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DUOPOLY DOMINATES RADIO 92

Paxson spins eight-station-per-market scenario, recommends AM home-shopping format

By Peter Viles
adio operators who gathered in
New Qrleans iast week for the
industry’'s annual convention
expressed a mixture of anxiety, confu-
sion and optimism about new owner-
ship fimits now governing the busi-
ness.

While sentiments about the new
rules were far from unanimous, the
topic dominated much of the NAB's
Radio Show, held Sept. 3-12 at the
New Crleans Convention Center.

if nothing else, it was clear that
most broadcasters feel the expanded
ownership limits, which increase the
number of stations a business can
own, will help the industry by allowing
it to cut some costs and consolidate.
Several times during pane! discus-
sions about the rules, broadcasters
broke into applause to express their
appreciation to the FCC, and particu-
larly to Mass Media Bureau Chief Roy
Stewart.

An intriguing vision of radio’s future
came from group owner Lowell “Bud”
Paxson, who painted a picture of eight
stations joined together under a single
roof in a joint sales venture.

In a short speech during a panel
discussion, Paxson made several
striking suggestions. First, he chal-
lenged AM-band operators to consid-
er turning their stations into over-the-
air retail outiets similar to the Home
Shopping Network, which he helped
found.

Then he suggested that his Florida
radio group will not stop growing
when it reaches its stated goal of four
stations in each of the state's four
major markets. He outlined a joint
venture between two mega-combos,
an eight-station shopping mall of radio
stations.

“Create a radio center, a facility to

house a lot of radio stations—the
ones you own and those of other own-
ers,” he said. “Share the benefits of
reduced rent, common engineers,
common receptionists, telephone sys-
tems, ftraffic systems, common stu-
dios producing around the clock.”

In addition to the obvious cost-sav-
ings, Paxson said such an arrange-
ment would enable the radio industry

to compete for advertising doHars that
now go elsewhere.

“Ihope we can take the blinders off,
stop competing for the 7% ot the ad-
vertising pie we now control and go

| get the other guys: television, news-

paper and the yellow pages.”
Paxson then took the scenario one

Continues on page 14
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5 IN-BAND WAGON GETS WHEELS

In-band, on-channel digital audio broadcasting
{a DAB service operating within the channel of a
currently operating radlo station) has emerged
as the overwhelming favorite method for DAB
conversion among broadcasters. USA Digital
(aiso known as Project Acorn) was the most
visible and advanced form of In-band, on-
channel In evidence at the radio convention in
New Orleans. The project, co-financed by
Gannett, CBS Radlo and other digital radlo
speclaity companies, demonstrated an AM
version of its system, which It has demonstrated
for FM for the past year-and-a-haif. USA Digital
developers sald the van (above) could be taken
out for a mobiie demonstration of the FM
system’s propagation “very soon,” but could not
predict when an AM moblle demo couid be held.
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VOLLEYING
OVER (BS,
NBC COMP
CONTINUES

By Steve McClellan

and Geoffrey Foisie

n al-day meeting between

CBS TV network executives

and affiliate representatives
adjourned last week without resolving
fundamental issues between the two
parties. So far, the network has been
adamant about not lessening the $20
million cut in cash compensation it
proposed several months ago to take
eftect in January. And some affiliates
still object to the idea of cuts. Mean-
while, NBC and members of the net-
work’s affiliate advisory committee
continued talks last week regarding a
restructuring of compensation
payouts for 1993.

At least some CBS discussions are
expected to continue this week.
Those present at the Chicago meet-
ing included president of affiliate rela-
tions, CBS TV Network, Tony Malara;
affiliate chairman, Mick Schafbuch,
general manager of KOIN-TV Portland,
Cre., and chairman-elect, Cathy
Creany, general manager of wTvH-Tv
Syracuse, N.Y.

As reported last month (BROAD-
CASTING, Aug. 17), NBC wants to re-
duce cash payouts by up to 15% to
20% (smaller cuts for smaller-market
stations) in exchange for inventory. In
a recent development, NBC has pro-
posed to earmark revenue for what
sources on both sides described as
cash “bonuses” for stations able to
“grow" certain network dayparts, in-
cluding prime time, daytime and eve-
ning news. Also on the table is a pro-
posal to earmark some comp dollars
for on-air promotion.

But with the current economy, sta-
tion executives say it is pretty clear
most NBC affiliates will face a net re-
duction in compensation next year.
“It's a pretty good supposition,” said
Jim Waterbury, president and general
manager, wwwu(Tv) Waterloo, lowa.
"The question is how much, and we
just don't know at this point.” (]

VISIONS OF
DUOPOLY / 4

Broadcasters, both
anxious and optimistic
about the new radio
ownership limits, see
consolidation and

cost cutting as the most
likely outcomes.

CABLE BILL READY
FORVOTE / 6

House-Senate
conferees agreed last
week on a cable rereg
bill with retransmission
consent a key

feature. A vetois
considered likely.

: % ‘I' :
Shannen Doherty of
‘90210," launching in
broadcast syndication
next fall (p. 24)

SYNDICATION
LAUNCH FOR
90210’ / 24

Rep sources predict
Worldvision Enterprises
could generate
$300,000-$500,000 per
episode in cash and
barter revenues for
Beverly Hills, 90210 in
broadcast syndication
next fall. The

company has closed

independent station
deals in five of the top 10
markets.

LIFETIME/AB(
TEAM FOR
SPECIAL / 29

Lifetime tomorrow
night will present Seize
the Power, an election
special produced in
collaboration with

ABC News.

DIGITAL
CERTAINTY / 31

The first independent
documentation of the
performance of a

digital HDTV system—
General Instrument’s
DigiCipher—is ready for
FCC evaluation, and

Gl confidently predicts
the North American
standard will be digital.

RADIO’'S
PERSONAL
TOUCH / 36

Still contending that
Arbitron "is the best
thing we've got,”
attendees at an NAB
Radio Show session
extolled the benefits of
building listener
databases to allow
personalized direct-
mail efforts.

NBC CROSS OVER
ROSSOWNERSHIP / 42

NBC complained to
the FCC that the terms
of its relaxation of the
ban on network-cable
crossownership,
which cap a network’s
interest at 50% of
homes passed, will

J
!

Lynn Sherr hosts !
Lifetime/ABC election
special (p. 29).

effectively keep the
networks out of the
business. l

PEDDLING
PERKS / 45

Many TV stations find
that dangling Caribbean
cruises and ski trips
before big advertisers
can boost sales, but
some are skeptical
about the practice’s
long-term impact.
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TOP OF THE WEEK

\: CABLE REREG BILL HITS HOME STRETCH

Version emerging from conference contains retransmission consent,
is expected to pass this week; veto still looms

By Harry A. Jessell
ouse and Senate conferees
last week sent a regulatory ca-
ble bill including a broadcaster-
backed retransmission-consent provi-
sion back to their respective

chambers for likely final passage this |

week.

But the prospects of the measure
becoming law remained as murky as
ever as the threat of a presidential
veto continued to loom large.

The inclusion of retransmission
consent in the reconciled legisiation is
a triumph for broadcasters led by the
National Association of Broadcasters
and CBS.

“This action mirrors our long-held
goal of leveling the playing field be-
tween broadcasters and cable,” said
NAB President Eddie Fritts. “This also
will help guarantee that consumers
will continue to have access to strong
local television stations.”

The provision entitles broadcasters

| to negotiate with local cable systems
for carriage fees, thereby opening up
for TV stations the long-sought-after
second revenue stream. Stations too
weak to demand payments will be
able to demand free carriage under
! the must-carry component of the pro-
vision.

A veto, which the Bush administra-
tion has repeatedly threatened, is now
cable’s best hope of derailing the leg-
islation it believes is overregulatory
and crippling.

That hope was bolstered by reports
that Senate Minority Leader Robert
Dole (R-Kan.), in a White House
meeting with the President last
Wednesday, said he is committed to
mustering the 34 votes needed to
sustain a veto in the Senate.

Under the aegis of the National Ca-
ble Television Association and state
cable associations, between 300 and
400 cable executives went to Wash-
ington last week to make personal ap-
peals for votes against final passage

and for sustaining a veto. They ap-
peared in Capitol Hill offices as con-
gressmen were being bombarded by
calls and letters stirred up by the in-
dustry’s massive media campaign
against the bill.

How successful the effort was will
become evident this week when the
legislation returns to the House and
Senate for final consideration. *In the
end, the only thing that counts is
votes,” said NCTA President Jim
Mooney.

But Mooney was at least confident
cable’s message was finally getting
through. “There's a rapidly growing
awareness of the degree to which this
has been loaded up [for special inter-
ests],” he said. If the bill had just ad-
dressed rates and services, he said, it
would have moved through Congress
“like a streamroller over daisies.”

The bill’'s managers were offering
no clues last week on how they would
proceed, but cable lobbyists were ex-

| pecting the measure to hit the House,

H ow effective has cable’s
advertising and  bill-
stuffer campaign against the
cable legislation been? Ef-
fective enough to cause four
congressional  proponents
of the measure to mount a
counterstrike iast Thurs-
day—a day after the bill was
reported out of conference.

Accusing cable of con-
ducting a “misinformation™
campaign, (I-r) Senators
Slade Gorton (R-Wash.)
and Joseph Lieberman (D-

CONGRESSMEN TAKE AIM AT CABLE’S ANTI-REREG CAMPAIGN

and encouraging competi-
tion, will at ieast hold down
future increases. Since de-
regulation, they said, rates
have risen at three times the
inflation rate.

In addition to taking on
cable’s claims in floor
speeches, the congress-
men said they would circu-
late a letter to their col-
leagues advising them on
how to reply to constituent
concerns raised by cable’s
campaign and urging them

Conn.) and Representatives Jim Cooper (D-Tenn.)
and Christopher Shays (R-Conn.) told reporters at a
Capitol press conference they were mounting their
own campaign to refute cable’s assertion that the leg-
islation would drive cable bills up, not down. “For the
cable industry to claim it's coming to the rescue of
American consumers is like a shark claiming it's com-
ing to the aid of a drowning man,” said Lieberman.
Cable’s effort is a “desperate last-minute attempt to
deceive the American people,” Cooper said.

Confrary to cable's “mistruth in advertising” efforts, the
lawmakers said the legislation, by regulating basic rates

to speak out and cast their vote in support. Gorton said
he is looking forward to answering the cabie-generat-
ed mail. He said he is “quite confident” nine out of 10
will agree with him the bill is good for consumers.

The quartet acknowledged that the retransmission-
consent provision, which would entitle broadcasters to
payment from operators, would create a new cost for
operators. But Lieberman said other provisions of the
bill would insure a “net savings™ for consumers.

“Let's not be fooled by the cable industry’s phony
statistics,” said Gorton. “I'm convinced [the bill] will mean
lower rates and better service for all cable users.” —HAJ
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in reasonable public debate.”

the story and tell it fike it is.”

I journalistic ethics and integrity.”

WIRTH ON NAB MEMO: ‘BEYOND THE BOUNDS’
s enator Tim Wirth {D-Colo.) charged the National Association of Broad-
casters last week with urging TV stations to violate their public trust by
airing stories aimed at winning passage of catie legislation.

Specifically, Wirth took issue with an NAB memorandum issued to its
membership urging them to encourage news departments to generate
news stories on the cable bill. The memo said stations have been “given
material for use by your news department” and urges broadcasters to
“tell it fike it is! Generate the news stories.” This, Wirth said, is manipula-
tion of the news and “may have gone beyond the bounds of participating

In response to Wirth’s charges, an NAB spokesperson said: “The cable
industry has seen fit to send out its cable fables to 37 million households.
All we ask in the memo is that news stations conscder telling both sides of

The memorandum, Wirth said, raises many questions including wheth-
er the broadcast networks participated in the development of this lobby-
ing tactic and whether the NAB disclosed to news departments the
broadcasters’ financial interest in seeing S. 12 anacted into faw. “Clearly,

~ the authors of the NAB memorandum do not place a high value on

—IF

where there is considerably more
support for the bill than in the Senate,
on Wednesday or Thursday. A big
House vote in favor might help build
support for subsequent Senate ac-
tion.

All the signals cable has received
from the White House in recent weeks
indicate the President is prepared to
| foliow through with his veto promise if
the industry and its Hill allies can line
up close to 30 votes against the bill on
final passage. The theory is that presi-
dential arm-twisting can pick up five or
six additional votes to secure a veto.
“We have a shot at this,” said Moo-
ney.

An aide to Senator Tim Wirth (D-
Colo.), a cable champion who is
closely monitoring the vote gathering
in the Senate, said Wirth is “more
sanguine about the prospects for a
veto and the ability to sustain it than
he was two and a half weeks ago.”

On the other hand, Senator Slade
Gorton (Wash.), one of the handful of
Republican enthusiasts for the bill,
told reporters at a Thursday morning
press conference (see box, page 6)
that “it is more likely than not the bill
will pass in its present form and the
President will not veto it.”

In deciding finally whether to veto
the bill, the President will have to
weigh the consequences for his re-
election campaign. The legislation is
portrayed by its proponents as pro-
consumer.

Opponents could make it easier for
the President if they can delay final

| passage until Sept. 23 and Congress
adjourns as planned on Qct. 2. That
would allow the President to exercise
the override-proof pocket veto by sim-
ply not signing the measure—an op-
tion available when a bill reaches the
President with fewer than 10 days to
adjournment.

A spokesman for Senator Conrad
Burns {(R-Mont.) indicated his boss
may try to filibuster. “Senator Burns
and other opponents will use whatev-
er Senate procedures are available to
slow the kill,” he said.

The bill's proponents have enough
votes to shut down a filibuster, but not
without sacrificing a valuable day or
two. Helping cable to line up in the
Senate will be the Motion Picture As-
sociation of America, whose studio-
members voted last Thursday to op-
pose the bill after failing to persuade
conferees- to amend the retransmis-
sion-consent provision to guarantee
Hollywood a cut of the proceeds
(“Closed Circuit,” Sept. 7). “The in-
dustry cannot allow its valuable copy-
rights to be so casually treated and
will fight side-by-side with opponents
of the bill,” said MPAA President Jack
Valenti.

Retransmission consent had been
part of the Senate bill (S. 12), but not
the House's (H.R. 4850). Cable and
Hoilywood fought it every step of the
way, but when it came up at the four-
hour conference last Wednesday eve-
ning, it passed unanimously by voice
vote with no debate.

Even House Energy and Com-

| merce Committee Chairman John

Dingell (D-Mich.), who had withheld
his support of the provision, finally
signed on. “It seems to be fully appro-
priate,” he told reporters.

But Dingell clearly continues to har-
bor doubts. Asked to comment on ca-
ble’s charge that the fees broadcast-
ers would charge would put upward
pressure on cable rates, Dingell said:
“Cable has been running ads saying
that this bill is going to do all sorts of
things. it may even be that they are
right.”

To reconcile the two versions of the
bill, conferees agreed on some 40
other provisions. And when all was
said and done, they had done little to
take the sting out of the bill for cable.

The conferees adopted in essence
the House's rate-regulation provision,
which empowers local authorities in
the absence of “effective competition”
to regulate rates for basic service.

With some minor adjustments, they
also accepted the House version of
the program-access provision. Under
that rule, program services in which
operators have a stake are restricted
in their ability to deny their services to
cable overbuilders and other cable
competitors such as wireless cable
and DBS. it also bans exclusive con-
tracts tor 10 years.

Eliminated from the bill, despite vig-
orous defenses by House Telecom-
munications Subcommittee Chairman
Edward Markey (D-Mass.), were
House provisions limiting foreign own-
ership of cable systems and permit-
ting rate regulation of championship
sporting events offered on a pay-per-
view basis.

Another House provision requiring
cable operators to install addressable
converters so consumers would have
more choice in selecting services was
watered down, at the request of Sen-
ate conferees, by doubling the compli-
ance time from five to 10 years.

The conferees agreed to grant a
limited number of low-power televi-
sion stations must-carry status, but
the details of that provision were left
to the staft to hammer out. They de-
cided to leave the question of whether
home shopping stations should enjoy
simifar status to the FCC.

Neither side had a vote count last
week it was willing to share or bank
on. An aide to Dole estimated that the
count was in the “low to mid 20's”
early last week before the conference
and the cable lobbying onslaught. =
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BATMAN, GOOFY SQUARE OFF

Syndicated showing is generally strong for debuting kids shows

By Mike Freeman

W

arner Bros. Domestic Televi-
sion Distribution's animated
Batman series may have
provided the Fox Children's Network
with its long-anticipated breakout pro-
gram. Meanwhile, Disney's Goof
Troop was coming on strong by
week’s end of its debut outing.
Broadcasters may also take com-
fort in the fact that of the syndicated
series to debut over the last two
weeks, all first-run strips posted
growth or held even with lead-in and
previous time period programing.
Some of Batman’s healthy 4.5 rat-
ing/11 share four-day average (NS,
Sept. 7-10) is attributable to the fact
that Batman airs in higher HUT level
post-5 p.m. time periods in 12 of its 25
Nielsen metered markets. Buena Vis-
ta Television's debut of the syndicat-
ed Goof Troop cartoon—with mostly

| 4-5 p.m. time periods—exhibited 29%
growth from its debut-day to day-four
ratings and turned in
an overall 3.9/9 av-
erage for the period.
By Thursday of last
week, Goof Troop
(4.3/11) was even
with Batman (4.3/11)
and beating the Fox
strip in 7 of 13 me-
tered markets where
the two meet head-
to-head at 4-5 p.m.
So far, Batman's

22% share boost over its lead-in pro-
graming (3.5/9) and 54% better than
July 1992 programing (3/7) in its time
periods on Fox affiliates.

Goof Troop's 3.9/9 four-day aver-
age held even with its Darkwing Duck
| lead-in (3.6/9) (also part of BVT's two-
| hour Disney Afternoon block) and

4.5/11 average is a anman makcs an enirance

13% better than previous July 1992
time period performances (3/9).

in adult program-
ing, Carsey-Wemer's
You Bet Your Life
triggered in 11 more
metered Nielsen
markets with a 6.2/13
second-week aver-
age (NSI, Sept. 7-
10), dropping 7%
from week-one debut
ratings (6.7/14). The
Bil  Cosby-hosted
game show's overall
6.4/13 two-week av-
erage (NSI, Aug. 31-Sept. 10) is still
8% better than its lead-in programing
(56.5/12) and 18% higher than July 1992
time period programing. Group W's
Vicki talk show strip held even in week-
to-week, lead-in and May 1992 com-
parisons with a 2.410 average last
week. [

COMCAST DEMONSTRATES NEW PHONE SERVICE

MSO says cable can implement advanced telecommunications at fraction of telcos’ cost

By Rich Brown

ultisystem operator Comcast
Corporation shared its vision
of cable’s future on Thursday
by rounding up reporters at its Phila-
delphia headquarters and demon-
strating the company’s ability to make
phone calls without the heip of local
telephone company facilities.

Comcast executives said it was co-
incidental that the demonstration of
the technology—which would offer
consumers a low-cost alternative to
their existing phone service—came at
a time of growing pressure to reregu-
late the cable industry. But company
representatives were quick to point
out the impact that reregulation could
have on such developing technology.

"If you overregulate cable in a way
that stifles the industry, you put inno-
vation like this at risk,” said Joseph
Waz, a company lobbyist who was on
hand for the demonstration. “This is to
add to the chorus that says not to be
short-sighted and to please have the
big picture in mind.”

| Comcast President Brian Roberts
| added that the company wants to
send a message to Washington law-
makers that cable could implement al-
ternative phone access with ad-
vanced telecommunications services
at a cost far lower than what it would
cost the phone companies to up-
grade. He said it would cost the cable
industry $25 billion-plus to put an ad-
vanced telecommunications system in
place, versus the estimated $300 bil-
| lion to $400 billion it would cost the
telcos to rebuild nationally with fiber.
Last Thursday’s demonstration
came approximately one year after
Comcast was awarded an experimen-
tal personal communications services
{PCS) license by the FCC. At present,
Comcast is somewhat limited in how
far it can go with the experiment. Ac-
tual PCS licenses are not expected to
be awarded by the FCC until some-

lation in many cases requires partial
use of the local telephone companies
in making phone calls.

| Unique to Comcast's technological

time later this year, and current regu- |

configuration was that it did not use
any traditional local telephone compa-
ny facilities here or abroad. Rather,
the demonstration integrated Com-
cast’s own wireless cellular telephone
system in Philadelphia; Eastern Tele-
t.ogic Corp., an alternative-access fi-
ber optic network in which Comcast
will acquire—subject to regulatory ap-
proval—a majority interest; Comcast's
experimental PCS service network
operating in conjunction with its Tren-
ton, N.J., cable system, and Cable
London, Comcast's joint cable televi-
sion-telephone system. Calls were
made to a hospital in Trenton, N.J.; a
car phone in Philadelphia, and the
overseas office of Cable London. The
sound quality was clear on all calls,
including two separate calls made to
L.ondon via fiber optic/copper twisted
pair and fiber optic/coaxial cable TV
technology.

Comcast, General Instrument Corp.
and Motorola Inc. spent between $1
million and $2 million in developing
the equipment used in the demonstra-

tion, according to Roberts. =
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expected to be syndicated |ater this year.

STERN IN MTV LIMELIGHT

Radio personality Howard Stern made
his MTV debut in style iast week, flying
onto the stage via a cable to present
the award for best heavy metal music
video to Metallica. Stern’s caostume,
which he wears In his upcoming movie
debut, was notable for Its rear
exposure. Stern, whose morning show Is
now heard In five of the nation’s top 10
markets, also did a broadcast from the
awards show, which took place at
UCLA’s Pauley Pavliion.

Hasting the awards ceremony was
Saturday Night Live's Dana Carvey, and
groups performing Included Guns 'n’
Roses (winner, MTV's Yanguard Award);
Red Hot Chlll Peppers (three awards)
and Nirvana (one award) and Michael

An edited version of the show is

Without such flexibility, the item
wouid have been a tough sell, espe-
cially to Commissioners Ervin Duggan
and James Quello, who are wary of
setling any schedule in stone.

The revised timetable is in re-
| sponse to the commission’s proposai
last April to allow broadcasters two
years to apply for an HDTV channel
and three years to get the channel on
the air once an HDTV standard is es-
tablished. With a standard expected
next year, broadcasters would have
until 1998 to get their HDTV channel
up and running and 10 more years to
turn in their current NTSC channels.

Convinced that the market for
HDTV will be slow in coming, and
fearful of making huge financial com-
mitments to a technology with an un-
known consumer demand, broadcast-

Y J | ers were outraged by the plan. The
cost of implementing an HOTV chan-

Message from commission: ‘We understand the hardship’

By Joe Flint

F lexibility is the buzzword at the

FCC as it prepares to announce
a revamped timetable for imple-
menting high-definition television.

Because broadcasters biasted the
commission’s decision last April to
give the industry five years to apply
and construct an HDTV channel, a
more relaxed plan is to emerge at this
Thurday's meeting.

“Reviews are built into the pro-
cess,” said one commission staffer,
adding that this is “a signal that we
understand the hardship [of conver-
sion] and we will cut you a break.”

Although the application/construc-
tion timetable is expected fo change
only slightly, several status reviews

| will be taken after each step to deter-
| mine whether the timetable is realis-
tic. As for the timetable itself, the com-
mission is expected to increase the
application period from two years to
three after an HDTV standard or a
final table of allotments (whichever
comes last) is established.

But late next year, the commission
will review whether six years is suffi-
cient for applying and subsequently
building HDTV. A review will follow
the application period and probably
the construction period to determine
how long and to what extent broad-
casters will have to simulcast pro-
graming on their two channels.

“This will allow us to make mid-
course corrections,” one FCC staffer
said of the new plan.

nel over several years has been esti-
mated at $5 million-$12 million.

The commission is also expected to
suspend the dual network rules to al-
low the networks to provide program-
ing exclusively for their HDTV chan-
nels. Still uncertain is how long
| broadcasters will be able to separate-
ly program the two channels before
they will be required to simulcast
100% of their programing. In the re-
port and order, the commission tenta-
tively concluded that a 100% require-
ment should be imposed no later than
four years after the application/con-
struction period has passed.

