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How far will we go to get your 
television feed on the air? 

Good reports are coming in 
from all over. 

Vyvx is making big news just about everywhere you look 

these days. It's not hard to see why. Major broadcast and 

cable networks are turning to us for the kind of reliable 

transmission and superior broadcast quality our nationwide 

fiber -optic network is known for. In the last year, Vyvx was 

chosen to carry coverage of such key events as the Soviet 

coup, Desert Storm and the Super Bowl. Other important 

broadcasts include the Democratic and Republican 

National Conventions and professional baseball. 

But unmatched reliability and superior transmission 

are just half the story. The networks also appreciate the 

fact that we go the extra mile where service is concerned, 

doing whatever it takes to provide alternate access routes 

into our network. Plus, unlike satellites, our fiber -optic 



signal is secure from theft, making exclusive news or 

sports coverage just that -exclusive. 

Perhaps best of all, we're just as affordable as satel- 

lites. And, unlike satellites, setting up broadcast time is as 

easy as making one phone call. In fact, once you're con- 

nected to our network, we can have your broadcast on the 

air on an emergency basis in minutes. 

Discover for yourself why networks are making Vyvx 

their first choice for news, sports and entertainment 

broadcasting. For a copy of our 

capabilities brochure, call us today 

at 1- 800 -324 -8686. With Vyvx on the 

scene, there's no telling how far 

your network will go. 

Vyvx 

A Relevation in 
Sight and Sound " 

A WILTEL TELEVISION SERVICES COMPANY WIL1i4L'y, 
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RADIO'S MAGI( NUMBERS: 30 -30 
Those are the new national caps for AM and FM; FCC relaxes duopoly rules 
to allow ownership of three to six stations, depending on market size 

By Joe Flint 

Haping to breathe life into an ail- 
ing radio industry, the FCC last 
Thursday (March 12) raised the 

radio ownership caps to permit corn - 
mon ownership of up to 60 stations 
nationwide and up to six in a single 
large market. 

The action drew praise from the 
broadcasting establish- 
ment (see story, page 
5), but also the ire of 
minority broadcasters 
and Congress. 

House Energy and 
Commerce Committee 
Chairman John Dingell 
(D- Mich.) requested 
that the commission 
provide him with the in- 
formation that was the 
basis for its actions. 

House Telecom- 
munications Subcom- 
mittee Chairman Ed- 
ward Markey (D- Mass.) 
vowed to introduce leg- 
islation to reinstate the 
caps on multiple own- 
ership (12 AM's and 12 
FM's) and duopoly (no 
more than one AM or 
FM in a market). 

"The FCC's deregu- 
latory sprees of the 
past decade have led to yet another 
ill- advised policy that will have devas- 
tating effects on consumers and 
broadcasters alike," Markey said. 

But the FCC was convinced that the 
raising of the caps was in the best 
interest of broadcasting and the pub- 
lic. "These actions today are progres- 
sive, reform -minded and will in the 
final analysis do what we are here to 

do, which is not to referee between 
radio and other media but to help the 
public get the best in service, and I 

think this will in fact help advance that 
service," said FCC Chairman Alfred 
Sikes, who led the deregulatory 
charge. 

The changes are the FCC's re- 
sponse to radio's tough times. Said 
Commissioner James Quello: "The 

combination per market, the FCC is 
now permitting ownership of from 
three to six stations per market, de- 
pending on market size. In a market 
with more than 15 stations, broad- 
casters are subject to an audience 
share cap of 25% in addition to the 
numerical caps. In markets with 15 or 
fewer stations, they are also limited by 
a prohibition against owning more 

than half the stations in 
the market. 

Broadcasters who 
buy in below the 25% 
share cap and subse- 
quently exceed it will 
not have to divest a 
station. Commissioner 
James Quello, troubled 
by the no- divestiture 
policy, suggested the 
commission might want 
to consider requiring di- 
vestiture by any opera- 
tor who exceeds the 
25% audience share 
cap in two consecutive 
rating books. 

Industry operators 
think it unlikely that any 
broadcaster will be able 
to gain a 25% audience 
share. One FCC staffer 
said the commission 
will have to address the 
issue more carefully. 

"Why would the FCC want to be rat- 
ings police ?" the staffer asked. 

The FCC action was not completely 
deregulatory; it includes restrictions 
on time brokerage or so- called local 
marketing agreements among sta- 
tions in the same market. Under the 
new rules, LMA's will count against 

THE FCC'S NEW LOCAL OWNERSHIP CAPS 

Market size 
by number of stations) 

Total 
stations AM 

Combined 
FM share 

40 6 3 3 25% 
30 -39 5 3 2 25% 
15 -29 4 2 2 25% 
1 -14` 3 3 2 NA 

In the smallest markets, broadcasters are also prohibited from owning more than half the stations in 

the markets. 

Note: Loral marketing agreements count against the ownership caps. For example, o broadcaster in a market 

with 15 stations who already owns two MA's and one FM may enter into an UM with only one FM. 

one point about which all agree is that 
the radio industry is in bad shape." 

In a 4 -0 vote (with Commissioner 
Andrew Barrett none too quietly ab- 
staining), the commission said that as 
of Aug. 1, a single broadcaster or 
group owner can own up to 30 AM's 
and 30 FM's. 

Shattering the old duopoly rule, 
which permitted only a single AM -FM Continues on page II. 
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though national can- 
didates are finding the 
medium's narrow- 
casting ability may be 
more suited to local 
races. 

REBOUND 

WATCH / 32 
The dismal ad 
performance of 1991 will 
make even a slight 
pick -up in '92 look good 
by comparison, but 
broadcasters are hoping 
for real growth that 
outpaces costs as well 
as the return by other 
media. In the first of a 
five -part series, 
BROADCASTING looks 
ahead to the long - 
anticipated rebound. 

TCI'S SMALL - 

TOWN TUSSLE / 36 
In a rebuff to TCI, the 
citizens of Morganton, 
N.C., voted by better 
than a 2 -1 margin to let 
the city own and oper- 
ate the local cable 
system. A court 
appeal is pending on the 
issue, and some ob- 
servers see a potential 
rallying cry against 
cable operators across 
the country. 
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SURGE, NOT 
FRENZY, SEEN IN 
RADIO TRADING 
New investors, group 
mergers also predicted 

By Peter Viles 

The FCC's ruling on radio group 
ownership creates new opportu- 
nities for healthy group owners 

poised to expand within their current 
markets, and brings a ray of hope to 
owners of cash -poor stations who 
have been unable to find buyers, say 
industry observers. 

Group owners and media brokers 
said they expect to see mergers or 
joint ventures between group owners 
if the ruling takes effect unchanged, 
and some predicted that radio will be- 
gin to attract new investors who previ- 
ously bypassed the industry entirely 
because of its ownership limits. 

"The main reason a lot of investors 
have never been interested in radio is 
that it's so small," said an executive at 
a station group. "Well, it won't be so 
small anymore." 

While some group owners said pri- 
vately the FCC's decision could lead 
to a painful consolidation of the indus- 
try, including reduced employment 
and disadvantages for smaller opera- 
tors, group owners for the most part 
reacted enthusiastically. 

"We think there are great opportu- 
nities here tor us and anyone else 
who wants to consolidate their radio 
ownership and build it into a stronger 
business," said Stephen Hildebrandt, 
chief counsel for Group W Radio. 

Among the group owners who ap- 
pear poised to expand their holdings 
are EZ Communications and Infinity 
Broadcasting Corp., whose president, 
Mel Karmazin, has been particularly 
bullish on same -market expansion. 

Karmazin issued a statement call- 
ing the FCC ruling "very positive for 
major- market radio." 

Among the other station groups 
seen as positioned to expand their 
holdings, according to industry ob- 
servers, are Capital Cities /ABC, CBS 
Broadcast Group, Cox Enterprises, 
NewCity Communications, Group W 
Radio and Viacom Broadcasting. 

Baseball '92 tallies team -by -team 

NEW RADIO 
CAPS / 4 

The FCC last week 
raised the ownership 
caps to allow com- 
mon ownership of up to 
60 radio stations 
nationwide and up to six 
in a single large 
market. 

WAITING FOR 'THE 

SIMPSONS' / 16 

Well in advance of the 
show's 1995 syndication 
launch, stations are 
eagerly anticipating the 
marketing plan for 
The Simpsons. Fox 
O &O's have right of 
first refusal in the 
bidding for local 
rights, but Twentieth 
Television denies 
they'll get a discount off 
the market price. 

DIAMOND 
MINE / 21 

BROADCASTING'S 
annual market -by- 
market estimates of 
local broadcast and 
regional cable 
payments for baseball 
rights show $258 
million heading into 
coffers of the 26 
major league clubs. 

NAB: NO AM, 
NO RBDS / 24 
Potential 
manufacturers of radio 
broadcast data ser- 
vice (RBDS) technology 
received a strong 
signal from the NAB: the 

broadcast deals (p. 21) 

system must accom- 
modate AM in order to 
receive the associa- 
tion's support. Critics 
say NAB's position 
could doom chances for 
RBDS in the U.S. 

IN COUNTRY / 25 
Nashville provided a 
bright spot for an 
otherwise dreary 
radio climate when 
country station 
executives gathered 
there March 4 -7 for 
the 23rd annual Country 
Radio Seminar. "The 
appetite for country 
programing has never 
been higher," said one 
attendee, as CRS 
boasted record 
numbers. 

RAISING THE 

EXEMPTION / 28 
House members 
seem likely to follow the 
example of their 
Senate colleagues and 
allow an increase in 
the size standard for the 
rural exemption. Cur- 
rently set at 2,500, the 
exemption, which al- 
lows telephone com- 
panies to own cable 
systems in small 
communities, would 
increase to cover towns 
of up to 10,000 popu- 
lation under S. 12. 

CAMPAIGN ADS 

ON CABLE / 34 
Cable is attracting a 
larger share of ad dollars 
in this presidential 
campaign round, al- 
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"I think there are people who are 
living on the edge right now who will 
see this as an opportunity to get out," 
said William Figenshu, senior vice 
president, Viacom Broadcasting. 
"Fortunately, were not one of those." 

CBS, with 13 FM stations, is above 
the current limit, and a CBS spokes- 
woman said the company still plans to 
try to sell KLOU -FM St. Louis. 

While observers believe that sever- 
al groups will move aggressively to 
take advantage of the new rules, no 
one predicted an all -out bidding war 
or a buying frenzy. "In the short term, 
I don't think its going to be dramatic," 
said Ralph Guild, chairman and chief 
executive officer of Interep Radio 
Store. "There's not a lot of money in 
the industry right now." 

"It will start a buying surge -I won't 
say a frenzy, but a surge -among peo- 
ple who have cash and currently own," 
said media broker Tim Menowsky. 

At the very least, however, the new 
rules should mean renewed interest in 

money -losing stations that have been 
looking in vain for buyers. "In the 
short term, it means we can probably 
move some of these non -cash -flowing 
stations nobody wanted," said media 
broker Gary Stevens. "It's a lot easier 
for somebody who's already in the 
market to rationalize paying for them." 

For group owners who also own TV 
stations, the decision was read as a 
sign the FCC may take similar action 
in TV. "The same reasoning and eco- 
nomic logic that applies to radio ap- 
plies to television," said an executive 
at a company that owns both. 

Advertisers, concerned that multi- 
ple- station owners could gain greater 
leverage in pricing of radio time, 
viewed the ruling with a mixture of 
apprehension and resignation. 

"From an agency perspective, it's 
not the best thing in the world," said 
Jean Pool, senior vice president and 
director of local broadcast at J. Walter 
Thompson. "But if the big owners 
aren't able to pick up more stations, 
we're going to lose a lot of radio." 

While most in the radio industry 
praised the FCC action, one aspect of 
it drew universal scorn: the commis- 
sion's plan to limit ownership accord- 
ing to combined listenership. 

"That's crazy," said Gerry Boehme, 
senior vice president, director of re- 
search at Katz Radio Group. "lt might 
be the first time in history that stations 
will actually go to Arbitron and try to 
get their shares lowered." 

TOP OF THE WEEK 

ANHEUSER-BUSCH'S NEW 
AD LOAD: LESS FILLING 
Brewer reallocating 

By Sharon D. Moshavi 

local dollars to other dayparts, media 

Having decided to reallocate its 
local advertising dollars to oth- 
er dayparts and other media, 

Anheuser -Busch has been quietly 
and systematically cutting back on 
its local sports advertising by about 
20% over the past year, with most of 
the dollars being lost by baseball 
franchises and their TV right - 
sholders. The move by the brewer 
means that when the TV advertising 
economy rebounds, those losing the 
dollars may not find them again. 

With more than two - 
thirds of teams having 
sponsorship arrange- 
ments with the brewer, 
the cutbacks are being 
heavily felt. The reduc- 
tions "have been an 
enormous blow to local- 
ly originated baseball. 
It's similar to the period 
when tobacco advertis- 
ing was cut out of all 
baseball," says Don 
Stuart, president of the 
unwired National Base- 
ball Network. The cut- 
backs are expected to 
continue this season 
and into next, as con- Brewery has cut 

tracts come up for renewal. 
As its local sports sponsorships - 

baseball, basketball and hockey - 
come up for renegotiation. In its new 
contracts, the company is reducing its 
spots per game and in some in- 
stances asking for reduced rates, ac- 
cording to industry sources. An- 
heuser -Busch was not available for 
comment. 

The cutback levels depend on how 
many ads Anheuser -Busch airs per 
game, which have ranged from four to 
10 30- second spots. Generally, most 
TV stations and reps contacted cited 
reductions of at least 20 %. 

As for the reduced unit price, the 
days of beer advertisers paying pre- 
miums to be exclusive sponsors may 
be over, according to Ken Haines, ex- 
ecutive vice president, Raycom 

Sports and Entertainment. Despite 
exclusive deals, beer advertising gen- 
erally now sells for no greater a unit 
price than any other advertiser, says 
Haines. 

For the most part, Anheuser -Busch 
is trying to maintain its beer exclusiv- 
ity, leaving broadcasters and teams 
no opportunity to try to fill the revenue 
and unit shortfalls with other beer ad- 
vertisers. But some entities, including 
New York's MSG Network and Pitts- 
burgh's KDKA -TV, have negotiated to 
fill the empty Anheuser -Busch units 
with imported beer advertising, ac- 

ads in local sports 20% in the last year 

cording to sources. "The precedence 
of exclusivity is starting to fade away," 
says Stuart. 

Regional cable networks seem to 
be one place where money is being 
funneled. 

Those affected by the cuts also 
speculate that some of the money is 
going to other dayparts. According to 
Arbitron's Broadcast Advertisers Re- 
ports, Anheuser -Busch's national spot 
beer spending actually increased 
nearly 5% to $64.9 million in 1991, 
although those numbers may not re- 
flect all of the current negotiations. 
Those affected also say they think 
that some of the lost money may be 
going into more promotional sports 
vehicles, and leaving TV advertising 
altogether. 
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NEVER BEFORE SEEN 

ON TELEVISION! 
ON JANUARY 16TH, THANKS TO A LANDMARK FCC DECISION 

AND TV ANSWER, TELEVISION BECAME A 2 -WAY MEDIUM. 

Soon you'll be able lo... play along with live 
sporting events and game shows 

.. previewa whole dov sworth 
of programming and automatically 
setup your VCR 

check bank balances, transfer lunas and 
pay bills 

You Guess IM Play! 

Company Amount but Date 

Ai Regional Telephone Co. 4000 10102 
Local Depennwnl Store 57.35 1012/92 

WI-State Water Authority 43.75 101592 

129.7s 10/2292 

Neighborhood Cable 45.95 101202 

, 

City Newspaper 9 95 10,2492 

County Reluce Co 25.00 10,2592 

JPes, Leh Paas Center JPe95 Right I r0 - ._. 

HEWLETT- PACKARD Commits To 2 -Way Television 
TV a reality! 

leader, 

Answer 
recognized for quality and customer satisfaction, 

i ewlett- Packard has teamed with TV Answer to make 2-Way 

This $14.5 billion U.S.-based 
plans to 

technology 

service and millions more in the following years. 
announces plans to market over 1.5 million interactive television home units 

in the first year of ser 

Caale Cue 

Clgpse Topping 

7 
P.ppe.oni 

Ground goer 

Choose where 

Whole Hellt 

Doubla 

WA 
Cheese 

Lroall Muebrooma 

.J Green Pepper SIM 2 Double 

LInIaRN 

I *J 1-J J rl 
.. older a p1a30 ... instantly request product information or coupons .. even order direct response merchandise without 

Wing your phone! 

On January 16th, the Federal Communications Commission created an entire new corn - 
munications industry when they authorized the use of radio spectrum for the application of 
2 -Way Interactive Video and Data Services ... 2 -Way Television! 

This exciting new technology allows viewers to use their regular TV set to do everything 
from actively participate in their favorite game shows and sporting events to paying their bills. 
They can even order a pizza ... all from the comfort of their favorite chair! 

For broadcasters and TV producers the implications are immense! It means using instant 
viewer participation to achieve levels of viewer interest and involvement never before possible. 

TV Answer pioneered the development of 2 -Way TV, championed its authorization by the 
FCC and is now building a nationwide interactive service 
network to support local FCC licensees If you're interested in 
helping TV Answer shape this new industry, write: TV Answer, 
Inc., PO. Box 3900, Merrifield, VA 22116 -3900. 

Or call us today at 1 -800- 222 -3584 (fax 1- 800 -955- 7733). 

7 T/7 t w( er 
AMERICA'S LEADER IN 2 -WAY TV 

'NI video and sonic* salons aSimulated 9 Ng2ryNówµYlc lyhwN'ba Repealed ,aoanwadlvNöwal.Inc 



NIELSEN 

NUMBERS ARE 
GOOD TO 

ROOKIE SHOWS 
By Mike Freeman 

If the Nielsen Syndication Service 
national ratings are an indication 
of the full Cassandra and Nielsen 

February books, many broadcasters 
and syndicators will be wearing smiles 
over the year-to -year ratings gains for 
first -mn talk, reality and game show 
strips. Syndicated HUT levels were 
11% higher than the year-ago sweeps 
(3.4 rating, NSS, Feb. 3 -March 4, 
1991) with a 3.9 rating for the latest 
four calendar weeks of the February 
1992 sweeps (NSS, Feb. 3 -March 1), 
a rare reversal of an ongoing pattern of 
audience erosion. 

Somewhat surprisingly, animated 
children's programing, one of the only 
sectors exhibiting significant audience 
growth, instead suffered across -the- 
board household rating losses. 

Talk shows 
The top ratings gainer among rookie 
talk strips was Paramount's The Mau- 
ry Povich Show, which recorded a 4.7 
(gross aggregate average) sweep rating 

TOP OF THE WEEK 

'Wheel' continues to be the highest -rated 
syndicated program 

up 18% compared with its season -to- 
date 4.0 rating. The Jenny Jones Show 
(from Warner Bros.) continued in a 
growth mode with a 2.3 rating, 15% 
better than its 2.0 STD rating. 

Late night, on the other hand, has 
been unexpectedly hostile to new and 
incumbent strips. Tribune's The Den- 
nis Miller Show, which debuted last 
January, has remained flat with a 1.7 
sweeps rating. Paramount's veteran 
late fringe strip, The Arsenio Hall 
Show, showed a slight ratings decline, 
dropping 3% from the year-ago 
sweeps (3.4 rating) with a 3.3 rating. 

The other veteran incumbent talk 

STARS OF DISNEY SHOOT TO WARNER BROS. 

itt- Thomas -Harris, the production trio responsible for such hits as 
TV Golden Girls and Empty Nest as well as for putting Disney television 
on the map, has signed with Warner Bros. Inc. after Disney decided not to 
renew the team's contract. The three -year exclusive deal allows the trio to 
create, develop and produce all forms of television as well as to increase 
their feature -film activities, an aspect reportedly of great importance to 
the producers. The group will operate as a separate entity within Warner 
Bros. rather than setting up shop under either the Warner Bros. Televi- 
sion or Lorimar Television banners. The deal becomes effective July 1. 

"I think they're terrific, and we viewed this as an opportunity rather than 
a need," said Bob Daly, chairman, Warner Bros. Inc. "When talented 
people like this become available, who are interested in sharing in 
success, you have to make the deal," he said. 

Although they will be contractually tied to Warner Bros., the group 
could conceivably continue to work with Disney into the next century. 
Disney will continue to control the Witt- Thomas -Harris series now on the 
air, as well as the three projects in development for the fall season, one at 
each network. The trio is also readying a spin -off of Golden Girls for next 
season, titled Golden Place, set to star the current cast members minus 
Bea Arthur, who intends to leave the series. -K 

shows tallied healthy year-to -year 
gains, led by Multimedia's Sally Jessy 
Raphael (6.3, up 26%), King World's 
The Oprah Winfrey Show (11.8, up 
18%), Tribune Entertainment's Ger- 
ald) (5.2, up 17%), Buena Vista's 
Live with Regis & Kathie Lee (4.1, up 
14%), Multimedia's Donahue (7.1 , up 
12%) and Tribune's The Joan Rivers 
Show (2.2, up 5%). 

Game shows 
No surprise here: King World's nearly 
decade -old game strips Wheel of For- 
tune and Jeopardy! maintained their 
grip as the top -rated programs in syn- 
dication with respective 15.4 ( +6%) 
and 13.2 ( +5%) GAA ratings. Also, 
Warner Bros.' veteran Love Connec- 
tion was up 17% with a 5.7 rating; 
Twentieth Television's Studs finished 
its second sweeps with a 3.0 rating, 
and LBS Communications' Family 
Feud dropped 7% to a 3.9 rating. 

Reality programing 
News magazine growth was led by 
Paramount's Hard Copy (6. I , up 
19%) closely followed by King 
World's Inside Edition (7 .1, up 18%), 
Twentieth's A Current Affair (8.8, up 
13%) and Paramount's Entertainment 
Tonight (9.1, up 6%). Tribune's rook- 
ie investigative strip, Now It Can Be 
Told, which last week was reportedly 
downgraded to 9 a.m. on KTLA(TV) 
Los Angeles from its 7 p.m. access 
berth, was 3% ahead of its STD aver- 
age with a 3.8 sweeps rating. In the 
comedy category, King World's re- 
vived Candid Camera continued on a 
season -to -date downtrend with a 72nd - 
ranked 2.5 sweeps rating. 

Animated strips 
The household ratings were down con- 
siderably -kids 2 -11 demo ratings 
will be the ultimate gauge when the 
February books are released -for Bue- 
na Vista's Disney Afternoon block: 
Talespin (3.5, down 27%), Duck 
Tales (3.2) and Chip 'n' Dale's Res- 
cue Rangers (3.0, down 38%). The 
newest spoke, Darkwing Duck, was 
the highest -rated cartoon strip with a 
42nd -ranked 3.8 rating. Warner Bros.' 
sophomore Tiny Toon Adventures 
turned in a 3.7 rating (down 23%), 
while Group W's three- year -old Teen- 
age Mutant Turtles suffered a 34% 
drop with a 2.9 rating. 
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TOP OF THE WEEK 

PANASONIC TO SHOW WIDESCREEN NTSC AT NAB 
W Idescreen 525 -line NTSC television will make a 

palpable appearance at the National Association 
of Broadcasters convention in Las Vegas next month. 
In prototype form, Panasonic Broadcast & Television 
Systems will demonstrate a component digital half - 
inch "D -5" VTR capable of processing 16:9 or 4:3 
NTSC. The "D -5" should come to market in mid -1993, 
several years before the FCC assigns HDTV simulcast 
channels to broadcasters. 

Some industry sources hailed the introduction of 
widescreen 525 -line production hardware as promis- 
ing affordable studio equipment that can bridge the 
move from NTSC to HDTV at an interim 10 % -20% 
increase in cost over existing VTR's. "In a transition 
period, broadcasters will have to up- convert some 
NTSC," said CBS Senior Vice President Joseph Fla- 
herty, "but this is seen only as an interim, until suffi- 

cient HDTV programing is available." 
But several sources saw danger for full HDTV, sug- 

gesting that up- converted NTSC video production 
could seduce the market into distributing less than the 
best. Widescreen 525 -line TV could establish a market 
foothold before HDTV implementation, one said, not- 
ing Thomson Consumer Electronics's plans to intro- 
duce 16:9 TV sets in the U.S. next fall. Early buyers of 
those sets will seek widescreen programing immedi- 
ately from any sources prepared to provide it. 

Laurence Thorpe, vice president for Sony Advanced 
Systems, said his company is studying 16:9 NTSC, but 
has found more questions than answers concerning 
compatibility and peripheral costs. And, he said, Sony 
is "very concerned" about potential consumer confu- 
sion, given introduction of three transmission stan- 
dards -NTSC, 16:9 NTSC and HDTV. -Pot 

COPYRIGHT BATTLE SHAPES UP IN HOUSE 
By Randy Sukow 

The sides of a developing battle 
between the House Energy and 
Commerce and Judiciary corn - 

mittees over video copyright law and 
retransmission consent could be bet- 
ter defined this week with the intro- 
duction of bills out of both commit- 
tees. 

From Judiciary: House Copyright 
Subcommittee Chairman William 
Hughes (D -N.J.) and ranking minority 
member Carlos Moorhead (R- Calif.) 
are expected to introduce a compul- 
sory license reform bill as early as 
tomorrow (March 17). 

A draft of the bill was unavailable 
last week, but the broadcast, cable 
and video production industries have 
been expecting introduction of a Mo- 
tion Picture Association of America - 
endorsed plan to eventually eliminate 
the cable compulsory license and, in 
the interim, charge cable companies 
an undetermined carriage fee for local 
broadcast signals (BROADCASTING, 
March 2). 

From Energy and Commerce: 
Some Hill staffers believe House 
Telecommunications Subcommittee 
Chairman Edward Markey (D- Mass.) 
may introduce a new cable reregula- 
tion package in preparation for an up- 
coming mark -up. Must- carry/retrans- 
mission -consent language, similar to 
the provision passed in the Senate 
cable bill (S. 12) and separate House 
legislation (H.R. 3380), is expected to 

be included in the Markey bill. 
Subcommittee staff, however, said 

Markey is "still playing his cards close 
to his vest" and could not confirm 
such a bill is approaching. (The week 
of March 30 remains the most likely 
time for the cable bill mark -up. If it 

slips beyond that week, it is hoped the 
bill could be approved by the subcom- 
mittee before the mid -April Easter re- 
cess.) 

Hughes- Moorhead bill advocates 
were aided this week by the release 
of a 158 -page Copyright Office report 
recommending "against adaptation of 
retransmission consent for broadcast- 
ers if the cable compulsory license is 
retained. The two policies are incon- 
sistent." 

"This report confirms that the 
phase -out of the compulsory license 
is the only way that broadcasters will 
be able to fully participate in the new 
economic foundation of television, 
namely subscriber fees," said Preston 
Padden, senior vice president, Fox 
Broadcasting, which shares MPAA's 
position in favor of eventual elimina- 
tion of the license. 

"lt would have been news if the 
Copyright Office had concluded other- 
wise," said National Association of 
Broadcasters President Eddie Fritts. 
"They have traditionally looked 
through the wrong end of the binocu- 
lars, which results in their seeing a 
narrow, copyright focus in every issue 
and prevents them from viewing the 
big picture." 

Retransmission- consent supporters 
gained a powerful ally in ranking mi- 
nority Judiciary Committee member 
Hamilton Fish (R- N.Y.), who added 
his name to the list of H.R. 3380 co- 
sponsors. Fish's endorsement brings 
H.R. 3380's co- sponsor total to 37, a 
list that also includes prominent Re- 
publicans such as Minority Whip Newt 
Gingrich (Ga.) and Norman Lent 
(N.Y.), ranking minority Energy and 
Commerce member. 

A member of the Minority Judiciary 
Committee staff said Lent does not 
oppose the concept of eventual com- 
pulsory license repeal. But he does 
not expect the anticipated Hughes - 
Lent bill to pass this year and believes 
Congress should allow broadcasters 
to create a new revenue stream 
through retransmission consent on an 
interim basis. 

One member serving on both the 
Telecommunications and the Copy- 
right subcommittees, Rick Boucher 
(D -Va.), was predicting a House cable 
bill without retransmission consent. 

"I have not taken a hard head count 
on this, but my sense is that the votes 
do not presently exist to add retrans- 
mission consent to the bill, without 
regard to the concerns about judiciary 
committee referral," Boucher told 
BROADCASTING. But broadcasters "are 
no worse off if that happens," he said, 
because, since retransmission con- 
sent passed in the Senate, it may still 
be on the table in conference later this 
year. 
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FCC TO EVALUATE HOW IT CHOOSES LICENSES 
By Harry A. Jessell 

The FCC last week began a major 
overhaul of the 27- year -old crite- 
ria it uses for choosing among 

competing applicants for broadcast li- 

censes, inviting comments on re- 
vamping or eliminating the integration 
credit and other existing criteria and 
proposing new "finders" and "service 
continuity" preferences. 

A finder's preference would be 
awarded to the applicant who "found" 
the contested channel by petitioning 
the FCC for its allotment. Under the 
service continuity preference, credit 
would be given to applicants commit - 
ing themselves to own and operate 
the station for at least three years. 

The FCC also proposed a point 
system designed to provide a "more 
objective and rational" means of im- 
plementing the criteria and prefer- 
ences by assigning "an absolute 
number" to each of them. 

"It's important that we try to get a 
much higher degree of procedural 
fairness," said FCC Chairman Alfred 
Sikes. 

Commissioner Ervin Duggan, in a 
separate statement, "strongly" en- 
dorsed the service continuity prefer- 
ence, saying it "would encourage 
greater stability in the industry...and 
the public interest will undoubtedly be 
better served by station owners who 
make a long -term commitment to their 
stations." Duggan added he would 
encourage adopting a mandatory 
three -year holding period for all new 
station licensees. 

Duggan was "troubled" by the pro- 
posal to undo the proposed program 

service criterion -one of the targeted 
existing criteria. "I believe that the 
public interest is served by encourag- 
ing applicants to embrace an explicit 
commitment to news, public affairs, 
minority and foreign language pro- 
graming, and other types of public 
service programing," he said. 

When more than one party applies 
for a channel, an FCC administrative 
law judge holds a so- called compara- 
tive hearing, at the end of which the 
judge must pick a winner by deciding 
which best meets the criteria and 
which deserves extra credit due to the 
various preferences. 

The FCC's proceeding was trig- 
gered by the U.S. Court of Appeals in 

Washington, which last January found 
fault with the central "integration cred- 
it," which favors those applicants 
promising to own and manage the 
station. 

Tampering with the integration 
credit puts into play the congressio- 
nally mandated preferences for mi- 
norities because they are "enhance- 
ments" to the integration credit. But 
the FCC said congressional propo- 
nents of the preferences have nothing 
to fear. Preferences of equal weight 
will be preserved, even if the integra- 
tion credit is jettisoned, it said. 

The FCC said the new criteria will 
apply to all applicants not already in 
hearing the day they go into effect. 

SECURITY INTEREST, OWNERSHIP 

ATTRIBUTION RULES ON FCC AGENDA 
By Joe Flint 

At its meeting last week, the 
FCC reluctantly said it would 
address the issue of permitting 

banks and other lenders to hold a se- 
curity interest in broadcast licenses. 

Citing mixed signals from bankrupt- 
cy courts, FCC Chairman Alfred Sikes 
said it is his view that the commission 
should "make crystal clear the pre- 
eminence of our decision whether or 
not there is a security interest." 

All five commissioners questioned 
whether giving a security interest can 
meet the requirements of the Commu- 
nications Act. 

SETTING THE RECORD STRAIGHT ON DBS DEBATE 

BROADCASTING'S March 9 article (page 16) concerning DBS presenta- 
tions by U. S. Satellite Broadcasting (Hubbard Broadcasting, the high - 

power contender) and Primestar (the medium -power service owned by a 
consortium of leading cable companies) erred in several respects. John 
Cusick, Primestar president, did not say that "program costs will under- 
mine hasty high -power ambitions," nor that USSB's plans were "unwork- 
able." Rather, he said that, assuming equal programing costs, delivery 
system economics could make certain high -power DBS marketing strate- 
gies unprofitable. BROADCASTING also erred in reporting that Stanley S. 
Hubbard, president of USSB, said that "cable operators" feared being 
punished for dealing with his DBS system; rather, he said, "cable pro- 
gramers" were the concerned parties. 

Although the FCC is wary to ad- 
dress the issue, some broadcasters 
are not. Several revealed a desire for 
some sort of rulemaking. Said one: "If 
banks could get a security interest, it 

could improve the tax position of cer- 
tain broadcasters" as well as make 
the banks more willing to provide fi- 
nancing. 

Providing revisionary interest, 
which would allow sellers of stations 
that take back paper to recover the 
stations without FCC review in case of 
loan default, also received a cold re- 
ception. 

The FCC is more enthusiastic 
about investigating whether modifying 
the ownership attribution rules would 
spur new investments. The commis- 
sion will seek comments on whether it 
should raise the attributable interest 
threshold from 5% to 10 %; up the 
benchmark for passive investors from 
10% to 20 %, and increase the class 
of investors eligible for passive inter- 
est status to include "small business 
and minority enterprise small busi- 
ness investment companies." 

The commission also asked last 
week whether its attribution rules 
should exempt "certain widely held 
limited partnership interests from attri- 
bution where each individual interest 
represents an insignificant percent- 
age of total partnership equity." 

10 Mar 16 1992 Broadcasting 



RADIO RULES 
Continued from page 4. 

the ownership limits. 
"Given today's relaxation of the lo- 

cal ownership rules, widespread and 
substantial time brokerage among 
such stations could undermine broad- 
cast diversity and competition," an 
FCC release said. Putting it more 
bluntly was Mass Media Bureau Chief 
Roy Stewart: You program it, you 
own it." The commission instructed 
licensees involved in LMA's to keep 
those agreements in their public files 
and report them with their ownership 
reports. 

The FCC also put the clamps on 
simulcasting within a market, limiting 
it to 25% of the broadcast day for co- 
owned stations whose signals overlap 
more than 50% and for LMA stations 
whose signals "serve substantially 
the same area." 

The ownership increases were not 
as dramatic as had been anticipated. 
Sikes and the FCC staff had originally 
advocated no national caps and local 
ones more liberal than those adopted. 
Sikes was backed by Commissioner 
Marshall, but none of the others want- 
ed to go as far. Over the past few 
weeks, Quello and Duggan worked as 
moderating forces. 

Quello floated a proposal two 
weeks ago that would have fixed the 
national caps at around 50 -50. It 

would have carried the day, but 
Quello began retreating from it last 
week. The compromise was 30 -30, 
Duggan's numbers. 

Although FCC officials see the 
new rules as moderate, the rules are 
perceived as too radical by key leg- 
islators as well as minority broad- 
casters and public interest groups 
who fear that major players will drive 
smaller operators out of the busi- 
ness and hurt programing and news 
diversity. 

At a Senate hearing the day before 
the meeting, Commerce Committee 
Chairman Ernest Hollings (D -S.C.) 
criticized Sikes and the FCC's radio 
ownership proposals at an oversight 
hearing (see page 11). Dingell had 
warned FCC officials against raising 
the caps too high three weeks ago 
(BROADCASTING, March 2). 

Andrew Schwartzman, executive 
director, Media Access Project, said 
the commission's actions will "deci- 
mate rules which protect diversity in 
mass communications." Schwartz- 

TOP OF THE WEEK 

SIKES GRILLED BY HOLLINGS ON RADIO RULES 
In what may be a sign of things to come, Ernest Hollings (D- S.C.), 
chairman, Senate Commerce Committee, grilled FCC Chairman Alfred 

Sikes (above) about the commission's plans to relax radio ownership 
rules at a hearing last week. While other members were mostly supportive 
of the plan, Hollings said he is a "born -again regulator." Among Sikes sup- 
porters was John Danforth (D -Mo.), who said of the plans: "I don't disagree 
with the cure, but it seems like an antacid tablet for a major disease." 

man said it is the "view of many" that 
deregulation has been a cause, rather 
than a cure, of the problems facing 
the radio industry. 

While the jury is still out on what 
impact the new radio rules will have 
on the industry, there is little doubt 
that the rulemaking process had an 
adverse effect on the relationship 
among commissioners. 

During the meeting, Barrett said he 
was abstaining because he had "in- 
sufficient information before me upon 
which to base a vote." Once he has 
seen the final order, he added, he 
would vote, probably against it. 

Barrett blasted Sikes and the FCC 
staff for expecting him to vote on a 
one -and -a- half -page outline of the 
rules and for having to first read about 
the outline in the trade press. 

Reacting to Barrett's charges, Sikes 
told Stewart to provide the press with 
the dates all commissioners received 
documents relating to the rulemaking. 

"I don't want to play any little 
games with you," Barrett shot back. "I 
have not given any indication that I 

did not receive it [the draft order]. I 

simply said to you [Sikes] that it has 
gone through three processes since 
then, and the final process which you 
all gave out yesterday, I heard about 
[first] on the street." 

