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NEW DAYTIME LINEUP?

WHO NEEDS
ANOTHER
GUESSING
GAME?

Other shows will come and go. but with

a proven performer like Joan Rivers
around. why play games with vour lineup?
Now in her fourth vear of glamour. great
guests, and gossip. gossip. gossip.

she's become a cornerstone of

davtime schedules nation-
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The Fresh Prince Of Bel Air
is a production of
The Stuffed Dog Company
and

Quincy Jones Entertainment
in association with
NBC Praduciions

IMPROVE YOUR

PERSONAL GARE

All logos and rrademarks portrayed in this ad are owned by and are claimed trademarks or other marks of various owners.



hen it comes to ratings success,

appearance counts. To look sharp for
your biggest advertisers, you need the right
demo: the 12-34 consumers. They're the
backbone of the 5-8PM viewing audience.
And, “Fresh Prince” has a higher
concentration of 12-34's than any other
show on the big 3 networks.

Which is why stylish advertisers like
Revlon, Salon Selectives, Caress, Dove,
Maybelline, Old Spice, Close-Up and Aqua
Fresh groomed their television buys to
include “Fresh Prince.”

With awesome buying power and a
personal affinity for the kinds of products
that advertise the heaviest, the 12-34 demo
couldnt be more attractive to your clients.
And that makes “Fresh Prince” a very neat
way to brush up your bottom line in Fall "94.

s Bel -Arr

WARNER BROS.
DOMESTIC TELEVISION
DISTRIBUTION
A Time Warner Enertainment Company
© 1992 Wamer Bros. All Rights Reserved

Source: NT1 91-92, TVB 1s¢ Quarter 1992
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APPEALS COURT VACATES RULES

Three-judge panel in Chicago calls FCC opinion ‘unreasoned and unreasonable’;
order is stayed for 30 days to give parties chance to respond

By Harry A. Jessell
three-judge panel of the U.S.
Court of Appeals in Chicago
last Thursday struck down the
FCC's new fin-syn rules, edging the
big-three broadcast networks ever
closer to becoming full players in net-

work program production and off-net- |

work program syndication.

The networks still have a way to go,
however. The ruling will face appeals
from Hollywood, and the FCC may
attempt to satisfy the court by modify-
ing the rules and drafting a new ratio-
nale for them. The networks are also
bound by consent decrees that over-
lap the rules’ restrictions, but most fin-
syn watchers believe a federal judge
may soon gut the decrees.

Despite the remaining obstacles,
James Quello, one of the two com-
missioners who voted against the new
rules {Chairman Alfred Sikes was the
other), saw the ruling “as the begin-
ning of the end for fin-syn.”

“The rules are outmoded and
anachronistic,” said Richard Cotton,
executive vice president and general
counsel, NBC. “This is just one more
recognition of that fact.”

The Chicago panel blasted the
rules, asserting the FCC majority that
adopted them in April 1991 failed to
adequately justify them. “Stripped of
its verbiage, [the FCC order], like a
Persian cat with its fur shaved, is
alarmingly pale and thin,” writes Cir-
cuit Judge Richard Posner in a 22-
page opinion.

The ruling “reveals that the {fin-syn]
emperor has no clothes,” said Jamie
Kellner, president of Fox Broadcast-
ing, which joined the older networks in
challenging the rules. "The time is
past due to set all networks free.”

“If alfowed 1o stand, the court's de-
cision will have a devastating impact
on the entire production community
and program diversity,” said Diane
Kiillory, an attorney representing Hol-
lywood interests that felt the rules, if
anything, were toc liberal and should
be strengthened.

“We will be aggressively pursuing
every avenue of appeal,” she said.
“And, hopefully, the FCC on remand
can provide adequate explanations of
where the court found it lacking.”

Andrew Schwartzman, a public-in-
terest attorney and Hollywood ally,
said the ruling “was not anywhere as

bad as it could have been. It doesn'’t
say the rules are unconstitutional, and
it grudgingly acknowleges it has am-
ple authority to impose rules like this.
It just says the FCC has to have good
reason and state them.”

A commission, newly constituted
due to the Clinton victory, “has a
chance to write a new decision that
might be acceptable,” he said.

in addition to the normal course of
legal appeals, Hollywood will seek to
force Posner to recuse himself from
the case. Their attempt wouid be
based on the fact that Posner in 1977
provided CBS with an affidavit argu-
ing against the fin-syn consent de-
crees, then mere proposals, as anti-
competitive and contrary to the public
interest. At the time, Posner was a
professor at the University of Chica-
go.

Jerry Leider, president, Caucus for
Producers, Directors and Writers,
said the caucus will try to persuade
the FCC to take the lead in the recu-
sal. “l wish we had known about the
[aftidavit] before he was impaneled.”

Aithough the panel vacated the
rules, it invited the FCC to take anoth-
er stab at coming up with an accept-
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able rationale. It also stayed its vaca-
tion order for 30 days so that the
original 1970 fin-syn rules, much
more restrictive than the new ones,
“would not spring back into effect”
while the FCC contemplated its next
move.

Should the FCC choose 1o rewrite
the rules and rationale, the court will
have to decide whether new rules, old
rules or no rules will be in effect dur-
ing the proceeding. It gave the parties
15 days to comment.

None of the three commissioners
who voted for the rules—Sherrie Mar-
shall, Ervin Duggan and Andrew Bar-
rett—would comment on what course
the FCC may take.

Even some Hollywood sources

“Stripped of its
verbiage, [the FCC
order], like a Persian
cat with its fur shaved,
is alarmingly pale and
thin.”’
Judge Richard Posner |

conceded that it will be a tall order for
the FCC to come up with an accept-
able rationale, given the court's sting-
ing rebuke last week.

“Key concepts are {eft unexplained,
key evidence is overlooked, argu-

ments that formerly persuaded the
commission and that time has only
strengthened are ignored, contradic-
tions within and among commission
decisions are passed over in silence,”
the opinion says.