By requiring 100% simulcasting,
the commission said it will “give add-
ed impetus to advanced TV receiver
penetration by eliminating the need
for dual-mode receivers capable of re-
ceiving both NTSC and HDTV.” How-
ever, detractors argue the opposite
| case could be made as well: less si-
mulcasting, they say, could encour-
age the public to buy new receivers.m

buoroLY

Continued from page 4

step further, suggesting that, under
the new rules, a single broadcaster
could own four of the eight stations
outright and a large but noncontrolling
share of the other four, provided they
were minority-owned or small-busi-
ness startups. “The FCC has ap-
proved and will approve an invest-
ment in an entity within the same
market as yours as long as you have

no voting stock, no control over the
station,” he said.

The scenario drew a cautious re-
sponse from the FCC's Stewart. “My
concern would be whether he en-
gages the commission’s cross-inter-
est poiicy in some of the things he's
talking about,” Stewart said.

Several broadcasters acknowl-
edged that the consolidation of the
industry brought on by the new rules
will be a painful change. “There is a
dark side to it,” said Bill Figenshu,
president, Viacom Radio. “Duopoly,

| LMA’s and mergers will cause people
to lose their jobs.”

While the new ownership rules
clearly took center stage in New Or-
leans, many radio operators urged the
industry not to lose sight of the battle
against other media for ad dollars.

“To my mind, the major issue for
our industry hasn't changed,” said
Lee Simonson, executive vice presi-
dent and chief operating officer,
Broadcasting Partners Inc. “It is mak-
ing the radio industry more attractive
to a larger number of advertisers. ®

|
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TOP OF THE WEEK

MORE NEWS FROM RADIO '92...

# NAB President Eddie Fritts on Friday {(Sept. 11) told
radio broadcasters NAB is challenging the new FCC
schedule of forteitures in court. Speaking at the Crystal
Awards luncheon, Fritts said forfeitures have in-
creased tenfold in just one year. “It appears the en-
forcement mechanism is out of control,” he said, add-
ing, "We believe it is excessive and overly onerous,
especially to smaller stations.”

# NAB reported total convention attendance at 6,824
as of Thursday (Sept. 10), down 1.8% from the 1991
level of 7,063.

# Futurist Faith Popcorn (who delivered the keynote
speech Wednesday [Sept. 9)) on the failings of market
research: “Did you ever meet anybody who was white
18-10-49? People don't feel 18-t0-49. They feel like

® Republican National Committee Chairman Richard
Bond said media coverage of the presidential campaign
has come into balance recently after showing a strong
pro-Clinton bias during the party conventions. “l think it
has squared off because, frankly, we've made an issue
of it,”* he said during the Radio Show’s “Political Power-
house Face-Off” last Friday moming between Bond and
Democratic National Committee Chairman Ronald
Brown. Brown replied: “The Republicans do a lot of
whining about the media” and they were trying to divert
the public’s attention from other, more substantive is-
sues. Later in the debate, Brown said Republicans are
no friends to broadcasters because of the White House’s
past opposition to cable reregulation now being consid-

ered by Congress. (He did not mention Republicans
supported the bil's key broadcasting provision—must

individuals.”

carry/retransmission consent.)

KEEPING TABS ON NEW TECHNOLOGIES

Radio executives contemplate future of in-band DAB, AM improvements

By Randy Sukow

s they listened to how the new

FCC ownership rules will

change their industry, broad-
casters at the 1992 Radio Show were
also keeping close tabs on the signifi-
cant technical advancements that
could soon change the nature of
what an FCC radio licensee owns
and how he profits from it.

Most broadcasters appear con-
vinced that in-band digital audio
broadcasting (DAB) will become a re-
ality for them, without having to resort
to developing a new service in the L-
band (frequencies near 1500 mhz}, as
Canada and Mexico and some other
countries would prefer to do. (The
United States opposed use of L-band
for DAB at the World Administrative
Radio Conference earlier this year.)

A demonstration last week of tech-
nology from U.S.A. Digital of an on-
channel in-band system gave broad-
casters hope that such a system
could eventually be available for both
FM and AM stations.

In spite of DAB advances, some
AM broadcasters, such as former
NAB joint board chairman Ted Snider,
were urging AM stations to be more
aggressive in promoting the quality of
their stations. “Don't get carried away
and wait until DAB gets here. It's not
here yet. | urge you to get behind the
AMAX movement,” he said.

AMAX is the label of the NAB-de-
veloped, high-end AM radio that has
been under development for over five
years and was finally demonstrated
as a final product at this year's radio

AMAX tuners at the show. Consum-
ers are expected to
have access to them

%e before Christmas.
NAB and the
Eiectronic  Indus-
tries Association
(EIA) were able to
work out a compro-
mise allowing AM
broadcasters to also
install Radic Data
Systems (RDS), the
digital data transmission technology
designed in Europe for FM stations

NEW QRLEANS
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put on a final voluntary RDS standard
developed to accommodate the spe-
cial needs of U.S. broadcasters.

One of the most highly anticipated
applications of RDS will be the ability
of a car radio to automatically retune
to a different station in the same for-
mat as the auto moves out of the first
station’s coverage area. Broadcasters
complained that the first National Ra-
dio Systems Committee (NRSC, a
standards-setting body cosponsored
by EIA and NAB) draft standard did
not have a list of format codes to ade-
quately reflect the large number of

i
’ show. Attendees were able to buy |
\

only. The finishing touches are being |

distinct formats being used. Broad-
casters are now ready to accept the
currently proposed search system.

But in DAB standards consideration
there is still plenty of friction between
broadcasters and consumer equip-
ment manufacturers. EIA has estab-
lished an “ambitious schedule” for
testing of proponent DAB systems,
said EIA Group Vice President Gary
Shapiro. Under the EIA timetable,
proponent systems would be required
to have hardware available for testing
by April 15, 1993.

Broadcasters at the show protested
the speed of the EiA tests as well as
EIA’s pian to test systems designed to
operate in new bands as well as in-
band systems. There is no great hurry
to implement DAB, they said, and in
fight of opposition from U.S. broad-
casters and the government to an L-
band DAB service, there is no need to
test anything but in-band systems.

“There is risk in moving forward too
slowly, but there is greater risk in
moving ahead toc quickly. As Com-
missioner [Ervin] Duggan has sug-
gested, getting it right is more impor-
tant than getting it finished,” said
Randy Odeneal, president, Sconnix
Broadcasting, Vienna, Va. ]

For More Late-Breaking
News, See “In Brief,”
Pages 64 and 65
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WASHING'
SUMMIT

Two weeks before Election Day, thirty-one industry and
government leaders will have their say about the future of
the telecommunications industry.

They will gather at the Omni Shoreham Hotel for
INTERFACE VI, a joint presentation by Broadcasting Magazine
and the Federal Communications Bar Association (FCBA).
In addition, several hundred others, deeply concerned
about mass media regulation and policy, and the financial
and economic well-being of the broadcasting and cable
industries, will be on hand to listen to, analyze and
question the speakers and panelists on the issues explored
during this critical, one-day seminar.

We invite you to join us at this important event.

INTERFACE VI: A Blueprint for the Future
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INTERFACE VI: A Blueprint for the Future
October 21, 1992

Omni Shoreham Hotel, Washington, D.C.

8:00-8:45 a.m. Informal breakfast

8:45-8:50 a.m. Welcome: FCBA President Bob Beizer,
Sidley & Austin

8:50-9:00 a.m. Introduction and Overview: Don West
and David Persson, Broadcasting,
and Clark Wadlow and Dick Wiley,
FCBA Conference Co-Chairs.

9:00-9:30 a.m. Keynote Speaker: Frank Biondi, Viacom

9:30-10:15 a.m. Congressional Staff Panel:
* David Leach, House Committee on
Energy and Commerce
» Antoinette Cook, Senate Committee on
Commerce, Science and Transportation
» Gina Keeney, Senate Committee on
Commerce, Science and Transportation

10:15-10:30 a.m. Break

10:30-11:30 a.m. Industry Leaders Panel
* Jim Dowdle, Tribune Company
* Brian Roberts, Comcast
» Jay Kriegel, CBS
» Horace Wilkins, Southwestern Bell
s Leslie Moonves, Lorimar Television

11:30-12:30 p.m. Industry Economic Forecast Panel
» Douglas McCorkindale, Gannett
¢ John Tinker, Furman Selz
* Steve Rattner, Lazard Freres
* John Reidy, Smith Barney

12:30-2:00 p.m. Luncheon Speaker:
Alfred Sikes, FCC Chairman

2:00-3:00 p.m. FCC Commissioners Panel
* Andrew Barrett
» Ervin Duggan
# Sherrie Marshall
* Jim Quello

3:00-3:30 p.m.  Debate:
¢ Eddie Fritts, NAB vs
* Jim Mooney, NCTA

3:30-3:45 p.m. Break

3:45-4:45p.m.  Media Delivery Futurists Panel
* John Abel, NAB
» Wendell Bailey, NCTA
 Irwin Dorros, Bellcore
 Stan Hubbard, Hubbard Broadcasting
# Robert Schmidt, Wireless Cable Assoc.
4:45-5:00 p.m.  Closing Speaker: Greg Chapados
Administrator of NTIA, Department
of Commerce

7:00 p.m. Hall of Fame Awards Dinner

*Speakers, panelists and times are subject to change.

A night to remember, too!

Interface VI is just the beginning of a very special
day. Immediately following the seminar,
Broadcasting Magazine will present its Second
Annual Hall of Fame Awards Dinner at the
Omni Shoreham Hotel. Proceeds to benefit the
International Radio and Television Foundation.

This year, 20 new inductees will be honored by
their colleagues. It’s a glorious, memorable evening
you will not want to miss.

INTERFACE VI AND
HALL OF FAME AWARDS

Special discounts are available t¢ those individ-
uals attending both the seminar and the Awards
Dinner. Please fill out the coupon below containing
the various price options.

Name:

Title:

Company:

Address:

Telephone:
Please check one:

FCBA Member Individual
Interface VI Only Hall of Fame Only
($300 is tax deductible)
Individual Individual
Interface VI Only [$375] | Botl: E:ents [$725] ]
($300 is tax deductible)
Table rates for Hall of Fame Awards:

ATier [87000] | B Tier

($5750 is tax deductible) ($4250 is tax deductible)

C Tier
(32750 is tax deductible)
Feel free to copy this coupon for
each individual registrant.
For seminar only, please make check payable to: Interface VI.

For Hall of Fame only, please make check payable to:
BROADCASTING 1992 Hall of Fame.

For both events, please make check payable to:
Interface V1/1992 Hall of Fame.

Send coupon and check to: Ms. Joan Miller
Broadcasting Magazine, 475 Park Avenue South
New York, NY 10016

For more information, call (212) 340-9866

Broadcasting
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BEHIND THE

NEW ORLEANS

One seasoned observer of the radio
industry remarked in New Orleans that
while many owners are intrigued by
possibilities in new duopoly context,
lack of investment capital is ham-
pering deals. In some cases, he said,
owners are considering straight

trades, with no cash changing hands,
as a way to reposition themselves.

CUTTING THE VERBIAGE

NAB President Eddie Fritts told
BROADCASTING last week that the as-
sociation plans to push for legisla-
tion in the next Congress to make it
easier for radio stations to accept

ads on leasing and financing cars.
Current law requires extensive dis-
closure of terms that makes such ads
extremely wordy and thus unattrac-
tive to advertisers. NAB hasn’t settled
yet on a proposed solution, but is
considering one in which ads would
contain a toll-free number for fur-
ther information.

LOS ANGELES
NEW FROM BOCHCO

While waiting for Steven Bochco to
deliver his next series project—a one-
hour police drama—ABC has yet
another project to consider from the
prolific producer. Two weeks ago,
Bochco pitched ABC Entertainment
executives on his next series idea.
Although few details are available, the
project will be an hour series and
Bochco says it won't be another cop
drama. ABC was equally close-
mouthed about the project, but one ex-
ecutive in attendance at the meeting
said ABC entertainment executives
were excited about the storyline.

This proposed project will be Boch-
co’s sixth series in his overall 10-
series deal with ABC. The police dra-
ma, tentatively titled NYPD, is not
scheduled to debut on the network un-
til fall 1993,

SCENES, BEFORE THE FACT

PONDERING THE ‘NETWORK' IN PTN

one than four months from launch, The Pome Time Metwork, Wamner

Bros. Domestic Television Distribution's slated two-hour syndicated
action series block, s already the subject of speculation about a possible
expansion to a second night (anchored by its Babwion 5 project), which in
turn is fueling speculation that such a move could be sowing seeds for an
eventual fifth broadcast network. Scoll Cardin, senior vice president of
domestic sales for Wamer Bros. Domestic Television Distribution, dis-
missed such speculation as far-fetched. “*Considering that we could only
get 67% [L.5.] coverage if nearly every independent station agreed to be
part of a network, we would still be far off from the 90% target needed for
launch."” However, BHC Communications, parent of Chris-CrafoUnited
Television, whose station group spearheads the 30-plus-station consor-
tium, is buying superstation WwoOR-TY New York from Pinelands, and
could increase the network's reach in markets with no broadcast outlet
signed on. Carlin was not sanguine about that prospect. saying *‘no [local]
cible system penetrates 1005 of its market, and cable networks are not on

par with local broadcasters in most cable markets.™”

WASHINGTON
MONEY MATTERS

House Energy and Commerce
Committee Chairman John Dingell
(D-Mich.) has apparently given lit-
tle thought to how taxpayers are going
to pay for the new regulatory duties
the cable bill would heap on the FCC,
Told the costs are conservatively
estimated at $20 million a year—one
sixth of the FCC current budget—
Dingell said, ““We will have to see if
that [estimate] is so or not. I have
heard nothing from the FCC on that
point.”’ Reminded that the $20 mil-
lion figure comes from his commit-
tee’s own report, he side-stepped.
‘*We are going to do whatever is ap-
propriate.”’

MIAMI

Although Hurricane Andrew hurt
CBS by knocking down the tower of
owned-station wCIX-TV Miami, it
indirectly provided the network with
some relief in its ongoing skirmish
with affiliates over the compensation
issue. CBS affiliates in district

four, representing several southern

I

—MF

states, had planned a meeting for
several weeks ago to examine alterna-
tives if CBS were to go ahead with
cuts. But the hurricane *‘put a damp-
er’’ on travel plans, said Buck

Long, district representative and gen-
eral manager of WKRG-TV Mobile,
Ala.

LONG ISLAND

DIGITAL DELAY

Although Cablevision Systems be-
came the first U.S. cable programer to
buy digital satellite compression
equipment (and plans to begin deliver-
ing DigiSat multiple digital TV ads

to New York-area cable operators by
early next year), it will probably

not add any digital program services
before 1995. The hangup: Cablevi-
sion’s Rainbow Programing Services
may soon offer more services to a
solid home satellite market (it now
sells AMC and Bravo to home

dish), which would be disenfranchised
by a move to digital before con- |
sumer digital receivers become widely
sold. In the meantime, the large

pay services may go ahead with digital
in 1993. For example, GE Ameri-
com identified transponder 19 aboard
Satcom C-3 (launched last week) as
**Viacom Growth’’ capacity.

_ J
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Memo

“TV is the only universal experience
American kids have in common.”

elevision today is not just a per-
vastve entertainment medium: It
has become a way of life.

In the '50s TV was the successor to
radio, an electronic ‘‘hearth’’ that
brought the entire family together after
dinner. There was one television cen-
trally located in every home. In the
*90s, the family is scattered to differ-
ent rooms of the house to watch differ-
ent programs on different sets. Yet
each family member, along with mil-
lions of others of the same
age, sex and demographic
or psychographic profile,
is connected to the larger
community that McLuhan
called the ‘‘global vil- |
lage.” For kids, TV has
become the electronic
neighborhood.

Kids watch what they
want, where they want.
But what they are seeing
are the unifying elements
that define their child-
hood. TV is the only uni-
versal experience American Kids have
in common.

This social orientation begins early
as toddlers learn their way around Ses-
ame Streer and become Mr. Rogers’
‘‘neighbors.”’ Yet as kids meet Emie
and Big Bird or travel to the Land of
Make-Believe with King Friday, they
also understand that these experiences
are brought to them by the letter ““T"’
or the number “*3.”’ These advertise-
ments—short, easily understood infor-
mation bytes—acquaint kids with TV
as a companion, friend and window to
the world as much as they convey the
fundamentals of reading or math.

Kids learn early that TV is a fun
place to hang out. The explosion in
television—network, cable, indepen-
dent, syndicated and local program
options—makes it even more so. In
fact, kids with their fearless embrace
of all that is new expect the TV neigh-
borhood to change almost daily.

Kids are media literate and techni-
cally savvy. If you have any doubt,
ask any eight-year-old to program

l

BY PAUL D. KURNIT,
PRESIDENT, GRIFFIN
BACAL INC.

|
|

your VCR. With video vocabularies
shaped in infancy, kids watch hours of
TV and videotapes, tune in to stereos
and CD players, bond with Nintendo
or Sega entertainment systems either
at home or in portable Gameboy ver-
sions, and are prepared to understand
and exploit CD-ROM, CD-I, artificial
intelligence and virtual reality. This is
their present—and their future.

The TV landscape is creating new
neighbors for different segments of the
children’s audience. As a
result, at each age level
there are more places to
hang out than ever before.

But to capture the inter-
est and attention of kids,
you need to find them, Ne- l
gotiating the side streets
and shortcuts of the elec-
tronic neighborhood is a
function of understanding
that being a kid is about
private time and space. No
kid tells where he is or
where she’ll be every min-
ute of the day. In fact, most prefer to
be elusive. No happening kid will be
caught using a peoplemeter. In effect,
kids are daring us by saying “‘try to
find me.”’

It’s no wonder that advertisers and
rating companies are pulling out their
hair. Ascertaining what kids are really
watching and when they are tuned in is |
our newest challenge. l

Kids, individually and collectively,
hold the keys to their electronic neigh-
borhood. Each kid is his or her own
program director, merrily zapping and
zipping their way through the growing
variety of shows. Adults can follow
the trail, but only after the fact.

We have not yet learned how to
maximize the medium as a teaching, |
socialization or recreational tool. Qur
quest, as parents and as marketers, is
to harness TV’s unique communica-
tion power to bridge the gaps between
generations. As we improve our abili-
ty to know our kids’ evolving world, \
we’ll begin to feel more at home in
their electronic neighborhood. ]

-
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WORLDVISION LAUNCHES ‘90210’ IN SYNDICATION

Company has closed deals in five of top 10 markets for fall 1994

By Mike Freeman

B ucking the nearly decade-long
exodus of hour-long off-net-
work dramas for basic cable,
Worldvision Enterprises has officially
launched the off-Fox Beverly Hills
90210 series into syndication for fall
1994,

By casting 90210’s future in syndi-
cation, Worldvision, which is a unit of
series producer Spelling Entertain-
ment, is confident it can harvest dou-
ble or possibly triple the per-episode
cash revenues by tacking on 90 sec-
onds (three commercial units) of na-
tional barter advertising time daily for
the first two years of the strip’s four-
year license.

In fact, Worldvision last week re-
ported it had closed independent sta-
tion deals in five of the top-10 markets
with Tribune Broadcasting’s wPIX-TV
New York and KTLA(TV) Los Angeles,
Combined Broadcasting’s WGBO-TV
Chicago and WGBS-TvV Philadelphia
and Paramount’s television station
WDCA-TV Washington providing the
needed momentum for the New York-
based distributor to justify a syndica-
tion run.

Although it had been widely ru-
mored that Lifetime cable network had
tendered a $150,000-per-episode offer
for 90210, several New York station
rep sources estimated that Worldvision
could generate $300,000-$500,000
per episode in cash and barter reve-
nues through broadcast syndication.
With Fox Broadcasting Co. making a
rare two-year commitment to front-
end production of the series (starting
this season), Worldvision is guaran-
teeing at least 108 episodes for back-
end stripping starting in fall 1994, If it
can hit at least the $300,000-per-epi-
sode figure, that would translate to
$32.4 million in gross revenues for the
initial four-year licensing term.

John Ryan, president and CEO of
Worldvision, while declining to com-
ment on the licensing estimates, said
that the syndicator is ‘“‘expecting to
generate the largest-grossing syndica-
tion run in recent memory.”’

“We felt, with the
encouragement of the
station rep firms and

general managers

from the stations, that
the upside was much
better in
syndication.’’

John Ryan, Worldvision
president and CEO

““We felt, with the encouragement

of the station rep firms and general
| managers from the stations, that the
upside was much better in syndica-
tion,”” Ryan said. ‘*Lifetime did make

l an offer for the series, but it was a
committee decision that our best

| course of action is to sell 90270 on a

Worldvision is
confident '90210° will
% reap double or triple

i the per-episode cash
revenues by tacking
on 90 seconds of
national barter
advertising for the
first two years ot its
four-year license term.

station-by-station basis."’

(Continuing  speculation is that
Worldvision may still opt for a cable
superstation deal with Turner Broad-
casting Co.’s WTBS[TV] Atlanta, but
Bob Raleigh, Worldvision’s senior
vice president of domestic sales, says
the distributor is looking to avoid get-
ting caught up in offering syndicated
exclusivity blackout protection to sta-
tions in markets where the show also
appears on local cable systems.)

It had been widely reported in the
past that MCA TV’s 1984 syndication
launch of Magnum P.I. generated a
benchmark $800,000 per episode for
an hour drama (with the exception of
off-first-run repeats of Star Trek: The
Next Generation), but three years later
the demand for hour series started to
bottom out. Since then, nearly every
high-profile drama—Miami Vice, L.A.
Law, China Beach, thirtysomething—
has had to settle for significantly lower
license fees from the basic cable net-
works.

Several action-oriented dramas, like
In the Heat of the Night, Hunter and
Wiseguy, have recently opted to go the
syndication route, but Janeen Bjork,
vice president and director of pro-
graming for New York-based rep firm
Seltel, pointed out that 90210 is the
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first teen-skewing drama to go into
syndication since Fame and 2! Jump
Street.

**90210 is in the same boat as Fame
and 2/ Jump Streer in that both could
only play in the 5 p.m. time period,
and both quickly lost their teen and
18-34 demo ratings after two runs,”
Bjork said. ‘‘Right now, 90210’s up-
side looks incredible because of its
youth appeal, but the downside could
be equally incredible given those same
viewers’ fickle viewing habits.”’

When Worldvision first started test-
tng interest in the major markets, it
had been speculated that the seven
Fox-owned stations would make a
concerted bid for the show, but a
source close to Fox said the station
group turned in ‘‘substantially lower
bids”’ than the two Tribune stations,
whose appetite for hour dramas set
WPIX and KTLA apart from sitcom-
dominated independents in their re-
spective markets.

It has also been widely perceived by
broadcast executives that 90270 will ap-
peal largely to independent stations as a
5-6 p.m. programing ‘‘bridge’’ coming
out of 3-5 p.m. children’s programing
blocks and into post-6 p.m. early news
or sitcom blocks in prime access. Pure
independents are considered the stron-
gest targets, since Fox-affiliated sta-
tions, in some cases, will be carrying
Fox Children’s Network animated pro-
graming into 5-5:30 p.m. or opt for
half-hour comedy sitcoms.

Another major selling point
Worldvision hopes to exploit with
90210, since it is an off-Fox series, is
that it is exempt from prime time ac-
cess rules, which prohibit network af-
filiates in the top-50 markets from air-
ing off-network series in the 6-8 p.m.
prime access. However, some industry
watchers have expressed skepticism
about network affiliates seriously con-
sidering a teen-skewing series in ac-
cess, particularly because it would not
fit in the adult audience flow from
news to prime time programing. Fur-
ther, most of those time periods are
already occupied by firmly entrenched
first-run programs.

““It is going to be a tough sell for
Worldvision in the smaller markets,”’
Bjork said. ‘‘Generally, in most mar-
kets, there is one player—and that is
the single independent in the market.
There is potential for the independents
to dictate cash and barter terms and
length of the contracts, because where
else is Worldvision going to go?”’ =

CBS CONSIDERS SHARING ‘THIS
MORNING’ WITH AFFILIATES

Network talking to affiliates about expanded cut-ins
for news, weather, sports, traffic

By Steve McClellan

c BS is talking with affiliates
about restructuring CBS This
Morning in a way that would
give them more program time to fill,
primarily with local news, weather,
sports and traffic information, says
Tony Malara, president, distribution,
CBS Television Network.

Malara says the tatks did not antici-
pate any changes tc local or national
ad time in the program.

He also emphasizes that the net-
work and affiliates are discussing not
just a five-minute block for a second
cut-in but rather a possible series of
cut-ins for local use that would be
‘‘blended’’ with the network content
to make the two parts as seamless as
possible. *‘I think we’re close,”” he

| says of the restructuring.

