Broadcasting=Sep9

Reaching over 117,000 readers every week 60th Year 1991
WASHINGTON /58

TELEVISION /60 CABLE /54 BUSINESS /67

Tabloid TV competition TBS closes in on First look at Petitions to deny license

encourages less sordid, Hanna-Barbera; Tyson- Gaylord’s TV, radio, of WUSA(TV) flow in after
entertainment empire  Gannett buys five dailies

more mainstream stories Holyfield on for Nov. 8

9\ W

ey
av

» ._v.;

[ . | : 1
Ay
SPELL SUCCESSFULRADIOS-M-N. . |
s

SMN's quality programming allows you te focus on what ;
"Q 4

makes you ntoney - sales, promotions and marketing.

Quality. Commitment. Service.

Redefining Successful Radio

o

SaTeLLITE Music NeTwoRrk NAB HAI"I] .HI

800-527-4892 TR

A Capital Cities/ABC Inc., Company #l I BI Mmmmn

; , ALL . EQR SDC
%0.,045@72434P JUN2 TR3b
JINONA STATE U
MAXWELL LIBRARY 176
RINONA MN 55987 R




“Lightning knocked us out with a hit 300 feet up the t@wer, i
Chubb sent a $250 000 insurance adV'mce to keep us on the

FRUIT A KRS
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As a broadcaster, you have to do anythmg and everything to stay on the air. You need an
insurer who understands that. Som¢one with a reputation for claim service you can count on when
theres 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). It tailor-made for the situa-
tions you encounter in broadcasting. And most important, we're committed to keeping
you on the air. For information call your agent or broker, or call 1-800-36 CHUBB. CHUDE
For promational purposes, Chubb refers 10 member insyrers of the Chubb Group of Insumnce Companles wha issue toverage.

Chubsb s prosd to participate in *Ametican Playhouse! Watch for It on PBS.
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19 / THE RADIO
PICTURE

Members of the industry
gathering this week at Radio
'91 can find perhaps two
silver linings in otherwise
gray economic news.

First, radio still looks like a
fundamentally good
business. Second, it can’t get
much worse. Many

brokers and broadcasters
believe that station prices
have hit bottom, and the
introduction of new equity
might signal the banks that
it’s okay to enter radio
again.

21 / MORE AM RADIO

Later this month, the FCC
will adopt rules for use of the
expanded AM band—100
extra kilohertz of spectrum at
the high end of the band.

The extra space, which the
agency is reserving for
existing channels, will
accommodate up to 250
stations around the country.
Operating in a band
govemed by strict new
interference and spacing
standards with 10 kilowatts
of daytime power and one
kilowatt at night, the stations
will be able to boom
interference-free signals over
thousands of square miles
day and night.

22 / ABC, ESPN TO
FORM RADIO NETWORK

ABC Radio Networks and
ESPN announced the January
1992 1aunch of a jointly
managed sports news radio
network. The ESPN Radio
Network will consist of 16
weekend hours of original
programing comprising
sports news, game

reports, guest interviews and
features excerpted from
ESPN's cable service. The

network has no immediate
plans to acquire rights to
sports events. Twenty-five
affiliates in the top-50
markets have been signed
to date.

23/ STILLA
MONEY-MAKER

In spite of the bad news
about profits, ad revenues
and sales volume, one
aspect of radio still looks
good: appreciation. A

study available from the
NAB shows that stations
have continued to be sold for
higher prices than they

were purchased for during the
two-and-a-half-year

period ending in June. The
average annual gain was
71.7%.

25 / MOVING ON
MOVIES

Twentieth Television is
making the rounds with
Century 16, a package of
films like ‘‘Home Alone”
and *‘Sleeping With the
Enemy’’ that will be
available late in the
decade. Speculation has it
that Fox will want a prior
network window for Fox
Broadcasting, and that
Fox will also offer a rerun
package of 35 to 40 titles.

26 / MORE MOSCOW
coups

CNN was first in the
network rush to reach
Gorbachev and Yeltsin
following last month’s coup;
it scored with separate live
interviews early in the week.
ABC was a close second

on Thursday with a historic
*‘town meeting’’ of both
leaders and studio audiences
in the United States and
Moscow.

30 / SPECIAL REPORT:
RADIO "91

CBS Radio President Nancy Widmann tatks about format
fine-tuning, AMS future, DAB development and the |
timing of a turnaround (page 31).

A series of stories examines the big issues in radio on the '
eve of Radio "91. Sales of radio stations dropped dramatically [
in the first six months of 1991 compared with the same |
period last year: the dollar value of transactions fell 65% to
$328 million (page 34); local ad business is down 2.6%,

but network business is showing slow but steady growth : i
(page 40); equipment manufacturers report a recent upturn
in sales, and see a move to digitization in the making (page l
42); this year’s historic news events have spawned a
rebirth in shortwave, and a Canadian firm is pianning a
service to broadcast into the United States (page 46).
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. EFCC to adopt rules on AM
band expansion (page 21).

51/ BLACKS IN
BROADCASTING

Although the number of
blacks in the industry has
grown over the years, the
consensus among the 30 men
and women who make up
BROADCASTINGs survey of
standout executives in

black broadcasting and cable
is that blacks remain
underrepresented,
particularly in positions of
power. The percentages of
blacks in ownership,
management, talent, cable
programing, production

and distribution are generally
well below the percentage

of blacks in the population.

58 / PETITION
AGAINST GANNEYT

Once the Times Journal

Co. closed the sale of its five
suburban-Washington
dailies to Gannett Co., a
group of D.C. newspapers
petitioned the FCC to deny
license renewal to
Gannett-owned Washington
station WUSA(TV). Times
Journal’s printing facilities
were the primary

motivation for the purchase,
but some believe that
Gannett is considering asking
for a permanent waiver

from the cross-ownership rule
so that it can keep the

papers.
58 / CONTROL OF
AIRSPACE

A U.S. appeals court in
Atlanta, in a case involving
construction of a new
Orlando airport, ruled that
the Federal Aviation
Administration has the
primary responsibility to
‘‘make an accurate
determination of the most
efficient use of airspace.”
Even though the FAA’s
co-respondent in the case was
a broadcaster—Gannett
Publishing—the industry
worries the agency will

tend to side with its
congressionally mandated
constituency—the airports—
in future airspace

disputes.

59 / COVERING THE
NEXT WAR

The RTNDA is convening

a meeting Oct. 11 to devise a
means of reporting war
events independent of the
military in the next

conflict. Association
President David Bartlett
hopes the meeting will result
in a consensus among the
media on principles to govern
coverage of military
activities.

64 / TURNER CLOSE
TO DEAL WITH
HANNA-EARBERA

Turner Broadcasting

System announced last week
that it is close to

purchasing Hanna-Barbera
Productions, an

acquisition that would
include over 3,000 half-
hours of such programing as
The Flintstones and The
Jetsons. The 350 different
series, specials and films

is said to comprise one-third
of all animation ever
produced, and could put
Turner in the position to

ABC News anchor Peter Jennings and President Gorbachev ata

‘National Town Meeting' (page 26).

eventually launch a full-scale
children’s network.

65 / DOWN FOR THE
COUNTS?

Showtime Event

Television President Scott
Kumit predicts a PPV
revenue record-breaker for
the Evander Holyfield-
Mike Tyson match-up on
Nov. 8, provided the fight
takes place. At a press
conference last week,
promoters assured the media
that pending civil and
criminal cases against Tyson
would not hold up the
event, but they were not
taking questions about the

72 / TV REVENUES
DOWN 4.9%

Total broadcast TV
revenue—local, national
spot, network and national
syndication—dropped 4.9%
during the first six months
of 1991 compared with the
same period last year,
according to the Television
Bureau of Advertising.

Said TVB President Jim
Joyella: **The only

comfort we can take in these
figures is that our
competition is suffering
losses as well.”’

legal proceedings.
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Washington, D.C.

an Allbritton Communications Television Station
is proud to announce
the appointment of
Katz American Television
as our national sales representative.

ON YOUR SIDE

WILA - Washington

Katz American Television
Committed to Sales Performance
for Major Market Affiliates.

WJLA.
Katz American Television.
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LOS ANGELES
Century 16 strategy

Fox has scheduled sales meeting in

next couple of weeks to decide on strate-
gy for latest movie package for Century
16, perhaps indication that studio is not
holding titles for planned basic cable
network as some have thought. If pack-
age is sold, consortium of supersta-
tions wGN-TV Chicago and WTBS Atlan-
ta, and Gaylord Broadcasting may be
first in line to buy. Fox had pulled away
from deal for Century 16 with them

in spring, according to Dennis Fitz-
Simons, vice president and general
manager, WGN-TV. ‘‘They indicated they
wanted to seil us the package, and we
were interested in buying,’” he said.
Calls from Fox stopped when rumors
started of management change, which
led to appointment of Lucie Salhany.
FitzSimons commented he was surprised
Fox wanted to sell to him at all: “*We
hadn’t gotten a call from them in three
years, since the syndication unit start-
ed selling mostly to Fox affiliates.”’

Eight station limit
Fox Broadcasting Corp.’s stringent

conditions on sale of its affiliates may
have kept some potential suitors from

Act 11 Broadcasting, whose eight Fox
affiliates have been sold, subject to
FCC approval, to ABRY Communica-
tions (see page 68). Fox’s decision to
limit any station group to no more than
eight affiliates may have partially de-
terred at least one potential Act 11l buy-
er, Clear Channel Communications,
which already owned five Fox affiliates.

BALTIMORE

Ripple effect

Effective today (Sept. 9) WMAR-TV
Baltimore will switch reps from TeleRep
to Katz Television. Change has set

off domino effect in market, with Tele-
Rep becoming new rep for WBFF(TV)
Baltimore . wBFF was repped by Seltel.
Switches may not end there, as Seltel
could end up repping ABRY Communi-
cations-owned wNUV-TV Baltimore.
WNUV-TV is currently repped by Petry
Inc. ABRY may consider switch to
Seltel because Seltel reps Act III stations
that ABRY is acquiring controlling
interest in as well as two other ABRY
stations. According to market

sources, WMAR-TV, NBC affiliate owned
by Scripps Howard, has national bill-
ings of $25 million, while Fox affiliate
WBFF has estimated national billings

of $9 million.

Senator Albert Gore (D-Tenn.), left, was among the guests of the Arts & Entertainment
Network and the National Cable Television Association for a premiere screening of A&E's
‘Dinosaur!’ last Wednesday evening (Sept. 4) at the National Museum of Natural History in
Washington. The new four-part documentary series shows how paleontologist “dinosaur
detectives” use fossilized remains to piece together the story of how the dinosaurs evolved
and suddenly died out 65 million years ago. Series narrator Walter Cronkite “was a critical
element of the series,” approaching the project with “a childlike wonder,” sald A&E Presi-
dent Nicholas Davatzes (right). ‘Dinosaur!’ premiered last night (Sept. 8) and is running

nightly at 8 p.m. through
the Museum of Natural History.

Wednesday. Pictured in the center is Frank H. Talbot, director of

CHICAGO
Bumham restructures debt

Noteworthy example of television in-
dustry’s general financial difficulties
surfaced last week. Chairman of

ABC television affiliates board of gover-
nors, Peter Desnoes, who is manag-

ing partner of Burnham Broadcasting,
said that five-station group owner is
now renegotiating senior debt, including
schedule of principal repayment. Re-
cent default on debt’s covenants allowed
banks to force Burnham to stop pay-

ing interest to holders of $32 million in
13 7/8 subordinated notes. Desnoes

said problems are troublesome, but un-
derstandable, surfacing at worst point

in long industry-wide revenue slow-
down,

Minority ad drive

Stations having trouble selling local

ad time during syndicated programing
featuring and targeted to African
Americans may soon have help. Don
Jackson, president of Tribune/Central
City Productions, expected to launch
Black Television Network to sell lo-
cal barter time to national spot advertis-
ers. Money from sale goes to local
station in exchange for small commis-
sion and better positioning of syndi-
cated program. Sou! Train is often cited
as example of show that pulls rela-
tively high ratings while being difficult
to sale locally for often predominant-

ly white sales staffs. In tougher econom-
ic times, lack of local sales may

mean show like Soul Train will be
moved to different time, which could
undermine national barter deals, or out-
right cancellation. Although venture

is unlikely to help Jackson’s existing
shows—most are annuals and spe-
cials—word has it that Central City is
readying weekly, comedy-talk format
syndicated program for early 1992 that
might benefit directly,

NEW YORK

TV on radio

ABC Television Network is turning

to local radio to promote its three new
fall programs: Home Improvement,
Sibs and Good and Evii. Campaign will
roll out in eight of top-10 markets to-
day, (Sept. 9), with in-store promotions

& Closed Cirewit
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centered on individual themes of
shows. Cincinnati-based Local Market-
ing Corp., that handled similar cam-
paign for network last year, will coordi-
nate promotion in different markets.

Palmer to CNN?

John Palmer, former NBC news cor-
respondent and anchor, has held talks
with CNN about joining network,
well-placed source reports. Palmer, who
hosted last season’s syndicated /n-

stant Recall, from King World Produc-
tions, has also talked with KNBC-TV

Los Angeles about possible anchor posi-
tion, source said. Palmer is under
contract with KWP until next spring, but
company does not currently have

plans to develop another show around
him. Palmer would confirm only that
he’s been *‘talking to a lot of people””
about reporting and anchor jobs. In
meantime, Palmer is about to start
shooting 13-episode documentary se-
ries (through Lou Reda Productions)
about high-tech weaponry for Dis-
covery Channel. Series is scheduled to
air next season.

Ford on Rivera

Now It Can be Told, new syndicated
news magazine from Geraldo Rivera and
Tribune Entertainment, will broad-
cast interview with former president
Gerald Ford on debut episode today
(Sept. 9). Producers say its first time
Ford has granted interview solely to
discuss his pardon of Richard Nixon
since doing deed 17 years ago. Rive-
ra said last week that Ford almost
walked out of studio twice during
course of interview as Rivera pressed
him on whether pardon was result of
*‘deal.’” Ford said notion was *‘ridicu-
lous’’ and that reason he granted par-
don was clear-cut—he couldn’t hold
press conference that wasn’t domi-
nated by Nixon and Watergate ques-
tions, and he wanted to get matter be-
hind him and country.

First Things First

Prime Network and SportsChannel
America may still not agree on host of
issues regarding merger of two sports
services, but they have been able to
agree at least on one thing: its name.
Word is that merged entity, if and when
it finally happens, will be dubbed
Prime Sports America.

MISSOULA, MONT.

DAB Proponents

Smith Broadcasting’s Jeff Smith and
Phil Stiffler, operators of AM-FM com-

- TURKISH TALE OF KIDNAPPING

lans to clear special on search for Noah's Ark with broadeast network or

for symdication, according to veteran producer David Sams, wre sl
tentatively sel for Christmas airing despite Lict that live production partners
from Noah's Ark Found Lid. were kidnapped by Kurdish terrorists Aug. 30 on
Turkish zoil. Led by Mashville-based amatcur archacologizt Romald Weatt,
production crew (Americans Marvin Wilson and Richard Rives, Australian
Allen Roberts and Briton Gareth Thompson) was apparently en route to Mt
Arural in eastern Turkey—where 11 15 believed Noah's Ark 15 buried—until
they were kidnapped by group claiming to be Kurdish Labor Party (PEEK],
PEK, which has been fighting for separate state since 1984, also abducied 10
Ciermans last month but released them 10 davs later.

Associated Press report late last week said ULS. currency had been found
scattered al ““regular intervals,'” leading Turkish authorities 1o believe Wyat's
group was leaving trail where to be located. Sams, who owns Los Angeles-
based David Sams Industries and rights to 14 hours of footage Wyatt shot in
search of Moah's Ark, savs U5, State Department is discussing release of
hostages with Turkish officials. “*Myself and Doug Snider are making their
release our top poonty,'" said Sams, who is production partner with Snider
Productions of Mashville and Phillips Entertainment Group of Loz Angeles.

bo in Missoula, Mont., have gained
**substantial equity chunk’’—something
under 50%—of Strother Communica-
tions Inc., which hopes *‘in short order”’
to firm up its own digital audio
broadcast (DAB) system plan and an-
nounce partners in company to devel-
op hardware and test center, said SCI
President Ron Strother. On separate
track, additional manufacturer has of-
fered UHF transmitter to Digital Au-
dio Technology Alliance—group found-
ed two weeks ago by SCI, LDL
Communications, duTreil, Lundin &
Rackley and Broadcast Electronics to
evaluate DAB technoiogy and provide
management, marketing and test co-
ordination for industry-wide DAB ef-
forts.

WASHINGTON
NAB Gets HLT Extension

NAB was granted 30-day extension

to file comments in highiy leveraged
transaction proceeding taking place at
federal agencies that regulate nation’s
banks. NAB needed extra time, it

said, so its HLT task force could gather
data (BROADCASTING, Aug. 26). Al-
though HLT is expected to be hot topic
at this week’s radio show, some
broadcasters are complaining that NAB
has not sent its HLT survey *'kit”’ yet
it’s due to be mailed this week. With
about three weeks to go before com-
ments are due, NAB is cutting it too
close.

NCTA’S News Project

Telecommunications News. No, it’s
not new trade magazine. It’s National
Cable Television Association’s latest
effort to hold line against telephone

companies intruding on television
business. In letter to members of Con-
gress, NCTA President James Moo-
ney introduces Telecommunications
News as ‘‘public affairs information
project”’ that will periodically distribute
facts sheets, studies and analyses on
**key topics in telecommunications poli-
cy.”” NCTA’s principal interest in
telecommunications to date has been to
preserve restrictions against tele-

phone companies providing competitive
cable services.

EL SEGUNDO, CALIF.
Dish Discount

Following response to latest mailing,
Turner Broadcasting now expects about
one quarter of nation’s 10,000 cable
headends to take advantage of $400 dis-
count it and HBO are offering on sat-
ellite antennas to point at Galaxy V,
Hughes Communications’ next-gen-
eration cable bird now scheduled for
launch in mid-January 1992. Galaxy

V will be placed in slot ocutside current
four primary cable bird slots and, for
interim period, require some operators
to add dish. Once all four primary

birds (two Hughes, two GE Americom)
are replaced, some operators may use
dish to take down combined Prime Net-
work-SportsChannel America (if and
when a merger of those two services oc-
curs). Those networks have yet to
choose permanent slot in sky. El Segun-
do, Calif.-based Hughes has con-
tracted Scientific-Atlanta, Prodeline and
Antennas for Communication to sup-
ply 3.7 meter antennas, which sell for
between $1,400 and $1,500 before
discount. If 2,500 claim dish credit,
TBS and HBO will spend about $1
million, headends about $3.6 miilion.
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Everybody’s talking about STUDS, the show that’s improved every
one of its 16 stations since its premiere. Doubling and tripling ratings
and boasting the best demographic profile in first-run syndication,
STUDS is already the most promising launch since Wheel of Fortune.

But don't take our word for it. TV Guide is the latest to profile STUDS,
joining such national publications as Time, Newsweek and USA Today,
and television shows CBS This Morning and CNN's Showbiz Today.

Take the lead with the franchise of the 90’'s. STUDS. It's the hottest
item in first-run.




Call it sexy fun or sexist

foolishness-controversial
Studs is turning on fans

Not since Vanna White started spinning
the Wheel has a syndicated hailf hour
caused such a stir. From Boston to
Sacramento, this game show has dou-
bled and tripled its ratings in just a few
months - reaching as high as a 20 share
in Houston.

The show is Studs, a hip version of
Love Connection and its host, 29-year-
old Mark DeCarlo, has a theory for its
popularity. “The show and its contestants
are as real as you can get,” he says.
Since Studs has no script, “there is no
posturing. We say things like ‘make
love,” not ‘make whoopie.” There is no
‘Come on sit in my Porsche, baby'.”

The premise for Studs is straightfor-
ward. Two men separately blind-date
the same three women. Later, in the TV
studio, the women recall their romantic
interludes-with as much sexual innu-
endo as possible. The studs then try to
guess which woman said what. The stud
with the higher score wins a $500
fantasy date with the studette of his
choice-but only if she picked him as
the better of the two men.

Fans of Studs call it funny and spon-

14

Above: Host Mark DeCarlo with contestants.

taneous. But the show’s critics call it
something else (some have labeled it
“sexist” and “humiliating”). And with
some justification. The studettes can
get testy. One stud worked as a Conan
the Barbarian impersonator at Universal
Studios. Sounds impressive, right?
Not to his date, apparently. She nick-
named him Conan the Librarian.

Good-natured Conan shrugged off
the insult, though, as do most Studs
contestants. That's probably because
segment producers screen out sensitive
types. “If we have a bald guy on the
show, that fact is bound to come up,”
says DeCarlo. “If he can deflect it by
saying, ‘Yeah, | keep it shined twice a
day,’ there's no problem.”

DeCarlo’s own Studs fantasy show
would be an “homage to Vegas, with
showgirls and an Elvis impersonator.”
Or a salute to Warren Beatty? “He’s the
ultimate stud. The only way Beatty
would need advice is if he listened to
me.” DeCarlo pauses. “Then he would
need professional help.” ~Mindy Kitei

TV GUIDE AUGUST 31,1991
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MOND

MENO

A radio commentary from Lynn Christian, senior VP, radio, NAB, Washingto_n

adio risk-taking, as an old friend

of mine says, has always been a

contradiction in terms. That is—
until the 1990’s.

With half of all radio stations losing
money, playing it safe is no longer a
realistic competitive strategy as more
and more media outlets, such as cable,
vie for radio ad dollars.

Today, owners and managers must in-
creasingly reject copycat practices in
programing and promotion, and look to
innovative strategies that help establish
unique market presence and sound fi-
nancial footing. Moreover, radio station
owners, who may have once thought of
their endeavors as show business, are
now realizing that today’s economic
challenges require a lot less show and
more business—business practices root-
ed in the fundamentals of sound man-
agement.

Radio 1991 in San Francisco this
week is designed to provide radio man-
agers both with new ideas and with in-
formation on how to translate those
ideas into successful business practices,
Marketing, management and program-
ing sessions in San Francisco will en-
courage innovative thinking, grounded
in the realities of today’s economic
times and changing demographics.

As more and more radio stations di-
vide the same audience pie, radio sta-
tions are challenged by advertisers to
look beyond the total number of listen-
ers. Enter qualitative research. This type
of audience research attaches faces, life-
styles and spending habits to the radio
listenership at large, giving advertisers
more media choices and smaller stations
a chance to flourish.

Similarly, new techniques to improve
the actual scheduling or placement of
radio spots are giving broadcasters a
valuable tool to once again underscore
the effectiveness of radio and show ad-
vertisers a better way to tie ad spending
to total sales. New methods, such as
Optimum Effective Scheduling, can in-
crease radio station revenues, using
scheduling techniques that heighten lis-
tener attention and produce dramatic re-
sults for advertisers.

In the same vein, broadcasters can’t
rely on yesterday’s methods to promote
and advertise their own medium. Sta-
tions are increasingly seeing the need to

market their stations through the use of
interactive phone systems, cable and
nontraditional print and in-store dis-
plays. Database marketing, targeting the
heavy user or loyal listener of your radio
station, is an exciting new concept for
broadcasters and promises to be an ef-
fective, highly cost-effective way to put
promotional dollars to work.

Radio must also meet technological
challenges head on to stay competitive.
That’s why NAB radio members are ex-

tomorrow’s radio could adequately serve
the public by becoming a national satel-
lite medium rather than remaining com-
munity-based.

Our focus on tomorrow’s radio should
not deter us from making the most of
today’s technology, particularly AM—
where transmitted audio quality is much
better than most receivers can capture.
AM radio’s new 1,500-station campaign
to promote a new generation of high-
quality receivers carrying the AMAX or
AMAX Stereo certification mark is a
prime example of how the industry can
improve its own destiny.

Technology and marketing are not the
only areas where radio can benefit from
risk-taking, however. People listen to
radio for its programing. There is clearly
no shortage of radio stations in most
markets, but 10 stations all broadcasting
the same tried-and-true format in a mar-
ket are likely to frustrate or bore listen-
ers.

Some are proposing new formats—
and some are taking a tip from radio’s
past success. One group of visionaries,
looking at the popularity of talk radio

ploring radio data
broadcast systems
(RDBS) which,
among other fea-
tures, will enable
listeners to tune to
their favorite radio

““The time has arrived
to change the way we
have always done

business.”’

and booming sales
for books on cas-
settes, want to bring
storytelling back to
the radio airwaves.
A group of well-
known Hollywood

stations by format rather than by fre-
quency and receive electronic displays
on their radio receivers.

The time has arrived to change the
way we have always done business, and
nowhere is the need for new approaches
more evident than in how the industry
reacts to digital audio broadcasting. The
radio industry of the past would have
fought the development of new technol-
ogy, viewing it as an ominous threat to
the status quo. Radio industry leaders,
however, took a bold step in January
when they endorsed DAB technology
and determined to help manage its de-
velopment—to insure that it enhances
local radio’s long-term future rather than
destroys it. There are still many unre-
solved issues surrounding the specific
technological and business implications
of DAB, but by stepping up to the plate,
the industry has shifted the debate and
exposed the fallacies of supposing that

actors, led by Ed Asner and JoBeth Wil-
liams, will conduct a Radio Theatre
Workshop at Radio 1951. This group
has tumed imaginative radio programing
into a hit for KCRw Santa Monica, Calif.

The radio industry is blessed with some
of the most talented people in business
today, But today’s tough economic cli-
mate—shrinking ad dollars, fierce compe-
tition among radio stations and inCreasing
competition from other media—provides
a challenge for the shrewdest, most cre-
ative radio executive.

In planning for Radio 1991, CBS Ra-
dio President Nancy Widmann and
NAB’s steering committee kept in mind
that the economic challenges facing ra-
dio have also provided new opportuni-
ties for change and success. So we hope
those broadcasters attending will take
time to invest in their company’s future,
their career and, through these commit-
ments, in the future of the industry. #

——
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Global ReLeat
comes in all shapes

Global warming. The
Greenhouse Effect. The continuing
decline of our air and water. One
of the best and most effective ways
to respond to our growing environ-
mental crisis is to plant trees. In
fact, you can even get started today,
right in your own community.

You see, Global ReLeaf is
more than a name. It's Americans
like you — of all shapes and sizes
— who understand that every
new tree can make a difference.

and sizes.

Trees provide shade, beautify our
town and country landscape, and
reduce heat-trapping C02 build-up
in the earth’s atmosphere. And
those are onlya few of their
benefits.

So grab your shovel. By
planting even one tree, you'll be
making a positive contribution to
the world we livein . . . and the
kind of future we leave behind.
You can make a difference right
now by calling our special Action

S f~-':1.i'—'“:-"*'-M'
A 4

Line — 1-900-420-4545. The
$5.00 charge actually pays for
planting a tree while supporting
Global ReLeaf action across the
country. And, we'll rush you
detailed information on Global
ReLeaf. You can make a world
of difference.

CIGBAL
BLALEAT

The American % Forestry Association
P.0. Box 2000, Washington, DC 20013

1900-420-4545

Citizens caring for trees & foresis since 1875



DATEBOOK

B {adicates new lisiing or changed item.

THIS WEEK

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

Sept. 9—American Wonien in Radio and Televi-
sion,  Florida Hurricane chaprer. luncheon.
Speaker: Major Olin Saunders, chief media re-
lations for U.S. Central Command at MacDill
Air Force Base. The Omni Hotel. Tampa, Fla.
Information. Eleanor Hollis, (813) 626-4108.

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

u Sept. 10—International sympaosium: "Adver-
lising and the Media n an Open Society,”
sponsored by Internationad Advertising Associa-
tion. London Hilton on Park Lane. London. In-
formation: Richard Corner. (212) 983-0455.

o Sept. 10—imternational  Advertising Associa-
tion, UK chapter, Media and Marketing Europe
International Advertising Awards 1991 ban-
quet. London Hilton on Park Lane. Information:
Samantha Fordy, (71) 490-5500

B Sept. 10-11—Tax seminar sponsored by
American Association of Advertising Agencies. Ar-
thur Andersen and Company, New York. Infor-
mation; Arnie Freeman, (212) 682-2500.

Sept. 10-11—The Waushington Journalism Center
conference. Theme “Reforming the Nation's
Schools: Rhetoric, Reality and Resources.”
The Watergate Hotel. Washington. Information:
{202) 337-3603.

Sept. 10-13—"Public Relations Imperatives for
the 90's.” a public relations and communica-
lions seminar designed for the telecommuni-
cations industry sponsored by United Stares
Telepione  Association. ANA  Westin  Hotel,
Washington. Information: (202) 835-3100.

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

Sept. 10-14—FEighth annual on-site program
screening sponscred by Central Education Net-
work. Red Lion Hotel. Salt Lake City. Informa-

tion: Dinah Huff, (708) 390-8700.

m Sept. 11—Screening of "The Search for
Signs of Intelligent Life in the Universe.” featur-
ing Lily Tomlin and Jane Wagner sponsored by
New York Women In Film. The Asia Society.
New York. Information: (212) 679-0870.

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

Sept. 11-12—Occupational Health and Safety
Act compliance seminar sponsored by Nation-
af Cable Television Institure. Chicago. Informa-
tion: (303) 761-8554.

Sept. 11-13—"Watching the Watchdogs,”
seminar sponsored by The Povater Institure.
Poynter Institute, St. Petersburg, Fla. Informa-
tion: (813) 821-9494,

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

Sept. 11-14—Radio '91, sponsored by Neiion-
al Association of Broedcasters. Programing key-
note: recording executive Quincy Jones. Mos-
cone Convention Center, San Francisco.

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.

Sept. 24-29 National Black Media Coalition
&nnual conference. Hyatt Regency. Bethesda,
d.

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

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

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

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

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

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

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

Nov. 23-26—LPTV annual conference and ex-
position, Sponsored by Community Broadcast-

ers Association. Riviera Hotel, Las Vegas.
Jan. 7-10, 1982 —Associgtion of Independent
Television Stations annual convention. San
Francisco.

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

Jan. 20-24, 1892 29th NATPE International
convention, New Orleans Convention Center.
New Orleans.

Jan. 25-29, 1992—49th annual National Reli-
gious Broadeasters convention. Washington. In-
formation: (202) 428-5400,

Jan. 30-Feb. 2, 1992 Radio Advertising Bu-
reat Managing Sales Conference. Nashville.

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

Feb. 12-14, 1992 Sateliite Broadcasting and
Communications Association winter confer-
ence. Reno, Nev.

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

March 2-4, 1992—Television Bureau of Adver-

tising 37th annual meeting. Las Vegas Hilton,
Las Vegas. Information: (212) 486-1111.

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

Aprll 5-7, 1992—Cabletelevision Advertising
Bureau 11th annual conference. Marriott Mar-
quis, New York.

April 8-11, 1992 —American Association of Ad-

vertising Agencies annual convention. Ritz-Carl-
ton, Naples, Fla.

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

April 19-24, 1982__MIP-TV, intemational televi-
sion program marketplace. Palais des Festivals,
Cannes, France. Information: (212) 689-4220.

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

May 2-6, 1992 Public Radic annual confer-
ence. Sheraton Hotel, Seattle.

Ilay 3_-6. 1992 _National Cable Television 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 1013, 1992 -NAB/Montreux Interna-
tional Radic Sympostum and Exhibition. Mon-
treux, Switzerand.

June 14-17, 1982—Broadcast Promotion and
Marketing Ezecutives & Broadcast Designers
Association annual conference and expo. Seat-
tle, Wash. Information: (213) 465-3777. Future
convention: June 13-16, 1993, Oriando, Fla.

June 23-26, 1992—National Association of
_Bmadct asters board of directors meeting. Wash-
ington.

July 2-7, 1992—International Broadcasting
Convention. RAI Center, Amsterdam. |nforma-
tion: London—44 (71) 240-1871.
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Infarmation: (202) 429-5420.

Sept. 12—American Women in Radio and Televi-
sion. Washingion D.C. chaprer, TV {all preview
party. Deja Vu, Washington. Information: Linda
Curtis, (202) 429-5401.

Sept. 12—"Celebrate the Winners," reception
saluting New York area 1991 CTAM Awards
winners sponsored by Cable Television Adminis-
tration and Marketing Society, New York chapter.
HBO Media Center, New York. Information:
Dennis Patlon, (516) 364-2222, or Ellis Simon,
(516) 763-1388.

Sept. 12—Holiywood Radio and Television Soci-
ety newsmaker luncheon featuring four network
entertainment presidents: Warren Littlefield,
NBC; Bob Iger, ABC; Jeff Sagansky, CBS, and
Peter Chernin, Fox Broadcasting Company.
Beverly Wilshire Hotel, Beverly Hills, Calif. In-
formation: (818) 769-4313.

Sept. 12—Deadline for entries in the sixth an-
nual Diamond Awards sponsored by the South-
ern California Cable Associarion. Theme: "Com-
munity  Programing... Looking  Through
America’s Window.” Hollywood. Information:
Marlene Godinez, (213) 699-3558.

Sept. 12—The Waushingion Journalixm Cemer
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,"” affiliate 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 buitding for The
Musenm of Television and Radio (formerly known
as Museum of Broadcasling). 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—(-SPAN invitational seminar. C-
SPAN, Washington. Information: (202) 626-
4853.

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

Sept. 13— USA Nerwork local ad sales seminar.
Hyatt Regency Chio Center. Columbus. Chio.
Information: Karen Yashon, (312) 644-5413.

Sept. 13—"How Michigan Works: The Eco-
nomics of Institutions,” conference for Michi-
gan journalists sponsored by Foundation for
American Conumunications and the W.K. Kellogg
Foundarion. Hotel St. Regis. Detroit. Informa-
tion: (213) 851-7372.

Sept. 13—"The New Television Geography.”
seminar sponsored by Cenrer for Comnunica-
tion as part of “The Best of Banff" international
television festival. Participants include John
Eger. president. Worldwide Media: Pat Ferns,
president, Primedia Productions, Toronto: Yuiji
Minami, vice president, Dentsu Inc., and Mi-
chelle Kearney, senior vice president, Carolco
Films International. Center for Communication,
New York. Fee: $25. Information: (212) 836-
3050.

Sept. 13—"How to Go to Market Glabally {Or
Will It Play in Perugia?),” seminar on the ex-
panding international television landscape and
the burgeoning global marketplace. Spon-

sored by Cenwter for Communication as part of
“The Best of Banff" international television fes-
tival. Participants include: Burt Staniar, chair-
man and CEC, Westinghouse Broadcasting,
Inc.; Mary Hearne. managing director. Public
Television International; Fred Cohen, presi-
dent, King World International; Maria Komodi-
kis. vice president, ABC Video Enterprises In-
ternational, and William Miller, president,
Hearst Entertainment. General Electric Audito-
rium. New York. Fee: $25. Information: (212)
836-3050.

Sept. 13—Momana Broadcasters Association 1a-
dio and TV sales clinics. Colonial Inn, Helena,
Mont.

Sept. 13—"Television 1992, Forecasting the
Year Ahead,” forecasting Seminar sponsored
by Televisivn Burean of Adverrising. New York.
Information: (212) 486-1111.

Sept. 13—"Media Globalization: From Prophe-
cy to Fact of Life." conference sponsored by
Penn State School of Communications. Keynote
speaker: Janice Obuchowski, U.S. Assistant
Secretary of Commerce for Communications
and Information. Participants include David
Leach, House Energy and Commerce staff.
Terry Haines, FCC chief of stalf, and former
FCC Cnairman Richard Wiley of Wiley, Rein
and Fielding. National Press Club, Washing-
ton. Information: Dr. Richard Taylor. (814) 863-
1482.

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

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

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

Sept. 15—Deadline for applications for fellow-
ships to a seminar on aging sponsored by
National Press Foundution. |nformation: (202)
662-7350.

Sept. 15-17—Nautional Public Radio and Narion-
al Federation of Commumin: Broadcusters work-
shop on audience building strategies for pub-
lic radio. Albuquerque, N.M. Information:
Cathy Raines. (202) 822-2735.

ALSO IN SEPTEMBER

m Sept. 18 —Rudio Adverrising Burean marketing
workshop. San Luis Obispo, Calif. Information:
{212) 254-4800.

Sept. 16—Call for entnes for the 32nd Interna-
tional Broadcasting Awards honoring the
world’'s best broadcast advertising for 1991.
Expanded categories for both radio and televi-
sion. Sponsored by Hollvwood Radio and Televi-
sion Sociery, Information: (818) 769-4313.

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

m Sept. 17— Ninth annual Everett C. Parker
Ethics in Telecommunications lecture. Speak-
er: FCC Commissioner Ervin S. Duggan. Spon-
sored by United Church of Christ and the De-

parttent  of Cammunicaion  of the National
Council of Churches. The Interchurch Center,
New York. Information. Wiliam C. Winslow.
(212) 870-2137.

Sept. 17— "Gender Dynamics.” sponsored by
Waomen in Cable. Mid-Sonth chapter. Nashville.
Information: Sandra Staggs. (615) 377-8954.

Sept. 17-20—Cable Television Administration
und Markeiing Sociery Sales management mas-
ter course. Denver. Information: (703) 549-
4200.

m Sept. 18—Radio Advertising Burcan régional
marketing workshop. Dayton. Chio. Informa-
tion: (212) 254-4800.

Sept. 18—Fiber optic technology. “Roundia-
ble discussion with people who have imple-
mented fiber in their systems.” seminar spon-
sored by Society of Cable Television Engineers,
Penn-Ohic meeting group. Cranberry Motor
Lodge. Warrendale, Pa. Information: Rich Flan-
ders, (716) 664-7310.

m Sept. 19—Radio Adverrising Bureuu regional
markeling workshop. Witchita, Kan. Informa-
tion: (212) 254-4800.

Sept. 19— "The New Spectrum Mudwrestle:
WARC 1992," symposium discussing the eco-
nomics and politics of fixed and mobile satel-
lite allocation, HDTV, PCN, Digital Audio
Broadcasting, High Frequency and the World
Plan placing bets on the outcome of WARC 92.
Luncheon speaker: Dr. Pekka Tarjanne. direc-
tor general of the International Telecommuni-
cations Union. Sponsored by Center for Strate-
gic and (wernational  Snudies.  Washington.
Information: (202) 775-3263.

Sept. 19—iwernational Radio aml Television So-
ciery newsmaker luncheon. Speaker: FCC
Chairman Alfred Sikes. Waldorf-Astoria. New
York. Information: (212) 867-6650.

Sept. 19 {wernational Radio and Television So-
cienv under-30's seminar. Theme: “Promotional
Campaigns: From the Conception of the Idea
to the Evaluation of the Campaign.” NBC. Mez-
zanine Level. New York. Information: (212)
B67-6650.

u Sept. 19-20/urernational Adverrising Associ-
ation, Lebanon chaprer, forum: "Gateways to
Reconstruction,” Beirut. Information; Mustapha
Assad. (1) 45-62-74-74.

Sept. 19-20—41st annual fall broadcast sym-
posium, sponsored by {ustitute of Electrical and
Elecironics Engineers Broadeast Teclinology Sovi-
efy. Hotel Washington. Washington.

m Sept. 20—Broadcast Cable Financial Manage-
ment Association second annual regional semi-
nar. Fairmont Hotel, New Orleans. Information:
Patti Foley or Cathy Lynch, (708) 296-0200.

Sept. 20-21—Nortit Dakota Browdcasters Associ-
aiion annual convention. Holiday Inn. Grand
Forks. N.D.

Sept. 20-21—Rudio Advertising Bnrean radio
sales university. Holiday Inn/Downtown, Provi-
dence, R.l. Information: (212) 254-4800.

Sept. 20-22—"Health Care Alternatives: Will
They Work? Are They Fair?" conference for
{journalists sponsored by Foundution for Ameri-
can Communications and the W.R. Kenan Fumnd.
The Kenan Center, University of North Caroli-
na, Chapel Hill. N.C. Information: (213) 851-
7372.

Sept. 20-22—Maine Association of Broadcasters
annual convention. Sebasco Lodge, Sebasco
Estates. Maine. Information: (207) 623-3870.

Sept. 21—Michigun Associated Press Broadeast-
ers Association regional meeling for northern
Michigan and seminar on environmental re-
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porting. Holiday Inn, Traverse City, Mich. Infor-
mation: Geoff Haynes, (313) 259-0650.

B Sept. 22-23—Radio Adverrising Bureau man-
aging sales conference steering committee
meeting. Nashville. Information: (212} 254-
4800.

Sept. 22.27—"Positioning for the 1990's: In-
vestment Opportunities in Western Europe.”
seminars sponsored by National Association of
Broadcasters. London and Paris. Information:
Charles Sherman, (202) 429-5361.

Sept. 23—Academy of Televisiun Arts and Sci-
ences "Television Academy Hall of Fame," non-
televised induction ceremonies honoring Desi
Arnaz, Leonard Bernstein, James Garner,
Danny Thomas, Mike Wallace and the series “|
Love Lucy.” Regent Beverly Wilshire Hotel,
Beverly Hills. Calif. Information: Robert Wargo
or Murray Weissman, (818) 763-2975.

Sept. 23—"A Road Less Traveled.” theme for
annual gala sponsored by Women In Cable,
Washingion D.C. chaprer. The Radisson at Mark
Center, Alexandria, Va. Information: Barbara
York, (202) 775-3669.

= Sept. 24—Narional Academy of Cable Pro-
gramming sixth annual fall forum luncheon. Par-
ticipants: Philip Balboni, special assistant to
the president for new projects, The Hearst Cor-
poration; Betsy Frank, senior vice president
‘and director, TV information and new media,
Saatchi and Saatchi Adverlising; Steve Fried-
man, executive producer, NBC Nightly News
with Tom Brokaw and Robert Pittman, presi-
dent and CEQ, Time Warner Enterprises. The
Waldort Astoria, New York. Information: (202)
775-3611.

u Sept. 24—Radio Advertising Bureau marketing
workshop. Pittsburgh, Pa. Information: (212)
254-4800.

Sept. 24—"Environment and Media: It's Not
Easy Being Green,” seminar sponsored by
Center for Communication. Participants include
Philip Shabecolf, executive publisher, Green-
wire; Kathleen Friery, environment segments
producer, Good Morning America; Jim Simon.
senior attorney, National Resources Defense
Council, and Dan Mathews, director, special
projects, People for the Ethical Treatment of
Animals (PETA). Center for Communication,
New York. Information: (212) 836-3050.

Sept. 24—The Nartional Academy of Television
Arts and Sciences Engineering Emmy Awards for
Technical and Scientific achievements. Marri-
ott Marquis Hotel, New York. Information: Tru-
dy Wilson, (212) 586-8424.

Sept. 24 "Road to Results," affiliate ad sales
workshop sponsored by MTV Network. Atlanta.
Information: Spencer Grimes, (212) 258-8434.

Sept. 24 —Adverlising faw and business con-
ference sponsored by American Advertising
Federation. Speaker. Barry Cutler, director of
the Federal Trade Commission Bureau of Con-
sumer Protection. Parker-Meridien Hotel, New
York. Information: Clark Rector. (202) 898-
0089.

Sept. 24-26"Strategies for Effective Corpo-
rate Communications,” conference sponsored
by The Conference Board. The Century Plaza
Hotel, Los Angeles. Information: (212)  339-
0290.

Sept. 24-29 Naiional Black Media Coalition an-
nual conference. Hyatt Regency, Bethesda,
Md. Information: (202) 387-8155.

u Sept. 25—National Academy of Television Arts
and Sciences, New York chapter. drop-in lun-
cheon. Speaker: Thomas S. Rogers, president,
NBC Cable and Business Development. Copa-

cabana, New York. Information: (212) 786-
5050.

Sept. 25—"Road to Results,” affiliate ad sales
workshop sponsored by MTV Network. Orlan-
do. Fla. Information: Spencer Grimes. (212)
258-8434.

Sept. 25—Association of National Advertisers
media workshop. New York.

Sept. 25-28—Radio-Television News Directors
Association annual convention. Among speak-
ers: CNN's Bemard Shaw and NBC's Jane
Pauley. CBS's Mike Wallace to receive Paul
White Award. Colorado Convention Center,
Denver.

Sept. 26—"Road to Results.” aftiliate ad sales
workshop sponsored by MTV Network. Fort
Lauderdale, Fla. Information: Spencer Grimes,
(212) 258-8434.

Sept. 26— "Broadcasters Carnival,” spon-
sored by Southern Californla Broadcasters Asso-
ciarion. Ocean Park Pier. Santa Monica. Infor-
mation: (213) 466-4481.

= Sept. 26-27—"Cable Insights,” seminar for
non-technical cable te evision employes spon-
sored by Jerrold Communications. Orlando Mar-
riott. Orlando, Fla. Information: Dorothea Da-
vis, (215) 956-6501.

Sept. 26-27—"Spectrum '91," conference
sponsored by The National Association of Minor.
ities in Cable and The National Cable Television
Association. Waldorf-Astoria Hotel, New York.
Information: Peggy Newbold. (202) 775-3669.

Sept. 27—Deadline for entries In the SUNNY
Creative Radio Awards sponsored by Southern
California Broadcasters Associotion. Information:
Gordon Mason or Carol Senor, (213) 466-
4481.

Sept. 27—Michigan Capitol Press Corps alumni
reunion. East Lansing, Mich. Information: Al
Sander, (517) 373-7958.

Sept. 27-28 Radio Adveriising Burean radio
sales university. Ramada Inn/East, Columbus,
Ohio. Information: (212) 254-4800.

Sept. 27-0Oct. 1—Broadcast Executive Directors
Association meeting. Disneyworld. Orlando, Fla.

u Sept. 30—Radio Advertising Bureun marketing

workshop. Wheeling, W. Va. Information: (212).

254-4800.

Sept. 30—Cable Television Administration and
Marketing Sociery Northeast regional confer-
ence. Atlantic City, N.J.

Sept. 30—Deadline for entries in the 41st an-
nual real estate journalism competition spon-
sored by Narional Association of Real Estate Edi-
tors. Works must have been published or
broadcast between Aug 1, 1990, and July 31,
1991. Information: Robin Hepler. (614) 475-
6766 or Bill Mullen, (602) 265-1699.

Sept. 30— Deadline for entries in Forum Award
journalism competition honoring journalists
whose work contributes 1o the public's under-
standing of the peacelul uses of nuclear ener-
gy. Sponsored by U.S. Council for Energy
Awareness. Information: (202) 293-0770.

Sept. 30—Cable Television Administration and
Marketing Sociery northeast regional manage-
ment conference. Theme: "Managing to the
Times." Featured speaker: Ted Turner, chair-
man, Tumer Broadcasting System. Informa-
tion: Dan Sheehey, (703) 549-4200.

Sept. 30—Deadline for entries in Ohio State
Awards program competition honoring excel-
lence in educational, informational and public!
aftairs broadcasting. Content category for
Desert Shield/Desert Storm programing has

been added this year. Information: Phyllis
Madry, (614) 292-0185.

Sept. 30-Oct. 1—The Washingron Journaiism
Center conference. Theme: "Campaign '92:
Will the Voters Get What They Want?" The
Watergate Hotel. Washington. Information:
{202) 337-3603.

Sept. 30-Oct. 1—Minnesorta Cable Communica-
tions Associarion annual meeting and conven-
tion. Saint Paul Hotel, Saint Paul, Minn. Infor-
mation: (612) 641-0268.

Sept. 30-Oct. 4—Basic videodisk design/pro-
duction workshop. sponsored Dy Nebraska ETV
Network. University of Nebrasko-Lincoin. Video-
disc DesigniProduction Group. University of Ne-
braska, Lincoln. Information: {402) 472-3611.

OCTOBER

Oct. 1—"First Amendment: When Edits Lead
to Libel." seminar sponsored by Cenier for
Communicarion. Center for Communication,
New York. Information: (212) 836-3050.

