-
dia—argued for maximum flexibility in
assessing children’s needs and in acquir-
ing and scheduling educational and in-
formational fare to meet them.

Congressional committee reports, said
Great American, ‘‘make it clear that
programs need not be narrowly ‘educa-
tional’ to qualify as serving children’s
educational and informational needs.”’
Among others, a joint filing by 12
broadcast groups, including Cannell
Communcations, Cox and H&C Com-
munications, said the definition of
*‘educational and informational”™ pro-
graming should encompass entertain-
ment, general audience or adult pro-
grams, as well as spots or short
segments, that answer Senator Daniel
Inouye’s suggestion that the term refer

to programing that “‘furthers a child’s
intellectual, emotional and social devel-
opment.”’

On the contrary, ACT called for
**nonfiction, age-specific programing,’’
for additional record-keeping require-
ments for broadcasters and for the FCC
to randomly audit 5% of stations.

Opposing such requirements, the
broadcasters also urged the FCC to ap-
ply no sanctions, including loss of re-
newal expectancy, for anything less than
“willful’’ violations, or violations after
warning, of the per-hour commercial
time limitations and to consider chil-
drens’ program service only one element
of renewal expectancy. Calling for an
Oct. 1, 1991, start date for compliance,
they also opposed ACT in urging adop-
tion of a *‘clock hour,”’ rather than a
program segment, as the measure for the
commercial limitations.

Potential definitions of ‘‘commercial
matter’’ provided another hotly contest-
ed point. Claiming *‘toy-based” pro-
grams increased from 13 to 70 between
1983 and 1988, ACT devoted much of
its comments toward persuading the
FCC to ban all product-related pro-
grams—at least a ban of such programs
where the product is released before or
in conjunction with the program, con-
curred the Donald McGannon Commu-
nications Research Center.

Most broadcasters and program pro-
ducers argued with the American Adver-
tising Federation and the Association of
National Advertisers that the definitions
of ‘‘commercial matter’’ and **program-
length commercials’ should not dis-
courage the production of programs with
product-related characters or story lines.

Concerning  cable liability, said
Tumer Broadcasting Service, **Nothing
in the act grants the FCC new direct
authority to regulate programers. In-
stead, the act by its terms applies to
cable operators’™ and other licensees.
TBS added, however, that programers
would only hurt their own revenue
streams by violating rules and puitting
operators in harm’s way. And, like an-
other commenter, USA Network, TBS
said it will adhere to the commercial
limits.

NCTA agreed that the FCC has no
apparent authority over cable program-
ers, but that Congress appears to have
intended their programing to be covered
by the act. Declining to oppose the
FCC’s initial conclusion that the Act|
does not specify operators as liable for
network infractions, it suggests that,
given operator liability, the FCC allow|
for de minimis violations and encourage
operators to secure constraints in con-|
tracts with programers. -PoL
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PROGRAMING

MINI-SERIES, HIGH PROFILE SHOWS LEAD NETWORKS
INTO FEBRUARY SWEEPS

BC, CBS and NBC each head
into the February sweeps armed
with a four-hour, two-night mini-
series and a list of made-for-TV movies
rounding out their respective schedules.
Each also is using the month to trot out
high-profile product—especially CBS,
which is once again relying on past CBS
franchise series to power its sweeps pro-
graming. For this ratings period, CBS is
tagging the weekend of Feb. 16 as
“‘Classic Weekend,"' with retroactive
specials commemorating A/l jn the Fam-
ily, The Mary Tyler Moore Show and
The Ed Sullivan Show.
Following is a network by network
look at February sweeps highlights.

® ABC: At the network, the sweeps
schedule is anchored by the four-hour,
two-night Son of the Morningstar movie
about General George Armstrong Custer
and his death at the Battle of Little Big
Horn. Gary Cole of Midnight Caller
stars in the movie which was to begin
Sunday, Feb. 3, at 9 p.m. and conclude
Monday, Feb. 4.

The network was scheduled to kick
off the sweeps month on Sunday, Feb.
3, with a $100,000 winner on a special
episode of America's Funniest Home
Videos. On Wednesday, Feb. 6, another
installment of the Barbara Walters inter-
view series airs at 10-11 p.m. Her inter-
viewees include actor John Goodman,
actress Julia Roberts, and mother and
daughter country singing duo, The
Judds.

On Thursday, Feb. 7 (10 p.m.), Fan-
tasies airs with Robert Urich and Joanna
Kerns as hosts. The one-hour reality
special features people who realize their
dreams. The show preempts Prime Time
Live.

Big makes its broadcast television
premiere Sunday, Feb. 10, at 9 p.m.
The comedy, starring Tom Hanks,
eamed in excess of $150 million at the
box office.

The remainder of ABC’s lineup con-
sists of made-for-television movies on
Feb. 17, 18 and 20. On Sunday, Feb.
17, Whatever Happened 1o Babv Jane?
airs, starring Lynn and Vanessa Red-

CBS's ‘Mary Tyler Moore'

grave. The following night of the 18th at
9-11 p.m., Fire: Trapped on the 37th
Floor, stars Lee Majors and Lisa Hart-
man. On Wednesday, Feb. 20, another
Columbo two-hour movie airs, the third
of four such telecasts to be scheduled on
ABC this season.

In addition, an ABC spokesman said
the network has not yet scheduled mov-
ies for Feb. 24 and 25, the final Sunday
and Monday nights of the February
SWeEpS.

® CBS: Buoyed by the past sweeps per-
formance of its usage of traditional CBS
properties such as The Honevmooners

. .J..

CBS’s ‘All in the Family’

and ! Love Lucy specials, CBS is an-
choring its sweeps lineup with a classic
weekend of *‘Best Of* specials, featur-
ing All in the Family, The Ed Sullivan
Show and The Mary Tyler Moore Show.
Norman Lear, Mary Tyler Moore and
Carol Burnett will host the specials.

CBS's **Classic Weekend'’ debuts on
Saturday, Feb. 16, with the All in the
Family 20th Anniversary Special, hosted
by Lear. The creator of the show for
American TV is joined by series stars
Carroit O’Connor, Jean Stapleton, Rob
Reiner and Sally Struthers on the special
airing from 8-9:30 p.m.

The Very Best of Ed Sullivan airs from
9 p.m. to [1 p.m. on Sunday, Feb. 17,
with Burnett hosting from the Ed Sulli-
van Theater in New York where his vari-
ety showed originated for 23 years.

On Monday, Feb. 18, at 9:30-i1
p.m., Mary Tyler Moore: The 20th An-
niversary Show airs, featuring Moore,
Ed Asner, Georgia Engel, Valerie
Harper, Cloris Leachman, Gavin Mac-
Leod and Betty White.

CBS starts the ratings period with a
musical special, Cher at the Mirage, on
Monday, Feb. 4, at 10-11 p.m. On
Tuesday, Feb. 5, the network presents
the broadcast television premiere of Sea
of Love, starring Al Pacino and Ellen
Barkin. The movie is part of the Univer-
sal movie package that CBS purchased
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that bypasses pay-cable.

On Sunday, Feb. 10, CBS presents
Lucv and Desi: Before the Laughter, a
fictionalized look at the lives of the cou-
ple prior to their successful TV series.

On Tuesday. Feb. 19. Sins of the
Mother, starring Elizabeth Montgomery,
airs at 9-11 p.m. The following night on
Wednesday, CBS presents the 33rd an-
nual Grammy awards from 8-11 p.m.

The network concludes its February
sweeps coverage with a four-hour, two-
part movie, And the Sea Will Tell, star-
ring Rachel Ward, Hart Bochner and
Richard Crenna.

® Fox: As it has in the past, Fox will
not preempt its regular series schedule to
present special programing during a rat-
ings month. Fox is, however, presenting
a special hour version of Torally Hidden
Video, and is featuring guest starring
roles by Dolly Parton on Babes, Danny
DeVito on The Simpsons and Cheech
Marin on a Married...with Children epi-
sodes.

Also, on Fox's Monday Night at the
Movies on Feb. 11 and 25, the network
airs Young Guns and Willow, which
makes its broadcast premiere.

8 NBC: The network’s sweeps pro-
graming is anchored by its own four-
hour mini-series. Love, Lies and Mur-

der, which airs on Sunday and Monday,
Feb. 17 and 18 at 9-11 p.m. The movie
stars Clancy Brown, John Ashton and
Sheryl Lee in the based-on-fact crime
story about two teen-age girls who are
persuaded to commit murder by a family
member.

On Monday, Feb. 4, The Marla Han-
son Story airs, starring Cheryl Pollak in
the true story of a model who is attacked
by two men with razors hired by an ad-
mirer of the woman. On Sunday, Feb. 10,
the network presents The Chase, starring
Robert Beltran and Ben Johnson.

Perry Mason: The Case of the Ma-
ligned Mobster airs on Monday, Feb.
11, at 9-11 p.m.

NBC has yet to announce its movie
plans for Sunday, Feb. 24. but has
scheduled Long Road Home on Mon-
day, Feb. 25 from 9 p.m. to |1 p.m.
The made-for-TV movie stars Mark
Harmon and Lee Purcell.

In addition to the movies, NBC has
scheduled two installments of the Super
Bloopers & New Practical Jokes series
of specials for Friday, Feb. 8, and Fri-
day, Feb. 15, with both airing at §-9
p.-m.

NBC began its sweeps schedule with
the Feb. 3 premiere of Sunday Best,
which made its debut in the 7-8 p.m.
time slot. -5¢

GOOD NUMBERS FOR A GOOD GAME

hile the 42.3 rating and 62 share garnered by ABC’s Jan. 27 telecast of
Super Bow] XXV was among the lowest-rated in the 25-year history of

ACTION-
ADVENTURE
SHOWS SALES
CONTINUE

ess than two weeks out of the

NATPE convention in New Or-

leans, first-run weekly hour and
half-hour action-adventures—like last
season—are still showing strong sales
momentum. Two of the hour-long syn-
dicated series—LBS Communications’
Baywarch and Cannell Distributions’
Street Justice—are banking on broadcast
network recognition and reputation for
producing successful long-form dramas
to sell their respective shows.

Among the half-hour action/adventure
shows are established players such as
Worldvision Enterprises, with a revived
version of Tarzan, New World Televi-
sion, with a possible syndication entry
of The Three Musketeers, and Viacom
Enterprises with its action show, Light-
ning Force.

While the short-term goal is to main-
tain enough weekly clearances for each
program’s first three seasons on inde-
pendent stations, network-size produc-
tion budgets and fat local advertising
splits are being put forward to lure net-
work affiliates shopping for revenue-
producing strips to make up for cuts in
network compensation.

Cannell Distribution, which this sea-
son saved 2/ Jump Streer after Fox

the championship, the numbers actually held their own when measured against
other games rated by the three-year-old A.C. Nielsen Co. people meter
measurement system.

When compared to earlier games measured by the people meter, the
telecast, watched by 39.4 million viewers, topped last year's Super Bow!
rating of 39.0/63 and approached the average 43.5/68 for 1989's Super Bowi
XXHI. Super Bowl XXII, the first measured with a people meter, had a rating
of 41.9/62.

Record-breaking Super Bow! ratings were all set prior to the introduction of
Nielsen’s controversial people meter system, which network research execu-
tives have criticized as underreporting audience viewing. The top-rated games
over the last 25 years have been Super Bowl XVI with a 51.0 rating and Super
Bowl XVII with a 48.6, each representing more than 40 million households.

Media buyers and advertisers were pleased with the close game (New York
Giants over the Buffalo Bills, 20-19) and seemed unconcerned about the
ratings because out-of-home viewing is not measured and an event such as the
Super Bowl draws tremendous out-of-home viewership. ‘‘This year was pretty
good,”” said one media buyer, adding that he measures it by the *‘next day
talk’" that he hears on the street. Whether the close game means that the 1991
unit price of $800,000 for a 30-second spot will increase substantially remains
to be seen. Next year’s Super Bowl airs on CBS.

Following the Super Bowl. ABC’s post-game show scored a 25.7/39,
making it the second highest show of the week. The following debut of the
new Jonathan Winters-Randy Quaid midseason sitcom, Davis Rules, ranked
as the 16th most watched show of the week with a 15.5/25.

Broadcasting Co. (FBC) canceled it at
the end of the 1989-90 season, has a
new hour drama in syndication that has
been pushing a 5-plus rating average this
season. Without a pilot at INTV and
NATPE conventions, Pat Kenney, presi-
dent of Cannell Distribution, has been
using the Stephen J. Cannell Produc-
tions reputation to clear Streer Justice in
55 markets (64% U.S. coverage), less
than two months after its sales launch.
Kenney said umbrella signings have
been completed with five of the six Tri-
bune Broadcasting Co. stations (KWGN-
Tv Denver is the exception) and at least
three of the five Gaylord Broadcasting
Co.-owned stations.

In the case of Bavwatch, which was
originally produced by GTG Entertain-
ment for one season (1989-90) on NBC,
LBS Communications has deals *‘close
to being done in all top 50 markets,””
said Tony Intellisano, executive vice
president, marketing, LBS Distribution. |
Intellisano declined to give the number'
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of stations signed to clear the program,
or coverage. because of what he called
““multiple offers’” in many markets.
However, he said that wwOR-TV New
York, wpwRr-Tv Chicago and five inde-
pendents within the Chris-Craft/United
TV group (KCOPITV] Los Angeles.
KBHK-TV San Francisco. KMSP.TV Min-
neapolis.,  KUTP(Tv]  Phoenix  and
KPTV|Tv| Portland, Ore.) are among sta-
tions signed.

Hollywood Premiere Nerwork, a
wheel of three hour-long dramas
(Shades of L.A., She Wolf of London and
They Came from Outer Space) from
MCA TV, entered the market at INTV
and NATPE. but company officials de-
clined to comment on how sales have
progressed. MCA TV, along with its co-
owned company. Universal Television.
produced and distributed HPN initially
on an exclusive basis for wwOR-Tv New
York and KCOP(TV) Los Angeles.

Hearst Entertainment. distribution
agent for Canadian Television's (CTV)
hour Neon Rider. according to William
Kunkel. senior vice president, Hearst
Entertainment, is awaiting word from
CTV if it will renew the program’s net-
work contract before formally announc-
ing that the drama will be available for
1991-92 syndication. Although he said
that the first’ 26 episodes ot Neon Rider
have been averaging a 2 or 3 (NSI)
overnight rating. Kunkel said that Hearst
has incurred little risk, since CTV is
fronting the production costs. Kunkel
said that a cable network deal is possible
if station interest is lukewarm.

Among halt-hour action-adventures.
Worldvision introduced Tarzan at
INTV. but as Bob Raleigh. Worldvision
senior vice president of domestic sales
said, 75 stations (representing 65% of
the U.S.) have signed in less than a
month after its sales launch. Four Gay-
lord Broadcasting stations were early
customers. Other top markets are WwOR-
TV New York, wPWR(TV) Chicago, WPHL-
Tv Philadelphia and KTvU(TV) San Fran-
cisco. Raleigh said that 70% of those
stations are committing to 4 p.m. o 8
p.m. Saturday and Sunday clearances.

A Viacom spokeswoman would only
say that the syndicator's high-profile con-
panion to Superboy and Swuper Force—
Lightning Force—has been sold to 35
markets. including six of the top 10.

Another first-run project. The Three
Muskereers from New World Television.
is on hold as a syndication project. A
spokesman for New World said it was
100 early to tell’” trom the station reac-
tion if a network or cable deal would not
be more advantageous than syndica-
tion. -WF

'I‘m‘i"rnb”

DREAM TEAM

Three eighth graders from Waynesboro. Va.. have become the envy of
countless would-be script writers. Their unsolicited. hand-written and illus-
trated 120-page script submitted for an episode of Warner Bros.'s animated
series. Tiny Toon Adventures. was “"opened by accident™ according to the
company, and impressed Jean MacCurdy, VP. general manager. Warner
Bros. Animation. and executive producer Steven Spielberg. who bought the
script about attempts by show stars Buster and Babs bunny to enjoy a
Hawaiian vacation. The three students were flown to Los Angeles by Warner
Bros.. where they met with Spielberg and Tiny Toons staffers. The writers will
receive full screen credit for their episode. and be involved in ““all aspects™ of
the production process. Shown above at a story conference with Spielberg are
co-writers (l-r) Sarah Creet. Amy Crosby and Renee Carter.

KOCH’S NEW PALETTE OF FILMS

och  Communications. New

York. is about to launch a 26-

title package of colorized tilms
that the company will market to inde-
pendent and affiliate stations for prime
time and early- and late-fringe time peri-
ods.

Titles in the package. which is being
colorized by the Tintoretto Co. of To-
ronto. include **Meet John Doe,”" with
Gary Cooper and Barbara Stanwyck,
“*Blood on the Sun.”” with James Cag-
ney. ““The Immortal Battalion.”" with
David Niven and *“Father's Little Divi-
dend.”” with Spencer Tracy and Eliza-
beth Taylor.

According to Koch Communications
President Len Koch. many of the films
in the package are in the public domain.
But the company is negotiating with
rights holders to some of the films. in-
cluding Turner Entertainment. “*We'll
negotiate new copyrights tor the color-
ized versions of the films.”" said Koch.
Koch and Tintoretto would have an in-
terest in. and certain distribution rights
for. the new colorized films.

Koch is the U.S. sales representative
for Tintoretto. one of a small handtul of
companies in the colorizing business.
Others include the U.S.-based American

Film Technologies and Color Systems
Inc. Koch negotiated Tintoretto’s deal to
colorize the 36 black-and-white episodes
of Gilligan's Istand for Turner Program
Services. Turner is currently syndicating
those episodes to stations along with
about 60 other episodes shot originally
in color.

Koch will offer its new colorized film
package on a straight barter basis (prob-
ably 12 minutes each for local and na-
tional advertising). over a three-year li-
cense term. The company is projecting a
5 household rating average per film. The
first film may be available as carly as
October 1991 . although Koch said avail-
ability could slip to early 1992.

“It's a terrible year' for advertising
sales. said Koch. '“Those guys with
straight barter packages are in such jeop-
ardy. | don’t want to be out there [with a
lot of barter] because the barter dollars
aren’t there to the extent we want them
1o be there. As a supplier we have to be
practical.””

From Koch's standpoint. that means
spreading the filin package over a longer
license period. **We don’t want to re-
lease any more than four or six films a
year™ in the current environment. he
said. But under the current plan. antici-
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| Week 19 NTI Network Prime Report for week of Jan. 21-27 l
I'st column tells rank, 2nd column tells position compared 10 last week: W-Down in rank from last week . A-Up in rank from last week, .
®-Premiere broadcast. 3rd column tells rating. 4th column tells network. 5th column tells show.
H ; |
' 1 41.8/63 A Super Bowl XXV 31 ¥ 13.320 N Fresh Prince Of Bel Air 60w 8715 A Young Riders
[ 2 31.7/54 A Super Bow! Kick-Off 32 13.321 C War In The Gulf-Mon. 61 ¥ B8.4/14 N Dark Shadows
3 25.7/39 A Super Bow! Postgame 32 13.2/22 C War In The Gulf-Fri. 62 8.3/14 A Equal Justice
4 211131 N Cheers 34 12.6/20 A New Kids/Block: Disney 63 & 8.1/12 F Babes
5w 19.427 A Roscanne 34 & 12.6/23 A 20120 63w 8.1/12 F InLiving Color
6 18.927 C Murphy Brown 36 12.3/19 A Maried People 65w 7.411 F Married.. With Children
7 A 18.4/31 N Empty Nest 37 a 12,2123 N Dear John 66 7.313 C Candid Camera Spec.
| 8 & 18.231 N Golden Girls 38 121718 A MacGyver 67 7.2111 A Gabriel's Fire
I 9 A 17.528 A Full House 39 11.6/18 C 60 Min. War Diary Spec. 68 7.0/13 N Midnight Caller [
10 16.9/25 N Cosby Show 39 w 11.6/19 N Heat Of The Night 68 7.0/13 A Tag Team
10 A 16.9224 A Coach 4 11419 N LA Law 7 6911 N Figure Skating Champ.
I 12 16725 N Unselved Mysteries 42 w 113117 N Movie: Morris Dees Story 7l A 6811 F America’'s Most Wanted
13 & 16.5/24 C Major Dad 43w 11.017 A Movie: Last To Go ’ 72w 6711 F Cops2
' 14 & 16.0/23 C Rescue: 911 43 W 110417 N Seinfeld . 73w 6610 F Beverly Hills. 90210
15 15.924 C Good Sports Spec. 45 v 10.9/16 N Blossom l H 6.3/9 F Movie: License To Drive
l 16 15.525 C Lonesome Dove, P1. 3 45 10.918 A Primetime Live | 5% 6.1/10 F Cops
16 15525 A Davis Rules Spec. 47 v 10.8/17 C Movie: Mary Gray 75 6.1111 C Uncle Buck
18 15.4224 C Lonesome Dove, P1. 4 47 & 10.8/19 N Fanelli Boys 17 6.0/10 A Under Cover
19 14921 A Family Matters Spec. 47 10.8/17 C Guns Of Paradise 8w 588 F GelALife
l 19 14922 N Wings 50 10716 C 48 Hours | l 78 5.8/10 C Lemy
19 14923 A Wonder Years 50 10.7/18 N Hunter 80 5.4/9 C All-Madden Team
* 2w 14821 N Matiock 2 10616 A Faher Dowling I 80 v 5.4/10 F Totally Hidden Video
[ 22 v 14.8/22 A Who's the Boss? 52 w 10.6/15 C Murder, She Wrote 82w 528 F Parker Lewis
24 14.6/22 A Doogie Howser, M.D. 54 & 10.5/17 A thirtysomething 82 5.28 N Real Life Spec.
| 25 A 14.521 C Evening Shade 55 w 10.218 N Amen B4 w 458 F Comic Strip Live ‘
26 14.422 A Growing Pains 56 w 10.0/17 A Perfect Strangers 84 4.577 N News Sp.: Am. At War
‘ 27 A 14.1125 N Carol & Company 7w 9.815 N Movie: Litle White Lies 86 v 4.4/7 F Good Grief
27 A 14.1721 F The Simpsons 58 9.1/14 C Top Cops 87v 437 F Haywire
| 29 13.7721 C Lonesome Dove, P1. 2 59 & 8.9/16 C Sons & Daughters 87 v 437 F True Colors
29 13.7720 N Night Court 89w 3.6/6 F Against The Law |
— |
{
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pating some improvement in the busi-
ness after this year, Koch will release a
**minimum of six”* films in the package
in 1992,

“*Realistically, we have to deliver
85% station coverage and then find ad-
vertisers that make some sense to us.
The networks arc cutting rates to $2
household CPM’s [cost per thousand
viewers}. We need $4 household CPM’s
and $9 10 $9.50 for women, 18-49."

According to Koch, Tintoretto can co-
lorize the movies in the package for ap-
proximately $200,000 each, and will
start colorizing the films in March or
April. -SM

U

CABLE SUBSTITUTE

nited Video Inc.. satellite carrier of superstation WGN-TV Chicago, is
carrying Under 8...Not Admitred, a half-hour first-run dance strip for
cable systems that have to black out WGN-TV to meet FCC syndication
exclusivily rules that certain broadcast stations have been granted for syndicat-
ed programing in their markets. A UVI spokesman suid the program is the first
show to be produced specifically to fill syndex blackout gaps, and that Flip
magazine is underwriting the production of the 20 initial episodes of Under 18
to be produced by On-Air Productions. Fort Lauderdale. Fla. Hosts are Alan
Hunter (formerly a V] with MTV) and Linda Energy (formerly a D] with
WwPLIIFM] New York). Instead of carrying WGN-TV’s signal, UVI is transimit-
ting Under 18 on the station’s transponder to cable operators Monday-Friday

at 6:30 p.m. ET (blacking out Perfect Strangers).

_

-
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ATTENDANCE DOWN, ENTHUSIASM UP AT RAB’S MSC

Recession forces cutbacks in attendance; new five-track curriculum approaches radio as
target medium of 1990’s; RAB unveils industry-wide marketing plan

he sluggish economy and the Per-

sian Gulf war were the primary

concerns of many radio sales man-
agers in Nashville for the Radio Adver-
tising Bureau’s 11th annual Managing
Sales Conference, held at Opryland
U.S.A. Jan. 24-27. Budgetary concerns
were largely blamed for reduced atten-
dance—estimated by RAB Executive
Vice President George Hyde as about
750, down from the 1,100 who attended
last year's conference in Dallas. For the
35-plus exhibitors and myriad consul-
tants who judge the success of a meeting
by the number of attendees, MSC 11
was less than stellar. But for those sales
managers attending to learn strategies to
improve their work, general consensus
was that MSC XI met its mark.

Taking a new approach to radio sales
and management this year, the RAB and
its MSC Steering Committee established
five separate tracks *‘to explore critical
industry issues in greater depth,”’ ac-
cording to Hyde. Each track consisted of
a series of presentations and seminars,
organized sequentially, similar to a uni-
versity course of study. Attendees were
not required to enroll in a specific track,
but they were encouraged to attend all
sessions included in tracks of special
interest. (The five tracks were Hands-
On Sales Management, Teaching The
Fundamentals, Sales Manager's Tough-
est Choices., Developing New Radio
Revenue and The Competition—A Two-
Way Mirror.)

Sales managers questioned by BROAD-
CASTING generally agreed that the ‘‘in-
tense, intimate atmosphere®’ of the high-
ly focused meeting provided a sense of
camaraderie that was considered lacking
at larger industry meetings. In fact, **the
only thing here that’s at all distracting is
the piped-in country music on the P.A.
system,’” joked one attendee.

Addressing attendees at lunch on Fri-
day (Jan. 25), RAB Board Chairman
Richard Buckley, Buckley Broadcast-
ing, cited the ‘‘glamour of television”
as a fundamental reason for the lack of
good radio creative at top ad agencies.

Richard Buckley

He reminded the sales managers that
‘‘pictures were never meant to fly
through the air.”” He said that this ‘*old
cliche proved accurate when [CNN cor-
respondent] Bernard Shaw was reporting
from his room in Baghdad when the war
began. The whole country heard Shaw
instantly, but the pictures took 32 hours
to get here,’” said Buckley.

Warren Potash, RAB. president and
chief executive officer, told attendees
that RAB’s primary objective in the
coming year is to increase the medium’s
share of the total advertising pie to 7%,
a .1% increase that amounts to some
$140 million. RAB’s secondary objec-
tive is to ‘‘increase the awareness of
radio as a primary advertising medium
and to accelerate the establishment of
local marketing organizations’ through
which local media can combine forces to
work with certain advertisers, he said.

Potash recalled what he called previ-
ous ‘‘warm and fuzzy’’ radio marketing
plans. ‘*‘We enjoyed listening to ‘Radio:
It's Red Hot’ and ‘I Saw It on the Ra-
dio,” and we all felt good about that,”
he said. *'But, it’s time to get on with
the business of business, and the time is
now to start marketing radio in a more
pragmatic and directed way."” The most
direct way to do this is to target local

Warten Pous_h

newspapers, Potash said. *‘That’s the
fruit that’s closest to the ground,”” he
said, citing current statistics that five
daily newspapers fold each year.

Niche marketing is the key to success
in the 1990's, Potash said, comparing
1970 auto sales statistics with those of
1990. *‘Twenty years ago, America’s
best selling car was a Chevrolet, with
sales over a miilion units. Today the best
seller is the Honda Accord, with 1990
unit sales of 471,000. If these markets
aren’t being fragmented, you’re crazy.””

Potash criticized advertisers who sim-
ply seek a 25-54 demo target audience,
because very few of them actually pro-
duce products that attract all segments of
that broad target. ‘‘Chrysler sells more
than a Chrysler,’”’ he said. *‘They sell
everything from a New Yorker to a
Plymouth Laser. If you want to market a
Fifth Avenue, you talk to me. If you
want to sell a Laser, talk to my son.
Mitchell Potash would kill for a Laser.”

Recent cooperative arrangements be-
tween competing media such as that be-
tween Turner Broadcasting and Gannett,
or The New York Times and U.S. News
and World Report, are indicative of the
future of marketing, Potash said. ““The
quicker we get to it, the faster we’ll
begin to prosper,’” he said. -t
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RAB, RICHARDS GROUP UNVEIL MARKETING PLAN

Newspaper is ‘enemy’ in radio; radio’s print campaign will be targeted to auto industry

he Radio Advertising Bureau and

Dallas-based advertising agency

The Richards Group jointly intro-
duced an RAB Radio Marketing Plan for
the '90s. RAB President and CEO War-
ren Potash unveiled a multi-tiered strate-
gy for implementing the detailed mar-
keting plan, which calls for a number of
separate industry-wide tactics. These in-
clude:
@ [dentifying  advertiser-development
targets with the highest realistic poten-
tial for revenue development;
@ Creating premiums to offer to mem-
bers for use in developing local and re-
gional inquiries and leads;
® Establishing a dedicated RAB clear-
inghouse toll-free number for inquiries
and advertiser leads; and,
® Intensifying the creation and utiliza-
tion of local radio marketing groups and
city associations to coordinate follow-
ups on leads from local and regional
advertisers and prospects.

The plan calls for an extensive cross-
media marketing effort developed by
The Richards Group, initially aimed at
local automobile dealers to illustrate the
advantages of radio advertising over

Rod Underhill

newspaper. This strategy includes a se-
ries of eight initial radio spots for tocal
broadcast, plus a schedule of 40 ad in-
sertions in three auto industry trade mag-
azines, calculated to generate some 2.3
million impressions on auto industry de-
cision-makers.

Rod Underhill, principal with The
Richards Group, said that the media
plan, which is designed to steal share
from newspaper advertising, was

**based on the rationale that advertising
effectiveness increases with relevance of
message to the target.”” He said that
**the more narrowly you define the tar-
get, the more relevant and effective the
advertising can be.”

Underhill said that RAB and The
Richards Group focused on the auto in-
dustry because they wanted to target a
heavily advertised category that is a
heavy user of newspaper, ‘‘since that's
the targeted enemy.’’ He said they were
seeking a broad-based, nationwide in-
dustry where media advertising was de-
termined locally. “*We felt this target
was best served by automotive, because
it's the number one local radio advertis-
ers, but its radio spending is trending
down.”’

The first year budget for the RAB Mar-
keting Plan totals $450.000, which in-
cludes $300,000 for The Richards
Group's ad campaign, $40,000 for attend-
ing foreign auto manufacturers meetings
and $45,000 for threc new awards pro-
grams. ‘‘It’s your money, so pay atten-
tion,”* Potash reminded the audience.
**We need your help...and you need to let
us know how we’re doing."’ -REB

NEUHARTH: RADIO IS CRUCIAL IN ‘GLOBAL VILLAGE’

Former Gannett chairman calls free market economy inevitable; views failure as

fundamental in personal, professional growth

he world is shrinking and radio

holds a crucial role in balancing

**the future of the global village,”
according to Allen Neuharth, former
chairman of the Gannett Co., founder of
USA Today, and author of the autobio-
graphical ‘‘Confessions of an §.0.B.”
Neuharth delivered the keynote address
at the RAB MSC in Nashville, where he
predicted that the 1990°s will see “‘more
economic and social changes than at any
time in our history.”” Individuals who
succeed amid these changes will be
those who have imagination, guts, vi-
sion and will take risks, he said. **In the
90°s there is no longer any status quo,”’
he said. **People everywhere want to see
more, hear more and read more. And
when they do, they want to do more,
play more and buy more.”” Because of
this, he said, ‘‘media have never had a
brighter future than today, and radio is
the best bet to show the biggest gains
now and in the near future.”’

Allen Neuharth

Response to recent world events indi-
cate that people again are listening to the
radio, Neuharth said. ‘‘Fact is, people
want their news when they want it,
where they want it and how they want it.
They want it at work and at play, at
home and away. And only radio can do

that,”” he said. ‘*No doubt that radio’s
share of the pie is certain to grow to over
7% [by fall, 1992]. While this may not
sound exciting, it means many hundreds
of additional millions of dollars for the
medium.”’

Neuharth credits the media as the glue
holding together this global village.
**Thanks to instant satellite communica-
tions, there are no more secrets any-
where in this world.””

