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Providence
Wilkes-Barre
Birmingham
W. Palm Beach
GSreensboro
Louisville
Albuquerque
‘Dayton
Aloany
Charleston
lacksonville
fulsa
.ittle Rock
‘lint
‘resno
lichmond
(noxville
Nichita
Aobile
foledo
Sreen Bay
ihreveport
Jes Moines
iyracuse
loanoke
{fonolulu
tochester
Azustin
‘aducah
maha
‘ortland
exington
hampaign
ipokane
edar Rapids
pringfield
ucson
Javenport
.hattanooga
olumbia
outh Bend
ackson
{untsville

WLNE
WBRE
WBMG
WTVX
WXII
WHAS
KGSW
WKEF
WTEN
WCHS

1S
WSBT
WAPT
WAFF

Johnstown
Tri-Cities
Las Yegas
Madison
Burlington
Youngstown
Evansvilie
Ft. Myers
waco
Lincoln
Baton Rouge
Colorado Springs
Ft. Wayne
El Paso
Savannah
Sioux Falis
Montgomery
Lansing
Charleston
Fargo
Augusta
Monterey
Peoria
Santa Barbara
Harlingen
Lafayette
Tallahassee
Ft. Smith
Reno
Columbus
Eugene
er

acon
Monroe
Amarillo
Corpus Christi
Duluth
Florence
Traverse City
Bakersfield
Yakima
La Crosse
Terre Haute

WATM
WEMT
KvvuU
WMTV
WVYNY
WFMJ

WWTV
KERO
KNDO
WLAX
WTWO

Chico KRCR
Rockford WREX
Boise KiIvi
Wichita Falls KJTL
Sioux City KMEG
Columbus WVSB
Topeka KSNT
Erie WIET
Beckley WVVA
Wilmington WWAY
Joplin KODE
Odessa KTPX
Lubbock KAMC
Binghamton WBNG
Albany, GA WSST
Abilene KRBC
Biloxi WXXY
Anchorage KTBY
Clarksburg wBOY
Palm Springs KMIR
Utica WUTR
Elmira WETM
Alexandria K47DW
Rapid City KEVN
Billings KOUS
Panama City WPGX
Lake Charles KVHP
Missoula KPAX
Yuma KYMA
Meridian WTZH
Great Falls KRTV
Eureka KAEF
Bowling Green WGRB
San Angelo KACB
Ottumwa KTVO
Helena KTVH
Alpena WBKB
N. Platte KNOP
Sarasota WWSB
Manchester wGOT
Kingston WTZA
Hagerstown WHAG
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ON NEW SEASON
The days of fall-launch

BroadcastingzSep16
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19 / EARLY RETURNS

tidal waves are over: this
year’s new season began

in July, with the Fox

premiere of Beverly Hills,
90210, continues into the

week of Sept. 23, the

third week in October.

The stagger strategy has been

a boon to Fox, whose

debuts to date have broken

records: Beverly Hills

scored its highest rating ever

with the July show; the

debut of Married...with
Children was the top-rated
series for the week—a Fox

first—and its new
Herman's Head, which

I
|
|
|
I
‘“official’’ start, and ends the I
|
I
!
|
I

followed Married..., won
its time period.

21 / ODDS ON

MARSHALL

With more than nine

months left in her current
term, FCC Commissioner I

Sherrie Marshall’s prospects
for reappointment are

already the hot topic among
handicappers in
communications circles. The
reason for the early
oddsmaking: Marshall has a
good shot at becoming the
next FCC chairman, provided
she is returned to the

agency and current chairman
Alfred Sikes declines
another turn at his post. Sikes
is said to oppose her
reappointment in the wake of
her success at stymieing
some of his initiatives,
including his attempted
repeal of the fin-syn rules.

22 / RADIO MOOD

Attendees at Radio '91
had mixed emotions about
what the future holds.

Season premiere week now extends from July to October,
and Fox's early starts secm to have helped shows' ratings;
clockwise from top left: ABC's ‘MacGyver,’ CBS's “Trials of I
Rosie O'Neill,’ NBC's ‘Fresh Prince’ and Fox's
‘Married...with Children’ (page 19). |

Advised by several speakers 25 / CUT COSTS, SAY

that they should bring to | [
bear their penchant for PRESIDENTS

adaptability and embrace | The four network TV [
DAB, many broadcasters presidents, meeting in Los

! . Angeles, decried high I
coming at any other time but | production costs as a threat to |
the recessionary present. the long-term health of the |

wished that it were |
Attendance was down from | industry. One money-saver, |

Radio "90, but working suggested CBS’s Jeff
sessions—on DAB, radio Sagansky, would be a switch |
management, programing to more tape technology in

and sales—were SRO. | place of the more expensive

I film alternative. Among [
Y each president’s predictions

23 / NAB'S DAB ADO | for shows likely to garner |
Four days of discussion critical aclaim: Sibs (ABC),
and debate at Radio 91 on | I'il Fly Away (NBC), [
digital audio broadcasting Herman's Head (Fox) and
yielded such assessmentsas | Brooklyn Bridge (CBS).
‘‘threat,’” ‘‘inevitable”’ |

and ‘‘can of worms’’ from | 26 / NEW TIME

broadcasters who | WARNER CABLE GROUP |
wondered about the haste .
with which the technology | HBO President and COO |
is proceeding. The NAB’s E. Thayer Bigelow has been
exclusive focus on the | named to head Time I
Eureka 147 system was a Warner Cable Programing, a
target of criticism; as a | new entity consolidating

result, the NAB’s DAB task Time Warner’s holdings in
force concluded that *‘the | TBS, a 150-channel ]
radio industry must develop Queens system, a planned
other options for the | New York news channel I
implementation of DAB."’ and a local origination station

in Rochester. A large part

of his position, Bigelow said,
will be to develop |
possibilities for national roll-
outs. Bigelow will be [
succeeded at HBO by

Executive Vice President I
and CFO Jeff Bewkes. I

27 / PILOT TAPING
FOR ‘BET YOUR LIFE’

Carsey-Werner Co. and l
Bill Cosby trekked to
Philadelphia—the star’s I
hometown—for a pilot taping

of You Bet Your Life, a

revival of the Groucho Marx
quiz show set for 1992
syndication. Audience |
reaction, according to a I
reporter who obtained tickets, |
was enthusiastic. |
According to a statement
Cosby made before the
taping, plans are to produce
the show in Philly.

|

28 / NBC'S FLIGHT I
TO PHOENIX |
I

|

|

NBC News and its
Phoenix affiliate KPNX(TV)
teamed up last week for a
cooperative version of the
NBC Nightly News,
broadcast live from the city
and featuring local issues
of national import. Increased
competition from local
newscasts and CNN spurred |
the experiment, and
network executives were I
pleased enough with the
outcome to suggest similar I
forays—perhaps once a I
month—for the future. I
|
|
I

33 / MOVING TARGET

Advertisers and agencies

are starting to take advantage

of radio’s ability to break

down the unwieldy 25-54
demographic into

targetable sub-groups. The |
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first of the general media

to fragment into sub-formats,
radio has enhanced its
ability to reach specific
lifestyles by offering
prepared mission statements
defining the target

audience. Thanks to the
development of the

varying format brands—
CHR, AHR, AC, new

AC, soft AC, oldies, AOR,
classic rock and variations
of country—stations and
advertisers alike now can
pick specific categories of
potential customers.

34/ HELLOTO
TRIMULCASTING

Pending FCC approval of
the sale of two of the stations,
a California broadcaster
iplans simultaneous
transmissions over three
same-frequency class-A
FM’s in adjacent southern
California markets. John
Douglas, president of
Douglas Broadcasting, paid
approximately $20 million
for the three stations, which
he hopes will provide an
uninterrupted signal over the
200 miles between
Escondido and Santa
Barbara, a stretch that
includes Los Angeles.

37 / SPRINT T0 550

Taking a look at their new
fiscal year capital budgets,
MSO’s are wondering
whether the next upgrade
shouldn’t bypass the 450-
mhz rung and move straight
on to 550. Such a jump
would allow operators not
only to program 78
channels but would also leave
them positioned to handle
compression when it arrives
later in the decade.

38 / NEW CONTRACTS
FOR SPORTSCHANNEL

The newly merged

regional sports network in the
San Francisco Bay area—
the basic/pay hybrid
SportsChannel Pacific—is
approaching affiliates with a
contract calling for pay

Broudcasting Sep 16 1991
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DAB dominates Radio '91
convention (page 22)

penetration guarantees of 6-
8%. Operators have some
leeway in pricing the service
but must reach certain
revenue thresholds. The base
guarantees offered by
SportsChannel may have
engendered a new attitude
by TCI: once an opponent of
the concept, the MSO has
changed its philosophy now
that its Liberty Media
spinoff owns half of
SportsChannel.

40 / SUITABLE ADS
AND ‘THE POPF’

The rejection by all three
networks of spots for the
controversially titled
Miramax film **The Pope
Must Die'’ has raised the
oft-asked question: does
quashing a piece generate
more publicity than the work
would get going
unencumbered into the
market? Standards and
practices executives believe
such free publicity is the
point of some submissions,
but Miramax says it has
mixed feelings about the
brouhaha. **Controversy
for a comedy is not
necessarily the greatest

thing in the world,”” said one
Miramax executive, who
added that the company has
no plans for legal action
against the networks.

44 / COMPETITION
FOR NBC 0&0

The number of competing
applications and petitions to
deny filed in the first

batch of the television
renewal cycle has

surprised some industry
watchers: earlier

predictions said that new
FCC rules on abuse of
process and settlement limits
would dampen activity.
Washington broadcasters are
facing a number of
challenges: a competing
application for NBC-

owned WRC joins a roster that
includes petitions to deny
licenses for all major
Washington stations, filed
by Hispanic groups, and
petitions against Gannett-
owned WUSA(TV).

45 / MEDIA’S IMPACT
ON CONGRESS

What kind of a role does

the ubiguitous TV camera—
and the rest of the Capitol
Hill media—play in the
legislative process? An

insignificant one, argues
Stephen Hess, senior

fellow at the Brookings
Institution, in his book

Live from Capitol Hill!
Studies of Congress and

the Media. Hess says that,
with all the attention

focused on big-name senators
and scandals, TV doesn't
really affect the process in an
important way. Hill press
people questioned Hess's
conclusions: **The most
dangerous place to be on
Capitol Hill [is] between a
TV camera and a
congressman,’’ said one
staffer.

46 / PLEA FOR
COMPULSORY LICENSES

A consensus seems to be
building that eligibility for
compulsory licenses to
retransmit broadcast signals,
currently the exclusive
privilege of cable systems
and, until 1995, satellite
carriers, should be extended
to wireless cable and
SMATYV. The FCC joined the
industries in asking the
Copyright Office to grant
compulsory license to

these cabie competitors.
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LOSED CIRCUTT

WASHINGTON

[n advance of NAB-MPAA meeting
this week on retransmission consent,
representatives from Time Warner,
Paramount, Fox and Columbia met last
week to discuss particulars of S. 12.
According to one source, majority of
group decided to remain neutral on

bill, but voted on specific measures in
bill, i.e., to oppose retransmission
consent and rate regulation provisions,
but support must carry. (Fox remains
neutral on bill as well as all its provi-
sions.) MPAA Vice President Barba-

ra Dixon denied studios came to consen-
sus at meeting or would reach
agreement before meeting with NAB
President Eddie Fritts tomorrow

(Sept. 17). As side note, NAB is dis-
mayed that no studio executives will
attend and that Fritts will meet with
MPAA President Jack Valenti alone.
Jim May, NAB executive vice presi-
dent, government relations, claims
MPAA originally offered to bring in stu-
dio executives. ‘'] suppose that in the
interest of comity, we will go ahead and
entertain our meeting with Mr. Va-
lenti, but I have to question what the
need is,”” May said. Dixon said she
was unaware studio heads were expected
to attend, added that Valenti *‘repre-
sents, if he is able to at that time, the
consensus views of all the member
companies.”’

Advanced local DBS

In 1995, several broadcast stations in
top-50 market uplink HDTV and other
programing—complete with local ad-
vertising—to direct broadcast satellite,
which delivers them to viewers in its
ADI for less cost to stations than build-
ing HDTV terrestrial transmission
tower. That’s what high-power DBS
permittee Advanced Communications
Corp. believes it will be able to offer to
four or six or eight stations per ADI,
using spot beams aimed at 50 or 60 mar-
kets aboard i80-watt birds it plans to
launch in 1994-95. Consumers would
purchase receivers and 18-inch dishes
to receive those local, as well as nation-
al, video, audio, data and other ser-
vices. Still seeking equity partners, Ad-

el

Muscuin of Television and Radio Baard members and otherI notables prepare to cut ribbon
opening museum’s new home at 25 West 52nd Street, New York. Sept. 5 ceremony included
speeches by building's architect, Philip Johnson; producer Grant Tinker; 60 Minutes corre-
spondent Morley Safer, and U.S. Ambassador 10 Canada Ed Ney. Museum officially opened
doors to the public after ceremony. Pictured (1 to r): Dina Merrill, actress and museum
trustee; Robert W, Sarnoff, trustee; Senator Roy Goodman (R-N.Y.); Roy Hampton Park, Park
Communications and trustee; J. Bruce Llewellyn, Queen City Broadcasting and trustee;
Frank Stanton, formerly with CBS, and trustee; Barry Diller, Fox Inc. and trustee; Marlo
Thomas, actress and trustee; Robert M. Batscha, museum president; Frank A. Bennack Jr.,
Hearst Corp. and chairman of broad of trusiees; Johnson; Tom Murphy, Capital Cities'/ABC
and trustee; Steven Ross, Time Warner and trustee; William C. Paley, trustee, and Safer.

vanced believes it is only DBS
permittee with Jocalism solution and ear-
ly HDTV entry for broadcasters.

Fin-syn recon push

Yet another scrap at FCC over fin-

syn has played itself out over past two
weeks. Concern that Mass Media Bu-
reau was not moving fast enough in writ-
ing fin-syn reconsideration order,
Commissioners Sherrie Marshall and Er-
vin Duggan, two of three who voted

for rules last April, let bureau and FCC
Chairman Alfred Sikes know they

didn’t want order to languish, especially
in light of fact it will merely affirm
rules. Duggan went so far as to write
memo suggesting voting item on cir-
culation rather than waiting for open
meeting. Critics of fin-syn rules

charged that Marshall is behind Dug-
gan’s circulation suggestion and was
motivated not by desire to expedite mat-
ter, but to avoid another public airing

of fin-syn, which has caused her trouble

at White House. Duggan denies Mar-
shall prompted his suggestion. Marshall
says she doesn’t care how vote is
handled as long as it is done sooner rath-
er than later. As things now stand,
fin-syn will probably be on Oct. 24
meeting agenda, although few would

be surprised by slippage.

Incumbent preference?

Proposal of FCC Chairman Alfred
Sikes and Mass Media Bureau to clean
up interference in AM band by en-
couraging more stations to migrate to
new expanded AM band (1605-1705
khz) may not have easy time of it. As
scheduled Sept. 26 meeting on pro-
posal approaches, Commissioners An-
drew Barrett, Sherrie Marshall and
Ervin Duggan are expressing some con-
cerns about policy implications of
giving broadcasters first shot at new
channels while minorities and others
continue to demand access to airwaves.

6 Closed Circwit
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VAIL

Loan repercussions

New rumblings are being heard about
largest CBS affiliate group, SCI Televi-
sion. Company's latest quarterly
statement shows that while SCI-TV’s
bank agreement was modified only

two months ago, new version barely re-
duced loan principal due before year-
end. The $140 million SCI-TV owes to
banks won’t be generated internally,
since first half’s cash flow didn'teven
cover cash interest on debt, not to
mention non-cash interest and other
charges. If SCI-TV plans to repay
principal by quickly selling station,
signs of such transaction have yet to
appear. One observer suggested that
banks may once again be forced to
renegotiate loan, since attempt at forced
liquidation wouldn’t recoup full loan
anyway, given station trading environ-
ment. Problem doesn’t go away,

since additional $150 million principal
repayments are due in both 1992 and
1993, Like other affiliate operators,
SCI-TV is currently suffering: sec-
ond-quarter income from operations
dropped 40% (to $11.2 million) on

11% revenue decline (to $59.1 million).

NEW YORK
Dollars and cents

Time Warner’s American Television

& Communications has not paid CNBC
any license fee for carriage to two
million ATC subscribers since business
news network took over FNN con-
tracts in May. Discussions are ongoing
to settle matter. Problem stems from
most-favored-nation clause in ATC-
FNN contract, which ATC says FNN
violated by giving other MSO’s lower
rates. ATC is currently being sued
over matter, but CNBC maintains suit
was brought by FNN, although

CNBC assumed liability for suit when it
bought FNN. ATC spokesman calls
CNBC’s comments that FNN, and not
it, is suing ATC **a distinction with-
out a difference.’* Though ATC has not
countersued, it retains option to, and
according to its spokesman, ‘‘we are
owed a lot of money [$2 million, ac-
cording to court records] and we intend
to getit.”

DENVER
News tally

Radio-Television News Director As-
sociation President David Bartlett will
give speech at group’s upcoming
convention in Denver (Sept. 25-28) re-

ANNIVERSARY SALUTE

ROADCASTING magazine will

celebrate its 60th anniversary
with a black-tie dinner on Dec. 10
at Washington's Mayflower Hotel.
The evening will include the inau-
guration of the Fifth Estate Hall of
Fame honoring major contributors
to the radio, television, cable and
satellite industries over the past six
decades. For ticket and table infor-
mation, contact BROADCASTING’s
Corporate Relations Department at
(202) 659-2340,

futing talk that cost-cutting at stations
is resulting in fewer journalism jobs.
Bartlett will unveil new study by
RTNDA director of research services
Vernon Stone showing that while
many stations have cut staffs in the last
year, equal amount of stations have
actually increased staffing. Research
will also show most news directors
do not expect to cut staffs in next 12
months.

WEST PALM BEACH

Cross-town partner

Fox affiliate WFLX(TV) West Palm
Beach, Fla., has joined growing list of
independent stations airing newscast
produced by competitor in market. CBS
affiliate wPEC(TV) is producing new
hour-long 10 p.m. nightly newscast for
Fox station, which features anchors
and set distinct from its own station’s
newscasts.

MINNEAPOLIS
Pack of one

Midwest Communications proxy first
published by BROADCASTING {**Top of
the Week,'” Sept. 9) reveals that

CBS had little competition for prime af-
filiate TV station wCCO-Tv Minne-
apolis and related properties. From time
it first made offer in October 1990

until concluding deal two months ago,
only alternative bidder was unidenti-
fied ‘*investor,’’ reliably said to be Min-
neapolis-based financier [rwin Ja-

cobs. Latter's offer was rejected due to
uncertainty of financing. Two years
earlier company had received number of
offers, but company rejected them at

the time as inadequate. James Rupp,
Midwest CEO, tried to buy company,
but offer was rejected due to uncertainty
of financing.

LO8S ANGELES

Back and forth

Talks have cooled for moment on
merger between Prime Ticket and
SportsChannel Los Angeles. Prime
Ticket is in more solid financial posi-
tion, and is entering prime part of its
yearly schedule, with Kings and Lakers,
Merger possibility also provides add-
ed problem for Los Angeles Clippers,
who are looking for new cable deal.
Clippers were on Prime Ticket last year
and have been negotiating with both
services, although their preference ap-
pears to be Prime Ticket. But source
said team and Prime Ticket, at moment,
are far apart. Deal last year also went
down to season opener.

1992 FINANCES CRITICAL FOR TVE

elevision Bureau of Advertising President Jim Jovella wold board members

last week that TWB could be facing a budget shostfall of 2500 000 in 1992
because of poor statinn support. Jovelia submiticd a plan to the board that
would reduce the TWE s budgel by 5930,000 through service cuts,

Joyella told BROAGCASTING that reductions would be made of some of the
association’s fixed costs, which would likely include staff reductions. Depar-
ments that may be cuf, according 1o board members, include administration
and production. Said Joyella: “'IUis ne secrel that we ane downsizing, We are
not immune o that and we are doing what every TV station 15 dong."” TVE i3
in alks with NAB about merging TVE's annual meeting with NAR s,

The board, according to members contacted by BROADCASTING, was divid-
ed on whether the TVE's education and truming area should be cul or reduced.
Jovella sard the association would have to find wavs 1o offer the services at
lower costs, ""The appetite for education [at the seation level ], he said, °'has
diminished because of the economy ™ and he anticipates a reduction o reflect
the smaller demand.

Also coming out of the board mesting was a decision that the association
should take a more pro-gctive role in the prometion of broadcast relevision.
TVE Chairman Ed Beilly sand al the association’s forecasting conference lasg
week that TVE would be involved in television, pring and trade campaigns to
promote the value of brosdoast television versus other medinms.
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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 firstrun.
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Call it sexy fun or sexist
foolishness - controversial

Studs is turning on fans

Not since Vanna White started spinning
the Wheel has a syndicated half 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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eldom do historic events go unre-

membered. Yet just a little over 10

years ago was the effective date of
the FCC’s decision to deregulate radio.
That decision was heralded by the radio
industry as the start of a new era. Why
then have there been no anniversary par-
ties?

Perhaps one answer is that a decade of
deregulation has brought mixed results.
On the “‘pro”’ side of the ledger, radio
broadcasters can look back with relief to
the elimination of much tedious paper-
work. Formal ascertainment was re-
pealed along with quantitative guidelines
for non-entertainment programing and
commercial time. Renewal applications
have been simplified. Ownership reports
are now required on an annual basis.
Network affiliation agreements for radio
stations no longer need to be filed at all.

Much of the regulatory ‘‘underbrush”’
has been cut back or weeded out. For
example, radio broadcasters no longer
have to worry about FCC policies on:
the use of coverage maps; astrology ma-
terial; fraudulent billing and network
clipping; licensee distortion of audience
ratings, and promotion of non-broadcast
business of station employes.

Not only have these policies been
consigned to memory lane, but the FCC
has made other significant changes in
the way radio stations operate. Duplica-
tion of programing by an FM station on
a co-owned AM can take place unim-
peded. Dual-city identifications can be
freely made. The rule requiring a certain
amount of local program origination
from a station’s main studio is gone. The
FCC enlarged the geographic area in
which a radio station may locate its main
studio, eliminating the need for much-
misunderstood “*Arizona waivers."’

Geography also came into play with
the relaxation of the ‘‘duopoly’’ rule.
An appreciation of changed realities led
the FCC to narrow its definition of over-
lapping contours, thus permitting radio
broadcasters to own two stations in the
same service in the same general area if
their defined contours do not overlap.
The ‘*‘one-to-a-market’’ rule was also
simplified with the creation of a nearly
automatic waiver policy favoring the
formation of new radio-TV combina-
tions in the top 25 markets containing at
least 30 separately owned stations. A

A radio deregulation commentary from Nancy L. Wolf, Dow, Lohnes & Albertson, Washington

recent proposal would relax the spousal
attribution policy so that media interests
owned by one spouse would not neces-
sarily count against the other.

Just this spring the FCC introduced

forcement teeth in the past decade. Woe
to the station that fails to properly ob-
serve the FCC’s rules on tower lighting.
Public inspection files must be main-
tained in good order. Stations are pain-
fully aware of the fines imposed for in-
decent broadcasts by disk jockeys. FCC
staff actively investigates complaints of
illegal lotteries and improper contests.
And the staffing of a station’s main stu-
dio is under close scrutiny.

As if all this enforcement enthusiasm
were not enough, radio broadcasters have
to compete in an increasingly populated
neighborhood. *‘Docket 80-90" is re-
membered, but often not fondly. Many
radio broadcasters question the wisdom of
crowding the FM spectrum with an addi-
tional 600-plus new channels.

From where I sit, [ hear the com-
plaints and the praise. Broadcasters say,
sure, there may be less paperwork, but
there arc more than enough radio sta-

the first rulemaking

in its long-awaited “‘Radio broadcasters ask, are enforce-
‘*attic to basement’’ : ment efforts on the
review of broadcast have mor. eﬁ eedom ’151 rise while the FCC
ownership regula- 1991 than in 1981. permits new stations

tion. The proposed

tions. Why, they

to crowd each mar-

changes to the multiple ownership rules
would be far-reaching—possibilities in-
clude no numerical limits on AM owner-
ship; a new numerical cap on total radio
ownership; no restrictions according to
audience share or market size and fur-
ther relaxation of the radio contour over-
lap rule.

Yet the other side of the ledger is not
completely empty. Many FCC regula-
tions remain in place, some with en-
hanced stature. Issues and programs lists
were introduced in 1981. At first, the
significance of these lists was not appar-
ent. Subsequent FCC guidance, howev-
er, stressed the commission’s reliance
on these lists as the only evidence of
past program performance a station
could produce in the event of a petition
to deny or other challenge at renewal
time. To be prepared quarterly, these
lists now require a not-insignificant
amount of program recordkeeping.

Another significant recordkeeping ob-
ligation is in the EEOQ area. Great em-
phasis has been put by the FCC on the
efforts of broadcasters to comply with
the commission’s EEQ guidelines.

Other rules have grown stronger en-

ket? FCC proposals to improve AM ra-
dio seem too little, too late to some, yet
too restrictive to others. New interpreta-
tions of time brokerage policies have
given rise to innovative arrangements in
the ‘‘lease’’ of air time and stations fa-
cilities. Yet while some radio broadcast-
ers rush to enter into these arrange-
ments, others criticize them for the
potential control one entity could
achieve in a single market.

Looking back over the past decade, [
believe that, on balance, the efforts to
deregulate radio have been successful.
Within certain basic limitations, radio
broadcasters have more freedom in 1991
than they did in 1981 to operate their
stations as they see fit. There may be
some nostalgia for the *‘good old days’’
when the rules covered every detail and
renewal applications were a foot thick.
There were fewer stations then, fighting
over every inch of the spectrum; the
FCC’s guidelines were numerous but
clear. Yet most radio broadcasters [
work with have happily traded in the
restrictions of the past for a challeng-
ing—if uncertain—future. So let the an-
niversary parties begin. |
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When historians recount the events of July 10 - August 8, 1991,
they will note that WFXG-TV in Augusta, Georgia, was the first station
in over 10 years to achieve a sign-on to sign-off, Nielsen and Arbitron
share average of at least 10 during a first-time-ever ratings period in both
rating services.
WFXG-TV was significantly stronger than WACH-TV, Columbia; KPTM-TV, Omaha;
~WTAT-TV, Charleston; WITE-TV, Columbus; WITO-TV, Birmingham; as well as
outperforming WAGT-TV, the NBC affiliate in Augusta.
(Source: July 1991 Nielsen & ARB, Sign-on to Sign-off, Total Weekly Houschold Cume)

[t
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WFXG -TV 3933 Washington Road » Augusta, GA 30907 » (404)650-5400

Represented by




DATEBOOK

B /ndicates new listing or changed item.

THIS WEEK

m Sept. 16—The Museum of Television and Radio
exhibition "Jack Benny: The Radio and Televi-
sion Work." Through April 5, 1992, 25 West
§2nd Street, New York. Information: (212) 621-
6800.

Sept. 16—Radio Advertising Bureau marketing
workshop. San Luis Obispo, Calif. Information:
(212) 254-4800.

Sept. 16—Call for entries 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 Hollywood Radio and Televi-
sion Society. Information: (818) 769-4313.

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

Sept. 17— Ninth annual Everett C. Parker Eth-
ics in Telecommunications lecture. Speaker:
FCC Commissioner Ervin S. Duggan. Spon-

sored by United Church of Christ and the De-
partment of Ci ication of the National Coun-
cil of Churches. The Interchurch Center, New
York. Information: William C. Winslow, (212)
870-2137.

Sept. 17—"Gender Dynamics.” sponsored by
Women In Cable, Mid-South chapter, Nashville.
Information: Sandra Staggs, (615) 377-8954.

Sept. 17-20—Cable Television Administration
and Marketing Society sales management mas-
ter course. Denver. Information: (703) 549-
4200.

® Sept. 18—American Women in Radio and Tele-
vision. Houston chapter luncheon. Holiday Inn
Crowne Plaza, Houston. Information: Patty Mil
spaugh (713) 621-2680.

Sept. 18—Radio Advertising Bureau regional
marketing workshop. Dayton. Ohio. Informa-
tion: (212) 254-4800.

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

MAJOR MEETINGS

Sept. 19-—Radio Advertising Bureau regional
marketing workshop. Wichita, Kan. Informa-
tion: (212) 254-4800.

Sept. 19—"The New Spectrum Mudwrestle:
WARC 1992." symposium discussing the eco-
nomics and palitics 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 Imernational Studies. Washington.
Information: (202) 775-3263.

Sept. 19— International Radio and Television So-
ciety newsmaker l|uncheon. Speaker: FCC
Chairman Alfred Sikes. Waldorf-Astoria, New
York. Information: (212) 867-6650.

Sept. 19— /International Radio and Television So-
ciety 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)
867-6650.

Sept. 19-20—!International Advertising Associa-
tion, Lebanon chapter, forum: "Gateways to Re-
construction,” Beirut. Information: Mustapha

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

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

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

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

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

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

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

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

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

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

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

Jan. 20-24, 1992 -29th NATFPE International
convention, New Orleans Convention Center,
New Orieans.

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

Jan. 30-Feb. 2, 1992—Radio Advertising Bu-
reau Managing Sales Conference. Nashville.
Feb. 7-8, 1992—26th annual Society of Motion
Picture and Television Engineers television
conference. Westin St. Francis Hotel, San Fran-
cisco.

Feb. 12-14, 1992-—Satellite Broadcasting and
Communications Agsociation winter confer-
ence. Reno, Nev.

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

March 2-4, 1992—Television 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 Radio Broadcasters.

} Opryland Hotel, Nashville.

April 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—National Association of

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

April 19-24, 1992—MIP-TV, international tele-
vision program marketplace. Palais des Festi-
vals, Cannes, France. Information; (212) 689-
4220.

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

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

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

May 27-30, 1992—American Women in Radio
and Televigion 418t annual convention. Phoenix.

June 10-13, 1992—NAB/Montreux Interna-
tiona! Radio Symposium and Exhibition. Mon-
treux, Switzerand.

June 14-17, 1992—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, Orlando, Fla.

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

July 2-7, 1992—International Broadcasting
Convention. RA! Center, Amsterdam. Informa-
tion: London—4a4 (71) 240-1871.
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WMAR-TV
A Scripps Howard Television Station
is joining its sister stations

WXYZ, Detroit KNXV-TV, Phoenix
and WFTS-TV, Tampa

and is now represented by

Katz American Television.
Committed to Sales Performance

for Major Market Affiliates.

L

WMAR TV

Scripps Howard.
Katz American Television.

The best.



Assad, (1) 45-62-74-74.

Sept. 19-20—41st annual fall broadcast sym-
posium, sponsored by Instirute of Electrical and
Electronics Engineers Broadcast Technology Soci-
ety. Hotel Washington, Washington.

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

Sept. 20-21—North Dakota Broadcasters Associ-
ation annual convention. Holiday Inn. Grand
Forks, N.D.

Sept. 20-21—Radio Advertising Bureau 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 Foundation for Ameri-
can Communications and the W.R. Kenan Fund.
The Kenan Center, University ot 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—Michigan Associated Press Broadcast-
ers Association regional meeting for northern
Michigan and seminar on environmental re-
porting. Holiday Inn, Traverse City, Mich. Infor-
mation: Geoff Haynes, (313) 259-0650.

ALSO IN SEPTEMBER

Sept. 22-23—Radio Adveriising Bureau manag-
ing 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 Television Arts and Sci-
ences “Television Academy Hall of Fame." non-
televised induction ceremonies honoring Desi
Amaz. 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,
Washington D.C. chapter. The Radisson at Mark
Center, Alexandria, Va. Information: Barbara
York, (202) 775-3669.

& Sept. 24 —American Advertising Federation na-
tional advertising law and business confer-
ence. Parker Meridian Hotel, New York. Infor-
mation: Julie Dolan: (202) 898-0089.

Sept. 24— National Academy of Cable Program-
ming sixth annual fall forum luncheon. Partici-
pants: Philip Balboni, special assistant to the
president for new projects, The Hearst Corpo-
ration; Betsy Frank, senior vice president and
director, TV information and new media, Saat-
chi and Saatchi Advertising; Steve Friedman,
executive producer, NBC Nightly News with
Tom Brokaw, and Robert Pittman, president
and CEOQ, Time Warner Enterprises. The Wal-
dori-Astoria, New York. Information: (202) 775-
3611.

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 Shabecoff, 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 National 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 Advertising law 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

(\)’gék. Information: Clark Rector, (202) 898-
9.

Sept. 24-25 -"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 —National Black Media Coalition an-
nual conference. Hyatt Regency, Bethesda,
Md. Information: (202) 387-8155.

Sept. 25 Narional Academy of Television Arts
and Sciences, New York chapter, drop-in fun-
cheon. Speaker: Thomas S. Rogers. president,
NBC Cable and Business Development. Copa-
cabana, New York. Information: (212) 768-
7050.

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 Bernard Shaw and NBC's Jane
Pauley. CBS's Mike Wallace to receive Paul
White Award. Colorado Convention Center,
Denver.

Sept. 26—"Road to Results,” affiliate ad sales
workshop sponsored by M7V Network, Fort
Lauderdale, Fla. Information: Spencer Grimes,
(212) 258-8434.

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

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

Sept. 26-27—"Spectrum ‘91" conterence
sponsored by The National Association of Minor-
ities in Cable and The National Cable Television
Association. Waldorif-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 Association. Information:
Gordon Mason or Carol Senor, (213) 466-
4481.

Sept. 27—Michigan Capitol Press Corps alumni
reunion. East Lansing, Mich. Information: Al
Sander, (617) 373-7958.

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

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

® Sept. 30—Third annual Pat Clarrocchi Golf
Classic sponsored by KYW-TV and WPEN Ra-
dio. Information: Tammy McOonald. (215) 879-
1000.

Sept. 30—Radio Advertising Burean marketing
workshop. Wheeling, W. Va. Information: (212)
254-4800.

Sept. 30—Cable Television Administration and
Markering Socierv 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 National 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 to the public’s under-
standing of the peaceful uses of nuclear ener-
gy. Sponsored by U.S. Council for Energy
Awareness. Information: (202) 293-0770.

Sept. 30—Cable Television Administration and
Markering Society northeast regional manage-
ment conference. Theme: "Managing to the
Times." Featured speaker: Ted Turner, chair-
man, Turner 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
affairs broadcasting. Content category for
Desert Shield/Desert Storm programing has
been added this year. Information: Phyilis
Madry, (614} 292-0185.

Sept. 30-Oct. 1—The Washington Journalism
Center conterence. Theme: “"Campaign '92:
Will the Voters Get What They Want?" The
Watergate Hotel, Washington. Information:
(202) 337-3603.

Sept. 30-Oct. 1—Minnesota Cable Communica-
tions Association 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 by Nebraska ETV
Newwork, University of Nebraska-Lincoln, Video-
disc DesigniProduction Group. University of Ne-
braska, Lincoln. Information: (402) 472-3611.

OCTOBER

® Oct. 1—"Introduction to the Radio Busi-
ness.” course sponsored by UCLA Extension.
UCLA, Los Angeles. Information: (213) 825-
2012.

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

Oct. 1—Deadline for television and radio com-
mercials in The Mobius Advertising Awards 215t
annual awards competition. Information: (708)
834-7773.

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

8 Oct. 2—Woimen in Cable. New York and Phila-
delphia chapters present Rita Ellix arts and en-
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lertainment annual mentoring breakfast. Atlan-
tic City Cable Show, Trump Plaza, Atlantic City.
N.J. Information: Susan Kearns, (212) 258-
7584, or Miriam Shigon, (215) 828-8316.

Oct, 2—Narional Academy of Television Arts and
Sciences. New York chaprer. drop-in luncheon.
Speaker: Johnathan Crane, head of BBC, New
York. Copacabana, New York Information:
(212) 768-7050.

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

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

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

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

® Oct. 3—American Women in Radio and Televi-
sion, Okluhoma City chapter 1991 Star Awards
ceremony. Waterford Hotel, Oklahoma City,
Okla. Information: Michelle Nalley: (405) 478-
6661.

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

Oct. 3—Women In Cyble 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 Grimes,
(212) 258-8434.

Oct. 3-4—Aluska Broodcasters Association 2Tth
annual convention. Hotel Captain Cook, An-
chorage. Alaska.

Oct. 3-5—Womren 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 Associciion of Broadeasters an-
nual convention. George Brown Convention
Center, Houston Information: {512) 322-9944.

Oct.  3-6 Vital  Connnunications  presents
“Sportel 1991," International Sports Television
Market and the Golden Podium awards. Loews
Hotel. Monte Carlo Information. (201) 869-
4022.

Oct. 3-6—Sociery of Broudcast Engineers $ixth
national convention. in conjunction with Tevas
Association of Broadeasters. 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. 4-6—Oregon Association of Broudcasiers

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 Broadeasters. Hyatt Regen-
cy Capitol Hill, Washington. Information: Caro-
lyn Wilkins, (202) 429-5366.

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

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

Oct. 6-11—"Elhical decisionmaking/broad-
casl.” seminar for broadcast journalists spon-
sored by The Povnrer lnstiture. Poynter institute,
St. Petersburg. Fla. Information: Lesly Stevens.
(813) B21-9494.

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

® Oct. 8—"Advertising and Minority Images,”
seminar sponsored by Center for Compumica-
tion. Center for Communication, New York In-
formation: (212) 836-3050.

¥ 0ct. 8— Video Blackboard.” (Cable in the
Classroom) seminar and dinner sponsored by
Somhern California Cable Association. Sheraton
Hotel. Long Beach, Calif. Information. Kathie
Delkos. (213) 398-2553.

Oct. 8—"Research: Can Creative People Turn
This Old Enemy Into a Mew Ally?" seminar

1414 22nd Swreet N.W.
Washington, D.C. 20037
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Mystic powers won't help you plan good stories for television and
radio news talk shows. What you really need is a subscription 10 Jveres
Abead-Lines and The CQ Researcher. This news future package from
Congressional Cizrterly lets you look two months ahead in the news.
You'll see local, regional, national and international news and feature
story ideas. Lists of contacts and telephone numbems for potential sources
and guests. And backpround information on all the very hottest topics.
Suhscribe right now, and you'll see more money, too, with cur whop-
ping 30% discount on both publications! Visit the CQ baath, #6306, at the
KI™DA Convention. Or call 1-##1-432-2250, ext. 353. You'll put >
hundreds of good stories in your future. And big savings in your pocket. #.2=
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sponsored Dy American Association of Advertis.
ing Agencies. New York conncil. Speakers in-
clude: Joel Hochberg, president of domestic
marketing, Twentieth Century Fox, and Jamie
Kellner, president/COO of Fox Broadcasting.
New York Helmsley, New York. Information:
Michael Seymour, (212) 682-2500.

Oct. 8—Chapter Idea Exchange Iuncheons
sponsored by Women In Cable. Michigun and
Nortiwest Ohio chapters. Detroil, Grand Rapids
and Lansing, Mich. Information: Victoria Mil-
ner, (616) 247-0575.

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

® Qct. 9—"Career Day," sponsored by New
York Women in Cuble. Viacom Conference Cen-
ter. New York. Information: Audrey Fontaine,
{212) 916-1040.

Oct. 9—National Academy of Television Arts and
Sciences. New York chapter, drop-in luncheon.
Speaker: William G. Moll, president and gener-
al manager, WNBC-TV New York. Copaca-
bana. New York. information: (212) 768-7050.

Oct. 9—Inmternarional Radio and Television Soci-
etv foundation dinner. Panel moderated by for-
mer CBS News president, Fred Friendly. Pan-
elists inciude: Peter Arnett. 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. Information: (212) 867-
6650.

Oct. 10-11—Arizone  Broadeasters Associution
annual convention. The Painte at Tapatio Cliffs,
Phoenix.

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

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

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

Oct. 11-13—Waounien In Communications. Iic. 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 Broadceasters Association. Ramada
Inn, Route One. South Princeton, N.J. Informa-
tion: (609) 799-4169.

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

Oct. 15-16—Broudcast Cable Credir Associarion
26th credit and collection seminar. Palmer
House, Chicago. Information: (708} 296-0200.

® Oct. 16—"Advertising: Selling Time or Sell-
ing Oul.” seminar sponsored by Center for
Covununication. Center for  Communication,
New York. Information: (212} 836-3050.

Oct. 16—Narional Acedemy of Television Arts and
Sciences. New York chapter. drop-in luncheon.
Speaker: David Kenin., executive vice presi-
dent. USA Network. Copacabana, New York,
Information: (212) 768-7050.

Oct. 16—"The Road to Results." affiliate ad

ERRATA

Photo of reception in New York
for Maury Povich Show in Sept. 2
issue, page 4, incorrectly identi-
fied woman in picture as Dorothy
Smith of Vitt Media. It was Bob-
bee Gabelmann, VP-programing,
Paramount Domestic Television.

To clarify relationship between
Worldvision and Honna-Barbera,
as it relates to Turner Broadcast-
ing’s possible purchase of anima-
tor (BROADCASTING, Sept, 9),
Worldvision handles sales of H-
B’'s animation predue, and it’s
unclear how buyout will affect
that agreement. Worldvision prod-
uct listed in story—Streets of San
Francisco, Love Boat, Little
House. etc.—is not a part of any
Turner-H-B discussions,

sales workshop sponsored by MTV Network.
San Antonio, Tex. Information: Spencer
Grimes, (212) 258-8434.

Oct. 16-17—Broadcast Cable Financial Manage-
wment Association and Broadcast Cable Credir As-
saciation board of directors meeting. Palmer
House, Chicago. Information: (708) 296-0200.

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

Oct. 16-18—{udiana Browdcasters Association
fall convention. Indianapolis. Information: (317)
638-1332.