Some FCC sources involved in 

crafting the rules said Barrett had little 
involvement, although he submitted a 
proposal early on that would have 
raised the national AM -FM caps to 25- 
25 or, for minority broadcasters, 30- 
30. The sources said he may have 
been able to persuade Duggan and 
Quello to back a minority preference 
of some kind, but never really tried. 
The sources attributed Barrett's lack 
of interest to his conflicting constitu- 
encies -the White House, which op- 
poses minority preferences, on the 
one hand and minority broadcasters 
on the other. 

Following the meeting, Barrett said 
he had no problem with Sikes or the 
process. What was bothering him in 
the wake of the vote were the reports, 
which he attributed to Duggan, that he 
was not engaged and that he was a 
weak advocate for his own minority 
preference. 

Barrett said he met several times 
with Sikes and attempted, to no avail, 
to win his support for the preference. 
"The chairman is the leader of the 
process, and that's who I was dealing 
with," he said. 

His proposal to allow minorities to 
own more stations than others is one 
of "fundamental fairness and equity," 
he said. Congress requires such pref- 
erences, and the courts have upheld 
their validity, he added. 
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WASHINGTON 

B E H I N D T H E SCENES, B E F O R E T H E F A C T 

WASHINGTON VISIT 

CBS President and CEO Laurence 
Tisch was spotted on Capitol Hill last 
Thursday (March 12) as the House 
prepared for a cable bill markup later 
this month or in early April. Such 
Hill visits have recently become com- 
monplace -about once a month - 
says Martin Franks, CBS Washington 
VP. Tisch visited "the usual sus- 
pects," said Franks. 

CABLE GET -TOGETHER 

The so- called cable entrepreneur's 
group met at New York's Museum of 
Television and Radio to hear about 
the industry's precarious position on 
Capitol Hill from National Cable 
Television Association President 
James Mooney and Community 
Antenna Television Association Presi- 
dent Steve Effros. 

Gus Hauser, of Hauser Commu- 
nications, one of those in attendance, 
had little to say about the meeting. 
The group, which has grown into a 
Washington lobbying force of its 
own, has no big differences with 
NCTA or CATA. "Everybody sees 
it pretty much the same way." 

LOS ANGELES 

LINEUPS UNVEILED 

CBS, NBC and Fox are all expect- 
ed to release their development slates 
next week, with only ABC with- 
holding its, for what it cites as com- 
petitive reasons. It will mark the 
first year in many that the networks 
will not be hosting many of the 
country's media buyers in Los Ange- 
les to roll out their fall fare. Each of 
the networks is, instead, expected to 
meet with some of the major buyers 
on an individual basis. 

NEW YORK 

LONG SNORT LIST 

The short list continues to grow for 

candidates to fill the position left va- 
cant by the death of WCBS -TV New 
York general manager Roger Colloff. 
Word has it that 20 -year CBS Ra- 
dio veteran Nancy Widmann, current- 
ly president of the division, is a 
strong candidate for the position. 
Among the many other names that 
have surfaced in recent weeks are 
Mark Harington, CBS Olympics 
vice president, and CBS O &O general 
managers Allen Shaklan, wax(Tv) 
Miami, and Gene Lothery, WCAU -TV 

Philadelphia. 

MOVIE MONEY 

The effort to rectify Hollywood ac- 
counting is in for a long wait. Follow- 
ing the collapse of some major in- 
dependent studios, investors and 
others wanted changes in, and stan- 
dardization of, methods the studios 
use to forecast revenue from TV 
and film production. Yet eight months 
after the American Institute of Cer- 
tified Public Accountants indicated it 
would review the issue, no commit- 
tee is yet in place. Robert McClendon, 
a partner with Ernst & Young, and 
the panel's designated chairman- to -be, 
said AICPA's budget problems pre- 
vent hiring staff to work on the issue. 
He said that even after a panel is 

formed, the process of reviewing Hol- 
lywood accounting could take sev- 
eral years because the issue is "not a 
high -priority one" within the ac- 
counting profession. 

MUM'S THE WORD 

We have yet to see Nicholas J. 
Nicholas's version of his departure 
from Time Warner. The former co- 
chief executive officer has let it be 
known that he sees little to gain 
from responding to "spin" put out by 
associates of the other co -chief ex- 
ecutive, Steve Ross. Details of Nicho- 
las's settlement with the company 
remain, but he is said to regard them 
as a relatively uncomplicated "con- 
tractual" matter. 

UPPER HAND 

Stations that moved quickly into lo- 
cal marketing agreements are now 
well situated to take advantage of 
the new rules on radio ownership. 
Many LMA's were set up to in- 
clude options to buy in the event the 
duopoly rule was lifted. The most 
aggressive group owner in the LMA 
arena? EZ Communications, which 
has entered into four: in Jacksonville, 
New Orleans, Charlotte and Sacra- 
mento. 

KIDS UPFRONT BREAKS BIG 

The children's upfront market for Fox and syndication broke with a 
vengeance last week, surpassing even the highest expectations. The 

combination of higher ad budgets and fewer available gross rating points 
caused pandemonium in the marketplace, as salesmen tried to accommo- 
date the buyers. Sellers were reporting 12 % -20% increases in CPM (cost 
per thousand) rates for the children 2 -11 demographic. "It was absolute 
bedlam" said Dan Cosgrove, president, Group W Productions Barter 
Sales division. He said the entire market for Ninja Turtles moved in a 36- 
hour period Thursday and Friday. "In terms of pricing and volume, this 
has to be surpassing the most optimistic expectations," said Rich Gold- 
farb, senior VP in charge of barter sales at Turner Program Sales (Captain 
Planet, Hanna -Barbera library and others). "We started off with about 
49% more money than we could accommodate in every property," he 
said. According to the analysis of one broadcast sales executive, budgets 
of some clients are up as much as 15% this year, but the overall number of 
GRP's will be down 5% or 6 %, with double -digit GRP declines for 
network and syndication and a slight GRP gain for cable. slit 
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Ce ping up8urbank to Sixth Atr from eo ue 

Chernin'em out 
Melrose Place, the 
Beverly Hills, 90210 spin- 
off (BROADCASTING, 
Feb. 10), has been given a 

green light from Fox 
Broadcasting. According 
to Peter Chemin, 
president, Fox Entertain- 
ment, the project has 
been given a 13- episode 
commitment for the 
fall. The project, like its 
parent, was created 
and will be produced by 
Darren Starr. Chemin 
said Fox has far more dra- 
ma development than 
last year and called the 
lineup varied. "Last 
year we only had three 
hours of drama in de- 
velopment and this year 
we have eight hours." 
He described two of the 
projects as "90210- 
ish, two are sort of co- 
medic and the other 
four things are sort of all 
over the place," in- 
cluding a musical, an ac- 
tion series and a "dark 
show." 

Wmmeriul 
Warriors' 

Knights & Warriors, 
described as a mix of me- 
dieval jousting and 
Metallica -style hard rock, 
is the latest offering 
from Santa Monica -based 
Welk Entertainment 
Group. The Welk name is 
a pioneering one in 
musical syndication, but 
the heavy metal/fan- 
tasy skew of Warriors ap- 
pears a watershed for a 

company whose roots are 
in the champagne mu- 
sic of bandleader Law- 
rence Welk. 

Jerry Gilden, presi- 
dent of The Welk Enter- 
tainment Group, says 
Knights & Warriors, 
which has been sold by 
distributor Western Inter- 

Lawrence Welk's new musica family 

national Syndication in 
close to 60% of the U.S., 
is meant to appeal to 
the younger- skewing teen 
and 18 -34 demograph- 
ic groups. 

"Mr. Welk is 
pleased that Larry Welk 
[his son and president 
of The Welk Group] has 
picked up the baton 
and is taking the company 
in a new direction," 
said Gilden. "I do believe 
his first reaction [after 
seeing the pilot] was 
'good shall prevail in 
the land of Welk.' " 

'Boogie' deals 
A New York -based 
station rep source, who 
was paid a visit by a 
Twentieth Television 
sales executive, said 
that the marketing plan for 
the off -network launch 
of Doogie Howser, M.D. 
calls for the series to 
be sold for a per- episode 
cash license tagged 
with two minutes of na- 
tional ad time. Years 
one and two of the initial 
eight -run, six -year first 
cycle will have stations 
committed to carrying 
the two minutes of nation- 
al ad time. However, 
Twentieth is allowing sta- 
tions the option of 
double -running the first 
two years of Doogie 
(reducing the first cycle to 
four years), with the 
second exposure free of 
national barter. One 

major source privy to the 
bidding process said 
that Tribune's WPIX-TV 
won New York rights 
with a "very reasonable" 
cash license bid of 
$50,000 per episode. 

3D Duo 
Robert and John Bass, 
a father -and -son inventing 
team from Fort Lau- 
derdale, Fla., say they 
have patented a new 3- 
D TV technology that 
works without tradi- 
tional glasses. Robert 
Bass, who says he has 
been in the TV business 
since his days making 
kinescope recordings in 
New York with his fa- 
ther's company, Bass 
Films Inc., describes 
the effect as a "moving 
diorama," and said it 
is achieved using one or 
more transparent flat 
LCD screen displays for 
foreground objects and 
another LCD display or 
traditional monitor be- 
hind it for background in- 
formation. Bass says 
the only current draw- 
backs to the system are 
the price of liquid crystal 
displays -his proto- 
type cost $7,000 -and the 
fact that for broadcast 
applications, it would re- 
quire about as much 
additional bandwidth -for 
two screens worth of 
information -as would 
HDTV. 
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STATIONS ABUZZ OVER OFF -FOX BART 
1995 syndication debut of `Simpsons' is already topic of conversation, spurred 
by recent ratings success and speculation over possible marketing strategies 

By Mike Freeman 

Coming off its first weekly time 
period win since taking on 
NBC's The Cosby Show on 

Thursday nights at the beginning of 
the 1990 -91 season, Fox's The Simp- 
sons is already receiving the kind of 
attention for its 1995 off -network 
launch that would be the envy of some 
presidential candidates. 

In a preliminary straw poll of sta- 
tion general managers and station rep 
firm executives, there appears to be 
universal sentiment that the Fox 

O &O's will likely claim their legal 
right -of- first- refusal in bidding for lo- 
cal broadcast rights to the coveted ani- 
mated sitcom. Those same executives, 
however, express optimism about The 
Simpsons' potential as an early fringe 
and prime access vehicle. 

One major market general manager, 
who returned a bid on Twentieth Tele- 
vision's current off -network sales of 
Doogie Howser, M.D. suggests Fox 
O &O's may have the upper hand 
when it comes time to bring The Simp- 
sons to market. So far, at least, that is 
not the case for Doogie Howser, in 

which Tribune Broadcasting's WPIX- 

TV New York and KTLA -TV Los Ange- 
les beat out the Fox O &O's in the 
nation's top two markets. 

Greg Meidel, the recently installed 
president of Twentieth Television, 
says the syndication division is at least 
a year away from putting together a 

marketing plan for The Simpsons. One 
station rep suggests that Twentieth 
could be "walking a fine line" as a 

domestic syndicator affiliated with a 

network that is currently exempt from 
the financial interest and syndication 
rules. 

In Los Angeles 

If Cosby is 
the number three sitcom 
and Golden Girls is 
number two, 
can you guess 
what's number one? 



A New York rep firm source esti- 
mates that Twentieth could accept 
O &O bids "maybe 20% lower than 
the market value for the sitcom. It's 
the same thing Paramount or Tribune 
legally practice in clearing their pro- 
grams on owned- and -operated sta- 
tions." 

"That's ridiculous," Meidel told 
BROADCASTING. "We have a fiducia- 
ry responsibility to our corporate 
board of directors to get the highest 
available market price from any sta- 
tion in the market, no matter if it's 
Fox O &O or not." 

"We will not discuss our marketing 
plan in the press, even if we had one 
right now," says Twentieth Television 
Chairman Lucie Salhany. "If anyone 
has a fear or complaint, they should 
bring it up to me or Greg [Meidel]. 
We are not going to smoke people, 
and we've proved it with Doogie 
Howser. We will represent the show's 
and the company's best interests." 

Indeed, if The Simpsons has one 
minute or two minutes of national bar- 
ter ad time tagged with the cash licens- 
ing fee (Doogie Howser has two min- 
utes of barter), a rep source suggests, 
Twentieth will, indeed, have a "fidu- 
ciary responsibility" to parent Fox 

COMPUTER PROGRAMING 

while lawmakers battle over funding for PBS programing in Washing- 
ton, one of the high -profile producers of such programing, WGBH -TV 

Boston, is looking to demonstrate its value in an upcoming series on the 
history of the computer, called The Machine That Changed the World. 
The program's producers are screening an excerpt from the series on 
Capitol Hill March 25, with Senate Science, Technology and Space 
Subcommittee Chairman Al Gore (D- Tenn.) and House Telecommunica- 
tions Subcommittee Chairman Ed Markey (D- Mass.) expected to attend. 
Organizers are also trying to arrange for a demonstration of "virtual 
reality" computer technology. 

The $3.8- million, five -part co- production of the WGBH Science Unit 
(which produces Nova) and the BBC, in association with NDR/Germany, 
is being carried day and date by most PBS stations at 9 p.m. over four 
Mondays in April and the first in May. 

Machine is funded by Unisys, the Association of Computing Machinery 
and the National Science Foundation. -m 

Inc. and producer James L. Brooks to 
accept the strongest bid and time peri- 
od commitment to maximize its barter 
rating guarantee to advertisers. 

According to a New York station 
rep, Twentieth officials have projected 
per- episode license fees at between $2 
million and $2.5 million for its first 
cycle (or roughly $200 million to $250 
million for the first four years), not to 
mention another $90 million annually 

if Twentieth decides to attach a minute 
of national barter to the cash license. 
Columbia Pictures Television's Mar - 
ried...with Children is widely be- 
lieved to have been the last post -Cosby 
sitcom to top $2 million per episode 
(minus national barter). The off -Fox 
Married...with Children, also from 
Columbia, is said to have had a per - 
episode fee in the $1 million range, 
plus one minute of barter. 

Source: NSI Los Angeles Overnights, Jonuory 9, 1992 -Februory 5, 1992, 
NSS Cassandra Ronking Report, November 1982 -November 1989. 

1992 DLT Entertainment Ltd. All rights reserved. 

Three's 
Company! 

The fact is, head -to -head against these formidable syndication 
sitcoms, Three's Company is k1 at 6PM, M -F, on KIN Los Angeles 
in January 1992. 

Entering its 10th year, with more than 3,400 
runs, Three's Company has consistently dominated a variety of 
time periods on KTTV, and is still beating the newest, the biggest 
and the highest -priced series in syndication. 

For the past decade, Three's Company has ranked among the 
Top Ten -and more often the Top Five -syndicated sitcoms in 
the country. 

That's a powerhouse performance! 
No wonder more and more stations are re- discovering the 

series that is not only incredibly cost- efficient but delivers top 
ratings as well 

FRo 

DON TAFFNER'S 

Where The aughs Last! 

TL 

(212) 245 -4680 
(213) 937 -1144 



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

10:00 
10:30 

Broadcasting's Ratings Week LI Mar 
NBC 

2 -8 
FOX ABC CBS 

11.8/18 16.6/26 16.7/26 
39. FBI: Untold Str. 12.2/19 17. Evening Shade 15.5/24 16. Fresh Prince 15.6/24 
37. Amer Detective 12.4/19 12. Major Dad 16.3/25 19. Blossom 14.8/22 

46. ABC Monday Night 
Movie -Lock Up 1.1.5/18 

3. Murphy Brown 19.8/29 
8. NBC Monday Night 

Movie -Woman with a 

Past 17.5/27 

9. Designg Wmn 17.0/25 

17. Northern Exposure 
15.5/25 

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

10:30 
WEDNESDAY 

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

10:00 
10:30 

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

10:00 
10:30 

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

10:00 
10:30 

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

10:00 
10:30 

SUNDAY 
7:00 
7:30 
8:00 
8:30 
9:00 
9:30 

10:00 
10:30 

19.7/30 14.4/22 12.1/19 NO PROGRAMING 

6. Full House 18.0/28 
25. Rescue: 911 13.8/21 21. In the Heat of the Night 

14.2/22 5. Home Improvmt 18.9/28 
2. Roseanne 22.2/33 

20. CBS Tuesday Movie- 
Grave Secrets 14.7/23 

41. Law and Order 12.0/18 
4. 4. Happy Days Reunion 

19.6/31 58. Reasonable Doubts 
10.2/17 

111111IntaiMill 14.5/24 11.4/19 NO PROGRAMING 

10. The Young Indiana 
Jones Chronicles* 16.6/26 

62. Davis Rules 9.5/16 11. Unsolved Mysteries 
16.4/26 71. Brooklyn Bridge 8.4/13 

41. Murphy Brown 12.0/18 46. Seinfeld 11.5/18 
48. Designg Wmn 11.3/18 53. Night Court 10.5/16 

57. Homefront 10.3/18 28. 48 Hours 13.7/24 58. Quantum Leap 
10.2/18 

12.8/21 11.7/20 11.3/19 10.6/17 

53. Columbo 10.5/17 
50. Top Cops 10.9/18 

24. Cosby 13.9/23 41. Simpsons 12.0/20 
25. A Diffmt World 13.8/22 71. Drexell's Class 8.4/14 

53. Street Stories 10.5/17 
15. Cheers 15.9/25 50. Beverly Hills 90210 

10.9/17 25. Wings 13.8/22 

21. Primetime Live 14.2/25 35. Knots Landing 
12.6/22 61. L.A. Law 9.7/17 

13.7/25 
30. Family Matters 13.4/24 

7.6/14 
78. Scorch 6.9/12 

10.3/19 5.9/10 

75. America's Most Wanted 
7.4/13 31. Matlock 13.3/24 

32. Step By Step 13.0/23 82. Fish Police 6.0/11 
37. Baby Talk 12.4/22 64. Tequila and Bonetti 

9.0/16 
60. I'll Fly Away 

10.0/1.8 
84. Hidden Video 4.7/8 

49. Billy 11.1/19 86. Hidden Video 9:30 *4.0/7 

14. 20/20 16.2/30 76. Hearts are Wild 7.2/13 74. Nightmare Cafe 
7.6/14 

8.3/15 9.3/17 11.5/21 6.4/12 

73. The Young Indiana 
Jones Chronicles 7.9/14 

62. CBS Saturday Movie- 
Beverly Hills Cop II 9.5/17' 

28. Golden Girls 13.7/25 76. Cops 7.2/13 

Powers That Be* 13.0/23 
69. Cops 2 8.5/15 
83. Paul Rodriguez: Gang 
Lines 4.9/9 36. Empty Nest 12.5/22 

64. The Commish 9.0/17 66. Boys of Twilight 
8.8/17 69. Sisters 8.5/16 

11.2/18 18.3/29 8.7/14 8.7/14 
67. ABC's World of 
Discovery 8.7/15 ry 

1. 60 Minutes 22.7/38 
88. Lyndon Larouche 2.8/5 80. True Colors 6.2/11 
87. Eerie, Indiana 3.4/5 79. Parker Lewis 6.8/11 

21 Am Fun Hme Vid 14.2/21 6. Murder, She Wrote 
18.0/27 

68. Hot Country Nights 
8.6/13 

39. In Living Color 12.2/18 

44. ABC Sunday Night 
Movie -Never Say Never 

. Again 116/18 

53. Roc 10.5/16 

12. CBS Sunday Movie- 
In Sickness and in Health 

16.3/26 

44. NBC Sunday Night 
Movie -The Nightman 

11.6/18 

34. Married w /Childn 12.7/19 
52. Herman's Head 10.7/16 

80. Get a Life 6.2/10 
85. Sunday Comics 4.6/8 

WEEK'S AVGS 

SSN. TO DATE 
12.9/21 13.0/21 12.0/20 8.1/13 
12.1/20 14.0/23 12.6/22 7.9/13 

RANKING /SNOW [PROGRAM RATING /SHAREI *PREMIERE SOURCE: A.C. NIELSEN YELLOW TINT IS WINNER OF TIME SLOT 
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PROGRAMING HEADS DEFEND NEW PILOT TECHNIQUES 
At HRTS luncheon, executives describe cost -cutting methods in series production 

By Steve Coe 

The four network programing ex- 
ecutive vice presidents were the 
featured speakers at a Holly- 

wood Radio & Television Society lun- 
cheon last Tuesday, where the discus- 
sion focused primarily on the network 
development process and the new de- 
velopment techniques the networks are 
using. 

All four executives detailed how 
their networks are turning to more pre- 
sentations rather than full- length pilots 
and in Fox's case, more live work- 
shop -type presentations (BROADCAS- 
TING, March 9). 

Peter Tortorici, executive vice pres- 
ident, CBS Entertainment, questioned 
whether it was wise to make economic 
cuts in the development area. "The 
bottom -line cost of development is 
small," he said, and added that in the 
end some projects may be hurt by the 
cutbacks "Pilots are used for more 
than just development," he said, 
"they're also used for sales and mar- 
keting. We have to ask ourselves: 'Are 
we showing advertisers enough ?' " 
He said last year's The Flash was hurt 
by buyers "because advertisers didn't 
get to see enough of the show" in 
pilot form before it debuted. 

With the recent move of two veter- 
an NBC series (In the Heat of the 
Night and Matlock) to ABC and CBS, 
the programers were asked whether 
the trend was healthy. Sandy Gru- 
show, executive vice president, Fox 
Entertainment, called the practice "in- 
breeding" and said it prompted homo- 
geneity among the networks. He add- 
ed that Fox has developed a particular 
identity and he doesn't see a distinc- 
tive image among the other three net- 
works. 

Grushow's comments touched off a 
minor debate with Tortorici, who said 
that distinctive CBS shows from pro- 
ducers such as Diane English (Murphy 
Brown), John Falsey (Northern Expo- 
sure) and Linda Bloodworth- Thoma- 
son (Designing Women) make up 
CBS's identity. 

"Niche services are fine for ser- 
vices which are defined by that 
niche," Tortorici said, referring to 
Fox. He said CBS will continue to act 
as a broadcast network by providing 

Programing executives at the three networks and Fox pose for a class picture following a 
Hollywood Radio & Television Society luncheon at which they discussed new cost- cutting 
developments in the series development process: Shown above (l -r): Stu Bloomberg, ABC; 
Peter Tortorici; CBS, Sandy Grushow, Fox, and Perry Simon, NBC. 

programing to a broad audience. 
Perry Simon, executive vice presi- 

dent, NBC Entertainment, said the ad- 
vertising community views the big 
three networks differently than it does 
Fox, with the fourth network getting 
an unfair advantage. "We're still not 
able to say the same things that Fox 
can," said Simon, who added: 
"We're frustrated because of the per- 
ception of the advertising commun- 
ity.... We're trying to test the bound- 
aries as much as we can with regard to 
the advertisers. I'm envious of the 

niche that Fox has been accorded by 
the advertising community." 

On the subject of multi -series deals, 
which are being partially blamed for 
what are characterized as out- of -con- 
trol production costs, all four execu- 
tives said their respective networks 
have tailed off in that area. 

"Yes, we have done less in terms of 
the big financial deals," said Stu 
Bloomberg, executive vice president, 
ABC Entertainment. "If you look at 
our development, you'll see the best 
shows will get on." 

ACI ENTERS FIRST -RUN, 
OFF -NETWORK DISTRIBUTION 

Recruits Weiser from Blair Entertainment; will 
focus on sales to broadcast, basic cable 

By Mike Freeman 

ACI (Allied Communications 
Inc.), a consortium of eight vet- 
eran producers of made -for- 

television features, is moving into the 
first -run and off -network distribution 
business and has named Michael S. 
Weiser executive vice president of do- 
mestic distribution, reporting to James 
S. Bennett, president and chief execu- 
tive officer, ACI. Weiser moves over 
from Blair Entertainment, which has 

been rumored recently to be looking 
for outside investors to stave off the 
shutdown of its syndication operations 
(BROADCASTING, March 9). Bennett 
says Weiser's hiring was in discussion 
three months before the rumors sur- 
faced and is unrelated to any possible 
closure of Blair Entertainment. 

The hiring of Weiser, who was vice 
president and general sales manager of 
Blair Entertainment since 1988, is in- 
tended to be one of several sales staff 
hirings for ACI, which Bennett says 
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has the "largest unexploited library of 
telefilms," numbering 80 features in 
its product catalog. For the most part, 
ACI has traditionally concentrated on 
network clearance deals and overseas 
sales of its feature product, but Ben- 
nett says the Los Angeles -based pro- 
ducer consortium will be concentrat- 
ing future efforts on the sales of off - 
network and first -run features to 
broadcast stations and basic cable. 

He projected that the initial produc- 
tion and marketing of first -run feature 
fare (some with "back- door" series 
pilot potential) will likely begin by fall 
1993. ACI member companies -The 
Avnet Kerner Co., Robert Greenwald 
Productions, Leonard Hill Films, Mi- 
chael Jaffe /Spectacor Films, The Kon- 
igsberg/Sanitsky Co., The Steve Tisch 
Co., von Zerneck/Sertner Films and 
Steve White Productions -account for 
the production of 18 -20 telefilms an- 
nually, according to Bennett. 

FOX, MW TEAM 
ON AIDS CONCERT 
By Steve Coe 

Fox Broadcasting and MTV have 
teamed up to present A Concert 
for Life, a multi -star show to 

raise money and awareness to combat 
the spread of AIDS. Set for April 20 at 
London's Wembley Stadium, the 
event will also serve as a tribute to 
Freddie Mercury, former lead singer 
of the group Queen, who died of 
AIDS last year. 

The concert will air on Fox on Mon- 
day, April 20, from 8 to 10 p.m. and 
on MTV Saturday, April 25, from 
noon to 4 p.m. Among the musical 
guests scheduled to appear are Elton 
John, David Bowie, George Michael, 
Guns 'N' Roses, Metallica and the 
remaining members of Queen. As part 
of the presentation, MTV News will 
produce a half -hour behind- the -scenes 
look at the preparation for the event, 
set to air on MTV just prior to the Fox 
presentation. MTV's presentation of 
the concert, hosted by Fox celebrities, 
will be part of a day -long effort tagged 
Strike Back Saturday, dedicated to 
raising money through an 800 tele- 
phone number and increasing aware- 
ness of AIDS. 

Both Fox Broadcasting and MTV 
will donate all profits generated by the 
concert to national AIDS charities and 
local AIDS hospices. 

In addition to domestic airings, the 
concert will be broadcast on the BBC 
in the United Kingdom, on Japanese 
Satellite Broadcasting's WOWOW 
and on Germany's Premiere Network. 

Fox also announced that it will d e - 

but the half -hour comedy Stand by 
Your Man on Sunday, April 5, in the 
10 -10:30 time slot. As a result of the 
move, Get a Life, currently in the 10 

p.m. slot, will move to the 10:30 -1I 
time period, replacing The Sunday 
Comics, which goes on hiatus. Stand 
by Your Man is produced by Witzend 
Productions in association with Twen- 
tieth Television. 

S Y N D I C A T I O N 

DEBUT FOR RAG 
R &G Communications, a Los 
Angeles -based production and 
distribution company formed more 
than two years ago by Steve Roberts 
and Gene Giaquinto, is launching 
its first weekly series, Our Globe, a 

series of 26 hour -long episodes on 
the world's different cultures and 
customs. R &G, which a company 
spokesman says is funding the entire 
production on its own, will launch 
the weekly first -mn series for 
international distribution at this 
April's MIP -TV conference in 
Cannes, France. R &G is currently 
in discussions with domestic 
distributors about a fall 1992 or 
January 1993 bow in the U.S. 
broadcast marketplace. 

WORD ON WIDGET 

Zodiac Entertainment is mounting 
an aggressive international sales 
campaign for its two domestic 
animated half -hours -Widget and Mr. 
Bogus -for the 1992 -93 broadcast 
season. Recent sales of Widget 
included Globo-TV of Brazil (pay 
and free TV); Pro -7 of Germany; ABC 
of Australia, and Televisa of 
Mexico. Other major overseas 
broadcasters scheduled to launch 
Widget next season are Reteitalia, 
Italy; Canal J and FR3, France; 
Antena 3, Spain; Canal Plus, 
Belgium; Globo -TV, Brazil; 
Multivision (pay TV), Mexico; all of 
Latin America; Antenna 3, Greece; 
RTP, Portugal; Show-TV, Turkey; 
TI'V, Taiwan, and TV3, Malaysia. 
All together, Widget will be seen in 
over 80 countries next season. 

Mr. Bogus has launched 
international sales and has been sold to 
Beta Taurus Films, Germany; 
Canal Plus and Antenna 3, Spain; 
Globo -TV Brazil; Televisa, 

PDATE 
Mexico; SBC, Singapore; BB -TV, 
Thailand; TVNZ, New Zealand; all 
of Latin America, and all Arabic - 
speaking countries through 
distributor Telepictures. Both series 
are being offered on a cash basis. 

MAYBERRY REVUE 

Viacom Enterprises, long -time 
distributor and licensing agent for The 
Andy Griffith Show, has licensed 
the Bobby Roberts Co. of Nashville to 
produce a cast reunion tour, which 
will make appearances at state fairs 
around the country during the 
summer of 1992. Currently scheduled 
to appear with the tour are Don 
Knotts, who won six Emmys for his 
role as deputy Barney Fife; George 
Lindsey, who played gas station 
attendant Goober Pyle, and Hal 
Smith, who portrayed Otis, the town 
drunk. 

WHO SNOT JFK? 

Hoping to capitalize on continued 
interest in the 1963 assassination of 
President Kennedy, All American 
Communications is planning a two - 
hour special, The JFK Conspiracy, 
for live broadcast April 15. Hosted by 
actor James Earl Jones, JFK 
Conspiracy, according to its 
producers, will include "never- 
before- seen" films, photos, 
documents and first -hand testimony 
that will link the assassination of 
President Kennedy to recent 
historical events and well -known 
individuals. The program, which 
will be broadcast live from 
Washington and offered on a barter 
basis, has been cleared on over 100 
stations, representing 80% of the 
U.S. to date, including wPlx -TV New 
York, KTLA(TV) Los Angeles, 
WFLD -TV Chicago, WTTG(TV) 
Washington and WXYZ -Tv Detroit. 
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SPECIAL REPORT 

Ì ulg 

4 networks will pour more than $258 million 
this year into the coffers of the 26 Major 
League Baseball clubs for the right to bring 
their games to the hometown fans, according 
to BROADCASTING's exclusive market -by- 
market estimates of local TV and radio 
rights (see chart, next page). 

The total includes the teams' take from 
joint ventures with local broadcasters, but 
not the profits several teams earn from 

producing games in -house and selling time. That total will grow 
slightly as a few rights deals still in negotiations close between now 
and the start of the season. 

The teams -and their local rightsholders- protect the numbers as 
they would a star pitcher. BROADCASTING'S estimate reflects inter- 
views with scores of sources. 

Assuming the $258- million tally, local fees will account for only two - 
fifths of the more than $660 million baseball will collect in TV and radio 
revenues for 1992, the bulk coming from the national rights. 

Entering the third year of its four -year $1.1- billion deal, CBS is 
expected to pay $260 million in 1992 for a package that includes the 
championship series and the World Series. ESPN, in the third year of a 
four -year $400 -million deal, will contribute $100 million. CBS Radio, 
which agreed to pay $50 million over four years, will pay about $13 
million this year, up slightly from its $12.5 million payment a year ago. 

Baseball's grand total also includes about $20 million in copyright 
royalties, which cable systems pay for importing distant baseball -laden 
broadcast signals, and another $20 million from five of those signals, 
notably superstations WTBS(TV) Atlanta and WGN -TV Chicago. 

Local broadcast stations and regional cable 

Broadcasting Mar 16 1992 Special Report 21 



BASEBALL'S LOCAL LINEUP 
BROADCASTING'S exclusive look at the price of the Fifth Estate's ticket to the show, 

including the who, what and how much of home team coverage. 

Team 

Chkago 
Cubs 

BROADCAST 

# of 
Flagship regular 

season 

games 

WGN -N 140 

(ch.9) 

TV 

it of Contrail 1992 

stations status rights in 

in (year of millions 
network years) 

NATIONAL 

- - - 

Regional 

network 

LEAGUE 

NO (ABLE 

CABLE RADIO 

# of Contract 1992 It of Contract 1992 Team 

regular status rights in Flagship stations status rights in retained 

season (year of millions in (year of millions ad 

games years) network years) revenues 

EAST 

- - - WGNIAM) 58 - - - 
(720 khz) 

Team and stations are owned by Tribune Co. 

Montreal 
Expos 

CfV (En .) 10 20 3/4 
2/4 

- - Sports Network 25 3/5 - (IOC (AM) 

(KAC (AM) 

17 

36 

2/4 - S1.5 

SRC (Fr.) 40 20-25 Reseau Des Sport 50 3/5 - 2/5 - 
Team retains Fren h broadcast TV rights but sells rights to English TV and cable; altogether, it earns estimated $6.5 million from 1V, it reta ns all radio rights 

New York 
Mets 

WWOR-N 

(ch.9) 

75 none 1/5 S15 -20 I SportsChannel 

New York 

75 6/25 1 $2.5 WAN (AM) 

(660 khz) 

20 2/5 $5.0 - 

Pittsburgh 
Pirates 

KDKA -N 
(ch.2) 

55 6 1/2 $2.0 -2.5 KBL 

Entertainment 

62 1/2 $2.0 KDKA (AM) 

(1020 khz) 

50 - - $3.0 

Team's broadcast N rights fee is its share of revenue- sharing deal, Empir Sports Network, serving western New York state, is telecasting 34 games under 5 -year deal wi h KBL 

Philadelphia 
PhNRes 

WIXF -IV 

(ch.29) 

85 3 10/10 $2.3 -2.5 PRISM 71 - 3.0 WOGL (AM) 

(1210khz) 

30 11 /11 $2.1 -2.5 - 
31 of 71 cable games are telecast by SportsChannel Phtladelphia under contrail wdh PRISM 

St. Louis 

Cardinals 
KPLR -TV 

(ch.]i) 
16 40 2/3 S6.0 NO CABLE - - - KMOX (AM) 

(1120khz) 

130 1/5 S4.5 - 
Team retains beer 

Atlanta 
Braves 

revenues from 

WEBS (TV) 

(ch.17) 

TV and 

123 

radio 

- - 
NATIONAL 

- 
LEAGUE 

SportsSouth 25 

WEST 

- - WGST(AM) 

(640 khz) 

150 1/3 53.0 - 
Team and WIGS are commonly owned by Turner Broadcasting System 

Cincinnati 
Reds 

WLWT (TV) 

(ch.5) 

55 23 2/3 S4.0 SportsChannel 

Cincinnati 

35 3/3 52.0 WLW (AM) 

(700 khz) 

82 1/3 53.0 - 

Houston 
Astros 

KTXH (1V) 

(ch.20) 

80 14 7 /10 S4.0 Home Sports 

Entertainment 

50 4/6 52.0.2.5 KPR( (AM) 

(950 khz) 

50 2/5 S1.0/1.5 $2.0 -2.5 

Team retains radio rights, receives all revenues as ee#as fee from KPKC 

Los Angeles 
Dodgers 

KT1V (TV) 

(ch.11) 

46 none 5/5 S11.0 SportsChannel 

Los Angeles 

35 4/6 53.0 KABC (AM) 

(790 khz) 

35 5/5 S3.0 - 

San Diego 
Padres 

KUSI -TV 

(ch.51) 

51 19 1/3 - Cox Cable 50 - - KFMB (AM) 

(760 khz) 

13 3/5 - S3.0 -3.5 

Team retains all rights, receives all revenues from broadcasts; it also receives $2- million carriage fee from KW -1V; PPV telecasts on cable generate approximately $3melon 

San Francisco 

Giants 
KTVU (TV) 

(ch.2) 

50 5 4/6 55.0 SportsChannel 

Pacific 

55 3/7 S3.0 KNBR (AM) 

(680 khz) 

17 4/6 $1.0 - 
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BROADCAST TV CABLE RADIO 

Team 
# of # of Contract 1992 

Flagship regular stations status rights in Regional 

season in (year of millions network 
games network years) 

# of Contract 1992 # of Contract 1992 Team 

regular status rights in Flagship stations status rights in retained 

season (year of milNons in (year of millions ad 

games years) network years) revenues 

AMERICAN LEAGUE EAST 

Baltimore 
Orioles 

WMAR -1V 50 11 2/3 $5.0 Home Team 

(ch.2) Sports 

90 9/10 $2.0 WBAL(AM) 30 2/3 51.7 - 
(1090 khz) 

Radio rights indude 5425,000 from separate deal with WTOP(AM) Washington 

Boston 
Red Sox 

WSBK -TV I 

(ch.38) 

75 6 3/5 S15.0 New England 

Sports Network 

80 8/16 S6.0 WRKO (AM) 

(680 khz) 

63 3/4 $4.0 - 

Cleveland 
Indians 

I 

WUAB -TV 

(ch.43) 

60 none 1/4 52.0 -2.5 I Sports(hannel 

Ohio 

- - - I WKNR (AM) 

(1220 khz) 

35 1/2 $2.5 - 
Team is renegotiating deal with SportsChannel; nehvork reportedly paid $2.7 million to air 44 games in 1991 

Detroit 
Tigers 

WDIV (TV) 

(ch.4) 

46 6 1/3 S7.5 -8.5 Pro Am 

Sports 

70 8/16 S2.8 WiR (AM) 

(760 khz) 

37 2/5 54.0 - 
Pro Am Sports deal being renegotiated 

Milwaukee 
Brewers 

WCGV -TV 

(ch.24) 

60 6 1/3 53.5 I NO CABLE - - - i WTM1(AM) 

(620 khz) 

48 1/4 - S1.5 -1.7 

Team retains radio rights and Weer revenues 

New York 
Yankees 

WPIX -TV 

(ch.11) 

50 none 2/3 Madison Square 

Garden Network 

108 4/12 S40.5 WABC (AM) 

(770 khz) 

31 6/10 55.0 - 
Madison Square Garden, which holds all TV rights under 12 -year, 5486 million deal, buys time on WPIX TV 

Toronto 
Blue Jays 

I 

- - - - - The Sports 

Network 

60 3/3 
1 

I $4.0 WJ(L (AM) 

(1430 khz) 

45 3/5 $2.0 - 
Team negotiating new broadcast TV deal with (TV Network; they are reportedly considering one -year, 60 -game deal valued at $6 -7 million 

AMERICAN LEAGUE WEST 

California 
Angels 

KTLA -TV 

(ch.5) 

52 none 1/4 55.5 SportsChannel 

los Angeles 

35 5/7 $3.5 KMPC (AM) 

(110 khz) 

28 2/3 $3.7 - 

Chicago 

White Sox 

WGN -TV 

(ch.9) 

48 none 3/5 $4.0 SportsChannel 

Chicago 

107 9/17 54.2 WMAQ (AM) 

(670 khz) 

27 1/4 $2.0 - 
Team and WGN -TV have revenue -sharing deal, team retains radio beer revenue 

Kansas City 
Royals 

WDAF -TV 

(ch.4) 

50 18 9/9 $3.5 NO (ABLE - - - WIBW (AM) 
(580 khz) 

124 1/3 $2.0 - 

Minnesota 
Twins 

WCCO -TV 

(ch.4) 

60 4 4/5 53.1 Midwest 

Sports(hannel 

74 4/5 50.2 W(CO (AM) 

(830 khz) 

65 4/5 $1.2 - 
TV, radio and cable network are owned by Midwest, which has overall $4.5 million rights deal it buys time on KITH TV) to ai 21 of the 60 games 

Oakland 
Athletics 

KPIX- TV 

KIN -TV 

30 
30 

14 

14 

3/3 
3/3 $5.0 

SportsChannel 

Pacific 

51 3/5 $3.0 KSFO (AM) 

(560 khz) 

12 3/3 53.0 - 

Seattle 
Mariners 

- - - - - - - KIRO (AM) 

(710 khz) 

30 3/3 $0.5 $3.2 

Team has yet to cut TV deals for 1992; team retains radio rights, also receives fee from KIRO 

Texas 
Rangers 

KM (1V) 

(ch.) i) 
77 20 3/3 $6.0 Home Sports 

Entertainment 

50 4/6 S2.0 -2.5 WBAP (AM) 

(820 khz) 

32 1/3 $1.5 - 
WBAP has separate Spanish -language network of five stations 
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NAB STATEMENT PUTS RADIO DATA SERVICE ON HOLD 
Manufacturers see indefinite delay from association's stand against FM -only system 

By Peter Lambert 

Car radios able to dial in stations 
by format? Able to display call 
letters and an eight- character 

promotion or ad delivered by broad- 
casters? 