“The impression created is of un-
principled compromises of Rube
Goldberg complexity among contend-
ing interest groups viewed merely as
clamoring supplicants who have
somehow to be conciliated,” it says.
"The possibility of resolving a conflict
in favor of the party with the stronger
case, as distinct from throwing up |
one's hands and splitting the differ-
ence, was overlooked."

The panel bought into networks' ar-
gument that the rules are counterpro-
ductive. "How could it help a producer
to be forbidden to sell his wares to a
class of buyers that may be the high
bidders for them?” it asks. “Itis not as
if anyone supposed that syndication

Thisa\Week

FIN-SYN TAKES A
HIT/ 4

A federal appeals
panel struck down the
FCC's new fin-syn
rules, helping to pave
the way for a network
move into production
and syndication.

BEST FACE ON
NEW FACES / 12

The communications
industries size up the
Clinton administration
and are, for the most
part, optimistic.

LOCAL TV NEWS
SURVEY Il / 34

Stations in the top

100 markets are having
good ratings luck with
early news, but smaller-
market stations have
seen some declines.

CHERNIN MOVES
UP /42

Fox Entertainment
President Peter Chernin
has been named to
reptace departing
chairman Joe Roth.

THE HIGH COST OF
AD REVENUE / 44

Offering political

spots at the FCC-re-
quired lowest unit

rate, many stations
surpassed their esti-
mates for campaign ad
revenues but gave up
high-priced inventory to
meet demand.

KEY COMMITTEES:
STILL THE SAME / 46

The historic turnover
in Congress brought few

WARREN LITTLEFIELD AT LARGE / 36

“I think we have to find
ways to excite the
audience, and we can't
just take millions and
millions of dollars and
throw it at a problem and
say, ‘Well, maybe
something will happen,’ "
says NBC Entertainment
President Warren Littlefield
in the first installment of
atwo-part BROADCASTING
“At Large" interview on

business.

the state of the programing

new faces to the
committees that con-
sider telecommunica-
tions issues.

SPECIAL REPORT:
AUTOMATION

BROADCASTING looks

at stations' end-to-end
implementation of

new automation technol-
ogy, from production

to library to on-air
master control

(follows page 50}.

‘PARADIGM 3’
W/ 51

Michael Liebhold,
manager of media
architecture research
at Apple Computer,
details his industry's
plans in “intelligent,
interactive and
scalable” TV.

COURT RULES FOR
SUPERSTATION / 54

The Supreme Court

last week upheld a lower
court ruling that the

NBA could not set a cap
on the number of pro-

| fessional basketball

games aired by wGN-
Tv Chicago.

RADIO’S TOP 25 / 57
CBS still firmly on top
among group owners.
ABC-TY QUITS

NAB / 81

ABC-owned TV and
radio stations to stay
with association.

NEWS DEPARTMENTS

Business.......coiersveennes 4
Cable .....oeriiiinsiivensns 54
Radio....cornuns S
Technology ............. .. 51

Television ....coueaveeeres .36
Top of the Week.........4
Washington.............. .46
FEATURE SECTIONS

Changing Hands........ 45
Closed Circuit ........... 26
DatebooK ...cocosvemerennns 71

Editorials.........c.cc...... 82
Fates & Fortunes..... 76
Fitth Estater............. 79
For the Record......... 72
In Brief...... PP - |
Monday Memo.......... 30
Ratings Week............ 43

Washington Watch.... 50

Founded in 1931 a5 Broadcasring. the News Magazine of the Fifth Estate. Broadt usfing.Trle(usr;'ng‘ introduced in 1946, Televisivn® scquired
in 1961 Cablecasung® introduced in 1972, Broadvasting/Cuble imiroduced in 1589. Broadcusiing® 15 a regisiered trademark of Reed
Publishing (Nederland} B.V.. used under license. "Reg. U.S. Paiemt Office.

Incorporating The RithEstate TELEVISION Broadcasting # Cable

Brocdeasiing (ISSN 0007-202%) (GST #12374571 is published weekly with one additional spesial iesue in January by The Cahner
Pubtishing Co. Iaubscription inludes all issuesl, Cahners Publishing Co.. ai 475 Park Ave, South. New Yurk. NY 10016, is a division of Reed
Publishing USA. 275 Washington St.. Newtur, MA 12158-1630; Temence M. MeDermott. President/Chief Operating Otficer: Frank J. Sibley.
Executive Vice President: Juhn ). Beni. Senior Vice PresidenvGeneral Manager: Nefl Periman, Senior Vice PresidentGroup Publisher: jem
D. Neth. Senior Vice President/Publishing Operations: J.J). Walsh, Seninr Vice President’Finance: Thumas 1. Dellamaria. Senr Vice
President/Production & Manufaciuning: Ralph Knupp. Vice President/Human Resources: Neal Virale. Vite PreswdentConsumer Publishing.
Sevond.clasy porage paid at New York. NY, and additional mailing ofices. Postmaster. please send address changes o Broadiasing. PO
Bux 715, Brewster, NY 10S(8.0715. Broadcasring copyright 1992 hy Reed Publishing USA: Robert L. Krakoff. Chairman/Chief Executive

Officer. Annual subsctiption rates: USA. $94; Canada. 5129 {includes GST): Foreign Air. $300: Fuoreign Surface. $149. Single capies are
$2.95, speclal imswes, $1.50. Please address all subscriplion mail w: Browdiwatne. PO Box 715, Brewsier. NY 10509-0715. Microfilm of
Brovdeastung is available from University Microfilms. 300 North Zeeb Road. Ann Arbor, Mich. 48106 {1-800-521-0600)

Broadcasting Nov 9 1992




£ T e 3 2 3
' e
-!-—._.l"' ) ;,_ ]
"_'—-..\ W -
won =
d i s Fin " .
&

Rosner Television in association with
Stephen J. Cannell Productions, Inc.