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

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

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

Oct. 17—"The Road to Resulls,” affiliate ad
sales workshop sporsored by MTV Network.
Dallas. Information: Spencer Grimes, (212)
258-8434.

Oct, 17-18—Aluska 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—53rd annual American Associa-
tiom of Advertising Agenciex western region con-
vention. Hotel del Coronado. San Diego, Calif.
Information: Robert Stephens or Dan DeMaio,
(213) 658-5750.

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

8 Oct. 17-20—Society of Professional Journalists
national convention. Featured speaker: Peter
Amett, CNN correspondent. Slouffer Tower
g:islaysPlaza, Cleveland. Information: (317) 653-

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

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

Oct. 18—Minnesota Association of Cable Televi-
sion Administrators seventh annual mini-confer-
ence. Holiday Inn, Burnsville, Minnesota. Infor-
mation: Linda Magee, (612) 782-2812..

Oct. 18-20—Maussuchusetts Broadrasters Associ-
ation annual meeting. New Seabury Resort and
Hotel, Cape Cod, Mass. Information: Robert 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 Eliquette and Safely.”
seminar sponsored by Women In Cable. Chicago
chaprer. Information: Julie Johnson, (708) 524-
9455.

Oct. 22-23—0Occupational Health and Safety
Act compliance seminar sponsored by Narion-
al Cable Television Institute. Miami. Information:
(303) 761-8554.

Oct. 22-23—0hio Association of Broadcasiers fall
convention. Marriolt Inn North, Columbus.
Ohio. iInformation: (614) 228-4052.

u Oct. 23—American Women in Radio and Televi-
sion. Philadelphiu chapter meeting. Featured
speaker: Brian Lamb. founder and chairman,
C-SPAN. Sheraton Sociely Hill Hotel, Philadel-
phia. Information: (215) 946-2773.

Oct. 23—National Academy of Television Arts und
Sciences, New York chaper, drop-in luncheon.
Speakers: Phil Donahue, nationally syndicated
talk show host, and Viadimir Posner, interna-
tional journalist and Soviet political commenta-
tor. Copacabana, New York. Information: (212)
768-7050.

Oct. 23— John Bayliss Broadcust 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 Assaciation of Broadcasters
annual convention. Hilton East, Wichita, Kan.
Information: Harriet Lange, (913) 235-1307.

Oct. 24-26—Friends of Old-Time Radio 16th an-
nual convention. Holiday Inn-North, Newark,
NJ. Information: Jay Hickerson, (203) 248-
2887.

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

Oct. 25-27—"U.S.-Mexican Free Trade: Coop-
eration and Competition,” conference for jour-
nalists sponsored by Founduotion for American
Commumnications, The Fard Foundarion and The
Los Angeles Times. Ramada Renaissance Hotel,
Long Beach., Calif. Information: {213) 851-
7372.

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

Oct. 26-29—Sociery of Motion Picture and Televi-
sion Engineers 133rd technical conference and
equipment exhibil. Los Angeles. Information:
(914) 761-1100.
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OPEN MIKE

BOOMER REBUTTAL

EDITOR: Upon reading the article in the
“‘Radio’" section of your Aug. 5 issue
titled “‘Primary 25-54 Target Demo-
graphic Wobbles as Baby Bulge Ages,”
I would like to express my opinion.

First, the people quoted in this article
are experts in their field and sincerely
seem to be trying to help radio, but they
are not experts on the mindset of the
baby boomer. I am currently writing a
book due by the end of 1991, titled
**Boomers, the Ageless Generation.”" In
my book, [ address many of the issues
raised by this article after having done
extensive research on these very issues.

The boomer generation is a generation
that has its own mindset. They are a
very individualistic generation, and the
one thing alt boomers have in common
is that they do what they want to do,
when they want to do it and how they
want to do it. They listen to their chil-
dren’s music on the radio and their chil-
dren listen to theirs and influence the
things they buy. Radio needs to market
the boomer one year at a time, taking
each year by itself. Trying to do niche
marketing right now will only confuse
the marketers more than they are al-
ready.

What is television mentality compared
to radio? Radio was the only medium
that the boomers were chronologically
raised with, and [ see very little differ-
ence between radio and television, con-
sidering how individualistic the boomers
are. The example in your article of the
bank appealing to the older segment for
deposits and the younger segment for
auto loans is exactly why the banking
industry is in so much trouble today—
the banks should have started to appeal
to the boomers years ago. The boomer
generation spends their money; they do
not save it like their parents before them.
It doesn’t matter if their income is afflu-
ent or discretionary; for example, if you
are an impulse buyer and see a product
or service you want, discretionary in-
come will have little to do with pur-
chase. This is why there is more credit
card debt in this country than there ever
has been. The boomer is impulsive,

When will the people stop mixing ap-
ples and oranges by putting the boomers
with the seniors? To put a 35-year-old
with a 64-year-old is too far out. People

need to stop trying to shift the target
from 25-34 to 35-64 before they get
blindsided by the numbers and end up
hurting radio. The boomers will not turn
50 and stop listening to the Rolling
Stones; they will continue listening to
their music just as they always have.
The boomers will listen to their chil-
dren’s music and be involved with their
children’s activities because we are a
youth-oriented society and the boomer is
the adult teen age population.—Phil
Goodman, president, Western Media
Corp., San Diego.

NOT SO

EDITOR: In an interview in your Sept. 2
issue with Marty Lafferty, Olympics
Triplecast vice president, he said that
Cox Cable has cleared 21 of 23 systems
to carry the NBC Olympics Triplecast.

This statement is false and mislead-
ing. Cox Cable has not released any
information regarding carriage of the
1992 Olympics to anybody, including
NBC.—David C. Andersen, vice presi-
dent, public affairs, Cox Cable Commu-
nications, Atlanta.

INFORMATION REQUEST

EDITOR: No doubt there are many senior
BROADCASTING readers who remember
the late Allen B. DuMont, his television
network and individual stations. While
this gentleman's electronic accomplish-
ments are numerous, they've typically
been the province of footnotes.

[ am working on a manuscript about
Mr. DuMont, and would most appreci-
ate hearing from anyone with recollec-
ticns, photographs and anecdotes related
to this American broadcast pioneer.—
Peter Hunn. owner. wzzziAM) Fulton,
N.Y.

BILLING COMPLAINT

EDITOR: [ am very concerned about re-
cent moves to make advertising agencies
even less responsible than they are now
for billings they place with broadcast
stations.

We are allowed no input into the se-
lection of an advertiser's agency and are
offered no proof of the viability of that
agency, yet we are offered no option but
to deal with the advertiser’s choice. The
agency then grinds us down with the

**cost per point”’ charade and we run the
advertising. When this agency goes
bust, we are told the advertiser has al-
ready paid the agency and will not pay
our bill. Next, the salt is rubbed into the
wound when a new agency calls repre-
senting this advertiser and wants to place
new business. Anybody reading this
who can find logic in this system is a
better man than [.

I have just had an agency representing
a wine company suggest that they might
have to sue us because we run their
competitor's advertising but will not run
theirs because of an unpaid bill from the
old agency. Since they are the new agen-
cy, I should forget what the old agency
did to us. Neither agency is a concern of
mine but rather the wine company. [t
was their decision as to which agency to
hire, and [ contend that it is the wine
company’s responsibility to ascertain
that once it pays the agency. the agency

FOR SUB LEASE

21,000 sq. ft.

network operations
facility, Laguna
Niguel, 65 miles south
of L.A. Simuitaneous
mulitiple 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.
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promptly, pays the stations. Since they
prevent me from exercising any control,
it is unreasonabie to expect me to suffer
the consequences of their failure.

Many people use business managers
to pay the bills. Try telling the power
company that you've already paid your
now bankrupt business manager and
therefore they should eat your power
bill. Then introduce them to your new
business manager who expects credit to
begin immediately.

As to the suggested threat of suit, [
can only hope that the gentleman fol-
lowed my instructions to the letter. If so,
with only the loss of some court briefs, [
will have enriched the life of at least one
proctologist.—Tom Joyner, president,
Jovner Communications, Cary. N.C.

BIG ‘IF

EDITOR: Let me first correct an error on
your part: *‘Perennially low-rated wROC-
Tv" delivered a 3 rating/8 share (house-
holds) for 8 Eyewitness News (11-11:30
p.m.) in the July 1991 Rochester, N.Y .,
Nielsen survey, not the 3 rating/4 share
that was reported in your Sept. 2 issue.
Since WGRC elects to run its Ten
O’Clock Report at a time other than |1
p-m., it seems strange that the cable

channel's general manager, John Orr,

chooses to compare it with the late news
broadcasts on the three network affiliat-
ed stations. Should we point out that the
Ten O’ Clock Report, which delivered a
HH 2 rating/4 share, would have deliv-
ered @ HH 1.5 rating at |1 p.m. assum-
ing, of course, that viewers would select
his telecast over that of any one of the
three network affiliated newscasts?

Mr. O states that his newscast
**[would] beat them [WROC-TV]’” if they
were in the whole market. That makes
the grand assumption that the remaining
32% of the Rochester market would tune
in, on a proportionate basis, to his news-
cast in lieu of regular programing on
free, over-the-air broadcast television.

There continues to be a problem with
the disinformation that is spread by
some people in this business. Fortunate-
ly, most broadcasters don’t live by
»if’s.”” Imagine if we did...people
would make brilliant statements like: **If
WOKR(TV) broadcast their news at 10
p-m., it would deliver a 27 HH rating,”
and “if Jane Pauley was still on the
Today show, it would be more competi-
tive with GMA."”’

Quite frankly, if 1 were married to
Donald Trump, I wouldn’t be driving a
Buick.—Lynda Peterson, general sales
manager, WROC-TV Rochesrer, N.Y.
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T0P OF THE WEEK

EARLY RESULTS OF A FITFUL FALL SEASON

Fox takes advantage of scattered
premiere dates by rolling out shows
earlier and picking up viewers;
ABC, CBS and NBC debuting new
episodes through October

Ithough the network television

season doesn’t officially begin

until next Monday, Sept. 23, the
days when ABC, CBS and NBC simul-
taneously rolled out their new fall sched-
ules are long gone.

The new fall season actually began in
July, when Fox debuted original epi-
sodes of Beverlv Hills., 90210, and
won’t be fully under way until the third
week of October, when the last of the
network shows premiere. Thus far, Fox
has reaped the most benefits from an
early start, most recently with the season
premiere of Married...with Children on
Sunday, Sept. 8, which was the number-
one rated series for the week of Sept. 2-
8. It is the first time a Fox series has
occupied the top spot on the weekly
ratings charts.

Overall, ABC won the prime time rat-
ings week for Sept. 2-8,
paced by the perfor-
mance of Monday Night
Football, which was the
week's highest-rated
program, scoring an
18.3 rating/32 share for
the matchup between the
San Francisco 49ers and
the New York Giants.
For the week, ABC av-
eraged a 10.1/19, fol-
lowed by NBC with a
9.9/18, CBS with a

9.6/18 and Fox with a 7.4/14. ABC won
Monday, Tuesday and Friday nights;
NBC won Wednesday, Thursday and
Saturday, and CBS captured Sunday
night.

The 17.9/29 that Married...with Chil-
dren scored in the 9-9:30 time period
was almost a 50% improvement over
last year’s season opener; those strong
numbers benefited the show that fol-
lowed, the premiere of Herman's Head,
which scored an 11.9/20 at 9:30-10.
Both shows were number one in their
time periods, and, more important, Her-
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man's Head got the audience sampling
that networks desperately seek for new
shows.

The numbers for those two premieres
follow the successful debuts of other
Fox shows including Roc, which scored
a 7.6/15 in its first outing on Sunday,
Sept. 1. The show was second in the
time period and beat ABC’s Sunday
night movie and NBC's Real Life with
Jane Pauley. Roc’s performance was
also an improvement in the time period
average from last year in household
numbers and all the key demographics.

Both Cops, which premiered in Au-
gust, and Totally Hidden Video, which
debuted in July, opened with strong per-
formances. and both series ranked num-
ber two in their respective time periods.
Cops was the number-one show at 8:30-
9 among adults 18-49, and Totally Hid-
den Video was first among men 18-34.

The Fox show that premiered with the
most fanfare was Beverly Hills, 90210,
which opened its new season with an
11.6/21 at 9-10 p.m. on Thursday, July
11. Not only was it the highest rating
and share ever for the show, it was the
highest-rated premiere
ever for a Fox drama.
The show ranked num-
ber two at 9-10, beating
both ABC and CBS,

The early premiere ac-
tivity at the other net-
works is more scarce
than at Fox. As of last
week, NBC had pre-
miered only two enter-
tainment programs, CBS
began debuting shows
last Wednesday with the
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season opener of 48 Hours, and ABC
does not kick off any of its new shows
until tonight, Monday, Sept. 16, with
the bow of MacGyver.

The two-hour installment of 48
Hours, from 9 to 11 last Wednesday
night, averaged a 15.4/27 and propelled
CBS to an unexpected Wednesday night
win. On Thursday night, the network
debuted Top Cops at 8-9, The Trials of
Rosie O'Neill at 9-10 p.m. and the start
of the 13th season of Knots Landing.
Top Cops averaged an 11.0/19 in the 8-9
time period, ranking it second for the
hour. The Trials of Rosie O’Neill from
9-10 p.m. averaged a 10.1/16, coming
in third for the hour behind Cheers and
the first half-hour of the Bob Hope Spe-
cial on NBC and Beverly Hills, 90210,

From 10-11 Knor's Landing seems to

have picked up where it left off last
season, winning the time period with a
13.0/23.

NBC premiered The Fresh Prince of
Bel Air last Monday, and the second-
year comedy scored a 13.4/23, winning
its time period. The other entertainment
show NBC rolled out last week was The
Adventures of Mark & Brian, which
came in second in a preview airing at
8:30-9 last Monday. The show scored an
11/18, but won the time period among
the key demographics of children, teens
and adults 18-49. NBC is counting on
the show to bring that young audience to
the show’s permanent time period, Sun-
day, 7-7:30 p.m. It debuted in its regular
time slot last night. Nurses premiered in
its regular time slot of 9:30-10 p.m.
Saturday night. NBC also debuted two
news shows on Friday, Sept. 6, as Real
Life with Jane Pauley scored a 9.8/20 at
8-8:30 and Exposé averaged an 8.9/18.
The numbers for Real Life gave the net-
work its best Friday 8-8:30 performance
since March 1990. -sc

Syndicated programs premiere
fo fragmented audiences

chieving strong early sampling

has become increasingly diffi-

cult, particularly over the past
five seasons. Such was the case with the
1991-92 season’s ongoing saga of frag-
mentation blues, with last week’s syndi-
cation premieres of Paramount Domestic
Television’s The Maury Povich Show
and Tribune Entertainment’s Now It Can
Be Told. According to Petry Television
research, Povich turned in a four-day
(NSI, Sept. 9-12) 3.4 rating/11 share
average in 25 out of 27 metered markets
nationally, while Now it Can Be Told
averaged a 3.6/10. Each dropped one to
two share points from its lead-in pro-

graming.

Among the top-five metered markets,
which account for the first 22% of U.S.
household coverage, it was too early to
tell what long-term negative or positive
impact debuting syndicated fare will
have against incumbent programing.

The following programs’ ratings,
from three-day Nielsen Station Index
(NSI, Sept. 9-11) averages (provided by
Katz Communications), are broken
down by genre and the program’s per-
formance in those respective markets.

Talk shows

The Maury Povich Show, in instances
where it was not scheduled opposite in-
cumbent talks shows, fared better, but
where it butted heads with The Oprah
Winfrey Show or Donahue—in four out
of the five top markets—the competition
was much stiffer. Povich’s highest share
average came in New York, where it
posted a sixth-ranked 3.8/1t at 3 p.m.
(ET) on WNBC-TV, with wABC-TV’s Gen-
eral Hospital scoring a top-ranked
7.7/23.

However, King World Productions
counter programed Povich by kicking
off Oprah’s season debut with a fifth-
anniversary retrospective, further pump-
ing up her ratings. In its broadcast home
base, Chicago, Oprah soared with a
15/54 on wLs-Tv at 9 a.m. (CT), while
Povich managed a third-ranking 1.6/6
on WBBM-Tv. Again in Philadelphia,
Oprah dominated with a 18.1/45 on
WPVI-Tv, but Povich turned an improved
second-ranking 4.1/10 at 4 p.m. (ET) on
WCAU-TV.

Shifting westward, Povick could not
escape Oprah’s 10.4/29 on KABC-Tv at 3
p-m. (PT), but surprised observers by

Geraldo Rivera taping
‘Now It Can Be Told’

turning a fifth-ranked 2.5/7 average on
KCBS-TV to nudge out Donahue’s 2.2/6
on KNBC-Tv. But in San Francisco, Don-
ahue (distributed by Multimedia) held a
considerable 9.1/26 advantage for KGO-
TV to Povich’s third-ranked 3.4/10 at 4
p.m. (PT) on KRON-Tv.

News magazines

Now It Can Be Told benefited only
slightly from prime access slotting in the
nation’s top-two markets, where it is
cleared on Tribune-owned stations, and
fell victim to poor insertions in Philadel-
phia and San Francisco.

The Geraldo Rivera-hosted investiga-
tive strip realized its best rating in the
top five in Los Angeles, where it aver-
aged a seventh-ranked 4.2/7 on KTLA-Tv
at 7 p.m. (PT). In New York, NICBT
posted a sixth-ranked 3.9/7 average on
WPIX-TV at 7:30 p.m., finishing behind
news strip A Current Affair (9.2/16), on
WNYW-Tv, and game show Ruckus
(4.5/8), which is being tested on WNBC-
Tv in association with Columbia Pic-
tures Television,

KRON-TV inserted N/CBT at noon,
where the news magazine’s 2.3/9 ranked
fourth in the market, behind KPIX-TV’s
half-hour newscast (4/15), KTvVU-TV’s
midday news (2.8/11) and KGO-TV's
soap, All My Children (1.5/28). Buried
at 1:30 a.m. on KYW-TV in Philadelphia,
Now It Can Be Told averaged a third-
ranked 1.8/12.

Children’s strips

From the top-five markets it became ap-
parent, for the time being, that Buena
Vista’s two-hour block of Disney After-
noon programing-—buoyed by the
launch of Darkwing Duck—held a stight
advantage over Fox Children’s Network
programing (which was joined by
Warner Bros.” Beetlejuice and, in some
cases, Henson Associates’ Muppet Ba-
bies).

On Disney-owned KCAL(TV), The Dis-
ney Afternoon averaged a 5/14 against a
4.5/12 average for KTTV(TV)'s Fox Chil-
dren’s Net, from 3 to 5 p.m. Darkwing
Duck posted a 6.1/15 measuring, while
Warner Bros.” Beetlejuice and Tiny
Toon Adventures averaged 4.7/12 and
5.2/12, respectively, for KTTv(TV).
However, KTVL(TV) San Franciso, long
considered a stronghold of FCN pro-
graming, averaged a 2.8/9 for the 3-5
p.m. time period, while Disney After-
noon averaged a 2.3/7 on KBHK-Tv.
Closing hour anchors Beetlejuice and
Tiny Toon Adventures had 2.6/9 and
3.5/10 averages, respectively, slightly
ahead of DA’s Tale Spin (2.1/7) and
Darkwing Duck (3.3/9). -
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BATTLE LINES FORM ON MARSHALL REAPPOINTMENT

Policy skirmishes with Sikes prompt rumors he may oppose her return next year,
but solid circle of White House friends plus MPAA support give her a boost

Ithough Sherrie Marshall has

more than nine months left in her

current term as an FCC commis-
sioner, Washington communications cir-
cles are already abuzz with speculation
about her reappointment—a reappoint-
ment that appears far from certain.

Marshall dismisses reports she has be-
gun lining up support at the White
House and on Capitol Hill. With her
current term running through June 30,
1992, she says, it would be premature to
launch a reappointment campaign.

**I haven’t gone up to anyone and said
I want to be reappointed,”” she said.
*“When the time comes, you let your
supporters know to let their views be
well known.”’

But, she added, ‘*People are wonder-
ing about what | might do. and I'm
letting them know I'm enjoying the job
and see myself staying at it for a long
time. I'm not saying. ‘Guys. ['m out of
here.” **

No consensus exists at the FCC or
within the industries it regulates on Mar-
shall’s prospects. A majority believes
she will win reappointment, but a signif-
icant minority doubts it. The comments
range from ‘‘she’s a shoo-in'" to *‘she
doesn’t have a snowball's chance in
hell.*”

Not heard from are the actual deci-
sionmakers within the White House,
who are far from even considering an
appointment some nine months before it
has to be made.

A long-time Reagan-Bush loyalist,
Marshall almost beat out Alfred Sikes
for the chairmanship of the FCC when
both secured their first appointments two
years ago. Nonetheless, she may find
herself in a fight to fulfill her hope of
**staying at it a long time."’

If she prevails, the reward could be
great. Sikes’s own term as chairman is
up in June 1993, and he is said not to
want another turn. If Marshall is reap-
pointed and Bush is re-elected, she
would have a solid shot at the chairman-
ship.

Many FCC watchers believe Sikes
will oppose Marshall’s reappointment
and, perhaps, promote his own candi-
date for the job. Others believe he will
merely withhold his endorsement.

Although Sikes and Marshall share
the same regulatory philosophy. they
have battled each other from day one.

Forging a majority with Commission-

FCC Commissioner Sherrie Marshall

ers Andrew Barrett and Ervin Duggan,
Marshall has successfully frustrated the
chairman’s policymaking ambitions on
major issues. The group prevented Sikes
and Commissioner James Quello from
repealing the financial interest and syn-
dication rules last April, and forced
Sikes last year to water down an FCC
report critical of the cable industry.

Sikes was unavailable for comment,
and his chief of staff. Terry Haines,
declined comment.

Far more threatening to Marshall's re-
appointment than Sikes's possible oppo-
sition are those at the White House who
felt she was off the reservation in advo-
cating partial retention of fin-syn. They
include Chief of Staff John Sununu and
Michael Boskin, chief of the President’s
Council of Economic Advisors.

In the heat of the fin-syn battle, Sun-
unu sent a letter to Capitol Hill that most
read as a confirmation of CEA"s position
in favor of repealing the rules and a call
for Marshall, Duggan and Barrett to ral-
ly round the position. “*The President
expects his appointees at the depart-
ments and agencies to carry out [his)
principles to the extent they can do so
consistent with legal framework enacted
by Congress,’” he said (BROADCASTING.
Feb. 18).

As Sikes would attest, Marshall has a
lot going for her and her reappointment.
She worked hard for the Reagan admin-
istration during the 1980’s and built a
network of friends whose influence has
carried over into the Bush administra-
tion. The network encompasses the likes
of Secretary of State James Baker and
Richard Darman, director of the Office
of Management and Budget.

In addition, the Hollywood communi-
ty, led by the Motion Picture Associa-
tion of America, should go to bat for
her. By insisting on relaxation rather
than repeal of the fin-syn rules, Marshall
has guaranteed programers and distribu-
tors a large share of the revenues gener-
ated each year by the sale of off-network
programs in syndication.

The MPAA can call on several high-
powered lobbyists with close ties to the
Bush administration to put in a word for
Marshall. Among them: Ken Duberstein
and Craig Fuller.

Unless they are absolutely certain
they can bring Marshall down, the
broadcast networks that blame Marshall
for not winning repeal of the fin-syn
rules are unlikely to try to negate Holly-
wood’s support for Marshall with their
own opposition. But they do have an
incentive: the courts could send fin-syn
back to the FCC on remand next year.

How far Sikes goes in opposing Mar-
shall may depend on how vulnerable he
thinks she is. Like the networks, he may
not want to strike unless he is certain he
can win. On the other hand, he may feel
the relationship has deteriorated to the

- point where he has nothing to lose.

It is also unclear how much clout
Sikes will have in the appointment pro-
cess. His endorsement helped Quello
win reappointment last June, but Mar-
shall represents a whole new set of polit-
ical dynamics.

History tells little with certainty.
Mark Fowler, who served between 1981
and 1987, enjoyed a great deal of influ-
ence. In cases where he did not success-
fully sponsor candidates, he was able to
at least exercise a veto. But Fowler’s
predecessor during the Carter adminis-
tration, Charles Ferris, reportedly failed
in an effort to oust Quello.

Marshall has good reason to begin her
campaign early. Not only might it pre-
empt challengers. but it might prevent a
Democratic election-year stall. If the
Democrats believe they have any chance
of capturing the White House next year,
and Marshall's nomination comes in
late, Senate Democrats controlling the
FCC confirmation process could put off
hearings and a vote until after the elec-
tion.

But there are dangers with kicking off
the campaign too early. Said one observ-
er: “‘The longer she’s out there, the
longer they have to shoot at her.”” -
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NAB COMES
RADIO 1991

The NAB's radio convention at the Moscone Center in San Francisco registered
fewer attendees than Radio '90, but many sessions were standing-room only.

DOWNTURN AND DAB DOMINATE MOOD AT RADIO '91

Impact of digital audio, economic stagnation fuel broadcasters’ concerns

he mood at the National Associa-

tion of Broadcasters Radio '91

convention in San Francisco last
week was one of resignation that vast
changes are coming quickly to the radio
industry, and broadcasters had better
prepare for them.

Much of that change will come on
the technical side, as industry leaders
and policymakers wrestle with the dig-
ital audio broadcasting juggernaut.
Love it or hate it—and many broad-
casters are just plain scared of it—
DAB is an imminent and inevitable
technology, one which most broadcast-
ers at Radio '91 conceded must be
dealt with in such a way as to inflict as
little change and economic upheaval on
the radio industry as possible.

As FCC Commissioner Sherrie Mar-
shall told a skeptical crowd: ‘‘This
sweeping [DAB] evolution need not be
met with fear...[because] your industry
continues to adjust effectively, and that
adaptability bodes well for the industry
as the advent of DAB ushers in other
seemingly overwhelming forces.

A technological breakthrough such
as digital audio cannot be suppressed,’’
Marshall said, and she urged local oper-
ators to ‘‘capitalize on the new technol-
ogies and build on your strengths as both

a free-and locally rooted audio service.”

The greatest “‘threat’’ that DAB poses
to the radio industry is the prospect that
“‘we wind up with a system that does not
meet our needs or, worse, significantly
degrades our industry,’”” according to
Bob Fox, NAB board member and presi-
dent of KVEN.-AM.KHAY-.-FM Ventura,
Calif.

Many attendees at the standing-room-
only DAB sessions lamented that DAB
debuts when the industry can least afford
change. Sagging market revenues, flat
station values, a dearth of buyers and the
persistent nationwide recession have cre-
ated a gallows humor about the short-
and long-range future of the radio indus-
try.
These far-reaching economic con-
cerns were evident on the floor of the
convention itself. The overall mood was
cautiously upbeat among those in atten-
dance, but the more telling story was
perhaps told by those who were missing.
Heavy debt and local market pressures
forced many convention veterans to stay
home; as one broker told BROADCAST-
ING, ‘‘just about everyone I expected to
see at this thing decided not to come.”
While Radio ’91’s attendance figures
were not available at press time, NAB
executives candidly admitted that this

number was ‘‘below the figures for Ra-
dio 1990 in Boston but above Radio 89
in New Orleans.” Likewise, exhibit
spacc dropped from the 42,000 square
feet reported last year to 34,000, and
traffic on the exhibit floor was described
as ‘‘barely modest’’ by one supplier,
who observed that bottom-line-con-
scious station operators are less likely to
go on an equipment shopping spree
when their bankers are looking over
their shoulders.

On the upside, those who came to the
convention—including some 600-plus
international broadcasters—turned out in
force for the working sessions. Many
quickly overflowed out into the halls, as
managers and programers got down to
the business of guiding their stations
through the post-1980’s *‘era of opera-
tions.”’ .

Aside from the DAB debate (see page
23), radio management, programing and
sales/marketing sessions focused on
winning strategies and tactics that will
help broadcasters deal with the increas-
ing challenges of operating their sta-
tions. Keynote speeches were delivered
by DDB Needham Worldwide Chair-
man/CEQ Keith Reinhard, who spoke
on the need to *‘think upside down [and)
don’t let your mind become polluted
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with knowledge’’; New York Governor
Mario Cuomo, who expressed his
thoughts on how to assess tough man-
agement situations and come up with
workable solutions and recording artist/
producer Quincy Jones, who offered his
views on the latest trends and techniques
in audio production.

Also, President George Bush ad-
dressed the convention via live feed
from the White House, extending his
appreciation to ‘‘many NAB member
stations that offered such great suppost
to our troops during Desert Storm."
Bush also spoke of radio’s significant
contribution in the recent aborted Soviet
coup, both in reporting the news accu-

rately and for providing an avenue of

 information for Soviet President Gorba-
| chev during his house arrest.

Additional programing workshops fo-

" cused on such topics as database market-

ing, value-added promotions, ratings
analysis and 14 specialized formats.
Marketing sessions included an exten-
sive forum sponsored by the Radio Ad-
vertising Bureau that examined winning

[ sales strategies for local radio stations,

while the management schedule zeroed
in on generating new revenue, winning

| positioning strategies and the use of al-

ternative media in marketing plans. En-
gineering sessions dealt heavily with the
ongoing questions of DAB, but also |

looked specifically at AM direction an-
tennas, radio data systems and new FCC
technical regulations.

Closing out the show Saturday eve-
ning was the third annual presentation of
the Marconi Radio Awards at the San
Francisco Civic Auditorium. Hosted by
veteran radio personality Dick Clark, the
awards ceremony featured 23 awards
handed out by such industry notables as
Rick Dees, Casey Kasem, Rush Lim-
baugh, Deborah Norville, Charles Os-
good, Gary Owens and Donny Osmond.
The black-tie event also included a mix
of musical entertainment from the Qak
Ridge Boys, Kenny Loggins and the
Whispers. /68

DAB TAKES CENTER STAGE AT RADIO '91

NAB backs off slightly from Eureka position; DAB task force now
looking at in-band systems should L-Band not be available

according to Alan Box, DAB |

ot unexpectedly, digital audio | DAB,
broadcasting stole much of the | Task Force chairman.

show at NAB’s Radio 1991 in
San Francisco last week as its pros and
cons, confusions and clarities, and fears
and concerns took center stage.

The National Association of Broad-
casters scheduled four days of discus-
sion and debate on the DAB controver-
sy, which, at various times, was termed
““a threat,”” “‘inevitable’” and ‘‘a can of
worms’’ by many broadcasters who
questioned the haste with which DAB
technology is proceeding. Considerable
criticism also continued to be directed at
the NAB itself, whose Radio Board last
January adopted an 11-point DAB strat-
egy—and enjoined NAB to support the
Eureka 147 DAB system in which it
would also have a financial interest
(BROADCASTING, Feb. 4). That latter
possibility generated considerable indus-
try criticism, which led NAB to take a
decidedly defensive, if not apologetic,
tone last week.

While NAB staff still appears to be
pushing for the Eureka 147 system, the

NAB DAB Task Force appears to have .

conceded that other possibilities are
worth examining. Because a ‘‘very real
possibility’” exists that the L Band even-

tually may not be allocated for DAB

applications in the U.S., and because
proponents of alternate DAB transmis-
sion systems are working furiously to
develop ‘‘in-band’’ DAB transmission
systems—those that would work within
existing FM spectrum allotments—the
NAB’s DAB Task Force has concluded
that ‘‘the radio industry must develop
other options for the implementation of

I

Broadcasting Sop 16 1991

Box explained to an SRO audience |
last Wednesday that the task force is |
concerned that a failure to provide for
the option of L Band DAB could leave
the radio industry ‘‘with no future DAB
options.”” Thus, he said, the task force
has begun to discuss options that could
find a way to implement a DAB system
*“‘using spectrum already allocated for
AM and FM broadcasting.’” In that re-

Attendees line up for a Radio 91 working
session inside the Moscone Center.

gard, the task force encourages the in-
vestment in, and the support of, in-band
technologies as a positive option for the
radio broadcast industry.

Should the Eureka 147 system still
win over other DAB proponents, the
previous financial relationship between
Eureka and NAB might negotiate an
agreement ‘‘by which U.S. broadcasters
could receive royalty revenues on the
sale of receivers incorporating DAB
technology. Additionally, plans are un-
derway to form a new organization that
would own the rights to Eureka technol-
ogy so that no one individual, company
or association would singly profit from
implementation of the Eureka system.
*‘If NAB is able to successfully negoti-
ate control of these rights, interested
broadcasters will be invited to partici-
pate in whatever royalties might
emerge,”” Box said.

Reiterating that DAB technology is
here to stay, NAB Executive Vice Presi-
dent John Abel reminded broadcasters
that radio is just one of many facets of
the burgeoning digital marketplace.
**The radio industry competes in the
larger audio/video consumer market-
place,’’ he said. ‘‘Although we don’t
compete directly with some of the other
consumer products, time spent with an-
other product is time that is not spent
with radio—so it is useful to look at
digital audio technology from the con-
sumer perspective.’’ Citing statistics de-
signed to illustrate the great speed with
which digital-based consumer electron-
ics have taken hold in the U.S., Abel
observed that ‘‘broadcasting is merely
one participant of many in a much larger
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e “future shock” of digital udi broadcasting took center stage at Radio "91; pictured

following the opening DAB session are (I-r): NAB board member Robert Fox, KVEN Broad-

casting, Ventura, Calif.; NAB Radio Board Chairman Dick Novik, WKIP(AM)-WRNQ(FM)

Poughkeepsie, N.Y.; FCC Commissioner Sherrie Marshall; NAB President Eddie Fritts, and
NAB DAB Task Force Chairman Alan Box, EZ Communications, Fairfax, Va.

audio distribution marketplace. As a
whole, we should try to increase our
share of listener’s time by strategic
choices of technology, programing, and
marketing.”’

Whether the DAB technology that
eventually is selected is ‘‘in-band”’ or
*‘out-of-band,”’ many competitive mar-
ketplace and economic and policy issues
exist, and any transition to DAB is going
to force several of them, Abel said.
Among these are increased competition
from DAB ‘‘drop-ins’’ that could arise

from too much new spectrum, the parity
(or lack thereof) of AM and FM on a
new, level playing field, the time in-
volved before DAB receiver penetration
reaches a ‘‘critical mass’’ such that tra-
ditional AM-FM spectrum is ‘‘turned
in’’ to the government, and how long
simulcasting of DAB and analog pro-
graming should be allowed (or enforced)
during the DAB transition period—and
competition that might arise from the
introduction of satellite-delivered DAB
programing.

This latest issue poses a significant
threat to traditional radio broadcasters,
particularly the great majority of those
stations that might lose considerable na-
tional or regional ad revenue to these
competing systems, explained Bob Fox,
member of the NAB Board and chair-
man of KVEN Broadcasting in Ventura,
Calif. **Satellite DAB services are, by
definition, going to be regional or na-
tional and, if authorized, will compete
directly with local broadcast stations for
regional and national advertising dol-
lars,”’ Fox said. ‘*Loss of even a portion
of that revenue to satellite DAB services
could be a death blow for marginal sta-
tions.”’

One area of common ground among
broadcasters is that too many questions
and too few tested alternatives exist for
industry leaders, regulators and legisla-
tors to develop a simple policy on digital
audio broadcasting. Much of DAB’s im-
mediate fate will be determined at the
World Administrative Radio Conference
to be held just five months from now
As part of this process, ‘‘NAB has the
heavy responsibility of trying to balance
all of our interests and form a cohesive
and coherent direction,”’ said NAB Ra-
dio Board Chairman Dick Novik. ‘‘To
do this most effectively we need the
support of each and every radio sta-
tion.”’ —RE8

RADIO URGED TO SHELVE ‘GOLDEN AGE MEMORIES’

Reinhard’s keynote tells industry to prepare for new ways of doing business

Y ou have proven yourselves to be
masters of change,”’ Keith Rein-
hard, CEQ and chairman of DDB
Needham Worldwide, told a standing-
room-only audience at the Radio 91
convention, “‘and you should be proud
of that, and you should be glad that you
are because it is time to change again."’

Reinhard encouraged radio executives
attending the sales and marketing key-
note address to shelve the old ways of
doing business, including competing
against one another and other media.
Survival will only be possible, he said,
by discarding the old and mastering the
new. ‘‘We’ll need to throw away our old
trophies—put the golden age memories
on the shelf forever, and accept the fact
that once again it is time to change.”

The most important thing to know
about doing business in the *90s, he
said, is that the proliferation of media
outlets has put the consumer in control
of programing.

Reinhard cited DDB’s “*Personal Me-
dia Network® approach. The prospec-

'Keith Reinhard of DDB advised the
radio audience to build stronger working
relationships with ad agencies.

tive target’s media usage is plotted on a
graph and the media plan for a campaign
designed around it. ‘*‘All media forms
are orchestrated into one media network,
the prospect’s media network.

*“We are changing our approach. You
need to change yours so that you can

become important contributors to these
communications programs, rather than
mere executors of parts,”’ he said.

He recommended three moves for ra-
dio: improve its image, think of media
integration and bring creative ideas 10
the table. ‘“To succeed at number three
you will need to deal with number two,”’
he said, ‘‘which will go a long way
toward accomplishing number one."’

Among_the other moves radio should
make for the *90s is to assemble a group
of agency people and a group of radio
executives to discuss the medium’s
problems working with agencies. Radio
should find ways to encourage agencies
to establish in-house radio shops, he
said, and he suggested that in smaller
markets, radio make its studios available
to agency creative people so that they
can ‘‘work with the concept in its real
form, rather than at a typewriter.”’

*‘Start thinking automatically about
integrated plans,”” he said, ‘‘and stop
selling against other radio stations and
other media.”’ -ic
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NETWORK HEADS DECRY COSTS, PUSH FALL SCHEDULES

tial to the tong-term health of the

network television business ac-
cording to the four network television
presidents who addressed runaway costs
and their fall schedules at a luncheon last
Thursday in Los Angeles sponsored by
the Hollywood Radio & Television So-
ciety and moderated by ABC News
commentator Jeff Greenfield.

Peter Chernin, president, Fox Enter-
tainment, said an element of hypocrisy
exists among the networks when dis-
cussing costs. Although they are anxious
to see a decline in prices, they are still
quick to demand a specific actor for a
series and to pay whatever is needed.

Jeff Sagansky, president, CBS Enter-
tainment, assailed agents’ fees, which
he said at times are the most expensive
component of a show, and suggested
one way to keep down costs is to use
more tape technology rather than the
more costly film. He said if costs aren’t
controlled more effectively, the result
will be more reality shows and low-
budget programing.

Each of the presidents also speculated
on which new shows on their fall sched-
ules would receive the most critical ac-
claim. Bob Iger, president, ABC Enter-
tainment, said he expects Sibs, from Jim
Brooks, Home Improvement, starring
comedian Tim Allen, and Home Front,
a new drama from David Jacobs, to gen-
erate press attention. Warren Littlefield,
president, NBC Entertainment, named
I'll Fly Away, from Joshua Brand and
John Falsey, Eerie, Indiana, and Rea-
sonable Doubts, which stars Marlee
Matlin and Mark Harmon. Chernin cited
Roc and Herman’s Head, and Sagansky
named Brooklyn Bridge, from Gary Da-
vid Goldberg, and Princesses.

On the importance of a network being
number one in the prime time ratings, all

l owering production costs is essen-

Leslie Moonves, president of HRTS and Lorimar Television (1) with Bob Iger of ABC, Jeff
Sagansky of CBS, Peter Chernin of Fox and Warren Littlefield of NBC, who agree production

costs must be lowered to insure the health of the networks.

agreed to varying degrees that the dis-
tinction is important. [ger repeated
ABC's stance that from a business
standpoint, it means nothing, given that
advertisers buy according to demograph-
ic strength, but said the race for number
one is important from a morale stand-
point. Greenfield countered that given
the predictions of the impending demise
of at least one network, the race for the
prime time crown ‘‘is rather like a race
around the deck of the Titanic."’

Big three promote themselves
as well as network TV

‘‘Appointment viewing”’ was the catch
phrase at a ‘‘Premiere Week Preview'’
conference held in New York last week.
Executives from ABC, CBS and NBC
told the media buying community that
one of the advantages to network pro-
graming is less zapping of commercials
and channel changing during their pro-
graming and that people keep ‘‘appoint-
ments’’ with network shows. The con-
ference, sponsored by the Network
Television Association and attended by

CBS GIVING UP 10-11 A.M. HOUR TO AFFILIATES?

ne week before NBC kacks back the U011 am. bour o its athliates, CHS,

which airs six hours of davtime programing compared with ABCs and NBC's
five, 15 =aid to be examining a similar plan. According o one producer who was
developing & senes for CBS's davtime schedule, the project was cancelled by CBS
expcutives who cited the possibality of losing the 10-11 a.m. hour.

I e do it i will have more (e do wath what forces are at play i the local
muarkets than amy CBS poficy,” said Jeff Sagansky, president, CBS Entertainment,
who acknowledged pressure from somse affiliates to metum te hour. The network
cumently schedules Designing Womnen repeats and Family Feud in that time, with
aflilizte clesrances at 65705, However, Tony Malara, president, affiliate relations,
CBS Inc., said despile the clesrance level CBS i stll ahle ioosell the time period
effectively, A plan 10 do it [return the hour| wioudd only come after the situation
wats unlenable, and we're a long way off from that point,”’ =aid Malara,

the agency community, brought together
Alan Sternfeld, ABC Entertainment vice
president, planning and scheduling; Pe-
ter Tortorici, CBS executive vice presi-
dent, entertainment, and Perry Simon,
NBC executive vice president, prime
time programs. According to NTA Pres-
ident Peter Chrisanthopoulos, this was
the first time the three networks were in
one place at one time to review their
new-season prime time lineups.

The three executives promoted (and
defended) network TV almost as much
as their own schedules. For example, in
praising the success of Rescue 911,
CBS’s Tortorici said the series did not
take viewers from other network shows
as much as bring new viewers to the
networks. *‘If we do a good job, we can
get more people to watch [the net-
works].”” The CBS executive added
there is no reason the three networks,
which get 70% of adult viewers on Tues-
day, can get only 56% on Friday.