““We are really trying to focus on
making the broadcast more compelling
and attractive to viewers,”” Malara
says. He says that most affiliates agree
that the editorial content of Morning
News is high quality, although there is
some frustration that the ratings have
not grown at a faster pace.

Part of the problem, he says, is that
“‘we don’t think the show has been
properly sampled. Sco putting local re-
sources to work in the time period, but
at the same time retaining the CBS
News identity, we think is the key.”’

Contrary to rumors over the past
couple of weeks, CBS does not intend
to cut the show by an hour, or allow
stations to do so and program an hour
block leading into or out of a short-
ened Morning News. ‘‘That was the
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Can you separatethe NEWS from he n0iSe?

Television news is inexpensive to produce and attractive to advertisers—
a “cash cow” for networks and local stations. But what kind of news are you
getting? Postman and Powers reveal the difference between what TV news
prelends to be and what it really is, and shows you how to interpret what you see.

.

{
E gspondenit. Neil Postman is the author of
Amusing Ourselves to Death, which is aEo avaifobie from Penguin © At bookstores now
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problem in Atlanta, where they want-
ed to cut back an hour,”” he says.
‘“We think it’s crucial to keep the two-
hour block in place.”

CBS affiliate WAGA-TV Atlanta opt-
ed to give the program up entirely for
local news and talk, and independent

WTOK-Tv has agreed to pick up the
show there. The CBS affiliate in De-
troit, WIBK-TV, has also canceled the
show, and the network is negotiating
with other stations there to pick it up.
The show is cleared in about 95% of

| the country.

About 100 affiliates do a local
moming news program daily, Malara
says. ‘‘We want to take it to the next
step. The show does best when it im-
mediately follows a local news show.
The challenge is to blend some of
those local and network segments.’” ®

By Steve McClellan

ABC will test a one-hour nightly
show with home shopping ecle-
ments called Nitecap, to be hosted by
Robin Leach, host of syndication’s
Lifestyles of the Rich and Famous, and
a female co-host to be named shortly.
Many of the guests will have prod-
ucts to pitch, such as videos, albums
and books. Sales pitches will be incor-
porated into the conversations, and
| viewers will see an 800-number to call
and order by credit card.
Although ABC officials cringe at

I n a six-week run starting Oct. 19,

You Need
Tree City USA

City trees add the soft touch
of nature to our busy lives.
They cool our cities, fight pollu-
tion, conserve energy, give
wildlife a home, and make ou:
neighborhoods more liveable.
Support Tree Citv USA where
you live. For your free booklet,
write: Tiee City USA. The
National Arbor Day Foundation,
Nebraska Cirtyv, NE 68410.

the description ‘‘home shopping,’’ it
sums up the concept being tested. *'l
look at it as a retail-friendly show,”’

said Phil Beuth, president, early
morning and late-night programs,
ABC.

The one-hour show will air mid-
night to 1 a.m., after Nightline, al-
though Beuth said the program is not
designed as a Nightline companion.

Beuth said he has been developing
the show for six months, spending a
lot of time convincing colleagues that
the network ought to give it a shot.
NBC considered a similar concept (for
daytime) a year ago, but ran into
strong resistance from affiliates.

At this stage, however, ABC is not
concerned with clearances, since it
isn’t selling ad time during the test.
The trial period may involve no more
than two dozen affiliates.

The show is being produced by

ABC HOPES LATE-NIGHT SHOPPERS BUY ‘NITECAP’

Network to test one-hour show in which guests promote products, viewers order by phone

ABC in association with Transactional
Media International, principals of
which include producer Earl Green-
berg, Herman Rush, former president
of Coca-Cola Telecommunications,
and Raymond Katz, a veteran syndica-
tor.

Beuth said his motivation for the
show derived from the long track rec-
ord of direct response selling on TV,
including home shopping cable chan-
nels, infomercials and 800-number
companies. ‘‘What we hope to add is a
retail-friendly  environment,”’  said
Beuth. “‘Every buyer will receive in
the mail something to encourage that
buyer to buy another product, maybe
tied to a local retail outlet.”’

Beuth declined to say how he will
measure the success of the test or how
proceeds would be split among the
network, vendors, the producer and
affiliates. ]

CREW SIGNS ON FOR ‘DEEP SPACE’

Avery Brooks stars as Commander Sisko

Piller and Rick Berman. The remaining series regulars are Nana Visitor as
first officer Kira Nerys; Colm Meaney as chief operations officer Miles
O’Brien (moving over permanently from Star Trek: TNG); Terry Farrell as
science officer Jadzia Dax; Cirroc Lofton as Jake Sisko, the 14-year-old
son of Benjamin Sisko; Brooks; Armin Shimerman as Quark, the space

aramount Domestic Televi-

sion has completed principal
casting for its weekly syndicated
spin-off, Star Trek: Deep Space
Nine, scheduled for a January
1993 launch. Cast in the leading
role of Commander Benjamin
Sisko is Avery Brooks (r), whose
credits include co-starring with
Robert Urich in Spenser: For
Hire and starring in A Man
Called Hawk, both for ABC.
Present for the unveiling of the
Deep Space Nine cast at Para-
mount’s Hollywood studios were
executive producers Michael

The National station’s Ferengi bartender; Rene Auberjonois as the shape-shifting securi-
Arbor Day Foundation ty officer Odo, and Siddig El Fadil as Dr. Julian Bashir. ~MF
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NUMBERS DON'T
MATCH FOR
LOTTERY SHOW

States can’t agree on
logistics for nationally
syndicated game

By Mike Freeman

l ottery Innovations Corp., a con-

sortium of 20 state lotteries, for-

mally declared it was indefinitely
suspending development of a national-
ly syndicated lottery game show that
has been on the drawing board since
early 1991. According to Peter Lynch,
director of the New York State Lottery
and president of Lottery Innovations,
the decision to shelve the project arose
out of ‘‘chicken-and-egg disagree-
ments’’ between the lottery consor-
tium and another 14 state lotteries over
‘*jurisdictional politics’ regarding
who and how the game show would
operate across state lines.

Lynch said established lottery states
like Florida and Massachusetts, and
newcomer lottery state Texas, had re-
cently indicated they were not interest-
ed in participating in a national lottery
project due to possible conflicts with
their existing local lottery programs.

“In order to sell the show to a dis-
tributor, and promise to have the ma-
jor markets in line to participate in the
lottery game, we would really have to
have all the lottery states together on
this to get at least 70% [U.S.] cover-
age,”’ Lynch said.

Previously, LIC had signed a devel-
opment deal with Buena Vista Televi-
sion (BROADCASTING, April 8, 1991),
but the Walt Disney Co. syndication
division pulled out of the project two
months later when the parent company
said that promoting gambling did not
fit in with the Disney corporate image.

In fact, Bruno Cohen, who was a
development executive at Buena Vis-
ta, left the company and served as a
consuitant to LIC while the latter was
concentrating on bringing in Holly-
wood production companies to devel-
op a marketable game show concept.
Four Point Entertainment, which pro-
duces American Gladiators for Samu-
el Goldwyn Television, was said to
have been close to finalizing a specific
format for the show. o

NEW PRODUCER FOR ‘NIGHTTALK'

elepictures Productions has replaced Pamela Browne, executive pro-

ducer of Nighttalk with Jame Whitney, with Cathy Chermaol, an asso-
ciate producer from Multimedia Entertainment’s Sallv Jessy Raphae! talk
show sirip for the last five years. From the most recently completed July
sweeps period, Migherall turned ina 1.8/11, down 33% in rating from its
lead-in programing. However, the lower rating was largely due to sum-
mer-long airings of repeat programs from the show's initial [2-wesk slow
market rollout. During the May sweeps, the late-fringe talk show vehicle
had a 2.4/15 with original episodes. Jim Paratore, president of Telepic-
tures, emphasized that Whitmey's late-night ratings performance had no
bearing on Browne's depanture. In fact, Paratore added that Browne may
be hired for special projects. but he did not elaborate on what those may
be. Chermel had worked with Whitney as an associate producer on WCAL-
TV Philadelphia’s locally originated fane Whitney Show.

-MF |

HRTS GRILLS NETWORK CHIEFS

Minority hiring, cost cutting among hot topics

By Steve Coe

t a luncheon gathering that

ranged from comedic to conten-

tious last Wednesday, the four
network entertainment chiefs ac-
knowledged that minority hiring ef-
forts have been mediocre at each of
the networks, and all said no projects
have been quashed in the past because
of anticipated advertiser sensitivity.

In a packed-house, season-opening
gathering of the Hollywood Radio &
Television Society, Bob Iger, Jeff Sa-
gansky, Peter Chernin and Warren
Littlefield were grilled by Diane En-
glish, creator and executive producer
of Murphy Brown; Debbie Allen, ex-
ecutive producer, A Different World,
and Lucie Salhany, chairperson,
Twentieth Television.

On the question of minority hiring
practices at the networks as well as
how blacks, particularly, are presented
on prime time television, Littlefield
agreed that ‘‘the majority of minority
talent is featured in comedies at 8
p.m.,”” when asked by Debbie Allen
whether there was a place for minor-
ities in dramas after 9 p.m. Littlefield
did single out the mixed cast in L A.
Law and what he called ‘‘the strong
black presence’’ in I’ll Fly Away.

Diane English asked each of the
network executives, because they have
line-item veto power and have been
vocal in their desire to control costs,
what they are doing about limiting
agency package fees. Littlefield ac-

knowledged ‘‘every single line and
cost is being looked at because that’s
how critical it is. Package commis-
sions is a critical issue for us and the
question for us is, is it earned?’’ He
also noted a diversity of shows on the
networks, some of which have been
put together by a packager and others
in which agents are collecting a pack-
age fee only because “‘that’s the way it
is.”’

Sagansky added that the situation
‘‘has gotten totally out of hand.’’

The lunch opened on a much lighter
note, with Littlefield handing out
framed gallery photos of In the Heat of
the Night and Golden Girls to Sa-
gansky and a photo of Matlock to Iger,
explaining that he just finished clean-
ing out his office closet. Heat and
Golden Girls were picked up by CBS
after NBC passed on the two, and
ABC grabbed Matlock from NBC as
well.

In a departure from the routine in-
troductions, each of the network presi-
dents was responsible for producing a
30-second video of one of the other
four. Judging from audience reaction,
Iger’s video intro of Chernin was the
funniest, with the ABC executive sit-
ting at his desk calmly detailing Cher-
nin’s accomplishments at Fox as a
male stripper disrobes. The reference,
of course, was to the much-publicized
appearance of a male stripper earlier
this summer at a Fox corporate meet-
ing, which led to the downfall of Fox
up-and-comer Stephen Chao. =
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Broadcasting's Ratings Week 1 Aug 31-Sep 6
[o]:13 | NBC FOX

MONDAY 15.1/26 10.0/17 NO PROGRAMING

8:00 | 74. The Young Indiana 16. Evening Shade 12.1/22 | | 18, Fresh Prince 11.7/21
8:30 | Jones Chronicles  5.9/10) | 11, mMajor Dad 13.0/22| | 19, Blossom 11.6/20
9:00 1. Murphy Brown 17.6/29
9:30 | 90. ABC Monday Night 4. Designing Wmn 15.9/27| | 32. NBC M°"‘|':V Night .
10:00 | Movie—Reds, Pt.2 3.7/6 4. Northern Exposure Qi ssaiRe FEYGEReloRA
2 ' Capone 9.2/16
10:30 15.9/29

| TUESDAY 14.2/25 10.6/19 7.7/14 NO PROGRAMING
8:00 | 13. Full House 12.8/24

20. Rescue: 911 11.5/21| | 69, Secret Service 6.4/12
8:30 | 9. StepByStep 13.8/24 esoue / g Saryi e S

9:00 | 2.Roseanne 16.3/27 53. | Witness Video
9:30 7. Coach 14.1/23| | 28.CBS Tuesday Movie— 7.7/13
10'00 e - Jack the Ripper, Pt. 2
2 . Going to Extremes 10.1/17
10:30 14.1/25 35. Dateline NBC  8,9/16
WEDNESDAY 11.5/20 8.8/15
8:00 | 45. Wonder Years 8.4/15| | 62, Freshman Dorm 6. Unsolved Mysteries 35, Beverly Hills 90210
8:30 | 76. Gettin’ Over  5.6/10 6.9/12 15.4/27 8.9/16
: 16. Home Improvimt 12.1/20] | 24. i 22, Seinfeld 10.7/17
9:00 ome Imp! / 24. 2000 Malibu Road einfe 7 39. Melrose Place 8.7/14
9:30 | 55. Arresting Behav 7.5/12 10.4/17| | 21 Wings 10.9/18
13’23 76.CiviiWars  5.6/10( | 2.48 Hours  16.3/30 | | 49. Law and Order B8.3/15
THURSDAY m 9.8/18 8.2/15
. 66. Who's the Boss? 6.8/13 | 45. Cosh 8.4/16| | 26. Simpsons 10.2/19
8:00 / 29. Top Cops 10.0/18 | J d P d
8:30 | 76. Room For Two 5.6/10 | 31. Coshy 9.4/17 | | 26. Martin 10.2/18
: 10. Chee 13.3/23
BN o5, Homeiront 4.5/8 == /230 | 71. The Heights  6.1/11
9:30 14. Wings 12.5/22
10:00 39. Middie Ages* B8.7/16
] 11. Primetime Live 13.0/24 54. L.A. Law 7.6/14
10:30 L
8:00 | 35. Family matters 8.9/19 | | 67. Evening Shade 6.5/14| | 57. Unsoived Mysteries 79. America’s Most Wanted
8:30 | 41. Step By Step  8.6/18| | 67. Major Dad 6.5/13 7.4/16 5.5/12
9:00 | 41. Covington Cross 62. Age Seven in America 81. Sightings 5.3/10
] 72. I'll Fly Awa 6.0/12
9:30 8.6/17 6.9/13 d ’ / 89. Rachel Gunn, R.N. 4.0/8

25. 20/20 10.3/20| | 30. Scared Silent 9.5/19| | 41. Scared Silent 8.6/17

8:00 91. 1775 3.2/7| | 32. Golden Gils  9.2/21| | 51. Cops 7.8/17

8:30 58. Powers That Be 7.3/16| | 38. Cops 2 8.8/19

9:00 ;,5,; ;gf_‘;:l’i'f"erffa:"l‘;u’:" 7o _ 45, Empty Nest _ 8.4/17| | 61. Code 3 7.0/15

9:30 5.7/13 Go;iﬁfssi:‘:::ﬁ; ,‘Mg":/:a 34. Nurses 9.1/18] [90. Vinnle & Bobby 3.7/8
B0 00 | | 60. sisters 7.1/15

SUNDAY

7:00 _ 84. Batman - 4.6/11
83. Life Goes On  5.2/12| | 15. 60 Minutes  12.3/27| | 86. Brokaw Report 4.3/10 -
7:30 86. Parker Lewis 4,3/9
8:00 | 50. AmFunHome Vid 7.9/16| | 22, Murder, She Wrote 72. | Witness Video 62. In Living Color 6.9/14
8:30 | 55. AmFunPeople 7.5/15 10.7/21 6.0/12| | g2, Roc 6.9/13
9:00 | 80. American Detective 44. Manied w/Chikin_8.5/16 | |
9:30 5.4/10| | 45. CBS Sunday Movie— 51. NBC Sunday Night 59. Martin 7.2/14 | |
10:00 Do You Know the Muffin Movie—Crossing the Mob
’ 81. Scared Silent  5.37/10| | Man? 8.4/16 7.8/15| | gg, The Heights  4.1/8
} 10:30
WEEK'S AVGS 7.7/15 9.9/19 8.6/16 6.8/13
SSN. TO DATE 11.0/19 12.2/21 11.6/20 7.6/13
RANKING/SHOW [PROGRAM RATING /SHARE] *PREMIERE SOURCE: NIELSEN MEDIA RESEARCH YELLOW TINT iS WﬁﬁNER OF TIME SLOT
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LIFETIME, ABC TEAM FOR ELECTION SHOW

Two networks say Tuesday's live special could be first of several collaborative efforts

By Rich Brown
E xecutives at both ABC News
and the Lifetime cable network
will be watching closely this
Tuesday night as Lifetime airs Seize
the Power: A Lifetime Challenge to
the Women of America, its first col-
laborative effort with the ABC news
division.

If all goes well, both sides in the
unusual venture between the broad-
caster and the cable network say it
could lead to more such joint projects
in the future.

The live two-hour election special,
which will look at the status of wom-
en in politics and issues critical to
women, is a highlight in the cable
network’s election-year efforts. The
show will be shot before an audience
in New York, and will include re-
motes from at least three areas
around the country, marking an am-
bitious first outing for the collabora-
tors.

**This is a good test to see how the
relationship works out,”’ says David
Glodt, executive producer of ABC’s

SHOWTIME EXPANDS ORIGINAL KIDS SLATE

eeping with the trend toward more chil-

dren’s programing on cable, Showtime
on Oct. 14 will expand its original produc-
tfion with two new half-hour animated se- i
ries, A Bunch of Munsch and American
Heroes & Legends. The new series, which
will air Wednesdays beginning at 3 p.m.
ET/PT, are part of a three-pronged ap-
proach Showtime i= taking to the family
programing category. The network 15 re-
naming its Familviime block of kids shows
Showtime KidsHour, which will air seven il
days a week, 7-8 a.m. Showtime Family
Movie, featuring movies such as The Empire Strikes Back and The
Princess Bride, will air Sundays at 6 p.m.

ABC’s Lynn Sherr, moderator of ABC-
Lifetime collaboration ‘Seize the Power'

World News Saturday, World News
Sunday, This Week with David Brink-
ley and this Tuesday’s special.

.--1'
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**These days, we have to look at
more and more ways to use our prod-
uct. Even though we have more news
shows than the other networks, there
are still just so many outlets for the
product.’’

Glodt says that if Tuesday’s show
works out, there is a ‘‘good possibili-
ty’’ that it will lead to more joint ef-
forts between ABC News and Life-
time in the future.

‘“Everyone’s going to be watching
it closely,’” he says.

“l don’t see any reason why we
won’t do more with them,’’ adds Life-
time’s Pat Fili, senior vice president,
programing and production.

Lifetime, which is covering the pro-
duction costs of the project, brought
ABC News in as it would any outside
producer. Fili says the credibility as-
sociated with ABC News made the
network news division a particularly
attractive partner.

Capital Cities/ABC is also a natu-
ral choice, given its ownership role
in Lifetime (the broadcaster co-owns
the cable network with Hearst and
Viacom). The ownership connection
to date has focused on the collabora-
tive production of made-for-TV
movies.

As planned, Tuesday’s election spe-
cial will be held at Sarah Lawrence
College in Bronxville, N.Y., and will
include at least three satellite hook-
ups, including the floor of the Texas
House of Representatives in Austin, a
company daycare center in Minneapo-
lis, and a hotel in Los Angeles that
will feature guests Mel Harris, Penny
Marshall and Maureen Reagan.

Each of the locations will include
leaders in women’s issues as well as
studio audiences that will be asked to
participate in the show. Also partici-
pating will be Lifetime viewers, who
will be invited to call in with their
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opinions.

Efforts were under way last week to
arrange to have the presidential candi-
dates appear on the special from re-
mote locations.

ABC News will provide a host of
on-air talent to the telecast. Veteran
political correspondent Lynn Sherr,
who will moderate the program, will
be joined by congressional correspon-
dent Cokie Roberts and other reporters
from the division. ABC News will
also provide the results of a poll that
the division conducted specifically for
the show.

The special marks the latest effort in
Lifetime’s election-year public service
campaign, Women and Politics: A
Lifetime Challenge, which includes
short- and long-form programing, na-
tionwide outreach with cable affiliates
and women’s groups, and collabora-
tive efforts with top women’s consum-
er magazines. The network is also pro-
ducing an original movie, Majority
Rule, about a female three-star general
running for President against a male
incumbent. The movie will star Blair
Brown, who will also participate in
Tuesday’s special. u

. guaranteed 14-hour rating of 0.6,

LATER MILLER

The Nashville Network has

moved the debut date of its late-night
talk show, Miller & Company, to
Monday, Sept. 28.

LIFETIME TO CARRY
CABLEACE SHOW

Lifetime will exclusively carry the |
14th annual Cable ACE Awards live
from Hollywood’s Pantages

Theatre beginning at 8 p.m. ET Jan.
17, 1993. Dick clark productions
will produce the awards show for the
fourth consecutive year. A record-
breaking 2,000 entries were
submitted for consideration by 42
national and regional cable networks
and 75 individual producers and
artists.

CARTOON SELLOUT

Tumer Broadcasting’s Cartoon
Network has sold out advertising for
its first three months with a

according to network Executive
Vice President Betty Cohen. The 24-

| hour cable channel launches on

Oct. 1 with a one-hour animated
special, Droopy’s Guide 1o the
Cartoon Nerwork, hosted by cartoon
character Droopy Dog.

NFL DYNAMITE ON TNT

The opening game of the NFL
season on TNT Sunday scored a 7.4
rating/13.6 share, the largest ever
for NFL on the network. The ratings
were up 51% from last year’s
opening game, which scored a4.9.

SHOWTIME’S NEW LINE
PACKAGE

New Line Television and

Showtime have signed an agreement
giving the pay TV channel
exclusive rights to a package of ! 1
titles including seven exclusive

and four non-exclusive New Line
and Fine Line Features, including
“*My Own Private Idaho’’ and
“‘Hangin’ with the Homeboys.™’

HEADENDINGS

TRANSPONDERS OFFERED FOR SALE OR LEASE

GSTAR | and GALAXY Il

Up to 9 C-band Transponders aboard the GALAXY lll Satellite
Suggested Rental Rate of $79,500 Per Month Per Transponder
Location; 93.5 degrees W.L.; Amplifiers: 9 Watt TWTA'’s; Bandwidth: 36 MHz
Transponders Subject to Lease with an affiliate of MCI Communications through April 2, 1993
Expected Avalibility Date: April 3, 1993; Expected Satellite End of Life: November 1994

Up to 11 Ku-band Transponders aboard the GSTAR | Satellite
Suggested Rental Rate of $130,000 Per Month Per Transponder
Location: 103 degrees W.L.; Amplifiers: Two 27 Watt TWTA'’s, Nine 20 Watt TWTA’s; Bandwidth: 54 MHz
Transponders Subject to Lease with GTE Satellite Corporation through March 15, 1993
Expected Avalibility Date: March 16, 1993; Expected Satellite End of Life: June 1996

Transponders are Subject to Prior Sale or Lease
Offering may be Modified or Withdrawn without Notice

THE DEERPATH GROUP, INC.
100 Field Drive, Lake Forest, lilinois 60045

John T. Travers
(daytime) 800-637-8441
(evening) 312-431-7655
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William H. Nau
(daytime) 800-637-8441
(evening) 312-588-4980
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GI HAILS DIGICIPHER HDTV LAB RESULTS

Evaluation of data on four digital systems still targeted by February

By Peter Lambert

independent documentation of

digital high-definition t¢levision
performance became public—and a
very busy autumn began for the FCC’s
Advisory Committee on Advanced
Television Service (ACATS)—with
the publication of 700 pages of raw
laboratory test data on General Instru-
ment’s DigiCipher HDTV, the first of
four all-digital HDTV systems vying
to become the North American trans-
mission standard by early next Febru-
ary, the FCC’s deadline for a prelimi-
nary decision.

In the days following release of the
DigiCipher Record of Test Results, no
expert could be found willing to ven-
ture an opinion on the data in advance
of the ACATS subcommittees charged
with that complex, detailed and deli-
cate task. But Robert Rast, GI vice
president for HDTV business develop-
ment, believes *‘‘those knowledgeable
people evaluating this will conclude
the standard will, in fact, be digital,
and could very well be based on Digi-
Cipher. The question remains, ‘Can
others do better?” ™’

Those others are AT&T/Zenith’s
Digital Spectrum Compatible HDTV
(which completed ATTC testing in
May); the Advanced Television Re-
search Consortium’s Advanced Digital
HDTV (which completed ATTC in
August), and MIT and GI's Channel
Compatible DigiCipher (due to exit
ATTC by mid-October).

Improvements on DigiCipher’s per-
formance ‘‘would be good for the
standard,’”’ Rast continued, ‘‘but it’s
not necessary. We’ve achieved an ad-
vanced system. We've got the lab
tests; it's on paper. And we did very
well.”’

In apparent support of that claim,

l ast Tuesday, Sept. 8, the first

General instrument's Rast, here with DigiCipher and iis lead Inventor Woo Palk, be-

lleves ATTC resulis released [ast week prove North America can definitely move to a
digital transmission standard. The Advisory Committee will have the last word.