- _ TheNext Generatio

e

-

e HOSTED B

- CAESARS CMEE“NGET .
Fascinating, unpredictable!
:~— A um’quqﬁfrmdf guamnteed~
: to captivate and involve

PR SN qudiences, create
J: y excitement and @
generate huge ratings.



IMAD RASHAD i
[ONDAY-FRIDAY STRIP X
VAILABLE FALL 1993

ROM THE HOLLYWOOD SQUARES
'RODUCTION TEAM

JRECT FROM CIRCUS MAXIMUS

ANNELL DIsTRIBUTION CO.

3 HoLLywooD BOULEVARD, HoLLywoor, Ca. 90028 (213) 465-5800




rights, like babies or human freedom
or the vital organs of a living person,
should not be salable at all.”

The ruling, just a month after oral
arguments, could not have come at a
worse time for the agency. It is under
intense time pressure to begin and
complete a series of proceedings im-
plementing the new law reregulating
cable. Having to cope with another
fin-syn proceeding would further
strain its resources.

The problem is exacerbated by the
imminent departure of a number of
key officials due to the change of ad-
ministration (see "Washington
Watch,” page 50). The exodus will be
led by the principal proponent of the
rules, Marshall, and the principal op-
ponent, Chairman Alfred Sikes.

U.S. District Court Judge Robert
Kelleher in Los Angeles last month
signaled his intention to dash the fin-
syn consent decrees, rejecting a mo-
tion by Hollywood and the state of
California to intervene in his review of

the decrees. The Justice Department |

and the networks, now the only par-
ties in the case, favor repeal. “For the
FCC to have worked seven years on
this and then to have a court throw it
out in 30 days is incredible,” said Rich
Frank, president, Walt Disney Televi-
sion.

The independent production com-
munity reaction was laden with disbe-
lief. “I'm still recovering,” said produc-
er Len Hill. “| believe l've seen

nothing outside of Lewis Carroll that
shows a tendency to favor ideology
and foregone conclusion over in-
depth investigation and careful
study.”

“| gather that absent a new admin-
istration coming in, it would be bad

“What it [the FCC] could nor
do, consistent with the
principles of reasoned

decisionmaking, was pretend
that it had never found

that the networks had lost
market power.”’

Judge Posner

news,” said producer Grant Tinker.
“But now it remains to be seen. What
this judge has done would be cause

for celebration in the network halls,
but with a new administration and
possible changes in philosophy and
appointments, that celebration had
better be put on hold.”

Ira Goldman, special assistant to
California Governor Pete Wilson, who
has supported his Hollywood constitu-
ents in the fray, argued the court was
legally off base. “The notion the court
can throw out the new rules but sus-
tain the part of the old decision which
says the old rules are thrown out is
unbelievable,” he said. "It's judicial
activism at its nightmarish worst. It's
particularly bothersome to me as a
Republican because this is a Republi-
can-appointed judge.”

Goldman also criticized the court's
tone. “This decision is so cute that if it
were a puppy, the networks would
feature it in a show and put it on prime
time,” he said. “But cute is not sup-
posed to be the cornerstone of judicial
thinking. I've been working on fin-syn
for 10 years, and I've seen a lot of
twisted political processes to get to
the point we're at. But to see it on a
judicial level boggles the mind.”

“How does the ruling affect us right
now?" asked a network executive in
Los Angeles who asked not to be
identified. “it doesn't. We'll continue
to operate under the rules made last
year. There really isn't any effect right
now. And as far as all of the whining
and crying in town, it's just hype and
bullshit.” n

INVESTORS ELECT TO DO NOTHING ABOUT FIN-SYN

he judicial overturning of the fin-syn rules last

Wednesday left network stock prices little moved.
As with other long-running regulatory battles, investors
stiit see the ultimate verdict on the rules to be a long
way off and of uncertain magnitude.

Further uncertainty following last Tuesday's Clinton
victory did little to encourage trading. Said Furman
Selz securities analyst John Tinker: “The problem is
untit you know what Clinton wants to do, it is still up in
the air." Agreed Shearson Lehman Brothers analyst
Raymond Katz: “We don't know what it means. An
FCC that has to reconsider the rules won't have time to
do so until after April, at which time it could be more
pro-Holtywood. | think the networks already have half a
loaf, and that is already in the stock price.”

Recent reports from securities analysts have had
fitte, if anything, to say about fin-syn. Of more concern
to the stock market in recent weeks has been the near-
ferm outlook for the network scatter advertising mar-
ket. Earnings downgrades, which earlier put pressure
on the stock of Capital Cities/ABC, may have last week

been behind the price decline of CBS, which fell 5% to
196.

Because the fin-syn battfe has been so long devel-
oping, it is probable stock prices of both companies
already reflect some improvement in the rules. But
what scenario those prices reflect is hard to define.
Keith Gleeson, an analyst with institutional investor
IDS, said: “It is hard to quantify; we just don’t know
what programs wilt make it into syndication.”

The initial bottom-line impact of regulatory relief
could be negative for the networks, as they might have
to invest more to obtain syndication rights. The net-
works would be helped at the bargaining table when
renegotiating for series, but those rules are currently
also governed by the consent dectees through 1995.

A big stock price jump might indicate that a sale of
either ABC cor CBS was imminent—NBC is too small a
part of GE to significantly move that company's stock
price. But, said Gleeson, the barriers to a sale of one
of the networks are more than regulatory: “The big
obstacle may be price.” —GF
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Demos That Are
Good As Gold

In the 70's and 805, mass marketers fell in
love with the youthful baby boomers...the
most powerful economic force in history. In
1992, the voungest boomers are 28 vears old
and the oldest 40. And in economic terms the
aging boomers are more powertul than ever.
In facr. Adulis 25 and older have the most
houschold income, the most discretionary
mcome and rhe greatest growth trend

25-54

through the year 2000.-10s no wonder the | gold.
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the middle-age boom™ jof the 9s. That's
| why, in a recent sunvey, 83% of General
Sales Managers picked 25-34 as the most
requested demo by spot advertisers.

