BroadcastingzMay6

Reaching over 117,000 readers every week 60th Year 1991
TOPOF THEWEEK / 19 TELEVISION / 30 RADIO /33
Exclusive accounting of three-network CBS plans aggressive Major groups support
revenues and profits m Will they cut back summer programing to FCC’s review of duopoly
to 15 hours? m He's Paramount’s Tartikoff now compete with Fox, others rules, ownership caps

RADIO
A GREAT MEDIUM

UNISTAR RADIO NETWORKS

MAKING A GREAT
MEDIUM BETTER

T AHLKWAYH
M

L

A BESTC S
o Bz sl B sn e dg e e s



LT
S ™~

\
:.% ll d
I t.

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.
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MEMORIAL

19 / NETWORK VITAL
SIGNS

In 1990, the overall profit
margins for the broadcasting
segments of Capital
Cities/ABC, CBS and NBC
matched the past decade’s
average margin of 12%, but
that stability masks a
divergence between the
healthier and now larger
television station groups and
the struggling TV network
operations.

20 / FIN-SYN
LOOPHOLE

The three major
commercial broadcast
networks have often been
derisively referred to as
dinosaurs in a new media
age. Thanks to the new
financial interest and
syndication rules passcd by
the FCC last weck, those
dinosaurs could become
extinct by reconfiguring
themselves as nonnetworks.

22 / TARTIKOFF GOES
TO PARAMOUNT

After 14 years with NBC,
Brandon Tartikoff, chairman
of NBC’s Entertainment
Group, is appointed chairman
of Paramount Pictures. He
will oversee all Paramount’s
motion picture and

television activities. He
officially begins at
Parameunt on July 1.

23 / BROADER REACH

Fox Broadcasting’s Fox

Net will premiere in June
before one million cable
subscribers on systems that
do not have access to local
Fox Broadcast affiliates. Fox
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Steven Bochco: Life after -Cop Rock’ (page 25)

benefits not only by
reaching more homes, but
operators will attempt to

put Fox Net on their V band.

23 / CALIFORNIA
NEWS CHANNEL

Cox Enterprises is

pitching a proposal for a
statewide news channel in
California. The plan
envisions a 30-minute

news wheel, a format similar
to Headline News. Each

half hour would include a
short public affairs

segment, and each evening in
prime time there would be

a more detailed public affairs
show. The first step for

Cox is to gain the distribution
support of 60%-70% of

the state’s operators.

24 / CLOUDY FUTURE

State funding shortfalls
may jeopardize the continued

| competitiveness, and in

some cases the continued
existence, of some
noncommercial television
and radio stations in
Tennessee and North
Carolina.

25 / THE BOCH(CO
TOUCH

In this exclusive

interview, BROADCASTING
talks to Steven Bochco
about his goals for Steven
Bochco Productions, the
process of producing
programs for network
television and ‘‘narrowing
the gap™’ between life and
how the medium portrays it.

29 / MTM BOUNCES
BACK

Over the last few years,
MTM’s reputation as a place
that nurtured its creative
talent first and tended to its

| ITC Entertainment Group
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bottom lin®eg ond*as
tarnished by an absénce of
hits. There were
suggestions that MTM’s
creative and fiscal
priorities had changed places. I
Now, however, company l
officials say recent successes

in the network, and

syndication divisions are

helping to improve the I
company’s {iscal standing

and maintain some of the
traditional quality of product.
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30 / NO SUMMER
VACATION FOR CBS

A new Norman Lear

situation comedy will be

among the 45-50 hours of

new or classic programing

CBS has scheduled this |
summer as part of its effort to
develop new product for

its regular season.

31 / MOVING
FORWARD

is gearing up its syndication
unit with the development
of a new weekly reality-based
strip for 1992-93 while

also slating the release of
three new movie packages ‘
and several specials for next ‘
season.

33 / CAPS OFF |

If the FCC acts as
expected and launches a
rulemaking to review ‘
multiple ownership and

duepoly rules, a broad

spectrum of the radio

industry will be pleased. .
While only a handful of l
groups at present own a

full complement of either

AM’s or FM’s as allowed ’
under the 12-12 rule, if the

— |
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COMMIssion moves to

either raise the limit or do
away with ownership caps
altogether, a number of
companies might add to
their current holdings. These
broadcasters insist that
lifting ownership limits
would not keep stations
from public service-minded
licensees and claim that
relaxing the rules would
strengthen the industry by
allowing established
broadcasters to improve
their respective commitments
to radio—and the public it
serves.

35 / RAB REPORT
CARD

The Radio Advertising
Bureau has undergone
changes over the last two
years, ones designed to
streamline and modernize
the agency. In the midst of
RAB’s search for a new
leader, BROADCASTING
polled a variety of radio
operators to get a sense of
what they want from their
sales organization and what
they think the RAB is
doing right or wrong.

38 / ‘BAD FOR CABLE’

Comcast President Brian
Roberts said his company is
against the prospect of the
Philadelphia 76’ers signing a
cable-only rights deal in

its next contract. It would. he
said, be *‘bad business

and bad policy™—not to
mention that it is likely

cable operators, and then the
public, would pay more if
76 ers games are only on
cable.

41 / SYNDICATION
UPFRONT: READY,
SET, WAIT?

Sellers of ad time (or
syndicated programing may
find themselves waiting

for the networks to finish up

Brandon Tartikoff moves to Paramount (page 22)

before advertisers start
thinking about barter
syndication. Normally,
syndication upfront moves
before networks. **lt is an
incredibly volatile time for
everybody,’’ said one
major syndication
programing executive,
adding that *‘with the
networks looking at
smaller budgets, syndication
shows that are not on top
will have considerably less
demand, and even the top
performing shows will feel
pressure.’’

42 / SURVEY SAYS
BIG 3 IMPORTANT 10
CABLE SUBSCRIBERS

According o a survey
conducted by The Roper
Ogranizaton and released

by the Network Television
Association and the

National Association of
Broadcasters, two-thirds

of all cable subscribers would
probably cancel their
subscriptions to cable if their
local operators did not

carry ABC, CBS and NBC;
84% of all cable

(page 51)

I'IDTVtLAND MOBILE

4 This Week

subscribers think the cost of
their subscriptions should

be cut by almost half if such a
move were made.

48 / TELCO ENTRY
BILL PROPOSED

Republican Senator

Conrad Burns of Montana is
expeeted to reintroduce a
telco entry bill that would
initially enable phone
companies to deliver a video
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dial tone service and later,
with FCC certification, 10
package and produce
programing. The measure is
similar to one Burns tried

to move through the
Commerce Commitlee last
year.

51 / THE INVISIBLE
TRAFFIC JAM

DAB, PCS, high-
definition television and other
new technologies promise
to radically change the face
of communications in
coming ycars. Bul some
scrvices may not reach
consumers if more efficient
ways 10 use today’s
Jjammed air waves are not
tound. Representatives
from the FCC, National
Telecommunications and
Information Administration
and the broadcasting and
telephone industries
discussed new approaches
to spectrum management
during a Washington
conference last week.

Founded in 1931 as Broadcasting. the
News Magazine of the Fifth Estate.
Broadcasting Telecasting®  inroduced
in 1946, Television* acquired in 1961,
Cablecasting” introduced in 1972,
Broadcasting'Cable introduced in 1989.
*Reg U.S. Patent Office. Copynight
1991 by Broadcasting Publications Inc.
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THE TREASURY is a unique, programmer-friendly movie package
of 60 feature length movies. Available on a non-cash basis, THE
TREASURY can provide you with multiple ploys on movies that
caon run anywhere...anytime!

WISE INVESTORS!

New York - WABC Phoenix - KTVK Litle Rock/Pine Biuff — KASN

Los Angeles - KNBC Harford/New Haven - WTNH Fresno - KAIL

Chicago ~ WPWR Indianapclis - WMCC Wichita — KSAS

Philadelphia - WPVI Portiand - KATY Mobile/Pensacola - WJTC

San Francisco ~ KOFY Milwaukee - WDJT Green Bay - WXGZ

Boston — WFXT Columbus — WWAT Des Moines — KDSM

Washington, D.C. - WFTY New Orleans — WGNO Austin - KXAN

Dallas/Ft. Worth — KDFt Grand Rapids — WXMI Paducah/Cape Girardeau — WSIL

Detroit - WGPR Oklahoma City — KOCB Las Vegas — KRLR
Cleveland - WKYC Sait Lake City — KXIV Evansville - WTVW
Aflanta — WATL Norfolk/Portsrmouth — WTKR El Paso - KZIA
Tampa - WTMV Birmingham — WABM Monroe/El Dorado - KARD
Seattle - K122 Loulsville — WBNA La Crosse — WLAX
Minneapolis - KTMA Albuguergue ~ KKTO Anchorage - KYES
Pittsburgh - KDKA Albany — WTZA Riverhead - WLIG
St. Louis — KDNL Jacksonvilie - WNFT Dermy — WNDS
Denver — KTVD
A CAROLCO PICTURES COMPANY
New York Los Angeles Chicago
(212) 685-6699 (213) 289-7180 (312) 346-6333

-3 4
b e s e

- A

AT R B R AN PR S

¢

TR L

s
"

T

| W W 8 e ]

R L T L L

T

i o=

TLLE

"™ g

3 ¥
S CACSARRSAAS N AAF ARNS A EA

LK

|

iaAaNER AR me

TaELi ey

v




CLONED CIR

Ul

LOS ANGELES

Tired of New Orleans

At low-profile distributors meeting
last week, a~- nding to syndication
sources, NA'l PE International Presi-
dent Phil Corvo and other officials ex-
plained to some travel-weary and
cost-conscious West Coast suppliers that
cost of pulling 1994 programing con-
ference out of Miami in favor of four-
year stretch in San Francisco (1993-
96) would cost NATPE $1.5 million in
penalties for canceling advanced
booking. NATPE also says hotel and ex-
hibit space in San Francisco for 1994
is almost completly booked that Janu-
ary, and other associations holding
conventions there would be difficult to
persuade to reschedule or move to
another city.

However, Michael King, president
of King World Productions, said other

syndicators wish NATPE would de-
cide to hold convention in different cit-
ies each year. ‘‘Look, being at the
convention is an expensive proposition
no matter what city it is held in,”’

King said. **We might as well create an
atmosphere where everyone enjoys
attending. Besides, it has been really
boring going to New Orleans the last
two years and next year. How many
times can you cat shrimp etouffe and
gumbo?”’

NEW YORK

Bankruptcy bellwether

Lenders and financial consultants

who are pushing for right to take limited
security interest in FCC licenses will

be watching bankruptcy court in Madi-
son, Wis., where group owner Tak

Communications (three FM’s, six TV’s)
has filed restructuring plan. Tak

Communication’s senior lender, Bank of
New England, acting individually

and as agent for Tak’s other senior lend-
ers, has filed complaint in Madison
asking court to declare that Bank of New
England and other senior lenders

have security interest in Tak’s licenses
and have legal claim to Tak’s broad-

cast properties.

Not done yet

Merger talks between SportsChannel
America and Prime Network may be
heating up, but most particulars of

deal are still unresolved, and deal does
not include merger of regional net-
works in markets where two services
compete, according to Roger Wer-

ner, president of Prime Ventures, which
oversees Daniels & Associates’ stake
in Prime, Although Prime willi likely
walk away as managing partner, no
operating decisions have yet been made
as to how combined backdrop service

A.D. Ring & Associates, Professional Consultants (the parent company of du Treil,
Lundin & Rackley Inc.), which boasts being Washington’s oldest consulting broadcast
engineering firm, celebrated its 50th anniversary last Wednesday (May 1). Today, the
firm of about a dozen engineers specializes in radio and TV broadcasting, antenna
design, propagation studies and digital communications systems.

The firm opened its doors on May 1, 1941, under the name Ring & Clark. The
founders were three retiring FCC engineers, the late A.D. (Andy) Ring (who retired as
FCC assistant chief engineer), Ralph L. Clark and Helvi Mustaparta Terry. The venture
was underwritten by the late Sol Taishoff, BroapcasTING editor and publisher, and
communications attorney Horace Lohnes (Dow, Lohnes & Albertson).

Among the current and retired engineers who gathered at the firm’s offices for an
anniversary party last week were: {seated) Howard Head and (standing, l-r) Ogden
Prestholdt, John Lundin, Marvin Blumberg, Ruth Prestholdt and Harold Kassens.
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would be used in markets with both
Prime and SC regional network. Con-
versations on merging regionals is far
more complicated and invoives host

of different issues as well as involved
parties. Separate merger talks are
continuing in San Francisco and Los An-
geles.

Buyers of King Broadcasting, who

last week signed definitive agreement to
purchase TV stations and cable sys-
tems, are currently in market putting fin-
ishing touches on $560 million fi-
nancing for deal. Equity financing
accounts for hefty 38% of price with
two acquiring partners, Providence Jour-
nal Co. and Kelso & Co., said to be
contributing $105 million each. Bank
commitment is available for all of re-
maining $350 million; however, buyers
last week were in market testing in-
terest in placing part of debt with insur-
ance companies and other institution-

al lenders.

Priming prime time pump

Networks may be trying to jumpstart
1991 prime time upfront market, which
is expected to be down this year.

With fall schedules due out at end of

Broadcusting May & 1991




@ NEW WORLD TELEVISION

""The Wonder Years' reminds
me of my family. We grew
up in Detroit, just simple
working people. There was
sibling rivalry, parents who
didn't always treat us the
way we wanted to be

treated, and all the difficult things
that happen when you're growing up. But also,
there was always love in our family. That's the way it is

in 'The Wonder Years." It's a real home environment as |

know it.

"I think 'The Wonder Years' is going to be a ferrific
addition to the sifcoms we have in our line-up, and

will enhance

our Fall 'Q2
schedule.”

Distributed By

| TURNER PROGRAM SERVICES




QUELLO PULLS EFFECTIVE COMPETITION

I n hopes of wking the steam out of congressional effoats (0 reregulate cable,
the cable industry has been pushing for swift FCC action on adopting a new
“effective compertion’’ standard that would increase the number of cable
systems subpect 1o local rate repulation. So why were cable's Washington
reprosentatives pleased when FOC Commissioner James Quello palled the
effective competition tem from thiz Thursday s (May 9 meeting agenda? The
proposed stundard may not be wugh enough—that i5. 00 may not subject
enough cable sysiems to local regulation o appesse Congress, sources said.
The proposed stendard bas exempted systems in markets with six brosdcast
signals or with competition from another multichanncl video provider with
50% coverape and 10% subscriber penetration. According o POC sources,

cabhle has

ised to return with zome new ideas for forging a stricter, monz

“eredible” standard. One idea floated last week: couple the six-signal tes
with the requirement that cable systemn mwtes fall within o *“zome of reazonable-

ness, ™’

According o Queello, his decision o posipone e rules had less 1o do with
cable than with his desire to work out 8 way of incorpocating must carry into
the standard o make the item as =olid as possihle pj"tm o the vodg,

month, network executives are re-
portedly meeting with media buyers of-
fering, as one advertiser put it, ‘‘tan-
talizing™’ deals. If effort fails to increase
advertiser interest in prime time, next
daypart to be sold will probably be day-
time since networks don’t want to set
tone with weak market, and daytime js
still stronghold for big three.

Third stream

Lifetime Television is looking for

new way to get money for programing
besides raising advertising or cable
operator rates. Basic cable network is
beginning to talk to cable operators
about taking equity in programing itself.
While Lifetime President Thomas
Burchill said concept is still in explor-
atory stage, idea is that Lifetime
would offer specific daypart in which
operators would get equity and/or
portion of national advertising revenue
shows bring in, or possibly, more lo-
cal advertising time.

WASHINGTON
First Amendment hope

It’s nothing new that First Amend-
ment lacks champion on Supreme Court
since William J. Brennan Jr.’s retire-
ment. Indeed, some observers think
court has become downright hostile

to press since Brennan’s departure. But
there are glimmers of hope. Some be-
lieve media strategy in defending cases
may be evolving because current
strategy of claiming First Amendment
right to unethical journalism is fail-

ing. New strategy may require admitting
mistakes—such as breaking promises

of confidentiality and fictionalizing
quotes—while arguing on principle

of protection and practical ramifications
should First Amendment rights be
eroded further. That strategy might be
enough to give court better chance to
act favorably on First Amendment is-
sues, some say. Media might be sur-
prised to find that several constitutional
lawyers think justices Anthony M.
Kennedy and David H. Souter may be
most sympathetic to such arguments.

Five more years

White House may notify Senate as
early as this week that it will renominate
FCC Commissioner Jim Quello for
another five-year term. Chief of Staff
John Sununu gave go-ahead on

Quello after House Energy and Com-
merce Committee Chairman John
Dingell (D-Mich.) asked about status of
Quello nomination. Dingell was at
White House on another matter but took
opportunity to make pitch for Quello,
former Detroit broadcaster and friend.

Avsterity revisited

Just when National Public Radio
thought it could ride new wave of Per-
sian Gulf popularity, it now faces se-
ries of budget cuts that will eliminate
special programing-documentary

unit, cut staff and limit cost of living in-
creases, travel and health insurance
premiums. Altogether, cuts will amount
to $2.6 million, necessary to offset
revenue loss expected in 1992. Reces-
sion driven *‘financial whiplash’’ has
hit member stations’ ability to support
network—much of it related to state
cuts in funding of universities (licensees

of two-thirds of NPR members). At
same time, NPR costs will grow in elec-
tion coverage year.

News division and basic services
take $2.2 million brunt of hits. Elimina-
tion of documentary unit will save
$222,000; 2% cap on cost of living al-
lowances will save $195,000; insur-
ance premiums will be reduced
$172,000; travel will be cut
$143,000. Delay in move to more ex-
pensive quarters is expected to save
$730,000. There’ll be additional cuts in
other NPR divisions. On upside,

NPR audiences are higher than ever, and
stations have endorsed 8% dues in-
crease for next year. NPR is determined
to preserve daily core news program-
ing, including hourly newscasts.

Figuring out position

Three TV networks and their affili-

ates are said to be in midst of intensive
discussions over amendment to Sen-

ate cable bill that would give broadcast-
ers retransmission consent right. Af-
filiates are concerned about *‘practical
applications’’ of how right would be
negotiated with cable and networks’ role
as originator of programing. Source
said affiliates see issue as ‘‘very com-
plex with lots of ramifications.’’

HOLLYWOOD
Government roadblock

Hollywood studios and major cable
operators may finally be trying to im-
prove their pay-per-view relation-

ship, but so far they can’t figure out way
to do that without upsetting feds.
Source says talks over past couple of
months to bring studios and operators
together, possibly via merger of PPV
networks Viewer’s Choice and Re-
quest Television (BROADCASTING, April
29), were culmination of conversa-
tions that began six to eight months ago.
But talks finally hit logjam when par-
ties couldn’t figure out way to come to-
gether without raising mammoth anti-
trust problems. Whether parties will sit
down again remains to be seen.

**Some problems just don’t have a solu-
tion,” said source.

Fever's back

Howard Hesseman, former co-star of
WKRP in Cincinnati, will return to cast
of new version of show being pro-
duced by MTM for first-run syndication.
MTM was negotiating with Hesse-
man’s agent last week, with agreement
expected to come sometime this

week.

8 Closed Circwit
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THE WONDER

"I lived them...
now l've
bought
them.,"

""The Wonder Years' has

fremendous appeal to viewers
under 50 years of age —
viewers who can identify
with the memories that The
Wonder Years' always evokes.
This audience represents the most
valuable demographics for our station — a youthful,
vibrant audience that recognizes in 'The Wonder Years'
something of themselves.

"I also think the series connects with viewers because it is
exiremely well acted, written and produced. All of these are
essential ingredients g
for a long-term,
successful
syndication run."

Produced By:

) Disirbuted By
@ NEW WORLD TELEVISION

\ TURNER PROGRAM SERVICES



DATEBOOK

B [ndicates new listing or changed item.

THIS WEEK

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 Broadcasiing
Corp. and City of Montreux. Switzerland. Infor-
mation: John Nalhan, (212) 223-0044.

® May 6—Ninth annual Detroir Sports Broadcast-
ers and Writers Association golt scramble, to
benefil association's scholarship fund. QOak
Pointe Golt Club, Brighton, Mich. Information:
(313) 535-1819.

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-
Lincoln. Nebraska Center for Continuing Edu-

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

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

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

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

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

June 7-11—American Advertising Federafion
national advertising conference. Opryland,
Nashville.

June 8-11—1991 Public Broadcasting Service
meeting. Walt Disney World Dolphin, Orlando,
Fla. Information: (703) 739-5000.

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

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

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

July 24-27—Cable Television Administration

cation, Lincoln, Neb. Information: (402) 472-
3611.

May 7—USA Nerwork local ad sales workshop.
Boston Marriott Copley, Boston. Information:
Tracey Muhlfeld, (212) 408-8170.

May 7—"Public Broadcasting in Britain and
America,” panel sponsored by BBC. Panelists
include Michael Checkland, director general,
BBC: Bruce Christensen, president, PBS; Er-
win Duggan, FCC commissioner and Law-
rence Grossman, senior fellow, Gannett Cen-
ter, and former president, PBS. Annenberg
audilorium, Willard Office Building, Washing-
ton.

May 8 —Speech by film distributor Gretchen
Ellsner-Sommer, seventh in series, “Getting
Into the Business," sponsored by Center for
New Television. 912 South Wabash, Chicago.
Information: (312) 427-5446.

May 8 "Television's New Power Partnership:
Advertisers and Regional Sports Networks."
speech by John Severino, president and chief
executive officer, Prime Ticket Network, to
drop-in luncheon of National Academy of Televi-
sion Arts and Sciences, New York chapter. Copa-

MAJOR MEETINGS

and Marketing Sociefy annual conference.
Opryland. Nashville.

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

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

Sept. 24-29 National Black Media Coalition
annual conference. Hyalt Regency, Bethesda,
Md.

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

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

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

Oct. 10-14-M{PCOM, international fim and
program market for TV, video, cable and satel-
lite. Palais des Festivals, Cannes, France. Infor-
mation: (212) 689-4220.

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

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

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

Nov. 23-25LPTV annual conference and ex-
position, sponsored by Community Broadcast-
ers Association. Riviera Hotel, Las Vegas.

cabana, New York. Information: {212) 768-
7050.

May 8-14—First International Advertising Con-
ference and Exhibition, sponsored by /nrerna-
tional Advertising Association's China Chaprer.
Theme: “Successful Advertising in a Changing
Age."” Nalional Library of China, Beijing. Infor-
mation: (212) 557-1133.

May 9—"How Vast the Wasteland Now?" lec-
ture sponsored Dy Gannent Foundation Media
Center. Kathryn Bache Miller Theater, New
York. Information: (212) 280-8392.

ALSO IN MAY

May 12-14—Pacific Telecommunicarions 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.

Jan, 7-10, 1992—Association of [ndependent
Television Stations annual convention. San
Francisco.

Jan. 20-24, 1992—29th NATPE Iuternational
convention, New Orleans Convention Center,
New Orieans.

Jan. 25-29, 1992—49th annual National Reli-
gious Broadeasiers convention. Washington. In-
formation: {201) 428-5400.

B Jan. 30-Feb. 2, 1992—Radio Advertising Bu-
reau Managing Sales Conference. Nashville.

Feb. 7-8, 1992—26th annual Society of Motion
Picture 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.

April 13-16, 1992—National Association of
Broadceasters 70th annual convention. Las Ve-
gas Convention Center, Las Vegas. Future con-
vention: Las Vegas, April 18-22, 1993.

m April 19-24, 1992—M[P-TV, intemational
television program marketplace. Palais des Fes-
livals, Cannes, France. Information: (212) 689-
4220.

Aprll 22-25, 1992—Broadcast Cable Financial
Management Association 32nd annual conven-
tion. New York Hilton, New York. Future conven-
tion: April 28-30, 1993, Buena Vista Palace,
Lake Buena Vista, Fla.

May 3-8, 1992—National Cable Televigion As-
sociation annual convention. Dallas. Future con-
vention: June 6-9, 1993, San Francisco.

July 2-7, 1992—!nternational Broadcasting
Contvention. RAl Center, Amsterdam. Informa-
tion: London—44 (71) 240-1871.
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THE WONDER

"I lived them...

now l've

- bought

"long forgotten emotions
surface when | watch The
Wonder Years.' Kevin's
R successes, frustrations
pATRICK Es‘;\:‘,‘zt‘;im e and relationships all hit home.
VICE RESIN GRAND L There's a litfle Kevin in all of us.

'The Wonder Years' takes me back to

those days. The writing, the characters and the
dilemmas are all so real... so believable, | sometimes forget I'm
watching television.

il

Brown,' | know

already winning line-up of 'Cheers,' 'Colden Girls' and 'Murphy

"In the Fall of 1992, when | add 'The Wonder Years' to an

'l have the best

that television
has to offer.”

Distributed By
| TURNER PROGRAM SERVICES



ERRATA

FCC Commissioner Ervin Duggan,
in Los Angeles speech reparted in
April 29 issue, ongoing
battle between broadcast felevi-
sion and cuble as destructive to
both. Headline wrongly stated
FCC’s reform of financial interest
and syndication rules was ‘‘de-
structive.’” Also, story inaccurate-
ly described legislation of Semator
Daniel iwovye (D-Hawaii). Mea-
sure would give broadcasters
choice of must carry or retrans-
mission consent in dealings with
cable systems.

Study referred to in April 29 edi-
torial ‘‘Where’s the Fire?’ was
conducted by indiana University’s
Institwte for Communicotions Re-
search.

The Mahiman Co. represented buy-
er in sale of wooD-aM-FM Grand
Rapids, Mich., reported in April
29 issue.

RATINGS RAVES

EpiToR: Wow! | was calmly looking
through the April 1 issue of BROADCAST-
ING when, suddenly, I turned to page 44
and...there it was! The ratings laid out in
a schedule format so I could see how my
favorite shows were doing against the
competition without several hours of lin-
ing up numbers to TV listings.

We have subscribed to BROADCAST-
ING for many years. Since [ joined
Viewers for Quality Television a couple
of years ago, I find that I have been
reading your magazine as much or more
than my husband—the actual entertainer
in the family. While I anxiously follow
the numbers to see how VQT-endorsed
shows are faring, it has sometimes been
difficult. The single biggest complaint 1
have had about your publication is the
fact that once I had the ratings, I would
then have to go to an old TV listing and
find out what was playing opposite the
show | was tracking and then try to find
the competition on the ratings chart

%

The Gannett Foundation Media Center
invites you to a public lecture by

‘Newton N, Minow
“How Uast the Wasteland Now?”

This occasion marks the 3oth anniversary of Mr. Minow's address to the
National Association of Broadeasters in Washington, D.C., that set off a public debate
on the quality of American television and the role of government regulation.

The program will be held May 9 at 6:00 p.m.
at the Kathryn Bache Miller Theatre,
1:16th Street and Broadway, New York City.

A reception will follow at 7:15 p.m.
at the Gannett Foundation Media Center
in the Journalism Building of Columbia University.
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RS VP to Paul Eisenberg at 212/280-8392

and...

Well, obviously you get the picture,
or this easy-to-read, well organized and
attractive chart would not have made its
way into BROADCASTING.

Thank you very much for recognizing
a need and filling it in your usual high
class and efficient manner.—Sy Walden
James, Indianapolis.

EDITOR: We wanted to let you know that
we like the ‘‘Ratings Roundup’’ in the
March 25 issue of BROADCASTING. It is
informative, helpful and we like the for-
mat.—David J. LeRoy, TRAC Research,
Tucson, Ariz.

CUT BACK THE CLEARS

EDITOR: It's refreshing to read some
sense about AM improvement. Dan Pat-
rick, co-owner of Houston’s KSEV(AM),
said it like it is in his April 8 ‘‘Monday
Memo.”” The cry by many ‘‘experts’’
that ‘**AM is dying’" should be foliowed
with “*and archaic regulations are killing
it.””

The FCC’s reluctance to review the
real service of a ‘‘giant clear” station
would be similar to a decision to keep
building battleships.

KAZM(AM) Sedona, Ariz., powers
down and goes directional to protect a
Chicago ‘‘giant’’ constructed in 1923,
when radio stations were scarce. The
resultant “‘null”’ denies service to a sig-
nificant sector of this growing communi-
ty.

Every self-respecting AM desires to
be full time, full service. The commis-
sion should get gutsy, be dynamic, al-
low AM’ers to utlilize 20% of their day-
time power at night. Put this on a non-
directional basis unless interference is
caused within an incumbent’s 0.5 mV/m
signal.

It’s the day and age of ‘‘new-fan-
gled”’ inventions and technology, most
of them causing interference to any AM
signal of 1 mV/m or less. Why protect
that noise area? Isn’t it time to review
the technical parameters established in
1930 and improve AM in the 90's?¥—
Jospeh P. Tabback, presidentiowner,
KAZM(AM) Sedona, Ariz.

KEEP THE CLEARS

EDITOR: In Mr. Patrick’s ‘‘Monday
Memo’’ he said: *‘There is absolutely no
need for a station to cover 1,500 miles

12 Open Mike
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and 25 states at night, especially when
they are destroying an entire medium.
The only reason for protecting their
night signals is for their owners’ egos.
They love boasting that they can reach
25 states.”” )

I am a non-owner and am very happy
that those 50 kw dinosaurs do exist. |
live in the western United States, and
there are areas in the mountainous west
that limit FM and TV line-of-sight sig-
nals, making them, for the most part,
nonexistent. AM or IBS are the only
signals around.

At night the AM band comes alive
with many clear, interference-free sta-
tions being received on my car radio.

If protection for these outdated 50 kw
dinosaurs was removed it would be a
real tragedy for those of us in rural
America unable to receive a clear signal
except for the six Mexican I-A stations
that operate with 100 to 500 kw at night.

The FCC must remember that while
there are areas of the United States that
do not have even primary service, there
is a need for these distant signals, but
these high-powered stations also need to
provide information in their entire pri-
mary, intermittent and secondary service
areas, not just for their immediate

FOR SUB LEASE

21,000 sq. ft.

network operations
facility, Laguna
Niguel, 65 miles south
of L.A. Simultaneous
multiple operations: 2
satellite uplinks,
network operations,
prod, post-
prod/editing.
Renovated top to
bottom. 100 kw
generator backs air
and studio operations.
Good arterial access,
hotels, restaurants.

Contact Greg Long,
Univision,

area.—Willison H. Gormly, Des

Moines, N.M.

EDITOR: As a former broadcaster and
First Class License holder.I am appalled
at Dan Patrick’s solution to the problems
of the AM band (‘*‘Monday Memo,”
April 8). The suggestion that clear chan-
nels should lower power so that small
stations could have more would affect
listeners he doesn’t recognize as well as
create more interference.

Many people in distant locations tune
in 50 kw stations to hear hometown
sports and news, while those in small
markets without an all-news outlet or
station with a strong news commitment
can get what they need from a distant
powerhouse.

To use Mr. Patrick’s example of
wLw(aM) in Cincinnati, I am very de-
pendent on it to follow my hometown
Reds. In the baseball-starved Washing-
ton area where I live, people also tune in
to wGN(aM) for the Cubs and KDKA(aM)
for the Pirates...not to mention the ad-
vantage of listening to these stations on a
cross-country drive. His suggestion
would cut us off from these sources of
information and entertainment.

For stations that have to power down in
afternoon drive at sunset during the winter
months, a compromise may be reason-
able. For example, the FCC might consid-
er a ‘‘post-sunset’” authority of partially-
reduced power just as many daytimers
now have a pre-sunrise authority.

Some small stations try to compensate
for their weakness by compressing audio
and overmodulating to give their signal a
little extra punch. Such practices cause
interference to many stations, including
the 50 kw powerhouses. For example,
WTOP(AM) Washington is unlistenable in
part of its daytime coverage area only 50
miles northwest of the city due to one of
these “‘squawk boxes.’’

I’m sure Mr. Patrick is frustrated try-
ing to be a major market station with a
medium market signal, but he knew
what he was getting when he bought the
station. The answer to AM problems
isn’t more interference, but universal
technical standards.

It's imperative that AM’s adhere to
the new equalization curves and stay
within 10 khz of spectrum to reduce
interference and permit wide-band re-
ceivers. Stations that go dark should be
permitted to rest; there are far too many
stations in this country to begin with.
Personally, I would welcome back the
days of stricter FCC regulation of tech-
nical standards to clean up the AM band.

Perhaps Mr. Patirck should concen-
trate on programing to the suburban
market his signal serves instead of
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MEMO

A radio commentary from Dan Rau, director of sales and marketing, Marti Electronics, Cleburne, Tex.

oo many radio stations have gone

dark or will go dark in the near

future. Many of these stations
were built in communities too small to
support a fully staffed, debt leveraged
radio station. There are good reasons
why some of these marginal stations
should be rescued. They can still serve
their communities and can, under certain
conditions, turn an operating profit.
How can a station be profitable in a
market too small to support it? One an-
swer is to reduce overhead and operating
costs to the point of profitability.

Competition for listeners from other
forms of entertainment, along with ris-
ing costs combined with soft advertising
revenue, means that a lot of stations will
be forced either to trim their services,
use less-localized programing services
or even, in extreme cases, go dark. The
challenge of the 1990’s in broadcasting
is to stay profitable.

Successful broadcasters know and
face the challenge of the 90’s every day.
They are keeping listeners with locally
oriented programing that features sports,
news, remotes and community involve-
ment. Regular maintenance schedules
keep surprise capital expenditures to a
minimum while allowing them to budget
for new equipment.

Forty miles down the road may be an
AM or FM that can’t make a go of it.
Hundreds of radio stations have devel-
oped serious problems in the past few
years because of inexperience, manage-
ment problems, revenue, staff, equip-
ment, market size or any one of a num-
ber of other reasons. Many of these
stations have already gone dark.

If you could buy or lease that finan-
cially troubled or dark station you could
program and manage it from your home
studio and have the basis of a local *‘su-
perstation’’ network. These local super-
station-style networks are what I call
Plan A.

Keeping operating costs down is the
key factor in Plan A. This includes com-
munication links between the supersta-
tion and the satellites. Several of our
customers have created their own local
networks and have seen dramatic reduc-
tions in total operating costs. By reduc-
ing operating personnel and costs, satel-
lite stations now have better programing
that results in increased listener support,

advertiser satisfaction and profits. In
many cases, stations that were dark have
been brought back on the air and are
again serving their communities, provid-
ing entertainment, information and com-
panionship for thousands of listeners.
Programing for the new satellite sta-

lines without long distance charges, 800
numbers or FX lines.

A remote pickup system allows the
satellite station to do remote broadcasts
from retail stores or shopping malls in
the market. The remote pickup audio
can be sent back to the home studio on
the main channel of the bi-directional
radio line for control and rebroadcast.
The satellite station can still support
with live coverage of local events in-
cluding celebrations, high school foot-
ball, basketball and baseball. These im-
portant local events also generate big
revenue. Sales and news staff can handle
most of this work. For special events, air
personalities should do an occasional
personal appearance for added ‘‘spar-
kle.”” The lack of personal involvement,
local news and information, as well as
the use of generic programing, has driv-
en many listeners away from radio as the
primary form of local news and informa-

tion is sent from

your existing stu- GC challenge of the have ‘‘rediscov-
dios via a radio link The , g f ered’’ the joys of lo-
system to give you 1990’s in cal involvement and

100% programing
control. You don’t
have to worry that a
jock 40 miles away

broadcasting is to
stay profitable."’

tion. Many stations

the subsequent fi-

nancial rewards.
Administrative

functions of book-

will be playing MC Hammer on your
country formatted station. The economy
in having just one main studio location
means you get more for your money.
Centralized production studios, a larger
talent pool and music library control are
factors in keeping the programing costs
down. Even multiple studios in one lo-
cation are more cost effective than sepa-
rate studios in separate locations.

A sales and news office in a remote
market gives you a physical presence in
that city. The staff needs telephone, data
communications and RPU backhaul to
the home office. Telephone services for
a remote sales office would include
voice lines, fax lines and computer lines
as well as transmitter remote control,
which can be handled on a bi-directional
radio link with a multiplex (mux) sys-
tem. A mux system allows a station to
have local phone numbers in a remote
market that ring at the home studio. This
gives the sales and news staff quick ac-
cess to the main office. Radio link mux
systems give listeners in the remote mar-
ket direct access to contest and request

keeping, traffic, logs and personnel can
be handled from your present home
base. Office automation tools such as
computers and outside payroll and ac-
counting services will free your present
office staff to handle day-to-day opera-
tion of more than one station. A well-
designed communications system keeps
office staff in touch with the sales and
news force in the satellite market.
Along with the challenge of the *90s
comes a window of opportunity for cre-
ative and imaginative broadcasters.

Many fortunes were made during the
Great Depression of the 1930’s by cre- |
ative business people. Right now more
than 250 dark radio stations are waiting
for someone to turn them into profit
centers. ’
The decade of the "90s will require a,
lot of new thinking and action on the
part of radio owners and managers.|
Local radio survival depends upon cre-
ative ideas from everyone. Forming lo-
cal networks to combine services may
be the only way broadcasters will sur-
vive.

oD en o
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BROADCASTING’S EXCLUSIVE “/BIG THREE” FINANCIAL BREAKDOWN

Footnotes

These estimates were tompiled from a variety of
saurces, intluding industry officials and analysts.
Television network revenue is net of agency
commission and may include internatianal, home video,
color-insertion and other revenue. Gwned TV station
revenue does nol include network compensation.
*Adjusted TV network profit for (BS excludes $190
million “'resetve’” taken against estimated future losses
from baseball telecasts. In 1989 the CBS TV

network had an estimated aperating profit of $103.5
milllion. In 1989 N8C had an estimoted $35 million
loss from coble operations, in which it is a portner, and
s0, does not intlude revenue. Profits for the NBC TV
sttions were not affected by the sale last December of

Revenve % dhg Profit % dhy

{000)  fom B9 000 from 89

Radio Networks $134,000 5%  $32,000 3%
Radio Stations $176,000 1%  $44,000 -8%
TV Network $2,606,000 8%  $239,500 6%
Owned TV's $822,000 5% $413,000 2%
Video Enterprises $545,600 42%  $102,000 -16%
Total Broadcast $4,283,600 10%  $830,500 -1%
Radio Networks $60,000 5%  $2,000 -50%
Radio Statlons $189,600 10%  $35,000 14%
TV Network $2,575,600 11% ($253,000) NM
Adjusted TV Network®  $2,575,600 11%  ($63,000) NM
Owned TV's $436,000 5%  $166,200 6%
Total Broadcast $3,261,200 10%  ($49,800) NM
TV Network $2,638,000 -5%  $249,000 -32%
Owned TV's $598,000 -1%  $257.000 -5%
Cable — — {$29,0000 NM
§ Total Broadcast $3,236,000 -5%  $477,000 -21%

wkC-1v Cleveland. ABC radio comparisons were
offecied by the August 1989 purchase of Satellite Music
Network, while those of (BS were helped by the
Morch 1989 purchase of two radio stations. Prior
purchases of both ABC and NBC required

bookkeeping which distorfed actual earnings,
particularly for television networks. ABC network
profits in 1989 benefitted by $90 million, compared to
roughly $8 million in the current yeor from suth
*purthase price accounting.” (NM: not meaningful.)

DOWN YEAR IN PROFITS FOR THE BIG THREE

A mong them, the Big Three net-
work companies grossed
$10,780,800,000 in 1990, but
managed to bring only $1,257,700,000
(roughly 12%) to the bottom line. It was
Capcities/ ABC’s year to win the race in
revenues and in profits, CBS’s tum to be
second in revenues but last in profits
(finishing in the red), while NBC ranked
third in revenues but second in profits.

Thosc are the highlights of BROAD-
CASTING’s exclusive analysis of network
revenues. They show that despite high
anxiety about the broadcasting industry,
the vital signs of its three largest players
indicate a business still intact.

In 1990, the overall profit margins for
the broadcasting segments of Capital Ci-
tiess/ABC, CBS and NBC maiched the
past decade’s average margin of 12%,
but that stability masks a divergence be-
tween the healthier and now larger TV

Broadeasting May 6 1991

station groups and the struggling TV |
network operations. Profits for the latter
fell by roughly a third to a total $430
million, despite revenue that was 3%
higher. Even adding in the profits that
Fox might be showing, the television
network business was weaker.

Among the ABC, CBS and NBC tele-
vision networks, there was a near photo-
finish for market sharc. That narrowing
revenue gap mirrors viewer choices in
prime time, but, in fact, the leveling of
sharcs has less to do with prime time
than with changes in sports such as the
more than $100 million in baseball reve-
nue CBS gained from the other two net-
works.

But buying revenue through big-ticket |

| events, at least in 1990, was memorable

more for its weighty costs and, afier the
first cight months, its failure to attract
commensurate ad revenue.

The last third of 1990 saw other day-
parts besides sports deteriorate, and so it
IS not surprising two networks saw sharp
profit drops. Revenue short-fall at CBS
and higher promotion and other costs led
1o a profit decline, even absent baseball,
of roughly $70 million.

An even larger disaster could have
occurred were it not for the roughly half
of network revenue which, as always, is
set in the prior year’s *‘upfront’” market.
Thus, much of 1990 pricing was decided
at the end of the 1988-1989 season,
when the three-network prime time
viewing share was 67%, and Fox played
a much smaller role.

The current year’s results will also be
sheltered to a certain extent, although
three-network profits are cxpected by se-
curitics analysts such as Jay Nelson of
Brown Brothers Harriman to drop about
another $200 million. -GF
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GOING DARK

Speculation over fin-syn loophole emphasizes network volatility

giant loophole in its financial in-

terest and syndication ruling—a
loophole so big you could drive a major
studio through it. It’s also a loophole
that could eliminate all ‘‘networks,’’ as
defined by the new rules, from the U.S.
television landscape.

The new rules passed last month al-
low any or all of the big three to reduce
their prime time entertainment program
loads to no more than 15 hours and
avoid being defined, by law, as a net-
work. In that case, the fin-syn rules and
other network rules would not apply
(BROADCASTING, April 15).

If that were to happen, the former
networks could enter the syndication
business at will, without restrictions.
And they could enter other businesses
currently barred to them, such as rep-
ping their own affiliates.

The loophole would also appear to
affect network affiliate rules. If, for ex-
ample, CBS pared prime time to 15
hours, wWUSA(TvV) Washington would,
technically, no longer be affiliated with
a network. The prime time access rule
would be moot, and that station could, if
it chose, attempt to acquire top off-net-
work programing for access, currently
prohibited for top-50 affiliates.

The commission’s ruling has set off a
firestorm of speculation as to whether
any or all of the big three would exploit
the loophole for the purposes of entering
new businesses or merging with others
already in businesses such as syndica-
tion.

Last week, both Paramount and NBC
denounced as complete fabrications re-
ports that NBC would reduce its prime
time load to 15 hours a week and that the
studio would acquire 50% of NBC. One
variation of those reports also had Para-
mount stepping in and producing seven
new hours of prime time programing
launched as a new and separate program

T he FCC has offered the networks a

service.

At a press conference last week, Para-
mount Chairman Martin Davis described
the reports as ‘‘a figment of someone’s
imagination.”’ NBC also denied the re-
ports in the strongest of terms. ‘‘This is
really an insane rumor festival.’” said
one NBC executive. The network sent a
TWX to affiliates last week stating there
was ‘‘simply nothing to the stories’’
suggesting an NBC programing reduc-
tion and merger with Paramount. **NBC
is a full-service network and will remain
a full-service network programing 22
hours of prime time,’* said Pier Mapes,
president, NBC-TV.

Executives at Capital CitiessfABC and
CBS also downplayed the notion that
they would even consider a reduction in
prime time hours before knowing, once
and for all, what the ground rules are.
But once those rules are in place, it is
anyone’s guess in what direction the net-
works will head.

The final rules will not be in place for
some time. Producers and possibly the
networks are expected to file for recon-
sideration with the FCC. Both sides also
say they will take the battle to court if
they do not get satisfaction from the
commission. And the consensus is that
that is exactly where the battle is head-
ed. A court decision probably would not
come for several years.

At a meeting with analysts two weeks
ago, CapcitiessABC Chairman Daniel
Burke responded to one question that
*‘no serious thought’* had been given to
scaling back to 15 hours in prime time
and that the network has no immediate
plans to consider it.

Burke told the analysts that his im-
pression was the commission did not
intend to create the kind of loophole that
exists in the new rules. Indeed, a num-
ber of industry executives agreed and
were critical of the commission for fail-
ing to fully think through the ruling.

