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JOAN'S 1990-1991 MASTERSTROKES:
DRAMATIC SHARE INCREASES
IN MAY!

The overnights paint a powerful
picture of Joan’s performance
this May! She earned significant
share increases among top
markets nationwide—proving
once again that she's a master
atthe art of winning audiencest
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27 / IT'S OFFICIAL
FOR FALL

The networks unveil their
fall schedules, with Fox
making the additional
announcement that it will
henceforth feature year-
round series introductions
and development, and will
up its series orders from 22 to
30 or more in some cases.
The move, says Fox, will
give it carlier syndication
opportunities and lower costs
in bulkier buys for proven
petformers. New shows,
however, may have less
time to find an audience
before getting the ax.
ABC drops several dramas,
adds reality series. NBC
revamps Friday-Sunday, |
‘ leaves rest of week
essentially intact. CBS shoots
| for number one with half-
hour comedies and return of

Carol Burnett in hour show. 32 / FOX CATCHES
SALHANY

30 / CARNEGIE HALL Syndication head at

CONCLAVE Paramount moves to

Twentieth Television as
chairman, overseeing
domestic and international
syndication and network and
cable production.

The meeting of NBC
affiliates in New York last
week was surprisingly
upbeat. Among the news
there: Tonight is being
delayed five minutes to allow
local stations to expand
their news, and the network
is launching an anchored

| overnight news feed.

31/ EYEON
‘ IMPROVEMENT

CBS affiliates meet in

New York this week with no
major network
announcements expected.
The focus will be on
reviewing just-announced
programing and |
promotion plans, and on
mending fences damaged

by a 20% compensation cut
earlier this year.
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At fall schedule unveiling, ABC’s Bob Iger talks
to “Full House" stars Mary Kate and Ashley Olsen (page 27)

33 / TECHNOLOGICAL
KEY

President’s Council on
Competitiveness, chaired by
Vice President Dan

Quayle, is working on
telecommunications

pelicy white paper that will
likely propose greater

deregulation of broadcasting,
cable and common carrier
industries.

33 / SLOW SPOT

Spot TV remains weak
and shows few signs of a
quick recovery, according
to best estimates.

38 / “CRIMETIME"’
DOES PAY

CBS is preparing fall
additions and modifications
to its late night
mystery/adventure wheel,
which the network says is
drawing the younger
demographic it was
targeting.

39 / MORE DOWNS
THAN UPS FOR WORLD
LEAGUE

As the new football league
winds up its first season,
advertisers and
rightsholders—ABC and
USA Network—are
disappointed with its ratings
performance, below the 3-
4 hoped for.

President Bush addresses NBC affiliates in New York (page 30)



41 / RADIO WANTS
POST-BAN HELP

Broadcasters would like
more explicit guidelines on
what they can and cannot
air in the wake of the Court
of Appeals throwing out
the FCC’s 24-hour ban on
indecent programing.

41 / 1990 NATIONAL
SPOT POSTS 5% RISE

Advertiser group with the
largest increase in radio
spending last year was
communications. Top five
categories were food,
automotive, travel and
shipping, beer/wine/ale
and consumer services.

42 / HIGH PRICE OF
SUCCESS

While National Public
Radio affiliates celebrate
growing success of
programing, they are under
increasing pressure to find
new ways to pay for it.
American Public Radio
plans to offer its affiliates
more new, low-cost

shows,

44 / 150-PLUS
CHANNEL CHALLENGE

Basic networks are busy
devising new program
services to take advantage

of the upcoming explosion of
channels brought about by
compression technology.

47 / TAKING CARE OF
BUSINESS

Protracted battle for FNN
ends with its sale to its chief
competitor. The service
signs off, then on again as
CNBC/FNN Daytime.

49 / WORLD ON A
WIRE

At a wireless cable

seminar in Washington, three
F’s—fiber, financing and
frequencies—are the topics of
conversation as attendees
pondered their prospects for

World League of American Football wraps up its first season to less-
than-great ratings (page 39)

securing a spot in the
crowded media marketplace.

50 / HILL AND HSN

In response to push by
Home Shopping Network to
get must carry for its TV
stations, Senate
Communications
Subcommittee Chairman
Daniel Inouye raises
question to FCC Chairman Al
Sikes of whether HSN's
stations are subject to public
interest obligations.

51/ READY FOR A
CHANGE

It looks as if the FCC is
about to revise its rules
authorizing satellite TV
stations and set up criteria. It
now rules on requests on a
case-by-case basis.

52 / PATRICK TO
TIME WARNER

Media company hires

former FCC chairman to head
a new subsidiary based in
Washington to explore non-
broadcast communications
services.

53 / WHAT T0 DO AT
TVB?

BROADCASTING asked
some Fifth Estaters their
opinions on the budget

and membership problems of
the trade association.

55 / SMOOTHING
OUT ROUGH EDGES

Cable network executives
and media buyers are

working together to

improve relations between
the two, which have been
strained for some time.
Media buyers have been
frustrated in the past with the
administrative practices at
many cable networks, The
Cabletelevision

Advertising Bureau has
formed a task force to
develop new rules. With less
money expected to be

spent in this year’s upfront,
administrative procedures
will take on even greater
importance.

60 / HDTV DEBATE

In House hearings last
week, computer and
telephone industries
challenge the FCC and its
advisory committee for
stressing development of

broadcast high-definition
television over a system
geared to fiber optic
transmission.

62 / MEASURING
MULTIPATH

San Francisco is the test

site for measurements by the
Institute for
Telecommunications
Sciences and NTIA to
determine how multipath
interference is likely to
degrade simulcast HDTV
signals.

79 / ¥CCU'S POINT
MAN

From working at a 500 w
daytimer to a journalism
student at the University
of Missouri to general
counsel at the FCC,
Robert Pettit has had a
longstanding interest in
broadcasting. His former
boss, former FCC
Commissioner Mimi
Dawson, gave this
assessment: ‘“The man never
gave me a piece of bad
advice.”’
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NINE DAYS AND COUNTING

..until Broadcasting/Cable Interface V, the telecommunications policy
seminar designed to gather top executives of the radio, television and cable
industries for an intensive series of presentations and panel discussions on
the principal issues of the day.

Beginning with an address by Senator Ernest Hollings (D-8.C.), chairman of
the Senate Commerce Committee.

Followed by Chairman Alfred Sikes of the FCC.

And featuring keynote remarks by Nick Nicholas, president of Time Warner,
and closing remarks by Senator Conrad Burns (R-Mont.). Three other FCC
comnissioners—dJames Quello, Sherrie Marshall and Ervin Duggan—also
will appear.

The lead-off panel—the “Industry Leaders” forum—features Burt Staniar of
Westinghouse, Jim Robbins cf Cox Cable, Jay Kriegel of CBS, Michael Lambert of
Fox and William Ferguson of NYNEX. Their discussion will set the agenda for
much that follows.

Other panels:

O On the broadcast/cable economy, featuring financial analysts from the
investment and banking communities, the leading advertising agency business
forecaster, as well as chief financial officers from operating companies.

O On TV sports, featuring experts from CBS, NBC, Turner Broadcasting, ESPN
and Comsat Video.

0 0On TV news, featuring broadcasting/cable journalists from NBC, CBS, CNN,
Cablevision Systems and RTNDA.

0 And a special one-on-one debate on the prime time access rule.

'NTERFACE V will be held in the auditorium of Washington’s ANA Hotel
(formerly the Westin; 24th and M Streets N.W.) on June 5, with a continental
breakfast beginning at 8:30 a.m., the agenda beginning at 9 and sessicns
carrying through to 6 p.m. Luncheon is scheduled from 12:30to 2 p.m. A
reception from 6 to 7 wraps up the day. Some 200 media executives,
communications lawyers, banking industry and Washington representatives
are expected to attend, with many broadcast/cable disciplines represented.
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LOSED CIRCUIT

WASHINGTON
Preemptive strike

National Cable Television Associa-
tion late last Friday filed petition asking
FCC to add good actor provision to
new effective competition rules expected
to be adopted June 13. NCTA pro-
posed permitting * ‘regulation of rates for
basic services in those instances in
which rates for services of individual
systems deviate substantially from
those on comparably sized systems.”
NCTA hopes that adding provision
will head off more stringent cable regu-
lation in Congress. If that’s purpose,
said one FCC official, it’s **a cynical at-
tempt to game the commission pro-
cesses.”’ According to sources, NCTA
sought blessing for plan from House
Energy and Commerce Committee
Chairman John Dingell (D-Mich.),
but it was unclear whether they got it.

Not ready yet

FCC’s release of its new fin-syn rules
was delayed yet again last week. Among
sticking points was setting of effec-
tive date. Among options discussed by
three-commissioner majority that
adopted rules April 9 was putting off ef-
fective date until after FCC has ruled
on inevitable petitions for reconsider-
ation this fall. Idea died quick death.
By week’s end, none of majority com-
missioners (Ervin Duggan, Sherrie
Marshall and Andrew Barrett) or their
aides, who have been drafting report,
would take credit for idea. However,
most fingers were pointing at Mar-
shall’s office. Commissioners are now
considering more conventional ap-
proach, putting rules into effect 30-45
days after publication in Federal Reg-
ister, which is expected within week of
order’s release.

Northern exposure

FCC plans to take long, hard look at
whether to permit satellite carriers to
distribute WTBS(TV) Atlanta and other
U.S. superstations in Canada, according
to high-ranking official. State De-
partment gave green light for north-of-
border distribution month ago, saying

NBC and affiliate executives took over the famed skating rink at Rockefeller Plaza in New
York last Wednesday (May 22) for a reception on the first night of the annual affiliates
meeting. Shown from left to right: Joseph Cook, president and general manager, wala-1v
Mobile, Ala.; his wife, Beverly; Peter Desnoes, chairman, Burnham Broadcasting; Robert
Wright, president, NBC; Roger Ogden, president and general manager, Kene.Tv Denver, and
Weight's wife, Suzanne.

Canadian government had set up accept-
able copyright scheme for compen-
sating U.S. producers whose programs
appear on superstations. No fan of
compulsory copyright license in U.S.,
upon which Canadian scheme is
modeled, FCC wants to carefully exam-
ine copyright issues before giving
carriers final authorization.

To make sure FCC did not act
without review, representatives of pro-
gram producers and syndicators have
been making rounds at agency. Among
them: former FCC General Counsel
Diane Killoty, on behalf of studios, and
George Shapiro, on behalf of Via-
com.

Show time

Time Warner was promoting its pro-
posed 150-channel cable system for
Queens, N.Y ., on Capitol Hill last
week. Presentation was held for mem-
bers of New York House delegation,
who were invited by Queens, N.Y .,
Democratic Congressmen Jim Scheu-
er and Edolphus Towns. They had seen
presentation back home and suggest-
ed Time Warner do same in Washing-
ton. Participating in forum were

Time Warner's Steve Ross; ATC’s Joe
Collins; Dick Aurelio, head of Time
Wamner's New York operations, and
ATC’s chief engineer, Jim Chiddix.
Members of House Energy and Com-
merce Committee also attended pre-

sentation, including Dennis Eckart (D-
Ohio), Jim Cooper (D-Tenn.), Billy
Tauzin (D-La.) and Matthew Rinaldo
(R-N.I.). They serve on House Tele-
communications Subcommittee with
Scheuer.

NEW YORK

High profile

Robert F.X. Sillerman will be likely
roastee at this year’s Bayliss Broadcast
Foundation dinner in October. There
is, however, more immediate look at
station, football team owner and fi-
nancier in works at Forbes that has Sil-
lerman worried. Currently in process
of raising additional money for acquisi-
tion fund, Sillerman told BROAD-
CASTING last week that his initial mar-
keting of fund had to be delayed after
Wall Street Journal article that head-
lined his dealings with Metropolitan
Broadcasting as **Tycoon’s Asset Strip-
ping.”’ One person familiar with
fund—whose first closing eventually
took place at $20 million—said.
**That blew away the Japanese, Allstate,
and some others who had circled deal
for $5 million to $7 million.”’

Subjects Forbes piece may focus
on include Sillerman’s business relations
with past and current partners, in-
cluding Grqup W, with whom he has
had two recent disputes. Article
could also detail some recent Sillerman

& Cosed Circuit
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REGIONAL SPORTS MERGER TALKS OFF, FOR NOW

oth sides in the SportsChannel America-Prime Network merger discus-

stons were taking a break from the table last week, saying an impasse has
becn reached in the latest round of talks. In what has become one of the
industry’s longest cn-again, off-again negotiations, NBC Cable President Tom
Rogers said the talks “taren’t going anywhere.”" TCIl's Robert Thomson said
“ir's extremnely unfortunate for our subscribers and contrary to good business
sense that the talks are cratering.'” NBC owns half of SportsChannel, and
TCI, through Liberty Media, owns the majority of Prime. However, TCI and
Bill Daniels, as general parners in Pnme, have equal say in running the
operation and approving such deals. Daniels said last week that the talks *‘are
temporarily in the tank,’” but that doesn’t mean negotiations won’t start again,
He said that while Prime is larger than SCA, there are some advantages to
merging, hut not until it's a fair deal for everybody.” (Group W and
Houston Sports Association are the other minority partners in Prime.) Roger
Wemer, Prime Ventures president, which oversees Daniels’ sports interests,
siaid, “‘our view all along has been that the deal has a 50-50 probability at

hest. ™

As 1o where the backdrop services would go from here, Rogers said sports
news, which SCA has pondered, was now “*far more in the cards'” for SCA.

dealings with banks. At least one of
those disputes, over WHMP-AM-FM
Northampton, Mass., went to court,
although both sides say matter has re-
cently been settled. Article may also
reveal some financial details of privately
held Sillerman Companies. Sillerman
acknowledged the conflicts but noted
that he has been involved in transac-
tions for over 100 stations. As for
Forbes inquiry, he said, *‘I am not
happy, but there is not much I can do
aboutit.”

Lights, cameras

CBS is planning September or Octo-
ber installation of robotic cameras at
CBS Broadcast Center in New York
for newsroom operations at both net-
work and owned-and-operated wCBs-
Tv. Cameras are likely to be impiement-
ed first on network morning news.
Equipment, similar to system earlier in-
stalled at NBC Nightly News, is to be
supplied by Montville, N.J.-based Vin-
ten Broadcast inc.

Olympics for C(NBC?

Even NBC-owned CNBC is balking a
bit af preempting its programing for two
weeks to carry NBC and Cablevi-

sion’s 1992 pay-per-view Olympics,
concept that NBC is trying to push on
other networks, notably Discovery and
Family Channel. CNBC is basking in
glow of last week’s completed acquisi-
tion of FNN, and for now doesn’t

seem to be in any mood to give up its
channel for two weeks next summer.

Al Barber, president of CNBC, said: “‘It
would be hard on our viewers (o give

up business programing, particularly the

stock ticker [for two weeks].”” But
source said CNBC will likely be giving
up its programing, although ticker
would run on compositive feed of what
NBC hopes will be two other pro-
graming networks that agree to plan.

LOS ANGELES

Sports talk

Cable operators and NBC PPV offi-
cials have been mulling various PPV
ideas beyond summer 1992 Olym-

pics, including ancillary coverage of
events such as 1993 Super Bowl,

which will be on NBC. One possible
take on Super Bowl coverage would

be multichannel package for avid sports
fans in addition to regular broadcast
feed. One channel could be set aside for
statistics, and others for various cam-
era angles, such as one on quarterbacks,
one on coaches and sidelines, another
of all 22 players on field as opposed to
ballcarrier only.

NBC corporate executives empha-
size that there are no official plans in
works. And sensitivity to PPV by
NFL may well mean that even such an-
cillary coverage isn’t in cards any-
time soon. But NBC wants to keep its
PPV department going after Olym-
pics, and cable operators are looking
both at short-term PPV possibilities
and programing for expanded capacity
that compression will eventually
bring.

Post time

R.D. Hubbard, just weeks after be-
coming chairman of Hoilywood Park
race track, is out to increase national

exposure of once-famed thoroughbred
racing oval by being first track to of-
fer daily satellite feeds to stations for
each day (al! scheduled races)

through July 22 at no charge. Included
in scheduie are 16 stakes races and $1
million Gold Cup in late June. Accord-
ing to source at track, Hollywood

Park will be delivering edited highlights
daily on Galaxy 6 (transponder 16).

MOSCOW
Opportunity knocking

Several wireless cable suppliers are
expecting windfall in Soviet Union as
that country tries to provide multi-
channel video programing to its citizens.
Moscow and Leningrad are likely to

see construction begin by end of year
(although winter weather may be hin-
drance), with other, mostly industrial
cities in Western Russia following.
Advantage of wireless is its relative low
cost and ability to reach many citi-

zens inexpensively because many live in
what American demographers now

call multiple dwelling units, but Rus-
sians still call apartment buildings.
National regulation and such will not be
problem because government is be-
hind start-up. For example, system may
€njoy more power and greater range
than those in U.S., and other consider-
ations (like local franchise, duopoly,
multiple ownership and application
mills) will not be problem. Program-
ing and consumer base capable of pay-
ing for services may be.

CHICAGO

Hungary for Geraldo?

Watch out Hungary, Gerzldo may be
on his way. Tribune executives are
working on deal to bring Rivera’s

talk show to Hungarian TV, along lines
of barter deal company already has
with Soviet television. Deal would be
latest sprig in cost-cutting interna-
tional branching out of company, which
is currently shooting its Memories of
Midnight TV movie in Yugoslavia and
will begin production in June in Can-
ada on another, To Carch a Killer.

HOUSTON

Expansionistic

NBC affiliate KPRC-Tv Houston is
considering expanding its half-hour 6
p-m. newscast to full hour. Station

did not renew Entertainment Tonight for
its 6:30 p.m. prime time access slot,

fueling speculation station will expand
carly evening newscast.

10 Closed Cirewit
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DATEBOOK

® [ndicates new listing or changed item.

THIS WEEK

May 28-31—Public Telecommunications Finan-
cial Management Association conference. St
Louis. Information: Kathleen McDermott, (803)
799-5517.

May 29-"Global Distribution Opportunities for
Domestic Programing—Expanding Your Mar-
ket," speech by Robert Friedman, president.
Playboy Entertainment Group, to Natienal Acad-
emy aof Television Arts and Sciences. New York
chapier. Copacabana, New York. Information:
(212) 768-7050.

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

® May 30—"Programing That Makes a Differ-
ence.” meeting of Cable Television Administra-
tion and Marketing Society, New York City chap-
ter. Copacabana, New York. Information:
Dennis Pation, (516) 364-2222.

May 30-31—"Sound and Images,"” conference
on music and sound in films on the visual arts.

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

June 7-11—American Advertising Federation
national advertising confarence. Opryland,
Nashville

June 8-11 1951 Public Hroadcasting Service
meeting ‘Walt Diznay Warkd Dalpmin, Orlando,
Fla. Informalicn; (T0G) 7358-5000

June 11-13—ARC. TV annual offiliates meeting.
Camury Plaza. Los Angrins

Jume 13-18-17ih Irsernasonal Television Sym-
pasum and Technical Exfbition.  Montreux,
Swilzerlard

Jume 16-19—Broadeaat Pramation and Mar-
kedimg Broendives d Broudersd Dezigners Asso-
mafion annual conlerence. Batimore Conven-
tion Cerser, Belimara. Information: (213) 465-
AT

June 18-F —Nulianal Aaseciative of Broad-
casters surnmer bicard meeting. NAB headquar-
ters, Washngaon

July 11-13—Satellite Broaaensting and Com-
municatines Associniion trade show. Opryland,
Nashville

July 24-27—able Television Administration

and Marketing Society annual conference.
COpryand, Nashville

Aug, ¥5-27—Eastern Cable Show, sponsored
oy Southern Cable Television Association. Al-
Fania

Sepl. 11-14- Fadio "91 convention. sponsored
my Natinenl Association of Broadcasters. Mos-
cone Corsention Center, San Francisco.

EWI. 24-28—Naitiimn! Black Media Coalition

sponsored by Program for Art on Film and the
University of Southern California School of Cine-
ma-Television. UCLA, Los Angeles. nformation:
Peler Naumann. (212) 988-4876.

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

May 31—Deadline for entries in “Life in Ameri-
ca" television awards, sponsored by Bonneville
International Corp. and National Association of
Broadcasters, "saluting exceptional achieve-
ments in adult values-oriented television pro-
grams.” Information: NAB, (202) 429-5425.

June 1—Country Radio Broadcasters air person-
ality workshop. Quality Inn Downtown, Atlanta.
Information: {615) 327-4487.

ALSO IN JUNE

June 1-4—International Summer Consumer
Electronics Show, sponsored by Electronic in-

MAJOR MEETINGS

annual conference. Hyatt Regency. Bethesda,
Md.

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

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

Oct. 3-6—Society of Broadcast Engineers fitth
annual national convention. Houston. Future
convention: Oct. 14-17, 1992, San Jose, Calif.,
and Oct. 13-16, 1993, Richmond. Va. Informa-
tion: 1-800-225-8183.

Oct. 10-14—MIPCOM, international film and
program market for TV, video, cable and satel-
lite. Patais des Festivals, Cannes, France. Infor-
mation: (212) 689-4220.

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

Oct. 27-30—Association of National Advertis-
ers 82nd annual convention. Biltmore, Phoenix,
Nov. 20-22—Western Cable Show. sponsored

by California Cable TV Association. Anaheim
Convention Center, Anaheim, Calif.

Nov. 23-25—| PTV annual conference and ex-
position, sponsored by Communily Broadcast-
ers Associalion. Riviera Hotel, Las Vegas.
Jan. 7-10, 1992-—Association of Independent
Television Stations annual convention. San
Francisco.

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

dustries Association. McCormick Place, Chica-
go. Information: (202) 457-4900.

June 2-5—Women in Cable national cable man-
agement conference. Speakers include Glenn
Jones, chairman-CEQ, Jones Intercable, and
Geraldine Laybourne, president, Nickelodeon/
Nick-at-Nite. Sheraton Denver Tech Center,
Denver. Information: Shirley Moses, (804) 932-
2800.

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

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

June 2-8—B8anff Television Festival. Banff, Al-
berta, Canada. Information: (403) 762-3060.

June 2-14—Summer faculty workshop in com-
munications policy, sponsored by Annenberg
Washington Program. Annenberg Program, Wil-
lard Office Building, Washington. Information:
(202) 393-7100.

Juneé 3—-Radio Advertising Forum, “Hitting the

New Orleans.

Jan, 25-29, 1992—49ith annual National Reli-
gious Broadcasters convention. Washington. In-
formation: (201) 428-5400.

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 ftelevision
conterence. Westin St. Francis Hotel, San Fran-
clsco.

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
Broadcasters 70th annual convention, Las Ve-
gas Convention Center, Las Vegas. Future con-
vention: Las Vegas, April 19-22, 1993.

April 19-24, 1992—MIP-TV. international tele-
vision program markalplace. Palais oes Fest-
vals, Cannes, France Irfarmaton; (212] GHE-
4220.

April 22-25, 1992—B readeast Coble Frrarcin!
Management Assorindion 32rd arrual cormegn-
tion. New York Hilton, Mew Yok Fusure comisen
tion: April 28-30, 1935 Huena \ista Palacs,
Lake Buena Vista, Fla

May 3-6, 1992—Natinmal Cabis Television As-
soctation annual convaniion. Dallas. Fubure cor-
vention: June B-9, 1593 Zan Francisco

u May 27-30, 1892 —Amsmivan Women im Ra-
dio and Television 41z arrual convention
Phoenix.

July 2-7, 1992—Imisrnationa! Broadeasts

ng
Convention. RAY Centar, Amefardam. Informa-
tion: London—44 (71} 240-1671

Brondcusting May 27 1991

Datebook 11




ALREADYSOLDI

(Including 9 of the Top 10 Markets)

NEW YORK WWOR

LOS ANGELES KCOP

PHILADELPHIA WTXF  ORLANDO WOFL
SAN FRANCISCO KBHK  INDIANAPOLIS WXIN
BOSTON WLVl PORTLAND, OR KPTV
WASHINGTON,DC WDCA  MILWAUKEE WCGV
DALLAS KTXA  KANSASCITY KSHB
DETROIT WXON  CHARLOTTE WIZY
HOUSTON KTXH  NASHVILLE WZTV
ATLANTA WATL  RALEIGH WLFL
TAMPA WTOG  COLUMBUS, OH WBNS
MINNEAPOLIS KMSP  GRAND RAPIDS WXMI
PITTSBURGH WTAE  BUFFALO wUTV
DENVER KUSA  SANANTONIO KRRT
PHOENIX KPHO  NORFOLK WITVZ
BALTIMORE WNUV  BIRMINGHAM WTTO

SANDIEGO KNSD  WESTPALM BEACH WTVX

S by P omont icturs. All gl reverved.



GREENSBORO
LOUISVILLE
ALBUQUERQUE
DAYTON
CHARLESTON
JACKSONVILLE
TULSA

LITTLE ROCK
FRESNO
RICHMOND
WICHITA
MOBILE

3 OF TH

WNRW

WDRB
KGSW
WRGT
WVAH
WAWS
KOKI
KLRT
KMPH
WRLH
KSAS
WPMI

ROCHESTER, NY WUHF
OMAHA KPTM
LEXINGTON WDKY
CEDAR RAPIDS KCRG
TUCSON KTTU
LAS VEGAS KwwU
BATON ROUGE WBRZ
COLORADO SPRINGS KXRM
MONTGOMERY WCOV
CHARLESTON, SC WTAT
FARGO KVRR
MONTEREY KCBA
HARLINGEN KGBT
TALLAHASSEE WTLH
COLUMBUS, GA WXTX
AMARILLO Kvil
ANCHORAGE KTBY

AVAILABLE FALL 1992

It's been critically acclaimed.
It's beentop-rated. And now,
Dear John has locked down @
place on the Fall'92 schedules
oftelevision stations across the
U.S., including New York, Los
Angeles, Philadelphia, San
Francisco, Boston and Detroit.
You don't need therapy to see
why. A great ensemble cast
headed by Judd Hirsch. And
strong adult audience appeadl,
especially to men, making it
highly compatible with shows
like Cheers, Night Courtand
M*A*S*H. So, getalaugh on
the competition in your market
whileyoustillcan. ..,
Because what's g h:
deartoday ‘
canbe gone W/ \\

tomorrow.

*ok

-
*
*
*
»
x
®

A Paramaunt Cammunicatons Campany



Mark with Creative Radio," sponsored by Asso-
ciation of National Advertisers and Radio Adver-
tising Bureau. Waldorf-Astoria, New York. Infor-
mation: (212) 697-5950.

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

June 4 Society of Professional Journalists,
Washingion chapter, annual Dateline Awards
dinner. National Press Club, Washington. Infor-
mation: Julie Asher, (202) 541-3266.

June 4-11—TV comedy writing workshop,
sponsored by Institute for Television and Film
Writing. College Park, Md. Information: (301}
405-6263.

June 5 tllinois Broadcasters Association/Wis-
consin Broadcasters Association joint TV sales
conference. Clocktower Inn, Rockford, JIl. In-
formation: (217) 753-2636.

June 5—"The Path to Parity: A Look Back at
the 1990-91 Prime Time Season—and Forward
to Next Season,"” speech by David Poltrack,
senior vice president, planning and research,
CBS/Broadcast Group, to drop-in luncheon
sponsored by National Academy of Television
Arts and Sciences, New York chapter. Copaca-
bana, New York. Information: {212) 768-7050.

® June 5—New Jersey Broadcasters Association
engineering seminar on digital audio. Ramada
Inn, Princeton, N.J.

® June 6-8—Professional development semi-
nar sponsored by Journal of the National Broad-
cast Editorial Association. Wyndham Bristol Ho-
tel, Washington.

June 7—USA Nerwork local ad sales seminar.
Hyatt Regency at the State Capitol, Indianapo-
lis. Information: (212) 408-9161.

June 7-8—Wyoming Association of Broadcasters
annual convention. Holiday Inn, Casper, Wyo.

June 7-9—Tenth annual Northern California Ra-
dio-Television News Direciors Association cCon-
vention and awards ceremony, co-hosted by
region two of the National Radio-Television News
Directors Association. Doubletree at Fisher-
man's Wharf, Monterey, Calif. Information:
(415) 561-8760.

June 7-11—American Adveriising Federation na-
tional advertising conference. including pre-
sentation of National ADDY Awards. Theme:
“Hit the High Notes.” Opryland Hotel, Nash-
ville. Information: (202) 898-0089.

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

June 8—Narional Academy of Television Arts and
Sciences Washington chapter Emmy Awards pre-
sentation. Sheraton Washington, Washington.
Information: (202) 364-0383.

June 8-10—Showbiz Expo Wesl, production
industry exhibition for feature film, broadcast
TV, cable, advertising and corporate video.
Los Angeles Convention Center, Los Angeles.
Information: (213) 668-1811.

June 7-11—American Advertising Federation na-
tional advertising conference. Opryland, Nash-
ville. information: (202) 898-0089.

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

June 9-11—New Jersey Broadcasters Assaciation
45th annual convention. Sands Hotel, Atlantic
City, N.J.

June 9-12-—Rudio-Television News Directors As-

sociation/University of Missouri School of Journal-
ism management seminar for news directors.
Participants include William Bolster, president,
Multimedia Broadcasting, and Neil Derrough,
president, KNSD-TV. University of Missouri,
Columbia, Mo. Information: (314) 882-4201.

June 9-12—Canadian Cable Television Associa-
rion 34th annual convention and "cablexpo.”
Ottawa Congress Center, Ottawa, Ontario. In-
formation: Christiane Thompson, (613) 232-
2631.

June 9-14—International Symposium on the
Media, Protest and Political Violence. Jerusa-
lem.

June 9-15—Narional Association of Broadcasters
executive management development seminar,
"mini-MBA" program taught by professors in
Notre Dame's College of Business Administra-
tion. University of Notre Dame, South Bend,
Ind. Information: (202) 429-5402.

June 11—Broadcast Capital Fund second annu-
al awards scholarship dinner. Mayflower Hotel,
Washington. tnformation: {202) 429-5350.

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

June 11-13—Cable Television Administration
and Marketing Society service management
master course. Alexandria, Va. Information:
(703) 549-4200.

mJuly 11-14—16th annual Upper Midwest
Communications Conclave. Radisson Hotet
South, Minneapolis. Information: (612) 927-
4487.

June 12-"Japanese Broadcasters in Ameri-
ca,” discussion of plans and predictions for
the 1990's by representatives of companies
including Fujisankei Communications and To-
kyo Broadcasting System International. Copa-
cabana, New York. Information: (212) 768-
7050.

June 12-15--NBC marketing conference. Mar-
riott Inner Harbor, Baltimore.

June 13-14—C-SPAN invitational seminar. C-
SPAN, Washington. Information: (202) 626-
4853.

THE PLACE TO BE,
THE DATE TO REMEMBER

On June 5, BROADCASTING milgi-
zine and the Federal Communica-
tions Bar Association present the
fifth annual Brosdcasting/Cable
Interface telecommunications pal-
icy seminar 1n Washinglomn.

Participanis in the day-long
event include Senator Emest
Hollings (D-5.C.); FCC Chair-
man Alfred Sikes; FCC Commis-
sioners James Quello, Sherrie
Marshall and FErvin Duggan;
Nick Nicholas, Time Warner;
Charles Dolan, Cablevision Svs-
tems; Jay Krigge|, CBS; Terence
McGuirk, Tumer Broadcasting;
Ed Turner, CMNN, and MNeal Fil-
son, CBS Sporis.

The Interface will be held at the
ANA Hotel, operated by Westin
Hotels and Resoris. [nformation:
Patricia Vance, (2021 659-234(,

June 13-15—Radio-Television News Directors
Association Canada annual convention. Montre-
al. Information: George Clark, (519) 686-8841.

June 13-16—Missouri Broadcasters Association
spring meeting. Holiday Inn, Lake of the
Ozarks, Mo. Information: {314) 636-6692.

June 13-18—17th International Television
Symposium and Technical Exhibition. Mon-
treux, Switzerland. Information: 41-21-963 32
20/963 12 12.

June 14—Presentation ceremonies of The New
York Festivals. New York Hilton, New York. In-
formation: (914) 238-4481.

June 14—Deadline for entries in EDI (equality,
dignity and independence) Awards, spon-
sored by National Easter Seal Society and Ameri-
can Association of Disability Communicators, hon-
oring journalists for ''promoting equality,
dignity and independence of people with dis-
abilities through positive portrayals and cover-
age of issues and conditions which affect
them." Information: (312) 726-6200.

June 16-19—Broadcast Promotion and Market-
ing Executives & Broadcast Designers Association
annual conference. Baltimore Convention Cen-
ter, Baftimore. Information: (213) 465-3777.

® Jupe 16-21—Seventh annual Leadership In-
stitute for Journalism and Mass Communica-
tion Education, sponsored by Gannen Founda-
tion Media Center. Columbia University, New
York. Informalion: (212) 280-8392.

June 17—New York Women in Film fourth annu-
al celebrity softbali game and party.
Heckscher Field and The Boathouse, both in
Central Park, New York.

u June 18—"Presidents’ Panel,” discussion of
timely local, regional and national issues af-
fecting the cable industry by three cable exec-
utives, sponsored by Southern California Cable
Associarion. Ritz Carlton, Marina de Rey, Calif.
Information: (213) 398-2553.

m June 18-—"Cable Jeopardy,” sponsored by
Women in Cable, Philadelphia chapter, with con-
testants from Philadelphia area cable TV in-
dustrg. Holiday Inn, Philadelphia. Information:
Lisa Stuchell, (215) 443-9300.

June 18-20—fowa Broadcasters Association an-
nual summer convention. Des Moines, lowa.
Information: (3t9) 366-8016.

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

June 18-21—Cable Television Administration
and Markering Society sales management mas-
ter course. San Francisco. Information: (703)
549-4200.

June 18-21—Videotex Industry Association Sixth
annual conference and exposition. Hyatt Re-
gency, Crystal City, Arlington, Va. information:
(301) 495-4955.

June 19-25-—Second European Documentary
Biennal, event created to promote European
documentary cinema with public and broad-
casters, Marseilles, France. Information: (33-1)
47-63-91-00.

June 20-23—Eighth annual management sem-
inar, "Managing Risk in the High Risk Business
of Television,” sponsored by NATPE Education-
al  Foundation. Keynole address: Amy
McCombs, president-general  manager,
KRON-TV San Francisco. San Francisco State
University, San Francisco. Information: (213)
282-8801.

June 20-23Nationa! Federation of Community
Broadcasters annual community radio confer-
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ence. Royal Sonesta Hotel, Cambridge, Mass.
Information: (202) 393-2355.

® June 21-Sept. 15~ "A Summer of Soaps,
series at Museum of Breadeasi Communicarions.
800 South Wells Street, Chicago. Information:
(312) 987-1500.

June 22—18th annual Daylime Emmy Awards,
non-televised ceremony, primarily for creative
arts categories, sponsored by Academy of Tele-
vision Arts and Sciences and National Academy of
Television Arts and Sciences. Beverly Hilton Ho-
tel, Los Angeles.

June 22-23—Fighth annual BROADCASTING-
Talshoff seminar for mid-career radio and tele-
vision professionals, sponsored by Socierv of
Professional Journalisis. Theme: "Broadcasting
Ethics and Excellence in the Year 2000—What
Is Our Image?" Poynter Institute. Tampa, Fla.
Information: Tom Powell, (317) 653-3333

June 21-24—Sunny side, international market
for European documentaries. Palais du Pharo,
Marseilles, France. Information: 33-91-08-43-
15,

June 23-27—Videodisk Design Workshop,
sponsored by Nebraska Videodisk DesigniPro-
duction Group. Nebraska Educational Telecom-
munications Center, Lincoln, Neb. Information
(402) 472-3611

June 26-28—Montana Broadcasters Associution
annual convention. 8ig Sky, Mont.

June 26-28—Wushingion Stare Cable Communi-
cations Associarion 19th annual convention and
business meeting. Sheraton Tacoma Hotel, Ta-
coma, Wash. Information: Kari Spencer, (206)
473-9697

June 26-30—Florida Associution of Broadcdsters
56th annual convention. Colony Beach and
Tennis Resort, Sarasota, Fla. Information: (904)
681-6444.

June 27—Telecast on CBS-TV of 18th Annual
Daytime Emmy Awards sponsored by Academy
of Television Arts and Sciences. Marriott Marquis,
New York.

June 27-30—Virginia Association of Broadeast-
ers annual summer meeting... Williamsburg,
Va.

June 28-30— Alabama Broadcasters Association
annual summer convention. Gulf State Park
Resort, Gulf Shores, Ala.

June 28 —-Deadline for paper proposals for
14th annual Pacific Telecommunications Council
conference, "Regional Interests and Global Is-
sues: The Challenge of Telecommunications
Integration for the Pacific.” Information: (808)
941-3789.

JULY

July 1—Deadline for entries in “Oscars in Agri-
culture,” awards program recognizing excel-
lence in agricultural reporting, administered by
University of lllinois Office of Agricuttural Com-
munications and Education. Information: (217)
333-4782.

July 1—Deadline for entries in New York Festi-
vais 34th annual competition for television and
cinema advertising and public service an-
nouncements, sponsored by [nrernational Film
and TV Festival of New York. Information: (914)
238-4481.

B July 7-10-New England Cable Television As-
sociarion annual convention and exhibition.
Speakers include FCC Commissioner Sherrie
Marshall; Disney Channel President John

Cooke; Colony Communications CEQ Jack
Clifford; Turner Networks' Terry McGuirk; Prov-
idence Journal Co. President Trygve Myhren,
and Continental Cablevision President Mike
Ritter. Newport Marriott and Sheraton Islander,
Newport, R.I. Information: (617) 843-3418.

July 9-11—idaho Cable Television Association
summer convention. Templin's Resort, Post
Falls, Idaho. Information: (208) 345-0362

July 10—Caucus for Producers. Writers and Di-
recrors general membership meeting. Los An-
geles. Information; (818) 792-0421

July 10-12—Pro Audio Asta 91, third interna-
tional trade exhibition for professionals in the
recording, public address, sound reinforce-
ment, installation/contracting, sound-for-vision,
broadcast and duplication industries in Asia,
organized by Business & {ndustrial Trade Fairs
Lid. World Trade Center, Singapore. Informa-
tion, in Hong Kong: 575-63233.

m June 10-12—Narional Cable Television Coop-
erarive eighth annual meeting Marrioft's Tan-
Tar-A-Resort, Lake of the Ozars, Mo. Informa-
tion: (913) 599-5900.

July 11-13—Sarellite Broadcasiing and Commu-
nications Association trade show. Opryland Ho-
tel, Nashville. Information: (800) 654-9276.

July 12-14—Oklahoma Association of Broadcast-
ers annual summer convention. Shangri La Re-
sort, Grand Lake, Okla.

July 13—Deadline for entries in Westinghouse
Science Journalism Awards, administered by
American Association for the Advancement of Sci-
ence. Information: (202) 326-6440.

July 13-16—California Broadcasters Association
44th annual summer convention. Hyatl Regen-
cy Monterey, Monterey, Calif. information: Vic
Biondi, (916) 444-2237

July 13-17——Fourth annual International Tele-
production Society forum and exhibition, fea-
turing presentation of International Monitor
Awards. Waldorf-Astoria, New York. Informa-
tion: (212) 877-5560.

July 17—USA Nenvork local ad sales work-
shop. Princeton Forrestal Village Marriott,
Princeton, N.J. Information: Tracey Muhifeld,
(212) 408-9170

July 17—"New Business Technoiogies in
CATV," and “PCN's Digital Audio Box,” semi-
nar sponsored by Sociery of Cable Television
Engineers, Penn-Ohio meeting group. Cranberry
Motor Lodge, Warrendale, Pa. Information:
Rich Flanders, (716) 664-7310.

July 17-18 —Wisconsin Broadcasters Association
annual summer convention. Holiday Inn, Ste-
vens Poinl, Wis.

July 18-20- [daho State Broadcasters Associa-
rion annual convention. Sun Valley Resort, Sun
Valley, Idaho. Information: (208) 345-3072.

July 19 USA Nemwork local ad sales seminar.
Kansas City Airport Marriot!, Kansas City, Mo
Information: Karen Yashon, (312) 644-5413.

July 19-21—Jdaho State Broadcasters Associa-
tion annual convention. Sun Valley Lodge, Sun
Valley, Idaho.

July 21-23— wireless Cable '91, annual con-
ference and exposition sponsored by Wireless
Cable Association. Sheraton Denver Tech Cen-
ter, Denver. Information: (202) 452-7823.

July 21-284—New York State Broadcasters Associ-
urion 30th executive conference. Gideon Put-
nam and Ramada Renaissance, Saratoga
Springs, N.Y. Information: (518) 434-6100.

July 25-27--South Dakota Broadeasters Associa-
tion annual convention. Sioux Fals, S.0
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SACKED JOE MONTANA,
SNUFFED DIRTY HARRY,
KILLED JAMES BOND,
GUNNED DOWN THE YOUNG GUNS,
DESTROYED PERRY MASON,
CONFOUNDED COLUMBO.
CRUSHED THE GIANTS,
FLATTENED THE TN MEN,
ZAPPED DARTH VADER,
STRUCK OUT DON MATTINGLY,
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CLASSICAL COMMENTS

EDITOR: With regard to your May 13
story on classical radio, Woody Tanger
and Warren Bodow have both said es-
sentially the same thing, that classical
music programing creates a strong bond
with the audience. The problem is that
stations that program ‘‘lighter’” formats
try to form this bond with Krazy Glue.
After all, how else do you create, a la
WNCN(FM) New York, a ‘“‘classic clus-
ter’’ during drive time?

Stations that follow the traditional for-
mat believe in their audience. They give
them credit for being intelligent and pro-
gram a variety of music—both in style
and length—that supports this belief.
The Tangers of the radio world assume
that any music written after 1900 is of-
fensive and that repetition is better than
variety.

I have always disliked the amount of
talk on some classical music stations,
particularly wQXR(FM) New York. Given
the alternatives in New York, however,
it is worth listening to a few talk features
to get the benefit of the rest of the sched-
ule-—classical music programed for clas-
sical music lovers. I suspect the ratings
bear me out.—Arnold M. Huberman,
president, Arnold Huberman Associates
Inc., New York.