So, if vou're in the the market for an oft-
network: sitcom. don't be contused by sales
hvperbole from the past. Think 23-34. Think
Evening Shade. Demos| that are good as

25-54
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#1 in Its time period Adults 25-54
Top 10 of all network sitcoms Adults 25-54
Grew 33% in year one to year two in Adults 25-54
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Ciinton and Gore have experts guessing whether raising the tide of national competitiveness will float all boats

 INDUSTRY LOOKS AT LIFE UNDER NEW TEAM

|

12

Fifth Estate is mostly optimistic about doing business under Clinton/Gore administration

By Peter Lambert
ill Clinton and Al Gore were win-
ners last Tuesday, but it re-
mains to be seen whether the
broadcasting, cable and telephone in-
dustries were.
The Clinton-Gore campaign di-
vulged little about specific communi-

cations policies, other than promising |

to spend biflions to foster the develop-
ment of an advanced telecommunica-
tion infrastructure and endorsing the
1992 Cable Act, which rereguiated
the industry.

For the most part, the industries’
Washington representatives chose to
believe that Clinton’s pro-business
rhetoric might transiate into good
things for them. They seemed fo
share United States Telephone Asso-
ciation President John Soldolski's
view: “| like what they are humming,
but | want to see the words and who's
in the chorus."

Some broadcasters were grumbling
that the drive by FCC Chairman Al
Sikes to deregulate the TV industry
would stall. But National Association
of Broadcasters President Eddie Fritts
declined to join in. "l would suggest

that the campaign made it very clear | America President Jack Valenti would

they are not the same old regulatory-
type Demaocrats that one used to think
of. They are reshaping the Democrat-
ic Party to the new mode of thinking.”

“We expect in the taxing area we'll
continue to be a target for spectrum
fees and other types of taxes because
the nation’s problems are not con-
fined to Republicans and Democrats,”

cerns are bipartisan.

National Cable Television Associa-
tion President James Mooney also
put the best face on it. “Had the cable
bill not been enacted, a lot of cable
people would find the onset of the
Clinton administration a bit daunting,”
he said. “"With the bill now taw, how-
ever, | think differences on cable as
between the Bush and Clinton admin-
istrations will probably be of degree
rather than fundamental policy.’

Hoilywood has the closest ties with
the Democratic Party, giving it hope
that a Clinton FCC and Justice De-
partment might rescue the imperiled
financial interest and syndication
rules, which keep the networks out of
the program production business.

Motion Picture Association of

not comment directly on fin-syn, but
said the Clinton administration would
“not be inhabited by deregulatory
ideologues. They will recognize that
an activist government's first priority is
to make sure there is competition in
the marketplace.”

In late September, the Clinton cam-

| paign proposed a six-point national
added Fritts, noting that budget con- |

technology policy, which Vice Presi-
dent Al Gore would oversee. It would
bring to bear on communications and
information services a portion of the
four-year, $80-billion “Rebuild Ameri-
ca” fund and some additional money
shifted out of the defense budget.

Industry officials sounded notes of
both enthusiasm and caution about
the Clinton plan. They lauded the
thrust of Clinton’s policy—its empha-
ses on building a national communi-
cations infrastructure and on in-
creased government support of
technology research and develop-
ment—but some expressed concern
about government meddling in re-
search and standards setting.

"We welcome more R&D,” says
Cable Labs President Richard Green,
noting the cable industry has benefit-
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ed from laser and fiber optics devel-
opment, the products of basic re-
search. "But we're more on the
applied side. You need a business
structure to do that, and | think it has
been very fruitful to operate as we do
with support from the industry itself.”
Echoing that sentiment, Joel
Chaseman, of the Advanced Televi-
sion Test Center, believes Clinton's
emphasis on communications “makes
it imperative the broadcast industry
keep the test center alive, in order to
protect and advance its own interests.
It is the wrong time to be passive.”
Like Clinton, the Corning company
“is very concerned about the United
States inventing, then losing, one
technology after another,” says Tim
Regan, vice president and director of
public policy for Corning, which is
pushing the telco fiber-network drive.
However, Regan concedes, “there
is legitimate concern that more gov-
ernment paricipation could involve
technology choices. When you fund
pre-competitive research, you run

TOP OF THE WEEK

THE MEDIA FOB

‘Friends of Bill" include Hollywood producers,
large media company executives and investment bankers

By the New York Bureau

F rom Hollywood to Wall Street,
TV and media industry types are

major supporters of Bill Clinton

and Al Gore. During the campaign,

Hollywood, in particular, was vocal in

| supporting the President and Vice

President-elect, while their network
counterparts showed fraditional re-
straint. Whether the support is re-
membered when the new administra-
tion takes office remains to be seen.
Creative Artists Agency's Michael

| Ovitz rounded up Hollywood donors.

less risk of pre-empting private indus- |

try choices.”

With Apple President John Scully
close to Clinton, pressure to homoge-
nize industry standards may be high.
And Clinton plans seems to dovetail
with Bellcore's call on government to
legislate an “‘overarching vision and
comprehensive strategic plan.”

However, says Cablevision Sys-
tems Chairman Charles Dolan, “if
you're worried about government sup-
port of exclusionary, proprietary stan-
dards, I'd have to believe the adminis-
tration would not let that happen.” ®

Time Warner's Bob Pittman gave
Clinton media advice. And Larry
Tisch's son Tom helped Gore out with
financial problems caused by his
failed 1988 presidential run.
Hollywood came out in full force for
Clinton with several parties—most no-
tably, a large fundraiser sponsored by
the Hollywood Women's Political
Committee. More than 100 of MCA
Chairman Lew Wasserman's closest
friends paid a minimum of $5,000 to
attend a gala. Wasserman himself
contributed more than $100,000 to
the Democratic National Committee
{DNC) (see “In Brief” for a fist of other
big contributors). And CAA’s Ovitz
sponsored a DNC dinner in Holly-
wood the night before an all-day
meeting with major Hollywood cam-

AT FCC, MANY ARE MENTIONED, TWO WILL BE CALLED

paign donors.

