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“Lightning knocked us out with a hit 300 feet up the tower, :b P
Chubb sent a $250 000 insurance advande to keep us on thg 3

As a broadcagter, you havel to do anythmg and everything to stay on the fir. You need an
insurer who understands that. Som¢one with a reputation for claim service you can colint on when
there’s a crisis. You need insurance through Chubb.

Chubb has available for broadcasters one of the most comprehensive insurance
programs (excepting primary libel and slander coverage). Its tailor-made for the situa-
tions you encounter.in broadcasting. And most important, were committed to keeping
you on the air. For information call your agent or broker, or call 1-800-36 CHUBB.

1

cHUBEB

For promational purposes, Chubb refers to member insurers of the Chubb Group of Insursnce Companies who issue coverage.
Chubb is pronrd to participate in *American Playhouse! Watch for it on PBS.
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19 / NBC'S
NO. 1 PLAN

Warren Littlefield,

winding up his first year as
president of NBC
Entertainment, says ‘‘nothing
should be sacred today,”

as he plans his strategy to
keep NBC a ratings

winner this season and next.
Somc ideas he shared with
BROADCASTING: spread big-
ticket items like mini-
series over the whole year,
rather than lumping them

in sweeps months; make
NBC a producer-friendly
network in its working
rclationships with studios
and the creative community,
and beef up daytime with
new soaps.

22 / TELCOS IN
CABLE: WHEN, OR IF?

The anticipated stampede
of telephone companies into
the cable arena may be

slow off the mark, according
to financial experts and
industry analysts.
Handicapping likely telco
moves in light of Judge
Harold Greene's recent
decision, observers say that,
even with their deep
pockets and good credit
ratings, the telcos might
consider cable a lackluster
investment prospect. Said
an Ameritech executive:
*“While cable operators

are making money, they still
have a lot of debt and

aren’t getting rich, exactly.”’

24 / FCC'S FINE
HOW-DE-DO
The National Association

of Broadcasters has
condemned as excessive

N
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NBC's Warren Littlefield looks
to seventh scason win (page 19) |

the new fine schedule
imposed by the FCC. The
agency is implementing a
1989 law that allows it to
increase its fines from $2,000
per violation per day, up

to $20,000 maximum, to
$25,000 per violation per
day up to a maximum of
$250,000. The NAB
charges that the enforcement
function of the fines

appears to have becn
“‘relegated i0 a secondary
role behind gencrating funds
for the federal treasury.”’

25/ ADS 'R’ OK

The FCC last week

allowed a postponement in
implementing the
commercial-time-limit rule
for children’s programing
until Jan. 1. The extension
applies only 1o syndicated
programs bought on a barter
basis, but that exception
was enough to satisfy

independent TV stations,
which had asked for relief
from the rule until after

the Christmas buying season.
Opponents charged that

the FCC “‘has stolen TV time
that belongs to the kids

and donated it to the greedy
Grinches of the television
industry.”’

27 / PROGRAM
PITCHES

BROADCASTING obtained

list of shows pitched by
Wamer Bros. and MCA to
consortium of independent
stations. Late word last
week (““Closed Circuit,”
page 6) was that group

was negotiating with Warner.

27 / PBS, NBC TEAM
FOR “92 CONVENTIONS

NBC Nightly News and
MacNeil-Lehrer NewsHour
will team up to provide
PBS with three hours of
coverage on ¢ach of the
eight nights of total
Democratic and
Republican convention
sessions.

28 / NEW PROJECTS
FROM ‘CIVIL WAR'
PRODUCER

Civil War producer

Ken Burns has at least
three projects in
development for PBS,
including Empire of
the Air, tied to an
upcoming book on
broadcasting pioneers,
Baseball, a five-hour
history of the sport, and
The Songs of the Civil
War, a two-hour follow-
up to the first serics.

29 / 'ROSEANNF’
LOOKS LIKE A MILLION
BUCKS

License fees from the first
syndication cycle of
‘‘Roseanne,’” cleared so
far for a fall 1992 debut in 50
markets covering 54% of
the country, have reportedly
topped $1 million per
episode and could reach as
high as $2 million. That
figure could climb to $2.5
million when the 2.5
minutes of national barter
revenue are included.

31 / AGING BABY
BOOMERS

The cost-per-point lure of
the 25-54 audience
segment—the ‘‘baby

boom bubble’’—is driven by
a TV marketing mentality
that doesn’t necessarily apply
to radio, says Warren

Potash, president, Radio
Advertising Bureau. The
medium offers advertisers the
opportunity to break down
the wide-ranging group,
which can include both

MTV announces plan to add
two channels (page 39).
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25-year-olds and their
parents, into marketable
mini-targets. Furthermore, a
soon-to-be-released study

by the Interep Radio Store
shows big differences in
purchasing habits above and
below age 35, the baby-
boom median, and predicts a
narrowing in advertiser

focus to the 35-54 age group.

topped $1 million per episode, with 54% of U.S. sold (page 29).

Systems hope to attract a
new, although not very
large, audience to PPV with
the debut of opera

telecasts Sept. 23. The two
companies have signed a
10-year agreement with New
York’s Metropolitan

Opera for three to four events
a year and hope that the

first, the 25th Anniversary
Gala of the Me:, will pull

of the chairman and a
preliminary nod from the
White House, is revenue
neutral and aims at tax
simplification, the bill may
be difficult to derail.

48 / COMPETITION
FOR INTELSAT?

Satellite entrepreneur

Rene Anselmo, chairman of
Alpha Lyracom Space
Communications, believes
his company’s $300-

million ‘‘understanding’’
with Hughes
Communications brings it
one step closer to
challenging Intelsat’s giobal
communications

monopoly. The deal for three
HS 601 satellites, which
would be ready for launching
in early 1994 and *‘will

have a footprint over every
country in the world,””
according to Anselmo, is part
of an investment that will
total between $500 million
and $650 million.

*“There’s $650 million sitting
out there somewhere for

me. It will come,”” Anselmo
said.

congressmen on the House
Energy and Commerce
Committee agreed on a
revised schedule of user
charges that would be
assessed on FCC

licensees. The agreement
revives the chances that an
FCC authorization supported
substantially by user’s

fees (365 million of the
$133.5 million total)

could pass the House.
Communications lobbyists
are focusing their opposition
on the Senate, where few
senators, except Commerce
Committee Chairman
Ernest Hollings (D-S.C.),
who opposes the fees,

have given an opinion.

54 / CABLE LEAKS

In the year since standards
were passed, the FCC has
shut down 11 cable
systems for signal leakage.
Cable operators use
frequencies commonly
employed by other
spectrum users, like aircraft,
and interference results
when a break in the plant
allows the signal to leak.

at least a 0.25% buy rate
39 / MTV MOVES T0 (40,000 homes) at $34.95.
MULTIPLEXING Promotion for the opening 50 / USER FEES FOR Founded in 1931 as Broadcasting. the
- o i i News Magazine of the Fifth Estate.
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$3.6 billion. Its alot of

money towaste.

A broadcast
exec.::iltlzfe’s
eto
cugtttumg the
costof
overnight

elivery.

*See the current UPS Air Service Guide for complete guarantee and time-in-transit derails.© 1991 United Parcel Service of America, Inc

According o The Wall
Street Journal, American busi-
ness overspends on overnight
delivery by $3.6 billion annually.
This guide tells why, and how
your company can cut delivery
costs without cutting corners.

You'll learn why cutting
costs is not just a question of
who you ship with, but how
you ship with them. How

smart companies, by re-exam-

 ining priorities and using all
| their options, are saving and

still meeting deadlines.
For example, you'll dis-
cover how UPS Next Day Air”

. provides guaranteed 1030 a.m.
. delivery, complete with comput-

erized tracking, at savings of up
to 40% over what other com-

5 panies typically chargef"

For your complimentary

. copy, mail this coupon or call

1-800-232-4877, Ext. 563.

| Please send me “A broadcast executive’s

I guide to cutting the cost of overnight
delivery”” Mail to: United Paccel Secvice,

' P.O. Box 10525, Rochester, NY 14610.

| What is your weekly shipping volume?
Overnight letters

Overnight packages

Carrier usually used?
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CLOSED CIRCUIT

LOS ANGELES

Warner win?

The Television Consortium is now
negotiating exclusively with Warner
Brothers Domestic Television to de-
velop slate of weeknight prime time pro-
graming. Consortium is group of in-
dependent stations (Renaissance, Chris-
Craft, Pinelands and others) who

have banded together to develop prime
time block with major studios
(BROADCASTING, July 15). Consortium
met two weeks ago in Los Angeles
with Warner and MCA executives who
pitched respective slates of possible
shows (see story, page 27). Both studio
and consortium sources stressed that
deal had not yet been made at deadline.

Viva Vicki

Happy with five-day run-through test

of show at KPIX-TV San Francisco,
Group W Productions has decided to
produce pilot for The Vicki Lawrence
Show, which would be available in

fall 1992. Pilot will be produced last
week of August. Proposed show is

one of two new talk projects Group W is
developing for 1992. Last week,
company confirmed it has signed former
60 Minutes correspondent Jane Wal-
lace to produce talk show at company’s

owned station in Philadelphia, KYw-
TV, starting this fall. If show does well
there, confirmed Group W Produc-
tion president Derk Zimmerman, Wal-
lace vehicle could be rolled out na-
tionally as early as January 1992.
Program is being produced by Jane
Oakley, who also produced Wallace's
talk show for Lifetime last year.
Group W is launching Chuck Woolery-
hosted talk show for fall 1991.

WASHINGTON
Lyric dispute

It looks as though wMMQ(FM) Char-
lotte, Mich., will narrowly escape inde-
cency fine for its September 1989
broadcast of ribald song about pubic
hair, which contains line: ‘I've seen
neat ones, thicker-than-a-sheep’s ones-
...catch ’em in your throat ones.’
Convinced song met definition of
indecency, FCC Commissioner Ervin
Duggan had convinced majority of
commissioners fine was warranted. But
after general counsel circulated
memo arguing action might cast FCC as
overzealous in its indecency enforce-
ment, support for action began to wither
to point that fine is now viewed as
unlikely. Duggan, however, continues
to believe song is actionable. *‘It re-
quires a kind of legalistic acrobatics to

DESIGNING WOMEN TOPS 100 MARKETS

clevision stations around the country have responded guickly to Columhbia

Pictures Television's all-barfer marketing plan for Designing Women, which
debuts in syndication in fall 1992, In less than three months of selling the show,
CPT has cleared it in 100 markets, covering over 75% of the country. CPT's
syndication president, Bamry Thurstom, smid last week he believed the company s
two-year, all-barter marketing plan helped clear it quickly. “*But vou start with
the tact that you think you have a good show,” Thurston said, noting that fhe
program is 4 consistent op- [0 pnme time contender on CBS. *"That will always
help, but then you have to figure oot how 1o sell it na ditficuht marketplace, The
response has been overwhelmingly enthusiastic.”’ Stations have found the deal
aftractive in part because they get the show without having o shell out any cash at
a [ume when cash reserves are genecally low. Tribune Entertainment will sell the
threc minutes of national barter time available in cach cpisode. The show has
been cleared in 40 of the top 50 markets and 9 of the wop 10, the exceplion bemg
Chicago. According to one station source there, CFT 15 “being adamant™ ahout
getting & 5 p.m. to 7 pom. clearance. CPT has been unusually appressive in
seeking access and fringe fime periods for the program because their sole source
of revenue from it is directly linked 1o audience viewing kevels.

argue the song is not actionable be-
cause it has no reference to sexual activi-
ty,”’ he says. ‘*“When the song refers

to pubic hair in the throat, I find it diffi-
cult to imagine the methodology by
which the pubic hair would find its way
into the throat except through some-
thing resembling sexual activity.”’

Family affair
once again

Brothers Dan and Tom Gammon are
now sole owners of Americom Radio
Brokers, having completed repur-
chase of shares from Bill Steding, for-
mer Americom managing partner.
Americom has reached settlement on
claims filed by Steding, in October
1990, after Tom Gammon regained con-
trol of firm and removed Steding

from board (BROADCASTING, Oct, 8,
1990). Heart of dispute, which result-
¢d in all non-Gammon brokers leaving
Americom to form Star Media, was
Americom’s compensation system.
Shares, which Steding had earned as
performance incentives in 1988 and
1989, were roughly equivalent to

15% ownership in company.

NEW YORK
Hold the presses

Word last week was that Discovery
Channel was prepared to release state-
ment saying it was not going to pre-
empt some of its air time to provide
channel carriage for NBC’s 1992

pay- per-view Olympics. But day later,
cable network decided to hoid off on
any announcement. Speculation is that
at least one of MSO’s on Discovery’s
board pulled back, indicating that matter
hadn’t been fully resoived. Discovery
now plans to poll more MSQ’s before
giving answer to NBC. Discovery’s
board is due to meet August 14,

Littler deal

Regional advertising efforts by the
three networks may not be as big piece
of advertising pie as reps and broad-
casters thought. Blair Television report
on first quarter of 1991 said networks
increased regional advertising by 122%

6 Closed Cirewit
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NEW SHOW ON
NETWORK TELEVISION
IS 20 YEARS OLD
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from 1.8% to 4%. Upon hearing this,
many affiliates went to networks to com-
plain. Tony Malara, president, affili-
ate relations, CBS, sent memo to affili-
ate board responding to reports of
increase. ‘‘This nonsense has to stop,”
Malara told BROADCASTING, ‘‘there

are a thousand reasons why spot is in
trouble, and network regional adver-
tising is nine hundred and ninety nine on
the list."’ Regional advertising ac-
cording to networks is still under 2%.
Blair now acknowledges that number
was probably off. ‘It was a high num-
ber,”’ said one executive. ‘It really

is not as big as we suspected.’”

New wrinkle

Rep firms won’t be only ones watch-
ing to see if NBC closes down its spot
sales division. NBC Spot Sales is one
of four rep firms backing Donovan Data
Systems Inc.’s (DDS) attempt to roll
out its Advertising Document Delivery
System (ADDS). Blair, Katz and

MMT Sales Inc. are other firms backing
electronic communications system
designed to automate ad agency’s avails
request; create electronic contract/
order; link automatically to reps station
clearance system and automate
schedule changes. Other firms have
been opposed to service, and it re-
mains to be seen what will happen to
ADDS if nonsupportive rep firm

picks up stations. ADDS spokesman
said they are watching to see what
happens, although they are not soliciting
any other rep firms. DDS hopes to

have ADDS up and running in three to
four weeks.

Acclaimed filmmakers Ken and Ric
Burns, looking to follow up on their suc-
cessful PBS series The Civil War, are
busy researching the Wild West for up-
coming public TV epic. But instead

of collaborating on project, brothers are
vying for attention of public TV with
separate projects. Ken, who served as
producer, director, co-writer and co-
cinematographer on The Civil War, is
working with New York-based Insig-
nia Films and possibly Time-Life Video
to develop project, titled The West.

Ric, who was co-producer and co-writer
on The Civil War, is looking to pro-
duce nine-hour series, The Way West,
through Harpers Magazine and New
York-based Compass Films, producer of
weekly PBS series, Bookmark. Old
West of 1800’s has become attractive
topic, with Turner Broadcasting, Fox
Broadcasting and new ad hoc indepen-

dent TV network all said to be look-
ing at projects of their own.

One, two punch

NBC Olympics Triplecast officials

are toying with idea of tying PPV Olym-
pics promotion to Nov. 8 PPV heavy-
weight title fight between Evander Holy-
field and Mike Tyson. NBC is

planning to give away $40 Olympics
warmup suit to those subscribers who
take full Gold PPV package for Christ-
mas. NBC is thinking about provid-

ing those early PPV Olympics subscrib-
ers choice—either warmup suit or
payment for Nov. 8 title bout, which is
roughly same price. Bout is expected

to be highest grossing PPV event in his-
tory, upwards of $100 million. And
NBC is already scheduled to begin PPV
Olympics promotion with Breeder’s
Cup on Nov. 2, which would give it six
days to cross-promote both events.

Word on wire

TVN, backyard dish service part
owned by Paramount and MCA that
launched in May, will soon evaluate
whether it will expand into other distri-
bution systems, namely cable. ‘‘De-
pending on what we see for the first pe-
riod of the rollout, we’ll assess the
viability of moving to a wider market in
about 100 to 120 days [from

launch},’’ which puts that evaluation
sometime in September, according to
Kay Koplovitz, president of Par-
mountyMCA-owned USA Network

and member of TVN board. Stuart Lev-
in, TVN head, downplayed any move
into cable, saying ‘‘Our efforts will be
concentrated on the backyard dish
market.”’

DENVER

No change

Tele-Communications Inc. said MEJ
decision by Judge Harold Greene
doesn’t change strategic planning of
company vis-a-vis telcos. TCl is plan-
ning joint test of video on demand
with AT&T and US West, and has held
moderate position on telco cable en-
try beyond service area. ‘‘Qur planning
hasn’t changed, and is not likely to
change dramatically,” spokesman said.
In big picture, TCI said *‘we think
that the job of building the technological
infrastructure for the 21st century is
enormously challenging and will require
cooperative efforts of those in a num-
ber of industries.”” How technology
evolves will dictate what role each

industry will play, TCI believes. TCL
has partnered with telcos abroad, but

in U.S. of late, its system purchases and
balance sheet maneuverings refiect
desire to do deals alone, without part-
ners, making it unclear whether TCI
would undertake joint venture with tel-
cos domestically.

MINNEAPOLIS

Not interested

As CBS looks for possible buyer for
Midwest Sports Channel, which it
picked up in its purchase of Midwest
Communication Inc.’s radio and TV sta-
tion, don’t look for NBC/Cablevi-
sion-owned SportsChannel to be likely
contender. “‘It’s not a hot property,

or a great market,”’ said NBC Cable
President Tom Rogers, who said SC
had taken ““‘cursory look’’ at regional
sports service, but “*for now’’ has de-
cided to pass. Tele-Communications
Inc., which is already in market with
Prime Network-Upper Midwest, is like-
ly to be main potential buyer of Mid-
west SC, which reaches 500,000 cable
subscribers.

GREAT BRITAIN
Eye on Parliament

A consortium of British cable inter-

ests, with United Artists Programming
as managing partner, is planning fall
launch for The Public Affairs Channel,
modeled after C-SPAN cable net-

work. Group hopes to debut channel
with state opening of Parliament in
November, then offer regular live cover-
age of House of Commons, taped
segments of House of Lords, and up to
three committee hearings per week.
C-SPAN, which has offered House of
Commons programing to American
audiences since November 1989, has ad-
vised both British cable and Parlia-

ment on their initiatives, based on its
American experience with televised
government sessions.

ATLANTA
No show

TBS Sports coverage of Southeastern
Conference college football this fall will
be without SEC studio show for first
time in eight years of games on cable
network. TBS will instead have vari-
ous pre-game and half-time hosts on lo-
cation in move expected to save

about $20,000 per week, or total
$250,000 over 12 telecasts.

10 Closed Cirowit




THREE GREAT WAYS

The fem and only

T0 BUY TIME!

1-800-KBS-RADIO)
e iritgan 28 et

Subscribe now to these three essential and timesaving resources from SRDS —
for instant access to comprehensive, accurate, up-to-date broadcast media and market data.

Spot Radio Rates and Data from SRDS is
an invaluable resource for planning, bud-
geting and buying successful radio ad
campaigns. Published monthly, it features
profiles of over 5,000 AM and FM radio
stations, arranged geographically by
MSA and non-MSA and alphabetically by
cal! letters. It also contains Birch Ratings
for the 18-34, 25-54 and 35-64 demog-
raphic segments and an Agri-Radio sec-
tion, covering Agri-Reps, Agri-Networks
and individua! station listings. Use it to
get your message on the air and targeted

fothe right audience. Only $377
With this SRDS network of broadcast
rmedia resources on your markeling team,
you’ll have all the information you need
to by TV and radio time with confidenca.
Evaluate broadeast
= ':E- advertising opportu-
nites; idantify and
7 compare markets;
make media dec-
gions that are on-
target, cost-alfective
and always in lune
with the times!

FOR FASTER SERVICE. CALL: 1-800-323-4586

I Wirpis, CALL: 1-T08-256-8333
X 1-TOE-041-2252

Spot Television Rates and Data from
SRDS is the industry standard for com-
prehensive, current, efficient TV media/
market data. Published monthly, each
updated issue offers in-depth listings of
over 1,100 TV stations, cable systems,
national /regional networks, and TV
groups, arranged alphabetically by state,
city and call letters. Also included is an
Agri-Television section, covering Agri-
Reps, Agri-Networks and individual sta-
tion listings. Use it to buy on-target tele-
vision time and channel your resources
more cost-effectively. Only $357

Spot Radio Rates and Data/Small Mar-
kets Edition completes the SRDS net-
work of broadcast media resources. It
contains comprehensive media and mar-
ket data on 4,000 radio stations in mar-
kets with populations of 25,000 or less.
Published semi-annually, it lists call let-
ters by city of license, network or group
affiliation, as well as rate information and
key audience demographics. Use it to
plan and buy more cost-effective, tar-
geted radio ad campaigns aimed at spe-
cific U.S. communities. Only $127

e

TO: Circulation Department

STANDARD RATE & DATA SERVICE
3004 Glenview Road, Wilmette, IL 60091-3092

annual subscription(s) 1o Spot Radio Rates and Data

1 YES, enter my order for ________
for only $377 each (12 issues).

YES, enter my order for _
Data for only $357 each (12 issues).

YES, enter my order for

sros

annual subscription(s) to Spot Television Rates and

annual subscription(s) to Spot Radio Rates and Data/

Small Markets Edition for only $127 each (2 issues).

Send me more information.
Check enclosed.

Bill my company.

media planning and buying decisions. (Orders cannot be processad without a sigrature and company name.)

FvBC

PLEASE SIGN (Signature required on ail orders)
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TITLE

COMPANY

ADDRESS

cry
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PHONE( )
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1
|
|
|
1
|
1
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MOND:

MENO

of newsprint and many sound bites

were devoted to the commercializa-
tion of European television. This intense
media attention continues to be justified
for three reasons: the financial, political
and cultural impact of television. How-
ever, one overlooked effect of commer-
cialized European television is its impact
on another, albeit less sexy, medium—

European radio.

In both television and radio we are
witnessing tremendous growth in the
number of new stations being launched
or privatized. There are two key factors
driving this growth. First, in many coun-
tries there was substantial excess fre-
quency capacity because broadcasting
was limited historically to a handful of
government-owned stations. Today local
and state governments are awarding an
increasing number of commercial radio
licenses. Second, advertising unti! re-
cently was very restrictive in key mar-
kets, which created pent-up demand on
the part of advertisers. Today there is a
general trend toward more liberalized
advertising.

Given this healthy economic scenario,
it is not surprising that both media are
experiencing substantial growth in ad-
vertising spending. What is surprising,
however, is that while total ad spending
is growing, radio’s market share relative
to TV’s share is rapidly declining. This
is clearly evidemt in countries with a
longer history of deregulated TV such as
France, Italy and, to a lesser degree, the
UK. Based on a major European strate-
gy project recently concluded by my
firm, we expect to see the radio/TV ad
spending ratio continue to drop, espe-
cially in countries that deregulated tele-
vision more recently.

Regulatory issues will continue to be
a major force driving change in Europe-
an radio. To date, radio regulation has
not been as focused as TV regulation
because the European Community seat
in Brussels has yet to adopt radio broad-
casting directives. Without this central
focus, each country continues to pursue
its own version of regulation, and this
varies from restrictive (Germany) to
moderate (UK) to laissez-faire (italy). It
is unlikely that these uncoordinated ef-
forts at regulation will continue, particu-
larly as satellite radio will stimulate the

l n the last two years, large quantities

A European radio business commentary from Larry Green, international media consultant, New York

growth of cross-border networks that
threaten entrenched national networks.
We believe the EC will, in the next two
to five years, focus on radio regulation.

The increasing commercialization of
European television raises many key
strategic issues for European radio
broadcasters, for example:.(1) How will
radio attract and retain advertisers when
deregulated TV s

for 40% of the country’s music sales.

Another niche being carved out and
emulating similar stations in the U.S. is
all-news radio. Three years ago Radio
France created France Info, a 24-hour
news radio station. With two million lis-
teners, Radio France has the fifth largest
audience and is growing faster than any
other station in the country. To the best of
our knowledge, all sports and talk radio
don’t exist yet but are probably around the
corner in select European markets.

As European radio becomes more spe-
cialized and attracts more advertisers, we
believe that station ownership will be-
come more complex. As with television,
you will see international consortiums de-
velop that include a mix of American,
European, Japanese and perhaps even Lat-
in American investors. This trend is al-
ready under way in several countries.

Why the attraction to European radio
if radio’s share of ad spending is declin-
ing? By U.S. standards, Europe is se-
verely ‘‘under-ra-

striving to do the

same and has the “We expect to see the there is one com-
advantage of nation- : 9 mercial station per
al reach? (2) How radzo/TVadsp endlng 27,000 people. In

will radio stations W ratio continue to drop.’’ | the European Com-

distinguish them-

dioed.”’ In the U.S.

munity there is one

selves in an increas-
ingly crowded marketplace?

A radical change in programing phi-
losophy is the key to European radio’s
growth. In many countries the majority
of radio stations program today as they
did 50 years ago: a few hours of public
affairs, followed by music, some news
and a cultural chat show. In the past,
government-owned stations had a mo-
nopoly in the marketplace, and political
realities and a dose of elitism mandated
this hodgepodge of programing. Today
these same stations are facing more
commercially oriented competitors, who
are beginning to select niches as a means
to attract advertisers and listeners.

To assist in this effort, we are seeing
more American programing consultants
offering their expertise and production
companies selling their formats to Euro-
pean stations.

One form of European music radio
likely to develop is rock 'n’ roll played
by domestic talent. In France, domestic
music has a 20% share of FM station
playlists, yet these same artists account

station per 46,000
people. In Eastern Europe there is one
station per 40,000,000! For U.S. inves-
tors this is particularly appealing, as the
American market has few good stations
in major markets still available at rea-
sonable prices. Furthermore, the pros-
pect of growing European ad spending
translates into accelerated payback peri-
ods for the investor.

However, foreign investors must tem-
per their enthusiasm with the reality of
minority ownership limitations in most
markets.

Two years ago we forecast that savvy
television programers and broadcasters
would look beyond Europe and assess
investment opportunities in Asia and
Latin America. Today, AsiaSat and Pan-
AmSat are beaming channels such as
CNN, ESPN and MTV into these re-
gions. Similarly, we believe that a few
visionary media companies are now fo-
cusing on European radio but that in a
few short years their attention and
checkbooks will turn to radio opportuni-
ties in Asia and Latin America.
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THIS WEEK

Aug. 6—"The Road to Results,” affiliate ad
sales workshop sponsored by MTV Networks.
Minneapolis. Information: Elizabeth Miropol,
(312) 565-2300.

Aug. 6-B—Cable Television Adminisiration and
Marketing Society Service management master
course. Denver. Information: (703) 549-4200.

® Aug. 7—"Defining the Future,” luncheon
panel sponsored by National Academy of Cable
Programing and Cable Televison Administration
and Marketing Sociery, Washington and Baltimore
chapter. Participants: John Hendricks, chair-
man and chief executive officer, Discovery
Communications, Inc.; Brian Lamb, chairman
and chief executive officer, C-SPAN; Baob
Johnson, president, Black Entertainment Tele-
vision and Bill Aber, vice president and gener-
al manager, Home Team Sports. The Washing-
ton Court Hotel, Washington. Information: Kelly
Walsh, (703) 358-2788.

Aug. 7—"The Road to Results,” affiliate ad
sales workshop sponsored by MTV Networks.
St. Lows. Information: Elizabeth Miropol, (312)
565-2300.

Aug. 7—National Academy of Arts and Sciences,
New York chapter, drop-in luncheon. Speaker:
Melvin B. Smith, vice president of programing,
Tribune Entertainment Company, on “"How to
Get Your Show on TV." Copacabana, New
York. Information: (212) 768-7050.

® Aug. 7—'Sociery of Broadcast Engineers,
chapter 15, ABC Radio network facility tour and
talk on SEDAT. New York. Information: David
Bialik, (212) 594-1380 or Chris Tobin, (516)
587-2186.

Aug. 7-9-—Jowqg Cable Television Association an-
nual convention. The Inn, Lake Ckoboji, lowa.
Information: Tom Graves, (515) 226-5522.

Aug. 8 "The Road to Results,” affiliate ad
sales workshop sponscred by MTV Networks.
Kansas City. Information: Elizabeth Miropal,
(312) 565-2300.

® Aug. 8-10—Michigan Association of Broadcast-

MAJOR MEETINGS

ers annual convention. Sylvan Resort, Gaylord,
Mich.

Aug. 9—Federal Communications Bar Associa-
tion, midwes! chapter, inaugural luncheon.
Speaker: FCC Chairman Alfred Sikes. Palmer
House Hotel, Chicago. Information: Ronald
Gavillet, (312) 407-0552.

Aug. 10-12—Georgia Association of Broadcast-
gs 57th annual convention. Callaway Gardens,
a.

ALSO IN AUGUST

Aug. 11-13—Arkansas Broadcasters Association
annual convention. Excelsior Hotel, Little Rock,
Ark.

Aug. 11-16~Narional Association of Broadcast-
ers development seminar for television execu-
tives. Northwestern University, Evanston, Il
For information: (202) 425-5368.

Aug. 13—"The Road to Results,” affiliate ad
sales workshop sponsored by MTV Networks.

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

Sept. 10-13—National Association of Black
Owned Broadcasters fall convention. Washing-
ton. Information: (202) 463-8970.

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

Sepl. 24-28—National Black Media Coalition
annual conference. Hyatt Regency, Bethesda.
Md.

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

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

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

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

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

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

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

Convention Center, Anaheim, Calif.

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

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

Jan. 10-16, 1992—Nationa! Association of
Broadcasters winter board meeting and legisla-
tive forum. La Quinta, Calif.

Jan. 20-24, 1992—2%th NATPE [nternational
convention, New Orleans Convention Center,
New Orleans.

Jan. 25-29, 1992 49th. annua! National Reli-
gious Broadcasters Convention. Washington. In-
formation: (201) 428-5400.

Jan. 30-Feb, 2, 1992 Radic Advertising Bu-
requ Managing Sales Conference. Nashville.

Feb. 7-8, 1992—26th annual Society of Motion
Picture and Television Engineers lelevision
conference. Westin St. Frarcis Hotel, San Fran-
cisco.

B Fab. 12.14, 1992-—Satellite Broadcasting and
Communications Associgtion winter confer-
ence. Reno, Nev.

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

March 2-4, 1992—Television Bureaw of Adver-
tising 37th annual meeling. Las Vegas Hillon,
Las Vegas. Information: {212) 486-1111.

March 4-7, 1992—23rd Country Radio Seminar,
sponsored by Country Radio Broadcasters.
Opryland Hotel, Nashville.

Aprit 5-7, 1992—Cabletelevision Advertising
Burean 11th annual conference. Marriott Mar-

quis, New York.

April 8-11, 1992— Americar Association of Ad-
vertising Agencies annual convention. Ritz-Carl-
ton, Naples, Fla.

April 13-16, 1992—Nationai Association of
Broadcasters 70th annual convention, Las Ve-
gas Convention Center, Las Vegas. Future con-
vention: Las Vegas, April 19-22, 1993.

Aprit 19-24, 1992 —_MIP-TV, internationa! tele-
vision program marketplace. Palais des Festi-
vals, Cannes, franCe. Information: (212) 689-
4220.

April 22-24, 1992—Broadcast Cable Financial
Management Association 32nd annual conven-
tion. New York Hilton, New York. Future conven-
tion: April 28-30, 1993, Buena Vista Palace,
Lake Buena Vista, Fla., and 1994, Town and
Country Hotel, San Diego, Calif.

May 3-6, 1992—National Cable Televigion As-

soctation annual convention. Dallas. Future con-
vention: June 6-9, 1993, San Francisco.

May 27-30, 1992—American Women in Radio
and Television 415t annual convention. Phoenix.

June 10-13, 1992—NAB/Montreux Interna-
tional Radio Symposium end Exhibition. Mon-
treux, Switzerland.

June 14-17, 1992—Broadcast Promotion and
Marketing Executives & Broadcast Designers
Association annual conference and expo. Seat-
tle, Wash. Information: (213) 465-3777. Future
convention: June 13-16, 1993, Orlando, Fla.

June 23-26, 1992 National Association of
Broadcasters board of directors meeting. Wash-
ington.

July 2-7, 1992 International Broadcasting
Convention. RAl Center, Amsterdam. Informa-
tion: London—44 (71) 240-1871.
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Westport, Conn. Information: Spencer Grimes,
(212) 258-8434

Aug. 13—Chapter Idea Exchange Luncheons
sponsored by Women In Cable, Michigan and
Northwest Ohio chapters. Detroit, Grand Rapids
and East Lansing. Mich. Information: Victoria
Milner, (616) 247-0575

Aug. 14—"The Road to Results,” affiliate ad
sales workshop sponsored by MTV Networks.
Hackensack, N.J. Information: Spencer
Grimes, (212) 258-8434

Aug. 14— Narional Acudemy of Television Aris
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: Nelson Price, president and
CEQ., vision Interfaith Satellite Network, on “A
Different Kind of Television for a New Kind of
Audience.” Copacabana, New York. Informa-
tion: (212) 768-7050

Aug. 15—"The Road to Results,” affiliate ad
sales workshop sponsored by MTV Networks.
Philadelphia. Information: Spencer Grimes,
(212) 258-8434.

Aug. 15—Wosnten in Cable, Greater Philudeiphia
chapter, seminar "Toial Qualily.” Stouffer's, Val-
ley Forge, Pa. Information: Miriam Shigon,
{215) 828-8316.

Aug. 15—New York Women [ Cable annual pro-
graming picnic. HBO Media Center, New York
Information: Martha Martin, (212) 484-9988

Aug. 15—Deadline for applications for focus
news workshop for rural radio reporters and
producers sponsored by the Alaska Public Ra-
dio Nenwork and the Corporation for Public
Broadcasting. Anchorage, Alaska. information:
Karen Cox, (807} 277-2776.

Aug. 15-17—Colorado Broadcasters Association
42nd annual convention. Breckenridge, Bea-
ver Run, Colo.

Aug. 17—The Museun: of Broadcast Conmunica-
tions and Seap Opera Digest present "An After-
noon with the Bells,” featuring William J. Bell,
Lee Phillip Bell and Lauraiee Bell talking about
the Bell-Phillip serials, The Young and the
Restiess and The Bold and the Beautiful. Chi-
cago. Information: {312) 887-1500.

Aug. 20—"The Road to Results,” affiliate ad
sales workshop sponsored by MTV Networks.
Rochester, N.Y. Information: Spencer Grimes
{212) 258-8434

® Aug. 20—Tax seminar for television and ra-
dio preduction professionals sponsored by
American Association of Advertising Agencies. In-
formation: Amie Freeman, (212) 682-2500

® Aug. 21--American Women in Radio and Tele-
vision, Houston chapter luncheon. Holiday Inn
Crown Plaza. Houston. Information: Jane Pow-
ell or Stacy Barrett (713) 621-2680.

Aug. 21—"The Road to Results,” affiliate ad
sales workshop sponsored by MTV Networks.
Pittsburgh. Intormation: Spencer Grimes, {212)
258-8434.

Aug. 21—The National Academy of Television
Arts and Sciences, New York chapter. drop-in lun-
cheon. Speaker: David Post, founder and vice
chairman, Channel America Television Net-
work, on “New Opportunities in Broadcast Te-
levision...It's Not Just Cable.” Copacabana,
New York. Information: {212) 768-5050.

Aug. 22-25—West Virginia Broadcasiers Associa-
rion 46h annual tall meeting. Greenbrier, White
Sulphur Springs, W. Va. Information: (304)
344-3798.

B Aug. 24 —Academy of Television Arts and Sci-
ences 43rd Annual Primetime Emmy Awards
creative awards banguel. Pasadena Exhibition
Hall. Pasadena, Calif. Information: Murray

Weissman, {818) 763-2975

B Aug. 25 Academy of Television Arts and Sci-
ences 43rd Annual Primetime Emmy Awards
telecast on Fox Television. Pasadena Civic Au-
ditorium. Pasadena, Calif. Information: Murray
Weissman, (818) 763-2975

Aug. 258-27-Nebraska Broadcasters Association
annual convention. Cornhusker Hotel, Lincoln,
Neb. information: Richard Palmquist, (402)
333-3034.

Aug. 25-27—Eastern Cable Show, sponsored
by Southern Cable Television Asseciation. Atlan-
ta. Information: (404) 252-2454.

Aug. 25-30 - “Leadership in Photojournalism,
seminar for broadcast journalists sponsored
by Poynter instirute. Poynter Institule, St. Pe-
tersburg, Fla. Information: (813) 821-9494

m Aug. 27—"The Road 1o Results,” aftiliate ad
sales workshop sponsored by MTV Networks.
San Francisco. Information: Elizabeth Miropol,
(312) 565-2300.

Aug. 27—The Community Service and Public
Service Announcement Emmy Awards spon-
sored by The National Acadenty of Teievision Aris
and Sciences. Marriott Marquis, New Yark. Infor-
mation: Trudy Wilson, {212) 586-8424

Aug. 27-29—13th annual Satellite Communi-
cations Users Conference. San Jose Conven-
tion Center, San Jose, Calif. Information: (303)
220-0600.

® Aug. 28— "The Road to Results," affiliate ad
sales workshop sponsored by MTV Networks
San Diego. Information: Elizabeth Miropol,
{312) 565-2300.

Aug. 28-—-The Nartional Academv of Television
Arts and Sciences, New York chapter, drop-in lun-
cheon. Speakers: Stuart Kriesman and Chris
Cluess, executive producers, Night Court, on
"How Do You Freshen a Long Running Show
Without Alienating Its Fans.” Copacabana,
New York. Information: (212) 768-7050.

® Aug. 29—"The Road to Results,” affiliate ad
sales workshop sponsored oy M7V Networks
Los Angeles. Information: Elizabeth Miropol,
(312) 565-2300

SEPTEMBER

Sept. 6-10-Beijing International Radio & TV
Broadcasting Equipment Exhibition ‘91, orga-
nized by China Cenrral Television and Chinese
Institute of Electronics. China World Trade Cen-
ter, Beijing. Information {in Hong Kong): 575-
6333.

Sept. 7—Eighth annual BroabcasTinG-Taishoff
seminar for mid-career radio and television
professionals, sponsored by Sociery of Profes-
sional Journaiists. Theme: “Broadcasting Ethics
and Exceilence in the Year 2000—What Is Our
Image?" Poynter Institute, Tampa, Fla. Infor-
mation: Tom Powell, (317) 653-3333

Sept. 8-13—"Media Crilicism,” seminar for
broadcast and print media critics, ombuds-
men, news directors and producers. spon-
sored by Poynier Institute. Poynter Institute, St.
Petersburg, Fla. Information: {813) 821-9494

m Sept. 9-12-"Network 90's: Unleashing To-
morrow's Technology Today.” conference and
exhibition sponsored by United States Telephone
Association. Pacific Bell and Telecommunications
Industry  Association. Civic Auditorium  and
Brooks Hall, San Francisco.

m Sept. 10-11—The Washingron Journalism Cen-
ter conference. Theme: “Reforming the Na-
lion's Schools: Rhetoric, Reality and Re-
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sources.” The Watergate Hotel, Washington.
Information: (202) 337-3603.

Sept. 10-13—National Association of Black
Owned Broadcasters iall broadcast manage-
ment conference. Washington. Information:
(202) 463-8970.

Sept. 10-14-—FEighth annual on-site program
screening sponsored by Central Educarion Net-
work. Red Lion Hotel, Salt Lake City. Informa-
tion: Dinah Huff, (708) 390-8700.

m Sept. 11—The National Academy of Television
Arts and Sciences News and Documentary
Emmy Awards. Waldori-Astoria, New York. In-
formation: Trudy Wilson, (212) 586-8424.

Sept. 11-13—Association of National Advertisers,
Inc. corporale communications conference.
Ritz-Cariton Buckhead. Atlanta, Ga. Informa-
tion: (212) 697-5950.

Sept. 11-14—Radio '91, sponsored by Nation-
al Association of Broadcasters. Programing key-
note: recording executive Quincy Jones. Mos-
cone Convention Center, San Francisco.
Information: (202) 429-5420.

Sept. 12—The Washington Journalism Center
and The Freedom Forum conference. Theme:
“Higher Education in America: Diversity at
What Cost, What Benefit?" Arlington, Va. Infor-
mation: (202) 337-3603.

Sept. 12—"Road to Results,” affitiate ad sales
workshop sponsored by MTV Network. Chica-
go. Information: Elizabeth Miropol, (312) 565-
2300.

Sept. 12—Ribbon-cutting ceremony  for
scheduled opening of new building for The
Museum of Television and Radio (formerly known
as Museurn of Broadcasting). 25 West 52nd

Street, New York. Information: (212) 752-4690.

Sept. 12—Second entry deadline (for com-
mercials produced during summer of 1991) for
34th annual New York Festivals, annual
awards competition for television-cinema ad-
vertising and public service announcements.
Information: (914) 238-4481.

Sept. 12-13--C-SPAN invitationai seminar. C-
SPAN, Washington. !nformation: (202) 626-
4853.

Sept. 12-15—Focus news workshop for rural
radio reporters and producers sponsored by
Alaska Public Radio Network and the Cerporation
Jor Public Broadcasting. Anchorage, Alaska. In-
formation: Karen Cox, (907) 277-2776.

u Sept. 13—"What in the World |s Going On?"
seminars on the expanding international televi-
sion landscape and the burgeoning giobal
marketplace. Sponsored by Center for Commnu-
nication as part of "The Best of Banff” interna-
tional tefevision festival. Participants include:
Burt Staniar, chairman and CEQ., Westing-
house Broadcasting, Inc; John Eger. presi-
dent. Worldwide Media; Takashi Hoga, presi-
dent Fujisankei Communications International,
U.S.; Fred Cohen, president, King World Inter-
national, Maria Komodikis, vice president,
ABC Video Enterprises International and Wil-
liam Miller, president, Hearst Entertainment,
General Electric Auditorium, New York. Infor-
mation: (212) 836-3050.

8 Sept. 13—Monrana Broadcusters Association
radio and TV sales clinics. Colonial Inn, Hele-
na, Mont.

Sept. 13 "Television 1992, Forecasting the
Year Ahead,” forecasting seminar sponsored
by Television Bureau of Advertising. New York.

Information: (212) 486-1111.

Sept. 13—"Media Globalization: From Prophe-
cy to Fact of Life,” conference sponsored by
Penn State School of Communicarions. Keynote
speaker: Janice Obuchowski, U.S. Assistant
Secretary of Commerce for Communications
and Information. Participants include David
Leach, House Emergy and Commerce Staff;
Terry Haines, FCC Chief of Staff, and former
FCC Chairman Richard Wiley of Wiley, Rein
and Fielding. National Press Ciub. Washing-
to4n. Information: Or. Richard Taylor, (814) 863-
1482.

u Sept. 13-15—Narional Academy of Television
Arts & Sciences presidents meeling. Sheraton
Seattle. Contact: Trudy Wilson, (212) 586-8424.

m Sept. 14-15—"The Best of Banif," interna-
tional television festival screenings. Two days
of screenings of Banff International Rockie
award winners of the past decade. Sponsored
by Center for Communication. Macklowe Confer-
ence Center, New York. Information: (212)
836-3050.

