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With Kids 2-11 With Teens In Total Homes
AA AA AA

Rank Program Rating Rank Program Rating Rank Program Rating
#1 TINY TOON ADVENTURES 10.1 #1 TINY TOON ADVENTURES 4.9 #1 TINY TOON ADVENTURES 4.8
#2 Tale Spin 10.0 #2 Tale Spin 4.4 #1 Tale Spin 4.8
#3 Chip 'N' Dale 9.6 #3 Teenage Mutant Turtles 3.8 #1 Chip 'N’ Dale 4.3
#4 Teenage Mutant Turtles 9.5 #4 Chip 'N’ Dale 3.5 #4 Teenage Mutant Turtles 4.5
#5 Ducktales 11 #4 Ducktales 3.5 #5 Ducktales 4.1
#6 Muppet Babies 5.2 #6 Gummi Bears 2.2 #6 Merrie Melodies 2.7
#7 Merrie Melodies 5.0 #1 Merrie Melodies 2.1 #6 Gummi Bears 2.7
#8 Gummi Bears 45 #8 Alvin & The Chipmunks 1.9 #8 Muppet Babies 2.5
#9 Alvin & The Chipmunks 4.1 #9 Muppet Babies 1.4 #9 Alvin & The Chipmunks 2.1
#10 G.1, Joe 3.2 |#10 G.l. Joe 1.2 | | #10 G.l. Joe 1.8
#11 Super Mario Bros. 1.9 1 | #11 Video Power 0.9 #11 The Jetsons 11
#12 The Jetsons 1.8 #192 Super Mario Bros. 0.7 #12 Super Mario Bros. 1.0
#13 Yideo Power 1.7 #13 The Jetsons 0.6 #12 Wake, Rattle & Roll 1.0
#13 Wake, Rattle & Roll 1.7 | #14 New He Man 0.5 [ | #14 Yideo Power 0.9
#15 New He Man 11 #15 Wake, Rattle & Roll 0.4 #15 New He Man 0.8
#16 Mighty Mouse 0.8 #15 Mighty Mouse 0.4 | | #16 Mighty Mouse 0.7
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35 / CABLE
RESURGENCE

NCTA President Jim
Mooney will lead a resurgent
cable industry into its

annual convention in New
Orleans this week, more
confident than ever that cable
is about to experience
another quantum leap.

39 / MAN IN THE
MIDDLE

CNN’s Peter Arnett, in a
speech at the National Press
Club (page 91) and later in
an extended interview with
BROADCASTING, discusses
his reporting tfrom Baghdad,
the reaction of some in
America and the role of the
press in a democracy.

40 / MYSTERY SALE

Buena Vista Television

witl market the off-network
version of Unsolved
Mysteries , now airing on
NBC as a one-hour show,

as a half-hour strip targeted to | air personality Rick Dees and

prime time access and late
fringe.

40 / VIACOM-KATZ
FIRST-RUN

The search for the next big
hit in syndication has led
Viacom and Katz
Communications to form a
new program development
consortium.

42 / KID’S UPFRONT

Syndicators are optimistic
that 1991 will be a record
year for upfront sales.
Preliminary estimates have
advertisiers spending
about $190 million on
syndicated children’s
programing—a 10% increase
over 1990 and the first
back-to-back increase for
syndicators in three years.

42 / DEES, CLARK TO
PAY FORMER PARTNER

K1iS-AM-FM Los Angeles

his business partner and
former KIIS-AM-FM general
manager, Wally Clark,
have been ordered by a Los
Angeles Superior Court to
pay $10.27 million in
combined compensatory
and punitive damages to their
ex-partner and former KIIS
sales manager, Cosmo
Cappellino.

43 / HBO AND THE
NEXT WAVE

HBO Chairman and Chief
Executive Officer Michael
Fuchs discusses his plans
for guiding the pay cable
network into the 1990°s—
including HBO’s ancillary
business opportunities; the
pay TV business in general,
and the increasing
fragmentation in the TV
universe.

50 / HEADING TO
BARCELONA

Almost a year after NBC

/il

NCTA CONVENTION ISSUE (pages 35, 43-54): NCTA President Jim Mooney (1) holds line; HBO's Michael Fuchs talks about pay TV

unveiled its plans for the
1992 pay per view
Olympics, acceptance of the
event has grown among
those in the cable tndustry—
most importantly, the top
MSQ’s. Still, there is a long
way 10 20 10 settle revenue
splits and channel capacity.

51 / SAME SIDE OF
THE FENCE

Traditionally arch
competitors—a video retailer
and a premium cable
network—have tcamed up for
what could be the

beginning of a long-term co-
promotional agreement.

53 / (ABLE SHOW

| AND TELL

According to James
Robbins, president of Cox
Cable and chairman of
this year’s NCTA
convention, it is time for
the cable industry to
showcase its present and
future technical abilities,

4 This Weel
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programing and services.

54 / TOP 50 M50’'S

Tele-Communications

Inc. remains the largest ,
multiple system operator.
serving some 8.4 million I
subscribers in its owned

and majority-owned
companies. Sixteen cable
companies report one million
or more subscribers. l

63 / NETWORK |
DEVELOPMENT SLATES

The networks revealed

their prospective series pilots
for the 1991-92 season to
advertisers in [.os Angeles
last week. ABC’s

presentation included 18 i

comedies and 23 dramas;

CBS unveiled 27 pilot orders,
and NBC said that its top
rated show, Cheers, has been
renewed for a 10th

season. Fox. meanwhile,

does not plan to expand its
prime schedule until at least
1992, |

63 / RADIO STATION |
TRADING ACTIVITY
PICKING UP PACE

Sellers seem 1o be
dropping their expectations
and their multiples as

deals start coming together.
Brokers see betier
inventory coming on the

CBS’s Jeff Sagansky was
among nctwork programing
exccutives unveiling
development slates
to advertisers in Los Angeles

market, as buyers with
cash begin to hone in on
deals.

71 / NEWS 1S BOON
TO GROUP W RADIO

Latest Birch ratings reveal
four Group W Radio stations
had huge increases in
audience during the Persian
Gulf war. The format
pioneered by Westinghouse
shines in Chicago, Los
Angeles, Philadelphia and
New York.

72/ UK
INDEPENDENT

UK Independent radio
goes national as the first of
three commercial radio
services is readied.

74 / CABLE STOCKS

A survey of investors

finds sharpened disagreement
about cable’s future.
Uncertainty about it was
supposed to offer

investors a buying
opportunity in MSO

stocks. The problem is the.
stocks on average are
trading almost exactly where
they were a year ago.
despite an interval that saw a
point-and-a-half interest

rate decline.

77 / SEEN BUT NOT
HEARD

As children’s upfront
continues to move. attention
is once again being

focused on the shortfalls of
measuring children’s
viewing. Nielsen has met
with syndicators twice in
the last month and is trying to
improve its sample.
Meanwhile. syndicators and
networks are once again
faced with the reality of
doing deals based on
numbers in which they have
little faith.

80 / SIKES ON CABLE
COMPETITION

FCC Chairman Alfred

Sikes criticized H.R. 1303
reregulating cable and told
the House
Telecommunications
Subcommittee that Congress
should consider legislation
that would promote
competition from
overbuilding cable operators
and other multichannel
service providers, such as
wireless cable and satellite
broadcasting.

84/HDTVINA
WORLD OF ITS OWN

The number of high-
definition television
demonstrations has grown
so steadily over the past
several National

Association of Broadcasters
conventions, NAB

decided to organize a
separate, mini-

convention. The 1991 HDTV
World Conference and
Exhibition will be held April
15-18 at the Las Vegas
Hilton, a short walk from the
main NAB convention.

87 / KUWAIT
REBUILD

The restored govemment

of Kuwait has begun
rebuilding its radio and

TV facilities, which were
totally destroyed

following Iraq’s invasion.
American and European
companies have already been
contracted to begin the
projects, which will cost well
over $100 million.

88 / NEW ORBITAL
SCHEME DEBATED

Dozens of home satellite
manufacturers. distributors.
retailers and programers

told the FCC last week it
should reconsider the

orbital assignment scheme for
five next-generation cable
TV satellites, arguing that
more space between them
would benefit their
businesses and

consumers. But heavyweight
satellite operators said the
projected benefits have been
overstated and the costs
understated.
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CLOSED CIRCUIT

| NEW ORLEANS

Buck stops here

Important emphasis of cable indus-
try’s new public relations effort will be
to enforce accountability on part of
cable’s own CEQ’s. PR committee
chairman, Bob Miron of Newhouse,
along with others including Bud Hostet-
ter of Continental Cablevision, Jim
Gray of Warner Cable and NCTA Presi-
dent Jim Mooney, have insisted that
campaign address principles of account-
ability, including description of what

is expected of CEO’s. One example: ob-
ligation to know what individual sys-
tems are doing in rates, and to track
company’s compliance with custom-

er service standards. Suggestion is that
guidelines for rate increases be estab-
lished up front, not just handled on sys-
tem or regional level.

To the point

“‘No [expletive deleted] way "' is re-
action of C-SPAN and Continental Cab-
levision Chairman Amos (Bud) Hos-
tetter to reports that C-SPAN could be
preempted to solve carriage problems
of NBC-Cablevision Systems 1992 PPV
summer Olympics (see page 50).

**This is just more of the same from
NBC and reflects a gross insensitivity
to the needs and objectives of cable op-
erators,”’ Hostetter said. As to re-

ports that C-SPAN trial balloon had
been raised by Tele-Communications
Inc., Hostetter said **I have too much
confidence in TCI senior manage-

ment to believe that TCI will have any
part of this scheme.”’

In a family way

If smile on face of National Cable
Television Association President Jim
Mooney (page 35) appears broader
than usual, it's not just because he be-
lieves cable industry’s prospects are
poised for new liftoff. Good news at
home is that he and his wife, former
Louise Rauscher, are expecting first
child in October. Mrs. Mooney was
association’s vice president for industry
communications before their mar-
riage in May 1989.

¢ Closed Girewit

Jack Paar, who helped refine late night
TV talk show format as host of NBC’s
Tonight from 1957 to 1962, basks in
glow of standing ovation at just-con-
cluded 8th Annual Museum of Broad-
casting Festival in Los Angeles. High-
lights from screening included early TV
interviews with Beatles, Liza Minneili

and Bill Cosby. Paar, now in semi-re- |

tirement, said he is toying with idea of
hosting TV specials in future.

NEW YORK
Selling turtles

Lines between network and syndica-

|

tion may be getting more blurred. Group
W, barter syndicator of weekly Teen-
age Mutant Ninja Turtles strip, is close
to agreement with CBS to sell ad

time for network’s tentatively scheduled
Saturday August 24 prime time Tur-
tles special. This, according to Group
W, is first time syndicator has sold ad
time for network show. CBS airs Satur-
day morning version of popular Tur-
tles cartoon series.

Baseball fever

CBS Sports’ strategy to reverse 1990
Major League Baseball losses this sea-
son will include reducing, rather than
expanding, total ad inventory. In addi-
tion to *‘tightening inventory in small
way,"” mainly in moving first pitch of
regular season games up several min-
utes, network is working with league to
develop ‘‘all sorts of sales enhance-
ment opportunities,”’ said President
Neal Pilson. Opportunities include
creating ‘‘vignettes”’ and special seg-
ments that tie advertiser to star or re-
lief pitcher of game; developing ad logos
for on-screen scores, updates and
summaries, and using tickets to advertis-
ers’ business advantage. Some Madi-
son Avenue executives have said dis-
counts will constitute heart of

strategy.

Monitoring move

Commercial loads on television, long
an issue with advertisers, is likely to be-
come more of one. Committees from

CBS PROJECTS 1991 BASEBALL LOSS OF $53 MILLION ]

BS has for the first time put a price tag on its pre-tax loss for the first year
of its four-year (1990-93) baseball contract: $92 million. The information
is in its annual report, expected to be released this week. The report also says
that of the $190 million loss it anticipates for the 1991-93 period of the
contract, $53 million has been allocated to 1991. The report is said to warn of |
a possibly significant decline in income from continuing operations for the

first quarter.

Among filings, along with the annual report, are some executive contracts,
including that of CBS Entertainment President Jeff Sagansky. His four-and-a-
half-year agreement calls for an annual salary of at least $750,000 per year,
plus a percentage of any increase in CBS profits from prime time entertain-
ment programing over 1989, plus an unspecified cash bonus in any year in
which CBS finishes first in prime time ratings for a full season. On a season-
to-date basis, CBS currently ranks third, with & household rating of 12.4, but
is only half a rating point behind the leader, NBC.
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Association of National Advertisers and
American Association of Advertising
Agencies have voted to replace one-
week-a-year monitoring of three TV
networks (Fox and syndication were
added last year) with intermittent
monitoring covering 20 weeks of net-
work television, eight weeks of cable
and eight weeks of syndication. New
surveys, to be conducted by Niel-

sen’s Monitor Plus and analyzed at J.
Walter Thompson, will have less de-
tail than did once-a-year survey. Com-
mercial load issue favors networks,
who, through Network Television Asso-
ciation, are preparing presentation
targetting certain syndicated shows.

Job prospects

Fate of FNN employes varies de-
pending on who ends up buying net-
work. Sources say CNBC has deter-
mined it will keep only 30-some of
FNN’s 325 employees if it succeeds

in its bid to purchase network. Group W
Satellite President Donald Mitzner

said Dow Jones/Group W joint venture,
if it manages to snag FNN, would

hire *‘significantly more’” FNN staffers
than CNBC will. He added that he
does not want *‘to posture on this sub-
ject, and mislead FNN employes.™
Dow Jones/Group W would need about
200 employes in addition to existing
staffers from two partnership compa-
nies, but not all will necessarily come
from FNN, said Mitzner.

TAMPA/ST. PETERSBURG

Sutton to HSN?

Looks like Robert Sutton, president

and chief executive officer, Media Gen-
eral Broadcast Group, is going to

take over as president of Home Shop-
ping Network, position vacated by
Lowell Paxson at end of last year. HSN
would not confirm appointment and
Sutton could not be reached, but sources
said Sutton informed staffers at Me-

dia General last week he was leaving.

LOS ANGELES

Group W, take two

Group W is said to be developing

*‘Best of...Mike Douglas’” special for
fall 1991, seeking to capitalize on re-
cent strategy used by CBS to program
highly rated *‘event’’ retrospectives

on The Ed Sullivan Show, The Mary Tv-
ler Moore Show and All in the Fam-

ily. Group W spokesman confirmed that
special is being developed, but de-

A preview screening was held in Washington last week for Separate bur Equal,
about Supreme Court Justice Thurgood Marshall’s fight for school desegregation
before the high court as an attorney in the 1950’s (he was named to the court in
1967). The two-part, four-hour miniseries, scheduled to air on ABC-TV April 7-8,
stars Sidney Poitier (seated, left) as Marshall (seated, right). The program is
sponsored by General Motors under its **GM Mark of Excellence’’ series, which
also underwrote last year's The Civil War on PBS. Pictured at the screening with
Poitier and Marshall are (standing, 1-r): George Stevens Jr., co-executive producer;
Richard Kiley (who plays Chief Justice Earl Warren); Capital CitiesfABC Chairman
Thomas Murphy, and GM President Lloyd Reuss.

clined to specify if it would be marketed
for syndication or broadcast net-

works. The Mike Douglas Show, which
for 15 years on its 19-year (1963-82)
association with Group W was based in
Philadelphia, was Group W'’s bread-
and-butter initiation into syndication.
Talk show started to sag in 1980 and
changed venues to Los Angeles to book
celebrity guests more easily.

Pan flies to Saturday

Fox Broadcasting Co. will move Pe-
ter Pan and the Pirates from weekday
afternoon stripping on Fox Children’s
Network to Saturday mornings at 8
a.m., effective next fall. Last Janu-
ary, Fox canceled Zazoeo U and briefly
replaced it with Peter Pan at 8 a.m.,
where FCN spokeswoman said cartoon
increased share of 2-11 children’s de-
mos 64% in that slot.

EL SEGUNDO
June target

Hughes Communications gave Sky-
Pix approximately three-month grace pe-

riod last week with *‘restructuring’”’

of deal that last October arranged for
lease of 10 transpenders aboard
Hughes’ new bird, SBS-6, to launch
SkyPix’s proposed 80-channe] direct-
to-home pay-per-view movie service this
quarter. Since then, Comsat Video
Enterprises has changed its mind about
investing $100 million in SkyPix,

which two weeks ago signed letter of in-
tent to form $30 million partnership
with Home Shopping Network. SkyPix
is now expected to announce specific
June launch at NCTA convention this
week.

ATLANTA

Refund

Cox Enterprises Inc.-owned ABC af-
filiate, WSB-TV Atlanta, has apparently
joined list of Georgia stations that

have refunded money to Georgia politi-
cians. According to Robert Kahn, at-
torney for group of Georgia politicans
including Governor-elect Zell Miller
(and confirmed by station source), WSB-
TV has agreed to return $151,819 for
overcharging on political spots.

Broudcasting Mar 25 1991
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THEY MADE THE

DAN ACKROYD
ANNE BANCROFT
THE BEATLES
JOHN BELUSHI
BEAU BRIDGES
ELLEN BURSTYN
MICHAEL CAINE
JOHN CANDY
FRrANCIS FORD COPPOLA
BRUCE DAVISON
JONATHAN DEMME
BRUCE DERN
ROBERT DENIRO

RICHARD DREYFUSS

CHARLES DURNING

CLINT EASTWOOD
SALLY FIELD

HENRY FONDA
HARRISON FORD
AVA GARDNER

JEFF GOLDBLUM
KATHERINE HEPBURN
CHARLETON HESTON
ALFRED HITCHCOCK
HAL HOLBROOK
GEORGE KENNEDY
JOHN LANDIS

MYRNA Loy

L B B 2 B B N K B 2R B 2 B 2N BN BN 2R BN 2N AN



ST OF A LIFETIME.

GEORGE Lucas SUSAN SARANDON
SHIRLEY MACLAINE GEORGE C. SCOTT
WALTER MATTHAU TOM SELLECK
ROBERT MITCHUM STEVEN SPIELBERG
PAUL NEWMAN MERYL STREEP
RICHARD PRYOR JOHN WAYNE
ROBERT REDFORD JOANNE WOODWARD
LEE REMICK ROBERT ZEMECKIS

UNIVERSAL PICTURES

35 major motion pictures.
Primetime entertainment at its best.
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PRIMETIME ENTERTAINMENT from me



MONDAY MEM

A cablelpublic utility commission commentary from Alan J. Gardner, regulatory and legal affairs VP,
California Cable Television Association, Oakland

eople’s eyes gloss over when re-

minded of the cable-telco debate,

but a view into the trenches of
state public utility commissions shows
why the cable television industry is
fighting for survival.

Cable operators, television compa-
nies, program proividers and state asso-
ciations can become participants and a
resource before state public utility com-
missions (PUC’s). This is the arena
where the future telecommunications
landscape and network infrastructure are
being created, reviewed or revised in
virtually every jurisdiction.

Why should the cable industry in-
crease its state PUC presence? The an-
swer is simple: Failure to participate
means your future is being shaped with-
out you. Today the states, and not the
federal government, are designing the
basic telecommunications infrastructure
within which we must all live, receive
service and compete.

Cable industry participation at state
PUC’s is particularly critical since only
23 of 51 PUC’s (including the District of
Columbia), have any telecommunica-
tions specialists on staff. This means the
majority of state PUC’s receive the bulk
of their information on the telcos, their
plans and justifications, from the telcos’
lobbyists and regulatory groups.

Cable interests need to balance the
disproportionate amount of telephone
company lobbying before the the major-
ity of PUC’s. During the past two to
three years, telcos have attempted to set
the regulatory stage through lobbying
and advertising campaigns. While some
of the suggested reforms are reasonable,
the telcos have painted potential compet-
itors—especially the cable industry-—as
part of the reason for needing this free-
dom. Telcos have pursued this effort not
only at the state commissions them-
selves, but also by attending relevant
conferences at which state PUC com-
missioners are present.

Cable interests’ representation needs
to fulfill a dual role. Cable representa-
tion should participate directly in pro-
ceedings that raise a competitive or rate
concern and provide a reliable informa-
tion source in the midst of demanding
and complex telecommunications issues.

As active players in regulatory pro-

10 Monday Memo

ceedings, cable associations and opera-
tors are participants in those proceedings
where short- or long-term cable interests
are being affected. The California Cable
Television Association's PUC involv-
ment has achieved the following:

B CCTA’s participation in the Califor-
nia Alternative Regulatory Proceeding,

fore the commission gave the associa-
tion the opportunity to address percep-
tions created by telephone company
advertising campaigns and commission
filings.

For cable companies and associations,
being a reliable information resource
means building contacts with PUC staff
and commissioners. Operators and asso-
ciations can provide credible informa-
tion that best explains the infrastructure
as well as the operations of expanding
cable telecommunications issues.

An example lies in the current debate
surrounding fiber “‘to the curb or home.”
Operators and associations should explain
the role and costs of fiber installation in
CATV architectures to state PUC staffs.
This would reinforce cable's comrmitment
to advancing technology and would dem-
onstrate the overpriced cross-subsidized
nature of the telcos’ accelerated deploy-
ment plan.

Cable representatives can demonstrate

which announced the

, and identify the in-

new regulatory dustry’s low costs
framework  assisted ““‘Cable interests need with fiber installa-
spiwe. e | o balancethe | fon Pk
compe_titgrs. The disproportionate telcos cost five
i ?,%“’;ﬁg amount of telephone ‘\;v“t‘,‘;sr_, B :gaus?tﬂ;
telco inst_allat'gon of company lobbying pl_an_s require main-
o oo n 3¢ N pefore the majority | gl
able. CCTA gained ofPUC’s_ ” ing them at the cen-
assurance that telcos tral office rather

i

could not deploy fi-
ber optics (beyond feeder cable) without
showing its cost effectiveness.

® CCTA’s participation in the new
annualized state depreciation review for
PACBell and General Telephone of Cal-
ifornia helped the commission establish
a clear opportunity for hearing and for
legal discovery, and yielded a savings of
$2.7 million for the ratepayers.

® CCTA’s concerns with the GTE/
Contel merger’s compliance with state
statutory processes and competitive is-
sues were recognized. The settlement
obtained required the new parent to sub-
mit more detailed costs for pricing com-
petitive services and called for PUC
preauthorization of future fiber deploy-
ment by Contel of California.

B Finally, CCTA's participation be-

than at or near the
end user. This desire to maintain its cen-
tralized control requires a far greater in-
vestment than equivalent cable company
designed fiber architecture.

Regardless of your viewpoint, the in-
dustry that seeks to be in the telecom-
munications business in the 1990’s and
in the 21st century cannot afford to ig-
nore the great power of the state PUC’s.
These bodies will establish the telecom-
munications network, costing proce-
dures, pricing methodologies and the
mutual opportunities to compete on a
reasonably fair basis.

Failure to participate in the PUC pro-
cess may very well mean the foreclosure
of revenue streams for which cable was
made, as well as the abdication of pri-
macy in our markets.
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Two wi

1. Stifle your staff

ON AIR

ys 1o protect
your station.

2. Or sign on to Media Plus

Being sued for what you broadcast is no gag, Even your |
most seasoned staff can blow it or unintentionally anger
or offend someone. Someone who may decide to sue.
And if they get you in front of a jury, the odds against
youare 4 to 1.

But don't muzzle your minions. Instead, tune in to
the state-of-the-art libel policy that covers claims your
general liability policy won'.

Media/Professional and representatives of the
broadcast industry sat down together to design this
prime time coverage. It combines insurance lor punitive
damages with defense protection that won't reduce your
policy Limit. That's right, defense costs are covered in
additior: to your limit.

Plus, we focus in on more than just libel claims. Like
bad advice, bodily injury, incitement claims and other
mistakes arising out of the content of broadcasts. Theft
of ideas and iniringement of copyrighted material. And
off air exposures liﬁe a trespassing cameraman.

$o don't stifle your staff. Ask your insurance agent
to check out Media/ Professiona%is First Amendment
sensitive plan. With our experienced in-house claim
attorneys, our affiliadon with A+ “Superior” rated
SAFECO, and affordable premium options, we're the
nation’s leading media insurance underwriter Just look
at our name.

For more information, call NAB at 800-368-5644, or
Media/Professional at 816-471-6773.

Endorsed by the National Association of Broadcasters.

[ﬂ Media/Professional Insurance, Inc.

Two Pershing Square, Suite 800 - 2300 Main Street
Kansas City, Missoun 64108

America’s E & O Authority




L05. [ st and

:
\A' hen it comes to first-run barter syndication, only one company can
y y pany

claim to be the first--LBS.

In 1976 we introduced first-run barter programming. It revolutionized
the industry and set a pace for all others to follow. Over the years we
have consistently offered the best in television including series, specials,
movies, children's programming and more. And because of our
commitment to you, our station and advertising partners, we have always
provided variety and quality while keeping a sharp eye toward the future.
T oday we are stronger than ever with programming second to none. We
distribute and represent ad sales for some of today's most popular, top-
rated shows, as well as tomorrow's biggest hits.

In 1991, LBS is celebrating its 15th anniversary. And, as in the past, we
will continue to move ahead with the same commitment, energy and

creativity that made us . . . the first and still going strong.



Sl 00Ing Strong.

FAMILY FEUD » An established game show franchise and a winner
against the most popular programs. Renewed for a fourth successful year.
MEMORIES. . . THEN AND NOW . Renewed for a second successful
year, including the NBC O&QOs. The #1 rated new syndicated program in
New York and Los Angeles.

21 JUMP STREET « The #1 new series for the '90/'91 season.

LBS WORLD PREMIERE MOVIES » The #1 monthly made-for-TV
syndication movie package. _

" INSPECTOR GADGET & HEATHCLIFF » Two pioneers in first-run

animation . . . favorites with kids year after year after year.

. AND NEW FOR '91/'92
_. BAYWATCH All new hours of the popular network series starring

1 Da\fi‘d Hasselhoff A ratings winner for prime time or weekend access.

Advertiser Sales :
New York L.os Angeles Chicago
——RIZDNS 212-418-3000 213-859-1055 312-943-0707

©1531 LBS Communicatlons Inc.




W Indicates new listing or changed item.

THIS WEEK

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

March 25-26 "The Centralization of Media
Buying in Europe,” conference of International
Advertising Association, U K chapter. Marriott
Hotel, London. Information: David Hanger, (71}
839-7000.

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

March 26—Radio Advertising Bureau marketing
workshop. OQ'Hare Hiton, Chicago. Informa-
tion: (212) 254-4800.

March 26-27—"Women in the Workplace: Op-
tions and Qbstacles,” conference for journai-
ists sponsored by Washington Journalism Cen-
ter. Watergate Hotel, Washington.

March 27-—International Radio and Television
Society newsmaker luncheon featuring panel of
radio news experts for discussion of war in
Persian Gulf. Panelists: Joe Walsh, Westwood
One/Mutual Broadcasting System/NBC Radio;
Craig Windham, Unistar Radlo Networks; Rob-
ert Benson, ABC Radio Networks; Larry Coo-
per, CBS Radio Networks, Steve Swenson,
WINS(AM) New York; Lou Adler, Eagle Media
Productions. Waldorf-Astoria, New York. Infor-
mation: (212) 867-6650.

March 27—Narional Academy of Television Arts
and Sciences, New York chapter, drop-in break-
fast. Speaker: Neil Rosini, attorney, on “"How to
Express an Opinion and Not Libel Somebody."”
New York Television Academy, New York. In-
formation: (212) 768-7050.

® March 27—Wormen in Cable Accolade break-
fast. Speaker: Ruth Otte, president and chief
operaling officer, Discovery Channel. Sheraton
hotel, New Orleans. information: (312} 661-
1700.

March 27-31-—"Cross Country with Mike Leon-
ard,” freelance reporter for NBC, screenings at
Museum of Broadcast Communications. MBC,
Chicago. Information: (312) 987-1500.

March 28—i/llinois Broadcasters Association COI-
lege seminar. Illinois State University, Normal,
{ll. Information: {217} 753-2636.

March 28—Upfront '91, annual syndication
conference for the advertising community,
sponsored by the Advertiser Syndicated Televi-
sion Association. Waldorf-Astoria, New York. In-
formation: (212) 245-0840.

March 28—ANational Academy of Television Aris
and Sciences, New York chapter, drop-in |un-
cheon. Speaker: Alan Wagner, Boardwalk En-

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

1993, San Francisco.

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

April 15-18—National Association of Broad-
casters 69th annual convention. Las Vegas Con-
vention Center, Las Vegas. Future conventions:
Las Vegas, April 13-16. 1992, and Las Vegas,
April 19-22, 1993.

April 19-24—_MIP-TV, international televislon
program marketplace. Palals des Festivals.
Cannes, France. Information: (212) 689-4220 or
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 convenlion. Greenbrier,
White Sulphur Springs, W.Va.

May 15-19- Annua! public radio conference,
sponscred by National Public Radio. Sheraton,
New Orleans.

May 16-19—American Women tn Radio and
Television 40th annual convention. Omni Hotel,
Allanta. Future convention: May 27-30. 1292,
Phoenix.

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

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

June 7-11—American Advertising Federation
national advertising conference. Opryland,
Nashvitle.

June 8-11—1991 Public Broadcasting Service

tions: May 3-6, 1992, Dalias, and June 6-9, |

MAJOR MEETINGS

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

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

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

June 16-19—Broadcast Promotion and Mar-
keting Ezecutives & Broadcast Designers Asso-
ciation annual conference. Baltimore Gonven-
tion Center, Baltimore. Information: (213) 465-
3777.

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

July 11-13—Satellite Broadcasting and Com-
munications Association trade show. Opryland,
Nashville.

July 24-27—Cable Television Administration
and Markeling Society annual conference.
Opryland, Nashville.

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

Sept. 11-14—Radio 91 convention, sponsored
by National Association of Broadcasters. Mos-
cone Convention Center, San Francisco.

Sept. 24-29- National Biack Media Coalition
annuai conference. Hyatt Regency. Bethesda,
Md.

Sept. 25-28—Radio-Television News Divectors

Association international conference and exhi-
bition. Denver.

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

Oct. 3-6--Society of Broadcast Engineers fifth
annual national corwvention. Houston. Informa-
tion: 1-800-225-8183.

Oct. 10-14—MIPCOM, international film and

program market tor TV, video, cable and satel-
lite. Palais des Festivals, Cannes, France. Infor-
mation: (212) 689-4220.

Oct, 26-29—Society of Motion Picture and Tele-
vision Engineers 133rd technica! conference
and equipment exhibit. Los Angeles. Future
conference: Nov. 10-13, 1992, Metro Toronto
Convention Center, Toronto.

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

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

Nov. 20-22—Wastern Cable Show, sponsored
by California Cable TV Association. Anaheim
Convention Center, Anaheim, Callf.

Nov. 23-25— PTV annual conférence and ex-
position, sponsored by Community Broadcast-
erg Association. Riviera Hotel, Las Vegas.

Jan. 7-10—Association of Independent Televi-
sion Stations annual convention. San Francisco.

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

Jan, 20-24, 1992. 29th NATPE [niernational
convention, New Orleans Cenvention Center,
New Orieans.

Jan. 25-29, 199249th annual National Reli-

-gious Broadcasters convention. Washington. In-

lormation: (201} 428-5400.

Feb. 7-8, 1992—26th annual Seciety of Motion
Pieture and Television Engineers television
conference. Westin St. Francis hotel, San Fran-
CiscO.

Feb. 26-28, 1992—Texas Cable Show, spon-
sored by Texas Cable TV Association. San An-
tonio Convention Center, San Antonio, Tex.

July 2-7, 1992—Iaternational Broadcasting
Convention. RAI Center, Amsterdam. Informa-
tion: London—44 (71} 240-1871.
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tertainment, on “TV Production in the
90's...Who's Reaching for the Check?" Copa-
cabana, New York. Information: (212) 768-
7050.

March 28—Academy of Television Arts and Sci-
ences forum luncheon. Speakers include ac-
tress Sharon Gless and producer Barney Ro-
senzweig. Beverly Hilton Hotel, Los Angeles.
Information: (818) 953-4182.

u March 28-30—National Association of Black
Journalists seminar for broadcast journalism
students. Florida A&M University, Tallahassee,
Fla. Information: (904) 599-3718.

March 29—Deadline for entries in summer
John H. Mitchell Student Internship Program
offered by Academy of Television Arts and Sci-
ences, which includes 28 television internships.
Information: (818) 953-4182.

March 29-30—13th annual Black College Ra-
dio convention. Paschal's Hotel, Atlanta. Infor-
mation: Lo Jelks, (404) 523-6136.

March 22-24—Society of Professional Journalists
regional conference. Topic: "It's Lonely in the
Trenches,” an insight into the FOI battle. Salt
Lake City Marriott, Sait Lake City. Information:
John Gholdston, (801) 967-2246.

March 30—Deadline for entries in 30th annual
International Gold Medallion Awards, spon-
sored by Broadcast Promotion and Marketing Ex-
ecutives. Information: (213) 288-0481.

March 31—Deadline for entries in Dateline
Awards competition, sponsored by Washingion
chapter, Society of Professional Journalists. Infor-
mation: Pamela Dockins, {703) 685-2080.

APRIL

April 1—Deadline for proposals for the devel-
opment and production of native American
programs for national public television audi-
ences, sponsored by MNarive American Public
Broadcasting Consortium. Information: (402}
472-3522.

April 1—Deadline for entries in Mencken
Awards for "outstanding writing and cartoon-
ing that illustrates human rights issues, ex-
poses governmental abuses of power and
champions defense of individual rights,” spon-
sored by Free Press Associarion. Information:
Mencken Awards, P.O. Box 15548, Columbus.
COhio, 43215.

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

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

April 3—National Academy of Television Arts and
Sciences, New York chapter, drop-in luncheon.
Speaker: Laurence Caso, executive producer,
As the World Turns. Copacabana, New York.
Information: (212) 768-7050.

April 3—Caucus for Producers. Writers and Di-
rectors general membership meeting. Los An-
geles. Information: (818) 792-0421.

April &—Radio Advertising Bureau radio market-
ing workshop. Ramada Hotel/Fisherman's
Wharf, 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 Educarional Foundation region-
al seminar. Sessions: "Reading and Righting
the Ratings" and "Breaking Up and Making
Up: Current Affairs Between Local Stations
and Cable." Chicago. Information: (213} 282-
8801.

April 5—0Opening reception for "“Aces in April:
Cable's Best,” exhibition sponsored by Muse-
um of Broadcast Communications. MBC, Chica-
go. Information: (312) 987-1500.

u April 5—Deadline for entries in “Awards for
the Advancement of Learning through Broad-
casting,” sponsored by MNational Education As-
sociation. Information: (202) 822-7200.

m April 5-6—Society of Professional Journalists
regional conference. Topic: "Where Freedom
Wanes: The First Amendment's Bicentennial.”
Sheraton Pierremont Hotel, Shreveport, La. In-
formation: Frank May, (318) 797-5257.

u April 5-6—Society of Professional Journalists
regional conference. University of Nebraska
College of Journalism, Lincoln, Neb. informa-
tion: Richard Streckfuss, (402) 472-3048.

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 Arlanta Jour-
nal and Constitwion. Colony Sguare Hotel,
Atlanta. Information: (213) 851-7372.

m April 5-7—Sociery of Professional Journalists
regional conference. Radisson Hotel, Toledo,
Chio. Information: (513) 225-2266.

Let’s Talk Facts

Over 80,000 US. Army Reservists have
served or are serving in support of Operation

™
STl o ]
PaLL Desert Storm.

Fact:

Fact:

They are performing critical missions both in
the United States and overseas.

They are fully trained and are serving our
country in response to this emergency.

These soldiers and their families live and work
in your local community. They deserve your
suppeoert.

Army Reserve soldiers—along with their families, friends
and neighbors—live and work in your market area. Your
audience wants to know the facts.

A complete series of video and audio PSAs and news
releases, short subjects and even fulllength, halfhour pro-
gramming on the Army Reserve is available free to media
outlets. These products highlight the skill and training of
Army Reserve soldiers and their unique contribution to
our changing national defense.

To obtain your free products, simply clip out the coupon
below and mail to: Chief, Army Reserve, Office of Public
Affairs, Room 1E432, The Pentagon, Washington, DC. 20310.

r

(Please Print or Tyoe)
I am interested in receiving copies of the following: (Name)
[] Video News Releases  [] Radio PSAs Gation/Cormpan)
(Address)
] Radio News Releases [] Video Short Subjects
(State) (Zip
] TV PSAs O I‘fﬁ:‘;—_’:ﬂ“ﬁﬁ‘;‘“ {Daytime Phone Number)
16 Detobook
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Aprll 6—Radio-Television News Directors Associ-
ation region-five super regional conference In
conjunction with Northwest Broadcast News Asso-
ciation. Minneapalis. Information: Penny Par-
rish, (612) 925-4636.

April 8—Second annual Pennsylvania area re-
gional conference of National Association of Col-
lege Broadcasters. Luzerne County Community
College, Nanticoke, Pa. Information: Ron
Reino, (717) 821-0932, or Carolyne Allen,
(401) 863-2225.

m April 6—14th annual Great Lakes Radio
Conference. Theme: "Standing Out From the
Crowd,"” sponsored by Central Michigan Univer-
sity, Specs Howard School of Broadcast Arts and
Michigan Association of Broadcasters. Central
Michigan University, Mount Pleasant, Mich. In-
formation: David Schock, (517) 774-7277.

April 7-9Cabietelevision Advertising Bureau
10th annual conference. Marrioft Marquis, New
York. Information: (212) 751-7770.

m Aprii 7-10—"Unleashing Your Competitive
Advantage,” business-to-business marketing
communications conference sponsored by As-
sociation of National Advertisers. Ritz-Carlton
Buckhead, Atianta. Information: (202) 659-
3711,

m April 7-10—Annual meeting of Central Edu-
cational Network, nonprofit regional broadcast-
ing network that provides programing, educa-
tion services and management support to
public television. Hyatt on Capital Square, Co-
lumbus, Ohio. Information: (708) 390-8700.

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

April 8—"Ramifications of the Antitrust Ex-
emption for Sports on Television,” conference
sponsored by Cardozo Arts and Entertainment
Law Journal. Speakers include Thomas Newell,
director of business affairs, CBS; Edwin Durso,
executive vice president, network marketing,
and general counsel, ESPN, and Donald Fehr,
executive director and general counsel, Major
League Baseball Players Association. Cardozo
Law School, New York. Information: (212) 790-
0292.

April B-11—Electronic Industries Association
spring conference. Keynote speaker: Vice
President Dan Quayle. J.W. Marriott, Washing-
ton. Information: (202) 457-4900.

April 8—Electronic Industries Association Go-
vernment/industry dinner, during association’s
spring conference (see listing above). Wash-
ington. Information: (202} 457-4900.

April 9—American Women in Radio and Televi-
sion, New York City Chapter, breakfast, "Media
issues—Some Hot, Some Not.” Marriott Hotel,
New York. Information: (212) 572-9832,

April 9—"Winning New Business,” seminar
sponsored by American Association of Advertis-
ing Agencies. Hotel Nikko, Chicago. Informa-
tion: (212) 682-2500.

April 9-10—"Living with the New Clean Air
Law: Costs vs. Benefits,” conference for jour-
nalists sponsored by Washington Journalism
Center. Watergate Hotel, Washington, Informa-
tion: (202) 337-3603.

April 911—Cable Television Administration and

Marketing Society service management master
course. Chicago. Information: (703) 549-4200.

April 10—Presentation of RadioBest Awards,
sponsored by Twin Cities Radic Broadcasters
Association. Minneapolis Convention Center,

Minneapolis. Information: (612) 544-8575

April 10—Deadline for nominations for 11th
annual Buccaneer Awards for national and lo-
cal TV and radio public service announce-
ments, sponsored by Public interest Radio and
Television Educarion Society. Information: (800}
752-6515.

April 10—Presentation of 34th annual New
York Emmy Awards, presented by WNarional
Academy of Television Arts and Sciences, New
York chaprer. Marriott Marguis, New York. Infor-
mation: (212) 768-7050.

u April 10—Women in Cable, New York chapter,
celebration of First Women in Cable Week,
April 8-12, with two events: “Cable Force 2000
Awards" presentation and "Media Mommies in
Cable.” Viacom Media Center, New York. In-
formation: Audrey Fontaine, (212) 916-1040.

April 10-13—National Broadcasting Society, 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 Institute for
Education by Radio-Television, Columbus, Ohio.
National Press Club, Washington. Information:
(614) 292-0185.

April 11—Forum on digital audio broadcast-
ing, sponsored by Annenberg Washington Pro-
gram. Annenberg office, Willard Office Build-
ing, Washington. Information: (202) 393-7100.

April 11—National Academy of Television Aris
and Sciences, New York chapter. drop-in lun-
cheon. Speakers: Phil Beuth, president, early
morning and late night TV, ABC-TV, and Jack
Reilly, executive producer, ABC's Good Morn-
ing, America, present: "An Update on Morning
Television.”" Copacabana, New York. Informa-
tion: (212) 768-7050.

m April 11—Royal Television Society Alistair
Cooke Lecture, to be delivered by Jack Va-
lenti, president, Motion Picture Association of
America, on "The Magic of the Movies: The
Impact of Hollywood -on the World Through
TV." Cosmos Club auditorium, Washington. In-
formation: {202) 429-0190.

April 11-12—/ndiana Broadcasters Association
spring conference. Muncie, Ind.

April 12—Deadiine for entries in Vanguard
Awards, sponsored oy Women in Communica-
rions, for "companies and organizations that
have taken actions and instituted programs to
advance women to positions of equality within
that company or organization.” Information:
(703) 528-4200.

April 12—"Radio Advertising: A Joumey
Through Sound,” seminar sponsored by Center
for Communication. Speaker. Bud Heck, presi-
dent, Radio Network Association. Center for
Communication, New York. Information: (212)
836-3050.

April 12—"0n Location at WINS Radio: News
Around the Clock,” seminar sponsored by Cen-
ter for Communication. WINS, Center for Com-
munication, New York. Information: (212} 836-
3050.

April 12-13—Society of Professional Journalists
and Radio-Television News Directors Association
"super regional” conference (Oregon, Wash-
ington, Montana, |daho, Alaska). Marriott Ho-
tel, Portland, Ore. Information: Carol Riha,
(503) 228-2169 or (503) 645-6386.

u April 12-13—Society of Professional Journalists
regional conference. Bismarck Holiday Inn,
Bismarck, N.D. information: Lucy Dalglish,
(612) 228-5490.

S —

u April 12-13—Society of Professional Journalists
regional conference. Greenwood Executive
Inn, Ky. Information: (502) 745-4143.

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

April 12-14—Nationa! Association of Black
Owned Broadcasters 15th annual spring Broad-
cast Management Conference. Las Vegas Hil-
ton, Las Vegas. Information: (202) 463-8970.

April 12-14—44th annual convention of the
Associated Press Television-Radio Association of
California-Nevada. Cocoanut Grove and Holi-
day Inn, Santa Cruz, Calif. Information: Rachel
Ambrose, (213) 746-1200.

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

April 14-16—25th annual convention of Virgin-
ia Cable Television Association. Williamsburg
Lodge. Williamsburg, Va. Information: (804)
780-1776.

m April 15—Deadline for entries in National
ADDY Awards for creative exellence in adver-
tising, sponsored by American Advertising Fed-
eration. Information: (202) 898-0089.

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

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

April 16—"Producing for Cable: ACE Award
Winners Tell What [t Takes,” Hollywood lun-
cheon sponsored by National Academy of Cable
Programing and Southern California Cable Asso-
ciation. Regent Beverly Wilshire, Los Angeles.
Information: Bridgit Blumberg, (202) 775-3611,
or Carol Mechanic, (818) 505-7715.

m April 16-17—"America’s Decaying Cities:
Neglect from Afar, Competition at Home," con-
ference for journalists sponsored by Washing-
ton Journalism Center. Watergate Hotel, Wash-
ington. Information: (202) 337-3603.

April 17—"High Performance Account Man-
agement,” seminar sponsored by the American
Association of Advertising Agencies. Ritz-Carlton,
Washington.~ Information: (212) 682-2500.

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

April 18-19—"Cabie Television Law: Living
with Reregulation,” program sponsored by
Practising Law Institute. Hyatt Embarcadero.
San Francisco. Information: (212) 765-5700.

April 18-19—40th annual Broadcast Industry
Conference sponsored by San Francisco State
University, Broadcast Communications Arts De-
partment. Knuth Hall. San Francisco State Uni-
vers:;ty. San Francisco. Information: {415) 338-
7083.

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 19-20—Texas AP Broadcasters annual
convention. Capitol Marriott, Austin, Tex. Infor-
mation: Diana Jensen, (214) 991-2100.

18 Datebeok
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ngest Sitcom Hour
February Sweeps!

Rank  Sitcom Hour HH Share

#1 Full House/Family Matters 320
9

#2  Cheers/Wings

#2  Golden Girls/Empty Nest 29
#4  Murphy Brown/Designing Women 27
#¥5 Roseanne/Coach 26
#5 Cosby/Different World 26
#7 Carol & Co/Dear John 24
#8  Perfect Strangers/Going Places 23
#8 Doogie Howser/Anything But Love 23
#8 Evening Shade/Major Dad 23
#11 Wonder Years/Growing Pains 22
#11 Who's the Boss/Davis Rules 22
#13 Fresh Prince/Blossom 20
#14 Amen/Fanelli Boys 19
#15 Night Court/Seinfeld 18
#15 Simpsons/Babes 18
#17 Married with Child/Hidden Yideo 14
#18 Uncle Buck/Lenny 11
WARNER BROS.
N e - DOMESTIC TELEVISION

DISTRIBUTION

A Time Warner Company

© 1991 Warnet Bros. Inc. All Rights Reserved.
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April 19-21—Southern regional conference of
National Association of Coliege Broadcasters.
Georgia State University, Atlanta. Information:
(401) 863-2225.

u Aptil 19-21—Radio-Television News Directors
Association region six conference, in conjunc-
tion with fowa News Broadcasters Association.
Des Moines, lowa. Information: Dale Woolery,
(515) 280-1350.

April 19-28—Worldfest/Houston International
Film and Video Festival. Festival theaters:
Greenway Plaza, AMC Greenway |l Theaters,
Museum of Fine Arts and Rice Media Center.
Festival hotel: Wyndham Warwick, Houston. In-
formation: (713) 965-9955.

m April 20—Radio-Television News Directors As-
sociation region four conference in conjunction
with Texas AP. Austin, Tex. Information: Stuart
Kellogg, (817) 654-6333.

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

April 19-24—M{P-TV, international television
program market. Palais des Festivals. Cannes,
France. Information: (212) 750-8899.

April 21-24—Broadecast Financial Management
Association 31st annual convention. Century
Plaza, Los Angeles. Information; (708) 296-
0200.

Aprll 22-25—National Computer Graphics Asso-
ciation 12th annual conference and exposition.
McCormick Place North, Chicago. Information:
(703) 698-9600.

April 23— {nternational Radio and Television So-
ciery newsmaker |uncheon. Waldorf-Astoria,
New York. Information: (212) 867-6650.

April 28—{nternational Radio and Television So-
ciety Gold Medal Award dinner. Recipient:
Frank Bennack Jr., president-CEO, Hearst
Corp. Waldorf-Astoria, New York. Information:
(212) 867-6650.

April 25-26—C-SPAN invitational seminar. C-
SPAN, Washington. Information: (202) 737-
3220.

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. Information; (212)
586-8424 or (818) 953-7575.

B April 27—Radio-Television News Direciors As-
sociation region eight conference in conjunc-
tion with Michigan AP. Livonia Marriott, Livonia,
Mich. Information: Gary Hanson, {216) 788-
2456.

B April 27—Radio-Television News Directors As-
sociation region seven super-regional confer-
ence. Loyola University, Water Tower campus,
Chicago. Information: Gene Slaymaker, (317}
923-1456.

April 29—"New Technologies: The Video

Journalist of the Future,” seminar sponsored

Dy Center for Communication. Center for Com-

?Ourgcation. New York. Information: (212} 836-
50.

April 29-30--"Spectrum Allocation and Man-
agement,” sponsored by Annenberg Washington
Program. Annenberg Program, Willard Office
?:J(i)lging' Washington. Information: (202} 393-

115

ADVICE AND DISSENT

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

Made possible by a grant from GE.

THE MCLAUGHLIN GROUP

Check your local listing for station and time.

We bring good things to life.
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April 29-30—"Newsrcom Technology: The
Next Generation," technology seminar spon-
sored by Gannett Center for Media Siudies. Gan-
nett Foundation, Columbia University, New
York. Information: (212) 280-8392.

u April 29-30 —Kenrucky and Indiana Cable Tele-
vision Associations joint spring meeting. Galt
House Hotel, Louisville, Ky. Information: (502)
864-5352.

MAY

May 3-5—Federal Communications Bar Associa-
tion annual seminar. King's Mill Resort and
Convention Center, Williamsburg, Va. Informa-
tion: (202) 833-2684.

u May 3-5—-"Energy, the Economy and the
Middle East,"” economics conference for jour-
nalists sponsored by Foundation for American
Communications, Ford Foundation and Dallas
Morning News. Dallas-Fort Worth Hilton Execu-
tive Conference Center, Grapevine, Tex. Infor-
mation: (213) 851-7372.

May 5-8—Association of National Advertisers ad-
vertising financial management conference,
"Advertising and Accountability.” Walt Disney
World Dolphin, Orlando. Fla.

May 5-11—31st annual Golden Rose of Mon-
treux festival for light entertainment television
programs, sponsored by Swiss Broadcasting
Corp. and City of Monireux, Swirzerland. Infor-
mation: John Nathan, (212) 223-0044.

May 6-9—Nebraska Interactive Media Sympo-
sium, “A New Decade of Technology,” forum
for exploring strengths of various interactive
formats, sponsored by University of Nebraska-
Lincofn. Nebraska Center for Continuing Edu-
cation, Lincoln, Neb. Information: (402) 472-
3611.

m May 7—USA Nemwork local ad sales work-
shop. Boston Marriott Copley, Boston. Informa-
tion: Tracey Munhlfeld, (212) 408-9170.

u May 10—USA Nerwork local ad sales work-
shop. Greenbelt Marriott, Greenbelt, Md. Infor-
mation: Tracey Muhlfeld, (212) 408-9170.

May 12-14—Pacific Telecommunications Council
mid-year seminar, "The Telecommunications
and Travel Industry Interface and its Role in
National and Regional Development.” Bali
Beach Resort, Indonesia. Information: (808)
941-3789.

May 13—George Foster Peabody luncheon,
sponsored by Broadcast Pioneers. Plaza Hotel,
New York. Information: (212) 586-2000.

May 13-15—Pay Per View ‘91 annual conven-
tion, sponsored by Cable Television Administre-
tion and Marketing Sociery. Marrictt World Cen-
ter, Orlando, Fla. Information: Bob Westerfield,
(703) 549-4200.

May 14—/niernational Radio and Television Soci-
ety Broadcaster of the Year luncheon. Recipi-
ents: Robert MacNeil and Jim Lehrer, MacNeil/
Lehrer NewsHour. Waldorf-Astoria, New York.
Information: (212) 867-6650.

May 14—American Women in Radio and Televi-
sion, New York City chapter, lunch, "Peaple
Finders.” Marriott Hotel, New York. Informa-
tion: (212} 572-9832.

m May 14—Acrion for Children's Television 19th
annual awards ceremony and luncheon. Na-
tional Press Club, Washington. Information:
(617) 876-6620.

u May 14-16—Cable Television Adminisiration
and Marketing Society Setvicé management
master course. San Antonio, Tex. Information:
(703) 549-4200.

T
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For A Sitcom
Strip To Be #1
In A Market Like
San Francisco, It
Must Be Urbane,
Refined And
Sophisticated...




‘mAP

Mama has been misunderstood. Just ‘cause she
comes from the country, some city slickers figured
she couldn’t hold her own in the big city. Low-down
truth is she has the power to whip the tar out of her
uptown competition.

Take a look at San Francisco. At 6:30 PM, she finished
the February sweeps #1, beating three news shows,
an established sitcom and two action hours. Fact is,
even Mama’s next door neighbors, ‘“‘Boss’’ and ‘‘Cheers,”
had to muster all their muscle just to keep up with
Mama’s vim and vigor.

And considering that the only numbers you’ll find
high with ‘“Mama’’ are her ratings, it’s plain to see that
with her on your side, you'll finish the day with a lot
more than chicken feed.

Just goes to show. When it comes to horse breeding,
beauty queens and TV ratings, it doesn’t matter where
one hails from, as long as they finish a winner.

QADAS
FAMILY

A Joe Hamilton Production

Source: Nielsen multiday Grid 1/31/91 — 2/87/9.



- #1 At 6:30 PM In San Francisco

Rtg/Sh
KTVU MAMA’S FAMILY 9.8/17
KGO  Local News 8.5/15
KRON Local News 1.8/14
KPIX Local News 6.5/11
KBHK  Sitcom 3.8/17
KOFY  Action Hour 2.5/4
KICU Action Hour 1.2/2 |

In The #1 Comedy Block

Rtg/Sh
6:00 PM Who's The Boss? 9.1/17

6:30 PM MAMA'S FAMILY 9.8/17
| 7.00PM  Cheers 10.0/17

WARNER BROS.
DOMESTIC TELEVISION
DISTRIBUTION

A Time Warner Company

© 1991 Warner Bros. Inc. All Rights Reserved.
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In March 18 story on morning
news shows, cutline incorrectly
identified Good Day New York as
being on WWOR-TV. It is on wiyw-
w‘

May 15-18—American Association of Advertising
Agencies annual meeting. Greenbrier, White
Sulphur Springs, W. Va. Information: (212)
682-2500.

May 15-19—Annual public radio conference,
sponsored by National Public Radio. Sheraton,
New Orleans. Information: (202) 822-2090.

® May 15-19—21st annual National Education-
al Film and Video Festival. Among Sponsors:
Nationai Captioning Institute, Clorox Co., City of
Oakland and California Council for the Human-
ities. Oakland Museum, Exploratorium's
McBean Theater and Oakland Convention
Center, Oakland, Calif. Information: (415) 465-
6885.

® May 16—USA Nemwork local ad sales work-
shop. Hyatt Westshore at Tampa International,
Tampa, Fla. Information: Tracey Muhifeld,
(212) 408-9170.

May 16-17—C-SPAN invitational seminar. C-
SPAN, Washington. Information: (202) 737-
3220.

May 16-19—American Women in Radio and Teie-
vision 40th annual convention, featuring pre-

sentation of new awards, AWRT Star Awards,
for commitment and sensitivity to the issues
and concerns of women. Omni, Atlanta. Infor-
mation: (202) 429-5102.

May 18—Presentation of 43rd annual Los An-
geles area Emmy Awards, sponsored by Acad-
emy of Television Aris and Sciences. Pasadena
Civic Auditorium, Pasadena, Calif. Information:
(818) 763-2975.

May 19-21—Concert Music Broadcasters Associ-
ation annual meeting, hosted by KING-FM Se-
attle. Seattle Sheraton, Seattle. Information:
Peter Newman, (206) 448-3672.

May 19-21—Washington State Association of
Broadcasrers annual conference. Cavanaugh's
Inn at the Park, Spokane, Wash. Information:
(206) 286-2056.

May 19-25—National Association of Broadcasters
small group seminars on investment opportu-
nities in Europe, London and Paris. Informa-
tion; Charles Sherman, (202) 429-5361.

May 20-21—filinois Broadcasters Association
congressional visits. Washington. Information:
(217) 753-2636.

May 20-22—Media Summit on significant
global business opportunities for media own-
ers, advertising executives, international cor-
porate presidents, bankers, investment ana-
lysts and program managers, organized by
Johannesson & Associates S.A., Luxembourg.
Waldorf Astoria, New York. information; (352)
458473,

8 May 21-22—"S&L's and Banks: Will There
Ever Be a Bailout?" conference for journalists
sponsored by Waskington Journalism Center.

In Loving Memory of Our Dear Friend and Colleague

JAY BOWLES

One in a Million

Ben Avery Bob Benson Rob Dalton Henry Heilbrunn
Jim Hood Roy Steinfort Mark Thayer

Watergate Hotel, Information:

(202) 337-3603.

w May 21-24Cable Television Administration
and Marketing Society sales management mas-
ter course. Boston. Information: (703) 549-
4200.