Independent TV producer Garth
Ancier served as a TV consultant to
the DNC for the convention; he will be
remembered for dreaming up the
“video wall” behind the speaker’s po-
dium. Perhaps no one was more in-
voived than Designing Women pro-
ducer Linda Bloodworth-Thomason
and husband Harry Thomason, who
worked on the Democratic convention
and regularly consulted the Clintons,
whom they have known for years.

Clinton did not get much support
from cable operators. However, Marc
Nathanson, president of Falcon Ca-
ble, has known the Clintons for some
time and is close to several campaign
staffers. Hillary Clinton served on the
advisory committee for one of Fal-
con’s limited partnerships several
years ago (BROADCASTING, July 6).

Nathanson, a member of the group
of 400 business leaders who publicly
endorsed Clinton, does not think TV
issues will be high on the agenda of
the new administration. “I don't think
it's in their top 100 priorities. In fact, |
know it’'s not.”

Among cable programers, Viacom
CEO Frank Biondi, HBO chief Michael
Fuchs and Time Warner Enterprises
President and CEQ Robert Pittman all
were on the list of 400 endorsers. Pitt-
man, who calls Gore a personal

ith the Clinton victory will come a new FCC chair-
man, charged with impiementing much of the new
administration's  yet-unformulated communications
policy. Room will aiso be made for a new commission-
er if the administration, as expected, gives Republican
Sherrie Marshall the word to pack it up. Her term
expired last June, but she continues in the post until a
successor is appointed.
Candidates for the chairmanship include: Toni Cook,
a Senate Communications Subcommittee aide whose
stepfather, Vernon Jordan, was named late last Friday
to head the Clinton transition; communications attor-
neys Tom Casey and Frank Lloyd; former Hill staffers
Howard Symons and Tom Cohen; Clinton fundraiser
and former banking executive Susan Ness; Larry Ir-
ving, House Telecommunications Subcommittee aide,

and Rick Neustadt, a former Carter adviser.

Roy Neel, Vice President-elect Al Gore's longtime
right-hand man, could have the job for the asking, but
most feel he may seek higher office or stick with Gore
in the White House.

FCC Commissioner Ervin Duggan is also a possibili-
ty, although he denies running for the post, and many
believe his initial Bush appointment disqualifies him
from serious contention.

Since the law limits the party in the White House to
just three seats on the commission—and a Democratic
chairman wouid make three—Marshall's successor
would have to be either a Republican or an indepen-
dent. So far, the only name to emerge that fits that
requirement is independent Eli Noam, an economics
professor at Columbia University. —HAJ
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friend, says that in addition to fund- |

raising, he “even gave [Clinton] a little
bit of advice on media.” HBO co-
sponsored the media party for the
Democratic convention, and Time
Warner co-chairman Gerald Levin
was said to have attended at least
one Clinton fundraiser.

Although Larry Tisch was not seen
at fundraisers, his youngest son, Tom
Tisch, was active and was said to be
the primary person responsibie for
helping Al Gore retire debt from his
unsuccessful 1988 presidentiat bid.

Among Wall Street bankers, Stan
Shuman, executive vice president
with investment banking firm Allen &
Co., and a director on the board of
News Corp., attended the Littte Rock
victory celebration. Shuman, who
knows Clinton from the Democratic
Leadership Council and from the un-
successful presidential campaign of
Michael Dukakis, co-chaired two
fundraising events in New York.

Shuman was also among those
who rounded up endorsements from
executives to show, he said, that Clin-
ton was a "“Democrat without horns.”
Endorsers included Walt Disney Co.
President and Chief Operating Officer
Frank Wells and Emmis Broadcasting
President Steven Crane.

Steven Rattner, co-chief of invest-
ment banking, Lazard Freres, was

among those who advised the cam- |

paign on telecommunications matters.
Another media investment banker
close to Clinton is Roy Furman, presi-

dent of Furman Selz. Furman, who |

said he met Clinton in the summer of
1991, helped organize several fund-
raisers, including the June 22 “Broad-
way Salutes Clinton” event: “Even
aside from his [Clinton’s] saxophone
playing, he clearly has sympathy for
and rapport with performers.”

Among radio broadcasters, Jerry
Atchley, owner of Little Rock’s high-
est-billing  station, KSSN(FM), has
known Clinton for a decade.

Also supporting Clinton during the
campaign was Joel Hartstone, chair-
man of investment banking firm Hart-
stone & Dickstein and of its 16-station
radio group, H & D Broadcast Group,
and Edens Broadcasting's CEO Gary
Edens, who met Clinton by chance
jogging in New York's Central Park.
Although not an active supporter of
Clinton’s, Skip Finley, chief executive
officer of Albimar Communications,
counts DNC Chairman Ron Brown as

one of his business partners. |

TOP OF THE WEEK

GOING TO COURT OVER CABLE BILL

'I' he 1992 Cable TV Act came under a barrage of legal artillery last week
from several corners of the cable industry as well as the Justice
Department, charged with defending its provisions in court. |

Piled on top of suits filed last month in U.S. District Court in Washington
by Turner Broadcasting System and Daniels Cablevision challenging the
constitutionality of the act’'s must-carry and retransmission-consent provi-
sions was an additional suit from the National Cable Television Associa-
tion fited last Thursday (Nov. 5) making the same challenge.

Also last Thursday, Time Warner Inc., owner of Time Warner Cable
and Home Box Office, filed yet another suit, repeating objections to must
carry and retransmission consent and adding challenges to the Cable
Act's rate regulation, program access and leased/public-access provi-
sions. (A description of Cable Act provisions appears on page 49.) '

A greater stir was caused, however, by a Nov. 4 letter from the Justice
Department to the Senate, informing the Congress that the department
would not defend must carry when the District Court begins receiving
briefs on the Turner and Daniels suits this month or in oral arguments,
scheduled to begin Dec. 7. (The first constitutional challenges to the act
will be heard by a three-judge District Court panel, and all appeals of |
panel decisions will be referred directly to the Supreme Count.)

