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Not really, 

but Empty Nest 

did outperform 
the World Series, 

NBA and NCAA 

basketball and 
NFL football 
head -to -head. 
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"Empty Nest 

outperformed 
the Super Bowl 

head -to- head!" 
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QUALITY TV: HOLLYWOOD'S ELUSIVE ILLUSIONS 
Everyone knows quality when they see it, but no one knows if there's 
more or less this season; one thing's for sure, hard times make it harder 

By Steve Coe 

Television has never been bet- 
ter," says Peter Tortorici, CBS 
Entertainment's executive vice 

president for prime time programs, 
who adds: "Television has never 
been better because it's never been 
as challenged as it is today -there 
have never been more alternatives." 

Tortorici represents the sanguine 
side of the argument about quality TV 
on the networks. But many are less 
optimistic. "There are some shows 
that are on the air to amortize the cost 
of others," says Paul Schulman, pres- 
ident, The Paul Schulman Co., a New 
York -based advertising firm. "Some 
of the reality shows, for example. The 
networks are blocked in some time 
periods competitively and they would 
prefer to lose less costly if they can," 
he said. 
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But "there doesn't have to be a par- 
allel between cost and quality," says 
Tortorici. "When Northern Exposure 
got on the air, it did so because it was 
able to be produced on a lower -than- 
normal budget for its initial summer 
run." On the other end, shows such 
as Hill Street Blues and L.A. Law, 
which in part have defined quality 
over the past 10 years, carried high 
costs if for no other reason than their 
ensemble casts. 

"Cop Rock wasn't inexpensive but 
it didn't click," said Schulman. "Good 
& Evil was very expensive, about 
$650,000 an episode, but it never got 
into a groove or attracted an audi- 
ence. Meanwhile, Home Improve- 
ment, which is probably being pro- 
duced for far less, is becoming a hit," 
he said. 

In terms of ratings success, the rule 
is that the biggest hits on television 

are usually considered quality se- 
ries- Cheers, The Cosby Show and 
Murphy Brown, to name a few. An 
exception would be a show like Amer- 
ica's Funniest Home Videos, which 
garnered little or no critical acclaim 
but occupied a top -10 spot in the rat- 
ings for much of the past two sea- 
sons. "Quality doesn't necessarily re- 
sult in top -five ratings, but it can. I'd 
like to think that a year from now we'll 
be talking about Brooklyn Bridge and 
l'll Fly Away, which are high quality 
but at this point have not been discov- 
ered," said Schulman. 

One advantage that a quality series 
does have is the network's willingness 
to stick with it if the series is strug- 
gling. "A quality show will last longer 
with low ratings than a show without 
quality," said Schulman. "Brooklyn 

Continues on page 17. 
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BLOOM OFF THE ROSE IN PAY TV 
Drop in pay units 
prompting programers to 
push lower -rate deals 
with co -owned services 

By Sharon Moshavi 

ay television, experiencing the 
slow growth typical of a matur- 
ing industry and finding itself 

buffetted by recession, is being forced 
to forge a new identity. Having long 
viewed pay TV as an expensive pre- 
mium consumers would be willing to 
buy, the cable industry is finally start- 
ing to do what it avoided for so long: 
lower rates. 

Pay units dropped by 9% in the first 
half of 1991, a number that is worry- 
ing both pay programers and cable 
operators. The pay networks are in- 
creasing the availability of lower rates 
to cable operators (on average $4 to 
$5 per subscriber), a move which will 
enable MSO's to lower retail prices, 
which currently average about $10. 

Although HBO's and Showtime's 
multiplexing tests have been getting 
most of the attention, lower pricing 
may have a more immediate impact 
on the health of the pay category 
since large -scale multiplexing must 
await digital compression. Showtime 
and its sister service The Movie 
Channel have a formal restructuring 
contract they want operators to sign, 
and HBO and Cinemax are doing in- 
formal testing. Selling the services in 
groups of two, and not a la carte, is a 
pivotal part of the repricing plans. 

The new tactics are aimed more at 
adding new subscribers than at just 
attracting those switching brands. But 
Showtime, which has just over 7 mil- 
lion subscribers compared to HBO's 
17 million, may help out HBO as 
much as it helps itself. According to 
Wayne Vowell, vice president, mar- 
keting and programing at Scripps - 
Howard, which last week signed a re- 
structured Showtime contract, "We 
want HBO in every home, and we 
want to use these other products to 
drive it into those homes." 

Showtime has had its restructuring 
plan in place for a year, and so far has 
signed up just four MSO's. Many op- 
erators have complained the deal in- 

volves risk for them but little or none 
for Showtime; but many MSO's are 
testing the concept in some systems, 
according to Jack Heim, Showtime 
executive vice president, who predict- 
ed that by the end of 1992, 30% of 
cable systems will have "entered 
some sort of restructuring scenario." 

HBO does not have a formal plan, 
but operators say it, too, is testing 
rates to address the problems of pay. 

In most deals, the networks are of- 
fering operators a lower wholesale 
rate on incremental subscribers but 
not existing ones. The MSO's, 
though, are lowering the retail price 
on their existing pay TV subscribers 
as well, which means they need to 
increase the volume of pay units sub- 
stantially in order to break even. 

HBO, although allowing testing, is 
not convinced the lower pricing strate- 
gy will work. "If you've taken the busi- 

WE TAKE YOU TU THE STARS 

ness stance that the way to win is with 
lower prices, you'd better be very 
careful, because if you don't get a lot 
more volume, you haven't accom- 
plished anything," said Larry Carlson, 
HBO executive vice president. 

The three systems Scripps- Howard 
has tested under the Showtime plan 
have seen substantial pay unit 
growth -but have just broken even in 
revenue -and now the plan is being 
rolled out MSO -wide. "By no means 
are we declaring this an absolute suc- 
cess," said Vowell. 

In one of its test systems, Scripps - 
Howard also introduced Encore, Lib- 
erty Media's low- priced pay service 
offered as an incentive to customers 
to keep their pay subscriptions. That 
addition may account for some of the 
pay -unit growth. Liberty parent TCI, 
which offers Encore to 6.7 million sub- 
scribers, announced last week the 
network has achieved 50% penetra- 
tion MSO -wide and has helped the 
operator to a 3.2% increase in pay 
units for the third quarter. 

MPAA proposes 
interim copyright fees 
By Randy Sukow 

The Motion Picture Association of 
America (MPAA) has added a 
new wrinkle to its standing sup- 

port for repeal of the cable compul- 
sory license. On an interim basis at 
least, the association says, cable sys- 
tems should pay fees for the pro- 
grams retransmitted from local sta- 
tions similar to the fees they now pay 
for distant broadcast signals. 

At the same time, MPAA repeated 

its strong opposition to retransmission 
consent, as proposed in congression- 
al cable reregulation bills S.12 and 
H.R. 3380 (see page 10). 

"The objective of retransmission 
consent is that broadcasting has a 
second stream of revenue in order for 
broadcasting to endure into the fu- 
ture," said MPAA President Jack Va- 
lenti. "What MPAA is saying is that 
retransmission consent won't work.... 
The way to achieve broadcasters' ob- 
jectives is not through an untested 
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theory but merely by making a modest 
change in Section 111 of the Copy- 
right Act." 

MPAA's new position was unveiled 
during an organizational meeting last 
Wednesday (Nov. 13), called by the 
House Copyright Subcommittee, of in- 
dustry groups looking at possible re- 
form or repeal of the cable compulsory 
license (see page 59). The license, cre- 
ated by Congress in 1976, authorizes 
cable systems to retransmit local 
broadcast signals free and distant sig- 
nals at fees set by the federal Copy- 
right Royalty Tribunal (CRT). 

The ultimate goal of Hollywood TV 
program producers, as elaborated by 
Fox Chairman and Chief Executive 
Officer Barry Diller, is repeal of the 
license (BROADCASTING, Oct. 28). Re- 
peal would allow "cable systems and 
TV station broadcasters, networks, 
program producers and copyright 
owners all to freely bargain in a mar- 
ket unburdened by artificial govern- 
ment barriers," MPAA said in a written 
statement distributed at the meeting. 

During an interim period (of un- 
specified length) before the license's 
repeal, MPAA proposes cable system 
payments, following the same proce- 
dure as distant- signal payments, to 
the CRT for retransmission of local 
signals. Hollywood producers would 
receive royalties from the local- signal 
payments for their programing, and 
broadcasters would receive royalties 
for their news and public affairs pro- 
grams. 

Preston Padden, Fox senior vice 
president, affiliate relations, endorsed 
the MPAA statement and said that it is 
fully compatible with Diller's earlier 
statements. 

"There would be no cost to the fed- 
eral government, since the apparatus 
[the CRT] is already in place to moni- 
tor, supervise and distribute the royal- 
ty fees paid by cable," the MPAA 
statement said. 

The association did not say what 
percentage of the local- signal pay- 
ments it believed should go to broad- 
casters and what percentage should 
go to Hollywood producers and major 
sports copyright holders. About 600 
commercial TV broadcasters now car- 
ried on cable systems as distant sig- 
nals receive about 5% of the approxi- 
mately $200 million collected annually 
by the CRT. Those broadcasters are 
currently battling Hollywood to have 
their payments raised to 9% (see 
page 59). 
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This Week 
Q FACTOR / 3 
Assessments of 
program quality may 
vary, but network 
executives agree that 
the weak ad market 
is making the TV 
industry more 
sensitive to sponsor 
pressures. 

S.12 DELAY / 10 

Senate cable 
reregulation bill S.12, 
initially scheduled 
for debate last week, 
has been moved out 
of this congressional 
session in favor of 
pressing banking and 
unemployment bills. 

SYNDIE SITCOM 
SUCCESS / 24 
New syndication 
entries Married... with 
Children and Full 
House took the number 
two and three spots, 
respectively, in the 
October ratings. 
Other new entries are 
struggling. 

MULTI -MEDIA 
VIEW / 46 
As head of the 

Mehren interview (p.46) 

Providence Journal Co., 
Trygve Myhren has 
expanded the news- 
paper company's 
presence in both 
broadcast and cable. 
All three are attractive 
businesses, he says 
in an exclusive "At 
Large" interview, but 
the greatest potential is 
in cable. 

S -BAND TO 

SATELLITE DAB / 50 
The recommendation 
that certain S -band 
frequencies be 

designated for satellite - 
based DAB has been 
greeted with cautious 
optimism by the radio 
industry, which sees the 
focus narrowing for 
terrestrial DAB. 

LICENSE CHAT / 59 
Broadcast, film and 
cable representatives 
met last week with 
House Copyright 
Subcommittee 
Chairman Bill Hughes to 
discuss the compul- 
sory license. Not much 
of substance was 
raised, but subcom- 
mittee staff plan to 
set up working groups 
to focus on individual 
aspects of the issue. 

MERGING TECH 

SNOWS / 66 
Faced with costs as 
high as $1 million per 
exhibition, major 
manufacturers are 
asking professional 
groups to merge their 
shows into a few 
large ones. Some, like 
RENDA and SMPTE, 
have followed suit, and 
combined shows 
could start in 1993. 

CONTENTIOUS CABLE CAMPS TRY TO CONNECT / 42 
MSO's and programers say their relationship has never been better, but a few 
contend that long- standing animosities are merely on hold pending the outcome 
of issues like tiering, program costs and regulation. 
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DEBATE CONSORTIUM 

In an unusual cooperative 
effort, seven national program- 
ing services -ABC, CBS, 
CNN, NBC, Fox, PBS and C- 
SPAN -last week unveiled 
plans to each present at least 
one prime time debate 
among Democratic presidential 
candidates. 

QUELLO STAYING ON 

FCC Commissioner James 
Quello, with the backing of the 
agency's general counsel, 
refused last week to recuse 
himself from consideration 
of the lowest- unit -charge com- 
plaint against WXIA -TV Atlan- 
ta. The Georgia politicians who 
filed the complaint said he 
betrayed bias in speeches. 
Quello dismissed the charge 
as "obviously frivolous." 

PBS COMPRESSION PLAN 

PBS will use the combina- 
tion of digital video and Ku- 
band technologies to more 
than quadruple its current sat- 
ellite channel offerings to ev- 
ery school in the nation in 1993. 
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FOURTH GOES FIRST: 
FOX TO AIR CONDOM ADS 
By Joe Flint 

Two weeks ago, Fox Broadcast- 
ing quietly decided it would ac- 
cept paid commercials for con- 

doms, making the incipient network 
the first of the four to do so. That 
decision became national news last 
week in the wake of Los Angeles Lak- 
er star Earvin (Magic) Johnson's an- 
nouncement that he had contracted 
the HIV virus. Fox never actually 
made an official announcement on its 
change of policy. Word got out when 
The Los Angeles Times called the 
network to say it was doing an editori- 

LifeStyles 
CONDOMS 

Fox is willing to air condom spots but is 
said to be reluctant to show the packages. 

al on the broadcast networks' reluc- 
tance to air condom ads and Fox said 
it had recently changed its policy. 

In fact, many were expecting Fox to 
air its first condom ad on last Thurs- 
day's episode of Beverly Hills 90210, 
but it was not to be. Carter -Wallace 
Inc., manufacturer of the Trojan brand 
of condoms, was said to have had an 
ad ready for air but the network was 
concerned because the ad in question 
showed a box of Trojans. While at 
least some affiliates were anticipating 
a commercial, Fox said no ad was 
ready to air. Andi Sporkin, Fox 
spokeswoman, said the network had 
received two condom spots so far that 
are currently in the review process. 

Fox first reconsidered changing its 
ad policy on condoms about six 
months ago even though it had been 
some three years since Fox had been 
approached by any condom manufac- 
turers about advertising, according to 
Sporkin. Since then, a manufacturer 

came to Fox and the network said it 
would present condom spots that fo- 
cused on disease prevention. 

Fox affiliates contacted by BROAD - 
CASTING generally supported the net- 
work's decision. Said Kevin O'Brien, 
vice president and general manager, 
KTVU(TV) San Francisco, and chair- 
man, Fox affiliate board: "Personally 
and professionally, it is the right deci- 
sion at the right time." 

O'Brien said that since Fox's deci- 
sion became public, the network has 
received a majority of supporting 
calls. "Hopefully," O'Brien said, "we 
will do some good." 

Royce Yudkoff, managing partner, 
ABRY Communications, which owns 
two Fox affiliates, described the deci- 
sion as "responsible and progres- 
sive." He is also aware of the poten- 
tial viewer backlash: "It is a legitimate 
point of view not to want those ads 
aired; also, they are my customers." 

Spots, said John Fignar, vice presi- 
dent and general manager, WNAC -TV 

Providence, R.I., can be pre- screened 
and covered by stations if they feel 
the spots are not appropriate for their 
markets. Fignar was concerned about 
how his market, which he estimated to 
be 65% Catholic, would react to con- 
dom ads. 

It is concern about viewer backlash 
that is keeping ABC, NBC and CBS 
from airing condom spots. NBC said it 
would discuss the issue with its affili- 
ates board at its meeting in December 
but plans no immediate changes. All 
three networks said their owned -sta- 
tions are free to carry condom ads if 

they choose. 
Whether Fox's decision means they 

will be barraged with condom ads re- 
mains to be seen. Executives at the 
other networks have said that in the 
past, condom manufacturers have 
shown no great desire to advertise on 
television and may not want to be lim- 
ited to spots focusing on disease. 

Also, until the first condom spot is 
aired, no one can predict what the 
backlash will be. Perhaps one reason 
Fox chose to keep its change of policy 
quiet as long as it did was so it could 
test the waters in select markets. Now 
everyone is waiting and watching. 
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5.12 SHELVED UNTIL NEW YEAR 
Senate leaders tentatively set Jan. 27 to start cable bill debate 

By Randy Sukow 
and Harry A. Jesse!! 

Monday, Jan. 27, 1992, is now 
believed to be the day of deci- 
sion for the Senate cable bill 

(S. 12). The S. 12 debate and vote 
some expected to take place last week 
will be postponed for two months so the 
Senate can spend the last days before 
the Christmas recess (likely to start 
Nov. 27) working on more pressing 
banking, unemployment compensation 
and other legislation. 

Capitol Hill sources say an informal 
agreement was struck between Sen- 
ate Majority Leader George Mitchell 
(D -Me.) and three of S. 12's main op- 
ponents, Senate Minority Leader 
Robert Dole (R- Kan.), Bob Packwood 
(R -Ore.) and Ted Stevens (R- Alaska) 
to tentatively set Jan. 27 to call the 
bill. The Republican senators are not 
expected to use time -delaying tactics, 
such as calling for a cloture vote or 
waging opposition to the motion to 
proceed, when the bill is called. 

An S. 12- substitute bill, developed 
by Dole, Packwood, Stevens and 
Conrad Burns (R- Mont.) and support- 
ed by the Bush administration is ex- 
pected to be distributed to senators 
the week before Jan. 27 and intro- 

duced as an amendment at the start 
of debate. The substitute is believed 
to offer retransmission consent, lifting 
of the FCC's 12 -12 -12 ownership lim- 
its on AM, FM and TV stations and 
other items to appeal to broadcasters, 
along with a less rigorous rate- regula- 
tion proposal than S. 12's. 

begin on Nov. 13. Unknown to Inouye, 
unexpected developments in the 
banking bill's movement forced Mitch- 
ell to delay filing the cloture petition. 

Several other considerations went 
into last week's decision to delay the 
S. 12 debate. Debates over cloture, 
the motion to proceed and the final 

Senate Majority Leader George Mitchell () and Minority Leader Robert Dole cut a deal 
last week to bring up the cable bill, S. 12, n late January of 1992. 

Senate Communications Subcom- 
mittee Chairman Daniel Inouye (D- 
Hawaii) announced two weeks ago 
that a cloture petition had been filed 
and S. 12 debate was expected to 

debate on the bill were expected to 
take at least two days. With a limited 
number of legislative days left on the 
calendar, the Senate leadership 
chose to wait until January, when the 

TVB SLASHES BUDGET 30 %; STATIONS CONTINUE TO DROP OUT 
The Television Bureau of Advertising's best efforts 
have fallen short. 
A victim of declining membership in a recessionary 

economy, the New York -based industry sales associa- 
tion last week slashed its budget by 30% and is pre- 
pared to cut an additional 20 %. Member defections 
have reached almost one a day, said one board mem- 
ber, and the list of recent defections include the CBS - 
owned TV stations, whose departure TVB President 
Jim Joyella called "scandalous." 

The TVB board is worried that downsizing the orga- 
nization will result in even more defections. The small- 
er association will reduce its focus from a service 
bureau for TV station sales departments to a market- 
ing and promotion organization that will promote spot 
and local television to advertisers. Operations that the 
TVB will no longer perform include sales training and 
education, and closings include the station relations 
and membership services departments and the Chica- 
go offices. The Los Angeles office will remain open for 

now, and the New York office space will be reduced. 
Initially, almost a third of TVB's 50- person staff will 

be let go, and further layoffs are planned. By making 
the changes, NB will reduce its budget by at least 
$1.6 million, from $6.2 million to $4.6 million. If neces- 
sary, TVB is prepared to cut another $1.6 million. 

The TVB board agreed to the changes last Friday 
during a conference call. 

The TVB has been hard hit in recent months by 
membership defections. More prominent group own- 
ers that have dropped out of the association include 
the five CBS -owned stations, the four Nationwide 
Communications stations and the two Outlet Commu- 
nications stations. Individual stations that quit include 
KRON -Tv San Francisco and WJBK -TV Detroit. The CBS 
and Outlet resignations may have been particularly 
painful for the association since Johnathan Rodgers, 
president, CBS Television Stations, is a member of the 
TVB board and Outlet Communications head James 
Babb is a former TVB chairman. -Jr 
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Carroll O'Connor, five -time Emmy award winner (including 
Outstanding Lead Actor in a Dramatic Series), stars with 
award winner Howard Rollins in this powerful police/action 
drama. Ranked #3 among all network dramatic hours the 

last two seasons, "In the Heat of the Night" is truly "the next great 
police hour" in syndication. 
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matter could be handled comparative- 
ly quickly. 

Some cable -bill supporters are be- 
lieved to have supported the delay 
because they were unsure of the level 
of support the substitute bill might 
have gained last week. A large num- 
ber of votes for the substitute, even if 
it is defeated, would demonstrate that 
many senators believe S. 12's regula- 
tions go too far. Thirty -four or more 
votes for the substitute may indicate 
to the White House that a veto of S. 
12 would be upheld. 

S. 12's strongest proponents, how- 

ever, predict President Bush will not 
veto what is considered to be a pro - 
consumer bill during an election year. 

Some undecided senators are be- 
lieved to be unsure about the retrans- 
mission consent provision in both 
bills, which would give broadcasters 
the right to charge a fee for carriage of 
their signals on cable systems. The 
Hollywood production community has 
joined the cable industry in strong op- 
position to the measure. 

At deadline last week, both cable 
and broadcast lobbyists were guard- 
ed regarding word of the delay. Until 

Jan. 27 is officially placed on the Sen- 
ate schedule for S. 12, they plan to 
continue to wait for the bill to possibly 
come to the floor this year. 

Cable lobbyists could be in an inter- 
esting position during the recess. 
While trying to persuade senators to 
vote against S. 12, they will be en- 
couraging votes for a substitute bill 
proposing retransmission consent. In 

the unlikely event that enough votes 
were won for the substitute to pass, 
the cable industry would be forced to 
oppose it when it is referred to the 
House. 

Warner floats bartered `Family Matters' 
With few takers for show on cash -plus -barter, syndicator is following the 
lead taken earlier by Columbia with its 'Designing Women' 

By Steve McClellan 

The cash -strapped station market 
has forced Warner Bros. Do- 
mestic Television Distribution 

(WBDTD) to consider revising the 
sales terms for its off -network Family 
Matters sitcom package. About two 
months ago, the show was opened in 

the top two markets on a cash -plus- 
barter basis. 

According to station sources, 
Warner Bros. has proposed a new 
marketing plan for Family Matters, 
similar to Columbia Pictures Televi- 
sion's sales plan for Designing Wom- 
en. The new plan, sources said, 
would offer the show for two years on 
a straight barter basis, with four min- 
utes of local time and three minutes 
for Warner. 

Dick Robertson, WBDTD 
president, confirmed that 
the company has floated 
several alternative plans to 
stations, including all -barter 
scenarios, but declined to 
discuss any specifics. The 
original plan could also re- 
main in place, he said. 

Warner has signed up 
several stations for Family 
Matter on the basis of the 
original terms, Robertson 
acknowledged. But he 
said those deals are con- 
tingent on the company 
going ahead with the origi- 
nal plan. "We have the 
right to get out of that if we 

change our marketing strategy," he 
said. 

Under the all -barter alternative, the 
company is said to be asking for a 
double run - daytime and early fringe. 
Last May, CPT set a marketing prece- 
dent by selling Designing Women for 
straight barter (three minutes national; 
three -and -a -half local) over two years. 
Designing, which debuts next fall, is 
now cleared in over 85% of the country. 

When CPT announced the plan, syn- 
dication president Barry Thurston said 
it reflected the fact that stations gener- 
ally have less money to spend on pro- 
graming (BROADCASTING, May 13). 

Family Matters, the anchor of 
ABC's Friday comedy block, has been 
for sale for a couple of months on a 
cash -plus -barter basis. The initial 

terms called for a four -year deal, with 
a 30- second barter unit in year one 
and two 30's in year two, with the last 
two years barter free. 

Initially, Warner reportedly set a 
floor price in Los Angeles of around 
$90,000 per week. It got no offers and 
then dropped the price by about 
$20,000. Again, there were no takers. 
In New York, the company was said 
to have initially set a $55,000 per 
week minimum, receiving no takers. 
According to Robertson, Warner has 
received and rejected offers for the 
show in the top three markets. 

Robertson said he decided to reject 
the offers in large part because of the 
very strong numbers being turned in 
by Full House, which up to this sea- 
son was paired with Family Matters 

on ABC and is new to syn- 

Stations won't get it for a song, but maybe tor a spot 
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dication this fall (see story, 
page 24). 

"We think Family Mat- 
ters will be as big a hit in 
syndication as Full House, 
maybe bigger," said Rob- 
ertson. "So why should we 
take prices we don't think 
represent the show's real 
value ?" 

Robertson said there 
was "enormous interest" 
in the possible all -barter 
plan. "We know the true 
value of it and we are will- 
ing to bet on our own 
show," said Robertson of 
the proposed all -barter 
scenario. "It's a big bet." 
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QUALITY ON TV 
Continued from page 3. 

Bridge with a 15 share has been re- 
newed and I wouldn't be surprised if 

CBS weren't already thinking about 
[renewing it for next] season. Quality 
does extend a program's life by allow- 
ing it a second or third shot at another 
time period. But if it misses the mark 
on a quality basis, it usually doesn't 
get a second chance," he added. 

According to Warren Littlefield, 
president of NBC Entertainment, 
quality is clearly a priority in program 
development and selection at NBC. 
"You have to be clear about what 
your goals are. We're in a rebuilding 
era and we have to invest in new 
product. It's hard to predict what the 
audience will like. But we figured if we 
were at the crap table why not gamble 
on high quality shows." He listed l'll 
Fly Away, Sisters and Reasonable 
Doubts as new dramas that fit the 
mold of high quality, and called sec- 
ond -year series Law and Order "on a 
tremendous growth curve." 

Ironically, of all those polled on the 
question of quality and despite their 
diverse opinions, nearly all chose 
CBS's first -year series Brooklyn 
Bridge as an example of quality televi- 
sion this season. "It's a very affecting 
show," said Kevin Beattie, president 
of Morality in Media. "It proves the 
networks know how to do it right." 
Tom Shales, television critic for the 
Washington Post, called the series pi- 
lot "one of the finest pilots I've ever 
seen. If that's not quality, I don't know 
what is." Said Paul Schulman: "It's so 
tastefully done and so beautifully writ- 
ten. It's my definition of quality televi- 
sion." 

Although there are a number of new 
series that have been pointed to as 
examples of high quality in addition to 
Brooklyn Bridge, including NBC's I'll 
Fly Away and ABC's Homefront, 
many of those commenting said the 
overall level of quality is down this 
year. One of the main reasons given 
is the worsening economics of the 
business. 

Barney Rosenzweig, creator and 
executive producer of The Trials of 
Rosie O'Neill, said the failing ability of 
the networks to act as a buffer be- 
tween producers and the advertising 
community has had a negative effect 
on quality. "The thing on the horizon 
now is that the networks are becom- 
ing weaker and less able to stand up 
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to advertiser pressures. With the cur- 
rent recession, advertisers can get 
out of their contracts with the use of 
the loophole called 'program content' 
(subject matter the advertisers deem 
inappropriate). The networks are un- 
able to stand up to that, and the cre- 
ative community will go along be- 
cause they want to keep their jobs. 
They'll make shows with less content, 
blander shows. And as a result, the 
advertisers won't want to advertise in 
those bland shows because the audi- 
ence won't tune in," he said. 

Gary David Goldberg, creator and 
executive producer of Brooklyn 
Bridge, agreed. "We as writers gave 
up too much. We left our heart at the 
door. We agreed at the time not to do 
our best in order to stay on." 

NBC's Littlefield concurs in feeling 
the advertising marketplace has 
made the networks more sensitive. 
"There is validity to that. In the past, 
producers didn't have to focus on ad- 
vertiser concerns. If the networks 

TOP OF THE WEEK 

networks don't reach out as often for 
those quality loss- leaders that we'd 
like to do and are obliged to do:" 

Morality in Media's Beattie, however, 
said one of the factors for what he 
views as a quality decline is the battle 
to keep up with cable's programing 
standards and with what he called the 
"sleazier independent stations." He 
pointed out Roseanne and Married- 
...with Children as examples. "I find 
them gross and offensive and a de- 
structive attack on the family structure. 
If I were in the position of programer I 

would find them inappropriate." 
In a recent interview with BROAD- 

CASTING, Steven Bochco called his 
frequent battles with the network stan- 
dards and practices departments 
"one of the most important battles to 
fight in television." Bochco said televi- 
sion is "more sophisticated...com - 
pared to television 15 years ago 
...[but] it still doesn't reflect the values, 
mores, language and behavior of the 
culture, or all aspects of the culture. 

CBS's Tortorici: "Televi- 
sion has never been better 
because it's never been as 
challenged as it is today." 

'Brooklyn Bridge' producer 
Goldberg: "We as writers 
gave up too much. We left 
our heart at the door." 

wanted to put something on the air, 
we were in such a success mode we 
didn't have to focus on those con- 
cerns. Now we try to put shows on we 
believe in, but we can't ignore their 
concerns. They're too important." 

Grant Tinker, a little more than 10 
years after his arrival at NBC, said the 
network executives today face greater 
pressures and must appease more 
constituencies than the executives of 
the past. "The pressures that come 
down from the top make it more diffi- 
cult for entertainment people than it 

was for the executives even a few 
years ago." As a result, said Tinker, 
"with the cost pressures today, the 

NBC's Littlefield: "Now we 
try to put shows on we be- 
lieve in but we can't ignore 
their [advertiser] concerns." 

But it's better than it used to be. And 
maybe I can help a little bit in drag- 
ging them kicking and screaming to 
the door of that." 

Quality doesn't always win. Despite 
the near unanimous critical acclaim 
for Brooklyn Bridge, it placed third last 
Wednesday night in its new time peri- 
od. "When we decided to do Brooklyn 
Bridge, I decided I didn't want to make 
any concessions to television and I 

think it's the best work I've done. 
However, somewhere the economic 
reality will intersect us and at that time 
the show will have to go off the air 
because we won't stay on with a less- 
er product," said Goldberg. 
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WASHINGTON 

B E H I N D T H 

Fence mending 
Here's a switch. FCC Commission- 
er Sherrie Marshall, the network's 
nemesis on fin -syn, is leading an 
effort to revisit the ban against net- 
works owning cable systems. Three 
networks, particularly ABC, have 
pressed for repeal. Marshall sent a 
memo last week to FCC Chairman 
Alfred Sikes (with copies to other 
commissioners), asking for relaunch 
of long- dormant network -cable 
rulemaking with call for new round of 
comments, independent of catch -all 
"attic -to-basement" review of TV 
ownership rules. Sikes and other 
commissioners are believed to be will- 
ing to put network -cable on sepa- 
rate and faster track. 

Guaranteed audience 
Talk about interested bystanders, 
the Senate's Jan. 27 debate on cable 
bill S. 12, will face built -in lobby- 
ing force of 200 CBS affiliates, in 
town that day for scheduled CBS 
winter affiliates meeting. 

NEW YORK 

'Star buy 
Sources say USA Network has pur- 
chased five -year rights to "Star 
Wars" from Twentieth Century 
Fox for $5 million to $7 million, a 
likely precursor to USA's expected 
acquisition of the Sci -Fi Channel. This 
will mark the first time the movie, 
which bypassed a syndication win- 
dow, will be on basic cable. 

Finding 'Love' 
Look for word from Viacom next 
week that How's Your Love Life ?, the 
comedy being launched as part of a 
Viacom -Katz consortium, has been 
cleared by KCOP -TV Los Angeles 
and wwoR(TV) New York, and other 
stations. New terms for the show 
are straight barter for fall 1992 instead 
of cash -plus for next March. 

E SCENES BEFOR E T H E F A C T 

ABC News President Roone Arledge (c) 
and 'Nightline' anchor Ted Koppel (I) 
were among the approximately 400 net- 
work executives and others who gathered 
to fete veteran newsman David Brinkley 
Nov. 13 at Union Station in Washington. 
The celebration marked Brinkley's 10th 
anniversary with the network, and 10th 
year as host of the weekly public affairs 
forum, 'This Week with David Brinkley.' 

LOS ANGELES 

Meidel to Twentieth 
It's not official, but it is definite - 
Greg Meidel, vice president and gen- 
eral sales manager at Paramount 
Domestic Television, is moving to 
Fox as president of Twentieth Tele- 
vision's syndication company. "It's a 
done deal," said one source in the 
know. Meidet is under contract to Par- 
amount through next spring, but 
word is the company has agreed to let 
him make the move to Fox right af- 
ter NATPE (Jan. 20 -24). Meidet will 
join, and report to, Lucie Salhany, 
who jumped from Paramount to Fox 
earlier this year as chairman, 
Twentieth Television. 

Rallying 'round Rosie 
Barney Rosenzweig, executive pro- 
ducer of CBS's The Trials of Rosie 
O'Neill, is worried about the 
show's future and is embarking on an 
ad campaign to generate some pub- 
licity for the critically acclaimed but 
low -rated drama. Rosenzweig is 
writing an ad to run this week in the 
New York Times, Los Angeles 
Times and USA Today. 

Strength in numbers 
A new sweeps star has been born at 
NBC, where the use of a common sto- 
ry line about hurricanes that ran 
through Golden Girls, Empty Nest and 
Nurses Saturday, Nov. 9, beefed 
up NBC's ratings for the night. Now, 
according to Warren Littlefield, 
president, NBC Entertainment, the 
next "seamless" night will occur 
this Thursday night involving The 
Cosby Show, A Different World, 
Cheers and Wings. 

Star Trek: The 
profit generator 
A former Paramount executive now 
with another studio estimates that Par- 
amount is pulling down $900,000 
per episode (that's $90 million profit 
for the 100 episodes) for off -first 
run repeats of Star Trek: The Next 
Generation. 

ANAHEIM 

Nead to head 
Scientific -Atlanta will have a live 
camera in its Western Cable Show 
booth as part of its first digital vid- 
eo compression demonstration. An 
uplink in the Anaheim Convention 
Center parking lot will allow attendees 
to see real time, side -by -side ana- 
log and digital images of themselves 
bounced off a satellite, along with 
standard cable programing and taped 
material, all fed through satellite, 
fiber link and a simulated cable sys- 
tem. 

JACKSON 

Mississippi motion 
Mississippi attorney Leonard Van 
Slyke Jr. has filed with the state su- 
preme court to allow cameras at the 
trial of Byron de la Beckwith, the man 
who stands accused of the 1963 
murder of NAACP leader Medger 
Evers. Van Slyke is seeking to 
overturn a ruling made last Tuesday 
prohibiting the trial judge from al- 
lowing cameras at the proceedings. 
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In Minnesota, 

the Twins did it. 

In Los Angeles, 

KTTV did it... 



From Wo 
MARRIEDWITH CHI 

1991 Standings - 7:00 -7:30 pm 
Station Program Rating 

1 KTTV MARRIED...WITH CHILDREN 9.0 
2 KCBS WHEEL OF FORTUNE 
3 KNBC ENTERTAINMENT TONIGHT 
4 KABC INSIDE EDITION 
5 KCOP STAR TREK 
6 KCAL LOVE CONNECTION 
7 KTLA NOW IT CAN BE TOLD 

1990 Standings - 7:00 -7 :30 pm 

8.9 
7.2 

6.0 
5.0 
4.2 
4.2 

Station Program 

1 KCBS WHEEL OF FORTUNE 
2 KNBC ENTERTAINMENT TONIGHT 
3 KCOP THE COSBY SHOW 
4 KCAL LOVE CONNECTION 
5 KTLA OUT OF THIS WORLD 
6 KABC INSIDE EDITION 

Rating 

8.1 

7.0 

6.0 
5.6 
5.5 
4.9 

7 KTTV PERSONALITIES 3.0 

National Advertiser Sales 

MTV NETWORKS 
A VIMUM COMPANY Source: NSI (9/26-10/23/91 vs. 927-10/24/90) 

C1991 ELP Caemunlcatesns. All Rights Reserved. 



t to First! 
IREN is KTTV's MVP! 

(Most Valuable Program) 

MARR p 
ii%ott 

t00% 
The face of television has changed. 
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THE FIRST SIXTY'S FIRST EIGHTEEN 
On Monday, Dec. 9, in its 60th anniversary issue, BROADCASTING 
magazine will inaugurate a Hall of Fame, recognizing contributions 
to the Fifth Estate by an outstanding group of individuals who led 
the radio, television, cable and satellite industries to their present 
eminence. 

On Tuesday, Dec. 10, BROADCASTING will recognize the first 60 
Hall of Fame honorees with a black -tie dinner in the Mayflower 
Hotel, across from BROADCASTING's headquarters on DeSales 
Street. Eighteen of that number (pictured below) have indicated they 
will be on hand for the award ceremonies. They are: 

t 'It, 

1 

f,2 

r 

`'I 
. 

Í. 

'. 
f 

I( i 
Ca 

Top row (to r): Chuck Dolan, chairman and CEO, Cablevision Systems Corp.; 
Joseph F aherty, senior vice president, technology, CBS Inc.; Leonard Golden - 
son, chairman of the executive committee, Capital Cities/ABC; Mark Goodson, 
president and chairman, Mark Goodson Productions; Ralph Guild, chairman, 
Interep Radio Store, and Jack Harris, longtime leader of KPRC -TV Houston 
and other Houston Post properties, and founder of the Association for Maxi- 
mum Service TV. 

Middle row: Ragan Henry, owner, Ragan Henry Broadcast Group; Amos (Bud) 
Hostetter, chairman and CEO, Continental Cablevision; Stanley S. Hubbard, 
chairman, president and CEO, Hubbard Broadcasting Inc.; Eugene Katz, 
founder of Katz Communications; Brian Lamb, chairman and CEO, C -SPAN, 
and Gerald Levin, vice chairman and chief operating officer, Time Warner. 

Bottom row: Al Masini, president and CEO, Telerep Inc.; Tom Murphy, chair- 
man, Capital Cities/ABC; Ward Quaal, president, The Ward L. Quaal Co.; 
Robert Rosencrans, former president and CEO of UA- Columbia Cablevision; 
Frank Stanton, president emeritus, CBS Inc.; Grant Tinker, former chairman, 
NBC. 

ABC News correspondent Sam Donaldson will be master of cere- 
monies. The event will benefit the Museum of Television and Radio 
and the Broadcast Pioneers Library. Tickets (at $350) may be 
obtained through BROADCASTING's offices in Washington (Pat 
Vance) and New York (Joan Miller). 
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DOES YOUR INVESTMENT BANKER 
SHARE YOUR VISION? 

Seeing is believing. 
And believing in your investment banker 

means seeing results. Not just from time to time. 
But time and time again. 

Furman Selz gets results by sharing your vision. 
With a sharp focus on the media business. From 
film to broadcast, from cable TV to publishing, 
Furman Selz has earned a reputation as a major 
media investment banker. 

That's why you can count on Furman Selz to 
take you from concept to closing. 

iM1Ki1S 

Is this the right time to tap into the capital 
markets? Would it be wise to consider an 
acquisition? Furman Selz has the expertise you 
need to make the big decisions. And the clout to 
make things happen. 

It's a Xerox Financial Services Company with 
a long -term commitment to your success. And 
that's a smart way to do business. 

No matter how you look at it. 
If you'd like to find out more, write Furman 

S9 - 3Q.';.r _ enue, New York, NY 10169. 

SERVICES 

XEROX' is a trademark of XEROX CORPORATI 
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OCTOBER BOOR: IT'S A FAMILY AFFAIR 
'Married...With Children' and `Full House' are top performers 
among new sitcoms, according to Petry analysis of syndicated ratings 

By Steve McClellan 

Off-network sitcoms Married - 
...with Children, from Colum- 
bia Pictures Television and Full 

House, from Warner Bros. Domestic 
Television Distribution, commanded 
the spotlight among new syndication 
offerings during October, according to 
an analysis of the Nielsen October 
books by Petry Television. (All fol- 
lowing numbers are based on the Petry 
analysis.) The October books cover 25 
markets and about half the country, 
and are viewed as an important gauge 
because they provide the first look at 
demographics for the new season. 

On the first -run side, established 
shows for the most part maintained 
their positions, while new shows 
struggled to gain a toehold, with limit- 
ed success. 

The two new sitcoms, however, had 
the most success of all the new shows. 
In the sitcom category, Married was 
second overall, just one -tenth of a rat- 
ing point behind Cheers, with an aver- 
age 6.1 rating and 11 share, up an 
average 30% over the shows in the 
Married time slots a year ago. 

Full House was a close third in the 
sitcom category, averaging a 5.9/11, 
up an average 34% over shows in the 
time period a year ago. Golden Girls, 
which ranked first last October, 
dropped to fourth this year, with an 
average 5.8/14, an 8% .drop from the 
time period a year ago. 

Rounding out the top five in the 
sitcom category was Cosby, with an 
average 5.3/13, off an average 2% 
from last October's mark in the time 
period. 

Both Married and House averaged a 
5.3 rating among women 18 -34 and 
both shows also did exceptionally well 
among teens. Married had the edge 
with men, averaging, for example, a 

Columbia's 'Married... With Children' and Warner's 'Full House' are the top -rated new 
syndicated sitcoms, with both showing major gains over predecessors in the time periods. 

5.3 among men 18 -34, compared to 
the average 2.7 for House in the same 
demo. 

In the magazine category, the new 
Now It Can Be Told from Tribune and 
Geraldo Rivera finished fifth with an 
average 3.4/12, down significantly 
from this year's lead -in and down 
slightly from the year-ago time period. 

In the talk genre, the best new per- 
former was Maury Povich, which 
placed fifth, behind Oprah, Donahue, 
Sally Jesse Raphael and Regis and 
Kathie Lee, all of which strengthened 
their positions from either a year-ago 
time period or current -year lead -in 
perspective. 

Povich averaged a 3.5/13, down 
10% from its lead -in and down 3% 
from its predecessor in the time period 
last year. The new Chuck Woolery 
Show averaged a 2.1/9, with double 
digit percentage drops from its lead -in 
and year-ago time period. The new 
Jenny Jones averaged a 1.6/8, also 
down substantially from its lead -in 

and year-ago time period. 
Buena Vista's Dark Wing Duck shot 

to the top of the children's chart in its 
first book, with an average 10.5/34 
among kids 2 -11. The new Fox ver- 
sion of Beetlejuice was 6th in the kids 
category with an average 8.2/27 in the 
kids demo. The new James Bond Jr. 
averaged a 5.2/21, while the new strip 
version of Zodiac's Widget averaged a 
3.2/21. 

The new kids weekly Bucky O'Hare 
from Claster averaged a 7.6/31, while 
the new Mr. Bogus weekly from Zodi- 
ac averaged a 7.2/23. 

Among the new live- action week- 
lies, WKRP from MTM averaged a 
4.3/11, down from its lead -in and 
year-ago time period. Baywatch from 
LBS averaged a 3.9/9, also down from 
lead -in and year-ago. Same story for 
Street Justice from Cannell, which av- 
eraged a 3.0/6, while Viacom's Light- 
ning Force averaged a 2.2/6, also 
down from lead -in and year-ago time 
period. 
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STAR SEARCH 
GOING DAILY 
Weekend offering to be 
stripped for fall 1992 
prime access, early fringe 

By Steve McClellan 

Television Program Enterprises 
said last week it was expanding 
its nine -year-old weekend syndi- 

cation fixture Star Search to a daily 
strip, to be rolled out for fall 1992. In 
addition, the company has renewed 
two other shows it distributes, Life- 
styles of the Rich and Famous and 
Runaway with the Rich and Famous, 
for the 1992 -93 season. 

TPE's star searcher, Ed McMahon 

For most of its run, the one -hour 
talent program has been (and contin- 
ues to be) the second- ranked first -run 
weekly program. The strip version 
will be a half -hour, targeted to prime 
access and early fringe, with a smat- 
tering of late fringe clearances. 

According to Alan Bennett, TPE 
executive vice president, the company 
will spend $725,000 a week (or about 
$19 million for 26 weeks of original 
episodes) to produce the show in its 
first year as a strip. That's in the range 
of what is spent to produce such ac- 
cess heavyweights as Entertainment 
Tonight and A Current Affair. 

In addition to the strip, there will 
also be a "best of one -hour edition 
of Star Search. The daily strip is being 
offered on a cash- plus -barter basis, 
with stations forking over three 30- 
second spots for national sale (no fee 
spots). 

The "best of weekend edition will 

COSGROVE RE -UPS AT GROUP W 

Daniel J. Cosgrove has been named 
to the newly created position of 

president of Group W Productions 
Media Sales, the company's barter 
advertising sales division based in 
New York. The multi -year contract 
renewal for Cosgrove, who was most 
recently senior vice president of me- 
dia sales and has been with the media 
sales company since 1971, comes on 
the heels of a deal to sell a minute of 
national ad time for Carsey -Werner 
Distribution Co.'s fall 1992 fist -run 
strip, You Bet Your Life. Cosgrove 
said that contract renewal talks started 
with Group W two months prior to landing You Bet Your Life barter 
rights, and were not connected to the C -W deal. He also said Westing- 
house Broadcasting -owned WBZ -TV Boston and KDKA -TV Pittsburgh 
pickups of Life were not part of any C -W /Group W package deal. "The 
[Group W] stations are wholly autonomous entities within the station 
division and make programing decisions to suit their own individual 
needs," stressed Cosgrove. -w 

Barter sales head Daniel Cosgrove 

be offered on a straight barter basis, 
where both TPE and stations will have 
71/2 minutes to sell. With 15 minutes 
of total time in the show, that's a 
record for a weekly one -hour barter 
vehicle. 

Immediate reaction to the plan was 
mixed, although stations and reps 
commenting last week gave TPE cred- 
it for trying to bring something differ- 
ent to the strip marketplace. 