Sept. 14-16—Showbiz Expo East, production
industry exhibition for feature film, broadcast
television, cable, advertising and corporate
video. Meadowlands Convention Center, Se-
caucus, N.J. Information: (213) 668-1811.

u Sept. 15-17—National Public Radio and Na-
tional Federation of Community Broadcasters
workshop on audience building strategies for
public radio. Albuguerque, N.M. Information:
Cathy Raines, (202) 822-2735.

Sept. 16-18—Kentucky Cable Television Associa-
tion annual fall convention. Campbell House
Inn, Lexington, Ky. Information: Randa Wright,
(502) 864-5352.

STEROIDS ¥ - ~
KILL!

“TAKING STEROIDS IS LIKE
BLOWING UP A BALLOON"..
This exciting, new public
service campaign speaks

strongly to athletes, urging
them to say “no” to all drugs

including steroids.

Parents, teachers, coaches and the athletes themselves
must become more aware of this new health threat. In
the past year alone, the illegal use of steroids has
increased by an estimated 20 percent.

This is a campaign you can really get behind with sup-
port from your community, public schools and health au-
thorities. Build good public relations for your students
while attacking the gravest problem to ever hit the field —
of sports and the highly motivated youths who participate.

FREE 60-SECOND AND 30-SECOND
SPOTS FOR TV AND RADIO

Station

Public Service Director.

Chiropractic A tation 91-2
1701 Clarendon Boulevard
Arlington, virginia 22209

Please send me copies of “Taking Sterolds Is Like Blowing Up A
Balloon” public service spots for:

O Television (One 60 sec. & one 30 sec, on 34" videocassetts)
O Radia (Four 60 sec. & four 30 sec. taped spots)

| understand the spots will be sent without cost or obligation.

Stroot Address

Slate 2ip

01 Please Send Me Additional Health Campaigns That Are Available
e
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OPEN MIKE

NEGATIVE ON
NEGATIVE OPTION

EpitoR: The recent ‘‘negative option”
marketing strategy of Tele-Communica-
tions Inc. of Denver, parent company of
TCI Cable of Florida, and Storer Com-
munications is representative of the ca-
ble television industry’s continued ef-
forts to be above business ethics or
common morality with respect to its as-
sociation with its captive subscribers.
TCI’s addition of premium channel En-
core to ali subscribers and requiring its
subscribers to cancel the service or pay
for it is no different than a mail-order
company sending merchandise to your
home and expecting you to either return
it or pay for it.

To further infuriate subscribers, a TCI

FOR SUB LEASE

21,000 sq. ft.

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

Contact Greg Long,
Univision,
816-274-4240.

attorney was recently quoted as saying
we should be grateful that TCI at least
offers us the option instead of just add-
ing the monthly charge to our basic ca-
ble bill and making us take the Encore
channel. I'm quite certain that when it
comes to being grateful, former TCI Se-
nior Vice President John Sie is pleased
with the deceptive negative option ap-
proach, as he is now chairman of En-
core. Is it only coincidence that a former
TCI executive heads Encore and that
only TCI is ramming it down our
throats?

The FCC continues to debate tighter
reins on what has become a runaway,
renegade broadcasting arm. In the mean-
time, cable subscribers are held hostage
by an industry that has thus far demon-
strated its contempt for its customers and
critics.

Local authorities need to tighten up.
They issue franchise rights in their area
and should be held accountable when the
cable industry refuses to police itself. A
cable franchise is not a right but a privi-
lege given a carrier by the community it
serves. Pull the plug on TCI and allow a
reputable carrier to service your commu-
nity.—J. Mark Wehner, South Daytona,
Fla.

MMDS AGENDA

Epitor: The polemic by attorney Brent
Weingardt against the FCC’s new
MMDS application processing rules
published in your July 1 issue contains a
serious mischaracterization of the FCC’s
Oct. 31, 1990, Report and Order in
Docket No. 90-54 that must be corrected
for your readers to gain an accurate un-
derstanding of the issue.

Mr. Weingardt (who never even peti-
tioned the commission to reconsider the
decision he attacks, much less reveal on
whose behalf he is acting) proclaims the
effect of the FCC’s decision as ‘‘keeping
the opportunity to file for these lotteries
a secret from the American people.”
That’s nice rhetoric, but simply untrue.

What Mr. Weingardt seems not to un-
derstand is that the commission has been
accepting MMDS applications for years.
Unlike the case with respect to the recent
opening of the 220-222 MHz band for
specialized mobile radio, the Oct. 31

Report and Order did not result in any
new MMDS filing opportunities arising
less than 30 days after publication of the
new rules in the Federal Register. All
the commission did in this Oct, 31 Re-
port and Order was to reduce the cut-off
period for MMDS applications from 60
days after public notice to the day of
filing. In so doing, the commission was
reacting to unfortunate situations where
certain *‘application mills”’ monitored
the public notices and, when a legitimate
wireless cable operator identified a via-
ble market by filing an application, filed
numerous competing applications within
the 60-day cut-off window to extort set-
tlement payments.

Since the commission did not open up
any new filing opportunities on less than
30 days’ notice, Mr. Weingardt’s argu-
ment falls of its own weight. It is well
settled by the courts that the FCC’s cut-
off periods are purely procedural in
nature. And it is equally well settled that
Section 553(d) of the Administrative
Procedure Act—on which Mr. Wein-
gardt bases his entire argument—does
not require the FCC to delay implement-
ing procedural rules until 30 days after
publication in the Federal Register.
Thus, the new FCC's new MMDS pro-
cessing rules comport with the APA.—
Paul J. Sinderbrand, counsel to The
Wireless Cable Association, Washing-
ton.

THE FUTURE IS LPTV

EpiTOR: A world of *'150-200 com-
pressed channels™ is exciting and some-
what mind-boggling, and it is interesting
to read about the farsightedness of the
““basic cable programers’’ (BROADCAST-
ING, May 27).

It is absolutely essential, however,
that the operators who ‘‘won’t tolerate
many more services on basic’’ be re-
quired to carry locally programed LPTV
stations. These are the ones that will
provide the local, community oriented,
informational, educational and entertain-
ment services not now available to sub-
urban and small-town America.

Compression technology may be the
savior of the LPTV industry, because
expanded channel capacity will no long-
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¢r provide cable operators with the rea-
son to prevent LPTV stations from doing
business on a playing field. *‘Must car-
ry’” of locally programed LPTV stations
is all that is needed. Then, let the mar-
ketplace decide.—Joseph J. Sullivan
Jr., Joe Sullivan & Associates Inc.,
Southold, N.Y.

SAME PERSPECTIVE

EDITOR: While reading the June 10
BROADCASTING, | came across the
““Monday Memo’® on broadcast interns
by Allison Gilbert. One word to describe
it: invaluable.

1 am currently an intern on A Current
Affair, and have experienced some of
the same situations that Ms. Gilbert de-
scribes in her article. While 1 have been
lucky enough to have the opportunity to
work practically ‘*hand-in-hand™ with
some of the industry’s top professionals
here, there have been instances where |
was unsure of how to approach a partic-
ular problem.

After reading the article, I moved
around the station, showing it to various
people and getting their reactions. One
intern had already seen the article and

—_
Broadca

had ripped it out, hiding it in her purse
to save. Ms. Gilbert has obviously mas-
tered the “‘art of the intern”” through her
exensive experiences in the business. 1
only hope that after completing my in-
ternship at Fox Television in New York,
I will have the same perceptive eyes that
the author of this article has.

Three cheers to Ms. Gilbert for an
outstanding, informative piece.—Jer-
emy J. Spiegel, intern, A Current Affair,
New York.

STAFF EXPERIENCE

EDITOR: While I strongly favor regula-
tion of cable, particularly rate regula-
tion, serious consideration must be giv-
en to the capability of local franchising
authorities to regulate and set rates in the
public interest. No matter what the ef-
fective competition criteria are and no
matter how few or many cable systems
are regulated, meaningful regulation re-
quires an expert, experienced staff
whose recommendations can be ana-
lyzed and acted upon by knowledgeable
decisionmakers, Regulation without
such capability is meaningless.—Reu-
ben Lozner, Chevy Chase, Md.

A THOUSAND SPARKS OF FIGHT

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

Made possible by a grant from GE.
THE MCLAUGHLIN GROUP

Check your local listing for station and time.

We bring good things to life.
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LITTLEFIELD REVIEWS ‘ARCHAIC' NETWORK PRACTICES

NBC Entertainment chief says it is time to re-examine all network’s
policies; new film package holds seeds of possible third movie night

ince the end of last sea-

son, when NBC com-

pleted its sixth straight
prime time ratings win, most
press accounts and conversa-
tions in Hollywood have fo-
cused on the other networks.
Armed with an exclusive, pre-
cable Universal film package,
a plan to change the focus of
NBC’s sweeps strategy and an
across-the-board re-examina-
tion of many of what he calls
‘‘archaic network practices,”
NBC Entertainment President
Warren Littlefield spoke with
BROADCASTING about his plans
for turning the spotlight back
on NBC.

Despite past NBC successes,
much of the attention has been
on CBS, considered to be the
network with the most momen-
tum heading into next season.
Fox has been lauded for its ef-
forts in the summer, and ob-
servers are quick to note
ABC’s growing strength in the
comedy form. However,
Littlefield, one year after tak-
ing over the entertainment po-
sition and just two months out
from under the shadow of
Brandon Tartikoff, is planning
on a seventh season win.

Nearly a year and a half after CBS
acquired a 10-title pre-cable package
from Universal, with a reported price tag
of $50 million-$60 million, NBC is
completing a deal for a 16-title pre-cable
package. Titles include ‘‘Back to the
Future 11, ‘‘Kindergarten Cop,”’
‘‘Bird on a Wire,”” ‘‘Problem Child,””
“Dark Man,”” *“‘White Palace,”
“Coupe de Ville,”” ‘‘Opportunity
Knocks’’ and ““Tremors.”’ It is expected
that, as with the CBS package, NBC
will be able to run each an average of
two times. According to one source,
Universal was seeking a per-title price
similar to the one paid by CBS last year.
Most reports put that figure in the $4-

“Nothing should be sacred today. We should be asking ourselves:
‘What's unique about our service? What are the things we want to
keep and what are the things we need to change? ™
~—NBC Entertainment President Warren Littlefield

million to $6-million range. All of the
films will be available to NBC when the
season begins in September. The new
package also beefs up its library with 16
highly promotable titles and enables the
network to consider scheduling a third
movie night if one of their series nights
falters.

The unprecedented (for NBC) feature

FCC HIKES FINES

The commission last week raised
its penalties for broadcast and
cable viclations. The story and a
fine schedule begin on page 24.

film purchase is one example
of Littleficld’s mandate to
question ‘‘all the practices we
are involved in. Nothing
should be sacred today. We
should be asking ourselves:
‘What’s unique about our ser-
vice? What are the things we
want to keep, and what are the
things we need to change? *’

One of the first things ex-
pected to change is the pro-
graming of the sweeps periods.
Littlefield says it no longer
makes sense to load up on big-
ticket special programing dur-
ing the three main ratings
months, saying his network
will spread out its mini-series
and specials over the course of
the year. ‘“‘We're planning a
number of mini-series not
geared to sweeps,”’ he said,
noting that NBC will commit
to between six and seven mini-
series this season, with only
three or four being used during
sweeps months. ‘I think at
some point what everyone is
going to start looking at is:
‘What is this sweeps thing?’ Is
this an accurate representation
of what the networks do on a
week-to-week basis? Or are we
just going to say it’s a 52-week
year and forget sweeps. If you've
thought about everybody just spreading
those big items out throughout the rest of
the year, television would probably be
better off, and the audience would too.
It’s really questioning what is this some-
what archaic thing we’re all involved in.
Is it necessary?”’

Another area where Littlefield expects
change is the working relationship with
the studios and the creative community
and in improving what he calls the work
experience at NBC. ‘‘Absolutely,””
Lintlefield answers when asked if there is
too much interference at NBC in the
creative process. *‘A lot of what is going
on in the work and in our business envi-
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ronment is quality of life. You’ve got to
ask: “What’s the experience you're pro-
viding?” Are you essentially driving
people away? Is it easier to do a movie
for cable, or is it a terrific experience
doing a movie for NBC? I know what I
want it to be, so I've looked particularly
closely at that as we ended the season
and as we get ready to start again.”’ Is
making a movie at NBC a better experi-
ence than for a cable service? ‘“Not to-
day it isn’t, but tomorrow it will be,’” he
said, “‘and that’s real important to me
right now.”’

Change will not be restricted to
NBC'’s prime time schedule. Littlefield
has restructured the daytime hierarchy to
address what he calls “‘a [0-year prob-
lem at NBC.”” Acknowledging that he
hasn’t had the time to oversee all of the
network’s daytime activities, Littlefield
named John Miller to the newly created
post of executive vice president, adver-
tising and promotion children’s and day-
time programs, NBC Entertainment. In
addition, he and Miller are in the process
of hiring an executive whose sole re-
sponsibility will be to oversee the net-
work’s soap operas. Littlefield hinted
that a shakeup in the daytime soap line-
up is imminent.

‘“We need to be prepared with a new
soap. Our soaps have been trending
down, and our whole daytime schedule
has been trending down for quite some
time. We haven’t been prepared to intro-
duce a new show, and that's a mistake.
It keeps the people already on the air

the 1991-91 in first place and by seven-
tenths of a rating point. *‘I think we will
be number one next year, in homes, and
I think we can show a demographic im-
provement as well,’” he said.

As for his status in the job after the
10-year reign by Tartikoff, the 39-year-
old Littlefield said speculation about his
being given a time limit to prove he can

maintain NBC’s position is just that,
speculation. ‘“What I feel from them
[General Electric] is support; that’s what
I've been given, support. Now, am lina
performance-driven job? Of course I
am, but no one has said anything about a
time frame. Besides, 1 do a better job of
generating that pressure than anybody
else.” -5

NBC MOVES TO BOOST
DAYTIME PERFORMANCE

Personnel changes announced during critics’ tour

network’s daytime schedule perfor-

mance, John Miller, executive vice
president, marketing, NBC-TV, has
been named to the newly created posi-
tion of executive vice president, adver-
tising and promotion and daytime and
children’s programs, NBC Entertain-
ment. The announcement was made last
Monday during the NBC portion of the
Television Critics Association press tour
in Los Angeles. In addition, NBC an-
nounced it will roll out its fall schedule
over a four-week period beginning Fri-
day, Sept. 6, and concluding Thursday,

I n an overall effort to beef up the

Oct. 10 (see box below).

One of Miller’s first priorities will be
to hire an executive to oversee develop-
ment and production of NBC’s West
Coast soap operas.

Al Carosi, vice president, children’s
and family programs, hired last year,
will report to Miller. Preston Beckman,
vice president, audience research, will
move to Los Angeles to assume the posi-
tion of vice president, program planning
and scheduling, NBC Entertainment.
Beckman will report directly to Lee
Currlin, senior vice president, program
planning and scheduling, who remains

NBC'S SPREAD-OUT PREMIERES

ok sormething elst together v Litiefield Friday, Sop. 6 | Thwesduy, Sept. 19
: ’ 8-8:30................ Real Ltfe with Jane Porle .31 [ . The Cosly Show
said. 8:30-9...... o R B0 A Differva Warld
Next month, NBC turns back an hour 9830 .. Cleers
of its daytime schedule to its affiliates, MIY Sept. 9 2:30-10 Wings
and despite the difficulties that NBC 8-8:30 ......_..... The Fresh Prince of Bel Air 113_';3_?'1:' i Gy
faces in that daypari, Littlefield says 8:30-9 The Adveraures f Mark ans Briar*** ' Ll
there are no plans for additional time- Thursdey, Sept. 12 Friday, hl'l-”
period retums. 8:30-9 The Adventures of Mark g Hrion®** gjg(:}s?o....... IR T
At the end Of the 1989-90 broadcast 240 |0 SRR Flesh Blinag*
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the taking. This year, the predictions 6:30.9 “'"" = |
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‘We are launching an investigation X Bl i Mt 810 e I Fiy Aigy®
into their drinking water and trying to Nigir Cawrt oﬂ 10
ascertain where they came up with | 98010 ... Felnfieid M"V
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on the East Coast. Alan Cohen has been
named senior vice president, marketing,
NBC-TV, responsible for marketing all
of NBC’s entertainment, news and
sports programs to advertisers and affili-
ates.

Warren Littlefield, president, NBC
Entertainment, announced that the net-
work will present a two-hour tribute to
Michael Landon to start the season. Us-
ing clips from appearances on various
shows and out-takes from series, the
special will air a week before the
planned two-hour Us pilot airs on CBS.
Landon’s production company and his
son, Michael Landon Jr., will be in-
volved in the production. Littlefield also
announced he has given mid-season re-
placement status to three series: Norman
Lear’s new series Love Child, a half-
hour comedy starring John Forsythe;
Nightmare Cafe from Wes Craven and
MGM/UA Television, and Home Fires
from Bruce Paltrow and the Paltrow
Group. -5¢

| John Miller, Vince Manze and Alan Cohen, NBC heads of advertising/promotion
and marketing, told the press about NBC's promotion plans for the new fall schedule.

TALK SHOWS THE TALK OF SYNDITEL

paper columnists have viewed Syn-

ditel as the anticlimax of the Televi-
sion Critics Association’s three-week-
long press tour, but last Thursday’s clos-
ing session in Los Angeles benefited
from a stronger than anticipated turnout.
The TV critics apparently seized upon
the rare opportunity to personally grill
soon-to-be-launched talk show host
Maury Povich and news magazine host
Maureen O’Boyle on the growing use of
dramatic re-creations based on actual
news events.

It was clearly evident that the critics
took advantage of a scheduling change
in which Synditel officials moved the
syndication conference up a day after
PBS decided to shorten its portion of the
TCA tour by a day.

Kinder, gentier Povich

In recognizing that his image with view-
ers has been associated with “‘tabloid”
television, former Current Affair host
Povich joined co-executive producer
Kari Sagin in detatling how the format
for Paramount Domestic Television’s
fall 1991 talk show, The Maury Povich
Show, will give viewers a chance to see
him “‘in a different light.”’ Povich said
the hour talk show, which has been
cleared on 130 stations (88% of the
U.S.), will be split into separate half-
hour segments, each featuring opening
remote packages introducing the seg-

I n the past, hyperbole-weary news-

-
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; ment’s subject.

“I have always done best as a story-

[ teller,”” said Povich.

[ Sagin, who was a senior producer on
The Sally Jessy Raphael Show prior to

| being lured to Paramount, stressed that
the format will *‘differentiate’’ Povich

| from current syndicated talk show hosts

Phil Donahue, Oprah Winfrey, Geraldo

Rivera and Joan Rivers. ‘‘More often

than not, single-subject talk shows will

| lose the interest of viewers,”” Sagin stat-
ed.

[ When asked if the so-called hit list
some national advertisers had him on
when he hosted Twentieth Television's
A Current Affair has hurt ad sales for his

| new talk show, Povich replied that
100% of the national commercial inven-
tory has been sold.

{ ‘*“We’re not going to do dramatic re-

creations,’’ said Povich, in an oblique

reference to their use on A Current Af-
fair. *‘Frankly, I think that the use of re-
| creations has gotten out of hand recent-

ly.”

O'Boyle, A Current Affair's host fol-
lowing Povich’s exit from the show ear-
lier this season, replied that her program
will continue to use dramatizations. She

| said one of the re-enactments produced
this season, the rape charge against Wil-

| liam Kennedy Smith, was based on de-
positions that the alleged rape victim

' gave to West Palm Beach, Fla., police
after Smith’s arrest.

*“This was an opportunity to take [tes-
timony] that was quoted in Associated
Press and newspaper stories and best
piece together events as ...[the alleged
victim says they] unfolded,”” O’Boyle
said. ‘‘If the newspapers have printed it,
and it’s a matter of public record, why
should it preclude us from recounting
events from her testimony?”’
Investigative Geraldo
Al Primo, executive producer of Tribune
Entertainment’s Now It Can Be Told,
emphasized that host Geraldo Rivera’s
image as a tabloid talk show host doesn’t
diminish the fact that Rivera came from
an investigative reporting background,
where both had originally teamed up on
WABC-TV New York's Eyewitness News
in the 1970’s. Primo has also surrounded
Rivera with six investigative correspon-
dents, including his brother, Craig Rive-
ra, who served previously as a corre-
spondent with King World’s Jnside
Edition.

While acknowledging some concern
over advertiser hit lists, Primo said that
more than 50% of Now It Can Be Told's
advertising inventory has been sold on
the upfront market. In terms of clear-
ances, which are said to be scattered
evenly between early fringe and late
fringe news adjacencies, Primo stressed
that out of the show’s 109 markets sold,
98 of those clearances are with network
affiliates. -
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POST-GREENE: HANDICAPPING TELCO CABLE ENTRY

Whether the Baby Bells become cable operators, joint venturers or RORPArticipants is
still anyone’s guess, financing does not appear to be a problem

ill the seven regional Bell op-

erating companies (RBOC’s)

become giant MSO’s now that
Judge Harold Greene has given them the
go-zhead to enter the ‘‘information ser-
vices'’ arena? Observers werc split on
what the decision, which is stayed pend-
ing an appeals court review, will mean,
and the RBOC’s themselves are still
studying the question and resolving dis-
agreements within their own organiza-
tions.

Joseph Daleiden, director of corporaie
planning for Chicago-based RBOC
Ameritech, said **We are not clear on
the benefits of making such a move.
There are many other areas and busi-
nesses open to us by last week’s decision
as well.”” Mixing the earnings-per-share
telephone business and the cash-flow
driven cable business would be a *‘chal-
lenge,”" said Tony Farry, a director of
business development at Bell Atlantic.
Russ Lindenlaub, director of corporate
planning, Southwestern Bell, said, **We
have looked and are keenly aware of
uncertainties in the cable industries.”

As they study, debate and perhaps
posture to ward off any political back-
lash from the Greene decision, no one
doubts that the RBOC's have the means
10 become major players in the cable
business, should they choose. Any of
the RBOC’s would be capable of financ-
ing system acquisitions.  County
NatWest analyst George Dellinger said:
**Each of them has deep pockets, dou-
ble-A ratings and annual cash flow on
the order of $4 billion-$6 billion. Nor do
they need HLT [highly leveraged trans-
action] financing.”’

Perhaps the major decision affecting
the future of an RBOC-—MSO is wheth-
er the telephone companies have suffi-
cient incentive to get involved in an es-
scntially new business. At least one
possible incentive might be to find
growth areas that would boost future
earnings. Marianne Bye, an RBOC se-
curities analyst for Shearson Lehman
Brothers, said that many of the RBOC’s
‘“...are reporting slight-to-down eam-
ings....Although 1992 should provide a
slight uptick, they necd to identify
growth areas.”’

Even at the reduced multiples for
which cable systems are currently
thought to scll, a telephone company
might suffer ‘‘earnings dilution” from
such an acquisition. Salomon Brother’s

Fred Seegal, who represented BellSouth
in its attempt to buy LIN Broadcasting,
said the RBOC’s have been **...histori-
cally sensitive to dilution, but a number
have now addressed that issuc with their
cellular acquisitions, and longer term, [
don’t think it will be a problem.’” Dis-
agreeing was Steve Rattner, a managing
director at Lazard Freres, who said that
cellular was more in line with the com-
panies’ existing business and one¢ that
they ‘‘added in pieces,”” a move they
would find difficult to make with cable.

If not to find future revenue and earn-
ings growth, many observers think the
RBOC’s might want to buy at least some
cable systems as a way to keep tabs on
developments in the industry. Ameri-
tech’s Daleiden said that the opportuni-
ties in owning experimental systems are
better overseas, in & country such as the
United Kingdom where rules now per-
mit cable systems to provide a mix of
cable and telephone services. In the
United States, he noted, cable systems
are prohibited from
providing such a mix.

ure of other RBOC’s to apply for the
waiver showed lack of interest in cable.
But, argued County NatWest’s Dellin-
ger, ““The other RHC’s [regional hold-
ing companies| were happy to let PacTel

| test the envelope of the law.”

The RBOC’s will continue to have
distinct personalities and different ap-
proaches, said Brian Deevy, president,
Daniels & Associates. In addition to
PacTel, Deevy also sees US West, Bell-
South and Southwestern Bell in the more
aggressive category, based on their in-
ternational dealings.

Availability is another factor that will
dictate the extent of cable acquisitions
by the RBOC'’s.

Daniels’s Deevy said there are few
cable systems on the market, but he add-
ed that many operators in the business
would sell if the timing and price were
right, even perhaps to their traditional
nemesis, the telephone companies.

In the mergers and acquisitions equa-
tion, pricing is another big issue, and

Perhaps the most
active RBOC abroad
has been US West,

/4 O\
After the Greene decision

which has substantial
minority interests in
both the UK and Swe-
den, and majority
ownership in Norway,
Hungary and Malta
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Are the Baby Bells
ready to gamble on TV?
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through subsidiary ATTLETE

United Cable Interna-
tional. Other active
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RBOC’s abroad are
Pacific Telesis and
Southwestern Bell,
both of whom have
cable interests in the
UK.

PacTel is also the
only RBOC to have

sought a waiver from

RS

Judge Greene from the

video information ser-

vice prohibition. It
asked for the waiver
so that it could exer-
cisc an option to pur-
chase a 75% interest
in Chicago-area cable
systems serving
100,000 subscribers.
Some commenting
last week said the fail-
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one that Smith Barney analyst Charles
Schelke thinks will make it ‘‘highly un-
likely”’ that the RBOC’s will buy into
cable, other than on a small scale: ‘I
think they will continue to go overseas
and get direct franchises, rather than pay
goodwill on existing systems here.”’

Many of those commenting point out
that few independent telephone compa-
nies, which were not bound by the video
information services restrictions, in-
volved themselves in cable. Communi-
cations Equity Associates, said Jay Du-
gan, senior vice president, had contacted
10-12 major independent telephone
companies as recently as six months
ago, and they weren’t interested. But,
said Robert Johnson, managing director
of Donaldson Lufkin & Jenrette, the
RBOC’s have considerably more ‘“‘stay-
ing power’’ than the independents and
could withstand the capital requirements
imposed by changing technology.

In fact, the means for RBOC partici-
pation in the cable industry need not
involve direct acquisition. Dugan sug-
gested that the Sky Entertainment deal in
New Zealand, a joint venture between
TCI, Time Warner, Ameritech and Bell
Atlantic, may provide a model for how
they will proceed in the U.S. Daleiden
suggested that the RBOC’s might be in-
terested in providing switching technol-
ogy to existing cable operators through
leasing or joint ventures. ~GF NS

RBOC’S AN AD THREAT? NOT NOW, BUT JUST WAIT

B roadcasters may not have to worry about the seven reginnal Ecll operating
companies (RBOC’s) cutting into their advertising revenue through eniry
into information services in the near future, but down the road it could he a
possibility. That’s the word from video industry observers, ad apency execu-
tives and even some of the RBOC’s.

“In reality,”” said Robert Smith, executive director, Vidcmtex Industry
Association, “‘video capability will not happen tomorrow. It could be 101 ar 20
years away.”’

Hal Logan, director, business development, Pacific Bell, agresd that i the
short-term, the RBOC’s are not going to be taking ad dollars away from
broadcasters, ‘‘As a yellow pages publisher, the companizs we div husingss
with are small companies and not the television advertisers of today.'” Logan
said. While Logan acknowledged that some yellow page advertisers are alsa
television advertisers, he added that those advertisers want a presence in hoth
the yellow pages and on television.

**The notion that a new information delivery vehicle would replace or whittle
down advertising on television is valid,”” said Martin Nizsenholiz, senior vice
president, Ogilvy-Mather Direct. However, he added, *‘every time a new medi-
um has come along, proponents of the past medium have cried rhe blues, Radio
did not destroy newspapers, and television did not destroy rdia.*

Nisenholtz said the more fundamental changes to come aui of the Greene
decision will deal with marketing budgets of advertisers. “‘Most relevant
changes could be a shift in priority from mass media o more targered
promotions and direct marketing efforts; this channel plays particulary well
for those activities.”’

One thing that could be in television’s favor, said David Simons, president,
Digital Video Corp., is the reluctance for change in doing business at the
agency level. Also, he added, ‘*advertisers have a difficult lime looking at any
medium other than the traditional way: by the numbers. By thal measure, it
will be a long time before any electronic yellow pages will be effective, and [it
will be] tough to convince advertisers to use them as a medium. "' Or, as Paine

Webber analyst Al Gottesman put it, ‘‘Agencies never lead, they are led.”” -®

TELCO FIGHT MOVES TO HILL

RBOC’s want Congress to kill MFJ with legislation, while telco foes
want MFJ’s restrictions, including that on information services, codified

mation-services decision, both the

regional Bell operating companies
and their foes are looking to Congress to
make the next move. The RBOC’s hope
Congress will enact legislation disman-
tling the modified final judgment (MFJ),
the consent decree that has governed
regulation of the RBOC's since the
breakup of AT&T in 1984. RBOC oppo-
nents hope Congress will codify the in-
formation-services restriction and other
MF]J provisions.

“It appears that Congress will be
drawn directly into establishing the com-
petition policy to rule this kind of unruly
industry,”” said House Judiciary Com-
mittee Chairman Jack Brooks (D-Tex.),
who chaired a hearing of the Economic
and Commercial Law Subcommittee last
Thursday (Aug. 1).

Edward E. Whitacre, chairman and
chief executive officer, Southwestern
Bell, representing all seven RBOC’s at

I n the wake of Judge Greene’s infor-

the hearing, attacked those trying to cod-
ify the information-services restriction.
“‘Having lost in the courts, our oppo-
nenis want to restart the information-
service debate in Congress and consume
still more time and resources. They want
to keep us bottled up in the halls of
government rather than compete with us
to bring new services to the American
people,”” Whitacre said.

The RBOC’s should not be allowed
into information services until their
*‘bottleneck monopoly’” on local ex-
changes has been eliminated, the
RBOC’s foes said. ‘‘We are a long way
from true competition in the local loop.
Indeed, the BOC’s do everything in their
power to undermine potential competi-
tion,”’ said William G. McGowan,
chairman and chief executive officer,
MCI Communications Corp. **Congress
should not fail to remember the history
of anticompetitive abuses committed by
the Bell System. Don’t turn back the

clock on competition.”’

Cathleen Black, president, American
Newspaper Publishers Association, gave
the subcommittee an eight-page summary
of alleged recent antitrust violations by all
seven RBOC'’s. Newspapers are likely to
be among the first industries affected by
an RBOC entry into information services,
such as video newspapers, video yellow
pages and video classified ads.

Several companies, some of them
larger than Southwest Bell, already
compete in the information-services
market and would not be affected by
RBOC entry, Whitacre said. Stephanie
Biddle, executive vice president of the
Computer & Communications Industry
Association, listed a number of other
potential players, including cable sys-
tems (which currently pass about 85% of
U.S. homes) and radio and TV stations,
which can deliver data to 100% of the
U.S. through either side bands or the TV
vertical blanking interval. RS
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' COMMISSION SETS GREATLY
' INCREASED FINE SCHEDULE

= - p— — — — - —

Result of 1989 law authorizing boost in penalties
is jump in maximum charge from $2,000 a day
to $20,000; fines can be adjusted, however, on
individual basis in mitigating circumstances

roadcasters and cable operators
beware.

The FCC last week served no-
tice the fines it will be levying for viola-
tions ranging from ‘‘misrepresentation’’
to “*failure to maintain records”” will be
much higher than ever before.

The base fine for broadcasting an in-
decent program is now 312,500—more
than six times as great as the $2,000 the
FCC has been hitting stations with since
it stepped up its indecency enforcement
four years ago.

The notice came in the form of a fine
schedule, listing ‘‘base’’ fines for a host
of violations and case-by-case criteria
for adjusting them up or down.

The National Association of Broad-
casters condemned the new FCC fines.
“*This move to what looks like a fee

Violation

Malicious interference

Exceeding power limits
Unauthorized emissions

ident Eddie Fritts. *‘It appcars the com-
mission has relegated forfeiture as an
enforcement mechanism to a secondary
role behind generating funds for the fed-
eral treasury,”’ he said.

With the release of the schedule, the
FCC is implementing a 1989 law that
greatly increased the fines the FCC may
impose on broadcasters and cable opera-
tors to $25,000 per violation or per day
of a continuing violation up to
$250,000. Prior to 1989, the most the
FCC could impose was $2,000 per vio-
lation or per day of a continuing viola-
tion up fo $20,000.

Given the extra clout, the FCC says
in a five-page policy statement, the
schedule *‘will assist the commission
in insuring that similarly situated vio-
lators are treated in a comparable man-

public regarding the forfeitures that
can be expected in connection with
specific violations.™”

David Solomon, an attorney in the
FCC’s General Counscl’s Office, said
the schedule replaces the FCC'’s practice
of assessing fines on a casc-by-case ba-
sis. However, he said, the criteria for
adjusting fines from 20% to 90% pre-
serves an ‘‘element’’ of the case-by-case
approach.

Here’s the FCC’s example of how the
adjustment criteria work: The FCC dec-
termines a station intentionally violated
FCC rules by using unauthorized equip-
ment and, in so doing, causes substantial
harm. In calculating the fine, the FCC
starts with the base of $10,000 for using
unauthorized equipment. Because the vi-
olation was intentional, it incrcases the
fine by $7,000 (70% of $10,000), to
$17,000, and because it causes substan-
tial harm, it boosts it another $4,000
(40% of $10,000) to $21,000.

However, having also found the sta-
tion has a history of overall compliance,
it reduces the fine by $3,000 (30% of
$10,000) to $18,000. *‘If the broadcast-
er made a specific showing that an
$18,000 forfeiture would cause substan-
tial economic hardship, the forfeiture
would be further reduced,” the FCC

schedule is disturbing,”” said NAB Pres- | ner and will provide guidance to the | statement says. -HA
THE FCC’S NEW (AND GREATER) FORFEITURE SCHEDULE

Fine Violation Fine

Misrepresentation or lack of candor $20,000 Use of unauthorized equipment $10,000
Inadequate tower lighting and marking $20,000 Violations of children’s TV rules $10,000
Construction or aperation without authorizatian $20,000 Yiolation of main-studio rule $10,000
Unautharized substantial transfer of control $20,000 Operation ot unavthorized location $10,000
False distress broadcasts $20,000 Inadequate frequency coordination $10,000
Misuse of distress and safety frequenies $20,000 Failure to fite information $7.500
Refusal to permit inspection $18,750 Failure to maintain public files $7,500
$17,500 Failure to praperly identify sponsors $6,250

Failure to respond to FCC communications $17,500 Violations of rules governing lofteries $6,250
Exceeding authorized antenna height $15,000 Failure to maintain technital logs $5,000
$12,500 Failure fo maintain fime-brokerage fifes $5,000

$12,500 Broadrasting telephone calls without permission $5,000

Using unauthorized frequency $12,500 Failure to make measurements and monitor $2,500
EBS equipment not installed or operational $12,500 Yiolations of enhanced underwriting requirements $2,500
Broadtast of indecent programing $12,500 Failure to idenfify station on air $2,500
Failure to comply with EEQ obligations $12,500 Failure to maintain records $2,500
Violations of political broadcasting rules $12,500 Unauthorized pro forma transfer of tontrol $2,500
Unauthorized discontinuante of service $10,000 Miscellaneous violations $1,250

The amounts in the right-hand columns are the “base” fines far the given vialotions. They are subject ta adjustments up or down by between 20% and 90% based on specific eriteria.
The "upward" aiterio (ard adjustment range): 1) egregious misconduct (50%-90%); 2) abifity to pay (50%-90%); 3) intentionol violation (50%-90%}; 4) substantiel harm (40%-70%};
5) priar violotion of some rule (40%-70%); 8) substontiol ecanomic gain (20%-50%), and 7) repeated or continuous violation {varies).

The “downword" criterio: 1) minor violation (50%-90%); 2) good faith or voluntary disclosure {30%-60%); 3) histary of overoll compliance (20%-50%), ond 4} inobility to pay (varies).
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FCC DELAYS COMMERCIAL LIMITS FOR KIDS’ BARTER

Commission gives extension from Oct. 1 deadline until Jan. 1, 1992

the FCC’s decision to postpone, un-

til Jan. 1, implementation of com-
mercial time limits for bartered syndicat-
ed children’s programing, but the
networks complained the delay put their
affiliates at a competitive disadvantage
for holiday season advertising dollars.

The extension, which does not apply
to non-bartered programing, was part of
an overall reconsideration of children’s
television rules adopted in April. The
FCC clarified broadcasters’ record-keep-
ing responsibilities and the role of short-
segment and public service announce-
ments in satisfying educational and
informational program requirements.

The delay means an extra minute per
hour, on average, in inventory for each
independent station, said Association of
Independent Television Stations Presi-
dent James Hedlund, which will trans-
late into an additional $160,000 for each
independent. An INTV survey said sta-
tions earn $1.83 million in children's
advertising revenue, of which $979,050
(53.5%) comes in the fourth quarter.
INTV said 84.1% of children’s pro-
graming is on a barter basis.

Said Hedlund: ‘‘The commissioners
understood the general rule had to go
into effect Oct. 1. I think they got word
from the Hill that an exception like this
is not the end of the world. It was a
reasonable solution.”’”

Randall Smith, vice president and
general manager of WPHL(TV) Philadel-
phia, said the extension ‘‘is responsive
to both the needs of the children as ad-
dressed in the act and to the business
needs of the stations.”

Gail Brekke, general manager, KITN-
TV Minneapolis, said, *‘If we don’t need
to use it, we won’t. Any station that is
responsible isn’t going to stuff a pro-
gram full of commercials.”’ But, she
said, an Oct. 1 implementation was a
*‘potential”’ financial hardship. *‘You're
talking significant revenue.’’

Duane G. Kell, general manager of
wKBD(TV) Detroit, said the extension
will *‘probably help us dramatically,
[but] we don’t know what kind of de-
mand is out there.”

Both Smith and Kell said the full im-
pact of the rule will not be felt until the
fourth quarter of 1992, since ad time in
the first three quarters is usually below
the limits anyway. Kell said two-thirds
of fall’s schedule is already filled, and
‘‘some of those deals are long term.”’

Not all independents place a great

I ndependent television stations hailed

deal of importance on the extension.
John Suder, general manager of KWGN.
TV Denver, said: ‘‘We were already get-
ting our ducks in a row for Oct. 1. The
kid’s business hasn’t unfolded yet.
When we sit down and look at the
[FCC’s extension], we may act as if it
did not happen.”’

The networks were not pleased with
the limited nature of the extension. Late
last Friday, CBS filed a petition to waive
the rule’s application date for network
children’s programing until Jan. 1 as
well. CBS said: “‘Syndicated barter pro-
grams are in direct competition with net-
work programs for advertiser dollars in

The extension ‘‘is
responsive to both
the needs of the
children...and to
the business needs
of the stations.”’

Randoll Smith, weHL(TY) Philadelphia

both national and local markets. Gov-
ernmentally imposed constraints on the
amount of commercial inventory in net-
work programing puts the programer at a
pricing disadvantage, since advertisers
can now divert dollars from network
programs to the ‘windfall’ inventory-
...which can and will be sold at a bar-
gain price.”

NBC’s Richard Cutting, manager of
corporate communications, said: *‘From
the perspective of NBC and its affiliated
local stations, we believe that all TV
stations should be treated equally and be
free to compete for advertising dollars
during the fourth quarter of this year,”’

The National Association of Broad-
casters was apparently caught off guard
regarding the networks’ objections. Jeff
Baumann, NAB’s legal counsel, said:
““We were asked by our independent
members to ry to do something with

barter. We did support the three-month

extension. Today is the first time we’ve
heard about the networks’ concern.”
Said INTV’s Hedlund: ‘*“We would
not have opposed efforts by the network
affiliates if they had asked for relief.
Obviously, our charge isn’t to protect

their interests.... The reason the com-
mission’s response was only to barter is
because that’s all we asked for.”’

If the extension was a victory for in-
dependents, a portion of the rules clari-
fied may be at the expense of home
shopping channels. The FCC was will-
ing to allow short-segment programing,
including “‘vignettes’’ and public ser-
vice announcements (when coupled with
station involvement in the community)
to satisfy the educational and informa-
tional programing requirements of the
act. The FCC now says such programing
‘“may contribute...but in and of itself
may not fulfill it.”’

Andrew Schwartzman, Media Access
Project director, said, ‘‘Just because
home shopping stations run advertising
all day doesn’t give them the right to
ignore’’ their obligations in kid’s TV.

The limits now also apply, on a pro-
rated basis, to programs under a half
hour but longer than five minutes.

The NAB received some good news:
its main concern, according to Bau-
mann, was that the rules might require
broadcasters to keep program logs and
other time-consuming and costly records
to document compliance. The rules now
say a broadcaster or cable system opera-
tor may keep program logs or that it
may, instead, keep lists of commercial
minutes aired per hour {(and any over-
ages), or can certify that the station,
network or syndicator formats children’s
programs within the rules.

““It appears the commission is willing
to be flexible and to give broadcasters
some alternatives,’’ Baumann said.

Additionally, the commission said,
noncommercial stations must comply
with the rules as well but need only
‘“*keep records sufficient to show com-
pliance with the act’s programing provi-
sions if challenged at renewal or in re-
sponse to specific complaints.’’

The FCC also said ‘‘commercial mat-
ter must be separated from a related chil-
dren’s program by intervening and unre-
lated program material.””

Although Peggy Charren, president of
Action for Children’s Television, said
the reasons for the commercial limit ex-
tension were understandable, she still
had harsh words for the FCC: ‘‘Instead
of imposing the ad limits Congress man-
dated in time for the holidays, this White
House-appointed FCC has stolen TV
time that belongs to the kids and donated
it to the greedy Grinches of the televi-
sion industry.”’ -8
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FCC LIBERALIZES EQUAL-TIME EXEMPTION

Broadcasters may exclude candidates from minor parties from
campaign programs featuring back-to-back interviews with GOP and Dems

eversing an earlier decision, the

FCC voted last week to exempt

the broadcast of back-to-back in-
terviews and speeches by ‘‘major party”’
candidates—Republicans and Demo-
crats—from stations’ statutory obliga-
tion to provide ‘‘equal time’’ to all legal-
ly qualified candidates for federal
offices.

The FCC unanimously decided such
programs fit within the news exemption
of the so-called equal-time law.

The FCC said it hopes its decision
will foster ‘‘innovative’” programs fea-
turing major party candidates by freeing
stations from having to provide equal
time to minor party candidates, if not
major third-party ones.

*‘We are likely to encourage more
coverage of the electoral process,”’ said
FCC Chairman Alfred Sikes.

**This is precisely the right thing to
do,”’ added Commissioner Ervin Dug-
gan, suggesting it might help reverse the
trend toward campaign coverage by
sound bite.