In the letter, Assistant Attorney General Stuart Gerson cited President
Bush’s declaration to the Senate that must carry is unconstitutionai,
contained in his Oct. 3 veto message. Because the President is the
“ultimate client” of the Justice Department, which has consistently ad-
vised Bush that must carry is unconstitutional, Gerson said, “an ethical
conflict of interest would be created were the Department now to defend
[the statute’s must-carry] sections.” Justice will, however, defend retrans-
mission consent, which doesn't create a similar conflict, Gerson said.

It was widely expected last week that some form of delay in the hearing
schedule (perhaps lasting until the Clinton administration Justice Depart- [
ment takes over the case) would be granted in light of the Gerson letter
and the filing of the two new suits. But it was not clear where the request
for the delay would originate. Assuming the current Justice attorneys do
not ask for a delay, it would be up to the Senate to appoint an attorney to
defend must carry. But with the Senate out of session for the rest of the
year, it was not clear how that request would be made. The FCC could
also be designated to defend the provision, or the court could decide to {
delay the schedule on its own.

Must-carry supporters reacted angrily, claiming the Justice Deprat-
ment's decision was unprecedented and, according to CBS Vice Presi-
dent Martin Franks, “irrational.”

“We are dumbfounded the Department of Justice would refuse to
defend the law of the land,” said National Association of Broadcasters
President Eddie Fritts.

“The letter is clearly consistent with what the Justice Department has
been saying for years,” an NCTA spokeswoman said. "As we stated in our '
legat challenge, NCTA firmly believes the new law’s version of must carry
violates the First Amendment rights of cable operators and programers.”

The cable industry will argue that must carry denies cable operators the '
editorial right 1o choose the programs seen on their systems by forcing
transmission of local signals at the expense of other, nonbroadcast l ]
offerings. Time Warner will attempt to make the case that most of the |
other major provisions of the Act will also limit the speech of cable
operators and programers.

“No one should be surprised by this suit. We've been encouraging
Congress to review First Amendment questions for the last three years,
and now those questions will get reviewed,” said Time Warner Vice
President Tim Boggs. —RMS
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COMPRESSION PHOTO FINISH: Gl, A'I'&'I'

HBOQO, Viacom, TCI expected to follow PBS adoption of joint algorithm

By Peter Lambert

eneral Instrument Corp. and

AT&T have agreed to co-devel-
op a compression algorithm
and a common set of integrated circuit
chips for compressed digital satellite
transmission by PBS and, possibly,
for inclusion in the Motion Picture Ex-
port Group's worldwide MPEG 2 mul-
timedia hierarchy of digital transmis-
sion standards.

One at a time, beginning as early
as this week, HBO, Viacom Networks
and Tele-Communications Inc. are
expected to announce adoption of the
same combined GVAT&T algorithm,
with the possible added participation
of Scientific-Atlanta.

“Hopefully, we are moving toward a
de facto standard, if not a published
industry standard,” said Howard
Miller, PBS senior vice president,
broadcast operations, engineering
and computer services.

The GI/AT&T agreement to co-cre-
ate an "MPEG-friendly” algorithm
constitutes a victory for the Cable
Television Laboratories/Viacom/TCl/
PBS group that issued a request for
compression proposals a year ago.
That group has insisted it will foster a
multiple-vendor compression market
by requiring cross-licensing in any
purchase agreements the parties
reach. Conducting its own search for
a compression system, HBO has ech-
oed the same priority.

"We were trying to get three [propo-
nents] to come together” on a joint

compression approach, said Miller.
"We haven't entirely given up” on in-
cluding Scientific-Atlanta  (BROAD-
CASTING, July 20), he added, “but two
out of three is not bad.”

Celebrating the manufacturers’
“willingness to share and license
ideas,” CablelLabs President Richard
Green suggested that purchases of
equipment may encourage MPEG to
include the algorithm in its common
core chip and/or surrounding “tool kit"
standards, thereby assuring high-vol-
ume, lower-cost chip manufacturing
across industries. “It's certainly a pos-
itive sign that there are real users
ready to put down real money, be-
cause there is a real application,”

Green said.

In 1993, PBS and its education sat-
ellite partners will buy thousands of
DigiCipher integrated receiver-decod-
ers (IRD’s) and 20 or more encoders.
Gl offered the first hardware able to
deliver multiple signals to one tran-
sponder from multiple, as well as sin-
gle, uplinks. The GI hardware will be
upgradeable to incorporate the
GI/AT&T algorithm. Higher volumes
of units will then follow. The equip-
ment will offer 2-, 4-, 8- and 10-chan-
nel modes and will be optimized to
deliver full broadcast-quality signals
to 2 meter Ku-band antennas. It will
also incorporate removable security
modules. »

FCC MOVES ON CABLE ACT

Duggan promises strict adherence to law,; commission says
retrans regulations are severable from must carry

By Joe Flint
he FCC pressed on with imple-
menting the Cable Act while the
act itself continued to be bom-

barded with lawsuits (see page 18).

The commission—absent Chair-
man Alfred Sikes, who is recovering
from surgery—called for comments
on the implementation of must carry/
retransmission consent, indecent pro-
graming and home wiring (see "In

Brief™).

She is Peggy Conlon, 41,

ership positions in their industries.

BROADCASTING HAS NAMED A NEW PUBLISHER,
the fifth in the magazine's 61-year history.
most recently
group publisher of CMP Publications’ Elec-
tronic Buyers News, Electronic World News
and Electronic Engineering Times. Conlon
brings a strong sales and publishing history
to her new post; the two weekly magazines
and one biweekly under her command
(250,000 circulation worldwide) all held lead-

A California native, Conion has a BA in
communications from the University of Cali-
fornia, Fullerton (1973) and an MA with hon-
ors from the University of Southern California
(1980). She will headquarter in New York.