Some expressed the concern, how- 
ever, that TPE was taking a valuable 
weekly asset and perhaps "diluting" 
it by expanding to a strip. But Bennett 
dismissed such concerns. "There is no 
other pure counter -programing alter- 
native," he said. 

Obviously TPE is risking a lot, but 
Bennett said the risk is minimized by 
the show's previous track record. 
"We have the infrastructure in place, 
the expertise and the financial re- 
sources," he said. 

There is no guarantee that incum- 
bent stations will get first crack at the 
expanded Search, said Bennett. 
"We're sensitive to the issue, but sta- 
tions have different needs on the 
weekends and during the week." 

Ed McMahon, who has served as 
host since the show's inception, will 
continue in the role. AI Masini, the 
show's creator, will continue to serve 
as executive producer and Sam Riddle 
will continue as producer. 

'NEST' FINDS A HOME 

uena Vista Television signed its first Empty Nest off -network deals last 
LP week, which leaves the door open for a possible deal with superstation 
WTBS(TV) Atlanta. BVT signed a three -station pact with St. Louis -based 
River City Broadcasting- KDNL -Tv St. Louis, WTTV(TV) Indianapolis and 
KDSM -TV Des Moines. And in a separate transaction, BVT signed KENS -TV 

San Antonio. BVT is giving stations the option of taking the show for 
three years, or a more traditional six -year run (10 episodes) with three 
years of barter. River City President Barry Baker said his group opted for 
the six -year run. `I felt the show has great potential regardless of whether 
they do the Turner deal. I'm not dissuaded by that. We knew that was one 
of their options and the show is priced accordingly." BVT and TBS 
continue to talk about a superstation deal that would kick in after the third 
year of the first syndication cycle. 
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ee'ing 
up with the TV set 

from Burbank to Sixth q v e oue 
Bored, by George 
Yes, that was CBS 
marketing head George 
Schweitzer making 
what appeared to be a bor- 
ing presentation on na- 
tional TV last week. And 
nobody seemed more 
surprised to find it there 
than Schweitzer, who 
was "flabbergasted" to 
see himself on the 
NFL promotional spot, 
which identified foot- 
age of a Schweitzer pre- 
sentation as a "bored 
meeting" and contrasted 
that with the excite- 
ment of football. Schweit- 
zer told BROADCAST- 
ING he isn't sure now 
whether to make his 
meetings more lively or 
have a talk with the 
Sports department. 

Hair today... 
For most men, grow- 
ing a moustache isn't a 
big deal. But when 
you're a New York an- 
chor whose newscast 
reaches 26 million homes 
via superstation, it is. 
Word has it WWOR -TV Se- 
caucus, N.J. (New 
York) pressured anchor 
Rolland Smith to re- 
grow the moustache he'd 
had a decade ago as 
anchor at WCBS -TV New 
York. Smith, suppos- 
edly concerned the change 
would command too 
much attention, resisted. 
WWOR -TV won and the 
moustache has been back 
for several weeks. 

Wag courting 
country? 
Recently seen strolling 
together in Los Angeles: 
KWP president Mi- 
chael King and country 
singer Reba McEn- 
tire, fueling reports KWP 
hopes to launch her in 
a talk show for 1992. 
McEntire (above), 
who starred in NBC's re- 

Country queen for King? 

cent The Gambler Re- 
turns: Luck of the Draw, 
was at last January's 
NAIPE convention as 
KWP's guest. A 
spokeswoman confirmed 
she has talked with 
company officials about 
developing a show. 

Hands -on guy 
MGM/UA Television 
Group Chairman David 
Gerber, largely credit- 
ed with keeping the net- 
work production divi- 
sion afloat during the 
tumultuous regimes of 
Kirk Kerkorian and Gian- 
carlo Parretti, will be 
solely responsible for 
first -run syndication 
development at the studio, 
according to Sid Co- 
hen, recently installed 
president of MGM Do- 
mestic Television Distri- 
bution. "David is one 
of those old -line Holly- 
wood producers who 
can't stand sitting behind 
a desk all day...he 

Gerber: No desk jockey 

loves to go out and pitch 
projects and schmooze 
the network guys," said 
Cohen. 

Comings and 
goings 
The decision by Twen- 
tieth Television syndica- 
tion President Michael 
Lambert not to renew his 
contract at the end of 
this month has led to spec- 
ulation that Tony 
Bauer, senior vice presi- 
dent, Western regional 
sales, may be next to de- 
part. A source within 
the Fox syndication divi- 
sion said Bauer has 
close ties with Lambert, 
who has been rumored 
to be talking with Colum- 
bia, MCA TV, Buena 
Vista and Warner Broth- 
ers Television (net- 
work division). 

Carsey -Werner Dis- 
tribution President Bob 
Jacobs has set up new 
headquarters at 30 Rocke- 
feller Plaza in Manhat- 
tan and has doubled the 
size of his sales staff, 
including himself, to four. 
The new additions: 
nephew Lloyd Jacobs, 
and Bruce Genter. Ja- 
cobs most recently was an 
account executive for 
IBM in New York. Genter 
had been with Warner 
Bros. Domestic TV in At- 
lanta. 

Scales for Shales 
Pulitzer Prize- winning 
TV critic for The Wash- 
ington Post, Tom 
Shales, whose opinion 
carries a lot of weight 
in television circles, was 
in Hilton Head, S.C., 
last week at a "fat farm" 
on his way to losing 20 
pounds. However, Shales 
said the 20 pounds was 
only a start. "It's just a 
drop in the bucket. I'd 
like to lose a total of 60," 
he said. 
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P.O.V. GETS 

MORE MONEY, 
MORE FLAK 
By Rich Brown 

O. V., the controversial docu- 
mentary series carried by the 
Public Broadcasting Service, 

once again is making headlines. Geor- 
gia state legislators in recent weeks 
have posed one of the first govern- 
mental challenges to the outspoken se- 
ries. And, in a badly needed vote of 
confidence, P.O.V. last week was 
awarded new grants from the National 
Endowment for the Arts and the John 
D. and Catherine T. MacArthur Foun- 
dation. 

P.O.V. has just received a $1.65 
million, three -year grant from the 
MacArthur Foundation and an addi- 
tional $250,000 from the National En- 
dowment for the Arts, according to 
Executive Producer Marc Weiss. But 
such votes of confidence cannot ob- 
scure the continuing controversy sur- 
rounding the series, which last month 
led to a special meeting of the Georgia 
state legislature. 

Key members of the Georgia state 
House of Representatives on Oct. 17 
summoned Georgia Public Television 
(GPTV) executive director, Richard 
Ottinger, to express their constituents' 
concerns over the P.O.V. series. Of 
particular concern was the July 21 
broadcast of Tongues Untied, a docu- 
mentary which created a national stir 
with its frank depiction of the black 
homosexual community. 

"Public television is basically ori- 
ented to family matters and they were 
departing from what we considered 
family matters," said House Speaker 
Pro Tern Jack Connell, D- Augusta. 
"We felt the public was not in favor 
of that type of programing and we 
recommended that they discontinue 
that type of programing. If they con- 
tinue it, they may jeopardize some of 
the funding they receive." 

The local uproar appeared to be tied 
to a letter -writing campaign organized 
by a religious group, the Georgia 
Council on Moral and Civic Concerns, 
according to P.O.V.'s Weiss. But 
Connell said the many telephone calls 
and letters received by his office did 
not indicate an organized campaign. 

Broadcasting 



Get a double dose of comedy superstar John Candy in this 
hilarious half -hour strip. The animated John Candy stars 
as every kid's favorite summer camp counselor, while the 
real life John Candy hosts each episode, delivering a 

special message for his young viewers. 
The fun is as great as all outdoors in CAMP CANDY, 

the ideal getaway 
for kids of 
all ages! 
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D-3 ACGVISITION 
IS JUST THE 

START OF 
SOMETHING BIG. 
Panasonic D -3 is the only system that 

gives television producers the quality and reliabil- 
ity of digital technology from start -to- finish. 

Panasonic's D -3 system starts with a family 
of digital processing cameras including the 
AJ -D310 camcorder, the AQ -225 Studio /Field 
Digital camera, and the highly 
successful AQ -20, the world's 
first all digital processing 
camera. The D -3 system 
includes a truly field -portable 
recorder as well as a state - 
of- the -art studio VTR, the 
AJ -D350. Now, each and 
every producer -from sports, 
to programming, to commer- 
cials -can originate in 
digitally recorded video. 

For Panasonic, a fully digital camera/ 
recorder is just the start. D -3 post -production on 
the AJ -D350 is exactly what post -production 
should be- precise and agile. While a newly 
developed 8 -14 Channel Coding approach to 
composite digital assures excellent pictures, 
shuttle speeds provide viewable video at up to 

100 times normal; a special edit guardband 
provision assures accurate editing every time and 
maximizes tape interchangeability, VTR to VTR. A 
special audio recording system and a flying erase 
head allow cross -fades, V fades and the conven- 
tional editing techniques that fine programs 

require. Plus, Panasonic D -3 
recorders support 4 channels 
of PCM audio. RS -422 control, 
thorough attention to connec- 
tivity, and easy interfaces to 
digital as well as the analog 
worlds, assure users of 
smooth systems integration. 

Panasonic D -3 is 
already off to a great start. It's 
the official video recording 
system for the production of 

the Games of the XXVth Olympiad in Barcelona, 
and the choice of prestige broadcast producers 
here and abroad for drama and sports program 
production and post -production. 

Panasonic D -3 proves an adage known to 
producers everywhere: The only thing as import- 
ant as a great start is a great finish. 

Official Video Equipment Sponsor 1992 Olympic Games 

DIGITAL FINISHING ROOM 

For more Information call: 1400. 524 -0864 

Panasonic Communications 8 Systems Company 
Division of Matsushita Electric Corporation of America 
One Panasonic Way, Secaucus. NJ 07094. 

0Q0 Panasonic 
36 USC 380 



In any case, the Oct. 17 meeting set 
forth a clear message by Georgia leg- 
islators, who exercise significant con- 
trol over GPTV funding. The state 
each year contributes about $6.1 mil- 
lion to the organization, representing 
42% of its annual budget. 

"I find it pretty frightening that a 
state system is being threatened, given 
the range of programing that they do 
day in and day out, year in and year 
out," said Weiss. "I would hope that 
when other public TV stations hear 
about this that they find some way to 
go on the record opposing this kind of 
intimidation. I think it's really impor- 
tant to the system to say this is unac- 
ceptable." 

The Georgia activity marked the lat- 
est chapter in the ongoing controversy 
over P.O.V. PBS stations covering 
about 70% of the country chose to air 
Tongues Untied last July, and the pro- 
gram has prompted substantiated 

P.O.V.'s controversial Tongues Untied 

viewer complaints to the FCC (a dec- 
laration that the program is obscene is 
unlikely given the stiff tests set forth 
by the Supreme Court, particularly 
since the program aired after 8 p.m. 
on stations across the country). In Au- 
gust, PBS called upon P.O.V. to pull a 
documentary criticizing the Roman 
Catholic Church, Stop the Church, an- 
ticipating viewer backlash. 

Despite the controversies, P.O.V. 
scored high marks last season from 
many of the nation's TV critics. The 
Atlanta Constitution last July applaud- 
ed public TV stations WPBA -TV and 
WGTV -TV for airing the award -win- 
ning Tongues Untied, which the news- 
paper called "a work of high pur- 
pose." 

A new work by Tongues Untied 

S Y N D I C A T I O N U P D A T E 

Power of magic 
The appearance of Earvin 
"Magic" Johnson on The Arsenio 
Hall Show, syndicated 
nationally by Paramount Domestic 
Television, propelled the hour 
talk show's Nov. 8 airing to 
ratings victories in the nation's 
top markets. In Los Angeles, 
where Johnson retired as a star 
point guard for Lakers after testing 
positive for the HIV virus, 
independent KcoP -TV won the 11 

p.m. time period with an 11.6 
rating/30 share (NSI, Nov. 8). Closer 
to Johnson's home town of 
Lansing, Mich., WJBK -TV Detroit 
pulled off a major programing 
coup by double -running Arsenio and 
winning both time periods. First, 
the station preempted its 10 p.m. 
programing to air Arsenio, 
winning with a 13.8/23. Then, in its 
normal 12:30 a.m. time period, 
the program scored a top -ranked 
9.2/29. In all, Arsenio scored a 
23 cume rating for the evening. 

In a number of other major 
markets, Arsenio easily won its late 
night slot, with wwoR -TV New 
York posting 11.2/27; WBBM -Tv 
Chicago, 6.8/19; wcPo -Tv 
Cincinnati, 15.3/37; and WCGV -TV 

Milwaukee, 5.5/16. 

Monahan to MGM 
MGM Domestic Television 
Distribution has named Edward R. 
Monahan vice president of the 
company's New York -based Eastern 
division sales office. MGM has 

NSS Pocketpiece 
(Fo/owing are Nielsen s !op syndicated shows 
for week ending Nos. 3 Numbers represent 
aggregate rating average /statons /coverage) 

1. Wheel Of Fortune 14.41222/98 
2. Jeopardy 12.3/216/98) 
3. Star Trek 12.3/243/98 
4. Oprah Winfrey Show 10.8;223/99 
5. Wheel of Fortune 9.0/189184) 
6. Entertainment Tonight 8.6/183'96 
7. Current Affair 8.4/171/92 
8. Cosby Show 8.2.207/98 
9. Universal Debut Net 7.7/15993 
9. WKRP In Cincinnati 7.7/24599 
11. Married...With Children 7.2167/94 
12, Donahue 7.1/229/99 
13. Inside Edition 6.5/124'88 
14. Magic II 6.0/159/90 
15. Hard Copy 5.6.'169/92 

Included but not ranked 
P` World Wrestling Federation 8.1;206/95. 

also established a new Central 
division sales office in Chicago, 
naming Noranne Frisby vice 
president of the division. The 
move follows the recent formation of 
a Southeast region sales office in 
Atlanta, headed by Robert 
Greenstein. Frisby and Greenstein 
will oversee all movie and program 
sales, most notably the slated off - 
network launches of dramas 
thirrysomething and In the 
Heat of the Night. 

MONEY talks 
GGP has cleared America' s Best 
College Buys: How To Find 
Them, How To Finance Them 
on 160 stations representing 80% 
coverage. The hour -long special is 
produced in association with Time 
Warner -owned MONEY 
magazine. Cleared stations to date 
include WABC -TV New York, 
KCBS -TV Los Angeles, KRON -Tv San 
Francisco, WHDH -TV Boston and 
W010-Tv Cleveland. America' s Best 
College Buys is being fed to 
stations through Nov. 24 and is 
available on an even 6 1/2 minute 
local /national barter split. 

The karaoke 
Pioneer Laser Entertainment has 
signed a deal with First Media 
Entertainment to co- produce 
Karaoke Showtime, planned as an 
hour -long TV special and 
subsequent series of weekly half -hour 
game shows for syndication in 
1991 -92. Len DePanicis, vice 
president of program development 
at First Media, created a similar 
hour -long karoake show titled Be 
A Star that aired on First Media - 
owned wcPx -TV Orlando. He will 
serve as executive producer on the 
new series. 

Cartoon count 
Promark clearances for 
Christmas Cartoon Classics 
represent 83% U.S. coverage, 
including 23 of the top 25 markets. 
for a five -week broadcast window 
triggering Nov. 23. The hour -long 
Cartoon Classics features 
holiday -themed cartoons from the 
1940's. 
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filmmaker Marlon Riggs is among the 
record 500 submissions now under 
consideration for the upcoming 5th 
season of P.O.V. Weiss said final se- 
lections are likely to be made by Janu- 
ary 1992 for the upcoming summer 
season. 

Weiss said P.O.V. will continue 
to take risks, but he acknowledged 
that the controversy surrounding 
Tongues Untied has had some chill- 

ing effect on the selection process: 
"If we see something which we 
think might potentially cause this 
kind of controversy, we look at it a 
little more carefully than we did be- 
fore." 

In other developments, P.O.V. has 
named Lawrence Sapadin managing 
director. Sapadin, who spent several 
years as executive director of the As- 
sociation of Independent Video and 

Filmmakers, will oversee station rela- 
tions, new project development and 
general management of the series. He 
most recently served as vice president 
of acquisitions for Fox Lorber Asso- 
ciates. Sapadin will continue to serve 
as founding chair of the St. Paul, 
Minn. -based Independent Television 
Service, a new independent produc- 
tion funding organization within pub- 
lic television. 

FINANCING FIRST RUN: HELP WANTED 
Depressed advertising market and a flood of barter programing has television 
producers co- venturing both here and abroad to try to generate profits 
By Mike Freeman 

This season's first -run resurrec- 
tions of WKRP in Cincinnati and 
Baywatch have joined the ranks 

of Star Trek: The Next Generation as 
former network series capitalizing on 
prior network exposure. But those 
shows and others need more than a 
familiar name, and even respectable 
ratings, to turn a profit in today's 
crowded syndication market. 

Depressed advertising rates for an 
increasing universe of available bar- 
tered programing has forced many 
syndicators to pursue overseas joint 
venture partners and generate other 
channels of distribution revenue. 

Baywatch is the product of one of 
the more complex, and successful, 
joint venture projects this season. In a 
partnership bringing together LBS 
Communications (domestic distribu- 
tion), All American Television (pro- 
duction) and Fremantle International- 
Talbot Television (international sales), 
Baywatch has been averaging a sea - 
son -to -date 3.9 rating (NSS, period 
ending Nov. 3), two- tenths of a rating 
point behind Cannell Distribution's 
Street Justice (4.1) in weekly barter 
syndication. According to New York 
media buyers surveyed by BROAD- 
CASTING, both hour dramas command- 
ed approximately $30,000 per 30 -sec- 
ond commercial spot on the upfront ad 
sales market, translating to upwards of 
$22 million each in net advertising 
revenue domestically (based on seven 
minutes of national ad avails for each 
of the 22 episodes produced for 52- 
week runs). 

Although LBS President Paul Siegel 
said that production costs on 
Baywatch, which was originally pro- 

duced by Grant Tinker's GTG Enter- 
tainment for NBC in the 1989 -90 sea- 
son, average $900,000 per episode, or 
$19.8 million for 22 episodes, "letters 
of credit" from Germany's Beta Tau- 
rus, United Kingdom's ITV and Fre- 
mantle/Talbot helped share the "start- 
up risk" on the series in return for 
various broadcast and sales rights 
overseas. Sid Vinnedge, president of 

All American Television, acknowl- 
edged that the profit margin is "thin" 
domestically, but is "more than equal- 
ly compensated" by worldwide li- 
cense fees and merchandising. 

With little or no profit margin do- 
mestically, Cannell Distribution Presi- 
dent Pat Kenney, whose syndication 
division handles sales of Street Jus- 
tice, said that a glut of bartered pro- 
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FROM THE FIRST AIRWAVE 

G U G L I E L M O M A R C O N I 

IN OUR 60TH ANNIVERSARY ISSUE, 

Once in a decade an important 
issue comes along. This one took 
six decades. It's Broadcasting's 60th 
Anniversary Issue. We look at 60 

years of incredible change, profile 
60 of the most influential people in 
the business and ask what the next 
60 years will bring. 

We're also marking our 60th 
Anniversary with the creation of the 
Broadcasting Magazine Hall of Fame. 
On December 10th, we'll induct the 
first members. It's our way of honoring 
and remembering the people who 
have made broadcasting what it is 

today. And will be tomorrow. 



TO THE NEW WAVE... 

WE COVER IT ALL. 

This special Anniversary Issue will 
be polybagged with the regular 
December 9th issue. It's one wave 
you've got to catch. 
Closing November 27th. 

For rate information, call Larry Oliver 
at: (212) 599 -2830. 



graming has depressed the domestic 
market to a point where "producers 
are praying for little more than break - 
even on the front -end and profitability 
on the back -end [stripping of repeat 
episodes]." 

Over the last two seasons, stations 
have continued to suffer from a cash 
crunch, but Kenney said it's the result 
of stations giving away more ad inven- 
tory to barter -supported syndicated 
programs. Kenney estimates that the 
advertising marketplace has been 
flooded with 644 national barter (30- 
second) commercial units by stripped 
Monday -Friday first -run programing 
each week. 

"By taking all of the shows that 
have straight barter splits, stations are 
taking away the demand for inventory 
...it's a simple case of oversupply and 
declining demand," stated Kenney, 
who said he has completed a study of 
the barter market. "When you have 
47% of the barter programs doing 1, 2 
or 3 ratings, I would say there are 
many first-run programs that should 
have never entered the market. Syndi- 
cators are just as much at fault. Both 
[stations and syndicators] gave away 
the control valves on ad inventory and 
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Many hands keep `Bay watch' afloat 

further depressed the business. Sta- 
tions can't pay cash fees because the 
spot market for their local inventory 
continues to lose value." 

WKRP in Cincinnati may share with 
Star Trek: The Next Generation the 
distinction of achieving profitabilty on 
the front -end. Averaging a 8.0 gross 
aggregate rating (NSS, week ending 
Oct. 27), WKRP is performing close 

Discover Leased Time on WNYC TV 

WNYC -TV has time available for lease in the most important media market 
in the world. 

Tap into all the diverse communities that New York has to offer. 

Join our line -up of international networks from RAI Corporation to Fujisankei 
Communications International, Inc., and reach audiences large enough to 

support your advertisers. 

On WNYC -TV you can buy from half an hour to several hours a day. You 
control all your commercial time and profits. And you have the option of 

broadcasting in a foreign language. 

If you would like to receive a copy of our new guidelines for potential lessees, 
please call or write: Michelle Y. Hodges, Director of Leased Time 

Programming WNYC -TV, 
One Centre Street, Room 1450 

New York, New York 10007, 
(212) 669 -7738. 

WNYC/1V 
We speak your language. 

to MTM Television Distribution's 
guarantee on the series. However, me- 
dia buyers indicated that WKRP sold 
for $70,000 per 30- second unit, which 
translates to $21.6 million in net na- 
tional ad revenue for 23 episodes. The 
estimated production and marketing 
costs on the series are $15 million for 
its initial season, which leaves perhaps 
$6 million in net profits. 

Kevin Tannehill, president of MTM 
Television Distribution, conceded that 
comedy programing continues to be a 
difficult sell internationally, but he ex- 
pressed hope WKRP's success on 
these shores will carry over into inter- 
national markets. "We believe in in- 
vesting more for what is on the screen 
to create a strong library of [off -first- 
run] negatives for the back -end," said 
Tannehill of the $500,000 -plus, per - 
episode budget. 

Judging from media buyer esti- 
mates, the marketplace for first -run 
half -hours, such as Worldvision's Tar- 
zan and Viacom's stable of action - 
adventures Lightning Force, Super 
Force and Superboy, command slight- 
ly more depressed domestic rates of 
$15,000 to $20,000 per 30- second 
spot, or roughly $6.2 million in net 
revenue annually for each series. 

In Worldvision's case, the syndica- 
tor is paying only a percentage of the 
production costs on Tarzan for the 
U.S. distribution rights (to a partner- 
ship formed by American First -Run 
Studios with Balienciaga Productions 
[France], Willam F. Cooke Produc- 
tions [Canada] and Telemex [Mexi- 
co]). "Action- adventures continue to 
sell here and overseas," said Gary 
Montanus, Worldvision's senior vice 
president of marketing "You have to 
go to bat if you want to hit a home 
run. We're just trying to minimize our 
risk and build asset values for strip- 
ping." 

RECORD HOLDER 

Mark Goodson Productions has 
been recognized in the newly 
published 1992 Guiness Book of 
World Records as "the most pro- 
lific producer in television histo- 
ry," having completed produc- 
tion on 38,000 episodes of TV 
programing, totaling more than 
20,800 broadcast hours. Accord- 
ing to Guiness, Aaron Spelling is 
a distant second with 1,770 epi- 
sodes, totaling 2,583 hours. 
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Blood, 
Sweat 
and 

Years. 

ScanAmerica' is here. 
Our major- market network service is up and running. It's a key milestone in 

Arbitron's commitment to define network television audiences by who they are, 
what they watch and what they buy. 

lbday, you can examine the potential of BuyerGraphics °: a new measure of 
network television's value. lbmorrow, you'll be able to evaluate network programs 
based on their ability to deliver viewers who buy a product or service; all from a 
single, representative and projectable sample. 

ScanAmerica, from Arbitron. We worked hard to get it here. And we'll keep 
on working to make it work harder for you. 

/ ïJ 



THE #2 WEEKEND PRODUCED SHOW* NOW 
BECOMES THE SUCCESSFUL HALF -HOUR STRIP! 

* All new production. 
* The only true counter -programming alternative for September 1992. 
* Hosted by Ed McMahon, the star of STAR SEARCH since 1983. 

THE TEN YEAR TRADITION CONTINUES WITH STAR SEARCH...THE STRIP! 

940/1991 Broadcast Season -- ACN -NSS Ratings STD Thru 05í26l91 
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NBC PROFITS ON NOTRE DAME DEAL 

NBC Sports showed a profit of less than $2 million 
on the just -completed first season of its five -year, 
$35 million deal for Notre Dame football, accord- 

ing to a source at the network. 
"If we had an opportunity to renew it for more years, 

we'd do it today," said Ken Schanzer, executive vice 
president, NBC Sports, who would not specify exactly 
how much money was made on the six telecasts. 

The network showed a profit on the deal despite the 
current ad slump and an average 4.8/14 rating/share, 
which was significantly lower than Notre Dame telecasts 
last year on ABC and CBS. 

"They were marginally lower than we had anticipat- 
ed," Schanzer said of the ratings. "But our view is that 
that was largely the function of extraordinary circum- 

stances." 
Among those "extraordinary circumstances" were the 

various team standings and unexpected competition from 
the Clarence Thomas Supreme Court confirmation hear- 
ings. Schanzer added that lower ratings were expected 
this year because all the games were played on Saturdays 
at 1:30 p.m., versus late afternoon and night games in 
1990. He said the network would not be selling next 
year's Notre Dame package on the basis of the 1991 
ratings. 

"It's not sold on a simple ratings basis," he said. 
"This is a package that has value beyond its num- 
bers. The way in which it's sold has to do with a 
whole range of marketing opportunities attached to 
the package." -at 

NATPE AWAITS LOUISIANA ELECTION RESULTS 
Corvo says association will pull out convention from New Orleans in 1997, 
'98 and '99 if David Duke wins race for governor 

By Mike Freeman 

The groundswell of opposition to 
Louisiana gubernatorial candi- 
date David Duke, a former Ku 

Klux Klan leader and white suprema- 
cist, has led NAIPE International to 
announce that it has discontinued talks 
with the New Orleans Visitors Bureau 
on holding its 1997, 1998 and 1999 
programing conferences in that city. 

NATPE International President Phil 
Corvo said the national TV program- 
ing organization is joining 25 other 
trade associations in withholding con- 
sideration of New Orleans as a future 
convention site pending the outcome 
of last Saturday's gubernatorial elec- 
tion between Republican Duke and 
Democratic candidate, former Gover- 
nor Edwin Edwards, as a "message to 
the rest of the country that former or 
present white supremacists are unsuit- 
able to hold public office." Duke has 
publicly stated that he repudiates his 
past associations with Ku Klux Klan 
and neo -Nazi organizations. 

If Duke is elected, Corvo concedes 
that it is too late to change the venue 
for the 1992 NATPE International 
Program Conference already set for 
Jan. 20 -24 in New Orleans, given the 
short turnaround time and the "impos- 
sibility" of booking convention space 
in another city. NAIPE has already 
booked convention sites in San Fran- 

cisco for the 1993, 1995 and 1996 
programing conferences, while Miami 
serves as the intervening 1994 site. 
Alternate site discussions for the 
1997 -99 conventions have been initiat- 
ed with Las Vegas and Miami visitor 
bureaus, but may possibly include 
Houston (which hosted the 1988 
NATPE convention), said Corvo. 

As for the upcoming covention, 
Corvo said that more than 200 domes- 
tic exhibitors have booked nearly 
240,000 square feet of booth space, 
equaling the level of last year's con- 

vention despite the continuing effects 
of a recession economy. At present, 
80 foreign exhibitors have booked 
space, down slightly from 90 last year 
in New Orleans. Corvo said that the 
decline may be partially due to the 
shakeout from the ITV bidding proc- 
ess for broadcast rights in the United 
Kingdom, where several failed bids 
"adversely affected" European broad- 
cast suppliers. 

In related news, Corvo said that 
2,000 people have renewed their 
memberships. 

'`t'm Sorry,You'Íe Not 

THERE'S NO EXCUSE FOR PREJUDICE. 

On Friday, Nov. 8, WUSA -TV Washington launched a public service campaign against 
prejudice, co- sponsoring with the Anti -Defamation League and a group of local communi- 
ty leaders a series of three posters to be displayed on city buses, each featuring a familiar 
phrase that has been altered to reveal the meaning behind the code words. Shown above 
with one of the posters is Hank Yaggi, WUSA -TV president and general manager. Earl 
Palmer Brown designed the posters, with space donated by Transportation Display Inc. 

38 Television Nov 181991 Broadcasdns .F 



xaLinc 
new FiecFi 

Denver's fastest growing station KMGH -TV, a 
McGraw -Hill Broadcasting property, has 
selected MMT as its national representative. 

KMGH 
As national representative for two other 
McGraw -Hill Broadcasting stations, WRTV, 
Indianapolis and KGTV, San Diego, MMT is 

being rewarded by McGraw -Hill Broadcasting 

for its commitment to hard work and the pro- 
ven results of its limited station list strategy. 

In today's highly competitive marketplace, 
our clients have come to realize that a 
talented, dedicated owner management 
serves them better than any far -flung 
faceless empire with its vast number of 
stations to represent. 

Our new partnership in Denver reflects a 
commitment to KMGH -TV to keep them one 
step ahead of the competition and scale 
new heights in the mile high city of Denver. 

1 5 0 E A S T 52ND STREET, N E W YORK, N Y 1 0 0 2 2 (2 1 2) 3 1 9 - 8 0 0 8 



9. Unsolved Mysteries 
17.4/5 

Broadcasting's Ratings Week GI Nov 4 -10 
ABC 
14.4/22 MONDAY 

8:00 
8:30 
9:00 
9:30 

10:00 
10:30 

TUESDAY 
8:00 
8:30 
9:00 
9:30 

10:00 
10:30 

WEDNESDAY 
8:00 
8:30 
9:00 

60. MacGyver 9.6/15 

18. NFL Monday Night 
Football -NY Giants at 
Philadelphia Eagles 

16.3/26 

17.0/26 

11. Full House 171/26 
16. Home Improvemt 16.4/24 

2. Romaine 20.4/30 

13. Coach 16.9/25 

26. Barbara Walters Special 
15.5/25 

15.6/25 
42. Dinosaurs 12.7/20 

33. Wonder Years 14.4/22 

14. ABC Movie Special- 9:30 
False Arrest, Pt. 2 

10:00 16.6/27 
10:30 

THURSDAY 8.7/14 

8:00 75. Pros and Cons 7.4/1.1 
8:30 
9:00 72. FBI: Untold Stories 8.2/12 

9:30 66. American Detect. 9.0/14 

10:00 
58. Primetime Live 10.0/17 

10:30 
FRIDAY 14.6/25 

8:00 27. Family Matters 15.4/27 

8:30 31. Step By Step 14.5/24 

9:00 39. Perfect Stmgrs 13.3/23 
9:30 47. Baby Talk 12.1/21 

10:00 
22. 20/20 16.0/29 

10:30 
SATURDAY 7.3/13 

8:00 71. Who'stheBoss? 8.3/14 
8:30 76. Growing Pains 7.3/12 

9:00 83. TheYoung Riders 

9:30 6.3/11 

10:00 
73. The Commish 7.9/15 

10:30 

SUNDAY 14.0/21 

7:00 
57. Life Goes On 10.2/16 

7:30 

8:00 30. Am Fun Home Vid 14.7/22 

8:30 33. Am Fun People 14.4/21 

9:00 
9:30 24. ABC Sunday Night 

10:00 
Movie -Wife, Mother, 
Murderer 15.6/24 

10:30 
WEEK'S AVGS 13.1/21 
SSN. TO DATE 12.1/20 

CBS NB 
17.2/26 15.7/24 

21. Evening Shade 16.1/24 29. Fresh Prince 15.0/23 
7. Major Dad 17.9/26 
5. Murphy Brown 19.0/27 
8. Designg Wmn 17.8/25 

20. Northern Exposure 
16.2/26 

12.8/19 

31. Rescue: 911 14.5/22 

48. CBS Tuesday Night 
Movie- Posing: Three Real 
Stories 

11.9/18 

10.6/17 

60. Brooklyn Bridge 9.6/15 

56. Jake and the Fatman 
10.4/16 

50. 48 Hours 11.8/20 

11.0/17 

46. Top Cops 12.3/19 

66. Trials of Rosie O'Neill 
9.0/14 

52. Knots Landing 11.7/19 

6.9/1.2 

85. Perfect Crimes 5.5/9 

64. Carol Burnett Show 
9.2/1.6 

84. Face to Face with 
Connie Chung 5.9/11 

9.3/16 

63. CBS Saturday Movie - 
Above the Law 9.5/16 

70. P.S. I Luv U 8.8/17 

17.4/26 

1. 60 Minutes 21.8/34 

16. Murder, She Wrote 16.4/24 

24. CBS Sunday Movie -My 
Son Johnny 15.6/24 

12.4/20 
14.1/23 

RANKING /SHOW (PROGRAM RATING /SHARE] PREMIERE 

42. Blossom 12.7/19 

14. NBC Monday Night 
Movies -The Gambler 
Returns: Luck of the Draw 
Pt. 2 16.6/25 

12.5/19 

54. I'll Fly Away 11.0/17 

36. In the Heat of the Night 
13.7/20 

42. Law and Order 12.7/21 

13.4/21 

7 

36. Night Court 13.7/21 
52. Seinfeld 11.7/18 

58. Quantum Leap 10.0/17 

16.6/26 

NO PROGRAMING 

NO PROGRAMING 

18. Cosby 16.3/25 
12. A DIffnt. World 17.0/26 
4. Cheers 19.8/30 

23. Wings 15.9/24 

28. L.A. Law 15.3/25 

9.8/17 

40. Matlock 13.1/22 

79. Flesh 'n' Blood 7.0/12 

12.5/19 
35. SimpsorLs 13.8/21 

65. Drexell's Class 9.1/14 

38.Beverly Hills 90210 
13.6/21 

5.8/10 

80. America's Most Wanted 
6.8/12 

89. Best of the Worst 4.8/8 
74. Dear John 7.8/14 

69. Reasonable Doubts 
8.9/16 

16.1/28 

10. Golden Girls 17.2/29 

3. Empty Nest 20.2/34 

89. Totaly Hiddn Video 4.8/8 

5.0/9 
82. Cops 6.7/12 
80. Cops 2 6.8/12 

91. Charlie Hoover* 3.6/6 
6. Nurses 18.1/31 

50. Sisters 11.8/22 

10.6/16 

86. Adv Mark & Brian 5.3/8 

92. Get A Life* 3.0/5 

87. Eerie, Indiana 5.2/8 

55. Unsolved Mysteries 
10.6/16 

42. NBC Sunday Night 
Movie -The Return of Eliot 
Ness 12.7/19 

1.3.4/21 

12.7/21 

8.5/13 

77. True Colors 7.1/11 

77. Parker Lewis 7.1/11 

48. In Living Color 11.9/18 
66. Roc 9.0/13 
40. Marled w/Childn 13.1/19 

60. Herman's Head 9.6/14 

88. Sunday Comics 4.9/8 

8.1/13 

SOURCE: A.C. NIELSEN 

7.7/13 
YELLOW TINT IS WINNER OF TIME SLOT 
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WHEELS i: , FO 
GET BEHIND THE WHEEL OF MS - :PAT 
HOUR FROM THE UNITED STAT rJriJJ-11KJJ AJ n i 

< ! 
Brand -new professional sports teleViston! 

A weekly anthology capturing the thrills and excitement of 

arena motor sports: monster trucks, truck and tractor 
pulls, mud racing, plus top thrill acts from around the 
country...lt's raw power and raw courage, and America 
likes it that way! 

Great family entertainment... perfect for sports adjacency, 
weekend morning or late -night counter -programming. 

Dynamite demos: 65% are 
adults 1824; 70% are male. 

Produced by SRO /PACE - The 
leader in arena motor sports. 

Monster local promotional 
opportunities. 

GHUSH YOUR 

COMPETITION WITH 
SUPER TRAX! 

Advertising Sales: 

Distrumui 

MMIIIPP_..n_ Inc_ 
A C T I O N M E D I A G R O U P 104 East 40 Street, New York, New York 10016 

. ; ^ c c c -,c 
_ 

. _ (212)697.8687 Far: ß12I949 -8140 
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MSO'S, PROGRAMERS TRY TO CONNEC 
Traditional animosities put on hold as industry awaits resolution of basic disputes 

By Sharon Moshavi 

Cable operators and basic cable 
programers, traditionally locked 
in a contentious pairing, say 

their relationship now is as good as it 
has ever been. But as one operator 
describes it, this era of good feelings 
is more like "a holding pattern," 
awaiting the resolution of a host of 
unresolved issues -such as tiering, 
pricing costs, competition and an un- 
certain future -that could rock the re- 
lationship. 

Timing 

More than a year has passed since 
cable programers began wearing anti - 
tiering buttons at industry conven- 
fions. Although the buttons have come 
off, operators and programers have yet 
to make peace on the subject. 

Initially a reaction to impending 
regulation, tiering has been continued 
as a means to hold down the cost of 
basic. It has not, however, affected 
programing services, said John Math - 
wick, group vice president, marketing 
and programing, Jones Intercable. 
"Programers just had an initial knee- 
jerk reaction against it," he said. 

But programers are continuing to 
build in safeguards against revenue 

losses caused by tiering by inserting 
contract clauses that call for premium 
payments if penetration dips below a 
certain level. Many mandate no tiering 
at all. "If we lose 1% that's too 
much," said Douglas Holloway, sen- 
ior vice president, affiliate relations, 
USA Network. 

Both operators and programers ac- 
knowledge that the full impact of tier- 
ing has yet to be felt. Since most tiers 
are still new, they tend to be priced 
only $1 to $2 above basic, but if the 
price gap between the two increases, 
penetration of tiered services will like- 
ly decrease. Furthermore, tiering has 
yet to reach its final permutations. 
Second- and third -level tiers (as well 
as a la carte services) are probably in 
the wings, especially given the advent 
of 100 -plus channel systems. "One 
category of basic for everyone is the 
Model T approach," said Phil Laxar, 
vice president, programing and pay 
per view, KBLCOM. 

Preemdq rusts 

Arguing over per- subscriber license 
fees is nothing new for operators and 
programers. Operators continue to 
complain that programers' ever -in- 
creasing license fees are forcing them 
to pass the costs to subscribers, which 

is bad for cable's consumer and legis- 
lative image. But operators have also 
stopped the high -profile bickering 
about some of the highest costs, name- 
ly ESPN and TNT's NFL surcharges, 
and seem for now to have accepted 
them. 

But the pricing pressure is building, 
and some operators may be ready to 
snap. Although dropping a service "is 
politically unwise, sooner or later 
we'll drop a service and that will make 
a big impact," said Mark Weber, 
president, Sammons Communica- 
tions. If it isn't Sammons, "some- 
where down the road, someone will 
drop a service, likely a sports ser- 
vice," he said. 

Some MSO's are taking steps to 
ensure that programers do not pass on 
their costs. American Television & 
Communications' new contracts with 
some programers put limits on charges 
they can pass on when they buy ex- 
pensive programing. "We do not want 
surcharges on products they acquire 
unbeknownst to us," said Fred 
Dressler, vice president, programing 
at ATC. 

The increased use of long -term con- 
tracts- upwards of five years -in the 
industry is helping to stabilize costs, 
but operators and programers are find- 
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ing those contracts difficult to hammer 
out. "We spend most of our time try- 
ing to plan for things which we have 
no idea whether they will happen or 
not," said Paul Beckham, president, 
Turner Cable Network Sales. "We're 
trying to be as flexible as we can, 
because neither side wants to be 
locked into anything. After all, basic 
might not be basic in two years." 

Reregulation 

The absence of friction right now be- 
tween the two sides in Washington is 
subject to change. "We're more to- 
gether in terms of our position there 
than we may have been in the past," 
said Whitney Goit, executive vice 
president, A &E Network, "but there 
are sabers rattling around in the Senate 
that could loosen things up." One of 
those sabers could be the substitute 
bill floated two weeks ago as an S.12 
alternative, a regulation palliative that 
threatens to split the industry (BROAD- 
CASTING, Nov. 11). 

Some programers worry that they 
could wind up getting squeezed if the 
retransmission consent provision is 
passed by Congress and cable opera- 
tors are forced to pay for broadcast 
signals. If that happens, "programers 
will take the position that the money is 
coming out of their pockets, because 
operators will be pushing for lower 
fees on cable networks," said USA's 
Holloway. 

"Any outcome of the Washington 
legislation can either be a rallying 
point or potentially divisive. That's 
just the nature of it," he said. Opera- 
tors and programers found themselves 
on divisive paths last year when there 
was talk of programers defecting from 
an NCTA -backed effort to lobby 
against legislation on their own behalf 
(BROADCASTING, Sept. 10, 1990). 

Competition 

Although program exclusivity is a 
subject operators and programers have 
debated for years, the threat of telco 
entry into cable has become a distinct 
possibility this year with the lifting of 
modified final judgment regulations. 
If tiering and a la carte ,carriage of 
channels decreases programers' pene- 
tration, some say programers may try 
to maintain their distribution through 
competing technologies. 

Competition could also fuel pro- 
gramers' ongoing battles to increase 
operators' marketing support of pro- 
graming networks. Cable could get a 

jump on competitors if it is already out 
there marketing itself to consumers 
and improving its image, according to 
A &E's Goit. "Happy customers are 
the best insurance against competi- 
tors," he said. 

But programers' ultimate customers 
are the cable operators, argues Lloyd 

Werner, senior vice president of 
Group W Satellite Communications, 
which operates the Nashville Net- 
work. "I think most programers have 
lost sight that operators are their cus- 
tomers," he said. "Programers think 
they run the cable business when in 
fact they don't. The operators do." 

WESTERN CABLE IS 'TELEVISIONARY' 
By Sharon Moshavi 

Author Ken Auletta and Yegor 
Vladimirovich Yakovlev, the 
chairman of the Soviet Uniton's 

Gostelradio are two of the headlined 
speakers at the California Cable Tele- 
vision Association's Western Cable 
Show in Anaheim, Calif. this week. 

Auletta, author of "Three Blind 
Mice: How the Three TV Networks 
Lost Their Way," will be a panelist in 
the opening general session "Cable is 
Televisionary: Its Effect on the Medi- 
um," on Wednesday, Nov. 21. He 
will be joined by Barry Diller, chair- 
man of Fox Inc. and Dr. John Malone, 
president, Tele- Communications Inc. 
The panel, which will be moderated 
by BROADCASTING Editor Don West, 
will be the first of a three -part series of 
general sessions during the show that 
will discuss cable's effect on televi- 
sion as a medium, on programing and 
on the viewing public. 

This first opening session will deal 
largely with how cable will integrate 
with other technologies, and its poten- 
tial to continue to affect television and 
change the way consumers use it. On 
Thursday, the second general session, 
"Cable is Televisionary: Its Effect on 
our Publics," moderated by Steve Ef- 
fros, executive director, Community 
Antenna Television Association will 

discuss the cable industry's image: 
how consumers perceive it, how oper- 
ators and programers communicate 
their images to consumers, and what 
the industry can do to guarantee loyal- 
ty from its subscribers. 

The third general session, "Cable is 
Televisionary: Its Effect on Program- 
ing," on Friday, will be moderated by 
William J. Rosenthal, vice president 
of operations, Century Southwest Ca- 
ble TV Inc. 

Yegor Vladimirovich Yakovlev, the 
new head of the Soviet state organiza- 
tion responsible for television and ra- 
dio, was appointed to his position fol- 
lowing the August coup. He will be 
the keynote speaker on Thursday. Ya- 
kovlev, in his first visit to the United 
States, will offer his vision of the fu- 
ture of Soviet television. 

Several sessions will be devoted to 
improving cable's image and height- 
ening awareness of it among consum- 
ers. Ron Cooper, senior vice presi- 
dent, Continental Cablevision, will 
moderate "Promoting Cable with Ca- 
ble to Achieve Marketing Objec- 
tives." Peggy Keegan, vice president, 
CCTA will moderate "Communicat- 
ing Cable's Value: Working with Lo- 
cal Media to Tell Your Story." The 
panel will cover working with both 
print and electronic media, from TV 
critics to business and city editors. 

BRAVO'S AIDS ACTIVITY 
For the second year in a row, Bravo will produce and distribute A 

Moment Without Television, a 60- second public service announcement 
scheduled to run at 8 p.m. on World AIDS Day, Dec. 1. A total of 16 
national cable networks and 10 regional services will also simulcast the 
PSA at 8 p.m. as part of a movement dedicated to AIDS awareness called 
"A Day Without Art," which involves artists' organizations around the 
world. 