Great idea, but not without AM ra- 
dio involvement, the National Associ- 
ation of Broadcasters said last week. 

Consequently, it appears radio man- 
ufacturers may not support radio 
broadcast data system (RBDS) tech- 
nology at all anymore. 

"NAB supports an RBDS technical 
standard only if all broadcasting sta- 
tions (AM and FM) simultaneously 
and from the outset can participate in 
the format scanning and alphanumeric 
display features of RBDS," said the 
association, arguing that the public 
would be disserved by adoption of a 
standard that left the majority of news, 
information and sports stations out. 

Advanced TV test fundraising passed $1 
million, on the way to a $1.6- million, 
April 13 target, with this check held by 
Tribune Broadcasting head Jim Dowdle. 

By NAB's count, about 86 million 
Americans tune in to AM stations 
weekly. Said David Benjamin, presi- 
dent of Community Pacific Broadcast- 
ing and chairman of the NAB's RBDS 
Task Force: "If a listener traveling by 
car in New York City enters a format 
code for news /talk, and his radio does 
not then dial in WCBS(AM) New York, 
who's kidding whom ?" 

"1 think it's a nearsighted resolu- 
tion," said manufacturing consultant 
Almon Clegg, who is also RBDS stan- 
dards subcommittee chairman for the 
National Radio Systems Committee 
(NRSC), administered by NAB and 
the Electronics Industries Association. 

Clegg said extension of what is now 
an FM technology to AM- requiring 
development of new integrated cir- 
cuits- "would delay RBDS for years, 
effectively forever" in the U.S. 
Clegg, whose client Denon already 
sells RBDS radios in Europe, predict- 
ed manufacturers will read NAB's po- 
sition as an end to broadcaster interest 
in the technology. 

And, in effect, he charged, "NAB 
is holding the committee hostage" 
over defining 20 -some radio format 
data codes. "There is no chance to 
move forward until program category 
selection coding is set." 

Asked whether manufacturers could 
set codes on their own, Clegg re- 
sponded, "Without the broadcasters, 
who must handle the encoding and 
signal delivery, you still don't have a 
service." 

Nevertheless, several broadcasters 
and one manufacturer said AM RBDS 
may be developed in Europe and the 
U.S., with Motorola and Leonard 
Kahn cited as potential builders of AM 
stereo compatible systems. 

And several sources suggested that 
a solution may lie in a combination of 
RBDS and another existing technol- 

ogy -ID Logic, a read -only memory 
(ROM) technology that stores formats, 
call letters and frequencies in an inte- 
grated circuit already sold in one Pan- 
asonic radio, the CQ ID -60. 

ID Logic developer Pierre Schwob 
is also said to be upgrading his sys- 
tems to overcome the current system's 
central drawback in the eyes of broad- 
casters -that consumers are left to up- 
date changing call letters and formats. 
The upgrade could allow downloading 
of updated ID information over the 
air. 

However, Clegg said broadcasters 
told him even the upgraded ID Logic 
without an AM -FM RBDS system is 
insufficient to gain NAB support, 
since ID Logic offers no data- trans- 
mission services. 

And even an AM -FM RBDS system 
would present "opportunities for 
abuse," said Ted Snider, president of 
KARN(AM) Little Rock, Ark., and a 
member of NAB's RBDS task force. 
"If I've spent a million dollars to be- 
come the number -one country station 
in a market, I'd be very upset if a 
lesser station used a country format 
code to fudge market position." 

Horst Becker, whose company, 
Becker of North America, has sold 
RBDS radios in Europe, said: "There 
are people [in Europe] working on 
AM RBDS, not just as a show. Real 
money is invested with the expectation 
of real results." 

Nevertheless, he said, "If I had to 
measure it based on FM proceedings, I 

would predict it is quite a few years 
away." 

Becker questioned the ability of 
AM to "compete with FM" in the 
long run and lamented NAB's decree. 
"In my view, it would be wrong to 
hold everything up," he said. "Do 
you put these benefits in a drawer until 
all conditions are in place ?" 
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BRIGHT SPOT IN A STORMY RADIO WORLD 
Record attendance in Nashville last week for 23rd annual Country Radio Seminar 

By Peter Viles 

As the radio industry continued 
on its uncertain course through 
stormy seas, well over 1,000 

radio executives gathered in Nashville 
for what seemed like a retreat on an 
island of sunshine: the Country Radio 
Seminar. 

While broadcasters elsewhere fret- 
ted about the recession, the 23rd annu- 
al CRS set new standards for atten- 
dance as station executives, mostly 
program directors, met to swap pro- 
graming tips, mingle with Nashville's 
newest stars and celebrate the format's 
booming popularity. 

Total attendance for the CRS, held 
March 4 -7, was I ,705, shattering the 
previous record of 1,414 set in 1990. 
CRS organizers said 1,234 people reg- 
istered and paid to attend the seminar, 
up from 934 in 1991, and 272 exhibi- 
tors registered, up from 148 last year. 

"The buzz has been good. It's been 
a nice experience for a lot of people to 
feel the common energy, to be rejuve- 
nated," said Erica Farber, executive 
vice president for marketing at Interep 
Radio Store and the newly elected 
president of Country Radio Broadcast- 
ers, which sponsors the seminar. 

Observed media broker Tim Men - 
owsky, "There was more energy and 
more camaraderie than I've ever seen 
at a convention." 

Like Nashville itself, the seminar is 
known for its friendly atmosphere and 
for the hospitality of the country music 
industry, and 1992 was no exception: 
country sensation Garth Brooks set the 
tone by cutting short a two -month va- 
cation to perform for CRS attendees 
Thursday night, his first concert per- 
formance of the year. 

And as if to underscore the close 
ties between Nashville and country ra- 
dio, Brooks favored the CRS crowd 
with exclusive news: that he and his 

At the CRS "Super Faces Show," country singer Garth Brooks shares the stage with his 
wife Sandy as they announce the impending arrival of Taylor, their daughter -to-be. 

wife are expecting a baby girl. 
Even management consultant Oren 

Harari, whose speeches are marked by 
dire warnings about the dangers of 
success and complacency, had to ac- 
knowledge that country radio is on a 

roll. 
"There's some good news here," 

he told conference attendees. "The 
good news is that country's in." 

More than two dozen seminar pan- 
els discussed everything from LMA's 
and the impact of videos on country 
radio to the accuracy of record charts 
and the importance of keeping good 
relations with record companies. 
While the seminar is not primarily a 

marketplace, record companies use it 
to push new artists and records, and 
radio networks and syndicators like- 
wise court program directors. 

"The appetite for country program- 
ing has never been higher," said Ed 
Salamon, president of programing, 
Unistar Radio Networks. "It does not 
get any better than this." 

But as upbeat as the seminar was, 

the nagging reality of radio's shaky 
finances was never far from the sur- 
face. 

During one panel discussion on the 
relationship between programing and 
sales, Radio Advertising Bureau Presi- 
dent Gary Fries warned broadcasters 
that, by tailoring programing for 
young listeners, they risk losing pre- 
cious advertising dollars. 

"Have a little caution," Fries said. 
"Don't make those moves too hastily, 
because you may outstrip your core 
advertisers. You may win listeners 
and lose revenue." 

Farber pointed out that the new lis- 
teners attracted to country music do 
not necessarily translate into new prof- 
its for country stations. The biggest 
indicator of a station's economic 
health, she said, is not the popularity 
of its format but the size of its debt. 

"I don't think it has too much to do 
with the format," Farber said. "A 
bigger issue is, how much of the mon- 
ey is going to the bank ?" 

And Harari reminded station execu- 
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tives that they operate in an ever - 
changing business environment where 
customers are more demanding, are 
more informed and have more op- 
tions. 

"If you're not slightly scared, 
you're out of touch," Harari said dur- 
ing a speech. "The most effective 
managers I know are always slightly 
scared." 

He cautioned against over -reliance 
on research and extensive planning, 
urging stations to move quickly and 
boldly to create new products and ser- 
vices that "customers haven't yet 
asked for and don't know that they 
want." 

If country stations are struggling to 
meet that challenge with their adver- 
tising customers, they know that they 
are pleasing their other customers: 
their listeners. 

"I can tell you the whole country 
music industry is on fire," said Larry 
Daniels, general program director at 
KNIX -FM Phoenix and outgoing presi- 
dent of the Country Radio Broadcast- 
ers. "They have an outstanding prod- 
uct and they keep bringing outstanding 
new artists to country." 

The National Association of Black 
Journalists is pleased 

to announce the Annual 

Salute to E ice1Tence 

NATIONAL MEDIA AWARDS 

Newspaper Magazine. 
TelevisionRadio 
Photojournalism 

The awards are given to print and broad- 
cast journalists for outstanding coverage 
of black people and the black condition. 

.$100.00 Cash Award in Each Category 

Winners Honored at NABJ's 
1992 Convention 

in Detroit, Michigan 

Materials must be aired or published between 
April 1, 1991 and March 31, 1992 

Deadline Friday, April 17, 1992 

For more information contact: 

National Association of Black Journalists 
11600 Sunrise Valley Drive Reston, VA 22091 

(703)648 -1272 
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NAB NAMES BEST OF THE BEST 
By Reed E. Bunzel 

The National Association of 
Broadcasters last week an- 
nounced the nine winners of its 

annual "Best of the Best" competi- 
tion, which honors radio stations for 
successful promotions in the catego- 
ries of community service, station en- 
hancement and sales. 

One winner in each category was 
selected from small, medium and 
large markets, and this year for the 
first time a grand -prize winner was 
also selected. 

Market winners were awarded $100 
(versus $250 last year, BROADCAST- 
ING, March 18, 1991) and a plaque, 
while the grand -prize winner received 

$1,000 and a plaque. 
While NAB does not reveal the 

number of entries it receives each year 
for the competition, this year's crop 
was the largest ever, according to 
NAB radio spokesman Bill Peak. 
"We look for promotions that are both 
novel and effective, and this year was 
really a vintage year in that regard," 
he said. 

"We saw a lot of creativity out 
there, maybe because of the state of 
the economy," added Peak. "The 
winning entries were well put together 
and well thought out, and all entries 
showed that radio stations are going 
out of their way to promote clients, 
community service and their own sta- 
tion." 

RIDING G 

NEW COUNTRY 

Westwood One's Mutual 
Broadcasting System joins the hot 
country craze March 30 with 
the debut of Country Countdown 
USA, a weekly three -hour show 
featuring country's top hits. The 
show will be hosted by Lon 
Helton, who covers country music 
for the trade publication Radio 
& Records. 

OSGOOD'S BEST 

CBS News correspondent 
Charles Osgood has been chosen 
"Best Radio Reporter" for the 
fifth consecutive year in the 
Washington Journalism 
Review's annual "Best in the 
Business" survey. Osgood 
writes and anchors "The Osgood 
File," heard four times each 
weekday on the CBS Radio 
Network. 

GOOD SPORTS 

CBS Radio Sports kicks into 
high gear with NCAA basketball 
"March Madness" this month 
and Major League Baseball 
starting in April. CBS will 
broadcast 15 games in the men's 
NCAA tournament from March 
21 through the championship game 
April 6 in Minneapolis, and will 
field four separate announcing 

IN 

teams. The championship will 
be called by Quinn Buckner, Ron 
Franklin and Cawood Ledford. 

Baseball coverage begins 
April 6 when veteran Detroit 
Tigers announcer Ernie Harwell 
joins the CBS team for coverage of 
opening day in Cincinnati. CBS 
will air 26 weeks of Game of the 
Week on Saturdays, 20 weeks 
of Sunday Night Baseball, as well 
as coverage of the All -Star 
game and post- season play. 

DOWNEY TO D.C. 

Morton Downey Jr. returns to 
his radio roots Wednesday (March 
18) when he begins as host of a 
mid -morning talk show on WWRC- 
AM Washington. Downey's 
show will air from 9 a.m. to noon, 
which puts him up against G. 
Gordon Liddy on WJFK- AM -FM. 

Downey, who gained and lost 
a national following as host of a 
syndicated TV show, last worked 
in radio at wMAQ -AM Chicago. 
"Mort has wanted to return to 
radio," said Alan Goodman, wwRC 
general manager. 

Goodman said Downey's 
show "is not going to be like his 
TV show. He's going to be 
more like an ombudsman. And 
what could be a better town for 
that than Washington, D.C. ?" 
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The grand -prize winner was WRDU 

(FM) Raleigh, N.C., for its "Earth Bud- 
dies" comprehensive recycling program, 
which also garnered the station the 
large -market station -enhancement prize. 

Other large- market "Best of the 
Best" winners include: 

Community service: WKYS(FM) 
Washington, for a campaign to en- 
courage regular, on -time school atten- 
dance; 

Sales: KBER(FM) Salt Lake City, 
for its "dirtiest kid in Utah" contest 

promoting Wisk Power Scoop. 
Medium -market winners of the 

competition include: 
Station enhancement: WHO(AM) 

Des Moines, Iowa, for its leisure -suit 
convention promotion; 

Community service: KTSM(AM)- 
(FM) El Paso, for its campaign to pur- 
chase bullet -proof vests for local po- 
lice officers; 

Sales: wtov(FM) Ephrata, Pa., for 
an afternoon car show and sale that 
boosted Sunday revenues. 

Small- market winners include: 
Station enhancement: KLAW(FM) 

Lawton, Okla., for promoting the 
homecoming of nearby Fort Sills's 
12,000 Gulf War veterans; 

Community service: KJJK(AM)- 
(FM), Fergus Falls, Minn., for its 
awareness campaign that regularly in- 
formed residents of an ongoing down- 
town street repair project; 

Sales: WHTB(AM) Fall River, 
Mass., for a campaign to promote lo- 
cal manufacturers and products. 

CREDIT CRUNCH MEANS LMA'S MAY LAST 
Agreements seen as `clumsy' but workable method of consolidation 

By Peter Viles 

The continuing shortage of capital 
means that, barring any new reg- 
ulation from Washington, local 

marketing agreements are likely to 
continue even if radio ownership rules 
are loosened, media brokers predict. 

Even as the FCC was considering 
proposals to loosen ownership rules, 
LMA's continued to be a hot topic at 
the Country Radio Seminar in Nash- 
ville March 4 -7, so hot that three panel 
discussions focused on the topic. 

The consensus among industry ex- 
ecutives and brokers who appeared on 
the panels was that LMA's are not 
wildly profitable but are financially 
viable and often represent a good exit 
strategy for deeply troubled stations. 

"You can actually run two stations 

for about 130% of the cost of running 
one station," said media broker Gary 
Stevens. "All the major [ LMA's] 
have been working beautifully. It's an 
idea whose time has come." 

Stevens said he fully expects the 
FCC to change the duopoly rule, but 
he predicts that LMA's will continue 
because of the general shortage of 
credit and the specific reluctance of 
many banks to make loans for broad- 
cast properties. 

EZ Communications President Alan 
Box, who is involved in LMA's in 
four markets, said he views the ven- 
ture as a success, but described the 
concept as "a rather clumsy solution 
to the consolidation problem." 

Box cautioned station executives 
not to expect to double their sales by 
entering an LMA. "One and one do 

not equal two, and certainly do not 
equal three," he said. "I would bud- 
get for one and a half of what your 
station is doing alone." 

Another executive who is running 
an LMA, Jim Timm of Midwest Fam- 
ily Radio in La Crosse, Wis., said that 
selling two FM stations and two AM 
stations in combination has given his 
staff enough leverage to ask for higher 
rates. At the same time, however, it 
also creates the risk that clients will 
decrease their frequency, he said. 

Media broker Tim Menowsky 
warned station executives not to de- 
pend too heavily on savings they an- 
ticipate from entering an LMA. "You 
cannot save yourself into a profit," he 
said. "At some point, you've got to 
sell some ads.... LMA's do not elimi- 
nate inventory. That's the problem. " 

RADIO REVENUES SHOW SIGNS OF STABILITY IN '92 
RAB figures suggest advertiser confidence returning; local up 0.7% over last year 

By Reed E. Bunzel 

Local and national radio revenues 
appear to be stabilizing following 
almost a year of mostly down- 

ward fluctuations, according to a re- 
port released last week by the Radio 
Advertising Bureau in New York. 

Combined local and national reve- 
nues for January 1992 indicate that 
some advertiser confidence may be re- 
turning to the industry. While the 
month was basically flat, it saw a 
0.7% increase in local revenues over 
the same month last year. Much of this 
boost came in the Southwest region, 
where local revenues increased 8.3% 

over January of 1991. 
National revenues declined 3.3% 

vs. January of last year, largely due to 
"marked decreases in the Southwest 
and West," according to RAB Presi- 
dent Gary Fries. Advertising revenues 
in those regions remained relatively 
high until the Gulf War heated up in 
February, and the contrast between 
current revenue figures in the South- 
west and West and their "pre-reces- 
sion" levels may be a significant con- 
tributing factor behind the apparent 
revenue declines in those regions, he 
suggests. 

"We're beginning to see signs 
which indicate that the recession's ef- 

fects on radio, which prevailed 
through much of 1991, are coming to 
an end," Fries says. "Our industry 
has turned in relatively stable perfor- 
mances in both December and Janu- 
ary, and we're hopeful that the coming 
months will bring modest but steady 
growth. The increase in local revenue 
for January also is a good sign for the 
future of the local economies, which 
form the backbone of our business." 

RAB's revenue analysis is based on 
the index of revenue pool results com- 
piled from data supplied by account- 
ing firms Miller Kaplan Arase & Co. 
and Hungerford Aldrin Nichols & 
Carter. 
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CONGRESS CORDIAL TO RAISING RURAL EXEMPTION 
House members sympathetic to telco ownership of cable in rural towns of up to 10,000 

By Randy Sukow 

Congressional approval of full ca- 
ble- telephone company crossow- 
nership in 1992 is no longer a 

reasonable prospect, but the telephone 
industry can be more confident of 
gaining crossownership rights in sev- 
eral small rural communities. 

Local exchange carriers (LEC) are 
currently exempted from the crossow- 
nership ban in communities with popu- 
lations of 2,500 or less. The Senate 
cable bill passed last January (S. 12) 
proposes a raise in the exemption to 
10,000. Congressmen appearing at the 
United States Telephone Association's 
(USTA) Government Relations Seminar 
last week expressed support for raising 
the exemption to at least 10,000. 

The Senate's raise in the exemption 
"was a small, incremental increase. I 

think we can do a lot better if we play 
our cards right," said House Telecom- 
munications Subcommittee member 
Michael Oxley (R- Ohio). He said a 
raise to 50,000 would be especially 
advantageous for his district, "but 
we're certainly willing to negotiate on 
that number." 

A drive by Oxley and fellow sub- 
committee member Rick Boucher (D- 
Va.), co- sponsors of a bill to lift the 
1984 cable act's crossownership ban 
(H.R. 2546), to have their bill amend- 
ed to the House version of the cable 
bill (expected to go to mark -up before 
the mid -April Easter recess) failed late 
last month (BROADCASTING, March 
2). The regional Bell operating com- 
panies gave up a lobbying effort for 
the amendment after clear signals 
from the House, especially from Ener- 
gy and Commerce Committee Chair- 
man John Dingell (D- Mich.), that 
there were not enough votes for it. 

"There was the practical concern 
not to make the legislation too heavy 

to tote, and I think Dingell concluded 
it very well could," said David Leach, 
professional staff member for the En- 
ergy and Commerce Committee. 

But a new rural exemption appears 
to be considerably less controversial. 
In the Senate the 10,000 exemption 
was written into both S. 12 and the 
Packwood -Kerry substitute bill sub- 
mitted by S. 12 opponents 

FCC Chairman Alfred Sikes also 
gave the rural- exemption plan support. 
"I come from a small town in South- 
eastern Missouri, and I know that ca- 
ble won't just flock to that town to 
provide cutting -edge services. There is 
a limited base of wealth," he said. 

House leaders have not yet focused 
on the rural exemption, Leach said. 

Even if a cable bill with an in- 
creased rural exemption passes in 
1992, most agreed there is bound to be 
greater interest in a cable -telco cross - 
ownership bill next year. Leach said 
the telephone industry has a "compel- 
ling" argument -that revenue from 

video service is needed to offset the 
cost of fiber -optic infrastructure up- 
grades. It is up to the telephone indus- 
try to drum up support for repeal of 
the crossownership ban among Energy 
and Commerce Committee members, 
he said. "I think Dingell is one who is 
favorably inclined, but you've got to 
have the votes," Leach said. 

Joel Bernstein, legislative aide to 
Telecommunications Subcommittee 
member Don Ritter (R -Pa.), predicted 
that passage of S. 12 or a bill like it 

will do little to reduce consumer com- 
plaints about cable rates and customer 
service. Congress will then consider 
introducing new competition from the 
telephone industry, he predicted. 

"For our company, cable -telco en- 
try is our top legislative priority," said 
former Iowa Republican Representa- 
tive Tom Tauke, vice president, gov- 
ernment affairs, NYNEX Corp. "We 
believe this particular issue offers 
more to the future of the business than 
any other we are debating." 

A BREAK FOR SMATV 

xempting some but not all private cable or so- called SMATV systems 
from municipal regulation may violate the equal -protection clause of 

the Fifth Amendment, the U.S. Court of Appeals in Washington has ruled. 
A three -judge panel directed the FCC to provide a "rational basis" for 

the Cable Act's discriminatory treatment of private cable systems. If the 
agency fails, the court said, it will find such treatment unconstitutional. 

Private cable systems serve adjoining apartment and condominium 
buildings, importing programing via satellite or terrestrial microwave 
systems and eschewing public rights of way. The cable act exempts from 
municipal regulation only those systems serving properties that are com- 
monly owned or managed. 

Deborah Costlow, the attorney representing the private cable interest 
that challenged the law, argues the exemption should be extended to all 
private cable operators. None should be subjected "to local franchising 
geared toward regulation of public property," she said. 

FCC Deputy Bureau Chief Bill Johnson said the FCC has yet to decide 
how to proceed. aw 
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SUPPLIERS CAN THRIVE UNDER EC QUOTA, STUDY SAYS 

S. program suppliers will have plenty of room to 
sell their product in Europe, even in light of the 

50% [European Community] programing quota," con- 
cludes media analyst Kenneth R. Donow in "European 
Media Markets: Commercial and Public Media in 15 
Countries," a study commissioned by the National 
Association of Broadcasters. The rapid creation of new 
radio and TV stations in the newly privatized European 
media markets provides a potential boon to program 
suppliers, yet even if additional stations were not creat- 
ed, suppliers "would have a long way to go before 
reaching any level of business approximating the quo- 
ta," Donow says. 

The Motion Picture Association of America 
(MPAA), which has urged the U.S. Trade Representa- 
tive's office to use retaliatory measures to fight the EC 
program quota, reacted angrily to the study. MPAA 
President Jack Valenti said the study's conclusions 

were based on several faulty premises. "The sad truth 
is that some television stations in Europe have already 
cut back on their purchases of U.S. programing be- 
cause of the quota. Others have shifted U.S. program- 
ing out of prime time," he said. 

Valenti cited an MPAA analysis that concludes the 
EC quota will not only reduce foreign demand for U.S. 
programing, "it will ultimately reduce the quality of 
programing available to U.S. broadcasters and the 
viewing public because of lower foreign revenues to 
cover production costs." 

Donow takes a detailed look at the state of radio and 
broadcast, cable and satellite TV in each EC country 
and describes the prospects for program sales in each. 
The study also looks at the phenomenon of pirate 
stations, which have had a significant role "in breaking 
the monopoly of state -supported public service broad- 
casting systems." 

PTAR WAIVER PROTEST FROM UNLIKELY 
NBC affiliate in 

By Joe Flint 

SOURCE 
Chico, Calif , cites ratings, revenue loss from KCRA -TV shift 

Among the comments filed at the 
FCC against KRON -TV San 
Francisco's request for a tern - 

porary waiver of the prime time access 
rule was one from an unusual source: 
NBC affiliate KCPM(TV) Chico, Calif., 
some 150 miles from the city by the 
bay. According to its filing, 
KCPM(TV), owned by Davis -Goldfarb 
Co., has been the unlikely victim of an 
earlier FCC waiver of PTAR for NBC 
affiliate KCRA -TV Sacramento, which 
is 80 miles away. That shift, KCPM 
alleges, has caused severe ratings and 
advertising losses for the station be- 
cause KCRA -TV's signal can be re- 
ceived off the air in the southern part 
of the market and is carried extensive- 
ly on cable systems throughout the 
market. In its filing, KCPM said: "In 
areas that receive duplicate signals 
from KCRA -TV and KCPM, either over - 
the -air or via cable, NBC prime time 
network programing is now available 
one hour earlier on KCRA -TV. This has 
resulted in audience confusion and 
significant loss in audience share by 
KCPM.' 

the station said that 
during the November sweeps, its 
prime time audience of persons 25 -54 
fell 28.6%, compared with November 
1990, during Tuesday through Friday 
and excluding Monday Night Foot- 

ball. Said KCPM: "No factor explains 
this precipitous decline in viewing lev- 
els other than the fact that network 
programing was available to a large 
segment of KCPM's audience one hour 
earlier on KCRA -TV." Since the corn - 
bined share of persons 25 -54 for the 
three network affiliate stations did not 
decline, KCPM's decline, the station 
said, "was more the result of audience 
confusion leading to an outright aban- 
donment of the station's prime time 
programing in favor of the other net- 
work stations, rather than a loss of 
viewers to KCRA's earlier schedule of 
network programs." 

Naturally, as a result of its ratings 
decline, KCPM has had to cut its ad 
rates. The station claims it is "being 
forced by national and regional adver- 
tisers to decrease its advertising rates 
30% -35% and is being forced to sell 
its prime time advertising at rate levels 
that are 65% -70% of last year's rates. 

The station also says it cannot use 
the network non -duplication rule to 
protect its viewers because the previ- 
ous owners were "forced by several 
cable systems to relinquish their right 
to network nonduplication protection 
in exchange for carriage on the sys- 
tem." 

So why doesn't KCPM, which is ex- 
empt from PTAR, roll back with 
KCRA? The answer is money. Initially, 
NBC denied KCPM's request to switch, 

but, according to the station, NBC has 
changed its mind "in view of the eco- 
nomic harm KCPM has suffered." The 
station, however, says it cannot afford 
the additional costs of having to take 
the NBC East Coast feed at 5 p.m. 

Meanwhile, executives at KCRA -TV 
are not convinced KCPM's ratings de- 
cline can be attributed to the shift. Its 
ratings in Chico, the executives said, 
stayed relatively flat to down slightly 
in November 1991 versus November 
1992. Joseph Goldfarb, managing 
partner, Davis -Goldfarb Co., said: 
"You can't look at the two ratings 
books of the two markets to see the 
impact. Our lost audience, added to 
theirs, is insignificant to them." 

Is KCPM's claim just an anomaly? 
Time will tell. 

In the Salinas -Monterey market, 
over 100 miles from San Francisco, 
NBC affiliate KSW(TV) is in a similar 
situation since KRON has moved its 
prime time one hour earlier. The sta- 
tion, its manager said, is able to take 
advantage of nonduplication rules, but 
some residents of Carmel, Calif., 
which falls into the Salinas- Monterey 
market and is over 125 miles from San 
Francisco, receive KRON -TV's signal. 
The station, said general manager 
Cynthia McGillen, is anxious to see 
results from the February books to de- 
termine the impact of KRON's switch, 
which it supports. 
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FCC CHAIRMAN IS COLD ON FM FREEZE 
Sikes is concerned that NAB proposal to implement tight technical 
standards to win an FM license could block new entrants 
By Joe Flint 

FCC Chairman Alfred Sikes is not 
sold on the National Association 
of Broadcasters's idea of an FM 

freeze. Testifying before the Senate 
Subcommittee on Communications on 
the FCC's radio regulatory reform ini- 
tiatives last week, Sikes said he would 
"depart" from the NAB's position. 

Last month, the NAB petitioned for 
a rulemaking aimed at creating tight 
and technical standards that applicants 
would have to satisfy to win an FM 
license. "I don't want to prejudge the 
petition they filed; I understand the 
motivation behind that," Sikes said. 
However, he expressed concern about 
blocking new entrants. Said Sikes: 
"There are a lot of towns that are 
growing rather rapidly.... You can 

end up with communities that don't 
have as many radio stations as the 
economy will support." 

Sikes also said it would probably be 
easier to get financing for new alloca- 
tions, compared to trying to obtain 
credit to acquire a station that has gone 
dark. "I presume that if you walk into 
a bank and say, 'I want to buy that 
station up the street that just went 
bankrupt,' you will probably have a 
hard time raising the money." 

Earlier last week at the NAB State 
Leadership Conference, FCC Chief of 
Staff Terry Haines and Mass Media 
Bureau Chief Roy Stewart said the 
commission would likely release the 
NAB's plan for a freeze for comment. 

In response to Sikes's comments, 
NAB President Eddie Fritts said the 
word "freeze" stigmatizes the propos- 

al, and that is "not the heart of the 
proposal." 

Said Fritts: "If the broadcast indus- 
try is going to provide continuing 
quality service, there has to be some 
economic viability to the system." 
Fritts thinks the commission should 
look at its AM improvement plan and 
use the model on FM. "More is not 
necessarily better, and the FCC has ac- 
cepted that docket 80 -90 was a mistake 
and the only way to correct it is to take 
a more reasonable approach, and the 
best model [for that] is the AM plan." 

Fritts said the association has not 
"spent a lot of time lobbying" on the 
issue, although last week the NAB did 
start initial contact. "It could be in the 
FCC's wisdom to reject our idea. If 
that is the case, we still think we laid 
out the best plan." 

BROADCASTERS BEHIND REREGULATION, MOONEY SAYS 
NCTA president advises local programers to make time available to politicians 

By Harry A. Jessell 

National Cable Television Asso- 
ciation President James Moo- 
ney last week told a group of 

local cable programers that Congress 
was "likely" to pass a bill reregulat- 
ing cable this year largely in response 
to the broadcasting industry, which is 
feeling "in a sharp way" competition 
from cable. 

Speaking at an NCTA -sponsored 
conference on local programing, Moo- 
ney acknowledged that complaints 
about cable rates and services -symp- 
toms of the industry's "growing 
pains" in the 1980's -have contribut- 
ed to the Congress's interest in further 
regulating the industry. "It does little 
good to deny things that people under- 
stand to be facts," he said. 

But it is the broadcasters who are 
driving the legislation, Mooney said. 
Broadcasters believe "cable most 
properly should be put back in the box 
as a kind of antenna service," he said. 

Mooney criticized broadcasters for 
claiming they deserve special govern- 

mental treatment because they are 
"uniquely obligated" to serve the 
public interest. 

Mooney also took a shot at the Sen- 
ate, which passed a cable bill in Janu- 
ary and set the stage for action in the 
House this spring or summer. The pro- 
cess that led to the passage of S. 12 

was neither "careful" nor "delibera- 
tive," he said without elaboration. 

"That's a shot at you," he told the 
programers, many of whom produce 
local news and public affairs program- 
ing. "That's worse than a deroga- 
tion," he said. "That is to say you 
don't exist." 

Mooney urged the programers to go 
to their congressmen and tell them 
about the work they do "without be- 
ing dismissive or derogatory of what 
broadcasters do.... Let them know in a 
positive way," he said. 

He also suggested that programers 
follow broadcasters' lead and make 
time available to politicians. To the 
extent broadcasters enjoy a "positive 
image" among congressmen, he said, 
it is due to their providing a way for 

them to communicate with their con- 
stituency. 

And, he said, anybody who has tied 
his or her career to the cable industry 
should contribute to the industry polit- 
ical action committee, which funnels 
money to federal candidates. "PAC's 
are a good way for an individual of 
modest means to express support or 
non -support for a policy," he said. 

Mooney said he hoped the NCTA's 
public relations efforts are responsible 
for the spate of positive editorials 
about the industry. But, he said, "it 
could simply be some miracle of di- 
vine intervention that they are starting 
to get it." 

He said he did not like talking pub- 
licly about the PR campaign, "espe- 
cially with press in the room." 

Mooney promised to back local pro- 
gramers among cable's top executives 
in obtaining additional money, people 
and channels for local programing. 
But when pressed by a questioner, 
Mooney declined to make a firm com- 
mitment to plead the programers' 
cause. 
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This announcement is neither an offer to sell nor a solicitation of an offer to buy these securities. 
The offer is made only by the Prospectus. 

December 5, 1991 

3,000,000 Shares 

ok CENTENNIAL 
CELLULAR 
CORP. 

Class A Common Stock 

Price $17 Per Share 

Copies of the Prospectus may be obtained in any State in which this announcement 
is circulated only from such of the undersigned as may legally 

offer these securities in such State. 

This portion of the underwriting was offered in the United States by the undersigned. 

2,400,000 Shares 

Lehman Brothers 

Donaldson, Lufkin & Jenrette 
Securities Corporation 

Morgan Stanley & Co. 
Incorporated 

This portion of the underwriting was offered outside the United States by the undersigned. 

600,000 Shares 

Lehman Brothers International 

Donaldson, Lufkin & Jenrette 
Securities Corporation 

Morgan Stanley International 
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RECESSION WATCH 
First in a five -part series 

THE PAST 
MAY NOT 
BE PROLOGUE 
Economy- advertising 
relationship out of kilter; 
signs of trouble began 
as early as 10 years ago 
By Geoffrey Foisie 

There will be a rebound in televi- 
sion advertising. If nothing else, 
inflation and the anemic compar- 

isons offered by 1991's performance 
will guarantee, at some point, an in- 
crease. 