Commissioner Ervin Duggan also
used the meeting to serve notice to
the cable industry that the commis-
sion would not be swayed by intense
lobbying efforts. "I would simply like to
say that in spite of all the controversy
and different opinions about merits of
the law, we will counsel full compli-
ance with the law, and this agency
will, in good faith, implement the law
impartially with good will and absolute
fidelity to the mandate of the Con-
gress.” Duggan added that he is also
delivering that message in private to
visitors from the cable industry.

With court challenges in mind, the
commission said its pending retrans-
mission-consent regulations are sev-
erable from must carry should the lat-
ter be struck down.

As expected, the FCC’s questions
on must carry and retransmission
consent are broad. However, one
specific question in the retransmis-
sion-consent notice that will no doubt
be contested by programers is wheth-
er it is correct for the FCC to interpret
the provision as enabling broadcast-
ers, in the absence of any express
contractual arrangement, to negotiate
retransmission consent without the

Broadcasting Nov 9 1992
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participation of copyright holders.

The FCC also reaffirmed that any
retransmission consent-type clauses
already in programing contracis be-
tween broadcaster and supplier are
not superseded by the Cable Act.

But just what is a retransmission-
consent clause? The answer may be
determined by the courts, since pro-
gramers and broadcasters are in dis-
agreement over how current clauses
in most programing contracts apply.

Broadcasters argue that current
clauses are copyright related and
have nothing to do with retransmis-
sion consent, while programers
counter that the clauses in today's
contracts were drafted precisely with
the aim of allowing the programer to
control retransmission consent.

The FCC also sought comments re-
viewing the scope of and schedules
for retransmission consent, including
election of consent or must carry and
a study of the relationship between
retransmission consent and “reason-
able" basic rates, which the commis-
sion will take up next month.

On must carry, the FCC, following
Congress's lead, defined a TV market
as Arbitron’s area of dominant influ-
ence (ADI). The FCC also wants com-
ments oOn what modifications are
needed to make the current ADI list
“reflect current realities.”

On channel positioning, the FCC is
also seeking comments on what type
of priority structure should be estab-
lished to settle channel positioning
confiicts.

Separately, the FCC also wants
comments on regulating indecent and
obscene programing on leased access
channels. Specifically, it wants regula-
tions that would enable cable operators
to prohibit the use of public, education-
al and governmental (PEG) access
channels for obscene material or con-
duct, or solicitation or promotion of un-
lawful conduct. The FCC proposed
channeling such programing to a single
channel, and seeks comments on
whether cable operators wili have to
provide lockboxes to subscribers who
request access to such a channel. Ac-
cording t¢ the act, cable operators no
longer have statutory immunity from li-
ability for obscene programs on access
channels. =

For More Late-Breaking
News, See “In Brief,”
Pages 80 and 81
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still in the chairmanship to relish it.

o
The other FCC casualty, of course, will be Sherrie Marshall, the bright,
tough-commissioner who gave Al Sikes some of his worst moments. Al-
most certain to have been George Bush's next choice for the chairman-
ship, her day never came. Considered the commissioner from Hollywood,
she blocked Sikes's plan to repeal the financial interest/syndication
rules and frustrated his tough stance on cable regulation.

o

Having gone this far, | might as well comment on the three remaining
commissioners. James Quello, who presumably will serve as chairman
during the interregnum, is an original whose reputation grows with age.
He has confounded a generation of journalists and others to rank second
at the FCC in both seniority and influence. Ervin Duggan, on some
scorecards the chairman presumptive, is as smart as he is articulate, and
he is the most articulate man in America. Whoever heads the FCC, he
will be his own man. Andrew Barrett, after three years on the job, is still a
mystery to most in Washington. Given his state regulatory commission
background he tends toward common carrier issues and could carry a big

stick in cable reregulation.

o

It may not be long before we're hoping for more gridlock in Washington,
rather than less. This magazine welcomed Governor Clinton's written as-
surances that he will rely first on competition and only as a last resort

on regulation, but we get nervous when matching the President-elect’s at-
titude to that of John Dingell, the Michigan telecommunications warlord
who never met a restrictive regulation he didn't like. We're particularly sen-
sitive about the fairness doctrine, which Dingell hasn’t been able to slip

by a veto-determined Ronald Reagan and George Bush. The last thing we
need is agreement on both ends of Pennsylvania Avenue that the elec-
tronic nation be kept in a straightjacket. Given all the other problems on
the President-elect's plate, it may be tough to get his attention on ours.

It's not too soon to lay the groundwork.

o the Fifth Estate, the greatest casualty

of tast week’s election is Al Sikes, whose
FCC chairmanship will be cut short by

the Clinton landslide. He has been a rare bird on
the Washington landscape, a person so prin-
cipled you were tempted to call him old school. In
a town where compromise is the order of the

day (**He who goes along gets along"), Al Sikes
never gave an inch that wasn't taken from him

by force of arms.

Some of his friends—this column among
them—often wished that it were otherwise. They
felt his chairmanship might have been more
eftective had he been more willing to bend with
the prevailing winds, and especially by exhib-
iting a more collegial attitude toward certain of his FCC colleagues. Presi-
dent Bush did Sikes no favor when he appointed him to the FCC with-
out sending along a third vote to create a working majority. But Sikes did it
the hard way, never bending, never asking for quarter.