May 22—First Radio and Television News Direc-
tors Foundation banquet, including presenta-
tion of RTNDA John F. Hogan Distinguished
Service Awards to Senator Bob Packwood (R-
Ore.) and Brian Lamb, C-SPAN chairman and
chiet executive officer. Mayflower Hotel, Wash-
ington. Information: {202) 659-6510.

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

May 23— Federal Communications Bar Associa-
tion monthly luncheon. Speaker: Peggy Char-
ren, Action for Children's Television. Washing-
ton Marriolt, Washington. Information: (202)
833-2684.

8 May 23— USA Nerwork local ad sales work-
shop. Embassy Suites Hotel, East Syracuse,
N.Y.. Information: Tracey Muhlfeld, (212) 408-
9170.

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

® May 30-31—"Sound and Images,” confer-
ence on music and sound in films on the visual
arts, sponsored by Program for Art on Film and
the University of Southern California School of
Cinema-Television. UCLA, Los Angeles. Infor-
mation: Peter Naumann, (212) 988-4876.

May 31—Dealine for Crystal Radio Awards,
sponsored by National Asseciation of Broadcast-
ers, for contributions to community service in
local programing, interaction with community,
public service initiatives and local leadership.
Information: William Peak, (202) 429-5422.

Washington.

June 1-4—International Summer Consumer
Electronics Show, sponsored by Electronic In-
dustries Association. McCormick Place, Chica-
go. Information: (202) 457-4800.

June 2-5—Women in Cable national cable man-
agement conference. Sheraton Denver Tech
Center, Denver. Information: Shirley Moses,
(904} 932-2800.

June 2-6—Radio Advertising Bureau Qraduate
management program. Wharton School, Phila-
delphia. Information; (212) 254-4800.

8 June 2-7—"Teaching Fellowship,” seminar
tor full-time college teachers of broadcast jour-
nalism, sponsored by Poynter Institute. Poynter
Institute, St. Petersburg, Fla. Information: (813)
821-9494.

June 2-8—Banff Television Festival. Banff, Al-
berta, Canada. Information: {403) 762-3060.

June 2-14— Summer facufty workshop in
communications policy, sponsored by Annen-
berg Washington Program. Annenberg Program,
Wiilard Office Building, Washington. Informa-
tion: {202) 393-7100.

June 3-6Fifth international broadcast news
workshop, hosted by North American National
Broadcasters Association. Harbour Castle Westin
Hotel, Toronto. Information: (613) 738-6553.

B June 4—Sociery of Professional Journalists,
Washington chapter, annual Dateline Awards
dinner. National Press Club, Washington. Infor-
mation; Julie Asher, (202) 541-3266.

June 5—Broadcasting/Cable Interface V, tele-
communications policy seminar sponsored by
BROADCASTING magazine and Federal Communi-
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Without strong safeguards the national TV
networks will dominate television — from
creation, through production, to
broadcast and rerun. Without some
restrainl on network power, the hundreds
of diverse voices that hring you the best in
television eould be silenced.

The entire television production
community knows from past experience
that the national networks can and will use
their power by extracting ownership
interests in programs as a condition of
getting them on the air.

That is why the television production
community, large and small. is

Syndication Rule has been remarkably effective in protecting the television
audience from monopoly network power. It has guaranteed genuine
competition in the television marketplace — a marketplace in which the
neiworks are the gatekeepers to America’s living room.

unanimous in its opposition to the
networks’ orchestrated efforts for
total repeal of the Rule, whether
today, tomorrow or three years
down the road.

Misguided deregulation brought
decreased compelition in air travel
and disaster Lo savings and loans.
Let’s not replay those tragedies on
television.

Independent television producers bring
the diversity of America’s stories to life
on television. Our independence is key
to our creativity. Don’t let the networks
take it away.

Mel Blumenthal

{(MTM Enterprises Inc.)
Bob Daly

{Warner Brothers Inec.)
Chuck Fries

(Fries Entertainment)
Stuart Glickman

{The Carsey-WernerCompany)
Mel Harris

(Paramount Communications Inc.)

Len Hill

(Leonard Hill Films)

Jerry Leider
(The Jerry Leider
Company)

Gary Nardino

(Orion Pictures

Ine.)

The ubove are members of the Negotiating Commitiee of the Coalition to Preserve the Financial Interest and Syndication
Rule and speak for over 200 independent producers, eensumer and bhusiness organizations.




ANOTHER
HARD COP

MARKET
NEW YORK

LOS ANGELES
CHICAGO
BOSTON*
WASHINGTON, DC
DALLAS

DETROIT*
SEATTLE
MINNEAPOLIS
MIAMI

ST. LOUIS
PHOENIX
HARTFORD
INDIANAPOLIS




TIME
STATION PERIOD
WCBS/C  7:00 PM
KNBC/N  7:30 PM
VMAQ/N  6:30 PM
NHDH/C  4:30 PM
WRC/N  4:30 PM
KDFW/C  6:30 PM
WIBK/C  7:00 PM
KCPQ/F  6:30 PM
KSTP/A  11:00 PM
WTVJI/N  4:30 PM
KTVI/A- 4:30 PM
KTVK/A  11:00 PM
WVIT/N  7:30 PM
WXIN/F ~ 7:30 PM

Face reality.

This February in the metered markets, HARD COPY was the only
news magazine among its chief competitors fo improve on its lead-in
and its time period performance a year ago, while “A Current Affair”

FEB. ‘90
PROGRAM

HARD COPY
HARD COPY
HARD COPY
HARD COPY
HARD COPY
HARD COPY

FAMILY FEUD

HARD COPY
HARD COPY
HARD COPY
GERALDO
HARD COPY
HARD COPY
HARD COPY

and “Inside Edition” each lost ground.

That's one reason why stations in more than 40% of the country

FEB ‘90 FEB 91

%

RATING RATING INCREASE
7.6 7.8 + 3%
8.8 9.5 + 8%
59 8.8 +49%
59 8.0 +36%
4.2 51 +21%
85 104 +22%
6.0 7.1 +18%
5.3 54 + 2%
5.1 6.9 +35%
n 4.0 +38%
6.1 7.0 +15%
3.6 6.3 +75%
'3 6.7 +26%
58 6.1 + 5%

have already committed to multi-year renewals of HARD COPY through

the '92-"93 season.

If you'd like to gain ground on the competition, consider
HARD COPY. And put yourself in some pretty exclusive company.

Source: NSI Feb. 1991 Time Period vs. Feb. 1990. Metered mkt.

Source: NS (*ARB) a3 dated.

YL

A Paramount Communications Company



cations Bar Association. ANA Hotel, operated by
Westin Hotels and Resoris, Washington. Infor-
mation: Patricia Vance, (202) 659-2340.

June S Jllinois Broadcasters Association/Wis-
consin Broadcasters Association joint TV sales
conference. Clocktower Inn. Rockford. . In-
formation: (217) 753-2636.

® June 7-9—Tenth annual Northern California
Radio-Television News Directors Association cON-

vention and awards ceremony, co-hosted by
region two of the National Radio-Television News
Directors Association. Doubletree at Fisher-
man's Wharf, Monterey, Calif. Information:
(415) 561-8760.

June 7-11—American Advertising Federation na-
tional advertising conference, including pre-
sentation of National ADDY Awards. Theme:
"Hit the High Notes." Opryland Hotel, Nash-

ville. Information: (202) 898-0089.

June 8—Nationa! Academy of Television Arts
Cleveland chapter Emmy Awards presenta-
tion. Stoufier Tower City Plaza, Cleveland. In-
formation: Janice Giering, (216) 621-5925.

June B—National Academy of Television Arts and
Sciences Washington chapter Emmy Awards pre-
sentation. Washington. Information: (202) 364-
0383.

kN M1

WHAT'S RESPONSIBLE

EDITOR: I'm glad Joe Meier, who wrote
in *‘Open Mike'’ on March 4 about the
““irresponsibility” of the media (which,
in keeping with his simplistic views, he
treats as a singular noun), bills himself
as a retired broadcaster. The fewer ac-
tive broadcasters we have who don’t un-
derstand the First Amendment the bet-
ter.

Typical of the current wave of First

Amendment bashers, Meier invokes
“responsibility’” as a code word. ‘‘Re-
sponsible’’ speech means carte blanche
for those with whom 1 agree, but the
threat of suppression for those with
whom [ disagree. At one time only irre-
sponsible people thought the world was
round. All right-thinking, responsible
citizens knew it was flat.

Typical of such right-thinking is the
implication that only Meier's elite
group, gifted with superior insight, can

Please send
O Broadcasting W Magazine
O 3 years $225

... (Check appropriate DOx)

J 2 years $160

{International subscribers add $40/year for surface gelivery)

Broadcastingz

The News Magazine of the Fifth Estate
1705 DeSales St., N.W, Washington, D.C. 20036-4480
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O 1 year $85
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Name
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Home? YesO NoO
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State Zip
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TitlesPosition

understand and make due allowances for
news dispatches that perforce originate
from controlled locations. What Joe
calls “*the great unwashed masses’’ need
guidance lest they be taken in by propa-
ganda. But the profoundly revolutionary
feature of the American experiment in
self-government is that a people in-
formed from many competing, antago-
nistic sources (including, of course,
Meier himself) can be relied on to sort
out enough of the late truth to survive
without supervision from a specially or-
dained ruling class.

We can be thankful that broadcasting
refuses to be panicked by the present
vogue of demanding that the news media
become military propaganda organs for
the duration, despite being charged by
people like Meier with being prostitutes,
and irresponsibly and arrogantly seeking
self-aggrandizement.—Sydney W. Head,
co-author, ‘‘Broadcasting in America,”’
Oceano, Calif.

IN AGREEMENT

EDITOR: Dr. Sammy Parker, in the
March 4 ‘“‘Monday Memo,’” reinforces
the ‘‘heart’” of small market radio. A
basic advertising medium...locally driv-
en programing...defensively programed
music...elimination of short-term sales
promotions.

The combination of a government
bent on jamming the spectrum full of
broadcast outlets, combined with broad-
cast investors seeking immediate finan-
cial gratification, has drawn our industry
of small market stations away from Dr.
Parker’s model.

Signgture Are you in cable TV operations 0 Yes Parker reminds us quick fixes are not
frequired) e e ————— O No the answer...nor are more stations.
! M’ | Rather, the answer is a combination of
| dd h | UL Uus .
I Ff"' renewal or address change I local service programing and sales
I place most recent label here I strength. Everyone wins when that hap-
L o2 1 pens!—Dean Sorenson, president, Sor-
__________ enson Broadcasting, Sioux Falls, §.D. ’
30 Opon Mike
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JAY CLYDE BOWLES
1942 - 1991

We are deeply saddened over the loss of our friend
and partner. His unique spark and sense of humor
can never be replaced. Jay Clyde Bowles was truly
one of the best.

BLACKBURN@@)MB
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*Sally delivers her
highest sweep rating:
5.7% | 20% Share

Sally’s 16% growth surpasses
all other daytime talk shows

*Sally dramatically out-ates
her competition:
Geraldo by 39%
Regls & Kathie Lee by 39%
Joan Rivers by 97%

-327P91. 24 markets metered both years.

~Sally is one of the
top 3 television talk shows,

together with Donahue and Oprah

‘ 72N
QVAD MULTIMEDIA ENTERTAINMENT

991 Multimedia Entertainment Inc. All Rights Reserved.

Source: Nielsen Metered Markets Ovemights: 2/1 - 2/28/90, 131
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Michael |26
Caine.. & o

from the

English Channel

to The Travel
Channel.

Join Michael Caine each week
on “Focus on Britain”, a
fascinating series that takes

you on in-depth, fun-filled tours,
from pubs to castles ... and
everything in between.

HQ and N.E. Region: NY, NY (212) 603-4512; S.E. Region: NY,, NY. (212) 603-4522;
Midwest Region: St. Louis, MO (314) 298-6322; W. Region: L.A., CA (213) 413-7288.

CHANNEL
®

Takes you there.




CABLE '91: POISED FOR A NEW PLATEAU

Program popularity, technical breakthroughs will push medium to new heights,
NCTA president predicts; new PR role will parallel association’s political charter

A buoyant Jim Mooney will lead a
resurgent cable industry into an-
nual convention in New Orleans
this week, followed by the usual Wash-
ington and credit market problems but
more confident than in years that cable is
about to experience another quantum
leap.

The Mooney optimism is based upon
“*what I see happening in public enthusi-
asm for cable programing and our being
very close to technological break-
throughs that are going to solve our
channel capacity problem and which, by
extension, will bring us much closer to
HDTV and pay per view—things that
will be revenue enhancers because
they’ll be service enhancers. For exam-
ple, I can see us doubling our channel
capacity in six or seven years. The im-
portance here is that we’ll be able to
enhance revenues by enhancing the ser-
vice, not by simply charging more mon-
ey for the same old thing."’

On the program front, Mooney noted

NCTA President Jim Mooney

that *‘last Saturday [March 16], in its
universe, HBO beat each of the broad-
cast networks—just one cable pay ser-
vice [with the Josephine Baker Story]."
He also remarked that CNN and C-
SPAN *‘galvanized public appreciation
of cable as never before™ in their pro-
graming leading up to the Persian Gulf
war and in covering the war itself.

To the extent that cable still has prob-
lems, those with the credit markets beat
out the political problems ‘'by a nose,”’
Mooney says. And those he attributes
mainly to the attitude of the controller of
the currency toward highly leveraged
transactions, which many of cable’s
deals and those of other media industries
require. Mooney dismisses the often ex-
pressed theory that credit markets are
reluctant about cable because of the
threat of reregulation.

Nevertheless, that threat is never far
away for the NCTA president. Jim Moo-
ney is popping Tic Tacs rather than puff-
ing Newports these days, but he has

retained his old habit of keeping close
watch on the doings of Congress and
what it might be doing to the cable in-
dustry he represents.

It’s a habit worth keeping. For the
past year and a half, cable has been
facing a generally hostile Congress bent
on answering consumer complaints
about cable rates and service by impos-
ing on cable operators what they consid-
er to be onerous and crippling regula-
tion.

The 47-year-old Mooney is also hav-
ing to learn some new ways. At a meet-
ing following NCTA’s annual conven-
tion in New Orleans this week, the
NCTA board is expected to sign off on a
plan that would enlarge the association’s
charter from cable’s principal political
arm into its principal public relations
arm as well. The plan will not only swell
the association’s staff, but also its bud-
get—by some $10 million a year.

Not surprisingly, Mooney is more
comfortable talking about the old than
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the new. Although he readily expounds
on cable’s current legislative and regula-
tory predicaments, he clams up when the
talk turns to PR. “‘PR you do, you don’t
talk about,”” he says. ‘'‘Whatever we
have to say about that will come out
nicely canned, packaged from Elise’s
shop.”’ (Elise Adde is NCTA’s vice
president of industry communications.)

NCTA’s congressional strategy—set
forth in unequivocal terms by Mooney at
last December’s Western Cable Show in
Anaheim, Calif. —is to oppose regula-
tory legislative initiatives.

*‘I have a hard time seeing any good
coming out of legislation,” Mooney
said during an interview on the eve of
the NCTA’s annual convention in New
Orleans this week. “‘The thing is too
complicated, too sticky, and 1 think
there are too many other commercial
interests that will be drawn to it like flies
to the honeypot.”

Mooney eschews predictions on how
successful NCTA may be in derailing
legislation, but he is reasonably confi-
dent neither chamber will pass legisla-
tion until this summer. And by that time,
the FCC will likely have adopted new
“‘effective competition’” rules returning
many, if not most, cable systems to local
rate regulation.

How much steam such FCC rules will
take out of Congress’s will to act de-
pends on how far the rules go in clamp-
ing down on cable rates, according 10
Mooney. ‘It will depend on whether the
FCC is perceived to have done some-
thing that is real—something that will
represent a significant check on the abil-
ity of cable operators to price their ser-
vice unreasonably.”’

Whatever the FCC does, Mooney
concedes, some members of Congress
will find it ‘‘unsatisfactory because they
insist that [reregulation] be as Draconian
as it can be and that it be punitive,”’ he
says. ‘‘But I doubt that attitude is wide-
spread,” he said. ‘*‘Most members want
to see this problem resolved and have it
go away.”’

NCTA is walking a tightrope at the
FCC. While it wants rules that, as Moo-
ney put it, will be perceived as *‘real’’
on the Hill, it does not want rules that
would put virtually every cable system
in the country in the grasp of local regu-
lators. To that end, it has suggested revi-
sion to the FCC’s proposed rules that
would exempt many systems from local
regulation. The commission is expected
to finalize the rules in May or June.

Much of cable’s hope of surviving the
year on Capitol Hill stems from the Bush
administration’s active role in opposing
cable legislation. Determined not to al-
low the regulatory pendulum to swing

back on American business, the admin-
istration is encouraging House and Sen-
ate Republicans to block the cable bills.
The fruits of its effort were evident last
week at the House Telecommunications
Subcommittee’s hearing on cable (see
story, page 80).

According to Mooney, the administra-
tion’s position is the big change over last
year. “‘This time the administration is
playing a role at the beginning of the
legislative process and that’s having an
effect,”” he said.

But cable also has to be wary of the
administration, whose influence on the
Hill looks to some like a two-edged
sword. In addition to being a staunch
opponent of reregulation, the adminis-
tration is also on record in favor of al-
lowing telephone companies to compete
with cable.

“l can see us
doubling our
channel capacity in
SLX or seven years.
The importance
here is that we’ll be
able to enhance
revenues by
enhancing the
service, not by
simply charging
more money for the
same old thing.”’

—Jm Mooney
NCTA presidont

L]

“Life is full of complications,” says
Mooney. But, thus far, the administra-
tion is not pushing telco entry, in his
view. ‘It doesn’t look to me like they
are working on that one.”’

Looking beyond the current legisla-
tive crisis, Mooney and other cable lead-
ers see the telephone industry as their
greatest threat. Using its immense
wealth and commensurate political mus-
cle in Washington, the telco industry has
been working to eliminate the legal and
regulatory barriers against phone compa-
nies entering the cable business.

Part of the NCTA’s new public rela-
tions mandate is to encourage that shift
in perception, according to industry
sources. Mooney will not confirm that
goal, but did say that NCTA hopes to
change the nature of the telco-cable de-
bate. *‘To do things that tend to make
the telephone companies’ aspiration get

judged in terms of telephony policy rath-
er than in terms of whether or not you
like your local cable operators,”” he
said. ‘‘There are very large questions
there, involving very large amounts of
money for which the telco ratepayer
might end up holding the bag.”’

In their embrace of advanced technol-
ogy, Mooney says, cable companies have
to avoid making the “‘blue sky’’ techno-
logical promises that marred cable’s im-
age in the early 1980’s when cable failed
to deliver. ‘““We have to caution people
that it’s very hard to use technology to
drive the development of markets and
dangerous to use regulatory policy to
drive investment in technology in the ex-
pectation markets will develop.””

Cable companies that lose their way
in the world of video compression and
fiber optics could end up big losers,
Mooney says. ““The landscape is littered
with the dead bodies of this-at-home and
that-at-home services that were attempt-
ed in the 1980’s.”

NCTA’s relationship with the Nation-
al Association of Broadcasters has been
cool ever since the NAB withdrew its
active support for cable legislation at a
critical juncture last fall and in so doing
helped seal its fate. NAB had signed on
to the bill after NCTA agreed to a new
must-carry regime guaranteeing most
television stations carriage on their local
cable systems.

And Mooney is not locking forward
to dealing with the NAB again. *‘I'm the
guy who has gone around the track sev-
eral times with broadcasters, traveling to
broadcast industry organizations and
holding the olive branch out and in the
end all I get is the back of the hand,’” he
says. ‘‘I'm tired of doing this.”’

Mooney is particularly irritated by ac-
cusations by NAB President Eddie Fritts
that cable, *‘in effect, welshed on the
deal we made with them last year by
killing the cable bill, considering that
the NAB, on Sept. 20, declared that the
bill was dead and published its obituary
[it died officially in mid-October]. For
them to declare now that we killed it
makes you wonder whether they are se-
rious people. It’s just outrageous.”’

Mooney makes clear cable is not in-
terested in talking about retransmission
consent, which is being promoted by the
networks and other large broadcasters.
With the right to deny cable systems
permission to carry their signals, popu-
lar stations like network affiliates and
major independents would have the op-
portunity to extract carriage payments
from cable, but, in the absence of a
complementary must-carry requirement,
could leave weak stations in the position
of having to pay cable for carriage.
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An effort by broadcasters to win re-
transmission consent would fall flat on
Capitol Hill when its effects become un-
derstood, according to Mooney. Cable
subscribers and the weak stations would
ultimately end up paying for the signals of
the strong stations, and most of the money
could end up in Hollywood or with the
sports interest, he says. Do you think the
Hollywood and sports guys are going to
sit still while broadcasters are trying to
stage this raid on the cable treasury or this
raid on the cable subscribers and not
themselves demand the lion’s share of the
booty?’’ Mooney asks. *'1 don’t know
why Congress would go along with any-

thing like that.”

Mooney also says he is not interested
in cutting a must-carry or retransmission
consent deal with broadcasters simply to
win their support in the battle against the
telcos. “*They will not be of any use
against the telephone company unless
they genuinely perceive that it’s in their
interest,”” he said. ‘‘If they are not in
there on that basis, they...won't expend
the political capital.”’

Despite cable’s current stance against
buying onto legislation, Mooney does
not rule it out entirely. ‘1 don’t see it,
but on the other hand if you had asked
me last September if we would see the

daffodils up during the first week of
March, | would have said, ‘No, | don't.’
But behold, there they were."”’

Mooney was the target of some criti-
cism and second-guessing from within
the industry last year for his handling of
cable legislation—much of it due to the
fact that significant segments of the in-
dustry were opposed to any legislation.
And if things get sticky again in Wash-
ington later this year, Mooney again fig-
ures to be a target. But it goes with the
territory, he says. ‘*You can’t have a job
like this without having people sniping
at you from time to time,’’ he says as he
reaches for another Tic Tac. —HAJ,MS

NETWORKS DEAL
ON FIN-SYN

bandoning hope of winning com-

plete repeal of the FCC’s fin-syn

rules, the three major broadcast
networks last week floated a new plan at
the agency that would retain significant
restriction of their activities in the televi-
sion syndication market, but give them
much greater opportunites to exploit the
lucrative market than would the scheme
now favored by a majority of FCC com-
missioners.

‘‘We are trying to get the commission
to look at a plan that is both practical
and allows us to compete,”’ said George
Vradenburg, CBS senior vice president
and general counsel.

Responding to pressure from the FCC
for a private compromise between the
warring parties, the networks and a ne-
gotiating team representing the Holly-
wood studios and independent producers
were planning t0 meet either tomorrow
or Wednesday (March 26-27), probably
in Los Angeles.

Planning for the negotiating session
moved forward despite squabbling over
the question of whether the networks
would be permitted to continue to talk
separately with individual producers.

The networks new plan would:

8 Allow networks to acquire financial
interest in outside-produced programing
for the entire prime time entertainment
schedule and syndication rights in out-
side-produced programing for 50% of
the schedule. As an ‘‘anti-extraction’’
safeguard, the networks would not be
permitted to negotiate for such “‘back-
end’’ rights until after they concluded
the basic licensing deal, and producers
would have 14 days after any back-end
deal was made—‘‘a cooling off peri-

——- |

od’’'—to shop the rights around to other
networks, studios and syndicators.

8 Cap in-house productions on the
prime time schedule at 50%, while per-
miting partial financing of in-house pro-
duction by outside entities,

® Limit network participation in do-
mestic syndication to 50% of the prime
time entertainment schedule (including
both in-house and outside-produced
shows).

8 Permit foreign syndication of all
programing.

8 Permit production or co-production
of programing for first-run syndication,
but require networks to distribute such
programing through independent syndi-
cators.

8 Retain the syndication safeguards
against affiliate favoritism and ‘‘ware-
housing™ contained in the the FCC’s
majority plan.

8 Mandate review of the rules within
four years, with the presumption they
should be repealed.

The plan was presented to the com-
missioners or their staffs last Thursday
and Friday by former FCC Chairman
Richard Wiley of Wiley, Rein & Field-
ing, who represents CBS.

The plan appears to have been well
received at the FCC, although none of
the offices was prepared last week to
publicly endorse it or any of its ele-
ments. Wiley said he received little
feedback—positive or negative—during
his rounds.

The plan constitutes the networks in-
formal response to a more restrictive one
released for comment by the FCC last
week and backed by the majority of the
commissioners—Andrew Barrett, Sher-
rie Marshall and Ervin Duggan.

Like the network plan, the majority
plan would permit acquisition of finan-
cial interest in prime time programing.
But it would impose what the networks
claim is an unduly harsh anti-extraction
safeguard—a two-year limitation on the
initial network licensing agreement.
Such a safeguard would discourage the
networks from taking an interest in any
shows, the networks say.

The majority plan would also limit in-
house production to 40% of the prime
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time schedule, but allow domestic syn-
dication of in-house programing. It
would also permit foreign syndication of
in-house programing as well as pro-
graming produced for other networks or
for first-run.

The squabbling over the private nego-
tiations came to a head in an exchange
of letters last Friday between Richard
Cotton, NBC executive vice president
and general counsel, and Bob Daly,
Warner Bros. chairman and chief execu-
tive officer, and co-chairman of the fin-
syn coalition.

In his letter of last Friday, Cotton said
the Daly precondition that talks with the
coalition be exclusive—that the net-
works not talk independently with indi-
vidual studios—was ‘‘unacceptable.”
“‘As ABC, CBS and NBC have consid-
ered this matter, it seems clear to us that
we should not limit in any way our abili-
ty to discuss these important issues with
anyone in the final days before the FCC
makes iis decision in the fin-syn pro-
ceeding.”’

Responding the same day, Daly said
he would not insist on exclusivity, but
rebuked the networks for trying to drive
wedges among producers. ‘‘If your goal
is to negotiate an agreement separately
and apart from the long-established and
FCC-recognized network and coalition
negotiating committees, then we would
view this as a counterproductive and im-
proper attempt, once again, to separate
and divide our group,”’ he said. ‘At this
late date such a tactic would only serve
to frustrate any possible attempt at set-
tlement.”’

Daly has cause to be concerned about
the networks’ ‘‘separatc and divide”
tactics. Over the past few weeks, a
handful of independent producers, most
notably Mel Blumenthal, senior vice
president, MTM Enterprises, went pub-
lic with concerns about the majority
plan, which is aimed at protecting inde-
pendent producers from network lever-
age.

In an effort to shore up the coalition
and prepare formal comments on the
majority plan, which are due today
(March 25), members of the coalition
met in Los Angeles last Friday. Coming
out of the meeting, Daly reported that
the coalition is **strong and solid. We
are in total agreement on what we are
going to file,”’ he said,

The FCC had hoped to settle fin-syn on
March 14, but the day before it postpon-
edthe vote until April 9. Any compromise
generated by this week’s negotiations
would have to be brought to the agency by
April 2. FCC rules prohibit contact be-
tween FCC officials and affected parties
seven days prior to a vote. —HA)

DOW-GROUP W RAISES
FNN BID TO $115 MILLION

D ow Jones and Group W upped the
ante last week, bidding $115 mil-
lion for Financial News Network,
which has been in Chapter 11 since
March 1. The offer exceeds by $10 mil-
lion the bid made by CNBC on Feb. 24,
which had scuttled Dow Jones-Group
W’s earlier agreement in principle to pay
$90 million for FNN.

The bankruptcy judge had ruled that
any competing bid to CNBC’s definitive
agreement with FNN was due by March
25, and had to be at least $115 million.
The judge has set April 3 as the date by
which a buyer will be chosen, and Don-
ald Mitzner, president, Group W Satel-
lite, predicts that will be the ‘‘magic
date,” with the proceedings essentially
turned into an auction process. Last
week CNBC would only say, through a
spokeswoman, that ‘‘we fully intend to
acquire FNN, and are confident that the
closing will take place promptly after
court approval.”” Said analyst Mark Rie-
ly, partner in MacDonald Grippo Riely:
*It is hard for me to believe CNBC has
much of a chance without overbidding,”’
adding that ‘‘there are logical arguments
for the bidding to go as high as $140

million or more.”’

The situation could be further compli-
cated by the the Federal Trade Commis-
sion’s second look at CNBC’s proposed
buy of its competitor (‘‘In Brief,”
March 18), even if it is solely routine, as
NBC contends. Since the FTC has said it
will decide whether a CNBC buy of
FNN is anticompetitive 20 days after it
gets all requested information from the
involved parties (and to date still has not
gotten all that information), the April 3
date could be delayed, or any decision
handed down could be tentative.

After considering starting its own fi-
nancial news channel if it did not acquire
FNN, the Dow Jones-Group W partner-
ship decided that the “‘reality is that it
probably does not make sense,”’ said
Mitzner.

Since CNBC still has a definitive
agreement with FNN, the network
*‘continues to abide by the terms of that
contract,”” according to an internal
memo to FNN staffers from President
Mike Wheeler. CNBC and FNN execu-
tives continue to meet, planning what
they term the ““integration’’ of the two
channels. -SDM

JAFFE IN, MANCUSO OUT AT PARAMOUNT

t was a roller coaster week at Paramount Com-
munications Inc. last week as the company
gained a new president and chief operating offi-

cer and lost its chairman.

On Monday, March 18, Paramount’s chairman
and chief executive officer Martin S. Davis an-
nounced that film producer Stanley Jaffe had been
elected president and chief operating officer of the
company. That announcement apparently did not sit
too well with Paramount Pictures Chairman Frank
Mancuso, 57, who two days later announced he
was leaving the company. Whether the purpose of
Jaffe’s appointment was to force Mancuso out re-
mains to be seen. Certainly if that was not the intent
of Jaffe’s appointment, it was the effect. Jaffe, 55, was most recently a partner
in Jaffe/Lansing Productions, which had preduced several films for the studio,
and he also was an executive at Paramount from 1969 to 1971.

Davis said the appointment of Jaffe will enlarge the group of younger
executives in senior management. Of Mancuso, Davis said: ‘‘He has served
Paramount Pictures and the motion picture industry with distinction for more
than 30 years and has played a major role during his long career with
Paramount in helping to make it 2 consistent leader in motion pictures and

television.’”

No replacement for Mancuso was named, although several names have
surfaced in print including Richard Frank, president, Walt Disney Studios.
Jaffe will assume supervision of Paramount Pictures until a successor is

named.
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PETER ARNETT: IN THE EYE OF THE HURRICANE

In Washington to speak before the National Press Club last week (page 91), the
CNN newsman talked with BROADCASTING about life in and after Baghdad.

On his newfound notoriety:

It is the most atiention ['ve had. Although 1 did get some ocut of
Vietnam, especially after the fall of Saigon and after 1 won the
Pulitzer, it has never been this extensive.

After ! got out of Baghdad, everywhere | went in Jordan and Israel,
every person | met—truck drivers, taxi drivers, customs people—they
all literally knew my name and shouted it. Now that ['ve been in
Washington, I walk in the streets and seven out of 10 people greet me
and four out of 11) come up and speak. That never happened before.
And in all this titne, only one person—in Jerusalem, a very smartly
dressed, European-accented woman of middle age—came up and
said: ‘Peter Arneut, how much does one pay to get the kind of
propaganda you gave for Saddam Hussein." That is the only comment
I have had on the street that was in any way negative.

There is another level-—the questioning about motives and my
activities—that I've never had before. All the years I was in Vietnam
and with all the controversy, I was never put under the spotlight the
way | have been in the past few weeks.

His role in Baghclad:

1 went there withcut any hesitation because | thought the U S. public
and U.S. politicians were nuch more sophisticated than [ think they
turned out to be, from my point of view. For the last 25 years, the
American press his been routinely covering both sides of incidents.
We started covering the Vietcong side in the early 70°s when they had
established territory where we’d visit them. Then certainly in Central
America, in El Salvador, in Nicaragua, in Afghanistan. When I went
1o Baghdad, it was with the idea of staying. I was figuring the whole
world hates Saddam Husscin and is going to dump on him: people will
be interested in knowing what happens when all the bombs drop and
what happens to him. | was surprised when | learned, in bits and
pieces, the extent f criticism. CNN President Tom Johnson made the
deliberate decision not to fill me in fully on the problems. | was
insulated.

In Baghdad, [the Iraqis] restricted all military information. Beyond
that, we could describe Baghdad and some of the damage in the ¢ity,
not extensively, but we could allude to it adequately.

| was desperately trying to determine each day what I could cover. |
knew that I had o1e of the biggest stories in the world. I was in the
eye of the hurricane and [ had never had the opportunity before to be
with so little comg etition and such a huge audience. It was a dream. |
gol up each moniing Sweating, worrying about not being able to
utilize this opport mity. So [ spent a lot of time in conference with
Iraqi officials, explaining that we had to get out a lot of information.

I did not go with the idea that the Iraqis are demons. | viewed the
story like any other story 1'd do anywhere. I didn™t go thinking these
guys are my naturil enemies, and this is something that the American
public and American politicians probably couldn’t understand.

And I was playing very much on the impact of CNN around the
world. { would say to them, we have the briefings in Riyadh. We have
the State Depantment, the Pentagon. You want 1o play this game.
When are you going to deliver? That's one of the reasons we got the
Saddam Hussein interview. | kept saying, ‘You're fighting a war and
you're being bomtcd-—what is your message?’

What [ didn"t say to the U.S. public is that | was dealing with
officials who were not really tuned into the game of press manipula-
tion. The idea of sc:lling a whole country and a policy in this big game
of international cymmunications—they weren't quite sure how it
worked. When the Gulf crisis began, the Iragis were getting attention
and they understood attention was important. But they weren’t a well-
honed propaganda machine manipulating me and everyone else on a
day-to-day basis.

Because we had the live capability, I felt the most important
objective was to give the viewer a sense of Baghdad in war. To me
that was as important as anything I reported. That has to be considered
an integral part of what CNN was able 10 do. And that was something
the Iragis didn't really understand we were doing. They were cmbar-
rasscd that they weren't able to shoot down the planes. They didn't
like the world knowing they were being battered every night. They
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were reluctant to let us take pictures of anything other than civilian
damage. The fact that we could go live with the drama made them
look like they were being pushed and defeated, which they were. We
talked our way into all that. From the day [ got there, | was selling the
idea of communicating and selling the idea of news. And that's what
we did right to the end.

On getting the full story:

We won’t know the full story until some of Saddam Hussein’s senior
people defect and start talking. The full story from Baghdad was
essentially from Saddam Hussein's bunker. Generally, we know what
was going on—the demoralization of the population, the increasing
destruction of important command, contrel and social targets, the
disintegration of the military.

Because we were there, we did inform the world about what was
going on and the situation was not a ‘black hole’, as it is now. At that
time, there was a real need for reporters, for an important news
organization to be there. I'm glad it was CNN. I think we fulfitled our
mission there. I'm not exactly ready 10 go to another Baghdad
tomorrow, bul someone should.

Answering critits of the press:

We just have to keep reminding the public and our political lcaders
that this type of coverage is importanl to America. This is what
democracy is all about. This is access that the press has won.

In terms of public perception, a Newsweek poll said 69% seemed to
think I should stay in Baghdad. The public perception seemed to be
that a majority favored it. What we have, however, is a political
element that Alan Simpson represented. [In an interview with Tom
Brokaw last week, Senator Simpson {R-Wyo.) said Arnett should not
have been in Baghdad and there was no value 10 his coverage.]

This view that we leave a black hole if we're involved in a conflict
with others is disturbing becausc who decides where the black hole
should be? If indeed we have an argument with Gorbachev now, do
the politicians say Gorbachev is being difficult on an arms control
treaty, then why don’t we ignore him or why don’t we, in the press,
orchestrate a campaign against him? This seems a throwback to a
distant age. Part of this attitude was evident in the whole flag-waving
mechanism that developed over the war, and newspapers tended to
flag wave. Saddam Hussein is an evil guy, let's face it, but even, 1
guess, the devil has his due.

A lot of the argument that has swirled around my head is excellent.
Even though I'm1 surprised at the criticism, | accept it because I think
this is an opportunity not only for me but for news organizations to
better inform the public about the role of the press. I my example can
be used to better present this argument, I'l be happy that the criticism
developed and even continues, because actually having the criticism
voiced gives us a forum to respond to it

Maybe we'll have an opportunity, as we analyze the Gulf war and
what the military was preventing the press from doing, to better
explain what the press does. 1 hope this will lead to greater examina-
tion of the press. | think the press is working very hard. We've got
excellent reporters all over the world. They are getting better.

What we did in the Gulf war and what | did in Baghdad is what the
press does routinely in many places in the world where there is real
danger. There was a higher profile this time because of how the
conflict developed and what the stakes became. We have to kecp
telling the American people you have professional news people out in
the world trying to get information back so you can better understand
the world.

We talk about a new world order. This is due partially to the sense that
communications has created more confidence in the U.S.... If there is a
new world order, Ted Turner and other people have had a lot to do with
bringing that about. That is where the press should get its duc.

His next move:

I may write a book about this one. Thete is so much interest in this
issue, and I think it was groundbreaking in the way we did tune in the
whole world. After that, I hope it’s back to the Middle East to
continue doing my thing. —Ms
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‘UNSOLVED MYSTERIES’ FOR
SALE AS HALF-HOUR STRIP

uena Vista Television will market

the off-network version of Un-

solved Mysteries, which airs on
NBC as a one-hour show, as a half-hour
strip targeted to prime time access and
tate fringe. The program will be given a
first-run feel by updating episodes in
syndication and by ‘‘mixing and match-
ing”> segments to create a minimum of
520 **new"’ half-hours.

The company will start knocking on
station doors next month, and the off-
network show will be available in the
fall of 1992. Terms: Two runs per epi-
sode over four years for cash and, for
the first two years, one minute of barter
per day.

While the syndicated Unsolved epi-
sodes will have new elements, BVT is
not asserting the company has the right,
under current prime time access rules, to
sell the show to affiliates in the top 50
markets. However, BVT and others
have petitioned the FCC to reexamine
those rules.

It’s not the first time a syndicator has
taken a one-hour network show and mar-
keted it as a half-hour off-network prop-
erty. Fantasy Island and Love Boat are
offered in both one-hour and half-hour
formats, as is The BJ Lobo Show. Night
Gallery aired as a one-hour anthology on

Robert Stack, hast of *Unsolved Mysteries’
NBC, but was sold as half-hours in syn-
dication.

However, BVT is adding a new twist.
The show’s producer, Cosgrove Meurer
Productions, has agreed to update epi-
sodes for the syndication package,
which BVT executives say will freshen
the show, and help the program retain its
audience in the repeat cycle.

According to Robert Jacquemin, pres-
ident, Buena Vista Television, updating

the show in syndication should heighten
the show’s appeal to viewers and in-
crease promotion opportunities for sta-
tions.

Jacquemin also dismissed the sugges-
tion that Unsofved, which is the top-
ranked network program in its time peri-
od, may not repeat well because of its
reality content. ‘*The general perception
is sitcoms hold up best in repeats, but
that is absolutely wrong,’” said Jacque-
min.

Jacquemin cited BVT research, based
on Nielsen national ratings, which indi-
cate the average household tune-in re-
tention rate for repeats of network reality
shows is 95%. The retention of men and
women 25-54 is slightly higher. For sit-
coms, the household rating for repeats
averages about 84% of the original
broadcast. It’s about the same for men
25-54 and slightly lower for women 25-
54.

And, according to Jacquemin, repeats

| of Unsolved on NBC have also contrib-

uted to solving almost 20 of the 119
cases the show has been able to close
(missing persons found or fugitives cap-
tured). ‘“We think the viewers really get
involved in the stories. They want to
participate in solving the cases. That’s a
very compelling aspect of the show.”
Unsolved first aired on NBC five
years ago as a group of specials. It be-
came a regular series three seasons ago.
By the time the show goes to strip, about
100 one-hour episodes will have aired
on NBC. -5m

VIACOM, KATZ TEAM TO PRODUCE FIRST-RUN FARE

T he never-ending search for the next
big hit in syndication has led Via-
com and Katz Communications to
form a new program development consor-
tium. Under the plan, Viacom will fund
first-run projects, both half-hour and hour
strips, which a plurality of Katz station
clients agree to air. If the shows find a
niche and turn a profit, Katz Communica-
tions and the Katz stations signing at the
outset of each project would share in those
profits.

According to Katz Television Group
President Peter Goulazian and Viacom
first-run, intemational distribution and
acquisitions president, Michael Gerber,
the agreement is structured so that Katz
station clients largely determine the
shows with which to proceed.

An advisory committee of Katz station
clients has been formed to work closely
with Viacom executives in developing
specific projects. The committee is made
up of executives from several Katz-repre-

sented station groups, including Chris-
Craft, Scripps-Howard, Fisher Broadcast-
ing, Outlet Broadcasting, and Pulitzer
Broadcasting.

The groups, a mix of independent and
affiliate stations, cover between 30%
and 40% of the country. The entire Katz
station list totals almost 200 stations,
covering about 93% of the country.

According to Gerber, one of the ad-
vantages for Viacom is to be able to
launch a show pre-sold in a large portion
of the nation before going market-to-
market. Ideally, all Katz stations would
back each project, although that is un-
likely. ‘‘Each station will make its own
buying decision,”’ said Gerber. But only
those Katz stations participating from
the beginning of each project share in
the profits, he said. In markets where the
Katz station passes on consortium pro-
grams, those programs would be offered
to other stations.

According to Gerber, the advisory

committee and Katz and Viacom execu-
tives will meet in Los Angeles April 22
and 23 with about 20 producers, program
packagers and talent agencies, such as
ICM and CAA. ‘“‘Hopefully, we’ll have
our first project coming out of those meet-
ings,”’ said Gerber.

The first program would be ready no
earlier than midseason 1991-92. Fall-
back dates for the first show would be
summer 1992 and, at the latest, fall
1992, said Gerber.

The profit pools, if there are any, will
derive from all sources of income on each
project, including foreign and domestic
sales. In effect, the profit sharing, deter-
mined by market size, would represent a
rebate on the license fees to stations. Be-
fore any profits are doled out, Viacom
would recoup its production, promotion
and distribution costs and would take a
distitbution fee. The programs that
emerge from the consortium will be of-
fered for cash and barter. -S4
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(BS SEES
NCAA PROFIT

ot just break-even, but *‘profit-

able,”” was what CBS Sports

President Neal Pilson projected
for his network’s first season covering
all 63 games of the NCAA Basketball
Tournament, which culminates with the
March 30 and April | Final Four and
Championship games. Regionalized car-
riage of the first 32 games ‘‘delivered
what we projected.’” he said, scoring an
8.3 rating for the weekend of March 16,
up from 8.1 in 1990, and surpassing
CBS’s own Saturday night season aver-
age by 26%.

As for falling short of season averages
in prime time on March 14 and 15,
Pilson said: *‘There’s an irony. The net-
work is doing better now than when we
made the [$] billion, seven-year] deal’’
with the NCAA. "*The gap may be larg-
er between actual network performance
and what the basketball is delivering,
but that’s because of the strength of the
network, which in the long run, is abso-
lutely the best thing that can hap-
pen...the best promotion vehicle for the
sports division.”’

Sources outside CBS also predicted no
revenue shortfall. *‘It’s feasible for them
to break even,”’ said William Sherman,
vice president, McCann-Erickson. ‘]
think the contract will pay off in the long
run,”’ said another agency executive.

CBS Sports executives last week were
said to be seeking more room for adver-
tisers in the final games of the tourna-
ment—a welcome change at the divi-
sion, which, according to one agency
executive, had entered its first week of
tournament coverage with some adver-
tising avails. CBS would not release fig-
ures on tournament pricing, but the
agency source said his client’s package
of spots was discounted more than 20%
from last year’s price.

In Pilson’s view, meeting ratings pro-
jections constituted only one measure of
success in delivering eight ‘‘net-
works”’—four regionalized games and
four ‘‘protected’’ home markets—at
once, as the network moved from studio
to game to game. Pilson praised on-air
talent and the consistency, ‘‘rhythm”’
and ‘*high quality” achieved by an army
of production teams.

As for the tournament’s finish, Pilson
said his concern lies with the potential
“‘blowout,”’ not with which teams might
draw the largest audiences. Like the Super
Bowl, he said, the event draws viewers;
an exciting contest keeps them.  -POLRE
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ﬁ
SYNDICATORS EXPECT RECORD KIDS’ UPFRONT

It looks like this will be the year syndicators pass networks in ad revenue

s the 1991 syndication children’s

upfront market draws to a close,

most in the business are antici-
pating that this will be the year that
advertising revenue for syndicated chil-
dren’s programing surpasses that of the
networks.

According to preliminary estimates
from the Advertiser Syndicated Televi-
sion Association (ASTA) and program-
ing executives, syndicated ad dollars are
expected to be about $190 million and
could possibly reach $200 million, a
10% increase over 1990.

Syndicated children’s programing is
rapidly becoming a two-tier world. At
the top are Group W'’s Teenage Mutant
Ninja Turtles; Wamer Brothers® Tiny
Toon Adventures and Buena Vista Tele-
vision’s Disney Afternoon featuring
Chip ’N’ Dales Rescue Rangers, Duck
Tales and Tail Spin. A 30-second spot
on one of those shows runs for as much
as $30,000. For the second tier of syndi-
cated children’s programing, units on
lower rated syndicated programing, ac-
cording to some industry estimates,
range from $7,000 to $10,000 per 30-
second spot. The cost-per-thousand
(CPM) for the first tier, according to one
executive, is about $1.50 higher than
that for the second tier.

The estimated 10% increase over last
year’s advertising total is the first sub-
stantial year-to-year increase for syndi-
cators in three years. Part of the reason
for that stagnant period, according to
ASTA, was the introduction of the Niel-
sen peoplemeter and the problems it has
with measuring children’s viewing (see
story, page 77). The number of new and
returning series over the last eight years
can also, according to Asta, be traced to
the introduction of the peoplemeter.

In 1983, according to ASTA, adver-
tisers spent just under $25 million on
syndicated children’s programing. That
figure showed rapid growth until 1987-
88 when it hit the $125 million mark.
After two relatively flat years, it explod-
ed last year to $160 million-$170 mil-
lion.

As the dollars have gone up, the num-
ber of children’s shows have declined
somewhat over the years. When the
market first started in 1983, there were
17 shows. That number just about dou-
bled in 1987. Now it is down to 25. Of
those 23, 40% are returning series.

As for the networks, their upfront is
not expected to move for a couple of
weeks. Last year, the three networks

took in about $160 million (net commis-
sions). This year, ABC, NBC and CBS
are losing 5% or one minute of their ad
inventory because of the new legislation
on children’s television signed into law

last year. That legislation may not have
as big an impact on syndicators because
many were in a position to keep all their
spots and force their stations to cut in-
ventory. -

COURT ORDERS DEES, CLARK
TO PAY $10 MILLION

Diverted ad revenue, secret distribution contracts lead
court to find defendants guilty of ‘malice and oppression’

lis-AM-FM Los Angeles air per-

sonality Rick Dees and his busi-

ness partner and former Kils-AM-
FM general manager, Wally Clark, have
been ordered by a Los Angeles Superior
Court to pay $10.27 million in combined
compensatory and punitive damages to
ex-partner and former KIIS-AM-FM sales
manager, Cosmo Cappellino.

Finding that Dees and Clark breeched
their fiduciary duties stemming from the
three partners’ involvement in the pro-
duction and distribution of the syndicat-
ed program Rick Dees Weekly Top 40,
the jury awarded Cappellino $3.47 mil-
lion in compensatory damages. The jury
also found Dees and Clark guilty of mal-
ice and oppression, and awarded Cap-
pellino $6.8 million in punitive dam-
ages—3$3.06 million against Dees and
$3.74 against Clark.

According to court records, Dees,
Clark and Cappellino in 1983 formed a
partnership named Rick Dees Produc-
tions to produce and distribute the week-
ly countdown program. This company
was actually owned by two separate cor-
porations: Dees Creations Inc., wholly
owned by Dees, and Marina-Pacific
Inc., owned equally by Clark and Cap-
pellino, thus giving Cappellino 25% in-
terest in the show. All three partners
agreed that this arrangement would ex-
pire five years later on Aug. 31, 1988.
In 1985 Clark and Dees formed another
enterprise, Rick Dees Ventures, which
the jury found was established to keep
the program in their names, while ex-
cluding Cappellino following the Aug.
31, 1988, expiration of Rick Dees Pro-
ductions. When New York-based DIR
Broadcasting offered in 1986 to distrib-
ute the program for $19 million over
four years, Dees and Clark drafted two
separate contracts. One guaranteed Rick
Dees Productions $7 million through
Aug. 31, 1988; the other guaranteed

Rick Dees Ventures $11 million for the
period from Sept. |, 1988 through 1990.
Both contracts were drafted and signed
in 1986, the latter without Cappellino’s
knowledge.

The jury agreed with Cappellino’s at-
torney, Henry Gradstein of the Los An-
geles entertainment law firm Gradstein,
Luskin & Van Dalsem, that the defen-
dants diverted $2.47 million in advertis-
ing revenue generated by the Top 40
program to another corporate entity, CD
Productions, established by Clark and
Dees without Cappellino’s knowledge
on Jan. 12, 1984, The jury found that
Cappellino was entitled to 25% of those
revenues, plus 7% annual interest, for a
total of $785,000.

The jury also determined that, by
keeping the second contract with DIR
Broadcasting with Rick Dees Ventures
secret, Cappellino was entitled to 25%
of the value of the program when his
partnership with Dees and Clark ended
on Aug. 31, 1988. Since the two-year
value of the show at that time was $11
million, minus an estimated annual tal-
ent fee of $1 million for Dees, the jury
found that Cappellino should receive
$2.68 for his 25% share, plus 7% annual
interest.

The defendants’ attomey, David Ev-
ans, of Pillsbury, Madison & Sutro, Los
Angeles, said he plans an ‘‘aggressive
appeal,’”” and told BROADCASTING that
the verdict was ‘‘outrageous and has no
basis in law or fact.”” He predicted a
“‘substantial likelihood of reversal'’ at
the appeal stage.

Gradstein said he expects the compen-
satory damage award to stick, but conced-
ed that punitive damages are ‘‘subject to
editing’’ by a judge. He said he had been
approached by the defendants with a sig-
nificant settlement offer, but he was not
willing to “‘discount this judgment a hell
of a lot at this point.”’ -8
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HBO: LIFE AFTER THE GOLD RUSH

HBO rode the crest of cable’s exponential growth in the 1980's. Now, HBO
Chairman and CEO Michael Fuchs is guiding ‘‘the battleship of our industry’’
into the 1990’s, leveraging HBO's assets to continue that growth, albeit at a
slower pace. In this ‘At Large’’ with BROADCASTING editors, Fuchs discusses
cures for the ills that beset pay television, HBO’s ancillary business
opportunities (home video, independent production, foreign ventures and
sports) and the increasing fragmentation in the television universe.

What is the television landscape going to look like for broad-
casters, local affiliates and bhasic and pay cable over the next
five to 10 years?

The dominant characteristic of the television marketpiace is
fragmentation. We've lived through it now the last couple of
years. I don’t see any reason why it won’t continue. Because
of the structure of cable, I would say it has certain advantages
over broadcast; the fragmentation will probably affect broad-
cast more than it affects cable. Cable will still be on a bit of an
upward curve, and broadcast obviously has had its problems. |
don’t think anything technologically is going to change that
dramatically.

Your own company, Time Warmer, is getting into the 150-
channel business, with 40 channels of pay per view in Brook-
lyn-Queens. What does that do to the fragmentation for ev-’
eryone involved and specifically for HBO, which is primarily a
movie service?

I don’t think we are going to see 150 channels throughout the
cable industry and 40 or 50 pay-per-view channels in the next
couple of years. You may have it in some Time Wamer
locations, but you are not going to have it throughout the cable
industry. I don’t see that as a real factor. It could be a factor
down the road.

Surprisingty, pay TV has lived quite comfortably with pay
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“Cable is Much More Than Sports

Roots as an Educator

| started my career as a fifth- and sixth- grade teacher
in Reading, Pennsylvania. Then | moved fo Mobile,
Alabama, and taught in a community 20 miles
outside of the city. Teaching in this semi-rural areq,
after working in an urban environment, was an eye-
opening experience. ltwasn’tunusual for the students
to share stories about the chores they had to finish on
their farms before coming to school.

Alftter teaching for three years, | moved back fo my
hometown of Philadelphia, and | entered the field of
social services and job development. This career
transition was actually very easy for me, because |
was able to fake some of my teaching skills and apply
them fo adults-in-training. | also gained administra-
tive and public relations skills and was fortunate to
make a lot of contacts.

A Career in Cable

Because | was so involved in my community as a
social services administrator, a career move into the
cable industry - as a community relations manager -
seemed to make perfect sense. And I'm very lucky,
because I love my job. Although sometimes, I wear so
many hats that it's scary. | meet and speak fo neigh-
borhood groups and elected and appointed officials.
| oversee our media relations and community promo-
tion events. And | host and produce several L.O. pro-
grams.

One thing I've noticed recently is that there are o lot
of persons with varied careers and backgrounds
making the transition to cable. That's because opera-
tors are putting more and more emphasis on commu-
nity relations and education. And focusing cable
resources foward education is a natural extension of
my company’s goals. For example, we recently began
producing a video literacy magazine that addresses
the problem of adult illiteracy and how it affects com-
munity development and private industry.

A Resource for Educators

| was very impressed after | attended the first C-SPAN
Invitational in Washington, D.C. | came away with a
much better understanding of C-SPAN and gained a
deeper appreciation for the value of the network and
its mission of bringing Washington closer to the
people. | was also pleased to discover that C-SPAN
has a free educational service called “C-SPAN in the
Classroom.” What a wonderful resource for teach-
ers! | do a great deal of work with the schools in cur
community, and this was something tangible that |
was able to bring back to Philadelphia.

Bringing C-SPAN Home

Alarge part of my job is to keep up with the needs of
the teachers in our community. In our city, we’'re
involved with our school district's educational media
department and a number of magnet programs in the
high schools. We introduced C-SPAN into these
classrooms and the students loved it. The news and
public affairs coverage on C-SPAN, C-SPAN Il and
the C-SPAN Audio networks offers both students and
teachers valuable insight into our government and
other governments around the world. As a former
educator, | know the importance of introducing re-
sources into the classroom - such as video - to enrich
the learning experience.

To Cable’s Credit

Cable is so much more than sports and movies. And
| don’t think all of us in the industry give ourselves
enough credit for the number of resources and oppor-
tunities cable offers communities across America.
Take C-SPAN for example. It's funded by the cable
industry and every programming minute of this valu-
able public service is educational. Now that's some-
thing to get our communities excited about. /And
that's something we can all be proud of.

PRIVATELY FUNDED TO SERVE THE PUBLIC BY AMERICA'S CABLE TELEVISION COMPANIES.



ind Movies.”

Valena Dixon,

Community Relations Manager
of Greater Media Cable

in Philadelphia,

discusses her career and

the cable industry.




per view. We have not had the experience of living with 40 or
50 channels. I think that is directed at home video much more
than pay TV. But we’ve been able to change our programing,
whether it was the threat of home video or even some of the
fragmentation that is going on in cable. We are probably more
24-hour oriented than we are prime time oriented. We are
fairly flexible about what we do.

Do you see a point where the viewership of broadcast net-
works will be less than 50%7

I think that getting down below 50% is a possibility. I don’t
think there is any doubt about that. It is all going to depend on
who does the best programing. 1 don’t think cable has really
hit its stride. It is going to be very hard for three channels to
compete with 40 or 150 channels.

The relevance, however, is that the networks remain the
biggest, most efficient mass mind. Their C-P-M’s haven’t
dropped along with usage. As long as advertisers don’t have
any alternative to that, the networks still have a rather interest-
ing business.

What does cable have to do to hit its stride, or does it just
continue on its present course?

Cable has to continue what it’s doing. Clearly, if the capability
of delivering 50 many more channels into the home comes, we
will be able to fill those channels. You are not going to fill
them with mass broad-appeal programing necessarily. Some of
what Time Warner spoke about with its announcement was
local programing and foreign language programing. It’s spe-
cialized programing. Cable is obviously making an announce-
ment that they are the superior technology and that there is
nothing out there that is going to be cheaper or deliver better
service to the consumer.