But more than a positive percentage 
change is hoped for by network execu- 
tives, investors, station owners and 
others scrutinizing each month's reve- 
nue numbers. They are looking for 
real growth in which revenue gains 
outpace costs and also outpace gains 
shown by other media and other indus- 
tries. 

Such real growth was a part of tele- 
vision's past. This article and the fol- 
lowing in BROADCASTING'S five -part 
series will examine whether televi- 
sion, particularly broadcast television, 
can look forward to similar results in 
the future. 

Since TV advertising is strongly af- 
fected by the economy, perhaps the 
answer is there. During television's 
first 40 years when gross national 
product was growing, which was most 
of the time, broadcast TV revenue 
generally outperformed it, and when 
real GNP fell, TV revenue did worse. 

The past few years began by match- 
ing historical pattern. In 1990, broad- 
cast TV advertising's gain of 6.7% 
was slightly better than the GNP. The 
recession began officially in the mid- 
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dle of that year and by 1991, nominal 
GNP was up just over 3% (real GNP 
declined), while broadcast TV adver- 
tising, true to form, fell 5.6%. 

But the recession officially ended 
last May, according to the National 
Bureau of Economic Research. 

So why is TV spending, according 
to consensus estimates, still expected 
to increase less than 5% in 1992 
(BROADCASTING, Feb. 24), underper- 
forming nominal GNP? 

One possibility is that the reces- W , 
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sion's official demise may have been 
premature. NBER committee member 
and Columbia University economist 
Geoffrey Moore said corporate profit 
margins, which, at this stage in the 
economic cycle, have been historically 
over 8 %, are now at only half that 
level. 

If the economic half of the TV -GNP 
nexus is out of kilter, so, however, is 
the TV advertising half. During reces- 
sions in the 1960's, at least four major 
"basics" product categories- toilet- 
ries, drugs and remedies, alcoholic 
beverages and food -increased ad 
spending; in 1991, only two did. 

The departure from form actually 
began in the early 1980's. Since then, 
broadcast TV's total revenue growth, 
despite syndication and an increasing 
number of TV stations, was typically 
not keeping pace with GNP. 

BROADCASTING received three dif- 
ferent explanations for the 1980's phe- 
nomenon. McCann- Erickson's Robert 
Coen said a unique coalescence of 
products and advertisers at the begin- 
ning of the decade masked what was 
already an underlying "flattening 

Continues on page 34. 
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FAMILY CONSIDERS 

NEW CHANNEL 

By Geoffrey Foisie 

In 1988, Pat Robertson was stump- 
ing the country running for Presi- 
dent. Four years later, he will be 

on the road again, selling stock in 
International Family Entertainment 
(IFE), of which he is chairman. The 
parent company of the Family Chan- 
nel proposes to take the company pub- 
lic at between $ 14 and $16 per share; 
in 1991, IFE earned $1.08 per share. 

By selling 3.3 million shares, IFE 
would obtain roughly $45 million in 
proceeds, which it said it would use 
for "possible acquisitions and invest- 
ments" as well as working capital pur- 
poses, including program production, 
and a marketing campaign. In 1991, 
the Family Channel spent $4 million 
for its "Accentuate the Positive" 
"viewer awareness campaign," which 
will probably be resumed in the third 
quarter of this year. 

The campaign helped boost the ba- 
sic channel's marketing 
year to $27.1 million. 

Programing and production costs 
jumped by almost as much, to $47 
million, largely, IFE said, because of 
increased original program produc- 
tion. Currently, 16% of the channel's 
schedule (57% of prime time) is origi- 
nal, including Big Brother Jake, Ma- 
niac Mansion and The New Zorro. 

Still, the Family Channel's operat- 
ing income rose in 1991, largely due 
to a 50% jump in sub fees, to $43 
million, as subscribers increased 
roughly 6 %, to 54 million, and new 
cable system affiliation contracts were 
signed covering roughly half the sub- 
scriber base. Advertising revenue was 
up only 6.4%, to $70.8 million, of 
which 25% came from infomercials 
and "inspirational" programs. 

Revenue in 1991 was $113.6 mil- 
lion; operating income was $32.1 mil- 
lion, before interest payments of 
$14.4 million. 

The Family Channel expects to in- 
crease program expenditures by anoth- 
er 20% in 1992. Meanwhile, revenue 
from 171/2 weekly hours of CBN pro- 
graming will be limited. CBN pays 
only the channel's "direct costs" of 
running the programing, which last 
year amounted to only $440,000, or 

roughly $400 per hour. The agreement 
is renewable unilaterally by CBN. 

IFE has expansion plans, both do- 
mestically and internationally. Earlier 
plans to launch a "cowboy channel" 
at the beginning of this year were de- 
layed, but IFE said it is still consider- 
ing its "feasibility." 

The prospectus filed at the SEC also 
said IFE last month signed a letter of 
intent to "...form a corporation to de- 
velop, own and operate a basic cable 
programing service tentatively called 
'The Game Channel,' " with a game 
show format, including "programs 
that permit viewer interaction." 

Abroad, IFE has signed a partner- 
ship applying for a TV license in 
Czechoslovakia, and in January, the 
company an agreement with 
Hyundai that included a cable test run 
by the Korean government and in 
which Hyundai agreed to advertise on 
the Family Channel. 

Also selling IFE stock in the pro- 
posed offering is the Christian Broad- 
casting Network (CBN), of which 
Robertson is also chairman. CBN 
"sold" IFE to Robertson, his son, 
Timothy Robertson, who is CEO of 
IFE, and others in 1990 for $250 mil- 
lion in convertible notes and some ad- 
ditional consideration. CBN is con- 
verting $127 million of the IFE notes 
into 11.4 million shares of IFE stock, 
of which they intend to sell 6.7 million 
shares in the offering. 

The remaining $120 million in con- 
vertible notes is being renegotiated to 
defer repayment by five years. 

Because of a dual -class stock struc- 
ture, existing shareholders, principally 
Pat Robertson and his son, will control 
87% of the vote. Liberty Media, 
which helped finance the 1990 pur- 
chase, currently holds securities that 
are convertible into 17% of IFE's 
stock. Liberty, said the prospectus, 
also has "...a right of first refusal with 
respect to most transfers of class A 
stock (which has 10 votes per share) 
by the Robertsons until 2010." 
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SOLD! 
WEVU -TV, Fort Myers, 
Florida from The Home 
News Company, William 
Boyd, Chairman to FCVS 
Communications, Walter K. 

Flynn, President for 
$9,925,000. 

Randall E. Jeffery 
and 

Brian E. Cobb 
Brokers 

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

BRIAN E. COBB 
CHARLES E. GIDDENS 

703-827-2727 

RANDALL E. JEFFERY 
407-295-2572 

ELLIOT B. EVERS 
415-391-4877 

RADIO and TELEVISION BROKERAGE 
FINANCING APPRAISALS 

Iv' 
Vti 

MEDIA VENTURE 
PARTNERS 
WASHINGTON, DC 

ORLANDO 
SAN FRANCISCO 

Subject m F.C.C. approval 
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Advertising %Marketing 

CABLE GETS IN RING FOR POLITICAL AD DOLLARS 
Medium has taken some advertising from broadcasters in '92 and has been attractive for 
local political advertising, but some find it too expensive for presidential campaign ads 

By Sharon D. Moshavi 

The good news for cable is that it 
is getting presidential political 
advertising dollars that would 

have gone to broadcasters four years 
ago. The bad news is the dollars still 
do not add up to much. 

Cable is a good medium for local 
elections, with its ability to reach spe- 
cific districts, but it is not as viable for 
presidential campaign advertising. Ca- 
ble systems, which tout themselves as 
effectively able to target small areas, 
may carry too high a price for large - 
scale presidential buys and, in many 
instances, do not have enough turn- 
around time for candidates to rush ads 
into the market. 

Although campaigns can buy time 
on several cable systems at once 
through local interconnects that cov- 
er a large part of a market, most 
interconnects are not electronically 
linked and, therefore, take a while to 
disperse ads. According to Paul Syr- 
acuse of the Tampa Bay Interconnect 
in Florida, his organization had to 
turn down ads from Democratic can- 
didates Bill Clinton and Jerry Brown 
in the days before Florida's Super 
Tuesday election because the inter- 
connect needed as much as two 
weeks to get tapes to the 14 systems 
it represents, and could not air the 
spots in time for primary night. 

Vicky Jaffe, media buyer, Great 
American Media, which is buying 
time for Clinton, says she finds benefit 
in cable's ability to target specific ar- 
eas, but has also been frustrated by the 
lead time required. "It makes it diffi- 
cult to get a reaction spot in," she 
says. And reaction spots have been a 
major part of this campaign, particu- 
larly in the Democratic camps, with 
Clinton and Paul Tsongas often attack- 
ing each other's ads. 

Besides the logistical problems, po- 
litical consultant Doc Schweitzer 
claims cable is not cost -effective for 

statewide races. "The smaller the uni- 
verse, the more local cable makes 
sense," says Schweitzer, who bought 
media for Senator Al Gore's presiden- 
tial campaign in 1988. "When you 
start buying an entire area, cable gets 
expensive. Broadcast is more effec- 
tive," he says. 

Putting presidential advertising 
money into cable, for good or bad, is 
increasing in 1992, largely because lo- 
cal cable is a more accepted advertis- 
ing medium and is better organized 
than in 1988. Cable rep firm CNI ex- 
pects political advertising revenue to 
be double what it was in 1988, al- 

though it will be only 5% of total ad 
revenue this year. National Cable Ad- 
vertising, another rep firm, had reve- 
nues of $1 million in national and lo- 
cal political advertising in 1988, $2.5 
million in 1990 and expects anywhere 
from $5 million to $8 million in 1992. 
In the presidential race, spot cable will 
see a low share of spending, according 
to Matt Stanton, sales manager in 
NCA's Washington office: "The na- 
ture of the race changes so rapidly, 
and campaigns day to day have to 
rapidly shift funds to different mar- 
kets. They can do that much quicker 
than broadcast." 

WLAF TO KICK OFF SOFT SECOND SEASON 

The World League of American Football kicks off its second season 
March 21, with rightsholders ABC and USA expecting half the ratings 

they projected and less than half the prices they got during the disappoint- 
ing inaugural season. Buyers say ABC's 30- second spots are going for 
under $10,000, and USA is getting about $5,500, although, according to 
one buyer, USA "is begging to get that price." ABC and USA are said to 
guarantee a 2 rating and 1.6 rating, respectively. USA, currently more 
than 70% sold out, says it hopes to reach 85% to 90% by the time the 
season starts. McCann- Erickson's Bill Sherman says both networks have 
an "unhealthy level of avails, given the season is only days away." 

ABC and USA will each feature one weekly and one playoff game. 
USA had carried two games per week last year, and fewer games this 
season could help stabilize the ratings, says Sherman. Boa 

REBOUND 
Continued from page 32. 

out" of TV advertising: "All kinds of 
marketers had products, including per- 
sonal computers, lite beers and video 
games. There was also deregulation, 
and financial marketing became mass, 
rather than selective." 

PaineWebber's Alan Gottesman ex- 
plained the 1980's slowdown as a 
combination of "exhaustion" after the 
spending surge during the 1984 Olym- 
pics, "distraction" from LBO's and 
higher relative interest rates. 

A third view was offered by 
CBS /Broadcast Group's senior vice 
president, David Poltrack, who said 
that the early 1980's began to see the 
shift from advertising toward promo- 
tion. 

On top of all those reasons, broad- 
cast television obviously felt at least 
some impact from cable TV. If even 
some of these explanations have stay- 
ing power, broadcasters may find it 
hard to return to the 'good of days.' 
Next week: Is advertising revenue be- 
ing siphoned by "promotion "? 
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Changing I lands 
This week's tabulation of station and system sales ($250,000 and above) 

1VOFX(FM) Fairfield (Cincinnati), 
Ohio CP sold by WLLT Inc. to 
Heritage Media Corp. for $6.58 mil- 
lion. Seller is subsidiary of Hoker 
Broadcasting, headed by Jay Hoker, 
and is also licensee of WRXJ(AM)- 
WCRJ-FM Jacksonville, Fla.; 
WMLX(AM) Florence (Cincinnati), 
Ky., and WDFX(FM) Detroit, which is 
operating under receivership. Buyer is 
headed by Paul W. Fiddick, and owns 
100% of stock of licensees of KULL- 
(AM)-KRPM-FM Seattle- Tacoma and 
KOKH -TV Oklahoma City. WOFX has 
classic rock format on 94.9 mhz with 
27 kw and antenna 650 feet. 

WKZO(AM) Kalamazoo and 
WJFM(FM) Grand Rapids, both 
Michigan Sold by Fetzer Broadcast- 
ing Service Inc. to Radio Associates 
of Michigan Inc. for $4.625 million. 
Seller is headed by Carl E. Lee, and 
has no other broadcast interests. Buy- 
er is headed by Kenneth V. Miller, 
who, with owners Jerry L. Miller and 
Robert M. Salmon, are officers, direc- 
tors and stockholders in licensee of 
KMIX -AM -FM Turlock and KEWB(FM) 

Anderson -Redding, both California, 
and in licensee of KHIT(AM) -KIIQ -FM 

Sun Valley -Reno, Nev. WKZO is full - 
timer with full service /adult contem- 
porary format on 590 khz with 5 kw. 
WJFM has classic rock format on 93.7 
mhz with 320 kw and antenna 780 
feet. Broker: Star Media. 
KVNA -AM -FM Flagstaff, Ariz. Sold 
by TVNA Ltd. to Crown America 
Communications Inc. for $784,000. 
Seller is headed by Steven Herman, 
and has no other broadcast interests. 
Buyer is headed by Jeffrey R. Moms, 
who, with wife Jane A. Morris and 
Raymond A. Lindstrom, has interests in 
licensee of KRIM(FM) Payson, Ariz. 
Morrises have interest in KBAS(AM)- 
KWAZ(FM) Bullhead City- Needles, 
Calif. KVNA has oldies format on 690 
khz with 1 kw day and 500 w night. 
KVNA -FM has CHR format on 97.5 mhz 
with 100 kw and ant. 1,509 feet. 

KLDZ(FM) Lincoln, Neb. Sold by 
William R. Rice, receiver for Kempff 
Communications Inc., to Radio One 
Broadcasting Inc. for $765,000 cash. 
Seller is also receiver for KWZD(FM) 
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PROPOSED STATION TRADES 

By volume and number of sales 

This Week: 

AM's $596,000 2 

FM's $8,336,811 9 

AM -FM's $5,816,204 4 

TV's $100,000 1 

Total $14,849,015 16 

1992 to Date: 

AM's $9,382,601 26 

FM's $42,645,046 47 

AM -FM's $28,187,226 18 

TV's $25,810,000 8 

Total D $106,024,873 99 
For 1991 total see Jan. 27. 1992 BROADCASTING. 

Hamlin (Abilene), Tex. and WKKI(FM) 

Celina, Ohio. Buyer is headed by 
Raymond A. Lamb, and is also licens- 
ee of KBRK -AM -FM Brookings and 
KIJV(AM)- KJTR(FM) Huron, both S.D.; 
KLQL(AM)- KQAD(FM) Luveme, Minn., 
and KTTT(AM)- KWMG(FM) Columbus, 
Neb. KLDZ has oldies format on 95.1 
mhz with 50 kw and antenna 287 feet. 
Broker: Chapin Enterprises. 

WSHG(FM) Ridgeland (Hilton Head 
Island), S.C. Sold by Mattox -Guest 
of South Carolina Inc. to Country 
Time Broadcasting Inc. for $375,000. 
Seller is headed by G. Troy Mattox 
and Andrew J. Guest, who also have 
interests in WKUB(FM) Blackshear and 
WDEC -AM -FM Americus, both Geor- 
gia. Buyer is headed by Evelyn C. 
Harvey, and is licensee of WQQT(FM) 

Springfield, Ga. WSHG has adult con- 
temporary format on 104.9 mhz with 3 
kw and antenna 300 feet. 

CLASSIC RADIO INC. 

has acquired 

KING -AM /FM 
Seattle, Washington 

from 

KING BROADCASTING COMPANY 

$10,000,000.00 
The undersigned acted as broker in this transaction 

and assisted in the negotiations 

Kalil & Co., Inc. 
3444 North Country Club Tucson, Arizona 85716 (602) 795 -1050 
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VOTERS ROUT TCI IN FRANCHISE REFERENDUM 
By more than 2 -1 margin, Morganton, N.C., residents prefer municipally owned system 

By Rich Brown 

Tele- Communications Inc. last 
week lost a key battle in the on- 
going struggle to maintain its 

franchise for Morganton, N.C. Area 
residents voted by more than 2 to I to 
let the city own and operate the local 
cable system, a decision that some ob- 
servers say could lead to more munici- 
pally run systems across the country. 
In the words of one ICI staffer as- 
signed to the case, the mighty Casey 
had struck out. 

The 2,683 -to -1,156 vote in favor of 
a municipally owned system attracted 
more citizens to the town's recreation 
center on Tuesday than the usual mu- 
nicipal and school board elections. 
Some locals attributed the unusually 
high turnout to the tremendous amount 
of lobbying that had taken place in the 
weeks leading up to the referendum. 

TCI had spent what seemed to some 
local opponents an extraordinary 
amount of time and effort to maintain 
the franchise, which serves about 
4,500 households and brings in about 
$1.3 million annually (3% of that rev- 
enue, $40,000, goes to Morganton, 
according to the town's mayor, Mel 
Cohen). As of last October, court doc- 
uments showed TCI had spent more 
than $140,000 on its lobbying efforts 
in the town. 

"There was an obscene amount of 
advertising," said Tom Peeler, a local 
reporter who has closely followed the 
situation for WMNC(AM) Morganton. 
"My gut reaction is TCI had come in 
here with a Gatling gun to kill a flea, 
and that backfired on them." 

David Krone, a consultant who was 
brought in by TCI to head local lobby- 
ing efforts, said the company spent the 
money because it was important to 
oppose government ownership or reg- 
ulation of its property. It was Krone's 
lobbying group, "Citizens Opposed to 

City -Owned Cable," that had man- 
aged to force last Tuesday's vote on 
city ownership. 

Some local people speculated that 
TCI had initiated the referendum be- 
cause the company was not having 
much luck battling the city in the 
courts, said Peeler. Court battles date 
back at least six years, when the city, 
citing poor service, decided it wanted 
to take over the local franchise. TCI in 

Tell TCI 
NO 

MARCH 10 
It's Our City 

Proponents of switching to a municipally 
owned system distributed flyers outlining 
their case against TCI. 

turn sued Morganton for $35 million 
in damages, but the courts ruled in the 
city's favor. Both parties are now 
awaiting word on whether the Su- 
preme Court will hear an appeal. 

"We feel confident there won't be 
any change or any kind of decision by 
the Supreme Court, so we are going to 
move ahead with the system," said 
Cohen. Plans call for construction to 
begin in May with completion by No- 
vember, he said. The city will make a 
formal public decision about moving 
forward this Tuesday, he added. 

Meanwhile, TCI continues to oper- 
ate its existing system. Local TCI ex- 
ecutive Phil Caldewell issued a state- 
ment following the referendum that 
indicated the company did not yet 
know what plans the city had for the 
TCI system. 

The Morganton situation, which has 
been well chronicled in the Wall Street 
Journal and other publications, has 
been positioned by Mayor Cohen as a 

rallying cry against ineffective cable 
operators around the country. 

"Commissioners and councilmen 
all over the country need to bite the 
bullet and make the cable companies 
toe the line," said Cohen. "I think 
there will be more municipally owned 
systems as time goes on because there 
are no rate regulations coming out of 
Washington. Senate bill S. 12 is wa- 
tered down to the point where it's not 
really going to help small -town con- 
sumers. This is the time for citizens to 
make their elected officials stand up 
and be counted and make the cable 
companies realize that we can't stand 
these escalating rates." 

There are now more than 60 cable 
systems nationally that are municipal- 
ly owned, according to the American 
Public Power Association (APPA), 
which has been tracking such opera- 
tions for a number of years. 

One of the nation's first municipally 
owned systems, in Shrewsbury, Mass., 
brought the city about $800,000 in the 
past year alone, according to marketing 
director Suzanne Foley. The system, 
launched by the city's electric utility 
almost 10 years ago, now services 
8,000 households. Subscription rates 
are about 15% -20% lower than for pri- 
vately owned systems in surrounding 
towns, said Foley. 

Cohen said he has been receiving 
calls on a daily basis from local mu- 
nicipalities interested in possibly run- 
ning their own cable systems. In North 
Carolina alone, according to WMNC's 
Peeler, at least three other municipal- 
ities are following the Morganton case 
with that very intention. 

"Another community might look at 
Morganton and say, `They did it, we 
can do it, too,' " said Jeanne LaBella 
of the APPA. "But beyond that, I 

don't think you can draw any general 
conclusions about what's going to 
happen anywhere else." 
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MONITOR CHANNEL TO BE FOLDED UNLESS BUYER FOUND 
With costs mounting, Christian Science Church sets deadline of June 15 to sell service 

By Rich Brown 

The Monitor Channel, which has 

been searching for an equity 
partner for more than a year, last 

week said it would have to sell the 
Fledgling network within three months 
or fold the operation. 

The Christian Science Church, 
which owns the channel, sent a memo 
to staffers last week saying that the 

outright sale of the entire channel had 

been prompted by "continuing oppo- 
sition" within the ranks of the church. 
The church also announced the resig- 
nation of a number of board members 
as press attention continued to mount 
over the channel's troubled finances. 

The announcement that the channel 
would be sold in its entirety came as 

somewhat of a surprise, considering 
that Monitor Television Inc. Chief Ex- 
ecutive Officer John Hoagland just 
last week said the church would be 

selling only a minority interest 
(BROADCASTING, March 9). Hoag- 
land, who met with the network's 400 
staffers Tuesday to talk about the sale, 
was not available for press calls last 
week. 

Costs have continued to mount on 
operating the Monitor Channel, which 
was launched May 1, 1991 with an 

estimated start-up cost of $250 million 
and a monthly operating price tag esti- 

THE MONITOR CHANNEL 

mated at $4 million. The church re- 

cently acknowledged it has borrowed 
$41.5 million from its employe pen- 
sion fund to help support the channel 
as well as the Christian Science Moni- 
tor, the church -owned newspaper. 

No immediate buyers stepped up to 
the plate last week for the channel, 
which will be shut down if no buyer is 

found by June 15, 1992. But members 
of the investment community say there 
is considerable curiosity about the 
property, and at least one company, 
The Providence Journal Co., had ear- 
lier expressed interest in possibly buy- 
ing a piece of the network. 

The Monitor Channel, which pro- 
duces 60 hours of original programing 
each week, is expected to reach 4.75 
million subscribers by April 30. 

The Monitor Channel is projected to 
start turning a profit in 1996, when the 
channel reaches a subscriber count of 
26 million households, according to 
Harry King, director of news /feature 
programing, who fielded press calls 
last week. Last week's offering does 
not include the church's TV station 
WQTV(TV) Boston, he added. 

FROM BROADWAY TO PPV 

Jelly's Last Jam," a new Broadway musical starring Gregory Hines, will 
debut on pay per view a month after its premiere. 
According to producer Pamela Koslow, the play is tentatively scheduled 

to debut on PPV on Friday, May 29, two days before the Tony Awards. 
Broadway previews of the play start March 28 and it opens April 26. 

PolyGram Diversified Entertainment, which joined with NBC and Cab - 
levision in producing the Metropolitan Opera PPV event last September, is 

producing this event. The prices being considered for the PPV performance 

are $19.95 and $24.95, said Koslow, who is not concerned that it will 
cannibalize Broadway ticket sales. "On the contrary. I think it will be a great 

commercial for the show and stimulate the desire to see it in person." -swn 

CNBC LAUNCHES CAMPAIGN FOR PRIME TIME BOOST 
$20- million marketing effort designed to attract 35 -64 age group, reinforce ties to NBC 

By Rich Brown 

CNBC last week unveiled a $20- 
million marketing campaign and 
a new look designed to play up 

the network's ties to NBC. Network 
executives said they are hopeful the 
campaign -by far the largest such ef- 
fort for CNBC -will help boost disap- 
pointing prime time ratings. 

The campaign will run from March 
16 through June and will focus on spot 
buys on affiliated ABC, CBS and 
NBC stations as well as strong inde- 
pendents in the top 34 markets. On the 
cable side, local spots will run on 
1,000 systems nationally, and national 
spots will air on such competing net- 

CNBC 
Information That Hits Home 

works as A &E and Discovery. CNBC 
President Al Barber said the campaign 
is designed to bring more viewers ages 
35 -64 to prime time, where the net- 
work now attracts a total 0.1 rating. 

"We're not happy with that," Bar- 
ber said of the rating. "We know 
that's a function of minimal -to -no pro- 
motion." 

The campaign will also include a 

weekly $1 million giveaway for both a. 

viewer and the viewer's cable system, 

which alone could cost the network $8 
million. 

Coinciding with the marketing ef- 
fort, CNBC has changed its logo to 
look more like NBC and has adjusted 
its prime time schedule to include two 
new shows, Real Personal, a call -in 
show about personal relationships, and 
Real Life, a spin -off of The Real Story 
(which has been cut back to an hour). 
The new prime time schedule, which 
will feature all new, somewhat uni- 
form openings, will also see the re- 
introduction of McLaughlin and The 
Dick Cavett Show to the lineup. 

The network's daytime schedule 
will no longer mention FNN, which 
was sold to CNBC in May. 
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Dater, Book 
Indicates new listing or changed item 

THIS WEEK 

Marck 16- Freedom of Information Day luncheon 
sponsored by Society of Professional Journalists, 
Washington, D.C. chapter and the National Press 
Club. Speaker: Dan Rather, anchor of the CBS 
Evening News. National Press Club. Washington. 
Information: (202) 662 -7501. 

Mani 16- Deadline for entries for 1992 national 
Clarion Awards competition sponsored by Women 
in Communications, Inc. Information: Laura Rush. 
(703) 528 -4200. 

Marck 16.17 -North Central Cable Television Asso- 
ciation and The Society of Cable Television Engi- 
neers technical management seminar. Minneapo- 
lis. Information: (612) 641 -0268. 

Marck 1417- Financial Planning and Analysis 
seminar sponsored by Women in Cable, Philadel- 
phia chapter. Holiday Inn Center City. Philadelphia. 
Information: Cathy Schmidt, (215) 668 -2210. 

Marck 16-14 -North Central Cable Television Asso- 
ciation trade show and convention. Hyatt Regency 
Hotel, Minneapolis. Information: (612) 641 -0268. 

Marck 17- "Sports and the Media," course spon- 
sored by UCLA Extension. Los Angeles Times, 

ERRATA 

Title for Don Cosgrove in March 2 

special on barter advertising 
should have been president, Group 
w productions media sales. 

Times Mirror Building, Los Angeles. Information: 
(310) 825 -0641. 

Marck 17- Deadline for entries for the 1992 Public 
Radio Program Awards recognizing outstanding 
programing in public radio. Information: (202) 879- 
9772 or 879 -9774. 

Marck 17- American Advertising Federation gov- 
ernment affairs conference. Willard Hotel, Wash- 
ington. Information: Clark Rector, (202) 898 -0089. 

Marck 1$- National Association of Minorities in 
Cable black tie gala honoring Thomas E. McKin- 
ney, president and CEO, Cabletelevision Advertis- 
ing Bureau. Park Three Restaurant, Crystal City, 
Va. Information: Janet Tibbs. (703) 875 -0430. 

Marck It- American Women in Radio and Tele- 
vision, Houston chapter, luncheon. Holiday Inn 
Crowne Plaza, Houston. Information: Jane Powell. 
(713) 621 -2680. 

MAJOR 
Marck 25.211- National Broadcasting Society/Al- 

pha Epsilon Rho national convention. Holiday 
Inn Crowne Plaza, Washington. Information: 
(803) 777 -3324 or (412) 357 -3210. 

April 5- 7-Cabletelevision Advertising Bureau 
11th annual conference. Marriott Marquis, New 
York. Information: (212) 751 -7770. 

April 1-11-American Association of Advertising 
Agencies annual convention. Ritz -Carlton, Na- 
ples. Fla. Information: (212) 682 -2500. 

April 10.12- Television Bureau of Advertising 
37th annual meeting. Las Vegas. Information: 
(212) 486 -1111. 

Aerg 10-13-Broadcast Education Association 
37th annual convention Las Vegas Convention 
Center, Las Vegas. Information: (202) 429 -5354. 

April 10.15-- MIP -TV, international television 
program marketplace. Palais des Festivals, 
Cannes, France. Information: (212) 689 -4220. 

April 1246 -- National Association of Broadcast- 
ers 70th annual convention and HDTV World 
conference and exposition. Las Vegas Con- 
vention Center, Las Vegas. Information: (202) 
429 -5300 and for HDTV World: Rick Dobson, 
(202) 429 -5335. Future convention: Las Ve- 
gas. April 19 -22, 1993. 

AOrN 22- 24-Broadcast Cable Financial Man- 
agement Association 32nd annual convention. 
New York Hilton, New York. Information: (708) 
296 -0200. Future conventions: April 28 -30, 
1993. Buena Vista Palace. Lake Buena Vista, 
Fla.: and 1994, Town and Country Hotel, San 
Diego, Calif. 

Muy 2-6-- Public Radio annual conference. Sher- 
aton Hotel, Seattle. Information: (202) 822 -2000. 

Muy 3-6-National Cable Television Association 
annual convention. Dallas. Information: (202) 
775 -3669. Future convention: June 6-9, 1993, 
San Francisco. 

Mack 111- -"What Do We Need to Know About 
RDS ?" a seminar on radio data systems sponsored 
by Society of Broadcast Engineers. chapter 15. 

Times Auditorium, New York Times Building, New 
York. Information: David Bialik. (212) 594 -1380. 

Marck 13- "Resolved: Columbus Discovered 
America," Oxford- Northwestern debate spon- 
sored by the Annenberg Washington Program in 
Communications Policy Studies, Northwestern Uni- 
versity and the House Task Force on the Christo- 
pher Columbus Ouincentennial. Washington. Infor- 
mation: Nicole Nolan. (202) 393 -7100. 

Merck Il-Southern California Cable Association 
dinner meeting. Long Beach Sheraton, Long 
Beach, Calif. Information: Harvey Englander, (714) 
755 -3555. 

Marck 1 $-National Academy of Television Arts and 
Sciences, New York chapter. drop -in luncheon. 
Speaker: Robert L. Turner, president. Multimedia 
Entertainment. Copacabana. New York. Informa- 
tion: (212) 768 -7050. 

Marck 19- Federal Communications Bar Associ- 
ation luncheon. Speaker: Newton Minow, former 
FCC chairman. Washington Marriott, Washington. 
Information: Mary Blasinsky, (202) 833 -2684. 

Many 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. 

MEETINGS 
Muy 27-30-American Women in Radio and 
Television 41st annual convention. Phoenix. In- 
formation: (202) 429 -5102. 

Jana 10.13-NAB/Montreux International Radio 
Symposium and Exhibition. Montreux, Switzer- 
land. Information: (202) 429 -5300. 

Orna 14.17- Broadcast Promotion and Marketing 
Executives 6 Broadcast Designers Association 
annual conference and expo. Seattle, Wash. In- 
formation: (213) 465 -3777. Future convention: 
June 13 -16, 1993, Orlando, Fla. 

Oran 23 -26-- National Association of Broadcast- 
ers board of directors meeting. Washington. 
(202) 429 -5300 

Orly 2 -7 -International Broadcasting Conven- 
tion. RAI Center, Amsterdam. Information: Lon - 
don-44 (71) 240 -1871. 

July 13.16- Democratic National Convention . 
Madison Square Garden. New York. Informa- 
tion: (202) 863 -8000. 

tel. 64-- Satellite Broadcasting and Communi- 
cations Association summer conference. Balti- 
more, Md. Information: (703) 549 -6990. 

Avg. 17-20-Republican National Convention . 

Astrodome, Houston. Information: (202) 863- 
8500. 

At* 23 -26 -Cable Television Administration and 
Marketing Society annual convention. San Fran- 
cisco Hilton. San Francisco. Information: (703) 
549 -4200. 

Sept. 941- Eastern Cable Show sponsored by 
Southern Cable Television Association. Atlanta. 
Information: (404) 255 -1608. 

Sept e-12 -Radio '92 convention, sponsored by 
National Association of Broadcasters. New Or- 
leans. Information: (202) 429 -5300. 

Sept. 23.26- Radio- Television News Directors 
Association conference and exhibition. San An- 

tonio, Tex. Information: (202) 659 -6510. 

Ott. 12- 1S-- MIPCOM, international film and pro- 
gram market for TV, video. cable and satellite. 
Palais des Festivals, Cannes, France. Informa- 
tion: (212) 689-4220. 

Oct 13 -14-- Atlantic Cable Show. Atlantic City 
Convention Center, Atlantic City, N.J. Informa- 
tion: (609) 848 -1000. 

Od. 14-17 -Society of Broadcast Engineers an- 
nual convention and exhibition. San Jose, Calif. 
Information: (317) 253 -1640. 

Nar. 44-National Black Media Coalition annual 
conference. Hyatt Regency Hotel, Bethesda, 
Md. Information: (202) 387-8155. 

N ov. 10-13-Society of Motion Picture and Tele- 
vision Engineers 134th technical conference 
and equipment exhibit. Metro Toronto Conven- 
tion Centre, Toronto, Ontario. Information: (914) 
761 -1100. 

Not. 20.22 -LPN annual conference and expo- 
sition, sponsored by Community Broadcasters 

Association. Riviera Hotel, Las Vegas. Informa- 
tion: 1 (800) 255-8183. 

O se. 2-4-Western Cable show sponsored by 
California Cable Television Association . Ana- 
heim Convention Center, Anaheim. Information: 
(415) 428-2225. 

Jaa. 2640, 1993-NATPE International 30th an- 
nual convention. San Francisco Convention 
Center, San Francisco. Information: (213) 282- 
8801. 
Jan. 20.30, 1993- Satellite Broadcasting and 
Communications Association winter meeting. 
Reno, Nev. Information: (703) 549 -6990. 

Feb. 5-6, 1993 Society of Motion Picture and 
Television Engineers 27th annual Advanced 
Television and Electronic Imaging conference. 
Downtown Chicago Marriott. Chicago. Informa- 
tion: (914) 761 -1100. 
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See last page ul Classified Section for rates, closing dates. box numbers and other details. 

RADIO 

HELP WANTED MANAGEMENT 

Group owner seeks sales -oriented general man- 
ager for Pittsburgh religious station. EOE Please 
respond to: Universal Broadcasting Corporation, 
40 Roselle Street. Mineola, NY 11501. EOE. 

General sales manager sought for suburban Cali- 
fornia radio station. Strong sales record, leadership 
skills. Resume to Box E -17 by 3/27/92. EOE M /F. 

Sales manager needed for established Gospel 
station. Currently billing 4% of the market with 12% 
of the ratings. Do you see the same potential we 
do? Send resume to: Box E -19. EOE. 

General sales manager: Combo station. solid. 
small growing broadcast group searching for an 
organized motivational leader. Detail oriented. Re- 
sume and references to General Manager. PO Box 
3309, Great Falls, MT 59403. EOE. 

General manager: Small market Montana. Must 
lake full charge. 3 years experience as GM or GSM 
required. Resume Box E -2. EOE. 

Station manager: Opportunity for experienced 
small market broadcaster with success record in 

sales development. Well established AM with ex- 
cellent facilities. Equity opportunity. Missouri loca- 
tion. EOE. Galen Gilbert, Box 50539. Denton. 
76206 

General sales manager: HOT 102/WLUM -FM, Mil- 
waukee, Wisconsin. This is the first opening at this 
position in ten years. We need a proven performer 
with a documented. stable, successful employ- 
ment history as a manager. leader. and trainer to 
bring our top performing department of sellers to 
the next level. If you can manage people and in- 
ventory. train, coach, motivate and budget you'll 
work in a top notch broadcast facility at one of the 
premiere CHR stations in the midwest. Forward 
your correspondence and resume to: Steve Sini- 
cropi, HOT 102/WLUM -FM, 2500 N. Mayfair Rd.. 
Suite 390. Milwaukee. WI 53226. WLUM -FM is an 
All Pro Broadcasting Radio Station. EOE. 

General sales manager, immediate need. Florida 
coastal AM Daytimer, Traditional MOR. Establish 
and administer sales department. Must excel at 
communication and sales. Send resume and refer- 
ences to Box E -28. EOE M /F. 

Controller: Rapidly growing. innovative multiethnic 
radio station group broadcast headquartered in 

the San Francisco Bay Area seeks experienced. 
energetic. creative individual with outstanding 
broadcast accounting and computer systems 
skills. Must have the ability to interact positively 
with the financial and investment communities. 
CPA required. A challenging position that offers 
unique growth opportunities with commensurate 
rewards. Minoirites and women are encouraged to 
apply (equal opportunity employer). Send resume 
to: Ms. Rene M. Rambo. Vice President, Legal 
Affairs and Administration. Douglas Broadcasting, 
Inc., 499 Hamilton Avenue, Ste. 140. Palo Alto. CA 
94301. 