There was some disagreement on the
value of *‘premiere week,’" with Tortor-
ici arguing for it, saying it brings view-
ers to the shows. NBC’s Simon dis-
agreed, saying premiere week is like
*‘going into Times Square when you
want to be heard.”” NBC, he said, is
“aggressivély looking at new ways lo
introduce shows.’’

Advertising boycotts also came up at
the conference, and Tortorici told the
audience, primarily media buyers, it is
‘‘dangerous’” to let a ‘‘loud, small mi-
nority speak for the majority.”’ NBC’s
Simon said he thinks there is a double
standard for network programing com-
pared to the sometimes racy shows on
Fox. Still, Simon concluded: *‘Tt is 1991
and we have to put on shows that speak
to contemporary sensibility."’ -S¢ ¥
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HBO CHIEF NAMED TO HEAD TIME WARNER CABLE

New group will consolidate holdings in TBS, Queens system, news channel and WGRC

he president and chief operating

officer of HBO since 1998, E.

Thayer Bigelow, has been named
president and chief executive officer of a
new entity, Time Warner Cable Pro-
graming. He will be succeeded at HBO
by Jeff Bewkes, who has been executive
vice president and chief financial officer
of HBO since August 1990.

The new cable unit will include Time
Warner's 20% interest in the Turner
Broadcasting System; the programing of
the 150-channel system in Queens, most
notably 50 channels of pay per view; the
New York City Cable Group's planned
24-hour news channel, scheduled to
launch early in 1992, and the local origi-
nation channel wGRC in ATC’s Roches-
ter system. Ownership stakes in E! En-
tertainment  Television, BET and
Comedy Central will remain under
HBO’s auspices.

Bigelow will report to Joseph Collins,
chairman and CEO of Time Wamer Ca-
ble. Operations of the Queens system
and the news channel will continue to
report directly to the New York City
Cable Group, headed by Richard Aure-
lio. Bigelow will have powers of over-
sight on those projects and others.

A large part of Bigelow’s position, he
said, will be ‘a developmental role, to
see what the main issues are and whether
they can be rolled out on a national
basis,”” such as the New York regional
news channel or a local origination
channel like WGRC. In the case of WGRC,
Bigelow said: ‘“We’re not going to go
out and launch six other WGRC's. We've

Thayer Bigelow, president-CEQ,
Time Warner Cable Programing

got to see what's going on there, why
programs that do well on independent
stations are getting ones'’ in the ratings
on WGRC.

According to one Time Warner exec-
utive, the creation of the cable program-
ing unit *‘is clearly a tweaking of [Time
Warner Enterprises President and CEO
Bob) Pittman.’’ Pittman has ‘‘a way of
making people think that these things are
part of Time Warner Enterprises,”” said
the executive, adding that the new unit
“‘makes it clear that these ventures, and
future cable programing ventures, are
not a part of Time Warner Enterprises.”’
A spokeswoman called those comments
**malicious and inaccurate sniping’” and
said Pittman has never claimed to have

control over those areas. Pittman’s divi-
sion includes Court TV and the Six
Flags amusement parks.

HBO’s new president, Jeff Bewkes, is
said to have long been groomed for his
promotion. As CFO, he has not only had
his hands on the financial reins of HBO
but also on such diverse areas as the
application of new technologies, and su-
pervision of the management of E! and
HBO Independent Productions. Bewkes
acknowledges he begins his new job
during what is *‘a challenging time for
HBO and pay networks in general.’”
HBO’s subscriber count is down so far
this year, and Cinemax’s is flat, said
Bewkes. He expects both networks to be
flat in terms of subscribers by year’s
end, but earnings to be up 10%.

Bewkes expects steady subscriber
growth in the future, though not dramat-
ic increases. HBO will continue to shore
up its ancillary businesses and create
new ones. All these are and will be
‘‘businesses we are building on the pay-
TV foundation,’’ he said. So far, those
businesses include home video; planned
international ventures in Asia, South
America and Hungary; the three basic
networks HBO controls, and series and
movie production for other networks.

HBQO is also looking for multiplexing
to help its core business. In a month-old
test in TeleCable systems viewership is
up, but it is too early to measure multi-
plexing’s success, said Bewkes. He ex-
pects the three HBO and the three Cine-
max channels to be testing in 20 systems
by the end of the year. -5oM

CHENEY AND MEDIA TO DRAW UP WAR COVERAGE GUIDELINES

5ecretary of Defense Dick Cheney and several top media
executives met formally for the first time last Thursday to
discuss coverage issues raised during the Persian Gulf war.
The disparate factions agreed to work together to draw up a
set of puidelines by February 1992 that will outline media
coverage of future conflicts.

Associated Press President Louis D. Boccardi described
the hour-long session at the Pentagon as *‘firm, but courte-
ous.”’ He said that the meeting was useful in conveying
media concerns, but stopped short of saying he was optimis-
tic about the outcome. ‘‘I don’t think we know enough yet to
characterize it,"’ he said. Boccardi stood by the media’s
decision to meet with the Pentagon rather than try to circum-
vent the military in future conflicts.

*“This is a more responsible way and, if it can be made to
work, will be better for all concerned,’” he said.

Also at the session were Roone Arledge of ABC Mews:
Katharine Graham of the Washington Post; David Laventhol
of the Los Angeles Times; Burl Osborne of the Dallax Morn-
ing News, and immediate past president of the American
Society of Newspaper Editors, and Clark Hoyi, Kmighi-
Ridder Washington bureau chief.

Among the major concerns expressad by the media exécu-

tives was the role of military escorts during the Persian Gulf

war, who, according to Boccardi, served as ohstucles rather
than facilitators to the media.

The meeting took place six months afier a failed atempi
by a federal judge in New York to convince the Pentagon to
enter such talks with The Nation and iher media organiza-
tions. The Radio-Television News Directors Association will
hold an Oct. 11 meeting in Washington to unifv the media in
how it deals with military rules during conflicts. -
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At last...

a cure for
the common
infomercial.
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PINT I
#2Infonet
K|S 5

Uncommon infomercials on the new Infonet” channel.

Sure, infomercials are just the thing for turning a profit on unprofitable time.
Trouble is, running too many infomercials could eventually cost you viewers.

The solution?

Better infomercials.

Infonet, a new merchandising channel from the leader in
the field, Home Shopping Network, is based on the
premise that infomercials, properly done, can be
intelligent, entertaining, even fun. The fact is, even bad
infomercials sell; good ones sell better.

Strict quality control.

Program quality will be maintained in two ways.

1. We produce many of them ourselves. Our new pro-
duction facility is state-of-the-art, our staff includes
EMMY- and CLIO-winning writers and producers.

2. Infomercials and products submitted from outside must
pass before the critical eyes of our tough Policies and
Procedures Committee.

Innovative programming.

A sample of our planned programming includes. . .

® Travel Club Shows offering cruise and vacation
packages;

¢ Fashion shows offering the newest collections;

® Programs for hobbyists, including dolls and sports
memorabilia;

* A segment on personal computers;

 Plus cooking shows, exercise shows, cosmetic and
beauty shows, all stylishly presented and beautifully
produced.

Experimentation, celebrities and the fun
of live TV!

During our first few months, between ordinary
infomercials, we’ll be experimenting with new ideas and
formats. We’re already a testing ground for celebrity hosts
and presenters. And we’ll actually be testing live
infomercials for fun and entertainment value.

The Service Bureau:
fast, accurate fulfillment.

When it comes to fulfillment, there’s never a glitch on
Infonet. Our Service Bureau has more phone and
telemarketing capacity than any other carrier on earth:
20,000 lines. . .that’s power! Ordering and delivery are
prompt and accurate. . .always.

For cherry pickers...sweeter cherries.

Performance histories of new programming will be kept
during our testing period and beyond. By January, Infonet
will be a cherry picker’s dream, earning you generous
percentage allowances on once-unprofitable time. It’s an
opportunity to fill openings in your system with high
profit, and high quality programming.

For information: 1-800-964-9623.
Don't wait to participate in this exciting new
merchandising concept. Call today.

©1981 HSN. A New York Stock Exchange Company - Trading Symbol HSN. All Rughts Reserved

Infonet. Where the infomercial comes of age...
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COSBY, DUCK FLY HIGH AT PILOT TAPING

Comedian’s hometown audience likes new ‘You Bet Your Life’; sales push for
Carsey-Werner fall 1992 strip to get underway shortly

he new Bill Cosby, opting to shed

his trademark multi-colored sweat-

ers, returned to his hometown
Philadelphia late last month sporting a
three-piece suit for the shooting of Car-
sey-Wemer Co.’s pilot revival of You
Ber Your Life (BROADCASTING. June
24). Judging from the reaction of Phila-
delphia Enquirer entertainment reporter
Joe Logan, who clandestinely obtained
tickets to the taping, Cosby and Carsey-
Werner “‘appear to have all their ducks
in a row’ (pun intended) for a concerted
sales push of the proposed fall 1992
syndicated strip.

In seeking to differentiate the new
show from the original (1950-61), host-
ed by Groucho Marx, Cosby and the
Carsey-Werner production team
changed the white duck that dropped
down when a contestant guessed the
**secret word’” to a black duck complete
with cigar and Temple University sweat-
shirt (Cosby’s alma mater). Of the 900-
plus people that attended the Aug. 22
taping at the Walnut Street Theater, Lo-
gan wrote that the audience “‘giggled,
clapped and, at times, roared as the co-
median did nothing less than pure Cos-
by...scoring laugh after laugh with the
facial expressions America has come to
know and love.™

Station executives and industry-
watchers across the country seem to
think the new Cosby vehicle could pre-
sent the first serious challenge to the
prime access ratings dominance of
Wheel of Fortune and Jeopardy! {from
King World), Entertainmenr Tonight
and Star Trek: The Next Generation
(Paramount). With at least two complet-
ed pilots in post-production, the advance
hype has not been lost on Bob Jacobs,
who is expected to soon be formally
named president of the newly formed
Carsey-Werner Distribution Co.

Before the taping, Logan reported that
Cosby stood up and told the audience,
**If this show works, it will be in the city
of Philadelphia.”* Logan later told
BROADCASTING that Cosby, with homes
in California and Connecticut, has a
“relatively’” short commute from the

Bill Cosby and ‘You Bet Your Lif¢’ contestants at pilot taping in Philadelphia

latter to Philadelphia. It was Logan's
impression that Carsey-Werner seems
intent on basing the show on the East
Coast, since ‘it is largely assumed that
Bill Cosby will not be returning to The
Cosby Show [which Carsey-Wermer Co.
has produced for NBC since 1984] after
this season.’’ Logan also suggested that
the ethnic mix is broader on the East
Coast, which would meet Carsey-Wer-
ner’s “‘desire to keep the show from
being an atypical, California-based
game show.’’

During the taping, Cosby stood be-
hind a podium while six contestants,
ranging from a California man who
taste-tested ice cream for a living and a
Virginia grandmother who lives in a tent
with her family, were apparently
screened more for their quirky personal-
ities than their knowledge of trivia.
When the grandmother whistled, instead
of answering a question, Cosby good-
naturedly urged, ‘‘Fix your teeth,” Lo-
gan reported. There was also a female
track coach who, in her college days at
the University of Pennsylvania, claimed
to have beaten all of Cosby’s track
times. When she couldn’t name the au-

i

thor of Cat's Cradle and Slaughterhouse
Five, Cosby quipped, “‘If you'd gone to
Temple, you'da known that.**

Carsey-Werner's intention from the
outset, Jacobs said, is to ‘‘best utilize
Cosby’s humor and high Q score with
the American public’ by deliberately
skewing his jokes as ‘‘good-natured
barbs,”’ rather than what Jacobs said
was Groucho’s *‘occasional ‘how ugly
you are” jokes.”* Logan added that only
late-night talk show hosts Jay Leno and
David Letterman have *‘remotely’” simi-
lar personas with the viewing public, but
stressed that Cosby, ‘‘by far, has a
broader male, female and teen follow-
ing’’ than those two NBC talk show
hosts.

Besides higher prizes for quiz ques-
tions and the ‘‘secret word,”” other vari-
ations on the original format included a
new sidekick and a Philadelphia house
band that played an opening theme par-
tially composed by Cosby himself. Un-
like original sidekick George Fenneman,
a straight man who was the butt of many
Groucho one-liners, the new sidekick
hired by Marcy Carsey and Tom Wer-
ner, Robbie Chung, is a stand-up comic
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from Los Angeles.

Jacobs said that Bill Carruthers, for-
merly the producer of Wamer Bros.’
recently discontinued game show Trump
Card and of Press Your Luck (CBS),
wrote, supervised and directed the Ber
Your Life pilots. Carruthers also pro-
duced the pilot Love Thy Neighbor,
which GTG Entertainment, under the
sales guidance of Jacobs, marketed at
NATPE last January, but killed shortly

thereafter. Bob Davis, formerly of
Goodson-Todman  Productions, also
served as producer. Carsey and Wemer,
along with Cosby, are co-executive pro-
ducers, said Jacobs.

Over the next several weeks Jacobs
said he will make presentations to key
station group executives. Although he
would not specify 0 BROADCASTING
which groups have shown interest in
YBYL, Jacobs said he has received 31

**solid’" offers representing 26 markets.
Presentations to New York station reps
will follow the group pitch sessions.
Awaiting final approval from Carsey
and Wemner and Chief Executive Officer
Stuart Glickman, Jacobs hinted that
about half a dozen sales executives will
be announced shortly, as well as a new
sales headquarters at 30 Rockefeller Pla-
za in New York (also NBC's long-time
address).

—MF

NBC NEWS GOES TO PHOENIX

Network produces evening broadcast from affiliate, focusing on local issues
with national impact; Brokaw then appears on station’s town meeting
program; it’s likely ‘Nightly News' will do more similar ventures

similar remote telecasts with its af-

filiates around the country, NBC
Nighily News anchor Tom Brokaw and
crew traveled to KPNX(TV) Phoenix last
Wednesday for an evening of coopera-
tive programing with the station. NBC
News executives last week appeared ea-
ger to expand the concept to other mar-
kets following the success of the tele-
casts.

NBC and KPNX last week combined
resources (o present a live edition of
NBC Nightly News from the city, mark-
ing the latest effort to remold the net-
work newscast in the face of increased
competition from local newscasts and
CNN. Later that evening, KPNX anchor
Kent Dana and Brokaw co-hosted a two-
hour live *‘town hall’’ telecast over the
station.

*“The network newscasts are looking
for ways to find themselves in the TV
landscape; we're looking for television
programs today rather than just coverage
of the day’s events,"” said Steve Fried-
man, executive producer, NBC Nighrly
News. ““We’re using the ‘what’ as a
jumping-off point."’

NBC News executives have been
closely following the Phoenix experi-
ment as a mode] for future broadcasts,
according to Friedman. Ideally, he said,
the news division would like to go on
location and work out similar arrange-
ments in a different market at least once
a month. A number of markets are al-
ready under consideration, he said.

““What we’re trying to do is find ways
to get to places and find local issues
which are also national issues,’’ said
Friedman. ‘‘What we need to do is take
the program out of the air-conditioned
studios in New York and go out to cover
local issues.”’

While the four topics covered on

I n an experiment likely to lead to

Wednesday’s NBC Nightly News fo-
cused on Arizona-related stories—skin
cancer, water use in the desert states, the
influx of Latin American immigrants
and the southwestern job market—the
network believed those topics were also
of interest to national audiences. The
station suggested the regional story ideas
to the network, which in turn were filed
by reporters from the NBC News bureau
in Burbank, Calif.

The big payoff for the station was that
it was able to get Tom Brokaw to co-
host its live town hall discussion on the
media, the fifth in a series of telecasts
designed to address issues of community
concern.

When KPNX originally approached
NBC News about working on the pro-
ject, the station found itself in the right
place at the right time, according to
Mike Beardsley, KPNX news director.
The network had independently been

KPNX's ‘town meeting’ with Tom Brokaw

searching for a way to conduct on-loca-
tion telecasts in connection with local

“town hall meetings, said Beardsley, and

KPNX was a good fit because the station
had already held four such meetings.

The KPNX town hall telecasts repre-
sent a sizable effort by staffers at the
Gannett-owned station, who spend up to
three months planning each of the spe-
cials, said Beardsley. The chosen issue
(past telecasts have focused on drugs,
child care, racism and education) is
highlighted on KPNX newscasts in the
two weeks leading up to the broadcast,
and the actual telecast, underwritten in
part by Honeywell, averages between a
4 and 6 rating in prime time.

KPNX executives last week were opti-
mistic that similar network-station ar-
rangements could be successful in other
markets. ““There are an awful lot of mar-
kets where this could be done and would
work out real well,’" said Beardsley. -as
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best seling author of Greed and Glory on Wall Street
est-
From the

«vvorBest Book Ever Written

n Network Television,”

— Frank Stanton, President, CBS, Inc., 1946-1973

“Shows just how creative—and hilarious
and wasteful—are the means of
destruction and self-destruction...
Auletta catches the frantically upbeat style of

“An exhaustive look at the three broadcast
networks, just as they were entering the most
turbulent phase in their history...through it all,
Auletta was the proverbial fly on the wall...

supplying the kind of detail that sources offer the network sales force...the anger of the

only when they know their accounts will not affiliates...He lucidly explains the structural

blow up in their faces in the next day’s forces operating on the industry...and gives

papers...Even more impressive are the ample reason to marvel, not that the networks

intimate glimpses Auletta provides of the men are losing their grip...but that they kept it as

at the very top and his nuanced picture of the long as they did, and that a great nation

different corporate cultures they fostered... accorded them the right to do so.”

On a shelf overflowing with behind-the- —The New York Times Book Review

scenes tomes and tell-all memoirs, this

is the network book to beat.” “Tears the three TV networks to shreds.”
—Time Magazine —USA Today

“A remarkable and extremely important
book...careful, painstaking, understated

journalism of the highest order.”
—David Halberstam

“Auletta’s stories of the culture clashes
within the remade networks are a delight...
many portraits are superb...full of energy

and insight.”
—N.Y. Nexwsday

“Tells it all...behind the scenes,
on the record, as never before.
Just a superb job.”

— Ben Bradlee, Executive Editor,
Washington Post

RANDOM ﬁh HOUSE




GERBER TO STAY AT MGM-PATHE

Move signals company's intention to maintain TV presence l

avid Gerber, chairman and chief

executive officer, MGM World-

wide Television Group, has
signed a new multiyear contract to con-
tinue as head of MGM-Pathe Communi-
cations’ television division. The an-
nouncement, made by Alan Ladd Jr.,
chairman and chief executive officer,
MGM-Pathe  Communications Co.,
comes at a time when MGM-Pathe own-
er Giancarlo Parretti is embroiled in a
legal battle with creditors to retain con-
trol of the studio, which has been in a
state of decline for years. Under the new
deal, Gerber’s responsibilities now in-
clude domestic distribution and first-run
production.

The move by Ladd to retain Gerber is
seen as a sign that the MGM-Pathe
chairman is committed to maintaining a
strong television presence in light of the
tumultuous legal wranglings now being
played out. Heading into the 1991-92
season, MGM will produce the fifth sea-
son of NBC’s In the Heat of the Night,
the third year of ABC’s The Young Rid-
ers, a second season order for NBC’s

_——

David Gerber, chairman and CEO, MGM
Worldwide Television Group

Nightmare Cafe and the animated Moth-
er Goose and Grimm for CBS.

In addition to network television pro-
duction, Gerber will oversee the studio’s
entry in cable and first-run production.
Gerber’s expanded duties in the area of

N
Siljgf""'“C distrip.,
tion "E0ngip 0N wifj .

N i Wibiljgjec o " 8ive b
Othex “‘GM_p\' - for fUt m Over.

Geruw jgined MG % Syndjc,.
see the new\y merged (Vighr o an
television divisicns. At the ti.. y
had one hour of programing on the
\Under his tenure, MGM series have re-
céived 68 Emmy nominations, with 21
winners; of those, 42 nominations and
13 awards were received by thirry-
something.

Gerber stated that despite the current
network trend de-emphasizing dramas,
“we plan on staying in the dramatic-
hour business. That is our forte. We
clearly would like to have a comedy hit,
but not the financial hit you have to take
to get the top-name comedy writers.”’

Gerber also noted that the company
will expand its staff in the areas of pro-
duction and distribution. **As we look to
the future, we plan to bring in some key
personnel to handle domestic distribu-
tion and production. We intend to take
an aggressive approach to the first-run
syndication and reality programing busi-
nesses. It is my plan and goal to do
whatever it takes to create successful
entertainment, if it makes economic
sense and it is creatively attractive,”’ he
said. . -3¢

SYNDICATION TALK FOR ‘MR. PETE’

Grant/Tribune hoping to strip show with ‘Dennis Miller’

B uoyed by a recent local Emmy
Award and second 13-week pick-
up of The Late Mr. Pete Show by
Tribune Broadcasting-owned KTLA-TV
Los Angeles, Bud Grant, chief execu-
tive officer of Grant/Tribune Produc-
tions, has reportedly entered talks with
Tribune Entertainment about possibly
taunching the program for syndication
nationally in January 1992. The half-
hour weekly, which will air for a second
cycle in the Friday, 11:30 p.m. slot,
effective Sept. 27, is hosted by Pete
Chaconis, who originated the program
on Century Cablevision’s local-access
channel.

While declining to divulge the extent
of talks with Tribune Entertainment
President and CEO Don Hacker, Grant
acknowledged that Tribune, which part-
nered with Bud Grant Productions in
March 1988, has first option on picking
up the series for syndication. The word
from Hollywood sources is that Tribune
Entertainment is looking to shop Mr.
Pere with its recently announced January
1992 late fringe strip, The Dennis Miller

Pete Chaconis as ‘The Late Mr. Pete’

Show, at next January’s NATPE con-
vention in New Orleans.

However, it is believed that Hacker is
leaning toward maintaining Mr. Pete as
a weekend offering, then seeing if sub-
sequent ratings merit stripping the show
as a companion piece to the hour-long

Dennis Miller strip. Hacker was unavail-
able for comment on the status of Mr.
Pete talks. Nonetheless, Grant said if
Tribune does not exercise its syndication
option, he can talk to several other dis-
tributors who have shown interest.
Grant, president of CBS Entertain-
ment from 1979 to 1987, is developing
several midseason series projects for the
networks. CBS has an option on the
half-hour game show How's Your Love
Life?, which Grant/Tribune is develop-
ing with game-show producers Bob and
Sande Stewart. The premise of the series
is to bring couples together to talk *‘hu-
morously’’ about relationship problems.
In association with Turnaround Pro-
ductions, which is headed by former
M*A*S*H producers and writers Bert
Metcalfe, Allan Burns and Howard
Gould, Grant/Tribune has three network
series in development with Turnaround.
NBC has a six-episode midseason com-
mitment to Me and Nick, a half-hour
sitcom about two teen-age boys who be-
friend each other at boarding school; and
CBS has a 13-episode midseason com-
mitment on Are You Still Here?, a half-
hour comedy about a divorced couple
who continue sharing an apartment, and
Barbers and Beauties, a barber shop-
/beauty salon sitcom created by Lindsay
Harrison. -MF
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gistic effect,”” Thompson said.

One of these elements is television,
which, because of its own fragmenta-
tion, offers marketing possibilities that,
in many instances, parallel a radio sta-
tion’s own evolving programing and
promotion needs. ‘“This evolution is es-
pecially valuable for radio, because now
we have cable channels that attract the
same people a radio station is going af-
ter,”’ observed Curt Hahn, president of
Filmhouse in Nashville. **It’s a real bo-
nanza: radio can buy these stations much
more cheaply than they can buy the old
network mass reach vehicles that

reached people who w,
pects for your station **

As radio programing has evolved out-
side the general boundaries of standard
formats, stations have had to move away
from *‘off-the-rack’’ marketing strate-
gies—including  syndicated television
spots. Less than [0% of a]] TV spots
sold to radio stations today are syndicat-
ed, versus almost 100% 10 years ago,
Hahn said. ““Ten years ago we didn't
have five different brands of country, or
CHR, or adult contemporary,’* he ob-
served. ““Now we have all these little
subtleties, nuances and variations, as ev-

€ren’t real pro-.

€ryone is trying (o
it varies from market
The  fundamental
20al—in any target markeby,
lo give any campaign enoug ang
work. “‘Radio has great pote.
demonstrate its effectiveness, if we
it a set goal up front,”” said Intere,
Farber. *“‘If the advertiser or station
doesn’t have set goals or a distinct time
frame by which to measure jts perfor-
mance, they'll never know if their strate-
8y worked. If sales or ratings go up or
down they'll never know why—and then
they haven’t learned a thing.’ -ae8

ONE FOR THE PRICE OF THREE

Broadcaster hopes to reach California market by ‘trimulcasting’ on adjacent signals

California broadcaster is on the
verge of implementing a novel
idea in the radio marketplace: tri-
muicasting.
Faced with the challenge of broad-
casting, without the use of a class-B
FM, over 200 miles in an area inhabited
by 12 million people, Douglas Broad-
sasting President John Douglas is seek-
1g to purchase three class A's on the
‘me frequency in adjacent southern
lifornia markets and broadcast over
m simultaneously.
=nding FCC approval for the pur-
¢ of two of the stations, Douglas
3 o carry out the plan in what could
e a popular way of competing in
1io broadcast marketplace.
’s consolidating his presence in
*make fhis stations] more finan-
1ble,”” said Mark Jorgenson of
‘a brokerage firm Jorgenson,
Co., which brokered the ac-
of KAGR(FM) Ventura and
Fallbrook last month for the
tbination with KMAX(FM) Ar-
e operate on 107.1 mhz,
it to the FCC, it would be
‘ebree stations in adjacent
HU¥ programing.
it even though the sta-
A do not cross their
W contours, which is
wed? under its duopoly
WO mountain ranges
e
; &1l act as a natu-
'S qavsignals. If this
5\%Sa“uuglas claims
3 dwsininterrupted
w eesse:cu.l;dido, a
peroiles.
008 0SS thing u
. oo thing up

aoth ORST(AM)

N 'Yuba
/ 1450

KAGR(FM)
107.1 mhz
Ventura

Arcadia

Projected coverage areas of
the trimuicasting stations.

107.1 mhz
Fallbrook

khz]; it gives us a corridor from San
Francisco to Sacramento along 1-80, the
main drag.”’

Last April, another southern Califor-
nia broadcaster, John McLaughlin, start-
ed simulcasting KOCM(FM) Newport
Beach and KSRF(FM) Santa Monica, op-
erating them as one station. Also class
A’s, these stations, unlike Douglas's,
have some signal overlap, although their
3.16 mV/m contours remain separated.

A closer analogy might be KDBK-FM
San Francisco and KDBQ(FM) Santa
Cruz, which broadcast on adjacent fre-
quencies. Viacom purchased and started
simulcasting the stations last year

(BROADCASTING, July 30, 1990). Al-
though these are class B’s, their con-
tours, like the Douglas stations, touch
but do not cross. When listeners cross
between coverage areas, they must tune
up or down a channel to receive the
signal again.

Not everyone is certain that, from a
technical standpoint, the trimulcast will
fly; McLaughlin is among the doubters.
**Without looking at the engineering
data, it seems highly unlikely that you'll
be able to get a continuous signal from
Santa Barbara to Escondido,” he said.

Art Doak, supervisory engineer at the
FCC, agrees with the assessment. *‘in

Brooaden—*



BRN Now Offers its Proven Short-Form Business,
Financial and Talk Services o All Formais

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

BUSINESS RADIO NETWORK

- The Business Repor'l .

Up-to-the-minute reports on the world markets and

/ %@g corporate developments, targeting 35-54 year-old listeners.
/ )Q/ f } A@@g
/ / :"’4 BUSINESS RADIO NETWOHK 'ﬁ* .
R IF 57& |
/ A choice of three distinctive reports T TS BUSINGESS QF LIVING :
each hour. A great package of Tips for the American consumer looking to ger :
/ dependable and reliable informa- ahead in our fast-paced economy. |

fion segments fo build audience

loyalty and frequency. Wﬁ/////
N . . - x
% g % lf:l;\t ;::;:ea:;i :§§1z ‘n;l :eal her information

TRAVELERS" WEATHER

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

[ BUSINESS RADIO NETWORK national followings.
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{ICCESS!
WisSc Mems
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Wishing You Well
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Guide i~

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

Scams
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SPECIAL America
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Call now for more information.

1-800-321-2349
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reality, [ guess it could happen,’” but on
paper, Doak said, it would be a stretch
to predict that a continuous, uninterrupt-
ed signal could be achieved.

Whether or not the signal is prone to
interference, radio consultant Jim Dun-
can sees the trimulcast as the start of a
trend. ‘'l think it’s a good idea, and
you're going to see a lot more of it. It's a
natural response to the overcompetition
we have in some of these markets, for
stations to confederate and increase their
market power and also decrease the
amount of competition in the market.”

The price for the stations was less
than $20 million, including an estimated
$17 million for KMAX, a potential bar-
gain considering the market size. But
Duncan cautioned against comparing the
stations’ market value to a class B sta-
tion. *‘It’s like taking a bunch of sap-
phires and saying they're equal to this
one diamond,”’ he said. **There’s just a
lot more ‘comph’ in the marketplace as
far as credibility with advertisers if you
have that one big stick versus three or
four little ones. I just don’t think that
they can count on, at the end of this,

having a value for those properties in
any way approximate to the value of a
good class B."” But if the arrangement is
successful, Duncan said, it will increase
the value of the individual stations.
Douglas has not yet committed to a
definite format, although he is consider-
ing sticking with the mix of black and
Asian- and Hispanic-language program-
ming he broadcasts at KMAX. ‘‘That’s
the format we've had so far.... It has
worked for us, the trend [minority
growth] is there, so it makes sense (o at
least explore that.”’ -5

TRACKING HISPANIC FORMATS

Birch Arbitron
Format Spring ‘89  Spring ‘90 Spring ‘91 Format Spring '89  Spring ‘90 Spring 91
Contemp int'l hits 33% 27% 23% Contemp int’l hits 3% 36% 284
Ronchero/contemp Spanish hits ~ 24% 0% 18% Ranchera/contemp Spanish hi- 20% 17% 16%
Ranchera/nortena 12% 18% 18% Ranchera/nortena 14% 15% %
Ranthero 1% 3% % Ronchera 0% % i
Harteno 0% 1% 1% Nortena 0% 1% 1%
Chicano 5% 5% 4% Chicano 3% 2% 1%
Tes Mex 3% 6% 8% Tex Mex 5% 7% %
Saft int'} hits 5% 2% 2% Soft int'l hits 6% 4% 1%
Top 40 Spanish hits 6% 1% 12% Top 40 Spanish hits 5% 7% 10°%
Spanish news/talk 1% 1% 10% Spanish news/talk 10% 9% %

| This

Thanksgiving

» SINGioy

Yes, I'd like the 1991 Sing for Joy Thanksgiving Special.
WCAL-FM, St Olaf College, Northfield, MN 55057.

&

Featuring Psalms of Thanksgiving—
accessible to a broad audience—recordings
chosen from our substantial collection of

vacal artists—including the Westminster

Choir, the Scottish Philharmonic Singers,
the Sacred Heart choirs, the Stuttgart

Choir Boys, the St Paul Cathedral Choir
of London, and the Manitou Singers of
St Olaf College.

Each Selection is introduced briefly
by the Rev. Alvin Rueter. Not a
preaching program—ijust friendly
words for our national holiday.

Sing for Joy is free, Just fill owt
and mail the form below or call:
507-663-3071

A 4
Name

&
v

-

Station

4
v

Street Address _g
v

City, State, Zip

Source: Katz Hispanic Radio Reseorch

TOP SPANISH
FORMAT: CIH

ontemporary international hits

(CIH) is the most popular format

for Spanish-language radio, ac-
cording to Katz Hispanic Radio’s just-
released report on spring 1991 national
format averages. Both Arbitron and
Birch numbers show CIH as the most
popular. The analysis also found that the
other Spanish-language formats showed
*‘stable”’ or increased “‘time spent lis-
tening’’ numbers. Janet Therrien, vice
president and director of marketing,
Katz Hispanic Radio, and the study's
author, cautioned that the findings
should be used primarily for **direction-
al purposes,”” as the number of stations
in some formats is very small.

Arbitron added four markets 1o its [ist
of Hispanic market reports for the spring
1991 survey, bringing the number to 20.
Trending in the report was based on 20
markets for spring 1991 and 16 markets
for both spring 1990 and 1989.

The report marks the first analysis
since the switch by Birch to primary-
language weighting in summer 1990.
The year-to-year comparisons (see chart)
take that into account.
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From the best-selling author of Greed and Glory on Wall Street

“The Best Book Ever Written
On Network Television,”

—Frank Stanton, President, CBS, Inc., 1946-1973

“An exhaustive look at the three broadcast “Shows just how creative—and hilarious
networks, just as they were entering the most and wasteful—are the means of
turbulent phase in their history...through it all, destruction and self-destruction...
Auletta was the proverbial fly on the wall... Auletta catches the frantically upbeat style of
supplying the kind of detail that sources offer the network sales force...the anger of the
only when they know their accounts will not affiliates...He lucidly explains the structural
blow up in their faces in the next day’s forces operating on the industry...and gives
papers...Even more impressive are the ample reason to marvel, not that the networks
intimate glimpses Auletta provides of the men are losing their grip...but that they kept it as
at the very top and his nuanced picture of the long as they did, and that a great nation
different corporate cultures they fostered. .. accorded them the right to do so.”
On a shelf overflowing with behind-the- —The New York Times Book Review
scenes tomes and tell-all memoirs, this
is the network book to beat.” “Tears the three TV networks to shreds.”

—Time Magazine —USA Today

“A remarkable and extremely important
book...careful, painstaking, understated
journalism of the highest order.”

—David llalberstam

“Auletta’s stories of the culture clashes
within the remade networks are a delight...
many portraits are superb.. full of energy

and insight.”
—N.Y. Newsday

“Tells it all...behind the scenes,
on the record, as never before.
Just a superb job.”

— Ben Bradlee, Executive Editor,
Washington Post

RANDOM @3 HOUSE
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GERBER TO STAY AT MGM-PATHE

Move signals company’s intention to maintain TV presence

avid Gerber, chairman and chief

executive officer, MGM World-

wide Television Group, has
signed a new multiyear contract to con-
tinue as head of MGM-Pathe Communi-
cations’ television division. The an-
nouncement, made by Alan Ladd Jr.,
chairman and chief executive officer,
MGM-Pathe Communications Co.,
comes at a time when MGM-Pathe own-
er Giancarlo Parretti is embroiled in a
legal battle with creditors to retain con-
trol of the studio, which has been in a
state of decline for years. Under the new
deal, Gerber’s responsibilities now in-
clude domestic distribution and first-run
production.

The move by Ladd to retain Gerber is
seen as a sign that the MGM-Pathe
chairman is committed to maintaining a
strong television presence in light of the
tumultuous legal wranglings now being
played out. Heading into the 1991-92
season, MGM will produce the fifth sea-
son of NBC’s In the Heat of the Night,
the third year of ABC’s The Young Rid-
ers, a second season order for NBC’s

T

David Gerber, chairman and CEO, MGM
Worldwide Television Group

Nightmare Cafe and the animated Morh-
er Goose and Grimm for CBS.

In addition to network television pro-
duction, Gerber will oversee the studio’s
entry in cable and first-run production.
Gerber’s expanded duties in the area of

domestic distribution will give him over-
sight responsibilities for future syndica-
tion of In the Heat of the Night or any
other MGM-produced series.

Gerber joined MGM in 1986 to over-
see the newly merged MGM and UA
television divisions. At the time, MGM
had one hour of programing on the air.
Under his tenure, MGM series have re-
ceived 68 Emmy nominations, with 21
winners; of those, 42 nominations and
13 awards were received by thirty-
something.

Gerber stated that despite the current
network trend de-emphasizing dramas,
‘‘we plan on staying in the dramatic-
hour business. That is our forte. We
clearly would like to have a comedy hit,
but not the financial hit you have to take
to get the top-name comedy writers."’

Gerber also noted that the company
will expand its staff in the areas of pro-
duction and distribution. ‘*As we look to
the future, we plan to bring in some key
personnel to handle domestic distribu-
tion and production. We intend to take
an aggressive approach to the first-run
syndication and reality programing busi-
nesses. It is my plan and goal to do
whatever it takes to create successful
entertainment, if it makes economic
sense and it is creatively attractive,” he
said. . -5¢

SYNDICATION TALK FOR ‘MR. PETE'

Grant/Tribune hoping to strip show with ‘Dennis Miller’

uoyed by a recent local Emmy

Award and second 13-week pick-

up of The Late Mr. Pete Show by
Tribune Broadcasting-owned KTLA-TV
Los Angeles, Bud Grant, chief execu-
tive officer of Grant/Tribune Produc-
tions, has reportedly entered talks with
Tribune Entertainment about possibly
launching the program for syndication
nationally in January 1992. The half-
hour weekly, which will air for a second
cycle in the Friday, 11:30 p.m. slot,
effective Sept. 27, is hosted by Pete
Chaconis, who originated the program
on Century Cablevision’s local-access
channel.

While declining to divulge the extent
of talks with Tribune Entertainment
President and CEQ Don Hacker, Grant
acknowledged that Tribune, which part-
nered with Bud Grant Productions in
March 1988, has first option on picking
up the series for syndication. The word
from Hollywood sources is that Tribune
Entertainment is looking to shop Mr.
Pete with its recently announced January
1992 late fringe strip, The Dennis Miller

Pete Chaconis as ‘The Late Mr. Pete’

Show, at next January’s NATPE con-
vention in New Orleans.