Neuharth said that in his career he
*‘occasionally schemed and connived,
but never did anything illegal, immoral,
or unethical.”’” Neuharth also said that
early career failures helped him learn
that “‘the greatest lesson is to have a big
failure when we're old enough to under-
stand and learn something from it, yet
young enough to start over.”’ He sug-
gested that ‘*everybody ought to fail at
least once in a big way before they’re
40. Once you can admit you screwed up,
it's easy to get up off the floor and try

78 Radio
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BODETT SHEDS LIGHT ON MOTEL 6 SUCCESS

H aving traveled thousands of miles from *‘the end of the
road, eating airline food all the way,”’ Motel 6 spokes-
man and National Public Radio commentator Tom Bodett
said he appreciated RAB’s invitation to come to its Manag-
ing Sales Conference *‘to talk about what little I know about
radio, which is good, because that's about as much as |
know."" Bodett told a standing-room audience that ""a little
bit of knowledge is a dangerous thing, which means | might
be the most menacing person in radio advertising.*”

In the past five years, on the strength of Bodett's voice and
the exclusive use of radio advertising, Motel 6 cccupancy
has increased to 76%. Revenue has grown from $226 million
10 $460 million, and the chain has added over 300 locations
in just five years of exclusive radio advertising.

Conceding that in no way is the Motel 6 campaign hypnot-
ic, intricate, or amazing, Bodett said that **advertising is not
rocket science; all we're trying to do is convince someone of
something."’ He explained that advertising is akin to **trying
to convince our children not to wear their hair like shrubbery.
It's communication; we just talk to each other."’

who spend too much time and energy researching the target
audience. ‘‘That phrase always brings to mind images of
innocent consumers walking around with bull’s-eyes on the
foreheads. "'

He said that most people know when they’re being target-
ed, which he called his ‘‘missing moose’" theory. **In Alas-
ka, there wasn't hardly a day went by that I didn’t see a
moose standing in the river,”" he explained. **Buton Sept. 1,
opening day of moose season, [ could walk two days and not
even smell one. Why? Because in that business they’re what
we call a target audience.”’

Bodett said the Motel 6 spots work because **we're talking
to somebody or having fun with them, and not making fun of
them. They’re not a target as much as a preferred customer.
Every spot is just a funny little story about pretty believable
things: families on vacation, kids grinding wiggle worms
into the car seats, traveling salesmen eating pizza on the bed.
People remember the fun part, and down the road some day
they'll be looking for a room and when they see that big red
‘6’ they’ll think about those wiggle worms all over again—

Bodett questioned the high-salaried account executives

again.”” After that first failure all risks
and ventures are fun, *‘because no long-
er are you afraid to fail,”" he said.

Taking the world seriously and not
taking ourselves too seriously is the ap-
proach **we all need to take as we eye-
ball the world in this decade,’’ Neuharth
said, adding that the earth has become
the huge global village **just as Marshall
McLuhan predicted it would be 25 years
ago.”” Because of satellite communica-
tions, '“there is no question that the de-
cade of the 90's holds both the promise
that it can become the best of all times,
or the worst of times."” Neuharth said it
will be the best of times **for those of us
who recognize and fulfill the public's
dramatically changing wants and expec-
tations, and the worst of times for those
who don't.”

While Wall Street and Washington
doomsayers are expecting and planning
for the worst, “*‘men and women of vi-
sion across the country generally expect
the best, even when things are tough,"”
Neuharth said. He noted that recessions
and wars ‘‘come and go, and both are
painful, but rebounds [from both] have
always offered great business opportuni-
ties.””

Neuharth predicted that the next such
economic upsurge will become even
more dramatic *‘because of the dramati-
cally different global playing field.'' He
suggested that a worldwide free market
economy is inevitable, and observed that
**capitalism is replacing communism,
country by country, and democracy will
continue to dethrone dictators.™' -REB

and they'll rent a room. Fun works."’ -i8

FALSE RADIO BROADCAST EVOKES
FCC INVESTIGATION

St. Louis DJ’s fake report of nuclear attack on U.S. elicits

complaints to FCC

St. Louis radio station has landed

in hot water for falsely broadcast-

ing last Tuesday morning (Jan. 29)
that the U.S. was under nuclear attack.

Without warning or explanation,
KSHE(FM) aired the phony announcement
at about 7:30 a.m., along with a simulat-
ed Emergency Broadcasting System tone
and the sound of exploding bombs in an
apparent effort by moming radio person-
ality John Ulet to demonstrate the seri-
ousness of nuclear war.

The stunt evoked more than a hundred
calls to the station as well as complaints
to the FCC. The agency responded by
firing off a letter the next day to the
Emmis Broadcasting station advising it
that the FCC was investigating to deter-
mine whether the broadcast violated
rules prohibiting '*false or fraudulent
signals of distress or communications™
and a policy against *“deliberate distor-
tion or falsification of programing.’

John Beck, vice president and general
manager of KSHE, told BROADCASTING
last week that he was as surprised as
everyone clse by the broadcast. Ulet's
motive was to dramatize the seriousness
of nuclear war to listeners who have
called the station demanding that the

U.S. *‘nuke Iraq,”” Beck said, who
called Ulet's method **completely irre-
sponsible. "'

By 11 a.m. Tuesday, Beck said that
he had recorded and begun airing an
apology: **This morning...you may have
heard a broadcast of an emergency alert
of a nuclear attack on the United States.
We know that some of you may have
taken this very seriously and may have
been frightened by the sound of the
broadcast.

**The broadcast was aired without the
consent, permission or approval of the
management of KSHE radio. Broadcast
of the alert was intended...to dramatize
the effect of a nuclear attack, not only
on the U.S. but anywhere in the world.
Although we respect the announcer’s in-
tention, we apologize for the manner in
which the dramatization was aired. We
realize that this may have unnecessarily
frightened many of you, our listeners,
and we sincerely apologize.’

Ulet has been “‘severely reprimand-
ed,”’ said Beck. But as of last week,
Beck said there were no plans to fire the
announcer. ‘*“We don’t know of any-
thing we could do that would make him
feel worse than he does right now.”” ¢
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CRONKITE DISCUSSES ‘POLITICAL CENSORSHIP’ N él.ll.F

alter Cronkite, former CBS News anchor, discussed the relationship

between the press and thg U.S. military in the Persian Gulf War on a
special edition of wCBS(AM)'s Let's Find Our, aired Saturday, Jan. 26.
Cronkite, along with Chris Glenn, CBS News correspondent in Dharhan,
Saudi Arabia (via satellite), and Ben Works, military affairs consultant for
CBS, were guests of Art Athens, host of the weekly program.

Cronkite, who has covered wars since World War 11, is outraged at what he
termed *‘the political censorship’” currently being imposed. The current war
coverage is different than any this country has experienced in the past, said
Cronkite. “*You now have television that can be transmitted live from a
suitcase-size satellite dish that can be taken to the front—and that is where we
would like to be from the stanpoint of coverage—but that signal is intercepta-
ble,”* he said. From a military standpoint, there is concern that the enemy can
sit one mile behind the battle lines, pick up the transmission and direct forces
on the basis of what is intercepted.

Cronkite admits that ‘‘you can’t have a live war on radio and television
without revealing military information.’* But that is not where he sees the
problem. In his estimation, it lies in the political motives behind the suppres-
sion of information and picture not strategically compromising to the Allied
effort. **Take the worst case scenario,”’ he said, ‘‘the military says we are not
going to be permitted to be at Dover AFB to see the return of the victims of
this war. That is political censorship. There is no military information to be
gained by the enemy in those pictures.”’

It is important to record history, said Cronkite, adding that even if reporters

are not allowed to send out reports for one or two weeks after the events, they
should be allowed to observe and record the events as they happen.
*“We have to know what happened to our soldiers—in our name,”” he said.
**We have to know that in a demoeracy.... If we are willing to send our young
men to combat, we ought to be willing to see what they have to go through in
that combat as long as we do not reveal military information.”’ As an example
of the importance of recording history, Cronkite pointed to the U.S. invasion
of Grenada. He believes no one will ever be entirely certain of what happened
there because there were no correspondents present. Said Cronkite: **This war
is a far more sensitive war than Grenada in its historic effect, in its immediate
effect on the development of the Middle East. And if we are not there, we had
better start screaming loudly about the failure of our government to let us be
there.”’

The broadcast of Ler’s Find Our was made available to all CBS owned and
operated stations via satellite. Pictured above, |-r: Terry Raskyn, managing
editor, assignments, WCBS{AM); Cronkite; Harvey Nagler, news director,
wCBS(AM), and Athens (not pictured, Glenn and Works). -

NPR SEEKS
EXPANDED
WAR CHEST

n a telephone conference held last

Monday (Jan. 28), the National

Public Radio board of directors vot-
ed to seek $750,000 in voluntary funds
from its member stations to continue its
expanded coverage of the conflict in the
Persian Gulf. Comments by 16 stations
in a satellite conference two days later
indicated that significant additional con-
tributions from NPR members are forth-
coming, to be raised in part through
coming winter and spring pledge drives,
according to NPR.

The voluntary funds would be in ad-
dition to two other lump sums ear-
marked for coverage of the war: a Cor-
poration for Public Broadcasting grant
expected to total $300,000, and
$100,000 raised by KCRw(FM) Santa
Izv‘lonica, Calif. (BROADCASTING. Jan.

8).

Funds budgeted for expanded cover-
age were expected to run out by last
Friday, Feb. 1. NPR's Bill Buzenberg,
vice president of news and information,
told BROADCASTING two weeks ago that
NPR News was spending about
$300,000 above its $1.2 million per
month budget (BROADCASTING, Jan.
28).

The board, meeting specifically to as-
sess war coverage so far and to plan
further efforts, “‘agreed unanimously
that the extended coverage had been ex-
cellent and that NPR is fulfilling its obli-
gations’’ to members, said a Jan. 29
missive to member stations from NPR
Chairman Dale Ouzts.

That coverage ran 24 hours over the
first three days of the conflict and in-
cluded expanded hours for Morning Edi-
tion and All Things Considered.

Since then, expanded coverage has
been limited to hourly newscasts, daily
two-hour national call-in programs and
live coverage of press briefings and
presidential addresses. Ouzts and NPR
President Douglas Bennet were to de-
sign ‘“‘a tiered system of pledge levels
related to a station’s total costs for NPR
news.”’

The voluntary contributions, CPB
grant and KCRw gift would approach the
$1.4 million Ouzts said will be needed
to continue the reduced coverage
through Sept. 30, 1991. -PDL

T
Broodeasting Feb 4 ITI
|




CABLE

JONES PLEASED WITH INTERDICTION ROLLOUT

Elgin system is being rebuilt with full use of S-A’s interdiction equipment

he first Scientific-Atlanta interdic-

tion units are being strung in Jones

Intercable’s rebuild in Elgin, 1.,
and Bob Luff, group vice president,
technology, with Jones, said the compa-
ny *'is very pleased’” with the results, so
far.

What sets Elgin apart is that it is not a
test of interdiction, but rather a fuil-scale
rollout of the technology. Luff said
Warner Cable’s 100-home interdiction
test in Williamsburg, Va., “‘was the ex-
periment.”” When the 14-month rebuild
in Elgin is complete, the system will
have installed 5,000 interdiction units,
serving the system's 17,000 homes.

Many in the cable industry see inter-
diction technology as a significant tech-
nological and marketing leap forward.
Interdiction units are spliced into the ca-
ble plant, with each unit serving three or
four homes. The units control the ser-
vices for which a subscriber is autho-
rized, but from outside the home on the
pole. That eliminates the need for set-
top converters. By having the technol-
ogy outside the home, many interdiction
proponents believe truck rolls can be
reduced.

Interdiction allows for scrambling or
descrambling individual services, which
opens the door for a wider variety of
marketing packages, and thus revenue
enhancements. Interdiction would allow
noncable homes to order PPV for a spe-
cial event, such as a major fight or the
1992 summer Olympics.

Basic cable packages could be tai-
lored to meet the desires of noncable
homes. There could be greater flexibility
in marketing pay services. Even a la
carte marketing is possible with interdic-
tion.

It is for those reasons Jones decided to
go ahead with full interdiction deploy-
ment in Elgin, which will cost about
15% more than a conventional rebuild,
said Luff. As for truck-roll savings, Luff
said: ‘‘We chose not to use that argu-
ment.”” He said there were predictions
that truck rolls would be reduced when
addressability arrived, but that never
matenalized.

When Jones began to examine the El-
gin rebuild, said Luff, and examined the
Williamsburg experience. it was clear
interdiction presented ‘‘some striking
differences...that are very attractive.’
The one advancément over the Wil-
liamsburg experiment, said Luff, was
interconnecting with CableData’s billing
services. With interdiction, ‘‘you need

to know where the boards are,” said
Luff. Name and account numbet are not
enough to provide accurate billing. But
CableData devised a system that creates
a databank that includes a geographic
element to identify which homes sub-
scribe to what services, overcoming a
hurdle that was present in Williamsburg,
Luff said. -ms

BROADCAST NETWORKS’ LOSS

IS CABLE’S GAIN

With the broadcast networks cutting
back on program development and pilots
(BROADCASTING, Jan. 28), cable net-
works may find that some producers and
studios previously not willing to work in
cable might change their minds.

**The networks developing less pro-
graming should be good for us,”" said
Brooke Bailey Johnson, Arts & Enter-
tainment vice president, programing and
production. *‘People who haven’t been
available to cable could become avail-
able to us.”” She stressed, however, that
many producers and other creatives have
long been eager to work in cable, but

that the “*difference would be that the
studios themselves might be more ag-
gressive in figuring out how to work
with cable.””

Those who Neil Hoffman, vice presi-
dent, programing, USA Network, de-
scribe as ‘‘the smart producers and dis-
tributors,”” have been coming to cable
the last year or so. But he acknowledged
that the cable network could benefit by
attracting those who haven’t looked at
cable before.

Any change by some studios that have
long been reluctant to work in cable
**will be evolutionary. It wouldn't hap-

SC FLORIDA TO BE CARRIED BY TCI-MANAGED SYSTEMS

porsChannel Flonda has managed o pick up carmiage on mwo Tele-

Communications Inc.-managed Storer svstems in south Florida, and éx-
pects i pick up mote Storer and TCT systems. Until now, SC Florida has not
been carmed on any systems comtrolled by TCL, which has a large owmership
mterest in 50 Flonida rival, the Sunshine Setaork.

Hollywood Cahlevision and Pembroke Pines, which combined meach
32,000 homes, began carmying the service Tan. 20 SC Florida has been placed
on a negative option tier that has 99.9% penetration. along with Sunshine
Metwork, TNT, ESPN. USA, and A&E. leff Genthner, general manager, 5C
Florida, said the service expects 1o pick up the additional | 38,000 Storer and
TCI subscribers in south Florids, incloding TS 42, 000-subscrber Miami
syatem, Genthner said the additional south Flerda Storer and TCI svstems arc
“wrating for the phone call from Denver to tumn it on.' " which one Florida TCI
exccutive confirmed. Statewide, TCI and Storer each have 190,000 subscrib-

(= 5.

5C Florida carries the NBA's Miam: Heat. and University of Mizmi and
University of Florida sports, while Sunshine Metwork carries the Orlando
Magic National Basketball Association team and Florida State sports
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pen right away,”” predicted Pat Fili, se-
nior vice president, programing and pro-
duction, Lifetime.

The cable programing executives
stressed that cable, which has a much
smaller ratio of programs in develop-
ment to programs that get televised, is

not cutting back on its original program-
ing. *‘If we scale anything, it'll be ac-
quisitions,”” said Fili, whose network
has abandoned plans to pick up Design-
ing Women. Lifetime plans to launch its
first full night of original programing
next June and has plans for a second

night as well, but when that is rolled out
depends on the first night’s success.
USA'’s Hoffman said the network is go-
ing ahead with both original programing
and acquisitions and is still evaluating
some possible buys it explored at
NATPE. -5DM

DUVALL THINKING OF BROADCASTING

Think Entertainment does not renew cable partnerships; company has about 40
projects in development, of which 10 have network or studio commitments

s part of an effort to free up her

Think Entertainment to produce

for venues other than cable, Shel-
ley Duvall has bought out her TCI, Unit-
ed Artists Entertainment, and Newhouse
Broadcasting partners’ share in the pro-
duction company and may have the first
of her network projects on the air by
next fall. The three-year partnership ex-
pired Dec. 31, 1990.

Duvall, whose Think Entertainment
was formed with her cable partners in
1987, said the decision not to renew the
pact resulted from her desire to see
Think reach its full potential, which “*is
to produce all of the projects that we
want to do.”” She said economic condi-
tions are particularly tough now for in-
dependent production, and ‘‘cable can-
not provide enough work to supply an

independent company. I've had projects
that I've sat on for years because they
were too expensive for cable,"” she said.

The next partner for Think may be a
studio to help off-set the enormous up-
front costs of producing a network series
or theatrical film, the two areas on which
the company will be focusing. Duvall said
she and MCA are in negotiations for the
studio to finance several projects, but she
is not in a rush to enter another alliance.
““There’s a possibility of a permanent
partnership [with a studio], but only if the
right thing comes along, then yes, I'd be
interested,”” she said.

During her partnership with the three
cable entities, which began with a capi-
tal infusion of between $10 million and
$20 million, Think produced Nightmare
Classics, a horror anthology series for

WAR CONTINUES TO BOOST CNN’'S RATINGS

hile ©CMN's ratings have dropped from the first week in the war, the
network s ratines are still way sbove average. In the first week of the war
in the Persian Gulf, CNM. in s universe of 56,7 millicn cable households,
was leading in Tull day with a 7.5 rating, reaching 4.3 million homes. ABC
wiss the highest rated broadeast network, with a 5.7 rating for full day. CNN,
with @ 4.4 rating, now trails all three broadcast networks, but it is only
mareinally belind NBC and CBS. With broadeasters rerurning in large part to
regular programing, CNN has also dropped from first 1o last place in its prime
lime universe. The first week of the war it had an 11.7 rating, followed by
ABC with an 115 among cable households.
CNN's prime time rating, however, still is 414 times larger than the 1.2
rating it averaged in the [ourth quarter. Its full day rafing remains more than
six times its fourth quanter average of 0.7

CNN IN CABLE HOMES THE WEEK OF JAN. 22-28

Full Day
Rasing ¥hare Frime Time Hs Raring/Share HHs
ABL 15037 8,375,000 837178 3,598,000
HAL 1077181 4,074,000 1.4/12.8 2,590,000
CBs .9004.5 5,432,000 1.46/12.9 2,615,000
CHH LR 3,324,000 140124 2,512,000

*Ware: Daag i bazed on Nielren nunthers, and woend weiverse fae ail four networks is based

o CWN's 6.7 mailliore Bowreholds.

Showtime, as well as two movies, a
contemporary version of Dinner at Eight
for TNT, and Mother Goose's Rock ‘N’
Rhyme, which won an Emmy Award
and two ACE Awards for The Disney
Channel.

Of the conclusion of the partnership,
John Sie, senior vice president, TCI
said: ‘*“When the three cable companies
first funded Shelley’s project in 1987, it
was our way of showing the importance
of cable investing in quality original pro-
graming. In the past three years, not
only did Think Entertainment make its
mark, the rest of the cable programing
industry has excelled in original pro-
graming production to make cable the
success story it is today.’’

The actress, who starred in such fea-
ture films as The Shining and Roxanne,
said Think currently has about 40 pro-
jects in development, with about 10 of
those having commitments from either
the networks or studios. The first of the
network productions to air will be one of
two children’s series. She will find out
early this week whether one for NBC
will receive an order. The other is a CBS
children’s series Duvall said the network
has already commissioned her to pro-
duce. *‘They just asked me to come up
with my dream show,” she said. The
other network project close to comple-
tion is a two-hour made-for-television
movie for ABC, starring Roseanne Barr
and her husband, writer Tom Arnold.
Titled Backfield in Motion, the movie is
being produced in association with Av-
net-Kemer Productions. Duvall and Jor-
dan Kemer will serve as executive pro-
ducers.

Other productions in the works in-
clude a six-episode order for a children’s
show on Showtime, with the two parties
in final negotiations. Duvall is develop-
ing two movies for HBO, one of which
will be produced with Michael Man-
heim. TNT has also given Think a mov-
ie commitment. -S¢
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CTPAA: A PRIMER FOR CABLE’S SPIN DOCTORS

Annual convention will offer tips on improving industry’'s image
and practical advice on handling regulatory and political issues

ith the National Cable Televi-

sion Association contemplat-

ing multimillion dollar ways
for cable to improve its image, it’s likely
that members of the Cable Television
Public Affairs Association will imple-
ment many of the frontline tasks in that
campaign.

Next week. the CTPAA hosts its fifth
annual conference, in Atlanta. where at-
tendees will be schooled on how to im-
prove cable’s image as well as on how to
dcal with regulatory and political issues.
About 200 are expected for the Feb. 13-
15 convention at the Ritz-Carlton in the
suburb of Buckhead.

Alex Swan, vice president, communi-
cations, of Turner Broadcasting's cable
sales arm, and chairman of the conven-
tion, said that with the industry facing
reregulation, telco entry and implemen-
tation of customer services. “‘there has
never been a more appropriate ime " {or
cable to concentrate on public relations
efforts.

CTPAA’s charter is to train any cable
employe—general managers. sales or

BROADCAST-CABLE
SYNERGIES

Two more major market
broadcasters have entered agreements
to produce local news inserts for
CNN Headline News.

On Jan. 22, wiw-Tv Cleveland
began providing local news inserts
for North Coast Cable on
Headline News. North Coast, which
serves the city. has 75.000
subscribers. And KMOV-TV St. Louis
announced that it will provide
news inserts on Cencom Cable,
which serves 135,000 subscribers
in the area.

Virgil Dominic., Wiw-TV
president and general manager, said:
*‘1 know in some ways thisis a
controversial move. Many of my
fellow broadcasters feel cable is
competition and should be shunned,
But [ believe an alliance between
wJw.TV and cable companies can be
beneficial to everyone involved."

The KMOV-TV inserts will begin
in the next 60 days, officials said.

Broadcasting Feb 4 1991

marketing executives—who has some |

public relations responsibility, according
to Andy Holdgate, vice president of
public affairs. Warner Cable. and chair-
man of the CTPAA. CTPAA has met
with the NCTA public relations subcom-
mittee. which is looking at ways (o deal
better with local media. "*We would
look to provide the resources 1o assist
the industry in its public relations initia-

| tives.”” said Holdgate. CTPAA is look-

ing to intensify its training program for
general managers, said Holdgate. The
association conducts about 20 work-
shops a year and has seen more than
1.000 people attend them since they be-
gan in 1987.

CTPAA has 400 members, said Hold- |

gate, including an increasing number of
general managers. Holdgate said the an-
swer 10 improving cable's image is not
necessarily more public relations offi-

| cials, but having more people practice

public relations. Still, the public rela-
tions ranks are growing, Holdgate said.
He pointed to TCI’s plans to hire seven
regional public relations/government af-

CABLECASTINGS

Broadcasters arc now providing
local Headline News inserts in seven
of the top 20 markets.

TRIPLE THREAT

In an unusual partnership, A&E,
ESPN and Lifetime have teamed up
to hold a series of local ad sales
seminars across the U.S., beginning
Feb. 20, promoting the value of a
group buy on all three services.
Entitled “*Triple Demo Power—
Tapping New Markets,’" the
seminars are designed to aid local
salespeople by showing advertisers
the value of combining ESPN’s
male demos with Lifetime’s female
demos and A&E's affluent,
educated male and female viewers.
The organizers said another
goal of the seminars will be to
position those networks **for
longer-term local advertiser
commitments and seasonal
package plans.’" The schedule
includes San Francisco (Feb. 20);
Dallas (Feb. 22); Hartford, Conn.

fairs officials and Warner’s plans to hire
more as the company decentralizes. As a
goal, Holdgate said, regional offices that
serve 100,000 subscribers or systems
with 50,000 or more subscribers should
have a public affairs position.

The CTPAA convention will begin on
Wednesday, Feb. |3, with a Women In
Cable presentation on the cable work
force in the year 2000.

NCTA Chairman Jerry Lindauer, scnior
vice president, Prime Cable, will ad-
dress Wednesday evening’s dinner.

Friday begins with a CEO panel fea-
turing Nick Davatzes, president of
A&E; Jim Gray, president, Warner Ca-
ble; Ruth Otte, president of the Discov-
ery Channel, and Jim Robbins, presi-
dent. Cox Cable. A “‘Future Watch”
panel will follow with Decker Anstrom,
executive vice president, NCTA, Wil-
liam Johnson, chief executive officer.
Scientific-Atlanta: Terry McGuirk. ex-
ecutive vice president, Turner Broad-
casting, and Berry Sherman. chairman,
telccommunications department, Uni-
versity of Georgia. —Ms

(March 6); Tampa, Fla. (March
8): Charlotte, N.C. (March 13), and
Chicago (March 15).

TALK PUSH

Talk TV Network aspirant Ed
Cooperstein has engaged Goodway
Group. a Jenkintown, Pa.-based
marketing company headed by Beryl
Wolk, to help with the marketing,
advertising and promotion of his new
talk network based in Phoenix.

NOTES FROM ALL OVER

Kevin Ryder and Bene Baxter,
moming drive team on KROQ-FM Los
Angcles, will also do stints as co-
hosts on E! Entertainment Television,
beginning Feb, 13. ® Prime

Network will launch Golfieek on
March 29, half-hour program
produced by Golfweek newspaper that
will be hosted by Daniels &
Associates’ Bob Russo. ® Ted Turner
will receive National Academy of
Television Arts and Sciences’ Trustees
Award Feb. 21 in New York.
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WEAK ECONOMY KEEPS COMPTROLLERS

AND COLLECTION AGENCIES BUSY

Broadcasters deal with
more late payments than
usual; try to crack down
T down is keeping Fifth Estate credit

managers and comptrollers busier
than usual. The combination of war and
recession has caused many agencies and
advertisers to miss payment deadlines
and to ask for, or take, extensions. Al-
though it is a familiar problem for broad-
cast and cable operators, many say they
are seeing more late payments and hav-
ing more problems now than in the past,
even when compared to the recession of
1982.

The normal payment schedule follow-
ing a rotation of spots is 30 days. In
good times, stations were willing to look
the other way and extend deadlines by as
much as 90 days. Now they are cracking
down, although some comptrollers inter-
viewed by BROADCASTING say years of
lax behavior have made crackdowns im-
possible to enforce without turning the
account over to a collection agency.

Some are reluctant to do that, especially
if the debtor is a long-time, valued cli-

he economic and advertising slow-

ent. ““We no longer have very much’

control over credit and payment dead-
lines; the customer now tells us when
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chinges in the industry.

The sales weams will be designed by region, market sive and amount of
revenue. Mo personnel changes are planmed. The new divisions—Red . Gold,
Blue and Independent—will be managed by William Murphy, Leo MacCourt-
ney. David Herman and Thomas MoGarrity, respectively. Blair Television

represents 140 TV stutions.

BLAIR REALIGNS NEW YORK OFFICE

lair Television is restructuning s Mew York office effective Feb. 25, The

realignment, which consisis of four sales tcams—hree devoted (0 a mix of |
affiliates and onc that will handle independent siatons
similar restouclurings in Blair’s Los Angeles and Chicago offices. Previously,
ihve rep firm had individual teams for CBS. NBC and ABC affiliates. William
Breda, Blair's senior vice president and general sales manager, told BROaD
CASTING (hat while the network affilizte structure that the fimm has used since
the early 19705 stll has vilue, the “‘value is not what it was™™ because of

is modeled after

they will pay,’” says one top-10 market
controller, who also said that ‘‘we can
no longer demand or expect that our
terms will be respected.’’ The reason for
this, the comptrollers says, is the in-
creased competition that has led the in-
dustry to ‘‘compromise integrity.’’

Most people try to keep past due ac-
counts to 60 or 90 days, says Diane
Vickers, credit manager, WDIV-TV De-
troit. Most stations, Vickers says, feel
lucky if their accounts due are under
20%.

The industry, as one rep puts it, has
always had ‘‘slow payers.”” What is
happening now, according to reps and
station executives, is that agencies and
advertisers are going out of business at a
faster rate and the credit managers are
having trouble keeping up. Said one
comptrollers: ‘‘Businesses go so quick-
ly...Our safe base of advertisers and
agencies is gone.’’ Many broadcasters
and collection agency executives can tell
stories about clients who went under
overnight.

Media buyers contacted by BROAD-
CASTING confirmed the tightening econ-
omy has caused some late payments.
Also contributing to the problem are
budget and scheduie changes the broad-
caster may not always learn about. Said
one media buyer: ““These changes don’t
catch up to the station in time. The sta-
tion has an invoice for buys that {the
advertiser] has changed or canceled.”
When that happens, the station and
agency have to resolve the discrepancy,
which is never an easy task, and, at
times, can get ugly, especially when one
party doubts the word of the other. For
the most part, the business is still con-
ducted verbally and many contracts are
unsigned, an industry practice, accord-
ing to many in the business. This in-
crease in late payments, according to a
leading spot media buyer, is nothing
“like  we'll see from war-related
changes. That will be a nightmare for
everyone.”’

Besides the struggle to get current

Story continues on page 36

34 Business

T
Broadensting Feb 4 1991




This week’s tabulation of station and system sales ($250,000 and above)

PROPOSED STATION TRADES

By volume and number of sakes

Last Week:

AM s 035250000 3
FM s 01 55,800 0 2
AM-FAM's O 516,112,978 06
TV's C82,300,00001
Total © $18,942,978 012

Year 1o Date:

AM's 0O 83,775,000 2 15
Fi's O 30,323,362 U 26
AM-FM's O 826,385,978 0 19
TV s O %66,085,000 07
Tival C $126,569,340 0 67

Fer [980 kal soe P &, 19%H) BROADCASTING.

KLOE(AM)-KKCI(FM) Goeodland, Kan. O
Sold by Ross Beach to Robert E. Schmidt
for $14,137,978. Price includes
$4,137,978 cash at closing and a $10 mil-
lion promissory note. Transfer includes
KCOW(AM)»-KAAQ(FM) Alliance and KOOQ-
(AM)-KELN(FM) North Platte, both Nebras-
ka;, KWBW(AM)-KHUT(FM)  Hutchinson,
KAYS(AM)-KHAZ(FM) Hays, and KHOK(FM)
Great Bend, all Kansas, and KFEQ(AM) St.
Joseph, Mo. Beach is transferring 60% of
outstanding stock to KAYS Inc.. headed
by Schmidt. He owns 49.3% of KAYS.
licensee of KAYS-KHAZ, KHOK, KKCI and
KVOP(AM)-KATX(FM)  Plainview, Tex.
KAYS also owns cable TV systems in
Hays, Goodland. Ellis, Wakeeney. Russell
and Hoxie. all Kansas. Schmidt also owns
49.3% of KFEQ Inc., licensee of KFEQ-
(aM); 40% of KLOE Inc., licensee of
KLOE(AM) and KCOW(AM)-KAAQIFM); 50%
of Valley Communications Inc., licensee
of KOOQ(AM)-KELN(FM), and 49.3% voting
stock of Beach Schmidt Inc. Station licens-
ees are also headed by Norman W. Jeter
and Kenneth R. Braun. KLOE has an adult
contemporary format on 730 khz with |
kw day and 50 w night. KKCi has a light
rock format on 100.7 mhz with 100 kw
and antenna 430 feet above average fer-
rain.

KCIT-Tv Amarillo, Tex. O Sold by Ralph
C. Wilson Industries to KCIT Acquisition
Co. for $2.3 million cash at closing. Seller
is headed by Ralph C. Wilson Jr., David
N. Olsen, Jeffrey C. Littman and P. Jane
Wright, and is licensee of WEVV(TV) Ev-
ansville, Ind.. and is 75% shareholder of
KICU-Tv San Jose, Calif. Buyer is headed

by F. Lanham Lyne Jr. (50%), Martha
Steed Lyne Management Trust (25%), Pe-
ter D'Acosta (20%) and Charles R. Hart
(5%). Lyne, D’ Acosta and Hart have inter-
ests in BSP Broadcasting Inc., licensee of
KITL(TV) Wichita Falls, Tex., and is licens-
ee or permittee of five translator LPTV’s
in Oklahoma and Texas. KCIT-Tv is Fox
affiliate on ch. 14 with 1,280 kw visual,
10 kw aural and antenna 1,521 feet above
average terrain. Broker: Kalil & Co. Inc.