*“The idea that prime time is the be-all
and end-all of the network business
shows the naiveté of the FCC commis-
sioners writing those rules,’” said Bruce
McGorrill, executive vice president and
chief executive officer, wCSH-Tv Port-
land, Me. *‘They don’t understand the
television business. Should there be a
germ of truth to the concept of one or
more networks reducing service, the re-
sponse will be so overwhelming that the
rules will be amended. It is idiocy."’

Al  Buch, pgeneral manager of
KSNW(TV) Wichita, Kan., agreed. *‘QOur
government has gotten in the way of
broadcasting and is forcing this to hap-
pen,”’ he said. ‘‘l don’t think the people
in Washington have a clue of what’s
going on.”’

The prospect of the networks scaling
back to 15 hours to circumvent the rules
sounded no alarms at the FCC. Commis-
sioner James Quello, who, along with
Chairman Alfred Sikes, favored virtual
repeal of the rules, said he had no prob-
lem with any network slipping out from
under them. ‘I think it’s open season.’’

Quello said he had not given a 15-
hour prime-time network a lot of
thought, but could see it making room
for new programing sources. ‘*The posi-
tives could outweigh the negatives.”

Terry Haines, Sikes's chief of staff,
said his boss shared Quello’s laissez
faire attitude and would not be party to
any effort to close the loophole. *‘The
networks are free to do whatever is in
their business interests,”” he said.

Sherrie Marshall, a member of the
three-vote majority that passed the rules,
expressed ambivalence. On the one
hand, she said, it is ‘‘disconcerting’’
that a network might *‘game’’ the rules;
on the other, she said, ‘‘you don’t want
to kill legitimate business deals.’” Like
Quello, she speculated that some good
might come out of the networks’ cutting
back in prime time. *‘The consequences
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might not be as dire as you think,"’ she
said.

Commissioner Ervin Duggan and An-
drew Barrett, the other members of the
majority, declined to comment, but
Duggan is known to have favored in the
internal FCC negotiations over the rules
a more complex definition of ‘‘net-
work'’ tied to audience share or reve-
nues that would have made it tougher for
networks to escape the rules.

While no one believes a network
downscaling is in the works for the near
term, some affiliates, particularly in
larger markets, see a lot of upside poten-
tial in the concept. **There is pressure
now to release the 10-11 p.m. time peri-
od back to affiliates,” said John Spi-
nola, president and general manager,
WBZ-TV Bosion, the NBC affiliate there.

“I'm very interested in a 10 o’clock
local newscast,”’ said Spinola, because
the 10 p.m. audience is larger than the
11 p.m. audience. A reduced network
prime time slate would also make the
network inventory more valuable be-
cause there would be fewer spots for the
same pool of advertisers to buy, said
Spinola.

But advertising agency executives dis-
agreed. ‘‘The networks would have less
to sell, but we would not have less in-
ventory to buy because someone would
still be programing and selling that
hour,’” said Richard Kostyra, executive
vice president, J. Walter Thompson.
**Certainly stations would attempt to im-
prove that hour rather than forsake it."’

Smaller affiliates would appear to suf-
fer most from a network cutback.
*“*That’s always the case,’” said McGor-
rill. A greater percentage of network
compensation goes directly to the small
station’s bottom line. The cost of acquir-
ing replacement programing would hurt
the smaller stations more, said Spinola,
and the cost of producing replacement
programing is almost unthinkable for
them, he said.

Some larger market affiliates said last
week a network reduction in prime time
hours could endanger stations and the
over-the-air television system in the long
run. “‘[ think it’s counterproductive if
federal rules force networks to take a
position for expedient purposes,’” said
Joseph Heston, vice president and sta-
tion manager, WBAL-TV Baltimore. “‘I
think long term you have to ask yourself
if reducing network prime time is the
best way to go. Ultimately you solve
yourself into being an independent with-
out the production strength of event
Tv.”

Others agreed. ‘'l would think it
would be a real blow to the affiliates and
I'm relatively positive it would not be

good for the affiliate system as we know
it,”” said William Bolster, president of
Multimedia Broadcasting Co. But he
said judging the impact of such a move
would also have to depend on the partic-
ular scenario, such as whether the net-
work would drop an entire night or one
hour each night.

There was some speculation last week
that perhaps the rumors were signals be-
ing sent to Washington that they need to
rethink the fin-syn decision. **I'm hope-
ful that is the case,’” said Heston.

As for Fox, the speculation last week
was that a decision by any or all of the
big three to scale back would be detri-
mental. Not the least of the supposed
worries was the competition of affiliate
news at 10 p.m.

However, the programing service has
absolutely no interest in petitioning the
FCC to try to block any network from
downscaling, according to Preston Pad-
den, senior vice president, affiliates,
Fox Broadcasting Co. Fox, he said, in-
tends to continue to champion substan-
tial deregulation in the industry. ‘‘All
we have ever sought from the first day
was the opportunity to continue to grow
our competitive business,”” said Padden.
*“We don’t spend our time trying to sad-
dle anyone else with regulatory handi-
caps.”’

Padden was among the many execu-
tives who doubt there’s any truth to the
reported NBC-Paramount talks. *‘Giv-
ing up seven hours of prime time on a

lineup of 200 VHF stations is simply too
high a price for anyone to seriously con-
template,’’ said Padden. *‘It looks to me
like [newly appointed Paramount Pic-
tures Chairman Brandon] Tartikoff de-
cided it would be more fun to run the
unregulated USA Network than it was
running the overregulated NBC Net-
work."’

Media analysts also expressed doubts
about network prime time reductions.
Reducing the schedule from 22 to 15
hours per week would create a *‘bonan-
za"" for the competing networks and
could cause problems for NBC if affili-
ates were not given sufficient lead time,
said John Reidy, security analyst, Smith
Barney Harris Upham Co. “I’'m sure
any network would love for one of the
other networks to do it,”” he said.

Reidy said the notion of NBC drop-
ping its programing by 32% would be an
*‘awesome’’ undertaking that could ac-
tually prove nearsighted. The network
could not effectively put such a plan into
effect until at least 1992, he said, at
which time the economy is likely to have
improved. ‘*‘Suppose the rule is elimi-
nated in three years,”’ he said. ‘“What
happens then?’’

But as KSNw’s Buch put it,“‘nothing
would surprise me in this business today
because of the way things are going.
We're sitting on the brink of major
change in this business, and I sure wish |
knew which way it was going to
go."” -5M,08

SILVERMAN, VIACOM, CHRIS-CRAFT DEVELOPING
FIRST-RUN SITCOM STRIP

red Silverman is trying his hand at producing another first-run sitcom

*“‘instant’’ strip for syndication. Qur Old School, starring Morman Fell (The
Ropers) and Gloria De Haven (Murder, She Wrote), is u venlure of Silver-
man’s company; Viacom, which will distribute; wwOR-TY Mew York and five
Chris-Craft stations, including KCOP-Tv Los Angeles. The stations have signad
on for a one-week test this summer. The Chris-Craft stations will air it in June
and wwOR-TV in July in the 5-8 p.m. block. If the partners anz happy with the
results, another 60 episodes will be produced starting in Movember for launch
of a strip in January 1992.

“‘If it works, it will have an enormous impact on the syndication business, ™
said Silverman. Most sitcom strips are off-network and take at least four years
to develop enough of a library to syndicate. Silverman was involved in another
*‘instant strip'’ four years ago, Honeymoon Hotel, distributed by Access
Syndication. After a five-episode test, however, the show was canceled.
Silverman blamed poor scripts and bad time clearances for its failure.

Our Old School centers on four college freshmen who end up boarding in a
retirement home and find themselves with a set of surrogate grandparents. The
scripts will be written by an [8-member team headed by Richard Albrecht and
Casey Keller, whose credits include Who's the Boss and The Hogan Family.
The 14-character ensemble comedy will be shot like a soap opera, said
Silverman, with one episode produced each day, although the cast will rotate
so that each member is working two or three times a week. The next five
months will be spent polishing scripts. The show will be offered for cash plus
one minute of barter time. .
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TARTIKOFF MOVES FROM
PEACOCK TO PARAMOUNT

NBC’s programing guru named chairman of
Hollywood studio, overseeing film and TV

NBC, Brandon Tartikoff, chair-

man of NBC’s Entertainment
Group, announced his appointment as
chairman of Paramount Pictures. Joined
by Martin Davis, chairman and chief
executive officer, Paramount Communi-
cations Co., and Stanley R. Jaffe, Para-
mount Communications chief operating
officer, Tartikoff cited the studio’s
*‘great tradition’’ and healthy fiscal state
as two reasons for taking the job.

In the position, Tartikoff will oversee
all Paramount’s motion picture and tele-
vision activities, reporting directly to
Jaffe, who assumed his position in
March. Tartikoff said: **It’s arguably the
greatest day in my life, and I hope I can

l ast Thursday, after 14 years with

and Sherry Lansing, as well as actors
Ted Danson and Debbie Allen and musi-
cian Quincy Jones, in addition to the
press throng.

“I’s a great opportunity for Bran-
don,’’ said Grant Tinker, who said Tar-
tikoff’s crossover to the studio from the
network ‘‘will be easier for him than
most people because of his insight and
creativity. It’s really the same world of
agents, lawyers and creative people.
And Brandon works so well with cre-
ative people because he understands
them.”

“It’s a great choice for Paramount,”’
said Gary David Goldberg, founder of
UBU Productions (which is located on
the Paramount lot), and executive pro-

New triumverate at Paramount; Tartikoff, Davis and Jaffee

do for Paramount in the 1990’s what |
was fortunate to do for NBC in the
1980’s.”’ He added later that his ‘‘exu-
berance is only tempered by my leaving
NBC.”” He officially begins at Para-
mount on fuly I.

The moming press conference held at
Paramount to present the new chairman
more closely resembled a tribute to the
42-year-old Tartikoff. Representatives
of all facets of the entertainment indus-
try were in attendance, including execu-
tives of the other broadcast networks,
independent producers such as Stephen
Cannell, Fred Silverman, Grant Tinker

ducer of such NBC shows as Family
Ties and American Dreamer. *‘With
Brandon you get someone special.
There’s so much turmoil and change in
the business right now, and he has the
ability to look through those changes
and act aggressively.”’

As for the autonomy Tartikoff will
have in making decisions regarding both
television and motion picture projects,
Davis said the new chairman will have
the full authority to move forward on
projects as he sees fit. Jaffe concurred
by saying: ‘“You wouldn’t ask a Sandy
Koufax to come into a game and then

tell him how to pitch. Brandon can make
a decision to make a movie unilaterally;
he has total control over the running of
the studio. Brandon and 1 agree that the
reason to go ahead with a movie project,
like a television project, is dependent on
the strength of the script. If we have to
spend $30 million or $40 million, we’ll
spend it,”” he said, and added, *‘it’s his
company to run.’”’

Tartikoff was widely believed to have
grown bored at NBC following his ten-
ure there, which ended with six straight
first-place prime time finishes.

Tartikoff’s exit from NBC also raises
questions about the future of the network
and those still in place in the entertain-
ment division, most notably Warren
Littlefield, president, NBC Entertain-
ment, who has worked as Tartikoff’s
second-in-command even after being
given the division’s top spot July, 1990.
*“There has been confusion at NBC with
people not entirely sure of who is run-
ning the division,”’ said one observer,
remarking about the chain of command
since Littlefield was promoted.

*‘Clearly, his departure makes [Little-
field’s] lines very clear,”” said Tinker.
“It’s a factor, losing Brandon, and it’s
not something you choose to do. But it
won't halt the creative flow to the net-
work. It’s something to guard against,
but Warren’s been around for awhile.”’

“‘He has, for the first time, the oppor-
tunity to really be the president of
NBC," said Goldberg. “*It’s up to them
to establish their own identity,”” he said
of the NBC team still in place, which
includes Littlefield, Perry Simon, execu-
tive vice president, prime time pro-
grams, NBC Entertainment, and John
Agoglia, president, NBC Enterprises,
and executive vice president, NBC Pro-
ductions. Goldberg said NBC can’t af-
ford to stumble during this time because
**[Jeff] Sagansky [president, CBS Enter-
tainment], and [Bob] Iger [president,
ABC Entertainment], are very powerful
in attracting talent to their networks.
Warren can be the guy if General Elec-
tric lets him,”” he said.

In a prepared statement, Bob Wright,
NBC president and chief executive offi-
cer, said: ‘‘Warren, Perry and John and
the rest of the team have been and will
continue to be an intrinsic part of the
NBC success story.”’

Littlefield said he was very happy to
see ‘‘a friend realize a dream’ and
wished Tartikoff the best of luck. As for
his position at NBC, he said he didn’t
expect any changes in either his position
or those executives around him. An
NBC spokeswoman said Tartikoff’s va-
cated chairmanship of the NBC Enter-
tainment Group, a position created for
him, will not be filled. -5C
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FOX EXTENDS REACH WITH LATEST CABLE DEALS

Service will reach one million subscribers out of range of Fox affiliate

area cable coverage by several

hundred thousand homes last
week, reaching accords with several
more MSQO’s and setting up a formula
for small cable systems to carry its ser-
vice.

Fox Net will premiere June 6 before
one million cable subscribers on systems
that do not have access to local Fox
broadcast affiliates. Fox said last week it
has new agreements with Cox, Vision,
KBLCOM, Northland and Tri Star,
among other MSO’s, for Fox Net. Fox
also set up a flat fee of $100 per year for
cable systems with fewer than 1,000
subscribers.

Bill Schereck, vice president, cable
affiliates, Fox, estimated that 2,040 of
the 2,400 cable systems that do not carry
a Fox station have 1,000 subscribers or
fewer and would be eligible for the flat
fee, Those systems with more than
1,000 subscribers would be subject to
the 12 cents per month rate card for Fox
Net.

Community Antenna Television As-
sociation President Steve Effros, who
helped advise Fox on its deliberations
with small cable operators, said the

F ox Broadcasting extended its white

agreement shows the marketplace is the
best regulator of cable programing.
Preston Padden, senior vice president,
affiliates, Fox Broadcasting Co., said
*‘we are heartened by our growing suc-
cess in negotiating ‘win-win’ agree-
ments with numerous cable compa-
nies.”’

Fox benefits not only by reaching
more homes, but operators will attempt
to put Fox Net on their V band. Padden
pointed to Fox Net’s TCl agreement
(roughly five cents per month), which
Schereck said covers about two-thirds of
the 930,000 Fox Net cable homes to
date. TCI is putting Fox Net on the V
band, and, as part of the company’s
channel realignments, it is putting Fox
broadcast affiliates in the position those
affiliates desire in between 80% and
90% of cases, said Padden. Overall, Fox
estimates four million cable homes will
be affected by shifting Fox stations to
the V band. Fox said a lower dial posi-
tion can mean as much as a two-share
point increase in ratings. Padden said
Fox has estimated that 45, or about 1%,
of NTI peoplemeters are in TCL homes
that do not receive Fox programing.

Schereck said there are 2.5 million

TCl TO TEST PPV, VIDEO ON DEMAND IN DENVER

ele-Communications Inc. announced plans to test videc-on-demand and

multichannel pay-per-view in United Artists’ suburban Denver system later
this year, assisted by both AT&T and US West.

TCl will conduct the tests among two subscriber groups totaling 450
customers. Half of the customers will be able to select, via remote control,
from 1,000 movies or special events at any time in the video-on-demand test.
They will also be able to pause programing for up to 10 minutes at a time.

A second group of 225 customers will have access to 15 movies per day,
with six movies scheduled at any one time. Movies will be scheduled every 15
minutes.

TCI said the Viewer Controlled Cable Television test will be offered in
addition to regular cable service. Although various prices will be tested, TCI
said the prices will be generally ‘‘equivalent’ to those in video stores. TCI
also said the movie product on PPV will be similar to what’s available in video
stores, although there are some discussions being held with Hollywood
studios.

AT&T Network Systems will provide the hardware and software to deliver
the VCTV services, including the set-top box and the remote control device.
US West will provide the optical fiber transmission from the VCTV test center
to UA’s headend facilities. US West will also conduct research on consumer
reaction to the test. The test center will house a number of VCR’s to program
for each home, TCI said **a sufficient’ number of VCR’s will be available,
TCI President John Malone said- digital compression will allow for the
delivery of advanced interactive cable systems in three years. Viewers want
more contrel over selection and timing of programing, he said, and *‘this
market test will begin to show us how these desires will play out in a real
market setting.” -Ms

cable homes without Fox programing,
and he hopes eventually to sign deals
covering all of them, giving Fox a reach
comparable to the other three broadcast
networks.

Fox Net will be transmitted over Gal-
axy IlI, with a TCI subsidiary handling
the operations center. Fox Net premieres
with 18 hours of programing, including
the Fox prime time lineup, Fox’s Chil-
dren’s Network and programing from
the Fox film and television library. -ms

COX PROPOSES
CALIFORNIA
NEWS CHANNEL

ox Enterprises is hoping to break
new ground between broadcasters

and cable operators as it pitches a
proposal for a statewide news channel in
California. The first step for Cox is to
gain the distribution support of 60%-
70% of the state’s operators, sources
said.

Cox’s plan envisions a 30-minute
news wheel, a format similar to Head-
line News. Each half hour would include
a two-to-five-minute public affairs seg-
ment, and each evening in prime time
there would be a 30-45-minute public
affairs show, dealing in depth with ma-
jor issues such as the state’s water short-
age.

Broadcasters would be involved in
several ways. In each half-hour, another
two-to-five-minute segment would be
set aside for local news that could be
produced by local broadcasters, similar
again to Headline News.

If Cox gains operator support, it
would also likely seek one broadcaster
from each of four major markets to pro-
vide raw news footage for the channel,
sources said, lowering the cost of the
operation. Broadcasters would also re-
ceive an equity piece of the service. The
markets would be Los Angeles, San
Diego, Sacramento and San Francisco.
Since Cox Broadcasting owns KTVU(TV)
Oakland, it is likely that station will
provide the Bay Area footage. The chan-
nel would have its own anchors, studio
and operations center.

Cox plans to divide ownership of the
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‘DARK’ DAYS LOOM
FOR SOME PUBLIC STATIONS

State funding shortfalls jeopardize competitiveness,
even survival, of stations in Tennessee, North Carolina

channel between itself, operators and
broadcasters, according to sources. Ca-
ble operators would receive 50% owner-
ship, while Cox would retain 30% and
broadcasters 20%, the sources said. The
rate¢ card would be under 10 cents per
month and would actually decrease,
sources said, as ad revenues grew, to the
point that operators could potentially re-
ceive rebate money.

Although CAL-SPAN, the state’s ver-
sion of C-SPAN, has not been officially
approached, sources familiar with the
plan say nothing prevents operators from
carrying CAL-SPAN programing (sever-
al hours a day) on the news channel.

Cox owns several major cable sys-
tems in the state—San Diego, Santa
Barbara and Eureka—where it has
launched its own independent-type sta-
tion with independent programing. If it
decides to proceed with the channel,
sources said, it could be operational in
three months.

The concept, said one source, ‘‘builds
a bridge between broadcasters and cable
operators. Broadcasters can be very ef-
fective program providers to the cable
industry.””

Sources say Ajit Dalvi, senior vice
president, marketing and programing for
Cox Cable, has been in Califonia for
several weeks meeting with operators. -Ms

he continued competitiveness, and

in some cases the continued exis-

tence, of some public television
and radio stations may hang in the bal-
ance this summer as state governments
wrestle with revenue shortfalls.

Two, and perhaps three, of seven
public TV stations in Tennessee could
go dark next year, pending the fate of
tax reform in that state. Nearly $3.5
million in state support is on a list of
potential service cuts, as the state legis-
lature seeks alternatives to Democratic
Governor Ned McWherter’s proposal to
introduce that state’s first general in-
come tax.

And in North Carolina, word is that
five University of North Carolina radio
stations may lose 50% of state funding
(a total of $472,918) in July 1991 and
100% ($945,836) in July i992. For
wFAE(FM) Charlotte, a loss of $92,000
this year and twice that next year, out of
an annual budget under $900,000, will

DINGELL INVESTIGATES DELAYS IN FCC DECISION TEXTS

H ouse Energy and Commerce Committee Chairman John Dingell (D-Mich.)
is keeping the pressure on the FCC. In yet another letter to the commission
last week, the chairman asked the agency to prepare a list of its ‘‘decisions
over the past five years in which the text of the decision was released more
than 30 days after the commission held its public meeting, together with an
explanation for the delay.”’ Said Dingell: *‘Any delay of more than 30 days
indicates that substantial rewriting of the final report and order is taking place
after the commission issued a public announcement of its ‘decision,’ and such
a list would be very helpful to the committee’s oversight efforts.””

This is the third letter from Dingell to the agency following a House
authorization hearing last month where he voiced disappointment with the
FCC’s handling of the fin-syn decision. Initially, Dingell wrote FCC Chair-
man Alfred Sikes asking for the *‘statutory’’ justification for the agency’s
adoption of a ‘‘description’’ of new fin-syn rules rather than a draft report and
order. Another letter was sent questioning some of the commission’s current
deregulatory policies (BROADCASTING, April 29).

As for Sikes’s response concerning the FCC's decisionmaking process, he
said the FCC was well within the law when it adopted rules based on a 23-
page ‘‘executive summary.’’ But Dingell is not satisfied. He agreed that while
statutory and case law ‘‘at present’’ may permit the FCC to issue decisions
based on executive summaries, ‘‘that does not mean that the Congress can
expect these procedural methods to result in decisions that are both sound in
their policy choices and rigorous in their analysis."’

Moreover, he said he remains concerned that the commission’s decision-
making process is ‘‘impaired’’ when it does not have a text of a draft order
before it. *‘While I am reluctant to suggest the imposition of such a require-
ment, [ would like to request that you, and each of your fellow commission-

mean cuts in staff, weekend syndicated
programing and the likely addition of a
third annual on-air fund drive—*‘not
something listeners or staffs relish,”’
said station manager Roger Sarow.

The budget battle in Tennessee—be-
tween raising about $627 million (in-
cluding $3,447,100 for public TV) via
tax reform or cutting $380 million from
the fiscal 1992 budget—may portend
similar threats to public broadcasting in
other states facing recession-driven reve-
nue shortfalls, including New York,
Florida and Virginia.

Told two weeks ago the legislature
would not pass his tax reform bill—
which combines the income levy with
reduced sales taxes—McWherter gave
the Tennessee state house a list of **de-
sired’’ but ‘‘not required’’ services to
consider cutting, including public TV,
said McWherter’s press secretary Ken
Renner. The legislature has so far de-
clined to act on the list, but must now
deal with an educational reform act, as
well as with the budget, likely amend-
ment by amendment, Renner said.

If all $3.4 million is cut, said Robert
Shepherd, general manager of noncom-
mercial WDCN(TV) Nashville, two sta-
tions that rely on state funds for more
than 50% of their budgets ‘‘will proba-
bly fold’’'—wWTCKTv) Chattanooga and
WLIT-TV Lexington. WKNO-Tv, about
one-third state funded, ‘‘would have a
very tough time’ surviving, he said.
The cut would reduce WDCN's current
$3.5 million budget by 15.2%, or
$532,000, accelerating losses that forced
the station to end all educational TV
production and cut staff last year. Also
threatened would be prime time on
WDCN, which has already worked out a
five-year payment plan to continue using
PBS programing.

Said Renner: '“We are very aware that
the across-the-board cuts would have an
adverse effect on many highly desirable
services directly affecting the health,
safety and welfare of Tennesseans’—
among them a 10% cut in local school
support, which will likely mean teacher
layoffs in a state already last in the na-
tion in per capita support of education,
he said. In Nashville, Shepherd added,
the local school board (licensee for

ers, address the issues raised in this letter,”” wrote Dingell. - WDCN) would be hit by that cut to the
tune of $12 million. -
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| STEVEN BOCHCO: TAKING RISK WITH 'I'EI.VISION

An indication of Steven Bochco's impact on network television is that his shows
generate nearly as much discussion and discord among viewers and within the
industry when they fail as when they succeed. Numbered among the successes

are Hill Street Blues, L.A. Law and Doogie Howser, M.D., while the failed
projects include Bay City Blues and this past season’ s most talked-about
show—successful or otherwise—Cop Rock. In the following exclusive l
interview, Bochco discusses the process of producing programs for the
networks, his responsibility in what he calls *‘narrowing the gap’’ between life
and how television portrays it and his goals for Steven Bochco Productions as
he and the company enter the second half of their exclusive contract with ABC.

Was this past season a particularly tough one? its loyalty, so at least you knew that the people who were
watching were doing it very actively. |

No. We were all disappointed that Cop Rock was canceled— What was it about the show you liked so much?

and it was a hard show to make—but, God, we had a good

time. I don’t think I ever had more fun doing a show in my life It was an itch [ had wanted to scratch for years. I'd had this

| than [ had doing that one. I think the 1! hours we made really idea for a long time. I really thought it would work and, the

stand up. So [’'m very proud of that. truth is, | think it did work. I've come to believe. rightly or
The audience that found us and stuck with us was tanatic in wrongly, that most people who walched it once and didn’t J

Broadcusting May 6 1991 At Large 25



come back, didn’t come back because they were embarrassed
by people suddenly singing. If you go to a Broadway musical,
you’re sitting in a dark theater and you know what you’re there
for and there's a kind of anonymity to that experience. But
sitting in your bedroom or living room, you turn on your
television, and suddenly cops burst out into song. 1 think
people ought to be doing more shows like that. I applaud ABC
genuinely for letting me do it and for supporting it the way
they did in spite of horrendously low ratings. They really stuck
by it. And when they finally felt they no longer could comfort-
ably stick with it, I really was in accord with them. I didn’t
have any feeling by then that, well, if we just can hang on for x
number of episodes longer, we’'ll get that audience that we
haven’t gotten so far. [ don’t think that was going to happen.

We got a staggering amount of promotion from ABC.
People knew what it was. They made a real conscious choice
not to go for it and, you know, I've said it before, television
isn't medicine. You can’t make people take it because it’s
good for them.

“I'm a big believer in
designing shows and
writing shows in a way that
will freeze your thumb [on
the zapper| within a minute
or two.”’

Explain how your arrangement with Fox works.

It is a facilities and distribution deal. For example, they’ll
distribute all series we produce for ABC, including Doogie
Howser, M.D.

When will they start rolling it out for syndication, and have
they discussed any marketing strategies with you?

They are just beginning to formulate an approach. I think
they’re looking to take it out somewhere in the next six to nine
months. [ think that’s the rough timetable. It’s interesting for
me because ['ve never been involved in anything like that
before, so it’s just a whole other part of the business that I’'m
learning about.

Do you enjoy it, or would you just as soon be left out of it?

I enjoy it only because it’s knowledge, it’s information, but
it’s not what I do. I'm not a salesman, per se. And it’s not
anything that I’'m particularly good at.

Some people would take issue with that, given your track
record of selling the networks on shows that didn’t fit the
mold, Cop Rock and Doogie Howser for example. And even
Hill Street Blues.

I think the work is its own best sales tool, because I don’t think
an audience at home gives a damn whose name is on the
product. I really don’t. It might mean something at the box
office, but in TV it doesn’t. The fact that Steven Spielberg’s
name is on something I don’t think is going to be any more
enticement to watch it than my name or your name or anyone
else’s. Shows get promoted on TV. You don’t have to make a
special effort to go out of your house and go to a theater. You
can sample whatever you want for two minutes or five minutes

and if it doesn’t grab you, goodbye. I sort of like that about the
medium. You’re not going to fool anybody. With all the hype
about Cop Rock and the attention it got and the recognition that
it had before the fact, I mean, I’ll bet a week before that show
premiered there weren’t a whole lot of people who hadn't
heard about Cop Rock. Obviously when I go to them and I say,
‘1 want to do Cop Rock,” it's a little tougher to say no to me
maybe than to somebody else coming in because we have a
significant arrangement with each other, and because 1 have
put things on the air that seemed improbable and did work.

Your arrangement with ABC is for six years, and it's an
exclusive production contract, is that right?

Actually, there are two tiers to the arrangement. There is a six-
year exclusivity during which [ have to deliver them seven of
the 10 series. And then the remaining three [years] are on a
non-exclusive basis.

Looking back, i:rthl of some of the more recent deals,
would you have erred signing on for a shorter hitch?

No, I love my deal; I really do. First of all, I don’t like coming
out into the marketplace very often. 1 like the security of a
long-term arrangement and having that number of commit-
ments; it’s liberating. You can really try things. I mean, I
don’t have an attitude of ‘Oh, gee, what can [ do next that’s
really going to freak out ABC?’ I'm very comfortable with the
commercial nature of the medium, and I have no interest in
making quirky failures. I mean, I want this company to have
its share of successes. But you know that you’re not going to
hit them all. You can’t. I read in the trades this morning
there’s not a single new show from this season that’s succeed-
ing. Not one. And annually there are very few. You know, it’s
a very—I don’t know what the odds are, but they’re probably
10 to | against surviving a season, let alone getting picked up.
So, you know, it’s a long shot business, it’s a failure-oriented
business. When you know you’re going to come up to the plate
every year it kind of gives you a good feeling about striking
out into new territory, uncharted territory.

So you've completed two of the seven series that will be
produced exclusively for ABC.

Yes, two are done and two more are in production now, so
four of them are already accounted for. I suddenly realize that,
you know, within two years I’ll virtually be at the end of that
exclusive period of time. It’s shocking to me how quickly it
goes. You know, within two years or so we’ll probably be
developing that seventh show.

The two in production now are Civil Wars and Capital
Critters?

Yes, Civil Wars is about divorce attomneys, and we’re shooting
the first one now. It’s very good. Bill Finkelstein wrote it and
is executive producer. Bill, who is an attorney, comes out of
L.A. Law. His mother is one of the foremost divorce attorneys
in New York City, where the show is set.

And that will star Mariel Hemingway?

Mariel Hemingway and Peter Onorati, who was in Cop Rock.
The second series, which we’re having just a ton of fun with,
is Capital Critters, which won’t be ready until January.

The lead time in animation is just staggering, and it’s odd.
You know, we already have 10 scripts, every one of which has
been written by Nat Mauldin. I mean, he’s remarkable. But
what makes it all the more remarkable is that he’s written these
10 scripts in a vacuum because we haven’t seen a single frame
of animation. Not one. So the scripts are written and they’re
all recorded, and, you know, we’ve got three more to go.

Civil Wars is an hour, and Capital Critters is a half-hour?
Yes.
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Is Capital Critters an 8 o’clock show?
Eight, maybe 8:30. But, yes, it's an early evening show.
Who do you see as the audience for that?

We're hoping to attract kids. 1 mean, that’s your primary
audience if it’s a cartoon. Capital Critters is an idea that |
originally proposed to NBC in 1985 and they were not interest-
ed. Then I proposed it three years later to ABC and they
weren’t interested. With the success of The Simpsons, 1 went
back and said: ‘You remember Capital Crmers"’ And they
said: ‘Hey, why don’t we do that?’

There’s a distinction to be made between Capital Critters
and The Simpsons because The Simpsons is an animated situa-
tion comedy. This is a classic cartoon show where it’s crea-
tures, you know, who we anthropomorphize and give voice to.
And it’s got all the classic kind of cartoon visuals—the chases,
the gags, the outrageous bits of business. But given where it’s
set, there’s an opportunity to have a certain kind of fun that is
shghtly more sophisticated, 1 think, than most little kids can
relate to at all but that’ll hopefully be for an older audience.
But 1 don’t think that anything we're doing in terms of subject
matter or how we're treating the stories is in any way going to
detract from the cartoon fun.

Any interest in doing Saturday moming cartoon fare?

No.
Have you felt tied down by your deal with ABC?

No. You know, before I entered into my arrangement with
ABC, I had worked almost exclusively for years with NBC—
not by contract but by circumstance—with Hill Street and then
Bay City Blues and then L.A. Law, and that spanned eight or
nine years, so I'm real comfortable, Again, I like long-term
commitment. And beyond that, on a purely practical level, I
think ABC is by far the most interesting network to be in-
volved with these days. And I think their management from
top to bottom is really sound. | think they have a tremendous
respect for the creative independence of the people who do
series for them. Bob Iger, Stu Bloomberg and Ted Harbert—
they’re very effective. Things get done with a minimum of
nonsense. You pick up the phone, you ask & question, you get
an answer. Dealing creatively, they are more adventurous right
now, I think, than any other network.

For example?

Cop Rock, Twin Peaks, thirtysomething, Capital Critters. You
know, these are risky ventures and they make them. They
commit to them philosophically and then they back them. You
can’t ask for much more,

I remember when Doogie Howser went on, and ABC Chair-
man Tom Murphy called me just to say that he loved it. Out of
the blue, you know, and he said: ‘My daughter, who's at
graduate business school, says it’s the most popular show
there.’ Dan Burke sent me one of the nicest notes I've ever
gotten-about Cop Rock when it first went on and then another
really sweet note of commiseration when it went off. I mean,
they're good guys. If they're half as happy with me as I am
with them, we're in good shape.

You said you produced, what, 11 episodes of Cop Rock?
Have you thought about what you might do with those?

I'd love to get them out in [home] video form, because we get
so many letters from people who want to collect them. It is
perceived, and I suppose rightly so from a commercial stand-
point, as a rousing failure, so it’s tough to get people interested
in getting it out there. But we produced 2 lot of good music
and 11 really fine hours of television. 1 think eventually it’ll
find its way into the medium again, cable perhaps.

Have there been talks with any cable channels?

Not yet,
What are your goals for Steven Bochco Productions?

When I formed this company, it was not with the idea of being
a one-man band. I had no interest and I have no interest in
creating, producing and writing 10 shows. [ don’t think I have
10 good ideas in me. But probably my fondest professional
memories are of the first three years or so at MTM when Grant
[Tinker] was there and MTM was this remarkable, small
production house that nurtured writers and protected them and
empowered them, and those days are long gone at MTM. But 1
would love—I fantasize about this—being able to be in televi-
sion in the nineties what MTM was in the seventies and early
eighties. And one of the problems of being me is that often
really good writers who are ready to have their own shows
don’t want to work here because they’re afraid that they're
going to be overshadowed. And that's a legitimate concern. So
the guarantee that 1 made Bill Finkelstein and the guarantee
that I made Nat Mauldin is that these are their shows. They are
writing them, they are executive producing them, they are the
creators of these shows and I'm not out front. It’s theirs. When
I have a show I want to do again, I'll do it.

What are you working on now?

Nothing. But something will come up. With these two shows
in development for this coming season, ['m really not respon-
sible for delivering anything for about a year, which means I
don’t really have to come up with a concept much before the
end of this year. So I've got lots of time to think and stew, and
then in the meantime I'm going to spend some time next
season with L.A. Law because they’re having a major shift in
personnel, So that'll be fun.

Executive Producer David Kelley is leaving the show
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(“*Closed Circuit,” April 15).
Yes.
Will you go back to being executive producer?

No, Pat Green, who has been supervising producer, is going to
take it over.

You said you wouldn't have to come up with a concept until
the end of the year. Where do you look for inspiration?

Inward. I think most writers will tell you that they don’t
actively go looking. You know, if you're conscious in the
world, things come at you. [’ll never forget when | got my
idea for Doogie Howser. | had just read an article in New York
Magazine about prodigies. And I'd always been interested in
prodigies becausc my father was a prodigy. He was a violinist.
And I read this article. It was in the morning, you know, and [
was taking a shower and then the whole thing, I saw the whole
thing conceptually, including the story. And then [, you know,
I set about doing my homework to find out whether a situation
like that was plausible. But you never know where an idea is

“Television isn’t medicine.
You can’t make people take

it because it’'s good for
them.”

going to come from or how it’s going to strike you. For Cop
Rock, a woman came to see me, [ think in the third year of Hi/f
Street Biues, and said that she wanted to take it 10 Broadway
as a musical. I thought, God, thai’s a great idea. [ could sce it.
It was impossible to do for all kinds of reasons. But the idea of
cops and music stuck in my head. Usually when I get an idea I
don’t trust it. [ like an idea to cook because if it’s a good idea
itwon’t let go of me. And if it’s not a good idea, it lets go real
fast.

Does the traditional sitcom form interest you?

I don't think that | could do a kind of traditional, half-hour
taped comedy, although | would love for this company to do
one.

Do you have people that are stronger in that area?

Sure. For instance, this season I’'m relinquishing my executive
producer title on Doogie to Vic Rauseo and Linda Morris.

Have they been supervising producers?

Yes, and they're wonderful, terrific writers and they're just
funny as hell. And they will do a show of their own in a year
or two for this company, and I would assume, though we
haven't sat down and had the conversation specifically yet,
that they might go in that direction, a traditional threc-camera,
four-camera show. | wouldn’t say no to a Cheers.

Is there any pressure within or without to produce more half-
hours than hours?

The original deal that I made with ABC was basically half the
shows would be hours and half would be half-hours. [ suppose
that’s adjustable, but 1 like the half-hour form, and | think,
increasingly, in television that’s what you're dealing with,
although I think there’s always going to be a need for. and an
interest in, a strong hour. [ just think it’s tougher and tougher
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to deliver that strong hour because you're asking people to
make a commitment of time that increasingly they're loathe to
make. And it’s tougher in terms of atter-market. | suppose if [
thought in those terms I'd be a better businessman, but I never
think in those terms.

You aren't tailoring your development with the marketplace
in mind?

No, because it you try to design product for a marketplace,
you're a manufacturer. I don’t think of myself like that. I'm
trying to make shows that [ love and that | would like to go to
my typewriter and work on every day. And besides, 10 try to
analyze a marketplace that isn’t going to be relevant for three
to five years is crazy. Everybody was saying a couple of years
ago that the hour was dead. Now there is a glut of half-hours in
the marketplace. The thing is, | don’t think anybody has ever
gone broke in the history of television making hit shows. |
mean, if there’s a single rule that you can stitch up into a wall
sampler and hang in your office, it’s that nobody has ever gone
broke making hit shows. And if you do that, the business of it
will take care of iself.

Can a small independent producer still get his original idea
off the ground?

I think so. But there aren’t enough good ideas around. The
networks are losing audience. The competition is fierce. View-
ers are fickle. They sit there with their zapper, and they can
access 5O channels without getting up off their behinds. And if
they don’t like what you're doing, then in 90 seconds you're
history. And they don’t come back because there are just too
many other things to access. And in that climate, 1 can’t
imaginc a fresh idea not generating interest. Now, the question
is, who’s going 10 back it? Somebody will back it. I think the
one person with the least 10 lose always in these business
things is the person with the typewriter. Somebody will pay
the person with the typewriter to write.

You mentioned viewer zapping. Does that bother you about
television today?

No. It’s a complete waste of time for any of us to bemoan what
once was. Besides, I’'m one of those guys that sits there with
my zapper clicking through thosc channels. And you'd better
grab my ass fast or I'm looking for the next ball game, you
know? As a writer, as a producer, | have to find ways to adjust
what 1 do to that reality. So I'm a big believer in designing
shows and writing shows in a way that will frecze your thumb
within a minute or two.

How do you do that?

If you recall the very opening of L.A. Law, it was designed 1o
do exactly that. People arc tuning in to a show called L.A.
Law. They know it's about attorneys. It's a law show. You
bring a whole set of associations about what a law show is. It’s
stodgy, it's a little earnest, it’s a little of this, it’s a little of
that, and you have a cold opening in which this incredibly
handsome guy, Arnie Becker, comes into an empty office very
carly in the moming and a sccretary's (here and she's already
on the phone with some screaming client, divorced woman,
and we're no sooncr past that than a guy walks in and pulls a
gun on Becker and says: *“You son of a bitch, I’'m gonna kill
you because of my divorce,” and he pulls the trigger and out
comes a flag that says ‘‘Bang’' on it. And Becker's just
frecaked out. Now the guy leaves and as the guy leaves, the
secretary comes in and says, *‘I think you better come quick."’
And they go into the next office and the guy is dead. face
down in his franks and beans. And the last line of that opening
scene, which in toto could not have been more than two

Continues on page 53
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MTM IMPROVES BOTTOM LINE, CREATIVE POTENTIAL

Once considered top writers’ shop, company is now trying to
regain that reputation while bettering its fiscal standing

a-half—MTM was considered the

ideal place for television writers and
producers. The company’s reputation
was that it nurtured its creative talent
first and tended to its bottom line sec-
ond. Writers such as Steven Bochco,
Bruce Paltrow and Hugh Wilson honed
their skills under the leadership of Grant
Tinker, who co-founded the company.
Then, over the past few years, the com-
pany became known more for its insta-
bility and failure to produce hits than for
its reputation as a small, highly success-
ful boutique producer. Hollywood ob-
servers suggested the company was fail-
ing under leadership that was more
interested in the profit potential of the
company than in its creative potential.

Now, however, company officials say
Tecent successes in both the network and
syndication divisions are helping to im-
prove the company’s fiscal standing as
well as maintain some of the traditional
quality of product.

Just three weeks ago, Robert Kloster-
man, chief financial officer of MTM
(since its acquisition by Britain’s TVS in
1988), succeeded Mel Blumenthal as
president of MTM Enterprises. The ap-
pointment of the former financial officer
and one-time partner in a certified public
accounting firm stirred up more rum-
blings from many in the creative com-
munity in Hollywood who saw the move
as another example of the mismanage-
ment of MTM.

Klosterman’s appointment came just
after TVS had taken the company off the
market, following a four-month attempt
to find a suitor for the company, which
had failed to yield the kind of revenue
TVS had hoped for when it paid $320
million in acquiring MTM. Klosterman
said recent renewals of two of MTM’s
network shows and the continued sales
of WKRP in Cincinnati for first-run syn-
dication, combined with an arduous re-
newal of its British TV license, caused
the parent company to rethink its deci-
sion to sell the company.

*‘Since the beginning of January, the
company is in a completely different po-

I n its day—or rather, its decade-and-

MTM

L]

sition,’” said Klosterman. ‘“Two of our
shows, Rosie O’Neill and Evening
Shade, were renewed, and now we're in
about 85% of the country with WKRP in
Cincinnati. Also, the pilot for Ruth
Harper [a fall pilot project for CBS] was
shot last Friday and we’re real excited
about that. So the value of the company
was increasing and became apparent to
the parent company and shareholders.”’

Klosterman also acknowledges the
perception of MTM losing its creative
heart in the wake of businessmen not
familiar with the production terrain. **I
think it’s a perception across the board
in the industry. We want to return MTM
to what it once was in the marketplace
and we're very interested in its creative
place. But the industry was vastly differ-
ent in the 1970’s and 1980’s. There was
no proliferation of first-run, and cable
didn’t have as large of a market as it
does now. It was ruled by three net-
works, and if you got a show on the air
you were guaranteed of making money.
The whole industry was driven by the
product. But now, with every project
you have to ask if it has profit poten-
tial.”’

“Bob [Klosterman] was the architect
of our new business plan which has put
us in a very positive mode,”’ said Tim
Buxton, vice president, MTM Interna-
tional, who added that *‘it’s fair to say
TVS was disenchanted with us just nine
months ago.’’ The goals of the business
plan, said Buxton, were to get the net-
work shows renewed and WKRP cleared
in most of the country. *‘It was done to
rectify to TVS what had been a com-
pletely unacceptable situation. The
MTM problem was that the price paid by
TVS had not been borne out in the com-
pany’s past performance over two years.
They are recognizing the turn-around
that started a year ago with getting Eve-
ning Shade on CBS,”’ he said.

The international division, which was
formed a little more than a year ago, is
in the process of selling both the net-
work shows overseas. Buxton said mov-
ing the division’s home base to London
from Los Angeles has been the biggest
change in that it puts MTM’s interna-
tional department on the same time zone
of its clients. He said sales of both Rosie
O’Neill and Evening Shade have been
going well with Rosie sold in Australia,
Spain, Canada, New Zealand and the
UK, among others., Evening Shade has
been sold in Germany, Canada, New
Zealand, and the UK among others.

Buxton said Rosie O’Neill, which be-
gan airing in Great Britain on ITV last
January, scored a 53 share in its opening
episode and averaged a 44 share during
its seven-episode run there.

On the syndication side of the compa-
ny, MTM will be spending $60 million
over the next four years for the produc-
tion and promotion of WKRP in Cincin-
nati, according to Kevin Tannehill,
President, MTM Television Distribu-
tion. He said the per-episode cost of the
series will run between $500,000-
$525,000, and the company will spend
$2 million to promote the show’s first
season. The series is currently cleared in
135 markets representing 85%-90% of
the country, he said. In addition, Tanne-
hill said the company is preparing its
marketing effort for the off-network syn-
dication of Evening Shade, which the
company will begin distributing in Janu-
ary 1993 for a fall 1994 launch.