EDITOR: I was happy to see an article in
your May 13 issue regarding the audi-
ence for classical radio stations.
Unfortunately, in quoting figures for
classical radio audiences you use the fall
1990 Arbitron ratings instead of the
more recent winter 1991 survey. That
more recent survey shows that New
York’s WNCN(FM) has the largest audi-

ence of any classical station, with a cu-
mulative audience of 784,800 (vs.
WQXR-AM-FM’s  782,400), and WNCN
leads in average quarter hour audience
as well with 40,700 Monday-Sunday, 6
a.m.-midnight (versus wQXR's 35,800).
WNCN is proud that it has for many years
led in the 25-54 demographic, thus our
slogan '*The New Wave in Classical Ra-
dio.”

Classical radio provides a unique op-

portunity for listeners and advertisers
and, as competition for revenue in-
creases among broadcasters, classical ra-
dic enjoys a unique niche.—Marthew
Field, senior vice president and general
manager, WNCN(FM) New York.
Editor’s note: When the story was being researched, only
fall 1990 audience composition tabulotions were ovailable.
Fall rafings figures for the stations were used for consistency
with chart and research figures.

TAKES EXCEPTION

EDITOR: In his April 1 ““Open Mike,”
Glenn Gutmacher, the editor of College
Broadcaster magazine, proclaimed:
**Virtually everyone in professional ra-
dio today, in every department, started
as a college radio DJ."

If the magazine’s editor is so woefully
misinformed, one fears for the naive
readers of the publication.

Anyone who works in commercial ra-
dio could have told this editor that some
radio professionals began at college sta-
tions—a healthy minority. Not *‘virtual-
ly all.”” Not even most.

With misinformation like this, is it
any wonder our colleges and universities
graduate students who are completely
unprepared for the real world of com-
mercial radio?—Roger Lewis, R.L. Lew-
is & Associates, Los Angeles.
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Television’s Hottest Property




New York
WPIX (IND)

Los Angeles
KTLA (IND)

Philadelphia
KYW (NBC)
San Francisco
KPIX (CBS)

Boston
WBZ (NBC)

Dalias
KXAS (NBC)
Atianta
WGNX (IND)

Pittshurgh
WTAE (ABC)

St. Louis
KTVI (ABC)

Denver
KWGN (IND)

Baltimore
WBAL (CBS)

Hartiord
WTXX (IND)

Indianapolis
WISIH (CBS)
Milwaukee
WISN (ABC)

New Orieans
WGNO (IND)

Grand Rapids
WOTV (NBC)

San Antonio
KENS (CBS)

Norfolk
WAVY (NBC)

Austin
KVUE (ABC)

Champaign
WAND (ABC)

Lafayette, La
KLFY (CBS)

La Crosse
WKBT (CBS)
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s a boy, my favorite times were

the all-night hunts in the tall hills

and deep valleys of East Tennes-
see. There were several breeds of
hounds used, including the popular bea-
gles, blue ticks, red bones and walkers,
but my favorite dog was a mixed variety
named Jabo who did everything but
hunt. He was always at my side, my
friend forever, loyal to his last breath.
His lack of ‘‘hunting instinct’’ was due
to too many years of leisure and a hand-
fed, soft life. I loved Ole Jabo, but that
dog would not hunt, and, indeed, could
not hunt because he never had to.

Hunting with hounds has a curious
similarity to what has happened to the
broadcasting industry. Just a few years
ago, an associate of mine predicted to-
day’s television economic environment
and further cautioned that the industry
would suffer significantly, not as the
result of the times and influencing cir-
cumstances, but more specifically from
the too-fat, hand-fed management teams
that evolved from broadcasting’s last 30
years. He referred to them as a pack of
“‘cocker spaniels” (once-great hunters
reduced over the years to domesticated
lap dogs).

Actually, those of us who grew up in
the 1960°s and the '70s broadcast com-
munity really didn’t have to “‘hunt’’ for
survival. The climate of that time was
entirely different from what we face to-
day—an inhospitable, intensely compet-
itive environment. But most of today’s
managers are products of those cushy
days. Their mindset is still in the past,
when the top virtue was a good sense for
inventory control or maximizing limited
inventory into top dollars.

A few years ago, in one marketplace
with three affiliates there were an aver-
age of 265,000 30-second units avail-
able annually. One independent intro-
duced an additional 166,000 units.
That’s a total of 431,000, well within
the range of tolerance, depending on
where you were. Most could manage
their inventory well and realize double-
digit increases each year. It really wasn’t
that difficult...and it was show business.

Today it is much tougher to play,
especially when it comes to develop-
ment. In the old days, we had develop-
ment plans, and each account executive
was responsible for some form of new

business. With the pressure on inven-
tory, these programs were usually limit-
ed to the first and third quarters, since
the big boys paid the bucks, honored the
rates and got the results from a medium
recognized to be the most powerful in

A broadcast sales commentary from Tom Burkhart, VP-GM. Marketing & Communications, Pittsburgh

learning experiences available now.

Mark McCormack, author and CEO
of International Management Group,
suggests that during ecomomic tailspins
we re-learn our core business. All well
and good, and sound advice under most
circumstances, but what core business?
Show business? Should we sharpen con- '
trol skills and improve pricing tech- |
nique? Try managing your inventory
better and increase the pressuré on your
price structure when you are drowning
in available units and your industry has
long since departed from price integrity. |

But how does one change—or, can
you teach an old dog new tricks? From a
menu of painfully acquired experiences,
some suggestions for the future:

® Intensify and broaden the parame-
ters of the field of hunt. Consider that on
average broadcasters are competing

the history of this
past century. We
basically hunted
within the parame-
ters of our own are-
na, and ‘‘new busi-
ness’’ would come
from radio, the oth-
er TV stations {(our
competitors as we
envisioned them),
and an occasional

““Broadcasters have the
greatest opportunity in
history to capitalize on
the advantages offered
by economic
downturns.”’

among themselves
for a piece of ap-
proximately 13% of
the local advertising
economy—13%!
Shameful! The sales
effort therefore
should address the
myriad of available
nourishment in a
market and stop
fighting over a sin-

hit from newspa-
pers, but really of no major significance.
There just were no real hunters in that
day, but a lot of emerging cocker span-
iels. One did not have to display a great
deal of industry acumen to obtain the
anticipated annual gains brought about
by pressure on limited inventory and
fairly skillful pricing.

Now, bring on the "90s, where surviv-
al greatly depends on the skill of the
hunter. With the advent of cable there
are today an average of 1,100,000 30-
second units for sale in a normal market
of three affiliates, one independent and
an average 30-channel cable system.

What then do we do to hone our hunt-
ing skills? Simply stated, the broadcast-
er today has the greatest opportunity in
the industry’s young history to capitalize
on the advantages offered by economic
downturns. Yet instead of moving for-
ward in this so-called recession, most
have moved to the austerity mode...and
rightly so. However, there are great

gle bone—the ‘‘al-
1ocated electronic dollar.”

® Establish a partnership with local
businesses and place their needs in front
of the need to sell them time.

® Stop the guess work. Local busi-
nesses require more than demographics,
rating points, broadcast promotions and
specials to guide them today.

® Totally reeducate your kennel of
hunters. They are confused and a *‘goal
de jour’’ only compounds any conspicu-
ous leadership inequities.

® Know your destination, not simply
your revenue aspirations, and carefully
design a precise plan to get there.

® If you don’t know how to apply any
of the aforementioned remedies, admit it
and buy experienced hunters who do.

The current times and conditions offer
many excellent opportunities. As one
old Englishman has said—and Robin
Williams would endorse—*‘Broadcast-
ers...seize the day!’’ or, in down home
vernacular, ‘‘sic um!”’ 7
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et Anymore!

It’s no secret that “Saved By The Bell” has become one of the fastest selling sitcoms
in syndication. No secret that this Monday-Friday strip has already cleared more
than 50% of the country including 24 of the top 30 markets. And no secret that it'’s a
great half hour transition show delivering the kinds of key demos advertisers want,
scoring impressively high with kids 6-11, teens 12-17 and young adults 12-24 and 18-34.
So if you're looking for a show to fill your transition block successfully, we’ll let you
in on a little secret that more than 40 stations already know about... “Saved By The Bell.”
For more information contact Keith Samples or Jerry Jameson at (818) 508-3455.

Already Sold:

New York WPIX Pittsburgh WPGH Harrisburg WPMT
Los Angeles KTLA St. Louis KPLR Tulsa KOKI
Chicago WGN Denver KTVD Jacksonwille WAWS
Philadelphia =~ WGBS Phoenix KNXV Mobile WPMI
San Francisco  KTVU Sacramento KSCH Wichita KSAS
Boston WSBK Baltimore WBEFF Albuquerque  KKTV
Detroit WKBD Hartford WTXX Tucson KKTU
Washington ~ WDCA Portland KPDX

Dallas KTVT Kansas City KSMO

Houston KHTV Cincinnati WSTR

Atlanta WATL Milwaukee WUTV

Minneapolis KITN Columbus - WTTE

Seattle KSTW Oklahoma City KOKH

Miami WBES Salt Lake City ~ KXIV

Available for stripping September, 1991
?mmwr' -RYSHER ENTERTAINMENT -

Company
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‘NEW’ IS THE WORD FOR THE NEW SEASON

In addition to major revamping by the big three, Fox will change
its scheduling to feature year-round series introductions

iewers can’t seem to get enough

lawyers and cops, and the net-

works have once again tapped
those professions for program source
material for the 1991-92 TV season.
Several stand-up comics (including Tim
Allen and Sam Kinison) have been cast
as leads in new comedies, and several
new sitcoms about working class fam-
ilies made it to the schedules.

The three networks ordered a total of
30 new shows covering 22 hours.
Among returning shows, 14 of them will
be in new time pericds. NBC ordered
nine¢ new shows covering six hours and
rearranged six returning shows. ABC or-
dered cight new shows covering five-
and-a-half hours and shuffled shows.
CBS ordered eight new shows for seven
hours, rescheduling one returning show.

Fox goes to year-round rollout

And Fox, like the spunky child or love-
able canine that actors are loath to be
cast with, played the scene stealer last
week, perhaps at the expense of over-
shadowing its own new programs, The
company’s top executives said that from

ABC's ‘Good and Evil'

CBS’s ‘Royal Family’

now on, FBC will roll out new programs
on a staggered basis throughout the
broadcast year, instead of all at once in
September as tradition has dictated. In
January, the company will abandon Fri-
day nights, the network’s toughest
night, competitively, and program Mon-
days with series and Wednesday with
movies.

In a bricfing last week, Fox execu-
tives said they concluded that part of
network television’s audience erosion
problem is the fall rollout process,
where viewers are bombarded with 30 or
40 new shows in the course of about
three weeks. “‘Like lemmings, we went
into this process when we joined the
network club,” said Barry Diller, chair-
man of 20th Century Fox Film Corp.
“‘But it’s crazy. You can’t promote, you
can’t get any separation to let people
know what you're doing. It makes utter-
ly no sense.”’

Instead, Fox will launch new pro-
grams all year, at a rate of one or two
per month. In addition, the network will
also stagger the debuts of returning
shows over the course of the year and
plans to order 30 episodes or more of its

NBC's Tll Fly Away’

better performing shows to provide more
original programing throughout the year.

For example, Married.. with Chil-
dren and In Living Color each get 30-
episode renewals this year. And the pro-
ducers of The Simpsons {a Fox in-house
project with Gracie Films) have a man-
date to produce **as many new episodes
as they can produce,’’ said Diller.

““The economics of the business can
only be balanced if the networks and
producers string the bow more sensibly
than in the past,”” said Diller. Under
Fox's proposed plan, shows that work
on the network would reach *‘syndicata-
bility”’ in three years instead of the usual
four. In return, Fox would have fresh
programing year round. *“‘If a show's
working, we want to go all the way. If
not, just get rid of it,’” said Diller, indi-
cating that new shows will receive short
initial orders.

Fox officials said they’d be spending
a lot more on programing under the new
plan, but declined to say how much
more. They also said they expect to pay
less per episode for larger orders, but
would not say how much less.

The proposed plan was well-received

Fox's ‘Shut Up, Kids’
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in the industry, particularly by Fox affil-
jates, although some expressed skepii-
cism as to whether the fledgling network
could pull it off. “It wouldn't be the
first time Fox's grand ambitions have
exceeded their ability to execute,’’ said
one affiliate, *‘Last year they had a hard
time just filling normal orders and com-
ing up with replacement shows of any
kind, Where’s all the money going to
come from for this expansion? Sure as
-hell not in the upfront market."”

But others were more encouraged. “l
think it makes tremendous sense,”” said
Robert Gluck, general manager of Fox
affiliate wtic-Tv Hartford, Conn. *‘It’s an
incredible opportunity for sampling,

to teach the fourth grade in Shut up,
Kids. In October Fox will launch Bill
and Ted's Excellent Adventures, based
on the movie and sequel, due out this
summer. In January, the network has
scheduled Charlie Hoover, with Tim
Matheson and Sam Kinison, as a 40-
year-old in a rut and his alter ego, re-
spectively. Ger A Life is also scheduled
to return at that time.

NBC revamps its weekend

NBC presented its new schedule last
week at Carnegie Hall, as part of its
annual affiliates meeting (see page 30).
The network has left Monday through
Thursday largely intact. But the week-

S ——

That’s how we’ve made our living up to
now, bringing fresh product to viewers
when the networks are showing repeats.™

Fox will roll out five new shows and 10
returning shows starting in July. Under
Fox’s new rollout plan, the new season
and the 52-week broadcast year begin July
11, with the new-season debut of Beverly
Hills, 90210, a leading show among teens
and a show the network has high hopes
for. ‘“We're trying to order 40 episodes’
for the new season, said Peter Chernin,
president, Fox Entertainment group. The
first new show will also debut in July:
Ultimate Challenge, from TWI (Ameri-
can Gladiators), a reality show with dare-
devil sports events. Roc, a new sitcom
from HBO Independent Preductions,
about a black working class family, de-

buts in August.
Two new shows will debut 1n Septem-

ber. It's All in Your Head is about a man
named Herman and the characters in his
brain that personify different emotions.
Dabney Coleman returns to series televi-
sion as a crotchety tax evader sentenced

—_—r - S

Fox plans to debut shows vear round. In the wings: ‘Culture Clash.’

end, Friday-Sunday, will undergo a ma-
jor restructuring, with eight new shows
being introduced on those three nights.
In addition, two poorly rated reality
shows introduced earlier this year will
get a second chance—Expose and Real
Life with Jane Pauley are being shifted
to Friday, 8-9 p.m.

Monday remains the same, with
Fresh Prince, Blossom and Monday
Night at the Movies. A new hour-long
show leads off Tuesday—{"!l Fly Away,
with Sam Waterson as a prosecuting at-
torney in a small southern city in the late
1950’s. In the Heat of the Night returns
at 9, followed by Law and Order at 10,

Wednesday sees the return of Un-
solved Mysteries, Night Court, Seinfeld
(in a new time) and Quantum Leap.
Thursday remains intact as well: Cosby,
A Different World, Cheers, Wings and
L.A. Law.

Two new shows for Friday: a come-
dy, Flesh and Blood, will lead out of
Dear John at 9:30 p.m. From Paramount
(Charles-Burrows-Charles), it stars Lisa

Darr as a Baltimore assistant district at-
torney and David Keith, who claims to
be her long-lost brother. At 10 p.m.
there’s a new hour, Reasonable Doubts,
based in Chicago with Marlee Matlin as
an assistant DA and Mark Harmon as a
police investigator.

Golden Girls returns to lead off Satur-
day, followed by the new comedy, The
Torkelsons, about a level-headed teen-
ager and her wacky (and dirt-poor)
Oklahoma family. Empty Nesr airs at 9,
followed by Nurses, about a group of
five nurses, including one male nurse.
Sisters returns at 10 p.m.

Sunday leads off with a new *‘reality
based comedy,”” The Adventures of
Mark and Brian, about two real Los
Angeles DI’s. Eerie Indiana follows at
7:30 p.m., about a 13-year-old whose
active imagination turns everyday occur-
rences into live nightmares. James Gar-
ner returns to series television at 8 p.m,
in Man of the People (from NBC Pro-
ductions), playing a crusty con-artist
named to fill the seat on the city council
previously held by his late ex-wife. Rob-
ert Guillaume returns at 8:30 in Pacific
Station, about a Venice, Calif.-based
detective, Sunday Night at the Movies
returns at 9-11.

Matlock is off the starting schedule,
but will return mid-season, NBC said.
Amen and Down Home are in discussion
for possible mid-season returns.

ABC reorders its week

ABC is making major changes
(thirtysomething, China Beach and Twin
Peaks are canceled) on all nights but
Sunday and Monday, which remain in-
tact. Wednesday becomes an all-sitcom
night, while Thursday is anchored by a
two-hour reality block.

Roseanne will continue to anchor a
madeover Tuesday night at 9 p.m. Lead-
ing off the night is Full House at 8 p.m.,
which moves from Friday nights. At
8:30 p.m. a new comedy debuts, Home
Improvement, starring Tim Allen as the
host of a home improvement show.
Coach returns to Tuesday night at 9:30.
At 10, a new drama debuts, Homefront,
about returning World War 1l GI’s and
the lives they create for themselves after
the war,

All-comedy Wednesday leads off with
Dinosaurs, which has done well in the
ratings since debuting this spring. Won-
der Years slips into a new time period at
8:30, followed by Doogie Howser at 9
p.m. Anything But Love returns at 9:30.
Two new comedies round out the night:
Grownups, from Jim Brooks, debuts at
10. It follows the lives of three sisters
and stars Marsha Mason. The night
wraps up with Good and Evil, about two
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COMING UP FOR FALL: THE PRIME TIME SCHEDULE

KEY YO PRODUCERS

Companies are ranked in
descending order accord-
ing 1o the number of
shows produced. Numbers
in parentheses indicate
the number of shows!ioral
hours. Show torals include
programs produced in as-
sociation with indepen-
dents.

L. Disney (11/6)

2. Lorimar (10/8)

3. Parammount (7/4)

4. Columbia (7/3.5)

5. Universal (6/3.5)

6. 20th Teievision {6/3.5)
7. Wamer Bros. (472.5)

8. CBS News (3/2.5)

9. ABC Prods. (3/2)

10. ABC News (2/72)

. MGM/UA (2/2)

12. Cosgrove/Meurer (2/1.5)
13. STF (2/1.5)

14. Carsey-Werner (2/1)
15. NBC Prods. (2/1)

16. New World (2/1}

17. NBC News (2/1)

18. ABC Sports (1/2)

19. Stephen J. Cannell (1/1)
20. CBS Entertainment (1/1}
21. Viacom (1/1)

22. Finncgan-Pinchuk (1/1)
23. Grosso-Jacobson (1/1)
24, Roscnzweig Co. (1/1)
25. Barbour-Langley {1/1)
26. Aaron Spelling (1/1)
27. TWI Productions (1/1)
28. Castle Rock (1/.5)

29. Steven Bocheo (1/.5)
30. HBO Prods. (1/.5)

31. Orion (1/.5)

32. Vin DiBona (1/.5)

33. The Arthur Co. (1/.5)
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very different sisters.

Thursday night begins with a new
show, Bird and Katt, in which James
Earl Jones will continue his Gabriel's
Fire character, Gabriel Bird, who will
team with Richard Crenna in an *‘action
comedy’’ hour. The reality block kicks
off at 9 with FBI: The Untold Stories,
which will present re-enactments of sto-
ries from the agency’s files. That will be
followed by American Detective, which
debuted this spring. PrimeTime Live re-
tums at 10.

On Friday, Family Matters moves to
8, followed by the new Srep by Step,
starring Patrick Duffy and Suzanne
Somers as single parents who marry. Per-
fect Swrangers returns at 9, followed by
Baby Talk at 9:30. 20/20 returns at 10,

Who's the Boss moves to Saturday’s
lead-off position, followed by Growing
Pains. The Young Riders moves to 9
p.m. and a new drama, The Commish, is
at 10. From ABC Productions and Ste-
phen J. Cannell Productions, Commish
stars Michael Chiklis as an affable chief
of police.

Sunday night remains the same: Life
Goes On at 7, America’s Funniest Home
Videos at 8, America's Funniest People
at 8:30 and The ABC Sunday Night Mov-
ie at9,

Monday night also stays intact: Mac-
Gyver returns at 8, followed by Monday
Night Foorball,

New Wednesday-Saturday for (BS

Jeff Sagansky, president, CBS Enter-
tainment, predicted CBS will be the top-
rated network in prime time next season.

He made the remark during the CBS fall
schedule announcement last week,
which has the network introducing four
half-hour comedies, two dramas, an
hour version of The Carol Burnett Show
and a Saturday night movie. *‘I think we
have the pieces to be number-one and
I'll be disappointed if we’re not."

CBS left its strengths—Sunday, Mon-
day and Tuesday—unchanged from last
season, including returning Northern
Exposure to the Monday, 10-11 slot.
Sagansky said the fit of Northern Expo-
sure, an hour comedy, was better fol-
lowing the four half-hour comedies than
was The Trials of Rosie O’Neill.

CBS’s biggest challenge will be Wed-
nesay, Thursday and Friday, said Sa-
gansky, who also noted that Wednesday
night, with two new comedies at 8-9
(The Royal Family and Teech), *‘will be
a real test,”’ He said an opportunity ex-
ists for the network at 8 p.m. on
Wednesday because their research indi-
cates Dinosaurs, ABC's entrant in the
time period, ‘‘has limited appeal,’’ and
he expects “‘we’ll cream them there.”
On Wednesday, Jake and the Fatman
returns to the 9 p.m. slot and 48 Hours
is back at 10. The latter will air original
installments during the summer, and Sa-
gansky expects that to translate into
growth in the fall.

On Thursday, CBS returns Top Cops
and Knots Landing in the 8-9 and 10-11
periods. At 9, Sagansky said the net-
work has another opportunity to make
gains, also because of an ABC schedul-
ing decision. He said CBS decided to
slot Rosie O'Niell at 9-10 after ABC
decided to go with two reality half-hours

(FBi: The Real Stories and American
Deiectives), leaving a vacancy for an
adult drama to counter-program NBC’s
Cheers and Wings.

The decision to schedule The Carol
Burnett Show on Friday at 9, rather than
her traditional Saturday night placement,
was done so that a recognizable property
would serve as anchor on the night of
otherwise all-new programing. The
night opens with two comedies, Prin-
cesses and Brooklyn Bridge, with the
latter a project from Gary David Gold-
berg formerly titled My Grandmother's
House. Sagansky said the show would
be the “‘class act of next year.”” At 10-
l1 the network scheduled Palace Guard
from Stephen J. Cannell.

Peter Tortorici, senior vice president,
program planning, CBS Entertainment,
who joined Sagansky in New York to
make the presentation, said the decision
to schedule a movie on Saturday night
(8-10) was not reflective of their overall
series development this year, but offered
an opportunity to counterprogram series
on the other networks. He aiso said the
network’s Saturday night movie, put
into service earlier this season, had per-
formed well enough to encourage a simi-
lar approach in the fall. Sagansky said
the movies will be a mix of theatricals
and made-for-TV productions. Follow-
ing the movie is the second new CBS
drama, P.S. [ Luv U, starring Connie
Selleca, Greg Evigan and Earl Holli-
man.

The network also ordered four back-
up series, including The Family Man,
Family Dog, The Human Factor, and
Tequila and Boner. -5M,5C

NETWORK MOVES MOSTLY PLEASING TO AFFILIATES

BC’s affiliate meeting in New

York last week was surprisingly

upbeat, to hear some affiliates
tell it. They came away feeling the net-
work was trying to address their needs
on several fronts.

Examples: The network agreed to a
five-minute delay of The Tonight Show
so affiliates can expand their local late
newscasts. The network also said it
would have an overnight news service
on the air some time in the fourth quar-
ter.

The new prime time schedule (see
page 29) was also fairly well received.
The perception is that NBC Entertain-
ment chief Warren Littlefield and his
team have made a solid effort to reach
younger demographics with the new
schedule. Perhaps the most controversial
example of that was the decision to yank

the highly rated Marlock from the sched-
ule next fall.

There were groans from a number of
markets where the show does extraordi-
narily well, pulling in high-30 shares.
But the show skews older, and a new
drama with a younger star, Sam Water-
son, will replace it. *‘That was a real
gutsy call,”” said John Spinola, vice
president and general manager, WBZ-TV
Boston.

News of the delay of Tonight came
the day the show’s star, Johnny Car-
son, told a Carnegie Hall audience
packed with affiliates that he wil] retire
after next season, his 30th year on the
show. Carson’s retirement has been ru-
mored for months and, in fact, he indi-
cated to the network privately at the
time he signed for next season that it
would be his last. But last week was

the first time he said publicly that May
22, 1992, would be his last Tonight
broadcast.

There is no word on who will replace
Carson, but as one network source said,
“It’s a pretty good guess’’ that Jay
Leno, Carson’s permanent substitute
host, would be signed to replace him.

The delay of the show by five minutes
takes effect in the fall. It was something
a large group of affiliates aggressively
sought, because a number of competing
affiliates (both CBS and ABC) around
the country have had expanded news-
casts for some time. Both NBC and Car-
son had resisted the move up (0 now,
and competitors expanded their news by
five minutes or more to make it harder
for viewers to switch over to the Carson
monologue. The show has shown about
a 12% drop in ratings this season.
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In exchange, affiliates will give back
one minute per night of ad time in the
show. But they have the ability to make
that up in local news expansion.

Robert Homner, vice president and di-
rector of the network’s affiliate News
Channel division, in Charlotte, N.C.,
briefed affiliates on plans for the over-
night service, which will be a maximum
of 42 hours. Anchors have not yet been
named. According to William Bolster,
president, Multimedia Broadcasting,
“‘the feeling in the room’’ where affili-
ates had their closed session last week
was that the service would be cleared in
*‘better than 85%"’ of the country,

One of NBC’s most controversial de-
cisions has been to include a pay-per-
view cable element to the 1992 summer
Olympic games in Barcelona, Spain.
But the network has said from the start
that its winning bid ($401 million) fac-
tored in $100 million in cable revenues.

Last week the network announced a
revenue sharing plan for affiliates that

agree to promote the PPV events on their
stations. Participating stations will share
a pool of money totaling $10 per PPV
subscriber up to 3.5 million subs, plus
additional dollars for subscribers beyond
that total. Each station’s share will be
based on market size. ‘I can’t tell you
we're comfortable with pay per view, or
cable for that matter,”’ said King Broad-
casting’s Eric Bremner, chairman of the
NBC affiliate advisory board.

In other Olympics news, the network
announced that Bob Costas was named
to host prime time coverage of the Bar-
celona games, Bryant Gumbel had those
duties for NBC coverage of the Seoul
games in 1988.

In daytime, a number of develop-
ments were announced, including a new
division vice president '*by the end of
the month,’’ according to Betty Hudson,
senior vice president, corporate commu-
nications. Jacqueline Smith, who has
been in the post two years, resigned. She
assumed the post when the network was

L

in last and leaves it that way.

In September, the network daytime
schedule will be cut back one hour to
44 hours, with an expanding reality
block in the moming and soaps in the
afternoon. Several reality projects were
announced, including two from NBC
News. Cover to Cover will feature video
versions of segments from popular print
magazines such as Parents and Family
Circle. It will join A Closer Look on the
schedule July 29, replacing Trial Watch.

Candidates to join daytime in Septem-
ber include One on One, a celebrity in-
terview show, also from NBC News,
and He Said, She Said from King
World, with Kathleen Sullivan hosting.
It is described as an *‘issues'show’” with
battle-of -the-sexes overtones.

The network also said its affiliate
meeting next year would take place in
March, in Hawaii. Next season’s prime
time schedule presentation will be fed
live, via closed circuit feed, to all affilia-
tes. -SM

CBS AND AFFILIATES TO TALK TEAM SPIRIT

omentum in most network day-

parts will help the mood of

CBS affiliates, whose affiliate
meeting has been pared back to a day-
and-a-half of primarily business discus-
sion. It appeared as of last week that the
meeting, at New York’s Waldorf As-
toria hotel, would be without major net-
work announcements, Instead, much of
the meeting will be a review of program-
ing, promotion and other plans while
repairing damage to a network-affiliate
relationship caused by a 20% compensa-
tion reduction earlier this year.

Those affiliates commenting last week
seemed willing to focus on the positive.
Said board chairman-elect Cathleen
Creany, general manager of WTVH-Tv
Syracuse, N.Y.; ““We will be involved
in positioning the network and its affili-
ates to take advantage of the economic
situation when it turns around.’’ Phil
Jones, past affiliate board chairman and
president of Meredith Broadcasting
Group, said affiliates were interested in
*‘combating the psychological erosion of
the network-affiliate system.”’

This week’s meeting will not be total-
ly without tangible discussion. On the
agenda are the possibility of providing
affiliates with an anchored overnight
newscast as part of its existing Newsnet
video newswire service. NBC just an-
nounced a similar plan for affiliates, and
ABC is also looking into the possibility.
““We're actively investigating it,”’ said

John Frazee, vice president, news ser- | lation involving must carry and retrans-

vices at CBS. *‘But [we are] nowhere
near the point where we'd say we would
do this.’’ Tony Malara, CBS president,
affiliate relations, said the pressure of
having both the schedule presentation
and the affiliates meeting in the same
week was making a decision difficult.

A Newsnet survey has tentatively
found that about half the CBS affiliates
responding have early morning news.
Executive producer Marcy McGinnis
added that many of those stations would
like an anchored overnight feed. Agree-
ing was C, David Whitaker, president of
WTVT(TV) Tampa-St. Petersburg, Fla.,
who said that shifting viewing patterns
would make viable a 5 a.m. local news-
cast, which could benefit from earlier
network newsfeeds.

Various CBS sources have indicated
that Nightwatch could be canceled at, or
sometime after, the affiliates meeting.
As for CBS This Morning, Howard Ken-
nedy, general manager, KMTv(TV) Oma-
ha, Neb., called it ‘“a great product, but
we’'ve got to figure out a way to get it
sampled.”’

Another area of concern for CBS af-
filiates is the evening newscast, which in
the just-completed May sweeps came in
third place with a 7.8 rating, down 8%
from its 8.5 rating a year ago.

Government affairs is on Friday
morning’s agenda, with the recent Sen-
ate Commerce Committee-passed legis-

mission consent certain to be discussed.
Ben Tucker, executive vice president of
Retlaw Broadcasting and head of the
affiliates government relations commit-
tee, said the network-affiliate split of
potential payments from cable has been
broached, but apparently only in prelim-
inary stages. Said Malara; “*All we have
is a subcommittee vote.”’

CBS’s prior big issue, compensation,
has largely been settled. Some of the
pain of the 20% cut was mitigated by
instituting the network’s add back of a
$6 million ‘‘bonus pool,’” one-third of
which will be used as an incentive for
affiliate clearances. Mick Schafbuch, af-
filiate board chairman and general man-
ager, KOIN-Tv Portland, Ore., said he
thought the network is most concerned
about clearance of CBS Latenight, its
late night programing that began in
April. According to recent A.C. Nielsen
data, the first hour of Larenight has only
86% clearance, compared, for instance
to 99% for both NBC’s Tonight and
ABC’s Nightline.

On Thursday, the CBS sports presenta-
tion will focus on the upcoming winter
Olympics. Bruce Marson, general manag-
er of wHDH-Tv Boston, said there is still
discussion taking place about what ar-
rangements will be made for affiliates to
cover the games. The estimated cost of
affiliate coverage, he said, has come
down from initial estimates by 50%.-6f,ns
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SALHANY TO HEAD TWENTIETH TELEVISION

Paramount’s syndication president is leaving to oversee Fox’s domestic and

international syndication and network and cable production

s originally reported in BROAD-

CASTING (“‘Closed  Circuit,”

April 8 and May 13), Lucille S.
Salhany has been named chairman of
Twentieth (Fox) Television, making her
arguably the highest ranking female tele-
vision executive in the Hollywood stu-
dio system. Salhany, whose contract as
president of syndication at Paramount
Domestic Television expires this No-
vember (ending a six-year association
with the studio), will assume oversight
of Fox’s Twentieth Television domestic
and international syndication and net-
work and cable production, in a newly
titled position reporting directly to Fox
Inc. Chairman Barry Diller.

Salhany’s move to Fox, several
sources said, may have been, in part,
because Paramount was unable to offer
her the top TV group post while the
studio waits for NBC Entertainment
Group Chairman Brandon Tartikoff to
assume his chairmanship of Paramount
Pictures in July (BROADCASTING, May
6). They suggested Diller seized the op-
portunity offered by that period of un-
certainty by sweetening his earlier offer
to Salhany. Although Salhany and Fox
officials were unable to discuss terms of
her contract, sources suggested she
signed a three- to five-year deal.

Salhany began in broadcasting as a
secretary at wWKBF-Tv (later wCLQ-TV)
Cleveland in 1965 and six years later
became promotion manager, reporting to
then program coordinator Mel Harris.
(In 1977, Harris joined Paramount’s TV
sales division and eight years later re-
membered Salhany when he became
president of Paramount Television
Group.) Between 1979 and 1985, Sal-
hany rose to vice president of television
and cable programing at Taft Broadcast-
ing Group, paving the way for her ap-
pointment by Harris to take over syndi-
cation gt Paramount. Since Salhany
joined Paramount in October 1985, the
studio has had some of its greatest syndi-
cated success with such programing as
Star Trek: The Next Generation, Enter-
tainment Tonight, Cheers and The Ar-
senio Hall Show.

Salhany’s departure from Para-
mount—which industry sources suggest
may bring her an early release (possibly
within the next several weeks) from her
scheduled November contract expira-
tion—comes during a sensitive transition
period for the Hollywood studio. The

ouster of Frank Mancuso as chairman of
Paramount Pictures several months ago
was a major blow, but Paramount Com-
munications Chairman Martin Davis has
moved to reinvigorate the studio with
the hiring of the high-profile Tartikoff.
Sources say Tartikoff may already be
working on who will fill Salhany’s syn-
dication slot.

Several sources have speculated that
Tartikoff will be looking at current Para-
mount syndication vice president Steve
Goldman and programing vice president
Frank Kelly as early front-running can-
didates. One New York rep source sug-
gested that ‘‘best bets’” are on Kelly,
with vice president and general sales
manager Greg Meidel a possible *‘dark
horse’’ candidate.

Salhany steadfastly declined to specu-
late on what changes may take place at
Paramount, as well as on any moves she
might make in the TV production struc-
ture at Twentieth Television, With re-
spect to the latter, Twentieth Televi-
sion’s network production president,
Harris Katleman; syndication president
Michael Lambert, and international
president Bill Saunders will all report to
Salhany. A Fox spokeswoman con-
firmed that Salhany will have freedom to
decide the management structure, while
Diller will be providing ‘‘advisory in-
put”’ on any hiring.

Salhany said she is *‘great friends™
with Katleman, Lambert and Saunders,
and Lambert laid out the welcome mat:
*‘I can tell you that | am looking forward
to Lucie coming on board,’” he said.

“‘Michael [Lambert] and [ go back
over 10 years to when I bought program-

ing for Taft Broadcasting [station
group], and I was immediately im-
pressed with his professionalism,”’ Sal-
hany said. ‘‘Harris [Katleman] is a sea-
soned network veteran, and Bill
[Saunders] has an outstanding reputation
in the international community.””

‘I am not going to dish out any spec-
ulation, but what I can say is that Barry
[Diller] offered me this opportunity last
fall, and the chance to work in a fully
integrated television company like Fox
was (0o rare an opportunity too pass
up,”’ Salhany said. *“To have the oppor-
tunity to work with Greg Nathanson
[president, Fox Television Stations Inc.
group] and have his seven owned sta-
tions as an R&D network for syndicated
and network programing is a tremendous
advantage. The fact that Fox went into
the market and created a fourth network,
changing the business of television, is a
testament to Barry’s genius and is some-
thing I want to be a part of.””

Salhany’s ascension to the top studio
TV position became possible following
the departure of Twentieth Chairman
Jonathan Dolgen for Columbia Pictures
Television last September.

Salhany joins an elite group of women
who have made it to the top at the Holly-
wood studios. Lynn Loring is currently
president of MGM/UA Television’s do-
mestic network production. Barbara
Corday, who served most recently as
vice president of CBS’s prime time pro-
graming from 1988-90, was the highest-
ranking female TV studio executive as
president of Columbia Pictures Televi-
sion/Embassy Television from 1984 to
1988. (On the film side of the business,
Dawn Steele was president of Columbia
Pictures Entertainment for two years un-
til her 1989 dismissal, and Sherry Lan-
sing was president of 20th Century Fox
Film Productions in 1980-82.)

Despite the spotlight, Salhany said
she deserves no special attention.
““There is all this stuff the press says
about me breaking into ‘The Hollywood
Boys Club,” but there are other women
working in creative services and produc-
tion positions at the studios. Look, the
press says [ single-handedly created the
successful launches of Paramount’s pro-
graming, but it really was the efforts of
people like Mel Harris, Steve Goldman,
Frank Kelly, Greg Meidel and lots of
sales people that made us a successful
team.”’ -MF
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SPOT TV SLOW TO RECOVER

s pot television is still weak and shows few signs of improv-
ing, according to just-reported results and comments of
industry executives last week. One recent industry-sponsored
survey of 49 groups representing 233 stations showed that
April revenue declined 6.5%, with national spot down 8.1%
and local down 5.1%. April results for some publicly-held
group owners were also down from the prior year. Compari-
sons might have been slightly hurt by the fact that Easter fell
in April last year, and in March this year.

Agency executives contacted said there appeared litile
near-term relief for station owners, while noting differ-
ences among regions. Jean Pool, senior vice president,
director of local broadcast for J. Walter Thompson, said
results are still probably worse on the East Coast than the
West Coast, with the Midwest ‘*holding its own.”’ Among
advertising categories there was also some strength, said
Laura Siiton, senior vice president, director of local broad-
cast at McCann-Erickson: ‘‘The movies have been really,
really strong, which I think has saved a lot of siations. Late
news is always going to be strong, even with automotive
spending down."’

But overall, most of those commenting were not optimistic
for the near term. Marlene Chautin, associate director, local
broadcast for Young & Rubicam, said that the network’s
local pricing was hurting spot, while the Olympics might
drain money from the fourth-quarter spot market. Uncertain
about the impact of the Olympics on 1991 spending was

might be accelerated into the current year to avoid the
marketing clutter associated with next year's Olympics.

What happens in the fourth quarter is statistically important
in determining whether there will be an increase over [990’s
spot spending, since the third quarter will be disadvantaged by
comparison with the prior year’s political spending.

Second-quarter outlook reports from rep firms are also
bleak. Blair Television’s second-quarter report said spot TV
“‘may even display a negative performance for the first uime
in 20 years.'’ Spot is also being hurt, Blair said, by *‘excess
inventory in cable and syndication, and especially network.”’
Regional ad sales for the networks in the first quarter, the
report said, accounted for 4% of all network sales, more than
double the *‘usual’ 1.8%.

Among categories spending less are packaged goods, U.S.
auto manufacturers and retail. Also, according to Marketing
Intelligence Service, the number of new products and brands
being introduced is expected to slow down because of the
poor economy. Paid programing, according to a report from
Katz Television, is also expected to decline.

Statistical comparisons with prior-year periods should start
getting easier since the advertising market began deteriorat-
ing in the second half of last year, said Peter Appert, co-
director of research at C.J. Lawrence, Morgan Grentell.
Appert tended to discount concerns that the current weakness
in spot could represent long-term problems for the industry:
“I’'m personally of the opinion that the major problem is

Harold Simpson, vice president, research, Televisien Bureau
of Advertising, who said that some product introductions

cyclical. It’s not like cable or syndication is booming; the
total pie has shrunk. It’s partly an inflation problem.

£
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WHITE HOUSE’S BLUE RIBBON SCRUTINY
OF TELECOMMUNICATIONS

Council on Competitiveness to prepare white paper on regulatory barriers
to new technologies such as HDTV, PCN and fiber optic networks

he President’s Council on Com-

petitiveness will produce a white

paper on telecommunications poli-
cy that s likely to propose greater dereg-
ulation of the broadcast, cable and com-
mon carrier industries. The paper is
expected to be completed this fall.

According to council staff, the paper
will take a ‘‘global look at where our
telecommunications industry is today
and where it could go 15 years from now
given the promising new technologies
that are being developed. ™’

Chaired by Vice President Dan
Quayle, the council’s mission is to re-
view regulatory issues and their effect
on competition. Other members include
Treasury Secretary Nicholas Brady; At-
torncy General Richard Thornburgh;
Commerce Secretary Robert Mosbacher;
Richard Darman, director of the Office
of Management and Budget; Michael
Boskin, chairman of the Economic Ad-

Broadeasting May 27 1991

visers, and White House Chief of Staff

| John Sununu (ex officio).

The white paper will focus on regula-
tory barriers that might inhibit the devel-

| opment of such new technologies as

high-definition television, personal com-
munications networks and fiber optics.
The broadcast crossownership and mul-
tiple ownership limits and the ban
against tclco-cable crossownership along
with the FCC’s fin-syn rules are likely to
be targeted in the paper.

And it will examine tclecommunica-

| tions issues from a First Amendment

perspective, possibly considering that
“no matter what kind of technology,
they should have full speech rights,"
said a council staffer.

The decision to preparc a white paper
came two weeks ago, after a briefing by
FCC Chairman Al Sikes and Mosbacher
on telecommunications policy questions
and new technologies. Mosbacher and

Boskin will oversee the project, and the
council will work with the Commerce
Department’s National Telecommunica-
tions and Information Administration,
the Justice Department, the Council of
Economic Advisers, the Economic Poli-
cy Council, OMB and the FCC.

Quayle is personally intercsted in tele-
communications and new technologies,
a staffer said, because he believes it will
‘“drive our economy in the future.”

Just what impact the study will have

| on the FCC and Capitol Hill remains to

be seen. However, it is likely to dovetail
with the commission’s altic-to-basement
review and could play a pivotal role in
deciding the fate of congressional at-
tempts to reregulate cable television.
One Washington insider feels the pa-
per will have a *‘great impact’’ on tele-
communications pplicymaking overall
because it pulls together the administra-
tion’s views. =it
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INTERFACE V
SET TO GO JUNE 5

The Federal Communications Bar Asso-
ciation and BROADCASTING magazine,
co-sponsors of the fifth annual Broad-
casting/Cable Interface, have announced
the final agenda for that event (published
in full at right). It will be held in Wash-
ington’s ANA Hotel June 5, with sub-
jects ranging from telecommunications
policy to news, sports and economics,
and featuring leading industry experts
from ali those spheres. Principal speak-
crs include Senators Ernest Hollings and
Conrad Burns, both of the Commerce
Committee, and FCC Chairman Alfred
C. Sikes. The luncheon keynote will be
given by Time Warner President Nick
Nicholas, and three other commission-
ers—James H. Quello, Sherric Marshall
and Ervin Duggan—will appecar in a
post-luncheon panel.