GI's own comments within the pub-
lished results—the proponent’s chance
to explain less-than-optimal perfor-
mance in any specific area—appear
minimal. Though experts point out
that a single flaw can prove fatal in the
field, GI's comments appeared highly
confident overall and devoted less ink
to defending flaws than comments
submitted last spring by NHK on Nar-
row MUSE (BROADCASTING, May
11).

““We view the results as ratifying
the performance/complexity tradeoff
decisions we have made,”’ said GI. By
offering a slim, two-rack system com-
prising mainly off-the-shelf compo-
nents and few circuits dedicated to
narrow tasks, said Rast, DigiCipher
achieves a balance among perfor-
mance, portability and competitive
cost.

In a few words, the company con-
cluded in the record of results: ‘“The
video quality is excellent.”” And GI
appeared nearly equally satisfied that
DigiCipher had performed to specifi-
cation in rejecting interference, in

avoiding interfering with NTSC sig-
nals and in providing signal coverage
equal to current broadcast reach.

‘‘Random noise threshold, which
determines how great the service area
would be for a given transmitted pow-
er, is excellent,” GI said. ‘“With a
strong adaptive equalizer, NTSC into
ATYV interference rejection is signifi-
cantly improved as compared to
NTSC into NTSC interference. The
adaptive equalizer also provides excel-
lent multipath interference perfor-
mance and tracks airplane flutter.”’

However, the greatest scrutiny of
DigiCipher may come to bear in re-
spect to co-channel and adjacent-chan-
nel interference into the DigiCipher
signal. Conceding noise occurred un-
der certain picture conditions, it said,
‘‘this was due to an implementation
design error, and resulted from reset-
ting the output data stream randomizer
once per frame. In future designs this
flaw can be eliminated.”’

Also conceding that ‘‘lower-adja-
cent channel interference by Digi-
Cipher into NTSC results are 5 to 10
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dB worse than for NTSC as the inter- |

ferer,’”’ it argues the lower average
power of digital HDTV transmission
will make DigiCipher performance su-
perior to NTSC in the real world.
‘‘What may at first appear as a prob-
lem is more than mitigated [because]
ATV measurements are average power
whereas NTSC are peak power [and
because] DigiCipher HD is expected
to be transmitted at power levels sig-
nificantly lower than NTSC power
levels in the UHF band.”’

In cable tests, GI also appeared sat-
isfied its system stood up well under

simulated interference from RF ampli-
fiers and lasers in fiber optic links,
ouiperforming NTSC at a variety of
levels. DigiCipher pictures also ap-
peared unaffected by microreflections,
or cable ghosts. And also within the
cable tests, Gl argued its channel-
change picture acquisition time of
three quarters of a second is ‘‘compa-
rable”’ to the half-second the average
cable converter takes to begin de-
scrambling an NTSC signal.

The Advisory Committee has its
work cut out if it is to hand over
analyses of all five contending sys-

tems to a special panel next February.
Although testing began in July 1991,
and all but one system has completed
testing, results have been published on
only two: DigiCipher and NHK’s Nar-
row MUSE (which completed ATTC a
year ago). Given the fact that Digi-
Cipher data came out more than six
months after ATTC, and that AT&T
and the Consortium each were granted
extra time at ATTC to correct prob-
lems encountered during testing, sev-
eral experts expressed concern about
how quickly data can be published on

| the remaining three digital systems. ®

U.S. ENCOURAGES OPEN MIND ON IN-BAND DAB

Canada, Mexico confident in L-band, ‘‘show me’’ on AM, FM

By Peter Lambert

c anada, Mexico and other Ameri-
can nations remain on course to
develop L-band digital audio
broadcasting (DAB)—on the ground
first and, in about 10 years, via satel-
lite—but the growing promise of in-
band AM and FM DAB development
in the U.S. makes ultimate L-band
implementation anything but a certain-
ty in the Western hemisphere.

Ironically, that is the conclusion of
Don Messer, broadcast satellite pro-
gram manager for Voice of America,
who suspects success for in-band
would prevent the introduction of sat-
ellite DAB—VOA'’s avenue to radio
receivers in every hemisphere.

*‘Give in-band a chance’” was the
message Messer and representatives
from the National Association of
Broadcasters and the National Tele-
communications and Information Ad-
ministration delivered to the latest
meeting of a radio broadcasting com-
mittee of the InterAmerican Telecom-
munications Conference (known as
CITEL) in Mexico City, Aug. 24-28.

Messer was joined there by Valerie
Schulte and Ken Springer from the
NAB; Allan Box, president of EZ
Communications and chairman of
NAB's DAB Task Force, and Larry
Palmer, telecommunications manager
for NTIA’s Office of International Af-
fairs.

‘‘We are only talking about a year-
and-a-half or two’ before in-band

Box described as ‘‘aggressive attempts |

to defeat in-band,”’ particularly from
the Canadian contingent. In contrast,
Palmer characterized the other na-
tions’ positions as confident on L-
band and ‘‘show me’’ on in-band.

In any case, Box, a newcomer to

the group, expressed gratitude for |

Palmer’s and Messer’s *‘vocal support
of the broadcasters’ position™ in favor
of in-band development.

Indeed, Springer presented a paper
updating progress on in-band. And
Messer rose to rebut a Canadian paper
alleging that in-band suffers on a long
list of technical and economic counts.
Messer reminded the group that Cana-
da’s L-band experiments beat its own
projections and suggested the same
could hold true for AM and FM deliv-
ery. The CITEL group did not get
word during the meeting that on Aug.
26, in-band proponent USA Digital
claimed a successful test transmission
of AM DAB in Cincinnati (BROAD-
CASTING, Aug. 31).

Over the next few years, Messer is
convinced Canada can go ahead with
terrestrial experiments it plans without
creating any significant interference
coordination problems with aeronauti-
cal users of L-band in the U.S., and
without pre-empting in-band equip-
ment markets.

Most doubtful himself about in-
band’s ability to defeat FM multipath
problems, he said, ‘‘I’ll wait to see the
returns. In my own view, Latin Amer-
ica in general will take another look in
two years if in-band comes along. If
in-band pans out in the U.S., there
will be takers to build the radios. And
where are the radios?”’ With 250 mil-
lion citizens and about four radios per
family, he estimates a potential one
billion radios in the U.S.

The CITEL group on DAB is tenta-
tively scheduled to meet again next
April or May—about the same time
the Electronic Industries Association
expects to begin mobile tests of eight
proposed DAB systems. L]

MORE THAN U.S. OPENING GRAPHICS ON CBS

DAB development succeeds or fails in Softimage’s highend 30 Sofi-

the field, Messer said he told CITEL. image system o do the job,

But the U.S. delegation faced what | ey e |
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WiTH THE POWER OF SATELLITES,
You CAN TURN ON THE WORLD.

News is made in space. A live concert reaches millions. Another record races
into history books. 8 When you turn on your TV or radio, you turn on the world.
24-hours a day—every day. All through the power of satellite communica-
tions. COMSAT will turn you onto the world, via a global network of 19
INTELSAT satellites—including INTELSAT-K, our first high powered all Ku-band
satellite. B We offer valuable real-time services that allow maximum flexi-
bility. O Newsgathering. O Digital audio distribution.

= g = N - iy ‘,,
Business TV- /.1"“[08’ and digital television. é ‘# COMSAT
8 For more information, call our Broadcast Sales >’ World Systems

office at (202) 863-6796. Now, it’s your turn.

COMSAT. YOUR GLOBAL CONNECTION




While industry talk
invariably revolves around
new technologies, it takes a
very special Company to
stay focused on the creative
product and capital invest-
ment you've already made.

Panasonic is making
significant refinements to
existing technology and
developing major new
products such as its half-inch 4:2:2 videotape
recording system currently under development.
All Panascnic products share the same vision: a
commitment to value, quality, and technological
continuity.

Each Panasonic system, whether it's S-VHS,
EnHanced MII or D-3, has cameras, dockable
recorders, field portable recorders and.studio

VTRs; with high quality bridges between formats.

RS-232C interfaces have been added to

For more information call: 1-800-524-0864
One Panasonic Way. Secaucus. NJ 07094

YOU CAN SEE
THE FUTURE
BY LOOKING
AT US NOW.

key VHS and S-VHS VCRs
to extend their applications
in edit environments.The
new EnHanced Series MII
has a forward-looking 16:9
video capability built-in,
and includes a Studio VTR
with a Digital Output for
interfacing to CCIR 601 or
D-3 composite digital
domains. D-3 VTRs now
have a Digital Format Converter, so D-3 can
work easily with component digital sources or
destinations.

Thus, it should come as no surprise that
when Panasonic debuts its half-inch 4:2:2
recording system in 1993, it will play back D-3
recorded tapes in composite or component.

Now, when you choose a videotape record-
ing system, think about where you're headed
and how Panasonic can help get you there.

Panasonic

Broadcast &Television Systems Company
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STATIONS EDGE TO ARBITRON ALTERNATIVES

Direct marketing with help of database that identifies core audience is latest tool

By Randy Sukow
w hile broadcasters continue to

express frustration that their

medium is served by only
one national ratings service, they ap-
pear to be directing some of their ener-
gies toward alternative data gathering
tools. But there also seems to be a
sense of resignation among some that
there is little they can do to change
what they believe to be an inadequate
research system—the diaries—and
concentrate on ways to better survive
with Arbitron.

‘‘ Arbitron is the best thing we’ve
got. It’s not fair, but it’s the best thing
we’ve got,”’ said Jeff Wiltiams, direc-
tor of information systems, KRXQ(FM)

Sacramento, Calif.
The alternative suggested by Wil-
liams and a panel at NAB’s 1992 Ra-

“If we give in to
qualitative analysis
only, if we play that

cost-per-point game, we
are as dead as
doornails.”
George Green, KABC(AM)

dio Show was the use of direct market-
ing—telemarketing, mailings, fax
marketing—as data gathering tools.

George Nicholaw recently celebrated his 25th anniversary
CBS Radio’s knxiam) Los Angeles. Micholaw, believed fo be the o g

genaral manager of an ail-news stalion, was homored Aug.
Mayor Tom Bradiay declared "George Nicholaw Day"” in Los Angelas.

s geneval manager of
27 when Los Angeles

About two-thirds of a crowd of
about 200 at the session claimed to
already have a database in place at
their stations for direct marketing
campaigns. *‘It has become the trendy
thing to say you’ve got a database,”
Williams said. But all the panelists
said compiling the information and
buying the computer hardware is a
waste unless they are put to adequate
use. One of those uses is targeting the
nature of a station’s core listenership
and selling those facts to advertisers,
they said.

A pgood database can be used to
identify much of a station’s 20% loyal
core listenership and keep that group
loyal to the station through personal-
ized mailings (such as birthday cards)
and a station newsletter to keep those
listeners up to date on special events
and contests featured by the station
each week. Keeping loyal listeners
happy in this way effectively ‘‘makes
an impact on Arbitron,”’ said Alan
Mason of Radio Success Services,
Portland, Ore.

In fact, the panel said, personalized
mailings could significantly raise Ar-
bitron ratings if they are sent to those
listeners filling out diaries. A station
can greatly increase its chances of
reaching those people, consultant
Roger Lipschutz said, by paying spe-
cial attention to those listeners re-
sponding on a contest form in ‘‘an
especially meticulous manner,”’ in the
way one would expect them to fill out
an Arbitron diary.

Geographical information from the
database could be used to great advan-
tage during a sales presentation to an
advertiser, providing a picture of a
station’s audience superior to that pro-
vided by Arbitron, the panel said.

“‘If you go to a retail client with a
full-color map with the store location
on it and a dot equaling the location of

|
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STATISTICAL RESEARCH INC."' STUDY SHOWS

LISTENERS RATE
UNISTAR’S CNN NEWS HIGHLY

QUALITY
79.7%

COVERAGE
76.7%

ACCURACY
77.3%

AVAILABILITY
84 ol o/ (-]

The quality of CNN Radio News
would be equal to the quality of
CNN Television News.

CNN Radio News reporters
would be on the scene of
important events all the time.

In the case of a crisis, CNN
Radio News would provide
the most accurate reports.

CNN Radio News would be
available 24 hours a day to
bring news of important events.

Get Unistar’s CNN Radio News for your station.
Call 805-294-9000 today!

Ask for your copy of radio’s most recent news study,
News On The Radio.”

CNNRADIO

RADIO NETWORKS

*S.R.1. is the only organization that regularly measures network radio audiences,
providing the RADAR Report used by major advertising agencies.
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emote digital broadcasts at a competitive price.

If your radio station broadcasts from remote sites, remember the call letters ‘AT&T” Because
with AT&T ACCUNET® Switched Digital Services, you can get high-quality remote digital
broadcasting, over the telephone, at a competitive price.

And using AT&T ACCUNET Switched Digital Services is as easy as making a phone call. You
simply dial up and talk. What's more, while the service is always there when you need it, you pay
only when you use it.

To learn more about AT&T ACCUNET Switched Digital Services, call an AT&T specialist at
1800 222-SW56. Because if you want one of the best broadcasts on the radio dial, it pays to call
one of the best numbers on the telephone dial.

See ATST ACCUNET Switched Digital Services in action at the NAB Trade Show, Booth 228, COMREX CORPORATION,
and Booth 921, CORPORATE COMPUTER SYSTEMS.

B
————conllh.
—

== ATsl

=== The right choice.
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one listener, if the dot surrounds the
outlet, that has a lot of impact on that
client,’”’ Mason said.

**Geography is going to be the wave
of the future,”’ Williams agreed.

Lipschutz suggested developing
separate databases to get in touch with
advertisers directly. Some stations, he
said, have already begun separate
newsletters to the advertisers them-
selves to keep them up to date on the

| latest ratings information (if fair and
| favorable), station promotions and
other station information.

The theme of weaning the industry
from reliance on Arbitron ratings also
surfaced at another NAB panel discus-
sion, this one focusing on ways sta-
tions can increase national spot sales.

George Green, president and gener-
al manager, KABC(AM) Los Angeles,

| urged broadcasters to sell their stations

to national advertisers by using quali-
tative research about their listeners.
Otherwise, he warned, advertisers will
continue to make their buys based on
ratings and cost-per-point pricing,
which many broadcasters feel leads to
underpricing.

*'If we give in to qualitative analy-
sis only, if we play that cost-per-point
game, we are as dead as doomails,”’
Green said. |

FCC CLARIFIES INVESTMENT, CONCENTRATION ISSUES

Operators can purchase noncontrolling interest in small business or minority-owned stations

By Joe Flint
ny ambiguity that existed in the
FCC’s new radio ownership
rules, issued last month, re-

garding local concentration and FCC

Chairman Alfred Sikes’s proposed in-

vestment incentives was cleared up in

the commission's opinion and order
on the new rules last week.

Under the new rules, the commis-
sion said it would permit ownership of
up to two AM and two FM stations in

. markets with 15 or more stations.

Combinations that resulted in a market

| share of 25%, the FCC said, would |

raise a ‘‘prima facie concern.”’ In de-
fining a market, the report and order
says size will be determined with ref-
erence to a contour overlap standard in
all situations and not just what the
ratings service Arbitron designates as
a market. All stations, with the excep-
tion of noncommercial, translators or
dark stations, will be counted.

While mergers that result in an au-

Right at Home®is a
sellable one-minute
radio program of
consumer tips on
home care, repair,
maintenance and
remodeling for
owners, renters,
buyers and sellers.

(») It's only on
Compact Disc.

() Itcarries no
inventory.

(o) It'sfree.

Here's the advice:

Call 800-221-6242
anytime fora
sample.

The call’s free too.

Right Fome..

Right at Home®is under-
written by the National
Association of Home Builders

@®
-
>
©
®
®
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dience share of 25% or more will like-
ly be denied, the FCC said it will not
require a divestiture if after such a
merger the share exceeds 25% because
of improved market performance.

If a broadcaster’s thirst for radio
stations is not quenched by the new 18
AM/18 FM national limits, the opera-
tor can purchase attributable but non-
controlling interests in stations con-
trolled by a small business or a
minority broadcaster. The FCC de-
fines a small business as one with total
annual revenues of less than $500,000
and total assets of less than
$1,000,000.

The commission is also seeking
comments on a proposal that would
permit a group owner to own or have a
controlling interest in *‘some’” number
of stations beyond the national limits
if it creates and implements a broad-
cast ownership ‘‘incubator’’ program.
In other words, a broadcaster has to
demonstrate that it has in place a
small-business investment incentive
program ‘‘involving a meaningful and
ongoing commitment to increasing
pluralism in radio station ownership.”’

The FCC will also seek comments
on whether waivers of the ownership
rules should be granted to broadcast-
ers on the basis of incubator propos-
als that would be filed in advance

with the commission.

On the subject of time brokerage
agreements, the FCC clarified that the
two stations involved will be treated as
separately owned regardless of the ex-
isting brokerage agreement. If the
share of the two stations involved in
such an agreement exceeds 25%, one
station cannot purchase the other.

Also, a licensee in one market may
not enter into a time brokerage agree-
ment with a station in another market
if the licensee is at the local ownership
limit in that other market. Broadcast-
ers currently in time brokerage agree-
ments will have one year to modify
their arrangements to account for both
the 15% attribution restriction and the
25% same-service, same-market si-
mulcasting.

In response to a Capital Cities/ ABC
request that the FCC extend its appli-
cation of the top 25 markets/30 indi-
vidual voices test for granting of the
one-to-a-market rule to TV licensees
who propose to acquire more than one
radio station in a market in the same
service, the commission said the issue
would be resolved in its review of the
TV ownership rules. In the meantime,
requests will be reviewed on a case-
by-case basis. L

COPY CENTER

adio advertisers can now have

their spots duplicated via sat-
ellite. Om Sept. 1, Cycle Sat,
which delivers radio and TV ads
vig satellite, launched Audistrib,
a service allowing clients to
uplink radie ads from Los Ange-
les, Chicago or New York o
Memphis, where a digital awdio
tape master is used o make mul-
tiformat copies for distribution
vig Federal Express.
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\ RAB MULLING NEW SATELLITE OFFICE IN WEST

Fries says headquarters to remain in N.Y.,; Dallas, Chicago, Denver are possible sites

By Peter Viles

he Radio Advertising Bureau is
exploring the possibility of mov-
ing some back-office functions
out of New York, RAB President
‘ Gary Fries said last week.

Fries stressed that RAB headquar-
| ters will remain in Manhattan. The
association has three years remaining
on its lease, he said, and is thus un-
likely to move any operations soon.

‘“The main office of the RAB, as

Fries: 'support functions’ may move

far as I'm concerned, will always be
located, and needs to be located, in
Manhattan,’”’ Fries told BROADCAST-
ING. *‘But some of the secondary sup-
port functions are terribly inefficient
on a day-to-day basis in Manhattan, so
we are always exploring alternatives.”’
i *‘Nothing's going to happen on a
short-term basis,’’ he said.
] Fries said the RAB functions most
likely 1o be moved to a satellite office
include telemarketirig, printing and
member services. He said RAB’s mar-
keting, advertiser relations, research
and executive offices would remain in
New York. ‘“‘We’re talking about a
satellite operation,”’ he said. ‘‘We’re
not talking about moving the RAB.”’
Fries said no decisions have been
made on a possible site for the office.
He said he favors a site located near a
major airport and toward the center of
the nation, where labor and real estate
costs tend to be lower. Among the
cities that appear to fit the bill, he

said, are Dallas, Chicago and Denver.

While holding Denver out as a pos-
sibility, Fries took pains to downplay
the suggestion, made privately by
some in the radio industry, that he
favors locating the office in Colorado
Springs, Colo., where he still lives
while commuting to Manhattan.

**I want to move to what is the most
efficient and logical place for those
functions to be,’’ he said, adding that
any final decision on such a move
would be made by the RAB’s execu-
tive board. *‘I'd present several op-
tions to the executive board and ask
for their guidance,’’ he said. u

WHAT'S THE
COMMUNIGATIONS WORLD
(OMINGTO?

Communications companies turn to GFC because they know our staff of
experienced and responsive professionals can accommodate acquisition
and recapitalization financing.

Through the years, GFC has earned a reputation for superior industry
knowledge, flexible structures and competitive rates in an atmosphere of
outstanding customer service.

If you're wondering where in the world to find reliable communications financing, cail

Matt Breyne or Chris Webster « (602) 207-6889 « Phoenix, Arizona
Jeff Kilrea - (312) 855-1638 - Chicago, lllinois

GFC
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Greyhound Financial Corporation

Dial Tower - Dial Corporate Center - Phoenix, Arizona 85077
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NBC BLASTS LOCAL CAPS IN CROSSOWNERSHIP RULES

Says new rules still effectively bar networks from cable system ownership;
INTV also criticizes rules, but for very different reasons

By Joe Flint

bition against network-cable

crossownership still makes net-
work entry into cable system owner-
ship ‘‘unlikely if not impossible,”
NBC told the commission last week.

In a petition for reconsideration,
NBC blasted the commission’s local
ownership caps of 50% homes passed
in a market and the decision to use
homes passed by cable as a measuring
tool for both local and national owner-
ship, calling both “‘ironic’’ because
neither, NBC said, will allow for any
real network entry into cable system
ownership.

Instead, NBC said, the most ‘‘sen-
sible’” way for networks to enter the
cable business would be to acquire or
invest in an existing MSO, but the
new local ownership limits ‘“‘make
such arrangements virtually impossi-
ble with all but a handful of major
MSO’s because the limits, in combi-
nation with the local crossownership
ban [forbidding a network to own a
cable system where it owns a TV sta-
tion] would require immediate divesti-
ture of an enormous portion of the
systems a network could acquire from
most major MSQO’s.”’

What it boils down to, according to
NBC, is a difference of opinion on
how networks will get into the cable
business. Said NBC: '‘The commis-
sion must understand that network
companies are not going to go out and
buy cable systems ‘retail,’ that is, ac-
quire a TCI-owned system in one mar-
ket, a Time Warner-owned system in
another market, a Comcast-owned
system in a third market, and so on—
slowly building up to multiple system
ownership.”’

NBC said the commission should

T he FCC'’s relaxation of the prohi-

on reconsideration eliminate all local | homes passed will be compared in cal-

caps or the networks will be unable to
merge with or invest in major MSO'’s,

*‘their most likely path to cable own- |

ership.”’

NBC also has problems with the
commission’s decision to use ‘‘homes
passed’’ by cable as the criterion to

““The commission
must understand that
network companies
are not going to go out
and buy systems

‘retail.” "’
NBC comments

calculate the 10% national and 50%
local cable ownership limits. That
standard, according to the network,
*‘cannot be defended on either policy
or methodological grounds'’ because
‘“‘there is no way accurately to deter-
mine the number of homes passed in
an ADI [area of dominant influence]
or nationally.”” Existing data sources,
NBC claimed, report *‘vastly different
estimates of the homes passed in a
particular market, and of the homes
passed nationwide.”” For example,
NBC said there is a difference of opin-
ion of over 30% between Nielsen and
industry sources in several markets.
Said NBC: *“While a cable system
operator interested in selling to a net-
work may be able to count up the
number of homes his own system
passes with some degree of accuracy,
that is not the case for the total number
of homes passed in the local ADI—the
number against which his system'’s

culating whether the cap will be ex-
ceeded by a network acquisition.’’

Instead, NBC argued, the commis-
sion should compare network-owned
subscribers with the total TV house-
holds in a given ADI of the U.S. As
for the commission’s concerns that if
network-owned systems reach too
many homes locally or nationally they
could exert undue influence or control
over competing program sources,
NBC said network operators could not
control access in homes not reached
by their systems or those served by
other operators.

The Association of Independent
Television Stations also called the
commission’s June decision ironic,
but the similarities between their peti-
tion and NBC’s ends there.

Relaxing the rules, INTV said, will
lead to ‘‘dangerous levels of horizon-
tal concentration in local broadcast
markets’” and in no way helps pre-
serve “‘free off-air television."”’

Specifically, INTV questions why,
as a matter of ‘‘public policy,”’ net-
works are so important. Networks, the
association said, are ‘‘important for
providing programing for the free
over-the-air TV system’” and the FCC
decision is a threat.

INTV’s greatest concern with the
new rules is the commission’s safe-
guards against potential anti-competi-
tive behavior, which INTV called
‘‘hopelessly inadequate.”’