Will the networks continue to be the most broadily based for
everybody?

From a pure advertising delivery point of view, yes. I think in
a sense there is almost equality now between cable in its
entirety and broadcasting. 1 think that cable will have the
upper hand at some point in the 90’s—maybe that will be in
terms of audience delivery; I don’t know if that will be in
terms of pure advertiser dollars. That's a rather dramatic shift.
But structurally and technologically and any other way you
want to look at cable cumulatively, compared to the three
networks, it certainly has much more upside.

In an interview we held with you five years ago, you spent a

fair amount of time complaining about the poor job cable was
doing promoting and marketing itself. Has it improved?

Yes, there’s been a real improvement in the last five years.
There is a much more fundamental understanding of the
strength of cable’s programing and what has to be done with it.
You have operators who were delivering 30 or 40 channels. It
isn’t as simple as one network delivering its product. Promo-
tion and marketing are going to improve in the 90’s. That’s an
area in which they’re not doing the job as well as they can and
they understand that. Customer service, they understand that.
That’s gotten better.

What about the cable industry’s public relationsimage
campaign?

That’s the perfect example. As of five years ago or so, | was
one of the outspoken people on the NCTA who said we’ve got
billions of dollars worth of assets and we don’t do much in
terms of PR. Cable has an image that is worse than the reality
of cable. There is now an awareness in the cable industry that
we have to do something about this. Cable is a perfect example
of an industry that was so busy building, it didn’t take care of
some of the things that may be considered secondary, but are

—

quite important. The industry now recognizes that it has to do
much more PR on a full-time, organized basis. We are a big
industry, and we haven’t fully reached an agreement yet as to
exactly what that is going to be, but we are very close and
people are very serious about it. Five years ago you couldn’t
even get thousands of dollars allocated to public relations, so
we've come a long, long way.

What are people willing to pay for that?

Money is not the problem at this point. The trick is tactics.
What do you do exactly? It is more than programing. The
consumer probably has to be reminded or told where cable
pricing is compared to other goods in our society and where
cable has gone compared to the cost of living over the last 10
years.

At a time when we are concerned about competition and
what is growing in this country, cable is as healthy a business
as we've had. That is something that people should know,
particularly while we seem to be waving the flag a lot. Cable
can wrap itself in the American flag. American cable is
cabling the world. We’ve seen the opposite of that in other
industries in our country where people have come in and taken
over. And we have not done a very good job in blowing our
own horn about what we do locally. It is one of the beauties of
cable that we are national and local. The most dominant story,
the one that the consumer can grasp the most easily, is the
breadth and diversity of programing,

You said in that same interview five years ago that you were

urging the cable industry not to go crazy with price increases
or it could subsequently be subject to deregulation.

Some people listened and some people didn’t. Unfortunately,
because cable had been regulated, by the time deregulation
came about people said: ‘“It’s time for me to catch up,’’ and
everyone has a tendency to overdo it. I don’t know any other
product in this country that says: *‘l want to underprice myself
as long as possible.’’ I think the television in this country has
become an almost personal product. It is such an issue. It isn't
like pricing soap. People feel differently about television.
You’'ve got to be very careful about it. There has just been too
much politics around this product.

I’'m amazed. You go to the halls of Congress and people try
to tell me that HBO is a utility. They try to say it is a utility
when 75% of the customers in this country who have access to
it don’t take it. How much of a utility can this be? But
everyone is entitled to have it in their house. To think 10 or 15
years ago that anyone would have thought that way and even
mentioned that is quite remarkable, but that’s what has be-
come attached to television.
is that to suggest that viewers are going to balk at the
thought of having to pay for expanded Olympics coverage?

I have nc idea. That is a very interesting experiment right now.
I don’t know what is going to happen with the Olympics. 1
haven’t looked at it carefully enough to know what the sched-
ule is. What do you get for your money? What don’t you get?
That’s going to be very interesting to watch.

The price increases you are talking about, what kind of effect
have they had on HBO?

Basic price increases in the last three or four years have had a
negative impact on HBO. We understand it. That is a fact of
life in our business. We’ve been sluggish the last year or so. |
would say that is as much as a cause for that as anything. Five
or six years ago you could get basic and HBO for $20. It’s
more tike $30 now.

That’s a big increase. In terms of value for what you are
getting for that money, 1 still think you are getting a hell of a
lot. Basic is a much more interesting product than it was five
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years ago. We’re in a somewhat recessionary environment, but
about five years ago we talked about how sluggish pay TV was
and that was seven million subscribers ago. So we were
sluggish for a moment and then started to grow like crazy
again. So this is a business that has grown and had its ups and
downs. We feel pretty good about the stability of this business.
It is not going to have wild surges forward, The upside of
HBO is going to come from other types of activities.

Such as?

What [ see HBO doing in the next five years is really minding
its knitting in a way. We have a very solid pay television
business. From a networking point of view—and [ don’t know
what numbers the networks are going to have this year—I
would say that HBO is one of the healthiest networking
operations in the world. It is what we call here the battleship of
our business. This business will grow, and grow slowly. When
this business grows slowly, it is still a damn good business.
HBO’s expansion will come from leveraging businesses off

longer to make money out of that because you have a little bit
more developmental spending, but we think the potential is
terrific. Those are pretty much the areas that we're spending
most of our time on.

Now, we do a lot of little ancillary businesses out there. We
still have a very healthy home video business; we are going to
stay in it. That is, in a sense, a mature business for us. Then
we do one-shot businesses. We just did Cinema Plus, which
has four movies coming out in the next year. We are pretty
optimistic about what we’ve made. We think we have a chance
to do well. Warner will distribute all the movies, and we think
we will make them some money and make ourselves some
money as well as the investors.

Our first priority is to keep our networks strong, healthy,
stable and growing. The second priority is to diversify within
Time Wamer.

How will the new ventures be financed?
Everything that we’ve done we’ve financed internally, includ-

“The big battle in pay is to go out there and sell and market and block
and tackle and just stabilize the business.”’

the battleship. If we open up a pay television service in South
America, it is called HBO Ol¢ because, believe it or not, HBO
is a well known brand name in South America and the rest of
the world.

If we do a new channel it is the Comedy Channel, which
leverages HBO's comedy resources and comedy experience.

So much of what we will do is expanding and creating other
types of programing—Time Wamer Sports in its initial stages
leverages HBO's boxing position. So we hope in the next
couple of years to grow some very strong, profitable ancillary
businesses that will go along and be supported by the HBO
networking business, which will be a steadily growing busi-
ness. We have a business that grows its bottom line 10% every
year like clockwork.

[ don’t know many people who can say that about their
businesses in the television entertainment world. Certainly the
networks can’t say that. That’s a much more unpredictable
world. We have a very stable, strong brand name product
business, and it is up to us in the next couple of years to grow
other businesses.

At what point will original programing eclipse your menu of
theatricals?

From a volume point of view, originals will never eclipse
theatricals because there are hundreds of movies available, and
you have two 24-hour services and a movie is two hours and a
comedy series is a half hour. But in terms of importance they
are moving closer and closer together. [ hear more now from
the consumer and even people who work in the cable industry
about the original programing. You walk into a cable system
and the receptionist says, *‘I saw Criminal Justice and | loved
it,”” or *‘[ saw Madonna.”

What are your priorities in terms of ancillary projects?

It’s hard to prioritize. Everything we’ve done—and we select-
ed very carefully—are things we feel strongly about. For
example, with independent production we’ve got a chance to
do well if we stick to what we do best, which is comedy. We
like the sports world. Foreign has terrific potential. It takes

—Michael Fudn

ing the Comedy Channel, We lost $30 some-odd million on it
last year. We will lose some money this year. We lost some
money the year before. That was all financed out of HBO’s
business. If you look at our year in 1990, we were the only
Time Warner division that beat its budgeted numbers. That
included the Comedy Channel losses. We are going to be self-
sufficient in this arena of developing new products.

Let’s talk a little bit about the HBO independent productions.

Is one of your goals to become a major force in producing
series for network and/or syndication?

I don't think we see that as a major goal. This is not going to
be Norman Lear’s company. I think we are a specialist. I use
the word boutique very often when I talk about our activities.
We are a high-class boutique. We are going to stick to pretty
much comedy programing. We are going to try to take advan-
tage of the fact that it is the sister corporation to a full blown
network that has a lot of comedy talent walking in the door.
We are going to clearly try to cross-leverage these things.

In addition to that, we’ve tried to set up these businesses,
whether it’s HIP or Time/Wamner Sports, as littie entrepreneur-
ial zones. We’ve taken senior HBO people like Seth Abraham
and said, ‘‘Okay, build a business. We’ll support you and if
you make this business successful, you’ll be rewarded for it.”
We are trying to build little companies with the dynamics of a
little company into this big company so we can have some
versatility.

If Time Warner decides to sell part of HBO to a foreign
owner, how will that affect you?

I don’t know. The philosophy behind doing something like
that, | imagine, is to create a partnership in that foreign
territory so you become part of the family. It is going to be
harder and harder for American companies to function in
foreign countries, particularly in Europe. I think if you are
blood related, it would be easier,

How serious is that effort?

Publicly Time Warner has said that this is the type of arrange-
ment and restructuring it is looking to do—creating some kind
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of international company with international partners. It is
serious. [ can’t give you a status report.

You talked a bit about leveraging your business. Comedy
Channel is only half yours now..,

I"d rather have 50% of the profit of the company than 100% of
an unprofitable venture. 1 learned one lesson when we moved
into Ted Tumner’s company. Ted is a lot richer now owning
approximately 50% of TBS than he was when he owned all of
it. So it isn’t how much you own, it's how valuable the
underlying assets are. I think this merger ultimately will make
CTV a very profitable 50% investment for HBO.

When do you see it becoming profitable?

A couple of years, not way down the line. I think in the very
foreseeable future, but certainly not *91.

How has your experience with Comedy Channel affected
your ability and enthusiasm for developing other basic
services?

My bosses didn’t come and tell me to do the Comedy Channel.
It is something that HBO went ahead and started to do on its
own. In terms of enthusiasm, [ would say HBO is less enthusi-
astic about trying a basic cable channel in this environment. 1
don’t think there is any doubt about that. When you go public
there are problems in trying to sell basic cable channels to the
cable industry. Maybe the cable industry is just going through
a period when it wants to digest what it has.

I think we are big boys here and we went on and did what
we had to do and now we are on to the next thing. I would say
personally, because I’m one of these people who lived through
the experience of helping to create a very exciting channel of
business with HBO and Cinemax, we get addicted to trying to
do it again. So I'd say we are disappointed that we weren’t
able to go through that experience successfully and in addition
to that, | know we would have created something very special.

We don’t own all of CTV, but between Viacom and us, I'm
sure we will have the ability to put through certain artists and
use some of the benefits of that channel.

Do you expect to experience that high of launching a new
service any time soon?

No. Hopefully there is another high left in life, but I don't
think that will be one immediately.

What is your opinion of Time Warner's court channel? How
do you feel about it not being done under HBO?

Quite honestly, that's fine. We are only going to do ancillary
businesses that have to do with our abilities and resources.
Even though I was once a lawyer, [ doubt that I could Jaunch a
legal channel. That’s something for which HBO brings noth-
ing to the party. American Lawyer was bought by Time before
the merger. That is their project.

You know this is a very tough environment for basic cable
channels. [ haven’t seen enough of that channel to know what
is going on to give you a valid opinion, but I thought the
Comedy Channel was getting very strong, and that didn’t get
distribution. I don’t think anyone over there thinks this is
going to be a walk on the beach. This is a very tough business.
People have asked us that question constantly. Why isn’t HBO
doing that channel? QOur sales people don’t want to sell a
channel that HBO doesn’t manufacture. We've had the oppor-
tunity to do that. We thought about doing that with E!. We
once did it with USA. Sales people want to know that HBO
manufactures that channel, and 1’'ve got to tell you that HBO
doesn’t know how to manufacture a legal channel.

You are spending a lot of money to promote HBO-$50
million in image advertising alone. What is that doing? Is that
keeping your current subscribers or is that an attempt to go
after new ones?

Both. You've got to really do both. This is like the magazine
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business, where you lose out the back end as you are trying to
add in the front end, so that image campaign accomplishes
both. We have the lowest disconnect rate than any other pay
service in the country and if we can improve that by even a
small percent, which we are trying to do, it would have a
dramatic impact on our business.

Are you doing that?

We think so. It is a little early to tell.

What is your growth going to be like in '917

Slow and steady, |1 would say. I wouldn’t give out a number
at this point. We will certainly add six figures. I don't
expect us to add a miilion subscribers. We grew a couple
hundred thousand in "90. That was a slow year for us. In *87
and '88 or 88 and '89 we added a couple million so it goes
up and down.

What is happening with Cinemax?

Cinemax is a multi-pay brand. HBO is the foundation brand.
All the multi-pay brands are suffering a little bit for that same
reason—pay was once $20 and now it is $30 bucks. But
Cinemax remains a very healthy service with an incredible
seven million customers. That is a pretty big service. Again, |
think we've ignored Cinemax the last couple of years. I don’t
think the consumer is aware of the volume and versatility of
the movies they will get from Cinemax. It is really the best
movie service that it out there, which I think is still something
that is compelling to the average consumer. So we are devot-
ing more energy specifically to Cinemax this year and we hope
to stabilize Cinemax. 1 think the growth that multi-paids have
a lot to do with what the operator’s philosophies and approach-
¢€s are. We have rescinded a Cinemax pay increase because the
environment is difficult for multi-pay, which we think is the
smart thing to do. And we are probably going to announce in
New Orleans a new pricing strategy that we think will be
beneficial to both us and the operators.

Give me an idea of what you'd look like in a 40 to 50 channel
PPV environment?

I think you would have to do much more high impact original
programing and you would probably even have to do more
movies. Your reliance on first-run movies would probably not
be as great. | don't mind HBO becoming a second-level movie
outlet as long as that is reflected in the prices we pay. That wil
slowly adjust itself, if there is another window.

What do you think about Encore, the new mini-pay being
developed by John Sie? What are its advantages and disad-
vantages?

1 don’t know a lot of disadvantages. If Encore behaves the way
it has been described to me by [TCI President] John Malone, 1
think it could be beneficial. Whatever is good for the pay
category is good for HBO and Cinemax, particularly HBO. It
focuses more attention on pay. Malone talked to me about
something he wants to try with us with Encore and HBO,
which I think is a very good idea.

If you pair Encore with HBO, doesn't that have a negative
effect on Cinemax?

Yes, but if you go in and get customers that you've never had
before, [it’s a plus]. There are a whole lot of basic-onlys out
there without pay. I'm not going to say, *‘I'm not going to
accept that customer unless he takes HBO and Cinemax.”” If
someone can show me a way to get that customer to take
HBO, I'm at least 50% ahead of the game. So I'm not going to
be so greedy as to say I'm not accepting any of your customers
unless they take both of my brands. Cinemax is a third the size
of HBO. As long as we keep Cinemax stable, it will be fine. If
we can add significantly to HBO. which is a higher margin
brand, then our business is much better off.

It is my understanding that HBO is about a 15% profit margin
business at this point. Is that close?

Approximately.
How much do you spend on programing currently?

We spend probably in excess of $600 million a year: two-
thirds theatrical, one-third original.

What do you think about weekend subscriptions?

We are a monthly subscription business. We are built that
way. | don’t really want us cherry picking. We are not for that
unless the economics are so compelling. If someone can get
for a weekend what we could charge for a month, 1 guess we
would listen to that, but I don’t think that’s the solution.

What do you think specifically about Showtime’s TOPS I[pay
cable packaging plan)?

I've never understood it from the start. | don’t know what
sense it makes for the operator in terms of their overall pay
business. If you wanted to just do some share shifting, it
would benefit Showtime, but it wouldn’t benefit the operator
at the end of the day. No one seems really to be embracing it.
What troubles me about TOPS is that you have a category that
just needs a lot of hard work and effort and energy and you
come in with a little sort of trick deal device. It is distracting.
It doesn’t make any sense and it takes people’s attention away
from what really has to be done for this category. They don’t
talk about marketing. They talk about cutting back on market-
ing. Cutting back on everything. They've suddenly cut back
on programing and their view of the business is a total pricing
approach and I think that is a very, very short-term philoso-
phy. That's not our view of the business. Our view of the
business is still growing it and developing it and investing in
it. The big battle in pay is to go out there and sell and market
and block and tackle and just stabilize the business. There is

-no incredible deal structure that is going to revitalize the

category.

What is the difference for you operating within Time Warner,
as opposed to Time Inc.?

1 think the biggest difference is that we really have a lot more
independence. It is a bigger company now. There’s a lot more to
be done at the top of the company. Clearly there are things that
our management spends most of its time working on—dealing
with the debt and the merger itself. So we have a lot more
independence. We have certainly more leverage in certain areas.
We can count on certain things. But other than that, it’s not been,
for the normal employe at HBO, much of a change.

Any disadvantages that you see?

1 think the cable industry finds Time Warner a bigger target to be
paranoid about. We had a ot of that in the oid days with Time.
But I just think that is the way these things go.

What about you? Have you thought about your plans? Have
you thought about maybe taking on a new and greater chal-
lenge?

I’m always available for doing greater challenges but HBO is still
a challenging place. 1 think we have to digest this merger. | still
get a kick out of running HBO and I get more of a kick out of the
organizational stuff than I use to. It is fun. 1 never thought 1
would be interested in that. HBO has done a lot of reorganizing
and changing and restructuring in the last year or two, which I've
been very much involved in. I like these little new business we
are involved in. 1 think those are fun. We'll make money and I
think I take special pride in the fact that in as difficult an
environment as one can imagine—from what is going on in cable
to what is going on in the economy to what has happened around
HBO—this company has continued to thrive and grow and get
better and I take a lot of personal pride in that.
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1992 PPV OLYMPICS: THE LONG ROAD TO BARCELONA

Acceptance of PPV Olympics has improved among MSO’s, but there is still long way to
go to settle revenue splits and channel capacity

hen NBC unveiled its plans for
the 1992 pay-per-view Olym-

pics this time last year, the an-

NBC PPY Olympics split for operator

nouncement was greeted with skepticism mh:ilr 30 Bu"r'h:',:uhph 9% 127% 15%
at best and hostility at worst. To many, . 3I. :
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The price of the event has come down
somewhat since last spring, when NBC
was unyielding on a price of $150 for
the two-week event, and unwilling to
split up the package into smaller chunks
of time. Now the price is $125, and a
weekend package can be bought for $90,
with operators free to move the price up
or down 20%. Operators, however, still
complain that the pricing is too high,
and skeptics still remain. ‘‘They have a
long way to convince me of anything,”’
said Dean Gilbert, senior vice president,
marketing and  programing  at
KBLCOM, one of the most successful
cable purveyors of pay per view.

In the last few weeks, the PPV Olym-
pics have been parading a rather com-
plex chart of possible revenue splits to
cable operators, which range from 30%
to 54.5%, on top of which is added a 2%
bonus for early sign up, a .5% to 1.5%
corporate marketing bonus, and an addi-
tional .2% to 5% split depending on the
marketing support cable operators con-
tribute. While some operators are not
unhappy, the plan is not universally be-
ing greeted by a chorus of support. Non-
addressable systems get up to a 50%
split only if they manage to do a 10%
buy rate (which is the top end of NBC’s
buy rate projection), and do ¢verything
required to get the bonuses. Addressable
systems need at least 93% addressability
and an 11% buy rate, plus benuses, to
reach a 50% revenue split. It seems like-
lier that systems will get 35% to 40%
splits, and that is not considered choice
in an industry that has been weaned on
50-50 splits and is hesitant to let go. But
unlike standard PPV events, the opera-
tors are not being asked to put up finan-
cial guarantees.

Having the splits based largely on buy

rate performance means different things
to different operators. According to John

Mathwick, group vice president, mar-
keting at Jones Intercable, it is not a bad
idea. ‘‘Incentives historically work,”’
said Mathwick. But while he thinks the
concept is probably a reasonable ap-
proach, Mathwick, like others, is not
Just sitting back and accepting whatever
NBC offers. Negotiations are currently
ongoing, and ‘‘we aren’t done yet,”’
said Mathwick.

Others are not quite so positive.
“They're taking the carrot and stick
thing a little too far,” said one top 10
MSO executive, who asked not be iden-
tified. The executive, who is also cur-
rently trying to hammer out an agree-
ment with the PPV Olympics, said he is
finding NBC tough to negotiate with.

Nonaddressable systems
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Aside from the money squabbles, the
other major problem confronting both
the Olympics and cable operators is the
ever-familiar lack of channel capacity.
Relatively, addressable systems are in
the best position, since the PPV Olym-
pics have struck deals with Request and
Graff Pay-Per-View, and hopes View-
er's Choice is likely on the way, accord-
ing to Marty Lafferty, vice president,
PPV Olympics. But nonaddressables,
which will be using trap technologies
currently being developed, are going to
be grasping for channel space.

NBC is considering three scenarios to
help operators clear channel space, and
Lafferty said NBC will largely take into
account what operators think is the best
solution. Lafferty is hopeful a decision
will be made within 60 days and un-
veiled at the Cable Television Adminis-
tration and Marketing Society PPV con-
ference in Orlando next May.

The first scenario is sparking the most
controversy, and does not seem to be
meeting with too much enthusisam from
the top MSO’s. It is a *‘nonsolution,”’
according to Rob Stengel, senior vice
president, programing, Continental
Cablevision. It basically asks that four
of the top 10 cable networks give up
their channels, using three for the Olym-
pics and making the fourth a composite
feed to carry six hours of programing
from each of the networks. The support
needs to come from the top 10 networks
to get maximum clearance. If this is
done, Lafferty said NBC will promote
the effort extensively, and the networks
will get ‘‘adequate compensation.’’ For
NBC to afford to do this, they need
networks with relatively low subscriber
fees and low advertising costs. ESPN,
for example, would be too expensive a
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service to preempt, but others being con-
sidered, such as Discovery and C-
SPAN, would be cheaper. One source
pointed to Tele-Communications Inc. as
having raised the Discovery-C-SPAN
possibilities. TCI owns 35% of Discov-
ery.

The pay networks might also be used
for the same purpose, with one possibili-
ty being Showtime, which has been in
discussions with NBC since last May
about getting involved in marketing the
event. Although Showtime is carried in
only 7.4 million households, it has a
channel in most cable systems. Accord-
ing to Scott Kurnit, president, Showtime
Event Television, although it is unlikely
that Showtime would preempt its pro-
graming for the Olympics, he does not
rule it out. If it did, Showtime could
offer some sort of premium or discount
on the event or the network itself to
subscribers, he said.

The second scenario seems to be the
most popular among cable operators, ac-
cording to Lafferty. That is essentially a
system by system decision to preempt
channels, and individually pay compen-
sation to the networks they preempt.

NBC and Cablevision’s own networks,
which as of now don’t make the top 10,
would likely be willing to be preempted,
or so cable operators hope.

According to Greg DePrez, vice pres-
ident, PPV, for United Artists (and the
one top 10 MSO to sign an agreement in
principle for the games so far), “‘the
NBC and Rainbow services have been
informally offered’” at this point.

The third scenario involves trying to
use local, government and educational
access channels, and is also meeting
with some interest as well as skepticism
from cable operators. It would mean
gaining approval from local govern-
ments. As KBLCOM's Gilbert noted:
“‘It’s much easier said than done.”

One MSO points out that if systems
are forced to go to their local authorities
to try to get channels, the piecemeal
efforts mean the Olympics will probably
only get about 75% clearance.

According to Lafferty, however, the
Olympics are not looking for 100%
clearance anyway. He said they hope the
event will be available in 20 million
addressable homes in 1992, as well as
20 million nonaddressable homes via the

positive traps.

Logistical problems remain in how to
get access to those nonaddressable
homes. Although several traps have
been developed and announced, opera-
tors are still concerned whether the trap
technology will be consumer friendly.
For those who purchase the weekend
package, which, for some operators will
be about two-thirds of the buys, it could
mean taking the traps out each Monday
compounding the technical problems.

Although most believe all the major
MSQO’s will join the road to Barcelona,
how active each gets could have a lot to
do with individual agendas. TCI, for
example, has expressed interest in using
the Olympics to help it in its quest to
expand and encourage pay-per-view
technology.

Atlanta-based Cox Cable, with the
1996 Olympics in its back yard, is look-
ing to have a positive experience with
the 1992 pay-per-view Olympics that
will give it an edge when 1996 rolls
around. Other MSQO’s also are examin-
ing their own agendas right now to fig-
ure out where the Olympics fit in among
their priorities. -SDM, MS

CABLE-VIDEO DOUBLE FEATURE

New Showtime promotion offers three free movie rentals from Blockbuster Video

igs still do not fly, but traditional-

ly arch competitors—a video re-

tailer and 2 premium cable net-
work—have managed to team up.
Blockbuster Video and Showtime have
entered into what could be the beginning
of a long-term co-promotional agree-
ment that is scheduled to kick off in
October and continue through the end of
the fourth quarter.

A deal that was two years in the mak-
ing, the co-promotion features three free
rentals (one each for January, February
and March), plus free cable installation,
as incentives for buying a subscription to
both Showtime and The Movie Channel,
two for the price of one for the first
month. Blockbuster will have point-of-
purchase displays for the offer at its
1,700 stores.

According to Nora Ryan, senior vice
president, consumer marketing, Show-
time, the premium network spent seven
years researching the effects of VCR
rentals on pay TV, and found that canni-
balization was a myth, The research
Showtime has done shows that the pre-
mium network and Blockbuster *“are go-
ing after the same customer,” said

Ryan. ‘‘People who subscribe to pay
services rent more tapes. People who
don’t subscribe to pay don’t rent as
much as the average person.”’

Showtime’s research shows that tape
rental is 8% higher in multi-pay house-
holds than in average households, and a
bit higher (4%) in single pay homes.
And while 74% of average TV house-
holds have VCR’s, 86% of premium
households have VCR’s. VCR use and
premium TV subscriptions are *‘additive
instead of mutually exclusive,”” said
Ryan.

Based on research Showtime has
done with Blockbuster, the network
expects to bring in 30% more new
business than it has achieved with its
most successful promotion, which has
centered on movie ticket giveaways.
Blockbuster benefits by the additional
traffic in its stores. Since customers
leave the video store with an average
of 1.8 movies, the limit of one free
movie per month for three months
means customers will likely purchase
an extra video at the same time.

Normally 1,000 to 1,500 cable sys-
tems participate in Showtime’s co-pro-

motions, but because Blockbuster is
not in many markets, Showtime ex-
pects 500 to 750 systems (o participate,
with 20 million to 30 million direct
mail pieces to be sent. Showtime want-
ed to do a promotion with a video
chain earlier, but until the past couple
of years, no chain had a large enough
reach, since mostly mom and pop
stores dominated the market, said
Ryan. ‘It wasn’t that we didn’t believe
in the synergy of the products. We just
didn’t have a natural partner.”’

If the co-promotion works, Show-
time hopes to continue its relationship
with Blockbuster and even extend the
free video rentals promotion to current
Showtime and Movie Channel sub-
scribers to help retention.

Showtime is encouraging cable oper-
ators to participate in and expand the
co-promotional venture by working di-
rectly with local Blockbuster fran-
chises. Showtime is looking for cable
operators to do joint newspaper adver-
tising with the local stores or to offer
the video stores local avails in ex-
change for more aggressive promotion
in the stores. ~SDM
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DECODING THE OLYMPICS

Zenith said last week it will offer

an addressable PPV cable decoder for
the 1992 summer Olympics.

Zenith said its small add-on Pay-
Master is compatible with most
nonaddressable cable converters,
providing an inexpensive way (o

add addressability for nonaddressable
systems.

CABLEVISION INCREASE

Cablevision Systems reported

fourth quarter and full-year revenue
increases of 10.9% and 14.3%,
respectively. Revenue rose from
$132 million to $147 million in

the quarter, and from $493 million to
$563 million for the year.

Operating cash flow increased 22%
in the quarter, from $54 million to
$66 million, and 18% for the full
year, from $205 million to $241
million. Net loss in the quarter
dropped from $61 million to $55
million, but full year losses rose from
$154 million to $27! million,
stemming from the $102.2 million
sale of programing assets in April
1989.

KRON-TV SPREADS THE
NEWS

KRON-TV San Francisco has
expanded the number of area cable
systems taking its five-minute
local news feed for inclusion on
Headline News. Systems include
Bay Cablevision, Cable Oakland,
Concord TV Cable and UA
systems in Alameda, Bay Area and
Walnut Creek and serve 200,000
homes.

WEATHER PUSH

The Weather Channel is unveiling

a new advertising campaign,
“Weather You Can Always Tum
To,”’ with a series of commercials
**‘emphasizing the comfort and

peace of mind that it brings its
viewers.”’ Over 100 new graphic
backdrops are also part of the change
in image.

BASIC CHOICE

Hauser Communications’
Montgomery County, Md., system is
splitting its basic service to allow
subscribers to take any of three

'CABLECASTINGS

TYSON VS. RUDDOCK: TKO AND 6%

he Mike Tyson-Donovan (Razor) Ruddock seven-round pay-per-view bout

last week will wind up with about a 6% buy rate, reaching more than one
million homes and bringing in more than $35 million, according 0 Scott
Kurnit, president, Showtime Event Television. The initial tally of 25 cable
systems, covering 1.3 million addressable homes, equaled a 6.55% buy rate,
but that will fall to about 6% when all the systems are counted, said Kurnit.

Of those 25 systems, the highest ratc came from Cablevision of Long
Island, 13%, while several systems came in with rates as low as 2.5%. A total
of 16.7 million cable households had access to the fight, with 800,000 of those
using disposable traps.

While the fight did not outdo the 7.3% rate achieved by the Evander
Holyfield-James (Buster) Douglas heavyweight title fight last October, nor
fulfill promoter Don King’s prediction of a 10% buy rate, it did ‘‘better than |
thought we would do,’’ said Kurnit.

The delayed telecast of the fight, which is still swirling in controversy over
the referee’s decision to call a TKO against Ruddock in the seventh round,
was seen last Saturday, March 23, at 10 p.m., and will be replayed again on
Wednesday, March 27, also at 10 p.m.

SET’s and Don King’s next foray into PPV will be on or about June 8§,
when Renaldo Snipes faces Tyson.

options. The overall price of

$22.45 for 57 channels remains the
same, but Hauser will offer a
$12.95, 27-channel, broadcast basic
option, which will include 13
broadcast stations, local access
channels and C-SPAN.

For another $8, subscribers can
receive 25 channels of typical basic
cable programing, including
several new additions: The Monitor
Channel, The Comedy Network,
The International Channel and
ALLNEWSCO.

Subscribers to the second tier
may then choose such services as
ESPN, USA, CNN, AMC and
TNT for an additional $1.50 apiece.
Hauser is charging 325 for service
changes by existing customers.

TURTLE TIE-IN

Showtime and Ralston Purina will
jointly market a promotion tying in
Showtime’s premiere of

“*Teenage Mutant Ninja Turtles’”
April 13 with Ralston-Purina’s
Pizza-Crunchabungas of the same
name. Inserts will appear in
national newspapers good fora $10
rebate on new Showtime
subscriptions as well as discount
coupons for the snack.

NOTES FROM ALL OVER

ATC received FCC experiment
licenses for PCN tests in New York,
Cincinnati, Columbus, Ohio, and

St. Petersburg, Fla....Family
Channel has renewed both Maniac
Mansion (22 episodes) and American
Baby (26 episodes). ... Request

will conduct PPV leadership
seminars in 20 markets beginning
April 8 in Boston; April 9 in
Hartford, Conn.; April 1! in
Philadelphia, and April 12 in
Baltimore/Washington. Other
scheduled cities include Denver, San
Francisco, Atlanta and Los

Angeles. .. .Bravo will premiere five-
hour, | 1-minute version of

1900 May 27, 28....Digital Planet
has added Adam Curry, Sean
**Hollywood’* Hamilton and Dr.
Joyce Brothers as hosts....Mind
Extension University announced
formation of The Education
Network: Northeast, learning

| resource venture in association

with state educators in New York,
that will be carried on

MEU... ESPN will tclevise six
events from Professional
Association of Waterskiers in
1991....The Discovery Channel
announced that actor Christopher
Reeve will be on-air spokesman

for its Global ReLcaf environmental
education campaign.... HBO has
renewed Kids in the Hall for third
season, with 20 more episodes
planned.. Network said premiere of
The Josephine Bake Story scored
18/28 in HBO homes, highest ratings
for HBO made-for in five years.
A&E has renewed its A&E’s an
Evening at the Improv for its | Ith
season.
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‘BLOODBATH’ PREDICTED IN CHICAGO

General manager of TCI-Fox cable news channel says that’s what will result
from battle between his service and Tribune’s planned channel, with neither winning

he battle between Tele-Communi-

cations Inc. and Fox Broadcast-

ing’s Chicago Cable Network
(CCN) and Tribune Co.’s Chicagoland,
both launching 24-hour local news chan-
nels, will be a ‘‘financial bloedbath,"’
predicted John Coleman, CCN general
manager and chief executive officer.

Coleman doesn’t think the Chicago
market, or any market, is big enough for
two local news services. While Coleman
said he is confident CCN’s service, now
dubbed the News Channel, will have
“‘an excellent product, I'm no pollyan-
na. No matter how good either one of us
is, we’ll both lose our shirts.”

The News Channel, which hopes to
get up and running by June 1, iS now
giving 25% equity to cable operators
who sign up (BROADCASTING, March
18). But Coleman said Fox is retaining
only slightly more equity in the venture
(40% to TCI's 35%), despite reports
from area cable operators that Fox is
keeping 50% and TCI is going down to
25%. Cable operators, who have been
seeking equity as a means of gaining
some editorial control in both ventures.

Coleman
are not likely to reap any economic ben-
efit for a while, since Coleman is pre-
diiting substantial losses for the chan-
nel.

In reponse to reports that Tribune and
Continental, the second largest area ca-
ble operator after TCI, may be close to
signing a deal, Coleman only said: *‘I
hope I don’t lose [Continental], but if I

do, 1 do.”” And even if the venture does
not sign up the other major player in the
area, Jones Intercable, ‘‘it won’t mean [
won’t do business,’’ he said.

In readiness for its launch on at least
300,000 TCI Chicago area cable homes,
the News Channel is putting together its
programing and advertising plans. Com-
mercials will only be shown in 30-sec-
ond blocks to attract ‘‘grazers,’”” and
Coleman said he is asking for (but real-
izes he may not get) the lowest channel
possible. Although CCN is keeping
100% of the ad avails, sales reps from
cable systems carrying the system can
sell unsold avails in exchange for 2 20%
commission, as well as the 5% ad
agency commission if no agency is used.
The editorial staff so far consists of new-
ly hired news manager Glen Moberg,
who had been producing and anchoring
a regional nightly newscast for Jones
Intercable in the Chicago suburbs. Cole-
man expects to hire another 50 staffers,
as well as use the footage shot by Fox
affiliate wrLD. He said there are no em-
bargoes on what the News Channel can
take from Fox. -SDM

ROBBINS: CABLE MUST TELL ITS STORY BETTER

Cox Cable president and NCTA convention chairman says industry
should showcase its improved customer service, programing and technology

show-and-tell decade for the cable

industry—showcasing cable’s pre-
sent and future technical abilities, pro-
graming and services and informing
people of them.

Those are among the chief agenda
items for James Robbins, president of
Cox Cable and chairman of this year’s
National Cable Television Association
convention, as he prepares to take over
as the next NCTA chairman, succeeding
Jerry Lindauer, senior vice president,
Prime Cable.

‘“We have to tell our story a little bit
better; extoll the virtues of the efficient
technology that we have and are work-
ing on and work toward operating per-
fection,”” he said, that being better for
customer service, moderate rate in-
creases and community involvement, es-

T he 1990’s are shaping up to be the

Robbins

pecially in education.

Robbins cited strides at Cox where
phones are answered in 25 seconds, in-
stalts are handled in three days and 80%
of service calls are made the same day.
**I know there are horror stories. I know
that the industry is overall uneven,”” he
said, but ‘‘I think we’re getting there.”

Recent technological advancements in
compression, interdiction and fiber tech-
nology is causing renewed vigor within
the industry. ‘‘They all get to the prom-
ise of cable,”’ said Robbins. Not all the
pieces of the technological puzzle are in
place today, he cautioned, but that will
be thie role of CableLabs, ‘‘to pull to-
gether disparate elements’’ in the most

- efficient way.

Whether a 150-channel system will be
the norm in the near future is hard to
say, said Robbins. ‘‘You're chasing
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| choice and the utilization of time,"”" he
said, with channel capacity that high.
“‘Forty channels of PPV is probably
right on the money,”” he said. But
| whether ‘‘you’ll be able to subscribe to
just those 15 channels you really watch,
I don’t know,” he said, “‘but we’re
Tele-Communications Lnc. remains the largest muliiple system operator, serving some 8.4 | probably heading more in that direc-
million subscribers in its owned and majority-owned companies. Sixteen cable companies | tion.”’
’ report one million or more subscribers. The pieces of the technological puzzle
1. TCI* 8,400,000 14,500,000 5,900,000 may be coming together, but the legisla-
I 2. ATC** 4,600,000 NA 3,180,000 | tive picture remains cloudy. **The over-
[ 3. Continental 2,710,000 4,760,000 2,702,000 | riding issue all the way along is we’d
4. United Artists*® 2,180,545 3,780,369 1,806,662 like to get the regulatory environment
| 6. Warner** 1,868,000 3,537,000 1,531,000 settled down so that we’ve got some
5. Cox 1,616,241 2,679,133 1,291,251 stability in which to do our capital plan-
Gy 1,657,044 NA 1,318,154 | ning and that’s what we hope will evolve
g StReE LiGURONY ZRIHIGEND 1,100,000 out of Washington,”” said Robbins. As
9. Liberty Media®* 1,582,355 2,781,774 1,416,581 to ‘1 pay, you pay,n RObbinS, whose
lO.Jones 1,572,644 2,168,994 1,051,576 paren[ alSO OpCraICS a majOr broadcasl
11. Cablevision Sys. 1,559,000 2,580,420 3,079,300 ‘ group, said ‘‘we’re interested in any
\ 12. Newhouse 1,282,600 1,841,839 1,113,000 kind of dialoguc that we can have be-
13. Times Mirror 1,100,000 1,907,000 707,500 tween the two industries. "’
14. Cablevision Ind. 1,084,834 1,656,456 758,607 Robbins believes the telcos will be
| = onw L M| g aer ancver ey, i
17. 8 SR 905,696 B = ing to take their cues o_f Judge. C_ireene s
’ 18. Century 8.,5:000 NA NA upcoming tricnnial review decision. But
19. Paragon®* 830,000 1,471,000 NA ‘ alluding to the legal troubles Nynex and
20. Falcon 769,298 1,018,529 294,073 US West have faced in the past year,
| p— . P i e Robbins said, *'it’s got to be troubling
22. Maclean Hunter 665’000 ) NA ,NA l“or l-hcm_u~s L 2 t'hlS great i
25: TeleCable 638’749 945217 N | lens!ye, t_hcnr own hous_e 1$ not in or-
24. Scripps Howard 621:938 1,070:422 o [ fie_r: _whlch may neutralize some of the
24. KBLCOM 560,000 1,200,000 NA e, 4
25. Colony 535,364 831,013 345,551 Robbins  wants o tell Washington
26. TCA 473,797 641,551 224,356 | policymakers that *‘we’ve got technical
| 27. Multivision 468,250 807,100 308,700 talent and expertise, but we also have a
| | 28.Post Newsweek 436,118 648,736 255,285 real entrepreneunial-let’s-get-it-done-ef-
29, Telemedia 360,441 501,245 179,513 ficiently history and spirit that is going
30. Multimedia 353,581 618,610 278,965 to benefit the American public. In the
' 31. Simmons 338,513 594,339 184,245 final analysis, that’s what’s going to do
32. Rifkin 324,942 499,427 167,940 | the job. If the America public can get it
33, Western 303,651 401,821 152,947 from us at lower COSl.lhan some?ody,
| 34. Triax 300,456 480,380 127,681 then \gve’ll get ‘tpe business. That's the
35. Hauser 297,400 572,400 281,000 American way.
36. Greater Media 224,691 365,539 215,136 | **I am not a believer in the inevitabil-
37. Service Electric 218,000 300,000 76,000 ity theory that {the telcos] will get into
! 38. King*** 212,268 353,416 145,015 our business,”’ said Robbins, because
39. Media General 198,155 300,637 201,912 the cultures are so vastly different. *‘it
40. Harron 198,000 284,550 152,453 | will take a long time before those two
‘ 41. C-TEC 196,458 321,576 151,594 things get together,”’ he said.
42.US Cable 187,646 333,138 133,830 That frontier spirit isn’t confined to
| 43. Wometco 184,425 326,256 96,577 engincering achievements. *‘We're see-
44. Sutton Capital 172,170 288,263 191,530 } ing a resurgence of the raw spirit that
45. Star 172,035 265,315 84,812 built this industry,’” said Robbins, in the
46. Armstrong 164,436 204,279 92,852 development of programing and the
47. Summit 153,162 237,800 104,004 marketplace forces that caused the merg-
‘ 48. Bresnan 143,000 NA NA | | er of so many programing efforts in
49. Booth 142,523 193,389 78,740 comedy, law and business news. ‘*All
l 50. Northland 140,000 197,000 50,000 that is very good,” he said.
*TC! includes UAE (2.2 million), Heritage (1 | miliion), West Mare, Cencom; Storer is co-managed by But it will be technological advances
| TC!. Comcast and Knight Ridder; Libertv, majority owned by TC, includes figures for TKR, Cotwnbia. | | that not only will provide cable revenue
I iraudia, Lenfese | opportunities but help it blunt some of
**Time Warner owns ATC and Warner; Paragon is co-owred by ATC and KBLCOM. the telco arguments, cable executives
| ***King VideoCable has been purchased by Colony. believe. “*We have to make surc the
NA represents not available. world realizes we're not some techno-
logical stepchild,’” said Robbins.-ms
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On March 4, 1991,

the FCC released

an historic

Notice of Proposed

Rule Making,

proposing

.5 MHz

of spectrum is ready!
be allocated for

“Interactive Video

Data Services.”
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Just as PC technology brought an explosion of creative
applications to the computer industry in the 1980s,

TV Answer’s real-time interactive video data technology
will revolutionize television— providing viewers instant
response capability to an infinite variety of new

interactive television programs and services.
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Wireless real-time
viewer response to
any TV program or
on-screen service—
broadcast, cable or
satellite.

A simple remote

cursor control lets

viewers select from ]
TV Answer’s multiple- ' f—
choice menu screens,

ready to o pendmg
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Inexpensive

TV Answer's planned subscription fee in most markets
will be just $12.95 per month. With up to $1.00 rebate
for most purchases and other TV Answer on-screen
transactions, the service is potentially free for many
viewers.

Things difficult to imagine...

now possible to do.

Control and privacy

The TV Answer set-top unit ¢an control, with
passcodes, access to certain channels, programs and
purchasing capabilities— essential for families.

Viewers become participants

Instantly register your opinion on important issues, or
even participate in product and service test
marketing— as you watch!... Order and pay for
flowers, pizzas, magazine subscriptions, repairs and
other products and services on-screen. Instantly make
your contribution to a PBS telethon or a favorite
charity... View customized news bulletins... Receive

automatic alerts when a stock or other investment
suddenly moves up or down... Define your own daily
sports scoreboard or monitor the box-scores of
favorite teams... Determine reservations options for
hotels, car renials, airlines, or theaters,— then make
deposits or pay for everything through on-screen
rransaclions... The possibilities are endless with TV
Answer.

Easy consumer set-up
TV Answer works with conventional TV sets, with no
need for modification or even a roof-top antenna.

Universal remote control

Finally, end the aggravation from muliple remote
controls! With TV Answer’s simple remote cursor
control, subscribers can easily operate not only their
TVs ... but, also their cable converters, VCRs and
other home electrenics equipment.

The ‘ultimate’ channel organizer

The first thing TV Answer does for viewers is bring
order 1o the dozens of over-the-air, cable and DBS
channels and hundreds of programs now available.
Networks, public TV, cable news, foreign language,
home shopping, movies, children’s programming...
everything can be selected from simple on-screen
menus. Programs can even be pre-scheduled days in
advance for viewing or taping.



even theatre seats
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Bank at home, easy bill-paying,
investment management

Order products or services instantly

Just think of what’s abead

Viewer polling

Imagine the impact on politics and public affairs issues
when viewers can respond instantly... from any TV sel.
Viewer responses can be tabulated nationally... or by
neighborhood. Products and services can be instantly
test marketed with precise results.

Education

In-home educational courses and “how 10" programs
can involve viewers and measure their progress
step-by-step.

Impulse shopping

On-screen microsecond ordering and payment... fast
and easy selection of sizes, prices, colors, quantities and
other details. Credit card, hank account or other
payment information is provided without a phone call.
Delivery addresses are pre-encoded, for added
convenience and accuracy.

Music, movies, sports and educational videos can be
seen, then purchased virtually on impulse. Think of the
appeal 1o consumers when they can 4act as soon as they
see a product.

Pay-per-view
Ordering and paying
for a premium movie,
concert or sporting
event is as simple as a
click of the TV Answer
remote cursor control
during a preview.

Banking and bill-
paying

A TV screen becomes a
virtual automatic
teller-in fact, maybe
even beiter because il
is at home. Once
accessed with a

Reserve airlines, hotels, cars...

Play exciting new arcade-style games

Customized with
memory cards

TV Answer’s set-top unit

is not only a radio
transmitter/receiver, but
also a sophisticated
computer with up to 512
Megabytes of accessible
memory — 100 times more
than most PCs. Sixteen
integrated circuit card slots
are provided, allowing an
endless combination of
RAM and ROM solid state
program and data base
memory cards— Storing
anything from personalized
data bases 10 arcade-style
game programs.

passcode, on-screen menus access checking, savings and credit
card balances and other information for confidential review.
Moving money can not be easier. Other hills can be viewed
on-screen and paid directly from a bank account.

Intelligent Gateway

Current or entirely new data bases and information retrieval
services can now be accessed with television.

Games and interactive entertainment
Even nerwork game shows can directly and simultaneously
involve viewers... 2 whole new “arcade” on screen.
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TV Answer wants to take full advantage of opportunities this new breakthrough technology and

service offers. So, we are ready to enter into strategic business alliances with visionary and
innovative companies and individuals who want to help us deliver the benefits of TV Answer into
the homes of millions... rapidly.

Software

We are ready to work with pioneering software developers who possess the imagination and skills to
create exciting program and service applications. TV Answer’s open architecture will allow developers to
create unique services for millions of consumers.

Exciting new applications are needed for the wide range of interactive services now possible with
TV Answer technology. Most applications will reside in multiple TV Answer memory cards which are inserted
in the set top unit.

New software also is needed for national and local broadcast, cable and saiellite adaptations (o the
TV Answer system.

Manufacturing

TV Answer is willing to license manufacturing rights to our designed and engineered hardware: the TV Answer
set top unit, TV Answer “joy stick” universal remote cursor control, TV Answer IC Memory cards, TV Answer
cell site transmission equipment and other products.

TV Answer wants 1o work with committed manufacturers incorporated in the U.S. that have a proven
track record. TV Answer will offer reasonable licensing terms and conditions.

Broadcasters and cable operators
TV Answer is especially eager to work with broadcasiers, TV programmers and cable operators 1o adapt
current programming and create powerful new interactive programming for the versatile TV Answer system.

Relying solely on its unique digital radio transmission path, the TV Answer system is compatible with all
TV broadcasting methods— over-the-air, cable and satellite.

Advertisers, Merchandisers
By making transactions so easy and instantaneous... millions of viewers will be brought back to television
with captivating new programming and services. A whole new generation of direct response techniques and
in-home merchandising will evolve rapidly— interactive product and service test marketing ... purchases
promipted by live TV ads, real-time discounting and video “couponing”... sweepstakes and other contests...
“live” product test marketing. Ads become part of the fun of TV Answer.

Licensed Operators
TV Answer may also provide technology and service to companies
granied operating licenses by the Federal Communications
Commission if and when they become available.
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~ about 10 (maa swer's
cell sites operate to dow nload a
wide variety of data and information
to subscribers’ set top units, such as
TV listings, interactive commercials,
food menus, data services, erc.
The TV Answer system can process
up to 600,000 responses per minute,
per cell site, with no “overloads”...
even at peak times.

TV Answer expects to operate at
218.0-218.5 MHz... engineered to
completely avoid interference
with any other signal, including
Channel 13.

From viewer lo originator
in seconds

Once viewers select a transaction—
for instance ordering a home
shopping item— data from the TV
Answer set tOp unit is transmitted to
a local cell site and then via satellite
to the TV Answer headquarters,or to
the provider, for instant computer
processing.

TV Answer delivers transaction
information in “real time,” via
satellite or data line, 10 service,
product and program providers.
These providers then fulfill the
order or otherwise respond
to subscribers.




system, for two years in the \Washmgton D. C area under FCC ey i <
experimental authorization. TV Answer now is beginning advanced test
marketing while awaiting the FCC’s action.

FCC
Deciding
Licensing
Rules

Public
Comments Due
June 10, 1991

Acting upon a petition filed by TV Answer, Inc., the Federal
Communications Commission released a “Notice of Proposed Rule Making”
on March 4, 1991, proposing the allocation of .5 MHz of spectrum at
frequency 218.0 MHz to 218.5 MHz for “Interactive Video Data Services.”

It may be in your interest to make your views known by filing comments
with the FCC regarding the proposed operating license rules. The
Commission is accepling comments {rom potential applicants and other
interested parties until June 10, 1991.

The FCC Notice of Proposed Rule Making is published in the Federal Register.
Copies of the “TV Answer” NPRM, Gen. Docket #91-2, can be purchased
(for a $10. handling fee) from:

Dountown Copy Center
1124 21s! Streei, N.W.
Washington, D.C. 20036
FAX 202-785-1663

Come see our live demonstration at the
Las Vegas NAB Show April 15-18, 1991

Booth # 6524 (near Chyron exhibit)

7 VHnsuer

TV ANSWER, INC, 01%1
1941 Roland Clarke Place, Reston, VA 22091
Written inquiries only, please.
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PROGRAMING

NETWORKS UNFURL DEVELOPMENT BANNERS

ABC'’s presentation to advertisers includes 18 comedies, 23 dramas; Robert Iger
cites need for renewed ‘diversity’ as reason for increased development

Ithough all three networks had

previously said they would be

cutting back pilot development,
ABC introduced a whopping 41 series
pilots—I8 comedies and 23 dramas (six
of which are reality-based programs)—
to advertisers in Los Angeles last week.
Compared to last year’s development
presentation, where 30 series pilots were
ordered, 1991-92 pilot orders increased
27% over last year.

ABC Entertainment President Robert
Iger, while only picking up five new
series for the 1990-91 season, cited the
need for renewed *‘diversity’’ as the rea-
son for increased development. In a
presentation that was surprisingly brief
and devoid of any pilot rushes, Iger said
that ABC’s key strategy is the develop-
ment of strong 8 p.m. comedy program-
ing, an area where the network has had
past success in attracting coveted youn-
ger demographics.

Identifying some of the 8 p.m. or 9
p-m. hopefuls, Iger was particularly
high on Susan Harris’s return to script
and produce Good and Evil (from Witt-
Thomas-Harris Productions), an oppos-
ing sisters comedy starring Teri Garr and
Margaret Whitton. Stu  Bloomberg,
ABC’s executive vice president of prime
time, also praised an untitled sitcom by-
product of the network's multi-series
output deal with James L. Brooks’ Gra-
cie Films. Heide Perlman produces and
writes the pilot about three tightly knit
sisters. Iger said the network is going to
‘‘maintain its history of doing deals with
top actors and creative talent.”

Saturday nights, particularly at 10
p.m., has been a slot where Iger said the
network has ‘‘continued to struggle over
the last decade.”” However, lger said he
is not necessarily ready to abandon de-
velopment of “‘experimental’’ hour dra-
mas similar to Twin Peaks’ slotting in
that time slot. ‘‘There really hasn’t been
a breakthrough drama, commercially,
since L.A. Law,"’ Iger said.

Later, Iger jokingly introduced L.A.
Law co-creator Steven Bochco as ‘‘the
guy who brought you singing cops,”

llndusiiql-r!il”l

| referring to Bochco's failed attempt with

ABC’s Cop Rock, who will be the pro-
ducer next season to introduce ‘‘singing
divorce lawyers.”” That aside, Iger said
he thought Bochco’s Civil Wars was the
next possible ‘‘breakthrough’’ drama for
10 p.m. In a co-production between
Bochco and Twentieth (Fox) Television,
William Finkelstein is executive produc-
er and creator of a pilot centering on two
hotly competitive, yet romatically entan-
gled divorce attomeys.

*‘I happen to be someone who en-
joyed Cap Rock...it was different,”” said
Art Heller, executive vice president of
media, New York-based Griffin-Bacall
Advertising. “‘I think there are going to
be a lot of pilots from this presentation
we’re not going to see next fall. It’s my
feeling that advertisers and agencies are
growing more cynical toward the formu-
laic cop and lawyer dramas.”’

Another advertiser, who wished to re-
main nameless, thought ABC’s develop-
ment presentation, compared to CBS’s
earlier in the day, was ‘‘even more lack-
luster.”” He added: *‘I don’t like passing
judgment, but ABC really didn't show
us much in the way of pilot clips. I
understand that most of these shows

haven’t entered production yet, but we |

really didn’t hear anything too new."’

Of the 23 drama pilots being pre-
pared, five of those are reality-based
programs (American Detective, An
American Saturday Night, Criminal Jus-
tice, FBI: The Real Stories and U.S.
Customs).

In the long-form category, ABC has
three high profile mini-series in develop-
ment. The Jackson Five is a long-
planned biography of Michael and the
rest of the Jackson family from Motown
Productions’ executive producer Su-
zanne dePasse (Lonesome Dove). Also
planned are Dynasty Reunion, an update
on the characters from Aaron Spelling’s
defunct ABC prime time soap, and Bur-
den of Proof, about a husband seeking
answers to his wife’s apparent suicide,
from a Scott Turow (*‘Presumed Inno-
cent’’) novel.

The made-for-television movies on
the drawing boards are Marilyn and Me,
Return to the Streets of San Francisco,
The Entertainers, Neil Simon’s Broad-
way Bound, Last Wish, Babyquest, The
Widow's Club, Columbo, Up To Now,
The Last P.O.W.?—The Bobby Gar-
wood Story, Finding My Way Home,
Backfield in Motion and Survive the Sav-
age Sea. —w

CBS will concentrate on ‘diverse’ selection of sitcoms
and ‘escapist’ dramas for Wednesday-Thursday thrust

BS’s series development presenta-
tion to advertisers last week in Los
Angeles started out lightly. Peter
Lund, CBS executive vice president,
donned Mickey Mouse ears and asked:
‘‘What about those rumors?,”’ referring
to long-running reports that The Walt
Disney Co. wants to acquire CBS.
However, the presentation took a
more serious turn when CBS Entertain-
ment President Jeff Sagansky, noting
CBS's continued growth Sunday

through Tuesday evenings, said the en- '

tertainment division is now concentrat-

ing on a ‘‘diverse”’ selection of sitcoms
and ‘“‘escapist”’ dramas for a Wednes-
day-Thursday attack next season. Alto-
gether, 27 pilot orders were unveiled, 13
of those being situation comedies.
Sagansky said the networks some-
times fall into the habit of developing
hour dramas for 10 p.m. siots but should
concentrate on earlier slots, citing the
success of Rescue: 911’s slotting Tues-
days at 8 p.m. and of Top Cops, which
airs Thursdays at 8 p.m. ‘‘We're going
to get intc more experimental escap-
ism,”’ said Sagansky, referring to the
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relatively critical success of The Flash,
which airs on Thursday evenings at 9
p.m.

Highlighting those off-beat escapist
dramas is Tequilla and Boner, a slated 8
p.m. drama from Don Bellisario (Quan-
tum Leap), featuring a ‘‘new wave’’ cop
and his talking dog. Michael Landon,

his family.