Bravo will also present its third annual Unfinished Stories, a five -day 
telethon on behalf of AIDS research beginning on Sunday, Dec. 1, from 5 
p.m. to 6 a.m. and airing each Sunday the rest of the month. The telethon 
benefits community -based AIDS organizations. -slut 
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1/SÁ3 PROMOTIONS GET 
EVERYONE PUMPED UP 

ABOUT BASIC. 



MAKE PLANS NOW TO 
JOIN THE EXCITEMENT! 

ES TENN Once again, USA Network 
has created a pro- 
motion that cap - 
turesthe drama of 

a major ptogiamnvng event and turns it into 
a valuable marketing tool for local systems. 

It's the 1992 Tennis Fantasy 
Sweepstakes, built around one of 
cable's premiere sporting events, the 
U.S. Open on USA. 

It's a national promotion designed 
to help operators meet their own goals 
in subscriber marketing and local ad 
sales. It has national impact and glam- 
orous top prizes - but it also has spe- 
cial features that make it easy for you 
to put it to work in your own market. 
There's opportunity for local advertis- 
ers to participate, and you can guaran- 
tee as many local winners as you want. 

This is one U.S. Open where 
everybody can win. 

Make plans now to participate 
in the 1992 USA Network Tennis 

® Fantasy 
Sweepstakes. 
Call your USA 
representative 

NETWORK today. 

EASTERN REGION CENTRAL REGION WESTERN REGION 
(212)408 -9150 (312) 644 -5413 (310) 201-2300 

We Keep BuildingA Better Basic 



TRYGVE MYHREN: 
FINDING COMMUNICATION'S COMMON GROUND 

Since former American Television & Communications 
chairman Trygve Myhren took the helm at Providence 
Journal Co. last year as president and chief operating 
officer, the company has doubled the number of both its 
cable subscribers and its broadcast properties. Through 
its King Broadcasting acquisition and its agreement to 
manage Palmer Communications' cable systems, the mul- 
timedia company now has 9 TV stations and 750,000 
cable subscribers. Myhren sat down recently with BROAD - 

CASTING's Sharon Moshavi to talk about the future of cable 
and the issues broadcasters face that will affect cable. 

As head of ATC, you were in cable for a long time. You left 
the industry and now you're back in a position in which you 
oversee cable, broadcasting and newspapers. How do you go 
about juggling the interests of those three media, which 
obviously have competing agendas? 

It is not as difficult as it might seem on the surface, because 
mostly we don't have competing media in the same market. 
We are also trying to make acquisitions, and we have to 
make certain judgments about which of the businesses to 
acquire. We do not feel that any of these are poor business- 
es. So we are willing to acquire all of them. 

In the cable business today, the multiples are probably 
running from nine to 11 times trailing cash flow. The 
comparable numbers in broadcast and newspapers are prob- 
ably somewhere below eight, although there are precious 

few transactions being done. A few years ago broadcast and 
newspapers were selling for 13 times, and that was too 
high. Those prices caused a scarcity in a cash -flow generat- 
ing capability that wasn't really there. 

But even at six to eight times, you're talking about 
businesses that are better than the average business . 

We believe that, everything else being equal, cable today 
has probably even better growth prospects than the others. 
You joined forces last year with other multimedia companies 
to address issues of concern. How successful has this group 
been? 

The Media Group comprises companies with a number of 
media -The Washington Post Co., Cox, Newhouse, Multi- 
media, Times Mirror and Gannett. The goal is to find issues 
and areas of common understanding. 
Are there specific areas you're looking at? 

We're continuing to talk with people about issues involving 
the telephone company, which is a common thread. If 
telcos are allowed to unfairly enter media businesses, it's a 
problem. It's a serious problem for society and consumers 
as well as for the three distribution forums we're in.... If 
telephone companies are allowed to enter without a fran- 
chise, as the FCC has recently proposed, it would stand a 
chance of destroying the cable industry. 

So from a cable standpoint, obviously, we're concerned. 
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But, frankly, our more immediate concern is with [the 
potential threat to] the newspaper and broadcast industries. 
Why? 

Because the economic threats are clearly there. If the telcos 
are information- service providers in the classified business, 
and they are your only pathway to the home -which is 
clearly what is intended here, a single wire to the home - 
then the newspaper business is not going to be in the 
classified business. The problem for a broadcaster is that if 
you prematurely hasten the advent of multi -channel envi- 
ronments in every home in the country, broadcaster share 
drops prematurely. It's going to happen, and the consumer 
ought to have multiple channels, but if forced in a context 
in which the telephone company is also an information 
provider, it puts someone into the mix who has monies that 
have been generated through monopoly profits that can then 
be used to cross -subsidize purchasing a program in a way 
that broadcasters can't compete with. 
Is there a way for telcos to enter and not be a threat? 

Telephone entry outside their service areas is not as con- 
sumer unfriendly and it's not as unfair to other businesses. 
It sounds good on the surface. The history of the telephone 
companies is one of abuses and deceit when it comes to 
issues like this. They've done it over and over. It's why 
they were broken up in the early 80's, because they had 
brutalized other businesses. The FCC is totally naive in 
thinking that it can come up with cross -subsidy review. It's 
humanly impossible now because of the vastness and the 
arcane nature of telephone accounting. 

When you talk about the fact that they'll be using the 
financial leverage they've gained through a government - 
imposed monopoly to beat up other providers, and when 
you look at their history of past abuses, the future's real 
clear. There's going to be one person putting information in 
the home. It's going to be the telephone company, and it is 
going to be the arbiter of everything from truth to good 
taste. 

If the telephone shareholders were really willing to pay in 
an honest, non -cross -subsidized manner for completely re- 
tooling their plant and betting on the return, that would be 
an interesting proposition. Unfortunately, there doesn't 
seem to be any way to make that happen because there is no 
way to police the cross -subsidization issue. And it raises a 
question: if what we're talking about here is competitive- 
ness- international competitiveness -and a level playing 
field in this country so that we generate the vitality of 
competition in this arena, why is it that no one's talking 
about letting cable do voice? 
What's your position on cable reregulation bill S.12? 

I see it as essentially flawed legislation. The point can be 
made that some regulation of rates and customer service 
would be OK so long as the regulation of rates is done at the 
federal level. S.12 has other things beyond what I would 
call the consumer issues -getting rid of program exclusiv- 
ity, for example. But I don't think most people would 
oppose a reasonable piece of legislation. 
What's your position on retransmission consent and the re- 
peal of the compulsory license? 

We believe the broadcast industry can use some help. We 
don't happen to believe that retransmission consent is the 
way to do it, primarily because we don't think the broad- 
casters will ever see any of that money. 

Who would get it? 

With completion of the purchase of the King Broadcasting 
properties, we'll have nine substantial broadcast stations. 
So with that we are obviously very interested in seeing our 
way through to a method to improve the economics. But the 
retransmission consent proposal doesn't pass any additional 
money on to the broadcasters. It should result in some 
money for networks, and it certainly will result in some 
money for Hollywood; but I don't see that it has any 
reasonable chance of passing on any meaningful money to 
broadcasters. So that's a problem. We, within the context 
of the media group, thought some trade -off in the exclusiv- 
ity area might be workable -in fact, ought to be work- 
able- between broadcasters who might make their local 
product available to cable operators, or anyone else, on an 
exclusive basis. But for that to work would require a 
companion piece that cable operators have rights to contract 
exclusivity for programing, which is an issue that's much in 
doubt at this point. 
What about compulsory license? 

We are open to listening to everyone on these issues. We've 
listened closely to Fox. And we believe that over a period 
of time, compulsory license for distant signals is going to 
get phased out one way or another. You can't do it over- 
night, because you've got to come up with a way to handle 
the logistics. 

If allowed to become information 
providers, telcos "are going to be 

the arbiter of everything from 
truth to good taste." 

But WTBS has clearly been transitioning in that direction. 
It's almost a copyright pay station now. You can certainly 
see, when you look at it that way, how a Fox or a TCI 
might find that very appealing. What will happen if you 
phase out the compulsory license for distant signals is that 
the other superstations are essentially going to go away, 
because the negotiation on them will be between the pro- 
gramer or the studio and the cable operator. For example, 
WGN buys the program for Chicago. If I'm a cable operator 
in Minneapolis and WGN comes in there and I want that 
program, I will go and work with the programer, not with 
WGN. 

How about the compulsory license for local signals? 

What we're talking about here is a situation where the 
broadcaster basically gets squeezed out between the cable 
operator and the programing. The broadcaster loses his 
function and the consumer loses the choice of over -the -air 
television. 

Hollywood and syndicators, in selling these programs, 
don't really have to sell to the local broadcast station the 
right to resell. They only have to sell that right to the 
broadcast station if the broadcast station will pay them a lot 
of money. So in the end the broadcast station is not going to 
get that right unless it is willing to pay a lot of money for it, 
as much money, in total, as the programer or studio would 
have gotten had it sold this right to the broadcaster and then 
sold the retransmission right directly to the cable operator. 
What's happening is that the studios are gaining money. 
The broadcaster is, in the best of circumstances, not losing 
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any, but the cable operator is paying a lot more. 
This concept will put the studios in position to extort 

from the other businesses. It's not like a simple negotia- 
tion-am I going to carry a program or not? They are all of 
a sudden in a position where they can't turn it down. 

If concerns like these -the enormous logistical costs, the 
inordinate leverage that is put in Hollywood's hands -can 
be resolved in some way, we would certainly sit down and 
be willing to talk about phasing out the compulsory license. 
But I haven't yet had anyone explain how you can resolve 
these concerns. 
Is cable a more attractive business at this point? 

No. Its future growth potential, we believe, is even greater 
than the other two, although we think all three are attractive 
businesses. But each of them has its negatives. In the 
newspaper business, you have declining readership, but we 
think you can run a newspaper with good margins today so 
we are looking for others. In the broadcast business, we 
know what's happening to the network share ,but we believe 
that local broadcasters, if they know how to program well, 
can do well, particularly if they are in reasonably good 
markets with some growth potential. That's one of the 
reasons we chose the King properties. Cable, we think, is 

even better, although it, too, has problems. It has regulatory 
and legislative threats, the direct broadcast satellite threat, 
the telephone threat. These are all things that have to be 
taken into account. 
Indicators over the past few months seem to suggest that 
the market for cable system sales is coming back around. Do 
you think that's true? 

There is a lot of money that has been put into funds that are 
chasing cable news, but don't be surprised if prices do not 
go up substantially. People were paying too much before. I 

don't think that the equity investors are going to go back to 
that previous type of payment for cable systems. It's not 
warranted. 

If you are an equity investor, I don't think you are going 
to accept less than a 20% return. In fact, many of them are 
going to expect in the 25% range, and there are still people 
running around who want 30% or more. The only way 
you're going to get a 30 -plus percent return is to kid 
yourself. Even at these multiples of nine and II times 
trailing cash flow, you kid yourself into thinking that the 
growth is going to be dramatically better than it has a 
reasonable prospect to be. If people are going to accept 20 
to 25 percent, and plug into the realistic performance num- 
bers, then they are not going to pay prices that are substan- 
tially above those multiples. It's not going to happen. 
Do you have an option to buy the Palmer Communications 
cable systems, which you manage? 

I think the terms of the contract do not permit me to tell you 
precisely what the terms are. I can say that we have a large 
loan in the company; we do manage it; the contract is of 
significant duration, and we do have some back -end 
options. 
Are there any deals coming up? 

No, and I don't want to blow horns until things happen. But 
I don't think it's any secret that we would enjoy getting to a 
million subscribers in cable. 

When we did the King deal, half the equity was put up by 
Kelso and Co. For future large acquisitions we'll look to 
equity investors again, those who have faith in our manage- 
ment. We will not invest in properties in someone else's 
management. 
You said last year in BROADCASTING that cable wouldn't be as 
badly affected as broadcasting in a recession. Has that held 
true? 

Absolutely. Cable industry cash flows have basically been 
stable to up. And, in most cases, broadcast cash flows have 
been down substantially. 

Our broadcast stations have held up better than average. 
Interestingly, our cable systems have held up pretty well. 
Our pay -television subscriptions are down. Our basic busi- 
ness is a little ahead of last year, but not much -from 1 to 2 
percent. We have done very nicely on pay -per -view this 
year, but we were hoping for the Holyfield -Tyson fight. 
With that, we'd have had a heck of a year. Now it's going 
to be an OK year. 
What's your forecast for pay? 

I don't think the subscription pay business is a big growth 
business at this point. There is too much value in basic for 
subscription pay to be in a growth cycle. But I think it's 
going to have a lot of staying power. This is not a business 
that's going to disappear in the near future. It's a very 
efficient way to get that type of programing out there, as 
opposed to pay -per -view, which has enormous marketing 
and logistic costs. 
NCTA is spending $10 million on an image campaign, and 
MSO's are coming up with their own campaigns. From your 
past comments in BROADCASTING, it seems you don't think too 
much of these campaigns. 

No, I believe that spending money on image is worthwhile. 
I happen to believe that third -party endorsement is dramati- 
cally more effective -as well as being less expensive than 
direct advertising -on an issue such as one's own credibil- 
ity. Make sure your customer service and your interaction 
with the customers on every level and on every issue is as 
good as it can possibly be. Then, of course, your image is 
going to be pretty good. 
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TBS POSTS THIRD -QUARTER PROFIT HOCKEY'S REACH GROWS 

By Sharon Moshavi 

Tunir Broadcasting System re- 
ported increases in operating 
profit and net income for the 

third quarter 1991 over the same peri- 
od 1990. 

Operating profit increased $9.1 mil- 
lion, from $50.4 million to $50.9 mil- 
lion. Net income rose from $1.3 mil- 
lion to $7.4 million. 

Total revenue for the quarter was 
$392.6 million, down $26.2 million 
from last year, largely due to the $60 
million in revenue the 1990 Goodwill 
Games brought in. Excluding the 
games, revenue rose $33 million. 

TBS's entertainment revenue, most- 
ly coming from WTBS(TV) Atlanta and 
Turner Network Television, was 
$229.4 million, a 10% decrease. Op- 
erating profit was $37 million, up 
160 %. The Goodwill Games account- 
ed for a $60 million decrease in reve- 
nues, but were offset by $42.3 million 
in increases in TNT advertising and 
subscription revenue. According to 

TBS, the Goodwill Games accounted 
for a $60 million decrease in operating 
expense as well as revenue and so had 
no effect on operating profit. 

The news segment, CNN and Head- 
line News, which TBS said also saw 
advertising and subscription gains, 
posted a 15% increase in revenue to 
$37.6 million. Operating profit in- 
creased 56% to $37.6 million. 

The Atlanta Braves also helped 
TBS's third- quarter showings. The At- 
lanta Braves' push to the World Series 
helped bring in a 52% increase (to 
$22.8 million) in revenue for TBS's 
sports segment, which also includes 
the regional network SportsSouth and 
the Atlanta Hawks. Operating profit 
went from a $3.9- million loss in the 
third quarter of 1990 to turning a profit 
of nearly $2 million. 

For the first nine months, TBS is up 
3% in revenues, from $1,036.3 million 
for the comparable period in 1990 to 
$1,077.8 million in 1991. Operating 
profit is up 26 %, from $145.8 million 
in 1990 to $198.7 million for 1991. 

portsChannei America has 
signed the SportsSouth Net- 

work, which reaches 2.5 million 
subscribers, to carry SCA's Na- 
tional Hockey League coverage. 
That puts SCA's NHL reach at 
17 million homes. 

SCA hopes to gain distribution 
of the NHL to an additional five 
million homes by the end of the 
year, according to Jeff Ruhe, 
SCA's president. 

The network continues to hold 
discussions with Liberty Media 
about carrying the NHL on those 
regional sports networks in which 
Liberty is a majority owner. 
Those services, KBL Sports and 
Prime Sports Northwest, had 
reached an agreement last season 
for SCA to carry the NHL play- 
off and championship games. 

The NHL and SCA continue to 
discuss creating a subscription 
service available to backyard dish 
homes. 

Let's Talk Facts 
Fact: 

Fact: 

Fact: 

Fact: 

Over 80,000 US. Army Reservists have 
served or are serving in support of Operation 
Desert Storm. 

They are performing critical missions both in 
the United States and overseas. 

They are fully trained and are serving our 
country in response to this emergency. 

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

Army Reserve soldiers -along with their families, friends 
and neighbors -live and work in your market area. Your 
audience wants to know the facts. 

A complete series of video and audio PSAs and news 
releases, short subjects and even full -length, half -hour pro- 
gramming on the Army Reserve is available free to media 
outlets. These products highlight the skill and training of 
Army Reserve soldiers and their unique contribution to 
our changing national defense. 

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

I am interested in receiving copies of the following: 

Video News Releases 

Radio News Releases 

TV PSAs 

Radio PSAs 

Video Short Subjects 

Video Half -Hour 
Programming 

(Please Print or Type) 

(Name) 

(Station /Company) 

(Address) 

(State) 

(Daytime Phone Number) 

(Zip) 
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_ 
IN -BAND SYSTEMS GAIN FROM S -BAND DAB 
U.S. recommendation of S band for satellite DAB expected to help in -band 
terrestrial development; window still open for future L -band options 

By Reed E. Bunzel 

The announcement earlier this 
month that the United States 
would recommend to the World 

Administrative Radio Conference 
(WARC) in Spain next February that 
certain S -band spectrum (2310 -2360 

mhz) be designated for satellite -based 
digital audio broadcasting and for 
complementary "gap- filler" terrestri- 
al service (BROADCASTING, Nov. 4) 
has been greeted with cautious opti- 
mism from many corners of the radio 
industry. 

Proponents of in -band terrestrial 

STATIONS UNITE FOR GRAHAM TRIBUTE 

A number of San Francisco area radio stations -Viacom's synchrocast 
rit "Double 99" KDBK(FM) -KDBQ(FM), CBS's KRQR(FM), Susquehana's 
KFOG(FM) and Infinity's KOME(FM) San Jose -last week broadcast a six - 
hour Bill Graham memorial concert live from San Francisco's Golden 
Gate Park. The concert, "Laughter, Love, and Music: A Musical Celebra- 
tion" drew a crowd of 300,000 fans who paid tribute to the life and career 
of concert promoter /producer Bill Graham, who died in a helicopter 
accident near Vallejo, Calif., Oct. 25. The event opened with a traditional 
New Orleans funeral procession performed by the Dirty Dozen Brass 
Band, followed by the "Star Spangled Banner," sung by Bobby McFer- 
rin, and "Ave Maria," sung by Aaron Neville and Evelyn Cisneros. The 
tribute was highlighted by a surprise reunion of Crosby, Stills, Nash and 
Young, and also featured sets by the Grateful Dead. 

systems suggest that the move helps to 
define the playing field by providing 
DAB developers a clearer direction in 
which to work. Even though the Bush 
Administration refrained from making 
any specific recommendations regard- 
ing terrestrial DAB, its selection of the 
S band for satellite served to narrow 
the focus. The administration did not 
rule out future possibilities of L -band 
terrestrial DAB applications, but indi- 
cated that any reallocation of L -band 
spectrum, currently used by the De- 
partment of Defense for aeronautical 
testing, was a long-shot--a de facto 
endorsement of in -band technology. 

Relegating satellite DAB service to 
the S -band also is viewed as favorable 
to the radio industry because S -band 
frequencies are widely held to be im- 
practical and too costly for adequate 
satellite service. This could give ter- 
restrial DAB a distinct competitive 
edge. 

The administration's announcement 
potentially closes the lid of the Pando- 
ra's box opened earlier this year by the 
National Association of Broadcasters 
when its board of directors backed the 
association's vigorous effort to push 
development of the Eureka 147 DAB 
system in the L band (BROADCAST- 
ING, Feb. 4). This move was viewed 
as premature by many broadcasters 
who questioned the technical and eco- 
nomic ramifications that might have 
resulted from this plan. Among the 
considerations were a potential "level- 
ing of the playing field" by theoreti- 
cally equalizing the signals of all 
AM's and FM's, opening the door for 
new broadcast signals in some mar- 
kets, allowing for the introduction of 
L -band satellite service, and displac- 
ing some 12,000 radio operations 
from current bands to new frequen- 
cies. 

NAB Executive Vice President John 
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Michigan 

Journalism W 
2 /tip S. ]C w. C1 

2 
BI 

General Fellowships 
Awarded for either specific professional training or eclectic, 

personal intellectual development. 

The Michigan Fellowship in Legal Journalism 
Offered in cooperation with the Law School 

The Burton R. Benjamin Fellowship in Broadcast Journalism 

The Mike Wallace Fellowship in Investigative Reporting 

The Knight Business /Economics Fellowship 
Offered in cooperation with the School of Business Administration 

The Knight Medicine /Health Sciences Fellowship 
Offered in cooperation with the Michigan Medical Center 

Purpose: To enable 
professionals who have 
demonstrated superior 
ability and commitment 
to attain peak perform- 
ance, so as to improve 
American journalism 
in service to the public 
interest. 

Stipend Payments 
are $3125 monthly, 

September -April, plus all 
tuition and fees. Applica- 
tion deadline: Feb. 1, 1992. 

E ility extends to 
any fu -time word or im- 
age journalist with five 
years' experience whose 
work either as an em- 
ployee or free -lance 
appears regularly in US- 
controlled print or broad- 

cast media. Individuals 
may nominate them- 
selves, or be proposed 
by employers. 

Special Seminars 
bring both generalists and 
specialists into contact 
with leading academics 
and journalists. Spouses 
are invited to participate 
actively. 

Applications should be sent to Charles R. Eisendrath, Director, Michigan Journalism Fellows, 2072 Frieze 
Building, University of Michigan, Ann Arbor, MI 48109. Telephone (313) 763 -2400. 



Abel explained that the Bush adminis- 
tration has taken no position on terres- 
trial DAB other than to specifiy that, 
at present, the L band is not available. 
"They did not rule out the L band or a 

post -WARC decision on spectrum," 
he said. "In effect, they left a window 
for just about anything," including 
Eureka. 

Still, NAB concedes that the current 
push is for an in -band system, and 
NAB has reversed its current stance to 
endorse development of in -band sys- 
tems. What does this do to Eureka? 
While some critics would consider Eu- 
reka a dead issue, "that is not the 
case," Abel said. At this point, in 
fact, only broadband digital technol- 
ogy -that which requires some 1.5- 
3.5 mhz bandwidth, considerably 
more than is available in the FM 
band -might appear obsolete for ter- 
restrial applications. "Any broadband 
system really is in jeopardy at this 
point, although not necessarily for S- 
band application," he explained. 

On the other hand, all narrowband 
systems currently under development 
would require 200 -300 khz bandwidth 
and would work on first adjacent spec- 
trum or unused spectrum in the FM 
band, except for Project Acorn, which 
proposes an on- channel system. In 
fact, "DAB systems operate indepen- 
dent of spectrum, with the only vari- 
able being bandwidth," Abel pointed 
out. "Narrowband systems are not as 

good as broadband systems, but that's 
the trade -off you get when you try to 
move down to narrow bandwidth." 

Because of the in -band ground- 
swell, and because so much in -band 
technology is based on Eureka pat- 
ents, the association has asked Eureka 
to develop suitable narrowband tech- 
nology. "Given the interest in in- 
band, we have asked them to develop 
an in -band system," Abel said. "The 
fallacy is that the Eureka system was 
developed and is fixed. Just because 
something works out -of -band doesn't 
mean it won't work in- band," he said. 
Virtually all systems use the same 
technology, based on the same 130 
patents, so they're basically all the 
same, so "the only thing that varies 
here is bandwidth," Abel stated. 

Sconnix Broadcasting's Randy 
Odeneal, widely recognized as a vocal 
proponent of in -band terrestrial DAB 
and a member of the NAB DAB Task 
Force, said that the administration's 
decision clearly turns the development 
of DAB toward in -band technology. 

R I D I N G G A I N 

HISPANIC HOLIDAYS 

Last year's premiere of Navidad 
Magia En Disneylandia (A Magical 
Christmas at Disneyland) on the 
CBS Hispanic Radio Network has 
prompted an expansion. The 
feature program package is now titled 
Fiesta Navidenas, Estrellas, 
Musica y la Magica de Disney 
(Holiday Festivities, Stars, Music 
and the Magic of Disney). This 
holiday programing will air from 
Thanksgiving through Christmas. 

The first four -hour special 
originates from Disneyland in 
California during Thanksgiving 
weekend (Nov. 28 -Dec 1); the second 
will air during the Christmas 
holiday (Dec. 22 -29) from Walt 
Disney World in Florida. 
Celebrities participating include 
Gloria Estefan, Julio Iglesias, Jose 
Jose and Jose Luis Rodriguez. 

The CBS Hispanic Radio 
Network reaches 80% of the U.S. 
Hispanic population and audiences 
in six Latin American countries. 

GOOD SPORTS 

Veteran sportscasters Chris 
Berman, Frank Deford and Dick 
Schaap have been named 
commentators for weekday broadcasts 
on the new ESPN Radio Network. 
Scheduled to begin broadcasting on 
Jan. I , 1992, the network will 
feature the three commentators 
delivering one -minute sports briefs 
during morning drive Monday - 
Saturday, and during afternoon 
drive Monday- Friday. ESPN expects 
to name its line -up of weekend 
announcers in the next few weeks. 

50 YEARS AGO 

To commemorate the 50th 
anniversary of the attack on Pearl 
Harbor, CBS News will examine 
the military, political and personal 
lessons of the day on Remember 
Pearl Harbor, a special 15 -part 
broadcast anchored by CBS News 
Correspondent Charles Kuralt airing 
Nov. 30 and Dec. 1. A partial 
rundown of the 15 three- and -one -half 
minute segment topics include 
America 1941, Japan 1941, the USS 
Arizona, Arizona Memorial, 

Japanese internment camps and an 
essay by Charles Kuralt. 

CALLING THE SIGNALS 

The Interep Radio Store's Ralph 
Guild moderated "Who Decides 
What's on the Radio" seminar, 
held in New York last week. The 
Center for Communication panel 
featured leaders of different radio 
industry segments who discussed 
the process through which programing 
is put on the air and who has the 
last word in the survival or 
cancellation of radio programs. 

Panelists included (front row, left to 
right): Corinne Baldassano, vice 
president of programing, ABC Radio 
Networks and Bob Dunphy, vice 
president of programing, WNSR(FM) 
New York; (back row, left to right): 
Guild; John Dinges, managing editor, 
National Public Radio news and 
information division, and Jim 
Thompson, president, Group W 
Radio. 

RAB RENEWAL 

New York -based Group W Radio 
announced that its stations will renew 
their membership in the Radio 
Advertising Bureau. Group President 
Jim Thompson said in a release last 
week that the company felt "that RAB 
President Gary Fries and his team 
are committed to providing the kind of 
station services, new business 
development programs and broad - 
based national marketing efforts 
that our stations and the radio industry 
critically need in the operating 
environment of the 1990's." 
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The 
Uvingston 

Awards 
For Young Journalists 

Three $5,000 Prizes 
will be given by the 

Mollie Parnis Livingston 
Foundation for the best 
1991 print or broadcast 

coverage of local, national 
and international news 

by journalists aged 34 and 
younger in any U.S. medium. 

Purpose: 

To recognize and further 
develop the abilities of 

young journalists. 

Procedure: 
All entries will be judged on 

the basis of a single report 
or, in the case of series, up to seven 

reports. Organizations may apply 

for individuals, or individuals may 

apply on their own. The deadline for 

1991 entries is February 10, 1992. 

Application forms may be obtained 
from Charles R. Eisendrath, Executive 

Director, The Livingston Awards, 

2080 Frieze Bldg. /105 S. State St., 
The University of Michigan, 
Ann Arbor, Michigan 48109. 

Telephone: (313) 764 -2424. 

Judging Panel 

Final selection of the 1991 AWARDS will be made by: 

Mollie Parnis Livingston, 
chairman, The Mollie Parris Livingston Foundation 

Ken Auletta, 
author 

John Chancellor, commentator, NBC News 

Richard M. Clurman, 
former chief of correspondents, Time.Life Publications 

Osborn Elliott, 
professor of journalism, Columbia University 

Ellen Goodman, columnist, Boston Globe 

Charlayne Hunter -Gault, 
national correspondent, MacNeil/Lehrer NewsHour 

Robert C. Maynard 
publisher, Oakland Tribune 

Mike Wallace, correspondent, CBS News 



"The government has created some 
breathing room for the development of 
in -band systems, that will prove to be 
less destabilizing for our industry," he 
said. "Now in -band systems will start 
to move forward without the fear that 
they will be preempted by an agree- 
ment with Eureka to develop an out - 
of -band system. That's a real positive 
for radio broadcasters." 

Odeneal said that by rejecting the L- 
band alternative, the government has 
effectively tossed the ball back into 
the broadcasters' court. "The govern- 
ment has made it clear that it's not 
prepared to part with any L -band spec- 
trum, and will protect its interest in 
those frequencies," he said. In fact, 
other than protecting the L band from 
any commercial broadcast use, "the 
government has not and will not take a 
position on terrestrial DAB at the up- 
coming WARC," he added. 

The move toward in -band systems 
comes as no surprise to Ron Strother, 
president of Strother Communications 
in Hammond, La., and a proponent of 
both land -based and satellite systems. 
"Industry consensus clearly was mov- 
ing toward the support of an in -band 
system, especially when it became ev- 

ident that, without the unlikely inter- 
vention of Congress, that we might 
not successfully secure the L band 
anyway," he told BROADCASTING. 
"In -band clearly is gaining political 
and technical support as the most logi- 
cal place for terrestrial DAB. This is 
excellent news for both system devel- 
opers and broadcasters," Strother add- 
ed. 

He said he also believes that, while 
the S band currently may be unsuited 
to satellite DAB, at some point it will 
prove technically feasible. "At one 
time people said the same thing about 
the L band," he pointed out. Because 
the technology is not yet developed, 
however, Strother said that satellite 
DAB most likely will serve as second- 
ary or complementary service to con- 
ventional DAB broadcasting, which 
probably will be implemented first. 

Development of in -band terrestrial 
DAB now should move along at a 
quickened pace, Strother said. "The 
benefits of the administration's deci- 
sion are the [theoretical] ease of in- 
band implementation and lack of dis- 
ruption to the current radio industry," 
he said. "Even if WARC decides dif- 
ferently, the U.S. has made a determi- 

RTNDA 
EDWARD 
MURROW 
AWARD 

When it comes to the finest in radio and 
television journalism, the name says it all. 

Edward R. Murrow's accomplishments embody the purpose of the RTNDA Murrow 
Awards -to recognize radio and television journalism's very best work. 

This year's RTNDA Murrow Awards entry deadline is January 31, 1992. All material 
entered must have aired in calendar year 1991. Competition is open to all U.S. radio and 
television stations. 

Awards are presented in five categories: Overall Excellence, Spot News Coverage, Con- 
tinuing Coverage, Investigative Reporting, and News Series /Documentary. 

Your station could be one of ten to receive a Murrow Award at RTNDA's gala presenta- 
tion, September 23, 1992, in San Antonio, Texas. For more information, contact RTNDA. 

aop 

LSD Jo 
Radio-Television News Directors Association 

1000 Connecticut Ave., NW, Suite 615, Washington, DC 20036; (2021659.6510; fax (2021223.4007 
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nation -and given the uniqueness of 
our broadcast environment and avail- 
able spectrum, it really was the only 
decision they could make." 

Odeneal agrees. Had the L band 
been approved for terrestrial DAB, "it 
would have taken many years to im- 
plement because the existing users 
would have had to have been relo -, 
cated," he explained. "Finding 
enough available spectrum was the 
major obstacle in the development of 
DAB, so we might now actually see 
the time line speed up if in -band can, 
in fact, be developed." Odeneal sug- 
gested that, if WARC hadn't been fast 
approaching in 1992, the digitization 
of radio stations would have proceed- 
ed "normally. At some point someone 
would have said: `Wouldn't it be won- 
derful if we could digitize all the way 
to the receiver,' and then development 
would have begun on in -band sys- 
tems" -and the industry might have 
avoided the past 18 months of confu- 
sion, Odeneal suggested. 

COLLEGE RADIO AWARDS 
The Loyola Radio Conference 
announced on Nov. 8 the es- 

tablishment of the Marconi Col- 
lege Radio Awards, recognizing 
student non -commercial radio 
stations. The eight award catego- 
ries include news achievement, 
sports achievement, promotions 
achievement, public /community 
service achievement, programing 
achievement, outstanding college 
station, outstanding high school 
station (the only award high 
school stations are eligible to 
achieve) and a board of judges 
award. 

Mrs. Gioia Marconi Braga, 
chairperson of the Marconi Inter- 
national Fellowship Council and 
daughter of Guglielmo Marconi, 
called "the father of radio," has 
lent her support to the awards. "I 
agree that the young people of 
today would find the youthful ac- 
complishments of Marconi an in- 
spiring role model for their own 
careers," Braga said. 

Radio stations that submit en- 
tries must be in good standing 
and have been active in the same 
operational facility for at least 
two years. The awards will be 
presented during the 23rd annual 
Loyola Radio Conference, Nov. 
12 -14, 1992, in Chicago. -+r 
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Global ReLeaf 
comes in all shapes 

and sizes. 

Global warming. The 
Greenhouse Effect. The continuing 
decline of our air and water. One 
of the best and most effective ways 
to respond to our growing environ- 
mental crisis is to plant trees. In 

fact, you can even get started today, 

right in your own community. 
You see, Global ReLeaf is 

more than a name. It's Americans 
like you - of all shapes and sizes - who understand that every 

new tree can make a difference. 

Trees provide shade, beautify our 
town and country landscape, and 
reduce heat -trapping CO2 build -up 
in the earth's atmosphere. And 

those are only a few of their 
benefits. 

So grab your shovel. By 

planting even one tree, you'll be 

making a positive contribution to 

the world we live in ... and the 
kind of future we leave behind. 
You can make a difference right 
now by calling our special Action 

1-900-420-4545 
Citizens caring for trees C. f ,rs sts since 1N5 

Line -1- 900 -420 -4545. The 

$5.00 charge actually pays for 
planting a tree while supporting 
Global ReLeaf action across the 
country. And, we'll rush you 

detailed information on Global 
ReLeaf. You can make a world 
of difference. 

BAL 
E .-LEAF' 

The American 'Vp Forestry Association 

P.O. Box 2000, Washington, DC 20013 



RADIO A YEAR -ROUND HABIT 
Katz study shows fairly consistent listening year -round 

By Lucia Cobo 

The Katz Radio Group has re- 
leased a new study dispelling the 
notion that the population listens 

to the radio less in the summer than 
during other times of the year. The 
Katz study shows that radio listening 

levels remain fairly constant year- 
round. 

According to KRG analysis of Per- 
son Using Radio, levels for all adult 
age groups and dayparts remain virtu- 
ally identical from one survey period 
to the next, proving that summer sur- 
vey listening patterns conform to those 

Put a little 

T M. 

in your life .. . 

and on your program schedule. 

is "Joy" is an hour -long program of classical music featuring 
selections4of sacred classics performed by the finest atti ts, 
and musical groups. 

'boy" combines great music, superb choral and instrumental 
performances and excellent production values to create a 
special listening experience for those who demand quality 
radio. 

"Joy" provides six minutes of commercial availabilities for 
local advertisers in each program. 

"Joy" comes to your station via satellite or on reel -to -reel 
tape. 

"Joy" offers a complete package of promotional materials 
including pre -produced promotional announcements and 
print advertising that can be customized for your local use. 

SPECIAL SEASONAL BONUS 

All the "Joy" of the Christmas season is cap`' '- ni otir'- 
special Yuletide programs that include great traditional , 
carols and other Christmas classics. These programs are a 
wèlcome addition to any schedule of Christmas specials 
and 'a great way to begin a new year of 'Joy". 

FOR AN AUDITION TAPE AND MORE DETAILS CALL 
TOLL FREE TODAY... 

1- 800 -325 -6333 
BE THE EXCLUSIVE STATION FOR "JOY" IN YOUR MARKET. 
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in the fall, winter and spring surveys. 
Adult radio listening is not affected by 
changes in season that could affect 
other aspects of a person's lifestyle, 
the study says. 

The seasonal indices for persons 12- 
plus break out as follows: Monday - 
Sunday, 6 a.m- midnight -fall, 100; 
winter, 101; spring, 100; summer, 99; 
Monday- Friday, 6 -10 a.m. -102, 
103, 100, 95; Monday- Friday, 10 
a.m. -3 p.m. -97, 100, 99, 103; Mon- 
day- Friday, 3 -7 p.m. -100, 102, 100, 
98; Monday- Friday, 6 p.m. -mid- 
night-99, 96, 101, 104, and Satur- 
day- Sunday, 6 a.m.- midnight -99, 
99, 101, 100. 

The study also showed that the one 
exception to the rule is teenagers, 12- 
17, where radio listening shifts from 
Monday- Friday, 6 -10 a.m., to Mon- 
day- Friday, 10 a.m. -3 p.m. during the 
summer months. The study said that 
while these two time periods exhibit 
significant shifts, overall levels in oth- 
er time periods and for Monday -Sun- 
day, 6 a.m.- midnight, show consistent 
seasonal patterns. 

radio adapts to the 
lifestyle of its audience." 

IRO study 

The teen indices are as follows: 
Monday -Sunday, 6 a.m- midnight- 
fall, 100; winter, 100; spring, 98; 
summer, 102; Monday- Friday, 6 -10 
a.m. -I08, 110, 103, 78; Monday - 
Friday, 10 a.m. -3 p.m. -63, 66, 86, 
185; Monday- Friday, 3 -7 p.m. -103, 
106, 99, 92; Monday- Friday, 6 p.m.- 
midnight -106, 103, 98, 92, and Sat- 
urday- Sunday, 6 a.m.- midnight- 
103, 102, 98, 97. 

The only place that radio does not 
follow teens is into the school. During 
the summer months, teens tend to rise 
later, which explains the pattern for 
the 6 -10 a.m. and 10 a.m. -3 p.m. 
dayparts. 

The study concludes that although 
people's lifestyles may change from 
season to season, radio listening re- 
mains strong throughout the year. The 
reason is that "only radio adapts to the 
lifestyle of its audience." While tele- 
vision viewing (both broadcast and ca- 
ble) occurs mainly in the home and in 
specific rooms, radio is present in- 
doors, outdoors, in the car, in the 
home, at work, at leisure and during 
both active and inactive moments of a 
person's day. 
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CORNUS RETURNS TO RAB 
He will coordinate Managing Sales Conference in Nashville; Limbaugh to keynote; 
radio revenue down in third quarter compared to same period last year 

By Lucia tobo 

Gary Fries, president of the Radio 
Advertising Bureau since Octo- 
ber, is busy making changes in 

the sales organization. Fries' first staff 
addition is that of Wayne Cornils, who 
has rejoined RAB in New York, effec- 
tive immediately. Cornils previously 
served at the RAB from 1984 to 1989 
as executive vice president. 

Cornils' initial responsibility will be 
the coordination of the RAB's Manag- 
ing Sales Conference, Jan. 30 -Feb. 2, 
1992, at Nashville's Opryland Hotel. 
Fries hopes to have made his imprima- 
tur on the organization by then, and 
said he views the Managing Sales 
Conference as an opportunity to intro- 
duce his "new RAB to the radio in- 
dustry." 

Plans for the Managing Sales Con- 
ference are being completed. Concur- 
rent with the Cornils' appointment, 

the RAB also announced that Rush 
Limbaugh, host of the highest -rated 
national radio talk show in the U.S., 
will be a keynote speaker at the con- 
ference. Limbaugh will share his 
views on the radio industry during a 
luncheon on Saturday, Feb. 1. The 
theme for the four -day conference is: 
"We cannot change unless we sur- 
vive... and we cannot survive unless 
we change." 

For the past year, Cornils has been 
working as a management and sales 
consultant for stations. In addition, he 
has held the position of senior vice 
president for radio at the National As- 
sociation of Broadcasters in Washing- 
ton, and worked at radio stations in 
various capacities, including owner, 
manager, sales executive, announcer 
and engineer. 

Third- quarter decline for radio 

The RAB also released industry reve- 

nue figures for the first three quarters 
of 1991. Radio suffered a 3% across - 
the -board decline in revenue compared 
with the same period in 1990. Local 
radio revenue through September is 
down 3.2% and national declined by 
2.8 %, according to the index of reve- 
nue pool results compiled by the 
RAB. 

Due largely to the effects of the 
Persian Gulf War, which caused local 
revenues to decline 7 %, first- quarter 
1991 revenue was down 5.2 %. Na- 
tional business was up 1.2 %, howev- 
er, "because many national advertis- 
ers chose radio as a cost- effective 
alternative to other media during the 
worst of the economic pinch," ac- 
cording to the RAB. Radio gained 
some ground in the second quarter, 
posting a 3.9% decrease overall for 
the first half of 1991, based on slightly 
better local revenues, but with a dip of 
2.1% in national business. 

OVA 
BUSINESS RADIO NETWORK 

BRN Now Offers its Proven 
Short -Form Business, 
Financial and Talk Services to 
All Formats. 

A choice of three distinctive reports each hour. A great package of dependable and 
reliable information segments, designed to build audience loyalty and frequency. 

Allows for local sponsorships. 

Reports are placed near traditional stopsets and are easily integrated into your format. 

Content is the most up -to- the -minute available. 

Lockouts during the reports allow your station to customize length. 

Call now for more information. 

1- 800 -321 -2349 
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Not everyone 
will go 

to NATPE 
ín'92... 

Only those who 
want to be 

in business in '93 

Let's not kid ourselves. The 
Television Business is going 
through the toughest time in its 
history. You can either stay at 
home and worry about your 
problems ... or you can come to the 
NATPE Conference and learn how 
to solve them. 

ce 
1992 PROGRAM CONFERENCE JANUARY 20 -24 

This year we've assembled an 
impressive group of experts who 
will be on hand to help you develop 
strategies for survival in the tough 
times ahead. 

Panels and sessions like "Why TV 
Stations Aren't Getting Their Fair 

Share," "Programming For Profit" 
and "Is TV Advertising Obsolete" 
will highlight the most important 
NATPE Conference of your career. 

Send in your station's Conference 
registrations today, or call 
(310) 282 -8801. 

NAE 
INTERNATIONAL 
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PUSHES CABLE LICENSE REFORM 
Copyright Chairman Bill Hughes gets parties to discuss changing license; 
retransmission consent also on table; legislation the goal 

By Randy Sukow 

The House Copyright Subcommit- 
tee began exploring the possi- 
bility of altering or abolishing 

the cable compulsory license last week 
during an informal meeting with about 
20 television industry representatives. 
The group agreed to further meetings 
which could lead to the framing of 
compulsory license -related legislation 
by early 1992. 

Some speculated the meeting was de- 
signed to distract attention from the 
Senate's cable bill (S. 12), which may 
soon be considered. S. 12 and compan- 
ion legislation in the House (H.R. 3380) 
propose retransmission consent for 
broadcasters, giving them rights to 
charge cable systems a fee to carry their 
signals. Subcommittee Chairman Bill 
Hughes (D-N.J.) has made clear his 
belief that his parent Judiciary Commit- 
tee should share jurisdiction on retrans- 
mission consent with the Energy and 
Commerce Committee (BROADCAST- 
ING, Nov. 4). 

But Hughes and other subcommittee 
members repeated several times that 
the investigations of the compulsory 
license were not a part of an effort to 
derail S. 12/H. R. 3380. 

"This was an organizational meet- 
ing. Basically, it was an effort to find 
out if there was some general consen- 
sus among all the major players in this 
important industry...and to develop a 
regime that does two important things: 
advances the science of useful arts and 
insures that for limited periods of time 
intellectual property is protected," 
Hughes said immediately after the 
meeting last Wednesday morning 
(Nov. 13) in Washington. 

"I'm sure most people understood 
that there's going to be some structural 
changes in this industry involving 
technology. It is not the same world 
we had five or 10 years ago and it will 
continue to change," Hughes said. 

Jack Brooks (D- Tex.), chairman of 
the parent Judiciary Committee, en- 
dorsed Hughes's decision to call last 
week's meeting in a statement distrib- 

uted there. "Intellectual property - 
that body of law that both stimulates 
and protects the genius of the free 
enterprise system, deserves the best 
scrutiny possible," he said. 

Besides the possibility of compul- 
sory repeal or reform, the meeting fo- 
cused on retransmission consent and 
whether wireless cable, direct broad- 
cast satellite and other video outlets 
should be allowed to participate in the 
cable compulsory- license system, as- 
suming it is not abolished. 

After opening statements by the 
participants, little of substance was 
raised at the meeting. The exception 
was the Motion Picture Association of 
America, which submitted a variation 
of a suggestion by Fox Chairman Bar- 
ry Diller to implement a gradual repeal 
of the compulsory license (BROAD- 

CASTING, Oct. 28). MPAA proposed an 
interim period before full repeal in which 
cable systems would pay for local station 
retransmission as well as distant signals 
to the copyright royalty tribunal. Broad- 
casters would then be compensated for 

CRT CONSIDERS DISTRIBUTION OF 1989 LICENSE FEES 

While Congress considers reforming the cable compul- 
IIT license, the Copyright Royalty Tribunal is try- 

ing to figure out how to divvy up the $225 million 
collected in license fees in 1989 (plus interest) among 
Hollywood producers, broadcasters and other TV copy- 
right holders. 