Henry Geller, former FCC general
counsel who represented King Broad-
casting, the Seattle-based group broad-
casters whose 1987 FCC petition led to
last week’s decision, said the ruling is a
*‘marked contribution to informing the
electorate.”” What programs it will
spawn depends on the broadcasters, he
said, ‘‘but the opportunity is there now.

David Bartlett, president of the Ra-
dio-Television News Directors Associa-
tion, also lauded the action. ‘‘Radio and
TV stations will have more latitude to
exercise their First Amendment rights
and journalist judgment and that’s a very
hopeful development.””

To maintain the exemption, the FCC
said broadcasters must provide time to
third-party candidates if they can make a
showing through polls or some other
means that they are *‘major’” candidates.

“This is no closed-shop arrange-
ment,”’ said Mass Media Bureau Chief
Roy Stewart. ‘‘You just can’t ignore a
third candidate.”

Ed Hummers, Washington attorney
for King, said King would give bona
fide third parties a chance to participate
in programs. ‘‘We are not going to cut
out legitimate candidates,” he said.
“What we are talking about are truly
fringe candidates.”

The decision stems from a King

Broadcasting petition to the FCC in
1987. In the filing, the Seattle-based
group broadcaster asked for a news ex-
emption for planned 1988 campaign
coverage involving the Republican and
Democratic candidates for President.
One program was to comprise back-
to-back 30-minute presentations by each
candidate. Another was to consist of
back-to-back 45-minute interviews of

each candidate by journalists.

The FCC denied the request, saying
neither met news exemption tests set by
precedent or gleaned from the legislative
history of the equal-time law.

But the U.S. Court of Appeals was
not so sure. It sent the case back to the
commission for a second look just be-
fore the 1988 presidential elections
(BROADCASTING, Nov. 7, 1988). -wu

PIRACY JUDGMENT MUDDLES TCI'S DBS PLANS

he National Rural Telecommunications Cooperative has charged in a letter

to the FUC that & %3 million judgment for satellite signal piracy against a
Dominican Republic cable company partly owned by Tele-Communications
Inc. “‘raises serinus questions’” about TC!'s fitness o be a DBS operator,

The charge is part of NRTC s ongoing campaign at the FCC o block the
grant of the DBS permit o TCI's Tempo Satellite Co. A packager of
programing services [or the home satellite market, NRTC has been claiming
that TClI-affiliated programing services have been overcharging i,

In the previously unrepored *default’” judgment, 115, District Courd Judge
Alfred Lechner in MNewark, N.J., found that Telecable Nacional of Santo
Domingo received without authorization at least one of the theee broadcast
signals PrimeTime 24 distributes (wapc-Tv New York).

The judge enjoined Telecable Macional, which is 48% owned by TCI, from
continuing (o intercepl the service and awarded PrimeTime 24 33 (4 million
in damages. A default judgment is entered when the defendant—in this case

Telecable—fails 1o mounl a defense.

Gardner Gillespie, a Washington attomey representing PrimeTime 24, said
the company is now pursuing court action in Santo Domingo in an effort to
collect damﬂ_g-es Gillespie said he believes a case “could be made that TCT 15

liable for the whole amount,™"

NEW CANNELL SHOW WILL APPEAR ON CBS AND USA

he gap between cable and brosdcasting was narrowed last week. Starting in

November CBS and USA Network will jointly show a new one-hour senies,
Silk Stalking: (working title), from Stephen 1. Cannell Productions.

Silk Stalkings will be part of CB3's Crimetime After Primetime late night
checkerboard programing, USA, co-owned by Paramount, will ger an instant
rerun of the show, and air it the following Sunday might. The senies, which has
been given a |3-¢pisode order and has not vet been cast, features a male and
female detective snlving crimes of pussion. [t rather steamy," according to
one person familiar with the show. If the relationship works out, USA and
CBS could find more to collahorate on, said the source. Executives from
USA, CBS and Cannell were unavailable for comment.

This is the second programing deal in &5 many months between a cable and
a broadcast network, In June, MNick at Nite and ABC announced plans to share
a Nick at Nite-produced sitcom, Hi Honey, f'm Home., ABC will mr at feast
six episodes, with an option for more. It began airing the show in mid-July on
Friday at 9:3) p.m., and in its first two outings the program has come in | 3th
and 14th in the ratings and won its time pericd. Nick ar Nite gets an instant
rerun of the show on Sunday nights, and is bringing in a 1.8 rating in its cable
universe, double what the nme period was doing before,
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OLD, NEW FACES GRACE PROGRAMS
PITCHED TO INDIES

Aging sleuths, aliens and psychic detectives among
shows offered by MCA, Warner to fill two-hour block

5 ROADCASTING has obtained a list of the programs being piiched by Warmer
Bros. and MCA to The Television Consortium of independent TV stations
{BROADCASTING, July 15, et seq.). The studios have over a dozen offer-

ings in a mix of genres that they are promoting to fill a Tuesday or Wednesday
prime time two-hour hlock as early as spring 1992.

Michael Finkelstein, president and CEQO of Renaissance Communications, one
of the leading memhers of The Television Consortium, has increased the stakes
by saying one studio would likely be the sole supplier of the block. -NF

MCA

Action-adventure series

Knight Rider is a remake of the 1982-86
NBC series (produced by network produc-
tion arm. Universal Television). Original se-
ties star, David Hasseloff. is commitied to
producing and starring in a revival of
Bavwarich next season for LBS Communica-
tions, so a new lead actor will be cast for the
hour-long Rider if it is chosen.

It Takes A Thief is a continuation of the
ABC series that aired in 1968-70 (from Uni-
versal Television). Word is that a special
two-hour season prémiere would set up a
plot line with Robert Wagner (co-star of the
‘ original scries with the late Fred Astaire)
| retiring as burglar-tumed-secret agent to
pass the torch to a younger, more agile thief.

Six Million Dollar Man, from Universal, is
yel another reincamation. this one of the

| popular 1974-78 ABC action series Starring
Lee Majors. It is rumored Majors may ac-
cepl a recurring role in a new series.

They Came From Outer Space, an hour
series from syndication arm MCA TV, was
part of the /fotlywood Premiere Network—a
three-series whee! (which included She Wolf
of London and Shades of L.A.)—that ran on
wwOR-TV New York and kcop-1v Los Ange-
les with mixed results this past scason.

Reality-based series

TCA (or Termina! Control Area), a weekly
reality-based series, a la Cops (Fox) and
Rescue 911 (CBS), plans on focusing on the
lives of air traffic controllers. It is said re-
mote productions from control towers al
many of the nation’s busicst commercial and
private airports would be featured.

Psychic Detectives, a2 docudrama in the
style of America’s Most Wanted (Fox).
would feature psychics enlisted by the police
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to help flush ow clues, link fugitives to
crimes and find missing persons.

Sitcoms

Weird Science is a spinoff from Universal
Picture’s theatrical release. The show fea-
1ures two teenagers whose chemistry experi-
ment produces a beautiful woman.

Gamedies

Through The Key Mole is a half-hour ga-
medy providing video ‘*sneak peeks' at the
private lives of celebrities, with contestants
asked 1o identify the stars in the quickie
clips. It was apparently pitched as Whar's
My Line? mects This Is Your Life, with a
comedic twist.

WARNER BROS.

Action-adventure series

Babylon 5 is an hour-long science fiction
adventure set in the year 2257. To be pro-
duced by Rattlesnake Productions in associ-
ation with Warner Bros.

Reality-based series

The Wild West is targeted as a mini-series
or series of documentaries cn America's mi-
gration west of the Mississippi River, in the
style of Ken Bums's riveting PBS documen-
tary, The Civii War.

Dream Adventures is an hour-long co-pro-
duction beiween Wamer Bros. and Wolper
Productions feawuring people living their
wildest funtasies, such as climbing Everest,
or diving with seals in the Arctic.

Hot Trials is looking to take advantage of
the courtroom TV programing trend. Slated
to be produced by Kushner-Locke Produc-
tions in assoctation with Warner Bros.. this
reality-based half-hour is being pitched as a
magazine formatied show about the nation’s
most sensational irials.

NBC TO PRODUCE
CONVENTIONS
WITH PBS

‘Nightly News’ will work
with public network to
produce up to three hours
nightly of coverage

BS and NBC News have joined

together to co-produce, for PBS. |

coverage of the 1992 Democratic
and Republican conventions. According
to PBS executives, it marks the first
such joini venturc hetween public TV
and a network news division. Under the
agrcement, personnel from the NBC
Nightly News and PBS’s MacNeil-
/Lehrer NewsHour will team up to pro-
vide PBS with three hours of convention
coverage each of eight nighis.

The anchors from both programs,
Tom Brokaw and Robert MacNeil and |
Jim Lehrer. will serve as anchors for the
Jjoint coverage, although officials from
both networks said details still need to
be worked oul. The announcement was
made in Los Angeles last Wednesday,
during the PBS portion of the Television ‘
Critics Association press tour.

Aside from the election coverage an- |
nouncement, Bruce Christensen, PBS
president, declared that despite reports
10 the contrary, ‘‘the financial situation
of PBS is quite good.”” He said that on
several levels, PBS is more financially
sound than last year. ‘*We're up 14% in
membership dollars from last year, fed-
eral authorizations are up substantially
from last year, and some state cuts have
been restored.’’ Although some individ- |
ual stations may be experiencing some
financial difficultics, ‘‘as a whole it's
not as bleak as has been portrayed.”’ He
also pointed out that on a ratings basis,
PBS has improved over last year, saying
the average hourly rating this year is a
2.3, up from last year’s 2.2. While ac-
knowledging the increase was minimal,
Chrisiensen said, ‘"it is significant be-
cause it’s not a downward trend.”’

Undecr the agreement, NBC will pro-
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mote the PBS broadcasts, although it
will provide viewers with a separate
broadcast from the PBS airings. NBC
executives insisted the move is not de-
signed to save money, nor should it be
construed as the beginning of an overall
plan to phase out its convention cover-
age. NBC had been planning to cut back
its convention coverage compared to
past efforts, and the main benefit of the
PBS plan is to get more exposure for
NBC through PBS.

For PBS, the benefits are obvious.
Although the network has attended the
conventions in the past, it has not had
the resources to provide prime time cov-
erage of the events. Next year, with the
combined efforts of the two networks,
PBS will have a solid presence. Accord-
ing to Christensen, the cost for the proj-
ect will come to between $500,000 and
$1 million.

The jointly produced news coverage
will air July 13-16 at 8-11 p.m. on PBS
for the Democratic convention. The col-
laboration will continue on Aug. 17-20
for the Republican gathering. NBC will
begin airing convention coverage on
those nights at 9:30 or 10 p.m., which

will be a separate telecast from what will
be shown on PBS. Prior to the start of its
convention coverage, NBC will air en-
tertainment programing.

The eight nights of convention cover-
age are only part of the more than 30
hours of election coverage PBS plans for
1992. Jennifer Lawson, executive vice
president, national programing and pro-
motion services, announced several oth-
er projects designed to coincide with the
network’s election coverage. State of
Democracy, a three-hour Frontline se-
ries, will be produced by wGBH Boston.
WETA-TV Washington will produce a
special from coverage of the National
Issues Convention held at the University
of Texas. In addition, Frontline will
again air The Choice, which profiles the
leading candidates. Lawson said $3 mil-
lion has been earmarked for the produc-
tion of the three projects.

To oversee all of PBS’s 1992 election
coverage, Arnold Labaton, senior vice
president and head of production,
WNET(Tv) New York, has been named
executive director of the PBS Election
’92 project. Labaton’s responsibilities
include coordinating coverage and work-
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ing with producers and PBS staff on
programing, promotion and outreach.

Lawson also announced that Mitchell
Semel, president, television, UBU Pro-
ductions, has joined PBS as vice presi-
dent, programing. The former NBC ex-
ecutive joins the network on Sept. 3. In
his new position, Semel will assist Law-
son in making programing decisions
based on programing funds and schedul-
ing needs. The appointment gives PBS a
veteran from the Hollywood creative
community who spent six years with
UBU and before that four years with
NBC in a variety of capacities including
director, current comedy programs.

In addition to the election-related pro-
grams, Lawson also announced that the
PBS-Corporation for Public Broadcast-
ing jointly controlled Program Challenge
Fund has committed $2.8 million for
three new series: Peak Performance:
The Anatomy of Sport, produced by
WQED-TV Pittsburgh, is a series of six
one-hour shows; Asian Journeys, four
one-hour episodes, is produced by
KCET(TV) Los Angeles, and Death: The
Trip of a Liferime, four hour segments
from KCTS(TV) Seattle. -5

KEN BURNS LOOKS AT BROADCASTING

‘Civil War' producer juggles PBS projects,including
chronicling birth of a nation’s broadcast medium

T he Public Broadcasting Service
hopes to recapture some of the
success of The Civil War series
with a number of new projects by film-
maker Ken Bumns, including a project
tied to an upcoming book on the pio-
neers of broadcasting, Empire of the Air.

Burns has at least three projects in
various stages of development for PBS,
which scored a huge hit with The Civil
War last fall. Along with Empire, the
filmmaker is at work on a five-hour his-
tory of America’s favorite pasttime,
Baseball, and on Aug. 17 will debut a
two-hour follow-up to his Civil War
epic, The Songs of the Civil War.

General Motors, the sole corporate
underwriter for the projects, is also talk-
ing with Burns about public TV possibil-
ities for 1995 and beyond. Those future
possibilities include a series on the Old
West in collaboration with Time-Life as
well as a series focusing on historical
figures, according to GM's George
Pruette, director of public affairs, adver-
tising.

Burns, speaking from his New Hamp-
shire-based production company, Flor-
entine Films, said Empire will tell the
‘*very dark Twentieth Century story’’ of
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A new book on broadcasting pioneers
is coming to PBS courtesy of Ken Burns

the founding fathers of broadcasting.
The two-hour special, set to debut on
PBS in late January 1992, will coincide
with a radio drama based on the book on
American Public Radio.

Empire of the Air, written by Burns’s

sometime collaborator Tom Lewis and
due from HarperCollins in October,
traces the early history of broadcasting
through the lives of pioneers Lee de
Forest, Edwin Armstrong and David
Samoff. The book traces both the tri-
umphs of invention and the bitter rival-
ries that followed.

Providing great detail on the personal
and professional lives of each of the
three pioneers, Empire paints a picture
of three men whose genius was encum-
bered by patent disputes and various cor-
porate battles. NBC pioneer Sarnoff is
painted as a philanderer whose aggres-
sive business instincts led to years of
patent litigation against Armstrong, a
former colleague. Armstrong, whose in-
ventions led to the creation of FM radio,
grows tired and broke after years of de-
fending his patents and eventually com-
mits suicide. de Forest, whose invention
of the Audion tube provided a founda-
tion for the creation of broadcasting,
spent years battling with corporations
and Armstrong over patents and died in
1961 with a total $1,250 in cash.

“*Even during their lives, the empire
they started had moved in very different
directions than they had envisioned, and
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in ways they could not control,”” writes
Lewis. An epilogue in the book points to
the fall of Samoff’s dynasty at RCA and
to the 1985 sale of the company to Gen-
eral Electric. ‘‘Lee de Forest and How-
ard Armstrong were early victims of
those developments; David Sarnoff last-
ed decades longer, but was defeated in
the end.”’

Burns said the PBS special will be
similar in technique to his earlier films,
including use of stills and newsreels as
well as interviews with relatives of the
pioneers and others. Narrating the proj-
ect will be actor Jason Robards, who
will also take part in the APR drama.
The film will probably carry a budget of
about $600,000, said Burns.

In other projects, Bums is targeting
Baseball for telecast in 1994, Baseball,
described by Burns as a ‘‘Rosetta stone
of the American experience,” will be
structured as nine segments, or ‘‘in-
nings.”” As with Empire and The Civil
War, a companion book will be re-
leased. -8

‘ROSEANNE’
TOPS MILLION
PER EPISODE

Fall 1992 syndicated
offering has cleared

about 50 markets

Viacom has cleared the first syndica-
tion cycle of Roseanne, debuting in
the fall of 1992, in about 50 markets
covering just over half the country
(54%). According to well-placed
sources, the show has generated billings
of more than $1 million per episode in
license fees from stations cleared so far.

The first cycle assumes a minimum of
122 edisodes, but that figure would climb
if the show is renewed on ABC (or anoth-
er network) beyond year five. The show is
going into its fourth season next fall.

Dennis Gillespie, president, Viacom
Enterprises, declined to comment on the
show’s eamings or on specific market
prices. But others said the program has
already generated $1 million per episode
at about the halfway mark in clearing the
show, and that it will likely end up with
license fees totaling between $1,4 mil-
lion and $2 million per episode.

Those estimates don’t include the 2.5
minutes of weekly national barter reve-
nue the program will take in over a
minimum of four and a half years. The
barter fees would probably bring Rose-
anne’s total take to close to $2.5 million

flash million dollar-plus smiles

per episode, reportedly what Columbia
Pictures Television garnered for Who's
the Boss, the second-highest revenue-
generating sitcom in syndication, behind
Viacom’s own The Cosby Show.

Viacom has yet to decide whether it
will sell the barter time from Roseanne
in house (through MTV Networks or
possibly a new unit within Viacom En-
terprises) or farm it out to an existing
barter company. The company has en-
tertained proposals from many of the
major barter firms.

Cosby reportedly generated around $4
million per episode for its first syndica-
tion cycle, a level no syndication pro-
gram is expected to hit again.

As to Roseanne sales to date, Gilles-
pie would only say the company is ‘‘on
target” with its goals. ‘‘It’s a healthy
number,”” he added, especially with a
marketplace that has ‘‘significantly
changed’’ since the marketing of Cosby
and Boss in the late 1980’s. Gillespie
was referring to the downturn in the
advertising economy, as well as the am-
ple supply of sitcoms.

Roseanne has been cleared in 15 of
the top 20 markets, including New York
(WNYW) and Los Angeles (KCOP-TV). At
mid-week last week wWPWR-Tv Chicago
was close to a deal.

Other Roseanne clearances include:
WFXT-Tv Boston; woio-Tv Cleveland;
KMBC-Tv Kansas City, Mo.; WIZY(Tv)
Charlotte, N.C.; wxix-Tv Cincinnati;
KPLR-TV St. Louis; wTic-Tv Hartford,
Conn.; KTXL(Tv) Sacramento, Calif.;
WXIN-Tv Indianapolis; KTSp-Tv Minne-
apolis; WDZL-Tv Miami; WTOG-TV Tam-
pa, Fla.; wGBs-Tv  Philadelphia;
KTVI(Tv) Dallas; KHTv(Tv) Houston;
WTAE-TV Pittsburgh and wvTv(Tv) Mil-
waukee, -SM
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900# Profit

Best payout!

You get 60¢
per call.

¢ Up-to-the-minute sports scores, lottery
results, soaps, horoscopes, stocks,
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current weather for 2001 U.S. & world
cities - updated hourly.
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Accu-Weather, Inc.

619 W. College Avenue, State College, PA 16801
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PRIMARY 25-54 TARGET DEMOGRAPHIC
WOBBLES AS BABY BULGE AGES

‘Commodity marketing’ driven by outmoded television mentality;
new study shows buying power of affluent baby boomers

0 question about it: radio’s pri-

mary target is the broad demo-

graphic cell comprising persons
25-54. The 25-54 demo has been de-
scribed as a family reunion, the baby
boom bubble, the yuppie wave. Adver-
tisers accustomed to buying television
spots by cost per point live and die by
this broad segment. Never mind the
reach and frequency arguments inherent
in radio. Pity the stations that appeal to
the vast audience on both the low and
high end of this cell. Woe is the station
that doesn’t have strong 25-54 numbers.
In today s tight economic climate, 25-54
is where advertisers want to be.

Or is it?

The cost-per-point lure of the 25-54
audience is driven by a TV mentality
that doesn’t necessarily translate to ra-
dio, according to Warren Potash, presi-
dent of the Radio Advertising Bureau in
New York. ‘*With little or no exception,
every agency media department is guid-
ed by television, because that's where
the profits are,”” he said. **Unfortunate-
ly, when it comes time to plug radio into
a marketing plan, the agencies just ar-
gue, ‘Well, if 25-54 worked in televi-
sion, it can work in radio.” Well, it can,
but not very well.”’

Potash argues that television is a com-
modity medium, and claims that the
most marketable chunk of TV’s com-
modity is the 25-54 segment. *‘In radio,
25-54 is a demographic, not a chunk,”’
Potash said. ‘‘The intelligent, real world
marketers today see the difference be-
tween commodity and target.”’ Such ad-
vertisers as banks, automobile dealers
and airlines might advertise to a broad
audience on television, but radio affords
them the opportunity to identify smaller
segments and market a specific product
or service.

**A bank has a number of products to
sell, not just goodwill,”’ Potash said.
“*Certificates of deposit should be mar-
keted to the older end of 25-54, while
auto loans are targeted to the younger

n

1990 1995

THE BABY BOOM TURNS 35-54

. Oidese . Median . Fowamest

1000 05 i

Year i

This year the youngest baby boomer is 27 years old, the oldest is 45, and the median
age is 35. While this represents the younger edge of the 25-54 demographic, by the
year 2000 the baby boom generation will be touching the outer limits of this segment.

According to the Interep Radio Store’s “Indispensable and Powerful Adults 35-54"
study, the influx of the baby boom bulge will cause the 35-54 age group to increase by
29%, jumping from 63 million to 81 million persons.

Source for chart data: 1991 MSA Profiles by Woods and Poole.

Source for median age: U.S. Census Bureau. Copyright, Interep Radio Store, 1991.

Used by permission.

end. Trying to be all things to the 25-54
demo just isn’t in the bank’s best inter-
est.”” Potash said that smart radio mar-
keters and advertisers understand the
difference in various products because
the world is becoming more and more
target-oriented and less and less com-
modity-oriented. ‘‘Nowhere does the
25-54 segment identify as a niche in a
consumer group, and no product or ser-
vice usage is the same across that entire
demographic,”’said Potash.

Kirk Stirland, senior vice president,
sales, at Unistar Radio Networks, said

that few advertisers buy the entire 25-54
demo, but instead fill in a 25-54 profile
by buying *‘mini-targets” within that
segment. **Advertisers know their goals
betier than radio does, and they have a
good idea of what demos they need to
buy—25-34, 25-49, 35-54—t0 meet
those goals,”" he said.

Still, advertisers and agencies should
remember that a 23-year-old’s parents
likely are lumped into the same 25-54
segment, and ‘‘their media consumption
in most cases is vastly different,”’ Stir-
land said. ‘'If an advertiser says his tar-
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get is 25-54, he’d better do some serious
thinking as to what type of 25-54 he's
looking for.”* In New York, one end of
that demo might be listening to MOR-
oriented WNEW(AM) while the other end
is tuned to AOR-formatted WNEW(FM),
he said. ‘*With the center of the baby
boom at 25-44 right now, an advertiser
had better understand the difference be-
tween my dad and me.”’

This ‘‘baby boom bulge”’ is the focus
of a new study being prepared for Sep-
tember 1991 release by the Interep Ra-
dio Store, which indicates that the lower
end of the 25-54 demo segment serves as
a bridge between young adults and per-
sons 35-54 with a more defined lifestyle
and greater discretionary income. ‘‘The
25-34 segment is defined by the younger
haif of the baby boomers," said Elaine
Pappas, Interep senior vice president/re-
search director. ‘“The medium age of the
baby boom this year is 35, and there’s a
tremendous amount of difference be-
tween a 25-34-, a 35-44- and a 45-54-
year-old.”” Pappas predicted that, be-
cause of these differences, over the next
few years most advertisers will narrow
their focus to 35-34.

Pappas pointed out that agencies de-
fine high household income as $75,000
or above, and very few 25-34-year-olds
have $75,000-plus income. ‘‘Many of
them might have combined household
incomes above $50,000, and that may
be why they got included in the 25-54 to
begin with,’” she said. ‘*There’s nothing
wrong with advertisers including them,
except that the 35-54 are the people who
really have the money to spend, and by
the year 2000 they will represent 50% of
the market share for a lot of different
products.”’

The Interep study, titled ‘‘Indispens-
able and Powerful: Adults 35-54,”" pro-
files this growing audience segment and
suggests that, as the baby boom ages,
those that fall within its 20-year span

increasingly will drive the consumer
marketplace—and  greatly influence
Madison Avenue. ‘‘The arrival of the
baby boom generation most certainly
has, and will continue to have, a pro-
found effect on the 35-54 generation in
the next decade,” the study concludes.
Adults 35-54 “‘have the largest percent-
age of consumer discretionary spendable
income in the country, [which] amounts
to $138 billion.”

“Commodity media
is over...we’re just
waiting for the
funeral director to
show up....The
world is changing,
and as the world
changes, mass
media is going
away.”’

Warren Potush
Radio Advertising Bureau

Demographic data also must take into
account different lifestyles, Pappas con-
tinued. Over two-thirds of all 18-24-
year-olds live at home because they
can’t afford to move out. They go to
school, they work part time; there are a
lot of reasons for them to be at home,
Pappas said. The 25-34-year-olds are
more likely to be first-year marrieds or
singles renting apartments, either by
themselves or with someone ¢lse. They
have a different lifestyle entirely than
the 35-44’s—who are worried about
quality time to spend with their children,
they have the mortgage and car payment

Sonny Bloch, now celebrating
12 years on the air.

Sonny Bloch, host of America’s fongest running independent, 2-way talk show

about money, business, real estate, and e, would ike to work for you for free. He
offers 18 hours of live programming & days per week (take allor pan), plus a
daily afternoon business news show with plenty of open-
ings for your local news, traffic, and weather reports.

Callhim if you need instant revenue and ratings. He
is now heard in over 200 cities inchiding 90% of the fop
100 markets. There must be a reason that this broad-
caster has kept growing for 12 years:

The answer ks simple: The audience loves the show,
the sponsors love the show, and your bank acoount wil love the
show!! You can have him now. I's as easy as a telephone call

Ask for Susan at (212)371-9268
Fax [212)593-0963

and day care. Meanwhile, the 45-54's
are really well-off, and they're planning
for their retirement. ‘‘Lifestyle is what
makes it all different, and compared
with commercial television, cable and
magazines, there’s a lot of room for
radio to grow—and benefit,”” she said.

Despite the cost-per-point arguments
and the mini-targets within the 25-54
segment, however, many advertisers and
agencies still focus on this demo ‘‘be-
cause it represents solid adulthood,” ac-
cording to Dennis McGuire, vice presi-
denvassociate director, local broadcast,
at N.W. Ayer, New York. “‘We're
aware that the 25-30-year-old won’t be
listening to the same station as the 50-
54- year-old, but in terms of marketing a
broad-appeal product, advertisers want
to make sure they check as much ‘waste’
as possible.’” For this reason, many cli-
ents feel that listeners under 25 are just
kids, while those over 54 are just too
old.

McGuire concurs with the findings of
Interep’s 35-54 study, acknowledging
**a new school of thought that the prima-
ry demo should be shifted to 35-64, be-
cause of the growing age of the baby
boomers and because older people have
large discretionary incomes. Agencies
and clients are looking at 35-64 as a very
viable alternative to 25-54.”’

Cost per point remains a driving force
in many radio buys, and McGuire admit-
ted that radio’s reach and frequency ar-
guments have merit in some cases. But
he is quick to point out that this can
work to the detriment, as well as the
benefit, of the younger stations because
of commercial environment. **An airline
that is trying to build on its reputation of
great expertise and safety might not
want to advertise on a station with
screaming DJ’s,”” he said. ‘‘So even
though that station might have eight
times the audience as a classical station,
the classical station could get the buy
because of the listening environment” —
and twice the buying power.

Still, mass-appeal commodity market-
ing is disappearing—and will continue
to disappear at a growing rate, RAB’s
Potash predicted. ““Commodity media is
over...we're just waiting for the funeral
director to show up,” he said. **The
mass media is no longer available. The
world is changing, and as the world
changes, mass media is going away.”’
Daily newspapers continue to go out of
business, network TV is losing viewer-
ship and these changes will multiply
geometrically, Potash said. ‘‘The
changes that are coming will move fast-
er, not slower. They were slower in the
'80s, but they're becoming much faster
in the '90s." -REB
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on top of your business.
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CBS believes in service. We virtually CBS Representatives work as your partners
have one salesperson on the street for each to implement your marketing plan, sell your
station we represent. We know your business package, deliver your rates and provide for
and keep you on top, because we're on top your "unfair share" of market revenue. But
of things. most of all we provide service.

Our CBS Marketing Directors work If you're interested in reaching the top
one-on-one with clients to develop new and staying there, call Tony Miraglia, V.P./
business. Our representatives are familiar General Manager at (212) 975-1877.

with Co-Op Advertising, Sports Advertising,
Tie-in Promotions...and we back it up with
CBS research and experience. Plus we are CBS RADIO

very selective, this means you're guaranteed :
productive, top-quality representation. R EPRESENTATIVES




RADIO ‘91 TO OFFER NUTS-AND-BOLTS

' APPROACH TO SALES

| Operators will discuss ‘practical applications of techniques they have used successfully’

he National Association of Broad-

caster’'s Radio 1991 Steering

Committee will tailor the sales and
marketing sessions with an ¢emphasis on
getting ‘‘back to basics,”’ according to
Bill Hogan, president, Unistar Radio
Networks, and chair, marketing and
sales subcommittee.

The idea, said Hogan, is to have radio
operators discuss practical applications
of techniques they have used successful-
ly.

The planned sessions include:

® “‘Super Sales Promotions to Sky-
rocket Profits,”” a discussion of sales
promotions that increase revenue with-
out relying on ratings.

@ “‘Bright Choices: Hiring and Man-
aging Your Sales Staff,”’ practical ad-
vice on building a successful sales staff.
Session will give guidelines on spotting
prospective sales candidates, motivating

and rewarding existing sales personnel
and overachieving in difficult times.

® ‘‘Value-Added Selling,’” with ex-
perts in the field of value-added selling
explaining how to overcome the cost-
per-point mentality.

® ‘‘Revenue Without Ratings,’’ mar-
keting concepts and techniques that can
maximize sales regardless of a station’s
ratings.

® ‘‘Maximize Your Sales with Sales
Consutltants,”” in which panelists will
discuss ways consultants can help radio
stations with sales and marketing prob-
lems in different size markets.

® ““Cash In on Your Sports Connec-
tion’’ will emphasize the value of sports
and explain how to sell sports programs’
unique audiences.

® “‘Increase Your Vendor Dollars™

will show how to attract advertising rev--

enue away from print media.
® ‘‘Compensation Strategies’’ is a Ra-

dio Advertising Bureau session that will
discuss the results of a just-completed
study on compensation and reward in the
radio industry. There will also be a dis-
cussion of the practical implications for
structuring an effective system for sales
staffs.

@ “‘Targeting: The Winning Strategy |
for Stations and Advertisers’’ is another
RAB session that will discuss radio’s
targetability and how it can work with
niche marketing to benefit advertiser and
station bottom lines.

® *‘Small-Market Sales Strategies,”’
an RAB session that will feature small
market general managers exchanging
successful strategies and suggestions for
increasing revenue in smaller towns.

8 “‘Optimum Effective Scheduling in
the Real World™ will discuss two for-
mulas for calculating the right frequency
and timing to achieve a maximum effect
from radio advertising. ¢

Free Trial Offer

Buy Two Months, Get One Free
TM Century’s Hits-of-the-Week CDs

Save time, save money and improve your music!
Get TM Century’s™ HitDiscs™ with all the hits and
new songs for CHR, AC, Country, AOR and Urban
weekly before they’re hits. We're so sure you'll
find HitDiscs™ indispensible that no contract is * The New
required! 1,750 stations uslng Hits-of-the-Week or . Hijgs-of-the-
GoldDisc™ oldies can’t be wrong. Mail this .
coupon to TM Century, 14444 Beltwood
Parkway, Dallas, Texas 75244, or FAX toll-free: ' :
(800) 749-2121.

'Wewantm getamonlholetDiscs free (new diems only: pay two,
+ months, get third month free). Send HitDiscs ™~ untl further notice [ | Federal |
BnpressnextaftemoondelweryatSZOOpermonm or [ ] Priority Mail at 3
5160permonth | 1tendose a check, or charge my | | Visa | ] MasterCard
{ for the first and last months. We agree to give 30 days written notice if we

decide to cancel our HitDisc™ subscription. [ | Send info only.
Tide,

Signed
Name on Crediit Card
Cr

R T L T T Ty
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RIDING GAIN

DIESEL MAKES TRAXX

Westwood One International and
Diesel, a major international clothing
manufacturer, have signed a one-
year agreement for Diesel’s
sponsorship of the Italian version
of Westwood's American Dance
Traxx, which will begin airing in
October. Traxx is a three-hour
weekly countdown of the top U.S.
dance hits plus artist interviews and
other features. Diesel, which
produces and distributes jeans and
casual wear in 52 countries, is
based in Molvena, ltaly.

Atlanta-based consulting firm
Burkhart/Douglas & Associates has
announced a new twist in the
programing consultation business:
the company is paying Cap
Cities/ABC to consult its owned-and-
operated KLOS(FM) Los Angeles.

B/D & A President Dwight Douglas
says he has agreed to spot KLOS
management some cash up front, and
then pay an undisclosed sum for
every 10th of a point the station
increases in the ratings. KLOS

earned a 4.5 in the spring 1991
Arbitron in persons 12-plus,
Monday-Sunday 6:00 a.m. to
midnight.

NEW PREZ FOR N.Y.
RADIO ASSOCIATION

Scott Meier, vice president and
general manager, WFAN(AM) New
York, has been elected chairman,
New York Market Radio
Broadcasters Association
(NYMRAD). Meier, most recently
vice chairman, succeeds Peg

Kelly, general manager of
WNEW(AM), and his term becomes
effective immediately. Gary Fisher,
vice president and general
manager, WHTZ(FM) New York, was
elected vice chairman; WRKS-FM
vice president and general manager
Charles Warfield was elected
secretary, and Chris Witting, vice
president and general manager,
WCBS(AM), was elected treasurer.

JACOR NUMBERS

Cincinnati-based Jacor
Communications Inc. reported
financial results for the second
quarter and the first half of the year,
ended June 30. Operating income

for the three months ended June 30
was $2.621 million, an increase of
29% over the same period in 1990.
Operating income of $1.719

million for the six months ended June
30 was up 84% in comparison (o

the same period in 1990 ($933,180).
The 1990 second-quarter and
year-to-date results included non-
cash charges resulting from
amortization of a non-compete
agreement. The decrease in
broadcast revenue and broadcast
operating expenses for each

period is a direct result of the sale of
wMIIFM) Cleveland, WYHY(FM)
Lebanon, Tenn., and Eastman Radio.

SETTLEMENTS

The FCC granted Jerry J.

Collins’s applications for new AM’s
in Junction City and Troutdale,

both Oregon, and Bjornstad
Broadcasting Co.’s application for
anew AM in Eugene, Ore., after
approving settlement agreements
between Collins, Bjornstad and J&K
Broadcasters, which filed
competing application for Eugene.

OVERTURNED

The FCC overturned a Review
Board order, vacated an
administrative law judge’s order,
and reinstated an applicant for a new
FM in Huron, Ohio.

The ALJ originally granted the
application of Luipold Broadcasting
for the Huron FM over competing
applications filed by Great Lakes
Broadcasting Inc., Huron
Communications Co., Thomas W.
Roberts and NCB Enterprises Inc.
But after Huron filed a petition to
enlarge issues, the Review Board

found Luipold’s assurances
concerning transmitter site
availability questionable and
remanded the case back to the
ALJ. The ALJ ruled against Luipold
and dismissed its application.
After Luipold filed a petition
for reconsideration of the Review
Board decision, the commission
overturned the Review Board’s
remand order, and said Huron's
petition *‘was dilatory and failed to
establish good cause for its failure
to raise its argument in a timely
fashion.’” The commission also
found that an amendment Luipold
filed concerning its transmitter
site was done in good faith, and
therefore vacated the ALJ's order
dismissing Luipold’s application,

RADIO RENEWALS
CHALLENGED

The Pennsylvania NAACP has
filed a petition to deny the license
renewals of 12 Pennsylvania and
one Delaware radio station for
alleged violation of the FCC's
equal employment opportunity rules.
The stations are: WMYG(FM)
Braddock, WESA-AM-FM Charleroi,
WHIB(AM)-WSSZ(FM) Greenburg,
WHP-AM-FM Harrisburg, wJAS(AM)-
WSHH(FM) Pittsburgh and
WIPA(AM)-WYTK(FM) Washington, all
Pennsylvania, and WGMD-FM
Rehobeth Beach, Del. All but wHp-
AM-FM and WGMD-FM are located

in or near Pittsburgh, which the
NAACP said was ‘‘surprising and
unfortunate,”” since *‘Pittsburgh is
one of but a handful of markets in
which most broadcasters have
historically operated well over
workforce parity in minority
employment.”’

FREE Health from the Children's Health News Network, a free, weekly radio

news service, concentrating on prenatal, pediatric and
News Feed  ;olescen heatth and mecical opics,

The radio newsfeed service is offered by Children's National
Medical Center in Washington, D.C., one of the nation's

premier pediatric health care facilities.
- For more information on this newsfeed, contact the
3 3 Children's Health News Network

at Children's National Medical Center,
Childrens - (;2)930.4500.
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INTERNATIONAL

WHO’'S WHO: EUROPE’S TELEVISION LEADERS

Television in Europe today bears little
resemblance to that of just a few yester-
days ago. From an almost entirely state-
dominated, largely noncommercial and
often less-than-exciting medium, Eu-
rope’s small screen has emerged in the
last decade or so as a growing complex
of rapidly changing regulations, game
plans and program offerings: freer from
constraint, more privately controlled,
more entrepreneurial and, in virtually
every way, better. O Many of those who
have brought European television to that
dynamic state are found on the pages
that follow,

Fininvest’s Silvie Berlusconi is first
among first in his impact on European
television. A billionaire with a vast Eu-
ropean media empire, he broke ground
on some of Italy’s most innovative resi-
dential development projects before
turning in the mid-1970’s to building
that nation’s first alternative to the giant
state-run RAI-TV. By the time he was
finished, and despite a confounding
maze of media law and anarchy, he had
created from the ground up three net-
works that none could deny were RAI’s
worthy rivals. In the 1980°s, he turned
his sights on Europe at large, extending
his interests into—and out of—French
broadcasting, at La Cing, and remains
partnered with Germany's Kirch Group
in broadcast channel Tele 5 there. More
recently, in Spain, he has launched a
new, and by all accounts rapidly rising,
commercial network. As a program buy-
er, his extended shopping sprees did
more than perhaps anything else to cre-
ate the 1980’s boom in Europe for Hol-

i

lywood exports. And as a program pro-
ducer and co-producer, his company is
in the region’s top ranks. His reach ex-
tends in a big way as well to publishing,
retail and advertising.

Hervé Bourges late last year inherited
France's sinking public TV organiza-
tions, taking over the superpresidency of
Antenne 2 and FR3 from a highly con-
troversial predecessor. A 1.5-billion-
French-franc government bailout will
help, but the future of the two services
in the face of France's expanding com-
mercial TV competition is by no means
assured. Bourges shouid know: he is for-
mer head of leading commercial channel
TF1 and helped lead it to dominance
prior to its privatization in 1987.

Framcis Bovygues stands at the top of
Television Francaise 1, after beating out
European media giant Robert Maxwell
in a battle for control earlier this year.
Bouygues branched off from his giant
construction empire to take the leading
interest in TF1 when France’s first TV
channel was privatized in 1987. And so
far, he and his deputies have held back
competition from the rest of France's
channels, including one run by lialy’s
Silvio Berlusconi and the one-time close
second channel, Antenne 2.

Garda Candav’s agenda is clear: to
maintain Spanish broadcaster RTVE's
front-running status in the face of an
explosion of new commercial competi-
tion. The first rivalry came from a series
of new regional commercial channels,
but more recently three new national ser-

vices have been launched to try to steal
RTVE audience. Two of those are
backed by European powerhouses Silvio
Berlusconi of Italy and Canal Plus of
France. But RTVE has its own two pow-
erful national channels to bank on, along
with a network of extensive production
facilities.

Michael Checkland controls the rudder
of Britain's steadiest ship—British
Broadcasting Corp. The BBC counts as
the only sure thing in a dramatically
changing British TV scene—at least for
now. But preparations have already be-
gun for the Beeb's new charter in 1996.
That new, potentially historic, charter
could take the heavily public service-
oriented broadcaster toward more profit-
oriented aims. Director General Check-
land, a 27-year veteran of the BBC, is
well trained for that fiscal reality; he
trained as an accountant.

When satellite television helped turn Eu-
ropean broadcasting on its head in the
1980's, Jean Dondelinger was there to
hold its feet in the air, pushing through
European Community rules formalizing
the new **Television Without Frontiers'”
doctrine. Dondelinger is about to do it
again, preparing a new set of rules that
will deregulate the long-monopolized
satellite ground segment, freeing coun-
try-to-country links and losing new tech-
nologies like satellite newsgathering.

Britain’s Michael Green may have a lot
to handle, but he wants more. The Carl-
ton Communications empire he has built
since the mid-1960’s includes U.S. lab

Sllvi(; Berlusconi Hervé Bourges Michael Checkland Jean Dondelinger
Fininvest Antenne 2, FR3 BBC European Commission
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Michael Green
Carlton

Astra
giant Technicolor and such successful
equipment makers as audio gear firm
Solid State Logic and video systems
groundbreakers Quantel and Abekas.
Now Green is looking to extend his
holdings in British broadcasting from a
20% stake in the Ceniral Television
franchise, with bids in for leading re-
gionals Thames TV, Television South
and TV-am.

leo Kirch is low profile for someone
who has created an enterprise as impor-
tant as his ‘Kirch Group (he hardly ever
gives interviews and is rarely seen on the
intemational media circuit). But his
firm’s prominence should not be under-
estimated. Kirch founded the company
in 1956 and for years compiled an ex-
traordinary program library, making him
Germany's dominant program supplier
today, with a library of 15,000 feature
films and 509,000 hours of TV pro-
grams. His Kirch Group also has a pow-
erful presence in program production
and co-production, as well as broadcast-
ing. Kirch owns a stake in Sat 1, and in
Germany’s new pay-TV channel Pre-
miere, with Canal Plus and former rival
firm Bertelsmann.

Enrico Mamea sits atop one of the most
unusual public broadcast enterprises in
the world, Italy’s RAI-TV, whose three
national channels are carefully divided
along political lines. Having recently re-
established ratings dominance over Sil-
vio Berlusconi’s private networks, RAI
remains a production and co-production
powerhouse and now has fostered its
own TV festival, the just-started Um-
briafiction.

Pierre Meyrat is at the helm of the Astra
satellite that has changed European tele-
vision as much as any player on the
European scene. Carrying popular trans-
cultural services like MTV Europe, as
well as the dominant English-language
satellite programs of British Sky Broad-
casting and a new group of German-
language channels, Astra reaches into
Europe’s growing millions of satellite

Pierre Meyrat

Rupert Murdoch
Sky TV

and cable homes. Although a second
satellite for the services has just been
launched, a third is already in the works
for later this decade and promises to
deliver not just more channels. but high-
definition television as well. Director
General Meyrat comes well qualified to
head this growing delivery company; he
spent many years at Switzerland’s larg-
est cable network and later was director
general of the Swiss-German Teleclub,
Europe’s first satellite-delivered pay-TV
movie channel.