Sagansky also harkened back to the
CBS strategy of going after the 25-54
age group at 9 p.m. weekdays, but one
advertising executive suggested later
that it may be wiser to go after the 18-49
demographic group. ‘‘CBS is still skew-
ing heavily with that slightly older audi-

strength of CBS's Sunday lineup, and
Sagansky has taken a big financial step
to keep it that way. He announced that
Angela Lansbury will be returning to
Murder, She Wrote (Sundays, 8 p.m.)
next season *‘for all 22 episodes.”” Also,
in counter-programing to the older de-
mographic groups, Grey Guns, pairing

who is producing and starring in his first
series with CBS, Us, plays an exonerat-

ence,’’ said the source.
That older demographic group, how-
ed convict looking to make amends with ever, has continued to be the core

Wilfred Brimley (‘‘Cocoon’’) and Rich-
ard Famsworth (‘‘The Grey Fox'’) as
senior lawmen in Aspen, Colo., is being
developed by New World Television,

1991-92 NETWORK DEVELOPMENT SLATES

and Universal is readying The Human
Factor, starring John Mahoney as a

ABC

The comedies

B Big Deals—a buddy comedy about a pair of entreprencurs with endless
money-making schemes. from Viacom Productions.

B Capitol Critters—projected for midseason 1991-92, this Steven Bochco ani-
mated project centers on a mouse whose parents are killed by fumigators.

B The Chameleon—from HBO Independent Productions comedy, a secret agent
will assume the likenesses of famous Hollywood stars of the past.

B Cleveiand City Limits—slated as a possible midseason entry, the animated
pilot centers on Arsenio Hall's humorous look back at growing up in Cleveland.

8 Cocomut Downs—from ABC Productions, about a resort hotel manager and
her family who must deal with strange clientele from a nearby race track.

B Family Life—a half-hour comedy that Nickelodeon. the basic cable network,
is developing about **common experiences'' shared by families.

® Good and Evil—from Wit-Thomas-Harris Productions, about two different
sisters, starring Teri Garr and Margret Whitton.

8 Home Improvement—from Disney, about a Midwestern ‘‘everyman’" deter-
mined to reestablish that men are in charge of society.

B Home Movies—a product of Neal Marlens® and Carol Black's exclusive deal
with Disney Television. an adult comedy about the **dynamics of families.™*

B The Julie Andrews Show—developed by her husband, Blake Edwards (with
Viacom), marks Andrews’s potential series debut as a TV variety show host and
mother of two children.

8 MTV Comedy Show—a cable network hour project that ABC hopes will attract
young viewers through comedy sketches and music.

B On the Air—from the David Lynch and Mark Frost team of Twin Peaks, an
ensemble comedy about live TV production during the 1950's.

B Room for Two—from Warner Bros., this marks the return of Linda Lavinas a
widow who joins her daughter to host a New York talk show.

B Saturdays—an hour-long comedy anthology exploring the stories of different
patrons to Jack Saturday’s restaurant, from ABC Productions.

8 Up To No Good—from Lorimar. about an English rogue who ingratiates
himself into the lives of a celebrity novelist and her three orphan children.

8 Untitled Brooks/Perlman project—a by-product of James L. Brooks's devel-
opment deal with ABC; creator Heide Perlman has scripted an ensemble comedy
about three sisters.

8 Untitled Miller/Boyett project—with Lorimar, Tom Miller and Bob Boyett are
developing a “*blended family" comedy about a woman and man who fall in Jove,
but have children from previous marriages.

8 Woof (Zev Braun/New World), a live action/animation pilot about a nine-year-
old boy and his shared adventures with **confidante’* and pet dog, Woof.

The dramas

® American Detective—a reality-based half-hour that follows police detectives as
they solve crimes. From On The Road Productions.

® An American Saturday Night—from Ken Ehrlich Productions, an hour broad-
cast of live, behind-the-scenes celebrity parties and other events.

® Angie—from MGM/UA Television, marks the return of Angie Dickinson to
series TV as a newly promolted lieutenant of an all-mak police squad.

® Bay Ciry Story—from Lorimar, the exploits of hard-driving crime reporter for
a San Francisco TV station.

® Civil War—looks at the relationships between ‘‘combustive’” divorce attor-
neys; a co-production of Steven Bochco Productions and 20th Century Fox.

8 The Coltons—a spinoff from the ABC series MacGyver, in which the Colton
brothers join forces as bounty hunters; from Paramount.

8 The Commish—an undercstimated *‘cveryman®’ who uses unorthodox meth-
ods 1o solve crimes; from ABC Productions and Cannell Productions.

8 The Crafi—from ABC Productions about a couple who move to Santa Fe, but
the wife discovers her husband and his family are part of a witches coven.

8 Criminal Justice—a reality-based hour that **dramatizes’* some of this coun-
try’s most notable criminal justice cases.

® FBI: The Real Stories—from The Arthur Co.; opens FBI case files to ABC for
dramatic reenactments. A reality hour directed by Abel Ferrara (Miami Vice).

® Home Fron—originally titled /945, this David Jacobs production {with
Lorimar) centers on G.1."s returning home after World War 11.

® Human Targer—a Vietnam veteran uses his combat experience to track killers
on U.S. shores, from Warner Bros.

B Jumpin' Joe/Crow's Nest—a pair of ‘‘thematically linked'* half hours that
follow the evolution of a “*bad guy'* and **good guy.'* from ABC Productions.

® Just Desserts—from Columbia, Joel Grey stars as the owner of an exclusive
resort where each wealthy guest **pays in full™ for his or her excesses.

® 4 Just Good Friends—from Universal and the producers of ABC's Moonligr-
ing comes the story of two Midwestemers seeking fame and fortune in Los
Angeles.

8 Moe's World—a half-hour drama about the ghost of an | 1-year-old boy who is
still able to touch the lives he left behind, from New World.

B Noble Quest—a drama about an Amerasian child who leaves Vietnam for
America in search of his real father, from Wamer Bros.

B Qur Man James—{eatures James Coburn (**In Like Flint™) as a silver-haired
spy in the suave style of James Bond and The Saint, from Universal.

® The Streets of Beverly Hills—from MGM/UA, a **doughnut and coffee’" cop
from downtown transfers to the **croissant and cappucino™* district.

8 .S, Customs—from Four Point Entertainment, focuses on agents who stop
the illegal export of military parts, stolen cars, boats and planes, in addition 10 the
import of drugs.

8 Without a Clue—a "light-hearted'* detective mystery feawring Jackee (star of
NBC's 227); from Paramount.

8 The Young Indiana Jones Chronicles—Theatrical spinoff, with George Lucas
as executive producer for Paramount.

(BS

The comedies

B Balls—from Norman Lear’s Act |1l Communications. a *restoration comedy**
set in the 1890's about a wealthy but eccentric New York family.

8 Big Girls Don't Cry—an adaptation of Orion Pictures's **Mermaids."" about a
relationship between mother and daughter in the 1960's.

® Esme's Litile Nap—from 20th Cenwry Fox Television. pilot scripted by
Carrie Fisher for her mother, Debbie Reynolds, about an eccentric star.

8 Fish Police—an **underwater™* animated comedy from Hanna-Barbera.

® Make My Day—from Walt Disncy Television. features an ex B-movie star
who becomes sheriff of a small northern California county.

8 My Old Schooi—a Castlerock Entertainment sitcom about a college student
coming of age during the early 1970°s.

8 Passion—from Columbia Pictures Television, with Jane Seymour and John
Terry. focuses on romantic tensions between an editor and her publisher.

B Princesses—a Universal Television pilot. marks debut of 60°s model **Twig-
gy'' Lawson to series comedy. Also with Julie Hagerty and Fran Drescher.

® The Royal Famify—from Paramount Television, a couple puts retirement
pians on hold to help their daughter and her three kids.

® Ruth Harper—{rom MTM Productions/CBS Entertainment, about a widowed
housewife (Susan Sullivan) who takes over her Jate husband’s business.

B Stand By Your Man—an adaptation of British comedy **Birds of a Feather,™”
from Witzend Productions and 20th Century Fox.

8 Teech—from Columbia. about a music teacher in a tough inner-city school.

® The Vidiors—''slapstick’* misadventures of the Plotz brothers. from Steve
Tisch Productions, MGM/UA Television and CBS Entertainment Productions.

The dramas

8 Coopersmith—produced by Universal, is about a motorcycle-riding insurance
investigator with a nose for foul play.

8 Empire City—from Warner Bros. Television, teams a pair of homicide detec-
tives in Manhattan's **silk stocking’* district.

B Grey Guns—from New World Television, pairs Wilford Brimley (**Cocoon’")
and Richard Famsworth (**The Grey Fox"') as lawmen in prescnt-day Aspen.

8 The Human Factor—from Universal, stars John Mahoney in a drama about a
physician who gives up his jucrative practice to join an inner-city hospital.

B Jack of Hearts—a high-stakes gambling adventure set in Las Vegas's Caesars
Palace, from Aaron Spelling Productions and Orion Television.
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long-time physician who gives up his
private practice to work in an inner-city
hospital.

Peter Tortorici, CBS Entertainment’s
executive vice president of program
planning and scheduling, said the next
“‘big target for expansion’’ is Wednes-
day at 8 p.m. Previous attempts at that
time—Lenny and Deoctor, Doctor—
failed to bear fruit, with ABC’s Wonder
Years-Growing Pains combination and
NBC's Unsolved Mysteries slugging it
out for top honors.

High on Sagansky’s menu of come-

dies is Esme's Little Nap, a pilot which
Carrie Fisher (‘‘Postcards from the
Edge™') produced and scripted for her
mother, Debbie Reynolds, as an eccen-
tric stage and screen star. Sagansky also
cited Passion, headlined by Jane Sey-
mour and John Terry as the sparring
editor and publisher of a women’s maga-
zine, as ‘‘the next Moonlighting’ for
CBS. Princesses, which could mark
1960’s model Twiggy Lawson's debut
to series TV, is about three women who
share a New York apartment, and The
Vidiots, about the bumbling but inven-

tive Plotz brothers, are projected to skew
to the younger audience.

Spurred by the success of And The
Sea Will Tell mini-series during the Feb-
ruary sweeps, CBS is planning a telefilm
biography on Frank Sinatra and an adap-
tation of Judith Krantz' Dazzle. The oth-
er telefiims in development are Body of
Evidence;, Christmas on Division Street,
Cobb's Law;, Fire in the Dark, Gun-
smoke IlI: To the Last Man, Love and
Curses, Miles From Nowhere, Mission
of the Shark, Oh, Pioneers, Runaway
Father; Running Out, Shadow of a

® Knucklebuster—a **bawdy'’ Westen adventure from Universal.

B Love and Bullers—from Lorimar Television, features ex-con pulp novelist and
elegant female TV writer who team to solve murder mysteries.

B Mimi And Me—a ‘‘screwball’” comedy/mystery about an orthopedist and
**free-spirited”” woman who inherit a detective agency, from Warner Bros.

B The Owi—from Lorimar, about an insomniac cop who solves crimes. Execu-
tive producer is former CBS Entertainment president, Kim LeMasters.

B PS. I Luv You—a female con artist tums informant and joins the federal
witness protection program. From CBS Entertainment Productions.

8 Palace Guard—from Stephen J. Cannell Productions, follows the exploits of
an ex-hotel thief enlisted to run security for a major hotel chain.

® Raven—from Columbia, about an American martial arts master seeking es-
cape {and atonement) for doing the bidding of ninja assassins in the past.

® Tequila and Boner—from Universal, about a pair of Venice, Calif., detec-
tives: a talking dog and his *‘new wave’” human partner.

® {/s—Michael Landon's first project with CBS, about 2 man wrongly impris-
oned 18 years for murder who sets out to rebuild family relationships.

The comedies

B The Adventures of Mark and Brian (New World)—a reality-based comedy
tl;e;nl:ring kLostmy Los Angeles disk jockeys Mark Thompson and Brian

elps.

8 Baltimore—set in the music world, about two sisters and a brother. From
You and Me Kid Productions.

B Fresher Pastures—stars Debbie Allen as a single mother with three
children. From Columbia Pictures Television.

B [n the House—a father and son, battle of wills comedy, from The Stuffed
Dog Co./NBC Productions.

N Untitled Leavitt & Moye project—an imeverent sketch comedy about
comic book heroes, from executive producers of Married...with Children and
Columbia. ;

B Lifebytes—a blue-collar brother and sister comedy, from Reeves Enter-
tainment Group/NBC Productions.

8 Miracie Mile—about a soldier who adopts a sireetwise 11-year-old or-
phan and the boy’s curmudgeonly grandfather. From 20th Century Fox.

® Modern Marriage—a contemporary American family comedy from The
Paltrow Group.

B The News at Twelve—revolves around a 12-year-old boy who observes
daily life as if he were a broadcast journalist. From 20th Century Fox.

B Them Torkelsons—a family on the economic edge, and a mother and
daughter who disagree. From Disney.

B Walter and Emily—an 11-year-old boy lives with his grandparents while
his sportswriter father travels. Witt-Thomas and Touchstone Television.

The dramas

N Eerie, indiana—a 13-year-cld and his family move to Eerie, expecting an
idyllic small town but end up getting the creeps. From Cosgrove/Meurer
Productions in association with Hearst Entertainment.

N The Fifth Corner—an action-adventure about an American in Mexico
suffering amnesia. From New World.

8 Hightower—about an ex-cop who is framed for murder but escapes from
prison to find the real killers. From Cannell Productions and Disney.

B The Hundred Lives of Black Jack Savage (Cannell/Disney)—a white collar
criminal and a 17th century ghost set out to save lives and souls.

B -Witness—an interactive half-hour mystery where viewers win prizes for
helping a TV reporter solve crimes. From Cosgrove/Meurer Productions.

® I'll Fly Away (Lorimar}—a Southern white prosecutor and his black
housekeeper deal with the 1960°s civil rights movement.

® Mr. Lyle (20th Century Fox)—a secret agent has to stop the diabolical
Dr. Coma from gaining world domination.

® Nash's Vision (Universal)}—a son’s death plunges his father, an undercov-
er cop, into a world of unrelenting nightmares and a special power to fight
crime.

8 Nightmare Cafe—revolves around a surreal roadside stop where patrons’
darkest fears are served to them. From Wes Craven Productions in associa-
tion with MGM/UA.

B Qur of Season—an ex-journalist turned mayor of a wealthy Colorado
resort town recruits an ex-Chicago cop to solve a murder. From NBC
Productions.

B Printer's Alley, a New York novelist returns to his native Nashville 10
organize his father’s estate but ends up staying to protect the business.

B Reasonable Doubts (Lorimar) stars Mariee Matlin (*'Children of a Lesser
God'’) as a deaf district attorney. With Mark Harmon.

FOX

The comedies

B The Brave New World of Chariie Hoover, stars Tim Matheson and Sam
Kinison as Matheson’s invisible alter-ego. Produced by New World Television.

B Culture Clash—features Los Angeles comedy trio along with Cheech Marin
who'll do anything to get into show business. Marin is executive producer of
project from Twentieth Television.

8 Dates From Hell—sketch series that looks at dating and relationships in the
90's. From Wamer Brothers Television.

8 Herman—about characters personifying emotions inside a young man's head.
From Witt-Thomas-Harris.

B The Wayneheads—featuring claymation family with oversized heads. Created
by In Living Color's Daman Wayans and produced by Twentieth Television.

B Tony ‘n’ Tina—from the comedy troupe that created the play ‘‘Tony and
Tina’s Wedding."" Chris Guest is executive producer. From Castle Rock.

B Roc & Reg.—E. Tony award nominee Charles Dutton as an opinionated
garbage collector who copes with a hustling brother. Stan Daniels is executive
producer, Jim Burrows is director. From HBO Independent Pictures.

B Bill & Ted' s Excellent Adventures—ielevision version of popular movie about
two young partying time travelers. From Orion Television.

B Quail Lake—A family looking for tranquility in the suburbs instead finds
strange neighbors. From New World Television.

B Shur Up Kids—about a W.C. Fields-like conman who serves out his commu-
nity service as a fourth-grade teacher. From Twentieth Television.

B8 T.V.—a parody sketch series that looks at TV's commercials, promos, mom-
ing shows and other staples. From HBO Independent Pictures.

The dramas

B Angel Ciry—action comedy about a New York cop with an attitude who
transplants unwillingly to Los Angeles. From Hearst Entertainment project.

8 The 50-Minute Man—A brilliant private investigator who isn’t fast with a gun
or women. but keeps his weekly 50-minute appointments with his psychiatrist,
From Lorimar Television.

B Chameleon—about a video game hero who comes 10 life and wreaks havoc in
the world of 3-D. From Reeves Entertainment.

B Blood Ties—about a close-knit community of vampires rying to maintain
their heritage and hide their secret. From Shapiro Entertainment.

B Lakota Moon—the adventures of young Native Americans in 1826 Montana.

B The Ultimate Challenge—an hour series of adventures, world record stunts,
wild sports and competitions. From TWI.

B The Best of the Worst—a fun-loving look at things that don't work, fit, match,
make sense or belong. From Wolper Productions with Lorimar Television.

8 On the Edge—half-hour project from the creative team behind Cops, about
people whose jobs push them to the edge. From STF Productions.

® Fantasy Park—viewer-interactive series allows callers 1o win prizes. From
Azoff Entertainment and Brad Lachman Productions.

8 Reel Life—half-hour comedy celebrates unusual people, places and things.
From Michaei Nesmith. Produced by Reeves Entertainment.

® Saturday Night in America—based on the book of the same name, is a haif-
hour look at different activities on Saturday nights. From Propaganda Films.

B True Stories—a series of half-hour movies of the week. True-life accounts are
dramatized by top fiction writers. Produced by Twentieth Television.
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Doubt; Stephen King's Sometimes They
Come Back; Stranger at My Door, and
Victim of Love.

With Rescue: 911 serving as an im-
proving 8 p.m. anchor, the network has

made major theatrical acquisitions for
Tuesday. Recent marquee theatricals in-
clude ‘‘Batman,’’ ‘‘Beaches,”” *‘Black
Rain,”” ““The ‘Burbs,”” “‘Coming To
America,”” “Dead Poets Society,”

““The Dream Team,’” ‘‘Honey, 1 Shrunk
The Kids,”’ *‘Lethal Weapon 2,"’ **Ma-
jor League,”” *‘The Naked Gun,”” *‘Par-
enthood,”” *‘Tequila Sunrise’’ and
*“Who Framed Roger Rabbit?”’ —NF

NBC set with ‘Cheers’ and ‘rebirth’ for remainder of schedule

man, NBC Entertainment, NBC

executives rolled out their develop-
ment slate for the 1991-92 season with
an announcement that the network’s
number one rated show, Cheers, has
been renewed for a 10th season. Tarti-
koff, who has spent the better part of the
last three months recovering from inju-
ries suffered in a New Year’s day auto
accident, said the network will be under-
going a ‘‘rebirth,’”” with a mandate to
build a “*whole new NBC.”' He said that
with the exception of the Thursday, 9-
9:30 slot Cheers will occupy once again
next season, no other show is a lock to
return or return in its current time slot,
**We’re going into next season with no
givens, no sure things,’” he added.

Tartikoff said that during the two
months he spent recovering in Reno,
where the accident occurred, the hotel he
stayed at carried only the four broadcast
networks. ‘‘As scary as what I was going
through up there with the accident, it
[having only the four networks] was pretty
scary. Despite what we say, there are
gaping holes in nights for viewers locking
for different, exciting television."’

Among the concerns in setting the de-
velopment slate, said Tartikoff, was put-
ting greater emphasis on projects by first-
time producers. “‘If you go back and see
how we reached the promised land, it was
by giving people the chance for a first-
time hit.” He also pointed out that his
statement last year of ‘“‘tried and true is

l ed by Brandon Tartikoff, chair-

Bob Iger

dead and buried”’ is more accurate today
than it was when he said it. *‘Our only
shot at creating a bona fide hit is to offer
something different,”’ he said. Tartikoff
also said next year’s schedule will bring
about a *‘rebalancing’’ of audience appeal
shows, with a move to blend in some
younger-appealing shows with some of
the network’s veteran series. ‘“There are
lots of opportunities at 8 p.m., where
there aren’t 30 or 35 share shows staring
us in the face.”

Warren Littlefield, president, NBC
Entertainment, gave a night-by-night
breakdown of what time slots the net-
work will be looking to shore up with
development. He also announced an ex-
clusive series agreement with Barry Le-
vinson, producer of such films as ‘‘Rain
Man’’ and ‘‘Avalon.”” Levinson’s first
project, a comedy-reality series, will be
ready for the fall schedule. In addition,
Littlefield said the producer is interested
in working in all forms: comedies, spe-
cials and dramas. He also announced
that James Garner has been signed to
star in a new comedy, his first for net-
work television, titled Man of the Peo-
ple. The story has Garner's character
taking over his deceased wife’s city
council seat and becoming a maverick
member.

On Monday, he said a companion
piece for The Fresh Prince of Bel Air is
needed to build a comedy block leading
into the 9 p.m. movie.

He said Tuesday night represents an

opportunity for NBC to change its de-
mographic profile on the night by going
after a younger audience with action-
adventure series. That audience, he said,
has typically been ABC’s with its youn-
ger-skewing comedies, but those shows
have been showing erosion and are
ready to be challenged. He said NBC
has been satisfied with the performance
of In the Heat of the Night and Law &
Order but will look for younger audi-
ences at 8 p.m.

Wednesday night is one show from
being a big win, according to Littlefield.
He said the network would either sched-
ule a reality format at 9 p.m., leading
into Quantum Leap, or put an adult com-
edy in the time period.

As for Thursday night, the network’s
perennial powers, Cheers and L.A. Law,
will be returning to the lineup. And Litt-
lefield said the network is hopeful for
the renewal of The Cosby Show (negoti-
ations are currently underway). Of the
other shows that make up the night, he
said Wings ‘*looks like a real keeper for
the future’” and he called Seinfeld ‘‘a
real in-house favorite.””

Although NBC was able to improve
its demographic profile on Friday night,
Littlefield said *‘unfortunately our
household numbers are unacceptable.’’
He said NBC’s opportunity is to pro-
gram the night with series appealing
strictly to adults 18-49, given ABC’s

Continues on page 92.
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ellers of radio stations may be

looking at the world through more

realistically colored lenses these
days. The radio station trading market
has picked up pace, according to brokers
and some operators who are waiting on
the sidelines for the right property at the
right price.

The consensus among industry bro-
kers is that sellers have indeed dropped
their expectations of receiving the 10
times cash flow prices of the late 1980’s.
‘“We [have been] seeing more inven-
tory—and more attractive inventory—in
the past month,”’ said Star Media’s Paul
Leonard, ‘‘and the reason that it is hap-
pening is the natural time lag between
the time when prices decline and the
time when sellers are willing to accept
that new equilibrium of pricing.”’

As the market adjusted to the new
level of pricing, sellers of cash flowing
properties tried to hold onto them, and
for the most part, inventory available in
recent months has been undesirable.
‘‘But nature started taking its course,”
said Leonard, ‘‘and cash flow properties
and quality turnarounds started finding
their way back into the market.’

At The Mahlman Co., they have also
seen a loosening up of the market. **We
have started to see movement,’’ said
Bob Mahlman Jr., *‘deals getting done
at eight times multiples of trailing cash
flow at closing.’’ Deals are being word-
ed, he said, with an adverse change
clause. Hence the ‘‘at closing’’ timing
of the cash flow count.

Industry executives acknowiedge that
“‘cash is king’’ and that today’s market-
place is definitely a buyer’s market. But
there is still a niche out there for sellers
as well, according to Dick Blackburn of
Blackburn & Associates Inc. ‘‘People
who got in [to the market] six months
ago and who get in over the next six
months are people who had or will have
a lot of equity. They’ll be buying high
quality stations at attractive and work-
able prices, maybe higher prices than
have ever been paid before,”’ he said.

““And now,” said Mahlman, “‘there

RADIO STATION TRADING PICKS UP

Consensus among industry brokers is that sellers have dropped their expectations of
receiving 10 times cash flow prices of late 1980’ s

Paul Leonard

are more guys willing to listen—people
are starting to match up markets with
eager buyers. I think that those old fash-
ioned company builders [operators] are
just sitting there waiting to buy sta-
tions,”’ he said.

As former head of the Radio Advertis-
ing Bureau, chairman of the board of
National Association of Broadcasters,
and former executive vice president and
chief operating officer of Bluegrass

KING RADIO SALES

teve Clifford, president and

CEO, King Broadcasting Co.,
said last week that the company
will ‘““let the market tell us”
whether its radio stations ‘‘are
more valuable as a group or indi-
vidually.”” Clifford said King ex-
pects to get $25 million for
KSFO({AM)-KYA(FM) San Francisco,
$15 million for KGW(AM)-KINK(FM)
Portland, Ore. and $10 million for
KING-AM-FM Seattle.

KING-FM is a classical music
station; the AM outlet programs
news-talk, The Portland FM car-
ries an adult contemporary/jazz
format, the AM carries a news-
talk format and the San Francisco
stations broadcast an oldies for-
mat, with about 85% of the pro-
graming simulcast. Frank Kalil is
brokering the sales.

Frank Wood
Broadcasting Co., Bill Stakelin, fits the
bill of an ‘“‘old fashioned company
builder.’’ In 1989, Stakelin joined Apol-
lo Radio Ltd. as president and CEOQ, as
well as principal, and oversaw the
group’s first purchase, KIRB(AM)-KEZE-
FM Spokane, Wash.

‘‘As a buyer, we are really excited
about the marketplace,”’ said Stakelin.
‘‘We are seeing some nice cash flowing
properties coming on; multiples have
dropped. We think it is a big plus for
us.”’ Stakelin is looking to expand Apol-
lo with properties in the top 50 markets,
he said. ‘*We are beginning to see seven
to nine times multiples and we are
ready.”” Stakelin added that Apollo
hopes to make a ‘‘substantial investment
in radio’’ before the end of the year.

Former Jacor President and CEO
Frank Wood is another operator looking
for radio properties. Wood, who left his
post at Jacor last year with approximate-
ly $8 million cash, is currently scouting
the top 25 radio markets for quality sta-
tions. And the timing for a buyer in
Wood's financial position seems to be
about right.

“‘Properties are going to be available
at prices that will begin to let the pur-
chaser make money. This is a terrific
time to be prospecting for radio sta-
tions—if you can find money. If you
have access to cash right now, you can
parlay that into owning decent proper-
ties,”” Wood said.

Others with not-so-deep pockets are
more at the mercy of lenders, so they
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may have to sit out a while longer before
getting a shot at quality stations.

““I think that [prices] are going to
remain down for a while longer because
the banks haven't loosened up, and I
think that only when the banks realize
they can’t make money anymore just
loaning at prime to their most credit
worthy customers, then they’re going to
start making loans again,”” said Wood.

His experience as well as his financial
standing will also be an advantage once
he starts acquiring stations. Wood and
his family put WEBN(FM) Cincinnati on
the air in 1967. The Woods were com-
peting with established broadcast corpo-
rations already in the market and strug-
gled to survive. ‘‘Eventually we got
big,’” he said. ‘‘But it taught me that it’s
a dog-eat-dog world out there, If you
think of it as a zero sum game, you
realize you can only make money at the
expense of someone else.’”

In 1981 he bought another station,
WQMF(FM) Louisville, which was sold in
1986 to its station manager. The same
year both weBN and Wood were ac-
quired by Jacor; the station was added to
10 others, and Wood was named presi-
dent and CEO of the firm,

Herb McCord

Wood now plans to buy for the long-
term. ‘‘This is not a get-rich quick
scheme,’’ Wood said, referring to radio
group ownership in general. ‘‘A lot of
people thought it was, back in the 80's,
and some people made a lot of money on
a rising tide. But historically, this is a
business that you build a brick at a time;
you get your nose bloody, you get your
hands dirty, you work hard, and over a
period of time you can make a whole lot

ARBITRON RAC RESOLUTIONS

he Arbitron Radio Advisory Council passed two resolutions at its meeting
in Florida, March 11-14. In 1989 The Advisory Council requested that
Arbitron increase its sample size by 33%. Arbitron, at that time, offered to
increase its sample size by 5% in the fall 1990 survey and an additional 5% in
the fall 1991 survey. After the Council reviewed the fall 1990 results, it found
that the 5% increase in sample target resulted in only a 1.4% increase in usable

in-tab sample.

The Council resolution **A’” concludes: **Therefore, be it resolved that the
Arbitron Radio Advisory Council does hereby request that Arbitron increase
its sample target for fall 1991 by an additional 5% over and above Arbitron’s
previously promised 5% over fall 1989 together with another 5% increase in
fall 1992 (which would achieve an additional 20% over the base year) with an
accompanying effort to deliver similar increase in usable in-tab diaries with no

additional cost to subscribers.’”

The second resolution calls for a proposal from Arbitron, to be presented
within 30 days, detailing possible solutions to achieving the 33% sample size
increase, Among the solutions is a proposal to shift from four to three survey
periods a year. The Council requests that subscribers be polled immediately
after the proposal is presented, so that Arbitron and the Council can consider
the results at the Council’s next meeting in August. Resolution “‘B’’ con-
cludes: ““Therefore, be it resolved that the above requests be accomplished
with a plan to insure no decrease in annual sample target for each individual
market and at no increase in cost to subscribers.”’

Jay Guyther, vice president, Radio Station Services, Arbitron, replied to the
Council’s resolutions. In response to “*A’ Guyther said: “*At this time,
Arbitron Radio cannot commit to any additional sample target increases over
the previous 10% increase announced in 1989.”

Responding to resolution ‘‘B’" Guyther said Arbitron would prepare a
proposal and present it to the Radio Advisory Council Executive Committee
within 30 days. Guyther also said Arbitron will poll its subscribers for their
opinions of the proposal and planned to have “‘comprehensive survey results
to discuss at the August Advisory Council meeting.”

of money. But it doesn’t happen over
night."”

Another operator taking advantage of
the buyer's market is Herb McCord.
McCord managed 14 stations as head of
the radio division at group owner Great-
er Media before starting Granum Com-
munications, a partnership with four
others, last May. The company’s first
acquisition, purchased three weeks ago,
was turnaround KDBN(AM) Dallas and
KMEZFM) Fort Worth for $9 million
(‘*Changing Hands,”” March 4), and
““we may have a couple more to an-
nounce pretty shortly."’

During the first six months at his new
company, McCord said he saw no deals
that made sense. It was after the Nation-
al Association of Broadcasters’ Radio
convention in September that he noticed
a change. *‘Prior to that meeting, sellers
were clinging to their properties hoping
things would get better, the economy
would pick up, lenders would come
back into the market, multiples would
return, etc. With the beginning of the
recession, the war scare, and with what
were some pretty blunt statements from
brokers and lenders at the convention,
sellers began to realize that, in the short-
run, the world they’re dealing with now
is the world they're going to be dealing
with for the next year or so,”” McCord
said.

Granum’s purchases are turnarounds.
McCord concedes that because the Dai-
las-Fort Worth stations are not (as yet)
cash-flow stations, in addition to $9 mil-
lion sale price, Granum will still need
about $2 million in working capital.

The stations compete in one of the top
radio markets in the country and have
not had ratings success in the past. ‘*Ac-
cording to the last ratings book, they had
about a 2 share, and we obviously have
got to do better than that to be able to
afford to pay this kind of money.”’

But intangibles can make a difference
in this business, and Blackburn, who
brokered the Dallas-Ft. Worth sale, be-
lieves it will count here. ‘‘McCord is in
good position because of his past experi-
ences and because there's more knowl-
edge out there now than there was two
years ago. You always learn from other
people’s mistakes. He’s not making a
passive investment, he’s making a
hands-on investment that he’s planning
to personnally staff and watch over.
He’s also got partners that are very sav-
vy on the financial side...he’s got the
best of both ends.”’

A research study that went out a few
weeks ago will help determine whether
the stations’ format should be more ef-
fectively promoted, modified or changed
altogether. -6
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GROUP W STATIONS REAP SPOILS OF WAR NEWS

Tight format clock and concentration on international picture swell audience
numbers at four Westinghouse news stations

belong the spoils.”” A dubious dis-

tinction at best, but last week Group
W’s all-news stations in four markets—
KYW(AM) Philadelphia, WINS(AM) New
York, wMmaQamM)  Chicago and
KFWB(AM) Los Angeles all posted signif-
icant increases in the Birch winter 1991
audience estimates (persons 12-plus,
Monday-Sunday, 6 a.m.-midnight).
KYw jumped from a 6.2 to 9.0, wMAQ
was up 1.6 to 3.9, wiNs climbed 1.4 to
5.2 and KFWB gained 1.3 to finish at
3.9. KYW also posted the greatest overall
ratings increase of any station in the top
10 markets surveyed.

While much of the individual in-
creases can be directly attributed to the
public’s interest in war news, Group W
contends that its stations picked up more
listeners than other news stations be-
cause of its tight 20-minute news clock.
Only Kyw, which has the distinction of
being the only all-news station in the
Philadelphia market, deviates from this
positioning, instead, operating on a 30-
minute news clock with updates of top
stories every |5 minutes.

Mark Helms, executive news editor at
KYWw, told BROADCASTING that quick up-
dates and live coverage of military brief-
ings were what lured listeners to the
station. ‘‘We made it a point at least
every 10 minutes that anybody who was
listening would hear the latest on the
war,” Helms said. *‘They would find
out quickly if anything of major impor-
tance had happened since the last time
they heard us. Second, some listeners
became addicted to the military brief-
ings, and they appreciated the fact that
we carried all of them.”

Helms said that when the station
broke away from those briefings to up-
date the news, the phones would light up
with protests. ‘It was a damned-if-you-
do, damned-if-you-don’t situation,”’
Helms said.

As with most news outlets, Group
W’s stations ran commercial-free from
Jan. 16-18. Each of the four stations also
dropped virtually every nonwar pro-
graming element, including sports,
weather, traffic and other ancillary in-
formation features. “‘Our gut feeling
was that to not have all-war news would
be a mistake,”” Helms said. ‘‘We decid-
ed that 99% of all listeners were tuning
in for the latest on the war, and we
would be doing a disservice if we didn’t

I n war and ratings, ‘‘to the victors

WMAQ's executive editor Jim Frank stands

before newsroom’s clocks showing times in

London, 1srael, Baghdad and Chicago,
which were installed at beginning of war.

give it to them.”

The scenario was much the same in
New York, where wINS audience grew
by more than a third in the winter sur-
vey. ‘‘We dropped sports, business re-
ports, anything that wasn’t war,”” said
WINS vice president and general manager
Warren Maurer. ‘‘For the first 18-24
hours we provided continuous war cov-
erage.”’

Maurer, who also serves as vice presi-
dent, news, Group W Radio, said that
the gain was simply a reflection of the
Westinghouse product. ‘“The format
calls for a high story count with frequent
updates, so listeners don’t have to wait
tong in the 20 minute cycle to get the
latest news,”’ he said. ‘‘Typically we
give the top story three times an hour,
but in the case of the war we were giving
updates every 10 minutes, so people
would get two current status reports on
the Persian Gulf in every 20-minute cy-
cle.”

Maurer said that the war pre-empted
listener interest in other news, national
and local. *‘They didn’t want to hear

-about New York’s financial condition or

a crime shooting. They wanted to hear
about the war, and as the ratings are
beginning to show, our judgment was
right,” the Group W Radio executive
said.

Rick Starr, vice president and general
manager at WMAQ Chicago, observed
that stations that tried to localize the war
erred in judgment. ‘‘Localizing was a
mistake,”” he said. ‘‘Nobody cared
about the school board election, We saw

an unquenchable thirst for information
coming from ‘over there,” so we tried to
stay ‘over there’ as much as possible.
We saturated the airwaves. While our
competition was talking to the rabbi on
the North Shore about the missiles hit-
ting Israel, we were carrying live reports
of the missiles coming down in Tel
Aviv.”’

WMAQ is Group W’s newest news sta-
tion, and has been slowly gaining on its
competition, WBBM(AM). Because of a
forced “‘we try harder™ attitude, Starr
last year affiliated with Cable News Net-
work and CNN Headline News. ‘‘Com-
bined with our NBC and AP affiliations,
we had a tremendous volume of infor-
mation,”’ he said, adding: ‘‘And we
made good use of it. We took live press
conferences, top to bottom, and every
military briefing. We carried several
hours of long-form type programing,
and the rest of the time was filled with
all the reports we could get from CNN.”’

Vigorous marketing also played a
great role in the station’s 70% Birch
increase, Starr said. *‘We did not plan to
advertise that we were going to cover a
war, but the week before the air strike
began we recognized that something
might be happening.”” The station had
designed a series of newspaper ads and a
convertible TV spot designed to include
visuals of the latest plane crash or bliz-
zard or other big story. The week prior
to the war Starr said he inserted Saddam
Hussein’s picture in those ads, ‘‘then
bought every local avail on CNN for
three weeks, dropped a ton on the local
television stations, and ran daily news-
paper ads’’ emphasizing the CNN affili-
ation.

“‘We were advertising the CNN con-
nection before they walked away with
the story,”’ Starr said. ‘‘CNN owned the
story, and because we worked hard
ahead of time it all just worked for us,”’
he added.

WMAQ’s programing is based on the
formatics of KFWB Los Angeles, which
increased its 12-plus audience 50% from
the Birch fall 1990 survey. In a market
that lives and dies by the car, radio plays
a crucial role—and the combination of
20-minute clock and CNN affiliation
lifted the station to second place in the
25-54 cume, and third in cume 12-plus.
““We generated a great deal of cume,
and because of the interest in the war
there were more occasions of tune-ins
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during the war,”” according to Chris
Claus, KFWB vice president and general
manager.

Claus said the station went noncom-
mercial for the first two days and ‘‘stuck
exclusively with CNN in the early
stages.”’ He said the station even carried
CNN video, with reporters describing
the pictures ‘*because listeners would
rather hear it described if they couldn’t
see it. If all they had was radio, we were
a very solid second place to television.”’

Once the war settled into a ‘‘normal
pattern,”’ the station added the services
from NBC Radio and AP Audio to *‘cre-

ate the impression that we had more
resources than anyone else.”” Such pro-

‘gram elements as traffic and weather

were reintroduced shortly after the start
of the war, but sperts reports and busi-
ness features were pre-empted for longer
periods.

While success has been sweet, Group
W management concedes that current
audience levels are a war-related aberra-
tion not likely to be sustained. Still,
executives at all four stations are confi-
dent that some of the listeners who sam-
pled the news product during the conflict
will stay with it. *‘“We’ve introduced

some people to the format, and some of
them may have found it to be the vehicle
for the fastest news updates,’” observed
Claus. ‘“Some of these people will tune
in to find out what’s happening, but I
logically do not expect to see the same
average quarter hour shares in the spring
book as we saw in the winter book."
Added wMAQ’s Starr: ‘‘Some of the
momentum will stick. Clearly some of
these people came in for a one-time
event. We’re glad to have had them,
they know where we live and we're glad
to maybe have grabbed a button on their
radio dial.” =

UK INDEPENDENT RADIO GOES NATIONAL, BUT NO POP

As first of three new national commercial radio services
is readied, industry ponders anti-pop strictures

ritish independent radio is set to

go national with the blessing of

the 1990 Broadcasting Act. But
with three new licenses being readied for
offer to the highest cash bidders, critics
say the Act, with its strict definition of
eligible formats, with one fell swoop
may simultaneously have closed the
door to a truly successful national com-
mercial radio.

Bids for the first FM license are due
by April 22, but anxiety seems to be
running high among potential bidders,
most of whom won’t say until then
whether or not they will compete. The
remaining two national channels, which
are AM, will be advertised next sum-
mer. The first AM service is open to any
program format, while the second is to
be a speech-based service. All three will
compete with British radio’s five exist-
ing BBC noncommercial national radio
networks and with 107 commercial local
radio services.

The Act requires that the first of the
radio channeis, Independent National
Radio One—INRI, as the service will
be known, provides ‘‘a service which
consists, wholly or mainly, in the broad-
casting of music which...is nonpop mu-
sic.”’ In an effort to interpret what was
considered by most a vague prescrip-
tion, the newly inaugurated Radio Au-
thority charged with setting the license
specifications and conducting the appli-
cation process achieved a result that has
pleased few in the UK radio industry and
led many to accuse the authority of be-
ing arbitrary, limited and prejudiced.

Critics say the Act rejected the pre-
vailing logic of commercial radio—that
targeting audiences and streaming pro-

graming maximizes viewers and reve-
nue—and instead hopes to provide what
it considers an appealing mix of music
and talk.

The Radio Authority, in its defense,
claims that a nonpop music service
would make good use of the high quality
stereo transmission on FM and would
broaden the choice for listeners and op-
portunities for advertisers. The authority
also claims that the format would extend
the programing range provided by inde-
pendent radio,

Defending the Act’s decision to dic-
tate a nonpop FM license, Classic FM’s
David Astor said that most stations are
pop- and top 40-oriented. ‘‘Rock music
(listeners] are spoiled for choice,”” Astor
said. Although most of their financial
and advertising research is still out, As-
tor believes a mainstream classical sta-
tion would have listener appeal. ‘‘We
wouldn’t be playing any Japanese nose
flute music,’” Astor quipped.

Harry Taylor of Haymarket Publish-
ing said the firm is also considering a
bid for a light classical format and
doesn’t rule out the possibility of joining
a consortium closer to the closing date.
Although difficult to define precisely,
the intended program format would offer
a more accessible version of BBC Radio
3, the preeminent classical heavyweight
on the British airwaves. Haymarket be-
lieves there is a potential niche market-
ing advantage with this format, despite
its lack of mass appeal.

Other possible bidders include Melo-
dy Radio owner Lord Hanson, with an
Easy Listening format, and Heritage
Broadcasting's consideration of a show
tunes format.

Some contend that the ‘‘nonpop’” de-
cision had more to do with the tradition-
al views of broadcasting adopted by the
government as it steered the Broadcast-
ing Act through Parliament than with the
market-focused approach that originally
shaped the new laws.

According to Brian West, Director of
the Association of Independent Radio
Contractors (AIRC), the Government
and the Radio Authority failed to appre-
ciate that if national commercial radio is
to survive it must be commercially via-
ble and based on a mass appeal program-
ing approach. The AIRC recommended
an alternative formula whereby the first
franchise would have been an open com-
petition to the highest bidder; the second
(AM) bid an open bid barring the format
of the first and the third barring the first
two. This solution would have maxi-
mized the bid potential each time, ar-
gued West,

But the authorities rejected that mar-
ket-driven opticn. ‘‘They really screwed
it up,”’ West said. ‘‘They’ve insured
that it won’t command a big audience
and that it won’t be successful.’’ In try-
ing to create a healthy blend, INR1 goes
against the common wisdom to target
radio programs and could thus restrict its
commercial solvency, West and others
said. “‘It’s really a tragedy and won’t
help raise the image of commercial ra-
dio,”” argued West.

Many potential bidders agree. Paul
Smith, head of Complete Communica-
tions Corp., recently decided not to bid
for the license because of the limited
prospects of the strict definition of its
format. The sort of musical variety that
the station is intended to program creates
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toc much of a ‘‘mish-mash,”” said
Smith. And if someone manages to
come up with some kind of hybrid it will
likely damage their own financial pros-
pects, he argued. All told, Smith be-
lieves the INRI stipulations are holding
back the development of radio.

John Q. Davis of Family Broadcast-
ing Co. also decided not to bid, explain-
ing that it simply wasn’t a financial
proposition. ‘‘Politicians are living in a
dream world as they always do,”" Davis
said. The problem is not so much the
definition of format, Davis said, as it is
the huge financial expenditure and the
doubtful return.

Advertisers, a key component in the
success of a new commercial radio net-
work, are themselves examining the me-
dium’s prospects, and while still unsure
of the outcome of any new service,
clearly share some of the potential bid-
ders’ concerns over the choice of for-
mat. Radio advertisements are the least
permanent of all other forms, and given
austere advertising budgets during the
recession, it is one of the riskier medi-
ums on which to buy time.

Underscoring this fear, the Radio
Marketing Bureau reported that advertis-
ing revenue in independent radio, hurt
by the overall drop in UK advertising
expenditures last year, grew by only

op music, for the purposes of the UK s new national FM service, includes

“*rock music and cther kinds of modern popalar music that are character-
ized by a strong rhythmic clement and a reliance on electromc amplification
for their perfomance [whether or not, in the case of any particular piece of
rock ar other such music, the music tn question enfoys & current popularity. as
measured by the number of recondings sold).™

UK"s Radin Authority further defines other kinds of modem popular music
a5 including all music recorded on or since Jan, 1, 1960, such as soul music
and other forms of modern dance music; thythm and blues; and jarz, folk and
country music, which uses electronic amplification

Muszic defined as nonpop includes classical, light orchestral and choral
clements of Easy Listerung, any forms of jazz, folk, country and ethnic music
that are not electronically amplifed and any recording of music that is not rock

MSic

3.2% in the last fiscal year compared
with 17.2% growth the previous year.
Frank Harrison, media research at
Saatchi & Saatchi, said the ad capacity
and commercial success of the national
station will depend upon what kind of
format wins the license. One advantage
to the nonpop rule that the government
and Radio Authority had in mind was
that it would face less competition.
Harrison believes there are several
crucial issues to consider in assessing
the revenue potential of INR1. Clearly
the franchise must be able to generate
e¢nough ad revenue to support them-

selves. It also must consider how it will
balance national with regional advertis-
ing as well as addressing what most ad-
vertisers want: a large audience with
specific target groups.

Aside from London’s Capital FM,
few independent radio groups had
reached profitability before the reces-
sion hit, increasing the widespread ap-
prehension about investing in radio. In
fact, Capital has estimated programing
costs for the new national FM service
could exceed £25 million per year, in-
cluding transmission and license fee
COStS.  —Meredith Amdur, Evropean correspondont

RADIO ON VIDEO:

ountry-formatted radio stations

should use music videos for cross-

promotion, introduce new artists
and extend their reach. That is the ad-
vice of Bob Allen, vice president and
general manager, KCRG-AM-TV Cedar
Rapids, Towa.

The last decade has seen a wealth of
new talent emerge in the country music
arena. Exposure of new artists through
video has grown in importance and prev-
alence since the late 1980’s, presenting
radio stations the opportunity to benefit
from the visual medium.

“We have the advantage of being a
grandfathered television-radio combina-
tion,”’ said Allen, ‘‘but anyone can take
advantage of the natural synergy be-
tween radio and TV.” Among the
events tried and ongoing at his stations,
Allen said, are live broadcasts of the
radio morning show on the television
morning newscast and a 30-minute
country music video show hosted by the
radio morning team of “*Wally and
Scott.”” The radio station switched to the
country format about a year ago, and

EXPANDING COUNTRY

Allen uses the show to help introduce
the station to the market.

For smaller market stations operating
on a small budget, Allen encourages op-
erators to explore cross-promotional
packages with television and local ac-
cess cable channels. ‘' could see a tele-
vision and radio station coming up with
a package,”” said Allen, ‘‘where the
television meteorologist could do drive
time weather for the radio station and the
radio station could simulcast one or
more of the television’s evening news-

COUNTRY

KCRG 1600 AM STERE()

casts. In exchange for all of which they
do a video show for you,™’ he said.

Allen shared some of his insights with
the attendees of the Country Radio Sem-
inar (BROADCASTING, March 18). “*Mu-
sic Video: See It Now—New Artists,
New Hits, New Listeners,”’ featured
panelists from both the record and
broadcasting industries. Moon Mullins
of Pollack/Mullins moderated the dis-
cussion, which centered around the pur-
pose and uses of music videos.

From a record industry standpoint, the
music videos are one element of a devel-
opment campaign for an artist. Record
label executives said they view videos as
a vehicle to create familiarity with an
artist, to help record buyers put a face to
the voice they hear on the radio.

Bob Baker, director of operations for
the Country Music Television (CMT)
cable service, believes that country mu-
sic has broadened its reach in large part
due to video exposure. He also noted
that CMT has cross-promotional pack-
ages available for radio stations in the
markets where CMT is carried. -1¢
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CABLE STOCKS: STILL A SCRAMBLED PICTURE

Survey of investors finds sharpened disagreement; MSO debt both problem and solution

ncertainty about cable’s future

was supposed to offer investors a

buying opportunity in MSO
stocks. The problem is that the opportu-
nity won’t go away, and the stocks on
average are trading almost exactly where
they were a year ago, despite an interval
that saw a point-and-a-half interest rate
decline. Another telling observation
about the group is their similar perfor-
mance to a wider market of stocks (see
chart), an imitation even more precise if
one excludes highly-leveraged and/or
short-ridden issues such as Cablevision
Systems’ suggestion that cable’s per-
ceived predictability may be no better
than that of the overall economy.

As some investors noted last week,
much of the uncertainty—regulatory,
technological and competitive—sur-
rounding the cable industry has, in fact,
been with it even during the stock sec-
tor's long ascent. But until recently, a
clear valuation standard, that of ‘‘price-
per-sub,”’ allowed investors to ignore
the uncertainty, or more precisely, to
assume it was already reflected in the
per-sub prices system buyers were pay-
ing in the private market.

But with the collapse of the subordi-
nated debt market and subsequent credit
worsening last year, the per-sub valua-
tion lost its definitiveness and no single
valuation has arisen to replace it. In
short, cable is still often perceived as an
asset value play at a time when such an
identity is not helpful.

To the extent per-sub valuations are
applicable, they may suggest further
growth in some MSO stock prices, but
not to levels reached in 1989. Said Ka-
ren Southard of Chancellor Capital Man-
agement: ‘‘People aren’t using $28-to-
$33 per share in Tele-Communications
Inc. asset value like they were in Febru-
ary of 1990. Today, the estimates range
from a low of $20 to a high of $26 to
$28."" Some investors view TCl’s cur-
rent public $15 stock price as a good
discount and buying opportunity, from
even the diminished per-sub asset val-
ues.

The per-sub valuation is not favorable

e CABLE STOCKS TRACK
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to all MSO stocks, however. Most of the
institutional investors contacted last
week estimated current per-sub values at
$1,500-t0-$1,600, which is just equal to
or less than the estimated debt-per-sub
of highly leverage operators such as
Adelphia or Cablevision Systems, im-
plying that the equity may be worthless.
Scott Black, president of Delphi Man-
agement and himself a direct investor in
the systems formerly owned by the New
York Times Co., pegged per-sub values
closer to $1,800 per sub.

Ed Platt of Banker’s Trust said that in
less than a year, some benchmark will
be provided when Tele-Communications
is to place a value on United Artists
Entertainment Co. Meanwhile, other
valuation methods, such as per-share
multiple of cash flow and of net free
cash flow, are being used.

Financial and regulatory events over
the past year have provided resolution of
sorts for some of the uncertainties. For
instance, some assume that a more fa-
vorable financial climate is soon, if not
already, on its way back, helping opera-
tors get money for new acquisitions and
refinance old ones.

Most investors also seem to assume
the worst of the reregulatory schemes
has surfaced by now and concluded that
the cable industry can live with those
schemes. That general assessment may
have, along with general market im-
provement, helped cable stocks rebound
last fall.

But less progress has been made on
perhaps the largest of the uncertainties—
the interrelated issues of competition
and technology—which may take years
to answer. Investors not only disagree
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about the outcome of these issues, but
also about their logical relationships.

While one investor applauds the de-
cline in the cost of fiber, another sug-
gests that Jower costs increase the likeli-
hood of competitive overbuilds. While
one investor fears the entry of telephone
companies, another says the telcos will
put some demand back in the transaction
market for cable systems.

Learning to live as an investor with
the telco threat may be as important as
the threat itself, says John Kornreich, a
partner with Sandler Capital Manage-
ment: ‘‘The telco uncertainty has been
there for a long time, and we can’t rule
out their entry forever. But even if they
got approval in the near term, they can’t
compete right away. So [ look at what
the present value is of a modest nega-
tive, say, 15 years out.”’

But, said Denise Jevne of T. Rowe
Price, even modest problems created by
these issues may be bad for the cable
industry. She notes that the mere pres-
ence of the telco threat will require cable
to upgrade plant at a time when, because
of debt service, it can little afford to
spend money,

Overall, the disagreement about cable
stocks may have sharpened. According
to CDA Investment Technologies, based
in Silver Spring, Md., the number of
institutional investors holding a cable
stock at year end declined in almost ev-
ery instance—for instance, 26 fewer in-
stitutional holders of Comcast ‘‘A’
shares and ‘*17"" fewer holders of TCI A
shares compared to nine months ago.
But at the same time, the percentage of
MSO shares outstanding held by the re-
maining institutions climbed several per-
centage points. To the extent one can
draw conclusions from such informa-
tion, it appears the believers are either
more convinced, have lowered their cost
per share or both.

Some of those who have lightened up
on cable equities have not abandoned the
industry entirely, choosing instead the
more mathematically certain returns ob-
tainable from those same MSQO’s public-
ly traded debt securities. Andrew Wal-
lach, an analyst with Cumberland
Associates, said: *‘Taking into account
risk, the debt looks better because their
prices cratered, creating yields on those
bonds of greater than 20%. If you com-
bine such yields with the potential for
capital appreciation, the potential returns
are very rewarding.”” Even some stock
analysts on the “*sell-side’’ (those who
advise institutional investors on stocks)
recommended that customers switch to
the debt.

Among those investors commenting
last week, few questioned the current

operating ‘‘fundamentals’” of the indus-
try. As Karen Firestone, manager of Fi-
delity’s select leisure fund said, cash
flow growth from basic and multi-pay
tiers continues to grow in some cases at
double-digit percentage rates.

But many publicly held cable compa-
nies are highly leveraged with principal

repayments stretching out beyond the
immediate period. Therefore, the out-
look over 1991, 1992 and even the year
after may affect MSO stocks less than
what people perceive will happen later.

And as the price of cable stocks indi-
cates, that future remains very much in
question. -GF

MORE MEDIA LENDORS FIND
PROBLEMS AT HOME

edia owners seeking to borrow

funds have heard bad news

from a different quarter in re-
cent weeks. The nation’s tattered credit
structure, already revealed in high-yield
debt securities and bank and insurance
company problems, has now surfaced at
commercial credit companies. The prob-
lems, although by no means widespread,
already appear to be affecting the cost
and other terms of credit.

The biggest news involves Westing-
house Credit Corp. (WCC), whose me-
dia lending unit has suffered staff reduc-
tions as part of an overall WCC
downsizing and $975 million pre-tax
charge against parent company Westing-
house’s fourth-quarter earnings. Prob-
lem loans at WCC are said to be outside
the media portfolio; nonetheless, the
unit is said to have been pared down
from eight people to two. Among those
released was senior investment manager
Chuck Coon, who had only recently
been hired from Society National Bank.
A spokesman for WCC declined to com-
ment.

Details about the largest commercial
credit lender to the Fifth Estate, GE
Capital, were contained in the recently
released GE annual report. Of GE Capi-
tal's $8.3 billion *‘highly leveraged
transaction’’ (HLT) portfolio, cable TV
loans alone constituted 19%; ‘‘media”’
loans, another 10%, and *‘broadcasting
and other,’” yet another 9%. While not
necessarily involving TV, radio and oth-
er ioans, credit losses on GE Capital’s
HLT loans soared last year to $410 mil-
lion from $56 million in prior year.

In some cases, problems reside not
with the commercial credit company,
but with the parent company, which
sometimes guarantees the credit compa-
ny’s borrowings. Last week, for in-
stance, Chrysler was said to be seeking
an outside investor for Chrysler Finan-
cial. The finance unit’s cost of funds has
recently increased because of weakness
in the auto industry affecting the parent
company, despite Chrysler Financial’s

seven straight years of record profits.
Ratings and perceived strength are
important to credit companies since
most fund themselves by issuing com-
mercial paper and other securities.
Grant’s Interest Rate Observor has re-
ported a ‘‘deepening prejudice’” against
commercial paper issued by finance
companies, thereby increasing their cost
of funds and, presumably, passing those
costs on to customers seeking to borrow
money to buy or refinance media proper-

ties, .
Scepticism about the transaction mar-

ketplace, including that for stations and
cable systems, has also changed the
kinds of deals some credit companies are
willing to do. The Westinghouse an-
nouncment said it was adopting a ‘‘new
operating plan by which it...will limit
new lending to secured, current-yield
portfolios.”” And John Shemancik, exec-
utive vice president of Heller Financial,
said that concerns about future transac-
tion values have led that firm to ‘*‘maybe
not go so deep in the capital structure,’’
reflecting *‘some concern over where
[exit] values will level off."”’