KVOR(AM)-KSPZ(FM) Colorado Springs O
Sold by Unistar Holdings Inc. to
SPZ/VOR Inc. for $1.5 million cash in
stock purchase agreement; 100% of stock
will be transferred; price includes noncom-
pete covenant. Transferor is headed by
Carl T. Robinson and William C. Moyes.
Transferee is headed by Robinson (50%),
Moyes (50%) and Kenneth Weiland, and
has no other broadcast interests. KVOR has
newstalk format on 1300 khz with 5 kw
day and | kw night. KSPZ has adult con-
temporary format on 92.9 mhz with 53 kw
and antenna 2.130 feet above average ter-
rain.

KGRE(AM) Greeley, Co. O Sold by New
Directions Media Inc. to Keith M. Ashton
Sr. for $275,000 cash at closing. Seller is
headed by Robert D. Zellmer and Marjorie
M. Zellmer (80.5%) and Paul L. Coates,
and is licensee of KKGZ(AM) Brush and
KRDZ(AM)-KATR-FM Wray, both Colorado.
Robert Zellmer is general partner of
KKDD FM Broadcasters. licensee of
KKDDiFM) Brush, Co. Buyer, Ashton,
along with his wife Valerie Ashton jointly
own minority stock interest in assignor and
have no other broadcast interests. KGRE is
fulltimer with country format on 1450 khz
with | kw.

KKMX-AM-FM Hayden, Co. O Sold by Ra-
dio Colorado to Gardiner Broadcast Par-
ners Ltd. for $275.000. Price includes
$190.000 cash at closing. $10.000 escrow
deposit. $75,000 five-year promissory
note at 10% and five-year noncompete
covenant. Seller is headed by Dwight H.
Gayer and has no other broadcast interests.
Buyer is headed by Gardiner Broadcasting
Corp.. general partner (100%); Clifton H.
Gardiner (75%); Rex R. Miller (15%}, and
Patrick J. O’Keefe (10%). and has no oth-
er broadcast interests. KKMX has CHR for-
mat on 1000 khz and 10 kw day. KKMX-FM
has CHR format on 95.9 mhz with 63.1 w
and antenna 602 feet above average ter-
rain.

For other proposed and approved sales see
“For the Record."" page 47.

CLOSED!

The sale of KRGE-AM/
KRIX-FM, Brownsville,
TTexas from Daytona Group of
Texas, Inc., Norman S.
Drubner, Principal to Sunbelt
Radio Group, Inc., Richard
N. Lea, Principal for

$1,100,000.

Randall E. Jeffery
Broker

Providing the Broadcast Indus-
try with Brokerage Services
Based Strictly on Integrity,
Discretion and Results

RANDALLE. JEFFERY
407-295-2572

ELLIOT B. EVERS
415-391-4877

BRIAN E. COBB
CHARLES E. GIDDENS
103-827-2727

RADIO and TELEVISION BROKER AGE
FINANCING « APPRAISALS

N
W

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO
SAN FRANCISCO
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Continved from page 34

past-due clients to pay, broadcasters are
also faced with finding new clients to
replace the old and that, too, can lead to
trouble. Peter Szabo, president, Szabo
Associates Inc., a collection agency,
says the ‘‘ultimate effect is that it puts
pressure on stations to wheel and deal
more in the sales arena than they have
been accustomed to in the past.”

That, adds Szabo, means selling to a
lot of new local advertisers that have not
advertised before on TV or radio. *‘Lots
of times, there is a lack of information
on these new customers and their history
with the media, making the collection
side of business volatile.””

The industry, according to Szabo, is
secing a domino effect. Advertisers have
slashed budgets and that impacts nega-
tively on the cash flow of the agencies,
which puts pressure on broadcasters.
Agencics and advertisers also are not
making commitments as far in advance
as in years past. The business, says
Szabo, has changed from a quarter-to-
quarter operation to a week-to-week op-
eration.

That means broadcasters need (o
spend even more time and resources in-
vestigating new clients. **Broadcast-
ers,”’ says Szabo, ‘‘need to do more
investigations in the front end before
making a deal on existing and new cus-
tomers."’

Late and/or nonexistant payments are
not the only problems facing the indus-
try. The Broadcast Cable Credit Associ-
ation (BCCA) is holding its 25th semi-
nar in New York next week. Besides
discussing payment problems, the con-
ference will also focus on agency/adver-
tiser liability to stations and the issue of
notarization of broadcast/cable invoices.

Who is liable to broadcasters when a
bill is past due is being hotly contested
at the moment. The standard contract of
the American Association of Advertising
Agencies (AAAA) with various broad-
cast and cable associations currently has
nothing dealing with liability. Previous-
ly, the contract held agencies solely lia-
ble. But, according to the association,
broadcasters want dual liability and the
AAAA is rethinking its policy.

Wanda Borges, an attorney with Tei-
telbaum, Braverman & Borges, says that
at the moment, there are no set rules for
liability. Some contracts provide for
agency-only liability; some call for ad-
vertiser-only liability while others call
for some form of joint liability. Borges
recommends a joint liability contract
that states that if the advertiser pays the

agency and the agency goes under, the
advertiser is still liable to the broadcast-
er. Borges says she is finding that some
broadcasters have eliminated the liability
contract all together. **If you do that,”
says Borges, ‘‘then you have to battle in
court to see who really is responsible for
payment.”

Some time ago, according to Borges,
the BCCA and its parent, the Broadcast
Cable Financial Management Associa-
tion (BCFM), tried to come up with a
clause that would say the agency is lia-
ble, but if the agency becomes insol-
vent, then the advertiser is liable only on
those bills the advertiser has not paid to
the agency and bills that the advertiser
paid to the agency even though the ad-
vertiser knew the agency was in finan-
cial trouble. **Some stations,”” Szabo
says, ‘‘don’t even know what kind of
liability contract they have."

Another issue the BCCA will address
next week—notarization of invoices—
seems small on the surface. However,
this has also become a sticking point
among the industry, advertisers and
agencies.

Notarization of invoices is almost as
old as broadcasting itself. In the past,

station managers, according to the
BCCA, knew the spot load and when
and where spots ran. The station manag-
er usually signed the invoice in the pres-
ence of a notary public who confirmed
the signature’s authenticity. A recently
released white paper from the BCCA
says changes in the industry including
invoice preparation process have made it
**virtually impossible for a station man-
ager or any other individual to personal-
ly monitor or validate every spot which
has been run.””

Despite all the changes in the indus-
try, the notarization process lives on,
even though, according to the BCCA,
**the person signing [the invoice] usual-
ly had no personal knowledge of the
invoice contents.’” Although the notari-
zation only verifies the signature, some
advertisers, according to broadcasters,
make the notarization a sticking point,
leaving stations no choice but to go
through the notarization process. Says
one comptroller: **It’s still an issue and
it may cost you if you don't do it. It can
cause a slowdown in payments, and
some advertisers feel that there would be
a negative connotation to no notariza-
tion.” -JF

UK CABLE HOPES CONFRONT
FINANCIAL REALITY

London conference attendees remain optimistic,
but cite difficulties in raising money,

slow start for new franchisees

F ew members of the not-yet-bur-
geoning UK cable industry doubt
the enormous potential of their

medium, but most recognize that indus-

try financing remains tight and the pace
of development may not be as fast as
once hoped.

That was the consensus of a represen-
tative slice of UK cable operators con-
verging in London last month at the
1991 Cable Suppliers Conference,
where they appraised the investment cli-
mate for the coming year and looked for
inspiration about the prospects ahead.

An update of the market showed that
of the 133 UK franchises awarded by the
{now reorganized) cable regulatory au-
thority in July, 27 currently offer service
and four franchises are in the building
stage, leaving no action on 102 others.

Financing the cable and telecommuni-

cations ventures continues to be the criti-
cal concern of the day. That North
American companies control 75% of the
market reflects the undisputed depen-
dence on North American financiers and
cable entrepreneurs in the short term.
Described by conference moderator Ed-
ward Mercer as the cable industry's
**Seventh Cavalry,”" American invest-
ment will set the pace for large scale
British investment over a long period.

But even if the purse strings are large-
ly controlled from America, argued con-
sultant David Sheppard, the future suc-
cess of the market will rest with UK
management’s ability to influence con-
sumner purchasing decisions.

The Independent Television Commis-
sion’s Jon Davey (the former Cable Au-
thority head now responsible for the
ITC’s cable branch) was optimistic
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FOCUS ON FINANCE

edia stocks were helped by overall market gains,

which averaged roughly 3% for larger issues and 5%

1o 7% for smaller capitalization stocks. Last Wednes-

day. Cablevision Systems Corp. rose 13%. Dow Jones wire
report noted that recent analyst comments had focused on

| possible squeeze of large shor position in stock, said (o be 51
limes average daily trading volume and roughly 500,000 more
shares than “*freely trading float.”” Cenain other MSO stocks
did well last week. including Tele-Communications Inc¢. and

Comcast. both up 8%. Olhcr stocks showing large gains
included Control Data, up 22%, and QVC network, up 25%.
Former company last Monday reponed reduced fourth-quarter
loss. while latter recently reported stock purchases by execu-
tives. King World Productions rose 10%, to 27 2. News Corp.
was up 32% for week. to 9%. One report suggesied company
was on verge of selling interest in European sports channel,
proceeds of which would presumably be used to pay down
debt.

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 as published by Standard and Poor's or as ebtained by Broadcasting’s own research.
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Continued from page 36. set out one scenario for future invest- | companies and muitiple system cable
ment. ‘‘The real question is not where | operators with programing interests,
about British cable potential, but admit- the money is coming from,”” Harris | Harris predicted.
ted that it was still bedeviled by lack of said, ‘‘but when it will come.’’ Harris On the debt side, American banks
finance and lack of confidence by Brit- estimated that £4 billion-£5 billion in | well-versed in cable are the likely under-
ish investors. He cited the current eco- equity (a $10 billion proposition for | writers. But in light of lending-side eco-
nomic recession, the U.S. banking crisis U.S. investors) is still needed to develop | nomic crises in the U.S., per subscriber
and UK interest rates as the primary the cable franchises. market values are under threat and
hurdles to access money. Initial financing will likely be 50% | teamed with a weak dollar and inhospi-
Davy emphasized that while penetra- equity-funded and 50% debt-funded, al- | table interest rates, Harris is not optimis-
tion rates are improving, thcy must be though all early constructions will have | tic about the U.S. ability to provide ade-
considerably higher to convince inves- to be financed by equity until the fran- | quate equity in 1991.
tors that the cable and telecommunica- chise proves successful enough to afford Nevertheless, if the industry moves
tions market is a prudent risk. a higher percentage of debt. along as planned, she believes banks
Bank of Boston's Susan Harris tack- The source of this equity will be | will be ready to lend.
led the reigning questions of finance and North American telecommunications Despite these monetary handicaps,
US Cable Corp. UK Managing Director

Phillip Morgan forecasts that a further
750,000 homes will be passed in 1991
{effectively doubling the size of the in-
dustry) and expects action on 75% of
awarded franchises.

Also touched on was the telecom-
munications dimension opened up by
the anticipated end to Britain's tele-
phone duopoly. PacTel Cable's Vito
Palmieri called this new option an in-
centive for investors further highlight-
ing the potential of the global liberal-
ization of the telecom industry. While
insisting that cable provision is the first
priority, Cable Telecom’s Alan Hind-

an#a BIA Publications, PO Box 17307, Washington, DC 20041 ley also expressed his faith in the op-
7 e . o portunities afforded by combined ser-
the industr y leader vice.  -Meredith Amdur, Esropean comespondent
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JURNALISM

RATHER CRITICIZES DECLINE
IN INTERNATIONAL REPORTING

BS News anchor Dan Rather, the

keynote speaker at the 49th annual

Alfred 1. duPont-Columbia Uni-
versity Forum in New York last Tuesday
(Jan. 29), lashed out against news divi-
sions for cutting back on international
coverage, adding that events in the Per-
sian Gulf might have been altered had
more correspondents been reporting
from the region earlier on in the crisis.

“There’s a perception that foreign
news doesn't sell and foreign news is a
circulation killer,™” said Rather. pointing
an accusatory finger toward network
news managers and audience research
data supplied by news consultants.
News executives interested in expanding
foreign coverage, he said. have become
*‘a decreasing and endangered species in
every news operation in the country. bar
none.”

Rather said that as the Persian Gulf
crisis was developing, many U.S. news
operations steered away from the story
with such rationales as **Who in the
world cares about someone named Sad-
dam Hussein?'' and ‘‘lraq is too far
from Broadway."”

‘I hope we can learn from our mis-
takes,” he said. Rather said care should
be taken not to allow the current inten-
sive Persian Gulf coverage to cloud the
fact that international reporting is on the
decline.

The problem of neglecting interna-
tional stories extends to newspapers,
said Rather, citing a Gannett Media
Center study that found the amount of
editorial space given to international
news by top U.S. newspapers fell from
10% in 1971 to 2.6% in 1988. "“We've
had more and more people looking at
news as a commodity in recent years,™
he said.

Asked whether events in the region
would have been altered by more on-the-
scene correspondents. Rather said: *'l
think it could have. I would feel a lot
better about it if more institutions had
more reporters over there for a long
time.”

Rather's comments followed months
of trimming by network news divisions,
including the closing of several domestic

Dan Rather

and international bureaus. Rather said
that while he did not anticipate the re-
opening of any of those bureaus any
time soon, and while network news ex-
ecutives remain too focused on control-
ling costs, he still stands by the medium.

Contemplating the future of network
news, Rather said he expected a *‘com-

pletely changed’” landscape in future de-
cades, with CNN facing newfound com-
petitors and the possibility of direct
broadcast satellite eclipsing cable all to-
gether. He added he would *‘not be sur-
prised’” to find one of the broadcast net-
works eventually exiting the news
business, or possibly exiting the televi-
sion business entirely. “It will be so
different from today that you will not
recognize it,”’ said Rather.

In other Persian Gulf comments,
Rather described CNN correspondent
Peter Arnett as a *‘first-rate’’ journalist
and approved of his remaining in Irag,
despite apparent censorship by officials
there. Rather said any criticism directed
at Arnett is a jealous response to his
being the sole reporter permitted to stay
in Irag. *‘I have no stomach for cheap-
shotting Arnett or CNN because they are
there,’’ said Rather.

The CBS newsman did direct criti-
cism, however, toward network news
divisions for not sufficiently resisting re-
strictions placed against reporters in the
Persian Gulf by the Pentagon. ‘‘Once
the agreement was made,’’ said Rather,
“‘our fate was sealed at that moment and
will continue to be the case.™ -2

DUPONT FORUM CRITIQUES

GULF COVERAGE

Panelists agree government has upper hand in
control of war coverage; one criticism of network
reporting is that so far it lacks context, perspective

overage of the Persian Gulf crisis

by the networks has lacked per-

spective and has suffered immea-
surably from Pentagon restrictions, ac-
cording to panelists at the annual Alfred
I. duPont-Columbia University Forum
assessing the first two weeks of tele-
casts.

“The situation today is absolutely
ideal from a military point of view, in
terms of ability to limit access,” said
James Webb, former secretary of the
Navy and assistant secretary of defense.

Among areas of concern for Webb and
other panelists was the lack of informa-
tion on television about suspected mili-
tary and civilian casualties in Iraq.

‘*Today, one of the reasons that [pub-
lic support for U.S. involvement in the
Persian Gulf] remains high is that there
are no cameras on the other side record-
ing what is almost certainly a high
amount of carnage.’’ said Webb.

The government is much more *‘back

Continues on page 46
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INDECENCY BAN COMES UNDER FIRE

Appeals court judge criticizes FCC’s 24-hour indecency prohibition,
challenging commission’s contention that it is ‘narrowly tailored’

and the agency's enforcement of

the statutory 24-hour-a-day ban on
broadcast indecency came under fire last
Monday (Jan. 28) from a three-judge
panel of the U.S. Court of Appeals in
Washington where the ban is being chal-
lenged on First Amendment grounds by
a consortium of media organizations and
citizen groups.

At oral arguments in Action for Chil-
dren’s Television v. FCC, Chief Judge
Abner Mikva quickly zeroed in on the
FCC’s top lawyer, challenging his argu-
ments that the 24-hour ban meets the
constitutional test of being a *‘namrowly
tailored’" means of promoting a *‘com-
pelling’” governmental interest.

Mikva was on Pettit before he was
able to get to the second sentence of his
prepared argument. **[Congress] did not
set out to do a narrow tailoring job, did
it?’ Mikva demanded. "It specifically
rejected the fine lines the commission
and the courts have been crafting over
the years about 'safe harbors.” That was

F CC General Counsel Rabert Pettit

clearly the stated purpose to the legisla-
tion. Isn't that correct?”’

Pettit conceded that Congress’s aim
was to do away with safe harbors, times
of day when the broadcast of indecent
material was acceptable because the
number of unsupervised children in the
audience was low. (Prior to Congress's
passage of the total ban, the FCC had
established a midnight-to-6 a.m. safe
harbor.)

But, Pettit added, last year’s FCC
proceeding aimed at building a record to
undergird the 24-hour ban (BROADCAST-
ING, July 16, 1990) concluded the ban
will *“effectively and feasibly serve the
government’s interest”” in protecting the
**psychological and physical well being
of children.”

According to Pettit, the FCC record
indicates that many ‘‘unsupervised"
children are tuned in during the former
midnight-10-6 a.m. safe harbor and thus,
the only way of protecting them is with a
24-hour ban.

Following the argument, few, if any,

BURDEN OF RESPONSIBILITY

O Chairman Alfred Sikes told members of the National Religiows Broad-
casters tn Washington last week FCC action alone will nod rid the airwaves
of indecency. Speaking at the NER's annual convention, Sikes said the FCC

ecnforcement of the anti-indecency statule seems

“lo have reduced indecent

broadeasting. " Bur ““in the final analysis, only self-responsibility. will truly
work,” he said. ““The law can act’on the especially egregious only, while
shared responsiblity will restrain those who choose to prey on the viewing or

listening audicnee,””

FCC FINES CHICAGO STATION OVER INDECENCY

Ithough the noncomamercial stations thar aired MNational Public Radic’s

February 1989 story on alleged mobster John Gotti cscaped BCC sanction
for indecency (see above), WLupas) Chicago was not so fortunate, In another
series of such actions, the FOC last Monday {Jan. 28) imposed o 56,000 fine
o the Everpresn Media station for three segments of its Sieve gnd Garry Show
broadeast in Avgust 1987 and March 1955, “*We find that all the broadcasts-
<o fi squarely within our dehinition of iklecency, " the FCC order savs, “'Each
of the passages describes sexual or excretory activics or organs, specifically
oral-genital contact, sexual activity with & child and anal intercourse, "' i says.

of those on hand felt the ban would
survive. “'The FCC did the best job it
could under the circumstances, but the
court is going to reverse it,"" said former
FCC General Counsel Diane Killory,
who helped shape indecency policy un-
der FCC Chairman Dennis Patrick.

**1 think we’re home free,”” said Peg-
gy Charren, president of Action for
Children's Television, part of the chal-
lenging coalition.

“They are going to throw the whole
thing out,”” said Andrew Schwartzman,
a public interest attorney. However, he
said, it is ‘‘conceiveable’ the court
could strike down the 24-ban ban and
remand the case to give the FCC a
chance to justify a more restrictive safe
harbor.

Compared to Pettit, Timothy Dyk, the
Washington attorney representing the
coalition, breezed through his argument.
The 24-hour ban unconstitutionally re-
stricts adults’ access to news programs,
serious dramas, motion picture, music
and anything else that meets the FCC's
definition of indecency. And, he said,
the situation is aggravated by ‘“the un-
certainty and vagueness'' of the FCC’s
definition.

According to Dyk, the legislative his-
tory, case law and the FCC’s own record
contains nothing that demonstrates a 24-
hour ban is necessary to assure parental
supervision of children’s broadcast lis-
tening and viewing habits. On the con-
trary, he said, the record shows the
**vast majority’’ of parents are supervis-
ing their children **for many hours of the
broadcast day, including those which
would fall into any safe harbor period."’

The same court in July 1988 affirmed
the FCC's authority to prohibit indecen-
cy for the sake of children when the risk
of there being a high number of them in
the audience was great. However, find-
ing that the prevailing midnight-to-6
a.m. safe harbor was arbitrary, it or-
dered the FCC to conduct an inquiry into
the viewing and listening patterns of
children.

Before the FCC could act, Congress,

40 Washington
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led by Senator Jesse Helms (R-N.C.), in
fall of 1988 passed a law mandating the
24-hour ban and eliminating all safe har-
bors. The FCC implementation of the
blanket ban prompted another court
challenge.

Although the court stayed implemen-
tation of the 24-hour ban. the FCC has
continued to enforce the prohibition dur-
ing the daytime hours—from 6 a.m. to 8
p.m.—which it believes would be well
outside any safe harbor that is ultimately
adopted or imposed on the FCC.

During the hearing, Mikva agreed
with Pettit the government has an inter-
est in regulating access by children to
broadcast indecency. But according to
constitutional law. ““you have to protect
it by the narrowest means possible.’” he
said. **A 24-hour ban is not very nar-
row, is it?"”

Before Pettit could respond, Edwards
was attacking on another front. scolding
the FCC for not developing audience
information for particular shows as the
court had instructed it to do when it
remanded an earlier indecency case to
the commission.

Edwards also slammed one of the few
arguments Pettit was able to make—that
is. people wishing to listen or view inde-
cent material can turn to other media,
including cable television. home video
and home satellite.

“The existence of alternative sources
is not a justification when you are talk-
ing about content-based regulation,”
Edwards said.

Pettit tried to answer, but Edwards
interrupted him. “"No. counselor.”” he
said. ""That there are alternative sources
of indecent stuff that’s either relevant or
it's not. It's irrelevant. The Supreme
Court has said that it cannot be a justifi-
cation.”’

Again Pettit tried to respond and again
he was cut off by Edwards. "The Su-
preme Court has told us that is not per-
missable so it’s not in the balance.””

Mikva jumped in on the side of Ed-
wards. If tuning to indecent programing
is a *‘legitimately protected endeavor.™
he said. “‘don’t tell them they can go
read it in the newspapers or the comic
books. If they are entitled to do this.
they are entitled to do this.""

It would be **unseemly’” for the FCC
to disregard a congressional mandate
and to declare a law unconstitutional,
Mikva said. “*But it is another thing to
try to buttress that statute in a way that is
different than what you thought could be
done 10 or 20 years ago.™

Mikva said he was troubled by the

some new tack. "'Why aren’t you burn-
ing the house down?’" he asked.

Peutit agreed with Mikva's assertion
that a 24-hour ban has the etfect of low-
ering the level of broadcast programing
to that of the children in the audience.
That is "*undoubtedly true.”” Pettit said.
There is **no doubt,”” he added. the ban
places additional burdens on parents
wishing to expose themselves or their
children to ‘“such material.”’

In trying to explain how the FCC set-
tled on the 17-and-under definition of
children, he started by saying the defini-
tion was not inconsistent with the act.

“Twenty five would not have been in-
consistent,”’ snapped Mikva, evoking
laughs.

Mikva and Edwards recognized that
the law had put the FCC and Pettit in a
difficult legal position. Edwards asked
Peuit if he felt “‘squeezed.”” ‘‘You
sound like you are feeling terribly
squeezed,”’ he said. If so, he added, it
may explain the apparent “‘lack of rea-
son’" in the FCC’s argument.

And Mikva could not resist tweaking
Pettit: *“*You may be more narrowly
drawn than the FCC policy,’" the judge
said. -Ha)

THE DISSENTING VOICE OF ERVIN DUGGAN

When Ervin Duggan took his seat as an FCC commissioner last year, hc
made clear he would be out front in the FCC’s campaign to clean up the
airwaves through enforcement of its anti-indecency statute,

Duggan made good on the promise two weeks ago when he cast the lone
dissenting vote in the FCC’s affirmation of a dismissal of an indecency
complaint against National Public Radio’s All Things Considered for its
February 1989 broadcast of a recorded phone conversation of alleged mobster
John Gotti that contains the word **fuck’™ or **fucking’’ 10 times. The tape
had been played at Gotti’s trial.

In his two-page dissenting statement, Duggan argued strongly against the
use of *‘patently offensive language even in bona fide news stories.’’ He said:
"“Although the commission has twice declined to adopt an express news
exemption for indecency enforcement, it may have implicitly created such an
exemption here.””

What's more, Duggan said. the FCC may open ‘‘the floodgates to the
repeated, gratuitous use of language that has historically and legally been
considered indecent or obscene™ and ‘‘unwittingly encourage a piethora of
‘newscasts’ that purvey patently objectionable material under the cover of
journalistic legitimacy.””

Such outcomes would **not only be a misfortune for our national culture, it
would also contravene the intentions of Congress and the courts, who have
never suggested that broadcasters be given carte blanche to incorporate inde-
cent material into news or public affairs programing.”

As Duggan suggested, the four-person FCC majority’s affirmation of the
Mass Media Bureau’s October 1989 dismissal comes close to creating a new
exemption. Although the repetitious use of coarse words is objectionable to
many, the majority said, **we do not find the use of such words in a legitimate
news report to have been gratuitous, pandering or otherwise ‘patently offen-
sive’ as that term is used in our indecency definition.

**We note that the program segment...was an integral part of a bona fide
news story concerning organized crime...[and] we have traditionally been
reluctant to intervene in the editorial judgments of broadcast licensees on how
best to present serious public affairs,’” it said.

But Duggan, in his statement, called ‘“‘the famous F-word...the most
objectionable, the most forbidden, and the most patently offensive to civilized
and cultivated people.”’ Noting it was among the *‘seven dirty words" the
Supreme Court found to be out of bounds in its 1978 Pacifica ruling, Duggan
said the word, “‘especially |in] its deliberate, repeated, gratuitous use, has
almost always been sufficient to justify a ruling of indecency.™

Just one airing of the word by NPR to establish the character of John Goiti
might be defensible, Duggan said. ‘*Although I recognize the importance of
context 1o indecency determinations, | consider that the deliberate and repea-
ed use of the word fits precisely the meaning of the word gratuitous: unneces-
sary and unwarranted,” he said. And such deliberate and repeated use...how-
ever noble the intent of the broadcaster, seems to me to fit the definition of

FCC's trying to square the 24-hour ban pandering: catering to low tastes.”’ -Hu
with existing case law instead of taking
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eneral Instrument Corp.’s Video-

Cipher division, San Diego, and

the Massachussetts Institute of
Technology, Cambridge, agreed last
week to merge their efforts to develop
all-digital  high-definition television
transmission systems. The new joint
project is known as the American Tele-
vision Alliance.

The new alliance will submit two dig-
ital simulcast HDTV systems to the
FCC’s advisory committee on advanced
television service for possible approval
as the FCC standard in 1993,

Before the announcement, GI was al-
ready an established proponent of the
all-digital DigiCipher system, which is
scheduled for testing by the Advanced
Television Test Center (ATTC) in Sep-
tember 1991. MIT was proposing its
own Channel-Compatible hybrid anzalog-
digital HDTV system, which was to be
in April 1992, the ATTC's final slot.
The hybrid system is now to be replaced
on the testing schedule by another all-
digital system, which is to be co-devel-
oped by MIT and GI.

*‘We had been talking to other propo-
nents [about mergers] since we entered
the race,”” said Robert Rast, GI's vice
president, advanced television.

ATA’s formation was facilitated by
an already close relationship between
MIT and GI. Several GI executives and
engineers are MIT graduates and a num-
ber of GI's younger researchers studied
under Jae Lim, director of MIT's Ad-
vanced Television Research Program,
and former Television Research Pro-
gram Director William F. Schreiber,
who remains a consultant and senior lec-
turer with the school.

Beyond the established MIT-GI rela-
tionship, the formation of the alliance
‘“‘is a business deal,”” Rast said. Both
parties gain from the deal. MIT solves
its constant difficulties in funding
HDTYV research. The school had hoped
to announce a conversion of its analog-
digital system to all-digital before the
end of 1990, but did not have the money
to continue its research in that direction.

GI AND MIT FORM HDTV ALLIANCE

New effort will be known as American Television Alliance and will develop
two digital simulcast high-definition systems for consideration by FCC

And GI gains considerable research
expertise through cooperation with
MIT’s staff. It also wins time with
MIT’s final slot in the ATTC testing
schedule. *‘We have much less opportu-
nity to change system one than system
two,”’ Rast said. Attributes not ready for
testing on DigiCipher in fall 1991 could
be ready for the testing of the second
system six months later. The scanning
formats of the two may also differ. Digi-
Cipher is currently proposed as a 1,050-
line interlaced system. The second may
employ progressive scanning.

Gl radically changed the direction of
HDTV transmission research last June
with the introduction of DigiCipher, the
first of the proposed all-digital systems
(BROADCASTING, June 4, 1990). Today,
four out of six systems scheduled to be
tested by ATTC are to be all-digital. The
Advanced Television Research Consor-
tium (ATRC, comprising NBC, North
American Philips, Thomson Consumer
Electronics and the David Sarnoff Re-
search Center) and a partnership of Ze-
nith Electronics Co. and AT&T decided
to convert their proposed analog and
analogy-digital hybrid simulcast systems
to all-digital after DigiCipher was an-
nounced. NHK's Narrow-MUSE (simul-
cast HDTV) and Sarmnoff's ACTV (re-
ceiver-compatible  enhanced-definition
television) are the only analog systems
still under consideration.

With so many digital proposals, the
odds on the advisory committee’s need
1o test one or more of them in the field
following the end of ATTC lab tests in
spring 1992 have increased.

Several manufacturers, including Har-

ris Corp., Andrew Corp. and Comark,
made verbal pledges to donate or lend
equipment or provide personnel for the
digital system field testing. Written let-
ters of intent will be submitted to the
advisory committee later. Proponents
were unusually open about the expected
transmitter specifications their systems
will require.

Another purpose for the meeting was
to discuss the feasibility of pooling
equipment among the all-digital propo-
nents to create a generic transmission
system capable of emitting any one of
the four digital systems. Richard Wiley,
senior partner, Wiley, Rein & Fielding,
and chairman of the adivisory commit-
tee, offered the pooling idea last month
during a meeting with the proponents
(BROADCASTING, Jan. 14). There was no
decision on the feasibility of pooling last
week, but several in the room were opti-
mistic about eventual agreement.

Wiley has given each of the propo-
nents until March 15 to report their plans
for organizing and funding field tests,
whether it be in a poo! or individually.
That information is expected to be in-
cluded in the fourth interim report to the
FCC on the progress of the advisory
committee. A meeting of the advisory
committee's parent ‘‘blue ribbon’’ com-
mittee (comprising the heads of the ma-
jor broadcast and cable networks and
consumer electonics companies) has
been scheduled to approve the interim
report. The meeting will be held 2 p.m.,
April 1, at Public Broadcasting Service
headquarters in Alexandria, Va. Com-
mittee members will be offered a tour of
the adjacent ATTC test facility. =~ -RMS

ZENITH POWER STRUGGLE BREWING

yeor Ine., manulacturer of air conditioning systems and a minority siock-

holder in Zenith Electronics Corp., Glenview, 1ll., is mounting a chal-
[enge o gan contool of Zenith™s board of directors. Nyvcor has been critical of
Zenith’s business strategies, especially its plans o develop proprictary high-
definition television systems. Pro- and anti-HOTY candidates are planning a
proxy voie during the company's annual meeting, scheduled for April 24
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NRB ‘91: PREPARING FOR NEW WORLD

Having weathered ‘storm,” Christian broadcasters prepare to battle
reregulation at home, expand abroad and ‘live the message they preach’

hen President George Bush last

week used his fifth address to a

Nationa! Religious Broadcast-
ers convention to proclaim the Persian
Gulf war “‘just,”” he found support in the
form of an NRB board resolution ‘‘to
wholeheartedly stand in prayer and in
support of our president and government
...as they do all that is necessary, though
costly, to bring genuine peace in the
Middle East.””

But the annual gathering in Washing-
ton also provided a forum for Christian
broadcasters to outline their own cam-
paigns to come: to fight reregulation; to
expand broadcast operations abroad—
particularly in regions now shifting
away from communist rule—and to con-
tinue policing the conduct of NRB’s
own.