Schedule of fees: 3525 for first-year
delegares, 3350 for returiing registrants
and FCBA members, 3175 for second
and succeeding registrants from the
same company or firm. Contact. Corpo-
rate Relations Departmen:, BROADCAST-
ING, 1705 DeSales Street N.W., Wash-
ington, D.C. 20036, telephone 202-659-
2340.
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Interface V

June 5, 1991
ANA Hotel, Washington, D.C.

9-9:05 0 Welcome
FCBA President Sally Katzen

9:05-9:15 O Introduction and Overview
Don West {Broadcasting), Lauren Belvin (FCC) and Dick Wiley (Wiley, Rein &
Fielding): Conference Co-Chairs

9:15-9:45 O Congressional Keynote
Senator Ernest Hollings (D-S.C.), chairman, Senate Commerce Committee

9:45-10:15 C FCC Keynote
Alfred C. Sikes, FCC chairman

10:15-10:30 C Break

10:30-11:30 O Industry Leaders Panel
Broodcasting: Burt Staniar, Westinghouse; Cable: Jim Robbins, Cox; Networks:
Steve Weiswasser, ABC; Programing: Michoel Lambert, Fox; Telephone Industry:
William Ferguson, NYNEX.
11:30-12:30 O Industry Economic Forecast Panel

Steve Rattner, Lazard Freres; Robert Coen, McCann-Erickson; Gerald Hasselt, Bank
of New York,
Ron Doerfler, Capcities/ABC; Jeff Epstein, King World.

12:30-2 O Luncheon Speaker
Nick Nicholas, Time Warner
2-3 0 FCC Commissioners Panel
James H. Quello, Sherrie Marshali, Ervin Duggan

3-3:30 O Dehate on Prime Time Access Rule
John Lane, Witkes, Artis, Hendrick & Lane versus Nat Emmonds, Mullin Rhyne
Emmons & Topel
3:30-3:45 O Break

3:45-4:45 O Sports Programing Panel
Neal Pilson, CBS; Terry McGuirk, Turner Broadcasting; Bob Wussler, Comsat Video;
Tom Rogers, NBC; Ed Durso, ESPN
4:45-5:45 O Future of Television Journalism Panel
Steve Friedman, NBC; Chuck Dolan, Cablevision; Barbara Cohen, CBS; Ed Turner,
CNN; David Bartlett, RTNDA

5:45-6 O Closing Speaker
Senator Conrad Burns (R-Mont.), Senate Commerce Committee {addressing the
subject of telco entry).

6-7 O Reception

Broodtasting May 27 1981



PROGRAMING

NBC WINS SWEEPS, NETWORK SHARE HOLDS STEADY

CBS is second, followed by ABC and Fox; combined network share is 61

hile NBC a year ago was
showing signs of weakness in
its May sweeps petformance,

the network last week chalked up its
seventh straight May victory and was the
only network to show year-to-year
growth in overall viewing. All three net-
works had some cause for celebration as
the numbers last week showed a com-
bined share of 61, maintaining the May
1990 level and bucking the usual trend
toward declining viewership.

Network research executives were
quick to point out last week that al-
though the Big Three network rating fell
from a 35.2 to a 34.7 and the HUT level
dropped from 57.3 to 57.1 in a year-to-
year comparison, network share held at
61. The figure was being highlighted
last week by the networks, which had
eartier suffered a 4 share point decline in
year-to-year viewing during the regular
season.

NBC, in winning its 23rd of the last
25 sweeps, scored a 12.3 Nielsen rating
for all programs for the April 24-May 20
period, a 3% increase over the 12.0
scored in May 1990. CBS followed with
an 11.6 rating, a 2% decline from May
1990; and ABC fell from 11.4 to 10.8,
representing a 5% decline. Fox saw its
rating decline from 6.6 to 6.4, but the
network maintained an 11 share.

*‘We did suffer quite a bit last year,"”
said Robert Niles, vice president, re-
search, NBC, comparing the network’s
May 1990 sweeps performance to the
latest numbers. ‘‘We like the message
that we’re getting so far this year.”’

NBC’s victory in part was attributable
to its successful movie lineup, including
the two-part Switched at Birth, which
had a 21.9/34; A Cry in the Wild with
17.2/27; Knight Rider 2000 with
16.1/26, and In the Light of Duty: Man-
hunt in the Dakotas, scoring 14.7/26.
The network’s movie night ratings per-
formance was 16.2 in the just-completed
May survey, up 26% from 12.9 a year
ago.

*“The sweeps victory of NBC is large-
ly the result of excellent movies very
well promoted,’” said David Poltrack,
senior vice president, planning and re-

NBC's ‘Switched at Birth’

search, CBS. ‘‘The race is so close now
that the movie winner is going to be the
overall winner.”’

Among regularly scheduled pro-
grams, including all showings of all reg-
ularly scheduled shows, NBC led the
May sweeps race with a 12.6 rating, a
2% increase over its 12.3 rating last
year. CBS dropped from 12.0t0 11.8, a
2% decline. while ABC fell from 11.5 to
1.0, a 4% drop.

Dallas, including the May 3 series

CBS's ‘Dallas’ finale

finale, gave CBS the no. ! regularly
scheduled program during the May
sweeps, scoring an 18.6/32. NBC
grabbed five of the top 10 shows, in-
cluding Cheers with 17.7/29 and L.A.
Law with 16.7/28. ABC’s only top 10
entry was Roseanne with 16.2/26.

The Simpsons was the no. 1 regularly
scheduled program for Fox with an
11.7/21 in the May sweeps, down from
a 14.6/23 a year ago. Rising in the ranks
for Fox was In Living Color, up from

‘STUDS’ FOR SALE

ollowing its local development on Fox Television Stations Inc.'s KTTV-TV

Los Angeles (BROADCASTING, Feb. 18, 1991) and subsequent limited
market rollout, Twentieth (Fox) Television is formally launching Studs as a
nationally syndicated dating strip available for the remainder of this season
and fall 1991. In selected test rollouts, Studs has proven to be the “*only
successful’’ game show strip in syndication this season.

Besides scoring a 5.0 rating/9 share preliminary May sweeps (NSI) average
at 7 p.m. on KTTV(TV) Los Angeles (more than 2 share points ahead of
M*A*S*H’s year-ago numbers in that slot), Studs also scored improved
sweep-to-sweep numbers for KDNL-TV St. Louis, which plays the program at
11:30 p.m. with a 5/17 sweeps average and 24 share on May 20. In the same
slot last May, Three’s Company was averaging a 10 share. On KABB-TV, a Fox
affiliate in San Antonio, Studs has improved the 10 p.m. slot to a 6 share from
the 2 share average for / Love Lucy in the year-ago sweeps.

On Fox 0&0's wrLD-Tv Chicago at 10:30 p.m. and on WTTG-Tv Washing-
ton, the game show is performing with above average success, with 4.5/9 and
3.8/12 averages, respectively.
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6.6/12 a year ago to 9.4/17.

A particular problem area for the net-
works continues to be the evening news,
with CBS dropping from a year-ago rat-
ing of an 8.5 to a 7.8, representing an
8% decline. Decreases were less dramat-
ic at NBC, which dropped from an 8.1
to an 8.0, and at network leader ABC,
which saw its rating fall froma 9.5t a
9.4. Poltrack attributed the decline in
news viewing to a number of possible
factors, including rating methodology

problems; more competition in early
evening, and audiences ‘‘taking a re-
spite’” from news after the Gulf war.

Also on the news front, NBC showed
a fairly strong rebound on its moming
news (7 a.m.-% a.m.), rising from a 3.2
to a 3.8 rating. CBS dropped from 2.5 to
2.4, while ABC fell from 4.5 to 4.0.
NBC’s rise coincided with the position-
ing of co-anchor Katherine Couric at the
Today show, as well as a change in the
way Nielsen measures the daypart.

Tuning by source during prime time
showed network affiliates dropping from
a 35.3 rating a year ago to 34.7, and pay
services dropping from 3.4 to 3.0. Gains
were seen among independents (includ-
ing Fox), which rose from 9.3 10 9.8. A
rise was also seen among cable networks
(including superstations), which rose
from 12.4 to 12.9, although the increase
was its lowest year-to-year gain during a
sweeps period. Public television re-
mained flat with a 2.0 rating. -m

CBS FINDS CRIME(TIME) DOES PAY

Fall schedule will include new projects for late night wheel

hen CBS’s new prime time
schedule debuts in the fall, the
network’s late-night Crime-

time After Primetime lineup will also
feature at least a couple of new series.
CBS has five projects in development,
two of which are expected to be included
in the Monday through Friday lineup,
replacing two of the under-performing
shows. In addition, CBS is readying two
“*adult relationship’’ shows to form an-
other hour following the 11:30 p.m.-
12:30 a.m. action lineup.

Sweating Bullers on Monday night,
Scene of the Crime on Wednesday and
Dark Justice on Friday night are the
three series expected 10 return with new
episodes either late this summer or in the
fall. CBS has until June 15 to alert pro-
ducers as to whether their show will
return.

According to sources, l.orimar’s Dark
Justice has already been given a 22-
episode renewal for the fall, and Stephen
J. Cannell Producticns, which produces
Scene of the Crime, has also been given
a renewal for an unspecified number of
episodes. The three shows were given
nine-episode back-end orders earlier this
month, following the original 13-epi-
sode orders all five projects were origi-
nally given.

The Exile on Tuesday night and Fly
By Night on Thursday night are the two
series expected to be replaced. Rod
Perth, vice president, late-night pro-
grams, CBS Entertainment, who over-
sees the network’s efforts in the daypart,
wouldn’t specify which of the five series
would be replaced; he did say, however,
that “‘at this point, clearly Dark Justice,
Sweating Bullets and Scene of the Crime
are performing well.”” The network,
however, wouldn’t release individual
ratings for each series.

Whatever the lineup, CBS is reaping
benefits from the change in strategy fol-
lowing the demise of The Par Sajak
Show last year. In scheduling the adult
action series the network has not only
improved its overall rating, but im-
proved its demographic profile in the
potentially lucrative daypart. Thus far
Crimetime is averaging a 2.8 rating and
10 share from April 2-May 12, The
numbers—although still dwarfed by
late-night leader The Tonight Show on
NBC with an average 5.2/17 and ABC’s
Nighitline, with a 4.8/14—represent a
33% increase for CBS over the same
time span last year. -

““The real story, however,”’ said
Perth, ‘‘is in the demographics.”” He
said the late-night strategy was designed
to appeal to younger viewers, and in that
respect it has worked. ‘*Among women
18-49, we're up 58% from last year, and
among men 18-49 we’re up 40%,” he
said.

No matter how well the late-night se-
ries perform, the network continues to
be handicapped by fewer clearances in
late night than either ABC or NBC. Af-
filiates defected heavily after the much-
ballyhooed Sajak experiment went awry
by turning to syndicated programing
and, in many cases, to The Arsenio Hall
Show. The network currently has 87%
clearance for Crimetime. Perth noted
that nearly half (48%) of the stations
delay the late-night feed a half-hour. In
fact, among the top 20 major markets,
outside of the network’s five owned and
operated stations, only one station car-
ries the feed live.

*‘One of our missions at the upcoming
affiliate’s meeting is to translate the pos-
itive gains we’'ve made into more live
clearances,’’ said Perth. He plans to sell
the effectiveness of the lineup to skepti-

cal affiliates by pointing out successful
performances in certain markets. He
said Crimetime is beating The Tonight
Show in the Indianapolis market, and
noted similarly strong performances in
New York, Philadelphia, Tampa and
Minneapolis.

Scheduled to debut either later this
summer or early fall, is the network’s
next push into late-night, the 12:30-1:30
hour. Currently in development are Per-
sonals and Love Objects, which Perth
described as adult relationship shows
with game show aspects. Despite the
emergence of the two projects, Perth
said the post-Crimetime strategy is only
one of several.

The action-adventure projects current-
ly in development for Crimetime include
another project from Cannel! and a script
from Sam Egan, creator of Sweating
Bullets.

Silk Stalking, from Cannell, features a
male/female detective team who special-
ize in solving crimes of passion. The
Just Man, created by Ed Redlich and
produced by Chesler-Perlmutter Produc-
tions, is about a man who has a near-
death experience and in exchange for his
life agrees to make amends for his sordid
past. Vice Girls, from the writing team
of Estrin and Berlin, is based on two
female vice cops. Carribean Hear is
from Alliance Entertainment. An unti-
tied project from Peter McCabe and pto-
duced by Chesler-Perlmutter is a detec-
tive series in the ‘‘Mike Hammer
tradition,”” according to Perth.

Perth also noted the script from Egan
and Nick Amold titled Freeranger. The
project is set in the future and centers on
a colony of washed-out Earthlings who
colonize a planet, *‘It’s very bleak in the
tradition of ‘‘The Road Warrior,”” he
said. -
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WORLD LEAGUE DISAPPOINTS IN DEBUT SEASON

Ratings fall far short of expectations of rightsholders, advertisers

s the World League of American

Football closes out its inaugural

season, it is being summed up by
advertisers and rightsholders ABC and
USA Network, as disappointing.

WLAF ratings on ABC have fallen
short of the 3 to 4 rating that network
executives were hoping to get for the
games. ‘‘The ratings quite honestly are
not where we’d like them, but in terms
of demographics, it's right on track,”
said an ABC Sports spokesman. Sixty-
five percent of WLAF viewers have
been in the age 18-49 category, he said,
which is 15% higher than viewers in that
demo for baseball and golf telecasts.

Ratings for the WLAF on ABC sank
as low as 1.3/4 for a May 5 matchup
between the New York/New Jersey
Knights and the Raleigh-Durham Sky-
hawks, but overall the games have aver-
aged about a 2 rating. The league’s high-
est rating as of last week was a March 31
pairing of the Knights and the London
Monarchs that scored a 2.7/9. But the
games had been hovering about a 1.5
rating each week since April 25.

Ratings for the WLAF averaged 1.9/6
on ABC for the period March 25—May
20 down 14% from the golf, auto racing
and other sports aired by the network
during the same period last year. The
WLAF coverage represented more than
twice the 11 hours of sports programing
aired by ABC during that period in
1990.

Coverage-wise, the WLAF games on
ABC have generally cleared in the area
of 92% of the U.S., peaking at 96% for
the March 31 game and dropping as low
as 90% for a midseason game featuring
the Birmingham Fire and the Orlando
Thunder.

According to one advertiser, ABC of-
fered guarantees to some clients, de-
pending on how large a buy they made,
or whether the ad buy was part of a
larger package. Spots on ABC were
originally said to be going for $40,000,
although the price quickly dropped to
less than half that amount as the season
got underway.

USA Network, though, which aired
games Saturday and Monday evenings,
had guaranteed all advertisers a 3 rating.
The highest rating USA got was a 2.1
for the first game on March 23. Ratings
slowly declined week after week, with
the last several games of the regular
season (which ended Monday) averaging
from a 0.8 to 1.0 rating. The season’s
ratings averaged out at a 1.2.

*‘Obviously, I'm not real thrilled
about ratings levels,”” said Gordon
Beck, USA vice president, sports. *'But
we're focusing our efforts on what we
can do to turn it around. With time it
will work.”’

USA had sold about 75% of its ad
inventory, most of it, luckily, before the
season had even started. The rest was
used largely for makegoods, according
to John Cronopolus, USA vice presi-
dent, corporate accounts and special
events. Advertisers said 30 second spots
were being sold for about $4,000 to
$6,000 on USA, way below the $15,000
USA had said it thought some spots
would go for before the season.

“We didn't buy any time on the
WLAF because we didn’t think it would
do very well,”” said Lou Schultz, execu-
tive vice president, director of media
services, Lintas: Worldwide. '‘The re-
sults have shown that we were right. But
it was a reasonable risk considering how
few sports are available to men in the
spring.”’

Some of those who did advertise are
not happy with the ratings, but don’t rate
the WLAF a disaster either. ‘I was
pleased as far as how the league looked,
in terms of professionalism. Even weeks
before, [ was concerned that the games
would look pretty silly,”” said Chris
Pfaus, .manager, promotional events for
Kentucky Fried Chicken, which adver-
tised on both ABC and USA. “Of
course, though, it was a disappointment
as far as the ratings.”

But the level of play still has a long
way to go, according to some. The big-
gest disappointment, next to the ratings,
said Bill Sherman, who had some clients
on the WLAF, was that ‘‘some of the
play has been pretty shoddy.”

Both USA and ABC have gotten high
marks from advertisers on the produc-
tion values of the games, as well they

should have, since according to Beck,
USA spent what is usually spent on an
NFL Monday night telecast up to
$250,000 per game. Considering that
USA was producing on average four
games a week (two games per time peri-
od, since games were blacked out in
certain areas), that means the network
spent as much as $10 million on produc-
tion. ABC will have produced only one
game a week, plus a playoff and World
Bowl, and its costs likely averaged
about $3 million. Each network spent
about $25 million in rights for two
years, and USA has options for a third
and fourth year.

The biggest mistake the WLAF made
was negotiating a two network deal, ac-
cording to Bill Sherman of McCann-
Erickson. *‘The fastest way to kill some-
thing is give product oo much exposure.
The league should have created one win-
dow and accepted lower rights fees reve-
nues,’’ he said.

USA’s Beck and others think one
thing that will help turn the WLAF
around will be the expected addition of
more U.S. franchises next season, and
getting an earlier start on marketing. The
deal with the WLAF was not done until
November, four months before the
league was set to begin.

Lintas’s Schultz suggested that greater
efforts be made to promote the league
either during or immediately following
the NFL Super Bowl. *‘They should also
start creating stars and not treat it like
minor league football,”” he said. (The
defunct United States Football League
of the early 1980’s started with double-
digit ratings and continued to hold onto
4 or 5 ratings by signing such names as
Herschel Walker and Doug Flutie.) But
attracting established star names to the
league is no ¢asy task, particularly while
the WLAF has set a cap of $25,000 on
player salaries. -5DM, RS

UNIVERSAL OPENS NEW TOON TOWN

CA/Universal Family Entertainment President Jeff Sepal said Universal

Cartoon Studios has officially openad an ammation production office in
Burbank, Calif., and has plans on the drawing boand 10 construct @ permanent
on-site Universal Studios Tour production fecility within the next two vears.
Segal, who joined MCA last vear after heading animation development at
Hanna-Barbera Prowjuctions, has been spearheading MUAUniversal’s entry
into cartoon productinm by creating Universal Cartoon Studios for production
of network and svndicated series and thearrical [eatures.
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RADIO BROADCASTERS SEEK POST-BAN GUIDANCE

Operators generally favor “‘safe harbor’’ ruling, seek clear guidelines defining ‘‘inde-
cent programing’’ and risk of children in audience

hen the U.S. Court of Appeals
struck down as unconstitution-
al the FCC's statutorily man-

dated 24-hour ban on indecent program-
ing  (BROADCASTING, May 20).
broadcasters generally greeted the deci-
sion with cautious optimism as a victory
for the medium and the First Amend-
ment.

“*There wasn’t a lawyer in Washing-
ton who believed the Court of Appeals
would sustain a 24-hour ban,”” said
Stieve Lerman, Washington attorney tor
Infinity Broadcasting, which currently is
fighting an FCC fine levied for an *‘in-
decent”” broadcast by WXRK(FM) person-

ality Howard Stern. One of Infinity’s |

principal arguments is that there are no
children in Stem’s listening audience
““The Commissioners did what they had
1o do in response to Congress™ directive,
but they knew they had a loser on their
hands,"” he said.

The decision ‘‘has fairly significant
ramifications for adult-oriented radio
and television stations, regardless of
when the program is broadcast,” Ler-
man Said. **The Court is saying that, if a
station has no children listening. there is
no reasonable risk that children are in
the audience.’” He said that the concept
of a *‘safe harbor™” guarantees that some
time pernod exists when children will not
be in the audience, but suggested that
‘‘there also may be safe harbors which
result from the fact that a station simply
has no children in its audience.

Lerman said that confusion arises not
from a definition of indecent material,
which he characterized as ‘‘a patently
offensive description of sex acls, or-
gans, or excretory activities based upon
national standards for the broadcast me-
dium.’" Instead, confusion stems from
*‘the manner in which the FCC has been
applying the dcfinition to the facts.”” he
explained. ‘“The problem is when you
look for a patently offensive description
of a sex act, you can't find it. This is
truc in the Howard Stern matter; the
offensive language just isn't there.”

David Hicks, president of Hicks
Broadcasting, Kalamazoo. Mich.. and
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NAB radio board chairman, said he
hoped the Court’s action “"will send a

signal to the Commission o develop |

clear guidelines for broadcasters in deal-
ing with the indecency issue. As u radio
broadcaster i certainly am not advocat-
ing the programing of indecent material.
but the court has said there must be First
Amendment protection for so-called in-
decent programing, so broadcasters need
to have some guidance regarding what
they can and cannot have on the air.

Jay Cook, president of Gannett Ra-

dio, concurred. ““We need a clearer set
of guidelines that aren’t as vague as
those we have night now,”” he said.

Jim Thompson, president of Group W
Radio in New York, said that while he
sees no need for his stations to broadcast
indecent material, ‘*stations should have
the freedom to program what they want
and not be confined to what government
believes to be indecent. There should be
some reasonable protections, but you
can’t remove the right of stations to
make their choices.”” Thompson said

NATIONAL SPOT SHOWS ALMOST 5% GAIN IN 1990

ational spot radio grew 4.8% in 1990, according to the Radio Advertising

Bureau. Nine of the 37 categories iracked by Radio Expenditure Reports
Category Reports data increased their spending in 1990 by more than 20%
over 1989

The top-five advertiser categories for spot radio—food products, automo-
tive, travel and shipping, beer/ale/wine and consumer services—grew by
1.7% across all five categories.

The communications industry increased spending in national spot by
37.9%, with AT&T at the 10p of the field with an increase of 229.5% over its
spending in 1989. Pacific Telesis boosted its spending by 238.4%, followed
by Southwestern Bell, up 103.8%.

In the gasoline and oil category, Texaco increased its spot spending by
282.5% to rank at the top of the category. Sheli increased its spot radio by
73.3% over 1989; Amoco was up 25.3%; Exxon, 70.9%, and Quaker State,
58.6%. Phillips 66 boosted a small 1989 budget by 339.9% in 1990. The
category was up overall by 32.3%.

The soft drinks and water category increased by 22.9% in 1990. Coca-Cola
increased its spot radio by 23.8% (outspending its chief rival, Pepsi Cola).
Perrier increased its expenditures in spot by 294.2%, due in large part to the
company’s use of radio to rebuild its image following the recall of bottled
Perrier Water due to high levels of Benzine.

The U.S. government increased spending in national spol radio in 1990.
primarily in promoting the U.S. Armiy and Navy (a 20.5% increasc). Lottery
advertising by state accounted for a 30.1% increase at the stale government
level, for a total increase in the government category of 27.2%.

In the consumer household and products category, overall spending in-
creased by 52.5% over 1989. Procter & Gamble ran a major radio campaign (o
promote Dash detergent, pushing the company into the number-one slot for
the category with a 327.9% increase over its 1989 spot radio spending.
Colgate-Palmolive increased spending by 254.4%. and Unilever upped its
radio advertising with a 907.8% increase over its small 1989 budget.

The confections category increased by 26.8% overall, with Leaf Candies,
the category leader and makers of Pay Day candy bars, Milk Duds and Peanut
Butter Crunchers, increasing its spending by 129.6% in 1990. See’s Candy
was up 26.%, Hershey up 46.1%, and M&M/Mars increased its spot radio
spending by 409.2% over 1989. AC
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that protection of children is a valid con-
cern, ‘‘but you can’t hide everything
from them.”’

Heritage Media Radio Group Presi-
dent Paul Fiddick said he was pleased to
see the court of appeals address the con-
stitutional issues of indecent program-
ing, and expressed dismay that many
people are “‘willing to chuck the First
Amendment when it protects speech that
is disagreeable to them.”’ Fiddick ques-
tioned the need for a *‘safe harbor’” for
such programing, because very little ra-
dio programing actually required such
protection and because listeners who de-
sire to hear a reading of a Pulitzer prize-
winning drama ‘‘shouldn’t have to tune
in between midnight and six in the
morning.”’

Still, Fiddick called the issue of inde-
cent programing ‘‘probably the most
overrated issue in the industry today on
the regulatory front.”” He said that a few
egregious cases have attracted a dispro-

portionate amount of notoriety, primari-
ly those personalities whose on-air acts
depend on ‘‘constantly pressing the
boundaries of good taste.’’ Reflected as
a percentage of total radio programing in
terms of stations, hours of service and
people listening, “‘it’s an insignificant
fraction of what’s going on the air,”” he
added.

The Pacifica Foundation, often the fo-
cal peint of the indecency issue, actively
argued against the 24-hour ban, David
Salniker, Pacifica executive director,
claimed that the FCC-imposed ban was
“‘strictly motivated by politics,”” and
said the present commissioners are polit-
ically committed to ‘‘enforce indecency
standards as promised to self-styled mo-
rality groups, in order to stay in office."’
Salniker said, *‘Congress acted wrongly
and hastily for political reasons, the
FCC acted hastily and wrongly for polit-
ical reasons and it’s the industry that
continues to suffer.”’

Broadcasters who believe the indecen-
cy issue affects only a handful of opera-
tors or shock jocks are misinformed,
Salniker said. Most indecency com-
plaints received by the FCC in the last
five years have focused on sitcoms on
commercial TV or movies that were
aired by independent TV stations, he
said. ‘‘In the last 20 years only two
complaints have been filed against Pa-
cifica, and both came from evangelist
ministers who subsequently tried to raise
a great deal of money on this issue,”’ he
noted.

Salniker said that FCC attempts to ban
certain programing are a ‘‘chilling part
of a political agenda to censor and chill
school boards, librarians and cultural
artists. It takes a court ruling like we just
had to make some progress, but it’s not
a lot of progress. The industry is no
better off than it was three years ago,
when it was in a totally undefined state.
It still is.” -Ris

PUBLIC RADIO: THE HIGH COST OF SUCCESS

Annual conference hears applause for national programing,

but many in public radio system wonder how to support it

ore than 800 attendees of this

year’s Public Radio Conference

(PRC) in New Orleans found
themselves caught between celebrating
the increasing success and promise of
their national programing and, on the
other hand, debating how equitably to
handle the increasing costs of producing
and carrying it.

As American Public Radio announced
new programing initiatives in both news
and cultural programing—topped by a
proposed co-venture with commercial
WFMT(FM), Chicago’s Fine Arts Net-
work—and as National Public Radio
basked in accolades from within and
without its membership for a Persian
Gulf war well covered, NPR members
appeared close to, then backed away
fron®, voting to change a dues formula
that most said puts a proportionally
higher burden on small, often rural, sta-
tions.

Agreeing that inequity in the formula
exists, station managers on both sides of
the advisory vote in New Orleans told
BROADCASTING the result should not be
read as support for the status quo, but as
rejection of two other formula options
proposed by the NPR board. Each of
those options, they said, could have
shifted so much financial burden from

Stephen Salyer

smaller to larger stations as to threaten
larger station funding of NPR.

Groups including Alaska Public Ra-
dio, Rocky Mountain Public Radio and
West Coast Public Radio, whose mem-
bers are mostly small stations, supported
a formula that would have incorporated
a market population factor., William Le-
gere, chairman of Alaska Public Radio,
said about two-thirds of NPR members
would have benefited from the option or
another option based on station revenue.

Relief would have been ‘‘very small
...but a step toward equity’’ for stations
in Alaska (where five of 16 stations have
dropped NPR membership for financial
reasons) and for rural stations in every
region, he said.

However, said Legere, ‘‘The fear was
that any savings small stations gained
[by adopting a new formula] would be
lost’” in lost dues from larger stations
dropping membership.

Phil Corriveau, general manager of
KXPR(FM) Sacramento, Calif., also voted
against a formula change, arguing that,
as his station’s NPR dues approach
$250,000, ‘‘you have to look hard at
what you can do with those funds’’ and
consider dropping NPR, whose loss of
KXPR dues would raise the average sta-
tion’s dues by $1,000. If five or 10
stations dropped out, ‘‘it would be the
start of a downward spiral’’ for NPR, he
said.

Martin Neeb, general manager of
KPLU-FM Tacoma, Wash., also voted to
maintain the current formula, ‘‘not be-
cause it was the best,’’ but because NPR
board and staff *‘homework’’ on the op-
tions ‘‘wasn’t complete.’’ For example,
he said, it remained unclear whether a
small station serving a minority audi-
ence in a large market such as Chicago
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might find itself priced out of NPR un-
der the formula based 90% on federal
support and 10% on population,
““Would we lose those stations? For
what?”’ he asked.

Many station managers also noted that
National Telecommunications and Infor-
mation Administration population fig-
ures to be used in that option had been
found inaccurate in the past. And, they
agreed, the option based on total station
revenue also appeared egregious to larg-
€r stations.

*‘I would want to see further study on
this issue,”” said Neeb, who agreed with
NPR President Doug Bennet's predic-
tion that no further action on the dues
formula is likely before mid- to late
1992, when the Corporation for Public
Broadcasting concludes a review of its
own formula for distributing federal
funds, The cumrent NPR formula is
based on each station’s level of CPB
funding. If CPB changes, they said, ba-
sic assumptions underlying any NPR
formula would also change.

*‘I don’t think there’s anything left to
resurrect out of this latest discussion,”’
said Legere, ‘‘and I don’t think the sys-
tem is ready to confront the issue.’” In
the meantime, he said, ‘I suspect more
stations in Alaska’’—where the gover-
nor has proposed a 30% cut in funds
constituting 50%-60% of each station’s
budget, beginning July I, 1991—"‘will
drop out [of NPR] next year.”

Neeb said licensee Pacific Lutheran
University will cut $230,000, or 20% of
KPLU's $1.25 million budget, July 1—
more evidence, he said, that, nation-
wide, public broadcasters are ‘‘at the
whim of state and federal grants much
more than of other funding sources
(BROADCASTING, May 13).

The system, said the general manag-
ers, ought now to shift its attention to
Congress, which this spring considers
CPB’s 1992 appropriation, as well as its
1994 authorization.

Proactive APR

As stations struggle with flat resources
and tradeoffs between national and local
programing costs, said APR President
Stephen Salyer, public radio has reached
a crossroads where it must decide be-
tween ‘‘continuing to support a couple
of programs’'—NPR’s Morning Edition
and All Things Considered—or *‘devel-
oping a more coordinated and impactful
lineup of news and public affairs pro-
grams.”’ Insisting *‘it is good for the
system to keep [NPR's newsmagazines]
strong,”* Salyer said it is APR which
“*represents development of a multiplic-
ity of new programs,’” and at highly
competitive costs—'‘about 10 cents on

BUNDY WINS MURROW AWARD

PB President Donald Ledwig (left) presented the 1991 Edward R. Murrow

Award to Wayne Bundy, executive director of Rocky Mountain Corp. for
Public Broadcasting (RMCPB), for *‘responsible, courageous and imaginative
use of the electronic media.’’ Bundy, who began his radio career as KLO(AM)
Ogden, Utah announcer in 1937, has fostered the ‘‘growth of public radio at
the grassroots level’’ since cofounding RMCPB in 1969, Ledwig said, quoting
one of the letters nominating Bundy for the award.

the dollar’*—to stations.

With the appointment of former NBC-
TV foreign editor Phelps Hawkins to
senior vice president of news and special
events, Salyer said, APR will “‘define a
new position for itself”’ in world and
domestic news.

**APR has largely been a passive dis-
tributor of news,” said Salyer, but it
actively funded the launch of the daily
business news program Marketplace,
which has gained 49% higher carriage in
the past year. APR has also expanded
Monitor Radio from 30 minutes to one
hour a day. And with “*well over 100"
stations now taking selected BBC World
News services, APR will expand BBC
distribution to 24 hours on July 1.

With $1.6 million in new grants (in-

cluding $900,000 from an anonymous
source and $500,000 from the Ford
Foundation), APR has other plans as
well. Pending approval by currently
contracted  orchestras, APR and
wFMT(FM) Chicago will jointly distribute
a classical concert service to commercial
and noncommercial radio stations five
nights per week beginning next fall.

APR will also attempt to breathe new
life into classical music radio with the
launch of a new weekly series, Schickele
Mix, hosted by Peter Schickele of PDQ
Bach fame, next Jan. 1.

By next year's PRC, said Bennet,
NPR may be prepared to discuss an am-
bitious programing proposal of its
own—expanding All Things Considered
from one hour to two each week day .ot

" APRIL DROP FOR SPOT

ational spot billing for April 1991 was 587,038,200, a decrease of 24, 1%
from the unadjusted April 1990 figure of 114,740 800, and a decrease of
5.2% from the adjusied April 1990 figure of 591,792,600, Year-io-dute Tor
1991 was $300,437, 110}, & decrease of 2.6% compared to $308,353, 000 for
the same period im 1990, All numbers are based on information provided by
Radio Expenditurc Heports [ne., based on information collected from the top-

15 rep agencies.
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CABLE

FILLING THE UPCOMING CHANNEL CORNUCOPIA

Cable programers are already at work on ideas for new channels to take
advantage of plethora of channels resulting from compression technology

asic cable programers, far from

being left out of a future cable

world of 150 to 200 compressed
channels, are laying the groundwork to
extend their franchises beyond their ex-
isting one or two places on the television
dial.

They know operators won't tolerate
many more services on basic, as it is
known today, and that most new ser-
vices will be highly targeted, with reve-
nue derived directly from individual
homes.

And although basic networks stand to
lose audience share in a greatly frag-
mented world, they also have the infra-
structure in place to provide more pro-
graming to operators and thus more
choice to consumers. Whether it will be
through time shifting of programing,
line extensions of existing product or
identification of new, narrower seg-
ments that, in a pay-per-channel world,
would be economically viable, basic
programers are readying plans for ca-
ble’s brave new world.

A quick snapshot:

® USA Network has plans to test new
programing concepts in some cable sys-
tems by the end of the year.

® ESPN, which continues to devote
more time to sports news, might try to
spin off a s¢parate sports news network.

® Family Channel plans to launch the
Cowboy Channel, possibly a children's

service in association with DIC Enter-
prises, and has early plans for family-

oriented college education courses and
information.

B C-SPAN stands ready, in a 200-
channel world, to deliver more live pro-
graming of key hearings, speeches and
other events, in addition to the House
and Senate, not to mention the potential
burgeoning of federal and, perhaps
eventually, Supreme Court coverage.

8 Discovery, in the midst of repro-
graming The Learning Channel, has
long viewed many of its more successful
programing niches as possible standa-
lone services or special interest, pay-
per-view offerings.

® Group W has plans to move further
into country music programing and is
already testing some of its ideas on cable
MSO’s.

8 QVC foresees compression turning
cable’s shopping mall, where only one
store is open at a time, into a true depart-
ment store or shopping galleria, where
viewers can shop at any number of
stores at any time.

Just as HBO, with its multiplexing
plans, doesn’t plan to sit still in a com-
pressed world, so too are basic program-
ers examining ways to participate in a
several-hundred-channel environment.

For instance, Discovery Channel
Chairman John Hendricks envisions a
200-channel world, with 50 channels of
today’s basic, 50 for PPV, 50 for HDTV
and 50 for special interest programing,
following the model of the print world.
It’s that special interest area, he said,

Koplovitz Granath

Hendricks

that will be fertile ground for program-
ers.

Compression would allow programers
to distribute four or even ¢ight more
services over existing transponders.
Such lowering of cost is key to many
networks’ expansion, especially such
nonprofit ventures as C-SPAN, said its
Chairman Brian Lamb. Although com-
pression may reduce satellite costs, there
still is the matter of outfitting each head-
end, which will cost operators money.

As basic programers look to the new
world, some want t0 make sure their
existing channels are not left behind.
Family Channel President Tim Robert-
son said that while basic programers can
get excited about a drastic increase in
capacity, ‘‘you also have to get a little
bit nervous because it could theoretically
mean you lose market share.”” Tradi-
tionally, the way companies have main-
tained market share is to have more
spots on the dial, he said. The Family
Channel is launching an aggressive mar-
keting plan this summer and fall to give
the channel a brand identity that will
carry over into a 150-200 channel world.
**Our first job, in anticipation of channel
explosion,’* said Robertson, ‘‘is to posi-
tion what we have.”’

The USA Network

It isn’t ready to put several new channels
onto the air, although it does have ideas
for some, which it won’t disclose. "It is
important to test the market and see how

Lamb
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viable the offering basis will be,”" said
USA Network President Kay Koplovitz.
By the end of the year. she said. USA
will look to test program concepts for
new channels in selected markets where
operators are testing 100-150 channels.

Such concepts would not be rolled out
overnight as national networks, Koplo-
vitz cautioned. And it is hard to tell if
advertising and current economic mod-
els would support those additional chan-
nels, she said. Programing networks
now get about two-thirds of their reve-
nue through advertising and about one-
third from subscriber revenues. Those
figures may have to reverse to make the
economics of new channels work. Ko-
plovitz said. Pay-per-view could be in
USA’s future too. Because of the type of
programing USA offers, and because of
who it’s parents are (Paramount and
MCA/Universal), PPV movies ‘‘could
be a high priority for us,”” she said.

ESPN

To take advantage of a multiple channel
universe—and keep control of its fran-
chise—ESPN could expand both in pay
per view and by subdividing its niche.
Sports information is one area that could
be spun off, according to Herb Granath,
president, Capcities’ ABC Video Enter-
prises, 80% owner of the sports net-
work, Sports news channels that have
failed have done so because there has
not been enough channel capacity to sus-
tain them, he said. ESPN could also
increase its carriage of niche or minor
sports if it became a two- or three-chan-
nel service. There are sufficient world-
wide sports to provide product, said
Granath, but he questioned whether
there would be enough financial support
for additional channels. While niche
sports would be inexpensive programing
that has appeal to0 a select few (who
might be willing to pay extra), those
channels or programs wouldn’t bring in
100 much advertising, said Granath.

Capcities/ABC also wants to try its
hand again at sports pay per view (it
tricd it a couple of years ago with a
boxing match), and ESPN is likely t3 be
the outlet for that, since it is a known
quantity.

Lifetime Television

This network has been trying in the past
year to introduce a new channel—Life-
time Medical Television, but so far has
been thwarted. Recently, Lifetime failed
in its attempt to buy The l.earning Chan-
nel to expand Lifetime Medical. Now
Lifetime President Thomas Burchilil says
there arc some test opportunities avail-
able for Lifetime Medical (there has
been talk about putting the medical pro-

Broadcasting Moy 27 1991

graming on CNBC), but as for getting uts
own full-time channel, Lifetime Medical
(as well as a couple of other channel
concepts) could have to wait a while for
channel capacity to explode. But Capci-
ties/ABC’s Granath (Capcities is part
owner of the channel and has been dili-
gent in trying to find a home for Life-
time Medical), said: ‘‘We believe there
is room in the near future for a health-
oriented channel, similar to the Hcalth
Channel. which was one of the anteced-
ents of Lifetime.”™

Lifetime’s core women’s programing
could also be bisected to form an addi-
tional channel, giving Lifetime more of
a foothold in a multichannel universe.
Granath said a possibility could be to
subniche Lifetime programing between
its enterfainment and informational
shows, which are often directed at dif-
ferent women audiences.

Arts & Entertainment
A&E is a likely candidate for sub nich-

ing as well. Granath sees the possibility
of performing arts becoming a separate-
ly programed channcl. (A&E has three
programing categories—drama, docu-
mentary and comedy—in addition to
performing arts.) But how economically
feasible subniching is comes down to
how much mileage can be gotten out of
a piece of programing. A channel such
as that could not support all original
productions if it only attracted small au-
diences, said Granath. A performing arts
channel might be financially feasible if it
formed liaisons with both foreign and
public broadcasters. Capcities/fABC,
which has a close parinership with
Hearst, another A&E owner (together
they own 76%), might choose the A&E
name under which to produce event pay
per view for performing arts. Capcities
has substantial theater investments from
which to produce PPV concerts and
plays, which could be workable even
before channel capacity explodes in
what Granath predicts will be three-to-

BASIC POSSIBILITIES IN
A MULTI-CHANNEL WORLD

Discovery |
Channel It}

Cable 45



five years. He said he believes such per-
forming arts PPV could be done in a
year or two, since the current address-
able universe 18 now large enough to
support such an undertaking.

The Family Channel

The channel’s Robertson said the net-
work is working on plans to launch the
Cowboy Channel in January (see box,
below). Family is also exploring off-
shoots of its association with DIC Enter-
prises, which delivers a bevy of chil-
dren's programing to Family. *‘We're
giving some serious thought to expand-
ing and offering some children’s prod-
uct,”” he said. ‘‘There is going to be
room for more than one children’s net-
work on cable,”’ said Robertson, when
compression becomes a reality. Robert-
son said Family has also talked with
European producers with an eye toward
launching a service both in Europe and
the U.S.

But Family is looking at other areas,
he said, including education and infor-
mation. Robertson pointed to the Regent
University, which is adjacent t0o Fam-
ily’s headquarters and offers extended
education classes. ‘*We've been doing a
lot of research,”’ Robertson said, about
offering cellege courses through televi-

sion and ‘‘have been devising sample
curriculums just for that opportunity.”
Robertson also said Family is looking at
delivering more specialized pay product
to its core audience. *‘In a 150-channel
environment, 1 think you’re going to be
able to make money with products that
people may pay only $1 1o $2 for on a
one-time PPV offering,”” he said. Rob-
ertson envisions, for instance, a week-
long series of programs on how to buy
insurance and wills and on estate plan-
ning and budgeting.

Discovery

Any of the niches that Discovery has
sketched for itself—nature and travel,
science, history, technology—might
work in a 200-channel world, Hendricks

! said. ““That’s one of the advantages we

have,” he said. ‘“We look at the ratings
and gauge the appetites of whai, in the
world of compression, we currently of-
fer that might have standalone value.”
One question Hendricks said has yet
to be answered: ‘*Do you have stand-
alone channels or do you do some kind
of rotation of special interest videos
that’s on demand?’’ He points out that
although many people focus on the $13
billion spent annually on movie rentals,
$1.3 billion is spent annually on special

FAMILY CHANNEL TO RIDE INTERNATIONAL RANGE

T he Family Channel hopes to launch the Cowboy Channel by January 1992,
with the expectation that it may have greater carriage success international-
ly, at least initially, than in the U.S., because of domestic channel constraints
and the worldwide appetite for American western programing.