Oct. 1—Deadline for television and radio com-
mercials in The Mobius Advertising Awards 21st
annual awards competition. Information: (708)
834-7773.

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

m Oct. 2—Narional Academy of Television Arts
and Sciences. New York chapter, drop-in lun-
cheon. Speaker: Johnathan Crane, head of
BBC. New York. Copacabana, New York. Infor-
mation: (212) 786-5050.

Oct. 2—Fall managers meeting sponsored by
New Jersey Broadcasters Association. Forsgate
Country Club, Jamesburg, N.J. Information:
(908) 521-9292.

Oct. 2—The Washington Journalism Center CON-
ference. Theme: “Polling America: What the
Voters Want in the 1992 Campaign.” The Wa-
tergate Hotel, Washington. Information: (202)
337-3603.

Oct. 2—"The Road to Resuits,” affiliate ad
sales workshop sponsored by MTV Network.
Washington. Information: Spencer Grimes,
(212) 258-8434.

Oct. 2—LCaucus for Producers. Writers and Direc-
tors general membership meeting. Los Ange-
les. Information: (818) 792-0421.

Oct. 3—"PR-omoting a Franchise: How Public
Relations Plays Baseball,” seminar sponsored
by Center for Communication. Center lor Com-
munication, New York. Information: (212) 836-
3050.

Oct. 3—Women In Cable annual meeting. Chi-
cago. Information: Lora DiPadova, (312) 661-
1700.

Oct. 3—"The Road to Results,” affiliate ad
sales workshop sponsored by MTV Network.
Charlotte. N.C. Information: Spencer Grirmes,
(212) 258-8434.

Oct. 3-4—Alaska Broadcasters Association 27th
annual convention. Hotel Captain Cook, An-
chorage, Alaska.

Oct. 3-5—Women in Cable board of directors
meeting. Chicago. Information: Lora DiPadova,
(312} 661-1700.

Oct. 3-5—35th annual Television Programing
Conference. Tampa-St. Petersburg. Fla.

Oct. 3-5—Texas Asseciation of Broadcasters an-
nual convention. George Brown Convention
Center, Houston. Information: (512) 322-9944.
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Oct. 3-6—Vitai Communications presents
"Sportet 1991.” International Sports Television
Market and the Golden Podium awards. Loews
Hotel, Monte Carlo. Information: (201) 869-
4022,

Oct. 3-6—Sociery of Broadeast Engineers Sixth
national convention, in conjunction with Texas
Association of Broadcasters. George R. Brown
Convention Center. Houston. Information:
{800) 225-8183.

® Oct. 4—Deadline for entries in the 1991 New
TV Awards and The CNTV Consulting Awards
sponsored by The Center for New Television.
Information: (312) 951-6868.

Oct. 4-5—Radio Advertising Burean radio sales
university. Holiday Inn (Pacific Highway
South). Seattle. Information: (212) 254-4800.

Oct. 4-6Oregon Associntion of Broadcasiers
annual fall conference. Inn of the Seventh
Mountain, Ore.

Oct. 6-8—"100 Plus,” exchange meeting for
small-market TV executives sponsored by Na-
tional Association of Broadcasters. Hyatt Regen-
cy Capitol Hill, Washington. Information: Caro-
lyn Wilkins, (202) 429-5366

Oct. 6-8—Nevada Broadcasters Association an-
nual convention. Reno, Nev.

® Oct. 6-10—The First World Communications
Summit. an annual communications event
sponsored by International Advertising Associa-
tion. Centre Le Regent, Crans-Montana, Swit-
zerland. Information: Jean-Jacques Vellino,
(41-22) 788-1670/1672.

Oct. 6-11—"Ethical decisionmaking/broad-
cast." seminar for broadcast journalists spon-

sored Dy The Poyater Institure. POynter Institute,
St. Petersburg, Fla. Information: Lesly Stevens.
(813) 821-9494.

Oct. 7-8—The Washington Journalism Center
and The Freedom Forum Conference. Theme:
"Rights in Conflict: Privacy, Free Speech and a
Free Press.” Arlington, Va. Information: (202)
337-3603.

® Oct. 8—"Research: Can Crealive People
Turn This Old Enemy Into a New Ally?" seminar
sponsored by American Association of Advertis-
ing Agencies, New York council. Speakers in-
clude: Joel Hochberg, president of domestic
marketing, Twentieth Century Fox, and Jamie
Kellner, presidentyCOQ of Fox Broadcasting.
New York Helmsley, New York. Information:
Michael Seymour, (212) 682-2500.

Oct. 8—Chapter Idea Exchange luncheons
sponsored by Women In Cable. Michigan and
Northwest Olio chapters. Detroit, Grand Rapids
and Lansing. Mich. Information: Victoria Mil-
ner, (616) 247-0575.

Oct. 8-10—Mid-America Cable TV Association
34th annual meeting. Kansas City, Mo. Infor-
mation: (913) 841-9241.

® Oct. 9—National Academy of Television Aris
and Sciences. New York chapter. drop-in lun-
cheon. Speaker: William G. Moll, president and
general manager, WNBC-TV New York. Copa-
cabana, New York. Information: (212) 786-
5050.

Oct. 9 International Radio and Television Soci-
ery foundation dinner. Panel moderated by for-
mer CBS News president, Fred Friendly. Pan-
elists include: Peter Amett. CNN; Frank Biondi,
Jr.. Viacom International; Richard Harris,

Group W Radio; Gerald Levin, Time Warner
Inc.; Johnathan Rodgers, CBS Television Sta-
tions. Thomas Rogers, NBC Cable; Stephen
Weiswasser, Capital Cities/ABC, Inc. The Pla-
za Hotel, New York. tnformation: {212) 867-
6650.

Oct. 10-11—Arizona Broadcasters Association
annual convention. The Pointe at Tapatio Cliffs.
Phoenix.

Oct. 10-12—Minnesota Broadcasters Associarion
fall convention. Holiday Inn, Austin, Minn. Infor-
mation: Tascha Renken, (612) 926-8123.

Oct. 10-14-MIPCOM '9!, international film
and program market for TV, video. cable and
satellite. Palais des Festivals, Cannes. France.
(212) 750-8899.

Oct. 11-12—Radio Advertising Bureau radio
sales university. Ramada Airport Hotel, Tam-
pa. Fla. Information: (212) 254-4800.

Oct. 11-13—Women In Communications, Inc. na-
tional professional conference. Hyatt Regency,
Atlanta. Information: {703) 528-4200.

Oct. 12—Women in Communications presenta-
tion of Clarion Awards, recognizing excellence
in communications. Atlanta. Information: (703}
528-4200.

Oct. 15—Advanced sales seminar sponsored
by New Jersev Broadcasters Association. Ramada
Inn, Route One. South Princeton, N.J. informa-
tion: (609) 799-4169.

Oct. 15—"The Road to Resuits,” affiliate ad
sales workshop sponsored by MTV Network.
Houston. Information: Spencer Grimes, (212)
258-8434.

XEROX

You can’'t Xerox
a Xerox
ONn a Xerox.

But we don’t mind at all if you copy a copy on a Xerox copier.
In fact, we prefer it. Because the Xerox trademark should
only identify products made by us. Like Xerox copiers and

Xerox printing systems.

asking for.

Of course, helping us protect our trademark also helps
you. Because you’ll continue to get what you’re actually

And not an inferior copy.

As a trademark, the term Xerox should always be used as

an adjective, followed by a noun. And it's never used as a verb.

© 1991 XEROX CORPORATION. XEROX® is a trademark of XEROX CORPORATION.
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Oct. 15-16—8roadcast Cable Credit Association
26th credit and collection seminar. Palmer
House. Chicago. Information: (708) 296-0200.

8 Oct. 16—National Academy of Television Arts
and Sciences, New York chapter. drop-in lun-
cheon. Speaker: David Kenin, executive vice
president, USA Network. Copacabana, New
York, Information: (212) 786-5050.

Oct. 16—"The Road to Results,” affiliate ad
sales workshop sponsored by MTV Network.
San Antonio, Tex. Information. Spencer
Grimes. (212} 258-8434.

Oct. 16-17—ABroadcast Cable Financiai Manage-
men! Association and Broadcast Cable Credit As-
sociation board of directors meeting. Palmer
House, Chicago. Information (708) 296-0200

8 Oct. 16-18-—-"Management of Electromag-
netic Energy Hazards,” a three-day short
course sponsored by Rurgers University's Cook
College. Rutgers University, New Brunswick,
N.J. Information: (908) 932-9271.

Oct, 16-18-—Iudiana Broadcasters Association
fall convention. Indianapolis. Information: (317)
638-1332.

Oct. 16-20—Socien of Professional Journalists
national convention, including presentation of
Sigma Delta Chi Awards. Cleveland. Informa-
tion: (317) 653-3333.

Oct. 17—internarional Radio and Television Soci-
ery newsmaker luncheon. The Waidori-Astoria
Hotel, New York. Information: (212) 867-6650.

Oct. 17—internarional Radio and Television Soci-
ety under-30's seminar. Theme: “Freelancing
in the Communications Industry.” NBC, Mez-
zanine Level, New York. Information: (212)
867-6650

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.

—_———

Oct. 17—"The Road ‘0 Results,” affiiate ad
sales workshop sponsored by MTV Network.
Dallas. Information: Spencer Grimes. (212)
258-8434.

Oct. 17-18--Alaska Broadcasters Association an-
nual convention. Tower Hyannis, Hyannis,
Mass.

Oct. 17-18—C-SPAN invitational seminar. C-
SPAN. Washington. Information: (202) 626-
4853.

Oct. 17-19—National Religious Broadeasters
Eastern regional convention. Sandy Cove's
Chesapeake Lodge, North East, Md. Informa-
tion: Steve Cross, (703) 534-2000, or Dave
Eshleman, (703) 896-8933.

Oct, 17-20—Minnesota Broadcasters Association
42nd annual fall convention. Austin, Minn.

# Oct. 17-20—Sixth International Audio, Video,
Broadcasting and Telecommunicatons show
sponsored by ASSOEXPO. Milan. Information:
(02) 4815541,

8 Oct. 18—Minnesota Association of Cable Tele-
vision Administrators seventh annual mini-con-
lerence. Holiday Inn, Burnsville, Minnesota. In-
formation: Linda Magee, (612) 782-2812.

u Oct. 18-20—Massachusetts Broudcasters Asso-
ciation annual meeting New Seabury Resort
and Hotel, Cape Cod, Mass. Information: Rob-
ert S. Mehrman, (508) 921-6400.

Oct. 20-22—North  Carolina  Association of
Broadcasters annual convention, Pinehurst Ho-
tel and Country Club. Pinehurst, N.C. Informa-
tion: Kelly Edwards, (919) 821-7300.

» Oct. 22—"Business Eliguette and Safety.”
seminar sponsored by Womern In Cable Chicago
chapter. Information: Julie Johnson, (708) 524-
9455,

Oct. 22-23 Occupational Health and Safety
Act compliance seminar sponsored by Narion-
al Cable Television Institute. Miami. Information:
(303) 761-8554.

Oct. 22-23—Ohio Association of Broadcasters fall
convention. Marriott Inn North, Cotumbus.
Ohio. Information: (614) 228-4052.

8 Oct. 23—National Academy of Television Arts
and Sciences, New York chaper, drop-in lun-
cheon. Speakers: Phil Donahue and Viadimir
Posner. Copacabana. New York. Information:
(212) 786-5050.

Oct, 23—John Bayliss Broadcast Foundation an-
nual media roast. Roastee: Robert F.X. Siller-
man, Sillerman Cos. Plaza Hotel, New York.
Information: Kit Hunter Franke, (408) 624-
1536.

Oct. 23-25— Kansas Association of Broadcasters
annual convention. Hilton East, Wichita, Kan.
Information: Harriet Lange, (913) 235-1307.

Oct. 24-28——Friends of Old-Time Rudio 16th an-
nual convention. Holiday Inn-North, Newark,
N.J. Information: Jay Hickerson, (203) 248-
2887.

Oct. 25-26—Missouri Broudcasters Association
tall meeting/seminars. Holiday Inn Executive
Center, Columbia, Mo. Information: (314} 636-
6692.

® Oct. 25-27—"U).S.-Mexican Free Trade: Co-
operation and Competition,” conference for
journalists sponsored by Foundation for Ameri-
can Communications. The Ford Foundation and
The Los Angeles Times. Ramada Renaissance
Hotel, Long Beach, Calif. Information: (213)
851-7372.

Oct. 25-27—illinois Broadcasters Association an-
nual fall convention. Fairmont Hotel, Chicago.
Information: (217) 753-2636.
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OPEN MIKE

POINT OF VIEW ON P.O.V.

EDITOR: BROADCASTING makes some
striking points in its article about the
P.0.V. film, **Stop the Church," being
pulled from the PBS schedule.

Tom DiMaria, who distributed both
**Stop the Church’’ and “Tongues Un-
tied,”’ laments that PBS stations' reac-
tion to these programs will make pro-
ducers think twice about offering them.
Thinking twice about thrusting these
programs down the throats of PBS mem-
ber-stations would not be a bad idea.
Many do not appreciate his *‘in your
face’ cavalier attitude in offering these
programs, and then making the stations
the villains in choosing not to air them.

John Grant of PBS speaks for the vast
majority of stations when he states that
PBS should not be an open conduit for
whatever program comes. PBS program
executives need not apologize for exer-
cising precisely the kind of judgment

that stations want.

I have the highest regard for Dave
Davis, president and CEQ of P.O.V.
His empathy for our local station dilem-
ma in pulling **Stop the Church’’ in the
immediate aftermath of ‘‘Tongues Un-
tied’’ is appreciated by most PBS man-
agers. His decision to override his exec-
utive producer was a courageous and
correct one.—Sheldon Siegel, president,
noncommercial WLVIT(TV) Allentown,
Pa.

TELCO WARNING

EDITOR: 1 feel compelled to respond to
your Aug. 5 article, ““RBOC’s an ad
threat?” Not a threat? RBOC's not cut-
ting into the advertising revenue? Are
you serious? The phone company has
been taking billions of advertising dol-
lars out of the local market for the past
100 years. They've been locking that
money up in a book called **The Yellow

Pages.” According to McCann Erikson,
**The Yellow Pages™ take as much local
revenue out of the local market as televi-
sion.

Not to consider RBOC’s (regional
Bell operating companies) a threat is
simply foolhardy. Our company has
helped broadcasters take millions of dol-
lars from the phone book. Because of
this, we know the phone company has
always been a major competitor and they
always will be. Don’t underestimate
them.-—~Don Benton, president, Nation-
al Advertising Consultants, Vancouver,
Wash.

NOTGNIHSAW MORF WEIV

EDITOR: Regarding your reversed photo
of Washington on page 14 of the Sept. 2
issue: If your point is that everything is
backward in Washington, put it on the
editorial page.—~Roy R. Russo, Cohn
and Marks, Washington.

Talk Facts

Over 80,000 US. Army Reservists have

Army Reserve soldiers—along with their families, friends

J R el served or are servingin support of Operation and neighbors—live and work in your market area. Your
Desert Storm. audience wants to know the facts.
Thesreperibriig il cbsiombatin A complete series of video and audio PSAs and news [
Fﬂf_'[: the United States and overseas. releases, short subjects and even fulldength, halfhour pro-
gramming on the Army Reserve is available free to media
outlets. These products highlight the skill and training of
F’dEl': ;}Li/t:ﬁs‘":g;;ﬁ;\:& attl:cilsaer:t:i; ‘::g,OUl‘ Army Reserve soldiers and their unique contribution te

our changing national defense.

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

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

Suppott.

(Please Print or Type)

1 am interested in receiving copies of the following: (Name)

[ Video News Releases  [] Radio PSAs {Station/Company)
Add

[J Radio News Releases ] Video Short Subjects ftesd - =
(State) {Zip)

D Y/ St D g:gg: al:tl:i[;{;ur {Daytime Phone Number}
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“With the help of these
3 TV Log lines...

* New All-Star Special
BOB HOPE & FRIENDS
...Making New Memories

and a star-studded cast,
my special will be a hit!”

Hope Enterprises
Burbank, CA-

Once again we're using TV Log to invite
viewers to my first special of my 42nd
Television Season with NBC, Septem-
ber 12th from 9:30 to 11 p.m. (EST)

Join me, Roseanne and Tom Amoid,
Garth Brooks, Dorothy Lamour, Angela
Lansbury, Burt Reynolds, Debbie
Reynolds, Jane Russeli, Special Sports
Notables, and the 1991 “Deb Stars of
the Future.”

TV Log has always been an affordable
way to reach potential viewers at the
right time and in the right place-the TV
Listings.

No matter what type of program you're
promoting, TV Log can find the audi-
ence you need. Where there’s Hope,
there's TV Log.

TV

A division of
Tribune Media Services
The right time
The right place
The right audience

—

The newspaper “bold face”
ad network in the top TV markets

1-800-223-1936
FAX: 212-687-0669
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s the National Association of

Broadcasters’ Radio 1991 Con-

vention opens in San Francisco
this week, broadcasters who typically
are optimistic about radio are finding
themselves hard-pressed (o find a silver
lining.

In the first half of 1991 the total dollar
value of radio station sales has dropped
65% from the same period in 1990; radio
revenues are down about 4% compared
with this same time last year, and an
NAB study shows that more than half of
all U.S. radio stations are losing money
(BROADCASTING, Aug. 26).

Nevertheless, from the financiers of
radio comes good, as well as bad, news.
The good news is that, despite soft oper-
ating results for the rest of 1991, there is
little in those results suggesting that ra-
dio is anything but a fundamentally good
business. The bad news is that for a
number of reasons, some extraneous 10
the radio business, financing will contin-
ue to be difficult, especially in smaller
markets.

The oft-repeated view that radio is a
management-intensive business is even
more true now that revenue growth is
slow, said Jill Greenthal, managing di-
rector at Lehman Brothers. She noted
that good management has been crucial
in growing cash flow on flat revenue.

Not all bankers and investment bank-
ers see the industry’s current problems
as only cyclical, Cabel Williams, senior
vice president of Allied Capital, said the
industry still suffers from too many ra-
dio stations: ‘‘The 80-90 docket has
proved a disaster, and I think even the
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: GOOD NEW
AND THE BAD
FOR RADIO /91 /-

Survival has proved viability, but experts
predict slow return of ad revenue and lender cash

oy

i

~

FCC commissioners arc finally begin-
ning to realize that. It doesn’t help the

| public 10 have radio stations that are

financially distressed."”

One proposal that Williams favors
would allow the same owner to have two
FM stations in the same market. He is
less enthusiastic about the trend of time
brokerage and leasing. The commission,
Williams said, is in favor of having such

““Broadcasters l
have had a
miserable year,
and they’ve been
roughed up, but |
they have more
power than they
thought they did.”’

— Gary Stevens

|

arrangements easily cancelable by either
party: ‘*That could leave me with a dark
station, and that is heartburn."’

One big problem for radio operators is
banker reluctance to finance and refi-
nance stations. Ironically, this is said to
be especially true in smaller markets,
where such loans should be exempt from
the $20 million hurdle above which
loans can be stigmatized as highly lever-

U OB 1600
“f!( 08
£
/._‘ —
oW .

aged transactions (HL.T) by banking reg-
ulations.

Those commenting said last week that
causes of the slowdown in bank financ-
ing are many, including the fact that
banks’ radio specialists are overextended
working out existing “'sick’’ loans and
do not have time for new loans.

For alternative senior lenders such as
commercial credit companies, the
banks’ abscnce is mixed news. Said
Matt Breyne, vice president of Grey-
hound Financial Corp.: **Obviously we
are seeing better credits than we would
normally see. But if there is not enough
liquidity in the market, it is harder for us
to distance ourselves from existing bor-
rowers whom we might not want in our
portfolio any longer.”’

The near-term outlook is again one of
good news and bad news. Said
Greenthal: *‘When the economy turns
around we will see prices take off. Right
now is as opportune a time to buy a
radio station as | can remember.”’ But,
noted Breyne, capital reserve require-
ments impact lenders’ income state-
ments in such a way that it is more
advantageous to make loans next, rather
than this, year.

The outlook from the operator side
seems to be that if a silver lining can be
found, perhaps it is in the notion that
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things can’t get much worse. Many bro-
kers and broadcasters believe that station
prices have just about hit bottom, and
the introduction of new marketplace eg-
uity might send a signal to the banks that
it’s okay to enter radio again.
Additionally, some radio markets are
beginning to show early signs of recov-
ery. While revenues have yet to rebound
to levels requiring black ink, local sales
are beginning to turn around and are
offsetting laggard national figures. Ac-
cording to several group operators, re-

radio’s future. ‘‘The radio industry is
suffering through a recession and is slow
right now, but the industry itself has not
changed at all. In fact, radio is hardly
feeling the economic downturn com-
pared to other media, and we’re expect-
ing quite a turnaround in "92. Values are
going to begin to creep back up, and
some of the banks will start to re-enter
the picture.”’

Low station prices and re-entry of
banks are needed in order to kick-start a
stalled trading arena, which in the long

Matt Breyne

tailers who have been reticent to adver-
tise are beginning to sec increased
consumer activity trickle down to radio.

While advertising media often are the
last to see the end of an economic down-
turn, the ripple shows signs of begin-
ning, said Fuller-Jeffrey Broadcasting
President Bob Fuller. “‘In broadcasting
and other businesses, a lot of properties
that were over-leveraged have been
shaken out,”’ he noted. **Also, this busi-
ness is cyclical, and after the '80s we
were due for a shakeout. Now business
seems to be building up again, and the
future for radio is outstanding.”’

““In some of our markets, sales are
starting to track ahead of last year,”
observed Gary Edens, president of
Edens Broadcasting in Phoenix. ‘‘But
that’s not enough.’’ Edens claimed that
improved revenues alone won’t be
enough to rescue radio from the gravity
of the recession. Increasingly, “‘stations
that win are those that are driven by
operators who can run successful broad-
cast stations. It’s more important than
ever to have good operators.”’

The $29.75 million purchase by Lega-
¢y Broadcast Partners from JACOR of
wMIItFM) Cleveland and WYHY(FM)
Nashville tallied as the largest dollar
transaction in the last 12 months.

**If this was the largest deal of the last
year, it’s a sad commentary for the radio
industry—but an even sadder commen-
tary on banking,”’ noted Legacy Broad-
casting President Carl Hirsch, who told
BROADCASTING he still is bullish about

Gary Edens

Marc Hand

run will greatly benefit radio investors
currently sitting on equity but unable to
find lending, Hirsch said. ‘*When some
of these properties turn over, we’re go-
ing to see a predator’s ball, with tremen-
dous opportunities for people who really
understand what’s going on,”” Hirsch
said, projecting that station values “‘will
get back to 11-12 [times cash flow] in
the good markets—very slowly.”’

The current downturn is an evil neces-
sary to correct the market excesses of the
late 1980’s, according to Questcom bro-
ker Marc Hand, who believes that cur-
rent prices ‘‘don’t necessarily foreshad-
ow the collapse of the radio station
marketplace.’” In fact, he said, ‘‘people
in any market can have short memories,
and for all we know there may be some
new ‘greater fools’ out there five years
from now. Right now a lot of experi-
enced people see this as an opportune
time to get into radio, which eventually
could attract people who are willing to
pay higher prices.”’

Hand said that before multiples can go
up again, the banking industry must face
its own problems, which should keep
prices at current levels for the next year
or more. That means a lot of stations
will sit dead in the water, with prices set
more by the existing debt structure or
what a seller is willing to carry in terms
of financing and buyer equity and oper-
ating capital, Hand explained.

A year ago defaulting broadcasters
were worried that the banks would move
to restructure or foreclose, thus wiping

Gary Stevens

out many owners and flooding the mar-
ketplace with cheap properties. This sce-
nario never came to pass, said broker
Gary Stevens, because banks belatedly
discovered that their collateral (the li-
cense) wasn’t quite what they thought it
was and because many owners exhibited
willingness to negotiate an arrangement
with the banks.

‘‘Broadcasters have had a miserable
year and they’ve been roughed up, but
they have more power than they thought
they did,”’ Stevens explained.

Dick Blackburn

Still, radio broadcasters who expect
revenues to quickly rebound when the
recession ends aren’t seeing the entire
advertising picture, said Star Media’s
Paul Leonard. ‘‘If things start looking
better, consumers aren’t suddenly going
to run out and buy new cars and go on
trips; they’re going to start paying off
the debt they accrued over the last
year,”” he observed. ““A lot of retailers
who cut their spending on radio in 1991
aren’t necessarily going to rebound next
year to their pre-recession levels.”

Just how long the trading floor re-
mains status quo will be answered by the
banks, Leonard said. ‘‘The banks are
going to have to decide how they're
going to ride with nonperforming loans,
and what sort of discounts they can ab-
sorb on what kind of time schedule,”” he
said. ‘‘And that’s going to be a slow
process. The banks won’t want to take
all their medicine at once, and the own-
ers will continue to try to stall them.”

Some operators who did weather the
banks’ pressure have come out healthier
than was predicted 12 months ago, said
Blackburn & Associates’ Richard Black-
burn. “‘A lot of people have reached
accommodations with the banks, they
have sold stations and they have put
themselves in a position to take advan-
tage of the current situation.’” Blackburn
is optimistic that strategic planning is the
greatest asset some of these operators
possess, and said that those who take
advantage of it are those who will pull
through. -REB,GFLC
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THE NEW AM: FCC PAVING WAY FOR BETTER SOUND

Band expansion designed to create new block of high-fidelity stations,
improve sound on conventional band

ithin a few years, buyers of
new AM-FM radios will have
a couple of surprises awaiting

them when they first switch to AM.

They’ll discover the radios go well
beyond 1600 khz—all the way to 1700
khz—and they’ll find the stations in the
new band deliver cleaner, brighter stereo
sound—not FM, but not what they have
come to expect from AM either.

The FCC will be planting the sur-
prises later this month when it adopts
rules for use of the so-called expanded
AM band—100 extra kilohertz of spec-
trum tacked on the high end of the exist-
ing 535 khz-1605 khz band.

The band comprises 10 channels, or
room for between 200 and 250 stations
scattered around the country. Operating
in a band governed by strict new inter-
ference and spacing standards with 10
kilowatts of daytime power and one
kilowatt at night, the stations will be
able to boom interference-free signals
over thousands of square miles day and
night.

Another thing the owners of the new
radios may notice is the stations in the
new AM band are the same as some of

those in the existing band.

The FCC intends to use the expanded
band as part of a multifaceted effort to
reverse the downward trend of AM ra-

Under FCC proposal, more than 200 AM stations would move from their current positions on
the dial to new channels in the “expanded” AM band (1605 khz to 1705 khz), relieving some
of the congestion and interference that plagues the existing 535 khz to 1605 khz band and
has contributed to the medium’s decline. The proposal and several others aimed at bridging

dio. Rather than making the new broad-
cast channels available to the public as it
has traditionally done, the FCC is plan-
ning to reserve the new channels for
existing stations.

The FCC’s hope is that 200-250 sta-
tions of the 5,000 existing stations will
migrate to the expanded band, relieving
some of the congestion that has plagued
the existing band with interference and
driven listeners to the FM band.

Stations that accept the FCC invita-
tion to move into the upper band will be
allowed to simulcast for several years on
their old and new channels until the uni-
verse of expanded-band AM radios can
support expanded-band stations.

The FCC plans to give first dibs on
the expanded-band channels to those sta-
tions that cause the most interference. It
is the agency’s way of assuring the most
bang for its buck.

So in the end, according to the FCC’s
thinking, the expanded band will pro-
mote AM not only by creating a new
breed of powerful interference-free sta-

the quality gap between AM and FM are set for Sept. 26 vote.

tions, but also by contributing to the
long-overdue cleanup of the existing
band.

“‘Overall, we are trying to look not
too many years down the road and see
dramatically improved AM radio ser-
vice—one where stations have enough
coverage to rival FM, where every sta-
tion can operate 24 hours a day and
where stations are less susceptible to in-
terference,’’ said FCC Chairman Alfred
Sikes, a one-time owner of AM stations.

AM is in trouble, Sikes said, citing
the National Association of Broadcast-
ers’ report showing between 50% and
75% of all radio stations in the red.
““AM’s attenuation will continue, and
there won’t be much AM service if the
FCC fails to act boldly at this juncture,”’
Sikes said.

Sikes defends the plan to reserve the
new channels for existing broadcasters,
even though it seems to conflict with the
FCC’s bedrock goal of promoting diver-

sity in broadcasting.

““The FCC has helped create over the
years a huge quantity of radio stations,”’
he said. ‘‘So we have a surplus of quan-
titative diversity. But I don’t think you
can be unmindful of qualitative diversi-
ty, and that’s what this particular pro-
ceeding addresses. Do we want 5,000
interference-prone stations, the bulk of
which are financially weak?’’ he asked.
*‘If you do, it seems to me you are not
interested in the public interest.”’

Besides, Sikes added, AM stations
are not a rare commodity. ‘‘There are no
lack of bankrupt AM stations these
days,’’ he said. ‘‘Anybody who wants to
get an AM station, give us a holler and
we'll give him a list.”

The broadcasting industry is apprecia-
tive of the FCC intention, but recognizes
that moving 5% of the stations out of the
existing band would not have a major
impact. ‘“‘It’s a help,”” said Michael
Rau, science vice president, science and
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technology, National Association of
Broadcasters. ‘‘But it would be a mis-
take to think that moving 250 stations
will be the salvation of AM. It’s not
going to create an interference-free
band.”’

Other proposals in the FCC’s AM im-
provement plan slated for action on
Sept. 26:

® Relax the duopoly rules to allow
common ownership of two AM’s in a
market, if the broadcaster agrees to re-
duce interference caused by either of the
stations.

® Mandate AM stereo in the expanded
band or award preferences to expanded-
band applicants that pledge to go stereo.
(Sikes said the FCC will probably
choose the preference option.)

B Award tax certificates to AM sta-
tions that receive money for agreeing
with other stations to go dark or to re-
duce interference. The certificate allows
the holder to defer taxes.

The FCC had also propesed reimpos-
ing the ban against AM-FM simulcast-
ing in the same market. Sikes is a propo-
nent, believing it is better that AM
stations go off the air and reduce conges-
tion than duplicate the programing of an
FM in the same market. The proposal’s
fate is uncertain. Two other commis-
sioners have indicated they oppose it.

At one time, AM could hold its own
as an audio service. But over the years,

it has deteriorated as the FCC shoe-
horned in more and more stations. With
each new station, interference within the
band increased until it was tough for a
listener to tune in to a station without
being bombarded with noise from other
stations.

To cope with the overcrowded state of
the medium, manufacturers increased
the selectivity of radios. That helped
limit the interference, but it also de-
stroyed the fidelity, and the quality gap
between AM and FM tummed into a
chasm.

The broadcasting indusiry is, on the
whole, excited by the FCC’s latest AM
improvement package. By using the ex-
panded band to relieve congestion in the
existing band, they say, the FCC pro-
posal will not only contribute to better
AM service, but also foreclose what
they feared the most when the expanded
band first became available for domestic
use last year: more competition.

*“If the FCC can weed out the existing
band, it should greatly reduce the inter-
ference problem, especially with regard
to adjacent channel interference,”’ said
Ted Snider, owner of KARN(AM) Little
Rock, Ark.

That the new band will not be opened
for new stations is the ‘‘most encourag-
ing part of the whole proceeding,’’ said
Art Suberbielle, president and general
manager of KANE(aM) New Iberia, La.

How willing stations will be to mi-
grate to the upper band is unclear. Rusty
Shaffer, general manger of KBOL(AM)
Boulder, Colo., said it is a tough deci-
sion. Much will depend on how much
time the FCC grants for the transitional
simulcast period, he said. Given the
dearth of expanded-band radios in use
today, he said, the more time, the better.

Snider said he is eager to make the
move. ‘It could sound very good,”” he
said. ‘It will be clean and clear and
everybody will have stereo.”

Because of the band’s higher frequen-
cy, the stations will have ‘‘somewhat
less coverage, but 10 kw of power
should be sufficient to cover most mar-
kets with a quality signal.”’

Suberbielle said he will be staying put
due mostly to the cost involved in build-
ing and running two transmission sys-
tems during the simulcast period. ‘‘We
are comfortable taking what interference
we get now, but hope some of it moves
to the expanded band,’’ he said.

The FCC admits it erred in allowing
too many stations into the AM band and
hopes it can compensate to some extent
with the expanded-band plan. ‘““You
could probably get a good debate going
on whether this is too late,”’ said Sikes.
*“But [ hope it’s not too little. I hope
what we do is sufficiently bold that we
increase at least the potential for a strong
AM service.”’ -

ABC AND ESPN TO LAUNCH ESPN RADIO NETWORK

Half of top-50 markets signed on, but some doubt national sports news approach

BC Radio Networks and all-

sports cable television service

ESPN will launch a jointly man-
aged sports news radio network in Janu-
ary 1992,

According to John Walsh, executive
editor for ESPN, the ESPN Radio Net-
work will consist of 16 weekend hours
of original programing designed for.ra-
dio. Using on-air personnel separate
from ESPN’s television staff, the net-
work will broadcast Saturdays and Sun-
days from 6 p.m. to | a.m. Programing
will include sports news, game reports,
guest interviews and features excerpted
from ESPN’s cable service.

*‘Our hope is that we can put a quality
product on the air,”’ said Walsh.

ESPN Radio Network has no immedi-
ate plans to acquire rights to sports
events. The network will be given a trial
run of unspecified length, according to
Walsh. Nor is the network looking to

expand to a 24-hour-a-day, seven-day-a-
week schedule. ‘“We perceive there to
be a need for weekend sports program-
ing, and we are attempting to take ad-
vantage of that,”” Walsh said.

ESPN Radio Network will be co-man-
aged by Walsh and Shelby Whitfield,
executive producer and director, ABC
Sports. According to the terms of the
arrangement, ESPN will be providing
the programing and ABC will handle the
sales and affiliate recruiting.

Whitfield believes that the program-
ing is an ideal match for many AM
stations. It can be used by all-sports or
by those stations trying to program
against an all-sports station. ‘‘Any
sports fan in the country wants to listen
to national sports news as well,”’ said
Whitfield. The network will be distribut-
ed via satellite and has already signed 25
affiliates in the top-50 markets. ABC
expects to have 200 affiliates signed by

January.

But they may have trouble signing
some of the better known all-sports sta-
tions. Tom Bigby, station manager, wip-
(AM) Philadelphia, is convinced that if it
is not local sports programing, it will not
work. ‘“What makes us successful is the
game behind the game,”’ said Bigby,
“‘the local personalities behind the
sports—the entertainment.’’

Bigby said there will always be a mar-
ket for sports programing, but stresses
the need for localism. *‘If you do sports
in an entertaining manner, there can
never be too much. If you are trying to
appeal to men, what else is there?”’

Joel Hollander, station manager,
WFAN(AM) New York, agrees with
Bigby. ““Our programing is a localized
sell and listen,”’ he said. ‘‘People in
New York want to hear New York
sports. People in Oregon don’t care
about the Yankees.”’ <
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RADIO STATION VALUES CONTINUE GROWTH

NAB-sponsored study shows 7.7% annual increase; FM stations appreciate
at rate more than twice that of AM

adio stations have continued to

be sold for higher prices during

a two-and-a-half-year period
ending this past June, according to a
study being released this week. The
study, available from the National As-
sociation of Broadcasters in Washing-
ton, showed that radio station values
grew by a mean average annual gain of
7.7%, based on the difference between
their initial purchase price and their
resale price. The reported appreciation
of FM stations was more than twice
that of AM stations.

Said David Schutz, a partner in Hoff-
man-Schutz, a New York-based finan-
cial firm, who authored the study, *‘De-
spite the pessimism, people are
continuing to sell radio properties at net

gains.”” Schutz added that the real annu- |

al return on investment realized by sta-
tion owners would be much higher than
the annual value appreciation because of
the beneficial effect of leverage and be-
cause of tax benefits. Such real gains, he
estimated, might approximate 20% per
annum,

AM Only
Resold ot higher price 35
Resold af lower price 7
Resold ot same price 1
{m:;:;}' iinlt 1.0%
Median annual
{roumpounded) change 4.0%

Lavrm: Wotianal Assadofian ol Brmadimster;

Mark Fratrick, senior vice president,
NAB, said that gains among regions
over the two-and-a-half-year period indi-
cate strong appreciation in the Southeast
and mid-Atlantic, with growth in the
Pacific and Midwest also. New En-
gland, said Fratrick, had a small appre-
ciation, while the Mountain states
showed depreciation in value. Apprecia-
tion percentages were also reported by

market size, with medium-size markets

FM Only AM/FM Al Stat.

68 a7 190

26 16 94

4 Ll 9

10.3% B.7% 1.1%

9.4% B.5% 6.4%
apparently showing greater annual

gains.

Unlike a similar survey released last
year, the most recent study eliminated
station transactions of less than
$500,000, or $250,000 in unrated mar-
kets, restrictions that reduced particular-
ly the sample of AM stations. Also,
those stations held for more than 12
years were not included ‘‘due to data
availability.”’ ~cF

WHAT (BS 1S BUYING

Six weeks ago, CBS’s purchase of Midwest Communica-
tions was announced as a happy marriage of two compa-
nies with long-standing ties. But the $195-million-plus trans-
action is also possibly a time-sensitive deal, which Midwest
raced to complete before a bank ultimatum resulted in fore-
closure on the company. Furthermore, Midwest Chief Exec-
utive Officer James Rupp tried to block the sale just prior to
the announcement.

Based on a Midwest proxy statement, BROADCASTING
estimates that the multiple CBS will pay for the two TV
stations, two satellite TV's, AM-FM radio and cable opera-
tions is 7.8 times fiscal 1990 cash flow of $24.9 million, on
revenue of $86.7 million.

But the true “*multiple of cash flow’’ that observers use to
evaluate the industry’s perceived prospects is more complex.
For one thing, the $195-million price, according to the
proxy, is subject to adjustment for net liabilities and does not
include roughly $15 million in transaction fees and costs of
refinancing Midwest's existing debt. Those costs will be
bome by CBS.

More positive for CBS, operating cash flow is up substan-
tially for the first nine months of the fiscal year, which ends
Sept. 30, if one excludes a sudden decrease in certain non-
cash expenses. The improved performance so far this year,
despite a slight revenue decline, is due to lower advertising
expenses for WCCO:AM-TV and the layoff of staff at Midwest
Cable & Satellite (MWCS). Furthermore, the revenue de-
cline, blamed in part on the Minnesota Twins’ last-place

divisional finish in 1990, should improve with the Twin’s
first-place standing to-date this season.

Midwest’s Rupp cast the sole vote against the merger both
because he objected that MWCS was not spun off directly to
shareholders or sold to a shareholder group interested in
buying the regional sports channel and related operations.
Rupp also objected that the formula that will eventually
calculate how many CBS shares are to be given to Midwest
owners—perhaps roughly $37 million worth after assuming
existing Midwest liabilities—guarantees CBS that its stock
will be valued at at least $160 per share, even if trading for
less. Last Friday, CBS stock was $156 per share.

Both parties to the agreement are hoping the closing, or at
least the shareholder vote approving the transaction, takes
place before 1992. According to the Midwest proxy, the
power to approve a sale of Midwest changes substantially
after January 1992. The voting trust that controls a majority
of the company’s voting power is set to expire on Jan. 14,
1992—although the trustees indicate that if the vote is taken
before then, they intend to pass through the voting rights to
beneficiaries anyway. A second trust, holding roughty one-
quarter of the voting power, expires on the death of the last
surviving of 34 named individuals, who is now 93 years old.
Furthermore, two other classes of stock that currently have
limited voting rights will probably gain full voting rights
after Jan. 1, 1992, a change triggered because of the compa-
ny's failure to pay dividends for seven consecutive fiscal
years.
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SYNDICATION
1991-92:
LEANER, BUT
MEANER?

he field of new adult first-run pro-

graming—totaling approximately

30 programs (12 strips and 19
weeklies}—may be leaner this season,
but several talk and reality-based pro-
grams premiering over the next two
weeks are considered by industry watch-
ers the strongest candidates so far to test
the strength of long-running incumbent
syndicated programing. And out of the
seven off-network programs entering
syndication, station programers and rat-
ing researchers are eagerly awaiting the
ratings Columbia Pictures Television’s
off-Fox sitcom Married...with Children
will post in 6-8 p.m. access time peri-
ods, exempt from the Prime Time Ac-
cess Rule (PTAR) in the top, 50 mar-
kets.

Word from Janeen Bjork, vice presi-
dent and director of programing at New
York-based rep firm Seltel, is for sta-
tions not to expect a ‘‘quick fix'" on the
early ratings for three new hour-long
talk strips, The Maury Povich Show
(from Paramount), Jenny Jones (Warner
Bros.) and The Chuck Woolery Show
(Group W Productions). Bjork said it
has taken talk shows such as Live with
Regis & Kathie Lee (Buena Vista) and
Sally Jessy Raphael (Multimedia) two to
three years to build audience loyalty.

**In previous years there has been, on
average, about 60 new first-run pro-
grams to track, so in good economic
times, it may have been the case that
syndicators flooded the market with pro-
grams that didn’t really merit entry in
the first place,”” Bjork said. *‘Because
there is less new product coming out,
this may help new programing from can-
nibalizing each other and better take on
incumbent programs like Oprah and
Donahue.”

The biggest story this season could be
Married.. . with Children, which Colum-
bia officials say is scheduled to clear in
40 prime-access time periods out of the
top-50 markets where PTAR regulations
are nullified for affiliates regarding the
airing of off-Fox programing. Bjork said
Married could surpass previous rating
highs established by The Cosby Show
(Viacom) in off-network syndication.

The chart on this page shows adult
and children’s programing premiering in
syndication this season. N

Maury Povich Show, Jenny Jones and The Chuck Woolery Show.

1991-92 SYNDICATION PREMIERE DATES
FIRST-RUN STRIPS

Condid Comera (King World) Sept. 16

Now It Con Be Tald (Tribune Ent.) Sept. 9
Russ Abbot [DLT) Now

Jenny Jones (Worner Bros.) Sept. 16

The Maury Povich Show (Paromount) Sept. 9
Dennis Miller (Tribune) Jon ‘92

Love Stories (Worner Bros.) Sept. 16

Studs (Twentieth TV) Now

The Chuck Woolery Shaw (Group W Prod.) Sept. 16
Montel Willioms (Viocom) Sept. 23 (next cydle)

Ron Reagon Show (MCA TV) Now

Overnight Television (Som/Phillips Ent.) Dec ‘91

FIRST-RUN WEEKLIES

Earth Journal (New Line) Sept. 21

First Look (TPE) Sept. 21

The Legend of Williom Tell (New Line) Sept. 16
Phil and Viad (Multimedio) Oc. 13

Studio 22 (Bloir) Sept. 16

Videofashion! (Videofashion!) Sept. 28

WARP (MTM) Sept. 14

Dangerous Women (Reg Grundy) Now

Street Justice (Connell) Sept. 16

Emergency Coll (Group W) Sept. 6
Gomepro (Sumuel Goldwyn) Sept. 28
Lightning Force (Viocom) Oct. 5

Scratch (MMI) Sept. 23

Tarzan (Worldvision) Sept. 28

The West In America (Poromount) Sept. 7
Baywatch (LBS) Sept. 30

Grudge Motch (Genesis) Sept. 6
Stuntmasters (Bloir) Sept. 23

CHILDREN’S STRIPS

Casper {Closter) Sept. 7
Jomes Bond Jr. (Closter) Sept. 30
Widget (Zodioc) Sept. 23

Dorkwing Duck (Bueno Visto) Sept. 9
Smoggies {Sachs Finley) Sept. 9

CHILDREN'S WEEKLIES

Buck O'Hare (Closter) Sept. 14

Hagppy Castle (Sachs Finley) Sept. 9

Mr. Bogus {Zodioc) Sept. 28

Saban’s Little Mermaid (Bohbot) Sept. 9
Toxic Crusaders (Sochs Finley) Now
Wide World of Kids (Goodmon) Sept. 14

CLY.DE. (Sochs Finley) Sept. 30
KTV {Goodmon) Sept. 14

Not Just News (Twentieth) Sept. 14
Space Wotch Club (JME) Sept. 30
Way Coof (Group W) Sept. 28

A Different World (Yiocom) Sept. 30
Mortied...with Children (Columbia) Sept. 16
Saved By The Bell** (Rysher) Sept. 23
Matlock (Viocom) Sept. 23 (next cycle)

Full House (Worner Bros.) Sept. 23
Munsters Today* (MCA TV) Sept. 30
Beouty & The Beost (Repbulic) Sept. 28

*Munsters Today is technicolly on off-syndicotion entry, since it had previous exposure as first-run

syndicated sitcom.

**Saved By The Bell originolly ron on NBC's Saturdoy moming kids fineup.
Source: Seltel’s Updated 1991-92 NATPE Programer.
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- TWENTIETH MAKES THE ROUNDS WITH FILM PACKAGE

Century 16 titles would be available later in the decade; Turner expresses interest

wentieth Television has begun ap-
proaching potential buyers, in-
cluding the wrBS/Tribune consor-
tium, USA Network and Chris-Craft, for
its 25-to-28-title  Century 16 movie
package. Discussions should pick up af-
ter Twentieth holds a meeting on its
sales strategy for the package later this
month (**Closed Circuit,”’ Sept. 2).
The Century 16 package, which will
not have availabilities until fate in the
decade, will likely include ‘‘Home
Alone,” *‘Sleeping with the Enemy,”
“Die Hard 1I,”" “*Edward Scissor-
hands,”” “*War of the Roses” and
“Young Guns IL.”" One source predicts
the price for Century 16 will be between
$1.7 million and $2.2 million per title.
Fox will also offer a package of 35 to
40 rerun titles, possibly to accompany
Century 16. Titles include both **French
Connection’’ films, the three “‘Omen’’
movies, ‘‘M*A*S*H,” ‘“‘Revenge of
the Nerds’” and **Silver Streak.”” In the
opinion of Bob Levi, exccutive vice
president,  program  administration,
Turner, the success of MCA/Universal’s
sale of its 35-title “*List of a Lifetime"
rerun movie package to the Tribune/
Turner consortium in January is the rea-
son Fox will bring that package out.
“That heralded the day for top quality

rerun packages to once again come into
syndication,”” said Levi.

According to a source, Twenticth is
pushing for a prior network window for
Fox Broadcasting. As a potential buyer,
Levi said he has no problem with a Fox
window, but he said he would not agree to
any basic cable network being a part of
that network window, perhaps precluding
the titles’ availability to the basic cable
network that Fox has said it might create
(BROADCASTING, June 17). According to
Preston Padden, senior vice president, af-
filiates, for Fox, a decision has not been
made as to whether Fox will create a cable
network, and is not contingent on whether
titles from the Fox library are sold. *‘l
don’t think the decision about going into
the marketplace with that package [Centu-

| ry 16] has anything to do with intemal

discussions about a basic cable channel,”
said Padden.

At lcast onc buyer in the marketplace
admits to interest in Century 16. Ac-
cording to Levi, Turner is very interest-
ed in both Century 16 and a rcrun pack-
age. A USA spokeswoman said the
network has been approached, but had
made no decision about its interest. A
source said Chris-Cratt had had some
conversations about the package.

Tumer has talked with Fox in recent

weeks, but Fox has not talked with Tri-
bune since last spring when Fox offered
the package to the consortium and then
pulled back from the sale, according to
Dennis FitzSimons, vice president and
general manager, WGN-TV. With Tribune
stations overlapping in some markets
with Fox-owned stations, ‘‘it will be in-
teresting to see if Fox will sell to a non-
Fox station in markets where there are
Fox 0&0Q’s,”’ said Levi, who added he
is not sure he would buy the package
without his consortium partners.