Although the company is riding high
now with the renewals of its two net-
work shows and the clearances of
WKRP, Klosterman understands its for-
tunes could change quickly if the series
falters next season. He also believes
MTM’s for-sale status by TVS will not
fluctuate according to how the three pri-
mary projects perform. ‘*Obviously ev-
erything can change. The assurances
I've gotten from London are that they’re
in it for the long-term. Sure, we could
lose this show or that but 1 don’t see¢ it.
TVS is solidly behind us and the share-
holders are behind us,’’ he said. =8¢

Brosdeasting May & 1991

Programing 29




(BS HOPES TO REPEAT SUMMER SUCCESS OF LAST YEAR

Network will include show from Norman Lear among its hot weather offerings
hoping to do well and be renewed later; other networks not as far along with plans

new Norman Lear sitcom will be

among the 40-50 hours of new or

classic programing CBS has
scheduled this summer as part of an am-
bitious effort to develop new product for
its regular season. Like last summer,
CBS so far appears to be the frontrunner
among the three networks in moving
away from traditional rerun fare.

CBS is hoping its upcoming summer
efforts will be at least as successful as
last year, when two of its five summer
launches—MNorthern Exposure and Top
Cops—moved onto the schedule. Last
year found the networks offering an
unprecedented mix of original pro-
graming during the summer, largely in
response to increased competition from
Fox and other alternative viewing
choices.

“It’s more aggressive than last sum-
mer, because we were very successful,”
said Steve Wamer, CBS vice president
of special projects. ‘‘We’re in the busi-
ness of getting series to work on the air,
and two out of five is a pretty good
success ratio.”’

Lear’s Sunday Dinner, about a 56-
year-old widower (Robert Loggia) who
is rejuvenated by a younger woman
(Teri Hatcher), will debut Sunday, June
2, at 8 p.m. and run for six weeks.
Sunday Dinner marks Lear’s first retum
to TV since the short-lived 1984 series
on ABC, A.K.A. Pablo. CBS is said to
be considering a pairing of the show
with a return of Lear's classic, All in the
Family.

Also targeted to join the CBS sched-
ule in late June will be The Verdict, the
CBS News courtroom reality series pro-
duced by 48 Hours executive producer
Andrew Heyward. The half-hour series
will be hosted by a variety of CBS News
correspondents and will air over eight
weeks.

Two other six-episcde series will
probably not start until at least mid-
July to take advantage of the July 9
All-Star Game as a promotional spring-
board. Those series are Partners in
Life, Rob Reiner’s black-and-white
slapstick update of Laurel & Hardy,
and Stephen King's Golden Years, a
dramatic fantasy series by the best-sell-
ing author. Golden Years will debut as
a two-hour movie, followed by six,
one-hour installments.

CBS has not yet revealed complete
details on its summer programing plans,

Robert Loggia and Terri Hatcher in
‘Sunday Dinner' on CBS

which are said to include the possibility
of an interactive game show, some new
installments of the half-hour reality se-
ries True Detectives and some unnamed
specials currently being negotiated.

Warner said CBS this summer would
include the return of “*some shows that
we feel deserve a second chance,” as
well as ‘‘encore’” programing from pre-
vious seasons. Also, The Trials of Rosie
O'Neill will retum for an anticipated
five weeks, beginning Sunday, June 9,
at 10 p.m. Warner said there would be
no new episodes of current series or new
made-for-TV movies.

‘“The networks have got to think of
television as a year-round entity,’” said
Lou Schultz, executive vice president,
Linta: Worldwide.

® Unlike CBS’s ambitious summer
plans, ABC is preparing a limited
amount of original programing. ABC is
not yet ready to announce its summer
line-up, but among the few new shows
the network is said to be considering is a
run of Bellevue Emergency, a reality se-
ries produced by Grosso-Jacobson En-
tertainment. The network will also pre-
sent a 14-week series of late-night rock
concerts on Fridays, begining June 7.

Rather than investing in a wealth of
original summer fare, ABC is placing
more money into original episodes of
existing shows, said a network spokes-
man. The strategy allows the network
to extend the number of episodes on
each show from 22 to as many as 26,

he said.

® NBC, which among new offerings
last summer presented six original tele-
films and a2 number of Jane Pauley spe-
cials, does not plan to have its summer
line-up in place until late May, accord-
ing to a spokeswoman. Possible original
fare this summer on NBC could include
the six-episode comedy series, The Ad-
ventures of Mark and Brian, she said,
and such ‘‘second-chance’’ programs as
last fall’'s Americdn Dreamer.

® Fox, which has traditionally per-
formed well during the summer months
by countering network reruns with new
programing, also was not ready to dis-
cuss its upcoming summer plans. At
least one thing to be expected, however,
will be movies on seven of the 13 Mon-
days in the summer quarter (July 1-Sept.
29), according to a Fox source.

® The Public Broadcasting Service
will offer more than 100 prime time
hours of new programing during its up-
coming summer season. ‘‘We tend to
think of viewers during the summer as
willing to take chances and search for
new programs,’” said Jennifer Lawson,
PBS executive vice president, national
programing and promotion services.
*“We believe viewers want more than a
steady diet of repeats.”’

Debuting programs on PBS this sum-
mer will include The Health Quarterly,
a new documentary magazine Series,
and New Television, a 10-part series fea-
turing works by video artists (Thurs-
days, July 11-Sept. 12, 10:30 p.m.).

Among returning shows, American
Playhouse will present six new episodes;
documentary series American Masters
will return for its sixth season; Alive
From Off Center will debut its seventh
season of 10 half-hour programs; Adven-
ture will present seven new shows, and
both Bill Moyers and David Frost will
host new specials. Also included this
summer on PBS will be the fourth sea-
son of the documentary series P.O.V.,
featuring 12 new episodes ranging from
the Oscar-nominated Berkeley in the Six-
ties to an AIDS-related film titled Abso-
lutely Positive.

PBS will also seek to attract summer
audiences with the return of two of its
biggest hit series, Ken Bums’ The Civil
War (Wednesdays, July 17-Aug. 14, 9
p.m.) and Masterpiece Theater’s Emmy
Award-winning 1977 series, /, Claudius
(Sundays, June 9-Aug. 25, 9p.m.). a8
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REALITY STRIP, FILM PACKAGES LATEST FROM ITC

fier playing what Ritch Colbert

describes as a ‘*cautious and con-

servative”” business approach
over the last six months, ITC Entertain-
ment Group is gearing up its syndication
unit with the development of a new
weekly reality-based strip for 1992-93,
while also slating the release of threc
new movie packages and several spe-
cials for next season. Colbert, who is
senior executive vice president of 1TC
Domestic Television, told BROADCAST-
ING that the privately-held company’s
current sales strategy is to ‘‘best manage
our available assets and look at the most
effective ways to exploit our vast library
of feature film and series titles."’

Acknowledging that the first-run syn-
dication marketplace is ‘‘too hostile an
environment for independent studios™ to
introduce strips (perhaps an oblique ref-
erence to the ratings washout its Tic Tac
Dough experienced at the beginning of
this scason), ITC will instead be concen-
trating on introducing new programs in
weekly syndication. Station rep sources
estimate that ITC may have lost $1.5
million to $3 million on the Jaunch of
Tic Tac Dough, but minimized its losses
by canceling the program e€arly in the
season (BROADCASTING, Dec. 10,
1990).

Colbert and Henry Urick. ITC’s vice
president of marketing, provided few
details on the new weekly half-hour be-
ing targeted for access and early fringe
on weekends. However, in keeping with
the company’s new strategy. Colbert
said the reality-based program (featuring
a “’known commodity®’ as host) will be
marketed to stations as a weekly for fall
1992, but stations will be able to sign
options to pick up the program if its
ratings merit stripping for the 1993-94
season.

Topping the list of new syndication
offerings are three new feature film
packages, in particular Volume Ten, a
37-title movie package that will offer 12
of those titles on an even 12-minute lo-
cal/national ad hoc barter run triggering
in October 1991. The remaining films
arc available on an all-cash basis. Titles
within Volume Ten are ‘‘sex, lies and
videotape’” (which originally was sched-
uled for Volume Nine this season), ‘‘Re-
turn of the Swamp Thing,” ‘‘Young
Doctors In Love’” and *‘Blood Money.*”
Colbert said acquisitions for a planned
Volume 11 package in 1992-93 have al-
ready begun, with **A Rage in Harlem”
(starring Danny Glover, Forrest Whi-
taker, Gregory Hines and Robin Givens)
the first title in the package.
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ITC will also be targeting 2 new mov-
ie package, Movie Madness (working
title), for late night slots on indepen-
dents and affiliates, with 12 titles being
made avalable in January 1992 on a
12/12 barter split. Among titles featured
in the package are ‘‘Spike of Benson-
hurst,”” *“Zapped Again,”” *‘Attica’’ and
“‘The Trouble with Spies.”” Based on
the *‘successful ratings' for Movie of |
the Month I currently in syndication,
Colbert says Movie of the Month I, an-
other slate of 12 telefilms and theatrical
features, will be offered on a 12/12 bar-
ter basis starting in March 1992,

Seeking to ‘“‘exploit’” the advance
hype of Warner Bros. Pictures’ planned
summer releasc of Kevin Costner’s Rob-
in  Hood theatrical (*‘Prince of l
Thieves’"), Colbert said that [TC has
dipped into its senes library to repack-
age The Adventures of Robin Hood (star-
ring Richard Greene), an ITC-produced
series that was broadcast in England and
on CBS (1955-58), as The Robin Hood
Trilogy for November 1991 syndication. |
Colbert said Rob Word, scnior vice
president of business development. su-

pervised the editing, colorizing and
soundtrack remastering of the original
episodes 1o produce three two-hour fea-
tures, each available on 12/12 barter
splits.

Not 10 be outdone by theatrical tie-
ins, Colbert said ITC will also be the
first syndicator to commemorate the
50th anniversary of the Japancse attack
on U.S. forces stationed in Pearl Har-
bor. Remembering Pearl Harbor, an
hour-long special hosted by Edward
Woodward (formerly of CBS’s The
Equalizer), is already in production for a
two-wecek barter window this December.
Another special, Glamorous Women of
Sport, a look behind the scencs of Sport
magazine’s swimsuit issue, is slated for
first-run syndication in March or April
1992.

On the network side, Colbert said
Love Bugs, a game show originally in
development for syndication in 1991-92,
has received a pilot commitment from
CBS for the network’s daytime lineup.
Colbert described the show as a cross
between America’s Funniest Home Vid-
eos and Love Connection. —MF
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One Half Hour Time Periods For Sale

* 5,000,000 Watts covering all of Chicago
and Northern Indiana

* Reaching over 7.5 Million Viewers

* Affiliated with Home Shopping Network
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CALL (708) 633-0001
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RATINGS ROUNDUP

7:00 PM 7:30 PM 8:00 PM 8:30 PM 9:00 PM 9:30 PM 10:00 PM 10:30 PM l
ABC By MACGYVER (48) [9.8/16] ABC MONDAY NIGHT MOVIE—ADDICTED TO HIS LOVE (66) [8.1/13]
87714 9.3/ 16 10.3/17 1.6/12 78/12 8.5/14 87/16
H
4
L CBS | EVENING (42) MAJOR (33) MURPHY (20) DESIGNING (17)| [NORTHERN EXPOSE (31) [12.8722] |
- 131/22 SHADE 11.1/19 [ [DAD 125/20 | [BROWN147/23| |WMN.149/23 13.0/21 12.5/22
o
3 NBC FRESH (37) BLOSSOM (48) NBC MONDAY NIGHT MOVIE—TIIE VERY FIRST TIME (43) [10.8/ 18]
5 108718 PRINCE11.5/20| |98/16 103/ 16 107/17 11.2/19 11.0/20
= —
FOX FOX NIGHT AT TIIE MOVIE—HI HONEY I'NIDEAD (74) [(67/11]
67/11 39/10 6.7/11 7.1/11 71/ 11
ABC : ; WHOQ'S THE (38)| {BABY (33) ROSEANNE (6) | [STAT (26) TIIRTYSOMETHING (67) 30715 l
@2 116/20 i BOSS 11.4/20 TALK 12.5/21 16.2/26 133721 8.1/14 1.8/ |
o .
: CBS RESCUE 911 (30) [129/ zz] CBS TUESDAY NIGHT MOVIE—I SAW WHAT YOU DID (56) [9 3/16)
= 105718 122/21 1377 9.2/15 9.2/15 9.6/17 9.4/18
3 — —_—
§ NBC : MATLOCK (38) [11. 4/111 HEAT OF TIIE NIGHT (29)[ 13.0/211] [SHANNON'S DEAL (u) [ 11 3720 W
11.9/20 ; 1.1/19 11 12.4/20 13.6/ 11.6/20
‘
|
- C WONDER (32) | [GROWING (25)| [DOOGIE (15) MY LIFE & (45) | [GABRIEL'S FIRE (m) |sf./ 13 : |
£ 115720 YEARS 12.7/23 | |PAINS 134/23 [ IM.D.  15.2/25 | |TIMES *10.6/17| [8.5/14
-
= CBS MUTANT an PRIMETM. (76) | | JAKE AND FAT MAN (47) [10 2717 48 HOURS (30) [9.7/17)
2 88/15 TRTLS.(6.4/12) | |PETS[6.5/11] 9.7/16 99/17 95/17
T ———
=
2 NBC UNSLVD. nwsn:nms (7)[159/28] 26TH ANNUAL COUNTRY MUSIC AW\RDS (H))[ISGIZT]
2 158/27 149/27 141/23 15.7/25 16. 16.1/29 !
= - .
ABC FATHER DOWLING (<6) [9 3/16] CRTMES OF CEN. m (63) [8.3/ 13] PRIMETIME LIVE (~5) [9 4716
9.0/15 MYS. 8.7/15 9.9/ 3.0/13 93/15
wy
< CBS TOP COTS (62) [85/ 1:] ANTAGONISTS (68) [7.9/13] KNOTS LANDING (28) {13 1722
: 98717 8.0/14 7.5/12 8.2/13 13.0/21 23
L -
2 NBC COSBY (21) DIFFERENT (13)| [CHEERS (2) SEINFELD (17) | [L.A. LAW @ 07, 8/28]
& 163/27 14.4/25 WORLD 15.3/26| [193/31 14,9724 166727
x S—
=
FOX SIMPSONS (43) | {BABES (31) BEVERLY HILLS, 90210 (73) [7.1/11)
77113 10.8/19 5.9/10 6.7/ 11
ABC : FULL (21) DINOSAURS*(7) | [FAMILY (10) PERFECT (23) | [20/20 (19) [14.8/ .8]
14.9727 HOUSE 14.8/28 | {15.9/29 MAT. 15.6/27 STRAN.13.6/24 | [153/28 43/27
S CBS RESCUE 911 ST, (51) [9.6/ 18] DALLAS (36) [11 8!21 1 TRUE DETECTIVES (59) [8.8/ I6]
= 101/18 8.5/16 10.6/19 11.5/20 21 8.6/16 9.1/17
= -
2 NBC NBC NEWS—LOST (59) 8.8/ 16} NUNTER (70) [7.7/13] MIDNIGHT CALLER (74) [6.7/12]
o 77714 YOUTH 8.6/17 94/16 7.6/13 7.7/13 6.6/12 68/13 ']
FOX AMR'S MOST wwn:n (sm [36/7] | [DEA:SPTASK FORCE (90) [2.274]
29/5 s 36/7 2.1/4 i
ABC ABC SATURDAY NIGHT MOVIE—CROCODILE DUNDEE (35- [11 9 .m] COUNTRY MUSIC (33) [9 /18]
11721 9.8/21 127/25 13.1/24 CELEB.9.0/17  99/1
~
£ CcBS FLASH (80) [6.0/12) CBS SATURDAY NIGAT MOVIE—BEETLEJUICE (63) [8.3/ 131
: 7.5/14 58/12 6.2/12 6.3/12 7.4/13 9.9/18
<4
2 NBC AMEN (56) DOWN (51) GOLDEN GIRLS (16) [15 1/27] EMPTY (24) CAROL & (38)
E 123/24 9.3/20 HOME 9.6/19 14.5/27 28 NEST 13.5/25 COM. [11.4/22)
v
FOX ITOTALLY (86) YEAR- (89) COPS (84) COPS2 (82) i
4.4/8 1! H.VD.3.7/8 BOOK 3.0/6 50/9 58710 ] 0t .
I H
ABC LIFE GOES ON (68) [79/ 151 | [AMR.FUN (9) AMR.FUN. (12)| [ABC SUNDAY NIGHT \mvrs—mmno m (27) [132721) '
1257211 7304 86/ VIDEO 15.8/26 | {PPLE.15.2/24 i1.3/17 13.0/20 143723
2 CBS 60 MINUTES (3 [17.1/32] MURDER SIE WRT. (4) [110I28] CBS SUNDAY MOVIE—HALLMARK SHADOW OF A DOUBT (13) [15.37 u]
= 162/27| [159/232 18.2/33 163127 17. 157/ 24 151723 15.2/24 151/ 25
S
S NBC | [SUPER mi OOPS ('m) 163712] | [EXPOSE (78) REAL LIFE (72) | [NBC SUNDAY NIGUT MOVIE—SWITCHED AT BIRTH (1) [20 4/3~1
= 135/22] [60/12 6.3/10 J.P.7.6/12 18.7/29 206/31 21.1/33 :
v T
FOX TRUECLR.@) | [P.LEWIS (83)] [INLIVING (53) | [GET A LIFE (65)| [MRD. WITH (45)] [TOP OF (20) SUNDAY COMICS * (86) [3.7/6]
6.7/11 49/10 5.6/10 COLOR 9.5/16 | |82/13 CHILD. 10.6 /16 | [HEAP 7.7/12 10/6 3476
[TVEEKL\' PRIME TIME AVERAGE ABC 114720 CBS 11.1/19 NBC127/22 FOX59/10 ] YELLOW =
1/2 HR WINNER
SEASON PRIME TIME AVERAGE ABC 12.4/21 CBS 12.2/20 NBC 12.6/21

FOX 6.4/ u‘[ *_PREMIERE

NIGHTLY RATING / SHARE

(#)—RANKING

{##]—PROGRAM RATING / SHARE

HALF-HOLR RATING / SHARE SOURCE: A.C. NIELSEN
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GROUPS BACK FCC’'S REVIEW OF OWNERSHIP CAPS

Radio executives say it’'s time to update multiple ownership and duopoly rules

chorus of cheers will go up from

the radio industry if the FCC

does the expected this Thursday
(May 9) and launches a rulemaking to
review the multiple ownership and du-
opoly rules.

Major group broadcasters contacted
by BROADCASTING say it may be time
for the rules to be relaxed, or repealed.

The multiple ownership rules prohibit
a group from owning more than 12
AM’s and 12 FM’s, and the duopoly
rules limit a broadcaster to just one AM
or one FM in a market. Broadcasters
have been allowed to own an AM and an
FM in the same market.

At present, only a handful of groups
own a full complement of AM’s or
FM’s. These include CBS, Great Ameri-
can and Nationwide, which each own 12
FM’s. Others are just one or two shy of
the limit, including Capital Cities/ABC,
EZ Communications, Group W, Infin-
ity, The Ragan Henry Group, Noble and
Susquehana.

Nonetheless, broadcasters are all for
change. They insist that lifting owner-
ship caps would not keep stations from
public service-minded licensees, and re-
laxing the rules could strengthen the in-
dustry by allowing established broad-
casters to improve their commitment to
radio and the public it serves.

Ownership caps originally were put in
place, in part, to prevent any onc media
voice from assuming too much power or
influence in an industry limited by its
number of signals and outlets. This fear,
however real it might have been during
radio’s infancy, no longer should be
considered a valid concern, according to
Steve Crane, president of Emmis Broad-
casting in Indianapolis.

In fact, Crane said, the overpopula-
tion of radio stations precludes any fur-
ther need for ownership limits. ‘‘In the
past, when each market had a limited
number of broadcasting outlets, the FCC
might have had a valid concern,’” Crane
said. ‘“Those same concerns don’t exist
today because there isn’t the same threat
to ideas in the marketplace and because
we have so many media alternatives.’”

Mel Karmazin, president of Infinity

Broadcasting, which currently owns 11
FM's and six AM’s, stressed that ‘‘lim-
its absolutely are not necessary.” He
said: “‘The commission would be mak-
ing a very wise decision, one that would
benefit the public more than any other
decision they’ could make.”” Karmazin
explained that groups that already own
close to their full complement of stations
generally are those that have demon-
strated their commitment to the public
and would extend that commitment.
Karmazin said expanding the rule
would provide new opportunities for In-
finity and other groups to acquire addi-
tional properties or entire groups. “‘We
haven't acquired our 12th station be-
cause we always wanted to be in a posi-
tion for that unique, special radio station
to open up,”’ he said. In addition to
allowing groups to grow, lifting the lim-
its also conceivably could help kick-start
the sluggish marketplace by allowing
broadcasters who want to sell their sta-
tions to find financially qualified buyers,
Karmazin said. ‘‘The companies that
have the financial wherewithal to be at
the table at closing are the larger compa-
nies that are close to the limit. The pub-
lic is being hurt more by broadcasters
who are cutting back on service because

they can’t sell their stations,”" he said.

Steve Berger, president of Nationwide
Communications in Columbus, Ohio,
which owns 12 FM's and three AM’s,
said eliminating or increasing the pre-
sent limits hardly would be harmful to
either the industry or to the American
public. ‘‘The wonderful thing about this
country is that when something gets
stretched to excess we tend to right our-
selves,’” he said. Changing the owner-
ship limits would no more abuse the
public interest than it did when limits
were raised previously, Berger said.

If the ownership limits were lifted or
revised, would the company acquire ad-
ditional properties? ‘‘Certainly, if the
economics were right and a station was
available in a market where we wanted
to be,”” he said. If negative implications
did arise, limits could be reimposed,
Berger said. ‘‘“The market will always
level out. The people will always know
what they want, and if they decide they
want something and decide they made a
bad choice, they'll change it, like they
did with prohibition.’” Berger said.

Jim Thompson, president of Group W
Radio in New York, which currently
owns 10 AM’s and 10 FM'’s, said that
broadcasters should be allowed to own

ALL KIDDING ASIDE

he Imagination Stations Radio Network for Kids, which briefly suspendid

service wo months ago following a scramble for capital funding (BROAT
CASTING, March 111, has resumed it broadeasting schedule from o pew home
in 5, Louis, The network has a multi-vear contract with TS5 Broadoasting’s
new wxlodrny there and also has resumed a full affiliate relationship with
EEDS AM) Salt Lake Ciy, Also, 2 company spokesman sud Imagination is
waorking on affiliate agreements with several additional stations, including an

unspecilied AM in Springfield, Mo

gain this vear ABC Radio Sports has contracted to broadeast horse racing s

Triple Crown, beginning with last Saturday’s Kentucky Derby [Fom Louis-
ville, anchored by Fred Manfra gnd Tom MeDonald, Also included in the line-
up are the Preakness Stakes, which airs live from Baltimore May 18, and the
Belmont Stakes, which airs live June B from New Yark, Both will be anchored
by Fred Manfra and Don Chevrier, with Dave Johnson calling the races,
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MARKETING ‘'MARKETPLACE’

eneral Electric has extended its support of American Public Radio’s

Markerploce program 1o inclede i multi-media advertising campaign to
promote the program in local markets. GE has been the program’s exclusive
corporate underwriter since Fanuary 1990,

The campaizn will prumote 10 stations carrying the program in six cities—
Mew York, Boston, Chicago, San Francisco, Los Angeles and Washington.
The media mix will include daily newspapers, outdoor (Chicago) and minor-
ity-largeted publications: Ebony, Hispanic Business and Black Enterprise.

Markerplace is a daily business show distributed to 126 noncommercial

radio stations in the U.S.

LOAN CAMPAIGN

H ouslon-based Global Finance, a loan and finance company, has placed all
of its advertising dollars in a 25-week radio schedule designed to run in
Haouston, Allanta and New Orleans. The marketing effort, coordinated by
Char Johnson of The Interep Radio Store’s McGavren Guild Radio, San
Francisco, is designed to build awareness of Global Finance’s Joan services.
The campaign is targeted at black adules, aged 18-49, and was produced by the
Stockion, Calif.-based agency, Cummings & Associates.

more stations than current rules permit.
He said that any fears that public service
would be sacrificed by groups that were
able to accumulate critical mass would
be precluded by the fact that a license
still is granted t0 broadcasters who
‘‘prove they’re going to serve the public
and the community, and broadcasters
who are best able to serve the public
interest are those who are financially
able to provide the quality broadcast and
stability in the marketplace.”’

While Dallas-based Heritage Media
currently is far short of the limits, Presi-
dent Paul Fiddick believes the regulation
is archaic. ‘‘It is [absurd] to think that
any single media group could have more
influence over a local market than it
does,” he said. **It could be argued that
a company should only be able to own
one station per service in any market,
but this same argument has no effect
nationally. What’s going on in one mar-
ket has no effect in another."’

Fiddick said the broadcasting industty
is one of the few in the U.S. in which no
company can create a critical mass.
There ought to be a way for any one
company to build a critical mass by buy-
ing multiple facilities “‘and then let each
of those facilities be one of many voices
in their local communities,’’ he said.

George Beasley, president of Beasley
Broadcasting in Naples, Fla., suggested
that in lieu of eliminating ownership
caps altogether, the FCC should consid-
er raising the overall limit, not place
restrictions on how many AM’s or FM’s
a group might be permitted to hold.
““There’s no need for ownership limits,
but if the FCC thinks otherwise, maybe
the next step should be something like a

limit of 235 stations, and they could be all
AM’s or FM’s.”

While changes to the multiple owner-
ship caps would seem to be first prefer-
ence, most broadcasters said they would
also like to see relaxation of the duopoly
rules to permit AM-AM and FM-FM
combinations.

EZ Communications President Alan
Box said such combinations should be
allowed in certain markets, but cau-
tioned that, ‘‘at some point, things prob-
ably could go too far. If a station owned
a majority of stations in a market, that
could become a problem.””

**We see no need for limits on service
per market,’’ said Anita Wallgren, vice
president/corporate relations and admin-
istration at Great American Broadcast-
ing, which owns six AM’s and 12 FM’s.
**It wouldn't make good business sense
to program two FM’s the same way in
the same market, and good corporate
ownership is going to place the individ-
ual needs of the listeners above every-
thing else.”

Wallgren said that a change in the
duopoly rules would have little effect on
program diversity. ‘‘The radio industry
today has many different owners and
even in those markets where combined
ownership has been permitted, we have
seen different kinds of programing, de-
pending on the needs of the listeners., |
don’t see how corporate ownership is
going to override the individual needs of
listeners.”’

Changes in the duopoly rule might
best be determined according to market
size or signal penetration, said Emmis’
Crane. ‘“‘Limits should be placed on
ownership in a given market, because

concentration of media control is best
attended to by regulation,’”” he said.
*‘But in many instances, specifically in
trying to revive community service and
public service on AM, it may very well
be in the industry’s best interest to allow
ownership of more than one AM station
per market.”” Multiple ownership of
FM’s might be appropriate in some situ-
ations, ‘‘but it would have to be on a
case-by-case basis, such as in markets

‘with a number of signals or where no

one signal adequately coverts the entire
service area.”’

Wallgren said that limiting ownership
does not necessarily result in greater op-
portunities for minorities or other
groups. ‘‘Acquisitions are based on indi-
vidual prices, and as a group we often
find ourselves outbid by another party.
It's not automatic that a group owner has
an economic advantage, or that limited
ownership necessarily results in greater
representation by other owners.”

Public pelicymakers who are fearful
of the effects of ownership rule changes
should consider the recent and ongoing
changes in the competitive radio envi-
ronment, Wallgren said. **This industry
is really a very small business, and to
compete against cable, the telephone
companies, international organizations
and satellite-distributed services, local
broadcasters need to be able to get to the
critical size that will allow them to oper-
ate successfully.””

Limiting the number of stations a
group could own would have little effect
on diversity of ownership, said Crane.
‘‘Other encouragement for minority
ownership can be offered, such as pro-
viding some tax relief for sellers,”” he
said. ‘‘But a cap on the number of sta-
tions a group can own won’t have a
major impact on limiting minorities or
other public interest groups.”” The fact
that only a small number of groups has
pushed the ownership limits suggests
that plenty of stations will continue to be
available at prices set by market supply
rather than demand, he suggested.

The premise that radio broadcasters
could amass market influence to the de-
gree that they could sway public opinion
is unreatistic, said EZ Communications’
Alan Box. *‘A lot of other existing limi-
tations already keep groups within a cer-
tain size, such as banking limits and the
practicality of running the stations,’” he
said. In fact, lifting the limits would
have a positive effect on the market-
place, Box said, *‘because it would at-
tract new players into radio, and it
would allow groups to merge with some
broadcasters who are really hurting. And
in the long run, that's good for the em-
ployes, it’s good for the listeners and it’s
good for the industry."’ -ats
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EVALUATING THE RAB: SO FAR, PRETTY GOOD

In midst of Radio Advertising Bureau’s search for new president, members surveyed by
BROADCASTING are generally positive about organization, although there is concern
about usefulness of some materials provided

he Radio Advertising Bureau has

spent the past two years streamlin-

ing, modemizing and increasing
its effectiveness—all during times of
economic duress, alt during the tenure of
outgoing President and Chief Executive
Officer Warren Potash. As the organiza-
tion looks for a new leader, BROADCAST-
ING polled radio operators to get a sense
of what they want from their sales orga-
nization, and what they think the RAB is
doing right or wrong.

According to Rick Buckley, president,
Buckley Broadcasting, and RAB board
chairman, the organization has put impor-
tant elements into place to insure better
service in the future. ‘I think the organi-
zation must become the sales resource for
radio, not only in national, but also at the
local sales level,”” Buckley said.

And more importantly, Buckley
would like to see the RAB take a more
active role in providing training tools for
stations. *‘If you go across the country,
the biggest complaint you hear from ra-
dio operators is finding qualified sales
people,’” he said. ‘*We have to develop
sales people, and I think the RAB can be
a tremendous resource.”

One of the main concerns, said Buck-
ley, is getting stations to take advantage
of all of the RAB’s services. ‘‘Better
station participation, more member-
ship—that is what is going to make the
RAB in the ensuing years,”” he said.

Potash has accomplished some of the
goals he set for the organization when he
first signed on. He has reduced the staff
size from 70 to 39, without curtailing
services to member stations. He has up-
graded the organization technologically,
enhancing the On-Line Express system
and bringing the project in-house. The
organization is also looking to invest in a
management information system.

Tighter accounting guidelines were
also among Potash’s goals, A cursory
look at membership figures shows the
RAB has lost roughly one fourth of its
members since 1988 (3,308, versus
2,539 in 1990). However, according to
the RAB, many of those members listed
in 1988 had not been paying their dues
and were being ‘“‘carried”’ by the associ-
ation. The number of active, dues-pay-
ing members has not changed quite as
drastically since 1988, the RAB said.

Is the RAB giving stations what they

Raadio

want? A survey of broadcasters in small,
medium and large markets shows that,
for the most part, operators are happy
with the RAB’s services. There were a
few arcas identified as needing improve-
ment, but overall, response to the orga-
nization’s work was positive.

*“There is no other great source of
information that could usurp the role of
the RAB,"” said John Dawson, general
manager, WQSM(AM)-wFNC(FM) Fayette-
ville-Fort Bragg, N.C. ‘“And I think the
organization has improved over the last
two years.”” Although Dawson’s station
is not hooked up to On-Line Express,
they do use the materials the organiza-
tion mails to them on a monthly basis,
said Dawson.

Among the best improvements, in
Dawson’s opinion, is the accessability
of the training seminars for sales execu-
tives, The RAB has reduced the costs of
its training sessions in an effort to serve
a broader scope of stations. *‘I would
like to see the new administration con-
tinue to provide seminars that are useful
and informative,”” said Dawson.

**We are very up on the CRMC [Cer-
tified Radio Marketing Consultant] test-
ing; all our qualified salespeople take the
test and go to the pertinent seminars,”’
said  KTRO(AM)-KCAQ(FM)  Oxnard,
Calif.’s, B.J. Young, vice president and
station manager. The sales teams, ac-
cording to Young, use the [nstant Back-
grounds and the ‘‘Radio Co-op
Sources’’ directory extensively,

Of concem to Young, however, is the
usefulness of the tapes mailed out by the
organization: *‘'[ think their cassettes
don’t have the quality they used to
have,”” $he said. “‘I do know that they
are not used here to the extent that they
were three years ago; they are not re-
ceived with the same enthusiasm.”

Young is also concerned about a lack
of information on the Hispanic audience

{KTRO[{AM] carries a Spanish language
format) and qualitative research data in
general. The RAB had initiated a His-
panic Radio Task Force, but the effort
has been inactive, mostly due to lack of
station interest and organization.

Gathering qualitative data should not
be part of what the RAB does, according
to some. ‘I don’t think that is their role
at all,”’ said Gordon J. Obarski, vice
president and general  manager,
WTKN(AM)-WHVE(FM)  Sarasota, Fla.
**There is enough information available
elsewhere. The RAB does a great job
providing the kinds of information need-
ed to do good presentations.™

Obarski, who said the station’s sales
executives go to the pertinent RAB sem-
inars, has seen a marked improvement in
the organization. ‘‘They are very re-
sponsive to our needs,”’ he said, ‘‘and
this has happened with the managerial
changes that they have made—they were
very positive changes—a deﬁmte im-
provement of the RAB presence.’

Although Obarski gives the RAB high
marks for its services, he would like to
see it improve its long-term outlook. *'1
would like to see a little more foresight
as to business categories that will be
important, and for them to find new
areas for radio to work in,”” he said.

*“The medium lives and dies on local
business,” said Tim Roberts, general
manager, WYNG-FM Evansville, Ind.
**Particularly in smaller markets, it will
only continue to become more and more
significant.’’ Roberts said he would like
to see the RAB focus its efforts more on
the small market, the local aspect.

As for the materials the station current-
ly gets from the RAB, station sales man-
ager Ron Eberhart finds the material
**valuable.”” He personally goes through
all the material and dedicates one sales
meeting per month to discussion of any
new information sent out by the bureau.-1¢
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COMCAST AGAINST ANY CABLE-ONLY DEAL WITH 76ERS

Company president says prospect that Philadelphia team would sign such dgreement
would set bad precedent; it may also cost cable operators and public more

went public last week with his

company’s opposition to the pros-
pect that the Philadelphia 76’ers would
-sign a cable-only rights deal in its next
contract.

*“If this trend ultimately ends up with
no sports on broadcast television, I be-
lieve it’s bad business and bad policy,"”
said Roberts. ‘‘Bad for cable. Bad for
sports fans. Bad for cable subscribers
who shouldn’t have to pay a large part of
the bill for what they now get on the
air.”’

Roberts pointed out that only 45% of
Philadelphians subscribe to cable. Com-
cast owns several of the city's fran-
chises. Cable adds value in programing,
he said, providing ‘‘more choice, more
quality, more diversity.”’

The main reason Roberts and other
cable operators are coming to the de-
fense of broadcast television is the likeli-
hood that operators, and then the public,
would pay more if 76’er games are only
on SportsChannel Philadelphia and
Prism. Presently, the two regional sports
networks carry only the home games.
WPHL-TV has been the broadcast outlet,
but Randy Smith, general manager of
the station, said the SportsChannel bid
for the part of the package the station
had carried was ‘‘substantially more™
than the station could afford (BROAD-
CASTING, April 29.)

SportsChannel’s corporate offices re-
sponded to the controversy By saying
“‘all of our programing is geared to pro-
viding viewers with more choice...Cable
revenues enable teams to sign on highly-
paid athletes, and their winning perfor-
mances guarantee successful team fran-
chises. Through cable, the fans also get
dependable year to year access to the
games; and coverage isn’t subject to the
whims of broadcast TV advertisers.”’

SportsChannel’s basic rate card is
roughly 25 cents per subscriber. That
service splits carriage of the Flyers,
Phillies and 76’ers with Prism, which
also carries movies. Prism is a pay ser-
vice retailing for roughly $13.

c omcast President Brian Roberts

Roberts

Tom Sharrard, general manager of
Greater Media, another large area opera-
tor, shares Roberts’ concern. Greater
Media, in fact, was one of the tast oper-
ators to sign to carry SportsChannel
Philadelphia, arguing that all subscribers
should not be forced to pay for a rela-
tively expensive service in which a mi-
nority of cable subscribers are interest-
ed. ‘‘What concerns me,’” he said, ‘‘is
that they will come back to me and say:
‘Here’s your surcharge.” '’ Sharrard,
like Roberts, believes the vast majority
of sports fans already have cable, and
more games won’t add subscribers.

Roberts was placing more of the

blame on the team than on the regional
sports networks. ‘‘l don't blame
Prism,”” he said, ‘‘they’re only trying to
buy what the 76’ers are offering to sell,
and it is properly their decision to
make.’’ He did say, however, that ‘‘if
this goes on, I am likely to have no
choice but to pass these costs through.

‘“‘Why do you think the 76’ers will
probably go to cable?’’ Roberts asked.
‘[ assume that if team owners can up
the ante on sports rights, they will. With
huge salaries to pay, somebody has to
pay the bill. I don't want that bill to be
patd now and forever by cable subscrib-
ers, with no end in sight to skyrocketing
sports rights fees and salaries. If the
76'ers can get half a million dollars
more from Prism today than they can
from channel 17, they’ll take it,”’ Rob-
erts said. )

Roberts wrote to both Heller and
76’ers President Harold Katz. In his let-
ter to ‘Katz, Roberts said: ‘I wish to
register my protest, in the strongest pos-
sible terms, of your reported intention”
to go all cable with the 76%ers. *I firmly
believe your deliberations should benefit
from a public debate in which sports
fans and others are given the opportunity
to express their opinions.'' The 76ers
had no official comment, although Katz
was quoted in the Philadeiphia Daily
News called Roberts’ public pronounce-
ments *‘the most self serving press con-
ference I've ever heard of.’” Katz said
Comcast has never offered to debate
publicly any of its rate increases. ‘‘Since
broadcast television can't meet the price
demands, we have to look at other possi-
bilities,”” Katz said. ‘*We've tried to
stay as broadcast television, but we also
need to create the money necessary to
run our business,’” Katz said.

Roberts did get some support from
Capitol Hill. House Telecommunica-
tions Subcommittee Chairman Ed Mar-
key (D-Mass.) issued a release saying
*‘to deprive more than half of those fans
without cable of the opportunity to see
any 76’er games on broadcast television
would be unconscionable.” s
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DIGITAL COMPRESSION MAKES PPV FUTURE BRIGHTER

Operators see expanded scheduling of hit movies, different movie genres

and other programing to fill vast increase in PPV channels

c able operators will have a new
way of looking at the world if dig-
ital compression produces hun-
dreds of channels in the 1990°s. And at
first blush, most of the theoretical dis-
cussion on filling those channels centers
on a vast number of pay per view offer-
ings. What a 40 or 50 channel PPV
world will look like in 1995, for in-
stance, will depend on the results of
market tests, but some things seem cer-
tain. Compression has given operators
reason to be even more bullish on PPV.

Jerry Maglio, senior vice president,
marketing and programing, United Art-
ists, said that because of compression,
“‘the future of PPV looks extremely
bright,” but that many new PPV chan-
nels ‘‘begs testing and experimenta-
tion,”” he said. Maglio foresees ‘‘more
frequent presentations of the hottest
movies,”” and more recent releases
available sooner.

Mike Egan, vice president, program-
ing, Cablevision Industries, said he
could foresee setting aside up to 16
channels for hit movies, and take the top
four movies each month and start them
every 15 minutes. “That gets a very
convenient schedule up there,”” he said.
Egan would also authorize customers for
several start times, such as 9:15, 9:30
and 9:45 p.m., in case the phone rings
or they are otherwise interrupted, so
they wouldn’t miss any of the movie.
Such standard start times would simplify
marketing and promotion to the consum-
er, he said, since they’ll know where hit
movies are and when they’ll be on.

Simplifying promotion might be one
reason why there could be studio chan-
nels some day, said Don Mathison, se-
nior vice president, marketing and pro-
graming, Media General. Paramount,
Warner Bros. and Disney would have
enough product to sustain their own
channels, he said.

Egan also envisions carrying maybe
the next eight most popular theatrical
titles in a given month. Different chan-
nels could be targeted to different
genres, he said, replicating, somewhat,
the division of product in video stores.
*I'd love to see it used for a lower cost
library product,’’ he said.

Some replication may be alright, said
Maglio, but ‘‘we don’t want to replicate
home video across the board.”” Home
video will change in reaction to what’s
happening in the cable business, he said.

Mathison said multichannel PPV
could offer more than just more pro-
graming. He envisions a time when an
earlier window for cable at a higher re-
tail price would be attractive to Holly-
wood. There even may come a day when
cable PPV will be the buy-through
mechanism through which consumers
can rent and record tapes. The irick
there, he said, is to be careful that PPV
rentals aren’t hurt by PPV recorded sales
of movies.

Maglio also believes that that much
capacity is going to create more made-
for PPV presentations. There may also
be more niche services or programing at
a higher price point but directed to a
lower volume of people. An example,
he said, would be language courses or
golf lessons. ‘“That much capacity will
bring [programers] to it,”” he said.
Mathison envisions continuing educa-
tion series for lawyers or accountants,
for instance, which could not only bring
in more revenue, but help cable penetra-
tion in commercial establishments.

Robert Stengel, senior vice president,
programing, Continental Cablevision,
said there may be time shifting of other
cable programing, in addition to hit
movies. But his concern is that there is
not enough quality programing to in-
stantly fill that many new channels,
“‘until the economics of production
catch up to the economics of technol-
ogy.,'

Although there will be some video
store replication, he also cautions that
‘‘ultimately there has to be more in it
than that,”” such as local, regional and
niche programing. ‘It has to be self-

JEANS FOR JUKEBOX

evi Strauss & Co. has become

The Jukebox Network’s first
national advertiser. The spot will
feature an 800 number allowing
viewers to call with their respons-
es to the spot, titled *“Tell us what
you’re doing in your 501’s.”’ Levi
Strauss will take advantage of
Jukebox’s interactivity as well;
Jukebox’s own 800 number and
its 900 video request number will
promote the advertiser’s campaign.

sustaining and self-supporting,” he said
of those new channels; “‘they can’t be
indirectly subsidized’’ by ad or affiliate
fee revenue. With a great number of new
channels, said Stengel, ‘‘you reach [the]
point of diminishing returns very quick-

ly.!!
Adds Dean Gilbert, vice president,
marketing, programing, KBLCOM:

“It’s much more important to be deep
than wide’’ in a multichannel PPV
world. That is, a wider variety of start
times is more important than a wide
variety of movies. As the PPV window
shrinks to 30 days or less, Gilbert finds
that a convenient, understandable order-
ing technology and reasonable price be-
come more important than the delayed
window to PPV customers.

The question of that many channels
also raises questions on the existing PPV
networks and local PPV operations.
Robert Miron, president of Newhouse
Broadcasting, a part owner of Viewer’s
Choice, said whether it’s VC or Holly-
wood, someone has to be responsible for
getting the product on a transponder.
Stengel of Continental, another VC
owner, also adds that there are adminis-
trative, marketing and promotional costs
that have to be born by someone.
“You're always going to need a value
added packager, promoter, scheduler,”
he said. Having Hollywood as that mid-
dle man could raise antitrust problems,
he said. There has to be an entity in
between, he also said, which is consum-
er friendly.

Whereas today, PPV managers are
found at the regional level or in the
largest systems, an explosion in PPV
channels will mean more PPV managers
at more systems, maybe even down to
the 10,000 to 15,000 subscriber levels,
according to Egan.

Miron said operators also face ques-
tions about which homes should receive
compression-friendly converters—PPV
homes, heavy TV user homes or all
homes. Changes will not happen over-
night because many systems will want to
get an adequate return on the $100 boxes
already in the home.