While reported problems of commer-
cial credit companies appear limited to a
few situations, those in good shape are
nonetheless disturbed about the news.
Said Matt Breyne, vice president of
Greyhound Financial Corp.: *‘It is im-
portant to have competitors add liquidity
to the market, either to help syndicate a
loan or to have somebody there to come
in and buy me out.”

As for the demand for credit, new
acquisition financing is considerably
down, while refinancing, said several
finance executives, is a higher percent-
age of business. Greyhound’s Breyne
said most refinancings arose from either
the desires of existing lenders to get out
or from creditors’ desires to readjust
their maturity schedules. Robert J. Mac-
cini, a partner with Media Services
Group, said there was probably a short-
age of senior capital available for such
refinancings. -F
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CHANGING HANDN

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

wvGO(FM) Richmond, Va. O Sold by Day-
tona Group of Virginia Inc. to Benchmark
Radio Acquisition Fund III Ltd. for $4 mil-
lion. Seller is headed by Nomman S.
Drubner, who also owns KZRQ(AM)-KIVA-FM
Albuquerque-Santa Fe, N.M.; KZRC(AM)-
KXyQ(fM) Salem (Portland), Ore., and
KGRX(FM) Globe (Phoenix), Ariz. Buyer is
headed by Joe Mathias and Phillip Rainwa-
ter, who also own WDOV(AM)-WDSD(FM) Do-
ver, Del., cable systems in Virginia and
California and recently purchased wusQ-AM-
M Winchester, Va. (*‘Changing Hands,””
March 4). wvGo has oldies format on 106.5
mhz with 7.6 kw and antenna 1,175 feet.
Broker: Media Venture Partners.

wGFX(FM) Gallatin, Tenn. O Sold by Tri-
angle Broadcasting Co. to HaPa Inc. for
$3.5 million (‘**Closed Circuit,”’ March
18). Seller is headed by Kenneth S. John-
son, and is 55% owned by Capitol Broad-
casting Corp., licensee of WCAW(AM)-
WVAF(FM) Charleston, W.Va.; wKSl(aM)

PROPOSED STATION TRADES

By volume and number of sales

Last Week:
AM's O 3200,001 O 3
FM's O 89,631 0400 C 12
AM-FM's D 34,629,000 O 6
TY'so %000
Toral O %14, 464,001 O 21

Yeur 1o Dute:

Abd's O 511,687,640 C 46
FM's O 556,259,103 O 66
AM-FM's O 5894 K58 054 O 52
Th s 01 SKET 874,000 01 18
Total O 250,678,793 0 152

For 11K ol see Jen. 7, 1991 Baouspcsames
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Pritchard and wksi-FM Mobile, both Ala-
bama, and WRKA(FM) St. Matthews, Ky.
Johnson is 100% shareholder of Johnson
Broadcasting Co., which is 45% general
partner of assignor. Buyer is headed by
Victor Rumore, who has 50% interest as
limited partner in RMF Broadcasting, li-
censee of KFRR(AM) Englewood, Colo.
WGFX has classic rock format on 104.5
mhz with 49 kw and antenna 1,312 feet.
Broker: Blackburn & Co. Inc.

KBFM(FM) McAllen-Brownsville, Tex. O
Sold by Encore Communications Ltd. to
May Broadcasting Inc. for $3.5 million.
Seller is headed by George Duncan and
has no other broadcast interests. Buyer is
headed by Philip J. Giordano, who also
heads April Broadcasting Inc., which
Owns WBLX-AM-FM Mobile, Ala. KBFM has
CHR format on 104.1 mhz with 100 kw
and antenna 990 fect above average ter-
rain. Broker: H.B. La Rue Media Brokers.

KzBS(FM) Oklahoma City O Sold by
Zumma Broadcasting Co. to Degree Com-
munications Ltd. for $3 million in assump-
tion of seller’s liabilities from defaulted
loan agreements. Seller is headed by Wil-
liam R. Lacy and Josephine C. Carnahan,
his mother, and has no other broadcast
interests. Buyer is headed by Kent Burk-
hart (16%) and Patsy S. Burkhart (16%),
husband and wife, and Gregory Wright,
and is licensee of WANS-AM.FM Anderson,
S.C., and also has interests in Degree
Communications Il Inc., general partner
of KEYI-FM Partners Ltd., licensee of
KMOW(AM) Austin and KEYI-FM San Mar-
cos, both Texas. KzBS has CHR format on
98.9 mhz with 100 kw and antenna 1,108
feet above average terrain.

WALI(AM)>-WROG(FM) Cumberland, Md.
O Sold by Tschudy Communications Corp.
to James P. O’Leary, Robert H. Long Jr.
and Alfred A. Ruscito for $1.8 million.
Price includes $590,000 cash at closing,
which includes three-year noncompete
covenant, $10,000 escrow deposit and
$600,000 note payable. Seller is headed
by Earl Judy Jr., Robert S. Janncy and
Joyce Jenkins, and is also licensee of
WBRIAM)-WEYQ(FM)  Marietta,  Ohio;
WMQC(FM) Westover, W.Va.; WCRO(AM)
Johnstown, Pa., and WSKO(MM) Buffalo
Gap, Va. Judy is president and 51% stock-
holder of Shenandoah County Broadcast-
ing Corp., licensee of wSVG(AM)-WSIG(FM)
Mount Jackson, Va. Buyer is headed by
O’Leary (40%), Long (35%) and Ruscito
(25%). O’Leary is 50% stockholder and
president of Laurel Broadcasting Co. Inc.,
licensee of wisL(AM) Shamokin, Pa. WAL!

!
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SILENT VIEWERS: DIFFICULTIES
MEASURING CHILDREN

Kid’'s upfront market revives issue of problems faced in
trying to track younger viewers; Nielsen studying issue

of non-compliance

A s the 1991 children’s television
upfront market continues to
move, the networks, cable pro-
gramers and syndicators once again are
faced with the fact that they are doing
business based on ratings numbers that
they have little faith in,

The problem of measuring children’s
viewing is not new and may not be one
that can be easily cured by technology.
The question facing the industry is: Can
children realistically be expected to
properly use a peoplemeter or any tech-
nologically advanced device?

Debates over the problems of measur-
ing children’s viewing between pro-
gramers and Nielsen Media Research are
not simply a by-product of Nielsen's
peoplemeter. The problem also exists to
some extent with diaries and will proba-
bly continue to exist in any sort of new
system that is developed.

When it comes to the peoplemeter,

most programers point to the *‘OK’’ but-
ton as the source of the problem. In
theory, the OK button is used to let the
meter know after a channel switch that
the same viewer is still viewing the set.
If there is a new viewer watching the set
{and the old viewer failed to log off or
the set was not turned off during the
changing of the viewer), the new viewer
is supposed to enter the proper informa-
tion to let the meter know that he or she
is watching. However, many in the in-
dustry think that a child, given the
choice of pushing four buttons to log
himself in or pushing one button that
tells the meter that the same viewer is
watching a different channel, will
choose the latter because it is simpler. If
the new viewer turns on the set and
chooses to enter nothing, only the data
on the use of the set — no demographic
information —is used by Nielsen.

Continued on page 79.

is fulltimer on 1230 khz with 1 kw. WROG
has C&W format on 102.9 mhz with 3.5
kw and antenna 1,400 feet.

WHUT(AM)-WLHN(FM) Anderson, Ind. O
Sold by Jeffrey Peek, receiver, to Ander-
son Radio for $1.5 million cash at closing.
Seller has no other broadcast interests.
Buyer is headed by Gary Todd, Jon Mark
Lamey and Experience Communications
Inc., and has no other broadcast interests.
WHUT has MOR format on 1470 khz with |
kw day and 25 w night. wLHN has adult
contemporary format on 97.9 mhz with 50
kw and antenna 489 feet.

KUUB-AM-FM Bozeman, Mont. O Sold by
CASI Broadcasting & Entertainment En-
terprises Inc. to Gilbert Broadcasting
Corp. of Montana for $829,000. Price in-
cludes $366,000 cash at closing and
$463,000 assumption of seller’s liabilities
and obligations. Seller is owned by Bee
Broadcasting Inc., headed by Benny Bee
(95%). Buyer is headed by Bee (40%),
Christopher T. Gilbert (5%), Joan H. Za-
briskie, (5%), Harry B. Combs (30%),
Virginia P, Combs (10%) and Benny L.
Bee (10%). Bee Broadcasting, which is
100% stockholder of licensee, is also li-
censee of KBBZ(FM) Kalispell and KIJR(AM)
Whitefish, both Montana. KUUB(AM) is
fulltimer with MOR format on 1450 khz
with 1 kw. Kuus-FM has CHR format on
95.1 mhz with 94 kw and antenna 781

feet.

KROB-FM Robstown, Tex. O Sold by
Coasta! Bend Broadcasting Corp. to
KDOS Lid. for $600,000. Price includes
$525,000 cash at closing and $75,000 es-
crow deposit. Seller is headed by George
Leon Gossage and has no other broadcast
interests. Buyer is headed by KDOS Radio
Inc. (70% GP,P) Titchenor Media System
Inc. (26% P), Amador Garcia, (4% P},
Luis Munoz (62% VS), Al Herrera (38%
vS) and Amador Garcia. KDOS Ltd. is
licensee of KUNO(aM) Corpus Christi, Tex.
KROB-FM has C&W format on 99.9 mhz
with 100 kw and antenna 289 feet.

WMIMAM)-WFAV(FM) Cordele, Ga. O
Sold by Silver Star Communications-Albany
Inc. to Radio Cordele Inc. for $350,000.
Price includes $25,000 cash at closing,
$10,000 escrow deposit and $315,000, 15-
year promissory note at 10%. Seller is head-
ed by John Robert E. Lee, and is ticensee of
wiZ(fM) Albany, Ga. Lee is also 51% own-
er of Silver Star Communications-WJAZ
Inc., which owns wiyz(am) Albany, Ga.,
and 61% of Suncoast Communications,
which owns wvvo(AM)}wDXZ(FM) Charles-
ton, S.C. Buyer is headed by John Wesley
Brooks, and has no other broadcast interests.
wMIM is fulltimer with religious format on
1490 khz with 1 kw. WFAV has country
format on 98.3 mhz with 3 kw and antenna
300 feet.

SOLD!

WVGO-FM, Richmond,
Virginia has been sold by

‘Daytona Group of Virginia,

Norman S. Drubner,
Principal to Benchmark
Radio Acquisition Fund 111
Limited Partnership, Joe
Mathias and Phillip
Rainwater, Partners for

$4,000,000.
Randall E. Jeffery
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| FOCUS ON FINANCE

| edia stocks generally moved with broader market which er news-gathering costs related to the Gulf War, has resulted in
was down slightly for week. Large capitalization issues lower operating earnings at each of our operating companies
| were off most on several highly-publicized carnings disap- during the current quarter.”” Company also cited lack of politi-
pointments. Al least one group owner/publisher announced cal revenue recorded in 1990’s first quarter. Stock was off, as
anticipated first-quarter earnings declines. A H. Belo said it of last Wednesday, 13% from two weeks ago. Media General
‘ expected results to be significantly below prior-year period. saw 1.6 million block crossed Tuesday afternoon with stock
Dallas-based media group owner/publisher said: **The national oft modestly for week. Thinly-iraded Adelphia Communica-

| recession, coupled with reduced advertising demand and high- tions dropped 21% last week, to 9V4.

Stock Index Notes: T-Toronta. A-American. N-NYSE. O-NASDAQ. 3wl prices and common A stock used unless otherwise noted. P/E ratios are basecl
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SILENT VIEWERS

Continued from page 77.

David Woolfson, Nieisen vice presi-
dent and manager, business develop-
ment, has met with the Advertiser Syn-
dicated Television Association (ASTA)
twice in the last month, as well as with
the cable industry to address the prob-
lem. Nielsen, Woolfson said, has been
conducting exit interviews with families
coming out of the sample and also has
been conducting a series of diagnostic
studies that will ‘‘scope out the magni-
tude of noncompliance and the different
definitions of noncompliance.”” Woolf-
son said the distribution of children’s
programing to adults is larger than ex-
pected and could be a result of viewer-
ship attributed to the wrong viewer.

To help combat this and as a response
to the Committee on Nationwide Televi-
sion Audience Measurement (CON-
TAM) report, Nielsen last fall set up its
field automation system, designed partly
to reduce the time between a measure-
ment problem arising and Nielsen ad-
dressing that problem. For a compliance
problem, a Nielsen field representative
is contacted at a production center. For
example, if the viewing records of
households with children indicate that an
unusual amount of children’s program-

representative will call or visit the home
in question and find out if the meter is
being used properly.

Also, Nielsen is studying its incentive
program to see if a more ‘‘personal’
approach is needed for children such as
sending them letters or T-shirts, or per-
haps putting stickers on the meter to
make it more user-friendly.

Whether these developments will
have any significant impact remains to
be seen. Most programing and research
executives do not think the problem of
measuring children’s viewing will be
solved soon, and some question whether
trying to get an accurate measurement is
even worth the effort.

Alan Wurtzel, senior vice president,
marketing and research services, Capital
Cities/ABC, said this is *‘a problem that
surfaces because of its prominence at
this time of the year that fades and has
never been resolved.’”” One reason for
that, he speculated, is that *‘if it were a
larger and more prominent part of the
overall picture, it would have been ad-
dressed more quickly.”’

While children’s programing is a rela-
tively small daypart for the networks, it
is very big business for the syndicators
who program weekday afternoons. This
year, syndicators are expected to surpass
the networks in terms of advertising dol-
lars for children’s programing and for
some time they have been asking Niel-

children’s viewing. Karl Kuechenmeis-
ter, senior vice president, Warner Broth-
ers Domestic Television Distribution,
said that in the short run, a return to the
diary method would be a good start. He
said in a recent speech that the diaries
show about 1.1 children in every house-
hold tuned to children’s programing
“while the pecplemeter found and con-
tinues to find only two-thirds of a kid."’
Down the road, Kuechenmeister said he
is hoping the ‘‘passive’” peoplemeter
will solve the problem. However, many
network and CONTAM executives have
expressed doubts that the passive peo-
plemeter will be a success.

Arbitron Co., Nielsen's chief compet-
itor, has been developing and rolling out
its ScanAmerica peoplemeter. Accord-
ing to Jim Peacock, director of research,
ScanAmerica has symbols on its hand-
held remote to help children remember
the purpose of each button, and the com-
pany also has trainers teach the children
a series of rhymes to make it easier for
them to use the device. Peacock said that
since ScanAmerica has been in use in
Denver since 1987, the company has
seen little fluctuation in the numbers.
Unlike the Nielsen peoplemeter, ScanA-
merica’s viewer prompt is on the televi-
sion screen. ScanAmerica also is de-
signed to measure product purchases
tied to TV commercials. Arbitron re-
cently installed the service in Phoenix

ing is being watched by adults, a Nielsen  sen to examine the issue of measuring  and St. Louis. -
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ASHINGTO

SIKES: CABLE COMPETITION, NOT REGULATION

FCC chairman tells telcomsubcom H.R. 1303 fails to tackle cable’s real problem
of no competition; partisan split over cable evident at hearing

rue to his competition-over-regula-

tion philosophy, FCC Chairman

Alfred Sikes last week criticized
House legislation (H.R. 1303) reregulat-
ing cable for not addressing ‘‘head on
the principal problem’” of local cable
monopolies.

Instead of legislation that would im-
pose ‘‘extensive and intensive regulatory
obligations’’ on cable operators, the
FCC chairman said at a hearing on the
bill before the House Telecommunica-
tions Subcommittee, Congress should
consider legislation that would promote
competition from overbuilding cable op-
crators and other multichannel service
providers such as wireless cable and sat-
ellite broadcasting.

Such  pro-competition  regulation
should eliminate the ability of munici-
palities to award single cable franchises,
relax the ‘‘current blanket prohibition
against television broadcasters and tele-
phone companies providing competitive
video services” and prevent vertically
integrated cable companies *‘from refus-
ing to make programs available on rea-
sonable terms to competitors,”” Sikes
said.

If he believed cable was a natural
monopoly, Sikes added, he would not
hesitate to support rate regulation. But,
he said, ‘‘I don’t perceive [cable] to be a
natural monopoly.”’

Sikes was preceded at the witness ta-
ble by four big-city mayors and one
county council member, who argued for
strong legislative and regulatory reme-
dies like those proposed in H.R. 1303
for what they see as rising cable rates
and diminishing customer service.

**Congress must enact corrective leg-
islation if our fellow citizens are to enjoy
relief from problems that now seem en-
demic to the cable industry,”” said Balti-
more Mayor Kurt Schmoke,

Newark Mayor Sharpe James detailed
his city’s experience with rising rates,
poor customer service and poor technial
quality of service. ‘‘Franchising authori-
ties have limited ability under current
law to protect consumers from the prob-

FCC Chairman Alfred Sikes

lems,’” he said. ‘‘Local governments be-
lieve that the best solutions...are [legis-
lative]  provisions, including a
competitive renewal provision, that
would stimulate competition,” he said.
*‘Until competition materializes, regula-
tion will be needed.”’

The mayors represented the National
League of Cities and the United States
Conference of Mayors. Northampton
County (Pa.) Councilmember Ladd Sif-
tar appeared on behalf of the National
Association of Counties.

The three-and-a-half-hour hearing
brought to the surface the sharp parti-
san split that has been brewing on the
subcommittee. Although the Demo-
crats, led by subcommittee chairman
Edward Markey (D-Mass.), said they
were eager to move foward quickly
with H.R. 1303 or some variation of it,
the Republicans indicated they would
rather wait to see if the new FCC *‘ef-
fective competition’’ rules might not
correct whatever wrongs were present
in the cable marketplace. The rules
*‘are going to take some of the steam
out of consumer complaints,”” said
Matthew Rinaldo (N.J.), the subcom-
mittee’s ranking Republican.

Rinaldo also warned he was not pre-
pared to join the Democrats in Con-

gress—the Senate is moving an even
tougher cable bill—in sending to Presi-
dent Bush ‘‘consumer’’ legislation that
would result in a veto that would embar-
rass him. ‘I don't really think it’s going
to wash,’” he said.

As proposed, the rules would subject
most cable systems to0 municipal rate
regulation. The FCC had hoped to adopt
the rules at its May meeting, but during
his testimony Sikes indicated action
could slip until June.

The Republican slow rolling reflects,
in part at least, the Bush Administra-
tion’s opposition to reregulation. The
same day Markey introduced H.R. 1303
earlier this month, administration lobby-
ists met with the subcommittee Republi-
cans, urging them not to support the
measure and to *‘stand by the President™
(BROADCASTING, March 11).

The Republicans are spurred on by the
cable industry, which recognizes that it
must accept a dose of regulation, but
would rather take it from the FCC than
from Congress. The FCC dose may be
tough, but it will be limited,

At the end of the hearing, Markey
said he would prefer to go forward with
bi-partisan support, but it was not a
must. ‘‘My goal is...to reach bi-partisan
consensus and pass [a bill] unanimous-
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ly*’ as the subcommittee did last year,
Markey said. *‘If we cannot do that, I
am not at all inimical to the concept of
moving forward with tough votes,’” he
said. *‘I don’t think that’s a good way to
legislate in this very sophisticated, com-
plex area of telecommunications policy,
but I don’t foreclose that option.”’

(As part of his effort to obtain a bi-
partisan consensus, Markey last Tuesday
[March 19] wrote Commerce Secretary
Robert Mosbacher asking for 2 meeting
aimed at finding common ground with
the administration. ‘I am interested in
learning more about the administration’s
views on this subject, particularly the
nature of telephone entry into the video
marketplace that the administration fa-
vors,’")

Anticipating the Republicans, Markey
opened the hearing by arguing for the
need to act expeditiously on regulatory
legislation, if only as an interim measure
until ‘‘true competition’® develops.
*During that period where cable re-
mains an unregulated monopoly...we
must provide adequate regulatory pro-
tection for consumers,’’ he said.

Markey also criticized the idea of
waiting on the FCC to solve cable’s ills
through its new rules. The rules may
lead to more regulation, but not effective
regulation, he said. ‘‘Many communities
likely will receive no relief under the
commission’s proposal,’”” he said. And
in others only the rates of basic tiers
containing broadcast signals will be sub-
ject to regulation, he said. *‘Cable oper-
ators will retain the ability to charge
whatever their consience or their debt
load dictates for cable services such as
CNN, ESPN, USA, TBS, Discovery,
Nickelodeon and other programing,’’ he
said.

Other Democrats agreed the FCC was
not the solution. The telecommunica-
tions subcommittee cannot *‘abdicate its
responsibility in the area of communica-
tions law to the FCC,"" said Mike Synar
(D-Okla.).

Unlike Markey, Sikes maintained in-
terim relief through legislation was not
necessary. If his package of competition
boosters was enacted, he said, competi-
tion and the benefits that flow from it
would be evident within two years. And
the problems of cable rates and service
are not urgent, he said. **We are not
talking about water or electricity or
gas,”’ he said, picking up on similar
sentiments expressed by subcommitiee
member John Bryant (D-Tex.). ‘‘In fact,
turning the television off and talking to
people and reading books are not bad
alternatives.’’

But responding to questions from
Markey, Sikes acknowledged the FCC

proposed new ‘‘effective competition’’
rules would do nothing to promote *‘ro-
bust competition. 1 can’t imagine it is
going to have that effect.”’

Pressed by Markey, Sikes also agreed
Congress should act on cable legislation
this year, but he was careful to point out
his endorsement only went to legislation
designed to promote competition.

On a related matter, Sikes tipped off
where the FCC was heading in its on-
going inquiry into allegations that cable

—

programers are unfairly charging distrib-
utors of programing to the home satellite
market more than they charge cable op-
erators. *‘l would say preliminarily that
there is evidence that there is significant
discrimination...and in some instances
at least there seems not to be an underly-
ing justification for this price differ-
ence,”’ Sikes said, adding the report on
the inquiry should be out within 45 days,
possibly with recommendations for con-
gressional action. -

NAB CONVENTION

‘CLEARER FOCUS’

n a pre-convention press conference

last Tuesday (March 19), John

Abel, NAB convention chairman,
said: ‘“We know the industry is con-
cerned about too many shows in a time
of entrenchment.”’ Consequently, con-
vention planners, he said, have given
‘‘the conference side a little clearer fo-
cus and a little better definition than we
have in the past.”’

That clearer focus is evident by such
things as the Radio Sports Events and
Marketing Day, televisicn syndicators re-
turning to the NAB and more than 20
members of Congress participating in ses-
sions. FCC chairman Alfred Sikes will
keynote the Monday All Industry lun-
cheon, and Commissioners James Quello,
Ervin Duggan and Andrew Barrett will

join NTIA administrator Janice Obu- .

chowski on a panel devoted to broadcast
issues. Mark McCormack, author of
**What they Don’t Teach You at the Har-
vard Business School,” will keynote The
Leadership Luncheon on Tuesday.

The most interesting session may well
turn out to be the April 17 financial inter-
est-syndication panel. (The FCC is ex-
pected to vote on fin-syn April 9.) The
session will feature King World Chairman
Roger King, Stephen J. Canneil Produc-
tions President Stephen J. Cannell, Walt
Disney President Rich Frank and Fox
Broadcasting President Jamie Kellner.
The panel will be moderated by ABC
analyst Jeff Greenfield. Said Abel: **This
might be a hotter topic than when we
scheduled it."”

NAB is having syndicator suites for the
first time “‘in more than a decade,”’ said
Abel. Scheduled already are King World,
Buena Vista Television, Viacom (first run
and off-network sales), Warmer Bros. Do-
mestic Television, Tribune Entertainment,
Conus Communications, ITC Entertain-
ment Group, LBS Communications,
Medstar Communications, CNN Televi-

TO HAVE

sion, Twentieth Television and World Vi-
sion.

But the technology and exhibit side of
the convention, which Abel said has for
many become synonymous with NAB,
has also expanded from last year as well.
The most exciting developments, he said,
are HDTV World Conference and Exhibi-
tion and NHK Technology’s Open House
(see related story, page 84). Abel said this
will be the first time NHK will hold the
Open House outside of Japan, featuring
about 20 technologies (out of approxi-
mately 30) that have never been seen out-
side of Japan, with **the potential to steal
the show.”’

This year's exhibit hall has about
425,000 square feet sold (compared to
407,000 in 1990). Radio exhibits account
for 100,000 square feet. The number of
exhibiters is presently at 748, compared to
723 last year and 709 in 1989. Additional-
ly, HDTV World Conference and Exhibi-
tion has over 37,800 square feet of its
own, up from 30,000 in 1990.

Also, bus tours demonstrating the Eure-
ka 147/DAB system will run every half
hour comparing AM, FM and digital au-
dio broadcasting by simulcasting the sig-
nal of KLUC-AM-FM Las Vegas.

On lower attendance rumors, Abel
said ‘‘there has never been a time during
the 1991 registration process that [atten-
dance has] been down by 50%. Before
the war started we were down 5%-10%.
Right now, we are, in actua)] fact, about
5% above 1990 figures.”” Abel expects
the show will attract more than 50,000
attendees. “‘The war definitely stalled
off registration requests. ..the two weeks
right after the war, we had record num-
bers, especially international.””

Although domestic attendance has de-
clined somewhat in the past few years,
international attendees have offset the
losses. Abels expects at least 7,000 inter-
national attendees. -
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AAAA’S JOHN O'TOOLE SAYS
AD BANS ARE “ELITIST'

ans to limit commercial speech

are “‘elitist in nature’’ said John

O’Toole, president of the Ameri-
can Association of Advertising Agen-
cies. He said people proposing advertis-
ing bans of some sort believe ‘‘that
advertising, because it employs subtle
and arcane forms of expression, is some-
thing that [only] a few understand, and
that renders the less educated and less
sophisticated submissive and subject to
exploitation.”’

O’Toole spoke to the Media Institute
last Tuesday in Washington. He said
commercial speech bans assume ‘‘ordi-
nary consumers cannot be trusted to sort
out the various sales messages that are
reaching them through advertising, so
they have to be protected from them-
selves by legislatures that will decide
what commercial speech they wili re-
ceive.”’

He said various politicians, state at-
torney generals and interest groups have
an ‘‘urge to censor.”’ He said it is fast
becoming accepted that ‘‘commercial
speech is second-class speech.’” State-
ments advocating limits, O'Toole said,
are ‘‘reminiscent of those that were once
used to limit the rights of ‘second-class’
citizens.”’

But, he said: *‘I don’t expect the
American public to rise up in anger, but
[ do think leaders in the press, leaders on

campuses, do not regard this as a serious
problem. And if they did, [ think it
would raise the level of awareness... |
have difficulty getting my own members
to pay attention. This is not one of the
more intriguing topics...our members
get incensed about a possible ad tax in
their state, but not about what’s happen-
ing in Washington.”’

He said the commercial speech is “‘at-
tacked product by product.” Conse-
quently, for most advertisers, the prob-
lem “‘seems so remote.... If you don’t
have a tobacco account, you figure it’s
somebody else’s problem. If you don’t
have beer and wine accounts, you don’t
get too excited.”’

The Supreme Court is likely to allow
more restrictions on commercial speech
with the departure of Justice William J.
Brennan Jr., he said. He said Supreme
Court rulings between 1976 and 1980
established a four-part test that insisted,
among other things, that banning com-
mercial advertising had to be the least
restrictive means for advancing a gov-
ernment interest. But several cases since
have changed that. O'Toole said ‘‘a ban
on truthful commercial speech is fine
[by the Court] as long as it is narrowly
tailored to directly advance the govern-
ment'’s interest.”” He said *'it’s a lot less
reassuring than the less restrictive means
[test]. [t moved in 15 years from a clear-

APPEALS COURT OVERTURNS GAF FRAUD CONVICTION

otential for FCC action against GAF Broadcasting, licensee of wNCN(FM)
New York, diminished after a U.S. Court of Appeals overturned a securi-
ties fraud conviction against the station’s parent company, GAF Corp., and its

former vice chairman, James T. Sherwin. Based on the conviction, the FCC
was considering holding license revocation hearings for the popular classical-
formatted station (Broadcasting, Jan. 1, 1990). The hearing would have
determined whether GAF had requisite character to hold a broadcast license.

It is unknown whether the government will retry the case (for what would
be the fourth time). The government alleges that Sherwin and GAF illegally
attempted to manipulate the price of Union Carbide common stock in 1986
before selling the large block of the stock GAF acquired during an unsuccess-
ful take-over attempt.

GAF’s communication attorney Vic Ferrall, who doubted the FCC would
hold hearings based on the conviction, said: *‘If there is no fourth trial, that’s
the end of it. The FCC can’t try this.”” He said GAF is ‘‘very happy about
this...it’s a very strong decision."’

The appeals court decision, he said, reduces the chance for a fourth trial
because the government must determine if a key witness against Sherwin and
GAF perjured himself.

But almost as important as the decision itself, said Ferrall, was the timing of
the decision. License renewals for New York stations begin May 1, and GAF
expected at least one, if not more, license renewal challenges based on the
earlier ccnviction. The appeals court ruling makes a license challenge far less
likely, Ferrall said.

cut recognition of the rights of commer-
cial speech to increasingly limited re-
cognition.,.from equation with other
forms of speech to a multiplying set of
distinctions.”” He said further distinc-
tions could be made between editorial
and political speech.

But there is another threat to advertis-
ing, he said. ‘“The proliferation of mes-
sages...is going to effect the medium.
The ability of the viewer to recall the
sponsor of the last commercial he saw
has gone from [about] 27% of the view-
ers in 1970 to about 7% now. That’s
frightening. It doesn’t do the advertiser
any good and it is certainly going to hurt
the networks.”’ 25

FTC ASKS FOR
11% INCREASE
FOR FY 1992

iven passage of a pending $2 mil-
lion supplemental appropriation
this year and an 11% increase in
total appropriation for fiscal year 1992,
the Federal Trade Commission can
‘‘continue to restore the commission to
an appropriate level of enforcement,”
FTC Chairwoman Janet Steiger told
Representative Neal Smith (D-fowa),
chairman of the House Appropriations
Subcommittee on Commerce, Justice,
State, the Judiciary and Related Agen-
cies during a brief hearing last week.
The 11% increase—fully 75% of
which will be used just to keep up with
inflation, Steiger said—would raise fed-
eral funding from the curment

$74,095,000 and 920 work years to
$82,296,000 and 937 work years, still
short of the 950 work year rate attained

N g T

FIC Chairwoman Janet Steiger
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in 1990 after the 1980°s had seen a 50%
reduction in work years, ‘‘leaving the
agency with an insufficient level of re-
sources.”’

The $82.296 million would be spread
almost equally between the bureaus of
Competition ($39.9 million, 449 work
years) and Consumer Protection ($42.4
million, 488 work years). The Office of
Management and Budget had slashed
Steiger’s original $90.430 million re-
quest by about 144 work years. Addi-
tionally, said Steiger, with pre-merger
filing fee income down 40% through
February, the budget before the House
projected $10 million fee income in FY
1992, down from $20 million in 1991,
the latter of which constituted ‘‘fully

27% of our funding,’’ she said.

Asked by Chairman Smith whether
she foresaw a potential for ‘‘burning is-
sues’” being added to the appropriation
in some form, Steiger said she was
aware of none.

Despite the drop in merger related fee
income, ‘‘a very high level of merger
activities’’—indeed ‘‘more of the kind
of mergers that pose problems,”” Steiger
said—continues in the marketplace, and
*‘labor intensive’’ antitrust enforcement
activity at the FTC is not down. In the
competition area, ‘‘We continue to ex-
perience workload increases in both the
merger and nonmerger areas,’” including
a major investigation into the infant for-
mula industry, where concentration of

power is allegedly high, she said.

Neither affirming nor disputing
Smith’s perception that ‘‘joint ventures’’
appear to be replacing mergers as a ma-
jor antitrust concern, Steiger said the
FTC investigates such ventures ‘‘in the
same way’’ that it examines mergers,
given any indications that such ventures
might ‘‘lead to higher prices, restricted
output or diminished innovation."’

And ‘‘there appears to be no end to
the human imagination,”” she told
Smith, her only questioner, ‘““when it
comes to fraud.” In FY 1990, she said,
companies were ordered to pay more
than $50 million to consumers, $30 mil-
lion in cases involving telemarketing
fraud and other kinds of fraud.

WAR OF WORDS OVER COVERAGE CONTINUES

Panel session in New York debates level of access, censorship

¢bate over press censorship in the

Persian Gulf war continues to be

a center of discussion weeks after
the Pentagon disbanded its controversial
pool system, with some of the latest
grievances aired during a Center for
Communication panel session in New
York, ‘‘Censorship and War Cover-
age.”’

‘It may be that the press as we have
known it is obsolete; a terrifying
thought, in my opinion,’” said panelist
Malcolm Browne of The New York
Times, refering to the military’s ability
to control news during the war.

*‘Superficially, at least, we had every
conceivable assistance,”’ said Browne.
He said he was particularly impressed by
the candor of the military and its cooper-
ation in supplying survival gear to jour-
nalists. At the same time, however, he
said there was a feeling that there was
some unspoken motivation behind the
military’s cooperating with journalists.
*“It’s their job to control the media, and
the media got flatfooted,”” said Tom
Bettag, former executive producer of
CBS Evening News with Dan Rather.
‘‘Pieces of information that you got
were clearly not accurate.”

Bettag said the more compelling foot-
age from the region came not from mili-
tary-organized press pools but from uni-
lateral reporters. For example, he said,
many of the memorable images of the
damage caused by deliberate Iragi oil
spills came not from the pools but from
reporters camped in deserted Saudi hotel
rooms. ‘‘l think we had to break the
rules,’’ he said.

In defense of the restrictions, Colonel

David R. Kiernan, chief of media rela-
tions for the Army office of public af-
fairs, said controls were necessary in
handling the unwieldy total of 1,500
correspondents who eventually settled in
the region. Kiernan, who was stationed
at the Joint Information Bureau in Saudi
Arabia during Operation Desert Storm,
emphasized that the pools were a coop-
erative effort with the media that includ-
ed at least four meetings with network
bureau chiefs to select pool participants.

Panelist Andrew Phillips of noncom-
mercial wBAIK(FM) New York criticized
major media organizations for not sup-
porting his station, The Nation, and a
number of other alternative media out-
lets in their lawsuit against the Pentagon
press restrictions,

Plaintiffs in the case, filed Jan. 10 in
U.S. District in New York, are seeking

to prevent the Pentagon from exercising
similar press restrictions in future wars.
In the latest developments in the case,
Judge Leonard Sand of New York on
March 7 reserved a decision on the gov-
ernment’s request to have the lawsuit
dismissed as moot. Pentagon officials
have indicated that they plan their own
internal review of the pool system.
**Why isn’t the big media challenging
the Pentagon in a situation like this?
Where’s The Washington Post? Where's
The Los Angeles Times? Where’s The
New York Times? Where are the net-
works? >* asked Phillips. He said he
contended the networks had limited in-
terest in covering the war because exten-
sive coverage meant less room for ad-
vertisers. ‘‘While war is good for
ratings, it stinks for advertisers,’”” he
said. -

NAB URGES REJECTION OF ROYALTY BILLS

N ational Association of Broadcasters President Eddie Fritts has sent a letter
to Capitol Hill urging members of the Senate and House Judiciary Com-
mittees to reject any performance royalty bills. NAB is responding to reports
that legislation will soon emerge that would impose a so-called royalty fee on
sound recordings. TV and radio licensees already pay about $300 million a
year in music copyright fees, wrote Fritts. Moreover, he said stations are
experiencing *‘significant decreases in advertising revenue and an advertising
market that continues to fragment more and more, " Fritts said the Recording
Industry Association of America is arguing that a new performance royalty is
needed in anticipation of digital audio broadcasting. *‘It is highly speculative
to assume, as the RIAA does, that the advent of DAB will signal a significant
decrease in the sale of prerecorded music. These same fears of technical
advancement were raised when FM stereo and cassette recorders entered the
consumer market. Despite these fears, the recording industry is more success-
ful today than at any other time,”” Fritts wrote.
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TECHNOLOGY

ON THE
ROAD

Looking ahead to the NAB
convention in Las Vegas,
BROADCASTING—in an eight-part
series—previews what's
new on the hardware side.
This week: High-Definition Television.

NAB PLANS LARGER HDTV EXHIBIT

Separate mini-convention will have about 30 displays by companies developing and
marketing high-definition and enhanced-definition TV transmission systems

efore the start of the 1990 Nation-

al Association of Broadcasters

convention and equipment exhibi-
tion in Atlanta last year, NAB had al-
ready begun promoting a special high-
definition television exhibition planned
for NAB 199]. The association wanted
to transform its HDTV demonstration
rooms from the past several conventions
into a separate mini-convention. The re-
sult of the long planning will be a bigger
and more commercially oriented exhibi-
tion than NAB’s earlier HDTV shows,
which were designed to introduce and
explain the technology.

The HDTV World Conference and
Exhibition, as this year's show has been
formally dubbed, will be held at the Las
Vegas Hilton, a short walk from the
main NAB convention at the Las Vegas
Convention Center. HDTV World's
dates, like the main NAB, are April 15-
18. (HDTV World will open at 8:30
a.m. every day, a half-hour before the
main show.)

About 30 separate displays on a
35,000 square-foot exhibit floor will be
manned by companies developing
HDTV and enhanced-definition televi-
sion transmission systems and compa

nies marketing available equipment for
production and display of HDTV for
several business applications. There will
also be separate technology demonstra-
tions of HDTV cameras sponsored by
camera and lens manufacturers on the
floor and of work being done on digital
representations of the Society of Motion
Picture and Television Engineers’ 240M
standard (1,125/60), sponsored by
SMPTE’s working group on electronic
production. The HDTV [,125/60
Group, an organization of HDTV equip-
ment manufacturers and co-sponsor of
last year’s HDTV exhibition in Atlanta
with NAB, will provide a lounge and
background material on HDTV produc-
tion.

The HDTV show’s opening ceremo-
nies will include a speech by Francis
Ford Coppola, director of the *‘Godfa-
ther'” movies, who has long been an
advocate of electronic motion picture
production using HDTV tape formats.
FCC Commissioner Ervin Duggan and
Joseph A. Flaherty, CBS senior vice
president, technology, and chairman of
the planning subcommittee within the
FCC’s advisory committee on advanced
television service, will also speak at the

opening. Over the following four days,
several other high-definition experts will
participate in panels and technical pa-
pers at the Hilton,

Japan Broadcasting Corp. (NHK) is
expected to be the star of the show.
NHK will occupy about a third of
HDTV World’s exhibition space with
prototype technologies from its annual
June “*Open House’' in Tokyo. Many of
the systems will be shown for the first
time outside of Japan.

High-definition systems planned for
display at the Open House include: a Hi-
Vision (Japanese name for HDTV con-
sumer products) still storage system de-
signed to hold hundreds of HDTYV stills
in @ museum application; a high-defini-
tion editing system, and a quadraphonic
sound system designed for Hi-Vision re-
ceivers. NHK will also show a camera
with the new Super-HARP (high-ava-
lanche rushing photoconductor) tube
which boasts 100 times more sensitivity
than conventional video cameras
(BROADCASTING, Feb. 11).

The Open House will also show a
number of non-HDTYV technologies now
being explored in Japan. Although they
are considered to be several years away

34 Tedwolegy
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Get The
Story

Behind The

There are few topics that have received as much
press as high-definition television. It's hard to keep
up with the latest developments, the newest
jargon, and the key players.

Now, you can get all the facts behind the stories
with John Rice’s new book — HDTV: The Politics,
Policies, and Economics of Tomorrow’s
Television.

The contributors to Tomorrow’s Television are the

who's who of the industry. There are articles by:

« Senator Al Gore, chairman of the Subcommittee
on Science, Technology, and Space

« Barry Rebo of REBO High Definition Studios

« Kenji Aoki, managing director for NHK,
Japan Broadcasting Corp.

« J.J. Barry, president of the IBEW

« Richard Wiley, former chairman of the FCC.

John Rice, formerly editor and publisher of
Videography magazine, has organized these
expert opinions and put them in context.

This book takes you from Japan to Washington,
D.C., from the laboratory to location shooting on
the streets of New York. This book covers it all -
from fiber optics to running a profitable HOTV
company.

Keep up with the developments that are making news.

Also available from Union Square Press is Mark Schubin's HOTV
Glossary. Mark Schubin, author of over 300 articles ontelevision,
has defined in a clear and concise manner over 450 terms,
acronyms, and abbreviations. Ifyou work or writein this field, this
bookis must.

This book is $19.95, but if you order it with HOTV: Temorrow's
Television,it's only $11,95 - asavings 0f40% !

— = —

W | want all the facts on HDTV. Ship the |
.s following order to my attention ASAP!

Send me —_ copies of HDTV: The Politics, Policies, l
and Economics of Tomorrow'’s Television @ $24.95

In addition, include . copies of Mark Schubin’s I
HDTV Glossary @ $11.95 - a 40% savings!

Book order $
Add tax if shlpg;lng to NY State _"-S
Shlpplng ($2.75 for | 1-5 books, $5. 0073; 6-10} s ]
TOTAL S_ N )
Name J
Addrass (Ne PO box) |'r
Phone o |
| Method of Payment D Creck | ] MasterCard [:I Visa I
) Crea Card No. . Exp Date B
Signature - T I
Unlon Square Press, l

5 East 16th Street,
Send Ta o BR39Y,
New York, NY 10003
(212) 924 - 2800

Order your copy today with our unconditional guarantee: You must be satisfied or your money back
Get the facts in HDTV: TOMORROW’S TELEVISION.
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Floor plan of 35,000-square-foot HDTV World Conference and Exhibition at Las Vegas Hilton

from being marketable, flat-panel video
display development is making progress
in Japan. NHK will show color versions
of its 33-inch and 25-inch gas plasma
screens, shown earlier in black and
white demonstrations. NHK hopes such
screens will one day be the common
mode of HDTV viewing in the home.

A demonstration of three-dimensional
video on a 40-inch liquid crystal display
rear-view projector will perhaps be the
biggest non-HDTV attraction at the
Open House. Unlike earlier 3-D video
systems, the NHK system does not re-
quire viewers to wear special colored
glasses to perceive three-dimensional
images. NHK will also provide informa-
tion on progress toward a 3-D Hi-Vision
screen.

The 1991 NAB show is the first since
General Instrument totally shifted all
discussions of terrestrial HDTV broad-
casting in the U.S. last spring by propos-
ing its DigiCipher system, the first all-
digital HDTV transmission system, to
the FCC’s advisory committee (BROAD-
CASTING, June 4, 1990). Following GI's
lead, the Advanced Television Research
Consortium (formed by NBC, North
American Philips, Thomson Consumer
Electronics and the David Sarnoff Re-
search Center), Zenith Electronics Corp.
(in partnership with AT&T) and the
Massachussetts Institute of Technology
(working with GI) all announced all-
digital versions of their own systems.
Explanations and demonstrations of all
the digital systems will be offered at
three large booths to be located on the
right side of the exhibit hall as attendees
enter (see diagram above).

NHK’s Narrow-MUSE (multiple sub-

Nyquist encoding) is the only analog-
based HDTV transmission system cur-
rently under consideration by the FCC’s
advisory committee. The 6-mhz simul-
cast version of NHK’s original 9-mhz
MUSE-E satellite delivery system is de-
signed especially for the U.S. market. It
will be demonstrated in a booth separate
from the Open House. Other MUSE-
based technologies planned for demon-
stration are a cable transmission system,
a home receiver capable of picking up
the MUSE signal (available for purchase
in Japan since last year) and a MUSE-to-
NTSC downconverter for home receiv-
ers.

Booths occupied by Faroudja Labora-
tories and Nippon Television house en-
hanced-definition demonstrations. Far-
oudja’s Super-NTSC system, which has
been shown in real-world demonstra-
tions over broadcast stations and cable
systems in a number of cities since Janu-
ary, will feature color artifact elimina-
tion and the Faroudja LD-] line-doubler.

Sony HD-10 UNIHI half-inch VIR

Sony Corp. will have the next largest
HDTV World booth after NHK’s Open
House. There are two types of HDTV
equipment markets today, ‘‘those that
desire HDTV but don’t need it yet...and
then there are the markets that need
HDTV. They have been banging on our
door,”” said Larry Thorpe, vice presi-
dent, production technology, Sony Ad-
vanced Systems. Businesses such as
Ford, which uses high-definition com-
puter graphics equipment to design new-
model cars, or the textile industry,
which needs very detailed pictures to
make use of video distribution, are the
ones needing and using HDTV now,
Thorpe said. Business applications will
be the main theme of the Sony booth. .

Sony’s videotape recorder in the
**UNIHI’" standard half-inch analog
high-definition format, HDV-10, will be
one of the most highly featured products
in the booth. *“We hope this will do for
the HDTV industry what U-Matic and
Betacam did for the 525 industry’’—
function as an efficient, inexpensive
tape distribution format, said Thorpe.
HDV-10 deck, at a list price of $85,000,
costs much less than recorders built to
record full 1,125/60 quality. Sony is
now taking orders.

HDV-10 and Sony's high-definition
video disk system, the HDL-2000, will
be used to display images with the
HDIH-120¢ 120-inch projector in a
demonstration of the 1,125/60 system’s
use in an electronic cinema setting. In a
projector demonstration with a different
twist, Sony will have a high-definition
video wall at its main booth at the con-
vention center. Sixteen 40-inch Sony
RVP-400Q multi-scan rear-view projec-
tion monitors will form the wall. Sony
claims the RVP-400Q is much brighter
than earlier high-definition monitors.
**You could read the newspaper by it,””
said Peter Dare, Sony vice president,
product management. No price has been
set for the projector; Sony’s goal is to
sell it for less than half the cost of cur-
rent comparably sized high-definition
CRT monitors.

Matsushita’s Panasonic Communica-
tions & Systems Co., Secaucus, N.J.,
will show a similarly wide range of
high-definition products, including a 3-
CCD high-definition camcorder, based
on the half-inch tape format. The camera
images 1.3 million pixels and 1,000 hor-
izontal lines at better than 50 dB signal-
to-noise ratio. For the studio, it will
introduce its AV-4100 production
switcher for live or recorded high-defini-
tion production, featuring built-in effects
and chromakey. Along with its own ver-
sion of the half-inch VTR and optical
still storage systems, Panasonic will

It
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show new 50-inch and 70-inch projec-
tors and 20-inch, 32-inch and 36-inch
tube monitors.

Toshiba America, Wayne, N.J., will
also have half-inch VTR and high-defi-
nition stillstore systems, as well as a
two-million pixel studio camera, be-
lieved to be the first camera to be shown

with such high resolution. Toshiba
showed the same camera at its main
booth during NAB 1990,

The Quantel Paintbox, an estab-
lished must for high-end NTSC post-
production facilities, will be demon-
strated in its high-definition form at
Quantel’s main exhibition booth and at

HDTV World. Paintbox HD has duel-
standard capability for production in
both 1,125/60 and in the European
1,250/50 system. A 1,050 line version
is also available. It will integrate easily
into current video facilities and net-
works with 525-line or 625-line Paint-
boxes, Quantel said. —aMs

AMERICANS HELP KUWAIT REBUILD RADIO-TV

Joint venture of New Hampshire’s MCI receives contract to put stations
back on the air; France’s Thomson CSF is also supplying equipment

uwait has begun the restoration

of its almost totally demolished

radio and television facilities.
Iraq systematically destroyed broadcast-
ing in Kuwait following last August’s
invasion. Rebuilding it is expected to
cost well over $100 million.

Kuwait’s Ministry of Information has
awarded emergency contracts to manu-
facturers in the U.S. and Europe to be-
gin low-powered radio transmissions,
Some of the first broadcasts are hoped to
begin by this week. The full rebuild will
take much longer.

The Kuwaiti government has placed
most of the responsibility for early re-
building of the country’s broadcast com-
munications infrastructure on a Man-
chester, N.H.-based start-up company,
Free-Kuwait Telecommunications Inc.,
a joint venture of Micro Communica-
tions Inc. (MCI), Manchester, N.H.,
and Sayed Hamid Behbehani & Sons
Co. of Kuwait City. "“We had some
equipment already ready’’ for shipment
to Kuwait before the war, said MCI
President Thomas J. Vaughn. ‘‘Hamid
Behbehani and MCI had a contract for a
Faylakah Island installation, so we had
an organization in place.”

Free-Kuwait was awarded three con-
tracts by the government in exile before
its return to Kuwait City. The partner-
ship is now working to build emergency
AM and FM stations and a rapidly de-
ployable TV transmitter with a high-
powered TV transmitter and tower.
Free-Kuwait will later be bid on longer-
term contracts for permanent facilities.
The company would not give exact dol-
lar amounts for the first three contracts.

In the meantime, France's Thomson
CSF negotiated a separate agreement
with the Kuwaiti government for several
pieces of television production equip-
ment. “‘I don’t have the precise date of
delivery, but it is quite urgent,”’ said
Alain Pecot of Thomson’s U.S. subsid-
iary, Thomson Broadcast Inc., Engle-
wood, N.J.

The Thomson contract will include
delivery of a specially air-conditioned
mobile video production van that will
carry three Thomson TTV 1647 CCD
electronic newsgathering cameras with
7-inch viewfinders, a 14x zoom lens
from France's Angenieux Corp. and tri-
pod pedestals from Vinten Broadcast of
England.

Thomson will also build a mobile pro-
duction studio for Kuwait, which will
also be equipped with three TTV 1647's
along with a production switcher, distri-
bution equipment, monitors, editors,
sound and lighting. Thomson will han-
dle the project on a tumkey basis, pro-
viding all necessary installation and
equipment training.

Before the Persian Guif war Kuwait
had an extensive, sophisticated broad-
casting industry, including five televi-
sion stations, two AM stations and a
dozen FM’s. Semikian estimates about
20,000-25,000 Ministry of Information
employes were involved in broadcast
communications. The Kuwaiti govern-
ment had invested about $150 million-
$200 million in radio and TV equip-
ment. “‘I would say only 1% of that is
salvaged, and it was lucky to survive,”
he said.

The destruction of TV facilities was a
loss not only to Kuwait but to its neigh-
bors. ‘‘In broadcasting, Kuwait has al-
ways considered itself part of the re-
gion,”” Semikian said. In coordination
with other Arabic-speaking nations, Ku-
wait transmitted beyond its borders, and
signals from other nations were avail-
able to Kuwaiti viewers.

Kuwait's TV stations before the war
operated at 10-20 megawatts, ‘‘much
higher than anything we do in the United
States. We’re restricted to 5 megawatts
by the FCC,"’ Vaughn said. Kuwaiti en-
gineers also used atmospheric conditions
in the region to boost TV coverage. *‘In
the Gulf, particularly there in the north-

em part, there is a phenomenon called

‘ducting” where you can get good TV

reception 400 or 500 miles down the
Gulf,” Vaughn said. The first rebuilt
TV operations will be hastily installed,
low-powered systems designed to reach
just the local population.

Semikian hoped to have the first radio
equipment delivered to Kuwait City by
late last week, but could not give specif-
ic timetables for completion of the emer-
gency contracts. He also could not yet
give specific names of subcontracting
suppliers. ‘‘Many companies, mainly
American, will be involved. Companies
tike Ampex, Tektronix,..and you can’t
avoid the Japanese companies, like
Sony,’’ he said. Semikian will be work-
ing to line up equipment suppliers at the
MCI exhibit (booth 5432) during the
coming National Association of Broad-
casters convention in Las Vegas.

One subcontracter already chosen by
Free-Kuwait, LBA Technology Inc.,
Greenville, N.C., is rushing an order for
a 25 kw AM transmitter and an antenna
system. LBA is also providing training
to two Free-Kuwait engineers in Green-
ville before shipping the equipment.

The rebuilding of Kuwait’s broadcast
infrastructure may eventually lead to a
new management system as well as new
technicat systems. The same forces cali-
ing for democratization of Kuwait may
open the way toward private ownership
and control of some broadcasting where,
prior to the August invasion, it was all
government-owned. *‘Initially, the main
stations will be government-controlled,
of course,”” Semikian said. ‘‘The gov-
ernment does intend to license partially
government-owned stations, maybe in a
cable TV mode more than in an RF-class
mode.”

But privatization plans are not a high
priority now. It will take at least several
months to restore Kuwait’s broadcast fa-
cilities. **The main concern is to get a
TV station and a radio station on the air
now for the [local] population because
water, food and TV—you can’t live
without them,'’ Semikian said. M
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BATTLE LINES DRAWN ON THREE-DEGREE SPACING

In comments on proposed rulemaking, ground segments of home satellite
industry support new orbital scheme; satellite operators oppose it

anufacturers, distributors and

retailers _of home satellite

equipment and programing be-
gan a campaign at the FCC last week to
persuade the commission to rewrite or-
bital positioning rules. In opposition,
satellite operators said the rewrite has
been suggested too late in the next-gen-
eration satellite game, and that the bene-
fits that supporters claim the change will
bring have been exaggerated.

Although the splits of opinion led the
Satellite Broadcasting and Communica-
tions Association to stand neutral on the
proposed rulemaking, dozens of SBCA
members submitted comments to the
FCC, most in support of requiring that
primary C-band cable programing satel-
lites due to be launched over the next
three years be spaced three, rather than
two degrees apart. With fewer birds
now authorized for launch than were
proposed when the FCC adopted two
degree spacing seven years ago—and
with decreased demand for C-band ca-
pacity—there is no longer a need to
squeeze the birds so close together,
they argued.

And there would be public interest as
well as business benefits, the supporters
said. Widening the space between birds,
they argued, would assure that the cur-
rent eight- to 10-foot average C-band
television receive-only (TVRO) back-
yard antennas receive video without in-
ter-satellite interference. In addition, as
a group of 12 petitioners headed by Gen-
eral Instrument Corp. (GI) argued in
their original petition for rulemaking,
the wider spacing would enabie the use
of less expensive C-band dishes as small
as four feet in diameter, thereby more
than doubling the rate of growth for the
TVRO market over the next five to eight
years, providing competition within and
outside of cable TV franchises.

However, one powerful segment of
SBCA membership—including satellite
operators AT&T, Comsat Video Enter-
prises, GTE Spacenet, GE Americom
and Hughes Communications—opposed
the proposed rules change, arguing that

the projected benefits of three-degree
spacing have been .overstated. Projec-
tions that three-degree spacing will al-
low the use of four-foot dishes without
interference, the operators said, did not
take some critical factors into account.
And, they said, such a rule change
should fairly have been proposed before
the operators began to design and build
those next-generation birds.

Most affected by adoption of three-
degree spacing among the operators
would be newcomer National Exchange
(Nexsat), whose authority to launch the
second of two C-Ku hybrids would have
to be rescinded. Nexsat comments to the
FCC called the three-degree proposal a
“direct threat to [Nexsat’s] long-term
survivability.”” Nexsat also described
General Instrument Corp. claims that
wider spacing will afford smaller,
cheaper C-band antennas as ‘‘an abstract
proposition [with] no supporting data.’’
(Nexsat’s request for an extension of
time to build four instead of two birds is
now pending. And last week GI filed an
opposition to that request, charging
Nexsat would only “warehouse’” valu-
able spectrum.)

In addition to canceling one of Nex-
sat’s orbital assignments for data and
voice networking users, the proposed
change would keep at least three degrees
of the orbital arc between five primary
cable TV programing satellites—GE
Americom’s Satcom’s C-1 (launched
last fall) and Satcom’s C-3 and C-4
(scheduled for launch in late 1992) and
Hughes Communications” Galaxy V (to
launch later this year) and Galaxy IR
(1993). Nonvideo birds in the fixed-sat-
ellite service arc could remain two de-
grees apart.

Many three-degree supporters told
BROADCASTING they doubt GI’s projec-
tions that such an orbital scheme would
make reception by four-foot C-band
dishes possible. However, all believed
the three-degree spacing would afford
some antenna size reduction, with most
sources suggesting six or seven-foot
dishes would work at three degrees but

not at two.

Noting that a reduction from a 10- to
seven-foot diameter translates to a 50%
reduction in antenna volume, SBCA
Programer/Software Group Chairman
Glenn Gurgiolo, vice president and gen-
eral manager of Satellite Sports Net-
work, argued in favor of the wider video
bird spread. ““The smaller you get [in
dish size], the more urban friendly you
get.””

“To survive and grow,”’ said SBCA
Distribution Group Chairman Michael
Mountford, home dish companies ‘ ‘have
to be able to sell the smallest antennas
possible.”” Although the Distribution
Group has taken no formal position, two
of its members, including Mountford’s
Bow, N.H.-based Earth Terminal TV,
filed comments in favor of three-degree
spacing. The ‘‘main concern,” said
Mountford, *‘is widening the market.”’