*‘We feel that regardless of channel capacity in the near term in the US|
this has the potential of being a monster hit in both Europe and Asia,’” said
Tim Robertson, president of the Family Channel. ‘‘We think there is a real
franchise for cowboy programing, for westerns. It’s the true American

genre.”’

Robertson said the idea is to get the service launched domestically and clear
worldwide rights for programing. Then Family would look at the best mode of
distribution abroad. He said Family 1s looking at establishing a transmission
station in Hawaii, for instance. It is possible the service will have more
subscribers worldwide in its first year than in the U.S., he said. While much
of the focus has been on Europe, Robertson said there has been an explosion
in capacity in the Pacific, where U.S. western programing has much appeal.

Robertson said Family would control the new network, *‘but we are
discussing various forms of equity participation with a variety of investors and
possible suppliers.”” Mack Long, who spearheaded initial work on the Cow-
boy Channel, is working with Family as a consultant, and Robertson said
**we’re tooking at moving the network together down the road.””

There will be some reduction in western programing on Family, said
Robertson, with changes occuring on Sunday afternoon next fail, when Family
will shift to programing with appeal to more members of the family. But, he
said, there still is a strong opportunity for western programing on Saturdays.
The Cowboy Channel would likely carry different programing on the week-
ends anyway, so as to avoid duplication, he said. It is likely Cowboy would
carry sports-type programing on weekends, such as rodeos and cattle drives,
he said, or even state fairs, livestock shows or tractor pulls. “‘“There is an
awful lot of fun you can have with this thing,”” he said. Western programing
*transcends demographics and income level boundaries,” he said.
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interest video.

One can probably get 300,000 to
400,000 people to pay 33 to $4 per
month for, say, an auto channel or an
astronomy channel, Hendricks said,
adding: “*That’s $1.2 million to $1.5
million per month™ from subscriptions
alone. “‘Once you isolate that market,
then you've got something very valuable
to sell to advertisers,”’ he said. Narrow
audience segments don’t necessarily
mecan advertising won’t be a revenue
strcam, he said. If a programer can get
$3 million a month, or $36 million a
year, Hendricks said that could be
plowed into a small number of high
quality programs, perhaps 10 to 12
hours per month. that would be repeated
for the subscriber’s convenicnce.

On the education front, Hendricks
said there may be room for two to three
general interest, lifelong learning ser-
vices, akin to what Discovery will be
doing with The Leamning Channel. But
he sees the Public Broadcasting Service
being a potential big player at both the
national and local level in education ser-
vices. ‘‘You could have a local PBS
station offering tutorial channels’™ with
local teachers, he said.

The key to what video concepts will
work, said Hendricks, 1s “‘to look where
consumers have paid money for infor-
mation. You have to look at what has
sustained 300,000 to 400,000 subscrib-
ers in the magazine industry.”’

C-SPAN

The channel’s Brian Lamb said that in a
world of 150 or 200 channels. “‘l can
envision the day when a cable system
will devote five channels to C-SPAN’s
spot on the dial, with C-SPAN I (House)
and II (Senate), and HI, IV and V. If
there is a hearing going on,’” said Lamb,
and the House and Senate are in session.
“‘we’ll put it up on I and another on
IV. If there’s a speech, we can throw it
up on different channels,” he said.

““It really gets down not to more tele-
vision, but more choice,’’ said Lamb.
““TV will be the same. The choice will
be greatly expanded at the point the in-
dustry says: ‘We’ve got room.” ”’

It is possible that those C-SPAN chan-
nels could be grouped by genre, said
Lamb, ‘‘but we haven’t gotten that far.”
A foreign affairs programing/foreign
government channel might be in the
cards, for instance. ‘“The big word is
‘if,” » said Lamb, **if compression...be-
comes a reality, then worldwide, global
C-SPAN-type programing is a very real
possibility. But it’s a big “if.” *’

The courts could become another C-
SPAN specialty area. Lamb smd C-
SPAN will be present when the federal
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and district courts begin their television
experiment July 1. He guessed that if C-
SPAN had access to federal courts, the
programing overlap between it and
Court TV would not be more than 10%.
*“Their interest and our interest are dia-
metrically opposed,’” said Lamb. **They
must deliver eyeballs to advertisers in
order to succeed financially or they’ll be
out of business. That will not be our
goal.”

The Supreme Court, if it allowed tele-
vised coverage, would not be enough to
sustain a channel, said Lamb, because
the court hears only 161 hours of oral
arguments each year. But if one adds in
the federal and district courts, there
would likely be enough material to fill a
channel, said Lamb, and *‘it would not
be dissimilar to what we do already.”

MTV Networks

If one is to believe MTV Networks’
recent upfront presentation to advertis-
ers, the four MTV channels will grow to
more than 50 by the start of the next
decade. While MTV was definitely

tongue in check in its presentation, it
was also trying to prepare advertisers for
dealing with—and supporting—a multi-
tude of niche channels. MTV’s presenta-
tion focused on interactivity, taking ad-
vantage of additional channels not with
50 distinct programing networks, but
with a variety of program selections on
each of the core four MTV networks.
(Due to an FTC filing registation, MTV
Networks Chairman President Tom
Freston was not available for comment).

Group W

The company has plans to ‘‘do anything
that expands our country music fran-
chise,”’ now comprising The Nashville
Network and Country Music Television,
said Lloyd Wemer, senior vice presi-
dent, Group W sales and marketing.
“Everybody’s got to protect their fran-
chise, because more channels will likely
mean a dilution in audience for every-
one, especially broadbased networks,”
Werner said. Group W has plans for new
services and for protecting its franchise,
but it isn’t disclosing them just yet; ac-

cording to Werner, those services won’t
exist in full until the next decade.

But Group W is already talking to
MSO’s about its programing concepts.
*“They are conversations, not hard and
fast proposals,”” Werner emphasized.
But the goal of those conversations is to
prepare cable operators for the changes.
*‘We're talking to operators now be-
cause we want to give them plenty of
notice,’’ said Werner.

a

As if compression wasn’t enough to
drastically reorder the universe, Robert-
son leaps ahead even further to discuss
what full digital transmission of video
will mean to programers and consumers.
Like some others, he sees compression
and 150 channels as an interim step to
the ultimate world of digital, where
*‘we’re going to be talking about down-
loading into computers.’” In that context
“‘anybody with a touch tone keypad can
order up just about anything they want at
almost any given time,”” he said. And
that could send everyone back to the
drawing boards, again. S, SDM

NEW FINANCIAL PICTURE: CNBC/FNN DAYTIME

s of 12:01 a.m. Jast Wednesday

(May 22), FNN went off the air

for good and CNBC appeared at
6 a.m. with a new logo: CNBC/FNN
Daytime.

A saga that began in October 1990
with revelations of financial mismanage-
ment finally ended last week with the
closing of the sale of FNN to its chief
competitor, CNBC. The other bidding
competitor, Dow Jones-Group W, final-
ly gave up its attempts to get the channel
two weeks ago, and CNBC wasted no
time in sending its signal over FNN’s
transponder.

With its acquisition of FNN, CNBC is
cable’s only ali-business news channel,
but it may not be for long. The recently-
launched Monitor Channel is contem-
plating running a stock ticker across its
screen and possibly picking up some of
FNN’s programs and producers. Ac-
cording to Barbara Bellafiore Sanden,
Monitor’s executive vice president, is
locking to expand its business programs
and segments that run on the Monitor
Channel.

Monitor, though, with only a couple

about 10 million of those having only
part time carriage, says Al Barber,
CNBC'’s president. CNBC picked up all
but nine MSO-FNN contracts, most of
which Barber said were some of the 10
million homes that had carried both
CNBC and FNN. Times Mirror, which
did not have much duplication of CNBC
and FNN, and whose FNN contract was
not picked up by CNBC, signed a new
contract with CNBC two weeks ago.
CNBC/FNN Daytime already has new
graphics and backdrops, FNN’s on-air
talent has been integrated into CNBC'’s
programing format and the FNN stock
ticker has replaced CNBC’s. *‘The on-

F‘L 1 ~

air integration is already about 98%
done,”” said Barber. About 60 FNN
staffers, both on-air and off, have been
hired by CNBC. FNN employed 325
employes, with 190 based in a Los An-
geles studio which has been shut down.

CNBC, which revamped its prime
time and weekend programing in March,
plans to add some FNN personalities to
the mix, inciuding Jack Anderson, Bob
Berkowitz, and Wayne Rogers. ‘‘Those
shows evolve and get better as time goes
on,”” said Barber, who added that the
effort exhausted to buy FNN hasn’t left
much time or attention to promote the
new programing line-up. There has been

The amalgamated on-air staff of CNBC/FNN Daytime presented a united front last Wednesday,
the first day after CNBC took control of FNN. Seated (I-r): Ron Insana, Tom Miller, Kathleen
Campion and Ted David. Standing (l-r): John Bollinger, Doug Ramsey, Wayne Shannon,
Dean Shepherd, Sue Herera, Gayle Buckner, Bill Griffeth, Leslie Devlin, Ed Hart, Mark

of million homes, isn’t much of a threat.
CNBC, which says it had 17 million
homes before it bought FNN, now

reaches about 40 million homes, with  Haines, Neil Cavuto, John Murphy and Hillary Johnson.
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no ratings change (which Barber said is
around a 0.2), but an advertising cam-
paign has been planned to highlight
prime time and weekend in mid-July,
following a three-week campaign focus-
ing on the combination of CNBC and
FNN.

Barber said CNBC had been contact-
ed by Lifetime about the potential for
finding a spot for the Lifetime Medical

l

Television programing block on the nel-
work, but said discussions hadn’t gone
very far. “"A number of services have
contacted us with respect to that possi-
bility. We continue to be open to discus-
sions with lots of people about program-
ing that meets fundamental market
consideration,’” said Barber, who added
“‘we are not brokering time’” on the
network.

CNBC also stands to pick up some
of FNN's advertisers and has been col-
lecting information on those advertis-
ers specifically for daytime program-
ing. “*FNN’s programing and our
programing are very similar during the
day,’” said Barber. CNBC will likely
be more attractive to advertisers now
that it has more than doubled its house-
hold reach. -5DM

CAPCITIES MAKES UK BUY

CapcitiesrfABC, along with
France's Canal Plus and Compagnie
General des Eaux, has reached an
agreement in principle to buy the
television division of United
Kingdom-based W.H. Smith for
about £65 million, or about $110
million.

The deal is still subject to final
negotiation and is expected to be
completed in about four to six
weeks. Capcities is purchasing its
stake through ESPN, which it
owns 80% (the remainder is owned
by Hearst Corp.).

Capcities will purchase 50%,
and Canal Plus and CGE will split the
other 50%. ESPN already had a
25% stake in the European Sports
Network (ESN), which is one of
the properties in the W_H. Smith
television division (WHS-TV).

Both Canal Plus and
Compagnie General also owned
minority interests in ESN, which
has four affiliates, one each in the
UK, Germany, the Netherlands
and France, and plans to expand into
Spain and Sweden in the next 12
months, according to Peter Brice,
commercial director. WHS-TV.

Those affiliates will also begin
to program themselves individually,
about 12 hours a week. ESN
reaches about 20 million homes, and
picked up several mitlion more
when Eurosport went black.

The deal also includes the
Lifestyle channel, similar in content
to Lifetime, which is owned in
part by Capcities. Lifestyle reaches
nine million homes and in
September plans to expand its current
eight-hour daytime program
schedule to include prime time
Lifestyle reaches homes in the

CABLECASTINGS

19.5% stake in Yorkshire Television
Holdings, as well as post-
production, editing and studio
facilities.

TC WILL CONDUCT
PCS TEST

Tele-Communications Inc.
confirmed officially last week what
President John Malone alluded to
at NCTA in March, that the company
would conduct a PCS test with
McCaw Cellular Communications,
on whose board Malone also sits,
in Medford, Ore.

McCaw operates a cellular
system there, and it will be
interconnected with new
microcells using TCI’s coaxial and
fiber cable system. The test will
be under way by the fourth quarter,
TClI said. *“If there is indeed a
market for affordable, second-tier,
cellular-like service, the cable
industry can greatly accelerate its
deployment in cooperation with
the nation’s cellular providers,™" said
Malcene.

DROPPING BALL

ESPN’s baseball ratings arc down
slightly from last year's. After 39
games so far this season, ESPN is
averaging a 1.9 rating and reaches
1.12 million homes. At this time
last year, having aired 38 games,
ESPN was averaging a 2.0 rating,
reaching 1.11 million homes. That’s
a decrease of 5% in ratings, and a
1% increase in houscholds,

NOTES FROM ALL OVER

Sid Topol, former Scientific-

Atlanta chairman and vice chairman
of Monitor Channel, will be

honoree at Walter Kaitz Foundation
dinner in New York Sept. 25....
Jeffrey Katzenberg, chairman of
Walt Disney Studios, will be
keynote speaker at CTAM annual
conference, July 24-26 in
Nashville.... The Discovery Channel
has signed deal with Sears,

Roebuck 10 run seven-week
sponsorship of Global Releaf.

Sears will marry its line of Craftsman
lawn and garden products with
environmental Releaf spots.

v, r
& sl _ il

Key Hill staffers and cable and broadcast executives were on hand to view the Faroudja
advanced television demonstration on Capitol Hill two weeks ago. L-r: David Leach, key aide
to House Commerce Committee Chairman Joha Dingell (D-Mich.); Julius Barnathan, senior
vice president, Capital Cities’/ABC; Encorce Chairman John Sie, former senior vice president.
TCI, and Yves Faroudja, president, Faroudja Rescarch Enterprises.

[ UK, the Netherlands and Germany. '
The purchase also involves
what Brice terms the first European
I interactive music channel, a
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WIRELESS CONTEMPLATES THREE F’S:
FIBER, FINANCING AND FREQUENCIES

Those are top-of-mind topics for attendees at Washington seminar

year ago, wireless cable’s future

looked secure, save for the per-

ceived competitive threat from
DBS. Today that threat has faded, but
the industry faces a future complicated
by the spectre of telco entry, slow FCC
processing of thousands of applications
for the various wireless frequencies and
a critical shortage of system financing.
Those hurdles were among the chief top-
ics of discussion at the Wireless Cable
Association seminar held last Wednes-
day (May 22) in Washington.

Nevertheless, the industry is enjoying
‘‘some success stories’’ that many be-
lieve it desperately needs in its bid for a
spot in the crowded marketplace.

As for DBS, the few times it was
mentioned were captured in a comment
from Phillips Credit Corp. President
Walter Corcoran, who said there is ‘‘no
[DBS] threat in the immediate future,’”

Telco entry and a national broadband
(fiber optic network) delivering video,
however, are prompting their share of
furrowed brows. A future broadband
network nearly took center stage due to
Senator Conrad Burns” (R-Mont.) pres-
ence as the day’s lunchtime speaker.
Burns said the *‘national broadband net-
works go to the heart of our nation's
ability to compete in future global mar-
kets.”” Although few could see how
wireless would survive a telco program
delivery world, Burns said *‘you in the
wireless cable industry are a key 1o that
future world.”’

Burns also praised the industry for its
attempts to provide competition to cable:
*l want to congratulate you on your
success in proving to the American pub-
lic [that] with competitive alternative
wire-based cable industry, real inroads
can be made [toward] a competitive
market... 1 am bullish on the prospects
of a future wireless cable business.’’

Indeed, the past year has been filled
with “*legislative victories™’ as well, said
Paul Sinderbrand of Keck Mahin &
Cate, who cited several legislative and
regulatory changes that have reduced

many of the problems that had long
faced the industry.

However, the last year has been less
than stellar in terms of public perception
due to the ongoing problems of Micro-
band (still in bankruptcy, no new buyer
and a recent court loss) and investiga-
tions by the Federal Trade Commission
(and several state attornies general) of

Wireless operators
have ‘“‘a large
opportunity to

provide better, more
consistent service.”’

—Robert Schmidt
Wireless Cable Assodation

so-called application mills.

Although the FTC lost in preliminary
hearings against Applied Telemedia En-
gineering & Management Inc. (A-
TEAM) three weeks ago, mills will con-
tinue to be scrutinized, an FTC attorney
told BROADCASTING last week.

The mills have created a **processing
nightmare’” for the commission because
thousands of  applications  were
**dumped’’ on the FCC during the latter
part of 1990 before a one-day filing win-
dow went into effect, said the FCC’s
Diane Hofbauer. In some cases, she said
the commission is still processing appli-
cations filed under similar circumstances
in 1983.

Hofbauer said the one-day filing win-
dow was intended to diminish the affect
of application mills, which she said
cause ‘‘a resource overload.” Sinder-
brand said the filing window assures that
**the guy that [did] the leg work will get
the license.”’

But there are at least two separate
movements outside of the WCA and
FCC to have the one-day window
changed. One is led by Stephanie Bres-

lin, president of the United States Inde-

pendent Microwave Association
(USIMTA), and the other by former
FCC attorney Brent Weingardt.

USIMTA, which includes A-TEAM as a
member, believes that a public resource
allocated by lottery should be open to
everyone. Weingardt said the FCC rules
establishing the one-day filing window
are inconsistent with FCC precedent and
may not be in compliance with the Ad-
ministrative Procedure Act. Several
wireless observers believe this isssue
will ultimately be decided by the court.

One-day windows aside, Sinderbrand
said there is still much to do on the
regulatory front, including protecting
wireless cable’s spectrum. ‘‘We are en-
gaged in a battle to protect our spectrum,
we have 1o be very vigilant...the best
way to protect it is to use it,”’ he said.

Wireless is likely to be affected by the
FCC’s pending effective competition
rulemaking. Nicholas Allard of Fox,
Bennett & Turner, said we *‘can expect
[the FCC’s definition] not to have a real
world impact on diminishing interest in
[cable] legislation.”’

In addition to the real world threat
posed by telco entry and the alleged ills
wrought on the industry by application
mills, system financing remains an im-
posing obstacle.

*‘We should cry over the lack of capi-
tal,”’ said BPI's Ted Horton, who said
properly financed wireless systems
**should be able to get 10% of any mar-
ket’” presently served by cable. He de-
fined properly financed as a system not
likely to need refinancing or additional
capital after system construction, mar-
keting and programing has begun. *‘Can
the money going in on day one get the
job done?”” he asked.

And WCA president Robert L.
Schmidt said: ‘‘We have a technology
that works [and] we have the product,””
but *‘this business has some unique fi-
nancial considerations that make con-
ventional lenders throw up their hands.”’

Lenders that want a venture that has
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‘‘seasoned management [that] has some-
one with cable experience...is market-
specific with channel capacity locked up
[and has a plan] to compete with cable,”’
said Singer. Wireless operators have ‘‘a
large opportunity to provide better, more
consistent service’’ he said, and should
not compete based on price alone. Sing-
er also said would-be operators need to
understand why systems, especially Mi-
croband, failed, and should have a strat-
egy that shows how those mistakes will

not be repeated.

Corcoran said “‘lending has dried
up,’”” but may be improving. He said
senior lenders look to see if would-be
operators have solid management and
sufficient equity. Beyond that, he said,
lenders want to know if their system
looks to a consumer like a traditional
cable system but is priced properly, if
programing contracts are lined up and if
the operator has the *‘ability to handle
any reaction from wounded cable opera-

tors.”’ But “‘so far, cable has done very
little,”” Horton said.

That too may change, because in
years past wireless cable targeted rural
areas and homes in populated areas not
served by cable. That strategy, many at
the seminar said, is a thing of the past.
Venture capitalists are not interested in
low growth systems, and Corcoran said
he is ‘‘amazed at the number of sub-
scribers local [wireless] operators have
taken away’’ from cable. -Pis

CONGRESS WARY OF HSN MUST-CARRY PUSH

he Home Shopping Network'’s ef-

forts to gain must-carty protection

for its broadcast stations is draw-
ing fire on Capitol Hill.

The subject of HSN and must carry
has repeatedly cropped up at congressio-
nal hearings. Last week, the matter
arose during an FCC reauthorization
hearing before the Senate Communica-
tions Subcommittee.

Chairman Danief Inouye (D-Hawaii)
queried FCC Chairman Al Sikes as to
whether HSN stations must adhere to the
Children’s TV Act as would any broad-
cast license. Sikes said ‘‘yes.”’ Inouye
then asked the FCC chairman if HSN
stations are subject to such public inter-
est obligations as the equal time provi-
sion. Again, Sikes said ‘‘yes.”’

Two weeks ago when the Senate
Commerce Committee voted on S.12, a
cable reregulation bill, Inouye promised
to convene a hearing on the issue of
HSN and must carry (BROADCASTING,
May 20). Inouye, an aide said, has not
taken a position on the matter.

Senator John Breaux (D-La.) appears
to be leading the charge to keep HSN
from acquiring must carry. It was his
efforts to amend the must-carry section
in S.12 that led to Inouye’s commitment
to hold a hearing. Under S.12, HSN
stations could demand carriage on cable
systems like any other broadcaster.
(HSN is both a cable programer and
broadcast licensee.)

To Breaux it is a simple issue. He
argues that HSN stations do not meet
any public interest obligations and there-
fore should not be eligible for must car-
ry. Indeed, during the reauthorization
hearing, the senator said he could “‘not
understand’” how the FCC can award
HSN licenses when it does not serve the
public interest.

Sikes said the commission does not
*‘ask prospective licensees how they are
going to program a station.”’ Breaux

then asked: **How does the broadcast of
22 hours of commercials meet the public
interest?”” The FCC chairman said it was
something to be looked at during license
renewal time.

Breaux’s next question to Sikes was
whether he would grant must carry to
“‘that type of station.”” Sikes’s reply
was: ‘“No...I wouldn’t.”’ But he added,
*‘I wouldn’t support a broad must-carry
rule.””

The subject also cropped up during a
House Telecommunications Subcommit-
tee hearing on broadcaster public inter-
est obligations (BROADCASTING, May
20). And it will likely be addressed
when the subcommittee holds a hearing
next month on broadcaster-cable rela-
tions.

Much of the home shopping contro-
versy can be attributed to HSN’s chief
competitor, QVC, which is a cable
shopping network and has been working
hard to elevate the issue of HSN and
must carry. QVC hired Tom Ryan and
Patrick C. (P.C.) Koch of Wunder,
Ryan, Cannon & Thelen.

HSN is represented by Hector Alcalde,
Batry Zorthian and John Rousselot of Al-
calde & Rousselot. Rousselot is a former
Republican congressman from California.
Indeed, Rousselot is credited with obtain-
ing must-carry protection for HSN in the
cable bill the House Energy and Com-
merce Committee adopted last year.

Caught in the middle of the home
shopping battle are broadcasters who
have struggled for years to gain legisla-
tive passage of a new must-carry rule.
The National Association of Broadcast-
ers does not want t0 see must carry
become embroiled in a larger debate
over broadcasters’ public interest obliga-
tions. Indeed, S.12 was amended to in-
clude a provision that would grant low-
power stations must carry if they provide
a ‘‘substantial’> amount of local pro-
graming. As NAB President Eddie Fritts

told BROADCASTING: ‘‘The idea of hav-
ing anything content-based on must car-
ry gives us heartburn.”’

As for other issues raised during the
reauthorization hearing, Inouye wanted
to know if Sikes is keeping an ‘‘open
mind’’ concerning the commission’s
proposal to relax its multiple ownership
rules for radio. The FCC chairman said
he believes ‘‘the rules need to be
changed,’” but that he is *‘completely
open’” as to how they might be changed.

Inouye also asked when the agency
would complete its *‘effective competi-
tion’” rulemaking. Sikes said it would be
finished June 13; something Inouye was
pleased to hear because he said he would
not seek a Senate vote on the cable bill
until the FCC acts.

Senator Conrad Burns (R-Mont.) asked
when the commission would finish its ca-
ble-telco proceeding. Sikes said by year’s
end. Senator Ted Stevens (R-Alaska) was
dissatisfied with the FCC’s fin-syn deci-
sion. He said it left the industries in a
*‘quandary.” Should the Congress ‘‘get
into this?”” Stevens asked. *‘l am not sure
I would wish that on anybody,” replied
the FCC chairman.

Sikes requested reauthorization legis-
lation for fiscal 1992-93 at funding lev-
els of $133.5 million and $163.5 mil-
lion, respectively. The agency is seeking
a 15% increase for FY ’92 and an addi-
tional $30 million for FY "93,

In his testimony, Sikes defended the
FCC’s proposed user fee and its “‘attic-
to-basement’” review of commission
broadcast regulations. Said Sikes: *‘I
also want to stress that this review of
radio broadcast rules is part of an overall
FCC commitment to ensure a sound but
adaptive communications regulatory en-
vironment—one which, while placing
maximum reliance on competitive pri-
vate enterprise, nevertheless also guar-
antees that important public values are
safeguarded.”’ -Mm
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FCC READIES CHANGE IN SATELLITE TV RULES

fter nearly four years of relative

inactivity, and a recent admon-

ishing from the U.S. Court of
Appeals, the FCC may finally be ready
to adopt new rules regarding satellitc TV
stations at its June 13 open meeting.

At issue is whether the FCC should
set specific criteria for authorizing satel-
lit TV stations or whether it should
continue to approve or disapprove such
stations on an ad hoc basis.

The FCC staff is reportedly leaning
toward recommending criteria, although
industry comment in the rulemaking
overwhelmingly favored the ad hoc ap-
proach. The staff was hoping to finish
work on its recommendation and have it
on the desks of the commissioners this
week.

Satellite TV stations are full power
outlets that essentially rebroadcast the
signal of a co-owned stations in the same
market. Unlike translators or boosters,
satellite stations are generally expected
to comply with the commission’s 5%
local programing guideline.

The FCC today considers satellite TV
requests (which came in the torm of a
waiver of the duopoly rule during the
ransfer of a license) on a case-by-case
basis, using a variety of factors to deter-
mine if a grant is in the public interest.

A proceeding to set satellite TV crite-
ra had lain dormant until the FCC de-
nied Anchor Media's request to buy
WAXA-TV Anderson, S.C.. and operate it
as a satellite to its WLOS(TV) Asheville,
N.C.

Although the (wo stations Operale in
the same market, mountainous (errain
prevents them from reaching the entire
area. [nititally, Pegasus Broadcasting,
licensee of wIBF(TV) Augusta, Ga., filed
a pelition to deny the sale, but later
removed its objection. The seller, Mary
Kupris, the executrix of her late hus-
band’s estate, had been unable to sell the
stalion 10 anyone bui Anchor, which of-
fered $2 million.

The FCC denied the transfer because
of significant signal overlap between the
two stations and said such a grant would
be an inefficient use of the spectrum
{BROADCASTING, April 16, 1990).

The following August, the FCC re-
vived the satellite TV rulemaking,
broadening its scope to include the im-
portance of signal overlap (and whether
the overlap is more important in terms of
population or area) and what constitutes
“‘underserved.”’

At the time, the move was seen as
pulling the rulemaking towards a new
policy consistent with the FCC's action

in the waxa case. despite the FCC’s 1

claims that the decision was in accord
with previous decisions (BROADCASTIN-
G,Aug. 13, 1990).

Two weeks ago, the U.S. Court of
Appeals remanded the WAXA case back
to the FCC, saying it could not under-
stand how the commission’s denial of
the transfer was in the public interest.

breaking with precedent in denying the
request. In the future, it said, the *‘com-
mission shall either adhere to governing
precedents, or explain any departure
from them with the requisite forthright-
ness and clarity.””

Judge Laurence Silberman, speaking
for the court in a concurring statement,
said, *‘I rather hope we do not see this

The court also ruled the FCC was | case again.”’

NO TO NAME

N early threce quarters of the American public (70%) disapprove of those
news organization that released the name of the woman who was allegedly
raped last March at the Kennedy’s Palm Beach, Fla., estate, according to the
monthy survey by the Times Mirror Center for The People and The Press.

What’s more, the May 16-19 survey found ihe public believes the news
organizations were motivated primarily by dollars. While 9% thought they
released the name to remove the stigma attached to rape, 80% saw it as a ploy
to sell papers or attract viewers. Among those that released the names were the
New York Times and NBC News.

The most widely expressed view of the news was that there was 100 much
coverage of the alleged rape. That opinion was expressed by 45% of respon-
dents.

Seizing the day, Contemporary Communications, a Fayetteville, Ga., broad-
cast consulting firm, has petitioned the FCC to grant perferences in com-
parative hearing for new FM broadcast stations to applicants who ‘‘find”’
channels for the siations. At the FCC open meeting last month, three commis-
sioners—James Quello, Ervin Duggan and Sherrie Marshali—endorsed the
idea of so-called *‘finder preference,”” and Mass Media Roy Stewart said his
staft had begun preliminary work on a rulemaking aimed at creating one.

Pixie Waite, Washington attorney for Contemporary, said the petition had
been in the works prior to the meeting, but its filing was pushed up to take
advantage of the current interest among the commissioners. With the petition
in hand, she said, the FCC may be able t0 move to a rulemaking a *‘little more
quickly.”

Today. if someone identifies a new FM channel and persuades the FCC to
add the channel to the FM Table of Allotments, he or she must competc on
equal footing in a comparative hearing with anybody else who happens to
apply for the license to broadcast on the channel. A *‘finder’s perference’’
would give the person who finds the channel a leg up on competing applicants.

APPEAL WITHDRAWN

he U.S. Court of Appeals in Washington accepted KQED Inc.’s motion to

dismiss its appeal of the FCC’s 1990 decision not to renew its license for
noncommercial KQEC-TV San Francisco, removing the last regulatory impedi-
ment to Minority Television Project (MTP) taking charge of the station later
this summer.

KQED board Chairman George Sarlo said the action ‘‘should not be
construed as an admission’’ that FCC findings of misrepresentation against the
former licensee ‘‘were correct; we simply need to move on.”* KQED will ask
that the FCC allow it to operatc the station until Aug. 30, or until MTP
commences operation, and will negotiate an offer to MTP of KQEC transmis-
sion equipment which ‘‘will save them hundreds of thousands of dollars in
startup costs,’’ said KQED President Anthony Tiano. MTP said ‘it seeks $3
mitlion to launch operations.

Washington 51
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PATRICK TO HEAD TIME WARNER SUBSIDIARY

Former FCC chairman to lead company search for
opportunities in nonbroadcast radio communications

rick and three other former agency

officials who helped forge FCC
broadcasting policy during the Patrick
administration (1987-89) have reunited
in a new Time Warner subsidiary aimed
at exploiting opportunities in non-broad-
cast radio communications services.

Time Warner Telecommunications, as
the new subsidiary will be known, will
be headed by Patrick as chief executive
officer and based in Washington.

According to Patrick, TWT is an out-
growth of the consulting he began for
Time Warner shortly after leaving the
FCC in August 1989. The work primari-
ly comprised identifying new business
opportunities—at home and abroad—
that are springing from various govern-
ment initiatives, he said.

Joining Patrick in the venture as chief
operating officer is Lisa Hook, who was
Patrick’s legal assistant on mass media
at the FCC. She will make the move to
TWT from Time Warner’s New York
headquarters, where she has been a spe-
cial adviser to Time Warner Vice Chair-
man Martin Payson.

Alex Felker, an HDTV consultant at
the Washington law firm of Wiley, Rein
& Fielding, who was chief of the Mass
Media Bureau, will join TWT as vice
president for technology. And Doug
Minster, who joined Patrick in his con-
sulting business and who was an attor-
ney in the policy and rules division of

F ormer FCC Chairman Dennis Pat-

Dennis Patrick
the Mass Media Bureau, will serve as a
“‘special adviser.”

Patrick said he anticipates hiring two
more people before the end of the year.
After that, he said, the payroll will ex-
pand with the demands of the businesses
TWT enters.

The enterprise will focus on spec-
trum-based common carrier and private
radio communications services, which
are becoming ‘‘increasingly important’’
and “‘increasingly valuable,”” Patrick
said.

In addition to PCN or personal com-
munications networks, Patrick said,
TWT will also be exploring land-mobile
services and cellular telephone.

““There are some synergies with what
we are already doing,’’ Patrick said. *‘It
may be that cable systems will provide a
very useful network for the microcells of
PCN.”

A PCN is a cousin of cellular tele-
phone, requiring more *‘cells’” for inter-
connecting calls, but promising smaller
and cheaper receivers.

Time Warner has already received ex-
perimental PCN licenses that will allow
TWT, working in conjunction with the
Time Warmner cable system, to conduct
trials in New York; St. Petersburg, Fla.,
and Columbus and Cincinnati, both
Ohio.

According to Patrick, Time Warner is
also an applicant for new national and
local land-mobile licenses the FCC is
preparing to grant via lottery.

Patrick stressed TWT’s ambition is to
become an operating company. *‘This is
not just a think tank,”’ he said. ‘*We are
in the business of conceptualizing and
executing.”

He also stressed that despite the back-
grounds of the officers, TWT did not
intend to become directly involved in
lobbying the FCC. To the extent TWT
has something to say about FCC poli-
cies, he said, it will be said through
TWT’s current Washington representa-
tives and communications attorneys.

Patrick said it is *‘inappropriate to talk
money,”’ but that Time Wamer is
**firmly committed’” to TWT, -

GANNETT’S WASHINGTON
QUESTION

Gannett’s proposed purchase of
five suburban Washington, D.C.,
dailies from the Times Journal
Co. raises the question of how it
intehds to comply with the FCC
prohibition against companies
owning daily newspapers and
broadcast stations in the same
market. Gannett already owns
wUSA(TY) Washington.

The answer is not forthcoming
from Gannett. A spokeswoman said
the company has not ‘“*decided on
a course yet,”’ declining comment on
speculation Gannett would cut
back the frequency of the papers so

WASHINGTON WATCH

the crossownership ban would no
longer apply. (The rules define a
“‘daily’” paper as on¢ that
publishes four or more times a week.)
Gannett is under no time
pressure to decide what to do.
According to Mass Media Bureau
Chief Bill Johnson, the rules give
companies one year from the day
the deal is closed or until the next
renewal date of the broadcast
station to comply with the rules.
Gannett is familiar with the
grace period built into the rules.
Ameng the assets acquired in its
1986 purchase of the Evening News
Association was the daily Detroit
News. Because Gannett already
owned WCZY-AM-FM Detroit,

Gannett knew it would have to sell
either the paper or the combo. But
because the stations’ licenses were
not up until October 1989, it had
until then to spin them off.

The Gannett-Times Journal deal
also includes -printing facilities, which
some believe are the Journal’s
principal assets, and 10 weeklies.

SPECTRUM MOVE

The House Energy and Commerce
Committee passed a spectrum
reallocation bill last week that
would transfer 200 mhz of
government spectrum to private
use. It would permit expedited
reallocation of 30 mhz.

52 Washingion

Broadcasting May 27 199




BUNINESS

VOX POPULI ON THE FATE OF TVB

ROADCASTING surveyed figures

from the Fifth Estate and beyond

about the problems facing the
Television Burecau of Advertising. As
reported in BROADCASTING May 20,
TVB is facing a budget shortfall and
declining membership and is considering
several options to increase revenue that
may include a back-end merger with an-
other association.

Dan Sullivan, president and chief oper-
ating officer, Clear Channel Communi-
cations: ‘“TVB historically has served a
purpose for our needs, and it doesn’t

Dan Sullivan

serve that purpose any longer. Our per-
spective is that it is an affiliate-driven
organization. [Clear Channel owns six
independent stations]. Also, its focus is
on national sales to a large degree, and
our time is directed at local sales. The
TVB focuses on television being a more
powerful medium than radio or newspa-
per. Those national dollars are going to
barter and network before going to spot.
Our focus has to be more of a local
franchise perspective than national, and
the TVB does not serve that well and
when it has served it we feel it has an
affiliate skew to it.”

Gary Chapman, president, television
group, LIN Broadcasting: ‘“We hope
during the next three months to invite
[TVB President] Jim Joyella to a new
business development meeting we are
having and have him bring us up to
speed on what is going on there, In
various degrees we have been non-mem-
bers and members for three years. Since
then, there have been quite a few
changes. A major problem is that we
don’t see the revenue base expanding,

and sending people all over the country
for meetings becomes more and more
burdensome on stations. If you can con-
solidate and have multiple functions at
one meeting it may be cost efficient in
terms of travel, registration and rooms.
It could streamline some of these func-
tions under an umbrella that might be the
National Association of Broadcasters.
It’s not just the TVB [having problems],
it is many of the organizations through-
out our industry.”

Peter Desnoes, managing partner,
Burnham Broadcasting: ‘‘There is no

are tough not only at TVB, but in a lot of
markets, and when you are under the
gun to continue providing returns to
stockholders, you have to do things like
cancel out of organizations. Station
managers are facing having to cut to a
point where they can show a profit, and
associations are seen only in the short
term. Our group supports them, but
when it comes to the lifeboat, some
things you have to throw out. You may
not want to, but you have to.”’

Steven Heyer, senior vice president and
managing partner, Booz Allen & Hamil-

Peter Desnoes

doubt there is a job to be done. Certain
decisions [like joining TVB] you make
for the long term. In fact, the direction
TVB is taking is more than ever one of
deferred gratification. That may be both
the right decision and a significant prob-
lem, none the less, for TVB. It has
contracted its staff to concentrate on
generating business, but the decision to
simultaneously not service TV stations
as it had in the past may have led some
to the mistaken conclusion that there are
no immediate benefits to being part of
TVB. That is short-sighted,”’

Regarding a merger with another as-
sociation, Desnoes said: *‘It is a new
idea for me and [ don’t see what the
synergies are with a NATPE or a
BPME, nor am [ sure it solves problems.
People still have to be convinced that
they are getting something for their in-
vestments. The NAB is deferring dues
increases and obviously is concerned
about defection from stations feeling
pressure from spiraling dues.”’

Jerry Holley, vice president, broadcasi-
ing, Stauffer Communications: ‘‘Times

Jerry Holley

Steven Heyer

ton and consultant to the merger of the
American Newspaper Publishers Associ-
ation and the Newspaper Advertising
Bureau: ‘‘There are a number of associ-
ations with overlapping memberships
that have a set of services that are non-
proprietary and not fundamental! in the
delivery of value to the members. Those
should be done in the most cost-effective
way as possible when assocations find
themselves with more costs than they
can handle. Putting marketing associa-
tions and non-marketing associations un-
der the same infrastructure provides all
the benefits without taking away the fun-
damental mission of the association.
That is just good business.

“It is right [for members] to ask
whether they are getting value. All these
associations are under pressure and
rightly so. However, in no time in the
history of television or newspapers is
there a greater need or shorter supply of
smart marketing answers, Withdrawing
from what may be your future is stupid.
Much more appropriate is to create a
new standard and asR associations to
perform to that standard.” -¥
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CHANGING HANDS

wvsB-Tv West Point (Columbus-Tupe-
lo), Miss. O Sold by Venture Systems Inc.
to Love Communications Co. for $1.65
million. Seller is headed by John Dyer and
has no other broadcast interests. Buyer is

headed by James S. Love Il and Robert R.
O’Brien Jr. Love has interests in Love
Broadcasting Co., licensee of wWLOX-TV Bi-
loxi, Miss., and Sunshine Television Inc.,
licensee of KDRV(TV) Medford and

Middle market
communication
companies often find
that when it comes to
borrowing money
for acquisition or
recapitalization,
financial institu-
tions simply aren’t
in tune with their
special situation.
But at Greyhound
Financial, you're
assured of serious
consideration from
specialists who know
your business and can
approve the financing
you need to succeed.
Backed by the multi-
billion dollar resources
of Greyhound Dial

SOLLTTIONG
THROUGH SERVICE

GIC

YOURSUCCESS
ISOUR
BUSINESS.

Corporation, we
offer competitive
rates and flexible
lending guidelines
which cﬁlow us to
structure loans
to accommodate
your special
situation. If your
financial
institution says
“no” when you
need to hear
"yes," call

MATT BREYNE
(602) 248-2808

CHRIS WEBSTER
(602)248-6955

or JEFF KILREA
(312)855-1900
Chicago Office.

Greyhound Financial Corporation
T

Greyhound Tower— 1160 Phoenix, Arizona 85077
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This week’s tabulation of station and system sales ($250,000 and above)

KDKF(Tv) Klamath Falls, both Oregon.
wvSB-Tv is ABC affiliate on ch. 27 with
2,000 kw visual, 200 kw aural and antenna
180 feet above average terrain.

WKBK-AM-FM Keene, N.H. O Sold by Ra-
dio Keene Inc. to Roberts Communica-
tions Inc. for $850,000. WKBK(AM) was
purchased in 1975 for $277,000. Seller is
headed by Harold H. Segal (71.4%) and
Talbot R. Hood (28.6%) and has no other
broadcast interests. Buyer is headed by
Cynthia Roberts (51%) and Scott Roberts
(49%), mother and son. Scott Roberts is
former GM at wWiGIFM) Naples, Fla., and
will manage WwKBK. Stations simuilcast
news-talk format. wKBK(AM) is on 1120
khz with 1 kw day. WKBK-FM is on 98.7
mhz with 6 kw. Broker: New England
Media Inc.

KIZN(FM) Boise, ldaho O Sold by Mary
Lake Communications of Idaho Inc. to
West Group Broadcasting Corp. for
$650,000. Station was purchased in 1984
for $400,000 (‘‘Changing Hands,”’ Oct.
22, 1984). Seller is subsidiary of Mary
Lake Communications Inc., headed by
John C. Culpepper IIl, and has interests in
WTBB(FM) Bonifay, Fla. Buyer, headed by
Paul Meacham and Richard M. Reider, is
general partner of West Group Broadcast-
ing Ltd., licensee of KFSB(AM)-KIXQ(FM)
Joplin, Mo. Meacham owns Eagle Market-
ing, promotional marketing firm. Reider is
venture capitalist. KIZN has country format
on 92.3 mhz with 100 kw and antenna
2,500 feet above average terrain.

WXJO(FM) Bethalto (St. Louis), IlIl, D

PROPOSED STATION TRADES

By volume and number of sales

Last Week:

AM's 0 $864,1710 5
FM’s D $1,214,000 0 4
AM-FM’s O $1,390,500 O 4
Tv’s 0 $1,650,000 0 1
Total O $5,118,671 0 14

Year to Date:

AM’s O $29,543,218 0 97
FM’s 0 $75,866,705 0 100
AM-FM's O $119,079,908 O 82
TV's 0 $248,199,000 O 34
Total D $472,688,831 O 313

For 1990 total see Jan. 7, 1991 BroADCASTING.
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CABLE NETWORKS TRY TO
IMPROVE RELATIONSHIPS
WITH ADVERTISING AGENCIES

With advertisers expected to spend less, procedures
in buys take on greater importance, CAB task force
working on smoothing out problems

ith advertisers expected to take
advantage of opportunistic
pricing from ABC, CBS, NBC

and Fox in this year’s upfront market-
place, possibly to the detriment of syndi-
cation and cable, cable network sales
executives and media buyers at advertis-
ing agencies are working on improving
relationships between the two, which
have been somewhat strained over the
last few years.