Rupert Murdoch is one of those whose
part in European Television’s transfor-
mation could not be overstated. First and
foremost, he guided Sky TV in its early
days in the last decade, when it played
the all-important role of opening Eu-
rope’s borders to a trans-country satellite
television. Once Sky switched its aim to
the UK, Murdoch tumed it into a four-
channel cable and satellite rival to Brit-
ain’s dominant broadcasters and battled
briefly with rival British Satellite Broad-
casting before getting the best of a sub-
sequent merger into British Sky Broad-
casting (BSkyB). Now, in Britain's
transformed media scene, Murdoch
hopes an expanding satellite and cable
universe will help BSkyB dominate UK
alternative media for years to come.

Nick Nicholas, by virtue of his post as
co-chief executive officer of the world's
largest media company—Time
Wamer—finds even his tiniest steps into
Europe make big footprints. Through
arms like Wamer Bros. Intemational
TV, the world’s largest film and pro-
gram library, and Home Box Office, the
world’s most successful pay channel,
Nicholas has begun scoping out Europe-
an pay TV, starting with Scandinavia.
The company is also partnering with
France’s Canal Plus in the British broad-
casting scene, with a stake in regional
franchise Television South. Most recent-
ly, it has applied with a consortium of
German companies led by Bertelsmann
in a bid to operate an all-news TV chan-
nel in Germany.

Nick Nicholas
Time Warner

Andre Rousselet
Canal Plus

Andre Rousselet’s brainchild was Canal
Plus, a French pay movie channel offer-
ing something extra when French broad-
cast TV was still in its pre-expansion
days during the early 1980’s. Canal Plus
is now the second most successful pay
channel in the world, after the U.S.’s
Home Box Office, and its trend-setting
success has irrevocably altered French
TV and film (it is the biggest financer of
films in that film-crazed country). Ac-
tive elsewhere in Europe, Canal Plus has
led major expansions into pay TV in
Spain and Germany, and also has a pres-
ence in Belgium, Scandinavia and Brit-
ain.

George Russell, chairman of Britain’s
Independent Television Commission, is
in the eye of Britain’s TV storm. Head-
ing the nation’s commercial broadcast-
ing regulatory body since January 1989,
he is a media industry veteran with stints
as chairman of Independent Television
News and as deputy chairman of Chan-
nel Four Television. That front-line ex-
perience, and a reputation as one of the
few who could shepherd Britain’s com-
mercial television through the times
ahead, should serve him well. What is
ahead for Russell is the auction of re-
gional TV franchises between now and
next October—while not a first for the
nation, the first big step toward a new
and highly competitive television mar-
ket.

Yves Sabouret is vice chairman and
chief executive officer of France’s Ha-
chette. Long a dominant player in
French print and radio broadcasting, the
media giant has now taken on television,
with a 25% stake and the leadership role
at the embattled French private channel,
La Cing. Following years of debilitating
disputes between co-owners Silvio Ber-
lusconi of Italy and French publisher
Robert Hersant, Hachette is now firmly
in control. As for the larger company,
under the leadership of Sabouret, a long-
time public official who entered media
through radio in the mid-1970’s, Ha-
chette has seen four-fold revenue
growth, international expansion and di-

Broadcusting Avg 5 1991 International 37



George Russell
[ ITC

versification into film and broadcasting.

| Albert Scharf, president of the European

Broadcasting Union (as well as chief of

Germany's Bavarian Broadcasting), has

some very ambitious projects on his

agenda; not the least among them is a

] Euronews service. His broader mandate

is to protect and extend the interests of

I Europe’s dominant broadcasters against
and with the onslaughts of change.

Gaston Thorm may be the one-time
’ prime minister of Luxembourg and a
former high-ranking United Nations and
European Community official, but he
I has found a company as large as a coun-
try in the Compagnie Luxembourgeoise

—

Yves Sabouret
Hachente

Albert Scharf
EBU

| de Telediffusion. CLT, as it's more |

commonly known, began life as Eu-
rope’s first private broadcaster in 1931
and today operates six television and
nine radio channels in Luxembourg, |
France, Belgium, Germany, Great Brit-
ain and the Netherlands. Its television
services include the top-ranked RTL
Plus of Germany, along with that coun-
try’s Tele 5, France’'s M6 and the Neth-
erlands’ RTL-4, among others. Produc- |
tion and distribution entities include
France’s renowned Hamster Productions
and Pandora. The company also holds a
stake in Astra satellite operator SES and
options on two channels, should it plan
to extend further its domain to include

Gaston Thorn

Ted Turner J
Turner Broadcasting

CLT

satellite and/or French-language TV.

Ted Tumer has turned European news

upside down with this 24-hour live and

global Cable News Network. Reaching

into the region via satellite, cable and

broadcast affiliations since the mid- |
1980°s, CNN has redefined news cover-
age there, as in its home turf of the
U.S., and spawned European imitators
beginning, but likely not ending, with
Rupert Murdoch’s Sky News. And
Tumer, who for years has talked about
entering European satellite entertain-
ment programing, will, when he is
ready, likely transform that arena as
well.

oo,
LY
/Mo srrrsas.

Puoro AND TEXT

38 International

Serving over 12,000 clients:
radio, television, newspapers,
magazines and databases.

o

fejpg awolard v .

Agence France-Presse
1612 K Street, NW
Washington, DC 20006
tel (202) 861-8535
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MTV ANNOUNCES ITS MOVE TO MULTIPLEXING

With ' 93 expansion, MTV says to systems: ‘If you build it, we will come’

he MTV Networks formally an-

nounced last week that the compa-

ny will begin programing three
MTV channels starting in mid-1993,
with testing (o begin next year with at
least four cable operators in five mar-
kets.

As MTV Networks Chairman Thomas
Freston first told BROADCASTING (**Top
of the Week,”” June 29), plans are to
retain the core MTV channel essentially
as is and add two new channels dedicat-
ed to as-yet-undecided musical genres.
He also said that MTV Networks contin-
ue to explore the possibility of expand-
ing their other services, VH-1 and Nick-
elodeon, into three channels as well.
Said Ed Bennett, president of VH-I:
*‘“There are great opportunities for VH-1
to be in multiplexing in the future.™

The MTV announcement marks a
move ahead for multiplexing in the basic
cable arena. Premium networks HBO
and Showtime begin their multiplex test
with Telecable this week (see chart,
page 40). Others, such as USA Net-
work, ESPN, Family Channel, C-SPAN
and Discovery, have remained quieter
and less formal about their plans than

has MTV but are considering making a
move, as BROADCASTING reported earli-
er (May 27, 1991).

USA Network plans to test a new

Networks such as
USA ESPN, Family
Channel and
Discovery have
remained quieter
and less formal
about their plans
than has MTV, but
all are considering
a move.

programing concept in several cable sys-
tems later this year. ESPN continues to
toy with the possibility of creating a
sports news channel and/or a niche

sporis channel. Discovery talks of divid-
ing itself into channels along the lines of
its primary programing genres.

MTYV will test genres beginning in the
second or third quarter of 1992. Cablevi-
sion Systems will test the channels in
Boston and Brookline, Mass.; Media
General will test in Fairfax, Va.; and
Cox Cable and Continental Cablevision
will test triple-MTV but have not yet
chosen systems. According to Marshall
Cohen, MTV Networks’ executive vice
president, the three MTV channels may
be available in only a portion of each of
those systems. He added that MTV has
received phone calls from other opera-
tors interested in testing the expanded
service, and may take them up on their
offers.

But even operators who have agreed
to test the three services are not sure
what to expect. Said Marc Lustgarten,
vice chairman of Cablevision Systems:
**I don't feel very strongly about it one
way or the other. I don’t understand it
yet.”

The license fee for one MTV versus
three will stay virtually the same, al-
though there may be a slight cost *‘for
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those operators which have license
agreements with our other services,”
said Cohen. MTV says it can expand to
three channels with little incremental
cost.

Nor will MTV have te spend money
on additional transponders, even during
the test. According to Freston, transpon-
der compression will be available in 12
months, so MTV’s simple transponder
will accommodate all three channels.

According to Freston, advertising will
be sold across all three channels and
based on cumulative demographics, rat-
ings and reach. The network will contin-
ue to target the 12-34-year-old audience,
and its research says having three chan-
nels should increase ratings anywhere
from 30% to 80%.

A variety of genres are likely to be
tested on different cable systems to help
MTYV decide what musical formats to go
with. ““To speculate on what genres
we’ll end up using would be stupid,”
said Cohen, since ‘‘music changes very
quickly.”

Freston added that each of the two
additional channels will likely be ‘‘a co-
alition of a couple of genres.”’

MTYV is unsure how many cable sys-

CNBC ALSO THINKING THREE

NBC has its own ideas for multiplexing, now that it reaches 43.8 million

homes (thanks to its acquisition uf FNMN) and no lenger has to struggle for
carriage of just one channel. According to Tom Rogers, president, NBC
Cable, CNBC could be divided into three channels (also the magic number for
MTV and HBO),

One channel could be videotext, providing the stock ticker as well as
additional business information, said Hogers. Another could continee to
produce business news and a thind could be offered on a subscription or pay-
per-view basis, televising such events as stockhilders mestings, he suid.

But actually launching the three channels would be premature, said Rogers
**That kind of channel capacity, for non-movie channels, is three 1o five vears
out.”’ He was vague, though, about whether CHBC would test such concepts
anytime soon, dispile the lack of widespread channg] capacity now,

CNBC has hud some discussions aboul its possible future plans with
operators, largely becanse operators see busingss and financial news as a way
to expand their penetration, acconding to Rogers. Operators are targeting
commerical buildings in metropolitan areas for future growth because penetra-
tion in those areas 1s low, he sad. And eapanding CNBC's channels and the
amount of business information it can deliver could help increase that penetra-

tion, said Rogers.

tems will be prepared by 1993 1 pick up
all three channels, since their ability to
carry the services will depend on chan-
nel capacity and the progress of system
rebuilds. Freston said he believes sys-
tems will be ready by 1995, at least,
with an average of 80 to 120 channels

per system. Cohen said MTV announced
the project now, timed with its 10th an-
niversary, to give operators an incentive
to rebuild. By showing there is program-
ing to fill new channels, MTV is saying
to operators, according to Cohen, *‘if
you build it, we will come.”’ -SoMm

HBO RELEASES MULTIPLEX SCHEDULE

SUNDAY, AUGUST 4

Cantral-East Central-East
PREMIUM] C | 500 5:30 600 630 7.00 730 800 830 | 800 | 930 1000 | 1030
E | 600 6:30 700 730 | 800 | 8:30 | 900 930 1000 10:30 1100 1130
1 I(S 15} Lisa PG13 Die Hard 2 (CC) R Dream On  |Spies Like Us (CC) PG
{Chery! Ladd) {Bruca Willis) = (CC) (Dan Aykroyd)
Hea | 2 [WereNo Angeis (CC) PG13 'Dirty Dancing (CC) PG13 Die Hard 2 (CC) R
(R. De Niro, Sean Penn) (P Swayze, J. Grey) (B. Willis, B. Bedelia) ]
3 Batman (CC) PG13 Police Academy 2 PG13 And Justice for All R (10:35)
{Michael Kealon} Al Pacing- J. Warden) DraaE
1 f@ |Shnmp on the Barbie PG13 Stankey & Iris (CC) PG13 Silent Rage R (10:45)
MAX Return |(Cheech Marin) (Robert De Nirg) (Chuck Norris) Back
2 (4:30) Empire of the Sun (CC) PG Nat't Lampoon's Christmas
{John Malkovich) Vacation (CC) PG13
1 [{4:35) Cry-Baby The Freshman (CC) PG
SHO PG13 (Matthew Broderick) |(James §pader) Barbie -
2 (4:35) Shrimp on Can't Buy Me Love (CC) (7:35) Cry-Baby PG13 The Freshman (CC) PG
/ Barbie PG13 (P. Dempsey) {Johnny Degea) (Matthew Broderick)
1 Misery R Reversal of Fortune (CC) R Lock Whao's Talking Too (CC) PG13
ve (James Caan, L. Bacall) {Ron Sitver, Glenn Closs) (Kirstie Alley)
2? (4:00) Warlock Kandytand R Warlock (CC)R Kandyland R
(CC)R {Sandahl Bergman) (Richard E. Grant)

TeleCable's premium channel multiplex test began last week
(Thursday, Aug. 1). The above chart shows the Aug. 4 schedule,
HBO has opted for an entirely new programing schedule for its
three channels, so that at any given time, each channel will
attract a different audience, Cinemax is starting out as a two-
channel service, but is scheduled 10 become three in Novem-

ber. “We simply need to finish the physical plant necessary at
our uplink,” said a spokesman,

Showtime, which is multiplexing with two channels, is doing
so by airing both its East and West Coast feeds, which requires
no additional transponders. (HBO's/Cinemax’s plan requires
four additional transponders.)
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BCCI CONNECTION

Allen Davis, project coordinator
for Sterling Cable’s overbuild of the
ATC system in Savannah, Ga.,

said there has been no change in the
company’s plans, despite fraud
charges brought against the Bank of
Credit and Commerce

International.

Ghaith Pharaon, a Saudi
financier, is a former shareholder and
client of BCCI and owns
Interredec, parent company of
Sterling Cable. Pharaon is one of
nine individuals the U.S. district
attorney is seeking to bar
permanently from U.S. banking as
part of the BCCI indictments.

Davis said Interredec was
chartered in Delaware, has all U.S.
board members and has positive
cash flow. He said if Pharaon were
forced to sell the company, it
would continue its present operations
uninterrupted.

Sterling hopes the city will act
next month on its franchise
application. Already the city has
passed two ordinances to help
Sterling. One deals with
discriminatory pricing, the other,
said Davis, will codify federal
antitrust laws and make them cable
specific. A source in Savannah
speculated that it may be aimed at
program access.

Savannah is not the first
overbuild for an Interredec company.
A company overbuild in
Montgomery, Ala., is about 15%
complete, said Davis. The
company can build systems for $500
per home, far cheaper than
acquiring systems. Davis also said
that coming in with a new system,
new technology and good customer
service gives it a leg up over
incumbent operators.

ATC carries 25 basic channels
for $18.65, but is in the process of
rebuilding the system and adding
more channeis. Sterling plans to
build a 550 mhz system in
densities of 30 homes per mile across
the city. The 58-channel basic
service will cost $16.95, and there
will be no charge for extra outlets.

The Savannah project will cost
$10 million, with local investors
joining Interredec in the
ownership of the company. Davis
said the financing for the project is
already in place.

NOT THEIR BUSINESS

ESPN is canceling its two-hour
morning business block, Nation's
Business Today, produced by the
U.S. Chamber of Commerce, and
will program sports in that
segment beginning Sept. 30.

ESPN President Steve
Bomnstein praised the partnership
with the chamber, but said, ‘‘we
have decided to return to an ail-sports
format because our research has
shown that ESPN viewers have come
to expect sports news in the
morning.’’ ESPN runs a repeat of the
previous night’s Sports Center
from 8:30 to 9 a.m. Sports news is
one likely possibility for that
block. NBT has appeared on ESPN
since 1985.

AWARD TO ALTER

Robert Alter, president and chief
executive officer of the
Cabletelevision Advertising
Bureau, won the Grand Tam award
from the Cable Television
Administration and Marketing

Discovery President Ruth Otte and Alter

Society. It is the first time
CTAM’s highest honor has been
bestowed on the head of another
cable trade association.

RAIDERS ON TAP

With the help of Prime Ticket,
Prime Network regional sports cable
affiliates received the July 27 pre-
season NFL game between the San
Francisco 49¢rs and the Los
Angeles Raiders.

Prime Ticket worked out a deal
with the Raiders to carry that game, a
weekly Raiders highlights show,
Raiders Playbook and two other
exhibition games, versus the

Chicago Bears on Aug. 18 and the
San Diego Chargers on Aug. 24.

Due to NFL home-city
regulations, Prime Ticket carried the.
Raiders-49¢ers game a day later,
on July 28, at 10:30 PST. Because of
ABC’s game between Detroit and
Denver on July 27, those markets,
along with Canton, Ohio, site of
the Denver-Detroit game, were
blacked out until Sunday. But
Prime Network’s other affiliates
carried the game live. (The 49ers
prevented any Bay Area systems
from carrying the game, either
live or tape-delayed.)

The move by Raiders owner Al
Davis took the NFL by surprise, but
top league officials were out of the
country last week and were not
expected to address the issue until
their return this week. No word yet
whether Prime Network is
interested in picking up the other two
Raider games.

Midwest SportsChannel is adding
11 more games of the Minnesota
Twins to its package of basic and
PPV games. In the inner market,
MSC will complement its existing
package of 30 basic and 34 home
PPV games by adding 11 PPV
games—eight new games and three
games from the basic package.
MSC is adding three new games to
the basic package to replace the
three that have become PPV. PPV
games are priced at a $5.95
minimum in the metro market.

In the outer markets, the 11
new games will be added to the
existing basic package. That
package runs between 64 and 90
games, depending on whether
there is a Fox affiliate in a given
market that is carrying 26 games.

Because the basic outer market
package reaches 450,000 homes, and
the inner market only 100,000,
the addition of 11 games is more
significant than the PPV portion,
said Kevin Cattoor, general manager.
Cattoor said MSC has the rights to
carry 50 PPV games, but carried only
34 initially, because of hockey
conflicts and to see how the Twins
developed. Now that the team is
in the race, and buy rates are 1% and
growing, Cattoor decided to add
more games.
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PPV’S LATEST MATCHUP: PAVAROTTI AND DOMINGO

NBC and Cablevision sign 10-year deal with Metropolitan Opera

y bringing opera to pay per view,

NBC and Cablevision Systems

hope to attract an audience that
has probably never heard of pay per
view before.

As announced two weecks ago, and
first reported by BROADCASTING
(‘*Closed Circuit,”” May 20), NBC,
Cablevision and New York’s Metropoli-
tan Opera have signed a 10-year agree-
ment to provide three to four events a
year for pay per view. The first, sched-
uled for Sept. 23 (which also brings in
Polygram as a partner), is the 25th Anni-
versary Gala of the Met, featuring acts
from three separate operas (‘‘Rigo-
letto,”” **Otello’” and *‘Die Fleder-
maus’’), and brings tenors Luciano Pa-
varotti and Placido Domingo together on
an American stage for the first time.
Panasonic is the sponsor.

While NBC and Cablevision expect to
bring a new audience to PPV, they don’t
expect to bring a very large one, at least
not initially. According to NBC Cable
President Tom Rogers and Cablevision
Vice Chairman Marc Lustgarten, they
will be satisfied if the $34.95 event
brings in a 0.25% buy rate (that’s
40,000 homes out of a possible 17.5
million). Ed Bleier, president of pay TV

- at Warner Bros. (which is distributing

the event to Request Television) did not
agree. **If it pulls in that low a buy rate,
it's a disappointing commentary on our
society."”’

No one is expecting to make a profit
on the Sept. 23 event. Said Lustgarten:
“We'll be happy and satisfied if we
break even.”’ NBC and Cablevision say
they want the event to begin the momen-
tum, and turn the entire 10-year con-
tract, ‘*over time, into a profit produc-
er,”” said Lustgarten. The contract with
the Met has been in effect for over a
year, according to Susan Greene, NBC
vice president, business development.
*‘We were just waiting for the right
event to come along,”” she said, noting
that in the future, the Met may produce
special programing for PPV.

While hoping to introduce more peo-
ple to PPV that could in turn help NBC
and Cablevision’s planned 1992 three-
channel PPV Olympics, there are no
plans to cross promote, or to use the
Met’s mailing list of 1.5 million people
for the Olympics Triplecast. NBC and
Cablevision say they do have plans for
other PPV events between now and the
Olympics that will expand the PPV audi-

Pavarotti and Domingo headline the Met’s Sept. 23 PPV gala opera.

ence further, but would not divulge spe-
cifics.

Promotion for the event begins this
month, with NBC and Cablevision buying
time on cable networks. NBC will not run
any promotions on its network or its
0&0’s, according to Rogers. There will
be some sort of promotional tie-in with
NBC/Cablevision-owned Bravo, and pos-
sibly with A&E, of which NBC is part
owner. The anniversary gala will be dis-
tributed internationally, but no details
have yet been worked out, according to
Jeff Rowland, vice president, Polygram
Diversified Entertainment, which is han-
dling the international market.

Nancy Anderson, director of PPV for
Jones Intercable, said the company will
not approach the marketing and promo-
tion of this PPV event much differently
than any other, although Jones may do
some extra calling, depending on the
demographic information NBC pro-
vides. o

Anderson expects a less than 1% buy
rate for the opera, but adds there is no
history of PPV operas. “‘It’s its own
research,’’ she said. The opera will ap-
peal to an older demographic that may
not have ever used PPV, which could
widen the exposure of PPV. The price
tag of $35 compares favorably to seeing
the event live, Anderson pointed out.
And opera buffs who are not in major
cities probably have fewer opportunities
to attend operas than rock fans have lo
catch their favorite groups on tour.

As channel capacity expands with the
introduction of fiber optics during the

10-year agreement with the Met, Cab-
levision’s Lustgarten predicted those
events will be seen on more than one
channel. For example, *‘Why can’t we
have one channel with opera, and anoth-
er with ongoing commentary,” said
Lustgarten. “*The only reason we’ve
been limited [to one channel] is because
of technology. And that’s changing.”

PBS will continue its programing ar-
rangement with the Met, which began in
1977.

More music on PPV

Another regular musical series is coming
to pay per view, but it is likely to attract
a rather different audience. Producers
Robert Meyrowitz and Stephen P.
Chermer have created a production com-
pany called Thursday Night Concerts, to
offer regular pop music concerts every
Thursday night at 8 p.m. ET. Each full-
length concert will run for three consec-
utive Thursday nights, and a new con-
cert will debut on the fourth Thursday.
The first show, which airs Oct. 24, is
Metal Madness 2, featuring the heavy
metal group Warrant, on tour with
Trixter and Firchouse. The second con-
cert is scheduled to be The Neville
Brothers. The suggested retail price is
$19.95. **We expect a 0.5% buy rate
[cumulative] for all three nights, but
we'll break even with a 0.2% or 0.3%
buy rate,”” said Thursday Night Con-
certs President Meyrowitz, who has pro-
duced PPV concerts by artists including
New Kids on the Block, The Who and
Teenage Mutant Ninja Turtles. -5DM

“
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ROSTENKOWSKI'S ‘INTANGIBLES’ TAX BILL

Legislation would group most assets into 14-year amortization schedule;
exclusion of FCC license from eligibility would hurt major market TV and radio

House bill that would clarify the

tax treatment of “*intangible’” as-

sets like station licenses and af-
filiation agreements received a mostly
unfavorable reaction last week from
owners, tax lawyers and industry associ-
ation executives who believe the guide-
lines will have a mostly negative impact
on the industry.

Observers noted that the bill, H.R.
3035, introduced by House Ways and
Means Committee Chairman Dan Ros-
tenkowski (D-II1.), will be difficult to
derail, however, because it has the
chairman’s support, is aimed at tax sim-
plification, is said to be revenue neutral
and has received a preliminary nod from
the administration.

In a media business, tangible assets,
such as equipment, make up a relatively
small portion of the business’s value
compared with intangible assets such as
franchise agreements or licenses. When
the value of those intangible assets is
written down subsequent to acquisition,
the resulting ‘‘expense’’ helps reduce
taxable income, thereby reducing a sta-
tion owner’s or cable system owner’s tax
bill.

Rostenkowski’s  legislation  would
group virtually all intangible assets to-
gether and make them amortizable over
14 years. Among those assets, according
to language accompanying the bill, are
**...the costs of acquiring customer lists,
subscription lists, insurance expirations,
patient or client files, credit information
or lists of newspaper, magazine, radio or
television advertisers.”” This much
broader list of assets widens the number
of amortizable categories to include
some previously denied or challenged by
the Internal Revenue Service. In addi-
tion, radio formats and employe con-
tracts would presumably be among the
categories given statutory certainty as to
their tax qualification.

For many broadcasters the most im-
portant amortization eligibility granted
by the legislation would be that accorded
to network affiliation agreements. Exist-
ing law left uncertain whether affiliation
agreements could qualify for amortiza-

tion, and an important case pitting Jef-
ferson-Pilot Communications and the
IRS on a past acquisition is still awaiting
judgment in U.S. Tax Court. Under the
bill, the current 25-year amortization of
affiliation agreements would be reduced
to 14 years, thereby enhancing their tax-
reducing effect.

Two new intangibles that had not
qualified for amortization~going-con-
cern value and goodwill-would both be
eligible under the Rostenkowski bill.
However, neither item, according to
those commenting last week, typically
amounts to much of a deduction under
current tax allocations for broadcasters
or cable operators.

The leveling effect of H.R. 3035 is
not all good news for broadcasters and
cable operators. Many intangibles that
were already eligible for amortization
had shorter amortizable lives than 14
years. For instance, program contracts,
which typically run for just several years
and are often amortized on an acceler-
ated basis, would now have to be amor-
tized ‘‘straight line’’ over 14 years.

A more important problem with the
legislation, according to Michael J.
Hines, attorney for Dow, Lohnes & Al-
bertson, is that it explicitly disqualifies a
broadcaster’s FCC license from amorti-
zation eligibility. Although the license

eligibility has been regularly contested
by the IRS, some broadcasters were
compromising with the service and were
given judicial encouragement by a re-
cent tax court decision involving cable
franchises (BROADCASTING, Nov. 12,
1990).

The legislation would eliminate fran-
chise eligibility by excluding from sec-
tion 197 status government-bestowed
franchises that are *‘indefinite in dura-
tion.”” Prior judicial decisions have al-
most always found broadcast licenses to
be indefinite, or automatically renew-
able. Although the Rostenkowski bill
does not specifically mention either FCC
licenses or cable franchises, one factor
to be used in determining eligibility
compares the cost of acquiring the li-
cense with the cost of obtaining the li-
cense renewal. On that basis, it would
appear that FCC licenses are not amor-
tizable.

The same exclusion could hold true
for cable franchises, although cable has
historically had a better legal record as-
serting that its franchises are not infinite-
ly renewable.

Rostenkowski’s stated purpose for the
legislation was to ‘‘...eliminate much of
the controversy and reduce the need for

Continues on page 47

JUNE TV REVENUE: BAD, BUT BETTER

Te]h-j;iuu revenue in June compared unfavorably with a year ago, but the
extent of its decline appearsd 1o be less than in some recenl months. Sull,
revenue totals seemed to fall between 5% and Y% [or many station groups,
with the greatest decline occurring in spot, rather than local, advertising
Crannctt said television revenue was down 7%, “reflecting sharply lower
pational sales,'” Pulitzer broadcasting =aid June revenue fell 5.4%, and
Multimedia results were off just slightly, even including results of WKYC-TV,
which was acquired in December 1990, A much wider unofficial survey of TV
stations found that Jung revenue was off 2,95, with local up almaost |15, while
spot was off 7% Independents, sccording to the survey, showed o percentage
revente decline—Iless than half that shown by affiliates.

Twn more station groups reported second-gearier resulis. Chtlet Commmuni-
cations &aid net revenue for its two TV stations was off 16.6%, Viacom
reported a 10% TV station revenue decline, 1o 522.1 million, for the full
quarter, causing the division’s operating cash fow e fall 17%, 10 5906

milliomn
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elevision programing revenue
helped many entertainment com-
panies—although not all—offset
disappointments in other areas, accord-

ing to recently released financial results.
If any trend emerges from these num-

PROGRAMING REVENUE SAVES THE DAY FOR SOME

Successes, especially in syndication, make up for poor performances
in other segments by many entertainment companies

bers, it is that the syndication business—
particularly in the international arena—
may be a little better than the network
programing business right now. On the
network side, Orion has closed down its
television operations in part because of

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 br the multi-

billion dollar

YOURSUCCESS
ISOUR
BUSINESS.

SOLITIONS
THROUGH SERVCE

resources of The
Dial Corp, we offer
competitive rates
and flexible
lending guidelines
which allow us to
structure loans to
accommodate
your special
situation. If your
financial
institution says
“no” when

you need to

hear “yes," call

MATT BREYNE

or CHRIS WEBSTER
(602)207-6889

or JEFF KILREA
(312)855-1638
Chicago Office.

GFC

Greyhound Financial Corporation

A Dial Corp Company

Dial Tower » Dial Corporate Center » Phoenix, Arizona 85077-1130

canceled network shows, and Paramount
had a decline in television program oper-
ations. Meanwhile, companies such as
King World, Time Warner, Viacom,
Spelling Entertainment and Multimedia
point to syndication as an area of
growth.

King World reported record revenues
of $100.1 million for third-quarter 1991,
compared to $81.2 million for the same
period in 1990. Income from operations

King World’s ‘Inside Edition,” with host
Bill O'Reilly, helped company to
record third-quarter earnings.

‘Andy Griffith Show’ is, according to
Viacom, ‘as popular as ever.’

also rose in the third quarter from $24.7
million to $27.5 million. The 23%
growth in revenue, according to King
World, is a result of increases in cash
license fees and advertising revenues
from Jeopardy and Inside Edition be-
cause the syndicator produced more
shows in the third quarter. License fees
also increased for The Oprah Winfrey
Show and Instant Recall.

Paramount Communications, which

Continues on page 47
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CHANGING HANDS

This week’ s tabulation of station and system sales (3250,000 and above

WTVF(TV) Nashville O Sold by H&C Com-
munications Inc. 1o Landmark Television
Inc. for $46 million cash, including $5
million, five-year noncompete covenant.
Seller is headed by James Crowther and is
licensee of kvoa-Tv Tucson, Ariz.;
WESH(TV) Daytona Beach, Fla.; KCCI-Tv
Des Moines, lowa; KPRC-AM-TV Houston,
and KSAT-Tv San Antonio. Buyer is head-
ed by Frank Batten and John O. Wynne
and also owns WTAR(AM}-WLTY(FM) Nor-
folk, Va., and KLAS-TV Las Vegas. Land-
mark also owns The Weather Channel and
publishes daily newspapers. wrvF is CBS
affiliate on ch. § with 100 kw visual, 10
kw aural and antenna 1,394 feet above
average terrain.

.KRMX-FM San Diego O Sold by Sandusky
Radio of Southern California Inc. to San
Diego Broadcasting Co. for $10.1 miltion.
Terms: $5 million cash at closing,
$500,000 earnest money deposit and $4.6
million note. Station was purchased in
1985 for approximately $9.67 million.
Seller is headed by Norman Rau and also
owns KEGL(FM) Dallas-Fort Worth;
KDKB(FM) Mesa (Phoenix), Ariz., and
KLSY-FM  Bellevue  (Seattle-Tacoma),
Wash., and is subsidiary of Sandusky
Newspapers Inc., publisher of four mid-
western newspapers. Buyer is headed by
Tim Sullivan and is subsidiary of Anaheim
Broadcasting Corp., which owns KHQT(FM)
Los Altos and KCAL-FM Redlands, both
California. KRMX-FM has adult contempo-
rary format on 94.9 mhz with 21.8 kw and
antenna 710 feet above average terrain.
Broker: Ray Stanfield & Associates.

KVVA-AM-FM Phoenix-Apache Junction,

PROPOSED STATION TRADES

By volume and number of sales

Last Week:

AM'’s O $974,385 O 10
FM’s O $11,220,000 0 3
AM-FM’s O $10,142,000 0 6
TV's O $46,000,000 O 1
Total O $68,336,385 0 20

Year to Date:

AM’s O $55,013,920 O 162
FM's O $129,717,755 0 155
AM-FM’s O $154,672,587 O 115
TV’'s 0 $724,549,000 o 51
Total O $1,063,953,262 O 483

For 1990 total see Jan. 7, 199t BroapcasTivg.

Ariz. O Sold by Betacom Inc. to American
Broadcasting Systems [nc. for $6.9 mil-
lion; seller will receive payment in form of
buyer’s stock. Seller is headed by F. Pat-
rick Nugent, Deward J. Knight, Scott Bur-
ton and Robert Feinman and has no other
broadcast interests. Buyer is headed by
Ronald L. Shaffer and owns Steamboat
Springs Broadcasting Inc., licensee of
KBCR(AM)-KSBT(FM) Steamboat Springs,
Colo. Kvva is fulltimer with Spanish for-
mat on 860 khz with 1 kw. KvvA-FM has
Spanish format on 107.1 mhz with 2.5 kw
and antenna 405 feet above average ter-
rain.

KUPI-AM-FM Ammon-ldaho Falls, 1daho
D Sold by KUPI Broadcasting Inc. to Ray
E. Groth Oil Co. Inc. for $1.3 million
cash. Seller is headed by George C.
Hatch, and has interests in KALL(AM)-KLCY-
FM and KUTV(TV), both Salt Lake City;
KVEL(AM)-KUIN(FM) Vernal, Utah, and CP
for KUSG(TV) St. George, Utah. Buyer is
headed by Ray E. Groth and sons Michael,
Terry, Ray and Richard, and has no other
broadcast interests. KUPI has oidies format
on 980 khz with 5 kw day and 1 kw night.
KUPI-FM has country format on 99.1 mhz
with 100 kw and antenna 1,513 feet above
average lerrain.

WGGA-AM-FM Gainesville-Cleveland, Ga.
O Sold by Gainesville Bank & Trust Co. to
Allied Media of Georgia Inc. for $1.15
million in interest-bearing note. Station
was recently purchased out of receivership
(“*For the Record,”” May 27). Seller is
headed by Richard A. Hunt Jr. Bennie
Hewett, stockholder and director of
Gainesville Bank and Trust, owns wHOD-
AM-FM Jackson, Ala., and wHFE(AM) Lake-
land and wLBA(AM) Gainesville, both
Georgia, and 75% of wNGA(aM) Nashville,
Ga. Buyer is headed by Jeffrey J. Brown,
and is subsidiary of Allied Media Inc.,
which owns wiGo(aM) Atlanta and WEBB-
(AM) Baltimore. wWGGA is fulltimer with
adult contemporary format on 1240 khz
with | kw. WGGA-FM has top-40 format on
101.9 mhz with 6 kw and antenna 410 feet
above average terrain.

KLDZ(FM) Lincoln, Neb. O Sold by
Kempff Communications Co. to Radio
Lincoln Inc. for $1.1 million. Seller is
headed by Ron Kempff and also owns
wKKI(FM) Celina, Ohio. Buyer is headed
by Sue Ellen Bereman and sold wPAD(AM)-
wDDJ(FM)  Paducah, Ky., last year
(**Changing Hands,”" Dec. 24. 1990).
KLDZ has oldies format on 95.1 mhz with
50 kw and antenna 287 feet above average
terrain. Broker: Media Services Group
Inc.

SOLD!

A minority stock interest
in WSUV-FM, Ft. Myers
Villas, Florida from Sunshine
Broadcasting, Inc., Jerry
Bellairs, Principal to Miracle

Broadcasting, Inc., Ronald
Gold, Principal.

Randall E. Jeffery
Broker

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

BRIANE. COBB
CHARLESE. GIDDENS
703-827-2727

RANDALLE. JEFFERY
407-295-2572

ELLIOT B. EVERS
415-391-4877

RADIO and TELEVISION BROKER AGE
FINANCING - APPRAISALS.

|V
Y %

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO
SAN FRANCISCO

Subject to F.C.C. approval.
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M cdia stocks were mixed in week when broader market
averages gained between 1% and 2%. Grear American
Communications (GACC) gained Y4, to $2, in week in which
it agreed to purchase $16.2 million of its 20.5% senior notes.
GACC said notes would be exchanged for $11.3 million
principal amount of affiliated company’s 9.5% notes and 3.2
million shares of GACC common stock. American Film Tech-
nologies fell Y4, to 3%, following week in which it estimated
increased fourth-quarter loss for year, which ended June 30.

FOCUS ON FINANCE

Company reportedly cited costs related to completing anima-
tion contract with Marvel Productions. Short interest reports
for period ending July 15 showed 23% dirop for Home Shop-
ping Network, and 18% increase in short interest for Orion
Pictures. Short interest also increased for Telemundo Group,
to roughly 17 times average daily trading volume. Jacor Com-
munications said last week it has been exempted for time being
from NASDAQ’s minimum capital and surplus requirements
and will continue to be listed on quote system.

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

Market Market
Closing Closing Capiteli- Closing Chsing Copitall.
Wed Waed Nel Percent  PIE tolion Wed Wed Net Percent  PIE gofion
Jut 31 Jul 4 Change Change  Ratie (000,000} i3 Jul 24 Change Change  Rotio [000,000)
(WPQO) Washington Post 223 223 /2 - 172 -01.6% 17 2,648 J
BROADCASTING B(u‘x) Westinghouse % 18 25 78 1/4 0096 48 8,192 |
{BHC) BAC Comm. 53 8 53 34 18 0.2 6 '*5';24
(CCB) Cap. Cities/ABC 455 470 14 -15 14 -03.30 (8 7.636 PROGRAMING .
(CBS) CBS Inc. 165 163 2 01.20 73 2183
(CCU) Clear Channel 13 78 14 ¥ - 1/2  -03.50 1387 80 Red (IATV) ACTV Inc. 2 38 2 8 174 il.7 L!
(JCOR) Jacor Commun.  21Ul6 2 12 - ¥i6 -0%.50 -2 24 (AACI) All American TV 3 1 v - ¥ -3 R
(OSBN) Oshorn Commun. 7 7 wmw 9 | [EHCKO) Carolco Plctwres 7 34 7 34 o0 25 223 |
(OCOMA) Outlet Comm. 5 ¥4 6 TR YT R T ed (DCPI) dick clark pred. 5 34 5 M 500 19 47
(PL) Pinelands Bz 13 58 - 1B -0 31 230 [} (DIS) Disney 120 34 121 38 - S8 -00.52 21 15,708 |
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TAX BILL

Continues from page 43

costly appraisals’’ by providing for more
uniform amortization. But initial reac-
tion to the bill suggested that controver-
sy, at least, would continue, with broad-
casters trying to shift allocations away
from the non-amortizable FCC licenses
and toward goodwill, network affiliation
contracts and other Section 197 assets.

Media companies are not being treated
equally, said Hines. Newspaper compa-
nies, for example, may fare better because
the legislation appears to end disputes
over whether their subscriber and advertis-
er lists are amortizable. That fact may
encourage some publisher-group-owner
companies to support the bill, despite the
fact that most station acquisitions could be
negatively affected.

Independent TV stations will lose
their FCC license amortization and have
their program contracts extended. Major
market stations for whom the FCC li-
cense accounted for a substantial amount
of purchase price allocation would also
be hurt. Because network affiliation
agreements would now be given amorti-
zation, affiliates would have some of
their losses under the bill offset.

Cable operators, for whom tangible
assets make up a higher proportion of
the purchase price, would be less affect-

Continues from page 44

reported a second-quarter loss for fiscal
1991 of $55 million compared o ¢am-
ings of $21.2 million in the second quar-
ter of 1990, took a $35.4 million after-
tax charge to earnings that was related to
write-downs for both motion picture and
television commitments. Paramount re-
ported an operating decline in television
program operations.

On the plus side, Paramount’s enter-
tainment division results were up, partly
due to better numbers at the Paramount-
MCA jointly owned USA Network.

Time Warner's operating division had
second-quarter earnings of $551 million
on revenues of $2.85 billion, compared
to second-quarter 1990 earnings of $536
million on revenues of $2.6 billion.
Worldwide syndication, the company
said, contributed to the gain.

The Walt Disney Co. reported third-
quarter revenues of $1.5 billion, a 2%
decline from the comparable prior-year
period. Net income fell 31% to $165
million compared to $238 million. Tele-
vision revenues for the quarter, the com-
pany said, included increased activity in
pay television, first-run syndication and

domestic and international animated
syndication.
Viacom's Entertainment division

million compared to $54.9 million sec-
ond quarter 1990. Earnings for second
quarter 1991 were $17.6 million com-
pared to $16.4 million in 1990.

Viacom's Entertainment division said
its **'The Andy Griffith Show is as popu-
lar as ever, as evidenced by the run on
newly developed merchandise from the
show.”” *‘Aunt Bee’s Mayberry Cook-
book™" is in its fourth printing; The Andy
Griffith Show trading cards are on their
third printing and the first printing of the
1992 Andy Griffith Show Calendar has
sold out, the company reported.

Multimedia Inc.’s entertainment reve-
nue for second-quarter 1991 gained
17.7% from $21.6 million in second-
quarter 1990 to $25.5 million, although
the division was hurt by expenses from
the cancellation of Big Break.

Spelling Entertainment revenue for
third-quarter 1991 was $38.7 million
compared to $37.4 million for the same
period of 1990. Operating income was
about flat at $5.3 million. In reviewing
the current programing season, Aaron
Spelling, chairman, said he was excited
about Fox increasing its order for Bever-
Iy Hills 90210 from 22 episodes to 30.

Spelling’s distribution arm, Worldvi-
sion, according to Jules Haimovitz,
Spelling’s president and chief operating
officer, successfully launched Worldvi-
sion 1, the company’s new group of ex-

ed by the Rostenkowski bill. -f  posted second-quarter revenues of $57.4  clusively theatrical titles. -¥
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ANSELMO, LANDMAN TEAM UP TO TACKLE INTELSAT

Their new Alpha Lyracom signs deal for three Hughes birds to provide
global satellite communications network

reenwich, Conn.-based Alpha

Lyracom Space Communications

is one step closer to launching its
ORBX satellite system, which it calls a
free enterprise alternative to Intelsat’s
global communications  monopoly.
That’s according to Alpha Lyracom
Chairman Rene Anselmo.

Last Wednesday (July 31), Alpha
Lyracom announced it has signed a $300
million “‘memorandum of understand-
ing”” with Hughes Communications Inc.
for three HS 601 satellites that will cover
the Atlantic (39.5 degrees), Pacific (168
degrees) and Indian Ocean (72 degrees)
regions, The three birds ‘‘will have a
footprint over every country in the
world,”” Anselmo said.

The total cost of the ORBX system is
expected to be between $500 million and
$650 million. Alpha Lyracom has no
partners, although Hughes has a one-
year option following the signing of a
definitive agreement, expected Aug. 13,
to become a 5% equity partner, said
Fred Landman, Alpha Lyracom presi-
dent.

Anselmo, who said his ‘“‘wife co-
signed a $5 million deposit this mom-
ing,”’ needs another $60 million to se-
cure ORBX 1. He is looking to line up
investors who can bring know-how to
the venture. Current Alpha Lyracom
cash flow indicates $60 million will be
available over the next three years, but
that is not enough for launch fees or
insurance, Anselmo said.

He added: “‘I’m betting the company
on the fact that we will be able to get
help in financing this.... There’s $650
million sitting out there somewhere for
me. It will come.”

Construction will begin in about one
year, and the satellites are expected to
launch in the first quarter of 1994. Each
has a life expectancy of 12-13 years.
Alpha Lyracom already has space re-
served on China’s Great Wall Corp.,
although Landman said the satellites will
fit on several launch vehicles. He is ex-
ploring possible launch deals with other
companies, he said.