At issue is the commission’s deci-
sion in favor of what INTV and FCC
Commissioner James Quello called
‘“‘negative must carry.”” In other
words, if a station feels it is being
treated in an anti-competitive way
through channel positioning or being
dropped on a network-owned system,
the commission will ‘‘take remedial
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action, including ordering the operator
to carry the station or carry it on a
given channel, as necessary.”’ Said
INTV: ‘‘Stations should not be re-
quired to incur significant economic
harm before relief will be granted.”’

The commission’s analysis of net-
work business is incorrect, INTV said,
because there is a ‘‘blind faith that
revenues gained from owning cable
services will somehow™ go back into
the off-air network. ABC’s recent an-
nouncement that it will move several
college football games to pay per
view, INTV countered, shows the op-
posite will happen. ‘‘At some point, a
network will be more than happy to
forgo reaching 100% of the [over-the-
air] audience, avoid compensation
payments and clearance problems
from affiliates in return for increased
income from subscriber fees and pro-
gram payments,”” INTV said.

The networks have countered that it
T e T e T

Relaxing the rules will
lead to *‘dangerous
levels of horizontal

concentration in local

broadcast markets.’’
INTV comments

S ET T, sy Y T TR
would be economic suicide to harm
affiliates through channel positioning
or deleting the stations because it will
harm the system’s value. INTV coun-
tered that the opposite is true. “‘Such
behavior can increase a system’s value
because it places a cable system in a
superior position when competing for
local advertising revenue.’’

The commission’s new network-ca-
ble crossownership rules, INTV said,
combined with the relaxed financial
interest and syndication rules—which
do not apply to cable systems—will
lead to off-network programing by-
passing the independent station market
and moving directly to network-owned
cable systems.

INTV also criticized the commis-
sion’s 50% local ownership cap, argu-
ing instead for a 25% cap of homes
passed in a market. According to
INTV, under a 25% ownership cap, a
network could buy outright 13 of the
top 50 MSQ’s passing 6.5 million TV
households. n

VINCENT DEPARTURE IMPACTS
MLB’S WASHINGTON AGENDA

Superstation blackout backed by league
fails to make it into cable legislation

By Joe Flint

ow Fay Vincent’s resignation as

commissioner of Major League

Baseball will affect baseball’s
upcoming labor and television rights
negotiations remains to be seen, but it
has already had a negative impact on
its Washington agenda.

House and Senate conferees last
week reconciled cable legislation
without adding a baseball-backed pro-
vision that would have required cable
systems to black out games imported
on superstations if they were being
telecast locally.

During the House-Senate confer-
ence, House Energy and Commerce
Committee Chairman John Dingell
(D-Mich.) said he was sympathetic to-
ward the blackout provision and the
need to protect local rightsholders
from superstations.

But support for the provision quick-
ly dissipated following Vincent’s an-
nouncement, Dingell said. ‘‘It just
didn’t seem like there was any reason
to go forward,’’ he said.

The owners ‘‘made a very unfortu-
nate choice and it impacted on their
affairs here,”’ Dingell said. ‘‘They
lost their focus, they lost their leader-
ship and they lost their principal advo-
cate.”

Representative Dennis Eckart (D-
Ohio), another of the House confer-
ees, concurred, saying the steam went
out of the provision the day Vincent
resigned.

Howard Paster, baseball’s principal
Washington lobbyist and the newly
named president of the Hill & Knowl-
ton public relations firm, said the
amendment had support in the House
but not the Senate and the amendment
was not going to ‘*hold up the bill.”’

There may have been more substan-
tive reasons for the provision’s failure.
Some critics claimed it was aimed
more at setting the stage for pay-per-
view baseball than at protecting local
rightsholders.

The blackout provision was just part
of Vincent’s campaign to curtail the
baseball-laden superstations. And

while the effort may have been sup-
ported by most owners, it antagonized
the two team owners that broadcast
their games nationally via supersta-
tions—Tribune Co. (Chicago Cubs,
WGN-TV Chicago) and Tumer Broad-
casting Co. (Atlanta Braves, WTBS([TV]
Atlanta). Both were among the 18
owners that called on Vincent to step
down.

Earlier this year, MLB required a
language change in its local broadcast
contracts that would allow a team to
terminate its contract if broadcasts
were retransmitted *‘by any means’’ to
more than 200,000 homes outside the
team’s territory.

Most viewed it as an attack on su-
perstations. Shaun Sheehan, vice pres-
ident, Washington, Tribune Co., said
he hoped the next commissioner has a
*‘full enough plate’” because the *‘no-
tion of eliminating events on supersta-
tions is not consumer-friendly.’’ Tri-
bune has become a force in local
baseball rights—by next year, seven
Tribune stations will be carrying base-
ball, and it owns superstations WGN-
TV Chicago and WPIX(TV) New York,
which carries the New York Yankees.

Although baseball’s stance against
the compulsory license (a position also
at odds with Tumner and Tribune) like-
ly will not change with Vincent's de-
parture, its efforts to repeal it could be
slowed.

The compulsory license allows ca-
ble systems to pick up superstations
and other distant broadcast signal
without consent, paying a relatively
modest federally set fee to the baseball
and other programing rightsholders.
Baseball receives about $40 million
from cable and superstations.

Tribune was also angered over Vin-
cent’s attempt to shift the Cubs into
the Nationa]l League West division,
where the West Coast start times
might hurt viewership in the rest of the
country. Tribune has sued to block the
plan.

Meeting in St. Louis last Wednes-
day, the team owners tapped one of
thetr own, Milwaukee Brewers owner
Bud Selig, to take over for Vincent. ®
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Vice President Quayle’s Council on Competitiveness,
in a report released last week trumpeting the benefits of
deregulation, acknowledged the rise in cable rates since
the industry was deregulated in 1984 may be partially due
to ‘‘the presence of market power.”” And the ‘‘obvious
solution’’ to that market power, according to ‘*The Lega-
cy of Regulatory Reform: Restoring America’s Competi-
tiveness,”” ‘“‘would be to encourage more head-to-head
competition among cable companies by discouraging local
authorities from unreasonably refusing to grant [second]
franchises.’’ The Bush administration has been strongly
opposed to cable legislation, which seeks to put clamps on
cable through a mix of
regulation and competi-
tion. Indeed, the President
| has threatened repeatedly to
veto the measure.

Commerce Secretary Bar-

bara Franklin last week defended as ‘‘sound”
Commerce’s estimates of the regulatory costs to
consumers of the pending cable legislation, say-
ing they were developed by the Department’s
National Telecommunications and Information
Administration ‘‘after a careful and independent
review of available information from outside sources.”’

The Franklin defense came in response to questions
raised by House Energy and Commerce Committee Chair-
man John Dingell (D-Mich.) in the wake of an Aug. 27
Washington Post story suggesting that NTIA estimates—
$23 to $53 per subscriber per year—were a mere rehash of
figures supplied by the National Cable Television Associ-
ation. NCTA cited the Commerce numbers in bill flyers
urging subscribers to oppose the legislation.

NTIA head Greg Chapados, in a cover letter to a nine-
page detailed response to Dingell’s questions, said the
suggestion NTIA ‘‘merely repackaged” industry data
‘‘does not square with the facts.”” Government analysts
used NCTA information, but adjusted some figures and
excluded others, he said. As a result of NTIA’s conserva-
tive approach, he said, NTIA estimates ‘‘may well under-
state’’ the costs of the legislation.

| U.S. West Chairman and Chief Executive Officer
Richard McCormick, in Washington last Wednesday to
announce the introduction of an electronic directory ser-
vice in Minneapolis, had little to say about a possible joint
venture with Tele-Communications Inc. McCormick told
BROADCASTING last February his company was negotiat-
ing with TCI to build fiber networks in Denver and other
markets they have in common and share the facilities on a
*‘condominium basis.”’ Asked about those talks, McCor-
mick acknowledged only that they are ongoing. He de-
clined to comment on when or even whether they might
produce a deal.

U.S. West’s electronic directory service, essentially a
computer-based white and yellow pages, can be accessed
by personal computers or on a dedicated terminal (with
keyboard, screen and handset) that plugs into any tele-
phone jack. The terminal may be bought for $300 or
leased for $12 a month; the connect time is 15 cents a
minute. U.S. West officials said the service’s ‘‘natural
language’’ search feature is unique. It allows a consumer
to call up a list of auto repair shops by entering a simple
phrase like “*fix my car.”’

Edited By Harry A. Jessell

The announcement had a Washington angle. McCor-
mick said none of the BOC’s could have offered such a
service if a federal appeals courts last year had not elimi-
nated information services restrictions on the former
AT&T subsidiaries. He also warned against legislation
authored by House Judiciary Committee Chairman Jack
Brooks (D-Texas) that would reimpose the restrictions.
That measure would ‘‘turn back the clock,” he said.
““Let’s get on with this. Let’s compete in the
marketplace, not in Congress.”’
The turf battle between the United States In-
. formation Agency’s Voice of America and the
7~ Board for International Broadcasting over
who will start a full-scale
. broadcast service to China
On kicks off in eamnest this
. week at a Senate Foreign
Relations Committee hear-
ing on Sept. 15. Both agencies have |
been pushing for the service for
some time now. Witnesses include
USIA Director Chase Untemeyer
and BIB Chairman Malcolm 8.
Forbes Ir. BIB oversees Radio Free
Europe and Radio Liberty (RFE/RL). Some observers
believe the agency that loses the China service will soon
face extinction.
Many of the cable executives in Washington last week
for a lobbying blitz against cable legislation will be con-
vening again next week in New York for what's come to
be known as ‘‘cable hell week.’’ The week centers on the
annual Walter Kaitz foundation dinner, which funds the
foundation’s cable internship program for minorities. It’s
slated for the New York Hilton on Wednesday (Sept. 23).
The day before the dinner, also at the Hilton, the
National Cable Television Association's National Acade-
my of Cable Programing will host a luncheon and panel to
discuss cable’s role in covering the presidential cam-
paigns. The panel: C-SPAN’s Brian Lamb, CNN’s Ber-
nard Shaw, ABC News’s Lynn Sherr, New York maga-
zine’s Edwin Diamond and Nickelodeon’s Linda Ellerbee.
The Thursday and Friday after, NCTA and the National
Association of Minorities in Cable will hold a two-day
seminar at the Waldorf-Astoria on running urban cable
systems. FCC Commissioner Andrew Barrett will be the
featured speaker. Having met in Washington last week,
the NCTA board canceled a planning meeting prior to the
Kaitz dinner.
Frustrated with the FCC’s reference rooms? Fear not.
In hopes of improving service, the FCC is planning to
consolidate the reference rooms of the Mass Media and
Common Carrier Bureaus and the Office of the Managing
Director and the FCC library under the aegis of the OMD.
To manage the reference rooms and other non-press
public information services, the FCC has created the new
OMD post of associate managing director for public infor-
mation and reference service. In addition to the reference
room, he or she {no one has yet been named to the post)
will also oversee the consumer assistance and small-busi-
ness division, up to now part of the Office of Public
Affairs, as well as OMD’s Information and Records Man-
agement Division. OPA will stick exclusively to press
relations. u
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TOP BUYERS FLY TV’S FRIENDLY SKIES

Stations find there are limits to benefits of offering expensive trips to woo big advertisers

By Sharon D. Moshavi

ome local TV executives are
hoping that paying for advertis-
ers to lie on a Caribbean beach
or ski down the Alps will translate into
increased spending on their stations.
A longtime but never widespread
practice by television stations has been
to offer trips to local advertisers and
agency executives (and their spouses)
who place a certain amount of dollars.
Although many stations remain op-
posed to it, others say it is an effective
means of encouraging spending and
building a rapport with advertisers.
The practice is cyclical by nature,
according to Royce Yudkoff, manag-
ing director of ABRY Communica-
tions, whose station group has orga-
nized European trips for about 100
people for the past couple of years.
*“There is a finite amount of time a
station can do this,”” he says. ‘“‘At
some point it stops working. And after
you've stopped for a while, then you
can start doing it again.”” ABRY,
which is still evaluating whether to
offer a trip again next year, spends
about $500,000, or 0.5% of revenues,
to send advertisers on its five stations
to Europe. Says Yudkoff: “‘Is that a
reasonable investment in our most
valuable clients? Yes. It gives us an
opportunity to know them better.”’
River City Broadcasting stations of-
fer two trips per year. One, an annual
ski trip to Utah, is for local media
buyers, and is not dependent on how
much they spend. The other annual
trip—a cruise through the Greek is-
lands this year—is for business own-
ers and principals in companies that
advertise, and is tied to specific adver-
tising spending. Says Rick Gorman,
general sales manager, River City’s
WTTWTV) Bloomington, Ind.: **A trip
is designed to fail if it is set up as a

| payoff for a buy. The
whole tone has to be
that we’re developing a
partnership and a rela-
tionship with the ad-
vertisers.”’

While incentive
travel does, at least ini-
tially, create good rela-
tionships with advertis-
ers and bring in some

additional revenue,
others are skeptical
about its long-term

use. According to Joe
Young, general sales
manager, WXIN(TV) In-
dianapolis, who had
experience offering
travel incentives while working at an-
other station, ‘‘It’s very useful the first
year, but the more you do it, the more
the returns just aren’t there.”’
A main problem is when more than
one station in the market offers trip
incentives. And when one station of-
fers a trip, others in the market soon
follow, sales managers say. Eligibility
for the trips is usually based on spend-
‘ ing a certain amount more than was

spent the previous year, and some
sales managers argue that advertisers
simply swap dollars back and forth
between stations.

Stations that have offered trips to
advertisers also say controlling who
goes on a trip is a problem. Spending
time and building relationships with
key advertisers and buyers is the focus

of the trips, but stations say that once
i a customer has been given a trip, they

have little control over who actually
takes it. ‘“You could end up with an
| advertiser’s sister-in-law or some-
thing,'’ says Steve Foerster, national
sales manager, KwTv(Tv) Oklahoma

City, which, two years ago, took local

| advertisers on a Caribbean cruise. But

T i

ABRY took their advertisers to the Alps last year. Here,
some of the group is shown along the French-ltalian border.

WTTV(TV)'s Gorman says his station
enforces a policy of only the principals
using the trip.

Some TV station executives say
they have a philosophical problem
with offering advertisers trips to en-
courage them to buy commercials.
They say stations should sell inventory
and advertisers should buy it based on
what it offers their business. The way
to attract advertisers, says Bill Pul-
liam, general sales manager, KTXL(TV)
Sacramento, is to offer programs that
provide added value to advertising
buys, not personal perks.

Ron Steiner, a consultant to TV sta-
tions, works with both affiliated and
independent stations that have offered.
trips to advertisers. He says added-
value offerings like direct mail are fast.
becoming the alternative to offering
travel incentives. Stations in conjunc-
tion with advertisers are sending con-
sumers magazines that include view-
ing information and ads or coupons
given free to advertisers. According to
Steiner, stations in 50 to 60 markets
are offering these sorts of packages to
advertisers. L]
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HURRICANE DAMPENS FLORIDA ADVERTISING

Only 10%-15% of market was strongly affected by storm, but advertisers are
hesitant; expectation is market will boom as recovery money pours in;
ratings have been disrupted with dislocation of up to 250,000 homes

By Sharon D. Moshavi

elevised images of the destruc-

tion of Hurricane Andrew have

been enough to scare many na-
tional advertisers out of the Miami
market.

Station and sales executives say ad-
vertisers have a mistaken impression
that the hurricane’s damage has de-
stroyed the entire market. ‘‘Probably
10% to 15% of the ADI was strongly
affected, but the rest of the ADI was
back on its feet in 24 to 36 hours after
the storm,’ says Jack Oken, presi-
dent, MMT Sales. While some adver-
tisers that delayed their schedules by
just two or three days because of the
hurricane have already come back,
others have pushed schedules back
even further, fearing the market isn’t
primed for advertising.

Local advertisers have been more

Acorn
Broadcasting
Co., Inc.

has acquired the assets of

KBOL-AM

Boulder, Colorado
from

Boulder Radio KBOL, Inc.

Al Perry
represented both parties
in this transaction

; ﬁiciz%ifé’fﬁ V’Y{ é? i ;‘;{- s et

* Consultants « ppratsers
Philadelphia « Kansas City » Denver
lack Satterfield Al Perry
(215) 668-1168 (303) 2396670
lohn Weidman Bob Austin
(215} 660-7760 {303) 740-8424

Doug Stephens
{913)649-5103

486 Busingss

willing to come back. Some are even
taking advantage of it. One car dealer
is running commercials that depict a
mock post-hurricane press convention,
according to Oscar Welch, director of
programing and promotion, ABC af-
filiate WPLG(TV). The station also
managed to convince another car deal-
er that was ready to pull its advertising

‘“‘Some advertisers are
sensitive about airing
a commercial at all.
They think it might be
inappropriate.’’

Oscar Welch, wrLcTv) Miami

that it was better to stay. ‘‘After all,
there’s probably never been another
time when so many people in south
Florida need cars,’’ says Welch.

Still, there remains concern from
both local and national advertisers
about hawking their wares right after
an event as devastating as a hurricane.
‘‘Some advertisers are sensitive about
airing a commercial at all. They think
it might be inappropriate,”’ says
Welch,

Although the hurricane proved to be
an early bust for the stations—not only
because they lost some advertisers but
because there were days after the
storm when they aired no ads at all—
there is some anticipation the siations
could be in for a boon. President Bush
has proposed aid of $7.6 billion for the
region, and ‘‘insurance companies are
pumping $7 billion into the econo-
my,”” says Allen Shaklan, vice presi-
dent and general manager, CBS’s
wCIX(TV). That will translate into in-
creased spending and hopefully in-
creased advertising, say Shaklan and
others. wcCix, though, is probably in
the worst shape in the market, since it
lost its broadcast tower during the
storm and the station will have to use a
low-power antenna for quite some
time.

Although MMT’s Oken predicts
September will be a languid month for
advertising, Ed Ansin, president of
WSVN(TV), is hopeful about advertis-
ing’s more immediate future. ‘‘Insur-
ance companies are already writing
checks, and people are already buy-
ing. They need fumiture and all sorts
of other items right now,’’ he says.

One thing that is not likely to be
fixed in the near term is the ratings
system. Neither Nielsen nor Arbitron
is able to report sufficient data for
stations now. About 400 to 450 of
Nielsen’s 500 metered homes in the
market are still functioning, but the
market’s makeup has been shaken by
the dislocation of between 100,000
and 250,000 people. ‘““We're con-
cerned the overall sample is not accu-
rate anymore,’’ says Jack Loftus, vice
president, communications, Nielsen.
Nielsen and its client stations all say
the market should be recalibrated, but
no one at this point seems sure how to
do that or how long it will take. ‘It
will be quite a while before the Miami
DMA returns to anything representing
normal levels,’’ says Loftus.

Nielsen is staying on schedule for
its November sweeps diaries, though,
and has already begun sending post-
cards to Miami homes identified for
the diary sample. Additionally, Niel-
sen’s national peoplemeter has been
“virtually unaffected,”” according to
Loftus.

Stations say they are going to rely
on data from the May and July diaries.
Richard Lobo, president and general
manager of NBC’s WTVJ(TV), says that
is nice. ‘‘Not having overnight ratings
allows us to operate in an atmosphere
that is much less of a pressure cook-
er,”” he says. The station is trying to
attract advertisers by playing up their
hurricane coverage—the station re-
ceived national and local attention for
keeping its weather reporter on the air
for 22 straight hours during the hurri-
cane. Lobo said the station is taking
tapes of that coverage, as well as press
reports about it, around to advertisers
*‘to try to convince them we won con-
verts through this for our local news,”’
says Lobo. n
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ChangingzHands

This week’s tabulation of station and system sales ($250,000 and above)

WTIC-TV Hartford, Conn.; KDVR(TV)
Denver; WATL(TV) Atlanta and
WXIN(TY) Indianapolis O Sold by
Chase Communications Inc. to Re-
naissance Communications for esti-
mated $175 to $200 million. Seller is
headed by Amold Chase; stations, all
Fox affiliates, are company’s remain-
ing television holdings. It retains
WTIC-AM-FM Hartford, Conn., and is
currently building cable systems in
Poland. Buyer is headed by Michael
Finkelstein, and also owns KTXL(TV)
Sacramento, Calif; WTXX(TV) Water-
bury, Conn.; WDZL(TV) Miami and
WPMT(TV) Harrisburg, Pa. wTIC-TV
has is on ch. 61 with 5,000 kw vis.,
1,000 kw aur. and ant, 1,692 ft. KDVR
is on ¢h. 31 with 5,000 kw vis., 500
kw aur. and ant. 1,038 ft. WATL is on
ch. 36 with 2,682 kw vis., 402 kw
aur. and ant. 1,170 ft. wxIN is on ch.
59 with 2,090 kw vis., 209 kw aur.
and ant. 990 ft.

KBBX(AM)-KBCK(FM) Centerville,
Utah (Salt Lake City) O Sold by Ra-
dio Property Ventures Inc. to U.S.
Radio IV Inc. for $1.65 million. Sale
includes CP for KDOE(FM) Brigham
City, Utah. Stations will be operated
as LMA. Seller is headed by Burt W.
Kaufman, who also owns KXEG(AM)
Tolleson, Ariz.; KSHY(AM) Cheyenne,
Wyo.; KXEN(AM) St. Louis and

PROPOSED STATION TRADES

By volume and number of sales

This Week:

AM’s 0 $1,670,0000 3
FM’s O $1,606,928 0 2
AM-FM’s O $1,990,000 O 2
TV’s 0 $175,055,467 0 5
Total O $180,322,395 012

1992 to Date:

AM’s O $155,701,970 O 162
FM’'s O $292,872,837 0 177
AM-FM’s O $223,969,846 O 115
TV’s O $1,382,437,087 O 47
Total O $2,054,981,740 O 501
For 1991 total see Jan. 27, 1992 BrOADCASTING.

KQXI(AM) Arvada, Colo, Buyer is
owned by Ragan A. Henry, who recent-
ly sold kDia(AM) Oakland, Calif., for
$1.6 million (‘‘Changing Hands,”" Aug.
3). Henry heads broadcast group that is
licensee of 8 AM’s, 15 FM’s and one
TV, KBBX has religious, Spanish format
on 1600 khz with 5 kw day and 1 kw
night. KBCK has country format on
105.7 mhz with 7.3 kw and antenna
921 feet above average terrain, Broker:
Media Services Group Inc.

KAYKFM) Muskogee, Okla. O Sold
by Narragansett Radio to Riverside
Communications Inc. for $1.6 mil-
lion. Seller is headed by Glenn M.
Creamer, and is affiliate of Narragan-
sett Capital Inc., licensee of WYNK-
AM-FM Baton Rouge and KEZO-AM-FM
Omaha. Narragansett also owns cable
and newspaper properties. Buyer is
headed by Carol Ann Yde, who, with
William L. Yde III, has interests in
licensee of KTZN(FMy Green Valley,
Ariz. KAYI has CHR format on 106.9
mhz with 100 kw and antenna 1,005
feet above average terrain. Broker:
Questcom Radio Brokerage.

WMIN(AM) Maplewood (Minneapo-
lis), Minn. O Sold by Voyageur
Broadcasting Co. to Central Baptist
Theological Seminary of Minneapolis
for $1.5 million. Seller is headed by
Obed Borgen, and has no other broad-
cast interests. Buyer is headed by Er-
nest Pickering, and recently sold
WCTS-FM Minneapolis for $10 million
(*‘Changing Hands,”” Aug. 24). WMIN
has MOR format on 1030 khz with 50
kw day and 1 kw night.

WALM(AM)-WELL-FM Albion, Mich.
O Sold by Thomas A. Bruinsma,
bankruptcy  trustee  for  Triad-
Commco., to Donald R. Fox for
$340,000. Sale includes WELL(AM)
Battle Creek, Mich. Seller has no oth-
er broadcast interests. Buyer has no
other broadcast interests. WALM has
big band format on 1260 khz with 1
kw day and 500 w night. WELL-FM has
big band format on 104.9 mhz with 3
kw and antenna 300 feet above aver-
age terrain. WELL(AM) is fulltimer with
oldies format on 1600 khz with 1 kw.
For other proposed and approved
sales see ‘‘For the Record,’’ page 55.

SOLD!

KZKX-FM, Lincoln,
Nebraska from Sherman
Broadcasting Corporation,
Jay Meyers, President
to C.T. Robinson for
$2,850,000 cash.