Padden says Twentieth takes no pref-
crence over selling to Fox stations, and
points to an affidavit submitted to the
FCC during the fin-syn hearings by Mi-
chael Lambert, Twentieth’s president of
domestic syndication. The affidavit
statcs that “‘a station’s affiliation or lack
of affiliation is never a factor in making
our licensing decisions.” What usually
happens, though, according to a source
close to Fox, is that the Fox O&QO’s get
the right of first refusal.

FitzSimons does not think Fox affili-
ates will have room for the Century 16
titles in the late 1990’s. “*If they really
have seven nights of programing by
1993 as they say, then they won’t have
room for those titles. What prime time
usage would they have?”” he asked. -som

ABC RELAXES ADVERTISING GUIDELINES

Broadcasting Sep 9 1991

BC, said to have the strictest rules of the three networks

regarding advertising content, issued new guidelines last
week that relaxed requirements for, among other things,
medical and food product advertising. While ABC said the
decision to change policy was not financially motivated,
agency executives contacted by BROADCASTING said the net-
work had the tightest regulations and is trying to compete
against the somewhat loosened rules at the other networks
and local TV stations.

Among the major changes in ABC policy—which applies
to the network, owned-stations and radio network—is a
reversal of the “‘white coat™ ban preventing doctors or actors
playing doctors from pitching products. ABC will now re-
quire proof from advertisers that the project advertised is
used and/or recommended by medical professionals. Harvey
Dzodin, vice president, ABC broadcast standards and prac-
tices, said the network had last issued guidelines five years
ago, that this is a *‘periodic update’’ and ‘*95% of the
guidelines are the same.”’

ABC will also now allow ads for children featuring celeb-
rity endorsement as long as what they are selling has nothing
o do with their profession. In other words, an athlete can
pitch food and beverage but not athletic equipment.

Other guideline changes include lifting 2 ban on food
products said to increase energy and on diet ads that feature

before-and-after pictures of people.

ABC also dropped its guidelines regarding advertising
from astrology and fortune-telling services, previously not
allowed, and loosened its beer advertising. The network will
now atlow beer to be consumed off-camera in commercials;
on-camera is still banned. Also on the consumption side, the
network will allow actors to take pills on-camera.

ABC was not only in a restriction-easing mood. Dzodin
said the network has ‘*made explicit’’ a policy of no advertis-
ing for hard-liquor-based coolers. *‘We will maintain a dis-
rinction between brewed and distilled,’’ Dzodin said.

Although advertising for horoscope and fortune-telling
services is not a big chunk of network ad revenue, ABC
News is rolling out an overnight service where such advertis-
ing is often seen.

As for the other networks, both said rules and regulations are
often updated to keep up with the times. CBS said it has
operated **for some time under advertising guidelines similar to
those reported to be proposed by ABC."” The network also said
it had advised advertisers a few years ago that it was willing to
change the ‘‘white-coat rule.”’ but *'very few advertisers have
shown an interest in a change of this policy.”

NBC, a spokesperson said, has not changed its policy
toward the *‘white-coat rule’” or off-camera drinking but has
periodically altercd other rules. -JF
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(NN, ABC WIN RACE TO GORBACHEV, YELTSIN

‘Proud moments’ only beginning of network effort to cover unfolding story; ‘What we
have to do now is a lot of traveling into the republics,” Turner says

etwork news divisions have been
relentlessly pursuing interviews
with Soviet President Mikhail
Gorbachev and Russian President Boris
Yeltsin since last month’s failed coup;
last week those efforts began to pay off.

CNN scored separate live interviews
with the leaders early in the week, and
on Thursday ABC presented a historic
late-night “‘town meeting’’ between
both leaders and studio audiences in
America and Moscow.,

For ABC News, which has had a
long-standing relationship with Soviet
broadcaster Gosteleradio, the ground-
work for their telecast had been laid for
some time. But for CNN, their inter-
views with the Soviet leaders were the
result of a lot of fast thinking by a con-
tingent to the USSR that included Tom
Johnson, CNN president; Eason Jordan,
international editor, and Stuart Loorie,
vice president for international relations.

No one was sure just what had moti-
vated the Soviet leaders to comply with
U.S. media, but CNN Executive Vice
President Ed Turmer said he suspected
they agreed to be interviewed to show
the world they had survived the disrup-
tive coup and were very much in con-
trol. “‘Both Gorbachev and Yeltsin were
impressive in their on-camera appear-
ances,” said Turner. ‘‘They seemed
clear of mind, lucid—all of the things
you expect in a leader.”’

While ABC and CNN shared the spot-
light for capturing interviews, CBS and
NBC at times appeared lost in the shuf-

fle. But it was not for lack of trying,
according to network executives,

NBC News representatives in Mos-
cow made several failed efforts to ar-
range interviews last week with Gorba-
chev and Yeltsin, according to John
Stack, NBC News foreign editor.

“Everybody has his proud mo-
ments,’” said Stack, offering 1 congratu-
latory ““hats off’” to the com yetition.

CBS News made attempts to arrange a
sit-down interview with Yeltsin last
week, but the leader’s hectic schedule
made it impossible, said Don DeCesare,
vice president of operations.

“l don’t have a strong sense of an

CNN President Tom Johnson, CNN Moscow Burecau Chief Steve Hurst and
Russian President Boris Yeltsin at Moscow’s ornate St. George's Hall.

organized agenda on their part, in terms
of interviews,”’ said DeCesare. ‘It was
more catch-as-catch-can and the person-
al relationships that had been built up
over the years.”

The networks last week did not appear
to be in any rush to scale back their
Soviet staffing as they awaited further
developments in the region. NBC, for
example, plans to maintain about 30
people in the region, up from the 22
people usually based there, said Stack.

*“The story is a long way from over,”’
said CNN’s Tumer. ‘‘What we have to
do now is a lot of traveling into the
republics.” -8

wo conservative political lobbying

groups denied a request from the
White House last week to discontinue
their co-produced TV advertisements
supporting the nomination of Judge
Clarence Thomas to the Supreme
Court. The ads drew criticism from the
administration and Democratic and Re-
publican senators for attacks on three
liberal senators.

President Bush asked the Conserva-
tive Victory Committee and Citizens
United to remove the ads, designed to
build grass-roots support for Thomas be-

i BiDeN  CRANS
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ATTACK ADS TO CONTINUE, DESPITE PRESIDENTIAL REQUEST

The ads attack Judiciary Committee
Chairman Joseph Biden (D-Del.) in
connection with a plagiarism charge
raised during the 1988 presidential
campaign; committee member Edward
Kennedy (D-Mass.) for his role in the
Chappaquiddick and Palm Beach,
Fla., rape scandals, and Alan Cranston
(D-Calif.) in connection with the
**Keating Five”’ S & L scandal.

As of last week, none of the three
senators had indicated how he will vote
on the Thomas nomination.

L. Brent Bozell, chairman of the

fore hearings on his nomination, scheduled to begin in the
Senate Judiciary Committee this week. Thomas, through a
statement read by Senator John Danforth (R-Mo.), the judge’s
chief sponsor in the Senate, also condemned the ads.

Conservative Victory Committee and Floyd Brown, chair-
man of Citizens United, refused the President’s request.
They cited the 1987 campaign mounted by liberal groups to
block the Supreme Court appointment of Robert Bork.
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STATE OF THE ART ©I RADIO 1991

Measuring the medium prior to NAB's annual radio convention

MAHLMAN

COMPANY
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Radio’s Blue-chip Broke
OVER $650,000,000 IN CLOSINGS

Lucille Ferrara * Nick Imbornone - Bob Mahlman
Bob Mahlman, Jr. - Nancy Mahlman - Pat Nugent



wo ways 1o protect

your station.

1. Stifle your staff

ON AIR

2. Or sign on to Media Plus

Being sued for what you broadcast is no gag, Even your
most seasoned staff can blow it or unintentionally anger
or offend someone. Someone who may decide to sue.
And if they get you in front of a jury, the odds against
youare4to 1.

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

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

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

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

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

Endorsed by the National Association of Broadcasters.

[ﬂ Media/Professional Insurance, Inc.

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

America’s E & O Authority

e




SPECIAL REPOR

he National Association of
| Broadcasters is hoping that the
tough times won't keep too
many radio executives away from
Radio ’91 in San Francisco this
week. Commencing on Wednesday,
Sept. 11, the four-day show sports
an expansive agenda that is designed to
address the needs of all segments of
the industry.

Again this year the NAB will
feature a keynote speaker for each area
of interest—radio management
executives can listen to New York
Governor Mario Cuomo;
programing advice comes from Quincy
Jones, and Keith Reinhard,
chairman/CEO, DDB Needham
Worldwide, will talk about sales
and marketing. The third annual
Marconi Radio Awards Show will
close out the show Saturday, Sept. 14.

30 / AT LARGE

CBS Radio’s Nancy Widmann is
bullish on the business, in spite of
what she calls ‘‘the toughest year [
can remember.’’ In a BROADCASTING
interview, Widmann talks about the
CBS Radio group and her outlook on
the way doing business has changed
for the industry.

34 / DROP IN
STATION SALES

The dollar value of radio station

sales dropped 65% in the first half of
1991 compared with the same

period last year. Bankers, wary of
foreclosing when prices are low,

are making some allowances, but new
lending has virtually dried up.

Many owners are holding properties
off the market until the climate
improves. Brokers discuss the current
climate and iook past 1992 for any
signs of recovery.

38 / BIG DEALS

Legacy Broadcast Partners’
purchase of wMiurFM) Cleveland and

Broadcasting Sep 9 1991

N FRANCISCO

SEPTEMBER 141 =14

wyHY(FM) Nashville from JACOR
for $29.75 million topped the list of
station transactions over the last 12
months. Details of the top five
purchases are listed.

40 / LOCAL AD SALES
DOWN, NETWORK UP

Radio advertising revenue has been
ermratic so far in 1991. Network
business is up, but local business is
down. Association executives discuss
the medium’s strengths and
problems.

42 / EQUIPPED FOR
DIGITAL

Equipment makers see an incipient
recovery in their business as sales of
software-based digitization of
studio, transmission and reception
controls pick up pace. With fewer
than 10% of stations currently using
digital automation, manufacturers
see a market that may be motivated
more by economics than

technology.

46 / LONG REACH OF
SHORTWAVE

Shortwave radio received a boon

from world events in 1991: sets for the
service regularly sold out during the
Gulf war and the Soviet coup. An
Ontario, Canada-based firm hopes

to capitalize on the renewed interest by
setting up a service to broadcast

into the United States.

47 / RADIO 91
AGENDA

A full schedule of convention
events.

48 / EXHIBITORS

A guide to the booths in the
Moscone Center.
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(BS’S NANCY WIDMANN: A HEALTHY BUSINESS,
BUT THE TOUGHEST YEAR IN MEMORY

Nancy C. Widmann began working at CBS almost 20 years ago as an
account executive for CBS Radio Spot Sales. Since then her career has
spanned rep firm management, station management and AM group man-
agement. Widmann, the only woman at the head of a major radio group,
has revitalized the company’s music stations, reinforced its commitment to
information-driven programing such as news and sports, and steered the
nation’s largest radio group into the forefront of industry issues. In this
interview with BROADCASTING editors, Widmann talks about her tenure
at CBS and shares her perspective on the medium’s future.

You've been at CBS Radio, as group head, for three years
now. Can you look back and tell us how CBS Radio is differ-
ent or better today than it was when you first came on?

It is different and I would say better. We, the management
team at CBS Radio, have spent the last three years really fine-
tuning the formats of our company-owned radio stations. We
intentionally aged our music stations, our FM properties. And
in the course of the last three years, we have turned many of
our properties into oldies stations. We now have five oldies
stations—a format that we felt fit the demographic swing of
the country, a format with which we had great experience here
in New York.

We also purchased two stations in Detroit (WWJXAM)-
WIOQIEMY). That was the only market in the top 10 where CBS
Radio did not own a station.

30 Radio ‘91

We also reconfigured our CBS Radio Network. We wanted
to have much more exposure in the 25 to 54 marketplace.
That’s where the network marketplace was going. So we took
what we considered our youth network and made the CBS
Spectrum Network, which responded to the 25 to 54 demo-
graphic and also to the need to compete in the tonnage market-
place. On the othcr hand, we retained the CBS Radio Net-
work, which is ‘‘in-program’” and which is very qualitative,
upscale news—the likes of Charlie Osgood, who has become a
major personality for us. That's worked out extremely well.
We're very happy with where they're positioned
demographically.

We renewed several of our sports contracts—NFL, Major
League Baseball—and we have extended contracts with both
of those franchises. In addition, we started moving into the

|

]
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CBS Hispanic Network. We started out with sports; we actual-
ly started out with the All-Star Game and developed a small
CBS Hispanic Radio group within the network. And then we
added football; we added the Superbowl. And we're very
happy with that. We also have some long-form programs,
some holiday shows. And I see that as a great future, the
whole of Hispanic broadcasting.

We published information recently that showed more than

half the radio stations in the country lost money last year
(BROADCASTING, Aug. 26). What's your reaction to that?

What it says is that within the top markets—certainly the top
five—there are successful radio stations. It’s important to note
that the studies say that people are having tough times because
of lack of revenue, not because of costs. Radio has always
managed its costs very well, [ believe. And what we're strug-
gling with this year is really terrible business. So if we're
struggling in the markets like New York and Los Angeles that
are down for the first time that | can ever remember, you can
just imagine, as that comes down the line to the 30th market
and the 40th market, how tough it is.

I think that owning radio stations is a healthy business. It's
just been the toughest year [ can remember. Across the board
in the 12 markets that we're in, we're down 5% in local
business, and local business is 75% of my business. And that’s
really the bedrock of the economy.... That will change. It
won’t come all the way back up; I think we all have to be very
careful of that in the business. I don’t think we’re going to
come back up to '82 or ’87 levels; what we’re going to do is
come somewhere in between....

That's not an optimistic projection.

No. And I don’t mean it to be optimistic; I think we would all
be foolish. We are talking to our general managers right now
about budgeting for 1992. I don’t want to be in a situation of
saying, ‘‘..."92 is business as usual.”’ [ don’t see how we can
have business as usual. The major businesses that we are
depending on have changed the way they do business forever.

What are advertisers going to do differently in the "90s?

Well, first of all, their consolidation has really hurt when you
consider you have three banks spending money, and now you
have one spending money. The same thing with the airlines.
Those are major accounts for us—automotive.... They’ll be

spending less money on advertisements because they're going,

to have less money. They're looking at their ad spending
differently. They have much more choice of clients. Perhaps
there's a way we can help them with promotion, a different
way of making it attractive to buy radio and print together.
We're talking to clients that way....

Why would, for instance, your rep firm be doing well if radio
stations in general are having problems and a lot of the
national advertising categories are consolidating?

Well, national business is up 5% through July in every one of
our markets. So there's money there. Now it’s a broader-based
economy. The rep also benefits from people going out of
business as well. People will turn to radio to clear cars off of a
used car lot, to advertise that they have merged with another
bank. So you can have the benefits from an economy that’s
troubled as well. We have a small amount of radio stations.
We specialize in basically adult-formatted radio stations. We
have all of our own properties and 40 additional properties,
and they're all in major markets and they're all basically adult-
formatted. So they have managed to find business out there, as
have other people because national business is up.

On the subject of oldies: What can CBS do to protect that
franchise and its element=—Cousin Brucie, for instance?

He's syndicated, as you know—'‘Cruisin’ America;’’ which

has been a very successful show. We really developed the
format in New York, and we learned how to do it there, but we
don’t do the same oldies format in every one of our cities. All
the music and the personalities are tailored to Philadelphia, to
Boston, to Los Angeles, to St. Louis.

We also have been very successful because we have con-
temporary oldies stations. They are not old-sounding radio
stations. They are very up-sounding radio stations that happen
to play a certain form of music.

So that is how you think the format will be viable over time?

Absolutely. When we first began to emerge as a successful
station in New York, the demographic cell that we were
number one in was 25 to 34. Now it’s 35 to 44. So the
audience has grown with us. On the other hand, our AOR
properties are aging. They are moving with the population as
well. We have very strong 25 to 54 AOR stations in Tampa,
San Francisco and Dallas. That counts for us—everything is
25-plus, with one exception, and that is wWBBM-FM ‘‘B96"
Chicago.

Is there any way in which you can build on oldies apart from
just a format?

Sure. One of the business opportunities we’ve been investigat-
ing for the last six months is Europe. There is a great interest
in "50s and '60s music in Europe. We were approached by a
radio station in London, and we now have Cousin Brucie on
the air, ‘*The Oldies Party,”” with a British co-host. [ think the
possibilities for that moving through Europe are very strong.

Will AM be viable in the coming years? Are you satisfied with
the recent developments in AMAX certification? Or do you
think that perhaps the consumers are not that interested

anymore in the technical developments of AM radio? Is it too
little, too late?

We are supporting AMAX, and our stations will be running
the PSA spots.... It's a very crowded band, and we have all
these young consumers that are coming along that are used to
clarity, they're used to super-clarity. They listen very differ-
ently than what we listened to when we were growing up. |
don't think it's too little, too late, and [ think that’s almost a
defeatist attitude. We are supportive of anything that will help
AM radio. AM radio is 40% of the profits of CBS Radio
division. It’s a very vital, vibrant part of our division. It makes
money. So we will support anything in the industry that will
help AM radio. If the consumer comes to that dial for some
kind of a crisis and likes what he or she hears, no matter what
age they are, because they're not sitting down and reading
newspapers, they'll come back to us. I really believe that.

The development of DAB is going to be a big issue, and CBS
is involved in some of the technical projects. Are you satis-

fied with the progress that's being made? Would you like to
see the industry moving faster?

No, [ would not like to see the industry moving faster. [ think
that everybody is doing the best he can. There’s been so much
noise about what's going on with the whole thing of digital.
CBS Radio almost two years ago got involved with digital,
quite like we would get involved with any other new technol-
ogy, because that’s our business, because it is my responsibil-
ity to protect the assets that are under my leadership at CBS
and because we have in Tony Masielle, who is vice president
of technical operations for CBS Radio, a gentleman who
considers it to be his responsibility to be in front of these
issues for us.

We have worked with the NAB task force under Alan Box,
who had a very difficult year. It’s all well and good to say that
digital may not be here for five years, and in a tough cconomic
year people are trying to figure out how they’re going to do
next week. But Alan Box and the task force have to come up

Srondensting Sep ¢ 1991

Dopartment 31



with some kind of response for WARC for '92. What they
have done very effectively is keep all our options open. We
were down there as part of an industry meeting. The system
that we feel most comfortable with—the U.S.A. Digital sys-
tem—had a full hearing with the task force. We have formed a
partnership with Gannett and Group W to continue the devel-
opment of an in-band system. If there’s another in-band sys-
tem that’s better than U.S.A. Digital, then we’ll support it. |
am not interested—in a time in which 50% of the radio stations
are in severe trouble in 1990—in an economic disruption. It
would be devastating.
Does CBS Radio have any synergy with the rest of CBS? Are
there any areas where you're doing joint business ventures
or working with other divisions?
Well, CBS is a multibillion-dollar broadcasting company, and
we have pared down to the broadcasting business, as you
know. And because of that, we have been able to work with
each other as far as promotion. There is also much more cross-
promoting. We just had a meeting with George Schweitzer
where we said, “*Let’s clear the deck and just work on the fall
schedule on our stations.’” So we sat down with George—they
are also a paid advertiser as well at some point. We sit down
and we do free spots and we ask, ‘‘How can this work?"’
We're working out a joint promotion on the Olympics, for
example, where we will do Olympic reports during the day on
our company’s AM stations and then say, ‘*Tune in tonight on
your local CBS television station,”” tag the spot with the
channel and say, ‘‘And then you can see this athlete who won
this gold medal today.™ It really works—much more so, to
answer your question, than in the past. And that is because
radio has become, in my estimation, a much more valuable
part of the total corporation, a much more visible part of the
corporation. Our profit contribution is very appreciated.

You mentioned Hispanic before. Your progress in Hispanic
has been very gradual.

It’s intentionally been very gradual. We’re very cognizant that
it’s an area that we have to learn a lot about. And we’ve really
been learning from the Hispanic broadcasters. I'm excited
about this market. CBS has made great success in specializa-
tion. We have the manpower, and we have the resources o
specialize in an era of tonnage. But we're very careful not to
misstep. And so we have added sporting events, we will be
looking at the Olympics and World Cup, we’re looking at
long-form programing, we have very male-oriented program-
ing because of sports. We would like very much to have a
female-oriented talk show. It’s a vital, vibrant marketplace,
and it has been not as appreciated as much as I think it will be
in 92 and in future years. And we’re laying the groundwork
popefully for good business.

But the current status is that it's doing well? Hispanic net-

works on the television side have found that selling to adver-
tisers has been rougher going than they initially anticipated.

Yes. We're breaking even this year. For the first year, we've
really made a major push. It’s extraordinary, better than I
thought we would do. And we’re very encouraged by that.

Some eyebrows are raised by you buying so many of the
sports rights. Those generally don’t come cheap.

No, but we’ve done very well with sports in the CBS Radio
Network. It’s the only game in town for us and we’ve done
very well. The income should be good. We're happy with that,
our performance in sports.

Are they break-even, loss-leaders or what?

It’s been a tough year for sports. Last year was a tough year
for sports.... There’s a lot of sports inventory available in the
marketplace, and we’re having a tough fourth quarter. It
doesn’t mean that I don’t find it an attractive business for us. It
fits so perfectly with our AM station and with AM stations in
the country—the new five-year deal with the Philadelphia
Phillies for sponsorship with baseball. I'm very pleased about
that. So I love sports. It’s great. It's good business. It’s just a
tough year. There’s a lot of inventory out there.

new type

When will the rebound, to whatever level, occur? What's CBS
Radio’s best prediction?

I think we're going to have a bit of a rebound in "93. Don't
misunderstand me. I think it"s going to be better than "91. But
it’s critical to understand that, in my mind, it’s changed
forever in many ways. And I think we have to, as managers
and leaders, really understand how it has changed. It has been
the hardest year to manage, and 1 don’t think that "92 is going
to be that much different. But it’s a great business. We’re just
learning how to do things differently.

You have all kinds of marketing capabilities, but for average
radio stations, how can they face this new situation?

There have been some really creative solutions. I read them
every day. I'm fully supportive of them. Do you add more
salespeople? Not necessarily. Just move them in a different
direction. In the years in which we had some luxury of time
and money, we had a development person at our radio stations
or a co-op person or a vendor person. Everybody is develop-
ment in my mind this year. And that’s the way I’'m sure radio
stations are looking at it across the country. There have to be
new sources of revenue out there. We still move product.
We're still an intimate medium. We’re still the medium you
take with you everywhere. We have a bond with the consum-
er. We will make a commercial for you. We’ll write it for you.
We'll voice it for you. We still have tremendous advantages.
We have to go sell it. But the phone isn’t ringing this year, so
we have to go out and make it happen.

32 Redio '
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CBS Radio Representatives
Applauds Its Family
of Radio Stations

Congratulations to all the CBS Represented Stations who have
been chosen as finalists of the prestigious NAB Marconi Radio Awards.
We consider our entire radio family the best in the industry
and are proud of the partnership we share with you.

MARCONI | s

WCBS-FM /E=—elce— |  WOKY-AM
New Yo?k, NY A WARDS Milwaukee, WI
k |

NEws/TaLK LEGENDARY STATION
WBBM-AM KMOX-AM
Chicago, IL St. Louis, MO
WCBS-AM WCCO-AM
New York, NY Minneapolis, MN
WCCO-AM

San Diego, CA

Minneapolis, MN

KQPT-FM

Sacramento, CA

REPRESENTATIVES

ANDYOU. A SQUND PARTNERSHIP
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STATION SALES, PRICES DOWN SHARPLY IN 91

Owners, lenders and buyers wait out the recession, slowing market activity

s anticipated almost across the
board for the last 12 months, ra-
dio station trading activity has

dropped dramatically compared with the
same period last year. To avoid foreclo-
sures, banks have slightly loosened
some of the screws they had tightened
against many debt-laden properties;
sources of lending have dried up; turn-

around, or ‘‘stick,”’ properties are sit-
ting dead in the water, and once-specu-
lative investors have settled into the
reality of long-term radio operations and
abandoned the spreadsheet-exit strate-
gies of the late 1980’s.

Total radio trading for the first six
months of 1991 totaled just over $328
million, a 65% drop from the $955 mil-

To date in 1991

we are pleased to announce

over $30 milliﬂll in
CLOSES

2/8/91

KZOU AM-FM

Listle Rovk, AR

Encore Communications LP 10 GHR Broadecasting

3129191

WFYR-FM

Chicaga, IL

Summit Communications to Major Broadcasting
(At $19-million, the largest individual sale of a radio property to date ||

7118191

KBFM

MCA”-IIHI Ty

Encore Communications LP to May Broadcasting

817191

WZNY-FM

Augusia, >4

Arrow Communications to Benchmark Communications

I B. Lo R
Mocdia Brokins

9454 Wilshice Blvd, #600
Deverly I1ills, CA 90212
(213) 275-9266

FAX (213) 2744076

Hospitality Suite
At Radio 91

500 East TTeh Skrect A1H4
Mow Yerk, MY LHEZL
JZLT) BRE-0TET

FAX (E12] 2401957

San Francisco

Westin St. Francis Hotel
Powell and Geary Streets on Union Square

Suite #2491
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lion that changed hands in the same peri-
od last year (and vs. $749 million in
1989). Between January and June of this
year only 78 FM standalones were sold,
for a total dollar value of $128.3 mil-
lion, vs. 145 stations and $290 million

| for the same period in 1990. Based on

these figures, average price for an FM
standalone in 1991 decreased to
$1,644,910 from $1,996,925 in 1990.

AM standalone transactions presented
an equally dismal picture. In 1991 sales
of AM stations totaled 110, for a dollar
value of $32.8 million and an average
station price of $298,854. In the first
half of 1990, 126 AMs changed hands,
for a dollar value of $45 million and an
average station price of $354,049.

Sales of AM-FM combinations also
were down sharply, with sales of 75 in
first-half 91 for a total figure of $104.8
million, vs. 119 transactions and a total
dollar value of $280 million in 1990.
Average price for an AM-FM combina-
tion thus far in 1991 is $1,398,200.

Group sales were way off as well. Six
groups, representing 29  stations,
changed hands between January and
June 1991, for a total value of $62.5
million, compared with six groups and
20 stations, and a dollar value of $340
million, in 1990.

The gloomy picture is not likely to
improve soon, according to many media
brokers. Most financial institutions still
are exerting pressure on defaulting own-
ers to restructure and/or sell, or risk
foreclosure (although some have backed
off a bit). Prices continue to hover
around 7-8 times cash flow, well below
the 12-14-times multiples enjoyed in the
late '80s. Because of regulatory changes
and a poor financial climate in the bank-
ing industry, even the lenders are begin-
ning to understand that they may not
come out of the mess in one piece. Also,
many financial institutions have discov-
ered that station assets do not necessarily
include the FCC license. As a result, the
marketplace is not as crowded with sell-
ers trying to unload properties in order to
satisfy the demands of the banks.

According to media broker Robert
Mahlman Sr., ‘‘As long as owners are
almost current, at least on their interest
payments, the financial institutions—the
senior lenders—have backed off.”
Mahlman said that in January and Febru-
ary the market saw ‘‘a whole boatload of
properties, but there was no market for
them.’” He said sellers still are reluctant
to believe that the value of their proper-

|

Broadeusting Sep 9 1991



.

Take Our Sound Advice

... and let us help you reach your audience with
full-time broadcasting or with a single, special
evenl. NPR Satellite Services' excellence is
rooted in 10 years of satellite broadcast cxperience
--10 years of consistent performance in satellite
audio technology. As broadcasters, we understand
the nced for high audio quality, system
reliability and network flexibility.

At Your Service Full-Time. . .

We operale the first full-time, multiple
channel radio satcllite distribution system in the
nation with the flexibility to provide superb
technical quality and instantaneous reach
to both regional and national markets.
We offer full-time space on Westar ['V-- space
tailored to your station's or network’s needs. Our
broad range of scrvices includes single channel per
carricr (SCPC) service for high-quality, wideband
and narrowband audio.

At Your Service On Occasion. , .

NPR Satellite Services provides
occasional audio transmission via a number of

and Galaxy II. By using both fixed and
transportable uplinks, NPR Satellite
Services can deliver a high-quality

broadcast from an 'S. Our system
is expansive enougl a nctwork grow, yet
flexible enough to ac ;ommodate a one-time only
ransmission. We offcr the use of over 20 fixed
uplinks and hundreds of downlinks nationwide, for
both full-time and ad hoc networks.

Take Your Show On The Road--
Put Your Station On the Map

NPR Satellite Services can help you
originate programming from anywhere in the
nation and deliver it right to you doorstep. By
using both fixed and ransportable uplinks, NPR
Satellite Services makes it possible for you to
transmit live coverage of the nation's
most entertaining and newsworthy
events-- from Mardi Gras to the 1990 Economic
Summit of Industrialized Nations in Houston.

Remote broadcasts from cxotic locations,
music conventions and sporting events are known
audience and revenue builders. Share costs with
other radio stations, arrange tradouts with sponsors,
and use our contacts. Expand and grow by taking

flexibility, versatility, and

el . f :
satellites, including Westar 1V, Satcom IR, / / full advantage of our system's

/ afford ability. The bottom line will

never look better.

NPR SATELLITE SERVICES ..
2025 M Street, NW, Washington, DC 20036 (202) 822-2626
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Sonny Bloch,
now
celebrating
12 years on

uir,

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 live prgﬁramm'mg 6 days
per week (take all or part), plus a
daily afternoon business news show
with plenty of openings for your
local news, traffic, and weather
reports.

Call him if you need instant
revenue and ratings. He is now
heard in over 200 citiesincluding 90%
of the top 100 markets. There must be
areason thatthis broadcaster haskept
growing for 12 years.

Theanswer s simple: Theaudi-
encelovestheshow, thesponsors
love the show, and your bank account
willlove the show!! You can have him
- now. It'sas easyasa telephone call.

Ask for Susan at
(212)371-9268

Fax (212)593-0963

P |
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| be projected for 1992. **Operators who | .current marketplace will remain status |

ties has dropped upwards of 25-30%, ly, our industry raced out of the realm of
and that the concept of values based on | rational, and the pain has to be corrected
power ratios has disappeared. and shared by a variety of entities, and
“The lack of liquidity in the market | nobody is willing to take that bitter pill.
makes it hard to determine whether | And that's what's clogging the system.” |
we’ve reached a price point that repre- Most banks arc astute enough to real- |
sents the bottom, or near-bottom, of the I ize that flooding the market with debi-
marketplace,”” Star Media’s Paul Lcon- | ridden stations. in a climate lacking any
- | real source of debt, would be folly, ac-
cording to Blackbum & Associates’ !

As long as ’ Richard Blackburn. **A iot of restructur-

owners are ing is 1aking place, but fortunately it's
almost current, being done quietly and constructively as l

at least on opposed to a wholesale landslide of

their interest |

properties on the market.”” Likewise, l
pavments, the

current pricing structures will remain for
at least 12 months, Blackburn said.

financial Blackburn acknowledged that slug-
institutions— gish economic conditions nationwide |
the senior have compounded radio’s wocs, and
Robert s ) )
lenders—have broadcasters should be wary about a

Mahiman quick recovery. *‘The status of the mar- J
ketplace largely is due to the financial
climate, but the recession damaged it
ard said. ‘*We don’t expect to see station considerably,’’ he said. **Without [the |
prices plunge another two multiples,  recession] we might have been able to
down to the five-to-six-times trailing | operale out of it, but not now.” The
range, but we wouldn’t be shocked if
multiples decline slightly.’

Because banks no longer are willing

backed off."’

1o lend against future cash flow projec- "“The prices {
tions, most stations will have to weather we're seeing

the effects of the recession be_forg reve- now make. ..
nues—and prlcesfreboai‘nd significant- profit possible, I
ly, Leonard explained. ‘*The Gulf war Al he sodiileet

and the erosion of retuil sales in the first L LS '
quarter unfortunately had a long-lasting is buck 1o '
linear effect on the value of radio sta- where it was
tions,”” he said. Many retailers and con- 10 years ago.”’
sumers won't quickly bounce back from Tim

the recession, which will help slow any | Menowsky I
significant economic recovery that might

7 quo unless a vast majority of troubled |
stations can shake loose their debt, and
| | until the U.S. economy lakes a signifi-

“'Operators cant upturn. ‘‘We are where we’re going

who expeci a | to be for a while,”” Blackburn predicwq.

big rebound in Tim Menowsk)f,_ founder (_)f Media
: . { Mergers & Acquisitions. believes that |

1992, either in today’s prices reflect a realistic market-

revenue or place based on profitable operations
lendihg | rather than on fanciful exit strategy. “*A |

multiples, | radio station is a business, and the func-

tion of any business is to generate a |

aren't bein v = llon - ,
g profit,”” he said. “*The prices we’re see-

Paul
Leonard realistic.”’ I ing now make that profit possible, and
the market is back to where it was [0
years ago. You have to figure out how to
expect a big rebound in 1992, either in l win, not how to scll the station.’” Real '

revenue or lending multiples, aren’t be- | growth will derive from hands-on man-
ing realistic,”” Leonard said. agement from operators who understand
The result is that debt is almost im- | business conditions and people manage-
possible to find. A number of new equi- ment, Menowsky said. ‘“*“We have an ‘
ty players want to get in the game, and | unforgiving economy right now, and
prices are falling, but nobody can get | success increasingly will be based on
deals done, Leonard said. ‘*Unfortunate- ~ activity and performance. The strong

Broadcasting Sep 9 1991
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THERE'S ALWAYS BEEN

OnE GOOD REASON
ToLiSTEn TO
TALK RADIO...

Are vour listeners looking for something more
stimulating than their regular evening entertainment?
Try talk radio. it's spontaneous, unpredictable,
controversial, warm, funny, informative and
intriguing. It's all these things and more, because
each night, TOM SNYDER and PEBORAH NORVILLE
lend their unique insights and personalities to their
nightly live programs.

Tom Snyder
The Fadio S

Nightly: 10 PM-1 AM Eastern
7 PM-10 P Pacific

Now
THERE ARE
Two!

And listeners have the opportunity to join in,

using our toll-free number. So, whether your
audience is looking for good nighttime conversation
or just some friendly company, we’re sure they'll
find TOM SNYDER and DEBORAH NORVILLE are

two good reasons to tune in. Call Maurice Tunick
at 212-456-5038.

VED KAH
ME\ /I
@ now hen home t3 gous!

Nightly: 7 PM-10 PM Eastern
10 PM-1 AM Pacific

SABC RADIO NETWORKS




AMERICA™S
TOP
INDEPENDENT
BROADUCAST
BROKER

WE MAKE
DEALS
HAPPEN

VISIT LIS AT
AL 9]

SAN FRANCISCD

5T, FRANCIS

SUITE 1134

€&

COMMUNICATIONS

EQUITY
IATES

101 E. Kennedy Blvd. « Suite 3300
Tampa, Florida. « 33615 « 813 « 222 « 8844

CEA Inc. « 375 Park Ave. « #3808
New York, NY. 10152 «212 « 31941968

CEA and CEA Inc are members of the National Association of
Secunnes Dealery, Inc. and their g mysiorm i associates are registered
with the NASD. Member SIPC

THE TOP FIVE RADIO DEALS

Blaze!

— T L

dh—
$19 million
WFYR (FM) Chicugo

Closed: March 1991
Sefler: Summit Communications
Buyer: Major Broadcasting
Broker: H.B. LaRue
Notes: Station changed call letters to
WWBZ (FM), switched format from
soft-AC to younger-skewing AOR,
repositioned itself as The Blaze.
Increased Arbitron 12-plus numbers

from 1.4 to 3.9, Birch numbers from
1.6t104.1.

Ml 1057

.:'- '-“—."__.-—-._
T oA 0US M
$29.75 million
WMJI(FM) Cleveland

WYHY(FM) Nashville
Closed: January 1991
Seller: JACOR
Buyer: Legacy Broadcast

Partners
Broker: Bill Steding, Star Media

(Americom)

Notes: WYHY(FM) maintained CHR
format; WMIJI(FM) modified format
from AC-oriented oldies to all oldies.

manager will know how to maximize
both elements, rather than lament that
‘‘the tower lease often qualifies as sales-
person of the month,”” as one operator
told Menowsky.

Prices have stabilized, albeit at a low
level, because of two factors, according
to Questcom’s Marc Hand. *‘Sellers fi-
nally have adjusted to realistic station
prices that more closely reflect the cur-
rent trading environment, and the level
of interest on the part of buyers has
increased rather dramatically,”” he ex-
slained. **This marks a big change from
he thinking a year age when people
<new prices were going to go down but
a0 one was sure what kind of multiples
they would come in at.”

Still, because the lending pool has

virtually dried up, seller paper is just
about the only way that creative deals
are getting done except for Triple-A
properties, Hand said. *‘Twelve months
ago you wouldn’t have seen much seller
paper, but now—particularly on tumn-
arounds—sellers are stepping in and
playing the role that banks would have
played.”” Buyers entering into tumn-
around situations are¢ putting a lot of
their equity into operating capital and
demanding that sellers, for at least a
while, serve as the bank. ““Buyers are
there with a certain amount of equity,
but they don't want to put 100% equity
into a turnaround deal,”” Hand said.
The emergence of new equity is a
positive signal, but how it is played
largely depends on the re-entry of debt

FREE Health
News Feed

s
Childrens

National Medical Center

from the Children's Health News Network, a free, weekly radio
news service, concentrating on prenatal, pediatric and
adolescent health and medical topics.

The radio newsfeed service is offered by Children's National
Medical Cenier in Washington, D.C., one of the nation's
premier pediatric health care facilities.

For more information on this newsfeed, contact the

Children's Health News Network
at Children's National Medical Center,

(202) 939-4500.
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99.7@ FM

$18.5 million

K)XXX-FM San Frandsco
Closed: December 1990
Seller: Emmis Broadcasting
Buyer: Bedford Properties, Inc.
Broker: Media Venture Partners
Notes: Bedford changed call letters of
station to KFRC(FM}, physically merged
it with KFRC(AM), which was pur-
chased from RKO General in separate
transaction. Format is oldies, *‘covering
the British invasion tc the end of Viet-
narn,”’ according to VP/GM Brent Os-
bome,

MALS
103. fm

$17.675 million

KOCM(FM) Newport Beadh, (A
KSRF(FM) Santa Monica, CA

Closed: April 1991

Seller: Ocean Broadcasting

Buyer: Mars Radio Group

Broker: John McLaughlin

Notes: Mars Chairman Ken Roberts

purchased KSRF(FM) from Radic

Broadcasters, Inc. and KOCM(FM} from

Ocean Broadcasting in combined deal.

Broker John McLaughlin was former

general sales manager at KROQ(FM)

L.A., now VP/GM of Mars Radio.

HAGIC

$16.5 million

WMJ(FM) Birmingham, AL
Closed: October 1990
Seller: Capital Broadcasting
Buyer: Ameron Broadcasting
Broker: Blackburn & Associates
Notes: Ameron combined top billing
AC-formatted WMIJJ(FM) with News-
Talk WERC(AM), purchased from Sun
Group (now in Chapter [1). Said
Ameron President/CEO Joe Dorton, *‘By
putting the two stations together we felt
we would have the affluent adult audi-
ence sewn up in this market, and two
significant stations to sell nationally.”

sources, Hand noted. *“There’s a hand-
ful of debt sources, banks and non-
banks, that continue to be active in look-
ing at deals, but you don’t see a lot of
deals getting done in terms of bank par-
ticipation. Operators are teaming up
with new equity sources, and some
straight equity sources are coming in and
buying their own stations.”’

The catch-22 in all this is that good
properties are being kept off the block,
and the few lenders willing to look at
deals won't touch anything other than a

good deal, This emphasizes the notion
that radio is embedded in the “‘era of the
operator,”’ a posture that broadcast broker
Gary Stevens believes always has been
the industry’s forte. “‘For a while we saw
some easy money, but the big acquisitions
were being made by such operators as
Emmis, Malrite and Westwood One.
Broadcasting is a relatively simple busi-
ness with simple businessmen, some of
whom got pushed into deals because ev-
eryone was getting into it.”’

Social pundits are quick to say that in

the 1990’s the United States has to purge
the excesses of the ’80s, and Stevens
believes this applies 10 radio as well.
‘‘Everything we do in this country is to
excess, never in moderation,’” he said.
*“Right now we have to go through a
purging process to work off the excess,
then settle into a 1970's trading arena—
where it used to be. Everyone ignored
the industry for 50 years, got interested
in it for six, and now they’re going to
ignore it again. The 1980°s isn’t where it
used to be; that was the anomaly.”’ s
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H '/l‘ - ‘_*}\\
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LOCAL SALES DOWN SLIGHTLY, BUT NETWORK GROWS

Weak back-to-school market may be harbinger of slow holiday season, Hyde fears

lthough leading economic indica-
tors seem to be pointing to an
improvement in the economy, ra-
dio executives do not expect to see any
relief from the soft advertising market-
place anytime soon. When they took a
magnifying lens to their operating bud-
gets last year in preparation for 1991,
some operators were optimistic that the
medium would not only weather the re-
cession, but would in fact thrive as in
years past (BROADCASTING Nov. 12,
1990). That has not proven to be the
case.
The Radio Advertising Bureau reports
that local business is down versus last

I
“‘Although there

are positive signs

from the leading

economic

indicators, here
at the RAB we
don’t quite see
that manifested

in retail spending
or advertising

yet.”

year, and Radio Expenditure Reports,
which keeps track of national! billings,
reports that year-to-date 1991 is down
by 2.6% when compared to the same
period last year.

The bright spot in the radio industry is
the network business, which has shown
a slight but steady growth versus last
year (see chart).

In spite of the dim outlook, George
Hyde, executive vice president, RAB,
believes the medium has fared better
than competing media, and is better po-
sitioned to prosper in the coming years.
*“This certainly hasn’t been a year we
will remember for its benign treatment
of radio,”’ said Hyde, *‘but we did better
than competitive media.™

Traditional indications that business
might pick up pace are not being detect-
ed, added Hyde. Operators are not see-
ing a strong retail back-to-school sea-
son, for example, and that is troubling,
Hyde said, because there has never been
a weak back-to-school season followed
by a strong holiday season.

*“These are tough times—a difficult
and trying period,”’ said Hyde. “‘Recov-
ery is proving to be slower and more
elusive than we hoped. Although there
are positive signs from the leading eco-
nomic indicators, here at the RAB we
don’t quite see that manifested in retail
spending or advertising yet.”” This eco-
nomic downturn will be remembered
more for its length than its severity, he
said.

But the RAB continues to believe that
radio is the medium of the future,
*‘When you see the general orientation
of people—of trying to spend their mon-
ey more effectively—you can see that
radio is positioned to do this. People are
looking for better, smarter and more

productive ways to do business. Many
more of them are thinking that radio is
the way to do that,’’ Hyde said.

The industry’s two megareps, Katz
Radio Greup and the Interep Radio

“We are trying
to target. ..
advertisers that
traditionally
think of radio
as being local,
because when
they think of
national, they
don’t think of
usatall”

Store, report that business will probably
end flat. Stu Olds, Katz Radio Group
executive vice president, outlined the
two trends he sees in the national spot
business in 1991. ‘“The biggest trend I
see is the concentration of dollars in the
top 10 markets,”” Olds said. ‘‘The top
10 are up 10.8%—every other market
grouping is either flat or down.’” Adver-
tisers have been trimming back budgets,
said Olds, and consequently have con-
centrated the money they have left at the
top.

Another factor driving that pattern,
said Olds, is that advertisers can com-
pare national spot to wired networks on

3

And a little closer to home
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a cost-per-point basis to the detriment of
spot. *“You can buy the top eight mar-
kets and one network to cover the coun-
try,”” said Olds.

Driving home the qualities of radio to
a select few important advertisers is a
main reason network radio has grown
this year, according to Bud Heck, Radio
Network Association president.

Said Heck: "It really is beginning to
focus much more finitely on targeted
accounts instead of trying to talk to ev-
erybody. We have carved out a very
small universe of individuals across the
country, Fortune S500-type individuals
who really say yes or no about whether
or not they spend money in advertising,
and hammered home our message.”’

The RNA has an advantage over other
associations in that the membership is
limited to the largest networks. Thus,
Heck says, the chief executives of the
networks make calls together, a move
that packs a lot of power and makes a
big impression on prospective clients.

The RNA has also produced a glossy

NETWORK SALES GROW
STEADILY IN 1991

January $29,871,200
February 28,847,500
March 34,195,100
April 37,166,700
May 43,079,400
June 37,357,400

' 1991 RADIO REVENUE GROWTH

&

Overall

Percentage Change Since 1990

Jonuory  Febreory  March

April May

lene  Yeor to Date
Seurce: Radio Advertising Bureou

handbook as a marketing tool to sell the
medium. And although it is filled with
statistics about radio networks, the
handbook goes beyond the numbers to
include testimonials. *‘We are trying to
target marketing people and advertisers
that traditionally think of radio as being
local,’” said Heck, ‘‘because when they
think of national, they don’t think of us
at all. So we are excluded before we are
even considered.”’

The message is simple, added Heck:
radio can be a national medium. *‘You
take advantage of all the local strengths
of radio, but you can buy it as a national
medium,”’ he said. Heck believes that
fewer and fewer advertisers will be com-
fortable spending money on television—
because they want to know where their
target audience is. ‘‘In our medium,’’ he
said, '‘the loyalty factor is one of the
greatest strengths it has.”’ —ic

Personal finance...family life in the '90s...environmental issues...Hollywood...sports,

News your 25-54 audience wants to hear and CBS Radio Network delivers.

These topics are the subjects of new feature programming on the CBS Radio Network.

Down To Earth with Harry Smith. Sportstime with Greg Gumbel. Paula Zahn hosts

The Parent Profile. Lisa Karlin, Entertainment Update. And there's business news
with Mike Pulsipher on In The Marketplace.

Join the CBS Radio Network to meet some of the personalities behind

the programs at RADIO 1991 at the San Francisco Marriott.

Hospitality Suite: Wednesday, September 11, 5-7:30pm
(W Friday, September 13, 6-9pm

Affiliate Party:

(by invitation only)

CBS Radio Network. We've got personality.

Thursday, September 12, 6-9pm

T
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N
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manufacturers, distributors and broad-

————————

EQUIPMENT: RIDING OUT OF RECESSION
VALLEY ON A DIGITAL HORSE

Software ‘efficiencies,’” fewer distributors characterize new market

upward turn in radio station | the last segments out,”” he said. For | more than a three-day blip, which we’ve

u niformly reporting a month-long the recession and will probably be one of | upturn over the past six to eight weeks—
equipment orders, an array of | now, he added, ‘‘there’s a lot of de- | seen all year. There’s some reason for

casters are hailing the beginnings of a
slow climb out of a difficult economic
trough, a trough that has seen a number
of distributors close their deors or agree
to buyouts by larger equipment provid-
ers.

That slow recovery, experts say, will
increasingly be characterized by incre-
mental investment in lower-cost, soft-
ware-based digitization of studio, trans-
mission and reception controls.

Although broadcast equipment manu-
facturers ‘‘heard ‘recession, recession’
in 1990, we really didn’t feel it till last
winter or spring,’’ said Art Reed, gener-
al manager of Washington-based nation-

optimism.”’