The CRT proceeding is the first of its kind in several 
years. The copyright holders or, in CRT parlance, the 
claimants, reached private settlements on how to divide 
the fees collected between 1984 and 1988. 

But no such settlement proved possible on the 1989 
fees. As a result, the CRT just wrapped up eight weeks of 
direct testimony from each of the claimants and is bracing 
for three or four weeks of rebuttal testimony in Decem- 
ber. It will weigh all the testimony and render a decision 

by next spring. 
"Everybody has asked for more," said John Stewart, a 

Washington attorney representing the some 600 commer- 
cial television stations whose signals are imported by 
cable systems outside their markets and are thus each 
entitled to a slice of the license pie. 

Under terms of the private settlements, Stewart said, 
the broadcasters have received about 5% of the royalties 
for news and other local programing they produce. But 
for 1989, he said, they are asking for 9%. 

The major recipients over the years have been pro- 
gramers (70% -75%) and sports interests (15% -16%), he 
said. Picking up the crumbs have been religious, Canadi- 
an and noncommercial broadcasters and the two music 
licensing services, ASCAP and BMI, he said. -au 
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the programs they produced and owned, 
such as news and public affairs (see 
"Top of the Week "). 

Attendance at last week's gathering 
was much greater than most participants 
expected. Approximately 10 subcommit- 
tee members took part at various points 
in the meeting. Along with MPAA, exec- 
utives from MPAA -member compa- 
nies -Fox Inc., MCA and Disney -were 
also in the room. 

Other organizations represented were 
ABC, CBS, NBC, the Public Broadcast- 
ing System, the National Association of 
Broadcasters, the National Cable Televi- 
sion Association, the Association of In- 

dependent Television Stations, the Com- 
munity Antenna Television Association, 
the Wireless Cable Association, the Sat- 
ellite Broadcast Communications Associ- 
ation, Major League Baseball, the Na- 
tional Basketball Association, the 
National Hockey League, the NRTC and 
superstations WTBS(TV) Atlanta, 
WWOR -TV New York and WGN -TV 

Chicago. 
Last week's meeting is expected to 

be the first in a series of smaller meet- 
ings in future months. Subcommittee 
staff was working late last week to 
break the meeting participants into 
"working parties," focusing on indi- 

vidual aspects of the compulsory li- 
cense and television copyright law. At 
deadline last week, the working par- 
ties, their specific tasks and their lead- 
ers were not decided. 

Hughes's plan is to have the work- 
ing parties meet regularly and report 
their progress back to him on 30-day 
intervals until late January. If a con- 
sensus plan to change the compulsory 
license is worked out by January, 
Hughes may introduce legislation and 
attempt to move it through Congress 
by the end of next year. But most 
observers doubted an agreement could 
be reached at such a rapid pace. 

FCC WANTS TO EASE APPLICATION RULES 
Since backlog of FM filings has decreased, Mass Media Bureau can now 
devote more time to ones previously routinely rejected 

By Harry A. Jessell 

With the flood of FM applica- 
tions slowing to a mere 
stream, the FCC is expected 

to propose at its open meeting this 
Thursday (Nov. 21) relaxing its "hard 
look" policy of rejecting flawed appli- 
cations. 

Under the policy, implemented in 
1985 when the FCC was swamped 
with thousands of applications for new 
FM's, the agency has been summarily 
dismissing applications that do not 
contain original signatures, proper fi- 
nancial and antenna site availability 
certifications and other basic informa- 
tion. 

"We are now at a point where we 
can be a little kinder to the appli- 
cants," said Bill Johnson, deputy 
chief of the FCC Mass Media Bureau, 
given the reduced flow of new appli- 
cations and the reduction of the appli- 
cation backlog. 

Due mostly to the FCC opening of 
hundreds of new FM channels in its 
so -called 80-90 docket, said Larry 
Eads, chief of the bureau's audio serv- 
ices division, the FCC just three years 
ago was trying to cope with 2,800 
applications. It now has just 500 appli- 
cations, mostly for new stations and 
for major changes by noncommercial 
stations, he said. 

In the only other broadcasting relat- 
ed item now on the open meeting's 
agenda, the agency is also expected to 
propose rules to deal more even -hand- 

edly with interference conflicts be- new channel allotments. 
tween applications for antenna site or I Under current procedure, said Eads, 
power modifications and those for new channel applications take prece- 

BARRETT'S TELCO TIMETABLE 

FCC Commissioner Andrew Barrett said last week that telco advance- 
ment into new services and technologies must be planned and executed 

by the industry in the next three to five years, not the 10 to 12 years telco 
executives are forecasting. "If it isn't done in the next few years, then it 
won't be the telcos doing it," said Barrett in a speech to telco analysts and 
executives in New York last week. 

Barrett emphasized, though, that he does not consider cable television 
or information technologies to be new services. "The advent into cable 
TV by the telcos does not justify the deployment of fiber," he said. "You 
want to tell the American people: 'Will you pay for this so I can deliver 
you cable? If it's so great, you pay for it.' " 

If the telcos are to survive and remain competitive, they must find 
products that do not exist today. And Barrett does not want to see 
regulation inhibit the development of those new services and technologies. 
But, he said: "I am not convinced that if all the regulation was instantly 
swept away by a magic wand that there would be improvements in the 
next three years." Chastising what he referred to as the entrenched and 
unforesightful chief executives of the telcos, Barrett said the phone corn - 
panies "are not capable of marketing new services." 

Raymond W. Smith, chief executive officer of Bell Atlantic, speaking a 
day earlier than Barrett, also said that telcos' primary challenge is not 
regulatory or technical, but is "how effectively we can look beyond the 
traditional boundaries and cooperate with the entire information indus- 
try." He also called for relief from crossownership barriers. 

Smith highlighted the cable industry as one of those groups. He referred 
to cable operators as "important customers" and called on telcos to 
service cable's needs, from enhanced signal security to interactive video. 
He also cited the need for strategic partnerships with cable and other 
information providers, and referred to Bell Atlantic's desire "to contribute 
to the torrent of information products and services, as well." One example 
Smith cited as of interest to Bell Atlantic is video -on- demand. -sat 
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dence over modification applications. 
"We will hold up the modification 
until we are able to resolve the con- 
flict" with the new channel applica- 
tion, even if it is filed later, he said. 

When such conflicts arise, Eads 
said, the FCC tries to resolve them by, 
say, placing antenna site restrictions 
on the new channels or alloting a dif- 
ferent channel in the same area. But if 
something cannot be worked out, he 
said, the FCC is now bound to favor 
the new channel applicants because of 
their promise of bringing new service 
to a community. 

In an related action, the FCC put 
out a notice asking FM broadcasters to 
explain the mounting discrepancies 
between construction permits and ap- 
plications for licenses that are delay- 
ing license grants and clogging proc- 
essing lines. According to Dan 
Fontaine, an engineer in the Mass Me- 
dia Bureau's FM branch, about 60% 
of the license applications now have 
serious discrepancies in transmitter 
power, tower height and transmission 
line types. Noncommercial stations 
seem to be the most frequent offend- 
ers, he said. 

With the help of broadcasters' com- 
ments, which are due Dec. 16, he 
said, the FCC hopes to cut flawed 
license applications to about 20%. 
That would speed up licensing of sta- 
tions and permit the agency to divert 
more resources to applications for new 
stations and minor and major modifi- 
cations, he said. 

SIKES SAYS 

VIDEO DIAL 
TONE PLAN 

NOT 'EXOTIC' 
By Harry A. Jesse!! 

FCC Chairman Alfred Sikes told a 
group of state telephone regula- 
tors last week the "video dial - 

tone" service the FCC is trying to 
encourage is not as "far- fetched" as it 
sounds. 

If offered by local telephone com- 
panies, video dial tone would permit 
consumers to "dial up" whatever pro- 
gram they want to see, Sikes said to 
the annual convention of the National 

PAUL 
MILLER 
WASHINGTON REPORTING 

FELLOWSHIPS 

Applications being accepted. 
The Paul Miller Washington Reporting Fellowships are designed to 
help Washington -based print and broadcast journalists develop 
better locally oriented news stories in the nation's capital. 

Beginning in Spring 1992, 15 fellows will spend two days a month 
for 12 months meeting with experienced Washington journalists, 
visiting the places where local news originates, learning how to 

obtain information, and getting to know news sources. 

ELIGIBILITY The fellowships are primarily for journalists 
currently or about to be assigned to Washington by any regional or 
national newspaper, wire service, or radio or television station 
maintaining a bureau in Washington. Applicants' employers must 
endorse applications and affirm that recipients will be permitted to 
attend all sessions. 

SELECTION Fellowships will be awarded based on applicants' 
potential to provide superior coverage of locally oriented news in 
Washington for readers and audiences across the country. 

SCHEDULE Applications are due January 15, 1992. Winners 
are announced in February 1992. Classes start in April 1992. 

LOCATION Many of the sessions will be held at The Freedom 
Forum World Center, 1101 Wilson Blvd., Arlington, VA; 

others will take place on Capitol Hill. 

FACULTY The sessions will be led by Washington reporters, 
analysts, public -affairs specialists, lobbyists, and others. 

FEES The fellowships are tuition -free. Meals, and when 
applicable, transportation and lodging will be provided. 

AFFILIATION The fellowships are an operating program of 
The Freedom Forum of Arlington, VA. 

Additional information and application forms are available from: 

THE& FR==DOM FORUM 
FRSS PRESS. PRIS SPIIICM. FRIS SPIRIT. 

Paul Miller Washington Reporting Fellowships 
The Freedom Forum, 1101 Wilson Blvd., Arlington, VA 22209 703 528 -0800 
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Association of Regulatory Utility 
Commissioners in San Antonio, Tex. 

"If this sounds exotic or far- 
fetched, remember we already have 
something which looks like an early 
version of a video dial tone available 
to anyone who has a personal comput- 
er, a modem and a subscription to 
CompuServe or Prodigy," he said. 

"Both those information services 
offer electronic images, albeit still of 
very slow motion," Sikes said. 
"Since they run over ordinary phone 
lines, you get slow -speed displays," 
he said. "But in the future, in an 
advanced broadband environment, ex- 

panded bandwidth will provide high- 
speed displays and full -motion vid- 
eo." 

At its Oct. 24 meeting, Sikes said, 
the FCC essentially proposed allowing 
local telcos to offer a video dial tone 
service on a common carrier basis un- 
constrained by some of the restrictions 
in the Cable Communications Policy 
Act of 1984. (Among other things, the 
FCC ruled that neither the telcos offer- 
ing video dial tone nor its programer - 
customers would have to obtain a mu- 
nicipal cable franchise.) 

"Under this concept, local compa- 
nies could deploy advanced broadband 

facilities," Sikes said. "They could 
make those available to companies in- 
terested in marketing video programs 
to the public," he said. "And the ef- 
fect would be both to expand the op- 
tions available to consumers and in- 
crease competition in local video 
markets that are currently dominated 
by cable television companies." 

Once the broadband networks are in 
place, Sikes said, they could be used 
to provide not only video on demand, 
but also high -speed information and 
data services. "Significant new reve- 
nue streams would finance the mod- 
ernization," he said. 

SUPREME COURT UPHOLDS CITY -RUN CABLE SYSTEM 
By Harry A. Jessell 

The city -owned cable system in 
Paragould, Ark., can go right on 
signing up subscribers and com- 

peting with the privately owned sys- 
tem in town. 

Without comment, the Supreme 
Court last week let stand a federal 
appeals court ruling rejecting antitrust 
and First Amendment claims against 
the city and its system brought by Par- 
agould Cablevision, the operator of 
the crosstown private system owned 
by New York -based Cablevision Sys- 
tems. 

Robert Thompson, an attorney rep- 
resenting the city, said he was not 
surprised by the high court's decision 
not to hear the case, despite the "pil- 
ing on" of filings from the National 
Cable Television Association and 
many cable companies calling on the 
court to do so. "The issues were so 
clear cut and obvious, it was apparent 
to me the [appeals court] ruling would 
be left intact," he said. 

According to Thompson, Cablevi- 
sion was using the law as a "weapon" 
to put the city -owned system out of 
business rather than as a vehicle to 
resolve legitimate disputes. Cablevi- 
sion filed two other equally unsuccess- 
ful suits in an effort to block the city - 
owned system, he said. 

With $3.2 million raised through 
municipal bonds, Paragould built and 
began operation of its cable system in 
March 1991. According to Thompson, 
the system now counts more than 
3,000 subscribers. Since the debut of 
the city -owned system, Paragould 

Cablevision's subscriptions have fall- 
en from about 6,200 to 5,000. 

In its January 1989 lawsuit, Para- 
gould Cablevision sued the city in fed- 
eral district court, alleging that the city 
was attempting, in violation of anti- 
trust law, to monopolize the cable 
market by subsidizing its system with 
revenues from the city-owned electric 
utility. 

Paragould Cablevision also alleged 
that the city had violated its First 
Amendment rights by demanding a 
higher franchise fee if Paragould Ca- 
blevision went ahead with plans to sell 
advertising time and placing no simi- 
lar requirement on its own system. 

The district court dismissed the 
claims and the U.S. Court of Appeals 
affirmed. 

The appeals court was unsympathet- 

is toward the First Amendment 
claims, ruling Paragould Cablevision 
had "effectively bargained away some 
of its free speech rights" when it 
signed its franchising agreement with 
the city in 1983. Paragould Cablevi- 
sion "simply failed to protect its com- 
mercial rights," the appeals court 
said. "Presumably Cablevision re- 
ceived consideration in return for this 
sacrifice," it said. Executives of Para- 
gould Cablevision and its parent com- 
pany could not be reached for com- 
ment. 

Peggy Laramie, an NCTA spokes- 
woman, expressed disappointment. 
But, she said, the Supreme Court deci- 
sion "does not necessarily mean the 
city was right. It just indicates this was 
not the definitive case on municipal 
overbuilds." 

Quello wants court to throw 

out FCC's fin -syn rules 
By Harry A. Jessell 

If the federal courts do not strike 
down the FCC's new financial in- 
terest and syndication rules, FCC 

Commissioner James Quello said in a 
luncheon speech in Washington last 
week, "I will lose all faith in the 
judicial system." 

Quello and FCC Chairman Alfred 
Sikes, who favored repeal of the 21- 
year-old fin -syn rules, dissented last 
April from an FCC decision to adopt 

new rules retaining substantial restric- 
tions on the broadcast networks' abili- 
ty to produce and syndicate network 
programs. 

The fate of the new rules is now in 
the hands of the U.S. Court of Ap- 
peals in Chicago, which is considering 
petitions for review from parties who 
believe the new rules are too restric- 
tive as well as from those who feel 
they are too lenient. 

Patrick Maims, president of the 
Washington -based Media Institute, 
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which sponsored the luncheon, 
prompted Quello's remarks, saying he 
had never seen a decision "more myo- 
pic, more hurtful or more ludicrous" 
than the FCC majority's decision to 
adopt the new rules. 

Quello also used the occasion to 
argue for total FCC preemption of 
state and federal courts in enforcing 
the lowest- unit -charge law requiring 
broadcasters to sell time to candidates 
at their most favorable rates. 

Total preemption of determining li- 
ability and remedies under the law 
would be in the best interest of the 
FCC, broadcasters and candidates, 
Quello said, The latter, he said, would 
"get more if the FCC decides whether 
rebates are due" than if they would try 
to win them in court. 

According to FCC sources, the 
agency is likely to vote for total pre- 
emption, possibly unanimously, al- 
though some commissioners still have 
reservations about the FCC legal au- 
thority to preempt on remedies. 

Worried about lawsuits and threat- 
ened lawsuits by candidates, broad- 
casters have been pressing the FCC for 
total preemption. Quello said a group 

of Kentucky broadcasters told him last 
month preemption was "more impor- 
tant" to them than passage of legisla- 
tion granting them retransmission con- 
sent. 

Reiterating many of the same points 
he made in a speech two weeks ago at 
the United States Telephone Associa- 
tion convention in Honolulu, Quello 
said the telephone industry should 
seek compromise with those now op- 
posed to their being allowed to offer 
video services, particularly broadcast- 
ers. 

Quello suggested his support for 
telco entry would depend on accom- 
modation of broadcasters. "I am par- 
ticularly concerned that your entry not 
have a negative effect upon the viabili- 
ty of universal free over -the -air broad- 
casting services," he said. 

Quello offered a possible compro- 
mise: Broadcasters would support 
elimination of the statutory ban 
against telcos providing video in ex- 
change for telco's agreement to carry 
all broadcast signals at cost plus five 
percent. Telcos could charge cable 
networks "whatever the market would 
bear." 

Help Your Viewers and Listeners 
Prevent A Frozen Pipe Mess 

ALMA MATER 

0 f the five FCC commissioners, 
three now have legal assistants 

in charge of broadcasting and ca- 
ble matters who came from the 
Washington law firm of Wiley, 
Rein & Fielding, which has a large 
communications practice headed 
by former FCC Chairman Richard 
Wiley. The latest Wiley, Rein 
hand at the FCC is John Hollar, 
who last week was named Com- 
missioner Ervin Duggan's mass 
media aide. Hollar succeeds Mi- 
chele Farquhar, who moved up to 
become Duggan's senior adviser 
last month. Hollar joined Wiley, 
Rein upon graduating from Har- 
vard Law in 1988. Prior to law 
school, he worked five years at 
UPI -fast as a reporter, then as a 
marketing executive. 

The other Wiley, Rein aides are 
Peter Ross (Commissioner Sherrie 
Marshall) and Sandy Wilson 
(Chairman Alfred Sikes). Marshall 
and General Counsel Robert Pettit 
also came from there. 

FREE PUBLIC SERVICE 
MATERIALS 

What did 800,000 homeowners have in 
common during the winters of 1987- 90? 

They all suffered from the mess and 
nuisance of frozen, broken pipes. The 

good news? You can help your listeners 
and viewers avoid this mess. 

Non -commercial public service 
announcements stressing what people 

can do to prevent frozen pipes are 
available FREE to you -along with a 

prevention how -to brochure for use as a 
giveaway item. 

To get these free materials, just mail in 
the form below, 
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Please send me )our free "Prevent Frozen Pipes" public scrrice materials 

Name 

Station 

Address 

City State ZIP 

Materials Preferred: TV PSAs (3/4" tape) 
TV PSAs (I" tape) 

_ Radio PSAs (reel -to-reel tape) 
Brochures (Quantity needed' 

Mail to: Frozen Pipes, Public Relations Dept. 
State Farm Insurance 
One State Farm Plaza 
Bloomington, IL 61710 -0001 

For Information Call: 
(309) 766 -2063 

Slate Farm Fire and Casualty Company Home Office: Bloomington, Illinois 

Washington 63 





The Fight That 
Made Thme Champions. 

It was 1975. 

The classic "Thrilla from Manila" 
And after 14 grueling rounds, the world had three champions. 
Ali. Cable TV. And GE Americom. 
Because we took our place in history that night, too. 

It was the first live cable television program distributed domestically 
and internationally by a satellite -uplinked from a GE Americom earth 
station. It was the time and place we forged our remarkable record of 

customer service. 

A long string of GE Americom "firsts" soon followed. 

The first use of solid -state amplifiers on satellites. The first dedicated 
in -orbit protection satellite. The first all- digital audio transmission for network 
radio. And more. 

Since then, we've built a reputation for unmatched customer 
satisfaction...and nothing is more important to us. 

How did we do it? One -on -one involvement. Responsiveness. 
Innovation. And going the distance for service excellence. 

Today we are as dedicated to our personal relationships and high 
service standards as we were in 1975. 

That's why, after 15 years, we're still the reigning champion. 

GE American Communications 
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MANUFACTURERS CALL FOR FEWER SHOWS 
One fall exhibition the magnitude of NAB is needed to justify expenses, they say 

By Peter Lambert 

Arevolt is afoot among major 
manufacturers. Spending be- 
tween $100,000 and $1 million 

to exhibit at each of a number of TV, 
radio and telecommunications confer- 
ences every year, several major com- 
panies, including Sony, Broadcast 
Television Systems, Grass Valley and 
Ampex, are letting it be known that, 
even in better economic times, two 
shows a year might be enough. 

Exhibition hosts are listening. In 
mid -October, the Radio -Television 
News Directors Association and the 
Society of Broadcast Engineers an- 
nounced they will hold concurrent 
conferences and merged exhibits be- 
ginning in September 1993 in Miami. 
They expect savings on exhibit hall 
space and higher attendance. 

And by mid -1992, the Society of 
Motion Picture and Television Engi- 
neers (SMPTE) and the Audio Engi- 
neering Society (AES) could agree to 
merge annual exhibits by 1993 or 
1994. 

That merger would begin to answer 
the exhibitors' major concern-creat- 
ing a single fall forum to expose the 
maximum number of new buyers to 
established and new products. 

"We need real potential buyers, not 
just tire kickers" to justify the expense 
of designing and manning exhibits, 
said Al Jensen, manager of marketing 
and communications for BTS and 
chairman of the National Association 
of Broadcasters (NAB) Exhibitors Ad- 
visory Committee. The International 
Teleproduction Society might also 
"hop on the fall event" with SMPTE 
and AES, he said. 

"The time has come for we exhibi- 
tors to say, 'Here's the venue; this is 
what makes sense.' What you really 
need is a well- managed, well- promot- 

TEL-TEST 
vaea 

NAB drew 51,217 to the Las Vegas Convention Center last April 

ed show, so instead of 15,000 [attend- 
ees] you have 30,000," he said. 

Said another manufacturer: "Short 
of orders out of the show, it's not just 
eyeballs; it's qualified prospects. If 
it's the same people you already see, 
it's not worth it." However, he added, 
"SMPTE costs did not get out of con- 
trol. It's simply that the shows that 
pay are the big ones." 

SMPTE's Los Angeles attendance 
rose from under 15,000 in 1989 to 
15,513 in 1991 (12,000 in 1990 in 
New York), but Ampex Corp. skipped 
its first SMPTE in years this year-an 
indication of "our marketing strategy, 
not our financial welfare," said Am- 
pex spokesman David Detmers. 

In deciding early in the year to at- 
tend only two 1991 shows, NAB and 
the International Television Sympo- 
sium and Technical Exhibition in 
Montreux, Switzerland, he said, "Our 
statement, if we made one, was, 'This 
is what our schedule is' -not a bar- 
gaining chip," he said, adding, how- 
ever, that a merged SMPTE -AES ex- 
hibit would have "some inherent 
appeal." 

Also encouraging a merger, Sony 
will downsize it's 1992 SMPTE ex- 
hibit in Toronto and would like to cut 

appearances from 153 in 1990 to 58 in 
1991 to a handful in 1993, said Mark 
Gray, president of Sony's professional 
Sales and Marketing Co. 

Insisting that the manufacturers 
"would not allow SMPTE to die," 
BTS's Jensen said, however, that the 
societies "could return to the status of 
strictly a membership organization op- 
erating on membership dues," per- 
haps sharing exhibit management or 
turning it over to a third party. 

According to AES Executive Direc- 
tor Donald Plunkett, exhibitions are 
indeed "a very important part of our 
revenue sources," but, more impor- 
tantly, its two annual conferences and 
regional seminars "are a major source 
of information dispersal." The Oct. 4- 
8 AES show in New York drew 
15,601 attendees. 

Said Ben Stanger, Grass Valley 
sales support manager and acting 
chairman of SMPTE's Exhibitor Advi- 
sory Group: "You're not going to get 
another NAB. But it's nice to have a 
mid -year event to introduce new prod- 
ucts." Saying he'd like to see a merg- 
er by 1993, Stanger added, "Is there 
any way to get all these customers to 
come to one show? That is the fo- 
cus." 
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IT'S REAL 

Two new high power direct broadcast satellites are under construction 
at Hughes. Digital compression is here. The resulting system will deliver 
programming directly to the home using easy -to- install 18 inch antennas. 

IT'S HUGHES 

Hughes Communications has a proven record of breakthrough satellite 
technology, reliable performance and unsurpassed service. We're the 
leading private satellite operator in the world. Our newest in a long line 
of exciting and innovative ideas will let programmers and distributors 
reach every television household in the continental United States in 
early 1994. When we make a commitment, we make it happen. 

IT'S CALLED 

Electronics 

WE MAKE IDEAS 

HUGHES 
COMMUNICATIONS 

_.. ... 

NU 
DIreCTVSM 

For more information, call Hughes Communications, 1800322 4388 

HUGHES 
Subsidiary of OM Hughes 

DirecTv DirecTv DirecTv DirecTv Dired4 DirecTv DirecTv DirecTv DirecTv DirecTv DirecTv DirecTv DirecTv DirecTv DirecTv DirecTv DirecTv Dired4 



CABLE PREPARES 

FOR THE WORLD 

OF DIGITAL TV 
By Peter Lambert 

A 
s U.S. cable operators gradual- 
ly replace coaxial trunks with 
fiber, and as they prepare for a 

new age of digital video and video on 
demand pay per view, a new crop of 
technology is finding its way into real 
world applications. A smattering of 
those inventions follows. 

Harmoonic Lightwaves Inc., San- 
ta Clara, Calif., last week introduced 
YAGlink, an optical AM video trans- 
mission system it claims achieves 
higher power and lower noise over 
greater distances. The system trans- 
mitter employs an externally modulat- 
ed solid state laser source and includes 
a personal computer -based software 
package monitoring more than 60 sys- 
tem parameters in real time. 

Optical Networks International has 
sold 10 Laser Link II transmitters and 
16 receivers to its Denver neighbor, 
Tele- Communications Inc., for installa- 
tion in two TCI systems in Medford, 
Ore. ONI said that by year's end the 
equipment is expected to reduce one 50- 
amplifier cascade and another 46 -amp 
cascade to four amplifiers each. 

Alhambra, Calif. -based Ortel 
Corp. has introduced a Model 3530A 
Fiberoptic Transmitter which incorpo- 
rates a 10 ghz Fabry-Perot Laser Mod- 
ule with built -in optical isolator -a fea- 
ture Ortel says "virtually eliminates 
noise -producing reflections back into 
the laser" and allows tighter laser -fiber 
coupling - resulting, Ortel claims, in 
higher output power and overall RF loss 
reduction of about 10 db. 

Jerrold Communications Europe 
and First Pacific Networks (FPN) have 
established a strategic partnership to 
offer Jerrold's Cableoptics broadband 
fiber architecture and FPN's Personal 
Xchange integrated voice -data tech- 
nology to European cable TV opera- 
tors. The combined technologies will 
allow integrated delivery of television, 
telephone, fax, modem, shared data 
services to the home -an approach 
prohibited in the U.S. but not in the 
United Kingdom or most of Europe. 
Jerrold said systems using its Star- 
power optical amplifier have experi- 

enced 35% transmitter cost savings. 
Chicago -based equipment distrib- 

utor Anixter Cable TV has agreed to 
market Eagle Comtronics Inc.'s Side - 
band Interdiction System (encoders 
and decoding filters in single- or tri- 
ple- channel configurations) and posi- 
tive trapping devices to cable systems 
planning to carry and secure the 1992 

Olympic Triplecast. 
It's not too late to submit techni- 

cal papers for presentation at the May 
3 -6 annual National Cable Television 
Association convention in Dallas. 
NCTA Technical Services Director 
Katherine Rutkowski will accept one- 
page summaries through Dec. 6; (202) 
775 -3637, fax: (202) 775 -3698. 

S A T E L L I T E F O O T P R I N T S 

COURT ORDER 

Courtroom Television Network will 
migrate from GE Americom's Satcom 
lR satellite to its replacement 
Satcom C -3 after that bird is launched in 
late 1992, thanks to a long -term 
lease signed last week. Time Warner 
Inc., NBC, Cablevision Systems and 
American Lawyer Media merged what 
would have been competing 
courtroom coverage services a year ago, 
and TCI spinoff Liberty Media Corp. 
purchased a third interest in the 24 -hour 
channel last April. Since its launch in 
early July, Court TV has garnered 5.2 
million subscribers. Terms of the 
lease, which will last at least seven 
years, were not disclosed. 

FIRST IN 
In mid -December Hughes 
Communications will choose a 
manufacturer of receiving 
equipment for its DirecTv high -power 
direct broadcast satellite service, to 
be launched in 1994. General 
Instrument and Scientific- Atlanta 
are among five remaining candidates. 

BALKAN BROADCAST 

All systems were go at press time 
for General Dynamics' Nov. 14 launch 
of the European 
Telecommunications Satellite 
Organization's seventh pan- 
European satellite, Eutelsat II-F3. 
Carrying sixteen 50-watt Ku 
transponders, the bird will service 
news, entertainment and business 
TV users. 

Lithuania has applied for 
membership in Eutelsat, joining two 
other former Communist bloc states, 
Romania and Poland, which joined 
Eutelsat last year. Eutelsat members 
meeting in Paris Oct. 25 agreed to begin 
analyzing how to broaden access to 
European satellite capacity. Eutelsat 

members also reached a consensus 
that its satellites "offer vital 
opportunities for telecommunications 
in central and eastern Europe, 
[including] great potential for the 
development of new television 
channels." 

FINALISTS 

Among items on the Intelsat Board 
of Governors' agenda in Washington 
Dec. 5-11 will be five nominees to 
replace the late Dean Burch 
(BROADCASTING, Aug. 12) as 

director general: Comsat Chairman 
Irving Goldstein from the United 
States; Intelsat Acting Director 
General John Hampton from 
Australia; John Mills, policy adviser 
to the prime minister, from Great 
Britain, and Indonesian 
Telecommunications Ministry 
Secretary General Jonathan Parapak. 

SPECTRUM CONUNDRUM 

RAI's Gianfranco Barbieri, 
director of the European Broadcasting 
Union's research laboratory, and the 
BBC's Howard Jones, chairman of the 
EBU's Digital Terrestrial 
Broadcasting Committee, were among 
eight EBU officials to visit the 
Advanced Television Test Center in 
Alexandria, Va., Oct. 30. The visit 
coincided with the European Economic 
Community's decision not to fund 
the development of enhanced definition 
TV in the form of D2 -MAC. If the 
EBU is taking a second look at 

narrowband digital HDTV, it is still 
keeping wideband options open. To 
support its claim that 600 -mhz -wide 
broadcast satellite spectrum (21.4 to 22 
ghz) must be reserved for delivery of 
wideband HDTV 10 or 15 years from 
now, the EBU will demonstrate 
satellite transmission of 20-ghz digital 
HDTV at the World Administrative 
Radio Conference next February. 
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SANDLER: MOVING UP THE CAPITAL STRUCTURE 
Largest media stock manager plans "mezzanine" debt fund for mid -size companies; 
partners report on cable, Katz, WWL -TV and other private investments 

By Geoffrey Foisie 

Among the money available to 
media entrepreneurs may be a 
mezzanine debt fund expected 

to be launched by Sandler Capital. 
The New York -based money manager 
and financial adviser is in the process 
of developing a marketing presenta- 
tion for the fund, targeted to reach at 
least $100 million. As of last week, 
the firm had almost completely invest- 
ed a $114 -million equity fund raised 
roughly two years ago. 

The mezzanine debt fund, as ex- 
plained by partner Mike Marocco, 
would target the capital needs of low- 
er- credit -quality borrowers now being 
turned down by banks, insurance com- 
panies and other lenders. Such compa- 
nies, which Marocco said might re- 
ceive credit ratings of single B or 
triple C, have not been able to tap the 
junk -bond market for several years, 
said the firm's founder and general 
partner, Harvey Sandler. 

The mezzanine financing would 
provide perhaps 20% of a borrower's 
capital and would be sandwiched be- 
tween senior debt, providing perhaps 
60% of the capital, and the equity, 
representing the bottom 20 %. Sandler 
partner John Kornreich said the fund 
would have less risk than an equity 
fund while still providing "20 %- 
type" returns, including some possi- 
ble rights to participate in the equity. 
He described a medium -sized compa- 
ny as, for instance, an MSO with a 
half -million subs. 

Restructuring an existing compa- 
ny's debt might be another place 
where the fund could be used, said 
Marocco: "There are a number of bor- 
derline situations where a little sliver 
of new capital can go a long way." 

The majority of Sandler's existing 
$114 -million equity fund went mostly 

into cable, including some managed 
by Prime and by Gus Hauser. Addi- 
tionally, Sandler, said Kornreich, 
turned more than a 100% profit in just 
over half a year by buying cable junk 
bonds. 

Another 20% of the equity fund was 
invested in the Katz Communications 

leveraged buyout. While Katz's televi- 
sion representation business has been 
hurt by weakness in the national spot 
market, Kornreich said cash flow in 
1991 should almost match the record 
amount reported in 1990. He added 
that the company already had reduced 
its debt by $20 million in addition to 

BULLS VS. BEARS 
NEWS CORP. STOCK CLIMBS BACK UP, 

BUT SOME STILL BET DEBT IS TOO HEAVY 

SHORT INTEREST 
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Somebody has got it wrong on News Corp. Whether the company's supporters or 
detractors are in error may become clearer this week with the publication of the 

stock's "short interest"-the sale of borrowed shares in the belief the stock's price 
will decline. One year ago, the short sellers were right to bet against News Corp. 
The stock price plummeted when News Corp.'s debt problems were revealed. 

But now, a planned stock offering announced last Wednesday and other efforts to 
ease debt have led to a sharp jump in the share price. John Tinker, County NatWest, 
wrote the short sellers could be in trouble: [They have] many short funds in the U.S. 
report on a December yearend, and tend to have a volatile investor base. It is quite 
possible that disclosed losses on [their position in] News Corp., if material...may 
prompt capital redemptions, and thus force covering." -u 
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acquiring another radio rep firm. 
So far, the fund's investment in 

WWL-TV New Orleans is down in val- 
ue. Partner Barry Lewis said that 
while cash flow since the acquisition 
has increased 20 %- to -30%, that 
amount is still 25 %- to-30% below 
projections. Lewis blamed the local 
and national economy for much of the 
underperformance, but said the station 
is still easily covering its interest and 
capital expenditure needs. 

The fund's other investment, rough- 

ly 5% of the total, was invested in 
cellular telephone RSA's. 

Sandler Capital is probably best 
known for managing the largest media 
stock fund, which, helped by the re- 
cent rise in cable stock prices, now has 
a portfolio value of roughly $400 mil- 
lion. Despite the gains, the fund has 
still not recouped all of its decline 
since 1990. Sandler notes that individ- 
ual issues such as Tele- Communica- 
tions Inc. and Comcast have not risen 
a great deal, despite continued growth 

in operating results and improvements 
in "external" factors such as legisla- 
tion and bank credit. 

According to CDA Investment 
Technologies, as of June, Sandler had 
cut in half the number of companies 
whose public stock it owned to rough- 
ly two dozen, virtually all in cable and 
cellular. While' saying the firm would 
invest wherever there are opportuni- 
ties, Sandler said those two industries 
had the most predictable perfor- 
mance. 

A 

NBC, CBS PREPARE OLYMPIC -SIZE PROMOTIONS 
Networks roll out spots; hope to ride coattails of other sporting events 

By Joe Flint 

With the winter Olympics only 
three months away and the 
summer Olympics following 

in July, CBS and NBC are gearing up 
multimillion -dollar promotions they 
hope will bring in viewers and adver- 
tisers to justify the rights fees ($243 
million and $401 million, respective- 
ly). Both networks are reluctant to say 
how much they are spending, but it is 
safe to say it is in the tens of millions. 
NBC and Cablevision are said to be 
spending upwards of $40 million to 
promote their pay -per -view coverage. 

CBS's Olympic promotions are, ac- 
cording to George Schweitzer, senior 
vice president, CBS marketing and 
promotions, "the biggest we have 
ever done." Schweitzer said the net- 
work has a "very strategic" plan that 
it has been working on for over a year. 
CBS was studying its potential audi- 
ence before it had even acquired the 
1992 winter Olympics. The network 
commissioned special research on the 
1988 games that included audience 
analysis prior to making a bid on the 
1992 -94 properties. 

"Essentially what we did," ex- 
plained David Poltrack, senior vice 
president, planning and research, 
CBS /Broadcast Group, "was study 
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CBS and NBC have launched multimillion- dollar promotions to entice viewers to watch 
their coverage of the Olympics, the rights for which the networks paid handsomely. 

the games in progress and when they 
were over, and got viewer interest lev- 
els and satisfaction levels by event." 
After that was done, Poltrack said, the 
network developed a "profile" of the 
attractiveness of all events to put to- 
gether its telecast. The network also 
interviewed viewers of the 1988 
games to see what their preferences 
were. Said Schweitzer: "America will 
know there are Olympics; our job is to 
convince the viewers that it is the best 
choice for viewing. 

From a promotional point of view, 
this means promoting certain events 
for certain demographics. For exam- 
ple, figure skating events, Poltrack 
said, have a strong female appeal and, 
thus, the network will promote those 
events on shows like Murphy Brown 

and Designing Women. 
The network has also prepared sev- 

eral regional promotions when interest 
in some events may not be equal na- 
tionwide. Overall, Schweitzer said, 
the network has 40 different promo- 
tional spots that began premiering dur- 
ing the World Series. "Our theme," 
he said, "is 'share a moment with the 
world.' We will be very aggressive 
on -air, in print, magazines, cable and 
radio." The network will also use 
CBS stars to promote the games and 
plans to use its Super Bowl broadcast 
two weeks before the Feb. 8 start of 
the games. "It is," Schweitzer said, 
"a giant promotional platform." 

CBS will also air promotional spots 
on some of the cable networks, al- 
though that represents, according to 

70 Business Nov 181991 Broadcasting 



Schweitzer. a "decimal point of this 
thing." He declined to elaborate on 
what cable networks CBS might ad- 
vertise except to say ESPN was not on 
the buy list. Said Schweitzer: "We 
expect every ESPN viewer to watch 
the Olympics. The real battle is for the 
people who are on the fence. 

Even with the Summer Olympics 
more than nine months away. NBC is 

also promoting the games. The net- 
work actually has a duel challenge to 
promote both its over -the -air coverage 
and its pay -per -view coverage with 
Cablevision. the multiple system oper- 
ator. 

Spots for the broadcast coverage 
broke two months ago with a theme of 
"great moments." The network plans 
to air those spots through the end of 
the year and then take January and 
February off (possibly to avoid acci- 
dentally promoting CBS's winter 
Olympic coverage) before the spots 
return in March. 

The second stage of NBC's efforts 
will promote the athletes: spots will 
premiere around the time of the Na- 
tional Association of Basketball play- 
off games. With NBA players partici- 
pating in the summer games. the 
network hopes to increase viewer in- 
terest, especially if NBC enjoys rat- 
ings success similar to what it experi- 
enced during last year's NBA post 
season. The NBA finals end just when 
NBC starts coverage of the Olympic 
trials. 

Meanwhile, NBC and Cablevision 
have launched an ad campaign to in- 
troduce the pay -per -view "Olympic 
TripleCast" coverage on three cable 
channels. Spots using footage from 
previous games are now airing on 
NBC daytime, prime time, sports and 
late -night programing. NBC is work- 
ing with ad agencies NW Ayer Inc. 
and Della Femina McNamee on pro- 
moting the TripleCast: Ayer goes for 
the emotional pitch and Della Femina 
chases the sports fanatic. Said Steven 
McDonald, vice president and man- 
agement supervisor, NW Ayer: "lt is 

important for us to be able to educate 
viewers enough to want to make a 

phone call to find out about the Triple- 
Cast." Spots promoting the concept of 
the TripleCast will. McDonald said, 
run through the end of this week. 
when a new spot will break pushing 
the TripleCast as a holiday gift. Like 
CBS, ad space will also be bought in 
print. Local cable operators are offer- 
ing their inventory to carry spots. 

By Joe Flint 
Second of a four -part series 

Ten years ago, the only things a 
station usually needed to tell an 
advertiser about its typical view- 

ers were their age and sex. Today, 
besides those two demographics, most 
stations want to be able to tell adver- 
tisers how much their average viewers 
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make, whether they are yuppies, how 
much education they have, when they 
bought a new car, what their political 
beliefs are and how they spend mon- 
ey. Since few stations have the man- 
power to produce this information on 
their own, they are turning to outside 
research and marketing consultants. 

The 1980's have seen three compa- 
nies emerge as the leading station mar- 
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keting and research consultants. Two 
of the three, Leigh Stowell & Co., 
based in Seattle, and Marshall Market- 
ing & Communications Inc., in Pitts- 
burgh, have been in business 10 years 
and five years, respectively. Each of- 
fers its service to one station per mar- 
ket. Birch Scarborough Research, un- 
til now better known as a radio 
research firm, has also jumped into the 
television consulting business. Unlike 
its two competitors, Birch Scarbor- 
ough Research is not exclusive to one 
station per market. 

All three services share similarities 
in that they all try to focus on provid- 
ing television stations with a better 
understanding of the advertiser's cus- 
tomer base. Each has different survey 
methodologies and that is how the 
three services try to distinguish them- 
selves from each other. 

Costs for the services are also very 
similar. While the companies declined 
to discuss their rates, in a top -W mar- 
ket they are said to range from 
$60,000 to $75,000 annually. 

Leigh Stowell & Co., which has 
more than 50 client stations, was 
founded by Leigh Stowell, who, be- 
fore starting the company in 1981, 

James A. Gammon, President 

Radio & Television Brokerag, 

GAMMON 
MEDIA 
BROKERS, INC. 

1925 K Street, NW, Suite 304 

Washington, DC 20006 

202 -862.2020 

Member: National Association of Media Broker, 
(NAMB), NAB 
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spent much of his time in news re- 
search and station management. 
Stowell wanted to "look at the audi- 
ence and relate it in a more pragmatic 
way to the advertiser." Psychograph- 
ics, according to Stowell, is the way to 
do that. It is the study of self- concepts 
describing "the values, attitudes and 
beliefs that motivate consumer behav- 
ior." 

Through surveys of particular mar- 
kets, Stowell & Co. tries to determine 

"Broadcasters have to 
begin to know and feel 

what retailers want, 
what their goals and 

objectives are." 
Craig Marshall, Marshall Marketing 

a market's demographic and psycho - 
graphic profile, purchasing patterns 
and media consumption. A typical 
consumer market profile by Stowell & 
Co. consists of telephone interviews 
with 1,000 to 2,500 people, depend- 
ing on market size. Stowell & Co. 
claims that with a sample size of 
1,000, there is a "95% chance the 
answers will mirror the population 
within an error range of plus or minus 
3.2%." Surveys are conducted annu- 
ally for its client stations and stations 
play a substantial part in designing 
questions for the surveys. 

From there, Stowell breaks out the 
population of a market into groups, 
based on personal satisfaction, leisure 
activities, economic, social and politi- 
cal viewpoints, and then tells station 
sales executives how to use this mate- 
rial when selling to advertisers. 

Like Leigh Stowell, Craig Mar- 
shall, president, Pittsburgh -based 
Marshall Marketing & Communica- 
tions, has a television station sales and 
research background. He opened Mar- 
shall Marketing in 1985 after he pur- 
chased the then seven -year-old Target 
Dollars consulting program. Marshall 
Marketing, which has 60' client sta- 
tions, also conducts annual surveys. 
One difference between Stowell & 
Co. and Marshall Marketing is that 
Marshall interviews advertisers before 
conducting a survey to determine what 
sort of information they are interested 
in. Then, a survey of 1,000 consumers 
is conducted. 

Birch Scarborough Research, ac- 
cording to Philip Sahadi, television 

sales manager, has seen its TV station 
client list go from about 15 in 1988 to 
more than 100 now. Scarborough dif- 
fers from its competitors in that more 
than one station in a market can sub- 
scribe to its service. Also, Birch Scar- 
borough surveys an average of 4,000 
people per market. Besides a phone 
survey, Scarborough also mails its re- 
spondents a product information book- 
let and a seven -day TV log to record 
that respondent's TV viewing. 

According to sales managers and 
research directors familiar with the 
three services surveyed by BROAD- 
CASTING, each has advantages and dis- 
advantages. One research executive at 
a station in a top -10 market has had 
the chance to work with all three serv- 
ices over the last few years. Said the 
executive: "The big advantage to 
Marshall and Stowell is that the client 
station does its own questionnaire." 
On the other hand, the executive con- 
tinued, Scarborough has a big advan- 
tage because of its "much higher" 
respondent base. "They all give great 
information." 

There are also mixed blessings to 
Stowell and Marshall's exclusivity, 
said one station executive. Having one 
per market is an advantage because 
you are the only one privy to the infor- 
mation and you can sell an advertiser 
on the fact that the questionnaire was 
[custom] -made for this market." 
However, he continued, Scarborough 
is more established and accepted by 
advertising agencies. Said the execu- 
tive: "You spend time qualifying 
Stowell and Marshall. People are fa- 
miliar with Scarborough and they tend 
to believe it the way they believe Niel- 
sen and Arbitron." 

Still, users of the three services are, 
for the most part, pleased. Joe Del - 
Grasso, vice president and sales man- 
ager, WJLA -TV Washington, has been a 
Marshall Marketing client for four years. 
Said DelGrasso: "I see the service as an 
opportunity to understand the local mar- 
ketplace." Also, he added, as have other 
sales executives, the information gained 
from these surveys often allows stations 
to try to meet with clients directly and 
bypass the advertising agencies. "It cre- 
ates an opportunity for sales people to get 
into a more consultive sell -type posi- 
tion," DelGrasso said. 