Elliot B. Evers
Broker

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

RANDALL E. JEFFERY
407-295-2572

ELLIOT B. EVERS
415-391-4877

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2721

RADIO and TELEVISION BROKERAGE
FINANCING = APPRAISALS

N
P

MEDIA VENTURE
PARTNERS
WASHINGTON, DC

ORLANDO
SAN FRANCISCO

Subject to F.C.C. approval
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Classifieds

V4
/

See last page of Classified Section for rates, closing dates, box numbers and other details.

RADIO
HELP WANTED MANAGEMENT

New start-up 25kw FM in central VA seeks sales
oriented manager to direct sales and assist in man-
agement of new station. Must have strong sales
background and references. Excellent new facility.
Send resume to: WFXQ, PO Box 305, Chase City,
VA 23924; 804-372-3996. EOE.

S.E. GSM: 100,000 watt powerhouse looking for
GSM with emphasis on developing local retail and
young sales staff. You must be willing to get out
into the trenches with your reps and develop the
incredible amount of untouched local retail. $11
million radio market. Reply to Box N-12. EOE.

General manager for leading AC FM in Northern
California rated market. Great growth opportunity
with first class group. Must have strategic planning
skills, strong leadership ability, and urgency to win.
Send resume and letter outlining experience and
goals to Box P-1. EOE/MF.

General manager: Southern Starr Broadcasting
Group, Inc. is in the process of expanding in mar-
kets east of the Mississippi. Must have programing,
an emphasis on sales, and at least 3 years of
management experience. if you are a hands on
operator, motivated, and prepared t0 move, this is
your gpportunity. Send resume to Personnel Direc-
tor, ¢fo SSBG, Inc., 99 Canal Center Plaza, Suite
220, Alexandria, VA 22314, EOE.

Seliling sales manager, who can lead the “consul-
tancy sales method” by example. Must have at
least three years radio experience and a proven
track record in sales. KCIl, 110 East Main, Wash-
ington, |A 52353. EOE.

Local sales manager: You will be responsible for
development of the entire local sales effort for new
FM station located in Natchez MS. Experience is
required. A college degree is preferred. Call 601-
446-9730 and ask for Mr. Williams. EOE.

General manager. Miles City, Montana. Full
charge position. Reply 1218 Pioneer Building, 336
North Robert Street, St. Paul, MN 55101. EQE.

GM/GSM - Cape Cod FM seeks experienced re-
sult-getter for career opportunity. Send resume,
references, recent photo. EOE. Reply to Box N-48.

General sales manager wanted for news-talker in
Southwest US. Excellent potential. Must be willing
to get out on the street with your reps and demon-
strate leadership in this super retail marketplace.
Good training skills and bottom-line focus a must.
Great opportunity in a young and growing compa-
ny; potential move to G.M. income commensurate
with experience. Reply to Box P-14. EOE.

HELP WANTED SALES

Top small market statlons: A rare opportunity is
knocking for 2 qualified sales executives who know
their way around retail and agency media sales.
Southwest Mississippi's leading FM radio stations
need your talent now. You will work hard, be self-
motivated and a team player. Fax your resume
601-446-8260 or call 601-446-9730 and ask for the
order. EOE.

Experienced salespeople needed for Florida
small market station near Tampa. Must like and
understand small market radio. Immediate open-
ings. Big commissions to closers. Call 813-782-
1418. EOE.

Local account manager needed for Central Ore-
gon resort market combo. All-sports 10kw AM &
100kw Rock/CHR FM seeks experienced, aggres-
sive & money-motivated self-starter to join a team
of four to focus on local retail business develop-
ment, while working with established client base. A
background in “direct” retail business and in smail
"year round” markets helpful. Excellent benefits
and compensation program awaits ... if you're
ready to join a team of top performers and work for
a market leader. Send resume & cover letter to:
Scott Gilreath, GM, KGRL/KXIQ, PO Box 5068,
Bend, OR 97708 or call 503-382-5611 for Fed Ex
address. Drug-free & EOE.

HELP WANTED MARKETING

Public radio station WWFM, Trenton, NJ seeks
Development and Marketing Manager. WWFM with
a Classical music format, is a CPB qualified station,
licensed to Mercer County Community College and
also operates WWNJ-FM, Dover Township (Toms
River) and translators located in Center City Phila-
delphia and Lebanon Township, NJ. Position re-
quires minimum associate’s degree, bachelor's
preferred, proven broadcast sales or underwriting
accomplishment, excellent English verbal and writ-
ing skills, experience with PC, persuasive on-air
personality, professional image and be self-moti-
vated. Responsibilities will include developing and
carrying out a systematic approach to soliciting
underwriting from business and non-profit scurces.
WWFM studios are located on the West Windsor
campus of the college. Salary mid-high $20's.
Closing date Sept. 30, 1992 or until position is
filled. Respond in writing with resume and cover
letter t0: Mercer County Community College, Per-
sonnel Services Depl. GS, PO Box B,. Trenton, NJ
08690. EEO/AA Employer.

NELP WANTED TECHNICAL

Chlef engineer wanted: for major market radio
station. Must have electrical engingering degree or
equivalent experience, and possess & lifetime FCC
General Radio Telephone license or S.B.E. certifi-
cation. Must have five years experience installing
and maintaining radio broadcast equipment. Prefer
prior management experience. Must be willing to
work in @ smoke-free environment and be willing to
fully support company's mission and core values.
Individuals who are qualified and are interested in
being considered should submit an application to
Personnel, KBIG Radio, 7755 Sunset Boulevard,
Los Angeles, CA 90045, by Friday, September 30,
1992. KBIG Radio is an equal opportunity employ-
er.

NELP WANTED NEWS

AC taking applications for news/traffic director.
T&R to WLMX Program Director, Box 989, Chatta-
nooga, TN 37401. ECE.

Free skling: New England Ski Areas Council
needs full-time seasonal broadcasters for ski re-
porting network. Must be prepared to ski more than
30 days/season. We're looking for a good writer
who can work under deadline pressure with at least
two years on-air experience in professional radio.
Good salary, paid vacation. Send T&R to: NESAC,
10 Cox Rd., Woodstock, VT 05091. 802-457-3838.
EOE. Women encouraged to apply.

HELP WANTED PROGRAMING
PRODUCTION AND OTHERS

PD for Florida AM-stereo that's been kicking the
big boys in their backyard. Must be & winner with
mature voice and able to program to adults 25-
54 +. If you like white sand call the General Man-
ager at 904-934-0938. Salary negotiable. Adult Ur-
ban Contemporary. EOE.

SITUATIONS WANTED MANAGEMENT

Savvy, creative pro, extensive radio sales, sales
management experience, seeking GM or GSM op-
portunity, medium-metro market preferred. 305-
424-2194.

Bottom line orlented GM sceking manager's posi-
tion. 24 years experience in small, medium, and
large markets. Call Jack Inman . . . $12-756-3866.

Experienced broadcaster with solid references.
Managed station in small and medium markets.
Knowledgeable in FCC rules, sales presentations
and master at promotions. Glenn 502-886-3583.

Currently employed VP/GM with sixteen years of
sales and management experience seeks GM op-
portunity in Southeast. My station is throwing off a
35% gross profit monthly and collecting $65% of all
outstanding accounts receivables every 30 days.
Superior people skills and a true appreciation for
the bottom line. Reply to Box P-15.

Retired radio group VP seeking temporary man-
agement assignment or Special project anywhere.
Diversified background includes regional net-
works. Best references. 919-787-7850.

SITUATIONS WANTED ANNOUNCERS

Frustrated announcer: Looking Midwest, have 14
months experience, eventually want sports play-
by-play, for now take anything. Call Nick at 414-
968-3878

78.
SITUATIONS WANTED TECHNICAL

15 years major market experlence. Good design
and construction background. Specialist in PC net-
works and digital audio storage. Very strong news
support background. BASYS superuser, FCC Ii-
censed. Seeking major group, station or network,
or any other interesting proposition. Reply to Box P-
16.

SITUATIONS WANTED NEWS

I'm no news bunny: Years of experience at NBC
(when it was NBC), AP, UPI, WGCI and other
shops prove it. On-air, editor, management — | do
it all. Call Mary 708-256-6337.

Young sportscaster with PBP experlence, solid
reporting background, and interviewing skills. Ma-
jor market credentials but will consider all offers.
Mike, 708-490-9643.

Award-winning Los Angeles network reporter
looking for a news director position, or reporter in
radio or TV market. 818-345-6245.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Talented minority female, with a B.A. in Radio/TV
is looking for an opportunity in Atlanta or surround-
ing area. Reply to Box P-12.
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TELEVISION
HELP WANTED MANAGEMENT

News director: Group owned Southeastern coast-
al affiliate needs a dynamic team leader deter-
mined 10 put us over the top! Send resume, tape
and references t0: Michael Weeks., VP/General
Manager. WITN-TV, PO Box 468T, Washington. NC
27889 AA/EQE.

Traftic manager: Needed for small market. Must
have Columbine experience. Reply to Box P-8.
EOE.

Director of engineering and operations: Leading
independent station in tOp-ten market seeks a take-
charge individual to head engineering/operations
department. Strong managerial skills required. Five
1o ten years major market or network experience,
including solid background in air operaticns, auto-
mation, studio production, post-production and re-
motes required. Bachelor's degree in Electronics
or Electrical Engineering preferred. Responsible
for budgetary control and planning. plus negotia-
tion and administration of labor contracts. This is a
once-in-a-lifetime opportunity for a uniquely talent-
ed individual. Excellent benefits and growth poten-
tial. An equal opportunity employer. Send resumes
to Box P-17.

General sales manager: Market leading CBS affili-
ate in one of America's most beautiful cities is
seeking a general sales manager. Resume to Jack
Harrison, President, KTBC-TV, 119 East 10th
Street, Austin, TX 78701. ECE.

National sales manager: Fox affiliate of the year
seeks motivated individual o join sales team. Mini-
mum 4 year$ television sales experience. Televi-
sion sales management and national television rep
experience preferred. Resumes 10: Dennis Chris-
tine, General Sales Manager, WXIN-TV, 1440 N.
Meridian St., Indianapolis. IN 46202. No phone
calls. EOE.

HELP WANTED SALES

Sr. account exec: Top 50 market in Southeast
seeking Sr. acct. exec. to be groomed as local
sales mgr. 5 yrs. experience in media sales or
media-oriented business; management experi-
ence; product knowledge of rating services and
heavy emphasis on training and sales promotions
is required. Qualified applicants submit resume to
Personnel, PO Box 11847, Winston-Salem, NC
27106. EOE, M/F.

Prestigious television design and marketing firm
seeks to add an experienced sales professional to
our team. Candidate will market television custom
and syndicaled graphics and animation packages
to a national and international clientele. Prior sales
experience and understanding of design concept
and technical execution a must. Send resume to
The DI Group., 651 Beacon Street. Boston, MA
02215, Attn: Jolen Schmauss. EQE.

Experienced account executive: WACH-TV (Fox)
looking for sales rep with strong agency/new busi-
ness track record to grow with up and coming TV
group. Will pay for quality. Resumes to Jeff Flynn,
Local Sales Manager. WACH-TV, 1221 Sunset
Blivd.. Columbia. SC 29189. EQE.

WVNY-TV, ABC afflliate in Burlington, Vermont,
needs an experienced account executive skilled in
promotion and new business development. Send
resume 10: Charles Cusimano, WVNY-TV, 100 Mar-
ket Square, Burlington, VT 05401. WVNY-TV is an
equal opportunity employer.

Marketing consultant: Top 50 markel, slrong,
growing affiliate looking for a sales dynamo. Estab-
lished list available for the candidate who knows
how to generate new business, develop vendor
and attain rates. Our team needs a leader that
boasts a strong track record of business develop-
ment. Cover letter and resumes t0: WHTM-TV, Atin:
David Bradley. LSM, PO Box 5860, Harrisburg, PA
17110, EOE.

Account executive: WTVO-Tv, NBC affiliate in
Rockiord. lllinois seeks proven. successful'account
executive with minimum 3 years media sales expe-
rience to handie senior list. Must be proficient with
ratings and have demonstrated ability to generate
new, direct business. Resume. references o Local
Sales Manager, WTVO-TV, PO Box 470, Rockford,
IL 61105. EQE.

RELP WANTED TECHNICAL

Fiorida chief engineer needed for network affili-
ate. Strong hands-on skills required with knowl-
edge of both studio and transmitter facilities. Send
letter with resume. Reply 10 Box P-9. EOE.

Video enginesr experienced in installation. main-
tenance and repair of complete studio and post
production facilities with Beta. 3/4”, 1" and digital
equipment is needed. We are a fast paced, state-
of-the-art ad agency producing commercials for
Fortune 500 clients, located in a friendly family
oriented community. Please send resume to Box P-
18. EOQE.

TV maintenance engineer: Trinity Broadcasting
Network has immediate opportunity for an individ-
ual with 3-5 years technical maintenance experi-
ence with the ability to troubleshoot to component
level equipment such as 1" Sony VTR's, D2/D3
recorders, CMX editing systems and digital effects
with special emphasis on digital techniques. Re-
sume to: George Murray, Network Operations Di-
rector, Trinity Broadcasting Network, 2442 Michelle
Crive, Tustin, CA 92680. EOE.

Maintenance techniclan: General Class FCC Ra-
dio-Telephone Operator license required. Experi-
ence in repair/adjust of VHF transmitters, micro-
wave and assocCiated equipment needed. Will aiso
assist in repair/adjust of studio broadcast equip-
ment. Send letter, resume and salary requirements
10 Veronica Bilbo, EEQ Coordinator, KPLC-TV. PO
Box 1488, Lake Charles, LA 70602. EQE.

Director/technical director: KPLC-TV seeks dir-
ector/technical director for news, special projects
and commercial production. Candidate must have
a strong background in news production from con-
cept to execution. Communication, follow-through
and leadership skills required. Director/technical
director experience in television market required.
Send letter, resume, salary requirements and
newscast/commercial reel to Veronica Bilbo, EEO
Coordinator, KPLC-TV, PO Box 1488, Lake
Charles, LA 70602. EOE.

Director of engineering: The Museum of Televi-
sion & Radio. the premiere publicly accessible
television and radio archive and museum, is seek-
ing candidates to manage our brand new broad-
cast quality technical facility. The Museum con-
ducts extensive editing. projection. transfer, and
automated playback operations, and is committed
to remaining a technically advanced facility. Re-
sponsbilities include hands-on supervision of oper-
ations and maintenance staff, and long range plan-
ning and budgeting. The director is a member of
the Museum’s senior management committee, Ap-
plicants must have substantial engineering man-
agement experience in broadcast or cable, and an
engineering degree. Excellent salary and benefits.
Send resume, with salary history to MT&R; 25 west
52nd Street; New York, NY 10019.Fax: 212-621-
6700. Attn: Mr. Sharpless. No calls please. EQE.

HELP WANTED NEWS

Producer/assignments editor: Intense hard-news
market. Computerized shop with state-of-the-art
production backup. Solid organizational and lead-
ership skills. Sharp writer who can edit fast if called
upon. Rare opportunity for serious pro looking for
overseas experience. Excellent retirement and
profit-sharing benefits package. Interviewing in
September. Rush via Priority Mail your resume,
non-ret. show tape, references and Fax number to
Ken Booth, Guam Cable TV, 530 W. O'Brien Drive,
Agana, Guam 96910 or Fax: 671-477-7847. EOE.

“You don't have to be a weatherman 10 know
which way the wind biows.” - Bob Dylan. But you
do if you want t0 be our next weekend weather
anchor. We'rg looking for a good, solid, know-
ledgeable straightforward person to handle week-
end weather and some enviro/science/outdoors/
on-the-road type stuff. AM.S. preferred and at
least two years experience. Serious weather-types
only. Tape and resume t0: Tim G. Gardner, News
Director, KTBC-TV, 119 E. 10th Street, Austin, TX
78701. EOE; M-F. Closing date 9/18. Don't call us.
Wwe'll call you.

Co-anchor/news editor: Midwestern affiliate news
leader needs a six and ten co-anchor to comple-
ment established female talent. We're looking for
an experienced person with good news judgment
and the ability to lead others. Applicant should
have a Bachelors Degree in Journalism or a related
area or equivalent. One year television experience
required. We're the best facility in one of the best
cities in America and we need a person to continue
the winning tradition. All replies confidential to
news director. Reply to Box P-19. An equal em-
ployment opportunity/affirmative action employer.

Southwestern medium market affliiate is ex-
panding and needs a warm, energetic and credi-
ble anchor. Position requires reporting and anchor-
ing. Minimum four years experience. Send resume,
references and salary history. EOE. Reply to Box P-

Weatherperson: 2 years experience. WSMV-TV
seeks a weathercaster with good personality and
strong knowledge of weather. Flexibility to do dif-
ferent newscasts a must. Send resume and tape to
Alan Griggs. News Director, WSMV-TV, 5700 Knob
Road. Nashville, TN 37209. No phone calis. EQE.

Aggressive reporter for small market; ABC affili-
ate. Ability to write, shoot and edit. No phone calls
please. EOE. Send non-returnable tape to: Steve
Raml, News Director, WHSV-TV3. PO Box TV3,
Harrisonburg, VA 22801.

Small market ABC afflliate in SW seeks morning
anchor/producer to cempliment our female anchor.
Must have strong writing and producing skills and
previous anchor experience. Previous reporting ex-
perience also a must. Resume, tape and salary
history to: Jan Stratton, News Director, KSWO-TV,
Box 708, Lawton, OK 73502. EQE.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Producer/director: ABC affiliate with major com-
mitment to news. Must have minimum of three
years directing and supervisory experience. Look-
ing for someone who is dedicated 10 directing
newscasts, high-end production and participation
in creative process. Background in technical di-
recling, studio lighting and set design a plus. Send
non-returnable aircheck with call track and resume
to: WSYX-TV, PO Box 718, Columbus, OH 43215,
Aftn: Producer/Director. No phone calls, please.
WSYX-TV is an equal opportunity employer and
does not discriminate on basis of race, color, reli-
gion, national origin, disability, sex, age. or other
factors prohibited by law. Company is especially
interested in seeking qualified minority and women
applicants.

Art director: Creative, experienced graphic artist,
with knowledge of computer animation and elec-
tronic paint systems. Send resume to KRGV-TV,
PO Box 5, Weslaco, TX 78596. EOE.
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ITVS seeks serles: Independent Television Ser-
vice requests proposals from independent produc-
ers for television series designed to test new for-
mats of address new audiences. For guidelines for
GENERATION, a four part series for teens (dead-
line November 16) and EXTENDED PLAY, a fund
for extraordinary series of any variety (deadline
November 30), contract: ITVS 612-225-9035, 333
Sibley. St. Paul, MN 55101. EQE.

Televislon program/operations manager: Full
time position. Experience necessary. Forward re-
sumes to: WVII-TV, General Manager, 371 Target
Industrial Circle, Bangor. ME 04401. EOE.

PSA producer: A major sports & entertainment
company is Seeking an experienced hands-on
freelance producer/editor to assist in production of
public service announcements. Must have strong
background in film production. hands-on experi-
ence in off-line editing. and extensive experience
in graphic production and post-production supervi-
sion. Familiarity with non-linear editing systems a
plus. An equal opportunity employer. Send resume
and 3/4” tape to PO Box 3367. Secaucus, NJ
07094-3367.

Top 65 market Fox affiliate is seeking talented,
experienced, creative production people. Minimum
requirements: 2 years experience writing, shooting.
editing commercials for a broadcast television sta-
tion. Send resume and salary requirements to Box
P-22. EQE.

Copywriter: A major sporis & entertainment com-
pany is seeking experienced freelance copywriters
to help develop and create public service an-
nouncements for national broadcast. Send resume,
book, and 3/4” demo reel to PO Box 3367, Secau-
cus, NJ 07094-3367. EOE.

Promoations producer: A major sports preduction
company is seeking an experienced editor/pro-
ducer with at least 3 years major market experi-
ence in sports promotion. Must have extensive ex-
perience with off-line editing, graphic production,
and posl-production supervision. An equal oppor-
tunity employer. Send resume and 3/4" tape to PO
Box 3367. Secaucus. NJ 07094-3367.

Promotion manager: Dominant NBC affiliate in
“top 110" market seeks creative, experienced
promo producer or manager with a killer reel to re-
focus and retain the marketing momentum of 4 top
daily newscasts and market's #1 syndicated pro-
grams. Non-returnable reeis/resumes to Box P-21.
EOE.

Teievislon production coordinator: BA or mas-
ter's, experience in cable production, post-produc-
tion. distribution, VHS cassette marketing, satellite
teleconferencing. Resume to White Light Commu-
nications. 7 Kilburn St., Burlington, VT 05401. EQE.

TV art director/electronic designer for network
atfiliate in medium-sized Midwest market. If you've
got a minimum of three years solid experience in
high-end electronic paint systems (preferably on
the DP 4:2:2). 3-D modeling, Chyron, OTP . . . and
a reel that says you're ready . . . let us know you're
out there. We're looking for a talented workaholic to
lead our graphics efforts in a high-visibility station
turn-around. If you can design, animate, illustrate
(and deliver on time), send your resume, print sam-
ples. and salary history to Box P-23. EOE M/F.

SITUATIONS WANTED MANAGEMENT

Former general manager of successful station
that has been sold looking for a position in sales or
management. Prefer under-performing station
where creativily is required. Reply to Box N-44.

Corporate communications manager with twenty
years experience managing a large corporate me-
dia production center seeking position in corporate
video, satellite network, corporate comrunications
in Midwest. Call 312-441-8108.

SITUATIONS WANTED TECHNICAL

Experlenced and employed chief engineer, high-
ly experienced, studio & transmitter. Need not be a
chief position, all markets considered. Reply to Box
N-54.

Help! They sold my trucks! Mobile unit EIC with
sports experience available for permanent employ-
ment. 20 years engineering experience. Also book-
ing freelance EIC. tech manager. video operator,
2nd engineer, etc, Excellent credits and references
available. Bill McCandless 504-344-4217.

SITUATIONS WANTED TALENT

Major national voice now available for TV station
promos, ID's, spots. Set your station apart from the
pack. 1-800-768-5493,

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Experlenced and motivated studio and crew per-
son wishes to relocate. Competent in lighting.
sound, camera, and character generator. Reply to
Box P-13.

Environmental attorney (female) with Tv/radio
production and reporting experience seeks career
change position, full-time or freelance in the broad-
cast media. NY metro area. Reply to Box P-24.

MISCELLANEOUS

Television production consultants: Improve
Quality and save money on single program or de-
partmental production operations. Clients include
studios, syndicators, independents. corpeorations.
Former network producer/director. Sandra Weir,
Anchor Productions. Inc. 203-329-3902.

e e S e (S —
ALLIED FIELDS
HELP WANTED INSTRUCTION

University ot Wisconsin-Eau Claire seeks jour-
nalism depariment chairperson for service begin-
ning August 26, 1993. Ph.D. in Journalism/Mass
Communication strongly preferred.  University
teaching experience required with substantial me-
dia and leadership credentials. Submit application
letter, detailed vita, 3 letters of recommendation
and supporling materials to Ms. Karen Kremer,
Department of Journalism, University of Wisconsin-
Eau Claire, Eau Claire, W1 54702-4004, by Novem-
ber 1, 1992. AA/EOE.

HELP WANTED MARKETING

Satetlite uplink coordinator/marketer: Western Il-
linois University. Educational broadcasting and in-
dependent study at Western lllinois University an-
nounces a position in the School of Extended and
Continuing Education. Responsibilities will be to
coordinate satellite uplink programs by scheduling
and contracting with satellite time providers and
program distributors, identifying downlink sites,
and facilitating all aspects of the program and to
market uplink services to business, industry, gov-
ernment agencies, professional associations and
service organizations. Minimum qualifications in-
clude a Bachelor's degree with two years of profes-
sional experience in the satellite or telecommunica-
tions field and strong communications and
interpersonal skills. Annual salary is competitive.
Applications, including a resume and names, ad-
dresses and phone numbers of three current refer-
ences, must be received by September 25, 1992.
Send to: Dr. Joyce Nielsen, Western lllinois Univer-
sity, Memorial Hall 305, Macomb. IL 61455, West-
ern lllinois University is an affirmative action/equal
opportunity employer and has a strong institutional
commitment 1o diversily. In that spirit we are partic-
ularly interested in receiving applications from a
broad spectrum of people, including minorities,
women, and persons with disabilities.

EMPLOYMENY SERVICES

Government jobs $16,040-859,230/yr. Now hiring.
Call 1-805-962-8000 Ext. R-7833 for current federal
list.