After four years of public and govern-
ment scrutiny following the fall from
grace of former NRB members Jim
Bakker and Jimmy Swaggart, Christian
broadcasting has **stabilized,”’ said out-
going NRB President Jerry Rose. “*We
have turned a corner, a very important
comer,”” he said. Incoming President
David Clark—who is also chairman of
the association’s Ethics and Financial
Integrity Commission (EFICOM)—ech-
oed that claim. NRB, he said, has
**come through the storm."’

Despite a series of rescinded dead-
lines for several dozen members still not
in compliance with EFICOM, Clark and
Rose said NRB will continue to demand
full financial disclosure and the relin-
quishing of family control among its
members. To reinforce that determina-
tion, the association will soon appoint
one to three non-NRB members to EFI-
COM, a move gauged to preclude the
perception, said Rose, that the three-
year-old watchdog commission is *‘too
inbred."”’

But present and future challenges, not
past ones, dominated the five-day agenda
at the Sheraton Washington Hotel.

True to the convention’s theme, *‘De-
claring His Glory to All Nations,™
speakers from the Soviet Union, Eastern

L — —
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President Bush exhorts the National Religious Broadcasters

Europe, Latin America, Africa and Asia
exhorted members to expand their oper-
ations overseas. And domestic mem-
bers, including Michael Little, group
vice president for Christian Broadcasting

Network International, encouraged fur- |

ther **work in world evangelism and us-
ing the tools of television and radio®’ to
spread the Christian gospel.

Arming against
reregulation

On Tuesday, Jan. 29, the board ap-
proved a move of its offices from Parsip-
pany, N.J., to Washington in mid-
1992—a decision in line with what
Clark told BROADCASTING is his main
concern: assuring that member interests
are represented in legislative, judicial
and other regulatory forums, as an era of
regulation gains momentum.

During the convention’s annual
“*FCC-Legal Update’* panel, Washing-

| ton attorney Lawrence Secrest [l

warned that court decisions may °‘con-
tinue to go south for religious broadcast-
ers.’” Secularization, he said, is leading
forces, ‘‘including federal judges, [to]
crowd religious broadcasters out of the
mainstream.’* Secrest pointed to a ruling
by Supreme Court justices last year that
a law exempting religious groups from
taxes on *‘explicitly religious activities’’
constituted establishment of state reli-
gion. The decision set the precedent,
said Secrest, that °“there can’t be any
endorsement by not taxing.”’ In another
case, involving Jimmy Swaggart, the
high court ruled similarly that, in the
sales and use area, religious organiza-
tions had no right to exemptions.

Because of the decisions, said Se-
crest, the future of special tax exemp-
tions offered in 45 states ‘‘is, to say the
least, uncertain.””

At least some uncertainty over sup-
port inside Washington for Christian
broadcasters also surfaced last week.
Despite the President’s live appearance,
one NRB member, former presidential

_J
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candidate Pat Robertson’s Christian
Broadcasting  Network.  questioned
Bush’s support of evangelicals. Follow-
ing a showing of a CBN News segment
first aired last fall that alleged discrimi-
nation in the White House against Chris-
tian staff, CBN's Gary Lane told one
Tuesday session: **Sad commentary; it's
what Christians are facing, not only in
the White House, but on Capitol Hil!
and elsewhere in Washington.™* The Re-
publican Party, he said. now views
Christians as unwelcome *‘party bash-
ers.”

But if the President and his party met
with some criticism there, FCC Chair-
man Alfred Sikes did not. Introduced
before Monday's presidential session by
NRB counsél Richard Wiley as ‘*a man
who will stand up and be counted when
it comes to the poison of indecent and
obscene programing,” Sikes told attend-
ees that FCC actions under his tenure,
“*have seemed to reduce indecent broad-
casting.” And FCC attorneys that day,
he said to a standing ovation, were
scheduled to argue in court in favor of
the congressionally mandated 24-hour
ban on indecent and obscene programing
(see page 40).

Additionally, Sikes said their access
to the airwaves had been better assured
over the past several months, thanks to
commission progress in removing ‘‘the
underlying incentive [to gain] green-
mail”* through the comparative hearing
process—ending a period during which
some broadcasters, including Christian
stations, “‘had been intimidated "into
making payments that shouldn’t have
been made.’”’

Nevertheless. attendees also ex-
pressed concern over government sanc-
tions for political program content aired
on their stations. Although Secrest said
he believed the chances were *‘very re-
mote’’ that airing editorials or programs
on controversial issues ‘‘would ever
threaten your 501 C(3) [tax exempt] sta-
tus,”’ New Orleans-based attorney Ash-
ton Hardy suggested that ‘*too much in-
volvement in political issues’ might
draw regulatory fire. According to for-
mer FCC Chairman Wiley, *‘issues of
free speech and broadcast freedom®’
should protect members, although **bla-
tant propagandizing might be a different
story.”’

In any case, a variety of speakers,
including Jerry Falwell, indicated that
the kind of political activism practiced
by some members in the mid-1980°s is
no longer viable.

‘I plan to live to 115 and give hernias
to the ACLU. Planned Parenthood and
all the liberals,”" said Falwell. He issued

a caution, however, to attendees of a
Jan. 29 Congressional Breakfast that
seated several dozen members from the
Hill to **think about a new life in a new
world. We never change the gospel.’” he
said, ‘‘but. boy. we better change.
Where we can adapt. without violating
our theological integrity, let’s do it.”
And considering criticism from both left
and right, he said, *‘1 figure I must be
right where 1 should be, somewhere
right in the middle. But it took me a long
way to get there.™

Later that day, Michael Patrick. exec-
utive director of the Rutherford Institute,
a legal defense organization dedicated to
trying cases related to religious free-
doms, lauded the **maturing’ of Chris-
tian political activism from **a great deal
more belligerence than action [to] more
action than belligerence.”’

.And in his final address as president of
NRB, Rose said: **Above all, we need to
offer consistency of message...popular or
not...so the world can see us as stable,
consistent people of strong, solid charac-
ter...who live the message that they
preach.”’

The board. he said, also considered
recommendations on EFICOM from a
panel appointed by Rose on how to con-
tinue implementing EFICOM require-
ments without unnecessarily forcing
members out. Despite the defection over
the new ethics rules of prominent mem-
bers including Paul Crouch's Trinity
Broadcasting (Clark said large ministry
dues are about $5,000 a year), Rose said
NRB will continue to *‘bite the bullet.
We knew there was a risk when we got
into this [EFICOM]. We knew we
would lose some members.”” The new
ethical standards, he said, ‘*‘have not
been compromised, but rather broad-
ened”’ to keep members in.

Surviving ‘tough
financial times’

If a re-regulatory atmosphere and
**‘tough financial times’* pose threats to
Christian broadcasters, Clark said. the
increasing fragmentation of radio and
TV audiences is destined to “*see this
niche remain healthy."’

Clark, Rose, Falwell, NRB Executive
Director E. Brandt Gustavson and others
acknowledged that a significant number
of broadcast ministries are still suffering
financially in the receding wake of the
scandals. (Although convention registra-
tion—1,326 full registrants and 1,000
exhibitors—ran |1% above 1990, mem-
bership has dropped by more than 100 to

805 from a peak three years ago.)

The *‘terrible scandals...impacted us
all.”* Falwell said during his congression-
al breakfast address, which he concluded
by conceding that his own Baptist Road
Baptist Church has had a “*very difficult
financial experience these past three
years, especially the past year.”” Al
though, according to a fact sheet provided
by NRB, the 1991 Baptist Road budget
will approach $100 million, Falwell said
his ministry cannot currently meet pay-
ment schedules—perhaps including more
than $300,000 per week to buy air time
for his Old Time Gospel Hour.

NRB itself, said Gustavson, has had
1o take out a $100,000 bank loan and a
$50,000 loan from NRB's own
$112.000 legal defense fund to pay all
but $57,000 of the $152,000 debt owed
when he became executive director a
year ago. By press time, only 39,000
had been raised toward a $25,000
matching grant offered by an anony-
mous member to cover the remaining
debt.

But all things considered. said Clark,
the industry’s ‘‘recovery is remark-
able.’’ Thirty-eight new member appli-
cations were approved last week. And
he projected growth through the decade.
““If we are successful, it is because we
have accurately assessed the needs of
our audiences,”” which, he said, ‘‘are
much larger than many people think.’”

Manifest destiny

**Saddam,"’ Bush told the Jan. 28 crowd
of some 3,000 to 4,000, *‘tried to cast
this conflict as a religious war. But it has
nothing to do with religion per se. It has,
on the other hand, everything to do with
what religion embodies—good versus
evil, right versus wrong. human dignity
and freedom versus tyranny and oppres-
sion.

“The war in the Gulf is not a Chris-
tian war, a Jewish war or a Moslem war.
It is a just war. And it is a war in which
good will prevail.”

Nevertheless, several speakers from
the changing Soviet Bloc and elsewhere
suggested members wage a Christian
war of words and images.

**The freedoms we now have,”” Sovi-
et evangelist Gregory Commandant told
a Jan. 28 International Banquet, are the
result of “*prayer. Thank you for your
radio and television broadcasts that are
reaching us. Continue to pray for us. We
will pray for you,™" he said.

Repeating the belief that evangelism
by Western ministries had greatly influ-
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enced changes in Eastern Europe. Peter
Kuzmic, principal of the Evangelical
Theological Seminary in Yugoslavia,
said that timing and conditions are right
for Christian broadcasters to fill *a spir-
itual, moral vacuum’ in nations now
freed from behind the Iron Curtain.
*“*There is a tremendous hunger for spiri-
tual reality,”’ he said, portending *‘an
unprecendented harvest’” of believers
“*during the last decade of the second
millenium.™

Kuzmic cautioned, however, that

because **communist ideology is being
replaced by nationalism...national reli-
gions,”" current levels of freedom in
Eastern Europe might not be indefi-
nitely enjoyed. '*Even in this coun-
try,”” he said. *‘your media was cen-
soring the spiritual aspects of changes
in Eastern Europe,™” such as the chant-
ing of “*God exists’" by 200,000 Ro-
manians in a public demonstration
shortly before the fall of the commu-
nist government there.™

According to Dan Kendrich, whose

Christian Foundation of Kenya has en-
tered co-ventures in Nairobi to produce
films and radio series for distribution
across Africa, although translating
American programs is a ‘‘fine idea.”
NRB members should consider a "*long-
term commitment to training...strategic
financing and partnerships’* with indige-
nous talent. Western media ““have the
obligation to produce locally researched,
locally produced programs.” he said,
adding, “‘to a very real extent, our mon-
ey can overshadow all that talent.”” -ppL

ATEBOO

Continued from page 10.

Buying in Europe.” conference of tnternational
Advertising Association. U.K. chaprer. Marriott
Hotel, London. information: David Hanger. (71)
839-7000.

March 26—Advertising Hall of Fame induction
ceremonies, sponsored by American Advertis-
ing Federation. Waldorf-Astoria. New York. In-
formation: (202) 898-0089.

APRIL

April 2—Rudio Advertising Bureau radio market-
ing workshop. Ramada Inn/South Denver,
Denver. Information: (212) 254-4800.

April 3—Radio Advertising Burean radio market-
ing workshop. Benson Hotel, Portland, Ore.
Information: (212) 254-4800.

April 4-—-Radio Advertising Bureau radio market-
ing workshop. Ramada Hotel/Fisherman's
Whart, San Francisco. Information: (212) 254-
4800.

April 4-5International Radio and Television So-
ciety's eighth annual minority career workshop.
Viacom Conference Center. New York. Infor-
mation: (212) 867-6650.

April 5—NATPE Educational Foundation region-
al seminar. Sessions: "Reading and Righting
th Ratings” and “Beaking Up and Making Up:
Current Affairs Between Local Statons and
Cabte.” Chicago. information: (213) 282-8801.

April 5-7—"Urban Growth and Poverty in the
Economy.” economics conference for journal-
ists sponsored by Foundation for American Com-
munications, Ford Foundation and Atanta Jour-
nal and Constimwion. Colony Square Hotel,
Atlanta. Information: (213) 851-7372.

April 7-9—Cabletelevision Advertising Burean
10th annual conference. Marriott Marguis. New
York. Information: (212) 751-7770.

April 8—NATPE Educational Foundation region-
al seminar. Sessions: “Reading and Righting
th Ratings" and "Beaking Up and Making Up:
Current Affairs Between Local Stations and
Cable.” Washington. Information: (213} 282-
8801.

April  8-11—Electronic  Iudustries  Association
spring conference. Washington. Information:
(202) 457-4800.

April 9—Eleciranic Industries Association QO-
vernment/industry dinner, during association's
spring conference (see listing above). Wash-
ington. Information: (202) 457-4900.

April 9-11—Cable Television Adminisiration and

Marketing Society service management master:

course. Chicago. Information: (703) 549-4200.

April 10—Presentation of RadioBest Awards,
sponsored by Twin Cities Radio Broadcasters
Association. Minneapolis Convention Center.
Minneapolis. Information: (612) 544-8575.

April 10-13—National Broadcasting Socierv, Al-
pha Epsilon Rho, 49th annual convention. Sher-
aton Universal Hotel, Los Angeles. Information:
G. Richard Gainey, (803) 777-3324.

April 11—55th annual Ohio State Awards ban-
quet and ceremony, sponsored by [nstitute for
Education by Radio-Television, Cotumbus. Chio.
National Press Club. Washington. Information:
(614) 292-0185.

April 12-14—"TV News: The Cutting Edge,"
sponsored by Scientists institute for Public {nfor-
mation. Bloomingdale, Ill. Information; Barbara
Rich, (212) 661-9110.

April 13-15—-Broadcast Education Association
36th annual convention. Las Vegas Conven-
tion Center, Las Vegas. Information: (202) 429-
5355.

April 15-18—HDTV World Conference and Ex-
hibition, sponsored by National Association of
Broadcasters. 10 be held concurrently with NAB
annual convention (see item below). Hilton
Center, Las Vegas. Information: (202) 429-
5300.

April 15-18—National AsSeciation of Broudcast-
ers 69th annual convention. Las Vegas Con-
vention Center. Las Vegas. Information: (202)
429-5300.

April 18— Broudcast Pioneers breakfast, during
NAB convention (see listing above). Las Vegas
Hilton. Las Vegas. Information: (212) 586-
2000.

April 18-19—"Cable Television Law: Living
with Reregulation,” program sponsored by
Pracrising Law {nstitmte. Hyalt Embarcadero.

San Francisco. Information: (212) 765-5700.

April 18-21—11th annual Health Reporting
Conference, sponsored by American Medical
Association's Division of Television. Radio and
Film Services. Hilton hotel. Washington. Infor-
mation: (312) 464-5484.

April 19-21—Southern regional conference of
National Association of College Broadcasters.
Georgia State University, Atlanta. Information:
(401) 863-2225.

April 21-23—Broadcast Cabie Financial Manage -
ment Association, and subsidiary Broadcast Ca-
ble Credit Association. 31st annual conference.
Theme: “Breakthrough Performance: Lights!
Camera! Innovation!” Century Plaza, Los An-
geles. Information: (708) 296-0200.

April 19-24—MiP-TV. nternational television
program market. Palais des Festivals. Cannes,
France. Information: {212) 750-8899.

Aptil 21-24—Broadcast Financial Management
Association 31st annual convention. Century
Plaza, Los Angeles. Information: (708) 296-
0200.

8 April 24—Inrernational Radio and Television
Sociery Gold Medal Award dinner. Recipient:
Frank Bennack Jr.. president-CEO, Hearst
Corp. Waldori-Astoria, New York. Information:
(212) 867-6650.

April 26—Deadline for entries in Daytime
Emmy Awards, sponsored by Narional Academy
of Television Arts and Sciences and Academy of
Television Arts and Sciences. |nformation: (212)
586-8424 or (818) 953-7575.

April 29-30—"Spectrum Allocation and Man-
agement.” sponsored by Annenberg Washington
Program. Annenberg Program, Willard Office
Building, washington. Information: (202) 393-
7100.

MAY

May 5-11—31st annual Golden Rose of Mon-
treux festival for light entertainment television
programs, sponsored By Swiss Broadcasting
Corp. and Cirv of Mowtreux, Switzerland. |nfor-
mation: John Nathan, (212) 223-0044.
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Dupont continued from page 39

in charge’” of providing the American
public with information about military
devclopments than it was in previous
administrations, said David Gergen, edi-
tor-at-large. U.S. News and World Re-
port. In contrast, the networks had the
upper hand while Gergen worked for the
Reagan White House, where he said
television coverage directly prompted

| the removal of Marines from Lebanon.

Earlier, said Gergen, President Lyn-
don Johnson leamned the Vietnam War
was over when Walter Cronkite told
CBS News viewers that the war could
not be won. Gergen argued that the gov-
crnment’'s power to control news has
grown while (he dominance once held
by Cronkite has been diluted over four
network news operations.

*‘[ would argue we have far less infor-

CNN’S BANK CRISIS

NN may be gaining the esteem of the world for its Persian Gulf war
coverage, but it has earned some boos—and a possible lawsuit—for some

of its domestic coverage.

On Thursday, Jan. 24, the network aired a report on Rhode Island’s banking
crisis—the governor closed all privately insured credit unions on New Year's
Day. CNN footage accidentally showed the facade of the headquarters of Old
Stone Bank, a federally insured institution that is still open. When the bank
opened for business on Thursday morning, there was a run on all 29 branches,
which even the attention of local media and the presence of Rhodé Island’s

governor could not stop.

According to Pat Pyne, spokeswoman for the bank, officials notified CNN
of the error on Thursday morning, shortly after the report aired. CNN did not
air a correction until Friday afternoon. The correction. which calmed the run,
continued throughout the weekend, but CNN would not expiain why it took so
long for the correction to be shown, or respond to any questions on the matter.
Pyne said the network is facing ‘*impending litigation."’

With CNN’s audience swelling due to its war coverage. many people saw
that report. On Jan. 24, the day the piece ran, CNN’s full day rating in its
cable universe was a 4.4, reaching nearly 2.5 million households, six times its
average audience before the war started.

AND THE WINNERS ARE...

A PBS documentary, Inside Gorbachev's USSR with Hedrick Smith, was
awarded the top prize, the Gold Baton, at a ccremony on Tuesday night in
New York to present the 49th annual Alfred 1. duPont-Columbia Untversity

Awards in broadcast journalism.

Broadcasts aircd on public television or radio stations accounted for six of
the total 14 awards granted on Tuesday, including ones to Christine Choy,
Renee Tajima. WTVS-TV Detroit and P.O.V. for Who Killed Vincent Chin?;
Frederick Wiseman for Near Death, which aired on PBS; Blackside Inc. for
Eves on the Prize Il: America at the Racial Crossroads; KQED(TV) San
Francisco for Express. Shield for Abuse, and Helen Borten and National
Public Radio for Horizons: And Justice for All.

On the network side, CBS News and ABC News were each honored for
their foreign coverage: CBS News for segments on Eustern Europe on the CBS
Evening News with Dan Rather, and ABC News for Peter Jennings Report-
ing: From the Killing Fields. NBC Nightly News with Tom Brokaw won
honors for Tragedy at Pine Ridge, a three-part series on poverty and alcohol-
ism among native Americans in South Dakota.

Among local television broadcasters, awards went to KING-Tv Seattle for
Critical Choices: America's Health Care Crisis;, Dick Feagler and WKYC-Tv
Cleveland for nightly commentaries; WCBD-TV Charleston, S.C., for coverage
of Hurricane Hugo, and wiLa-Tv Washington for NFL Drug Testing: illegal
Procedure. On the radio side, KCBS(AM) San Francisco was honored for its

earthquake coverage.

Award winners were selccted from more than 600 submissions. The awards
ceremony, hosted by John Chancellor, was broadcast nationally over PBS

through WNET-TV New York.

I
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mation than we’ve had before,” said
Gergen. *‘In effect, what television is
scrving as in this ¢risis is an internation-
al partyline.””

The panelists generally agreed that
not cnough had been done to protest the
Pentagon restrictions on Persian Gulf
coverage before the fighting began.
Journalist Mark Hertsgaard and others
said the corporate parents for the net-
works should have publicly criticized
the Pentagon for the rules. ‘It doesn’t
matter what you say in the phone call to
your buddy in the Whitc House press
office; what matters is what you put on
the air.”" he said.

Hodding Carter 1lI, anchor of PBS’s
Frontline and a former State Department
spokesman, described the originally pro-
posed Pentagon ground rules as *‘ridicu-
lous’’ and the present ground rules as
“‘onerous’’. ‘“*Government is in the busi-
ness of propaganda,”’ said Carter. *‘'It is
not the same thing as lying, but it is also
not the same thing as truth.””

To demonstrate the government's ef-
fect on reporting, Carter said news orga-
nizations have been reporting about the
“*deadly accuracy'® of launched U.S.
missiles in the conflict as if the reporters
themselves were able to actually confirm
their accuracy.

‘I am frightened by the level of disfort-
ed news we’rc getting,”’ said the Rev.
Jesse Jackson. ‘‘What we really see ev-
eryday is a very stacked set of cards.”

Panelists aiso took swipes at the net-
works for erroncous reports during the
crisis, such as the early accounts of sup-
posed chemical warfare against Israel.

“The stakes are too high for amateur-
ish reporting and unedited pictures,”’
said Ellen Hume, executive director of
the Barone Center at Harvard Universi-
ty. '“The repercussions are bigger than
they’ve ever been in history.”’

Hume further criticized the use of var-
ious retired military personnel as experts
to describe the Persian Gulf crisis to
network news audiences. ‘‘We need all
perspectives, not just a cheerleading sec-
tion for the U.S. military cfforts,” she
said.

Several panelists said the coverage
has been weakest in describing the im-
plications of other developments in the
region, such as recent shakeups in Turk-
ish leadership.

CNN vice president and exccutive pro-
ducer Pamela Hill criticized television as
having an “‘overall weakness...in terms of
context and perspective,’’ saying that the
challenge for the networks now will be to
“‘overcome our narrow perspective of
what makes a good story for the American
audience.”” -8
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FORTHE RE

ORD

As compiled by BROADCASTING from
Jan. 24 through Jan. 30 and based on
filings, authorizations and other FCC ac-
tions.

Abbreviations: AFC—Antenns  For  Communications:
ALJ—Administrative Law Judge: ali.—alicrnate: ann.—
announced: ant.—antenna: sur.—aural: aux.—auxiliary:
ch.—channel: CH—critical hours.: ¢hg.—change: CP—
construction  permit: D—day: DA—dircctionz! antenna:
Doc.—Dacket: ERP—effective radiated power: Freq—fre-
quency: HAAT—height above average terrain: H&V—
horizontal and vertical: khz—kitohertz: kw—Kkilowatis:
lic.—license: m—meters: mhe—megzhertz: mi.—miles:
MP—modification permit; mod.—mexdification: N—night:
pet. for recon. —petitiun for reconsideration: PSA—presun-
rise service authority: pwr.—power: RC—remote control:
S-A—Scientific-Atlanta: SH—specitied hours: SL—studio
locatiun:  TL—transmitter  location:  truns. —(ransmitter:
TPO—iransmiticr power output: U or unl.—unlimited
hours. vis.—visual: w—watls: *—noncommercial. Six
groups of numbers at end of Facilities chunges items refer 1o
map coordinates. One meter cquals 3.28 fect.

KAYS(AM),  KHAZ(FM).  KHOK(FM)  and
KKCI(FM), and KVOP(AM)-KATX(FM) Plainview,
TX. KAYS Inc. also owns cablc TV systems in Hays.
Goodland. Ellis. Wakeeney. Russell and Hoxie. atl
Kansas. Schmidi also owns 49.3% of KFEQ Inc..
licensee of KFEQ(AM); 40% of KLOE [nc., licensee
of KLOE(AM) and KCOW(AM)-KAAQ(FM): 50% of
Valley Communications Inc.. licensee of KOOQ(AM)-
KELN(FM). and 49.3% voting stock of Beach Schmidt
Inc. Filed Jan. 15.

8 KHOK(FM) Great Bend, KS (BTCH9101L5EH:
99.5 mhz: 100 kw: ant. 516 fi.)—Seeks transfer of
control from Ross Beach 1o Robert E. Schmidi for

$14.137.978 (see KLOE[AM| Goodland., KS. above).
Fited Jan. 15.

8 KAYS(AM)-KHAZ(FM) Hays, KS. (AM:
BTC910115EF; 1400 khz: 1 kw-U: FM:
BTCH910115EG: 99.5 mhz: 100 kw: ant. 516 fi.)}—
Seeks transfer of control from Ross Beach to Robert E.
Schmidt for $14.137.978 (see KLOE|AM] Goodland.
KS. above). Filed Jan. t5.

& KJTH(FM) Hiawatha, KS {(BALED910110HI:
91.1 mhz: 398 w: ant. 134 ft.}—Seeks assigument of
license from Hiawatha Educational Broadcasting Foun-
dation to Joy Public Broadcasting Corp. for $5.000.

OWNERSHIP CHANGES

Applications

o KVOR(AM)-KSPZ(FM) Colorado Springs. CO
(AM: BTC9I0115EQ: 1300 khz: 5 kw-D. | kw-N:
FM: BTCHY10] I5ER: 92.9 mhs: 53 kw: ant. 2,130
fi.}—Seeks transfer of control from Unistar Holdings
In¢. to SPZVOR Inc. for $1.5 million in stock pur-
chase agreement: 100% of stock will be transferred.
Transferor is headed by Carl T. Robinson and William
C. Moyes. Transferee is headed by Robinson (50%).
Moyes (50%) and Kenneth Weiland. and has no other
broadcast interests. Filed Jan. 15.

8 KGRE(AM) Greeley, CO (BALYIOIOYEC: 1450
khz: 1 kw-U)}—Secks assignment of license from New
Directions Media Inc. 10 Keith M. Ashton Sr. for
$275.000. Seller iy headed by Robert D. Zellmer and
Marjorie M. Zellmer (80.5%) and Paul L. Coates. and
is ticcnsee of KKGZ(AM) Brush and KRDZ(AM)-
KATR-FM Wray. both Colorudo. Robert Zellmer is
general pariner of KKDD FM Broadeasters. licensec of
KKDD(FM) Brush. CO. Buyer. Ashton. aleng with
Valerie Ashton jointly own minority stock interest in
assignor, and have no other broadcast interests. Filed
Jan. 9.

o KKMX-AM-FM Hayden, CO (AM: BA-
L91011SEM: 1000 khz: 10 kw-D: FM: BAL-
H9I10115EN: 95.9 mhz: 63.1W: ant. 602 f1.)—Seeks
assignment of license {rom Radio Colorado 1o Gardiner
Broadcast Partners Lid. for $275.000. Seller is headed
by Dwight H. Gayer and has no other broadcast inter-
ests. Buyer is headed by Gardiner Broadcasting Corp..,
general pariner (100%); Clifton H. Gardiner (75%):
Rex R. Miller (15%). and Patrick ). O'Keefe (10%),
and has no other broadcast interests. Filed Jan. 15.

o KLOE(AM) and KKCI(FM) both Goodland,
Kansas (AM: BTC910115EA: 730 khz: 1 kw-D. 50 w-
N: FM: BTCH9101 I5El; 100.7 mhz: 100 kw: ant. 430
ft.)—Seeks transfer of control from Ross Beach to
Robert E. Schmidi for $14.137.978. Transter includes
KCOW(AM)-KAAQ(FM) Alliance and KOOQIAM)-
KELN(FM)  North  Platte.  both  Ncbraska:
KWBW(AM)-KHUT(FM) Hutchinson. KAYS(AM)-
KHAZ(FM) both Hays and KHOK(FM) Great Bend.
all Kansas. and KFEQ(AM) St. Joseph. MO (see be-
low). Beach is transferring 60% of outstanding stock to
KAYS Inc.. headed by Schmidi. Station licensces are
also headed by Norman W. Jeter and Kenneth R.
Braun. Schmidt owns 49.3% of KAYS. liccnsee of

BROADCASTING & CABLE

=
BEROADCASTING

SERVICE O% Alk CPx% ! TOTAL =
Commercial AM 4,984 242 5,12
Commercial FM 4,372 929 E.500
Educational FM 1,438 298 1.7
Tatal Radiv 10,794 1,404 (2263
Commercial YHF TV 5§52 18 =T
Commercial UHF TV 563 184 T47
Educational YHF TV 125 3 124
Educational UHF TV 229 16 145
o Tural TV 1468 221 1,65
VHF LPTV 185 165 50
UHF LPTV 594 1.056 1,650
B Toeald LFTY 779 ([ | Z,IHH
FM translators 1.863 8 B LT
VHF translators 2,714 97 ZH11
UHF translators 2,248 382 L0

CABLE
Total subscribers 53,5, 004
Homes passed 71,300,000
Total systems 1822
Household penetrationt 4.6
Pay cable penetration 29.1%

* Includes off-awr ficenses. T Penetration percentages are of TV household universe of
92 1 mition ' Construction permit 2 Instructional TV fixed service. 2 Studio-transmit-
ter link. Source: Nielsen and Broadcasling's own research.
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Selicr is headcd by Gerald C. Veicht, Warren Lowe
and Mclvin Strohm. and has no other broadcast inter-
ests. Buyer is headed by Lowell Bush, George Doug-
las. Joyce Bush and Mary Lou Denbleyker. and is
licensee of noncommercial educational stations
KITY(FM) Topeka. KS: WITY(FM) Lancaster. WI
and WITG(FM) Fort Valley. GA., and is permittec of
WITM(FM) Frederick. MD. Filed Jan. 10.

a KWBW(AM)-KHUT(FM) Hutchinson. KS (AM:
BTC9I0I ISED: 1450 khz: | kw-U. FM:
BTCHYI0115EE: 102.9 mhz: 28.5 kw: ant. 496 ft.)—
Secks transfer of control from Ross Beach to Robert E.
Schmidt for $14.137.978 (sce KLOE[AM] Goodland,
KS. above). Filed Jan. 15.

2 KPWB-AM-FM Piedmont, MO (AM: BA-
LIIOLITEOQ: 1140 khz: 1 kw-D: FM: BAL.
H9I10117EP: 104.9 mhz: 3 kw: ant. 300 ft.)—Seeks
assignment of license from Clearwater Broadcasting
Co. to Hunt Broadcasting Group Inc for $200.000.
Seller is hcaded by C. Dwayne Hackworth. and has no
other broadcast interests. Buyer is headed by Jack G.
Hunt and Shirlcy Hunt. Jack Hunt is licensce of
KBMV-AM-FM Birch Trec and KDFN(AM)-
KOEA(FM) Doniphan. both Missouri, and permittee
of KKN(FM) Campbell, MO. Filed Jan. 17.

a KFEQ(AM) 8t. Joseph. MO (BTC910115E): 680
khz: 5 kw-U)}—Seeks transfer of control from Ross
Beach to Robert E. Schmidt for $14.137.978 (see
KLOE|AM] Goodland. KS. above). Filed Jun. 15.

8 KCOW(AM)-KAAQIFM) Alliance. NE (AM:
BTCOI1011SEB; 1400 khz: 1 kw-U: FM:
BTCH9101 ISEC; 105.9 mhz: 100 kw; ant. 700 fi.}—
Secks transfer of control from Ross Beach to Robert E.
Schmidt for $14.137.978 (see KLOE|AM| Goodland.
KS. above). Filed Jan. 15.

a KOOQIAM)-KELN(FM) North Platte, NE (AM:
BTC9I01 I5EK: 1410 khz: 5 kw-D. 1 kw-N: FM:
BTCH9101I5EL: 97.1 mhz: 100 kw: ant. 458 ft.}—
Sceks transfer of control from Ress Beach to Robert E.
Schmidt for $14.137.978 (see KLOE|AM] Goodland,
KS. above). Filed Jan. 15.

8 KVIV(AM) Ei Paso, TX (BAL9IOII4EC: 1340
khz: | kw-U)—Secks assignment of license from
Bruce Crow to Sun Valley Communications Inc. for
$250.000. Crow is receiver for Dunn Broadcasting
Co.. headed by John Dunn. and has no other broadcast
interests. Seller is headed by Michael Venditi (50%).
KDW Trust (50%) and Michacl Don Werlinger. Ven-
ditti has 50% interest in application for new AM at
Hamby. TX. Lundgren. trustec for KDW Trust. is
president of Parity Radio Corp. of Texas. applicant for
new FM at Tahoka. TX. Filed Jan. 14.