The marketing and research services 
could face a challenge down the mad 
from Arbitron's ScanAmerica -the ser- 
vice designed to measure both viewers 
and purchases tied to commercials. 
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Changing I lands 
This week's tabulation of station and system sales ($250,000 and above) 

WHO -AM -TV and KLYF(FM) Des Moines, 
Iowa, and KFOR -TV Oklahoma City, 
Okla. Sold by Palmer Communications 
Inc. to Hughes Broadcasting Partners for un- 
disclosed price; industry sources estimate 
price at $70 million. Seller is headed by 
William J. Ryan, and also owns WNOG(AM)- 

WCVU(FM) Naples, Fla. Buyer is headed by 
Paul Hughes, and is backed by VS &A Com- 
munications Partners L.P. and Smith Barney 
Investors L.P. Hughes Broadcasting also 
owns woKRCrv) Rochester, N.Y., and holds 
approximately 5% limited partnership interest 
in Narragansett Radio Ltd., licensee of 
WYNK -AM -FM Baton Rouge, KEZO -AM -FM 

Omaha and KAYI(FM) Musgokee, Okla. 
WHO(AM) is fulltimer with MOR format on 
1040 khz with 50 kw. WHO-TV is NBC affili- 
ate on ch. 13 with 316 kw visual, 47.9 kw 
aural and antenna 1,970 feet above average 
terrain. KLYF has AC format on 100.3 mhz 
with 100 kw and antenna 1,700 feet above 
average terrain. Broker: Howard Stark. 

WGHP -TV High Point, N.C. Sold by Taft 
Broadcasting Co. to Great American Com- 
munications for approximately $27 million 
plus working capital and forgiveness of 
some debt by affiliate of Great American. 
Seller is headed by Dudley Taft, and is also 
selling majority control of WPHL -TV Phila- 
delphia (see below). Buyer is headed by 
George E. Castrucci, and recently sold 
WDVE(FM) Pittsburgh and WNDE(AM)- 
WFBQ(FM) Indianapolis C 'Changing 
Hands," Oct. 14), and is licensee of nine 
AM's six FM's and five TV's. WGHP -TV is 
ABC affiliate on ch. 8 with 316 kw visual, 
63.1 kw aural and antenna 1,270 feet above 
average terrain. 
WPHL -TV Philadelphia Sold by Taft 
Broadcasting Co. to Tribune Broadcasting 
Co. for $19 million in preferred stock and 
warrants to buy majority of common stock. 
Seller is headed by Dudley Taft, and is also 
selling WGHP -TV High Point, N.C. (see 
above). Buyer headed by James Dowdle, 
and owns 2 AM's, 2 FM's and 6 TV's. It 
also operates Tribune Entertainment Co. 
WPHL -TV is independent on ch. 17 with 
2340 kw visual, 300 kw aural and antenna 
1,313 feet above average terrain. 

WTTB(AM).WGYL(FM) Vero Beach, Fla. 
Sold by Development Specialists Inc. to 
Treasure Coast Broadcasting Co. for $4.445 
million cash. Seller is headed by William A. 
Brandt Jr., receiver, and is also licensee of 
WQRC(FM) Bamstable, Mass., which is also 
being assigned. Buyer is headed by Stephen 
D. Seymour, who also has interests in licens- 
ee of WCKT(FM) Lehigh Acres, Fla. wrrh is 
fulltimer with news -talk format on 1490 khz 
with 1 kw -U. wcYL has easy listening format 
on 93.5 mhz with 1.3 kw and antenna 475 

PROPOSED STATION TRADES 

By volume and number of sales 

This Week: 

AM's 0 $198,000 0 1 

FM's 0 $2,600,000 0 5 

AM -FM's 0 $8,387,500 D 6 

TV's $116,000,000 0 6 

Total 0 $127,185,500 18 

Year to Date: 

AM's 0 $70,048,999 0 238 

FM's 0 $200,097,608 0 253 
AM -FM's 0 $301,303,574 0 187 

TV's 0 $1,042,854,400 D 75 

Total $1,614,304,581 753 
For 1990 total see Jan. 7. 1991 BROADCASTING. 

feet above average terrain. 

WAYP(FM) Holmes Beach (Sarasota -Bra- 
denton), Fla. Sold by 98.7 Partnership to 
Alpalm Broadcasting Corp. for $2.3 million. 
Seller is headed by C.E. Pierce, managing 
partner, and has no other broadcast interests. 
Buyers are Norman R. and David E. Alpen, 
father and son, who are also licensees of 
WAVV(FM) Marco (Ft. Myers), Fla. WAYP is 
allocated to 98.7 mhz with 3 kw and antenna 
328 feet above average terrain. Broker: Stan 
Raymond & Associates Inc. 

KGRX(FM) Globe, Ariz. Sold by Daytona 
Group of Arizona Inc. to G.G. International 
Ltd. for $750,000 cash. Seller is headed by 
Steve L. Ditman. Licensee is 100% owned 
by Norman S. Drubner, who also owns 
KRRC(AM)- KXYQ(FM) Salem, Ore., and 
KZRQ(AM)- KIVA(FM) Santa Fe, N.M. Buyer is 
headed by Philip L. Glass (100%), and has 
no other broadcast interests. KGRX has jazz - 
rock format on 100.3 mhz with 15 kw and 
antenna 2,047 feet above average terrain. 

WKRT(AM) -WNYP(FM) Cortland, N.Y. 
Sold by Sun Radio Broadcasting Inc. to 
Northstar Broadcasting Corp. for $1.1 mil- 
lion. Terms: $500,000 cash at closing and 
$600,000 five -year promissory note at 10%, 
plus consulting and noncompete agreements. 
Seller is headed by Emanuel Gerard, and has 
no other broadcast interests. Buyer is headed 
by Jeffrey D. Shapiro and Bruce G. Danziger 
(each 33.3%), and is controlling stockholder 
of licensee of WNCQ(AM) -WCIZ(FM) Water- 
town, N.Y. Shapiro also owns 12.3% interest 
in licensee of WTSV(AM)- WHDQ(FM) Clare- 
mont, N.H. WKRT has oldies format on 920 
khz with 1 kw day, 500 w night. wNYYP has 
CHR format on 99.9 mhz with 24 kw and 
antenna 710 feet above average terrain. 

Broadcasting Nov 18 1991 

SOLD! 

KSJX -AM/KSJO -FM, San 
Jose, California has been sold 
by Narragansett Broadcasting 
Company of California, Inc., 
to BayCom Partners, L.P., 
Jack McSorley and Ed Canty, 
Principals. 

Elliot B. Evers 
Broker 

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 

10 
LVIr 

MEDIA VENTURE 
PARTNERS 
WASHINGTON, DC 

ORLANDO 
SAN FRANCISCO 

Subject to F.C.C. approval 
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l MAJOR MEETINGS 

Date', Book 

Indicates new listing or changed item 

THIS WEEK 

Nev. 19- American Women in Radio and Televi- 
sion, New York City chapter. breakfast. Theme: 
"The Entrepreneurial Woman in Television: How to 
Make It When They Say You Can't." Intercontinen- 
tal Hotel. New York. Information: Linda Pellegrini, 
(212) 572-5234. 

Nor. 19- "Comedy in Radio Advertising." luncheon 
hosted by The Ad Club of New York and Radio 
Advertising Bureau, sponsored by Group W Ra- 
dio/Westinghouse Broadcasting and The Interep 
Radio Store. Grand Ballroom of the Plaza Hotel. 
New York. Information, (212) 935 -8080 

Nev. 19- National Broadcasting Society.'Alpha Ep- 
silon Rho New England region convention. Emer- 
son College, Boston. Information. Donna Walcovy, 
(508) 626 -4698. 

N ev. 19- "Radio Night,' sponsored by Houston As- 
sociation of Radio Broadcasters. Wortham Center, 
Houston. Information: Kim Clark, (713) 621 -9401. 

N ev. 19 -"The Road to Results," affiliate ad sales 
workshop sponsored by MTV Network. Sacramen- 
to. Calif. Information: Elizabeth Miropol. (312) 565- 
2300. 

D IM 19 -Cable Television Administration and Mar- 

keting Society's Pay -Per -View 1991. Anaheim, 
Calif. Information: (703) 549 -4200. 

N ev. 19-20-"Essential Skills in Public Affairs," two - 
day course for cable system managers sponsored 
by Community Antenna Television Association. 
Sheraton Grand Hotel, Dallas -Fort Worth Airport. 
Information: Ellen Neill -Dore. (703) 691 -8875. 

N ov. 19-22 -Cable Television Administration and 
Marketing Society sales management master 
course. Orlando. Fla Information: (703) 549 -4200 

N Nev. 19-23-European Telecommunication De- 
velopment conference. Prague, Czechoslovakia. 

N ov. 20- American Women in Radio and Televi- 
sion, Houston chapter, luncheon. Holiday Inn 

Crowne Plaza, Houston. Information: Jane Powell. 
(713) 621 -2680. 

N ev. 20 -"The Cable Revolution in New York City. " 
drop -in luncheon sponsored by National Academy 
of Television Arts and Sciences, New York chapter. 
Speaker: Richard Aurelio, president. Time Warner 
New York City Cable Group. Copacabana. New 
York. Information: (212) 768 -7050. 

N ev. 20- "Television Sports Through Agency 
Eyes." panel sponsored by International Radio and 
Television Society Sports Division. Time -Life Build- 
ing. New York. Information: (212) 867 -6650. 

N ov. 20- Meeting of Society of Cable Television 
Engineers, Penn -Ohio Meeting Group. Cranberry 
Motor Lodge. Warrendale, Pa. Information: (716) 

664 -7310. 

N ov. 20-22-Western Cable Show, sponsored by 
California Cable TV Association. Anaheim Conven- 
tion Center, Anaheim, Calif. 

Nov. 21- Federal Communications Bar Association 
luncheon. Speaker: Robert Allen, chairman, AT &T. 
Washington Marriott, Washington. Information: 
Mary Blasinsky, (202) 833 -2684. 

Nov. 21- 22- "Essential Skills in Public Affairs," two- 
day course for cable system managers sponsored 
by Community Antenna Television Association. 
Sheraton Grand Hotel, Dallas -Fort Worth Airport. 
Information: Ellen Neill -Dore, (703) 691 -8875. 

Nw. 22- Broadcast Pioneers of America, Wash- 
ington area chapter, 12th annual awards banquet. 
Kenwood Country Club, Bethesda. Md. Informa- 
tion: Vince Curtis, (202) 828-5720, or Mamelle Cle- 
mons, (202) 828 -5709. 

N ev. 22- "Broadband Common Carrier Delivery to 
the Home By Telcos: The Policy, Economic and 
Technical Issues," colloquium sponsored by the 
Annenberg Washington Program, Communications 
Policy Studies, Northwestern University. Washing- 
ton. Information: Sharon Duffy, (202) 393 -7100. 

N ev. 22 -U Network affiliates annual conference 
sponsored by National Association of College 
Broadcasters. Brown University, Providence, R.I. 
Information: (401) 863 -2225. 

Nov. 22 -24 -Fourth annual national conference of 

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

N ev. 23-25 -LPTV annual conference and expo- 
sition, sponsored by Community Broadcasters 

Association. Riviera Hotel, Las Vegas. 

Jen. 610, 1992- Association of Independent 
Television Stations annual convention. Nob Hill 
Complex, San Francisco. 

km. 1046, 1992 -National Association of Broad- 
casters winter board meeting and legislative fo- 
rum. La Quinta, Calif. 

Jee. 20ß4, 1992 -29th NATPE International 
convention, New Orleans Convention Center, 
New Orleans. 

Jse. 25.29, 1992-49th annual National Reli- 
gious Broadcasters convention. Washington. In- 

formation: (201) 428 -5400. 

lea. 36106. 2, 1992-Radio Advertising Bureau 
Managing Sales Conference. Nashville. 

Feb. 7-8, 1992 -26th annual Society of Motion 
Picture and Television Engineers Advanced 
Television and Electronic Imaging conference. 
Westin St. Francis Hotel. San Francisco. Infor- 
mation: (914) 761 -1100. 

Feb. 9.11, 1992 -14th International Market of 
Cinema, TV and Video. Loews Hotel, Monte Car- 
lo. Information: (33) 93 -30 -49-44 or (fax) (33) 93- 
50-70-14. 

Feb. 12-14, 1992- Satellite Broadcasting and 
Communications Association winter conference. 
Reno, Nev. 

Feb. 26.20, 1992 -Texas Cable Show, spon- 
sored by Texas Cable TV Association. San An- 

tonio Convention Center, San Antonio, Tex. 

Mará 47, 1992 -23rd Country Radio Seminar, 
sponsored by Country Radio Broadcasters. 
Opryland Hotel, Nashville. 

Merá 25.24 1992-National Broadcasting So- 
ciety/Alpha Epsilon Rho national convention. 
Holiday Inn Crowne Plaza, Washington. Informa- 
tion: (803) 777 -3324 or (412) 357 -3210. 

Apra 5-7, 1992 -Cabletelevision Advertising Bu- 
reau 11th annual conference. Marriott Marquis, 
New York. 

April 611, 1992 - American Association of Ad- 
vertising Agencies annual convention. Ritz -Carl- 
ton, Naples, Fla. 

April 1612, 1992- Television Bureau of Adver- 
tising 37th annual meeting. Las Vegas. Informa- 
tion: (212) 486 -1111. 

April 1615, 1992- IMIP -71r, international televi- 
sion program marketplace. Palais des Festivals, 
Cannes, France. Information: (212) 689 -4220. 

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. 

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

Nov 24, 1992-Public Radio annual conference. 
Sheraton Hotel, Seattle. 

May 34, 1992-National Cable Television Asso- 
ciation annual convention. Dallas. Future con- 

vention: June 6 -9, 1993, San Francisco. 

May 27.30, 1992 - American Women in Radio 
and Television 41st annual Convention. Phoenix. 

Jess II-13, 1992 -NAB/Montreux International 
Radio Symposium and Exhibition. Montreux, 
Switzerland. 

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

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

Jely 2 -7, 1992 -International Broadcasting Con- 
vention. RAI Center, Amsterdam. Information: 
London -44 (71) 240 -1871. 

Ave. 23-27, 1992 -Cable Television Administra- 
tion and Marketing Society annual convention. 
San Francisco Hilton, San Francisco. Informa- 
tion: (703) 549 -4200. 

Sept. 1.11, 1992- Eastern Cable Show spon- 
sored by Southern Cable Television Association. 
Atlanta. Information: (404) 255 -1608. 

Sept. 9-12, 1992 -Radio '92 convention, spon- 
sored by National Association of Broadcasters. 
New Orleans. 

Sept. 23-26, 1992- Radio-Television News Di- 
rectors Association conference and exhibition. 
San Antonio, Tex. Information. (202) 659-6510. 

Nev. 20-22, 1992 -LPN annual conference and 
exposition, sponsored by Community Broad- 
casters Association. Riviera Hotel, Las Vegas. 
Information: 1 (800) 255 -8183. 
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National Association of College Broadcasters. in- 

cluding annual college radio/TV satellite affiliates 
conference (Nov. 22). Brown University, Provi- 
dence. R.I. Information: (401) 863-2225. 

tler. 23.25-LPN annual conference and exposi- 
lion, sponsored by Community Broadcasters Asso- 
dation. Riviera Hotel. Las Vegas. Information (800) 
225 -8181 

by Community Antenna Television Association. At- 
lanta Airport Hilton. Information Ellen Neill -Dore. 
(703) 691 -8875. 

Mt. 4 -'TBS in the 90's- -Still Going Strong," drop- 
in luncheon sponsored by National Academy of 
Television Arts and Sciences, New York chapter. 
Speaker Terry L. Segal, executive vice president 
and general manager, TBS. Copacabana, New 
York. Information: (212) 768-7050. 

Dec. 4- International Radio and Television Society 
under -30'$ seminar. Theme: "FCC Regulation: A 
Look at Fin -Syn and Its Ramifications." NBC Mez- 
zanine Level, New York. Information: (212) 867- 
6650. 

Dec S- Seventh annual American Sportscasters 
Association Hall of Fame dinner honoring Muham- 
mad Ali with the Sports Legend Award. Marriott 
Marquis, New York. Information: (212) 227 -8080. 

Dec S- Federal Communications Bar Association 
annual chairman's dinner honoring FCC Chairman 
Alfred Sikes. Washington Hilton Hotel, Washington. 
Information: (202) 833 -2684. 

Dec s+- "Newsroom Technology: The Next 
Generation." technology seminar sponsored by 
The Freedom Forum Media Studies Center. Colum- 
bra University, New York. Information: Shirley 
Gazsi, (212) 280 -8392 

60 for 60. On Dec. 10, in Wash - 
ington's Mayflower Hotel, BROAD - 
CASTING will celebrate its 60th an- 
niversary and inaugurate its Hall of 
Fame. Sixty honorees will be in- Y 
ducted that evening; others will be 

named annually. Proceeds go to the 
Museum of Television and Radio 
and the Broadcast Pioneers Library; 
arrangements for tickets ($350 g 
each) may be made through Joan 
Miller at (212) 599 -2830. 

6- Radio- Television News Directors Associa - 
bon region 13 super -regional conference. Omni 
Shoreham Hotel, Washington. Information: (202) 
223 -4007 or (804) 997 -7082. 

Dee. 6- Deadline for entries in International Broad - 
casting Awards for "world's best radio and TV 

commercials,' sponsored by Hollywood Radio and 
Television Society. Information: (818) 769 -4313. 
pK- 7-"Covering the 1992 Republican National 
Convention," seminar sponsored by Texas Associ- 
ated Press Broadcasters. Holiday Inn Crowne Pla- 
za, Houston. Information. Diana Jensen, (214) 991- 
2100. 

Da. $ -13- "Producing Newscasts," seminar for 
broadcast journalists sponsored by Poynter Insti- 
tute. Poynter Institute, St. Petersburg, Fla. Informa - 
lion (813) 821 -9494. 

óa.1 -13- Lectures on First Amendment issues by 
journalists and public ligures sponsored by Co/um- 
bia University Graduate School of Journalism as 

ALSO IN NOVEMBER 

Nev. 26 -International Radio and Television Society 
newsmaker luncheon. Featuring talk show hosts: 
Deborah Norville. Maury Povich, Montel Williams, 
Jenny Jones and Bruce Williams. Waldorf- Astoria 
Hotel, New York. Information: (212) 867 -6650. 

DECEMBER 

tit. 2- Deadline for entries in 1992 National Edu- 
cations' Film and Video festival. Eligible produc- 
tions include documentaries, made -for -N pro- 
grams and PSA's. Information (415) 465 -6885. 

óe.2.3- "Telecommunications Policy and Regula- 
fion: The Year Ahead, Congress. the FCC and 
Judge Greene's Court." annual institute co -spon- 
sored by Practising Law Institute and the Federal 
Communications Bar Association. Four Seasons 
Hotel, Washington. Information (212) 765 -5700. 

Dec 3.4- "Essential Skills in Public Affairs," two- 
day course for cable system managers sponsored 

yam, Si 'Essential Skills in Public Affairs." two- 
day course for cable system managers sponsored 
by Community Antenna Television Association. At- 
lanta Airport Hilton. Information: Ellen Neill -Dore, 
(703) 691.8875. 

tit. 6-New Yak Association of Black Journal- 
ists fifth annual scholarship and awards celebra- 
fion. Synod Hall of The Cathedral of St. John the 
Divine, New York. Information: (212) 481 -8484. 

Minor falls account for 
more spinal injuries 
than any other 
type of mishap. , r 

They can be the 
cause of postural 
problems and physical 
disabilities... and that's 
no nursery rhyme! 

Countless people have been subjected to major 
health problems because they suffered structural inju- 

ries which often do not show the expected 
symptoms. Even an innocent fall, bump or jar 

may be the cause; and the 
severity may not be known 

for years without profes- 
sional attention. 

The mission of this important 
public service television 

and radio campaign is to 
make parents more aware 
and mindful of their chil- 

dren's falls. lb cause them 
not to take their own falls 

for granted either. lb moti- 
vate them to listen, watch 

and protect those easily 
distorted bones, which are 

the framework of growth 
and development. 

THAT'S THE MESSAGE 
THESE 60-SECOND AND 
30- SECOND RADIO SPOTS AND 
TELEVISION SPOTS COMMUNICATE 
TO YOUR AUDIENCE! 

Broadcasting Nov 18 1991 

TO: American Chiropractic Association 
1701 Clarendon Boulevard 
Arlington, Virginia 22209 

Please send me copies of " HUMPTY DUMPTY AND OTHER 
GREAT FALLS" public service spots for: 

Television (One 60 sec. & one 30 sec.) 
Radio (Four 80 sec. & four 30 sec. taped spots) 

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

Public Service Director 

85/91-3 

Station 

Street Address 

City State Zip 
_ 

Please Send Me Additional Health Campaigns That Are Available. 
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part of Freedom Week celebration. World Room, 
Columbia University Graduate School of Journal- 
ism, New York, Information: (212) 854 -4150. 

Dec 10-New York Women in Cable and Cable 
Television Administration and Marketing Society 
present the 1991 Cable Follies and special presen- 
tation of the Roy Mehlman Innovator /Leadership 
Award. The Hudson Theatre, Hotel Macklowe, New 
York. Information: Beth St. Paul, (201) 585 -6430, or 
Patricia Karpas, (201) 585 -6429. 

Dec IS- "The Computer Manipulation and Cre- 
ation of Audio and Video: Assessing the Down- 
side," colloquium sponsored by the Annenberg 
Washington Program, Communications Policy 
Studies, Northwestern University. Washington. In- 

formation: Sharon Duffy, (202) 393.7100. 

Dac. 10 -"The Road to Results," affiliate ad sales 
workshop sponsored by MTV Network. Portland, 
Ore. Information: Elizabeth Miropol, (312) 565- 
2300. 

Mc 10.12 -Cable Television Administration and 
Marketing Society service management master 
course. Atlanta. Information: (703) 549 -4200. 

Mc I1- "The Road to Results," affiliate ad sales 
workshop sponsored by MTV Network. Seattle. In- 

formation: Elizabeth Miropol. (312) 565 -2300. 

Me- 11 -Gala dinner honoring the First Amend- 
ment and Justice William J. Brennan Jr. sponsored 
by Columbia University Graduate School of Jour- 
nalism as part of Freedom Week celebration. The 
Rotunda of Low Memorial Library, Columbia Uni- 
versity, New York. Information: (212) 755 -1190. 

Mc 11- 12- Occupational Health and Safety Act 
compliance seminar sponsored by National Cable 
Television Institute. Information: (303) 761 -8554. 

Mc 11 -13 -Ninth annual Private Cable Show. Wes- 
tin Resort, Hilton Head, S.C. Information: (713) 342- 
9655. 

Mt. 12 -Women in Cable, Greater Philadelphia 
chapter and Philadelphia chapter of Cable Televi- 
sion Administration and Marketing Society annual 
Christmas celebration. Merion Tribute House, Bala 
Cynwyd, Pa. Information: Cathy Schmidt, (215) 
668 -2210 or Lisa Stuchell, (215) 443 -9300. 

Mí.12- International Radio and Television Society 
Christmas benefit. The Waldorf- Astoria Hotel, New 
York. Information: (212) 867 -6650. 

Dec. 1S-Deadline for entries tor The International 
Sports Video and Film Festival 92. Information: 
(305) 893 -8771. 

0.c 10- Hollywood Radio and Television Society 
holiday party. Century Plaza, Los Angeles. Infor- 
mation: (818) 769 -4313. 

JANUARY 1992 
Jr. 7- Deadline for entries for Commendation 
Awards sponsored by American Women in Radio 
and Television. Information: (202) 429 -5102. 

lr 7.5- "Essential Skills in Public Affairs," two - 
day course for cable system managers sponsored 
by Community Antenna Television Association. 
Holiday Inn Crowne Plaza, Burlingame, Calif. Infor- 
mation: Ellen Neill -Dore, (703) 691 -8875. 

J4 74- "Essential Skills in Public Affairs," two- 
day course for cable system managers sponsored 
by Community Antenna Television Association. Hy- 
att Fair Lakes, Fairfax, Va. Information: Ellen Neill - 
Dore, (703) 691 -8875. 

J.. 7 -10- Association of Independent Television 
Stations annual convention. San Francisco. Infor- 
mation: (202) 887 -1970. 

Jr. S- Deadline for 11th annual Northern Cali- 
fornia Radio and Television News Directors Associ- 
ation awards, Information: Darryl Compton, (415) 
561 -8760. 

l.. S-- National Academy of Television Arts and 
Sciences, New York chapter, drop -in luncheon. 

Speaker: Anne Sweeney, senior vice president, 
program enterprises. Nickelodeon/ Nick at Nite. 
Copacabana, New York. Information: (212) 768- 
7050. 

Jr. IL- Deadline for entries for ADDY Awards 
sponsored by The Advertising Club of Metropolitan 
Washington. Information: (301) 656 -2582 

1.. 5.10- Association of Independent Television 
Stations annual convertion. Nob Hill Complex, San 
Francisco. 

J.. 9-14-"Essential Skills in Public Affairs," two - 
day course for cable system managers sponsored 
by Community Antenna Television Association. 
Holiday Inn Crowne Plaza, Burlingame, Calif. Infor- 
mation: Ellen Neill -Dore, (703) 691 -8875. 

Jr. 3-10- "Essential Skills in Public Affairs," two- 
day course for cable system managers sponsored 
by Community Antenna Television Association. Hy- 
att Fair Lakes, Fairfax, Va. Information: Ellen Neill - 
Dore, (703) 691 -8875. 

N 10-16- National Association of Broadcasters 
joint board meeting and legislative forum. Palm 
Springs, Calif. 

M. 13- Deadline for entries for the Anson Jones 
Award competition honoring excellence in health 
communication to the public. Sponsored by Texas 
Medical Association. Entries must have been 
broadcast between Jan. 1, 1991, and Dec. 31, 
1991. Information: (512) 370 -1389. 

Jr, 1415 -14th annual International Sport Sum- 
mit. New York Marriott, New York. Information: 
(212) 239 -1061 or (301) 986 -7800. 

J... IS-- Drop -in luncheon sponsored by National 
Academy of Television Arts and Sciences, New 
York chapter. Speaker: Jennifer Lawson, executive 
vice president, national programing and promotion 
services, PBS. Copacabana. New York. Informa- 
tion: (212) 768 -7050. 

Jr. 1S- Deadline for entries for INPUT '92 spon- 
sored by South Carolina ETV. Those who are eligi- 
ble to apply include directors, producers, writers 
and videographers at PBS stations, as well as inde- 
pendent filmmakers who produce programs for 
public television. Information: Sandie Pedlow, (803) 
737 -3208. 

Jr. 14-- Newsmaker luncheon sponsored by Inter- 
national Radio and Television Society. Waldorf-As- 
toria Hotel, New York. Information: (212) 867 -6650. 

Jr. 14- Federal Communications Bar Association 
luncheon. Speaker: Dr. Thomas Stanley. FCC chief 
engineer. Washington Marriott, Washington. Infor- 
mation: Mary Blasinsky, (202) 833 -2684. 

lu . 20- 24- -NATPE International convention. New 
Orleans. 

M. 25.29 --49th annual National Religious Broad- 
casters convention. Washington. Information: (201) 
428 -5400. 

Jr. 27- Nebraska Broadcasters Association Le- 
gislative /Hall of Fame banquet. Cornhusker Hotel, 
Lincoln, Neb. Information: Richard Palmquist, (402) 
333-3034. 

lr. 27.20- Television Bureau of Advertising retail 
marketing board retail marketing workshop. Chica- 
go Hilton and Towers, Chicago. Information: Bob 
Lerew, (212) 486 -1111. 

J... 29- National Academy of Television Arts and 
Sciences, New York chapter, drop -in luncheon. 
Speakers: Janeen Bork, vice president and direc- 
tor of programing, Seltel, Inc; John von Soosten, 
vice president and director of programing. Katz 
Television Group. Copacabana. New York. Infor- 
mation: (212) 768 -7050. 

lam. 34F.b. 2 -Radio Advertising Bureau Manag- 
ing Sales Conference. Nashville. 

1... 31- Deadline for application to Harvard Uni- 
versity Neiman Fellowships for Journalists. Appli- 
cants must be full time news, editorial employees 
or photographers with newspapers, press ser- 
vices, radio, television or magazines (except for 

trade journals): have three years of professional 
experience in the media and must obtain their em- 
ployer's consent for a leave of absence for the 
academic year. Information: (617) 495 -2237. 

Jr- 31- Fá. 2- California Broadcasters Association 
winter conference. Wyndham Hotel, Palm Springs, 
Calif. Information: (916) 444 -2237. 

FEBRUARY 1992 
Feb. 1- Deadline for entries in 1992 Best of the 
Best Promotion Contest sponsored by National As- 
sociation of Broadcasters. Information: (202) 429- 
5300 

Feb. 2- 3- Minnesota Broadcasters Associaton and 
Society of Broadcast Engineers winter conference. 
The Radisson Hotel, Minnetonka, Minn. Informa- 
tion. Tascha Renken, (612) 926 -8123. 

Feb. 4.5-South Carolina Cable Television Associa- 
tion winter meeting. Downtown Marriott, Columbia, 
S.C. Information: Nancy Home, (404) 252 -2454. 

kb. 4-3-Arizona Cable Television Association an- 
nual meeting. Hyatt Regency, Phoenix. Ariz. Infor- 
mation: (602) 955 -4122. 

kb. 54 --20th annual faculty industry seminar 
sponsored by International Radio and Television 
Society. Theme: "Surviving in the 1990's: Is Broad- 
casting on Its Way Up or Out ?" New York Marriott 
East Side, New York. Information: (212) 867 -6650. 

hob. 54 -Urban Network third annual conference. 
Stouffer Concourse Hotel, Los Angeles. Informa- 
tion: (818) 843 -5800. 

kb- S-- "Computers for Video. Video for Comput- 
ers." all -day tutorial sponsored by Society of Mo- 
tion Picture and Television Engineers. Westin St. 
Francis. San Francisco. Information: (914) 761- 
1100. 

kb. 40 -- American Women in Radio and Televi- 
sion board of directors and foundation board meet- 
ing. Washington. Information: Donna F. Cantor, 
(202) 429 -5102. 

F.b. 7- Newsmaker luncheon sponsored by Inter- 
national Society of Radio and Television. Waldorf - 
Astoria Hotel. New York. Information: (212) 867- 
6650. 

M. 74 -26th annual Society of Motion Picture and 
Television Engineers advanced television and 
electronic imaging conference. Westin St. Francis, 
San Francisco. Information: (914) 761-1100. 

kb. 9.14 -27th annual management development 
seminars for broadcast engineers sponsored by 
National Association of Broadcasters. University of 
Notre Dame. South Bend, Ind. Information: (202) 
429 -5346. 

F.b- 1.14 -14th International Market of Cinema, TV 
and Video. Loews Hotel, Monte Carlo. Informatio(: 
(33) 93 -30 -49-44 or (fax).(33) 93-50-70-14. 

Fab. 11- "Using Humor in Business," breakfast 
sponsored by American Women in Radio and Tele- 
vision, New York City chapter. Intercontinental Ho- 
tel, New York. Information: Linda Pellegrini, (212) 
572 -5234. 

kb. 11- 12-The Georgia Cable Television Associp- 
lion annual convention. Peachtree Plaza Hotel, At- 
lanta. Information: Nancy Home. (404) 252-4371. 

F.b. 12.14 -- Satellite Broadcasting and Communi- 
cations Association winter conference. Reno, Nev. 

kb. 10.19- Broadcast Cable Credit Association 
credit seminar. Town and Country Hotel, San Die- 
go. Information. Cathy Lynch, (708) 296 -0200. 

Feb. 19 -20- Broadcast Cable Financial Manage- 
ment Association and Broadcast Cable Credit As- 
sociation board of directors meeting. Town and 
Country Hotel, San Diego. Information: Cathy 
Lynch, (708) 296 -0200. 

Fok. 20- Federal Communications Bar Association 
luncheon. Speaker: Sharon Percy Rockefeller, 
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president of WETA. Washington Marriott, Washing- 
ton. Information: Mary Blasinsky. (202) 833 -2684. 

Feb. 24-24- Michigan Broadcasters Association 
mid -winter conference. Lansing Center, Lansing, 
Mich. 

Fab. 26-28 -Texas Cable Show, sponsored by Tex- 
as Cable TV Association. San Antonio Convention 
Center, San Antonio, Tex. Information: (512) 474- 
2082. 

MARCH 1992 
March 4-7 -23rd Country Radio Seminar, spon- 
sored by Country Radio Broadcasters. Opryland 
Hotel, Nashville. 

Mua 4 4-11th annual Northern California Radio 
and Television News Directors Association conven- 
tion and awards. Clarion Inn, Compton, Calif. Infor- 
mation: Darryl Compton. (415) 561 -8760. 

Much ê-S -Radio and Television News Directors 
Association region two super -regional conference. 
Clarion Inn, Compton, Calif. Information: Darryl 
Compton. (415) 561 -8760. 

Much 7- 111-National Association of Broadcasters 
state leadership conference. Washington. 

March 11- Newsmaker luncheon sponsored by In- 
ternational Radio and Television Society, Waldorf- 
Astoria Hotel, New York. Information: (212) 867- 
6650. 

March 18-Presentation of International Broadcast- 
ing Awards for "world's best radio and TV commer- 
cials," sponsored by Hollywood Radio and Televi- 
sion Society. Beverly Hilton, Los Angeles. 
Information: (818) 769 -4313. 

March 19- Federal Communications Bar Associa- 
tion luncheon. Speaker: Newton Minow, former 
FCC chairman. Washington Marriott, Washington. 
Information: Mary Blasinsky, (202) 833 -2684. 

Mara 19 -17th annual Commendation Awards cer- 
emony sponsored by American Women in Radio 
and Television. The Waldorf- Astoria Hotel, New 
York, Information: (202) 429 -5102. 

APRIL 1992 
ADN 5-7-Cabletelevision Advertising Bureau 

11th annual conference. Marriott Marquis, New 
York. Information: (212) 751 -7770. 

April 7- Newsmaker luncheon sponsored by Inter- 
national Radio and Television 500104'. Waldorf-As- 
toria Hotel, New York. Information: (212) 867 -6650. 

_I 611- American Association of Advertising 
Agencies annual convention. Ritz -Carlton, Naples, 
Fla. 

A_ 1142- Television Bureau of Advertising 37th 
annual meeting. Las Vegas. Information: Eleanor 
Pachnik, (212) 486 -1111. 

April 13.13- National Association of Broadcasters 
70th annual convention Las Vegas Convention 
Center, Las Vegas. 

April 19- 24- MIP -TV, international television pro- 
gram marketplace. Palais des Festivals, Cannes, 
France. Information: (212) 689-4220 or (212) 750- 
8899. 

Api1 22- "Getting to the Top: Negotiating the Ob- 
stacle Course," breakfast sponsored by American 
Women in Radio and Television, New York City 
chapter. Intercontinental Hotel. New York. Informa - 
lion: Linda Pellegrini, (212) 5234. 

ADN 22- 25- Broadcast Cable Financial Manage- 
ment Association 32nd annual convention. New 
York Hilton, New York. 

ADN 23- Federal Communications Bar Association 
luncheon. Speaker: Cathleen Black, president of 
American Newspaper Publishers Association. 

ERRATA 

Oct. 21 issue incorrectly reported 
Tektronix Television Division won 
a 1990 -91 Engineering Emmy for 

,rrk in "compact video sys- 
hemti." Award was for company's 
development of test signals and 
measuring equipment for perfor- 
mance evaluation of component 
video systems. 

Select Media buying agency men- 
tioned in Nov. I I story on politi- 
cal advertising in the Lousiana gu- 
bernatorial election is not 
affiliated with New York -based 
Select Media Communications or 
its president Mitch Gutkowski. 

Headline on Nov. 4 story on 
Turner Network Television's NFL 

carriage said network would post 
$40 million loss for 1991 season, 
but did not state that TNT will 
break even if cable subscriber 
fees are added in. 

Washington Marriott, Washington. Information: 
Mary Blasinsky. (202) 833 -2684. 

April 29 -Gold Medal Award dinner sponsored by 
International Radio and Television Society. Wal- 
dorf- Astoria Hotel, New York. Information: (212) 
867 -6650. 

MAY 1992 
May 34-- National Cable Television Association an- 
nual convention. Dallas Convention Center, Dallas. 

May 13- Broadcaster of the Year luncheon spon- 
sored by International Radio and Television Soci- 
ety. Waldorf- Astoria Hotel. New York. Information: 
(212) 867 -6650. 

May 19- "Women in Sports Media," luncheon 
sponsored by American Women in Radio and Tele- 
vision, New York City chapter. Intercontinental Ho- 
tel, New York. Information: Linda Pellegrini, (212) 
572 -5234 

May 21- Federal Communications Bar Associa- 
tion luncheon. Speaker: Brit Hume, ABC White 
House correspondent. Washington Marriott, Wash- 
ington. Information: Mary Blasinsky. (202) 833- 
2684 

May 27 41- American Women in Radio and Televi- 
sion 41st annual convention. La Posada Resort, 
Scottsdale, Ariz. Information: (202) 429 -5102. 

May 21- Deadline for entries in 1992 Crystal Radio 
Awards sponsored by National Association of 
Broadcasters. Information: William Peak, (202) 429- 
5422. 

JUHE 1992 
hoe 7-13-Radio Executive Management Develop- 
ment seminar sponsored by National Association 
of Broadcasters. University of Notre Dame, South 
Bend, Ind. Information: Aimee Jennings. (202) 429- 
5402. 

Jaw 13-Federal Communications Bar Associa- 
tion luncheon. Speaker: Talbot S. D'Alemberte, 
president of the American Bar Association. Wash- 
ington Marriott, Washington. Information: Mary Bla- 
sinsky. (202) 833 -2684. 

Broadcasting: 
PO Box 715. Brewster, NY 10509-0715 
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Open 

MONITORING MONITORING 

EDITOR: FCC Chairman Sikes' 
statement that the FCC staff, together 
with state and city regulatory agen- 
cies, will be adequate to monitor po- 
tential anticompetitive practices of 
regional Bell operating companies 
must be taken with several grains of 
salt. The statement must be evaluated 
in terms of the capability to mean- 
ingfully perform the monitoring func- 
tion. No self -serving statement that 
19 FCC auditors will suffice in and of 
itself demonstrates that capability. 
And the expectation that the capability 
will be enhanced by state and city 
agencies must be taken with many 
more grains of salt. 

Congress in the exercise of its 
oversight responsibility should make 
certain that the expertise and experi- 
ence of those charged with the monitor- 
ing function, in fact, exist. Cross - 
subsidization is only one of the potential 
anticompetitive practices that will re- 
quire intensive monitoring on a continu- 
ous basis. Hopefully, truly effective 
monitoring will be in place in time to 
avoid the practices that will adverse- 
ly affect the telephone ratepayer. -Reu- 
ben Lozner, Chevy Chase, Md. 

FUTURE SHOCK 

EDITOR: Your Oct. 28 issue, and 
many others recently, present a story 
of the major networks and how 
much they are losing covering major 
sports. "World Series a Hit, But 
CBS Still in Hole" told of a $20 mil- 
lion loss based on a $1.06 billion 
contract! And National Football 
League spot prices are down 10% 
to 15% on both CBS and NBC. 

Obviously the networks are pay- 
ing too much for rights to major 
sports. But maybe not. Maybe the 
networks are just setting up the public 
for pay -per -view on cable as NBC 
is doing on next year's Olympics. 

I hope I'm wrong, but can the day 
be too far away when major football 
bowl games, the World Series and 
NCAA and NBA basketball final games 
are all on PPV? Stan Lichtenstein, 

Mike 

mass communications coordinator, 
Chabot College, Hayward, Calif. 

NEW FORMAT FAN MAIL 
EDITOR: The Nov. I I issue of your 
book is truly a feast for the eyes (and 
mind). The color, layout, etc., look 
terrific.- Charles Barrett, The Barrett 
Co., Los Angeles. 

ROLE REVERSAL 

EDITOR: 1 had to chuckle when I 

read your Nov. 4 article, "Cities, Ca- 
ble Unite Against Video Dial 
Tone." The first line began: "Often at 
odds, cable operators and the mu- 
nicipalities they regulate...." 

Of course, you no doubt meant 
to say: "...municipalities and the ca- 
ble operators they regulate...." Or 
did you? As a local cable administra- 
tor, all too often the roles seem re- 
versed. 

I enjoy your reporting of cable - 
related news. Keep it up. -Cathy J. 
Grimes, cable television coordina- 
tor, Consumer Services Department, 
Metropolitan Dade County, Miami. 

SPEAKING OUT 

EDITOR: As a radio broadcaster for 
nearly 40 years, with more than 38 of 
those years in ownership and man- 
agement, and a 38 -year subscriber to 
your magazine, I am writing to you 
because I consider your publication to 
be the spokesman and champion of 
the broadcasting industry. 

For most of my years in broad- 
casting, I have been cognizant of the 
fact that "Americans don't speak 
or read English no more." Through 
the years, on -air personnel have be- 
come more deficient in enunciation 
and pronunciation thanks to an in- 
different education system. The result 
is that the most simple words in our 
language, that are said every day of 
the week, are subject to that defi- 
ciency. In the past five years, being 
semi- retired and able to pay more 
attention to the aforementioned prob- 
lem, I have compiled many of these 

"abused words" and believe that 
enough is enough, and that some- 
body with clout in our industry must 
make the first move to rectify this 
aberration. When people making high 
five -, six- and seven -figure salaries 
are as bad as the $200 and $300 a 
week air people, it's time for some- 
thing to be done. 

I have gathered enough informa- 
tion that can be corroborated by just 
turning on any TV or radio and am 
willing to provide aid to some major 
player in our industry to see if we 
can affect a positive change in the per- 
formance of on -air personnel. And 
that goes for network anchor people, 
sportscasters, etc. 

I remember the first line in my 
announcing handbook that was handed 
to me in 1951: "Announcers are 
made, they are not born." I believe 
that is the truth and that any on -air 
person with any pride would be inter- 
ested in becoming as near perfect in 
their speech as is humanly possible. 
Oscar Wein, WDLC(AM)- WTSX(FM) 

Port Jervis, N.Y. 

FAN CLUB 

EDITOR: Congratulations on a per- 
ceptive and insightful profile of 
George Schweitzer ( "Fifth Es- 
tater," Oct. 8). 

George shares much of the re- 
sponsibility for my own career, be- 
cause I was chosen to replace him 
in New York as CBS /Broadcast Group 
director of communications when 
he moved to CBS Sports in 1981. 

Since then, we have worked to- 
gether on many projects, and his drive, 
energy and continued success are a 
measure of how far and how important 
the marketing and promotion func- 
tion has become in our industry. 

He is indeed the "Master Marke- 
teer." There's no creative boundary 
he won't push and no obstacle he 
can't overcome. He is a unique, astute 
promotion and marketing genius 
and is the powerhouse behind the 
strong promotional effort of CBS 
this season. -Lynne M. Grasz, Grasz 
Communications, New York. 
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Classifieds 
RADIO HELP WANTED ANNOUNCERS 

HELP WANTED MANAGEMENT 

California: Sales manager tor full time clear chan. 
nel AM with FM CP. Christian format. Prefer verifi- 
able experience in Christian or Secular radio sales. 
Future growth in AM and FM applications with 2 
CPs. Send resume. sales and salary history lo'. 
3070 Skyway Drive, Suite 501. Santa Maria, CA 
93455. EOE. 

GM /GSM: Join a growing owner /operator group in 
a very attractive way. We are looking for a selling 
GM to take a well established #1 rated combo to 
the next sales level. Stations have shown growth in 
1991. Where can you take us in 1992 and beyond? 
Proven sales track record a must. Working know- 
ledge of PC and Maxagrid a plus. Send your re- 
sume, references and sales philosophies to John 
Zimmer. Zimmer Broadcasting, PO Box 1610. 
Cape Girardeau, MO 63701. EOE. 

General sales manager: Need experienced GSM 
to lead and inspire our sales team. Must have 
strong organizational and people skills. Training 
ability a must. Resume to: Rod Krol. VP /GM. 
WFMK, PO Box 991, East Lansing, MI 48826. EOE. 

No VA FM seeks exp. sales mgr. Solid growing 
AC/news station. Excellent opportunity EOE. Box 
R -24. 

Longtime morning host retiring... WHBC looking 
for the next tradition. If you're ready. send T &R to 
PD. WHBC. Box 9917, Canton, OH 44711 No 
phone calls please. EOE. 

HELP WANTED TECHNICAL 

Metro traffic control is looking for 2 regional 
broadcast engineers: one for the west coast. one 
for the east. Candidates should have at least 5 
years previous experience. Travel required. Send 
resume and work history to: David Foster. Metro 
Traffic Control. Suite 1400, 2700 Post Oak Blvd.. 
Houston, TX 77056. EOE. 

Chief engineer: AM -FM combo in NJ is looking for 
roll -up -the- sleeves type. FCC General Class Radio- 
telephone license. RF & studio design, engineering 
& maintenance exp. Leadership and interpersonal 
Skills. EOE. Send resume and salary history to Box 
R -30. 