Tape critiquing. Learn to market yourself better.
Improve anchoring/reporting skills. Thorough cri-
tique from veteran talent coach. Shirley Brice 703-
719-5680.

Faculty positions in telecommunications: The
Deparment of Telecommunications of Indiana Uni-
versity at Bloomington is accepting applications for
two positions to begin August 15, 1893. For each of
these positions. we seek individuals with research
emphasis in one of three areas: Critical/Cultural
Studies. Law and Policy or Social Science. Position
one: Senior scholar. Candidates must hold an
appropriale terminal degree and a distinguished
research and teaching record worthy of tenured
appointment at the rank of professor or associate
professor. Position two: Established scholar. Can-
didates must hold an appropriate terminal degree.
They must demonsirate significant research ac-
complishments, as well as effective university-level
teaching. Appointment as either an association
{possibly with tenure) or assistant professor. To
apply. please submit: (1) a cover letter discussing
research and teaching accomplishments and de-
scribing future research and teaching agendas, (2)
a current vita, (3) selected publications and (4)
evidence of teaching effectiveness. Three letters of
recommendation submitted directly by references
or placement services are also required.. Please
address questions and application materials to
Professor Kathy A. Krendl, Chair, Department of
Telecommunications, Radio-TV Center, Indiana
University, Bloomington, IN 47405, 812-855-6895.
Bitnet = KRENDL@IUBACS. For full consideration,
complete applications and leiters of recommenda-
tion must be received by November 15, 1992. Re-
view of dossiers will begin on that date and contin-
ue until the positions are filled. Salary is
commensurate wilh background and experience.
Indiana University is an equal opportunity/affirma-
tive action employer.

EDUCATIONAL SERVICES

On-camera coaching: Sharpen TV reporting and
anchoringfteleprompter skills. Produce quality demo
tapes. Critiquing. Private lessons with former ABC
News correspondent. 914-837-1719. Julie Eckhert.
Eckhert Special Productions.

WANTED TO BUY EQUIPMENT

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

Used videotape— cash for 3/4" SP, M2-90's, Beta-
cam SP's. Call Carpel Video 301-694-3500.

FOR SALE EQUIPMENT

AM and FM transmitter, used, excellent condition.
Guaranteed. Financing available. Transcom. 215-
884-0888. FAX 215-884-0738.

AM/FM transmitters: BE/CCA/Continental/Harris/
McMartiyRCA/TTC, 1-50KW, Transcom, 800-441-
8454,

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.

Telescoping pneumatic mast, 134 ft, Tandem
trailer, generator, MFG Will-Burt, used 3 seasons,
good condition, contact Ihets, 317-263-8930.
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Videotape - Lowest prices, abolutely highest quali-
ty of evaluated videotape. 17, 314", M2, D2, Beta-
cam, SP, elc. We will beat any price. Call for quote
or catalog. Carpel Video, 800-238-4300.

CABLE

NELP WANTED PROGRAMING
PROMOTION & OTHERS

The Travel Channel, now a part of Landmark
Communications, Inc. is a growing dynamic cable
television programer. Now seeking... Sr. producer
of on-alr promotions: Ideal candidate will be re-
sponsible for the on-air and sales promotion of
TTC. Supervise promotion producers and work
closely with marketing department to craft a new
look and enhance viewership. A minimum of two
years supervisory experience and three years of
distinctive on-air producing. Manager of program
planning and schedullng: [n this highly visible
position you will be responsible for program sched-
uling and planning, working closely with the pro-
graming, production, promotion and research de-
pariments. Maintain and track program research
for current/on-air programing as well as for future
program acquisitions. A minimum of five years sim-
ilar experience along with a strong background in
research and a dynamic approach to programing
strategy are required. Director of acquisitions:
Responsible for acquiring programing for The
Travel Channel which inciudes research, explora-
tion, evaluation and negofiation for travel-related
programing in the markeiplace. Senlor producer
of current programing: In the senior producer
position, you will be responsible for supervising
crealive and content elements on ongoing pro-
graming, both in-house and with outside produc-
tion companies, working in close coordination with
the director of production. May also be called up to
produce on occasion. A minimum of three years
similar experience and five years of producing
magazine or documentary programing required.
Director of program development: This challeng-
ing position requires three years of experience in
similar role and five years of producing magazine
or documentary programing. Responsiblities in-
clude piloting new programs, seeking out produc-
ers, directors and host talent, seeking co-produc-
tion opportunities, and fielding oulside proposals.
Positions will be located in Atlanta, Georgia. Send
resume and salary history in confidence to: The
Travel Channel, PO Box 725229, Allanta, GA
31139. Attention: Employment Office. An equal op-
portunity employer M/F/HN.

TELEVISION
NELP WANTED MANAGEMENT

LOCAL SALES MANAGER

RIVER CITY BROADCASTING
KONL FOX 30 in St. Louis seeking an aggres-
sive, organized. creative individual to lead local
sales force. Fox/Independent background pre-
ferred. Management experience and/or local
sales promotion excellence a plus! Send re-
sume to:

Tom Ehlmann,
General Sales Manager
KDNL FOX 30, 1215 Cole Street,
St. Louis,olelo 63106
E

SALES TRAINING

LEARM TO SELL
TV TIME
Call For FREE Infa Par

ANTOMNELLI MEDIA
TRAINING CENTER
(212) 206-8063

NELP WANTED TECHNICAL

" TELECOMMUNICATIONS
ENGINEER

Radio Free Europe/Radio Liberty, Inc., headquartered in Munich, Germany seeks an energetic
and experienced individual for its Engineering Division, comprised of over 400 employees at
transmitter stations and offices in Germany, Portugal, Spain and other locations. RFE/RL is
widely recognized as the leading Western broadcaster to Eastern Europe and the former Soviet
Union, and is on the air just under 900 hours per week in both shortwave and on leased FM
andjor medium-wave networks in the countries of broadcast. The ideal candidate will have:

+ minimum of BSEE or equivalent

» background in PSN

RFE/RL, Inc.

Personnel (TELENG)

1201 Connecticut Ave., N.W.
Washington, DC 20036

FAX (202) 457-6974

)

» experience in one or more of AM, FM, TV or (preferably) high power shortwave

* hroadcast telecommunications background with emphasis on world-wide satellite systems,
antenna and transmitter system design and EM radiation analysis

» willingness to travel occasionally to Portugal, Spain, Eastern Europe and the CIS

» knowledge of German is a plus but not required, as would be knowledge of lberian languages
and the environment of Eastern Europe and the former Soviet Union.

RFE/RL offers a competitive salary and excellent benefits program, often including housing.
Applicants should send a comprehensive resume and cover letter to either address below:

RADIO FREE EUROPE

RFE/RL, Inc.

Stafling & Training
Box 86 (TELENG)
Oettingenstr. 67
D-8000 Munich 22
GERMANY

FAX (4989) 2102-3404

i

N

RADIO UIBERTY

Equal Opportunity Employer

SITUATIONS WANTED TALENT

I'M TALKED OUT!

Veteran talk show host seeks his radio roots.
Funny & creative, superb interviewer, great
phones (of course) & flawless jock skills. Per-
fect job: AM or PM Drive in full-service, oldies,
or personafity A/C. Too much talent to over-

look!.

Reply to Box P-25

We’ll give you
all the credit.

IT'S EASY TO DO. Just include
your personal or company
Mastercard or VISA credit card
number and the expiration date

PROGRANING SERVICES

in your FAX or letter {please, no
phone orders at

*DOLLAR POWER SHOPPING CLUB*

1-800-258-2871
Everyone Wins! Recession Proof!
Follow Proven Farmula
For a Betier Bottom Line!
Concept Works for All Size Radio Markets
Call NOW 1-800-258-2871. Start w/i 60 days

Partnerships Available. Salisfaction Guaranteed

this time).

FAX: (202) 293-FAST

BUSINESS OPPORTUNITY

We also accept American Express
OR MAIL TO:

YOU COULD BE
A SUPER STATION

Link unprofitable radio stations in your

area to your $UPER $TATION and
make money. Call Dan Rau at Marti
about PLAN A, (817) 645-9163.

Classified Dept.,
1705 DeSales Street, NW,
Washington, DC 20036.

Deadline is Monday at noon
Eastern Time for the following
Monday'’s issue.
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HELP WANTED MANAGEMENT

CUSTOMER

SERVICE
MANAGER

Scientific-Atlanta, Inc., a leading supplier
of diverse communications technology, is
seeking a Customer Service Manager to
manage customer service for equipment
and systems ulilized for satellite distribu-
tion of radio network program audio and
one-way digital data.

The successful candidate will be respon-
sible for management of equipment repair,
tracking and resoluticn of equipment fail-
ures, management of customer telephone
suppont and management of customer
maintenance contracts and field service,
Qualified applicants will have at least a 2-
year Associate Degree, preferablyinatech-
nical field, a minimum of 5 years experi-
ence involved with the repair and service of
commercial digital and RF equipment {ex-
perience with satellite communications
equipment and the radio broadcast indus-
try desirable) and a minimum of 3 years
managing a commercial equipment cus-
tomer service organization.

Scientific-Aflanta offers competitive compen-
sation and a comprehensive benefits plan.
Qualified candidates should forward resumes
and salary history fo:

Sclentific-Atlanta, Inc.
Manager, Human Resources
420 N. Wickham Road
Melbourne, FL 32935
Fax: (407) 259-3942

An Equal Cpponrlunity
Employer NEEIHN

Radio and Television

1.900-40-RTNDA
News Jobs

RTNDA Job Service

75 cents a minute. Job openings listed free.
Call 202-659-6510 (Fax 202-223-4007).
Radio-Television News Directors Assoclation

1000 Connecticut Aveé . N.W.. Suite 615
» Washington. D.C. 20035

| [

ALLIED FIELDS
EMPLOYMENT SERVICES

PROFESSIONAL DIRECTORY

Gel listed in the guide to broadcast professionals.

Give Us Your Best Shot ... NOW!

If vou're in the broadcasting industry,

poot® 0o you'll want to join these and other top
NP P‘a\‘e Yo% gy professionals from around the
Siov b‘i\d we’\“;’w,.. ® Y country in this important publication.
:eci“ s 28 The Directory is distributed free twice

- X a year to network news executives and
news directors -- so you get the
recognition vou deserve.
Call todav for an application
or more information.

1-800-989-NEWS (6397)

j—Tla T .|
Broadcast
Professionals

Directory

| SeS————
DON FITZPATRICK/NEWS NAMES

Broadcast Professionals Directory
2452 Fillmore, Suite #3
San Francisco, CA 94115

FINANCIAL SERVICES

. m%v}f: 2 UgEDS DER $35,000
BEGINNING A TV NEWS CAREER? L ot N A :
Get an edge! o REFINANCE FOR WOHKING C_APITOL
Now offering performance ,-... Exchan eat'kat‘b:z::gn';undmg
coaching and demo tape =
production for news and SPORTS ! (800) 275-0185

sports anchors/reporters.
Phone: 408-446-3323

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 subscrbe call 800-237-8073/Caidorna 408-648-5200

THE BEST JOBS ARE ON THE LINE
P.0. Box 51909, Pacific Grove. CA 93950

FOR SALE STATIONS

Kepper,
Tupper &
Fugatt

% 1 Brokers and Consultants
o 1 for Cable Television,
Television and Radio
Properties

Radio jobs. updated daily
2] Television jobs. updated daily

[ Hear "Taking Resumés’ i
[4] To record “Talking Resumes” and |

300 Knightsbridge Parkway, Suite 380
Lincolnshire, lllinais 60069
Phone: 708 / 6§34-9258
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FOR SALE STATIONS CONTINUED

Class A FM East Central lllinois

Numbers in 7 counties — Pop 350,000
Must sell due to impending
dissolution of partnership
$349,000
Contact Sharon Johnson
301-862-9427

FOR SALE
Class C FM/10KW AM
KMCM/KMTA Miles City, Montana.
Top audience share, Regional signals
Cover South Eastern Montana.
Mint Equipment, Sales growth
Steady economy, $595,000.
Call Paul 612-222-5555

RADIO & TV s LPTV
A Conlidential & Personal Service

" SHERWOOD..

417t Dundes Ad, Sute 269, Northbrook, I, 80062 \J

708—272-4970 />

FOR SALE 50KW AM AND CLASS
C FM IN FAST GROWING SOUTH-
WESTERN TOP 50 MARKET CITY.
SERIOUS BUYERS ONLY.
P.O. BOX 25670,
HONOLULU, HAWAII 96825.

THE RADIO FINANCE SPECIALISTS

* Refinances
® Restructures

* New Financings
® Smaller Markets

SIGNAL PROPERTIES
99 State S1., Brooklyn His., NLY. 11201
1718) 643-56825

FOR SALE

C.P., 6 kw FM
GROWING MID-ATLANTIC MKT.
LOCAL OWNER WILL SELL
50% OR 100%

Principals only, WRITE BOX P-26

WANTED TO BUY STATIONS

PITTSBURGH, PA.
AM — 5kw.
$350,000.

Ray Rosenblum, Broker
Phone: 412-362-6311

WANTED
CP AMor FM

ALL RESPONSES CONSIDERED
AND HELD CONFIDENTIAL
MAIL DETAILS TO:

RC EREKSON
153 BEERFIELD LANE
AURORA, OHIO 44202

CABLE
HELP WANTED MANAGEMENT

SOUTHEAST

B8kw FM - Bkw AM. Dynamic
growth ares. Sales 23% ahead of
1991. $750,000. Terms.

3kw FM - 1kw aM. Long estab-
lished. New facilities end equiprment.
Outstanding growth potential.
$750.000 terms. B575.000 cash.
Class C-B. Good sales growth.
Well known resort ares - plus stable
market. $1.3 milion. Terms.
Clase ©. 100kw. Skw AM.
Monstrous FM signal in 3 states.
Major state city. 2.0 milion. Terrms.

SOUTH CENTRAL

Class C. 100kw. New Tell Tower.
Major city. Best Move-In in Armerice.
B1.7 milion. Terrms.

svovoe [EXTRS

MEDOIA BROKERS
Dlck Paul - Tam S8nowden - Paul Reld

P 919-355-0327
&/ FAX: 919-752-1017

PRESIDENT
CHIEF OPERATING OFFICER

CATHOLIC TELECOMMUNICATIONS NETWORK OF
AMERICA (CTNA), A PRIVATELY-OWNED RELNI
GIOUS "BUSINESS-TV" SATELLITE NETWORK,
SEEKING PRESIDENT/CHIEF OPERATING OFFI-
CER. BASED IN WASHINGTON, DC, WITH STAFF OF
22, INDIVIDUAL WOULD DIRECT AND ADMINISTER
OVERALL OPERATING ACTIVITIES OF NETWORK
IN ACCORDANCE WITH ESTABLISHED MISSIONS
AND GOALS. PRESIDENT REPRESENTS CTNA IN
DEALINGS WITH VARIOUS CHURCH, SOCIAL AND
BUSINESS COMMUNITIES, ESPECIALLY DIOCESAN
AFFILIATES. CANDIDATES MUST POSSESS PROV-
EN TRACK RECORD IN TELECOMMUNICATIONS,
ADMINISTRATIVE AND MANAGERIAL EXPERTISE.
EXPOSURE AND EXPERIENCE IN BUSINESS DE-
VELOPMENT IS IMPORTANT, WITH UNDERSTAND-
ING OF AND COMMITMENT TO THE TEACHINGS
AND VALUES OF THE CATHOLIC CHURCH. MINI-
MUM OF 15 YEARS EXPERIENCE IN TELECOM-
MUNICATION INDUSTRY REQUIRED. INCLUDING
TOTAL PROFIT AND LOSS RESPONSIBILITIES FOR
A CORPORATE ENTITY OR OPERATING UNIT. SUB-
MIT LETTER OF INTRODUCTION AND RESUME TO:

BISHOP JOHN H. RICARD, SSJ
C/O CTNA SEARCH COMMITTEE
3211 FOURTH STREET, N.E.
WASHINGTON, D.C. 20017-1194

INTERESTED CANDIDATES SHOULD RESPOND
BY OCTOBER 2, 1992.
EQE/M/FVH

BROADCASTING’S
CLASSIFIED RATES

All orders 1o place classified ads & all correspon-
dence pertaining to this section should be sent
to: BROADCASTING, Classffied Depariment,
1705 DeSales St., N.W., Washington, DC 20036.
For information call (202) 659-2340 and ask for
Mitzi Miller.

Payable In advance. Check, money crder or
credit card (Visa, Mastercard or American Ex-
press). Full and correct payment must accompa-
ny all orders. All orders must be in wriling by
elther letter or Fax 202-293-3278. If payment is
made by credit card, indicate card number, ex-
piration date and daytime phone number.

Deadilne is Monday at noon Eastemn Time for the
following Monday's issue. Earlier deadlines ap-
ply for issues published during a week contain-
ing a legal holiday. A special notice announcing
the earlier deadiine will be published. Orders,
changes, and/or cancellations must be submit-
ted in wrting. NO TELEPHONE ORDERS,
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, efc. If this information is
omitted, we will determine the appropriate cate-
gory according to the copy. NO make goods wilt
be run if all information is not included. No per-
sonal ads.

Rates: Classified listings (non-display). Per is-
sue: Help Wanted: $1.50 per word, $30 weekly
minimum. Situations Wanted: 75¢ per word, $15
weekly minimurn. All other classifications: $1.50
per word, $30 weekly minimum.

Word count: Count each abbreviation, initial,
singke 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 2ip code count as one
word each.

Rates: Classified display {minimum 1 inch, up-
ward in halt inch increments). Per issue: Help
Wanted: $130 per inch. Situations Wanted: $65
per inch. All other classifications: $130 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 fo 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 adver-
tisers running listings and display ads. Each ad-
vertisement must have a separate box number.
BROADCASTING will not forward tapes, tran-
scripts, portfolios, writing samples, or other over-
sized materials; such materials are retumed to
sender. Do not use folders. binders or the like.

Replies to ads with Blind Box numbers
should be addressed t0: 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 errors
must be reported to the Classified Advedising
Deparntment within 7 days of publication date.
No credits or make goods will be made on
errors which do not materially affect the ad-
vertisement.

Publisher reserves the right to alter classified
copy to contorm with the provisions of Title VIi of
the Civil Rights Act of 1964, as amended. Pub-
lisher reserves the right lo abbreviate, alter, or
reject any copy.
For subscription Iinformation
call 1-800-323-4345.
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Dater

BO0K

Highlighted listings indicate major mestings

Sept. 13-16Advertising Issues Forum, spon-
sored by Association of National Advertisers.
Speakers include Brandon Tartikoff, chairman, Par-
amount Pictures Corp., and Burt Manning, chair-
man and CEQ, J. walter Thompson. Ritz-Cariton,
San Francisco. Information: (202) 785-1525.

Sept. 13-18 Power reporting seminar spon-
sored by Poynter instituts. Institule, St. Petersburg,
Fla. Information: (813) 821-9494.

Sept. 14"All You Ever Wanted (Needed) 1o
Know About Political Broadcasting," tele-workshop
sponsored by National Association of Television
Producers and Executives Educational Foundation.
Workshops are fed live, via satellite. Information:
Todd Barasch, (310) 453-4440.

Sept. 15-17- Great Lakes Cable Expo regional
trade show. Cleveland Convention Center. Informa-
tion: Kimberly Maki, (517) 482-9350.

Sept. 16— international Radic and Television So-
ciety newsmaker luncheon. Speaker: FCC Chair-
man Alfred Sikes. Waldorf-Astoria, New York. Infor-
mation: Maria De Leon, (212) 867-6650.

Sept. 17—National Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: David Kenin, executive vice presi-
dent, programing, USA Networks. Copacabana,
New York. Information: (212) 768-7050.

Sept. 17-18 42nd annual Broadcast Sympo-
sium, sponsored by Sroadcast Technology Society
of Institute of Electrical and Electronics Engineers.
Hotel Washington, Washington, D.C. Information:
{703) 591-0110.

Sept. 17-19 Nebraska Broadcasters Associa-
tion annual convention. Midtown Holiday Inn,
Grand Island, Neb. Information: Richard Palmquist,
{402) 333-3034.

Sept. 17-20Viewers for Quality Television sixth
annual convention. Beverly Garland Hotel, Los An-
geies. Information: (703) 425-0075.

Sept. 22Naticnal adverttising law and business
conterence sponsored by American Advertising
Federation. Le Parker-Meridien Holel, New York,
information: Clark Rector, (202) 898-0089.

Sept. 22 International Radio and Teievision So-
ciety seminar, “New Gpportunities I: Acquisitions in
the 90's.” Rosenman and Colin, New York. Informa-
tion: Stephen Labunski: (212) 867-6650.

Sept. 22 National Academy of Cable Program-
ming seventh annual fall forum luncheon, “Cable's
Coverage of the Election.” New York Hilton. Infor-
mation: Jay Galvan, (202) 775-3611.

Sept. 23-28—Radio-Television News Direc-
tors Association conference and exhibition.
Speakers: Katherine Couric, co-anchor, NBC
News Today, Lesley Stahl, CBS News corre-
spondent and co-anchor, 60 Minutes; Arthur
Miller, Harvard Law professor; Terry Anderson,
former chief Middle East correspondent, Asso-
ciated Press; Ted Turner, chairman, Tumer
Broadcasting System; Paul Harvey, veteran ra-
dio newsman and commentator. San Antonio,
Tex. Information: (202) 659-6510.

Sept. 24-25 National Association of Minorities

in Cable and Nationa! Cable Television Association
sixth annual urban markets seminar. New York.
information: (202) 775-3669.

Sept. 25-27  North Carolina Association of
Broadcasters annual convention. Stouffer Hotel/
Benton Convention Center, Winston-Salem, N.C.
Information: Kelly Edwards, (319) 821-7300.

.Sept. 29 international Radio and Television So-
ciety seminar, *New Opportunities Il: Acquisitions
in the 90's.” Rosenman and Colin, New York. Infor-
mation: Stephen Labunski, (212) 867-6650.

Sept. 30—Deadline for entries in The Ohio State
Awards. Any independent producers, cable outlets
or broadcast organizations that produced and
broadcast a radio or television program that aired
between July 1, 1991, and June 30, 1992, are
eligible. Information: Phyllis Madry, {614) 292-
0185.

OCTOBER-JANUARY 1993

Oct. 1—International Radio and Television Foun-
dation dinner. Moderator: John McLaughlin, NBC's
The McLaughlin Group. Panelists: Barbara Walters,
ABC News; Gen. Afexander Haig, Jr., former sec-
retary of state; Senator Gary Hare; Jeane Kirkpat-
rick; former UN ambassador. Plaza, New York. In-
formation: Maggie Davise, (212) B67-6650.

Oct. 1—Service to Children Television symposium
sponsored by National Association of Broadcast-
ors. Keynote speaker. Charles Rosin, executive
producer, Beverly Hills 90210. Washington. Infor-
mation: (202) 429-5368.

Oct. 14 _Women in Communications national
professionat conference. Chicago. Information:
Laura Rush, (703) 528-4200.

Oct. 4-8 - Minnesota Cable Communications As-
sociation annual meeting. St. Paul Hotel. St. Paul.
Information: (612) 641-0268.

Oct. 8-8 Mid-America Cable TV Association 35th
annual meeting and show. Hilton Plaza Inn, Kansas
City. Information: Patty O'Connor or Rob Marshall,
{813) 841-9241.

Oct. 7-10National Broadcast Association for
Community Affairs annual convention. Loews L'En-
fant Plaza Hotel, Washington. information: Thursa
Thomas, (202) 364-2481.

Oct. 8-10 Minnesota Broadcasters Association
43rd annual convention. Radisson Arrowwood Re-
sort, Alexandria, Minn. Information: (612) 926-
8123.

Oct. 9-11Oregon Association of Broadcasters
annual convention. The Riverhouse, Bend, Ore. In-
formation: (503) 257-3041.

Oct. 10-12 Tennessee Association of Broad-
castors annual convention. Radisson Read House,
Chattanooga. Information: (615) 399-3791.

Oct. 12 Cable Television Administration and
Marketing Society Northeast regional cable man-
agement conference. Trop World Casino and En-
tertainment Resort, Atlantic City, N.J. Information:
{703) 549-4200.

Oct. 12-14—Kentucky Cable TV Association an-
nual convention. Marriott Resort, Lexington, Ky. In-
formation: Randa Wright, (502) 864-5352.

Oct. 13-14—Atiantic Cable Show. Allantic
City Convention Center. Atlantic City, N.J. Infor-
mation: Jan Sharkey, (609) 848-1000.