Hughes Communications President

and Chief Executive Officer Stephen Pe-
trucci said the Alpha Lyracom agree-
ment will bring to 25 the total number of
its HS 601°s on order. The first HS 601,
bought by Aussat, is set to launch early
next vear.

Each satellite will have 24 C-band (36
MHz/20 watts) and 24 Ku-band (36
MHz/50 watts) transponders, and will be
capable of on-command cross strapping

“‘Any broadcaster
can use our system.
They won’t have to

go to the
government and
ask for permission.

Just call us up and

say you want to
send a signal.”’

Rone Anselmo
Alpha Lyracom chairmen

(uplinking in cne band, while downlink-
ing on the other). Cross strapping, said
Anselmo, is ‘‘important, even critical,
for electronic news gathering.”’

And news is where Anselmo believes
a free-enterprise global satellite system
will be of immediate use.‘‘There will be
an explosion in news gathering and cov-
erage using small flyaway antennas and
transportables,’”” Anselmo said.

For broadcasters, cablecasters and
programers, the deal should result in less
expensive, more flexible and quicker
transmission of programing and news
feeds, Landman said, adding the ORBX
system will be “‘hassle free’’ as far as
users are concerned.

Said Anselmo: ‘‘Any broadcaster can

use our system. They won’t have to go
to the government and ask for permis-
sion. Just call us up and say you want to
send a signal.”’

Receiving dishes for Ku-band signals
will be less than four feet in diameter,
while C-band dishes will be less than
eight feet, “<“We didn't design it for the
needs of a telephone cartel or to protect
the telephone monopolies from competi-
tion,”” Anselmo said. ‘‘We envision ag-
gregating all the world’s major program-
ers on one satellite system that everyone
in the world can [receive] with small
rooftop antennas.’’

Although news services may profit
the most from ORBX, program syndica-
tors should also benefit, said Lourdes
Sarlegui, Alpha Lyracom vice president.
Because ORBX should be ‘‘considera-
bly less expensive’’ than Intelsat, a pro-
gramer, especially of specialty shows
and some sporting events, may find that
more people can afford to buy the pro-
gram if transmission costs are sufficient-
ly reduced, she said.

If all goes according to plans, Intelsat
will soon have competition in the sky.
That alone is likely to make Anselmo a
happy man, for he does not seem to have
a kind word for Intelsat, the not-for-
profit, international cooperative of 118
countries that owns and operates the
only global communications system. In-
telsat currently has 14 satellites carrying
transoceanic telephone, video and data
services. ‘‘There are the monopoly of
the [state-owned telephone] monopo-
lies,”” which has led to ‘“‘exorbitant
prices, poor quality, red tape and lots of
corruption,’” he said.

By law, Intelsat is the exclusive glob-
al carrier of U.S. public switched net-
works, Anselmo said he believes those
restrictions will eventually be lifted.

Landman said Alpha Lyracom’s busi-
ness plan is in no way dependent on
PSN restrictions being lifted.

*“The future of satellites does not lie
in providing international telephony,”’
Anselmo said, but rather the future be-
longs to television, radio and data trans-
mission. ~PJs
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FCC USER FEE FUNDING REVIVED IN HOUSE

Energy and Commerce plan would raise $65 million from licensees

he House Energy and Commerce

Committee breathed new life into

the Bush administration’s proposal
to fund the FCC through user fees as-
sessed on the commission’s licensees.
The House FCC authorization bill autho-
rizes $133.5 million in FCC funding for
1992 with $65 million of that total to be
collected through user fees. (TV and ra-
dio broadcasters’ fee payments would
total about $4 million. Cable operators’
share would be about $9.35 million.)

In mid-July, the administration fee
proposal seemed doomed, at least for
fiscal year 1992, with its rejection by the
Senate Appropriations Committee and
with time running out in the House
(BROADCASTING, July 22). But pro- and
anti-fee congressmen in the Energy and
Commerce Committee agreed last Tues-
day (July 30) to a revised version of the
fee schedule.

‘I think all of us were surprised that
the bill moved as quickly as it did,”’ said
NAB President Eddie Frius. *‘The peri-
od of time from when it was first pre-
sented to when it was passed was proba-
bly a record for the House.”

Assuming passage of the FCC autho-
rization bill by the full House, the user
fee issue will be taken up in joint confer-
ence this fall. Communications lobbyists
are now focusing on the Senate to solidi-
fy opposition to the fees. They are pay-
ing special attention to the Finance
Committee, which oversees tax bills.
Fee opponents hope te rekindle a jurisdi-
cational debate over the legal definitions
of “‘fee” and ‘‘tax,”’ an argument that
appears to have been settled in the
House.

The fee issue has not been closely
considered by most senators, Hill staff-
ers say. Senator Emest Hollings (D-

PROPOSED ANNUAL MASS MEDIA BUREAU USER FEES

No. of Subcom fee  Revised fee Revised

Category users schedule*  schedulet revetiue est
AM (Class-11 daytime) 835 $150 $100 $83,500
AM (Class-111 daytime) 491 $100 $100 $49,100
AM (Class-1 fulltime) 77 $500 $500 $38,500
AM (Class-11 fulltime) 773 $300 $100 $77,300
AM (Class-111 fulltime) 1,742 $200 $100 $174,200
AM (Class-IV fulltime) 1,017 $100 $100 $101,700
TOTAL AM $524,300
FM (C, C1, C2 and B) 2,206 $500 $500 $1,103,000
FM (A, B1, C3 and D) 2,262 $300 $100 $226,200
TOTAL FM $1,329,200
TV (UHF) 554 $2,000 $2,000 $1,108,000
TV (VHF) 554 $2,000 $2,000 $1,108,000
TOTAL TV $2,216,000
CARS 2,165 $150 $150 $324,750
CATV (per 1,000 subs) 51,600,000 - $175 $9,030,000
TOTAL CABLE $9,354,750
LPTYV, trnsltrs, bstrs 7,721 $100 $100 $772,100
Auxiliaries 50,000 $100 $100 $5,000,000
International shortwave 19 $100 $100 $1,900
TOTAL MASS MEDIA BUREAU $19,198,250

User total estimates provided by FCC.

*Fees proposed by House Telecommunications Subcommittee.
tFees passed by House Energy and Commerce Committee.

§.C.), chairman of the Commerce, Sci-
ence and Transportation Committee and
of the subcommittee overseeing FCC ap-
propriations, has stated his opposition to
the fees, but other senators have not
given opinions.

The fee schedule approved last week
softened the burden broadcasters and ca-
ble operators would have been subject to
under a fee schedule approved five days
earlier by the House Telecommunica-
tions Subcommittee (BROADCASTING,
July 29). Objections by several subcom-
mittee members, led by ranking minor-
ity member Matthew Rinaldo (R-N.J.)
led to a revised schedule with reduced
fees for most AM and FM stations and a
per-francise payment formula for cable
operators rather than a per-subscriber
formula (see chart, this page).

Broadcast and cable lobbyists last
week maintained their opposition to the
user-fee plan. *“We deeply appreciate
Representative Rinaldo’s efforts to make
this a less burdensome bill, especially
for small radio broadcasters,’”” Fritts
said. **‘Our fundamental concerns about
the bill remain unchanged, however. It’s
a tax unrelated to services provided and
it’s a double hit, since broadcasters al-
ready pay their share of a substantial
cost of the regulation fee.”

The National Cable Television Asso-
ciation and Community Antenna Televi-
sion Association (CATA) argued a simi-
lar case. ‘“*‘The movement to per-
subscriber is a step in the right direction.
It is preferable for small systems and big
companies with lots of small systems,’”
said Jim Ewalt, executive vice presi-
dent, CATA. "*But we’re still opposed
to the concept of shouldering so much of
the burden when we get so little in re-
turn. The cable industry is paying $800
million a year in license fees—we are
already paying to support government
regulation.”.

Energy and Commerce Committee
Chairman John Dingeil (D-Mich.) has
been a main force behind the fee plan.
Soon after the administration proposed
the user fees, Dingell directed the Com-
merce Committee staff to begin working
with the Ways and Means Committee

50 Washington
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(the House committee with jurisdiction
over tax bills) to fashion a fee schedule
that could not be considered a tax. With
Dingell’s support and without opposition
from Ways and Means, the FCC authori-

zation bill is expected to pass the House.

unchanged.

The fee schedule passed by the Tele-
communications Subcommittee was al-
most identical to the plan unveiled by
the administration last winter (BROAD-
CASTING, March 4). Rinaldo and others
opposed it because the payment-for-ser-
vice connection was not well defined.

House rules define a fee as a payment’

“‘by a class benefiting from the service,

program or activity, or being regulated
by the agency.... There must be a rea-
sonable connection between the payers
and the agency or function receiving the
fee.”’ Rinaldo also said he objected to a
bill provision to deposit excess fee pay-
ments in the general fund of the U.S.
Treasury.

The new fee plan *‘has been adjusted
to bring the estimated fee revenue in'line
with the budget allocation for each of the
FCC bureaus. This adjustment gives me
greater confidence that there is a true
nexus between the service that is being
provided by the FCC and the amount
that is being imposed,’’ Rinaldo said last

week. The new bill also applies excess
fees to expenditures for the following
year rather than depositing them in the
general fund.

Most Energy and Commerce Commit-
tee members agreed on the importance
of full funding for the FCC. “*As we
enter an unprecedented period in the
evolution of America’s telecommunica-
tions industries, the role of the FCC is
critical to promoting a competitive mar-
ketplace, providing timely development
of efficient, innovative communications
facilities and services,”’ said Telecom-
munications Subcommittee Chairman
Edward Markey (D-Mass.). RS

CATA SEEKS CHANGE IN EFFECTIVE COMPETITION

Association wants to revise cutoff so smaller systems will be exempt

he Community Antenna Televi-

sion Association plans to ask the

FCC to revamp its new *‘effective
competition’’ rules to exempt small rural
cable systems from municipal rate regu-
lation, CATA Executive Vice President
Jim Ewalt said last week.

‘“The more the government regulates
small systems, the more it defeats the
entrepreneurship that built the indus-
try,”” Ewalt said. ‘‘Some of these guys
are having a difficuit enough time as it
is.”

Elise Adde, vice president, industry
communications, National Cable Televi-
sion Association, said the leading cable
trade association has ‘‘no plans at this
time’’ to petition the commission for
changes in the rules.

However, individual cabie operators
and investors may join CATA in attack-
ing the rules or parts of them.

Groups representing the nation’s mu-
nicipalities, which decried the rules

when they were adopted last as inade-
quate to stem the tide of raising cable
rates in most of the country, are still
deciding whether to petition the FCC to
make the ‘‘effective competition’’ stan-
dard harder to meet, thereby putting
more cable system within the reach of
municipal regulators.

The FCC rules exempt from munici-
pai rate regulation cable systems in mar-
kets with what the agency has deemed
“‘effective competition’: six or more
broadcast signais or another *‘multichan-
nel video provider”’ passing 50% of the
homes and serving 10% of the homes
passed.

The rules expose to local regulation
many small rural systems, Ewalt said.
And in many cases such systems lack the
administrative resources to go through
involved proceedings before city coun-
cils each time they want a rate hike, he
said.

CATA had asked for the small system

EXCEPTION TO NEW RULE

cho Blair Communications Chairman James Rosenfield wrote a letter to the
FOC July 22 requesting a waiver of the prime ime access rule for the
weekly syndication magazine it distribotes (through Blair Entertainment),
Fteadio 22, which is produced by the CBS-owned statwon. group. The waiver
request followed a similar appeal filed by LES in connection with un NBC
News-produced syndication show, Memories... Then and Now (BROADCAST

MG, July 223

Ruosenfield’s letter was in response to o new FOU interpretation of PTAR
that defines network shows as including those produced by a network and not
Just exhibited by it. Rosenfield said the commission released the new defini-
tion well after Blair began selling the show 10 stalions [or access clearance, the
mast valuable syndication daypart. The absence of a waiver would have a

“devastating effect on Blair's investment in this show,

said Rosenfield.

“Blair does not believe that the FCC intended its new policy to have such a
Serious impact on existing programs,” he added.

exemption prior to adoption of the rules,
but the commissioners rejected the idea
on the grounds the FCC may not have
the necessary legal authority to exempt a
class of systems. ‘*We will have to pro-
vide them with some legal support,”
said Ewalt.

Any attempt to water down the ‘‘ef-
fective competition’’ rules is unlikely to
do the cable industry any good among
cable’s critics on Capitol Hiil, who al-
ready view the rules as too lenient.

*‘1 don’t know how [Congress is] go-
ing to respond,”’ said Ewalt when asked
about congressional implications. “‘But
this is a legitimate problem.”

Should the FCC decline to act on its
petition for reconsideration, Ewalt said,
CATA is unlikely to pursue the matter in
court. ‘‘We don’t have a court appeal in
mind right now,"’ he said.

CATA may not be alone in asking the
FCC to review the rules. Richard Leg-
horn, a cable investor and former owner
and operator of a cable system, is con-
sidering challenging the rules in their
entirety on First Amendment grounds,
according to his Washington communi-
cations attorney George Shapiro.

In its implementing order, the FCC
dismissed the First Amendment argu-
ment raised by CATA. *‘[T]he Supreme
Court has consistently held that regula-
tion specifically crafted to attain a sub-
stantial government interest, and content
neutral both on its face and in applica-
tion does not violate the First Amend-
ment,”” the order says.

Like CATA, individual cable opera-
tors are considering asking the FCC for
specific changes. *‘There is some inter-
est in fine-tuning the rules,”” said John
Davis, a Washington attorney represent-
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ing several operators, adding he did not
yet know whether the interest would rise
10 the level of an FCC petition.

Anna Ferrera, who handles cable mat-
ters for the National League of Cities,
said the league will probably not chal-
lenge the rules at either the FCC or in
the courts, although it believes the rules
are too limited in scope.

The NLC has to weigh the cost of
challenging the rules against the possible
benefit. ‘‘Don’t count us out, but it’s not
high in our priorities,”’ she said.

According to Ferrera, the NLC will
continue to funnel its resources into
pushing for passage of cable legislation,
which would impose the sweeping rate
regulation the league believes necessary
until cable systems are faced with real
multichannel competition.

‘‘We do not feel the FCC rules cover
enough ground,’’ Ferrera said. **All the
major cities are exempt, '

Susan Herman, president of the Na-
tional Association of Telecommunica-
tions Officers and Advisors, has yet to
take a position on appeals. ‘‘We are
considering it,”’ she said.

And the story was the same at the
U.S. Conference of Mayors. Judith Bur-
rell, assistant executive director, said
**We have concerns, but I can’t tell you

FCC TURNS DOWN RKO TAX CERTIFICATES

'I'hr.‘ FOC will not issue tax certificates to companies involved in RKO
sefflements. Valene and Henry Comell, shareholders of Radio Radio Inc.
(RRI), sought a certificate for withdrawing a competing application to RKO
Cremeral's KRTH-FM Los Angeles frequency, which allowed [or the transfer of
KRTH-AM-FM Lo Beasley Broadeasting for 386.6 million (**Changing Hands, "'
May 15, 1990), 5/G Communications (SGC) wanted a cerntificate following
the sale of WoriAM) New York to Buckley-WOR Broadcasting for $25 million
(39 million was paid 1o competing applicants) and WRES-FM New York to
summit-New York Broadeasting Corp. for $50 million (*“In Brief,”" April 24,
1989y, SGC was selected as the comparative challenoe winner for Wik s-pd,
while Women Owning Radio was selected for wiok, A subsegquent review and
agreements led o SGU receiving both wo and wrES.FM, which it, in wm.
sold as part of an overall settlement. Both groups contend the FOC created a
mew settlement policy in the RKO proceeding and their actions facilitated s
implementation, thereby qualilying them for certificates under the IRS code,
The commission siid no new rules or policies of *' general applicability” were
established in RKO, and said the setlements were a “‘remedy based on
particular facts.. such instances would not ordinarily be of such consequence
@5 to justify the issuance of & tax certificate to encourage or assure adherence

i the fashioned remedy.””

yet whether we are going to move on it
further at this time."’

NATOA believes the rules are ‘‘not
very reasonable,”” said NATOA’s Her-
man, who is general manager of the Los
Angeles Department of Telecommunica-
tions. By the Commerce Department’s
calculations, she said, more than 80% of

the country’s subscribers would not be
protected by rate regulation.

If NATOA had its way, she said, it
would exempt only those cable systems
facing head-to-head competition from
another multichannel provider. ‘‘That’s
a much more reasonable standard,’’ she
said. -

FENCE MENDING OVER DAB

NAB’s task force on new audio technology urges more work toward
development of in-band systems favored by broadcasters

T he National Association of Broad-
casters’ DAB Task Force last
week attempted to patch a rift with
broadcasters favoring in-band digital au-
dio broadcasting. NAB has come under
heavy criticism from several broadcast-
ers, especially FM station owners, for its
endorsement of the European-developed
Eureka 147 system over systems de-
signed to transmit digital audio within
the current radio bands.

*“The task force plan was conceived
and written in October 1990 prior to
many DAB technology and policy de-
velopments,®’ said Task Force Chairman
Allan Box, president, EZ Communica-
tions, Fairfax, Va. ‘‘The task force will
undertake modifications to the plan de-
signed to accommodate the current envi-
ronment,”” including closer consider-
ation of in-band systems, he said.

Following the task force's two-day
(July 30-31) meeting in Washington, the
group encouraged broadcasters to invest
in the development of in-band DAB and

issued an invitation to all DAB system
developers to demonstrate their technol-
ogies at coming NAB conventions, in-
cluding Radio 1991 in San Francisco
(Sept. 11-14); the 70th Annual NAB
Convention, Las Vegas (April 13-16,
1992), and the NAB/Montreux Interna-
tional Radio Symposium and Exhibition,
Montreux, Switzerland {(June 10-13,
1992).

Four in-band developers (American
Digital Radio, Mercury Digital Commu-
nications, Project Acorn/USA Digital
and Stanford Telecommunications) gave
presentations at last week’s task force
meetings, and other in-band developers
were invited to appear before the group
in the future.

NAB, acting on the advice of the task
force, endorsed Eureka 147 earlier this
year and began negotiations with the Eu-
reka consortium—a group of European
electronics companies and research
labs—to license the Eureka 147 technol-
ogy in the U.S. While encouraging re-

search and development of in-band sys-
tems, the task force did not reverse its
Eureka endorsement and said licensing
negotiations are continuing. Meetings to
discuss the licensing details are sched-
uled through September.

The Eureka technology is still consid-
ered the best DAB system developed so
far, said John Abel, NAB executive vice
president. Most in-band systems ‘‘are
still largely in the concept stage. I think
it’s largely unknown whether in-band
technologies will reach [Eureka’s] lev-
el,”” Abel added.

Eureka 147 is designed for operation
in the L band (frequencies near 1500
MHz). NAB supports worldwide alloca-
tion of L-band spectrum for satellite and
terrestrial service on a co-primary basis
and domestic allocation for terrestrial
DAB service only. The World Adminis-
trative Radio Conference (WARC) is ex-
pected to decide on the worldwide allo-
cation in February 1992. The FCC,
which has begun a comprehensive inqui-
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ry into DAB technology, will consider
domestic implementation some time af-
ter WARC.

Some broadcasters opposed Eureka
147 in the belief it will be more costly to
implement than an in-band system. Al-
though several broadcasters could share
transmission facilities with the Eureka
system, the need to install several ‘‘gap
fillers,”” low-powered signal boosters, in
several parts of a service area will be

costly, they say. Eureka 147 is also op-
posed by FM stations because realloca-
tion of all AM and FM stations in the
new L band will narrow or eliminate
FM’s sound-quality advantage over AM
stations,

“The task force from the outset has
felt that AM had to be a player in the
move to DAB,”’ Box said. NAB sup-
ports Eurcka 147 in part because no AM
in-band technology exists and is expect-

ed to be harder to develop than FM
systems. But some task force members
were encouraged by Project Acorn/USA
Digital’s claimed progress toward an
AM in-band system. Project Acom is a
consortium formed last fall and led by
Gannett Broadcasting. The group gave a
stationary demonstration of its FM in-
band system during the NAB convention
last spring and plans to offer a mobile
demonstration at Radio 91, -Rms

FCC TO KEEP SHUTTING DOWN LEAKY CABLE SYSTEMS

Drastic measures are getting industry’s attention, FCC cable chief says

standards were implemented, the

FCC has shut down 11 systems for
causing potentially dangerous interfer-
ence to aircraft electronics, and the com-
mission will continue to strictly enforce
the regulations, according to Ronald
Parver, chief of the FCC's Cable Televi-
sion Branch, at an FCC brown-bag
lunch.

*‘The effect of shutting down one sys-
tem is probably worth fining 10,”
Parver said, because the more drastic
action drives home to systems that pay-
ing customers can be cut off if leakage
exceeds acceptable levels. The threat, he
said, ‘‘is a very big stick to ensure that
[cable systems] comply with the rules.”

Cable systems transmit their program-
ing to households on frequencies com-
monly employed by other spectrum us-
ers, including aviation authorities,
firefighters and police. Leakage is
caused when a break in the plant allows
the signal to escape. If sufficiently
powered, the leaks will interfere with
spectrum users. Leakage is usually
greater when it occurs near a signal am-
plifier or along the cable trunk.

Parver said preventing signail leakage
is *‘one of the most important jobs the
commission does. It ensures that co-lo-
cated services don’t interfere with one
another.... Although these are our rules,
they’re meant to protect aircraft.”’

Another lunch attendee, John Wong,
assistant chief of the Cable Television
Branch, said the commission has *‘pro-
cessed approximately 31,000 CLI [cu-
mulative leak index] test results,”’ and
only about four of the 11 system shut-
downs resulted from those tests.

Cable systems will have to be more
diligent in the maintenance of their
plant, Wong said. ‘‘These rules [will]
initially cost the operator additional re-
sources, [but] in the long run, [ believe,
it does save the industry money in terms
of maintenance of the cable plant,”’ he

l n the year since new cable leakage

said.

Cable operators will have additional
incentives for diligence in 1995 when
the number of aviation channels can, by
international aviation agreements, be
doubled. Currently, cable systems have
use of frequencies that fall between
those used by aviation. The 1995
changes will put some aviation frequen-
cies ‘‘on top of cable frequencies,”
Wong said. But if cable can demonstrate
over the next five years that the plant is
better maintained and leaks have been
eliminated, operators may be able to
continue using co-located channels, he
said.

Roy Colly, assistant bureau chief, En-
forcement Field Operations Division,

said the Field Operations Bureau has
shut down systems in Mojave and Her-
mosa Beach, both California; Elkton,
Md.; Hastings, Mich.; Boulder, Colo.,
and Perry, Kan. He said the Mojave
system was the ‘‘worst system we’ve
seen.’”

Richard Kalb, a senior attorney in the
Cable Television Branch, said the FCC
has shut down five operators over the
phone, some of whom submitted CLI
test results indicating that their levels
were too high. Kalb said the systems
shut down served Camarillo, Calif.;
Ethel, La.; Bayfield, Wis.; Henderson,
Md., and the towns of Wykoff, New
Germany, Hampton, Randolph and
Mayer, all Minnesota. -pIs

WASHINGTON WATCH

ON HOLD

The National Association of
Broadcasters executive committee,
meeting last Monday (July 29},

did not make the expected
announcement of appointments to
NAB's new future technologies
committee. The plan for the new
committee was approved by the NAB
board during its June meeting as a
means to begin studies of new radio
and TV technologies believed
crucial to the survival of the
broadcasting industry
(BROADCASTING, June 24).

A busy July for NAB due to
several pressing legislative issues
(cable regulation, user fees, telco
entry into information services)
delayed consideration of the
committee appointments. A list of
potential appointees has been
drawn up, and NAB was in the
process of contacting potential
committee members last week, NAB

President Eddie Fritts said.
Committee selections could be
announced this week. The group

is expected to convene in September
to prepare a major presentation at
the January NAB board meeting.

KQEC-TV SAN FRANCISCO
GRANTED EXTENSION

KQED-TV Inc., licensee of both
KQED-TV and KQEC-TV, has been
granted a 30-day extension to

cease operation of KQEC-TV. Earlier
in the year, the FCC denied

license renewal for KQEC-TV and
granted channel 32 to Minority
Television Project. KQEC-TV had been
scheduled to shut down Aug. 1,
1991, but will now have until Aug.
31, 1991. Extension will allow for
continued programing on channel 32
while transition is completed.
Minority Television Project did not
object to KQED-TV Inc.’s

request.
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FORTHE RECORD

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

Abbreviations: AFC—Antenna For Cc 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 tadiated power: Freq—fre-
quency; HAAT—height above average termain: H&V—
horizontal and venical: khz—kiloheniz: kw—kilowatts:
lic.—license: m-—meters: mhz—megaheniz: mi.—miles;
MP—maodification permit: mod.—modification: N—night:
pet. for recon.—petition for reconsideration: PSA—presun-
rise service authorily; pwr.—power: RC—remole control:
S-A—Scientific-Atlanta; SH—specified hours: SL—studio
location; TL—transmitier location: trans.—transmitter;
TPO—transmitier power output: U or unl.—unlimited
hours; vis.—visual: w—watts; *—noncommercial. Six
groups of numbers at end of facilities changes items refer 1o
map coordinates. One meter equals 3.28 feet.

OWNERSHIP CHANGES

Applications

8 KVVA-AM-FM Phoenix-Apache Junction, AZ
(AM: BAL910613EA; 860 khz; | kw-U; FM: BAL-
H910613EB; 107.1 mhz: 2.5 kw: ant. 405 f1.)—Seeks
assignment of license from Betacom Inc. to American
Broadcasting Systems Inc. for $6.9 million. Seller is
headed by F. Patrick Nugent. Deward J. Knight. Scott
Burion and Robert Feinman, and has no other broad-
cast interests. Buyer is headed by Ronald L. Shaffer,
and owns Steamboat Springs Broadcasting Inc.. licens-
ce of KBCR(AM)-KSBT(FM) Steamboat Springs. CQO.
Filed June 13.

8 KPAY-AM-FM Chico, CA (AM: BAL910716EF:;
1060 khz: 10 kw-U: FM: BALH910716EG; 95.1 mhz:
B kw; ant. 1,170 ft.)—Secks assignment of license
from Richardson Broadcasting Co. to McCoy Broad-
casting Co. In¢. for $4.1 million (**Changing Hands."
July 15). Purchase includes KPNW-AM-FM Eugene.
OR (see below). Seller is subsidiary of Pacific North-
west Broadcasting Group, headed by Charles Wilson,
and is licensee of KBOI(AM)-KQFC(FM) Boise and
KSEI-AM-FM Pocatello. both Idaho. Buyer is headed
by Craig W. McCoy and Arthur H. McCoy. and is
licensee of KCCY(FM) Pueblo. CO. McCoys are also
panners of McCoy Invesiment Co.., which has interest
in KTVH(TV) Helena, MT. Filed July 15.

8 KRMX-FM San Diego (BALH910712HY: 94.9
mhz: 21.8 kw; ant. 701 fi.)—Seeks assignmemt of
license from Sandusky Radio Southern Ca Inc. to San
Diego Broadcasting Corp. for $10.1 million. Seller is
headed by Norman Rau, and through subsidiaries owns
KEGL(FM) Dallas-Fort Wonh, KDKB(FM) Mesa
(Phoenix), AZ, and KLSY-FM Bellevue (Seattle-Taco-
ma), WA, and is subsidiary of Sandusky Newspapers
Inc., publisher of four midwestern newspapers. Buyer
is headed by Tim Sullivan and Brian Applegate. and is
subsidiary of Anaheim Broadcasting Corp.. which
owns through subsidiaries KHQT(FM) Los Altos and
KCAL-FM Redlands, both California. Filed July |2.

8 KALI(AM) San Gabriel (Los Angeles), CA
(BTC910716EC: 1430 khz: 5 kw-U)—Seeks transfer
of control as result of merger between parent company
United Broadcasting Co.'s majority shareholder Sov-
ran Bank and C&S Bank: no material changes will
occur at United Broadcasting. Licensee stations are
WKDM(AM) New York: KSOL{FM) San Mateo (San
Francisco}, CA; WINX(AM)-WJZE(FM) Rockville

{Washington). MD-Washington; WYST-AM-FM Bal-
timore, and WIMO-AM-FM Cleveland Heights, OH
(sec individual stations below}. Filed July 16.

8 KSOL(FM) San Mateo (San Francisco), CA
(BTCH9I0716EA: 107.7 mhz: 8.9 kw: ant. 1,162
ft.}—Seeks transfer of control of United Broadcasting
Co. (see KALI|AM| San Gabriel, CA, above). Filed
July 16.

8 WINX(AM)-WIJZE(FM) Rockville (Washington),
MD-Washington (AM: BTC910716ED: 1600 khz; |
kw-D. 500 w-N; FM: BTCH910716GS: 100.3 kw; 40
kw-H. 38 kw-V: ant. 323 fi.}—Seeks transfer of con-
trol of United Broadcasting Co. (see KALI|AM] San
Gabriel, CA, above). Filed July 16.

8 WPGS(AM) Mims, FL (BAL9107I0EE: 840 khz:
250 w-D)}—Seeks assignment of license from Florida
Public Radio Inc. to WPGS Inc. for $100.000. Seller
is headed by Randy Henry. and is also licensee of
WPIO{FM) Titusville and WEGS(FM) Milion, both
Florida. KRENFM) Medicine Lodge. KS. and
KSKB(FM) Brooklyn. LA. Buyer is headed by Marie
M. Doherty. and has no other broadcast interests. Filed
July 10.

8 WGGA-AM-FM Gainesville, GA (AM:
BAL9I0708HP: 1240 khz: | kw-U: FM:
BALH910708HQ: 101.9 mhz: 6 kw; ant. 410 fr.)—
Seeks assignment of license from Gainesville Bank &
Trust Co. to Allied Media of Georgia Inc. for $1.15
million. Station was recently purchased out of receiver-
ship (**For the Record.”* May 27). Seller is headed by
Richard A. Hunt Jr. Bennie Hewent, a stockholder and
director of Gainesville Bank and Trust. 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) Nash-
ville, GA. Buyer is headed by Jeffrey J. Brown, and is
subsidiary of Allied Media Inc., parent company of
licensees of WIGO(AM} Adanta and WEBB(AM) Bal-
timore. Filed July 8.

8 KUPI-AM-FM Ammon-[daho Falls, [D (AM: BA-
L910710EB; 980 khz: 5 kw-D. 1 kw-N: FM: BAL-
H910710EC; 99.1 mhz: 100 kw; ant. 1,513 fi.}—
Seeks assignment of license from KUP! Broadcasting
Inc. o Ray E. Groth Qil Co. Inc. for $1.3 million.
Selter is headed by George C. Haich. and has interests
in KALL(AM)-KLCY-FM and KUTV(TV). both Salt
Lake City: KVEL(AM)-KUIN(FM) Vernal. Utah, and
CP for KUSG(TV) 5t. George, Utah. Buyer is headed
by Ray E. Groth (7.026%) and sons Michael Groth
(21.487). Terry Groth, (21.847%) Ray A. Groth
(21.487%) and Richard Groth (2).487%). and Ray
Groth Life Estate (7.026%), and has no other broadcast
interests. Filed July 10.

& WERK(AM)-WOKZ(FM) Muncie, IN (AM: BA-
L910709EB: 990 khz: 250 w-D: FM:
BALH910709HZ: 104.9 mhz; 3 kw: ant. 328 fi.)—
Secks assignment of license from Werk Inc. to Ameri-
can Hometown Radio Corp. for $625.000. Seller is
headed by James W. Beatty. and has no other broad-
cast interests. Buyer is headed by Christian R. Cag-
giano, who recently sold WBYR(FM) Van Wen (Fon
Wayne. IN). OH (**Changing Hands."* April 8). Filed
July 9.

8 WYIC(AM) Noblesville, IN (BAL910715EK: 1110
khz; | kw-D)—Seeks assignment of license from
Broadcast Communications Inc. to KSM Broadcasting
Inc. for $130.000. Seller is headed by Emmen E.
DePoy. and has no other broadcast interests. Buyer is
headed by K. Stephen Mohr. and has no other broad-
cast interests. Filed July 15.

8 KKLC(AM) Pineville, LA (BAL910627EB: 1110
khz; 500 w-D}—Seeks assignment of license from Red
River Broadcasting Corp. 1o Hill Country Broadcasting
Inc. for $50.000. Seller is headed by Robert L. Lynn,

and has no other broadcast interests. Buyer is headed
by Troy L. Deramus. and has no other broadcas( inter-
ests. Filed June 27.

8 WYST-AM-FM Baltimore (AM: BTC%10716GE;
1010 khz; 1 kw-D. 26 w-N: FM: BTCH910716GF;
92,3 mhz; 10 kw; ant. 709 ft.)—Seeks transfer of
control of United Broadcasting Co. (sce KALI[AM]
San Gabriel, CA, above). Filed July 16.

8 WLVG(AM) Cambridge, MA (BAPL910712EB;
740 khz: 250 w-D. 5 w-N)}—Secks assignment of CP
from J. Christopher Robinson. trustee for Wickus Is-
Jand Broadcasting Corp., to Robert M. Bittner for
$150.000. Seller has no other broadcast interests. Buy-
er has no other broadcast interests. Filed Julv 12.

8 WXVT-TV Greenville, MS (BALCT910709KE:
ch. 15; 2.746 kw-V: 549 kw-A: ant. BB7 fi.}—Secks
assignment of license from Big River Broadcasting Co.
of Greenville to Greenville Television inc. for $1.43
million {*"Changing Hands,'* July 29). Seller is head-
ed by Marshal Noecker and Andrew W. Stabler Jr.,
and owns WCYB-TV Bristol. VA; KTXS-TV Abilene,
TX. and WLYC(AM)-WILQ(FM) Williamspori. PA.
Buyer is headed by John F. Hash (20%). Aubrey L.
Collum (20%), Larry Harris, Leon D. Long (20%),
and Jo Love Little (20%) and Mary Eliza McMillen
(20%). sisters. Hash, Little, McMillen and Collum
also have interests in Love Broadcasting Co.. licensee
of WLOX-TV Biloxi. MS, and KDKF(TV) Klamath
Falls and KDRV(TV) Medford, both OR. Harris owns
342 shares of American Family Assurance Co.. public-
ly traded company. licensee of six TV's. Filed July 9.

8 KTRX(FM) Tarkio, MO (BALH910701HC; 93.5
mhz: 3 kw: ant. 235 ft.}—Secks assignment of license
from Ashdown Broadcasters Inc. 1o Kanza Inc. for
$20.000. Seller is headed by Jimmy N. McCollum,
and has interests in KLMX(AM) Clayton, NM, and
KOKO({AM) Warrensburg., MO. Buyer is headed by
Michael Carter, and is also licensee of KAOL(AM)-
KMZU(FM) Carroliton, MO. Filed July I.

8 KBSR(AM) Laurel, MT (BAL910716EE: 1490
khz: | kw-U)—Seeks assignment of license from Re-
gency Communications Lid. Inc. to MCC Communica-
tions Inc. for $99.000. Seller is headed by George
Beaudet. and has no other broadcast interests. Buyer is
headed by Dale McCarren, news broadcaster for
WBBM(AM) Chicago, who has no other broadcast
imterests. Filed July 16.

8 KCSR(AM) Chadron, NE (BAL910711EC; 610
khz: 1 kw-D. 118 w-N)—Seeks assignment of license
from Big Sky Co. to Chadrad Communications Inc. for
$150.000. Seller is headed by Gregg Jones, Alan Kath
and Donald J. Pilkington (trustee for Delouis M. Kath
Trust). Jones and Pilkington have interests in KWIV-
(AM) Douglas and KASL(AM) Newcastle, both Wyo-
ming. Pilkington and Kath have interests in KGOS-
(AM)-KERM(FM) Torrington, WY. Pilkington also
has interests in KATH-FM Douglas, WY. Buyer is
headed by Dennis A. Brown and Kathleen R. Brown
(100%). and has no other broadcast interests. Filed
July I1.

8 KTNM(AM)-KQAY-FM Tucumcari, NM (AM:
BTC9I1071LEA; 1400 _khz; 1 kw-U; FM:
BTCH91071 1EB; 92.7 mhz; 3 kw; ant. 64 fi.)—Seccks
transfer of control within Quay Broadcasters Inc. for
$157,000. Seller is Charles A. Denney, and has no
othet broadcast interests. Buyer is John M. Dunn, and
has no other broadcast interests. Filed July 11.

® WKDM(AM) New York (BTC910716EB; 1380
khz: 5 kw-D)—Secks transfer of control of United
Broadcasting Co. (see KALJ[AM] San Gabricl, CA,
above). Filed July (6.

8 WIBX(AM)-WLZW(FM)
BAL91071IHR: 950 khz: 5

Utica, NY (AM:
kw-U; FM:
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BALH910711HS; 98.7 mhz; 25 kw; ant. 660 ft.)}—
Seeks assignment of license from Maritime Broadcast-
ing Associates Ltd. to 950 Communications Corp. for
$1.3 million (**Changing Hands,” July 22). Seller is
headed by Paul R. Salvage; stations are last broadcast
properties of Maritime Broadcasting. Buyer is headed
by Donald C. Alexander (5.94%), James E. Bren
(2,22%), Richard J. Passanant (12.23%) and David B,
McCall (58.69%), who also have interests in
WMSA(AM) Massena and WTNY-AM-FM Water-
town, both New York. Filed July 11.

8 WIMO-AM-FM Cleveland Heights, OH (AM:
BTCI910716GM; 1490 khz; | kw-U, FM:
BTCH910716GN; 92.3 mhz; 40 kw; ant. 548 fi.)—
Secks transfer of control of United Broadcasting Co.
(sce KALI{AM) San Gabriel, CA, above). Filed July
16.

8 KPNW-AM-FM Eugene, OR (AM: BA-
L910715EA; 1120 khz; 50 kw-U: FM: DAL-
H910715EB; 99.1 mhz; 100 kw; ant. 1,945 ft.)—
Secks assignment of license from Pacific Northwest
Broadcasting Corp. to McCoy Broadcasting Co. Inc.
for $4.1 million. Purchase includes KPAY-AM-FM
Chico, CA (see above). Filed July 15.

8 WAMG(AM) Gallatin, TN (BAL910710ED; 1130
khz; 2.5 kw-D)—Secks assignment of license from
Southern Broadcasters Inc. to B & E Broadcasting of
Sumner County Inc. for $40.000, Seller is hcaded by
Mike A. Hight, and has no other broadcast interests.
Buyer is headed by Emic Ashworth, and is licensec of
WSLV(AM) Ardmore, TN. Filed July 10.

8 WTVF(TV) Nashville (BALCT910716KE: ch. 5;
100 kw-V; 10 kw-A; ant. 1,394 ft.)—Seeks assign-
ment of license from H&C Communications Inc. to
Landmark Television Inc. for $46 million. Seller is
headed by James Crowther, and is licensee of KVOA-
TV Tucson, AZ; WESH(TV) Daytona Beach. FL;
KCCI-TV Des Moines. IA, and KPRC-AM-TV Hous-
ton and KSAT-TV San Antonio, both Texas. Buyer is
headed by Frank Batten and John O. Wynne, and
through wholly owned subsdiaries owns WTAR(AM)-

WLTY(FM) Norfolk, VA, and KLAS-TV Las Vegas.
Landmark also owns The Weather Channel and pub-
lishes daily newspapers. Filed July 16.

8 WTZX(AM) Sparta, TN (BAL910712EA; 860 khz;
1 kw-D, 9.9 w-N)—Seeks assignment of license from
Radio WTZX to Charles D. Howard for $115,385.
Seller is headed by Patricia S.F. wilson and Kenneth
R.B. Wilson, husband and wife, and has no other
broadcast interests. Buyer, Howard, is partner of sell-
ers, and has no other broadcast interests. Filed July 12.

8 KAML(AM) Kenedy-Karnes City, TX (BA-
L910712EC; 990 khz; 250 w-D)—Secks assignment of
license from The Nine-Ninety Co. to Dorisann L.
Eckols for $§10,000. Seller is headed by Dayton
Smith, and has no other broadcast interests. Buyer has
no other broadcast interests. Filed July 12.

8 WHRDXAM) Huntington, WV (BAL910712ED;
1470 khz; 5 kw-D)}—Seeks assignment of license from
Marshall University Foundation Inc. to Southern Com-
munications Corp. for $30,000. Seller’s board of di-
rectors is headed by Phil E. Cline, and has no other
broadcast interests. Buver is headed by R. Shane
Southern, Ira W, Southem, (90%) and Judy M. South-
ern (10%), and is licensee of WIWS(AM)-WCIR-FM
Beckley, WV. Filed July 12.

8 KFBC(AM)-KFBQ(FM) Cheyenne, WY (AM:
BTC9107I5EG: 1240 khz: | kw-U; FM:
BTCH910715EH: 97.9 mhz: 100 kw; ant. 580 ft.)—
Seeks transfer of control from Capitol Radio Inc. to
Harold F. Buck for $10.000. Seller is headed by John
Shideler, and has no other broadcast interests. Buyer is
headed by Harold F. Buck, and has no other broadcast
interests. Filed July 15.

Actions

8 WTCG(AM) Andalusia, AL (BAL910603EC; 1400
khz; | kw-U)—Granted assignment of license from
The WTCG Radio Corp. to Ashley Norman Davis Jr.
for $85,000. Seller is headed by Scott McCada. and
has no other broadcast interests. Buyer, Davis, owns
WZEP(AM) Defuniak Springs, WBGC(AM) Chipley
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and WCNU(AM) Crestview, and LPTV W24AM De-
funiak Springs, all Florida, and has application pend-
ing for purchase of WRDJ(AM) Daleville, AL. Action
July 19,

8 KXDC-AM-FM Monterey-Carmel, CA (AM: BA-
L910607EG: 630 khz; | kw-U; FM: BALH910607EH;
101.7 mhz; B0O w; ant. 590 fi.)—Granted assignment
of license from Western Media Group Corp. to Joaquin
Financial Group Inc. for $1.1 million ("*Changing
Hands,"" June 24). Seller is headed by Thomas K.
Scallen, who heads International Broadcasting Corp.,
and has no other broadcast interests. Buyer is headed
by Jim Heidebrecht (25%) and Carol Heidebrecht
(25%), Robert Meester (25%) and Nancy Meester
(25%) and has no other broadcast interests. Action July
19.

8 WTGI(TV) Wilmington, DE (BALCT910723KE;
ch. 61; 3,020 kw-V; 300 kw-A; ant. 957 ft.}—Dis-
missed app. for assignment of license from Delaware
Valley Broadcasters Ltd. 0 WTGI-TV Inc. for
$3.548,170. Seller is headed by Daniel G. Slape and
Elmer W._ Lindale, and has no other broadcast inter-
ests. Buyer is headed by Slape, Roland E. Goode
(31%). Thomas H. Maichak (31%), Robert L. Smith
(22%). Noel L. Smith (10%) and William E. Rollow
(6%). Slape, Godde. Maichak, Robert Smith, Noel
Smith and Phyllis J. Smith have interests in licensee.
Action July 19.