HELP WANTED PERSONALITY/TALENT 

Big opportunities at legendary large market sta- 
tion. Were creating a talent bank for future am and 
pm drive personalities. You must be highly motivat- 
ed, an adult entertainer who has something to say, 
and well read. Not a card reader. All inquiries kept 
in strict confidence Send resume to Box R -26. 
EOE. 

General manager general sales manager: Lxpe- 
nenced leader who has small market and medium 
market success. I know the meaning of the phrase 
"team concept." Looking for a real challenge that 
has realistic goals. I also have a complete team to 
bring in if needed from sales to on air talent. Reply 
to Box R -14. 

Senior broadcaster seeks GM or sales manage- 
ment position. All markets and situations consid- 
ered. Sweat equity acceptable. Available now. 
817 -548 -8653. 

Experienced general manager, with 20 years ex- 
perience in direct, local and national sales. Familiar 
with FCC rules. Served as GM in Phila. (two sta- 
tions), Wash., DC and Atlanta. Major strengths are 
sales and sales motivating. Resume and refer- 
ences available. Call Jerry Michaels 215 -664 -0535. 

GM now available. 25 plus years experience, top 
notch programer, sales, desk top publishing expert 
and management. I could be the answer to your 
prayers. Glenn 502 -886 -3593. 

Take charge GM: Sales, programing, new con- 
struction, upgrades, revenue - ratings! 25 years 
experience. Prefer South - all considered. John 
Parker 502- 247 -0090. 

Company asset: VP /GM /GSM: multi- market, -sta- 
tion. -media, -format 10+ year pro: exc. record. 
references. degrees. Turnaround exp.. team lea- 
der /player, motivated motivator. Ready now or 
1/92. Reply Box R -28. 

HELP WANTED SALES HELP WANTED NEWS 

Radio sales managers: We seek experienced ra- 
dio sales professionals to serve in large markets. A 
few talented, dedicated sales professionals. who 
are ready for significant leadership opportunities. 
are needed to help us achieve our goals in expan- 
sion and profitability. Salem Communications Cor- 
poration. with first class facilities in the major U.S. 
markets, needs top quality managers who can 
share in our commitment to making a difference. If 
you are a proven leader at the top of your field in 
station, network or related sales environments and 
you are comfortable selling specialized formats, 
we would like to know of you. Send resume in 
confidence to: Salem Communications Corpora- 
tion. Attn: R. Hauth, 2310 Ponderosa Drive. Ste. 29, 
Camarillo, CA 93010. Salem is an equal opportuni- 
ty employer 

Seeking aggressive sales manager. Competitive 
situation for Northern California AC. Send resume 
and references to Box R -25. EOE /MF. 

Sales manager of Midwest medium market 
AM /FM. Prior sales manager experience. Excellent 
opportunity with growing station. Send resume and 
references to: DBS. 2250 N. Illinois. Carbondale. IL 
62901. EOE. 

Highly rated radio station in South Texas is seek- 
ing a GSM with at least 3+ years exp. in radio 
sales mgmt. Generous salary and benefit package 
offered. Send resume to Human Resources Direc- 
tor, 649 Galveston Rd., Brownsville, TX 78521. EOE 
M /F. 

Market leader expanding sales/vendor staff. Ag- 
gressive, goal -oriented individuals send resume to 
WAAL/WBNK. Box 997, Binghamton, NY 13902. 
EOE. 

Operations manager: Minimum 6 years experi- 
ence in news management role. Beautiful Portland, 
Oregon. Major 50.000 watt news/talk station. Good 
anchor /strong communicator. Want long term com- 
mitment with station in news format since 1967. 
Resume/reference/tape to Ray Watson, Vice Presi- 
dent, General Manager -KXL Newsradio 750 AM. 
PO Box 14957. Portland. OR 97214 EEO 

HELP WANTED PROGRAMING 

PRODUCTION AND OTHERS 

SITUATIONS WANTED ANNOUNCERS 

Seven years experience. Currently working for 
Daytona Beach's #1 soft Adult Contemporary ra- 
dio station. Seeking full time. Willing to relocate. 
407 -699 -6715, Chris. 

Dependable announcer with 18 years experience 
seeks Adult Contemporary, Country, or Oldies for- 
mat. All shifts. Mike, 904- 255 -6950. 

Southern Calif. radio station needs experienced. 
mature personality with production experience for 
live morning Country music and variety. Three 
years commercial experience. doing comedy bits 
taking call -ins. and doing personal appearances. 
References checked, Company benefits. Mainte- 
nance engineering experience helpful. Must re- 
locate. No calls. Send resume to: Box R -27. EOE. 

SITUATIONS WANTED MANAGEMENT 

21 year radio veteran, last 11 years as GM, seeks 
medium market management. Energetic 40 year 
old has a spotless track record and impeccable 
references. Super successes in sales, programing 
and people. Start ups, turn arounds. transfers 
Combos or stand alones. I've succeeded every 
time. Last stations sold to an owner- operator. Now 
I'm ready to win for you. Call Ray Arthur today at 
619 -375 -2552. 

CFO /controller /CPA. Former radio group CFO & 
international CPA firm background. Christian: 12 
years experience 218 -751 -5498 

SITUATIONS WANTED TECHNICAL 

Combine contract engineer /AT's salary. Get ex- 
perienced fulltime FM, AM /FM engineer /AT combi- 
nation. Evening airshift required on AOR/CR/ Adult 
Rock FM. Eric. after 6pm. Central, 219 -838 -4979. 

MISCELLANEOUS 

Make money In volceovers. Cassette course of- 
fers marketing and technique for success in com- 
mercials and industrials. Money -back guarantee. 
Call for info: Susan Berkley. 1 -800- 333 -8108. 

TELEVISION 

HELP WANTED MANAGEMENT 

WAPT -TV seeks creative dynamo to manage the 
station's marketing efforts. Duties include creating 
station look, news marketing and Community rela- 
tions. Send sample reel (VHS or 3/4"), resume and 
promotion philosophy to Stuart Kellogg, VP /GM, 
WAPT -TV, PO Box 10297, Jackson, MS 39289. No 
calls. WAPT -TV is an equal opportunity employer. 

BROADCASTING'S CLASSIFIED RATES 
All orders to place classified ads & all correspondence perta - u J :o this section should be sent to: BROADCASTING, Classified Department, 1705 
DeSales St., N.W., Washington, DC 20036. (202) 659 -2340. Haves: Non -Display - $1.50 per word, $30.00 weekly minimum, except Situations Wanted: .750 per word, $15.00 weekly minimum. All Display Ads - $130 per inch, except Situations Wanted, which are $65.00 per inch, See page 
82 for Early Deadline Notice. 
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National sales manager: Ba ltimores leading inde- 
pendent is seeking the best available candidate for 
the fastest growing station in Baltimore. Prefer local 
sales background with strong ratings knowledge. 
Positive selling attitude required, and "value add- 
ed" marketing knowledge a plus! Please send re- 
sumes to Mike Kelly, WNUV TV 54. 3001 Druid Park 
Drive, Baltimore, MD 21215. No phone calls 
please. EOE/MF. 

General manager: New. innovative, multicultural/ 
multiethnic PBS UHF television station located in 
America's #1 city - San Francisco - seeks expe- 
rienced, energetic, creative. and community- sensi- 
tive individual with outstanding managerial skills 
and fund raising abilities. A challenging position 
that offers unique growth opportunities with com- 
mensurate rewards. Minorities and women are en- 
couraged to apply (equal opportunity employer). 
Send resume to: John Douglas, do Douglas 
Broadcasting, Inc., 499 Hamilton Avenue, #140, 
Palo Alto, CA 94301. 

Local sales manager: ABC affiliate in Sacramento 
in search of local sales manager. Requires out- 
standing leadership, motivation, and training skills 
with the ability to capture dollars through new mar- 
keting strategies. Previous sales management ex- 
perience a plus, proven talent and dedication a 
must. Send resumes: KOVR -TV, 2713 KOVR Drive, 
West Sacramento, CA 95605. Attn: Greg Bendin, 
GSM. EOE M/F. 

South Central affiliate n last growing market 
seeks experienced local sales mgr. with proven 
ability to motivate veteran sales team. EOE. Reply 
to Box R -15. 

Local sales manager: CBS affiliate seeks aggres- 
sive self- starter wno can teach, motivate and lead a 

solid, high potential team. Ideal candidate has 
strong new business development skills: a market- 
er's perspective (Marshall Marketing a plus); and a 

polished win -win attitude. This team player should 
have a minimum five years experience. Resumes 
and compensation history to GSM, WANE -TV, PO 

Box 1515, Ft. Wayne, IN 46801, by 12/6. No phone 
calls please. EOE. 

Research director: WSMV, one of the most hon- 
ored stations in America, seeks a qualified re- 
search director to perform all sales and station 
research. Excellent written/verbal communication 
skills and computer market skills required. Should 
have experience with market research information. 
Bachelor's degree required. Send resume and sal- 
ary requirements to: General Sales Manager, 
WSMV, PO Box 4, Nashville, TN 37209. EOE. 

Aggressive national sales manager needed for 
Jackson, MS ABC affiliate. Candidate must have 
thorough knowledge of ratings and C.T.A. usage 
and be a street fighter. Resume, salary history and 
expectations to: Frank Brady. GSM. WAPT, PO Box 
10297, Jackson, MS 39289. No calls. WAPT is an 
equal opportunity employer. 

National sales manager: Two dominant NBC affili- 
ates on California's Central Coast are looking for 
the right individual to continue a tradition of sales 
excellence! Candidates must possess outstanding 
leadership skills, enthusiasm and superior organi- 
zational qualities in addition to a knowledge of 
inventory control, proficiency with research data 
and a minimum of five years broadcast television 
sales or two years national sales experience. Send 
resume to: Mark Libby. General Sales Manager, 
KSBY -TV, 467 Hill St., San Luis Obispo. CA 93405. 
All inquiries handled in a confidential mariner. Sta- 
tions are equal opportunity employers. Any offer of 
employment contingent upon a screening for drug 
abuse. 

HELP WANTED SALES 

Director of sales: A cutting edge opportunity. 
Minimum 5 yrs. exp. some mgmt preferred. Capa- 
ble of motivating people. Innovative sales con- 
cepts a must. Major growth potential. Northeast 
market. EOE. Send resume to Box Q -37. 

National sales manager: KPHO -TV5 (Phoenix - 
VHF independent) seeks enthusiastic, innovative 
individual. Station experience and established ad 
agency /client relationships essential. Forward re- 
sume and compensation requirements to: Christo- 
pher Sehring, GSM, PO Box 20100, Phoenix, AZ 
85036. No phone calls. EOE. 

HELP WANTED MARNETIN6 

Marketing director: WNWO-TV seeks individual to 
coordinate production, promotion and community 
service activities. Responsibilities include: Writing 
and producing commercials and promotions; su- 
pervision of station promotion activities; scheduling 
production personnel and facilities: liaison with 
sales department and clients; development and 
solicitation of clients for production services; and, 
supervision of department personnel and budget. 
Position requires exceptional writing and organiza- 
tional skills and comprehensive knowledge of tele- 
vision production. Degree and familiarity with local 
production clients preferred. Send resume, cover 
letter and reel to: Operations Manager, WNWO -TV 
24. 300 South Byrne, Toledo. OH 43615. Deadline: 
November 25, 1991. WNWO -TV is an equal oppor- 
tunity employer. 

Manager /national program marketing: WPBT, 
Public Television in South Florida is looking for a 
manager /national program marketing to develop 
and execute a specific funding plan for our national 
programs including travel and presentations to 
corporations, foundations, governmental or quasi - 
governmental funders, prospective co-producers, 
distributors, etc. Oversees the creation of written 
proposal materials and participates in new pro- 
gram development process with special emphasis 
on the marketability of concepts to prospective 
funders, distributors and after- market purchases. 
We're looking for someone with three to four years 
experience in program funding or related field. 
Strong marketing background with a record of 
proven successes. Send resume to Human Re- 
sources, WPBT, PO Box 2. Miami, FL 33261 -0002. 
An equal opportunity employer, M /F /HN. 

HELP WANTED TECHNICAL 

Air operator: Basic understanding of FCC regula- 
tions, switcher operation, program logging and 
knowledge of Beta Cart systems signal, a plus. 
Familiarity of waveform monitor and parameter 
needed. Experience required. Send resume to: 
Trinity Broadcasting Network/Personnel Depart- 
ment. 14131 Chambers, Tustin, CA 92680. EOE. 

KCPM-TV in Chico-Redding, CA is seeking a 
chief engineer with strong maintenance abilities 
required for UHF transmitter as well as hands -on 
ability for all studio equipment including microwave 
transmitters and receivers, satellite receivers and 
controllers. Must possess an FCC General Radio 
Telephone license and 5 years UHF experience. 
Send resume to: Helen Cheung, Controller, KCPM- 
TV. 180 East 4th Street, Chico, CA 95928.916 -893- 
2424. EOE. 

Senior engineer required for fly -away Ku -Band 
uplinks, based in Pittsburgh, operations primarily in 

Europe. Must have proven track record in inter- 
national satellite operations with specific fly -away 
experience and be prepared to travel at short no- 
tice. Field maintenance ability to component level 
essential. Salary reflects responsibility and flexibili- 
ty. Send resume with references in confidence to: 
Synergistic Technologies, Inc., Three Parkway 
Center, Suite 102, Pittsburgh, PA 15220. EOE. 

Production editor: Experienced editor needed for 
national show based in Washington, DC. Must 
have at least three years experience editing at a 

network or in a top twenty market. Work includes 
documentary style and dramatic narrative editing. 
Computerized time code editing and understand- 
ing of digital video effects a must. If qualified rush 
resume to Box R -29. EOE. 

Chief engineer, Bloomington, Illinois WYZZ -TV 
channel 43, a Fox affiliate, needs a hands -on chief 
with UHF transmitter experience and good people 
skills. Resume to Mike Lennon, GM, WYZZ -TV, 
2714 E. Lincoln Street, Bloomington, IL 61704. Or 
call 309 -662 -4373. EOE. 

HELP WANTED MEWS 

Field producer: Opportunity available for a creative. 
mature individual. Good journalism background a 
must. On camera experience required with a mini- 
mum of 3 years hands -on experience in news or 
magazine style stories. One of the country's top 
Christian television programs offers an excellent sal- 
ary and benefits package. Send 1/2 inch reel and 
resume to: Personnel Director, PO Box 819099, Dal- 
las, TX 75381 -9009. EOE. 

Anchor: Midwest leader seeks anchor to comple- 
ment female co- anchor. Degree, 1 year anchor 
minimum. We want a commitment to news, and a 
commitment to a winning team for several years. 
Non- returnable tapes, resumes to: Bill Heel, Station 
Manager, WKBT -TV, PO 1867, La Crosse, WI 
54602 -1867. EOE. No calls. 

Aggressive news department looking for general 
assignment reporter. Successful applicant will be 
experienced, a good writer and an idea person. 
Send resume and non -returnable tape to: WSYX- 
TV. PO Box 718, Columbus, OH 43216, Attn: Job 
#1101BR9101. No phone calls please. Company 
is especially interested in seeking qualified women 
and minority applicants. EOE, M/F. 

Co- anchor /reporter: Top -rated CBS affiliate with 
strong news tradition has first weeknight opening in 
a decade. Join a staff of dedicated, experienced 
journalists and supportive news environment in 

"one of America's most liveable cities." We have 
new ENG/SNG, Beta and NewStar. We require five 
years news experience, minimum three years an- 
choring, with proven ability to report (strong live 
emphasis), produce and co-anchor fast -paced 
newscasts. Our current female co-anchor is mov- 
ing to Seattle. and we intend to build upon our 50+ 
news shares. Send letter outlining news philoso- 
phy. resume, salary history, writing samples and 
non -returnable tape to: Mark Millage, News Direc- 
tor, KELO -Land Television, 501 S. Phillips, Sioux 
Falls, SD 57102. Deadline is November 30, 1991. 
No calls. EOE. 

News expansion: Early morning and noon news- 
casts; hiring anchor, reporter, photographer, edi- 
tor, part-time meteorologist. Anchor and reporter 
must have journalism degree and have "live shot" 
skills. Send non -returnable tape and resume to: 
Scott Benjamin, News Director, WROC -TV, 201 
Humboldt Street. Rochester, NY 14610. EOE M /F. 

News editor: High pressure -high story count so 
quality and speed must go hand in hand. Two years 
hard news editing experience a must. Staff of five 
editors. Beta equipped 60's, 70's, 75's. Send resume 
and non- returnable tapes to: Janet Hundley, Opera- 
tions Manager, WND 11, 411 Liberty Street, Dur- 
ham, NC 27701. A Cap/Cities ABC station. EOE. 

Newswriter: Major East Coast station seeks expe- 
rienced newswriter. Ideal candidate must have ex- 
tensive experience writing news, cutting reporter 
packages, VO's and VO- SOT's. Must be super -fast 
and super- creative with lead lines and transitions. 
Send resume and writing samples to: David Friend, 
Assistant News Director, WABC -TV, 7 Lincolñ 
Square, NY, NY 10023. No phone calls please. We 
are an equal opportunity employer. 

WAPT -TV seeks strong leader for young, aggres- 
sive newsroom. Mid -level management experience 
required - previous ND experience a plus. Cre- 
ativity, strong news judgment, ability to recruit and 
willingness to follow strategic positioning plans are 
musts. Send critiqued newscast (VHS or 3/4 "), re- 
sume and news/management philosophy to Stuart 
Kellogg, VP /GM, WAPT -TV, PO Box 10297, Jack- 
son, MS 39289. No calls. WAPT -TV is an equal 
opportunity employer. 
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Reporter: Looking for aggressive story- teller with 
two years experience. No beginners. Non- return- 
able tape and resume to Art Jordan. News Direc- 
tor, WFMJ -TV, 101 W. Boardman St., Youngstown, 
OH 44503. No phone calls. EQE. 

Reporter: Hard working general assignment re- 
porter. Must have at least one year experience at 
commercial station. Send non -returnable tape and 
resume to: Steve MacDonald, News Director, 
KTVA, 1007 W. 32nd Avenue. Anchorage. AK 
99503. EOE. 

Assistant news director /assignment manager: 
Need a real newshound. Seeking an experienced 
producer or reporter with strong writing and man- 
agement skills to lead aggressive weekday cover- 
age. Absolutely no beginners. No phone calls. 
Tape, letter and resume to: ND, WVIR -TV, Box 769, 
Charlottesville, VA 22902. EQE. 

Managing editor: Key manager to oversee news 
coverage for WIS -TV, South Carolina's dominant 
television station. Assign stories and work with re- 
porters in the development and production of those 
stories. Manage assignment desk. Approve 
scripts. Work with other news managers to coordi- 
nate coverage of special projects and major 
events. Position requires significant TV experience. 
Prior management experience and knowledge of 
South Carolina preferred. Send resume and state- 
ment of news philosophy and qualifications to: 
Randy Covington, News Director, WIS -TV, PO Box 
378, Columbia, SC 29202. EOE. 

HELP WANTED PROGRAMING 

PRODUCTION 8 OTHERS 

Freelance video crews and production services 
for news oriented production company. Expanding 
our worldwide network. Send resume, rate sheet 
and gear list. Reply to Box R -10. EOE. 

WISH -TV seeking highly motivated, creative, ex- 
perienced marketing professional to till new cre- 
ative services position. Will meet with community 
organizations, clients. Will plan highly visible pro- 
motional events. Will write and produce spots to 
promote those events. Ability to coordinate promo- 
tions from start to proof of performance. College 
degree in television, marketing, or related field re- 
quired. Three years experience in television pro- 
duction required. Resumes only: Pete Nikiel, Cre- 
ative Services Manager, WISH -TV. 1950 N. 
Meridian St., Indpls., IN 46202. No phone calls 
please. EOE M/F. 

Producer -"Charlie Rose": Thirteen/VVNET is 
seeking an experienced producer to join the staff 
of the weeknightly show "Charlie Rose." Minimum 
four years experience in television production with 
a significant concentration in daily issues -oriented 
talk. Familiarity with public affairs /news issues plus 
strong research, writing and reporting skills re- 
quired. Proven ability to work under pressure and 
meet deadlines a plus. Send resume or call: Hu- 
man Resources Dept., Thirteen/WNET, 356 West 
58 Street, NY, NY, 10019, Att: Leon T. Goodman 
212 -560 -2063. EOE. 

Producer /director: Entry level, PBS station pro- 
graming staff. Responsibilities include creating/ 
producing /directing television productions, su 
pervision/training of staff /students/volunteers, pre- 
paring budgets/reports. Successful candidate will 
have some experience in lighting, set construction, 
editing, studio/field camera, audio. Bachelors de- 
gree in Communications preferred. Salary: 
$18,800 -28,300. Cover letter and resume no later 
than December 7. to: Art Starkey. WQLN -TV. 8425 
Peach Street, Erie, PA 16509. No phone calls. 
please. Affirmative Action /EOE. 

Promotion writer /producer: Philadelphia's WPVI- 
TV, a Capital Cities /ABC, Inc. owned station, is 
looking for an experienced writer /producer with a 
proven track record at a local station. Candidates 
must be extremely creative with exceptional writing 
skills, hands -on editing experience is essential. 
and complete knowledge of post production. Send 
tape with resume (no calls) to William Burton, Di- 
rector of Promotion and Station Advertising, 4100 
City Avenue, Suite 400. Philadelphia. PA 19131. 
EQE. 

Producer: This producer position involves plan- 
ning, organizing and executing studio or location 
activities related to assigned productions. Confers 
with television director on appropriate format and 
production style. Maintains records and prepares 
budget recommendations for production. Must 
have working knowledge of complete production 
process in studio and remote environments. Expe- 
rience in studio directing help`ul, but not required. 
Salary range: $22. 353.36 to $24,690.96/yr. Mini- 
mum requirements: Bachelor's degree in Radio/Te- 
levision/Film or a related field, and (5) years experi- 
ence in work related to the above described duties: 
(or) above high school, related experience and 
related education equally substituted. Send cover 
letter and resume to: Confidential -Personnel, Mis- 
sissippi EN, PO Box 1101. Jackson MS 39215- 
1101 by November 29. 1991. EOE /AA. 

SITUATIONS WANTED SALES 

TV account executive: General sales manager for 
eight years in radio and current general manager. 
Looking for a position as an account executive in 
TV. I feel ready to make the move and further my 
career goals. Radio has been great and rewarding. 
Looking for a solid situation that has room for ad- 
vancement. Let me put my talent to work for you! 
Reply to Box R -21. 

SITUATIONS WANTED TECHNICAL 

25 years broadcast engineering. 14 years as 
hands -on television chief engineer & director of 
engineering. Experienced with complete, lull ser- 
vice news operations including live trucks, vehicles 
and all associated ENG & microwave equipment. 
Please reply Box R -20. 

SITUATIONS WANTED NEWS 

Excellent, experienced sportscaster looking for a 
fine station in which to work, also knowledgeable 
newsperson. 216 -929 -0131. 

Vietnam: Southeast Asia. American cameraman 
based in Bangkok available for N -news assign- 
ment. BVW -300 camera. Call or fax. John Basko 
66 -2 -254 -8901. 

News director, small or medium market. Prefer 
Texas, nearby state. 29 years experience including 
9 years news management. 512 -590 -7356 morn- 
ings. 

MISCELLANEOUS 

Career videos. Our broadcast professionals pre- 
pare your personalized resume tape. Unique for- 
mat, excellent rates. proven success. 708 -272- 
2917. 

Bill Skater and Associates gets you that better TV 
job. Coaching and placement help for reporters, 
anchors, weather, sports. Help with audition tape. 
601-446-6347. 

Primo People is seeking weathercasters with solid 
credentials and experience! Send resume and 3/4" 
tape to Steve Porricelli or Fred Landau. Box 116, 
Old Greenwich, CT 06870- 0116. 203- 637 -3653. 

ALLIED FIELDS 

HELP WANTED INSTRUCTION 

Nicholls State University is seeking a faculty 
member starting fall 1992 in broadcast journalism. 
The position is a tenure -track position. Salary is up to 
$42.000 for nine months. Rank open. Applicants 
should have a Ph.D. or be ABD and have teaching 
and research ability. Professional experience is im- 
portant. Nicholls is located 60 miles southwest of 
New Orleans in the culturally rich Cajun, plantation 
country of Louisiana near the beaches of the Gulf of 
Mexico. Deadline for applying is Jan. 15. 1992. Sub- 
mit a letter of applications. vita and three references 
to Dr. E. Joseph Broussard, Head, Department of 
Communication, Nicholls State University, Thibo- 
daux, LA 70310. Nicholls is an EEO employer. 

Assistant Professors, RTVF department: Two 
tenure -track assistant professors, pending funding, 
beginning the Fall Semester. 1992. Requirements: 
Ph.D. in an RTVF. Mass Communication or related 
field: quality college teaching experience; active 
involvement in scholarly research and publication. 
Experience in studio television, EFP. or film pro- 
duction highly desirable. Successful candidates 
will demonstrate the ability to teach a variety of 
undergraduate courses from: Broadcast History, 
Broadcast Law and Regulation, Genre Studies, 
Broadcast/Film Writing. Television Producing and 
Directing, EFP or ENG, Cinema Production, On- 
camera Performance. Faculty will also teach. ad- 
vise. guide theses in MS in Media Studies program. 
They will be expected to carry on regular research 
activities leading to juried publication. Salary com- 
petitive. Women and minorities are encouraged to 
apply. Send resume, letter of application and at 
least three letters of recommendation to: Dr. John 
Freeman, Chair, Dept. of Radio -TV -Film. Box 
30793. Texas Christian University, Fort Worth, TX 
76129. Search Committee will review applications 
upon receipt and continue the search until quali- 
fied candidates are found. TCU is an EEO /AA em- 
ployer. 

HELP WANTED SALES 

Nearly 100 markets already taken. If you have 
what it takes to live on $2.000 in commissions per 
month while you build your own business into a six - 
figure annual income. call us now. We need good 
people with media sales experience in: Birming- 
hanvMontgomery, Boston. Buffalo, Charleston/ 
Huntington. Colorado, Des Moines/Omaha, Duluth/ 
Superior, Idaho, Knoxville/Bristol, Las Vegas, Min - 
neapolis/St. Paul, Montana, New Orleans. Quad 
Cities, Phoenix, Rochester /Mason City. Salt Lake 
City. San Diego, Spokane. West -Central Texas. We 
market the world's largest stock library of animated 
effects, plus pre -produced TV commercials and 
custom characters like Jim ('Hey Vern, It's Ernest ") 
Varney and much more, Call Lee Michaels at Cas- 
corn Syndication. 615- 242 -8900. EOE. 

HELP WANTED MARKETING /SALES 

Marketing /sales director: $75 -100K + . Build 
sales for expanding midtown Manhattan produc- 
tion house to radio/TV stations. Experienced only. 
Commercial. music production or sound studio 
sales. No fee. Able Agency. 280 Madison Ave.. NY 
10016 212- 689 -5500. EOE. 
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SITUATION WANTED LEGAL 

Top -rated, respected communications attorney, 
experienced in television, radio, cable satellite 
and international law, seeks new challenges. cre- 
ative options. Reply to Box R -31. 

AWARDS 

Sigma -Tau announces 2nd Alzheimer Fellow- 
ship: Writers are encouraged to apply for the Sig- 
ma -Tau Foundation Alzheimer Fellowship, estab- 
lished to recognize journalistic excellence in 
reporting the scientific, medical or psychological 
aspects of Alzheimer's disease to the public. Fel- 
lowships will be awarded in three categories: (1) 
consumer print media, (2) trade or science publi- 
cations. and (3) radio/television. All entries must 
have been published or broadcast between April 
16, 1990 and January 15, 1992. Entries will be 
judged by a panel of medical writers and scien- 
tists, including representatives of The Alzheimer's 
Association and The French Foundation for Alz- 
heimer Research Award recipients will receive an 
all- expense -paid trip to the Italian Spoleto Festival 
of Culture and Science in July 1992 and will have 
the opportunity to meet with members of the Italian 
science media. To apply, please write: The Sigma - 
Tau Foundation, P.O. Box 8410. Gaithersburg, MD 
20898 -8410, or call: 1. 800 -447 -0169. The deadline 
for receipt of entries is January 24, 1992. 

EMPLOYMENT SERVICES 

Newscasterslweathercasters /sportscasters: 
Looking to improve your on -air look and perfor- 
mance? Want feedback and guidelines from an 
experienced talent coach? Get custom coaching 
and critiques from one of the most experienced 
consulting firms in the country. In- person or on 
tape, with a fee structure you can afford. Call or 
write Reymer & Associates, 20300 Civic Center 
Drive Suite 201, Southfield, MI 48076. 313 -354- 
4950. 

Employment service: Looking for a position in 
radio or television? If I can't find you the position 
you're looking for, nobody else can! Only $250.00 
for 1 year job search. Free information. Bill Elliott, 
Consultant/Headhunter, 6709 Ridge Road, Suite 
300 -B, Port Richey. FL 34668. 

EDUCATIONAL SERVICES 

On camera coaching: Sharpen TV reporting and 
anchoring /teleprompter skills. Produce quality 
demo tapes. Critiquing. Private lessons with former 
ABC News correspondent. 914-937-1719. Julie 
Eckhart. Eckhert Special Productions. 

Public relations career training. Consultation & 
advice from a 15 -year veteran. Call George Cole, 
1-800-274-3006. 

WANTED TO BUY EQUIPMENT 

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. 

FOR SALE EQUIPMENT 

BE -FM30, 1981. Factory rebuilt. retuned, warran- 
teed. w/FX -30. Transcom 800 -441 -8454. 

AM transmitters: Continental /Harris 1KW, 
CCA/MCM 2.5KW. CCA/Harris 5KW, Harris/RCA 
10KW, Harris/CCA 50KW. Transcom 800 -441- 
8454. 

FM transmitters: RCA 20KW. Collins 10KW, CCA 
2.5KW, Collins 1KW. Transcom 800-441-8454. 

AM and FM transmitter, used, excellent condition. 
Guaranteed. Financing available. Transcom. 215- 
884 -0888. FAX 215-884 -0738. 

FM antennas. CP antennas, excellent price, quick 
delivery from recognized leader in antenna design. 
Jampro Antennas, Inc. 916 -383 -1177. 

TV antennas. Custom design 60 KW peak input 
power. Quick delivery. Excellent coverage. Recog- 
nized in design and manufacturing. Horizontal, el- 
liptical and circular polarized. Jampro Antennas, 
Inc. 916- 383 -1177. 

Blank tape, half price! Perfect for editing, dubbing 
or studio recording, commercials, resumes, stu- 
dent projects, training, copying, etc. Elcon evaluat- 
ed 3/4" videocassettes guaranteed broadcast 
quality. Call for our new catalog. To order, call 
Carpel Video Inc.. toll free, 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. 

Lease purchase option. Need equipment for your 
radio, television or cable operation? NO down pay- 
ment. NO financials up to $70,000. Carpenter & 
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. 

UHF TV transmitters 2 avail. 30KW, 110KW. Low 
band 4 good Klystrons low price. Bill Kitchen, Sun- 
belt Media. 303 - 786 -8111. 

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. We do start-up business. 

Used television production equipment - List 
your equipment for sale or purchase from one of 
the most extensive used equipment inventories in 
the industry. Media Concepts, Inc. - Celebrating 
10 years of excellence. 918- 252 -3600. 

Microwave vans: Radio or W - two professionally 
built with 42' masts, jacks, roof decks, 6.5 KW 
Onan and more $14K and $8K. Paul or Ray 703- 
818 -8666. 

For sale: 33 sections rigid 6 -1/8" W transmission 
line 19.75 h. Designed for channels 16, 20, 24, 28, 
32, 33, 36, 37, 41, 45, 49, 53, 57, 58, 61, 62, 65. 66 
and 69. Includes 3 elbows. $14,000.00. Call 614- 
655 -2057. 

Used/new TV transmitters, full power -LPN, an- 
tennas, cable, connectors, STL's, etc. Save thou- 
sands. Broadcasting Systems 602 -582 -6550. 

Used towers. Dismantled. Self- supporting and 
guyed. 502 -826 -8700, Nationwide Tower Compa- 
ny. 

EARLY DEADLINE 
NOTICE 

Due to the Thanksgiving 
Holiday, the deadline for 

Classified Advertising will 
be Noon, Friday November 

22, 1991 for the December 2, 
1991 issue. 

TELEVISION 
PUBLIC NOTICES 

The Interconnection Committee will 
meet at 9:00 a.m. on December 4, 
1991 at the Hyatt Regency in Reston, 
Virginia. Tentative agenda includes 
satellite replacement, FY 1993 inter- 
connection budget, and other busi- 
ness. 

The Subcommittee on Budget, Finance and 
Audit of the PBS Board of Directors will 
meet at 1:00 p.m. on December 4, 1991 at 
the Hyatt Regency in Reston, Virginia. Ten- 
tative agenda includes FY 1993 budget, FY 
1992 program assessment, stations on de- 
ferred or advance payment plans, and re- 
ports from PBS officers. 

The Board of Directors of Public Broadcasting 
Service will meet at 9:00 a.m. on December 5-6, 
1991 at the Hyatt Regency in Reston, Virginia. 
Tentative agenda includes election of officers, 
Education Services' strategic plan, satellite re- 
placement, the multichannel environment, Na- 
tional Program Service evaluation process, FY 
1993 General Assessment and National Pro- 
gram Service budgets, reports from PBS officers 
and Board committees, and other business. 

PROGRAMING SERVICES 

WEATHERVISION 
TV Weathercast Via Satellite 

Localized. customized, TV weathercast for your market. 
Limited clients now being accepted. Reserve your mar- 
ket for AM. PM. weekend. or drop -in weathercast 

Call National Weather Network 
Edward St Pe' 
(601) 352-6673 

RADIO 
HELP WANTED SALES 

SPRINGFIELD, MA's 
Classic Rocker, WAQY, is looking for a 
super aggressive sales star. We are a 
Saga station and offer a top list and a 
great career. 

Call Larry Goldberg, GSM 
at 413-525-4141 
or fax resume to 

413 -525 -4334 

ALLIED FIELDS 
EMPLOYMENT SERVICES 

r i 
I California Broadcast Job Bank 

I For application information call 

(916) 444 -2237 

ICalifornia Broadcasters Association 
IL 
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EMPLOYMENT SERVICES CONTINUED 

i 

wan. >A ars ititA is ns+ V131-11 (PI VIM 
Press: I] Radio jobs, updated daily 

© Television jobs, updated daily 
I] Hear "talking resumes" 
172 To record "talking resumés" and 

employers to record job openings 
I] Weekly memo to improve your lob 

search technique 

1 -900- 726 -JOBS stn,... (5 6 2 7) 

irÇ 

TV Anchor, Weather, 
Reporter, Sports, Sales. 

U Producer & Entry Level. 

1 -900 -786.7800 
E 

51.95 
from oll 

peermin. 

HotLir-e 

nO Radio Disc Jockey, News, Sales 
Program Director & Entry Level . 

lo I t7 W. Harrison BNd 6M R. Sr. 8-347 Chicago, IL 60.10541 

TV'S JOB LISTING LEADER 
As little as a TOTAL OF S6 PER WEEK taps you into 
MedaLine's unparalleled TV job listing service 

NO OUTRAGEOUS PER MINUTE CHARGES 

NO STALE, OUTDATED LISTINGS 

JUST 60 -75 NEW, CONFIRMED 
TV LISTINGS PER WEEK 

TV'S JOB LISTING LEADER SINCE 1986 

To subeaibe .31 800-237 

II 

4054148-5200 

HELP WANTED SALES 

The leading trade magazine covering 
the TV and radio industry has an 
opening at its New York office for a 
reporter. Knowledge of the advertis- 
ing /marketing business, the TV net- 
works and /or radio is a plus for any 
interested candidate. Please send re- 
sume. clips and salary history to. 

Broadcastingm 
630 Third Avenue 

12th Floor 
New York. NY 10017 

BROADCASTING is an equal 
opportunity employer. 

LEGAL SERVICES 

FILING AN FCC 

APPLICATION? 

Call 

BROADCAST MEDIA LEGAL SERVICES' 

a service of McCabe k Allen 

1- 800 -433 -2636 
FLAT FEE LEGAL AND PARALEGAL SERVICES 

MC- VISA -AMEX Accepted 

MISCELLANEOUS 

Blows money and /or coupons 

Patrons try to catch 
as many as they can 

(309) 788-0135 THE BEST JOBS ARE ON THE LINE 
P 0 Box 51909. Pacific Grove. CA 93950 

HELP WANTED SALES . THOMSON BROADCAST, Inc. 
DIGITAL VIDEO PRODUCT SALES ENGINEERS 
The opportunity is now. Come grow with us. Apply your , perience 
in sales or post -production to marketing Thomson broadcast 
digital video equipment ...a broad and rapidly expanding line of the 
most advanced products and systems. Compensation is based 
on experience, advancement is based on performance. Please send 
your resume (no phone calls, please) to: . THOMSON BROADCAST, Inc. 
Personnel Department 
P.C. Box 5266 
Englewood, N.J. 07631 An EEO Employer 

Broadcasting Nov 18 1991 

WANTED TO BUY EQUIPMENT 

OPENING NEW STATION 
NEED CD LIBRARIES FOR AOR 

CLASSIC ROCK AND OLDIES 
FORMATS. 

CONTACT LARRY 
1- 800 -238 -0220 

WANTED TO BUY 
FM "CP'S" 

serving populations 
of 150,000 or more. 

715 -832 -0503 

FOR SALE STATIONS 

MEDIA BROKERS APPRAISERS 

RADIO TV LPTV 
A Confidential 6 Personal Service 

BURT 

SHERWOOD 
.4171 Onnes Nd. Sui. 269 Nwtrbnol. IL. 60067 

708 -272 -4970 

VIRGINIA F.M 
Serving a large and desireable market. 

New 6,000 watts Great radio market 
Great opportunity Bargain at $395,000 

Minorities are encouraged to respond 
Don't miss this one! 

FAX (803)- 297 -7186 

THE RADIO FINANCE SPECIALISTS 

New Financings Refinances 
Smaller Markets Restructures 

SIGNAL PROPERTIES 
99 State Sr, Brooklyn Hls., N.Y. 1 1201 

(7181 643-5825 

FM /AM Mid /At "Cash Cow" $12.5 M 
AM Fulltimer -N.J. $600,000 
FM /AM -N.Y. $2.0 M 
AM Fulltimer -Mass. S1.5 M 

HICKMAN ASSOCIATES 
Ron Hickman 201 -579 -5232 

29 Manor Dr.. Newton, N.J. 07860 

FOR SALE 
COLORADO RESORT 

MARKET 
10 KW AM 

EXCELLENT FIRST STATION 
FOR OWNER OPERATOR 

CLIFTON GARDINER 
& ASSOCIATES, INC 

(303) 949 -4485 
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Broadcasting's E By The Numbers 

1200 

1000 

800 

600 

400 

200 

STOCK MARKET PERFORMANCE AVERAGES 
FROM NOV 90 TO NOV 13,1991 

NASDAQ. 556.1 7 ( +6_87 %) 
S&P Ind.: 468.35 ( -1 3.1 9 %) 

ALL % CHANGES FROM PRIOR WEEK 

922 
+2.10% 

724 

537 
+1.32% 

265. 

426 
+1.42% 

406 
+2_01 % 

Nov90 Dec90 Jan91 Feb91 Mar91 Apr91 May91 Jun91 JuI91 Aug91 Sep91 0091 Nov91 

Broadcasting Bcstg + Other Interests (Able Programing Equipment & Engineering Services 

LEADING TV ADVERTISERS 
First hal }1991 vs.1990 

Auto Companies and Dealers 

Network' Spot Total TV 

$1.5 
tlion 

$500 
Million 

o 

991 1990 
Source: Television Bureau al Advertising. 

Includes national syndicated advertising. 

CHANGES IN AVERAGE 

DELIVERY /TOTAL HH 
Oct. '90- Aug.'91 vs. Oct. '89- Aug.'90 

2 Million Independents 

1.5 Million - Network Affils. 

Basic Cable 

1 Million 

500,000 

o 
1r 

óO0,000 - 

-1 Million 

-1.5 Million 
24 Hours 

SIR CUMrisha AdrLnising Wen 

Prime time 

SUMMARY OF 

BROADCASTING & CABLE 

BROADCASTING 

SERVICE ON AIR CP's' TOTAL' 

Commercial AM 4.988 235 5.223 

Commercial FM 4,539 1.009 5,548 

Educational FM 1.497 311 1,808 

Total Radio 11,024 1,555 12,579 

Commercial VHF TV 556 16 572 

Commercial UHF TV 575 168 743 

Educational VHF TV 124 4 128 

Educational UHF TV 233 12 245 

Total TV 1,488 200 1,688 

VHF LPTV 230 149 379 

UHF LPTV 738 794 1,532 

Total LPTV 968 943 1.911 

FM translators 1,878 363 2,241 

VHF translators 2,701 79 2,658 

UHF translators 2,338 320 2.658 

CABLE 

Total subscribers 56,072,840 

Homes passed 87.433,000 

Total systems 11,135 

Household penetrationt 61% 

Pay cable penetration basic 79% 

' Includes off-a r licenses. t Penetration percentages are al TV household-universe o193.1 million. ' Construction 
permit. 2 Instructional TV fixed service Studio-transmitter link. Source. Nielsen, NCTA-end Broadcasting's own 
research. 
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For the Record: 
As compiled by BROADCASTING 
from Nov. 4 through Nov. 8 and 
based on filings, authorizations and 
other FCC actions. 

OWNERSHIP CHANGES 

Applications 

KYAK(AM)- KGOT(FM) Anchorage, AK (AM: 
BAL911028EC; 650 khz 50 kw -U; FM: 
BALH911028ED; 101.3 mhz; 26 kw; ant. -66 ft.)- 
Seeks assignment of license from KGOT Corp. to 
Alaska Broadcast Communications Inc. for $1.225 
million ( "Changing Hands," Oct. 28). Sale includes 
KIAK -AM -FM Fairbanks, AK (see below). Sale for 
stations last January for estimated $3.1 million -$3.5 
million, which included KTRW(AM) -KZZU(FM) Spo- 
kane, WA, fell through ( "Changing Hands," Jan. 7). 
Seller is subsidiary of Olympia Broadcasting Corp., 
headed by Archie Kovanen, and will continue to 
own KTRW(AM) -KZZU(FM) Spokane, WA; it also 
owns Olympia Broadcasting Network, which is for 
sale. Buyer is headed by E. Roy Paschal, and is 
licensee of KJNO(AM) -KTKU(FM) Juneau, 
KTKN(AM) -KGTW(FM) Ketchikan and KIFW(AM)- 
KSBZ(FM) Sitka, all Alaska. Filed Oct. 28. 

KIAK -AM-FM Fairbanks, AK (BAL911028EA; 
970 khz; 5 kw -U; FM: BALH911028EB; 102.5 mhz; 
25 kw; ant. -89.5 ft.) -Seeks assignment of license 
from KORZ Corp. to Alaska Broadcast Communica- 
tions Inc. for $1.225 million. Sale includes KYA- 
K(AM)-KGOT(FM) Anchorage, AK (see above). 
Filed Oct. 28. 

KGRX(FM) Globe, AZ (BALH911023H0; 100.3 
mhz; 15 kw; ant. 2,047 ft.) -Seeks assignment of 
license from Daytona Group of Arizona Inc. to G.G. 
International Ltd. for $750,000. Seller is headed by 
Steve L. Ditman, and is owned by Norman S. 
Drubner, who is also licensee of KRRC(AM)- 
KXYQ(FM) Salem, OR, and KZRQ(AM) -KIVA(FM) 
Santa Fe, NM. Buyer is headed by Philip L. Glass 
(100%), and has no other broadcast interests. Filed 
Oct. 23. 

KLCO(FM) Davis, CA (BTCH91102BGI; 105.5 
mhz; 3 kw; ant. 300 ft.) -Seeks transfer of control 
from licensee KYLO Radio Inc. to Ken Wall, trustee, 
for no cash consideration; transferor, Vernon Miller, 
will transfer 65% of his stock in licensee to voting 
trust with Ken Wall as trustee. Principals have no 
other broadcast interests. Filed Oct. 28. 

KXDE(FM) Merced, CA (BAPH911024HP; 107.7 
mhz; 3 kw; ant. 328 ft.) -Seeks assignment of CP 
from Great Scott Broadcasting to John Neuhoff for 
$5,000. Seller is headed by Faye Scott, and is 
licensee of WPAZ(AM) Pottstown, WCHR(AM) 
Yardley and WKST -AM -FM New Castle, all Penn- 
sylvania; WTTM(AM) Trenton, NJ; WMBO(AM)- 
WPCX(FM) Auburn, NY, and WSSR(AM)- 
WZBH(FM) Georgetown, DE. Buyer is 51% 
shareholder in Eastern Media Inc., licensee of WE- 
SO(AM)-WQVR(FM) Southbridge, MA. He is also 
80% equity partner in permittee of KZQB(AM) Dav- 
enport, WA. Filed Oct. 24. 