However, it is believed that Hacker is
leaning toward maintaining Mr. Pete as
a weekend offering, then seeing if sub-
sequent ratings merit stripping the show
as a companion piece to the hour-long

Dennis Miller strip. Hacker was unavail-
able for comment on the status of Mr.
Pete talks. Nonetheless, Grant said if
Tribune does not exercise its syndication
option, he can talk to several other dis-
tributors who have shown interest.
Grant, president of CBS Entertain-
ment from 1979 to 1987, is developing
several midseason series projects for the
networks. CBS has an option on the
half-hour game show How's Your Love
Life?, which Grant/Tribune is develop-
ing with game-show preducers Bob and
Sande Stewart. The premise of the series
is to bring couples together to talk *‘hu-
morously’’ about relationship problems.
In association with Turnaround Pro-
ductions, which is headed by former
M*A*S*H producers and writers Bert
Metcalfe, Allan Burns and Howard
Gould, Grant/Tribune has three network
series in development with Turnaround.
NBC has a six-episode midseason com-
mitment to Me and Nick, a half-hour
sitcom about two teen-age boys who be-
friend each other at boarding school; and
CBS has a 13-episode midseason com-
mitment on Are You Still Here?, a half-
hour comedy about a divorced couple
who continue sharing an apartment, and
Barbers and Beauties, a barber shop-
/beauty salon sitcom created by Lindsay
Harrison. -MF
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RATINGS ROUNDUP

NIGHTLY RATING /SHARE

RANKING,/SHOW [PROGRAM RATING/SHARE

HALF-HOUR RATING/SHARE

7:00 PM 7:30 PM 8:00 PM 8:30 PM 9:00 PM 9:30 PM 10:00 PM 10:30 PM
ABC [67. Sports Wlustrated Prev [7.3/14] 1. NFL Monday Night Football*—San Fran 49ers vs. NY Giants {18.3/32]
| 14.8/26 6.9/13 7.8/14 17.5/30 19.9/32 19.6/32 17.2/30
e | | CBS 33. Evening Shade | | 17. Major Dad 22. Muy| 13. Designing 12. Northem Exposure [12 5/22]
0 121,21 [10.9/20] [12.2/21] Brown 111 9/19]| |Wm [12.4/20) 12.4/21 .6/23
>-!
- NBC 38. Fresh Prince 57. Blossom 44. NBC Monday Night Movies—Maybe Baby [9.7/16]
é | 9.6/16 [9.9/19] [8.6/15] 8.9/15 9.5/15 10.1/17 10.2/19
|
E_Ft & r
ABC 7. Full House 8. Who's the 3. Roseanne 6. Coach 71. Thirtysomething [6.6/12]
o 122721 [14.3/25] Boss? [14.2/24] | [[17.2/28] [14.4/24) 6.7/12 6.6/13
2 .
by CBS 36. Rescue: 911 {10.1/17] 31. CBS Tuesday Night Movie—The Operation [11.0/19]
E 10.7/18 9.5/17 10.7/18 10.0/16 10.6/17 11.9/21 11.4/22
Ld o E
@ ¢
= |NBC 38. Matlock 8. 9/171 27. Heat of the Night [11. 5/19] 25. Law and Order [11.6/21]
11.0/19 9.5/17 0.4/17 10.9/18 12.0/20 - |11.5/20 11.8/23
ABC 27 Dinosaurs 31. Wonder Years | [11. Howser | | 21. Davis Rules 59. Anything But | |52, Married
:_. 10.6/19 [11.5/21) [11.0/19] (12.8/21| [12.1/20} Love |B.3/15] People [7.9/16)
"]
v
g*l CBS 79. Rescue 911 [6.0/11] 34. Jake and the Fatman [10.7 /18] 48. 48 Hours [9.4/18)
=i87/16 5.7/10 6.4/11 9.9/17 11.6/19 9.8/18 9.0/18
-t
= |
- . .
§ | NBC 9. Unsolved Mysterles (14.2/24) 30. Against All 56. Seinfeld 50. Quantum Leap [9 1/17]
| 11.0/20 13.0/24 15.0/26 Qdds [11.1/19) [8.7/15] 8.7/16 4/19
ABC 69. Fthr Dowling Mysteﬂes [7.0/12] 70. American Detectives [6.9/12] 54 Primetime Live [B 8/18] ]
7.6/14 6.7/12 7.2/12 6.1/10 7.7/13 9.1/17
':_ CBS €0. Top Cops [8.2/15] 71. Trials of Rosie O'Neill [G 6/11] 65. Verdict Special [7.5/14]
& 71.4/13 7.9/14 8.6/15 6.3/10 8/11 7.3/13 7.6/14
el
o
T NBC 17. Cosby 10. A Different 5. Cheers 17. Wings 45. LA. Law (9. 6/17]
2 119/21 [12.2/22] World {13.2/23] [14.7/24] 112.2/20] 9.6/17 9.6
=
| FOX 54. Simpsons —| T9. Parker Lewis 58. Bevedy Hills 90210 |B. 5/14] ]
8.0/13 18.8/16}] 6.0/10] 8.2/13 8.7/14 I
ABC 38. Family Matters | [38. Sat Moming 49. Perfect Strang, | [52. Grewing Pains| [13. 20/20 [12.4/24]
10.5/21 £9.9/20] Prev. [9.9/20] [9.3/18) (8.9/17] 12.2/23 12.6/25
| CBS 73. Fantastlc 73. All in the 65. CBS Friday Night Movie—Single Women, Married Men {7.5/15] p
E‘I 7.2/14 Facts [6.5/13) Family [6.5/13] 7.4/14 7.6 /15 [
= :
2 | NBC 42, Real Uife w/).| |52. Expose* 42. NBC Movie of the Week Frlday——Deep Dark Secrets [9. 8/19]
= la.7/19 Pauley* [9.8/20] | |[8.9/18] 9.0/18 9.8/19 10.0/19 10.5/20
FOX 81. America's Most Wanted [5.8/12]| {84. World's Greatest Stunts [5.3/10)
5.6/11 5.1/11 6.6/13 5.2/10 5.5/11
ABC 84. ABC World of Dlscovery [5.3/11] | |77. The Young Riders [6 4/13]
6.0/12 5.1/11 4711 5.1/10 7.1/14 7.5/16
| . "
|
2| CBS 64 CBS Saturday Movie—Police Academy 5: Assnmnt Miaml Beach [7.7/15]| (81. Mimi & Me [5. 8/12]
“w|71/14 0/13 8.4/16 8/17 6.2/13
el - S
B | NBC 37. Golden Girls | [27. Golden Girls | ]13. Empty Nest 35. Dear John 61. Sisters [8.0/17]
£|101/20 [10.0/21] [131.5/23] [12.4/24] [10.5/20) 8.0/16 7.9/17
(Y]
FOX 73. Cops 68. Cops 2 83. Totally Hdn. 88. Best of the 3
5.9/12 | [6.5/14] [7.2/14] Video [5.4/10) Worst [4.4/9]
= — = e
ABC 78. Life Goes On [6.3/12] 16. Am. Fun. H. [17. Am. Funniest| {50. ABC Sunday ngh‘t Movie—To Save a Child [9.1/15]
9.2/16 5.8/12 6.8/13 Videos [12.3/21] lPeopIe [12.2/20)] |8.2/13 9.1/15 9.5, 9.6/18
% 1 CBS 4. 60 Minutes [16.2/32] 22. Murder, She Wrote [11.9/20] 25. CBS Sunday Movie—Lies Before Kisses [1.1. 6/20]
5’ 12.8/23 | |14.6/30 17.8/34 11.7/20 12.1/20 11 0/18 11.7/19 11.8/20 11.8/22
Sl
= | NBC 90 Cartoon Spectac. [4 8/8] 86. Unsolved Mysterles [5.0/9] 63. NBC Sunday Night Movle—Bllnd Faith Part 1 [7 8/13]
w§ 6.8/12 4.9/10 .8/7 5.2/9 6.2/11 6.9/11 7.4/12 8.0/14 8.7/16
| FOX 88. Am.Cutest | |87. Parker 47. In Living 45. Roc 2. Marmied/Chdn*| |22. Herman's 73. Sunday Comics [6 5/12]
89/16 Kids [4.4/9] Lws [4.7/9] Color [9.5/17] [9.6/16] [17.9/29] Head* [11.9/20]| [6.9/12
= —
IWEEKLY PRIME TIME AVERAGE ABC 10.1/19 CBS 9.6/18 NBC 9.9/18 FOX 7.4/14 ] YELLOW =
1/2 HR WINNER
ISEASON PRIME TIME AVERAGE ABC 11.2/20 CBS 11.2/20 NBC 11.4/20 FOX 6.3/11 *__PREMIERE

SOURCE: A.C. NIELSEN
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SYNDICATION MARKETPLACE

IBS Communications has extended production of Laura
McKenzie’s Travel America for an additional 26 weeks
beginning this September. The show has been cleared on
wABC-TvV New York, WFTY-Tv Washington, KTXA-Tv Dallas,
WVEU-TV Atlanta, KTZZ-Tv Seattle, KPHO-TV Phoenix, WRTV-
TV Indianapolis and wcpPo-Tv Cincinnati.

TNT Lofin America has licensed episodes of King World
Productions’ hour talk show strip, The Oprah Winfrey Show,
from the King World International sales arm, for its monthly
program lineup beginning in September. Each episode will
be dubbed in Spanish and Portuguese. TNT witl carry Oprak
in 18 countries in Latin America and the Caribbean.

Republic Picdures Domestic Television’s ad hoc All Nite
Movie network has cleared 101 markets and 76% of U.S. for
its second season in syndication. Cleared in 19 of the top 20
markets, wABC-Tv New York and KCAL-TV Los Angeles
highlight station carriage list for coming season. Five-night
network, which is made up of features from Republic’s
library of classic and B-movie titles, averaged a 2.1 national
rating in its first 47 weeks, according to syndicator. Each
movie airs between |1 p.m. and 6 a.m., and can be obtained
on |1-minute national/13-minute local barter basis.

Scratch, teen/young adult magazine offering from Muller
Media, New York, and Belo Broadcasting’s KXTV(TV) Sacra-
mento, has cleared 70% of country, including 23 of top 25
markets. Major market clearances include WNBC-Tv New
York, wABC-Tv Los Angeles and wPwR-Tv Chicago. Week-
end targeted half-hour weekly is being sold on barter basis, 3
minutes national, 32 minutes local.

Following death of famed director Frank Capra, Republic

CONSORTIUM-WARNER DEAL UP IN AIR

onfirming recent reports, Michael Finkelstein, president of Renaissance

Pictures Domestic Television announced that it will be pro-
ducing and presenting The Making of *“It's a Wonderful
Life’" as special half-hour tribute to original movie. **Won-
derful Life”’ is part of Republic’s Color Movies Il film
package, which is made up of color-enhanced classic titles.
‘*‘Wonderful Life'’ will be presented in its original, uncut
130-minute version, in conjunction with presentation of 30-

minute special narrated by Tom Bosley (Happy Days, Father
Dowling Mysteries), which witl also feature filmed inter-
views with “‘Wonderful Life’’ star Jimmy Stewart and Ca-
pra. Movie and special will be available to stations for two
runs in November-December broadcast window, and are
being offered on 12%-minute local and 11%-minute national
barter splits. To date, Color Movies Il has been cleared on
117 stations covering 78% of U.S., and includes *‘Bells of
St. Mary,”" **Sands of Iwo Jima,”” *'In Old Califomia’’ and
**War of the Wildcats’ among its titles.

EHRLICH TAPPED TO
PRODUCE ‘MILLER’

ribune Entertainment Co. last

Communications station group and spokesman for The Television Consor-
tium, said that a group of nearly 30 independent stations (and seven station
groups) has hit a negotiating snag with Warner Bros. Domestic Television
over license fee costs and size of series orders for shows proposed for a two-
hour ad hoc network { BROADCASTING. July 135, 22).

In supplying the weekly ad hoc network (in which consortium stations
represent just over 50% U.S. coverage), Warner Bros. has reportedly been
seeking a $1-million-per-hour-episode license fee, in addition to a 26-episode
commitment. Finkelstein said The Television Consortium is still negotiating
for a license fee at $750,000 per episode maximum and no more than a 13-
episode order.

‘I think there is a strong consensus [among consortium station members]
that we ought to still do this [two-hour block of first-run programing],”
Finkelstein said. ‘‘It may be a problem indigenous with how Hollywood
smidios do business. If it is, then we’ll have to go to other independent
producers to supply programing for the block. I think, in the end, we’ll get
this deal done [with or without Warner Bros.].”” He stressed that no other
independent producers have been approached during the talks with Warner
Bros.

Finkelstein declined to specify whether there is a timetable to complete talks
with Warner Bros., saying that the consortium has until at least spring 1992 to
begin production on the block, which is not likely to debut until fall 1992.
Warner Bros. officials declined comment, and it is not immediately known if a
%750,000-per-¢pisode cap is acceptable, since the studio, under the initial
proposal, would realize additional revenue on stations cleared in syndication
beyond the 50% coverage the consortium stations account for.

week named Ken Ehrlich, a
veteran 20-year producer of vari-
ety and special event programing,
as producer of The Dennis Miller
Skow, scheduled to begin syndica-
tion Jan. 20, 1992. The announce-
ment was made by Donald Hack-
er, president of Tribune En-
tertainment, and Brad Grey, the
show’s executive producer and a
partner in Brillstein-Grey Produc-
tions.

Ehrlich, who has produced the
Grammy Awards telecast for the
past |l years, also created and
produced Showtime Coast io
Coast, served as producer of
Fame for several years and creat-
ed the long-running Soundstage
musical series for PBS.

The Miller strip, targeted for
late fringe, has already been
cleared in 25 of the top 30 markets
and will be produced at Tribune
Broadcasting’s KTLA-TV Los An-
geles studios.
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ADVERTISERS, MARKETERS SET SIGHTS ON TARGET

In a world of increasing micro-fragmentation, radio marketers and advertisers
are learning that the rifle is mightier than the shotgun

s they continue to target their

buys to the multi-lifestyled 25-54

demographic, advertisers and
agencies are coming to realize that the
rifle is more efficient than the shotgun
and that radio, the first of the general
media to fragment into sub-formats. of-
ten provides the best hunting.

A primary reason for this radio advan-
tage is that stations, as competition and
revenues have become tighter, are in-
creasingly developing prepared mission
statements that set out not only the spe-
cific goal of the station but also the
actual target audience. This targeted lis-
tener pool is attractive to advertisers.
who are becoming more specific in their
buying strategies. according to Erica
Farber, executive vice president/market-
ing at the Interep Radio Store in New
York. **Advertisers not only expect ra-
dio to deliver on their Arbitron numbers,
but they're also looking beyond to spe-
cific ZIP codes in a marketplace. analyz-
ing what type of person makes up that
ZIP code,” she said. "'This is what truly
defines niche marketing at its fullest.”

This combination of quantitative and
qualitative research typifies current ad-
vertiser caution, Farber continued.
**Most advertisers still have a broad de-
mographic target in mind, usually adults
25-54," she explained. ‘*Most of the
radio audience is within that broad
demo, but so are many different types of
lifestyles.”” Thus, advertisers are much
more concerned with getting to know the
audience and how it differs from another
station’s, even though it is in the same
age group, Farber said.

Much of that audience difference is
defined by a station’s format. Because
of the development of the varying for-
mat brand names—contemporary hit ra-
dio, adult hit radio, adult contemporary.
new AC, soft AC, oldies, album-orient-
ed rock, classic rock, the Mix and nu-
merous variations of country—stations
and advertisers alike now can pick spe-
cific categories of potential customers.

The fragmentation of network televi-
sion, proliferation of competitive brands
and the growing dominance of local re-

tailers over regional and national mar-
keting strategies also have “'caused a
major upheaval in the way national ad-
vertisers are spending their money,”” ac-
cording to Lee Carter, president of Local
Marketing Cotporation in Cincinnati. As

Y Kyow what you 're
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a result, many advertisers are re-evaluat-
ing formerly tried-and-true *‘pinpoint
marketing'” techniques and are looking
to generate value-added. market-specif-
ic. targeted advertising and promotions.

The difference between the typical
1991 marketing strategy and that widely

used when Local Marketing Corp.
opened its doors 20 years ago is that
advertisers increasingly are looking for a
specific focus that maximizes their mar-
keting investment, and highly targeted
value-added marketing can achieve that
goal. Because ad dollars are tight and
because radio can target specific listen-
ers, value-added advertising is prolifer-
ating—which also could lead to its
downfall. ‘-Value-added definitely is
what’s happening today, but it's not
simple to pull off,”” Carter said. So
many advertisers are asking for value-
added without having a clear marketing
strategy that many programs end up be-
ing wrong for the listener. the station
and the client, he explained. *"A station
can't load up with a bunch of crap that

drives away its listeners. Instead, they
have to become increasingly selective in
terms of what they do, and increasingly
discerning so they don’t ruin a long-term
image for a short-term sale.”*

Just as advertisers have learmed to
maximize their dollars through radio’s
ability to target, radio stations also need
to understand their own market potential
as the competitive realities of the 1990’s
take root. Investors who ran up station
prices have forced radio stations to
**fight the battle harder, smarter and
better,’” according to Courtney Thomp-
son, president of Broadcast Direct in
Coral Gables, Fla. ““More and more,
general managers have to know more
than sales in order to win,* he observed.
**Today’s GM has to know how to help
the sales manager market to the client,
and he has to know how to help the
program director market the product to
the listeners. Stations need to identify
and talk to those prospects who are most
likely to listen to and enjoy their pro=
graming.”*

Enter the computer database, which
offers a wide range of applications, not
only for promotions, ratings and pro-
graming but sales and research applica-
tions as well, Thompson said. Database
marketing currently is used by approxi-
mately 25-30% of all radio stations as an
**on going, long-term’” strategy, he esti-
mated. '"Approximately 75-80% of time
spent listening comes frem 25% of the
core audience, so the old marketing
methods no longer work. By utilizing
and combining the appropriate levels of
marketing efforts, stations can better
manage their active core and have a bet-
ter one-on-one relationship that is neces-
sary to manage any audience.™

For example: a station can compile a
list of its core listeners compiled from
music research and focus groups, com-
bine it with a list of **non partisans’*
who listen only occasionally and devel-
op ‘‘a programing strategy that main-
tains the core while attracting casual lis-
teners,’” he explained. That strategy can
tie in any number of highly targeted
marketing elements to create a *‘syner-
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gistic effect,”” Thompson said.

One of these elements is television,
which, because of its own fragmenta-
tion, offers marketing possibilities that,
in many instances, parallel a radio sta-
tion's own evolving programing and
promotion needs. “‘This evolution is es-
pecially valuable for radio, because now
we have cable channels that attract the
same people a radio station is going af-
ter,”” observed Curt Hahn, president of
Filmhouse in Nashviile. ““It’s a real bo-
nanza: radio can buy these stations much
more cheaply than they can buy the old
network mass reach vehicles that

reached people who weren't real pros-
pects for your station.’’

As radio programing has evolved out-
side the general boundaries of standard
formats, stations have had to move away
from ‘‘off-the-rack’’ marketing strate-
gies—including syndicated television
spots. Less than [0% of all TV spots
sold to radio stations today are syndicat-
ed, versus almost 100% 10 years ago,
Hahn said. “‘Ten years ago we didn’t
have five different brands of country, or
CHR, or adult contemporary,” he ob-
served. ‘‘Now we have all these little
subtleties, nuances and variations, as ev-

eryone is trying to find their niche, and
it varies from market to market.*’

The fundamental challenge—and
goal—in any target marketing strategy is
o give any campaign enough time 1o
work. ‘‘Radio has great potential to
demonstrate its effectiveness, if we give
it a set goal up front,” said Interep’s
Farber. “‘If the advertiser or station
doesn’t have set goals or a distinct time
frame by which to measure its perfor-
mance, they'll never know if their strate-
gy worked. If sales or ratings go up or
down they'll never know why—and then
they haven't learned a thing.” -»iB

ONE FOR THE PRICE OF THREE

Broadcaster hopes to reach California market by ‘trimulcasting’ on adjacent signals

California broadcaster is on the

verge of implementing a novel

idea in the radio marketplace: tri-
mulcasting.

Faced with the challenge of broad-
casting, without the use of a class-B
FM, over 200 miles in an area inhabited
by 12 million people, Douglas Broad-
casting President John Douglas is seek-
ing to purchase three class A’s on the
same frequency in adjacent southern
California markets and broadcast over
them simultancously.

Pending FCC approval for the pur-
chase of two of the stations, Douglas
hopes to carry out the plan in what could
become a popular way of competing in
the radio broadcast marketplace.

“‘He’s consolidating his presence in
L.A. to make [his stations] more finan-
cially viable,”’ said Mark Jorgenson of
the media brokerage firm Jorgenson,
Chapin & Co., which brokered the ac-
quisitions of KAGR(FM) Ventura and
KMLO(FM) Fallbrook last month for the
planned combination with KMAX(FM) Ar-
cadia. All three operate on 107.1 mhz,
and, according to the FCC, it would be
the first time three stations in adjacent
markets simulcast programing.

Douglas said that even though the sta-
tions’ three signals do not cross their
predicted 3.16 mV/m contours, which is
prohibited by the FCC under its duopoly
rule requirements, the mountain ranges
of southern California will act as a natu-
ral shield to confine the signals. If this
holds true in practice, Douglas claims
the signal will continue uninterrupted
from Santa Barbara to Escondido, a
driving distance of over 200 miles.

‘“We essentially did the same thing up
in northern California with KEST(AM)
[San Francisco] and KOBO(AM) [Yuba
City, north of Sacramento; both on 1450

107.1 mhz
Ventura

Projected coverage areas of
the trimulcasting stations.

KMLO(FM)
107.1 mhz
Fallbrook

khz); it gives us a comridor from San
Francisco to Sacramento along I-80, the
main drag.’’

Last April, another southern Califor-
nia broadcaster, John McLaughlin, start-
ed simulcasting KOCM(FM) Newport
Beach and KSRE(FM) Santa Monica, op-
erating them as one station. Also class
A’s, these stations, unlike Douglas’s,
have some signal overlap, although their
3.16 mV/m contours remain separated.

A closer analogy might be KDBK-FM
San Francisco and KDBQ(FM) Santa
Cruz, which broadcast on adjacent fre-
quencies. Viacom purchased and started
simulcasting the stations last year

(BROADCASTING, July 30, 1990). Al-
though these are class B’s, their con-
tours, like the Douglas stations, touch
but do not cross. When listeners cross
between coverage areas, they must tune
up or down a channel to receive the
signal again.

Not everyone is certain that, from a
technical standpoint, the trimulcast will
fly; McLaughlin is among the doubters.
““Without looking at the engineering
data, it seems highly unlikely that you’ll
be able to get a continuous signal from
Santa Barbara to Escondido,”” he said.

Ant Doak, supervisory engineer at the
FCC, agrees with the assessment. ‘‘In
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TR 3 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.
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reality, [ guess it could happen,’” but on
paper, Doak said, it would be a stretch
to predict that a continuous, uninterrupt-
ed signal could be achieved.

Whether or not the signal is prone to
interference, radio consultant Jim Dun-
can sees the trimulcast as the start of a
trend. ‘'l think it’s a good idea, and
you’'re going to see a lot more of it. It's a
natural response to the overcompetition
we have in some of these markets, for
stations to confederate and increase their
market power and also decrease the
amount of competition in the market.””

The price for the stations was less
than $20 million, including an estimated
$17 million for KMAX, a potential bar-
gain considering the market size. But
Duncan cautioned against comparing the
stations’ market value to a class B sta-
tion. “‘It’s like taking a bunch of sap-
phires and saying they’re equal to this
one diamond.™’ he said. **There’s just a
lot more ‘oomph’ in the marketplace as
far as credibility with advertisers if you
have that one big stick versus three or
four little ones. I just don’t think that
they can count on, at the end of this,

having a value for those properties in
any way approximate to the value of a
good class B.”” But if the arrangement is
successful, Duncan said, it will increase
the value of the individual stations.
Douglas has not yet committed to a
definite format, although he is consider-
ing sticking with the mix of black and
Asian- and Hispanic-language program-
ming he broadcasts at KMAX. ‘‘That’s
the format we’ve had so far.... It has
worked for us, the trend [minority
growth] is there, so it makes sense to at
least explore that.”’ -6

TRACKING HISPANIC FORMATS

Birch Arbitron
Format Spring ‘89  Spring "90  Spring 91 Formot Spting ‘8% Spring '90  Spring "§1
Contemp int'l hits 33% 7% 3% Contemp int’| hits 3% 6% 28%
Ranchera/contemp Spanish hits ~ 24% 0% 18% Ranchera/contemp Spanish hi'- 0% 17% Ta%
Roncharn/nortena 12% 18% 18% Ranchera/nortene 14% 15% Y]
Ranchera 1% 3% 4% Ranchera 0% 2% %
Horteaa 0% 1% 1% Nertena 0% 1% 1%
Chizano 5% 5% 4% Chicano 3% 2% 1%
Tex Wi 3% 6% 8% Tex Mex 5% 7% 8%
Soft int'l hits 5% 2% 2% Soft int’l hits 6% 4%- 4y
Tap 40 Spanish hits 6% % 12% Top 40 Spanish hits 5% % 110%
Sponish news/talk 11% 1% 10% Spanish news/talk 10% %% %

This
| Thanksgiving

’ Sm,QjUY

Featuring Psalms of Thanksgiving—
accessible to a broad audience—recordings
chosen from our substantial collection of

vocal artists—including the Westminster
Choir, the Scottish Philharmonic Singers,
the Sacred Heart choirs, the Stuttgart

Choir Boys, the St Paul Cathedral Choir
of London, and the Manitou Singers of
St Olaf College.

Each Selection is introduced briefly
by the Rev. Alvin Rueter. Not a
preaching program—ijust friendly
words for our national holiday.

Sing for Joy is free. Just fill out
and mail the form below or call:
507-663-3071.

Yes, I'd like the 1991 Sing for Joy Thanksgiving Special.
WCAL-FM, St Olaf College, Northfield, MN 55057,

—+

Name

&
v

Station
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v

-

Street Address _’

City, State, Zip

Source: Kotz Hisponic Rodio Brsansy

TOP SPANISH
FORMAT: CIH

c ontemporary  international  hits
(CIH) is the most popular format
for Spanish-language radio, ac-
cording to Katz Hispanic Radio’s just-
released report on spring 1991 national
format averages. Both Arbitron and
Birch numbers show CIH as the most
popular. The analysis also found that the
other Spanish-language formats showed
‘‘stable’’ or increased ‘‘time spent lis-
tening”’ numbers. Janet Therrien, vice
president and director of marketing,
Katz Hispanic Radio, and the study’s
author, cautioned that the findings
should be used primarily for ‘‘direction-
al purposes,” as the number of stations
in some formats is very small.

Arbitron added four markets to its list
of Hispanic market reports for the spring
1991 survey, bringing the number to 20.
Trending in the report was based on 20
markets for spring 1991 and 16 markets
for both spring 1990 and 1989.

The report marks the first analysis
since the switch by Birch to primary-
language weighting in summer 1990.
The year-to-year comparisons (see chart)
take that into account.
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ENGINEERS LOOK TO JUMP FRONi 330 MHZ TO 550

As budget process begins, more MSO'’s are evaluating whether bigger jump
in capacity with fiber makes sense with new services expected in future

able MSO’s are beginning their

1992 budget process. with engi-

neers evaluating how much fiber
they will be rolling out as part of their
capital improvement schedules. And the
combination of fast-breaking technologi-
cal change and long-term planning for
future revenue opportuniti¢s is causing
some engineers to be a bit more aggres-
sive in fiber rollout than they were sev-
eral months ago. It appears more MSO's
with systems with 330-mhz capacity
may bypass the next rung on the ladder
(450 mhz) to leap to 550 mhz.

The jump would not only allow
MSO’s to program 78 channels, but also
provide them with flexibility in handling
compression when it arrives and enable
new uses for cable plant, such as PCN's
and alternative access.

*“The key to development is what's
your view of the future,”” said Tom

Staniec, chief engineer at NewChannels
Corp. The question MSQO’s and engi-
neers are asking, he said, is, ‘Do you
intend to get into ancillary services, and
how much fiber do I need for that?"’
While compression looms on the hori-
zon, its impact on 1992 MSO budgeting
has been negligible. The first step will
be to draw up standards, and unless
MSQ's plan on relling out new multi-
plexing services—in which case they
will need demultiplexers at their head-
ends—they do not see any near-term
changes in their capital budgets. Howev-
er, compression’s imminent introduction
could complicate plans for rebuilds
scheduled in the near future, As Kevin
Casey, director ot engineering for Conti-
nental's New England region, points
out, Continental may try to get a few
more years out of analog converters, in-
stead of replacing them now and having

LIFETIME BUYS ORION PACKAGE

ifetime Television has picked up a package of 38 movies from Orion
Television Entertainment for a price of about $25 million, according to

sources.

Thirteen of the titles, with an average price of $1.5 million per title, are for
the syndication window, including ‘‘Dances with Wolves,”” **Silence of the
Lambs,”" **Mermaids," *‘Alice.”” **Crimes and Misdemeanors’' and **Cadil-
lac Man.’" The remaining 26 titles, averaging $200,000 per movie, include
““No Way Out,”” **Radio Days,”” *‘Throw Momma from the Train,"" ‘‘Some-*
thing Wild,"”" ‘‘Making Mr. Right’’ and *‘House of Games."’

Pat Fili, Lifetime’s senior vice president of programing, said this package is
likely to be the last exclusive movie deal the cable network makes. ““The
money required to keep exclusivity will be too onerous in the future,”” she
said, adding that in future deals—such as the one in the works between
Lifetime, Chris-Craft and other broadcast station groups and Warner Bros.—
Lifetime will share windows with broadcast stations.

If Warner manages to conclude the deal, as expected, ‘it will change the
equation pretty dramatically,’" said one acquirer of movie fare. "*It will open
the door for stations to spend $300,000 to $400,000 for the syndication
window. There will be some bizarre and strange bedfellows.”’

According to Fili, Lifetime cherrypicked the Orion titles it wanted, passing
on more male-skewing titles such as ‘‘Navy Seals’” and ‘*RoboCop I,
expected to be part of a more action-oriented package from Orion.

Tribune, wtss, TNT, and USA had all been offered the Orion package but
passed. According to one potential buyer, **After you got past ‘Dances” and
‘Silence,”’ that package was a real yawner."' Fili called it “‘a very strong
package,”’ noting that ‘‘there are always a few weaker links."’

to live with them for another 10 or 15
years while the rest of the cable universe
converts to digital.

The subtle shift in fiber thinking is
part of the cable engineer’s constant re-
evaluation of technological advances
and business opportunities. Staniec said
that four months ago he would have said
four fibers would be sufficient for a re-
build, but today, with basic cable, com-
pressed video, PCN and alternative ac-
cess, or private video communication
between homes, he is not so sure.

Conversely, advances in laser tech-
nology could obviate the need for more
fiber by allowing more information to be
passed down the three or four fiber
threads an MSO could install. For in-
stance, a typical future system, said
Staniec, would use two fibers to transmit
80 channels of analog, another fiber for
compressed video and the other for
PCN, alternative access or other ex-
change of information.

But by using wave-division multiplex-
ing and linearizing the laser transmis-
sion, said Staniec, all 80 analog chan-
nels could be transmitted on one fiber,
thus freeing up a fiber for other use or
reducing the number of fibers needed,
and thus the cost. **We're wrestling with
those problems now in-house,’” he said.

Cox is also re-evaluating how quickly
and how much further it will deploy
fiber into its system. A month ago, sys-
tems without an impending rebuild were
looking at a CAN 10 fiber architecture,
while systems with impending rebuilds
were looking at CAN 4. (The number
refers to the number of amplifier cas-
cades before a signal reaches the home,
with CAN 4 providing a bigger highway
at somewhat more expense.) Now Cox
is asking all systems to provide budget
estimates to go to CAN 4. *‘By pushing
fiber deeper in the system, it’s more
economical to go from 330 to 550 mhz
and bypass 450,"" a Cox source said.

One of the benefits of reaching the
550-mhz level, said Casey, is that it
gives systems flexibility on new techni-
cal configurations for new services.
**Once we get to the 550-mhz threshold,
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we have the option that incremental in-
creases [in  bandwidth] can come
through real or virtual bandwidth,”’ said
Casey. Real bandwidth expansion to 750
mhz or | ghz could come with wave-
division multiplexing, freeing up a fiber
for other use. Virtual bandwidth expan-
sion would involve the use of compres-
sion from the headend to the home, he
said.

Engineers remain cautious about how
much impact compression will have on
future system designs. The growing con-
sensus in the industry appears to be that
systems will deliver a set number of
channels, such as 80, using analog tech-
nology. Compressed video signals
would be transmitted over another fiber
and targeted to specific homes. That
way, only the homes interested in the
multitude of PPV offerings or other spe-
cialized services would need a new digi-
tal converter that could cost between
$150 to $300. Cable engineers will have
to rely on what marketers and others
believe will be the market for new ser-
vices. By piggybacking compression
onto analog, cable operators will be less
prone to spend more than necessary.

But overall, fiber and compression are
two separate and distinct issues, said
Casey. MSO’s are rolling out fiber be-
cause of reliability, picture enhance-
ment, future business opportunities and
customer expectations. In Casey’s re-
gion, about 5% of Continental systems
have fiber within a 1,000-mile serving
area. The company laid 300 miles of
fiber in 1991, and Casey expects that
Continental will match and probably ex-
ceed that by 10% to 15% in 1992.

If a 36-channel urban-suburban sys-
tem needs rebuilding, said Casey, ‘1
have to make a major investment, so |
might as well go te 550 mhz [78 chan-
nels].”” The jump in incremental fixed
expenses from 450 to 550 is not that
much, he said.

*‘Once you come to a certain point,
['m not sure it makes much sense to do
stuff with 450 mhz,” Staniec said.

TCI is taking a more cautious ap-
proach in jumping from 330- to 550-mhz
systems, and doing so only if a rebuild
necessitates a change in the cable. But
TCI continues its roliout of fiber into the
service area. “*It’s just working so damn
good,’” said TCI engineer Dave Willis.

The company installed fiber in 18 sys-
tems last year and will install it in about
40 more systems this year and another
60 systems in 1992, Willis estimated.
Most of those are among TCI’s 400 or
so large-sized systems. TCI continues to
install fiber in systems where the need is
acute, but it may be 1995 before TCI
upgrades with fiber where it wants to,

Willis said. There is little correlation, he
said, between the lifting of highly lever-
aged transaction restrictions and an in-
crease in fiber rollout. The company
funds capital improvements out of ordi-
nary income, Willis said. If money be-
came more plentiful, he said, the com-
pany would use it for acquisitions, not
capital improvements,

Where TCI is rolling out fiber, it is
doing it with a one-fiber to one-fiber
backup ratio. Although such a provision
may be overkill, said Willis, it provides
not only backup but capacity for future
services.

At Time Warner, rebuilds are being
driven primarily by the refranchising
calendar, said Jim Chiddix, senior vice
president, engineering and technology.

Rochester, N.Y., will get the same four-
fibers-to-the-node, 550-mhz technology
that Time Wamer is installing in
Queens. Chiddix said that three of the
fibers will be used for outgoing analog
signals, with the fourth fiber a return
line. But the setup aliows for future flex-
ibility for wave-division multiplexing
and the application of new technologies.
Chiddix said that the majority of the
company’s major systems will use 550-
mhz and four-fiber technology on re-
builds. One key question the company is
facing is the degree of upgrade of the
last miles of coaxial cable into the home.
The company is mulling over installing
1-ghz amplifiers and taps in the coaxial
portion in order to handle future traffic
loads. -

SPORTSCHANNEL PACIFIC'S
NEW DEAL: BASE GUARANTEES

Penetration minimums and splits may cause some

operators concern

portsChannel  Pacific, newly

merged regional sports network in

the Bay Area, is going out with
new contracts to affiliates for the hybrid
basic/pay service that call for pay pene-
tration guarantees of 6% to 8%.

Those figures are higher than what
operators had been geiting when Sports-
Channel Bay Area was marketed as a
pay service, and it is providing a specific
challenge now that baseball season is
winding down and both the Qakland A’s
and the San Francisco Giants are largely
out of the pennant race.

Mike Bair, general manager of the
service, said operators can price the ser-
vice anywhere from $4.95 to $9.95, but
most are pricing it at $9.95. (Many oper-
ators are finding that the drops in pene-
tration that occur between $4.95 and
$9.95 are more than offset by overall
increased revenue.)

The contracts, which call for pay pen-
etration guarantees of 6% to 8%, also
call for a 60-40 revenue split, in favor of
SportsChannel. While operators can
price the service at different levels, cer-
tain revenue thresholds must be reached,
said Bair. That’s largely because *‘we
have wholesale minimums with teams,”’
said Bair.

A Post-Newsweek operator said the
company had just received the new con-
tracts and was going over them, but it
expressed some concern that it received
no notification of a free preview week-
end that included ads in local papers,

s-_
portsChannel/

which caused it to scramble. Post-News-
week has 110,000 subscribers in the
area. Continental did not have contracts
with the previous services and remains
on the sidelines with the new deal.

Some operators are concerned about
what they believe are the better deals
that Viacom, a former owner of Pacific
Sports Network, and TCl, whose Liber-
ty Media owns half of SportsChannel
Pacific, are getting. Bair acknowledged
that Viacom, although not an owner,
*‘obviously has a more favored deal, as
do our friends at TCI."" But he said the
terms ‘‘were not significantly better”’
than other operators’.

The merger has also caused a tum-
about in TCI's attitude toward base
guarantees for pay services. Top TCI
corporate officials held a press confer-
ence in early 1990 decrying such a tac-
tic, when they were involved in carriage
negotiations with SportsChannel Bay
Area. Now that TCI’s Liberty Media is
an equal equity partner in SportsChannel
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Pacific, the philosophy has been altered,
to the grumbling of at least one Bay
Area cable operator. But that does not
mean local TCI officials believe those
penetration goals will be casy.

“I’s a real stretch,”” acknowledges
Jeff Smith, state manager for TCI. *‘The
key to the whole thing is to establish
long-term value in the product.’”

TCI, which serves 440,000 subscrib-
ers in the area, has seen initial penetra-
tions as high as 5.5% in Contra Costa
county with the $9.95 rollout of Sports-
Channel Pacific in August. TCI is in-
stalling Jerrold and S-A converters for
those subscribers who want SportsChan-
nel Pacific. TCI is trapping Disney to
make room for SportsChannel Pacific as
a pay service.

In the intermediate and outer market,
where the service will be on basic, the
rate card will be in the 40-cent range,
said Bair, comparable to the combined
rates of SportsChannel’s forerunners.
Scripps Howard, which serves 200,000
subscribers in Sacramento (outer market
territory for SP), moved the SportsChan-
nel Bay Area to basic on June 16. It had
been a $4.95 pay service.

Sacramento presents its own problems
for SportsChannel Pacific because it
cannot bring in the 35 NBA Warrior
games because of the Sacramento
Kings. Sacramento is one of 60 to 70
systems in SportsChannel’s service area
with the same problem. SportsChannel
intends to provide other programing to
fill the void using a novel approach. It’s
looking at a $2,000 piece of Wegener
equipment that can instruct headends to
look at different transponders, and thus
pick up different programing. The re-
mote control device will cost Sports-
Channe! in the $70,000 to $80,000
range. (In Sacramento, Scripps Howard
is negotiating to carry six Kings games
on PPV.)

Bair acknowledges it will be a chal-
lenge to achieve some of the penetration
figures initially, but that with heavy pro-
motion and marketing, operators can
achieve those results. Last year, the pay
service lost anywhere from 30% to 50%
of its subscribers once baseball season
ended, particularly because there was no
winter product. The Warriors, from
PSN, can help change that, he said.

Bair also said SportsChannel may car-
ry a few A’s and Giants games on PPV
late this year and perhaps next year.
Those games would be above and be-
yond the 58 A’s and 5SS Giants games in
the contract. For instance, some of the
games in the Giants last series this year,
with Los Angeles, may be on PPV and
specifically marketed to Dodger fans in
the area. -s

TCl TAKES AFFIRMATIVE ACTION

Cable company announces expansion of EEQO efforts
to prepare it for workforce of the future

CI held a Washington press con-

ference last week to announce a

“‘substantial expansion’’ of its
EEQ efforts, as the cable company looks
to prepare for the rapidly changing
workforce of the future.

The seven-point program is a result of
the efforts of a nine-member internal
committee. **We found that TCI gener-
ally had done a good job with its hiring
practices and compliance with applica-
ble EEO regulations. but more could be
done in the areas of training and out-
reach,’’ said J.C. Sparkman, TCI execu-
tive vice president and chief operating
officer.

First, the company will more formaily
organize a mentoring program consisting
of senior black, Hispanic and women
executives who will provide assistance
on career paths for lower-level minority
managers.

TCI said it is expanding its manage-
ment traince program, which has seen
63 entrants over the past four years. By
targeting one or two slots per major sys-
tem, TCI thinks the program could dou-
ble.

TCI systems will reach out to provide
high school and college internship pro-
grams, In TCI systems where the high
school dropout rates exceed 30%, TCI
managers are to provide intern programs
for worthy applicants. Robert Thomson,
senior vice president, communications
and policy planning, said it is expected
that all TCI's urban systems and some
suburban and even rural systems would
be included. Thomson expects two or
more students in larger systems to be in

Sparkman

intern programs.

The company plans employe training
so new hires are sensitive to cultural and
ethnic differences. TCI also will expand
efforts to teach to English to non-En-
glish employes, and provide tuition as-
sistance to selected employes.

The two other points include the com-
mitment to hire two Walter Kaitz Foun-
dation fellows this year, and to maintain
a companywide data base of minority
applicants 1o insure a representative pool
of talent for any job opening.

TCI could not put a dollar figure on
what the new initiatives would cost, cit-
ing the recent beginning of the budget
process, but Sparkman said the pro-
grams would pay for themselves down
the line, as better trained employes
would reduce the need for a greater
numbers of employes. -

CABLECASTINGS

OHIO SPORTS

The thaw in relations between TCI
and SportsChannel continues to bear
fruit, as TCI has launched
SportsChannel Ohio to 15,000
subscribers in systems east of
Cleveland. The service is a part of
TCI’s expanded basic tier and is

the first TCI launch of SportsChannel
Ohio.

NOTES FROM ALL OVER

TCI spinoff Liberty Media has
moved to Cheyenne, Wyo., at 2232

Dell Range Blvd., Suite 3035,

82009. Phone is 307-637-8255. @
USA has signed [ive-year affiliate
deals with Com Cable and KBLCTM,
covering two million subscribers
Network has also signed deals with
Buckeye Cablevision and

McDonald Group. m

Prime Ticket has sold PSAA Bud Pro
Surf Tour Presents the Body

Grove Malibu Chpen b in-mirket
broadcast rival KNBC-TV, In first-
of-its-kind venturc in area, special
will air on Cict. 19, after Los
Angeles Lakers exhibition opener ul
McDonald’s Open in Paris.
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USINESS

THE UPS AND DOWNS OF AD REJECTION

When network standards and practices departments reject advertising
as unsuitable for television audiences, the advertiser often receives

more publicity, and for no charge, than if the ad had aired

he standards and practices depart-

ments at ABC, CBS and NBC

watch more than 50,000 commer-
cials a year trying to determine what is
and is not suitable for their viewers.
Although most ads are approved with
little fanfare, there are rejections, and in
some cases, the rejections can generate
more publicity than the client likely
would have gotten if the ad had been
accepted in the first place.

The majority of advertisers obviously
do not submit ads that they know will be
rejected, in an attempt to get publicity.
However, some do, and in a few cases,
ads have been submitted to the networks
standards and practices departments
when the clients did not have a budget
for network spots but were merely seek-
ing rejection for publicity. ‘*We don’t
want to be used as a vehicle to generate
free publicity,”” said one network stan-
dards and practices executive, adding
that the practice ‘‘does exist.”” And, said
Harvey Dzodin, vice president, ABC
broadcast standards and practices:
**There have been instances where it ap-
pears certain advertisers may be fishing
for a rejection as a publicity hook. Re-
jections by any media seem fo stir up a
great deal of public interest, and in one
instance, an advertiser admitted to craft-
ing a campaign to insure rejection by the
networks for publicity.”’

The most recent commercial spot re-
jected by the networks that generated
major publicity was for the just-released
Miramax film ‘“The Pope Must Die.”’
The title of the film was enough to raise
the concemn of the networks, and all
rejected the spots. Since then, Miramax
has changed the title of the film to **The
Pope Must Diet.”” However, the studio
is yet to submit new spots to the net-
works and has no immediate plans to
buy network ad time.

Russell Schwartz, executive vice
president, Miramax, said the networks
were ‘“‘anticipating backlash’ when it
came to the spots for the movie. One
network said the ads could run with cer-

Rejection by the networks of ads for the
movie ‘The Pope Must Die’ generated major
publicity.

An ad for ‘No Excuses’ jeans featuring Marla
Maples turned down by the networks, The
rejection made national news.
tain changes, while the other two felt
that the spots did not work at all,
Schwartz said. The studio changed the

title, he said, “‘to let people know the
film is a comedy.”” One network execu-
tive who saw the film before deciding on
the spots said the title and certain parts
of the spots were ‘‘misleading as to the
content of the film."

Miramax had similar problems with
spot buys in the top-20 markets, al-
though Schwartz said most of the buys
went through without problems. The
Miramax executive downplayed the idea
that the publicity generated from the re-
jections was positive. *‘Controversy for
a comedy is not necessarily the greatest

thing in the world,”" Schwartz said, add-
ing that it is a *‘mixed blessing,’’ and he
would prefer that the spots *‘speak for
themselves.’’ He may be right: the film
reportedly took in about $264,000 in
169 movie theaters during its opening
weekend.