Actions

8 KCRE-AM-FM Crescent Clty, CA (AM: BA-
L90OI114EA: 1310 khz: | kw-D: FM: BAL-
H901 1 14EB: 94.3 mhz: 3 kw: ant. -275 fi.)—Granted
app. of assignment of license from from Ber Tee
Broadcasting Inc. to Pelican Bay Broadcasting Corp.
for $442.500. Seller is headed by Robent C,
Berkowitz. David E. Tecker and Sharon C. Tecker.
husband and wife. and has no other broadcast interests.
Buyer is headed by Laurence Goodman and Linda J.
Goodman. husband and wife. Laurence Goodman is
100% shareholder of Bay Broadcasting Corp.. licensee
of KHSN(AM) Coos Bay and KOOS(FM) and Nosth
Bend. both Oregon: renewal applications are currently
pending for both stations. Action Jan. 17.

a KKGDIAM)-KZKS(FM)  Rifle. CO (AM:
BTC901031EB: 810 khz: | kw-D: FM:
BTCHYOI031EC: 105.3 mhz: 100 kw: am. [.740

ft.)—Granted app. of transfer of control from Western
Media Inc. to David R. Smith and Steven L. Albrecht
$36.380 in assumption of debts. Transferor is Sreven
Humphries and has no other broadcast interests. Trans-
ferecs have no other broadcast interests. Action Jan.
18.

8 WLFF(FM) St. Petersburg, FL (BAL90ItI9EB:
680 khz: | kw-D)}—Granted app. of assignment of
license from Century Broadcasting Corp. to ZGS
Broadeasting of Tampa Inc. for $200.000. Seller is
headed by George A, Collias. Anthony C. Karlos.
Richard J. Bonick, Paulctte Williams. Ronald Jamison.
Howard Grafman. Helen Soter. James E. Haviland and

Michael P. Greenwald. and is licensee of KYBG{AM)
Aurora and KYBG-FM Castle Rock. both Colorado.
Century is general partner of Century Chicago Broad-
casting Lid.. licensee of WXEZ-AM-FM Chicago. and
San Franciso Century Broadcasting Lid.. licensee of
KMEL(FM) San Francisco. Buyer is headed by Ronald
J. Gordon (60%), Mark W. Jorgenson (20%) and
Eduardo A. Zavala (20%). Gordon is licensee of LPTV
stations W48AY Oldsmar. FL. K49CD Odessa and
KS1BX Woodrow. both Texas. Action Jan. 18.

a WGGA-FM Cleveland, GA (BAPLH901019GG:
101.9 mhz: 1.45 kw; ant. 453 ft.)—Granted app. of
assignment of CP from Communications Marketing
Services Inc. to Advantage Media Inc. for $1.18 mil-
lion {*"Changing Hands.”" Nov, 5. 1990). Sale in-
cludes WGGA{AM) Gainesville. GA. Seller is headed
by Terry W. Bambhardt and has no other broudcast
intcrests. Buyer is headed by C.B. Rogers (87%).
Richard N. Hubert (10%) and Alan A. Aycock (3%).
and has no other broadcast interests. Action Jan. 18.

8 WCDS(AM)-WOVO(FM) Glasgow, KY (AM:
BAL9OII02EB; 1440 khz: S5 kw-D: FM:
BALH901102GX; 105.5 mhz: | kw: ant. 480 ft.)}—
Granted app. of assignment of license from WCDS
Broadcasting Inc./WOVO Broadcasting Inc. to Ward
Communications Corp. for $575.000. Seller is headed
by John M. Barrick and has no other broadcast inter-
ests. Buyer is headed by Mark Ward and Dianne Ward.
and has no other broadcast interests. Action Jan. 18.

& WQXY(AM) Hazard, KY (BTC901113EB: 1560
khz: | kw-D: 500 w-CH)—Granted app. of wransfer of
control from Black Gold Broadcasting Partnership to
Black Gold Broadcasting Inc. in transfer of stock.
Transferor is headed by John E. Edwards, and has no
other broadcast interests. Transféree is headed by Ed-
wards {23%). Colin K. Cox (26%), William D. Gor-
man Jr. (26%) and Kenneth R. Finnission (25%). Fin-
nission has int¢rests in Hazard TV Co.. cable system of
approximately 800 subscribers serving part of Hazard.
KY. Action Jan. 18.

8 WKLT(AM) Kalkaska, MI[ (BAL90I | I4ED; 1420
khz: 500 w-D)}-—Granted app. of assignment of license
from Northern Radio of Michigan Inc. to Kalkaska
Area Educational Foundation Inc. for no cash consider-
ation: station is gift for business and tax reasons. Seller
is headed by Langer Gokey. and has interests in
WKLT-FM Kalkaska, MI. and is subsidiary of North-
ern Broadcasting Inc. Buyer is headed by Doyle A.
Disbrow. John Franco. David Wolfe. Jerry Fitch. Lin-
da Winter, Virginia Sore. John Cook and Linda Dis-
brow. and has no other broadcast interests. Action Jan,
18.

a WTLJTV) Muskegon, MI (BALCTY0( 126KF: ch.
54: 439 kw-V: 440 kw-A: ant. 1,000 fi.}—Granted
app. of assignment of license from Miami Valley
Christian TV Inc. to Video Mall Communieations Inc.
for $2 million. Sale includes WTIC(TV) Springfield.
OH {(see below). Seller is headed by Marvin D. Sparks.
Vemon Wilson. Homer Speece. Murray Ross and Wil-
liam Koch. and has no other broadcast interests. Buy-
ers. headed by Marvin D. Sparks (70%). Richard L.
Woodby (15%) and John W. Elliott (15%), have inter-
ests in WTIC. Action Jan. 15.

a WEEL(FM) Shadyside, OH (BTCH90III9HT:
95.7 mhz: 850 w; ant. -626 ft.)—Granted app. of
transfer of control from Adventure Three [nc. 1o Mi-
chael R. Shou for $1 in transfer of stock. Scller is
headed by Arthur V. and Lydia Belendiuk. husband
and wife. and Michael R. Shott. Anthur Belendiuk has
interests in Calypso Communications. applicant for
new FM at Charlotte Amalie. Vi: Ravena Broadcast
Partners. permittee of WRAV-FM Ravena. NY: 51%
stockholder of Ohio Valley Broadcasting Inc.. permit-
tee of WZTX-FM Coal Grove. OH: 51% stockholder
of Adventure Three Inc.. permittee of WBJY(FM)
Shadyside. OH: New Age Broadcasting. permitiee of
WRI(FM) Crooksville. OH. and S&B Communica-
tions Co.. applicant for new FM at Lenoir. SC. Shott is
88% stockholder of Adventure Communications Inc.,
licensee of WHIS(AM)-WHAJ(FM) Blue Field.
WKEE-AM-FM Huntington and WAXS-FM Oakhill.
all West Virginia. and 67% shareholder of Adventure
Four Inc.. licensee of WSIC(AM)-WFMX(FM) States-
ville. NC. Action Jan. 10.

a WTIC(TV) Springfield, OH (BALCT901126KE:
ch. 26: 1170 kw-V: 117 kw-A: ant. 500 ft.}—Granted
app. of assignment of license from Miami Valley
Christian TV Inc. to Video Mall Communications Inc.
for $2 million. Sale includes WTLITV) Muskegon.
MI (see above). Action Jan. |5.

a KBJM{(AM) Lemmon, SD (BTC90I|I09EB: 1400
khz: | kw-U)—Granted app. of ransfer of control from
Lois Peterson to Michael J. Schw eitzer for $108.420 in
sale of stock. Peterson has no other broadcast interests.
Transferees are Schweitzer. Robert P. Kelley {25%),
Petersen. Jean E. Kelley. and Stanley M. Peterson
Estate (75%). and has no other broadcast interests.
Action Jan. 17.

a WENR(AM) Englewoed, TN (BALS00315SEB:
1090 khz: | kw-D)—Granted app. of assignment of
license from Middle Tenncssec Radio to Middle Ten-
nessee Christian Radio Inc. for $110,000. Seller is
headed by John C. Roberson, Donald P. Mowry, Lee
Roberson (father of John) and Emic Hahn, and has no
other broadcast interests. Buyer is headed by B. Sam
(70%) and Joycee E. Hart (25%). husband and wife. and
D. Anthony Hart (5%). and has no other broadcast
interests. Action Jan. 17.

B WLAX(TV) Lacrosse and WGBA(TY) Green
Bay, both Wisconsin (WLAX: BALCT9011[3KE:
ch. 25: 501 kw-V; 50.1 kw-A: ant. 1.000 fi.: WGBA:
BALCT901113KF: ch. 26: 2,510 kw-V: 25| kw-A;
ant. 1,229 ft.)-—Granted app. of assignment of license
from Family Group Lid. LIl to Aries Telccommunica-
tion Corp. for $7.6 million. Seller is headed by Ed
Ponger. Ron Kayes. Carl Martin. Leo Wotitzky and
Don Clark. and is permitiee of WEUX{TV) Chippewa
Falls. WI. Buyer is headed by Mitchell A. Labert.
Gordon F. Van Dreel. Floyd L. Meyer. James L.
Schneider and Thomas M. Olejniczak. and has no
other broadcast interests. Action Jan. 14.

NEW STATIONS

Actibns

a Atmore. AL (BPH891205MD—Grunied app. of Al-
abamia Native American Broadeasting Co. for 105.9
mhz. 3.7 kw: ant. 446 1. Address: [210'S. Main St..
Atmore. AL 36502 Principal is headed by Randy Dale
Gehman. Martin Eby Gebhman. Vemie Lee Gehman.
Manin Gerald Gehman and David Wayne Gehman.
and owns WASGIAM) Atmore. AL. Randy Gehman
has 30% interest in Alabama Native American Broad-
casting and is general manager of WASG. Action Dec.
7. 1990.

& Georgiana, AL (BPH900329MN)—Granted app. of
Sharon A. Seifert for 107.7 mhz: 6 kw: ant. 328 fi.
Address: 4755 White Willow Lane, Orlando. FL
32808. Principal has no other broadcast interests. Ac-
tion Jan. 9.

® Visalia, CA (BPEDRY1117ME)—~Grunted upp. ol
Community Educational Broadcasting Inc. for 88.9
mhz: | kw ant. 2.646 ft. Address: 8477 E. Clarkson,
Selma. CA 93662, Principal is hcaded by Robent S
Peart. Wanda L, Peant. Robert ). Croft. Kenneth Ad-
ams and Richard Thomas Wheeler, and has no other
broadcast interests. Action Jan. 15,

a Port St. Lucie, FL (BPHE9101§MP)—Grunted app.
of Guntt Communications Inc. Tor 101.3 mhz: 6 kw:
ant. 328 fl. Address: P.O. Box 2071. Tallahussee. FL
33316. Principal hus no other broadeast interests. Ac-
tion Jan. 17.

& Frankfort. KY (BPH880303ME)y~Granted app. of
Allan Commuwnications Inc. Tor 103.7 mhz: 2.5 kw
H&V: ant. 358 1. Address: 306 W. Main St. Ste, 509.
Frankfort. KY 40601. Principal is headed by Leigh W.
Allan and Kenneth O. Mitchell. and is licensee of
WKED{AM) Franklin. KY. Action Jan. 1.

& Shepherdsville. KY (BPH860317MW)—Granted
app. of Claire Tow for 105.1 mhz: .74 kw H&V: ant.
1.807 fi. Address: 65 Locust Ave.. New Canaan. CT
06840. Principal owns 350% OF WVIS(AM)-
WSTO(FM) Owensboro. KY. Action Jan. 5.

= Lima, OH (BPH880407MF}—~Granted app. of
American Christian Radio Services Inc. for 93,1 mhz:
3 kw H&V: ant. 328 ft. Address: Infirmary Rd. (Rte.
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6. Box 253). Wapakoneta., OH 45895. Principal is
headed by Dwight Wisener. June K. Wisener and
Jeffrey Ryan. and has no other broadcast interests.
Action Jan. 4.

¥ Tahoka, TX (BPHB80711MU}—Granted app. of
Parity Radio Corp. for 95.3 mhz: 3 kw H&V: ant. 328
ft. Address: 110 County Rd. 203. Cameron, TX
76520. Principal is headed by Fred Lundgren I and
Jerome Friemel, and has no other broadcast interests.
Action Jan. 11.

¥ Lebanon, VA (BPH861001 TC—Granted app. of

Yeary Bruadcasting Inc. for 107.3 mhz: 2.6 kw H&V:
ant. 1.132 ft. Address: Box 250 Hwy. 65. Dugannon

fr.

¥ New York WQXR-FM 96.3 mhz—Jan. 16 applica-
tion for CP 10 change ERP: 6 kw H& V: ant.: 1,361 fi.

® New York WXRK(FM) 92.3 mhz—Jan. 16 applica-
tion for CP 1o change ERP: 6 kw H& V: ant.: 1.361 ft.

® New York WSKQ-FM 97.9 mhz—Jan. 16 applica-
tion for CP 10 change ERP: 6 kw H&V: ant.; 1.361 f1.

® Moyock, NC WTZR(FM) 92.1 mhz—1Jan. 11 appli-
cation for mod. of CP (BPHB80B 151D} 1o change ERP:
18 kw H&V: change ant.: 384 fr.: TL: 1265 W Land-
ing Rd.. Virginia Beach. VA: make changes to dircc-
tional

Rd., Castlewood. VA 24224, Principal is headed by D.
Lannis Yeary and Donna F. Yeary. and has no other
broadcast intercsts. Action Jan. 17.

FACILITIES CHANGES

Applications
AM'’s
® Apopka, FL WTLN(AM) 1520 khz—Jan. 8 petition

for review: CP to change freq: 700 khz and increase
powet to [0 kw.

® Louisville, MS WLSM(AM) 1270 khz—Jan. 15 ap-
plication for CP reduce power to 2.7 kw: make changes
in antenna system and correct geometric coordinates to
3307 20N 89 01 07W.

FM’s

® Citronelle, AL WKQR(FM) 101.9 mhz—lJan. 10
application for CP to change ERP: 15.4 kw H&V: ant.:
426 f1.; change freq: 102.1 mhz: class: C3: TL: 15.8
km WSW of Citronelle, AL at intersection of AL Hwy.

146, Lott Rd. & Beverly Jeffries Rd. (per docket #89-
438).

® Berkeley, CA KPFB(FM} 89.3 mhz—IJan. 15 appli-
cation for CP to change ERP: 460 kw H: am.: -98.4
fi.s change TL: M29 Martin Luther King. Jr. Way,
Berkeley. CA 94704: Other: new DA pattern.

8 McFarland, CA KSUV(FM) 102.9 mhz—Jan. 11
application for mod. of CP (BPH8607070G) to change
TL: .4 km due S of intersection of Merced Ave. and
Scaroni Ave.. 4.52 km WNW of Shafter. CA on a
bearing of 304.5 degree (T).

® Paradise, CA KRIHFM) 92.7 mhz—Jan. |4 appli-
cation for mod. of CP (BPH9003051D) 1o change freq:
103.5 mhz: change ERP: 1.65 kw H&V: ant.: 1.233
ft.: TL: 23 km NW of Paradise, CA at 338 degree truc;
class: B1 (per docket #86-488).

® Hilo, HI KKBG(FM) 97.9 mhz—Dec. 24 applica-
tion for CP to change ERP: 100 kw H&V: ant.: $74 fi.:
change TL: Stainback Hwy.. 6.25 km NE of Puu
Kulua, HI: class: C| (per docket #89-127).

® Red Oak, IA KOAK-FM, 95.3 mhz—Jan. 10 appli-
cation for CP to change ERP: 25 kw H&V: am.: 295
ft.: TL: .1 mi N of Oak St. on County Rd.: Red Oak.
1A; change channel from class 237C1 1w 237C3 (per
docket #89-174).

® Collins, MS WKNZ(FM) 101.7 mhz—Jan. 10 appli-
cation for CP to change ERP: 2.25 kw H&V.

8 Louisville, MS WLSM-FM 107.1 mhz—lan. 15
application for CP to change ERP: 12,5 kw H&V: amt.;
466 ft.: change class: C3: other: correct geographic
coordinates.

® New York WNCN(FM) 104.3 mhz—Jan. 16 appli-
cation for CP 10 change ERP: 6 kw H&V: ant.: 1,361
fi.

® New York WBLS(FM) 107.5 mhz—Jan. 16 applica-
tion for CP to change ERP: 4.3 kw H&V: ant.; 1,361
ft.

® New York WNSR(FM) 105.1 mhz—Jan. 16 appli-
cation for CP to change ERP: 6 kw H&V; ant.: 1,361
ft.

® New York WNEW-FM 102.7 mhz—Jan. 16 appli-
cation for CP 1o change ERP: 6 kw H& V: ant.: 1.361
ft.

¥ New York WLTW(FM) 106.7 mhz—Jan. 16 appli-
cation for CP to change ERP: 6 kw H&V: ant.: 1,361

® Wadesboro, NC WRPL(FM) 93.5 mhz-—Dec. 31
application for mod. of CP (BPH8805050T as mod. )
to change ERP: 2 kw H&V: ant.: 1,15 fi.: TL: .2 km
SE of junction NC 218 and Courity Rd. 1455, 22.4 km
NW of Wadesboro. NC (per docket #89-370).

8 Wanchese, NC WOBR-FM 95.3 mhz—Jan. 7 appli-
cation for CP 10 change ERP: 25 kw H&V: ant.: 295
fr.: change class: C3 (per docket #89-574).

® Edinboro, PA WXTA(FM) 97.9 mhz—IJan. 14 ap-
plication for mod. of CP (BPHBYI2221G) to change
ERP: 10 kw H&V: change class: B1 (per docket #89-
484).

® Trenton, TN WLOT(FM) 97.7 mhz—IJan. 11 appli-
cation for CP to change freq: 97.5 mhz: ERP: 25 kw
H&V: change ant.: 328 fi.: TL: Keecly Mill Rd.. .52
km NNE of intersection with Taylor Rd.. 5.7 ENE of
Dyer, TN: class: C3 (per docket #89-446).

® Bryan, TX (no call letters) 99.5 mhz—Jan. 16 appli-
cation for mod. of CP (BPHB80113MA) to change TL:
1240 Villa Maria Rd.. Bryan. TX.

8 Clifton, TX KWOW(FM) 103.3 mhz—Jan. 8 appli-
cation for CP to change ERP: 8.369 kw H&V; am.:
574 ft.: change TL: State Rte. 708, 6.5 mi E of Clifton,
TX: class: C3 (per docket #89-568).

® Harrisonburg, VA WMRA(FM) 90.7 mhz—Jan.
16 application for CP 1o change ERP: 7.5 kw H&V:
ant.: 1.046 fi.: change TL: 10.9 km at 115 degree to
Linville. VA,

TV’s
¥ Denver KRMA-TV ch. 6—Jan. 16 application
(BMPETY10116KG) for mod. of CP to change ant.:

918 fi.: change TL: on Colorow Hill. 4 km SW of
Golden. CO 39 43 49N 105 15 00W.

= Norfolk, NE KXNE-TV ch. 19—Jan. 16 application
for CP 1o change ERP: 767.5 kw (vis): ant.: 1.122 fr.:
change TL: on Hwy. 98.5 mi SW of Carroll. NE. 42
14 15N 97 16 4IW; change amenna: Dielectric
Comms. TFU-36IDA (DAKBT).

® Chillicothe, OH WWAT(TV) ch. 53—Jan. 14 ap-
plication for med. of CP to change ERP: 3.250 hw
(vis); ant.: 679 f1.: TL: near Williamsport. OH: anten-
na; Dielectric TFU-36JDAS(DAXBT) 39 35 30N 83 06
IZW.

S Rutland, VT WVER(TV) ch. 28—Jan. 15 applica-
tion for CP to change ERP: 274 kw (vis): ant.: |,407
fi_: change TL: Summit of Grandpa's Knob. approxi-
mately 7 mi NW of Rutland, near Rutland. VT anten-
na: Harris Wavestar TWS-30(BT) 43 39 312N 73 06
25W.

Actions

AM’s

® Santa Barbara, CA KIST(AM) 1340 khz—Jan. 15
application (BP901115AL) granted for CP to change

TL: 400 f1. S of junction of US 101 and Monecito St..
Santa Barbara, CA and reduce power 10 675 watts.

® Atlanta WAEC{AM) 860 khz—Jan. 14 application
(BMP900405BJ) granted for mod. of CP
(BP891101AD as mod.) to make changes in antenna
system and change TL: Fayetieville Rd. at Graham
Circle, .2 km W of Atlanta city limits: 33 43 45N 84 19
19w,

¥ Fort Scott, KS KMDO(AM) 1600 khz—Jan. 16
application (BP900920AC} granted for CP to move
TL:1o .5 km S of Fi. Scott City limits on Hwy. 69 S &
.4 km W of Hwy. 69 in Bourbon County. F1. Scott, KS
37 48 27N 94 42 33W.

® Zeeland, M1 WBMX(AM) 640 khz—Jan. 11 appli-
cation (BMP90OT26AA} returned. resubmitted nunc
pro tunc: for mod. CP (BP810330AG) to increase day
power 1o 2.5 kw & change city of license to Merill-
ville. IN.

8 Brevard, NC WPNF(AM) 1240 khz—Jan. 14 appli-
cation (BP9U(171 | AC) granted for CP to make changes
in antenna system: and change TL: SW comer Elm
Bend Rd. & Wilson Rd.. 2.9 km ESE of center of
Brevard, NC 35 13 23N 82 42 20w.

® Hereford, TX KPAN(AM) 860 khz—Jan. 15 appli-
cation (BP901113AG} granted for CP to change coor-
dinates to: 34 47 33N 102 25 45W.

® San Antonio, TX KSLR(AM) 630 khz—Jan. 15
application (BP900405DC) granted for CP to make
changes in antenna system.

FM’s

= Tusayan, AZ KRBZ(FM) 92.1 mhz—Jan. 10 appli-
cation (BMPH900703ID) granted for mod. of CP
(BPHBS10121D) to change ERP: | kw H&V: ant.: 335
ft.: TL: 375 m W of AZ State Hwy. #604 and immedi-
ately W of the Grand Canyon Squire Motel in Tusayan.,
AZ.

® Eureka, CA KRED-FM 92.3 inhz—Jan. 16 applica-
tion (BPHB8907031B) granted for CP to chunge ERP: 25
kw H&V: change class: C1.

® Julian, CA KBNN(FM) 100.1 mhz—Jan. 16 appli-
cation (BMPH9012041C) retumed for mod. of CP
(BPHBS0710MC as mod.) to change ERP: .048. ant.:
2.221 fi.: TL: 23690 Volcan Rd.. CA.

® San Francisco KXXX-FM 99.7 mhz—Jan. |5 appli-
cation {BPH900504IC} granted for CP to change ERP:
40 kw H&V: change ant.: 1.299 ft.

® Washington WDIY(FM) 100.3 mhz—Jan. | | appli-
cation (BMPHY00621IB) granted for mod. of CP
(BPH871106MJ) 1o change ERP: 36 kw H&V: ant.:
574 ft.: TL: 5232 Lee Hwy.. Arlington. VA,

® Washington WETA-FM 90.9 mhz—IJan. 14 appli-
cation (BMLED900315KB) granted for mod. of li-
cense (BLHBS0B8I19KH) to make changes in transmitter
autput power.

# Springfield, FL. WRBA(FM) 95.9 mhz—Jan. 15
application (BPH9008171G) granted for CP to change
ERP: 30 kw H& V: change ant.: 282 fi.: class: C2 (per
docket #89-23),

® Tallahassee, FL WTHZ(FM) 103.1 mhz—lJan_ 11|
application (BMLH891213KG) granted for mod. of
license to increase ERP: 3.3 kw H&V (pursuam to
docker #88-375).

® Richmond Hill, GA WRHQ({FM) 105.| mhz—Jan.
8 application {BMPH9009211H} granted for mod. of
CP (BPHBT0RI9MG) to change ERP: 4.4 kw H&V:
TL: approximately 9.5 km SE of Richmond Hill. GA.

s Mitchell, IN WOTS(FM) 102.5 mhz—Jan. 16 appli-
catien (BMPH9007021C) granted for CP to change
ERP: 6 kw H&V: change ant.: 282 ft.: TL: .52 km E of
State Rte. 37. 1.97 km S of Orlcans City limits.
Orleans Township. IN 38 38 16N 86 27 | IW.

® Fort Scott. KS KOMB(FM) 103.9 mhz—Jan. 8
application (BPH9009201A) granted for CP to change
ERP: 2 kw H& v: change ant.: 400 f1.: TL: .5 km S of
Fort Scott ity limits on Hwy. 69 and .4 km W of Hwy.
6% in Bourbon County. KS.

® Auburn, ME WKZS(FM)49.9 mhz—Jan. || appli-
cation (BPH9008211G) granted for CP to change ERP:
S0 kw H&V: change ant.: 492 fi.

® Kosciusko, MS WBKJFM) 105.1 mhz—Jan. 9 ap-
plication (BPHR8112BIC) granted for CP to change
ant.: 981 ft.: change TL: .B mi N of intersection of
Farmhaven Rd. and Hwy. 16, 5.2 mi E of Sharon, MS.

® Sparks, NV KROI(FM) 100.9 mhz—Jan. 9 applica-
tion (BMLH9001 J9KH) granted for mod. of license to
increase ERP: 91 kw H&V (pursuant to docket #88-
375)

® Farmington, NM KNMI(FM) 88.9 mhz—Jan. 14
application (BPEDBS0B2SME) grunted for CP 10
change ERP: 6.218 kw H& V.

# Delhi, NY (no call letters) 100.3 mhz—Jan. 9 appli-
cation (BMPH901009IE) granted for mod. of CP
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{BPH890221MC} to change ERP: .77 kw H& V. ant.:
643 fi.: TL: {.3 km W of Crowe Rd.. 12.5 km NNE of
Delhi. NY.

® East Hampton, NY WVEH(FM) 96.7 mhz—Jan.
16 application (BMPH00531[C) granted for mod. of
CP (BPH830318AC) 10 change ERP: 4.3 kw H&V:
ant.: 116.8 m H&V: TL: Springs-Fireplace Rd. at
intersection with Abruhams Path. E Hampion. NY:
other: application l'or medification of CP 1o increase
ERP: 10 equivalent of & kw & change wransmiuer site.

& Fort Plain, NY WLKO(FM) i0l.1 mhz—Jan. 9
application (BMPHY005161A) granted lor mod. of CP
(BPH860325MB) 1o change ERP: 1.25 kw H& V: ant.:
718 11,

® Paul Smith's, NY WPSA(FM) 89.1 mhz—Jan. i5
application (BPED890404MI[) granted for CP 10
change freq: 98.3 mhz.

® Scotland Neck, NC (no call letters) 102.7 mhz—
Jan. 17 application {(BMPHE8910021P) granted for mod.
of CP (BPHR70331MP} 1o change ERP: 2.6 kw H& V.
ant.: 476 ft.: TL: 4.3 § SE of Draughn. NC.

® Lima, OH WTGN(FM) 97.7 mhz—Jan. 7 applica-
tion {BPH90051 11C) pranted for CP 1o change ERP: 6
kw H&V.

® Ashiand, OR KSMF(FM) 89.1 mhz—IJan. 9 appli-

cation {BPED89080TMA) granted for CP 10 change
ERP: 2.28 kw H&V.

® Roseburg, OR KRSB-FM 103.1 mhz—Jan. 15 up-
plication (BMPH9009241A) granted for mod. of CP
(BPHB812211C) to change ERP: 25.6 kw H&V: ant.:
674 f1.. TL: Mt. Rose. 2.9 from the Douglas County
Courthouse on a bearing of NOJOE degrecs.

& Pittsburgh WEZE(FM) 104.7 mhz—Jan. 15 appli-
cation (BPH90! 1201 A) granted for CP to change ERP:
19 kw H&V: change ant.: 794 ft.: TL: 750 Ivory Ave..
Pittsburgh. PA.

® Farwell, TX KLZK(FM} 98.3 mhz—Jan. |4 appli-
cation (BLH891129KC) granmed for mod. of license to
cover CP (BPH871223IF) and increase ERP: 6 kw
H&V (pursuant 10 docket #88-375).

® Lubbock, TX KOHM(FM) 91.1 mhz—Jan. 9 appll-
cation (BPED8911171A) granted for CP to change
ERP: 50 kw H&V: ant.: 525 f1.: change to class C1.

® Huntington, WV WMUL(FM} 88.1 mhz—Jan. 8
application {BMPED900730IF) granted for CP 10 mod-
ify (BPED87021 IMD) for increased tower structure
height.

® Salem, WV WXKI(FM) 105.7 mhz—Jan. 15 appli-

cation (BMPH901002IC) granted for mod. of CP
(BPH871203NS as mod.) to make changes in antenna

supporting-structure height.

8 Wheeling, WY WOVK(FM) 98.7 mhz—ijan. 16
application tBMPH9010171D) granied for mod. of CP
{BPH8709211A) to change ERP: 15 kw H&V: ant.:
889 fi.: TL: | km N of Bridgeport. OH.

8 Medford, WI WIGM-FM 99.3 mhz—Jan. 15 appli-
cation (BPH900925IB) granted of CP to change ERP:
23 kw H&V: change ant.: 342 i TL: 2.6 km N of
State Rie. 64 and .7 km W of State Rre. 3. in Medford
Township. W1 class: C3 (per docker #89-217).

® Suring. WI WRVMI(FM) 102.7 mhz—Jan. 15 appli-
cation {BPH9012281C) retumned for CP to change ant.:
1.309 fr.: change TL: Hwy. 32 N. .3 km SW of
Suring. WI.

® Tomah, WI (no call letters) 96. 1 mhz—Jan. 9 appli-
cation (BMPH9007261A) granted for mod. of CP
(BPH861203MD) to change ERP: 1.828 kw H&V:
ahit.: 571 ft.: TL: intersection of Hwy. 131 and A, 7km
S of Tomah. WI.

TV’'s

® Miami WTVN(TV) ch. 4—Jan. |7 application
(BPCT901!15KF} granted for CP to change ERP: 100
kw (vis): ant.: 997 fi.. TL: | km E SE of intersection of
Tumpike and Northwest 215th St.. Miami: antenna:
DielectricTDM-7A4(BT) 25 58 07N 80 13 15W.
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BROADCAST DATABASE
N BROADCAST DATA SERVICES
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PO o 3:4730 20814  800-368-5754 703 824-5666 KEET s w roEr ke
Bethesda. FAX:703—824-5672 S Sreh Deasbom Mi 45124

daiaworld
LPTV/TV Translator
Detailed Interference Studies
Regional Directories
Maps — Terrain — Popcount

301-652-8822 800-368-5754

COMMUNIC AT I ONS 1NC
+ Radic and Television System Design
+ Transmitter and Siudio (nstalistion
* Microwave and Satellite
Engineering and Installation
627 Boulevard

201-245-4833  Kenliworth, NJ 07933

@ Srainless, ine.

New Towers, Antenna Structures

Engineering Studies, Modifications

Inspections, Erection, dnlt
North Wafes, PA 1

215 899-4871 FAX 699-9597

Towers and Antenna Structures
Robert A. Shoolbred, PE.

1049 Morrison Drive
Chadeston, S.C. 29403 = 803) 577408t

SG Communications, Inc.

TVIFM R¥ Systems Specialists
AF System Measurements-
Tower Erection & Manienance
1—800—824-7865 Tucson, AZ
1—800—874-5449 Tampa, FL

KLINE TOWERS
Towers, Antenna Structures
Engineering & Installation
P.O. Box 1013

Columbia, S.C. 29202
Tel: 803 251-8000 - FAX 251-8080

@ COEMUNICATIGNS, .

RF DESIGN & INSTALLATION SPECIALISTS
LARCAN SOLID STATE TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEBLANC & ROYLE TOWER SYSTEMS
14440 CHERRY LANE CT LAUREL MD 20707
TEL: 301-496-2200 FAX: 301-498-7952

A\ riron me.

ENGINEERS & MANUSACTUREAS OF
SOLI0 STEEL TOWER STRUCTURES
PHONE 219-936-4221
FAX 219-936-6796
PO. Box 128, 1200 N Oak Rd
Ptymouth. IN 46563

New twers, tranamitier bulidings, sarth
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Tower Structures, Inc.