. Robert Weirather, director of ad-
“‘Broadcasting was vanced marketing for Harris Allied
Broadcast Equipment—which  soon
one Of the last hopes to close its $2.4-million purchase
segments of the of two Midwest Communications Corp,
. divisions—similarly described a ‘‘sig-
econorr.zy tOf eel the nificant turnaround over the last several
recession and will weeks, an upward tum in both studio

and transmitter product sales,”
probably be one of Noting the demise of Everything Au-
the last segments dio in Los Angeles and the deaths of a
£’ major audio and a major video distribu-
out. tor in New York, many pointed to the
Art Reed, general menager parceling off of Midwest divisions as the
Bradley Broadcust Sales most stunning evidence of distributor

shakeout. ‘*And some others are in trou-

al equipment distributor Bradley Broad-

cast Sales. ‘‘Broadcasting was one of | ferred buying out there."’ Following a ‘‘real slow’’ period that
the last segments of the economy to feel Nevertheless, Bradley has ‘‘seen an | lasted through the first quarter and half

ble,”” said one sales executive.

Digital “Cart” Recorders

Now! As Low As $3,995

Get instant access and superb
digital quality for all your
commercials, IDs, liners, promos &
jingles with the DigiCart™ hard
disc or “Cart” digital recorder now
being delivered by TM Century,
Inc. Store hours of commercials
and hit songs in mono (or stereo)
for only $7,290. The best news is
that your DigiCart™ production
studio recorder is only $3,995 (and
you've got redundancy)!

Call us toll-free for info about TM
Century’s Ultimate Digital
Studio,™ controlling DigiCarts™
and CD juke box players for the
ultimate in programming!

42 Rudio ‘91

£ HOURS OF DIGITAL
{1 SPOTS, JINGLES & MUSIC

NOW ONLY $7.,290

~ = .
. i ;\Eg;

B

™ century

14444 Beltwood Parkway, Dallas, TX 75244
Phone: (800) 937-2100/FAX: (800) 749-2121
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BRN Now Offers its Proven Short-Form Business,
Financial and Talk Services to All Formats

Introducing Highlights and Forum-designed to enhance any station
format, improve audience quality, and open new sales opportunities.

BUSINESS BADIO NETWOARK

- The Business Report -

Up-to-the-minute reports on the world markers and
Qg% Q corporate developments, targeting 35-54 vear-old listeners.

% np 08 FOSINGSS OF LIVING [,

A choice of three distinctive reports
each hour. A greaf package of Tips for the American consumer looking to get

/ dependable and reliable informa- ahead In vur tast-paced economy.
/ tion segments to build audience

loyalty and frequency. @W/ //
§ National and regional weather information
/ = for peaple on the move.
TRAVELERS' WEATHER

™

]F Interactive talk programs dealing with today’s hottest topics,
moderated by qualified and respected hosts with loyal

[ AUSINESS RADIO NETWORK | national f°”°Wi"95-

Sl @ uu_ug )] e

LICEES!

7,
e

Wis K Mo

Wishing You Weli
Nnericg'-, '
Dmmb@m VEL MainStreel

&
Guide R

Business. Not just more talk.
From BRN, the leader in innovative
business programming.

Scams
Across

SPECIAL America

"N'T-E'R-E-S'T

Call now for more information.

1-800-321-2349



A Healthy
Relationship . ..

Your station and
Health NewsFeed!

Rely on Health NewsFeed
to provide your listeners with
the latest health and medi-
cal information. Our free
one-minute reports are
available via Satcom 1R,
Associated Press audio and
telephone. More than 250
stations have made a healthy
choice . . . you can, too! For
details, call Carol Anne
Strippel, 301-955-2849.

.'HEA LTH

- RADIO REFORTS VIA SATELLITE
FROM THE JOHNS HOPKINS MEDIGAL INSTITUTIONS

\_ J

Right at Home is a

free, saleable 6l-second
daily feature with tips on
home improvement, home
fix-up projects and more!

For information on satellite
and toll-free telephone
distribution, call 24-hours
800-221-6242.

Right ftlome..

Aight at Home is underwrittan by the
National Assoclation of Home Buliders

M4 Radic '91

the second quarter of 1991, ‘‘activity is
picking up quite a bit”’ for Antex Elec-
tronics Corp., Gardena, Calif., the 30-
year-old manufacturer of digital signal
processors, said Richard Gross, vice
president of sales.

Noting that fewer than 10% of the
10,000 U.S. radio stations have made
the move to digital automation, Gross
said, ‘*Yes, we hope the market gets
bigger. We're anticipating the usually
predictable pickup’’ following a show
such as Radio '91. ‘“‘But a recession
makes predicting muddy,”” he said.

And, said Weirather, '“The fact may
be that the market may never be what it
was two years ago.”’

At Nationwide Communications,
owner of three AM and 12 FM stations
across the West and Midwest, ‘‘we’ve
been cautious, cutting back what had
been major budgets’’ for equipment pur-
chases, said Don Watkins, vice presi-
dent of engineering.

But Watkins said Nationwide is ‘‘con-
fident the recession has hit bottom, lev-
eled out,”” a perception he attributes to
‘‘signs among our stations”’ that adver-
tising revenue is in recovery.

Acknowledging that ‘‘pressures on
the market have caused prices to stay
low,”’ Watkins said that, so far, the
trend toward ‘‘fewer equipment brokers
and [toward] manufacturers handling
more direct sales”” has not radically af-
fected his stations—‘'‘as long as it
doesn’t go too far. I prefer to see as
much competition out there as possi-
ble.”’

Consolidation has not been limited to
the United States. In the last week of
August, Studer Revox AG, Regensdorf,
Switzerland, acquired a majority interest
in Digitec S.A. (Chatou, France), which
manufactures digital audio consoles, re-
corders, routing switchers and automa-
tion systems. The acquisition “*will cer-
tainly increase Studer’'s presence in the
broadcast and teleproduction markets
around the world,”’ said Eugen Sporri,
director of strategy and technology for
Studer Revox.

Digitization: efficiency and quality

‘It may be that economics, rather than
technology, is driving a moderate o ex-
treme revolution toward digitization,”
Weirather argued. Although ‘‘tens of
thousands of cart machines are out there,
their sales are way off.’” Confidence in
this trend has Harris *‘now trying to tie
all the digital elements together,’’ in the
studio, in digital microwave and station
to transmitter link and in transmission,
he said.

Slightly more cautious about the defi-
nite birth date of the digital age, Brad-

ley’s Reed said, ‘‘People have been pre-
dicting the death of the cart machine for
years. It may be staggering now; we're
on the edge of something.”’

In any case, said Weirather, interest
in digital audio players, recorders, edi-
tors, automation, logging and retrieval

““It may be that
economnics,
rather than

technology, is

driving a
mnderate 1o
extreme
revolution
toward
digitization.”’

and storage products ‘‘is coming on
harder and faster than expected, not just
because of [sound] quality but because
it’s cost-effective.”’

Broadcasters concurred. ‘‘Generally,
for those type products,’’ said Nation-
wide’s Watkins, ‘it still requires people
to make artistic decisions, but you gain
efficiencies.”” Nationwide engineers
have been testing a variety of digital
audio processing equipment, he said,
“‘but there’s still an awful lot of tape cart
out there.

*‘[ like to think we keep our stations
state of the art, buying several transmit-
ters each year and audio processing
equipment. We typically have set more
money aside™ than in the current year,
he said. But in terms of both technologi-
cal advancement and economics, ‘‘com-
puter control, more automation, is a real
advantage. As we go into 8- and 16-
track recording, it’s nice to have com-
puter assistance.’”

Cox Enterprises, with six AM and
eight FM stations across every segment
of the nation, currently plans no major
group equipment buys, said John Swan-
son, vice president and director of engi-
neering.

Currently “‘heavily into CD-to-air,”
Cox will likely purchase more digital
audio work station equipment over the
next two to three years, with emphasis
on the ‘‘cheaper, PC-based’’ systems.
However, he said, if CD-to-air is
*‘somewhat dated, digital for digital’s
sake is something we're not doing.”” He
expects Cox stations will increasingly
request CD recorders, but the next sev-
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cral years, he said, options there may
remain ‘‘too few and too pricey.”’

As it did at the National Association
of Broadcasters convention last April,
Harris plans to showcase digital logging,
program storage and editing and auto-
mation systems from AKG, Armakis,
Eventide and other manufacturers.

Bradley will exhibit three groups of
products—Telos digital telephone inter-
connect (“‘for anybody who uses tele-
phone on the air and wants the best
quality,”’ said Reed); AKG digital audio
workstations and Cutting Edge’s Unity
on-air FM processor.

Calling compression *‘the hot ticket,””
Antex’s Gross said radio station automa-
tion is “‘a relatively new but significant
market,”” Antex hopes by October to
introduce an advance on the SX-12 digi-
tal audio board, which it showed at NAB
and will demonstrate again this week.
The $X-15 will provide “*a more power-
ful processing engine to accomplish ad-
vanced algorithms,”’ he said, noting that
all of Antex’s processing can support
five different compression algorithms.

Sony began shipping its new mid-lev-
el professional model digital audio tape
(DAT) recorder last month and hopes to
start shipping a less-expensive model
this month, said Ron Remschel, market-

[}
]

b
Fht

The AUDISK audio storage and retricval system, one example of the digital equipment
“revolution” in waiting

ing manager for Sony’s Pro Audio.
Working with Harris Allied and Bradley
Broadcast as distributors, Sony is “‘just
now putting together a whole marketing
plan for audio,’" he said.

In addition to portable recorders and a
$25,000 DAT editing system, Sony
DAT products will include a player with
an instant-start feature, opening the door
to DAT-to-air play, Remschel said.

EAR-RESISTIBLE!

A return to personality radio

THE BUZZARD.

Contact Randy Scott

(606) 441-8687

Available 24 hours on Westar IV
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Digitization is also gaining favor out-
side the studio. This year Cox has pur-
chased a2 Harris DX 50 solid state AM
transmitter for clear channel wSB-AM At-
lanta. In addition to ‘‘perceivable’ im-
provement in signal quality, said Swan-
son, Cox hopes to save money on both
tube replacement and power bills.

The redundancy built into solid state
transmitters also answers broadcasters’
demands for reliability, said Weirather,
whose company will showcase its new
solid state platinum FM transmitter at
the Radio "91 show. Despite proven reli-
ability, tube transmitters have ‘‘a single
point of failure problem,’” he said.

Digital satellite delivery of audio pro-
graming is also advancing with the ABC
and CBS Radio networks’ conversion
last month to Scientific-Atlanta’s SE-
DAT 6-to-1 compression system. Kent
Malinowski, director of broadcast radio
and data systems for S-A, said between
3,000 and 4,000 ABC and CBS affili-
ates are outfitted with the new network-
provided satellite receiver card, allowing
them to take in 20-khz pairs of digital
audio signals at 256 kilabits per second.

The successful $4-million conversion
project will lead to formation of a users’
group and, S-A hopes, to the adoption of
SEDAT by Westwood One and other
national programer services.

And Comsat World Systems used the
Aug. 27-29 Satellite Communications
Users Conference in San Jose, Calif., to
unveil its own Digital Audio Distribu-
tion Service, capable of delivering digi-
tal radio programing overseas via Intel-
sat. The system can accept the
compression algorithms devised S-A,
Dolby, Intraplex and LNR, said Paul
Stern, manager of strategic plans.

The Ku-band technology will allow
reception of up to 120 CD channels
through a 1.8-meter dish, and Comsat
has designed a ‘‘flexible tariff,”” Stern
said, ‘‘to let people test the market with-
out making a five-year commitment for
space segment.””’ -PoL

SHORTWAVE SELLOUT

Industry reports renewed interest in wake of war, coup

ount shortwave radio among the

industries that have indirectly ben-

efited from the Persian Gulf war
and recent events in the Soviet Union.
During the war, sets for the service,
which operates on frequencies between
6 and 25 mhz, regularly sold out. And
North American Broadcasting Co.,
which is counting on the boom continu-
ing, hopes to give ‘‘new life>’ to short-
wave’s American audience.

The Ontario, Canada, firm by 1993
plans to construct the first private short-
wave broadcasting station in Canada. It
will consist of two adjacent 250 kw
shortwave relay broadcasting transmit-
ters in the southern part of the Manitoba
province, 12 miles from and aimed at
the United States, with each transmitter
covering about half the country. They
are expected to greatly improve short-
wave signals from around the world, at a
rental cost of about $1,000 per transmit-
ter per hour. Go-ahead for the project
hinges on approval from the Canadian
government.

*‘Shortwave listeners like myself were
among the first to hear about the break
in the coup,” said Edward D. Du-
Charme, managing director of the com-
pany and former director general, radio
regulatory branch, of Canada’s Depart-
ment of Communications, ‘“When the
Radio Moscow announcers said they
‘want to apologize for [the misinforma-
tion of] the last couple of days, but fthe
leaders of the coup] forced us to do
it.” "

DuCharme said strong interest has
been shown in the project by the BBC,
Deutche Welle (Germany), Swiss Radio
International and Radio Nacional Espa-
na, in renting the transmitter. They have
talked about at least 5-10 year commit-

NEWSBREAKS FROM BRITAIN

When the war in the Gulf broke,

> L=

who did your listeners turn 10?

Meet the demand for fast coverage
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Featuring

¢ One Minute Actuality Reports
For Newscasts

o Hard News, Health, Science,
Consumer and Cultural Features

of international stories

B NEWSBREAKS FROM BRITAIN
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e Toll-Free 800
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ments to ensure continuity of service,
but no definite plans have been made, he
said.

According to DuCharme, transmis-
sions that must pass over an auroral zone
encircling the top of the earth, such as
the European and Asian broadcasts, are
subject to signal disturbances. To get
around this, Germany’s broadcast ser-
vice Deutche Welle broadcasts to the
United States on four or more 500-kw
transmitters simultaneously, causing in-
terference and congestion. NABCO’s
transmitters, to be located south of the
zone, thus avoiding the interference,
would be able to broadcast the program-
ing with one transmitter, using half the
power.

Retransmission of shortwave signals
by entities other than the broadcasters
themselves has been done on a barter
system between countries for years.
*‘We thought rather than trade time,
[this system] does not need commit-
ments On your own transmitter for bar-
tering,”” said DuCharme. ‘‘News agen-
cies can just pay upfront and be clean.”’

The prime financial backer for the
project is Newfoundland Capital Corp.,
with about a 70% stake and which cur-
rently owns 16 radio stations in Canada.
DuCharme has a 20% interest and Den-
zil Doyle, former president of the Cana-
dian arm of Digital Equipment Corp.,
has 10%.

The cost of the entire retransmission
facility will run $10-12 million, accord-
ing to DuCharme, including about $2
million for each transmitter. Several po-
tential suppliers have been looked at,
including Continental Electronics Corp.
and Harris Corp. from the United States,
Telefunken from Germany and Marconi
from Britain; direct negotiations will be-
gin once a license has been issued.

Broadcast licensing in Canada is a
two-step process; the technical license
from the Canadian Department of Com-
munications has already been issued.
The Canadian Radio-Television and
Telecommunications Commission,
which looks more subjectively at appli-
cations, held a public hearing on July 10
to consider it and receive public inter-
ventions. It is expected to decide on the
application in about a month.

DuCharme, who is familiar with his
government’s broadcast licensing pro-
cess, is optimistic. ‘‘{The commission]
noted, I think with some pleasure, that
we will not have any impact on the
Canadian broadcast industry."” —56
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NAB RADIO 1991 SCHEDULE

All events in Mosconi Center unless otherwise noted

12:45-1:45 p.m,
1:30-2:40 pm.

4:15-5:50 p.m.

WEDNESDAY

10:30-11:40 a.m.

3:30-4:40 p.m,
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10:30-11:30 a.m.
11:50-1 p.m.

1:30-2:40 p.m.

9-10:10 a.m.
10:30-11:40 a.m.
10:30-12 p.m.

12:15-1:15 p.m,
1:30-2:40 p.m.

SATURDAY

5:30-11 p.m.

Broadasting Sep 9 1991 Radio ‘91 47




SAN FRANCISCO FLOOR SHOW: RADIO 91 EXHIBITORS

All booths are in the Moscone Center

Accelerated Yoica/The Media Gallery
Acww-Woather

Assoc. of Fed. Comm. Con. Eng.
AKG Acoustics

Alesis Corp.

Alla Communications/Alla Spanish Net.

Alpha Lyrocam/Pan American Sat.
Alternative Sales System

American Digital Radio

American Rodio Networks
American Telesovrce

Americon Women in Radio & TV
Arbitron {o.

Toby Arnold & Assodiotes

Arrokis Systems

Associated Press Broodcast Sarvices
Associoted Production Music
ATI—Audio Technologies

Atlontic Marris Productions
Audiopak Inc.

Audic Precision

Auditronics

Automated Business Concepls

Bosys AutomotionSystems
BBC World Servica

Bext Int.

Birch Scorborough Research
Bonneville Broadeasting System
Brodley Broadcast

British Information Services
Broadcast Electronics Inc.
Broadeast Investment Anolysts
Broadcost Produds Inc.
Bropdeast Progromming
Broadcasters General Store
BSW/Broodcast Supply West
Burk Technology

Business Rodio Network

CBSI/Custorn Business Systems
{enters for Disease Control
Child Protection Program

Church of Jesus Christ of Latter Day Saints

Cireit Research Labs

(KW & Associotes

(MBE

Columbine Systems Inc.
Com-Sell Telemarketing Service
Communication Grophics Inc.
Computer Concepts Carp.
Comrex Corp.

Comstream Corp.

Contept Productions
Continental Electronics Corp.
Corporate Computer Systems
(PC Assodiates

CRN International

Dalet Digital Medio Systems
Oatacount Inc.

Dataworld

Michael Day Assodiates
Decision Inc.

Denon Americo Inc.
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aie
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1,243
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639,641
1324
218
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626,628
318,320
826
1315
310,312

612

1322

1326

1343

1107

942
1037,1039
304

124

902

10z

520

132
nanmn
801,803
240,242
544

726

M4
40941
L)
1237
AL}
938,940

Dick Orkin's Redio Ronch

Dielectric Communications/General Signol

Directions in Rodio
Direct Mail Express
Dolby Loboratories

Eogle Markeling

Econco

Elecironics Research Inc.
Eventide Inc.

Explosive Promotions
EZ Communications

Federal Emergenty Monagement Agency

Fidelipac Corp.
Film House Inc.
FirstCom Broodeast Services

GE American Communications Inc.
Gentner Eledronics Corp.

Gool Line Guide

Gold Media Group

Gotham Audio

Harris Allied Broadcast Equip.
Hozel's Fontosy Foctory

Henry Engineering

Hispano U.S.A. Network
Hungerford, Aldrin, Nichols & Carter

IDB Communications Group
IGM Communications
Imageworks

impact Resources

In All Seriousness Inc.
fndependent Broadcasters Natwork
Inovonics Inc.

Internationol Dotacasting Corp.
Internafional Demographics
International Tapetronics Corp.
Intraplex Inc.

ITP Paulist Communications

JAM Croative Productions
Jampro Antennas
Johnston Praducts

Kilisr Music/Killer Tracks

LDL Communications Inc.
Tony Leass Incentive Tours
Leukemio Society of America
The Listmoster

MacroMedio/DHK Group
The Management

Marantz Professional Audic
Maritz Traved Co.

Marketing Combinations Inc.
Marketron

Marti Eledronics

Master Software Systems
Maxogrid International Inc.
Medio Toudh Systems
Merriman Patrick Turner Productions
Metatec

Metro Traffic Control
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1038
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302
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20

Miller Kaplan, Arase Co.

Moseley Associates Inc.

Motarola AM Stareo

Music & Medio

Music Director Programming Service

NAB Legal Answers Booth
National Guord Bureou

National Supervisory Network
Noutel

Network Music Inc.

News Technology Corp.
Northeastern Telecommunications
NPR Satellite Services

Omnia Group Inc.
Otari Corp.

Pioneer Laser Entertainment
Potamac Instruments Inc.

Press Promotions inc./Listenerlink
Profile Communications Ltd,
Profit Plus

Profit Systems

Pukse of Redio

Radio Advertising Bursay
Radio Computing Service
Rodio Express

Rodio Systems Inc.
Radiomall

Ram Broodcost Systems
Rontel Research

Register Data Systems
RRM Inc.

$45 Broadeast Software

Schafer Digital

Scientific Atlonta

Seaconst Communications Group
Sellmark Electronic Services
Sentry Systems

Shively Labs

SMARTS Broadcast Systems
Strata Morketing

Studer ReVox Americo
Systemation

Tapstan

Telspan Inc.

Tennaplex Systems Ltd.

TFT Inc.

360 Systems/Broadcast Produds Group
TM Century Inc.

28 System Corp.

U.S. Air Foree Advertising

US. Army Reserve

US. Dept. of Health & Human Services
U.S. Tape & Label Corp.

UNR-Rohn Construdtion Carp.

Murray Wolsh Rodio Programming
Weather Services Corp.

Welwood Infernational

Wheatsione Corp,

Yomaha Corp. of America
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SATELLITE

FOOTPRINTS

Compression proposals, please. Cable Television Laborato-
ries, Tele-Communications Inc. and the Viacom Networks
unit of Viacom International issued a joint request for pro-
posals (RFP) last Tuesday, Sept. 3, for the acquisition by
those parties of a digital video compression system to deliver
cable programing via satellite.

Letters of intent to submit proposals are due at CableLabs
by Sept. 16. The proposals themselves must be submitted by
Oct. 31. As of mid-August, TCI, Viacom and CableLabs had
identified 65 companies to which it would issue the request
(BROADCASTING, Aug. 19).

The RFP emphasizes the desire to adopt satellite link
hardware ‘‘designed to be compatible with future digital
compression on cable television systems,”” said CableLabs.
Designs for set-top decompression units are also requested.

In a prepared statement, Viacom Senior Vice President
Edward Horowitz said, ‘“Viacom will use the technology on
a selective basis to add new programing products, while
maintaining current services to our existing subscribers.”

“But,”” said J.C. Sparkman, executive vice president
and chief operating officer for TCI, *‘this effort cannot end
with the satellite uplink-downlink portion of the distribu-
tion system. We intend to insure that our cable operations
enjoy its benefits as well.”’

Padfic programers. Severzl major U.S. cable sports and
news programers are beginning the race for Asian subscrib-
ers.
On Aug. 26—in time for coverage of the U.S. Open tennis
tournament—Prime International launched a service aboard
AsiaSat I, a satellite operated by Hutchison Whampoa Ltd.,
Hong Kong, boasting a potential reach of 2.7 billion people
in 38 nations from Korea to the Philippines to China and
Pakistan.

And some time after Oct. 1, ESPN International and CNN
International will begin satellite delivery to master antenna,
home dish and other users in Hong Kong, Malaysia, the
Philippines, Singapore, Taiwan and Thailand via Indonesia-
based Perumtel’s Palapa B2P satellite.

Noting that regional programers-——Malaysia’s RTM and
Tv3, Indonesia’s RCTI, the Philippines’ ABS-CBN and
Thailand’s TV5—have been established on Pzlapa for one to
five years, Wes Hanemayer, vice president of satellite sys-
tems for Tumer Broadcasting, called it the “‘pre-eminent
video bird in the region.”” CNN will select a scrambling
system with hard video encryption and replaceable security
by launch. Link budgets for the Palapa satellite call for 2.0-
to 4.5-meter dishes for reception.

On Sept. 1, ESPN began moving its B-Mac encrypted
trans-Pacific satellite feed from Intelsat V 180 (where it had
shared a transponder since June 1990} to what ESPN said is
the more powerful Intelsat V 177. The V 180 feed will
continue through Sept. 30.

New guard ot Comsat. Arthur Szndo, vice president of mar-
keting and communications for Comsat Video Enterprises,
was appointed vice president, corporate affairs, for Comsat.
He replaces Richard McGraw, who announced his early

retirement. Sando, long-time head of Tumer Broadcasting
System’s advertising and promotions, joined CVE in May
1990.

He will be responsible for investor, community and media
relations, congressional affairs and advertising and promo-
tion. Describing ‘‘very interesting times for Comsat, [which]
is transitioning from a regulatory mindset to a competitive
mindset,’”’ Sando said the appointment does not represent
any desire to leave CVE but rather a personal ‘‘expansion
into new areas.”’

Comsat also promoted associate general counsel Warren
Zeger to acting general counsel, following the resignation of
vice president and general counsel Willard Nichols. The
Zeger appointment grew from a *‘critical’” need to streamline
and decentralize, said Comsat Chairman Irving Goldstein.

Michael McAllister was appointed vice president, legal
affairs, for Comsat Systems Division, Comsat Labs and
CVE, John Hannon was named vice president, legal affairs,
for Comsat Mobile Communications, and James Amdur was
appointed assoclate general counsel responsible for securi-
ties, corporate tax, employment law and mergers and acqui-
sitions.

Metwork nudge. In a joint filing with the FCC, Capital
Citiessf ABC, CBS and NBC have asked the 11.S. government
to enter negotiations with foreign governments ‘‘to elimi-
nate, or at least greatly reduce, the existing wide dissymme-
try among end-user rates for intemational television ser-
vices."”’

ABC, CBS and NBC charged that post and telecommuni-
cations ministries (PTT’s) in a variety of foreign nations levy
inconsistent charges for the same services—charges, they
said, which *‘are substantially above cost and also contribute
to the net U.S. international telecommunications deficit.”’

According to the networks, in the first half of this year,
they could acquire the first 10 minutes of satellite time (from
Intelsat) and ground segment (from Comsat resellers) for
between $200 and $285. But in May 1991, charges for the
other half circuit ranged from $321.33 in France to $800 in
Egypt to $1,031.43 in Japan. ‘‘The negative impact on the
U.S. trade balance is the same as it is when U.S. dollars
leave this country due to excessive accounting rates for
switched message services,”” the networks said.

In separate letters, the networks also pressed for negotia-
tions over these rates with Ambassador Bradley Holmes,
U.S. coordinator and director of the Bureau of International
Communications and Information Policy for the State De-
partment, and Janice Obuchowski, assistant secretary for
communications and information for the National Telecom-
munications and Information Administration of the Com-
merce Department.

The comments were filed in response to a proposed rule-
making more generally focused on reviewing rules that gov-
em how public switched network (PSN) telephone service
charges are divided among U.S. and foreign service provid-
ers. By the FCC’s judgment, the U.S. telecommunications
deficit rose from about $40 million in 1970 to nearly $3
billion this year, and as much as $1 billion of that deficit
directly subsidizes foreign PTT's.
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MINORITY PROGRAMMING
CaN HELP You SEE THE FOREST
AND THE TREES.

At Tribune Entertainment, we believe vou
can't capture a market without address-
ing all the different groups within that
market. That's why we're committed to
not only continuing, but expanding our
minority-oriented programming.

“Soul Train,’ “The Soul Train Music
Awards,’ “The Stellar Awards: A Tribute
to Dr. Martin Luther King, Jr.) and
“Celebrate the Soul of American Music”
have already set the pace the competition
follows. And with a range of exciting

new projects, Tribune Entertainment

will continue to blaze a trail into the "90s.

Join us as we reach new heights.

Station Sales
Centact David Sifford, Executive V. B/
Marketing & Sales « {615) 242-7017

Don Frehe, General Sales Manager/
Central Region - (312) 222-4514

Advertiser Sales
Contact Clark Morehouse, Senior VB/
Advertiser Sales « 1212) 750-9263

or your regional sales representative

Victoria Quoss, Eastern Sales Manager
(212) 554-1677

Sam Fuller, Southeastern Sales Manager
(615) 242-7017

Cathy Forbes, Midwestern Sales Manager
{312) 222-3320

Bob Cambridge, Southwestern Sales
Manager - (213) 460-3852

Larry VanderBeke, Director Midwest
Advertiser Sales » (312) 222-4412
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BLACK BROADCASTING "91:
30 WHO STAND OUT

Just 20 years ago, blacks in the broadcasting and cable businesses were the
exception. They are not yet the rule, but many have achieved prominence as
owners of broadcast stations and cable systems, high-level executives and
programing producers. Singled out here are 30 of that distinguished company. As
a group they have little in common, other than their color and a desire to see other
blacks follow them into the business. The roads they've taken vary. Bishop Willis
started out as a radio preacher and built a 28-station radio group. Skip Finley took
advantage of government-mandated affirmative action to learn radio and eventually
buy his own station. Michael Moye jumped from marine biology to TV programing
dfter winning a script-writing contest. And Mark Corry did it the old-fashioned who-
you-know way, teaming up with his high school friend Eddie Murphy.

The group worries that blacks have not made more progress, but they're
optimistic, given a little help from the government, a turnaround in the economy and
a commitment among blacks inside to extend a hand to those outside (see page 56).
Their names and stories are detailed below.

Byron Allen
Producer-talk show host

Byron Allen began producing and hosting
his own talk show in 1989, fulfilling an
ambition formed as a teenager when he
would accompany his mother—a tour
guide at the MCA studios in Burbank—to
work, and watch tapings of The Tonight
Show. The weekly hour-long The Byron
Allen Show is now seen on 141 stations.

Genesis Entertainment syndicated the
show during its first two years, but Allen has
taken over the distribution this year. His BYCA Distribution is also
producing a weekly half-hour series, Superstars with David Shee-
han, and two specials for syndication. The David Sheehan Special
and Jammin' *91.

Don Barden

Cable system owner

Don Barden is president of Barden Com-
munications, the largest black-owned ca-
ble operator, with 125,000 subscribers in
Detroit and a suburb of the city. Barden's
business career began in publishing, as
founder of a weekly newspaper in Lorain,
Ohio. During the 1970°s, he developed
real estate, keeping a hand in the media as
a talk show host on wkyC-Tv Cleveland.

When the cable boom hit in the early 1980°s, he applied for
seven franchises. He won and developed four of them. He's since
sold two systems, retaining the Detroit and Inskter, Mich., sys-
tems.

Karen Barnes
Network executive

As vice president of Fox Children’s Net-
work, Barnes hopes to develop programing
with the unpretentious (but not easily at-
tainable) goal of entertaining children.
**Everything doesn’t have to be education-
al and have social justifications,’’ she
says. ‘‘Children should have a little of
everything.””

Barnes’s first career as a corporate attorney at United Artists
and Warner Cable gave way to a second as a children’s television
producer while at Jim Henson Productions in the 1980’s. Amid
the uncertainty created by Disney’s ill-fated plans to acquire
Henson. Barnes accepted an invitation to join Fox in 1990.

Ed Bradley

Broadcast journalist

Ed Bradley marks his 1lth anniversary
with the top-rated CBS newsmagazine 60
Minutes this fall, but his long career with
CBS dates back to 1967 when he signed on
as a reporter at wCBS(AM) New York. He
joined CBS News as a stringer in the Paris
Bureau in 1971, chalking up enough points
within a year to move to the action of the
Saigon bureau.

Bradley joined the network's Washington bureau in June 1974,
Two years later, he was serving as a White House correspondent
and anchor of The CBS Sunday Night News. Bradley was a
correspondent for CBS Reports before joining 60 Minutes .
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Thomas Corter
Producer

Thomas Carter, who started his Hollywood
career as an actor (most notably in CBS’s
The White Shadow ), has become the pre-
eminent black producer and director of
television dramas. That was affirmed last
month when he was awarded an Emmy for
outstanding directing in a drama series for
Equal Justice, a series he co-created and
executive produced last season with Orion Television.

After Orion spun off its network production division last spring,
Carter struck a long-term development deal with Lorimar Televi-
sion. In the works: a *‘contemporary family”’ sitcom for possible
mid-season or fall 1992 entry.

Don Cornelius
Producer

One of the pioneers of minority-oriented
programing, Don Cornelius is host and
executive producer of Soul Train, a dance
show devoted to showcasing the latest in
soul, R&B and rock music. A student of
communications, Cornelius developed the
program while at wCiU-Tv Chicago, which
first aired it on Aug. 17, 1970.

Comelius started pitching the show for national syndication in
1972, It soon proved it could attract a national audience, not to
mention such national advertisers as Sears and Johnson Products.
Chicago-based Tribune Entertainment picked up the national dis-
tribution rights to the half-hour strip in 1985.

Don Cornwell
TV station owner

Don Cornwell runs the largest black-
owned TV station group in the country.
The 43-year-old ex-investment banker is
chairman, president and controlling stock-
holder of Granite Broadcasting Corp.,
which he founded with Stuart Beck in
1988. Their four-station group includes
two NBC and two ABC affiliates. Among
its investors is TV talk show host Oprah Winfrey.

Comwell went to Occidental College in Los Angeles and Har-
vard Business School. While working at Goldman Sachs, Corn-
well met former Group W Chairman Don McGannon, who in-
spired Cornwell’s interest in the television business.

Mark Corry
Producer

As high school buddies in New York in the
late 1970’s, Mark Corry and Eddie Mur-
phy shared the same sense of humor, and
now they share comedy development re-
sponsibilities within Murphy’s production
company. Upon signing a motion picture
and TV deal with Paramount, Murphy
asked Corry and Clint Smith, another high
school friend, to come to work for him as vice presidents in
charge of series development.

After The Kid Who Loved Christmas (for syndication), What’s
Alan Watching? (NBC) and Uptown Comedy Express (HBO), the
trio hit paydirt this season when CBS ordered Royal Family .

Gene Davis
Producer

Independent producer Gene Davis got his
start in broadcasting with Group W in
1968, working in promotion and marketing
at all five of the group’s TV stations over
the next five years. During the 1970s,
Davis worked in a similar capacity at
WTOP-AM-TV Washington and wMAQ-TV
Chicago.

He started producing full time in the early 1980°s. His credits
include ESSENCE: The Television Program, a weekly half-hour
series, and five special$, which were syndicated nationally. Davis
is currently working on The Words, The Music, The Life of
Abbey Lincoln.

William Dilday

TV group executive

William Dilday was the first black TV
general manager, hired in 1972 to manage
WLBT(TV) Jackson, Miss., after its license
was yanked for discrimination against
blacks. Dilday left the station in 1984 fol-
lowing an ownership change, but re-
emerged a year later as manager of cross-
town rival WITV(TV). Dilday is now
corporate vice president, overseeing sales for wiTv and News-
Press Gazette Co.’s other five stations.

Dilday still hopes to own a station. Today, the problem is
capital, he says. Burned by the speculators of the 1980’s, banks
are reluctant to lend to first-time buyers, he says.

Skip Finley

Radio station owner

Skip Finley, owner of wKYS(FM) Washing-
ton, says he is no longer embarrassed to
attribute much of his success to affirmative
action programs. ‘‘[ got into this business
because | was black, because the govern-
ment said companies had to hire blacks,"’
he says. “*I’m a classic example of [federal
policies], but I've earned my way up. Ev-
erybody has that opportunity today.””

Finley's *‘affirmative action’’ entry into the business came at
WHDH-TV in Boston in 1971 and culminated with his acquisition of
WwKYS in 1982. Over the years, he has worked or consulted at over
15 different radio stations, and has owned two others.

Gayle Greer

Cable executive

Gayle Greer, vice president of American
Television & Communications and vice
president of central operations for ATC’s
national division, is among the chief fe-
male black executives in the media busi-
ness. Based in Denver, she is responsible
for the operations of 20 cable systems
serving 200,000 subscribers in eight states.
Greer was executive director of the Fort Wayne Urban League
before joining ATC in 1978. At that time, she became active in
ATC’s franchising efforts, which have helped propel the company
to its number-two position in the industry. She was one of the
founders of the National Association of Minorities in Cable.
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Ragon Henry
TV-Radio station owner

Philadelphia’s Ragan Henry got his first
taste of broadcasting in 1971 when he ac-
quired 12.5% of Sheridan Broadcasting, a
black radio network. Three years later, he
began buying and selling broadcast proper-
ties and has yet to stop. Currently, the
Harvard-educated lawyer holds licenses
for 10 AM’s and 14 FM’s.

Last year, Henry ventured into programing, developing a chil-
dren’s radio format in conjunction with the Children's Literacy
Initiative. Although programing was created and taped for Kid-
waves Radio Network, the poor advertising climate has forced the
tabling of the effort.

Don Jackson
Producer-syndicator

Don Jackson formed Central City Mar-
keting to help corporate clients reach mi-
nority markets. One way to do that, he
told them in 1980, was to participate in
Bud Billiken’s Back-to-School Parade.
Tribune’s wGN-Tv Chicago was willing to
televise the event, but only if he pro-
duced it. Thus was born Tribune/Central
City Productions.

The company, of which Jackson is president, has since pro-
duced and syndicated several national programs featuring blacks,
including the Sou! Train Music Awards and the Stellar Gospel
Music Awards.

Robert Johnson
Cable network owner

Perhaps the most visible black in the cable
business, Johnson founded the Washing-
ton-based BET in 1979 after six years of
experience as a legislative aide on Capitol
Hill and lobbyist for the National Cable
Television Association. Dedicated to pro-
moting black culture, BET now reaches 30
million cable homes. Johnson is also co-
founder and part owner of District Cablevision, the cable system
serving the nation’s capital.

BET has been a **safety value’* for the cable industry, provid-
ing relief from black political pressure, he says. *'If it went out of
business tomorrow, they would have to create another one.’’

Quincy Jones

Producer

Best known as a musician and composer,
Quincy Jones has begun making his mark
in yet another area of the popular arts—
television production. With backing from
Warner Bros., Quincy Jones Entertain-
ment (in association with NBC Produc-
tions) made its debut last year in network
television with the hit NBC series The
Fresh Prince of Bel Air.

In association with Wamer Bros. Domestic Television Distribu-
tion, Jones also produced The Jesse Jackson Show last season.
Although the taltk show received some critical praise, it discontin-
ued production at the end of last season.

Jennifer Lawson

Network executive

As executive vice president for national
programing and promotion services for the
Public Broadcasting Service, Jenmifer
Lawson may be the most important black
programer in the country, overseeing
PBS’s increasingly ambitious national
schedule since 1989.

Lawson prepped for the job at the Cor-
poration for Public Broadcasting and at the Film Fund, which
supported social issue-oriented filmmakers. A holder of a master’s
degree in fine arts, she has illustrated several children’s books.
“I've never thought of myself as being on the fast track,’’ she
says. ‘I rather like some of the serendipity of life.*”

J. Bruce Liewellyn

Cable system-TV station owner

Bruce Llewellyn has been chairman and
chief executive officer of Garden State Ca-
ble, a cable system serving Cherry Hill,
N.J., since 1989, and chairman of Queen
City Broadcasting, licensee of WKBw-TV
Buffalo, N.Y., since 1985. He is also
chairman and CEO of the Philadelphia
Coca-Cota Bottlers and Witmington Coca-
Cola Bottlers.

Over the past 30 years, Llewellyn has also been a law partner, a
supermarket executive, a housing commissioner and a federal
bureaucrat. He's an advocate of programs designed to promote
minority ownership of media. ‘‘They work,'” he says.

Barry Mayo

Rodic group owner

In 1988, Barry Mayo and former RKQ
executive Lee Simonson formed Broad-
casting Partners Inc. and purchased five
turnaround radio stations. Three years
later, in spite of a soft economy and
declining station values, BPI has man-
aged to improve all the properties to the
point that the company is looking into
buying more stations.

In his first five years in radio, Mayo advanced from programing
disco in Litle Rock, Ark., to managing RKO’s WRKS-FM New
York. He made stops along the way in Nashville and Chicago,
where he took 17th-ranked WGCI-FM to the number-two spot.

Charisse McGhee
Network executive

Charisse McGhee, vice president, current
drama programs for NBC Entertainment,
is responsible for supervising the produc-
tion of the network’s prime time dramas,
the likes of L.A. Law, Quantum Leap and
Matlock. After working as a production
assistant at WGBH-TV Boston and at Walt
Disney Studios, she joined NBC’s drama
programs department in February 1987, assuming her present post
three years later.

*“My whole attitude about it is 1 come into work and make it the
best it can be,”” she says. **Maximize everything in every script
and every seriecs—maximize what you've got.”
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George Miles
TV station executive

As chief operating officer of WNET-TV New
York, the nation’s largest public television
station (and largest producer of program-
ing for public TV), George Miles says he
gets to do what *‘we got into this business
for: to serve the public.”* An accountant by
education, Miles left a large accounting
firm in the late 1960’s to enter broadcast-
ing with Group W's KDKA-Tv Pittsburgh.

On leave from Group W in 1983, Miles helped National Public
Radio out of its financial crisis. He had barely returned to Group
W before WNET-TV hired him to help with its turnaround. Since his
arrival, the station has been running an annual surplus.

Michael Moye
Producer

Michael Moye, creator and executive pro-
ducer of Fox’s hit, Married.. . with Chil-
dren, came to television production by a
most unusual route. While studying marine
biology in college, Moye, on a dare, en-
tered a script-writing contest sponsored by
Norman Lear. By winning the contest, he
was eligible to submit a script to Lear’s
Tandem Productions. He chose to write an episode of Good
Times. That script led to a full-time job and the start of a new
career. Cable has created more opportunities for black talent than
ever before. When the three networks dominated, “*black shows
had to be *in’ for blacks to be working.”’

John Oxendine

TV station owner-consultant

John Oxendine is president of Broadcast
Capital Fund and its investment subsid-
iary, Broadcast Capital Inc., the only non-
profit investment company in the country.
Its purpose: providing financing, manage-
ment, technical assistance and training to
minority entrepreneurs seeking to acquire
and operate broadcast properties.

Taking some of his own advice, Oxendine formed Blackstar
Communications Inc. in 1987 to acquire television stations. Thus
far, Blackstar, of which Oxendine owns 47%, has purchased
stations in Salem, Ore. (Portland); Melbourne. Fla. (Orlando),
and Ann Arbor, Mich. (Detroit).

Johnathan Rodgers

Network executive

Johnathan Rodgers, president, CBS Tele-
vision Stations, began his career in print
journalism in the late 1960’s, but made the
switch to broadcasting in 1973. Afier three
years as a reporter at WNBC-TV New York,
Rodgers made the management ranks with
CBS, as assistant news director at WBBM-
TV Chicago and later at KCBS-TV Los Ange-
les, where he eventually became station manager. After a three-
year stint as executive producer at CBS News, Rodgers became
general manager of wBBM-Tv Chicago in 1986. He held that post
for four years before being named to his present position just over
a year ago.

Bernard Shaw

Broadcast journalist

One of the lasting images of the Persian
Gulf war came on its first night—Jan. 16,
199]1—as CNN'’s principal Washington an-
chor Bernard Shaw and two other CNN
reporters provided live continuous cover-
age, from a hotel room, of the bombing of
Baghdad. *'In effect, I was trapped there,
and I worked the story,”’ says Shaw, who
has been a key member of CNN since its inception in 1980.

Shaw, 51, began his career in 1964 as a radio reporter in
Chicago, but went to Washington in 1968 to become Group W's
White House correspondent. He subsequently served there as a
reporter for both CBS (1971-77) and ABC (1979-80).

Pierre Sutton

Radio group owner

**Blacks aren’t very well represented in the
ownership ranks,” says Pierre Sutton,
chairman, Inner City Broadcasting. “‘It’s
becoming a game for big corporations, and
if you aren’t in the game, you can’t get
in.”” Fortunately for Sutton, he got in the
game early. In 1970, he and 57 others
bought wriB(AM) New York. The partner-
ship later bought a companion FM, WBLS(FM).

Sutton’s interest in radio grew as the profits of the New York
combo did. Inner City’s portfolio now also includes combos in
San Antonio, Tex., and Berkeley, Calif. Sutton also owns a piece
of the cable system serving the New York borough of Queens.

Ronald Townsend
TV group executive

Ron Townsend, president of Gannett Tele-
vision, a group with 10 television stations,
does not recommend the route he used to
enter the broadcasting industry. Starting in
the CBS mailroom and making it was
**kind of a fluke,"” he says. *‘I was lucky; I
worked hard, and some people who be-
lieved in me gave me an opportunity.”

Townsend, who turns 50 later this month, has distinctions
beyond his lofty executive post. He is chairman of the TV board
of the National Association of Broadcasters, and last year he
became the first black member of the Augusta Country Club in
Georgia, home of the Masters Golf Tournament.

Keenen lvory Wayans
Producer

Keenen Ivory Wayans’s popularity among
the American public derives primarily from
the characters he portrays each Sunday night
on Fox’s half-hour In Living Color. But his
notoriety in Hollywood is due to his growing
reputation as a writer and producer. In addi-
tion to In Living Color, for which he is
executive producer and co-writer, Wayans's
behind-the-scene credits include three movies.

Wayans teamed with fellow comedian Robert Townsend to
write ‘‘Hollywood Shuffle’* and co-produced Eddie Murphy’s
‘‘Raw.”” Wayans also wrote, directed and executive produced
*I'm Gonna Git You Sucka.”’
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Jay Williams
Radio network executive

Jay Williams, president, Sheridan Broad-
casting Network, entered the broadcasting
business in 1981 when he joined Group
W’s KYW(aM) Philadelphia in the sales
department. Williams had spent 16 years
at Armstrong World Industries in the
finance, personnel and sales and market-
ing departments. Williams ascended

quickly through the sales ranks at Group W, eventually be-
coming the sales manager at wiNs(AM) New York.

In 1986, Williams joined Sheridan as director of sales and
marketing. He was appointed president in 1988 and two years
later assumed the additional title of vice chairman.

L. E. Willis

Radio group owner

As chairman of Willis Broadcasting, L. E.
Willis, or Bishop Willis as he is widely
known, oversees a full complement of ra-
dio properties, including 24 stations and
four construction permits. Willis was bit-
ten with the ownership bug as an on-air
minister for the Church of God in Christ,

when he purchased time in 15-minute daily
blocks from a Norfolk, Va., radio station. *‘I worked for the next
20 years trying to get the downpayment to buy my first station.”’
In fact, Willis’s first purchase was WWOC(AM)-WOWIFM) in Nor-
folk, which closed in December 1974, ““That Christmas was the
happiest day of my life,”” Willis says.

BLACKS IN THE FIFTH ESTATE: SEEKING HIGHER GROUND

Top black executives say black ownership and employment in media fall short
of expectations; access to money and healthier economy are keys to future

hen Bill Dilday began attend-
ing NATPE conventions in the
1970’s as general manager of

WLBT(TV) Jackson, Miss., he was invari-
ably the only black there, *‘It was very
lonely,’” he says. ‘‘Believe me.”

But now when he goes to the annual
television programing fair, he expects to
see 40 or 50 blacks—broadcasters and
syndicators. ‘‘That’s a big, big
change,” he says.

Without doubt, blacks have made
substantial inroads since Dilday became
the first black general manager of a TV
station in 1972, gaining prominence as
station managers, network executives,
owners of broadcast and cable properties
and producers.

But the consensus among the men and
women who make up BROADCASTING's
canvass of standout executives in black
broadcasting and cable is that blacks re-
main underrepresented, particularly in
positions of power. In their minds, two
decades of affirmative action and gov-
emment policies have thus far failed to
bring black employment and ownership
in line with the percentage of blacks in
the population and, more important, in
the TV and radio audiences.

*‘We take two steps forward and one
step back,'” says Karen Barnes, vice
president of Fox Children’s Network.
**No one can count or name the number
of male executives in this business, or
the Jews or the Irish in this business,”’
she says. **A lot of people could tell you
exactly who the black executives are,
and as long as you can do that, then |
think we are underrepresented.”’

“‘Generally, women have progressed
even in the face of sexism, but racial
minorities are still treading water,’’ says
CNN’s anchor Bernard Shaw. ‘‘The
economic shakeout in the industry and
the lack of pointed federal government
prodding represents a double whammy
for minorities,”” he says. ‘‘There are en-
lightened station managements across
the country, but when there is economic
stress, the tendency is to cut back on
programs that would bring in young peo-
ple.””