Miramax, Schwartz said, is planning
no legal action against the networks for
the rejection. However, the studio did
hire well-known First Amendment law-
yer Alan Dershowitz to look inio it.
Dershowitz has been quoted as saying
that he will *‘monitor the situation.™

One of the more blatant publicity
rides from a network rejection came
from the infamous Marla Maples ad for
*No Excuses’’ jeans last year. In the
spot, Donald Trump’s bride-to-be talks
about the importance of cleaning up the
environment and how she will start by
throwing away *‘supermarket tabloids’’
that coincidentally feature Maples on the
cover. The networks rejected the ad be-
cause it showed the actual tabloids (Na-
tional Enquirer, ¢tc.) being put into a
garbage can. The rejection was publi-
cized in both national and lecal newspa-
pers and on news shows.

The rejection of the spot did not sur-
prise George Lois, chairmanLois/GGK,
the ad agency for the campaign. **l in-
vented this stuff,”’ said Lois, adding that
if “*you create commercials the networks
won’t touch, you publicize it. All is fair
in love and war.”’ Lois said he has been
“struggling against restrictions for 30
years, and 90% of them are silly.”” Al-
though he may think some restrictions
are silly, he has no animosity toward the
network standards and practices depart-
ments, Explained Lois: ‘‘The networks
are not my enemy. My job is to push as
far as 1 can, and their job is to push me
back.”

Although some rejections generate
good publicity, it is often short-lived and
the advertiser still needs to reach the

Continues on page 43.
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This week’s tabulation of station and system sales (3250,000 and above)

wMMO(FM) Orlando, Fla. O Sold by Ra-
dio Orlando to Granum Communications
Inc. for $8.15 million. Seller is headed by
James E. Martin Jr.. managing partner.
who is also partner in WAYP(FM) Holmes
Beach, Fla., and wWGCO(FM) Jessup, Ga.
Buyer is headed by Herbert W. McCord.
and is partnership with Wall Street firm
Kohlberg. Kravis, Roberts & Co. Granum
Communications also owns KDBN(AM)-
KCDU(FM) Dallas. WMMO has adult rock
format on 98.9 khz with 38 kw and anten-
na 440 feet above average terrain. Broker:
Media Services Group Inc.

KMLO(FM) Fallbrook, Calif. (San Diego-
North County) O Sold by Galaxy Broad-
casting Group 10 KMLO Inc. for $1.25
million. Seller is headed by Robert [. Ja-
cobson, and has no other broadcast inter-
ests. Buyer is owned by N. John Douglas
(55%). Prudential Insurance Co. (40.5%)
and Pruco Life Insurance Co. (4.5%).
Douglas plans to simulcast station along
with KMAX(FM) Arcadia and KAGR(FM)
Ventura, both Calif. KMLO Inc. is owned
by Douglas Broadcasting Inc., which con-
trols, through various subsidiaries, licens-
ee of KMAX(FM) Arcadia, KESTIAM) San
Francisco, KWWN(FM) Placerville and
KOBO(AM) Yuba City, all California.
Douglas also has interests in WKNR(AM)
Cleveland. KMLO has light adult contempo-
rary format on 107.1 mhz with 3 kw and
antenna 300 feet above average terrain.

WXLY(FM) North Charleston, S.C. O Sold
by N. Charleston Radio Broadcasters Inc.

PROPOSED STATION TRADES

By volume and number of sales

Last Week:

AMs 0 $470,0000 5
FM's O $3,458,000 0 9
AM-FM's D $2,905,000 0 7
TV's 0$210,00002
Total O $7,043,200 O 23

Year to Date:

AM's O $59,649,080 O 196
FM’s O $154,851,646 O 198
AM-FM's 0 $182,338,972 O 144
TV's O $926,034,200 O 63
Total O $1,322,873,898 0 601

For 1990 1o1al see Jun. 7. 1991 Broavcasting.

to North Charleston Radio Corp. for $1.1
million. Seller is headed by Beverly Pos-
ton, and is i00% controlled by Bahakel
Communications Ltd. . which is licensee of
seven AM's, eight FM's and eight TV's,
Buyer is headed by Kenneth H. Maness;
100% voting stock is owned by Blooming-
ton Broadcasting Corp.. which owns three
AM’s and five FM’s. wxLY has oldies
formai on 102.5 mhz with 100 kw and
antenna 1040 feet above average terrain.
Broker: Gordon Rice Associates.

WFRL(AM)-WXXQiFM)  Freeport, Ill.
(Rockford) O Sold by Freepert Radio As-
sociates to Stateline Broadcasting Inc. for
$900.000. Seller is headed by Arnold M.
Zaff, and has no other broadcast interests.
Buyer is headed by Harish Puri and Thom-
as Imhoff, and has no other broadcast in-
terests. WFRL has adult contemporary for-
mat on 1570 khz with 5 kw day and 500 w
night. wxxQ has CHR format on 98.5 mhz
with 50 kw and antenna 450 feet.

KABIHAM)-KSA)-FM Abilene, Kans. O Sold
by Wamer Stations to Eagle Broadcasting
Inc. for $650,000. Seller is headed by
Norton Wamner and also owns four AM’s
three FM’s. Buyer is headed by John K.
Vanier, and has no other broadcast inter-
ests, KABI has adult contemporary format
format on 1560 khz with 250 w day. KSAJ-
FM has oldies format on 98.5 mhz with 100
kw and antenna 443 feet above average
terrain. Broker: Jorgenson. Chapin & Co.

WDOEAM)-WCQA(FM) Dunkirk-Fredonia,
N.Y. O Sold by Chautauqua Broadcasting
Corp. to Tri-County Broadcasting Inc. for
$650.000. Seller is headed by Vincent T.
Ridikas, and has other broadcast interests.
Buyer is headed by E. Michael Boyle and
is licensee of WCED(AM}WOWQ(FM) Du-
bois, Pa. Directors of Tri-County Broad-
casting are also stockholders of Derrick
Publishing Co. licensee of WKSN(AM)-
WHUG(FM) Jamestown, N.Y. WDOE has
adult contemporary format on 1410 khz
with | kw day and 500 w night. wCQA has
adult contemporary format on 96.5 mhz
with 660 w and antenna 686 feet.

KEZV(FM) Spearfish, S.D. O Sold by Unit-
ed Radio Group Inc. to Duhamel Broad-
casting Enterprises for $525.000. Seller is
headed by Richard J. Harr. Dean Soren-
son. principal in seller, has 100% interest
in five AM’s and five FM's. and 50%
interest in one AM and one FM. Buyer is
headed by William F. and Peter A. Duha-
mel. and is licensee of KOTA-AM-TV Rapid
City and KHSD-TV Lead, both South Dako-

Continues on page 43,

CLOSED!

WUSQ-AM/FM, Winchester,
Virginia from The Holt
Corporation of Virginia,
Arthur Holt, President to
Benchmark Communications,
Joe Mathias, Phillip Rainwater
and Bruce Spector, Partners for
$3,400,000.

Charles E. Giddens
and
Brian E. Cobb

Brokers

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

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

RANDALL E. JEFFERY
407-295-2572

ELLIOT B. EVERS
415-391-4877

RADIO and TELEVISION BROKERAGE
FINANCING = APPRAISALS

|V
P

MEDIA VENTURE
PARTNERS
WASHINGTON, DC

ORLANDO
SAN FRANCISCO
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M ost media stocks were down in week during which general
market indices declined roughly 1%. Only cable MSO
issues increased on average. Stocks gaining included Scripps
Howard, which over last five weeks has climbed 36%. to $58
bid. Up 3% was King World Productions. t0 29%. Ackerley
Communications climbed %, 10 $2. Company said at end of
August that Chairman Barry Ackerley had bought 30.000
shares in open market. So far in 1991 median monthly volume
has been under 200.000 shares. Group owners Ganneu and

_ FOCUS ON FINANCE

Tribune were both off almost 12% over past two weeks.
Former stock had only previous Friday received recommenda-
tion from George Jacobsen, chiel investment officer for New
York moncy management firm Trevor, Stewart, Burton &
Jacobsen. Viacom slid 4%. 10 274. Company last week priced
2.2 million-share secondary offering at $26. QVC Network
recently issued red herring prospectus for 3,750,000-share
offering—including 500,000 shares being sold by sharehold-
ers—being lead managed by Furman Selz.

Stock Index Notes: A-American. N-NYSE. O-NASDAQ. T-Toronto. 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 Standurd and Poor’s or as obtained by BROADCASTING's own research.
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HANGING HANDS

ominued from puge 41.

; KSGW.Tv Gillette, Wyo., and KDUH-TV
ottsbluff. Neb. Buyer is requesting
aiver of multiple ownership rules be-
use of proximity of KEZV t0 KOTA-AM-
'. KEZv has light rock format on 101.1
hz with 100 kw and antenna 1,490 feet.

REY(AM) Millville and wiBG(AM) Ocean
ity, both New Jersey O Sold by Joseph
ion) Powers to Quinn Broadcasting Inc.
r $410,000. Seller also owns WSKR(FM}
tersburg, N.J. Buyer is headed by
mes Quinn and Joseph O'Connell, and
s no other broadcast interests. wREY has
anish format on 1440 khz with 1 kw
y. wiBG has oldies format on 1020 khz
th 500 w day. Broker: Ray H. Rosenb-
n,

>BZ(FM) Bowling Green, Ky. O Sold by
wling Green Broadcasters Inc. to Target
mmunications of Kentucky Inc. for
50,000 cash at closing. Seller is subsid-
y of Bahakel Communications Lid..
med by Cy N. Bahakel. and is licensee
seven AM’s, six FM’s and eight TV's;
recently sold WKZZ(FM) Lynchburg,
. (**Changing Hands,"’ June 24). Buyer
1eaded by Donald Alt. who has interests
licensees of six AM's and eight FM's.
BZ has adult contemporary format on
7 mhz with 1.7 kw and antenna 426
t above average lermrain.

BOAZ TO HEAD
TVX STATIONS

onfirming previous reports in

BROADCASTING (**Closed Cir-
cuit,”” Aug. 12, 19), recentlyin-
stalled Paramount Domestic Tele-
vision President Steve Goldman
announced that James D. Boaz
has been named president of the
TVX Broadcast Group. The Boaz
appointment is effective immedi-
ately, concurrent with the reloca-
tion of TVX's offices from Vir-
ginia Beach, Va., to Paramount’s
Hollywood lot, part of anticipated
cost-cutting and  consolidation
moves by the studio.

Boaz, currently vice president
and general manager of TVX's
Houston station, KTXH(TV), will
oversee operations of Paramount-
TVX's six independent stations
and report directly to Goldman.
Before taking over as general
manager of KTXH(TV) earlier this
year, Boaz served as VP-GM of
TVX’s wTxF-tv  Philadelphia
since 1987, and prior to that was
president and chief executive offi-
cer of WXXA-TV Albany, N.Y.,
from 1982 o 1986.
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COMPETING APPLICATION FILED FOR NBC 080 WRC

Plethora of first-batch petitions not expected in light of new FCC rules

N ational Capital Communications
Inc. has filed a competing appli-
cation for NBC-owned station
WRC-Tv. The filing comes in the wake of
petitions to deny license renewal for sev-
eral Washington TV stations.

The application was filed by Wash-
ington attorney Benito Gaguine, who
represented Boston Broadcasters Inc.,
one-time licensee of wcve-Tv Boston,
in their successful competing application
for the Bosron Herald Traveler’s WHDH-
Tv Boston in 1969.

Gaguine said NCCI hopes to establish
that it is more qualified than WRC’s
parent company, General Eiectric, to be
an FCC licensee and that GE is unfit to
continue holding the license because of
defense-contracting-related felony con-
victions. The “*‘FCC must have grounds
to deny renewal, [and there has to] be a
basis for an attack on the existing licens-
ee’’ for a competing applicant to be suc-
cessful, Gaguine said.

According to its application, NCCI
has 250 voting shares, divided equally
among Leon B. Reid, Steven Rich, Ja-
nice A. Booker and Mercedes M. Mor-
ris. The 1,000 non-voting shares are di-
vided among 12 shareholders.

Reid, president of NCCI, is currently
vice president of the Beer Institute and
would be the station’s general manager.
Reid lives in Camp Springs, Md., and
has no other broadcast interests.

Steven Rich of Duluth, Minn., is
NCCI’s vice president and would serve
as program and operations manager. He
is a former program director for KBIR-TvV
Duluth and has less than 1 percent stock
in Granite Broadcasting Corp., licensee
of WEEK-Tv Peoria, Ill,, and KBIR-Tv
Superior, Wis.

Janice A. Booker, NCCI secretary
and director, would be the station’s busi-
ness manager. She lives in Washington
and owns less than | percent interest in
District Cablevision.

Mercedes M. Morris, NCCI treasurer,
lives in Silver Spring, Md., and would
be the station’s news and public affairs
director. She has no broadcast interests.

Should it come to a comparative hear-
ing, NCCI would earn minority credits
because Reid and Booker are black, and
Mercedes is Hispanic.

NCCI plans to broadcast
WNVC(TV) Fairfax, Va.'s tower.

The filing against WRC followed pe-
titions to deny license renewal of all the
major D.C. stations by national and lo-
cal Hispanic groups, who claimed that
the stations were not meeting the pro-
graming needs of Washington's Hispan-
ic community and that their respective
equal-empioyment programs had failed
to increase Hispanic employment (*‘In
Brief,'* Sept. 9).

Also, Gannett Co., licensee of wusa
(TV) Washington, is facing two petitions

from

THOMAS CONFIRMATION: THREAT TO ‘METRO'?

inarity preference policies, narmowly upheld by the Sopreme Court in

L9905 Winter Pork Communications foc, v, FOC, commenly known as
the Metro- decision, could bo in trouble §f Judge Clarence - Thomas wins
conlirmation. seconding o Julws Chambers, NAACP Legsl Defense and

Education Fund director of counsel,

Speuking Wednesday (Sept. 11} in Washington at the National Association
of Black Owned Broadeasters fall conference, Chambers said the government,
prior to the Mesro decision, had determined that becanse * discrimination as a
practice was unlikely to pass. [an] affirmative means to do something o
vorrecl those practices was needed. '’ He called it un **affirmalive obligation™

o correct past dizcrimination,

The 5-4 decision, he ssid, “*15 contrary to the position of Jedge Thomas,
who believes there i: no aflifmative abligation o cormect past discrimination.
If the policy is eliminated. many of the minority prefercnces in licensing for

radio and TV will go by the wayside, "’

44 Washingion

to deny its renewal following its recent
purchase of five daily suburban papers
that serve the same area as WUSA.

The D.C. stations, along with those in
Maryland, Virginia and West Virginia,
are part of the first (Oct. 1) batch in the
new television renewal cycle. North and
South Carolina renewal makes up the
next batch, on Dec. |.

If the number of competing applica-
tions in this, the first renewal batch, is
any indication, broadcasters should
brace themselves for an increase in fil-
ings, a trend not anticipated when the
FCC recently modified the rules—and
rewards—of license applications.

An FCC source said there were *‘only
a few, maybe two or three'’ petitions to
deny renewals in the first round of the
last TV renewal cycle.

However, another FCC source said it
was too early to make conclusions about
the effect of the abuse-of-process and
settlement-limit rules and what, if any,
trend these filings may suggest. The
source said recent FCC rule changes
were not meant to discourage sincere
applicants.

The petitions to deny filed by the His-
panic groups are particularly unwelcome
by many broadcasters. The NAACP,
long a thorn in the side of broadcasters
and known for filing petitions to deny
based on equal-employment opportunity
violations, found all of the stations in
this batch to meet its criteria for minority
employment. Those criteria, said its
counsel, David Honig, consider all mi-
norities, not just blacks, when evaluat-
ing a station’s EEO performance.

“*We looked at the renewals of D.C.,
Maryland, Virginia and West Virginia,
and every station in that renewal group
passed our criteria. We did not challenge
anybody. D.C. and Baltimore are so
close to the seat of government that
those stations are very sensitive to their
obligations,’” Honig said.

Honig said most TV stations do not
have EEO problems because ‘‘they are
larger and can afford to hire counsel who
will advise them carefully on how to
comply with the rules. Many of the bat-
tles over equal employment in television
stations were fought years ago.’” But, he

J
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said, ‘‘some broadcasters still comply
only because there's somebody watching
and out there filing [petitions to deny].
Their lawyers are going to be on the
phone saying, ‘You gotta comply with
this rule.’ It’s unfortunate. 1'd rather
people comply because they think it's
morally compelling to do so. Until ev-
erybody gets that message, we have to

have enforcement.”’
But the Hispanic groups are con-
! cerned with a particular segment within
the minority community, and some pre-
| dict that Hispanic hiring practices in ur-
ban areas and Southern states will be
| scrutinized throughout the renewal pro-
cess.
It is also believed that if other minor-

ity groups, especially women, can pull
the proper resources together, more peti-
tions to deny will find their way to the
FCC.

And beginning June | (the filing date
for Michigan and Ohio), stations will
have to supply the FCC with information
on their children’s television programing
efforts. -pIs

TV COVERAGE OF CONGRESS: WHAT’S THE BIG DEAL?

Author says media’s significance in the legislative process is exaggerated

elevision and the other news media

are an unimportant element in the

proceedings of Congress, but nei-
ther legislators nor Capitol Hill reporters
seem lo know it, says Stephen Hess, se-
nior fellow, governmental studies for the
Brookings Institution, Washington.

**Quite the contrary: in fact, they tend
to overestimate the extent of television
coverage and hence its importance in the
legislative and electoral process,’' Hess
says in Live from Capitol Hill!: Studies
of Congress and the Media, a book just
published by Brookings.

Senator Albert Gore (D-Tenn.)
praised the Hess book during a Capitol
Hill briefing last Wednesday (Sept. 11).
‘1 believe it is extremely important for
all of us to have a clear picture’” of the
impact TV has on the U.S. government,
Gore said. ‘‘Steve Hess is helpful in
pointing out the misconceptions and pro-
viding us with much more accurate in-
formation about the true relationship.””

Common misconceptions about Wash-
ington coverage, according to Hess:

® The news media, especially relevi-
sion. have become the most influential
players in congressional politics.

*‘What we learned from the ultimate
insiders is that the national media unilat-
erally reduce the Senate from 100 mem-
bers to 20. The other 80 they don't have
much interest in,”” he said. **The nation-
al media have a presidential bias.”’

B A long-sianding bias in network TV
news coverage of the Senate over the
House of Representatives is fading.

Hess acknowledged a statistical jump
in House coverage in recent years, but
said it is too early to say that bias toward
the Senate has ended. Congressmen
have traditionally attracted TV attention
by running for President, by being elect-
ed speaker of the House, Senate major-
ity leader or to some other leadership
position, or by getting mired in a scan-
dal. In recent years, ‘‘you have the
unique situation where your two top
leaders in the House get in trouble and
actually have to leave,"" Hess said.

antract national TV coverage become
media stars in their home districts
through local TV newscasts.

*‘Despite all of the struggles on the Hill
to get on the local news, local news today
is overwhelmingly unpolitical, ungovemn-
mental and is generally uncongenial to
Washington news,’’ Hess said. A Brook-
ings survey found that stations in small
TV markets tend to dwell on local stories,
and stations in large markets represented
by several congressmen, such as New
York or Los Angeles, tend to focus on
senators over House members.

Hess's assertions drew mixed re-
sponses from Capitol Hill press special-
ists contacted by BROADCASTING. Bryce
Dustman, communications director for
Senator Conrad Burns (R-Mont.),
agreed Washington news is often diffi-
cult to find on small TV stations. A
strong local angle must be presented be-
fore most news directors in rural areas
will run a story, he said.

But Gary Koops, press secretary for

B House members who are unable ro

the Republican National Committee,
said: ‘‘I've come from the school of
thought that the most dangerous place to
be on Capitol Hill was between a TV
camera and a congressman. With the
growth of C-SPAN and CNN, you see a
hearing built around how C-SPAN is
going to cover it.... Is it [Hess's] pre-
mise that having CNN do almost gavel-
to-gavel coverage of the Thomas hear-
ings has no impact on the nomination?"’

Koops also questioned whether there
is really a trend toward less coverage of
Congress by local stations. RNC-pro-
duced audio and video feeds have be-
come easier to distribute in recent years
with satellite technology. ‘‘Not every
[feed] is picked up by every single station
in your market, but 1 would say about half
of those stations in more rural areas would
use parts or all of it,”” Koops said.

Although he praised the book, Gore
seemed to place greater importance on
television than Hess. *‘I would like to
see a time when all of the major and
most important debates are scheduled
not only with an eye to the legislative
calendar, but also with due regard for
when the greatest number of American
citizens can hear the various points of
view by means of the media,"’ he said.

Gore credited C-SPAN for giving the
public a new image of Congress. **Until
the introduction of C-SPAN, the only
time the American people ever saw Con-
gress as a whole on television was [in
joint session] when it was standing ap-
plauding the President,” he said.

In spite of the keen awareness con-
gressmen seem to have of C-SPAN's
audience, the network has not changed
the way Congress does business, Hess
said. He cited earlier surveys finding
only minor changes, such as slightly
longer sessions and a small increase in
the number of speeches, as a result of
increased TV coverage. ‘‘The actual au-
dience of C-SPAN is very modest,”
Hess said. But he said it has improved
the ratio of House coverage in compari-
son to the Senate. -RMS
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INDUSTRY, COURTS URGE COPYRIGHT OFFICE

' TOWARD BROADER COMPULSORY LICENSE

FCC joins industry commenters in calling for equal rights and responsibilities
for wireless cable, as well as SMATV; court, carriers say satellite too

ho should be entitled to com-
pulsory licenses to retransmit
broadcast signals? For now,

U.S. Copyright Office rules based on
the 1976 Copyright Act grant the privi-
lege only to cable systems. The Home
Satellite Viewers Act of 1990 has grant-
ed it to satellite carriers, but only until
Dec. 31, 1994,

But if a Sept. 4 court decision and
comments submitted to the Copyright
Office last week are any indication, a
new consensus may be gaining momen-
tum: Withholding compulsory license
from satellite master antenna television
(SMATV) systems, wireless cable
(MMDS) operators and, perhaps, also
satellite carriers any longer will threaten
the growth of cable competition and,
thereby, contradict the intent of copy-
right law to encourage competition and
diversity.

Concluding two weeks ago that the
Copyright Act definition of ‘‘cable sys-
tem’ —facilities that retransmit broad-
cast TV *‘signals or programs by wires,
cables or other communications chan-
nels”’—includes satellite carviers, the
U.S. Court of Appeals in Atlanta ruled
that satellite carrier PrimeTime 24 quali-
fies as a ‘‘cable system’’ entitled to
compulsory license under the Act
(BROADCASTING. Sept. 9).

The ruling came only five days before
comments on the ‘‘cable system™’ defi-
nition came due at the Copyright Office,
which proposes to grant compulsory li-
cense to SMATV, but not to MMDS or
satellite carriers. Replies are due Oct. 9,
and Dorothy Schrader, general counsel
for the Copyright Office, said she be-
lieves new rules could be adopted by the
end of 1991.

Most of the more than 20 entities sub-
mitting comments last week, including
the FCC's Mass Media Bureau, urged
granting compulsory license to one or all
of cable TV's competitors, including
SMATYV, MMDS and/or satellite.

However, argued the Motion Picture
Association of America, MMDS should
not gain compulsory license without be-
ing subject to other cable regulations,
including the imposition of syndicated
exclusivity. And rules regarding
SMATYV royalty payments ought to in-
clude the same restrictions placed on
cable, said the National Cable Televi-

sion Association.

But, like the circuit court, many com-
menters from MMDS, SMATV, satellite
and cable interests alike argued that
compulsory license qualification should
be based not on technological definitions
of those video distribution systems (only
those using wires), but rather on *‘equiv-
alency of function’ among cable,
MMDS, SMATV, satellite and future
delivery systems.

Arguing for ‘‘a universal license for
all video distribution technologies,’” the

“MMDS and
traditional cable
systems further the
basic purpose
undelying the
Copyright Act”’
Turer Broadkusting System

1

Satellite Broadcasting and Communica-
tions Association (SBCA) said the
**ovemiding principle’” in copyright pol-
icy should be *‘to insure that the con-
sumer public has access to new video
technelogies, services and a choice of
diverse and high-quality television pro-
graming.”

Noting the FCC’s ‘‘interest in effec-
tive competition...in particular competi-
tion between cable television systems
and MMDS," comments submitted by
Mass Media Bureau Chief Roy Stewart
argued that denying MMDS compulsory
license ‘‘clearly would impinge on the
ability of those systems to compete with
traditional cable systems.’’

In the FCC's view, he said, granting
wireless cable and SMATYV the right to
retransmit broadcast signals for a fee
“‘would facilitate the achievement of
congressionally endorsed policy object-
ives...the desirability of fostering com-
petition’” and First Amendment-based
diversity goais embodied in the 1934
Communications Act and 1984 Cable
Act.

Other commenters addressing only
SMATV or MMDS also argued for a
pro-competition, non-technology-based
definition of ‘‘cable system."

Noting the court’s PrimeTime 24 de-

46 Washingten

] cision, the Wireless Cable Association

urged prompt adoption of ‘‘rules that
reflect Congress’s desire for the compul-
sory license to be available on a technol-
ogy-neutral basis.”” And according to
Turner Broadcasting System: *“*It is sim-
ply irrelevant whether programing is re-
transmitted by way of wires, cables, or
other communications channel, such as
microwave. Both MMDS and traditional
cable systems further the basic purpose
underlying the Copyright Act of promot-
ing ‘broad public availability of litera-
ture, music and the other arts.” ™

Noting the plethora of technological
and federal policy changes that have oc-
curred since Congress passed the Copy-
right Act of 1976, the Copyright Of-
fice’s Schrader said that, in light of that
*‘very broad [circuit court] decision,”
the Copyright Office will re-evaluate its
own earlier, tentative determination that
satellite carriers do not qualify as cable
systems.

However, she said, the Copyright Of-
fice continues to be concerned that the
courts do not seem to recognize the in-
terests of copyright holders, to the extent
that ‘*the court doesn’t seem (o see that
compulsory license is itself an excep-
tion’” to copyright law and to the cre-
ative community’s ability to negotiate
exclusive TV distribution contracts. The
PrimeTime 24 decision, she said, ap-
peared focused on whether the carrier
had been properly licensed, more than
on the ramifications for copyright hold-
ers.
Copyright rate negotiations begin this
month between satellite carriers and
copyright holders, including the studios,
sports rightshelders, networks, PBS and
religious broadcasters. Given failure to
reach an agreement (carriers now pay 12
cents per subscriber on independent TV
station signals and three cents on net-
work signals), the Home Satellite Act
mandates independent arbitration. Sev-
eral comments asked for similar *‘back-
up’® arbitration for MMDS and
SMATV.

In any case, Schrader said, ‘‘we don’t
think it’s all in our ball park.'’ Schrader,
PrimeTime 24 and the FCC suggested
that the circuit court decision might
move Congress to revisit the Home Sat-
ellite Act, which mandated the upcom-
ing negotiations,
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WASHINGTON WATCH

‘It is clear that

telecommunications technologies will
be a significant part of the new
landscape,’’ concludes the Public
Television Managers’ Guide to
Fiber Optics and Other New
Telecommunications

Technologies, a report to be released
this month by the Association of
America’s Public Television
Stations. **In exploring these
technologies today and building
appropriate systems, pubiic
television managers are directing the
evolution of their stations from
public broadcasting to public
telecommunications.”’

The report advises
noncommercial station managers to
begin planning the integration of
emerging technologies—fiber optic
distribution, digital video
compression, high-definition
television, personal
communications networks,
interactive video and data and
audio information services—to
transform their stations into more
than simple TV broadcasting
transmission.

Suggested strategies include
looking for partners in new media
development, lobbying state
government funding agencies and
contacting regional telephone
companies. ‘*It is important to claim
telecommunications as part of
public television’s turf,”’ the report
says. *‘State legislatures and
education groups do not necessarily
make an association between
public TV and video services
delivered by fiber, cable or
satellite.”

RBOC REQUEST

The seven regional Bell operating
companies (RBOC’s) jointly filed a
request with the Court of Appeals
in Washington to vacate a stay on
their entry into the information
services business. ‘‘Every day the
stay remains in effect it prevents
the Bell companies from engaging in
lawful competition and providing
new services desired by consumers.
Those losses, to both the Bell
companies and the public at large,
can never be recouped,”’’ the
RBOC’s said.

Until a July 25 decision by U.S.

District Court Judge Harold Greene,
the modified final judgement
(MFI), the consent decree ruling the
1984 breakup of AT&T, banned

the RBOC’s from providing
information services. But Greene
stayed the effects of his decision to
lift the ban pending further review
by the appeais court. He refused a
request in August by the RBOC’s

10 vacate the stay.

Besides the denial of services,
the RBOC’s claimed the stay’s harm
*‘is all the more acute because it
concerns activities protected by the
First Amendment—the generation
and communication of news,
entertainment and information of
every description.... The single
barrier standing between the Bell
companies and their exercise of First
Amendment rights is the stay.’’

The appeals court in coming
months will also be considering
requests to overturn Greene’s
information-services decision filed
by several opponents of the
RBOC'’s including the National
Association of Broadcasters, the
National Cable Television
Association and the American
Newspaper Publishers Association.

OPPOSING DISCLOSURE

Twenty groups representing the
broadcast TV, cable, motion picture
and home video industries wrote a
letter last week to House Intellectual
Property Subcommittee Chairman
William Hughes (D-N.J.) oppposing
the Film Disclosure Act (H.R.
3051).

The bill, introduced by
Representative Robert Mrazak (D-
N.Y.), would require labeling of
video materials edited or adjusted for
television presentation.

Disclaimers would be required for
colorized, edited, time

compressed or panned and scanned
films. **The public has a right to
know whether a motion picture which
is being sold, leased or exhibited

has been materially altered,’’ the bill
says. **The reputation of the

artistic author of a motion picture
may be harmed.”’

The industry groups said the
proposed labeis would discourage
viewers from watching TV
versions of theatrical releases. They
also claimed the bill violates the
First Amendment, which **simply

does not tolerate government-
imposed labeling of expressive
works. . .created by private
citizens. The legislation would
breach a wall that for 200 years
has properly prevented the
government from making
aesthetic decisions.”’

The presidents of the National
Association of Broadcasters,
National Cabie Television
Association, Association of
Independent Television Stations,
Community Antenna Television
Association, Motion Picture
Association of America and Satellite
Broadcasting and
Communications Association were
among the letter’s signers.

HIGHER EEO
FINES SOUGHT

The NAACP, League of United
Latin American Citizens and the
National Black Media Coalition
filed a petition with the FCC for
reconstderation recommending

that a single EEO violation be
defined as *‘absence of

meaningful EEO efforts for a
particular hiring or promotional
opportunity,”’ effectively raising the
base fine from the present

$10,000 to $250,000, before
downward adjustments. The
petition also calls for including prior
violations by other stations owned
by the same licensee when adjusting
fines.

COURT OK’S CLIPPING

Broadcast and cable news
organizations have suffered a setback
in their ongoing battle to prevent
so-called video clipping services
from selling excerpts from their
newscasts.

A three-judge panel of the U.S.
Court of Appeals in Atlanta has
thrown out a lower court
injunction blocking New York-based
Video Monitoring Service from
clipping CNN programing.

In its Sept. 5 opinion, the panel
called the injuction *‘serious legal
mischief.”’

If the courts enjoined services
from clipping unregistered programs,
it said, “*we would allow
broadcasters to close the door on
public access to their work
product.”’
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FORTHE RECORD

As compiled by BROADCASTING from
September 2 through September 6 and
based on filings, authorizations and oth-
er FCC actions.

Abbreviations: AFC—Antenna For Communications;
ALJ--Administrative Law Judge: ali.—altemate: ann.—
announced: ant.—antenna: aur.—aural: aux.—auxiliary:
ch.—channel; CH—critical hours.: chg.—change: CP—
construction permit; D—day; DA-—directional antenna;
Doc.—Doacket; ERP—effective radiated power: Freq—fre-
quency; HAAT—height above average terrain; H&V—
horizontal and vertical: khz—kilobertz: kw—kilowatts;
lic.—license; m—meters: mhz—megahertz: mi.—miles;
MP-—modification permit: mod. —modification: N—night:
pet. for recon.—petition for reconsideration: PS A—presun-
rise service authority: pwr.—power; RC—remote control;
§-A—Scientific-Atlanta: SH—specified hours: SL—studio
location; TL—transmitter location; trans.—transmitter;
TPO-—transmitter power output: U or unl.—unlimited
hours; vis.—visual: w—warts: *—noncommercial. Six
groups of numbers at end of facilities changes items refer to
map coordinates. One meter equals 3.28 Feet.

OWNERSHIP CHANGES

Applications

8 KMLO(FM) Fallbrook (San Diego-North Coun-
ty), CA (BALH910822GX: 107.1 mhz: 3 kw: ant. 300

ft.—Sceks assignment of license from Galixy Broad-
casting Group to KMLO Inc. for $1.25 million. Seller
is hcaded by Robert 1. Jacobson. and has no other
broadcast interests. Buyer ix headed by N. John Doug-
las {55%). Prudential [nsurance Co. (40.5%) and Pruco
Life Insurance Co. (4.5%). KMLO Inc. is hcaded
100% by Douglas Broadcasting Inc.. which controls.
through various subsidiaries. licensee of KMAX(FM}
Arcadia. KEST(AM) San Francisco KWWN(FM) Pla-
cerville and KOBO(AM) Yubua City. all Califarnia.
Douglas is also sole shareholder of DB Affiliates Inc..
general partner of licensee of WKNR(AM} Cleveland.
Filed Aug. 22.

a8 KZIQ-AM-FM Ridgecrest, CA (AM:
BAL9I08IYED: 1360 khz: 1 kw-U. FM: BAL-
H9IO819EE: 92.7 mhz: 1.5 kw: ant. -1.295 [1.}—
Seeks assignment of license from Bel Air Broadcasting
Corp. to James L. and Donna L. Knudsen for $250.000
{**Changing Hands.”* Sept. 2). Seller isx headed by
Robert Rosenthal. who has no other broadcast inter-
ests. Buyers have no other broadcast interests. Filed
Aug. 19.

@ KXBS(FM) Santa Paula, CA (BALH910826HH:
96.7 mhz: 87 w; ant. 1,500 fi.)—Seeks assignment of
license from Richard C. Phalen. receiver for Radio
Ventura, te KXBS Broadasting Ca. for $775.000
(**Changing Hands.”" Sept. 2). Seller is also receiver
for KIST(AM)-KMGQ(FM) Santa Barbara and KKAM
{AM)-KBOS(FM) Fresno-Tulare. both California.

Buyer has no other broadcast interests. Filed Aug. 26.

8 WXP(XAM) Babson Park, FL (BALYI0823EC:
1530 khz: 500 w-D)—Secks assignment of license
from Ted L. Hitc to Webber College Inc. for $22.500.
Seller has 100% interest in WAUC(AM) Wauuchuta.
FL. and 50% interest in new FM at Zolfo Springs. FL.
Buyer is headed by Roger M. Rose. and has no other
brouadcast interests. Filed Aug. 23.

8 WFGX(TV) Ft. Walton Beach, FL
(BALCT910826KF: ch. 35. 635 kw-V: 63.6 kw-A:
ant. 280 fr. —Secks assignment of license from TV 15
Lid. 10 Bowers Network. In¢. for $210,000. Seller is
general partner in CICF 111, headed by Henry A. Ash:
it has interests in KAYC(AM)-KAYD(FM) Beaumont,
TX. and WQRF-TV Rockford. IL. Ash has interests in
WVFT(TV) Roanoke and WIPR(TV) Lynchburg. both
Virginia. Buyer is headed by Claud W, Bowers. who
is director of Associated Christian Tclevision System
In¢.. non-profit corporation that is 100% stockholder

of licensee of WACX(TV) Leesburg. FL. Filed Aug.
26.

a WRFA(AM) Largo, FL (BAL910821EA: 820 khz;
50 kw-D., ) kw-N)}—Sceks assignment of license from
Freeman E. Teuton. receiver. to Vernon E. Cross,
trustee. in bank foreclosure of notes and intruments in
principle amount of $793.312.27. Seller has no other
broadcast interests. Buyer has no other broadcast inter-
csts. Filed Aug. 23.

SERVICES

|

BROADCAST DATABASE

daiaworld

Coverage/Terrain Shadowing
Allocation Studies - Direcionies
F.0. Box 30730 301-652-8822

- BROADCAST DATA SERVICES

Computerized Broadcast Service
Including
Data Base Allocation Studies
Terrain Profiles
A Div. of Moffet. Laron & Juhmon, Inc.

% Talatech Inc.

BROADCAST CONBULTANTS AND ENGINEERS
® FCC s iy and Fietd
® Frequency Samrchas and Coordination
® Tower Fruciar a=d Manienance

ity Design and Construchion

* Radio and Television System Design
« Transmitter and Studio installation
» Microwave and Satellite

gineeting and | i

627 Boulevard
900-245-4833  Kenliworth, NJ 07033

datawoeld
LPTV/TV Translator
Detailed Interference Studies
Regional Directories
Maps — Terrain — Popcount

301-652-8822 800-368-5754

Bethosda, MD 20814  800-368-5754 703 824-5666 KENNETH W. HOEHN 23400 Mich. Ave
: FAX:703—824-5672 (313) 562-6873 Dearbom. MI 48124
~ey = o 0
Bh : Shoolbred Engineers, Inc.
COMMUNICATIONS I NC g{-ainles":nc. s ——

New Towers, Antenna Strucfures
Englineering Studies, Modifications
Inspections, Erection, ralsals
North Wales, PA 18454
215 699-4871 FAX 695-9597

Towers and Antenna Structures
Robert A. Shoolbred, PE.

1049 Mortison Drive
Charleston, 5.C. 26403 » (803) 5774681

ween SG Communications

TVIFM RF Systerns Specialists
AF System Measwements
Tower Erecion & Maintenance

800-824-7865 Tucson, AZ

800-874-5449 Tampa, FL
215-699-6284 N. Waies, PA

KLINE TOWERS
Towers, Antenna Structures
Englneering & Instailation
P.O. Box 1013

Columbia, S.C. 29202
Tel: 803 251-8000 - FAX 251-8080

@ COMEUHES ATIONE, 18,

RF DESIGN & INSTALLATION 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: 301-488-7952

F‘{_ s 1868 Nirvana verwe

New towers, iranamitier bulidinge, sarth
ststions, tunkey site development.

| Tower Structures, Inc.

) Chuls Vista, CA 92011
1 s1a21-110
1 Fax: 819421-0530  Lic. No. 284513

STRFF
"+ STRUCTURAL * CIVIL + MEGHANICAL +
Towsi 4t Aviivma Spport Byslems Anelysie,
Inepectien, Mogifications. and Aopraieals.

av;slm GENTRAL TOWER INC.
Hertosh B 4780 (Phone) B12-853-0505

ENGINEERING SERVICES
!

bty T

SERVING BROADCASTERS
FOR OVER FORTY YEARS

(405) 946-5551

MAGRILL & ASSOCIATES
Radio Technical Consultants
Pre-purthase Etnlmmsfm &ﬁcm -
Upgrodes - Complete Station Design aad Construction
Sigaol Improvements - Quolity Studio & RF Rebuilds

Fast, Experiented & Economicai

El N
Kyle MogrilP.0. Box 456, Drange Lake, FL 3231

™ FOR WORLDWIDE
SATELITE TRANSMISSION

SERVICES CONTACT:

IDB COMMUNICATIONS GROUP

10525 WEST WASHINGTON BLVD.
CUWVER CITY, CA 90232-1922

213-870-9000 FAX: 213-838-6374

BROADCASTERS!

Besl Tramupondar Rales & Serice
Full 24 Howr Manned Facility & Service
Al Satelmes—C & Ku-Band
1/4, 172, Ful Hour or More

To Qvder Call Mary Moore ar Paul Day
1-800-745-7678 or 214-869-1800

Dallas Fort Worth Telepart
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PROFESSIONAL CARDS

du Treil, Lundin & Rackley, Inc.
—_— A Subsduy ol AD Ring PC.

1019 191h Sirect, N.W., Suile 300
Washinglon, D.C. 20036
Telephone: 202-223-6700

Momixr AFCCE

==CARLT. JONES=
CORPORATION
CONSULTING ENGINEERS

7901 YARNWOOD COURT
SPRINGFIELD, VIRGINIA 22153
(703 ) 569-7704
MERMBER AFCCE

LOHNES & CULVER
Consulting Radio-TV Engineers
1158 t5th. St. , N.W. , Suvite 508

Washington , D.C. 20005
(202) 298-2722
Membaz AFCCE

Bince 1944
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» WKAA(FM) Ocllla, GA (BALH910821GU; 97.7
mhz: 1.8 kw; ant. 400 ft.)—Secks assignment of li-
cense from Irwin County Broadcasting Corp. to Harper
Broadcasting Inc. for $205.000. Seiler is headed by
E.L. Kilday. and has 100% interest in WSKX(FM)
Hinesville, GA. Buyer is owned by Harold G. Harper.
and has no other broadcast interests. Filed Aug. 21.

B WFRL(AM)-WXXQ(FM) Freeport (Rockford),
IL (AM: BAL910B23GV: 1570 khz: 5 kw-D. 500 w-
N: FM: BALH910823GW: 98.5 mhz: 50 kw: ant. 450
ft.)—Seeks assignment of license from Freeport Radio
Associates 1o Stateline Broadcasting [nc. for $900.000.
Seller is headed by Amold M. Zaff. and has no other
broadcast interests. Buyer is headed by Harish Puri
and Thomas Imhoff. and has no other broadcast inter-
ests. Filed Aug. 23.

8 WDKA(TV) Paducah, KY (BTCCT910827KE: ch.
49: 3,373 kw-V: 337 kw-Al ant. 1.169 ft.}—Sceks
transfer of control of CP from Macpherson Broadcast-
ing of Kentucky Inc. to Robert W. Sudbrink for $200.
Seller is headed by Alexander E. Macpherson. and has
no other broadcast interests. Buyer is headed by Rob-
ert W. Sudbrink (51%) and Marion Sudbrink (49%).
husband and wife. Robert W. Sudbrink has interests in
WTLK(TV) Rome. GA (pending FCC approval)
WCEE(TV) Mt. Veron. IL: WXTL(AM) Jackson-
ville. FL. Filed Aug. 27.