1000 Nirvena Averwe
Chuls CA 2011
s1ya21-118

Fax: 6194210533  Lic. No. 254513

@ ENGINEERING SERVICES
|
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Tower and Anierea Beooort Brsioms Aayeia,
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dviwon  CENTRAL TOWER INC.
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oSt 7830 (phone) 812-853-0596
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SERVING BROADCASTERS
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(405) 946-5551

L) TOWER NETWORK IER_V‘IEEI_
Lt DISCOUNT RATES
FLASH TECH / EG-G
NATIONWIDE SERVICE
{305) 989-8703
STROBE LIGHT REPAIR

—— ENGINEERING COMPANY

11211 MATY SREEWAY. BUITE 300
HOMSTON, TERAS T7OTD
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THETREERES anp (BOTALLED
W. K. (BiLY) CORDELL, P.E.

171124383038 ’ PANE (FI3IOB4- 0044
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S & M Associates, Inc.

¢ Transmitter installations &
supervision

* Installations of any manufacturer
¢ 10 years experience

MAGRILL & ASSOCIATES
Radio Technical Consultants
Computerized Froquency Seorches - FCC Appfiartions
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Upgrades ) Construction
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PROFESSIONAL CARDS

du Treil, Lundin & Rackley, Inc.
A Subaidary of AD. Ring PC.

1019 19th Sireer. N.w.. Suile 300
Washington, D.C. 20036
Telephone: 202-223-6700

Moanber AFCCE

CTONSULTING ENGINEERS
7901 YARNWOOD COURT
SPAINGFIELD . VA 22153

(703)569 - 7704
MEMBER AFCCE

LOHNES & CULVER
Conaulting Radio-TV Engineers
1156 15th. St. , NLW. , Suite 806

Washington , D.C. 20005

@ (202) 296-2722
Membus AFCCE

Bimgs 10as

SILLIMAN AND SILLIMAN
8121 Georgia Ave. #700
Silver Spring. MD 20910

ROBERT M. SILLIMAN, P.E.
(301 589-8288

COHEN, DIPPELL
and EVERIST, P.C.

CONSULTDING ENGINEERS
1300 “L" STREET. N.w. SUITE 1100
Washington, D.C. 20005
(202) 898-0111

Member AFCCE

Moffet, Larson & Johnson, Inc.
Censulting Telecommunications Engineers
Two Skyline Place, Suite 800
5203 Leesburg Pike
Falls Church, VA 22041

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS
Box 280068
San Francisco, California 94128

Jules Cohen & Associates, P.C.
Consulting Electronics Engineers
Suite 600
1725 DeSales, N.W.
Washington, D.C. 20036

THOMAS B. SILLIMAN. P.E. 5660 H (415) 3425200 Telephone: (202) 659-3707
(812) 8S3-9754 J,?%gi%ism E (202) 396-5200 Telecopy: (202} 653-0360
Member AFCCH Member,AFCCE Member AFCCE Member AFCCE
CARL E. SMITH VIR JAMES

CONSULTING ENGINEERS
AM-FM-TV Engineening Consuliants
Compiete Tower and Rigging Services
“Serving the Broadeuxt Induxiry
Jor over 50 Yeurs”

Box 807 Bath, Ohio 44210
(216) 659-4440

CONSULTING ENGINEERS
Applications and Field Engineering
omputerized Frequency Surveys
3137 W. Kentucky Ave.—80219
(303) 937-1900
DENVER, COLORADO

Member AFCCE & NAB

E. Harold Munn, Jr.,

& Associates, Inc.
Broadcast Engineenng Consuitants
Box 220
Coldwater, Michigan 49036
Phone: 517—2768-7339

Mullaney Engineering, Inc.
Contuiting Telecommumcations Enginesrs
9049 Shady Grove Court
Gaithersburg, MD 20877

301-921-0115
Member AFCCE

HATFIELD & DAWSON

CONSULTING ENGINEERS
4226 SIXTH AVE. NW.
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
TECHNOGLOGY. INC
1. Cabot Goudy. PE.

PRESIDENT
TOWERS. ANTENNAS, STRUCTURES
New Tall Towery, Exssung Towen
Studes. Analysis. Design Modficanons.
Inspections. Erection. Etc

6867 Elm 51 . McLean, VA 22101 1 7021 356-9765

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS

P.0O. BOX 180312
DALLAS, TEXAS 75218

TELECOMMUNICATIONS (FCC, FAA)
CHARLES PAUL CROSSNO, P.E.

(214) 321-9140 MEMBER AFCCE

JOHN F.X. BROWNE
& ASSOCIATES, PC.
525 Woodward Ave.
Bloomfield Hills, MI 48013
(313} 642-6226
Wwashington 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

/

OMMUNICATIONS TECHNOLOGIES INC,

CORSULTANTS

LAWRENCE L. MORTON
ASSOCIATES

1281 MESA OAKS LANE
MESA DAKS CAUFORMA 9343

WA

L e )

b LAWRENCE L. MORTON, PE.
AM ¢ Fu e TV
APPLICATIONS « FIELD ENGINEERING
% ::N:l: M u:ltmu:t i PO, no,: :g MEMBER AFCCE
(607 9850077 FAX: (999) 965-610 {805) 733-4275 / FAX (BOS5) 733-4793
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Consulting Engineers

PAUL DEAN FORD. PE.

BROADCAST ENGINEERING CONSULTANT
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AM-FM-TV-CATVITFS Cellular

RICHARD L. EIBYi gsme
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SERVICES. pC,
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& Associates, Inc. Broadcast Telecommunications ; ;
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icati I i 3975 University Drive, Suite 450
Applications e Inspections Donm;t:" :; I:trccom:imd 1036 Wiliom Hilton Phwy., Suite 200F Fﬁr",‘l‘r’,m 2030
Call Toll-Free M N Hilton Heed ls., 5.C 29928 (202) 332.0110  (703) 5910110
(800) 969-3900 Suite 410 e Aot £00-777-5417 §03.785-445 Fax (70) s91.0118
1515 N Court House Rd, Arlington, VA 22201 (301) 587-8800 20910 FAX 803-842-3371 Membder APOCE
AFCCE
DON'T BE A STRANGER pontact PROFESSIONAL/SERVICE AR ol
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your Proless or Service Card here It wil be
seen by stabon and cable TV Syslem owners
and decision makers

* 1989 Readership Survey showng 3 7 readers
per copy

1705 DeSales St., N.W.
Washington, D.C. 20036
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52 weeks - $40 per insertion

26 woeks - $50 per insertion
There i3 a one time typesetting charge
of $20. Call (202) 659-2340.

Federal Communications
Consulting Engineers

P.O. Box 19333
20th Street Station
Washington, DC 20036
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CLASSIFIED

See lust puge of Classified Section for rutes, closing dates, box numbers and other details.

e —
RADIO
HELP WANTED MANAGEMENT

Director of radlo. Northwest Public Radio, a lead-
ing public radio organization and producer of
NPR’s Bob & Bill, seeks manager with strong pro-
graming and management skills. Excellent living
environment; compelitive salary and benefits; pro-
gressive licensee. Application review begins
March 4; open until filled. For information packet
contact Radio Search, NWPR, Washington State
University, Pullman, WA 99164-2530, 508—335-
6511. WSU is an EO/AA employer and educator.
Protected group members are encouraged o ap-
ply. o

Come home to Long Island. WBAZ, 101.7FM,
Southold Eastern Long Island’s market leader,
seeks a malture, experienced station manager/
general sales manager. Intelligence, innovation,
integrity and hands-on sales leadership are man-
datory. Call Jana. 516—765-1017 today M/F,
EOE.

Station manager opportunity for experienced
small market manager looking for a career ad-
vancement. L&M Broadcasting Coc. in Lincoln, Illi-
nois is seeking the right individual to provide
WPRC/WESZ the many skills gained from working
small market radio. If this interests you send your
resume to Stephen Lovellette, LAM Broadcasting.
PO Box 190, Lincoln, IL 62656, EOE.

GSM: Group operator, Top 75 Northeast markets
looking for goal-oriented GSM to head AM/FM
sales team. Must train, motivate, set and achieve
goals, be a Hi energy leader strong in promotion-
al, CO-OP vendor and development skills. Are you
ready for this tall order? Excellent compensation
package for right person. Step up 0 a big oppor-
tunity. Send resume and history. EOE. Reply Box

General manager needed for southem lllincis
multi-station market FM. Only GMs or GSMs with a
solid management baCkground and proven sales
history considered. Material submitted should
convince us of your ability to Create and operate a
truly outstanding station. Group owner. Include
salary history. resume and references in first letter
to Box B-3.

General sales manager: WJMH-FM, a fast grow-
ing Churban station in the Greensboro market. is
seeking a GSM. Must have 2 years sales manage-
ment experience. Send resume to: Roger Stock-
ton, PO Box 19990, Greensboro, NC 27419. EOE.

GSM-Opportunity of a lifetime. Baltimore's Clas-
sic Rock. 100 GRX, is looking for a results oriented
leader with sales management experience who is
atrainer, planner, and doer. Be prepared to take a
station that sounds great to a station that bills
great. EOE. Send resume with references 10: Gen.
Mgr., WGRX, 540 East Belvedere Ave.. Suite 204,
Baltimore, MD 21212.

No. VA Class A FM, well equipped, AC format,

small market, with big growth potential, needs,

manager strong in sales. EEO employer. Reply
Box B-1.

High-performing GM/sales wanted to lead sta-
tion and purchase equity in Class B FM north of
San Francisco. Majority control for $45,000 cash
plus note and attainment of sales goals. EOE.
Replies 10 Box B-4.

We need a marketing consultant for our CHR top-
rated 50,000 Walt Mitwaukee FM. Must have prov-
en track record with new business development.
both agency and direct. Must possess strong ne-
gotiation skills and ability to overcome objections
through promotions and valye added selling.
Send resume to: HOT 102/WLUM-FM, 2500 N.
Maytair Rd. #390, Milwaukee, WI 53226. Aften-
tion: Bill McNulty, GSM. Equal opportunity em-
ployer.

Experienced professional salesperson: North
Carolina 100.000 watt ma-ket leader seeks experi-
enced professional salesperson for established
account list. Resume and requirements to Post
Office Box 609, Kinston, NC 28502. EOE.

Group broadcaster is seeking experienced ac-
count executive for successiul Coastal market op-
eration. Excellent opportunity for sales profession-
al desiring a career change or for a seasoned
broadcast account executive. Management op-
portunity is there plus solid eaming potential.
Send resume. including compensation history,
references, and billing track record to Box B-5.
ECE.

Advertising sales: We are looking for an experi-
enced account executive to join the Capital Dis-
trict’s top rated fastest growing radio station. All
candidates must be assertive and professional.
Minimum 2 years experience in radio broadcast
sales. Excellent commission structure and bene-
fits. Send resume to: General Sales Manager,
WGNA AM/FM, PO Box 1077, Albany. NY 12201-
1077. WGNA AM/FM is an EOE.

Radio account executives needed: We have
sales jobs in all markets. If you're ready tor a move
or just want to see what's out there call now. Radio
Placement Services. 516—367-3790.

Colorado Springs, sales manager: KIKX FM
CHR. 7.5 share ranks us #3. Looking for sales
manager with the experience, track record, and
attitude to make us a million dollar biller in a ten
million dollar market. Send compiete resume, re-
cent photo, eamings history, and a statement of
your belief as 1o the job description and responsi-
bilities of a sales manager lo: John Dantzer, GM,
KIKX, 304 South Bth Street, Colorado Springs. CO
80905. EOE.

HELP WANTED ANNOUNCERS

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, [azz mu-
sic and in-depth news and public affairs. If you're
talented. dedicated to the finest in non-commer-
cial fine arts, jazz and news broadcasting and
interested in exploring all the pessibilities, send a
non-returnable cassette that displays your finest
radio talents, letter of interest and current resume
to: KXPR/KXJZ, 3416 American River Drive, Suite
B, Sacramento, CA 95864. We'll send you a job
application and list of job descriptions when avail-
able. No phone calls will be accepted. Equai op-
portunity employer.

Disk Jockeys needed: We have jobs in all mar-
kets. Earn what you're worth All formats. Call
Radio Placement Services now. 516—367-6273.

Announcer: University owned public radio sta-
tion has immediate opening for versatile an-
nouncer-producer. Competitive entry level sala-
ry plus 12 days annual leave, 11 paid holidays
and paid retirement. Applicants should have
good working knowledge of jazz music. Classi-
cal background helpful. Send tape including
news and different types of jazz, music, resume,
references to Dick Ellis, Director, WETS-FM, Box
21, 400A, East Tennessee State University,
Johnson City, TN 37614. Affirmative action/e-
qual opportunity employer.

HELP WANTED TECHNIAL

New England group engineer: 3FM/2AM stations
in markets that offer everything from mountains to
the ocean. Well equipped facilities in excellent
medium markets. |f you are strong in RF/AF, facili-
ties build-outs and want to join a major group with
a high engineering consciousness. let us hear
from you. All replies will be held in confidence.
SBE certification desirable. Reply Box A-55. Equal
opportunity employer.

HELP WANTED MEWS

Beautiful Napa Valley California’s only AM-FM
radio stations..KVON KVYN, seeking morming
news anchor. Prefer female to work with all male
leam. Stations recognized for local news commit-
ment. 45 miles from San Francisco. Send resume
and cassette 10 Tom Young, KVON, 1124 Foster
Read. Napa, CA 94558. EOE.

New West Texas CHR looking for program direc-
tor/morning person. Must be able to work with
consultant, put together staff and bring Outra-
geous promotions to the table. Versed in guerilla
tactics. Group operator. Kick-off date February
15th. EOE M/F. Reply to Box A-53.

WHYY-FM, Philadelphia’s NPR news and infor-
mation station has an exciling and unique oppor-
tunity for an Arts Reporter/Producer. Responsibil-
{lies include producing features and Stories for
nclusion in Morning Edition and local magazine/
talk programs. Will also cover a wide range of
Cultural and arts issues including profiles of exhib-
its, performers, writers and artists. Requires excel-
fent production and interviewing skills. We wel-
come your resume and audition tape addressed
0. Personnel, WHYY-FM, 150 North 6th Street,
Philadelphia. PA 19106. EOE M/F.

22 year programing, management and on-air
professional with heavy promotion, programing
and sales experience Seeks first GM challenge.
Bottom line oriented, creative, mctivated, orga-
nized, community involved with people manage-
ment degree. Will relocate 10 most markets for
right opportunity. Mr. Franz 412—487-6984.

Aggressive bottom line GM/GSM available to-
day! Proven sales record in large and small mar-
kets. Call Tim Bryan, CRMC 919—256-4019.
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Seeking GM position, Turn around or start-up
considered. 30 years - management, sales, pro-
graming, air talent Mature, honest, dedicated.
Chuck 512—643-5125.

Winning programer seeks group programing
position with solid company. Over 20 years expe-
rence al delivering group ratings iike 11.6 to 18.4,
7.9 to 14.3 and start-up at 10.3. These ratings
increased prior group revenue by $1 million + If
your group can Lise my expertise call W.R. 412—
487-6984.

Selling GM avallable now to fix or improve your
station. Aggressive manager brings resulls fast.
Call John 702—827-5118.

Searching for professional, positive, stable own-
ership to work with! You get leader experienced in
all aspects of radio! Last 14 years successiul
ownership, sales, management! Currently GM/
GSM. Get full details now! Reply Box A-57.

Small market selling GM seeks new challenges.
16 years exp. 34 yrs. old. Presently managing
successful small market AM. In addition 10 GM
dulies also host morning show and piay by play
sports Past Chamber President. Active in local
civic clubs & church activities. Married 1o Nurse -
2 chidren. Prefer Southeast. Reply Box A-38.

interim management/sales promotion: 14 years
sales, promotion, and proven management expe-
rience Greg Biggs will make you money. Call
405—721-9877.

Experienced GM with strong sales, engineering,
and programing background seeking Western
states opportunity. Developed sales programs to
generate new business and train entry level sales-
people. Completely familiar with keeping costs
down and getling sales up. Cail Jim Meeker 206—
353-1668.

General manager, retired. Forty year broadcast
veteran Could be of value to you. from babysitting
property {o total hands-on operation. All areas
considered. Prefer upper Midwest. Sunbelt, San
Francisco Bay Area. Reply Box B-7.

20+ year pro will provide management, sales,
staft recruitment, training, programing. promo-
tions, small/medium markets on interm basis.
Stant-up and turnarounds welcome. Can provide
maintenance. Reply to Box B-6.

Radio seles veteran: Five year average sales
$185,000 - 30,000 market. Seeks management or
sales opportunity Excellent references. credit and
leadership qualities. All inquires answered. Reply
Box B-8.

Major league PBP talent. Triple "A" experience.
write Box A-40.

Experienced, enthusiastic, hard working PBP -
high school football & basketball - reéady for next
step up. Accustomed 10 long hours. Prefer south-
east. Reply to Box A-58.

Hometown radio: | love remotes from county fairs
and Fourth of July celebrations. I've done news,
music, talk. Professional spot, news. and feature
writer. Not a kid looking for a start: | want a perma-
nent home in lo¢al radio, in a good town to raise
twin boys. Make me part of your community. John,
603—497-8339.

SITUATIONS WANTED TECHNICAL

Stable radio/TV englneer with high standards. 17
yrs. broad experience in medium market. Seeks
C.E. or other positions. Board shift possibte. Can
relocate and will consider all offers. Reply to Box
A-59.

Major market anchor: Exceilent background in
Los Angeles and San Francisco, seeks large mar-
ket anchor slot. Call 619—325-6642.

Who needs a blind box? I'm proud of my name.
Jackson Kane looking! Under-capitalization sank
ship. Medium, big. major market N.D.. anchor,
internationally honored editorialist. Out of country
correspondent duty. Lebanon, Israel, El Salvador.
It you're serious about information and ratings
think seriously of me. Family, dogs. cat and ger-
bils; you get them all for the price of one. 405—
728-0130.

General sales manager: Medium market NBC
station in Texas. Must ‘have 1 to 2 years sales
management experience. Send resume and refer-
ences to Box A-63.- EQE.

California’s #1 Independent TV station seeks to
fill the position of Marketing Specialist (Southern
division). Broadcast sales experience preferred.
Pasition requires skills in creation of new business
and servicing existing accounts. Comprehension
of independent television helpful. immediate reply
essential. Send resume to: Personnel Department
KMPH-TV, 5111 E. McKinley Ave., Fresno, CA
93727. Applications will be accepted until 2-15-
91. No phone calls piease. An EOE M/F/H.

National sales manager: Top CBS affiliate in
Sunbelt seeks experienced professional with
strong national sales background; minimum two
years required. Good research and communica-
lions skills a must. Local sales background pre-
ferred. Send resume, salary history, sales philoso-
phy to: WTVR-TV, 3301 W. Broad St., Richmond,
VA 23230. No phone calls please. M/F/EQE.

26 year country radio pro. Family man Iooking

for right P.D. slot. Available immediately. "The

Colonel" B04—744-2330.

Imaginative comic air-talent of the 80's ready to
pounce. Writing, production, voice characleriza-
tions more. Currently at top rated, top 20 station in
So. California market. AM drive/overnights pre-
ferred. Willing to travel. Salary negotiable. 619—
281-6778.

Make money in voiceovers. Casselte course of-
fers marketing and technique for success in com-
mercials and industrials. Money-back guarantee.
Call for info: Susan Berkley, 1-800—333-8108.

ey s
TELEVISION
NELP WANTED MAMAGEMENT

KOKH-TV, Oklahoma’s #1 Independent, has a
sales management opportunily. The winning can-
didate will have national experience, be a people
molivator, have good communication skills and
have the aggressive spirit that accomplishes
goals. Send resume to James L. Harmeyer, Presi-
dent and General Manager at 1228 E. Wilshire
Blvd.. Oklahoma City, OK 73111. Phone calls wel-
comed 405—843-2525.

National sales manager: WMC-TV immediately
needs a bright, aggressive communicator with
minimum of 2 to 3 years of hands-on NSM, or
national rep, experience. PC/Marshall Marketing
skills extremely helpful. Send resume to: Joe Coo-
per, Asst. GM/Sales, WMC-TV, 1960 Union Ave-
nue, Memphis, TN 38104. No calls please. WMC-
TV/Scripps Howard Broadcsling is an affirmative
action/EEQ.

TViradio national sales position. Immediate open-
ing with broadcasting's oldest (38 years} media/
merchandising/marketing, media sales-promation
firm. TV/radio sales experience required. Full-time
travel, Monday through Friday. Substantial draw
against generous commission. Resume and recent
picture to John Gilmore, President, CCA. Inc., PO
Eg)é 181, Westport, CT 06881. 203—226-3377.

Chief engineer for a VHF Midwest network affili-
ate. This candidate mus! possess a working
knowledge of all technical equipment as well as a
motivator and manager of a 31-person depart-
ment. In addition, the candidate must have the
expertise in preparing operating and capital bud-
gets. Mail resume to P.H. Fredericksen, PO Box
10305, Des Moines, IA 50306. All replies held in
strict confidence. EEQ Employer.

Maintenance technician needed by expanding
Hollywood production/post-production facility. Fa-
miliarity with cameras, switchers, effects devices,
and recording formats a must. Systems trouble-
shooting experience desired. Mobile experience a
plus. Compensation commensurate wilh experi-
ence. Send resume to B-9. EOE.

GW Television, the professional television facility
ot the George Washington University, is seeking
TV maintenance engineers to fill current vacan-
cies. The position requires a background in elec-
tronics with at least 3 years experience in televi-
sion production/broadcasting. We are Iooking for
candidales with a demonstrated ability to follow a
preventative maintenance program. {o maintain
and repair produclion and broadcast equipment,
and 10 trouble-shoot problems 1o the component
level. An FCC General Class Radiotelephone Li-
cense is essential. The position ofters full Universi-
ty benefits with a salary of $30,000 +, commensu-
rate with experience. The George Washington
University is an equal opportunity employer and
encourages minority and femaie applicants.
Please apply in person Monday-Friday. 9:00-4:00
or send resume to GWU Personnel Services, 2125
G Street, NW. Washington, DC 20052. EOE/AAE.

Chief engineer: Needed - a hands-on team play-
er willing to be involved in all station activities, with
the following minimum qualifications: 5 years UHF
transmitier operation experience, knowledge of
operation and maintenance of BPW, BVU, Beta-
Cart, GVC MC and all current TV systems and
products. Expertise in ¢computers/automation sys-
tems critical. Motivational and interpersonai skills
a must as is the ability to budget and strategically
plan a growing engineering and production de-
pariment. If you have a géneral class FCC license
andor ESB certificate, can turn on a dime and
want to be a part of an already successful Fox
affiliate, ptease send resume to: GM, WTTO-TV,
PO Box 832100, Birmingham, AL 35283, EOE
M/F.
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Wanted: A leader for the station with the highest
ratings in the nation. WOAM-TV, Laurel-Hatties-
burg. MS - NBC - needs a news director. He or
she will direct newscasts that achieve 70+
shares, in one ol America's top 10 small cities.
Send resume 1o Cliff Brown, WDAM-TV, PO Box
835, Laurel, MS 39441-0835. Phone: 601—544-
4730. EQE.

TV sports personality: Number one news station
in Southeastem US medium market seeks creative
sports personaliity. At least two years full-time TV
sSpors anchoring/reporting experience required.
Must produce lively sportscasts/reports and enjoy
covering local non traditional sports and leisure
activities. Must sand recent photograph with con-
fidential resume and salary history, plus cover
letter describing how above objectives are met, to
News Director, Box A-66. Minorities encouraged
o apply.

Local CBS affiliate looking lor a producer for
nightly newscast, with strong writing skills, good
news judgement, knowledge of graphics a must.
Minimum one year news reporting experience.
Send tape and resume to Steve MacDonald,
KTVA, 1007 W. 32nd Ave., Anchorage, AK 99503.
No phone calls please. Equal opportunity employ-
er.

Producer: Immediate opening for a show produc-
er for evening newscast. Applicant must be an
experienced television news producer in a medi-
um to large market with familiarity in ENG and
SNG field praduction techniques. Excellent writing
skills are required. Strong interpersonal skills and
organizational abilities essential. Tape and re-
sume 10: Jim Prather, Assistant News Director,
E’VMAR«TV. 6400 York Road. Baltimore, M0 21212.
QOE.

Great Lakes group owned network affiliale seeks
general assignment reporter. No beginners. Send
resume to Box B-10. Affirmative action/EOE.

Reporter/weekend sports anchor lo specialize
in leisure time activities. Creative person o draw
non-sports fans to the sportscast. This person
covers what people do 10 have tun, not just high-
lights and talking heads. Tapes and resumes 10:
Perry Boxx, News Director, WWMT, 590 West Ma-
ple Street, Kalamazoo, MI 49008. EQE.

Notice of position. Position title: Program devel-
opment coordinator. Duties: Assist the executive
director in setting programing priorities. Responsi-
ble for the coordination of all production and pro-
graming activities, including solicitation. lunding
racommendations, screenings, cataloging, mar-
keting and distribution. Qualificalions: Knowledge
of production, distribution and the Public Broad-
casting System required. Send resume to: Mabie
Haddock, Executive Director, National Black Prc-
graming Consortium, 929 Harrison Ave., Suite
104, Columbus. OH 43215. Salary: $30,000 annu-
ally. plus benefits and travel. Deadline: February
8. 1991. EOE

Traffic/accounting person needed for software
installation and phone support for our growing
number of stations. 2-3 years experience in televi-
sion traffic/accounting required. PC knowledge a
plus. Travel will be required and relocation to
Western Massachusetts is possible. Send resume
and references to VCI, PO Box 215, Feeding Hills,
MA 01030-0215. EOE.

Traffic position available: Aggressive Conn.
television station seeks a highly organized detail
oriented person with Columbine experience.
Please send resume and cover letter to: Reply
Box B-11. EOE.

Kansas Regents Educational Communications
Center (ECC) seeks graphic designer Il. ECC
serves the Kansas Regents Institutions, public
schools nationwide and the general public with
educational programing delivered via sateliite,
video tape and other technologies. New $4 million
facility opens in March. Graphic designer respon-
sible for all ECC print and electronic graphics,
from desktop publishing to character generation
and high end computer graphics stations. Will
head graphics department and recommend TV
graphics equipment. BA in Ar or equivalent de-
gree required, supplemented by one year of ex-
perience in commercial art graphic design. illus-
tration or drafting. 5 years commercial experience
(3 in computer graphics, deskiop publishing or TV
paint Systems) preferred. Education/experience
substitutions allowed. $21 + K. Send resume and
three reference letters by February 28 to Mel
Chastain, Direclor, ECC, Bob Dole Hall, KSU,
Manhattan, KS 66506. EEO/AA. Women and mi-
norities encouraged 10 apply.

Program/Community affairs director: WSYX-TV
{ABC) Columbus, Ohio currently has an opening
for the above position. Candiates should have at
least five years program director expenence and
be able to show a strong track record of success,
along with résearch and program production abili-
ties. Resumes should be send to Tony Twibell,
Vice President and General Manger, WSYX-Tv,
Job #01219101, PO Box 718, Columbus, OH
43216. (No phone calls please). Company is an
EOE and encourages qualified minority and wom-
en applicants.

Director of programing and operations. Man-
ages programing. production and pubhic affairs
departments. Supervise live, daily hour-long
morning program. Responsible for station studio
and remote production. commercial production.
Minimum five years experience in current televi-
sion station production. Must demonstrate solid
record of accomplishments as director and pro-
ducer in local television programing and produc-
tion. Require skill as a supervisor who can lead.
train and motivate professional staff. Send resume
to: Becky Strother, WVTM-TV13, PO Box 10502,
Birmingham, AL 35202, An equal opporunity em-
ployer.

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.

Want back in broadcasting after 4 year hiatus as
VP/publisher newspaper group. Experienced as
TV general manager/TV GSM/NSM/LSM and AE.
Retail management. | know how to sell and moti-
vate. | can increase revenue and cash flow. Mike
Lennon 3412 NE 26th Ave.. Lighthouse Point, FL
33064. 305—785-6678 or 305—785-2518.

General manager-plus past 25 years! Cutstand-
ing record of achievements! Has produced spec-
tacular ratings, sales, profits; prestige nationwide!
Expertise: management, sales, programing,
news, promotion; turnarounds! Compensation
based on performance! Also, outside board direc-
tor! Reply Box B-12,

SITUATIONS WANTED TECHNICAL

Award winning midwest news anchorman seeks
sunbeit relocation. 15 years experience. #1 news
ratings. Reply box A-29.

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.

Senior maintenance engineer, 20 years, D2, Be-
tacart, Chyron, 1%, TCR, BVW755P, kegami, Cal-
gary + Seoul Olympics. major market, post, stu-
dio + remotes. Resume 204—831-5249, Fax
204—474-1180.

Excellent, experienced sportscaster looking for a
fine station in which to work, also knowledgeable
newsperson. 216—929-0131.

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.

Meteorologist: 5+ years experience ready 1o join
your winning news team. Have also produced and
hosted two half-hour weather specials. Call Mark.
606—278-0221.

Breaking away! CBS News producer/writer with
management experience. Twenty-five years in the
broadcast trenches. Peabody and Emmy credits.
Ready for new vistas and fresh air! Charles Kuralt
(CBS) and Bill Moyers {PBS) among my advo-
cates. Call Norman Morris, 201—239-8622.

LookIng for a qualified camera person, CG oper-
ator, production assistant, MCO? Give me a call, |
can help. 801—565-1726.

Recent graduate seeks entry level position where
interest in television production can be utilized
and developed. Willing to relocate. Box 51, Grit-
fithville, AR 72060. 501—323-4446.

Attention job-hunters! Our consultancy offers a
full range of personalized services including em-
ployment listings nationwide: FREE referral with no
placement fees; written demo tape evaluations;
individualized coaching; and much more! Now in
our 7th year. Media Marketing/THE HOT SHEET,
PO Box 1476--SFB. Palm Harbor, FL 34682-1476.
B13—786-3603.

Bill Slatter and Associates gets you that better
TV job. Coaching and placement help for repor-
ers. anchors, weather, sports. Help with audition
tape. 601-446-6347.

CABLE
HELP WANTED SALES

Top 100 cable company MSO, seeks experi-
enced and seif motivated broadcasting sales ex-
ecutive to develop and manage company's bar-
teriradeout business in its operating systems in 5
states. Individual must have proven barter/trade- !
out skills and be willing to travel from company's
home office. Salary plus commission and bonus
and benefils available. Contact Greg Kriser; COO
& Exec. VP, Helicon Corp., 630 Palisade Avenue, |
Englewood Cliffs, NJ 07632, 201—568-7720 Fax:
201--568-6228. EOE.
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ALLIED FIELDS

Broadcasting: Indiana State Universily seeks an
assistant professor, tenure track, to teach courses
in Broadcast Journalism, Fundamentals of TV Pro-
duction, and other courses of expertise. Ph.D. or
near, and professional experience required. Com-
mitment 10 research and scholarship expected.
Evidence of teaching effectiveness and profes-
sional/scholarly performance. Send letter of appli-
cation, current vita, names and phone number of
three references to: Joe Tenerslli, Area Head. De-
partment of Communication, indiana State Univer-
sily, Terra Haute. IN 47809. Materiais received
after March 1, 1991, cannot be guaranteed con-
sideration. AA/EQE.

Duke University, Public Policy: The Department
of Public Policy Studies seeks applications for the
Eugene C. Palterson Professorship, we seek an
emineni practitioner in the general areas of media
or communications, with preference given o one
whose career, wriling, ¢r oOther professional
achievement signifies commitment to the institu-
tion of free and forthright journalism in American
society. The Paltterson Professor will be responsi-
ble for teaching several courses #ach year and
contributing to the development of Duke's Center
for the Study of Communications and Journalism.
The initial appointment will be for a term of five
years, beginning September 1, 1991. Application
materials should be sent to Professor Philip J.
Cook, Department of Public Policy Studies. 4875
Duke Station, Durham, NC 27706. Applications
received before March 1, 1991 will be considered.
An EO/AA employer. Women and minority appli-
cants are encouraged 10 apply.