WTTB(AM)-WGYL(FM) Vero Beach, FL (AM: 
BAL911024HW; 1490 khz; 1 kw -U; FM: 
BALH911024HX; 93.5 mhz; 1.3 kw; ant. 475 ft)- 
Seeks assignment of license from Development 
Specialists Inc. to Treasure Coast Broadcasting Co. 
for $4.445 million. Seller is headed by William A. 
Brandt Jr., receiver, and is also filing application for 
WORC(FM) Barnstable, MA. Buyer is headed by 
Stephen D. Seymour, who also has interests in 

Abbreviations: AFC -Antenna For Communica- 
tions; AU- Administrative Law Judge; alt.- alter- 
nate; arm.- announced; ant.- antenna; aur.- aural; 
aux.- auxiliary; ch.- channel; CH- critical hours.; 
chg.-change; CP- construction permit; D-day; 
DA -directional antenna; Doc.- Docket; ERP -ef- 
fective radiated power; Freq- frequency; HAAT- 
height above average terrain; H &V- horizontal and 

vertical; khz- kilohertz; kw- kilowatts; lic. -li- 
cense; m- meters; mhz- megahertz; mi.- miles; 
MP- modification permit; mod.-modification; 
N- night; pet. for recon. -- petition for reconsider- 
ation; PSA- presunrise service authority; pwr.- 
power; RC -remote control; S-A- Scientific -Atlan- 
ta; 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. 

licensee of WCKT(FM) Lehigh Acres, FL. Filed Oct. 
24. 

KOUR -AM -FM Independence, IA (AM: BA- 
L911018EA; 1220 khz; 250 w -D, 166 w -N; FM: 
BALH911018EB; 95.3 mhz; 3 kw; ant. 200 ft.)- 
Seeks assignment of license from Leighton Enter- 
prises Inc. to Midwest Broadcasting Inc. for 
$192,500. Seller is headed by Thomas H. Graham. 
Buyer is headed by Dean L. Schlitter (25 %), and 
has no other broadcast interests. Filed Oct. 18. 

WGMB(TV) Baton Rouge, LA (BTCCT911030KI; 
ch. 44; 2,286 kw -V; ant. 1,397 ft.) -Seeks transfer of 
control within Galloway Media Inc. for no cash consid- 
eration; transferors, Sheldon H. Galloway and Karen 
G. Mire, brother and sister, and are transferring 100°i 
of licensee to their father, Thomas R. Galloway Sr., 
for assumption of debt and release from guamtees. 
Thomas Galloway is 100% owner of licensees of 
KPEL(AM) -KTDY(FM) Lafayette, LA; KEZA(FM) Fay- 
etteville, AR, and KPEJ(TV) Odessa, KWKT(TV) 
Waco and KVEO(TV) Brownsville, all Texas. Filed 
Oct. 30. 

WCSH -TV Portland, ME, and KMEG(TV) Sioux 
City, IA (WCSH -TV: BTCCT911023KL; ch. 6; 100 
kw -V; 20 kw -A; ant. 2,000 ft.; KMEG: 
BTCCT911023KM; ch. 14; 280 kw -V; 75.9 kw -A; 
ant. 1,152 ft.) -Seeks transfer of control from Wil- 
liam B. Thompson and Marjorie W. Rines, trustees 
of Rines Special Trust, to Frederic L. Thompson, et 
al., for no cash consideration; stock will be equally 
distributed to Rines children and Thompson chil- 
dren upon termination of trust. Transferors and 
transferees have interests in Maine Broadcasting 
Co., licensee of WLBZ -TV Bangor, ME. Frederic 
Thompson is president and chairman of Maine 
Broadcasting. Filed Oct. 23. 

WKRT(AM)- WNYP(FM) Cortland, NY (AM: 
BAL911023HZ; 920 khz; 1 kw -D, 500 w -N; FM: 
BALH911023GE; 99.9 mhz; 24 kw; ant. 710 ft.)- 
Seeks assignment of license from Sun Radio 
Broadcasting Inc. to Northstar Broadcasting Corp. 
for $1.1 million. Seller is headed by Emanuel Ge- 
rard, and has no other broadcast interests. Buyer is 
headed by Jeffrey D. Shapiro and Bruce G. Dan - 
ziger (each 33.3 %), and is controlling stockholder of 
licensee of WNCQ(AM)- WCIZ(FM) Watertown, NY. 
Shapiro also owns 12.3% interest in licensee of 
WTSV(AM)- WHDQ(FM) Claremont, NH. Filed Oct. 
23. 

WEGO(AM) Concord, NC (BAL911031ED; 1410 
khz; 1 kw -D) -Seeks assignment of license from 
Piedmont Crescent Communications Inc. to Con- 
cord Kannapolis Communications Inc. for 

$198,000. Seller is Charles Hicks, who is selling 
interest to partners. Hicks also has interests in 
WABZ(FM) Albemarle, NC. Buyer is headed by 
Robert R. Hilker (65.21 %) and William R. Rollins 
(34.79 %), who also have interests in licensees of 
WJJJ(AM)- WVVV(FM) Christiansburg -Blacksburg, 
VA; WABZ -FM Albemarle, WFXI(TV) Morehead 
City and proposed assignee of CP for WGTJ(TV) 
Greenville, all North Carolina. Filed Oct. 31. 

WGTN -AM-FM Georgetown- Andrews, SC (AM: 
BAL911025GG; 1400 khz; 1 kw -U FM: 
BALH911025GH; 100.9 mhz; 3 kw; ant. 328 ft.)- 
Seeks assignment of license from Seltzer Broad- 
casting Co. Inc. to Georgetown Broadcasting Co. 
for $350,000. Seller is headed by Gerald Saltzer, 
and has no other broadcast interests. Buyer is 
headed by G. Cabell Williams Ill (100 %), who is 
also sole shareholder of licensee of WYCB(AM) 
Washington. Filed Oct. 25. 

KRBG(FM) Canadian, TX (BAPLH911024H0; 
103.1 mhz; 3 kw; ant. 300 ft.) -Seeks assignment 
of CP from Megahype Broadcasting Partnership to 
Advent Broadcasters, Inc. for $45,000. Seller is 
headed by Marcus Jones, and has no other broad - 
cast interests. Buyer is headed by Kaye Arwood 
(100%), who has been granted CP's for LPTV's at 
Texarkana, TX. Filed Oct. 24. 

KAMA(FM) El Paso, TX (BALH911015GV; 93.1 
mhz; 30 kw; ant. 1,190 ft.) -Seeks assignment of 
license from Rio Bravo Broadcasting Corp. to Dunn 
Broadcasting Co.; assignment is asset transfer to 
settle defaulted secured note in favor of Dunn 
Broadcasting Co., which carries principal balance 
due of $1.8 million. Seller is headed by Jimmy C. 
Ray, and has no other broadcast interests. Buyer is 
headed by John M. Dunn (100%), and has no other 
broadcast interests. Filed Oct. 15. 

KZPH(FM) Cashmere, WA (BALH911010HF; 
101.1 mhz; 3 kw; ant. 52 ft.) -Seeks assignment of 
license from Upper Valley Broadcasting Corp. to 
Big Rock Inc. for $34,000. Seller is headed by Ron 
DeWilters, and has no other broadcast interests. 
Buyer is headed by D. Michael Wade (16.66 %) and 
has no other broadcast interests. Filed Oct. 10. 

Actions 

WSFU -FM Union Springs, AL (BALH910829HV; 
94.1 mhz; 3 kw; ant. 265 h.) -Granted assignment 
of license from Montgomery Christian Radio Inc. to 
Central Alabama Media Group for $300.000. Sta- 
tion is currently off air. Seller is headed by L.E. 
Willis Sr., who recently sold WCLN(AM) Clinton, 
N.C. ( "For the Record," Aug. 12), and is purchasing 
WTZR(FM) Moyock (Chesapeake, VA), NC (see 
below). Willis also has interests in KDFT(AM) Fer- 
ris, TX; KLRG(AM) North Little Rock, KFTH(FM) 
Marion, KMZX(FM) Lonoke and KSNE(FM) Mar- 
shall, all Arkansas; 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, WKJA(FM) Belhaven, 
WVRS(FM) Warrenton and WSRC(AM) Durham, all 
North Carolina; WIMG(AM) Ewing, NJ; WPCE(AM) 
Portsmouth and WMXS(FM) Cape Chartes, both 
Virginia; WTJH(AM) East Point, GA; WURD(AM) 
Philadelphia; WWCA(AM) Gary and WPZZ(FM) 
Franklin, both Indiana, and WKSO(FM) Orange- 
burg, WKWQ(FM) Batesburg and WWPD(FM) Mar- 
ion, all South Carolina. Buyer is headed by Antho- 
ny L. Calhoun (51 %) and Todd E. Marable (49 %), 
and has no other broadcast interests. Action Oct. 
25. 

KPOL(TV) Tucson, AZ (BALCT910628KG; ch. 
40; 1,534 kw -V; 153.4 kw -A; ant. 2,090 ft.)- Grant- 
ed assignment of license from Les Von Eberstein, 
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trustee, to Jay S. Zucker for $45,000; station is 

currently off -air. Seller has no other broadcast in- 

terests. Buyer has 80% and 100% interest, respec- 
tively, in LPTV's K14HR Tucson and K64DR Phoe- 
nix, both Arizona. Action Oct. 16. 

KKSA(AM) Folsom, CA (BAP901010EC; 1030 

khz; 50 kw -D, 1 kw -N)- Dismissed assignment of 

CP from Folsom Radio Ltd. to William H. Battles Jr. 

for $35,000. Seller is headed by James B. Nichol- 
son, and has no other broadcast interests. Buyer 
has no other broadcast interests. Action Oct. 17. 

WIPC(AM) Lake Wales, FL (BAL910805EE; 
1280 khz; 1 kw -D, 500 w- N)- Granted assignment 
of license from Seggi Broadcasting Corp. of Florida 
Inc. to Cubero Broadcasting Inc. for $275,000. Sell- 
er is headed by Ronald G. Seggi, and has no other 
broadcast interests. Buyer is headed by Roberto 
Cubero, and has no other broadcast interests. Ac- 
tion Oct. 22. 

WMJE(FM) Clarkesville, GA (BTCH910814HT; 
102.9 mhz; 3 kw; ant. 328 ft.)-Granted transfer of 

control from Clara Morris Martin to John Wesley 
Jacobs III for $425,000. Seller also owns 
WCHM(AM) Clarkesville, GA. Buyer currently owns 
49.1% of WMJE, and is 25% stockholder of 
WDUN(AM) Gainesville, GA. Action Oct. 23. 

KORL(AM) Honolulu (BAPL910807EA; 650 khz; 
10 kw -U) -Granted assignment of CP from Hawaii 
Broadcasting Corp. to Coral Communications Corp. 
for $375,000. Seller is headed by Michael Jordan, 
and has no other broadcast interests. Buyer is 

headed by George A. Vandeman, who owns 50% of 

NRG Twin Cities Inc., proposed assignee of 
KNOW(AM) Minneapolis. Action Oct. 28. 

WSRO(FM) Bushnell, IL (BAPH910606HF; 
104.7 mhz; 3 kw; ant. 328 tt.)- Granted assignment 
of CP from Ralph Trieger to Larry Deny for 
$20,801. Seller has no other broadcast interests. 
Buyer has no other broadcast interests. Action Oct. 

31. 

WFRL(AM)-WXXQ(FM) Freeport (Rockford), IL 
(AM: BAL910823GV; 1570 khz; 5 kw -D, 500 w -N; 

FM: BALH910823GW; 98.5 mhz; 50 kw; ant. 450 
f.)- Granted assignment of license from Freeport 
Radio Associates 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 Thomas Imhoff, and has no 

other broadcast interests. Action Oct. 24. 

WWIN -AM -FM Baltimore -Glen Burnie, MD (AM: 
BAL910828HN; 1400 khz; 1 kw -U; FM: 

BALH910828HO; 95.9 mhz; 3 kw; ant. 298 ft.)- 
Granted assignment of license from Communica- 
tions Management National Ltd. to Almic Broad- 
casting Inc. for $4.7 million. Seller is headed by 

Ragan Henry, who is also selling WKKV -AM -FM 
Racine, WI. Henry heads Ragan Henry Broadcast 
Group Inc., licensee of WKSG(FM) Mount Clemens 
(Detroit), MI; WXLE(FM) Johnstown, OH, and 
WDIA(AM) -WHRK(FM) Memphis. Henry also 
heads U.S. Radio, licensee of WAKR(AM) -WONE- 
FM Akron, OH; WRAW(AM)- WRFY -FM Reading, 
PA; WCOS -AM -FM Columbia, SC; KIKR(AM)- 
KJZS(FM) Conroe, KHEY -AM -FM El Paso and 

KJOJ -FM Freeport, both Texas; WOWI(FM) Nor- 

folk, WBSK(AM) Portsmouth and WOOK(FM) 
South Boston, all Virginia; WRXJ(AM) -WCRJ -FM 

Jacksonville, FL, and WAYV(FM) Atlantic City. Buy- 
er is headed by Catherine L. Hughes, and is licens- 
ee of WOL(AM)- WMMJ(FM) Washington- Bethes- 
da, MD. Action Oct. 28. 

KFIL -AM -FM Preston, MN (AM: BTC910916EA; 
1060 khz; 1 kw -D; FM: BTCH910916EB; 103.1 

mhz; 3 kw; ant. 270 ft.)-Granted transfer of control 
from KFIL Inc. to Jeffrey Borgen for no cash consid- 
eration. Seller is headed by Obed S. Borgen, who 
is transferring 100% of his shares. Licensee will be 

equally owned by Borgen and Michael S. Borgen; 
they have no other broadcast interests. Action Oct. 
24. 

KKNK(AM) Carson City and KKNC(AM) Sun 
Valley, both Nevada (KKNK: BAP910815EA; 750 
khz; 10 kw; KKNC; BAP910815EB; 730 khz; 500 w- 

U)- Granted assignment of CP's from Sundance 
Radio Corp. and Silveradio Corp. to Caballero 
Spanish Media Inc. for $37,500. Sellers are head- 

ed by D.C. Williams. Sundance Radio is permittee 
of KTCD(AM) Eureka, CA. Williams also has inter- 

ests in KPLA(AM) Riverbank, CA. Buyer is headed 
by Eduardo Caballero, and has no other broadcast 
interests. Action Oct. 28. 

WLSE(AM )-WZKB(FM) Wallace, NC (AM: 
BAL910821GR; 1400 khz; 1 kw -U; FM: 
BALH910821GS; 94.3 mhz; 3 kw; ant. 300 (.)- 
Granted assignment of license from RVG Broad- 
casting Inc. to J G & J Broadcasting Inc. for 
$230,000. Seller is headed by Richard V. Goines, 
who is also 100% owner of WCPQ(AM)- 
WMSQ(FM) Havelock, NC. Buyer is headed by 
Mack Edmundson Jones, and has no other broad- 
cast interests. Action Oct. 23. 

*KBOO(FM) Portland, OR (BTCED910723HC; 
90.7 mhz; 23.5 kw; ant. 912 ft.)- Granted transfer 
of control within KBOO Foundation for no cash 
consideration; purpose of application is to report 
new members and officers of board of directors. 
Licensee is headed by Margot Beutler and nine 
other directors, and has no other broadcast inter- 

ests. Action Oct. 24. 

KCMZ(AM) Dallas and KCDU -FM Fort Worth 
(AM: BTC910909ED; 1480 khz; 5 kw -D, 1.9 kw -N; 
FM: BTCH910909EE; 107.5 mhz; 25 kw; ant. 1,647 
ft.)-Granted transfer of control from Granum Ac- 
quisition Corp. to Granum Holdings Ltd.; purpose is 

to reflect ownership change as result of acquisition 
of station in March for $9 million ( "Changing 
Hands," March 4). Granum Holdings Ltd. is headed 
by Herbert McCord (6 %), Peter B. Ferrara Jr. 
(1.5 %), Michael Weinstein (1.5 %), Granite Equity 
Partners (16 %) and Radio Associates Ltd. (75 %). 
Weinstein holds approximately 6% of voting stock 
of Newcity Communications Inc., licensee of 

WZZK -AM -FM Birmingham AL; WYAY(FM) 
Gainesville and WYAI(FM) La Grange, both Geor- 
gia; WSYR(AM) -WYYY(FM) Syracuse, NY; 
KRMG(AM) -KWEN(FM) Tulsa, OK, and KKYX- 
(AM)-KCYY(FM) San Antonio, TX. Action 30. 

KGDD(AM)- KBUS(FM) Paris, TX (AM: BA- 
L910909EC; 1250 khz; 500 w -D, 95 w -N; FM: 
BALH910909HC; 101.9 mhz; 50 kw; ant. 500 ff.)- 
Seeks assignment of license from Lamar County 
Broadcasters Inc. to Webster Broadcasting Corp. 
for $561,893. Seller is headed by Ray Eller, and 
has no other broadcast interests. Buyer is headed 
by Charles L. Webster (100 %), and has no other 
broadcast interests. Action Oct. 28. 

KOXC(FM) Wichita Falls, TX (BAPH910912GO; 
105.5 mhz; 3 kw; ant. 100 ft.)-Granted assignment 
of CP from Samwill Broadcasting to Red River 
Communications Inc. for $25,000. Seller is headed 
by Mandel G. Samuels and Kyle R. Williams, and 
has no other broadcast interests. Buyer is headed 
by David J. Messing, and is vice president of Sun- 
rise Broadcasting Corp., licensee of KNCY -AM -FM 
Nebraska City and KBWH(FM) Blair, both Nebras- 
ka, and WFSF(AM)- WQLS(FM) Ozark, AL. Action 
Oct. 28. 

WAVA -FM Arlington (Washington), VA 
(BALH910618HC; 105.1 mhz; 50 kw; ant. 500 (.)- 
Granted assignment of license from Emmis FM 

Broadcasting Corporation of Washington, DC to 

Salem Communications Corp. for $20 million 
( "Changing Hands," June 24). Seller is headed by 

Jeff Smulyan and Steve Crane, and is subsidiary of 

Emmis Broadcasting Corp., licensee of KPWR(FM) 
Los Angeles; WKQX(FM) Chicago; WENS(FM) 
Shelbyville, IN; WCDJ(FM) Boston; KSHE(FM) 
Crestwood, MO, and WFAN(AM) -WQHT(FM) New 
York. Buyer is headed by Stuart W. Epperson and 
Edward G. Atsinger Ill. Epperson and Atsinger each 
have 50% and 37.4% interest, respectively, in 

KFAX(AM) San Francisco and KKXX -FM Delano, 
CA. Atsinger also has 50% interest in both 
KEZL(FM) Fowler and KKLA(FM) Los Angeles, 
both California. Salem Communications Corp., 
headed 50% by both Epperson and Atsinger, owns 
KPDQ -AM -FM Portland, OR; KGNW(AM) Seattle - 
Burien, WA; KLFE(AM) San Bernardino, 
KGER(AM) Long Beach, KAVC(FM) Rosamond, 
KDAR(FM) Oxnard and KPRZ(AM) San Marcos, all 

California; WEZE(AM) Boston; WRFD(AM) Colum- 
bus- Worthington, OH; WMCA(AM) New York, 
WKPA(AM) -WEZE(FM) New Kensington -Pitts- 

burgh, PA; WYLL(FM) Des Plaines, IL, and recently 
purchased KGEO(AM) -Bakersfield, CA under sub- 
sidiary Grapevine Radio Inc. ( "Changing Hands," 
June 17). Action Oct. 29. 

KTOL(AM) Lacey, WA (BAL910906EC; 1280 
khz; 1 kw -D, 500 w-N)--Granted assignment of 
license from M.C. Radio -Olympia Inc. to BAR -B 

Broadcasting Inc. for $75,000. Seller is headed by 
Matthew N. Clapp Jr., and has interests in licensees 
of KFQD(AM) -KWHL(FM) Anchorage, AL; KXRO- 
(AM)-KDUX-FM Aberdeen and KBRC(AM) Mount 
Vernon, both Washington. Buyer is headed by Bar- 
bara J. Geesman, who is 100% stockholder of Joy 
Broadcasting Inc., licensee of KJUN(AM) Puyallup, 
WA. Action Oct. 25. 

NEW STATIONS 

Applications 

Little Rock, AR (BPET911031 KE)-TV 36 Inc. 

seeks channel 36; 353 kw -A, 35 kw -V; ant. 213 ft. 

Address: 7123 l -30, Suite #31, Little Rock, AR 
72208. Principal is headed by Kurt D. Huff and 
Allison J. Mordem, and has no other broadcast 
interests. Filed Oct. 31. 

Osceola, AR (BPH911009ME)- Pollack Broad- 
casting Co. seeks 107.3; 3 kw; ant. 68 ft. Address: 
509 South Walnut St., Osceola, AR 72370. Princi- 
pal is headed by William H. Pollack, Sydney Pol- 
lack, Marilyn Pollack, Robert Pollack and David L. 

Pollack, and is licensee of KOSE(AM) Osceola and 
KOSE -FM Wilson, both Arkansas; WPtX(AM) Col- 
lierville, TN; KLAX -N Alexandria, LA, and 
KGZA(AM) Boulder City, NV. Filed Nov. 9. 

Paso Robles, CA (BPH911024M0) -Jean Yang 
seeks 103.1 mhz; 1.2 kw; ant. 220 f. Address: 685 
E. California, Pasadena, CA 91106. Principal has 
no other broadcast interests. Filed Oct. 24. 

Christiana, DE (BPED911024MG) -World Re- 
vivals Inc. seeks 89.1 mhz; 1.2 kw; ant. 20 ft. Ad- 
dress: 179 Christiana -Stanton Rd., Newark, DE 
19702. Principal is headed by Bert Hare, Steve 
Hare, Doris J. Hare, Richard H. Edwards, Arthur E. 

Hardt, Harold Dunn and Kingsley D. King, and has 
no other broadcast interests. Filed Oct. 24. 

Waimea, HI (BPH911004MH) -Lori Lynne 
Forbes seeks 99.1 mhz; 37 kw; ant. 904 ft. Address: 
3053 Waterdale Dr., Loveland, CO 80537. Principal 
has no other broadcast interests. Filed Nov. 4. 

Waimea, HI (BPH911003MH) -KES Communi- 
cations Inc. seeeks 99.1 mhz; 41 kw; ant. 865 ft. 

Address: 1148 South Citrus Ave., Los Angeles, CA 
90019. Principal has no other broadcast interests. 
Filed Nov. 3. 

Rexbyrg, ID (BPED911009MD) -Ricks College 
Corp. seeks 91.5 mhz; .1 kw; ant. -12 ft. Address: 
Ricks College, Rexberg, ID 83460. Principal is 

owned and controlled by Church of Jesus Christ of 
Latter -Day Saints, is headed by Ezra T. Benson, 
Gordon B. Hinckley, Thomas S. Monson, Harold 
Western, Steven D. Bennion and R. Brent King - 
horn, and is licensee of KRIC(FM) Rexburg, ID. 

Filed Nov. 9. 

Eldon, IA (BPH911008ME)- Rivertown Commu- 
nications Co. Inc. seeks 104.3 mhz; 16.2 kw; ant. 
125 ft. Address: P.O. Box 65, 517 W. Elm St., 

Eldon, IA 52554. Principal is headed by David W. 

Brown and Ellen M. Bowen, and has no other 
broadcast interests. Filed Nov. 8. 

Milford, IA (BPH911003MI)- Milford Broadcast- 
ing Co. seeeks 102.1 mhz; 50 kw; ant. Address: RD 

#1, Box 161, Milford, IA 51351. Principal is headed 
by Kevin W. Galbraith, Sheryl L. Potratz and Stan- 
ley R. Galbraith and has no other broadcast inter- 

ests. Filed Nov. 3. 

Sandusky, MI (BPED911009MC) -Ross Bible 
Church seeks 90.7 mhz; 18 kw; ant. 100 ft. Ad- 

dress: 2865 Maywood Dr., Port Huron, MI 48060. 
Principal is headed by Eugene Kent, Craig Solliday, 
Ronald Moeller, Thomas Dennis, Albert Vansickle, 
Robert Barber, James Miller and James Sperling, 
and is licensee of WNFA(FM) Port Huron, MI. 

86 For the Record Nov 181991 Broadcasting 



Because you requested it, what was easy will get easier. 
Broadcasting4 far and away the number one industry pub- 
lication for classified advertising, will accept classified ads 
paid by credit card. 

IT'S EASY TO DO. Just include your personal or company Master- 
card or VISA credit card number and the expiration date in your 
FAX or letter (please, no phone orders at this time). THAT'S IT. 

Buying classified ads in Broadcasting is now just as simple as 
making any other purchase with the cost included in your monthly 
credit card bill. Quickly. Conveniently. For results. 

FAX (202) 293 -FAST 
OR MAIL TO: Classified Dept., 1705 DeSales Street, NW, Washington, DC 20036. 
Deadline is Monday at noon Eastern Time for the following Monday's issue. 
See full details and rates in the Classified Section. 

SA'll give you 
all the credit. 

>- 
Broadcastingo 

Classified advertising for the 90's. Another customer service. 



 Sault Ste. Marie, MI (BPED911024MF) -Lake 
Superior State University seeks 90.1 mhz; 0.1 kw; 
ant. 30 ft. Address: 1000 College Dr., Sault Ste. 
Marie, MI 49783. Principal is headed by Todd Gray, 
Alice R. McCarthy, Louis C. Cappo, Jack L. Gin - 
grass, Leonard C. Jaques, Edward W. Jarvie, Gary 
LaPlant, Jack R. Rombouts and Thomas H. Weiss, 
and has no other broadcast interests. Filed Oct. 24. 

Socorro, NM (BPH911004MI)- William H. Pace 
seeks 92.9 mhz; 6 kw; ant. -54 ft. Address: P.O. 
Box 30570, Albuquerque, NM 87190. Principal has 
interest in Alpenglow Communications Inc., licens- 
ee of WISM(AM) Eau Claire and WISM(FM) Altoo- 
na, both Wisconsin. Filed Nov. 4. 

Jamestown, ND (BPED911022ME)- Prairie 
Public Broadcasting Inc. seeks 91.5 mhz; 18.6 kw; 
ant. 108 ft. Address: P.O. Box 3240, Fargo, ND 
58108. Principal is headed by Dennis L. Falk, Dave 
Borlaug, Richard Chenoweth, Maurice Cook, Jona- 
than Eaton, Kathleen Gershman, Maren Gershman, 
Susan Podrygula, Omar Rood, Louise Sherman, 
Norman Smith, Bennett Trochlil, Al Wahl, Marylyn 
Weeks and Karen Wills, and is licensee of KFME- 
TV Fargo, KGFE -TV Grand Forks, KBME -TV Bis- 
marck, KSRE -TV Minot, KWSE -TV Williston, 
KDSE -TV Dickinson, KCND -FM Bismarck, KMPR- 
FM Minot KPPR -FM Williston, and KDPR -FM, Dick- 
inson, all North Dakota. Filed Oct. 22. 

Reedsport, OR (BPH911007MH)- Fafara Part- 
ners seek 99.5 mhz; 6 kw; ant. 72 ft. Address: 825 
East Evelyn Ave., #532, Sunnyvale, CA 94086. 
Principal is headed by Rodney Fatara and Colleen 
Fafara and has no other broadcast interests. Filed 
Nov. 7. 

Sutherlin, OR (BPH911003MG) -Curtis L. and 
Karen S. Dittman seek 101.1 mhz; 2 kw; ant. 163. 
Address: 234 Laurel Dr., Roseburg, OR 97470. 
Principals have no other broadcast interests. Filed 
Nov. 3. 

Victoria, TX (BPED910930MH)- Educational 

Media Foundation of Victoria seeks 89.3 mhz. Ad- 
dress: P.O. Box 187, Humble, TX 77347. Principal 
is headed by Buddy Holiday, Johnny Franks, B.J. 
Lochridge, Kelly Coghlan, Mark Ammerman, Fred 
Frost, Earl Banning, Jim Carter, Janice Sturkie, Earl 
Allen, Willie Hunter, Linda B. Smith and Carl Raia, 
and has interests in KSBJ(FM) Humble, TX. Filed 
Oct. 30. 

Yakima, WA (BPED911015MB)- Washington 
State University seeks 90.3 mhz; 5 kw; ant. 273 ft. 
Address: KWSU Radio -TV Services, Murrow Cen- 
ter, Pullman, WA 99164. Principal is headed by 
Louis H. Pepper, Richard R. Albrecht, Phyllis J. 
Campbell, R. M. Crow, Richard A. Davis, Scott B. 
Lukins, Frances L. Scott, Kate B. Webster and Wil- 
liam R. Wiley, and has no other broadcast interests. 
Filed Oct. 15. 

Actions 

Oxnard, CA (BPED890403MB)- Granted app. of 
Santa Monica Communitty College District for 89.1 

mhz; 2 kw; ant. 260 ft. Address: 1900 Pico Blvd.; 
Santa Monica, CA 90405. Principal has no other 
broadcast interests. Action Oct. 22. 

Ruston, LA (BPH880114MS) -Dismissed app. 
of Jerald H. Womack for 99.5 mhz; 3 kw; ant. 100 ft. 

Address: 111 Silver Drive, Monroe, LA 71203. Prin- 
cipal has no other broadcast interests. Action Oct. 
23. 

Ruston, LA (BPH880114MZ) -Dismissed app. 
of Sherry Williamson Pody for 99.5 mhz; 3 kw; ant. 
100 ft. Address: 310 Northwood Pl., Ruston, LA 
71270. Action Oct. 23. 

Ruston, LA (BPH880114NH)- Dismissed app. 
of Vicar Communications Inc. for 99.5 mhz; 3 kw; 
ant. 100 ft. Address: Rt. 5, P.O. Box 121, Bastrop, 
LA 71220. Principal is headed by Vicki L. Carter 
and has no other broadcast interests. Action Oct. 
23. 

Hagerstown, MD (BPED910116MR)- Granted 
app. of Greater Washington Educational Telecom- 
munication Assn. for 89.1 mhz; 9 kw; ant. 403 ft. 
Address: Box 2626, Washington, DC 20013. Princi- 
pal is headed by TOM LIVINGSTON, David O. 
Maxwell, Ward B. Chamberlin Jr., Malcolm S. Mc- 
Donald, Robert P. Pincus, Eddie N. Williams, Fran- 
cine Z. Trachterberg, Sharon Percy Rockefeller, 
John Degenhard and Mary Beth La Belle, and is 
licensee of WETA -FM -TV Washington, DC. Action 
Oct. 22. 

Piketon, OH (BPH910117ME)- Retumed app. of 
PIKE COMMUNICATIONS INC. for 100.1 mhz; 6 
kw; 100 ant. ft. Address: 233 Pine St., Piketon, OH 
45661. Principal is headed by Howard R. Thomp- 
son and THOMAS E REEDER and has no other 
broadcast interests. Action Oct. 18. 

Jamestown, TN (BPED901214MC) -Bible Be- 
lievers Network Inc. seeks 91.50; 100 kw; Address: 
P.O. Box 1199, Jamestown, TN 38556. Principal is 
headed by Baley F. Allred Ill, Brenda Allred and 
B.F. Allred and has no other broadcast interests. 
Action Oct. 18. 

Lexington, VA (BPED900920MB)- Granted 
app. of James Madison University for 89.9 mhz; 1 

kw; ant. -60 ft. Address: 800 S. Main St., Harrison- 
burg, VA 22807. Principal is headed by Charles W. 
Wampler Jr. and has interests in WMRA -FM and 
WXJM -FM Harrisonburg, VA. Action Oct. 22. 

FACILITIES CHANGES 

Applications 

FWs 
Monte Rio, CA KMGG(FM) 97.7 mhz-Oct. 25 

application of Southcom Inc. for CP to change ERP: 
2.04 kw (H&V); change to class B1 (per MM docket 
#88-192). 

SERVICES 

BROADCAST DATABASE 

datawonld' 
MAPS 

Coverage,Terram Shadowing 
Allocation Studies Directories 

P.O. Box 30730 301- 652.8822 
Bethesda. MD 20814 800 -368 -5754 

SOFTWARE 
FM & TV CHANNEL SEARCH 

FCC databases for MS-DOS 
Broadcast Technical Consulting 

Doug Vernier 

,-. 
ev renIta, 

éwPr.il.°. . seal] 

319 266ó402 

I. SG Communications 
TWFM RF Systems Specialists 

RF System Measurements 
Tower Erection A Maintenance 

800-824-7865 Tucson, AZ 
800 -874 -5449 Tampa, FL 

215-699-6284 N. Wales, PA 

7I c o MNt 
SERVING BROADCASTERS 
FOR OVER FORTY YEARS 

(405)946 -5551 

BROADCAST DATA SERVICES 
Computerized Broadcast Service 

Including 
Data Base Allocation Studies 

Terrain Profiles 
1 Ui4. of Nuuff 2. l.unuw & Jahmen. lnr. 

703 824 -5666 
FAX:7O3- 824.5672 

,rn . 
Radio and Television System Design 
Transmitter and Studio Installation 
Microwave and Satellite 
Engineering and Installation 

627 Boulevard 
908-245-4833 Kenilworth, NJ 07033 

KLINE TOWERS 
Towers, Antenna Structures 

Engineering & Installation 
P.O. Box 1013 

Columbia, S.C. 29202 
Tel: 803 251ó000 - FAX 251 -8080 

Broadcast Video Tape 
Goat SONIC* Ereellertf Mom rr - 

VM% VÏÌMVV 
Now Quay Stock Custom Moods 

CETACAM U- MATlC 1419 

1- 800 - 888 -4451 
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S BROADCAST CONSULTANTS AND ENGINEER 

FCC Applcations and Feld En aam ering 
Frequency Searches a U C 

söd 
a I ion 

Tows, rction and M 

n Facile). Desgn ano Constro 
Contact 
KENNETH W HOEHN 23400 Mich Ave. 
(313) 562-6873 Dearborn MI 48124 

StaInIess, inns. 

New Towers, Antenna Structures 
Engineering Studies, Modifications 
Inspections, Erection, Appraisals 

North Wales, PA 19454 
215 699-4871 FAX 699.9597 

LDL V r/ COMMUNICATIONS, Inc. 

RF DESIGN INSTALL/1TION SPECIALISTS 
LARCAN SOLID STATE TRANSMITTERS 
ALAN DICK ANTENNAS A COMBINERS 
LEBLANC A ROYLE TOWER SYSTEMS 

14440 CHERRY LAME CE LAUREL AD 20707 

TEL 301-498-2200 FAX 301498 -7952 

FOR WORLDWIDE _ - SATELLITE TRANSMISSION 

SERVICES CONTACT 

IDS COMMUNICATIONS GROUP 
10525 WEST WASHINGTON BLVD. 

CULVER CITY. CA 90232 -1922 
213 -870-9000 FAX: 213-838-6374 

datawonld' 
LPTV /TV Translator 

Detailed Interference Studies 
Regional Directories 

Maps - Terrain - Popcount 

301- 652 -8822 800- 368 -5754 

Shoolbred Engineers, Inc. 

Towers and Antenna Structures 

Roben A. Shoolbred, P.E. 

IM4 Morrison [Bloc 
Q,v1am.5C. 2.411.iR`t+)-nn 

/ 
Fl 

rYw towers, transmitter oundings. earth 
©OCiens. turnkey site devebpnwnt. 

Tower Structures, Inc. 
s 1869 Nirvana Avenue 

Chula Viva. CA 92011 
9421.1181 

- / 719 519421-0533 Lk. No 254512 

ri 
r 

REID BROADCAST 
COMMUNICATIONS INC. 
PROVIDES ENGINEERING SERVICES IN RADIO TV 
on 

short ChM 
temporary s- porary arrangements .Proiect 

Manager, rginee, or Transmm., Supervisa 
OVER 20 YEARS ENGINEERING 

EXPERIENCE IN RAD101V 

ED REID P.O. Box 170476 
(817) 496 -6142 Arlington, Texas 76003 
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PROFESSIONAL CARDS 

du Treil, Lundin & Rackley, Inc. 
A SalMdnry M A.D. Keg. a.e 

1019 19th Street, N.W., Suite NA) 

Washington. D.C. 20116 
Telephone: 202 -223-6100 

Mn,be AHMT. 

SILLIMAN AND SILLIMAN 
8601 Georgia Ave. #910 
Silver Spring, MD 20910 

ROBERT M. SILLIMAN. P.E. 
(3011 589.8288 

THOMAS S. SILLIMAN. P E 

(812) 853 9754 
Menthe, 4/( (/. 

CARL E. SMITH 
CONSULTING ENGINEERS 
AMFMTV Engineering Consultants 

Complete Tower anti Rigging Services 
- .Serving /M Rnardnml Wender 

for new 841 Inne 
Box 807 Bath, Ohio 44210 

(216) 659 -4440 

F.W. HANNEL & ASSOCIATES 

Registered Professional Engineers 

911 Edward Street 

Henry. Illinois 61537 

(309) 364 -3903 
Fax (309) 364 -3775 

D.C. WILLIAMS, Y.E. 
Consulting Radio Engineer 

Member AFCCF 
Post Office Box 1888 

Carson City, Nevada 89702 
(702) 885 -2400 

PAUL DEAN FORD, P.E. 
BROADCAST ENGINEERING CONSULTANT 

3775 West Dugger Ave., 

West Terre Haute, Indiana 47885 

812. 535.3831 
Member AFCCE 

R 
E 
CO 

RADIO ENGINEERING CO. 
1660 Primavera Lene 
Npono. CA 93444 

CONSULTANTS 

« rS NS ATIO. INSTALLATIONS Faso 
Mayan 

ALLOCATIONS. 
TYPE A«oTANee Muaumr -ENTS 

Son, e,we<rNra On, a Fs, 
Nomad J. Paws. FAX: 

PION 929 -196Nomad 

FAX: (BOO 929.5571 

=CARL T. JONES= 
CORPORATION 

CONSULTING ENGINEERS 

7901 YARNWOOD COURT 
SPRINGFIELD, VIRGINIA 22153 

( 703 ) 569 -7704 
MEMBER AFCCI3 

Moffet, Larson & Johnson, Inc. 
Consulting Telecommunications Engineers 

Two Skyline Place. Suite 800 
5203 Leesburg Pike 

Falls Church, VA 22041 
703 824 -5660 

FAX:703 -824 -5672 
Member AFCCE 
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 St. Simons Island, GA WMOG -FM 92.7 mhz - 
Oct. 25 application of WBA Partnership for CP to 
change ERP: 6 kw (H &V). 

Lynn, MA WFNX(FM) 101.7 mhz -Oct. 25 appli- 
cation of MCC Broadcasting Co. Inc. for CP to 
change geographic coordinates and antenna radia- 
tion center: 42 27 10 70 58 50. 

Noster, MO KXKX(FM) 105.5 mhz -Oct. 25 ap- 
plication of Bick Broadcasting Co. for CP to change 
ERP: 13.5 KW (H &V); ant.: 89 m. (H &V); change 
frequency 105.5 to 105.7 (per MM docket #89- 
550); change to class C3 (per MM docket #89- 
550). 

Cape Vincent, NY WMHI(FM) 94.7 mhz-Oct. 25 
application of Mars Hill Broadcasting Co. Inc. for CP 
to change from commercial to noncommercial. 

Henderson, NY WLKC(FM) 100.7 mhz -Oct. 25 
application of Jefferson Broadcasting Inc. for mod. 
of CP (BPH- 880720MK) to change ERP: 6 kw 
(H &V). 

Rensselaer, NY WQBK -FM 103.9 mhz-Oct. 25 
application of Maximum Media Inc. for CP to 
change ERP: 6 kw (H &V). 

Syracuse, NY WMHR(FM) 102.9 mhz -Oct. 25 
application of Mars Hill Broadcasting Co. Inc. for CP 
to change from commercial to noncommercial. 

Goldsboro, NC WOKN -FM 102.3 mhz -Oct. 25 
application of Southern Broadcasters Inc. for CP to 
change ERP: 6 kw (H &V); ant.: 89 m. TL: U.S. Hwy 
70, 1 mi. W. of Goldsboro. 

Ravenel, SC WMGL(FM) 101.7 mhz -Oct. 25 
application of Millcom Inc. for CP to change ERP; 
6.5 kw (H &V); ant.: 129 m.; change to class C3 (per 
MM docket #88 -590). 

Bellingham, WA KZAZ(FM) 91.7 mhz -Oct. 25 
application of Northern Sound Public Radio for 
mod. of CP (BPH- 860811MJ) to change antenna 
supporting structure height. 

Charleston, WV WVNS 96.1 mhz-Oct. 25 appli- 
cation of West Virginia TV and Radio Inc. for CP to 
change ant.: 167.6 m.; change TL: Mountain Drive, 
Upton Subdivision, Jefferson District, 7.5 mi. west 
of Charleston. 

AMOS 

s 

St. Petersburg, FL WSUN(AM) 620 khz-Oct. 
25 application of WWRM Inc. granted for CP to 
correct coordinates: 27 52 37 - 82 35 26. 

Black Mountain, NC WFGW(AM) 1010 khz- 
Oct. 21 application of Blue Ridge Broadcasting 
Corp. granted for CP to increase night power to 500 
w; 19 kw; make changes in antenna system. 

Blountville, TN WJTZ(AM) 640 khz -Oct. 22 ap- 
plication of J.T. Parker Broadcasting Corp. granted 
for CP to make changes in antenna system, de- 
crease height and correct coordinates: 36 31 19 81 

25 25. 

Ids 

Montgomery, AL WLNE -FM 96.1 mhz Oct. 21 

application of Montgomery Broadcast Properties 
Ltd. granted for mod. of license to increase ERP: 
4.5 kw H &V (per MM docket #88-375) 

Talladega, AL WEYY -FM 92.7 mhz-Oct. 23 ap- 
plication of Radio Talladega Inc. granted for CP to 
change ERP: 4 kw (H &V). 

Yuma, AZ KCFY(FM) 88.1 mhz-Oct. 25 applica- 
tion of Vdice of Inter. Christ. Evang. Inc. granted for 
mod. of CP (BPED- 890622MA) to change ant.: 73 
m.; TL: Ave. 4E, County 13 St., Yuma, AZ. 

Bethel, AK KBTB(FM) 107.9 mhz -Oct. 30 appli- 
cation of Bethel Communications Inc.; CP for new 
FM is hereby forfeited and call signs deleted. 

Newport, AR KOKR(FM) 100.7 mhz-Oct. 23 
application of Newport Broadcasting Co. granted 
for mod. of license to change frequency: 100.7 (per 
MM docket #87.536). 

Fort Bragg, CA KLLK -FM 96.7 mhz -Oct. 23 
application of The Henry Radio Co. granted for 
mod. of license to increase ERP: 3.7 kw H &V (per 
MM docket #88-375). 

Fowler, CA KEZL(FM) 96.7 mhz -Oct. 22 appli- 
cation of Bilmar Communications Inc. granted for 
CP to change ERP: 22 kw H &V, and change anten- 
na from non -directional to directional; change ant. 
106 m. 

Los Gatos, CA KRTY(FM) 95.5 mhz -Oct. 22 
application of Randolph E. George, receiver, dis- 
missed for CP to make change ERP: .83 kw H &V. 

Marina, CA KBOQ(FM) 92.7 mhz -Sept. 16 ap- 
plication of Model Associates Inc. granted for mod. 
of CP (BPH- 8909221C) to changes ERP: 7.2 KW 
(H &V), change to channel 224B1 (per docket #90- 
20); amended 82991: change ERP to 6.9 KW 
(H &V). 

San Diego KGB -FM 101.5 mhz -Oct. 31 applica- 
tion of KGB Inc. for mod. of CP (BPH- 840615AH as 
mod.) is hereby forfeited. 

San Francisco KI01(FM) 101.3 mhz-Oct. 22 
application of Bay Broadcasting Corp. granted for 
CP to change TL: San Bruno Mountain, Daly City, 
CA: 37 41 15 122 26 01. 

Willows, CA KIQS -FM 105.5 mhz -Oct. 24 appli- 
cation of KIOS Inc. granted for mod. of license to 
increase ERP: 5.4 kw (H &V) (per docket #88 -375). 

Watertown, FL WLKC(FM) 102.1 mhz -Oct. 16 
application of Louis D. Bolton If granted for mod. of 
CP (BPH- 871202MF as mod.) to change ERP: 4.25 
kw H &V; ant. 118 m. 

Watertown, FL WLLC(FM) 102.1 mhz -Oct. 17 
application of Louis D. Bolton 11 granted for CP to 
change class; (per MM docket #90-306); ERP: 9 
m.; TL: 1.4 km E. of Wellborn, Suwannee County, 
FL, on S.R. 250. 

Lyons, GA WLYU(FM) 92.5 mhz -Oct. 22 appli- 
cation of Thompson Radio Broadcasting Co. Inc. 
granted for mod. of CP (BPH- 871120MA) to change 
channel from 223 to 265 (per MM docket #88 -460). 

Waynesboro, GA WAGW(FM) 107.1 mhz -Oct. 
24 application of Clifford Jones returned for mod. of 
CP (BPH- 890427MI as mod.) to change ERP: 25 
kw (H &V); change to class C3 (per MM docket #90- 
536); add directional antenna. 

Honolulu KHFX(FM) 105.1 mhz-Oct. 23 appli- 
cation of RLS Radio Inc. for mod. of license (BLH- 
881027KA) to correct tower height. 