Ultimately, as senior cable marketers
look to a great increase in PPV opportu-
nities, they temper their enthusiasm with
doses of reality. *‘It will really be fun to
play with,”” said Egan. But *‘it’s an evo-
lution, not a revolution,” said Gil-
bert. -5
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INTERNATIONAL
OPPORTUNITY

The International Channel has
signed a carriage agreement with
Tele-Communications Inc. No
specific launch date or number of
systems that will carry the channel
have been announced. *‘It’s
essentially a blessing for TCI
affiliates who want to make a deal
with us,’’ said a spokeswoman for
the International Channel. And Larry
Cuarlton, chief operating officer

for TCI Cable Operating Group, said
in a statement that the

International Channel *‘will be
particularly valuable as channel
capacities increase over the next few
years . LE)

MORE GOLDBERG
FOR HBO

Whoopi Goldberg has signed a

deal to star in three hour-long HBO
comedy specials over the next two
years. Goldberg, who won an Oscar
for best supporting actress in
“‘Ghost,”’ has a long association with
HBO.

FTC CRITICIZES
EFFECTIVE COMPETITION

As the FCC began honing its new
“‘effective competition’” standard for
cable in preparation for a May 9
vote, the Federal Trade Commission
criticized the agency's proposed
standard. With the advent of tiering,
the provision of an *‘antenna
service’’ for broadcast signals has
become the only possible source

of market power for cable. As a
result, the FTC said, the new
standard should be ‘*based on the
quality of over-the-air reception in
the cable community, and (when
such reception is poor) on the
presence or absence of alternative
video providers (e.g. a second

cable system that could deliver local
programing).”’ Under the Cable
Act, systems that meet the standard
are exempt from local rate
regulation. Determining that the
current standard—three broadcast
signals—is no longer adequate, the
FCC ecarlier this year proposed a
new multi-pronged standard that will
likely make substantially more
systems subject to local regulators.
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| TURNER PAYS DIVIDEND

Turner Broadcasting Systems
announced a ‘*10% of the liquidation
price per share'’ cash dividend for
holders of the company’s class B
cumulative preferred stock, the

class of stock held by cable operators
when they bought into Turner four
years ago.

Turner said 86% of those
outstanding shares have, in turn,
been reinvested in the company,
or 2.3 million shares at $14.25 per
share. That will mean almost $32
million going back into the company,
which will be used for working
capital.

The transactions will cause
slight changes in the equity
ownership levels of the major
parties within Turner. TCI’s equity
will increase from 21.8% to
22.1%:; Time Warner from 18.4% to
18.6%, while Ted Turner’s will
dip slightly from 35.6% to 35.2%.
The ownership of cable operators
as a whole will increase from 45.4%
t045.9%.

CABLE TV AND BEYOND

Prime Cable in Atlanta, serving
190,000 subscribers, will now
operate under the name Georgia
Cable TV and Communications,
reflecting the company’s reach
into advertising, programing and
other ventures.

William Proud, vice president
and general manager, said the name
change reflects ‘‘a broadening of
our thinking’’ beyond delivery of
cable service. The company has
teamed with area operator Wometco
in a local advertising sales
company that connects more than
370,000 homes. It has looked at
the opportunities in local news,
beyond the news inserts being
provided by wSB-TV and WXIA-TV.
And, said Proud, it continues to
look at developments in other
communications technology, such
as PCN’s.

STOCK SWAP

Liberty Media announced it has
exercised its rights to exchange its
class B, series 2 exchangable
preferred stock for 5.7 million shares
of TCl class A common. Liberty
also said it purchased 1,900 of its

class A shares and may purchase
up to 15,000 shares to fund executive
compensation programs.

CANADIAN CHOICE

Canada will be getting its own
PPV Viewer’s Choice service
beginning next fall, following
approval by the Canadian Radio-
Television and
Telecommunications Commission.
The service will offer films 12
hours a day, priced at $4.50. It is
owned by Astral Bellevue
Communications (50.1%) and
Rogers PPV Inc. and TSN
Enterprises (24.95% each). Some
360.000 homes have addressabie

| converters in eastern Canada, where

the service will be launched first.
It will carry two channels, one for
movies, the other for special
events (concerts, boxing, etc.).

NOTES FROM ALL OVER

Cable Networks Inc. has signed

new business deals with several large
operators serving 854,000 homes,
including KBLCOM, San Antonio,
Tex.; Prime Cable, Las Vegas;
Austin Cablevision, Austin, Tex.;
United Cable, Baltimore; District
Cablevision, Washington, and
Mountain Cable Advertising, Salt
Lake City. CNI has renewed deals
with Cable AdNet of North

Carolina (800,000 homes) and
Northwest Cable Advertising,
Seattle (600,000 homes). ® National
Cable Advertising plans to co-
market local cable advertising

| schedules with print campaigns in

Suburban Newspapers, owned by
U.S. Suburban Press Inc. ® Time
Warner Sports has signed Budweiser
to “‘seven-figure”’ deal for first 12
TVKO PPV boxing telecasts. ® New
Hampshire state house voted

down plan to impose 5% tax on cable
revenue by vote of 209-138.

® WWF has announced dates for two
remaining PPV special events for
1990. SummerSlam will be Aug. 26
at 8 p.m. from Madison Square
Garden in New York, while Survivor
Series will be held Nov. 27 at 8
p.m., day before Thanksgiving. In
previous years, event was held
Thanksgiving night.
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SYNDICATED UPFRONT
MAY WAIT FOR NETWORKS

Soft marketplace and advertiser anticipation
of lower rates from Big Three could lead to
budget shifts away from syndication

he syndication upfront market,

which normally moves before net-

work upfront, may move simulta-
neously or after network this year as
advertisers and media buyers decide
whether to shift budgets to take advan-
tage of what could be considerably low-
er network rates.

According to the Advertiser Syndicat-
ed Television Association (ASTA), syn-
dication advertising revenue in 1990 hit
$1.2 billion. For 1991, ASTA is project-
ing advertising revenue of $1.4 billion.
ASTA executive director Tim Duncan
said the association has ‘‘not seen fit to
change the estimate,”’ although it ‘‘may
be appropriate to look at it [again].”
Most of that money comes to syndica-
tors in the upfront because they often
prefer to sell as much inventory as possi-
ble early and not take chances later in
the scatter market. That could change if
advertisers decide to spend less on syn-
dication.

Syndication sales could also be affect-
ed by viewing trends. Viewing of syndi-
cated programing in access strips and of
late-night product was down in the Feb-

ruary 1991 sweeps, although much of
that can be attributed to the Gulf war
(BROADCASTING, April 1). Still, there
have been no new major syndication hits
recently, and media buyers and some
syndicators doubt that ad revenue and
cost-per-thousands (CPM’s) will see the
solid growth of the past two years. And
there is still concern about the commer-
cial load in syndication, which is higher
than that of the networks.

*“It is an incredibly volatile time for
everybody,”” said one major syndication
programing executive, adding that
““with the networks looking at smalier
budgets, syndication shows that are not
on top will have considerably less de-
mand and even the top performing
shows will feel pressure.”’

Mark Goldstein, director, national
broadcast and media programing, Lin-
tas, said that advertisers will ‘‘take a
hard look at syndication costs* and may
defect to networks. Multiple dayparts
and commercial loads are two things
Goldstein cited that might lead advertis-
ers to downgrade syndication value
compared to network.

TCI TO BUY REST OF UA

ele-Communications Inc. proposed buying the 46% stake in United Artists
Entertainment it does not alrcady own, in a stock swap and cash offer

vitlued at more than 51,1 Billion,

TCH zaid it would exchange .95 shares of TCI stock [or one share of UA
stock. TCI pegged the number of outstanding UA shares at 65 million. With
TCI trading at roughly 515.75, it placed a value of the stock swap at 5572.4
million. TCI also said # would offer 52,75 [or each right 1o UA stock. With
some 30 million rghts units involved, TCE would he putting up another 5142

million in cash.

The UA board must approve the deal, but several TCI executives, including
TCI President John Malone, sit on the LA board.

Robert Thomson, TCI vice president, government affairs, said the move
rationalizes the ownership of both companics, with TCl expecting operating
efficiencies and sconomies of scale when operations are combined. Thomson
said TCT would use traditional lines of financing to pay for the cash nghts.

J & serves 206 million subscribers and operates 2,400 movies screens.
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Syndicators won'’t feel the sting of a
soft upfront equally. March Hirsch,
president, Premiere Advertiser Sales,
the co-venture of Paramount and MCA
that sells ad time for Arsenio Hall, Star
Trek: The Next Generation, The Party
Machine with Nia Peebles and other
shows, said he is opening serious talks.
** Advertisers will ultimately pay smaller
increases,”” he said, adding that
*‘CPM’s won’t be lower than a year ago.
Said Hirsch: “*Those who wait for that
[lower CPM’s] could find themselves
paying the highest increases of them all
or being shut out of the marketplace.
Many large advertisers realize this, and
when the posturing is done, I think there
will be reasonable increases.”

With regards to network pricing,
Hirsch said the networks control the
marketplace. ‘*We can’t. We are de-
pendent on the networks.’”” Premiere,
which contols about 35%-40% of the
adult barter market, has projected ad
sales between $350 million and $400
million. As for the timing of this year's
upfront, Hirsch said ‘‘ultimately, I

would rather get the upfront done earli-
er [than network], but if we have to
have a long hot summer then we have
to.”

The fact that there are no new major
syndication hits is not a problem for
Steve Hirsch, president, Camelot Enter-
tainment, the wholly-owned subsidiary
of King World Productions, whose sta-
ble of hits includes Wheel of Fortune,
Jeopardy and The Oprah Winfrey Show.
Said Hirsch: We operate more as a com-
modities business and may have to re-
spond [to the marketplace] less than
some others.”” The fact that there are no
new hits, he said, makes the returning
shows even more valuable.

Keeping large amounts of inventory
for the scatter market is not something
most sellers of syndicated programing
like to do, and they are not looking
forward to that possibility. Said Clark
Morehouse, senior vice president, Tri-
bune Entertainment Co.: *‘Most of our
clients want to support our programing.
Our point to them is don’t be blindsided
by a marketplace that in the short run

might be less expensive than it has been
in the past,”

One seller of syndicated programing
said he is not worried about what will
happen to spending on syndication by
major prime time advertisers. ‘‘Adver-
tisers who are really in big prime time
will spend only a certain amount there,
the audience is declining, and those ad-
vertisers will deal with syndication be-
fore the networks.”’

However, the syndication program-
ing executive added, ‘‘a lot of accounts
will prefer to wait to see what happens
with the networks and may decide to
make their commitment there. And if
syndicators feel the market will take a
turn for the better, maybe they will
decide to take less business.””

Ironically, last year syndicators were
helped by the fact the network upfront
was somewhat delayed because haggling
over guarantees encourages advertisers
to put more money into syndication.
This time around, any sort of delay on
the network side will likely hurt syndica-
tion. -K

ABC, CBS AND NBC IMPORTANT TO CABLE SUBSCRIBERS

NTA, NAB study says majority of cable subscribers want networks on cable system;
NTA president says cable operators making money on backs of big 3

wo-thirds of all cable subscribers

would probably cancel their sub-

scriptions to cable if their local
operators did not carry ABC, CBS and
NBC, and 84% of all cable subscribers
think the cost of their subscription
should be cut by almost half if such a
move were made, according to a study
jointly released last week by the Net-
work Television Association and the Na-
tional Association of Broadcasters.

The study, ‘‘America’s Watching:
Public Attitudes Towards Television
1991, is conducted biennially by The
Roper Organization. This is the first
time the survey has asked respondents
about the value of the broadcast net-
works to cable systems. Whether those
cable results will be used by the NAB in
its fight to add a retransmission consent
amendment to cable reregulation legisla-
tion remains to be seen.

““It is clear,’” said NTA President Pe-
ter Chrisanthopoulos, ‘‘that cable opera-
tors are making money on the backs of
the networks.”” When asked whether the
networks also benefit by being retrans-
mitted on cable, the NTA President said
he ‘‘does not see it.”’

A spokesperson for the National Ca-
ble Television Association said ‘‘the

poll confirms that people enjoy having
broadcast and cable channels included
on the dial without having to switch
back and forth between different sys-
tems.”” That being the case, the spokes-
person added, “‘we don’t know why the
government would want to fool around
with retransmission consent schemes
that ultimately result in the consumers
losing the convenience of having all the
television channels available on the
same dial,”’

The survey also focused on viewing
habits of Americans and how credible
they fee! the medium is. Among the find-
ings: The majority of the public (59%)
finds television to be entertaining, infor-
mative (52%) and interesting (50%). Cerit-
icism of television has declined since
1982 by 45%. The most common criti-
cism of television—mentioned by 17% of
the public—according to the survey, is
that it is “‘in bad taste.”

Television also received high marks
for its news coverage. The survey said
that for only the third time in 20 years,
more Americans in 1990 said they
learned more about candidates running
in local elections from television (43%)
than from newspapers (40%), and televi-
sion maintained its lead over newspapers

(47% to 34%) for coverage of candidates
for the U.S. House of Representatives.
When asked whether viewers felt the
*‘quality of coverage’” was better, Roper
Senior Vice President Tom Miller said
that there were ‘‘no subjective judg-
ments on quality’ in the survey.

Television news was the main source
of information during the Gulf war.
About 81% of Americans relied on tele-
vision news over other sources, and 58%
said television was the most believable
source of news.

One surprise in the survey was that
there is ‘‘rising satisfaction’” with chil-
dren’s programs. Adults, the survey
said, who feel there is either enough or
too much suitable programing for chil-
dren today (43%) are almost equal to
those who say there is not enough of it
(45%). In 1986, when that question was
last asked, 54% said there was not
enough children’s programing.

Roper conducted 2,000 in-home inter-
views nationwide in three waves be-
tween December 1990 and February
1991. No distinctions between the three
networks, Fox, cable and independent
stations were made regarding questions
about quality of programing and credi-
bility of news. -
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WPTF(AM) Raleigh, N.C. O Sold by Dur-
ham Life Broadcasting Inc. to First State
Communications Inc. for $5 million. Sell-
er is headed by George Womble, and is
licensee of WQDR(FM) Raleigh, WMXF-AM-
FM Laurinburg and wpTF-Tv Durham, all
North Carolina {all also being sold). Buyer
is headed by Donald W. Curtis (7.14%)
and J.C.D. Bailey (14.29%). Bailey owns
60,100 shares (.71%) of Durham Corp.,
which owns 100% stock of assignor Dur-
ham Life Broadcasting. Bailey is also pres-
ident and 100% stockholder of Bailey Fi-
nancial Group Inc., which owns 51,100
shares (.61%) of Durham Corp. Curtis has
interests in Great American Media Inc.,
licensee of WTAB(AM)-WYNA(FM) Tabor Ci-
ty, WCPS(AM) Tarboro, WGBR(AM)-WK TC(FM)
Goldsboro and wBBB(AM)-WPCM(FM) Bur-
lington, all North Carolina. weTF is full-
timer with diverse format on 680 khz with
50 kw.

WAIT-AM.FM Crystal Lake, Ill. O Sold by
Crystal Lake Radio Ltd. to Pride Commu-
nications Ltd. for $2.2 million. Price in-
cludes $1.7 million cash at closing {(of
which $500,000 is for noncompete cove-
nant) and $500,000 interest-bearing note
payable. Seller is headed by Gerald T.
Vento and has no other broadcast interests.
Buyer is headed by Jim Hooker (24%),
Don Johnston (16%), Art McLean (8%)
and Don Brinkman (8%). Hooker is broad-
cast consultant. WAIT(AM) has oldies for-
mat on 850 khz; 2.5 kw-D; wAIT-FM has
contemporary hit format on 105.5 mhz
with 3 kw and antenna 300 feet above
average terrain.

KCVR(AM)-KWIN(FM) Lodi, Calif. O Sold

PROPOSED STATION TRADES
By volume and number of sales
Last Week:

AM’s 0 $5,452,000 0 5
FM’s O $487,500 0 6
AM-FM’s 0 $3,435,000 0 4
TV'sO$0C0
Total O $9,374,500 0 15

Year to Date:

AM’s 0 $20,264,497 0 79
FM’s 0 $71,708,034 0 86
AM-FM’s 0 $116,004,054 C 70
TV’s O $209,394,000 O 31
Total O $417,370,585 O 266

by Robert J. Maccini to Michael Murphy
for $675,000. Price includes $650,000
cash and $25,000 note payable. Seller is
receiver for Tumbeaugh Communications
Ltd., debtor-in-possession, headed by
John Crowely, and has no other broadcast
interests. Buyer, Murphy, is former gener-
al manager of wLIT-FM Chicago. KCVR has
Spanish format on 1570 khz with 5 kw
day, 34 w night. KWIN has adult rock for-
mat on 97.7 mhz with 3 kw and antenna
300 feet above average terrain. Broker:
Media Services Group Inc.

KQRO-AM-FM Cuero, Tex. O Sold by
Cuero Broadcasting Inc. to William Mat-
chak for $330,000. Price includes $75,000
cash at closing, $140,000 assumption of
seller’s liabilities and $115,000 10-year
note payable at 10%. Seller is headed by
Paul Dudeck and Mary Dudeck, husband
and wife, and has no other broadcast inter-
ests. Buyer is headed by William Matchak
(33%) and Kyong Ja Matchak (34%), hus-

band and wife, and Chun Sim Chong .
{33%). William Matchak is former nation-
al program director at group owner Beas-
ley Broadcasting. KQRO(AM) has country
format on 1600 khz with 500 w day. KQRO-
FM has country format on 97.7 mhz with 3
kw and antenna 297 feet above average
terrain.

WEEB{(AM) Southern Pines, N.C. O Sold
by Richardson Broadcasting Group to
Pinehurst ~ Broadcasting  Corp.  for
$275,000. Price includes $275,000 cash at
closing and $5,000 earnest money deposit.
Seller is headed by Lawrence E. Richard-
son, and has application for new FM at
Southern Pines, N.C. Buyer is headed by
Dane F. Adams and has no other broadcast
interests. WEEB is clear channel with adult
contemporary format on 990 khz with 10
kw day and 26 w night.

For other proposed and approved sales see
“For the Record,"’ page 54.

For 1990 total see Jan. 7, 1991 BroaDCASTING.
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KCIT ACQUISITION COMPANY
has acquired

KGIT-TV

Amarillo, Texas

from

RALPH C. WILSON INDUSTRIES, INC

The undersigned acted as broker in this transaction
and assisted in the negotiations.

Kalil & Co., Inc.

3444 North Country Club « Tucson, Arizona 85716 « (602) 795-1050




ost media stocks were flat or down last week, in keeping
with overall market that was down 2.5% for larger stocks,
and slightly more for smaller issues. One noticeable exception
was United Artists Entertainment, which last Wednesday
gained 9% following bid by Tele-Communications Inc. for

~ FOCUS ON FINANCE

stock latter MSO does not already own. Multimedia shares
split three-for-one. Among smaller programing stocks, Orion
Pictures continued slide, and for weck ending last Wednesday
was down Y, to 8%. Fries Entertainment, also looking to
change capital structure, gained 7/16, to 15/16.

Stock Index Notes: T-Toronto, A-American, N-NYSE. O-NASDAQ. Bid prices and common A stock used unless otherwise noted. P/E ratios are based
on earnings per share for the previous 12 months as published by Standard and Poor’s or as obtained by Broadcasting’s own research.

Maorket Market
Closing Clesing Capitali- Closing Closing Capitali-
Wed Wed Net Percent  P/E ration Wed Wed Net Percent  P/E 20fion
Moy 1 Apt 24 Change Change  Ratio  ({000,000) Moy 1 hpr 24 Change Change  Ratlo (000,000)
= |E(wpo) Washington Post 219 172 219 14 1/4 00.11 15 2,606
BROADCASTING I} (wx) Westinghouse 27 U4 28 34 - & 12 —0521 29 7.942
(BHC) BHC Comm. ST 14 56 34 12 008 13 1,631
(CCB) Cap. Citie’/ABC 482 12 467 15 12 0331 17 8,34 PROGRAMING
(CBS) CBS Inc. 162 12163 18 - 58 -0038 37 2,149
-3 (CCU) Ciear Chunnel 13 ¥4 4 U2 - ¥4 -0517 229 79 W4 (IATYV) ACTV Inc. i 12 2 1n 00.00 2
6 (JCOR} Jacor Commun. 2 78 3 - 18 —04.16 o 284 _0_ (AACH All American TV 1 58 1 34 - 8 -07.14 3
[5] (OSBN) Osborn Commun. 9 9 4 - M4 -0270 -2 62 ol (CRC) Carolco Pictures 6 ¥4 7 14 - 12 -0689 14 181
[} (OCOMA) Qutlet Comm. 11 34 11 34 00,00 15 76 | (S} (OCPD) dick clark pred. 3 78 3 112 8 wn 0 32
[ (P1.) Pinclands 14 %8 15 1B - La -DL.65 -40 251 L0 (DIS) Disncy 117 58 118 38 -0031 19 15281
[} (PR) Price Comniun. 12 58 - 18 -2000 133 7 LY (FE) Frics Entertain. 8 Gl M4 29.60 -
n@CR}') Scripps Howard 45 a7 S -04.25 15 464 (3 (HHH) Herltage Ent. 1116 11716 00.00 s
(SUNNC) SunGroup Inc. kY ¥4 00.00 .16 5 (HSN) Home Shop. Net. 6 U4 6 12 - U4 -p383 23 544
(TLMD) Telerundo 4 118 4 12 38 08.33 -2 111 E(IBTVM 1BS L 7 O N ¥ 00.00 14 3
n(vrvn United Television 30 34 31 - 14 -00.80 3 334 (KWP) King Worid 30 38 W ¥ 00.00 13 1.150
(KREN) Kings Road Ent, 18 118 00.00 0
(MC) Matsushita 128 14 125 14 3 02.39 16 266,790
(NNH) Nelson Holdings 1116 1 18 - 116  -05.55 4
BROADCASTING WITH OTHER MAJOR INTERESTS S VIR T o ;
- - = (OPC) Orion Pictures 8 ¥8 8 58 - 4 -02.89 .19 188
{BLC) A.H. Belo 3t 58 30 S8 00.00 19 569J' (PCI) Paramount Comm. 38 ¥4 38 34 01.97 20 4,559
LR (AK) Ackerly Comm. 3 38 2 8 112 1739 3 _51_| (PLA) Playhoy Ent, 5 M 5 12 ¥ 0681 73 81
['B(AFL) American Family 24 172 25 318 - 74 =034 17 I& (QNTXQ) Qintex Ent. 1/8 1/8 00.00 26
(ACCMA) Assoc. Comm. 32 30 34 1 s 04.06 56 597 (QVCN) QVC Network 9 12 9 172 05.55 9 166
DI(CCN) Chris-Craft 29 78 29 S8 Ua w8 770 FY(RVCC) Reeves Commun, 6 34 6 34 0000 -6 85
[} (DUCO) Durham Corp. 32 2114 - 14 -00.77 16 270 CE (RPICA) Republic Pic.'A' 8 12 8 112 00.00 50 36
LR (GCI) Gannett Co. 42 58 43 - M@ -0087 18 6,823 [.WSP) Speliing Ent. 4 T8 4 34 118 02.63 34 161
(GE) General Electric 72 L2 72 112 00.00 14 63,616 BN UUKE) Video Jukebox 5§ 58 5 3@ - 18 -0217 43 59
[eM(GACC) Greut American 2 1/8 2 I/8 06.00 76 (e B{ WONE) Westwood Ope 2 8 2 1/8 06.25 i 3
[W(TTG) Herltage Media 4 12 4 172 0000 6 203 - -
L (JP) Jefferson-Pilot 42 58 42 18 - ] - 00.58 9 1,49
LW (LEE) Lee Enterprises 30 34 31 - L4 -00.80 16 709
[[l1.C) Liberty Q2 18 a2 18 00.00 13 330 CABLE
[N(LINB) LIN 7 74 34 -4 34 -0635 -16 3,59
LW(MHP) McGraw-Hill 6 12 6 78 - 38 -00.61 17 2,90 PY(ATN) Acton Carp. T e T 2
QI MEGA) Media General 20 78 21 14 - M -017%6 21 540 RY(ATCMA) ATC TRl e T0896 3 416
{MDP) Meredith Corp. 26 78 26 34 /8 00.46 15 452 A (CVE)Enblevision Sys. A" 29 lfv;—_m = 33 ~ 02.50 .2 654
L MMEDC) Multimedia® 27 84 34 -57 34 -6814 6 311 PN (1) Contury Comm, 10 18 9 U4 o ST
FW(NYTA) New York Times 22 12 21 12 1 04.65 26 1,738 B (MCSA) Comean XA e 0.00 10 1929
CH(NWS) News Corp. 1td. 14 34 15 38 - 58 -04.06 9 3,959 | EIETTE R e T A 3
[¢B(PARC) Park Commun. 14 1/2 14 34 - 1/4 - 01.69 15 300 (JOIN; Jones Intercable 11 12 11 4 m 0. & 137
L e TR VS LT | (KRD KnightRidder 54 78 54 14 8 o11s 18 2707 |
Rl SAGB) Sage Besg. 11 1 14 006 -1 4 (RCLA) Rogers‘A® 2 L V4 o210 a7 M9 |
(VI (STAUF) Stauffer Comm. 116 116 00.00 48 144 (TCAT) TCA Cable TV 18 NG i 065 75 40 |
LU TimeviMircor [y 30 30 Bt LRl g 2t s | (TCOMA) TCI 1S 34 16 14 - 13 -03.07 26 5,606 |
[(TRB) Tribune Co. 44 12 4 - U2 -ondl 28 3882 | BTWX) Time Warner 112 78 114 34 -1 78 —o01.65 & 6,487 :
B (TBSA) Turner Bestg.“a’ 13 34 14 - v -us m 208 (UAECA) United Art'A" 14 34 13 14 112 1L32 -18 2,071 |
*Multimedla stock split 3+for-{. FY(viA) Viacom 3 S8 32 18 - 12 0155 37 3,375 |
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This announcement is under no circumstances to be construed as an offer to sell or as a solicitation of an ofter to buy any of these securities.
The cffering is made only by the Prospectus Supplement and the Prospectus to which it relates.

!( New Issue April 18, 1991

$1,150,000,000

Tele-Communications, Inc. N

Liquid Yield Option™ Notes due 2008 |
(Zero Coupon —Subordinated)

Price 29.799%

Coptes of the Prospectus Supplement and the Prospectus to which it relates may be obtained
in any State or [urisdiction in which this announcement is circulated irom the undersigned or
other dealers or brokers as may lawfully offer these securities in such State or jurisdiction.

Merrill Lynch & Co.

10 5e#l O & 2 solic try
The cdiering is made onty by the Prospecius Supplement and the Prospectus 1o which 7 relses

March 28, 1991

New Issue April 3, 1991

Liberty Media Corporation
rty P $100.000,000

Tele-Communications, Inc.

has been inrmed
through an exchange oiier
to the sharcholders
of

9% % Senior Notes due April 1, 1998

Tele-Communications, Inc. 1
Price 100%

1Phus accrued smerest, B any. from Apeil 10, 193}

We advised
Tele-Communicalioms. Inc.
in this fransactiun Capies of the Prospectus Supplement and the Prospecius o which 1 relates may be bawned in
| any SHate or jurisdictian 1 which this Announcement i circulated from onty such of the under.
whed of other doalers or brokers as My liwhilly offer Lhete securities i such Stale of jursdction

Merrill Lynch & Co.




STOCK INDEX (CONT.)

Market Market
Closing Cosing Cosing Closing Capitak-
Wed Wed Het  Porcest  PE  miion Wed Wed Nei  Percest P totion
Moyl Mg Chonge  Chomge Reiio (000,000) Moyl Apr2d4 Conge  Chosge Ratio (000,000)
EQUIPMENT & MANUFACTURING SERVICE '
IMMM) 3M 3 34 88 ¥4 0085 15 19,510 (AFTD Am. FilmTech. 5 /8 5 34 - S8 (0.8 17 S0
RARV) Arvin Industries 22 2 ss o292 15 4 (BSIM) Burnup & Sims 8 ¥4 3 ~ 14 o277 2% 110 |
[sB(CCBL) C-Cor Electronics 7 6 4 /4 0370 12 3 (CLR) Color Systems 3 12 1 8 8 0370 4 36
(CTEX) C-Tec Corp. 15 12 16 12 -1 -0606 25 253 (CQ) Comsat % 3 18 - 1B  -00.44 -32 SO
Y (CHY) Chyron 3 1582 - 332 -2000 A ] (CDA) Control Data 11 78 12 S8 - 34 -0594 204  SOS
(COMYCohw 10 14 10 34 - 12 -0465 7 (DNB) Dun & Bro@ed 47 38 48 34 -1 38 -01.82 16 8,462 |
P EK) Foimon Kodak 40 12 43 12 -3 —0689 18 13,140 (FCB) Foote Cone & B. 25 8 % 12 1 18 -04.4 12 21§
" (HRS) Harris Corp. 2% 18 26 58 - 34 —0281 29 1006 (GREY) Grey Adv. 1 11& 1 072 12 156
(IV) Mark IV Indus. n oz 12 - 12 -0416 6 Ied (DBX)IDB Commun. 84 12 & 12 0000 B850  S3
(MATT) Matthews Equip. 2 758 2 1516 - 116 -02.12 143 IT! (IPG) Interpublic Group 8 ¥4 46 14 - 12 -0108 19 1,553 |
(MCDY) Microdyne 9 12 10 12 -1 -09.52 .14 L) {OMC) Omnicom kT T7 I I V] ¥4 02,52 15 852
(MCOM) Midwest Comm. 58 15716 - 516 -3333 1 1 ! (RTRSY) Reuters a B 4 ~ 1  -o208 19 17,78
(MOT) Motorola 63 ¥4 64 ¥4 -1 0154 16 8,396 | (SAA)Saawchi & Sastchi 1 18 1 14 - V8 -1000 -1 178 |
{PPI) Pico Products 14 Va 0o 2 | (TLMT) Telemati 4 1a 00.00 1
(SFA) Sci-Atlants M4 5 15 S8 - U8 -0560 9 33| (TMCD TM Century 132 V4 ¥ W 2 7
{SNE) Sony Corp, # ME 46 12 =l 18 -00.26 22 15,393 : UNV) [ile! .V|de?_ : 9 8 12 2 05.58 12 13
(TEK) Tektronix M 15 VB -1 34 -069 -21 681 | (WPPGY)WPPGroup 7 1B 7 12 - 38 -0s00 2 292
(VAR) Varian Assoc. 47 14 4% -1 34 -0357 1181 894 |
(WGNR) Wegener PS8 1 1M B 3000 -3 u}
(ZE) Zenith T T S8 - 58 -0819 -2 203 [ Standard & Poor's 400 451.07 45430 323 .08% ]
1

PENNEY POSTS DOUBLE-DIGIT HOME SHOPPING LOSSES

Court filings in STN-JCPTV-QVC dispute detail red ink of $47 million
for past two years and projected $29 million loss in 1991 |

continue to eye the purchase of the

JC Penney Television Shopping
Channel, after several weeks of legal
skirmishes that bave scuttled QVC'’s ini-
tial offer.

STN released a statement saying it has
withdrawn its request for a preliminary
injunction to stop QVC from buying
Penney because QVC broke off negotia-
tions with Penney on April 18. QVC
countered that while its initial $15 mil-
lion-plus offer has expired, it and Pen-
ney ‘‘have continued’’ discussions on a
new offer.

In court papers, Penney said it has lost
$47 million in the past two years under
its agreement with STN (which produces
Penney’s shopping service), Penney also
said it will lose $29 million this year and
has potential liability of $33 million to
cable operators under affiliation agree-
ments over the next six years if it is
deprived of its rights to sell those affili-
ation contracts.

The litigation began after QVC made
a $15 million-plus offer on March 16 to

s hop TV Network and QVC both

purchase JCPTV (QVC also has been
carrying JCPTV as its second channel in
markets where it has two shopping chan-
nels as a result of its CVN merger).
STN intervened, filing suit in district
court in Los Angeles saying it had the
right of refusal to purchase JCPTV and
asking for time to produce its own offer.
According to court papers, Penney said
it began meeting with STN last Decem-
ber to discuss ways to eliminate the
losses, STN came back with a restruc-
turing in March that Penney said ‘‘had
no realistic chance of success.”” A week
later, Penney said, it received QVC's
offer—%15 million of QVC common
stock and 5% of QVC’s net sales to
homes for 66 months—which required
an agreement in principle by March 26.
STN informed Penney on March 24
that it had lined up the Fingerhut Com-
panies to provide necessary financing
and assistance for its counter offer. But
Penney said STN’s offer “*varied drasti-
cally’’ from QVC'’s by calling for Pen-
ney to pay STN $10 million in cash.
When Fingerhut dropped out, STN told

Penney it would continue with its offer,
but Penney took the position that STN
**does not have the merchandising, war-
ehousing, distribution and telemarketing

facilities to conduct a television home °

shopping business on its own.'" Since
then, STN has revised its offer, drop-
ping the cash sum to $7 million (or the
substitution of inventory) and raising the
monthly royalty fee from 5% to 6%.

On April 17 Penney informed STN it
was giving STN six months notice that it
would be terminating their production
agreement on Oct. 17.

STN said that it *‘intends to continue
to press the claims it has made in its
complaint against JC Penney and
JCPTV,”" since, it said, ‘‘it has exer-
cised its right to acquire the JCPTV ca-
ble agreements.”’

QVC said it has been informed that
“JCPTV intends to continue negotia-
tions with QVC.”’ QVC also added that
it will be released from its obligation to
carry JCPTV on Oct. 17, and it has lined
up alternative programing to replace
JCPTV if that becomes necessary. -Ms$
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BURNS TRYING AGAIN WITH TELCO ENTRY BILL

Proposed legislation is similar to one introduced last year,

but would allow phone companies gradually to control programing

epublican Senator Conrad Burns

of Montana is expected to rein-

troduce a telco-entry bill this
week that would initially enable phone
companies to deliver a video dial tone
service and later, with FCC certifica-
tion, to package and produce program-
ing.

The measure is similiar to one Burns
tried to move through the Commerce
Committee last year. He could only
muster enough votes to pass a watered-
down version that would permanently
keep the telcos from becoming program-
ers and only permit them to offer a video
dial tone service.

The Bums bill was hotly opposed by
broadcasters and the cable industry.
Moreover, the Commerce Committee’s
leadership, chairman Ernest Hollings
(D-S.C.) and Daniel Inouye (D-Hawaii),
chairman of the Senate Communications
Subcommittee, have stated their objec-
tions to going beyond video dial tone.

Still, Burns is not backing off. The
introduction signals his intent to keep
pushing the issue. He believes that let-
ting the telcos into the video business
will provide them with an economic in-
centive to install a fiber optic network.

“A national broadband fiber optic
network and telecommunications infra-
structure goes to the heart of our nation’s
ability to compete in the future in global
markets,”” Burns stated in a speech de-
livered two weeks ago. He warned that
if the U.S. waits until the middle of the
next century to complete a fiber net-
work, ‘‘the world will have passed us by
and taken much of our economy with
it.”’

In an attempt to answer his critics,
Bumns’ new telco bill would allow the
phone companies to operate initially as a
video dial tone service. Only after FCC
certification could a telco exercise any
content control. Under the measure, vid-
eo dial tone service would include:
‘“‘video transport; video gateways; stan-
dard and customized menus and other
navigational aides, and standard and
customized storage and forwarding ser-

Senator Conrad Burns

vices; billing and collection services; in-
stallation and maintenance; network
management; advertising/marketing of
the video dial tone to subscribers; other
ancillary services and functions, so long
as they are outside actual content control
or ownership, with no franchise require-
ment for the telco or programer.”

The measure would mandate that the
U.S. establish an interactive broadband
fiber network by the year 2015. The
phone companies would be required to
submit a detailed plan with each state’s
regulatory commission. Each plan must
include a schedule for implementation
by 2015, a description of the technology
and cost estimates for new construction.
The plan must also include early deploy-
ment of a fiber network to educational

institutions and health care facilities.
And the bill requires the telcos to pro-
vide services in rural and ‘‘disadvan-
taged areas.’” The state commissions
would then have a year to act. If the
FCC certifies the plan, the telcos could
then package and produce programing
on a limited basis.

Like last year’s bill, the telcos could
not program more than 25% of their
channel capacity and would have to op-
erate their video network as a separate
program subsidiary. The telcos would be
subject to local cable franchise require-
ments and other regulatory restraints and
could not purchase existing cable opera-
tions. The bill would also include a so-
called ‘‘death penalty’’ for any viola-
tions of the act. And broadcasters could
opt for must carry or a retransmission
consent right.

Burns also includes language encour-
aging cable operators to provide basic
telephone service. Such a move could
lessen the cable industry’s opposition,
however the National Cable Television
Association was not commenting until
the legislation is introduced.

As part of this initiative, the senator
also plans to offer an amendment to a
national energy strategy bill to require a
study on the effects of *‘telecommut-
ing'’ on energy use and pollution levels.
And he plans to offer legislation that
would grant tax incentives for the cre-
ation of ‘‘telecommunications infra-
structure enterprise zones.”’ M

CATTO BREEZES THROUGH CONFIRMATION HEARING

enry Catto's confirmation hearing as the new dircctor of the United States
Information Agency was just short of an ““absalute love-in,™" as Senator
Jesse Helms (R-N.C.) called it. Senator Llovd Bentsen {[-Tex.), who spon-
soed Catto's nomination, called Catto a " “wery successful and shle Texas
businessman."' Bul Helms said Catto faces a “‘number of issues reguiring

immediate atfention,” including problems in some cultural exchange pro-
grams, voice and cultural services, assel management and awanding of grants,

Catto said Cuba's jamming of TV Marti must not deter LS. effonts to reach
Cuban citizens, just a5 jamming atlempts in Easterm Burope and Asia were
overcome. "'We wouldn't be in the happy position we're in now,”” he said,
refering o changes in Eastern Europe and the Soviet Union,

48 Washingten

Broadcasting May 6 1991




L
pis.

uoyd jenus
13)10m [B1o0s

«

1nuesd gu_,,,._
292 paseq-su,
3uisn ‘Aepo) sapp

&

~Sno o
Yireay

|

other information sciviees -
ways to insure the realization of count-
less future communications wonders.

Although the commissioners did hear
several speakers talk about the educa-
tional, medical and household ‘‘won-
ders’’ waiting in the not too distant fu-
ture, they also heard comments
questioning the need and the demand for
such services as two-way video tele-
phones and fax machines in every home.
The FCC also heard many panelists call
for tougher privacy protection rules.

The FCC held the hearing to gain
information on how regulators can help
promote a more ‘‘seamless’’ telecom-
munications infrastructure that lets us-
ers, especially home users, tap easily
and inexpensively into the future’s tele-
communications services.

Robert W. Lucky, of AT&T Bell
Laboratories, was among those ques-
tioning the need for telcos to replace
today’s narrowband networks with ex-
pensive broadband ones capable of de-
livering new telecommunications ser-
vices to homes and businesses. The
current ‘‘push of technology and the pull
of market forces’’ is not equivalent, he
said. As a result, he said, there is far
‘“more transmission ability than we are
éapable of using.”” The ‘‘wonder’ ser-
vices may not have materialized due to
the lack of ‘‘market pull,” he said.

Commissioner G. Mitchell Wilk, of
the California Public Utilities Commis-
sion, said regulation is impeding compe-
tition and implementation of an im-
proved communications network. Wilk
said the biggest problem is that ‘‘the
means to control monopolies are now in
use to restrain competition.”’

Wilk cited the cable industry as an
example. *‘The cable TV industry is or-
ganized against the future [because oper-
ators] want to protect their regulated mo-
nopoly from competition,”” he said.
Allowing the telcos into video delivery
would not upset consumers, he said, be-
cause they ‘‘are fed up with monopoly
cable TV price-gouging and have far
more confidence in the telephone com-
pany as a business.”’

Richard Green, Cable TV Labs presi-

ISES ON DEVELOPING ‘SEAMLESS’
IONS INFRASTRUCTURE

dent, said cable should not be dismissed
as a provider of non-video services. The
“‘claims of our untimely death are ex-
tremely exaggerated,”” he said. Green
told the commission of cable’s plan to
upgrade its network with fiber optic
trunks and signal compression, which
will allow cable to provide services oth-
er than video.

Chairman Alfred A. Sikes said the
cable/telco debate *‘deadlock is going to
be a dead weight’’ preventing the future
network from being realized sooner.

Other speakers said the debate should
not be reduced solely to cable/telco, be-
cause video programing is but one of
many important facets as far as consum-
ers are concerned. The future communi-
cations network, many said, should be
an enhanced telephone service that has
the capacity to transmit voice, data and
video at low cost and high speeds.

Most panelists seemed to believe that
the home of the future will have two
wires—one telco and one cable. What
was not generally agreed on was wheth-
er both wires would offer similar ser-
vices.

Mitchell Kapor, co-creator of Lotus
1-2-3 and co-founder and president of

he FCC has levied a tentative

fine of $25,000 on Galesburg
Broadcasting Co. (GBC), licensee
of WGIL(AM)}WAAG(FM) Gales-
burg, Ill., and KMDC(AM)-KIIK-FM
Fairfield, Iowa, for unauthorized
transfer of control and transfer to a
foreign-controlled entity. GBC
was 75% controlled by Galesburg
Printing and Publishing (GPP),
which, in turn, was controlled by
Paragraph Three Trust of the Last
Will and Testament of Omer N.
Custer. Because of litigation in-
volving GPP, the trustees appoint-
ed Harris Trust and Savings Bank,
a subsidiary of the Bank of Mon-
treal, as successor trustees in De-
cember 1989,

Because GBC did not file for
transfer of control, the FCC said it
was ‘‘deprived of the opportunity
to pass on the level of alien own-
ership.”” The FCC said if GBC
had filed a transfer application, it
would not have been granted.

Electronic Frontier Foundation, argues
for policies that promote networks capa-
ble of delivering manifold services.
“We don’t know and probably can't
know the key applications of the [future
network],’” he said. **The users and en-
trepreneurs of the network will surprise
us.”’

Kapor said the government’s role
should be to insure an open architecture
in the network. He said the personal
computer explosion was the result of
similar openness because it sought ‘‘to
attract independent third parties to de-
velop applications for it.”’” Another ad-
vantage of an open network, he said,
was that it translates into “‘low barriers
toentry.’’ He said that would ‘‘stimulate
competition [and] enable a very large
initial set of products for consumers to
choose from. Out of these the market
will learn to ignore almost all in order to
standardize a few.”’

Eli M. Noam, a professor at Colum-
bia University, said the commission
should not be in ‘‘the technology assess-
ment business. It should be technology-
neutral, neither picking nor supressing.”

He also said that whatever the config-
uration and specifications of the future
network, it should remain a common
carrier. Many agreed, but said such a
status should not automatically rule out
the carrier from offering voice and data
services as well.

A fundamental obligation of the gov-
ernment is to recognize that ‘‘First
Amendment protection from govern-
ment restriction and common carriage
for conduits is the foundation of free
speech in the electronic age,”’ Noam
said. *‘lmagine if magazines couldn’t be
sent by mail, which is a common carrier,
because the postal service refused to car-
ry those magazines that support abor-
tion,”” Noam said.

Other panelists said decisions were
needed soon because of the accelerating
pace of technological advances and the
creation of small, independent networks
in many parts of the country. Not all of
these networks are compatible, they
said.

Still others said the future broadband
will improve health services, small busi-
ness and educational opportunities to ru-
ral America. Frederick Williams, a pro-
fessor at the University of Texas, said
those areas are the most adversely af-
fected by the current inadequate tele-
communications infrastructure.
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And Barbara O’Connor, professor of
communications at Califomia State Uni-
versity, Sacramento, said the current
structure is archaic at best, and is caus-
ing severe problems for the country as a
whole because entire generations are

growing up uneducated and illiterate.
An improved educational network could
bring valuable resources to the inner cit-
ies just as it could to rural areas. Any
help in improving the system, she said,
would help because *‘for the average

student, teache.

care worker and 1.

tomer in the United .
telephone communicati
tronic messaging is like su.
butter through a soda straw."

WASHINGTON WATCH

he FCC continued its crackdown on television and radio

stations for EEO violations, announcing last week sanc-
tions against five California television stations and a Florida
FM. The TV stations (and their penalties): KMIR-Tv Palm
Springs, KFMB-Tv San Diego and KMST-Tv Monterey (license
renewals conditioned on meeting additional EEO reporting
requirements); KESQ-TV Palm Springs (renewal with report-
ing requirements and tentative $5,000 fine), and KFCB-TV
Concord (short-term renewal with reporting requirements
and tentative fine of $12,000). KESQ-Tv and KFCB-TV will
have opportunity to explain why fines are not warranted
before FCC decides whether to impose them. Having already
reviewed case against WZZR(FM) Stuart, Fla., FCC ordered
station to pay fine of $7,500, saying it, among other things,
failed to keep adequate records of its efforts to promote
minority and female hiring and promotion.