Seek tenure-leading Assistant Profgssor in
Broadcasting starting in August. Will be filled at a
higher level if successful candidate possesses
exceptional qualifications and credentials. As one
of the nation's better known quality undergraduate
programs and a growing one at the Master's level,
the University of Nebraska-LinColn requires a
Master's minimum (Ph.D. preferred) with out-
standing relevant experience. Must have a com-
mitment to Classroom instruction and in helping
foster a continuing climate of excellence. Submit
cover application along with vita, including
names, addresses and telephone numbers of a
minimum of three references, indicating areas of
interest, postmarked by March 1 to: Broadcasting
Search Committee, College of Journalism, c/o Of-
fice of the Dean, University of Nebraska-Lincoln,
Lincoln, NE 68588-0127. 402—472-3041. Affirma-
tive action/equal opportunity employer.

Assistant professor of radio-television. Eastem
Washington Universtty invites applications for this
probationary, tenure-track position which will be
available commencing fall quarter of the 1991/32
academic year. Responsibilities include teaching
approximately thirty-six (36) credits per academic
year in television production, supervision of stu-
dent on-air production, television and the human-
ities and creative programing. Doctorate pre-
ferred, but Master's with significant professional
experience in television production will be seri-
ously considered. Salary commensurale with
qualifications and experience, Review of applica-
tions will begin March 1, 1991, Submit letter of
application, resume and three references 10: Mr.
Lew Boles, Chair, Search Committee, Department
of Radio-Television, MS # 104, Eastern Washing-
ton University, Cheney, WA 99004, AA/EQE.

Trafner/client services rep: Software vendor
needs person with broadcast administration back-
ground, Enterprise Systems expenence helpful.
Must be seif motivated. organized. and have good
people skills. Extensive travel required. Compeli-
tive compensation package. Send resume, refer-
ences & salary history to: Reply Box A-60. EQE.

Faculty positions: Lyndon State College is a vig-
orously growing comprehensive institution with
degrees through the master's levei, Nestled in the
mountains of Vermont's Northeast Kingdom, Lyn-
don enrolls 1150 undergraduates and 200 gradu-
ate and non-degree students, and employs 60
full-time and 50 adjunct faculty. Lyndon's facuity
are especially attentive to an academically di-
verse student body, including a growing number
of non-traditional students. The College’s mission
emphasizes personal attertion to individuals. Fac-
ully are active in campus governance and com-
munily service, while effective teaching 1s an im-
portant measure for continued employment.
Successful candidates will also demonstrate abili-
ty to work harmoniously with colleagues in the
department and share advising dulies. Pricr
teaching experience is desirable unless noted.
The posilion below is tenure-track, and unless
otherwise stated, requires an appropriate doctoral
degree for award of tenure; Candidates who are at
dissertation stage in active pursuit of a doctorate
may be considered. Salary is commensurate with
experience; generous benefit package is provid-
ed without employee contribution. Academic year
opens August 27, 1981 Communications Arts &
Sciences: Television Broadcast Journalism.
Teaching all aspects of television news produc-
tion; reporting. writing. video editing, shooting.
News director for region’s only daily local news
cablecast, statfed by advanced communication
students. 225 undergraduates enrolled in pre-pro-
fessional programs lelevision, radio and visual de-
sign. The successful candidate will be involved In
curricular development with five full-ime telecom-
munications staff members. Video production fa-
cilities are 1/2” induslrial VHS, 3/4", Betacam; two
audio production labs include multi-track analog
capabilities. Applicant musl have minimum three
years experience as reporter or news director/pro-
ducer; master's degree required (in journalism
preferred); other master's degrees acceptabie
with extensive appropriate expenence. Send letter
of application and vita (listirg at least three refer-
ences) to Chair, Faculty Search Commiltee, cio
Associate Dean Hruska, Lyndon State College,
Lyndonvilie. VT 05851. Closing date: February 15,
1991. Lyndon. as an equal opportunity employer,
invites applications from women and from minority
and handicapped persons.

Graduate assistants: Soiss State Universily is
seeking graduate assistants 10 pursue a master's
degree, while working at the BSU Radio Network.
BSU Radio is a public radio service consisting of
three stations and five translators. and is affiiated
with both NPR and APR. The network serves a
major portion of Idaho - as well as adjacent sections
of eastern Oregon and Northem Nevada. BSU Radi-
0's assistaniships are available In {1) News, (2)
Engineering, (3) Management. (4) Operations, and
(5) Statehouse Reporting. These are University wide
assistantships: these graduate assistants can study
in any graduate degree program. Boise Slate offers
master's degree programs in fourteen areas, includ-
ing Communication, Business, History, English, Ex-
ercise & Spons Studies, Education. Inslructicnal
Technology. and Interdisciplinary studies. Send re-
sume to Dr. James V. Paluzzi, General Manager,
BSU Radio Network, 1910 University Drive, Boise,
ID 83725. EQE

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Advertising and Promotions: Major Chicago
museum seeks highly motivated individual for its
Public Reiations Department working to advance
aggressive marketing plan. Duties include; adver-
tising placement and coordination of promotional
tie-ins & events, tourism efforts. budget projection
& tracking. and placement of radio & print adver-
tising buys. Requires two years experience in sim-
ilar position and special lraining or experience in
promotions. advertising production and media
buying. Bilinguai Spanish/English preferred. Send
resume and salary requirments to: Personnel De-
partment, Fieild Museum of Natural History, Roo-
sevell Road at Lake Shore Drive. Chicago, IL
60605. EOE M/F.

EMPLOYMENT SERVICES

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 heip. Call M.T.C.
at 619--270-6808. Demo tape preparation also
available.

Intefligence jobs. All branches. US Customs,
DEA etc. Now hiring. Call 1-805—687-6000 Ext.
K-7833.

On camera coaching: Sharpen TV reporting and
anchoringfteleprompter  skills. Produce quality
demo tapes. Critiquing. Private lessons with for-
mer ABC News correspondent. Group Workshop
March 23. 914—-937-1719. Julie Eckhert. Eckhert
Special Productions.

Wanted: 250. 500. 1,000 and 5,000 watt AM-FM
transmitters. Guarantee Radio Supply Corp.. 1314
Iturbide Street. Laredo, TX 78040. Manuel Flcres
512—723-3331.

Used 1" 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 lransmitter.
Call now. Transcom Corp., 800-441-8454.

Wanted to buy: Modern 10KW UHF air cooled
transmitter. Fax information to Chester Smith.
209—523-0898.

FOR SALE EQUIPMENT

50Kw AM: CCA-AM 50,000 (1976), excellent con-
dition. Transcom Corp.. 215—884-0888. Fax.
215—884-0738.

AM and FM transmitter, used, excelient condi-
tion Guaranteed. Financing avalable. Transcom.
215—884-0888. FAX 215—884-0738.

1Kw AM transmitters: 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.
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AM transmitters: Cont. 316F, 10KW {1980), RCA
BTA 10U, 10KW (1972), RCA BTA 5L, 5KW
(1977), CCA AMS5000D (1972), McMartin BASK,
SKW (1980), Cont. 315B (1966), McMartin BA2.5K
(1981). Transcom Corp., B00—441-8454, 215—
864-0888, FAX 215 -884-0738.

1000’ tower. Standing in Albion, Nebraska. Heavy
Kline tower includes 6-1/8" coax. Purchase in
place with land and building, or move anywhere.
Call Bill Kitchen, 303-786-8111.

Transmitters, radio & television: TTC manufac-
tures state-of-the-art low power and full power
television; and FM transmitters 10 waltts to S0Kw,
solid state from 10 watt to BKw. Call 303-665-
8000.

FM antennas. CP antennas, excellent price, guick
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 polanzed. Jampro Antennas,
In¢c. 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): AMFM 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.

Equipment financing: New or used. 36-60
months, no down payment, no financiats required
under $35.000. Refinance existing equipment.
Marx witson. Exchange National Funding. 1-
800—275-0185.

Lease purchase option. Need equipment for
your radio, television or cable operation? NO
down payment. NO financials up to $70.000. Car-
penter & Associates, InC. Voice: 504-764-6610.
Fax: 504-764-7170.

Save $3$3. 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. ER| 10 Bay with Deicers,
Shively 4 Bay, 3 Kw dummy load - cash with order
806—372-5130.

For sale: UHF transmitter, 36KW mid range, mi-
nus klystron and exciter, $60,000 cash. Call 209—
523-0777.

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. 1" - 60 minutes $24.99 in quantity. Magneti-
cally examined, cleaned and packaged. Guaran-
teed 1o perform as new. Sony, 3M, Fuji, or Ampex,
Free shipping. For more info, call Carpel Video toll
free 1-800—238-4300.

Complete low power studio. Two years old. Low
used prices. Cameras, editing console. PC-based
auto ad inserter, 3/4” tapes and players, micro-
wave ink, cables, racks...the works. Great value.
Call 601—857-1122. Ask for Wyatt Emmerich. Will
sell whole or part.

Used Wheatstone console A-32 Ex 12 Channel
or equivalent. ITC 3-D stereo cart deck with re-
cord amplifier. 1TC stereo playback cart deck.
Otari 50/50 reel-reel deck. Call Rod Chambers:
916—257-2121.

Two Betacam BVW-30 camcorders with BVW-20
portable playback deck and many accessories.
Great condition. $25,000 for package Video Ven-
tures Productions, 305—621-5266.

Used television production equipment - buy or
sell used broadcasting equipment through Media
Concepts, Inc. Now celebrating 10 years of ser-
vice to our clients. Call Media Concepls. 918—
262-3600.

RCA BTA1R 1KW transmitter; Harris 6100 Satel-
lite receive station with 6550 receiver; Gates "Ex-
ecutive” Stereo console; Microtrak, Sport 1| stéreo
consolette; Four Otars ARS 1000 automated repro-
ducers: Cart machines: three tapecaster 700s,
one Audicord; TM "Producer” commercial pro-
duction library; 350 used carls, various lengths.
803—457-3568.

Save on videotape stock, We carry 3/4" & 17
evaluated broadcast quality videotape. 3/4 20
min, - $4.59. 60 min - $7.49. All time lengths
available. Try us you'll like us. Call toll free IVC
800—726-0241,

Used/new TV transmitters, full power-LPTV, an-
tennas, cable, connectors, STL's etc. Save thou-
sands Broadcasting Systems. 602—582-6550

Used towers. Dismantled. Selt-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,

IGM/EC complete automation system, instacar,
rack. pwr. supply, manuals, islatron, includes
computer! $7,000. complete. Dave Klahr 609—
692-8888.

Televislon transmitter, UHF, TTUBDC, two excit-
ers, filterplexer, diplexer, waveguide, etc, Low
band. 702—386-2844.

Public Nofices

The Subcommittee on Budget, Finance and
Audit of the PBS Board of Directors will meet
at 1:00 p.m. on February 14, 1991 in the
officas of the Public Broadcasting Service.
1320 Braddock Place, Alexandria, VA,
Tentative agenda includes FY 1992 budget.
national program assessment poliCy. confract
approval procedures, stations on deferred or
advance payment schedules, and reports
from PBS officers.

The Executive Committee Of the Public
Broadcasting Service will meet at 9-00a m. on
February 15, 1991 at the PBS offices, 1320
Braddock Place. Alexandna, VA, The tenlative
agenda includes reports from PBS oflicers and
Board commutiees on finance. programing,
education services, ideo marketing. satelite
replacement, equal @employment opportunity.
election of new officer: 1991 PBS Meeting. and
other business.

Situations Wanted Announcers

ATTENTION, NEWS/TALK
AND FULL-SERVICE
STATIONS!

Morning host at news/talk legend seeks better
spot. Funny, topical personality does bits,
phones, commentary, keeps drivetime rolling,
makes everyone around him sound betler.
Also superb interviewer and talk show host for
middays or evenings.

Reply Box B-15.

Situations Wanted Technical

RADIO
Help Wanted News

WRITERS, EDITORS
CORRESPONDENTS,
STRINGERS

Apply now for present and future
adventures with fast-growing new
wire service. Full-time, part-time, free
lance. Writing samples and resume
to:

Zapnews Head-Hunting
Division
4002 University Drive,
Suite 200
Fairfax, VA 22030
WARNING: Don't even think
of calling us about this

ZQPNeEws

Zapnews is an equal opportunily employer

VP Engineering/
Major Radio Group

Seeks similar challenging position with a
company interested in excellence in
technical people and operations. Weil
known and respected in the industry
with over 20 years experience. Superb
references and a long track record of
successful and innovative projects as
well as a demonstrated abiiity to recruit
the top technical talent in the business.
Present position seven years.

Reply Box A-68

Situations Wonted Management

Successful Director of Sales in top
market looking for GSM opportunity
leading to general management. Ag-
gressive, creative, strong people
skills, Over 10 years experience mak-
ing impossible budgets possible! Pre-
ter Northeast but will relocate.

Reply Box B-14.

For fast
Action Use
BROADCASTING'S
Classified Advertising

GENERAL MANAGER
AVAILABLE TODAY

[ am a sales ang boftom-ne people-onented
manager As former owner, | have the knowledge
and experience to handle any situation Experi-
enced In ALL SIZE MARKETS Successiu start-
ups and fufnarounds N My background Work
ouls or sale transitions will be considered Ener-
gy. knowledge and experience. CALL TODAY
avid C Weinfeld 508—394-404
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Situations Wanted Management Continued

WHAT DO YOU WANT?

Another learn-as-he-earns GM who makes the mistakes of inexperience on
your time and money so he'll be ready for someone else in a few years? THIS
pro has long ago make his early mistakes, has learned and has suceeded. If
your station is a training ground for beginner GM's and you like it that way,
disregard the rest of this ad. However, whether you've got a turnaround
siluation or want 1o step up to the next success level, is you want a PROVEN
pro, I'M what you want! Former PD, GSM, GM and owner...a sales, sound,
goal and everlovin' bottom-line oriented GM who will not only WIN for you but
STAY WITH YOU to enjoy it! I'm choosy because this is my last move. If you've

read this far, let's talk!

601—255-9806

TELEVISION
Help Wanted News

PRODUCERS
ASSOCIATE PRODUCERS
and RESEARCHERS
Network looking for breadcast journalists expe-
rienced in science news or nutrition news. Must
have exparience in TV production and science
news or nutrition news, No calls. Send resume

and salary history to box A-51

Situations Wanted Programing
Promotion & Others

PROGRAMING WANTED FOR
EAST COAST TOURIST CHANNEL

Cable TV in popular resort area has avail-
abilities for paid programs.
CALL JOHN WILLCOX 1-800-825-7897

ALLIED FIELDS
Help Wanted Management

—

CORPORATE COUNSEL

Nationwide communications company
seeks atlorney with minimum 2-3 years
experience in radio or CATV. Excellent
benefits. Send resume and salary histo-
ry to: Greater Media, inc., PO Box 859,
East Brunswick, NJ 08816.

Greater Media, Inc.
£qual Opportundy, Achon Empioy

Programing Services

Business Opportunity

Lum and Abner
Are Back

.. .piling-up profits
tor 3pONsors and stations,
15-minute programs from

the goiden age ot radic.

PROGRAM DISTRIBUTORS & PO Drawer 1737
Jonesboro, Arkansas 72403 a 501/972-5884

The Catholic Communication Campagn is
issuing Requests for Proposals for 13 meara
projacts. The projects include telewision series
and specials, multi-media public service
camipaigns. media literacy campaigns. and
print projects. Propesers would be responsible
for the production, promotion and distribution
of most projects with the Catholic
Communication Campaign serving as
Executive Producer The deadline for most
proposals is March 15, 1991 Torequest an
RFP package. please cail:

202—541-3237
or write to:

The Cathelic Communication
Campalgn, United States
Cathollc Conference,
3211 4th Street, NE,
Washington, DC 20017

Employment Services
- r r.J 1 1 11 1 1191 |
r California ﬂ
Broadcast Job Bank
For application information call |
(916) 444-2237 [ |

Callfornia Broadcasters Associetion |

Bhnd Box Responses
BOX ?7??
c/o Broadcasting Magazine
1705 DeSales St., NW
Washington, DC 20036

{No tapes accepted)

WHY MEDIALINE INSTEAD OF 9007
Bsasiars: Madaling
% Ligts jobs taken ONLY FROM THE HIRING SOURCE
= Oflers FAST FORWARD, REWIND and PAUSE functions
8 ::fkw 65:85 NEW, CONFIRMED TV LISTINGS per

= Has an EASILY ACCESSIBLE OFFICE STAFF 10 answer
QLI

=ALLOWS YOU TO PICK UP LOTS MORE JOBS FOR
LOTS LESS MONEY!

Agk around — those i the Zurisiuiizs will tell you
NOBODY DOES IT BETTER THAN MEDIALINE
To subscribe call 800-237 B} o 408-848-5200

J THE BEST JOBS ARE ON THE LINE
P.O. Box 51908, Pacific Grove, CA 93950

Employment Services Continued

L 2 2% 23 o) s /2% 33 )

JUDI IZIVIVE
INSIDE JOB LISTINGS

RADIO » TV » ADVERTISING * CABLE
1-900-234-INFO ext. TV (ss)

$2 per munute From any touch tone phone

‘BJobLine.-

Television And Radio
Jobs Updated Daily!

1-900-786-7800

osn 24 Hours A Day $229,
7 Days A Week! Per minute

For Sale Stations

FORECLOSURE
AUCTION

2 MD RADIO STATIONS
COMPRISING BUILDINGS, TOWERS,
F.C.C. LICENSE AND
BROADCAST EQUIPMENT
KNOWN AS

STATION WDLE (FM)
Federalsburg, MD
STATION WSMD (AM)

La Plata, MD
SALES ON RESPECTIVE PREMISES
TUESDAY, FEB. 26, 1991
AT THE FOLLOWING TIMES

AT 11:00 A.M.-WOLE
112 S. MAIN ST. (Federalsburg)

Located In Caroline County
{Maryland Eastern Shore), formerly
WCTD-107.1 MH2 - Class A. Antenna
Helghts - 408".

AT 3:00 P.M.-WSMD
DUMP ROAD (La Plata, MD)
Located in Charles County (Maryland
Western Shore) near Washington,
DC 1KW. Daytime 250 watts critical
hours, post sunset authority 35
watts. Antenna Height-200'.
Financing is avallable by contacting
Mr. Jon Lewson 212—850-5342. For
complete details, contact
Auctioneers.

A.J. BILLIG & CO.,
AUCTIONEERS
16 Fayette Street,
Baltimore, MD 21202
301—752-8440
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W.John Grandy

BROADCASTING BROKER

1150 O
San Luls Obl

51, Sulte 206

For Sale Stations Continved

CASHDOLLAR

INCORPORATED

SOPKINGSROW « MUNCE . JNDLANA « 4T3

Debt and Equity Financing
317—289-7140

TOP 50 MARKET - TENNESSEE

@ Full-time AM
® Non-directional
® New Building and Equipment
® Perfect for Owner-Operator
@ Real Property Optional
® $375,000 with Terms Available

JOHN W. SAUNDERS 713-444-4477
AMARILLO OPPORTUNITY KNOCKS FORECLOSURE SALE
C-1FM Turn failing stations into satellites WDLE(FM)6kw. Federalsburg, MD
. programed from your station making WSMD(AM)1kw.D. LaPlata, MD
bl L L them profitable. Call Dan at Marti for D(AM) o O Al M
$450,000 details of PLAN A. Both Licensed & Off Air
404—355- Call Ray Rosenblum
55-6800 817—645-9163 412—963-6311
Texas FM Class A Wanted to Buy Stations

C-3 Pending
Full time AM
Real Estate Included
Near Lubbock
$110,000
$55,000 down
Reply Box B-17

SOUTH FLORIDA
WEST COAST AREA

CLasi A FM. Can be upgraded

to & Kw. Great potential. Reasonable
price.Call Don Roberts,
HOZACKO-HORTON COMPANY
813-966-3411

Radio stations wanted by
principal. Fixer-uppers
welcome if on-air. Seller can
retain minority interest.
Reply now in confidence to
Box B-16.

WASHINGTON STATE
Class A FM Top 100
$500,000 Terms

SIOUX FALLS, SD

FM Construction Permit C1
$375,000 Terms

LINCOLN, NB

NOTICE

THE CONNELLY COMPANY is NOT going oul
of business, we are NOT moving to the coun-
try. we are NOT closing offices BUT we are
SELLING stations, both RADIO and TV.

If you are a qualified buyer or have a station to
sell, call us. We match qualified buyers with
sellers. It's our job and we love it.

So, if you're a quaiified buyer or have a stalion
to sell, we want to hear from you. Experience

EARLY DEADLINE
NOTICE

Due to the President’s
Day Holiday, Deadline

FM Construction Permit “A™ and integrity make the difference. for the Febl'uary 25,
50,000 Terms THE CONNELLY COMPANY : :
1 erm o Zo’?’vf«’:'?‘ ax ,,s?_ﬁz:gs%m 1991 issue is Friday,
Dick Chapin 402—475-5285 - Kennedy, Suite 4 February 15, 1991.
Mark Jorgenson  813—264-2346 UL CHlA e ) uary 1o,
INDIANA FM/AM COMBO BROADCASTING

FOR SALE
Fox Tv

AFFILIATE
IN THE TOP 70 ADI

BIDS ACCEPTED UNTIL
MARCH 1, 1991

EXCELLENT MARKET
EXCLUSIVE REPRESENTATIVE

CLIFTONGARDINER
&8 ASSCCIATES INC
Communications Brokers
433 Park Point Drive Golden, Colorado 80401 (303) 5261458
REX MILLER
CLIFF GARDINER

County Popuiation Over 125.000
Growing Major State University
Upgrade to 6K Approved
Newly Remodeled Facilities
60 Acre Studio/Transmitter Site
Good SmalvMedium Radio Market
Owner Firancing Available
OWNER READY TO DEAL AND SELL
ROEHLING BROADCAST SERVICES LIMITED
Ed Roehiing, 7021 Harmon Court
Indianapoiis, IN 46227
Phone: 317—788-3319

VENTURE CAPITAL
DEBT FINANCING
For broadcasters
Sanders & Co.
1900 Emery St., Ste. 206
Atlanta, GA 30318
404—355-6800

CLASSIFIED RATES

All orders 1o place classified ads & all corre-
spondence penaining to this section should
be sent to: BROADCASTING, Classified De-
partment, 1705 DeSales St, N.W., Washing-
ton, DC 20036. (202—659-2340, info only
please)

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 classifi-
cations: $1.30 per word, $24 weekly minimum.

Word count: Count each abbreviation, initiat,
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 increments). Per issue:
Help Wanted: $30 per inch. Situations Want-
ed: $50 per inch. All other classifications:
$120 per inch. For Sale Stations, Wanted To
Buy Stations, Public Notice & Business Op-
ponunities advertising require display space.
Agency commission only on disptay space.

58 Classified
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~ FATES & FORTUNEN

MEDIA

Daniel Aaron, vice chairman, Comcast
Corp., retired.

John P. Zanotti, publisher and CEO.
The Arizona RepubliciThe Phoenix Ga-
cette newspaper. joins Great American
Broadcasting. Cincinnati. as president,
television group.

Lana King, VP, marketing. Association
of Independent Television Stations.
joins Fox Broadcasting Co.. Washing-
ton, as VP, Midwest affiliate relations.
Bob Mariano, VP. affiliate relations,
Central region. Fox Broadcasting Co..
named VP. marketing and cable rela-
tions. newly formed Chicago Cable Net-
work there.

Deichman

King

Edward Deichman Jr., corporate con-
troller. Media General Broadcast Group.
Tampa. Fla., named VP and corporate
controller.

Karen Levinson, associate. Paul, Weiss,
Rifkind. Wharton & Garrison law firm,
New York. joins Home Box Office there
as VP. business affairs.

Shukti Majumdar, director of human re-
sources. Paragon Cable Manhattan. New
York. named VP, human resources.

Dave Urbach, VP, sales. wiMOAM)
Cleveland  Heights.  Ohio.  joins
wQALIFM) Cleveland. as VP und general
manager.

Francie Leader. VP, cable sales. NuCa-
ble Resources Corp.. joins Group W
Satellite  Communications,  Stamford.
Conn.. as manager. Euastern division, af-
filiate relations.

Dennis  Edwards. news  director,

WNNK(FM)  Harrisburg.  Pa..  joins
WKBO(AM) there as operations manager.

Bonnie Blecha, VP, cable communica-
tions division, U.S. West Inc.. joins
Home Box Office Inc., New York, as
VP, domestic new business develop-
ment.

Alison J. Glander, formerly of CBS,
joins ABS Communications. group own-
er of three FM's, Richmond, Va.. as
VP. retail development.

Robert Gluck, VP. station manager,
WTIC-Tv Hartford. Conn.. named VP
and general manager.

Elten Clark, associate director of public
relations. Hearth Stone Museum. joins
Wisconsin Public Radio. Green Bay.
Wis.. as regional manager. corporate
services. Northeastern and Central Wis-
consin.

Bill Wardino, VP, North America One
satellite programing service, named as-
sistant to president. parent company
Kayla Satellite Broadcasting Network,
Clearwater. Fla.

Kevin Tanner, program director, wxCF-
AM-FM Clifton Forge. Va., joins wvOT-
1AM) Wilson. N.C., as operations man-
ager.

Molly Breeden, assistant director of edu-
cational services. The Learning Chan-
nel. Washington, named director of edu-
cational services.

Stevie Preftyman, sales manager,
wWKHI(FM) Ocean City, Md.. named gen-
eral manager. succeeding James Layton,
resigned.

SALES AND MARKETING

New VP's. client marketing team named
at NBC-TV. New York: Scett Bonn,
director of sales. Point of Purchase Ra-
dio: Jim Hicks, account executive,
prime-time. Eastern sales. and Tom
Rocco, director of sales development,
WNYWITV) New York.

Debbie von Ahrens-Wong, account ex-
ecuftve. WNYW(Tv) New York. named
manager of sales development.

Larry Miller, from The Mediators me-
dia buying firm and program develop-
ment organization. New York. joins
WQCDIFM) there as director, marketing
and creative services.

Dale Hopkins,
VP,  advertising
sales, Western re-
gion, NBC Cable,
Joins E! Entertain-

ment Television,
Los Angeles, as
VP,  advertising

sales, Western re-
gion.

Edward A. Peters,
from The Weather
Channel,  joins
Nostalgia Television, New York, as VP,
advertising sales.

Hopkins

Bonnie Stone, local sales manager,
KLACIAM)-KZLA-FM Los Angeles, named
sales manager.

Bruce Nugent, founder and president,
N.W. Media, joins Seltel Inc.. New
York, as VP. finance and chief financial
officer.

Ted S. Jakubiak, sales manager, Unis-
tar, Chicago, named VP. Chicago sales.

Abe Shefa, account executive, KYCR(AM)
Golden Valley, Minn. (Minneapolis),
joins The Ad Department, there as na-
tional sales director.

Kevin D. Brown, formerly from Rain-
bow Productions. joins wLwT(Tv) Cin-
cinnali, as account executive.

Renny Fanning, account executive,
KDOB-Tv Bakersfield, Calif.. and Janet
Scheffer, sales manager, Hawaii Fifty
Plus Magazine, join KFVE(TV) Honolulu,
as account executives.

William J. Lipp, research director,
WEGX(FM} Philadelphia. joins Cable Ad-
Nel. there as local zone sales manager.

Vincent Stewart, graduate, University of
Florida. joins wKTK(FM) Crystal River,
Fla. (Gainesville), as account executive.

Laura Lynne Navarro, senior account
executive.  KGSW-Tv  Albuquerque,
N.M., named regional sales manager.

Diane Kruthaupt, general manager,
WGFX(FM) Gallatin, Tenn., joins WERC-
(AM)-WMIFM)  Birmingham, Ala.. as
VP, sales.

Barry N. Frey, VP, target sales, MCA
Broadcasting, joins USA Network, New
York. as managing director, internation-
al sales.

William T. Lind, from Schulhof-Lind
Broadcast Development Inc.. joins
wvTv(TV) Milwaukee. Wis., as general
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sales manager.

Linda Hamil, from Consumers Choice.
joins KPRC(AM) Houston. as account ex-
ecutive.

Paul Braun, from WIBA(AM) Madison,
Wis.. joins wCccotamM) Minneapolis (St
Paul. Minn.). as sports sales director.

Terence B. Dunning, local and national
sales manager. KTVKTV) St. Louis.
named general sales manager. Kevin L.
Harlan, national sales manager. KTvI
named local sales manager.

Kevin Weinman, VP, group supervisor.
Fahlgren Martin Benito Advertising.
Tampa, Fla.. joins W.B. Doner & Co..
Detroit. as VP. account supervisor.

PROGRAMING

Appointments at Fox: Mary Barela, di-
rector. licensing and merchundisinig,
Fox Inc.. Los Angeles. named VP. li-
censing and merchandising: Diane Sea-
man, VP and general manager. Eastern
sales. NBC-TV, joins Fox Broadcasting,
New York. as VP. sales. and Paul Rit-
tenberg, VP. daytime sales. ABC Tele-
vision Network. named VP. Central
sales. Fox Broadcasting. Chicago.

Michael Keslo, se-
nior VP. chief fi-

nancial officer.
Viacom Broad-
casting. New

York, named ex-
ecutive VP and
chief operating of-
ficer.

Harry W. Tre-
main, chiet finan-
cial and operations
officer, ~ Norstar
Entertainment Inc.. Toronto. joins Para-
gon Entertainment Corp.. there as VP,
finance.

Aimee S. Roush, manager of comedy
development, Patchett Kaufman Enter-
tainment. Culver City. Calif.. named di-
rector of comedy development.

Keslo

Brian Henson, son of late Jim Henson
and director/producer. Jim Henson Pro-
ductions Inc., London. named president.
New York. Cheryl Henson, daughter of
Jim Henson and designer/puppet build-
er. Jim Henson Productions. New York,
named VP. creative affairs. Children’s
Television Workshop.

Mary O. Hanna, assistant programing

manager. Continental Cablevision. Bos-
ton. named programing manager.
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Rose Marie Vega Lee, business affairs
consultant. Universal Television. Uni-
versal City. Calif.. named director, tele-
vision business affairs.

Cohen

Lee

Betty S. Cohen, senior VP, creative ser-
vices. Turner Network Televison, Atlan-
ta, named senior VP and general manag-
er. Lisa E. Mateas, VP. program
scheduling and acquisitions. TNT. At-
lanta. named senior VP. program sched-
uling and acquisitions.

Tom Warner, regional sales manager.
Showtime Networks Inc.. Cincinnati.
named director, sales planning and sup-
port. New York.

Dave Grosby, former sportscaster.
KFliaM) Los Angeles. joins KJRtaM) Se-
attle, as sports announcer.

Marion Meginnis, program director.
wBTV(TV) Charlotte. N.C.. joins wBBM-
Tv Chicago. in same capacity.

Appointments at Advancers Media Pro-
graming [nc.. St. Louis: Donna Parks
Hathaway, broadcast manager. named
VP and director of syndication services:
John Lenzini, associate group director,
named VP: Dave Hatt, associate direc-
tor. named VP and director. broadcast
promotions. and Lisa Dell, broadcast
manager. named VP.

Edward Palluth, regional manager of af-
filiate sales. Western region. Nostalgia
Television, Irving. Tex.. named region-
al director of atfiliate sales. Western re-
gion. Bryna Brush, regional manager.
Eastern region, Nostalgia Television,
Southampton. Penn.. named regional di-
rector of aftiliate sales.

John M. Farris, account executive.
Blair Television. Chicago. joins Inde-
pendent Sports Productions. there as na-
tional sales manager.

Jan Goldstein, account supervisor. Cone
Communications. Boston. joins Eastern
Educational Television Network. there
as director of program and marketing
information.

Ed Clare, Western ragional sales man-
ager. professional broadcast products,
lkegami  Electronics. joins Showbiz
Expo East. Hollywood. as general man-
ager. Live Time Inc.
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Dave Wingert, from wow-AM.FM Oma-
ha, joins KLYFtFM) Des Moines. lowa,
as air personality.

Jim M. Sorenson, from wyMs(FM) Mil-
waukee, joins KEDM(FM) Monroe. La..
as program director and host.

Kathy Steiner, program coordinator.
KSCH-TV Stockton, Calif. (Sacramento).
joins KXTV(TVy Sacramento. Calif.. to
same capacity.

Barbara C. Brooks, office manager.
Tabler Communications national cable
television rep firm. Louisville. Ky..
named VP.

Andrew Jacabson, talent agent trainee.
William Morris Agency. joins New
World Television. Los Angeles. as man-
ager. series development.