® WCRJ-FM Jacksonville, FL (BALH910604GN;
107.3 mhz; 100 kw; ant. 350 fi.)—Granted assignment
of license from WCRJ Inc. to Paxson Broadcasting of
Jacksonville Inc. for $2.8 million ( ‘Changing
Hands,”* June 10). Seller is subsidiary of Hoker
Broadcasting Inc., headed by Jay Hoker, and also
owns WMLX(AM) Florence (Cincinnati). KY:
WDFX(FM) Detroit (sold, approved by FCC., see **For
the Record.” January 28); KCFX(FM) Harrisonville
(Kansas City, MO}, MO, and WOFX(FM) Fairfield
(Cincinnati), OH. Buyer is headed by Lowell W.
**Bud’’ Paxson, who is attributable shareholder {but
not an officer or director) of Home Shopping Network
Inc. HSN Communications Inc.. wholly owned subsid-
iary of Home Shopping Network, is parent company of
licensees of WHSH(TV) Marlborough, MA;
WHSE(TV) Newark, NJ; WHSI(TV) Smithtown, NY;
KHSH(TV) Alvin, TX; KHSC(TV) Ontario. CA;
WHSP(TV) Vineland. NJ; WQHS(TV) Cleveland;
WEHS(FM) Aurora. IL; KHSX(TV) Irving, TX. and
WYHS(FM) Hollywood and WBHS(TV) Tampa, both
Florida. Action July 22.

8 KIZN-FM Meridian, ID (BALH910506HI1; 92.3
mhz; 44 kw; ant. 2.500 ft.)—Granted assignment of
license from Mary Lzke Communications of Idaho to
West Group Broadcasting Corp. for $650,000
(**Changing Hands,”" May 27). Seller is subsidiary of
Mary Lake Communications Inc.. headed by John C.
Culpepper 111, and has interests in WTBB(FM) Boni-
fay, FL. Buyer is headed by Paul Meacham (28.27%)
and Richard M. Reider (28.27%). and is general part-
ner of West Group Broadcasting Lid., licensee of
KFSB(AM)-KIXQ(FM) Joplin. MO. Action July 22,

8 WDXR(AM)-WXZB(FM) Paducah, KY-Golcon-
da, IL (AM: BTC910429GO; 1450 khz; | kw-U; FM:
BTCH910429GP; 105.1 mhz; .992 kw; ant. 179 fi.}—
Granted transfer of control from Metromedia of Ken-
tucky to Mason-Dixon Broadcasting Co. for $20,300.
Seller is headed by William L. Moir. and has no other
broadcast interests. Buyer is headed by David J. Emer-
son {50%) and Michael D. Travelstead (50%). and has
no other broadcast interests. Action July 19.

8 WSEL-AM-FM Pontotoc, MS (AM:
BAL91060SHA; 1440 khz: 890 w-D; FM:
BALH910605HB; 96.7 mhz; 3 kw; ant. 299 fi.)—
Granted assignment of license from Tupelo Communi-
cations Inc. to Ollie Collins Jr. for $46,500 and as-
sumption of liabilities. Seller is headed by Rod A.
Callahan and has no other broadcast interests. Buyer,
Collins, has no other broadcast interests. Action July
18.

8 KWEY(AM)-KBXR(FM) Weathetford, OK (AM:
BAL9I060SEA; 1590 khz; 1 kw-D:; FM; BAL-
H910605EB; 97.3 mhz; 760 kw; ant. 385 fi.)—Grant-
ed assignment of license from Western Plains Broad-
casting Inc. 0 Wright Broadcasting Systems Inc. for
$407,435. Seller is headed by Alene Griffin and Rich-
ard Johnson, and has no other broadcast interests.
Buyer is headed by G. Harold Wright Jr. (80%) and
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Glenn H. Wright (20%), son and father, and Carol A.
Wright. wife of G. Harold Wright. G. Harold Wright is
president and GM and holds 33.3% interest in Ana-
darko Broadcasting Company Inc.. licensee of KRPT-
AM-FM Anadarko. OK. Action July 17,

8 KUTF(TV) Salem, OR (BALCT910523KI: ch. 32;
3.577 kw-V; 358 kw-A: ant. 1,786 ft.}—Granied as-
signment of license from Willamette Valley Broadcast-
ing Co. Lid. 10 Communications Programing Agency
Inc. for $800.000 (**Changing Hands.™" June 10). Seli-
er is headed by Steve W. McGee. Jerry E. O'Neill.
Bedros Dahglian, Charles W. Jordan. Gordan Thiessen
and Dove Broadcasting Corp.. and has no other broad-
cast interests. Buyer is headed by Glen A. and Beverly
Chambers {each 40%). husband and wife, and Ronna
Scott (20%). and has no other broadcast interests.
Action July 17.

B WWCS(AM) Canonsburg (Pittsburgh), PA (BA-
L9 10506EC; 540 khz: 7.5 kw-D. 500 w-N)—Granted
assignment of license from Waro Broadcasting Inc. to
WKYN Inc. for $750.000 (**Changing Hands.'* May
13). Seller is subsidiary of Universal Broadcasting
Co.. headed by Marvin B. Kosofsky and Howard War-
shaw. Kosofsky has 13% interest in Jacor Communica-
tions, which operates five AM's and six FM's. War-
shaw is partner with wife Miriam and son Jeffrey in
Alchemy Communications., which owns WKIX(AM)-
WYLT(FM) Raleigh, NC. Universal Broadeasting is
also  licensee of WSYW-AM-FM Indianapolis;
WTHE(AM) Mineola. NY; WNDZ({AM) Ponage, IN
and WVVX(FM) Highland Park (Chicago). IL:
WCBW(FM) Columbia. IL (St. Louis). and
KPPC(AM) Pasadena. Calif. Buyer is headed by Rob-
ert M. Stevens. and also owns WKYN(FM) St. Marys.
PA. Action July 22,

8 WJOT(AM) Lake City, SC (BAPL910610EB:
1260 khz; | kw-D. 65 w-N)—Granted assignment of
CP from Wiggins Broadcasting to Holly City Commu-
nications Inc. for $75.000. Seller is headed by John H.
Wiggins. and is licensee of WULF(AM)-WKXH(FM)
Alma. GA: WWFN(FM) Florence. SC. WKZF(FM)
New Bern, NC, and has application pending for CP at
Centerville, TN. Buyer is headed by June F. Mitchell
(51%) and John B. Mitchell (49%), and has no other
broadcast interests. Action July 22.

8 WRKQ(AM) Madisonville, TN (BAL900328EB;
1250 khz: 500 w-D. 86 w-N)}—Dismissed app. of
assignment of license from East Tennessee Broadcast-
ers to Victory Broadcasting Corp. for $15.000. Seller
is headed by Sidney R. and Mary 5. Kean. husband
and wife. and has no other broadcast interests. Buyer
is headed by John W. Abbott and Gay W. Howell. and
has no other broadcast interests. Action July 23.

8 WTYR(AM) Soddy-Daisy, TN (BAL910603EB;
1550 khz; 1 kw-D)—Granted assignment of license
from C. Alfred Dick to Greater 2nd Missionary Baptist
Church for $150,000. Seller is head of licensce
WCHU Radio. and has no other broadcast interests.
Buyer is headed by Anthony E. Ray. and has no other
broadcast interests. Action July 19.

8 KMVL(AM) Madisonville, TX (BAL9I0531EA;
1220 khz; 500 w-D. 12 w-N)}—Granted assignment of
license from William F. Carter w0 Leon Hum for
$80.000. Seller has no other broadcast interests. Buy-
er has no other broadcast interests. Action July 17,

8 KDOK(AM) Tyler, TX (BAL910605EC: 1330 khz:
| kw-D)—Granted assignment of license from Radio
Center Inc., debtor-in-possession. to Gleiser Commu-
nications Inc. for $65.000. Seller has no other broad-
cast interests. Buyer is headed by Paul L. Gleiser. who
is sale consultant and manager of KTEN(TV) Ada.
OK. Action July 19.

8 WKZZ(FM) Lynchburg, VA (BALH910531GL:
100.1 mhz: 730 w; ant. 646 ft.—Granted assignment
of license from Lynchburg Independent Broadcasters
Inc. 10 CEBE Investments Inc. for $450.000. Seller is
subsidiary of Bahakel Communications Lid., owned by
Cy N. Bahakel. and licensee of co-owned WWO-
D{AM) Lynchburg. VA. and also WCCB(TV)
Charleston. WOLO-TV Columbia and WXLY(FM)
North Charleston, all South Carolina; KXEL(AM)-
KOKZ(FM) Waterloo. [A; WBAK-TV Terre Haute.
IN:; KILO({FM) Colorade Springs, CO: WABG-AM-
TV Greenwood, MS$: WLBJ(AM)-WCBZ(FM) Bowl-
ing Green, KY: WDOD-AM-FM  Chatanooga.
WKIN(AM)-WZXY(FM) Kingsport and WBBJ-TV

Jackson, all Tennessee; WRSP-TV Springfield and
WCCU(TV) Urbana. both lllinois; WAKA(TY) Sel-
ma. AL. and WPET(AM)-WKSI(FM) Greensboro.
NC. Buyer is headed by Aylent B. Coleman (100%)
and is licensee of WXLK(FM) Roanoke, VA. Coleman
is also 100% stockholder of WJIQI Inc.. licensee of
WIQI-AM-FM Chesapeake-Virginia Beach. VA. Ac-
tion July 17.

8 WHTL(FM) Whitehall, W1 (BTCH910206HF:
{02.3 mhz; 3 kw; am. 450 fi.)—Dismissed app. of
transfer of control from Amercom Corp. 10 Country
Sound Inc. for $175.000 in asset purchase agreement.
Seller is headed by Richard L. Hencley. Willis K.
Drake. Ronald D. Olson and Tom Cossack. and has no
other broadcast interests. Buyer is headed by Robert J.
Kraemer (50%) and Dianne L. Kraemer (50%). hus-
band and wife. and has no other broadcast interests.
Action July 18.

NEW STATIONS

Applications

8 Prescott Valley, AZ (BPH910628MA }—Mic Rathje
secks 98.3 mhz: (875 kw: ant. 770 m. Address: 6745
N. Chapultepec Circle. Tucson. AZ 85715. Principal

has no other broadcast interests. Filed June 28.

B Prescott Valley, AZ (BPH910701MD)—Oasis In-
termitonal Communications secks 98.3 mihz: 50 kw:
um. -4} m. , ddress: 3331 Mount Alilan Dr.. San
Dicgo. CA 9. 111. Principal is headed hy Michael
MucIntush, uid is non-stock. non-prolit corporation.
and is parent of Oasis International Communications.
licensee of KWDS(AM) Prescott Valley, AZ. Filed
Juiy !

® Beaumont, CA (BPHY10703MJ)—Lauryn Broad-
casting Comp. seeks 100.9 mhz: 1.05 kw: ant. 165 m.
Address: 137 8. San Fernando Blvd. #433, Jurbank.
CA 91502, Principal is headed hy Lauevn N. Cox. and
has no other broadcast interests. Filed July 3.

B Beaument, CA (BPH910702MC)—Chasid Compa-
ny secks 100.9 mhz: .825 kw: ant. 174 m. Address:
711 Xenia St. Apt. 27, Beaumont, CA 92223, Princi-
pal is headed by Charles Hobbie and Sidney R. Gartis.
and has no other broadcast intesests. Filed July 2.

8 Beaumont, CA (BPH9107031C)—Robernt M, Rich-
mond seeks 100.9 mhz; .7 kw: ant. 168 m. Address:
3541 Nassau Circle W., Englewood. CO 80110. Rich-
mond is sole owner of Eurcka [nvestment Corp., 49%
owner of Eurcka Christian Broadcasting Inc.. permittee
of KECU(FM) Eureka, CA. Richmond will divest his

SUMMARY OF
BROADCASTING & CABLE

BROADCASTING
SERVICE ON AIR cp's! TOTAL *
Conimircisl AM 4 uEE L] L e
Commercial FM 4,470 984 5,454
Educational FM 1,466 294 1,760
Total Radio 10,924 1,517 12,441
Commercial YHF TV i 18 573
Commercial UHF TV 569 171 740
Educational VHF TV 124 3 127
Educational UHF TV 231 12 243
8 Total TV 1,479 204 1,683
VHF LPTV 6 Ini Y
UHF LPTV 689 863 1,552
8 Total LPTV 895 1,026 1,921
FM (runsistors 1,861 asn 2211
VHF translators 2,706 83 2,789
UHF translators 2,318 326 2,644

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 ofi-air licenses. + Penetration percentages are of TV household universe of
92.1 million. ' Construction permit. 2 Instructional TV fixed service. 2 Studio-transmit-
ter link. Source: Nielsen and Broadcasting's own asearch.
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other interests, including those in Eureka Christian
Broadcasting. Sun City Communications and Teme-
¢ula Communications if awarded CP for Beaumont.
Richmond is partner in Selway II. which holds oplion
to acquire interests in permittee of KRRQ(FM) La-
fayette, LA. Filed July 3.

® Beaumont, CA (BPH910702MD)—Edward L.
Masry seeks 100.9 mhz; .63 kw: ant. 177 m. Address:
111 Lake Shore Dr., Rancho Mirage, CA 92270. Prin-
cipal has no other broadcast interests. Filed July 2.

® Beaumont, CA (BPH910703M1)—Barbara Brindisi
seeks 100.9 mhz: .891 kw: ant. 180 m. Address: 21055
Elmwaood St.. Perris. CA 92370. Principal has no other
broadcast interests. Filed July 3.

8 Beaumont, CA (BPH910705MJ)—Sema Broadcasl-
ing Inc. seeks 100.9 mhz; 3 kw; ant. -8 m. Address:
200 N. Robertson Blvd. #242. Beverly Hills, CA
9021 1. Principal is headed by Martin G. Sema. and has
no other broadcast interests. Filed July 5.

® Beaumont, CA (BPH910703IMG)—Eastland Broad-
casting Corp. seeks 100.9 mhz: 3 kw: ant. 91 m.
Address: 3907-A Chicago Ave.. Riverside, CA 92507.
Principal is headed by Michael L. Kennedy, and has no
other broadcast interests. Filed July 3.

8 Chico, CA {BPEDY10604MK)—Associated Stu-
dents Inc. of California State University, Chico, seeks

88.3 mhz: I.| kw: ant. 370 m. Address: California
State University, Chico, Bell Memorial Union. Chico.
CA 95929. Principal is headed by Craig Deluz, and has
no other broadcast interesis. Filed June 4.

® Garberville, CA (BPH910717TMB)—Brett E. Miller
seeks 103.7 mhz; 7.64 kw; ant. 807 m. Address: 11608
Blossomwood Ct., Moorpark. CA 93021. Principal has
no other broadcast interests {see Wilson Creek. WA,
below). Filed July 17.

8 West Lafayette, IN (BPED910715MH)}—Von To-
bel Foundation In¢. seeks 89.9 mhz; .| kw; ant. 100
m. Address: 256 South Washington St.. Valparaiso. IN
46383. Principal is headed by Paul J. Von Tobel LIL,
and is licensee of non-commercial FM translator
W2I6AC at Valparaiso, IN. Filed July 15.

® Arkansas City, KS (BPH910705SMK)}—Michael S.
Meorris. Elden F. Hestand and John C. McVey seek
102.5 mhz; 6 kw: ant. 91 m. Address: Rte. 3. Box 116,
Arkansas City. KS 67005. Principals have no other
broadcast interests. Filed July 5.

® Arkansas City, KS (BPH910708MD)—Robert V.
Clark secks 102.5 mhz: 6 kw; ant. 74 m. Address;
R.R. #5, Box 316, Arkansas City, KS 67005. Princi-
pal has no other broadcast interests. Filed July 8.

® Hays, KS (BPED910703MA)—The Praise Network
Inc. seeks 88.9 mhz: 82.8; 194 m. Address: P.O. Box

8, Aurora, NE 68818. Principal is headed by Herbert
P. Roszhart, and has no other broadcast interests. Filed
July 3.

® Winfleld, KS (BPH910705MI)>—Johnson Enter-
prises Inc. secks 95.9 mhz: 50 kw; ant. 150 m. Ad-
dress: Kley Drive. Wellingten. KS 67152. Principal is
headed by E. Gordon Johnson. and is licensee of
KLEY(AM)-KWME(FM) Wellington. KS. Filed July
5.

® Marlette, MI (BPH910628BMB)}—GB Broadcasting
Co. seeks 92.5 mhz; 3 kw. ant. 100 m. Address: P.O.
Box 224, Marlette. MI 48453. Principal is headed by
George E. Benko V, shareholder of Sanilac Broadcast-
ing Co.. licensee of WMIC(AM)-WTGV-FM Sandus-
ky. MI. Filed June 28.

8 Manahawkin, NJ (BPED9107 | SMG)—Penn-Jersey
Educational Radio Corp. seeks 90.7 mhz: .001 kw-H.
950 kw-V: ant. 50 m. Address: P.O. Box 191, Ser-
geantsville, NJ 08557. Principal is headed by Frank W
Napurano. Virginia Napurano. Charles W. Loughery.
Robert E. Wick and Linda K. Fleming. Penn-Jersey
Educational Radic Corp. is permittee of non-commer-
cial WDVR(FM) Delaware Township, NJ. Loughery
and Frank Napurano have interests in Bux-Mont Edu-
cational Radio Association (see Doylestown, PA, be-
low), which operates non-commercial WRDV(FM)
Warminster. PA. and is permittee of WBYO{FM) Sel-
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KLINE TOWERS
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PROFESSIONAL CARDS

du Treil, Lundin & Rackley, Inc.

A Subsiaty of AD. Ring. P C

1019 19th Street. N.W., Suile 300
Washington, D.C. 20036
Telephone: 202-223-6700

Mcmber AFCCE

==CARLT. JONES=
===="CORPORATION =—

CONSULTING ENGINEERS

7901 YARNWOOD COURT
SPRINGFIELD, VIRGINIA 22153
(703) 569-7704
MEMBER APCCE

ANnce 1Wis

LOHNES & CULVER
Consuiting Radio-TV Engineers
1158 15th. St. , N.W. , Suite 608

Washington , D.C. 20005
(202) 296-2722

Membee AFCCE

COHEN, DIPPELL AND
EVERIST, P.C.

CONSULTING ENGINEERS

1300 "L" STREET, N.W. SUITE 1100
WASHINGTON. D.C. 20005

(202) 898-0111
Member AFCCE

SILLIMAN AND SILLIMAN
8121 Georgia Ave. #700
Silver Spring, MD 20910

ROBERT M. SILLIMAN, P.E.

(3011 589.8288
THOMAS B. SILLIMAN, P.E.
(812) 853.9754
Member AFCCH

Moffet, Larson & Johnson, Inc.
Consulting Telecommunications Engineers
Two Skyline Place, Suite 800
5203 Leesburg Pike
Falls Church, VA 22041
703 824-5660
FAX:703--824-5672
Member AFCCE

HAMMETT & EDISON, INC.
CONSULTING ENCINEERS
Box 280068
San Francisco, California 94128

(415) 342-5200

HE (202) 396-5200

Member AFCCE

Jules Cohen & Associates, P.C.
Consulting Electronics Engineers
Suite 600
1725 DeSales, N.W.
Washington, D.C. 20036
Telephone: (202) 659-3707
Telecopy: (202) 659-0360

Member AFCCE

CARL E. SMITH
CONSULTING ENGINEERS

AM-FM-TV Engineening Consuttants
Complete Tower and Rigging Services
“Serving the Broadeast Indosiry
Jor aver 30 Vears”

Box 807 Bath, Ohio 44210
{216) 659-4440

E. Harold Munn, Jr.,
& Associates, Inc.
Broadcast Engineening Consultants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

Mullaney Engineering. Inc.
Conuiting Tolocommumcations Engineers
9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0118
Member AFCCE

HATFIELD & DAWSON

CONSULTING ENGINEERS
4226 SIXTH AVE. N.W.
SEATTLE. WASHINGTON 9817
(206) 783-9151: Facsimile: (206) 789-9834
MEMBER AFCCE

F.W. HANNEL & ASSOCIATES
Registered Professional Engineers
91t Edward Strect
Henry, illinois 61537
(309) 364-3503
Fax (309) 364-3775

STRUCTURAL SYSTEMS
TECHNOLOGY. INC
I. Cahw Goudv

PRESIDEN
TOWERS. ANTENNAS, STRU(‘TURES
New Talt Towers. Existing Towenr
Studwes, Analysin. Design Modifications.
Inspeciions. Erection. Exc

6867 Elm St . MclLean. VA 22101 (703} 156-9765

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS

P.O. BOX 180312
DALLAS, TEXAS 75218
TELECOMMUNICATIONS (FCC, FAA)
CHARLES PAUL CROSSNO, P.E.
(214) 321.9140 MEMBER AFCCE

JOHN FX. BROWNE
& ASSOCIATES, PC.
525 Woodward Ave.
Bloomfield Hills, Ml 48013
(313) 642-6226
Washington Office
(202) 293-2020
Member AFCCE

D.C. WILLIAMS, P.E.

Consulting Radio Engineer
Member AFCCE
Post Office Box 1888
Carson City, Nevada 89702

(702} 885-2400

LAWRENCE L. MORTON

/ ASSOCIATES
i 1231 MESA OAKS LANE
| [ OMMUNICATIONS TECHNOLOGIES INC. TexECOmmevealS Eacsmtis | MESA OAKS CAUFORNIA 93434
BROADCAST ONSULTANTS
5 LAWRENCE L. MORTON, PE.

Ciarence M. Beverage
Laura M. Mizrah

P.0. Box 130, Marlon. NJ 08053
(609) 985-0077 « FAX: (609) 985-8124

(805) 733-4275 / FAX (805} 733-4793

APPLICATIONS ‘. FIELD ENGINEERING
MEMBER AFCCE

SELLMEYER ENGINEERING

Consulting Engineers

PO. Box 356
McKinney, Texas 75069
(214) 542-2056
Member AFCCE

PAUL DEAN FORD, PE.
BAOADCAST ENGINEERING CONSULTANT
3775 West Dugger Ave.,
West Tere Maute, Indiana 47885
812-535-3831
Member AFCCE

-TV-CATVITFS Cellu
Broadcast Engineering Software
216 N. Green Bay Rd.

Phone (414) 2428000
Member AFCCE

EVANS ASSOCIATES

Consultm'_g"Communlcaﬁons EnFineors

THIENSVILLE, WISCONSIN 53092

Diatel Corporation

BROADCAST CONSULTANTS
Applications e Inspections
Call Toll-Free

(800) 969-3900
1515 N Court House Rd. Arlington, VA 22201

W. Lee Simmons & Assoc., Inc.
Broodcost Telecommunications
Consultants
1036 Williom Hitton Pkwy., Svite 200F
Hilton Heod s, 5.C 29928
$00-277-5417 803-785-4445
FAX 803-842-3371

Consulting Engineers
3978 University Drive. Suite 450
Fairfax, Virginia 22030
(202) 332.0010 {703 5910410
Fax (703) 5910115
Member AFCCE

Lahm, Suffa & Cavell, Inc.

®» ] RADIO ENGINEERING CO.

1660 Pnmavera Lane
Nipomo. CA 93444

CONSULTANTS
- ALLOCATIONS INSTALLATIONS. FIELD

Servang Brosccesiers Over 35 Years
Norwood J. Patterson

ANTENMA & TyPE ACCEPTANCE MEASUREMENTS

Tel: (805) 920-1968
FAX: (805) 929-5571

T SPECTREM = —

“ENGINEERING COMPANY ok
BILL CORDELL, P.E.

11211 Katy Freeway. S5uita 190
Housten, Texas 77079
(713)984-888% or (71))4l)8-183a
communications Enginsaring Consultants
Nembar AFCCE

George Jacobs
& Associates, Inc.
Consulting Broadcast Engmuu
Domestic & lntemational
Member AFCCE

az01 la Ave.
Suite 410 Sliver ng , MD
(301) 587-8800

PROFESSIONAL/SERVICE DIRECTORY RATES

52 weeks - $40 per insertion

26 weeks - $50 per insertion
There is a one time typesetting charge of $20. Call (202) 659-2340




lersville, PA. Loughery is permittee of LPTY WOBCR
at Warminster, PA. Filed July 15.

8 Hobbs, NM (BPH910705ML)}—Perla Acosta Qjeda
seeks 96.5 mhz; 3 kw: ant. 91 m. Address: 110 S.
Willow, Hobbs, NM B88240. Principal has no other
broadcast interests. Filed July 5.

8 Hobbs, NM (BPH210705SMH)—Rosemary Houston
secks 96.5 mhz: 5 kw; ant. 53 m. Address: 1000 E.
Sanger, Hobbs, NM 88240. Principal has no other
broadcast interests. Filed July 5.

® Bismarck, ND {BPH910703MH)—Lori Turitto
seeks 101.5 mhz: 100 kw; ant. 335 m. Address: 2401
N. 7th St.. Bismarck. ND 58501. Principal has no
other broadcast interests. Filed July 3.

® Bismarck, ND {BPH910708MC)—J.B. Broadcast-
ing Inc. seeks 101.5 mhz; 100 kw; ant. 351 m. Ad-
dress: 23 Brookwood Ct.. Princeton. NJ 08540. Princi-
pal is headed by Barbara Kelly and James L. Primm,
and has no other broadcast interests. Filed July 8.

8 Doylestown, PA (BPED910701MA)—Bux-Mom
Educational Radio Assoc. secks 91.7 mhz: .032 kw:
ant. 59 m. Address: P.O. Box 2012, Warminster, PA
18974. Principal is headed by Charles W Loughery.
Kenneth S. Crowther, Todd Allen, Frank W. Napur-

ano, Ronald M. Rysztogi and Charles H. Gainer (sec
Namakawidin N1 ahausl Fitad folv 1.

® Philadelphia (BPH910701 MF)—Pennsylvania
Broadcasters seeks 102.1 mhz; 40 kw; ant. 150 m.
Address: 6255 Sunset Blvd. #1901, Los Angeles, CA
90028. Principal is headed by A. Thomas Quinn, Rich-
ard Nagler, Amy L. Quinn and Judy Nagler. Thomas
Quinn is one of two equal shareholders and president of
Americom Las Vegas Inc., general partner of Ameri-
com Las Vegas L., licensee of KUDA(FM) Pah-
rump, NM. Quinn is also limited partner in Americom
Las Vegas Ltd., licensee of KHTZ(AM)-KODS(FM)
Camelian Bay-Truckee (Reno), CA (see Pirtsburgh.
below). Filed July 1.

8 Pittsburgh (BPH91070IME)—Pennsylvania Broad-
casters seeks 93.7 mhz; 23.1: 220 m. Address: 6255
Sunset Blvd. #1901, Los Angeles, CA 90028 (sce
Philadelphia, above). Filed July 1.

® Pittsburgh (BPH910628MC)—Allegheny Commu-
nications Group Inc. seeks 93.7 mhz: 43.5 kw: ant.
157 m. Address: 4603-B MacArthur Blvd., Washing-
ton, DC 20007. Principal is headed by Herbert E. Long
Jr.. and has no other broadcast interests. Filed June 28.

8 South Waverly, PA (BPH910708ME)—Shirley A.
Penrod seeks 96.1 mhz; .620 kw; ant. 217 m. Address:
33 Hudson St., Bath, NY 14810. Principal has no other
broadcast interests. Filed July 8.

B South Waverly, PA (BPH910703IMK)—Lordstown
Meadow Farm seeks 96.1 mhz; .94 kw; ant. B0 m.
Address: Weaver Rd., Waverly, NY 14892. Principal
is headed by William F. O'Shaughnessy, and has no
other broadcast interests. Filed July 3.

8 Wilson Creek, WA (BPH910717MA}—Wilson
Creek Broadcasting Co. seeks 103.3 mhz; 6 kw; ant.
100 m. Address: 11608 Blossomwood Ct., Moorpark,
CA 93021. Principal is headed by Brett E. Miller.
Thomas D. Hodgins and Evelyn V. Martinez, and has
no other broadcast interests (see Garberville, CA.
above). Filed July 17.

Actions

® Texarkana, AR (BPHB80616MP)}—Granted app. of
Jo-Al Broadcasting Inc. for 104.7 mhz; 3 kw H&V;
100 m. Address: 20 Preston Circle, Texarkana, AR
75502. Principal is headed by Emmie J. Gamble. and
has ne other broadcast interests. Action July 17.

8 Groveland, CA (BPED%00116MC)—Granted app.
of California State University. Sacramento. for 91.7
mhz; 6.9 kw H&V; ant. 313 m. Address: 3416 Ameri-
can River Dr., Suite B, Sacramento. CA 95864. Prin-
cipal is headed by Roiand E. Amall and seven other
trustees, and is licensee of KXPR(FM) Sacramento,
CA. Action July 12.

8 Lucerne Valley, CA (BPH880714MS)—Granted
app. of Rasa Communications Corp. for 106.5 mhz;
15 kw H&V; ant. 331 m. Address: 11671 Locust
Lane, Apple Valley, CA 93208. Principal is headed by
Marcelino Q. Garza, and has no other broadcast inter-
ests. Action July 19.

8 Palm Bay, FL (BPED841113MA)—Granted app. of

Palm Bay Public Radio Inc. for 90.3 mhz: .1 kw
(H&V): ant. 30 m. Address: P.O. Box 1020, Palm
Bay, FL 32936. Principal has no other broadcast inter-
ests. Action July i8.

® Sylvester, GA (BPH890413M1)}—Granted app. of
K&B Broadcasting Co. Inc. for 106. 1 mhz; 3 kw: ant.
100 m. Address: 105 Dunbar Circle, Sylvester. GA
31791. Principal is headed by Karen Bamard, and has
no other broadcast interests. Action July 1.

8 [ndianapolis (BPHB80727M))—Granted app. of
Shirk Inc. for 96.3 mhz; .593 kw H&V; 215 m. Ad-
dress: Box 22300, 3003 Kessler Blvd.. No. DR, India-
napolis, IN 46222. Principal is headed by William S.
Poorman. and has no other broadcast interests. Action
July 17.

8 Port Gibson, MS (BPH890420MH)—Granted app.
of Evan Doss Jr. Corp. for 100.5 mhz; 3 kw; ant. 100
m. Address: 911 Chinquepin St.. Port Gibson, MS$
39150. Principal has no other broadcast interests. Ac-
tion July 10.

® Mechanicville, NY (BPHB80825MQ)}—Granted
app. of Achilles Inc. for 104.5 mhz; 3 kw H&V; ant.
76 m. Address: 14 Burning Bush Blvd., Ballston Lake,
NY 12019. Principal is headed by Stephen H. Se-
plowe, and has no other broadcast interests. Action
July 10.

8 Mechanicville, NY (BPH880825ML)—Dismissed
app. of Mercedes Glasel for 104.5 mhz; 3 kw H&V;
ant. 100 m. Address: Box 133, Koenig Rd., Ghen,
NY 12075. Principal has no other broadcast interests.
Action July 10.

® Mechanicville, NY (BPHBB0B25PB)—Dismissed
app. of New York Broadcasting Corp. for 104.5 mhz:
3 kw H&V: ant. 100 m. Address: 1458 New Scotland
Rd.. Slingerlands, NY 12159, Principal is headed by
Brian Danforth and Edward F. Perry Jr. Perry is 80%
stockholder of licensee of WATD-AM-FM Brockton-
Marshfield (Boston). MA, and 50% permittee of new
FM CP at Amherst, MA, and permittee of WEFI(AM)
Easthampton. MA. Action July 10.

cation for mod. of CP (BPHB70302IG) to change ERP:
25 kw H&V, change ant.: 213 m.; TL: NW 174 of
scction 11, Pershing Township, T.6N. R. 3E Indiana
(3 km W of Freetown, Indiana).

8 Manchester, [A KMCH(FM) 94.7 mhz—lJuly 17
application for mod. of CP (BPHB80308MG as mod.)
to change ERP: 6 kw H&V: TL: 2 112 mi E on Old
Hwy. 20 of Manchester City limits and 3 mi N on
unmarked gravel road.

8 Buffalo, KY WRZI(FM) 101.5 mhz—June 2| appli-
cation for mod. of CP (BPH880406MA as mod.) to
change ERP: 3 kw H&V; TL: TBA. change city of
license (per docket #89-534).

8 Le Sueur, MN (no call letters) 956.1 mhz—July 10
application for mod. of CP (BPH890707TMA) to
change ERP: 1.70 kw H&V; change ant.: 132 H&V:
TL: 4.8 km on line bearing 310 degrees (T) from the
intersection of State Hwy. 93 and 19, in Jes Senland
Township, MN.

® Quitman, MS WYKK(FM) 98.3 mhz—July 15 ap-
plication for mod. of license (BLH910811AQ) to
change freq: 98.9 mhz (pursuant to docket #87-432).

8 Butler, MO KMOE(FM) 92.1 mhz—July 5 applica-
tion for CP to change ERP: 4.725 kw H&V; ant.: 45
m.

8 Radnor Township, PA WYBF(FM) 88.5 mhz—
July 10 application for mod. of CP (BPED860725MH)
to modify directional antenna pattern.

8 Renove, PA WMHU(FM) 93.1 mhz—July 12 appli-
cation for mod. of CP (BPHB880729MA) to change
ant.: 91 m.

8 Villanova, PA WXVU(FM) 88.5 mhz—July 10 ap-
plication for mod. of CP (BPED870402KA) to modify
directional antenna pattern.

8 Shelbyville, TN WYCQ(FM) 102.9 mhz—July 16
application for CP to change antenna supporting-struc-
ture height.

8 Colonial Heights, VA WKHK(FM) 95.3 mhz—lJuly
10 application for mod. of CP (BPH890921IG) to
change ERP: 7 kw H&V; change ant.: 187 m.; TL:
Bensley Village. VA.

FACILITIES CHNAMNGES

Applications

AM’s

® Black Canyon City, AZ KUET(AM) 710 khz—July
17 application for mod. of CP {BP870330AL) to add
night service with 4.1 kw; make changes in antenna
System.

8 Campbellsville, KY WTCO(AM) 1450 khz—luly
11 application for CP to comect coordinates to 37 20
07N 85 22 33w,

FM’s

8 Decatur, AL WYFD(FM) 91.7 mhz—July 10 appli-
cation for CP to change ERP: 14125 kw H&V, ant..
282 m.; change TL: atop Capshaw Mtn., | km E of

Wall Hwy. 32 km.NE of Decatur site in Madison
County, AL; class: C2.

® Joneshoro, AR KDEZ(FM) 100.1 mhz—July 17
application (BPH910717IC) for CP to change ERP:
3.06 kw H&V; change ant.: 140 m.; TL: 35 54 26N 90
4] 38W.

® Brush, CO KSIR(FM) 107.1 mhz—July 17 applica-
tion for CP to change ERP: 100 kw H&V; ant.: 278 m.;
change TL: 5.4 km NW of Wiggins, CO; change to
class C| (per docket #88-605).

® Danbury, CT WXCI(FM) 91.7 mhz—July 15 appli-
cation for CP to change ERP: 25 kw H&V; ant.: 76 m.;
change class: Bl; install DA; application is mutually
exclusive with WSHU(FM).

B Panama City Beach, FL WPCF-FM 100.1 mhz—
July 10 application for CP to change ERP: 25 kw
H&V; ant.: 71 m.; change TL: lots 2 and 3 of Block
15, Beck Ave., Panama City, FL; change to ¢lass C3
(per docket #89-616).

8 Hilo, HI KHHIFM) 92.7 mhz—July 12 application
for mod. of CP (BPH841228MH) to change ERP: 35
kw H&V; change ant.: -50 m.; TL: 2.9 km due S of
General Lyman Field at site of KAHU(AM) Hilo;
class: from CI to class C2.

8 Seymour, IN WZZB(FM) 93.7 mhz—July 9 appli-

TV’s
® Grand Rapids, MI WXMI(TV) ch. 17—July I8

application for CP to change ERP: 1290 kw (vis); ant.:
334; antenna: Dielectric TFU-36J/V ., (DA)BT).

® Salt Lake City KXIV(TV) ch. i4—July 12 applica-
tion for CP 1o change ERP: 1637 kw (vis); ant.: 1173
m; change TL: approximately .8 km S of Farnsworth
Peak, UT, antenna: Andrew ATN 25HS- HSP-14,
(DA)BT).

Actions

AM’s

® Los Banos, CA KLBS(AM) 1330 khz—July 19 ap-
plication (BP81212AB) dismissed for CP for experi-
mental synchronous AM station at San Jose. CA to
operate simultaneously with primary KLBS facility at

Los Banos on same freq: 1330 khz but with .020 kw
DA-D.

® La Grange, IL WTAQ(AM) 1300 khz—luly 17
application (BMP910313AE) granted for mod. of CP
(BPB61106AA) 10 augment nighttime standard pattern.
FM’s

® Berryville, AR KSCC(FM) 107.1 mhz—July 16
application (BPH9103131F) granted for CP to change
ERP: 3.6 kw H&V; change ant.: 190 m.: TL: on
Hilltop, .65 km N of US Rte. 62, 3.2 km W of Green

Forest City Limit, AR; class: C3 (per docket #90-
104).

® Wynne, AR KWYN-FM 92.7 mhz—July |8 appli-
cation (BPH9105201H) returned for CP 10 change ERP:
25 kw H&V; change ant.: 100 m.; TL: app. 4.1 mi SW
of Wynne, on rural Rd. 131 degrees, freq: 92.5 mhz;
class: C3 (per docket #89-529).

® Burlington, KS KSNP(FM) 95.3 mhz—July 19 ap-
plication {(BPH91061411) returned for CP to change
ant.: 97 m.

8 Houlton, ME WHOU-FM 100.1 mhz—July 19 ap-
plication (BPH900403ID) dismissed for CP to change
ERP: 3 kw H&V; ant.: 100 m.; TL: Westford Hill,
approximately 9 km S of Houlton, ME.
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CLANSIFIED

See last page of Classified Section for rates, closing dates, box muonbers and other details.

General manager: Exceptional opportunity in
CentralEastern Florida for someone who loves
and understands small market radio. to take over
fulltime AM in market over 75,000 with only one
competitor, also AM, in market. Rare chance to
eam full ownership. Must have heavy sales back-
ground. Box M-56. EOE.

General manager for combo in the S.W. Florida
area. Must have sitrong sales background. be
able to inspire, carry a list and be bottom line
oriented. Write Box M-57. EQE

KBLA, the Business News station in Los Ange-
les, is kooking for an experienced general manag-
er. Background in news or news/talk preferred.
Resumes to: Gary Price. Box 49650. Los Angeles,
CA 90049. EOE.

Group owner seeks general manager for start-up
major market Black Gospel station. Must be
hands on, sales oriented (programs and spots),
detail oriented, killer. Order takers need not apply.
Reply to Box M-58. EOE.

General saies manager: Strong midwestern
combo (FS/CHR) is looking for a killer GSM to
manage and motivaie a large sales statf. Organi-
zational skills, people skills and street skills are a
must, This is a rare opportunity to join one of the
country's leading (and most financially sofid)
groups. Respond with rasume, sales manage-
ment philosophy, educational background, salary
history and references to Box M-59. All replies
held in the strictest confidence. EOE/MF.

WKIO/Oldies 92 radio in Champaign, lllinois, is
looking for a top notch sales person to take over
established list and make it grow. Must have mini-
mum of two years previous radio sales experi-
ence. Send resume, billing history and one of your
best presentations 10: Genearal Sales Manager.
WKIO Radio, 505 Soulh Locust Street, Cham-
paign, IL 61820. EOE.

WGNA-AM/FM, Albany, NY: Immediate opening
for experienced, dynamic sales manager. Strong
leadership skills, twO Or more years experience
needed. Group-owned, market leading combo.
Send tetter, resume and income history in confi-
dence to: Mr. Al Vicente, VPIGM, WGNA-AM/FM,
Box 1077, Albany, NY 12201, EQE.

S.M. — Savannah's #1 rated adult AMFM —
WCHY. Rate bullish, pro tracking systems, detail
oriented, idea aggressive with consistent and veri-
fiable radio history. Excellent opportunity with
growth potential. Letter, resume and references
to: Dennis Jones, PO Box 1247, Savannah, GA
31402, EOE.

WDONO-Laurel, DE. New station. Adult format. Full
and PT openings for experienced tratic/recep-
tionist. August start. Tapes and resumes to Ed
Hunt, 377 Tourmaline Dr., Hebron, MD 21830.
EOE.

WSBT, Inc., South Bend, Indiana, seeks a radio
general sales manager for WSBT/WNSN. Broad-
cast sales management experience is required.
Send resume, salary requirements, and refer-
ences in first letter 1o: Human Resources Director,
WSBT, Inc. 300 W. Jefterson Bivd., South Bend,
IN 46601. No phone calls. EOE.

General manager wilh strong sales background
for KMCM/KMTA Miles City, Montana. Resume to
KMCM/KMTA, 1218 Pioneer Building, 336 North
Robent Street, St. Paul, MN 55101. EOE.

Group operator looking for general sales man-
agers. Major group operator has openings for ex-
perienced sales managers. Openings are with top
stations in major markets. Qualified candidates
must demonstrate abilities 10 coach, train and di-
rect a sales department. Krowledge and experi-
ence with budgeting, rate & inventory manage-
ment and strong wrillen and oral communication
sbglls is mandatory Send resume to: Box N-2.
EOE.

Wanted: General saies manager for Doane rated
number 1 Farm station in Missouri. Ag sales back-
ground helpful. Trainer, leader. motivator for 8
person sales staff. Above average compensation.
KMZU Carroliton, MO 64633 816-542-0404 EQOE

General sales manager wanted for Florida medi-
um markel. Excellent opportunity. beautiful city.
Apply now for September start. EOE. Reply to Box
N-1,

WDNO-Laurel, DE. New station. Adult format. Full
and PT openings for experienced sales execs.
August start. Resumes (0 €d Hunt, 377 Tourma-
line Dr., Hebron, MD 21830. EQE.

Need someone who can sell advertising and call
high school sports. Resume, tape, photo, Darrell
Sehorn, KGRO KOMX. Box 1779, Pampa, TX
79085. EOE.

Sales: radio: Major market leader seeks highly
motivated self-starter 1o join their sales team as
account exacutive. Entry level position with enor-
mous growth potential, ideal candidate should
possess excellent writlten and oral communication
skills, be results oriented, and willing to work hard

for high income potential. 1-2 years sales experi-

ence preferred. Salary plus commission. Excellent
fringe benefits. Equal opportunity employer Send
resume to Box M-63.

Ready to move up, have 1-2 years of successful
broadcast sales want to manage, we may be what
you are looking for. New group starting, need
person 10 sell and learn full operation. No floaters.
Work and learn with us. Reply 1o Box M-62. EOE.

Sales/marketing rep: Broadcasting affiliated na-
tiona! corporation seeks an energetic, dedicated,
person-oriented individual. Must be a self-starter.
Familiarity of southwest/south central markets a
plus. Knowledge of radio and/or TV operations
necessary. Moderate travel. Salary commensu-
rale with experience. Send resume and salary
history to Box M-61. EOE.

New owner Florida resort Class A seeks sales/
mgmnt help. Great opportunity. potential equity.
Send resume ASAP to White Communications,
685 E. Long Lake, Bloomfield, Ml 48304 or call
313-644-5443. EOE.