The frustration between cable net-
works and media buyers stems from the
way cable networks process and deliver
buys and the way the agencies wouid
like them to process and deliver buys. In
a recent speech, Betsy Frank. senior

vice president, Saatch & Saatchi DFS-
Compton, told cable executives: *‘Five
and 10 years ago, the cable networks
made a point of hiring people who had
non-network backgrounds, claiming that
selling cable would be more like selling
magazines than television. That may
have been true in the 80’s, but in the
90’s cable is not a special, separate me-
dium, but is evaluated as part of the
national television mix by the same peo-
ple who evaluate network television.”’
It was the practice of conducting cable
buys differently than network buys that
has led to frustration. ‘*The basic prob-
lem is communication between the cable
networks and the agencies,”” said David

Sold by Bethalto Broadcasting Corp. to TS
Acquisitions Ltd. for $650,000. Price in-
cludes $150,000 noncompete covenant.
Seller is headed by Robert Howe and has
interests in Horizon Broadcasting, licensee
of wrYT(AM) Edwardsville, 1ll. Buyer is
headed by Robert Cox and John B. Parker,
and has no other broadcast interests. wxJo
has children’s programing format on 95.5
mhz with 6 kw and antenna 300 feet above
average terrain.

WECY-AM-FM Seaford (Salisbury-Ocean
City, Md.}, Del. O Sold by Beach Broad-
casting Inc. to South Jersey Radio Inc. for
$520,000 cash; includes assumption of
some liabilities. Seller is headed by Don
Crisp, who also owns waeJ(AM) Elizabeth-
ton, Tenn. Buyer is headed by Howard L.
Green (50%) and Donald M. Simmons
(50%)., and also owns WOND(AM)-
wWMGM(FM) Atlantic City and WTYO(AM)
Hammonton, both New Jersey; wMGM-Tv
Wildwood, N.J., and WENY-AM-TV and
WLEZ(FM) both Elmira, N.Y. wWECY(AM)
has easy contemporary format on 1280 khz
with | kw day and 250 w night. wECY-FM
has easy contemporary format on 98.3 mhz
with 3 kw and antenna 328 feet above
average terrain. Broker: Kozacko-Horton
Co.

wRXJ(AM) Jacksonville, Fla. O Sold by
Hoker Broadcasting to Panamedia of Jack-
sonville Inc. for $425,000. Price includes
$200,000 cash. Seller is headed by Jay
Hoker and is licensee of wCRJ-FM Jackson-
ville, Fla.; wMLX(am) Florence (Cincin-

nati), Ky.; wprx(FM} Detroit (sold, pend-
ing FCC approval); KCFX(FM) Harrisonville
(Kansas City), Mo., and WOFX(FM) Fair-
field (Cincinnati), Ohio. Buyer is headed
by Susan Goldsmith and Carol Goldberg,
New York-based businesswomen; this is
their first broadcast acquisition. wrxJ is
fulitimer with oldies format on 930 khz
and 5,000 watts. Broker: Media Venture
Partners.

WMKO(FM) Millen, Ga. O Sold by Radio
Millen Broadcasting Co. to WMKO Radio
Inc. for $410,000. Price includes $75,000
cash at closing and balance on terms. Sell
er is headed by Jerry Kiefer and Bryan
Tolby and has no other broadcast interests.
Buyer is headed by Hugh Wheeler, former
radio station owner whose last stations,
WBLR(AM)-WKWQ(FM)  Batesburg, S.C.,
sold for $1.033 million in 1987. wMKO has
country format on 94.9 mhz with 16.1 kw
and antenna 420 feet above average ter-
rain. Broker: The Thorburn Co.

KIWL(FM) Georgetown (Austin), Tex. O
CP sold by Williamson County Communi-
cations Inc. to KIWL Associates for
$400,000 cash. Seller is headed by C.
Noel Luper, and has no other broadcast
interests. Buyer is headed by Richard D.
Rees (50%}) and Eric E. Slaymaker (50%).
Rees is sole owner of Rees Broadcasting
Inc., which has application pending
against renewal application for licensee of
KION-FM Ogden, Utah. KJwL is on [07.7
mhz with 3 kw and antenna 328 feet above
average terrain.

Done Deals!

Last year MVP sold more
radio and TV stations than
any other firm”

We see no reason why this
year should be any different!

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

RANDALLE. JEFFERY
407-295-2572

ELLIOT B. EVERS
415-391-4877

CHARLESE. GIDDENS
BRIAN E. COBB

703-827-2727

RADIC and TELEVISION BROKER AGE
FINANCING - APPRAISALS

|V
\Y «

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO
SAN FRANCISCO

* Source:
Paul Kagan Associates, Inc.
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FOCUS ON FINANCE

edia stocks were mixed for week ending last Wednesday,
during which market indices were up roughly 2% for
larger capitalization issues and less than that for smaller
stocks. Most noticeable move was by Orion Pictures, down
33% to $6, after announcing proposal to restructure debt and

after reporting disappointing financial results. Both United
Artists Entertainmenmt (UAECA) and Tele-Communications
Inc., which has made tender offer for outstanding UAECA

stock, were up slightly, while rights (TCOMR) associated with
UAECA were roughly flat. Clear Channel was up 1. to $15,
during week in which group owner announced 1.5 million |
share offering whose proceeds would be used for **investment
opportunitics.”” Non-management shareholder plans to sell
250,000 shares at same time. Meredith recently announced
plans to repurchase one million shares of common stock. Dick
Clark Productions last week increased 1, to 6.

Stock [ndex 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 Siandard and Poor’s or as obtained by Broadcasting’s own research.
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Cassaro, senior vice president, advertis-
ing sales, E! Entertainment Television.
The language of spot television, Cassaro
said, is what is spoken in the traffic
departments at the cable networks while
agencies speak the language of the
broadcast networks. The CableTelevi-
sion Advertising Bureau recently formed
a task force to improve relationships be-
tween agencies and networks, and one
of the first things the task force did was
issue a glossary of terms so everyone
could speak the same language.

While speaking the same language
will improve the current situation, an
even bigger issue of concern to the ad-
vertising community is the preemption
of spots. Said Cassaro: “*In a [national]
spot buy, it is commonplace for the
spots to be preempted with the advertis-
ers being told after the fact. Many cable
networks do that and they should not.
The big three never do that.”” One rea-
son for the practice, Cassaro said, is that
the traffic staff comes out of spot and
that experience ‘‘runs opposite of what
media buyers do.’’ Cassaro said he ex-
pects the problem of preemptions to be
corrected by the fourth quarter of this
year.

Other factors hindering the relation-

cies, according to Frank, include con-
trolling inventory so advertisers are not
locked out of programs they have pur-
chased; issuing contracts immediately
after a purchase has been agreed upon;
keeping buyers current with changes in
program schedules and getting approval
before implementing any makegoods,
upgrades or bonus spots.

Many of the problems mentioned
above stem from the paperwork that
flows between cable networks and agen-
cies. Said Cassaro; ‘‘Everytime one
change occurs, a completely revised
contract is sent out that may not show
what change occurred. We are advocat-
ing simply a one-line revision in the
contract showing why and how the ad
was moved, and that will make for a
clear paper trail to figure out discrepan-
cies.”

Ultimately, the CAB task force plans
to introduce an electronic data inter-
change that will remove most of the
paperwork. Rick Sirvaitis, executive
vice president, TBS ad sales, said the
goal of electronic data interchange is to
standardize everything so the cable net-
works can track spots the way the agen-
cies want them to and end the paper-
work. Sirvaitis said that ‘‘every single

oping an electronic data interchange.

Pre-screening cable programs is also
becoming more of a concern 0 advertis-
ers, As one industry executive put it
‘“‘An advertiser sometimes finds its ads
airing in the same episode of Moonlight-
ing or L.A. Law that it pulled out of
when the episode was airing on the
broadcast networks,’’ With more made-
for-cable movies appearing and more
network shows bypassing syndication,
this is a problem that is growing. Some
advertisers, said one cable network execu-
tive, are forcing this as an issue. Resolv-
ing it may just increase the paperwork the
CAB task force is trying to reduce or
create even more work for the people who
screen shows for advertisers.

In her speech to cable executives,
Frank summed up what to look for in
this year’s upfront: *‘If dollars are more
limited, and therefore required to work
harder, then all three altetnatives (net-
work, syndication and cable) must com-
pete head-to-head on a level playing
field without any ‘special case’ excep-
tions.” *‘Cable,”” she added, ‘‘of
course, has been the classic ‘special
case’ from day one.”’ It would appear
that the cable networks' efforts to im-
prove relationships with advertisers and

ship between cable networks and agen- | software supplier is involved’ in devel- | media buyers is a wise one. -K
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Hughes DBS wants access answer. Resolution of the cable
program access question must come soon if direct broadcast
satellite (DBS) proponent Hughes Communications is to
present a clear DBS business plan to companies it is now
courting, a Hughes executive told Media Institute luncheon
attendees in Washington.

Since the breakup of its original Sky Cable partnership
earlier this year, Hughes’ discussions with a number of U.S.-
based companies have neared a serious level, said Jim Ramo,
vice president of DBS services for Hughes.

But as cable legislation—including language addressing
DBS access to cable programing—was gaining steam on
Capitol Hill, Ramo said cable’s ‘*de facto exclusivity’’ over
its programing ‘‘will probably have to be dealt with pretty
soon, probably by law,”” if Hughes is to know whether to
develop a cable competitive or cable complementary busi-
ness for a first-quarter 1994 launch.

Hughes continues to seek a partnership with companies
large enough to capitalize the whole $500 million to $1
billion venture, he told BROADCASTING, adding, however,
that it also seeks to avoid difficulties encountered in the first
round, when it matched companies each *‘used to calling its
own shots.”

Ramo said faith in the technology and in a high-power,
very small antenna DBS market remains high. The ‘‘tough
nut’’ has been structuring a deal, he said, adding that Hughes
believes it can crack that nut with strategic partners whose
roles can be more narrowly cast than could be managed with
diversified media companies such as News Corp., NBC or
Cablevision Systems.

Recent ‘‘hype’’ from the cable industry over its ability to
expand channel capacity with video compression, he said, is
a factor Hughes has known since it began developing Sky
Cable. Costs, he noted, will accrue to cable operators, and
how many can or will afford it, and how quickly, remains
uncertain.

Delta dawn. This Wednesday, May 29, GE Americom and
Alaska’s long distance carrier, Alascom Inc., hope to see a
McDonnell Douglas commercial launcher, the Delta II, carry
their jointly owned Satcom C-5 satellite safely into orbit. C-5
customers are to include the major U.S. radio networks,
Dow Jones, IDB and NASA.

Zoning relief nofice. Interested parties have until July 12 to
file comments with the FCC on the Satellite Broadcasting
and Communications Association’s petition for increased
intervention against local zoning laws that restrict the use of
home satellite and other antennas. The SBCA asked that the
FCC (1) clarify that its existing rules preempt local laws that
effectively ban antennas; (2) specify which kinds of local
regulations are unreasonable; (3) establish an emergency
relief procedure to enforce its preemption; (4) initiate a
rulemaking to govern the issue of cease and desist orders,
and (5) institute an expedited timetable for cease and desist
action against local authorities in zoning preemption cases.
Replies to comments will be due Aug. 12,

Big dish, good signal. By the end of the month, Atlantic
Satellite Communications Inc. will add a refurbished 11-
meter C-band up- and downlink antenna to its Northvale,
N.J., facility. Interconnected viza digital fiber and microwave
to a co-owned Waterfront Communications network switch-
ing hub in Manhattan, the dish, said ASCI, will create
additional access for domestic syndication, network and
newsgathering satellite transmission.

Sticking with the qualifiers. Both foreign and domestic tele-
vision clients have tapped Keystone Communications to de-
liver satellite backhaul of the Indianapolis 500 auto race.
Favorite sons in Albuquerque, N.M. (the Unsers) have both
KOAT(TV) and KGGM(TV) there covering time trials and parade
activities. And Sao Paolo-based TV Bandeirantes is follow-
ing Brazilian racer Emerson Fittipaldi.

Transmission of The NBA playoffs has also proved a boon
to Keystone’s business this spring. Twelve of 16 teams that
entered the postseason, and seven of the final eight, use
Keystone for space segment and backhaul transmission ser-
vices. Dedham, Mass.-based Videocom Satellite Associates
provided 36 hours of C-band transmission services for ABC-
TV’'s coverage of the 117th Kentucky Derby.

Atlontic coust comnmedhions. Boston-based Great American
Telecommunications Services has won a contract to deliver
commercial television spots for Charlotte, N.C.-based Ray-
com Sports and Entertainment’s Baseball Network. Great
American will handle playback, uplink, duplication, coordi-
nation and space segment for Raycom, whose affiliates in-
clude superstations wTBS(TV) Atlanta and KTLA(TY) Los An-
geles.

Great American also won another contract to deliver up to
1,000 hours of Ku-band space segment distance learning
programing for the Commonwealth of Virginia’s college and
university satellite networks.

Direct fo video store. GTE Spacenet will lease one GStar [V
Ku-band transponder through the end of 2003 (the estimated
end of the satellite’s life) to Video News Network, which
*‘sometime this summer’’ plans to launch 18 hours per day of
entertainment news and promotional video to home video
retailers nationwide. The deal was valued at more than $10
million.

VNN President Allan Lord, whose weekly half-hour In-
side Video This Week was in broadcast syndication until last
year, said VNN will produce half-hour ‘‘CNN-like’’ enter-
tainment news as part of three-hour segments to repeat
throughout the day. Lord said the ad-supported service could
be edited for syndication or strip. VNN said it has deals with
major and independent film studios to provide it with home
video release trailers. Washington-based Radiation Systems
Inc. is the likely provider of a Ku ground segment to end
users, whose inquiries added up to 30,000 downlinks as of
last week, said Lord.

i« sy

SATELLITE

FOOTPRINTS

58 Sateliite

Broadasting May 27 1991




HUGHES

CoOMMUN

CATIONS

HUGH
EXCELLENCL

© 139t Hughes Communications

ES

Hughes Communications' satellite replacement program ensures C-band capacity well into the 21st century.

At Hughes Communications, we give you
the most advanced technology and we back it
with the most comprehensive service available in
satellite communications.

That's the Hughes commitment to excellence.
Our C-band fleet, led by our Galaxy satellites,

has earned a reputation as the premiere cable
satellite system in orbit today. In addition to our
cable and broadcast services, our audio services
have taken a leading role in the industry.
Coupling sound engineering with a team of
dedicated professionals, we ensure the quality

Subsidiary ot GM Hughes Electronics

and continuity of our customers’ transmissions,
24 hours a day, 365 days a year.

We are providing even further protection
for our Galaxy/Westar customers with Galaxy VI,
our in-orbit satellite spare. In fact, long after the
turn of the century, we will continue to deliver
the level of excellence in satellite communications
services that our customers have come to expect
of us.

Hughes Communications. Our commitment
to excellence will continue to make ideas happen —
well into the 21st century.

WE MAKE IDEAS HAPPEN"®

HUGHES

COMMUNICATIONS
—— o



TECHNOLOGY

FCC'S VISION FOR HDTV COMES UNDER ATTACK

Commission’s emphasis on broadcast system is challenged at House hearing
by telco and computer interests who say future lies in fiber optics

epresentatives of the computer

and telephone industrics last

week attacked the FCC and its
advisory committee on advanced televi-
sion service for stressing the develop-
ment of a broadcast high-definition
transmission system rather than a system
optimized for fiber optic transmission.
FCC Chief Scientist Tom Stanley re-
sponded by inviting those industries to
participate in the advisory committee
and hasten the development of digital
interfaces for broadcast, fiber and com-
puter technologies.

The likely level of compatibility the
FCC’s HDTV transmission standard will
have with other digital technologies was
raised during the second of two hearings
on fiber and HDTV systems called by
Tim Valentine (D-N.C.}, chairman of the
House Technology and Competitiveness
Subcommittee last Tuesday (May 21).

*The [HDTV transmission] debate
thus far has been between warring enter-
tainment factions, each of which fears
for the loss of its already declining pre-
eminence rather than planning effective-
ly for what is undoubtedly a digital fu-
ture.  Technological progress is
inevitable, if not always desireable,’’
said Kenneth L. Phillips, professor of

telecommunications, New York Univer-
sity. Phillips is also chairman for legisla-
tive affairs of the Committee of Corpo-
rate Telecommunications Users, which
he described as ‘‘a group of very large
telecommunications users who are criti-
cally dependent upon all forms of tele-
communications.”’

The ‘‘emerging super highway’’ of
fiber optic telephone lines should be the
primary method for delivering HDTV
signals in the future, said David Deas,
director, technology planning, HDTV
and Fiber Optics, Southwestern Bell
Corp., St. Louis. Southwestern Bell has
installed more than 370,000 miles of
fiber and invested over $430 million in
fiber systems. *‘To establish an HDTV
standard that is not compatible with ex-
isting fiber systems and does not recog-
nize fiber’s potential would be a waste
of a valuable national resource.”’

Convergences between TV and vari-
ous digital technologies will be inevita-
ble, Stanley said. The trend has already
begun, and the chances are high that the
FCC’s HDTV standard will be an all-
digital system. (Four of the six proposed
systems to be tested are digital.) ‘“This
would be a significant step toward com-
patibility between broadcast television

technology and other digitally based vid-
¢o applications, including computer vid-
€0,”” he said.

Stanley, appearing on an earlier panel
with John W. Lyons, director of the
Commerce Department’s National Insti-
tute of Standards and Technology
(NIST), predicted the development of a
digital broadcast/computer interface in
five to 10 years, ‘‘regardless of the ac-
tion we take on an HDTV standard
now.”’” He urged those interested in de-
veloping such interfaces to take a greater
part in the advisory committee, ‘‘I'm
sure their contribution would be valu-
able, and, in the long run, hasten the
development of a common high-defini-
tion interface,’” he said.

A number of specific system compo-
nents are not being considered in the
development of the HDTV transmission
system, computer and telephone wit-
nesses said, They said the system should
have flexible field and frame rates for
*“interoperability’* with European 50 hz
video systems, The HDTV system
should be transmittable over variable
bandwidths for use in different types of
communications channels (6 mhz broad-
caster or wider-band fiber channels),
they said. ‘*The FCC testing process has
no provision for measuring whether the
HDTYV systems are scalable, extendable

CALLING ALL ATTC ‘EXPERT VIEWERS’

he FCC’s advisory committee on advanced television service is seeking

volunteers to act as ‘‘expert viewers” in subjective testing of proposed
high-definition transmission systems. The tests are being conducted at the
Advanced Television Test Center (ATTC), Alexandria, Va., from July
through June 1992.

Volunteers must be scientists, engineers or technicians familiar with TV
technology and with experience in assessing video picture quality. They must
not be associated with any of the organizations with systems being tested at
ATTC. Panels of three to five expert viewers will evaluate each of the six
proposed systems. Volunteers will be required to participate for at least one
week per system and will be free to take part in evaluating more than one
system.

Interested parties should contact: J.A, Flaherty, chairman, planning sub-
committee, FCC Advisory Committee on ATV, 51 West 52nd St., New York
10019, (212) 975-2213, fax: (212) 975-3646; or, Pamela Sheamur, coordina-
tor, ATTC, 1330 Braddock Place, #200, Alexandna, Va,, 22314, (703) 739-
3850, fax: (703) 739-8442.

or compatible with the broader ranges of
uses being discussed,”’ said Gary De-
mos, president and CEO, DemoGraFX,
Culver City, Calif.

Among the subcommitiee members,
Valentine was most interested in discus-
sion of a central government committee,
possibly through NIST, to oversee
HDTV standards. But NIST’s Lyons
said: “‘It’s just a matter of information
exchange..., No, [ don’t think we need a
czar in this field.”” He said the best way
to advance the convergence of comput-
ers and HDTV would be for all interest-
ed parties to stay in touch through estab-
lished technical groups. *‘I think mostly
it’s just making sure none of the players
goes off on a tangent without telling the
rest of us,”’ Lyons said. -RMS
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With the launch of SBS-6, Hughes Communications ensures Ku-band capacity into the 21st century.

Hughes Communications means satellite service
that’s right for your business. No matter what you
need. Or when you need it.

Private satellite network owners entrust their

communications to our SBS fleet of Ku-band satellites.

They know they can count on Hughes for reliable
interactive data, voice and video services. And the
successful 1990 launch of SBS-6 reaffirms our dedi-
cation to meeting increased customer demand for
Ku-band satellite communications.

SBS-6 expands our capacity for business net-
works. Additionally, SBS-6 enables us to inaugurate
services targeted to satellite newsgathering (SNG)

Subsidiary of GM Hughes Electronics

and the occasional use video markets. These services
feature a customized transponder reservation system
that allows customers to respond to fast-breaking
news and special events, quickly and efficiently, with
more availability and less contention during peak
periods.

Our mandate is to provide unsurpassed satellite
communications. That's why Hughes' team of experts
continuously monitors the entire Ku-band fleet to
ensure quality transmission around the clock. That's
service you can count on.

Hughes Communications. We have the services
to make ideas happen-well into the 21st century.

\WE MAKE IDEAS HAPPEN®

HUGHES

COMMUNICATIONS
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MULTIPATH TESTS STARTED IN SAN FRANCISCO

he Institute for Telecommunica-

tion Sciences (ITS), the National

Telecommunications and Informa-
tion Administration's research facility
based in Boulder, Colo., is currently
taking measurements in San Francisco to
test how multipath interference is likely
to degrade the simulcast high-definition
television signals when HDTV broad-
casting begins in the mid 1990’s.
Knowledge of multipath’s possible im-
pact is especially important, ITS scien-
tists say, because HDTV signals are
more complex than conventional, analog
NTSC.

‘‘We do believe that the kind of data
they are collecting is extremely impor-
tant,”’ said Jules Cohen of Jules Cohen
& Associates, Washington, and head of
the field test task force within the FCC’s
advisory committee on advanced televi-
sion service. The multipath data will al-
low proponents to adjust their systems
for the optimum amount of error correc-
tion. *‘Where that comes in to be an
important factor is that it is really going
to determine the extent of the service
area. The more error correction that can
be built into the system, the farther out
you're going to get a useful picture,”
Cohen said.

Multipath interference is caused by
reflections of television signals off of a
man-made or natural barrier that reach a
television receiver microseconds after a
station’s primary signal. The multipath
‘“‘echoes’’ appear as ghosts on conven-
tional TV sets receiving analog signals.
The ITS work has become even more
important over the past year with the
emergence of four all-digital systems.
Multipath on a digital system ‘‘doesn’t
show up as a ghost but as errors on the
picture,”’ Cohen said. “‘If a digital sys-
tem gets a great deal of multipath distor-

tion beyond what its equalizing filters
can accommodate, you lose your pic-
ture.”’

The test signals and procedures ITS is
using in San Francisco are nearly identi-
cal to those used during tests in the
Denver area last year, A ‘‘pseudonoise
sequence” of pulses were broadcast
over the vertical blanking intervals
(VBD) of KMGH-Tv (channel 7) and
KDVR(TV) (channel 31). A van especially
equipped with test measurement devices
recorded the pulses from about 160 sites
in the area to determine whether the
signals reached the transmitters in the
correct order or were blocked or im-
paired by various barriers.

Denver was considered a prime loca-
tion for testing because ‘‘it has a tightly
clumped island of tall buildings, some of
them over 200 meters high.... About 25
kilometers to the west, the Front Range
of the Rocky Mountains rises abruptly
out of the plains with some of the high-
est mountains in the contiguous United
States,”’ according to a report on the
Denver tests released last December.

As bad as the Denver environment
can be for TV signals, San Francisco is
considered worse. Tests in the Midwest
and East Coast are planned, but the Den-
ver and San Francisco tests are expected
to give HDTYV system developers ample
worst-case multipath data for U.S. im-
plementation.

““We’'ve definitely measured sites
there that are the worst I've ever seen.
We carry a little TV in the van with us,
and some of the pictures were complete-
ly unwatchable,”” said ITS’s John R,
Godwin. “‘I've taken data in situations
where there were more than 10 ghosts on
the screen.’” The San Francisco test sig-
nals are being broadcast over KGO-TV
{channel 7) and KBHK-TV (channel 44)

———

and have been recorded in about 100
locations so far, Godwin said last week,

The Denver survey came to several
conclusions about multipath characteris-
tics in that region. Echoes were recorded
at nearly every site, but were often not
considered serious enough to impair the
primary TV signal. When the primary
signal’s signal-to-noise ratio was ap-
proximately 35 dB (decibels), multipath
interference was found to be ‘‘just per-
ceptible’’ by 80% of ITS’s panel of ob-
servers. Impairments were found ‘‘not
yet objectionable’” 80% of the time at 25
dB.

The strongest multipath was generally
created by man-made, rather than natu-
ral objects. It was also strongest over
UHF stations and low, omnidirectional
antennas. ‘‘These rules describe only
trends; at individual sites they were of-
ten violated,”” the report said. The San
Francisco tests are generally supporting
the Denver conclusions so far, Godwin
said,

Some adjustments have been made to
the test procedures following some criti-
cism of the Denver data. ‘‘One problem
that we have is that I think that they used
an AGC [automatic gain contro} Circuit]
in the system so that the amplitude varia-
tion in the channel is kind of washed
out,”” Cohen said. The amplitude varia-
tion data will be included in a later re-
port, Godwin said.

The most serious problem has been
the inability to sometimes record any
data in the most severe cases of multi-
path. ““We used a standard Tektronix
modulator and in really severe situations
the thing has a hard time triggering at
the right time,”’ Godwin said. Alterna-
tive options are now being used in San
Francisco, which are expected to solve
the problem, he said. -/Ms

The ITS test van last December measuring echoes from man-made (1) and namral objects
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FORTHE RECORD

As compiled by BROADCASTING from
May 16 through May 22 and based on
filings, authorizations and other FCC ac-
tions.

Abbreviations: AFC—Ante For Ci ications:
ALJ—Administrative Law Judge: alt.—altemate; ann.—
announced; ant.—antenna; aur.—aural: aux.—auxiliary:
ch.—channel; CH—critical hours.; chg.—change; CP—
construction permit: D—day: DA—directional antenna:
Doc.—Docket; ERP—effective radiated power: Freq—fre-
quency, HAAT—height above average serrain: H&V—
horizontal and vertical: khz—Xkiloheriz: kw—Kkilowaits;
lic.—license: m—meters: mhz—megahenz: mi.—miles;
MP—modification permit; mod.—modification: N—night:
pet. for recon.—petition for reconsideration; PSA—presun-
rise service authority: pwr.—power: RC—remote control:
S-A—Scientific-Atlanta; SH—specified hours: SL—studio
location: TL—itransmitter 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 items refer 10
map coordinales. One meter equals 3.28 feet.

OWNERSHNIP CHANGES

Applications

8 KAXL(FM) Greenacres, CA (BAPED910502HF,;
B88.3 mhz; 360 kw: ant. 133 ft.)—Sceks assignment of
CP from Greenacres Educational Broadcasting Founda-
tion to Skyride Unlimited lnc. for $4,000. Seller is
headed by Guy P. Hoss and has no other broadcast
interests. Buyer is headed by Michacl E. McCutchan,
John M. Rader and Don Bevilacqua. Bevilacqua is also
33.3% stockholder of Birch Bay Broadcasting Inc.,
licensee of KARI(AM) Blaine., WA, and B5% stock-
holder KWSO Inc., licensee of KERI(AM) Wasco,
CA; McCutcheon and Rader also have interests in
KERI{AM). Filed May 2.

8 WGGA-AM-FM Gainesville and Cleveland, both
Georgia (AM: BAL910429HD; 1240 khz: 1 kw-U:
FM: BALH910429HE: 101.9 mhz: 6 kw; ant. 410
fi.)—Seeks assignment of license from Charles Hul-
sey, receiver to Gainesville Bank & Trust Co. for no
cash consideration in bank foreclosure. Seller, Hulsey,
has no other broadcast interests. Buyer is headed by F.
Abit Massey, chairman (6.75%) and Richard A. Hunt
Ir_, president (5%). Bennie Hewett, is stockholder and
director of Gainesville Bank and Trust, and has 100%
interest in WHOD-AM-FM Jackson. AL, and WHFE-
(AM) Lakeland, and WLBA(AM) Gainesville, all
Georgia, and 75% interest in WNGA(AM) Nashville,
GA. Filed April 29.

8 WXJO(FM) Bethalto (St. Louis), 1L
(BAPH910501HC. 95.5 mhz. 6 kw; ant. 300 ft.)—
Secks assignment of CP from Bethalto Broadcasting
Corp. to TS Acquisitions Ltd. for $650,000. Seller is
headed by Robent Howe and has no other broadcast
interests. Buyer is headed by TS Broadcasting Corp.
(GP, 50% O) and Robert Cox (LP, 50% O). TS Broad-
casting Corp. is sole general partner of TS Acquisition
Ltd., headed by Robert Cox (43.75%) and John B.
Parker (40.75%). and has no other broadcast interests.
Filed May |.

8 WRUS(AM) Russellville, KY (BAL910507EA: 610
khz: 2.5 kw, 73 w-N}—Seeks assignment of license
from Target Communications of Kentucky Inc. to The
Tremont Group Ltd. for $10 and assumption of debt.
Seller is headed by Donald ). Alt, who has interests in
licensees of WILK(AM)-WKRC(FM) Wilkes-Barre
and WNNK-AM-FM Harrisburg, both Pennsylvannia;
WEZC(FM) Hickory, NC: WODZ(AM)-WRVR(FM)
Memphis; WWL(AM)-WLMG(FM) New Orleans, and
WDCK(FM) Williamsburg, VA. Al is also 45%
stockholder of Logan Broadcasting Inc., proposed as-

signee of WFBG-AM-FM Atloona, PA. Buyer is head-
ed by Joseph C. Amaturo (35% GP), and is licensee of
WKGR(FM) Ft. Pierce. FL; KKMJ-AM-FM Austin,
TX; WBVR(FM) Russellville, KY, and KFRG(FM)
San Bemnardino. CA. Amaturo is also licensee of
KHGI-TV Keamey. NE, and its satcllites KSNB-TV
Superior and KWNB-TV Hayes Center, both Nebras-
ka. Filed May 7.

a8 WFLT(AM) Flint, M1 (BAL910507EB; 1420 khz;
500 W-D, 142 W-N, DA-2; }—Secks assignment of
license from Metropolitan Missionary Baptist Church
to Christian Evangelical Broadcasting Association Inc.
for $225,000. Seller is non-stock ccclesiastical corpo-
ration, and has no other broadcast interests. Buyer is
headed by Arthur J. Pointer, who is chairman of trustec
board of licensee, and has no other broadcast interests.
Filed May 7.

B WAGN(AM) Menominee, Ml and WHYB(FM)
Peshtigo, W1 (AM: BTC910412EE; 1340 khz: | kw-
U: FM: BTCH9104|2HC: 96.1 mhz; 3 kw; ant. 250
ft.)—Secks transfer of control from Garry R. Johnson
to William ). Sauve for $105,000. Johnson (70%)
owns 33.3% of WKTS(AM) Sheboygan, WI, and
50%, of WLDY-AM-FM Ladysmith., WI. Sauve
(30%) has no other broadcast interests. Filed April 12,

8 WVSB-TV West Point (Columbus-Tupelo), MS
(BALCT910506KF; ch. 27; 2,000 kw-V:. 200 kw-A;
ant. 1BO ft.)—Seeks assignment of license from Ven-
ture Systems Inc. to Love Communications Co. for
$1.65 million. Seller is headed by John Dyer and has
no other broadcast interests. Buyer is headed by James
S. Love Il and Robert R. O'Brien Jr. Love has inter-
ests in Love Broadcasting Co., licensee of WLOX-TV
Biloxi, MS, and Sunshine Television Inc., licensee of
KDRV(TV) Medford and KDKF(TV) Klamath Falls,
both Cregon. Filed May 6.

8 WNCO-AM-FM Ashland, OH (AM:
BTC910429GQ; 1340 khz; 1 kw-U: FM:
BTCH910429GR; 101.3 mhz; 50 kw: ant. 500 fi.)—
Seeks transfer of control within licensee Ashland
Broadcasting Corp. for $20,500 in stock sale. Sellers
are James W. Male and Ross Fichtner. Buyer is Walter
R. Stampfli. Ashland Broadcasting is headed by
Stampfli (50.31%), Malc (24.84%) and Fichiner
(24.84%}., who are stockholders of North Central Ohio
T.V. Corp., licensee of LPTV W59BP Ashland, OH.
Filed April 29.

8 KYKN(AM) Salem, OR (BAL910419EB: 1430
khz; § kw-U)—Seeks assignment of license from Capi-
tol Equities Corp. to Willamette Broadcasting Inc. for
$109,161. Seller is headed by Felix L. and Rosemary
D. Dilger, and has no other broadcast interests. Buyer
is headed by Michael Frith, and has no other broadcast
interests. Filed April 19.

Actions

8 KWBG-AM-FM Boone, 1A (AM: BAL910328EB;
1590 khz: | kw-D, 500 w-N: FM: BAPLH910328EC;
98.3 mhz; 3 kw; ant. 210 ft.}—Granted assignment of
license from G.O. Radio Boone Inc. to James Ingstad
Broadcasting Inc. for $800.000. Scller is hcaded by
Glenn Olson, and has 100% interest in KQWC-AM-
FM Webster City and 80% interest in KSIB(AM)-
KITR(FM) Creston, both Jowa. Buyer, Ingstad, is sole
shareholder and president of James Ingstad Broadcast-
ing Inc., licensee of KNUNAM)-KXLP(FM) New Ulm
and KRFO-AM-FM Owatonna, both Minnesota, and
holds CP for new FM at Springfield, MN. Ingstad is
also licensee of KOVC-AM-FM Valley City, ND;
KWAD(AM)-KKWS(FM)  Wadena, MN, and
KGLO(AM)-KNIQ(FM) Mason City, IA. Ingstad is
25% shareholder of licensee of KFKA(AM)-
KSQI{FM) Greeley, CO (KSQI was recently sold,
**Changing Hands,"" Jan. 28). Action May 9.

8 WREN(AM) Topeka, KS (BAL910322EC: 1250
khz; 5 kw-U)}—Seeks assignment of license from N_E.
Paton Jr., trustee, to Wren Broadcasting for $20,000.
Seller has no other broadcast interests. Buyer is headed

by Michael Glinter and has no other broadcast inter-
ests. Action May 13.

® KANE(AM) New Iberia, LA (BTC9I10322EA;
1240 khz: | kw-U)—Granted transfer of contro] within
licensee New lberia Broadcasting Co. Inc. for
$134,857. Sellers are Roy L. Landry. Michael F. Hal-
phen, Gerald H. Halphen. Vermon A. Voorhies and
Alfred Granger Ir. Buyers are Arthur Suberbiclle
(60.98%), Kenncth ). Romero (12.19%) and Patrick
Caffery (26.83%). Principals have no other broadcast
interests. Action May (3.

B WMME-AM-FM Augusta, ME (AM:
BTC901119HY, 1400 khz: | kw-U. FM:
BTCH90! 1 19HW; 92.3 mhz; 50 kw; ant. 500 ft.)}—
Granted transfer of control from Tri-Group Inc. to Tri-
Group Inc. in stock issue and transfer between part-
ners. Transferors are Frederick A. Hessick 11 and Wil-
liam H. Hessick 111, brothers. Transferee is Michael
Ferrel. Hessicks also have interests in Goldenberg
Broadcasting Inc., licensce of WPKX(FM) Enfield,
CT. Frederick A. Ferrell has interest in Southern Shore
Radio Lid., applicant for new FM on 102.9 in Califor-
nia. MD. Action May 8.

B WWAC.-TV Atlantic City {BALCT910320KE; ch.
53; 25 kw-V; 2.5 kw-A; ant. 307 fi.)—Granted assign-
ment of license from Chanrel 53 Corp. to Cellular
Phone Centers Inc. for $20,000. Seller is headed by
William Gross and has no other broadcast interests.
Buyer is headed by David W. Allen (50%) and Harry
R. lenny Ir. (50%), and has no other broadcast inter-
ests. Action May 9.

8 WOKR(TV) Rochester, NY (BTCCT910328KE;
ch. 13; 316 kw-V; 39.8 kw-A; ant. 500 ft.)—Granted
transfer of control from WOKR Partners to Hughes
Broadcasting Partners for $50 million {(**Changing
Hands,'* Aprit 15). Seller is headed by George N.
Gillett Jr. and Edward W. Karmrels. Gillett owns 100%
of GNG Corp. and Gillew Holdings Inc., which,
through various licensees, owns 10 TV's, one AM and
one FM throughout U.S. Buyer is headed by VS&A
Communications Partners L.P. (55.8% class A stock),
and Smith Bamey lnvestors L.P. (29.5% class A
stock). Hughes holds approximately 5% limited part-
nership interest in Narragansett Radio Ltd., licensee of
WYNK-AM-FM Baton Rouge, KEZO-AM-FM Oma-
ha and KA YI{FM) Musgokee, OK. Action May 10.

8 WPNC-AM-FM Plymouth, NC (AM:
BAL910311GQ: 1470 khz; 5 kw-D; FM:
BALH910311GR; 95.9 mhz; 2.6 kw; ant. 350 ft.)—
Granted assignment of license from Ralph D. Epperson
to Diane Scott Flowers for $300,000. Seller has inter-
ests in WPAQ(AM) Mt Airy, NC; 40% interest in
Chesapeake-Portismouth Broadcasting Corp., licensee
of WPMH(AM) Pontsmouth, VA, and 50% interest in
Blue Ridge Radio Inc., licensee of WBRF(FM) Galax.
VA. Buyer has no other broadcast interests. Action
April 30.

B KXOL(AM)-KSWR(FM) Clinton, OK (AM: BA-
L9IO4OLEA; 1320 khz; | kw-D, 108 w-N; FM: BAL-
H910401EB; 106.9 mhz; 100 kw; ant. 286 fi.)—Grant-
ed assignment of license from Gentry Broadcasting
Inc. to Custer Broadcasting Inc.; station is being volun-
tarily returned to previous owner, property is worth
indebtedness owed by Gentry, $222,335. Seller is
headed by Frank A. Gentry Jr.. and has no other
broadcast interests. Buyer is headed by Robent L.
(50%) and Norma J. Stephenson (50%). husband and
wife, and John W. Fox. Robert Stephenson is 25%
owner of Fox Broadcasting Co. Inc., licensee of
WWLS({AM) Moore (Norman), OK. Granted May 13.

B WDXB(AM) Chattanooga, TN (BAL9I040/EC;
1490 khz; 1 kw-U)—Granted assignment of license
from Chattanooga Sound Inc. lo Tennessee Valley
Sports Inc. for $80,000. Seller is headed by W.A.
Grant Jr., who has controlling interest. through various
licensees, of WZPQ-AM-FM Jasper, WIRD(AM) Rus-
sellville, WLDX(AM) Fayette and WZBQ(AM) Tus-
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caloosa, all Alabama, and WDXB(AM) Chattanooga,
TN. Buyer is headed by Richard M. Holtzman (50%)
and Jay Sadow (50%), and has no other broadcast
interests. Action May 13.

® WPLX{AM) Collierville, TN (BAL9I0318EA;
1170 khz; 5 kw-D)}—Granted assignment of license
from Pylant Broadcasting Co. Inc. to Pollack Steel
Supply Inc. for $114,000. Seller is headed by Chancie
L. Pylant and Jeffrey D. Pylant, father and son, and
James Hoyt. Hoyt has 7% interest in KNNT(AM)-
KTEI(FM) Kennett, MO. Buyer is headed by Sydney
and Marilyn Pollack (83% and 17%, respectively).
Sydney and Marilyn Pollack are each 12.5% share-
holders of Pollack Broadcasting Co., licensee of
KOSE(AM) Osceola, AR. Action May 8.

® WHZZ(FM) Huntingdon, TN (BALH910227HY;
100.9 mhz; 3 kw; ant. 300 ft.}—Granted assignment of
license from William L. Guy. bankruptcy trustee, 1o
Milan Broadcasting Co. Inc. for $150,000. Seller is
truste¢ for B.J.H. Broadcasting Inc., headed by Wil-
liam A. Casom IIl, and has no other broadcast inter-
ests. Buyer is headed by Russell E. Reviere (50%) and
James W. Hoppers Jr. (50%). Milan Broadcasting Co.
Inc. is licensee of WKBJ)FM) Milan. TN. Action May
l.

® KBRN(AM) Boerne, TX (BAL910329EA: 1500
khz; 250 w-D)—Granted assignment of license from
Sced Broadcasting Co. to Boeme Radio Co. for
$30,000. Seller is headed by Alan Arthur Henberger
and Jane Ann Henberger, husband and wife, and John
Joseph Henberger. father of Alan. and has no other
broadcast interests. Buyer is headed by Wade An-
drews. Servando Ozuna and Janice Shafer. and has no
other broadcast interests. Action May 13.

8 WIVI(FM) Charlotte Amalle, VI
(BAPH901129GR: 96.1 mhz; 2.4 kw; ant. 1,500 ft.)}—
Granted assignment of CP from Bantam Broadcasting
Co. to Tim G. English for $19.270. Seller is headed by
Marianne English-King. mother of Tim English, the
assignee, permitice of WIVI. English was recently
granted CP for FM facility on 95.9 mhz at Block
Island. R1. Action May 6.

® WXGM(AM) Gloucester, VA (BTC910402EC;
1420 khz: | kw-D)—Granted transfer of control from
licensee WDDY Inc. to WXGM Inc. for $165.000.
Transferors are William L. Eure Jr., William B, Eure
and Thomas W. Robinson. Transferee. WXGM Inc.
(100%), is headed by Thomas W. Robinson (55%) and
Walter W. Wurfel (45%), and is permittee of new FM
at Gloucester, VA. Action May 13.