Kawalhae, HI KWYI(FM) 106.9 mhz -Oct. 18 ap- 
plication of Colin H. Naito for mod. of CP (BPH - 
890504MB) to change ERP: 5.5 kw (H &V) ant.: 
103.6 m., TL: 6.8 km SE of Mamalahoa Hwy and 
Saddle Road Junction. 

Oak Park, IL WVAZ(FM) 102.7 mhz-Oct. 18 
application of Broadcasting Partners of Chicago 
Inc. granted for mod. of license (BLH -5595) to re- 
flect replacement of antenna system combiner. 

Augusta, KS KLLS(FM) 104.5 mhz -Oct. 24 ap- 
plication of Gregory Ray Steckline for mod. of CP 
(BP1-1- 880727M0) to change ERP: 46 kw (H &V); 
ant.: 156 m.; change to class C2 (per MM docket 
#90 -650). 

Downs, KS KWNL(FM) 94.1 mhz -Oct. 30 appli- 
cation of Sound Broadcasting Inc.; CP for new FM 
is hereby forfeited and call signs deleted. 

Buffalo, KY WRZI(FM) 101.5 mhz-Oct. 22 ap- 
plication of Larue County Broadcasting returned for 
mod. of CP (BPH- 880406MA as mod.) to change 
ERP: 3 kw (H &V), TL: change city of license (per 
docket #89 -534). 

Saco, ME WHYR(FM) 95.9 mhz -Oct. 23 appli- 
cation of Vacationland Broadcasting Services Inc. 
granted for mod. of license to increase ERP 3.3 kw 
H &V (per MM docket #88 -375). 

Pocomoke City, MD WMYJ(FM) 106.5 mhz - 
Oct. 21 application of Transmedia Inc. granted for 
mod of CP (BPH- 880714NW) to change ERP: 1.8 

kw (H &V); ant. 104 m.; TL: .3 km SE of intersection 
of Byrd Rd. and U.S. Hwy 113, near Pocomoke 
City, Worcester County, MD. 

Cadillac, MI WYTW(FM) 107.1 mhz -application 
of Four Seasons Broadcasting Co. Inc. granted for 
CP to change ERP: 2.73 kw H &V; TL: 5.1 mi. SE of 
Cadillac. 

Dearborn, MI WHFR(FM) 89.3 mhz -Oct. 22 ap- 
plication of Henry Ford Community College granted 
for CP to change ERP: .445 kw H &V; ant.: 30 m. 

Campbell, MO KKJJ(FM) 107.5 mhz -Oct. 18 
application of Jack G. Hunt granted for mod. of CP 
(BPH- 890214MD) to change ERP: 20 kw H &V; ant. 
112 m.; TL: N of State Rd. 153, approx. 2 mi. west 
of intersection of State Roads 153 and B: class C3 
(per MM docket #90 -513). 

Watertown, NY WCIZ(FM) 97.5 mhz -Oct. 24 
application of Watertown Radio Assoc. Ltd. granted 
for mod. of CP (BPH- 8702191H) to change ERP: 
100 kw H &V; ant.: 87 m.; class: Cl. 

Watertown, NY WTNY -FM 93.5 mhz -Oct. 21 

application of Communications Inc. granted for CP 
to change ERP: 4.5 kw H &V. Amended 9/5/91 to 
reduce ERP to 4 kw H &V. 

Webster, NY WFRW(FM) 88.1 mhz-Oct. 21 ap- 
plication of Family Stations Inc. dismissed for mod. 
of CP (BPH- 831110AS as mod.) to change ERP: 15 
kw (H &V). 

Edenton, NC WZBO -FM 102.3 mhz -Oct. 31 ap- 
plication of Lawrence Loesch and Margaret Loesch 
granted for CP to change ERP: 26 kw H &V; ant.: 
210 m. H &V; TL: County Rd. 1117, 1.3 km south- 
east of Bay Community, Tyrrell County, NC; class: 
C2; freq.: 102.5 mhz (per MM docket #90-473). 

Chickasha, OK KXXK(FM) 105.5 mhz -Oct. 22 
application of Brewer Broadcasting Corp. granted 
for CP to change ERP: 3.27 kw (H &V); ant.: 135 m. 
(H &V): TL: .3 mi. south of County Club Rd. and .15 
mi. east of US 81, Chickasha, OK. 

Seminole, OK KSLE(FM) 105.5 mhz -Oct. 22 
application of One Ten Broadcast Group Inc. grant- 
ed for CP to change ERP: 4.56 kw H &V; other: 
change from 3 bay FM antenna to 2 bay FM anten- 
na. 

Stillwater, OK KKND(FM) 105.5 mhz -Oct. 22 
application of Stillwater Radio Group granted for CP 
to change ERP: 4.9 kw H &V. 

Block Island, RI WBLQ(FM) 93.3 mhz -Oct. 21 
application of WCRN Inc. granted for mod. of li- 
cense to increase ERP: 4.6 kw H &V (per docket 
#88 -375). 

Tazewell, TN WFSM(FM) 94.1 mhz -Oct. 31 ap- 
plication of WFSM Inc. granted for CP to change 
ERP: 2.75 kw H &V. 

Abilene, TX KEAN -FM 105.1 mhz-Oct. 30 appli- 
cation of Radiosungroup of Texas Inc.; mod. of CP 
is hereby forfeited and cancelled. 

Corpus Christi, TX KBNJ(FM) 91.9 mhz -Oct. 
30 application of World Radio Network Inc. granted 
for CP to change frequency: 91.7 mhz.: 27 47 46 97 
23 47. 

Raymondville, TX KSOX -FM 101.7 mhz -Oct. 
21 application of Edgar L. Clinton granted for CP to 
change ERP: 17.9 kw H &V; ant. 231 m.; TL: pro- 
posed site is 6.9 km west of Hwy. 77 and 17.1 km 
north of Raymondville, Kennedy County, TX; class: 
C2 (per MM docket #87 -88). 

Richfield, UT KKWZ(FM) 93.7 mhz -Oct. 22 ap- 
plication of Sevier Valley Broadcasting Co. dis- 
missed for mod. of CP (BPH -87022510 as mod.) to 
change ERP: 33.73 kw (H &V), ant.: 954 m. TL: 
within Fishlake National Forrest at "Sunset Peak." 

Richfield, UT KYAY(FM) 97.5 mhz -Oct. 30 ap- 
plication of Richfield FM Partnership; CP for new 
FM is hereby forfeited and call signs are deleted. 

Exmore, VA WPHG(FM) 106.1 mhz -Oct. 18 ap- 
plication of Seashore Broadcasting Co. for mod. of 
CP (BPH- 880324MP) to change ERP: 25 kw H &V; 
Gass B1 (per MM docket #90-371). 

Brillion, WI WEZR(FM) 96.3 mhz -Oct. 22 appli- 
cation of Brillion Radio Co. dismissed for mod. of 
CP (BPH- 880815MS) to change TL: .14 kilometer 
north of Weiler Rd., .28 kilometer east of intersec- 
tion of Weiler Rd. and County Line Rd. 

Oshkosh, WI WUSW(FM) 96.7 mhz -Oct. 22 
application of Communications Group I Ltd. granted 
for CP to changes ant.: 100 m., TL: .39 km West of 
Sherman Rd. .3 km south of Highway GG Vinland 
Township, Winnebago County, WI. 
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Fifth s Estater 

HENRY EDWARD CATTO 

When Henry Catto's April 1991 
confirmation hearing to be- 
come director of USIA was 

moved from a cavernous room in the 
Dirksen Senate Office building to a 
far- too -small conference room in the 
Capitol, no one seemed to mind. 

Catto was old hat at the confirmation 
process-two years earlier he had be- 
come U.S. Ambassador to the Court of 
St. James. But on this rainy April day in 
1991, American troops were still in the 
Persian Gulf and an important Senate 
vote was pending. So walking a few 
long hallways and a short Senate sub- 
way ride evoked few of the rumblings 
often heard when hearings are resched- 
uled or moved. Besides, Catto, a former 
broadcaster, was among friends. 

Perhaps, too, the delay gave Catto a 
few extra moments to consider the 
current state of affairs at USIA. It was 
a divided and unsettled agency. Many 
career employes had grown disillu- 
sioned with what they saw as a succes- 
sion of underqualified political ap- 
pointees finding their way to USIA, 
VOA and WorldNet. Others ques- 
tioned the agency's raison detre in the 
post -cold war world. 

It was, without doubt, one of the 
more calamitous and divisive times in 
the agency's history. And in a dark 
comder beneath the Capitol, making 
his way to the new room, Catto told a 
BROADCASTING reporter that his first 
task was "to heal the wounds." 

Early results indicate he is succeed- 
ing. Several USIA staff members say 
Hollywood could not have scripted a 
better fit for the agency. His success is 
due, in large part, to his personality, 
professionalism and qualifications as 
both a diplomat and a broadcaster. He 
says he's just doing what he does best: 
"I like to wander. Just pop in unex- 
pectedly in offices I don't know any- 
thing about. Stick my head in and say 
'What's going on in here?' " 

He added: "I came up with a num- 
ber of priorities...number one being to 
get the idea of public diplomacy im- 
planted into the decisionmaking pro- 
cess. So, as the late Edward R. Mur- 

row put it: 'If we're expected to be in 
on the crash landing, we'd damn well 
better be in on the take- offs.' " 

That Catto would invoke a broad- 
caster and journalist is not surprising. 
For six years he was vice chairman of 
H &C Communica- 
tions, licensee of six 
network -affiliated 
TV stations. His 
wife, Jessica Hobby - 
Catto, now handles 
many of H &C's day - 
to-day operations out 
of San Antonio. He 
was also a contribut- 
ing editor of the 
Washington Journal- 
ism Review. 

His odyssey to 
Washington began 
over 30 years ago in 
San Antonio, where 
he spent his early life 
struggling, along with 
then -chairman of the 
Houston Republican 
party George Bush, to 
build the now- power- 
ful Texas Republican 
machine. The two 
met when Catto, 
comfortable in his 
family's insurance 
business, was considering a run for the 
party chair in San Antonio in the late 
195O's. "I thought I'd go meet [Bush] 
and see where, in his judgment, the 

perils and promise lay. We had lunch 
and became friends." 

Catto's own political ambitions took 
a humbling turn. "When I ran for 
office in 1961, I ran against a man 
who was in his early sixties, was a 
professional gambler, and who twice 
had been indicted, though never con- 
victed, for murder. He shellacked me. 
He had one plank in his platform and 
that was to bring back legal horse rac- 
ing. I thought I was going to win. 
How in the world could they not vote 
in favor of a clean-cut young family 
man? It was a humbling experience. I 
figured if I can't do it electorally, I'll 
sneak in the back door." 

He did. In 1969, President Nixon 
appointed him deputy U.S. representa- 
tive to the Organization of American 
States. Two years later, he became the 
U.S. Ambassador to El Salvador. He 

returned to Washing- 
ton in 1974 to be 
President Ford's 
Chief of Protocol for 
the White House and 
State Department in 
1974, until becoming 
the U.S. representa- 
tive to the European 
Office of the United 
Nations in Geneva. 
He stepped out of 
public life in 1977, 
but returned in 1981 
to become Secretary 
of Defense Casper 
Weinberger's assis- 
tant secretary of pub- 
lic affairs. 

It's clear, though, 
that Catto particular- 
ly cherishes the 
memories and expe- 
riences from his time 
in England. "I'm an 
Anglophile... There's 
a certain symmetry 
in that my grandfa- 

ther had left Britain to come to Texas 
just about a hundred years ago. It 
seemed to be the quintessential Ameri- 
can story to return." 

Associate, 1952 -1959, partner, 
1959 -present, Catto 8 Catto 
(insurance), San Antonio; 
deputy U.S. representative to 
Organization of American 
States, Washington, 1969 -1971; 
U.S. Ambassador to El Salvador, 
1971 -1973; chief of protocol, White 
House and State Department, 
Washington, 1974 -1976; U.S. 

representative, United Nations, 
Geneva, 1976 -1977; chairman, IBIS 

Corp., Washington, 1977 -1981; 
assistant secretary of public 
affairs, Defense Department, 
Washington, 1981 -1983; vice 
chairman, H&C Communications, 
San Antonio, 1983 -1989; 
contributing editor, Washington 
Journalism Review, Washington, 
1985 -1987; director, Houston 

Post and Galveston Gazette, 1985- 
1987; U.S. Ambassador to Court 
of St. James, London, 1989 -1991; 
present post since May 1991; m. 
Jessica Hobby, Feb. 15, 1985; 
children: Heather, 32; John, 31; 
William, 28, Elizabeth, 26. 
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FatesFortu nes 

MEDIA 

Robert A. Johnson, from Geneva 
Steel, Orem, Utah, joins Bonneville 
International Corp., Salt Lake City, 
as VP, secretary and general counsel. 

Friedheim 
casting. 

Michael J. Suhanovsky, formerly 
with American Television and Com- 
munications Corp., joins Time 
Warner Cable Group, Stamford, 
Conn., as director, project develop- 
ment. 

Raymond I. Cal, general manager, 
WZTR(FM) Milwaukee, joins 
WEZW(FM) Wauwatosa -Milwaukee, 
as VP and general manager, succeed- 
ing Jack Sabella, who resigned. 

John Baker Franges, VP, devel- 
opment, WMFE -FM -TV Orlando, Fla., 
joins Maryland Public Television, 
Baltimore, in same capacity. 

Dick Carr, general manager, 

Steve Fried - 
heim, executive 
VP and chief 
operating officer, 
Pezold Broad- 
casting and gener- 
al manager, 
WFGX(TV) Augus- 
ta, Ga., named 
president of Pe- 
zold Broad- 

KFfH(FM) Marion, Ark., joins 
WHEN(AM) -WRHP(FM) Syracuse, 
N.Y., in same capacity. 

Karen A. Daniels, general sales 
manager, KHEY(AM) El Paso, joins 
KSTM -AM -FM there as station man- 
ager. 

Jack Adamson, senior VP, Bonne- 
ville International Corp., Salt Lake 
City, adds duties as president, Bon- 
neville Major Market Radio Group. 
Bruce T. Reese, VP and general 
counsel, Bonneville International, 
named executive VP and president, 
Bonneville Intermountain Group. 

James E. Joslyn, from KVOA -TV 
Tucson, Ariz., joins co-owned KSAT- 
TV San Antonio, Tex., as president 
and general manager, succeeding 
James Schiavone ( "Fates & For- 
tunes," Nov. 4). 

SALES AND MARKETING 

Vince Manze, VP, advertising and 
promotion, NBC, West Coast, Bur- 
bank, named VP, advertising and 
promotion, NBC -TV, Burbank and 
New York. 

Anne Hirsch, sales executive, 
CBS Broadcast International, London, 
named director, European sales. 

Harvey Ganot, senior VP, adver- 
tising sales, MTV Networks, New 
York, named executive VP, adver- 

The person 
you describe 
is the person 
we deliver 

The most experienced 
executive search firm 

in broadcasting 

Joe Sullivan & 
Associates, Inc. 

44210 North Road 

Southold, NY 11971 

(516) 765-5050 
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tising and promotion sales, succeeding 
Doug Greenlaw, who resigned to 
join Whittle Communications. 

George Mirgorod, account execu- 
tive, Jacor Communications, joins Ca- 
ble Networks Inc., Atlanta, in same 
capacity. 

Bob Hogan, VP and general man- 
ager, KJR(AM)- KLTX(FM) Seattle, joins 
KLRX(FM) Dallas as general sales 
manager, succeeding Larry Menefee, 
who resigned. 

Frank E. Ratermann, local sales 
manager, WTSP -TV St. Petersburg, 
Fla. (Tampa), joins WBAL -TV Balti- 
more as general sales manager. 

Glen S. Macias, art director, One 
Day Signs, San Antonio, Tex., joins 
KABB(TV) there in same capacity. 

Gary W. Sotir, former VP and 
general manager, KDBC -TV El Paso, 
joins KTSM -TV there as VP, director 
of television sales. 

Justina Carlson, copywriter, 
FCB /Leber Katz Partners, joins Life- 
time Television, Astoria, N.Y., as 
manager, advertising. 

PROGRAMING 

Robert Fried- 
man, president, 
Playboy Enter- 
tainment Group, 
joins New Line 

4, I Television, New 
York, in same 
capacity. Fried- 
man will over- 
see investments 

Friedman and supervise 
production and distribution activities. 
Before he joined Playboy he was 
senior VP, marketing and promotion 
licensing, MTV and VH -1. 

Geoffrey Harris, manager, story 
department, NBC Entertainment, Bur- 
bank, Calif., named director, story 
department. 

Steve Rockabrand, executive di- 
rector, pay television and ancillary 
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ROLL OVER BEETHOVEN 
Celebrating the premiere of Paul McCartney's Liverpool Oratorio on the 
public television series Great Performances is (left to right) George Miles, 

executive vice president and chief operating officer, WNET(TV) Newark, N.J. 
(New York), Linda and Paul McCartney. 

markets, Paramount Pictures, Hol- 
lywood, named VP, pay TV, ancillary 
markets, video division. Thomas 
M. Fortuin, VP, legal affairs, domes- 
tic television division, Paramount, 
named senior VP, legal affairs. 

Tom Geniesse, assistant director, 
network programing, Reeves Enter- 
tainment, Los Angeles, named di- 
rector, network programing. 

Marshall Cohen, executive VP, 
corporate affairs and communications, 
MTV Networks, New York, named 
executive VP, research and strategic 
planning. 

Cohen Cooper 

Susan Cooper, consultant, Saban 
Entertainment, New York, named VP, 
East Coast production and develop- 
ment. 

Ann Lewis Hamilton, writer and 
producer, thirtysomething, ABC Pro- 
ductions, Century City, Calif., 
signed exclusive writer and executive 

producer agreement with ABC to de- 
velop and produce series programing. 

Betty Campbell -Adams, manager 
of programing operations, Paragon 
Cable Manhattan, New York, 
named pay -per -view manager. 

Maggie I. Monahan, associate 
producer, Positive Side Production 
Co., joins TeleAmerica Entertain- 
ment, Los Angeles, as executive in 
charge of talent. 

John Mansfield, senior VP, divi- 
sional manager, Western region, LBS 
Communications, forms Mansfield 
Television Distribution Co., Denver. 

NEWS AND PUBLIC AFFAIRS 

Dianne Festa, weekend news man- 
ager, NBC News, New York, named 
Moscow bureau chief there. Karo- 
lyn Lord, New York bureau chief, 
NBC News, named national news 
manager there. 

Rosemary Shinohara, associate 
editor, Anchorage Daily News, joins 
National Public Radio, Washing- 
ton, as senior editor, All Things Con- 
sidered. Ken Rudin, political re- 
porter, ABC News, joins NPR, 
Washington, as political editor. 

Charles E. Hoff and Lisa Echols 
Hoff, from Newsbeam satellite news- 
gathering service for CNN affili- 

ates, join CNN's Jerusalem bureau, as 
bureau chief and assistant bureau 
chief, respectively. 

Draper 
Tim Kiely, executive producer, 
Sports News Network, joins WTAE -TV 
Pittsburgh as noon and 5:30 p.m. 
producer. DaVida Plummer, from 
WDSU -TV New Orleans, joins 
WTAE -TV as producer. 

Wanda Queen 
Draper, director 
of community 
affairs and visitor 
services, The 
National Aquari- 
um, Balti- 
more, joins 
WBAL -TV there 
as public affairs 
manager. 

TECHNOLOGY 

Tom Long, formerly with Tek- 
tronix, joins American Display Con- 
sortium and Microelectronics and 
Computer Technology Corp., Austin, 
Tex., as executive director. 

Janice Haigney, Eastern regional 
manager, Quantel, joins Digital F/X 
Inc., Mountain View, Calif., as 
Eastern regional manager in broadcast 
division. 

Appointments at Videosmith Inc., 
Philadelphia: Thomas M. Firchow, 
account executive, Center City 
Video, named VP, sales; Tamara 
Lynn Hettinger, from creative de- 
partment, Ketchum Communications, 
named account executive, and Rod 
Ammon, account executive, named 
VP, sales, Princeton, N.J. 

Jack Long and Rich Fiore, from 
CONWAVE, join Emcee Broadcast 
Products, White Haven, Pa., as di- 
rector of sales and regional sales man- 
ager, respectively. 

PROMOTION AND PR 

Lance J. Lew, former marketing 
director, Hilltop Mall, San Francisco, 
joins KPIX(TV) there as director of 
community and public relations. 

Debra Ondo, senior producer and 
director, WSBK -TV Boston, joins 
WFXT(TV) there as production and 
on -air promotion manager. 

Gregory Graham, account execu- 
tive, Midwest Telecom Communica- 
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tions, Evansville, Ind., joins Kel- 
ler- Crescent public relations there in 
same capacity. 

Edward F. Lamoureaux, general 
manager and Midwest sales manager, 
Medialink video public relations 
network, Chicago, named associate 
VP -GM, Eastern sales, New York. 

ALLIED FIELDS 

David Francis, consultant, Motion 
Picture Conservation Center, Dayton, 
Ohio, joins Library of Congress 
motion picture, broadcasting and re- 
corded sound division, Washing- 
ton, as chief, succeeding Robert Su- 
dek, who retired. 

Robert B. Butler, former execu- 
tive VP, Durham Life Broadcasting, 
Raleigh, N.C., forms Butler Com- 
munications there, specializing in 
managing communications projects 
for companies. 

Bonneville International Corp., and 
National Association of Broadcasters 
co-sponsor '1991 Life in America 
Award,' honoring programs reflecting 
integrity, service, excellence, lead- 
ership and sensitivity themes. Winners 
include: wsB -Tv Atlanta for locally 
produced programing category; WCVB- 
TV Boston for network/syndicated 
programing, and certificates of 
achievement went to: WABC -TV 
New York; WCBS -TV New York; 
WPLG(TV) Miami, and WSB -TV At- 
lanta. 

William L. Stakelin, president and 
CEO, Apollo Radio Ltd., New York, 
elected to board of directors at Ra- 
dio Advertising Bureau. 

DEATHS 

Bruce Kamen, operations director, 
KGO(AM) San Francisco, died of can- 
cer Nov. 5 there. He joined KGO in 
1980 as assistant news director, and 
was promoted to news director two 
years later. Kamen accepted program 
director position in 1988 at 
KOA(AM) Denver, and returned to KGO 
in 1989. He was freelance corre- 
spondent for ABC Radio News Net- 
work and had stints at WBRW(AM) 
Bridgewater, N.J. (Sommerville); 
KDEN(AM) Denver and KIMN -FM 
Fort Collins, Colo. (Denver). Survi- 
vors include his wife, Linda; sister, 
Susanne, and brother, Jeff. 

UP FOR ACES 

Nominations for the 13th annual Ace Awards were announced last week at a 
press conference hosted by comedians Jane Curtin and Howie Mandel. The 

most nominated shows were HBO's Dream On with 13 and Tales from the Crypt 
and The Josephine Baker Story, each with 11. Lifetime's series The Hidden 
Room got six nominations while Showtime's Paris Trout and HBO's The James 
Brady Story each garnered five. HBO, with 102, had the most nominees, 
followed by Showtime with 30 and A &E with 25. Pictured above are (l -r): 
Mandel; Curtin; Suzanne Hayes, vice president of programing and marketing, 
National Cable Television Association and executive director, National Acade- 
my of Cable Programing, and Dick Clark, who will serve as executive producer 
for the television ceremony. 

Kamen Loveless 

William D. Loveless, 56, VP, en- 
gineering, Bonneville International 
Corp., died of cancer in Salt Lake 
City, Nov. 2. He joined Bonneville's 
KSL -TV Salt Lake City in 1952 as 
part-time technician. Loveless left sta- 
tion for brief stint abroad, and re- 
turned in 1960 as transmitter operator. 
He was named director of engineer- 
ing in 1974, and appointed VP in 
1980. He is survived by his wife, 
Mary Ann; eight children; two sisters 
and one brother. 

Edith Zornow, 72, coordinating 
producer, Sesame Street, died Nov. 13 

of cancer in New York. Zomow 
joined Children's Television Work- 
shop in 1970 as film consultant, 
producing animation for Sesame Street 

and The Electric Company. Earlier 
she produced The Art of Film, for 
WNET(TV) Newark N.J. (New 
York). Zornow is survived by her 
brother, Jack. 

Helen S. Duhamel, 87, broadcast- 
ing pioneer, died Nov. 8 of massive 
stroke in Rapid City, S.D. In 1943, 
Duhamel bought minority interest in 
KOTA(AM) (formerly KOBH(AM)), 
and in 1954 purchased the remaining 
shares. She added KOTA -TV Rapid 
City, S.D., in 1955. Duhamel Broad- 
casting grew to an empire consist- 
ing of KDUH -TV Scottsbluff, Neb.; 
KHSD -TV Lead- Deadwood, S.D., 
and KSGW -TV Sheridan, Wyo. She is 
survived by her husband, Bud; two 
daughters; two sons, including Bill, 
president, Duhamel Broadcasting, 
and 13 grandchildren. 

Frank D. Ward, 61, radio broad- 
caster, died of heart attack Oct. 28 in 
Buffalo, N.Y. Ward had stints at 
WKBW(AM) and WWOL -FM, both Buf- 
falo, N.Y., and WXRY(FM) Colum- 
bia, S.C. He moved into management 
positions with Sonderling Broad- 
casting Co., later being appointed 
president. He is survived by his 
wife, Linda; two sons, Sean and Jef- 
frey, and his mother. 
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Monday Memo 
"The door is open for TV to 
challenge [print] for retailers." 

The opportunity for developing new business from the 
retail sector has never been greater in the history of the 
television industry, for two major reasons. 

First, newspaper, which traditionally claims 60% of a 
retailer's advertising budget, is not working as it once did for 
retailers. ROP is particularly vulnerable. Retailers are des- 
perate for media alternatives that work. 

Second, marketers of products and services continue to 
increase their marketing investment in 
sales promotion at the expense of media. 

Recent research clearly tells the sto- 
ry on newspaper: 

American Demographics: "The 
amount of time people spend reading 
newspapers, magazines and books has 
fallen 30% since 1965." 

The Chicago Tribune: "...just 25% 
of young adults [the spenders !] read a 
newspaper on a daily basis." 

The Newspaper Advertising Bureau: 
"...daily readership among people be- 
tween the ages of 30 and 44 fell from 
75% in 1972 to 45% in 1989." 

Our first -person experiences with re- 
tailers in more than 50 U.S. markets 
underscore this. Some examples: 

The largest photography retailer in 
Denver: "We have got to seek more 
effective alternatives to ROP." 

The largest department store group in central Pennsyl- 
vania: "Let's face it, ROP isn't what it used to be." 

And Macy's Chairman Ed Finkelstein sums it up pretty 
well: "Plenty of customers and potential customers just 
don't read newspapers." 

So, the door is open for the television industry to 
directly challenge the retailers' long -standing print posi- 
tion. Now is the time to raise the issues. Given the state of 
industry sales today, we cannot afford to miss capitalizing 
on the vulnerability of newspaper. We must no longer 
settle for our annual 12% of the retailer's budgets. 

Selling the retailer on the "synergy" of television in a 
retail media mix is not appropriate. Let newspaper sell 
"synergy." Let us go for the 60 %. 

The television industry is now in its strongest position 
to convince retail management that the quality and quanti- 
ty of customer reach will increase as advertising pressure 
is shifted to television from print, and, all other things 
being equal, reaching more people translates into selling 
more merchandise. 

Let it be said loud and clear, however, that along with 

this immense opportunity comes a deep responsibility to 
help the retailer implement a quality television strategy 
with proper creative and placement disciplines. 

The creative must carry all the elements that make a 
retail television commercial ring the register for the retail- 
er. These include image -building, store positioning, 
strong visual merchandise impression, a real value or 
savings statement, clarity of offer and an "urgent to buy" 

message, all in a consistent visual and 
audio format. 

Making a commitment to quality and 
consistency is critically important. 
And, commitment must begin with an 
investment of the retailer's net adver- 
tising budget. Once accomplished, ex- 
traordinary resources should be aggres- 
sively and professionally pursued. Co- 
op is only the first step. Available 
vendor sales promotion funds can add 
considerable financial strength to the 
retailer's television capabilities. 

In today's competitive economic en- 
vironment, the pressure to move prod- 
uct will only grow. The industry is 

projecting an acceleration of invest- 
ments to sales promotion. More lost 
television dollars. 

Television stations can tap into the 
flow of this revenue river by building sales promotion 
partnership programs with retailers in their markets. These 
programs can create sales -building local and regional pro- 
motional events that will provide investment vehicles for 
these growing sales promotion budgets. 

Today, this dual opportunity exists. Not to mobilize 
effort to capitalize on it is to accept a continuing no- 
growth television sales situation. 

Any plan of action must begin with a recognition of 
who the real decision makers are. Planning track relation- 
ships must be initiated and developed with the merchan- 
dise decisionmakers. The advertising department provided 
a key ally in program implementation, but it's merchan- 
dise management that holds the decisionmaking power in 
major reallocation of the advertsing budget and televi- 
sion's development effort must be so targeted. 

Finally, we have surveyed hundeds of retail presidents 
and 95% come up through the merchandising ranks. So, 
you are also selling tomorrow's top retail decisionmakers. 

When television sales no longer achieves given yearly 
increases, can you affford to build an aggressive new 
business development strategy? Can you afford not to? 

A TV ad Commentary from Roland Eckstein, 

Roland Eckstein 8 Co., Red Bank, N.J. 
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Fox is reviewing what legal or 
regulatory actions it might take 
against the teleport that wiped 
out more than a minute of Satur- 
day night (Nov. 9) programing for 
scores of affiliates by inadvertently in- 
terfering with Fox's East Coast sat- 
ellite feed. The so- called double -illu- 
mination of the feed on AT &T's 
Telstar 303, transponder 9H, made 
Fox programing "unwatchable" for 
a minute and 17 seconds, according 
to Andrew Setos, Fox senior VP, 
studio and broadcast operations and 
engineering. Lost were end of 
opening credits of Charlie Hoover and 
the first commercial block, includ- 
ing network promo. Setos said offend- 
ing uplinker is "no mystery," but 
said he would not identify the culprit 
until the investigation is complete. 
One source said interference came 

from West Coast teleport that 
sometimes handles news backhauls 
for Fox. 

MTV Networks may be getting 
into the infomercial business. FYI - 
The Consumer Channel, a 24- 
hour infomercial channel set to launch 
in early 1992, is having talks with 
the Viacom International subsidiary 
about buying into the service. Via- 
com and MTV Networks would not 
comment, but Bruce Goodman, 
FYI president, confirmed he is "in dis- 
cussions with Viacom, and some- 
thing is likely to happen in the next 
couple of weeks." Industry sources 
say talks are still in the early stages. 

The executive shuffle at Twen- 
tieth Television's sales division 
continues. Speculation that Tony 

HIGH MARKS FOR CABLE IN THE CLASSROOM 

Cable in the Classroom is now providing nearly 10 million or 48% of the 
nation's junior and senior high students with some 500 hours a month 

of commercial -free programing for in- class- 
room use, according to "an early report 
card" on the cable industry- backed service 
presented last week at a Washington press 
conference by Classroom Chairman Amos 
Hostetter and Executive Director Bobbi Ka- 
mil. 

The service, founded by the industry, 
encourages cable operators to wire 
schools and invites teachers to tape edu- 
cational and current affairs programing on 
cable networks such as CNN and C -SPAN 
without worrying about commercials or 
copyright liability. Hostetter said Cable in 

the Classroom has achieved its goal of 
hooking up 90% of the 14,000 secondary 
schools passed by cable. The service is now wiring private secondary 
schools and is considering expanding into the elementary ranks, he said. 

Hostetter said the value of cable hookups and programing now ex- 
ceeds $56 million. The press conference was attended by representa- 
tives of several educational groups, who gave the service high grades. 
"This is a program that goes beyond bluster," said Gary Marx, associate 
executive director, American Association of School Administrators. "This 
is real." -1w 

Cable in the Classroom Chair- 
man Amos Hostetter delivered a 

report card on the educational 
service last week. 

96 In Brief 

Bauer, senior VP of Western region 
sales, was likely on the way out 
(see "Bi- Coastal," page 26) was con- 
firmed late last week when Twenti- 
eth announced that Bauer had sub- 
mitted his resignation and lames 
Martz was being named to replace 
him. It is said that Bauer has close 
ties to Lambert, who is rumored to be 
talking with Columbia Pictures 
Television and MCA TV about syndi- 
cation sales posts. Martz comes to 
Twentieth from Paramount Domestic 
Television where he served as VP, 
research and sales developments 
since 1988. Other changes by 
Twentieth Television Chairman Lucie 
Salhany: Victoria Lynn Quoss, 
eastern sales manager of Tribune En- 
tertainment, has been named VP 
of northeast sales and will report to 
Dan Greenblatt, senior VP, eastern 
region sales manager. 

News Corp. said it filed with the 
Securities and Exchange Com- 
mission to register an offering 
of 16.1 million American Deposi- 
tary Shares (ADR's) to be sold in 
the U.S. and five million ordinary 
shares to be sold abroad (each ADR 
represents two ordinary shares). In ad- 
dition, the company said it would 
make separate filing for $300 million of 
senior notes issued by News Ameri- 
ca Holdings Inc. and guaranteed by 
parent, The News Corp. Ltd. The 
company said proceeds would be used 
to "reduce indebtedness, to 
strengthen its financial position and to 
add to its working capital." News 
Corp. stock has recently shown strong 
gains, see page 69. 

The All- Industry Television Station 
Music License Committee said that 
U.S. rate court judge Michael 
Dolinger denied an ASCAP re- 
quest for "an immediate 20% 
increase in the interim blanket 
and per- program fees." Judge 
Dolinger is currently in the process of 
rendering a decision on the rate 
court trial concluded last February. 
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A recently reported internal NBC 
memo said that through September, 
1991 cash flow for NBC was 
forecast to be $185 million, down 
significantly from the broadcast 
group's estimated 1990 cash flow. 
The memo also detailed the pro- 
jected loss of CNBC at $15.3 million, 
and said that the buy rate on the 
Metropolitan Opera pay -per -view end- 
ed up at 0.14 %, or 23,000 homes, 
with NBC losing more than $100,000 
on the event. 

Networks handed out back -nine 
orders last week with ABC's Home - 
front and CBS's Brooklyn Bridge 
getting the green light for the remain- 
der of the season. 

NBC has signed singer -actor 
Kenny Rogers to an exclusive deal 
whereby Rogers will star in future 
hour drama series. Rogers' most re- 
cent effort, NBC's four -hour mini- 
series The Gambler Returns, aver- 
aged a 17.3 rating /26 share, 
helping give NBC a lead in the No- 
vember sweeps. 

Scientific- Atlanta will ship its 
first video- compression -ready 
satellite receiver next March 
and its first compression module the 
following fall. The Model 9708 inte- 
grated receiver -decoder (IRD) will be 
compatible with S -A's existing ana- 
log B -MAC encryption- transmission 
technology; insertion of the com- 
pression module will fully digitize the 
system. Reiss Media has ordered 
the IRD to scramble one of its cable 
pay -per -view channels; HBO will 
use it to deliver the HBO Ole movie 
service to Latin America. At the Nov. 
20 -22 Western Cable Show in Ana- 
heim, Calif., S -A will also introduce 
the first elements of end -to -end 1 ghz 
cable equipment in development. 

Tekronix Inc. reported a 30% 
drop in earnings for the quarter end- 
ed Nov. 16 compared with the 
same quarter last year. Pointing to 
"sluggish" sales in television pro- 
duction, computer, military and aero- 
space equipment, Jerome Meyer, 
chairman, president and CEO, said: 
"We believe the basic plan for im- 
proving performance is still sound." 

Due to a satellite mix -up, several 
ABC affiliates on Wednesday inter- 
rupted their late afternoon pro- 
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CNN Correspondent Peter Arnett (l), who generated news and controversy from Baghdad 
during the Persian Gulf War, received the National Press Club's Fourth Estate Award at a 
dinner last Thursday in Washington. Among those he greeted in the reception line were two 
CNN colleagues: Fran Lewine, weekend assignment manager, and Ed Turner, executive VP. 

graming to rebroadcast video of net- 
work anchor Peter Jennings 
announcing that war had broken 
out in the Persian Gulf. The sat- 
ellite feed had been arranged for ABC 
affiliate WUTR -TV Utica, N.Y., which 
was preparing a year -end special. But 
station engineers in several mar- 
kets apparently missed the message 
leading into the feed and switched 
it onto their own airwaves. 

Fox Broadcasting has issued 
an apology for last Thursday's 
prime time airing of the new 
Michael Jackson video, Black or 
White. Fox had for weeks hyped 
the debut of the video, which featured 
several scenes of Jackson tugging 
at his crotch and smashing car win- 
dows. The statement, released late 
on Friday, read: "In hindsight, this de- 
cision [to air the video] was in error. 
Based on calls we've received, the 
strong symbolism used in one se- 
quence overshadowed the film's mes- 
sage about racial harmony. We 
apologize to anyone who interpreted 
that sequence as sexually sugges- 
tive or violent and was offended." 

Worldvision Enterprises has 
picked up the national distribution 
rights to Almost Live, a late night 
half -hour strip that has been produced 
locally by Almost Live Productions 
for KING -TV Seattle since 1989. 

MCA TV last week continued 
to lock up major broadcast group 
deals for its latest off -network of- 
fering, Coach. Signing five -year li- 

censing deals were Scripps -How- 
ard Broadcasting's wFTS -Tv Tampa, 
KNxv -TV Phoenix and KSHB -TV Kan- 
sas City, Mo.; Sinclair's wPGH -TV Pitts- 
burgh, and WTTE -TV Columbus, 
Ohio, and Renaissance Communica- 
tions' WDZL -TV Miami. MCA has 
sold the sitcom in 27 markets in less 
than a month since officially 
launching sales. 

Atlas Media has given a firm go 
for the third season of Golfing 
America, with station renewals ac- 
counting for 70% U.S. coverage. Top 
clearances, which have been se- 
cured in 17 of the top 20 markets, in- 
clude WNBC -TV New York, KCBs-Tv 
Los Angeles, WMAQ -TV Chicago and 
KYW -TV Philadelphia. Sharp Elec- 
tronics and Continental Airlines are 
sponsors of the half -hour golf in- 
struction show. 

Producers Fred Silverman and 
Dan Enright are joining together 
to produce a game show pilot, 
Life Begins at 80, which both intend to 
pitch to syndicators for fall 1992 
syndication. Format of pilot has five 
senior citizens, 80 years and over, 
offering opinions and advice to less 
worldly youngsters. 
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE 

FAMILIAR TACTICS 

Surgeon General Antonia Novello was blasting the 
beer industry a couple of weeks ago for advertise- 
ments that featured attractive women and athletic 

men participating in outdoor activities and generally hav- 
ing fun. Because such ads "unabashedly" target underage 
drinkers, she said, the industry should voluntarily ban 
them. There are myriad problems with that scenario. For 
one, the audience those ads unabashedly target are people 
attracted to other people having fun. From the Doublemint 
twins to the legion of "Peppers," the name of the game in 
advertising has been to make your legal product as attrac- 
tive as possible. Particularly attracted by beer ads, we 
would surmise, is the target audience of millions of young 
adults of legal drinking age. Suggesting that advertisers 
try not to make their product attractive to potential buyers 
borders on the ridiculous. 

It should go without saying that curtailing underage 
drinking is a laudable goal. But the way to combat the 
problem is through education, not censorship. And make 
no mistake, when government officials "suggest" self - 
regulation, there is invariably an "or else" implied, and 
sometimes invoked. Such suggestions are censorship in 
sheep's clothing, an attempt to manipulate the media as a 
means of effecting social policy. 

Confusing means and ends is an all -too- common afflic- 
tion these days: Too much violence in the streets, censor 
television. I don't like this idea or that lifestyle, ban the 
message, muzzle the media. 

Clearly there are many problems in society that need the 
government's attention. Calling for censorship, however, 
simply proposes to add one more. 

TOUGH DECISION 

The startling revelation that superstar basketball play- 
er Earvin "Magic" Johnson has tested positive for 
the HIV virus has done for the issue of safe sex what 

the Clarence Thomas hearings did for sexual harassment. 
That higher profile has brought with it questions about 

network policies that reject condom advertisements. Al- 
though the networks have for several years permitted their 
owned stations to decide independently whether or not to 
accept condom advertisements -since community stan- 
dards are an issue with such ads -the networks have 
historically declined to accept condom ads both for rea- 
sons of taste and for fear of offending religious groups. 

That policy may well change. 
Fox last week announced it was currently accepting 

condom advertisements. CBS and NBC are rethinking 
their policies, which seems to us prudent given the AIDS 
crisis. But frankly, one can hardly blame the networks for 
wanting to maintain the status quo. NBC, said a spokes- 
man, "doesn't want to offend the religious beliefs of 
substantial segments of our audience." The networks are 
certainly serving no self -interest in rejecting a category of 
paid advertising, other than that of self -preservation. 

(We'd like to clear up a little misconception. In an 
editorial last week sporting the headline "How Network 
TV Puts Lives at Risk," the L.A. Times charged the 
networks with "obscene inconsistency" for not accepting 
ads for condoms while doing so for female contraceptives. 
The fact is the networks don't accept ads for either [we 
checked], although their affiliates, as we have said, and 
independents are free to accept such ads. We can only 
assume the writer, perhaps unfamiliar with the television 
business, had mistaken a local spot for a network one.) 

From an attempted 24 -hour ban on indecency by Con- 
gress, to calls for alcohol bans cropping up like wildfires, 
broadcasters have seen close up the risk they run by 
carrying programing that might disturb this group or that. 
Why would anyone be surprised that the networks have 
steered clear of ads for condoms, particularly when they 
already have ongoing news and information campaigns 
about safe sex? 

The government has fostered a climate of fear in which 
the message to broadcasters is clear. Offend at your peril, 
and that peril is the potential loss of a license and a 
livelihood. Should the big three networks rethink their 
policy on accepting contraceptive advertising? Probably. 
Should the government rethink its policy of systematically 
chilling the media? Definitely. 

Drawn for BROADCASTING by lack Schmidt 

"Next time there's a problem, a memo would suffice." 
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C. 

IDENTIFY THESE PEOPLE 
AND WE 'L L PUT YOU 

IN THE PICTURE. 

Sixty important people from the world of 
broadcasting will be profiled in Broadcasting's 
60th Anniversary Issue. And they will be 

inaugurated into the first Broadcasting 
Magazine Hall of Fame. You could be there 
for the awards gala in Washington, D.C., if 
you know your broadcasting history. 

Pictured here are people from broadcasting's 
past and present. Identify them and send 
us your answers on this official entry form. 
We'll draw two winners from the correct 
entries. And the winners and their guests 
will be whisked away to the Broadcasting 
Magazine Hall of Fame gala in Washington, 
D.C. on December 10th. 

This special Anniversary Issue will be poly - 
bagged with the regular December 9th issue. 
Closing: November 27th. 

D. 

Broadcasting 

-4 r_il. - 

CUT OUT AND MAIL TODAY 

r 
OFFICIAL ENTRY FORM 

Identify the people pictured and write in their names 
below: 

A. C. 

B. D. 

Identify yourself: 

Name: Title' 
Agency/Business: 

Address: 

City State Zip 

Day Phone: 

Send to: 60th Anniversary Contest, Broadcasting Magazine, 630 Third 
Avenue, NY, NY 10017 Attn: 1M. Winners will he drawn from the pool 
of correct entries no later than November 25th and notified by telephone. 
The winners and their guests will receive: round -trip transportation to 

Washington, D.C., ground transportation to and from the awards dinner 
location. admimion to the awards reception and dinner, one night of 
hotel accommodations, one room double occupancy. No substitutions 
will be accepted. In the event the winners cannot attend, other winners 
will be chosen from correct entries. Employees of Cahners Publishing 
and their families are not eligible to enter. 

L 

BROADCASTING'S 60TH ANNIVERSARY ISSUE. 



WHITE 

OUR SUCCESS STORY ISAS PLAIN AS 

BLÁCK1& 

If\N 
WORLD WRESTLING FEDERATION 

Consistently places within the TOP FIVE syndicated programs 

Attracts KEY DEMOGRAPHIC audiences: teens, men 18 -49 

and total adults 18 -49 

INCREASED LEAD -IN rating in seven of the top ten markets, 

including New York, Los Angeles, Chicago, Philadelphia, Boston, 

Washington D.C., Houston* 

Airs weekly on OVER 230 STATIONS across the United States 

More than 8 MILLION FANS attend over 800 LIVE EVENTS 

each year 

Over 150 MERCHANDISE AND LICENSING PARTNERS 

including HASBRO, TONKA, MILTON BRADLEY. ACCLAIM 

ENTERTAINMENT and RALSTON PURINA 

TITANSPORTS 
THE LEADER IN SPORTS ENTERTAINMENT. 

FOR MORE INFORMATION CALL: 
Joe Perkins, Distributor, WWF Television Programs 617 964.2060 

Ed O'Donnell, WWF Television Network, Affiliate Relations 203 352-8629 

'SOURCE Nielsen May '91 NS! ROSY Report %Registered Trademad of TilanSporls. Inc 111991 TitanSporis. Inc. All rights reserved 