HELP WANTED SALES 

Selling S.E. sales manager: 50 KW AOR exclu- 
sive, terrific under- radiod southeast medium mar- 
ket, good ARB's -good rates. If you're street smart, 
want to make money, equity contact Box E -30. 
EOE. 

High -achiever wanted Immediately: Experienced 
radio account executive needed now. Sunbelt, col- 
lege town in the southwest. four- season lifestyle in 

the sun. Class C Adult Contemporary. format and 
revenue leader has an existing account list avail- 
able now. You must be a top 10% high- achiever, 
and show a demonstrated ability to sell via RAB 
materials. written proposals and spec tapes. all 
leading to signed. annual contracts with your cus- 
tomers. If you have these skills and you're being 
held back in your current radio sales job, or, if you 
have 2+ years or recent and successful radio 
sales experience. and would like to live and work in 

a medium/small market where the sun shines, and 
where the population, retail sales and radio reve- 
nues are actually increasing every year, then we'd 
like to hear from you immediately. We're locally 
owned and operated; we understand how to nur- 
ture /reward good salespeople. Kenan Guarino, 
KMGN -FM, PO Box 3421, Flagstaff. AZ 86003. 
602-526-5765. EOE. 

HELP WANTED TECHNICAL 

Keymarket Communications is looking for all lev- 
els of radio engineering talent for future positions. 
Send your resume in confidence to Lynn Deppen, 
DOE, Keymarket Communications, 2743 Perimeter 
Pkwy., Bldg. 100, Suite 250, Augusta. GA 30909, 
EOE. 

SITUATIONS WANTED MANAGEMENT 

Senior broadcaster seeks GM or sales manage- 
ment position. All markets and situations consid- 
ered. Can motivate and train. Available now. 409- 
833 -8740. 

General manager will invest a lot of time and a little 
money in the right opportunity. I own and operate a 
successful radio related business in a major mar- 
ket. Morning show, programing, sales and man- 
agement experience. Desire small to medium sce- 
nic market. Married, stable, successful. Tired of 
rale race. 713- 699 -3622. 

Jim Chaplin. Nine years GM. Four years GSM. 
Over 20 years programing, sales and manage- 
ment. Heavy promotions. community involvement. 
Available now. Prefer Florida, Rocky Mountains, 
Southeast. 303- 522 -5543. 1002 South 3rd Avenue, 
Sterling, CO 80751. 

Young, hungry, currently employed CRMC with 
proven sales management performance record, 
seeks GSM or LSM position in Philadelphia or Tren- 
ton area markets. Heck. I'll even consider a Sr. 
account executive position with a genuine opportu- 
nity for advancement. You give me the opportunity. 
I'll give you a loyal, hardworking. results- oriented 
team member! Reply to Box E -20. 

General manager. It's time to move forward and 
apply the fundamentals of good profitable radio in 

a new environment. I'm a hands -on sales- oriented 
general manager in a small market who enjoys his 
present position and company and leads by exam- 
ple. It's just time to go after twenty years to a bigger 
market and situation. I can take your station for- 
ward with me. Reply to Box E -29. 

GM /GSM seeking new challenge! Previous man- 
agement and sales career spans 25 years. Great 
track record. Prefer Tennessee & Florida. Available 
now. Reply to Box E -31. 

General manager: I sell, write copy, do call in and 
talk shows, editorials, hire, fire and pay, and watch 
the bottom line. AM or FM or both - I make a good 
station great. William E. Powley - 428 Wolfe St., 
Brunswick, GA 31520 - 912 -265 -2161. 

CHR management team searching for southeast 
opportunity. Contemporary programing and sales 
techniques. We know the OES system, customer 
service techniques. and value -added promotions 
to build bottom line. Know how to mature the CHR 
format to sellable demos and tie -in promotion, mar- 
keting and research. 30 years combined experi- 
ence, proven track record, enthusiastic, dedicated. 
energetic, professional...seek the same! Reply to 
Box E -32. 

SITUATIONS WANTED ANNOUNCERS 

Ben Weber to Ben Webster: Definitive, top-of -the- 
line pipes and delivery for classical, jazz, news- 
casting; Jaybird, nightbird. serious savoir faire with 
a warm personal touch, proved by tape and studio 
audition. John, 201- 762 -9008. 

Announcer: Seeks return to radio. In search of 
fulltime air position. Glides, Country or AC. Avail- 
able now! Ed 703 - 799 -0739. 

SITUATIONS WANTED NEWS 

News director with three years experience seeks 
medium or major market position as writer, report- 
er, producer. or talk show host. Very versatile, team 
player, hard worker, aggressive. Let's talk. Dave: 
708 -291 -0714. 

Experienced sports talent. PBP, reporter, produc- 
er. 22 years. Well- versed. 305- 226 -3827. 

SITUATIONS WANTED PROGRAMING 

PRODUCTION 6 OTHERS 

Sports talk? Talk to me first! Programer /OPS with 
major market experience in Sports Radio seeking 
position now. Call Jack at 619- 229 -8307. Full time 
or start-up project. Meet me at NAB, Las Vegas. 

Award -winning executive producer /production 
manager. 19 years experience in medium to large 
markets. Outstanding leadership and motivational 
skills. Wants to join your team. 317 -844 -6523. 

MISCELLANEOUS 

Affordable voice talent for your station or produc- 
tion. Intelligent reads, creative voices. Call Peter K. 

O'Connel for information and demo. Serious inqui- 
ries only. 716- 836 -2308. 

TELEVISION 

HELP WANTED MANAGEMENT 

General sales manager: KWCH -TV 12, CBS affili- 
ate, Wichita, Kansas, 61st market. Candidate must 
have local and national sales management experi- 
ence, plus the ability to motivate and manage peo- 
ple. Send resume, references. and salary require- 
ments to KWCH -T /, Personnel Department, PO 
Box 12, Wichita, KS 67201. EOE M /F. 

Local sales manager: CBS affiliate in Dallas in 
search of local sales manager. Requires outstand- 
ing leadership, motivation, and training skills with 
the ability to capture dollars through new marketing 
strategies. Previous local sales and sales manage- 
ment experience required. Proven talent and dedi- 
cation a must. Send resumes: Frank Gregg, KDFW- 
TV, 400 North Griffin Street, Dallas, TX 75202. No 
phone. EOE. 
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National account manager: Television syndica- 
tion sales. Motivated, dynamic individual with solid 
track record in local or regional television sales 
(commercial /cable), sales promotion (healthcare, 
financial, product services), new business devel- 
opment, or syndication sales promotion. Prior 
agency or national advertiser experience a plus. 
Extensive travel. Relocation to Southeastern PA re- 
quired. Send resume to Medstar Communications. 
Inc.. 5920 Hamilton Blvd., Allentown, PA 18106. 
Equal opportunity employer. 

Local sales manager: We are looking for a 90's 
local sales manager. The successful candidate will 
emphasize training, display excellent leadership 
skills and be a positive motivator. New business 
development is an important aspect of our effort 
along with vendor campaigns and rate integrity. 
Immediate opening for the right person. College 
degree preferred. Minimum 5 years of affiliate ex- 
perience with proven sales and management track 
record. No phone calls. Resumes and letters to Jay 
Rabin, General Sales Manager, WHTM -TV. PO Box 
5860. 3235 Hoffman Street, Harrisburg, PA 17110- 
5860. EOE /M -F. 

Vice president, marketing: WITF, Inc. is recruiting 
for dynamic individual to supervise and coordinate 
sales and marketing activities. Will also coordinate 
the development of new marketing initiatives. Can- 
didates must have five to seven years relevant 
experience demonstrating a broad knowledge of 
marketing in both non -profit and for profit ventures, 
a proven track record of successful ventures and a 
demonstrated ability to lead and supervise. A de- 
gree is desirable. Qualified candidates should sub- 
mit resume with salary requirements to: Personnel. 
WITF, Inc.. PO Box 2954. Harrisburg, PA 17105. 
EOE. 

Station manager: WITF. Channel 33 in Harrisburg. 
PA is looking for individual to supervise and direct 
the departments and activities that support the 
television broadcast service. Candidate must have 
five to seven years of relevant broadcast experi- 
ence, including substantial management level ex- 
perience. Must have thorough knowledge of the 
needs and requirements of broadcast station oper- 
ations. A degree is desirable. Qualified candidates 
should submit resume with salary requirements to: 
Personnel, WITF, Inc.. PO Box 2954. Harrisburg, 
PA 17105. EOE. 

Director, creative services: Creative manage- 
ment position available. Will supervise and direct 
the activities for television production, non- broad- 
cast video activities, related support services. Will 
serve as executive producer on a wide variety of 
projects. Candidates must have five to seven years 
of relevant experience. including substantial per- 
sonal credits for creative work. Requires manage- 
ment experience and thorough knowledge of state - 
of- the -art production techniques. Degree is 
desirable Qualified candidates should submit re- 
sume with salary requirements to: Personnel, WITF, 
Inc., PO Box 2954, Harrisburg, PA 17105. EOE. 

Local sales manager: Applicants must have a 
minimum of five (5) years experience in TV sales. 
Sales management experience desirable, but not a 
prerequisite. Market research and computer skills 
are essential. Knowledge of ratings services meth- 
odology and data a must. College education pre- 
ferred, but not required. The person who applies 
for this position should be well- organized and de- 
tail oriented. Also, must have leadership and man- 
agement ability. The job applicant must be able to 
direct the activity of a strongly motivated. profes- 
sional sales group. Candidates should direct their 
resumes to Mary Gottlieb, General Sales Manager, 
2633 W. State Blvd., Ft. Wayne, IN 46808 NO 
phone calls. please. EOE. 

General manager. Group broadcaster is seeking a 
sales- oriented GM for SE Fox affiliate. Send re- 
sume and references in confidence to Box E -33. 
EOE. 

KELP WANTED SALES 

Account executive wanted for fast growing Fox 
VHF on beautiful North Carolina coast. Experi- 
enced with proven performance only. Send resume 
to Glenn Rose /GMS, WFXI -W8, PO Box 2069, Mor- 
ehead City, NC 28557. No calls. EOE. 

WSAW -TV, a CBS affiliate, is looking for an ac- 
count executive. Candidates for this position 
should possess the following qualifications: One to 
two years sales experience (broadcast sales expe- 
rience a plus). Strong telemarketing, presentation 
and new business prospecting skills. Qualities 
needed for the position include: High energy, self 
confidence, perseverance and creativity. WSAW is 
an equal opportunity employer Please send cover 
letter and resume, in confidence to: Scott Chorski, 
Sales Manager, WSAW -TV. 1114 Grand Avenue. 
Wausau, WI 54401. No phone calls please. 

WISH -TV looking for entry level account executive. 
Some sales experience required. Send resumes to: 
Local Sales Manager, WISH -TV. PO Box 7088, 
Indpls, IN 46202. M/F EOE. 

HELP WANTED TECHNICAL 

Chief engineer: Northwest region progressive 
television group has immediate opening for a chief 
engineer. Applicants should be familiar with studio, 
transmitter and microwave maintenance. Supervi- 
sory skills a must. Satellite uplink experience is a 
plus. SBE certification or FCC general license re- 
quired. Competitive compensation and benefits. 
Excellent opportunity to step up from assistant 
chief. EOE M /F. Reply to Box E -34. 

Technical director -ABC affiliate in Salisbury, MD 
(164 mkt.) needs an experienced TD to direct. 
switch and supervise evening newscasts. Need 
operational or comparable knowledge of Ampex 
4100 switcher, ESS still store and ADO. Call John 
Cannon at 410 - 742 -4747. Experienced only 
please. EOE/M -F. 

KELP WANTED NEWS 

News anchor: Experienced news pro to comple- 
ment female anchor. Five years anchoring experi- 
ence and solid reporting skills required. Non-re- 
turnable tapes and resumes to: David Winstrom, 
News Director, WSAV -TV, PO Box 2429, Savannah. 
GA 31402. EOE. 

Electronic graphic artist: NBC affiliate in West 
Palm Beach needs experienced graphic artist to 
make our on -air look come alive. Responsible for 
daily news graphics and news promotion ele- 
ments. Work with Artstar 3D and full compliment of 
state -of- the -art broadcast equipment. Artstar 3D or 
equivalent experience essential Resume, refer- 
ences and non -returnable tapes showing samples 
of your work to: Frank Verdes, News Director, 
WPTV, PO Box 510, Palm Beach. FL 33480. EOE. 

Expanding television news organization seeking 
experienced medical reporters who can write ac- 
curate, tight copy and never miss a deadline. Need 
people in: Boston, Chicago. Dallas, Denver, Hous- 
ton, Los Angeles, Minneapolis, San Francisco, up- 
state New York and DC. Parttime first, fulltime pos- 
sible. Send non -returnable tape /resume /references 
to: Ivanhoe Communications, PO Box 865, Orlan- 
do, FL 32802. EOE. 

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 
#reporter. No phone calls, please. Company is 
especially interested in seeking qualified women 
and minority applicants. EOE, M /F. 

KATC -TV (ABC) Lafayette, LA is seeking a week- 
end anchor /reporter. Applicants should have mini- 
mum one -year anchor /reporter experience. Send 
non -returnable tapes and resumes to News Direc- 
tor, PO Box 93133, Lafayette, LA 70509. EOE. 

Weekend anchor /reporter: Small market news 
leader needs serious. credible, experienced pro- 
fessional who is warm, sincere, comfortable and 
relates to viewers in a human way. Strong reporting 
and writing a must. Emphasis on communication 
that's clear. concise. conversational, grammatically 
correct and helps viewers understand what news 
means to them. Tape, resume, references to: Mark 
Shafer, News Director, KSBY -TV, 467 Hill Street, 
San Luis Obispo. CA 93405. EOE. 

Freelance news producer/writer with 5 -10 years 
experience in TV consumer news. Strong newsfea- 
ture writing and field producing experience in ma- 
jor market essential. Flexible hours. Send letter. 
resume, and samples to: Jennifer Levine, TV Dept.. 
Consumer Reports Television. 101 Truman Ave- 
nue. Yonkers, NY 10703. EOE. 

Graphic artist (vacation relief): WABC -W seeks 
highly qualified computer graphic artist. Experi- 
ence with Quantel paintbox, AVA and Harris Still is 
required. News graphics experience a plus. Send 
resume and reel to: Brigitte McCray, WABC -TV. 7 
Lincoln Square, NY, NY 10023. No phone calls 
please. We are an equal opportunity employer. 

News photographer: Top notch shooter with mini- 
mum two years experience. College degree. live 
and satellite experience preferred. Send tape and 
resume by March 27th to Personnel, WAVE -TV, 725 
South Floyd Street, Louisville. KY 40203. EOE. 

General assignment reporter: South Carolina's 
leading television news organization is looking for 
general assignment reporters for current and future 
openings. At least two years experience as a televi- 
sion news reporter required. Strong writing and 
production skills required, as well as demonstrated 
record of journalistic achievement. Candidates 
must show they can tell complicated stories in an 
interesting, human and thoughtful fashion. Send 
resume and non -returnable tape to Randy Coving- 
ton. News Director, WIS. PO Box 367, Columbia, 
SC 29202. EOE. 

Executive producer. Top 40 CBS affiliate needs 
excellent producer and writer: energetic. competi- 
tive, idea person with news management and spe- 
cial projects experience. Send resume. references 
and letter outlining your news philosophy and man- 
agement style to Tom Newberry. News Director, 
KWTV, PO Box 14159, Oklahoma City. OK 73113. 
EOE/MF. 

HELP WANTED PROGRAMING 

PRODUCTION & OTHERS 

Producer /director: Seeking an experienced pro- 
ducer /director with heavy emphasis on news; pos- 
sessing a production flair for entertainment and 
public affairs programing. Must be able to do own 
switching and be familiar with all phases of editing 
and control room/studio operations. Forward a 
complete resume (no calls) and salary require- 
ments to Charles R. Bradley. Director of Program- 
ing and Operations, WPVI -TV. 4100 City Avenue, 
Suite 400, Philadelphia, PA 19131. EOE. 

Producer /director: WVEC -TV is seeking a strong 
producer /director with a minimum of 5 years ex- 
prience in directing news, commercials, promotion 
and long format programs. Successful candidate 
should be proficient with GVG300, GVG200, ADO, 
Pinnacle Prizm, GVG141 editor, and Quantel Still 
Store. Produce and direct killer spots in the morn- 
ing and direct fast paced, multi location news in 
the afternoon. Out standards are high. The meek 
and mild need not apply. Send non -returnable tape 
and resume to: Production Manager, WVEC-TV. 
613 Woodis Avenue, Norfolk, VA 23510. EOE. 

Television promotion writer /producer. Video pro- 
duction experience a must! Superior writing skills 
essential! Vivid imagination and a sense of humor 
required. Must be organized. Send resume, tape 
and writing samples to: Suzi Schrappen, Director 
of Promotion, KPLR -TV. 4935 Lindell Blvd., St. Lou- 
is, MO 63108. No beginners. No calls. Equal op- 
portunity employer. 
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Public affairs director: The fastest growing station 
in one of America's most liveable cities seeks ex- 
ceptionally talented public affairs director. Suc- 
cessful candidate must be an excellent communi- 
cator. outstanding writer and creative producer. 
Minimum 3 -5 years producing experience re 
wired. No beginners please. EOE. Send tapes 
and resumes to: Mark Barash. Program Director /O- 
peration Manager. WPXI -TV. 11 TV Hill, Pittsburgh. 
PA 15214. 

Producer: Must have strong writing. creative. Jour- 
nalistic and people skills. Looking for a hardworker 
and a leader Send non -returnable tape and re- 
sume to Alan Griggs. News Director. WSMV -TV. 
5700 Knob Rd.. Nashville, TN 37209. No phone 
calls. please. EOE. 

Shooter /editor with broadcast television field pro- 
duction experience needed for television produc- 
tion company. Aggressive self- starter with general 
maintenance knowledge required. Min 5 -7 years 
experience. Please send non -returnable tapes and 
resumes to: 400 North Capitol Street. NW. Suite 
165. Washington. DC 20001. EOE. 

Production professional with extensive on -line 
editing experience ADO!DVE. BetaCam. 1 ". etc. 
Shooting skills a big plus! Excellent salary & bene- 
fits. Resume. tape & references to: ITP. 448 E. 

6400 S Suite 210. Murray. UT 84107. EOE. 

Feed The Children, an international hunger relief 
organization. seeks to fill one position for its nation- 
al television program. Larry Jones Presents: Feed 
The Children. Producer /writer Minimum six years 
broadcast experience. Must be able to field pro- 
duce stories. return write and build a program. 
Stackers need not apply B A. in Journalism. Mass 
Media or related field. Travel. both nationally and 
internationally. also required. If you are a team 
player. send tape. resume and references (no 
phone calls) lo: Joe Nicholson. Production Manag- 
er. Feed The Children. 333 N. Meridian, Oklahoma 
City. OK 73107. EOE. 

Photographer /editor, producer, writer. To be- 
come part of the team for top -rated award -winning 
prime -time magazine. Must be creative. energetic 
self -starter with advanced writing and editing skills. 
Significant prior writing and editing skills. Signifi- 
cant prior broadcast experience preferred. Letter. 
resume, non -returnable broadcast Beta or 3/4" 
tape and writing (no calls) to Linda Munich, Dir. of 
Public Affairs, WPVI -TV. 4100 City Avenue. Suite 
400. Philadelphia. PA 19131_ EOE. 

Graphic artist: Top 20 market. ABC affiliate needs 
experienced graphic artist. Strong Ouantel Paint - 
Box experience required. Proven ability to make 
rapid news graphic Judgements. Must be team 
player and communicate effectively. Ability to op- 
erate Still -Store. Chyron. Ouantel PictureBox a 
plus. Three to five years operating PaintBox for 
newscast necessary. People skills required. Send 
resume and video to the KOMO -TV Human Re- 
source Department. 100 4th Avenue North. Seattle. 
WA 98109. No calls. EOE. 

Producer /director: WVEC -TV is seeking a strong 
produceuduector with a minimum of 5 years expe- 
rience in directing news. commercials. promotion 
and long format programs. Successful candidate 
should be proficient with GVG300. GVG200. ADO. 
Pinnacle Prizm. GVG141 editor. and Ouantel Still 
Store. Produce and direct killer spots in the morn- 
ing and direct last paced. multi location news in 
the afternoon. Our standards are high. The meek 
and mild need not apply. Send non -returnable tape 
and resume to: Production Manager, WVEC -TV, 
613 Woodis Avenue. Norfolk. VA 23510. EOE 

SITUATIONS WANTED MANAGEMENT 

Take-charge general manager: Looking for a new 
challenge in medium or small market station. Suc- 
cessful broadcaster with 14 years experience. Bot- 
tom line operator. Increased sales. profits and rat- 
ings. Experienced in national and local sales. 
Successful motivator. Solid references. Reply to 
Box E -22. 

SITUATIONS WANTED TECHNICAL 

Maintenance Tech. Tim 614- 898 -9120. 

SITUATIONS WANTED NEWS 

Outstanding sportscaster (also knowledgeable 
newsperson) looking for a good station in which to 
work. Call Ed. 216- 929 -0131. 

Dynamic radio news /sportscaster seeks first TV 
lob. 5 years experience. Major market look. style. 
delivery. Will relocate anywhere. 1- 703- 777 -8909. 

Sports director of nations top college radio sports 
dept. seeks reporter. anchor or PBP position, radio 
or TV. Award winner in professional state. national 
competitions. On -air TV and PBP exp. Strong writ- 
er. producer. Dave. 315- 426 -9902. 

Meteorologist having worked in private industry 
interested in branching out into television and ra- 
dio. Have graphic /chroma -key experience. Even 
been featured on Today Show. Call Michael Schle- 
singer- 404- 252 -2164. 

MISCELLANEOUS 

Free promo voices: Network quality, great rates. 
overnight turnaround. Top NY male and female 
v/ó s available for your weekly promos, etc. Our 
clients include Nickelodeon. Lifetime, Travel Chan- 
nel. plus Indies. Try us free for one week. Call for 
demo Ron Knight/Susan Berkley 800 -333 -8108. 

Be on TV many needed for commercials. Now 
hiring all ages. For casting info. Call 615 - 779 -7111 
Ext. T -681. 

ALLIED FIELDS 

KELP WANTED INSTRUCTION 

Idaho State University invites applicants for one- 
year temporary appointment to teach courses in 
television production, corporate video. cable televi- 
sion, general mass media, and related course in 
applicant's area of interest. M.A.. professional ex- 
perience required. Teaching experience very de- 
sirable. Department has strong "hands -on' tradi- 
lion. which has resulted in a student Emmy and 
ITVA's top student award. ISU is located in Pocatel- 
lo. near Yellowstone National Park, Sun Valley and 
Jackson Hole. Salary: $28.000 for 9- months. Send 
application letter. resume. names of three refer- 
ences. and sample of production work (VHS) by 
April 10 to: Tim Frazier. director. mass communica- 
tion. ISU. Box 8242 -A, Pocatello. ID 83209. EOE. 

Assistant professor /Instructor: The Broadcast- 
ing Division of the Department of Communication 
and Theatre Arts seeks to fill a position beginning 
August 24. 1992 Will teach radio /audio production 
and advise the student radio station. Experience in 
broadcasting business or broadcast performance 
preferred. Teaching load is nine hours /semester. 
Position is assistant professor (tenure track) or in- 
structor (3 -4 year term). depending upon qualifica- 
tions and experience. Review of applicants begins 
March 23, 1992, but applications will be accepted 
until a suitable candidate is hired. Send applica- 
tion. vita. and three references to: Dr. J.C. Turner. 
Broadcasting Division. University of Northern Iowa. 
Cedar Falls. IA 50614 -0139. EOE. 

Graduate assistantships in broadcast and cine- 
matic arts available for Fall. 1992 and Spring. 1993 
at Central Michigan University. Stipend plus tuition 
remission. Assist in introductory classes. audio or 
video laboratories, and student TV productions. 
Send letter of inlerset and resume by April 15 to 
Robert Craig, 340 Moore Hall, Central Michigan 
University, Mt. Pleasant, MI 48859. Call 517 -774- 
3851 for further information. EOE. 

Graduate assistantships available for tall 1992 
semester tor qualified students studying in our 
M.A program designed to develop advanced skills 
and knowledge for professional communication 
fields and /or prepare students for doctoral study. 
Assistantship assignments may involve teaching, 
production: or research assistance in broadcast- 
ing. Journalism. photography: or speech communi- 
cation. Write to: Dr. Joe Oliver. Graduate Program 
Advisor. Department of Communication. Stephen 
F. Austin State University. Nacogdoches, TX 
75962. EOE. 

Texas Tech University School of Mass Communi- 
cations seeks an assistant or associate professor. 
dependent on qualifications. to head the under- 
graduate advertising and public relations division 
The successful candidate will also work with the 
graduate director in guiding M.A. students. Schol- 
arly research and publishing in refereed Journals is 
expected. Ph.D. in Mass Communications pre- 
ferred or Master's degree with extensive profes- 
sional experience. Position available fall 1992. 
Send cover letter, current vita, names and tele- 
phone numbers of at least three references to: 
Ashton Thornhill. Chair. Search Committee. School 
of Mass Communications, Texas Tech University. 
Lubbock. TX 79409 -3082. Review of applications 
begins March 27. 1992 and continues until position 
is filled. Texas Tech University is an equal opportu- 
nity. affirmative action employer. Women and mi- 
norities are encouraged to apply. 

Instructor /assistant professor full time. tenure - 
track position in radio -television to teach audio pro- 
duction and other broadcast courses and serve as 
faculty advisor of student -operated. FM radio sta- 
tion. M.A. required; Ph.D. preferred. New radio 
facilities. Salary commensurate with qualifications 
and with additional summer teaching possible. Ex- 
cellent fringe benefits. Start September 1. 1992. 
Application review begins April 15. 1992 and will 
continue until position is filled. Send application 
letter. resume, transcripts and 3 reference letters 
Io: Dr. Joe Oliver, Search Committee Chairman, 
Department of Communication, PO Box 13048. 
Stephen F. Austin State University. Nacogdoches. 
TX 75962. 409 -568 -4001. An affirmative action/ 
equal opportunity employer. 

HELP WANTED MANAGEMENT 

Field sales manager -retail: AM and Sunday 
newspaper operation located in the beautiful sea- 
coast city of Portland. ME. circulation: 75.000 daily. 
150.000 Sunday. has an opening for a sales man- 
ager in retail advertising. We need a coach. trainer 
and creative resource for our staff. Job responsibil- 
ities will include maintaining a regular schedule of 
traveling with sales staff. analyzing and reviewing 
individual sales zone account activity. assisting 
staff in setting zone goals, aiding staff in accom- 
plishing individual departmental objectives. Candi- 
dates must possess high energy, personal motiva- 
tion to succeed, excellent human relations and 
communications skills and a proven sales develop- 
ment track record. College degree required. This 
challenging opportunity offers a competitive salary 
and an excellent company paid benefit package. 
Qualified persons should submit a letter of interest 
and complete resume to: The Portland Newspa- 
pers. Attn: Personnel Department. PO Box 1460. 
Portland. ME 04104. EOE. 

SITUATION WANTED MANAGEMENT 

Tired of high legal bills? Experienced Washing- 
ton communication attorney. formerly in -house with 
major group broadcaster, seeks to return to in- 
house legal or government relations position. Reply 
to Box E -25. 

EMPLOYMENT SERVICES 

Government jobs 516,040- S59,230/yr. Now hir- 
ing. Call 1 -805- 962 -8000 ext. R -7833 for current 
federal list. 
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Jobhunters: Want your tape to stand out? Let an 
Emmy award- winning correspondent help you get 
the most out of your tapes and resumes. Cash in on 
valuable feedback from a 22 -year veteran of TV 
and radio news whose experience includes gener- 
al assignment, PBS documentaries, and CNN. 
$50.00 is all it costs for a thorough critique and 
personal reply. Send check or money order along 
with resume and VHS tape to Marc Levenson, 478-A 
Newport Way. Jamesburg. New Jersey 08831. 

EDUCATIONAL SERVICES 

On-camera coaching: Sharpen TV reporting and 
anchoring /teleprompter skills. Produce quality demo 
tapes. Critiquing. Private lessons with former ABC 
News correspondent. Group Workshop March 23. 
914 -937 -1719. Julie Eckhert, Eckhert Special Pro- 
ductions. 

WANTED TO RUT EQUIPMENT 

Top dollar for your used AM or FM transmitter. Call 
now. Transcom Corp., 800 -441 -8454. 

Cash for VHS videotape. Looking for large quanti- 
ties. Will pay shipping. Call Carpel Video, 301 -694- 
3500. 

FOR SALE EQUIPMENT 

AM transmitters: Continental /Harris MW1A 1KW, 
CCA/MCM 2.5KW. CCA/Harris/RCA 5KW, Har- 
ris/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. 

BE -FM30, 1981. Completely rebuilt, tuned to your 
frequency, warranty, w /FX -30. Transcom 800 -441- 
8454. 

Broadcast equipment (used): AM /FM transmitters 
RPU's, STL's antennas, consoles, processing, turn- 
tables, automation, tape equipment, monitors, etc. 
Continental Communications, 3227 Magnolia, St. 
Louis, MO 63118. 314- 664 -4497, FAX 314 -664- 
9427. 

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. 

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. 

Ampex VPR -2B. Only 1900 drum hours. AST. TBC, 
Sync heads, TC gen /reader, Dolby. $14,000 OBO. 
Greg Fox 804 -864 -6736. 

GVG 1400-7 swlfcher. 2 M/E, 21 input, DSK, Drop 
shadow, 6 Aux. busses, 2 Chroma Keyers. $5,000. 
Greg Fox 804 -864 -6736. 

50 kw AM transmitters -(two) Continental 317C 
transmitters in good condition! Will be checked on 
your frequency before shipment! $65,000.00 
each... some spare parts are available! Call 806- 
372.5130 for specific information! (Transmitters 
available April 1992). 

CORRECTION 
The Rates in the 2/24/92 and 

3/2/92 issues were incorrect. The 
new rates are in effect and listed on 

the last page of Classifieds. 

TELEVISION 

HELP WANTED NEWS 

CBS is seeking an experienced news professional to 
manage the daily operations of our news editing, video 
tape and distribution facilities. 

ASSOCIATE DIRECTOR 
NEWS OPERATIONS 

As Associate Director, you will administer daily per- 
sonnel and facilities schedules for all network news 
broadcasts, and deploy personnel on a worldwide basis 
for news gathering assignments. You will also serve as 
liaison between news production and engineering for 
capital projects. 

'11) qualify, you must have a BS or BA with a 
minimum of 7 years' in broadcasting. A BSEE is prefer- 
red as is experience in news gathering or news produc- 
tion. lbp -notch communication skills are essential. We 
offer a competitive salary and comprehensive benefits. 
Please forward your confidential resume to: Manager, 
lèchnicial Recruitment, CBS Inc , 524 West 57th Street, 
New York, NY 10019. Equal Opportunity Employer. 

.BS 
DETROIT'S DOMINANT 

NEWS STATION 
SEEKS HARD DRIVING, 

DETERMINED REPORTER 
Tapes to: Bob Rowe, News 
Director, WXYZ -TV, 20777 

W. 10 Mile Road, Southfield, 
Michigan 48037. 

No phone calls. EOE. 

NELP WANTED SALES 

LEARN TO SELL 
TV TIME 

Call For FREE Info. Packet 
ANTONELLI MEDIA 
TRAINING CENTER 

(212) 206 -8063 

PROGRAMING SERVICES 

Localized TV Weather via Satellite 
Fox stations, independent stations are finding that local - 
ized TV weather in real -time with an AMS meteorologist is 
a niche now affordable. National Weather Network can 
deliver somputedzed graphics. localized radar. etc with 
talent on screen and zero in on your new and spectacular 
opportunity. CashiBarter. Weekend services now avail- 
able. Affiliate sales/relations poslmons now opent. 

Call Edward St. Pe' 
(601) 352-6673 

RADIO 

SITUATIONS WANTED MANAGEMENT 

Broadcast Management & Audit Co. 
Dennis R. Israel Robert J. Smith 

(407) 625 -0641 
AVAILABLE NOW FOR CERTAIN WEEKS IN 
MARCH AND APRIL. HAVE JUST COMPLET- 
ED 2 LENGTHY 4 MONTH ASSIGNMENTS. 

Over 68 years of combined experience: 
GMs, Group Management, CFO, CEO, major 
companies. 

Start-ups, turn- grounds, absentee owner 
assistance, interim management, planning & 
analysis, financial plans, lender reviews, cost 
containment, staffing, acquisitions, work -outs, 
lender assistance. Domestic and international. 
Excellent credentials. References. Your confi- 
dentiality respected. Reasonable rates by day, 
week or longer. Available for extended periods 
of time on -site. 

CABLE 

PROGRAMING SERVICES 

EDUCATIONAL PROGRAMING 
Stations across the country are discovering the value of 
programing with educational merit. School systems in 
increasing numbers are incorporating broadcast and 
cable into a variety of curriculums. Join our industry's 
effort to educate using the most powerful medium while 
increasing advertiser exposure and advertising reve- 
nue. Series and specials available. Cash /Barter 

Contact Steve amino, 
The Teaching Leming Network (407) 998-0667 
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ALLIED FIELDS 

HELP WANTED SALES 

EUROPEAN MANUFACTURER OF 
R.F. BROADCASTING EQUIPMENT: 

FM transmitters, TV VHF & UHF 
transmitters and transposer 

microwave links range from 2- 
15ghZ transmitting antennas and 

broadcasting audio modular mixers 
is looking for an experienced 

manufacturer sales representative. 
Please send your resume in 

confidence to: EURO CORP.. PO 
BOX 6312, JERSEY CITY, NEW 

JERSEY 07306-0312. ATTN. 
HUMAN RESOURCES. 

EMPLOYMENT SERVICES 

GOT THE 900 NUMBER BLUES? 

TRY MEDIALINE 
TV's Job Listing Leader Since 1986 

NO OUTLANDISH PHONE CHARGES 

NO STALE, DEAD END LEADS 

JUST LOTS MORE REAL JOBS FOR 

LOTS LESS MONEY 
To subsatt al 000.237-1O731Callaoe 40eó4E -5200 

I seiga If 
THE BEST JOBS ARE ON THE LINE 

P 0 Box 51909. Pacific Grove. CA 93950 

NEWS JOB 
ONNECTION 

'THE JOBLINE EXCLUSIVELY FOR TV NEWS 

ANCHORS, REPORTERS WEATHER, SPORTS, 
PRODUCERS, NEWS DIRECTORS, PHOTOGRAPHERS 

1 -900- 443 -4850 
Sr. 95 Per minute 

JOBS UPDATED DAILY 

Employers - To List Jobs Call 
1-800-925-5656 Ext. NEWS (6397) 

Help Wanted! 
Weekly Magazine to 7V and Radio Jobs 

Television CFlalp Wo r-staey 
0 FSnuy10.!401 .w 
V 

. The #1 Source 
E For TV And 
EE Radio Jobs! 
U 

TV Anther, Spero, Reporter, 
Weather, TV Sebe, Producer, 
Photographer, New. Director, 
and Entry Level Job. 

Radio 
Rado Disc Jockey, News, 
Rudo Sales, Noqrom Dk.cta, 
Production 4 Entry Level Job. 

I -800-Lfqq-6827 
Mastercard A Visa Welcome 

1 week $10.95 1 month $24.95 3 months $52.95 
or send clock to 117 W. H -rlsan Clod. 
6th Floor Sute R.347 Chcago, II. 60605 

EMPLOYMENT SERVICES 

CONTINUED 

Tl1T1TlTTl17 TT vr,rnvlvG 
Inside Job Openings, Nationwide 
Press Radio jobs. updated daily 

© Television jobs. updated daily 
al Hear 'Talking Resumés" 
AI To record -Talking Resumés' and 

employers to record job openings 
© Entry level positions 

11190-726-JOBS 0 
... .. ( 5 6 2 7)..- 

LEGAL SERVICES 

E -E -0 PROBLEMS? 

Call 

BROADCAST MEDIA LEGAL SERVICES 

a service of Allen, Moline & Harold 

1- 800 -433 -2636 
FLAT FEE LEGAL AND PARALEGAL SERVICES 

MC- VISA -AMEX Accepted 

FINANCIAL SERVICES 

EQUIPMENT FINANCING 
"LOANS BY PHONE" 

NO FINANCIALS REQUIRED FOR 
TRANSACTIONS UNDER $35,000 
NEW OR USED EQUIPMENT 
$2.000 TO $200,000 
NO DOWN PAYMENT 
SALE -LEASEBACK EQUIPMENT FOR 
WORKING CAPITAL 

TO APPLY OR REQUEST ADDITIONAL 
INFORMATION CONTACT MARK WILSON 
me/ (CHANCE ® we 

Harmsto WG fUMD (800) 342 -2093 
FAX: (214) 235-5452 

VIDEO SERVICES 

PAL - NTSC - SECAM 
Digital conversion of video tapes 
for all world television standards 

$24.95 per tape - Same day service 
Kohinoor Video 3414 El Camino Real 

Santa Clara, CA 95051 

800-243-3402 
Fax: (408) 243 -3400 Ph: (408) 243 -4438 

PRODUCTION EQUIPMENT SERVICES 

Since 1971 BROADCAST- PRODUCTION 
serving RENTAL- MANUFACTURING CO's 

AIR 
CtUII® 

ANYPLACE STUDIO 

NEWT ANYTIME ALWAYS lam OPE 

CALL (800) 223 -5070, Riom Corporation 

Beta Cart SP /BVC10 
Many other items. 