Radlo group with 9 properties in PA, Ohio, and
WV looking for experienced, aggressive AE.Ss.
Must be able to demonstrate a solid performance
racord. Growth potential with the group — with
pleasant working atmosphere. Resume, refer-
ences and salary history to: Box M-16. EOE.

WDNO-Laurel, DE. New slation. Adult format. Full
and PT openings for experienced DJs. August
start. Tapes and resumes to Ed Hunt, 377 Tour-
maline Dr., Hebron, MD 21830. EOE.

Crystal award whiz (AM-FM) has rare full time
opening. Board operation/on air shift. Minorities
and qualified beginners encouraged to apply.
Tape/resume to Pete Petoniak, 629 Downard
Rd.. Zanesville, OH 43701. EOE.

Talent/situation: Live on the Calilornia coast
and work at an AC facility that seeks a morning
drive communicator with voice and a desire to
s%tlle and become a star. Reply to Box M-65.
EOE.

Engineer: Major market AM station seeks chief
engineer experienced in installation and mainte-
nance of broadcast equipment. FCC General
Class Radio-telephone license required. Must
have Hi-Power directional experience. Send re-
sume and salary requirements to Engineering
Dept., 525 North Sam Houston Parkway East,
Suite 525, Houston, TX 77060, or call 800-438-
6311. EOE.

News reporter/anchor: Prairie Public Radio is
seeking a professional who can gather, write
and produce stories and fealures, anchor a 15-
minute midday newscast and host locally-pro-
duced news inserts during weekday “All Things
Considered.” Must be a good writer, a self-star-
er and a person who knows how 10 use sound to
tell a story. Bachelor's degree and 2 years expe-
rience required. Send tape. resume and three
references to Dave Thompson. News Director,
Prairie Public Radio, 1814 N. 15th Street, Bis-
marck, ND, 58501. Application deadline August
20, 1991. We are an EEO/affirmative action em-
ployer. Women, minorities and persons with
handicaps or disabilities are particularly encour-
aged to apply.

HELP WANTED PROGRAMING
PRODUCTION AND OTMIRS

Live assist/production needed for beautiful
coastal North Carolina’s exclusive 100,000 watt
EZ leader. T/R to: GM, WNCT A/F, PO Box 7167,
Greenville, NC 27835. EOE.

Prior owner/operator with 22 years experience
will build your AM/FM station from construction
of facility to hiring/training staff. Experienced
with all sized markets/turnarounds. Will consider
equity. 1-512-828-9252.

25 years experience: Last 11 general manager.
Sales driven, programing, engineering, ratings
competitive. Get big numbers. Good at up-
grades, start up, lurnarounds. South/Midwest.
John Parker, 502-247-0090.
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Group manager. Small or medium markets. Very
successful track record as owner, manager,
consultant. 18 years experience, including start-
ups, turnarounds, mature stations needing revi-
talization. Thorough knowledge of all phases of
radio business, FCC ryles and regulations.
Please reply (o Box M-47

Strategic planner GM delivers results, Group
operator/4 stations. Solid history in reversing
trends. As GSM doubled sales revenues in 4
years. Seeks challenging position with broad-
cast group where people make the difference.
22 years radio. 616-399-1702.

Sales manager, major S.E. market seeks more
profitable opportunity. Background includes
programing and GM experience. Florida mar-
kets especially interasting -- equity possibilities
a strong plus. Market size not critical. Reply to
Box N-4.

Medium market GM, 20 years radio, 10 years
management, with spectacular track record.
Sales up, ratings up, expenses down. Super with
people, programing and profits. A constant winner.
40-year-old family man with heavy community in-
volvement seeking a growth opportunity with a me-
dium market facility. Reply to Box N-5.

Former major market GSM: Currently media
management business owner wants 1o return to
radio as GM, GSM in small/medium market in
Southeast. Possible equity ownership. Reply to
Box N-3.

Worth the wait: Seeking individual or group
I00King for right person to take them into the 21st
century. Satellite operations is my strong suit.
Add degree in Broadcasting Management (Mar-
keting minor), and complete with computer/DAB
literacy. No hype, just talent, success, and hard
work, That's me. Call Terry at 602-973-8100. A
decade of major market innovations.

Full charge radio station Dusiness manager,
twelve years experience, relocating to the North-
east. For resume call 203-426-6037.

SITUATIONS WANTED SALES

Sales position small-medium market. Mature
broadcasting graduate with additional experi-
ence in announcing, production, news and co-
pywriting. Dependable. hardworking. RTOR.
John Treadway, Route 4, Box 430, Taylorsville,
NC 28681. 704-632-5792.

SITUATIONS WANTED ANNOUNCERS

FM Easy Listening coastal stations only. Deep,
sincere pipes. Years of experience. Mint refer-
ences. 717-675-6982, after 3 p.m. Eastern.

Educated, articulate news announcer/reporter
seeks job. 15 years experience, Available for
interview anytime in September. For details and
demo tape, phone John Shepard, ¢/o Boye De
Mente at 602-952-0163.

Make your AM drlve slot hot. Experienced morn-
ing man/PD looking for challenging opportunity.
Country or AC. All markets considered. Will relo-
cate. John Kirschner, PO Box 303. Jaffrey, NH
03452. 603-532-7334.

SITUATIONS WANTED TECHMICAL

Attention Florida stations| Former Harris engi-
neer is now headquartered in your state. Expert
on automation, transmitters, audio. construction
& directional antennas. Available for field ser-
vice assignments by the day. week or project.
Super references. 413-442-1283.

Turn around your top 100 AOR or CHR. Experi-
enced PD wiil help. Mark 505-821-2786.

Experienced professional sportscaster seeks
PBP position. Mike 407-841-4940.

Sonny Bloch, host of America's longest running
independent, 2-way talk show about money,
business, real estate and life, would like to work
for you for free. He offers 18 hours of program-
ing 6 days per week (take all or part), plus a
daily afternoon news show with plenty of open-
ings 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 in-
cluding 90% of the top 100 markets. There must
be a reason that this broadcaster has kept grow-
ing for 12 years. The answer is simple: The audi-
ence |oves the show, the sponsors love the
show, and your bank account will love the
show!! You can have him now. It's as easy as a
telephone call. Ask for Susan at 212-371-9268.

Guaranteed to make you money and ratings!
Fomer #1 jock and P.D. has new unique formu-
la_ If you're looking for success and not afraid to
try something new, then call me before your
competition does. Consultant basis. | work for a
modest initial fee plus a percentage of the reve-
nue I'l generate. 413-442-1283.

Make money In voiceovers, Cassetie course
offers marketing and technique for success in
commercials and industrials. Money-back guar-
antee. Call for info: Suysan Berkley, 1-800-333-
B108.

Expanding radio broadcaster. Positions avail-
abie in Colorado and Atlanta include: Sales, air
personality, news, board, production. adminis-
tration. Three years experience. Tapes and/or
resumes 10: Mainstreet Broadcasting Co.. 1160
S. Milledge Ave., Athens, GA 30605.

SCA positions avallable in major cities. Call
Joyce Stern, 305-463-9299 x210.

Traffic/program director needed by small-mar-
ket ABC affiliate using Columbine software. Live &
work in Chesapeake Bay/Atlantic Ocean resort
community. Must have 3-5 years experience. Re-
sumes to Frank Pilgrim,. WMDT TV, PO Box 4009,
Salisbury, MD 21801. EOE/M-F.

Local sales manager: WPTA-TV seeks an ag-
gressive individual ready 10 maximize local sales
revenues at Ft. Wayne's leading affiliate television
station. Minimum of 2 years of successful broad-
cast local sales management experience pre-
ferred. The successful candidate will assume re-
sponsibility for hiring, training and supervision for
the Iocal sales statf. We are a group owned station
seeking someone who wili grow with us, No phone
calls, please. Interested parties can send a re-
sume 1o Bill Ransom. General Sales Manager,
WPTA-TV, 3401 Butler Road, Fort Wayne, IN
46801. EOE.

Executive producer: Talk shows. Salary plus up
to $250,000 to $500,000. Incentive for right per-
son with proven telavision talk track record sought
to lead new major market TV talk operation. Must
be creative, innovative, hard working and experi-
enced. No beginners or P.A. types. EQE. Reply to
Box N-6.

Local sales manager, major cable television or-
ganization seeks an experienced television adver-
tising sales professional to lead large local sales
team. Excellent transition Opportunity for current
broadcasting executive. Management experience
preferred. Desirable Midwest location. Please
send resume, compensation requirements and
reterences o Box M-67, no later than August 16,
1991. ECE.

Major/planned giving professional 1o conduct
major and planned giving program, including
identification of and contact with prospective do-
nors, preparation and execution of seminars and
monthly magazine column. Bachelors degree or
equivalent and/or experience. Knowledge and in-
terest in public TV essential. Resume by 8/9/91 to
Channel 10/36 Friends, Attn: Chariotte Caron, 700
W. State Street. Mitwaukee, WI 53233. The Chan-
nel 10736 Friends, Inc. is an equal oppoftunity
employer.

Executive director: ASSET, a sponsored pro-
gram of Arizona State University/KAET-TV, seeks
an individual to plan and direct a multi-media
instructional delivery service for Arizona public
and private educational entities. Duties include
long range planning, preparation of budgets, ap-
proval of expenditures and monitoring of budget
status; hiring and supervision of staff; articulation
with ASSET Board of Directors, KAET/Channel 8
management, external Clients and cooperating or-
ganizaticns. Minimum Qualifications: Masters de-
gree in Instructional Techrologies, Library/Media.
Educational Telecommunications or a direclly re-
lated area; and six years experience in elemen-
tary and/or secondary teaching and/or learning
technology services. including two years of man-
agement/supervision; or, Bachelors degree with a
major in Instructional Technologies, Library/Me-
dia, Educational Telecommunications or a directly
related area; and, eight years experience in ele-
mentary and/or secondary teaching and/or learn-
ing technology services including two years of
management/supervision; or, any equivalent com-
bination of experience, training and/or education
approved by the ASSET Board of Directors and
KAET. Desired qualifications: Knowledge of the
philosophy, organization and operation of elemen-
tary and secondary school systems; knowledge of
the sources of mediated instructional materials for
both classroom and teacher training uses; skill in
identifying and evaluating instructionally valid me-
diated materials, knowledge of communications
capabilities of broadcasling and other learning
technolegy systems and their application to in-
struction and delivery of educational materals;
skill in recruiting and supervising staff, knowledge
and skill in preparation of revenue projections and
management of budgets; knowledge of copyright
taws and their application to learning services and
educational telecommunications. Minimum star-
ing salary is $40.000, plus excellent benefit pack-
age including retirement, vacation/eave, insur-
ance plus reduced ASU tuition for employee,
spouse and dependent children. Direct letter of
application and resume to ASU Employment Sec-
tion, Academic Services building, Room 236, Ari-
zona State University, Tempe. AZ 85287-1403.
Please attach resume that includes complete his-
tory of work experience with details of duties and
responsibilities and inclusive dates of employ-
ment for each position. Provide name and ad-
dress of at least three references who have direct-
ly supervised you or are qualified 10 evaluate your
work performance. Please indicate in letter of ap-
plication the source of your referral for this posi-
tion; i.e., specific media advertisement, employ-
ment agency, minofity or women's organization,
personal contact, or other source. Application
deadline: August 30, 1991. An equal opportuni-
ty/atfirmative action employer.
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General manager: A challenging position at a
mid-sized Midwest Fox affiliate. Requires hands-
on results orientation. Sales management back-
ground required. Call in confidence, Gerald
Robinson, 1-800-733-2065. EOE.

Locai sales manager: WYZZ-TV Fox 43 Peoria-
Bloomington, llinois, seeks experienced profes-
sional. Emphasis upon training and new account
development. Respond in complete confidence to
Mike Lennon, Station Manager, 309-662-4375.
EOE.

General sales manager: WESH-TV, NBC affiliate
in Orlando/Daytona Beach. Must have minimum 2
years |ocal sales, 3 years major national rep expe-
rience, plus 5 years general sales manager expe-
rience. Good knowledge of research and rmarket-
ing tools. Superior people skills a must. Send
resume 10: Jeffrey H. Lee, President & General
Manager, WESH-TV, PO Box 547697, Orlando, FL
32854. EOE.

National sales manager: Fox affiliate in Colum-
bus, Ohio, seeks assertive individual with 2-3
years national or local experience. No phone calls
please. Send resume to: PO Box 280, Columbus,
OH 43216. Altn: Robert Heyde. EOE.

HELP WANTED SALES

Sales/marketing rep: Broadcasting affiliated na-
tional corporation seeks an energetic. dedicated,
person-oriented individual. Must be a self-starter.
Familiarity ¢f southwest/south central markets a
plus. Knowiedge of radio and/or TV operations
necessary. Moderate travel. Salary commensu-
rale with experience. Send resume and salary
history to Box M-81. EOE.

Group owned south central independent TV sta-
tion is looking for an account execulive with mini-
mum two years of broadcast experience. Good
attitude and strong seliing skills will be enhanced
thru strong sales support. Send resume to: Times
Picayune-3800 Howard Avenue, PO Box K-351,
N.O.. LA 70150. Equal opportunity employer.

WTNH-TV seeking candidates for local sales
manager position. Requires 5+ yeéars media/
breadcast sales experience, strong negotiation
skills and prior management experience Must
possess strong leadership training and creative
skills. Should be familiar with ce-op, vendor and
sales promotion. Resumes to: Fran Tivald. Direc-
tor of Sales, WINH-TV, 8 Eim Street, New Haven.
CT 06510. No phone calls. EOE.

Salesperson wanted: Sports marketing/sales
firm looking for salesperson with a unigue set of
skills: Event and TV sales experience at the na-
tional level, excellent prospecter and closer, com-
puter literate, motivated, self sufficient. Send re-
sume, sales letter o EVP, 785 Virginia Ave. NE,
Atlanta, GA 30306. EOE.

WCYB-TV is seeking a local account executive
with wo years of broadcast television sales expe-
rience. The successful applicant should have lo-
cal account development skills and computer ex-
perience. Please send resume t0: Judy R. Carrier,
Administrative Assistant, WCYB-TV5, PO Box
2069, Bristol, VA 24203. Minorities and women
encouraged to apply. No phone calls. EOE. Dead-
line for accepting application is August 16. 1991

EIC for Texas based mobile unit. Strong mainte-
nance background required. Send resume and
salary requirements to- Tel-Fax Texas. 3305
Pteasant Valley Lane, Arlington, TX 76015. EOE.

Maintenance engineer: 3 to 5 years experience
on transmitter and studio equipment repair. FCC
license or SBE certification. Resume 10: Steve
Puntieri, WUPW-TV 36 Four Seagate. Toledo, OH
43604. EOE.

Transmifter supervisor. Responsible for all
transmitter site operations. Prefer 3 to 5 years of
transmitter and Harris Sentinel remote control,
graduate of an accredited electronics program,
hold an FCC General Radictelephone license and/
or SBE certification and be familiar with all applic-
able FCC rules. Must have good communication
skills and be able to become an effective part of
the engineering management team. Excellent
compensation and benefits are offered. Send re-
sume and salary requirements to Chief Engineer,
WSPA-TV, PO Box 1717, Spartanburg, SC 29304.
An equal opportunity employer.

Chief engineer: Flagstaff, AZ. VHF start up. Expe-
rience needed in: RF installation and mainte-
nance, 3/4 inch tape, studio maint and micro-
wave installation. Send resume, references and
salary requirements to: Frank J. Coe, 111 Lake-
shore Cove, Pineville, LA 71360. EOE.

Television operations engineer needed to trou-
bleshoot to prevent on-air problems and assist in
replacing/repairing defective eguipment for live,
24-hour broadcasting. Requires 3-5 years experi-
ence in broadcast operations or operation trouble-
shooting and the ability to work with video switch-
ers, VTRs, character/graphics generators.
studio/EFP cameras, and audio equipment. C/Ku
Band satellite uplink systems experience and
lechnical training a plus. Television mainte-
nance engineer needed to participate in design,
installation and documentation of live, 24-hour-a-
day television systems. Requires 3-5 years current
hands-on maintenance experience, ability 1o trou-
bleshoot to component level and commitment to
engineering excellence. If you would like the ex-
citement of live lelevision and want to work for
America's #1 cable home shopping network then
mail or fax your resume to: MVike Cavanaugh, QvC
Network, Goshen Corporate Park, Wesl Chester,
PA 19380, Fax: 215-430-2368. An equal opportu-
nity employer, M/F

Chief engineer: Are you the engineering manag-
er we have been looking for? Are your technical
skills matched only by your own management and
technical experience? If so. WPBN/WTOM is look-
ing for you. Respond with resume and reference
to Robert Kizer, WPBN/WTOM, PO Box 546, Tra-
verse City, Ml 49685, EOE.

Video engineer: Maintenance/production. 1", Be-
taSP, CMX, ADO, CCD cameras. Denver Center
for the Performing Arts. Great environment and
benefits. Send resume/salary history to Denver
Center Media, 1245 Champa Street, Denver, CO
80204, Attention Director. EOE.

Broadcast systems analyst: PTV slation in
Southwest seeks a broadcast systems analyst.
Responsible for technical development and main-
tenance of computer based systems involving a
variety of broadcast and business'related applica-
tions. Knowledge of data base and word process-
ing software required. Knowledge of C. Fortran,
Basic language programing and Novell nelwork-
ing software desired. Ability to cperate and maxi-
mize capabilities of TV and satellite transmission
equipment. Master's degree in Computer Sci-
ence, Electrical Engineering or Computer Analyst/
programing experience is preferred. Any combi-
nation of equivalent level education and experi-
ence totaling seven (7) years will be considered in
lieu of the formal educaticn and experence re-
quirements. Minimum salary: $25,938 DOE. Refer-
ence this ad and send resume 10: UNM Human
Resources Dept.. 1717 Roma N.E., Albuguergue.
NM 87131-3186. Closing date: August 16, 1991,
AA/EQE.

TV master controi operator in Denver for live on-
air audio/video switching, 3/4” & 1" tape ediling.
maintain on-air quality, daily logs. etc. Reqg's min
2-yrs master control operation or related exper, 1-
yr exper wivideo tape editing, 2-yr TV production
degree or equiv work exper. Drug test reg. Send
resume w/cover letter and salary history to TV
Master Control Operator, PO Box 4117, Engie-
wood, CO 80155. ECE.

==,

Assistant chlef engineer for WCEU TV, Florida's
newest public television station. Immediate open-
ing for a person who will oversee the station’s
technical operations and equipment mainte-
nance. Station is looking for a person with five
years breadcast engineering experience, includ-
ing staff supervision. Salary is competilive Send
letter of application and résume to: Human Re-
sources Department, Daytona Beach Community
College. PO Box 2811, Daytona Beach, FL 32120-
2811. For more information, call Bill Schwartz, Di-
rector of Engineering: (904) 254-4456. EOE.

Field producer position with one of the country's
top Christian television programs. Minimum of 3
years experience with news or magazine styie
stories s required. Good journalism background a
must. Looking for creative, mature individual. Ex-
cellent salary and benefits package. Send reel
and resume to: Personnel Director, PO Box
819099, Dallas, TX 75381-9099. EOE.

Southeast NBC affiliate l00king for right person
to complement male co-anchor. Must possess
strong news judgement and team leadership. Re-
porting and community involverent are Critical to
the position. An equal opportunity employer. Send
tape and resume {no calls) to: WSAV-TV, News
Director. Harry W. Bowman, PO Box 2429, Savan-
nah, GA 31402. EOE.

Weathercaster: Northwest network affiliate seeks
a skilled communicator to anchor Monday-Friday
weather segments. Minimum w0 years experi-
ence with working knowledge of computer graph-
ics. Some environmental reporting and promotion-
al appearances required. AM.S. seal desirable.
Send resume to: Box M-52. EOE.

Weekend producer/special projects, Top 50. Re-
ply to Box M-68. EOE.

News director: ABC affiliate in California’s capital
seeks a competitive experienced news director 1o
continue our growth track. If you are a leader,
enjoy your work, and have a solid track record in
television news, send your resume to: Michael
Fiorile, Vice President and General Manager,
KOVR-TV, 2713 KOVR Drive, West Sacramento,
CA 95605. An Anchor Media station EOE. No
phone calls please.

Weekend news producer: Candidate should
have experience as a major market news produc-
er. Must be an excellent writer, self-starter and
fughly organized. Has to oversee wriling, report-
ing, graphics and assignment desk staffs. Famil-
iarity with NewStar computer system a plus. Send
tape and resume to: David Friend, WABC-TV, 7
Lincoln Square, New York, NY 10023. No calls or
faxes please. We are an gqual oppoftunity em-

ployer.

Sports anchor: Candidate should have experi-
ence as a nightly sports anchor in a major markel
TV station. Excellence in a nightly sportscast pre-
sentation as well as live remotes required. Send
tapes only to: Henry Florsheim, WABC-TV, 7 Lin-
coln Sguare, New York, NY 10023. No calls or
faxes please. We are an equal Opportunity em-
ployer.

Sports reporter/anchor: Find and produce re-
ports that appeal to non sports fans. One year on-
air experience. Experience as pholographer a
plus. Will also anchor weekend Speriscasts. Re-
sume. tape, references 1o Mac Thompson, News
Director, WCBD-TV, PO Box 879, Charleston, SC
29402, Minorities and women are encouraged 1o-
apply. No phone calls please. EOE.

Producer: Visual thinker to take our 11 1o next
level. Responsibilities include content, production
and night assignments. Must have prior commer-
cial experience as a producer. Tapes and re-
sumes only: Mark Carros, WSTM-TV, 1030 James
St., Syracuse, NY 13203. Equal opportunity em-
ployer.
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Weekend meteorologist: Resumes now being
accepted for possible future openings. Part-lime
position. Reply fo Wayne Mahar, WSTM-TV, 1030
James St. Syracuse. NY 13203. Equal cpportunity
employer.

Anchor/reporter: WICS-TV, Springfield, llinois
seeks anchor 1o complement male anchor for half-
hour sunrise news. Responsibilities also include
general assignment reporiing. Send non-retum-
able tapes, resumes/references and salary re-
quirements 10: WICS-TV Personnel Depariment,
2680 E. Cook Street, Springfield, IL 62703. No
phone calls please. EQE.

Meteorologist: Weekend on-air meteorologist/
science and environment reporter, for weather de-
partmert. Immediate opening at dedicated num-
ber-one station, in real weather market. Tape and
resume to: John Wheeler, Chief Meteorologist,
WDAY Television, 301 South 8th Street, Fargo, ND
58103. EOE.

Anchor: Must be an experienced solid television
joumalist, willing to make a long term commitment

Excelient, experienced sportscaster looking for a
fine station in which 1o work, also knowledgeable
newsperson. 216-929-0131.

TV movie critic/entertalnment reporter, Currently
employed, seeking new position. Ten years expe-
rience. Reply to Box N-7.

Current ESPN along with Los Angeles behind
the scenes production experience, and looking to
move on to a different setting. Spors knowledge
and creativity a plus, including a 100% unique
rating$ blockbuter. Erik 203-827-9310.

Freeiance production cameraman seeks staff
position with magazine show, special projects,
promotions, or news. 16 years experience. Avail-
able immediately. Will pay moving expenses. Ray
818-891-1168.

with a southern medium markel. Must px
|eadership skills, be community involved and be
able to perform with a fast paced co-anchor for-
mat. Send resume and salary requirements 1o
Harry Bowman, News Director, WSAV-TV, PO Box
2429, Savannah, GA 31402, EOE.

KMPH Fox 26 has an immediate opening for an
experienced promotion manager. If you are a
highly energetic, creative individual with a killer
promotion reel and media buying experience,
send your résume and demo lape irmediately to:
Personnel Department, KMPH Fox 26, 5111 E.
McKinley Ave., Fresno, CA 93727. If not, please
do not apply, Applications will be accepted until
8/31/91. No phone calls please. Include postage
for retumn of tape. An EOE-M/F/H.

Assistant traffic manager: Responsibilities in-
clude gathering and entering into the computer
commercial, public service, promotional and other
program elements necessary to publish a daily
log. Must have substantial typing, clerical and
computer terminal skills. Broadcast traffic experi-
ence desired. Send resume to: Dan Steele, Oper-
ations and Program Manager, WPSD-TV, PO Box
1197, Paducah, KY 42002-1197. EOE. M/F.

Producer/director Il for public and cultural affairs
programs. Besponsible for all phases of television
production. Must have experience in research,
interviewing, scriptwriting, off-line and on-line vid-
eotape editing. Prefer eéxperience in regional/na-
tional productions. BA in television production or
related field plus minimum three years experience
in television production. Experience may be sub-
stituted in lieu of degree requirement on a one-
year basis. Minimum salary $18,013, DOE. Refer-
ence this ad and send resume to: UNM Human
Resources Dept., 1717 Roma N.E., Albuguerque,
NM, 87131-3186. Closing date: August 16, 1991.
ANECE.

Wanted: America's worst television station.
Former group manager seeking “mission impossi-
ble” tum around. Need rafings and a better bot-
tom line? Call me now at 201-890-3254.

Operation engineer with over 14 years experi-
ence in master control, video tape, satellite, studio
operations and supervisory positions. Experience
with network affifiates and major cable network.
Extremely good references. Call Richard 612-432-
6430.

Blll Slatter and Assoclates gets you that better
TV job. Coaching and placement help for report-
ers, anchors, weather, sports. Help with audition
lape. 601-446-6347.

Be on TV many needed for commercials. Now

hiring all ages for casting info. Call 615-779-7111
Ext. T-681.

ALLIED FIELDS
HELP WANTED SALES

Can you live on $2000 a month in commissions
for 3-4 months in order to build a business from
the ground floor into a six-figure annual income?
CASCOM syndication is the expansion of two
well-known, established and respected compa-
nies. As our distributor, you'll market the world’s
largest stock library of animated efiects, a stable
of custom commercial characters headed by the
famous Jim (Hey Vern, it's Ernest!} Varney, ge-
neric commercials, music libraries and more.
You need to have media sales experience, the
ability to manage 3-4 people and the willingness
to work full time and harder than you ever have
in your life. If you are entrepreneurial in spirit
and love to sell, call Lee Michaels at 615-242-
8900. Territories clos ng rapidly! EOE.

Non-profit minority-oriented professional jour-
nalism association executive director. Require-
ments: B.A., M.A. preferred; experience as non-
profit administrator; grant writing expertise;
Journalism background; Spanish fluency; writ-
ing and public speaking skills helpful. Resume
to Frank del Olmo, Chair of California Chicano
News Media Association Executive Director
Search Committee, Los Angeles Times, Times-
Mirror Square, Los Angeles. CA 90053. EOE.

Experienced college broadcast instructor, MA
RTVF, seeking full-time Fail 91 teaching position.
Specialize in advanced video production and
news areas. Contact Paul Philips. 14319 Briar-
leaf, San Antonio, TX 78247. 512-496-2611.

Sales superstar! Complete on site training ses-
sions at your station. Get the big $5$$$%. 413-
442-1283.

Reporters, We market talent to all size markets.
Call M.T.C 619-270-6808. News, sports & wealh-
er! Demo tape preparation available.

Government jobs $16,040-$59,230/yr. Now hir-
ing. Cali 1-805-962-8000 Ext. R-7833 for current
federal list.

Looking for a position in radio or television? li |
can't find you the position you're looking for,
nobody else can! Only $250.00 for 1 year of job
search. Free information. Write: Bill Elliott, Con-
sultant/Headhunter, 48 Imperial Avenue, Pitts-
field, MA 01201.

On camera coaching: Sharpen TV reporting and
anchoringeleprompter  skills. Produce quality
demoa tapes. Critiquing. Private lessons with former
ABC News correspondent. 914-937-1718. Julie
Eckhert. Eckhert Special Productions.

Wanted: 250, 500, 1.000 and 5,000 watt AM-FM
transmitters. Guarantee Radio Supply Corp., 1314
Inturbide Street, Laredo, TX 78040. 1-800-837-
8430.

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.

AM transmitters: Colling 820E/F, 10KW (1974).
RCA BTA 10U, 10KW (1972), RCA BTA 5L, 5KW
(1977), CCA AMS000D. S5KW (1972). McMartin
BASK, SKW (1980). Transcom Corp., 800-441-
8454, 215-884-0888, Fax 215-884-0738.

BE 30KW FM: 1981 BE FM30. Factory rebuilt &
returned to customer's specs. w/FX-30. Transcom
Corp.. 800-441-8454. 215-884-0888 Fax 215-
884-0738.

1kw AM transmitters: Cont. 314R1 (1986), Harris
BC1H1 (1974). Harris MW1A (1979}, RCABTA 18
(1976), Transcom Corp.. 800-441-8454, 215-884-
0888. Fax 215-884-0738.

FM transmitters: Collins 831G2, 20KW (1975),
RCA BTF 20E1, 20KW (1973), BE FM108, 10KW
(1990). RCA BTF 10ES1. 10KW (1975), CCA
2500R, 2.5KW (1978), Harris FM1H3. 1KW (1976),
Transcom Corp., 800-441-8454, 215-884-0888.
Fax 215-884-0738.

Transmitters, radio & television: TTC manulac-
tures state-Of-the-art low power and full power
televisiory; and FM transmitiers 10 walts to S50Kw,
solid state from 10 watt to 8Kw. Call 303-665-
8000.

FM antennas. CP antennas, excellent price, quick
delivery from recognized leader in antenna de-
sign. Jampro Antennas. Inc. 916-383-1177.

Blank videotape: Betacam, 3/4” & 1*. Broadcast
quality guaranteed and evaluated. Betacam - 20's
$4.99. 3/4” - 20 minutes $5.99, 3/4" - 80 minutes -
$8.99. 17 - 60 minutes $24.99 in quantity. Magneti-
cally examined, cleaned and packaged. Guaran-
teed to perform as new. Sony, 3M, Fuji, or Ampex.
For more info. call Carpel Video toll free. 1-800-
238-4300.
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TV antennas. Custom design 60KW peak input
power. Quick delivery. Excellent coverage. Rec-
ognized in design and manufacturing. Horizontal.
elliptical and circular pelarized. Jampro Antennas,
Inc. 916-383-1177.

Broadcast equipment (used): AM/FM transmit-
ters RPU's, STL's antennas, consoles, processing.
turntables, automation, tape equipment, monitors,
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, telavision or cable operalion? NO
down payment. NO financiais up to $70.000. Car-
penter & Associates, Inc. Voice: 504-764-6610.
Fax: 504-764-7170.

1000’ tower. Standing in Albion, Nebraska. Heavy
Kiine tower includes 6-1/8" coax. Purchase in
place with land and building, or move anywhere.
Call Bill Kitchen, 303-786-8111,

500’ utility tower. New, on ground, ready o ship.
Call Bill Kitchen, Sunbelt Media 303-786-8111.

UHF TV transmitters 2 avail. 30KW, 110KW. Low
band 4 good Klystrons low price. Bill Kilchen,
Sunbelt Media. 303-786-8111.

Harris 55KW UHF TV transmitter high band. kly-
strons low hours. Call Bill Kitchen. Sunbelt Media,
303-786-8111.

UHF transmitter package includes varian 120KW
transmitter, antenna, 1000° waveguide. Will sell
package, or separately. Bill Kitchen, Sunbeit Me-
dia 303-786-8111.

Chyron 4100 EXB graphics; Grass Valley twenty
ten video router. 4 RCA TK-47 cameras with Fu-
jinon 18xl, 30xl, 44xI lenses; Yamaha PM-1000,
PM-700 audic consoles, Please call Tel-Fax Tex-
as: 817-468-0070.

Harris low band, complete 55kw, excellent! Four-
teen others. 615-238-4200. Pauza Company.

RF components, 15 transmitters, beam supplies,
heat exchangers, regulators, klystrons, etc. We
have it! 615-238-4200. Pauza Company.

Klystrons: Leasing, rebuilt with warranty, guaran-
teed used tubes. 615-238-4200. Pauza Company.

RCA UHF transmitter, 110kw mid band, com-
plete with 3 klysirons, diplexer, available wmmedi-
ately. $135.000. Call Petracom, 813-848-7629.

For sale KU-truck. Exc. cond. Low mileage.
Ready (o go. For more information call 1-804-582-
2716. Ask for Ralph.

For lease C-BAND uplink with license. 9.2 meter
dish, dual transmitter, and back up generator. For
information call 1-804-582-2716. Ask for Ralph.

Transmitting tubes, transformers, filter capaci-
tors. Yaesu amateur radio. Surplus Jennings
RH7G 300.00. free fiyer. Madison Electronics,
Houston, TX 713-729-7300. 1-800-231-3057.
UHF TV transmitter, high band, Ampex/Town-
send TAS5B (2) 55kw amplifiers. exciter. H.V.
power supplies and contactors, much more. Cali
Ray or Bob Miller 413-781-2801.

Parts & service for Townsend transmitters. Call
Gary Kenny, Broadcast Maintenance Associates
Inc. (417-451-1440) Neosho, MQ. Townsend
ICPM Corrector Chassis $1.200.

Used towers. Dismantled. Self-Supporting and
guyed. 502-826-8700, Nationwide Tower Compa-

ny.
Usedinew TV transmitters, full power-LPTV, an-

tennas, cable, connectors, STL's, etc. Save thou-
sands. Broadcasting Systems 602-582-6550.

RADIO
Sitvations Wanted Management

TELEVISION
Help Wanted Management

MAJOR MARKET
GENERAL MANAGER

Solid track record of turning losers into win-
ners, great references and well rounded back-
ground. Available in mid-August. All inquiries
held in the strictest confidence.

212-709-9599

WAKE UP!
RADIO SALES IS
UNDER ATTACK!

Televislon
* Mega Advertising Agencies
* Global Marketing
*Mega Madla Glants
Radlo Networks
* Local Cable
* Cable Networks
Newspapers
Magazines
Direct Mall
Coupons
Billboards
Radio

* 39% of the mass media market

contains hew product.

vV Radio cannot rely on preconceived
ideas regarding media selection. Above
ilustrates new competition for radio,

It's not what the 39% of new product
is today but what they have the potential
to become.

v *Great selling® will be the most sig-
nificant difference between medias.

For a world of over-communication
and megabytes, a seller’s creative repu-
tation will be perceived by the creative
sales environment of the station.

Radio has a strong brand image.
History shows the first strong name into
tha mind will become the primary buy.
Need someone who can stay ahead on
multiple fronts—ratings, promotion,
tralning motivation, and the 39% of
new product entering the market?

Box N-12

ONLY THE BEST

WBBM-TV in Chicago is currently
reviewing applications for the position of
Director of Communications io join a
new team of managers at one of the best
television stations in the nation. The
requirements:
# Top 30 market management
expenence in creative services and
promotion
® A proven record of creativity and
innovation in the development of
promotion and marketing concepts for
news and entertainment programming
® High enthusiasm and energy
& Capacity for hard work and a desire to be
the best
Send resumes, no phone calls please, to:
BiN Applegate
Vice President, General Manager
WBBM-TV
630 N. McClurg Court
Chicago, IL 60611

EOQE
Help Wanted News
TOP 15 MARKET
ANCHOR/REPORTER

Seatlle's leading news station has a
rare opportunity for a top-notch re-
porter who can handle regular an-
choring. Send samples of your re-
cent field and on-air work on 3/4
inch tape along with two copies of
your resume 1o the below address.
This isn't a job for beginners!

REPORTER
Ready for the big leagues? KING-
TV needs an experienced street re-
porter who has it all. We're looking
for superior writing, packaging and
live skills. Think you can handle it?
Then send your five most recent
packages on 3/4 inch tape along
with two copies of your resume to;
Bob Jordan
News Director
¢/0 Human Resources Department
KING 5 Television
333 Dexter Avenue North
Seattle, WA 98109

NO PHONE CALLS PLEASE
An Equal Opportunity Employer
M/F/HC

THIS PUBLICATION AVAILABLE
IN MICROFORM

University Microfiims Internationai
300 North Zeeb Road.
Dept PR.. Ann Arbor. MI 48106
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Help Wanted News Continved

ON-AIR PERSONALITIES

America's largest netwerk dedicated to
news and information programing espe-
cially for teenagers is looking for an-
chars/reporters and on-air contributors.

Must have at least two years of on-air
expefience and be able to communicate
from a teenage perspective.

Contributors include specialists in such
areas as science, medicine, money, and
fitness.
Send tapes and Resumes to:
The Media Group
156 Fifth Avenue, Suite 510
New York, New York 10010

EQE

ALLIED FIELDS
Equipment for Sale or Lease

SNG FLYAWAY .

Rent or Lease
e 1.8M Vertex
Antenna
o 300W TWTA .
® Video Exciter
With 2 Audios
Ready for Immediate Short Term
Rental or Long Term Lease. Please

Call For Rates and Availability.
Dan Powlas (407) 724-9630

SKYDATA, INC.

Help Wanted Technical

Production Services

NEEDED: ONE

“TOP GUN" EDITOR

If you can fly the CMX 3600,
AS53D w/WARP and two Key
Channels, A62, GVG300 and
D2, and you want to soar to new
heights in a highly creative
environment {not to mention
land in a great resort city!), send
your resume to:The Famlly
Channel, Person- g
nel Department,
CSB 324, 1000 f
Centerville Turn- W ™
pike,Virginia Beach, VA 23463.

Lum and Abner

Are Back

. .piling up profits
for sponsors and stations.
15-minute programs from
ks the golden age of radio.
PROGRAM DISTRIBUTORS B PG Drawer 1737
Jonesboro, Arkansas 72403 » 501/972-5884

THIS IS MUSIC
MOR and Easy-Listening programming.
Pay only tor amount of service needed.
Call multi-award winning programmer
Chuck Southcott at
Southcott Productions

. Radlo Disc Jocke!
. Program Dir. & En

Employment Services Continved
HEENNMNNNNNENNNNENYN

Find A Job Today!

TV Anchor, Weather, Sales —ﬁ
Re rter, Sports, Producer
I??ry LevgloJobs

. News, Sales
Level Jobs,

1-900-786-7800
EBroadcasi

l...!...l..‘

pefmin
Your Coreer 8 on the line
lxlllllllllxx!!!;

Business Opportunities

Eagle Radio Stations!
Join the Eagle Cooperative Network
for promotion & programming
Write now!

The Eagle, 1960 Idaho Street
Carson City, NV 89701

1-800-356-9107.

Melp Wanted Programing
Promotion & Others

S
KSDK

Director of

Creative Services
KSDK, the Number One affifiate in the top
twenty markets, is looking for the Number
One Director of Creative Services. If
you've got a reel of work that can't be
topped, can produce killer radioc and
print, and are willing to stretch the enve-
lope with energy and creativity, let's talk. 4
10 6 years experience necessary.

Send resume and tape to:

Director of Broadcast
Operations, KSDK
1000 Market Street
St. Louis, MO 63101

KSDK is an Equal Opportunity Employer

Employment Services

1 -900-726 'JnBs

TV'S MOST
TRUSTED JOB
LISTING SERVICE

Since 1986
= Ask around — People in the business will tell you why »

Ouw daily updaled phone fines provide
50-70 NEW, CONFIRMED OPENINGS PER WEEK

To Subscribe call 800-237-H171'California 408-648-5200

THE BEST JOBS ARE ON THE LINE
P.0. Box 51909. Pacific Grove. CA 93850

TOWER SPACE
Available for lease on 1,865-foot
tower to UHF-TV, LPTV, FM and
auxilary services in Des Moines,
lowa.

REPLY TO BOX M-53

Wanted to Buy Stations

WANTED: ONCE-MIGHTY

10KW and S0KW AM
SUPERTANKERS

We are buying big-reach big-signal big-
problem AMs. We want to buy your low-
rated under-performing 10KW-50KW
AM. Prefer Northeast, Mid-Atlantic or
Florida mkis wireal estate and bldg. Any
physically-sound  big-coverage AM
wicurrent license and gd equipt will fit
our criteria and specialized formats
Ready to offer, visit, and ciose

Reply to Box E-31,

For Sale Stations

Managers
& Sales Managers

Use your expertise & own your own radio
stations. Your choice of good cash flow
operations or turn arounds.
-C'sin AK, OK, TX, MO & MS
-C 2'sin AK & OK
-C3'sin AK
-Chain of 9 AM/FM combos
$100,000 to $10.5 mil

Mitchell & Associates
318-868-5409

66 Uassified
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For Sale Stations Continved

Opportunity for experienced Spanish
broadcasters. For Sate by Ovvnerp Calif. TEXAS
AM/FM in fast growing metro market. CLASS “C’FM CP

Format changes to AM/FM Spanish com- & FULL TIME AM $100K.

bo would create first Spanish FM for large

taud;:ance. Ownership prefers retirement PAUL JAMAR
o change.

Reply Box N-11 (512) 327-9570
| MEDIA BROKERS « APPRAISERS o ] S
RADIO ¢ TVe LPTV Selling Midwest Power FM
A Confidentiat & Personal Service Cash flowing over 500K

BURT SHERNOOD Ratings on fire in 300,000 metro
me 'y

1 John Mitchell--Lewis Hopper

4171 Dundes P, Sulle 260, Hornirroh, L 602 = / "
708—272-4970 .~ §18-868-5409

FOR SALE W.John Grandy

25kw FM License BROADCASTING BROKER

Exmore (Eastern Shore) Virginia 1150 Usoa 51, Salle 200

2 San Luis Obispo, CA 23401
Site, Tower Available Phone: (B05) 541-1900

Call Al Grimes (301) 825-4221 Fax: (B05) 543-7885

Full-day. IndividuaIFs?mﬁsloArITaEdio investors, given F u I I Powe r

privately to you. Group owner/operator with 22 years
axperience and ex-NAB General Counsel explgin sta-
tion search, negofiation, financing. FCC rules, lake- U H F
qver, and many other topics you choose. Learn how 10

buy in today's environment. Call Robin Martin or Erwin
Krasnow loday for detais and a brochure.

w..n..m"'zﬁ'&'c'."ffz%z")"évm To p 2 0 M a r ket

THE RADIO FINANCE SPECIALISTS Rep|y to Box N-10

* Mew Financings ¢ Refinances

« Smaller Markets + Restrucfures

SIGNA OPERTIES s
wsmtcSI.l;Blr;l;:trlzg_';E;sN-Y- 11201 m," glve you
all the credit.

Full Power
IT'S EASY TO DO. Just
U H F include your personal or
company Mastercard or
VISA credit card number and
TOp 60 Market the expiration date in your
FAX or letter {please, no

Reply to Box N-8 phone orders at this time).

Full Power ||| &

UHF Hybrid FAX (202) 293-FAST
Top 5 Market T8 Soe vl
Deadline is Monday at noon Eastern

Reply to Box N-9 Time for the following Monday's issue.

BROADCASTING’S
CLASSIFIED RATES

All orders to place classified ads & all corre-
spondence pertaining to this section should
be sent to: BROADCASTING, Classilied De-
partment, 1705 DeSales St.. N.W., Washing-
ton, DC 20036. 202-659-234C (Information
only).

Payable in advance. Check, money order or
credit card (Visa or Mastercard). Full and cor-
rect payment must accompany all orders. All
orders must be in writing by either letter or Fax
202-293-3278. If payment is made by credit
card. indicate card number, expiration date
and daytime phone number.