®» WRVA(AM)-WRVQ(FM) Richmond and
WWDE-FM Hampton, all Virginia (WRVA:
BAL910327HQ; 1140 khz; S0 kw-U, WRVQ:
BALH910327HI; 94.5 mhz; 200 kw; ant. 455 fi.;
WWDE-FM: BALH910327HP; 101.3 mhz; 50 kw;
ant. 505 ft.)—Granted assignment of license from
Edens Broadcasting Inc. to Force 11 Communications
L.P. for $28 million (*"Changing Hands,” March 4).
Seller is headed by Gary Edens, who also owns
WRBQ(AM) St. Petersburg, WRBQ-FM Tampa, both
Florida, KQY-AM-FM Phoenix and KKLQ-AM-FM
San Diego. Buyer is Force 11 Broadcasting Ltd., gener-
al partner (100%). Force Il Inc.. general pariner
(3.2%), and Force Il Communications Inc. (96.8%).
Force 11 Communications was formed by Roben F.X.
Sillerman and Norman Feuer. Sillerman owns equity
interests in Legacy Communications. Capstar Commu-
nications, Legacy Broadcasting Partrers and Metropol-
itan Broadcasting Corp. Norman Feuer is president and
director of Force 11 Communications. and holds ap-
proximately 6.9% of voting stock in Noble Broadcast-
ing Group, which controls cight AM's and 10 FM's.
Action May 13.

NEW STATIONS

Applications

® Garberville, CA (BPH910503MA)—Fatima Re-
sponse Inc. secks 103.7 mhz; .2 kw; ant. 808 m.
Address: 2044 Beverly Plaza, #281. Long Beach, CA
90815. Principal is headed by Kimberly M. Thompson
and has no other broadcast interests. Filed May 3.

® Zolfo Springs, FL (BPH910430MD)}—Teddy Bear
Communications Inc. seeks 106.9 mhz; 6 kw; ant. 100
m. Address: P.O. Box 908, Wauchula, FL 33873.

Principal is headed by Ted L. Hite, and has no other
broadcast interests. Filed April 30.

® Zolfo Springs, FL (BPH910502MF)—John L. Nor-
man seeks [06.9 mhz; 6 kw; ant. 100 m. Address:
3520 1%th Ave. SW. Naples. FL 33964, Principal.
Norman. has interests in WSGL(FM) Naples, FL.
Filed May 2.

® Danville, KY (BPED910415MI}—Alum Springs
Educational Corp. seeks 88.1 mhz; .17 kw; ant. 100 m.
Address: P.O. Box 106. Danville, KY 40423. Princi-
pal is headed by Donald A. Drake. who. along with
wife, Mildred Drake, are president and vice president,
respectively, and 50% stockholders of Alum Springs
Vision and Outreach Corp., licensee of WDFB(AM)
Junction City, KY. Filed April 15.

® Searsport, ME  (BPH910501 ME)}—Scarsport
Broadcasting Partnership secks 101.7 mhz: 6 kw; ant.
72 m. Address: P.O. Box 564, Union, ME 04862.
Principal is headed by Peter P. Dalton. Danicl B.
Spears, James J. Pomfret and Howard L. Soule, and
has no other broadcast interests. Filed May 1.

® Binghamton, NY (BPED910501 MC)—Arrowhead
Ministries Inc. seeks 91.5 mhz; 1.5 kw; ant. 100 m.
Address: 308 Harry L. Dr., Johnson City, NY 13790.
Principal is headed by Floyd Colwell and has no other
broadcast interests. Filed May 1.

® Binghamton, NY (BPED910501MB )—WSKG Pub-
lic Telecommunications Council seeks 91.5 mhz: .56
kw; ant. 257 m. Address: P.O. Box 3.000. Bingham-
ton, NY 13902. Principal is headed by Chandler Kel-
ler, and has interest in WSKG-FM-TV Binghamton,
WSQG-FM lthaca and WSQC-FM Oneonta, all New
York. Filed May 1.

® Glens Falls, NY (BPH910430MB)—Lawrence N.
Brandt seeks 95.9 mhz; .37 kw; ant. 279 m. Address:
3201 New Mexico Ave. N.W., Washington 20016,
Principal has no other broadcast interests. Filed April
30.

® New York (BPH910430ME)—Class Entertainment
& Communications Lid. seeks 104.3 mhz: 3.6 kw; ant.
432 m. Address: 253 W. 138th St.. New York 10030.
Principal is headed by James H. Dowdy and has no
other broadcast interests. Filed April 30.

® New York (BPH910501MF)—Greater NY 92.3 FM
Broadcasters seeks 92.3 mhz: 6 kw; ant. 415 m. Ad-
dress: 2310 Penderosa Dr.. #29, Camarillo, CA
93010. Principal is headed by Stuart W. Epperson. and
Edward G. Atsinger [II. Epperson and wife Nancy A.
Epperson have interests in one AM and two FM’s, and
Atsinger has interests in three FM's and one AM.
Stuart Epperson and Atsinger each own 50% of Salem
Communications Corp.. licensece of nine AM’s and
five FM's. Filed May .

® Saugerties, NY (BPH910501MG)—Peter Moncure
seeks 92.9 mhz; 6 kw; ant. 100 m. Address: 1111
Fawn Rd.. Saugerties, NY 12477. Principal is headed
by Molly Moncure and Peter Moncure and has no other
broadcast interests. Filed May 1.

Actions

® Tucson, AZ (BPH10345)—Granted app. of Tucson
Community Broadcasting Inc. for 107.5 mhz; 14.5 kw
H; ant. 1,075 m. Principal has no other broadcast
interests. Action May 6.

® Victorville, CA (BPED900417MP)}—Granted app.
of Shepherd Communications Inc. for 89.5 mhz; 1.25
kw; ant. 430 m. Address: 35225 Ave. A, #204, Yu-
caipa, CA 92399. Principal is headed by David Ferry
and has no other broadcast interests. Action May 8.

® Five Points, FL (BPHB90112MK)—Granted app. of
Carol Jean Lamons for [06.5 mhz; 3 kw; ant. 100 m.
Address: P.Q. Box 1479, Cross City, FL. 32628, Prin-
cipal has no other broadcast interests. Action May 9.

® Ankeny, [A (BPH87|102MH)—Granted app. of
V.0.B. Inc. for 106.3 mhz; 3 kw H&V; apt. 100 m.
Address: 329 Moran Rd., Grosse Pointe Farms, M1
48236. Principal is headed by Steven D. Van Oort,
station manager of WWI(AM)-WIOI(FM) Detroit. Ac-
tion May 6.

® Garapan-Salpan, MP (BPHEB1221 MN)—Granted
app. of Radio Saipan International [nc. for 97.9 mhz;
4.5 kw; ant. 463 m. Address: P.O. Box 49, Saipan, SA
96950. Principal is headed by William B. Brodersen
and has no other broadcast interests. Action May 8.

® Gallup, NM (BPED900813MI}—Granted app. of
Gallup Public Radio for 91.7 mhz; .100 kw; ant. 342
m. Address: 910 Montgomery Count, Gallup, NM
87301. Principal is headed by Roger Des Prez and has
no other broadcast interests. Action May 1.

® Roland, OK (BPHBB0727MD)—Granted app. of
Polly A. Crews for 92.3 mhz: .93 kw H&V: 174 m.
Address: 2201% N. 5Bth St., Fort Smith, AR 72904,
Principal has no other broadcast interests. Action May
6.

® Dickson, TN (BPHB90!17MM)—Granted app. of
Edmission & Eubank Communications Inc. for 93.7
mhz; 3 kw; ant. 100 m. Address: 106A E. College St.,
Dickson. TN 3705S. Principal is headed by Thomas L.
Edmisson and has no other broadcast interests. Action
May 6.

FACILITIES CHANGES

Applications
AM’s
® St. Petersburg, FL WSUN(AM) 620 khz—May 7

application for CP to comrect coordinates to 27 52 37N
82 35 26W.

® Brookings, SD KBRK(AM) 1430 khz—May 7 ap-
plication for CP to correct coordinates to 44 18 12N 96
46 01w,

® Cuero, TX KQRO(AM) 1600 khz—May 2 applica-
tion for CP to reduce power to .260 kw; make changes
in antenna system.

FM’s

® Salinas, CA KRAY-FM 103.9 mhz—April 30 appli-
cation for CP to change freq: 103.5 mhz: ERP: 1.20 kw
H&V; change ant.: 157 m.; TL: 2.3 km from intersec-
tion of Zabala and Old Stage Roads on bearing of 72
degrees E of (T) N at Salinas, CA.

® Champaign, IL WLRW(FM) 94.5 mhz—April 30
application for CP to change ant.: 150 m.

® Decatur, IL WYDS(FM) 93.1 mhz—May | applica-
tion for mod. of CP (BPHBBO4OTMU as mod.) to
change TL: 2420 Huleu Lane. Decatur, IL.

® Medicine Lodge, KS KREJ(FM) 95.9 mhz—Apri]
|5 application for mod. of CP (BPHB80218MB new
station) to change antenna supporting structure height.

® Bardstown, KY WOKH(FM) 96.7 mhz—April 30
application for CP to change ERP: 3 kw H&V; ant.:
100 m_; TL: approximately .15 km due E of State Rd.
#49, 6.1 km a1 314 ft. 1o Balliown, KY.

® Le Suenr, MN (no call letters) 96. 1 mhz—April 30
application for mod. of CP (BPHB9070TMA) 10
change ERP: 1.70 kw H&V; change ant.: 132 m.; TL:
4.8 km on line bearing 310 ft. (T) from intersection of
State Hwys. 93 and 19, in Jessenland Township, MN.

® Birch Tree, MO KBMV-FM 107.1 mhz—April 29
application for CP to change freq: 107.1 mhz ERP:
16.2 kw H&YV ant.: 124 m. TL: 6.92 km NE of
Mountain View, MO, and 2.1 km ENE of intersection
of State Rtes. 00 and ZZ; change to class C3 (per
docket #90-411).

® Rocky Mount, NC WZBB(FM) 99.9 mhz—April
29 application for CP to change ERP: 1.20 kw H&V:
ant.; 220 m.; change TL: E side of VA 607, 1.3 km $
of intersection of VA 606 on Thomton Mt., VA.

® Wilson, NC WAHD(FM) 90.5 mhz—April 29 appli-
cation for CP to change ant.: 50 m.; change Communi-
ty of license to Raleigh. NC.

® Conway, SC (no call letters) 93.9 mhz—April 30
application for mod. of CP (BPH880229NI) to change
ERP: 6 kw H&V.

8 Murrell’s Inlet, SC (no call letters) 94.5 mhz—
April 30 application for mod. of CP (BPH870724MA
as mod.) to change ERP; 3.47 km.: ant.: 130 m.

® Harrogate, TN WXIB(FM) 96.5 mhz—Aprl 30
application for mod. of CP (BPHB51114MG) to
change to nondirectional circular-polarized antenna and
remove beam tilt.

® Brownsville, TX KBNR(FM) 88.3 mhz—May 6-
Application for CP 10 change freq: 88.1 mhz; ERP:
1.20 kw H&V; ant.: 129.6 m.; TL: 7.3 km on bearing
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of 343.3 degree (T) from reference coordinates of
Brownsville, TX.

8 Johmson City, TX KFAN(FM) 107.9 mhz—April
30 application for mod. of CP (BPH8$0405MD) 10
change ERP: 37.2; ant.: 170 m.; TL: 3.1 mi SSE of
Stonewall, TX, S of E-Weststrech of FM 1623,

8 Lynchburg, VA WKZZ(FM) 100.1 mhz—May 1
application for CP to change ERP: 25 kw H&V, ant.:
100 m.; change TL: approximately 10 km NE of Lync-
burg, VA; class: C3.

TV

8 Decator, TX KMPX(TV) ch. 29—May 6 amend-
ment of BMPCTBB0G16KE for CP 10 change ant.: 153
m; 32 55 24N 96 57 52W.

Actions

AM’s

8 Marshfield, WI WDLB(AM) 1450 khz—May 9 ap-
plication (BP910123AC) granted for CP 10 change TL:
0.5 km SE of County Trunk E and Mann St., 3.7 km

NNE of center of Marshfield, WI; 44 41 49N 90 09
20w,

® Neenah-Menasha, W1 WNAM(AM) 1280 khz—
May 10 application (BMP910215Al) granted for mod.
of CP (BP890720AG) 1o change TL: adjacent to E
Frontage Rd. of U.S. Hwy. 41, .3 km N of Indian
Point Rd.. Vinland Township. WI, make changes in
antenna system and operate by remote control from
studio (location to be determined).

FM’s
® Salinas, CA KRAY-FM 103.9 mhz—July 13, 1990
application (BMLH900713KA} returned for mod. of

license to increase ERP: 5.8 kw H&V (pursuant 10
docket #88-375).

® Santa Clara, CA KARA(FM) 105.7 mhz—May 13
application (BMLH900730KD) granted for mod. of
license for replacement of main antenna.

® Winnfield, LA KVCL-FM 92. 1 mhz—May 3 appli-
cation (BPH9007021A) granted for CP to change ERP:
6 kw H&V: change ant.: 64.2 kw H&V.

® Nelsonville, OH WAI{S-FM 107.7 mhz—May 8 ap-
plication (BMPH9008301B) dismissed for mad. of CP
(BPHBBO229NJ as mad.) 10 change ERP: 6 kw H&V.

® Big Stone Gap, VA WAXM(FM) 93.5 mhz—May
27 application (BPH9011231A) granted for CP 1o
change ERP: 2.45 kw H&V; change ant.; 574 m.; TL:
11.21 km 298 D.T from Big Stone Gap, VA; class: C2
(per docket #87-494).

B Warrenton, VA WMIR(FM) 107.7 mhz—May 9
application (BMPH9010041A) granted for mod. of CP
(BPH8705041C as mod.) to change ERP: 29 kw H&Y:
ant.: 197 m.

TV

@ Chillicothe, OH WWAT(TV) ch. $3—May 9 appli-
cation (BMPCT910114KE) granted for mod. of CP 10
change ERP: 3,250 kw (vis); ant.: 207 m; TL: near
Williamsport, OH; ANT: Dielectric TFU-36JDAS-
(DAXBT) 39 35 30N 83 06 38W.

ACTIONS

B Established rules and procedures, effective July 30,
that will give preferential treatment (Pioneer’s Prefer-
ence) in its licensing processes to parties requesting
spectrum allocation rule changes associated with devel-
opment of new communications services and technol-
ogies. (Gen. docket 90-217 by R&O [FCC 91-112]
adopted April 9 by commission.)

8 Tempe, AZ Generally upheld Review Board's deci-
sion denying Tri-State Broadcasting Co. inc. renewal
of stations KUKQ{AM)-KUPD-FM. and granting mu-
tuzlly exclusive applications of Grimm and Clifford for
new AM and FM facilities at Tempe. (MM docket 85-
355, by MO&O (FCC 91-151] adopted May 7 by
commission. )

® Sacramento, CA Upheld Review Board decision
granting Royce International Broadcasting's applica-
tion for renewal of KWOD(FM), and denying Wong
Communications Limited partnership’s mutually exclu-
sive application for construction permit. (MM docket

87-28 by MO&O [FCC 91-125] adopted April 12 by
commission.)

8 Longmont, CO Denied appeal by Longmont Broad-
casting of ALJ denial of Longmont's request to specify
$iX issues in proceeding involving competing applica-
tions for new FM station on ch. 282C1. or alternative-
ly. for renewal of KQKS(FM) Langmont. (MM docket
90-424, by MO&O [FCC 91R-38] adopted April 17 by
Review Board.)

@ Stuart, FL Granted applications of CRB of Florida
{nc.. for renewal of license of WZZR(FM). subject to
reporting conditions and notificd station that it is liable
for forfeiture of $7.500. (Report DC-1856. Mass Me-
dia Action, April 15 by MO&O and NAL [FCC 91-
129 )

8 Agana, GU Granted application of Agana Guam FM
limited partnership for new FM on ch. 270C2. (MM
docket 90-349. by Summary Decision [FCC 91D-20)
issued April 15 by ALJ Edward J. Kuhlmann.)

® Hammond, IN Granted application of Dontron In¢.,
10 renew license of WYCA-FM over objections of
Bernadente Cash Williams. (By MO&O [DA 91-557)
adopted April 30 by Chief. Audio Services Division,
Mass Media Bureau.)

8 Campbelisville, KY Designated for hearing six mu-
tually exclusive applications for new FM station on ch.
260A. (MM docket 91-96. by Order [DA 91-385]
adopted March 28 by Chief. Audio Services Division.
Mass Media Bureau.)

® Baton Rouge Granted application of Jimmy Swag-
gart Ministries for new noncommercial FM on ch.
203C2. and denied application of Real Life Education-
al Foundation of Baton Rouge Inc. (MM docket 88-308
by Decision [FCC 9(R-39] adopted May 2 by Review
Board.)

8 Monticello, ME Notified Benito Rish. licensee of
WREM(AM) of apparent liability for forfeiture of
$10.000 for willfully violating Communications Act by
cliectuating unauthorized transfer of control. (Repon
MM-540, May | by Letter (FCC 91-147).

ALLOCATIONS

® Waldron, AR Effective June 27 substitted ch.
276C3 for ch. 276A: modified licensc of KRWA-FM
accordingly. (MM docket 89-249. by MO&O [DA 91-
572) adopted May | by Chief. Policy and Rules Divi-
sion. Mass Media Bureau.)

SUMMARY OF

BROADCASTING & CABLE

BROADCASTING
SERVICE ON AIR Cps! TOTAL *
Commercial AM 4.986 216 5,232
Commercial FM 4.402 94 5,346
Educational FM 1,442 s 1,747
Total Radio 10.830 1.495 12,325
Commercial YHF TV 553 18 &71
Commercial UHF TV 564 178 742
Educational VHF TV 124 3 127
Educational UHF TV 229 16 245
B Total TV 1470 215 1,685
VHF LPTV 192 173 365
UHF LPTV 629 1,015 1,645
8 Total LPTV 821 1,188 2,009
FM transiators 1.874 337 2,211
VHF translators 2,709 94 2,803
UHF translators 2,256 3n 2,627

CABLE
Total subscribers 53,900,000
Homes passed 71,300,000
Total systems 10,823
Household penetrationt 58.6%
Pay cable penetration 29.2%

* Includes off-air licerses t Penatration percentages are of TV housshoid universe of
92 1 milon. ' Construction permit 2 Instruchional TV Iixed service. 2 Studio-transmit-
ter link. Source Nielsen and Broadcasling's own résearch.
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Coverage Terrain Shadowing
Allocation Studies - Diectories

Data Base Allocation Studies
Terrain Protiles
A Div. of Moffet. Larsun & Johmon. [nc.

» FCC Appcanons anc Fisig Engineerng
o Frequency Searches and Coordmation
® Tower Erecnion arg Manlerance

o Facuiy Design and Consiucton

B Lemoore and Tipton, CA Eftective Junc 27. rcal- . I ,
lotted ch. 385A from Limeore to Tipton as Class BI CALL LETTERS WYFD(FM)  WBQM Bible Broadcasting Network:
ch.: modified license of KQYZ(FM) accordingly. (MM Decatur.
docket 90-482, by R&O {DA 9i-574] adopied May | Grants WZBA(FM) WUNI Jackson County Broadcasting
by Chief. Allocations Branch. Policy and Rules Divi- e R Company: Moss Point. MS ,
sion.) Existing FM’s WZR N .
} o Q(FM} WBVE Reams Broadcasting Corp..
8 Appomattox, VA Effective July 1. substituted ch. WQWQ-FM  WQFN Pathfinder Communiations Hamilton. OH .
274C) for ch. 274B at Appomattox. and conditionally Comp.: Muskegon Hgts... MI - , ’
modified license of WZST(FM) accordingly. (MM WRAF-FM  WRAF Toccoa Falls College: Toccou Existing TV's
doc_kct 91-8 b)_f R&QO [DA 91-580] adopied May 3 by Falls. GA KITN-TV KITN Nationwide Communications
i AN LR, RO L S AR WROQ(FM)  WCKN-FM ABS Greenville Partners e
'hwhiﬁ";_gv DCPIj:ev_C"::O:‘; Alﬂﬁml:.- g::ﬁ“"'v‘ M:l Ltd.: Anderson, SC KYLE(TV)  KHFI-TV Silent Minority Group Inc.:
shicot, Ripon, Lomira, She! an an osh, al A q A .
Wisconsir?‘l)f.ffcclive July 1. su)l;ililucd ch. 244C2 for WSKX(FM) EVXLQ l-_llne'sl-\;_lllc_B_rltlaachasnng Bryan. TX . .
ch., 244A at Whiting. and modified license of WY- Sl e L il o (8 WABM(TY) “'ZCAJ Celtic Media Inc.:
TE(FM) accordingly: substituted ch. 245A for ch. WSTG(FM)  WYJY Gold Coast Broadeasting Inc.: Birmingham. AL -
244A a1 Oshkosh. and modified license of WUSW Biddcford. ME Withd I
accordingly: substituted ch. 276A for ch. 244A at WSYZIFM)  WEKX Newburgh Broadeasting 1thdrawals
Crandon; substituted ch. 244C3 for ch. 243A a1 Al- Corp.: Newburgh, IN New AM’s
goma. and modified license of WOMA(FM) accord- j i KMXKAM)  KMIK R Broadcasting Corp.:
ingly: modified facilities of WILW at DePere i0 speci- WVAC-FM  WVAC Adrian College: Adrian. M1 ) OSUSV EoaCCHSNERSOIP
gy operation on ch. 2:0C3: substitued ch. 298A for ch. WVKX(FM) WSYI Frank Jennings: [rwinton, GA 3l Vancou;v(cr. o
42A at Brillion. and modified construction permit of . . WSNIKAM)  WPGR KISS Lid.: Philadelphia
WEZR accordingly: and substituted ch. 234A for va- WWTN(FM} \;Q;.Z.l.lzx;tcn?unpeneml M.Fg;" of New FM :
cant ch. 298A a1 Mishicot. (MM docket 89-282 by e anchesiery EW .
R&O [DA 91-586] adopted May 7 by Chief. Alloca- WWMM(FM) WANS-FM Degree Communications KMXI-FM  KMXI Rogue Broadcasting Corp.:
tions Branch.) Il Inc.: Anderson, SC Lake Oswego. OR
BROADCAST DATABASE -
J ¢ | | erosmcestom services | | Palatechine. | | dataworld
8‘8\\'0‘3 Co"‘p”te"z?gcfgg:“;c“' Service o e o e P LPTV/TV Translator
MAPS Detailed Interference Studies

Regional Directories
Maps — Terrain — Popcount

TN MUKIZ AT DS t
» Radio and Television System Design
» Transmitter and Studio Installation
* Microwave and Satellite

Engineering and i

627 Boulevard
Kenilworth, NJ 07033

201-245-4832

@‘% Stainless, inc.

New Towers, Antenna Structures
Engineering Studies, Modifications
Inspections, Erection, Appraisals
North Wales, PA 19454
215 699-4871 FAX 699-9557

Towers and Antenna Structures
Robert A. Shoolbred, RE.

1044 Murrsan Dreve
Chadesion, S.C. 20408 8 (@0 S774081

PO. Box 30730 301-652-8822 : O
Bethesda, MD 20814  B00-368-5754 F:qugﬁgf_ssg » Eg o o e 01.652.6822  800-368.5754
Pol=—==—— Shoolbred Engingers, Inc. (| wwee SG Communications

TV/FM_RF Systems Specialists
RF System Measurements
Tower Erecuon & Mantenance

800-824-7865 Tucson, AZ

800-874-5449 Tampa, FL
215-699-6284 N. Wales, PA

KLINE TOWERS
Towers, Antenna Structures
Engineering & Installation
P.O. Box 1013

Columbia, S.C. 29202
Tel: 803 251-8000 - FAX 251-8080

@ CORBMUMHICAT IOHS, e

RF [IC5 N & IMETALLATION SPECLA

14480 CHERMY LANE CT LAUREL MD 20707
TEL: 301-498-2200

LARCAN SOLID STATE TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEBLANC & ROYLE TOWER SYSTEMS

FAX: 301-498-7952

A r:ron me.

ENGINEERS B MANUFACTURERS OF
SOLID STEEL TOWER STRUCTURES
PHONE 219.-936.4221
FAX 219:.936-679¢
PO Box 128. 1200 N Oak Rd
Plymouth. IN 46563

T L New tawers, tranemities bulidings, serth
- stations. tumkey site development.

 Tower Structures, Inc.
i _.' 1869 Nirvana Avanus
| Chula Vista, CA 82011
r"' {u  s1sa111m
¥ P 6194210539 Lic. No. 254513

ij ENGINEERING SERVICES

| REGISTEAED PROFESSIONAL ENGINEERING STAFF

* STRUCTURAL « CIVIL + MECHAMKCAL *
Towet and Antena Support Sybieme Analysis,
Inegsction, Modficalions, and Aporarssie

vvion CENTRAL TOWER INC.
of P.0. Box 830

rwtargh, . 47830 (phone) 812-853-0595

SERVING BRCADCASTERS
FOR OVER FORTY YEARS

(405) 946-5551

S & M Associates, Inc.

* Transmitter installations &
supervision

¢ |nstaflations of any manufacturer

* 10 years experience

205-849-7873
FAX 205-841-0069

MAGRILL & ASSOCIATES
Radio Technical Consuftants
Computerized Frequeacy Searches - FCC Applications
Pre-purchese Evaluations - Audio Enkoncements
Upgrodes - Complete Stofion Design and Construction
Sigaol Impravements - Quolity Studio & RF Rebuilds
Fost, Experienced & Economical
1904) 371-4788

Kyle Mogrill 2.0. Box 456, Ovonge Lake, FL 32681

DON'T BE A STRANGER

To Broadcastings 117.323 Readers. Display
your Protessional or Service Card here 1t will be
seen Dy station and cable TV syslem owners
and gdecision makers

* 1985 Readership Survey showing 3 7 readers
per copy

contact
BROADCASTING MAGAZINE
1705 DeSales 51, N.W.
Washington, D.C. 20036
for evailsbilities
Phone: (202) 659-2340

PROFESSIONAL/SERVICE
DIRECTORY RATES

52 weeks - $40 per Insertion
26 weeks - $50 per insertion

There is a ane time setting charge
of $20. Call {202) 65 ngm

I
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PROFESSIONAL CARDS

du Treil, Lundin & Rackley, Inc.
— o A Subsidary of AD. Rieg. P.C.

1019 151h Sireet, N.W,, Suite 300
Washington, D.C. 20036
Telephone: 202-223-6700

Manber AFCCE

==CARLT.JONES=
S==—="CORPORATION =—

CONSULTING ENGINEERS

7901 YARNWOOD COURT
SPRINGFIELD, VIRGINIA 22153
(703) 569-7704
MEMEER AFCCR

LOHMNES & CULVER
Consulting Radio-TV Engineers
156 15th. St. , NNW. , Suite 606

Washington . D.C. 20005
(202} 298-2722
Membes AFCCE

fmce 142

COHEN, DIPPELL AND

EVERIST, P.C.
CONSULTING ENGINEERS

1300 "L~ STREET. N.W, SUITE 1100
WASHINGTON. D.C. 20005

{202/ 838-011171
Member AFCCE

SILLIMAN AND SILLIMAN
8121 Georgia Ave. #700
Silver Spring, MD 20910

ROBERT M. SILLIMAN, P.E.
(301) Sa9-s288
THOMAS B. SILLIMAN. P.E.
(812) 883.97354
Membor AFCCE

Moftet, Larson & Johnson, Inc.
Consulting Telocommunications Engineers
Two Skyline Place, Suite 800
5203 Leesburg Pike
Falis 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 & Assaciates, P.C.
Consulting Electronics Englneers
Suite 600
1725 DeSales, N.W.
Washington, D.C. 20036
Telephone: (202) 659-3707
Telecopy: (202) 659-0360

Member AFCCE

CARL E. SMITH
CONSULTING ENGINEERS

AM-FM-TV Engineering Consultants
Compiete Tower and Rigging Services

“Serving the Broadeusi Indusiry
Jor over 30 Yeurs”
Box 807 Bath, Ohio 44210
(216) 659-4440

E. Harold Munn, Jr.,

& Associates, inc.
Broadcast Engineering Consuhants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

Mullaney Engineering, Inc.
Comfiine Tot B

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115
Member AFCCE

HATFIELD & DAWSON

CONSULTING ENGINEERS
4226 SIXTH AVE. NW.
SEATTLE. WASHINGTON 98107
1206) 783-9151; Facsimile: (206) 789-9834
MEMBER AFCCE

F.W. HANNEL & ASSOCIATES
Registered Professional Engineers
911 Edward Strect
Henry, Illinois 61537

(309) 364-3903
Fax (309) 364-3775

STRUCTURAL SYSTEMS
TECHNOLOGY. INC
J. Cabot Goudy. P.
PRESIDENT
TOWERS. ANTENNAS. STRUCTURES
New Tall Towen. Exrstiing Towers
Studies. Analysis. Design Modifications.
Imspections. Erecion. Exc

6867 EIm St . McLean. VA 22101 (704) 156-9765

C.P, CROSSNO & ASSOCIATES
CONSULTING ENGINEERS

P.0. BOX 180312
DALLAS, TEXAS 75218
TELECOMMUNICATIONS (FCC. FAA}
CHARLES PAUL CROSSNO, P.E.
(214) 321.8140 MEMBER AFCCE

JOMN F.X. BROWNE
& ASSOCIATES, PC.
525 Woodward Awe.
Bloomfieid Hills, MI 48013
(313) 642-6226
Washington Office
(202) 293-2020
Member AFCCE

T

D.C. WILLIAMS, P.E.

Consulting Radio Engineer

@mlmﬂom TECHNOLOGIES INC.

LAWRENCE L. MORTON
ASSOCIATES

1230 MESA QAKS LANE
MESA OAKS CAUFORNIA 93434

L COMININCAT QNS ENGANE S

SELLMEYER ENGINEERING
Consulting Engineers

Post Office Box 1358 LAWRENCE L. MORTON, PE. PO. Box 356
Carson City, Nevada 89702 mmnonss l :l::g gggmssnmc 'k'(}"n":’y'sz‘_“m}m’
(702) 885-2400 uuﬁn’r‘iﬂm ml&%ﬂﬁi% — . Member AFCCE
(o w7 FAK: (699) 850124 (80S) 733-4275 / FAX (805) 733-4793
PAUL DEAN FORD. PE. EVANS ASSOCIATES Datel Corporation W. Lee Simmons & Assoc,, Inc.
SROADCAST ENGINEERING CONSULTANT comum.m_cnmmun«:.;l;_:ne° Eu .Irnoors RS EE G SIIETERIS Broadcast Telea:nn“t:;ummlons
3775 West Dugger Ave., Broadcast Englneering Software Applications e Inspections 103 mmm"mw Phwy., Suite 200F
West Terre Haute, Indiona 47885 216 N. Green Bay Rd. B Hitton Heod 5. S.C.':;’MI
Free
812-535-3831 e O (800) 969-3900 $00-277-5417 8037854445
Membcr AFCCE Memoer AFCCE 1515 N Court Howse Rd. Arlington, VA 22201 FAX 803-842-3371
Lahm, Suffa & Cavell, Inc. =4 . — AF_C‘CEr
Consulting Engineers RADIO ENGINEERING CO. L ENGINEERING COMPANY Association o

3975 University Drive, Suite 450
Fairfax, Virginia 22030
(202) 3320110 (703) 5510110
Fax (703) 591.0115
Membre AFCCE

PO BOX 3437 SANTA MARA. CA 93436
CONS| .

= ALLOCATIONS. INSTALLATIONS. FIELD
ANTENHA & TYPE ACCEPTANCE MEASUREMENTS

Servmg Sroadecasiens Over 15 Yoars
MORWOOD J PATTERSON 18031934 3741

BILL CORDELL. P.B.

11211 Katy Freesway, Suite 150
Houston, Texas 77079
(711)984-5885 or (711)438-1818
communicatione Enginesring consultants
Nember AFCCE

Federal Communications

Consulting Engineers

P.0. Box 19333
20Lh Street Station
Washington. DC 20036

(703) 534-7HRO

PROFESSIONAL/SERVICE DIRECTORY RATES

52 weeks - 540 per insertion

26 weeks - $50 per insertion
There is a one time typesetting charge of $20. Call (202) 659-2340
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ATTENTION: MAY/JUNE GRADUATES

Looking for a media or teaching position? For a limited time, BRoapcasTiNG 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). And congratulations from all of us at BROADCASTING.

Business manager religious formal commercial
AM stations. Underwriler, fundraiser, PR person
inspirational FM network. Resurme 1o Positive Ra-
dio, Box 889, Blackshurg, VA 24063. EOE.

Sales manager: Happily employed salesperson
ready to move into management, but current em-
ployer doesn't have an opening? Entrepreneurial,
sales-oriented 50KW northern California FM seeks
jeader to train, manage, and motivate talented,
but relatively inexperienced, sales staff. Success-
ful small-medium market radio sales track record
required, management experience not required.
Only career professionals on the way up need
apply. Females/minorities encouraged. GM,
KCEZ, Box 7568, Chico, CA 95927. EOE, M/F.

Baitimore's Classic Rock leader, 100 GRX is
looking for a results-oriented leader with radio
management experience who is a trainer. motiva-
tor and doer. Opportunily of a lifetime. Send confi-
dential resume with references to: Bill Lynett,
President, Shamrock Communications, Inc., 149
Penn Ava., Scranton, PA 18505, EOE.

Sales manager: Exceptional opportunity with a
top rated AM/FM combo in Weslern Colorado. If
you are aggressive and self motivated with a prov-
en sales manager track record, contact us. Excel-
lent working conditions! Year round recreation:
skiing, hunting, fishing, camping. Send resume,
references and billing record to Box C-38. EQE.

Manager: Direct business hound to head retail
sales teamn at a leading radio station. Broadcast
experience preferred. Send resume and salary
requirements to Steve Jason, 700 Monticello Ave.,
Suite 555, Norfolk, VA 23510. Females and minor-
ities are encouraged to apply. EOE.

WQRC, Cape Cod's premier radio slation for
more than 20 years, has an immediale sales
opening. Good list. Letter and resume to Ed Coch-
ran, Sales Manager, WQRC, 737 W. Main St.,
u\;’?nnis, MA 02601, Fax: 508-775-2605. EOE,

Work from your home. TViradio promotional
publisher seeks person with proven track record
in TV/radio sales (print media experience helpful)
to call on TViradio sales managers and general
managers. Compensation negotiable. Please
send resume to: Dennis Blanchard, Dolphin Publi-
cations, 1135 Jay St., Boulder, CO 80302. EQE.

Sales: Nationwide outdoor advertising company
has unique opportunity for experienced media
salespeople. Solicil radio stations - salary plus.
Maturity not deterrent, EOE. 1-800-368-1669.

Top Ohlo combo has opening for account execu-
tive. College degree, sales and/or media experi-
ence preferred. EOE. Resumes: Sales Manager,
WHBC, Canton, OH 44711.

Versatile announcer wanted: 2 positions open.
Morning drive, voice, ambition, dependability
more impontant than experience. P/T news/copy/
sales and P/T announcer. Needed yesterday.
Send resume/tape to WUPY, 610 Greenland
Road. Ontonagon, Ml 49953 and call 906-884-
9668, ask for Skip. Recent graduates urged to
apply. EOE/minorities and females encouraged.

Radio/TV news combo. Akron's #1 radio station,
WNIR, and the new TV 29 are expanding. We
have openings for news directorfanchor and an-
chor/reporters. Radio news background required.
TV news background optional. Send tape and
resume 1o Bill Klaus, WNIR/TV 29, Box 2170, Ak-
ron, OH 44309. EEO.

Houston's NewsRadio 740 KTRH seeks general
assignment reporters. Must have minimum 5
years experience in radio news; be computer liter-
ate; possess proven news gathering, story telling
skills. Send tape, resume, wriling samples to Me-
lanie Milier, News Director, KTRH, PO Box 1520,
Houston, TX 77251. No phone calls. EEO.

KMPC-AM in Los Angeles, Flagship station of
Golden West Broadcasters, seeks afternoon drive
sports talk show host for fall. Minimum 5 years
major markel experience required. Send lapes
and resurnes to Personnel. KMPC, PO Box 710,
Los Angeles, CA 90078. EOE.

KMPC-AM In Los Angeles, Flagship station of
Golden West Broadcasters, seeks experienced
play-by-play and color broadcasters for UCLA
football and basketbalt. Minimum 4 years major
market experience required. Send tapes and re-
sumes 10 Personnel, KMPC, PO Box 710, Los
Angeles, CA 90078. EOE.

Talk host: Intelligent. arliculate and entertaining
personality sought for aggressive Florida news/
talk leader. Send tape and resume 10 Mike Dor-
warl, Operations Director, WOKV AM/FM, 6869
Lenox Ave., Jacksonville, FLL 32205. EOE.

In search of excellence? Your next GM/GSM is a
trainer, motivator, team builder and goal oniented
sales tactician. It your bottom line needs improv-
ing, let's talk. Proven success record. Medium
markels sought. Rod 719-520-1671.

13 year pro with programing/MD experience
seeks AMD, Middays at Oldies. AC outlet. Avail-
able now! Gary Begin 517-799-2614. Medium or
large markets considered.

Let me bring your AM back to life - 25 years
experience in AM management. | turn AM into
profit and prestige. Reply Box C-39.

| am looking for a new opportunity. Great record
of successful management. Unimpeachable reter-
ences. Prefer S.E. but will discuss any locale. No
challenge is too small or too ditficult. Call me in
Albuquerque; Charley Jones 505-292-6129. For-
merly V.P. NAB; New Maxico Bdesing: Cosmos
Bdcsing.

Hire the competition! Cable SM, extensive radio
experience, seeks return 1o radio. Creative, deci-
sive pro, strong background. Metro medium
SM/GM position sought. 55K minimum. 305-424-
2194,

Former station owner who hit the streets every
day. Called on ad agencys, waiched the budget,
conducled sales and staft meetings to motivate
his people 1o new heights. Monitored the other
stalions 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 beliaver in M.B.W.A. (Managemeant by walk-
ing around). A leader not a director. 52 years
young and a tough competitor. Equity a great
incentive 1o me when | earn it. Investment possi-
ble. Let's talk. Reply Box C-1.

Value-added management package for your
troubled station. Motivated, multi-faceted GM-SM
tearn seeks “win-win” opportunity which offers eq-
uity and/or purchase option conditioned upon
successful tumaround. Modus Operandi: Maxi-
mun utilization of resources and cost containment
to produce optimun cash flow. GM, former major
market air personality. will do winning morning
show and bring extensive experience 10 bear
upon sound fiscal policy, increased sales, pro-
graming, promotion and cormmunity involvement.
SM brings streel-smarts and agency-savvy to
leadership in sales, recruitment and training.
Voices and commercial production worthy of top
agencies. Need a problem-solving, synergistic
pair of talented, dedicated professionals? Prove
us. Mid-Atlantic and Northeast preferred but all
serious offers considered. Box C-61.

General manager. Solid success record in large
and medium markets. Programing and sales
background. Have turned around sick slations
and improved healthy ones. Ego driven 10 be #1
in ratings. Greed driven to be #1 in sales and
profit. Integrity and love of radio drives me 10
protect licenses and run highly respected sta-
tions. | can do it for you soon. Current station
being sold. Reply Box |-23. ‘

20 + years radio experience in management/sales/
programing seeking management posilion in medi-
um or small market in MidAllantic SE. 703-261-
3882.
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Jason Jennings trained AE ready to close direct
sales on your team. Radio-TV UMass Amherst
graduate with telemarketing media direct sales
experience. Raised by radio sales pro father.
Kathleen Phelps. 413-253-2587 or 517-321-6607.
Invest in a winner!

Announcer: Mature broadcaster interested in
Country, Qidies or Adult Contemporary format.
Willing to relocate. Available now! Call Ed. 703-
799-0739.

Experienced, hard working sportscaster. Strong
PBP in basketball, football and baseball. seeks
collegiate level position with station committed to
sports. Over 15 years sports coverage. Has expe-
fience in news, boardwork and production. Avail-
abie soon. Reply Box C-40.

Network foreign correspondent/bureau chief
wants to settle stateside in small to medium mar-
kef. Strong writing/interview/production  skills.
Mike Wengent 1337 Braeburn Road, Concord, NC
28027. 704-782-9383 Fax 788-1291.

Ten years experience in news, talk show, and
college PBP. Seek lop 50 SE. Doug 904-376-
7935.

Radio talk show host, fully experienced. well
versed in general subjects with money matters
and finance a specialty. Prefers Western states
location. Air check avail. Ted L. 331 Walnut St..
Costa Mesa, CA 92627, 714-631-1453.

Free-lance sportscaster looking for steady pay-
check. 13 years experience. PBP all sports. Will
re-locate. 404-229-4330 Steve.

Air check service: Air checks by request for Chi-
cago market. Call evenings 312-685-8125.

Expanding radlo broadcaster. Positions avail-
able in Colorado and Atlanta include: Sales, air
personality, news, board, production, administra-
tion. Three years experience. Tapes and/or re-
sumes to: Mainstreet Broadcasting Co., 1160 S.
Milledge Ave.. Athens, GA 30605.

TELEVISION

Work from your home. TV/radio promotional
publisher seeks person with proven track record
in TV/radio sales {print media experience helpful)
to call on Tv/radio sales managers and general
managers. Compensation negoliable. Please
send resume 10: Dennis Blanchard, Dolphin Publi-
cations, 1135 Jay Street. Boulder, CO 80302
EOQE.

HELP WANTED TECHNICAL

HELP WANTED MANAGEMENT

National sales manager opportunity for experi-
enced rep or NSM. Immediate opening with mar-
ket leader, WOKR-TV. Candidates must have
strong organizational skills, local a plus. Contact
Kent Beckwith, WOKR-TV, PO Box L, Rochester.
NY 14623. EOE.

General manager 15 years experience. Contract
knowledge and programing Resumes only. 1730
S. Clementine, Anaheim, CA 92802. EOE.

General sales manager: Candidates must have
sales management experience. Qualities that are
the most important to us are team building, lead-
ership, initiative and work ethic. Developed skills
should include sales training, new business, ven-
dor, research and inter-departmental coordina-
tion. This opportunity is with a Northeast affiliate
100+ . Reply to Box C-44. EQE.

Everything I8 coming up roses but sales at our
SE group owned station. I'm l0cking for the rnight
leader 1o take charge of our sales and marketing
department. If you've got a "green thumb" plus
the experience, ability, and desire 10 make our
garden grow, I'd like to tailk 1o you. Send your
resume 1o Box C-43. EOE.

Executlve TV producer public TV station, Mid-
wesl, seeks a leader. Call for application packet
217-333-1070. AA/EEQ.