In all the cases, the license renewals had been challenged
by a local chapter of the National Association for the Ad-
vancement of Colored People and the National Black Media
Coalition.

rying to score some points in the continuing battle over the

FCC’s new financial interest and syndication rules, NBC
released the results of an internal study that found that 80%
of the series pilots in development for the big three networks’
1991-92 prime time season are being supplied by the eight
major studios that constitute the Motion Picture Association
of America. *‘This is the highest level of studio supply of
network pilots in recent television history,”” NBC said.

The FCC voted April 9 to relax the fin-syn rules to give
the networks some opportunity to acquire interest in network
programing and to syndicate it, but the networks believe the
rules are still far too restrictive. Throughout the fin-syn
proceeding, the networks have argued that any restrictions
benefit none but the handful of major studios that control
most of the prime time programing. Last week's results were
meant to underscore that point as all parties gear up for
FCC’s second look at the new rules during its reconsideration
process.

NBC said the studio supply of product is up from 72% in
the fall of the 1990-91 season and from 47% in the 1980-81
season.

‘It is ironic that just three weeks after the [FCC] voted to
preserve the fin-syn rules—purportedly to promote competi-
tion and diversity—we learn that the major studios have
increased their domination of the marketplace to over 8§0%,"’
said Richard Cotton, NBC executive vice president and
general counsel. ““It’s clear that without meaningful competi-
tion from the broadcast networks, the major studios are
pushing the independent producer ever closer to virtual ex-
tinction.”’

F irst Media Corp., licensee of wCPX-Tv Orlando, Fla., in a
letter to FCC Chairman Alfred Sikes, said further delay
on its year-old petition calling for repeal of the prime time
access rule *‘is no longer reasonable.” *‘[I]s there any reason
why the commission cannot now open a proceeding and
establish a schedule for public comment and replies on the
important issues raised by the petition?"’ the letter asks.

In its April 1990 petition, First Media sought a declaratory
ruling that PTAR is unconstitutional—a violation of broad-
casters’ First Amendment rights. Such finding is warranted,
the licensee argues, in light of the FCC’s August 1987
decision to rescind the fairness doctrine. In the decision, it
says, the FCC correctly determined the concept of spectrum
scarcity in justifying any content regulation of broadcasting.

The 21-year-old PTAR limits the amount of network and
off-network programing affiliates may air during prime time.

ith the renewal process for radio stations winding down,
the FCC has already begun sending the first group of
television stations their license renewa! applications.

But most of those stations will have a lot less to worry
about as far as challenges from groups are concerned because
of FCC rules adopted in March of 1988 that limit settlement
amounts to a challenger’s legitimate expenses. Petitioners
can still file to have the license renewal application denied
because the station is not meeting its public service require-
ments, or a petitioner could file a competing application with
the hope of having the license awarded outright. However,
the reform also prevented settlements after an initial decision
was rendered by an FCC administrative law judge. That
means if the competing applicant or challenger is unsuccess-
ful, there is virtually no chance to recover money other than
that which was already spent. The reforms were designed, in
part, to take away profit-seeking motives while decreasing
existing licensee’s incentive to settle the challenge (BROAD-
CASTING, Sept. 11, 1990).

The sequence for TV renewals will follow that of radio
stations, the last of which were filed by April | (Delaware
and Pennsylvania). TV stations in D.C., Maryland, Virginia
and West Virginia should already have received their renew-
al packages, which will be due back at the FCC by June 1 for
an October renewal date. In three weeks, the FCC will be
mailing applications to North and South Carolina TV’s for
filing by Aug. 1.

Renewal provisions concerning the Children’s Television
Act will also be in force by Oct. 1, but will not have a
practical impact on stations until the June 1992 filing date
(Michigan and Ohio) at the earliest, said an FCC source.
That’s probably the soonest a station could be reasonably
expected to have begun conforming to the new FCC guide-
lines, she said.
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SO MANY NEW TECHNOLOGIES, SO LITTLE SPACE

Industry experts discuss ways to accommodate new services for radio,
TV and telephone communications industries in limited spectrum

ew technologies are expected to

completely transform the radio,

television and telephone commu-
nications industries over the next several
years. Digital audio broadcasting, high-
definition television, personal communi-
cations services (PCS) and interactive
television are mature, highly developed
systems almost ready for impiementa-
tion. Other new technologies can be ex-
pected. ““How do you accommodate
them when all the spectrum is gone?”’

John R. Williams, an engineer in the |

FCC’s Office of Plans and Policy,
asked.

Williams® question summarized what
is perhaps the most critical problem the

FCC and National Telecommunications
and Information Administration (NTIA)
face. The two spectrum regulatory agen-
cies joined with the Annenberg Wash-
ington Program in Communications Pol-
icy Studies and the Columbia Institute
for Tele-information to co-sponsor a
day-long conference, ‘‘Rethinking the
Invisible Resource,”” in Washington last
week.

The day provided a free forum for
airing ideas about spectrum reallocation
procedures. Broadcasting, especially TV
broadcasting in the UHF band, was the
most commonly used example of what
most speakers felt is wrong with current
spectrum policy.

‘‘Broadcasting is the main hang-up
here,’” said Henry Geller, fellow for The
Markle Foundation, Washington, and
former head of the NTIA. ‘““The reason
for exempting them [from spectrum auc-
tions] is that they are impressed with the
public interest. But if you look at it there
is no public interest anymore. It’s dead,

| gone or hiding in Argentina.”” He ad-
vised Congress to reinstate the fairness
doctrine and several other regulations on
broadcasters as & condition for retaining
their exemption. *‘Then put in an alter-
| native section that says if these {regula-
tions] are unconstitutional, then we’re
going to go with competitive bidding in
the broadcast field, we’re going to go to
| spectrum fees and we’re going to use the
money for public telecommunications,’’
he said.
“Everybody knows’’ the UHF-TV
| band could be corrected with the current
state-of-the-art technology, said William
J. Hilsman, chairman and chief execu-
| tive officer, International Mobile Ma-

HDTV

chines Corp. (IMM). IMM specializes
| in providing telephone services to rural
regions of the U.S. through wireless,
‘‘spectrum-efficient™ digital transmis-
| sion. **Go for efficiency. Demand effi-
ciency in every single technology,’’ was
Hilsman's advice to the FCC.
One audience panicipant suggested
| the best methods for delivering video
over the air and two-way voice services
mainly over wires are inefficiently re-
| versed. ‘It would seem that if we did
nothing more than flip flop our thinking
about video and telephone, spectrum
would be available for everybody,” he
said.
*‘There is nothing magic about any
| signal form or use that is specifically
tailored to wire or not wire at any one
point in time,” said Tom Stanley, FCC
| chief engineer. The methods for deliver-
ing video and all other services evolve
according to the limitations of the time,
| he said.
Former FCC Mass Media Bureau

|

Chief Alex Felker, technical consuitant
to the Washington law firm of Wiley,
Rein & Fielding, said other consider-
ations often must outweigh spectrum ef-
ficiency. He disputed Hilsman’s analysis
of the UHF band. ‘I don’t know wheth-
er the current taboo arrangement is all
that efficient today, but I think you can
make a case that it’s not all that ineffi-
cient compared with other users, given
the millions of television receivers out
there,”” he said.

It would also be difficult for the Con-
gress to agree to some of the more
sweeping new spectrum management
proposals, said David C. Leach, advisor
on communications issues to House

LAND MOBILE

Commerce Committee Chairman John
Dingell. The United States is the most
successful user of radio frequencies with

" more radio and TV service available to

its citizens than anywhere else in the
world, he said. ‘*Congress doesn’t legis-
late theories,”” Leach said. ‘*We have to
recognize there is an enormous invest-
ment of money in the communications
industries. We have to realize the Amer-
ican people have come to depend on a
wide variety of services and technol-
ogies, and we have to have a respect for
that, not necessarily as the guardians of
the status quo, but like it or not, the
broadcast industry affects 240 million
Americans every day of the week and
that is not something Congress is going
to rearrange to suit some theory.’’

But Capitol Hill does see a need for
some action to meet the demand for
spectrum for new services. The pro-
posed Emerging Technologies bill,
sponsored by Dingell, would transfer
200 mhz of government-controlled spec-

{
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trum to the FCC for reallocation for non-
governmental uses. ‘‘Fundamental to the
bill is the notion that we have one house
and two landlords. We have one spec-
trum with NTIA operating on its part of
it and the FCC operating on its part of it.
There are very real problems with the
sharing or lack of sharing,’” Leach said.

Charles Schott, former chief of staff
to FCC Chairman Alfred Sikes, who
also worked for Sikes when he headed
NTIA, said currently there are inade-
quate methods for measuring spectrum
use. The FCC has been developing new
methods for spectrum measurement for
the past three years with the Spectrum
Use Measurement (SUM) project, Spec-
trum Mapping Initiative and other pro-
grams. But more work will be needed in
coming years and it will be increasingly
hard to secure congressional funding for
it, Schott said.

New presidential appointees to the FCC
and NTIA are puzzled to find no exact
figure for the amount of government-used
spectrum, nongovernment use and sharing
between the two. The appointee often
spends a great deal of time trying to an-
swer the question because of ‘‘the intu-
itive understanding that something isn’t
quite right; that if you can’t measure
something, how can you manage it?”’
Schott said. ‘“ 1 must say that on more
than one occasion, my experience with
the cumbersome nature of spectrum man-
agement has led me to ask: ‘Just how
scarce is the spectrum anyway?’ *’

The important issue is not the way the
government allocates spectrum, said
Robert W. Crandall, senior fellow for
the Brookings Institute, ‘‘but whether
the government should be the institution
that owns it and decides how spectrum is
used.’”” There is no reason spectrum
should not be a private commodity like
land, water, labor and nearly all other
resources in the U.S., he said.

Crandall advocated selling frequen-
cies to spectrum users. If spectrum were
privately owned, market forces would
determine which services were offered
to the public and would naturally lead
companies to use the latest and most
spectrum-efficient technologies, he said.

“‘I've come to the conclusion that one
always has to be cautious about those
people who evoke the public interest.
Economists know it is almost impossible
to define the public interest,”” Crandall
said. To an economist, the public inter-
est “‘is that which leads to the greatest
growth of wealth in the United States,”’
he said.

NTIA’s report, ‘*U.S. Spectrum Man-
agement Policy: An Agenda for the Fu-
ture,”” is a good attempt at addressing
spectrum ownership, Crandall said. The

NTIA report, released earlier this year
(BROADCASTING, March 4), caused a stir
tn the broadcast industry by proposing
spectrum auctions rather than lotteries or
comparative hearings to decide future
allocations. The report did not specifi-
cally propose auctioning of broadcast
spectrum and said the FCC or Congress
could decide whether some public inter-
est services should be exempt from the
auctions. NTIA’s support for spectrum
auctions was one of the main complaints
against the agency raised in a letter to
Dingell by National Association of
Broadcasters President Eddie Fritts
(BROADCASTING, April 8).

One of the chief authors of the NTIA
report, Charla M. Rath, discussed some
of the report’s less-publicized proposals,
which are also designed to introduce a
more marketplace-oriented approach to
allocation.

““The government may in fact not be
using their spectrum very efficiently,
and the block system is keeping a partic-
ular portion of the spectrum away from
what may be more valuable uses,’’ Rath
said. The report also proposes more
flexibility within the granted license.
Certain spectrum users could be allowed
to switch the form of service they are
providing without further government
approval.

*‘I don’t think the marketplace sys-
tems are somehow a way to escape the
very difficult challenge of selecting ser-
vices and assigning megahertz to
them,’" said Michael Rau, NAB senior
vice president, science and technology.
Rau had a number of objections to
changes in the block allocation approach
and to the license flexibility proposal.
Removing block allocations would
greatly complicate spectrum coordina-
tion with Canada and Mexico, he said.

The ability to change services within an
already allocated frequency would in-
crease the administrative burdens on the
FCC. ““On what basis would these li-

censes be renewed? It seems like the com-
mission might be weighing different ser-
vices every time licenses came up for
renewal rather than a single time under the
current allocations scheme,”’ Rau said.

As for the auction idea, ‘‘the thought
of making incumbent users bid for the
right to continue to do what they’re do-
ing today is absurd. You're essentially
telling the incumbent user: ‘You're go-
ing out of business unless you can fork
out some money." That is, I think, polit-
ically untenable,”” Rau said.

One marketplace option the FCC is
studying is “‘voluntary reallocation.’” The
commission’s PCS inquiry suggests clear-
ing spectrum for the new service by al-
lowing curmrent users of certain bands to
turn in their licenses. If alternative bands
cannot be found, those losing frequencies
would receive compensation. ‘‘The big
advantage to this is that it protects the
existing licensees in the band,”’ the FCC's
Williams said. The same idea could be
applied to other bands, including broad-
casting bands, he said,

The FCC examined the possible ef-
fects of taking a UHF-TV station in Los
Angeles off the air and replacing it with
increased cellular telephone service. *‘It
turns out that the results were rather
dramatic,”’ Williams said. There would
be a 25% price cut for cellular service
due to increased competition. ‘“The so-
cial benefit of the discount in value
[from now through the year 2000] would
be $892 million in Los Angeles alone.
The social cost of losing one TV station
over the same period would be $139
million, so you’d have a net gain of
$754 million on that one transaction
alone,”” Williams said. :

The applicability of the voluntary
reallotment program would be different
from market to market. The most impor-
tant rule: ““The new use must be more
profitable than the existing one,”” Wil-
liams said. Otherwise, the approach will
fail. —Rms

he introduction of fiber will revolutionize television, George Gilder told the

FCC last week at jts hearing on “*Networks of the Future.”’ Gilder is a
senior fellow at the Hudson Institute and author of *‘Life After Television,”
which looks at how TV will merge with other technologies and evolve into a
telecomputer. Gilder thinks over-the-air television is *‘obsolete.’” He said
computers and communications have *‘completely converged’” and that fiber
optics will affect television in the same way that automobiles affected trains.
“We're facing a turning point in the entire history of technology,”’ said

Gilder.

He said fiber represents a ‘‘huge opportunity,’” but that it is impossible for
telcos to install fiber under the existing regulatory system. Gilder is a propo-
nent of telco entry and believes the phone industry should be free of any
regulatory restraints that keep it out of the information services business.
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Continued from page 28.

minutes, two and a half minutes of filled time, Becker says,
**If he’s dead, 1 got dibs on his office.’” Hah! | got 'em. Up
goes their thumb. Two minutes, two and a half minutes. Now
they say to themselves: ‘] don’t know what my expectations
were about this show, but they threw me a curve. You know, |
think I'm going to stick around and see what happens for
another five minutes.” Then within the next five minutes, 1've
got you, because by then my stories are kicking in and other
things are going on. Now I've already gotten you committed;
you're inside, you’ve got your arms around me, you know,
and you’re inside the hour.

in an interview we did a couple of years ago, Steven Cannell
suggested you brought a ‘cerebral’ quality to television.

That’s a nice compliment. Steve and | are old, old friends and
I don’t think anybody in this business is happier for my
success than Steve is, and vice versa. You have to entertain
people; that is our business. But, yes, I’m attracted to complex
storytelling, and | suppose if you tracked my work, you'd see
certain consistencies in the questions I ask in my stories.

Do you think the viewers are equally interested in those
complex shows and issues?

I think so. You have to wrap them in real entertaining paper,
but 1 don’t think there’s a show on television that is, week in
and week out, more legitimately thought-provoking and com-
plex than L.A. Law. Along with all the soap opera and all the
melodrama and all the fun and all the goofiness and all of that
stuff, at the core of that show there is usually a significant and
complex legal question that has very real human conse-
quences. Consideration of those issues in L.A. Law is, | think,
very much a part of the appeal of that show. Hill Street Blues
was a very entertaining show. It was funny. It had action. And
yet inside all that we did long and complex stories about
political corruption, the limits of power, bureaucracy, the
failure of government to meet the basic needs of its citizens.
These are very provocative questions to ask and explore and
we did it. But what we mainly did was we told good stories.
Going back to L.A. Law, do you make an effort to treat the
issues evenhandedly?

Absolutely not. We’ve done episodes that have just caused
firestorms because we have not been evenhanded or balanced.
At the risk of sounding a little lofty, I think that what we do at
our best is art and there’s nothing even-handed about art. Art
by definition must have a strong point of view. That's not to
say that everything we do is artful or artistic, you know, but
we try and we try to bring those qualities and standards to the
work and to the extent that we succeed, we do take strong
points of view about certain things. But what's wonderful
about doing a law show is that the moment you go into a
courtroom, no matter what your point of view as an author is,
you still have to illuminate credibly and appropriately an
opposing point of view. So to that extent, you’re going to shed
light on both sides of an issue.

Do you satisfy political or social points of view with your
shows?

Increasingly, I try very hard to stay away from that. [ think the
power of this medium is so profound that 1 don’t want it to
become my forum. It’s not that I don’t have strong ideas or
points of view, and possibly if for some reason you've
watched everything I've done in TV, you know, over the last
10 years, you might be able to take an educated guess as to
how I feel about certain issues. But you might not have that

easy a time because you know I'm as apt to do an episode that
is passionately in favor of capital punishment as | am to do one
that goes the other way.

My political and social beliefs are personal—the causes |
support, the charities 1 contribute to—that’s my business. And
over the years I've gotten hundreds of letters from people
soliciting me to represent their very worthy cause in shows,
whether it’s “Buckle Up for Safety’’ or whatever. And 1
always write these people back saying, ‘*No, I won’t do it.”’
It’s not because their cause is unjust. But that's not my job.
My job is to tell a good story and entertain people. In the
fullness of time, you make hundreds and hundreds of hours of
stuff, and we’re going to cover some of that. We did an
episode of Doogie Houser recently about Doogie’s girlfriend’s
mother getting killed because she wasn’t wearing a seat belt.
Well, 1 can’t tell you the number of letters we got from
organized seat belt groups, and they were genuinely grateful.
I’m glad. But it was secondary to the story. We didn’t do it to
score brownie points.

What other television do you watch and what are some of
your favorite shows?

I’'m not much of a TV watcher. I tend to watch television for
information and sports. And then I’ll tend to periodically look
around and just see what other people are doing in their work.
But that’s like business for me. 1 want to see people’s work,
but 1 don’t go to the TV to be entertained. Not out of
snobbishness, but 1 work in it all day. To me, turning on the
TV set just annoys me more often than not.

Any film aspirations?

Not really. I love what I do and I've invested over 20 years in
it. 1 love the challenges of this medium and I have no illusions
that 1 could do as well in a different one. That’s not to say that
under the right circumstances I wouldn’t do a film.

If you could make the same money in network or cable or
syndication, where would you most like to work?

Assuming the economics were the same, not just in terms of
what you get paid but in terms of how much money you can
spend on what you're doing, | would want to go wherever 1
was accorded the most freedom in terms of writing.

Do you see cable as offering you that?

1 think probably cable is, at this time, more adventurous in its
original programing than network television, but 1 sure hope
network television will continue to advance in those areas.
You know, the strides that are made usually tend to be erratic.
It’s two steps forward, one sicp back. And then occasionally it
feels like it’s two steps back for every one step forward. And |
think right now we're in an extremely conservative, nervous
network time. They’re not taking a lot of risks. If you look at
television today compared to television 15 years ago, it’s just
simply more sophisticated. It still doesn't reflect the values,
mores, language and behavior of the culture, or all aspects of
the culture. It’s still pretty much behind the times as far as
that’s concerned. But it’s better than it used to be. And maybe
I can help a little bit in dragging them kicking and screaming
to the door of that. I actually think if I’ve made any contribu-
tion to the medium over the last 10 years, it’s been in that area.
I go to war with broadcast standards, and I see that as one of
the most important battles to fight in television.

Do you enjoy it and do you do it as vigorously as you used to?

Enjoy is not the right word. 1 don’t get off on it for its own
sake at all, but I'm passionate about it and, yes, I hope I'm as
vigorous. I don’t have the fights as often as I used to because |
think times have changed. But I still have them and I'm always
struck at how utterly stupid those fights are.
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‘ORTHE RECORD

As compiled by BROADCASTING from
April 25 through May 30 and based on
filings, authorizations and other FCC ac-
tions.

Abbreviations: AFC—Antenna For Communications;
ALJ—Administrative Law Judge; alt.—alternate: ann.—

d: ant. aur.—aural; aux.—auxiliary:
ch.—channel; CH—critical hours.: chg.—change: CP—
construction permit; D—day: DA—directional antenna;
Doc.—Docket; ERP—elfective radiated power; Freq—fre-
quency; HAAT—height above average terrain: H&V—
horizontal and vertical, khz—kilohenz; kw—kilowatts;
lic.—license: m—meters: mb gah mi. iles;
MP—modification permit; mod.—modification; N—night:
pet. for recon.—petition for reconsideration; PSA—presun-
nise service authority; pwr.—power; RC—remote control;
S-A—Scientific-Attanta; SH—specified hours: SL—studio
location; TL-—transmitter location; trans.—transmitter;
TPO—transmitter power output; U or unl.—unlimited
hours; vis.—visual; w—watls; *—noncommercial. Six
groups of numbers at end of facilities changes iterns refer to
map coordinates. One meter equals 3.28 feet.

OWNERSHIP CHANGES

Applications

8 KXGO(FM) Arcata, CA (BALH910411HB; 93.1
mhz; 93 kw; ant. 1,640 fi.—Seeks assignment of
license from Randolph E. George, receiver, to Westar
Communications In¢, for $182,500. Seller has no other
broadcast interests. Buyer is headed by Howard M.
Holzapfel and has no other broadcast interests. Filed
April L1,

® KCRT-AM-FM  Trinidad, CO (AM: BA-
LOt0415SEA: 1240 khz: 250 w-U: FM: BAL-
H910415EB; 92.7 mhz; 3 kw; amt. 150 ft.)—Sccks
assignment of license from Essex 111 Broadcasting Inc.
to International State Bank; bank is repossessing assets
of station, valued at $230,000. Seller is headed by
Molly Smith and has no other broadcast interests.
Buyer is headed by Ronald L. Moore (93%) and Ron-
ald L. Schmeits (.30%). and has no other broadcast
interests. Filed April 15.

8 WMTO(AM) Port St. Joe, FL (BAPH910418HK;
93,5 mhz; 2 kw; ant. 393 fi.}—Seeks assignment of CP
from Florida Radionet Ltd. to WMTO Ltid. in asset
purchase agreement; buyer will assume liabilities of
seller, terms to be provided to buyer prior to closing.
Seller is headed by H. Scott Wetmore and has no other
broadcast interests. Buyer is principally owned by
Redge A. Mahaffey (25%), Louis R. Biosca (25%),
Emest R. Freeman (21%) and KIH Cellular Inc.
(25%). WMTO Ltd. holds 49% interest in assignor.
Mahaffey has applications pending for new FM's at
Springfield and Coral Cove, both Florida, and Valley
Station, KY. Filed April 18.

8 WLKQ(AM) Buford, GA (BAL910426EA; 1460
khz; 5 kw-D; 194 kw-N)}—Sceks assinment of license
from Buford Broadcasting Inc. to La Favorita Inc. for
$120,000. Seller is headed by Jackic Joseph. and is
license of WLKQ(FM) Buford, GA. Buyer is headed
by Samuel Zamarron, and also has interests in WAO-
S(AM) Ausicll, GA. Filed April 26.

m WZLS(FM) Valdosta, GA (BAPLH910415HL;
96.7 mhz; 3 kw; ant. 300 ft.}—Seeks assignment of CP
from Multi-Media Broadcasting Inc. to CDJ Inc. Seller
is headed by Yvonne Fason, and has no other broadcast
interests. Buyer is headed by Carol Diana Jordan, and
has no other broadcast interesis. Filed April 15.

® WAIT-AM-FM Crystal Lake, IL (AM: BA-

L910416EB; 850 khz; 2.5 kw-Di FM: BAL-
H910416EC; 105.5 mhz; 3 kw; ant. 300 fi.)—Seeks
assignment of license from Crystal Lake Radio Lid. to
Pride Communications Ltd. for $2.2 million. Seller is
headed by Gerald T. Vento and has no other broadcast
interests. Buyer is headed by Jim Hooker (100% stock-
holder), Pride Communications Inc. (20% P) and Don
Johnston (16% P), and has no other broadcast interests.
Filed April 16.

8 WTTV(TV) Bloomington and WTTK(TV) Koko-
mo, both Indiana (WTTV: BALCT910417KE; ch. 4;
55 kw-V, 11 kw-A; ant. 1,200 fi.; WTTK:
BALCT910417KF; ch. 29; 3,090 kw-V; ant. 755
fi.)—Seeks assignment of license from WTTV Inc. to
Atlantic Broadcasting Co. for $37 million (**Changing
Hands,” April 29). Seller is headed by Jim Goodmon,
who will acquire minerity interest in assignee. Good-
mon has interest in Capitol Broadcasting Co., licensee
of WRAL-TV Raleigh-Durham, WRAL(FM) Raleigh
and WJZY(TV) Charlotte, all Nerth Carolina;
WSTF(FM) Orlando, FL; WWMX(FM) Baltimore,
and WRNL(AM)-WRXL(FM) Richmond, VA. Buyer
is headed by Better Communications Inc. (60% GP).
CEA Investors Partnership (40% GP), Barry Baker and
Larry D. Marcus. Atlantic Broadcasting is sole general
partner of River City Television Partners Ltd., licensee
of KDNL-TV St. Louis and KSTZ(FM) Stc. Gene-
vieve, both Missouri, and KABB(TV) San Antonio,
TX. Baker is also 5% sharcholder of Metro Broadcast-
ing Inc., licensee of WIBV(AM) Belleville, IL. Filed
April 17.

8 WOOD-AM-FM  Grand Raplds, MI (AM:
BAL910422GE; 1300 khz; Skw-U; FM: 105.7 mhz;
265 kw; ant. 810 ft.)}—Secks assinment of license from
United Artists Broadcast Properties (o Bruce Holberg
for $10.5 million (‘‘Changing Hands,"" April 29). Sell-
er is affiliate of United Artists Entertainment, and has
no other broadcast interest. Buyer is president of radio
dividsion of group owner TAK Communications, which
owns WUSL(FM) Philadelphia, WIQY(FM) Miami
and WKIO(FM) Urbana, 1ll. TAK Communications
atso owns six TV's. Filed April 22.

8 WAGN(AM) Menominee, MI and WHYB(FM)
Peshtigo, W1 (AM: BTC910412EE; 1340 khz; 1 kw-
U; FM: BTCH9104[2HC; 96.1 mhz; 3 kw; ant. 250
ft.)—Secks transfer of control from Good Neighbor
Broadcasting Inc. to William J. Sauve for $105,000.
Seller is headed by Gary R. Johnson and Marshall E.
Harris and has no other broadcast interests. Buyer is
headed by Gary R. Johnson (90%) and William J.
Sauve (10%), and has no other broadcast interests.
Filed April 12.

8 KROX(AM) Crookston, MN (BTC910415EC;
1260 khz; 1 kw-D, 500 w-N}—Seeks transfer of con-
tro! from Gopher Communications Co. to Frank J. Fee
for $30,000. Seller is headed by Jerome A. Dahlberg
and William J. Kiewel. Buyer is headed by Fee (50%)
and Dahlberg (50%) and has no other broadcast inter-
ests. Filed Aprl 15.

8 WWUN-FM Clarksdale, MS (BTCH910417HJ;
101.7 mhz; 3 kw; ant. 198 fi.)—Sccks transfer of
control within Sunflower Broadcasting Co. Inc. for no
consideration: transfer is gift. Transferor is U.). Gil-
bert, who has no other broad i 1s. Transf

are Barbara Gilbert, wife of U.J. Gitbert, and children
wWalter G. Gilbert, Patricia A. Gilbert and Cindy D.
Bryant, who have no other broadcast interests. Filed
April 17.

8 KGHL(AM)-KIDX(FM) Billings, MT (AM: BA-
L910412EA; 790 khz; 5 kw-U; FM: BALH910412EB;
98.5 mhz; 85 kw; ant. 370 ft.)—Seeks assignment of
license from Sunrise-Montana Inc. to Pegasus Broad-
casting of Billings Inc. for $1 million. (“Changing
Hands,™ April 15). Seller is headed by Dick Elliot and
has no other broadcast interests. Buyer is headed by

PBMI! Holdings Co. {t00% VS§), Dan Snyder and
Christopher J. Brennan. PBM! Holdings is licensee of
KCAP(AM)-KZMT(FM) Helena, MT. Filed April 12.

® KRNY(FM) Kearny, NE (BTCH910422HV; 102.3
mhz; 3 kw; ani. 300 ft.)—Seeks transfer of control
within Nebraska Media Concepts for $72,000. Trans-
feror is Polly A. Hays, and has no other broadcast
interests. Transferee is H. Dale Sostad. and has no
other broadcast interests. Filed April 22.

8 KHIT(AM) Sun Valley and KIIQ(FM) Reno, both
Nevada (AM: BAL910411EB; 1590 khz: 5 kw-D. FM:
BALHO104] 1EC; 104.5 mhz: 25 kw; ant. 2,930 fi.)}—
Seeks assignment of license from Media Venture Man-
agement Inc. to Radio Reno Inc. for $| million
("’Changing Hands,”” April 8). Seller is headed by
Randy George, receiver; George is also receiver for
KXGO(AM) Arcata, CA. Buyer is headed by Kenneth
V. (38%) and Jerry L. Miller (38%), brothers, and
Robert M. Salmon (19%) and Karen Wolfe (5%), who
own Radio Associates Inc., licensee of KMIX-AM-FM
Turlock and KEWB(FM) Redding, both California.
Filed April 11.

8 WJCS(FM) Bayboro, NC (BALH910415HI; 97.9
mhz; 3 kw; ant. 312 ft.)—Seeks assignment of license
from Spartan Broadcasting Inc. to Atlanta Broadcast-
ing Inc. for $120,000. Seller is headed by Edward L.
Bolding Sr., and has no other broadcast interests. Buy-
er is headed by John H. and Joyce L. Wiggins, hus-
band and wife. John Wiggins is president and 100%
stockholder of Queen City Broadcasting System Inc.,
licensee of WULF(AM)-WKXH-FM Alma, GA, and
general partner (75%) of Wiggins Broadcasting, licens-
ee of WIOT(AM)-WWFN(FM) Lake City, SC. Filed
April 15.

8 WEEB(AM) Southern Pines, NC (BAL910411EA;
990 khz; 10 kw-D, 5 kw-CH, 26 w-N)}—Secks assign-
ment of license from Richardson Broadcasting Group
to Pinchurst Broadcasting Corp. for $275,000. Seller is
headed by Lawrence E. Richardson and has application
for new FM at Southern Pines, NC. Buyer is headed by
Dane F. Adams and has no other broadcast interests.
Filed April 11.

® WCSC-TV Charleston, SC (BTCCT910418KE;
ch. 5. 100 kw-V: 20 kw-A; ant. 1,000 ft.)—Secks
transfer of control from Crump Communications Inc.
to General Electric Capital Corp. for $250,000 and
return 10 buyer for cancellation of seller’s certificate
representing 12,000 shares of preferred stock and war-
rant o purchase 376,200 shares of common stock.
Seller is headed by Harold C. Crump, who is vice
president of Hubbard Broadasting, group owner of one
AM, one FM and nine TV's. Buyer is headed by J.F.
welch Jr., L.A. Bossidy and E.E. Hood Jr. GE Capital
or its parent, General Electric Financial Services Inc.,
holds ownership interests in WAPA-TV San Juan, PR;
WIBF(TV) Augusta, GA, and KSCH-TV Stockton,
CA. Filed April 18.

8 WLOD-FM Loudon, TN (BALH910415HG; 99.1
mhz; 3 kw; ant. 328 ft.}—Seeks assignment of license
from Loudon Broadcasters Inc. to C-K Inc. for
$185,000. Seller is headed by Gene Chruscie! and
Doyle F. Lowe, and is licensce of WLOD(AM) Lou-
don, TN. Buyer is headed by Eugene Chrusciel (50%)
and Charles R. Ketron (50%). Chrusciel is president
and 50% owner of assignor. Loudon Broadcasters In¢.
Filed April 15.

8 KQRO-AM-FM Cuero, TX (AM: BTC910412EC;
1600 khz; 500 w-D; BTCH910412ED; 97.7 mhz; 3
kw; ant. 297 fi.)—Secks transfer of control from Cuero
Broadcasting Inc. to William Matchak and Kyong Ja
Matchak for $330,000. Seller is headed by Paul Du-
deck and Mary Dudeck and has no other broadcast
interests, Buyer is headed by William Matchak (33%)
and Kyong Ja Matchak (34%), husband and wife, and
Chun Sim Chong (33%) and has no other broadcast

54 For The Rocord

Broadoasting May 6 1991




—

interests. Filed April 12.

8 KBAL(AM) San Saba, TX (BAL910416EA; 1410
khz; 800 w-D, 203 w-N)}—Secks assignment of license
from Armadillo Broadcasting Inc. to Fletcher Broad-
casting Inc. for $42,000. Seller is headed by E.P. and
Madeline Sue Quick Garth, husband and wife, and
0.Q. Quick, and has no other broadcast interests.
Buyer is headed by Lloyd Moss (80%) and George W.
Marti (20%), and is licensee of KCLE(AM) Cleburne,
TX. Marti is president of Jefco Enterprises Inc., licens-
ee of KDSI(AM)-KOPY-FM Alice. TX, and
KNGV(FM) Kingsville, TX. Filed April 16.

8 KBWL(FM) Roosevelt, UT (BALH910409GW;
98.5 mhz; 2.65 kw; ant. 1,853 ft.)—Seeks assignment
of license from Brian W. Leifson to Evans Broadcast-
ing. Seller is headed by Brian W. Leifson and has no
other broadcast interests. Buyer is headed by Joseph L.
(50%) and Teddie R. Evans (50%), father and son,
who have interests in Country Gold Broadcasting, li-
censee of KNEU(AM) Roosevelt, UT. Joseph Evans is
president of Ash Grove Inc.. permittee of KZPD(FM).
Filed April 9.

Actions

8 WMML(AM) Mobile, AL (BAL9103| IEF; 1410
khz; 5 kw-U)—Granted assigament of license from
Lonnie M. Tillis to Alben L. Crain for $25,000. Scller
has o other broadcast interests. Buyer is headed by
Albert Crain and Lois B. Crain, husband and wife.
Lois Crain owns KGRW(FM) Friona. TX; WAV-
N(AM) Southaven. MS. and WHLE(FM) Holly
Springs, MS. Albert Crain owns KAIR(FM) Crane and
KWTA(FM) Electra. both Texas. Action April 26.

8 KWRF-FM Warren, AR (BTCH910207HZ; 105.5
mhz; 3 kw; ant. 265 ft.)}—Granted assignment of li-
cense from Pines Broadcasting Inc. to Jimmy L.
Sledge and Gwen Sledge for $125,000. Transfer in-
cludes KWRF(AM) Warren, AR. Transferors are Wel-
don and Violet Sledge. husband and wife, and has no
other broadcast interests. Transferces are Jimmy L.
Sledge (50%) and Gwen Sledge (50%). and has no
other broadcast interests. Action April (2.

8 KRLN-AM-FM Canon City, CO (AM: BA-

LOOIIISEC, 1400 khz: 1 kw-U, FM:
BALH901115ED; 103.9 mhz: 3 kw: ant. -520 ft.}—
Dismissed app. of assi of license from KRLN
Inc. 1o Lowrey Communications Inc. for $900.000.
Seller is headed by Norton E. and Diana H. Wamer,
husband and wife. Norton have 57% interest in Warner
Enterprises, parent of KRLN Inc.; KABI Inc., licensee
of KABI(AM)-KSAJ-FM Abilene, KS. and KLIN
Inc.. licensee of KLIN-AM-FM Lincoln, NE. Warner
also has interest in First Star Corp., licensee of KSTR-
AM-FM Grand Junction. CO. Buyer is headed by Paul
E. Lowrey. who owns 70% interest in Windsor Com-
munications. licensee of WHSM-AM-FM Hayward.
WI. Action April 17.

8 WRDW-AM-FM Augusta and Wrens, both Geor-
gia (AM: BAL910212GO; 1480 khz: 5 kw-
U;BALH910212GP; 96.7 mhz: 1 kw; ant. 489 fi.}—
Granted assignment of license from A. Stephenson
Wallace (bankruptcy trustee) to Advenisement Net-
work Systems for $150,000. Wallace has no other
broadcast interests. Buyer is headed by Betty Williams
Beard (50%) and Norma Williams Delley (50%). and
has no other broadcast interests. Action April 12,

® WZMF(FM) Danville, IL (BAPH910220GY; 94.9
mhz; 6 kw; ant. 100 ft.)—Granted assignment of CP
from Kathleen D. Rollings to Rollings Communica-
tions of Danville Inc. for nominal consideration. Buyer
is headed by Dale L. Rollings (80%) and Mark Roll-
ings (10%), father and son. and Kathleen Rollings
(10%), wife of Mark Rollings, and is licensee of
WUFI(AM)-WZNF(FM) Rantoul, IL. Action April 12.

8 WVLJ(FM) Monticello, IL (BALH910225GV:
105.5 mhz; 3 kw: ant. 300 ft.)—Granted assignment of
license from Sound Alternative Inc. to Mumbles Corp.
for $200.000. Seller is headed by Roy J. Klevin and
has no other broadi i Buyer is headed by
Stephen Bellinger (42.23%), who is president. and
78.89% shareholder of Prairicland Broadcasters of De-
catr Inc.. licensee of WDZ(AM) Decawr, IL, and
president and 100% sharcholder of Streator Broadcast-
ing Co., licensee of WIZZ(AM)-WSTQ(FM) Streator.,
IL. Action April 11.

® WSMD(AM) La Plata, MD (BAL9103 | 1EE; 1560
khz; | kw-D)}—Granted assignment of license from

Joseph N. Schaller and Stephen F. Fruin, receivers. to
Somar Communications Inc. for $65.000. Sellers also
have interests in WDLE-FM Federalsburg. MD. Buyer
is headed by Roy E. Roberison Jr. (66%). Donald E.
Smolinski (33%). Mary Smolinski (.5%) and Sharon
Robertson (.5%). Roy Robertson and Donald Smo-
linski are general partner (67.5%) and limited partner
(32.5%), respectively, of Mechaniesville Community
Broadcasting Co. Ltd.. licensee of WQMR(FM) Me-
chanicsville. MD. Action April 12,

8 WTTT(AM)-WRNX(FM) Amherst, MA (AM:
BAL910215GH; 1430 khz; 5 kw-D: FM:
BAPH910215GI: 100.9 mhz: 6 kw; ant, -32 fi.)}—
Granted assignment of license and CP from Hampshire
County Broadcasting Co. (HCB) to Hampshire County
Broadcasting Ltd. (HCBL); HCB will assign station
and assets to HCBL as capital contributien in return for
partnership i and other y considerati
to be filed within 30 days. Sellers are Edward F. Perry
Jr. and Thomas G. Davis. Perry is 80% stockholder of
Marshfield Broadcasting Inc.. licensee of WATD(FM)
Marshfield, MA. Buyer is headed by Grandbill Inc.
(50.98% GP. headed by E. william Henry), Hamp-
shire County Broadcasting Co. (49% GP, headed by
Robent Morley, Davis and Bruce Stebbins), and has no
other broadcast interests. Action April |2.

8 KRBL(FM) Los Alamos, NM (BALH901029GS:;
98.5 mhz: 15.0 kw-H; ant. 6 ft.)—Dismissed app. of
assignment of license from KKBR Inc. 1o Eldon
Broadcasting Co. Inc.. contract for purchasee under
review. Seller is headed by C. Roben Allen, Frederick
R. Phelan and Christopher F. Divine, and has interests
in KBER Ogden, UT. and KXBR(FM) Greenfield,
MO. Buyer is headed by William S. Scott, and has
interests in Carrigan Communications Corp.. licensee
of KJUL(FM) Norh Las Vegas. NV. Scolt and his
wife, Helen M. Scott. also have interest in Comcast
Cable Ltd. of Philadelphia. Action April 15.

8 WEBO(AM)-WQXT(FM) Owego, NY {(AM:
BTC910131GO: 1330 khz; S kw-D, 50 w-N; FM:
BTCH9IO131GP: 101.7 mhz; 1.15 kw; ant. 450 ft.)}—
Granted transfer of control from Frank E. Penny to
David E. Stark and Roberta E. Stark. husband and
wife. for $1.236.239 in stock purchase. Transferors are

survive them.

Management (NCCEM).

in the public interest.
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“Straight Talk 922
About Twisters 72

Getting accurate information about tornados
won't stop their deadly force. But it can help

“Funnel Facts and Fables" is a 10-minute program that
shows how, sorting out fact from fiction. It’s serious, yet
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Your TV station can receive a copy plus a 30-second PSA on tornado
alerts, both produced for the National Coardinating Council on Emergency

Public Relations Department
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Penny, Dean F. Aubol and Petrina B. Aubol. Dean
Aubol is applicant for new FM at Southport. NY.
Transferees arc Starks (20%). Steven J. Gilinsky
(55%), Raymond C. and Gail G. Cobb (20%). husband
and wife, and Gary and Bonnic Schoonover (5%),
husband and wife, who have no other broadcast inter-
ests. Action April 12.

® WQPN(AM) Moundsville, WV (BAL910307EF:
1370 khz; § kw-D, 20 w-N)—Granted assignment of
license from Hank Grewe Broadcasting Inc. to Praise
Family Worship Center for $1. Scller is headed by
Herry R. Grewe and has no other broadcast interests.
Buyer is headed by Kenneth R. Dunn and Jeanell
Dunn, husband and wifc, and Twilla Condra, and has
no other broadcast interests. Action April (7.

® KITZ(AM) Silverdale, WA (BAL910305EC: 1400
khz; | kw-D, 890 w-N)—Granied assignment of li-
cense from Silver Sound Broadcasting Co. to Kitz
Broadcasting 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 wife, and
William Howard Huntington (5%) and Mary Ann Hun-
tington (5%), husband and wife. who have no other
broadcast interests. Action April 16.

NEW STATIONS

Actions

® Olney, 1L (BPED900417MO)>—Granted app. of Ol-
ney Voice of Christian Faith Inc. for 88.1 mhz; .133
kw; ant. 62 m. Address: 17A Orchard Drive, Olney, IL
62450. Principal is headed by Thomas E. Benson,
David R. Benson and Ronald W, Janes. Action April
17.

® Reserve, LA (BPHB8806/6NH)>—Granted app. of
Virgie Hare DuTreil for 94.9 mhz; 1.9 kw H&V: ant.
124 m. Address: 1500 E. Airline Hwy, LaPlace, LA
70068, Principal owns 15% interest in WADU(AM)
Norco, LA. Action April 11,

® Cuba, MO (BPHB881230MC)—Granted app. of
Lake Broadcasting Inc. for 102.1 mhz; 3 kw; amt. 72
m. Address: Rt. 3 Box 4881, Lake Road 54-24, Osage
Beach, MO 65065. Principal is headed by Michael S.
Rice, Kenneth W. Kuenzie and Dennis ). Klautzer,
and is licensee of KBMX(FM) Eldon and KFXE(AM)
Camdenton, both Missouri. Rice has interest in Con-
tlemporary Media Inc. licensee of WBOW(AM)-
WZZQ(FM) Terre Haute, IN. Action April 17.

® Ellington, MO (BPH900706MJ)—Granted 2pp. of
Jack G. Humt for 103.9 mhz: 3 kw; ant. 100 m.
Address: 204 Washington, Doniph MO 63935.
Principal is licensee of KBMV-AM-FM Birch Tree and
KDFN(AM)-KOEA(FM) Doniphan, both Missouri,
and is permittee of new FM at Campbell, MO. James
M. Hunt, his son, is permittee of KXOZ(FM) Moun-
tain View, MO. Action April 15.