8 KZPK(FM) Paynesville, MN (BAPH910822HL:
98.9 mhz: 50 kw: ant. 150 ft.)}—Seeks assignment of
CP from Katrick Broadcasting Inc. to Ronald J. Linder
for $120.000. Seller is headed by Patrick M. McCabe.
and has no other broadcast interests. Buyer is headed
by Ronald J. Linder. who is selling KXSS-AM-FM
Waite Park (St. Cloud). MN (**Changing Hands.'
Sep. 2). Filed Aug. 22.

» WFFF-AM-FM Columbia, MS (AM:
BTC910823HB; 1360 khz: | kw-D. 159 w-N: FM:
BTCH910823HC: 96.7 mhz: 3 kw: ant. 400 fi.)—
Seeks transfer of control from Haddox Enterprises Inc.
to David H. Manin and Ronald E. Geiger for
$250.000. Seller is headed by Lester Haddox. and has
no other broadcast interests. Buyers have no other
broadcast interests. Filed Aug. 23.

8 KLGS(FM) Versailles, MO (BTCH9108|15HU;
95. 1 mhz: 6 kw; ant. 328 ft.)—Seeks transfer of con-
trol within licensee Twin Lakes Communications Inc.
for $17.000. Sellers are Roger L. McDowell' and
James D. Fisher. Buyers are Douglas A. Fisher and
Betty J. Fisher: principals have no other broadcast
interests. Filed Aug. 15.

8 KKNK(AM) Carson City and KKNC(AM) Sun
Valley, both Nevada (KKNK: BAP9I0815EA: 750
khz: 10 kw; KKNC: BAP910R15EB; 730 khz; 500 w-
U}—Seeks assignment of CP's from Sundance Radio
Corp. and Silveradio Corp. to Caballero Spanish Me-
dia Inc. for $37.500. Sellers are headed by D.C.
Williams. Sundance Radio is permittee of KTCD{AM)
Eureka. CA. Williams also has interests in KPLA(AM)
Riverbank. CA. Buyer is headed by Eduardo Caballe-
10. and has no other broadcast interests. Filed Aug. 15.

® KNFT-AM-FM  Bayard, NM (AM: BA-
L910821EB: 950 khz; 5 kw-D. FM: BALH910821EC:
102.9 mhz: 3 kw: ant. 135 ft.)—Seeks assignment of
license from K.N.F.T. Inc. to Hunter Investments and
Entertainment Inc. for $50.000. Seller is headed by
Jack Moulton. and has no other broadcast interests.
Buyer is headed by Paul L. Hunter. and has no other
broadcast interests. Filed Aug. 21.

8 WDOE(AM)-WCQA(FM) Dunkirk-Fredonia, NY
(AM: BAL910B23HD; 1410 khz; | kw-D. 500 w-N:
FM: BALH910823HE: 96.5 mhz: 660 w: ant. 686
ft.—Secks assignment of license from Chautauqua
Broadcasting Corp. to Tri-County Broadcasting Inc.
for $650.000. Seller is headed by Vincent T. Ridikas,
and has no other broadcast interests. Buyer is headed
by E. Michael Boyle. and is licensee of WCED(AM)-
WOWQ(FM) Dubois. PA. Directors of Tri-County
Broadcasting are also stockholders of Derrick Publish-
ing Co. licensee of WKSN{AM)-WHUG(FM) James-
town. NY. Filed Aug. 23.

8 WLSE(AM)-WZKB(FM) Wallace, NC (AM:
BAL9I0BZIGR: 1400 khz; 1 kw-U. FM:
BALH910821GS: 94.3 mhz; 3 kw; ant. 300 ft.)—
Seeks assignment of license from RVG Broadcasting
Inc. 10 ) G & ) Broadcasting Inc. for $230.000. Seller
is headed by Richard V. Goines. who is also 100%

owner of WCPQIAM)-WMSQ(FM) Havelock. NC.
Buyer is headed by Mack Edmundson Jones. and has
no other broadcast interests. Filed Aug. 21.

8 WQZM(FM) Mountaintop, PA (BTCH%10726HR:
97.1 mhz: 250 w: ant. 1.102 ft.)}—Seeks transfer of
control within licensee Fairview Communications Inc.
for $21.000. Seiler is Robert Crawford. who is part-
time producer at WMGS(FM) Wilkes-Barre. PA. Buy-
er is Charles T. Morgan Jr. and Donna M. Morgan:
Charles Motrgan is sales representative for WNEP-TV
Scranton. PA. Filed July 26.

8 WXLY(FM) North Charleston, SC
(BALH910819GQ: 102.5 mhz: 100 kw: ant. 1040
ft.}—Seeks assignment of license from N. Charleston
Radio Broadcasters Inc. to North Charleston Radio
Corp. for $1.1 million. Seller is headed by Beverly
Poston. and is 100% controlled by Bahakel Communi-
cations Ltd.. licensee of seven AM's. eight FM's and
eight TV's. It also owns 100% of five Virginia cable
companies. Buyer is headed by Kenneth H. Maness:
100% voting stock is owned by Bloomington Broad-

casting Corp.. which owns licensees of WIBC(AM)-
WBNQ(FM)  Bloomington. IL: WGOW(AM)-
WSKZ(FM)  Chattanooga and  WICW(AM)-
WQUT(FM) Johnson City. both  Tennessee;

WKLQ(FM) Holland. Mt. and WTCB(FM) Orange-
burg. SC. Filed Aug. 19.

8 WIBZ{FM) Wedgefield, SC (BALH910819HV:
99.3 mhz: 3 kw: ant. 300 ft.}—Seeks assignment of
license from Wedgefield Communications to Raymond
F. Reich for $220.200. Sellers are Calvin Dailey Jr.
and Gloria Dailey. Dailey is also 100% owner of
Dailey Corp.. licensee of WFGM(FM) Fairmont and
WADC(AM)»WHCM(FM) Parkersburg. both West
Virginia. Buyer. Reich. and Calvin Dailey are partners
of Dailey & Reich. licensee of WDXY(AM) Sumier,
SC. Filed Aug. 19,

® KEZV(FM) Spearfish, SD (BALH910816HW:
101.1 mhz: 100 kw: ant. 1.490 ft.}—Secks assignment
of license from United Radio Group Inc. to Duhamel
Broadcasting Enterprises for $525.000. Seller is head-
ed by Richard J. Harr. Dean Sorenson. principal in
seller. has 100% interest in five AM's and five FM's,
and 50% imterest in one AM and one FM. Buyer is
headed by William F. and Peter A. Duhamgel. and is
licensee of KOTA-AM-TV Rapid City and KHSD-TV
Lead. both South Dakota: KSGW-TV Gillette. WY:
KDUH-TV Scottsbluff. NE. Buyer is also requesting
waiver of FCC multiple ownership rules because of
KEZV’s proximity to KOTA-AM-TV. Filed Aug. 16.

8 KSLT(FM) Spearfish, SD and KTSL(FM) Spo-
kane, WA (KSLT: BTCH9 I080RHG: 107.3 mhz: 100
kw: ant. 1,702 fi.: KTSL: BTCH910808HH: 104.7
mhz:. 3 kw: ant. 308 ft.)—Seeks transfer of control
within licensee Black Hills Christian Communications:
purpose is to reorganize board of directors. Licensee
has option to purchase KAAR(FM) Medical Lake.
WA. Board members David Burdine and Lyle G.
Arent are members of Bethesda Foundation. permittee
of KLTE(FM) Kirksville, MO. Filed Aug. B.

® KDGE(FM) Gainesville, TX (BALH910826HG:
94.5 mhz: 100 kw; ant. 1.935 fi.}—Seeks assignment
of license from Allison Broadcast Group Inc. to
Founders Media Group for $8.3 million. Seller is
headed by Steve Allison, and is merging with buyer to
form new company: it has no other broadcast interests.
Buyer is subsidiary of Founder Equity [nc.. headed by
Warren H. Haber (35%). John L. Teeger {35%) and
Edward G. Rogoff {30%). Rogoff is principal in CRB
Broadcasting Corp. 100% parent of licensees of
WNLK(AM):-WEFX(FM) Norwalk, CT; WFAS-AM-
FM White Plains. NY: WTCR-AM-FM Kenova-Hun-
tington. WV; WZZR(FM) Stuart, FL: WJBR-AM-FM
Wilmington. DE. and WAEB-AM-FM Allentown.
PA. Fited Aug. 26.

8 KYCN-AM-FM Wheatland, WY (AM: BA-
L9I0823EA: 1340 khz: 250 w-U. FM: BAL-
H910823EB; 101.7 mhz: 3 kw: ant. 156 ft.)—Secks
assignment of license from Pioneer Broadcasting Inc.
to Kent Godfrey Smith for $175,000. Seller is headed
by Timothy A. Branson. and has no other broadcast
interests. Buyer has no other broadcast interests. Filed
Aug. 23.

Actions

8 KXXZ{(FM) Barstow, CA (BTCH91061BGR; 95.9
mhz: 1.5 kw: ant. 436 ft.)—Granted transfer of control

within Hub Broadcasting Inc. for $20.024. Seller is
Walter C. Tucker. and has no other broadcast interests.
Buyer is John J. Schimmenti. and has no other broad-
cast interests. Action Aug. 28.

8 WGGA-AM-FM  Gainesville-Cleveland, GA
(BAL910708HP: 1240 khz: | kw-U: FM:
BALH91070BHQ: 101.9 mhz; 6 kw: ant. 410 ft.)—
Granted assignment of license from Gainesville Bank
& Trust Co. 10 Allied Media of Georgia Inc. for $1.15
million. Station was recently purchased out of receiver-
ship (*'For the Record.’" May 27). Seller is headed by
Richard A. Hunt Jr. Bennie Hewett. a stockholder and
director of Gainesville Bank and Trust. has 100%
interest in WHOD-AM-FM Jackson, AL, and
WHFE(AM) Lakeland and WLBA(AM) Gainesville,
all Georgia. and 75% interest in WNGA(AM) Nash-
ville. GA. Buyer is headed by Jeffrey ). Brown. and is
subsidiary of Allied Media Inc.. parent company of
licensees of WIGO(AM) Atlanta and WEBB(AM) Bal-
timore. Action Aug. 29,

8 WXVT-TV Greenville, MS (BALCT910709KE;
ch. 15; 2,746 kw-V: 549 kw-A: ant. BB7 ft.)—Granted
assignment of license from Big River Broadcasting Co.
of Greenville to Greenville Television Inc. for $1.43
million (**Changing Hands."* July 29). Selier is head-
ed by Marshal Noecker and Andrew W. Stabler Jr..
and owns WCYB-TV Bristol. VA; KTXS-TV Abilene,
TX. and WLYC(AM)-WILQ(FM) Williamspont. PA. .
Buyer is headed by John F. Hash (20%). Aubrey L.
Collum (20%). Larry Harris. Leon D. Long (20%),
and Jo Love Liule (20%) and Mary Eliza McMillen
(20%). sisters. Hash, Little, McMillen and Collum
also have interests in Love Broadcasting Co.. licensee
of WLOX-TV Biloxi. MS, and KDKF(TV) Klamath
Falls and KDRV(TV) Medford. both Oregon. Harris
owns 342 shares of American Family Assurance Co.,
publicly traded company and licensee of six TV's.
Action Aug. 28.

8 WCLN(AM) Clinton, NC (BAL9107I5EL; 1170
khz: 5 kw-D)—Granted assignment of license from
WMXS Inc. to Broadcasting Good News Inc. for
$115.000. Station was recently purchased with
WCLN(FM) Clinton for $650.000 ('‘Changing
Hands,"* May 13). Seller is headed by L.E. Willis Sr.,
and has interests in KDFT(AM) Fermris. TX;
KLRG(AM) North Litlle Rock. KFTH(FM) Marion.
KMZX(FM) Lonoke and KSNE{FM) Marshall. all Ar-
kansas; WAYE(AM) Birmingham. WSFU-FM Union
Springs and WVCA(FM) Selma, all Alabama; WBOK-
(AM) New Orleans: WESL{AM) East St. Louis. IL:
WGSP(AM)  Charlotte. WBXB(FM)  Edenton.
WKIJA(FM) Belhaven, WVRS(FM) Warrenton and
WSRC(AM) Durham, all North Carolina: WIMG(AM)
Ewing. NJ;: WPCE(AM) Portsmouth and WMXS(FM)
Cape Charles, both Virginia: WTJH(AM) East Point,
GA: WURD(AM) Philadelphia: WWCA(AM) Gary
and WPZZ(FM) Franklin. both Indiana. and
WKSO(FM) Orangeburg, WKWQ(FM) Batesburg and
WWPD(FM) Marion, all South Carolina. Buyer js
headed by George E. Wilson. and has no other broad-
cast interests. Action Aug. 27,

8 WXMX(FM) Upper Arlington (Columbus), OH
(BALH910530GK: 98.9 mhz: 3 kw: ant. 328 fi.)—
Granted assignment of license from Twin Rivers Com-
munications Ltd. to Columbus Radio. limited partner.
for $2.5 million (**Changing Hands,"* June 17). Seller
is headed by Mary Mahaffey. and has no other broad-
cast interests. Buyer is headed by Alan D. Gray
(22%). Kevin J. McGinty. Jim Bengal, Primus Capital
Fund 11 (51%) and Capital Funds Corp. (18%). Gray
owns 100 shares (less than 1%) of common stock of
Jacor Communications and 48% of common stock of
Dayton Radio Inc.. licensee of WYMJ-FM Beaver-
creck (Dayton), OH. Action Aug. 27.

8 WSMT-AM-FM Sparta, TN (AM: BTC90628GT:
1050 khz: | kw-D: FM: BTCH910628GU: 105.5 mhz:
3 kw: ant. 35 fi.)—Granted transfer of control within
Heartland Broadcasting Inc. for $20.000. Seller is R.
Dewitt Shelton, and has no other broadcast interests.
Buyer is Douglas E. Farley. and has no other broadcast
interests. Action Aug. 19.

8 KREM-TV Spokane, WA (BTCCT910627K}. ch.
2: B4.7 kw-V: 15.5 kw-A; ant. 2,200 ft.)—Granted
transfer of control from King Broadcasting Company
to King Holding Corp. for $355 million plus other
undisclosed consideration; actual price estimated at
$400 million. Purchase includes KGW-TV Portland,
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OR: KTVB(TV) Boise, ID. and KHNL{TV} Honolulu.
KOGG(TV) Wailuku and KHBC-TV Hilo. all Hawaii
(see "*For the Record.” Sept. ). Seller is headcd by
Priscilla Bullitt Collins and Dorothy Stimson Bullitt.
sisters. and sold KING-AM-FM Seanle (**Changing
Hands.”™ July 15). King Broadcasting is also selling
KGW(AM)-KINK(FM) Portland.  OR. and
KSFO{AM)-KYA(FM) San Francisco. Buyer is head-
ed by Frank T. Nickell. Trygve E. Myhren and Jack C.
Clifford. Providence Journal Co. operates. through
various subsidiarics. WOCNC-TV Charlotte. NC;
WHAS-TV Louisville, KY: KGSW-TV Albuquergue,
NM. and KMSB-TV Tucson. AZ. Action Aug. 27.

® WHRD(AM) Huntington, WV (BALY910712ED:
1470 khz: 5 kw-D)}—Granted assignment of license
from Marshall University Foundation lnc. to Southern
Communications Corp. for $30.000. Seller’s board of
directors is headed by Phil E. Cline. and has no other
broadcast interests. Buyer is headed by R. Shane
Southern. lra W. Southern (90%) and Judy M. South-
em (10%). and is licensee of WIWS(AM)-WCIR-FM
Beckley. WV. Action Aug. 27.

8 WMON(AM)-WZKM(FM) Montgomery, WYV
(AM: BAL910424HC: 1340 khz: | kw-U: FM:
BAPH9i10424HU: 93.3 mhz: .4 kw: ant. 218 ft.}—
Granted assignment of license and CP (WZKM}) from
Upper Kanawha Valley Broadcasters Inc. to R-S
Broadcasting Co. Inc. for $101.500. Seller is headed
by Arnthur Clark, George Waters, Ted Julian and Jeff
Batten. and has no other broadcast interests. Buyer is
headed by Vivian Jean Brown and Michael D. Brown,
wife and husband. Sarah Agnes Johnson and C. Farrell
Johnson (100%). and is licensee of WVAR(AM)-
WCWV(FM) Richwood-Summerville, WYV. Action
Aug. 20.

® WOBG(FM) Salem, WV (BAPH90I019GI: 105.7
mhz; 250 w-D)—Granted assignment of CP from Sa-
lem Broadcasters to Hilber Corp. for $72.000. Selier is
headed by Richard L. and Betty Lou Frame, and Don-
ald L. and Judy V. Mills. Millses have interests in
WBES-FM Dunbar. WV. Buyer is headed by Robent
G. Steinhilber and Sally L. Steinhilber, and is ticensee
of WOBG(AM) Clarksburg. WV. Action Aug. 22.

1 WGEZ(AM) Beloit, WI (BAL90I220EA: 1490
khz: | kw-Ul—Granted assignment of license from
Seehafer Broadcasting Corp 10 Great Radio Broadcast-
ing Group for $300.000. Seller is headed by Donald
Seehafer. and owns WOMT(AM)}-WQTC-FM Manito-
woc: WXCO{AM)-WYCO(FM) Wausau. both Wis-
consin. and KWEBIAM)-KRCH(FM) Rochester. MN.
Buyer is headed by Stephen P. Walrath (50%), Elroy
A. Voigt (25%) and Lana S. Voigt (25%). and has no
other broadcast interests. Action Feb. 8.

® WKBH-AM-FM Holmen-Trempeleau, WI (AM:
BAL910620G0: 1570 khz: | kw-D. 500 w-N: FM:
BALH910620GP; 105.5 mhz: 3 kw: ant. 531 fi.)—
Granted assignment of license from Continenta! Broad-
casting of La Crosse to Riverview Communications
Inc.; in consideration. Continental Broadcasting and
Riverview Communications agree 10 dismiss with prej-
udice all claims and counterclaims made by parties in
La Crosse County court case Continental v. Riverview.
Seller is headed by David Peschau. and has no other
broadcast interests. Buyer is headed by Patrick De-
lancy (45.6%). Joseph Roskos (31.1%). Michaei
Schmitz (17.1%) and Marge Ncader (6.2%). Delaney
has 51% interest in DN Communications Inc.. licensee
of WOSX(FM) Spencer. W1. Action Aug. 20.

NEW STATIONS

Applications

® Ceres, CA (BPET910813KE}—BET Nahraun Inc.
seeks ch. 23: 15 kw: ant. 47 m. Address: P.O. Box
4116, Modesto, CA 95352. Principal is headed by
William Dadesho. and has no other broadcast interests.
Filed Aug. 13.

® Panama City Beach, FL (BPCT910815KF)—Bow-
ers Network Inc. seeks ch. 46; 2.450 kw: ant. 359 m.
Address: 4520 Park Breeze Court. Orlando. FL 32808.
Principal is headed by Claud W. Bowers, who has
interests in Sharp Communications Inc.. licensee of
WACX(TV), Leesburg. FL. Filed Aug. |5.

® Panama City Beach, FL (BPCT910815KE)—
Beach TV Properties Inc. seeks ch. 46: 1,268 kw: anl.
167 m. Address: 8317 West Hwy 98, Ste. 23. Panama

City. FL 32407. Principal is headed by Jud Colley and
Tonita Davis. and is licensee of LPTV s at Panama
City. Key West and Destin. all Florida: Cape May. NJ.
and Charleston, SC. Davis is permittee of LPTV at
Perdido Key. FL. Filed Aug. I5.

® Union City, TN (BPH910808MC)—Twin State
Broadcasting Inc. seeks 105.7 mhz: 6 kw; ant. 100 m.
Address: 329 S, Second St., Union City, TN 38261.
Principal is headed by Rodney Taylor. and has no other
broadcast interests. Filed Aug. 8.

® Union City, TN (BPH910808BMD)}—River Radio
Inc. seeks 105.7 mhz; 6 kw: ant. 100 m. Address: 300
N 4th St.. Fulton. KY 42041_ Principal is headed by
Alvin E. McClain. who owns 49% of River County
Broadcasting Corp.. licensee of WKZT(AM) Fulton.
KY. Filed Aug. 8.

Actions

® Fruithurst, AL (BPH900301 MF—Granied app. of
Steven L. Gradick for 102.7 mhz: 6 kw: ant. 100 m.
Address: 12 First Ave. W, Fruithurst, AL 36262. Prin-
cipal owns 100% WKNG Inc.. licensee of
WKNG(AM) Tallapoosa. GA. Action Aug. 20.

® Fruithurst, AL (BPH90030 |MG}—Dismissed app.
of Evergreen Communications Co. for 102.7 mhz: 3
kw; ant. 106 m. Address; 705 N. Main St.. Roanoke.
AL 36274. Principal is headed by James C. Vice and

Kay C. Vice. and has no other broadcast interests.
Action Aug. 20.

B Agana, GU (BPEDS90830MD)}—Granted app. of
Catholic Educational Radio for 90.9 mhz: 3.1 kw: ant.
151 m. Address: Archdiocese of Agana Inc.. Cuesta
San Ramon. Agana. GU 96910. Principal is headed by
Brigido U. Arroyono. and has no other broadcast inter-
ests. Action Aug. 15.

8 Arcola, [L (BPH901228MA)—Granted app. of
Rollings Communications of 1llinois Inc. for 107.9
mhz: 6 kw: ant. 100 m. Address: 400 N. Broadway
Ave.. Urbana. IL 61801. Principal is hcaded by Mark
Rollings. and is licensee WUFKAM)-WZNF(FM)
Rantoul. IL. Action Aug. 16.

® Herrin, IL (BPH890405SME)}—Granted app. of Her-
rin Broadcasting Inc. for 92.7 mhz: 3 kw: ant. 99 m.
Address: 2279 Springs Landing Blvd.. Longwood. FL
32779. Principal is headed by Barbara Reichel, and has
no other broadcast interests. Action Aug. 15.

FACILITIES CHANGES

Actions

AM’s

® Vero Beach, FLL. WAVW(AM) 101.7 mhz—Aug.
19 application (BMLH891207KG) granted mod. of

SUMMARY OF
BROADCASTING & CABLE

BROADCASTING
SERVICE | 0 A CPy! TOTAL *
Commercial AM 4,988 235 5,223
Commercial FM 4,482 1,010 5,492
Educational FM 1,473 294 1,767
Taital Raadin Tik.543 1,530 2. 68
Commercial VHF TV 556 17 573
Commercial UHF TV 570 171 741
Educational VHF TV 124 3 127
Educational UHF TV 232 11 243
® ozl TV 1442 202 1A%
VHF LPTV 209 151 360
UHF LPTV 6494 808 1,507
8 Todnl LFTY UIH ysy I HET
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 71,304,000
Total systems 10,823
Household penetrationt 58.6%
Pay cable penetration 29.2%

* Includes oft-air licenses 1 Penetration percentages are of TV household universe of
92 1 mullion. ' Construction permit 2 Instructional TV fixed senvce 2 Studio-transmit-
ter link. Source: Nielsen and Broadcasting’s own research.
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license to increase ERP: 3.1 kw H&V (pursuant to
docket #88-375).

® Portage, W1 WPDR(AM) 1350 khz—Aug. 22 ap-
plication (BP910329AH) granted for CP to correct
coordinates to 43 31 42N 89 26 01W.

FM’s

® Coalinga, CA KNGS(FM) 100.1 mhz—Aug. 16
application (BPH8907171E) returned for CP to change
ERP: 21.4 kw H&V; ant.: 228.5 m.; TL: Kettleman

Hills -19 mi SE of Coalinga. CA: change class: B (per
docket #88-184).

® Hollister, CA KHIP(FM) 93.5 mhz—Aug. 20 appli-
cation (BMLH900110KD) granted mod. of license to
increase ERP: 115 kw H&V {pursuant to docket #88-
375).

8 Merced, CA KDAT(FM) 106.3 mhz—Aug. 26 ap-
plication (BMLH901119KC) granted mod. of license
(BLH890725KE) t0 increase ERP: 2.95 kw H&V (pur-
suant to docket #88-375).

® Winton, CA KFMK(FM) 98.7 mhz—Aug. 22 appli-
cation (BMPH9104221G) gramted mod. of CP
(BPHBBOI26ND) 1o change ERP; 4.4 kw H&V; ant.:
117 m.; TL: Old Lake Rd.. CA, B.31 km from main
post office in downtown Merced on bearing of 12.4
degrees (T).

® West Palm Beach, FL. WNGS(FM) 92.1 mhz—
Aug. 20 application (BMLH8921211KV) granted mod.
of license to increase ERP: 6 kw H&V (pursuant 1o
docket #88-375).

B Lakeland, GA WHFE(FM) 105.9 mhz—Aug. 20
application {(BMPH9007131D) granted mod. of CP
(BPHB70910NV) 10 change ERP: 6 kw H&V: change
TL: 3.6 km SW of Ray City, GA 31 03 26N 83 13
50W.

® Rome, GA WKCX(FM) 97.7 mhz—Aug. 20 appli-
cation (BPH9012141G) granted for CP to change ERP:
4.1 kw H&V; change ant.: 241 m.; class: C3: TL: atop
Armstrong Mtr., 3.2 km NE of Shannon. GA (per
docket #89-425).

® Twin Falls, ID KAWZ(FM) 89.5 mhz—Aug. 26
application (BPED900807MD) granted mod. of CP
change freq: 89.9 mhz: change ERP: 7 kw H&V: ant.:
303.1 m.; TL: Flat Top Butte. 8.4 km E of Jerome:
(non~commercial educational FM).

B Baxter Springs, KS KMOQ(FM) 107. 1 mhz—Aug.
22 application (BMLH900326KA} granted mod. of
license 10 increase ERP: 6 kw H&V (pursuant to docket
#88-375).

® Emporia, KS KEGS(FM) 101.7 mhz—Aug. 20 ap-
plication (BPH910422IE) dimissed for CP to change
ERP: 39 kw H&V: change ant.: 169 m_; TL: located in
Rural Greenwood County. KS. 4.8 km W and 1.3 km
S of Madison, KS, change to channel 269C2 (per
docket #90-65).

® Hindman, KY WKCB-FM 107.1 mhz—Aug. 20
application (BMLH900302KB) granted mod. of li-
cense 10 increase ERP: 1.55 kw H&V (pursuant to
docket #88-375).

® Sault Ste. Marie, MI WYSS(FM) 99.5 mhz—Aug.
26 application (BMPH9101041D) granted mod. of CP
(BPHB70227NP) to change ant.: 133 m.; TL: Rte. 2
Box 240, Sault Ste. Marie. Chippewa, MI. 1.7 mi N of
intersection of Hwys. |-75 and M-28. adjacent to exist-
ing tower.

8 Mountaln Grove, MO KCMG-FM 92.7 mhz—
Aug. 22 application (BMLHB890327KC) granted mod.
of license 1o change freq: 106.5 mhz (per dacket #86-
4100,

® Warrenton, MO KFAV(FM) 99.9 mhz—Aug. 20
application (BMPH910123IE) granted mod. of CP
(BPH880107MO) 10 change ERP: 2.5 kw H&V; ant.:
156 m.: and to increase to full-power class A with 6
kw.

8 Belgrade, MT KGVW-FM 96.7 mhz—Aug. 20 ap-
plication (BPH9106031)) granted for CP to change
ant.: 212.4 m.; change TL: High Flat |1 mi W SW of
Bozeman. MT.

8 Elko, NV KRIC(FM) 95.3 mhz—Aug. 22 applica-
tion {BPH910422IH) granted for CP to change ERP: 25

plication (BPED90!1141A) gramed for CP 1o change
ant.: 453 m.; change TL: Overlook Mt.. Woodstock.
NY. 4 km from Woodstock. bearing 11 degrees.

® Kingston, NY WAMK(FM) 90.9 mhz—Aug. 19
application {BPED9011061A) granted for CP 10 change
antenna supporting-structure height: change ant.: 453
m. TL: Overlook M1.. Woodstock. NY, 4 km from
Woodstock. bearing 11 degrees.

® Belpre, OH WQHD(FM) 91.7 mhz—Aug. 9 appli-
cation (BMPED900918IB) granted mod. of CP
(BPED8GOBO5SMA) to change ERP: .17 kw H&V: ant.:
105 m.

® Montpelier, OH WYDF(FM) 104.5 mhz—Aug. 20
application (BMPH9102141B) granted mod. of CP
(BPHB9073IMJ) to change TL: 5.4 km from Mei-
bourne, OH, at bearing of 170.7 degrees: change coor-
dinates: 41 30 54N 84 39 43w.

® Port Clinton, OH WOSE(FM) 94.5 mhz—Aug. 16
application (BPH9106031Q) granted for CP 1o change
TL: 3.2 km NE of Elmore. OH.

® Erie, PA WEFR(FM) 88.1 mhz—Aug. 23 applica-
tion (BMPED90I107IC) granted mod. of CP
(BPED840302CC) to change ERP: .63 kw H&V: ant.:
131 m.. TL: .74 km N of E Stancliff Rd.. .28 km E of
Oliver Rd.. and 4.27 km SE of Middleboro. PA.

® Mercersburg, PA WGLL(FM) 92.1 mhz—Aug. 21
application (BMLH900426KE) granted mod. of license
to increase ERP: 3.3 kw H&V (pursuant to docket
#88-375).

B Vieques, PR WSAN(FM) 98.9 mhz—Aug. 22 ap-
plication (BPH9008091)) granted for CP 1o change
ant.: 229 m.

® Moncks Corner, SC WIYQ(FM) 105.5 mhz—Aug.
22 application (BPH910219IC) granted for CP to
change ERP: 4.5 kw H&V: change am.: 114 m.
(equivalent to 6 kw 100 m.).

® Harrogate, TN WXJB(FM) 96.5 mhz—April 30
application (BMPH910430IL) granted mod. of CP
(BPHB51 114MG) to change a non-directional circular-
polarized antenna and remove beam tilt.

® Terrell, TX KTLR-FM 107.1 mhz—Aug. 16 appli-
cation (BMPH901010ID) dismissed mod. of CP
(BPHE201061B) 10 change ERP: 3.276.

® Norton, VA WNVA-FM 106.3 mhz—Aug. 19 ap-
plication (BPH900406ID) granted for CP 10 change
ERP: 1.663 kw H&V: change ant.: 187 m.

8 Wisconsin Dells, WI WNNO-FM [07.]1 mhz—Aug.
20 application (BMLH900110KC) granted mod. of
license to increase ERP: 3.1 kw H&V (pursuamnt 10
docket #88-375).

TV

® High Springs. FL. WHSF(TV) ch. 53—Aug. 22
application (BMPCT$806071G) granted for CP 1o
change ERP: 1400 kw (vis): ant.: 129 m; TL: overall
height of existing ant. structure is 113 m above ground.
29 45 23N 82 24 29W. Amended 10-11-90: to change
ERP: 1.493 kw (vis) ant.: 262 m: TL: 2.4 mi NW of
the Devil's Millhopper near Gainesville. FL: antenna:
Bogner B24UH(DA) (BT). 29 43 59N 82 25 16W.

—

assignment of construction permit from Kralowee to
Kralowec Children's Family Trust. over various objec-
tions. (By MO&O [DA 91-1048) adopted August 16
by Chief. Video Services Division. Mass Media Bu-
reau.)

® Chicago Upheld its earlier action granting applica-
tion of Monroe Communications Corp. for construction
permit for new television station on channel 44, and
denying application of Video 44 for renewal of its
station WSNS-TV on that channel. (MM dockets 83-
575-576 by MO&O |FCC 91-234] adopted July 23 by
Commission. )

® Hammond, LA Denied application of Pontchartrain
Broadcasting Company. Inc.. for new commercial TV.
(MM docket 87-342 by Supplemental |nitial Decision
[FCC 91D-42] issued August 15 by ALJ Edward J
Kuhlmann.)

® Shreveport, LA Denied Innovative Women's Media
Association's appeal of dismissal of their application
for new FM on channel 275C2 at Shreveport. LA.
(MM docket 88-524 by MO&O |FCC 91R-73] adopted
August |2 by Review Board.)

B Yadkinville and Greensboro, NC Denied motion
by Robert Carroll Rickenbacker. J.. for stay concemn-
ing modification of FM facilities at Yadkinville, and
for construction permit for new FM station at Greens-
boro. (MM docket 89-357 by MO&O |FCC 9IR-72]
adopted August 6 by Review Board.)

ALLOCATIONS

® Fort Bragg, Oroville and Monte Rio, all Califor-
nia Effective September 30, substituted channel 24981
for channel 249A at Oroville, CA. and conditionally
modified license of KEWE(FM) accordingly: substitut-
ed channel 249B1 for channel 249A at Monte Rio, and
conditionally modified license of KMGG(FM) accord-
ingly: and substituted ch 1 253A for ch 1249A
at Fort Bragg, and conditionally modified license of
KSAY(FM) accordingly. (MM docket 88-192 by R&O
|DA 91-983) adopted July 31 by Chief. Allocations
Branch. Mass Media Bureau.)

® Joshua Tree, CA Effective October 4, aloted chan-
nel 221A as its first broadcast service. Filing window:
October 7-November 6. (MM docket 90-549 by R&O
|DA 91-1017] adopted August 12 by Assistant Chief,
Allocations Branch.)

® Knob Noster and Moberly. both Missouri Effec-
tive October 3 substituted channel 289C3 for channel
288A at Knob Noster. and conditionally modified 1i-
cense of KXKX-FM accordingly: and substituted chan-
nel 288C3 for channel 288A at Moberly and condition-
ally modified license of KZZT-FM accordingly. (MM
docket 89-550 by R&O |DA 91-1007] adopted August
8 by Chief. Allocations Branch. Mass Media Bureau.)

® Lometa, TX Effective October 7. allotted channel
270A as its first FM service. Filing window: October
8-November 1. {MM docket 90-392 by R&O [DA 91-
1012| adopted August 12 by Assistant Chief. Alloca-
tions Branch.)

CALL LETTERS

ACTIONS

8 Homewood, AL Denied joint petition for extraordi-
nary relief, waiver and approval of universal settlement
and stay of procedural dates in proceeding for new FM
on channel 247A. (MM docket 90-638 by MO&O
[FCC 91R-74] adopted August 16 by Review Board.)

® Phoenix, AZ Upheld ALJ and Review Board deci-
sions finding that Maricopa Community Television
Project. applicant for new television station on channel
61, was ot financially qualified. (MM docket 88-581
by MO&O (FCC 91-239] adopted July 30 by Commis-
sion.)

8 Los Angeles Upheld decision by Mass Media Bureau
to renew. unconditionally. license of KCET(TV) over
objections of National Hispanic Media Coalition. (Re-
port MM-568. Mass Media Action. August 12 by
MO&O [FCC 91-263].)

® Porterville, CA Granted request by Arthur C.

Applications
Existing AM’s
KAPL(AM)  KITH Apple Valley Broadcasting:
Apple Valley, CA
KLFD{AM) KQIV Mid-Minnesota Broadcasting
Co.: Litchfield, MN
KVFC(AM)  KISZ DelLane Broadeasting Inc.:
Cortez. CO
Existing FM’s
KKMI(FM)  KDWD Hensley Broadcasting Inc.:

Burlington. |A

WBOG(FM) WTRL-FM Magnum Radio. Inc.:
Tomah. WI

WWNIJ(FM)  WKTW Mcrcer County Community
College: Dover Township. NJ

kw H&V: change ant.: 236 m.. change class 237A w Kralowee for waiver of rules and for modification of Existing TV
B1CL. facilities and extension of time 1o construct unbuilt WNSI(TV)  WOCD LG Communications Inc.;
® Kingston, NY WFGB(FM) 89.7 mhz—Aug. 19 ap- station KKAK(TV) channei 61; and for pro forma Amsterdam. NY
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Working sales manager 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 10; KARZ/KHTE Manager, PO
Box 492890, Redding. CA 96049. EOE.

Florida's dominant Adult FM needs an Ocala
sales manager and career account executives for
Gainesville and Ocala. Must understand client-
focused selling, produce quality presentations
and develop client-specific strategies. Great op-
portunity with large group-owned station. Re-
sumes and cover letters to Gary Granger, WKTK-
FM, 1440 NE Waldo Road, Gainesville. FL 32601.
904-377-0985. WKTK is an equal opportunity em-
ployer.

Sales manager: 100,000 watt successiul regional
powerhouse seeks sales manager o move station
10 the next plateau. Successful candidate wilt be
analytical, possess creative marketing techniques
and be a competitive self starter who can train
and motivate. Proven people skills with a desire
tor authority and responsibility and well organized.
Resume to Reynold Hawk, WMMZ, PO Box 70229,
Ocala, FL 32670. EOE

GM/GSM for Rocky Mountain resort FM. Unique
smali market position with equity opportunity.
Growing group needs dedicated management to
keep expanding. EOE. Reply Box P-22.

Sales-oriented hands-on GM for Wyoming small
market station. Sales background, stable employ-
ment and quality references desired. Engineering/
lechnical ability helpful. Resume to Box P-23.
EOE.

Staffing for brand new FM: Northeast—need
bright. enthusiastic applicants for all staff posi-
tions: GM, SM, AE's, ND. On-air talent. Send re-
sumes only to Box P-24. EOE.

Sales manager: Contemporary Christian top 10
Northeast market seeks dynamic sales manager
who can balance selling with coaching. Looking for
professional, creative team player able 0 interact
with GM & OM. EEO employer. Reply to Box P-25.

Top performer wanted: Sunbelt, southwestern
college town, fantastic four-season lifestyle in the
sun. Dominant, class C FM Adult Contemporary
leader has an immediate cpening and list avail-
able now for a very, very good small/medium mar-
ket radio account executive. If you're a hard-work-
ing, proven lop performer and are ready to
relocate 1o our beautiful college town fo earn more
and tearn more, reply in confidence today. KMGN
Radio, Kenas Guarino, Sales Manager, PO Box
3421, Flagslaff, AZ 86003. 602-526-5765. Imme-
diate reply to all inquiries. Equal opportunity em-
ployer.

Florida medium market: New hot Oldies FM—
great opportunity, experience a must! Fax; sell
me, Il call you. Fax 1-904-622-4449—thanks,
owner, CRMC. EOE.

F/T disc jockey: Applicant should have at least 3
years radio experience. Successful applicant will
act as full lime air personality. Will run boards, do
airshift, present promotional and public service
announcements and news and weather. For con-
sideration submit resume to: Bob Davis, KSTP-
FM, 3415 University Avenue, St. Paul, MN 55114.
Equal opportunity employer M/F.

Announcer for #1 AM/FM in market. Previous
board and production experience helpful. Send
tape and resume to J. McCullough, WLPO/WAJK,
PO Box 215, LaSalle, IL 61301. EQCE.

Top rated Washington, DC station needs a ca-
pable engineer who is a self-starter and highly
motivated. Applicant must have at least one year
experience and a FCC general license. Send re-
sume and salary requirements to Box P-26. EOE.

Broadcast engineer: Midwest combo: 50,000
watt FM & 5,000 watt directional AM seeking ex-
perienced engineer. Will maintain transmitters,
studio/production equipment, STLs, satellite re-
ceivers, micro processor equipment. Competitive
pay & benefits. Will have good transition support.
Operation guided by Christian principles. Contact
Ed Moore, GM, WFRN/WCMR, Box 307, Elkhart,
IN 46515. 219-875-5166. EOE.

Experienced local news person needed imme-
diately; could evolve into morning sidekick role
with our established, lop rated morning man.
Some production and on-air board shifts are nec-
essary as a part of the job. Sunbelt, southwestem
college town, fantastic four-season lifestyle in the
sun. Dominant, class C FM Adult Contemporary
leader; attractive small/medium market in the
mountains of northern Arizona. KMGN Radio, Paut
Lancaster, Program Director, PO Box 3421, Flag-
staff, AZ 86004. 602-526-5765. Equal opportunity
employer.

WSSU-FM, 50,000 watt NPR public radio siation
in Springfield, llinois, seeking director of network
operations. Preduce reports and programs about
llinois government and pofitics for WSSU and
state radio network. Required: Two years radio
news experience, six months devoted to covering
government/politics, Bachelor's degree. Send
cover letter, resume, non-returnable audition tape
and three references to: Chair, Search Committee,
WSSsU Director of Network Operations, WSSU-FM,
Sangamon State University, Springfield, IL 62794-
9243. 88U is an EEQ. affirmative action employer.
Women, minorities and persons with disabilities
encouraged to apply. Application review process
begins October 15. Questions 217-786-6516.

Newsperson for established news, talk station.
Previous experience a must. Send tape and re-
sume to Joe Hogan, WLPOWAJK, PO Box 215,
LaSalle, IL 61301. EOE.

NC 100,000 watt FM is seeking a program direc-
tor experienced in Urban/Black programing. Send
an air check, resume, and references to The Bow-
en Company, 3420 Pebble Dr., Monroe, NC
28110. EOE.

GM, sales pro, promotions. programing expert,
people skills, profit motivated, bottom-line orient-
ed, start-up or turnaround welcome, available im-
mediately. Reply to Box N-45.

25 years broadcast experience, in AM-FM-TV
operations, management, sales and engineering.
Currently working with six fndependent stations.
Want to consolidate energies with one company.
Willing to relocate and travel. Reply to Box P-17.

Avallable now. Experienced in sales, engineering
and programing with over eight years as success-
ful general manager. Recently left position on
good terms. Looking for new opporiunity with or
without equity. Excellent references. Last 5 years.
set billing and cash flow récords for market. Tom
314-636-4558.