Call tor a catalog today! 

312 -3344300 

Remarketing $6 million 
in broadcast equipment 

REPAIRS & MAINTENANCE 

DON'T LOSE YOUR HEAD! 
We will renew your Fluid Head and overhaul it 

completely to be BETTER THAN NEW! 
Write or call us for our super fast service and 
low prices. 
2025 N.E. 151st St. 
No. Miami Beach, FL 33162 E 
(305) 949-9084,9085 of FLORIDA, INC. 

FOR SALE EQUIPMENT 

MICOR VIDEO EQUIPMENT SALES 

NEED SOME NEW POWER 
AND AN ULTRA COMPACT 
PORTABLE LIGHT UNIT ? ?? 

THE NEW KA 2500 WITH 
EIMAC 3CX1500A? FULLY 

ELECTRONIC PROTECTED - 
ONLY 0 -650 W EXCITATION, 

LOW PASS FILTER 18 
MONTHS WARRANTY ONLY 

$8970. IN STOCK!! 
FULL LINE OF FM EXCITERS, 
FM TUBE AND SOLID STATE 
AMPLIFIERS, MICROWAVE 

LINKS, TRANSMITTING 
ANTENNAS, CALIBRATED 

COUPLING, SPLITTERS, LOW 
PASS FILTERS AND MORE... 

CATALOGS, QUOTES AT 
EURO TECH 201 -434 -5729 

FAX 201- 332 -0751. 

BUSINESS OPPORTUNITY 

YOU COULD BE 
A $UPER $ TATION 

Link unprofitable stations in your area 
to your $UPER $TATION and make 
money. Call Dan at Marti about PLAN 
A, (817) 645 -9163 or see us at NAB 
Booth 2624. 

Blind Box Response ? ?? 
Box Letter -Number 

1705 DeSales St., NW 
Washington, DC 20036 

Please Do Not Send Tapes! 
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FOR SALE STATIONS 

I will sell my FM station to a general 
manager with a proven track -record and 
carry the paper. Trailing cash -flow will 
pay debt service. Size of Down -payment 
from 25 to 65K, depending on your abili- 
ty. Excellent small market money maker. 

Send credentials to Box E -36. 

WISCONSIN FM 
No recession here! 60% year -to- 
year growth continues into the first 
two months of 1992. Profitable on 
gross of almost $300,000. 

Reply to Box E -37. 

THE RADIO FINANCE SPECIALISTS 

New Financings Refinances 
Smaller Markets Restructures 

SIGNAL PROPERTIES 
99 State SI , Brooklyn His , N Y 11201 

17181643-5825 

AM ORL. MKT. $75K DOWN $300K 
FM N. FLA COASTAL 100KW $950K 
FM JAX. MKT. MOVE -IN $750K 
FM COLLEGE TOWN, MAKE OFFER $850K 
AM FM CENT. FLA. 50KW 
AM FM S. FLA RESORT 50KW $1.2M 

HADDEN & ASSOCIATES 
1- 407 -365 -7832 

Kepper, 
Tupper & 

Fugatt 
IOWA 

C2 
TERMS AVAILABLE 

300 Knightsbridge Parkway, Suite 360 

Lincolnshire, Illinois 60069 

Phone: 708 / 634 -9258 

California 
Pure Air - Mecca for Tourists 

AM -FM with excellent cash flow 
S1.300,000 Terms 

Call Roy Rowan 
818- 783 -0505 

PRICED FOR QUICK SALE 
FULLY EQUIPPED & STAFFED 

GOING CONCERN 
FM RADIO STATION 

IN THE HEART OF VIRGINIA 
$450,000 

Reply to: (301) 590 -1950 

EXCLUSIVE RADIO LISTINGS 
IN THESE STATES 

Florida, Nebraska, Virginia. New Jersey, 
Pennsylvania. Illinois. Maine, Utah, 

Georgia. Texas. California. Alabama and others. 
Buyers Contact. 

MEDIA SERVICES GROUP, INC. 
ACu. . aivalions Financing Consultation 

703-243-2310 

SHORT TERM WORKING 
CAPITAL FUNDING 

MFR Financial Resources, Inc. 

714- 544 -7131 

FLORIDA SUNSHINE 
FM - 50,000 watts. Number 
one growth market. Arbitron #2. 
$1,300,000. $400,000 down. 
Seller financing. 

SNOWDEN ASSOCF:ciies 

MEDIA BROKERS 

Tom Snowden Dick Paul 

N B 919-355-0327 

We'll give you all the credit 
FAX (202) 293 -FAST 

We also accept American Express MasterCard 

Or mail to: Classified Dept., 1705 DeSales 
Street, NW, Washington, DC 20036 

Deadline is Monday at noon EST for the 
following Monday's issue 
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BROADCASTING'S 
CLASSIFIED RATES 

All orders to place classified ads & all corre- 
spondence pertaining to this section should be 
sent to: BROADCASTING, Classified Depart- 
ment, 1705 DeSales St., N.W., Washington, DC 
20036. For information call (202) 659 -2340 and 
ask for Mitzi Miller. 

Payable In advance- Check, money order or 
credit card (Visa. Mastercard or American Ex- 
press). Full and correct payment must accom- 
pany all orders. All orders must be in writing by 
either letter or Fax 202 -293 -3278. If payment is 

made by credit card, indicate card number, 
expiration date and daytime phone number. 

Deadline is Monday at noon Eastern Time for 
the following Monday's issue. Earlier deadlines 
apply for issues published during a week con- 
taining a legal holiday A special notice an- 
nouncing the earlier deadline will be published. 
Orders. changes, and/or cancellations must be 
submitted in writing. NO TELEPHONE OR- 
DERS, CHANGES, AND /OR CANCELLATIONS 
WILL BE ACCEPTED. 

When placing an ad. indicate the EXACT cate- 
gory desired: Television, Radio, Cable or Allied 
Fields; Help Wanted or Situations Wanted: Man- 
agement, Sales, News, etc. If this information is 

omitted, we will determine the appropriate cate- 
gory according to the Copy. NO make goods 
will be run if all information is not included. No 
personal ads. 

Rates: Classified listings (non -display). Per is- 

sue: Help Wanted: $1.50 per word. $30 weekly 
minimum. Situations Wanted: 750 per word. $15 
weekly minimum. All other classifications: $1.50 
per word, $30 weekly minimum. 

Word count: Count each abbreviation, initial, 
single figure or group of figures or letters as one 
word each. Symbols such as 35mm, COD, PD, 
etc., count as one word each. A phone number 
with area code and the zip code count as one 
word each. 

Rates: Classified display (minimum 1 inch, up- 
ward in half inch increments). Per issue: Help 
Wanted: $130 per inch. Situations Wanted: $65 
per inch. All other classifications: $150 per inch. 
For Sale Stations. Wanted To Buy Stations, Pub- 
lic Notice & Business Opportunities advertising 
require display space. Agency commission only 
on display space. Frequency rates available. 

Blind Box Service: (In addition to basic adver- 
tising costs) Situations wanted: No charge. All 
other classifications: $15 per ad per issue. The 
charge for the blind box service applies to ad- 
vertisers running listings and display ads. Each 
advertisement must have a separate box num- 
ber. BROADCASTING will not forward tapes, 
transcripts. portfolios, writing samples, or other 
oversized materials; such materials are returned 
to sender. Do not use folders. binders or the 
like. 

Replies to ads with Blind Box numbers 
should be addressed to. Box (letter & num- 
ber), c/o BROADCASTING. 1705 DeSales 
St., NW, Washington, DC 20036. 

The publisher is not responsible for errors in 
printing due to illegible copy -all copy must 
be clearly typed or printed. Any and all er- 
rors must be reported to the Classified Ad- 
vertising Department within 7 days of publi- 
cation date. No credits or make goods will 
be made on errors which do not materially 
affect the advertisement. 

Publisher reserves the right to alter classified 
copy to conform with the provisions of Titte VII of 
the Civil Rights Act of 1964, as amended. Pub- 
lisher reserves the right to abbreviate, alter, or 
reject any copy. 

For subscription information 
call 1- 800 -323 -4345. 
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For the Records 
As compiled by BROADCASTING from 
March 2 through March 6 and based on 
filings, authorizations and other FCC ac- 
tions. 

OWNERSHIP CHANGES 

Applications 

KSLD(AM)-KAZO(FM) Soldotna, AK (BA- 
L920224EH: 1140 khz; 10 kw -U; FM: BA- 
PH920224E1; 96.5 mhz; 10 kw; ant. 79 ft.) -Seeks 
assignment of license (KSLD) and CP (KAZO) from 
King Communications to Cobb Communications 
Inc. for $305,204, assumption of debt. Seller is 
headed by Salley Blakeley, and has no other broad- 
cast interests. Buyer is headed by Thomas C. Tier- 
ney, and is 100% owner of KENI(AM) -KBFX(FM) 
Anchorage, KLAM(AM) -KZXX(FM) Cordova- Kenai, 
KVOK(AM) -KJJZ(FM) Kodiak, KSWD(AM)- 
KVAK(FM) Seward -Valdez and KAYY(FM) Fair- 
banks, all Alaska. Filed Feb. 24. 

KVNA -AM -FM Flagstaff, AZ (AM: BA- 
L920302EA; 690 khz; 1 kw -D, 500 w -N; FM: BAL- 
H920302EB; 97.5 mhz; 100 kw; ant. 1,509 ft.)- 
Seeks assignment of license from TVNA Limited 
Partnership to Crown America Communications 
Inc. for $784,000. Seller is headed by Steven Her- 
man, and has no other broadcast interests. Buyer 
is headed by Jeffrey R. Morris, who, with wife Jane 
A. Morris and Raymond A. Lindstrom, has interests 
in licensee of KRIM(FM) Payson, AZ. Morrises also 
have interest in licensee of KBAS(AM) -KWAZ(FM) 
Bullhead City -Needles, CA. Filed March 2. 

KISP(AM)- KMXX(FM) Phoenix, AZ (AM: BA- 
L920226E13; 1230 khz; 1 kw -U; FM: BAL- 
1-1920226EC; 101.5 mhz; 100 kw; ant. t,740 ft.)- 
Seeks assignment of license from Professional 
Broadcasting Inc. to Sundance Broadcasting of 
Wisconsin, Inc. for $5 million ("Changing Hands," 
Mar. 2). Seller is subsidiary of EZ Communications 
Inc., headed by Alan Box, and is also licensee of 
KMPS -AM -FM Seattle; KRAK -AM -FM Sacramento, 
CA; KYKY(FM) St. Louis; WOKV(AM) -WKQL(FM) 
Jacksonville, FL; WBZZ(FM) Pittsburgh; 
WEZB(FM) New Orleans; WHQT(FM) Miami; 
WIOQ(FM) Philadelphia and WMXC(FM) Charlotte, 
NC. Buyer is headed by Michael Jorgenson, and is 
also licensee of WOKY(AM)- WMIL(FM) Milwaukee - 
Waukesha, WI. It is subsidiary of Sundance Broad- 
casting Inc., headed by David E. Reese (100% 
shareholder), and licensee of KIDO(AM) -KLTB(FM) 
Boise, ID. Jorgenson has option to purchase 50% 
of this stock. Filed Feb. 26. 

WDJZ(AM) Bridgeport, CT (BAL920225E8; 
1530 khz; 5 kw -D) -Seeks assignment of license 
from WDJZ Broadcasting Inc. to Candido D. Car - 
relo for $200,000. Seller is headed by David D'Ad- 
dario, and has no other broadcast interests. Buyer 
is licensee of WFNW(AM) Naugatuck, CT. Filed 
Feb. 25. 

WBMW(FM) Ledyard, CT (BTCH9202211-fB; 
106.5 mhz; 6 kw; ant. 91 m.) -Seeks transfer of 
control of Red Wolf Broadcasting Corp. for assump- 
tion of debt. Transferor is Gloria Fuller, and has no 
other broadcast interests. Transferee is John J. 
Fuller, brother of Gloria. He is 100% stockholder of 
licensee of WPJB(FM) Narragansett Pier and 
WJJF(AM) Hope Valley, both Rhode Island. Stock- 
holder Arthur V. Belendiuk (44 %) has interest in 
permittee of new FM at Charlotte Amalie, VI, and is 
general partner of permittee of WRAV(FM) Ravena, 
NY. Filed Feb. 21. 

WFTX(TV) Cape Coral (Fort Myers -Naples), FL 

Abbreviations: AFC -Antenna For Communica- 
tions: AU-Administrative Law Judge: alt.- alter- 
nate: ann.- announced: ant.- antenna: aur. -aural: 
aux.- auxiliary; ch. -channel: CH -critical hours.: 
chg.- change: CP-construction permit; D -day: 
DA- directional antenna: Doc.- Docket; ERP-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 -audio location: TU- 
transmitter location: trans. transmitter: TPO- 
transmitter power output; U or unl.- unlimited 
hours; vis.-visual: w- watts: - noncommercial. 
Six groups of numbers at end of facilities changes 
items refer to map coordinates. One meter equals 
3.28 feet. 

(BTCCT920211KJ; ch. 36; 4550 kw -V, 450 kw -A; 
ant. 1$03 ft.) -Seeks transfer of control from Wa- 
bash Valley Broadcasting Corp. to Hulman & Com- 
pany; transfer will result in transferee owning 81.2% 
of Wabash Valley stock. Assignment includes 
WTHI- AM -FM -TV Terre Haute, IN, and WOGX(TV) 
Ocala. FL (see above). Filed Feb. 11. 

WAYK(TV) Melbourne, FL (BALCT920221KG; 
ch. 56; 2,070 kw -V, 207 kw -A; ant. 1,024 ft.)- 
Seeks assignment of license from Beach Television 
Partners to WMVP Inc. for $100,000. Setter is 
headed by George E. Mills Jr., U.S. trustee, and is 
also trustee for WFEZ(FM) Williston, FL (see be- 
low). Buyer is headed by Robert J. Rich, and has 
no other broadcast interests. Filed Feb. 21. 

WOGX(TV) Ocala, FL (BTCCT920211 Kt; ch. 51; 
2,931 kw -V, 293.1 kw -A; ant. 924 ft.) -Seeks trans- 
fer of control from Wabash Valley Broadcasting 
Corp. to Hulman & Company; transfer will result in 
transferee owning 81.2% of Wabash Valley stock. 
Assignment includes WTHI- AM -FM -TV Terre 
Haute, IN (see below), and WFTX(TV) Cape Coral, 
FL (see above). Filed Feb. 11. 

WFEZ(FM) Williston, FL (BALH920210GI; 92.1 
mhz; 1.7 kw; ant. 433 ft.) -Seeks assignment of 
license from George E. Mills, trustee, to Bogie 
Broadcasting Co. Inc. for $130,000. Mills is also 
trustee for WAYK(TV) Melbourne, FL (see above). 
Buyer is headed by Maurice A. Negrin, and has no 
other broadcast interests. Filed Feb. 10. 

WJBF(TV) Augusta, GA (BTCCT920226KO; ch. 
6; 100 kw -V; ant. 1,370 ft.) -Seeks transfer of con- 
trol from Pegasus Broadcasting Inc. to Spartan Ra- 
diocasting Co.; purchase agreement to be tiled as 
amendment. Seller is headed by Thomas A. Crow- 
ley, and is licensee of KSCH(TV) Stockton, CA, and 
WAPA(TV) San Juan, PR. Pegasus is general part- 
ner of licensee of KMOW(AM) -KEYI(FM) Austin - 
San Marcos, sale of which was recently approved 
( "For the Record," Jan. 27). Pegasus, along with 
WCSC(TV) Charleston, SC, is owned by GE Capi- 
tal Corp., subsidiary of General Electric, licensee of 
NBC network's six owned and operated TV's. Buy- 
er is headed by Walter J. Brown. and is licensee of 
WSPA- AM -FM -TV Spartanbur; and WBTW(TV) 
Florence, both Soutn Carolina; KIMT(TV) Mason 
City, IA, and WMBB(TV) Panama City, FL. Hickory 
Hill Broadcasting Co., wholly owned subsidiary of 
Spartan Radiocasting, is licensee of WTWA(AM)- 
WTHO-FM Thomson, GA. Filed Feb. 26. 

KBRV(AM)- KFIS(FM) Soda Springs, ID (AM: 
BAL920228EA; 790 khz; 5 kw -D; FM: BAL- 
H920228EB; 100.1 mhz; 3 kw; ant. -174 ft.) -Seeks 
assignment of license from Thomas W. Mathis to 
Douglas R. Mathis for $2,000. Seller, Thomas Ma- 

this, is father of Douglas; he has interests in 
KRCD(AM) Chubbock, ID. Buyer has no other 
broadcast interests. Filed Feb. 28. 

WGGH(AM) Marion, IL (BAL920226EA; 1150 
khz; 5 kw -D) -Seeks assignment of license from T- 
A Marion Broadcasting Co. to Vine Broadcasting 
Inc. for $396,000. Sale of station last year to Tri- 
State Christian T.V. for $380,000 ( "Changing 
Hands," June 3, 1991) was not approved, buyer 
withdrew application. Seller is headed by George 
W. Dodds, and has no other broadcast interests. 
Buyer is headed by Johnny Gomez, and has no 
other broadcast interests. Filed Feb. 26. 

WMCL(AM)- WTAO(FM) Mcleansboro-Mur - 
physboro, IL (BAL920214GQ; 1060 khz; 2.5 kw -D; 
FM: BALH920214GR; 104.9 mhz; 3 kw; ant. 300 
ft.) -Seeks assignment of license from CR Broad- 
casting Inc. (c -o The Hawthorne Group) to Liberty 
Radio II Inc.; asset purchase agreement to be filed 
in near future. Assignment includes WDXI(AM)- 
WMXX-FM Jackson, TN, and WKWK -AM -FM 
Wheeling, WV (see below). Filed Feb. 14. 

WSKT(FM) Spencer, IN (BALH920225HX; 92.7 
mhz; 1 kw; ant. 480 ft.) -Seeks assignment of li- 
cense from RCR Communications Inc. to Spencer 
Communications Inc. for no cash consideration; 
RCR Communications Inc. is in default on obliga- 
tions totalling $29,000. Seller is headed by Russ 
Algood and Ronald L. Gates, and has no other 
broadcast interests. Buyer is headed by Leonard 
White; his daughter, Kathy W. Williams, is permittee 
of WZYG(FM) Elletsville, IN. Filed Sept. 25. 

WTHI- AM -FM -TV Terre Haute, IN (AM: 
BTC920211KG; 1480 khz; 5 kw -D, 1 kw -N; FM: 
BTCH920211 KH; 99.9 mhz; 50 kw; ant. 494 ft.; TV: 
BTCCT920211KF; ch. 10; 316 kw -V, 31.6 kw -A, 
ant. 960 ft.) -Seeks transfer of control of Wabash 
Valley Broadcasting Corp. to Hulman & Company; 
transfer will result in transferee owning 81.2% of 
Wabash Valley stock. Assignment includes 
WOGX(TV) Ocala, FL; and WFTX(TV) Cape Coral, 
FL (see above). Transferors are Jack R. Snyder 
and Merchants National Bank & Trust Co. of India- 
napolis, co- trustee of Anton Hulman Jr. Real Estate 
and Grace Hulman Descendants Trust, which owns 
87.04% of licensees of WKOX(AM) -WVBF(FM) 
Framingham, MA, and WJNO(AM) -WRMF(FM) 
Palm Beach, FL. Transferee is headed by Mari H. 
George. Filed Feb. 11. 

WKZO(AM) Kalamazoo and WJFM(FM) Grand 
Rapids, both Michigan (WKZO: BAL920225HC; 
590 khz; 5 kw -U; WJFM: BALI-1920225HD; 93.7 
mhz; 320 kw; ant. 780 ft.) -Seeks assignment of 
license from Fetzer Broadcasting Service Inc. to 
Radio Associates of Michigan Inc. for $4.625 mil- 
lion. Seller is headed by Carl E. Lee, and has no 
other broadcast interests. Buyer is headed by Ken- 
neth V. Miller, who, with owners Jerry L. Miller and 
Robert M. Salmon, are officers, directors and stock- 
holders in licensee of KMIX -AM -FM Turlock and 
KEWB(FM) Anderson -Redding, both California, 
and in licensee of KHIT(AM)- KIIO -FM Sun Valley - 
Reno, NV. Filed Feb. 25. 

KTJA(FM) Mt. Vernon, MO (BAPH920219GX; 
106.7 mhz; 1 kw; ant. 515 ft.)-Seeks assignment 
of CP from Missouri FM to Edward J. Mahoney for 
$24,000. Seller is headed by Linda Adams, and 
has no other broadcast interests. Buyer has no 
other broadcast interests. Filed Feb. 19. 

WZOS(FM) Oswego, NY (BALH920224HA; 96.7 
mhz; 3 kw; ant. 328 f.) -Seeks assignment of li- 
cense from OSO Broadcasting Inc. to Binder -John- 
son Broadcasting Inc. for $234,000. Seller is head- 
ed by John C. Clancy, and has interests in 

WATN(AM) -WTOJ(FM) Watertown- Carthage and 
WCDO -AM -FM Sidney, both New York. Buyer is 

headed by Ernest C. Binder Ill, and has no other 
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broadcast interests. Filed Feb. 24. 

WDFX(FM) Fairfield (Cincinnati), OH 
(BAPLH920226HM; 94.9 mhz; 27 kw; ant. 650 ft.)- 
Seeks assignment of CP from WLLT Inc. to Heri- 
tage Media Corp. for $6.58 million. Seller is subsid- 
iary of Hoker Broadcasting, headed by Jay Hoker, 
and was recently approved for sale of WRXJ(AM)- 
WCRJ-FM Jacksonville, FL ( "For the Record," 
Sept. 23, 1991). Hoker Broadcasting is also licens- 
ee of WMLX(AM) Florence (Cincinnati), KY, and 
WDFX(FM) Detroit, which is being operated by re- 
ceiver. Buyer is headed by Paul W. Fiddick, and 
owns 100% of stock of licensees of KULL(AM)- 
KRPM-FM Seattle- Tacoma, WA, and KOKH -TV 
Oklahoma City. Filed Feb. 26. 

KROG(FM) Phoenix, OR (BALH920219GJ; 
105.1 mhz; 52 kw; ant. 545 ft.) -Seeks assignment 
of license from Asteria Broadcasting Corp. to Bear 
Creek Broadcasting Inc. for $343,500 ( "Changing 
Hands," Feb. 24). Seller is headed by Courtney L. 
Flatau, and has interests in KSZL(AM) -KDUC(FM) 
Barstow, CA. Buyer is headed by Thomas A. Dole, 
and has no other broadcast interests. Filed Feb. 19. 

KFCR(AM) Custer, SD (BAL920225EA; 1490 
khz; 830 w) -Seeks assignment of license from 
French Creek Communications Inc. to Mount Rush- 
more Broadcasting Inc. for assumption of debt. 
Seller is headed by Conrad Slettom, and has no 
other broadcast interests. Buyer is headed by Jan 
Charles Gray, and has no other broadcast interests. 
Filed Feb. 25. 

WDXI(AM)- WMXX -FM Jackson, TN (AM: 
BAL920214G0; 1310 khz; 5 kw -D, 1 kw -N; FM: 
BALH920214GP; 103.1 mhz; 3 kw; ant. 262 ft.)- 
Seeks assignment of license from CR Broadcasting 
Inc. (c-o The Hawthorne Group) to Liberty Radio II 

Inc.; asset purchase agreement to be filed in near 
future. Assignment includes WKWK -AM -FM Wheel- 
ing, WV (see below), and WMCL(AM)- WTAO(FM) 
McLeansboro -Murphysboro, IL (see above). Princi- 
pals Albert M. Holtz, Thomas D. Wright, Henry 
Posner, Fred W. Schwarz and John F. Hensler 
have interests in licensee of WIBM -AM -FM Jack- 
son, MI, and WWSF -AM -FM Andalusia, AL. Buyer 
is headed by James D. Glassman, who is president 
and 29% owner of stock in Community Service 
Radio Inc., which owns WIRL(AM)- WSWT(FM) Pe- 
oria, IL, and KRVR(FM) Davenport, IA. Filed Sept. 
14. 

KSTB(AM)- KROO(FM) Breckenridge, TX (AM: 
BAL920207EA; 1430 khz; 1 kw -D; FM: 
BALH920207GV; 93.5 mhz; 3 kw; ant. 268 ft.; FM: ) 

-Seeks assignment of license from Breckenridge 
Broadcasting Co. to Buckaroo Broadcasting Inc. for 
$100,000. Seller is headed by Owen Woodward, 
and has no other broadcast interests. Buyer is 
headed by William W. Jamar; he and wife Jane E. 

Jamar have interests in licensees of KBWD(AM)- 
KOXE(FM) Brownwood and KSNY -AM -FM Snyder, 
both Texas. William Jamar is also a 49% partner in 

licensee of KOKE(FM) Giddings and 99% partner in 

licensee of KCRM(FM) Cameron, both Texas. Filed 
Feb. 7. 

KJTX(FM) Jefferson, TX (BALH920218GH; 
104.5 mhz; 1.674 kw; ant. 426 ft.) -Seeks assign- 
ment of license from DLB Broadcasting to Pen 
Broadcasting, Inc. for $150,000. Seller is headed 
by general partners Leona Boyd, son David Boyd 
and William Davis, and has interests in KITO(FM) 
Vinita, OK. Buyer is headed by Patrick L. Turner. 
and has no other broadcast interests. Filed Feb. 18. 

WKWK -AM -FM Wheeling, WV (AM: 
BAL920214GM; 1400 khz; 1 kw -U; FM: 
BALH920214GN; 97.3 mhz; 50 kw; ant. 470 ft.)- 
Seeks assignment of license from CR Broadcasting 
Inc. (c -o The Hawthorne Group) to Liberty Radio II 

Inc.; asset purchase agreement to be filed in near 
future. Assignment includes WDXI(AM) -WMXX -FM 
Jackson, TN, and WMCL(AM)- WTAO(FM) 
McLeansboro -Murphysboro, IL (see above). Filed 
Feb. 14. 

WPHO(FM) Bloomer, WI (BAPH920218HD; 95.1 
mhz; 6 kw; ant. 300 ft.)-Seeks assignment of CP 
from Starcom Inc. to Bloomer Broadcasting Co. Inc. 
for $81,311, of which $24.000 is assumption of 
debt. Seller is headed by Dennis Carpenter and 

Sheldon Johnson, and owns stock of permittee or 
WRSR(FM) Two Harbors, MN. It also owns stock of 
licensees of KKSR(FM) Sartell, KSTQ(FM) Alexan- 
dria, KMGK(FM) Glenwood and KYRS(FM) 
Atwater, all Minnesota; new FM at St. James, MN, 
and 75% of stock of permittee of KVVL(FM) Thief 
River Falls, MN. Johnson has 99% interest in per - 
mittee of KVBM(TV) Minneapolis. Buyer is headed 
by Michael Phillips, who is also 100% voting stock- 
holder of licensee of WMEQ -AM -FM Menomonie, 
WI, and 45% stockholder of licensee of KMMO -AM- 
FM Marshall, MO. Filed Feb. 18. 

Adjoin 
WACT -AM -FM Tuscaloosa, AL (AM: 

BTC911230EB; 1420 khz; 5 kw -D, 108 w -N; FM: 
BTCH911230EC; 105.5 mhz; 1.5 kw; ant. 400 ft.)- 
Granted transfer of control within New South Radio 
Inc. for $1.3 million. Sellers are Stephen J. Taylor, 
Edward L. Taylor IV and Suzanne J. Taylor, who 
also have interests in WTLZ(FM) Saginaw, MI; 
WIKS(FM) New Bern, NC: WQBZ(FM) Fort Valley, 
GA, and WMDH -AM -FM New Castle, IN. Buyer is 
Thomas J. Lich. Action Feb. 24. 

KDEZ(FM) Jonesboro, AR (BALH920102GU; 
100.1 mhz; 3 kw: ant. 230 ft.)- Granted assignment 
of license from KZ Radio Ltd. to TM Jonesboro Inc. 
for $10 and assumption of debt. Seller is headed by 
Louis Schaaf. Buyer is owned equally by Billy H. 
Thomas and Jerry E. Morris, who are each 25% 
stockholders of KZ Broadcasting Inc., general part- 
ner of assignor, and licensee of KDEZ(FM) Jones- 
boro, KLAZ(AM)- KXOW(FM) Hot Springs and 
KZKZ(AM) Greenwood, all Arkansas: WXLS -AM- 
FM Biloxi -Gulfport and WJKX(FM) Ellisvilfe, both 
Mississippi, and KLAA(FM) Tioga, LA. Action Feb. 
21. 

KDAC(AM) Fort Bragg, CA (BAL911231 EA: 
1230 khz; 1 kw -U)- Granted assignment of license 
from Fort Bragg Broadcasting Co. to Paul D. Clark; 
consideration is subject to acquisition of station 
assets by anticipated assignee. Seller is headed by 
Charles W. and Josephine Stone, and has interests 
in KIOS -AM -FM Willows, CA. Buyer has no other 
broadcast interests. Action Feb. 18. 

KDKO(AM) Littleton, CO (BAL910419EA; 1510 
khz; 10 kw -D, 1.3 kw- N)- Dismissed assignment of 
license from Peoples Wireless Inc. to Adams Radio 
of Denver Inc.; Adams Radio has agreed to forbear 
from taking possession of collateral in exchange for 
payment by Peoples Wireless, which is in default, of 
$25,000. Seller is headed by James F. Walker, 
Patsye R. Walker and Marshall R. Hambric. Walker 
has interest in Tucson Wireless Inc., licensee of 
KTZR(AM) Tucson, AZ, and Southwestern Wire- 
less, licensee of KQYT(FM) Green Valley, AZ. Buy- 
er is headed by Adams Broadcast Group Inc. 
(100 %), Matt Mills, Stephen Adams and Lewis 
Caster. Adams Broadcast Group Inc. includes li- 
censees of KOOL -AM -FM Phoenix, AZ; KZOK -AM- 
FM Seattle; KCBO -AM -FM San Diego; KHIH(FM) 
Boulder, CO; KEZK -AM -FM Wood River, IL and St. 
Louis; WLAV -AM -FM Grand Rapids, MI: WBZN- 
AM-FM Racine, WI; KISS -AM -FM Terrell Hills and 
San Antonio, both Texas. It also has interests in 
Michigan Center Broadcasting, licensee of 
WGTU(TV) Traverse City and WGTO(TV) Sault 
Ste. Marie, both Michigan. and Adams Communica- 
tions Corporation of Wilmington, licensee of 
WWAY(TV) Wilmington, NC. Action Feb. 24. 

WJYZ(AM)- WJIZ(FM) Albany, GA (AM: 
BAL910920GL; 960 khz; 5 kw -D; FM: 
BALH91092OGM; 96.3 mhz 100 kw; ant. 469 ft.)- 
Granted assignment of license from Silver Star 
Communications -Albany Inc. to Keys Communica- 
tions Group Inc. for $2.541 million. Seller is headed 
by John Robert E. Lee, and has interest in 
WTMJ(AM) -WFAV(FM) Codele, GA, and 
WVVO(AM)- WDXZ(FM) Charleston, S.C. Buyer is 
headed by Brady Keys, and has no other broadcast 
interests. Action Nov. 15, 1991. 

WOTS(FM) Mitchell, IN (BAPH911212GN; 102.5 
mhz; 2 kw; ant. 400 ft.)- Granted assignment of CP 
from Daniel L. Goens to Mitchell Community Broad- 
cast Co. Inc. for $8,000. Seller has no other broad- 
cast interests. Buyer is headed by George W. Sor- 
rells Jr. (33.3 %), who, with shareholders Brent E. 

Steele and L. Dean Spencer, has interests in licens- 
ee of WBIW(AM)- WORK(FM) Bedford, IN. Action 
Feb. 26. 

KSEK(AM)- KYPG(FM) Pittsburg- Girard (Jop- 
lin, MO), KS (AM: BAL911231 EG; 1340 khz; 1 kw- 
U; FM: BALH911231 EJ; 101.1 mhz ;; 3 kw; ant. 325 
111-Granted assignment of license from Lowell 
Communications Ltd. to Freeman Broadcasting Inc. 
for $160,166, majority in assumption of debt. Seller 
is headed by David L. Winegardner, and has inter- 
est in KBTN(AM) Neosho, MO. Buyer is headed by 
Robert D. Freeman, and has no other broadcast 
interests. Action Feb. 19. 

WTIX(AM) New Orleans (BAL911231 EH; 690 
khz; 10 kw -D, 5 kw -N)-- Granted assignment of 
license from Radio Partners II Ltd. to WTIX Inc. for 
$800,000. Seller is headed by Charles J. Givens, 
and has no other broadcast interests. Buyer is 
headed by George Buck Jr., and is also purchasing 
WYRS(AM) Rock Hill, SC. Action Feb. 12. 

WCMP -AM-FM Pine City, MN (AM: BA- 
L911231EE; 1350 khz; 1 kw -D; FM: BAL- 
H911231 EF; 92.1 mhz; 3 kw; ant. 300 ft.)- Granted 
assignment of license from WCMP Broadcasting 
Co. Inc. to Pine City Broadcasting Co. Inc. for 
$650,000. Seller is headed by Gerald H. Robbins, 
and has no other broadcast interests. Buyer is 
headed by Patricia McNulty with vice president of 
Pine City Broadcasting Kenneth Buehler, each is 

50% stockholder of WDSM(AM) -KZIO(FM) Superi- 
or, WI. Action Feb. 12. 

KNSP -FM Staples, MN (BAPH910715GQ; 94.7 
mhz; 3 kw; ant. 328 ft.)- Dismissed app. of assign- 
ment of CP from Staples Broadcasting Co. Inc. to 
Edward P. DeLaHunt Sr. for no monetary consider- 
ation; DeLaHunt will make available for rebroadcast 
by Staples Broadcasting on KNSP(AM) all pro- 
graming broadcast on KNSP(FM) at DeLaHunt's 
expense. Station is not yet built. Seller is headed 
by Perry W. Kugler, and has interests in KDJS(AM) 
Willmar, MN. Buyer is 100% owner and operator of 
KPRM(AM) -KDKK -FM Park Rapids, MN. Action 
Feb. 14. 

KLUK(FM) Laughlin, NV (BTCH920103HW; 
107.9 mhz; 7.95 kw; ant. 1,889 ft.)- Granted trans- 
fer of control among stockholders of licensee H & R 
Broadcasting Inc.; transferor Jackie R. Reeves will 
reduce her ownership interest from 60% to 30 %. 
Stockholder Glen A. Hine is also stockholder of 
licensee of KTLC(FM) Tye, TX. Action Feb. 26. 

WCZX(FM) Hyde Park, NY (BALH911004HM; 
97.7 mhz; 300 w; ant. 1,030 ft.)- Granted assign- 
ment of license from Hudson Valley Wireless Com- 
munications Corp. to Valley Communications Inc. 
for assumption of debt. Seller is headed by Harry 
Gregor Jr., and has no other broadcast interests. 
Buyer is headed by Bruce Morrow (12 %), Robert 
F.X. Sillerman (56 %), Howard J. Tytel (16 %) and 
Gerald Wendel (16 %). Sillerman and Tytel have 
interests in licensees of WMJI(FM) Cleveland; 
WYHY(FM) Lebanon, TN; WNEW(AM) New York; 
WIX -AM -FM Nashville and WHMP -AM -FM North- 
ampton, MA. They also have interests in Sillerman 
Representative Ltd., which holds 5.3% of class B 
non- voting stock of Group W Radio Acquisition 
Corp., licensee of 10 AM's and seven FM's in major 
U.S. markets. Action Feb. 25. 

WFAN(AM) New York (BTC911223E1; 660 khz; 
50 kw -U)- Granted transfer of control from Emmis 
AM Broadcasting Corp. of NY to Infinity Broadcast- 
ing Corp. of NY for $70 million. Seller is subsidiary 
of Emmis Broadcasting Corp., headed by Jeffrey H. 