Chlef engineer. Midwest UHF commercial inde-
pendent. Seeking hands on professional 10 man-
age staff of six. Requires indepth knowledge and
desire 1o maintain 3/4" format tape equipment.
Mail resume in in confidence to Box C-47. EOE.

Traffic/continulty/sales service. Experience in TV
and radio, using Columbine, J.D.S., Bias and Mar-
ketron, Call George 908-417-1923. NY, NJ, CT
area.

Oti-air productlion speclalist seeks professional
SE/SW top 100 operation where crealivily is ap-
preciated. Offers imaginative copy, award win-
ning creative production, character voices, com-
mittment, dependability, 8-track experience. Larry
205-340-0743.

Sonny Bloch, host of America’s longest running
independent, 2-way talk show about money, busi-
ness, real estate, and life, would fike 1o work for
you for free. He offers 18 hours of programing 6
days per week (lake all or parl), plus a daily
afternoon news show with plenty of openings for
your local news, traffic, and weather reports. Call
him if you need instant revenue and ratings. He is
now heard in over 200 cities including 90% of the
top 100 markets. There must be a reason that this
broadcaster has kept growing for 12 years. The
answer is simple: The audience loves the show,
the sponsors love the show, and your bank ac-
count will love the show!! You can have him now.
It's as easy as a lelephone call. Ask for Susan at
212-371-9268.

Make money in voiceovers. Cassette course of-
fers marketing and technique for success in com-
mercials and industrials. Money-back guarantee.
Call for info: Susan Berkley, 1-800-333-8108.

Spanish language television is the wave of the
future. California’'s KCSO-TV is the only Spanish
language station serving the SaCramento/StoCk-
fon/Modesto marke! (the 14th Hispanic market in
the 21st ADI). Every month has been a growth
month, but we need a highly motivated LSM/NSM
with & proven track record of success o direct our
operation into the 21st century. Must be a strong
trainer and innovalor, capable of developing and
implementing a strategic plan. If you are the per-
son, the sky is the limit. Send resume |0 our corpo-
rate office, Sainte Limited, PO Box 4159, Modesto,
CA 95352. EOE.

WMAR seeks a sales & marketing executive who
is highly motivated and a team player. Minimum 2
years local sales experience preferred. Send re-
sumes to Mark Distler, Local Sales Manager,
WMAR-TV, 6400 York Road, Baltimore, MD 21212
No phone calls please. EOE M/F.

Account executive to join sales team of Spanish
language TV station. Looking for aggressive, moti-
vated individual with 2 to 3 years experience in TV
sales. Send resume to: Human Resources Dept.,
WSCV Ch 51, 2340 W. 8 Ave., Hialeah, FL 33010.
EOE.

Marketing consultant with Mid-Atlantic affiliate.
Candidate must have 3-5 years experience in
broadcast sales, proven track record in new busi-
ness development and strong negotiating skills for
eslablished list. Vendor Support knowledge a
plus. Excellent opportunity for growth with market
leader. Reply Box C-48.

Engineering leader needed now: Lpper Mid-
west 100+ affiliale neads a chief engineer. Tech-
nical and management expertise are equally im-
portant to us. Transmitter experience is a must.
Please respond immediately with resume and ref-
erences, to Box C-45.

TV radio engineer, installs, maintains video &
audic equipment. Must have experience with
Sony 374" machines. SBE certified preferred. Send
resumes to Duane Millsap, KTVA-TV, 1007 W.
32nd Avenue, Anchorage, AK 99503. EOE.

Experlenced television maintenance engineer
for Houston, Texas network affiliate. UHF station.
All new facilities. competitive salary and benefits.
Advancement opportunities. KXLN-TV 9440 Kirby
Orive, Houslon, TX 77054, Attention Personnel De-
partment. EOE.

TV news producer: One of the strongest news
operations in the Southeast is looking for a 10 p.m.
producer. The successful candidate must be a
strong writer with proven production skills who
takes the non-traditional approach to each news-
cast. We have all the toys, inCluding Newstar.
Send resume, references, and non-returnable
tape 1o Steve Minium, News Director, WBRC-TV,
PO Box 6, Birmingham. AL 35201. EOE.

News executive producer/special projects man-
ager with experience and general management
skills, long term news events planning, fluent in
Spanish. Send resume and salary requirements
10: Human Resources Dept., WSCV Ch. 51 2340
W. 8th Ave. Hialeah, FL 33010. EOE.

Executlve producer for best news stalion in this
stable NE marker. Must be detail oriented and
effective at visualizing and executing award-win-
ning newscasts. Will produce 6; help manage
team. EOE. Resumes to: Box C-50.

Weeknight anchor: After several years, our man
is moving to a top 20 market. We need someone
with previous anchor experience t0 compiement
established female co-anchor. Some reporting
and producing required. Non-retumable 3/4" tape
and resume to Jack Keele, WICD-TV, 250 Country
Fair Dr., Champaign. IL 61821. EOE, M/F.

Seattle CBS affillate seeks experienced news
graphics artist. Paintbox experience; Arlstar and
Vidifont 5 preferred. Tapes, resumes 1o Gail Neu-
bert, KIRO-TV, 2807 Third Ave, Seatlle, WA
98121. EOE.

Fox TV in Ft. Myers is [ooking for an experienced
investigative reporter for our award winning “Trou-
bleshooter” show. If you're a creative writer who
enjoys the police beat, knows how to develop
rapport and wants the chance to produce strong
packages, send tape and resume 10: General
Manager, WFTX-TV, 821 SW Pine Island Rd..
Cape Coral, FL 33991. EOE.

New England affiliate has an opening for a news
director. Individual should have a strong journalis-
tic background with an eye toward local commu-
nity interests. Strong people skills a must for this
newsroom. Send resume !o: Box C-51. EOE.
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CBS affiliate in Lubbock, Texas, seeks primary
anchor 10 complement established male anchor.
To secure this job you must have excellent on-
camera presence. polished anchoring and report-
ing skills, a positive attitude and the willingness io
be visible in the community. The bucks are good
and the benefits are excellent. Tapes and re-
sumes to: Terry Graham, News Director. KLBK-
TV, 7403 S. University Ave.. Lubbock. TX 79423,
EOQE.

WJBF-TV is seeking an anchor/reporter to com-
pliment our male. for weeknight newscasts. Send
non-returnable tapes and resume to Pete Michen-
felder, News Director, WJBF-TV, 1001 Reynclds
Street. Augusta, GA 30903. EOE.

News anchor for 6 & 11 newscasts to0 comple-
ment strong female anchor. Dominant award-win-
ning NBC affiliate on California’s beautiful central
coast looking for credible communicator, team
player to fill potential opening. 3-5 years anchor
experience with strong writing. reporting skills.
Send non-returnable tapes to Adrienne Laurent
ESIBEW-TV. PO Box 81651, Salinas, CA 93912.

Executive producer medium sized market. Mini-
mum five years on line producing experience,
preferably in medium/major market. Experience
as reporter and/or assignment editor helpful.
Computer literacy and experience a must. Send
tape and resume to Don Decker. News Director,
WTEN, 341 N. Bivd.. Albany, NY 12204, EOE.

Meteorologist: NBC affiliate looking for person
with strong on-air presence. Two years' experi-
ence and an AMS seal are minimum require-
ments. Severe and changing weather makes this
a challenging and high-profile posilion. Send re-
sume, tape and salary requirements to News Di-
Eeocéor. KSNT-TV, Box 2700, Topeka. KS 66601.

Anchor: Upper Midwest network affiliate seeks
rew lalent to complement strong anchor. Mini-
mum three years as anchor or anchor/reporter.
Resume, current salary and salary requirements
to Box C-52. EOE.

KCCO/KCCW, a satellite of WCCO-TV, Minneapo-
lis, MN, is looking for news anchor/reporter for
local 5,6 and 10 pm newscasts. Position could
include news director responsibilities. Operation
includes one satellite bureau. Looking for a strong
communicator. Need ability o write. report, shoot,
and produce. 2-3 years news experience pre-
ferred. Resume with references. salary history and
lape 10 Ken Rees, Station Manager, 720 Haw-
thorne Street, Alexandria, MN 56308. No phone
calls. Equal opportunily employer.

News anchor/reporter: Dominant station, NBC
affiliate in top 100 market, seeks an experienced
news anchor/reporter for evening newscasts.
Send tape and resume to Keith Silver, News Di-
rector, WWLP-TV, PO Box 2210, Springfield, MA
01102-2210. No phone calls please. WWLP is an
equal opporlunity employer.

Anchor...Must be an experienced, solid television
Journalist, willing to make a long term committ-
ment with a southern medium market. Must pos-
sess leadership skills, be community involved and
be able to perform with a fast paced co-anchor
format. Send resume and salary requirements to:
Box C-49.

Reporter: Award winning Indy in Minneapolis
locking for top nolch reporter. Must be creative,
have excellent writing skills and the ability to dig
for information. Candidate should be talented jour-
nalist with high energy, positive attitude and good
judgement. Two years TV reporting required. Mi-
norities encouraged to apply Send tape and re-
sume (with salary requirements) to Penny Parrish,
News Director, KMSP-TV, 8975 York Ave. S.,
Mpls., MN 55435. No phone calls. EOE.

Anchor who is also a strong producer for our
10:00 news. Will consider applicants with primarily
reporting experience. Send tapes. resumes, and
cover letters with salary expectations 10: Bonnie
Wheeler, WSIL-TV, Route 13, Carterville, IL 62918.
EQE.

Executive producer: We need a team leader with
great news judgement, superb writing ability and
extraordinary producing skills. Requires college
degree and significant experience as large mar-
ket producer or previous experience as an execu-
tive producer, managing editor or news director.
EOE. Send non-returnable tape and resume to
Becky Strother, WVTM-TV-13, Inc., PO Box 10502,
Birmingham, AL 35202.

Meteorologist: Award winning Indy in Minneapo-
lis looking for talented meteorologist. Must be an
upbeat communicator, excited about the chai-
lenges of covering weather in Minnesota. On-air
experience and knowledge of Liveline V computer
Systern required. Minoritiés encouraged to apply.
Send tape of weather anchoring and reporting,
along with resume and salary requirements, 10
Penny Parrish, News Director, KMSP-TV, 6975
Eoorg Ave. S., Mpls.,, MN 55435. No phone calls.

7IH.P WANTED PROGRAMING
PRODUCTION & OTHERS

Creative editor needed for commercial and in-
dustrial production with local ABC affiliate ACE
editing, ADO, ESS still storer and Studio lighting a
must. Experienced only. Call John Cannon at 301-
742-4747. EOE MIF.

Promotion coordinator: Number one station in
number one market. If you have 2-3 years of gen-
eral oftice & clerical experience, knowledge of
advertising & promotion and have strong creative
ability...this is the job for you! Duties inCtude:
Scheduling and maintenance of on-air promotion
inventory, daily log generation and coordination of
promotion and press activities. Must be a self-
starter and possess excellent phone and people
skills. Knowledge of PC a plus. Send resume and
cover letter to: David Vianetlo, WABC-TV, Creative
Services, 7 Lincoln Sq., New York, NY 10012. No
telephone calls, please. We are an equal opporiu-
nity employer

WJBF-TV, Augusta, Georgia, is seeking a
hands-on promotion manager for strong number
one station. News and programing promotion ex-
perience a must! Need a Creative. energetic per-
son with strong production skills. Send resume
and non-returnable videolape to Angela Byrd,
Program Director, WJBF-TV, Box 1404, Augusla,
GA 30903. ECE.

Program director: Leading, group-owned Inde-
pendent is seeking an experienced, innovative
and high-energy program director who has a flair
for scheduling movies and counter-programing.
Must be team player able to work in concert with
sales and promotion. Equat opportunity employer.
Send resume to Box C-53.

Promotion manager: Top 30 market Indepen-
dent seeks dynamic, sales-oriented, creative pro-
fessional to lead promotion leam. Expertise in
cross-promotions and value-added campaigns
desirable. Equal opportunity employer. Send re-
sume to Box C-56.

Studio production assistant: Responsibilities in-
clude camera. graphics and audio operation for
newscasts and commercial production. Appli-
cants should have prior broadcasting experience.
Send resume to: Judy Carrier, Administrative As-
sistant. WCYB-TVS, PO Box 2069, Bristol, VA
24201. No phone calts. Women and minorities are
encouraged to apply. EOE.

Director: ABC affiliate with major commitment to
news. Must have minimum of three years directing
and supervisory experience. Locking for someone
who is dedicated to direcling newscasts, high-
end promotion/commercial production and partic-
ipation in creative process. Background in techni-
cal directing, studio lighting and set design a
plus. Send non-returnable aircheck with call track
and resume to; WSYX-TV, PO Box 718, Columbus,
OH 43216. Attn: Job #0515BR9101. Company is
especially interested in seeking qualiied women
and minority applicants. EOE, M/F.

Lighting director/designer. Must be motivated
individual with designing, supervisory, budgetary
and planning knowledge of studio and remote
programing. Minimum of § years experience in
broadcast television. Letter & resume (no calls) to
Charles Bradley, Dir. of Programing & Operations,
WPVI-TV, 4100 City Line Ave., Suite 400, Phila..
PA 19131. EOE.

Vice president promotion and advertising PBS:
We are seeking a savvy comminications/market-
ing professional 10 iead the activities of PBS's
promotion and advertising depariment. Responsi-
bilities include strategic planning and policy de-
velopment; the creation and delivery of advanced
promotion and advertising materials to stations
and press; generation of press coverage in na-
tional and local print and electronic media; the
creation and coordination of PBS graphics and
the professional development tools for advertising
and promotion professionals in the public televi-
sion system. Qualifications: 10-12 years in broad-
casting and promotion, with primary experience in
advertising, public relations, and marketing; 5-7
years direCt experience as a line manager re-
quired. Excellent administrative. marketing. com-
munication, adverlising, public relations, promo-
tion. planning, financial, and management skilis
are essential. PBS offers a salary commensurate
with experience and an excellent benefits pack-
age. Please send letter of interest, resume, and
salary requirements to: PBS Aftn.: Carla A, Gib-
son, 1320 Braddock Place, Alexandria, VA 22314.
PBS is an equal opportunity employer.

Broadcast designer: You're a design dynamo
with at ieast three years broadcast experience in
print and on-air design; can communicate fluently
with promotion producers, retail clients, and two
in-house assistants called MAC and AVA IIl; can
conceptualize. design and illustrale; and, your
boss pales at the thought of losing you...Rush
your resume, best non-returnable sampies, and
tape to: WATL-TV, One Monroe Place, Atlanta, GA
30324. Attn: Ms. Thomnton. EQE, No phone calls
please.

KSTP-TV creative services director. ABC affili-
ate in Minneapolis-St. Paul is seeking creative
services director to manage promotion and public
aftairs departments. Candidate must have a prov-
en track-record in the development and execution
of on-air station promotion, must combine creativ-
ity with resourcefulness, and must have proven
staff and budget management ability. Successiul
candidate will develop all news enterlainment,
and station image promotional campaigns. A mini-
mum of 4 years prior experience in television pro-
motion department is required. Send tapes and
resumes (no phone calls please) to; Larry Shrum,
Vice President, Assistant General Manager,
KSTP-TV, 3415 University Avenue, St. Paul, MN
55114. Equal opportunity employer M/F.

SITUATIONS WANTED MANAGEMENT

General manager. Involved, active and innova-
tive. 25 successiul years in general management,
sales. promotion and programing. Available for
relocation to a competitive market situation due to
sale of present station. Box C-55.

Business manager/upper management. 7+
years of extensive Columbine/Lotus 123 with star-
up affiliate/independent experience. Reply to Box
C-59.
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Highly motivated 5/91 graduate Calif. State
Univ.—Northridge. Degree in radio, TV, film; major
in media management; minor in music {voice).
Seeking challenging position in telavision industry
with advancement possibilities. Willing to consider
relocaling to East Coast (NYC). Brett R. Fox 818-
508-4908.

Why settie for prometion when you want profit?
You have seen my work. | am a seasoned, Cre-
dentialed marketing manager with a track record
of success. | am offering a joint venture on a
proprietary television service that makes money
and promotes your station(s) in exchange for a
position from which to launch the project. Top 20
market broadcasters call or write: J. Mark, 1630
Harold, Houston, TX 77006. EQE. 713-526-7681.

Experienced and versatile operations engineer.
Over 14 years in master control switching, tape
operations/editing, satellite operations and pro-
duction with network affiliates and major cable
network. Excellent references. Call 612-432-6430.

Meteoroiogist 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 I00king for a
fine station in which to work, also knowledgeable
newsperson. 216-929-0131.

College graduate looking for general assign-
ment reporting position. Four years of part-time
radio and newspaper experience. Television in-
ternship. Solid 3/4” taping and editing skills. Tom
Overlie, 712-722-0741.

New York market experienced past internship.
Recent college grad with significant experience in
reporting at Midwest affiliate. Looking to move to
full time reporting. Also interested in meteorology.
Let demo-tape convince you! Ken 614-282-3561
or 201-447-3096.

Broadcaster with 6 1/2 years experience in radio
news; desires entry level, on-air television posi-
tion. Phone 717-238-7024.

UVA graduating femaile experienced in repon-
ing, post-production, sports, seeks start in Pitts-
burgh or surrounding PA areas. Hardworking! Re-
ply Box C-54.

General assignment and-or weather reporter, ex-
tensive experience in production, writing and
drawing weather maps in the sixth largest market
in the country with a BS degree in Broadcast
Journalism seeks on-air position. Attractive, willy
and knowledgeable, extensive knowledge of Co-
lorGraphics V. Call 312-944-2468.

Action line/hotline reporter newspaper "White
Knight” battle TV viewers rights plus consumer
tips tearshests. Box 1039, NY, NY 10116. EQE.

Aggressive young Journalist with professional
experience in television, radio and print journal-
ism, seeks position behind-the-scenes in sports
production. Willing to relocate. Call Seth at 516-
295-4332.

Lighting director: Experienced in broadcast tele-
vision/film lighting with excellent references in
working with a wide variety of clients in major
market. Supervisory, budgetary, designing, and
planning knowledge in the lighting of studio and
remote productions. Seeking position in lighting.
Contact David 614-592-1059.

Career videos. Our broadcast professionals pre-
pare your personalized video resume tape. Excel-
lent rates, unique formal. placement assistance.
708-272-2917.

For sale LPTV Murfreesboro, Tenn on air 3 years.
MTSU & 4 high school football and basketball.
Channel America. Contact John McCreery 615-
893-6612.

How good are you? Before Consultants arrive,
get hard-hitting critique, plus focus group re-
sponse. Send tape and your check for $45.00
(tape return $47.00) to Mel Turner and Associales,
Box 838, Umatilla, FL 32784,

e —————— —— ]
CABLE
HELP WANTED MANAGEMENT

Sales service traffic manager: National cable
network located in the Southwest is looking for an
experienced traffic manager to run day-to-day op-
erations. Minimum of three years experience with
JDS background. Excellent company benefits.
Reply Box C-60.

e e
ALLIED FIELDS

HELP WANTED SALES

Ready for a six-figure income? If you are a seli-
starter with broadcast sales experience and want
to own and build your own business, we have a
great opporlunity to discuss with you. CASCOM
Syndication is lcoking for full-time representatives
to market a wide variety of industry-related prod-
ucts, including a library of stock animated effects,
music libraries, pre-produced commercials and
custom commerciais featuring such characters as
Emest P. Worrell (Jim Varney) and Jose Jiminez
(Bilf Dana). Markets already committed include
New York City, Los Angeles, Philadelphia, DC,
Allanta, Baltimore, Kansas City, Nashville, San
Francisco, Portland, Houston, Chicago, Seattle,
Miami, Orlando, Salt Lake City, Tampa, Hartford,
Jacksonville, Ft. Myers, Bakersfield, Richmond,
Raleigh-Durham, Mobile and Evansville. Markets
are closing rapidly. lf you are serious and quali-
fied, don't wait. Call Lee Michaels at 615-242-
8900. EQE.

National media director, Greenpeace USA.
Abused pianet seeks skilled media handler to pro-
mote its cause. Greenpeace is looking for a cre-
ative, committed director for 21-person, press,
video and photo department. Extensive media/
personnel experience required. Director responsi-
ble for shaping mulli-media campaigns lo pro-
mote Greenpeace issues and will serve as part of
senior management team. Travel expected. Sala-
ry high 30's + DOE. Resume and cover letter by
June 10 to: Andrew Davis, Greenpeace Dept. B,
1436 U St., N.W. Washington, DC 20009. EOE.

PGA TOUR Productions in Jacksonville, Florida
is seeking an art director to fill a crealive/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 all of PGA TOUR Productions. Know-
ledge of a computer paint system is essential.
Send tapes and resumes 10: Mrs. Beth Larson,
PGA TOUR Productions, 8160 Baymeadows Way
West, Suite 300, Jacksonville, FL 32256. 904-737-
7001. EQE.

Hot radlo-TV custom jingles/musical themes. For
station call letters, news programs, local produc-
tions, etc. Complete package price only
$2999.95. Call Edmond A. Bruneau toll-free today
at 800-735-1116.

Kiss your butterflies goodbye! Speak with com-
fort, confidence, conviction. Presentation skills
workshops for sales people/GSM's/GM’s. Videota-
ping/critiquing. Groups/privately. Make your next
presentation your best. Call Jon Rosen, Impact
Communications, 212-557-5610. "25 years of
broadcast/training expertise.”

EMPLOYMENT SERVICES

Government jobs $16,040-859,230/yr. Now hir-
ing. Call 1-805-962-8000 Ext. R-7833 for current
federal list.

Looking for a position in radio or television? If |
can't find you the position you're 100king for, no-
body else can! Only $250.00 for 1 year of service.
Free information. Write: Bill Elliott, Consultant/
Headhunter, 48 Imperial Avenue, Pittsfield, MA
01201,

Reporters. We market talent to all size markets.
Call M.T.C 619-270-6808. News, sports & weath-
er! Demo tape preparation available.

On camera coaching: Sharpen TV reporting and
anchoringfteleprompler  skills.  Produce quality
demo tapes. Critiquing. Private lessons with for-
mer ABC News correspondent. 914-937-1719. Ju-
lie Eckhert. Eckhert Special Productions.

Wanted: 250, 500, 1,000 and 5.000 watt AM-FM
transmitters. Guarantee Radio Supply Corp., 1314
lturbide 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 transmitter.
Call now. Transcom Corp., 800-441-8454.

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-
fis BC1H1 (1974), RCA BTA 15 (1978), Transcom
Corp.. 800-441-8454, 215-884-0888, Fax 215-
884-0738.

AM transmitters: Collins 820E/F, 10KW (1974),
Cont. 316F, 10KW (1980). RCA BTA 10U, 10KW
(1972). Harris BC10H, 10KW (1972), RCA BTA 5L,
S5KW (1977). CCA AM5000D, SKW (1972), McMar-
tin BASK, SKW (1980), Transcom Corp., 800-441-
8454, 215-884-0888, Fax 215-884-0738.

FM tranamitters: BE FM30, 30KW (1983), Collins
831G2, 20KW (1975), RCA BTA 201, 20KwW
(1973), BE FM108B, 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 10 50Kw,
sol(i)% state from 10 watt to 8Kw. Call 303-665-
80

FM antennas. CP antennas. excellent price, quick
delivery from recognized leader in antenna de-
sign. Jampro Antennas, Inc. 916-383-1177.

TV antennas. Custom design 60KW peak input
power. Quick dslivery. Excellent coverage. Rec-
ognized in design and manufacluring. Horizontal,
elliptical and circular polarized. Jampro Antennas,
Inc. 916-383-1177.

Blank tape, half price! perfect for editing, dub-
bing or studio recording, commercials, resumes,
student projects, training, copying, etc. Elcon
evaluated 3/4” videocassettes guaranteed broad-
cast guality. Calt for our new cataleg. To order,
call Carpel Videc Inc., toll free, 800-238-4300.

Broadcast equipment (used): AM/FM transmit-
ters. RPU's, STL's antennas, consoles, process-
ing. turntables, automation, tape equipment, mon-
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 cr 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 gquality videotape. 3/4 20
min. - $4.59. 60 min - $7.49. All time lengths
available. Try us you'll like us. Call toll free IVC
800-726-0241.

- 1000 tower. Standing in Albion, Nebraska. Heavy
Kline tower includes 6-1/8" coax. Purchase in
piace with land and building, or move anywhere.
Call Bill Kitchen, 303-786-8111.

500" utility tower. New, on ground, ready 10 ship.
Call Bill Kitchen, Sunbelt Media 303-786-8111.

UHF TV transmitters 2 avail. 30KW, 110KW. Low
band 4 good Klystrons low price. Bill Kitchen,
Sunbelt Media. 303-786-8111.

2 edit systems with GVG-141 & 110, Graham-
Patten: 608, all monitoring. console, wired for 4
VTR's. Also Abekas A53D (2ch wiwarp), Ad2, 4
BVW-75, 2 BVW-65. All have lew hours and are
avaiiable immediateiy. Fax Technicai Leasing Co.
Altn: Chuck Heuer 212-752-3745 for more info or
call 212-752-3010.

Ampex VPR-6/TBC-6 and VPR-80/TBC-80 with
SI, TC, new heads, 2800 hours. Good condition.
$26K and $18K. 507-433-0678.

RCA cameras: 5 complete RCA TK47 cameras.
Fujinon lenses, 2 selup terminals, 1 DSU, Anvil
cases, RTS intercom. Spare parts, boards, CPU,
camera head, operate panel. Also RCA TK86
cameras. Very reasonable prices. Call Erc Ad-
dress 215-626-6500.

Production studio-complete: Remote multtica-
mera, IKE-CCD's, Sony 3/4" portable, 3/4A-B edit
console, racks...the works. Perfect for LPTV 2
years old. Call 602-792-0327.

Antennas, FM, television and LPTV: Qutstanding
performance with SWR's FM and television anten-
nas. All SWR antennas have a five year warranty.
Call Jimmie Joynt at 800-279-3326.

Used/new TV transmitters, full power-LPTV, an-
tennas. cable. connectors, STL's, etc. Save thou-
sands. Broadcasting Systems. 602-582-6550.

Continental 315R1. Serial No. 339, 511 KW,
1090KHz. 803-497-0460.

Madison: Meters, transformers, big caps. tubes.
Receiving tubes $1-5; lcom, Yaesu - amateur.
Madison Electronics. 1-800-231-3057. 1-713-720-
7300.

Audio carts, Fidelipac model 300, new. $2. Vari-
ous lengths. 702-386-2844.

Everything you need 1o build a Class A FM sia-
tion used, half price. Call for list 419-782-8591.

90 sections 6 1/8”, 19 1/2 Fi. transmission line.
$200 per section 2 - RCA TR-70C Quad VTRs.
One operatiocnal, one for parts. $2000 OBO for
both. 50 watt ITFS transmitter, antenna. $10,000
OBO. Sony V0O-4800 portable 3/4" VCR with soft
carrying case. Less battery. $700 All FOB KOZK-
TV Springfield. MO. Will trade! Bill Ellis 417-865-
2100.

RADIO
Help Wanted Munugement

Sales Management Opportunity

New opening created at WHVK-FM,
Huntsville, Alabama’s new 100,000
waltt country blow torch, by one of
those time brokerage agreements

you've read about. Are you driven by

being the best? Can you lead,
coach, and motivate a new team? If
this sounds exciting, IT IS! If you've
got the tools call now:

Bill Dunnavant

(205)830-8300
We are an equal opportunity empioyer

Help Wanted News

S~
b
| by = ~ )
AMI1300 FM105.7
The Radio Leader!
Meteorologist at The Radio Leader
for Weather. Be the only radio mete-
orologist in West Michigan, with the
tools you need: RADAC, DIFAX, etc.
Changable weather here means
this is high-profile position; degree
in meteorology or equivalent. Con-
tact:
Robb Westaby, PD, WOOD,
180 N. Division,
Grand Rapids, Ml 49503
EOE

Business Opportunities

FM & TV TOWERS WANTED

Does your station need to pay down debt,
buy new equipment, maybe buy another
station??? Sell us your tower, lease back
its use. Purchase price based on tower
cash flow. No naked towers. Call Keith
Miller, Miller Tower Company
212-582-2063

Business Opportunities Continved

NEW FM STATIONS

Computerized study indicales potential new
FM channels in your area - $250.00. Cemplete
technical services available for applicants.
Visa/MasterCard/Amex accepted.
Contemporary Communications
Phone: 404/460-6159-FAX: 404/460-6129

TELEVISION
Help Wanted Sales

WORK FROM YOUR HOME

TV/Radio promotional publisher seeks persen
with proven track record in TViradio sales
(print media experience helpful) fo call on
TViradio sales mahagers and general manag-
ers. Compensation negotiable. Please send
resume 10:

Dennis Blanchard
Dolphin Publications
1135 Jay Street
Boulder, CO 80302

Help Wonted News

NEWS OPERATIONS
MANAGER

KCRA-TV NEWS NEEDS A NEWS OPERA-
TIONS MANAGER. THIS PERSON WILL BE A
MEMBER OF THE NEWS DEPARTMENT'S
MANAGEMENT TEAM, AND WILL WEAR
MANY HATS. AMONG THEM:

1. SYSTEMS MANAGER FOR QOUR NEW-
STAR COMPUTER SYSTEM. WE ARE
FULLY COMPUTERIZED AND KEEPING
THIS SYSTEM OPERATIONAL WILL BE
THE TOP PRIORITY OF OUR OPERA-
TIONS MANAGER.

2. THE LOOK. OUR NEWS OPERATIONS
MANAGER WILL DIRECTLY SUPERVISE
TAPE EDITORS AND PHOTOGRAPHERS,
MAINTAINING A CONSISTENTLY HIGH
QUALITY "LOOK" TO OUR PICTURES.

3. MAINTENANCE. CAMERAS, DECKS,
EDIT ROOMS, CARS, TRUCKS, AND A
HELICOPTER. WE'RE WORKING ON A
NEW CONCEPT HERE: PREVENTIVE
MAINTENANCE.

4. ADMINISTRATION. YOU'LL WORK WITH
THE NEWS DIRECTOR IN SCHEDULING,
BUDGETING AND HOLDING A LARGE
NEWSROOM TOGETHER.

SEND LETTER, RESUME AND REFERENCES
TO:

BILL BAUMAN,
NEWS DIRECTOR,
KCRA-TV
3 TELEVISION CIRCLE,

SACRAMENTO, CA 95814

NO TELEPHONE CALLS
NOTE: ANY OFFER OF EMPLOYMENT IS
CONTINGENT UPON PASSING A MEDICAL
TEST FOR DRUG AND ALCOHOL USE.

EQUAL OPPORTUNITY EMPLOYER M/F
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Turner Broadcasting's
environmental magazine
NETWORK EARTH

The ideal candidate will have credentials
in environmental or science journalism,
magazine or interview program
expertence and solid field
producer/raporter skills.
Resumes and tapes to:

Chet Burgess
Executive Producer
NETWORK EARTH
P.O. Box 105366
Atlanta, GA 30348

NOT JUST
NEWS.

NOT JUST NEWS, a new weekly
syndicated kids news program is seek-
ing candidates for the foillowing posi-
tions:

PRODUCER
Extensive experience in News and/or
Childrens programing. Must be creative
! with strong writing skills.

ASSOCIATE PRODUCER
Extensive field producing experience
with a creative flair in post production.

All candidates should be able to blend
wit with wisdom in presenting news and
information in an entertaining and styl-
ized manner.

Rush tape, resume and salary
requirement to:

NOT JUST NEWS
¢/o Personnel Department
WTTG/Fox Television Stations, Inc.
5151 Wisconsin Ave., N.W.

Washington, D.C. 20016

E.QE

Help Wanted News Confinved Help Wanted Programing, Promotion & Others Continved
REPORTER/PRODUCER/HOST
for Fosr-mer

Research Analysts,
News and Corporate Groups

Responsibilities include the analysis of television ratings and
other programming based information for Tumer and competi-
tive networks. Television research experience preferred.
Familiarity with Nielsen media data {NSI/NTI/NHI) a plus.
Candidate must have excellent PC skills, quantitative analyti-
cal skills and solid oral and written communication skills. EOE

Send Résumé and Salary Requirements to:

Research Department—-RA

: Help Wanted Programing
Promotion & Others

PRODUCER

A greal opporiunity is available with a daily,
ive afternoon talk show in the San Francisco
Bay Area. Individual will manage and direct a
team-oriented production stat, manage pro-
gram budget, conceive and develop Show
topics. Must have 3 yrs. experience producing
a major market TV talk show. Strong manage-
rial and interpersonal skills are critical. Sam-
ples of promotional copy. writing a plus. Send
resume 1o:

KPIX

Human Resources

855 Battery Street

San Francisco, CA 94111 L

NO PHONE CALLS PLEASE Pi

9 North Tower

Tumer Broadcasting System, Inc./(B)

One CNN Center

Box 105366

Atlanta, Georgia 30348-5366 No Phone Calls, Please!
PRODUCER

GREATIVITY AND
MEDIA GOMBINED!

New York's leadingindependent TV
station hasa unique job opportunity
as Media Supervisor in our Creative
Services Department. You'll handie
internal and external media buys,
write copy for on-air and print and
be involved in a variety of special
projects. Strong organizational/
communication skills required. 2-3
years television and/or agency
experience preferred.

WPIX-TV
220 EAST 42nd STREET
NEW YORK NY 10017
ATTN: Human Resources Dept.

T

Experienced promotion writer/producer, for
multi-lingual network. Bilinguai English/
Spanish or English/Portuguese preterred.
Must have knowledge of motion piCtures,
TV series and sports knowledge helpful.
Send resume and demo tape to:
TNT/Latin America
1050 Techwood Drive NW
Atlanta, GA 30318
Must be willing to ro!ggaen to Atlanta, Georgia

Situations Wanted Management

Results!!!
Television
General Manager

Box C-57

DIRECTOR, OPERATIONS & ENGINEERING
18 years telgvision engineering experience. 11 years
in supervisory capacity. Major (acility construction;
ENG/SNG; Rf systems; Telecornmunications; HOTV;
Budgets; Team building.
217 Madison Ave.
Hamilton, VA 22068
(703) 338-3838

General Manager

Successful, Motivated,
Experienced,

A Tribune Broadcasting Station. Seek medium market with
We are an Equal Opportunity Employer a committed broadcast group.
Box C-58
Business Opportunity
CHICAGO THIS PUBLICATION AVAILABLE

One Half Hour Time Periods For Sale
* 5,000,000 watts covering all of Chicago and
Northern Indiana
* Reaching over 7.5 Million Viewers
* Affiliate with Home Shopping Network
Agency Representatives Welcome 62 WwWJYS

Call (708) 633-0001 TELEVISION

IN MICROFORM
University Microfilms International

300 North Zeeb Road.
Dept. PR.. Ann Arbor. M|l 48106

KPIX IS AN EQUAL OPPORTUNITY EMPLOYER
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CABLE
Help Wanted Management

NEW YORK SALES MANAGER
NATIONAL CABLE ADVERTISING
(NCA)

NCA, the leading national spot cable
rep firm, representing major markets
lo national clients and their agencies,
seeks Sales Manager for our New
York Office.

Due to extraordinary growth in spot
cable and micro-marketing in general,
NCA is expanding the New York Sales
Management team. Applicants must
have minimum of six years experience
in either broadcast or cable television.
This position requires strategic and
operational skills plus the ability to
motivate sales people in a fast-paced
environment, Duties include calling
directly on clients and agency deci-
sion-makers. Compelitive salary and
excellent benefits. Send resume or
contact:

Peter Murray
Sr. VP, Dir. of Sales
or
Sue Schmalzbach
Dir. of New York Sales
National Cable Advertising
114 W 47th Street, 17th Floor
New York, NY 10036

Employment Services Continved

For Sale Stations

JOBLINE

1 guu 42“ 3"“ |'|III1

) £ 4% a3 al)d 4% 32 ol

JUDI IZWUIVIL

Prass: [1. Radio jobs, updated daily
2 Television jobs. updated daily
3 Hear "talking resumes"”
4 Torecord “talking resumeés” and
amployers to record job openings
(sl Weekly mermo to improve your job
search technique

1-900-726-JOBS

199 par min (5 62 7)

| MEDIA BROKERS + APPRAISERS

AADIO » Ty e LPTY
A Contfidential & Personal Service

" SHERWOOD..

4171 Dundes Rd, Sune 260, Nonhbrook, L So0k2 '8 —

708—272-4970 /'

THE RADIO FINANCE SPECIALISTS

* Refinances
® Restructures

* New Financings
* Smaller Markets

SIGNAL PROPERTIES
99 Siate S1., Brooklyn His., .Y, 11201
{718] 6435825

ALLIED FIELDS
Employment Services
[P I I I JC JC JC JC L ]
| Callfornia Broadcast Job Bank |
I For application information call |

(916) 444-2237 |
| california Broadcasters Association i

I Find A Job Today!

TVAnchor Producer, -L]

u Reporter, Sports, Sales
: @ Radlo Disc Jockey, News,
]

Wecn‘her & Entry Level
Jobs,
Program Director, Sales &
Entry Level Jobs.

X Dally report of TV & Radio Jobs.

% No subscription fees, credit cards
X or checks to get jobs. Call when
| you want.

y $2.29 per minute,

1-900-786-7800

EBroadcast

Your Career & on 1he e
llll.l‘llll!llll

x
2

&-l.ll..l-l!-!lliilﬂ

JOB HUNTING?

During an average week over the last year MediaLine
subscribers heard GQNEw CONFIRMED TELEVISION
OPENINGS in the follcwvmg job calegories: Reporter/
Anchor . Sports (3), Weather (4), Producer/Desk
{15), Photol Edil (12) and Production/Promation (14).
No rumors — no ouldaled listings — fast forward,
rewind and pause functions — an office staff to answer
questions.

FACE IT — NOBODY DCES IT BETTER,
CHEAPER OR MORE EFFICIENTLY

To subscribe call 800-237-8073/CaMornia 406-648-5200

FOR SALE

KASL-AM. NEWCASTLE. WYOMING. PRICE
$60,000 CASH. STATION HAS AN ANNUAL
GROSS OF FROM $100.000 TO $140,000
EACH YEAR OVER THE PAST FIVE YEARS.

CALL: 605-347-4557 OR
WRITE: BOX 687, STURGIS, SD, 57785,

THE BEST JOBS ARE ON THE LINE
P.O. Box 51909, Pacrfic Grove, CA 93950

Public Notices

S. FLAFULL CFM

Booming Market
For sale by owners

Reply Box L-73

The Annual Meeting of the Public
Broadcasting Service Board of Directors will
begin at 2:00 p.m,, June 11, 1981, at the Wait

Disney World Dolphin Hotel in Orlando,
Florida. The tentative agenda inciudes
election of new directors and officers: FY 1992
budget; sateilite replacement project; reports
from ma officers and Board
committess; Board:Committee agenda for

ADOPT A DOG

Do you know of a stray radio station looking for
a home? Feed programing. sales and man-
agement from a successful station and watch
the stray grow profitable.

For more information about Plan A

call Dan Rau at Marti Electronics,

817-645-9163.

1991-1992; and other business,

Wonted fo Buy Stafions

RADIO OWNERS, BANKS, TRUSTEES
We're buying struggling or foreclosed AMs or
FMs. We want to buy your distressed or repos-
sessed station. Cash, terms, assumptions, or
workouts considered. Confidentiality assured.
Ready to close. Principals only. Prefer Mid-
west or Florida.
Reply Box C-33

FOR SALE

By owners full time AM radio stalion in the
outlet capitol of the South, Boaz. AL. with night
time capability.

CONTACT: MARK HUBER,

P.O, BOX 338, RAINSVILLE, AL 35586
(205) 638-4237 OR (205) 638-4948

Biind Box Responses
BOX 77?
¢/o Broadcasting Magazine
1705 DeSales St., NW
Washington, DC 20036

(No tapes accepled)

HIGH EARNINGS POTENTIAL

Class A FM located on the shores
of Lake Michigan. Has ratings in
two larger adjacent markets. Offer-
ing untapped sales opportunities.

Contact - Don Roberts
Kozacko-Horton Company
813-966-3411
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SALEOFC3FMC/P
EUREKA, CA

By Bankruptcy Court order,
a hearing to authorize the
sale and transfer of
construction permit for C3
FM Station KECU, Eureka,
California is to be held on
June 10, 1991 at 3:30 p.m.
at the U.S. Bankruptcy
Court, Room C-279, 500
Camp Street, New Orleans,
Louisiana. The terms and
conditions of the sale
(subject to higher and
better offers and
overbidding procedures)
area avatlable at the office
of the Court Clerk or the
Office of Walker, Bordelon,
Hamlin, Theriot & Hardy,
701 South Peters Street,
New Orieans, Louisiana
70130 (504) 524-5328.

We’ll give you
all the credit.

Broadcasting, the number one
industry publication for
classified advertising, is now
accepting classified ads paid
by credit card.

IT'S EASY TO DO. Just
include your personal or
company Mastercard or

VISA credit card number and
the expiration date in your

FAX or letter (please, no

phone orders at this time).

VrsA
FAX (202) 293-FAST
OR MAIL TO: Classified Dept,,

1705 DeSales Street, NW,
Washington, DC 20036.

Deadline is Monday at noon Eastern
Time for the following Monday's issue.

BROADCASTING’S CLASSIFIED RATES

All orders to place classified ads & all correspondence pertaining to this
section should be sent to: BROADCASTING, Classified Department,
1705 DeSales St., N.W., Washington, DC 20036. (202) 659-2340.

Payable in advance. Check, money order or credit card (Visa or Master-
card). Fuil and correct payment must accompany all orders. All crders
must be in writing by either letter or Fax 202-293-3278. If payment is
made by credit card, indicate card number, expiration date and daytime
phone number.

Deadline is Monday at noon Eastern Time for the following Monday's
issue. Earlier deadlines appiy for issues published during a week con-
taining a lega! holiday. A special notice announcing the earlier deadline
will be published above this ratecard. Orders, changes, and/or cancella-
tions must be submitted in writing. NO TELEPHONE ORDERS,
CHANGES, AND/OR CANCELLATIONS WILL BE ACCEPTED.

When placing an ad, indicate the EXACT categery desired: Television,
Radio, Cable or Allied Fields;, Help Wanted or Situations Wanted; Man-
agement, Sales, News, etc. If this information is omitted, we will deter-
mine the appropriate category according to the copy. NO make goods
will be run if all information is not included. No personal ads.