“Generally,
women have
progressed even in
the face of sexism,
but racial
minorities are still

treading water’’
CNi's onchor Bernard Shaw

Over the past 15 years, says John
Oxendine, president of BROADCAP, a
group that helps minorities find station
financing, and a part owner of three
television stations, minority ownership
has risen from about one half of 1% to
about 3%. ‘‘But that’s still significantly
less than what it ought to be,”” he says.
If blacks constitute 10% of the popula-
tion, he says, they should hold 10% of
the 12,000 broadcast licenses.

The dearth of minority ownership
may contribute to the dearth of minority
station managers. ‘“The key job in

broadcasting is being a GM,”” says
Johnathan Rodgers, president, CBS
Television Stations. ‘‘A GM needs to
acquire programing, sales, marketing,
management and administration skills,”’
he says. “‘Unless you have people there,
they won’t become the president of a
group or division.”’

Overall black employment in broad-
casting is sufficient, says Ronald Town-
send, president, Gannett Television
Group. **We have to start looking at the
decision-making positions and the repre-
sentations there,”” he says. ‘*Whether
you’re talking about news director, pro-
gram persen, sales manager—those are
areas where the industry can perform
better, and we're looking at ways to do
that.”’

Blacks on screen have multiplied rap-
idly over the past 25 years, says George
Miles, chief operating officer, noncom-
merical WNET-TV New York. *‘But there
is still a long way to go,”” he says.
**Now the problem is more that there are
not enough faces behind the camera,
whether general managers, news direc-
tors or others,” he says. *‘There are not
that many blacks there.”’

Few blacks own cable systems, says
one of the few, Don Barden, owner of a
large Detroit cable system. And the state
of affairs among black cable managers is
no better, he says. There are probably
more black radio executives than black
cable executives in the top 20 markets,
he says.

**Obviously, blacks are underrepre-
sented in the cable programing busi-

L X}

ness,”’ says Robert Johnson, president
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of Black Entertainment Television.
‘*Someone needs to take an affirmative
stance to bring more black creative peo-
ple into the cable decision-making pro-
cess.”’

Blacks in TV production and distribu-
tion are a rarity. Producers like Michael
Moye, Quincy Jones and Thomas Carter
able to crack the networks’ prime time
schedule are clear exceptions to the
white rule.

And such producers seldom find
themselves dealing with blacks at the
networks. Carter, executive producer of
ABC’s Equal Justice, says the networks
have not been as diligent in hiring mi-
norities as the major studios. ‘'l would
certainly like to see more blacks within
the executive ranks of the networks,”” he
says.

““I don’t see a powerful black decision
maker who can green light a project’” at
either the broadcast networks or the ma-
jor cable networks, says BET's Johnson.
BET’s production company—a co-ven-
ture with black actor Tim Reid—has had
““a very difficult time getting the other
cable program services to give us the
opportunities to do deals,”” he says. “I
thought this was a natural because of
Tim’s credibility,”” he says. ‘‘It’s caus-
ing me some concern about whether the
other programers are committed to the
opportunity for black voices to be

heard.”’

Most attribute the low ownership lev-
els to the difficulties all newcomers have
in raising capital. *‘Our entire industry
has been redlined,’’ says Skip Finley,
owner of WKys(FM) Washington. ‘*Until
financial institutions loan money to
broadcasting on its merits and not a false
ratio of its assets, say goodbye to Ameri-
can broadcasting and with it black-
owned broadcasting.”’

Oxendine, whose BROADCAP pro-
vides a pool of capital for minority buy-
ers, agrees. ‘“We have to be a walking
wake-up call to the financial institutions
and make them aware of the fact we
have the skills and the talent...to provide
a fairly decent financial return if they
were to have a leap of faith and invest in
us.”’

The speculator who invaded the
broadcasting industry in the 1980°s
drove up prices and drove away first-
time buyers, Oxendine says. **With the
multiples and values now going down,
there are some opportunities for people
who have some cash.”’

Group owner Ragan Henry says
blacks were making steady progress in
station ownership until financing be-
came scarce. *‘l would like to see a
dedicated financing program established

broadcasters,”” Henry says. ‘‘BROAD-
CAP can’t do very big deals. We need
an organization that will do riskier
deals.”

Henry and others also call for a re-
vamping of the FCC’s minority tax cer-
tificate program, under which sellers of
broadcast properities to minorities re-
ceive a certificate entitling them to defer
capital gains. ‘*The program should be
revisited, clarified and expanded,”” he
says.

Barden was more specific. He sug-
gested giving the certificate to the mi-
nority buyer so that he can pass it along
to his lender. When the value accrues to
the lender, he says, he may be able to
lend at, say, nine times cash flow rather
than seven times.

If the FCC cannot improve the tax
certificate program and other minority
ownership policies, says radio group
owner Barry Mayo, it should at least
perserve them. *‘l would never want to
see minority preferences {in awarding
new licenses] and tax certificates phased
out,”’ he says. *'It is premature to think
that blacks can now, because of the
gains they have made in the last 10
years, compete on equal footing,”” he
says. *“‘That day will come, but not
yet.”’

Pierre Sutton, of Inner City Broad-
casting, a radio group, is concemned that
the FCC may further liberalize broadcast
ownership rules limiting the number of
stations groups may own locally and na-
tionally. **Without the rules, it's a game
for big people, and if you aren’t in the
game, you won't be able to getin,”’

Although the government can help,
most believe it is up to blacks already in
ownership and high management posi-
tion to bring in others.

‘‘Behind the scenes has really been
disturbing to me,”” says Don Jackson,
president of Tribune/Central City Pro-
ductions. ‘‘Some production companies
are completely devoid of blacks,”” he
says. “‘If we don’t ask for black produc-
tion assistants or black cameramen or
black stage managers, we "won’t get
them. When black entertainers partici-
pate in these shows, they’ve got to see
whom the show is employing,’” he says.
*“We're not doing enough of that. We're
not doing enough networking, enough
consciousness raising. We’re sometimes
as guilty as the white producers who
don’t hire blacks.”’

In the end, all agree, the best for
blacks trying to make it in television and
radio is to demonstrate they can make
money at it. “‘It’s real simple,” says
Byron Allen, host, producer and distrib-
utor of his own talk show. “‘It’s not
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VASHINGTON

GANGING UP ON GANNETT: RUSH TO FILE
PETITIONS TO DENY ON WASHINGTON’S WUSA(TV)

re-emptive strikes were fired last

week against Gannett Co. plans to

keep wusa(tTv) and five newly ac-
quired daily newspapers in Washington-
area suburbs that fall within that sta-
tion’s signal. Petitions to deny WUSA’s
license renewal have been filed by a
group of Washington newspapers, in-
cluding the Washington Times and the
Washington Area Citizens Coalition In-
terested in Viewers’ Constitutional
Rights.

In May, Gannett announced a deal to
purchase The Times Journal Co. of
Springfield, Va., which publishes the
Alexandria, Arlington, Fairfax, Mont-
gomery and Prince George's Journals.
Times Journal also publishes 10 week-
lies, operates a data service and—most
important to Gannett—has a commercial
printing division and plant that has print-
ed Gannett’'s USA Today since 1982.
The sale closed Aug. 30.

*This kind of combination would
give Gannett a stranglehold not only
over the marketplace of ideas, but also
the economic marketplace as far as the
other smaller papers are concerned,”
said Gigi Sohn of the Media Access
Project, which represents WACCIVCR.

Gannett has a year from the closing
date to divest itself of either the papers
or WUSA; crossownership rules prevent
common ownership of a broadcast sta-
tion and daily newspaper in the same
market. Indeed, it was widely believed
in May that Gannett intended to sell the
dailies, reduce their frequency to less
than four times a week (to come within
the rules) or shut them down. The one
thing on which virtually everyone agrees
is that Gannett is not going to divest
WUSA.

Although it has the printing facilities
that were its primary objective in the
buy, Gannett is believed to be consider-
ing asking for a permanent waiver. *‘If
they ask for a waiver, I'm confident the
commission is going to reject it,’” said
Erwin Krasnow of Vemer, Liipfert, who
represents the objecting newspapers.

““The public interest should be para-
mount, but the fact that other newspa-

pers are raising their voices is going to
say something to the FCC. It’s not just a
bunch of crazy listeners and viewers.
Industries have a way of persuading the
FCC,’’ said Media Access's Sohn.

The commission is also under pres-
sure from Congress to retain the cross-
ownership ban and to grant waivers judi-
ciously. In an Aug. 16 letter, Senator
Ernest Hollings (D-$.C.), chairman of
the Senate Commerce Committee, re-
minded FCC Chairman Alfred Sikes of
the importance of the crossownership
ban, and said that waivers should ‘‘be
granted in only the most compelling cir-
cumstances.”’

Although the letter spoke of the cross-
ownership restriction in general terms,
sources in both Congress and the FCC
believe that it was not mere coincidence
that the letter arrived just prior to Gan-
nett’s closing of the Times Journal pur-
chase.

Compounding the problem is Gan-
nett’s ownership of USA Today. Al-
though the FCC has already ruled that
the national daily does not fall under the
crossownership rules, both petitioners
said the commission should consider
USA Today’s impact on the Washington

market because Gannett’s corporate
headquarters are located in neighboring
Arlington, Va., and, as Sohn put it, USA
Today is **for all intents and purposes,
in Washington, D.C., a local newspaper
because national news often overlaps or
is the same as local news. We have less
of a problem with USA Today and own-
ership of a station in Detroit, for exam-
ple. But the dailies are the day-in, day-
out [newspapers] that really influence
opinion. That's the danger."’

An FCC source said permanent waiv-
er requests are unusual, and almost un-
heard of in top markets. Hypothetically,
he said, Gannett’s best chances would
be if it could prove economic hardship
on the Journals’ part, and that without
Gannett’s ownership, the papers would
fold.

Krasnow disagreed. **We don’t take
[it] as valid... We believe there is a
market out there for newspapers. "’

Reports are circulating that Gannett is
shopping the papers around and that the
Providence Journal-Bulletin Co. (R.L.)
has expressed some interest in the five
dailies. Providence Journal owns nine
TV’s, including five recently purchased
from King Broadcasting. -5

TOWER DECISION WORRIES
BROADCASTERS, FAA

roadcasters” traditional regulatory

adversary, the Federal Aviation

Administration (FAA), will have
enhanced regulatory power if a decision
by the U.S. Court of Appeals in Atlanta
holds up.

The court, in an Aug. 23 decision,
said it is the FAA’s responsibility to
‘‘make an accurate determination of the
most efficient use of airspace” when
considering competing applications for
airports and other potential uses of air-
space.

In the view of Ed Hummers, attorney
with the Washington firm of Fletcher,

Heald & Hildreth representing Guy Gan-
nett Publishing Co., that judgment
means that ‘‘the FAA, according to the
court, has to determine what’s more im-
portant, an AM radio station or a new
airport. There are no statutory or regula-
tory guides which set forth what the
FAA has to consider in making that
evaluation.”’

Ironically, broadcasters and the FAA
have been in agreement in the Orlando
case. The FAA was the co-respondent
with Gannett Publishing in the appeals
court case brought by the Greater Orlan-
do (Fla.) Aviation Authority.

58 Washiagton

Broadeasting Sep 9 1991




Gannett Publishing filed an FAA ap-
plication in April 1989 for construction
of a six-tower complex in the Orlando
area, primarily to serve its 50-kilowatt
WWNZ(AM). After a one-month comment
period (July 6-Aug. 5) and minor modi-
fication of the original proposal, the
FAA approved the construction of the
towers the following September.

Meanwhile, in June 1989, the Greater
Orlando Aviation Authority officially in-
formed the FAA of its plan to build a
“reliever airport’’ near the proposed
tower array. Because FAA standard pro-
cedure is to consider applications on a
first-come, first-served basis, the airport
construction application was not fac-
tored into the decision to approve the
Gannett towers.

The Aviation Authority claims infor-
mal notice of its intentions were given to
the FAA in March 1989, about a month
before the Gannett filing, but exact coor-
dinates for the proposed airport were not
given until June.

“The FAA’s decision not to consider
the proposed airport was arbitrary and
capricious,” the appeals court ruled last
month, *‘For the FAA to determine what
would be the most efficient use of the
airspace in the Orlando area, the FAA
must consider both Gannett’s towers and
the proposed airport. If the FAA does
not consider every proposal and every
comment it receives during the comment
period, it cannot make an accurate deter-
mination of the most efficient use of
airspace.”’

The court also said the FAA’s first-
come, first-served procedure ‘‘does not
meet the FAA’s congressional mandate
of promoting safe and efficient use and
preservation of navigable airspace.”’

*“The FAA believes it made the right
decisions initially,”” said Pat Lane, an
attorney in the FAA general counsel’s
office. But Lane was noncommittal on
what the agency might do in the after-
math of last month’s decision.

The respondents have until Sept. 13 to
request an en banc hearing of the appeals
court to review the decision.

“All I can say at this point is that the
FAA is looking at all of its options,”
Lane said. ‘*We're looking into what
effect this would have on the FAA and
what [FAA] specialists would be re-
quired to do with the court’s ruling as it
stands.”’

Hummers said Gannett Publishing
will definitely request the en banc hear-
ing.

NAB will be monitoring the Orlando
case closely and will likely have a role
in the proceedings after the appeals court
decides whether to hold a hearing.
**We're talking on a daily basis with Ed

[Hummers] and seeing what we can do
procedurally,”” said Barry Umansky,
deputy general counsel, National Asso-
ciation of Broadcasters.

The decision could also affect the
FCC’s regulatory responsibilities and
procedures. **We are now looking at the
decision to see if the commission is go-
ing to want to take a position,”’ said
Renee Licht, FCC deputy general coun-
sel.

All six of the Gannett towers are
now completed and operating. They
cost ‘‘several million, including the
purchase of land,”” Hummers said. But
removal of the towers probably will be
a long and difficult legal process, even
if the Aviation Authority wins in the
appeals court.

Neither the FAA nor the courts have

determined whether the towers actually
represent an obstruction t0 the proposed
airport. If the FAA were to eventually
decide they are obsiructions, “‘that is
only an advisory opinion. The FAA does
not have the authority to require the re-
moval of the towers. Before they come
down, there would be a good deal of
litigation and further inquiry,”” Hum-
mers said.

As for the ramifications for other
broadcasters, he said: ‘‘If this stands,
can you imagine the FAA ever taking
the position that an obstruction was
more important than another airport? Its
statutory directive is to promote air navi-
gation, What would it be if it were a tall
hospital for children or organ trans-
plants? Would that be more important
than an airport?”’ -RMS

PRESS PLANS FOR WAR COVERAGE

RTNDA to hold meeting in Washington to unify media in
how it deals with military rules during conflicts

oncerned that the next conflict in-

volving American forces will see

new press restrictions and that the
press corps will not have a unified re-
sponse to those restrictions, the Radio-
Television News Directors Association
is bringing together several broadcast
and print journalists next month to de-
vise a consistent means to report news
independently of the military.

RTNDA will sponsor the meeting, to
be held at The Freedom Forum (former-
ly the Gannett Foundation) in Arlington,
Va,, Oct. 11.

Broadcasters and cablecasters expect-
ed to attend include ABC’s Dick Wald,
ABC Radio’s Bob Benson, Mutual’s
Ron Nessen, CNN’s Bill Headline and
Ed Turner, Post-Newsweek’s Tina Gul-
land and CBS's Rob Armstrong, said
Freedom Foundation general executive
Jerry Friedheim.

*‘What we would like to see come out
of this meeting, if nothing else, is a
general consensus among the news me-
dia on a set of principles that we believe
should govern coverage of military ac-
tivities,”* said RTNDA President David
Bartlett. ‘‘In the absence of a unified
response to what the Pentagon was do-
ing to us in the Persian Gulf, we left the
Pentagon free to do it. We hope to attack
one seemingly small part of this puzzle:
the lack of news media unanimity in
dealing with the military and its rules
and regulations.”’

The October meeting is another step
in the media’s battle to gain better access

to military operations and personnel,
and follows communications between
several news organizations and Secre-
tary of Defense Dick Cheney concerning
many of the problems journalists faced
during the Persian Gulf war.

Bartlett said the one thing the October
meeting will not be ‘‘is an analysis of
what happened during Desert Storm.
That’s already been done quite well.

Bartleti said the Pentagon may have to
abandon the pool system—the chief
cause of press corps complaints—be-
cause ‘‘the next time around, no one is
going to sign up for them. Even the
smarter people at the Pentagon realize
that they're not going to be able to pull
the wool over our eyes with the pools.

“The military is going to try to keep
as much information as possible from
the American people,”’ Bartlett said.
*‘For our part, the news media is going
to try to get as much information as
possible to the people. Somewhere in
the middle is what will happen. We want
to push that middle as close to openness
as possible under the circumstances and
given the fact that they have the guns,”’
he said.

He believes the press learned how to
cover a war in the technology age, even
if the war was over before the lessons
learned could be put to use. “We're
going to show up with more satellite
phones, smaller cameras, more walking-
around money and more of the things
that were in short supply in the Persian
Gulf.” s
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THE MAINSTREAMING OF TABLOID TV

Crowded magazine field forces shows to track tales less sordid

ould it be that America’s love af-

fair with tabloid television is wan-

ing? Or perhaps there are simply
too many television shows chasing a fi-
nite number of tales of blood and lust.

The answers are not clear. However,
there has been some season-to-season
viewer erosion among shows perceived
as ‘‘tabloid,”’ including A Current Af-
fair, Hard Copy and Inside Edition.

A new magazine will join the fray this
week—Now It Can be Told from Ger-
aldo Rivera and Tribune Entertainment.
The increased competition is forcing
both A Current Affair and Hard Copy to
broaden their story mixes, while /nside
Edition and Now It Can Be Told appear
headed for a daily duel to outdo each
other for more mainstream investigative

Rivera on the set of ‘Now It Can
Be Told,’ which is taking aim at
‘Inside Edition’ this season

stories.

Some program executives feel that
viewers have been barraged, perhaps to
the point of saturation, with stories
about brutal rapes and other crimes that
are the grist of the purest of the tabloid
shows, including Hard Copy and A Cur-
rent Affair.

Observers point to the cancellation
carlier this year of two tabloid maga-
zines, MCA’s Inside Report and Group
W's This Evening, as evidence that
viewer appetite for murder and mayhem
may be shrinking.

““By necessity, these shows have to
get more mainstream over time,”’ said
Dick Kurlander, vice president, director
of programing, Petry Television.
““Shock value can only go so far. And

EYEWITNESS TO CHANGE

-
LTI
IEBSTPsSREs

srRRRRTe
Vessaassess
ass,

PHoro anp TEXT

aoxuafuordeg 'y - JJV

Agence France-Presse
1612 K Street, NW
Washington, DC 20006
tel (202) 861-8535

0 Programing

Broudcusting Sep 9 1991




advertiser resistance is a problem, espe-
cially with a television economy in re-
cession.”’

As a result, both new and returning
news magazine shows are offering
broader story content for the coming
season to give themselves greater lati-
tude to break news and otherwise be
different.

Anthea Disney, executive producer, A
Current Affair, told BROADCASTING she
believes society has become numbed by
violent news stories on the tube. ‘‘Five
years ago, people seemed to have a
much greater appetite for blood and gore
than they have today,”” said Disney.
*‘We have to reflect society.”’

Local newscasts frequently take a tab-
loid approach to covering the news, pro-
viding even more competition for syndi-
cated magazines. ‘‘ ‘If it bleeds, it
leads’ is the credo of more than one
local news director,”” said one station
source.

Frank Kelly, executive vice president,
programing, Paramount Domestic Tele-
vision, said Hard Copy would strive this
season to be more mainstream by serv-
ing up more general interest stories to
appeal to a larger audience base, ‘‘The
show has to evolve,” said Kelly. **We
just can’t sit still, offering the same
thing year in and year out.”

The biggest challenge, said Kelly,
will be to draw more viewers without
alienating the audience base from the
past two seasons, Kelly offered the anal-
ogy of Entertainment Tonight, which he
said has thrived by evolving from a
show that focused solely on TV and
movie stars 10 a program covering all
facets of the entertainment industry.

When King World launched Inside
Edition in 1989, it positioned the show
as a pure tabloid vehicle. ‘“The Kings
made no bones about it,’’ said a station
programer. ‘‘They said they were go-
ing to out-Current Affair A Current Af-
fair.”’

Despite spending record promotion
dollars to launch the show, Inside Edi-
tion failed to outdo Affair, or even come
close to its performance, To save the
show, the company reversed its strategy,
taking 2 more mainstream investigative
approach used by network magazines
such as 20/20. The company hired 20/20
executive producer Av Westin to fill the
mandate and develop other reality
shows.

The strategy reversal has worked as
the show prepares to enter its fourth
season. This season, Westin said, the
company is beefing up its investigative
unit, specifically to fend off the chal-
lenge from Now It Can Be Told.

The new magazine debuts today
(Sept. 9) and will air several stories

during the first two weeks, that the
producers hope will earn the show
widespread recognition. One is a well-
documented story called The Challeng-
er Coverup that describes efforts by
NASA to cover up the likelihood that
several of the astronauts killed in the
space shuttle explosion may not have
died until crashing back to earth and
drowning in the ocean.

Westin credits Rivera, the host of
Now It Can Be Told, with being ‘‘one of
America’s leading TV personalities.”
But he also contends the new show will

live or die by the stories its reporters
come up with, not by Rivera’s in-studio
presence,

To a large degree, Rivera agrees. He
believes his reporting team has roughly
the fourth quarter to prove itself. But if
it does, having himself as anchor gives
the show visibility that Inside Edition
does not have. ‘“‘Nobody knows their
team,”’ Rivera said. But what Westin
and others say remains to be seen is just
how many Challenger stories Now [t
Can Be Told can come up with, because
one won’t be enough. -sM
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FALL BASEBALL: CBS HOPES FOR PROMO HIT

Network hopes to entice large audience tuned in for post-season baseball

to sample its fall shows
c BS executives are busy mapping
out plans to.use post-season base-
ball as a promotional springboard
for its fall season, with the new Wednes-
day night sitcoms Teech and Royal Fam-
ily expected to be among the more
heavily promoted shows. The network is
hopeful that the effort will contribute to

better results than last year, when most
of the new series promoted during the
post-season failed to catch on.

Since the signing of its four-year, $1-
billion deal with Major League Base-
ball, CBS has played up its ability to
promote the fall schedule to a large post-
season audience. But even CBS execu-
tives will admit that a strong promotion
during the popular World Series does
not necessarily dictate success for a new
show.

Many of the new shows hyped during
the post-season last fall—The Flash,

Over My Dead Body, Doctor, Doctor,
WIQU and Lenny—are no longer on the

schedule.

**“The purpose is to get the viewers to
watch it one time; if it’s a good show,
people will watch it,”” said Steve Stern-
berg, manager of broadcast research,
Bozell. *‘Promotions like this are more
successful in increasing numbers on
strong existing shows rather than new
programs.”’

Sternberg said CBS managed to show
strong numbers for the 1990-91 debut of
many of its new and returning shows last
fall. But some of the network’s post-
season efforts last year, such as its heavy
promotion on Thursday night entries The
Flash and Doctor, Doctor, failed to
make any dent in the ratings.

Sternberg said sophomore series were
among those shows benefiting the most
from post-season baseball promotion.
Returning series Rescue 911, Designing
Women, CBS Tuesday Movie, 60 Min-
utes and Murphy Brown all showed in-
creased numbers following their promo-

tion during the post-season.

The network’s numbers were strong
for the 1990 World Series, averaging a
20.7 rating and 36 share, but the small
number of games played limited the pro-
motional opportunities and advertising
revenue that would otherwise have been
available. Just 14 of the potential 21
post-season games were played last
year.

CBS promotion during this year’s
post-season, which begins Oct. 8, will
focus primarily on new CBS series and
movies, according to Schweitzer. He
said that while the new Wednesday night
sitcoms will be a focus, the network will
also be promoting many other new and
existing shows on its schedule.

Among the new programs to be pro-
moted during post-season baseball will
be two shows—The Carol Burnett Show
and Palace Guard—that will not have
had their debuts until after the World
Series. =

MADE IN THE SHADE.

project offers stations and sponsors the opportunity

And made in the snow, sun and rain! The

Weatherschool educational campaign is already
helping more than 70 stations build news audiences
and sales revenue all year...every year. Now, more
than ever, stations are looking for new dollars, and
advertisers are looking for creative ways to reach

families. The comprehensive Weatherschool

We'll be unveilmg another brnd new caar

or call us for a free demo.
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to profit as they promote education. Our custom-
produced interactive classroom software and
annually-updated curriculum materials help tie
students, parents and teachers exclusively to your
newscast and sponsot’s message. See us at RTNDA

Weatherschoal

Yaros Communications, Inc.

7536 Forsyth Boulavard, Suite 110
St. Louis, Missouri 63105

(314) 8634574
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RATINGS ROUNDUP
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CABLE

TURNER IN TALKS TO ACQUIRE IIANNA-BARBERA

Library would provide
boost to Turner networks
TNT and WTBS

urner Broadcasting System an-

nounced last week it is closing in

on a purchase of Hanna-Barbera
Productions that will not only provide
the company with a massive amount of
animation material for existing Turner
networks, but will also possibly form the
base for a separate, standalone service
(BROADCASTING, Aug. 12).

Hanna-Barbera parent Great Ameri-
can Communications and Turner said
they have entered into *‘a letter of intent
and formal and exclusive negotiations’’
regarding the entertainment assets of
Hanna-Barbera, which include more
than 3,000 half-hours of programing and
some of animation’s best known charac-
ters—The Flintstones, The Jetsons,
Yogi Bear and Scooby Doo.

“We are extremely excited about the
prospect of adding the resources of Han-
na-Barbera to Tumer Broadcasting’s
programing assets,’’ said Turner Chair-
man Ted Turner. GACC Chairman Carl
Linder said: *‘The quality of the TBS
organization will assure the continued
success of Hanna-Barbera’s excellent
programing.’’

Turner said the purchase would be set
up as a joint venture between it and
Apollo Investment Fund, a firm that in-
cludes former Drexel Burnham Lambert
executive Leon Black. The purchase
price has been reported to be anywhere
from $250 million to well over $300
million, and the inclusion of Apollo is
seen as a way for Turner, already work-
ing under a debt load, to more easily
finance the purchase.

Some of the programing in the Hanna-
Barbera library, which also includes
Worldvision Enterprises programing, is
licensed in syndication. It is believed
Turner will use the new library in key
children’s time blocks on TNT and
wTBS. But Tumner could own outright all
of the programing in the Hanna-Barbera
library by 1995. By then, compression
may well be a reality, and Turner would
be in a position to launch a full-scale
network. Hanna-Barbera owns one-third

.'1-

of all the animation ever produced, one
source said. And Turner, with Captain
Planet, is active in first-run animation
production, a costly programing form.
The Hanna-Barbera library includes
3,000 half-hours of animated program-
ing from more than 350 different series,
specials and films. Among the notable
programs are the Flintstones, The Jet-
sons, Yogi Bear, Scooby Doo, Huckle-
berry Hound, Quick Draw McGraw,
Top Cat, The Adventures of Jonny

< gl{',ﬂ.

Hanna-Barbera’s Jetsons’ may soon be in the Turner Broadcasd.ng llbrary

i3

f.f’.-_

Quest and the Smurfs, as well as some
of their offshoots.

It is unclear whether H-B’s distribu-
tion deal with Worldvision Enterprises
would be included, although it is the
type of programing that is similar to
what’s in Turner’s stable. The program-
ing inctudes The Streets of San Francis-
co, Love Boat, Little House on the Prai-
rie, Barnaby Jones, Thar Girl, Dark
Shadows, The Fugitive, Ben Casey,
Combar and the Mod Squad. s

FORSTMANN LITTLE BUYS INTO WHITTLE

Forstmann Linle & Co.,

with the appeoval of Whittle Communications

general partners Time Warner, Associated Mewspapers and Chris Whittle,
agreed in principle last week to invest 5350 million in subordinated financing

convertible to 33%: equiry in Whittle,

The agreement would reduce Time Wamer's interest from 50% o 33%;

reduce Associatesl MNewspapers' interest from 33%

to 22%; reduce Chris

Whittle’s intercst trom 11% to 7% and reduce interests held by other key

executives from 6% 1o 4%,

Forstmann Little’s "'evaluation of the company means that our initial

investment [$185 million for 0% interest] his more than doubled in value in
36 months,”’ said Reginald Brack, chairman and chief executive officer of
Time Warner Fublizhing.

Whittle said it ended its June 3} fiscal year with 5207 million in sales, the
20th straight year of revenus growth, Forstmann Little general partner Theo-
dore Forstmann said his company '‘has another $2.5 billion in committed,
low-cost private capital to invest, not only in buyouts, but also in unique
situations like thisz where we cian help realize unusual growth potential.”

64 Cable
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- TVKO PROMISES HOLYFIELD-TYSON PPV BONANZA

Industry predicts new record take, with cable revenues

of $70 million to $80 million
VKO had both Evander Holyfield
and Mike Tyson on hand at an

T claborate press confercnce last
week (o announce that the heavyweight
title fight between the two boxers will
take place as scheduled on November &
at Caesars Palace in Las Vegas, despite
the pending criminal and civil cases
against Tyson.

According to promoter Dan Duva,
one of Time Warner’s partners in TVKO
along with promoter Bob Arum, the

fight will gross $100 million worldwide.
However, Seth Abraham, president of

TVKO, cautioned against any predic-
tions on buy rates or revenue. ‘“That’s
Dan’s number, not mine,”” he said. If
Duva's prediction proves correct, that
would likely mean $70 million to $80
million in pay-per-view revenue alone,

| said Hilda Chazanovitz, vice president,
| marketing, Viewer’s Choice, one of the

distributors of the fight. If the fight
reachcs a 19-million-plus universe,
which is what Abraham forecasts, that
would mean about a 9.5% buy rate.
While not predicting a buy rate, Abra-
ham and others. including Showtime

CABLECASTINGS

Event Television President Scott Kurnit,
believe the fight will outdo the highest
PPV event, in both revenue and buy
rates. “‘1t should break all records,’” said
Kurnit. (SET, which picked up Tyson
and promoter Don King when Holyfield
left Showtime for HBO, will not have
any role in promoting the fight, aside
from promoting Mike Tyson, said Kur-
nit).

The most successful PPV event, in
terms of both buy rate and revenue, was
TVKO's Holyfield-Foreman fight in
April, which had an 8% buy rate and

TV LITERATE

TCI announced last week that it

will make West Linn High School in
West Linn, Ore., a sccond

showcase school for its program High
School of the 215t Century.

The program will be similar o
the Carrollton, Ga_, project, wherc
TCI has gone beyond just
providing cable hookups, TV’s and
VCR’s to help teachers utilize
multimedia tools in teaching. Pat
Wright, former principal at
Carrollton, who joined TCI in July as
director of education services,
said TCI aims to provide West Linn
educators with the technical and
software expertise to fulfill their
vision of the school of the future.

*“The more we move in this
direction, the closer we come to
serving the Nintendo-MTV
generation,”’ said Wright, of greater
use of video and computers in
classrooms. TCI plans to help
teachers integrate cable in the
classroom programing into their
teaching plans, and use the
Carrollton and West Linn schools as
showcases for what can be done.
With computers, teachers can
custom-tailor programs using
video or even stills from video
supplied by cable networks.
Integrated computer schemes can be
set up where teachers can use
programing simultancously.

Wright said Carrollton now has
seven computers in each classroom,

as residents passed a $6-million
education bond issue to help fund
expansion of the project. West
Linn is a school similar in
sophistication, said Wright. The
community is an eastern suburb of
Portland, Ore., with 1,600
students and 70 teachers.

TCI’s benevolence was also
showing as it pledged $1.9 million to
the Muscular Dystrophy
Association’s Jerry Lewis Day
Telethon, which raised $45
million. TCI’s contribution was the
fourth largest.

TCI also recently presented the
second half of a $300,000
commitment to the state of
Montana for its METNET program, a
long-distance learning project.

The money will be used to buy earth
stations, TV’s, VCR’s, high-
speed modems and audio converters.

QVCLOOKS uP

QVC reported net income of $3.5
million in the second quarter of 1991,
versus a $4.5-million loss in the
year-earlier period. Revenues jumped
25% in the period. from $159

million to $199 million, while gross
profits increased from $60 million

to $84.5 million.

CABLE WESTWARD

**Cable [s Televisionary’’ is the
theme for the Nov. 20-22 Western
Cable Show in Anaheim, Calif.,

which is scheduled the week before
Thanksgiving this year. Sessions
will be divided into five tracks—
management, programing, human
resources, finance, technology and
marketing. There will also be one-
on-one exchanges on public
relations, customer service and
regulatory issues.

MUSIC DEAL

BMI and Arts & Entertainment
entcred into a license agreemcent that
covers past use of the BMI

repertoire and lasts through June
1992. BMI and A&E have agreed

to dismiss both their lawsuits pending
in the U.S. District Court in the
Southem District of New York. The
terms of the agreement werc kept
confidential.

NOTES FROM ALL OVER

NuStar will launch The Barker,

fully automated and customized PPV
barker channel, in Cctober....
Digital Planct said Mitsumi Comtek
will build DP-91 audio tuners for
digital music service. First of 30,000
tuners will be available in
October.... Scripps Howard has
begun $60-million rebuild of
Knoxville and Chattanooga cable
systems that will be completed by
end of 1994. Rebuild calls for 10,000
miles of fiber, with each system’s
channel capacity increasing to 77.

| -
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grossed nearly $49 million in pay per
view and upwards of $65 miltion world-
wide.

The press conference last week
marked the first time that one-time allies
and more recently competitors Don King
and TVKO’s Abraham were on the same
dais. King took a few swipes at people
Tyson had once worked with, saying
Tyson had ‘‘been betrayed by some of
our sponsors, friends and allies.”

Though the fight’s promoters empha-
sized repeatedly that the fight would def-

initely happen, whether Tyson’s legal
problems might in fact keep the fight
from taking place remained unknown.
At the press conference, Duva stated
that no questions could be asked about
the legal proceedings against Tyson.
Continued fear that the fight might
never happen could make cable opera-
tors leery of spending money and energy
to promote it. But, as one cable execu-
tive put it, '‘With a fight like this, you
could sit on your hands, and it would
still make money.” —som

YOURSUCCESS
ISOUR
BUSINESS.

Middle market
communication
companies often find
that when it comes
to borrowing
money for
acquisition or

resources of The
Dial Corp, we offer
competitive rates
and flexible
lending guidelines
which allow us to
structure loans to

recapitalization, accommodate
financial institu- your special
tions simply situation. If your
aren’t in tune inancial
with their institution says
special situation. “no” when
But at Greyhound you need to
Financial, you're hear "yes,” call
assured of serious
consideration from MATT BREYNE
speciglists who kgow or CHRIS WEBSTER
our business and can 602)207-6889
prrove the financing SUUH]UNS ( or)JEFF KILREA
youneed fosueceed. THRGHSRVIE  (34%j855-1638
billion dollar Chicago Office.

GFC

Greyhound Financial Corporation

A Oial Corp Campany
Dial Tower « Dial Corporate Center  Phoenix, Arizona 85077-1130

—

CASH-SHY SCI-FI
APPROACHING
CRITICAL MASS

he Sci-Fi Channel now says it will

have between seven million and

10 million cable subscribers when
it launches later this year. That’s up
from an earlier projection of five mil-
lion, according to the network’s presi-
dent, Mitchell Rubenstein. But the exact
launch date has yet to be announced, and
the network concedes it still lacks the
necessary financing. Rubenstein hopes
to announce a launch date in four to six
weeks.

Rubenstein said Sci-Fi has signed up
50 of the top 100 MSO’s and 10 of the
top 20 MSQ’s; he hopes that category
will number 16 or 17 by launch. Thus
far, only two of the top 10 MSO’s,
Storer and Cox, have signed on.

The biggest of all, Tele-Communica-
tions Inc., remains aloof. But Ruben-
stein notes that the channel is getting
suppert from TCI satellite systems,
which he feels could indicate that TCI
itself is interested. In addition to Storer,
50% owned by TCI, the network is get-
ting carriage from TCl-owned Interme-
dia Partners and the MSO’s home satel-
lite service Netlink, which is putting
Sci-Fi into its basic package.

Financing remains a major stumbling
block in signing up MSQ’s. Rubenstein
says that the network has made agree-
ments with several foreign investors but
that no announcements will be made un-
til its entire equity situation is resolved.
He said Sci-Fi is discussing significant
equity involvement—which requires
minimum unit investments of $5 mil-
lion—with three unnamed MSQ’s.

Sci-Fi, with its investment bankers
Lehman Bros. and Salomon Bros., now
plans a public offering in case the pri-
vate offering is not sold out, said Ruben-
stein. He says Sci-Fi has enough capi-
tal—through sales of cable systems—to
launch, but needs the investment to
make it break even.

Sci-Fi is using some of its basic capi-
tal for program acquisitions. Its latest is
a package of Paramount sci-fi films as
well as Star Trek—The Animated Series.
It has also recently licensed BBC’s The
Hitchhiker's Guide to the Galaxy,
Hearst Entertainment’s Defenders of the
Earth and The New Adventures of Flash
Gordon (Sci-Fi had already licensed the
original Flash Gordon, with Buster
Crabbe). Also in Sci-Fi's library are
1,225 episodes of Dark Shadows, Dr.
Who and The Prisoner. -SDM

&6 Cable
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FIRST LOOK AT
GAYLORD
ENTERTAINMENT

Cable networks show
fast growth; TV stations
suffer in 1991

ne of the largest privately held

media companies has filed its in-

tention to go public. The Oklaho-
ma Publishing Co. said it intends 10 spin
off its television, radio and entertain-
ment-related businesses by issuing nine
million shares of common stock of the
new separate entity, to be called Gaylord
Entertainment Co. The SEC filing ob-
tained last week reveals heretofore un-
seen details of Gaylord’s rapidly grow-
ing cable network, The Nashville
Network (TNN), while also confirming
recent weakness at four major-market
independent TV stations.

Although no offering-price range was
indicated, a proposed maximum price of
$22 per share, which is roughly seven
times per-share cash flow, would raisc
ahout $225 million. The company said it
would use net proceeds from the offer-
ing to pay down debt, which at June 30
stood at $565.5 million. Last year, cash
interest paid on that debt, at a rate of just
under 10%, was $54 million. So far, in
1991, the average rate is down almost
two percentage points. The other major
cash requirement, capital expenditures,
are budgeted this year and next at rough-
ly $35 million each.

To cover those cash needs, including
beginning in 1992, $50 million in princi-
pal repayments, Gaylord Entertainment
generated $119 million in cash flow—
operating income before noncash depre-
ciation and amortization expense.

More than a quarter of the cash flow
comes from Gaylord's two cable net-
works, TNN and Country Music Televi-
sion {CMT); the latter was purchased at
the beginning of this year for $24. 1 mil-
lien. From Jan. 15 through June 30,
CMT had revenue of $2.5 million and an
operating loss of $300,000. Meanwhile,
revenue at TNN for the first half of the
year was up 20%, to almost $70 million,

Broadcasting Sep 9 1991

both because of higher ad rates and high-
er subscriber fees. The SEC filing de-
taited that Group W markets TNN to
cable systems for which it receives 33%
of gross receipts (net of agency commis-
sions), which in 1990 amounted to $37

million

Broadcasting’s cash flow contribution
is down. Although revenue was up 8%
in 1990, it is down slightly so far this
year, causing operating cash flow to

| drop over 40%.

June 1991

$46,000,000
SENIOR SECURED DEBT

has been arranged for

RIVER CITY BROADCASTING
PARTNERS, L.P.

of St. Louis, Missouri

through

BANKERS TR

UST COMPANY

an

UNION BANK

The undersigned represented the borrower in this transaction.

&

COMMUNICATIONS

E

Y

ASSOCIATE

This notice appears as a matter of record only.

CEA, Inc., 375 Park Avenue, Ste. 3808, New York, NY 10152 212/319-1968
TAMPA « NEW YORK + PHILADELPHIA « LONDON « MUNICH

CEA and CEA, Inc. are members of the National Association of Securities Dealers, Inc. and
their professional associates are registered with the NASD, Member SIPC.
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| #GEY” diversified: Gaylord Entertainment Co.’s
TV/radio/entertainment empire
| 1990 financial resuls (in millions)

| Entertainment
Broadcasting
Cable networks

[ Cable TV systems

Total

Revenue Operating Cash Flow *
$235.6 $48
$160.1 $17
$116.9 1305

$67.6 $238
$580.2 $119.3

| * Defined o5 operating income before depreciation and amortization.

| cable subscribers.

Entertainmemt—Cpryland Hotel; General Jackson paddlewheel showboat;
Opryland Park; The Grand Ole Opry and concert hall, Opryland music
publishing; Gaylord Syndicom television syndication

Broadcasting—K TVT(TV) (ch. 11) Dallas-Fort Worth; KHTV(TV} (ch. 39)
Houston; KSTW(TV) Tacoma (Seattle) (ch. 11), Washington; WVTV(TV)
(ch. 18) Milwaukee; WSM-AM-FM Nashville; WK Y(AM) Oklahoma City.

Cable Networks~—TNN (The Nashville Network) reaching 54 million cable
subscnibers; 67% interest in Country Music Television, reaching 14 million

Cable TV Systems—26 {ranchises covering 170,600 subs: 105,000 in Los
Angeles County and 48,400 in Riverside County, Calif., both by 54-channel

systems; 13,900 in Lenoir, N.C., and 3,500 in Greer S.C.

I {0

f

James A. Gammon, President

Radio & Television Brokerage

GAMMON

MEDIA
BROKERS, INC.

1925 K Street, NW, Suite 304
Washington, DC 20006
202-862-2020

Member: National Association of Media Brokers
{(NAMB), NAB
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Most of Gaylord Entertainment’s cur-
rent debt was incurred in the October
1989 purchase of 97.1% of Cencom Ca-
ble TV for $417.5 million. In the first
half of this yeur, the cable systems have
raised rates approximately $3 per sub
while increasing total subscribers 7.1%.
The company’s other Nashville, Tenn.-
based entertainment operations have his-
torially contributed more than a third of
total cash flow.

The class A shares, whose proposed
New York stock exchange symbol is
“GET,”" would comprise 22% of Gay-
lord Entertainment’s equity. The re-
maining 78% will be retained, as non-
trading class B shares, by existing
owners who, with five vote-per-class-
B shares will control 95% of the voting
power. A majority, 57%, of the votes
are held by a Gaylord family-con-
trolled trust that stays in effect at least
until the year 2000. The trust can thus
on its own, ‘‘...control virtually all
matters requiring stockholder approval
including the election of directors and
will be able to effect an amendment to
certificate [of incorporation] (except
for certain provisions requiring a (wo-
thirds majority vote), or merger, sale
of all or substantially all of the compa-
ny’s assets, ‘‘going private” transac-
tion or any other fundamental corpo-
rate transaction without the approval of
the company's public stockhoiders,”
said the SEC filing. -GF

- ABRY EXPANDS

[ BRY Communications (five
TV’s), has reached an agreement

with Norman Lear to acquire the
television producer’s 35% ownership
and 80% voting control of Act Il Broad-
casting for between $30 million and $40
million in cash and seller paper. A letter
of intent between Lear and ABRY has
been signed, and filings are expected at
the FCC within two to three weeks. By
gaining controlling interest of the eight
Fox affiliates, ABRY-—which already
owns two Fox affiliates—will be the
largest owner of Fox affiliates. Fox is
said to have given its approval to the
deal.

Whether ABRY will immediately of-
fer to buy out the remaining Act III
shareholders remains to be seen. Other
shareholders—including second-largest
shareholder Prudential Insurance—are
said 10 have waived nights to have their
interests purchased at the same price as
Lear's holdings. Down the road, howev-
er, ABRY is expected to acquire the
remaining 65% of Act IlI Broadcasting.

Because Fox does not want any sta-

| tion group to own more than eight affili-

ates, ABRY will have to spin off two of
its affiliates; Fox has given the Boston-
based group owner two years to accom-
plish this. ABRY is not expected to sell
either WITO-Tv Birmingham, Ala., or
WCGV-TV Milwaukee. Stations that may
be spun off could include Act III's
WRGT-Tv Dayton, Ohio, property be-
cause of a possible overlap with
ABRY’s Cincinnati  station, and
WTAT(TV) Charleston, $.C., the smallest
siation of the group.

Still to be determined is whether the
Act III stations will come under the
ABRY name. Executives at ABRY and
Act III will be meeting over the next two
weeks 1o iron out details of the purchase
agreement including, most likely, man-
agement of the properties.

Act III owns wuTv(Tv) Buffalo and
WUHF-TV Rochester, both New York;
WNRW-TV Winston-Salem, N.C.;
wTAT(TvV) Charleston, S.C.;, WVAH-TV
Charleston, W. Va.; WZTV(TV) Nash-
ville; WRGT-Tv Dayton, Ohio and WRLH-
TV Richmond, Va. Act III currently op-
erates the two New York properties with
a waiver from the FCC’s duopoly rules.
ABRY is also expected to request a
waiver of the duopoly rules.

ABRY also owns WNUV-TV Balti-
more; WSTR-Tv Cincinnati and KSMO(TV)
Kansas City, Mo. -JF
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CHANGING HANDS

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

WCCO(AM)-WLTE(FM)-WCCO-TY ~ Minne-
apolis D Sold by Midwest Communica-
tions Inc. to CBS Inc. for $195 million.
Sale inctudes wJMN-Tv Escabana, Mich.;
KCCO-TV Alexandria and kCCw-Tv Walker,
both Minnesota, and wWFrv-TvV Green Bay,
Wis. Seller is headed by W.T. Doar Ir.,
and also operates Midwest SportsChannel,
serving five-state area in Midwest. Buyer
is headed by Laurence A. Tisch, and owns
and operates seven AM’s, [2 FM's and
five TV’s. wcco(aM) is fulltimer with vari-
ety format on 830 khz with 50 kw. WLTE
has soft adult contemporary format on
102.9 mhz with 100 kw and antenna 1,300
feet above average terrain. WCCO-TV is
CBS affiliate on ch. 4 with 100 kw vis., 10
kw aur. and antenna 1,430 feet above av-
erage terrain,

KGA(AM)-KDRK-FM Spokane, Wash. O
Sold by Price Broadcasting Co. to Citadel
Communications Corp. for estimated $13
million; sale includes KOOK(AM)-KBEE-FM
Modesto and KQMS(AM)-KSHA(FM) Redd-
ing, both California; KROW(AM)-KNEV(FM)
Reno, and KHEZ(FM) Boise, Idaho. Seller
is headed by John Price, and also owns
KUTR(AM)-KCPX-FM Salt Lake City and
WOMG-AM-FM Columbia, S.C. Buyer is
headed by Lawrence R. Wilson and Fritz
Beesemyer, and are partners in Citadel As-
sociates Ltd., which owns KCNR(AM)-KLZX-
FM Salt Lake City, kkrm(FM) Colorado
Springs and KCTR-AM-FPM Billings and
KBOZ-AM-FM Bozeman, both Montana.
KGA is fulltimer with country format on
1510 khz with 50 kw, KDRK-FM has coun-
try format on 93.7 mhz with 56 kw and

PROPOSED STATION TRADES

By volume and number of sales

Last Week:

AM's 0 $814,0000 5
FM's 0 $1,620,000 0 8
AM-FM’s 0 $13,100,000 0 7
TV’s 0 $195,000,0000 5
Total O $210,534,000 0 25

Year to Date:

AM’s O $59,179,080 0 191
FM’s O $151,393,646 O 189
AM-FM’s O $179,433,972 0 137
TV’s 0 $925,824,000 0 61
Total O $1,315,830,698 O 578
For 1990 total see Jan. 7, 1991 BROADCASTING.

antenna 2,380 feet above average terrain.
Broker: Communications Equity Asso-
ciates.