Previous radio station owner with nineteen
years experience in management desires general
management position with small to medium mar-
ket station. Expertise in training ALL staff posi-
tions. Faxed resume upon request. Excellent cre-
dentials. 512-490-7489.

Made mistake! Veteran pro street fighter GM/GSM
got out of radio this spring; wants back in. Exc.
references, super history. Reply to Box P-27.

Retiring or need help? GM with degree, over 20
years experience including strong sales/commun-
ity involvement, seeks GM position with equity
situation. Some dollars 10 invest. Florida/southeast
preferred. 174 Lee Road, Melboume, FL 32904.

Eleven years experience, very good pipes and
delivery, prefer East or Southeast. Jay Linn, 135
Martin Rd.. Pittsburgh, PA 15237. 412-364-5622.

Announcer: Mature broadcaster seeking return
1o radio. Country. Oldies or Adult Contemporary.
Prefer East Coast. Call Ed. 703-798-0739. Avail-
able now!

Experienced announcer with background in
sports, news and sales, seeking job in radio. Ver-
satile, committed, hard-working individual who will
perform well in any role he is placed in. Call Mike
at 419-666-0368 anytime for information.

Top 100 markets only, looking for chief's posi-
tion. You will get high integrity routine audio and
transmitter maintenance. f | cannot do excellent
maintenance nobody can. Experienced all
phases—high power AM directional and high
power FM, plus super audio, 20 year veteran.
Reply Box P-5.
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Lifetime broadcast engineer. 31 years experi-
ence all phases radio must relocale. Salary open.
Leave message for resume. 318-387-2001.

Experienced major market chief engineer seek-
ing opening for corporate director of engineering
or a major market CE position. | have more than
the required experience. am good at what | do.
and established broadcasters will verify this. Con-
struction, maintenance, computers, good admin-
istrative skills, supervisory experience, budgeting,
unions. Call Jim 718-472-7244.

Attention all stations! Former Harris engineer is
accepting assignments anywhere for expert field
service on automation, transmitters, audio, con-
structional & directional antennas. Any manufac-
turers equipment. Available by the day, week or
project. Super references. 813-849-3477.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Sonny Bloch, host of America’s longest running
independent, 2-way talk show about money, busi-
ness, real estate and lite, would like to work for
you for free. He offers 18 hours of programing 6
days per week (take all or pan), plus a daily
afternoon news show with plenty of openings for
your local news, traffic and weather reports. Call
him if you need instant revenye and ratings. He is
now heard in over 200 cities including 90% of the
top 100 markets. There must be a reason that this
broadcasfer 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.

Secret formula! Survey proven #1 rated pro-
gramming concept combined with a revolutionary
new way of making money with your unsold air-
time. Only two stations can have this format oper-
ational before the end of this year. Many will want
it. Consultant basis. | work for a modest initial fee
plus a percentage of the revenue I'll generate. All
rights reserved. 813-849-3477.

18 years radio/TV/agency. Solid promotion/com-
munity involvement; excellent organizational/peo-
ple skills. Operations-programing or similar. Prefer
Great Lakes medium/large opportunity. Reply Box
P-28.

Make money in voiceovers. Cassette course of-
fers marketing and technique for success in com-
mercials and industrials. Money-back guarantee.
Call for info: Susan Berkley. 1-800-333-8108.

Expanding radio broadcaster. Positions avail-
able in Colorado and Atlanta include: Sales, air
personality, news, board, production, administra-
tion. Three years experience. Tapes and/or re-
sumes 10: Mainstreet Broadcasting Co., 1160 S.
Milledge Ave., Athens, GA 30605.

f e e e = = ki
TELEVISION

Local sales manager needed for a #1 ABC affili-
ate in the East Texas market. We are seeking a
person with strong sales and creative skills. Mini-
mum 3 years experience required. Must be able
to motivate and develop a local sales staff. Excel-
lent transition opportunity for current broadcast
executive. Please send resume, compensation re-
quirements and references to: General Sales
Manager, PO Box 957, Tyler, TX 75711 by Sept.
13th. ECE.

News director: ABC affiliate in Florence/Myrtie
Beach, SC., market has immediate need for a news
director. We're looking for a community-minded
leader with an extensive news background. Previ-
ous experience as a news director not necessary.
Send resume to: Mike Reed, General Manager,
WPDE-TV 15, 3215 South Cashua Drive, Florence,
SC 29501-56303. or Fax to 803-665-4709. EOE.

General sales manager: KGSW-TV, New Mexi-
co's #1 Fox affiliatefindependent, hag an opportu-
nity for a Creatlive, people motivator with strong
communication skills. Position requires supervi-
sion of local, regional and nationat sales effort and
staff. Heavy emphasis on local sales. Excelient
opportunity for a positive leader with strong man-
agement and market research skills. KGSW-TV is
group owned by the Providence Journal Company
and located in a great place to live. Good salary.
incentive package and benefits. Replies will be
completely confidential. Submit resume/salary
history with cover letter outlining experience 1o
Erick Steffens, President and General Manager,
KGSW-TV, PO Box 25200. Albuquerque, NM
87125. ECE, M/F.

National sales manager: Top 75 market. NBC
affiliate looking for aggressive NSM. Candidate
should have a minimum five years local, national
or rep sales experience. Knowledge of Marshall
marketing helpful. Must be marketing oriented
and forward thinking. Reply t0: Bob Stetiner,
GSM. KXAN-TV, PO Box 490, Austin, TX 78767.
No phone calls. EQCE.

TViradlo Southeast sales position. Immediate
opening with broadcasting's oldest media/mer-
chandising/sales promotion firm (38 years). Tvira-
dio sales experience required. Full-time fravel
(Mon._-Fri.). Draw against generous commission.
Resume and recent picture to: John Gilmore,
President, CCA, Inc., Box 151, Westport, CT
06881. EOE.

General sales manager needed for the NBC tele-
vision station in Midland, Texas. Prior television
sales management experience preferred. Send
resume and references to Dan Robbins, KTPX-TV,
PO Box 60150, Midland, TX 79711. EEO.

WINK-TV is looking for a highly motivated,
knowledgeable and personable account execu-
tive. The right individual will have minimum two
years sales experience in TV, radio or cable sales,
successfuf track record in developing new busi-
ness, as well as excellent references. Must pos-
sess strong verbal and written presentation skills,
must also be well organized, cCreative and service
oriented. College degree preferred. Candidate
must be willing to reside and participate in the Lee
County community and must possess a valid Flori-
da driver's license with good driving record. Send
resume to: General Sales Manager, WINK-TV, PO
Box 1060, Font Myers, FL 33902, EOE.

HELP WANTED TECHWICAL

Honolulu, Hawali engineering manager needed
lor leading network affiliate. Successful candidate
will lead the planning, installation and mainte-
nance group; no operations. Bachelor's degree or
equivalent experience required. Send letter with
resume to T. Arthur Bone, Bone & Associales,
Inc., 6 Blackstone Valley Piace, Suite 109, Lincoln,
Ri 02865. EOE.

Chief engineer: KMBH-TV & FM and KHID-FM in
south Texas seeks applicants who have demon-
strated ability, training, and experience to super-
vise small engineering department at public
broadcast facility. Must be team player and
hands-on worker. Send resume. salary history,
and references to: General Manager, KMBH, PO
Box 2147, Harlingen, TX 78551. EEQ/AA.

Chief engineer for medium market. A hands-on
type with good peoplé skills and leadership quali-
ties. Should have hands-on experience with
UHFAVHF transmitter and the latest state-of-the-art
studio equipment. Should have 3-5 years in supervi-
sory position and possess FCC General Class or
SgE certificate. Send resumes only 1o Box P-29.
EOE.

Maintenance engineer: KCSO-TV has immediate
opening for sludio maintenance engineer. Must
have experience on Sony 3/4” and Ampex 1" tape
machines. Grass Valley switChers, microwave and
transmitter experience a plus. Salary commensu-
rate with experience. Resume to Chief Engineer,
KSSO-TV, PO Box 3689, Mcdesto, CA 95352.
EOE.

Chief englneer, medium size midwest market.
Must be hands-on, have UHF experience, good
people skills, good planner, good implementation
skills. Salary $35-$40K. Good benefits. EEQ. Send
resume to Box P-32.

Fleld producer: Opporunity available for a cre-
ative, mature individual. Good journafism back-
ground a must. On camara experience required
with a minimum of 3 years hands-on experience in
news or magazine style stories. One of the country's
top Christian television programs offers an excellent
salary and benefits package. Send 1/2 inch reel
and resume to: Personnel Director, PO Box 819099,
Dallas, TX 75381-9009. EOE.

Video wiz: Do you love movies and independent
television? Are you a creative writer 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 television group. No phone
calls. EOE M/F.

TV news reporter: Creative hard working TV re-
porter with excellent writing skills. Must be able to
communicate to viewers in an understandable,
personable, comforiable way. Live field experi-
ence essential. Must be creative writer and story
teller, with a minimum of three ysars TV news
experience. Send tape and resume 1o Liz Grey
Crane, News Director, WTNH-TV, 8 Eim Street,
New Haven, CT 06510. No calls. EOE.

Reporter/weather: WHIZ is looking for a reporter
with the ability to do weather. Entry level. Tapes to
George Hiotis, 629 Downard Road, Zanesville, OH
43701. WHIZ is an equal opportunity employer.

News director position available in the 37th
market: NBC affiliate. Applicants should have at
least 3 years experience as news director in medi-
um size market or assistant news director/execu-
tive producer in larger markets. Send resume to
Bob Groothand, General Manager, WOTV, 120
College Ave., SE, Grand Rapids, Ml 49503. No
phone calls. WOTV is EQE.

News producer: M-F-11 pm newscast. Responsi-
ble for assigning crews and script writing. Create
graphics, oversee content and selection of all sto-
ries, good people skills and writing ability. Prefer 2-3
years experience. Joumalism degree preferred.
Send resumes and tapes 1o Scott Benjamin, News
Director, WROC-TV, 201 Humboldt Street, Roches-
ter, NY 14610-0097. EOE M/F.

ABC affiliated, award winning news department
on the east coast is seeking a moming anchor/
general assignment reporier. 1 year broadcast TV
experience is a must. Anchor experience helpful.
Send non-retlumable tape and resume to Roger
Follebout, News Director, WMDT-TV, 202 Downtown
Plaza, Salisbury, MD 21801. MF EOE.

News director: WIS-TV, South Carolina's domi-
nant news operation, is looking for a dynamic,
innovative news director who sets high standards
and has the ability to get things done. Successful
candidate must have a prior record of notable
achievement as a news director, assistant news
director or major market producer. WIS-TV has a
state-of-the-art news operation supported by own-
ership committed to excellence. Send resume and
statement of news philosophy to General Manag-
er, WIS-TV, PO Box 367, Columbia, SC 29202.
EOQE.
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TV news producer: Television newsS experience
required. inCluding exceptional organizational, su-
pervisory, leadership, writing, and news judge-
ment skills and abilities. Prior TV newscast pro-
ducing experience and working knowledge of
NewStar computer SyStem will be major assets.
Weekend/nights/flexible work schedule. Letter &
resume t0: News Director, PO Box 7088, India-
napolis, IN 46207. (No phone calls.) M/F EQE.

Assistant news director sought for dominant
West coast affiliate. Looking for strong leader with
good people skills, management experience, and
great news sense. Send resume/salary require-
ments to: Maria Barrs, News Director, KSBW-TV,
PO Box 81651, Salinas, CA 93812, No phone
calls, please. EQE.

Reporter: WTMJ-TV Is searching for an aggres-
sive reporter with great storytelling ability. Mini-
mum three years pror television reporting exper-
ence required Send non-returnable 3/4 inch tape
to Jim Prather, News Director WTMJ-TV, 720 East
Capitol Drive, Milwaukee, W| 53201. EEQ.

Photographer/editor: Local cable news opera-
tion seeks experienced photographer for daily
newscast. Salary high teens. Send non-returnable
tape 1o Alex Likowski, PO Box 7065, Gaithers-
burg. MD 20898. EOE.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Director/producer: Minimum 4 years professional
experience in TV documentary/industrial produc-
tions. Proposal writing experience necessary. Ex-
cellent growth opportunities. Willing to relocate 1o
sunny Florida. Send resume and salary expecla-
tions t0: Promosysiems, Inc., 1211-A Hamlet Ave-
nue. Clearwater, FL 34616. EOE.

Television art director: If you have a strong
sense of broadcast design, have worked on a
variely of graphic related assignments ranging
from spot concept 1o print ads 10 set design &
logo development... If you have high energy & a
commitment to finding new ways to use design in
broadcast related projects... If you can work un-
der pressure & impossible deadlines & still turn
out award-winning products... If you want o live in
an area famous for its creativity & arts communi-
ties... If you have 2-3 yrs of broadcast design
experience, & have strong computer graphics
skills... Send tape, resume & Salary requirements
to. Parker Harms, Marketing Director, KOAT-TV,
PO Box 25982, Albug.. NM 87125; No phone calis
please! Deadling: 9/20/91. KOAT-TV is an equal
opportunity employer.

Producer: Producer with major market TV experi-
ence needed for half-hour weekly magazine show.
Must be creative, seli-starter, familiar with longer
form stories. Must be able 1o supervise production
from stant to finish. Send resumes and tapes to:
David Friend, 7 Lincoln Square, NY, NY 10023. No
telephone calls or faxes. piease. We are an equal
opportunity employer.

Production manager: Top 20 affiliate seeks pro-
duction manager with 5 years management expe-
rience. Duties include supervising major projects,
scheduling studio, post production, commercial
production and production staff. Resumes only:
Kurt Eichsteadt, Program Oirector, KOVR-TV,
2713 KOVR Drive, West Sacramento, CA 95605.
No phone calls. EOE M/F.

Producer/director: |If you have directed fast
paced news, live ‘alk shcws, parades and special
projects...and iike it, you might be the person we
need. WISN-TV has a challenging position for a
person with at least five years in TV, most of it in
directing. We need a person with sound judge-
ment, Creativily, a positive work atlitude and a
thorough knowledge of TV equipment and pro-
duction techniques who can lead and communi-
cate under pressure. Send resume 0 Personnel
Director, PO Box 402, Milwaukee, W! 53201 We
encourage women and minorities lo apply. EOE.

Executive producer video promotion, KAET-
TV/Phoenix. KAET seeks an experienced and cre-
ative individual to develop, write and supervise the
production of video promotion lor KAET's program-
ing and fund-raising efforts. Minimum qualifications:
Bachelor's degree in Broadcasting, Communica-
tions or related field and six years experience writ-
ing, producing and/or directing television promo-
tions; or eight years experience writing. producing
and/or directing television promotions: or any equiv-
alent combination of experence, training and/or
education from which comparable knowledge, skills
and abilities have been achieved. Desired qualifica-
tions: Recent experience in public television video
premetion. Knowledge of CMX editing lechniques:
broadcast rules and regulations; studio and remote
production. Skill in communicating effectively, both
verbally and in writing: establishing and maintaining
effective working relationships: and. coordinating
the work of subordinates. Salary range: $31,500 -
$39,375 DOE (anticipated range $31,500 - $35.000)
plus excellent benefit package. Direct letter of appli-
cations to: Employment section, Department of Hu-
man Resources. Arizona State University, Tempe,
AZ 85287-1403. Resume package should include:
Detailed work experience indicating responsibilities
and duration of each position, the names of three
individuals with direct knowledge of the applicant's
experience in perorming the duties and responsi-
bilities outlined above and the source of how you
leamed of this position. Final candidates will be
required to submit examples of their work Deadiine
9/30/91. An EEQVAA employer.

Creative services manager: Mid-size network af-
filiate needs exlremely creative individual with
proven successful track record. Dynamic self-
starter who knows promosion, graphics. advertis-
ing; candidate should possess Crealive writing
skills, hands-on editing ability and knowledge of
post-production. Opportunity 10 work for one of
America’s premiere broadcast groups EEO. No
tapes. resumes only to: Reply Box P-33.

Expetienced sales manager: Local. regional.
and national sales managemenl/rep experience.
Enthusiasm abeounds. strong leader. personally
motivated, high achiever, assertive, crealive, with
proven sales and sales management track record.
Well disciplined, efteclive sales trainer. A good
communicator, who also possesses excellent
people skills. If you can appreciate and reward
the above. please reply 1o Box P-t1.

Experienced general manager turn-around spe-
cialist with total winning track record. 817-465-
1540. Please leave message. | will return your call.

Owners, GM's, GSM’s; Jeff Arthur Productions
just wrote over one million dollars in new advertis-
ing revenue in Texas. Florida, Louisiana. North
Carolina and South Carclina for stations just like
yours. This proven results program works! Guar-
anteed! Please call collect - 813-573-5277.

SITUATIONS WANTED TECHNICAL

Experienced chief engineer: Looking for small or
medium market in Southeast or Northeast.
UHFAHF transmitters, 1/2”, 314" maintenance, live
trucks. supervisory experience, construction. cap-
ital planning, budgeting. computers. Call Jim
718-472-7244,

Moving from NJ to Miami seeking work in TV. Has
over 3 yrs work exp. in NYC. Exp. in cameras. T D.
& editing etc. Carl 908-289-5660.

25 years broadcast engineering. 14 years as
hands-on television chief engineer. Start-up and
upgrade conslruction both studios and transmit-
ters. Experienced people managment and depart-
mental budgeting. Please reply to Box P-30

Excellent, experienced sportscaster 100king for a
fine station in which to work, also knowledgeable
newsperson. 216-929-0131.

Broadcast journalist with radio, PBS and cable TV
background, halfway to MBA degree, seeks repor-
terfanchar/producer position. Mike: 314-843-0198.

News video tape editor, 10 years TV news experi-
ence. Productive, handles pressure well, quality
work {regional Emmy award), familiar with most 3/4
and Bela systems, Cther experience: Production
management. reporting, writing, teaching skills. Re-
sume and tape upon request. 212-734-0106.

Exceptional background, Top AP, newspaper
supervisor, reporter, editor, plus business experi-
ence and respect for bottom line, Seeking news or
independent project. 415-751-1845,

A major production resource: Lighting, HMI's
inc Pars, Dollies, Grip gear, generator..L.D. 25
years experience 10 go in house. Marty 305-434-
2606.

PERSONALITY/TALENT

Emmy winner 4 times w/original, sophisticated,
surreal visual style and personality. Unlike any
you've ever seer. Will bring new 160k, good num-
bers to your late-night. For tape/resume please
centact. Reply Box P-31.

Entry-level opportunities nationwide! News,
sports, production, sales, promotion, public rela-
tions. Media Marketing/THE HOT SHEET, PO Box
1476--ELB, Palm Harbor. FL 34682-1476. 813-
786-3603.

Primo people is seeking news anchors for all size
markets! Call Steve Porricelll or Fred Landau at
203-637-3653, or send resume and 3/4” tape to
Box 116, Old Greenwich, CT 06870-0116.

T SaE—
ALLIED FIELDS
NELP WANTED SALES

Great territories stiil open: Boston, Buffalo,
Charleston-Huntington, Colorado, Ces Moines-
Omaha, Idaho, Indianapolis, Knoxville, Las Ve-
gas. Louisville, Memphis-Littie 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 characters like Jim ("Hey Vern,
It's Emest") Varney. You need lo have media
sales experience, tenacity and the ability to live on
$2.000 a month in commissions for 3-4 months
while you build your own business into a six-figure
annual income. Call Lee Michaels at Cascom Syn-
dication, 615-242-8900. EQE.

Mega-bucks: Our marketing representatives earn
$100-200,000 commission. Sales managers earn
$200-450.000. International sales managers can
earn $1-2.000.000 1-800-A-C-POWER.
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Radio-TV coordinator/news writer: Kansas
State University invites applications for a radio-TV
coordinator/news writer. (dentifies and coordi-
nates radio and TV production of news slories for
office of news services. Writes news and feature
material for electronic and print media. Required:
Bachelor's degree in Journalism, Radio-TV or re-
lated communications area. Experience in news
writingfreporting for broadcast media. Creativity
and imagination. Familiarity with technical require-
ments of radio and television. Send complete re-
sume and names and phone numbers of three
references t0; Kay Garrett, Chair, Search Commit-
tee, News Services, 9 Anderson Hall, Kansas
State University. Manhattan, KS 66506 no later
than Oct. 7, 1991. Final applicants will be asked to
submit a demo lape, preferably on VHS. KSU is an
affirmative action/equal opportunity employer.
Women and minorities are encouraged to apply.

Tired of high iegal bills? Experienced Washing-
ton communications attorney, formerly in-house
with major group broadcaster, seeks to return 10
in-house legal or government relations position.
Reply to Box P-20

EMPLOYMENT SERVICES

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.

Looking for a position in radio or television? If |
can’t find you the position you're iooking for, no-
body else can! Only $250.00 for 1 year job
search. Free information. Write: Bill Elliott, Consul-
tant/Headhunter, 6709 Ridge Road, Suite 300-8,
Port Richey, FL 34668.

You never know when something will break!
Keep your resume on file with the best broadcast
operations. Send $2 for each page of addresses.
Jeff Wright, 1318.4 Michigan Ave., SL.C.. UT
84105-1607.

EDUCATIONAL SERVICES

On camera coaching: Sharpen TV reporting and
anchoringfteleprompter  skills. Produce quality
demo lapes. Critiquing. Private lessons with former
ABC News correspondent. 914-937-1719. Julie
Eckhert. Eckhent Special Productions.

WANTED TO BUY EQUIPMENT

Wanted: 250, 500, 1,000 and 5,000 watt AM-FM
transmitters. Guarantee Radic 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 transmitter.
Call now. Transcom Corp.. 800-441-8454,

Wanted: Reasonably priced C and KU Band
uplinks. Submit specifications and cash price lo:
Webber Parrish, Telecommunications Systems,
Rt. 4 Box 392, Olney, IL 62450, or call 1-618-863-
2323.

AM and FM transmitter, used. excellent condi-
tion. Guaranteed. Financing available. Transcom.
215-884-0888. FAX 215-884-0738.

FM antennas. CP antennas, excellent price, guick
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 videotape: Betacam, 3/4” & 1”. Broadcast
quality guaranteed and evaluated. Betacam - 20's
$4.99. 3/4” - 20 minutes $5.99, 3/4“ - 60 minutes -
$8.99. 1" - 60 minutes $24.99 in quantity. Magneti-
cally examined, cleaned and packaged. Guaran-
teed to perform as new. Sony. 3M. Fuji, or Ampex.
For more info. call Carpel Video toll free, 1-800-
238-4300.

Broadcast equipment (used): AM/FM transmit-
ters RPU's, STL's antennas. consoles. processing.
turntables, automation, tape equipment, monitors,
etc. Continental Communications, 3227 Magnolia,
St. Louis. MO 63118. 314-664-4497, FAX 314-664-
9427,

Equipment financing: New or used. 36-60
months, no down payment, no financials required
under $35.000. Refinance existing equipment.
Mark Wilson, Exchange National Funding. 1-800-
275-0185.

Lease purchase option. Need equipment for
your radio, television or cable operation? NO
down payment. NO financials up to $70.000. Car-
penter & Associates, Inc. Voice: 504-764-6610.
Fax: 504-764-7170.

1000’ tower. Standing in Albion, Nebraska. Heavy
Kline tower includes 6-1/8" coax. Purchase in
place with land and building. or move anywhere.
Call Bill Kitchen, 303-786-8111,

500" utility tower. New, on ground, ready to ship.
Cali Bill Kitchen, Sunbett Media 303-786-8111.

UHF TV transmitters 2 avail. 30KW, 110KW. Low
band 4 good Klystrons low price. Bill Kitchen,
Sunbelt Media. 303-786-8111.

Used lelevision production equipment: List
your equipment for sale or purchase from one of
the most extensive used equipment inventories in
the industry. Media Corcepts, Inc.—Celebrating
10 years of excellence. 918-252-3600.

Used SCA tuners, many less than five years old.
All working when accounts were converted to 950
MHz system. If interested call Ken Cross, Osborn
Sound and Communications, Atlanta. GA. 404-
875-5544.

TV transmitters: RCA TTU-60 on channel 19
available mid-September. Very reliable. Many
spare parts. Excellent K ystrons. Transistor excit-
er. See operating now. Contact Don Roden,
Huntsville, AL 205-533-3676.

BE-FM30, 1981. Factory rebuilt, retuned, warran-
teed, wiFX-30. Transcom 800-441-8454.

AM transmitters: Continental/Harris 1KW, CCA
2.5KW, MCM/CCA/Harris SKW, Harris/RCA 10KW,
Harris/CCA 50KW. Transcom 800-441-8454.

FM transmitters: Collins/RCA 20KW, BE/Col-
tins/RCA 10KW, CCA 2.5KW, Harris 1 KW. Trans-
com 800-441-8454.

Used/new TV transmitters, full power-LPTV, an-
tennas, cable, connectors, STLs. etc. Save thou-
sands. Broadcasting Systems 602-582-6550.

Madison receiving transmitting tubes, trans-
formers, filter capacitors, Yaesu amateur radio.
Surplus Jennings RH7G $300.00. Free flyer. Madi-
son Etectronics, Housten, TX 713-729-7300 1-
800-231-3057.

For sale—Complete field, production, and post-
production system now in operation in a northern
llinois market. S-VHS acquisition format; editing
pgmarlly S-VHS. Call John Schaller at 815-282-
4500.

Used towers. Dismantled. Self-supporting and
guyed. 502-826-8700. Nationwide Tower Compa-
ny.

TV production truck., 28it. on a 40ft. air ride
trailer. No equipment. $12,500. Call Milt 804-582-
2737.

RADIO
Sitvations Wanted Management

TURNAROUND ARTIST

| took my last station (the only
Class-A in a Top-40 market of pow-
erhouses) from a 24-month loss of
$1 million to an operational break-
| even in 10 months.

- If you have a problem station in a
good market, let's discuss fixing it.

Call Jim at
313-671-1727

Programing Services

LIVE OVERNIGHT TALK!

Join stations like KTAR, KSDO, KKOB
for the best in overnight programing
syndicated, barter basis.

Chancellor Broadcasting
(702) 798-1798

CABLE
Help Wanted Sales

ACCOUNT EXECUTIVE
SALES
NCA

National Cable Advertising, Cable’s largest
spot representalive firm, seeks an experi-
enced sales person for its New York office to
represent major market systems. Proven track
record in advertising sales, both on the agen-
cy and client level is required. Please send
resume and salary requirements in confi-
dence to:

Sue Schmaizbach
Director of Sales
National Cable Advertising
114 W. 47th St. (17th Floor)
New York, NY 10036
FAX #: (212) 840-1497

TELEVISION
Help Wanted Sales

TELEVISION BROADCAST
SALES

ANGENIEUX has a sales position available in
the Metropolitan N.Y. area. You will demo and
sell television lenses. Salary to match your
experience and performance. Please reply
with resume and salary requirements to:

7700 NO. KENDALL DRIVE

STE 407
MIAMI, FL 33156
(No Phone Calls)

56 Qassified

Broadcasting Sep 16 1991




Help Wanted Management

Help Wanted News

Programing Services

WTOG-TV, Tampa/St. Petersburg has an
immediate opening for General Sales Man-
ager. We are seeking an Aggressive,
Knowledgeable Manager who is highly
competitive and rises to the forefront when
a challenge arises. Sales Management ex-
perience is required, Sales Management
experience at an independent is an abso-
lute plus. Send your resume with qualifica-
tions. and references to:

Edward G. Aiken
President/General Manager
WTOG-TV
365- 105th Terrace NE
St. Petersburg, FL 33716
No telephone calls accepted.

EOE MF

ASSISTANT
SUPERVISOR,
TELEVISION TRAFFIC

THE OPPORTUNITY: Channels 10/38,
top 30 PBS affiliate, is seeking a commit-
ted individual to assist in preparing the
television stations' program logs, coordi-
nation of program recordings and the
performance of various shipping and re-
ceiving duties. This person will also su-
pervise the Traffic Department in the ab-
sence of the supervisor.

THE SUCCESSFUL APPLICANTS: In-
dividuals must have a Bachelor's degree
in Broadcasting or related field and two
(2) years of occupational work experi-
ence in television traffic operations; ex-
perience in public television is desirable;
or any equivalent combination of experi-
ence and training which provides the
necessary knowledge, skills and abili-
ties.

THE PROCESS: Call (414) 225-1800 for
an application and complete job descrip-
tion. The deadline is Monday, Septem-
ber 30, 1991. Please indicate on the ap-
plication the source of your referral for
this position. Resumes and letters of ap-
plication will not be accepted in lieu of a
completed application.

MATC
Milwaukee Area
Technical College

MATC is an affirmative action/equal
opportunity employer

NEWS DIRECTOR
SAN DIEGO’S ONLY
PRIME TIME NEWS
Hands-on News Director with good
grasp of katest technologies, graphics,
and an enlightensd approach 1o local
coverage and speciol event
programming. Must be able 10
opetate efficiently and competitively in
America’s sixth iargest clly. 3 years
News Direcior experience essential.
Send resume and tape of curent
newscast 10 (No phone calls please):

OKUSI-TV S

Attn: Personnel Director
4575 Viewridge Avenue,
P.O. Box 719051,

San Diego, CA 92171.

AN EQUAL OPPORTUNITY EMPLOYER

TV NEWS FEATURE SHORTS AND CHILDREN'S
NEWS FEATURES WANTED
SYNDICATOR SEEKING JOINT VENTURES AND
DISTRIBUTION OF NEWS FEATURE SHORTS
AND CHILDREN'S NEWS FEATURES. IF YOU
PRODUCE A ONE TO TWO MIN. NEWS
FEATURE WITH A TRACK RECORD & NATIONAL
POTENTIAL WE ARE INTERESTED.

Call: Jackson Teleport Inc.
1-800-530-7970

ALLIED FIELDS
Help Wanted Sales

Help Wanted Technical

IMMEDIATE OPENING FOR STAFF CAMERA OP-
ERATOR. EXTENSIVE EXPERIENCE IN BETACAM,
16MM FILM. WORKING KNOWLEDGE OF FIELD
AUDIO. OUTDOOR SPORTS PROGRAMING
BASED IN LITTLE ROCK, ARKANSAS. PLEASE

TV PRODUCTION
SPECIALIST I

THE OPPORTUNITY: Channels 10/36,
top 30 PBS affiliate, is seeking a commit-
ted individual to perform a variety of du-
ties related to the services and operation
of studio and location program produc-
tion and to assist in the training and di-
rection of student workers. Working un-
der the supervision of the Assistant
Director, Program Production, this per-
son will operate studio and location video
cameras and video switching equipment,
assist in the design of lighting plots, and
serve as talent liaison for producers.

THE SUCCESSFUL APPLICANTS: In-
dividuals must have an Associate degree
in Broadcasting, Film, or related field;
plus one vear of related experience, or
any equivalent combination of experi-
ence and training which provides the
necessary knowledge skills and abilities.
The applicant must also be able to lift
and carry weights of fifty pounds thirty to
forty percent of the time.

THE PROCESS: Call (414) 225-1800 for
an application and complete job descrip-
tion. The deadline is Monday, Septem-
ber 30, 1991. Please indicate on the ap-
plication the source of your referral for
this position. Resumes and letters of ap-
plication will not be accepted in lieu of a
completed application.

MATC

MATC is an affirmative action/equal
opportunity employer

SALES REPRESENTATIVE

Broadcasting Magazine is seeking a
New York based sales representative.
A minimum of 2-3 years outside sales
experience is required. Candidate
must be able to travel into geographic
sales territory. Position includes sell-
ing to numerpus advertising catego-
ries including Television Programers,
Media Brokers, Cable Television Net-
works, etc.
Broadcasting, recently purchased by
Cahners Pubishing Company, offers a
comprehensive benefits package in
addition to a competitive salary for this
position.
Please forward your resume to:
Joan Miller
Broadcasting
630 Third Avenue
New York, N.Y. 10017

No telephone calls, please.
OE - M/F/HV

Help Wanted Programing
Promotion & Others

PROMOTION MANAGER

Broadcasting Magazine is seeking a
New York City based promotion 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 compelitive 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

C e e mdh

For more information on Classified Advertising rates,
call (202) 659-2340 Exi. 62.

FAX RESUME TO:
501-372-0431
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:t Find A Job Todayl

M TV Anchor, Wecther, Sales
M Reporter, Sports, Ptoducer H
M & Entry Level Jobs.

= . Radio Disc Jockey, News, Sales
Program Dir. & Entry Level Jobs.

1-900-786-7800
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Legal Services

BUYING A
STATION?

Gall

BROADAST MEDIA LEGAL SERY IIZ.IZ!n"'
a service of MoCabe & Allen

1-800-433-2636

FLAT FEE LEGAL AHD PARALEGAL SERVICES
MC-¥I%A-AMEX Accepbed

Business Opportunity

“

For Sale Stations Confinved

FOR SALE STATIONS
CAROLINA COAST, NEAR HILTON HEAD
CLASS A FM WITH C-3 PENDING.
BEAUTIFUL AREA. GREAT OPPORTUNITY!
CALL TROY MATTOX
912-449-3391

ALL SPORTS

Top 25 markel, free standing AM
with some owner financing.
Requires $500K down payment.
Inciudes real estate.

Reply Box P-34

JOINT VENTURE
Partner Wanted
for High Power

TV Station.

1-800-444-9233

SARASOTA, FL
LPTV for SALE

One of the most desired markets. Excellent
opportunity—Over $10 million in TV Revenue
in the market.
Kimble Communications
P.Q. Box 101
Canandaigua, NY 14424

TV’S MOST
TRUSTED JOB
LISTING SERVICE

Since 1986
* Ask around — Peopie in the Ears faris: will tefl you why »
Our daily upsciatesd phone kngs provide
50-70 NEW. CONFIRMED OPENINGS PER WEEK
To Subscribe call A&N-237. ANtaCaliomia aig L]

For Sale Stations

TOP 100 MARKET AM/FM

Mid Atlantic Area
Ciass A FM, C-3 CP Pending
Highly rated urban AM 24 hours
License/Equipment/Leases
$995K, lerms available

{804) 977-4181, 9-5 EDT.

FOR SALE
Complete 'on air' Local Power (LPTV)
station with/without production equip-
ment located in northern [llinois market.
Turnkey situation.
Call John Schaller
at 815/282-4500

For Sale Equipment

BexXel

CORPORATION

EQUIPMENT SALES DIVISION

Buying and selling pre-owned quality
broadcast video equipment.

Call our toll free number for information
on our national listing service.

1-800-842-5111
FAX (818) 841-8539

S. FLAFULL CFM

Booming Market
For Sale by Owners

Reply Box N-50

AUCTION—RADIO STATION
WGTN-FM 100.9/WGTN-AM 1400
Georgetown, South Carolina
THURSDAY, SEPTEMBER 26, 1991

AT 12:00 NOON
LmﬂonoIA;gtion:DlynlnnHmd.zw Church Sirset.

Inciudes: Real property, cartain F.C.C. broadcasting
hcense rights, trangmitter and studio equipment, 'umhurc irade
fixtures, accounts receivalbe. logs, records. all as

ontirety.

Financing: May be available to credit-worth bidders on
favorabia terms from Mllod Financal Services Corporabon.
Finance P atlsast 7 days

before auction.
nspection: Sq:hmberzs 1981 rom 5:00 10 11:00 e.m. at
mmm
ion for
by a Broker.

For Further information and Terms of Sale Contacl:
Allied Financial Services COrporation
Keith Phox or Pamela Hickory
(202) 331-1112

FOR SALE
Full-day, individual seminar for radio investors. given
privately to you. Group owner/operatar with 22 years
experience and ex-NAB General Counsel explain sta-
lion search. negotiation. financing. FCC rules, take-
aver, and many other topics you choase. Learn how to
buy in today's environment. Call Robin Martin or Erwin
Krasnow today lor details and a brochure.
The Deer River Group
Washington, D.C. — (202) 659-3331

STATION FOR SALE

50KW AM CLASS CFM
TOP 50 MARKET-WESTERN
P.O. BOX 25670
HONOLULU, HAWAI| 96825

FOR SALE:

VIRGINIA CLASS A FM
SHENANDOAH VALLEY

Fabulous Growth Potential
Excellent Staft & Equipment
Reduce to $750,000
Creative Owner Financing
Merger/Joint Venture Possible
(Valuable Real Estate an
Interstate Available)
Reply to:
Wolf Radio
15245 Shady Grove Road,
Suite 150
Rockville, MD 20850
(301) 590-1950

L
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For Sale Stations Continved

SECURED PARTY’S SALE AT PUBLIC AUCTION
THE LIMITED PARTNERSHIP INTERESTS
IN TRITEK-SOUTHERN COMMUNICATIONS, LTD.
OFFERING A SINGLE BLOCK
SALE TO BE HELD AT THE OFFICES OF
BINGHAM, DANA & GOULD
150 FEDERAL STREET, 25TH FLOOR
BOSTON, MASSACHUSETTS 02110
MONDAY, SEPTEMBER 30TH AT 2:00 P.M., E.S.T.

Limited partnership interests representing seventy-nine percent (79%) of the partnership interests (such limited partnership interests
being hereinafter called the “Limited Partnership Interests") in Tritek-Southern Communications, Ltd., a Georgia limited partnership
which has commenced chapter 11 proceedings in the United States Bankruptey Court for the Northern District of Georgia (the “Debtor”),
will be offered for sale to the highest bidder at Public Auction by RECOLL Management Corporation as attorney-in-fact for the Federal
Deposit Insurance Corporation as receiver for New Bank of New England, N.A., successor to Bank of New England, N.A. (the "Secured
Party™).

The Limited Partnership Interests will be offered and sold pursuant to the Massachusetts Uniform Commercial Code and the sale shall be
subject to the following terms and conditions:

1. Twenty-five (25%) of the amount of the successful bid shall be paid at the time of acceptance of the bid and the balance shall be paid
before 2:00 p.m. €.5.T. on October 7, 1991. All payments shall be made in cash or by cashier's or certified check payable to the
order of the Secured Party.

2. The Secured Party may adjourn the sale hereby advertised or cause the sale to be adjourned from time to time, without notice or
publication, by announcement at the time and place appointed for such sale, or any adjournments, and, without further notice or
publication, such sale may be made at the time and place to which the sale may be so adjourned.

3. Right is reserved to the Secured Party to bid at the sale or any adjournments thereof and to credit the purchase price against the
expenses of the sale and the principal, interest, and any other amounts owed to the Secured Party. The outstanding amount of the
indebtedness of the Debtor owed to the Secured Party shall not be otherwise diminished until satisfaction in full thereof or release by
the Secured Party.

4. The Limited Partnership Interests are being offered for sale as a single block and must be purchased as a block by a single
purchaser.

5. The Purchaser must:
a. Purchase the Limited Parnership Interests for investment purposes and not with the view to resale or other distribution thereof;

b. Acknowledge that he has such knowledge and experience in financial and business matters that he is capable of evaluating the
merits and risks of investment in the Limited Partnership Interests;

c. Be able to bear the economic risk of investment in the Limited Partnership Interests;

d. Be a resident of a jurisdiction where such sale may be consummated pursuant to an exemption from registration under the
securities laws of such jurisdiction; and

e. Represent in writing that he had access to and availed himself of such financial and other information as deemed necessary to
make an informed investment decision before offering to purchase the Limited Partnership Interests, and deliver an investment
letter, in form and substance acceptable to the Secured Party, with respect to the Limited Partnership Interests prior to the
opening of bidding.

Only persons who satisfy the foregoing requirements will be permitted to bid at the sale. THE LIMITED PARTNERSHIP INTERESTS
HAVE NOT BEEN REGISTERED UNDER THE SECURITIES ACT OF 1933 OR ANY STATE SECURITIES LAWS AND MAY NOT BE
RESOLD, TRANSFERRED, PLEDGED, HYPOTHECATED OR OTHERWISE ASSIGNED IN THE ABSENCE OF AN EFFECTIVE
REGISTRATION STATEMENT PURSUANT TO SUCH ACT AND COMPLIANCE WITH APPLICABLE STATE SECURITIES LAWS OR
UNLESS THE ISSUER RECEIVES AN OPINION OF COUNSEL, SATISFACTORY TO THE ISSUER, THAT SUCH RESALE, TRANS-
FER, PLEDGE, HYPOTHECATION OR ASSIGNMENT MAY BE EFFECTED IN RELIANCE UPON AN EXEMPTION FROM SUCH ACT
AND APPLICABLE STATE SECURITIES LAWS. The issuer shall have the right to insert the foregoing statement on all certificates
evidencing Limited Partnership Interests sold pursuant to this notice.

6. Said sale shall be subject to compliance with all of the applicable provisions of federal or state laws and prospective purchasers
should obtain any requisite governmental approvals.

7. The above terms and conditions of the sale may be subject to additional or amended terms and conditions to be announced at the
time of the sale.

Further information as to the sale and such other information concerning Tritek-Southern Communications, Ltd., which the Secured Party
has available may be examined by qualified sophisticated investors through Alan Finn, Joseph Finn Co., Inc., 188 Needham Street,
Newton, MA 02164, (No. (617} 964-1886). All information concerning Tritek-Southern Communications, Ltd. shall be treated as
confidential and each party requesting such information will be required to sign an aggreement of confidentiality prior to receipt therof.
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TES &

ORTUNES

MEDIA

Doyle Rose, president, Emmis Radio divi-
sion, adds duties as GM, co-owned
KPWR(FM) Los Angeles. succeeding Phil
Newmark, resigned.

Alan B, Frank, station manager and sales
manager, WTOG(TV) St. Petersburg, Fla.,
joins WPGH-TV Pittsburgh as GM.

Appointments at Univision Holdings Inc.,
Miami: Raul Torano, senior VP, network
sales, named senior VP, corporate sales;
Ray Rodriguez, VP, director of talent rela-
tions, named senior VP, operating manag-
er, Univision Network; Jose Cancela, GM,
co-owned WLTV(TV) Miami, adds duties as
senior VP, Univision Station Group, and
Richard P. Ramirez, GM, wXTv(TV) Pater-
son, N.J. (New York), adds duties as se-
nior VP, Univision Station Group.