SBCA Retail Council Chairman
Charles Abbott agreed that *“if we stay
with 10 feet, it is definitely going to
limit the marketplace.”” However, he
said, there is ‘“‘huge disagreement
among engineers’’ about GI's four-foot
claim. And in contrast to those empha-
sizing market expansion through dish
size reduction, Abbott and others ex-
pressed concern that current owners of
dishes, even at 10 feet, could suffer in-
terference in some regions once new
birds are placed two degrees apart.

According to Abbott, the primary
concern behind the council’s unanimous
vote in favor of three degrees is for
existing customers. Many six-foot an-
tennas sold by Abbott’s Las Vegas-
based Satellite Scanners Plus to urban
and suburban owners—many of them
upscale and many facing zoning or com-
munity covenant limits on dish size—
could face increased interference with
two-degree spacing. ““We may find not
a significant, but an alarming, problem”’
for those smaller than average dishes
that have proved satisfactory with cur-
rent 2.5- to 3-degree spacing, Abbott
said.

SBCA Earth Segment Group Chair-
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H ughes Communications proudly introduces
the two latest additions to our family:
Galaxy VI and SBS 6.

The October, 1990 launch of these satellites
sends an important signal to our customers:
Hughes Communications will continue to provide
unparalleled C-band and Ku-band services—
well into the 21st century.

With 24 C-band transponders, Galaxy VI
delivers much-needed capacity for occasional
video and audio broadcasting services. The new
satellite also serves as in-orbit back-up for our
Galaxy/Westar fleet, providing unsurpassed
protection of our customers’ critical transmissions.

8BS 6 joins our SBS 4 and 5 Ku-band
satellites. With nineteen 41-watt transponders,
this newcomer increases capacity for broadcast
television and private business networks. But
that’s not all. SBS 6 is also meeting the increas-
ing demand for medium-power direct-to-home
broadcasting.

The launch of our two new birds is just
the first stage of Hughes Communications’
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out how we can improve your communications
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man Ted Kasch, senior product manager
for Zenith Electronics, said the 20 man-
ufacturers of satellite antennas and re-
ceiving equipment voted unanimously in
support of three-degree spacing, ‘‘main-
ly"’ because it promises less interference
for smaller dishes—not only for pro-
spective, but for existing, dish owners.
In certain markets, he said, ‘‘people
with seven-foot dishes have had trouble
receiving birds at the far [western] edge
of the arc.” Earth Segment members
General Instrument and Channel Master
were among the original petitioners re-
questing the rulemaking in late January.

Last July, the Programer/Software
Group voted 8-3 (with five abstentions)
in favor of three degrees, said Gurgiolo.

Members against three degrees, he said,
were concerned that their signals not be
made less accessible by any scheme that
moved satellites farther out toward the
edges of the orbital arc.

However, he said, most members
agreed that creating the best conditions
for the least interference and the ability
to separate signals will allow for smaller
dishes, probably in the seven-foot range.
And the orbital scheme options now be-
fore the commission appropriately do
not expand the arc, but rather work with-
in it, to accommodate more space be-
tween the cable TV birds, he said.

Char Beales, vice president of pro-
gram development for Comsat Video
Enterprises, and SBCA Space Segment

Group chairwoman, said the operators
unanimously oppose the rulemaking.
‘‘We believe the present home dish mar-
ket is not going to be affected by two-
degree spacing.”” And, she said, any
dish size reduction would be far short of
50%.

Although Comsat, strictly a Ku satel-
lite operator, submitted no comments of
its own, Beales said several of the opera-
tors cited a Comsat Labs study that
doubts not only the purported dish re-
duction projections, but also projections
that interference would be reduced at
three degrees. And, she said, the peti-
tioners have had *‘plenty of time’’ earli-
er to object to the longtime two-degree
policy for next-generation birds.  -pm

'PAY TV COMES TO GERMANY

Premiere cable service, delivered via Kopernikus satellite,
is partnership between Bertelsmann, Kirch and Canal Plus

has its first national pay TV ser-

vice following the launch in Ger-
many of the Premiere channel late last
month.

The service is a partnership between
giant German media firms Bertelsmann
and Kirch Group with Europe’s top pay
TV company, Canal Plus of France. The
three at one time were preparing two
rival services, but faced with the pros-
pect of a program bidding war and an
uphill battle against established state and
private broadcast services, decided to
merge last year. Canal Plus and Bertels-
mann each hold 37.5% of the service,
Kirch 25%.

Startup costs are expected to total an
estimated 300 million Deutsche marks
(DM), or roughly $195 million, and the
partners  project breakeven at the
700,000-800,000 subscriber level within
three or four years.

Premiere is initially being telecast on
the German cable satellite Kopernikus,
which reaches 85% of the nation’s eight
million cable TV homes, and by virtue
of a merger with Kirch’s limited-reach
pay channel Teleclub started life with
100,000 subscribers.

An estimated 1,000 subscribers are
expected to come aboard each day, dou-
bling total subscriptions to 200,000 by
year’s end. Further projections call for
300,000 subcriptions by the end of 1992
and 600,000 by the end of 1993.

The service will later this spring reach
satellite dish homes through the just-
launched Astra 1B. Premiere gave up
plans to use the troubled Franco-German

E urope's largest TV market finally

TDFTVSAT national direct broadcast
satellite system after severe technical
difficulties compounded ongoing politi-
cal debates over the satellites.

Astra 1B launched successfully March
2 after a brief hitch when problems were
discovered in an Ariane rocket launch-
ing another payload. The Luxembourg-
backed satellite should be operational
within four to six weeks.

Astra 1B is the second in Europe’s
dominant cable and direct broadcast sat-
ellite system, and will double its capaci-
ty to 32 channels. Most of the 16 chan-
nels on the first bird have been filled
with English-language programs, in-
cluding British Sky Broadcasting, MTV
Europe and Superchannel, as well as
Scandinavian-language services.

Leased so far on Astra 1B are three
German-language transponders, includ-
ing Premiere, while Astra executives
have made signing a package of four
French channels a priority. One prospect
for the latter is Luxembourg’s media
powerhouse CLT, which has an option
for two Astra transponders and is now
developing plans for two terrestrial
channels, one for entertainment and
movies and a second for multilingual
news,

While Astra may be chasing the
French, Germany is the region’s domi-
nant market, with 31.5 million TV
households, including 6.5 million in
what was formerly East Germany.

In the next five years the number of
cable-equipped homes is expected to
increase from eight million to 15 mil-
lion, with DBS homes rising to three

million from the current 830,000 (in-
cluding 250,000 in the former East
Germany).

Premiere’s programing is a mix of
U.S. and European movies, sports, spe-
cials, documentaries and kids’ program-
ing, with the service pitched as a com-
pliment, rather than a rival, to existing
terrestrial and cable services.

Hollywood product is a dominant ele-
ment, particularly in film selections, but
also with series programing, with the
service's first-night offerings including
The Simpsons and The Best of Arsenio
Hall.

Film provides up to 75% of Pre-
miere’s  programing, according to
spokesman. Volker Schnurrbush. In the
first month, 35 TV premieres of feature
films are planned, each about 12-18
months after their first cinema showing.
In all, the service plans TV premieres
for 400 films a year, with each film
broadcast up to eight times over a two-
month period.

Subscribers will pay a refundable de-
coder deposit of 120 DM, or approxi-
mately $78, with monthly subscription
of 39 DM, or about $25. The scrambling
system is based on The Canal Plus Sys-
ter system used in France and Spain and
manufactured by Canal Plus subsidiary
Eurodec.

To promote the channel’s program-
ing, clear windows are scheduled sever-
al times a day, and according to Pre-
miere’s Schnurrbush, a $16 million ad
marketing campaign was planned be-
tween mid-February and the end of
March. -hAG
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PETER ARNETT DEFENDS HIS BAGHDAD REPORTING

Correspondent says live Q&A during his reports ‘saved his reputation’ and that if CNN
‘hadn’t taken the baton, someone else would have’

his first visit to the U.S. since the

Persian Gulf war, defended his re-
porting from Baghdad in a speech be-
fore a packed house of journalists and
television cameras at the National Press
Club in Washington last Tuesday
(March 19).

““If we hadn’t taken the baton, some-
one else would have,”’ said Amett,
about CNN'’s successes in outmaneuver-
ing other journalistic organizations in
the early days of the war. *“The cover-
age breakthrough came when I was all
alone,’’ said Arnett, after other journal-
ists departed.

Arnett said it was important for the
world to see what was going on in the
Iraqi capital and that the on-air question
and answer exchange with CNN anchors
‘‘saved my reputation.”’ ‘“There was a
subtle way to do it,”’ Amett said, in
explaining how anchorman Bob Cain
would ask if there was heavy traffic on
the road to Basra. Arnett would reply
there was heavy traffic and there was not
a lot of civilian traffic, leaving viewers
to read between the lines that military
vehicles were present.

*“The censorship was fairly tough but
we tried to circumvent it with the
Q&A,” Amett said, who also reported
from behind enemy lines in Vietnam and
in Central America. “‘The U.S. public
hasn’t realized what the press has been
doing all those years,’’ he said, in refer-
ing to that coverage. And at another
point, Amett said: ‘‘The government
doesn’t understand the [role of the]
press.”’

Amett described his Iraqi ‘‘minders’
as amiable, sophisticated and gregari-
ous. Most came from newspapers or the
information ministry, had Western edu-
cations and were not members of the
Bathe Party. ‘‘Many had reservations
about Hussein as the bombing in-
creased,”’ Arnett said.

Arnett said his daily reporting routine
would be to drag his satellite telephone
into the yard of the Al Rashid hotel, get
a brief script approved (military items

c NN correspondent Peter Amett, in

Peter Arnett

were prohibited) and engage in a Q&A
with CNN anchors after the initial re-
port. ‘I talked about the need for credi-
bility>’ in maintaining the Q&A, said
Amett. The Iraqis accepted it for the
first eight to nine days, he said. *‘I could
communicate quite freely after the initial
dispatch,’’ he said, but they didn’t like it
as time went on. The minders were
sometimes reluctant to stay with Arnett
and crew during their broadcasts be-
cause of the bombings, which got as
close at 200 yards away. As for his own
safety, Amett said, ‘‘Fear was not an
option when it came time to go live from
Baghdad.”

On the baby formula factory story,
Amett said the building had a simple
fence around it and a guard tower in the
distance. There were baby formula signs
in Arabic and English, he said, and after
the Pentagon interest, the Iraqgis in-
creased their access to the building, al-
lowing Arett to roam freely. There
wasn’t much left to the building, he
said, save for a few large vats and baby
formula powder on the floor. He said he
took a packet of powder back to the
shelter, mixed it up and the children
there ate it. ‘‘What it was [refering to
the building], I don’t know.”” Armett
said. He said he saw no evidence of
biological weapons, but added he
doesn’t know what such evidence would
look like.

As to the bunker bombing, Amett said
*‘the hot rumor was that Saddam Hus-
sein was there two hours before™ the
bombing, but Amett could not go on the

air with that information. ‘*We just real-
ly don’t know what it was,”’ whether it
was civilian or military, he said, but he
asked the rhetorical question of whether
the lives of hundreds of women and chil-
dren were worth the political goals of
removing Hussein from Kuwait. Amett
said he thought the bunker coverage
spurred Mikhail Gorbachev to launch
negotiations near the end of the conflict.
Amett said he was surprised to learn
of the verbal attacks by Senator Alan
Simpson (R-Wyo.), who subsequently
apologized in the New York Times last
Wednesday (March 20) for his personal
remarks against Amett’s family. **I do
feel the deep personal need to apologize
for repeating rumors about Mr. Amett’s
family connection to the Vietcong,”
Simpson wrote. ‘I greatly regret any
hurt, pain or anguish that I have caused
his family.”” Simpson also said his
choice of the word ‘‘sympathizer’” was
‘“‘not a good one,”’ in describing Arnett
in Baghdad, but said he stands by his
critical comments on Amett’s reporting
from Baghdad. **I would also hope the
news media might acknowledge their se-
rious mistakes on the coverage of the
Gulf war from Baghdad,’” he wrote.
Arnett, in his speech, recalled how
Simpson and other senators ‘‘upbraid-
ed’ Amett and other journalists in Jeru-
salem last April **about our coverage of
Hussein, who was threatening to incin-
erate Israel at the time.... We still do
have the video, senator,’” Arnett said.
As to life in Baghdad, Amett said he
and his CNN crew were better off than
many of their minders. *‘We had taxis,
food and flashlights. We were the afflu-
ent’’ ones, he said, more so than the
Iraqis. Arnett spoke of sharing bottles of
alcohol with his minders and others in
the basement of the hotel during bomb-
ing raids each night. One thing he didn’t
share was the information that he had
$100,000 sewn into the lining of the
leather jacket he wore while in Baghdad.
CNN said Arnett is taking some time
off before taking on his next, undeter-
mined, reporting assignment. s
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CBS DEVELOPMENT SLATE

Continued from page 66.

strong lineup which appeals to children
and teenagers. “‘Also, CBS and Fox
don’t have any strong returning shows to

the night and that gives us an opportuni-
ty,”" he said.

While saluting the steady performance
of both Golden Girls and Empry Nest,
Littlefield said the network’s job on Sat-
urday night is to rebuild 8-9 p.m. with
comedies. At 10 p.m., he said NBC

would either schedule Hunter or a simi-
lar action series.

Littlefield called NBC’s Sunday night
its ‘*biggest problem, but biggest oppor-
tunity.”” He said CBS is still *‘king, but
with an older audience while the rest of
us are about even.”’ -

‘Daring and risky’ is Fox’s fall formula; no expansion planned before 1992

ith no expansion of its prime
time schedule planned until at
least 1992, Fox’'s slate of 23

projects is directed toward strengthening
weak spots on its current five-night line-
up. Of last year’s Thursday and Friday
night additions to the schedule, Jamie
Kellner, president, Fox Broadcasting
Co., acknowledged the network had
spread itself too thin, *‘but we do contin-
ue to hold our audience.™

Peter Chernin, president, Fox Enter-
tainment, led the presentation and said
Fox executives are going into the 199]-
92 season ‘‘more confident than in years
past.”’ He noted that last year they were
faced with ‘‘the craziness of launching
10 new series,”” to fill the two new
nights as well as other underperforming
time periods. ““‘Our odds will be better
this year. We have the luxury of devel-
oping for specific time periods.”’

He said despite NBC’s Brandon Tarti-
koff’s claim last year that *‘tried and true
is dead and buried,” ‘‘this year, tried
and true is going through its biggest
resurrection in years. We won't be going
strictly tried and true,’”’ said Chemin,
““but we won't be going into heavy ex-
perimental or artsy series either. But we
will be daring and risky,’’ he said.

Of the network's drama development,
Chernin said: “‘Our goal is to add fun
and excitement back to the one-hour
form. We think the form, currently in its
greatest decline in recent network histo-

Peter Chemil:l

ry, is ripe for innovation.”’

On the comedy side, he said ‘‘current-
ly there are far too many living room-
based sitcoms. We've sought different
approaches, different looks, but all with
solid entertainment value.”’

Specials on Fox for next season in-
clude, The 43rd Annual Emmy Awards,
The 1991 Billboard Music Awards, The
World's Greatest Stunts 1If, Paul Rodri-

guez at San Quentin and Comedy Clubs:
An Inside Look.

Feature films slated to appear on
Fox’s Night at the Movies include *“The
Fabulous Baker Boys,”” ‘‘Die Hard,”
*‘Say Anything,” and “‘I'm Gonna Git
You Sucka.” Original movies for the
movie night include Robin Hood, Omen
IV: The Awakening, Bonnie and Clyde:
The Real Story and Mob Hysteria.  -s¢

SYNDICATION’S GROWING CLOUT

As ASTA meets, association’s executive director says
syndicators are taking some time periods from networks

he syndication market is more than

just a thom in the side of the net-

works—it's beginning to overtake
entire dayparts once dominated by the
big three. That’s the essential message
that syndicators will be giving at this
week's Advertiser Syndicated Televi-
sion Association meeting in New York
on March 28.

Tim Duncan, ASTA’s executive di-
rector, cited several examples of what he
terms ‘‘strategic withdrawal’’ by the
networks. That is, the abandonment of
certain time periods or program forms
because the return on investment is no
longer there.

“‘Morning daytime is probably the
best example,’’ said Duncan. ‘‘They are
all retreating there. None of them pro-
duce more than two hours between 9
am. and 1 p.m.” Affiliate moming
clearances now average about 82%, with
many affiliates preempting network
shows for programs such as Donahue,
Sally Jesse Raphael, Geraldo and Regis
and Kathie Lee, all of which, on aver-
age, deliver higher ratings in the momn-
ing than the ABC or NBC lineups, Dun-
can said.

NBC has been third in daytime for
many years, and said it is giving back
another hour in the morming starting next
fall. Duncan said Fox’s decision to give
its affiliates back Monday night was a

snap decision to retreat from a time peri-
od where the upside appeared minimal.

And for children’s animation pro-
graming, the momentum has clearly
been with syndicators for several years.
And this season, syndication may have a
larger upfront kids market than the net-
works (see *‘“Top of the Week’’). At the
same time, the networks continue to re-
duce their commitment to children’s ani-
mation, opting instead for more live ac-
tion shows.

‘“The networks aren’t going to disap-
pear in prime time,’” said Duncan. *‘But
they are going to withdraw from day-
parts they can’t program as profitably,
including momning daytime and late
fringe.”

Duncan also said it was not inconceiv-
able that a network might give back a
night of prime time, such as Saturday,
where network viewership is low and
home video viewing is high. *‘The net-
works have to start regarding themselves
as program services, which is what they
are. In late night, CBS is going to have
to climb back from where Sajak put af-
filiates. The network is going to have to
deal its way back on, perhaps with a
combination of compensation and bar-
ter. it’s no longer automatic.””

Not surprisingly, network officials
took issue with some of Duncan’s re-
marks. “‘Network television remains the
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single dominant mass medium,’”” com-
mented one network executive who
asked to remain anonymous. **Advertis-
€rs want to reach as many potential buy-
ers of their product as they can at the
best rate. That’s why they spend $10
billion for network exposures and a little
over $1 billion in syndication.”

In addition to Duncan’s presentation,
Ken Dychtwald, president of Age Wave
Inc., will be on hand to discuss the
country’s aging population, and the im-
pact of that trend on public attitudes,
consumer spending and television view-
ing.

Jenny Jones, star of 2 new talk show

for Warner Bros. Domestic Television
Distribution beginning next fall, will
also be on hand to offer her perspective
on changes taking place in society.
And Larry Gerbrandt, senior media an-
alyst for Paul Kagan Co., will review
technological changes in the television
world. -5M

GROUP W HOPES "92 WILL BE A YEAR TO ‘CELEBRATE’

Sales arm begins marketing ‘Celebrate America’ package to stations,
offering quarterly specials plus vignettes and promotional tie-ins

roup W Television Sales (GWTS)

will hit the street April 1 with a

new program and vignette pack-
age that stations can tie to major events
in 1992, including the Olympics, politi-
cal elections and the 500th anniversary
of the discovery of America by Christo-
pher Columbus.

The package is called Celebrate
America and consists of four quarterly
specials, a series of vignettes and an
array of promotional tie-in opportunities
for local advertisers and one national
Sponsor.

The package has already been bought
by the NBC-owned station group,
which, coupled with the Group W sta-
tions, accounts for 35% of the country,
according to Robert Gore, director of
sales, target marketing, GWTS.

Celebrate America is the fourth in a
series of community-oriented program
packages from GWTS, which kicked off
five years ago with For Kids' Sake. That
was followed by A Time to Care and
Thanks to the Teachers.

According to David Lalich, vice pres-
ident, sales and marketing, target mar-
keting, the Celebrate America package
could generate $20 million in local ad-
vertising in 1992. Lalich said that fig-
ure, which he stressed was only a rough
projection (and a conservative one), is
based on the performances of the Time
to Care and For Kids" Sake packages.

“*At a time when the market is soft,
this package is designed to help stations
generate new revenue,”’ said Gore.
‘“We expect to give our affiliates a jump
on selling for 1992 by getting this pack-
age to them by this spring or early sum-
mer.”’

The four specials, to air on a quarterly
basis, will address specific themes, in-
cluding democracy, discovery and in-
ventiveness, competitiveness and
strengths of the American people. Other
program elements include 24 vignettes,

and ‘‘question of the day’’ ti¢c-ins to

news programs designed to get school-
aged children to watch the news.
“‘We’re encouraging affiliates to tie the
campaign to news programing, so that
local anchors become the spokesper-
sons,” said Gore.

GWTS has also developed a retail
sweepstakes tie-in and will fund prizes
(including family vacations) for every
participating market. The company is
also including animated promotion

spots, print brochures and other “‘collat-
eral pieces.”’

The package, with an initial two-year’
commitment, will be offered to stations
on a straight barter basis, as was Thanks
to the Teachers. GWSC is talking with
prospective national sponsors. Apple
Computer was the national sponsor for
the Teachers campaign. Locally, said
Lalich, the package is designed for be-
tween one and three sponsors. -5M

MARCH: LIKE LION FOR PBS

espite pre-pledge drive jitters,

public TV stations earlier this

month were successful in improv-
ing viewer response to on-air fundrais-
ing efforts over last year. Based on fig-
ures supplied by the Public Broadcasting
Service, public TV stations during the
important March 2-17 fundraising drive
received $36.7 million in pledges, re-
versing a trend in recent years toward
fewer contributions.

**We were concerned about facing a
recession and a war at the same time,”’
said Michael Soper, PBS senior vice
president of development. *‘In one
sense, that question answered itseif as
the ground war came to a halt just as we
were starting the fund drive.”’

Viewers also appeared to respond
well to certain special pledge programs,
according to PBS, particularly Going
Home 10 Gospel with Paui LaBelle; Of
Moose and Men: The Rocky and Bull-
winkle Story; a rebroadcast of the multi-
part series, The Civil War, and Car-
reras, Domingo, Pavarotii in Concert.

Carreras, for example, drew almost
7,200 pledges at WNET(TV) Newark,
N.J. (New York), contributing to the
total $3.25 million raised by the public
TV station over the two week period.
Stations reporting their best ever fund-

raising drives included WETA-TV Wash-
ington; Towa Public Television; KOCv-
Tv Odessa, Tex.; KSps-Tv Spokane,
Wash., and wTIU(TV) Bloomington,
Ind.

Preliminary results of the March
1991 on-air membership drive found
more than 560,000 viewers pledging
$36.7 million to public TV stations na-
tionally, representing an 8.4% dotlar
increase over the March 1990 effort.
According to PBS, the March 1991 fig-
ures represented a 2.3% increase in the
number of viewers pledging from
March 1990, when $33.8 million was
pledged by about 549,000 viewers.

Figures for March 1991 are expected
to increase as final results come in
from all stations. March 1991 fundrais-
ing data is based on figures from 135
stations, while March 1990 results are
based on 147 stations. Also, prelimi-
nary March 1991 results reflect only
numbers from the on-air portion of the
pledge drive and do not include mail-in
and other contributions.

Viewer support through pledge
drives represents the largest source of
public television support. Such dona-
tions in 1989 represented 22%, or $262
million, of all income for noncommer-
cial television. -
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FORTH

RECORD

As compiled by BROADCASTING from
Mar. 14 through Mar. 20 and based on
filings, authorizations and other FCC ac-
tions. '

Abbreviations: AFC—Antenna For Communications:
ALJ—Administrative Law Judge; alt.—altemate; ann.—
announced: ant.—antenna: aur.—aural: aux.—auxiliary:
ch.—channel: CH—critical hours.: chg.—change; CP—
construction permit; D—day; DA—dircctional antenna;
Doc.—Docket; ERP—cifective radiated power; Freq—fre-
quency; HAAT—height above average terraini H&V—
horizontal and vertical: khz—Xkilohertz: kw—Xkilowatts:
lic.—license; m—meters; mhz—megahertz; mi.—miles;
MP—modification permit; mod.—modification: N—night:
pet. for recon.—petition for reconsideration; PSA—presun-
rise service authority; pwr.—power; RC—remote control;
§-A—Scientific-Atlanta; SH—specified hours: SL—stwdio
location: TL—transmitter location: trans.—transmitter;
TPO—transmitter power output: U or unl.—unlimited
hours; vis.—visual: w—watts; *—noncommercial. Six
groups of numbers at end of facilities changes items refer 1o
map coordinates. One meter equals 3.28 feet.

OWNERSHIP CHANGES

Applications

® WYVC(FM) Camden, AL (BTCH910225HN;
102.3 mhz; 3 kw;, ant. 328 ft.)—Secks transfer of
control from Yvonne R. Carter to Down Home Broad-
casting for $34.000. Seller has no other broadcast
interests. Buyer is headed by William Pompey
(15.67%), Willie Powell (13.33%). Leroy Griffith
(5.33%), Thomas Pompey (5%), Brooks Holleman
(2.67%), Mac Carter (16.67%) and Penick Broadcast-
ing Corp. (41.33%). Carter and Poweel are 51% and
24% shareholders, respectively, of Wilcox Network
Inc., licensee of WCOX(AM) Camden. AL. Filed Feb.
25.

® KMEOQ-AM-FM Phoenix, AZ (BAL910304EA;
740 khz: | kw-D, 292 w-N: FM: BALHY10304EB;
96.9 mhz; 100 kw; ant. 1,560 fi.)—Seeks assignment
of license from Group W Radio Inc. (CO) 1o Bonne-
ville Intemational Corp. for $12 million (**Changing
Hands'* March 4}. Seller is headed by Jim Thompson,
and owns nine AM’s, nine FM's and TV's in Philade-
phia. San Francisco. Boston, Baltimore and Pittsburgh.
Buyer is headed by Rodney Brady, Ezra Taft Benson.
Gordon B. Hinckley and David B. Haight, and owns
five AM’s, seven FM's and TV's in Salt Lake City and
Seattle. Filed March 4.

8 KCFR(FM) Denver (BTCED%10306GP; 90.1 mhz:
50 kw; ant. 910 fi.)>—Seeks transfer of control from
Board of Directors of Public Broadcasting of Colorado
In¢. to combined Board of Directors of Public Broad-
casting of Colorado and Western Colorado Public Ra-
dio Inc. for no cash consideration: combined boards
will head merged corporation to be known as Colorado
Public Radio {see KPRN(FM) below| Transferees are
Stephen L. Basch, David E. Greenberg. Harley Hig-
bie, et al. Higbie is limited partner of United Cable
Television Lid. of Qakland. MI. Westem Colorado
Public Radio is also licensee or permittee of 10 FM
translators in Colorado. Filed March 6.

® KPRN(FM) Grand Junction, CO (BA-
LED910306GM; 89.5 mhz; 10 kw; ant. 1,191 ft.)—
Seeks assignment of license from Western Colorado
Public Radio Inc. to merge with assignee, Public
Broadcasting of Colorado, for no consideration; unified
service (o be known as Colorado Public Radio. Assign-
or is headed by Craig Little, and has no other broadcast
interests. Assignee is headed by Rosemarie P. Murane,
and is also licensee of KCFR(FM) Denver (see above).

Filed March 6.

8 WMIM(AM)-WFAV(FM) Cordele, GA (AM:
BAL91022IGE; 1490 khz; 1 kw-U: FM:
BALH910221GF; 98.3 mhz; 3 kw; ant. 300 fi.)—
Secks assignment of license from Silver Star Commu-
nications-Albany Inc. to Radio Cordele Inc. for
$350,000. Seller is headed by John Robert E. Lee, and
is licensee of WIIZ{FM) Albany, GA. Leeisalso 51%
owner of Silver Star Communications-WJAZ Inc.,
which owns WIYZ(AM) Albany, GA, and 61% owner
of Suncoast Communications, which owns
WYVO{AM)-WDXZ(FM) Charleston, SC. Buyer is
headed by John Wesley Brooks. and has no other
broadcast interests. Filed Feb. 21.

8 KIDE(FM) Sand Point, ID (BAPH910305GN:
102.5 mhz: 3 kw; ant. 177 ft.)—Secks assignment of
CP from Joseph Donald Powers to Kennedy Broadcast-
ing Inc. for $2,000. Seller is headed by Joseph Donald
Powers. and has interests in WREY(AM) Millville and
WIBG(AM) Ocean City. both New Jersey. Buyer is
headed by Kennedy Broadcasting Inc., general partner
of Avis Broadcasting Lid.. licensee of WHUM-FM
Avis, PA, and general pariner of Kennedy Broadcast-
ing Ltd., licensee of WBRX(FM) Patton, PA. Filed
March 5.

® WVYLJ(FM) Monticello, IL (BALH910225GV;
105.5 mhz; 3 kw; ant. 300 fi.}—Seeks assignment of
license from Sound Alternative Inc. to Mumbles Corp.
for $200,000. Seller is headed by Roy J. Klevin, and
has no other broadcast interests. Buyer is headed by
Stephen Bellinger (42.23%). who is president and
78.89% sharcholder of Prairicland Broadcasters of De-
cawr Inc., licensee of WDZ(AM) Decatur, IL, and
president and 100% shareholder of Streator Broadcast-
ing Co., WIZZ(AM)-WSTQ(FM) Streator, IL. Filed
Feb. 25,

8 WHUT(AM)-WLHN(FM) Anderson, IN (AM:
BAL910306GH; 1470 khz; 1 kw-D. 25 w-N; FM:
BALH910306Gl; 97.9 mhz; 50 kw; ant. 489 ft.)—
Seeks assignment of license from Jeffrey Peek, receiv-
er. 1o Anderson Radio for $1.5 million. Seller has no
other broadcast interests. Buyer is headed by Gary
Todd. Jon Mark Lamey and Experience Communica-
tions Inc., and has no other broadcast interests. Filed
March 6.

8 WALI(AM)-WROG(FM) Cumberland, MD (AM:
BAL9I030SED:; 1230 khz: | kw-U. FM: BAL-
H910305EE: 102.9 mhz: 3.5 kw; ant. 1,400 ft.)}—
Seeks assignment of license from Tschudy Communi-
cations Corp to James P. O'Leary, Robert H. Long Jr.
and Alfred A. Ruscito for $1.8 million. Seller is head-
ed by Early Judy Ir., Robert 5. Janney and Joyce
Jenkins, and is also licensee of WBRI(AM)-
WEYQ(FM) Marietta, OH; WMQC(FM) Westover,
WV: WCRO(AM) Johnstown, PA, and WSKO(FM)
Buffalo Gap, VA. Judy is president and 51% stock-
holder of Shenandoah County Broadcasting Corp., li-
censee of WSVG(AM)-WSIG(FM) Mount Jackson,
VA. Buyer is headed by O’Leary (40%), Long (35%)
and Ruscito (25%). O’Leary is 50% stockholder and
president of Laurel Broadeasting Co. Inc., licensee of
WISL(AM) Shamokin, PA. Filed March 5.

8 WLEL(FM) Leland, MI (BAPH910304HZ; 94.3
mhz; 1.8 kw; ant. 426 ft.)—Seeks assignment of CP
from Pyramid Communications to Grand Traverse
Broadcasting Co. for $75.000. Seller is headed by
Lewis M. Wrenn Ir.. and has no other broadcast inter-
ests. Buyer is headed by Richard D. Stone, who holds
65% of voting stock and 100% of non-voting stock of
W-AIR Inc.. licensee of WAIR(FM) Atlanta, MI.
Filed March 4.

® KUUB-AM-FM Bozeman, MT (AM: BA-

L910306EA; 1450 khz; | kw-U. FM: BAL-
H9!QIDGEB; 95.1 mhz; 94 kw: ant. 781 ft.)—Seeks

assignment of license from CASI Broadcasting & En-
tertainment Enterprises Inc. 1o Gilbert Broadcasting
Corp. of Montana for $829,000. Seller is owned by
Bee Broadcasting Inc., headed by Benny Bee (95%).
Buyer is headed by Bee (40%), Christopher T. Gilbert
(5%), Joan H. Zabriskie (5%), Harry B. Combs (30%),
Virginia P. Combs (10%) and Benny L. Bee (10%).
Bee Broadcasting, which is 100% stockholder of li-
censee, is also licensee of KBBZ(FM) Kalispell and
KIIR(AM) Whitefish, both Montana. Filed March 6.

® KZBS(FM) Oklahoma City (BALH910301HQ:
98.9 mhz; 100 kw; ant. 1,108 fi.)—Seeks assignment
of license from Zumma Broadcasting Comparty to De-
gree Communications Lid. for $3 million. Seller is
headed by William R. Lacy and Josephine C. Cama-
han, his mother, and has no other broadcast interests.
Buyer is headed by Kent Burkhart (16%) and Patsy §.
Burkhart (16%)}, husband and wife. and Gregory
Wright, and is licensee of WANS-AM-FM Anderson,
SC. Principals alse have interests in Degree Communi-
cations Il Inc., general partner of KEYI-FM PART-
NERS Ltd., licensee of KMOW(AM) Austin and
KEYI-FM San Marcos, both Texas. Filed March 1.

® KAGI(AM) Grants Pass, OR (BAL910226EC; 930
khz: 5 kw-D. | kw-N)—Secks assignment of license
from Califomnia Oregon Broadcasting Inc. to State of
Oregon acting by and through State Board of Higher
Education for no cash consideration; assignment is
donation (valued at $300,000). Donor is headed by
William B. Smuilin. and has 100% interest in KO-
BI(TV) Medford and KOTI(TV) Klamath Falls, both
Orcgon; KRCR-TV Redding, KAEF(TY) Arcata,
KFWU(TV) Fon Bragg and KFLI(AM) Eureka, all
California. Smullin has 50% interest in Southwest Ore-
gon Television, licensee of KPIC(TV) Roseburg, OR.
Buyer is headed by Mark S. Dodson et ai. Through the
Oregon State Board of Higher Education, Southern
Oregon State College currently operates KSOR(FM)
and KSMF(FM) Ashland, KSBA(FM) Coos Bay,
KSKF(FM) Klamath Falls, KSJK(AM) Talent, and is
permittee of KSRS(FM) Roseburg, all Oregon. South-
em Oregon State also operates network of FM transla-
tors in this region. Filed Feb. 26.

® KZMX-AM-FM Hot Springs, SD (AM:
BAL910228ED; 580 khz; 500 w-D, 310 w-N; FM:
BAPLH910228EE; 96.7 mhz; 1.4 kw, ant. 440 ft.)—
Secks assignment of license from Tracy & Valerie
Bastian to Communication Systems Management Inc.
for $150,000. Seller has no other broadcast interests.
Buyer is headed by Carl R. Cunningham (33.3%),
David A, Shulman (33.3%) and John C. Messenger
(33.3%), and has fio other broadcast interests. Filed
Feb. 28.

8 WGFX(FM) Gallatin, TN (BALH910305GL.
104.5 mhz; 49 kw; ant. 1,312 fi.}—Secks assignment
of license from Triangle Broadcasting Co. to HAPA
Inc. for $3.5 million. Seller is headed by Kenneth S.
Johnson and is 55% owned by Capitol Broadcasting
Corp., licensee of WCAW(AM)-WVAF(FM) Charles-
ton, WV; WKSJHAM) Pritchard, and WKSJ-FM Mo-
bile, both Alabama, and WRKA(FM) St. Matthews,
KY. Johnson is 100% shareholder of Johnson Broad-
casting Co., 45% general partner of assignor. Buyer is
headed by Victor Rumore and Della Rumore, husband
and wife. Victor Rumore owns 50% interest as limited
partner in RMF Broadcasting, licensee of KFRR(AM)
Englewood, CO. Filed March 5.

8 WHZZ-FM Huntingdon, TN (BALH910227HY;
100.9 mhz; 3 kw; ant. 300 fi.}—Seeks assignment of
license from William L. Guy. bankruptcy trustee. to
Milan Broadcasting Co. Inc. for $150.000. Seller is
trustee for B.J.H. Broadcasting Inc.. headed by Wil-
liam A. Casom Ill, and has no other broadcast inter-
ests. Buyer is headed by Russell E. Reviere (50%) and
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James W. Hoppers Jr. (50%). Milan Broadcasting Co.
Inc. is licensee of WKBJ(FM) Milan. TN. Filed Feb.
27.

8 KDBN(AM) Dallas and KMEZ-FM Fort Worth
{AM: BAL9I10305EA; 1480 khz; 5 kw-D, 1.9 kw-N;
FM: BALH910305GK; 107.5 mhz; 25 kw; ant. 1,647
ft.)}—Seeks assignment of license from Gilmore Broad-
casting Corp. io Granum Acquisition Corp. for $9
million (**Changing Hands'® March 4). Seller is head-
ed by James Gilmore and also owns WLVE(FM) Mi-
ami Beach, FL, and WEHT(TV) Evansville, IN. Buyer
is headed by Herbert W. McCord (7.5%). Lewis M.
Eisenberg (42.4%), Eugene Mercy Jr. (42.4%), Eu-
gene Veto (2.5%), Walter F. Harrison 111 (5.2%), and
has no other broadcast inferests. Filed March 5.

® KROB-FM Robstown, TX (BALH%10227HX; 99.9
mhz; 100 kw; ant. 289 fi.)—Seeks assignment of li-
cense from Coastal Bend Broadcasting Corp. to KDOS
Lid. for $600,000. Seller is headed by George Leon
Gossage, and has no other broadcast interests. Buyer is
headed by KDOS Radio Inc. (70% GP,P) Tichenor
Media System Inc. (26% P), Amador Garcia (4% P),
Luis Munoz (62% VS), Al Herrera (38% VS) and
Amador Garcia. KDOS Lud. is licensee of KUNO
(AM) Corpus Christi, TX. Filed Feb. 27.

® KBZN(FM) Ogden, UT (BALH910219G); 101.1
mhz; 25 kw; ant. 3,740 fi.}—Secks assig of

1590 khz: 1 kw-D)—Granted assignment of license
from Alexander City Broadcasting Co. Inc. to Central
Alabama Community College as donation. Seller is
headed by J. P. White and has no other broadcast
interests. Buyer is headed by college president James
Comell. and has no other broadcast interests. Action
March 7.

® WIXC(AM) Hazel Green, AL (BALS01213EG:
1140 khz: 15 kw-D)}—Granted assignment of license
from Lincoln County Broadeasters Inc. to Low Coun-
try Corp. Inc. for $10.000. Seller is headed by William
L. and Elaine J. Malone. husband and wife. and son
Joseph Malone, and has no other broadcast interests.
Buyer is headed by Charles Gleghom. Hue Counts and
Don Wyatt, and has no other broadcast interests. Ac-
tion March 12.

8 KTZR(AM) Tucson, AZ (BAL910130EA: 1450
khz: | kw-U)—Granted assignment of license from
Tucson Wireless Inc. 1o Radio Pamtera Inc. for
$975.000. Seller is headed by Robert D. Greenlee.
who owns 70% of Valley Broadcasting Inc.. licensee
of KXKT(FM) Adantic, IA, and KOIL(AM) Omaha,
NE: applications are pending to sell these stations’
CP's. Buyer js headed by Xavier Murrietta (49%).
Francisco Garcia Jr. (51%) and Francisco Garcia Sr..

and are currently in management and sales at KTZR.
Action March 11,

® KBLF(AM) Red Bluff, CA (BAL910128EA: 1490
khz; | kw-U)—Granted app. of assignment of license
from Theodore S. Storck to KBLF Inc. for $120,000.
Scller is headed by Theodore S. Storck. and has no
other broadcast interests. Buyer is headed by Earnest
R. Hopseker (42%), Karen J. Hopseker (42%), Joseph
B. Fiala (8%) and Susan Fiala (8%). and has no other
broadcast interests. Action March 7.

8 KPWB-AM-FM Piedmont, MO (AM: BA-
L910117EQ: 1140 khz: | kw-D: FM: BAL-
H910117EP: 104.9 mhz; 3 kw; ant. 300 fi.)—Granted
assignment of license from Clearwater Broadcasting
Co. to Hunt Broadcasting Group Inc. for $200.000.
Seller is headed by C. Dwayne Hackworth, and has no
other broadcast interests. Buyer is headed by Jack G.
Hunt and Shirley Hunt. Jack Hunt is licensee of
KBMV-AM-FM  Birch Tree and KDFN(AM)-
KOEA(FM) Doniphan. both Missouri. and permittee
of KKJIFM) Campbell, MO. Action March 8.

® WGHB(AM) Farmville, NC (BAL910128EB: 1250
khz; 5 kw-D, 2.5 kw-N)—Granted assignment of li-
cense from Atlantic Coast Communications to River-
city Radio Inc. for $325,000. Seller is headed by J.

license from Utah Radio Broadcasting Co., debtor. to
Capitol Broadcasting Inc. for no consideration; assign-
ment is reorganization of corporation. Assignors John
C. Webb and Richard Webb, brothers, are also assign-
ees. John Webb, sole officer and director of corpora-
tion, is stockholder, officer and director of KLO
Broadcasting Company, licensee of KLO{AM) Ogden,
UT. Filed Feb. 19.

8 WUSQ-AM-FM Winchester, VA (AM:
BAL910225GW; 610 khz: 500 w-U: FM:
BALH%10225GX; 102.5 mhz. 3 kw; ant. 630 ft.}—
Seeks assignment of license from The Holt Corp of
New Mexico Inc. Benchmark Radio Acquisition for
$3.65 million (**Changing Hands"* March 4). Seller is
headed by Arthur Holt, who owns WTKX-AM-FM
Pensacola, FL; WKAP(AM) Allentown and
WZZ(FM) Bethlechem, both Pennsylvania, and
WOADAM)-WIMI(FM) Jackson, MS. Holt also
heads Holt Corp. Appraisal and Consulting. Buyer is
headed by Bruce R. Spector, R. Calvin Sutliff ir., C.
Philip Rainwater and Joseph L. Mathias IV. Bench-
mark Communications Ltd. is sole general partner of
Benchmark Radio Acquisition Fund II Lid.. and
through other limited partnerships controls cable televi-
sion systems serving Virginia and Califomia, and is
licensee of WDOV(AM})-WDSD(FM) Dover, DE.
Filed Feb. 25.

8 KITZ(AM) Sliverdale, WA (BAL910305EC; 1400
khz; 1 kw-D, 890 w-N)—Secks assignment of license
from Silver Sound Broadcasting Co. to Kitz Broadcast-
ing Inc. for $200.000. Seller is headed by Robert
Jennings and has no other broadcast interests. Buyer is
headed by Loren Ray Johnson (45%) and Celia Merritt
Johnson (45%), husband and wif¢, and William How-
ard Huntington (5%) and Mary Ann Huntington (5%),
husband and wife, and have no other broadcast inter-
ests. Filed March 5.

8 WQPN(AM) Moundsville, WV (BAL910307EF;
1370 khz; 5 kw-d, 20 w-N)—Seeks assignment of
license from Hank Grewe Broadcasting, Inc. to Praise
Family Worship Center for $1. Seller is headed by
Henry R. Grewe, and has no other broadcast interests.
Buyer is headed by Kenneth R. Dunn and Jeanell
Dunn, husband and wife, and Twilla Condra. and has
no other broadcast interests. Filed March 7.

® WZXA(FM) Sturtevant, W1 (BAPH910305GO;
104.7 mhz; 3 kw; ant. 328 ft.)—Seeks assignment of
CP from Michael R. Walton to Janus Radio Corp. for
$70,000. Seller has interests in Sheboygan County
Broadcasting Co. Inc., licensee of WHBL{AM)-
WWIR(FM) Sheboygan, WI. Sheboygan County
Broadcasting owns 100% of stock of Holland Commu-
nications Inc., licensee of WHTC(AM)-WYXX(FM)
Holland, Ml. Buyer is headed by Nomis F. Richardson
and Judith S. Richardson. and has no other broadcast
interests. Filed March 5.

Actions
8 WACIHAM) Alexander City, AL (BAL90I221EB:

BROADCASTING & CABLE

BROADCASTING
SERVICE ON AIR {s! TOTAL *
Commercial AM 4,986 246 5,232
Commercial FM 4,402 944 5,346
Educational FM 1,442 3os 1,747
Total Radio iLE30 1,495 12,428
Commercial VHF TV 553 18 5N
Commercial UHF TV 564 178 742
Educational VHF TV 124 3 127
Educational UHF TV 229 16 245
® Total TY 1,470 28 I 085
YHF LPTV 192 173 365
UHF LPTV 629 1,015 1,645
® Total LPTV 821 1,188 1,009
FM translators 1,874 337 2,211
VHF translators 2,709 94 2,803
UHF translators 2,256 37 2627 |

CABLE
Total subscribers 53,900,000
Homes passed 71,300,000
Total systems 10,823
Household penetrationt 58.6%
Pay cable penetration 29.2%

* Includes off-air licenses. 1 Penetration percentages are of TV household universe of
92.1 muion. ' Gonstruction permit. 2 Instructional TV fixed service. 2 Studio-transmit-
ter tink. Source: Nielsen and Broadcasting's own research.
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Thomas Lamprecht. and has no other broadcast inter-
ests. Buyer is headed by Frank Canale and Carol
D’Antonio, and has no other broadcast interests. Ac-
tion March 8.

®» KCIT(TV) Amarillo, TX (BALCT910118KF; ¢h.
14; 1,280 kw-V; 128 kw-A; ant. 1,521 ft.)—Granted
assignment of license from Ralph C. Wilson Industries
to KCIT Acquisition Co. for $2.4 million. Seller is
headed by Ralph C. Wilson Jr., David N. Olsen,
Jeffrey C. Littman and P. Jane Wright, and is licensee
of WEVV(TV) Evansville, IN, and is 75% shareholder
of KICU-TV San Jose, CA. Buyer is headed by F.
Lanham Lyne Jr. (50%), Martha Steed Lyne (25%),
Peter D, Acosta (20%) and Charles R. Hart (5%).
Lyne, D’Acosta and Hant have interests in BSP Broad-
casting Inc.,, licensee of KITL(TV) Wichita Falls, TX,
and is licensee or permittee of translator/low power
TV's K47DK Grandfield, K61EZ and K53DS Lawton,
all Oklahoma, and K35BO and K48DJ, both Wichita
Falls, TX. License applications are pending for
K35BO and K53DS. Action March 11.

®» WCCN-AM-FM Neillsville, wl (AM:
BTC910123EB: 1370 khz; § kw-D: FM:
BTCHZ10123EC; 107.5 mhz; 100 kw; ant. 195 ft.)—
Granted transfer of control from Central Wisconsin
Broadcasting Inc. to J. Kevin and Margaret L. Grap,

husband and wife. through 51% stock transfer by
means of inter vivos gift. Licensee is headed by Wayne
F. Grap. son of ). Kevin Grap. and has no other
broadcast interests. Transferces have 49% interest in
licensee, Action March 7.

NEW STATIONS

Applications

B California City, CA (BPH910225ME)}—Antelope
Broadcasting Co. Inc. seeks 106.9 mhz; 6 kw: ant. 93
m. Address: 2501 W. Avenue |, Lancaster, CA 93534,
Principal is headed by Ronald H. Carter and James A.
Carter, and is licensee of KAVL(AM) Lancaster. CA
and KAVS(FM) Mojave. CA. Filed Feb. 25.

® Rosamond, CA (BPH910225MG)—Rosamond Ra-
dio Inc. seeks 93.5 mhz: 3 kw; ant. 91 m. Address:
2818 Gus Court, Lancaster. CA 93536. Principal is
headed by P. Dale Ware. Patricia G. Ware and Salva-
dor D. Martinez, P. Dale Ware and Patricia Ware are
each .119% shareholders of Fontana Steel Inc.. licens-
ee of KUTY(AM) Palmdale, CA. Filed Feb. 25.

® Rosamond, CA (BPH910225MI)—Diane K. Hitt
seeks 93.5 mhz; 3 kw: ant. 91 m. Address: |B515 E.

Ave. H-6, Lancaster. CA 93535. Principal has no other
broadcast interests. Filed Feb. 25.

B Rosamond, CA (BPH910225MH)—Desert Rose
Broadcasting seeks 93.5 mhz; 3 kw; ant. 91 m. Ad-
dress: 345 Concord St. #5. El Segundo. CA 90245.
Principal is headed by Jamie Leigh Woods and Ulises
Pierluissi. and has no other broadcast interests. Filed
Feb. 25.

= Rosamond, CA (BPH910226MD)—Jerry and Leslie
Evans, husband and wife, seek 93.5 mhz: 3 kw; ant.
328 ft. Address: 879 19th, Lakeport, CA 95453. Prin-
cipals are 65% owners of Evans Broadcasting Service
Inc.. licensee of KNTI(FM) Lakeport. CA. Filed Feb.
26.

B San Luis Obispo, CA (BPED910219M)—Logos
Broadeasting Corp. seeks 89.3 mhz: 3.7 kw; ant. 499
m. Address: 480 Los Osos Valley Rd.. San Louis
Obispo. CA 93401, Principal is headed by Dan M.
Lemburg. Reuben D. Kvidt. Y. Leon Maksoudian.
Daniel W. Woods and Kathleen Davis. and has no
other broadcast interests. Filed Feb. 19.

® Durango, CO (BPH910227MG)—Caren Lacy secks
99.7 mhz: 16 kw: ant. 268 m. Address: 247 Pine Ridge
Loop. Durango, CO 81301. Principal has no other
broadcast interests. Filed Feb. 27.

—
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® Telluride, CO (BPH910227TMH)»—Donna Haseloff
Boyle seeks 104.9 mhz; 100 kw; ant. -23 m. Address:
P.O. Box 2764, Telluride. CO 81435, Principal has no
other broadcast interests. Filed Feb. 27.

® Telluride, CO (BPH910227MJ)—Judith Press
Brenner seeks 104.9 mhz; 100 kw; ant. -58 m. Ad-
dress: | W. 67th St. New York., NY 10023. Principal
has no other broadcast interests. Filed Feb. 27.

® Hampton, 1A (BPH910219MK }—John Linder secks
98.9 mhz: 6 kw; ant. 98 m. Address: t26 Ridge Lane.
Mankato, MN 56001. Principal is 100% owner of Mad
Hauter Broadcasting Co.. licensee of KLKK(FM) Clear
Lake, |A; 100% owner of CP for KKRC(FM) Granite
Falls. MN: 20% owner of Linder Broadcasting of Fort
Dodge IA. licensee of KRIT(FM) Clarion. 1A, and
20% owner of "O” Town Communications Co.. licens-
ee of KKSI(FM) Eddyville. IA. John and Don Linder
are 1.7% and 91.6% owners, respectively. of Minneso-
1a Valley Broadcasting Co.. licensee of KTOE(AM)
Mankato and KDOG(FM} North Mankato, MN. Min-
nesota Valley Broadcasting Co. is 100% owner of
KMHL Inc.. licensee of KMHL(AM)-KKCK(FM)
Marshall. MN. Filed Feb. 19.

® Traverse City, MI (BPH910225SMF)—Salija Bok-
ram secks 104.5 mhz; 6 kw: ant. 328 fi. Address: 630
Edison Ave.. Lansing, Ml 48910. Principal is headed
by Salija Bokram and Michael J. St. Cyr. and has no
other broadcast interests. Filed Feb. 25,

® Traverse City, MI (BPH910228ME)—P¢ninsula
Radio Co. secks 104.5 mhz: 6 kw: ant. 328 f1. Ad-
dress: 839 Timber Cove, Seabrook. TX 77586. Princi-
pal has nu other broadcast interests. Filed Feb. 28.

® Traverse City, MI (BPED910227ME)—Central
Michigan University seeks 104.5 mhz: 1.6 kw; ant.
154 m. Address: Public Broadeasting Center. 3965 E.
Broomfield, Mt. Pleasant, MI 488S59. Principal is
headed by Thomas M. Hunt. and is licensee of
WCMU-FM-TV Mt. Pleasamt, WCML-FM-TV Al-
pena. WCMW(TV) Manistee and WCMV(TV) Cadil-
lac, all Michigan. LPTV's W46AD Traverse City and
W69AD Leland. both Michigan, WMHW-FM M.
Pleasant, WCMZ-FM Sault Ste. Marie and WUCX-
FM Bay City. all Michigan. Filed Feb. 27.

® Traverse City, MI (BPH910226MC)}—Running
Rhodes Inc. seeks 104.5 mhz, 6 kw; ant. 328 fi.
Address: 4620 Welsheimer Rd.. Harbor Springs. Ml
49740. Principal is headed by Howard Binkow (50%)
and Joan Akers C. Binkow (50%), and is licensee of
WLTO(FM) Harbor Springs. MI. Filed Feb. 26.

® Starkville, MS (BPED910214MF}—Sean M. Ri-
kard seeks 88.5 mhz. Address: 713 Ponderosa Dr..
Starkville. MS 39759. Principal is headed by Rikard.
Joshua W. Wedge and Mitchell Ray. and has no other
broadcast interests. Filed Feb. 14,

® Butte, MT (BPCT910225KE)—CTN Butte Inc.
secks ch. 18: 2,684 kw. ant. 596 m. Address: [18 6th
St. S.. Great Falls. MT 59405. Principal is headed by
James M. Colla and Penny L. Adkins. and has no other
broadcast interests. Filed Feb. 25.

® Helena, MT (BPED910227MC)—Hi-Line Radio
Fellowship Inc. seeks 103.1 mhz. Address: P.O. Box
4111 Helena, MT 59604. Principal is headed by Mar-
vin R. Calahan, Ron Upham. Jerry Waltari and Donald
Jackson, and is licensee of KXEW(FM) Havre, MT.
Filed Feb. 27.

® Egg Harbor Township, NJ (BPED91022 IMH)—
Joy Broadcasting Inc. secks 90.5 mhz: .10 kw-H. 3.5
kw-V; ant. 91 m. Address: 1102 New Rd.. Northfield,
INJ 08225. Principal is headed by Robent D. Green and
David Richter, and has no other broadcast interests.
Filed Feb. 21.

® Kirtland, NM (BPH910227MF)—Roscoe Lee
Hooper seeks 102.9 mhz; 100 kw: ant. 395 m. Ad-
dress: 1014 N. Buena Vista Ave.. Farmington. NM
87401. Principal has no other broadcast interests. Filed
Feb. 27.

® Kirtland, NM (BPH910226MB)—Jeff and Joella
Thomas seek 102.9 mhz; 96 kw; ant. 311 m. Address:
3207 Espacio St., Farmington, NM 87401. Principals
have no other broadcast interests. Filed Feb. 26.

® Monticello, NY (BPH910214ME)—Sullivan County

Radio Inc. seeks 99.7 mhz; 4.5 kw; ant. 328 fi. Ad-
dress: 22 N. Main St., Ellenville. NY 12428 Principal

is headed by Eric P. Straus, Errol C. Hanson and
Jeanne H. Siraus. Straus Communications in New
York Inc. is general partner of Straus Communica-
tions, New York limited partnership, which is licensee
of WELV(AM)-WWWK(FM) Ellenville, NY. Filed
Feb. 14.

® Winston-Salem, NC (BPED910227MD)—Triad
Family Network Inc. seeks 89.3 mhz: 6.92 kw; ant. 41
m. Address: 1249 Trade St.. Winston-Salem. NC
2710t. Principal is headed by Philip T. Watson, Bar-
bara Jean Watson and Steven T. Anderson. and has no
other broadcast interests. Filed Feb. 27.

® Ponca City, OK (BPED910219M1)}—The Love Sta-
tion Inc. secks 88.7 mhz: 11.5 kw: ant. 146 m. Ad-
dress: 204 Warwick Rd.. Ponca City. OK 74601. Prin-
cipal is headed by Doyle Brewer. Cleve Powell. Ron J.
Haymes, Marilyn Knaak and Nancy Brewer. Doyle
Brewer owns FM translator K272AA Ponca City. OK.
Filed Feb. 19.

® Bowman, SC (BPH9t030IMH)—Radio Bowman
Inc. seeks 94.5 mhz: 3 kw: ant. 328 ft. Address: P.O.
Box 610. Goose Creek. SC 29445. Principal has no
other broadcast interests. Filed March 1.

® Bowman, SC
Rickenbacker Jr. seeks 94.5 mhz: 6 kw; ant. 328 ft.
Address: 1001 McCoy St.. Holly Hill. SC 29059.
Principal has no other broadcast interests. Filed Feb.
27.