WMYK(FM) Moyock (Chesapeake, Va.),
N.C. D Sold by American Eagle Commu-
nications Inc. to Willis Broadcasting Corp.
for $1.23 million in assumption of liabil-
ities. Seller is headed by Jim Reese. Buy-
er is headed by radio group owner L.E.
Willis Sr., and operates 12 AM’s and 12
FM’s; it recently purchased wCLN-AM-FM
Clinton and wvvY(FM) Grifton, both North
Carolina, for $650,000 and $800,000, re-
spectively. WTZR has black adult contem-
porary format on 92.1 mhz with 3 kw and
antenna 421 feet above average terrain.
Broker: Hickman Associates.

wMJE(FM) Clarkesville, Ga, O Sold by
Clara Morris Martin to John Wesley Ja-
cobs III for $425,000. Terms: $250,000
cash at closing, $10,000 escrow deposit
and $165,000 consulting agreement to be
paid over five years. Seller also has inter-
ests in co-owned WCHM(AM) Clarkesville,
Ga. Buyer currently owns 49.1% of wMIE
and is 25% stockholder of WDUN(AM)
Gainesville, Ga. WMIE has popular hits and
oldies format on 102.9 mhz with 3 kw and
antenna 328 feet above average terrain.

KFNN(AM) Mesa (Phoenix), Ariz. O Sold
by principals within CRC Broadcasting
Co. Inc. for $349,000. Sellers are Michael
Ragins and Ronald Cohen, who have no
other broadcast interests. Buyers are Jay
Berman and David Lloyd, who have no
other broadcast interests. KFNN has news-
talk format on 1510 khz with 10 kw day.

WPFR(FM) Terre Haute, Ind. D Sold by
William R. Rice, receiver for Power Rock
Broadcasting of Indiana Inc., to Bomar
Broadcasting Co.-Lafayette Inc. for
$325,000. Terms: $225,000 cash at clos-
ing and $100,000 escrow deposit. Licens-
ee also operates co-owned WYTL(AM) Terre
Haute, Ind. Seller has no other broadcast
interests, Buyer is headed by Anthony
Bove Sr. and Frank Bove, James C. Mar-
cuccilli, Thomas M. Marcuccilli and
WMRI Inc. (80%). Anthony Bove, Frank
Bove, James Marcuccilli and Thomas M.
Marcuccilli hold 18.59%, 18.68%, 9.43%
and 9.4%, respectively, of voting stock of
WMRI1 Inc., licensee of WGOM(AM)-
WMRI(FM) Marion, Ind., and is permittee of
WMIC(FM) Bremen, Ind., and also has in-
terests in Bomar Broadcasting Co. of La-
fayette Inc., licensee of WEZv(FM) Monti-
cello, Ind. wPFr has CHR format on 102.7
mhz with 50 kw and antenna 500 feet
above average terrain.

YTD

*72,380,760!

Through the first six months,

MVP has emerged as the

industry leader in radio sta-
tions sold or closed. Coast-to-
coast, north to south, in bull
and bear economies, large,
medium and small markets —
no other brokerage firm per-

forms more consistently,

professionally, for its clients.

Providing the Broadcast Indus-

try with Brokerage Ser

Based Strictly on Integrity,

Discretion and Results

ELLIOT B. EVERS
415.391-4877
BRIAN E. COBB
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703-827-2727
RANDALL E. JEFFERY
407-295-2572
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ost media stocks were off for week ending last Wednes-
day, during which larger capitalization stock indices de-
clined just under 2%. Smaller stock indices were off slightly
less. Among those gaining was News Corp., up 8%, 1o 16'2,
which was subjcct of neutral report from- County NatWest.
Orion Pictures fell 30%.
Last Friday, The Wall Streer Journal published column

FOCUS ON FINANCE

suggesting that stock might be overpriced, given terms of
latest restructuring proposal. Ackerley Communications con-
tinued to decline, down Y4 to 1%, Seattle-based group owner
said it defaulted on debt and is in restructuring talks (BROAD-
CASTING, Sept. 2).

Stocks gaining noticeably were Pinelands, up 3% to 145,
and IDB Communications, up 9% to $13.

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

Markel Market
Closing Closing Capitali- Closing Closing Copitali-
Wed Wed Nei Percent ] oflon Wed Wed Nei Percent P/E tation
Sep 4 hug 28 Change Change  Rotio  ({000,000) Sep & Aug 28 Chonge Chonge  Ratio {000,000}
B3 owPo) Washington Post 230 224 6 02.67 17 2,565
BROADCASTING Erwxl Westinghouse 13 V4 24 - 34 -03.13 43 7329
(BHC) BIC Comm. S6 12 55 14 V14 02.26 6 1,533
E(CCB) Cap. Clties’ABC 435 41 18 678 - 1.6 17T 71,317 PROGRAMING
(CBS) CBS Inc. 158 14 160 /2 -2 14 -0141 Th 2,042 o
(CCU) Clear Channel 14 13 14 34 07.5 132 76 ol ATY) ACTY inc. 2 1z 14 00.00 2
(JCOR) Jucor Commun.  2/11/16 2 11/16 00.00 2 24 jod (AACL) All American TV 5/8 5/8 00.00 i
(OSBN) Osborn Commun. I 34 6 T8 - U8 - 01.78 9 47 LY (CRC) Carolco Piclures 6 Y8 6 W8 00.00 21 . I9-l_
Bl ocoma)Outer Comm. 4 34 s 12 - 34 136 2 32 ) (oCPy dick clark prod. S L4 5 14 0000 18 43
(PL.) Pinclands MOU2 14 B I8 300 .30 & L1} (DIS) Disney 1 34 IIS_ 38 _ = _I i/s -01.38 20 15,188
(PR) Price Commun. 716 8 116 16.66 3 [-Y (FE) Fries Entertain. 516 5/16 00.00 1
(SCRP) Scripps Howard 52 52 00.00 21 485 L) (iT1TH) Heritage Emt. 15716 13/16 118 15.38 1
ﬂ_u_n_JNNC) SunGroup Ine. 7 34 00.00 -1 1 bl (HSN) Home Shop. Net. 6 6 000 75 522 |
{TLMD) Telemundo 2 s 2 5B - 8 -1 -1 62 | (o]l (IBTVA) IBS 172 112 00.00 6 1
(UTVD) United Television 28 14 28 174 00.00 3 304 | Ll (KWP) King World 28 12 27 S8 78 03.16  1h 989
(8] (KREN) Kings Road Ent. 9/32 M /32 1250 -l 1]
[T} (MC) Matsushita 117 34 112 5 34 05.13 13247547 |
J (NNH) Nelson Holdings 12 916 - 116 -1L12 2
- (NNET) Nostalgia Net. 38 76 - 16 -14.29 2
BROADCASTING WITH OTHER MAJOR INTERESTS Y OF0) orion Pcwres 1 78 2 12— s8 x0 sv
LB (PC1) Paramount Coimu. 38 /8 38 34 - 58 -01.62 29_4.48_5‘
Ty P — oo 1 5% | ] (PLA) #ayboy Ent. T N2 T M /8 0169 83 138
(AK) Ackeriey Comm, 1 14 1 112 - 14 1700 -1 28 | o4 (QNTXQ) Qintex Ent. us 18 0000 B3 138
(AFL) American Family 24 18 24 14— U8 0.52 15 1907 QLOTOD GVE Slimak. 1 45 O000"_cI 2220
(ACCMA) Assoc. Comm. 17 38 15 34 S8 1031 140 S® 8 (RVCC) Reeves Commun. 6 34 6 314 0.00 -6 85
E(CCN) Rl Craf = 78 =708 017 10 689 | [¢] (RPICA) Repubiic Pic.'A* 7 7 34 - 34 1290 A3 32
(DUCO) Durham Corp. 33 2 1M 34 0232 16 270 | all (SF) Spelling Ent. 4 58 4 M - US -02.64 3 161
(GCI) Gannett Co. % G o8 e 027 2 647 | ] JUKE) Video Jukebox 4 12 4 18 8 Y T
(GE) General Electric 74 U8 74 L8 00.00 14 63,336 | ) Westood Ooe, 2 YK, T8 LTSN, S
(GACC) Great American IW _I__JM L/8 07.14 91
(HTG) Ueritage Media 2 78 2 M8 o 00._00 -3 136
{JP) Jefferson-Pilot 8 M8 47 U 1 0208 10 1,657 | e e ——
(LEE) Les Entcrprises 23 58 24 - Y8 -0L5T 13 s8I CABLE
(LC) Liberty a1 30 S8 1038 338 13 35| ,
(LINB) LIN n ¥ 70 3 1 58 02.29 -39 3,893 LY (ATN) Acten Corp. 3 18 4 = /8 -0313 § ]
(MHP) McGraw-Hill sa 14 s 14 00.00 15 2,684 o} (ATCMA) ATC H 14 M U2 - 1M -00ST 3T 4,826 |
(MEGA) Mcdia General 20 58 20 34 - /8 -00.61 21 540 LY (CVC) Cablevision Sys.*A* 24 38 24 1/8 14 01.03 2 54
L] (MDP) Meredith Corp. 26 1/4 25 3M 12 0194 13 427 o] (CTY) Century Comm. 7 ¥4 7 78 - 18 -ol.87 -8 581 |
) (MMEDC) Multimedia 27 VB 28 14 -5 VR 0399 20 969 (20l (CMCSA) Comcast 13 78 13 3 [ 0.9 8 1.5177
[y (NYTA)} New York Times 21 78 21 78 00.00 3 1,729 .Y (FAL) Falcon Cable 8 14 8 I8 - 118 -0L.50 4 537 |
I (NWS) News Corp.Ltd. 16 U4 14 S8 L 58  1L11 8 4027 | [) GOIN) Jones intercable 9 2 8 34 T
[*] (PARC) Park Commun. 15 15 1M - M 0164 17 308 _N_ (KRI) Knight-Ridder 54 lid 58 - M -01.37 1% 2,701
[¢] (PL.TZ) Pulitzer Pub. 24 M4 U4 - 1M -0104 23 254 L3 (RCLA) Rogers‘A® 1 58 12 00.00 9 395
%) (SAGB) Sage Besg, | 58 1 3 - s -0005 . s EYacan Tea Cable TV 45 14 15 12 - 14 -o0162 M 361
[o] (STAUF) Staufrer Comm. 117 17 00.00 3 117 (¢ (TCOMA) TCI 13 ¥ 13 12 - U8 -00.93 -19 4,846
L] (TMC) Times Mirror 3158 3 38 i 0.79 26 4,192 L] (TWX) Time Warner Bl U4 B4 - 3 34 0328 6 4815
L} (TRB) Tribune Co. H 12 46 I8 -1 78 -04.05 32 2975 | ) (VAECA) Unitcd Artia’ 13 1z 13 38 8 07.47 -11 1,912
[y (TBSA) Turner Bestg#A' 15 %8 15 3@ 12 03.25 36 2.332 | (VIA) Viacom 9 ¥8 29 I8 00.00 41 3,487 |
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AMPA - NEW YORK « PHILADELPHIA - LONDON

Broapcast
1 AUGUST 1991
MEbia | AR

$95,000,000

FIN ANCE and B SENIOR CREDIT FACILITY
B ROKER AGE for corporate purposes including the aquisition of

CEA is completing transactions WPGH-TV, Channel 53, Pittsburgh, Pennsylvania
in a difficudt environment.
has been arranged for

SINCLAIR BROADCAST GROUP, INC.

of Baltimore, Maryland

The undersigned represented the borrower in this transaction.

101 E. Kennedy Blvd,, Ste. 3300 Tampa, Florida 33602 813+222:8844
CEA.Inc. 375 Park Ave., Ste. 3808 New York, NY 10152 212.319.1968
TAMPA - NEW YORK « PHILADELPHIA « LONDON - MUNICH

This notice appears as o matter of record only.
CEA and CEA, Inc. are members of the National Association of Securities Dealers, Inc.
and their professional assaciates are registered with the NASD. Member SIPC
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Market Morket
Gosing Copirl- Cosmg  Closing Copitl-
Wed Wed Net Percont  PIE  potios Wed Wed N Porcont  PIE zotion
Sepd hg 28 Chonge Change  Retlo (000,000) Sep d Aoy 26 Change Change  Ratic (000,000)
Pl o W e e = s = —— ] e T — e S RO T ——

EQUIPMENT & MANUFACTURING SERVICE
[T (MMM) 3M 8% 58 8 - R - 044 14 18,914 PYAFTD Am. Fiblm Tech. 1 1@ 1 S - 12 -13.80 -10  if
CY(ARV) Arvin Industries 23 34 23 78 - 1B —00.53 18 454 G (BSIM) Burnup & Sims 7 7@ 7 12 38 0105 -2 11
] (CCBL) C-Cor EMectronics 5 12 5§ %4 - 14 0435 580 14 Y (CLR) Color Systems T 18 0416 - a
l%] (CTEX) C-Tec Corp. 15 14 58 1R 0256 -18 234 £ €O Comsat 32 12 32 14 W4 0077 -3 5% |
[ (CHY) Chyron 916 716 1 2887 1 5 (CDA) Control Data R oS4 A 54 0000 T 35|
[ (COH) Cohu T T % o2 s 2 (DNE) Dun & Bradstreet 43 78 &1 34 - 78 019 16 7,883
0 (EK) Fomimen Kodak 41 12 43 58 -2 18 -0a88 20 16| [N (FCB) Foote Cone & B. 1% ) 34 0297 12 288
[N (HRS) Harris Corp. B M 1 . 112 0.s 33 93 (GREY) Grey Adv. L VA 13 V4 00.00 12 1%
I 1Y) Mark IV indus. 14 78 1 18 0084 8 200 5] (IDBX) IDB Commun. 12 S8 12 158 22 0412 106 T4
7] (MATT) Matthews Equip. 4 716 4 L3 s16 0751 00 23 (IPG) Interpsblic Group 49 47 ¥4 1 14 0261 20 1,76
] (MCDY) Microdyne 9 58 % 14 17 0547 -m 37 ™ (OMC) Omnicom 9 ¥4 29 8 - 18 - 042 14 795
0J (MOT) Motorola 68 61 53 ¥ 055 15 8,910 B (RTRSY) Reuters 45 12 @ 158 0370 15 18814
FY (PPL} Pico Products 1 M 1 4 000 -3 3 IEY sAA) Sastchi & Saatchi 13716 T - VI6 -5 -1 L3
IE] (5FA) Sci-Atlants 13 14 13 14 00.00 14 321 B) TLMT) Tetemation 316 16 00.00 0
(SNE) Sony Corp. 42 41 13 T8 0212 21 14,686 (2] (TMCD T™ Contary 8 FrT) 132 1828 .10 4
] (TEK) Tektronix 9 3 30 14 - N4 -0249 .7 856 ¥ (UNV) Unitel Video 8 18 8 14 - LB —0LS2 10 12
(VAR) Varian Assoc, 38 34 39 34 -1 -0.582 BT 726 Ll (WPPGY) WPPGraup 3 14 3 1B VS 0400 1 156

] (WGNR) Wegener 8 1 - 18 -1L12 .3 8|

(ZE) Zenith 3 5 11 17 6.0 17| [ Standard & Poor’s Industrials 471.86 46391  +1.95 +171% ]

GRIM FIRST HALF, SAYS

ust-released figures from the Tele-

vision Bureau of Advertising

(TVB) confirm what every broad-
caster already knew: the first half of
1991 was not one to remember. Total
broadcast television revenue (local, na-
tional spot, network and national syndi-
cation, which includes Fox), the associ-
ation reported, hit $10,473,327,300, a
4.9% decrease compared to the first six
months of 1990, which totaled
$11,007,249,100.

Among the categories, national spot
and network endured the biggest de-
creases, with spot revenue falling 8.4%
from $2,650,765,900 to
$2,429,391,500 and network revenue

falling 7.1% from $5,177,283,500 to
$4,810,366,700. Local advertising reve-
nue declined 4.9% from $2,452,763,700
to $2,333,729,100.

National syndication, the TVB report-
ed, continues to be the bright spot,
showing a 23.9% gain from
$726,436,000 for the first half of 1990
to $899,840,000 for the first half of
1991. Whether syndicators and Fox will
continue to show such impressive dou-
ble-digit gains in the latter half of 1991
and in 1992 remains to be seen. Both
endured disappointing upfronts this past
summer compared with one year ago
and will find themselves with more in-
ventory to unload in the scatter market

McKiNnLEY CAPITAL PARTNERS

Liviten

CAPITAL FOR MEDIA

1221 Avenue ofF THE AMERICAS
Surre 3000
New York, New Yore 10020
212-768-2626

Roeert E. Beactam, Manacivg Director

VB

than they are accustomed to selling.

Said TVB President Jim Joyella of the
first-half totals: ‘‘The only comfort we
can take in these figures is that our com-
petition is suffering losses as well.”’
Joyella said magazine ad revenue is
down 6.5% for the first half of 1991,
while radio billings are off by 4% and
newspapers are down 7.1%. Joyella is
still hoping for a turnaround for the me-
dia industry in early 1992.

For the big three networks, spending
was off in most dayparts for the first six
months of 1991 with the exception of
weekend early fringe, which showed an
86.5% increase to $112.1 million. Prime
time spending for the first six months,
the TVB reported, was off 11.7% from
$3.1 billion to $2.7 billion.

As expected, most major advertising
categories cut back on spending in the
first half of 1991. For example, 20 of
the top-25 national spot advertisers cut
budgets. National automotive spending,
the number-one spot advertising catego-
ry, fell 11% from $644.6 million to
$572.3 million.

The category picture was slightly bet-
ter for the networks compared to spot
possibly because network rate cutting
had advertisers shifting budgets. For ex-
ample, travel and hotei-resort spending
on national spot declined 9%, while net-
work spending increased by 63%.  -#
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FORTHE RECOR

As compiled by BROADCASTING from
August 26 through August 30 and based
on filings, authorizations and other FCC
actions.

Abbreviations: AFC—Antenna For Communications;
ALJ—Administrative Law Judge: alt.—altemate; ann.—
announced; ant.—antenna; aur.—aural; aux.—auxiliary;
ch.—channel; CH—critical howrs.; chg.-—change; CP—
construction permit; D—day; DA—directional antenna;
Doc.—Docket; ERP—effective radiated power; Freq—fre-
quency; HAAT—height above average termain; H&V—
horizontal and vertical; khz—kilohertz; kw—Xkilowaus;
lic.—license; s, mhz gahertz; mi.—miles;
MP—modification permit; mod.—modification; N—night;
pet. for recon.—petition for reconsideration; PSA—presun-
rise service authority; pwr.—power, RC—remote control;
S-A—Scientific-Attanta; SH——specified hours; SL—studio
location, TL—tr i location; trans.—transmitter;
TPO—transmitter power output; U or unl.—unlimited
hours; vis.—visual, w—watts; *—noncommercial. Six
groups of numbers at end of facilities changes items refer ©
map coordinates. One meter equals 3,28 feet.

OWMNERSHIP CHANGES

Applications

8 KFNN(AM) Mesa (Phoenix), AZ (BTC910B07EE;
1510 khz; 10 kw-D)—Seeks transfer of control within
CRC Broadcasting Co. for $50,000. Seller is Sanford
Barry Cohen, who alse owns KIHX(FM) Prescott Val-
ley, AZ. Buyers arc Ronald Eric Cohen and Michacl
Ragins, who have no other broadcast interests. Filed
Aug. 7.

B KFNN(AM) Mesa (Phoenlx), AZ (BTC910807EB;
1510 khz; 10 kw-D)—Seeks transfer of control within
CRC Broadcasting Co. Inc. for $349,000. Sellers are
Michael Ragins and Ronald Cohen, who have no other
broadcast interests. Buyers are Jay Berman and David
Lloyd, who have no other broadcast interests. Filed
Aug. 7.

8 KYXZ(AM)-KVQB(FM) Cabot, AR (AM: BA-
L910809EG; 1350 khz; 2.5 kw; FM: BAPH910809EH;
102.5 mhz; 3 kw; ant. 328 ft.)—Seeks assignment of
license and CP from KBOT Inc. to Hall Broadcasting
Inc. for $100,000. Seller is headed by Herbert B.
Wittenberg, and has no other broadcast interests. Buy-
er is headed by Phillip J. Hall, and has no other
broadcast interests. Filed Aug. 9.

8 WPSO{AM) New Port Richey, FL (BA-
L910808EE; 1500 khz; 250 w-D)—Seeks assignment
of license from T G A Communications Inc. to The
Hays Group Inc. for $240,000. Seller is headed by
Diana L. Adkins, and has no other broadcast interests.
Buyer is headed by Page Peary, and has no other
broadcast interests. Filed Aug. 8.

® WSBB(AM) New Smyrna Beach, FL (BA-
L9I10819EA; 1230 khz; | kw-U)—Sesks assignment of
license from Broadcasters Inc. to T K Radio Inc. for
$50,000. Seller is headed by A.V. Tidmore, and has
no other broadcast interests. Buyer is headed by Brian
E. Tolby, and has no other broadcast interests. Filed
Aug. 19

8 WMJE(FM) Clarkesville, GA (BTCH910814HT;
102.9 mhz; 3 kw; ant. 328 ft.)—Seecks transfer of
contro] from Clara Morris Martin to John Wesley Ja-
cobs 11 for $425,000. Seller has interests in co-owned
WCHM(AM) Clarkesville, GA. Buyer currently owns
49.1% of WMIE, and is 25% stockholder of
WDUN(AM) Gainesville, GA. Filed Aug. 14.

8 WPBE(AM) Conyers, GA (BAL910809EI; 1050
khz; 1 kw-D, 266 w-N)—Secks assignment of license

from Perimeter Broadcasting Inc. to Tom E. Greene 11
for $125,000. Seller is headed by Thomas M. Gough,
and has no other broadcast interests. Buyer has inter-
ests in KSPK(FM) Walsenburg, CO. Filed Aug. 9.

8 WPFR(FM) Terre Haute, IN (BALH910B06GP;
102.7 mhz; 50 kw; ant. 500 ft.)—Secks assignment of
license from William R. Rice, receiver for Power Rock
Broadcasting of Indiana Inc., to Bomar Broadcasting
Co.-Lafayette Inc. for $325,000. Licensee also oper-
ates co-owned WYTL(AM) Terre Haute, IN. Seller
has no other broadcast interests. Buyer is headed by
Anthony Bove Sr., Frank Bove, James C. Marcuccilli,
Thomas M. Marcuccilli and WMRI Inc. (80%). An-
thony Bove, Frank Bove, James Marcuccilli and
Thomas M. Marcuccilli hold 18.59%, 18.68%, 9.43%
and 9.4%, respectively, of vating stock of WMRI Inc.,
licensee of WGOM(AM)-WMRI(FM) Marion, IN, and
permittee of WMJC(FM) Bremen, IN, and also has
interests in Bomar Broadcasting Co. of Lafayette Inc.
licensee of WEZV(FM) Monticello, IN. Filed Aug. 6.

8 WCBZ(FM) Bowling Green, KY
(BALH910809HR; 96.7 mhz; 1.7 kw; ant. 426 ft.)—
Secks assignment of license from Bowling Green
Broadcasters Inc. to Target Communications of KY
Inc. for $250,000. Seller is subsidiary of Bahakel
Communications Ltd., owned by Cy N. Bahakel, and
licensee of co-owned WLBJ(AM) Bowling Green,
KY, and also WWOD(AM) Lynchburg, VA;
WCCB(TV) Charleston, WOLO-TV Columbia and
WXLY(FM) North Charleston, all South Carolina;
KXEL(AM)-KOKZ(FM) Waterloo, 1A; WBAK-TV
Terre Haute, IN; KILO(FM) Colorado Springs, CO;
WABG-AM-TV Greenwood, MS; WDOD-AM-FM
Chattanooga, WKIN(AM)-WZXY(FM) Kingsport and
WBBI-TV Jackson, all Tennessee; WRSP-TV Spring-
field and WCCU(TV) Urbana, both lllinois; WAKA-
(TV) Selma, AL, and WPET(AM)-WKSI(FM)
Greensboro NC. Buyer is headed by Donald Alt, who
has interests in licensees of WILK(AM)-WKRZ-FM
Wilkes-Barre, WNNK-AM-FM  Harrisburg  and
WFBG(AM)-WFGY(FM) Alwona, all Pennsylvania;
KFON(AM)-KKMI(FM) Rollingwood-Austin, TX;
WEZC(FM) Hickory, NC; WODZ(AM)-WRVR-FM
Memphis, WWL{AM)-WLMG(FM) New Orleans, and
WDCK(FM) Williamsburg, VA. Filed Aug. 9.

8 KNEK-AM-FM Washington, LA (AM:
BTC910807EF;, 1190 khz; 250 w-D; FM:
BTCH910807EG; 104.7 mhz; 3 kw; ant. 328 ft.)}—
Secks transfer of control within licensee Dee Broad-
casting for $1 and other considerations. Seller is David
R. Price, who also has interests in WOKJ(AM) Jack-
son, MS, and recently sold WKPG(AM) Pant Gibson,
MS. Buyer is James H. Dulaney, and has no other
broadcast interests. Filed Aug. 8.

8 WDLE-FM Federalsburg, MD (BALH910B05GN,
107.1 mhz; 1.95 kw; ant. 408 ﬂ.)TSeeks assignment
of license from Joseph N. Schaller and Stephen F.
Fruin, receivers, 1o P.M. Broadcast Engineering Inc.
for $170,000. Setlers have no other broadcast inter-
ests. Buyer is headed by Michael J. Powell, and has no
other broadcast interests. Filed Aug. 5.

8 WIMN-TV Escanaba, MI (BALCT910809KQ; ch.
3: 100 kw-V: 20 kw-A; ant. 1,192 ft.)—Seeks assign-
ment of license from Midwest Communications Inc. to
CBS Inc. for $195 million (see WCCO[AM]-
WLTE[FM]-WCCO-TVY Minneapolis, below). Filed
Aug. 9.

8 KCCO-TV Alexandria, MN (BALCT910809KN;
ch. 7; 316 kw-V; 63.1 kw-A; ant. 1,120 ft.)—Secks
assignment of license from Midwest Communications
Inc. to CBS Inc. for $195 million (sce WCCO[AM]-
WLTE[FM]-WCCO-TV Minneapolis, below). Filed
Aug. 9.

8 WCCO(AM)-WLTE(FM)-WCCO-TV Minneapo-

lis (AM: BAL910809KK; 830 khz; 50 kw-U; FM:
BALH910809KL; 102.9 mhz; 100 kw; ant. 1,300 ft.;
TV: BALCT910809KM; ch. 4; 100 kw-V; 10 kw-A;
ant. 1,430 ft.)—Seeks assignment of license from Mid-
west Communications Inc. to CBS Inc. for $195 mil-
lion. Sale includes WIJMN-TV Escabana, MI (see
above); KCCO-TV Alexandria (sece above) and
KCCW-TV Walker, both Minnesota, and WFRV-TV
Green Bay, W1 (see below). Seller is headed by W.T.
Doar Jr., and also operates Midwest Cable & Satellite,
which owns Midwest SportsChannel, serving five-state
area in Midwest. Buyer is headed by Laurence A.
Tisch, and owns and operates WCBS-AM-FM-TV
New York; WBBM-AM-FM-TV Chicago;
KMOX(AM)-KLOU(FM) St. Louis; KNX(AM)-
KODJ(FM)-KCBS-TV Los Angeles; KCBS(AM)-
KRQR(FM) San Francisco; WOGL-AM-FM and
WCAU-TV Philadelphia; WWI(AM)-WJOI(FM) De-
troit; WODS(FM) Boston; WLTT(FM) Washington,
WYNF(FM) Tampa; KTXQ(FM) Fort Worth;
KLTR(FM) Houston, and WCIX(TV) Miami. Filed
Aug. 9.

8 KSUX(FM) Winnebago (Sioux Clty, IA), NE
(BAPH910BOTHC; 105.7 mhz; 1.4 kw; ant. 1,568
ft.)—Secks assignment of license from Gary L. Violet
to Flagship Communications Lid. for $450,000. Seller
recently sold interest in KSPG(AM)-KBUZ(FM) El
Dorado, KS, for $1.05 million (‘‘Changing Hands,”
Aug. 5). Violet is also applicant for new FM at Clear-
water, KS. Buyer is headed by Spectrum Communica-
tions (100% voting stock), John W. Gleeson (100%
limited partner) and Robert L. Barron, and is licensee
of KSCHAM) Sioux City, IA, and recently sold
KBCM(FM) Yankton, SD (*‘Changing Hands,"’ Aug.
19). Filed Aug. 7.

8 WVBS-AM-FM Burgaw, NC (AM:
BTC910808ED; 1470 khz; 1 kw-D; FM:
BTCH910808GY:; 99.9 mhz; 100 kw; ant. 520 ft.)}—
Seeks transfer of control from Jones Eastern Radio Inc.
to Sillerman-Magee Communications Management
Corp.; purpose is to convert non-voting stock of Siller-
man-Magee Communications, which owns 80% of
Jones Eastern Radio, to voting stock. Conversion will
give Sillerman-Magee Communications de jure control
of Jones Eastern Radio. Assignment includes WYAK-
AM-FM Surfside Beach-Garde and WUIM-AM-FM
Charleston-Goose Creek, both South Carolina, and
WRSF(FM) Columbia, NC (see below). Seller is head-
ed by C.J. Jones. Buyer is headed by Robert F.X.
Sillerman, Willam J. Magee, Howard J. Tytel, Gene
W. Schneider, Stanley Cohen and Richard A. Liese,
and has interests in Command Communications and
Capstar Communications Inc. Capstar is licensee of
WIX-AM-FM Nashville. Sillerman owns 100% of
Northampton Holding Corp., licensee of WHMP-AM-
FM Northampton, MA. Sillerman also owns, along
with Tytel, Carl E. Hirsch, Harold Dean Thacker,
Gary Chetkof and Richard Anderson, Legacy Broad-
casting Partnership Il, subsidiary of Legacy Broadcast-
ing Partners Lid., licensee of WMII(FM) Cleveland
and WYHY(FM) Lebanon, TN. Sillerman, Tytel and
Chetkof have interests in Sillerman Assets Ltd., which
owns MBC WNEW-AM Corp., general partner of
WNEW-AM Partnership, licensee of WNEW(AM)
New York. Sillerman, Tytel and Hirsch have interests
in Sillerman Representative Ltd., which holds 5.3% of
class B non-voting stock of Group W Radic Acquisi-
tion Corp., licensee of 10 AM’s and seven FM's in
major markets. Filed Aug. 8.

8 WRSF(FM) Columbia, NC (BTCH910808HF,
105.7 mhz; 100 kw; ant. 613 ft.}—Secks transfer of
control from Jones Eastern Radio Inc. to Sillerman-
Magee Communications Management Corp. (see
WVBS-AM-FM Burgaw, NC, above). Filed Aug. 8.

® KLVS(AM) Lake Oswego (Portland}, OR (BA-
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LI10726EC; 1290 khz; § kw-U)—Seeks assignment of
license from Tamarack Communications Inc. to Don-
ald B. Crawford for $450,000 (**Changing Hands,"
July 29). Seller is headed by David Jack, and owns
KNTA(AM) Santa Clara, CA. Buyer is hcaded by
Donald B. Crawford, who is majority shareholder of
Don-Tron Inc., licensee of KPBC(AM) Garland (Dal-
las), TX and WYCA(FM) Hammond (Chicago), IN;
Kier-Ton Inc.. licensee of KBRT(AM) Avalon, CA;
WMUZ Radio Inc., licensee of WMUZ(FM) Detroit,
and Kimtron Inc., licensee of WDCX(FM) Buffalo,
NY. Crawford is also partner of WDJC Radio Co.,
licensee of WDJC(FM) Birmingham, AL. Filed July
26.

8 WUJM-AM-FM Charleston-Goose Creek, SC
(AM: BTC910808EC; 1450 khz; | kw-U; FM:
BTCH910B08HE; 94.3 mhz; 6 kw; ant. 479 ft.)—
Seeks transfer of control from Jones Eastern Radio Inc.
to Sillerman-Magee Communications Management
Corp. (see WVBS-AM-FM Burgaw, NC, above).
Filed Aug. 8.

8 WYAK-AM-FM Surfside Beach-Garde, SC (AM:
BTC910808EA; 1270 khz; 5 kw, 500 w-N; FM:
BTCH910808GZ; 103.1 mhz; 6 kw; ant. 325 ft.)}—
Seeks transfer of control from Jones Eastern Radio Inc.
to Sillerman-Magee Communications Management
Corp. (sec WVBS-AM-FM Burgaw, NC, above).
Filed Aug. 8.

8 KBCM(FM} Yankton, SD (BALH910807HK;
104. 1 mhz; 100 kw; ant. 430 ft.)—Seeks assignment of
license from Flagship Communications Ltd. to Park
Broadcasting of the Midwest Inc. for $675,000. Seller
is headed by Robert Barron, and has inerests in
KSCI(AM)-KSUX(FM) Winnebago, NE-Sioux City,
IA (sce KSUX[FM] Winnebago [Sioux City, 1A] NE,
above). Buyer is subsidiary of Park Communications,
headed by Roy H. Park, which has interest in
WBMG(TV) Birmingham, AL; KWLO(AM)-
KFMW(FM) Waterloo, 1A; KIJO-AM-FM St. Louis
Park, MN; WPAT-AM-FM  Paterson,  NIJ;
WHEN(AM)-WRHP(FM) Syracuse and WUTR(TV)
Utica, both NY; WNCT-AM-FM-TV Greenville, NC;

KWII-AM-FM  Portland, OR; WDEF-AM-FM-TV
Chattanooga and WIHL-TV Johnson City, both Ten-
nessee; WTVR-AM-FM-TV Richmond and WSLS-TV
Roanoke, both Virginia, and KEZX-AM-FM Seattle.
Filed Aug. 7.

® KVXO(FM) Spokane, WA (BALH910805GO;
103.9 mhz; 3 kw; ant. 299 ft.)—Secks assignment of
license from Pacific Metrocom Northwest Inc. to
Lance International Inc.; assignment is partial settle-
ment by original licensee, Michael Siegal, to Lance
International for bankruptcy of station. Seller is headed
by Frank Wolff, trustee for station, and has no other
broadcast interests. Buyer is headed by A. M. Hoch-
stadt, and has no other broadcast interests. Filed Aug.
5.

8 WFRV-TV Green Bay, WI (BALCT910809KP;
ch. 5; 93.3 kw-V; 18.6 kw-A; ant. 1,120 ft.)—Secks
assignment of license from Midwest Communications
Inc. to CBS Inc. for $195 million (see WCCO[AM]-
WLTE(FM]-WCCO-TV Minncapolis, above). Filed
Aug. 9.

Actions

® WPGS(AM) Mims, FL (BAL910710EE; 840 khz;
250 w-D)—Granted 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) Tiwsville and WEGS(FM) Milton, both
Florida; KREJFM} Medicine Lodge, KS, and
KSKB(FM) Brooklyn, IA. Buyer is headed by Marie
M. Doherty, and has no other broadcast interests.
Action Aug. 22.

® WTXL-TV Tallahassee, FL (BALCT910705KG;
ch. 27; 1,184.7 kw-V; 118.46 kw-A; ant. 1,041 ft.}—
Granted assignment of license from Tallahassee 27
Lud. to E.T. Broadcasting for $5.35 million ("*Chang-
ing Hands,”* July 22). Seller is headed by Joseph D.
Tydings, who is chairman of U.S. Media Inc., general
partner of licensee of KIIX{AM)-KTCL{FM) Fort Col-
lins, CO, and KTRS(FM) Casper, WY. Buyer is head-
ed by F. Tracy Lavety and Etio Betty (each 50%), and
has no other broadcast interests. Action Aug. 23.

01 year: $85
O Foreign Rate (Air): $300

Broadcastingz

The News Magazine of the Fifth Estate
PO Box 715, Brewster, NY 10509-0715

Save $45 Off The Newsstand Price —

Yes! Please begin my subscription to Broadcasting @ Magazine:
0 Canadian Rate: $129 (Price includes GST)
O Foreign Rate (Surface): $125

O Payment enclosed

o Bill me

ORDER TOLL-FREE USING VISA OR MASTERCARD: 1-800-323-4345

Name

Title

Company

Address Home? YesD NoO
City State Zip

Type of Business

® WSKX(FM) Hinesville, GA (BALH910701HB;
92.3 mhz; 50 kw; ant. 150 ft.)—Granted assignment of
license from Hinesville Broadcasting Corporation to T
C B Broadcasting Inc. for $300,000. Seller is headed
by E.L. Kilday, and has no other broadcast interests.
Buyer is headed Ray Bilbrey (15%), William E. Clan-
ton (42.5%) and Ralph D. Trapnell (42.5%), and has
no other broadcast interests. Action Aug. 19.

® KHBC-TV Hilo, HI (BTCCT910827KM; ch. 2;
2.317 kw-V; 1.37 kw-A; ant. 90 ft.)—Granted transfer
of control from King Broadcasting Company to King
Holding Corp. for $355 million plus other undisclosed
consideration; actual price estimated to exceed $400
million {see KING-TV Seattle, below). Action Aug.
27.

® KHNL(TV) Honolulu (BTCCT910627KK; ch. 13;
316 kw-V; 46.8 kw-A; ant. -20 ft.)—Granted transfer
of control from King Broadcasting Company to King
Holding Corp. for $355 million plus other undisclosed
consideration; actual price estimated to exceed $400
million {sce KING-TV Seattle, below). Action Aug.
27

8 KOGG(TYV) Wailuku, HI (BTCCT910627KL; ch.
15; 759 kw-V; 75.9 kw-A; ant. 5,653 ft.)—Granted
transfer of control from King Broadcasting Company
to King Holding Corp. for $355 million plus other
undisclosed consideration; actual price estimated to
exceed $400 million (see KING-TV Seattle, below).
Action Aug. 27.

® KUPI-AM-FM Ammon-ldaho Falls, 1D (AM: BA-
L910710EB; 980 khz: 5 kw-D, | kw-N; FM: BAL-
H9I10710EC; 99.1 mhz; 100 kw; ant. 1,513 ft.)}—
Granted assignment of license from KUP! Broadcast-
ing Inc. to Ray E. Groth Qil Co. Inc. for $1.3 million.
Seller is headed by George C. Hatch, and has interests
in KALL(AM)-KLCY-FM and KUTV(TV), both Szl
Lake City; KVEL(AM)-KUIN(FM) Vemal, Utah, and
CP for KUSG(TV) St. George, Utah. Buyer is headed
by Ray E. Groth {7.026%), Ray Groth Life Estate
{7.026%), Michaet Groth (21.487), Terry Groth,
(21.847%) Ray A. Groth (21.487%) and Richard
Groth (21.487%), and has no other broadcast interests.
Action Aug. 22..

® KTVB(TV) Boise, ID (BTCCT910627KJ; ch. 7;
160 kw-V; 26.2 kw-A; ant. 2,645 ft.)—Granted trans-
fer of control from King Broadcasting Company to
King Holding Corp. for $355 million plus other undis-
closed consideration; actual price estimated to exceed
?400 million (see KING-TV Seattle, below). Action
une 27.

B WAWK(AM) Kendallville, IN (BAL910621EA,;
1140 ihz; 250 w-D)—Granted assignment of license
from Fort Wayne Media Ltd. to Northeast Indiana
Broadcasting Inc. for $125,000. Seller is headed by
Carl P. Lanci, and has no other broadcast interests.
Buyer is headed by Don Moore, and has no other
broadcast interests. Action Aug. 1. -

8 KDLA(AM)-KEAZ(FM) DeRidder, LA (AM: BA-
L910708EB; 1010 khz; | kw-D, 40 w-N; FM: BAL-
H910708EC; 101.7 mhz; 3 kw; ant. 291 ft.)—Granted
assignment of license from Cenwry Broadcasting Co.
to Carcl E. Simmons for $100,000. Stations are cur-
rently dark. Seller is headed by Ralph L. Hooks, and
has no other broadcast interests. Buyer has no other
broadcast interests. Action Aug. 19.

8 WWFX(FM) Belfast, ME (BALH910524HK;
104.7 mhz; 10 kw; ant. 1,099 ft.)—Granted assign-
ment of license from Belfast Broadcasting Corp. to
Union Financial Services Inc. for no cash consider-
ation: Belfast Broadcasting is in default to bank in
amount of $1 million. Seller is subsidiary of Mittcom
Lid., headed by Bruce J. Mittman, and has no other
broadcast interests. Buyer is headed by Frank J.
Kugler, Jr., and has no other broadcast interests. Ac-
tion Aug. 19.

8 KNOW(AM) Minneapolis (BAL910709EA; 1330
khz; 5 kw-U)—Granted assignment of license from
Minnesota Public Radio Inc. to NRG Twin Cities Ltd.
for $940,000. Seller is headed by William H. Kling,
and is licensee of noncommercial radio stations
KBPR(FM) Brainerd; KCCM{(FM) and KY1Y(FM),

Signature both Moorhead; KCRB-FM Bemidji; KGAC(FM) and
(required) KVRU(FM), both Saint Peter; KLSE(FM) Rochester;
KRSU(FM) Appleton; KNSR(FM) and KSJR{FM),
both Collegeville; KRSW(FM) Worthington-Marshal;
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KNOW(FM) Minneapolis-St. Paul; WIRR(FM) Vir-
ginia-Hibbing; WSCD(FM) Duluth; KQMN(FM) and
KVVL(FM), both Thief River Falls; KQUH(FM) Du-
luth; KXLC({FM) La Crescent. and WSCN(FM)} Clo-
quet, all Minnesota. lt is also licensee of KLCD(FM})
Decorah, 1A; WGGL(FM} Houghton, MI; KRSD(FM)
Sioux Falls, $D. and KFTN(FM) Sun Valley, ID.
Buyer is headed J. Livingston Kosberg and George A.
Yandeman. each 50% shareholders of NRG Twin Cit-
ies Inc., general partner of NRG Twin Cides Ltd.,
limited partner in assignee, and has no other broadcast
interests. Action Aug. 23.

8 KTRX(FM) Tarkio, MO (BALH910701HC; 93.5
mhz; 3 kw; ant. 235 ft.)—Granted assignment of li-
cense from Ashdown Broadcasters Inc. to 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) Carrollion, MO. Action Aug. 19.

8 KBMN(AM) Bozeman, MT (BAL910705EA; 1230
khz: 1 kw-U)—Granted assignment of license from
Robent F. and Cathryn L. Pipinich, husband and wife.
to Cowdrey Broadcasting Co. for $105,000. Seller has
no other broadcast interests. Buyer is headed by Tra-
cey R. Cowdrey, and has no other broadcast interests.
Action Aug. 20.

8 KYLT(AM)-KZO(FM) Missoula, MT (AM:
BTC910708ED; 1340 khz; | kw-U, FM:
BTCH910708EE; 100.1 mhz; 3 kw; ant. -300 ft.}—
Granied transfer of control from Sheri L. Smith to Jeff
M. Smith Jr. in stock transfer within licensee for no
comsideration. Principals have no other broadcast inter-
ests. Action Aug. 20.

8 KCSR(AM) Chadron, NE (BAL910711EC; 610
khz; 1 kw-D, 118 w-N}—Granted assignment of li-
cense 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 De-
louis M. Kath Trust). Jones and Pilkington have inter-
ests in KWIV(AM) Douglas and KASL(AM) Newcas-
tle, both Wyoming. Pilkington and Kath have interests
in KGOS(AM)-KERM(FM) Torrington, WY. Pilking-
ton 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.
Action Aug. 22,

8 KTNM(AM)-KQAY-FM Tucumcari, NM (AM:
BTC9I0711EA; 1400 khz; |  kw-U, FM:
BTCH910711EB; 92.7 mhz; 3 kw: ant. 64 ft.}—Grant-
ed transfer of control within Quay Broadcasters Inc. for
$157,000. Seller is Charles A. Denney. and has no
other broadcast interests. Buyer is John M. Dunn, and
has no other broadcast interests. Action Aug. 22.

® WRQR(FM) Farmville, NC (BTCH90122IGE;
94.3 mhz; 1.95 kw; ant, 407 ft.)—Dismissed app. of
transfer of control from WRQR Inc. to William Mat-
chak for $10. Seller is headed by Sam E. Floyd, Greg
W. Floyd, Ronald E. Stone, Don Kimbell, E. Roy
Ruston and J. Guy Rateliff. Sam Floyd has interests in
Beasley Broadcasting Co., ultimate licensee of
WFANAM) Fayetteville and WKML(FM) Lumberton.
both North Carolina; WYNG-FM Evansville, IN; New
South Broadcasting, licensee of WASC(AM) Spartan-
burg. SC; United Communications Inc., licensee of
WAAI(AM) Huntsville, AL; and WSJC Inc., licensee
of WSIC(AM) Magee, MS. Buyer is also headed by
Matchak (25%), Kyong Ja Matchak (28%), John Park
(6%). Kyong Do Park (6%) and Kenncth Park (6%),
and has no other broadcast interests. Action Feb. 6.

8 WGTJ(TV) Greenville, NC (BAPCT880921KE;
ch. 38; 5000 kw-A; 500 kw-V; ant. 474.25 ft.)—
Dismissed app. of assignment of license from Commu-
nity Service Telecasters Inc. to Agape Coastal Televi-
sion Inc. for $12,000. Seller is headed by Athene
Baldwin Bunn, LaRhe Markham Vestal and Thalius J.
Markham, and has no other broadcast interests. Buyer
is headed by John W. Gainey 11l (47.75%). Frederick
J. McCune (47.75%), Thalius J. Markham (3.50%)
and Larhe Vestal (1.75%). Gainey and McCune each
own 49% of Local Television Associates Inc., permit-
tee of WFXKTV) Morehead City, NC. Action Dec.
28.

& WKTX(AM) Cortland, OH (BAL910626EA; 830
khz; | kw-D)}—Granted assignment of license from
Trumbull County Broadcasting Corp. to Miklos, Maria

and Attili Kossanyi for $160,000. Seller is headed by
Patrick H. Engrao and Albert Zippay. Engrao is 20%
general pariner in pending application for new FM at
Hubbard, OH. Peggy Ann Engrao, wife of Patrick, and
Zippay are 56% and 20% shareholders of WKTX(FM)
Mercer. PA. Action Aug. 22.

8 WWCD({FM) Grove City, OH (BAPH910708HK;
101.1 mhz; 3 kw: ant. 328 fi.}—Granted assignment of
license from Video Service Broadcasting Corp. to Ing-
leside Radio Inc. for $2 million. Seller is headed by
Amold Ferolito, and has no other broadcast interests.
Buyer is headed by Roger Vaughan, and has no other
broadcast interests. Action Aug. 23.

8 WUCO(AM) Marysville, OH (BAL9I10708EA,
1270 khz; 500 w-U)—Granted assignment of license
from Mid-America Broadcasting Co., debtor-in-pos-
session, to Monarch Broadcasting Inc. for $108,940.
Seller is represented by Sara ). Daneman, Chapter 7
trustec, and has no other broadcast intcrests. Buyer is
headed by Robert P. Hutchinson (66%) and Donald
Gomman (33%), and has no other broadcast interests.
Action Aug. 19.

8 KGW-TV Portland, OR (BTCCT910627KH: ch. 8;
302 kw-V: 60.3 kw-A; ant. 1770 ft.)}—Granted transfer
of control from King Broadcasting Company to King

Holding Corp. for $355 million plus other undisclosed
consideration; actual price estimated to exceed $400
million (see KING-TV Seattle, below). Action Aug.
27.