Appointments at American Television &
Communications Corp.: Leslie Hill, for-
merly from HBO, named GM, Parsons and
Chanute, Kan., systems; Natalie Darland,
general sales manager. KKCR(AM)-KNIN-FM
Wichita Falls, Tex., named marketing and
customer service manager, Wichita Falls,
Tex., system; Saundra Green, from KCBS-
TV Los Angeles, named marketing and
customer service manager. Marion, Ind.,
system, and Phaedra Hyche, from T. Rowe
Price Association. Los Angeles. named
marketing and customer service manager.
Terre Haute, Ind., system.

Wendy Stahl, VP, investments, Landmark
Communications, Norfolk, Va., named
VP, strategic planning and business devel-
opment, Broadcasting and Video Enter-
prises Division of Landmark Communica-
tions, Atlanta.

Joel S, Rudich, president and chief operat-
ing officer, Coaxial Communications, Co-
lumbus, Chio, named CEQ.

Richard Adamson, member service manag-
er, KVIETV) Sacramento, Calif.. joins
lowa Public Television, Johnston. as exec-
utive director.

Jerry Fox, station manager. wTvQ-Tv Lex-
ington, Ky., named GM. succeeding Diane
Sutter, named executive VP, operations,
parent company Shamrock Broadcasting
Inc., Burbank, Calif.

Tommi Jones, VP, personnel, Jetterson-
Pilot Communications, Charlotte, N.C.,
retired.

Robert A. DeFelice, formerly from Radio
Advertising Bureau, New York, joins

WGNY-AM-FM Newburgh, N.Y ., as GM.

SALES AND MARKETING

Richard Dyer, national sales manager,
WILA-TV Washington, joins WUSA(TV) there
as local sales manager, succeeding Chuck
Cowdrey (*"Fates & Fortunes,’” July 29).

Ronald H. Sugarman, executive VP and
director of account service, McCann-
Erickson Japan, joins Interpublic Group of
Companies Inc., New York, as senior VP
and director, Center for Advertising Ser-
vices. succeeding Charles A. Mittelstadt,
who retired in December 1990 and contin-
ued as part-time consultant.

Craig Gugel, senior VP, media research
director. Backer Spielvogel Bates Inc.,
New York, named senior VP, executive
director, media research and technology.

Laurie Horgan Venner, media manager,
Checkerboard Media, St. Louis, joins Bo-
zell Omaha as associate media director.

Howard Zeiden, di-
rector of sales and
marketing. WMAR-
TV Baltimore, joins
WPXI(TV) Pittsburgh
in same capacity.

Ralph McGill Jr.
and James Spruell,
from Babbit & Rei-
man, Atlanta, join
Austin Kelley Ad-
vertising Inc. there
as senior VP, cre-
ative director. and senior VP, co-creative
director, respectively.

Greg Bendin, gencral sales manager,
WKYC-Tv  Cleveland, joins KOVR(TV)
Stockton, Calif. (Sacramento), in same ca-
pacity.

KFBK(AM) Sacramento, Calif., account ex-
ecutives Fred Hormell and Michael Her-
nandez named local sales managers,
KFBK(AM)-KGBY(FM), there.

Paul R. Gordon, advertising sales manag-
er, Cox Cable Communications, Gaines-
ville, Fla., system. named director of ad-
vertising sales. Atlanta.

Tim Shears, national sales manager, MNN
Radio Networks Inc., St. Paul, Minmn.,
named general sales manager.

Cari J. Sullivan, media services representa-
tive, Lawrence Butner Advertising Inc.,

New York, named manager, media ser-
vices. David Weber, manager, telemarket-
ing. Lawrence Butner Advertising, New
York, named manager, telemarketing/ful-
fillment.

Mark Sonderman, local sales manager,
wCPX-TV Orlando, Fla., joins WKCF(TV)
Clermont, Fla. (Orlando), as national sales
manager. Wayne Spracklin, general sales
manager, WGNX(TV) Atlanta, joins WKCF in
same capacity.

James Wexler, VP, West Glen Communi-
cations, joins Visnews U.S.A., New
York, as director of marketing, corporate
television group.

Michele Logan, account executive,
WTMIAM)»-WKTIFM) Milwaukee, named
national sales manager.

Judith Simms, public affairs director,
KMOX(AM) St. Louis, named director of
advertising, promotion and public affairs.

Kim Windschitl, assistant promotions di-
rector, KMSP-Tv Minneapolis-St. Paul,
joins Conus Communications there as mar-
keting coordinator.

Appointments at KPDX(Tv) Vancouver,
Wash.: Walt Adler, national sales manag-
er, named general sales manager; John
Georgeson, local account manager, named
regional account manager, and Nancy
Balding, account executive, KGW-Tv Port-
land, Ore., named local account manager.

Bill Petrowiak, executive producer, on-air
operations, Cable Value Network, Plym-
outh, Minn., joins Twin Cities Telepro-
ductions, Minneapolis, as account execu-
tive in charge of sales and marketing.

Alan H, Eisenstein, GM, Metrobase Cable
Advertising Inc., Frazer, Pa., named VP.

Stephen Jonsen, account executive, Jones
Intercable, Aurora, [ll., joins Eastman Ra-
dio, Chicago, in same capacity. Dianne
Opelt, local sales manager, wBMX-FM Bos-
ton, joins Katz Radio there as sales manag-
er.

Leon Spencer, from WTGS(TV) Hardeeville,
S.C. (Savannah), and Tim Mathis, account
executive, WPXN(FM) Paxton, Ill., join
wACH(FM) Columbia, S.C., as sales repre-
sentatives.

Donald S. Williamson, local market manag-
er. Birch/Scarborough, Atlanta, joins
WRUF-aM-FM Gainesville, Fla., as general
sales manager.

Sam Rosenwasser, local sales manager,
KXAN-Tv Austin, Tex., joins KVUE-Tv
there in same capacity.
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Susan D. Lee, former VP, daytime drama,
NBC Entertainment, West Coast, Bur-
bank, Calif., rejoins in same capacity.
Kenneth Schanzer, executive VP, NBC
Sports, New York, named executive VP,
NBC Sports and NBC Talent Negotiations.

Patricia McMillen, executive producer,
Donahue show, New York, adds duties as
executive producer, Pozner & Donahue
news and current events program.

Jeremiah Bosgang, director, specials, vari-
ety programs and late night, NBC-TV,
joins Fox Broadcasting Co., Beverly Hills,
Calif.. as directer, comedy development.

Renee Kenneth, supervising producer, Bar-
bara De Angelis Live. seven-week summer
test on KCBS-Tv Los Angeles, joins Over-
night Television (OTV) there as VP, pro-
graming and talent development.

Ethan J. Podell, former executive VP, fi-
nance, business and legal affairs, Orbis
Communicaticns, joins Multimedia Enter-
tainment, New York, as VP, international
development.

Lawrence M. Small, president and chief
operating officer designate, Federal Na-
tional Mongage Association (Fannie
Mae). elected director of Paramount Com-
munications Inc. board of directors.

William E. Josey, senior VP. syndicated
programing  and  business  affairs.
MGM/UA Telecommunications, joins Sa-
ban Entertainment, Burbank, Calif., as se-
nior VP, business affairs. Bill Nault, direc-
tor of financial planning and budgeting,
Orion Pictures Corp., Los Angeles, joins
Saban Entertainment in same capacity.

Paul Gratton, VP, programing, First
Choice, joins Ontario Film Development
Corp.. Toronto, as CEO.

Frank De Rose, manager, cn-air promo-
tion, USA Network, New York, named
supervising producer, World Premiere
Promotion, there.

Jamie Hyatt, program director, KIKI-FM
Honolulu, joins KOY-FM Phoenix in same
capacity.

Dave McKay, operations manager, KODA-
(FM) Houston, joins Bonneville Broadcast-
ing System, Northbrook. Ill., as program
director, easy listening programing.

Pat McCrummen, national affiliate sales
manager, Business Radio Network, Colo-
rado Springs. Colo., named VP, affiliate
services.

Damond Benningfield, science and technol-
ogy writer, Austin, Tex., joins Star Date
astrecnomy radio program, University of
Texas, there as writer and producer. Sandy
Wood, co-producer and co-host, Dimen-
sions local radio talk show, joins Srar
Date, Austin, Tex., as announcer.

INTV ELECTS NEW BOARD

he Association af Independent Television Stations, Inc, (INTWY ), elecied s

annual Board of Dircctors. New members elected for a bao-year term are;
J. Daniel Sullivan, Clear Channel Televizion, Houston; David Pulido, ABRY
Communications, Boston; Boger Oiferbach. KCPRETY) Tacoma, Wash. [Seal-
tle), and Michae! A, Liff, KaBETY) 5an Antonio, Tex. Elected to g second
conseculive (wo-year term are: Bill Famnk. Kooerys Los Angeles, Edward T,
Kartik. Chase Communications, Hartford. Conn.. and Ed Trimble, KTVTTV
Erallas-Fort Worth, The seven electers will join board members who were nol
up for clection this vear: LeBon (5. Abercrombie, KMPHTY) Yisalin, Cahif.
(Fresno); Michael Alexander. WwOR-TY Secascus, M1, (New Yorky Al
DeVancy Sr., WPWR TV Cary, Ind. (Chicego); U, Benrem Effis, dr.. ACT 1
Broadcasting, Atlanta; Dennis FirzSimons, WoN-TV Chicago, James B. Hed-
fumd, INTY. Washington; Thomas Herwitz, wTTGTYy Washingion; Kevin
OV Briew, wrvoeryy Dakland, Calif, (San Francisco), and Bandall E. Smith,
WFHL-TY Philadelphia. Ex-officio members mclude: fobn Sermeo, WATLITV)
Aflanta, immediate past INTY chaieman; Edward (7. Aiken, WTOGTY) 5t
Petersbure, Fla.. INTY representative on NAB TY boand; and- associate
members: Dennis Giflespic, Viacom, New York, and Patrick Kenney, Cannell

Distribution, Los Angeles

NEWS AND PUBLIC AFFAIRS

Wendy Tokuda, anchor and reporter.
KPIX(Tv) San Francisco, joins KNBC-TV Los
Angeles as weekend anchor.

Paul Sagan, former director of news,
wCBS-Tv New York. joins Time Warner
New York City Cable Group there as VP,
news and programing, 24-hour New York
City all-news cable channel.

Shaun D. Rabh, general assignment report-
er and weekend co-anchor, KDFW-Tv Dal-
las, adds duties as weekend anchor. Jose
Grinan, from WLRN-Tv Miami, joins
KDFw-TV as general assignment reporter.

Budd McEntee, managing editor, wAGA-TV
Atlanta, named news director,

Dixie Platt, 10 p.m. producer, KSDK(TV} St.
Louis, named news manager. Tony Villa-
sana, news director, wMAX-Tv Macen.
Ga., joins KSDK as 5 p.m. executive pro-
ducer.

Tracy Warren, sports and news reporter,
anchor and preducer, wpHL-TV Philadel-
phia, joins woTviTvy Grand Rapids,
Mich., as sports reporter and weekend
sports anchor.

Appointments at KDKA-TvV  Pittsburgh:
Chick Samuels, 6 p.m. executive producer,
named assistant news director; Mariann
Krushefski, special projects producer.
named executive editor, and Michael Chal-
lik, photographer, named chief photogra-
pher.

Robert Seith, reporter, wHBF-Tv Rock Is-
land, Ill., joins wZzM-Tv Grand Rapids,
Mich., as general assignment reporter.
Ron Nakasone, news and sports photogra-
pher, KSFy-Tv Sioux Falls, S.D., joins
WZZM-TV as photographer.

-

Robin Boyce, news and community affairs
director. KMIM(FM) St. Louis, joins
KETC(TV) there as community development
manager and host, Spectrum.

Mark De Marino, news director, WGAR-FM
Cleveland, joins WUAB(TV) Lorain, Ohio,
as 10 p.m. managing editor.

Maria Salmon, director of community rela-
tions, KVEA(TV) Corona, Calif. (Glendale),
named assignment desk editor.

Joe DiGiovannni, chief meteorologist.
KTSM-Tv El Paso, joins KMsp-Tv Minne-
apolis, as weeknight meteorologist. Julia
Sandidge, reporter and weeknight anchor.
wNwO-TV Toledo, Ohio, joins KMSP-TV as
general assignment reporter.

Robert Stein, development writer, lthaca
College. joins WAER(FM) Syracuse, N.Y..
as development director. Bruce Bradley,
account executive, WHEN{AM)}-WRHP(FM)
Syracuse, N.Y., joins WAER as underwrit-
ing director.

Clay Johnson, bureau chief, wPTE-TV Ra-
leigh-Durham, N.C., joins wGHP-Tv High-
point, N.C., as reporter and producer.

James N, Shaver, news director, WDBJ(TV)
Roanoke, Va., named VP, news and pro-
graming, succeeded by James C. Kent, as-
sistant news director.

Appointments at wLKY-Tv Louisville, Ky.:
Tom Bowman, producer, NBC Sports.
New York, named executive producer;
Glenn McElfresh, 11 p.m. producer, WLEX-
TV Lexington, Ky., named noon producer;
Mike Gargiulo, from wYOU(TV) Scranton,
Pa., named reporter; Greg Singleton, pho-
tographer, wkyT-Tv Elizabethtown, Ky.
(Lexington), to same capacity; Lee Du-
laney, noon producer, named 6 p.m. pro-
ducer, and Le Phuc Dihn, photographer,
named chief photographer.
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Johann Jonak, traffic manager, KASN(TV)
Litle Rock, Ark., joins KESQ-Tv Palm
Springs, Calif., in same capacity.

Bill Meck, morning weatherman, WSPA-TV
Spartanburg, S.C., joins wESC-FM Green-
ville, §.C., as weatherman.

Dawna S. Diggs, reporter and fill-in morn-
ing anchor, wLYX(TV) Columbia, S.C.,
joins wssB.FM Orangeburg, S.C., as pro-
gram director, news director and public
affairs director.

John Ryan, writer and station producer,
WMAL(AM) Washington, joins Guam Cable
TV, Agana, Guam, as anchor and reporter.
Travis Lee Coffman, reporter, wSIL-TV
Harrisburg, 1ll. (Carbondale), joins Guam
Cable TV, Saipan bureau, as correspon-
dent.

Daryl Ann Merenich, account executive,
wEGX(FM) Philadelphia, joins Shadow
Traffic Network Inc., there, as account
executive.

TECHNOLOGY

Appointments at Available Light Ltd.,
Burbank, Calif.: Clint Clover, owner, Clint
Clover Productions, Los Angeles, named
head of new commercial and TV division;
Joseph Thomas, motion control animation
camera operator, named director, motion
control technology, and Beverly Bernaki,
optical technician, named optical supervi-
sor.

Antheny Masiello,

director, technical
operations, CBS
Radio Division,

New York, named
VP, technical cper-
ations.

Christopher J.
Bowick, VP. engi-
neering, headend
and earth station
systems, Scientific
Atlanta’s Transmis-
sion Systems business division, joins Jones
Intercable Inc., Englewood, Colo., as
group VP, technology, and chief techno-
logical officer. Kenneth A. Wright, direc-
tor of engineering, Western division, Unit-
ed Artists Cable, joins Jones Intercable,
Englewood, Colo., as director of technol-
ogy.

Barry Parkin, GM, sales and marketing,
Marconi Defence Systems, joins Jerrold
Communicaticns’ European operation,
Reading, Berkshire, U K., as director of
sales.

Jonathan C, Stilwell, formerly with Catel
Communications and Motorola Semicon-
ductor Products, joins Hammett & Edison
[nc. consulting engineers, San Francisco,
as engineer.

Masiello

Sati Tooray, formerly with Modem Video-

film, joins Varitel Video, Los Angeles, as
colorist.

Scott Sajer, recent graduate, Columbia
Business School, New York, joins Thom-
son Broadcast Inc., Englewood, N.I., as
national sales engineer.

Mark Stropki, field service engineer, Pio-
neer Communications of America Inc.,
named district sales manager, Denver.

Stephen E. Sigman, director of market
planning, Zenith Electronics Corp., Glen-
view, Ill., named VP, consumer affairs,
Zenith Sales Company, succeeding John J.
Pederson, who retired.

Craig Rees, manager of microwave opera-
tions, Southern California, Keystone Com-
munications, Los Angeles, adds duties as
production manager. Bradley J. Lowder,
pariner, Lowder Perry & Lowder advertis-
ing agency, joins Keystone Communica-
tions, Salt Lake City, as account execu-
tive.

Cathleen Newsham, former videographic
designer and animator, Power House Stu-
dios, joins Interface Video Systems,
Washington, as art director, creative ser-
vices department.

Godfrey Pye, former owner and managing
director, Rushes post-production house,
joins Composite Image Systems, Holly-
wood, as part of management team.

Tom West, formerly with Motorola Corp.,
Bell South and Cellular One, joins Light-
ing Master Corp., Jackson, Miss., as na-
tional sales manager.

PROMOTION AND PR

Ellen Morgenstern, manager, press and
publicity, wwOR-TvV Secaucus, N.J. {(New
York), joins Children’s Television Work-
shop, New York, as director of media rela-
tions.

Jim Girodo, VP, creative services, KUSA-
TV Denver, joins KSDK(TV) St. Louis as
director of creative services.

Sharon Kyle, assistant promotion director,
WCPT(AME-WCXR-FM  Alexandria, Va.
{Washington), joins WETA-TV Washington
as publicist.

Elizabeth Wold, assistant promotion man-
ager, KFMB-AM-FM San Diego, Calif., and
Jennifer Eve, promotion and programing
coordinator, KNBR(AM) San Francisco,
named promotion managers, KFMB-AM-FM.

Larry Watzman, promotion producer,
wVIT(TV) New Britain, Conn, (Hartford),
and Bill Hartnett, promotion producer,
KTZZ-Tv Seattle, join WwWOR-TV Secaucus,
N.J., as on-air promotion producers.

Margie C. Burgess, promotion coordinator,
wDBXTV) Roanoke, Va., named promotion
manager.

Peggy Goff, account supervisor, Casanova
Pendrill Publicidad Inc., joins KVEA(TV)

Corona, Calif. {Glendale), as director of
marketing and promotions.

ALLIED FIELDS

Linda Mason, executive producer, CBS
News, New York, named recipient of 1991
William Rogers Award from the Associat-
ed Alumni, Brown University.

John Suder, VP-GM, KwGN-Tv Denver,
appointed to three-year term on board of
directors, Colorado Broadcasters Associa-
tion.

Marilyn Solomon, director of corporate re-
lations, KCOP(TV) Los Angeles, named
board member for City of Hope.

Ruth Roman, client service representative,
Radic Station Services, Arbitron, New
York, named account executive. Mario
Christino, client service representative, ad-
vertiser/agency services, Arbitron, Dallas,
named account executive, Radio Station
Services, Laurel, Md.

Stephanie Bryson, consulting associate,
Audience Research & Development, Dal-
las, rejoins in same capacity.

Ed Milner, VP, technology, Flight Trac
Inc., joins National Cable Television Insti-
tute, Denver, as information systems spe-
cialist.

Jhan Hiber, media consultant, Jhan Hiber
& Associates, Carmel, Calif., retired.

DEATHS

Charles R. Dickoff,
63, radio broad-
caster, died of can-
cer Aug. 25 in Eau
Claire, Wis. He be-
gan radio career in
high school at
WMAM(AM) Marin-
ette, Wis., and in
1951 built and
managed WBEV(AM)
Beaver Dam, Wis.,
until 1959. Since

Dickofl
1959, Dickoff had been majority owner of
WEAQ(AM)-WIAL(FM) Eau Claire, Wis. He
is survived by his wife, Dorothy; two
daughters, Mary and Jane; two sons, Ste-
ven, VP-GM, wgaQ-wiAL, and Michael;
three grandchildren and two sisters.

Jeffrey Bowman Webreck, 44, engineering
manager, KCORTVY) Los Angeles, was
found dead Sept. 7 in shallow grave in
Angeles National Forest, about 55 miles
north of Los Angeles. He had been shot
once in upper torso. Death is still being
investigated. Before joining KCOP in 1990,
he was news engineer at KTLA(TV) and
KNXT-TV (KCBS-Tv), both Los Angeles. He
is survived by his sister, Jacquie.

§2 Fates & Forfunes
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FIFTH ESTATER

THE INDEPENDENT STYLE OF JIM HEDLUND

consummate insider, but 1 certainly

seek consensus and a friendly reso-
lution of issues over confrontation,
where that’s possible,”’ says Association
of Independent Television Stations Pres-
ident Jim Hedlund.

Hedlund’s style has been molded by
20 years of Washington government ser-
vice and lobbying work. The third presi-
dent in INTV’s 19-year history describes
himself as more low key than his prede-
cessor, Preston Padden, but more outgo-
ing than founding president Herman
Land.

He now applies his style to the current
top Washington television issue, the
Senate’s cable bill (8. 12) and its contro-
versial must-carry and retransmission
consent provisions. Through the heated
1991 debates over the bill, Hedlund has
maintained a cordial relationship with
his former boss, National Cable Televi-
sion Association President Jim Mooney,
and the heads of other broadcast and
cable associations.

INTV’s traditional role has been to
allow the larger organization of the Na-
tional Association of Broadcasters to
take the lead on issues of broad impor-
tance to all broadcasters and focus on
issues of the greatest importance 1o inde-
pendent stations. In terms of the cable
bill, most of INTV's attention is on S.
12’s must-carry provisions, where Hed-
lund is extremely confident of victory.
*‘Most of the cable industry for some
time has been willing to have must-carry
and channel-positioning rules enacted as
long as they were reasonable,” he says.

A recent Hedlund victory was the
FCC’s decision to grant a three-month
delay on new ad time limits for barter-
syndicated children’s programs, enhanc-
ing Christmas-season revenues for inde-
pendent stations during an already slow
ad sales year. Several months of INTV
lobbying for the delay at the FCC is
betieved to have led to the decision.

Hedlund says the children’s TV deci-
sion was a personal victory on par with
the Yale prom he organized in [965.
**Some of my old friends claim 1 peaked
when [ was 21,’" he says. “I'm still
introduced by some of my college
friends as the guy who brought Duke
Ellington and the Supremes to Yale.™

Another fond memory was the 198]

l don’t know if 1 would say I'm the

.

L
Ll ™
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fight to pass the first Reagan budget
while serving as Republican staff direc-
tor of the House Budget Committee. **It

works."" Fox will survive, he says, but
never reach the level of dominance of
the big three.

The trend toward more first-run pro-
graming on independents is contributing
to a relative increase of the strength of
independents. **Not too many years ago,
the typical independent station was fea-
turing films, off-network series and
maybe some sports. You are now seeing
greater interest in first-run programs. "’

More independent stations are starting
news departments. ‘‘As cable expands,
you have a number of services that resem-
ble independent stations with movies, off-
network series and some sports. Increas-
ingly, a station has to have a local
identity, [and] news gives you a local
identity.”” Hedlund says. ‘‘Some advertis-
ers have always buffaloed us [to get into
news). They’re very partial to news.”

was probably Reagan’s
first real, significant
legislative breakthrough
of his presidency. That
was a fun job. We used
to round things off to
the half billions."”
Mooney, then NCTA
executive vice presi-
dent, recruited Hedlund
for a lobbying position
10 years ago, even
though he had no prior
experience in televi-
sion. ‘*At an NAB con-
vention, I go on to the
floor and I can't tell you
what 90% of it is,”’
Hedlund says. **But
that’s not the stuff you
do here anyway."’
More time is spent
studying the trends in
the television industry,
such as the future of
network television.
Hedlund disagrees with
those who forecast the
demise of one of the
major networks within

James Bradford Hedlund

President, Association of
Independent Television Stations,
Washington; b. Dec. 31, 1954,
Milwaukee; AB, econoniics, Yale
University, New Haven, Conn.,
1966, staff economist, Regional
Planning Agency of South
Central Connecticut, 1967-68;
divector of planning and
development, City of
Wallingford, Conn., 1968-71;
assistant lo dirvector, Department
of Housing and Urban
Development, Havrtford, Cona.,
1871-73; executive assistanl to
Under Secretary, HUD,
Washington, 1973-75; special
assistant to the divector, Office of
Management and Budget, 197¢-
77 Republican staff divector,
Comntittee on the Budget, U.S.
House of Representatives, 1977-
81; VP, government relations,
NCTA, Washington, 1981-84;
VP, government relations,
INTV, 1983-89; present position
since Decemnber 1989; m. Lee
Ehler, Nov. 21, 1968; child:
Steven, 24.

Telcos will inevitably
enter cable television
within the next few
years, Hedlund predicts,
but it may be well past
2000 before they could
build an infrastructure
reaching as many homes
as the current cable in-
dustry and begin provid-
ing the futuristic fiber-
optic services to large
audiences. Depending
on the terms of their en-
try, telco-cable could be
a positive thing for
broadcasters, Hedlund
says. ‘‘We think the big-
gest mistake ever made
with the cable industry
was to have them be al-
lowed to be vertically in-
tegrated—essentially
with no constraints—and
yet have a virtual stran-
glehold on what goes
down their wire with no
common carrier-type re-
sponsibilities at all.”’

Whatever direction

the next 10 years. **1 would be inclined
to think you’ll see more networks, but
not the dominance of the three big
ones.” he says. "*You'll see some con-
tinued audience erosion of the big three
networks, but | think you'll see indepen-
dents relying more heavily on many net-

the communications trends take, Hedlund
expects to be involved for several more
years. *‘l don’t have any set of goals
where this is some step on the ladder. I'm
not interested in being the chairman of
Salomon Brothers,”” he says. *‘l like
Washington as a city.”” ]
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IN BRIEF

U.S. Court of Appeals in Chicago (7th cir-
cuit) last week ruled it will be venue for
consolidated appeals of F(('s new finan-
cal interest and syndication rules, deny-
ing motion of Media Access Project for
new lottery to determine which coun
would hear appeals.

Nafional Rifle Assodation wants faimess
docirine applied to non-commerdal educ-
tional broadecasters because such broad-
casters ‘‘occupy a discrete broadcasting
submarket—namely, one that aims to in-
fluence public officials and opinion lead-
ers on significant political matters. [They]
exercise a predominant influence over po-
litical discourse.”” In petition to institute
rulemaking or notice of inquiry, NRA
said public broadcasters ‘‘should be sub-

ject to the fairness doctrine as regards
political speech to insure an enlightened
spectrum of facts and opinions necessary
to informed political decisionmaking by
the electorate and public officials.””

FIC said federal antitrust 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.

Television Buroau of Advertising forecust
for 1992 puts spot television up 3%-5%;
local up 3%-5%; network up 4%-6%;
syndication (including Fox) up 7%-9%;
cable up 8%-10%.

SIKES ADVANCES TELCO-CABLE CROSSOWNERSHIP PLAN

CC Chairman Alfred Sikes proposed an casing of the commission’s telco-

cable crossownership regulations in his six-point “video dial tone™ plan,
during a Business Week seminar in New York last Wednesday (Sept. 11). The
Sikes plan would permit cable operaiors “‘to mvest in. not simply lease
facilitics for carriage of video programing ™ and prohikit telcos “‘at least on a
transitional basis from full program involvement. '™ The rules changes are
designed to ease the technological transition o future wideband fiber optic
video services,

The FCC is expected o release the proposals for comment this fall, perhaps
us carly ux the regular October meeting.

Sikes's plan would modify footnotes 1 and 2 of the 1970 FCC telco-cable
crossownership regulations, which prohikit any direct or indirect financial
relatiomship other than carmer leasing, Those rules g0 well beyond the cross-
owncrship restrictions codified in the 1984 Cable Act. Currently proposed
legislation on Capital Hill would eliminate the Cahle Act’s crossownership
restrictions.

The chairman suggested transitional teleo involvement in program delivery,
allowing minority imterests in partnerships for some unspecified time limit.
“We don't want o substitute monopelics,”" Sikes said. After a transition
period, full or majority ownership could be granted.

“We welcome the chairman's recognition of the Fact this issue must be
addressed, which is a proper role for the FCC,"" said Ward White, vice
president, government affairs, United States Television Association.

““We believe current law provides adequate flexibility to accommodate the
technological changes that lie ahead. We guestion the assumption that encour-
aging the phone companies to spend humdreds of hillions of dollars on
hroadband plant 15 the best and most efficient way to bring 21st century
elecommunications services to the public,” said Mational Cable Television
Association spokeswoman Pegoy Laramie,

Other elements of the Sikes plan include: (1) prohibiting local regulations of
tefcos” integrated voice-data-viden networks; (2] allowing all telcos *‘to offer a
full range of advanced information services'; (31 prohibiting telcos from
discriminating in leasing facilitics between affiliated and unaffiliated informa-
ton-service competitors, and (4) refraining from rate regulation of competitive

ABC News won 15 Emmy Awards for
news and documentary programing at cer-
emony last Wednesday night in New
York, including five honors for Prime-
time Live. (Primetime co-anchor Diane
Sawyer was presented one Emmy by

Virginia Governor and Presidential can-
didate L. Douglas Wilder.) PBS won 13
awards, including five for its Frontline
series, while CBS News took home sev-
en and NBC two.

Under questioning from Senator Herbert
Kohl (D-Wisc.) about cameras in nation’s
highest court, Supreme Court Nominee
Clarence Thomas said he has ‘‘no objec-
tions beyond the concern that the cameras
be as unobtrusive as possible. 1 think it
[would be} good for the American public
10 see what is going on in there.”’

Warner Bros. Domestic Television Distribo-
tion, making presentations last week to
New York station rep firms, laid out
marketing plans for fall 1993 off-net-
work sales launch of Family Matters. Ac-
cording to rep sources, Warner Bros.
sales executives will be offering half-
hour sitcom on weekly cash license ba-
sis, with 30 seconds of national barter
tagged to first year and total of one
minute national barter ad time in second
year before reverting to straight cash fee
for remaining two years of first cycle.
Word is that stations in New York and
Los Angeles have been given until end
of week to tumn in bids.

It's rumored that MCA TV is in negotia-
tions with wwor-v New York to buy Major

SEIYICES. RS
Dad and Coadh, both of which are slated
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for fall 1993 off-network launches. Bue-
na Vista Television is also said to be
readying Empry Nest for mid-October
sales launch, and will be completing
marketing plans at sales meetings week
of Sept. 30.

After tour years as CPB president, Donald
Ledwig will step down when current term
expires Jan. 1. Ledwig said he has met
most of programing, authorization and
organizational goals he set for himself
over years.

MBC is said o be near dedsion on future of
NBC-owned television station sales divi-
sion. Latest rumor has NBC's Miami,
Washington and Denver stations going
to Petry Inc. with New York, Los Ange-
les and Chicago stations going to Blair.
Al Jerome, president, NBC TV Stations,
would not comment on speculation ex-
cept to say that nothing will be an-
nounced until this week. Petry, Blair
executives could not be reached.

Major League Baseball owners last Thurs-
duy voted to give (BS exclusive rights to
network’s finul two wild-card games of
season, prohibiting competition from lo-
cal TV. In post-season developments,
CBS has decided to drop some pre-game
shows during league championship se-
ries in favor of regularly scheduled net-
work programing.

Former King World Productions sales
president Sid Coken has signed on with
MGM Television as president of domestic
TV distribution, reporting to David
Gerber, who has expanded title as chair-
man-CEQ of newly-realigned MGM
Worldwide Television Group (see story,
page 30).

Starting Oct. 1, Showtime will add a fully
multiplexed feed, Showtime 2, which will
be counterprogramed to original Show-
time channel. In multiplex tests in Tele-
Cable systems, which included three
channels each of HBO and Cinemax,
Showtime had been using its West Coast
feed as second channel in TeleCable test
systems. Showtime plans to extend its
two-channel multiplexing test to other
MSO’s later this year and early in 1992.

Leo Chaloukian, president of Academy of
Television Arts and Sciences, was re-
elected by ATAS’s board.

National Association of Broadcasters and
Association of Independent Television Sta-
tions filed opposition to FCC rulemaking
request by Community Broadcusters Asso-
dation to change name of ‘‘low-power
television” stations to *‘community’” sta-
tions and change LPTV station’s current
six-letter call signs to conventional four-
letter calls. CBA application also calls for
LPTV power increases in certain cases
(BROADCASTING, June 17). NAB and

NCTA SPELLS OUT PR PUSH

he National Cable Television Association unveiled the details of its $10-

million public relations initiative last week, including a series of six 30-
second commercials that will premiere on |3 basic cable networks this week.

*This is an important milestone for cable,” said NCTA President Jim.
Mooney to begin the one-hour teleconference sent to the industry last week.
outlining the initiative that also includes public affairs training sessions and 14-
corporate guidelines. "*This is important,”” he said, **very important.’”

All six television ads created by Bozell Inc. involve cable programing. The:
first three are specific to the categories of movies, sports and news. They
begin with a montage of pictures, which stops abruptly with a test pattern.
Then a voiceover by actor Jose Ferrer describes, for instance, how cable:
provides 600 movies or 1,200 hours of sports programing a month, or the-
relationship between the money that cable subscribers pay and the costs cable
networks such as CNN incured in covering the Gulf war.

The second set of three commercials speaks to broader issues: cable’s
commitment to education through Cable in the Classroom, C-SPAN's com-
mitment to covering government and Discovery’s commitment to nature and
the environment. All six commercials end with the tagline: ‘*Cable Contrib-
utes to Life.”” Showtime Chairman Tony Cox said the basic networks will run
10 spots per week across all dayparts throughout the next year.

There will also be a print portion delivering the same message. Six ads have
been created, and they will debut in October in major newspapers, such as the
New York Times. Los Angeles Times, Washington Post, USA Today and in
Time and Newsweek. More print and television spots will premiere throughout
the year.

The majority of the $10 million campaign will be invested in advertising.
Since the campaign is latebreaking, NCTA will be initially buying spots on the
basic networks. Later, it hopes to get commercial time at a discount or for
free.

TIME WARNER CONSIDERING BUSINESS CHANNEL

ccording to Steve Ross, chairman and co-chief executive officer of Time

Warner, the media giant is considering starting a business news channel.
Asked whether the project has been given a firm go-ahead, he told BROAD-
CASTING: *‘It’s too early to tell.””

If such a project were to materialize, it would not necessarily be launched as
a nationwide 24-hour channel, according to Thayer Bigelow, newly named
president and CEO of Time Warner Cable Programing (see story, page 26.)
**IUs frustrating to have to launch nationally. There may be a way to do
something in some systems, on a smaller scale, get it right and find out what
the consumer likes,"’ said Bigelow. One possibility is to put two or three hours
on a satellite, and let systems take it down when and how they choose, he
said. New York might be a good market to try this, since it will have a channel
via the New York news channel, said Bigelow.

Bigelow did not rule out the possibility that Turner Broadcasting System
(Time Warner has a 20% stake in TBS) might be an interested partner in a
business news venture. Ever since it sought to acquire Financial News
Network in 1989, Turner has been rumored to be interested in a business news
venture. Said Bigelow: ““There's always a chance we’d do something with
Turner.”’

INTV accused CBA of attempting to up-

WKIP(AM)-WRNQ{(FM)

Poughkeepsie,;

grade their secondary status and blocking
FCC’s ability to cancel LPTV licenses to
make way for new primary services. As-
sociations said TV spectrum must be pre-
served to implement terrestrial high-defi-
nition television.

Ten stations received NAB Crystal Radio
Awards for Excellence in Local Achievement
at the Radio 199! Convention. Awards
were presented by NAB Radio Board
Chairman Richard Novik, president of

N.Y., to KENItAM) Anchorage; KFOR
(AM) Lincoln, Neb.; KIHX(FM) Prescott
Valley, Ariz.; KMIT(FM) Mitchell,
S.D.; koMciaMy Branson, Mo.;
KRGI(tAM)  Grand  Island, Neb.;
KROE(AM) Sheridan, Wyo.; WBZ(AM)
Boston, and woso-FM Chicago.

Viacom International Inc. on Friday said it
is offering $200 million of 10.25% semior
subordinated notes due Sept. 15, 2001 to
pay back debt.
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EDITORIALS

TWO-EDGED SWORD

adio broadcasters are faced with a classic dilemma

these days: whether to turn away from the present in

favor of the future. The Lorelei is DAB (digital audio
broadcasting), which holds out the promise of a quantum leap
upward in technology at the same time that it exposes today’s
radio to the threat of still greater competition.

That dilemma was evident at last week’s National Associa-
tion of Broadcasters radio convention in San Francisco, which
devoted two major sessions to the subject and spared delegates
no details in considering this complicated issue. It was a
continuation of the excellent stewardship NAB has exhibited
on DAB from the outset, seizing this technological nettle and
attempting to assure that broadcasters control DAB’s fate,
rather than being made victims of it.

But even those who applaud the process have reservations
about the outcome. Robert Fox, of KVEN(AM)-KHAY(FM} Ven-
tura, Calif., spoke for many if not for most when he declared:
“‘I don’t want it to happen.”’ His concern: dislocating an entire
industry for what might prove to be only a marginal increase in
quality.

FCC Commissioner Sherrie Marshail, on the other hand,
struck out for the new ground. She likened radio to over-the-
air TV, saying the new world of DAB would further fraction-
alize the aural medium as cable and compression had fraction-
alized video.

Others were more cautious, going for the middle ground. It
is evident that those charged with corralling DAB’s future feel
they may be damned if they do, damned if they don't.

The world wants three things of DAB: compact-disc quality,
an interference-free signal and the capability of data transmis-
sion. That last could conceivably be the most important, if it
added a new dimension to radio’s capability and enabled the
broadcast medium to compete against wire in the Information
Age. If it can deliver all three, DAB’s would be a brave new
world indeed.

In some respects, DAB is sometime off. In others—conspic-
uously, securing the spectrum to make it possible—the future
is closer at hand. Hopefully, the U.S. government will go into
WARC ’92 next February armed with a position that best takes
advantage of this new technology. Thanks to the extraordinary
and enlightened attention paid to this matter by the NAB,
broadcasters have a fighting chance of participating in the
future on even terms.

BATTLE PLANS

e hope that industry plans for improving coverage of
the next war will do no more than gather dust.
History, however, has so far given lie to those hopes;
hopes that, in any event, must not preclude planning for the
very real possibility. To that end, various media representa-
tives met with Secretary of Defense Dick Cheney last week to
talk about media concerns raised by military manipulation of

coverage of the war in the Persian Gulf. In addition, the
Radio-Television News Directors Association is gathering a
group of broadcast and cable journalists in Washington next
month to come up with some guidelines for reporting news
independently of the military. That independence should, we
believe, be the watchword in any discussions about war cover-
age.

The news media already have a sharp taste of what it’s like
to report under the baton of military commanders. While both
journalists and generals have a keen interest in the news that
comes home from the front, they are clearly not the same
interest. The military’s strong suit is command and control, a
point made obvious by General Schwarzkopf's virtuoso per-
formance. To the extent that commanding and controlling the
news media serves a military objective, that objective will be
pursued, as it was with so much success in the Gulf war. The
“*everybody into the pool’’ tactic that worked effectively to
keep the battle for information on the Pentagon’s turf under-
cuts the natural and healthy adversarial relationship between
the media and the military. The result was that with a few
enterprising exceptions, news was rationed like tins of govern-
ment-issue Spam, with the kind of punctual, every-afternoon-
at-three orderliness that makes generals beam and should make
journalists uncomfortable. As RTNDA’s David Bartlett point-
ed out last week (although we hope the point is self-evident):
**The military is going to try to keep as much information as
possible from the American people,”” while the media are
**going to try to get as much information as possible to the
people.”’ Hardly a recipe for cooperation, nor should it be.

We assume the media's purpose in talking among them-
selves and to the Defense Department is to prevent the kind of
spin control coverage that made up so much of the Gulf war
news front. We can hardly assume that the military, fresh from
that information control victory, is equally eager to give up
that territory.

That said, to the extent that powwowing with the Defense
Department can facilitate the independent coverage of war, so
much the better. But if that meeting produces a roomful of
beaming generals, look out.

-~

Drawn for BROADCASTING by Jack Schmidt

""'We have to make sure that we don’t set broadcaster fees so
high that they affect our political advertising rates.”’
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Cable
Coast to Coast

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, PPY 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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THE Bieest Fims OF 1991 Have
ONE THING IN CoMMON

BACKDRAFT Hans Zimmer (PRS/BMI)
BILL & TED'S BOGUS JOURNEY David Newman (BMI)
BOYZ N THE HOOD Stanley Clarke (BMI)
DANCES WITH WOLVES John Barry (BMI)
THE DOCTOR Michael Convertino (BMI)
DYING YOUNG James Newton Howard (BMI)
FX 2 Lalo Schifrin (BMI)
HARLEY DAVIDSON AND THE MARLBORO MAN Basil Poledouris (BMI)
HOME ALONE John Williams (BMI)
KINDERGARTEN COP Randy Edelman (BMI)
MOBSTERS Michael Small (BMI)
MYSTERY DATE John DuPrez (PRS/BMI)
OUT FOR JUSTICE David Michael Frank (BMI)
PROBLEM CHILD 2 David Kitay (BMI)
PURE LUCK Jonathan Sheffer (BMI)
REGARDING HENRY Hans Zimmer (PRS/BMI)
ROBIN HOOD: PRINCE OF THIEVES Michael Kamen (BMI)
SLEEPING WITH THE ENEMY Jerry Goldsmith (BMI)
SOAP DISH Alan Silvestri (BMI)
TEENAGE MUTANT NINJA TURTLES John DuPrez (PRS/BMI)
THELMA & LOUISE Hans Zimmer (PRS/BMI)
THREE MEN AND A LITTLE LADY James Newton Howard (BMI)
V.l. WARSHAWSKI Randy Edelman (BMI)
WHAT ABOUT BOB? Miles Goodman (BMI)

il

The BMI Family of Composers
1991's Top Scores m