® South Congaree, SC (BPH910228MB)—Lexco Ra-
dio seeks 95.3 mhz: 6 kw: ant. 328 fi. Address: Rte. I.
Box 22, Satuda. SC 29138. Principal is headed by
William K. Durst and William L. Faircloth, and has no
other broadcast interests. Filed Feb. 28.

® South Congaree. SC (BPH910228MC)»—Glory
Communications secks 95.3 mhz: 3 kw: ant. 328 fi.
Address: 820 Royal Tower. Irmo. SC 29063. Principal
is headed by Alexander Snipe Jr.. and has no other
broadcast interests. Filed Feb. 28.

® South Congaree, SC (BPH910228MD)}—Valentine
Communications Inc. seeks 95.3 mhz: 3 kw; ant. 328
ft. Address: 143 Stoneridge Dr.. Columbia. SC 29210.
Principal is headed by Terry Hicks and Robert Glenn,
and has no other broadcast interests. Filed Feb. 28.

® South Congaree, SC (BPH910228MH)}—Mills
Broadcasting Inc. seeks 95.3 mhz; 3 kw: ant. 328 fi.
Address: 7-B Palston Court, Columbia. SC 29210.
Principal is headed by Gary Mills and Richard S.
Graham Jr., and has no other broadcast interests. Filed
Feb. 28.

® South Congaree, SC (BPH91030I1MG)}—Radio
South Congaree Inc. secks 95.3 mhz: 6 kw: ant. 328 f1.
Address; P.O. Box 610, Goose Creek, SC 29445,
Principal has no other broadcast interests. Filed March

Actions

® Buckeye. AZ (BPH880728MZ)—Granted app. of
Arthur A. Mobley for 106.9 mhz: 3 kw H&V: ant. 9]
m. Address: 736 E. Momingside Dr., Phoenix, AZ
85022. Principal has no other broadcast interests. Ac-
tion March 1.

® Big Bear City, CA (BPH880128MP)}—Granted app.
of Paralle] Communications. California L.P.. for 93.3
mhz; .06 kw H&V. ant. 561 m. Address: 4190 Key-
stone Ave., Culver City. CA 90232. Principal is head-
ed by Helen E. Jose. Richard Herrick Jr. and Robert B.
Bessolo. and has no other broadcast interests. Actien
March 6.

® Evans, GA (BPED900125MC)}—Granted app. of
Bible Broadcasting Network Inc. for 92.3 mhz; 3 kw
H&V; ant. 328 fi. Address: P.O. Box 1818, Chesa-
peake. VA 23320. Principal is headed by Lowell L.
Davey. Georgeanna Davey. Keith Wohlenhaus. H.
Ron White and R. Lindsay Poteat. and is non-profit,
non-stock corporation which operates non-commercial
educational FM's in Kansas. Georgia. Florida. North
Carolina. Tennessee. South Carolina and Virginia. Ac-
tion March 6.

® Evans, GA (BPH900125MS)—Dismissed app. of
Evans Broadcasters Inc. for 92.3 mhz: 3 kw; ant. 328
ft. Address: 4384 Deer Run, Evans. GA 30809. Princi-
pal is headed by Peggy M. Miller. Mercedes C. Diaz

(BPH910227M1)»—Robert  Carroll

and Joni R. Mays. and has no other broadcast interests.
Action March 6.

® West Lafayette, IN (BPED89050IMB)—Granted
app. of Purdue University for 101.3 mhz: 2.5 kw: ant.
109 m. Address: Northwestern Ave., West Lafayette,
IN 47907. Principal has no other broadcast interests.
Action Feb. 22.

® West Lafayette, IN (BPED890105ME)—Dismissed
app. of Von Tobel Foundation Inc. for 101.3 mhz: 3
kw: ant. 328 fi. Address: 256 South Washington St..
Valparaiso. IN 46383. Principal is headed by Paul J.
Yon Tobel 1Il. and has no other broadcast interests.
Action Feb. 22.

® Lutesville, MO (BPH900306MK)—Granted app. of
Lutesville Broadcasting Inc. for 105.1 mhz: .75 kw:
ant. 130 m. Address: P.O. Box 855. Ironwood Dr..
Mayfield. KY 42066. Principal is headed by Gary
Kidd, Michele Kidd. Roth Straton and Charles W.
Stranon. Gary and Michele Kidd each own 50% of
issued and outstanding voting stock of WMOK Inc..
licensee of WMOK({AM) Metropolis, 1L, and each also
owns 50% of WKDZ Inc.. licensee of WKDZ{AM)-
WBZD(FM) Cadiz, KY. Charles Stratton is president
and owns 33.3% of West Kentucky Broadcasting Co.
Inc.. licensee of WNGO(AM)-WXID(FM) Mayfield.
KY. Action March 5.

® Berlin, NJ (BPED891122MF)}—Granted app. of
New Jersey Public Broadcasting Authority for 88.1
mhz; .001 kw-H, .12 kw-V; ant. 97 m. Address: 1573
Parkside Ave. CN777. Trenton, NJ. Principal is licens-
ee of four public TV's in New Jersey. and is permittee
of Instructional Television Fixed Service stations
WHRS821 Montclzir-Newark and WHRS22 New
Brunswick. both New Jersey. Action March 6.

® Honeoye Falls, NY (BPH870819NG)}—Granted
app. of HFH Communications Associates for 107.3
mhz; 3 kw H&V; ant. 95 m. Address: 1728 Maple-
wood Drive. Farmington. NY 14425, Principal is
headed by Mary Ann Hurlburt, and has no other broad-
cast interests. Action Feb. 27.

® Utica, NY (BPCT880923KG)}—Returned app. of
Mohawk Valley Telecasters Inc. for 66 mhz: 42.1 kw;
ant. 400 m. Address: 7495 E. Taft Rd.. East Syracuse,
NY 13057. Principal is headed by Douglas Gratzer and
Joseph Gratzer. Action March 5.

® Utica, NY (BPCT881121KL)>—Returned app. of
Greater Utica-Rome TV Services In¢. for 66 mhz: 100
kw; ant. 300 m. Address: P.O. Box 535. Utica, NY
13503. Principal is headed by Frederic C. Bowen and
Sherril W. Taylor. and has no other broadcast interests.
Action March 5.

® Celina, TN (BPH891122MK)—Granted app. of Re-
gional Broadcasting Co. for 101.5 mhz: 6 kw: ant. 328
fi. Address: P.O. Box 427. Monticello. KY 42633.
Principal is headed by Stephen W. Staples Sr.. and is
licensee of WFLWI(AM)-WKYM(FM) Monticello.
KY. Action March 5.

® Haltom City, TX (BPH890921MU)—Dismissed
app. of Haltom City FM Broadcasters Lud. for 93.3
mhz; 50 kw; ant. 150 m. Address: 7223 Ferguson Rd.
#1301, Dallas. TX 75227. Principal is headed by
Sharon King and Broacast Data Corp.. and has no
other broadcast interests. Action March .

® Raymondville, TX (BPH900125MU)—Granted
app. of Lucille Ann Lacy for 105.7 mhz; .31 kw; ant.
243 m. Address: 1210 Belford, Oklahoma City, OK
73116. William R. Lacy, husband of Lucille Lacy, is
president, general manager and 83% stockholder of
Zumma Broadcasting Co., licensee of KZBS(FM)
Oklahoma City, OK. Action March S.

® San Angelo, TX (BPED900629MI)—Returned app.
of Southwest Educational Media Foundation of Texas
Inc. for 93.9 mhz; 100 kw; ant. 197 m. Address; 2921
Brown Trail. Suite 140, Bedford, TX 76021. Principal
is headed by T. Kent Atkins. Mary Helen Atkins and
Charles Delap, and has no other broadcast interests.
Action March 6.

® Hartford, VT (BPH881013MG)—Granted app. of
Higher Ground Broadcasting for 104.3 mhz. 2 kw
H&V; ant. 120 m. Address: 1 School St., P.O. Box
377. Hartford, VT 05047. Principal is headed by Wil-
liam A. Wittik, and has no other broadcast interests.
Action March 5.
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® Spencers WV (BPH881202MA)—Granted app. of
Star Communications Inc. for 104.7 mhz: 3 kw: ant.
128 fi. Address: 106 Radio Sireet. Spencer. WV
25276. Principal is heuded by Gordon Rogers. Robert
E. Zdanck. Doris Rogers. Lawrence Koenig and Ann
Rizzo. and has no other broadcust inferests. Action
March I.

FACILITIES CHANGES

Applications
AM

® Seaside Park, NJ WNJO{AM) 1550 khz—March 5
application for mod. of CP (BPB40706AC) 1o make
changes in ant system and change TL: to Hwy. 37
approximately .7 km S of Pinc Lake Park. NJ 39 59
27N 74 15 33W.

FM’s

® Yuma, AZ KTTHFM) 95.1 mhz—March | applica-
tion for CP to change ERP: 100 kw H&V: ant.: 389 m.:
change TL: at BLM Electronics site. Telegraph Pass.,

1.8 km due N of interstate Rte. 8 and 28 km E of
Yuma. AZ; class: C (per docket #90-19).

® Lowell, AR KISK(FM) 101.9 mhz—Fcb. 7 applica-
tion for mod. of CP (BPH871105MC) to change ERP:
25.5 kw H&V: change ant.: 211 m.: TL: .35 km W of
Ventris Rd. and 2 km SE of Posy Min.. AR.

8 Lenwood, CA KIQQ(FM) 104.9 mhz—March |
application for mod. of CP {BPH880714NP} to change
ERP: 1.078 kw H&V: change ant.: 142 m.; 34 51 20N
11702 57w.

8 Vacaville, CA KUIC(FM) 95.3 mhz—March 1 up-
plication for CP to change ERP: .594 kw H&V: anL.:
594 m.; change TL: Xtmr is located on Mt Vaca,
which is 11.3 km NW of Vacaville. CA: class: Bl:
existing facility will be maintained as auxiliary.

® Panama City. FL WPAP-FM 92.5 mhz—March 5
application for mod. of CP (BPH900320IC) to change
ant.: 275 m.; change TL: .4 km NE of Hammond
Lake, Fountain, FL: class: C1.

® Tallahassee, FL. WUMX(FM) 103.] mhz—Feb. 12
application for CP 1o change ERP: 50 kw H&V: ant.:
90 m.: change to class C2 (per docket #90-211).

® Belvidere, IL WXRX(FM) 104.9 mhz—Fcb. 28
application for CP to change ERP: 4 kw H&V; ant.
122 m.; change TL: 1.200 tt. N of Collins Rd.. .5
Statute mi E of 1-90. Loves Park. IL.

8 Leroy, IL WRXZ(FM) 92.7 mhz—Feb. 26 applica-
tion for mod. of CP (BPH8Y1117IB) to change ERP:
50 kw H&V: change ant.: 150 m.; TL: .8 km E of OR
Rd. 1225 N on Rd. 3700 E. S side of Rd. Rural Ric. 2.
Saybrook, IL 61770: class: B {per docket #90-198).

® Glasgow, KY WOVO{FM} 105.5 mhz—Feb. 26
application for CP to change class 288A to class
287C3.

8 Pocomoke City, MD WMYJ(FM) 106.5 mhz—Fcb.
28 application for mod. of CP {BPH8B07IINW) o
change ERP: 2.80 kw H&V; change ant.: 104 m.: TL:
.3 km SE of intersection of Byrd Rd. and U.S. Hwy.
113, near Pocomoke City. MD.

8 Mora, MN KBEK(FM) 95.3 mhz—Fcb. 28 applica-
tion for mod. of CP (BPH8BOIOINB as mod.) to
change freq: 95.5 mhz; ERP: 17.2 kw H&V: TL: 3.4
km N NE of Bock. MN: class: C3 (per docket #89-
501).

@ Indianola, MS WNLA-FM 105.5 mhz—Jan. 29 ap-
plication for mod. of license (BLH811216AR) 1o in-
crease ERP: 4.4 kw H&V: (per docket #88-375).

@ Indianola, MS WDLJ(FM) 96.9 mhz—Feb. 26 up-
plication for CP to change ERP: 25 kw H&V; ant.: 100
m.; change TL: .5 mi S of Hwy. 442 Secc. 7, MS: class:
C3.

® Hilton Head Island, SC WHHR-FM 106.] mhz—
March 1 application for CP to change ERP: 10.4 kw
H&V: ant.: 242 m.; change TL: 1.1 mi S of intersec-
tion U.S. 278 & SR 270. 0.53 mi W of U.S, 278 near
Jasper. SC.

® Richfield, UT KKWZ(FM) 93.7 mhz—March | ap-
plication for mod. of CP (BPH8702251Q as mod.} to
change ERP: 33.73 kw H&V: ant.: 954 m.: TL: within
Fishlake National Forrest at “Sunset Peak”.

Actions

FM’s

® Fairbanks, AK KXLR(FM) 95.9 mhz—March 8
application (BPH9CO8151A) granted for CP to change

ERP: 25 kw H&V: change class to C} {per docket
#89-184).

® Ceres, CA KBES(FM) 89.5 mhz—Feb. 20 applica-
tion {BPEDR80Y14N)) retumed for CP to change ERP:
3.0 kw H& V: change freq: 88.3 mhz.

® Sebring, FL. WCAC(FM) 105.5 mhz—March 5 ap-
plication {BPH9103051D) grantcd for CP to change
ant.: 100 m_: change TL: | km N of Desota City. FL.

@ Shelbyville, I1. WEJT(FM) 104.9 mhz—March 4
application (BMLH900117KB) dismissed for mod. of
license to increasc ERP: 6 kw H&V {pursuant to docket
#88-375).

® Louisiana, MO KIFM(FM) 101.7 mhz—March 5
application {BPH200202IE) granted for CP to change
freq: 102.1 mhz: change ERP: 3.7 kw H&V at 118 m
(per docket #87-29).

® Columbus, NE KWMG(FM) 93.5 mhz—March |1
application {BPH901126IC) granted for CP to change
ERP: 95.3 kw H&V: change ant.: 299 m.: TL: 7.6 km
N of Hwy. WW on Town Rd.. 11.2 km NE of Genoa.
NE: change class: 228C | {per docket #89-163).

@ State College, PA WTLR(FM) 89.9 mhz—March 8
application (BPED8%910I3ME) granted for CP to
change ERP: 25 kw H&V; change ant.: 199 m.: TL: 8
km WSW of Bellefontc on Bald Eagle Ridge.

8 Marrell’s Inlet, SC (no call letters) 94.5 mhz—
March 6 application (BMPH91GI031A) granted for
mod. of CP {BPH870724MA) to change ERP: 1.51 kw
H&V: ant.: 139 m.; TL: 4.1 km NW of U.S. Hwy. 17
and SC Rie. 544 intersection.

® Roosevelt, UT KBWL(FM) 98.5 mhz—Dec. 17,
199C application (BPH901217ID) retumed for CP to
change ERP: 3.19 kw H&V: change ant.: 515 m.; TL:
16 km N 310 degrees E of Veraai. UT.

® Charlotte Amalie, VI WVGN(FM) 107.1 mhz—
March 5 application (BPH9011131D) granted for CP to
change freq: 105.3 mhz: change ERP: 34 4 kw H&V;
ant.: 512 m.; class: B (per docket #86-290).

® Fredericksburg, VA WBQB(FM) 101.5 mhz—
March 6 application IBMPH9101I8IF) granted for
mod. of CP (BPH890626IF} to change antenna sup-
porting structure height.

TV’s

® Calumet, Ml WHTA(TV) ch. 5—March 12 applica-
tion (BMPCT890222KF) dismissed for mod. of CP
(BPCT831018KQ) to change ERP: 55 kw (vis); ant.:
365 m: TL: SW of Painsdale. MI. .52 km for Michigan
State Rd. 26, 2.17 km due W of the Champion Mind:

change antenna: RCA Corp. TF-6BM: 47 02 08N 88 4]
43W.

® Burlington, VT WETK{TV) ch. 33—March 8 appli-
cation (BPET901024KG) granted for CP 1o change
ant.: 815 m; change antenna: Harris TWS-
JOD(DAMBT): TL: Mt. Mansficld. Stowe Town. VT:
44 31 32N 72 48 54W.

ACTIONS

8 Commission has issued Supplemental Notice of In-
quiry (NCD soliciting comments on tentative proposals
and policics for 1992 World Administrative Radio
Confercnce (WARC-92). scheduled for February 3
through March 5. 1992, in Spain. Action by Commis-
sion March 14 by Supplemental NOI (FCC 91-73),
docket 89-554 {Rcport DC-1818. action in Docket
Case).

® Extended time to file comments and replies in matter
of amending rules to establish new radio service for
local area high speed data communications among per-
sonal computing devices. Comments are now duc April
10. replies May 10. (By Order extending time for
comments and reply comments {DA 91-286) adopted
March 8 by Chief Engincer. Office of Engineering and
Technology).

® Jasper and Tuscaloosa, both AL Dismissed
petition 10 reallocate UHF television channel 17 from
Tuscaloosa to Jasper. (MM Docket 90-281 by R&O

|DA 91-290] adopted March 7 by Acting Chief. Allo-
cations Branch, Mass Media Bureau)

® Phoenix, AZ Granted application of Brooks
Broadcasting fomew TV station on channcl 61 at Phoe-
nix; denied competing application of Marcicopa Com-
munity Television Project; dismissed competing appli-
cation of Compass Rose Communications Corp. (MM
Docket 88-581. by Decision [FCC 91R-21] adopted
February 25 by Review Board.)

u Aspen, CO Upheld Review Board decision grant-
ing application of Aspen FM, Inc.. for new FM station
on channel 296A at Aspen, CO, and denying compet-
ing application of Ajax Mountain Broadcasting Corpo-
ration. Action by Commission March 11 by Order
(FCC 91-68). MM Docket 87-424 (Report DC-1817,

in Docket Casc.)

® Newark and Jersey City, both New Jersey
reopened FM proceeding and remanded it to ALJ for
furthur hearing. {(MM Dockets 84-[15, et al., by
MO&O [FCC 91-62] adopted February 27 by Commis-
sion.)

ALLOCATIONS

® Clinton, AR Effective April 29 substituted channel
221C3 for channel 221A at Clinton, and conditionally
modified license of KHPQ(FM) accordingly. (MM
Docket 90-521 by R&O [DA 91-294] adopted March 6
by Acting Chief. Allocations Branch.)

® Davis and Winters, both CA Effective April 29
substituted channel 282A for channel 288A at Davis,
and conditionally modified license of KLCQ accord-
ingly, dismissed proposal to allot channel 288A to
Winter. (MM Docket 8998 by R&O {DA 91-296]
adopted March 6 by Acting Chief. Allocations
Branch.)

® Marina, Salinas and Seaside, all California
Effective April 25 substituted channel 224B1 for chan-
nel 224A at Marina. and comditionally modified li-
cense of KBOQ(FM) accordingly: substituted channel
278A for channel 280A at Salinas, and conditionally
modified license of KRAY-FM accordingly. and sub-
stituting channel 280A for channel 278A at Seaside.
(MM Docket 90-20 by R&O {DA 91-236) adopted
February 25 by Acting Chief, Allocations Branch,
Mass Media Bureau.)

® Key Largo, FL Etfective April 26 substituted
channel 280C2 for channel 280A at Key Largo, and
conditionally modified construction permit  of
WZMQ(FM) accordingly. (MM Docket 90-446 by
R&C |DA 91-266] adopted February 28 by Acting
Chief. Allocations Branch. Mass Media Bureau.)

® Brookston and Monticello, both Indiana Ef-
fective April 26 reallocated channel 237A from Monti-
cello to Brookston. and c¢onditionally modified license
of WKIM(FM) accordingly. (MM Docket 89-614 by
R&O [DA 91-269] adopted February 28 by Acting
Chief, Allocations Branch.)

® Brusly, LA and Woodville, MS Effective
April 29 substituted channel 241C2 for channel 242A
at Brusly. and conditionally modified license of
KIEZ{FM) accordingly: and substituted channel 299A
for channel 240A at Woodville. (MM Docket 89-413
by R&O (DA 91-295] adopted March 7 by Acting
Chicf. Allocations Branch.)

u Littlefield, TX Effective April 26 substituted
channel 238C3 for channel 238A at Litlefield, and
conditinally modificd construction permit of KXDM
accordingly. (MM Docket 90-554 by R&O [DA 91-
267] adopted February 28 by Acting Chief. Allocations
Branch.)

® Pasco, WA Effective April 29 substituted channel
267C3 for channel 267A at Pasco, and conditionally
modified construction permit of KGDN(FM) accord-
ingly. (MM Docket 90-579 by R&O [DA 91-291]
adopted March 7 by Acting Chief. Allocations
Branch.)

® Pullman, WA Effective April 26 substituted chan-
nel 258C1 for channel 258C2 at Pullman, and condi-
tionally modified construction permit of KZZL-FM
accordingly. (MM Docket 90-286 by R&O [DA 91
268] adopted February 28 by Acting Chief. Allocations
Branch.)
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RADIO
HELP WANTED MAMAGEMENT

General sales manager wanted for WILS/WKKP
Lansing. We need an energetic hard working
leader who is streetwise. Resumes to Box 25008,
Lansing, MI 48909. EOE.

Radio saies promotion company seeks highly
motivated, strong closers to call on radio station
general managers. Must have radio station man-
agement or national rep experience and desire for
excellent income. Commission sales. Send re-
sume 1o International Broadcast Services, Inc., at
1678 Belle Forest Circle, Nashville, TN 37221, or
fax resume to 615-646-3628. EOE.

Pennsyivania market seeking experienced gen-
eral manager. For single market FM Forward re-
sume including sales record. Equity situation
available. Box E-36.

Operations manager: Immediate opening for fuil
time AM operalions manager at north eastern ra-
dio station. Applicants must possess a minimum
of five years experience in news and news talk in
major markets. EOE. Repond to Box E-48

Vermont sales managér: Adull Rock 6kw
FM/MOB-newstalk AM seeks experienced sales
manager with RAB marketing orientation. CRMC a
plus, track record critical. Crystal nominee,
award-winning news, iocal gwner-managed. No
calls please. WKVT Box 1490 Brattleboro, VT
05301. EOE/AA.

Project director, native broadcasting center. The
Alaska Public Radio Network is seeking a project
director for the overall management of a new na-
tive broadcasting center. Responsible for execut-
ing training workshops & seminars 1o promote the
advancement of Native American public radio.
Must have excellent oral and written communica-
lion skills. Knowledge of Native American media
preferred. Minorities/women encouraged. Send
resume to Diane Kaplan, Alaska Public Radio Net-
work, 4640 Old Seward Hwy #202, Anchorage,
AK 99503, 907-563-7733. EQE

Sales or(ented general manager wanted for small
market AM/FM combo in New York's scenic Hud-
son Valley region. Experienced leader, strong
sales, promotion, traning. Prior small market turn-
around background. Equily available lo the right
person for performance and/or cash. Send re-
sume. salary history. references and require-
ments. EQE. Box E-46.

GSM: Immediate and extraordinary OppOrtunity.
#1 AM/FM combo in top 100 Northeast market is
looking for a people oriented, highty metivated
person to train and lead our staff. Proven track
record in sales and management required. Excel-
lent compensation and benefits package. Group
owned. Send resume and salary history in confi-
dence to Box E-27. EOE.

HELP WANTED SALES

Successful urban contemporary format. Ex-
panding group: Needs expenence account exec-
utives for future management positions contact:
John wilson 318-322-1491. EOE.

Are you a frustrated top Salesperson or GSM
with little or no room to grow? We're a Southeast
Virginia 6KW FM signing on this summer. You'll
start at ground floor, carrying a list, hiring, training
and supervising new sales staff. You'll need to
deal with agencies and be communily and sales
promotion oriented. If this describes you, send
resume and brief sales history: President. PO Box
634, Gloucester, VA 23061. EOE.

| need someone to help market a daily, disc
jockey, comedy fax-letter. Call 801-825-7292.

95.1 The Fox, Montgomery's Classic Rock is con-
ducting a search for an experienced account ex-
ecutive. If you've been selling local direct suc-
cessfully for at least two years and desire a key
posilion that could be a fast track to sales man-
agement, rush your resume 10 General Manager,
WXFX, PO Box 604, Prattville. AL 36067. EOE M/F.

HELP WANTED ANNOUNCERS

Morning personality: Great Midwest City. Must
be fun, fresh approach, up, sometimes controver-
sial. Send lape, resume, EOE replies to Box E-23.

San Francisco’s #1 music station is seeking a
dynamic, creative, streelwise talent to jon the
KMEL moming zoo. Must have 5 years major mar-
ket experience. Send T&R to Keith Naftaly, 55
Francisco St. #400, San Francisco, CA 94133. No
phene calls please. EOE.

Northern California’s#1 music station is seeking
a sharp, slreetwise news director who can also
produce community affairs programing. Sports
knowledge a plus. Must have 3 years major mar-
ket experience. Send T&R to Keith Naftaly, 55
Francisco St. #400. S.F., CA 94133. No calls
please. EOE.

HELP WANTED PROGRAMING
PRODUCTION AND OTHERS

Program director wanted for 100.000-wat!
FM/AM Country combo in Bay City, Texas. Excel-
lent opporiunity + benefits. Call Olgie at 409-245-
4642.

Program director: Alternatve AOR WBRU-FM
looking for experienced, self-sufficient, jack-of-all-
trades PD. Coaching and training ability a must at
this student staffed/managed two time Rolling
Stone Reader's Poll winner. Three years profes-
sional programing experience also desired. No
calls please. Send tapes. resume and Salary to:
Vincen! Rubino, 88 Benevolent St., Providence, RI
02906. EOE.

Looking for solutions? 26 + yrs. ownership and
mgl. Bachelors in Adm.. multi media background.
all aspects. Programing #9 to #4 in 12 months,
sales (med. Mkt.) $40k to $150k, sm. & med. mkt.
experience available to train, develop, and help
establish your property. Strong legal, E.E.O, col-
lections, and contract background with small
group. Willing to travel. 208-378-9414.

One of radios best general managers now avail-
able. Sober, reliable, honest, family man. Non
drinker, non smoker, experienced in manage-
ment, with a sales emphasis. William E. Powley,
1301 2nd Avenue, Brunswick, GA 31520. 912-
262-9703.

GM ready to lead. Motivator, trainer, producer,
twenly year sales pro, programing, production,
organization and turnaround experl. Cosls down
profits up. Ready now. Reply to Box E-30.

Successful broadcaster: 30 yrs.; Former owner.
Small markets; Former GM. Top 20 markets;
Home owned self perpetuating business: Looking
for some fun. Want temporary GM assignments; 3-
6 months duration. And lhe more challenging the
better. Anywhere USA. David Small 214-869-
1345.

Creative, decislve, experienced veteran seeking
metro/medium GM slot. Currently cable SM. Solid
radio SM, GSM, NSM experience. Quality individ-
val. 55K minimum. 305-770-5149.

GM/GSM-innovative, experienced leader with
excellent references. Available in 30 days. Let me
make your station a winner - Call Bob Mooney
508-448-2614.

Window of opportunity, don't let this one pass
you by. Your next GM/GSM is a motivator. trainer,
team builder and success oriented tactician. Prov-
en success record. | have never failed. Rod 719-
520-1671.

Successful PD available now for PD or station
manager position. Sales and programing experi-
ence in AC, Lite AC and Oidies formats. 21 years
radio experience. Win with ratings and revenue!
Call now: Neil Matlhews at 619-672-2225.

VP/GM/GSM: Proven track record. Prefer top 100
markels. Available tloday. Top references. Call Tim
Bryan, CRMC 919-256-4019.

SITUATIONS WANTED ANNOUNCERS

Young and energetic recent college graduate,
with some major market experience seeks air
shifts andror production. Willing to relocate. For
tape/resume call Michael 215-825-2440

Make money in voiceovers. Cassette course of-
fers marketing and technigue for success in com-
mercials and industrials. Money-back guarantee.
Call for info: Susan Berkley, 1-800-333-8108.

Expanding radio broadcaster, Positions avail-
able in Colorado and Atlanta include: Sales, air
personality, news, board, production, administra-
tion. Three years experience. Tapes and/or re-
sumes 1o: Mainstreet Breadcasting Co., 1160 S.
Milledge Ave., Athens, GA 30605.

Attention beginners: My “Radio Employmenl
Guide" shows you how to get hired. Free informa-
tion 805-584-3283. Absolutely no cbligation.
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HELP WANTED MAMAGEMENT

General manager: A challenging position at a
mid-sized, Midwest Fox affiliate. Requires hands-
on resulls orientation Sales management back-
ground required. Call in confidence 1-800-733-
2065. EOE.

Station refations manager: Rockville consuiting
firm séeking station relations manager to manage
database; statistical education/background a
musl; knowleédge of how to track medical repont-
ers in top 150 markets and update changes as
necessary. Interested candidates may contact
Connie at 301-770-6070. EQE.

Television business manager: A qualified indi-
vidual to manage a computerized accounting de-
partment. CPA or CPA candidate, 3-4 years expe-
rience needed, PC & spreadshee!l expérience
required. Send resume & salary requiremenis to
Box E-51. EQE, M/F.

Local sales manager: WIS-TV. Columbia, SC:
Candidate must have minimum of 3 years excep-
tional and innovative sales experience and refer-
enced leadership capacity. Should possess famil-
iarity with research methodologies, training
formats and broad reaching sales development
vehicles. Prior sales management experience pre-
ferred. Solid sales team, top station. beautiful mar-
ket with great corporate support. Send resume
(no calls) to David Harbert, GSM, WIS-TV, PO Box
367. Columbia, SC 29202. ECE.

Director, radio & television services, West Vir-
ginia University invites applications for an expen-
enced administrator for its University-wide radio
and television production and (echnical services,
including the Health Sciences Center. Responsi-
bilities include supervision of a professional staff
of 19 persons, plus student interns. Scope of pro-
duction encompasses the full range of University
broadcasting needs: public relations, academic.
student recruiting. athletic events, hospital tele-
thon. etc. Director reporis 10 the assistant vice
president for institutional advancement. Facilities
include excellent state-of-the-ant equipment. Posi-
tion qualifications require demonstrated skill in
administration, staff supervision, budgeting/ex-
penditure, major university éxperience, success-
ful record in television broadcasting and television
production, baccalaureate degree required. Sala-
ry range mid-forties. West Virginia University is the
state’s comprehensive, land-grant university, and
the only doctoral degree-granting institution. It en-
rolls 20,000 students in 175 degree programs.
WVU is located in Morgantown, an educationally-
oriented community of 35,000 persons, with easy
access to Charleston, Pitisburgh. and Washing-
ton, DC. The State of West Virginia is one of the
rmost beautiful regions of the country. with exten-
sive outdoor and récreational opportunities. Appli-
cations or nominations must be post-marked by
April 13, 1991, Application letter, current vita, and
names of three references should be sent to: Rob-
erl Verbosky, Diractor, West Virginia University,
PO Box 6001, Morgantown, WV 26506. WVU is an
equal opportunity/affirmative action employer.

Sales-marketing opportunity. self starler with
great deal of enthusiasm. Income commensurate
with experience. Send resume. no phone calls,
WJET-TV, Mike George, 8455 Peach Street, Erie,
PA 16509. Affirmative action, EQE.

Tviradio national sales postion. Immediate
opening with broadcasting’s oldest media/mer-
chandising/sales-promotion firm {38 years) TV/ra-
dio sales expenence required. Full-time Iravel
(Mon./Fri.) required. Substantial draw against
generous commission. Resume and recent pic-
ture to: John Gilmore, President. CCA. Inc . Box
151, Westport, CT 06881. EOE.

General sales manager wanted for the Lansing
market area. Successful candidate will have
strong emphasis on local Sales management.
Musl be a people motivator with excellent commu-
nication skills Resume to: Box E-39 EOE

Southeast Idaho ABC affiliate is seeking a local
sales manager to hit the streets and manage a
stalf of six Two years of television street sales or
radio sales management required. Send me a
letter and resume. Harry Neuhardt. KPVI TV, Box
667, Pocatello. ID 83204-0667 Phone calls will do
more harm than good. EQE/MF

Account executives needed in Southeast Geor-
gia. Two (2) openings at WBSG-TV, Brunswick
and the Golden Isles One or more years required.,
development and selling skills a must. Resumes
o Sales Manager, WBSG-TV. 7321 GA Hwy 303.
Brunswick. GA 31520. EOE.

Research/sales promotions director familiar
with Arbitron and Nielson, desktop publishing ex-
perience. knowledge of impact resource market-
ing and/or Marshall Marketing and Lee Stowell.
good presentation skills, end crealivity Send re-

sume o Bonnie Dickens, WXII-TV. PO Box 11847, °

Winston-Salem, NC 27116. EOE M/F

Account executive: Minimum of two years media
sales experience. Send resume to WXII-TV. Bon-
nie Dickens, PO Box 11847, Winston-Salem, NC
27116. EOE M/F

Account executive: WROC-TV. Rochester, NY,
CBS affiliate is seeking a competitive sales person
who wants 1o be with a turnaround station on the
way up. An excellent base list, including major
agencies. and two years experience in TV pre-
ferred Call Fred Morse. 716-288-8400, 8:30 a.m.-
5:30 p.m. EEQO M/F

Account executive: WIS-TV. dominant NBC affili-
ate in Columbia, SC. seeks proven sales profes-
sional. Must possess strong organization and
communication skills Must project positive image
and maintain a high profile in the community. Mini-
mum 2 years direct sales expenence required
Broadcast sales preferred. Will consider other me-
dia-related experience. Offer excellent training
program. work opportunity. and benefits. Send
résume to. David Harbert. GSM. WIS-TV. PO Box
367. Columbia. SC 29202 EOE.

HELP WANTED TECHMICAL

Assistant chief engineer: Competent in admin-
istrative and engineering functions: provide ex-
pertise in planning and execution of operation and
capital budgets: good supervisory skills, excellent
technical skills in all areas of broadcast technol-
ogy. Responsible for the implementation and cor-
rect operation of new technologies. consistently
improve technical performance of the station: im-
plement technical standards set by chief engi-
neer. provide leadership in the engineering de-
partment to various supervisors reporting to that
position: coordinate efforts of numerous engineer-
ing personnel in an efficient and effective manner.
interface with representatves of other depan-
ments in an effective and positive manner Individ-
ual will have ability to perform chief engineer's
duties during his absence. Require lwo year de-
gree in electropics technology and ten years
broadcast engineering experience. five years as
assistant chief engineer or equivalent. SB.E se-
nior television certification desired Need compo-
nent level repair abilily for all broadcast technol-
ogies. Applicant finalists will be required to furnish
evidence of employment authorization and identi-
fication. EOE. Resumes only to Chief Engineer,
KHOU-TV. PO Box 11, Houston. TX 77001

Maintenance technician with at least 2 years
technical training and 5 years maintenance expe-
rience including UHF transmitter Send resume 10
Engineering Manager, WANE-TV. Box 1515. Fort
Wayne. IN 46801. EQOE

Temporary position: Vacation relief master con-
tralivideotape operator, minimum one year's ex-
perience required. Must be able 1o read a wave-
form monitor and a vectorscope. Flexible working
hours inCluding weekends & overnight Mark Gor-
don. Engineering Operations Manager, WPRI-TV,
25 Catamore Bivd.. East Providence, Rl 02914-
1203. EOE.

Auburn University seeks a maintenance profes-
sional for a teleproduction center with C and Ku
satellite uplink facility. Candidates must be experi-
enced in troubleshooting and repairing complex
analog and digital systems to the component lev-
el. Working knowledge of Sony Betacam. |kegami
HL-55 cameras. Ampex ADO. VPR-80, Vista.
CMX-3400 and Utah routing is desirable. Uplink
facilities include Vanan HPA's, S-A exciters, an-
tennas and remole control equipment. This posi-
tion requires a technical school degree and four to
six years of related experience. FCC General Ra-
diotelephone or SBE certification desired. Salary
range $24,100 with excellent fringe benefits pack-
age. Interested applicants should send a letter of
application, resume and three professional refer-
ences to: Joy Yeager, Personnel Services, Auburn
University, AL 36849, Phone 205-844-4145. Au-
burn University is an EOE/AA employer. Women
and minorities are encouraged to apply.

Tratfic manager: WGBO-TV, Chicago has open-
ing for traffic manager. 3 years Columbine traffic
experence, 2 + years of college and prior super-
visory experience required. Send resumes only t0:
Station Manager, WGBO-TY, 541 N. Fairbanks,
#1100, Chicago. IL 60611. EOE/M-F

Chief engineer. Opening with opportunity for
growth at highly successful group-owned Fox affil-
iate in SE location in state capital. UHF transmitter
experience mandalory, Strong maintenance skilts
will assure success in this key position. Staff in-
cludes 2 assistant engineers. Radio telephone li-
cense andior SBE certification desirable. Send
cover letter and resume to Rick Jordan, Corporate
Engineer. D&K Broadcasting., 402 Peyton Drive,
Hixson. TN 37343 EOE.

Chief photographer at number one station in
East Texas. Must be creative photojournalist with
strong administrative skills and leadership capa-
bilities. At least 3 years experience required. Send
tape and references to Jerry Fisher, News Direc-
tor. KLTV, PO Box 957, Tyler, TX 75710. EOE.

One man band: Number one station in East Texas
is looking for a skilled photographer who'd like the
chance to do occasional reporting. Two years
experience required. Send lape demonstrating
both shooting and reporting skills to Jerry Fisher,
News Director, KLTV. PO Box 957. Tyler, TX
75710. EOE.

Meteorologist: Must have at least one year's an-
choring experience. Top East Texas TV station
needs weather anchor for Daybreak Show and
morning cul-ins. Send lape and references to Jer-
ry Fisher, News Director. KLTV, PO Box 957. Tyler,
TX 75710. EOE.

Producer: Looking for experienced TV news pro-
ducer for our 6:00pm and 10:00pm shows. Appli-
cants should have leadership abilities, as well as
the journalistic skills needed 1o do the job. An
equal opportunity employer, women and minor-
ities are encouraged to apply. Send tapes and
rasume to John Murovich, News Director, WEHT-
TV, PO Box 25, Evansville, IN 47701.

Anchor/producer/reporter: Needed for early
morning newscast. Al least one year anchor expe-
nence preferred. Candidate should have good
writing skills and solid news jJudgement. Also have
a news photographer opening. Send letter, re-
sume and demo tape to Veronica Bilbo, EEO
Comphance Officer, KPLC-TV, PO Box 1488,
Lakes Charles. LA 70602. EOE.
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Producer: Applications being accepted for possi-
ble future producer opening. Two years produc-
ing experience required. Knowledge ol Hawaii a
plus. Send resume, philosophy and salary re-
quirements to Steve Hunsicker, News Director,
KGMB-TV, 1534 Kapiolani Blvd., Honolulu, HI
96814. Equal opportunity employer M/F.

News producer lor 5 and 6:00pm newscasts.
Award winning Southern Oregon ABC affiliate is
seeking individual with excelient writing, manage-
ment and people skills; a degree, and two years
line-producing experience. Send resume to Per-
sonnel Manager, KDRV-TV PO Box 4220, Med-
ford, OR 97501. EQE.

Executive producer: Rockville consuylting firm
seeking executive producer with several years
experience in news broadcast field to produce
video news releases. Must be capable of writing,
producing and crealing the desired look for a
VNR. Candidate shall be well-versed in health and
medical matters 10 be capable of conducting in-
terviews with medical experts and scientists. Call
interested candidates may contact Connie at 301-
770-6070. EOE.

News anchor: WRIC TV Richmond, VA seeks an
energetic, hardworking, experienced anchor/re-
porter 10 Co-anchor our Monday-Friday 6 p.m.
news and do daily street reporting for that pro-
gram. Need a storyteller who can produce strong
packages and a communicator who can make a
difference at the anchor desk. Minimum 3 years
previous anchor/reporter experience required.
Please submit resume and tape to Personnel,
WRIC-Tv, Arboretum Place, Richmond, VA 23236.
No phone calls please. WRIC-TV is an equal op-
portunity employer. women and minorities encour-
aged to apply.

News director: Growing California independent
news deparnment seeking a hands-on, creative,
aggressive news director candidate with impres-
sive track record, credentials and outstanding
people skills. EOE M/F. Reply Box E-47

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

WLS-TV/Chicago, the number one station in the
best news market in the country, is looking for an
on-air promotion producer, with experience in
lopical news, entertainment and public affairs pro-
motion. If you have excelient writing skills, post
production experience with 1%, 3/4” and Beta and
thrive on quiCk turn-around, send your tape and
resume to Fran Preston, Director of Creative Ser-
vices. WLS-TV, 190 N. State St.. Chicago. IL
60601. No phone calls. please. EOE M/F.

WTXX-TV, Waterbury, CT, independent serving
Ihe Hartiord-New Haven market. 1$ seeking a pro-
graming/promolion manager. Applicants must
have previous management experience in both
programing, promolion and sales promotions.
Send resume to: Rod Bacon, VP/GM, WTXX-TV,
414 Meadow St., Waterbury, CT 08702. 203-575-
2020. WTXX is a Renaissance Communications
ggg) station. Note: Drug abuse screening test,

Television promotion writer/producer: Hands
on CMX and off-line editing. Movies, shows and
contests. Radio and print experience a plus.
Bright, creative and fast. Dazzle me with your reel
and resume. Promotion Director, WTTV, 3430 Bluff
Road, Indianapolis, IN 46217. EOE/MF.

Promotion producer/writer editor: Gee..Whiz!
Quitstanding concepts. Great writing. Hot graph-
ics. Hands on (time code editing, ADO. GV300).
Up and coming Fox affiliate. Desirable market.
Send your four best spots today. Supportive envi-
ronment. Position won't be available long. Please
send resume to: Craig Miller, PO Box 49, Portland,
OR 97207. No phong calls. Affirmative action
/equal opportunity employer.

Director: Top 40 market. 2-3 years of directing
newscasts. Swilching and graphic skills required.
ADO/Grass experience desirable. Tape and re-
sume to Rob Gray, WWMT, 590 West Maple
Street, Kalamazoo, MI 49008. EOE.

Producer: C-SPAN Cable Network is seeking a
control room producer responsible for making dai-
ly editorial decisions, producing live events, de-
veloping lape program schedules, and writing on-
air copy. Four years related exper. and familiarity
with public policies. 1ssues and knowledge of
Capitol Hill. Must be detail oriented. able 10 meet
strict deadlings, and flexible to work various shifts.
Send resume and cover letter to: C-SPAN, Human
Resources, 400 N. Capitol St.. N.W, Suite #6530,
Washington, DC 20001. EOE.

SITUATIONS WANTED MANAGEMENT

Let my 25+ years in all areas of broadcasting
including major market TV. Radio ownership. Let
me conlrol your bottom line, improve your profits
and lead your Station’s community involvement.
Let's talk now or at NAB. Repiy Box E-14.

Need a turn around? Indie manager and prob-
lem solver ready lo Clean up your Operation and
bottom line, Twenty five years experience all de-
partments, can make things happen quickly. Write
now! PO Box 1161, Little Falls, NJ 07424,

SITUATIONS WANTED TECHWICAL

Transmitter/studio maintenance engineer: Am-
bitiously seeking position with progressively grow-
ing TV station. Proficient with transmitters. Seny.
Betacam, systems installation. Reply Box E-41.

Excellent, experienced sportscaster looking for a
fine station in which to wark, also knowledgeable
newsperson. 216-929-0131.

News directors: Free ance news photographer
feditor available in Pittsburgh PA and surrounding
area. Betacam SP or 3/4". Ron Brunc 412-276-
0497

Meteorologist-professional and very person-
able. 5+ years experience. Number one rated.
Reply Box E-34.

Hard-hitting male anchor with great ratings histo-
ry and major market talent ready to help top-
forties markets. Box E-35.

Creative producer, dedicated to medium of tete-
vision, seeks producing, reporting or desk posi-
tion in small to medium market. Willing to relocate.
Fantastic references! Karla 301-860-1904.

Top thirty sportscaster with almost ten years
experience. Old news director moved on, and
new guy Say's malerial too zany for this area.
Don'’t mind shooting. If you think sports should be
fun call me. 404-321-6597.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Associate producer material: Dean's List gradu-
ate, multiple, Jarge-market internships, event coor-
dinator experience, creative background. Reesa
Banks 219-269-2316.

Primo people has the answers! News Directors
and talent..we can help you. Call Steve Porricelli
of Fred Landau at 203-637-3653, or send resume
and 3/4" tape to Box 116, Old Greenwich, CT
06870-0116.

Attn: Dept. heads... Describe your Openings on
company letterhead. We present qualified candi-
dates for your consideration. Simple. Quick. Free.
Broadcasting's ieading authority on employment
opportunities! Media Marketing/THE HOT SHEET,
PO Box 1476--NMB, Paim Harbor, FL 34682-1476.
813-786-3603.

Gannon University Broadcasting, Inc. owns and
operates WETG-TV Fox 66 in Erie, PA. WETG
operates on channel 66 with an ERP of 35 kw and
holds an active CP for 567 kw. The University
seeks a business partner with the experise and
financial resources to grow the station to its full
potential. The University intends to retain one hun-
dred percent control of the station license. The
University seeks a "managing partnership” in
which each parner shares in station profits.
Though the station has a professional staff, it is
operated under the auspices of the University's
Depantment of Communication Arts. WETG is in-
valuable in providing hands-on opportunities to
broadcast students in every area of station opera-
tion. The successfui pariner must contractually
agree to continue this relationship. Interested ap-
plicants must submit a wrilten proposal to the
University no later than Friday Aprif 5, 1991. The
proposal should conform with the considerations
above and should demonstrate the applicant's
broadcast expertise and financial ability to enter
into such a partnership. The University expects to
negotiate an agreement by early May, 1991. For
more information contact: Mr. AJ Miceli, GM,
WETG-TV Fox 66, University Square, Erie, PA
16541. 814-871-7446. EOE.

Get a job In TV News! Secrets revealed in book
by news director. Send $14.95 plus $3.00 ship-
ping. Mastercard & Visa send number, expiration.
Overnight $14.00. FirstNews Consulling, 5145
Harvest Road, Colorado Springs. CO 80317.

ALLIED FIELDS

Cameron University is accepling applications for
a television broadcast instructor. Tenure track po-
sition. Rank and salary negotiable. MA required
Ph.D. preferred. Responsibilities include teaching
Television Production and other broadcast
courses, supervising TV studio and labs, develop
department courses as needed. Send application
to: Tony Allison, Chair of Search Committee, Cam-
eron University, PO Box 16356, Lawton, OK
73505. Deadline April 15, 1991. EOE.

Western State College of Colorado: Position:
Tenure-track position in communication. Starting
date: Fall semester (August 1991). Salary: Depen-
dent on qualifications and experience. Duties:
Teach courses in video production both ENG and
studio. Should be able to teach theory and con-
tent courses in Mass Communication, television
and speech fundamentals. Candidate will super-
vise students in the praduction of audio and video
programs for limited cable access television.
Qualifications: Ph.D. preferred, others considered
if experience and scholarship equivalent. Prefer-
ence will be given to teaching, technical, organi-
zational and managerial experience. Broadcast
journalism experience desirable. Applications:
Send letter of application with resume, transcripts,
three letters of recommendation and, if available,
student evaluations to: Jim Gelwicks, Chair,
Search Committee, Communication Arts/Socio-
logy, Western State College of Colorado, Gunni-
son, CO 81231. Phone 303-943-2025 or 943-
3004. Screening of applications will begin May 15,
1991, and will continue until position is filled.
Western State College of Colorado is an affirma-
tive actionfequal opportunity employer. Women
and minorities are encouraged to apply.
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Graduate assistantships: Assignments for quali-
fied candidates for MA in Radio/TV/Film include:
new public radio station; and established student
operaled radio station: involvement in program-
ing, news, marketing, audio production; TV/Film
produgction; production. pertormance. and news
labs. Tuition waiver plus stipend up to $5,000 per
academic year. Begins Fall 1991. Contact - Dr.
William R. Rambin, School of Communication,
Northeast Louisiana University, Monroe, LA
71209. 318-342-1390. EOE.

Telecommunications (radlo-TV-fitm): Ball State
University, Muncie, Indiana. Tenure-track faculty
position available Fall 1891 with background in
broadcast production, news and/or promotion.
Earned doctorate or equivalent and at least two
years teaching at college or university level and/or
media experience required. Assignment may be
to teach in any of the following areas: Develop-
ment History of Telecommunications, radio and/or
TV production, broadcast announcing, research
andfor news. Demonstrated teaching ability, pub-
lications and/or evidence of other scholarly contri-
butions are desired. Send resume, names and
phone numbers of three (3) references and tran-
scripts of highest degree t0: Joe Misiewicz,Chair-
person, Depanment of Telecommunications, Ball
State University, Muncie, IN 47306. Selection pro-
cess will begin April 8, 1991; position open until
filled. Ball State University is an equal opportunity,
affirmative action employer and is strongly and
actively committed to diversity within its communi-
ty.

Graduate assistantships' Produce your own TV
shows in N.Y.C 12 posilions. 20 hours/week.
Serve as teaching assistants. crew: work support
in research, electronic graphics, traffic. staging-
/lighting: work [TV, contract, and air productions.
Requires BA and acceplance inlo Master of Fine
Arts program which concentrates on TV produc-
tion. $6.600+ September 1991. Dr Robert C.
Wilhams, Chairman. Department of TV/Radio.
Brooklyn Callege, Brooklyn, NY 11210. An AAEO
Employer M/F

Director of communications: Archdiocese of
Detroit seeks director for dept. of communica-
tions. Responsible for supervision of three offices.
Telecommunication, printing/mailing & public re-
lations. Act as spokesperson for Archdiocese,
preparing statements, press releases, efc. Bache-
lor's in journalism or related degree required
(master's preferred) Five yrs. in communication
field and three years telecommunications experi-
ence required. Must be knowledgeable of and
able 1o explain Catholic doctrine. Send resume
and salary expectations to: Human Resources.
1234 Washington Blvd., Detroit. MI 48226. EOE.

Business opportunity: CASCOM Syndication is
seeking individuals who want to own their own
business. You should have broadcast advertis-
ing sales experience and/or video production
knowledge. You will become a full-time exclu-
sive Cascom representative responsible for
marketing a wide variety of industry-related
products including a library of stock graphic
animated effects, custom character productions
like Ernest P. Worrell and Jose Jiminez, pre-
produced generic commercials, station image
packages, a music library, and many other relat-
ed products. You must be a self-starter and want
to earn a minimum six-figure income. This is a
rare opportunity for the right individual! If you
meet the above criteria and are seriously inter-
ested. please call Lee Michaels at 615-242-
8900. EOE.

NELP WANTED TECHNICAL

Satellite technicians: Thrée persons wanted ef-
fective immediately, including lead and "second”
technician lor fly-away systems. International ex-
perience desired, willing to travel on short notice
to exciting locations, domestic and internalional.
Must be comfortable as part of two-man team
operaling alone with direct client and Intelsat/Eu-
telsat coordination responsibilities. Comfortable
with component repair, knowledge of PAL and
NTSC. Best equipment available, full spares with
each system. Class act needs best people. Full
benefits. Send resume, references, salary require-
ments in confidence. Responses evaluated imme-
diately for hiring within thirty days. Please reply 1o
Box E-53. EOE.

Government seized vehic es from $100. Fords.
Mercedes. Corvettes. Chevys. Surplus. Buyers
Guide. 1-805-962-8000 Ext. S-7833.

Government homes from $1 (U repair). Delin-
guent tax property. Repossessions. Your area 1-
805-962-8000 Ext. GH-7833 for current repo list

EMPLOYMENT SERVICES

Reporters: Are you looking for your first or sec-
ond position in TV news? We can help. Call M.T.C.
at 619-270-6808. Demo tape preparation also
available.

Government jobs $16,040-$59,230/yr. Now hir-
ing. Call 1-B05-962-8000 Ext R-7833 for current
federal list.

Resume tapes duplicated 3/4* 20 min., $15
each: New Maxell stock, laser printed label in
hard plastic shipper. Other formats also available.
Call Video Services Company 301-379-5620.

Intetiigence jobs. All branches. US Customs,
DE;\ etc. Now hiring. Call 1-805-962-8000 Ext. K-
7833.

EDUCATIONAL SERVICES

Camera coaching: Sharpen TV reporting and an-
choringfteteprompter skills. Produce quality demo
tapes. Critiquing. Private lessons with former ABC
News correspondent. 914-937-1719 Julie Eck-
hert. Eckhert Special Productions.

Syracuse University Sportscasting Academy,
June 29-July 5 (tentatively). Performance-orient-
ed. Get both TV & radio play-by-play experience
daily. Do simulated live broadcasts at the Carrier
Dome {Big Orange Basketball camp) & MacArthur
Stadium (Syracuse Chiefs Baseball). Create audic
& video tapes of your pe-formances. Work with
veteran network sporiscasters. For more info, call
Syracuse University, 315-443-5404/4181, or write
the Div. of Summer Sessions, Suite 230, 111 Wa-
verly Ave., Syracuse. NY 13244-2320. EOE.

WANTED TO BUY EQUIPMENT

Wanted: 250, 500, 1,000 and 5,000 watt AM-FM
transmitters. Guarantee Radio Supply Corp., 1314
lturbide Street, Laredo. TX 78040. Manuel Flores
512-723-3331.

Used 1" VHS videotape. Looking for large quanti-
ties. No minis or Beta. Will pay shipping. Call
Carpel Video, 301-694-3500.

Top doilar for your used AM or FM transmitter.
Call now. Transcom Corp., 800-441-8454.

Wanted dead or alive! FM transmitters, any age
or power. Will pay shipping. PMA Markeling.
Phone 414-482-2638. Fax 414-483-1980.

Looking to buy new/used broadcast video cam-
era and support gear. No tubes. Ideal BVW 550 or
507 series with Betacam SP recorder. Contact
Gary Hoffman 213-839-7497.

Equipment wanted: Puerto Rico telacaster in
need of 20KW low band VHF solid state TV trans-
mitter and 6-GHZ microwave system. Also need
"A" category 6-GHZ dishes. Please fax availabil-
ities to 809-833-0075.

Need used tower for UHF TV antenna 750" - 1000°
guyed. Call 803-244-1616 ask for Director of Engi-
neering.

50Kw AM: CCA-AM 50,000 (1976). excellent con-
dition. Transcom Corp., 215-884-0888. Fax: 215-
884-0738.

AM and FM transmitter, used, excellent condi-
tion. Guaranteed. Financing available. Transcom.
215-884-0888. FAX 215-884-0738.

1Kw AM transmitters: Cont 314R1 (1986). Harris
BC1H1 (1974), Transcom Corp., 800-441-8454,
215-884-0888, FAX 215-884-0738.

AM transmitters: Collins 820E/F, 10KW (1974),
Cont. 316F, 10KW (1980), RCA BTA 10U, 10KW
(1972), RCA BTA 5L, 5Kw (1977), CCA
AMS5000D, SKW (1972), McMartin BASK, 5KW
(1980), McMartin BA2.5K, 2 5KW (1981), Trans-
com Corp.. B00-441-8454, 215-884-0888, FAX
215-884-0738.

FM transmitters: Collins 831G2, 20KW (1975),
Harris FM20H3, 20KW (1972). RCA BTA 20E1.
20KW (1973), CCA 2500R, 2.5KW (1978), Harris
FM1H3, 1KW (1976), Transcom Corp., 800-441-
8454, 215-884-0888, FAX 215-884-0738.

Transmitters, radio & television: TTC manufac-
tures state-of-the-art low power and full power
television; and FM transmitters 10 watts to S0Kw,
solid state from 10 wall to BKw. Call 303-665-
8000.

FM antennas. CP antennas, excellent price, quiCk
delivery from recognized leader in antenna de-
sign. Jampro Antennas, In¢c. 916-383-1177.

TV antennas. Custom design 60KW peak input
power. Quick delivery. Excellent coverage. Rec-
ognized in design and manufacturing. Horizontal,
elfiptical and circular polarized. Jampro Antennas.
Inc. 916-383-1177.

Betacam tape riot! 5 minutes - $1.00, 10 minutes
- $2.00, SP 5 minutes - $2.00, SP 10 minutes -
$3.00 Sony, Ampex, Fuji. 3M - Call Carpel Video
800-238-4300.

Biank tape, haif price! Perfect for editing, dub-
bing or studio recording commercials, resumes.
student projects, training, copying. etc. Eicon
evaluated 3/4" videocassettes guaranteed broad-
cast quality. Call for our new catalog. To order,
call Carpel Video Inc., toll free, 800-238-4300.