® Kingston, NY (BPED881005M1)—Granted app. of
Family Stations Inc. for 91.7 mhz; .335 kw H&V; ant,
82 m. Address: 3108 Fulton Ave., Sacramento, CA
95821, Principal is headed by Harold Camping, Scott
L. Smith and Richard Van Dyk, and is licensee of
KARR(AM) Kirkland, WA; KEBR(AM) Rocklin and
KFRN(AM) Long Beach, both California, KYFR
(AM), Shenandoah and KDFR(FM) Des Moines, both
lowa; WCTF(AM), Vemon, CT; WCUE(AM) Cuya-
hoga Falls, OH. Action April 18.

® Byng, OK (BPHBB0B10ML)—Granted app. of Cen-
tral Oklahoma Communications Co. for 100.1 mhz; 50
kw H&V; ant. 150 m. Address: 1806 Melody Lane,
Ada, OK 74820. Principal is headed by Rhonda L.
Ricord and Jackson S. Ott, and has no other broadcast
interests. Action April 22.

® Gleneden Beach, OR (BPHB90118MA)—Granted
app. of Stephanie Linn for 97.5 mhz; 8.4 kw; ant. 357
m. Address: 1830 Juntura Court, South Salem, OR
97302. Principal has no other broadcast interests. Ac-
tion April 18.

® St. Joseph, TN (BPH830706MD)—Granted app. of
Brenda Chandler for 101.5 mhz; 3 kw H&V; ant. 100
m. Address: P.O. Box |B7, St. Joseph, TN 38481,
Principal owns 50% OF WJOR(AM) St. Joseph, TN.
Action April 18.

FACILITIES CHANGES

Applications

FM’s

® Anchorage KPXR(FM) 102.1 mhz—April 11 appli-
cation for CP to change ERP: 24.54 kw H&V: ant.: -48

m.; change TL: 2800 E Dowling Rd.. Anchorage:
class: C3.

® Green Valley, AZ KQYT(FM) 92.1 mhz—April 16
application (BPH9104161E) for CP to change ERP: 50
kw H&V: change ant.: 150 m.; TL: |7 mi NE of Green
Valley, 1 174 mi W of S Houghton Rd.; class: C2 (per
docket #89-587).

8 Fowler, CA KEZL(FM) 96.7 mhz—April 9 applica-
tion for CP to change ERP: 22 kw H& V: change ANT:
from non-directional to ditectional and to change an-
tenna: 106 m.

® Johannesburg, CA KRAJFM) 103.9 mhz—April 9
application for CP to change ERP: 1.5 kw H&V: and
class: BI (per docket #88-601).

® Los Angeles KZLA(FM) 93.9 mhz—April 16 appli-
cation for CP to change ERP: 18.7 kw H&V; ant.: 956
m.; change TL: Mt. Wilson Ant Farm 25 km NE of
Los Angeles.

® Shafter, CA KKBB(FM) 97.7 mhz—April 9 appli-
cation for CP to change ERP: 6 kw H&V (per docket
#88-375).

® Defuniak Springs, FL. WQUH(FM) 103.1 mhz—
April 12 application for CP to change ERP: 50 kw
H&V; ant.: 146.9 m.; change TL: approximately 2 km
W of Community of Portland. FL, from intersection of
Woodland Dr. and FL Hwy. 20, north approximately
1.9 km on Woodlawn Dr., left on dirt road approxi-
mately .3 km site W Rd. approximately 120 m;
change class to 276C2 (per docket #89-322).

® Summeriand Key, FL WPIK(FM) 102.9 mhz—
April 8 application for mod. of CP (BPHB60703IMN)
to change channel from 273C2 to 275A (per docket
#89-615).

8 Athens, GA WALR(FM) 104.7 mhz—April 12 peti-
tion for reconsideration filed.

® Fort Valley, GA WKXK(FM) 97.9 mhz—April 16
application for CP to change ERP: 10.5 kw H&V
change to channel 250C3 (per docket #90-325).

® Lynnville, IL WEAKFM) 107.1 mhz—April 12 ap-
plication for mod. of license to increase ERP: 6 kw
H&V (pursuant to docket #88-375).
® Angola, IN WLKI(FM) 100.]1 mhz—April 16 appli-
cation for CP to change ERP: 4 kw H&V; change to
channel 262A (per docket #88-284).

® Topeka, KS KJTY(FM) 88.3 mhz—April 8 applica-
tion (BPED910408IG) for CP to change ERP: 100 kw
H&V.

® Allen, KY WMQZ(FM) 88.1 mhz—March 22 CP
forfeited and lled; call sign deleted

® Elizabethtown, KY WQXE(FM) 100, I mhz—April
15 application for CP to change ERP: 1.90 kw H&V!
amt.: 179 m. ; change to channel 253A (per docket
#88-31).

® Baldwyn, MS WESE(FM) 95.9 mhz—April 10 ap-
plication for mod. of license to change freq: 92.5 mhz
(pursuant to docket #90-492).

® Cape May, NJ WSIL-FM 102.3 mhz—April 12
application for CP to change antenna: 89 m.

® Depew, NY WBLK(FM) 93.7 mhz—April 11 appli-
cation for mod. of license (BLH860204IB as mod.) to
change antenna.

® Sweet Home, OR KSKD(FM) 107.1 mhz—Aprif 12
application for mod. of CP (BPH9003121C) 10 change
ERP: 8.26 kw H&V; change TL: Green Peter Min.,
15.4 km from Sweet Home, Linn County, OR on
bearing of NO52E degrees: class: C1 (per docket #90-
134),

® Socastee, SC (no call letters) 99.5 mhz—April 10
application for mod. of CP (BPH87123IND) to change
ERP: 6 kw H&V: change antenna: 86 m.; TL: 131
Ocala St.. Myrtle Beach, SC.

8 Orem, UT KMGR-FM 107.5 mhz—April 12 appli-
cation for CP 1o change to directional antenna.

® Roosevelt, UT KBWL(FM) 98.5 mhz—April 10
application for CP to change ERP: 3.19 kw H&V: ant.:
515 m. ; change TL: §6 km N310 degrees E of Vernal,
UT.

® Narrows, VA WNRV(FM) 101.3 mhz—April 10
application for mod. of CP (BPHB70515N! as moad.) to
change ERP: 5.7 kw H& Vi ant.: -123 m. ; TL: approx-
imately 1.9 mi E of Narrows on Rte. 100, Pearisburg,
VA,

® Ravenswood, WV WRZZ(FM) 102.3 mhz—April
12 application (BLH910412KD) for mod. of license to
increase ERP: 1.84 kw (pursuant to docket #88-375).

TV

® St, George, UT KUSG(TV) ch. 12—April 15 appli-
cation for mod. of CP (BPCT870812KG) to change
ERP: 9.8 kw (vis): ant.: 42 m: TL: webb Hill. approxi-
mately 4.5 km S of St. George. UT: antenna: Dielectric
THP-C1-4-1(DA): 37 03 49N 113 34 20W.

Actions
AM’s
® East Prairie, MO KYMO(AM) 1080 khz—April 19

application (BP910215AH) granted for CP to correct
coordinates 36 47 49N 89 21 19W.

8 Reno, NV KQLO(AM) 920 khz—April 16 applica-
tion {BP900627AH) granted for CP to change TL: 8.8
km E of Central Reno at 90 degrees (T), Reno, NV and
make changes in antepna System 39 30 35N 119 42
59w.

FM’s

® Florence, AL WXFL(FM) 96.1 mhz—April 16 ap-
plication (BMPH9011211C) granted for mod. of CP
(BPHB870327KH) to change ERP: 2.45 kw H&V: ant.:
158 m.; TL: 4 mi S of Tuscumbia. AL. on Milk
Springs Rd.

® Roanoke, AL WELR-FM 95.3 mhz—April 22 ap-
plication (BPH901114IB) granted for CP to change
ERP: 9 kw H&V: change ant.: 166 m H&B: TL: 1.1
km SW of Stroud. AL: change channel from class 272
CA to 272C3 {per docket #89-442).

8 Julian, CA KBNN{(FM) 100.] mhz—April 19 appli-
cation (BMPH9101241A) granted for mod. of CP
(BPHBS50710MC) to change ERP: .048 kw H&V: ant.:
677 m.: TL; 23690 Volcan Rd.. Julian, CA 3309 33N
116 36 53W.

® San Rafael, CA KTID-FM 100.9 mhz—April 16
application (BPH900726IC) granted for CP 1o change
ERP: .480 kw H&V: change ant.: 243.2 m.: TL: C &
C site, San Pedro Mountain, 2.62 km E of Marin Civic
Center.

® Agana, GU KZGZ(FM) 97.5 mhz—April 17 appli-
cation (BPH9005301B} granted for CP to change ERP:
40.2 kw H&V: ant.: 164 m.

® Murphysboro, IL WTAO-FM 104.9 mhz—April
12 application (BPH9103131) granted for CP to
change freq: 105.1 mhz: change ERP: 25 kw H&V:
ant.: 100 m.; TL: Rte. 5, Fiddler's Ridge Rd., Mur-
physboro, IL: change to class B1 (per docket #89-
526).

® Sullivan, IL WSAK(FM) 106.3 mhz—Aptil 10 ap-
plication (BPH9003201B) granted for CP to change
ERP: 9.5 kw H&V: change ant.: 161 m.

® Hartford City, IN WWWO(FM) 93.5 mhz—April
22 application (BPH9008231B) granted for CP to
change ERP: 3.04 kw H&V.

® Monlicello, IN WMRS(FM) 107.7 mhz—April 16
application (BMLH900503KF) granted for mod. of
license to increase ERP: 4.415 kw H&V (pursuant to
docket #88-375).

® Clay Center, KS KCLY(FM) 100.9 mhz—900611
application (BMLH900611KH) granted for mod. of
license (BLH7621) to increase ERP: 6 kw H&V (pur-
suant to docket #88-375).

® Alten, KY WMQZ(FM) 88.1 mhz—March 22 CP
forfeited & cancelled; call sign deleted.

® Salyersville, KY WRLV-FM 97.3 mhz—April 15
application (BPH9104031C) granted for CP 10 make
changes: reconstruction of facilities, ant.: 103 m.

® Bethesda, MD WMMIJ(FM) 102.3 mhz—April 12

application (BPH9008241A) granted for CP to change
ERP: 2.9 kw H& V.
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® Novi, MI WOVI(FM) 89.5 mhz—April |1 applica-
tion (BPED900221MB) granted for CP 1o change ERP:
I kw H&V; change class: A.

8 Duluth, MN KDNW(FM) 90.5 mhz—April 12 ap-
plication (BMPED8911131A) granted for mod. of CP
(BPED380308IA) to change ERP: 1.29 kw H&V: am.:
245 m. : class: C3.

8 Lexington, MS WAGR(FM) 102.5 mhz—April 12
application (BPH9012141)) granted for CP to change
ERP: 12.5 kw H&V: change ant.: 140 m.: and to
change class: C3.

8 Ava, MO KKOZ-FM 105.9 mhz—April 11 applica-
tion (BLH900518KI) granted for mod. of license to
increase ERP: 4 kw H&YV {pursuant to docket #88-
375).

® Jefferson City, MO KTXY(FM) 106.9 mhz—April
13 application (BMPH900727IC) granted for mod. of
CP (BPH870220IC as mod.) 10 change antenna sup-
porting-structure height.

8 Lebanon, MO KLWT-FM 92.1 mhz—April 22 ap-
plication (BPH9001221G) granted for CP to change
ERP: 50 kw H&V: change ant.: 117 m. : freq: 107.9
mhz. and to change class: C2 (per docker #86-273).

® Las Vegas KRBO(FM) 105.1 mhz—April 12 appii-
cation (BMPH901214IF) granted for mod. of CP
(BPHB60519ML) to change TL: approximately 4.5 km
WNW of intersection of SR 157 and US Hwy. 95. Las
Vegas Township.

® Patchogue, NY WALK-FM 97.5 mhz—April 22
application (BPH9101291B) granted for CP to change
ERP: 39 kw H&V; change ant.: 169 m. : TL: W End
Tower Hill Ave.. Farmingville Community. Brookha-
ven Town. NY. make changes in DA,

® Ravena, NY WRAV(FM) 94.5 mhz—April 9 appli-
cation (BMPH891201IC) gramed for mod. of CP
(BPHB70813MB) to change ERP: 1.79 kw H&V; ant.;
185 m. ; TL; 42 31 16N 73 55 39W. 10.4 km NW of
Ravena. NY. Amended: (3191 to change ERP: 3 kw;
ant.: 100 m: TL: 10 3.62 km WSW of Mallory's
Corners. 42 33 23N 73 52 05w,

® Schoharie, NY WMYY(FM) 97.3 mhz—March 11
application (BMPH900807IC) granted for mod. of CP
(BPHB80106MG as mod.) 1o change ERP: 306 hw
H&V.

8 Beaverton, OR KKCW(FM) 103.3 mhz—April 17
application (BPH901220IC) granted for CP to correct
antenna coordinates.

® Qakridge, OR KSDC(FM) 92.1 mhz—April 22 ap-
plication (BPH900417[A) granted for mod. of CP
(BPHB60612MA as mod.) to change ERP; 3.1 kw H;
ant.: =249 m. H.

® Middietown, PA WMSS(FM) 91.1 mhz—April 8
application (BPEDS890110I8) granted for CP 1o change
ERP: 1.35 kw H&V: change ant.: -21 m.

® Columbia, SC WAAS(FM) 93.5 mhz—April 8 ap-
plication (BPH890209IC) granted for CP 10 change
ant.: 135 m.: change TL: 1201 Main St.. Columbia.
SC.

8 Columbia, SC WAAS(FM) 93.5 mhz—April 8 in-
formal objection is hereby dismissed.

® Gatlinburg, TN WDLY(FM) 105.5 mhz—April 12
application (BPH91031(1B) granted for CP to change
ERP: .654 kw H&YV. change ant.: 294 m.

8 Loudon, TN WIDG(FM) 105.3 mhz—April 12 ap-
plication (BMPH9012141A) granted for mod. of CP
(BPH880527MK as mod.) to change ERP: 6 kw H&V.

® Oliver Springs, TN WXVO(FM) 98.7 mhz—April
22 application (BMPH9008301B) granted for mod. of
CP (BPHB?70105MC) to make changes in antenna sup-
porting structure height.

® Arlington, TX KHYI{FM) 94.9 mhz—April 17 ap-
plication (BMPH910205IB) granted for mod. of CP
{BPHY0080!IA as mod.) 1o change ant.: 460 m. ; TL:
1455 W Beliline Rd., Cedar Hill. TX.

® Kilgore, TX KTPB(FM) 88.7 mhz—April 17 appli-
cation (BMPED910408IA) granted for mod. of CP
(BPED890109MA) 1o make changes in antenna sup-
porting-structure height.

8 Marshall, TX KMHT(FM) 1450 khz—April 18 ap-
plication (BP910205AE) granied for CP to mukc
changes in antenna system.

® Danville, VT WSHX(FM) 95.7 mhz—March |5 CP
is hereby forfeited and call sign deleted.

® Louisa, VA WLSA(FM} 105.5 mhz—April 16 ap-
plication for mod. of license to increase ERP: 3.3 kw
H&V (per docket #88-375).

8 Orange, VA WIMA-FM 96.7 mhz—April 3 appli-
cation (BMLH891213KE) granted for mod. of license
(BLHBBOS09KA) to increase ERP: 3.1 kw H& V (pur-
suant lo docketr #88-375).

8 Goldendale, WA (no call letters) 102.3 mhz— April
10 application (BMPH901214IC) granted for mod. of
CP (BPH890713MQG) to change ERP: 1.8 kw H&V:
ant.: 175 m.: TL: 3 km S E of Goldendale. WA on
Lorena Butie.

8 Walla Walla, WA KHSS(FM) 100.9 mhz—April 16
application (BPH880726MN) granted for CP 10 change
freq: 100.7 mhz change ERP: 22.5 kw H&V: ant.; 220
m. TL: 2.7 km N of Waterman. OR change 10 class C2
(per docket #87-1450).

—

® Elkins, WY WELK(FM) 95.3 mhz—April 18 appli-
cation (BPH9007261B) granted for CP to change freq:
94.7 mhz: change ERP: 5 kw H&V: ant.: 222 m.: TL:
on Kelly Mtn.. 0.5 km S of U.S. Rte. 33, 4 km ESE of
Elkins. Randolph Co.. WV: class: Bl (per docket #89-
283

® Fairmont, WV WRLF(FM) 94.3 mhz—April 22
application (BPH9005101A) granted for CP 10 change
ERP: 3.63 kw H&V; change ant.: 75.5 m. : TL: 450
Leonard Ave.. Fairmont. WV,

® Black River Falls, WI WWIS-FM 99.7 mhz—April
15 application (BMPH90[2281D) granted for mod. of
CP (BPH880216MN as mod.) to change ERP: 25 kw
H&V: change 10 class C3 (per docket #89-218).

® Kewaunee, WI WAUN(FM) 92.7 mhz—April 12
application | BPH9012061B) granted for CP to change
ERP: 6 kw H&V; change ant.: 89.3 m.: other: change
to DA,

® Richland Center, WI WRCO-FM 100.9 mhz—
April 16 application (BMLHB891218KF) granted for
mod. of license 10 increase ERP: 6000 kw H&V (pur-
suant to docket #88-375).

BROADCASTING & CABLE

BROADCASTING
SERVICE ON AIR CP's! TOTAL *
Commercial AM 4.986 246 523
Commercial FM +.402 94 5.346
Educational FM 1.442 05 1,747
Tota) Radio 10,830 1.495 12,325
Commercial YHF TV 553 18 571
Commercial UHF TV 564 178 742
Educational VHF TV 124 3 127
Educational UHF TV 219 16 245
® Total TV 1,470 218 1.685
VHF LPTV 192 173 365
UHF LPTV 629 1,018 1.645
8 Total LPTV 821 1,188 2.009
FM translators 1.874 337 2.211
VHF translators 2.709 94 2,803
UHF translators 2,256 m 2,627

CABLE
Total subscribers £3.900.000
Homes passed 71,300,000
Total systems 10.823
Household penetration® 58.6%
Pay cable penetration 29.2%

" Includes oﬁ air licenses. 1 Penetration percentages are ol TV househotd universe of
92.1 miltion. ' Construclion permit. 2 Instructional TV fixed service. ? Studio-transmit-
ter tink Source’ Nielsen and Broadcasting’s own research.
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ACTIONS

ACTIONS

® Suspended until June 1, effective date of amend-
ments to FM Translator Station rules and date for
lifting FM translator application freeze; and ordered
that applications deferred pending outcome of this pro-
ceeding must be amended to conform to new rules by
August 1. {MM docket 88-140 by Order [DA 91-455]
adopted April 8 by Chief, Mass Media Bureau.)

® [pitiated inquiry into possible relaxation of spousal
attribution provisions of broadcast ownership rules, by
which media interests of one spouse are presumptively
attributed to other spouse in applying multiple owner-
ship and cross-ownership rules for mass media ser-
vices. (MM docket 91-122, Report DC-1851, by Com-
mission April 12 by NOI, FCC 91-126.)

® Granted requests of direct broadeast satellite (DBS)
permittees  Advanced Communications Corporation
and Hughes Communications Galaxy. Inc. for specific
orbital positions and channel assignments and has
granted them extensions of six-year period to begin
operations of DBS systems. (MM-535, by Commission
April 18 by MO&O [FCC 91-133])

® Authorized World Communications Inc. to acquire
capacity in TCS-1 cable for service to Dominican Re-
public. (By O&A [DA 91-516] adopted April 17 by
Chief, International Facilities Division.)

® Mableton, GA Dismissed redirected petition for de-
claratory ruling filed by Mableton Broadcasting in pro-
ceeding involving nine mutually exclusive applications
for new FM station on channel 273A (102.5) at Mable-
ton. (MM docket 88-400, by Order [FCC 91-106]
adopted April 3 by Commission.)

® Weiser, ID Dismissed petition by Treasure Valley
Broadcasting to substitute channel 33002 for channel
257A; and terminated proceeding. (MM docket 90-648
by R&O [DA 91-488] adopted April 11 by Chief,
Allocations Branch.)

® Galesburg, IL Notified Galesburg Broadcasting
Co., licensee of WGIL(AM)-WAAG(FM) and
KMCD(AM)-KIIK-FM Fairfield, 1A, that it has in-
curred apparent liability for forfeiture of $25,000 for
unauthorized transfer of coatrol. (Repot MM-534,
Mass Media Action) April 16 by Letter [FCC 91-131].)

® Gilman, IL Dismissed petition by Jerry Rosalius to
allot channel 277A to Gilman as its first FM service;
and terminated proceeding. (MM docket 90-628 by
R&O [DA 91-491) adopted April 11 by Chief, Alloca-
tions Branch.)

® Brownsburg, IN Denied, to an extent, appeal by
Radio Associates, Inc., from ALJ ruling denying its
financial amendment; remanded matter to ALJ for fur-
ther action in proceeding involving six mutually exclu-
sive applications for new FM educational station on
channel 270A (101.9). (MM docket 90-515. by
MO&OQ (FCC 91R-34] adopted April 8 by Review
Boand.}

® Glasgow, KY Dismissed petition by W and B
Broadcasting, Inc., for reconsideration of order which
returned its petition for rulemaking to substitute chan-
nel 287A for channel 288A, and modify license of
WOVO(FM) accordingly; and terminated proceeding.
(By MAO [DA 91-510} adopted April 12 by Chief,
Policy and Rules Division, Mass Media Bureau.)

® Midway, KY Dismissed as moot motion by Midway
Communications, Lid. to accept oppositions to petition
for reconsideration in proceeding involving four appli-
cations for new FM stations. (MM docket 89-544, by
Order |FCC 91R-33] adopted April 8 by Review
Board.)

® Fast Lansing, MI Notified Goodrich Broadcasting
Inc., licensee of WVIC-FM of an apparent liability for
forfeiure in amount of $2,000 for violations of Com-
mission’s rules by allegedly broadcasting indecent ma-
terial. (By Letter [DA 91-513) adopted April 17 by
Chief, Mass Media Bureau.)

SERVICES

BROADCAST DATABASE

CoverageTerrain Shadowing
Aliocation Studies « Directories
P.O. Box 30730 301.652-8822

Data Base-Allocation Studies
Terrain Profiles
A Div, of Moffes_ Larion & Johmon. Inc.

703 824-5666

BROADCAST DATA SERVICES @m
d a ‘ aﬁﬁ 0 'JI d Compuienzslegc?urg:gcast Service BrOADCAST CONSULTANTS AN ENGINEERS

*FCC Apphcatons analci Fraig Eng
Searches

u! enmcu
o Faciily Desgn ana Canstruction

»
dataworld
LPTV/TV Translator
Detailed Interference Studies
Regional Directories
Maps — Terrain — Popcount

FCC gatapases tor MS-DOS
Broadcast Technical Consulting

Pucturasque Dove
Codat Falls, laws 50813
266-8402

319

* Radio snd Television System Design
» Transmitter snd Studio Insiallation
* Microwave and Satellite
Engineering and Installation
627 Boulevard

201-245-4833  Kenilworth, NJ 07033

New Towers, Ag}enn; o’s‘;lr'tlnctu_ru
Inspections, Erection, aisals
p‘ﬁonn Wales, PA 1‘&’5’4
215 699-4871 FAX 699-9597

act
Bethesca. MD 20814 800-368-5754 FAX:703 8265672 Bl roon  pIRUM, 301-652-8822 800-368-5754
SOFTWARE e Showlbred Egngm;:;:mg Ine,
| FM & TV CHANNEL SEARCH| e s'l'afn|¢56, Bt Sorect:af CEnashund

Towers and Antenna Structures
Robert A. Shoolbred, PE.

104 Morrison Drive
Charleson, S.C. 20403 # (3031 5774681

wem SG Communications

TV/FM RF Systems Specialists
RF System Measurements
Tower Erecron & Mantenance
800-824-7865 Tucson, AZ
800-874-5449 Tampa, FL
215-699-6284 N, Wales, PA

KLINE TOWERS
Towers, Antenna Structures
Englneefing & Installation

ox 1013
Columbia, $.C. 29202
Tel: 803 251-8000 - FAX 251-8080

RF [4505H & INSTALLATION SPECIALISTS
LARCAN SOLID STATE TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEBLANC & ROYLE TOWER SYSTEMS
14440 CHERAY LANE CT. LAUREL MD 20707
TEL: 201-498-2200

FAX: Mi-CD-TSSZ'

A rinop me.

ENGINEERS B MANUSAC TURERS OF
SOLID STEEL TOWER STRUCTURES
PHONE 2)9-938-4221

FAX 219-936-6796
PO Box 128. 1200 N. Oak Rd
Ptymouth. IN 46563

New towsrs, trénsmitiesr bulidings, serth
mmmm—m

| Tower Structures, Inc.

STARLINER* x ¥

MosiLE ViDeo PRODUCTION Uun
MuLT) Camera CarasiLity
32 AUDIO INPUTS-STEREO SOUND

Broadcast Video 'rape
Great Service « Excelient Prices

P

Fafal
i T H% %

* 10 years expérience

10525 WEST WASHINGTON BWVD.

for availabilities

| . N SERVING BROADCASTERS
S/ smman, Pt EoNrinbs MRty POROVERFORTY YEARS | | M pEATAM ~ ARG VFS
¥ g ssarns CONTACT: ERIC ADDRESS
e (215) 626-6500 {405) 946-5551 1-800-888-4451
[ -
sy FOR WORLDWIDE

S& M Assocmtes’ Inc. SATELLITE TRANSMISSION o PROFESSIONAL/SERVICE
* Transmitter installations & BROADCASTING MAGAZINE DIRECTORY RATES

supervision SERVICES CONTACT: 1705 DeSales St.. N.W. 52 T et
* |nstallations of any manufacturer 1IDB COMMUNICATIONS GROUP Washington, D.C. 20036 26 woeks . 350 m Insartion

There is a ZMHQ charge

205-849-7873 CULVER CITY. CA 90232-1922 Phone: (202) 659-2340 of 320, Call (2 (2oz) 65
FAX 205-841-0069 213-870-9000 FAX: 2138386374
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PROFESSIONAL CARDS

—

du Treil, Lundin & Rackley, Inc.

A Subsidary of A.D. Ring. PC.

1019 1%h Sircer. N.W.. Suite 300
Washingion, D.C. 20036
Telephone: 202.223.6700

Member AFCCE

==CARLT.JONES=
==———"CORPORATION =—

CONSULTING ENGINEERS

7901 YARNWOOD COURT
SPRINGFIELD, VIRGINIA 22153
(703 ) 569-7704

MEMBER AFCCE

LOHNES & CULVER
Consulting Radio~TV Engineers
1158 15th. St. . N.W. , Svite 608

washington , D.C. 20005
(202) 296-2722

Membea AFCCE

Since 1844

COHEN, DIPPELL AND
EVERIST, P.C.

CONSULTING ENGINEERS

1300 “L* STREET. N.W. SUITE 1100
WASHINGTON. D.C. 20005

1202 898-0111
Member AFCCE

SILLIMAN AND SILLIMAN
8121 Georgia Ave. #700
Silver Spring. MD 20910

ROBERT M. SILLIMAN, P.E.

(301) 569.8288
THOMAS B. SILLIMAN. P.E.
(812) 853.9754
Member AFCCR

Moffet, Larson & Johnson, Inc.
Consulting Telecommunications Engineers
Two Skyline Place, Suite 800
5203 Leesburg Pike
Falls Church, VA 22041
703 824-5660.
FAX:703—824-5672
Member AFCCE

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS
Box 280068
San Francisco, California 94128

{415} 342-5200

HE (202) 396-5200

Member AFCCE

Jules Cohen & Associates, P.C.
Consulting Electronics Engineers
Suite 600
1725 DeSales, N.W.
Washington, D.C. 26036
Telephone: (202) 659-3707
Telecopy: (202) 659-0360

Member AFCCE

CARL E. SMITH
CONSULTING ENGINEERS

AM-FM-TV Engineenng Consultanis
Comprete Tower and Rigging Services

“Serving the Broadeasi Industry
Sor over 30 Years”

Box 807 Bath. Ohio 44210
{216) 659-4440

E. Harold Munn, Jr.,
& Associates, Inc.
Broadcast Engineering Consultants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

Mullaney Engineering, Inc.

9049 Shady Grove Court

[ Gaithersburg, MD 20877

301-921-0115
Membes AFCCE

HATFIELD & DAWSON

CONSULTING ENGINEERS
4226 SIXTH AVE. NW.
SEATTLE, WASHINGTON 98117
(206} 783-9151: Facsimile: (206) 789-9834
MEMBER AFCCE

F.W. HANNEL & ASSOCIATES
Registered Professional Engineers
911 Edward Street

STRUCTURAL SYSTEMS
TECHNOLOGY. INC.
J. Cabun Goudy. PE
PRESIDENT
TOWERS. ANTENNAS. STRUCTURES

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS

P.Q. BOX 180312
DALLAS, TEXAS 75218

JOHN F.X. BROWNE
& ASSOCIATES, PC.

525 Woodward Ave,
Bloomfield Hills, MI 48013

- ~Eanting T

Henry. Winois 61537 Studier, At Beopn Modifears TELECOMMUNICATIONS (FCC, FAA) “g’s’rﬁ) G:Oiﬁgﬁge
{309) 364-3903 Inspeciions. Em":’"- Ew ~ CHARLES PAUL CROSSNO, PE. (202) 293-2020

Fax (309) 364-3775 BSHEISIEIMCLan B2 HOIIEEULE Sies (214) 3216140 MEMBER AFCCE Member AFCCE

D.C. WILLIAMS, P.E.

Consulting Radio Engineer
Member AFCCE

LAWRENCE L. MORTON
ASSOCIATES

1231 MESA OAKS LANE
MESA QAKS CALIFORNIA 93436

TRLHCOMpion A1 e binonff RS

DMMUNICATIONS TECHNOLOGIES INC.
TANTS

SELLMEYER ENGINEERING

Consutting Engineers

Post Office Box 1888 l.AWFlENCE”I .Lé“M_QVRTON, P.E. Mcl(lno. B%x 35675“9
Carson Clty. Nevada 89702 APPLICATIO:S‘ FIELD ENGINEERING (nmn:)y.s‘zx.u
(702) 885-2400 CLARENCE M. BEVERAGE 0, BOX #1139 MEMBER AFCCE 2056
on sty wurosximes || 305) 733-4275 / FAX (805) 733-4793 Member AFCCE
o FCC Data Bases ]
PAUL DEAN FORD. PE. «FOC Al s e xrsg Wé Lee Slmms & AsToc.. Inc
BROADCAST ENGINEERING CONSULTANT IM-FM-GAI'V-F M"*"““M“MW’“ BROADCAST CONSULT, roodcost I:::r“lm cations
3775 West Dugger Ave., N OWL ENGINEERING, INC. Applications e Inspections Suite 200F
West Terre Haute, Indiana 47885 . o 1036 Wilkiom Hilton Plowy., Suite
- -3831 Consuting Engeers Cali Toll-Free Hilton Heod is., 5.C 29928
812-535 1306 W. County Road F, St. Paul, MN 55112 (800) 969-3900 800-277-3417 803-785-4845
Member AFCCE (612) 6311338 “Membww AFCCE* 1515 N Court House R4, Arlington, VA 22201 FAX 803-842-3371
AFCCE

RADIO ENGINEERING CO,

DON'T BE A STRANGER

PG BOK 3437 SANTA MAMA, CA 91438
CONBLATANTS

ALLOCATIONS, INSTALLATIONS. FELD
ANTENNMA & TYPE ACCEPTANCE MEASUREMENTS

Serving Broedcmiers Over 35 Tew's
NOAWOOD J FATTERSON 180319345741

117.323 FReacers. Display
wmomsmﬂovsamca Card here || will be
seen by stabon and cable TV syslem owners
and oecision makers

vmaeadershpwveymngﬂrewers
per ©

coniect
BROADCASTING MAGAZINE
1705 DeSales St N.W.
Washington, D.C. 20036
for availabilities
Phone: (202) 659-2340
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Now there are two ways
you can plant a tree. You can
dig in and do it yourself. Or,
dial 1-900-420-4545,

You see, when you call
our special Action Line, the
$5.00 charge actually pays for
planting a tree and we’ll also
send you detailed information
on Global ReLeaf. So call now.
Earth needs all the trees you
can plant. And that’s why we
need you.

1900 420-4545

i

A program of The American Forestry Association
Citizens caring for trees & foresis since 1875
P.0. Box 2000, Washington, DC 20013
60 For The Rocord

® Crestwood, MO Noiified Emmis Broadcasting
Corp. of St. Louis. licensee of KSHE(FM) Crestwood,
MO, that it is apparently liable for forfeiture of
$25,000 incurred as result of its broadcasting false
cmergency alen that United States was under nuclear
attack. (MM-531, Aprit 5 by Letter [FCC 91-109].)

® Reno, NV Granted Sarkes Tarzian Inc., licensee of
CBS affiliate KTVN(TV) ch. 2 waiver of its shon-
spacing rules, subject to conditions. Grant was made
over objections of KTVU, Inc.. licensce of indepen-
dent KTVU(TV) ch. 2 Oakland, CA, and Association
of Maximum Service Telecasters Inc. (MM-537, by
Commission April 23 by MO&O [FCC91-137]).

8 Bedford, NH Upheld Review Board's grant of appli-
cation of Donna MacNeil for new FM on channel 243A
(96.5), and denial of competing applications of Colo-
nial Communications, Inc., Bedford Concepts and Ap-
pledore Communications, Inc. (MM docket 88-3, Re-
pont DC-1847, April |5 by MO&O [FCC 91-127).)

® Fajr Bluff, NC Resolved air hazard issuc and condi-
tionally granted application of Great American Media.
Limited | for new FM on channel 287A. (MM docket
90-383 by Summary Decision [FCC 91D-19] issued
April 10 by ALJ Edward Luton.)

® Raleigh, NC Affirmed grant of application of Pee-
bles Broadcasting Co. for new FM on channel 275A.
(MM docket 88-306, by Supplemental LD [FCC 91D-
17] issued March 29 by ALJ Joseph Chachkin.)

® Raleigh and Buies Creek, NC Authorized Educa-
tional Information Corp. to modify facilities of
WCPE(FM), Raleigh: authorized Campbell University
to upgrade facilities of WCCE(FM), Buies Creek. (By
MO&O [FCC 91-104] adopted April 3 by Commis-
sion.)

® Yadkinville and Greensboro, both North Carolina
Granted motion of Triad Network. Inc., and reopened
record and remanded to ALJ proceeding involving mu-
tually exclusive applications of Palmetto Communica-
tions Co., to modify facilities of its WDIX(AM) Yad-
kinville, and Triad for new AM at Greensboro. (MM
docket 89-357. by MO&O [FCC 91R-35] adopted
April 15 by Review Board.)

® Hannibal, OH Denied petition to amend FM Table.
(MM docket 90-285, by?R&0 [DA 91-469] adopted
April 8 by Chief, Allocations Branch.)

® Cave Junction, OR Notified Second Broadcasting
Corporation, licensee of KCNA(FM) of apparent liabil-
ity of forfeiture in amount of $4,000 for violation of
Commission’s rules by allegedly broadcasting indecent
material. (By Leuer [DA 91-512] adopted April 17 by
Chief, Mass Media Bureau.)

® Ingram, TX Dismissed petition 1o allot channel
296A (101.7) to Ingram; and terminated proceeding.
(MM docket 90-597 by R&O [DA 91-457] adopted
April 2 by Chief, Allocations Branch.)

® Levelland, TX Dismissed petition to allot channel
253A 1o Levelland: and terminated proceeding. (MM
docket 89-520 by R&O [DA 91-458] adopted April 2
by Chief, Allocations Branch.)

® Springtown, TX Notified Springtown Educational
Broadcasting Foundation, licensee of KYQX(FM) of
apparent liability for forfeiture of $5,000 for repeated
violations of Communications Act by underwriting an-
nouncements which promoted sale of goods and ser-
vices of for-profit entities and allegedly airing May 10
and October 12, 1990. (By Letter [DA 91-441] adopted
April 5 by Chief. Mass Media Bureau.)

ALLOCATIONS

® Cottonwood, AZ Effective June 7, substituted chan-
nel 240C| for channel 240A, and conditionally modi-
fied the license of KSMK-FM accordingly. (MM
Docket 87-431 by Second R&O [DA 91-489] adopted
April 11 by the Chief, Allocations Branch, Mass Me-
dia Bureau.)

® Jesup and Midway, GA Effective June 7. reallotted
channel 252C\ from Jesup to Midway, and condition-
ally modified construction permit of WGCG(FM) ac-
cordingly. (MM Docket 90-645 by R&O [DA 91-490]
adopted April 11 by the Chief, Allocations Branch.)

® Arkansas City and Winfield, both Kansas Effec-
tive June 6, substituted channel 300C2 for channel
232A at Winfield, and conditionally modified the li-
cense of KWKS(FM) accordingly; allotied channel
240C2 to Winfield as its second FM: and allotted
channel 273A to Arkansas City in lieu of channel
300A. filing window for channel 273A at Arkansas
City, and channel 240C2 at Winficld: June 7-July 8.
(MM docket 89-477 by R&O [DA 91-481] adopted
April 10 by Chief. Allocations Branch. Mass Media
Bureau.)

® Buffalo and Vine Grove, KY Effective June 6.
reallotted channel 268A from Buffalo to Vine Grove.
and conditionally modified construction permit of
WRZI(FM) accordingly. (MM docket 89-534 by R&O
[DA 91-480] adopted April 10 by Chief, Allocations
Branch.)

® Erath, LA Effective June 10 Substituted channel
299C3 for channel 299A and modified authorization of
KXKW(FM) accordingly. (MM Docket 90-127 by
R&O [DA 91-496] April 15, by Chief, Allocations
Branch.)

8 Bayne City, MI Effective May 30, substituted chan-
nel 228C2 (93.5) for channel 228A, and conditionally
modified license of WCLX(FM) accordingly. (MM
docket 90-593 by R&O [DA 91-445] adopted April |
by Chief, Allocations Branch.)

® Marlette, M1 Effective May 30, allotted channel
223A (92.5) as first FM service. Filing window: May
31-July 1. (MM docket 87-470 by R&O [DA 91-451)
adopted April | by Assistant Chief, Policy and Rules
Division, Mass Media Bureau.)

8 Stephenson, M1 Effective June 3 substituted channel
292C2 (106.3) for channel 272A (102.3). (MM docket
89-500, April 8, DA 91-468).

® Los Lunas, NH Effective June 6, substituted chan-
nel 292C1 for channel 292A and conditionally modi-
fied construction permit of KZPY accordingly. (MM
docket 90-574 by R&O (DA 91-49] adopted April 10
by Chief, Allocations Branch.)

® Taos, NM Effective May 31, substituted channel
260C (99.9) for channel 260C2 at Taos, and condition-
ally modified construction permit of KRBJ according-
ly. (MM docket 90-458 by R&O [DA 91-448] adopted
April | by Chief, Allocations Branch.)

® Rocky Mount, NC Effective June 6, substituted
channel 253C3 for channel 253A and conditicnally
modified license of WSAY(FM) accordingly. (MM
docket 90-316 by R&O [DA 91-476] adopted April 9
by Chief, Allocations Branch.)

® Bismarck, ND Effective June 3 allotied channel
268C (101.5). (MM docket 90-231, April 3, DA 91-
459).

8 Geneva, OH Effective June 10 Substituted channel
284A for channel 285A and modified license of
WDON(FM) accordingly. (MM Docket 90-474 by
R&O [DA 91-520) April 17, by Chief, Allocations
Branch.)

® Ripley, OH Effective June 3 substituted channel
258C3 (99.5) for channel 258A; modified license of
WXKD(FM) accordingly. (MM docket 90-543, March
29, DA 91-428).

® Altus, OR Effective June 6, substituted channel
300C2 for channel 300A and conditionally modified
construction permit of KEYB accordingly. (MM dock-
ct 90-489 by R&O [DA 91-478] adopted April 10 by
Chief, Allocations Branch.)

8 Creswell, OR Effective May 31, substituted channel
237C3 (95.3) for channel 237A, and conditionally
modified license of KAVE accordingly. (MM docket
90-525 by R&0O [DA 91-450] adopted April | by
Chief. Allocations Branch.)

® South Waverly, PA Effective June 3 allowed chan-
nel 241A. (MM docket 90-307, April 3, DA 91-461).

® Pamplico, SC Effective June 6, substituted channel
271C2 for channel 271A and conditionally medified
construction permit of WMXT accordingly. (MM
Docket 90-586 by R&O [DA 91-477( adopted April 10
by the Chief, Allocations Branch.)

® Volga, SD Effective Junc 3 substituted channel
272C3 (102.3) for channel 272A; modified license of
KKQQ-FM accordingly. (MM docket 90-581, March
29, DA 91-427).
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CLASNIFTED

information.

ATTENTION: MAY/JUNE GRADUATES

Looking for a media or teaching position? Beginning May 6, and for a limited time, BROADCASTING will offer recent college
graduates a 25% discount on our Situations Wanted rate, with a reduced $9.00 weekly minimum. Ads are payable in
advance by check, money order or credit card (Visa or Mastercard). Fax to 202-293-3278 or call 202-659-2340 for

Group broadcaster is seeking general sales
manager for successful Southwest Coastal opera-
tion. Excellent opportunity for a broadcast profes-
sional with a traCk record of achievement desiring
a career change with a growing company. Above
average compensation package plus desirable
life-style market. Send resume including compen-
sation history, references and billing track record
to Box L-39. EOE.

GSM: List, train, and direct sales team to Success.
Outstanding opportunity. Hudson Valley, NY Oid-
ies station. Aggressive performer needed. No BS.
Call me today 914-454-7400. EOE M/F. Ask for
owner.

Expanding SE group, top 60 markets seeks ex-
perienced Urban/Churban GM's and GSM's. Win-
ners only, send resume and history in confidence.
EEO. Reply Box L-57.

General saies manager wanted for Forida medi-
um market. Beautiful City. Excellent market. Apply
now for June or July start. EOE. Box C-8.

General manager, Northeast: Exceptional op-
portunity for an experienced general manager
seeking a financially solid employer. a great mar-
ket and an established radio station. Stand-alone
Class C FM in-format and profitable. Over-per-
forming in ratings. under-performing in sales. Seri-
ous money and benefits for the right person,
Strictest confidence. Recognized and respected
group. EQE. Reply to Box L-47.

Local saies manager wanted immediately be
Jammin' 92 FM Cleveland, Ohio. Applicant must
have successful experience working with vendor
and co-op plans. We're looking for a person with
good motivalional, training and developmental
business skills. CRMC a plus. Send résume and
samples of successful retail presentations to: Carl
Kitts, CRMC, General Sales Manager, Jammin' 92
FM, 2156 Lee Road, Cleveland Hts, OH 44118.
EOE, M.

Highly quaiified CFO needed to complete man-
agement team of newly forming radio group with
aggressive growth plans. Must have successful
group experience that has inCluded station acqui-
sition evaluation and negotiation, debt sourCing,
negotiation, struCturing and placement, and ad-
ministration of corporate and station tracking sys-
tems. Top salary and equity position. EOE Re-
spond to Box C-9.

General manager needed for WTAQ (FM). Up-
grading to 25 kw in the Carbondale, Illinois mar-
ket. GSMs with a solid background and proven
sales history welcomed. Materials submitted
should convince us of your ability to create and
operate a truly outstanding station. Group owner.
Send resume, references and salary history to
Deane Johnson, Suite #500, 381 Mansfield Ave.,
Pittsburgh, PA 15220. EQE.

GM to replace me at big signal FM in Lincoln, NE.
I'm moving up in the company, If you can be a
marketing motivator and leader of an exceptional
staff. send resume/career objectives/salary histo-
ry to Box C-10. EOE.

Radio sales promotion company seeks highly
motivated, strong closers to call on radio station
general managers. Must have proven track record
as radio station manager or national radio sales
rep. plus desire for excelient income and willing-
ness 1o travel 10 1 or 2 state areas. Send or fax
resume 10: International Broadcast Services, Inc..
167-B Belle Forest Circle. Nashville, TN 37221.
615-646-3628 (fax). EOE. '

WELP WANTED SALES

Advertising saiesperson for syndicated radio
talk show, excellent commission structure. Call
702-798-1798 or write Chancellor Broadcasting.
2550 Chandier #50, Las Vegas. NV 89120. EOE.

Sales mgr., No. VA, immediate opening. Growing
area, good established staff. Reply to Box L-58.
EOE.