Appointments at Public Television Inter-
national, New York: Celia Chong, man-
ager of sales promotion. adds duties as
director of Hong Kong office: Karen
Rothrock, manager. named director of
international  distribution, and Pat
Stotler, administrative assistant. named
international distribution coordinator.

Mary Rusen, art director and designer.
Filigree Films Inc.. New York. )oins
WUSA(TV) Washington. as design man-
ager.

Paul A. Heimbach, senior VP, engineer-
ing. Viacom Network, New York. adds
duties as managing Viacom Networks
Operations Center.

Linda Ekizian, director, sales adminis-
tration, Devillier-Donegan Enterprises
international television sales and produc-
tion company. Washington. named VP.
international sales.

NEWS AND PUBLIC AFFAIRS

Bab Jimenez, anchor and reporter.
KRON-Tv San Francisco. joins KCBS-TV
Los Angeles. as senior correspondent.

Chris Travers, VP, news. Visne_ws
U.S.A.. New York. named executive
VP.

Business correspondents appointed at
Consumer News and Business Channel:
Roderic Pratt, from Worldwide Televi-
sion News. for London; Brenda
Buttner, correspondent, Gannett News
Service, for Washington. and John Me-
taxas, reportorial producer, ABC News.
for New York.

Reporters Harry Hairston and Julia
Jackson, wkBD(Tv) Detroit, named 10
p.m. weekend anchors.

Willy Walker, former executive produc-
er. 2 The Point, WMAR-Tv Baltimore.
named executive producer.

BELL RETIRES AFTER 23-YEAR TENURE WITH AAF

menican Advertising Federation president Howard

H. Bell announced his retirement as of December
A1, 1991, Bell was appointed president of AAF in 1968
anid since then has more than tripled the number of
membership affiliates. He developed policies and proce-
dures which led to the creation of the National Advertis-
ing Keview Board program. In 1973, Bell directed the
AAF college chapter program with the merger of Alpha
Delte Sigma. an honorary society of advertising stu-

dients.

He began his career at WMAL-AM-FM-TV Washington

as sules promotion manager. He joined the National
Association of Broadcasters in 1951, and was named director of the NAR

interpretation and enforcement of the radio and television broadcast codes.
He 15 a member of the International Radio and Television Society, Broad-

cusl Pioneers and the Advertising Club of Metropolitan Washington. A

presidential succession committee is beginning its review of potential candi-

dates to succeed Bell

PROMOTION AND PR

Abby  Sherman,
assistant to presi-
dent and chief op-
erating  officer.
Ventura Entertain-
ment Group. Los
Angeles, named
director of cre-
ative aftairs.

Dale Bluestein,
creative  services
writer and produc-
er. WIVB-TV But-
falo, N.Y.. named on-air promotions
manager.

Sherman

John Ballard, former public relations
executive, Dana  Communications,
Princeton, N J.. joins Deming Adverfis-
ing. Ithaca, N.Y.. as director of market-
ing and public relations.

Joy Ross Scarbrough, director of adver-
tising and promotion. KASN(TV) Pine
Bluff. Ark. (Little Rock). joins WDKY-
Tv Danville. Ky. (Lexington), as direc-
tor of promotion.

Linda J. Rebottini, public relations and
marketing program supervisor, Citi-
parks. Pittsburgh, joins DDF&M public
relations. there as copy director.

Laura Nickerson, publicist, Boston Uni-
versity. joins MWW/Strategic Commu-
nications Inc.. River Edge. N.J., as ac-
count executive.

Trisha Hard Myers, audio visual coordi-
nator, Keller-Crescent Co., Evansville,
Ind.. named assistant public relations
account manager.

I
[
i
I
Code of Authority in 1963 where he was reponsible for the administration, |
[
[
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Jim Rudes, consumer advocate and se-
niors” correspondent. WTVGTV) Toledo,
Ohio. retired.

Rafael Rivera, program developer.
Puerto Rican Congress of New Jersey,
joins WCBS-TV New York. as manager of

er Jersey affairs, based in Secaucus,

Appointments at WROC-TV Rochester,
N.Y.: Dale Bolton, formerly from WDEF-
Tv Chattanooga, named reporter. Mike
Thomas, editor in production depart-
ment, named photographer. and Ken
Van Riper, student, Rochester Institute
of Technology. named photographer.

David James, sports director. KEYT-TV
Santa Barbara, Calif.. joins KOVR(TV)
Stockton, Calif. (Sacramento). as sports
director.

Karen Church, 6 p.m. anchor. WDAF-TV
Charlotte. N.C.. joins WDAF-TV Kansas
City. Mo.. as co-anchor and general as-
signment reporter.

Michelle Lee, host, News 6 Sunday,
KBIR-TV Superior. Wis.. adds duties as
principle weekday anchor.

Dana Baird, reporter, KWTV(TV) Okla-
homa City. named noon anchor.

Marla Carr, from Family Service. joins
WILL-AM-FM-TV Urbana. lll.. as special
projects director.

Jeff Hertrick, producer, wHP-TV Harris-
burg, Pa.. named news director.

Harry Downie, air personality. wGY-AM-
FM Schenectady. N.Y.. named commu-
nity affairs director.

Dan Miils, recent graduate. Broadcast-
ing Institute of Maryland. Baltimore,
joins WVOTiAM) Wilson, N.C., as news
director.
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TECHNOLOGY

Jerry Henshaw, VP, engineering, re-
search and development, United Video
Satellite group, Tulsa, named senior
VP, technology and communications.

Carol A. Adamek, director of syndica-
tion, Innovative Productions Inc., Atlan-
ta, joins Pittsburgh International Tele-
port satellite communications facility, as
account executive, video services.

Joe Bean, Eastern sales manager, pro-
fessional dealer products, Studer Revon
America Inc., Nashville, named region-
al manager, mid-America.

Albert K. Barton Jr. sales support engi-
neer, display products, Southeast re-
gion, Sony Business and Professional
Group, named product marketing man-
ager for monitors, Montvale, N.J.

William G. Bakonyi, product manager,
Panasonic Broadcast & Television Sys-
tems, Secaucus, N.J., named product
marketing manager, MIL 1/2 inch video
products.

ALLIED FIELDS

William G. Ja-
cobi, executive
VP, Nielsen Me-
dia Research,
Northbrook. lll.,
named president
and chief operat-
ing officer. John
H. Costello, presi-
dent, Nielsen
Marketing Re-
search USA, adds
duties as chief op-

Jacobi
erating officer.

Angela Gerken, senior VP, programing
and operations, Showtime Satellite Net-
works Inc., New York, elected to 1991
national board of directors of Women in
Cable.

James Culver, manager, Armstrong
Utilities cable system, Zelionople, Pa.,
given Community Antenna Television
Association "*APIL"" Award for work in
cultivating local officials and providing
exemplary customer service.

New officers at Southern California
chapter of Women in Cable. Los Ange-
les: Marianne Seiler, Digital Planet,
president; Pam George, Avenue TV Ca-
ble, VP. northern region: Jane Ston-
nington, Showtime Network, VP,

Southern region; Linda Miller, KWHY-TV
Los Angeles, secretary. and Yvonne
Borrowdale, Home Shopping Network,
treasurer.

James L. Hoyt, director, School of Jour-
nalism, University of Wisconsin—Mad-
ison, resigns to rewrn to full-time teach-
ing and research there.

Frank A. Bennack Jr., president-CEQ,
The Hearst Corp., has been chosen 1o
receive 1991 Gold Medal from Interna-
tional Radio & Television Society for his
outstanding achievement in communica-
tions. Award will be presented at associ-
ation’s annual gathering April 24 at New
York's Waidorf Astoria.

Anthony Abner, recent graduate, Stan-
ford University law schooi, San Francis-
co, joins Jeffer, Mangels, Butler & Mar-
maro law firm, Los Angeles. as
associate.

Dick Cavett, entertainer and television
personality, and Ken Elkins, president
and CEO, Pulitzer Broadcasting Co..
named 1991 inductees into Nebraska
Broadcasters Association Hall of Fame.

Tim Vignoles, partner, The Creative
Concern Ltd. special event production
and promotion company. joins Korn/
Ferry International management consuit-
ing firm, London, as director, world-
wide entertainment division.

New officers at Women In Cable. Wash-
ington: Jeanine Taylor, Media General
Cable, president; Patricia MacEwan,
The Learning Channel, VP: Molly Bree-
den, The Learning Channel. treasurer,
and Lauri Zacharia, The Discovery
Channel, secretary.

Albert H. Kramer, from Wood, Luck-
singer & Epstein law firm, Washington.
joins Keck, Mahin & Cate law firm.
there as partner, concentrating in com-
munications and trade regulation.

Thomas Martz, Western sales manager,
Fortune magazine, joins Northern Cali-
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fornia Broadcasters Association. San
Francisco, as executive VP and general
manager.

David E. Gilbert, president, Eastern Or-
egon State College, appointed to Oregon
Commission on Public Broadcasting.
Portland.

Barbara Feigin, executive VP and direc-
tor of strategic services. Grey Advertis-
ing Inc., New York, named 1991 chair-
woman. Adbvertising Research
Foundation board of directors.

Jane Dinse, director of research, Emer-
ald Entertainment Group. Nashville,
named head of newly created division
for country formatted radio stations,
Country Only Research.

DEATHS

Fanney Neyman Litvin, 90, retired FCC
attorney, died Jan. 28 of heart attack in
Washington. Litvin moved to Washing-
ton from Butte, Mont. to work for late
Sen. Thomas J. Walsh (D-Mont.). In
1928 she joined newly-formed Federal
Radio Commission, re-established six
years later as Federal Communications
Commission. as first woman lawyer and
retired in 1955. She continued to work
in private practice as communications
lawyer. She is survived by her sister.
Lena Neyman Rudolph.

W. Harold Crout Jr. 45, chief. labor-
employe relations division, Voice of
America, Washington. died in Arling-
ton. Va., Jan. 25. of injuries received in
traffic accident. Crout joined VOA in
1986. He is survived by his wife, Car-
lyn: mother, Stella, and father, W. Har-
old Sr.

John Bardeen, 82. co-inventor of tran-
sistor, died of heart attack in Boston Jan.
30. In 1948, Bardeen along with Walter
H. Brattain and William P. Shockley
developed transistor which altered elec-
tronics industry. Survivors include his
wife, Jane: daughter, Elizabeth: two
sons, James and William and six grand-
children.

Richard A. Glascock, 43. former gener-
al manager, United Cable’s East Los
Angeles system. died of cancer Jan. 21
in West Lake, Calif. Glascock came to
United Cable from Jones Intercable’s
Oxnard Calif. system, and most recently
worked for Action Pay Per View. He is
survived by his wife. Jo: daughter.
Amy. and son, Adam.

Everett Freeman, 79, radio writer, died
Jan. 24 of kidney failure in Westwood,
Calif. Freeman created radio character
‘Baby Shooks® for comedian Fanny
Brice and television series, Bachelor
Father.
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FIFTH ESTATER

ANDREW BARRETT:

f you want to know where FCC

Commissioner  Andrew  Barrett

stands on an issue, you will have to
wait until it comes up for a vote and
FCC Chairman Alfred Sikes calls for the
yeas and nays.

Barrett is not about to tip his hand
before he has to. No maiter how hard a
reporter pushes Barrett for his views on
reform of the financial interest and syn-
dication rules or cable reregulation, the
most he gets are some of the underlying
concerns and perceptions that may shape
the eventual decision.

By all accounts, the lawyers, lobby-
ists and industry executives that meet
regularly with Barrett to plead for a vote
and, not incidentally, divine Barrett’s
intentions have no better luck.

*1 listen to everybody who comes
here,” says Barrett. one of three Repub-
licans and one of four Bush appointees
now staffing the commission. '*But if
people are sitting and waiting for me to
give them a yes or a no without a record
before me, they will be waiting a long
time,”" he says.

Intentionally or not, Barrett's elev-
enth-hour decisionmaking has made him
the swing vote on many key issues. most
notably the proceedings aimed at re-
forming the fin-syn rules. While the oth-
er commissioners have staked out posi-
tions—either publicly or privately—
Barrett has kept his counsel. As a result,
advocates on both sides of the controver-
sy have begun zeroing in on Barrett.
“*He's in the catbird seat,”” said one
network executive.

Barrett’s close-to-the-vest style on
policy contrasts with his personal open-
ness and accessibility. Through his years
of government work in lllinois, he has
developed a congenial, nonconfrontional
style that seems to have served him well
in the sometimes heated decisionmaking
process of the FCC’s eighth floor.

Barrett is also not much for the Wash-
ington political-social scene. He es-
chews the wining and dining that has
been a integral part of the scene and
which federal ethics standards have
failed to discourage to any measurable
extent. After nearly 17 months on the
job, he says, he has had only five or six
lunches with people interested in more
than his company.

Since his appointment to the commis-

sion in September 1989. Barrett has
lived in the Washington suburb of Ar-
lington, Va., but his heart and most of
his friends remain in Chicago, where he

FCC'S QUIET MAN

1989.

Barrett says he was no longer thinking
about Washington when he was ap-
proached by administration officials
about an FCC seat in early 1989. But he
jumped at the opportunity and began lin-
ing up support.

Although Barrett says he owes much
to his patrons, he does not believe that
includes a vote. Barrett does not hold
with the Washington axiom: “*When it’s
close, go with your friends.’’ When it's
close, he says, the thing to do is ‘“‘look
closer at the record.™

Like the other four commissioners,
Barrett has revealed himself through his
votes to be a deregulatory pragmatist—
that is. as one who is prepared to strike
regulations, but only after careful con-
sideration of the practical impact such
action will have on affected businesses.

He also shares the belief in promoting

grew up in a primarily
Irish-Catholic neighbor-
hood of which his fa-
ther’s shot-and-a-beer
tavern was part.

As he collected his
academic credentials.
which included a law
degree from DePaul
University, in the late
1960°'s  and  early
1970°s, Barrett was ac-
tive in the civil rights
movements.

After declaring him-
self a Republican. Bar-
rett was named by new-
ly elected Republican
Governor Fim Thomp-
son to a series of high-
ranking state jobs. cul-
minating with a seat on
the Illinois Commerce
Commission, which
regulates utilities and
functions much like the
FCC.

Barrett maneuvered

Andrew Camp Barrett

Conmmisgioner, FCC,
Washington, b. April 14, 1940,
Ronie, Ga.; sergeant, U.S.
Army, 1965-65; BA, political
science, Roosevelt University of
Chicago, 1969; MA, prblic
adwministration and
economics, Loyola University of
Chicago. 1971; JD, DePaul
University, 1975; unit manager,
YMCA of Metropolitan Chicago,
1966-68; associate director,
National Conference of
Christians and Jews, 1968-1971;
executive director, National
Assuociation for the Advancement
of Colored People, Chicago
chapter, 1971-75; director of
operations, Hlinois Law
Enforcentent Connmission, 1975-
79; assistant director, Hlinois
Departinent of Contmerce, 1979-
80; commissioner, Illinois
Conimerce Commission, 1980-89;
present position since Septenber

competition as an alter-
native to regulation.
But again the belief is
tempered by pragma-
tism. For instance, Bar-
rett has been expressing
some skepticism about
allowing telephone
companies to compete
with cable because of
the telcos’ ability to
subsidize  competitive
business with monopoly
ratepayer dollars.

At the FCC, Barrett
has joined Ervin Dug-
gan and Sherrie Mar-
shall to form a three-
vote majority that hangs
together to win changes
in proposals introduced
by FCC Chairman Al-
fred Sikes and the bu-
reaucracy he directs.

Barrett, who, as a re-
sult of new pay sched-
ule for top federal exec-

for an FCC appointment in [988. but
abandoned that ambition when President
Reagan nominated Washington attorney
Susan Wing and FCC staffer Bradley
Holmes. Congress never confirmed the
nominations, so after Bush became Pres-
ident and FCC Chairman Dennis Patrick
resigned. three seats were up for grabs in

utives, now  eamns
108,000, says his current ambitions are
to serve at the FCC to the end of his term
in 1995 and, if all goes well, beyond.
After a few more years of consensus
building within and persistent reporters
and lawyers without, Barrett may start
taking earlier and more public positions
on issues. But don’t count on it.
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~ INBRIEF

Lowrence Pollodk, who has overseen east-
ern-based television stations within Capi-
tal Cities ABC-owned station group since

1986, hos been promoted %o president of

entire group, effective immediately. Ken
Johnson, who had been overseeing four
company-owned stations in Western half
of U.S., is refiring. Johnson will tum 65

Pollock

later this year. Before heading eastern
stations, Pollock ran Capital Cities’

wpvI-Tv Philadelphia, for 1| years. Be-
fore running western station group,
Johnson ran company’s KTRK-Tv Hous-
ton for 16 years. Capcities/f ABC group is
strongest, financially, of three network-
owned station divisions. John Reidy,
broadcast and cable analyst at Smith
Barney, New York, estimated group had
profits in 1990 approaching $440 mil-
lion, compared to approximately $160
million-$165 million for CBS-owned
stations. Profit figures for General Elec-
tric-owned NBC Stations are harder to
come by, but probably fall between
$200 million and $300 million, said
Reidy. Last week, Pollock, who will
continue to be based in Philadelphia,
said he was not planning a major reorga-
nization of group. ‘*We went through all
that when Capcities acquired ABC"" in
1986, he said. Pollock will continue to
report to Michael Mallardi, senior VP,
Capital Cities/ABC Inc.

According to cable sources, Discovery
Channel has all but locked up deul to buy
The Leaming Chonnel, 51% owned by In-

RATING GAINS PROMPT CNN TO RAISE AD RATES

MN's huge rating gains have prompted the cable network o raise its

advertising rates-and try 1o persuade adventisers with current commitments,
for which the network over-deliversd, w give back some spods. The news that
LM would increase its rates cHme is 0o surprise to advertisers. since the rate
mncrease does nol mean 8 cost per thowsand (CPMY increase. In unit prices
erms, a Mi-second spot during primse time on CNM is said o have gone from
ahout 55,000 10 more than 320,000, A CPM increase, however, iz nol
something CHN 15 rulimg out, ©*We'll deal with the CPM level as that anises."”
said Joc Uwa, executive vice president, CNN sales.

However, before the war stirted, the news davpart for the networks amd
UMM was soft and most advertisers showed lintle interest in having their spots
run during war coverage. Budgets were being cul before the war and that has
not changed, CNMN is able to raise its inventory in pan beczuse the network
reduced its ad inventory to allow for more war coverage. The arificial
tighteniong of the market may not work, especially since most expect the
network's ratings to drop after the war 15 over.

CHNN claims il it can getl whal it terms

Uwoluptary cooperation”” from

advertisers, The inventory given up will be used for make-goods and not sold
ol higher rates. According 1o Uva, the spots would go to advertisers who
shifted ads out of first week of war coverage and for ads pre-empted due to
war coverage. The network has reduced ad time by 25% since the war started.,
and has made no decision on how long that will continue.

Although there 15 always room for negoiiation, advertisers and media
buyers will probably nod want o give any spots back. One media buyer said
that “'buyers have cnough ools o lower the price. ™

fotechnology. At press time, TLC board
had not yet met on matter. Hearst/ ABC-
Viacom Entertainment Services backed
out of $30 million to $35 million deal to
buy channel when Tele-Communica-
tions Inc. would not guarantee four mil-
lion subscribers it controls. One source
close to deal said price Discovery, one-
third owned by TCI, would pay wouid
be *‘somewhere south of $25 million."’

American Association of Advertising Agen-
des said amended version of akohol ud-
vertising restrictions passed last week by
Washington State Liquor Control Board
‘'sets o dungerous precedent, but in and
of itself is not dangerous.” Amended
version essentially **bans something that
does not exist—alcohol ads that depict
intoxication as amusing’’ and appears to
satisfy moderate Washington State legis-
lators that might have supported pro-
posed alcohol ad ban there, said AAAA
VP John Kamp. However, he said, door
remains open for introduction of further
restrictions.

National Association of Broadeust Engi-
neers and Tedwmicans (NABET) said that
eight of 12 units have ratified NBC's latest
modified proposal for new four-year con-
tract. Ratification by all 12 units is re-
quired for master agreement to be ac-
cepted. Union has informed NBC of
results and will schedule meetings to
resolve rejected contracts.

Monte Carlo TV market, annual interna-
tional program fair set to start next Sun-
day, Feb. 10, has seen cancellations by
several exhibitors, attendance cutbacks
by other companies and prospects of
shortened visits, all in wake of Gulf
crisis. U.S. contingents of Warner Bros.
and Disney’s Buena Vista will not at-
tend, leaving company representation to
European executives, and among those
confirming cancellation are U.S. distrib-
utors Sunbow, Genesis, World Interna-
tional Network, Public Television Inter-
national and Fox/Lorber. Many others
contacted said travel plans were still on,
but remain open to change this week.

Turner Broadeasting System board was
meeting last Friday to discuss voluntary
contributions TBS is seeking from cable
industry to defray CNN’s costs in covering
war in Gulf. MSO sources said TBS has
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put four to seven cents per month recom-
mendation on contribution. Maximum
length for contribution is said to be six
months. CNN President Tom Johnson,
who estimated 1990 war coverage at $10
million, reportedly said network spent
$4 million in January alone. If war lasts
six months, total cost would exceed $34
million. CNN reaches 56 million homes.
If CNN received five cents per month
from 56 million homes, it would amount
10 $2.8 million per month.

News Corp. said last Friday it completed
revised cedit agreememt covering $7.6
billion in non-public. short-term and
medium-term  debt. New three-year
credit agreement sets in place $600 mil-
lion bridge facility for **working capital
and capital expenditure requirements.”
Company committed to pay down debt
by at least $800 million prior to Febru-
ary 1992 and $400 million **at the end
of each ensuing six months.”” New
agreement will cost company additional
onec percent on interest rate plus refi-
nancing fees. Company will submit pro-
posal to shareholders at meeting in
March that would give them option of
receiving dividends in form of additional
shares. Company said chief executive,
Rupert Murdoch, and family had already
agreed to accept shares instead of cash.
Murdoch last week named as chief oper-
ating officer August Fischer, who joined
in 1989 from Napp Systems, printing
plate producer.

ABRY Communications, group owner and
licensee of Fox affiliate wTTO(TV) Bir-
mingham, Ala., last Thursday said it
had signed two independent stations in
neighboring cities—wNAL-Tv Gadsden
and wpBB(TV) Tuscaloosa—to be affili-
ates, carrying all but roughly 10 hours
per week of WTTO(TV) schedule. ABRY
partner Royce Yudkoff said that two
UHF affiliates, who would also keep
certain advertising spots, would provide
station’s coverage with additional
105,000 TV household’s. Deal also pro-
vides WTTO(TV) with some local program
rights held by other two stations.

Brion Domwelly (D-Mass.), member of
House Ways & Means Committee, infro-
duced legislation that would eliminate
ability of companies to deduct “advertis-
ing relationships ond customer or circola-
tion base in the cuse of a broadcost, cable,
mewspaper, cellular or any other busi-
mess.” J. Michael Hines, of Dow,
Lohnes & Albertson, said legislation ap-
pears to be attempt to counter recent
court losses of Internal Revenue
Sources. The proposed legislation also
would prohibit use of section 1253(d}2)

or (3) under which many broadcasters
and MSO’s have sought to depreciate
franchise or affiliation agreements, or
FCC licenses, if seller (transferor)
**does not retain any significant power,
right or continuing interest with respect
to the subject matter of the fran-
chise....”

Both ABC and NBC postponed annuol man-
agement meetings scheduled for last
week because of war in Middle East.

Mew York regional sports service Madison
Square Garden Network and weixav) New
York have finally announced agreement
for broadenst coverage of New York Yan-
kees through 1993. As expected, MSG
is essentially buying time on wpIX for
50-55 games and in turn keeps right to
selt all advertising spots. MSG has 12-
year, $500 million contract for local
rights to all Yankees games that started
in 1988. Until now, MSG’s deal was not
exclusive, since for first two years of
contract, wPIX had rights for 75 games.

(NN correspondent Peter Amett's broad-
custs from Baghdad come under attack
last week from Congressman Larry
Coughlin (R-Pa.). In letter to CNN,
Coughlin complained that Arnett is be-
ing used as propaganda tool by Saddam
Hussein. He said Arnett’s reports are
inciting fanatics and endangering U.S.
troops. He urged CNN to review its poli-
cies. In floor statement, Coughlin said
Armett has been "‘reduced to being the
Joseph Goebbels of Saddam Hussein's
Hitler-like regime."*

(BS Radio Networks has rescinded its ded-
sion to charge “‘nominal fee”” for affilicte
stations fo carry networl¢’'s NFL and Major
League Buseball play-by-ploy broadcasts.
CBS announced sports fee last month
(BROADCASTING, Jan. [4), but said it
would regroup at the end of January to
determine whether it would go ahead
with planned fee. Network spokesperson
said outbreak of war in Persian Gulf,
declining economic conditions and hard-
ship that unbudgeted expense of play-
by-play charge would have on radio sta-
tions led CBS to change its mind. At this
point, CBS has no intention of reversing
its decision again, spokesperson added.

Saipps Howard Broadeasting said it would
postpone unfil at least this week decision
to terminate proposed purchase of wmar.v
Baltimore from Gillett Holdings for $155
million, Escape clause, effective as of
last Friday, from purchase exists be-
cause government approval of sale is
still undecided pending appeal of FCC’s
decision rejecting petitions to deny.

USIA Director Bruce Gelb told senior staff
last Monday (Jan. 28) that White House
had offered him smbassodarship to Bel-
gium, confirming Washington Post story
of Jan. 26. Belgian government had vet
to concur on appointment by press time.
Sources could not confirm, and Gelb's
office declined comment on, reports that
Gelb had conditioned departure from
USIA on removal of VOA chief Richard
Carlson, who last week told his staff he
wishes to remain.

rime Merwork announced last week it will produce a lole-night sports news
service for ils affiliates to carry as their schedules permit, Prime Sports
Mews, to debut during the baschall seasan, will be available o affilioes in late
prme time through the carly moming hours, according to Jack Stanficld,

SERIOr vice president, programing

Firm details have yet o be worked out, but the service will likely be a half-
hour wheal concept, running four to six hours per night, Lo pnwidl. fimal
updates and scores for both coasts. Stanfield said PSN's programing will
inglude nitural breaks, hkely every 13 minutes, so affiliates can smoothly join
the news service in progress. Costs are likely 1 exceed $1 million.

The timing of Prime’s announcement appears to have stolen some thunder

from MBL.

Waord has been circulating wmong the cable industry that [and-

mark backed out of buving Sports News Network becanse of NBC plans 1o
launch some form of 4 spodls news wrvice,

Such a zervice could take several different forms

MNBC iz i keading badder

for FNN and could program sports events, call-in shows or news on week-
tights in addition to weekends, or it could carry SportaChannel America there.

{In facr,

a source close (o the FNN siluation said mot only NBC,

hut the

ather final bidders—Time Warner, Group W and Dow Jones—are Tairly sel on
having some tvpe of sporls programing in prime time and on weekends

Broadeasting Dec 31 1990
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EDITORIALS

Committed to the First Amendment and the Fifth Estate

NAB'S PREEMPTIVE STRIKE

B e not the first by whom the new is tried”” was an

injunction popular with President Dwight Eisenhower,

but not with this generation of the National Association
of Broadcasters. Last week, in Naples, Fla., the NAB radio
board set in motion a juggernaut that, in time, promises to
wipe out the existing AM-FM tried and true to be replaced by
an interference-free service of far greater fidelity. It’s called
DAB (digital audio broadcasting), and it’s about to become a
household word.

Not only is NAB endorsing the concept (Eurcka 147, a
product of the European Economic Community) but it’s poised
to become a proponent. If all goes well it may become the
North American licensee for the format, and could even make
some money in the process. That’s clearly not the intent, but it
could be a fortuitous result.

If there’s a touch of protectionism in the NAB’s initiative,
it’s of the kind that opened the West. Instead of waiting for
DAB to overwhelm it from the outside, it has chosen to seize
this new technology for its own advantage, hoping to establish
a terrestrial system in which every existing broadcaster can
participate before the satellite proponents—or other DAB
hopefuls—can establish a prior claim. It’s a bold stroke and an
inspired one.

And there’s a good chance it will work, at least in giving
today’s radio industry a crack at tomorrow’s. Whether it will
succeed in turning aside the champions of satellite DAB, or
grandfathering an entire industry in this new technology, will
have to be played out in Washington.

For the moment, we’re both amazed and impressed by the
due diligence with which the NAB staff and its task force
pursued the DAB challenge, and by the courage and innova-
tion they’re exhibiting in putting the ball in play. That's not
the stuff of which trade associations are made, normally. We
don’t want to be premature about it, but the names of Mays,
Hicks, Box, Fritts, Abel, Rau and company could one day
lead the honor role of a new radio industry.

BAN ON THE RUN

l ast week, Chief Judge Abner Mikva and his colleagues

on the three-judge panel of the U.S. Court of Appeals

heard oral arguments in the appeals court’s review of
Congress's 24-hour ban on indecent broadcasts, which had
been stayed since the ban was appealed in 1988. By the end of
the proceeding, the FCC’s familiar arguments had been shot
down, one after the other like so many clay pigeons, by a court
whose patience was wearing thin. One example from the
hearing suffices to set the tone:

To the FCC’s argument that alternate media were available,
Mikva shot back that if indecent programing is *‘legitimately
protected...[then] don’t tell them they can go read it in the
newspapers or the comic books. If they are entitled 1o do this,

they are entitled to do this.”” Even former FCC General
Counsel Diane Killory, who helped craft the commission's
indecency policy, had conceded the ban’s defeat by day’s end,
although the court’s decision is not expected for several
months.

Although we fully expect the court to throw the ban out as
unconstitutional, that leaves the commission with its policy of
building an indecency standard at the expense of the unfortu-
nate broadcasters who cross a line not yet drawn.

Although lifting the ban will clearly be a victory for the
media and their audience, the fight against censorship is far
from over. The freeze may soon lift, but the chill remains.

EARLY DETECTION

ashington State’s liquor control board has unani-

mously defeated a number of proposed restrictions

on alcohol advertising that would have imposed ad
bans based on regulators’ content calls about a commercial’s
*‘bad tast¢,”” whether it contained *‘implications’ toward a
particular course of conduct or lifestyle and other such dis-
tinctly subjective judgments.

We congratulate the board on reaching that decision, but
hasten to add that it had some help. Back in November, the
board held a hearing on the proposed changes (BROADCAST-
ING, Dec. 10) at which more than a hundred witnesses ap-
peared on both sides of the argument, inciuding (on the
media’s side) Hal Shoup on behalf of the American Associa-
tion of Advertising Agencies and former FCC Chairman Rich-
ard Wiley representing the American Advertising Federation.

We would like to believe that the rightness—or wrong-
ness—of some arguments is self-evident. Unfortunately, such
an assumption is a luxury broadcasters have never been able to
afford (witness the ““narrowly tailored’” 24-hour indecency
ban). For that reason, and as last week's victory emphasizes, it
is important for this industry to make its strongest case against
content reguiation whenever and wherever it starts.

™
Drawn Tor BROADCASTING by Jachk Schmidt

“‘This is your wife. reporting live from the living room. Go to
bed!”"
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mprove Your Numbers
With Qur Numbers

During his broadcasting days, people thought Dave Ryder was up
to something. He knew the importance of viewer and listener inter-
action. So, he set up some of the first telephone response systems
ever used by broadcasters.

He masterminded sports information lines and business
lines and consumer lines and got station sponsors in-
terested enough to pay the freight. He figured out how
to service 2-thousand callers simultaneously! This
would all turn out to be “small potatoes”.

Dave Ryder changed careers a few years ago. To-
day, Ryder Communications, Inc. owns and operates
state-of-the-art call processing centers that handle over
60 million calls every year! America’s top television and
radio stations, networks and syndicators call
on Dave Ryder to handle their

telephone calls.

800 numbers, 900 numbers
and local numbers are all the
same to Ryder Communications.

The same exceptional service.
The same expertise. And
Dave’s unique understanding
of broadcasters’ needs.
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Do you want numbers?
Call ours.

Ryder Communications, Inc.
The broadcasting industry’s
telephone company.

Broadcaster demo line:
1-800-755-RYDER

Ryder Communications, Inc.
3111 University Drive

Coral Springs, FL. 33065
(305) 753-6666