Rates: Classified listings (non-display). Per issue: Help Wanted: $1.20
per word, $22 weekly minimum. Situations Wanted: 60¢ per word, $11
weekly minimum. All other classifications: $1.30 per word, $24 weekly
minimum.

Word count: Count each abbreviation, initial, single figure or group of
figures or letters as one word each. Symbols such as 35mm, COD, PD,
etc., count as one word each. A phone number with area code and the
zip code count as one word each.,

Rates: Classified display (minimum 1 inch, upward in half inch incre-
ments). Per issue: Help Wanted: $90 per inch. Situations Wanted: $50
per inch. All other classifications: $120 per inch. For Sale Stations,
Wanted To Buy Stations, Public Notice & Business Opportunities adver-
tising require display space. Agency commission only on display space.
Frequency rates available.

Blind Box Service: {In addition to basic advertising costs) Situations
wanted: $5 per ad per issue. All other classifications: $10 per ad per
issue. The charge for the blind box service applies to advertisers running
listings and display ads. Each advertisement must have a seperate box
number. BROADCASTING will not forward tapes, transcripts, portfolios,
writing samples, or other oversized malerials; such materials are re-
turned to sender. Do not use folders, binders or the like.

Replies to ads with Blind Box numbers should be addressed to:
Box (letter & number), c/o BROADCASTING, 1705 DeSales St., NW,
Washington, DC 20036.

The publisher is not responsible for errors in printing due to illegible
copy—all copy must be ciearly typed or printed. Any and all errors
must be reported to the Classified Advertising Department within 7
days of publication date. No credits or make goods will be made on
errors which do not materially affect the advertisement.

Publisher reserves the right to alter classified copy to conform with the
provisions of Title VIl of the Civil Rights Act of 1964, as amended.
Publisher reserves the right to abbreviate, alter, or reject any copy.
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FATES & FORTUNES

Benjamin Tucker Jr., executive VP and
general manager, Retlaw Broadcasting,
Fresno, Calif., named president and VP,
director, Retlaw Enterprises, owners of
6 TV’s.

Gary R. Matz, director of government
and community relations, Midwest re-
gion, Wamner Cable, named VP, govern-
ment relations, corporate office, Dublin,
Ohio.

Ray Barnett, retired VP and general
manager, KCBS(AM) San Francisco, joins
KSSK-AM-FM Honolulu, as interim gener-
al manager.

Ken Rees, station manager, WCCO-TV
Minneapolis-St. Paul, adds duties as
VP.

Dino Ianni, sales manager, KBCO-AM-FM
Boulder, Colo. (Denver), named VP and
general manager.

Kenneth Gamache, audit manager,
KMPG Peat Marwick, joins Chase
Communications Inc., Hartford, Conn.,
as assistant controller, financial report-
ing.

Chuck Rhodes, program director, KWIL-
FM Highland Park-Dallas, joins wLAC-
AM-FM Nashville, as operations manag-
er.

George H. Anderson, president, Diver-
sified Communications, Portland, Me.,
retired, succeeded by Garry H. Ritchie,
VP and general manager, co-owned
WYOQU(TV) Scranton, Pa. (Wilkes-Barre).

Dennis J. Upah,
VP and general
manager, WEEK-
Tv Peoria, IIL,
named president
and general man-
ager.

Lloyd G.
Schermer, presi-
deni, CEO and
board chairman,
Lee  Enterprises
Inc., Davenport,
lIowa, steps down as CEQ, succeeded by
Richard D. Gottlieb, president and chief
operating officer.

Ronald J. Marie, VP and general man-
ager, COMSAT Mobile Communica-
tions, Washington, named president.

Betty C. Alewine, VP and general man-
ager, COMSAT’s ISS business unit,
named president, COMSAT World Sys-
tems.

Jay Werth, general sales manager,
KSSN(FM) Little Rock, Ark., named VP
and general manager.

Jose Luis Madrigal, manager, affiliate
relations, Spanish Information Service,
New York, named VP and general man-
ager.

David F. Metz, general manager, WLYH-
TV Lancaster, Pa. (Lebanon, Pa.}, elect-
ed VP.

Richard Noble, VP and general manag-
er, WIR(FM) Rutland, Vt., resigns, suc-
ceeded by Samuel J. Gorruso, general
manager.

Bob VanDerheyden, programing and
operations consultant, S & P Broadcast-
ing Co., New Canaan, Conn., joins
wCDL(AM)-WSGD-FM  Carbondale, Pa.
(Wilkes Barre/Scranton), as VP and
general manager.

Clyde Helton, sales manager, KSPR(TV)
Springfield, Mo., joins KIAC-TV Port Ar-
thur, Tex. (Beaumont), as VP and gen-
eral manager.

SALES AND MARKETING

Alan M. Leinwand, local sales manager,
WMAL(AM) Washington, named general
sales manager.

Rosemary Serviss and Joe Venturini, se-
nior VP’s and creative directors, Saatchi
& Saatchi Advertising, New York, ap-
pointed to operating committee.

John C. Deushane, VP and general man-
ager, KRCG(Tv) Jefferson City, Mo. (Co-
lumbia), joins WEEK-TV Peoria, Ill., as
VP, director of sales.

Christine Brozovsky, from KMXX(FM)
Phoenix, joins KFWI(AM)-KBBC(FM) Lake
Havasu City, Ariz., as account execu-
tive.

Sandi Tracy, director of advertising
sales, Central region, The Discovery
Channel, Chicago, named VP, advertis-
ing sales, Central region.

Steve Hiramoto, general sales manager,
KHON-TV Honolulu, named VP, market-
ing.

Mary Dougherty, account executive,
WSTM-TV Syracuse, N.Y., named local

sales manager. Bob Eckel, account exec-
utive, WSTM-TV, named senmior account
executive,

Appointments at National Cable Adver-
tising: Suzanne Schwartz, advertising
director, D-Magazine, named account
executive, Dallas; Sharon Pensa, mar-
keting manager, Konica Imaging USA,
named sales coordinator, Dallas; Mike
Hughes, marketing consultant, Michael
C. Hughes Associates Inc., named ac-
count executive, New York; Mary Beth
Perrot, special projects coordinator, In-
stitutional Investor, named computer co-
ordinator, New York; Rob Stevens, sales
assistant, named sales coordinator;
Cathi Foster, Southern regional manag-
er, Concert Music Broadcast Sales,
named account executive, Atlanta;
Cathy Eld, operations assistant, named
operations coordinator, Boston; Karyn
DeLacey, sales assistant, named sales
coordinator, Boston; John Doyle, ac-
count executive and manager, Katz
Communications, Chicago, named ac-
count executive there, and Laurie Shar-
key, manager of marketing services,
SeaEscape Ltd., Miami, named sales
coordinator, Fort Lauderdale, Fla.

Appointments at Katz Radio: Dominick
Milano, account executive, New York,
named  sales  manager;  Steven
Moskowitz, New York sales manager
and VP, named VP, stations; Bill Froe-
lich, director of corporate development,
Dallas Market Center, named account
executive, Dallas; Mark Dembeo, ac-
count executive, wQHT(FM) New York,
named to same capacity there, and
Larry Roberts rejoins Los Angeles as
senior account executive. Caroline Scol-
lard, national sales manager, WBFS-TV
Miami, joins Katz Independent Televi-
sion, New York, as sales executive.
Kimberly Fox, sales executive, Katz
Television, Denver, named manager,
Houston. Andrea Gilels, sales assistant,
Katz Continental Television, Atlanta,
named KOSMIC systems representative,
Katz Media Data, New York, and Til
Levesque, sales manager, Banner Radio,
San Francisco, named sales manager,
Los Angeles.

Mary Rawlins, local and national sales
manager, KBCO-AM-FM Boulder, Colo.,
named general sales manager.

Joe Fishleigh, account executive, MMT
Sales, Cleveland, joins TeleRep Inc.,
there as sales manager.
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Glenn Ross, VP, marketing, Republic
Pictures Corp., Los Angeles, named se-
nior VP, marketing.

Ross OrSullivan
Brian O’Sullivan, account executive,
Central division, Worldvision Enter-
prises, Chicago, named VP, Eastern di-
vision manager, New York, succeeded
by John Barrett, VP, Central division,
Guber-Peters Program sales.

Kim Relick, VP,

drama coordina-
tor, Grundy Tele-
vision, Sydney,
Australia, named
VP, co-produc-
tions, Grundy
Worldwide, Lon-
don.

Heather Cook,

manager, account-
ing projects, Via-
com International
Inc., New York, named controller, Via-
com Pictures.

Relick

Radha Bhattacharji, senior VP, motion
picture production, Guber-Peters Enter-
tainment Co., joins Quincy Jones Enter-
tainment Co., New York, as senior VP.

Les Koll, VP, marketing, Hanna-Bar-
bera Productions Inc., Los Angeles, re-
signed.

Stuart Crowner, former associate pro-
ducer and writer, The Mike Douglas
Show, named co-executive producer,
Jenny Jones, Chicago.

Joseph Behar, former director, Days of
Our Lives and Let's Make a Deal, joins
Reg Grundy Productions Inc., Chris-
Craft/United Television and Pinelands
Inc., as director, Dangerous Women,
Los Angeles.

Burt Resenburgh, president, Premiere
Entertainment Corp., joins MTM Tele-
vision Distribution, New York, as sales
and marketing consultant.

Steven Flynn, VP, national promotion
and exhibitor relations, Orion Pictures,
Los Angeles, named VP, field opera-

tions, national promotions and exhibitor
relations, succeeding Carl Ferrazza, re-
tired. Larry Steinfield, former director,
East Coast promotions and special
events, Orion Pictures, named director
of national promotions and exhibitor re-
lations.

NEWS AND PUBLIC AFFAIRS

Bob Schieffer, Washington chief corre-
spondent, Saturday edition anchor, CBS
Evening News and substitute anchor,
CBS Evening News with Dan Rather,
adds duties as anchor and moderator,
CBS News’ Face the Nation, succeed-
ing Lesley Stahl, correspondent and co-
editor, 60 Minutes.

Schieffer

Polyard

Dave Polyard, regional television execu-
tive, Associated Press Broadcast Ser-
vices, Dallas, named director of net-
works, sales and marketing division,
Washington.

Toby Miller, producer, ABC Talk Pro-
graming, New York, joins The Sally
Jessy Raphael Show, there as associate
producer.

Susan Baumel, former broadcast asso-
ciate, CBS News’s Nighrwatch, joins
John McLaughlin’s Ore On One, Wash-
ington, as associate producer.

John Culliten, director of news, wCCo-
TV Minneapolis-St. Paul, named VP,
news. John Lansing, assistant news di-
rector, wWCCO-Tv. named director of
news.

Raul Ramirez, assistant metropolitan
editor, San Francisco Examiner, joins
KQED-FM San Francisco, as news direc-
tor.

Roberta  Gonzales,  weathercaster,
WMAQ-TV Chicago, adds duties as mom-
ing weather reporter, wMAQ(AM) Chica-

go.

Steve Eagar, anchor and reporter,
KVBC(TY) Las Vegas, joins KSL-Tv Salt
Lake City, as co-anchor, Focus.

Linda Wright, control room producer,
C-SPAN, Washington, named interna-
tional producer. Craig Arneld, produc-
tion and video director, InterAct Inc.,
Los Angeles, joins C-SPAN, there as

California producer.

Appointments at XMVT(TV) Twin Falls,
Idaho: Doug Maughan, 6 p.m. anchor
and news director, named full-time news
director; Ken Rickey, 10 p.m. anchor,
named 6 p.m. anchor and reporter,
Mark Berryhill, weekend anchor,
named 10 p.m. weeknight anchor, and
Rich Wright, reporter, adds duties as
weekend anchor.

Appointments at KLTV(rv) Tyler, Tex.:
Steve Linscomb, from wsyX(Tv) Colum-
bus, Ohio, named daybreak weather an-
chor; David Berkley, from KMOL-TvV San
Antonio, Tex., named chief photogra-
pher; James Lynch II, KTVE(TV) Mon-
roe, La., named weekend anchor, and
George Stepehnson, from wSEE-TV Erie,
Pa., named news director.

Tom Reosenbaum, from wALA-TV Mo-
bile, Ala., joins co-owned KBAK-TV Ba-
kersfield, Calif., as station manager and
news director.

Tim Burquest, photographer, wwSB(TV)
Sarasota, Fla., named chief photogra-
pher. Rick Kelley, photographer, The E!
Paso Post and Palm Beach Post, joins
WWSB(TV) in same capacity.

Susan Mach, 10 p.m. producer, KXAN-
TV Austin, Tex., joins KNSD(TV) San
Diego, Calif., as 11 p.m. producer.
Keith Esparros, executive producer,
WwL-Tv New Orleans, joins KNSD as
managing editor.

Diana Penna, general assignment report-
erand 11 p.m. anchor, wWUTR(TV) Utica,
N.Y., joins wBRE-TV Wilkes-Barre, Pa.,
as general assignment reporter, Scranton
bureau.

Jim Barry, 6 p.m. producer, WHTM-TV
Harrisburg, Pa., joins WGAL-TvV Lancas-
ter, Pa., as weekend and special projects
producer.

Cathy Hobbs, general assignment re-
porter, KGET(TV) Los Angeles, joins
KGET(TV) Columbus, S.C., as nightbeat
reporter.

Jeff Johnson, former promotion direc-
tor, WBT-FM Charlotte, N.C., joins
w1zY(Tv) Belmont, N.C. (Charlotte), as
public affairs director.

Terry L. Heaton, news director,
KGMB(TV) Honolulu, joins WCTITV)
New Bern, N.C., in same capacity.

Appointments at WMDT(Tv) Salisbury,
Md.: John Phillips, weekend sports an-
chor and co-host, Sporistalk ar the
Downs, named host; Karla Krengel,
tape operator, named assignment editor
and 6 p.m. producer, and Amy Hesser,
general assignment editor, WTAJ-TV Al-
toona, Pa., to same capacity.

Bruce DePuyt, reporter, Cable News 21,
Rockville, Md., named assistant news
director.
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TECHNOLOGY

Patti Mauck, VP,
sales and market-
ing, Editel, Los
Angeles, joins
Digital Magic,
Santa Monica,
Calif., as execu-
tive producer.

Trevor Smith, na-

tional service
manager, Pana-
sonic  Broadcast
Mauck Systems Co.,

joins BTS, Salt Lake City, as manager
of customer service, United States, Can-
ada and Latin America.

Sharon Baldocchi, marketing manager,
QOak Switch Systems Inc., Crystal Lake,
11l., joins Switchcraft Inc., Chicago, as
marketing manager, components divi-
sion.

David H. Davies, from 3M Company,
joins Ampex Recording Media Corp.,

edwood City, Calif., as VP, develop-
ment engineering.

PROMOTION AND PR

Theresa Ward, VP, James Phillips Dis-
tribution Co., joins SSA Communica-
tions, Los Angeles, as director of inter-
national media relations.

Kristy Loveman, program publicity
manager, Ha! The TV Comedy Net-
work, New York, named manager of
marketing and sales publicity, MTV
Networks.

Paul Manuele, VP, Ketchum Communi-
cations, joins McAdams Richman &
Ong Inc. Public Relations, Bala Cyn-
wyd, Pa., as VP, account manager. Kir-
sten T. Jorgensen, from Weightman
Group, Philadelphia, joins McAdams
Richman & Ong, as senior media plan-
ner and buyer.

Cindy McCashin, creative services coor-
dinator, WRCB-TV Chattanooga, Tenn.,
named promotion and advertisine man-

John Mason, director of programing,
promotion and operations, WNOL-TV
New Orleans, joins WTXX(TV) Water-
bury, Conn., as director of promotion
and programing.

John J. O’Connor, VP, public relations,
BBDO New York, joins The Lund
Group Inc., New York marketing and
public relations agency, as executive
VP.

Bob  Steele, program  director,
WLWV(AM)}-WQHQ(FM) Salisbury, Md.
(Ocean City), joins WETT(AM)-WWTR-FM
Bethany Beach, Md. (Ocean City), as
director of promotions.

Caroley Planicka, assistant account ex-
ecutive, Abramson Associates Inc.,
Washington, named account executive,
Stacey DeOrzio, from DDB Needham,
McLean, Va., joins Abramson Asso-
ciates Inc., Washington, as account co-
ordinator.

ALLIED FIELDS

Michael J. Conly, senior VP, Harte-
Hanks Communications and National
Association of Broadcasters board mem-
ber, named NAB's representative to TV
board for Electronic Media Rating
Council, New York, succeeding Gary
Chapman, president, LIN Television.

Gary G. Montanus, senior VP, market-
ing, Worldvision, New York, elected
president, Advertising Syndicated Tele-
vision Association.

Lynn Mclntyre, manager, affiliate rela-
tions, Southeast region, CBS-TV, joins
Television Bureau of Advertising, New
York, as territory manager, station rela-
tions.

Allen Kay, chairman, Korey Kay &
Partners, New York, appointed to cam-
paigns review board, Advertising Coun-
cil.
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Wilder Baker, chairman and CEOQ, War-
wick Baker & Fiore Inc., elected 46th
president, The Advertising Club of New
York.

New officers elected at American Wom-
en in Radio and Television, Philadel-
phia: Dava Guerin, Weightman Public
Relations, president; Valena Dixon,
Greater Media Cable, president-elect;
Lynn Sturdivant, WPEN(AM)-WMGK(FM),
secretary, and Susan Goldberg, Gerez
Productions, treasurer.

Jennie Buckner, VP, news, Knight-Rid-
der Inc., and Julian Scheer, senior VP,
corporate affairs, LTV Corp., elected to
board of trustees, The Washington Jour-
nalism Center.

Thomas S. Murphy, chairman of board,
Capital Cities’ABC Inc., New York,
awarded New York University’s Albert
Gallatin Medal.

DEATHS

Everett E. Rever-
comb, 77, veteran
National Associa-
tion of Broadcast-
ers executive, died
in McLean, Va.,
of cancer May 18.
Revercomb  was
an auditor for
NAB in 1935, and
was named assis-
tant treasurer in
1946. His most re-
cent position was secretary-treasurer
from 1956 until his retirement in 1976.
He is survived by his wife, Elouise, and
two sons.

Revercomb

Alexander Kendrick, B0, retired CBS
correspondent, died of heart attack May
17 in Philadelphia. He was foreign cor-
respondent in cities including Moscow,
London and Vienna and served as Lon-
don bureau chief. Kendrick wrote biog-
raphy on CBS colleague Edward R.
Murrow in 1969. He is survived by his
sister, Julisa and brother.

Warren Curtis Brown, retired chief en-
gineer, KVNi(AM) Coeur d’Alene, Idaho,
died of heart failure Feb. 1 at his home
near there. His bedy was discovered
April 13. Brown started his broadcasting
career in 1946 with stints at KPQ(AM} and
KWNW(AM), both Wenatchee, Wash.;
KREM-TV and KXLY(TV), both Spokane,
Wash., and KNDOXTV) Yakima, Wash.
He joined KvNI in 1964 and retired in
1987. He is survived by four daughters,
Sharon, Michele, Heather and Nissa;
five sons, Mark, Erik, John, Aaron and
Curtiss, and 11 grandchildren.
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FIFTH ESTATER

BOB PETTIT: FCC’S LEGAL POINT MAN

hen FCC General Counsel Bob
Pettit went to the U.S. Court
of Appeals in Washington last

January to defend the FCC’s 24-hour-a-
day ban on broadcast indecency, he sus-
pected the three-judge panel might give
him a hard time. He was right.

The judges barely gave him a chance to
speak, firing one hostile question after
another without waiting for answers. It
was clear the judges had already made up
their minds to strike down the ban. As
Pettit stepped onto the elevator after the
ordeal, he offered his recap: *'I think we
have ‘em on the run.”’

The quip was characteristic of the
FCC’s 38-year-old top lawyer. Whether
arguing before the appeals court, work-
ing out fine legal points with FCC com-
missioners or briefing reporters, Pettit
maintains his good humor.

The hard work he put into building and
defending a rationale for the legally sus-
pect indecency ban is also characteristic,
according to past and present associates.
Pettit is the *‘ultimate professional,’” says
former FCC Commissioner Mimi Daw-
son, for whom Pettit served as chief legal
assistant between 1982 and 1984. *‘In all
those years, the man never gave me a
piece of bad advice,’’ she says.

*‘He is one excellent, level-headed at-
torney,” says FCC Chairman Alfred
Sikes, who recruited Pettit two years ago.

According to those who know Pettit
well, the irony in his appearance be-
fore the appeals court is his distaste for
the indecency ban. Although Pettit will
not comment on the ban, he will say he
feels ‘‘strongly’’ about broadcasters’
First Amendment rights. “If | were a
broadcaster, I wouldn’t want govern-
ment telling me—this will sound odd
for someone who argued the indecency
case—what I could or couldn’t put on
the air,”’ he says. ‘I wouldn’t like that
at all. 1 guess that’s because 1 was
basically a reporter who went to law
school.”

As a teenager in the town of Ava,
Mo., he pursued his early interest in
journalism at the town’s 500-watt AM
daytimer, KSOA {now KKO0Z), doing ev-
erything from news to sales. He went
on to journalism school at the Univer-
sity of Missouri, concentrating on
broadcast journalism and anchoring
newscasts on the school’s noncommer-
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cial KBIA(FM).

But a course in broadcast law had the
effect of diminishing his interest in
broadcasting while heightening it in law.
Upon graduating in 1974, Pettit headed
for Duke Law School.

Pettit interned as a law student in the
summer of 1976 in the office of then
FCC Chairman Richard Wiley. That ex-
perience led to a job in the FCC’s
Broadcast (now Mass Media) Bureau af-

When Bush took office in January
1989, Pettit returned briefly to Wiley,
Rein. FCC Chairman nominee Alfred
Sikes’s search for a general counsel led
to Pettit’s door; Pettit took the post in
October.

Pettit had hoped to win an appoint-
ment to the FCC. When two Republican
seats opened up in 1987, he campaigned
for one of them and was interviewed by
the White House. But the nominations
went to communications attorney Susan
Wing and FCC staffer Bradley Holmes.
Due to strained relations with Congress,
the nominations were never confirmed.

Having come of age professionally
during the Reagan era, Pettit possesses a
pro-marketplace philosophy that may go
beyond that of any of the Bush appoin-
tees now on the commission {Sikes, Er-
vin Duggan, Sherrie Marshall and An-
drew Barrett).

One of the “*curious’” things that hap-
pened during the 1980°s was the about
face broadcasters have done on regula-
tion, says Pettit. When he first went to
work for Dawson in 1982, he said,
broadcasters and the government be-
lieved ‘‘deregulation was good for the

ter Duke and a career
devoted to broadcast
law with the notable ex-

Robert Lester Pettit

industry and good for
the public.”” But later in
the decade, the broad-

ception of a year as a
high-ranking official at
the  Department of
Transportation late in
the Reagan administra-
tion.

After just one year at
the FCC, he joined the
communications  law
firm of Fletcher, Heald
& Hildreth, where he
leamed in depth the
regulatory  obligations
of broadcasters.

In 1982, Pettit signed
on with Dawson and the
FCC’s deregulatory
revolution. Four years
later, he joined Wiley's
law firm, Wiley Rein &

General counsel, FCC,
Washington; b. August 14, 1952,
Springfield, Mo.; BA, jounalism,
University of Missouri,
Columbia, 1974; JD, Duke
University, Durham, N.C., 1977;
staff attorney, renewal branch,
broadcast bureau, FCC, 1977-78;
associate, Fletcher, Heald &
Hildreth, Washington, 1978-82;
senior legal adviser, FCC
Commissioner Mimi Weyforth
Dawson, 1982-86; partner, Wiley,
Rein & Fielding, Washington,
1986-87; associate deputy
secretary, Department of
Transportation, 1988-89;
partnrer, Wiley, Rein & Fielding,
1989; present post since October
1989; m. Jane Munger, March
17, 1977; children: Christopher,
7: Sara, 4; Andrew, 2.

casting  establishment
““felt they might be bet-
ter off to be regulated
because we can ask for
some protections like
must carry. So we don't
want to be totally de-
regulated.

*They might wind
up 20 years from now
being the only folks in
the entertainment busi-
ness pervasively regu-
lated by the federal
government.”’

Although somewhat
anxious to return (o
private practice and its
more  lucrative  re-
wards, Pettit says he is

Fielding, as a partner,

likely to stay on as

but did not stay long. When Dawson
was appointed Deputy Secretary of
Transportation in 1988, she helped Pettit
win an appointment as associate deputy
secretary.

general counsel as long as Sikes re-
mains chairman (his term expires in

June 1993). |
Asked what he does for fun, Pettit
feigns surprise. *‘Isn’t this fun?”’
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IN BRIKF

Stations are buying info Columbia Pictures
Television’s all-barter plan for Designing
Women, which bows in syndication in
fall 1992. After just two weeks in mar-
ketplace, show has cleared over 40% of
country, according to Barry Thurston,
president, CPT’s syndication division.
Thurston said he expects show to be
cleared in over 50% of the country by
this week or next. About 70% of clear-
ances to date are affiliates, and 30%
independents. Thurston said he thinks
over 50% of stations picking up show,
which has been renewed on CBS for
next season, will double run it. Recent
additions include: KXAS-Tv Dallas,
WISH-TV Indianapolis, KTVI-TV St. Louis
and wWTXX-Tv Hartford, Conn. Show is
being offered for straight barter (first for
launch of major off-network sitcom) for
two-year license (BROADCASTING, May
13.)

Tribune Entertainment and Brillstein-
Grey Productions have signed Sarurday
Night Live veteran Dennis Miller to host
syndicated lute night talk show sct to de-
but in January 1992. Tribune President
Donald Hacker said one-hour strip, Den-
nis Miiler, so far has commitments from
Tribune Broadcasting Co. group—
KTLA(TV) Los Angeles; WPIX(TV) New
York; KWGN-Tv Denver; WGNX(TV) At-

lanta; wGN-Tv Chicago and WGNO(TV)
New Orleans—and Gaylord Broadcast-
ing Co.’s KTVT(Tv) Forth Worth;
WKTV(TV) Houston; KSTW(TV) Tacoma,
Wash., and wvTv(TV) Milwaukee. Show
will target viewers 25-40 specifically,
and 18-49 broadly, said Hacker, and ex-
pects to tap into late-night audience not
currently watching NBC’s Tonight Show
or syndicated Arsenio Hall. Dennis
Miller will carry 7-minute local/7 min-
ute national cash/barter split and has
signed Procter & Gamble as first major
Sponsor.

ABC News in mear future will announce
cost-cutting moves recommended in post-
war study of division expenses, accord-
ing to VP Robert Murphy. Last Friday,
ABC News was still evaluating recom-
mendations made in just-completed re-
port, and would not comment on specu-
lation that plans include staff reductions
on each ABC News show.

In cost-cutting move, (BS owned-and-
operated TV stotions will drop Arbitron
ratings service eflective June. Stations are
said to have spent at least $2 million
annually on service. According to one
source, Johnathan Rodgers, president,
CBS Television Stations, said that if in-
dividual stations want service they can

GRASSROOTS CHILDREN’S TV WATCHDOGS TO SPROUT

A grudging, stingy, contemptible interpretation of the will of Congress.”
That’s what Peggy Charren, president of Action for Children’s Television,

thinks of the FCC’s rules enacting the Children’s Television Act. She spoke
last Thursday at a Federal Communications Bar Association luncheon in
Washington, criticizing the commission’s approving *‘even 10-second spots”’
as “‘fully’’ satisfying broadcaster obligations.

“‘We’re telling people that the law requires programs,”’ she said, describing
a ““Choices for Children’’ campaign to ‘‘guide grassroots activities to assure
that stations fulfill the mandate’” of the Children’s Act. License renewal dates
for all U.S. TV stations are among materials being disseminated through
national organizations, including the Consumers Union and National PTA.

At the community level, with two-year funding from the Benton Founda-
tion, the Center for Media Education will spearhead a program described by
Charren as like ‘‘union organizing.”’ Markets with ‘‘*large populations of
children at risk,”” and in those states that will be the first to demonstrate
compliance with the act (Illinois and Michigan license renewal deadlines are
among those in 1992), will be targeted first, said Center founders Kathryn
Montgomery—author and former UCLA communications professor—and Jef-
frey Chester, who helped independent TV producers gain an $8 million set-
aside fund at the Corporation for Public Broadcasting two years ago, and who
recently took charge of the Ralph Nader-blessed Teledemocracy Project to
raise public support for cable reregulation (BROADCASTING, April 29). -Ppt

get it. Rodgers could not be reached to
confirm statement. WCBS-TV New York
had been trying since last year to get out
of its Arbitron contract.

Radio and Television News Diredors Foun-
dation last Wednesday awarded its John
F. Hogan Distinquished Service Award to

—

Oregon Republicon Senator Bob Packwood
{!) and C-SPAN Chairman-CEQ Brian Lamb.
In accepting his award at black-tie din-
ner in Washington, Packwood reaf-
firmed his commitment to securing full
First Admendment rights for broadcast
journalists. Lamb kept his remarks light,
reading from an article in the current
issue of Mirabelia twitting C-SPAN and
Lamb. ‘‘Brian Lamb, who started the
network after a slow-track career in gov-
emment, is the man at the eye of C-
SPAN’s calm,” Lamb read. ‘‘Never has
a talking head fit so squarely inside its
box and never has a host’s own views
been so maddingly unobtrusive.™

Controlling  interest of Colorado
Springs, Colo.-based Business Radio Net-
work has been sold to group of Colorado
Springs business executives for undis-
closed price. Richard Faulkner, BRN
chairman, announced he would retain
stock in company as well as seat on
board. Investment group is led by broth-
ers Lester B. and Gary O. Loo. Lester
will serve as chairman and Gary will
assume responsibilities of departing
president, Lou Mellini.

Financially strapped Orion Picdures said
that it has starfed exchange offers for
$285 million of its roughly $515 million of
debt. Under terms of offer, debtholders
would receive $750 principal amount of
zero coupon convertible senior subordi-
nated debentures due May 15, 1998, and
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either 42 or 37 shares of Orion common
stock, (depending on the ranking of the
subordinated debt) to be exchanged for
each $1,000 principal amount of subor-
dinated debt. Orion also filed its 10-K
and reported loss for year of $62.9 mil-
lion. Orion’s television division lost
$12.3 million as two of studio’s shows
for networks were canceled. Orion is
said to be interested in selling its TV
division to Time Warmner.

Charging that delays in releasing FCC or-
ders have sometimes been “unjustifiably
long,”” House Energy and Commerce Com-
mittee Chairman John Dingell (D-Mich.)
asked FCC last week to be informed of
each order released more than 30 days
after its adoption. But, he said in May 21
letter to FCC Chairman Alfred Sikes, he
currently has “‘no specific plans to ad-
dress this situation through the legisla-
tive process.”’ In response to request,
FCC provided Dingell with list of 157
actions since January 1986 in which or-
der was delayed at least 30 days. Dingell
said list was too long. ‘‘The public is
entitled to know the details of a commis-
sion decision promptly after it is made,”
he said. However, Dingell acknowl-
edged there has been improvement. In
1988, Dennis Patrick’s last full year as
chairman, 47 actions were on list. In
1990, Sikes’s first full year, just 27
made it.

Senaior Daniel Imovye (D-Hawaii) intro-
duced FCC reavthorization bill last week. It
contains same funding request that agen-
cy is seeking; $133.5 million for fiscal
1992 and $163.5 million for fiscal 1993.

John Evams, CEO of Hauser Communica-
tions, was appointed chairman of C
SPAN’s execwtive commiftee last week,
succeeding outgoing chairman Amos
Hostetter Jr., chairman of Continental
Cablevision. C-SPAN also elected five
new board members: J.C. Sparkman,
executive VP, TCI; June Travis, COO,
Rifkin & Associates; Fred Nichols,
COQO, TCA Cable; Allan Block, co-
CEO, Blade Communications, and My-
ron Pattison, CEQO, Cardinal Communi-
cations, C-SPAN board also approved
$16.4 million operating budget for fiscal
1992,

QVC Network reported 19% jump in first-
quarter revenue to $192 million and gross
profits of $78 million. Net income was
$1.4 million, versus loss of $5.8 million
last year.

LBS Communications and Warner Bros. Inc.
came fo out-of-court settlement of coun-
tering lawsuits over allegations LBS
failed to make payment of $7.4 million
for distributing animated Police Acade-

‘UNSOLVED MYSTERIES’ SOLD TO LIFETIME

DeSpitc making commitment 10 launch sales of Unsolved Mysteries itarget-
ted to follow prime access and in early fringe) in syndication [BROADBCAST-
ING, March 25), Buena Vista Television instead sold the hour ol f-network
series last week to basic cable’s Lifetime Television network.

As a result of mounting active pitches to several cable networks {BROAD-
CASTING, May 20), a source close to Lifetime said the cable netwark was ahle
sign a five-year cash licensing agreement—starting in September 1902—
trimming down the lengthier seven-year maximum terms that apparently led fo
a cold reception by stations to BVT’s initial launch.

Mort Marcus, senior VP of sales at Buena Vista, said The Walt Disney Co.-
owned division viewed Unsolved’s launch as going into “‘une marketplace.
which we consider to be both cable and syndication, and where we could get
the most lucrative offer. We’re extremely satisfied with the deal we made with
Lifetime.”

While Marcus declined to talk about how much Lifetime's winning per-
episode bid was, several sources estimated the license fee ta between a low of
$70,000 to over $200,000 per episode for the 100 episodes purchased, Cthers
put the figure in the $120,000-$130,000 range per episode. Even with Life-
time intending to also split the hour episodes into 200 half-hours, 4 source
close to Lifetime said the network will only pay a single license fee for the
original 100 episodes. Using the low-range estimate, that means BYT would
gross $7 million over the five-year term, $12.5 million in the mid-range, and
at least $20 million in the upper-range.

“I don’t know if I would pay much heed to those rumors aboui Bucna ¥ista
paying a $12 million [upfront] guarantee to Cosgrove-Meuer |Productions] for
the distribution rights,”” a New York station rep source said. “‘l think Bucna
Vista didn’t realize how soft the station market is, and fricd 1 find the
quickest way to get a returm on its investment in one spot [Liletime]. Disney is
one of the smartest organizations out there and I would be zxtremely zurprised
if they took a $5 million hit."’

Under terms of the deal, Lifetime will have updated segments within the
half-hour episodes, complete with a 900 number phone line [or viewers Lo call
in tips on fugitives’ whereabouts, according to Pat Fili, senior vice president
of programing and production at Lifetime. Cosgrove-Meuer Productions,
which has produced the NBC series (Wednesdays, 8-9 p.m.} since 1957, will
shoot the updated segments. Fili says Lifetime, which targets female viewers,
picked up Unsolved because its viewer composition on NBC is 65% female
and 35% male. Lifetime plans to possibly run the series, hosted by Robert
Stack (Unrouchables), as an access and/or late fringe strip. -

my. Warmer Bros. also claimed, from
original 1988 agreement, that LBS
promised two-thirds of production cost
on strip from distribution revenue. No
terms of settlement were disclosed.

WHTR(AM)-wonAre] Morristown, N.J., was
sold by Drexel Hill Associates fo Signal
Communications of New Jersey for $7.3
million. Original price of $12 million ap-
proved by FCC (’*For the Record,”’ Jan.
7, 1991) was not consummated. Seller is
headed by Peter Armow and Robert
Linder and is also licensee of wWKIZ(AM)-
weEOw(FM) Key West. Fla. Buyer is
headed by Larry Patrick, E. Burke Ross
Ir., James G. Hall Il and John Thomas.
Patrick also heads Legend Communica-
tions, licensee of wYCL(FM) Boyertown,
Pa.; KMNsS(AM)-KSEZ(FM) Sioux City,
lowa, and WSOM(AM)-WQXK(FM) Salem,
Chio.

wizL(rm) Winston-Salem, N.C. was sold by

Notionwide Communimtions to HaPa inc
for $1.6 million. Seller is headed by Steve
Berger and owns three AM’s, 11 FM’s
and four TV’s. Buyer is headed by Vic-
tor Rumore, who is also acquiring
wGFX(FM) Gallatin-Nashville, Tenn.,
and has 50% interest in KFRR(AM) Engle-
wood, Colo, Sale was brokered by Kalil
& Co.

After four years as VP-GM of KCBS-TV
Los Angeles, Robert Hyland has resigned
and was replaced last Thursday by Ste-
ven Gigliotti, station’s VP-station man-
ager since February 1990. No reason
was given for Hyland's resignation,
which was announced by Jonathan Rod-
gers, president of CBS Television Sta-
tions Division. However, competing sta-
tion sources said Hyland’s exit stemmed
from Roger’s dissatisfaction with KCBS-
TV's continued third-place finish among
0&0’s at 5-6:30 p.m. and 1l p.m.
newscasts.

Broadcasting May 27 1991

In Brief 81




“EDITORIALS

Committed to the First Amendment and the Fifth Estate

LIMITED VICTORY

T he FCC finally ran out of rope two weeks ago as the

U.S. Court of Appeals for the District of Columbia

threw out as unconstitutional its 24-hour ban on indecent
broadcasts (BROADCASTING, May 20). The decision came as
no surprise to observers of the two-and-a-half-year odyssey,
but although it was a victory in principle, it was less so in
banishing the spectre of content regulation that still threatens
broadcasters.

To say that the FCC lost its case would be a misnomer. [t
never had a case. The appeals court in effect took the commis-
sion to the woodshed in 1989, staying the ban—adopted in
1988—-and asking the FCC to explain how an absolute prohi-
bition could possibly be the most ‘“narrowly tailored”’ method
of regulating protected speech. It couldn’t.

To be fair, the commission was technically a spear carrier
for Congress, which, led by Jesse Helms, slapped the ban onto
the underbelly of a huge appropriations bill. Still, the commis-
sion has seemed more than willing to use that spear, its
periodic protestations to the contrary notwithstanding. (In fact,
there was talk that the commission might appeal the decision
to the Supreme Court, although we assume that the wiser
heads at 1919 M will prevail and let the thing rest).

What happens now? Although broadcasters have won a
battle on an important point of law, it was clearly a limited
practical victory. The court threw out the ban, and although
the FCC must come up with a definition—and justification—
of a safe harbor, the court left untouched the FCC’s ad hoc, ex
post facto decisionmaking process on indecency rulings. Al-
though some broadcasters were left hoping the decision meant
the FCC would now have to give them some clue as to what
was or wasn’t indecent, that was, alas, not the case. The
decision leaves the industry much where it was three years
ago, cautiously navigating toward an indistinct harbor shroud-
ed in the fog of a vague indecency standard. Who can blame it
for programing with extreme caution?

RETURN OF THE 60'S

s cemed like old times in Washington these past two

weeks. Nick Johnson telling Congress the FCC should

be **whipped’* until it performs a more activist job in
enforcing the public interest standard, and that an **Audience
Network’ should be established to democratize television.
Peggy Charren telling the Federal Communications Bar Asso-
ciation that the FCC had already shredded the congressional
mandate in the Children’s Television Act—and at the same
time distributing a list of license renewal deadlines to keep up
the pressure on broadcasters. A new generation of public
interest advocates coming to town to manipulate the new
levers of power that Congress and a compliant National Asso-
ciation of Broadcasters/TV network coalition have put at their
command.

If things haven’t yet gotten out of hand, they soon will.
Broadcasters, presumably responsible for their programing
decisions, will be making more and more of them under the
whip of pressure groups, cheered on by a Congress whose
respect for the First Amendment ends where radio and televi-
sion begin.

Broadcasters gave ’em an inch. Don’t be surprised when
they take a mile.

GROWING SEASON

hen the The Simpsons beat Cosby in the prime time

ratings two weeks ago, it may have been an anoma-

ly, but it may also have been a portent. Although
Fox saw some ratings slippage in the past season, along with
everyone else, and there is still some fine tuning to be done on
its format, there is also reason for confidence.

If it didn’t get all it wanted, it got all it may have needed
from the FCC’s fin-syn decision, which allows it to grow to 15
hours of prime time programing without having to comply
with the new rules that prevent the networks from participating
fully in the syndication business. Then there was Fox beating
its different drum last week with the announcement that it
would adopt a year-round development and series launch poli-
cy, as well as increase some of its series orders from 22 to 30
or more. If such a strategy is a calculated risk, Fox's addition
of Lucie Salhany to head up all television production for the
company is closer to a sure thing. Fox’s gain is, of course,
Paramount’s loss, which saw its syndication division flourish
under Salhany—a blow undoubtedly cushioned by the addition
of Brandon Tartikoff, no stranger to success himself, to head
the studio later this year. The Salhany appointment followed
hot on the heels of news that George Vradenberg, CBS’s
general counsel, was joining such earlier acquisitions as Pres-
ton Padden {ex-INTV) on Barry Diller’s farm team.

Fox is looking more like an oak and less like an acorn all the
time.
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‘This is the last time we sponsor a kite flying contes1.”’
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Global ReLeaf
comes in all shapes
and sizes.

SR A
Global warming. The Trees provide shade, beautify our ~ Line — 1-900-420-4545. The
Greenhouse Effect. The continuing  town and country landscape, and ~ $5.00 charge actually pays for
decline of our air and water. One  reduce heat-trapping C02 build-up  planting a tree while supporting
of the best and most effective ways  in the earth’s atmosphere. And Global ReLeaf action across the

to respond to our growing environ-  those are only a few of their country. And, we'll rush you
mental crisis is to plant trees. In ~ benefits. detailed information on Global
fact, you can even get started today, So grab your shovel. By ReLeaf. You can make a world
right in your own community. planting even one tree, you'llbe  of difference.

You see, Global ReLeaf is making a positive contribution to GL@B AL
more than a name. It's Americans  the world we livein . . . and the - .
like you — of all shapes and sizes ~ kind of future we leave behind. [ E 5 LE AF
— who understand that every You can make a difference right 96 Ameri Q) Foresy Asaciaton
new tree can make a difference. ~ now by calling our special Action P.0. Box 100, Vashingeon, DC 20013

1900-420-4545

Citizens caring for trees & forests since 1875
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ONCE AGAIN,
SELTEL OUTPERFORMS THE INDUSTRY

Oniy Seitel has posted double-digit sales increases for 17 consecutive
quarters.

That's why it should come as no surprise that Seltel was up 11%* for the
first quarter of this year, while the industry suffered an —5.1%** decline.

If you're tired of hearing war stories, give us a call.
You'll get better reception.

*Based on like-to-like stations

N e SELTEL INC., 575 Fifth Avenue, New York, NY 10017 (212) 370-4100