Smulyan and Steven C. Crane, and is licensee of 
WQHT(FM) New York, KPWR(FM) Los Angeles, 
WKQX(FM) Chicago, WCDJ(FM) Boston, 
WENS(FM) Indianapolis and KSHE(FM) St. Louis. 
Buyer is subsidiary of Infinity Broadcasting Corp., 
headed by Mel Karmazin, and is licensee of KOME- 
(FM) San Jose and KROQ -FM Pasadena, both Cal- 
ifornia; KVIL -AM -FM Highland Park (Dallas) and 
KXYZ(AM) Houston, both Texas; WBCN(FM) Bos- 
ton; WJFK(FM) Manassas (Washington), VA; 
WJJD(AM) -WJMK(FM) Chicago; WLIF -AM -FM Bal- 
timore; WOMC(FM) Detroit; WQYK -AM -FM St. Pe- 
tersburg, FL, and WYSP(FM) Philadelphia. Action 
Feb. 25. 
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Broadcasting's m By The Numbers 

STOCK MARKET PERFORMANCE AVERAGES NASDAQ: 61 7.1 4 (- 2.09 %) 
S8P Ind.: 480.63 (- 2.79 %) 

1200 - FROM MAR 1991 TO MAR 11,1992 
ALL % CHANGES FROM PRIOR WEEK 

1000 1001 
-2.28% 

800 - 773 
+0 -45% 

558 
600 -3.29% 

454 
-0.69% 

400 416 
-1.62% 

200 
Mar91 Apr91 May91 Jun91 Jul91 Aug91 Sep91 Oct91 Nov91 Dec 91 Jan92 Feb92 Mar92 

Broadcasting Bcstg + Other Interests Programing Equipment 8 Engineering Services 

RADIO 
CUME RATING 

6AM -12 
MON. -SUN 

MIDNIGH1 

MEN 

18 -24 
96.2% 

WOMEN 

18 -24 
98.1% 

MEN 
WOMEN 

25 -34 25 -34 
97.1% 97.7% 

Source: Interep Rodio Store 

Broadcasting Mar 161992 

SUMMARY OF 

BROADCASTING & CABLE 

BROADCASTING 

Service ON AIR CP's' TOTAL* 

Commercial AM 4,984 232 5,216 

Commercial FM 4,605 1,010 5,615 

Educational FM 1,518 320 1,838 

Total Radio 11,107 1,562 12,669 

Commercial VHF TV 557 15 572 

Commercial UHF TV 581 168 749 

Educational VHF TV 123 5 128 

Educational UHF TV 234 9 243 

Total TV 1,495 197 1,692 

VHF LPTV 438 154 592 

UHF LPTV 772 859 1,631 

Total LPTV 1,210 1,013 2,223 

FM translators 1,884 358 2,242 

VHF translators 2,517 74 2,591 

UHF translators 2,316 386 2,702 

CABLE 

Total subscribers 55,786,390 

Homes passed 92,040,450 

Total systems 11,254 

Household penetrationt 60.6% 

Pay cable penetration /basic 79% 

Includes off -air licenses. t Penetration percentages are of TV household universe of 93.1 million. 
Construction permit. 'Instructional TV fixed service. 'Studio- transmitter link. 

Source: Nielsen, NCTA and Broadcasting's own research. 
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 KGVE(FM) Grove, OK (BALH92011OGG; 99.3 
mhz; 3 kw; ant. 325 ft.)- Granted assignment of 
license from BCS Inc. to Caleb Corp. for $180.000. 
Seller is headed by Barbara Smith, and has no 
other broadcast interests. Buyer is headed by Larry 
J. Hestand, and has no other broadcast interests. 
Action Feb. 27. 

KIXR(FM) Ponca City, OK (BTCH911223HW; 
100.1 mhz; 3 kw: ant. 299 ft)-Granted transfer of 
control within licensee Kix Communications Inc. for 
$250,000. Seller is Frank Chappell, selling 51% to 
Buyer Bill Burns. Principals have no other broad- 
cast interests. Action Feb. 27. 

WYHA(FM) Beaver Springs, PA 
(BAPH920103HW; 106.10 mhz; .175 kw: ant. 400 
ft.)- Granted assignment of CP from Mary Anne 
Fleisher to Marnu Inc. for $50,000 ( "Changing 
Hands." Jan. 13). Seller has no other broadcast 
interests. Buyer is headed by Pryor E. Neuber Jr.. 
and is also purchasing WWBE(FM) Mifflenburg 
from Fleisher's husband (see below). Action Feb. 
27. 

WWBE(FM) Mlffllnburg, PA (BALH920103HX; 
98.3 mhz: 3 kw: ant. 150 ft.)- Granted assignment 
of license from Hale Communications Inc. to Marnu 
Inc. for $725,000 ( "Changing Hands," Jan. 13). 

broadcast 
is headed by Mark Fleisher, and has no other 

broadcast interests. Buyer is headed by Pryor E. 
Neuber, who is also purchasing WYHA(FM) Beaver 
Springs. PA, from Fleisher's wife (see above). Ac- 
riots Feb. 27. 

WBLR(AM) Batesburg, SC (BAL910916EI; 1430 
khz: 5 kw)- Dismissed app. of assignment of li- 
cense from Antley Broadcasting Inc. to Summit 
Broadcasting Inc. for $20,000. Seller is headed by 
R.B. Antley, and has no other broadcast interests. 
Buyer is headed by J. Shelton Lattimore (100 /a), 

and has no other broadcast interests. Action Feb. 
25. 

WMGL(FM) Ravenel, SC (BAPLH911007HJ; 
101.7 mhz; 1.32 kw; ant. 48211.)- Dismissed app. 
for assignment of CP from MilICom Inc. to Ravenel 
Broadcasting Inc. for $600.000. Seller is headed by 
Don A. Monteith, and has no other broadcast inter - 
ests. Buyer is headed by B. H. Bridges Jr. and 
Jimmy I. Gibbs (100 %). and has no other broadcast 
interests. Action Feb. 28. 

KTER(FM) Terrell, TX (BAPL920108EE; 1570 
khz; 250 w -D)-G Granted assignment of CP from 
Collins Broadcasting Inc. to Mohnkern Electronics 
Inc. for approximately $25,000. plus assumption of 
debt. Seller is headed by Joe J. Collins, and has no 
other broadcast interests. Buyer is headed by 
Leonard C. Mohnkern, and has no other broadcast 
interests. Action Feb. 21. 

WVAB(AM) Virginia Beach, VA (BAL911230ED: 
1550 khz; 5 kw- D)- Granted assignment of license 
from Message Ministry and Management Inc. to 
Eclipse Broadcasting Corp. for $150,000. Seller is 
headed by Ronald Joyner, and has no other broad- 
cast interests. Buyer is headed by Ronald W. 
Cowan Jr.. and has no other broadcast interests. 
Action Feb. 12. 

FACILITIES CHANGES 

Applications 

FM'S 

Fort Collins, CO KTCL(FM) 93.3 mhz -Feb. 19 

application of U.S. Media Colorado Ltd. for CP to 
change TL: 2 miles east of Fredrick on Road 17 in 

Weld County, CO. 
Wlllamantic, CT WECS(FM) 90.1 mhz -Feb. 24 

application of Eastern Connecticut State College for 
CP to change ERP: .22nd kw (H), 1.35 max DA kw 
(V): ant.: 155 m. 

Lumpkln, GA WYAZ(FM) 99.3 mhz -Feb. 20 ap- 
plication of Radio Lumpkin Inc. for mod. of CP 
(BPH- 891214MI) to make changes: TL: Ruffles 
Cnty, AL, 3.7 km NW of Cottonton, AL, off Alabama 
Cnty Rd #4. 

St. Marys, GA WAIA(FM) 93.3 mhz -Feb. 20 
application of Rowland First City Radio Inc. for CP 
to change community of license from St. Mary's, 
GA, to Callahan, FL (per MM docket #91 -261). 

Wrens, GA WAKB(FM) 96.9 mhz -Feb. 20 appli- 
cation of Advertisement Network Systems for mod. 
of CP (BPH- 9103251A) to change ERP: 14.5 kw 
(H &V); ant.: 131 m.(H &V); TL: Louisville Road, 1.6 
km northeast of Keysville, Burke County, Georgia; 
change freq. to 96.9 and class to C3 (per MM 
docket #89 -418). 

Schnecksville, PA WXLV(FM) 90.3 mhz -Feb. 
24 application of Lehigh County Community Col - 
lege for CP to change ERP: .42 kw (HBV); ant.: 70 
m.; TL; campus of Lehigh County Community Col - 
lege in Schnecksville. 

Christiansted, VI WAVI(FM) 94.3 mhz -Feb. 4 

NEW STATIONS 

Dunsmuir, CA (BPED910408MA)- Granted 
app. of Fatima Response Inc. for 100.1 mhz; 3 kw; 
ant. 48 m. Address: 2044 Beverly Plaza, Suite 281, 
Long Beach, CA 90815. Applicant is headed by 
Kimberly M. Thompson. and has no other broad- 
cast interests. Action Feb. 26. 

SERVICES 

BROADCAST DATABASE 

dataworld 
MAPS 

Coverage Terrain Shadowing 
Allocation Studies Directories 

PO. Boa 30730 301- 652 -8822 

Bethesda. MD 20814 800- 368 -5754 

-i'- 
Radio and Television System Design 
Transmitter and studio Installation 
Microwave and Satellite 
Engineering and Installation 

627 Boulevard 
908- 245 -4833 Kenilworth. NJ 07033 

6 CATONa, Inc. 

RF DESIGN & INSTALLATION SPECIALISTS 
LARCAN SOLID STATE TRANSMITTERS 
ALAN DICK ANTENNAS 8. COMBINERS 
LEBLANC & ROYLE TOWER SYSTEMS 

14440 CHERRY LANE CT LAUREL W 20707 

TEL: 301. 498.2200 FAX: 301-498 -7952 

TOWER NETWORK 
SERVICES 

NATIONw1DE SERVICE 

. 989-8703 
WE STROBE LIGHT SYSTEMS 

SERVICE TOWERS AND ANTENNAS 

t_aaeasr eats avenan 
1 /h+ n,1 /,,lits. I en..rr.0 .lrhna n, ln, 

' AM. FM. TV. H -group databases 
' Coverage. allocation and terrain studies 
' FCC research 
703 824.5666 FAX: 703 8245672 

QStainless, inc. 
New Towers. Antenna Structures 

Engineering Studies, Modifications 
Inspections, Erection, Appraisals 

North Wales, PA 19454 
215 699 -4871 FAX 699 -9597 

COMPANY 

SERVING BROADCASTERS 
FOR OVER FORTY YEARS 

(405) 946-5551 

CUSTOM CUT COMPACT DISCS 
THAT CAN BE PLAYED IMMEDIATELY 

CUSTOM CD RECORDING SERVICE 

FOR BROADCASTERS 8 ADVERTISERS 

NATIONAL SOUND CORP. (313)336-3800 

17610 W. Warren FAX:336 -4449 
DETROIT, MI 48228 
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tilral-.te.1Inc- 
BROADCAST CONSULTANTS AND ENGINEERS 

FCC Applications and Fein Engineering 
Frequency Searches and Coordination 
Tower Erection ana Maintenance 
Facility Design and Construction 

Contact 
KENNETH W HOEHN 23400 Mich Ave 
(3131562 -6873 Dearborn Mt 461124 

Shoolbred Engineers, Inc. 
m +, r rid C.,nwh Mt, 

Towers and Antenna Structures 

Robert A. Shoolbred, PE. 

:+Ihn 
, ,s, , .. -, . 

MAGRILL & ASSOCIATES 
Radio Technical Consultants 

Computerized F,equenry Searches . FCC Applications 

Pre-pentium Evaluations . Audio Enhancements 

Upgrades . Complete Scorso, Design and Construction 

Signal Improvement Ouolily Studio 8 RF Rebuilds 

Fast, Experienced 8 Economical 

904; 371 -4288 
Kyle MagrillP.O. 8ox 456, Orange Lake, FL 32681 

DON'T BE A STRANGER 
To aroadcastings 117 323 Readers Display 
your Prdless.onai or Service Caro nere 11 wtli be 
seen by station ano cable TV system owners 
and decision makers 

'989 Readership Survey snowing 3 7 reapers 
per copy 

datawopld 
LPTV /TV Translator 

Detailed Interference Studies 
Regional Directories 

Maps - Terrain - Popcount 

301- 652 -8822 800 -368 -5754 

SG Communications 
TV F.^ PF Systems Scecialists 

aF ° cnm Measurements 
" rat: 'or A Maintenance 

800-824-7865 Tucson, AZ 
800-874-5449 Tampa, FL 

215- 699 -6284 N. Wales, PA 

FOR WORLDWIDE 

SATELLITE TRANSMISSION 

SERVICES CONTACT: 

IDB COMMUNICATIONS GROUP 
10525 WEST WASHINGTON BLVD 

CULVER CITY, CA 90232 -1922 
213 -870 -9000 FAX: 213- 838 -6374 

PROFESSIONALSERVICE 
DIRECTORY RATES 

52 weeks - 545 per insertion 
26 weeks - S60 per insertion 
13 weeks - $75 per insertion 

There is a one time typesetting charge 
of $20. Call (202) 659 -2340. 
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PROFESSIONAL CARDS 

du Treil, Lundin & Rackley, Inc. 
_ AaI+Mry4nDRrrc 

1019 191h Street. N.W.. Suite 30) 
Washington, D.C. 211036 

Telephone: 202-221-6701 
,SIrmM AFCCE 

CARL T. JONES= 
CORPORATIOV 

CONSULTING ENGINEERS 

7901 YARNWOOD COURT 
SPRINGFIELD VIRGINIA 22153 

(703)569-7704 
MOMOER APCCE 

LOHNES & CULVER 
Consulting Redb TV Engineers 

1156 1518 St. , N.W.. Suite 606 
Washington . D.C. 20005 

(202) 296 -2722 

ranee 774. ,.A(a.ka AFCCE 

COHEN, DIPPELL AND 
EVERIST, P.C. 

CONSULTING ENGINEERS 

7300 "L" STREET. N.W. SUITE 1100 
WASHINGTON, O.L. 20005 

(2021 898 -0111 
Member AFCCE 

SILLIMAN AND SILLIMAN 
8601 Georgia Ave. #910 
Silver Spring. MD 20910 

ROBERT M SILLIMAN. P.E. 
1 301 1 5898288 

THOMAS B SILLIMAN. P E. 
1812 ( B53.9754 
Member AF (( L 

Moffet, Larson & Johnson, Inc. 
Consulting Telecommunications Engineers 

Two Skyline Place, Suite 800 
5203 Leesburg Pike 

Falls Church, VA 22041 
703 824 -5660 

FAX:703 -824 -5672 
Member AFCCE 

HAMMETT & EDISON, INC. 
CONSULTING ENGINEERS 

Box 280068 
San Francisco. California 94128 

V! (415) 342-5200 
Y (202) 396-5200 

Member AFCCE 

Jules Cohen & Associates, P.C. 
Consulting Electronics Engineers 

Suite 600 
1725 DeSales, N.W. 

Washington. D.C. 20036 
Telephone: (202) 659 -3707 
Telecopy: (202) 659 -0360 

Member AFCCE 

CARL E. SMITH 
CONSULTING ENGINEERS 
AM -FM -TV Engineering Consultants 

Complete Tower and Rigging Services 
"Serving She Rromlrnal Imluarn 

for over éa 1 rem" 
Box 807 Bath. Ohio 44210 

(216) 659 -4440 

E. Harold Munn, Jr., 
& Associates, Inc. 

Broadcast Engineering Consullants 

Box 220 
Coldwater, Michigan 49036 

Phone: 517 -278 -7339 

Mullaney Engineering, Inc. 
C9nwning TMacelnmumulienr Eng1111Iar5 

9049 Shady Grove Court 
Gaithersburg. MD 20877 

301 -921 -0115 
Monte, AFCCE 

HATFIELD & DAWSON 
CONSULTING ENGINEERS 

4226 SIXTH AVE. N.W. 

SEATTLE. WASHINGTON 98107 

12061 783 -9151: Facsimile: (2061 789 -9834 

MEMBER AFCCE 

F.W. HANNEL & ASSOCIATES 

Registered Professional Engineers 

911 Edward Street 

Henry, Illinois 61537 

(3091 364 -3903 
Fax (309) 364 -3775 

D.C. WILLIAMS, P.E. 
Consulting Radio Engineer 

Member AFCCE. 
Post Office Box 1888 

Carson City, Nevada 89702 
(702) 885 -2400 

Datei Corporation 
BROADCAST CONSULTANTS 

Applications Inspections 

Call Toll -Free 
(800) 969-3900 

1515 N Chun House Rd. Arlington, VA 22201 

George Jacobs 
& Associates, Inc. 

Consulting Broadcast Engineers 
Domestic & International 

Member AFCCE 
8701 Georgia Ave. 

Suite 410 Silver Spring, MD 
20910 (301) 587 -8800 

STRUCTURAL SYSTEMS 
TECHNOLOGY. INC. 

J. Cabal Gudvs, PE. 
PRESIDENT 

TOWERS. ANTENNAS. STRUCTURES 
New Tall Towers. Eusbng Towers 
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application of St. Croix Wireless Co Ltd for mod. of 
CP (BPH- 850711QD) to change ERP: 15 kw HAN; 
freq.: 93.5 mhz; class B (per MM docket #91 -296). 

TV's 

Miami WLRN -TV ch. 17 -Feb. 24 application of 
School Board of Dade County, FL, for CP to change 
ERP (vis): 2,825 kw; ant.: 309 m.; TL: 695 NW 199 
St.. Miami (25 -57 -29.5 80.12 -44.1) antenna: Di- 
electric TFU -24E, (DA)(BT). 

Miami WTVJ(TV) ch. 4 -Feb. 25 application of 
NBC subsidiary WTVJ -TV Inc. for CP to change 
antenna location: 1 km ESE of intersection of turn- 
pike and Southwest 41st Street, Dade County, FL. 
(25 -58 -07 - 80- 13 -20). 

Salisbury, MD WCPB(TV) ch. 28 -Feb. 26 appli- 
cation of Maryland Public Broadcasting Communi- 
cations for CP to change ERP (vis): 2,179 kw; ant.: 
157 m.; TL: 310 Deers Head Blvd., Sailsbury; an- 
tenna: DielectricTFU- 42J(BT); 38 -23 -09 - 75 -35- 
32.5. 

Actions 

AM 

Dyersburg, TN WDSG(AM) 1450 khz -Dis- 
missed app. of Robert Ward, Administrator (BP- 
910802AC), for CP to change TL to Hwy 78 north at 
Radio Road, Dyersburg, TN; 36 04 14 - 89 23 52. 
Action Feb. 25. 

FM's 

Juneau, AK KSUP(FM) 106.3 mhz- Dismissed 
app. of Alaska- Juneau Communications Inc. 
(BMLH- 891226KG) for mod. of license to increase 
ERP: 4.3 kw (H &V) (per docket #88 -375). Action 
Feb. 28. 

Arizona City, AZ KONZ(FM) 106.3 mhz- Grant- 
ed app. of Arizona City Broadcasting Corp. (BMPH - 
9105311E) for mod. of CP (BPH- 9011021D) to 
change ERP: 3.4 kw (H &V); ant.: 134 m.; TL: west 
of Eleven Mile Corner Rd.. 2.01 km south of Pretzer 
Rd., approximately 16.3 km SW of Arizona City, 
Pinal Co., AZ. Action Feb. 26. 

Mountain Home, AR KPFM(FM) 105.5 mhz - 
Returned app. of Mountain Home Radio Station Inc. 
(BPH- 9202061F) for CP to change ERP: 33.4 kw 
H &V: ant.: 180 m. TL: 4 km NE of Three Brothers 
Church. State Route 5, Three Brothers, Baxter 
County, AR; change class: C2 (per docket #90- 
598). Action Feb. 26. 

Ocilla, GA WSIZ -FM 98.5 mhz-Granted app. of 
Osceola Communications Inc. (BMPH- 9108131L) 
for mod. of CP (BPH- 870930MG) to change ERP: 
4.3 kw (H &V), ant.: 110 m.: TL: .14 km E of Hghwy 
129. 2.2 km S of Ben Hill; Irwin County Line. Near 
Ocilla. Irwin County, GA. Requests section 73.215 
processing. Action Feb. 26. 

Waynesboro, GA WAGW(FM) 107.1 mhz - 
Granted app. of Clifford Jones (BPH- 911107ID) for 
mod. of CP (BPH- 890427MI as mod.) to change 
ERP: 25 kw H &V; class C3, and add directional 
antenna (per docket #90 -536). Action Feb. 26. 

Newton, IL WIKK(FM) 103.5 mhz -Granted app. 
of S. Kent Lankford (BMPH- 9110311F) for mod. of 
CP (BPH- 880727MI as mod.) to change ERP: 25 
kw (H &V): TL: 2.2 km from Rose Hill, IL, at bearing 
of 95.7 degrees, change to class B1 (per MM dock- 
et 91-123). Action Feb. 28. 

Ellettsville, IN WZYG(FM) 105.1 mhz-Granted 
app. of Katieco Inc. (BMPH- 910123ID) for mod. of 
CP (BPH- 880725MH) to change ERP: 6 kw H &V. 
Action Feb. 25. 

Keokuk, IA KOKX -FM 95.3 mhz- Forfeited CP 
(BPH -880505NU) of W. Russell Withers. Jr. for CP 
to change ERP: 50 kw H &V: change freq.: 96.3, 
change class' C2' change ant.: 150 m.: change TL: 
SW quarter of SE quarter of section 9, township 65 
north, range 5 west; Jackson Township; Lee Coun- 
ty, IA. Action Feb. 26. 

Golden Valley, MN KORS(FM) 92.5 mhz -For- 
feited and cancelled apps. of KQRS Inc. (BPH -8501 
and BMPH- 15099). Action Feb. 27. 

Minneapolis KLXK(FM) 93.7 mhz- Forfeited and 
cancelled app. of Entertainment Communications 

Inc. (BPH- 10187). Action Feb. 27. 

Minneapolis KSJN(FM) 99.5 mhz- Forfeited and 
cancelled app. of Minnesota Public Radio (BPH - 
9511). Action Feb. 27. 

Richfield, MN KDWB(FM) 101.3 mhz- Forfeited 
and cancelled apps. of Midcontinent Radio (BPH - 
9153 and BMPH- 1475). Action Feb. 27. 

St. Paul, MN KEEY -FM 102.1 mhz -Forfeited 
and cancelled apps. of Malrite Communications 
(BPH -9094 and BMPH -14547). Action Feb. 27. 

Cleveland, MS WMJW(FM) 106.9 mhz -Granted 
app. of Carol B. Ingram (BPH- 9110301E) for CP to 
change ERP: 25 kw (H &V); ant.: 100 m.; TL: locat- 
ed 18.8 km, NNW of Cleveland, MS, on MS Hwy 
32; change freq. from 106.9 to 107.5; change to 
class C3 (per MM docket #89 -415; change commu- 
nity of license from Cleveland to Rosedale, MS. 
Action Feb. 27. 

Bonne Terre, MO KDBB(FM) 104.3 mhz- Grant- 
ed app. of Zindy Broadcasting Inc. (BMPH - 
9111071L) for mod. of CP (BPH- 9011051A) to 
change ERP: .785 kw H &V, ant.: 192 m., TL: 3 
miles NE of Bismarck, MO, on existing tower near 
top of Simms Mountain. Action Feb. 24. 

Broken Arrow, OK KCMA(FM) 92.1 mhz -For- 
feited and cancelled CP (BPH- 707071A) of KCMA 
Inc. for CP to changes ERP: 2.25 kw (H &V); ant.: 
114 m. (H &V); TL: 6650 E 61st Street, Tulsa. Action 
Feb. 26. 

Nowata, OK KRIG(FM) 94.3 mhz -Granted app. 
of KGBH Radio Group (BPH- 9109171E) for CP to 
change ERP: 3.5 kw (H &V), ant.: 132 m.; TL: 7 
miles W AND 2 miles N of Nowata. Action Feb. 26. 

Giddings, TX New FM 1600 khz -Granted app. 
of Radio Lee County (BP- 900405CA) for CP: ERP: 
.50 kw -.25 kw -DA -2; hrs of oper: unitd; TL 6.7 km 
ESE of Lee County Courthouse 62 km south of US 
Hwy 290, Giddings, TX; SL -RC to be determined: 
Giddings. TX: 30 09 56 - 96 52 16. Action Feb. 25. 

Mineral Wells, TX KYXS -FM 95.9 mhz -Dis- 
missed app. of Jerry Snyder and Associates Inc. 
(BMLH- 900409K1) for mod. of license to increase 
ERP: 6 kw (H &V) (per docket #88 -375). Action 
Feb. 28. 

Broadway, VA WLTK(FM) 95.5 mhz -Cancelled 
app. (BMPH -88052016) for Massanutten Broad- 
casting Co. Inc. for mod. of CP (BPH- 860505M1) to 
change ERP: .33 kw (H &V); ant.: 305 m.; TL: Little 
North Mountain, 1.2 km, 305 degrees from Zion Hill 
Church, northwest of Singers Glen, Rockingham 
County, VA. Action Feb. 26. 

ACTIONS 

Oroville, CA Denied Golden Eagle Communica- 
tions Inc. and Golden Feather Broadcasting Corp. 
reconsideration of an earlier action affirming staff 
action returning as unacceptable for filing Golden 
Eagle's application to assign CP of KCEO -TV to 
Golden Feather. (By MO &O [FCC 92-41] adopted 
January 30 by Commission.) 

Bowling Green and Elizabethtown, both Ken- 
tucky, and Ferdinand, IN Ordered Daily News 
Broadcasting Company, licensee of WDNS(FM) 
channel 252A, Bowling Green, KY, to show cause 
why its license should not be modified; to specify 
operation on channel 227A in lieu of channel 252A; 
response due April 27. (MM Docket 90 -535, by 
OSC [DA 92 -235] adopted February 25 by Assis- 
tant Chief, Allocations Branch.) 

Hardinsburg, KY Denied Robert M. Mason re- 
consideration of R &O allotting channel 282A. (MM 
docket #89-516, by MO &O [DA 92 -231] adopted 
February 24 by Chief, Policy and Rules Division.) 

Vlrgie, KY Granted application of Kenneth Os- 
borne for new FM on channel 298A; denied corn - 
peting application of Hobart C. Johnson. (MM dock- 
et #91 -197, by ID [FCC 92D -181 issued February 
25 by ALJ Arthur I. Steinberg.) 

North Myrtle Beach, SC Affirmed decision to 
renew licenses of Ogden Broadcasting of South 
Carolina Inc., licensee of stations WGSN(AM)- 

WNMB -FM for short-term, and imposition of forfei- 
ture of $10,000 for violation of EEO rules. (By Corn- 
mission February 27, by MO &O [FCC- 92 -83] 
Report MM -581.) 

Charlottesville, VA Denied Lindsay Television 
Inc. reconsideration of final Commission decision 
which denied both Lindsay's application and com- 
peting application of Achernar Broadcasting Com- 
pany for new TV station on channel 64 at Char- 
lottesville. (MM docket #86-440. by MO &O [FCC 
92 -81] adopted February 26 by Commission.) 

Castle Rock, WA Set filing window for April 27- 
May 12 in case involving amendment of FM table 
for Castle Rock. (MM docket #91 -27, by Order [DA 
92 -233] adopted by the Assistant Chief, Allocations 
Branch.) 

CALL LETTERS 

Applications 

Existing AM 

WGVU(AM) WMAX Grand Valley State 
University; Kentwood, HI 

Existing FM's 

KBRD(FM) KQEM Monte Corp.; Seaside. OR 

WRVV(FM) WHP -FM Pennsylvania 
Broadcasting Assoc. Ill; Harrisburg, 
PA 

Grants 

New FM's 

WDAI(FM) 

WIVH(FM) 

WZJU(FM) 

WZJV(FM) 

WZJW(FM) 

WZJX(FM) 

KAGM(FM) 

KCLM(FM) 

New 1Y 

KMTX-TV 

Foisting AM's 

KBID(AM) 

KBSU(AM) 

KCPX(AM) 

KGLW(AM) 

KHNR(AM) 

KSSM(AM) 

KWHI(AM) 

KYYG(AM) 

WEZI(AM) 

WIOB(AM) 

WJIG(AM) 

WPXY(AM) 

WTHB(AM) 

Carocom Media; Pawleys Island, 
SC 

Gospel Media Institute Inc.: 
Christiansted, VI 

Steamboat Radio Partners: 
Wauseon, OH 

Applachian Broadcasting Co.; 
Glencoe, AL 

Voice of Calvary Ministries; Norris 
City, IL 

Miami Valley Commun. Inc.; 
Englewood, OH 

Lenora Alexander; Strasburg, CO 

Charlotte McNaughton: Newport, 
OR 

XMTR Inc.; Roseburg, OR 

KBAD Southpaw Communications 
Inc.; Bakersfield, CA 

KUCL Idaho St. Bd. Ed. (Boise St. 
Univ.); Boise, ID 

KUTR Price Broadcasting 
Company; Salt Lake City 

KATY ROGGLO Communications; 
San Luis Obispo, CA 

KORL Coral Communications 
Corp.; Honolulu 

KTUN Cutler Productions Inc.; 
Santa Barbara, CA 

KTTX Tom S. Whitehead Inc.; 
Brenham, TX 

KYNG Calegon Broadcasting Inc.; 
Coos Bay, OR 

WODZ Keymarket 
Communications; Memphis 

WNRS Mediabase Research Corp.; 
Saline, MI 

WDFZ NRS Enterprises Inc.; 
Tullahoma, TN 

WKQG KISS Ltd.; Rochester, NY 

WFXA Davis Broadcasting Inc.; 
Augusta, GA 
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Fifth s Estater 
PERRY MENDEL SIMON 

With perhaps the most tumultu- 
ous years in the network 
broadcasting business ahead, 

Perry Simon, executive vice president, 
prime time programs at NBC Enter- 
tainment, says one sure way to fall 
behind in the marketplace is to allow 
yourself to be dictated to by the forces 
of change rather than meet changes 
with a clear-cut plan. 

"The continued fragmentation of 
the marketplace has made it a greater 
challenge than ever before for the net- 
works to program shows to attract an 
audience. It's gotten so much more 
competitive. But on the flip side, it 
makes the programers have to take 
more risks, and challenges us to put on 
more shows that make people talk and 
take' notice. In 1980, it was easier to 
be safe and more reactive. In 1992, 

the networks have to take risks." 
Simon credits his choice of careers 

to two influences, "one real and the 
other whimsical." The real influence 
was that of his older brothers: Jeff 
Simon is a producer and director for 
ABC's Good Morning America, and 
David is a former president of 
NATPE. "The influence I call whim- 
sical is that my grandfather opened 
one of the first theater chains in Aus- 
tralia, so I like to think I have cellu- 
loid in my blood," he says. 

In between graduating from Stan- 
ford and beginning work on his MBA 
from the Harvard Business School, Si- 
mon spent a summer as a management 
trainee at Harte- Hanks -owned KENS- 
TV San Antonio. Working in all areas 
at the station, Perry says programing 
was clearly his favorite. "After that, 
there was no doubt about what I want- 
ed to do." 

Immediately after Harvard, Simon 
joined NBC as a programing associate 
in the comedy department with War- 
ren Littlefield as his first boss. "The 
bulk of my career was spent under the 
aegis of Brandon Tartikoff. When I 

first came here, Fred Silverman was in 
charge of NBC, and since that time 
I've seen Grant Tinker take over and 
I've been fortunate to see the growth 
of NBC, not only from a ratings stand- 
point but in the public's awareness of 

the network and its programing." 
Indeed, just as dramatic as the as- 

cension of NBC in the mid- 1980's are 
the efforts being un- 
dertaken by the en- 
tertainment depart- 
ment and Simon to 
keep NBC competi- 
tive in a time of tran- 
sition. In the early to 
mid -'80s, many of 
the network's sched- 
uling decisions were 
met with skepticism, 
including the sched- 
uling of The Cosby 
Show. Today NBC is 
weeding out many of 
the shows that fueled 
the network's 
growth, while weav- 
ing in new series 
they hope will be the 
foundation for the 
future. 

"There's no question, with the 
enormous success that we enjoyed 
during the '80s we were inevitably 
going to reach a point where certain 
programs we had become very at- 
tached to emotionally and creatively 
were going to have to hit the end of 
their runs. The timing of that is always 
a tricky proposition. In the case of 
Cosby, I think Bill [Cosby] and every- 
one felt it was time. In the case of 

Matlock and In the Heat of the Night, 
those shows had taken on a demo- 
graphic profile that made it too diffi- 
cult for us to continue based on the 
cost of that show and based on the 
demographic audience our advertisers 
are trying to reach. So we took a 
chance to bank on the future." 

Simon is excited about "where we 
stand with the new generation of 
shows that are still climbing." In that 
group he includes Seinfeld, Law & 
Order, Quantum Leap, Blossom and 
Fresh Prince of Bel Air. 

On a broader canvas, Simon points 
to new approaches to the business he 
considers essential for a network in 
1992. He expects to see more alliances 
among broadcast outlets, with closer 
relationships between affiliates and 
network divisions in terms of pro- 
graming interactions. 

On an external level, "we're broad- 
ening our net every 
day with people we 
talk to and deal with. 
We're talking to in- 
dependents and ca- 
ble companies." He 
notes NBC has held 
conversations with 
several cable pro- 
gramers for co-de - 
velopment projects 
similar to the deal 
between ABC and 
Nickelodeon in 
which Hi Honey, I'm 
Home aired on both 
the network and the 
cable channel. 

"We've also been 
challenging a lot of 
scheduling assump- 
tions. The way we 

just ran 'Back to the Future IH' and 
'Kindergarten Cop' twice in one week 
wound up a win for the network, for 
the affiliates and the advertisers. That 
was something [double running] that a 

few years ago people would have 
thought was heresy. 

"It's all new. The bottom line is, 
it's very exciting to look at the chal- 
lenges and to say: 'Here's an opportu- 
nity to break new ground.' " 

Executive VP, prime time 
programs, NBC Entertainment, 
Burbank; b. Mardi 5, 1955, San 

Francisco, Calif.; BA, Stanford 
University, 1977; MBA, 
Harvard Business School, 1980; 
management trainee, Kn1S -W, 

San Antonio, Tex., 1977; 
programing assodate, NBC 

Entertainment, 1980 -81; manager, 
comedy development, 1981- 
82; director, comedy development, 
198244; VP, creative affairs, 
NBC Productions, 1984-85; VP, 
comedy development, 1985- 
86; VP, drama programs, 1986 -88; 
senior VP, series programs, 
1988 -90; current position since 
1990; m. Susan Kaplan, Jan. 3, 
1982; children: Julia, 4, Ian, 2. 
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Fates Fortunes 

MEDIA 

Adam Ware, director, affiliate re- 
lations, West -Central region, Fox 
Broadcasting Co., Los Angeles, 
named VP, affiliate relations, West - 
Central region. 

Ware Goodwill 

John C. Goodwill, formerly with 
CBS Radio, joins Independence 
Broadcasting Corporation, owners 
of nine radio stations, Norwalk, 
Conn., as president and CEO. 

Cathy Gamble, director of admin- 
istration, KMOX(AM) St. Louis, named 
acting general manager, replacing 
the late Robert Hyland ( "Fates & 
Fortunes," March 9). 

J.D. Freeman, general manager, 
KMLE(FM) Chandler, Ariz. (Phoenix), 
and Mike Crusham, general man- 
ager, WWSW -AM -FM Pittsburgh, ap- 
pointed corporate VP's by parent 
company Shamrock Broadcasting 
Inc., Burbank, Calif. 

David Zaslav, VP, business affairs 
and general counsel, CNBC, New 
York, adds duties as VP, business 
development, NBC Cable. 

Wayne Barnett, VP and general 
manager, wTMJ -Tv Milwaukee, named 
VP of development, WTMJ Inc. 

Mark Hubbard, senior VP, radio, 
Osborn Communications Corp., New 
York, named executive VP, broad- 
casting. 

Paul E. Rose, executive VP, Max- 
well /Macmillan's Information Ser- 
vices Group, joins Landmark Com- 
munications Inc., Norfolk, Va., as 
VP. 

Joe Macione Jr., station manager, 
WCYB -TV Bristol, Va., named execu- 
tive VP and general manager. 

Tristan Richards, sales manager, 
WKTS(AM) Sheboygan, Wis., named 
general manager and general sales 
manager. Fred Nagle, news director, 
WKTS, named operations manager. 

Edward W. Santee, general man- 
ager, KHUM(FM) Ottawa, Kan. (Tope- 
ka), joins KJLA(AM) Kansas City, 
Mo., as VP and general manager. 

SALES AND MARKETING 

Christopher Larcade, production 
assistant, A Current Affair, joins 
WPGH -TV Philadelphia as account 
executive. 

Mike Kincaid, VP, sales, Prime 
Ticket Network, Los Angeles, named 
senior VP, sales. 

Marissa Rudman, from MMT 
Sales Inc., and David Rose, from 
ESPN Inc., join WGN -TV Chicago 
as account executives. 

Jeff Chardell, sales manager, 
WMAG(AM) Chicago, rejoins 
WBBM(AM) there as general sales 
manager, succeeding Robert 
Houghton, who resigned. 