Super stations, super company looking for super
salesperson with a solid track record to manage
experienced staff of professionals for North New
York's 50 year market leader. A growth opporuni-
ty for the right individual. Send your blueprint for
success to Don Alexander, General Manager.
WTNY AM/FM, 134 Mulin St.. watenown. NY
13601. EOE.

Salesperson: Central Florida radio station seek-
ing qualified applicants for sales position in the
Brevard/Orlando area. Three years media sales
experience. Send resume 10 Regional Sales Man-
ager, PO Box 740, Oniando. FL 32802. EOE

Top performer wanted: Dominant AOR jn Oma-
ha. NE needs experienced, proven heavy hitter 1o
find the $40.000+ we are missing each month
Salid company, strong benefits, great opportunity.
Aggressive, motivated candidates should mail or
fax resume to: Taylor Walet, ¢/o KEZO. Suite 192,
11128 John Galt Bivd., Omaha. NE 68137. Fax'
402-592-4538. EQE.

HELP WANTED ANNOUNCERS

Announcer/promotion/coordinator; KTIS AMFM
is seeking experienced announcer familiar with all
phases of on-the-air broadcast operations for daily
airshift. This person would also coordinate station’s
advertising and promotion, including writing and
producing promaos, deskiop publishing and public
events. Send tape, resume, and letter of application
to: Wayne Pederson, KTIS, 3003 North Snelling Av-
enue, St. Paul, MN 55113, ZEO.

Evening announcer/music director: For con-
temporary Christian FM in S. Central lllinois. Appii-
cant needs 2 years on-air experience: production
skills & working knowledge of inspirational/con-
temporary Christian music. Desire o work with
ministry-onented team vital. Send T & R to; Man-
ager. WIBI, Box 140, Carlinville, IL 62626. EOE.

HELP WANTED TECHNICAL

Chief engineer: New York area AM/FM combo.
Must have strong, working knowledge of direc-
tional AM. organization skills, and ability to main-
tain state of the ant multiple studio facility, as well
as familiarity with mobile remote equipment and
all FCC rules and regulations. Excellent salary and
benefits. EEQ. Reply to Box C-11.

Graduate assistant/news: WSIE-FM at Southern
Ninois University at Edwardsville is Seeking a
graduate assistant to work in the station's news-
room. Serve as afternoon anchor, gather and pre-
pare stories and supervise Student reporters.
Broadcast experiénce required. Acceptance into
the Master's Degree Program in Mass Communi-
cations at SIUE is required as well. WSIE is an
NPR, APR affiliate. Send tape, resume and three
writing samples t0: Michael Leland, WSIE-FM,
Southern lllinois University at Edwardsville, Box
1773, Edwardsville. IL 62026 Closing date: May
31. 1991 WSIE-FM is an affirmative action/equal
opportunity employer.

Radio/TV news combo, Akrons' #1 radio station,
WNIR and |he new TV 29 are expanding We have
openings for news director/anchor and anchor/re-
porters  Radioc news background required. TV
news background optional. Send tape and re-
sume to Bill Klaus, WNIR/TV 29, Box 2170, Akron,
OH 44309. EEO. .

AM drive news person sought. 5-10 am. Tape/re-
sume: WRNJ News. PO Box 1000, Hackettstown,
NJ 07840. EOE.

GM ready to iead, Motivator, trainer, twenty year
sales pro. Programing. production, organization
and turnaround expert. Stant-ups welcome. Please
reply o Box L-48

21 years experience, aimost all facets of radio,
seeking small market station management oppor-
tunity. Reply Box L-59.

One of radlo’s best general managers now avail-
able. Sober. reliable. honest. family man Non
drinker, non $moker, experienced in manage-
ment. with a sales emphasis William E. Powley,
1301 2nd Avenue. Brunswick, GA 31520. 912-
262-9703.

Broudeasting May 6 1991

Classified 61.




Successful PD available now for PD or station
manager position. 21 years sales and programing
experience in mulliple fcrmats in small to major
markets. Win with revenue and ratings! Neil Mat-
thews 619-672-2225.

General manager. Highly successful in large and
medium markets. Top ratings. Top sates. Great
bottom line. Dependable. sober, dedicated, com-
munity involved, family man, top references. |
make things happen. Station sold. Available soon.
Reply to Box L-23.

Former station owner who hit the sireets every
day. Called on ad agencys. walched the budget.
conducted sales and staff meetings to motivate
his people to new heights. Monitored the other
slations as well as his own. Took a hand in pro-
graming, even conducted a talk show in Atlanta.
Wants back in broadcasting. Been out 12 years.
Great delivery in M.B.W.A. (managemant by walk-
ing around). A leader not a director. 52 years
young and a tough competitor. Equity a great
incentive 10 me when | eam it. Investment possi-
ble. Let's tatk. Reply to Box C-1.

In search of excellence? Your next GM/GSM is a
trainer, motivator, téam builder and goal oriented
sales tactician. If your bottom line needs improv-
ing let's talk. Proven success record. Medium
markets sought. Rod 719-520-1671.

Leader/motivator: Experienced take-charge pro
with successful record in sales and programing
seeks situation in smal/medium market. Dedicat-
ed hands-on, bottom-line oriented. Jack Davison,
916-345-9468 anytime!

SITUATIONS WANTED ANNOUNCERS

Versatile broadcast veteran of nearly 20 years
looks to contribute lots of work and enthusiasm to
your station. Heavy sports PBP background. Solid
air personality with strong commercial production
skills. 313-949-8025.

Broadcaster with 20 years experience wants to
relocate. News is my main thing. Good wvoice,
creative, refiable. Available from September.
Please phone John Shepard if you want details
and a tape. Tel. 504-882-3301.

SITUATIONS WANTED TECHNICAL

Chlef engineer well expenenced FM/AM/DA all
powers. Will take care of one station or a group.
Currently in top 50 mkt. 919-784-4502.

SITUATIONS WANTED NEWS

Help! Sportscaster in salesman’s suit seeks PBP,
sports director position. Possible management
material. 15 years Tv. radio experience. Weli-
read. thorough knowledge. love of sports. Solid
PBP. anchor, reporter. interviewer. Can pe opin-
ionated. taik show host. Write Box L-60.

Radio talk show host, fully experienced. wel
versed in general subjects with money matters
and finance a specialty. Prefer Western states
location. Air check avail. Ted L 331 Walnut Street,
Costa Mesa, CA 92627. 714-631-1453.

Save $20,000! Sporis director/personality. 14
years sports experience; anchor, show host, play-
by-play. Built and trained 2 stalffs with document-
able success. Government benefits can subsidize
salary to $20,000. Stan Kosmoski, 215-777-5664.

SITUATIONS WANTED PROGRAMING
PRODUCTION L OTHERS

Tratfic/continuity/sales service. Expenence in TV
and radio, using Columbine. J.D.S., Bias and Mar-
ketron. Call George 908-417-1923. NY, NJ, CT
area.

T B e . S

Make money in voiceovers. Casselie course of-
fers marketing and technique for success in com-
mercials and industrials. Money-back guarantee.
Calt for info: Susan Berkley. 1-800-333-8108.

P ———— ——— | —
TELEVISION

HELP WANTED MAMAGEMENT

Sales manager: Television sales manager for
Chicagoland Home Shopping affiliated station.
Compensation excellent!! Experience in start-up
independents. radio or television sales. PO Box
973. Tinley Park. IL 60477. EEQO employer.

President/general manager: KEDT-TV/FM, locat-
ed in the beautiful coastal sailing community of
Corpus Christi, Texas, is seeking a president/gen-
eral manager. We are looking for a seasoned
management executive with demonstrated experi-
ence in fundraising, financial management, and
television; PBS experience preferred. Send confi-
dential inquiries to KEDT, Attn: Chairman of the
Search Committes, PO Box 6074, Corpus Christi,
TX 78411, by June 1, 1991, KEDT-TV/FM is an
equal opportunity employer.

Production manager, Need experienced, ener-
getlic person with ability to plan, schedule, budget
and administer union production crews in a net-
work affiliate in paradise. Send resume to General
Manager. KGMB. 1534 Kapiolani Bivd.. Honolulu,
HI. 96814. EQE/Male-Female.

General saies manager: WUAB, Cleveland's
leading independent, seeks an individual with the
skill. dedication and aggressiveness to assume
overall responsibility for the income of the station.
The successiul candidate will supervise national,
regional and local sales, traffic/sates service and
research departments. If you're adept at analyz-
ing economic conditions and trends, molivating
managers, forecasting budgets and establishing
rale and inventory con:rol procedures, send your
resume 1o: Brooke Spectorsky. Vice-President &
General Manager, 8443 Day Drive. Cleveland, OH
44129. ECE.

Locat sales manager: WUAB seeks an agpres-
sive individual ready 10 maximize tocal sales reve-
nue at Cleveland's leading independent television
slation. This person will assume responsibility for
hiring, training and supervision of the local sales
staff. if you're ready for the challenge of a top 10
market, rush your resume to Brooke Spectorsky,
Vice-President & General Manager. 8443 Day
Drive. Cleveland. OH 44129. EQE.

Group seeking experienced GM (o join in buyout
of medium size CBS affiliate in Northeast. Send
resume to Box C-17.

Television producers and directors are sought
for upcoming nalional series, 13 episodes, (news/
documentary). Must have experience. send re-
sume. PO Box 1751. New York, NY 10009. EQE.

Sales manager wanted by large market TV sta-
tion. Minimum 2 years experience directing busi-
ness development staff, Reply Box C-12. EOE.

Art director: KCPQ is looking for a well-experi-
enced. highly creative, can-do ant director. You
must be an exceilent manager of design protfes-
sionals, able to bring projects in on time and on
budget and be as good off the board as you are
on. Candidate should have a minimum of five
years experience as a television art director. a
willingness 1o work ‘ong hours when necessary
and the exhibited knowledge of how 10 make
good things happen when needed. Experience
with digital effects, animation, type and logo de-
sign. electronic graphics and desktop publishing
necessary. Send resumes to: Dept. AD, KCPQ 13
Fox. Kelly Television Co., PO Box 98828, Tacoma,
WA 98499. KCPQ is an equal opportunity employ-
er.

Retail development manager, WKRN-TV. ABC
affiliate in Nashville, has opening for a retail devel-
opment manager. Prior experience running ven-
dor programs for a television station is a require-
ment. Interested parties can send a resume {0
Dave Sankovich. General Manager, WKRN-TV,
441 Murfreesboro Rd., Nashville, TN 37210
WKRN is a division of Young Broadcasting - an
equal opportunity employer.

Retail marketing assistant: Able to analyze and
prepare marketing research, ratings and qualita-
tive data. Assist with station sales and research
projects. BS in Broadcasting or Advertising. Em-
phasis in marketing/sales. Strong computer, re-
search and presentation skills. One year experi-
ence preferred. Send resume to: David Einstein,
Retail Marketing Manager. WCMH-TV. PO Box 4.
Columbus. OH 43216. EQE.

Account executlve needed for top 100 market.
CBS affiliate. Minimum 3 years broadcast exper-
ience. Applicant must be experienced and know-
ledgeable working rating services, agencies, and
a proven track record in new business develop-
ment. Send resume to Attn: LSM, WNCT-TV, PO
Box 898, Greenville, NC 27835. ECE.

Account executive: WCSC-TV Charleston, SC.
Previous television selling expenence is required.
Individual must have good oral and written pre-
sentation skills, have the ability to develop new
accounts and be able to function as a member of
a goal-oriented. successiul selling team. Send re-
sumes to Lovell Waugh, WCSC-TV, PO Box 186,
Charleston, SC 29402. EOE.

Generai sales manager: Candidates must have
six t0 len years television sales management ex-
perience. Must be self-motivated, aggressive and
goat oriented with strong leadership qualities.
Strong background in new business developmenl
with vendor and co-op knowledge a must. Candi-
date must analytically understand inventory con-
trol, pricing, sales-marketing and research Send
resume to John Howell, Vice President/General
Manager, WPX!-TV. PO Box 1100, Pittsburgh, PA
15230. a division of Cox Enterprises. No phone
calls please. EOE.

WKEF-TV, Dayion, Ohio, is seeking an experi-
enced account executive. Send resume with sala-
ry requirements to Michael Smythe, Director of
Sales and Marketing. WKEF-TV, 1731 Soldiers
Home Rd., Dayton, OH 45418. No phone calls.
please. EEO. M/F.

Account executive: STAR 64 Television n Cin-
cinnati, Ohio, is seeking a motivated individual
with media sales, or agency experience. Respon-
sible for developing and maintaining advertisers
on an on going basis. Good organization, commu-
nication and written skills necessary. Musl have
dependable transportation. Please send resumes
to General Sales Manager, 5177 Fiskwick Dr.. Cin-
cinnati, OH 45216. STAR 64 is an equal opportuni-
ty employer.

Account executive: WKCH-TV, Catch Fox 43,
Knoxville, TN seeks an aggressive sales person.
desiring an opportunily with a rapidly expanding
company. One or more years television sales ex-
perience required. Radio sales experience a plus!
EQE. Send resumes lo: Greg Brown, GSM,
WKCH-TV, PO Box 3801, Knoxville, TN 37927,

Chief engineer: KDFW-TV, Dallas, Texas is seek-
ing experienced leader with successful track re-
cord in team building in maintenance and in oper-
ations. Minimum of 5 years in managing or
supervising television technical staff required.
Send or fax resume with referances to Jeff Rosser,
Vice President and General Manager, KDFW-TV,
400 N. Griffin St., Dallas, TX 75202. Fax # 214-
720-3207. EOE.
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EIC for television mobile unit based in Texas and
Ftorida. Strong maintenance background re-
quired. Send resume and salary requiremepis to:
Tel-Fax Texas. 3305 Pleasant Valley Lane, Arling-
ton, TX 76015. EOE.

KTFH-TV 49 is seeking a maintenance engineer
with studio and transmitter experience. Computer
know-how a plus. Send resume and salary re-
quirements to Calvin Smith, Chief Engineer, KTFH-
TV, 256 N. Sam Houston Pkwy E., Suite 49, Hous-
ton, TX 77060. EOE. Fax 713-820-4048.

WRDW-TV has an immediate opening for studio
maintenance engineer. Requires proven ability to
repair broadcast equipment to component level, a
technical degree in electronic engineering and
FCC General Class license or SBE certification.
Send resume to Jim Myers, Chief Engineer,
WRDW-TV, Drawer 1212, Augusta, GA 30913-
1212. EEO.

Videographer: Tired of the 1:30 story shot on the
run? New Hampshire Public Telavision is looking
for a creative, energetic videographer for weekly
public affairs magazine, speciais and documenta-
ries. Responsibilities include: lighting, sound re-
cording for ENG production. The successful can-
didate must also be fluent in Betacam and 3/4"
editing; have high standards and deliver memora-
ble shots and sounds. Minimum qualifications:
Graduate of two year technical school specializ-
ing in vided production and two years experience
in commercial and/or educational videotape pro-
duction; or Bachelor's degree in television-related
field, including videotape production experience;
or high school graduation and four years experi-
ence. Salary: $18,620 to $28,790 with starting sal-
ary not normally to exceed $20.850. Application
deadine: May 20, 1991. Send resume and reel to:
John Wackman. Executive Producer. New Hamp-
shire Public Television, PO Box 1100(B), Durham,
NH 03824. New Hampshire Public Television 1s
located on the seacoast, 60 miles north of Boston.
UNH is an AA/EEQ employer.

Immediate weather opening, for experienced,
weather person, solid computer skills nacessary.
A prime anchor spol, for charismatic, witty per-
sonality. Reply Box L-63. EQE.

News producer - #1 station in the market needs a
take-charge news professional lo produce fast-
paced. well-written newscast. BA/BS and two
years experience. Send tape and resume to Kim
Williams, KWTV, PO Box 14159, Oklahoma City,
OK 73133. No phone calls! EOE, M/F.

Are you the #2 person looking to be news direc-
tor? Network affiliate on the Gulf Coast is looking
for you. Our ratings are the highest in our history.
Need aggressive leader to take us lo #1. No
phone calls. Equal opportunity employer.

Send resume 10 Box L-64

11PM producer: Must have commercial television
news experience. a take charge person able to
lead a team, strong writing skills, willingness to
make a long term commitment and produce a
quality competitive product. Send your philosophy
on television news and resume to Box C-7.

Co-anchor/reporter wanted for mid-60's markel
10 team with our long-dominant male morning and
noon show anchor. Two years anchor and repart-
ing experience along with strong writing and vid-
eo tape editing skills. Resume and video tape
examples of both reporting and anchoring should
be sent 10: News Director, PO Box 27909. Knox-
vile, TN 37917-3833. ECE.

Photojournalist/editor: Growing PBS station
seeks creative, versatile shooter for award win-
ning public affairs program. Minimum two years
experience with familiarity in 3/4” Beta and com-
puter editing techniques. Excellent benefits. Send
tapes and resumes to Amarillo College. Personne!
Office. KACV-TV, PO Box 447, Amarilio, TX 79178.
EOE.

News producer/director: NBC affiliate, mid-80's
market seeks experienced news producer/direc-
tor. Overnight shift. Excelleg! oral. writing skills
and solid news judgement a must. One year work
experience as news producer required. Send re-
sume and writing samples by May 17, 1991 to
Human Resources Director, WJAC Inc., 1949
Hickory Lane. Johnstown, PA 15905. No tele-
phone calls piease. EQE.

Television MARTI, Office ofCuba Broadcasting.
Experienced executives are sought for the posi-
tions of news director ($52,400-$80.138), deputy
news director ($44,348-$68,129); in Washington,
DC. work for the US Government's television
broadcast to Cuba. Must be U.S. citizen. have
experience in TV production and operations. Posi-
tions require expert knowledge of Cuba and fluen-
cy in Spanish. Starting salary depends on experi-
ence and salary history. An equal opportunity
employer. 202-401-7114. Send application on
Form 173 by July 19, 1991 t0: USIA/Radio MARTI
Program, Attn: VOA/MP, 400 6th Street, SW,
Washington, DC 20547.

Reorganizing: #1 East Texas station searching
for aggressive seff-starters. Reporters, photogra-
phers, and weekend news. weather and sporis
anchor/producers needed. M/F, EOE. Send intro-
ductory letter and resume to Box C-3.

Keily news and entertalnment is seeking a re-
porter, cameraperson and field producer with a
minimum of five years experience to staff bureaus
for a weekly news magazine program. Superior
long form wriling and story telling skills a must.
Submit a non-returnable 3/4" or VHS tape. resume
and salary requirement to: KNE/Dept CPG, 3 Tele-
vision Circle, Sacramento, CA 95814-0794. Equal
opportunity employer M/F. No calls, please.

KTVN-TV Reno, Nevada, is looking for a news
director who likes to manage. Successful candi-
date will bring personai understanding and strong
focused leadership to all areas of the news de-
partment. be available to and motivate the staff,
and work well as @ member of KTVN's manage-
ment team. Two years experience as execulive
producer or news director preferred. Forward re-
sume with references to Lawson Fox, General
Manager, KTVN-TV. PO Box 7220. Reno. NV
89510. KTYN-TV is an equal opportunily employ-
er.

Easy money: AgDay needs agri-business news
reports, and features on small-town life. $100 per
story. mailed within 10 days! Contact Larry Lyle at
219-239-1616.

News director: Top 75 Texas affiliate is seeking
an experienced news manager with proven lead-
ership skills, a commitment to community service,
and a desire to be part of a strong. compeétitive
management team. Reply Box C-14 EOE. MF

Aggressive news director wanted for Midwest
network affiliate. Good opportunity for a current
assignment editor to make their move up. Range
$20 - $30,000. Respond Box C-15. EQOE.

Sports anchor/reporter needed at CBS affil. in
Syracuse. Anchor weekend sportscasts and re-
port sports three days per week. Travel with Syra-
cuse University football and basketball teams.
“Live" reporting and produc.ng experience nec-
essary. Send tape and resume to Mike Tirico,
Sports Director, WTVH, 980 wames St.. Syracuse,
NY 13203. EEO.

Art director: Major northeast market (0oking for
dynamic broadcast designer. Must have experi-
ence creating TV news graphics. electronic paint
on-air graphics and animation, print advertising
and operation of desk top publishing software.
Send resume. salary requirements and non-re-
turnable copies of work to Box L-50. EOE.

Vice President, Programing PBS. We are seek-
ing a dynamic individual with a proven Irack re-
cord of success to direct program development
for PBS's National Program Service {NPS). This
includes commissioning. funding. providing pro-
duction oversight, and evaluation of television pro-
grams noted for quality. cultural diversity, educa-
tional and informational value. innovation, and
excellence. Responsible for creating an annual
strategy for investment of NPS funds based on
national schedule needs. Will seek and encour-
age compelling program ideas from producers
and member stations; provide day-to-day man-
agement of the programing department; and pro-
vide teadership in program development to the
public tetevision system. Qualifications: Bache-
lor's degree or equivalent in television or film pro-
duction or communications; graduate degree pre-
terred. Minimum of 10 years experience in
lelevision production. production supervision, of
program development. Must have thorough
knowledge of lelevision audience behavior and
scheduling; understanding of cultural diversity of
the US. Excellent written and oral communica-
tions, personnel and project management skills;
and excellent program judgement required.
Please send lelter of interest and resumne to: PBS,
Attn: Carla A. Gibson, 1320 Braddock Place, Alex-
andria, VA 22314, PBS is an equal opportunity
employer.

WNYC radio & TV has as newly created position
for a producer - program planning & develop-
ment. Responsibiliies include producing/deve-
loping an oulline & a detailed production plan
from program conceptualization. Interact with Sr.
Mgmnt. to develop scope of projects & budgets.
Conduct research. target audiences & serve as
tiaison between the programing & development
depts. Candidate must have Bachelors degree,
excell writing & research skills & min 3 yrs proven
TV producing exp. Sal to low $30K's + complete
bnfts pkg. Send resumelcover letter to: WNYC,
Personnel Dept., 1 Centre St., 26th Floor, NY, NY
10007. No phone calls! EOE.

Promotion director: KLAS TV, Las Vegas. CBS
affiliate in the fastest growing market in the coun-
try, has an opening for promotion director. Appli-
cant shouid have a minimum of two to three years
experience as a promotion director with excellent
editing, communications, and creative skills. Send
resume and nonrelurnable tape to: Dick Fraim,
KLAS TV, PO Box 15047. Las Vegas. NV 89114,
M/F/EOE.

Creative services director: Medium market Fox
affiliate seeks aggressive. organized. experi-
enced creative services director. Good reel,
strong team player, kids club experience helpful.
Send resumes (o: Box C-16.

Program diréctor - New Orleans’ Fox station
needs a pregram director with Indy and/or Fox
experience. Strong movie and program schedut-
ing ability required. If you can make programing
contribute 10 a station's boltom line, love hard
work and want 1o be part of the fastest growing
station in America's most fun city we want to hear
from you. Apply to Adelina Oliva, WNOL-TV. 1661
Canal Street, New Orleans. LA 70112. No phone
calls. Deadline: May 13, 18991. EQE.

Dynamic combination! Motivated broadcastle-
gal professional with background in production,
promotions and sales as well as FCC and commu-
nications law. Interested in talking with you about
joining your team. Address reply to Box L-51.

Experlenced TV chief engineer seeking position
in the South. Supervisory and hands on experi-
ence. Construction and maintenance back-
ground. Call Jim 718-361-9122 leave message.
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Sports producer, 11 yrs. experience news man-
ager, reporter. Sports reporting too. Switching to
sports full-time. Solid. Credentials. No cliche me-
ter. Winning athlete. Reply to Box C-5.

No actor: Just a serious, network-style journalist.
Solid, credible, no-nonsense. Award-winning.
middle market nightside reporter seeks Top 25
raporter spot. 10 year pro. Tapes available. No
lightweight! Repty to Box C-2.

Mateorologist with on-air experience, exclusive
professional broadcasting training, extensive
knowledge of ColorGraphics products, seeks on-
air weather position. Call Brian 314-432-2566/305-
424-3950.

Excellent, experienced sportscaster looking for a
fine station in which to work, also knowledgeable
newsperson. 216-929-0131.

Determined college grad seeking entry-level pro-
duction position in TV station. Experience in TV
productions, PR and market research. Willing to
relocate. Joe Michaels 617-566-7383.

Director/TD with large market experience in di-
recting news, promotion, commercials, and more.
Familiar with a variety of equipment. Call Mitch
Proctor, 304-984-3441.

Job listings nationwide! From major-market to
entry-level. Hundreds of documented leads in all
fields--plus timely advice on future opportunities!
Television, radio, corporate communications. Now
in our 7th year! Media Marketing/THE HOT
SHEET. PO Box 1476--PD, Plam Harbor, FL
34682-1476. 813-786-3603.

Primo people seeks general assignment report-
ers with some anchoring experience. Call Steve
Porricelli or Fred Landau at 203-637-3653, or
send resume and 3/4" tape to Box 116, O'd
Greenwich, CT ©687C-0116.

Reporters--never memorize again with instant
memory wireless ear prompter and instructional
video! Free brochure. Performer's Technologies.
PO Box 52541, Atlanta, GA 30355/ 404-233-0283.

Looking for work? Audio/video audition tape

analysis. Give yourself a chance. Write BYZCOM,
116 W. Florida Ave., Urbana, IL 61801.

ALLIED FIELDS
HELP WANTED INSTRUCTION

Ph.D. preferred, MA considered. Teach four or
five courses from the following: Beginning/Ad-
vanced Announcing. Broadcast News. News Vi-
deography, Copywriting, Film Analysis and Criti-
cism, and undergraduate and graduate seminars.
Expertise sought in television news production.
Course load reduction possible for production re-
sponsibilities. Appointment for one academic
year;, possibility of renewal. Send resume., official
transcripts and three letters of recommendation
to: Dr. Wiliam R. Rambin, Director. School of
Communication, Northeast Louisiana University,
Monroe, LA 71209. ECE.

Ready for a six-figure income? {f you are a self-
starter with broadcast sales experience and want
fo own and build your own business, we have a
great opportunity to discuss with you. CASCOM
Syndication is looking for full-time representatives
to market a wide variety of stock animated effects,
music libraries, pre-produced commercials and
custom commercials featuring such characters as
Ernest P. Worrell (Jim Varney) and Jose Jiminez
(Bill Dana). Markets already committed include
New York City, Los Angeles, Philadeiphia, DC,
Battimore, Kansas City, Nashville, San Francisco,
Portland, Houston, Chicago, Seattle, Miami, Or-
lando. Salt Lake City. Tampa and Hartford. Mar-
kets are closing rapidly. If you are serious and
qualified, don't wait. Call Lee Michaels at 615-
242-8900. EOE.

HELP WANTED TECHNICAL

Engineering supetvisor: Gallaudet University
department of television, film and photography is
seeking an engineering supervisor to manage and
supervise all technical operations for TV produc-
tions. Requires an AA degree in Engineering or
Electronics, or equivalent experience as supervis-
ing engineer; minimum 5 years experience as TV
engineer; experience with Betacam SP/1" record-
ers. CCD camcorders, Mach | computer editing.
character generation and multi-tract audio mixers;
experience with ADO and D-2 or willingness to
leam. Ability to use sign language or willingness
to learn. Salary $33,370. Excellent benefits pack-
age. Apply in person or send resume to: Gallau-
det University Personnel Office, 800 Florida Ave-
nue NE, Washington, DC 20002. EOE M/F.

BELP WANTED PROGRAMING
PRODUCTION & OTHERS

PGA TOUR Productions in Jacksonville, Florida
is seeking an art director to fill a creative/manage-
ment position with 3-5 years experience in com-
puter graphics. Must have the ability to create and
execute computer graphic designs and story-
boards for ail of PGA TOUR Productions. Know-
ledge of a computer paint system is essential.
Send tapes and resumes to: Mrs. Beth Larson,
PGA TOUR Productions, 8160 Baymeadows Way
West, Suite 300, Jacksonville, FL 32256 904-737-
7001. EQE.

SITUATIONS WANTED PROGRAMING
PROMOTION & OTHERS

Hot radio-TV custom jingles/musical themes. For
station call letters, news programs, iocal produc-
tions, etc. Complete package price only
$2999.95. Call Edmond A. Bruneau toll-free today
at 800-735-1116.

Government seized: Vehicles from $100. Fords.
Mercedes. Corvettes. Chevys. Surplus. Buyers
Guide. 1-805-962-8000 Ext. S-7833.

Government homes from $1 (U repair). Deiin-
quent tax property. Repossessions. Your area 1-
805-962-8000 Ext. GH-7833 for current repo list.

Kiss your butterflies goodbye! Speak with con-
fidence, conviction. Presentation skills work-
shops for sales people/GSM's/GM's. Videota-
ping/critiquing. Groups/privately. Make your
next presentation your best. Call Jan Rosen,
Impact Communications, 212-557-5610 25
years of broadcast/training expertise.”

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.

Attention beginners: My “Radio Employment
Guide" shows you how 10 get hired. Free informa-
tion 805-584-3283. Absolutey no obligation.

Government jobs $16,040-859,2301yr. Now hir-
ing. Call 1-805-962-8000 Ext. R-7833 for current
federal list.

Intelligence jobs. All branches. US Customs.
DEA etc. Now hiring. Call 1-805-962-8000 Ext. K-
7833.

Looking for a position in radio or television? If |
can't find you the position you're looking for, no-
body else can! Only $250.00 for 1 year of service.
Free information. Write: Bill Elliott, Consuitant/
Headhunter, 48 Imperial Avenue, Pittsfield, MA
01201.

Camera coaching: Sharpen TV reporting and an-
choring/teleprompter skills. Produce quality demo
tapes. Critiquing. Private lessons with former ABC
News correspondent. 914-937-1719. Julie Eck-
hert. Eckhert Special Productions.

Critiques: For the serious television journalist. Get
the competitive edge by sharpening your writing
and learning to make your reports stand out. Call
Mecca Media Consulting now! 908-244-9246.

Wanted: 250, 500. 1,000 and 5,000 watt AM-FM
transmitters. Guarantee Radio Supply Corp., 1314
HNurbide Street, Laredo, TX 78040. Manue! Flores
512-723-3331.

Used 1" or VHS videotape. Looking for large
quantities. Will pay shipping. Call Carpel Video,
301-694-3500.

Top dollar for your used AM or FM fransmitter.
Calt now. Transcom Corp., 800-441-8454.

FOR SALE EQUIPMENT

50Kw AM: CCA-AM 50,000 (1976). excellent con-
dition. Transcom Corp., 215-884-0888. Fax: 215-
884-0738.

AM and FM transmitter, used. excellent condi-
tion. Guaranteed. Financing available. Transcom.
215-884-0888. FAX 215-884-0738.

1KW AM transmitters: Cont. 314R1 (1986), Har-
ris BC1H1 (1974), RCA BTA 1S (1976), Transcom
Corp., 800-441-8454, 215-884-0888, Fax 215-
884-0738.

AM transmitters: Collins 820E/F, 10KW (1974),
Cont. 316F, 10KwW (1980), RCA BTA 10U, 10KW
(1972), Harris BC10H, 10KW (1972), RCA BTA 5L,
SKW (1977), CCA AMS5000D, SKW (1972), McMar-
tin BASK, SKW (1980), Transcom Corp., 800-441-
8454, 215-884-0888, Fax 215-884-0738.

FM transmitters: BE FM30, 30KW (1983). Collins
831G2, 20KW (1975), RCA BTA 20E1. 20KW
(1973). BE FM10B, 10KW (1990). Harris FM10K,
10KW (1980), Cont. 814R-1, 2.5KW (1983), CCA
2500R, 2.5KW (1978), Harris FM1H3, 1KW (1976),
Transcom Corp., 800-441-8454, 215-884-0888,
Fax 215-884-0738.
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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 t0 walt 10 8Kw. Call 303-665-
8000.

Blank videotape: Betacam, 3/4" & 1”. Broadcast
qQuality guaranteed and evaluated. Betacam
$4.99. 3/4" - 20 minutes $5.99, 3/4" - 60 minutes -
$8.99. 1* - 60 minutes $24.99 in quantity. Magneli-
cally examined, cleaned and packaged. Guaran-
teed to perform as new. Sony, 3M., Fuji. or Ampex.
For more info. call Carpel Video 1ol free, 1-800—
238-4300.

FM antennas. CP antennas. excellent price, quick
delivery from recognized leader in antenna de-
sign. Jampro Antennas, Inc. 916-383-1177.

TV antennas. Custom design B0KW peak input
power. Quick delivery. Excellent coverage. Rec-
ognized in design and manufacturing. Horizontal,
elliptical and circular polarized. Jampro Antennas,
Inc. 916-383-1177.

Broadcast equipment (used): AM/FM transmit-
ters. RPU's, STL's anténnas, consoles, process-
ing, tumtables, automation, tape equipment, mon-
itors, etc. Continental Communications, 3227
Magnolia, St. Louis, MO 63118. 314-664-4497.
FAX 314-664-9427.

Equipment financing: New or used. 36-60
months, no down payment, no financials required
under $35.000. Refinance existing equipment.
Mark Wilson, Exchange National Funding. 1-800-
275-0185.

Lease purchase option. Need equipment for
your radio, television or cable operation? NO
down payment. NO financials up to $70,000. Car-
penter & Associates, Inc. Voice: 504-764-6610.
Fax: 504-764-7170.

Save on videotape stock. We carry 3/4" & 1"
evaluated broadcast quality videotape. 3/4 2C
min. - $4.59. 60 min - $7.49. All time lengths
available. Try us you'll like us. Call toll free IVC
800-726-0241.

1000’ tower. Slanding in Albion, Nebraska. Heavy
Kiine tower includes 6-1/8" coax. Purchase in
place with land and building, or move anywhere.
Call Bill Kitchen, 303-665-2655.

500'utillty tower. New, on ground. ready to ship.
Call Bill Kitchen, Sunbelt Media 303-786-8111.

Satellite teleport for sale, with Iwo C-band and
two Ku-band earth stations. Perfect for cable
channel broadcasting. $825,000 plus lease or
purchase of land. Megastar 800-328-2546.

Audio carts, Fidelipac model 300, new. $2. Vari-
ous lengths. 702-386-2844.

Used towers. Dismantled. Self-supporting and
guyed. 502-826-8700. Nationwide Tower Compa-
ny.

Used and new satellite equipment including Av-
com receiver for business radio network #SCPC-
3000E for $1,750. Also, jumpers, coax, LNA's,
LNB(;S. and connectors. Call SCMS at 800-438-
5040,

Two Harris cameras, model J TC508, complete
with camera control. power supply, 100 ft. Cam-
era cables. low hours on pick up tubes, all techni-
cal manuals, some spare parts. $3.000.00 each.
Call 317-285-1891.

Symbolics 3650 videographics workstation, Mit-
subishi monitor, RGB/BETA transcoders, MiniVAS,
furniture, financing. 615-352-1991.

UHF TV transmitters 2 avail. 30KW, 110KW. Low
band 4 good Klystrons low price. Bill Kitchen,
Sunbelt Media. 303-786-8111.

RADIO
Help Wanted News

MAJOR MARKET
SPORTS TALK

We're seeking a thoroughbred sports
talk host. The person we select will
have a proven major market track
record; a complete knowledge of
sports; formatic discipline, a strong
work ethic, and a "whatever it takes"
attitude. We offer a strong, aggressive
company in a sunny Top Y0 market,
excellent salary/benefit package and a
great radio station.

Resumes and references to
Box C-22

Situations Wanted Announcers

SPORTS PLAY BY PLAY

Division One footbail. basketbali,
and hockey play by play talent
available. Endorsed by national
consuitant. Ready to join your team.

Reply to Box C-4

Situations Wanted Programing
Promotion & Others

SKILLED PROGRAMER

Currently under contract seeks new major market op-
portunity in 1992. well rounded in al aspecis of
broadcast operations including posilioning. promo-
tion, music and research. Brilliant at Basics Excellent
management skills and track record in contemporary
programing. Difficult challenges especially welcome.
All future opportunities considered in confidence.

Respond to Box L-53.

Programing Services

Lum and Abner
Are Back
. ..piling up profits
tor sponsors and stations.
15minute programs from
the gotden age of radio.

PROGRAM DISTRIBUTORS 8 PO Drawer 1737
Jonesboro, Arkansas 72403 8 501/972-5884

Need a Fresh Format?
But think there's nothing new? We blend soft
AC hits with timeless standards performed by
contemporary artists 10 produce large 12+
numbers. Compatible with Nostalgia, AC or
MOR formats. Call for demo:
213-545-1729

EDWARD ST.PE’
AND
NATIONAL WEATHER NETWORK
AMERICA'S #1 BARTER WEATHER SERVICE FOR
RADIO SEEKING NEW AFFILIATES IN TOP 100 RA-
DIO MARKETS. AMS CERTIFIED / OVER 200 AFFILI-
ATES ON-LINE
CALL AFFILIATE MANAGER
RODGER OWNBY: 601-352-6673

TELEVISION
Help Wanted Sales

INTERNATIONAL

- Broadcast Automation
- Sales Manager

Basys Automation Systems, Inc., the
world leader in automation systems for
broadcast and cable television, has an
opportunity for an experienced Interna-
tionai Sales Manager to coordinate a
network of distributors in Central and
South America, Canada and Australia.
Strong technical knowledge of broad-
cast and cable operations is 8 must.
Fluency in Spanish, Portuguese, French
and English would be ideal.
if you feel you have the credentials to
take on this exciting challenge, piease
send your resume tg Attention:
Human Resources; Basys Automation
Systems, 287 Grove St., Newton, MA

S\

AUTOMATION SYSTEMS

ALLIED FIELDS
Capital Available

IMMEDIATE & UNLIMITED

P
{717) 560-1525

Employment Services

Satellite distribution of your demg-tape to
handreds of employers for what it would
have cost you to send a few.

400 North = et NW = Suite 183 » Weaku-gisn, DC 20001

3rd Annual
1991 CONFERENCE

May 22, 23 & 24 » Phoenix, AZ  Pointe Resort

« Over 30 Distinguished Speakers

e Unlimited Networking Possibilities

* Meet with Experts in the Sports Field
¢ Job Interview Opportunities

Your Resource o a Career in Sports

1-800-776-7877
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Employment Servites Continved

Find A Job Today!

Broadcast Jobline Is the largest
dally report of TV and Radlo Jobs|

No subscriptlons, credlit cards or
checks to get Jobs. Call when
you wantl

Fast forward/rewind functions
saves time and moneyl

1-900:786:7800 *Fizie
S S S ERESEESEEEEEES

--.-I..I..I
l.l.ll....l..

For Sale Stutions Continued
TOP RATED ALBUQUERQUE OPPORTUNITY KNOCKS
AM/FM FOR SALE BY COURT Turn failing stations into satellites
ORDER. PRICED AT LESS programed from your station mak-
THAN ONE TIMES GROSS. ing them profitable. Call Dan Marti
CALL JOHN EMERY. for details of PLAN A.
(505) 242-0626 (817) 645-9163

L 2 24% =23 2)472% %3 al

JUDLI IXRVUIVEL,

Press: (1] Radio jobs. updated daily
|12 Television jobs, updated daily
13! Hear “talking resumes™
[#! To record “talking resumes™ and
employers to record j0b openings
] Weekly memo to improve your job
search technique

1-900-726-JOBS

#1% per min (5627)

OWNER RETIRING
C-1 + B-1
C-1 100,000 watts @ 1000 feet. B-1 25,000
walts @ 500 feet. Both city grade Arbitron
125 equipment, exceiient. Total confidenti-
ality. Principals only.

Reply Box L-71

FOR SALE

AM... Northern Colorado Radio station, (next to
the Rockies) 1000 WATTS Full time 40 years on
air. Country/News/AG News/Sporis/involved lo-
cally. 135K down, Owner will finance balance

300K.
Write to: Box ¢-20
Al inquiries wilf be confidential
and will be answered.

TV'S JOB LISTING LEADER

As itle as a TOTAL OF $6 PER WEEK taps you inlo
MediaLine’s unparalieled TV job listing sennce

NO OUTRAGEOUS PER MINUTE CHARGES
NO STALE, OUTDATED LISTINGS

JUST 60-75 NEW, CONFIRMED
TV LISTINGS PER WEEK

TV'S JOB LISTING LEADER SINCE 1986

S. FLAFULL CFM

Booming Market
For sale by owners

Reply Box L-73

W.John Grandy

BROADCASTING BROKER

1150 Dsos St, Suite 206
San Luis Obispo, CA 93401
Phone: (805) 541-1900
Fax: (BO5) 543-T385

AM & FM RADIO STATIONS

Mid Atlantic & Midwest high growth
markets. Aftractive terms available.
Principals only. (804) 461-5444.

THE VENTURE GROUP

To subscrbe call 800-237 aaitariak 408-648-5200
L NE
THE BEST JOBS ARE ON THE LINE

P O. Box 51909. Pacific Grove. CA 93950

Wanted to Buy Stations

| am interested in acquiring
for cash under-performing
radio stations with potential
in small/medium markets.
Proposals welcome.

Reply Box C-19

FULLTIME AM

WELL ESTABLISHED IN GROWING
MIDDLE TENNESSEE MARKET-OWNER
READY TO RETIRE-REASONABLY
PRICED

REPLY TOBOX C-18

MAJOR FLORIPA MARKET
Fulltime AM - Profitable
$1.5 Mil, terms negotiable

Beckerman Associates
813-971-2061

WANTED TO BUY STATIONS

Experienced group owner buying silent or
struggling AMs including daytimers. Med.
or large markets middle or south Atlantic
preferred. Serious inquiries only please.
We are specialty operators with solid cre-

DEEP SUNNY SOUTHEAST GEORGIA AM/FM
COMBOQ 3,000 WATT FM-6000 WATT SOON.
1KW AM FULL TIME. 80.000-100.000 DOL-
LAR CASHFLOW PAST 2 YRS. REAL ESTATE
INCLUDED-PERFECT FOR OWNER/OPERA-
TOR. PRICE $650,000 DOLLARS WITH OWN-
ER TERMS AND SMALL DOWN PAYMENT.

CALL BOB AT 813-287-0906

WFKB AM-870 kHz -10,000 WATTS

DAY NON-DIRECTIONAL
Located in growing mid-south region. 10p
100 market. Asking $330.000 with
$260,000 assumable note. Station now
broadcasting with news-business format.
Needs GM with strong marketing skills or
sales manager with GM capabilities to real-
ize profit potential. Present owner has other
business interests.

Telephone Jack Webb, 704-697-0361
for information. No brokers please.

dentials.
entials Reply to Box C-21

For Sale Stations

BY OWNER 2 FM’S 1 AM

C2 (with C1 Allocation) Top 100 Market 1 MV Pop.
500,000+ Midwest New Equipment Super Rat-
ings with Suburban AM with Real Estate. Only
Station in County. C2 1MV Pop. 157.000, Mid-
west. All New Equipment.

1-800-827-8253

H MEDTIA
AM/FM Combo
Texas Metro Market
Major University
$1,500,000

5495 Beltline Rd. Suite 340
Dallas, TX 75240 214-788-2525

CENTRAL CALIFORNIA
COAST

REGIONAL AM/CLASS B FM
INCLUDES REAL ESTATE
$2m w/ASSUMABLE FINANCING

Andy McClure Dean LeGras
{415) 479-3484

&b Classified
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ATES & FORTUNES

Christopher Christensen, VP, chief fi-
nancial officer, Metropolitan Broadcast-
ing Corp., joins Apollo Radio Ltd.,
New York, in same capacity.

Barbara Dean, VP, sales, KBIG(FM) Los
Angeles, joins co-owned KMEO-AM-FM
Phoenix, as VP and general manager.

Mike Wortsman, VP and general sales
manager, WTTG(TV) Washington, joins
Kusl-Tv San Diego, as VP and station
manager.

Frank Canale, air personality, WOGL-
aM-FM Philadelphia, joins WGHB(AM)
Farmville, N.C., as president and gener-
al manager.

Jocelyn Cox, producer, Conus Commu-
nications, Minneapolis-St. Paul, named
regional manager, upper Midwest re-
gional cooperative. Deb Blazer, produc-
er, Conus, Minneapolis-St. Paul, named
regional manager, Mid-South regional
cooperative.

Patricia Niekamp, station manager,
KAAL(TV) Austin, Minn., named general
manager.

Lawson Fox, manager of programing
and production operations, WRCB-TY
Chattancoga, joins co-owned KTVN(TV)
Reno, as general manager.

Leah Rickenbacker, director of adminis-
tration, WEDU(TV) ’i‘ampa, Fla., named
VP, administration.