8 KCKX(AM) Stayton, OR (BALSQ1213EA; 1460
khz; | kw-D, 15 w-N)}—Granted app. of assignment of
license from Communication Ants Inc. to The Concord
Group Inc. for $84,000. Seller is headed by Emmert
Eugene and Gail T. Boger, husband and wife, and has
no other broadcast interests. Buyer is headed by Clif-
ford A. Zauner (50%) and Virginia A. Zauner (50%),
who have same interests in 94 Country Inc.. which
owns 100% of KWBY(AM) Woodbumn. OR. Action
Feb. 8.

8 WCRO{AM) Johnstown, PA (BAL90I219EA;
1230 khz; 1 kw-U)—Granted app. of assignment of
license from Tschudy Communications Corp to Eagle
Broadcasting Group Inc. for $80,000. Seller is headed
by Earl Judy Jr., Robent S. Janney and Joyce Jenkins.
Judy is 51% stockholder of Shenandoah County Broad-
casting Corporation, licensee of WSVG(AM) and
WSIG(FM) Mount Jackson, VA. Buyer is headed by
J. Richard Lee (7u%), Dorothy K. Lee and Jane Alli-
son Lee (30%), and has no other broadcast interests.
Action Feb. 6.

SUMMARY OF
BROADCASTING & CABLE

BROADCASTING
SERVICE O ALk L TUTAl *
Commercial AM 4,988 235 5,223
Commercial FM 4,482 1,010 5,492
Educational FM 1,473 294 1,767
Tutal Halin 14,543 1,53 H2. 482
Commercial VHF TV 556 17 573
Commercial UHF TV 5 17 741
Educational VHF TV 124 3 127
Educational UHF TV 232 11 243
W Totald TV 1,482 ik 1.4
VHF LPTV 208 151 360
UHF LPTV (5] 808 1,507
& Tobal LFTV I W5y 1547
FM translators 1,868 347 2,215
VHF translators 2,703 82 2,785
UHF translators 2,331 308 2,639

CABLE
Total subscribers 53,900,000
Homes passed 71,300,000
Total systems 10,823
Household penetrationt 58.6%
Pay cable penetration 29.2%

* Includies ofl-air licenses T Penetration perCentages are ol TV household universe of
92 1 million. ' Construction permit. 2 Instructional TV fixed service. @ Studio-tfransmit-
ter ink Source: Nielsen and Broadcasting's own research.
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® WBIG(AM) Conway, SC (BAL901128EA; 1330
khz; 5 kw-D, 500 w-N)—Granted app. of assignment
of license from Beasley Broadcasting of SC Inc. 10
Wesco & Associates Ltd. for $48,000. Seller is headed
by George G. Beasley, Shirley W. Beasley, Bran E.
Beasley, William L. Watson and Sam Floyd, and is
subsidiary of Beasley Broadcasting Inc., which has
interests in 18 FM's, 8 AM’s and 1 TV. Floyd has
interests in New Scuth Broadcasting Corp., licensee of
WASC(AM) Spartanburg, SC; WSJC Inc., licensee of
WSIC(AM) Magee, MS, and United Broadcasters
Inc., licensee of WAAY(AM) Hunlsville, AL. Buyer
is headed by Charles W. Cookman and Eleanor R.
Belche. Cookman and Belche have interests in WIDU
Broadcasting Inc., licensee of WIDU(AM) Fayette-
ville, NC. Action Feb. 6.

8 WTZX(AM) Sparta, TN (BAL910712EA, 860 khz,
| kw-D, 9.9 w-N)}—Granted assignment of license
from Radio WTZX 1o 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 in
seller, and has no other broadcast interests. Action
Aug. 22,

8 KBYG(AM) Big Spring, TX (BAL91070i EE; 1400
khz; 1 kw-U)—Granted assignment of license from
Drew Ballard to Mel Zane Gilbert for $199,560. Seller
heads Ballard Broadcasting of Oklahoma Inc., licensee
of KEOR(AM)-KHKC-FM Atoka, OK, and permittee
of KTSH(FM) Tishomingo, OK. Ballard also holds
40% of stock of licensee of KRGT(FM) Hutto and
KLFB{AM) Lubbock, both Texas; he has agreed to
exchange stock in KRFT for stock of KLFB. Buyer
has no other broadcast interests. Action Aug. 13.

8 KAML(AM) Kenedy-Karnes City, TX (BA-
L910712EC; 990 khz; 250w-D)—Granted assignment
of license from The Nine-Ninety Co. to Dorisann L.
Eckols for $110.000. Seiler is headed by Dayton
Smith, and has ne other broadcast interests. Buyer has

no other broadcast interests. Action Aug. 26.

8 KKTX-AM-FM Kilgore, TX (AM:
BTC901224EB: 1240 khz; | kw-U, FM:
BTCH901224EE:; 96.1 mhz; 32 kw; ant. 620 ft.}—
Granted transfer of control within Noalmark Broadcast-
ing Corp. for $1.007 million, which includes $260,000
cash for stock. Sixty-six percent of total outstanding
stock is to be transferred to Noalmark Broadcasting and
reissued to William C. Nolan Jr. and Edwin B. Alder-
son Jr., who will then own 65% and 35% of stock,
respectively; includes KELD(AM)-KAYZ(FM) El Do-
rado and KKIX(FM) Fayetteville, both Arkansas, and
KYKK(AM)-KZOR(FM) Hobbs, NM (""For the Re-
cord [Actions),”* Feb. 25). Transferors are William C.
Nolan, Theodosia M. Nolan, Charles M. Nolan, Rob-
ent C. Nolan, Theodosia N. Roddy and Russell Marks.
Transferces are William C. Nolan Jr. and Edwin B.
Alderson Jr. Action Feb. 7.

® KPET(AM) Lamesa, TX (BAL9I0603EA; 690
khz; 250 w-U)—Granted assignment of license from
West Texas Broadcasting Co. Inc. to KPET Inc. for
$212,000. Seller is headed by J. Morgan and Charles
W. Dowdy, son and father, and Richard J. Smith, and
have interests in KNWA(FM) Bellfonte. KCWD{FM)
Harvison and KPFM(FM) Mountain Home, all Arkan-
sas. J. Morgan and Charles Dowdy also have interests
in WSUH(AM}-WWMS(FM) Oxford, WRUA(AM)
Gulfport and WRPM(AM)-WZKX(FM) Poplarville,
all Mississippi, and WMLT(AM)-WQZY (FM) Dublin,
GA. Charles Dowdy also has interests in WMCG(FM)
Milan. GA. Buyer is headed by William F. Gerber,
George D. Norman and Robert F. Brown, and has no
other broadcast interests. Action Aug. 23.

8 WFAD(AM) Middlebury, VT (BAL901221EA;
1490 khz; | kw-U)—Granted app. of assignment of
license from Straus Communications In The Champlain
Valley Inc. to Pro-Radio Inc. for $75,000. Seller is
headed by R. Peter Straus, Jeanne H. Straus, father and
daughter, and Emol C. Hanson. R. Peter Straus is

president and sole shareholder of Straus Communica-
tions in New York Inc., licensce of WELV(AM)-
WWWK(FM) Ellenville, NY. Straus, Jeanne Straus
and Hanson have interests in WFTR-AM-FM Front
Royal, VA. Buyer is headed by Mark T. Brady (50%)
and Mary T. Brady (50%), and is licensee of
WMNM(FM) Port Henry, NY. Action Feb. 6.

8 WLPM(AM) Suffolk, VA (BAL90IZI7EB; 1450
khz; 1 kw-U)—Granted app. of assignment of license
from Suffolk Broadcasting Corp to Johnson Media Inc.
for $345,000. Seller is headed by James F. Russell,
Robin Speer Engel, Hubent H. Young and Christine B.
Young, husband and wife, and has no other broadcast
interests. Buyer is headed by James W. Johnson Jr.,
who is 10% shareholder of Johnson Communications
Inc., I;censce of WDAO(AM) Dayton, OH. Action
Feb. 12,

® KING-TV Seattle, WA (BTCCT910627KG: ch. 5;
100 kw-V; 15.1 kw-A; ant. 820 fi.)}—Seeks assign-
ment of license from King Broadcasting Company to
King Holding Corp. (owned 50% each by Providence
Journal Co. and Kelso Partners 1V) for $355 million
plus other undisclosed consideration; actual price esti-
mated to exceed 3400 million. Purchase includes
KGW-TV Portland, OR; KREM-TV Spokane, WA;
KTVB(TV) Boise, ID, and KHNL(TV) Honolulu,
KOGG(TV) Wailuku and KHBC-TV Hilo, all Hawaii
(see above). Seller is headed by Priscilla Bullitt Collins
and Dorothy Stimson Bullitt, sisters, and sold KING-
AM-FM Seattle (**Changing Hands,”” July 15). King
Broadcasting is also selling KGW(AM)-KINK(FM)
Portland, OR, and KSFO(AM)-KYA(FM) San Fran-
¢isco. Buyer is headed by Frank T. Nickell. Trygve E.
Myhren and Jack C. Clifford. Providence Journal Co.
operates, through various subsidiaries, WCNC-TV
Charlotte, NC; WHAS-TV Louisville, KY: KGSW-TV
Albuguerque, NM, and KMSB-TV Tucson. AZ. Ac-
tion Aug. 27.

SERVICES

BROADCAST DATABASE

dstaworld

daiawonld

MAPS
Coverage Terrain Shadowing
Allocation Studies - Directones

. BROADCAST DATA SERVICES

Computenzed Broadcast Service
InCluding
Dala Base Allocaton Studies
Terrain Protles
A Div. of Moffet. Larsen & Johmon. Inc.

ﬁm

BROADCAST CONSULTANTS AND ;mtns
® FCC g pbe phewms and F)
:Flu\.u.rEr:i E-ull.‘hnnnd
rection i
.FEJHY Desqnlndlmr-_dm

LPTV/TV Translator
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Regional Directories
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FCC dalabases for MS-DOS
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Doug Vernier
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1800 Pictursaque Dnve
Cedar Falls, lows 50613

319 266-8402

+ Radic and Television System Design
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627 Boulevard
908-245-4833  Kenllworth, NJ 07033

PO. Box 30730 301-652-8822 Contac

Bethesda. MD 20814  800-368 5754 ST K,Eg"ggggg,am'* e 301-652-8822 800-368-5754
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New Towers, Antenna Structures
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Towers and Antenna Structures
Robert A. Shoolbred, 2E.

104% Mormson Drive
Charlesron, 5.C. 20403 « 1803} 5774661

wmee SG Communications

TV/FM RF Systems Speciasts
RF System Measuremenis
Tower Erecton & Maintenance

800-824-7865 Tucson, AZ

800-874-5449 Tampa, FL
215-699-6284 N. Wales, PA

KLINE TOWERS
Towers, Antenna Structures
Engineering % Installation
P.O. Box 1013

Columbia, S.C. 29202
Tel: 803 251-8000 - FAX 251-8080

RF DESIGN & IF\STALLATION SPECIALISTS
LARCAN SOLID STATE TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEBLANC & ROYLE TOWER SYSTEMS
14440 CHERRY LANE CT. LAUREL MD 20707

TEL: 301-498-2200 FAX: 301-496-7952

L New towers, Tanamitier bullings, sarth
i,.'|':r stations, wikey site Givelopment.

L Tower Structures, Inc.

1 1089 Nirvane Avenue
Chula ca g2011
S18421-1181
Fax: S19421053%  Llc. No. 254518

M|ﬁmn

Broadcast Video Tape

Gred Service ¢ Excdhdmou

S FOR WORLDWIDE
_ SATELLITE TRANSMISSION
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BROADCASTING MAGAZINE

COMPANY " ot _’.‘l lf ,,__[__.3_ __,.=_ SERVICES CONTACT: 1705 DeSales Si., N.W.
il B b d D8 COMMUNICATIONS GROUP Washington, D.C. 20036
SERVING BROADCASTERS New Quodly Slock » Cusform Reloads 10525 WEST WASHINGTON BLVD. for availabilites
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PROFESSIONAL CARDS

du Treil, Laundin & Rackley, Inc.

A Subsidary of AD Ring. P17

UNS 19th Sercct, N.W.. Svite M0
Washingion, D.C. 20036
Telephnne: 202-223.6700

Mernher AFCCH

==CARLT.JONES=
==———CORPORATION —=

CONSULTING ENGINEERS

7901 YARNWOOD COURT
SPRINGFIELD, VIRGINIA 22153
( 703 ) 569-7704

MEMBER AFCCE

LOHNES & CULVER
Consulting Radio-TV Engineers
1158 15th. St. , N.W. , Suite 608

washington , D.C. 20005
{202) 296-2722
Membss AFCCE

Smee 1844

COHEN, DIPPELL AND
EVERIST, P.C.

CONSULTING ENGINEERS

1300 “L~ STREET. N.W, SUITE 1100
WASHINGTON. D.C. 20005

(202) 898-0111
Mamber AFCCE

SILLIMAN AND SILLIMAN
8121 Georgia Ave. #700
Silver Spring. MD 20810

Moftet, Larson & Johnson, Inc.
Consulting Telecommunications Engineers
Two Skyline Place, Suite 800

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS
Box 280068

ROBERT M. SILLIMAN. P.E. 5203 Leesburg Pike San Francisco, California 94128 1725 DeSales. N.W.
(301) 589-8288 Falls Church, VA 22041 Washingion. D.C. 20036
THOMAS B. SILLIMAN. P.E. 703 824-5660 HE (415) 3425200 Telephone: (202) 659-:3707
{812) 853.9754 FAX:703—824-5672 (202) 396-5200 Telecopy: (202) 659-0360
Member AFCCH Member AFCCE Member AFCCE Member AFCCE

Jules Cohen & Associates, P.C.

Consulting Electronics Engineers
Suite 600

CARL E. SMITH
CONSULTING ENGINEERS

AM-FM-TV Engineening Consuitants
Complele Tower and Figging Services

“Serving the Braodeaost Industry
Jor aver 38 Yeurs”

Box 807 Bath. Ohio 44210
(216) 659-4440

E. Harold Munn, Jr.,
& Associates, Inc.
Broadcast Engineenng Consullants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

Mullaney Engineering, Inc.
I ;

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115
Member AFCCE

HATFIELD & DAWSON

CONSULTING ENGINEERS
4226 SIXTH AVE. NW.
SEATTLE, WASHINGTON 98107
(206) 783-9151: Facsimile: (206) 789-9834

MEMBER AFCCE

F.W. HANNEL & ASSOCIATES
Registered Professional Engineers

STRUCTURAL SYSTEMS

TECHNOLOGY. INC.
1 Cabat Gowdy. PE

PRESIDENT
TOWERS. ANTENNAS. STRUCTURES

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS

P.O. BOX 180312

911 Edward Street
DALLAS, TEXAS 75218
N New Tal T . E T H
Henry, lllinois 61537 Stud, Analyan, Devign Madsfcstons. TELECOMMUNICATIONS (FCC, FAA) “S;rﬁz‘eg‘sgﬁge
(309) 364-3903 Inspeciion. Fm:-:m- 45 . CHARLES PALL CROSSNO. P.E. (202) 2020
Fax (309) 364-3775 6867 Elm St . McLean. VA 22101 ¢ 702 #56-9765 (212) 3215140 MEMBER AFCCE Member AFCCE

JOHN F.X. BROWNE
& ASSOCIATES, PC.

525 Woodward Ave
Bloomfield Hills, M| 48013

D.C. WILLIAMS, PE.

Consulting Radio Engineer
Member AFCCE
Post Office Box 1888
Carson City, Nevada 89702

(702) 885-2400

-
OMMUNICATIONS TECHNOLOGIES INC.

LAWRENCE L, MORTON

ASSOCIATES
1231 MESA OALS LANE
MESA DAKS CAUFORNIA 93434

TELECOMBUIACATIONS § NG FRS

BRGADCAST TANTS

Clarence M. Beverage
Laura M. Mizrah

P.0. Box 1130, Marlton, NJ 08053
(609) 985-0077 - FAX: (609) 985-8124

LAWRENCE L. MORTON, P.E.
AM s M« TV

APPLICATIONS » FIELD ENGINEERING
MEMBER AFCCE

(805) 733-4275 / FAX (805) 733-4793

SELLMEYER ENGINEERING

Consulting Engineers

P.O. Box 356
McKinney, Texas 75069
{24) 542.2056
Member AFCCE

¢ FCC Data Bases .
PAUL DEAN FORD. PE. « FGC Apphcations nd Fiekd Engineering W. Lee Simmons & As.soc._, Ine.
BROAOCAST ENGINEERING CONSULTANT : ms‘fr‘:;’,"r‘:m BROADCAST CONSULTANTS Broodcostc':‘lecrmumm
3775 West Dugger Ave, \OWL ENGINEERING, INC. Applications @ Inspections 1036 Wi Hitton Plwy., Softe 200F
West Terre Houte, Indiona 47885 - : —
812.535-3831 Congyiting Commynications Engineers Call Toll-Free Hilton Head Is,, S.C 29928
1386 W, County Road F, St. Pau), MN 55112 (800} 969-3900 800-277-5417 803-785-4445
Member AFCCE (612) 6111338 “Ioratir AFCCE" 1515 N Court House Rd, Arlington, VA 22201 FAX 803-842-3371
AFCCE

® ] RADIO ENGINEERING CO.

1660 Prnmavera Lane
Npomo, CA 93444

CONSULTANTS

— ALLOCATIONS. |MSTALLATIONS FELD
ANTENNA & TYPE ACCEPTANCE MEASUREMENTS
Sarving Broddceuters Dves 35 Yoy

Tal: (805) 929-1968
Norwood J. Patterson FAX: (805) 9205671

DON'T BE A STRANGER
To Grosocasing’s 117 323 Readers. Display
yaur Protessional or Serwce Carg here It wall be
g8en by Sialon and cable TV Sysiem Owners
and decition makers
* 1989 Readersip Survéy showing 3 7 readers
per copy

contact
BROADCASTING MAGAZINE
1705 DeSales St., N.W.
Washington, D.C. 20036
for availabilities
Phone: (202) 658-2340

Association of
Federal Communications
Consulting Engineers
P.0. Box 19333

20th Street Stalion
Washinglon, DC 20036

1703) S34-TRR0

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
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RADIO
HELP WANTED MANAGEMENT

General manager needed for fast-growing, medi-
um market FM in the Northeast. Must have sales.
programing and promotion experience and be
able to lead sales staif by example. Emphasis on
community involvement. Excellent opporunity, ex-
cellent compensation. Send resume with perfor-
mance and income history. Completely confiden-
tial. Box P-12. EQOE.

Working salesmanager for Northern California
regional combo: We require an aggressive, idea
person to direct local & regional sales efforts If
you've been trained by a pro and believe in your-
self.. Send resume to: KARZ/KHTE Manager. PO
Box 492890. Redding. CA 96049. EOE.

Florida medium market needs general sales
manager. Beautiful market. Excellent opportunity.
Successiul applicant must lead by example. EQE.
Box P-2.

HELP WANTED SALES

WRUF AM/FM seeks success motivated sales
people. Sell the highest billing stations in the mar-
ket and live the Florida lifestyle. Send cover letter
telling why you should be selected and resume to:
GSM. WRUF AM/FM. PO Box 14444, Gainesville,
FL 32604. No phone calls. EOE.

KPEX seeks experienced Acct. Exec. to sell TV &
radio airtime in beautiful San Francisco. 415-526-
2974,

Top performer wanted: Sunbelt. southwestern
college town, fantastic four-season lifestyle in the
sun. Dominant, class C FM Adult Contemporary
leader has an immediate opening and list avail-
able now for a very, very good small/medium mar-
ket radio account executive. If youre a hard-work-
ing. proven lop performer and are ready to
relocale 10 our beautiful college town to €arn more
and learn more. reply in confidence today. KMGN
Radio. Kenas Guarino, Sales Manager. PO Box
3421, Flagstatf, AZ 86003. 602-526-5765. Imme-
diate reply 10 all inguiries. Equal opportunity em-
ployer.

Sales/marketing rep: Natonal radio research
and program consulting firm seeks energetic.
brighl. aggressive, self-motivated rep with strong
telemarketing and written proposal skills. Work
from home. Enormous growth potential. Lucrative
compensation. Send resume to Box P-14. EOE.

WDRM Country 102-FM seeks unigue individual
for sales position. If you enjoy public contact and
serving the cusiomer. we want 10 hear from you.
Send resume and letter of application to: Sales
Manager. WDRM. Box 789. Decatur. AL 35602
WDRM is an equal opportunity employer and en-
courages response from qualified minority and
female applicants.

KSSN 86 FM in Little Rock. Arkansas 1s looking for
outstanding individual for evering announcer/mu-
sic director. Minimum of 2 years on-air experi-
ence. Country music knowledge. public appear-
ance experience. computer knowledge required.
EOE. Send tape and resume to: Don Moore, KSSN
96 FM. PO Box #96. Little Rock. AR 72203.

MELP WANTED NEWS

“Free skiing” New England Ski Areas Council
needs two full-lime seasonal broadcasters for ski
reporting network. Must be prepared to ski 30-100
days/season. Heavy deadline pressure: nO rook-
1es. Malure writer willing to leam necessary Style.
Good salary. paid vacation. all sking paid for.
Send T&R to: NESAC. 10 Cox Rd.. Woodstock. VT
05091. Telephone 802-457-3123. EOE.

Experienced local news person needed imme-
diately: could evolve into morning sidekick role
with our established. top raled moming man.
Some production and on-air board shifts are nec-
essary as a parl of the job. Sunbelt. southwestern
college town. fantastic four-season lifestyle in the
sun. Dominant, class C FM Adult Contemporary
leader: attractive smal/medium market in the
mounlains of northern Arizona. KMGN Radio. Paul
Lancaster. Program Director. PO Box 3421. Flag-
staff. AZ 86004. 602-526-5765. Equal oppOrtunity
employer.

WSSU Statehouse producerireporter: WSSU-
FM. 50,000 watt NPR public radio station in
Springfield. Ninois. seeking statehouse producer’
reporter. Produce reports and programs about
llincis government and politics for WSSU and
state radio network. Reguired: Two years radio
news experience. Six months devoted 10 covering
government/politics. bachelor's degree Send
cover letter, resume. non-returnable audition tape
and three references to: Chair. Search Committee.
WSSU Statehouse Producer/Reporter. WSSU-FM.
Sangamon State University. Springheld. IL 62794-
9243. SSU s an EEO. affirmalive action employer.
Women, minorities and persons with disabiliies
encouraged to apply. Application review begins
October first. Questions 217-786-6516.

Sports talk show host/PBP, must have radio
experience. Send resume only to Box P-15 ECE.

HELP WANTED PROGRAMING
PRODUCTION AND OTHERS

Director information services, Creale. manage,
and implement advertising. marketing. on-air pro-
motions. sales promotion. public relations. sports
promotion. and special events. Skills in budget-
ing. wnting. and conceplual advertising required.
Resumes to: Jane Riley. Dept B. KCBS Radio.
One Embarcadero Clr.. 32nd Floor. San Francis-
co. CA 94111, An equal opportunity employer.

Group operator seeks corporate research direc-
tor. Must be fully qualified with demonstrated ex-
perience. EOE Resume to Box P-16.

SITUATIONS WANTED MANAGEMENT

Self motivated, successful GSM. CRMC. San
Francisco based. Seeks new opportunity Twenly
solid years, great track record including expen-
ence with network station. news. talk. Sports. mu-
sic. AM/FM. consulling. New business develop-
ment and event marketing expert. Unique ability
hirnng. training. motivaling sales lalent. Wrole the
“book” in the West for category selling. NAB/RAB
convention speaker. Prior owneroperator. Let's
talk. Call Jack at 415-456-9722.

See last page of Classified Section for rates. closing dates. box munbers and other details.

Profit opportunity. GSM. large Southern market
FM. looking for eguity possibilities. Seller assisted
buy in-buy out or similar deal. Strong manage-
ment background-—strongesl in sales and sales
management. Need help with a problem proper-
ty? Considering a sale? Tired of the hassle? Let's
talk. Market size secondary. Box P-3.

General manager: 30 years experience. heavy on
sales, experienced all phases. communily orient-
ed. a real general manager. Not a salesman or
sales manager Full charge positions only. Eastern
states only. Reply 10 Box N-30.

GM, sales pro, promotions. programing expert.
people skills. profit molivated. bottom:-line orient-
ed. slart-up or turnaround welcome. available im-
mediately. Reply 10 Box N-45.

Ownership objective: Prefer Southern New En-
gland. Will make immediate investment. work with
you. then finalize the arrangement upon your re-
tirement. 508-588-7600.

The complete package. 14 year vet. manage-
ment. sales. promolion. availabie now! Will relo-
cate. all areas. Call Tom 413-773-8836

Right-hand man?: 16 years as OM. CE. DJ.
news, could sell. Hard worker for right advance-
ment potential Let's talk. Reply to Box P-18.

25 years broadcast experlence, in AM-FM-TV
operations. managemenl. sales and engineering
Currently working with six independent stations.
Want to consolidate energies with one company.
Willing to relocate and travel. Reply 10 Box P-17.

Muslc licensing problems? Fees too high? Toc
much redtapa? Call me for help Former BMI VP
I'll save you money. lime and aggravation dealing
ASCAP. BMI and SESAC. Bob Warner. 914-634-
6630.

Owners, GM's, GSM's; Jefi Arthur Productions
just wrote over one million dollars in new advertis-
ing revenue in Texas. Florida. Louisiana. North
Carolina and South Carolina for stations Just like
yours. This proven results program works! Guar-
anteed! Please call collect - B13-573-5277.

SITUATIONS WANTED TECHNICAL

Top 100 markets only, looking for chief's posi-
tion. You will get high integrity routine audio and
transmitter maintenance. If | cannol do excellent
maintenance nobody can. Experienced all
phases—high power AM directional and high
power FM. plus super audio. 20 year veleran.
Reply Box P-5.

Attention Florida stations! Former Harnis engi-
neer is now headquartered in your state Expert
on automation, transmilters. audio. construction &
directional antennas. Available for field service
assignments by the day. week or project. Super
references. 813-849-3477.

Quallty/cost-consclous, experienced engineer
seeks Stable long-term growth opportunity.
AM/FM including high power & directional. Also
capable in operations. production. and on-air. Ma-
jor references. Reply 10 Box P-19
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SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Sonny Bloch, host of America’s longest runring
independent, 2-way talk show about money. busi-
ness, real estate and life. would like 10 work for
you for free. He offers 18 hours of programing 6
days per week (lake all ¢or parl). plus a daily
aflernoon news show with plenty of openings for
your local news, traffic and weather reports. Call
him if you need instant revenue and ratings. He 1s
now heard in over 200 cities including 90% of the
top 100 markels. There must be a reason that this
broadcaster has kept growing for 12 years The
answer is simple: The audience loves the show.
the sponsors love the show. and your bank ac-
count will love the show!! You can have him now
It's as easy as a telephone call Ask for Susan at
212-371-9268

Guaranteed to make you money and ratings!
Former #1 jock and P D. has new unique formula
If you're looking for success and not afraid to try
something new. then call me before your competi-
tion does. Consultant basis | work for a modest
intial fee plus a percentage of the revenue [l
generate. 813-849-3477.

Multi-talented voice guy {100+ voices) 12 years
experience in Ireelance. radio. radio sales man-
agement. Presently employed. Tired of working for
uncaring number crunchers al radi stations
Wonderful sense of humor. Desires uniquessignifi-
cant opportunity in AV communications business
My references speak loudly. Reply to Box N-15

MISCELLANEQUS

Make money in volceovers. Cassette course of-
fers marketing and technique for success in com-
mercials and industrials. Money-back guarantee.
Call for info Susan Berkley. 1-800-333-8108.

Expanding radio broadcaster. Posilions avail-
able in Colorado and Atlania include: Sales. air
personality. news. board. production. administra-
tion. Three years experience. Tapes andor re-
sumes t0: Mainstreet Broadcasting Co.. 1160 8
Miledge Ave.. Athens. GA 30605.

Don't go dark. Call me | wanl to save your station
then buy it. All offers... Call Herb Rossin 702-361-
5060.

e r———— s r—
TELEVISION
HELP WANTED MANAGEMENT

General sales manager: KGSW-TV. New Mex:-
co's #1 Fox affil ate independent. has an opportu-
nity for a creative. peopie motivator with strong
communication skills Position requires supervi-
sion of local. regional and national sales effort and
staff Heavy emphasis on local sales Excellent
opportunity for a positive leader with strong man-
agement and market research skills KGSW-TV 1s
group owned by the Providence Journal Company
and located in a great place to live. Good salary.
incentive package and benefits Rephes will be
complelely confidential. Submit resume salary
history with cover letter outlining experience (o
Erick Steffens President and General Manager.
KGSW-TV. PO Box 25200. Albuquerque. NM
87125 EQE. MF.

TViradio Southeast sales position Immediate
opening with broadcasting’s oidest media mer-
chandising sales promotion firm (38 years) TV ra-
dio sales experence required Full-ime travel
(Mon -Fri.) Draw against generous COmMmIsSion
Resume and recent picture 1o John Gimore
President. CCA. Inc. Box 151. Westport. CT
06881 ECE

Local account executive: WEVV-TV Fox 44, Ev-
ansvile. IN 1s looking for Mid-Western. experi-
enced account executives New business devel-
opment skills. sales promolion knowledge a must
Send resume and salary history (0 Andy Dix.
EVSI\EIV-TV, 44 Main Street, Evansville, IN 47708

Acct. Exec needed for San Francisco firm. Must
be articulate service oriented closer w/mac skills
to sell TV & radio airtime to direct marketers. 415-
526-4022. EQE.

Account executive: At least two years exper-
ence in broadcast sales Consideration given o
transterable media experience Must be able to
persuasively communicate both orally and in wnit-
ing. demonstrate ability and commitment 1o a
sales career Respond in writing only: Gil Futs.
Local Sales Manager. WTVD-11. PO Box 1950.
Raleigh. NC 27602 EOQE.

Account executive: Join the fastest growing
broadcast group in Amenca. Abry Communica-
tions Star 64 television n Cincinnati 15 seeking a
motivated individual with media sales. or agency
experience Responsible for developing and
mainiaining advertisers on an ongoing basis
Good organization. communication. and written
skills necessary. Musl have dependable iranspor-
taton Please send resume ‘o Local Sales Manag-
er. 5177 Fishwick Drve, Cincinnat. OH 45216
EQE.

HELP WANTED TECHNICAL

Honolulu, Hawaii engineering manager needed
for leading network affiliale Successful candidate
will lead the planming. nstallation and mainte-
nance group no operations. Bachelor's degree or
equivalent experience required Send letter with
resume 10 T Arthur Bone. Bone & Associates.
Inc . 6 Blackstone Valley Place Suite 109. Lincoln
Rl 02865 EOE.

Field producer: Opporlunily availabte for a cre-
ative. mature indimdual (Good journalism back-
ground a must On camera expenence required
with a mimmum of 3 years hands-on experence in
news or magazine style stones One of the coun-
try's top Christian television programs offers an
excellent salary and benefils package Send 12
inch reel and resume to: Personnel Dwrector, PO
Box 819099 Dalas. TX 75381-9008 EOQE

Reporter/anchor. Freelance Earn valuable expe-
nence with up and coming NY cable medical
news program Send resume and non-returnabie
VHS tape to Personnet Director. 11 Cromwell Av-
enue. Stalen Island. NY 10304 EOE

News editor: Creative fast editor needed to work
full-ime at top 25 network affilate Minimum 2
years experience editing news. Please send lape
and resume to, Tim Ciune. Chief Photographer.
WTNH-TV. 8 Eim Street. New Haven CT 06510
No calls EOE

TV news anchor/producer lo complement female
co-anchor at 10 pm Previous commercial an-
chor. reporter. producer exdenence a musl Wri-
ting preducing anchor skills must be polished
Non-relurnable tape and resume to Ralph Bristol.
News Director. WGEM-TV. PO Box 80. Quincy IL
62301 No phone calls EOE MF.

Video wiz: Do you love movies and independent
television? Are yOu a creative wnler and editing
wizard? Then come work at WNUV. Baltimore s
#1 rated independent Send tape and resume
WNUV-TV. 3001 Druid Park Drive Baltimore MD
21215 An ABRY Communications station, Ameri-
ca s fastest growing tetevision group No phone
calis EOE MF

Producer: For Emmy winning newscast at WCNC-
TV. the NBC affiliate in Charlotte, NC, which is also
the home of the new NBC News Channel. We seek
a strong writer who is competitive. crealive and
not @ mechanic. Live and SNG sawvy is Critical.
Qur requirements include at least five years pro-
ducing experience and a college degree. If you
meel these requirements. send references and a
non-returnable tape showing your Crealive capa-
bilities 10 Ken Middleton. News Director. WCNC-
Tv. PO Box 18665. Charlotte. NC 28218. EQE
M/F.

Weekend/morning metecrologist: ABC affiliate
in Lafayette. LA seeks wealhercaster with at least
one year experience. AMS certfication 1s pre-
lerred. Posilion also requires some fealure and
live reporting Send non-returnable tapes and re-
sumes to News Director. KATC-TV. PO Box
93133. Lafayette. LA 70509. EQOE.

KAPP TV has an opening for a versatile meteorol-
ogist to do weather for KAPP and satellite station
KVEW TV. We are a major agricultural area and
fast accurale weather 1s critical to gur viewers and
our economy. Applicant must be personable and
friendly. but a fact based communicator. and a
newsroom team player. Applicant should be famil-
iar with WSI data and Liveline 1ll. Some environ-
mental reporting. Send tape and resume to: Dave
Ettl. KAPP TV, 1610 S. 24th Avenue. Yakima. WA
98902 Applications accepted through September
20. 1991, EOE

News producer: Need qualified individual for
daybreak hour-long newscast. Ability to write and
organize: minimum one years expenence prefera-
ble Resume to Chuck Bark. News Director.
WALA-TV. 210 Government Street. Mobile. AL
36602 EOE M/F.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Production manager: 3-5 years management ex-
perience preferred. strong direcling background.
knowledge of latest production techmiques and
digital equipment. good people skills and a team
player. Send your resume to Carclyn Simmons.
c’o WDSU-TV. 520 Royal Street. New Orleans. LA
70130 EOE

Director/producer: Minimum 4 years professional
expenence in TV documentary.industrial produc-
tions Proposal writing experience necessary Ex-
cellent growlh opportunites. Willing to relocate to
sunny Flonda. Send resume and Salary expecta-
tions to. Promosystems. Inc.. 1211-A Hamlet Ave-
nue. Clearwater., FL 34616. EOE

Graphic designer: WTVT. the #1 news stalion in
Tampa. Ft 1s looking for a highly motivated. expe-
nenced paintbox artist Responsibie for most daily
news and promolion graphics. Must be able to
work well under pressure and deadlines. Quantel
Pantbox expernience preferred. Other TV experi-
ence helpful Send tape and resume to: Artie
Scheff. Director of Crealive Services. WTVT. 3213
W. Kennedy Bivd . Tampa. FL 33609. EQE.

Creative services manager. Aggressive growing
Fox affiliate needs dynamic. energetic. organized
and crealive person Market covers five slales
and is a marketing challenge. Big Kids Club. live
sports produclions. News in 92. and great pro-
graming are there for the nght person! Fax re-
sume and send tape (no calls) 1o Steven Engles.
KBSI-TV. 806 Enterprise, Cape Girardeau. MO
63701. Fax 314-334-1208 EOE

TV producer/videographer: Must have soid
working knowledge of field and post produclion
video equipment and a creative flar Minimum 2
years experience Send resume. tape. and salary
history t0: John Todd. Creative Services Director,
WLFL-TV. 1205 Front Street. Raleigh. NC 27609.
For tape return. inClude self-addressed envelope
with correct postage. A TvX Paramount Station.
EQOE
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Production manager: Fast-paced, growing
Southeast teleproduction company seeks motivat-
ed, well-organized protessional to manage high-
end field, studio and post operations. Substantial
personnel management, facilities scheduling,
technical background, and client services experi-
ence required. Must have hands-on skills and be
budget oriented. A challenging, crealive position
with a demanding work schedule. Send resume,
salary needs, references to: Box P-10. EQOE.

Creative services producer: Competitive and
creative writer, thinker, editor, producer for one of
the Southeast's most competitive markets. Love
news promaotion... But also able to handle unique
programing opportunities. Three solid years expe-
rience in comparable market 2 must... Film know-
ledge helptul. Send tape and resume. No phone
calls please. EOE. Creative Services Director,
WTVD, 411 Liberty Street, Durham, NC 27701.

Assist. producer, L.IC., NY: Assisl, confer
w/producer during filming of Korean television,
newscasts, commercials, documentary, religion
program. Schedule filming. 40hrs. Must speak Ko-
rean. $40,000/yr. M.A. Cinema Theory of Film or
Telecom. or Broadcast. Resume in dupl. to CJ 110
FE!g\ESOL One Main Street. Brooklyn, NY 11201,

Experienced sales manager: Local. regional.
and nalicnal sales managementrep expenence.
Enthusiasm abounds. strong leader. personally
molivated. high achiever. assertive. creative. with
proven sales and sales managernent track record
well disciplined. effective sales Iraner. A good
communicator. who also possesses excellent
people skills If you can appreciate and reward
the above. please reply lo Box P-11.

Experienced general manager turn-around spe-
Cialist with |otal winning track record 817-465-
1540. Please leave message | will return your call

SITUATIONS WANTED TECHNICAL

Experienced chief engineer: Looking for small o
medm market in Southeast or Northeast
UHFA/HF transmitters, 1,27, 3.4 maintenance. live
trucks. supervisory experience. construction. cap-
ital planning. budgeting. computers. Call Jim.
718-472-7244

SITUATIONS WANTED NEWS

Excellent, experienced sportscaster looking for a
fine station in which 1o work. also knowledgeable
newsperson 216-929-0131

Seeing the U.S.A. in my Chevrolet while search-
ing for the beef (a job) How about taking a look at
this senior reporter. former weekend weather an-
chor and all around boy wonder Appearing scon
at a town near you For more info contact me
through my frnend Rich Davis at voice mail 1-800-
777-4417 code 6003. Leave a message for Tim
Hartrman. Authontative. audacious available.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

A major production resource: Lighting, HMI's
inc. Pars, Dollies, Grip gear, generator..L.O. 25
years experience to go in house. Marty 305-434-
2606.

Don’t go dark. Call me. | want to save your station
then buy it, All offers.. Call Herb Rossin 702-361-
5060.

MISCELLANEOUS

EMPLOYMENT SERVICES

Anchors and reporters. Do you have what it
takes to get ahead in TV news? II's never been
more difficult. You and your work must stand out
Former news directors Randy Covington and Pe-
ter Maroney can help wilh 1ape crliques and ca-
reer gwdance For siraight talk and honest advice
that can help you take the next big step in your
gareser. call New Oay Communications 215-552-
97

Free employment referral! TeleviSion. radio. cor-
porate communications. All fields/levels/regions
No placement fees or contractual obligations
Broadcasting's biggest and most diversified job-
listings service! Now in Our 7th year Media Mar-
keting/THE HOT SHEET. PO Box 1476-PD. Palm
Harbor. FL 34682-1476. 813-786-3603.

e — )
ALLIED FIELDS
HELP WANTED INSTRUCTION

Faculty positions: Communication generalist,
pnint journalist. Jacksonville State University and
the Department of Communication are pieased to
announce two (2) Ayers Prolessor positions for
Fall 1992. supported in part by the communication
endowment. One position is for a print journalist;
the other i$ for a communication generalist. These
are full-tme tenure-t-ack positions. Applicanis
must have established reputations in academia.
including a Ph.D. in a field appropriate to the
position. Appropriate professional media experi-
ence highly desirable. Must be an effective leach-
er experienced in service and scholarly activity.
Must be able to participate in Writing Across the
Curnculum, cumculum development in jouma-
lism/public relations’broadcas! news/broadcast-
ng and elecironic media. and |he accreditation
process The Depariment of Communication s
located in modern Self Hall. which houses lwo TV
studios and post-production facilifies. two audio
production studios. an FM radic station and pro-
duction facilities for the student newspaper and
yearbook. The department has approximately 250
majors in  communications (broadcasting and
electronic media). a new minor in journalism. and
is exploring the pessibility of developing majors or
sequences in journalism. public relations and
broadcast news. Rank and salary open. Send
nomination or letter or application and resume to’
Personnel Services. Jacksonville State University,
Jacksenwille. AL 36265. Deadline for applications.
October 28. 1991. or until suitable candidales are
selected. EEQ/AA employer.

HELP WANTED SALES

Great territorles stlll open: Boston. Buffalo.
Charleston-Huntington. Colorado. Des Moines-
Omaha. Idaho. Indianapolis. Knoxvile. Las Ve-
gas. Louisville. Memphis-Little Rock. Minneapolis-
St. Paul. Montana. New Orleans. Oklahoma City-
Tulsa. San Diego. Spokane. West-Central Texas
We market the world’s largest stock library of ani-
mated effects. plus pre-produced TV commer-
cials and custom characlers like Jim {"Hey Vern.
It's Ernest’) Varney. You need to have media
sales experience. tenacity and the ability to live on
$2.000 a month in commissions lor 3-4 months
while you build your own business inlo a six-figure
annual income Call Lee Michaels at Cascom Syn-
dication. 615-242-8900 EOE

SITUATION WANTED MANAGEMENT

Tired of high legal bills? Expenenced Washing-
ton communications attorney. formerly in-house
yeith major group broadcaster. seeks to return to
in-house legal or government relalions position
Reply to Box P-20

We market talent! News weather and sports.
Demo tape preparation. Call M.T.C. between 6am
& 9am Pacific Time M-F 619-659-0023.

Government jobs $16.040-$59.230/yr. Now hir-
ing. Call 1-805-962-8000 Ext. R-7833 for current
federal list.

Need personnel for television, radio or cable?
Call Bill Eliott's "PERSONNEL HOTLINE" 813-
849-3477. A free service to employers 24 hours a
day! Fulltime and lemporary perscnnel available.
All positions Executive to entry level.

EDUCATIONAL SERVICES

On camera coaching: Sharpen TV reporting and
anchoring/teleprompler  skills. Produce quality
demo tapes. Critiquing Private lessons with former
ABC News correspondent. 914-937-1719. Julie
Eckhen, Eckhert Special Productions

WANTED TO BUY EQUIPMENT

Wanted: 250. 500. 1.000 and 5.000 walt AM-FM
transmitters Guarantee Radio Supply Corp.. 1314
Inturbide Street. Laredo. TX 78040. 1-800-637-
8490.

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 transmilter
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

BE 30KW FM: 1981 BE FM30. Factory rebuilt &
retuned to customer’s specs. w/FX-30, Transcom
Corp.. 800-441-8454. 215-884-0888 Fax 215-
884-0738.

AM transmitters: Cont. 314R1. tKW. {19886). Har-
ns BC1H1. 1Kw (1974). CCA 2500. 2.5KW (1982).
McMartin BASK. sKkw (1976) CCA AMS5000D.
SKW (1972). RCA BTA 5L. 5KW (1977). Harris
BC10H, 10Kw (1972). RCA BTA 10U. 10KW
(1972). CCA AM 50000D. 50KW (1976). Transcom
Corp.. B00-441-8454, 215-884-0888. fax 215-884-
0738.

FM transmitters: Collins 831G2. 20Kw (1975).
RCA BTF 20E1. 20KW (1973). BE FM10B. 10KW
(1990). Collins 830F1. 10KW (1972). RCA BTF
10ES1. 10KW (1975). CCA 2500R. 2 5KW (1978).
Harris FM1H3. 1KW (19786). Transcom Corp.. 800-
441-8454, 215-884-0888. Fax 215-884-0738.

FM antennas. CP anlennas. excellent price. quick
delivery from recognized leader in antenna de-
sign. Jampro Antennas, Inc 916-383-1177.

TV antennas. Custom design 60KW peak input
power. Quick delivery. Excellent coverage Rec-
ognized in design and manufacturing. Horizontal.
elliptical and circular polarized. Jampro Antennas.
Inc, 916-383-1177.

Blank tape, half price! Perfect for editing. dub-
bing or studio recording. commercials. rfesumes.
student projects. training. copying. etc Elcon
evaluated 3/4" videocasseltes guaranteed broad-
cast quality Cali for our new catalog To order.
call Carpel Video Inc.. loll free. 800-238-4300

Broadcast equipment {used): AM/FM transmit-
ters RPU's STL's antennas. consoles. processing.
turntables. automation. tape equipment. mMonitors,
etc. Continental Communications, 3227 Magnola.
St Louis. MO 63118, 314-664-4497, FAX 314-664-
9427.
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Equipment financing: New or used 36-60
months. no down payment, no financials required
under $35.000. Refinance exisling equipment
Mark Wilson. Exchange National Funding 1-800-
275-0185.

Lease purchase option. Need equipment for
your radio. telewision or cable cperalion? NO
down payment. NO financials up to $70.000. Car-
penter & Associates. Inc Voice: 504-764-6610
Fax 504-764-7170.

1000 tower. Standing in Albion. Nebraska. Heavy
Kling tower nCludes 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 10 ship
Call Bill Kitchen. Sunbelt Media 303-786-8111

For sale — 39 seclions 3 1/8” 51 1/2 ohm lrans-
mission ing 19 1/2". $200 per section. Skip Lowrey
Tel-Fax 817-857-9109.

Used television production equipment: List
your equipmen! for sale or purchase trom cne of
the moest extenSive used equipment inventones In
the industry. Media Concepts. Inc —Celebraling
10 years of excellence 918-252-3600.

Microwave vans: Two 1982 professionally built.
each has 42 it. masl. 6.5Kw. generalcr. roof deck.
jacks and more. $7.000 and $10.000 respectively.
Paul at 703-818-8666.

Used SCA tuners, many less than five years old
All working when accounts were converted lo 950
MHz system If interested call Ken Cross. Osborn
Sound and Communications. Atlanta. GA 404-
875-5544

TELEVISION

Help Wanted Programing
Promotion & Others

CREATIVE SERVICES
WRITER/PRODUCER

Looking for promotion pro with
3-5 years TV promo or advertis-
ing experience and exceptional
talent. Must have strong concept
and execution skills in all levels of
film, video, radio and print pro-
duction. Beta editing skills a plus,

Help Wanted Management

DIRECTOR OF
LEGAL AFFAIRS

Thirneen/WNET is seeking an experienced
entertainment lawyer to head our legal af-
fairs department for the program service.
Min. 5 yrs. exp. in entertainment law spe-
cializing in TV program acquisition and pro-
duction Incl. int'l co-productions & licens-
Ing, domestic distribution, home video and
theatricai film req. Send resume incl. sal.
history to:
Human Resources Dept.
Thirteen/'WNET
356 West 58 Street
N.Y. N.Y. 10019
EOQOE

VICE PRESIDENT OF
CORPORATE AFFAIRS

Newly created position for a superior
communicator responsible for strategic
planning and new business develop-
ment. Assist the President/CEQ in devel-
oping proposals and business plans
with  syndicators and international
broadcasters. Responsible tor corporate
communications and governmental af-
fairs.

A bachelors degree and a minimum of 5
years of senior management experience
in television is required. Public broad-
casting expernence is preferred. Demon-
strated success in strategic planning
and corporate communications is es-
sential.

Competitive salary and excellent State
benefit package.

Send resume by September 23, 1991 to:

Asst Dir. of Human Resources
Maryiand Public Television
11767 Owings Mills Blvd.
Owings Mills, MD 21117

MPT is an AA/EEO Employer

Help Wanted Technical

SR. TELEVISION

Nexthaop B-2 Division, one of
Southern California’s most techni-
cally ad vanced corporations, now has
an excellent opportunity for a
broadeast mainterance engineer at
our industrial television faciliry.