Marc Rayfleld, sales manager, wiP 
(AM) Philadelphia, joins KYW(AM) 
there in same capacity. 

Bill Storms, local sales manager, 
KHQ -TV Spokane, Wash., named gen- 
eral sales manager. Larry McDan- 
iel, executive producer, production 
department, KHQ -TV, named pro- 
motion manager. 

Kelley Coates, intern, DDB Need- 
ham, McLean, Va., named account 
coordinator. 

Carrie Kaufler, sales assistant, 
Katz Communications, Los Angeles, 
joins WKLx(FM) Rochester, N.Y., 
as account executive. 

Cindy Hansen, director of sales 
and marketing, Airport- Hilton, El 
Paso, joins KTSM -TV there as ac- 
count executive. 

Pat Kelly, account executive, 

KAZY (FM) Denver, joins KYMS(FM) 
Santa Ana, Calif., as director of re- 
tail marketing. 
Stephen F. Rollison, corporate 
VP, TV news services, News -Press & 
Gazette Co., broadcast division, 
joins BAF Communications Corp., 
Tucson, Ariz., as regional sales 
manager. 

Andy Reeves, general sales man- 
ager, WEMT(TV) Greenville, Tenn., 
joins WNOX(FM) Jefferson City, 
Mo. (Knoxville), as general sales 
manager. 
Angela Betasso, recent graduate, 
Seltel's training program, named ac- 
count executive, Seltel, Dallas. 

Jan Ahearn, from Citation Insur- 
ance, joins KXBX -AM -FM Lakeport, 
Calif., as account executive. 

Greg Scirrotto, local sales manag- 
er, WKSZ(FM) Media, Pa., named gen- 
eral sales manager. 

Appointments at TeleRep, New 
York: Tom Cassaro and Randy Cul- 
pepper, from Seltel, named ac- 
count executives, tigers team, and 
Brendan Kelly, from Petry, named 
account executive, wildcats team. 

Milton C. Clipper, from Design 
Concept advertising agency, joins 
WHMM(TV) Washington as director 
of marketing, development and cre- 
ative services. 

PROGRAMING 
Alan Boyd, former director of 
broadcasting and network programs, 
TVS Television, London, joins 
Grundy Worldwide there as senior 
VP, Light Entertainment. 

David M. 
Fox, founder and 
CEO, David 
Fox and Asso- 
ciates Inc., 
joins Majestic En- 
tertainment 
Inc., New York, 
as president, 
succeeding the 
late Walter E. Fox 

Baxter ( "Fates & Fortunes," Jan. 
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20). Scott A. Hancock, VP and di- 
rector of international sales, Majestic 
Entertainment, New York, named 
managing director, international. 

Elizabeth A. Allen, from Rudin, 
Appel & Rosenfeld law firm, Los An- 
geles, joins Multimedia Entertain- 
ment, New York, as VP, business af- 
fairs and general counsel. 

Cindy Moser, director of human 
resources, Viacom Broadcast Group, 
New York, named VP, human re- 
sources. 

Karen Bonsignore, senior assign- 
ment editor, CNN, Los Angeles, 
named executive producer and 
managing editor, Showbiz Today, 
CNN. 

Alyce Myatt, executive producer, 
new show projects, Children's Televi- 
sion Workshop, New York, joins 
Public Broadcasting Service, Alexan- 
dria, Va., as director of children's 
programing. 

Cynthia Hudson Fernandez, from 
Univision Network, joins Telemundo 
Group Inc., Hialeah, Fla., as gen- 
eral manager, programing and promo- 
tions. J. Manuel Corvo, VP and 
general manager, WSCV(TV) Fort Lau- 
derdale, Fla. (Miami), joins parent 
company Telemundo Group Inc., New 
York, as VP, programing, produc- 
tion and promotion. 

Mark N. Dorf, from WXTR -FM 
Waldorf, Md. (Washington), joins Ba- 
ruch Entertainment, Washington, 
as VP. 

Teresa Elizabeth Koenig, produc- 
er, National Geographic Television, 
named supervising producer, Na- 
tional Geographic Specials, Studio 
City, Calif. Kathryn Pasternak, 
associate producer, National Geo- 
graphic Television, Studio City, 
Calif., named manager, specials de- 
velopment. 

Peter Fearson, producer, A Cur- 
rent Affair Extra and news director, A 
Current Affair, rejoins Inside Edi- 
tion, New York, as special projects 
producer. 

Sean Phillips, from WTHT(FM) 
Lewiston, Me., joins wzOK(FM) Rock- 
ford, Ill., as program director and 
air personality. 

Zeb Norris, air personality and inter- 
im production director, KRQR(FM) San 
Francisco, named music director. 

Bob Linden, former program di- 

rector, KIFM(FM) San Diego, Calif., 
joins WJZE(FM) Washington in same 
capacity. 

Jim Palmer, formerly with ABC, 
ESPN and WDCA -TV Washington, re- 
joins Home Team Sports, Bethes- 
da, Md., as play -by -play announcer. 

Jim Finnerty, anchor, Weekend 
Travel Update, News Travel Network, 
San Francisco, named managing 
producer. 

NEWS AND PUBLIC AFFAIRS 

Lou Dobbs, VP, managing direc- 
tor, CNN Business News, New York, 
named senior VP, CNN. 

Alter McGinnis 

Appointments at CBS News, New 
York: Allen Alter, deputy foreign edi- 
tor and senior foreign producer, 
named foreign editor, succeeding Al 
Ortiz ( "Fates & Fortunes," Feb. 
24); Marcy McGinnis, executive pro- 
ducer, CBS Newsnet, named depu- 
ty bureau chief, London, and director, 
CBS Newsnet, and Ellen Fleysher, 
reporter, WNBC -TV New York, named 
producer, Street Stories. 

Appointments at NBC News, New 
York: Beth O'Connell, supervising 
producer, Today, named senior 
producer; Bret Marcus, news direc- 
tor, WNBC -TV New York, named 
senior producer, program develop- 
ment; Mike Clancy, executive pro- 
ducer, and David Page, senior pro- 
ducer, A Closer Look with Faith 
Daniels, add duties as co- producers, 
Saturday Today and Sunday Today. 

Lynne Maimed, art director, 
WABC -TV New York, joins WNBC -TV 
there in same capacity. 

Gerald Smith, from WDTR(FM) De- 
troit, joins WTVS(TV) there as director 
of community development. 

David Duitch, from WKYC -TV 
Cleveland, joins KDFW -TV Dallas as ex- 
ecutive producer, special projects. 

Kevin McCarty, from KCRA -TV 

Sacramento, Calif., joins WMAQ -TV 

Chicago as general assignment re- 
porter. 

Loic Gosselin, North American 
manager, international relations, Vis - 
news, New York, named senior 
manager, international relations, Rio 
de Janeiro. Laura Brandt, news 
editor, Visnews, New York, succeeds 
Gosselin. 

Appointments at KOMO(TV) Seattle: 
Rob George, from KGTV(TV) San Die- 
go, named 6:30 p.m. director; Wil- 
lie McGrady, floor director and elec- 
tronic graphics operator, KOMO, 

named weekend director, and Jacques 
Natz, VP, news, WHDH -TV Boston, 
joins KOMO -TV Seattle as news direc- 
tor. Suzi Hedrick, formerly with 
KIRO -TV Seattle, joins KOMO -TV there 
as public affairs producer. 

Walker Campbell, assistant news 
director, KSLA -TV Shreveport, La., 
named news director. 

Ronda Rohde, from KNDU(TV) 
Richland, Wash. (Kennewick), joins 
KULR -TV Billings, Mont., as noon 
anchor. 

Rob Elmore, from WSMV(TV) 
Nashville, joins WHEC -TV Rochester, 
N.Y., as assistant news director. 
Jim King, from WBNG -TV Bing- 
hamton, N.Y., joins WHEC -TV as 
reporter. 

Beverly K. Kirk, from WBKO(TV) 
Bowling Green, Ohio, joins WLEX -TV 
Lexington, Ky., as weekend news 
anchor. 

Chris Huston, news director, KIVI 
(TV) Nampa, Idaho (Boise), adds du- 
ties as weathercaster. 

Dennis M. Kelly, from KARN(AM) 
Little Rock, Ark., joins KXL(AM) Port- 
land, Ore., as operations manager 
and news director. 

Jeff Flood, producer, KCOY -TV 
Santa Maria, Calif., joins KEYT -TV 
Santa Barbara, Calif., as executive 
producer. 

Anne Dorfman, legal affairs writ- 
er, San Francisco Daily Journal, joins 
KPBS -FM San Diego, Calif., as re- 
porter and producer. 

Steve Getty, sports anchor, CNN 
Headline News and CNN International, 
joins wx1A -TV Atlanta as sports pro- 
ducer. Sue Yanello, reporter, wTLV(Tv) 
Jacksonville, Fla., joins wxLA -Tv as 
general assignment reporter. 
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TECHNOLOGY 

Richard L. Jensen, from Oak 
Communications, San Diego, Calif., 
joins Hughes Communications, Los 
Angeles, as director of DBS informa- 
tion systems for DirecTv. 

Russell Bittner, director of sales, 
The Kenwood Group, joins Keystone 
Communications, New York, as di- 
rector of sales, Northeast region. 

Dan M. Merrill, regional technical 
support manager, Seagate Technol- 
ogy, joins Kaye Instruments Inc., 
Bedford, Mass., as field service engi 
neering manager. Marc A. Van - 
denbulcke, from Energy Sciences, 
joins Kaye Instruments as applica- 
tions engineer. 

Chris Mulroy, master control op- 
erator, woto(TV) Shaker Heights, 
Ohio (Cleveland), named master 
control supervisor. 

Hamid Heidary, director of engi- 
neering, C -COR Electronics Inc., 
State College, Pa., named VP, en- 
gineering. 

Michael Starling, senior engineer, 
National Public Radio, Washington, 
named director of technical opera- 
tions. 

Randy Starnes, colorist, Video - 
craft, Boston, joins Digital Magic, 
Santa Monica, Calif., in same ca- 
pacity. 

Ronald W. Butler, VP, sales, Pio- 
neer Communications of America Inc., 
joins Panasonic Broadcast & Televi- 
sion Systems Group, Secaucus, N.J., as 
Western region zone manager. 

Frederick A. Schaefer, formerly 
with IBM, joins Varian Associates Inc., 
Palo Alto, Calif., as marketing man- 
ager, microwave tube products. 

Appointments at Quantel, Darien, 
Conn.: Brenda Sexton, freelance ar- 
tist/designer, Los Angeles, named 

demonstration artist; Richard Alexan- 
der, from Sony Broadcast, named 
Northeast district sales manager, New 
York, and Martin Holmes, field 
service engineer, Quantel, Newbury, 
England, named New York region- 
al manager. 

David H. Tomlin, deputy director 
of communications, The Associated 
Press, New York, named director of 
new technology marketing department. 

Dale Wolters, chief engineer, 
WZZM -TV Grand Rapids, Mich., re- 
tires after 30 years with station. 

PROMOTION AND PR 

Grace Kim, senior promotion pro- 
ject coordinator, Chicago Tribune, 
joins CBS Radio Networks, New 
York, as manager, marketing and cre- 
ative services. Michael G. Tive, 
marketing consultant, MGT /Creative, 
joins CBS Radio Representatives, 
New York, as director of advertising 
and promotion. 

Carrie Stein, VP of development, 
Cosgrove/Meurer Productions, Bur- 
bank, Calif., named senior VP, 
creative affairs. 

Mark Magistrelli, former promo- 
tion producer and writer, WSTR-TV 
Cincinnati, joins wLwT(TV) there as 
topical news producer. Marilyn L. 
Stephens, programing coordinator, 
wLwT(TV), named traffic manager. 

Laura Fox, from Toyota Motor 
Sales and Nissan Motor Corp., joins 
Williams Television Time Inc., 
Santa Monica, Calif., as director of 
marketing and public relations. 

Appointments at WSTR-TV Cincin- 
nati: Jennifer Bucheit, executive as- 
sistant, and Jim Hazlett, program- 
ing assistant, named promotion writers 
and producers. Monica Hampton, 
receptionist, succeeds Hazlett as pro- 
graming assistant. 
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ALLIED FIELDS 

Al Rossiter Jr., executive VP, 
United Press International, Washing- 
ton, resigned to become assistant 
VP, Duke University, Durham, N.C., 
and director of university's news 
service. Steve Geimann, bureau 
chief, UPI, Washington, succeeds 
Rossiter. 

Rene Anselmo, Alpha Lyracom/ 
Pan American Satellite, Greenwich, 
Conn., Stanley S. Hubbard, Hub- 
bard Broadcasting Inc., Minneapolis, 
Sidney Metzger, formerly with 
Comsat, Washington, and Dr. Tad :a- 

hiro Sekimoto, NEC Corp., To- 
kyo, honored by Society of Satellite 
Professionals International, Wash- 
ington, and named to its Hall of Fame. 

Douglas S. Wiley, formerly with 
office of Congressman Thomas J. Bli- 
ley Jr., and son of Richard E. Wi- 
ley of Wiley, Rein and Fielding law 
firm, Washington, joins Telecom- 
munications Industry Association 
there as director of government re- 
lations. 

Dennis Swanson, president, ABC 
Sports, Daytime and Children's Pro- 
graming, elected chairman of Foun- 
dation for Minority Interests in Media. 

Steven D. Brill, president and edi- 
tor-in-chid, American Lawyer Media 
(operator of Court TV), New York, 
presented with Criminal Justice award 
for outstanding contribution in field 
of public information by New York 
State Bar Association criminal jus- 
tice section. 

Mary K. Ruskin, VP, Post News- 
week Cable, Phoenix, elected presi- 
dent of Arizona Cable Television 
Association. 

Pat Scanlon, sports director, New 
Jersey Network, Trenton, N.J., named 
Sportscaster of the Year by Nation- 
al Sportscasters and Sportswriters As- 
sociation. 

DEATHS 

John (Ted) Lyman, 61, manager 
of announcing, ABC -TV, New York, 
died of cancer March 2 there. Ly- 
man was 35 -year veteran of ABC, 
serving both radio and TV net- 
works and New York stations. He is 
survived by his wife, Peggy Anne. 
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Monday Memo 
"Bought intelligently, radio can 

perform any marketing function. " 
One of the hallowed truths we always hear about 
selling radio time is that radio should not be bought 
or sold on the basis of cost per point. That idea has 

always seemed like a "hollow" truth to me. 
Radio people would like to relegate cost -per -point buy- 

ing to the place they feel it really belongs- somewhere 
over in television. 

My selling friends -and I still have a few -love to tell 
buyers that our medium's currency is 

strictly "reach and frequency." And 
that "qualitative" information is some- 
how the unique coinage they must deal 
with in radio. 

In fact, the best buying decision is 
that which makes hard comparisons 
and draws on every bit of available 
information. Not only is there nothing 
wrong with "cost- per -point" evalua- 
tions, I don't know a better way to buy. 

In the mid- 1960's I was part of the 
team at Group W Radio that pioneered 
the original "reach and frequency" con- 
cepts. As part of that work we intro- 
duced "qualitative" into the buying and 
selling process. Yet even with these new 
tools for selling radio, cost, and specifi- 
cally cost per thousand (the reciprocal of CPP), remained 
important in the buying decision. Let me explain. 

Even if a buy were being calculated purely on "reach 
and frequency" estimates, we'd still have a need for "cost 
per point." Let's say, for example, that the buyer desires 
a 50 reach and 6 frequency; he or she would have to buy 
300 rating points. And let's assume the buy would require 
four stations, and, to make the buy easier, we buy 75 
points on each station (or any combination totaling 300). 

The question for the buyer then becomes: "How much 
should I pay for the audience on each of the four sta- 
tions?" This happens to be what we call "cost per point." 

Just like the lira in Italy, the franc in France or the 
pound in England, cost per point is our currency. And of 
the radio sellers I ask: What's wrong with it? 

Buyers must ask the question of the seller: "How much 
audience and how much does it cost ?" How else can they 
do their job? We ask that question for just about every 
product we buy -"What do I get, and how much will it 
cost me ?" That's exactly what we call cost per point in 
radio and what we'd somehow prefer not to deal with. 

But hold on, you say. Where does qualitative come into 
the mix? Well, if we express the audience in terms of 
product usage rather than audience demography, we then 
have cost -per -point beer drinkers or department store 
shoppers or frequent fliers instead of age -sex profiles. 

And if the goal is to reach 50% of the beer drinkers or 
shoppers or frequent fliers six times and that happens to 
require four stations, the situation is no different than that 
described above. Only this time the valuation is based on 
product consumption rather than pure demographics. 

This is exactly what our radio station does when we use 
television to advertise our product, "all news, all the 
time." We target certain TV programing along with the 

demo to reach the users of our product. 
We calculate the reach and frequency 
we'd like to achieve and buy rating 
points that will achieve that goal as 

inexpensively as possible, based on the 
cost per point. 

So who determines the "correct" 
cost -per -point pricing? It's a partly fac- 
tual, partly perceptual calculation 
based on historical trends in the mar- 
ketplace -and on the seller's ability to 
communicate the unique value of his or 
her station. 

In television (before zapping, at 
least) Simmons studies showed differ- 
ent attentive levels by daypart and pro- 
graming. Cost -per -point levels varied 
accordingly. Other variables were also 

taken into account, but cost and audience were logically 
established as the key buying criteria. 

Valuing all the different varieties of airtime is less than 
an exact science. It used to be, for example, that indepen- 
dent television stations were presumed to have less value 
or worth than a network -affiliated station. To be bought, 
the independent had to deliver a lower cost per point. 

In radio, the commercial environment usually sets the 
value and worth of a station -thus the different point 
values in play, or cost per point. An easy -listening station 
may turn up at one extreme, an all -news station at the 
other, with the clear indication that the buyer buys the 
ideal that all cost per points are not created equal. 

It thus becomes the sales rep's responsibility to demon- 
strate the value and worth of his (or her) audience -or 
commercial environment -which will then determine the 
cost per point of a particular station. 

That seems like a pretty good system to me. In fact, I 
can't see anything wrong with it. I'm only afraid that radio 
may be guilty of undervaluing radio as an advertising medi- 
um-and underpricing it accordingly. But that's a different 
issue than giving buyers a way to shop intelligently. 

If we're as good as we say we are in radio, we shouldn't 
be reluctant to give advertisers the kind of cost informa- 
tion they use to evaluate or judge television. Let's tell our 
story confidently and completely. 

A commentary by Roy Shapiro 
VP -GM, KvwAM) Philadelphia 
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C.T. "Terry" Robinson has re- 
signed as co- chairman and CEO 
(with Nick Verbitsky) and direc- 
tor of Unistar Communications 
Group, New York, effective im- 
mediately. Robinson, who will remain 
a shareholder in the company, said 
he resigned his position to pursue oth- 
er interests and investments in the 
broadcasting industry. Robinson's 
resignation was widely anticipated 
following Unistar's announcement last 
month that it plans to consolidate 
its western operations by relocating 
the format division -formerly Tran- 
star -from Colorado Springs to new 
facilities in Valencia, Calif., a Los 
Angeles suburb. 

Negotiations between the big - 
three networks and their affiliates 
over network/cable crossowner- 
ship took a turn for the worse last 
week as the NAB TV board voted 
unanimously to oppose any modifi- 
cation of the rules. Comments on 
the issue are due at the commission 
March 23. One of the major de- 
bates is said to be over a local market 
cap on cable ownership. One ob- 
server said the crucial factor in the 
NAB vote is that it essentially takes 
the NAB out of play on the issue. The 
association said its comments on 
the matter should reflect the fact that 
there are differing points of view on 

crossownership and that adequate 
safeguards must be adopted. Talks 
between affiliates and networks may 
take on an even greater urgency 
with the news that Capital Cities /ABC 
Inc. is said to have looked at in- 
vestment opportunities in cable sys- 
tems. 

Capital Cities /ABC said last week 
it would no longer accept advertis- 
ing from basic, advertiser -sup- 
ported cable networks, including 
those in which it has an owner- 
ship interest, such as ESPN, Life- 
time and Arts & Entertainment. "It 
does not benefit ABC to promote 
competing programing services," 
said an ABC spokeswoman. Changes 
are part of tightened advertising 
guidelines. 

Group W Television's five sta- 
tions signed with Nielsen last week. 
The group deal, which involves 
meters in some markets and diaries in 
others, will begin in November 
1992. 

House Copyright Subcommittee 
members Carlos Moorhead 
(R- Calif.) and Rick Boucher 
(D -Va.) have introduced a bill to 
allow wireless cable operators to 
continue carrying local broadcast 
signals by paying into the cable 

FOX TO CREATE BASIC CABLE SERVICE 
Fox Inc. shifted its cable efforts to the front burner late Friday by 
announcing a new Twentieth Television division, Fox Basic Cable, 

designed to develop and implement satellite -delivered program services 
for the cable TV industry. 

Heading the new unit will be Lawrence A. Jones, who most recently 
served as president of FNM Films, the made -for -TV movie company that 
produces films for Fox Broadcasting Co.'s Fox Night at the Movies. Prior 
to joining FNM, he spent two years as senior vice president of business 
affairs for Twentieth Television and held comparable positions at CBS 
and NBC. 

Jones said the division hopes to eventually launch one, or possibly two, 
basic cable networks as soon as possible. No immediate replacement for 
Jones has been named at FNM. 

NSS POCKETPIECE 

(Nielsen's top ranked syndicated shows for 
the week ending March 1. Numbers represent 
aggregate rating average /stations/% coverage) 

1. Wheel Of Fortune 15.5/224/97 
2. Jeopardy) 12.8/216/97 
3. Oprah Winfrey Show 12.6/225/99 
4. Star Trek 12.2/238/98 
5. Entertainment Tonight 8.8'188/96 
6. Married...With Children 8.6/17595 
7. Current Affair 8.5/174/94 
7. TV Net Movie 1 8.5/154/95 
9. Worldvlslon 1 8.4/141/93 

10. Wheel Of Fortune- wknd 8.O/193/86 
11. Cosby Show 7.9/207/97 
12. MGM Premiere Network IV ._ 7.7/158/93 
13. Donahue 7.3/22699 
14. Inside Edition 6.9/131/89 
15. WKRP In Cincinnati 6.523799 

compulsory license. The wireless 
systems do not qualify as cable sys- 
tems because they are not wired 
systems, the U.S. Copyright Office 
ruled last summer in recommend- 
ing that wireless cable no longer be 
eligible for the compulsory license. 
The language of the new Compulsory 
License Clarification Act, Boucher 
said, "is very broad and would en- 
compass any other form of tech- 
nology, which means telephone corn - 
panies when they finally get to offer 
the service, too." 

Showtime this summer will 
launch its long -awaited, low - 
priced premium cable movie 
channel, according to a company 
spokesman. 

NBC has decided not to renew its 
contract with the Arts & Entertain- 
ment Network for reruns of the 
Letterman show. Letterman had 
complained that the network failed 
to consult him on the deal. 

The bidding process for wol -Tv 
Des Moines has been reopened, 
with questions raised about 
possible improper bidding in the 
initial process. The Iowa Board 
of Regents told the ABC affiliate's li- 
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censee, Iowa State University, to 
draw up guidelines for "reviewing new 
or revised proposals." The six ini- 
tial bidders were Broadstreet Commu- 
nications, Federal Broadcasting 
Co., Benedek Broadcasting, Grant 
Communications, Citadel Commu- 
nications and the Iowa Television 
Group (ITG). The Des Moines 
Register reported that Citadel and 
ITG, which had made the highest 
offers, traded charges that each had 
obtained inside information before 
submitting its final bid. 

House Energy and Commerce 
Committee Chairman John Dingell 
(D- Mich.) is among the congress- 
men who have acknowledged writ- 
ing overdrafts on accounts at the 
House bank. A crush of public opinion 
led the House to unanimously pass 
a resolution approving the release of 
the names of 296 members who 
wrote overdrafts during a 39 -month 
period before Oct. 31. The names 
and the number of bad checks written 
will be released during the week of 
March 23. According to an Associated 
Press list, Energy and Commerce 
Committee members who have al- 
ready admitted to writing overdrafts 
include Dingell, John Bryant (D- Tex.), 
Jack Fields (R- Tex.), Clyde 
Holloway (R -La.), Peter Kostmeyer 
(D -Pa.), Gerry Sikorski (D- Minn.), 
Jim Slattery (D -Kan.) and Gerry 
Studds (D- Mass.). 

Sales of MCA TV's fall 1993 off- 
network sitcom, Coach, have been 
recorded in 78 markets, includ- 
ing 45 of the top 50. The final top 10 
market closed was WSBK -TV Bos- 
ton. 

ABC will turn Stephen King's 
epic novel "The Stand" into a multi- 
part miniseries set to air during 
the 1992 -93 season. King will write 
the screenplay and serve as exec- 
utive producer along with Richard Ru- 

FRANKEL CRITICIZES PPV PROGRAMING 
Warner Bros. marketing vice president Eric Frankel sharply criticized 
top pay -per -view distributors Viewer's Choice and Request Televi- 

sion last week for stifling the growth of PPV with too much lackluster 
programing. The strongly worded criticism, delivered at a panel spon- 
sored by the Cable Television Administration and Marketing Society, New 
York chapter, on Thursday at Warner headquarters in New York, came as 
an apparent surprise to fellow panelists from Viewer's Choice and Re- 
quest. "Go to your pay -per -view network and ask: 'Why are you filling up 
the channels with unpopular programing ?' " Frankel told the audience of 
local cable operators. We think you should get on the phone and 
demand a movie -of- the -week schedule." Frankel called for PPV distribu- 
tors to adopt the same type of "continuous hits" schedule currently used 
by several operators that program their own PPV channels. Offering a 
limited number of big box office hits is more consumer -friendly than 
providing a wide variety of hits and misses, he said. 

"Why are we filling up a lot of the channels with small, unknown 
movies ?" asked Frankel. He similarly criticized the proliferation of small 
PPV events. You can't accept everything that's given to you." An indig- 
nant Bob Bedell, senior vice president of Viewer's Choice, retorted that 
"continuous hits" PPV programing has not been proven successful. We 
don't know why the continuous -hits format hasn't worked," he said. Some 
standalone operators have "shot themselves in the foot" with the format, 
he added. 

Bedell offered his own solutions for building PPV audiences, including 
99 -cent features designed to attract first -time PPV viewers. He said 
Viewer's Choice is currently working with the Hollywood studios to devel- 
op a 99 -cent features promotion for the fall. -n 

binstein, president, Laurel Enter- 
tainment. The miniseries will be 
produced by Laurel in association 
with Greengrass Productions Inc. 

Worldvision Enterprises will distrib- 
ute the project internationally. 

Billy, the half -hour comedy star- 
ring Billy Connolly, moves to the 
Saturday 8:30 -9 p.m. time peri- 
od effective March 21. Who's the 

Boss, currently in that time slot, 
moves to the 8 -8:30 slot. Losing out is 

Capitol Critters, on hiatus. 

According to a Capital Cities /ABC 
executive, the company has recently 
been considering an investment 
in Continental Cablevision, the Bos- 
ton -based MSO serving 2.5 million 

NBC STARTS IN -STORE AD NETWORK 
FBC has agreed to contribute its name, programing and marketing 

expertise to an in -store advertising network. Former FNN president 
Mike Wheeler is a consultant to NBC on the matter and said last week 
that the "NBC On -Site Media" network will consist of 15- second video - 
only segments of advertising and NBC- and CNBC -produced programing. 
Local advertising will also run and might be sold, said Wheeler, by NBC 
television network affiliates. NBC will establish a new subsidiary that will 
form a partnership with Fleming Companies, the nation's largest grocery 
wholesaler serving 4,800 stores in 36 states. Two other parties involved 
in the network are Silent Radio and Site -Based Media. -cr 

subscribers. The executive added 
that it was only one of many invest- 
ments the company routinely consid- 
ers. 

Richard J. Connelly, vice presi- 
dent, public relations, ABC Televi- 
sion Network, New York, an- 
nounced last week he is retiring from 
the company on April 3. Connelly is 

a 26 -year veteran of ABC, joining as 
manager of news /public relations 
in 1965. He had earlier stints at Wes- 
tinghouse Broadcasting and NBC 
News. 

Renaissance Communications 
refiled with the Securities and Ex- 
change Commission to offer 
stock in the privately held group own- 
er. Expected proceeds of roughly 
$34 million- assuming an offering 
price of $15 a share -would be 
used to repurchase $22 million in pre- 
ferred stock, mostly owned by con- 
trolling shareholder Warburg Pincus, 
and to reduce $13 ' million of bank 
debt. 
WGCV(AM)- WPLZ -FM Petersburg 
(Richmond), Va., was sold to Sin- 
clair Telecable for $1.4 million. 
The station, owned by Paco Jon 
Broadcasting, has been under re- 
ceivership since November. 
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE 

LET IT BE 

We think Ed Markey and John Dingell should get 
into the radio business. Preferably, the AM radio 
business. And then start learning from the inside 

out what it's like to make a living with LMA's. And to 
deal with overpopulation of the spectrum. And a lousy 
advertising market. And cutthroat competition. Then we'd 
like to see if they'd come back to Washington and try to 
stop the good -faith effort the FCC took last week to give 
radio a little relief. 

The way we see it, Markey and Dingell are living on 
another planet -one peopled by the High Dudgeons and 
the Righteousnesses. It's a lofty place, as high as Capitol 
Hill, and a great eminence from which to hurl their bolts 
at the FCC, the expert and supposedly independent agency 
that toils away in the gulley. Having only their preconcep- 
tions to work with, they issue such press releases as 
Markey's, declaring: "The commission has set a course 
intended to drive some broadcasters out of business or into 
bankruptcy...the commission has prescribed euthanasia to 
cure the common cold." 

What in fact has happened is that Chairman Alfred 
Sikes has crafted -honorably, patiently and against the 
tide -a new multiple ownership and duopoly policy say- 
ing that one owner could operate 30 AM and 30 FM 
stations nationally, up from the 12 -12 limit now in effect. 
The likelihood of great numbers of licensees reaching that 
level is minuscule, of course (only five groups now have 
over 20 stations total, and two of those are minority 
owned). Indeed, having a national cap is almost irrele- 
vant; the only reason it's there is to avoid a political 
backlash. 

Ironically, the FCC softened its multiple ownership 
approach and got the backlash anyway. We hope it's pro 
forma, and that once the headlines subside the politicians 
will go back to their overdrafts and let the FCC's action 
become the law of the land. As readers of this magazine 
are aware, many in radio don't think this is the ultimate 
solution anyway, and that somehow and at some time the 
FCC must address the basic issue of station overpopula- 
tion. Radio has long since passed the point when diversity 
could be the trump card every time the cards are dealt. 

COLOR THEM MISGUIDED 

The Director's Guild of America sent Martin Scorsese 
to Washington two weeks ago to lobby for H.R. 
3051 at a House Copyright Subcommittee meeting 

on the bill, the Film Disclosure Act, which would require 
that broadcasters, cable operators and videocassette dis- 
tributors affix a warning to "materially altered" versions 
of a film. The label would list the objections of the film's 
writers and directors to those alterations, which include 
colorizing (to make the movies more marketable to the 
reigning color -coded sensibilities) and pan- and -scan and 
time compression editing techniques (to make big- screen 
magic fit in a TV -sized box). 

If films were art unalloyed by commercial realities, 
writers and directors could do as they wish. But they are 
not. Movies are a collaborative effort of artist and busi- 
nessman to the dual end of making a dollar as well as an 
artistic statement. Movies are a rather malleable product, 
altered throughout their lives by writers, actors, directors, 
producers, studio bosses, TV station editors and others. 
Scenes are cut for budgetary as well as artistic reasons and 
endings changed to make them more commercially ap- 
pealing. 

Perhaps the actors should be given a label too, to 
register their complaints about how a scene was directed 
or scripted. Will the writers be given some space on the 
label to complain about the director's cutting of key lines? 
Beyond the impracticality of such labeling, there is the 
First Amendment issue, which was addressed by Mike 
Synar (D- Okla.) at the subcommittee meeting: "Can any- 
one guarantee me that this label would be the end of 
labels? What about those groups that desire other types of 
labels such as [indecency warning labels] often suggested 
by Senator [Jesse] Helms." He is right. It is a film can of 
worms that should not be opened. 

If the DGA members want to negotiate their movie 
contracts with labeling as an element, they are free to do 
so, but it is not the government's place to penalize distrib- 
utors in service of the DGA agenda. 
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TVB Headlines In Vegas! 
It's The One Conference You Can't Afford To Miss 

April 11 -12 for TVB, and April 12 -16 for NAB 
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Planning For Success In The '90s 

SATURDAY 
YOU WORK 
AND LEARN... 

FORECASTING...a peek at the new 
money from -- regional, automotive, 
retail, overall and... 

...political. Roger Ailes (luncheon 
speaker) television producer and 
former presidential media consultant, 
will include his insights on political 
advertising for the coming election. 

MONEY, MONEY, MONEY- - 
HOW TO GET IT! 
Creative selling ideas, new market 
research, how to get a larger share 
of national dollars, and how to work 
in a world of cable. 

AND 
SUNDAY YOU PLAY... 
TVB /NAB PRO /AM TENNIS & GOLF 

Play with tennis greats 
Jaime Fillol, Bob Lutz, 
Tom Gorman, Marty 
Riessen plus FCC 
Commissioners, Con- 
gressmen and their 
staffs. 

...AND WORK. 
THE PEOPLE BUSINESS 
Recruiting, motivating and rewarding- - 
with a special inventive approach to self - 
motivation by C.W. Metcalf. 

A MISSION FOR THE FUTURE --TVB's 
take -home plans to promote Spot TV. 

Register for TVB and get NAB FREE 
Get two conferences for the price of one! 

And, save on airfare and time away from the office. 

Call 1- 800 -342 -2460 



Item N 

The NAB Engineering Handbook - - 

Pre -Publication Sale! Order Now and Save! 

Updated for 1992 and recognized 
as the "Standard of the Broad- 
casting Industry," the NAB 
Engineering Handbook has 
long been considered the most 
comprehensive technical resource 
available for the radio and 
television industry. The new 
Eighth edition continues that 
tradition. 

This highly acclaimed handbook 
is easy -to-use and provides 
valuable information on all 
aspects of broadcast engineering. 
Written by broadcast engineering 
experts, its seven sections are 
packed with useful tips and 
information. Not only will the 
handbook provide you invaluable 
technical information, but is also 
supported by our full -time staff of 
NAB engineers. 

The New NAB 
Engineering Handbook 
- - Eighth Edition: 

Assists stations in under - 

standing and complying with 
critical federal regulations. 

Has the latest information on 
proven state -of- the -art 
technology in use at stations 
today. 

Provides the best training 
resource available for 
broadcast engineers. 
Is a virtual encyclopedia of 
broadcast operating practices. 

Is the guide your engineers 
need to keep you on the air! 

Call Toll Free 
1- 800 -368 -5644 
9am -6pm Est. 

The handbook contains over 56 
broadcast related technical issues. 

The following is a complete 
listing of the seven main sections: 

Procedures and Practices 

Antennas and Towers 

Transmitters 

Program Transmission 
Facilities 

Production Facilities 

Remote Program Origination 

Tutorials and Special Systems 

The NAB Engineering Hand- 
book -- Eighth Edition is a must 
for anyone involved in the 
technical aspects of radio and 
television broadcasting. If there is 

ighth Edition 

one book you need to have on 
broadcast engineering, this is the 
book. Only available from the 
NAB. 

For Orders Received 
Before March 31,1992 

Publication Date: 1992 
Item #3496 
List Sale Price: $210.00 
NAB Member Price: $175.00 

For Orders Received 
After March 31, 1992 

Publication Date: 1992 
Item =3496 
List Price: $235.00 
NAB Member Price: $195.00 
Pages: 1,500 
(All orders shipped in April, 1992.) 

To order your copies of NAB Engineering Handbook -- Eighth Edition call toll -free 
(800) 368-5644 (9 am - 6 pm EST). In the Washington, DC area, call (202) 429 -5373 to 
charge your order to VISA, MasterCard, or American Express. Or, send in the order form 
below with payment. 

Mail this coupon to: 

NAB Services 
s 1771 N St. NW Dept. 390 

BROOMS= Washington, DC 20036 -2891 

For Faster Service ... Fax 202/775 -3515 
Phone Your Order: 1. 800. 368.5644 (or 202-429-5376) 

Check Enclosed 

MasterCard 

Acct. No. 

Signature 

Name Title 

Company 

Address 

City State Zip 

Phone 

Visa 

American Express 

Exp Date 

Engineering Handbook 8th Ed. 

Shipping and handling: 
Nonmembers (U.S.): $10.00 per book 
International $40.00 per book 

3496 

Price 

Subtotal 

Shipping & Handling 

D.C. Costomers, Add 6% sales tax 

Total 

There is no shipping charge for domestic NAB (U.S.) members. Add shipping 
and handling to all nonmember domestic and all member and nonmember 
international Orden. 

Sale Ends March 31, 1992! 390 