Deadline is Monday at noon Eastern Time for
the following Monday's issue. Earlier dead-
lines apply for issues published during a week
containing a legal holiday. A special notice
announcing the earlier deadline will be pub-
lished above this ratecard. Orders, changes,
and/or cancellations must be submitted in
writing. NO  TELEPHONE  ORDERS,
CHANGES, AND/OR CANCELLATIONS WILL
BE ACCEPTED.

When placing an ad. indicate the EXACT cat-
egory desired: Television, Radio, Cable or Al-
lied Fields; Help Wanted or Situations Wanted,;
Managerment, Sales, News, efc. If this informa-
tion is omitted, we will determine the appropri-
ate category according to the copy. NO make
goods will be run if all information is not in-
cluded. No personal ads.

Rates: Classified listings (non-display). Per
issue: Help Wanted: $1.20 per word, $22
weekiy minimum. Situations Wanted: 60¢ per
word, $11 weekly minimum. All other classifi-
cations: $1.30 per word, $24 weekly minimum.
Rates: Classified display (minimum 1 inch,
upward in half inch increments). Per issue:
Help Wanted: $30 per inch. Situations Want-
ed: $50 per inch. All other classifications:
$120 per inch. For Sale Stations, Wanted To
Buy Stations, Public Notice & Business Op-
portunities advertising require display space.
Agency commission only on display space.
Frequency rates available.

Blind Box Service: {In addition to basic ad-
vertising 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 dis-
play ads. Each advertisement must have a
separate box number. BROADCASTING will
not forward tapes. transcripts, portfolios. writ-
ing samples, or other oversized materials;
such materials are retumed to sender. Do not
use fotders, binders or the like.

Repiles to ads with Blind Box numbers
should be addressed to: Box (letter & num-
ber), c/o BROADCASTING, 1705 DeSales
St., NW, Washington, DC 20036. Please do
not send tapes.

Word count: Count each abbreviation, ini-
tial, 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.

The publisher is not responsible for errors in
printing due to illegible copy—all copy must
be clearly typed or printed. Any and all er-
rors must be reported to the Classified Ad-
vartising Department within 7 days of publi-
cation date. No credits or make goods will
be made on errors which do not materially
affect the advertisement.

Publisher reserves the right to alter classi-
fied copy to conform with the provisions of
Titte VI! of the Civil Rights Act of 1964, as
amended. Publisher reserves the right to ab-
breviate, alter, or reject any copy.

Broadcasting Avg 5 1991
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FATES & FORTUNES

William G. Moll,
VP and general
manager, WNBC-
Tv ew York,
named president
and general man-
ager. Rich Cer-
vini, director of
news technical op-
erations, WNBC-
Tv, named direc-
tor of broadcast
operations.

Moll

John M. Draper, VP and general coun-
sel, Tele-Communications Inc., joins
Liberty Media Corp., Denver, in same
capacity.

Wade Brewer, program director, KTZZ.
Tv Seattle, named general manager.

Cynthia Lindsay McGillen, VP, station
manager, KSBW(TV) Salinas, Calif.,
named president and general manager.

Kathryn L. Hale, controller and Cather-
ine G. Hicks, director of tax, Rifkin &
Associates Inc., Denver, named VP’s.

Steve Friedheim, former general manag-
er, wGBO-Tv Joliet, 1ll. (Chicago), joins
Pezold Broadcasting, Cotumbus, Ga., as
executive VP and chief operating offi-
cer.

Derek  Hayward, formerly
wiKS(Tv) Jacksonville, Fla.,
WSVN(TV) Miami as reporter.

Michael S. Raymond, general manager,
WCDL(AM)-WSGD-FM Carbondale, Pa.,
joins  WBAX(AM)-wYOS(FM)  Wilkes-
Barre, Pa., in same capacity.

Sarah Hugen, from KLRT(TV) Little
Rock, Ark., joins KATV(TV) there as ac-
counting services manager.

George Swift Jr., general manager,
KLCL(AM)-KHLA(FM) Lake Charles, La.,
adds duties as group manager, parent
company GMX Communications.

John J. Hutchinson, VP and general
manager, WBTv(Tv) Charlotte, N.C.,
named president of parent company Jef-
ferson-Pilot Television division there.

Amy West, staff accountant, Dudley
Products Inc., joins WXITv) Winston-
Salem, N.C., as assistant business man-
ager. Kathy Wilson, personnel manager,

with
joins

Meridian Corp., Alexandria, Va., joins
WXII as personnel director.

Robert M. Steinberg, executive VP,
Broadcast Consulting Group, joins En-
gles Communications Inc., Cape Girar-
deau, Mo., as VP, finance and adminis-
tration.

SALES AND MARKETING

Terri Thompsen,
director of market-
ing, Cox Cable
Communications,
Atlanta, named
VP, marketing.

Jed M. Buck, di-
rector of market-
ing and develop-
ment, ABC Radio
Networks, New
York, named di-
rector of market-

Thompson

ing sales.

Frances Murrietta, account executive,
K1S-AM-FM Los Angeles, named nation-
al sales manager.

Richard G. Brase, director of broadcast
operations, KSDK(TV) St. Louis, joins
wMaQ-Tv Chicago as director of adver-
tising and promotion.

New VP’s appointed at Turner Broad-
casting Sales Inc. (TBSI): Nan Rich-
ards, sales manager, CNN, named VP,
CNN sales, New York; Todd Siegel,
sales manager, Turner Entertainment
Networks (TEN), named VP, TEN
sales, New York; Tim Berry, sales man-
ager, TEN, named VP, TEN sales, De-
troit; Terry Cunningham, director of
promotional sales, TBSI, named VP,
sales promotion, TBSI, Atlanta, and Lee
Hefferman, director of sales marketing,
TBSI, named VP, sales marketing,
TBSI, Atlanta. Thomas Karsch, assis-
tant marketing director, Rainbow Pro-
graming Holdings Inc., joins Turner
Network Television, Atlanta, as director
of sports marketing.

Bill Stanley, from WITN-TV Washington,
N.C. (Greenville-New Bem), joins
WLKY-TV Louisville, Ky., as general
sales manager.

Robert L. Rector, director of client de-
velopment, KGW-Tv Portland, Ore.,
joins KMTR-TV Eugene, Ore., as general
sales manager.

Mark Gray, promotion manager, WTAT-
TV Charleston, S.C., named director of
marketing and promotion. Sandy Smith,
former account executive, WXLY(FM)
North Charleston, S.C., joins WTAT-TV
as national and regional sales manager.

Appointments at Seltel, New York: John
Wabhlert, account executive, white sales
team, Los Angeles, named sales manag-
er there; Matt Oestreich, account execu-
tive, WVIT(TV) New Britain, Conn.
(Hartford), named account executive,
rockets team; Renee Schops, account ex-
ecutive, sabres sales team, Katz Com-
munications, New York, named account
executive, raiders team; Randy Culpep-
per, former station manager, M.T.
Communications, named account execu-
tive, white sales team.

Jamie Slone, head, national sales depart-
ment, WCKG(FM) Elmwood Park, Ili.
(Chicago), joins KCUB(AM)-KIIM-FM Tuc-
son, Ariz., as local account executive.

Appointments at DDB Needham: Herve
Brossard, president, DDB Needham
France, and James Best, chairman,
BMP DDB Needham, London, elected
to agency’s board of directors; Charles
Day, from Ogilvy & Mather, Chicago,
named producer there, and Kyle Radke,
VP, director of production services,
Bayer Bess Vanderwarker, named direc-
tor of presentation and studio services,
Chicago.

Appointments at Adlink, Los Angeles:
David Klein, from Petry Television, and
Ann Simeley, from CBS-TV and CBS
Radio, named account executives; Mi-
chael Lax, account executive, named
sales assistant.

Brian Lang, account executive, KDNL-
Tv St. Louis, joins KABB(Tv) San Anto-
nio, Tex., in same capacity.

Julie Mercer, VP, resource develop-
ment, United Way of Central Maryland,
joins Eisner & Associates Inc. advertis-
ing and public relations, Baltimore, as
VP, director of corporate development.

Paul Delaney, sales manager, WSPB(AM)
Sarasota, Fla., joins WEEJ(FM) Port Char-
lotte, Fla., as general sales manager.

Gail Burch, VP, associate media direc-
tor, Campbell-Mithum-Esty, Minneapo-
lis, joins Cash Plus Inc. there as account
supervisor,

Appointments at Katz: Bill Sickles, man-
ager, Katz Radio, Chicago, named VP;
Angelica Bengolea, account executive,

8 Fates & Foriunes
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Caballero Spanish Media, New York,
and Kim Capria, senior marketing ana-
lyst, Katz Television, New York, join
Katz Hispanic Radio there as account
executives.

Patricia A. O’Brien, from Foote Cone &
Belding, joins D’ Arcy Masius Benton &
Bowles, St. Louis, as senior account
director. Margaret Sims, account man-
ager, DMB&B, named account director.,

Barry Offitzer, account executive,
hawks team, Petry Television, New
York, named sales manager, blue team,
Petry National Television there.

Gene Pizzolato, Gaylord team manager,
MMT Sales Inc., New York, joins
SportsChannel Regional Networks there
as national sales director.

Gina Greer, from Gina Greer Inc., New
York, joins Foote Cone & Belding Com-
munications Inc., Chicago, as VP, cor-
porate affairs.

Thomas E. Cahill, account executive,
National Cable Advertising, Chicago,
joins Cable Networks Inc. there as sales
manager.

D. J. Wilson, national sales manager,
WAGA-TV Atlanta, joins KING-TV Seattle
as local sales manager.

Lori Shefa, executive producer, promo-
tions, KSTP-Tv Minneapolis-St. Paul,
named director of advertising and pro-
motion.

Gary Perchick, VP, Northeast television
sales, Samuel Goldwyn Television, Los
Angeles, named VP, national sales man-
ager.

Jeff Holder, director of children's pro-
E;aming, ABC-TV, joins Hanna-Bar-

ra Productions Inc., Hollywood, as
senior director, animation development.

Tim T. Kelly, VP, director of television,
National Geographic Society, Washing-
ton, named senior VP.

Title

Barbara Title, VP, Viacom Pictures
Inc., Universal City, Calif., named se-
nior VP.

Jeff Wachtel, head, long-form program-
ing, Columbia Pictures Television, Los
Angeles, named senior VP, drama.

Andy Gonzales, director of post produc-
tion, MGM/UA Television Productions
Inc., Culver City, Calif., named VP,
post production.

Marcia Zwilling, VP, current programs,
Lorimar Television, joins The Arthur
Company, Universal City, Calif., as
VP, development.

Larry Friedricks, executive VP, Fries
Entertainment, joins Kushner-Locke
Co.’s new international distribution divi-
sion, Los Angeles, as president. Paula
Fierman, senior VP, international distri-
bution, Fries Entertainment, joins
Kushner-Locke, Los Angeles, in same
capacity.

Roseanne Leto, VP, programs, CBS En-
tertainment, joins Laurel Entertainment,
New York, as senior VP, development.

Appointments at Litton Syndications
Inc., Baltimore: Bill Behrens, manager,
Atlanta office, and Southeast manager,
named VP, director of domestic syndi-
cations; Rodd Koch, account executive,
Koch Communications, New York,
named account executive, mid-sized
markets; Carol Hayes, from Hayes Syn-
dication, named account executive,
smaller markets, Greensboro, N.C.; Mi-
chelle Patmeri, administrative coordina-
tor, named station relations and promo-
tion manager, and Joann Kreit, from
Crib and Cradle, named administrative
coordinator.

Sam Peck, account executive, ITC Do-
mestic Television, Los Angeles, named
manager, Western sales.

Monica Joblin, director of programing,
USA Network, New York, adds duties
as VP, original production and interna-
tional co-production. Bonnie Hammer,
director, original programing, USA Net-
work, New York, named VP, current
programing.

Kevin Metheny, program director, KFRC-
FM San Francisco, named director, pro-
graming and operations, XFRC-AM-FM
San Francisco.

James C. Forrer, VP, marketing, Media
Marketing and Promotions Inc., Detroit,
joins The Discovery Channel there as
account executive.

Sean Casey, operations manager,
WCBM(AM) Baltimore, named director of
programing and operations.

Bruce Grant, air personality, WOOD-AM-
FM Grand Rapids, Mich., retired.

Jeff Filippi, associate producer, USA
Network, New York, named sports pro-
ducer.

Rockey Flintermann, director of pro-
graming and network operations, Sports-
Channel, Los Angeles, joins Sports

Communications Inc. there as president
and CEO.

Appointments at Bravo, Woodbury,
N.Y.: Andrew Farley, VP, Central divi-
sion, Chicago, named VP, sales and affili-
ate relations there; Cynthia Burnell, di-
rector, Southeast region, named VP,
Eastem region; Tom Michel, regional di-
rector, named VP, Western region, Santa
Monica, Calif.; Joseph Cantwell, divi-
sion marketing director, cable television
division, Palmer Communications, named
VP, Central region, Chicago; Katherine
Ledwith, regional director, Northeast,
named director of partnership programs,
and Ann Guiliano, marketing coordina-
tor, Eastern region, named affiliate mar-
keting manager, Eastern region.

David Walther, assistant program direc-
tor, WFAA-TV Dallas, named program di-
rector.

Suzanne Michaels, from WMO(FM) Or-
lando, Fla., joins WAXY(FM) Fort Lau-
derdale, Fla., as assistant director of
programing and air personality.

Derek Grover, creative services direc-
tor, WPBF(TV) Tequesta, Fla. (West Palm
Beach), and Pam Carter, former report-
er, WESH(TV) Daytona Beach, Fla. (Or-
lando), form Destiny Productions news
and sports programing company, North
Palm Beach, Fla.

John Aponte, moming air personality,
wIDM(AM)  Elizabeth, Nl.).le, joins
wWYOS(FM) Wilkes-Barre, Pa., in same
capacity.

John Wilsen, acting progium manager,
KAET(TV) Phoenix, named program man-
ager.

Jack Edwards, weekend sports anchor,
WHDH-Tv Boston, joins ESPN, Bristol,
Conn., as anchor, SporisCenter.

INEWS AND PUBLIC AFFAIRS

Howard Glass-
roth, VP, corpo-
rate affairs, Amer-

itrust Corp. .
Cleveland, joins
Wamer Cable,

Dublin, Ohio, as
VP, public affairs.

Patricia  Miller,
executive director,
Arizona  School
Services Through
Educational Tech-
nology, joins KQED(TV) San Francisco as
manager, school services, instructional
television department.

Glassroth

Eric Clemons, anchor and reporter,
ESPN, joins WHGH-TV Boston as sports
anchor and reporter.
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Kate Billings, from WGBH-TV Boston,
Joins WETA-TV Washington as senior
producer, television on-air fundraising.

Curt Fonger, 5 E.m. anchor, WPEC(TV)
West Palm Beach, Fla., joins WFLX(TV)
there as 10 p.m. anchor.

Loren Omoto, host, Morning Edition,
Minnesota Public Radio, St. Paul,
named news director. Jim Wishner, pro-
gram host, acting news director and
news writer, [owa Public Radio, joins
Minnesota Public Radio, St. Paul, as
anchor, producer and host, Morning
Edition.

Peter Pellegrino, executive producer,
evening shows, special projects, political
coverage and sports events, WTNH-TV
New Haven, Conn., joins Medstar Com-
munications, Allentown, Pa., as medical
reporter.

Robin Epling, account executive, WXTC-
FM Charlgston, S.C, Joins WTAT-TV
there as Kids Club coordinator.

Jeff Whatley, producer and photogra-
pher, KAIT-TV Jonesboro, Ark., joins
KATV(TV) Little Rock, Ark., as weekend
news producer.

Ted Rowlands, from WMTv(TV) Madi-
son, Wis., joins KBIR-TV Superior, Wis.
(Duluth), as reporter and weekend sports
anchor.

Virginia A. Stretcher, educational coor-
dinator, Cox Cable Bakersfield (Califor-
nia) Inc., named to same capacity, Cox
Cable Communications, Atlanta.

Laurie Clowers, reporter and occasional
co-anchor, Media General Cable, Fair-
fax, Va., named co-anchor, The Fairfax
Evening Report.

TECHNOLOGY

Gaylen C. Evans, manager, domestic
TV-RF sales, Harris Broadcast Division,
Quincy, Ill., named director, North
American field sales, Harris Broadcast
Division.

Erik Stromsted, product manager, Mi-
crowave Radion gorp., joins Advanced
TechCom Inc., Lawrence, Mass., as
VP, sales and marketing.

James J. Ringwood, general manager,
professional/industrial division, Maxell
Corp. of America, Fair Lawn, N.J.,
named VP, professional products divi-
sion. John Selvaggio, Eastern regional
sales manager, Maxell, Fair wn,
N.J., named national broadcast sales
manager.

Patrick Smith, maintenance engineer,
Michigan Public Broadcasting, Grand
Rapids, Mich., named engineering su-
pervisor.

Stanley Salek, director of radio engi-
neering, National Association of Broad-
casters, Washington, joins Hammett &
Edison Inc. consulting engineers, San
Francisco, as engineer.

New sales engineers appointed at Hoff-
man Video Systems, Los Angeles: John
W. Abbott Jr., from Photo & Sound,
Costa Mesa, Calif.; Bryan R. Boehme,
broadcast sales engineer, Midwest Com-
munications Group; Duncan Fester, from
Broadcast Television Systems; Glenn A.
Peacock, from Audio Video Recorders,
Phoenix, and Midwest Communications,
Anaheim, Calif., and Iskra Aleksandrov,
chief engineer, City of Los Angeles, gov-
emment broadcast channel,

PROMOTION AND PR

Arlana Vincent, assistant promotions di-
rector, WAPW(FM)  Atlanta, joins
WFLA(AM) Tampa, Fla., as promotions
director.

Crystal Smith, writer and producer,
KSTP-Tv St. Paul, Minn., named execu-
tive producer of promotion, succeeding
Lori Shefa, director of advertising
(*'Fates & Fortunes,’” July 29.)

Jim Tellus, executive producer,
KSNW(TV) Wichita, Kan., named cre-
ative services director. David Bell, cre-
ative services producer, WBZ-TV Boston,
joins KSNW as assistant creative services
director.

Janet Sparkman, VP, director of client
services, Demaine Vickers advertising,
marketing and public relations, Alexan-
dria, Va., named senior VP, director of
client services. Kathryn Linde, free-
lance writer, Washington, joins De-
maine Vickers as associate creative di-
rector.

Lisa Harwin, advertising consultant,
Ypsilanti Press, joins KEDM(FM) Mon-
roe, La., as development director.

ALLIED FIELDS

Bruce L. Christensen, president, Public
Broadcasting Service, Alexandria, Va.,
named president, 43rd annual Prix Italia
international competition for radio and
television programs, taking place Sept.
18-29 in Urbino and Pesaro, Italy.

New officers at New York Market Radio
Broadcasters Association: Peg Kelly,
WNEW(AM)-WYNY(FM) New York, chair-
man; Scott Meier, WFAN(AM) New York,
vice chairman; Gary Fisher, WHTZ(FM)
Newark, N.J., treasurer and Charles

*

Warfield, wRKS-FM New York, secre-
tary.
Sidmel Estes-Sumpter, producer, WAGA-

TV Atlanta, elected president, National
Association of Black Journalists.

Mackie Morris,
head of Frank N.
Magid Associates’
workshop and
training division,
The Magid Insti-
tute, Marion,
Iowa, named VP-
manager, Magid
Institute.

Robert1 W. I{{f;:jly’
- counsel, eddy,
Morris Begley & Martin
law firm, Washington, joins Smithwick
& Belendiuk law firm there in same
capacity concentrating in communica-
tions law.

Jeffrey Friedman, editor, SMPTE Jour-
nal, Society of Motion Picture Televi-
sion Engincers, White Plains, N.Y.,
named editor and publisher.

Kevin M. Beattie, associate, Patterson,
Belknap and Webb law firm, New York,
joins Morality in Media there as presi-
dent, succeeding Joseph J. Reilly Jr.,
who resigned and continues as director
and member of corporation.

Forrest Nelson (Peady) Shifflett, 57,
cameraman, WUSA(TV) Washington,
died of cardiac arrest July 28 in Fairfax,
Va. Credited as being part of Washing-
ton’s first ENG crew in 1974, Shifflett
had been with wUSA since 1966. He
additionally had stint with WHSV-TV
Harrisonburg, Va. Survivors include his
wife, Shirley; three children; three step-
children; three sisters and five grandchil-
dren.

Bob Parente, 68, retired general manag-
er, KTXL(TV) Sacramento, Calif., died of
heart failure there July 24. Joining KTXL
in 1974 as account executive, Parente
additionally held positions as regional,
national and general sales manager. He
retired from station in 1987. Surviving
him are his wife, Phyllis; two daughters,
Penny and Bobbie, and three grandchil-
dren.

Howard E. Severe, 87, radio personal-
ity, died of pneumonia July 26 in Be-
thesda, Md. He had Parkinson’s disease.
From 1949 to 1965, Severe worked for
CBS-TV and radio affiliates in Roches-
ter, N.Y. He is survived by four chil-
dren, Doris, Everette, Murray and Ja-
nice, and five grandchildren.
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DON ROBINSON: THE RISK AND REWARD OF REPPING

Ithough 1991 will probably go

down as one of the worst years to

be in the rep business, Don Rob-
inson, the 52-year-old president and
chief executive officer of Seltel Inc., has
reason to smile. The rep firm just re-
newed its contract with its largest cus-
tomer (the Paramount Communications-
owned TVX Broadcast Group) and has
enjoyed an 18-month period in which
over one-third of all rep changes came to
Seltel. The firm, says Robinson, has
picked up $100 million in new business.

That Robinson should be at the helm
of such a tumaround probably comes as
no surprise to the industry; he has spent
the better part of the last 15 years at
either start-up or turnaround operations.
The reason for that may be that he has
never lost the urge to perform after a
childhood spent studying the arts. How-
ever, he was wise enough to know that
he’d have to find another stage if he
wanted to make a living. *‘I was lucky,”
says Robinson. “‘Out of 20 kids in per-
forming arts class, only two or three
were really talented, and I realized that I
would never be good at that.”

However, he could not get the idea of
working in the entertainment business
out of his system, so after a stint at E.F.
Hutton & Co., Robinson joined Grey
Advertising as a media buyer. Recalls
Robinson: ““The quickest way into the
television business was through the ad-
vertising business. Television is more of
an adjunct of the advertising business
than it is the entertainment business."’

After one year of buying spots, Rob-
inson decided he wanted to sell them and
joined Katz Television as an account
executive in the first of two stints with
the rep firm. After that he went o Group
W TV Sales as vice president and east-
em sales manager, staying four years
until his first real opportunity came to,
in his words, ‘‘do his own thing."”’

The opportunity was with Kaiser
Broadcasting. The owner of six indepen-
dent stations had decided to get into the
national spot sales business, and Robin-
son was named president. ‘It was a
wonderful opportunity,’’ recalls Robin-
son, who appears to enjoy risk. While at
the helm of Kaiser from 1974 to 1977,
billings increased from $9 million to $50
million. In 1977, Kaiser was bought out
by Field Communications, and Robin-

son remained with Field Communica-
tions as executive vice president.

In 1980, Field decided to get out of
the spot business and made a deal with

his own that Robinson became interested
in Seltel. At the time, Robinson recalls,
“*Seltel was the result of a combination
of mergers in the rep business. In 1987,
the company decided the future lay in
independent stations.”’ Robinson tried to
buy the firm but found himself compet-
ing against group owner Chase Commu-
nications. ‘‘Chase had me outflanked,”’
Robinson remembers, ‘‘but a number of
clients who knew us both brokered a
marriage between Chase and myself.”
Ovemight, Robinson says, Chase trans-
formed the firm, described by some for-
mer employes as a rag-tag company,
into a ‘‘stable rep entity...and gave me
the mandate to run it.”" Chase is still
building the firm. Earlier this year Seltel
opened two new offices at a time when
many reps are closing doors.

Currently, Seltel reps 114 stations and
Robinson and Chase plan to expand. Ex-

Katz for representation
that Robinson negotiat-
ed. As part of that ne-
gotiation, Robinson
formed Katz Indepen-
dent Television, which
was the first major tele-
vision station sales rep-
resentative division for
independent stations
only. During his three-
year second stint at
Katz Independent, Rob-
inson oversaw a divi-
sion that, according to0
his estimates, increased
billings from $80 mil-
lion to $250 million.
After three years with
Katz, Robinson was
tapped by Media Gener-
al as president and chief
operating officer of the
group owner’s Broad-
cast Services Division.
Once again he was
faced with a turnaround
situation and managed
to get a division that,

Lawrence Donald Robinson

President and Chief Executive
Officer, Seltel Inc., New York;
b. Aug. 27, 1938, New York;
account execulive, E.F. Hulton
& Co., New York, 1960-65; media
buyer, Grey Advertising, New
York, 1965-66; account executive,
Katz Television, New York, 1966-
70; VP, Eastern sales manager,
Group W TV Sales, New York,
1970-74; president, Kaiser
Broadeasting Spot Sales, New
York, 1974-77; executive VP,
Field Communications, New
York, 1977-80; president and
chief execulive officer, Kalz
Independent Television, New
York, 1980-83; president and
chief executive officer, Media
General Broadcast Services,
Memphis, 1983-87; president and
chief executive officer, Don
Robinson & Co., New York,
1987-90; present position since
1990; m. Ellen Siroka, June 10,
1989; child (from previous
marriage): Matthew, 18.

plains Robinson: “‘We
have a five-year plan
where we want to be
comparable, billing-
wise, with anyone else
in the business.”’
Robinson is optimis-
tic about the rep busi-
ness. One reason, he
says, is the reaction of
Seltel clients to the
prospect of electronic
invoicing and avails re-
placing the rep. ‘“‘The
feedback I get is they
want my salesman at
the point of the sale.
They don’t want to han-
dle these orders them-
selves. If a station
could send a guy to an
agency, then they
would rep themselves.
But they can’t.”” Anoth-
er reason to be pleased
about the immediate fu-
ture is the possibility
that NBC might disband
its spot sales division,

according to Robinson, was reporting
multimillion-dollar operating losses, to a
break-even point. After four years of
commuting from New York to the Me-
dia General office in Memphis, Robin-
son opened his own communications
consultancy. It was while working on

which puts some major market proper-
ties up for grabs.

Although Robinson’s track record
suggests he grows restless after a few
years, he intends to stay at Seltel for the
long haul. ‘I will be here as long as
Chase wants me."’
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Despite clearing Downtown Julie Brown
in 83% of U.S., Viecom has canceled
plons to syndicate fall 1991 weekdy duc to
‘‘creative’’ differences with MTV VJ,
Viacom statement said only: *‘It is
with great regret that we have advised
stations that ‘Downtown’ Julie Brown
does not intend to go forward with pro-
duction of her new series. Ms. Brown
raised creative issues that were unfor-
tunately unable to be resolved.”” Via-
com officials offered no further expla-
nation.

Sale of NBC's 51% stake in wxvc-v Cleve-
lond to Multimedia Inc. for $65 million
was upheld by FCC over objections by
AFTRA and NABET unions. Commis-
sion ruled that NBC'’s retaining of 49%
nonvoting stock interest in station is
nonattributable, and did not find evi-
dence that network would dominate pro-
graming decisions. Commission also
said objectors did not support or estab-
lish that transfer would be anticompeti-
tive or violate fin-syn rules.

MBC offered buyout pudkages to several
hundred employes in personnel, manage-
ment information systems and corporate
communications, which handles publici-
ty, corporate travel and events, talent
relations and media services, Joe Rut-
ledge, director of NBC corporate com-
munications, said last Friday: *‘In re-
spons¢ to the ongoing adverse
marketplace and continuing declines in
network performance, NBC has been
looking for ways to control costs and
improve efficiency. As part of that re-
view, several divisions have offered a
voluntary buyout....»

As expected, Cablevision Systems an-
novnced mew plon to let sebscribers
choose own package of basic cuble chan-
nels in Huntington, N.Y., first stop in Cab-
levision’s fiber optic upgrade of Long
Island (*‘Closed Circuit,” July 29). Of
5,000 subscribers who were part of up-
grade as of last week, 6%-7% have opt-
ed to go with new “‘flex plan’’ pack-
ages, according to Bill Quinn, VP-GM,

Cablevision’s Long Island system. For
$17.95, subscribers get broadcast chan-
nels plus choice of six basic channels,
and for $29.95 get broadcast and choice
of eight pay and basic channels. But
$100 million fiber upgrade is having
technical problems. Subscribers cannot
watch one cable channel and videotape
another, problem they want addressed,
according to Henry C. Schaefer, mem-
ber of Huntington’s citizen’s advisory
committee on Cablevision.

Library of Congress Office of Copyrights
is coming under increasing congressional
pressure to change policy that would block
mulfichannel multipoist distribution ser-
viees (MMDS) from carrying distant
brondeast signals. Representatives Rick
Boucher (D-Va.) and Carlos Moorhead
(R-Calif.), members of House Intellec-
tual Property Subcommitiee, sent letter
last Friday (Aug. 2) requesting Copy-
right Office to reverse tentative decision
that MMDS cannot be defined as ‘‘cable
service’” and, therefore, is not entitled to

NBC packages,

SLOW GOING FOR GRIDIRON SALES

A s the National Football League counts down to its Sept. |

kickoff of the regular season, network rightsholders this
year are looking to recoup about $900 million in rights fees.
But limited advertising dollars in the fourth quarter could
make it tough for the networks to collectively show a profit
on their NFL contracts, as well as the approximately $100
million spent on college football in the 1991-92 season.

**I think it’s going to be long yardage for the whole faurth
quarter,”” said Jerry Dominus, senior vice president, director
of network negotiations, J. Walter Thompson. **Every prop-
erty is going to be looking for money, and that’s not going to
make it easy for anybody.”’

The networks are said to have sold an average 60%-70%
of their NFL inventory, mostly consisting of long-term auto-
mobile, beer and other major advertisers. College football
inventory on average was about 50% sold last week, accord-
ing to agency sources.

‘“The fourth quarter is soft, period,” said Louis Schultz,
executive vice president, director of Media Services, Lintas:
Worldwide. *‘If they break even or make a little money,
they’'ll be lucky.”

Sales are nevertheless sald to be particularly brisk on
ABC’s Monday Night Foorball package, which will cost the
network about $225 million in rights fees this year. The NFL
has scheduled an unusually strong lineup of games for Mon-
day nights, which industry observers said could have an
adverse effect on ratings for Sunday games in the CBS and

“‘Monday Night Foorball is really drawing away some
large markets,’” said William Sherman, vice president, net-
work supervisor, McCann-Erickson. He said the possibility
of lower weekend ratings, combined with a weak advertising
market, could result in CPM’s either flat or lower than those
last year.

Sources say NBC Sports has been discounting some of the
inventory on its $190 million AFC package, although the
network division is traditionally known for holding the line
on its pricing. NBC is not expected to have much difficulty
showing a profit on the first year of its Notre Dame college
football package, which this season will cost the network
about $6 million.

CBS will spend about $265 million on its NFC package
and will feature the traditionally profitable Super Bowl, to be
held in Minneapolis. Network executives at CBS and the
other networks declined to discuss sales of their various
football packages.

On the cable side, a number of agency executives said they
expected ESPN to show a profit on its NFL package but were
predicting a loss for the Turner Network Television NFL
package. Each will spend about $110 million in rights fees to
the NFL in the 1991-92 season,

Complete details on the upcoming professional and college
football TV season will be included in a Special Report in the
Aug. 12 issue of BROADCASTING. -8
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distant-signal benefits of compulsory li-
cense. MMDS’s future ‘‘depends upon
the availability of the compulsory li-
cense. As a practical matter, a wireless
cable operator will be unable to clear the
copyrights of each program it wishes to
carry on an individual basis,’”’ Boucher
and Moorhead said. Copyright Office
has received similar pleas from several
Senators (BROADCASTING, July 29).

(BS lost week canceled remaining summer
rervns of Saturday morning children’s
serics Pee Wee’s Playhouse following ar-
rest of actor Paul Reubens (aka Pee Wee
Herman) on charges of public indecency
at adult theater in Sarasota, Fla. Reu-
bens, 38, released statement denying
charges. CBS in April dropped Emmy
Award-winning series from 1991-92 fa]]
schedule after five-year run.

Network Television Association has semt
letter to 7,000 advertisers and their agen-
des urging them to stand up to spedial
imterest groups threatening boycotts of
*‘controversial’® programs. Wrote NTA
President  Peter  Chrisanthopoulos:
“‘Freedom of expression is an inalien-
able right of all Americans vigorously
supported by ABC, CBS and NBC.
However, boycotts and so-calied adver-
tiser ‘hit lists’ are attempts to manipulate
our free society and democratic pro-
cess.”’

Cable system trading market got boost
last week with Jones Intercable-Crown Me-
dia tronsaction covering 140,000 Wiscon-
sin subseribers, which industry sources
pegged at slightly under $2,000 per sub-
scriber. Jones sold its 20% interest in
Jones Crown Partners (Crown Media
owns other 80%) as well as its Onalaska,
Wis., system to Crown Media, headed
by former Heritage exccutive James
Hoak.

Joe Davis Sr., Fort Smith, Ark., cable oper-
ator, has pleaded no contest to two arimi-
nal counts of theft by deception and has
paid HBO $1 million to settle civil lawsuit
in connection with underreporting HBO
subscribers.

In addition to election-related programs
announced at PBS portion of press tour
last week (sce story, page 27), Jennifer
Lawson, executive vice president, na-
tional programing and promotion ser-
vices, also said PBS-CPB joint Program
Challenge Fund has committed $2.8 million
for three new series: Peak Performance:
The Anatomy of Sport, produced by
WQED-TV Pittsburgh, is series of six one-
hour shows; Asian Journeys, four one-
hour episodes, produced by KCET(Tv)
Los Angeles, and Death: The Trip of a
Lifetime, is four hour segments from
KCTS(TV) Seattle.

POST-NEWSWEEK STATION DIDN'T LIBEL AIR CARRIER

WPLG-TV Miami was cleared by a Florida jury last week of libel charges
stemming from a news report that aired on the station in April 1987. The
decision was quickly labeled a significant victory for investigative reporting
by an attorney representing the station’s owner, Post-Newsweek Stations.

The six-week trial was brought by Southern Air Transport following a
WPLG-TV series that linked the cargo carrier with a CIA plot that was supplying
arms to Nicaraguan rebels. The airline, now a private enterprise, was previ-
ously owned by the CIA.

**Southern Airport Transportation is stunned by the jury’s verdict,”’ said a
spokeswoman for the company. *‘Channel 10 and each of the defendants
testified that they did not believe that Southern Air was invelved in drug-
trafficking.””

Southern Air had been seeking $150 million in punitive damages as well as
additional millions in compensatory damages. But the station was found to be
not guilty of making false, malicious or defamaiory statements in the 1987
report.

“*We’re very grateful,”’ said Post-Newsweek attorney Stanley Paige. ‘‘The
jury told the press in this case that it is important 10 cover major national
events such as the Iran-Contra affair. wpLG-TVv did its utmost best to provide a
service to the public in an effective, fair and balanced manner. We think the
verdict confirms that effort.””

TVB REPORTS MEMBERSHIP INCREASE

T elevision Bureau of Advertising President Jim Joyella was able to give a
somewhat positive progress report 10 his board on the association’s budget
shortfall and membership drive at last week’s meeting in New York.

“It was a very upbeat meeting, although our essential situation is un-
changed,’’ Joyella told BROADCASTING. The association still has a deficit,
although, according to the TVB president, it has been cut from $400,000 to
just over $200,000. The improvement comes from the recent signing of eight
new stations and progress in the association’s cost-cutting efforts. “*For the
first time in any recent period,’”’ Joyeila said, ‘“‘we have had a net gain in
membership.”’

As was first reporied in BROADCASTING, the board talked about arcas where
TVB could work with other associations. Said Joyella: “*“We are talking with
associations about working in the international arena. The National Associa-
tion of Broadcasters and NATPE are two examples of associations with
international activity.”’

The board also directed Joyella to explore with NAB President Eddie Friuts
the idea of working more closely with the NAB on issues such as political
advertising or beer and wine advertising that have significant marketing

implications for the industry.

Television Operaiors Caucus wos among
eight associgtions endorsing letter to
House Energy and Commerce Commit-
tee Chairman John Dingell (D-Mich.)
urging legislation to codify information-
services restrictions on regional Bell Oper-
ating Companies, lifted last month by
U.S. District Judge Harold Greene. Leg-
islation “‘is essential to protect consum-
ers from local phone rate hikes and ex-
panding telephone monopolies and to
prevent the erosion of the multiplicity of
voices in our society,”’ groups said.
Joining TOC were assoctations repre-
senting newspaper, magazine publishers
and electronic data publishers.

F(C announced lost week it has ordered
revocation hearing against waxicrv) Albany,
Ga., in light of conviction last year of

station owner Timothy Brumlik for
drug-money laundering (““Closed Cir-
cuit,”” July 22). FCC also denied Brum-
lik's request to sell station, which is in
bankruptcy, to minority at less than full
market value under agency’s minority
““distress sale”” policy. Brumlik pleaded
guilty in January 1990 to laundering $12
million from cocaine transaction. Hear-
ing will also determine whether Brum-
lik’s four LPTV construction permits
should be revoked.

LBJ Co. dosed sale of subsidiary Karnudk
Corp. to TCl Cablevision of Texas Inc. for
$50 million-$54 million. according to
cstimates. Deal represents 45,000 basic
and 25,000 pay subscribers, passing
72,000 homes in several South Texas
communities. Broker: Daniels & Asso-
ciates.
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EDITORIALS

Committed to the First Amendment and the Fifth Estate

PARTIAL REPRIEVE

| t wasn't the promise of Christmas in July last week but the

continued hope of preserving it in December that hinged

on the FCC’s decision to postpone implementing commer-
cial time limits on children’s programing. The limits had been
scheduled to kick in Oct. I, just in time to reduce the inven-
tory of independents for the pivotal fourth quarter, a gift of
coal and switches that no station would like to find in its
stocking. So, with the Pepper paper’s gloomy predictions for
the industry in hand, the commissioners agreed to postpone the
effective date for barter advertising limits to Jan. 1, 1992. The
decision was good as far as it went—a compromise the Associ-
ation of Independent Television Stations says it can live
with—but it could have gone further.

INTV had sought to grandfather all barter kids’ programing
deals made prior to the adoption of the FCC rules last April,
since those barter splits were arrived at under different ground
rules than will be the ones under the new constraints. That
would seem only fair, but it was apparently too tough a sell on
Capitol Hill, where the children’s TV regulations were bom
and the equitable treatment of the Fifth Estate is not always
high on the agenda. The three-month extension was a limited
political victory, and one due in good measure to the advocacy
of Commissioner Jim Quello, but the ungrandfathered limits
remain a potential financial handicap to the stations with barter
contracts affected by the rules, and the Oct. 1 effective date for
nonbarter advertising limits could be a lump of coal for numer-
ous affiliates. It’s just the sort of unnecessary competitive
disadvantage that broadcasters can do without.

THE BIGGER CHILL

T he price of violating an indecency policy that is discern-

ible only after one has violated it has just gone up, big
time, along with the price of all *‘transgressions’’ po-
liced by the FCC. The commission adopted a new fine sched-
ule last week that ups the price of offending at least three out
of five commissioners from $2,000 to $12,500 per incident
(subject to adjustment based on aggravating or mitigating
circumstances). If the current climate were not chilling
enough, this move is guaranteed to make broadcasters think
thrice about running afoul of the FCC’s indecency policies.
The FCC explains the policy as ‘‘insuring that similarly
situated violators are treated in a comparable manner.”’ Pretty
words, but it is hardly consolation that the chilling of content
and picking of deep pockets will be equitably administered.
And speaking of administration, here is an example of the
new fine formula. The base fine for indecency is $12,500
(50% of the maximum $25,000). Then, if the FCC decides the
violation was intentional, add another, say, 60% of the base
(from a range of 50%-90%) for a total of $20,000. Now, if the
indecent broadcast drew a big audience, one could argue the
station received ‘‘substantial economic gain’’—that’s another,

say, 30%, for a total of $23,750. But if the station files the
complaint against itself, that would be voluntary disclosure, so
knock off, say, 40% of the base fine, for a total of $18,750.
But, if the station is a prior offender.... You get the point.

We’ve got a better punishment for FCC rule violators. Make
them calculate fines.

MULTIPLE PERSONALITIES

T he news that MTV is expanding each of its channels—

first MTV, and later VH-1 and Nickelodeon—into three

services (see page 39) should come as no surprise to
those who have followed the explosive developments in video
compression over the past year. HBO is planning a similar
split, and others including USA, Discovery, Family Channel
and more are mulling their options. Such cloning may well
define the shape of things to come.

In a compressed universe of 120 or even 150 channels
multiplexing is one tack for preserving a programer’s market
share in proportion to an expanding universe—dividing one-
self 1o conquer, as it were, by increasing the likelihood that the
alternative channel a viewer chooses will be yours, t0o. Just as
producers of everything from soup to nuts quickly multiplied
their brand offerings to fill the supermarkets that replaced
country stores, so cable programers may need to stake out
more shelf space in the media ‘‘supermarketplace’” of the
future.

Views vary on how to meet this challenge of expanding
distribution channels, but whether the keys to that store are
more programing services, more attractive packaging and pric-
ing strategies, niche targeting or building on broad-based
franchises (or perhaps all of these), cable programers clearly
are facing a new era of competition, even if it is sometimes
with themselves.

It is appropriate, then, that MTV, an innovator in promoting
itself both on and off screen, should be exploring ways to
redefine itself for a marketplace that will require openness to
innovation and a willingness to experiment with the old forms
and come up with some new ones.
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Drawn for BROADCASTING by Jack Schmidt
‘I asked if they ever watched TV Marti. They just laughed.”
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We’ll give yo
all the credit.

Because you requested it, what was easy will get easier.
Broadcasting/, far and away the number one industry pub-
lication for classified advertising, will accept classified ads
paid by credit card.

IT'S EASY TO DO. Just include your personal or company Master-
card or VISA credit card number and the expiration date in your
FAX or letter (please, no phone orders at this time). THAT'S IT.
Buying classified ads in Broadcastingil is now just as simple as
making any other purchase with the cost included in your monthly
credit card bill. Quickly. Conveniently. For results.

& FAX (202) 203-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.
See full details and rates in the Classified Section.

Broadcastingu

Classified advertising for the 90’s. Another customer service.




of your time.

Just :60 of prime time to get our recruiting message out.

Because more than ever before, it's a message that
deserves to be heard.

The National Guard makes up about one-half of our
nation’s combat forces. And we need men and women
to help keep us strong-ready to protect your community
and defend your country.

It's a commitment that takes dedication. Guardsmen
give at least two weeks a year and two days every month
to the Guard—and to you. Is a minute of your time really
too much to ask?

Run our spots whenever possible. And if you can’t
spare a minute, we'll settle for :30. Even :20 or :10.

To obtain free dubs of Air and Army National Guard
PSAs write: National Guard Bureau, Advertising
Distribution Center, P.O. Box 1776, Edgewood, Maryland
21040, Attn: SMSgt Pat Campbell.
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Americans at their best.