You will be responsible for repair
and maintenance to compornent level
of all television and associated
support equipment, with a special
emphasis on Sony VTHs and
camcoeders. Some travel required,
Must be a team player with experi-
ence in all phases of television
systems, especially video teleconder-
encing. A minimum 5 years brerscest
experience with FCC general licerse
or SBE senior television certificate
desired. Southern Califomnia resident
preferred.

We offer a competitive salary and
an outstanding benefits packape. For
immediate consideration, please fxwand
your resume to Nidia Rodrigues,
NORTHROP B-2 DIVISION, Dept.
3646, P.O. Box 1138, Pico Rivera,
CA 90660-9977. EOE M/FH/V. U.S.
CITIZENSHIP REQUIRED.

%ﬁfgaf o

NORTHROP

B-2 Division

ability to meet deadlines and
attention to detail @ must. If you
have what it takes to do break-
through work in a stong creative
environment, send us a tape and
resume. No phone calls please.

We'll give you all the credit.

Broadcasting, the number one industry publication for classified
advertising, is now accepting classified ads paid by credit card.
IT'S EASY TO DO. Just include your personal or company
Mastercard or VISA credit card number and the expiration date in

your FAX or letter (please, no phone orders at this time).
Steve Miller .

Audience Promotion Manager VISA
WBZ-TV Y,

1170 Soldiers Field Road FAX (202) 293-FAST

Boston, MA 02134
Ay OR MAIL TO: Classified Dept., 1705 DeSales Street, NW, Washington, DC 20036,
Group W Teiz<san is 3n equal opoomunity empioyer Deadlirie is Monday at noon Eastern Time for the foliowing Monday's issue.
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Help Wanted Technical Continved

Maintenance Engineer

WWOR-TV, a leading television station with studios in
SECAUCUS, NJ, has an immediate opening for a Mainte-

nance Engineer.

The qualified candidate must have a minimum of 2 years
appropriate technical education and 3 years maintenance
experience in a major market TV station. Experience should
include a solid background in digital electronics and proficiency
in the component level maintenance of audio/video distri-
bution systems, switchers, studio and ENG type cameras
and videotape equipment. Knowledge of CMX type editing
systems and computer controlled master control systems
desirable. FCC General Class License preferred.

Please submit resume to: Human Resources
BC#32. WWOR-TV, 9 Broadcast Plaza, Secaucus, NJ 07096.
Equal Opportunity Employer M/F/H/V.

Department-

Help Wanted Sales

NATIONAL SPOT SALES
ACCOUNT EXECUTIVE

A National Television Network is seeking a
National Spot Sales Account Executive.
This candidate must possess creative sell-
ing, quantitative and excellent communica-
tion skills. Key account targeting required
with preferred rep. T.V. experience. High
energy level is key to getting involved in a
fast growing niche market. Position is NYC
based with an excellent career Opportunity.
Send resume to:
Director of Human Resources
1740 Broadway/Section Z
New York, NY 10019
EOE

Programing Services

LOCAL TV WEATHER VIA
SATELLITE FOR YOUR MARKET
TARGETED TV WEATHERCASTS DAILY VIA
SATELLITE CUSTOM CUTS... TAILORED &
LOCALIZED TO YOUR MARKET GREAT
GRAPHICS, AMS TALENT. VERY SALEABLE
AND AFFORDABLE. RESERVE YOUR MARKET
NOW... AVAILABLE OCTOBER "91.

CALL WEATHERSTAR: 1-800-530-7970

PLEASE NOTE:

When answering a Blind
Box ad, DO NOT send
tapes. Broabcasing does
NOT forward tapes or
other oversized materials
to Blind Boxes.

ALLIED FIELDS
Employment Services
r-------—--1

I california Broadcast Job Bank |
I ror application information call |

(916) 444-2237 |
l California Broadcasters Association l

EHEEENFEEEEERENAENNNXNX

:I Find A Job Today!

[ ]

ll TV Anchor, Wedther, Sales a
éyor’rer Sports Producer o
niry Level Jobs ]

. Radio Disc Jocke . News, Sales :

. Program Dir. & Entry Level Jobs, o
X" 1-900-786-7800 X
N 2w EBroadcast *
N per o
»

hllllllllllllllll

Employment Services Continved

For Sale Equipment

Bexel

CORPORATION

EQUIPMENT SALES DIVISION

Buying and selling pre-owned quality
broadcast video equipment.

Call our tell free number for information
on our national listing service.

1-800-842-5111
FAX (818) 841-8539

Help Wanted Programing
Promotion & Others

TV'S MOST
TRUSTED JOB
LISTING SERVICE

Since 1986
« Ask around — People in the business will tell you why *
Qur daily ucataled phone lines provide
50-70 NEW, CONFIRMED OPENINGS PER WEEK
To Hubssrita call 800-237 . #17;u CaMornia 408-848-5200

PROMOTION MANAGER

Broadcasting Magazine is $eeking a
New York City based promation manag-
er. This newly created position will report
directly to the Publisher, and will work
closely with ad sales to develop presen-
tations; sales materials; merchandising;
and, research projects. A minimum of
three years experience is required - ei-
ther with magazines; TV/Radio stations,
or, syndicators. Broadcasting, recently
purchased by Cahners Publishing Com-
pany offers a comprehensive benefits
package in_.addition to a competitive sal-
ary for this position. Please send your
resume to:

Joan Miller
Broadcasting
630 Third Avenue
New York, NY 10017
No telephone calls please. EOE
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Help Wanted Instrudtion For Sale Stations Continued

TEACH AT OREGON 1 MEDIA BROKERS * APPRAISERS ﬁki North Louisiana

University of Oregon’s School of RADID » TV ¢ LPTV ] 30 year old turn key AM/FM Company
A Conlidential & Personal Service located next to large resort lake

Journalism is seeking a senior
broadcasting professicnal to fill the RURT 24 hour affiliation,
KEZI Distinguished Professorship. SH Enwonn m AN // land & buildings. Taking offers
The appeintment begins Sept. 15, i Duten . S o i w oo N = Contact Harry Jacobson
1992, either as a fixed term or 708—272-4970 (I}\. - i FAX: (318) 368-9615

tenure-related position. Rank and
salary are open. Master's degree
preferred. Successful candidate will

have ability to teach broadcast news WAZF-AM, Yazoo City T ;
courses as well as strengths in ofher Mississippl's first station! T i, Pl Time M in
academic and prefessional areas. 2 station market! Priced at only 1x billing. #106 5175 000 C h
Applicaticn review begins Nov. 15 Excellent terms. Building/land for sale or y ’ . ash.
and continues until position is filled. lease. Good business/highway frontage. Call: Call M.D. Smith
For position description, write to: 1-414-786-7100 or 1-601-746-2371 (205) 533-3131 M-F,
Dean, School of Journalism, Ask for Harold or Dale. 9AM-4PM.
University of Oregon, Eugene,
OR 97403.

The University is an affirmative

action, equal opportunity
employer committed to cultural BEAUTIFUL COAST OF NORTH
diversity. CAROLINA, CLASS-A FM. FOR SALE
UPGRADEABLE TO C-3, 25,000 6000 + Subscriber - Cable
WATTS. PRICE REDUCED WITH Television System - Single
OWNER TERMS. $150,000 Headend - Rapidly Growing
. DOWN. CALL BOB CONNELLY. Mid-Atlantic Market
Legal Services (603) 522-6462 Direct Inquiries To: Box P-21.
FGC RULES? FOR SALE S. FLA FULL C FM
Twe Class A FM's .
Call Two Class IV AM's Booming Market
ot : o o Growing Northeast MS area For Sale by Owners
BROATCAST MEDIA LEGAL SERVICES Call Zane Roden 601-844-1490
a service of Metabe & Allen R. J. Bonds 601-728-5301 Reply Box N-50

1-800-433-2636

FLAT FEE LEGAL AND PARALEGAL SERVICES
MC-VISA-AMEX Accepled . _
Syndicated Nostalgia Show

235 stations, established host
Ongoing Contracts « Efficient Operation
» Includes Equipment

Wanted to Buy Stations Priced to move - inquiries Donald K. Clark, Inc.
1-800-279-4709 Media Broker

813¢949.9311

Box 340617. Tampa. FL 33684

WANT TO RETIRE?

Experienced broadcaster available for cash
transaction within 500 miles of Springfield.
MO. Pay 6-8 CF. Minimum gross 500K.

Brokers welcome!
g o s Kepper
417-883-9180 I Tupper &
M

_ EDITA Fugatt
For Selo Stations FALL NAB ADDRESS RADIO 1991
A G Dy T Light WESTIN-ST. FRANCIS See us at
industy. Agricuilore. Tourism. Also FM, Suite 921 WESTIN-ST. FRANCIS
DiforontUriversity Toun. Saparatoor as Call now for an appointment in San Francisco
package. With or without real estate. 5495 Beitline Rd. Suite 340 300 Kalr?:(:::sr;:rg:' ;lairr:n;:ya,o%usu;e 360

Sl Daltas, TX 75240  214-788-2525 Phane: 708 / 634-9258
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For Sale Stations Continved

AUCTION—RADIO STATION
WGTN-FM 100.9%YWGTN-AM 1400
Georgetown, South Carolina
THURSDAY, SEPTEMBER 26, 1991
AT 12:00 NOON
Locnﬁonofl;cdbn: Days Inn Hotel, 210 Church Streel,

Georgetown, SC.
Includes: Feal property, certain F.C.C. broadcasting
" ittor and siudi ! ]

lcensa rights, trade
fixturss, SECouils recsivalbe. 10g8, records, ail s an

Financing: May be available ¥ credit-worth bidders on
favorable terms from Alked Financia) Services Corporation.
Finance 0 must be atleast 7 days
befora auction.

Inspection: Sepiember 26, 1991 from 9:00 t0 11:00 a.m. a¢
studic and tower ites. Fm .

bidders registerad by a Broker.
For Further information and Terms of Sate Contact:
Alited Financial Services Corporation
Keith Phox or Pamela Hickory
{202) 331-1112

Protect Yourself.
Call the Industry’s Lawyer.

BARRY SKIDELSKY
Aftorney-at-law
757 Third Avenue, 26th Fl.

New York, NY 10017
(212) 832-4800

At Radio ‘?1/San Francisco
Contact via S.F Marriott

FM $150,000 Down...Easy Terms - $25,000 Upgrade
coming - N.C, Coastal

AM/FM or FM - 6kw FM - BIG Daytime AM Good Market -
Great Potential - 5.C.

50,000 FM - Right Format - UP Scale - Unbellevable
opportunity - AL,

Capltol Area - Veteran Sales Staff - REDUCED - LY.
FM - Cash Flow - Small Market, $125,000 down - GA.

FM - BIG Market - Good Sales and Cash Fiow - $500,000
down - CA.
AM/FM - REDUCED - $200,000 down Easy Terms - FL.
The Connelly Company
5401 W. Kennedy, Suite 480,
Tampa, FL 33609
(813) 287-0906 @ (603) 522-6462

FLORIDA WEST COAST
98.7 FM

FM Covering Sarasota and Bradenton,
Florida

Great Growth Area
Currently on the Air at 3KW at 320 feet
Potential Upgrade to C-3 with
25,000KW
Call for Details; or for Appointment at
the NAB:
Stan Raymond (813) 383-9404
or
Gordon Sherman (407) 998-8000

RADIO 91
SAN FRANCISCO

ST. FRANCIS

WESTIN
Suite 2791

Call for appointment
816-259-2544
or WESTIN HOTEL
{415) 397-7000
after Wed.,, Sept. 11th.

RE Meadon e Hisoc

MEDIA BROKERS =———
P.0. BOX 36
LEXINGTON. MO 64067

FORECLOSURE SALE

10,000 WATT NON-DIRE
870 KhZ *‘DAYTIMER® WFKB AM
Johnson City, Kingsport, Bristol TN
Radio Revenue - $10.0 Million
Retail Sales - $3.1 Billion
Equipment: All Stereo Studios, 6 yrs. old
Studio Building & Feal Estate Included
Programming: Business Radlo Network’CNN

NORTHEAST TN'S
MOST POWERFUL AM!

Saturday, September 14, 1991 at 10:00am,
Trustee William K. Rogers will sell at public
auction to the highest qualifled bidder the ra-
dio station described above, Sale will take
place at the WFKB studios, 224 Colonial
Heights Road, Colonial Heights, TN 37663.
Terms: 10% cash day of sale, balance due at
closing upon approval of tranafer by the FCC.

Don't miss the opportunity to acquire this pow-

erful AM In one of the nation's most beautiful
top 100 markets! For Information, contact:

William K. Rogers, Trustee,

816-259-2544 at (615) 245-4777.
WETE HGHT\)([:\)J[GJRFLIOF’E?
We need you. | .
American Heart

Association

BROADCASTING’S
CLASSIFIED RATES

All orders to place classified ads & all corre-
spondence peraining to this section should
be sent to: BROADCASTING, Classified De-
partment, 1705 DeSales St., N.W., Washing-
ton, DC 20036. 202-659-2340 (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. It 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 submitied 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;
Management, Sales, News, etc. If this informa-
tion is omitted, we wiil 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
weekly 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 coslis) Situations wanted: $5 per ad
per issue. All other classifications: $10 per ad
perissue. The charge for the blind box service
applies 1o 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 returned to sender. Do not
use folders, binders or the like.

Replies to ads with Blind Box numbers
should be addressed to: Box (letter & num-
ber). c/o BROADCASTING. 1705 DeSales
St., NW, Washington, DC 20036, Piease do
not send tapes.

Word count: Count each abbreviation, ini-
tial, single figure or group of figures or tetters
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-
vertising 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 1o alter classi-
fied copy to conform with the prowvisions of
Title VII of the Civil Rights Act of 1964, as
amended. Publisher reserves the right 10 ab-
breviate, alter, or reject any copy.
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FATES & FORTUNEN

Harvey Cary Dzodin, VP, commercial
clearance, broadcast standards and prac-
tices, East Coast, Capital Cities/ABC Inc.,
New York, named VP, commercial stan-
dards. Brett A. White, VP, broadcast stan-
dards and practices, West Coast, Capital
Cities’tABC Inc., Century City, Calif.,
named VP, program standards.

Arthur R. Sando, VP, marketing and com-
munications, Communications Satellite

Corp. (Comsat), Washington, named VP,
corporate affairs, succeeding Richard L.
McGraw (see *‘Satellite Footprints,™

page 49).

Demps

Bruce B. Demps, general sales manager,
wHIX(FM) Brunswick, Ga. {(Jacksonville,
Fla.), named VP-GM.

Steve Mauldin, VP-GM, KHTv(TV) Hous-
ton, joins WTSP-TV Tampa-St. Petersburg,
Fla., in same capacity.

SALES AND MARKETING

Larry Maloney, operator of own sales man-
agement consulting company, Ginsberg &
Associates, Washington, joins Katz I[nde-
pendent Television, New York, as VP,
sales manager, swords sales team.

Linda Lightfoot, sales coordinator, Arts &
Entertainment Network, Chicago, named
sales planner, advertising sales depart-
ment.

Elizabeth E. Knehans, account manager,
D’Arcy Masius Benton & Bowles, St
Louis, named account director.

Robert Bernstein, media planner, DDB
Needham, Chicago, named media supervi-
SOT.

Warren Zeller, GM, Cabletime, joins En-

core, Denver, as VP, marketing. Jillaina
Harbaugh, director, affiliate services, Pro
Am Sports System, joins Encore, Denver,
as director of affiliate marketing.

Philip A. Harding, former executive, CBS
Inc.. joins Myers Marketing & Research.
Parsippany, N.J., as senior VP.

Kevin McCann, VP, sales manager, lan-
cers/sabers team. Katz Independent Tele-
vision, Los Angeles, named VP, sales
manager, gold team, Katz Continental
Television. there.

Mark Higgins, local sales manager,
WTvT(Tv) Tampa, Fla. (St. Petersburg),
named general sales manager.

Bonnie Pool, VP, account supervisor,
BBDO, Chicago, named VP, management
supervisor. Catherine Bernard, senior ac-
count executive, BBDO, Chicago, named
account supervisor.

JoEll Allen, from KyKy(Fm) St. Louis, re-
joins wMBD(AM)-wKZw(FM) Peoria, lll., as
local sales manager.

Patricia Garvin, recent graduate, Universi-
ty of Wisconsin (Madison), joins WDIO-Tv
Duluth, Minn., as account executive.

Appointments at Seltel Inc., New York:
Michael Morovich, account executive, Katz
Communications, named account execu-
tive, white sales team; Jay C. Rosenthal,
formerly from Petry, MMT, Blair and
Group W, named sales manager, rangers
team, and Richard Benincasa, senior ac-
count executive, named sales manager, red
sales team.

Curtis Weingart, intern, retail advertising
department, Youngstown Vindicator, joins
WKBN-TV Youngstown, Ohio, as marketing
research specialist.

PROGRAMING

Hutch Parker, former VP, production, Ori-
on Pictures, joins HBO Pictures, Los An-
geles, as VP.

George Franciscovich, counsel/cable, Via-
com International Inc., New York, named
VP, counsel cable. Christina Riley Baksh,
manager, national sales service, Viacom
Enterprises, New York, named director,
national sales service.

Jill Lopez Danton, associate producer,
Harry and the Hendersons, MCA-TV, Los
Angeles, and Rita Katsotis, production su-
pervisor, The Carsey-Werner Co., named
co-producers, Harry and the Hendersons.

Stephen A. Unger, partner and executive
VP, worldwide entertainment division,
Kor/Ferry [nternational, joins Spencer-
Stuart and Associates, Los Angeles, as
managing director, worldwide entertain-
ment division.

Ken Biller, manager, drama development,
CBS Entertainment, joins Fox Broadcast-
ing Co., Beverly Hills, Calif., as director,
drama development.

Jesse Poimboeuf, supervisor, production
traffic, Arts & Entertainment Network,
New York, named manager, production
traffic. Margaret D. Reilly, associate direc-
tor, legal and business affairs, A&E, New
York, named director, legal and business
affairs.

Appointments at Discovery Communica-
tions Inc., Bethesda, Md.: Jan Craig Sing-
er, VP, program services, Discovery,
named 1o same capacity, The Leamning
Channel; Richard Freedman, senior man-
ager, affiliate sales and relations, Discov-
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ery, San Francisco, named regional direc-
tor, affiliate sales and relations, North
Central region, Chicago; Lisa Lundberg,
from affiliate sales and relations depart-
ment, Discovery, named Eastern division
coordinator; Frank Pietronigro, from affili-
ate sales and relations department, Discov-
ery, San Francisco, named Western divi-
sion coordinator, Los Angeles; Angela Von
Ruden, account executive, affiliate sales
and relations, Discovery, San Francisco,
named Western division coordinator, Los
Angeles, and Katie Forsyth, writer/re-
searcher, interactive video division, Dis-
covery, named Eastern division coordina-
tor.

NEWS AND PUBLIC AFFAIRS

Appointments at Nightline, ABC News,
New York: Beverly Jackson, producer,
American Agenda segments, World News
Tonight, named producer; Deanna Lee, as-
sociate producer, named producer, and
William Rafferty, researcher, ABC News,
Washington, named researcher, Nightline,
there.

Holly Atkinson, senior VP, programing and
medical affairs, Lifetime Healthcare Com-
munications, adds duties as medical corre-
spondent, Today, NBC News, New York.

Mike Hegedus, spe-
cial projects report-
er, KPIX(TV) San
Francisco, joins
KNBC-TV Los Ange-
les as general as-
signment reporter.

John Bailey, gener-
al sales manager,
Medialink, New
York, joins News/
Broadcast Network
Inc., New York, as

Hegedus
VP, director of video sales.

Dave Pignanelli, host, Evening Edition,
WMFE-FM Orlando, Fla., adds duties as
news director, and Pat Duggins, host, Eve-
ning Edition, WMFE, adds duties as senior
producer.

Appointments at WDAF-TV Kansas City,
Mo.. Tim Geraghty, 6 p.m. and 11 p.m.
producer, wwMmT(TV) Kalamazoo, Mich.,
named 10 p.m. preducer; Doug Crary, se-
nior producer, wKRN-TV Nashville, named
5, 6 and 10 p.m. executive producer; Jeff
Hardeman, midday producer, named 6
p.m. producer, and Michelle Heslop, from
assignment desk, succeeds Hardeman.

Patricia Meusburger, moming and noon
anchor, KSNF(TV) Joplin, Mo., joins KCEN-
TV Temple, Tex. (Waco), as 6 p.m. and 10
p.m. anchor and reporter.

Tedd O'Connell, primary anchor and man-
aging editor, wisCc-Tv Madison, Wis.,
joins KULR-TV Billings, Mont., as news
director and anchor.

OTTENHOFF JOINS PBS

I n the latest shuffling of its top
executives, the Public Broadcast-
ing Service has named Rabert G.
Ottenhoff as executive vice presi-
dent and chief operating officer.
Ottenhoff, formerly executive di-
rector and general manager of the
New Jersey Public Broadcasting
Authority, will report directly to
PBS President Bruce Christensen.

Ottenhoff  replaces Neil
Mahrer, who is leaving PBS af-
ter 17 years to become executive
vice president and chief operat-
ing officer of public TV station
WETA-TV Washington.

TECHNOLOGY

Joe Castellano, senior editor, Image Mix,
New York, joins Broadway Video, New
York, as senior editor. Joanne Tolkoff, for-
merly with Captain Video/1125 Produc-
tions, NHK Productions and Nexus Pro-
ductions, joins Broadway Video Graphics,
New York, as graphics producer.

Paul E. Blevins, controller, Channelmatic
Inc., Alpine, Calif., supplier of TV auto-
mation equipment to cable industry,
named VP, finance.

PROMOTION AND PR

Mike Valerio, manager, special projects,
NBC-TV, West Coast, Burbank, Calif.,
named director, special projects and come-
dy programs, on-air promotion.

Mark E. Cooper, promotion manager,
wGBS-Tv Philadelphia, named creative ser-
vices director.

Donna Meyer, on-air promotion manager,
WUSA(TV) Washington, named media rela-
tions manager.

Anne Lucius, writer and producer, promo-
tion department, WTM)-Tv Milwaukee,
named on-air promotion supervisor.

ALLIED FIELDS

Gerard J. Waldron, clerk, Judge J. Dick-
son Phillips, United States Court of Ap-
peals for Fourth Circuit, joins House Sub-
committee on Telecommunications and
Finance, U.S. House of Representatives,
Washington, as telecommunications senior
counsel handling common carrier issues.

Julius Barnathan, senior VP, technology
and strategic planning, Capital Cities/ABC
Inc., New York, selected as 1991 recipient
of Presidential Proclamation Award pre-

sented by Society of Motion Picture and
Television Engineers.

George C. Kinzer, deputy counselor, pub-
lic affairs, U.S. Mission to European
Communities, United States Information
Agency, Brussels, named deputy director,
Office of Public Liaison, U.S.1.A., Wash-
ington.

Paul Maurice Berry, secretary general, In-
ternational Confederation of Music Pub-
lishers, Ecully, France, joins American
Society of Composers, Authors & Publish-
ers, Lyons, France, as European director.

DEATHS

Joe Bartelme, 61, retired director of news
administration, NBC News, died of lung
cancer Aug. 3! in White Plains, N.Y. In
1958 Bartelme joined wCCO-Tv Minneapo-
lis, where he created news magazine for-
mat in expanded broadcast. He left wcco-
TV for KNBC-TV Los Angeles as news
director in 1971 and four years later was
appointed VP, news, for NBC’s five
owned stations. He reformatted Today
show in late 1970’s as its executive pro-
ducer and initiated Ask NBC News, Satur-
day morning insert for children. From
1981 to 1986 Bartelme oversaw NBC do-
mestic news coverage, and directed politi-
cal coverage for 1988 presidential election
until 1989. He retired in January 1991,
Survivors include his wife, Margaret;
daughter, Nicole; two sons, Tony and Pe-
ter; one sister and one brother.

Paul Henry Dudeck, 80, former broadcast
engineer and station owner, KQRO-AM-FM
Cuero, Tex., died of heart attack there
Au%. 28. Dudeck began career as announc-
er for wMBC(AM) Detroit while attending
college. After World War 11 he had stints
at ABC Radic and wkxz-tv Detroit as
engineer, and later at ABC's Wide World
of Sports as technical director. He moved
to Texas in 1968 to work at KXYZ(AM)
Houston and retired from ABC in 1975 to
begin radio and TV consulting. He and his
wife, Mary, purchased KQRO in 1984 and
sold it earlier this year. In addition to his
wife, survivors include daughter, Jose-
phine; three stepchildren and five grand-
children.

Albert W, Scheer, 57, VP, technical ser-

‘vices and chief engineer, WLEX-TV Inc.,

Lexington, Ky., died Aug. 25 of apparent
heart attack there. Scheer joined WLEX-TV
in 1969 and was elected VP of corporation
in 1974. He is survived by his wife, five
children and 15 grandchildren.

Jouko K. Mikkola, 66, retired communica-
tions specialist, died Aug. 23 of heart at-
tack in Annapolis, Md. He was employed
with Northrop Page company from early
1950’s until 1979, and later had stints with
Cosmos Engineers and Contel. Mikkola is
survived by three sons, Jeffery, Stephen
and Paul; two stepdaughters; two sisters
and two brothers.
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FIFTH ESTATER

ne suspects the prairie forges a

distrust of horizons in home-

grown Texans such as Ed Fra-
zier, a suspicion that there are no desti-
nations. Or maybe just a preference for
more earth curving out ahead to be ex-
plored.

Not that one could examine the rise of
the 38-year-old president and chief exec-
utive of one of the world’s largest sports
programing enterprises and conclude
that he has not ridden hard toward some
lofty goals. ‘*‘My strong suit,”’ he says,
“*is looking ahead.”’

But if, in hindsight, his progress ap-
pears meteoric, his methods do not.

Looking ahead in 1987—as newly ap-
pointed president of Dallas-based re-
gional cable sports channel Home Sports
Entertainment (HSE), and several years
before tackling the job of linking 19
regionals—Frazier began to buy interna-
tional rights to “*local’” sports.

Two weeks ago Prime Network, the
HSE parent company he now leads,
launched a sports channel via Asiasat, a
satellite capable of carrying Southwest
Conference basketball games, as well as
Australian Rules Football, to 2.9 billion
people across the Near and Far East.

Living big started early in Big Spring,
Tex., where he began reading weather
and school menu reports before
KWAB(TV) cameras and 30,000 viewers
at the age of seven. “‘l had nine brothers
and sisters, and our father taught us all a
trade,’” an approach mirroring the senior
Frazier's own diverse ventures in agri-
culture, ranching, oit and gas, and as an
on-air agricultural reporter.

By age 16, Ed had moved behind the
camera, earning a ‘‘first phoner’” radio
and TV engineering license, Tumned
down several years later as too young to
engineer Dallas stations, he would keep
his technological acumen.

In a similar fashion, he would turn to
unexpected advantage his love of sports,
particularly baseball, a contest of
‘‘pitching duels and managerial think-
ing,”” and no clock.

At 17, paying his way through business
college in Arlington, Tex.—*‘1 knew the
focus was the TV business from the
start’"—Frazier noticed a steady stream of
day-care center directors herding their
charges into matinees where he ran the

projector. He negotiated distribution rights
directly with Hollywood studios, rented
film projectors and started what would

THE MAN WHO KEEPS ARRIVING

Hits like National Subscription Tele-
vision, an Qak Industries venture in
which Frazier put a scrambled UHF sig-
nal on the air in Dallas offering Texas
Rangers baseball, Dallas Mavericks bas-
ketball and Southwest Conference col-
lege sports on a pay basis. Like over-
the-air pay everywhere, it failed,

But some might say he has batted a
thousand since,

In 1983, Warner-Amex recruited him
to start up HSE, then pulled out a year
later. He flew around the country for 90
days secking equity. And even after
Houston Astros owner John McMullen
“rescued us...we peered into the abyss
more than once,"’ he recalls.

But by 1987, having secured stability
for HSE in Dallas and Houston, Frazier
sank regional cable sports wells in Flori-
da, Denver, Indianapolis and Minneso-

become Film Video
Communications, creat-
ing ad hoc day-care cen-
ter theaters in five cities.

Newly married in
1974, and with half in-
terest in a two-seater
Cessna 150 airpiane, he
cofounded B&P Aero
Club, a leasing and oper-
ating company that
wouid grow (o seven
planes and over 100 pi-
lots.

Those first two ven-
tures ‘“‘shaped a lot of
what | think about how
long it takes to start up
a business and turn a
profit, how to make and
lose money. Your bat-
ting average improves
with experience. But
nothing is assured,’’
says the man who keeps
arriving.

Ask him whom he
admires and why, and

Edward Clarence Frazier

President and chief executive
officer, Affiliated Regional
Communications (Prime
Network), Dallas; b, Jan. 19,
1953, Big Spring, Tex.; BBA,
business and marketing,
University of Texas at Arlington,
1976; founder and owner, Film
Video Communications,
Arlington, Tex., 197}-89;
founder, B&P Aero Club, Fort
Worth, 1974-90; VP, chief
aperating officer, New West
Development, Fort Worth, 1978-
80; VP, general manager,
National Subscription
Television, Fort Wortk, 1980-88;
founder, VP, general manager,
Home Sports Entertainment,
Dallas, 1983-87; majority
shareholder, CF&H Investments,
Arlington, 198}, president, Home
Sports Entertainment, 1987-89;
present position since 1990; m.
Gloria Murff, May 18, 1974;
children: Kindel, 13; Erick, 11;
Kyle, 11; Stuart, 7.

ta, and in home satellite
with Satellite Sports
Network.

And, since Tele-
Communications Inc.
and cable pioneer Dan-
iels gave Frazier the
Prime Network reigns
in 1989, he has contin-
ued to arrive at new
destinations.

He has overseen the
development of Space-
Com, Prime’s satellite
interconnection facility,
which he believes has
‘‘an 18-month lead on
anyone’’ in flexibility.
Prime’s think tank,
TransMedia Communi-
cations, is exploring
how fiber and optical
memory access may
create a ‘‘massive pay
per view”’ service, And
before the end of 1991,
Prime will almost cer-
tainly merge with its

Frazier will seem unintentionally to de-
scribe himself. Bill Daniels, co-owner
of Prime Network, ‘‘has no qualms
about going his own way. And he’s not
an instant-gratification guy, unlike the
accountants you run into, He’s one of
the guys who’s been willing to make
mistakes. You take hits doing that.’

competitor, SportsChannel America.
Today Ed Frazier attributes his success
to *‘the development of providence,” to
**deep convictions”’ about respecting co-
horts and competitors alike and to a will-
ingness ‘‘to stand alone. If your convic-
tions are correct,”’ he says, “‘in the end,
everybody will come around.” "
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Radio Music Licensing Committee reached
agreement with ASCAP on new radio sto-
tion licenses for period Jan. 1, 1991, to
Dec. 31, 1995. Major provisions of agree-
ment include resolution of barter issue;
adjustment in rates for blanket license;
elimination of network affiliate compen-
sation as deduction, unless station airs
90% or more of network programs in
which commercials are fed, and elimina-
tion of highest-one-minute-rate formula
for all new per-program licenses.

U.S. Court of Appeals in AHlanta rvled Sai-
eollite Broadcast Networks (PrimeTime 24)
is enfitled to same compulsory retransmis-
sion license privileges as cable systems
under 1976 Copyright Adct and, therefore,
did not infringe NBC-TV copyright by re-
transmitting affiliate WXIA-TV Atlanta’s
signal to home dish market. Reversing
1990 decision of District Court for
Northern District of Georgia, court re-
versed award of $100,000 statutory
damages and $440,000 attorney fees to
have been paid by SBN. Home Satellite

Act of 1990, which gave satellite carri-
ers of distant signals temporary compul-
sory license, sunsets Dec. 31, 1993.
*‘Delighted”> with decision, Ann
Kirschner, executive vice president for
Primetime 24, said company will enter
negotiations with copyright owners later
this month “‘confident that our use of
compulsory license is on a sound legal
basis.” NBC attorney declined com-
ment.

National Hispanic groups filed petitions to
deny license ronewals for six Washington
stations—WRC-TV, WTTG(TV), WILA-TV,
WUSA(TV), WDCA-TV and WETA-TV—be-
cause Hispanics are underreprcsentcd in
employment. According to petitions
(filed jointly by Los Angeles-based Na-
tional Hispanic Media Coalition, Wash-
ington-based National Council of La
Raza and D.C. Latino Task Force, and
separate petition filed by League of
United Latin American Citizens): WRC-
TV has two Hispanics on its 210-person
staff; WILA-TV two of 183; wusa-TV four

CBS TO BACK ENGLISH, SHUKOVSKY

D wne English and Jogl Shukovaky, executive producers of Murphy Brown
and CBS Entertainment, have signed a multi-series pact whereby the
network will help cover production deficits imcurred by Shukovsky/English

Productions {BROADCASTING, Aug, |2}

The agreement. which reportedly commits w the development of up 1o four
prime time serics and includes a hefty upfront signing bonus, marks the
sccond such hushand'wife production deal the network has signed. Harmry
Thomason and Linda Bloodsworth-Thomazon (of Designing Wormen) commit-
ed 1o long-term deals with CBS last December,

CES Entertamment President Jeff Sagansky said in press statement that “in
& climate where independent production companies are struggling, we'ne glad
i be able 1o help them create a new and important production company.”’

CES sard 1w will have °

non-gaclusive”™
Shukovsky/English. Joel Shukovsky confirmed that CBS waould have *

right= 1o future series developed by
firsi-

look'” nghts o series, bul i does not mean that CBS has an equity infergst in

Shukowvsky/English Productions.

Shukovsky said that Womer Bros. Domestic Television, which also pro-
duces Murphy Brown (CBS, Mondavs at 2 p.m., ET) in association with

Shukovsky/Englizsh Produc tions, was

“never approached,

" because of Shu-

kovsky's and English’s expressed desire to *'keep a larger piece of the pie,”
Shukovsky said. The deal with CBS, necording to Shukovsky, will help their

production company deficit finance series production, *'

which is the only way

we could hang our own shingle in this wown. "'

Shukovsky hinted that Shukovsky/English may syndicate its own program-
ing, much like The Carsey-Wemer Co. (producers of The Cosly Show,
Rogeanne, eic, ) i3 planning with the entry of You Bef Four Life (hosted by Ball
Cosbyl for fall 1992, Also, Shukovsky said no other facilities agreement has
been worked out, huot it is rumored thag the pair mizy move the Wamer Hros,
It o CBS/MTM Studios, whene several of CBS's sitcoms are produced

of 241, WTTG three of 211, WDCA-TV
none of 57 and WETA none of 185. Peti-
tioners claim Washington population is
approximately 6% Hispanic so by FCC
EEO guidelines, each station should
have 3% Hispanic employment. Ester
Renteria, national chairman of NHMC,
said Washington stations covering last
year’s Mt. Pleasant riot ‘‘did not have
reporters who knew the community.”
She said ‘‘television stations are not li-
censed to make money, they’re licensed
to serve the public. How can you serve
the public if you don‘t know the commu-
nity you serve?”’

Decision on future of NBC-owned telovision
station sales division is most likely at
least one week away, according to
sources familar with situation. Reps said
to be on short list include Harrington,
Righter and Parsons (HRP), Blair Com-
munications and Katz Communications.
Petty Communications is also said to
have entered fray, having recently lost
stations in Miami and Washington
where conflicts with NBC-owned sta-
tions existed.

Meredith Corp. is forming parmership with
Now Heritoge Associates to purdhase and
manage coble systems, Meredith is put-
ting up $100 million, while NHA, man-
aging partner, will put up $4 million.
NHA partners are former executives of
Heritage Communications and include
Jim Cownie and Dale Parker. Partner-
ship expects to borrow another $200
million to $300 million. Jack Rehm,
president of Meredith, group broadcaster
and publisher, said ‘‘while the increased
leverage and amortization of intangibles
will impact our earnings per share nega-
tively in the near term, we believe that
the long-term investment returns are bet-
ter than alternative investments in the
communications industry and above re-
turns expected by our shareholders.””

Top cable MS0’s, who have been served
by subpoenas from Viacom ond Time
Warmer in recent weeks relating to Via-
com’s multibillion antitrust suit against
HBO, were beginning negotiations fo
narrow scope of requests last week.
MSO’s complain that subpoenas go far
beyond what’s necessary and intrude
into their internal business affairs.
MSO’s hope to avoid mountains of pa-
perwork subpoenas set in motion and
would desire out-of-court settlement.
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Otherwise, possibility exists for lawyers
representing MSO community reaching
agreement with Viacom and Time
Warner on outlines of what information
all MSO’s could provide, thus saving
time and money of each MSO going
through same process.

Justice Department last week lent support
to those calling for reregulation of cable,
releasing report of staff economist attrib-
uting half of cable systems’ rute increases
since deregulation in 1986 to their “mar-
ket power.” ‘‘Although cable systems
may not be totally wrong when they
claim that cost increases justify their
price increases, it appears that market
power has played a significant role in the
price increases that have been ob-
served,’’ says Robert Rubinovitz, econ-
omist in Justice’s antitrust division, in
34-page report heavy with econometric
calculations and disclaimer saying views
‘“‘are mot purported to represent’’ Jus-
tice’s.

Last week $95 million of bank financing
was obtwined by Sindair Broadcast Group.
Revolving credit term loan, arranged by
Communications Equity  Associates
(CEA), will help finance Sinclair’s ac-
quisition of wpGH-Tv Pittsburgh. Anoth-
er independent TV group, River City
Broadcasting, L.P., also obtained bank
financing, for $46 million. CEA ar-
ranged extension of Banker’s Trust term
credit from $30 million to $36 million
plus additional Union Bank term credit
of $10 million. River City is in process
of acquiring wTTV-TV Indianapolis.

Julie Andrews has gotten series commit-
meont from ABC, in which singer stars as
New York-based variety show hostess
who is forced to relocate TV career to
[owa where her new husband lives with
his two teen-age children. Pilot for Julie
has been in development previously and
under consideration for pickup this past
season. ABC spokesman said that series
will likely be midseason entry.

NBC signed Bob Costus to new two-year
doal to continve as host of Later with Bob
Costas, late-night interview program that
debuted in 1988. Announcement fol-
lowed report earlier this week by People
magazine that NBC had canceled pro-
gram. Actually it was only Philadelphia
affiliate, KYw-Tv, that removed show
from its schedule. NBC spokesman said
People was running correction next
week. Later will celebrate third anniver-
sary Oct. 3 with one-hour special in
Tonight Show’s usual 11:35 p.m.-12:35
a.m. time period.

Fox's new show comedy Roc tumed in
solid debut performance Sunday, Sept.
1, at 8:30 p.m., with average 7.6/15,

HSN OUT, MITSUBISHI STILL CONSIDERING SKYPIX

ame Shopping Netweork ok irsclf our of the mid-power Ku-band satellite
browdcusting revolution last week, charging that its prospective pariners,
SkyPix Corp. and MNorthwest Starscan Limited Partnership, had failed *'to

achieve the agreed-upon milesiones, '’

But at week's cnd, Sanject Saxina, marketng coordinator tor Mitsubishi
Corp., suid, “*We are continuing 1o have discussions with SkyPiz"" toward
becoming a minority partner in the venture and manofacturer of home receiv-
ers for the Bl-channel direct-to-home, PPY service (BROADCASTING, Tuly 22,

H3M and SkyPix did not elaborate on what HSN alleged were newly
discovered *'other obstacles’™ in the wav of a deal. 5o far, said a Sept. 3
release, HSN had losned SkyPix and Starscan 36.2 mullion, adding, H5N
“intends to vigorowsly enforce its rights under the note, which matures (unless

accelerated) on Aug. 1, 19492."

In a bricf Sepe. 3 statement of its own, SkyPix confirmed that HSN's
apreement in prnciple 1o invest 330 million in SkyPix in exchange for 21%
interest, had *"lapsed’ on Aug. 31. But, clarming it retzins other, unnamed
“gommitted private sources of funding and has resumed discussions with
replacement service providers,” SkyPix said the launch of the service *“will
ot be alfected, Manufacture of the decoder is procesding.””

ahead of both NBC’s Real Life and
ABC’s movie, *‘Octopussy.’’

MTV is in negotiations to acquire CBS’s
canceled Pee-wee’s Playhouse, which
ran for five years on network.

Citing weak economy, CBS affiliate
WLNE(TY) Providence, R.{, has laid off 22
news production and technical staffers.
Station has also canceled 6 a.m. and
noon weckday newscasts as well as 6
p.m. weekend newscasts.

According to Petry Television research,
Ron Reagan, hour talk show strip from
MCA TV, has averaged 1.5 rating/6
share average in 21 (unweighted) meter
markets (Aug. 12-23, NSI), down two
share points from its lead-in program-
mg and minus one share from May 1991
programing in its time slots previously.
However, in week-to-week ratings, pro-
gram has experienced growth in eight
markets, holding even in six markets
and declining in seven markets. Its best
performance to date has been on wPLG-
TV Miami, where it averaged 3.3/13 at
midnight (ET).

Public TV station noep(Tv) San Frandsco
will not appeal June 7 federal court de-
dsion upholding state ban on cameras
ot San Quentin gas chamber. KQED Pres-
ident and CEO Anthony Tiano said sta-
tion decided “‘at this point it is better not
to pursue litigation, but let the public
debate on this issue continue in forums
other than the court.”’

FCC Commissioner Ervin Duggan said last
week FCC decision to ollow XmA-Tv Sucra-
mento, Colif,, to begin its NBC prime
time schedule one hour earlier “does not

significantly affect the substance of the
prime fime aceess rule” or ‘‘signal any
dissatisfaction’’ with it. In fact, Duggan
said in one-page statement, rule has
proved value, promoting diversity by
stimulating first-run syndication and
providing reliable stream of additional
revenue for stations.

New York State Commission on Cable Tele-
vision vnanimously voted to disapprove
sale of Cooke Coble’s Syracuse system to
Adelphia and TCI. According to com-
mission Chairman William B. Finneran,
sale was rejected because financial plan
of sale, which called for purchasers to
put up 25% of price and pay balance in
next 15 months, was unacceptable and
risky. ‘‘If they can’t get the money now,
what's to say they can get it later,”” said
Finneran.

xrms-v San Diego will begin producing
separate 10 p.m. half-hour newscast for
Cox Cable, to be shown exclusively on
cable channel 13, beginning Sept. 30.
News Eight at Ten will have same team
as station’s 11 p.m. newscast.

FIC said federal nutitryst laws would not
prevent FCC from relaxing national multi-
ple ownership rules. FTC said large num-
ber of existing stations in most markets
would prevent same service owners
from gaining market advantage.

President Bush will deliver live dosed-cir-
wit radio address via satellite from Wash-
ington to NAB’s Rodio 1991 Convention in
San Francisco Thursday (Sept. 12). Au-
dio-only speech is scheduled to begin at
11 am., PT, and will be piped into all
meeting rooms,
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EDITORIALN

Committed to the First Amendment and the Fifth Estate

HANG IN THERE

ood times or bad, radio is the indefatigable medium.

(Or the unsinkable one, in remembrance of Molly

Brown.) The senior of all the nation’s telecommunica-
tions services, it is the one least susceptible to panic. No
wonder that the industry goes into its own annual convention
this week so enthusiastically and so confident. Qbviously,
radio hasn’t been reading its own notices—including the news
from the National Association of Broadcasters that half its
number are losing money.

The fact is, there is good reason for radio’s optimism.
Unlike its more moneyed younger brother—broadcast TV—it
is in little danger of extinction at the hands of competitive
services. Indeed, technology appears to be on radio’s side, not
against it. Somewhere down the road it can look forward to a
digital dimension that not only may rescu¢e AM from oblivion
but could put the whole aural medium on a par with compact
discs and other. state-of-the-art sound reproduction. From an
engineering point of view, things can only get better for radio.

Moreover, today’s radio need not wait until some distant
future to avail itself of an upgrade. The incumbent FCC is
working on a plan to enhance AM through expansion of that
band, and is planning to grandfather such improvements for
today’s generation of radio owner-cperators. For that (dimin-
ishing) half of the medium, at least, a brighter future couid be
almost at hand.

The big problem for too many in radio—as in the broadcast
industry at large—is how to live to see the golden age. ‘‘How
do I survive today?"’ is the question being asked by manage-
ments across the spectrum and the country. The answer is not
to be found on this page, but the rationale may be. The way we
read the tea leaves, radio’s future is more than worth sticking
around for.

BROADSIDE

front-page headline in USA Today last week read *‘TV

hurting kids.’’ The story’s lead went on to explain that

President Bush blamed TV for the breakdown of the
family. ‘I am convinced that the excesses [of television] are
having a bad effect on our children and family stability and
learning,’’ he was quoted as saying. It is an all-too-familiar
slam—one based on linking two disparate premises, then
leaping to the wrong conclusion.

Since most people watch TV, it is the easiest locus of
criticism when some of those people commit crimes, or get
divorced or don’t pay attention in school. We could as easily
conclude that since most people watch TV and most people are
neither drug addicts nor criminals, TV is the chief bulwark
against general anarchy and the glue that holds the American
family together. The truth is in neither of those scenarios. And
the problems of this country will not be solved by pinning
them on a politically expedient target. Just how expedient was
illustrated by the president’s failure to elaborate upon his

remarks. He provided no examples, but suggested First
Amendment protections prevented the government from taking
the media to task. Suggesting that social disintegration is
going on under the protection of the First Amendment is
politically expedient. It makes the problems’ continuation
appear out of the present government’s control,

Those who blame the media for society’s problems are
looking for an easy solution when there isn’t one. If there is an
epidemic loose in the land, the search should be for a cure, not
a witch to burn,

ANOTHER END OF THE BOAT

I ndependent television, both Fox and non-Fox, has recently

shown itself to be an animal of a different stripe. That

distinction is too often lost in generalizations about the TV
industry’s recession, replete with plummeting cash flows, debt
reorganizations and unsold stations.

To match the evidence of hard times there have been over
the last few weeks surprising signs of vitality in the indepen-
dent side of the business. In this week’s magazine alone there
is news of ABRY Communications’ proposed $35 million
purchase of eight independent stations; the proposed initial
public stock offering (IPO) of Gaylord Entertainment Co.,
which has a substantial independent TV component to it, and
bank financings for two other independent TV groups (see ‘“‘In
Brief’’). In addition there is the already-proposed TPO by
independent operator Renaissance Communications; the recent
stock offering by group owner Clear Channel Communications
plus another IPO rumored to be in the works

This is not to say that all independent TV stations are in
great shape, that all proposed offerings will get done or that
the revenue softness has left that industry segment untouched.
But independent group operators confide they are tired of
having to respond to articles about stations largely associated
with ABC, CBS and NBC. Those complaints are justified.

Drawn for BROADCASTING by Jack Schmidt

‘“‘They billed it as the 'biggest fight of the year.” Turns out it’s a
debate over something called fin-syn.”’
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September 30 Atlantic Cable Show November 18, Western Cable Show
Atlantic City , New Jersey Anaheim, California

Cable's fall agenda heats up, beginning with the Atlantic Cable Show, featured in the Sept. 30 issue, and
ending on the opposite coast with the Western Show in Anaheim, featured in the Nov. 18 issue.
Coverage of cable's current watchwords—compression, multiplexing, reregulation, PPV and reinvigoration
of the core business—will highlight each issue, along with convention overviews and agendas.

The special reports will serve as bookends to BROADCASTING's weekly coverage of the industry.
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Digital Audio Gartridge Machine
Satellite Automation
Program Control

"and much, much more...
An integrated, modular and expandable

Digital Audio Platform
%@H@ﬁ@@ﬂ]ﬂﬁm at ITC's Radio '91 Booth #231
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Bloomington, IL 61702-0241
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