Broadcast equipment (used): AM/FM transmit-
ters. RPU's, STL's antennas, consoles, process-
ing, turntables, automation, tape equipment, mon-
jtors, etc. Continental Communications. 3227
Magnolia, St. Louis, MO 63118. 314-664-4497.
FAX 314-664-9427.

Used television production equipment. Happy
Birthday to us. This month marks our 10th year of
service to the television industry. If you have
equipment to sell or a particular need, call us.
Media Concepts 918-252-3600.

Equipment financing: New or used. 36-60
months, no down payment, no financials required
under $35,000. Refinance existing equipment.
Mark Wilson, Exchange National Funding. 1-800-
275-0185.
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Lease purchase option. Need equipment for
your radio, television or cable operation? NO RADIO
down payment. NO financials up to $70,000. Car- SHuations Wanted An "0|P Wanted M-M"m‘ mt Continved

penter & Associates, Inc. Voice: 504-764-6610.
Fax: 504-764-7170.

Save on videotape stock. We carry 3/4" & 17 AWARD WINNING FEMALE SALESWHIZ/GM
evaluated broadcast qug]ity gvid:lolape. |51/4 ﬁo TALK HOST

min. - $4.59. 60 min - $7.49. All time lengths .

available. Try us you'll like us. Call toli free IVC Nationally known. Good Numbers. You must lqve to sell as well as
800-726-0241. Great audience mix. Bright, recruit & train sales staff. Smaller
Continental 315R1, Serial No. 339, 511 KW, 1090 CO’;:iempgrralry. 9ng.adgdlr|'|g, mf?(;r{lt?d. Mkt California Life style. EQE.
KHz, 803-497-0460. ajor or )arge miccie markel. Resume & References Box E-50.

(213) 288-6534 (Lv. Mess.)

Madison goodies: Tubes, transformers, capaci-
tors, meters. Receiving tubes $5 up. ICOM,

YAESU amateur. Madison Electronics, Houston, H i H Programi

TX. 1-713-729-7300 or 1-800-231-3057. Situations Wanted Ted.m' rog ng

Save $88 - Demo. overstock, repo - composite DIRECTOR OF ENGINEERING IR~ Lum and Abner

clipper, cans, mics, DA's cassette decks, speak- . T 3 ) ‘;3! Are B

ers, etc. - 806-372-5130. 15+ years experience as Engineering Director of re Back
major market AM/FM's. Extensive background -t .. .plling up profits

FM antenna's: Jampro 2 Bay with Radornes includes all phases of technical management: 1 tor sponsors and stations.

(89.5). Jampro 2 Bay with Radomes (95.9), ERI 10 Planning, Budgeting, Construction, Operations. 15-minute programs from

Bay with Deicers (89.9), Shively 4 Bay (88.5), 5 Kw Excellent references. b the gotden age of radio.

Dummy Load - 806-372-5130. Meaet atENsr;B- PROGRAM msmnemgns-ro Ormm

SR Jonesboro, Arkansas 72403 & 501/972-
Sony one-inch editing system. 2 BVH-2000 re-

corders, 1 BVT-2000, 1 BVE-3000A auto control
editor and Lenco RS170A synch system. Call Jim

Brady 317-984-4433, Help Wanted Management ST. PE' ENTERTAINMENT

RADIO & TELEVISION BARTER/CASH FEATURES.
THESE FEATURE SHORTS SELL LOCALLY ALSO
RADIO WEATHERCASTS FROM NATIONAL WEATH-
ER NETWORK AVAILABLE ON A BARTER/CASH BA-

S1S. OUR WIDE RANGING PROGRAMING NOW IN
SYNDICATION NATIONWIOE . FOR INFO ON THESE
INNOVATIVE BROADCAST PRODUCTS

CALL 1-800-772-9847

CBS Radio's flagship all-news station, 3L
WCBS Newsradio 88, has a rare opening for a
Local Sales Manager. This opening was creat- PUBLIC NOTICE
ed due to promotion of the former LSM to APPLICATIONS FOR
General Sales Manager. , CABLE TELEVISION LICENSE
The individual we are seeking must have
extensive and successfut experience in RAYNHAM, MA.

broadcast media sales.

We offer an outstanding compensation Wi WG e G S seep e ol

cations for a Cable Television License

and benefits package, and the opportunity for for a mobile home park service area pur-
growth. Fax or send your resume to: Robin suant 1o the regulations established by
Sloan, General Sales Manager, WCBS the Massachusetts Community Antenna
Newsradio 88, 51 West 52nd Street, New Televlljsiofnl dCotm':niss(ijo;. Agp}licationsl

. may be filed at the address betow unti
York. NY 10019. Fax: 2!2/975'4674. NO 11:00AM on June 3' 1991,

PHONE CALLS, PLEASE. Women and minori-

ties are encouraged to apply. Equal Applications must be filed on the Massa-

chusetts C.A.T.V. Commission Form 100

Opportunity Employer M/F. : and must be accompanied by a $100,
non-refundable filing fee, payable to the

ms Town of Raynham. A copy of the appli-

NEWSRADI cation shall also be filed with the Massa-

chusetts C.A.T.V. Commission.

All applications received will be avail-
able for public inspection in the Town
Clerk’s Office during regular business

More TN JusT THe HEADUNES, hours and for reproduction at a reason-
i able fee.

This is the only period during which ap-
plications may be filed.

% We’ll give you all the credit
FAX (202) 293-FAST

= — &

Or mail to: Classified Dept., 1705 DeSales street, NW, Washington, DC 20036
Deadline is Monday at noon EST for the following Monday's issue

Board of Selectmen
- 53 Orchard St.
Raynham, MA 02767
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Public Notices

The Executive Committee of the PBS Board of
Directors will meet at 9:00 a.m. on April 10, 1991 in
the offices of the Public Broadcasting Service,

1320 Braddock Place, A dria, VA. T i
agenda includes reports from PBS Board
committees on finance, nominating, and

programing, as well as reports on Funding Task

Force and | ion Commities ing:

national pragraming and promotion services,
education services, video marketing, satelliite
replacément, and the 1991 PBS meeling.

—

TELEVISION
Help Wanted Technical Continved

The Subcommitiee on Budget, Finance and
Audit of the PBS Board of Directors will meet
at 1:00 p.m. on Aprl 8, 1991 in the offices of
the Public Broadcasting Service, 1320
Braddock Place, Alexandria, VA. Tentative
agenda Includes FY 1992 G | Assessment
budget, appointment of auditors tor FY 1981,
contract approval procedures, stations on
deferred or advanced payment schedules, and
reports from PBS officers.

The public television Interconnection
Committee will meet at 9:00 a.m. on
Aprii 8, 1991 In the offices of the Public
Broadcasting Service, 1320 Braddock
Place, Alexandria, VA. Tentative agenda
includes satellite replacement, FY 1992
interconnection budget, transponder
utilization, and other business.

Help Wanted Technical

UNIVERSITY OF MAINE
AT AUGUSTA
CHIEF TELEVISION
ENGINEER

OQutstanding opportunity for Chief Engineer to
make an impact as a member of our manage-
ment team. The Interactive Television Systems
is a stalewide network consisting of fiber optic
interconnects, and ITFS microwave transmis-
sion. There are 16 origination classrooms and
77 ITFS receive sites with over 8,000 students
per year earning coflege credit. Chief Engi-
neer is responsible for managing the plan-
ning, design, specitication, construction, doc-
umentation, testing and maintenance of the
network. Requires five years television engi-
neering management experience, with dem-
onstrated management Skills. Successful de-
sign and maintenance experience and
systems development from conception to
completion within hard deadlines. Salary is
low to mid $40's with attractive benefits pack-
age. To apply. send current resume and letter
of application to:

Jack Six,
University of Maine at Augusta,
Augusta, Maine 04330

Screening of applications will begin April 5,
1991. The University of Maine at Augusta is
an atfirmative action /equal opportunity em-
pioyer.

Move Up to
Grass Valley Group

You know who we are. We’ve been leaders in the industry for over
25 years, setting the standards for television, post-production and com-
munications companies around the world. And, we’re not standing still!

As we continue 10 grow in the 90s and beyond, Grass Valley Group is
dedicated to furthering our competitive edge. That’s why we're look-
ing for people who are ready to embark on new challenges and new
technologies while living and working in a rural setting in the Sierra
Nevada foothills.

Grass Valley Group is currently interested in talking with:

NEW PRODUCT DEVELOPMENT MANAGER:

BSEE/BSCS or equivalent; 3+ years’ demonstrated success leading a
multi-functional team.

ENGINEERS: Both Senior Engineers (10+ years’ experience) and
Engineers (minimum 2 years’ experience) in the following areas:

¢ Real-time assembly language programming. Experience with DEC
Macro-11 highly desirable. Knowledge of the design of TV post-
production products helpfiil.

¢ Design in high-speed digital signal processing

* Design of high-speed 68000 family microprocessors

¢ C language programming in real-time, embedded systems. Knowledge
of C++ and UNIX* operating systems preferred

¢ Communications and network software protocols

¢ Digital IC design; versatile in C and UNIX operating systems
environment

¢ Background in analog design

¢ Product packaging design with experience in cooling, serviceability,
regulatory requirements and design for manufacturability

You've seen our expertise, but you haven’t seen a workplace quite like
ours—we have it all! If you’re interested in being a partner in progress,
don’t miss these opportunities to join the action!

WATCH FOR US AT NAB! Arrangements can be made to talk
with us during that time.

Rush or FAX your resume to: Grass Valley Group, Dept. N3-2], 400
Providence Mine Road, Nevada City, CA 95959. FAX: (916) 478-3180.
EOE/M/F/H/V and a Drug Free Workplace.

* Trademark of UNIX Systems Labs, Inc.

[Grass Valley Gr;p@

A TEKTRONIX COMPANY
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TELEVISION
Help Wanted Programing Help Wanted Sales
Promotion & Others
TELEVISION MARKETING
Got your E:})'e on LA? RESEARCH ASSISTANT
We're looking for a small market | | RESPONSIBILITIES: ANALYZE, PREPARE & PRESENT MARKETING
promotion genius whose ready to RESEARCH REPORTS, RATINGS INFORMA-
. o SALES & RESEARCH PROJECTS.

“f/eveg“i‘fﬁg:'“iy"“"e dreamed | | )0 FICATIONS:  BACHELOR OF SCIENCE IN BUSINESS OR
of to work with...but your station MARKETING WITH EMPHASIS IN SALES OR
couldn't afford: PROMOTION. COMPUTER LITERATE, RE-
Multi-channel ADO and Kaleidoscope SEARCH EXPERIENCE, AND STRONG PRE-
-Latest generation paint systems SENTATION SKILLS.
-Digital recording and four one-inch machines APPLY IN WRITING TO: PAMELA FRANCO
-3 M/E switcher with multi-layer keying DIR. OF RESEARCH & MARKETING
-3-D animation IN HOUSE! KPRC-TV
-The best editors anddesigners in the P.O. BOX 2222
business! HOUSTON, TX 77252

KPRC-TV IS AN EQUAL OPPORTUNITY EMPLOYER.

Sound like paradise? Well, it is...
and it's located in paradise:

Beautiful downtown Hollywood! ALLIED FIELDS
Miscellaneous Continved Business Opportunities
If you're ready to dazzle 'em in
tinseltown without making a ELAROVETAGREST! OPPORTUNITY
medium market stop, then rush B, Ha Low Power TV
us your resume and reel - ! retond Ve your Low Power
AL NOW ot Ton application prepared now

California s Balloons for upcoming filing window.
r KCALTV 8002352201 Expert results since 1980....

Advertising and Marketing TR Suite 27

5515 Melrase Avenue TOThLY MESeING 600 W. Hillsboro Bivd.

UP MY "DO". Deerfield Beach, FL 33441

Holiywaod, CA 90038-9149

@Y No phone calls, please. An Equal Opportunity Emplover.

A CALL 401/728-2447.

48] RECORDED MESSAGE. (805) 480-2727

y

Miscellaneous We doubled our station's numbers!
A 530,000 MAIL & PHONE
BLITZ FOR UNDER 59,000
How to Beat a - Wve did it ourselves. Targetted Personaized
Crooked GM or GSM Incredible response! Call me. I'l tall you how
E Art Roberts, CEQ,
at Their Own Game. Roberts/Chermin Bdctg
You can own a completely legal paper and | 213-858-0577. Multiple franchise, New Orleans thru
pencil test system that is absolutely un- Pensacola, operating management in
canny 1n it's ability 1o predict theft, drug place, profitable, long range SCA
abuse and other destructive hehaviors. MAKE MONEY WITH YOUR conteacts, owners réliring for health
Don't hire problems. Results reported FULL-TIME OR DAYTIME AM - onxéz;'g'?raezg? by conteict:
overnight. Oniy $195 per test. Uncondi- It you are in the top 100 markets, or a - : —
tionally Guaranteed. full-time vacation ares, | can help you
Details Free : People Centered Programs make money from your AM, just like BUSINESS SOUND INC.
Box 610171« Dallas. TX 75261-017| old times.
Call Toll Free: 1-800-553-5883 4617 Fairfield Metalrie, LA 70006
23hrs 2 day, 7 durs a week. Box E-49 (504) 455-6229

106 Classified Broadeasting Mar 25 1991



-

Business Opportunities Continved

TATION OWNERS

GET FREE HELP AND GET PAID FOR IT
Accept my students to obsérve radio stalion oper-
atons. Hundreds of markels already parhcipal-
g Will pay you $600 0O for each you accept Ne
Gimimick call

Wanted to Buy Stations

For Sale Stutions Continued

OWNERS - BANKS - TRUSTEES

We are buying bankrupt struggling or
foreclosed AMs! We want to buy your
repossessed AM or other distressed
AM/FM situation! Prefer AM or AM/FM

NORTHERN CALIFORNIA FM

Class A FM CP near beautifui, rapidly
growing college town. Wiil sell all or
majority interest to investor-operator.

with real estate in Northeast mkt. (NY-
NJ-LI-CT-PA) or Florida. Cash, terms.
assumptions, or work-outs: Just about
any physically sound facility with Current
license and good equipment ¢an fit our
flexible purchase criteria. Experienced
owner/operators concentrating in spe-
cialized tormats. Total confidentiality.

Professional Broadcasters
1-800-626-2721 Ext. 430

(916) 895-3365

Only AM/FM stations in small
North Florida market.
Take over debts.

Employment Services

7 r r :+ r riJ1rJrr 71}
r~ . | Ready to close. Principals only. 904-584-2972
i Calitornia Reply Box E-31. or
§  Broadcast Job Bank | 904-584-_95?5& ]
| For appiication information cal For Sale Stations fealiesiateline e
' (9 l 6) 444-2237 l MARCH INTO THIS FM FIRE SALE
| Cattorra Broadcasters Associetion || FOR SALE Texes Class A with Annual Biling & Deposits More

Than Asking Price. Terms available, 1/3 down, aver-
age annual billing around $200,000.00.

JAMAR & ASSOCIATES

i on on oo on o5 =0 o0 on oo oo on el ST A,

Exmore, (Eastern Shore) Virginia
Site, Tower Available

Satellite distribation of your demo-tape to/ . 7.0. BOX 160877, Austin, Texas 78716-0877
ndred of emplyer of ot f woald o B
. have cost you to send a few.
TRADE ] MEDIA BROXERS » APPRAISERS

RADIO e TV e LPTV
A Conlidential & Personal Service

BURT
SHERWOOD..

Amounnum.su-m.mnmn.m.n -
__708—272-4370 “\i

GREAT AM - FM - TV DEALS

FM CP IN OKLAHOMA OR TEXAS
FOR 800 FOOT TOWER, AND
TRANSMISSION LINE OR EQUIPMENT

405-842-9967

3rd Annual 1991 CONFERENCE
May 22, 23 & 24 » Phoenix, AZ ¢ Pointe Resort
Your Resource to a Careerin Sporis
Jobline 1-906-420-3005 $2/min

1-800-776-7877 CALIFORNIA'S TOP RESORT D, 100K . T, TERMS svosc
Fulitime AM/Class B FM AZ.  AWFM POS. CASH FLOW TERMS s225K
Best Financing CIN.MKT. FM CLASS AA MAKE OFFER 750K

JOB HUNTING? $250,000 down WY.  FM 100KW GREAT TERMS $1.950M

During an average wesk over the last year Medialine PLUS MANY OTHER OPPORTUNITIES FL. AM'S SUPER DEALS s

%“p"%ﬁ'.‘ﬂ%’% mu?e 6:) IPIJEW . CONFIRMED TEL;V!SIOI’ FLL.  AMFMCLASSAAC'S $500K-$6.0M
in Owil legories; Reporter.

Rechor (1) Soors () Wewmer o Procuer/oask Wil A % ne. OF NC.  AMFM SM. MKT. S50K DOWN azsk

155 Prcuolkai 112} ants Producsers Fromenon (141 WM . xém, ne. I LPTV(CHICAGO) TERMS sas0x
No rumors — 0o ouldated fisti fagt forward,

rewind and pause tunctions — n ofice staff to anéwer Media Brokers » Consultants FL. TV2INDYS.CF & TERMS $138

questions. FL. TV GULF COAST TERMS $7.5M

FACE IT — NOBODY DOES IT BETTER, Andy McClure Dean LeGras LARRY LEWIS HADDEN & ASSOC. DOYLE HADDEN

CHEAPER OR MORE EFFICIENTLY (415) 479-3484 1-708.850-3292 1385 Ayerawood CL 1-407-385-7832

To subscribe call 800-237-8073/Caliorria 408-648-5200 CHICAGO WINTER SPRINGS, FL.32708 ORLANDO

/ .
xe . FOR SALE
T Lo B e e CP Class C FM, 99.5mhz. Kepper,
Las Cruces, New Mexico.
Call 505-525-3294 after Tupper &
ALLNEW e 7pm Mtn. time or feave msg. Fugatt
JUDI IIVIVL
Press: (1] Radio jobs, updated daily iEEAgEsRe;

[2] Television jobs, updated daily

Hear “talking resumeés”

@] To record “talking resumés'' and
employers tc record job openings

(8] weskly memo to improve your job
search technique

1-900-726-JOBS

1% per min (53627)

OWNER RETIRING
FULLTIME OHIO AM
CLEVELAND/AKRON AREA
Serious Inquiries to:
Box E-45

Piease inciude phone number

(Isn’t NOW the time
for you to acquire?)
300 Knightsbridge Parkway, Suite 360

Lincolnshire, illinois 60069
Phone: 708 / 634-9258
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ATES & FORTUNES

McConnell

Douglas

George B. Douglas III, former senior
VP, marketing and programing, Ameri-
can Cablesystems Corp., joins Cable
Television Administration-and Market-
ing Society, Alexandria, Va., as director
of marketing and program operations.
Kirsten McConnell, from Showtime
Event Television, pay per view, joins
CTAM, Alexandria, Va., as project co-
ordinator.

Del Mayberry, controller, Fox Broad-
casting Co., Los Angeles, named VP,
controller.

John C, Degenhard, acting VP, finance
and administration, WETA-TV Washing-
ton, named VP, finance and administra-
tion.

Jan McDaniel, interim general manager,
Kansas Television Network, Wichita,
Kan., division of parent company,
Chronicle Broadcasting Co., named

Steven L. Randell, general manager,
Jones Intercable, Carmel, Ind., joins Al-
exandria, Va. system in same capacity.

Hoyt Andres, gencral sales manager,
WBRC-TV Birmingham, Ala., joins wvli-
TV Bangor, Me., as general manager,
succeeding Barbara Cyr, who resigned.

Bob May, general manager, KOLX(FM)
Fort Smith, Ark., joins KALB(AM)-
KZMz(FM) Alexandria, La., in same ca-
pacity.

Dolores Goldberg, manager, customer
service, Time Wamer Cable Group,
Brooklyn-Queens division, named direc-
tor. Karen Strada, billing supervisor,
Time Warner Cable Group, named bill-
ing manager, New York.

Lise Markham, general marketing man-
ager, KMPH(TV) Visalia, Calif. (Fresno),
adds duties as VP, station manager.

SALES AND MARKETING

Michael D. Dunlop, general sales man-
ager, KTXA(TV) Fort Worth (Dallas),
joins co-owned KTXH(Tv) Houston, as
director of marketing.

Rick Mills, general sales manager, Ray-
com Sports and Entertainment, joins
KTXA(TV) Fort Worth (Dallas), in same
capacity.

Cheryl Stewart, national sales manager,
WAXY(FM) Fort Lauderdale, Fla., joins
KING-TV Seattle, as account executive.

general manager. Cheryl Cox, account executive,
801 c person
.:-'J'Du dE‘SC ﬂbE-' The imst expenaeed
is the person s

we deliver

*

Joe Sullivan &
Associates, Inc.
42K Norlls Rosd

Southald, MY 1171
{36} T65-50150

KTVU(TV) Qakland, Calif. (San Francis-
co), named national sales manager.

Leigh Burdett, account executive,
WBCN(FM) Boston, joins WFNX(FM)
Lynn, Mass. (Boston), in same capaci-
ty.

Malcolm Mace, executive VP, director
of account management and member of
board of management, DDB Needham,
Chicago, resigned.

Mary Riggs, broadcast business manag-
er, D'Arcy Masius Benton & Bowles,
St. Louis, elected VP and named man-
ager of broadcast business affairs.

Bobbi Bedrick, planning supervisor,
Young & Rubicam, New York, joins
Weightman Advenrtising, Philadelphia,
as senior media planner.

Mike Atterberry, national sales manager
and vendor marketing director, KUPL-
AM-FM Portland, Ore., named local sales
manager.

Connie Bleiweis, advertising manager,
San Diego Metropolitan magazines,
joins KGSw-Tv Albuquerque, N.M., as
account executive.

Appointments at WCAX-TV Burlington,
Vt.: Judi M. Fisher, general and nation-
al sales manager, WLYH-TV Lancaster,
Pa. (Hamisburg), named local sales
manager; Bruce Grindle, general sales
manager, WPTZ(TV) North Pole, N.Y.
(Plattsburgh), named national sales man-
ager and Judy Shaw, media director,
Burch & Co., Burlington, Vt., named
account executive.

Beth Dore, account executive, WDOT-
(AM) Burlington, Vt., joins WVNY(TV),
there in same capacity.

Charles W. Pfaff, regional marketin
specialist, KMPH(TV) Visalia, Calif.
(Fresno), named local marketing manag-
er.

Appointments at Katz: Michele Kazian,
sales assistant, Eastman Radio, Philadel-
phia, named account executive, Christal

Radio there; Carol Tate, broadcast su- -

pervisor, The Martin Agency, Rich-
mond, Va., named to same capacity,
Banner Radio, Philadelphia; Zora Han-
rahan, account executive, KROQ-FM Pas-
adena, Calif. (Los Angeles), named ac-
count executive, Christal Radio, Los
Angeles, and Clifford McKinney, sales
executive, Continental division, St.
Louis, named to same capacity, Katz
Television Group, Denver.
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Kathy Standage, partner, Media _Plus
Advertising, San Antonio, Tex., joins
KENT-TV, there as account executive.

Chris Van Name, manager, sales, Time
Warner Cable Group, New York, named
director. Michelle Pierre, supervisor,
sales administration, Time Warner Ca-
ble Group, New York, named manager,

Tracy Boschert, local sales manager,
KMBC-TV Kansas City, Mo, , named gen-
eral sales and marketing manager. Bob
Brandt, national sales manager,
KSDK(TV) St. Louis, joins KMBC-TV as
national sales manager.

Liz Cearley, formerly from KFMK(FM)
Houston, joins KLTV(TV) Tyler, Tex., as
account executive,

Mel Woods, se-
nior VP and chief
financial officer,
DIC Enterprises,
joins Saban Enter-
tainment, Bur-
bank, Calif., as
president.

William  Reilly,
VP and general
manager, U.S. di-
vision, Konica
USA Inc., joins
International Cablecasting Technologies
Inc., New York, as VP, affiliate sales
and marketing.

Julie Kane-Ritsch, associate, Loeb and
Loeb, joins Hanna-Barbera Productions
Inc., Los Angeles, as director, legal af-
fairs.

William F. Phillips, VP, production,
NBC Productions, joins Columbia Pic-
tures Television, Burbank, Calif., as se-
nior VP, film production,

Stephen Friedman, director, research,
Twentieth Television, Los Angeles,
named VP, research.

Elaine Cohen, VP, East Coast, Republic
Pictures Productions, joins Hearst Enter-
tainment Productions, New York, in
newly created position as VP, East
Coast development.

Wendy Ferren, director, pay television,
Walt Disney Television, Burbank,
Calif., named VP, pay television sales
and administration.

Comedy production writing team of Al-
lan Neuwirth and Gary Cooper, join
Boardwalk Entertainment, New York,
creating television scripts.

Linda Prozeller Tobin, VP, media de-
partment, French merchant bank Credit
du Nord, New York, joins Worldvision
Enterprises, there as director, interna-

tional sales administration.

Mary Ann Lulewicz, research analyst,
King World Productions, New York,
named research manager.

Appointments at Home Box Office,
New York: John Newton, VP, original
programing, The Comedy Channel, adds
duties as VP, comedy, East Coast,
HBO. At CTV: The Comedy Network:
Laurie Zaks, VP, talent relations, Ha!
The TV Comedy Network, named VP,
talent and development, special pro-
grams; Mary Salter, executive VP, Ha!,
named head of production; Gloria
Banta, producer, Ha!, named VP, de-
velopment; Julian Goldberg, VP, pro-
graming, named executive producer,
Short Attention Span Theater; Mark
Chusid, from Lifetime Television,
named VP, on-air promotion; Carol
Sussman, director, acquisitions, Ha!, to
same capacity; Ben Zurier, director,
scheduling, The Comedy Channel,
named director, program planning, and
Dorian Winship, director, production
management, named director, produc-
tion operations.

James J. Cavazzini, executive VP, Mad-
ison Square Garden Network, joins Nos-
talgia Television, Los Angeles, as senior
VP, affiliate sales, succeeding Morgan
Lambert Howe, resigned.

David Hedrick, television research ana-
lyst, Group W Productions, joins

amer Bros. Domestic Television Dis-
tribution, Burbank, Calif., as senior an-
alyst, off-network. Mark Howard, from
Financial News Network, joins Warner
Bros. Domestic Television Distribution,
Burbank, Calif., as senior research sys-
tems analyst.

Merrill H. Karpf, founding partner,
Schaefer/Karpf Productions, Los Ange-
les, joins Davis Entertainment there as
executive VP, television.

Melissa Wohl, director of special market
sales, Hearst Entertainment, joins
wTTW(TV) Chicago, as director of world
sales and co-productions. Jim Arntz,
writer and producer, WTTW named exec-
utive producer, arts and entertainment
program development.

Michelle Mercer, administrative assis-
tant to executive VP, programing, Em-
mis Broadcasting, joins WBMX(FM) Bos-
ton, as music and research director.

Daniel R. Gammon III, operations man-
ager, NBC’s Skycom, joins Conus
Communications, Minneapolis-St. Paul,
as regional coordinator, Northeast re-
gional cooperative, located at WwWOR-TV
Secaucus, N.J.

Shelley Blaine, regional VP, affiliate re-
lations, Eastern region bases MSO’s,
Arts & Entertainment Network, New
York, named staff VP, Canada and spe-
cial markets, affiliate sales department.

—

NEWS AND PUBLIC AFFAIRS

Greg Groce, director, Associated Press
cable television service, named director
of administration, Associated Press
Broadcast Services, Washington, Caro-
lyn Jones, former news director, wOBM-
AM-FM Toms River, N.J., joins Associ-
ated Press, Newark, N.J., as broadcast
editor.

Steve Holt, bureau chief, Group W,
Washington, joins WINS(AM) New York,
as news director.

Steve Gendel, medical reporter, KNBC-
TV Los Angeles, joins CNBC, New
York, as chief science and medical cor-
respondent.

Marty Uribes, freelance general assign-
ment reporter, KCBS-TV Los Angeles,
joins KRON-TV San Francisco, as general
assignment reporter.

Joe Maar, senior producer and director,
WTOL-TV Toledo, Ohio, joins KTVU(TV)
Oakland, Calif. (San Francisco), as pro-
ducer and director.

Mark Zonca, 6:30 p.m. producer,
woOTv(TV) Grand Rapids, Mich., named
6 p.m. and 11 p.m. weekend producer.

Shellee Smith, investigative reporter,
WCBD-TV Charleston, S.C., joins WXYZ-
Tv Detroit, as general assignment re-
porter.

Jeanine L’Ecuyer, executive producer,
WFMY-TvV  Greensboro, N.C., joins
KPNX-TV Mesa, Ariz. (Phoenix), as in-
vestigative reporter.

Dennis Bounds, co-anchor, KSLA-TV
Shreveport, La., joins KING-TV Seattle,
as morning and noon co-anchor.

Joseph Seldner, from Tele-Communica-
tions Inc., joins Group W News Ser-
vices, Los Angeles, as executive pro-
ducer, The Entertainment Report.

Frances L. Day, director of public show
division, Atlanta Market Center, joins
KCPT(Tv) Kansas City, Mo., as major
gifts officer.

Perry Boxx, news director, WWMT(TV)
Kalamazoo, Mich. (Grand Rapids),
joins WVYTM-TV Birmingham, Ala., in
same capacity.

James Lynch, 5 p.m. anchor, KTVE(TV)
Monroe, La,, joins KLTV(TV) Tyler,
Tex., as weekend anchor and reporter.

TECHNOLOGY

Mitch Montgomery, from Comark, joins
Harris Allied Broadcast Equipment,
Chicago, as television district sales man-
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ager, North Central United States, suc-
ceeding Jim Woods, named sales man-
ager, Europe and Africa.

Jeff Feinberg, program manager, Private
Satellite Network Inc., New York,
named senior program manager. Dan
Marzullo, manager of engineering,
PSN, New York, named director of en-
gineering.

Russell A. Fraser, transmitter engineer,
WCAX-TV Burlington, Vt,, named satel-
lite truck engineer.

Appointments at Time Warner Cable
Group, New York: Cesar Beltran, man-
ager, information systems, named direc-
tor, information systems; Michael Va-
lentin, supervisor, information systems,
named manager and Ken Bugliari, con-
struction supervisor, named manager.

PROMOTION AND PR

Alan Daniels, director of advertising and
promotion, Columbia Pictures Televi-
sion, Burbank, Calif., named VP, cre-
ative services.

Maxine Lym, senior writer and produc-
er, KPIX(Tv) San Francisco, joins
KTvU(TV) Oakland, Calif. (San Francis-
¢0), as manager of news promotion.

John Caponiti, from Burlas and Capon-
iti, joins The Kamber Group, Washing-
ton, as director of accounting services.

Scott Corzine, director of merchandise
marketing, Prodigy, joins Broadcast
Data Systems, New York, as VP, sales
and marketing, music division.

Therese Berkowitz, supervisor, creative
services, Time Warner Cable Group,
New York, named supervisor.

Anita Casale, from KMYI(FM) Armijo,
N.M., joins KGSw-Tv Albuquerque,
N.M., as children’s club host and coor-
dinator.

CRONKITE, MINOW LEAVE (BS BOARD

Walter Cronkite told BROADCASTING he was resign-
ing from the CBS Board after 10 years. Along
with the expected resignation of Newton Minow (ses
““Closed Circuit,”” March 18), the two departurcs
leave the board with no members who have prior
experience in broadcasting. However, Cronkite sug-
gested this was not a problem: ‘‘You can’t deny ths
biographical evidence, but on the other hand, several
members have been there for a very long time during
which they have been dedicated students of the indus-
try’s problems.’”” The newsman acknowledged thai
sometimes there was a conflict between the needs of a

news organization and the bottom-line responsibilitics of the board: '“This
is something 1 spoke to on occasion as a board member,'" he said.

ALLIED FIELDS

Michael E. Hobbs, senior VP, policy
and planning, Public Broadcasting Ser-
vice, named senior fellow at Public
Broadcasting’s Hartford Gunn Institute.

B. Dwight Perry, partner, Dow, Lohnes
& Albertson law firm, Washington,
named managing partner, succeeding
Daniel W. Toohey, who returns to law
practice, concentrating on telecommuni-
cations, state governments, regional and
local issues and international business.

New appointments at Vitt Media Inter-
national Inc., New York: Anthony M.
Cerrato, William Morton, John M.
Power and Michael J. Siegel, group
VP’s, named senior VP’s. Stu Bodow,
VP, named group VP.

Bill Eggertson, from Canadian Manufac-
tures & Retailers Council, joins Radio-
Comm Association of Canada, Toronto,
as executive director.

Ed Hartley, program  director,
WTKN(AM} Pinellas Park, Fla. (Tampa),
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forms The Talk Radio Co. programing
consulting firm, Seminole, Fla.

New officers at Arizona Cable Televi-
sion Association, Phoenix: Tom Hom-
mel, Paragon Cable, Prescott, Ariz.,
president; Mary Manning, Post-News-
week, Phoenix, VP and Gregg Holmes,
Times Mirmor Cable of Arizona, Phoe-
nix, secretary/treasurer.

DEATHS

Jay C. Bowles, 48, former broadcasting
executive, The Associated Press and
media broker, Blackburn & Co., died
March 17 after cerebral hemorrhage in
Atlanta. Bowles began |7-year tenure
with AP as night editor, Memphis, in
1964. He had stints in Chattanooga,
Tenn., Charlotte, N.C., and later was
appointed deputy director, broadcast ser-
vices, New York. He resigned from AP
in 1981 to join Blackburn & Co. He is
survived by daughter, Regina; son, Ja-
son; mother, Eloise and sister, Lucy
Newton.

Barry Wink, 61, director of photogra-
phy, National Basketball Association
Entertainment, died of cancer March 16
in Monmouth, N.J. Wink joined NBA
Entertainment in 1985 and was responsi-
ble for weekly TV program, NBA Inside
Stuff. He is survived by three sons, Mi-
chael, Gregg and Peter, all of whom
work in sports production.

Jack Roche, 86, radio and TV writer and
producer, died in Bronxville, N.Y.,
March 13 of complications from broken
hip. Radio and TV credits include Duf-
fy's Tavren, Bob and Ray, The Danny
Thomas Show, Pete and Gladys and
Highway Patrol. He is survived by his
wife Joan, and son, Terence.

Charles Herbert, 85, TV actor, died of
stroke March 12 in Fort Lauderdale, Fla.
Herbert portrayed ‘‘Marlboro Man”
cowboy for eight years and appeared on
F.A.O. Scwartz TV commercials.
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FIFTH ESTATER

STEVEN BORNSTEIN: ESPN’S TEAM CAPTAIN

teven Bornstein is a man with a

challenge. During the past 11

years that he has worked at ESPN,
the network has seen tremendous
growth. But it is now what many call a
mature business and, as its president
since last September, Bornstein is being
called upon to keep the network expand-
ing at a time when such growth is going
to be hard to come by.

*‘ESPN’s challenge may be greater in
the next 10 years than it was in the first
10,”" said former ESPN president Roger
Werner, who recommended Bornstein
for the job when he left to head up Bill
Daniels’s new company, Prime Venture,

Following Werner is a challenge in
itself. Werner had a certain ‘‘panache”’
that Bornstein lacks, said one observer,
an assessment Bornstein does not dis-
pute. But, says Bornstein, while he
lacks some of Warner's style, he is
“‘more of a hands-on type of operator.”’
And says Jeff Ruhe, president, Sports-
Channel America, Bornstein also gets
high marks for being not only a
‘‘smart, tough guy, but also a decent
guy to deal with. And he plays it
straight, which is nice.”” Still, one of
the roles Bomstein will likely find
himself trying to fill is that of spokes-
man for the cable sports industry. For
now, he appears somewhat reluctant to
impose his opinions about the future of
the industry, from pay per view to
sports rights, on others.

Bornstein is the first to acknowledge
that he is still growing into the job of
president, especially the advertising and
affiliate relations side of running the
business. Outside events are making the
learning curve a bit tougher, too, since
Bornstein stepped into the position just
as the bottom was dropping out of the
sports marketplace. ‘“The job, initially,
was more difficult than I had anticipated
because of the economy,’’ he says.

Bornstein had been the number two
person at the network under Wemer,
having been named executive vice presi-
dent, programing and production, in
1988. At age 38, most of Bornstein’s
career has been at ESPN, and virtually
all of it in programing and production.
Through his various posts, he has
shaped the content and direction of

ESPN’s on-air look. He played a key
role in getting the high-profile, though
costly, Major League Baseball and NFL
packages onto the network. The NBA
and “the NHL remain the only major
sports ESPN does not have in its current
portfolio, although it looks like hockey
could soon find its way onto the network
on a limited basis when SportsChannel
America’s NHL con-

lower-profile sports will likely get harder.
*“It will be real difficult for us to come up
with the next America’s Cup,”’ Bornstein
acknowledged.

Bornstein sees ESPN headed in the
direction of ‘‘continuing to define what
we do well,”” with much of its expansion
happening in the international arena and
home video. Although ESPN program-
ing is seen in 60 countries, ‘‘none of the
international markets is particularly
strong yet,”” he says. ‘‘Sports news and
information is a franchise we’ll also de-
vote more and more of our resources to
and which will enhance our reputation
and the value of the service.”

Pay per view is a possible, though at
this point unlikely, direction. ‘‘We have
no plans to implement it. We haven’t seen
anything that really excites us, anything
that will be a better delivery service than
what we have,” said Bornstein, who dur-
ing his tenure at the PBS station wosu-Tv
in Columbus, Ohio, produced the
Wamner-Amex interactive Qube system’s
first PPV sports event

tract is up at the end of
this season.

An avid spectator of
tennis, golf and auto
racing, as well as foot-
ball, Bornstein remains
intent on keeping up the
quality of more than
just high-marquee pro-
graming and, by doing
so, increasing the net-
work’s importance to its
viewers. ‘'ESPN is a lot
more than 175 baseball
games and 13 NFL
games. It’s real strength
is the nearly 100 hours
of original programing
a week we put out
there, and that is where
['ve spent most of my
time—developing  that
and helping to imple-
ment it,”’ he said.

Steven Michael Bornstein

President and chief executive
officer, ESPN, New York; b.
April 20, 1952, Paterson, N.J.;
B.S., film, University of
Wiscongin, 197}; remote crew
chief, wmvs.Tv Milwaukee, 1975-
1977, producer/director, WosU-TvV
Columbus, Ohio, 1977-1978;
executive producer, 1978-1980;
manager, program coordination,
ESPN, 1980; director of
programing, 1981; vice president,
programing, 1983; senior vice
president in charge of network
operations, 1985; executive vice
president, programing and
production, 1988; present
position since September 1990,
m. Sharon Leonard, October 8,
1982; children: Cori, 20
(stepdaughter); Alanna, 6;
Carly, 2.

(Ohio State football).
Nor does Bornstein
see ESPN pgoing after
playoff and champion-
ship games that current-
ly air on the broadcast
networks. ‘‘There will
be certain sports that
need the broad distribu-
tion that over-the-air
networks deliver. It’s
not in our interest to
compete for post-season
games,’’ he said.
ESPN, though, could
find itself tangling for
sports rights with the re-
gional sports networks,
which are often talked of
as up-and-coming pow-
erhouses. But Bornstein
says they are no more
competitive to ESPN
than any service. But if

That has meant trying to be innovative
with lower profile sports, such as develop-
ing the first flag-to-flag auto racing cover-
age, covering the NFL draft and making
the America’s Cup a household name. But
finding and building excitement around

the two major bodies of regional networks
(SportsChannel and Prime Network)
merge, as many expect will happen one
day soon, and combine their backdrop
national services, ESPN could finally
have a viable cable competitor. ]

Broadeasting Mar 25 1991

Fifth Estater 111




IN BRIEF

Arbitron soid cuble peneirotion reached
59.2% in Febrvary, or 54,955,000 homes,
6% growth over year earlier figure,

Comcast announced 21% operating cash
flow increase in 19990, from $224 million
to $271 million, on 17% revenue in-
crease, from $562 million to $657 mil-
lion. Increases in interest expense
caused net loss to increase from $149
million to $178 million.

Total of 8,718,208 doss A and 2,737,632
duss B shares of Tele-Communiwtions Inc.
stock were tendered last week in ex-
change for stock in spinoff company,
Liberty Media. Low level of participa-
tion (there are 417 million shares of TCI
class A) equates to about $172 million in
stock assets and will reduce borrowing
capacity of Liberty. Company said it
plans o distribute company stock on or
about March 28.

Imagine Films Enterfainment is folding iis
imagine Television division, terminating
its exclusive production partnership with
MCA Inc, and will lay off 30 of 80
employes, Half of those to be laid off at
end of March, according to Mike
Meltzer, Imagine’s chief financial offi-
cer, are from production company’s TV
division. Fortunes within that division
turned for worse recently with MCA TV
discontinuing syndication of ratings-
starved My Talk Show in late night slots,
and NBC’s cancellation of Parenthood
from prime time schedule. Imagine also
had Shelly Long series in development,
but CBS declined pilot order. Meitzer
said split with MCA was “‘clean’’ since
MCA didn’t hold any outstanding stock
in Imagine, only warrants and deben-
tures. Meltzer said Imagine is now
*““free” to pitch projects to other studios
for programs that ‘‘warrant develop-

BEST IN THE BUSINESS

aniel Burke, president-CED, Capital Cities’ ABC Inc., was chosen as

Financiol Workd magazine’s 17th annual CED of the year. The award was
presented 1o Burke last Thursday (March 21 at a banguet at New York’s
Waldort-Astoria Hodel, The banguet, also a fundraising effort to benefit the
U.5. Olympic Committee, generated $352,500 for the 1992 U.S. Olympic
teamns. Pictured (I-r); Douglas A, Mclntvee, president, and Mark J. Meagher,
chairman, Firancial World, Burke, and Harvey Schiller, executive director,

LS. Olympic Comminee

ment.”” Among those to be let go are
Imagine TV President Andrew Suskind,
Senior VP Joyce Brotman, VP Todd
Bergesen, Creative Affairs VP Richard
Pierson, Telefilm and Miniseries VP
Judy Ranan and Manager Lisa Bloom.
Imagine was founded in 1985 by co-
CEQ’s, producer Brian Grazer and di-
rector Ron Howard, and went public
next year,

As expected, (BS News correspondent
Lesley Stahl hos been named to repluce
Harry Reasoner as co-editor of 60 Minutes,
leaving open her role as Face the Nation
anchor and chief White House corre-
spondent. Washington-based CBS News
correspondents Bob Schieffer and Susan
Spencer are said to be among top con-
tenders for anchor job at Face the Na-
tion, while another Washington-based
CBS News correspondent, Wyatt An-
drews, is rumored to be frontrunner for
White House post. Andrews and CBS
News correspondent Randall Pinkston
will cover White House until replace-
ment is named. Stahl's first 60 Minutes
assignment could air before end of cur-
rent season.

FCC accepted settlement of final RKO Gen-
eral station and allowed transfer of
KrRc(aM) San Frandsco fo South Jersey Ra-
dio Inc, which will then sell station fo
Bedford Broadcasting Co. for $8 million.
RKQO will receive $4,193,000, while
other competing applicants will split re-
maining $3,807,000. Because of mis-
conduct of parent company, including
allegations of overseas bribery, improp-
er advertising transactions and lack of
candor while disclosing information to
FCC, FCC actions over years cost RKO
license of WNAC-Tv Boston (valued near
$400 million), and forced sale of 12
other stations at ‘‘substantially less’
than full value.

Price of wman-1v Baltimore would be cut by
$30 million, to $125 million, if settle-
ment is reached on lawsuit filed by sell-
er, Gillett Holdings, seeking to force
buyer, Scripps Howard, to go through
with purchase (BROADCASTING, Feb,
18). Scripps Howard had filed motion to
dimiss case asserting lack of court’s ju-
risdiction or, alternatively, seeking to
transfer case from Chicago to Maryland.
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Birch Scarborough of Coral Springs, Fla.,
released results of its winter 1991 survey
for nine of top 10 markets (BROADCAST-
ING, March 18). Last week, numbers for
10th market, Houston, were released (fig-
ures are for persons 12-plus, Monday-
Sunday, 6 a.m.-midnight.): Station/for-
mat/fall 90/winter 91: KMIQFM),
Urban, 9.3/9.1;, KIKK-FM, Country,
8.2/9.0; kILT-FM, Country, 8.0/8.4;
KLOL(FM), AOR, 8.4/7.3; KKBQ-AM-FM,
CHR, 5.8/5.9; KHMX(FM), Mix, 6.3/5.2;
KTRH(AM), News, 3.6/4.8; KRBE-FM,
CHR, 4.1/4.0; KHYs(FM), Urban,
3.4/3.7, and KLTR(FM), AC. 4.2/3.7

Opponents of digital audio transmission
by satellite were temporarily heartened
by decision of U.S. Court of Appeals for
District of Columbia last week ordering FCC
to reconsider 1989 award of L-band spec-
trum (frequencies near 1500 mhz) te
American Mobile Satellite Corp. (AMSC),
consortium of Hughes Communications,
McCaw Cellular and several other major
communications companies. But
planned 1994 introduction of mobile sat-
ellite digital audio service by Radio Sat-
ellite Corp. (RadioSat), Long Beach,
Calif., member of AMSC consortium.
will not be delayed by decision. Under
FCC ruling, AMSC was to control allo-
cated L-band frequencies and choose
which mobile radio and data transmis-
sion service providers were to operate
within it. Court said allocation to AMSC
was “‘arbitrary and capricious’’ because
it bypassed *‘statutorily prescribed com-
parative hearing procedure.”’

MCA TV is rolling out 35-title film package,
Universal Pictures List of a Lifetime, for
immediate release to stations on an un-
disclosed cash basis in domestic syndi-
cation. Most film packages are sold to
trigger one or more years after their ini-
tial sales launches, but MCA TV Presi-
dent Shelly Schwab said that culled titles
from Universal Pictures’ library are tar-
geted to fill stations’ ‘‘immediate need
for popular, saleable features in prime
time.”” MCA TV spokeswoman said this
is first time company has pulled its
“best’’ titles from five previous movie
packages. Titles include ‘‘The Deer
Hunter,” *“*Melvin and Howard,”’
*‘Earthquake,”” *‘The Hindenberg,”
“*American Graffiti,”” *‘Heroes,”” ‘“‘Car
Wash,”” “‘Rooster Cogburn,”” “*The
Blues Brothers,”” ‘“‘The Great Waldo
Pepper,” ‘‘Midway’’ and Alfred Hitch-
cock’s “‘Frenzy’” and ‘‘Family Plot.”’
Each title will be available for six runs
over four years.

FC is secking comments on two options
for LPTV license renewal announcements.

CPB ASKS CONGRESS FOR EDUCATION FUND

n his first appearunce before Congress since being elected CBP chaisman
last October, Marshall Tumer, with CPE President Donald Ledwiy, asked
Congress to create 4 376 million Public-Telecommunications-for-Education
Fund beginning in fiscal 1994, CPH also reguested a 5279 million appropria-
tion for its own operations n that vear—3 19 million higher than recommended

by the White House,

CPB. Turner told the Senate Labor, Health and Human Services, Education
and Related Agencies Subcommitice, ““has designed a multiyear plan to
expand significantly the role of public broadeasting in developing and deliver
ing new educational programs and services.”” Turner said the plan would
couple the public TV end radio “infrastoecture, . with business and education
to help reverse the downward trend in academic achievement.”” Earlier this
month, 19 congressmen. including Houze and Senate communications sub-
committee chairmen, spomsored a two-day Capitol Hill demonsiration of
interactive satellite, videcdisk and other technologies already vsed by public
broadcasters to deliver educational materials fo U5, schools {BROABCASTING,

March 18).

First option, proposed by Community
Broadcasters Association, which sub-
mitted petition initiating FCC action, al-
lows LPTV operators who originate own
programing to make announcement as
close to current rule’s specified time as
possible, and to omit reference to public
files if station does not keep any
(LPTV’s are not required to). Second
option would extend to all operators rule
requiring newspaper publication an-
nouncements by licensees that do not
generate their own programing.

Hours after last Wednesday’s (March
20) broadcast of NBC’s Unsolved Mys-
feries, Dennis DePue, who was wanted
by Michigan authorities for allegedly ab-
ducting and killing his wife last Easter,
apparently committed suicide after shoot
out with Mississippi police. DePue ran
roadblock at state border after Louisiana
police pursued his van to state line.

USIA requested $1.059 billion budget for
fiscal 1992, which is $52.8 million more
than FY 1991. Budget includes $196.94
million for Voice of America ($13.63
million increase), $98.43 million for ra-
dio construction ($8.8 million decrease)
and $33.15 million for WorldNet ($2.78
million increase).

David BarHett, RTNDA president, said he
“gbjedts strongly to any prohibition on the
exerdse of journalistic discretion in the
scheduling on short notice of news and
informational  programs.” Comment
came in letter to Senator Wendall H.
Ford (D-Ky.) because Senate is consid-
ering legislation that would force broad-
casters and cablecasters to sell non-
preemptible advertising at lower cost
premptible prices. Measure, Bartlett
said, would prevent preemption of
shows containing paid political message

under any condition, including news
specials,

Genoral Instrument Corp. nomed Thomas
Dumit acting general manager of Video-
Cipher Division. Dumit was senior VP-
general counsel for Whitman Corp.,
Chicago-based parent of Pepsi, Midas
and other companies. He replaces J.
Lawrence Dunham who left post as Vi-
deoCipher president last month.

NBC has licensed Gemerations, racially-
mixed daytime drama, to Black Entertuin-
ment Television beginning this fall. BET
has two-year rights to 470 episodes.

TV Marti transmitter should be airborne by
month’s end, 10 weeks after it broke free
of tether and crashed into Everglades
National Park. Also, FCC gave TV
Marti approval to use ch. 13 at Key
West, Fla. Since channel was previously
allocated to Palmetto Broadcasters, li-
censee of weTw(Tv) Key West, USIA
paid $1.3 million so Palmetto would
turn its license back to FCC. Palmetto,
which leased time to TV Marti, had deal
to transfer station and lease agreement to
Jacksonville Educators Broadcasting for
$542,500 (**Changing Hands,’” May 18,
1990). FCC spokesman said frequency
remains in public spectum and will be
re-authorized to non-government user as
soon as TV Marti no longer uses it.

Discovery Channel is planning to show
USSR-Georgian State Television-produced
tribute to Voice of America juzz commenta-
tor Willis Conover. Arts & Entertainment
is expected to rebroadcast program as
well. Conover has produced more than
20,000 programs while at VOA, and has
been credited with introducing jazz to
Soviet Union and Eastern Europe.
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EDITORIALS

Committed to the First Amendment and the Fifth Estate
BY THEIR VOTES 5,‘25‘3_2?.L’f&?ﬁf&ﬂf‘:&’é‘l:ii?:?;‘;iy‘%i';iiffé,”a%‘l%‘;%?;li‘f
YOU SHALL KNOW THEM but posiionea o presper e work of ither brosdeast o fiber

delivery, of traditional or high-definition television, buttressed
by a dual revenue stream that is its hedge against a depressed

n the final analysis, the commission vote on fin-syn will ad market. Many of its problems stem from the industry’s

tell how successful that agency has been in solving that exponential growth and impressive cash flows—albeit at the

dilemma. If it’s 5-0, you can bet a viable compromise has price of enormous capital investment and debt. All in the Fifth
been reached. If it’s 4-1, there’s a problem. If it’s 3-2, get Estate should have such problems, and prospects,

ready for hearings on the Hill.
On March 14, the vote would have been 3-2. This page "

believes it’s not beyond imagining that the vote on April 9 will M Hs UNMKED

be 5-0. If so, it will be because the process has finally gotten

everyone’s attention. Which is to say, the prospect of immi- A

just-released study by the Los Angeles Times reveals a
quite different picture of campaign spending than one
proferred by many political ‘‘experts’” bent on round-

nent disaster has energized not only the patties but the com-
missioners as well. There hasn’t been this much real dialogue
since the docket was opened.

It’s still too soon to discern the fin-syn decision’s final ing up the usual suspect: television. It is a picture that gives
shape. Surely it will not be as hard on the networks as was the the lie to charges that the cost of TV advertising is what has
original Barrett plan. Fox will certainly come out with some driven up the price of getting elected.
guarantee that it can continue to nurture its network while The study, based on computer analysis of some 450,000
staying in the syndication business. Hollywood’s interests will individual expenditures, found that just over one-third of the
continue to be safeguarded in important respects. money spent in Senate races and only about one-fourth of the

When all is said and done each of the five FCC members money spent in House races was spent on advertising in ail
will have made significant contributions to the final result. As media (television, radio, newspapers and billboards). That is
it should be. far less than the 50%-75% numbers for TV advertising alone

tossed out by campaign reformers who have targeted television

as the easiest deep pocket to pick.
wonln 0" A WIRE As the Times pointed out, the study’s findings support the
theory of another school of campaign finance critics who hold
that *‘the cost of elections is not growing because of any single

igital compression, retransmission, effective competi- expenditure but instead because special interests are willing to

tion, more regulation, better public relations, telco en- supply candidates with more and more money.”” For House

try, wireless access, dish access, pay slippage, rate races, in fact, overhead costs—you know, paper clips, pencils,
hikes, programing shakeouts, fiber, HDTV. The list could go travel, hotels, food, entertainment and that catch-all ‘‘etc.””—
on but, clearly, cable has a lot to talk about at its’annual top those of advertising. The advertising category also in-
convention in New Orleans this week as it faces an unclear cludes the monies paid to media consultants, no small sum and
reguiatory and technological future, but one rich with promise. one which likely goes to general campaign strategy as well as

The cable industry continues to learn that the downside of to producing and placing TV spots, the paper points out.

the kind of high profile success it has enjoyed over the past It looks like the politicians will have to find another witch to
decade or so is that everyone wants a share. Telco and wireless hunt.

cable operators are looking to get in on the action; city fathers
want to reclaim some of the franchising clout lost to the Cable
Act, country dwellers—pining for the prescrambled days of
rural free delivery—lobby for their “‘right’” to the cable pro-
gramer’s satellite feed; broadcasters, whose programing has
been integral to cable’s success, understandably want to secure
their position on the wire as well as the airways, while cable
subscribers want to pay less for cable while getting better
service.

Many still see pricing and customer service as the key issues
that the cable industry must address, either substantively or
through improved public image campaigns (or likely some of
both). In constituent complaints about cable service, Congress
has found an itch it can earn points scratching.

In the past week or s0, BROADCASTING has talked one-on- Drawn for BROADCASTING by Jack Schmidt
one with some of the major players in the industry—TCI’s “It's a pilot for a reality show called 'Survival.' It's all about
John Malone (March 18), HBO’s Michael Fuchs and NCTA | making it to the fall schedule.”
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e-Februgry 18 - Satellites,

e-Fabrusn: 2§ - Transmitiers,

e March 4.-.Camsorac,

& March-H-~Graphics & Eftects.

o March.18 - Badio,

e-March-26 - High-Delinition Telavision,
@ Aptil 1 - Videotape.

@ April 8 - NAB Advance.

® April 15 - NAB Convention.

@ April 22 - NAB Wrap-up.

F0ur weeks For the third consecutive year, Broadcasting®! takes you "on the road" to
and through the NAB Convention. Each week, we'll track the 1991
that can pretty product introductions and new technology. And each week, our exclusive
much 11] ake y0ur travels will update the issues that manufacturers and the decision-
makers who sign the checks will be talking about. Broadcastingt...uniquely
whole Year. cquipped to take you on the road to NAB, 1991.

Broadcasting:

‘Positioned for the next 60 years.




Allwe need
IS aminute
of your time.

Just ;60 of prime time to get our recruiting message out.

Because more than ever before, it’s a message that
deserves to be heard.

The National Guard makes up about one-half of our
nation’s combat forces. And we need men and women
to help keep us strong-ready to protect your community
and defend your country.

It's a commitment that takes dedication. Guardsmen
give at least two weeks a year and two days every month
to the Guard-and to you. Is:a minute of your time really
too much to ask? .

Run our spots whenever possible. And if you can't.
spare a minute, we'll settle for :30. Even :20 or :10.

To obtain free dubs of Air and Army National Guard
PSAs write: National Guard Bureau, Advertising
Distribution Center, P.O. Box 1776, Edgewood, Maryland
21040, Attn: SMSgt Pat Campbell.

[Etional ,,

— Americans at ther best.
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