Linda Tworkowski, controller, WICC-
(AM)-WEBE(FM)  Bridgeport,  Conn.,
named to same capacity of parent com-
pany, Wim Communications Inc.,
Greenwich, Conn,

Brian E. Beasley, gencral manager,
KGSR(FM) Bastrop, Tex. (Austin), joins
WIMH(FM) Reidsville, N.C. (Greens-
boro), in same capacity.

Tim Lapis, plant manager, Foothills
Cablevision, Glendora, Calif., named
operations manager, Desert Hot Springs
Cablevision, Desert Hot Springs, Calif.

SALES AND MARKETING

Mark Zakarin, VP, marketing, ABC
Entertainment, Los Angeles, named se-
nior VP,

Gene Turner, from Lintas: Campbell-
Ewald, joins BBDO-Detroit, as senior
VP, associate creative director. Craig
Maclntosh, VP, senior copywriter, J.
Walter Thompson, Detroit, joins
BBDO-Detroit, as VP, assoctate cre-
ative director.

Mark Goldstein, president, Earle Palmer
Brown, Bethesda, Md., named corpo-
rate president, Earle Palmer Brown Ad-
vertising, there.

Kenneth R. Rog-
ers, managing di-
rector, Backer
Spielvogel Bates
Inc., New York,
named resident
and chief operat-
ing officer, suc-
ceeding Dean
Scaros, who re-
signed to pursue
other interests.
Gary W. Steele,

Rogers

from J. Walter Thompson Co., New
Ygrk, joins BSB Inc., there as executive
VP.

Steve Houck, director, affiliate advertis-
ing sales and marketing, MTV Net-
works, New York, named VP, affiliate
advertising sales and marketing.

Appointments at MTV Networks: Sherri
Overmyer, account manager, named ac-
count director, Central region, affiliate
sales and marketing, Chicago; Brad
Samuels, account director, Central re-
gion, Chicago, named sales director,
Central region, affiliate sales and mar-
keting, and Richard Cunningham, ac-
count manager, named account director,
Western region, Los Angeles.

Appointments at W.B. Doner & Co.,
Baltimore: Sallyann Davis, assistant ac-
count executive, named account execu-
tive; Rachael Cronhardt, executive as-
sistant, named promotions coordinator;
Becca O’Brien, research assistant,
named assistant account executive; Jodi
Berger, from Booz Allen & Hamilton,
Bethesda, Md., and Carel Waters, from
Nielsen Marketing Research, named re-
search analysts.

Jill Kauffman, local sales manager,
KCOP(TV) Los Angeies, named general
sales manager.

Howard Strudler, assistant sales manag-
er, independent TV stations, Blair Tele-
vision, joins WLVI-Tv Cambridge, Mass.

(Boston), as national sales manager.

Martin Walsh, account executive, Con-
tinental Cablevision, joins wBz-Tv Bos-
ton, as local sales manager.

Appointments at wDIV(TV) Detroit: Har-
ry Remboldt Jr., local sales manager,
named general sales manager; Claudia
Cole, coordinating sales manager,
named local sales manager, and Randy
Pratt, formerly of KTUL-TV Tulsa,
Okla., named national sales manager.

Herb Hoffman, account executive,
HNWH Radio, Detroit, joins CBS Ra-
dio Networks, there in same capacity.

Gail Twelves, former account manager,
Cole & Weber Advertising, Seattle,
joins KING-TV there in same capacity.

Robert S. Eger, national sales manager,
WTAJ-TV Altoona, Pa., named general
sales manager.

Tinsley Palmer, former natiopal sales
manager, KBRD(FM) Tacoma, Wash.,
joins Pacific Communications, Seattle,
as regional sales manager.

Kristin Gordon, local sales assistant,
wOIO(TV) Shaker Heights, Ohio, named
general sales assistant.

Cheryl Semerad, local sales manager,
WHO-TV Des Moines, lowa, named gen-
eral sales manager.

Dennis R. Hammer, formerly from Wil-
liam Cook Advertising, Jacksonville,
Fla., joins D’Arcy Masius Benton &
Bowles, St. Louis, as art director. John
W. Berka, VP and account director,
Foote Cone & Belding, Chicago, joins
DMB&B, St. Louis, as VP, director of
operations and strategy.

Appointments at Seltel Inc., New York:
Gene Thompson, sales manager, rebels
team, named national sales manager, re-
bels team; Dan Parisi, VP, national sales
manager, raiders team, named to same
capacity, rockets team; Jeff Roberts, ac-
count executive, rebels team, named
New York sales manager, and Bob
Webb, New York sales manager, raiders
team, named national sales manager,
raiders team.

Dee Anne Thomas, advertising sales ex-
ecutive, WCKw-AM-FM Garyville, Ind.
(New Orleans-Baton Rouge), named re-
tail marketing director.

E. Paul Dietrich, director of develop-
ment, WEDU(TV) Tampa, Fla., named
VP, marketing.
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PROGRAMING

Peter Schmid, senior VP, marketing and
sales, Fries Entertainment, joins Good-
man Entertainment Group, Los Angeles,
as executive VP,

Jay Leon, director of research, Camelot
Entertainment Sales, New York, named
VP, research.

Susan G. Pollock, senior VP, Hearst En-
tertainment and VP, Lorimar, joins Uni-
versal Television, New York, as execu-
tive producer.

Terry Moore, supervising editor, Han-
na-Barbera Productions Inc., Los Ange-
les, named VP, post-production.

Carlos Barba, senior VP, programing
and promotion, Telemundo, joins Ven-
evision Internacional TV distributor,
Miami, as president of parent company,
Organizacion Diego Cisneros.

Keith Bellows, executive VP, editor of
Special Reports Magazine and executive
producer, Special Reports Television,
Whittle Communications, Knoxville,
Tenn., named president of programing
and editor-in-chief, Whittle Health Net-

Susan Pritchard,
manager of film
and video ser-
vices, Vidmark
Entertainment,
joins Moviestore
Entertainment,
Los Angeles, as
manager of opera-
tions.

Karey Nixon,
manager, current
drama programs,
NBC-TV, joins ABC Productions, Cen-
tury City, Calif., as director of develop-
ment.

John P. Vinnedge, VP, sales and devel-
opment, ScottyVinnedge Television,
joins All American Television, New
York, as VP.

Mary Ann Spero, VP, television, Adel-
son-Baumgarten  Productions, joins
Longbow uctions, Los Angeles, as
VP, television.

Pritchard

Stephan Ericson, manager, European
sales, Radio Vision International Inc.,
London, named managing director.

Anne Droste, regional operations man-
ager, Showtime Networks Inc., Los An-
geles, named regional sales manager,
special markets, business development.

work.

Please send
(O Broadcasting ¥ Magazine
J 3 years $225

casltingu
The News Magazine of the Fifth Estate g
1705 DeSales St.. N.W. Washington, D.C. 20036-4480

... {Check appropriate box)

= 2 years $160
{International subscrbers add $40/year for surface deivery)

O 6 mos. $42.50

{8 mos term mus! be prapad)

= 9 year 585

[ Broadcasting W Yearbook 1991

The complete guide to radio, television, and satellite facts and fig-
ures—3115 {$80 it payment by 5/16/91). Billable orders for the
Yearbook must be accompanied by company purchase order. Please
give street address for UPS delivery. Off press April 1991.

CRADER TOLL-FREE USING VISA OR MASTERCARD 1-B00-63& 7827

(L2 O Payment enclosed
Company 0O Bill me

Address Home? YesO NoD
City State Zip

Type of Business Title/Position

Heidi Lewellyn, regional sales manager,
special markets, Showtime Networks,
Denver, named director, special mar-
kets, business development there.

Tom Alison, president, Integrated Media
Marketing, l;smn:ywille, Y., joins
Home Shopping Network inc., St. Pe-
tersburg, Fla., as executive VP, strate-
gic development,.

Brendan Whelan, affiliate sales repre-
sentative, Sports News Network and
pay-per-view manager, Staten Island
Cable, joins Viewer’s Choice, New
York, as manager of affiliate relations.

Ron Johnson, West Coast sales manag-
er, Tribune Entertainment, Los Angeles,
named VP and general sales manager.

Jordan .Davis, director of creative af-
fairs, MTE, joins MCA Television En-
tertainment, Universal City, Calif., as
VP, creative affairs.

Davis Krisel

Gary Krisel, executive VP, Walt Disney
Television Animation, Burbank, Calif.,
named president.

Leisha Haworth, director of major mar-
ket accounts, United Video Inc., joins
Prevue Networks Inc., Tulsa, Okla., as
director of national accounts.

Steven Edelman, controller, Headstart
Technologies, joins West Glen Commu-
nications Inc., New York, as VP, fi-
nance and chief financial officer.

Lou Palmer, anchor and field reporter,
SportsCenter, ESPN, joins Inside Golf,
weekly distributed television program
produced by Prime Time Video Inc.,
Boca Raton, Fla., as host.

Trey Ware, program director and air
rsonality, KQTX(FM) San Antonio,
€X., joins KSRR(FM) there as program

director.

Mason Dixon, moming host, WKXX(FM)
Birmingham, Ala., joins WMTX(FM)
Clearwater, Fla. (Tampa), in same ca-

Signature Are you in cable TV operations O Yes pacity.
{required) a No . .
i~ TTTTTR \_/TTTTTTTTTT William S. Northup Jr., operations
| For renewal o: ddress change I manager, Fox Television’s national
| R L hereg i news service, Washington, joins Group
| | W News Services’ The Entertainment
b Viah W d Report, Los Angeles, as managing edi-
tor. [
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NEWS AND PUBLIC AFFAIRS

Karen D’Uva, producer, Benveen the
Lines public affairs series, Turner
Broadcasting System Inc., Atlanta,
named host.

Edie Magnus, health and medical corre-
spondent, CBS News, adds duties as
anchor, Healthralk, CBS Radio Net-
works.

Nicholas van Hoogstraten, director of
creative services, KTLA(TV) Los Ange-
les, named moming executive producer.
Raymond Brune, producer, WDIV(TV)
Detroit, joins KTLA tn same capacity.

Jeanne Lockhart, freelance anchor and
reporter, Seattle, joins KEZX-AM-FM
there as assistant news director and af-
ternoon anchor.

Lauren Scott, from WLVI-TV Cambridge,
Mass., joins WBZ.TV Boston, as general
assignment reporter.

Allen G. Beckner, former producer,
Good Morning Cincinnati, WKRC-TV
Cincinnati, joins WLWT(TV) there as pro-
ducer.

Dave Graveline, from WINZ(AM) Miami,
joins WIOD(AM) there as morning host,
Weekend Magazine, succeeding Chuck
Meyer, who continues as news director.

Linda Levy, news director, WKBW-TV
Buffalo, N.Y., named director of news
and local programing.

Deborah Countiss, 6 p.m. and 10 p.m.
co-anchor, wHIO-Tv Dayton, Ohio, joins
wsYX(Tv) Columbus, Ohio, in same ca-
pacity.

Michael Kronley, interim news director,
WTVT(TV) Tampa, Fla., joins wsoC-Tv
Charlotte, N.C., as news director.

Meryl Lin McKean, reporter, WDAF-TV
Kansas City, Mo., named morning and
noon anchor.

Appointments at wTsp-Tv St. Peters-
burg, Fla. (Tampa): Dave Wagner,
weekend anchor and reporter, named 5
p.m. anchor; Linda Hushen, reporter
and bureau chief, Tampa, named week-
end anchor, and Al Ruechel, reporter,
adds duties as noon anchor.

Mary Jo Walsh, weekend anchor and
reporter, WNBC-TV Binghampton, N.Y.,
joins WHTM-TV Harrisburg, Pa.

Dave Donaldson, from North Carolina
News Network, joins Alaska Public Ra-
dio Network, Anchorage, as Juncau
government correspondent, succeeding
Peter Kenyon, named host, Alaska
Nightly News,

Ron Davis, news director, WFYR-FM Chi-
cago, joins Nlinois News Network, there
as moming anchor and Chicago reporter.

Eric Earnhart, Blacksburg bureau chief,
WDBJ(TV) Roanoke, Va., joins WLOS(TV)
Asheville, N.C., as general assignment
reporter. Matt King, weekend editor,
wSMV(TV) Hashville, joins wLOS as
weekend editor and photographer.

Kevin McAuliffe, video products group
manager and news products marketing
manager, Reuters Japan, joins Visnews
international TV news agency, Tokyo,
as business manager.

Susan Tolve, senior editor and anchor,
wRKL(AM) New City, N.Y., named
news director.

Heather Unrvh, 6 p.m. and 11 p.m.
anchor, WMGC-TV Binghampton, N.Y.,
joins WBNG-TV there as weekend anchor
and reporter.

TECHNOLOGY

David Lewis, assistant chief engineer,
WTTG(TV) Washington, named chief en-
gincer. Darcy Antonellis, director,
Washington operations, CBS-TV, joins
WITG as VP, operations and engineer-
ing.

Ron Witke, VP, U.S. sales, Chyron
Corp., Melville, N.Y., named VP,
North American sales.

John Leveck, from Pacific Video Prod-
ucts, joins Microtime Inc., Costa Mesa,
Calif., as Western regional sales manag-
er. Michael Barsness, regional sales
manager, Digital Services Corp., joins
Microtime Inc., New Prague, Minn., as
Midwest regional sales manager.

Victor M. Landau, corporate engineer,
Palmer Communication Inc., joins co-
owned  WHO-AM-TV-KLYF(FM) Des
Moines, Idaho, as director of engineering.

Peter Noll, freelance production engi-
neer, Cleveland, joins woIO(Tv) Shaker
Heights, Ohio, as production engineer.

Earl W. Hocker, broadcast consultant
and ex-chief engincer, KTAN(AM) Sierra
Vista, Ariz., and KFNN(AM) Mesa,
Ariz., joins Boisie (Idaho) State Univer-
sity Radio Network, as director of oper-
ations and program engineering.

Timothy M. Scarpine, interim produc-
tion manager, West Michigan Public
Broadcasting, Grand Rapids, Mich.,
named production manager.

Appointments at ESPN Inc., Bristol,
Conn.: Kevin Hendel, master control op-
erator and sports coordinator, WHCT-TV
Hartford, Conn., named network opera-
tions and traffic controller; Dick Kling,
former director, operations and facili-
ties, named manager, studio operations,
and John Forster, from Titan Sports,
named studio technician 11.

Stephen H. Brighton, executive assistant

and director of sales and marketing, Acx-
iom Corp., joins parent company Infobase
Services, Conway, Ark., as CEO.

Frank E. Sheley, senior VP and chief
marketing officer, Amcore Financial
Inc., Rockford, Ill., joins C-COR Elec-
tronics Inc., State College, Pa., as VP,
sales and marketing.

David G. Morgenstern, former senior
field engineer, CMX Systems, joins
Hoffman Video Systems, Los Angeles,
as director of engineering division.

Don Holland, chicf engineer, WKBW-TV
Buffalo, N.Y., named VP and director
of engineering and operations of parent
company, Queen City Broadcasting of
New York Inc.

Appointments at ESPN, Bristol, Conn.:
Emory Strilkauskas, studio technician I,
named transmission technican and Jeff
Willis, senior remote operator, named
operations producer.

Donald H. Miskowich, director of mar-
keting, graphics division, Symbolics
Corp., joins Kodak’s Television Prod-
ucts division, Rochester, N.Y., as mar-
keting director, advanced technology
products,

PROMOTION AND PR

Leslye Schaefer, VP, marketing, VH-1,
New York, named senior VP, marketing
and promotion.

Vince Powers, marketing manager, Sny-
der Communications, Rockville, Md.,
and Jared Kallen, intern, Henry J. Kauf-
man & Assoc., join Porter/Novelli, Wash-
ington, as assistant account executives.

Curtis A. Pires, media relations direc-
tor, U.S, Fencing Association, named
staff publicist.

Marc Rosenberg, senior account execu-
tive, Aaron Cushman Associates, joins
Bohbot Communications of Illinois,
Chicago, as group supervisor, public re-
lations.

Lou Rera, art director, WKBW-TV Buffa-
lo, N.Y., named director of creative ser-
vices. John Discuillo, executive-in-
charge of AM Buffalo, wkBw-TV there,
adds duties as director of marketing and
promotion.

Patty Robertson, regional marketing di-
rector, Ringling Bros. and Barnum &
Bailey, joins WZEZ(FM) Nashville, as
promotion and marketing director.

Julie Hatlem, senior art director, Ova-
tion Marketing Inc., La Crosse, Wis.,
named director of creative services.

Gene Wooten, production director,
wPLIFM) New York, named creative
services director,
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ALLIED FIELDS

Thomas F. Burchill, president and CEO,
Hearst ABC-Viacom Entertainment Ser-
vices, elected chairman, Cabletelevision
Advertising Bureau’s board of directors,
New York.

Jerry M. Hermele, senior attorney, Re-
view Board, FCC, Washington, joins
Social Security Administration, there as
federal administrative law judge.

Louise Hurtubise, former director of
strategic planning, Astral Bellevue
Pathe, joins Canadian Association of
Broadcasters, Ottawa, as VP, radio.

Robert Moore, VP, research, Republic
Pictures, Los Angeles, establishes Rob-
ert Moore Enterprises television and ra-
dio market research and consulting firm,
Salt Lake City.

Michael H. Mallace, local sales manag-
er, KOOL-AM-FM Phoenix, joins Winona
Market Research Bureau, there as ac-
count director.

David J. Talbot, formerly of wMBD-TV
Peoria, 1Ill., and news director,
wDwS(AM) Champaign, [ll., has founded
Byzantine Communications consulting
group, Urbana, IIL.

Jim Willi, VP, operations, Audience Re-
search & Development, Dallas, named
executive VP, client services.

Appointments at National Captioning In-
stitute: Debra S. Davis, feature film pro-
ject manager, Orion Pictures, named
public relations manager, program mar-
keting, Hollywood; Anita Vick, manag-
er, corporate training, United Press In-
ternational, named manager, program
marketing, Falls Church, Va., and Shar-
on Greenberg, account executive, Ad-
vertising Age, named program market-
ing representative, New York.

Dolores L. Cody, associate general coun-
sel, The Arbitron Co., New York, named
general counsel, New York and Laurel,
Md.

Lynn Elizabeth Grosz, director of busi-
ness development, Training Resources

Group, joins Community Antenna Tele-
vision Association (CATA), Fairfax,
Va., as VP, industry training.

New officers elected at Ohio Cable Televi-
sion Association, Columbus, Ohio: Steven
R. Fry, Wamer Cable Communications,
president; Judith B. Pierce, Dimension
Cable Services, VP, and James K. Ander-
son, North Coast Cable, secretary.

New officers at National Association of
Minorities in Cable, Washington: John
Davis, United Cable of Baltimore, presi-
dent; Jeanine Taylor, Media General,
Alexandria, Va., VP; Richard Martin,
Mega Advertising, treasurer, and Evelyn
Webster, Jones Intercable, secretary.

New officers elected at Broadcast Cable
Financial Management Association, Des
Plaines, Ill.: Janet O. South, from Na-
tionwide Communications Inc., Rich-
mond, Va., president; Larry Marcus,
River City Television, St. Louis, VP;
James Strawn, Summit Communica-
tions Group, secretary, and William
Murray, Tribune Broadcasting Co.,
Chicago, treasurer.

Appointments at Coaxial Analysts Inc.,
Denver: James B. Mackenzie, VP, map-
ping services division, named president,
succeeding Ross W, MocPherson,
founder, who remains as chairman; Car-
man L. Skeehan, director of design divi-
sion, named VP, design services, and G.
Charlene Tatum, controller, named VP,
finance.

Carla Merriman, director of advertising
and creative services, Public Broadcast-
ing Service, Washington, joins Southern
California Cable Marketing Council,
Los Angeles, as executive director.

DEATHS

William Dozler, 83, TV producer, died
of stroke in Santa Monica, Calif., April
23. Dozier worked at Paramount, RKO,
Columbia and Goldwyn in 1940’s before
joining CBS-TV's programing depart-
ment in 1951. In early 1960’s he worked
at Screen Gems and was named presi-
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dent of Greenway Productions where he
produced Batman and The Green Hor-
net. He is survived by his wife, Ann;
daughter, Deborah; son, Robert; step-
gaughter, Gloria, and four grandchil-
ren.

Ken Curtis, 74, actor, died in his sleep
in Fresno, Calif., April 28. Curtis was
best known as deputy Festus Haggen,
character he portrayed on long-running
TV series, Gunsmoke, from 1964 to
1975. He began his career as staff singer
for NBC radio. Other TV appearances
included Ripcord, The Yellow Rose,
Once Upon a Texas Train, Rawhide,
Perry Mason and Have Gun, Will Trav-
el. He is survived by his wife and two
children.

Curtis

Jones

The Rev. Theodore Jones, 80, founder
and co-chairman, wCRB(FM) Waltham,
Mass. (Boston), died of cancer May 2.
Jones entered radio in 1940 at wKIP(AM)
Poughkeepsie, N.Y. selling advertising
time in evenings until 1945. He joined
WHOB(AM) Gardner, Mass., as manager
and moved to WCRB with stock interest
and as salesman in 1949. Surviving him
is wife, Nathalie, former treasurer and
board member, WCRB; two daughters,
Barbara and Ellie; son, Christopher; six
grandchildren, and brother, Starr.

Clifford H. Paul, 71, retired chief cable
engineer, Cable Television Bureau, Fed-
eral Communications Commission, died
during pace maker surgery in Port Saint
Lucy, Fla. After World War I, Paul was
an engineer with RCA, and later joined
NBC’s Wide Wide World in late 1950’s.
He worked at FCC from 1978 until his
retirement in 1983. He is survived by his
wife, Bea, and son, Marshall.

Emily McLaughlin, 61, TV actress, died
April 26 of cancer in Los Angeles.
McLaughlin was best known as Jessie
Brewer, ABC’s General Hospital soap
opera character. She was original cast
member of series that first aired in April,
1963. Her last appearance was in Febru-
ary this year.

Art Brown, 92, retired radio host, died
of cancer in Silver Spring, Md., April
27. Brown began his 30-year tenure as)
morning host at wOL(aM) Washington, |
and continued show when it changed to
wwbDC(aM) there. He retired in 1965.'
Surviving him is his brother, Walter.
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FIFTH ESTATER

KARL SAVATIEL: AN EAR FOR BUSINESS

tiel seemed to pursue altitude and
proximity to fire.

In 1949, at six years old, he enjoyed
his first ride on a fire company ladder
truck, driven by his father for New York
City.

About 10 years later, inspired by the
Soviets” launch of Sputnik and disap-
pointed with Washington for failing to
answer his written request for informa-
tion on rocket science, the high school
student, who would eventually orches-
trate the moves of the ABC and CBS
television networks to satellite, launched
homemade rockets powered by home-
made ‘‘solid fuel’’ from his Queens,
N.Y., apartment roof. At West Point, he
studied electrical engineering and
thermo dynamics.

And as fire support coordinator in Viet-
nam in 1967, he directed tactical air, heli-
copter gunship and artillery strikes from
the air for infantry cover. Twice enemy
fire knocked his own aircraft from the
sky. But he lived to see the government
deliver its rocket science information later
that year in Europe, assigning him to a
small “‘special (nuclear) ammo’’ support
unit that launched missiles toe big for
apartment rooftops.

If his affinities for fire and defying
gravity found satisfaction in his years as
an Army officer, more than 20 years
with AT&T Long Lines would develop a
deeper passion for piecing things togeth-
er into a whole. Directing infantry sup-
port strikes required a ‘‘visual gift,”’ he
says, and a gift for ‘*multiple tasking. It
was,’’ he recalls, *‘kind of like being a
symphony conductor’’—a model for his
journey through the sales, operations,
engineering, new technologies assess-
ment and strategic planning sections of
the Long Lines orchestra.

His first job as operations manager in
Springfield, Ill., exposed him to then
carthbound TV distribution. *‘We used
to have people up on their towers creat-
ing microwave routes on a temporary
basis, the operating center statf listening
for a verbal cue from an announcer to
switch [NFL football] games. When
Frank Gifford says such and such, you
flip the switch. I didn’t understand the
pressure; 1 didn’t understand the heat
that brought, until years later when [
meved to New York and started working

F or much of his youth, Karl Sava-

with the broadcasters.

First would come repeated lessons in
linking disparate communications pieces
for large corporate accounts, such as

aboard satellites adopted, and then aban-
doned, by the telephone industry in the
1980°s.

A move to headquarters in 1977 put
him in charge of Competitive Assess-
ment and a move toward ‘‘market ori-
ented network development, Looking
for efficiencies,” he says, Long Lines
used computers to centralize remote
switching for ad hoc microwave net-
works and consolidated 120 TV operat-
ing centers into seven and, eventually,
one in New York.

By 1982, as director of Media Broad-
cast Services, Savatiel began orchestrat-
ing the gradual and cautious moves of
ABC and CBS to the sky. ‘“*He was
really the guiding spirit behind making it
happen, despite corporate resistance’’
above him, says Capital Cities/ABC Se-
nior Vice President Julius Barnathan.
““It was Karl who convinced them’’ to

Ford Motor Co. and
Armco Steel Inc.,
which held interests in

Karl Robert Savatiel

build its Telstar birds or
lose its 30-year network
clients.

oil and insurance, as
well as steel.

The lessons, and
AT&T's *‘evolution to-
ward a more market-
oriented, customer fo-
cused approach,”’
which defines his ap-
proach today, paralleled
Savatiel's rise toward
Long Line headquar-
ters. When transmission
technologies proliferat-
ed, and companics like
Chicago-based Midwest
Microwave began to
compete with the mo-
nopoly in the 1970's,
AT&T called on him to
evaluate new media, in-
cluding fiber optics.

The position gave
him his first exposure to
satellite delivery as a
business operation, as
AT&T joined with GTE

President, Satellite
Communications, AT&T,
ehairman-CEQ, AT&T Tridom
VSAT Services, Basking Ridge,
N.J.;b. June 17, 1943, Queens,
N.Y.; BS, United States Military
Academy, West Point, N.Y .,
1965; MBA, marketing, DePaul
U., Chicago, 1977; lieutenant,
eaptain, U.S. Army, 1965-70;
operations supervisor, AT&T
Long Lines, Springfield, 111,
1970-72; operations manager,
Detroit Special Services, 1972-74;
senior engineer, fundamental
planning, Chicago, 1974-76;
district manager, operations,
Chicago, 1976; national account
manager, Middletown, Okhio,
1977; manager, Competilive
Assessment, headquarters,
Bedminster, N.J., 1979-31;
director, Media Broadeast
Services, New York, 1981-85, all
AT&T Long Lines; present
positions since 1985. Divorced,
children—Angela, 22; Kathleen,
17.

The loss of NBC to
RCA (now GE Ameri-
com) satellite delivery
‘‘got the attention of
some corporate folks'™ at
AT&T, and Savatiel was
given the resources 1
‘‘set up a more pro-ac-
tive approach,’ he says,
culminating with his cre-
ating Satellite Communi-
cations in |985.

The scheduled May
1993 and March 1994
launches of AT&T's
Telstar 401 and 402—
the largest and perhaps
most versatile pair of
birds ever designed for
commercial use in the
United States—promise
to bring to full crescen-
do Karl Savatiel’s pas-
sion for turning compli-
cated scores into music.

Launches are risky

to construct nine major
earth stations to handle long distance
trunks. ‘‘My job,”” he says, ‘“‘was to
design where the traffic should go”’—an
experience that would prepare him to
understand the traffic needs of TV net-
works, eventually his primary customers

business. But recalling
his two aircraft going down in Vietnam,
the satellite maestro says such experi-
ence ‘‘makes you realize God is in
charge, because you don’t have any con-
trof over these things.”” Words of a fly-
er. Words of one familiar with fire. @
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IN BRIEF

Former network and studio president
Tony Thomepoulos has been named presi-
dent of Amblin Television in move viewed
as aggressive step by Amblin Entertain-
ment founder Steven Spiclberg to be-
come larger player in television produc-

4

tion. Thomopoulos is veteran of
broadcasting business. He joined ABC
in 1973 as vice president of prime time
programs and in 1978 was named presi-
dent of ABC Entertainment. He became
president of ABC Broadcast Group in
1983. Two years later, he was named
president of motion picture and televi-
sion groups at United Artists and was
named chairman of United Artists Pic-
tures in 1986. In 1989, he formed Tho-
mopoulos Productions, which concen-
trates on motion picture and TV
production.

Tomorrow (Tuesday, May 7) is date set
for auction betwoen (NBC and Dow Jones/
Group W to bwy FNN. Sccond circuit court
refused last week to hear CNBC’s ap-
peal of district court ruling that reinstat-
ed Dow Jones/Group W in bidding pro-
cess. Entering auction, both parties have
$115 million bids on table. Latest talk
has Capcities/ABC and possibly Hearst
coming in to work on prime time pro-
graming with whoever buys channel.
Source, however, said talks, which were
taking place with at least CNBC earlier
this year (‘‘Closed Circuit,”” Feb. 4)
were put on hold when CNBC and Dow
Jones/Group W got into bidding war in
March.

NBC News would not comment on reporis
last week that division was planning new
round of ewtbacks designed to further re-

SUPERSTATIONS HEADING NORTH

he satellite distributors of superstations such as WIRBSITV ) Atlanta and WS-

Tv Chicago are one big step closer o crscking the Canadian home satellite
and cable market.

The State Department last wesk gave the FCC the green light o authonize
the distributors o sell their popular services north of the bonder. According to
FOC officials, the authorization should be forthcoming within a weck or two

Although the dustributors are plewsed with the prospect of linally bemg able
to move intn Canada, they sce it as a limited opportunity. *We ane happy we
have an additonal marker, but it 15 ool going o greatly improve the fomune of
our company,”’ said Jeff Treeman, senior vice president, United Video, which
distributes WGN-Tv and wWrLIXiTv) New York, among oihers.

*Idon’t think anyhody is gong bo get rich, but it's an add-on."” said Claude
Lewis, executive vice president, Canadian Satellite Comimunications Inc
(Cancom}, which has contracts to market signals in Canada for United Video,
Eastern Microwave (WwWwoRTY MNew York and Wik TV Boston) and Southemn
Satellite Systerns {wTRS Atlanta),

According to Lewis, distributors would be more excited about the Canadian
market if not for govermment regulations restricting the sale of U5, broadcast
signals in mosl systems (o subscribers who ake one oF more pay services
There are 6.6 million basic cable homes in Canada, Lewis said, but the
restrictions shrink the potential markei (o aroand 900,000 homes

Gil Korta, vice president, Enstern Microwave, said he is not discouraged by
the restriction. **¥ou have to look at the long term,”” he said. The government
might eventually be persuaded to relax the restrictions, he said. ““Then [the
market] becomes meaningful. ™’

The State Deparntmeni had blocked U8, distributors from serving Canada
until the government there had set up a system for compensanng copyright
holders. State’s letter lifting its objection nowed that the government has
created such a system, which won final appriwval by the Canadian Cabinei last

December.

duce its domestic bureaus and rely more
on local stations for network newsgath-
ering. Network, which lost more than
$35 million in advertising revenue and
expenses tied to Persian Gulf war cover-
age, has been looking for ways to econo-
mize since February. Special commis-
sion is also in place at ABC News to
review costs, while CBS/Broadcast
Group president Howard Stringer said
network is talking with CNN and others
about possible alliances. In other cost-
saving efforts, talks are said to have
“cooled”” on possible formation of
mega-news agency for international
newsgathering, according to network
NEWS SOUTCES.

The Cosby Show ond A Different World,
both Carsey-Werner Productions series,
have been renewed for next season. An-
nouncement was made by Warren Little-
field, president, NBC Entertainment.

The Cosby Show will return for its eighth
season, A Different World for its fourth.

Florida Supreme Court judge ruled April
25 that jowrnalists must surrender non-
tolovised videotape if material is needed
as evidence in criminal trial. In 4-2 deci-
sion, CBS News would face *‘no realis-
tic threat of restraint or impingement on
the newsgathering process’’ in turning
over videotape outtakes of drug arrest
shot for 48 Hours.

Los Angeles is expected to vote early this
week on Mayor Tom Bradley’s proposal
to extend 10% wtilities tax to cable. City’s
finance committee approved extension
last week.

New York state court on Tuesday dis-
missed $50 million kibel adion against
tolk show host Phil Donahue, six of his
producers, producer and syndicator Mul-
timedia Entertainment Inc., broadcaster
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NBC and consumer activist Karin We-
ber, whose appearance on Donahue in
1989 launched suit. Court said suit,
based on Webcr's on-air complaints
about Behr’s furniture store chain, was
dismissed on grounds that opinions are
protected and show was not responsible
for Weber's personal views. Defense at-
torney Charles Sims labeled decision
*‘an important victory for live television
in general, and the talk show format and
televiscd consumer advocacy and report-
ing in particular.””

Naotional Assocdation of Black Owned
Broadcasters, in letier to Congress last
week, said “no conceivable public benefit
will result” from raising limits on owner-
ship of radio stations. FCC plans 10
launch this Thursday (May 9) rulemak-
ing revisiting limits—I12 AM’s and 12
FM’s.

wimiam) Newark, M.J., sold by Spanish
American Radio Communications Inc.
to Douglas Broadcasting Inc. for $6.75
million. Station was sold out of bankrupt-
¢y in 1989 for $4.1 million. Seller is
headed by Raphael Diaz, Hugh McCo-
mas and Danny Stiles, and has no other
broadcast interests. Buyer, headed by
John Douglas, is licensee of KMAX(FM)
Arcadia, KEST(AM) San Francisco,
KWWN(FM) Placerville and KOBO(AM)
Yuba City, all California. wNIR is 5 kw
fulltimer with urban contemporary for-
mat. Brokers: William B. Schutz Jr. and
Gordon Sherman & Associates.

Henson Associates and Walt Disney settled
their differences and dismissed respective
law suits last week with Disney issuing
apology to Henson family and their
company over disagreement between
Disney’s licensing rights to Henson's
muppet characters. New agreement al-
lows Disncy (o exhibit **Kermit the Frog
Presents: MuppetVision 3-D"°  and
*‘Here Come the Muppets™ at Disney-
MGM Studios Theme Park in Florida for
initial run of 18 months and contains
option for Disney to extend its term for
additional three-and-a-half years.

Turner officials confirmed last week that
company and ABC reached verbal
agreement for weekend carriage of 1994
Goodwill Games from Soviet Union. It is
envisioned that ABC will carry four to
six hours each weekend, while Turner
will carry midweek portion.

New York Governor Marie Cuomo will
speak at NAB Radio "9 convention in San
Francisco. Cuomo appears on Friday,
Sept. 13, during management session.
Among other highlights: speeches by
FCC Commissioner Sherrie Marshall
and Keith Reinhard, chairman of DDB
Needham.
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OFF-NET KID’S SHOW BEING STRIPPED FOR FALL

K eith Samples’ Rysher Entertainment, formed just last month, has launched
its first syndication project. The company, in a venture with Tribune
Entertainment, is selling the off-network version of the NBC Saturday morn-
ing show Saved by the Bell as a strip for fall 1991,

According to Samples, Rysher has already cleared more than 55% of the
country with the strip, including the top three Tribune-owned stations, wpiX-
TV New York, KTLA-TV Los Angeles and WGN-TvV Chicago.

Samples is selling the show as a transitional vehicle leading out of chil-
dren’s programing (4:30-6 p.mn.). ‘‘Demographically, it's a lot like Charles in
Charge, which Tribune has had success with, and which played a big role in
their interest in the show,’” said Samples. That sentiment was confirmed by
Michael Eigner, vice president and general manager, WPIX-TV.

Rysher is selling the show to stations, while Tribune is selling the barter time
in the program. The show is being offered for straight barter in the first year (2
minutes national/4'2 minutes local), and for cash only in years two and threc.

The program, which expands to an hour next fall on NBC’s Saturday
lineup, has 65 episodes in the can, with another 23 on order for next season.
There’s no word on whether the show will remain in production beyond next
year.

The deal raised a few eyebrows among NBC affiliates, who said the
network probably should stay out of the business of licensing for syndication
shows still on the network. (Saturday Night Live has been in syndication for
some time, however). The concern, however, seemed 1o be based more on
principle than the potential for real harm. **It bothers me somewhat but it isn’t
something ['d slit my wrists over,”’ said Jerry Eaton, program director at KYW-
Tv Philadelphia, *‘it’s not unprecedented.”” Another NBC affiliate program
director suggested the strip version of Be!l could actually promote viewership
of the Saturday network version.

According to John Agoglia, president, NBC Enterprises, the Bell distribu-
tion deal has been in the works for some time, and has been permissible under
both the new and old sets of financial interest and syndication rules. NBC
retains the international rights to the show, and has sold it in countries
including France, Spain and Australia. “*This deal will give us the ability to
produce a higher number of original episodes,”” Agoglia added. -5M

TURNER'S PREEMPTIVE STRIKE

ed Turner fired the first shot last week in anticipation of a Senate Commerce

Committee vote on cable reregulation legislation. The committee is expected
to mark up S.12 some time this month, and Tumer sent a letter to committee
members stating that it would have a ‘‘large and adverse regulatory impact on
cable television.”” “'In a major change from last year's bill, municipal rate
regulation would reach beyond a ‘lifeline tier’ to include all or nearly all basic
cable networks,”” Turner wrote. The effect, he said, would be ‘‘municipal rate
regulation far more pervasive than beforc enactment of the 1984 Cable Act.”
S.12 also imposes ‘‘complex regulation of program access, must carry and
vertical and horizontal integration, which we do not support.’

Meanwhile, the National Association of Broadcasters is making a big push
to pass an amendment (o S.12 that would give broadcasters a retransmission
consent right. It would give broadcasters control over the use of their signals.
Jim May, NAB’s executive vice president for government relations, said the
association had its members meet with senators who were home last week
during a recess. It is an “‘extensive effort,”’ said May, whose members are
“‘excited about the prospects’” of obtaining retrunsmission consent right.

Community Antenna Television Association President Steve Effros said
S.12 would knock off distant signals for rural cable systems as well as TVRO
subscribers. *‘It’s very draconian,” he said. He added that it would probably
be very harmful to small broadcasters.

Fox Broadcasting said the must carry portion would prevent carriage of imported,
but significantly viewed, Fox affiliates on the lowest tier and preempts cable
operators directly affiliating with Fox Net to place it on that tier.
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EDITORIALN

CUTTING THE NETWORKS
DOWN TO SIZE

hort of Armageddon, this page never seriously thought

that the three major TV networks might cut short their

prime time and turn the 10-11 p.m. time period back to
affiliates. Well, we’ve been thinking about it for several weeks
now—ever since the FCC came out with its 3-2 verdict on the
financial interest and syndication rules—and we’re no longer
in a state of disbelief. As this week’s *'Top of the Week™”
story (page 20) testifies, it could happen.

Whether it will is something else again. At the very least it
would be a tortured decision, with the networks having to
conclude that it is better to forgo dominance to service the
bottom line. They could, right off, get back into the first-run
syndication business, along with Fox, the fourth network to
whose needs the FCC was catering when it came up with the
15-hour network definition. They could cut their programing
inventory, presumably dropping the weakest shows and stay-
ing with the fittest. Advertising inventory also would shrink,
driving prices up—a not unwelcome development in a soft
market. (It might be like the salad days of the prime time
access rule, which squeezed ABC back into being a viable
third network and pushed all network profits into high gear.)
And, of course, they could deal at will in the financial interest
area, domestically and overseas.

Many affiliates—the larger, more powerful ones—might be
elated. They could go to news or buy syndicated product,
perhaps even the same shows that were displaced from the
network lineups. Smaller affiliates, to hear them tell it, would
be devastated.

Would it be the end of free, over-the-air television as we
know it? No; the medium’s resilient enough to survive even
that severe a dismembering. But only those in the industry
with a penchant for chaos would enjoy riding this one out, as
only the most optimistic would predict that the audience at
home would be better served.

As we said at the outset, anything can happen. Today’s
television business is so volatile—and so vulnerable, in its
sensitivity to economic reality and change—that few can pre-
dict the next major turn. That, of course, is why the networks
sought repeal in the first place, and why the FCC's majority
may rue the day it decided to continue micromanaging the
program marketplace.

IN PURSUIT OF EXCELLENCE

his page has been impressed with Steven Bochco since
the earliest days of Hill Street Blues when, ignoring the
advice of his own police sergeant character to ‘‘be
careful out there,”” he took chances with form and style to

Committed to the First Amendment and the Fifth Estate

fashion, along with co-creator Michael Kozoll, unconvention-
al TV that rang true. (It didn’t hurt to have a mentor like Grant
Tinker, who helped put the “*vision’’ in television.)

Ten years later, Bochco, who is interviewed in this issue
(see page 25), is still at it, with success stories like L.A. Law
and Doogie Howser, noble failures like Cop Rock and Bay
City Blues, and such future prospects as the upcoming Capital
Critters. Although Cop Rock’s unusual premise had some
critics wondering what Bochco—who has a long-term produc-
tion deal with ABC—might dream up next, the image of the
artist out on a creative tangent, untroubled by practical con-
cerns, is far from the mark. As Bochco himself says: ‘I don’t
have an attitude of ‘Oh, gee, what can I do next that’s really
going to freak out ABC? I'm very comfortable with the
commercial nature of the medium, and I have no interest in
making quirky failures.”” Quirky successes? That’s another
story.

But most of all, what Bochco has an interest in making is
thoughtful, well-written, well-acted television. Although
Bochco himself is not a frequent watcher, he is no TV snob.
He has a refreshing respect for his audience, aiming for a
common denominator of quality in his programing that he
believes will attract a following. He has been successful
enough to write his own ticket in a medium that’s not in the
habit of rewarding failure.

Bochco has set high standards for his company. Among his
happiest times, he recalls, were his early years at MTM,
*‘when Grant was there and MTM was this remarkable, small
production house that nurtured writers and protected them and
empowered them, and those days arc long gone at MTM. [We
received with unease the news several weeks ago that MTM's
London-based parent TV South had replaced MTM President
Mel Blumenthal with the company’s chief financial officer.]
But I would love—I fantasize about this—being able to be in
television in the nineties what MTM was in the seventies and
early eighties.”

For the medium’s sake, we’d love it too.

Drawn for BROADCASTING by Jack Schmidt

““How often do | have to tell you not to wear biue when you're
working with the chroma key!”’

74 Editorials

Broadeasting May 6 1991




SrewviAL

HISPANIC RADIO:
WE HAVE THE

U.S. COVERED
May 20, 1991

Understanding Hispanic Media
A Continuing Series of Special Reports
From Broadcasting

%= Hispanic Households
over 10,000

A Fresh look at the latest developments in:

* Hispanic Rep Firms—What is their Future?

* Buying Time—Is it getting easier?

* Group Owners—Who is committed to Hispanic Radio?
* Top 5 Markets—How do they operate?

* Ratings Research—Meeting the challenges.

* Networks—A look at news and programming.

ADVERTISERS—Take advantage of our BONUS CIRCULATION
Deadline for materials is May 10, 1991

RESERVE YOUR SPACE TODAY

3 d tina: WASHINGTON DC NEW YORK  LOS ANGELES
roaacastiingu 202-659-2340 212-599-2830 213-463-3148



SOME TRUCKING
OMPANIES

WANTTHEM.

DO YOU?

Double and triple trailer trucks, almost half a
football field long and welghmg rmrgtha
41 automobiles. ‘
The trucking companies that want them A
are trying very hard to persuad_e Congress'. - &8
to clear the way for them to - i s
run everywhere. ' L
If these trucking companies have 4
their way, there will be alot more &
of these trucks on the highways =
and a lot more traffic. That means &=
more accidents, more fuel con- -
sumption, more congestion,
more pollution, more damage &
to the roads and more '
fuel taxes for motorists.
If you don’t want these £
bigger trucks,you can
stop them. A
To find out how, e
call 1-800-592-4900.
Or if you're against
a deadline, call
1-202-639-2555.

PLEASE ADD MY NAME T0 YOUR MEDIA
INFORMATION MAILING LIST.

o reecccscscoms oo - - {)

Mail to:

Association of American Railroads
Media information

50 F Street, NW—Rm.4200
Washington, DC 20001

Name:___ _
Company:__
Address:
City: _State:__ Zipi
Phone:(  }

ASSOCGIATION OF AMERICAN RAILROADS
This message is endorsed by:
Independent Owner-Operator Drivers Association »
Friends Of The Earth« Sierra Club »
National Taxpayers Union and many others. BC
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