Oct. 14-17_Socisty of Broadcast Engineers
annual convention and exhibition. San Jose,
Calif. Information: (317) 253-1640.

Oct. 15-17 National Religious Broadcasters,
Eastern chapter, convention. Sandy Cove Confer-
ence Center, North East Md. Information: David
Eshleman, (703) 896-8933.

Oct. 16-17  Missoun Broadcasters Association
fall meeting. Marnott Tan-Tar-A Resort, Lake of the
Ozarks, Mo. Information: (314) 636-6692.

Oct. 19 Seventh annual John Baylfiss Broadcast
Foundation annual media roast, henoring Br. Ruth
Westheimer, former radio talk show hosl. Plaza,
New York. Information: Kit Hunter Franke, (408)
624-1536.

Oct. 19 _Women in Cabie, Washington D.C.
chapter, annual benefit gala honoring Geraldine
Laybourne, president, Nickelodeon. Omni Shor-
ham, Washington. Information: Lynn Levine, (202)
872-9200 or Jeanine Tayior, (703) 378-3430.

Oct. 21 Broapcastng magazine and Federal
Communications Bar Association “Broadcasting
Cable interface” and "Hali of Fame" dinner and
ceremony. Omni Shoreham Hotel, Washington. In-
formatlon: Joan Miller, in New York, (212) 340-
9866, and Pat Vance, in Washington, (202) 659-
2340.

Oct. 27-29-LPTV annual conference and ex-
position, sponsored by Community Broadcast-
ors Association. Tropicana, Las Vegas. Infor-
mation: (800) 225-8183.

Oct. 12-16—-MIPCOM, international film and
program market for TV, video, cable and satel-
lite. Palais des Festivals, Cannes, France. Infor-
mation: (212) 689-4220.

Nov. 9—"Where Are the Ratings Systems Head-
ed?" tele-workshop sponsored by National Associ-
ation of Television Producers and Executives Edu-
cational Foundation. Workshops are fed live, via
satefiite. Information: Todd Barasch, (310) 453-
4440.

Nov. 10-13—Society of Motion Picture and
Television Engineers 134th lechnical confer-
ence and equipment exhibit. Metro Toronio
Convention Centre, Toronto. Information: (914)
761-1100.

L

Nov. 18-22--Society of Professional Journalists
national convention. Stouffer Harborplace, Balti-
more. Information: (317) 653-3333.

Dec. 2-4 Westem Cable Show sponsored by
California Cable Television Association. Ana-
heim Convention Center, Anaheim. Information:
(510) 428-2225.

Dec. 3 —Amernican Sportscasters  Association
eighth annual Hall of Fame Awards dinner. Mamiott
Marquis Holel, New York. Information: Louis
Schwartz, {212) 227-8080,

Jan. 14-16—Satsliite Broadcasting and Com-
munications Association winter trade show. San
Diego. Information: (703) 549-6990.

Jan. 24-30NATPE International/Association
of Independent Television Stations annual con-
vention. San Francisco Convention Center, San
Francisco. information: (213) 282-8801.
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—or the Record

As compiled by BROADCASTING from
August 31 through September 4 and
based on filings, authorizations and oth-
er FCC actions.

OWNERSHIP CHANGES

Applications

u KIST(AM)-KMGQ(FM) Santa Barbara, CA (AM:
BAL920824EB; 1340 khz; 1 kw-U; FM: BAL-
H920824EC; 106.3 mhz; 365 w; ant. 879 ft.)—
Seeks assignment of license from Richard C. Pha-
len, receiver for Radio Santa Barbara Inc., to Chan-
nel Islands Broadcasting Inc. for $1.5 million
("Changing Hands," Aug. 31). Selier was also re-
caiver for KKAM(AM)-KBOS(FM) Fresno-Tulares,
Calif., which recently filed application to sell station.
Buyer is headed by Michael S. Nicassio and Daniel
J. Prodanovich, and has no other broadcast inter-
asts. Filed Aug. 24.

8 KCEC(TV) Denver (BTCCT920821KG; ch. 50;
2,498 kw-V; ant. 764 ft.)—Seeks transfer of control
of licensee Golden Hills Broadcasting Corp., how-
aver, no change in beneficial ownership will occur;
Theresa E. Romero and other shareholders are
converting their class B stock into class A stock.
Vice president Walter F. Ulloa has interests in three
TV's. Filed Aug. 21.

u KLAA(FM) floga, LA (BALH920825GJ; 98.3
mhz; 50 kw; ant. 550 fi.)—Seeks assignment of
license from KZ Radio Lid., debtor-in-possession,
to Cajun Communications nc. for $6,928. Seller is
headed by Louis E. Schaaf, et al., and is also
debtor-in-possession for three FM's. Buyer is head-
ed by Roger W. Cavaness, who has interests in two
AM's and two FM's. Filed Aug. 25.

# WGAM(AM)»-WRSI(FM) Greenfield, MA (AM:
BALS20826GM; 1520 khz; 10 kw-D; FM:
BALH920826GN; 95.3 mhz; 320 w; ant. 780 ft.—
Seeks assignment of license from Robert J. Mac-
cini, receiver for Howard Communications Corp., to
Radio Skutnik Inc. for $500,000 (“Changing
Hands,” Aug. 31). Seller has no other broadcast
interests. Buyer is headed by Edward W. Skutnik,
original owner of stations; he is curmently general
manager. Filed Aug. 26.

|

|

= WALM(AM}-WELL-FM Alblon, MI (AM: BA- |

Abteeviancns: AFC—Ansang For Conmstica.
fiwts:. AlF—Administative Law Fulge; ali.—alier
EiE; ANn. -afrmoed, ol —amenim,; sr—al;
aug. —sexiligry: oh, —chamel: CH—critival hours. ;
cag. —chenpge: CP—iomuruction pemii; D—lay;
Da—dimoional amenna; Do —Docket. EREF. o]
recove madided powes; Frog—lregqeescy; HEV—
horizonlsl mad vermcal; thz--kidchenT: bw—kike
weals; e —fiegemas; m—arslers, mhi—megaherix;
mi-——milex: mod —modification: MP-_meffice.
ton pemmily, ML—modilicten licease, N—raght;
pet. fer recnn.——peticon for eeoonsidenton; FSA—
presusfing sorvicn anlhorey: poar.—power, BC—m-
male comml; 5. A—ScieificAlama SH—specs-
Facel bairs, SL—stwdin kocation: TL—tmnsmitier for
Coliom: Erans. —trarsmitner; TPO--ransminer paser
ol U or unl —unlimited howrs; vis - vismal;
W] *—poncommerncial. 3 grooge ol nuss-
bera ol el ol facilities chanpes meme reler s map
conndinares, Ciee feler Squeals 378 f2er

L920821EF; 1260 khz; 1 kw-D, 500 w-N; FM; BAL-
H920821EE; 104.9 mhz; 3 kw; ant. 300 ft.}—Seeks
assignment of license from Thomas A. Bruinsma,
bankruptcy trustee for Triad-Commco., to Donald
R. Fox for $340,000. Sale includes WELL(AM) Bat-
tle Creek, MI (see below). Seller has no other
broadcast interests. Buyer has no other broadcast
interests. Filed Aug. 21.

u WELL(AM) Battle Creek, Ml (BAL920821ED;
1600 khz; 1 kw-U)—Seeks assignment of license
from Thomas A. Bruinsma, bankruptcy trustee for
Triad-Commco., to Donald R. Fox for $340,000
(see  WALM[AM]-WELL-FM Albion, MI, above).
Filed Aug. 21.

® WJUE(TV) Battie Creek, Ml (BAPCT920827KF;
ch. 43)—Seeks assignment of CP from Margaret
Miller to Western Michigan Christian Broadcasting
Inc. for $55,467. Seller has no other broadcast
interests. Buyer is headed by William Popjes, and
has no other broadcast interests. Filed Aug. 27.

u WMIN(AM) Maplewood (Minneapolis), MN (BA-
L920826EB; 1030 khz; 50 kw-D, 1 kw-N)—Seeks
assignment of license from Voyageur Broadcasling
Co. to Central Baptist Theological Seminary of Min-
neapolis for $1.5 million. Seller is headed by Obed
Borgen, and has no other broadcast interests. Buy-
er is headed by Emest Pickering, and recently sold
WCTS-FM Minneapolis for $10 million ("Changing
Hands,” Aug. 24). Filed Aug. 26.

u WMPX(AM)-WMRX-FM Midland-Beaverton, Mi

(BTC920807GP; 1490 khz; 1 kw-U; FM: 97.7 mhz;
BTCH920807GQ; 3 kw: ant. 300 ft.)}—Seeks trans-
fer of control of Mainas Broadcasting Inc. for partial
consideration of $75,000. Sellers are Ronald W.
and Maria Maines, husband and wife, and George
and Virginia Ulmer, husband and wife, selling their
combined 62.1% interest to Thomas and Beverly
Stesl, husband and wife. Principal Myron Patten
owns stock of licensee of WUXQ(FM) Jackson, MI.
Filed Aug. 7.

u WCTS-FM Minneapolis (BALH320820GG; 100.3
mhz; 92 kw; ant. 1,015 ft.}—Seeks assignment of
license from Central Baptist Theological Seminary
of Minneapolis to Radio 100 Ltd. for $10 million
("Changing Hands,” Aug. 24). Seller is purchasing
WMIN(AM) Maplewcod, MN (see above). Buyer is
owned by Colfax Communications, licensee of
WTEM(AM)-WGMS-FM Washington. Filed Aug. 20.

u KZKX{FM) Seward {Lincoln), NE
(BALH920824HY:; 96.9 mhz; 100 kw; ant. 610 ft.)—
Seeks assignment of license from KZKX Inc., sub-
sidiary of Sherman Broadcasting Corp., to C.T.
Robinson for $2.85 million ("Changing Hands,"”
Aug. 31). Seller is headed by Jay Meyers, and also
owns KKRD(FM) Wichita, KS. Buyer is also pur-
chasing WAVH(FM) Mobile, AL, and recently pur-
chased two AM's and two FM's. Filed Aug. 24,

u WNEW(AM) New York (BAL920821EC; 1130
khz; 50 kw-Uy—Seeks assignment of license from
WNEW-AM Partnership to Bloomberg Communica-
tions Inc. for $13.58 million ("In Briet,” Aug. 17).
Seller is headed by Eric R. Weiss, and co-owned
by Westwood One and Robert F.X. Sillerman. Sil-
lerman is merging cerain broadcast properties to
form CF Media (see "Broadcasting,” March 23). He
also has interests in 10 AM's and 7 FM's. Buyer is
headed by Michael R. Bloomberg, and has no other
broadcast interests. Filed Aug. 21.

u KAYFM) Muskogee, OK (BALHI20824Gl;
106.9 mhz; 100 kw; ant. 1,005 ft.)—Seeks assign-
ment of license from Narragansett Radio to River-
side Communications Inc. for $1.6 million. Seller is
headed by Glenn M. Creamer, and is affiliate of
Narragansett Capital Inc., liconsee of WYNK-AM-
FM Baton Rouge and KEZO-AM-FM Omabha. It also
owns cable and newspaper properties. Buyer is
headed by Carol Ann Yde, who, with William L. Yde
Ill, has interests in licensee of KTZN(FM) Green
Valley, AZ. Filed Aug. 24.

u KVIN(AM) Vinita, OK (BAL920826EA; 1470 khz;
500 w-D, 88 w-N}—Seeks assignment of license
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from Leemay Broadcasting Services Inc. to DLB | Boiton, and has no other broadcast interests. Buy-

Broadcasting Corp. for $70,000. Seller is headed
by Robert C. May and Jack D. Lee, and has no
other broadcast interests. Buyer is headed by Da-
vid L. Boyd, who has interests in two FM's. Filed
Aug. 26.

8 KFMX-AM-FM Lubbock, TX (AM: BA-
L920819EA; 1340 khz; 1 kw-U; FM: BAL-
H920819EB; 94.5 mhz; 100 kw; ant. 817 ft)—
Seeks assignment of license from KFMX Radio Ltd.
to Sonance Lubbock L.C. for $1 million {“Changing
Hands," Sept. 7). Seller has no other broadcast
interasts. Buyer is headed by brothers William
Hicks and Thomas Hicks, who are purchasing
KCHX(FM) Midland, Tex., and owns one AM and
one FM. William Hicks also has interests in one FM.
Thomas Hicks also has interests in one AM and
one FM. Filed Aug. 19.

8 KTLE(AM) Tooele, UT (BAPL920819EC; 990
khz; 1 kw-D)}—Seeks assignment of CP from Vida
Spanish Broadcasting Inc. to KTUR Inc. for
$100,000. Seller is headed by Joe Alaniz, and has
no other broadcast interests. Buyer is headed by
Robert Turley, and has no other broadcast inter-
ests. Filed Aug. 19,

8 WAXS(FM) Oak HIll, WV (BALH920824HX; 94.1
mhz; 25.5 kw; ant. 650 ft.)—Seeks assignment of
license from Adventure Communications Inc. to
Plateau Broadcasting Inc. for $500,000 (“‘Changing
Hands,” Sept. 7). Seller is headed by Michael R.
Shott, and is licensee of four AM's and five FM's.
Buyer is headed by Anthony P. Gonzalez Jr., and
has no other broadcast interests. Filed Aug. 24.

Adions

8 KASA{AM) Phoenix, AZ (BAL920713EF; 1540
khz; 10 kw-D)—Granted assignment of license from
KASA Inc. to KASA Radio Hogar Inc. for $475,000.
Seller is headed by George A. Wilson, who has
interests in two AM's. Buyer is headed by Moises
Herrera, and has no other broadcast interests. Ac-
tion Aug. 26.

u KBBA(AM) Benton, AR (BAL920713ED; 690
khz; 5 kw-D, 50 w-N)—Granted assignment of [i-
cense from KBBA Radio to Bernard Bottenberg for
$7.500. Seller is headed by Richard L. Cox, trust-
ee, and has no other broadcast interests. Buyer
has no other broadcast interests. Action Aug. 26.

8 WTBB{FM) Bonitay, FL (BAPLH920602GR;
97.7 mhz; 3 kw; ant. 298 ft.)}—Granted assignment
of CP from Mary Lake Communications Inc. to
Group M. Communications Inc. for $682,405. Sell-
ef is headed by John C. Culpepper i, and has no
other broadcast interests. Buyer is headed by
Christopher L. Murray, account executive at WTBB.,
Action Aug. 20,

8 WDGR(AM) Dahlonega, GA (BAL920713EE;
1210 khz; 10 kw-D)}—Granted assignment of li-
cense from Andrews Broadcasting Co. to Gold City
Broadcasting Inc. for $120,000. Seller is headed by
Jones P. Andrews, and has no other broadcast
interests. Buyer is headed by Philip W. Castle-
l’:\erry.zgnd has no other broadcast interests. Action
ug. 25.

8 KGRN(AM) Grinnell, IA (BAL920619EE; 1410

er i headed by Kerney Thomas Sr., and has no
other broadcast interests. Action Aug. 19.

8 KHUB(AM)-KFMT(FM) Fremont, NE (AM:
BTC920713EA; 1340 khz; 500 w-D, 1 kw-N; FM:
BTCH920713EB; 105.5 mhz; 1.2 kw; ant. 450 ft.}—
Granted transfer of control from KHUB Inc. to Rob-
ert Clauss and Joseph Nugent for $400,000. Seller
is headed by Raymond Shaheen and George Allen,
selling their interest in licensee; they have no other
broadcast interests. Buyers have no other broad-
cast interests. Action Aug. 25.

u KIMB(AM) Kimbail, NE (BAL920706EB; 1260
khz; 1 kw-D, 500 w-N)}—Granted assignment of
license from Western Management Corporation to
David S. Young for $50,000. Seller is headed by
Joel H. Wrens, and has no other broadcast inter-
ests. Buyer is general manager of KSID-AM-FM
Sidney, NE. Action Aug. 25.

8 KATK-AM-FM Carisbad, NM (AM: BA-
L920720EA; 740 khz; 1 kw-D, 500 w-N; FM: BAL-
H920720EB; 92.1 mhz; 3 kw; ant. 190 ft.}—Granted
assignment of kicense from Frank A. Nymeyer to
Radio Carisbad Inc. for $520,868, sold to highest
bidder at auction. Previous application filed for sale
of station can be dismissed. Seller has no other
broadcast interests. Buyer is headed by Robert S.
Swayze, and has no other broadcast interests. Ac-

| ftion Aug. 26.

khz; 500 w-D, 47 w-N}—Granted assignment of |

license from Blair Broadcasting Corp. to Mitchell
Broadcasting Co.; buyer will release seller from its
debt on Jan. 1988 promissory note with remaining
principal amount of $665,000. Seller is headed by
Gary Blair, and has no other broadcast interests.
Buyer is headed by Forrest Mitchell, and has inter-
ests in 3 AM's and 3 FM's. Action Aug. 25.

8 WMIK-AM-FM Middiesboro, KY (AM:
BTC920618GF; 560 khz; 500 w-D, 88 w-N; FM:
BTCH920618GG; 92.7 mhz; 130 w; ant. 1,438 ft.—
Granted transfer of control from Cumberland Gap
Broadcasting Co. Inc. to Binghamton Baptist
Church for $240,000. Seller is headed by James E.
Ballard, and has no other broadcast interesis. Buy-
er is headed by J.C. Meredith, and has no other
broadcast interests. Action Aug. 26.

8 KKRP(FM) Deihl, LA (BALH920630GO; 93.5
mhz; 3 kw; ant. 320 ft.)—Granted assignment of
license from Delhi Broadcasting Ltd. to KT Enter-

prises Inc. for $125,000. Seller is headed by Jim |

» WVUD-FM Kettering (Dayton), OH
(BALH920709GY; 99.9 mhz; 50 kw; ant. 500 ft.)—
Granted assignment of license from University of
Dayton to Liggett Broadcast Inc. for $3.35 million
("Changing Hands,” July 13}. Seller is headed by
Bernard J. Ploeger, and has no other broadcast
interests. Buyer is headed by Robert G. Liggett Jr.
and James A. Jensen, and is licensee of one AM
and six FM's. Action Aug. 26.

8 KORQ-AM-FM Abllene, TX (AM: BAL900112EG;
1340 khz; 1 kw-U; FM: BALH900112EH; 100.7
mhz; 100 kw; ant. 1260 ft.—Dismissed app. of
assignment of license from Bakcor Broadcasting
Inc. to ADCOMM of Abilene Inc. for $4.928 million.
Seller is headed by George Bakke. Buyer is head-
ed by Stephen M. Adams. Action March 10.

8 KEZB-AM-FM E| Paso, TX (AM: BAL920228EC;
1150 khz; 1 kw-D, 380 w-N; FM: BALH920228ED;
93.9 mhz; 96.2 kw; ant. 1,207 ft.)—Granted assign-
ment of license from KEZB Inc., trustee, to Paso
Del Norte Broadcasting Corp. for $1.02 million.
Seller is headed by Denald S. Leslie, and has no
other broadcast interests. Buyer is headed by Rich-
ard A. Najera and Mary S. Ponce, and is licensee of
KINT-TV El Paso, TX. Action May 27.

8 WFNR-FM  Christlansburg, VA (BTCH-
920617GM; 100.7 mhz; 3 kw)—Granted transter of
control from Valley Radio Corporation to Karen
Travis and Robert Travis for $100,000. Seller is
headed by Robert T.S. Colby, and has no other
broadcast interests. Buyers have no other broad-
cast interests. Action Aug. 18.

NEW STATIONS

Applications

® Pinckneyville, IL (BPH920826MC)—Richard
Blakely seeks 104.3 mhz; 3 kw; ant. 100 m. Ad-
dress: 5 Patton Drive, Pinckneyville, IL 62274. Ap-
plicant has no other broadcast interests. Filed Aug.
26.

= *Sandusky, M| (BPED920826MB)—Ross Bible
Church seeks 80.7 mhz; 18 kw; ant. 100 m. Ag-
dress: 2865 Maywood Drive, Port Huron, M| 48060.
Applicant is headed by Eugene Kent, and is licens-
e of WNFA(FM) Port Huron, MI. Filed Aug. 26.

Actions

m Baker, CA (BPH911224MB)—Granted app. of
Desert Broadcasting G.P. for 94.9 mhz; 155 kw;
ant. 127 m. Address: 13260 Winona Rd., Apple
Valley, CA 92308. Applicant is headed by general

| pariners Jonothan D. Stephenson and Althea
Bauers, who have interests in four AM's and six
FM's. Action Aug. 24.

8 Fort Plerce, FL (BPEDS10201MM)—Granted
app. of Black Media Works Inc. for 91.1 mhz; 3 kw;
ant. 48 m. Address: 1150 W. King St., Cocoa, FL
32922. Applicantis headed by Kimberly E. Holman,
and has no other broadcast interests. Action Aug.
27.

= *Pennsuco, FL (BPED910912MG)—Granted
app. of Hispani¢ Educational System Inc. for 88.3
mhz; 3 kw; ant. 51 m. Address: P.O. Box 660506,
Miami Springs, FL 332586. Applicant is headed by
Julio 1zquierdo. and has no other broadcast inter-
ests. Action Aug. 24.

8 Campbelisviile, KY (BPHB91012NC)—Granted
app. of Patricia Rodgers for 99.9 mhz; 3 kw; ant.
100 m. Address: 173 W, Owl Creek Rd., Camp-
bellsville, KY 42718. Applicant has no other broad-
cast interests. Action Aug. 21.

8 Wilimar, MN (BPH$10821MD)—Granted app. of
andi Broadcasting Inc. for 95.3 mhz; 50 kw; ant.
150 m. Address: P.O. Box 380, 730 NE Hwy. 71,
Willmar, MN 56201, Applicant is headed by Perry
W. Kugler, and is licensee of KDJS(AM) Willmar,
MN. Kugler also has interests in licensee of
KNSP(AM) Staples, MN. Action Aug. 21.

m *Crete, NE (BPED911122ME)—Granted app. of
Doane College Board of Trustees for 91.9 mhz; .2
kw; ant. 20 m, Address: 1014 Boswell Ave., Crete,
NE 68333. Applicant is headed by Douglas A. Swit-
zer and J. Taylor Greer, and has no other broadcast
interests. Action Aug. 26.

m ‘Zanesville, OH (BPED880718MF)—Granted
app. of Joseph Welling for 80.1 mhz; 4 kw; ant. 85
m. Address: Ohio University, 9 South College St.,
Athens, OH 45701. Applicant has no other broad-
cast interests. Action Aug. 26.

= ‘West Chester, PA (BPED920203ME)—Re-
turned app. of Student Services Inc. for 91.7 mhz;
.1 kw; ant. 32.8 m. Address: 211 Sykes Union
Building, West Chester, PA 19383. Applicant is
headed by Mell Josephs, and has no other broad-
cast interests. Action Aug. 26.

® ‘Sisseton, SO (BPED9111256ML)—Granted app.
of Sisseton Wahpeton Sioux Tribe of Lake Traverse
Reservation for 89.3 mhz; 3 kw; ant. 114 m. Ad-
dress: P.O. Box 509, Agency Village, SD 57262.
Applicant is headed by Michael |. Selvage Sr., and
has no other broadcast interests. Action Aug. 19.

FACILITIES CHANGES

Applications

AN's

= Moblle, AL WABB(AM) 1480 khz—July 29 appli-
cation of Wabb Inc. for CP to make changes in
antenna system.

8 Fairbanks, AK KBCN{(AM) 1300 khz—July 31
application of The Great Alaska Electric Radio Inc.
for MP (BP920124AC) 10 increase power to 5 kw;
make changes in antenna systemn and diplex with
KCBF antenna at 3528 International Way, Fair-
banks, AK 64 51 49 - 147 45 06.

@ Kodiak, AK KVOK(AM) 560 khz—July 30 appli-
cation of Cobb Communications Inc. for CP to
change TL 8.4 km west of Kodiak off Anton Larsen
Bay Rd., Kodiak, and make changes in antenna
system; 57 46 33 - 152 32 07.

| Arab, AL WCRQ-FM 92.7 mhz—July 30 applica-
tion of WCRQ Inc. for mod. of CP (BPH-860618IC
as mod.) to make changes; change ERP: .8 kw
{H&V); ant.: 190 m,

u Lake Havasu Clty, AZ KBBC(FM) 101.1 mhz—
| Aug. 4 application of London Bridge Broadcasting
Inc. for CP to make changes; change ant.: 188 m.;
[ TL: 2 km w