In the end, it turned out right. Everyone has to move on in time, and
when Sikes's day comes it will be with no regret for having retreated from
his principles or given less than his all, honorably. It is fitting that vindi-
cation (at least tentative) on fin-syn, his biggest defeat, came while he was

Tw s
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BEHIND THE SCENES,

NEW YORK
SALES PITCH

Viacom has joined the list of David
Letterman suitors. Late last week,
Viacom Entertainment executives,
including Deborah Beece, recently
promoted president of TV program-
ing and production there, and Michael
Klinghoffer, newly named senior

VP under Beece, met with Letterman
representatives from Creative Art-

ists Agency. In addition to the obvious
interest in a Letterman show, pre-
sumably for syndication, the execu-
tives, sources said, pitched **other
opportunities’’ (production, specials,
etc.) available by way of the com-
pany’s cable networks. ‘*They tried to
make the case that the cabie net-
works’ strength among young adults
meshed well with his core follow-
ing,”” said the source,

HANDICAPPING HDTV

Will the ability of an HDTV system
to deliver multiple video, voice and
data services become the deciding
factor when a winning system is rec-
ommended next February? The Ad-
visory Committee working party look-
ing at that issue met last week to
continue evaluating each system, and
a draft report puts the Samnoff/Phi-
lips/Thomson/NBC consortium at
least slightly out front on interoper-
ability with computer and telephone
technologies. Several present at the
meeting say that, overall (considering
scope of features, as well as intero-
perability), there is a ‘*small spread™’
among the four digital systems,

with the consortium and Zenith/ AT&T
slightly easier to implement and

both DigiCipher systems more diffi-
cult to implement.

WASHINGTON
FIELDS TO FOREFRONT?

Capitol Hill speculation puts Tele-
communications Subcommittee mem-
ber Jack Fields (R-Tex.) as the

most likely successor to Matthew Ri-

BEFORE

Fred Friendiy (i) chats with Walter Cron-
kite at Fordham University’'s salute to
Friendly, former CBS News president and
host of PBS’s Media & Soclety seminars.
Guests Inciuded Andy Rooney, Biil
Moyers, Wiillam Small and Liz Smith.

naldo (R-N.J.) as ranking subcom-
mittee member. Tom Bliley (R-Va.)
holds more seniority on the sub-
committee than Fields, but is said to
be ready to relinquish additional
telcomsubcom duties to become the
ranking member of the Health and
Environment Subcommittee.
Elsewhere, Tennessee newspa-
pers were filled with speculation that
House Telecommunications Sub-
committee member Jim Cooper (D), a
10-year incumbent, would be
named to Vice President-elect Al
Gore’s Senate seat by Governor
Ned McWherter. A Cooper spokes-

THE FACT

man said last week that, if offered,
Cooper will gladly fill out Gore's
term, which runs through 1996,

TOLEDO
GETTING INTO THE ACT

Act Il Broadcasting is back in an
acquisitive mood. The group owner of
eight TV stations is negotiating

with Toledo Television LP to acquire
Fox affiliate WUPW(TV) Toledo for

its Fox affiliate WTAT(TV) Charleston,
S.C., and about $16 million to $18
million cash.

LOS ANGELES

HELPING HAND

Word from sources close to Twen-
tieth Television has it that James L.
Brooks’s Gracie Films has retained
Rysher Entertainment president and
off-network sales veteran Keith
Samples as a consultant to the produc-
tion company’s launch of Brooks’s
The Simpsons for off-Fox syndication
in 1994. It is common practice for a
consultant to serve as an intermediary
between the producer and distribu-
tor, and a source said Samples advised
producer Barry Kemp on MCA

TV's successful launch of Coach,

CABLE QUESTION: ‘DO YOU DO WINDOWS?'

0]: the heels of the LISA MNetwork’s acquisition of MOCA TV s Major
Dl Tor Tall 1994-—at a price mumored o be close to H600,000 per
epizode-- David Kenin, USA’s senior vice president of programing, con-
firmed last week that the basic cable network has alse received pitches to
pick up Buena Vista Televizion's Dinosaurs and Blossort siicoms. Kenin
also sad he received a brel overture from Wamer Bros, on Fresh Prince
af Hel Air. [Disney has been exploring “'all options”” for the two former
series: however, Wammer had recently announced warketing plans for
Frince offenng exclusive syndication windows (o broadcasters starting in
fall 1994 (BroOaDCasTING, Mov, 21, Wamer Bros, Domestic Television
Distribution President Dick Robertson said fate last week that Warner
Bros, cable sales force had gotten its "signals mixed" and didn’t realize
WBDTD had ““set it in stone’’ that Fresh Prince would be going the
syndication route. However, Roberison did say it is possible that the
sitcom could be offercd in a simulianeous or exclusive cable window after

the sitcorm’s first broadeast cyele (3.5 vears) in syndication,

—MF

26 Closed Circuit
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WNBC (N) NEW YORK
KNBC (N) LOS ANGELES
WMAQ (N) CHICAGO
KYW (N) PHILADELPHIA
KPIX (C) SAN FRANCISCO
WBZ (N) BOSTON
WRC (N) WASHINGTON
KXAS (N) DALLAS
WDIV (N) DETROIT
WAGA (C) ATLANTA
KPRC (N) HOUSTON
WKYC (N) CLEVELAND
KIRO (C) SEATTLE
WFLA (N) TAMPA
KSTP (A) MINNEAPOLIS
WIVJ (N) MIAMI
KDKA (C) PITTSBURGH
KSDK (N) ST. LOUIS
KCRA (N) SACRAMENTO
KISP(C) PHOENIX
KCNC (N) DENVER
WJZ (A) BALTIMORE
WESH (N) ORLANDO
WESB (C) HARTFORD
KGTV (A} SAN DIEGO
WISH (C) INDIANAPOLIS

KOIN (C) PORTLAND OR.

WIMJ (N) MILWAUKEE
KCTV (C) KANSAS CITY

WE REACHED
OUR GOALS.
LET US
HELP You
REACH
YOURS.

We created a network
of early and late news
that could deliver
exactly what
advertisers need:

o All the top 50 markets.

o Over 80% of total
NTI Universe.

o All network affiliate
stations.

0 38% of the A&B
counties in America.

We reached our goals—
let us help you reach yours.
For information, rates
and schedules
call Nick Langone

(212) 836-8121

WLTW (N) CINCINNATI
WRAL (C) RALEIGH-DURHAM
WTVF (C) NASHVILLE
WCMH(N) COLUMBUS

WYFF (N) GREENVILLE-SPARTANBURG

WOOD (N) GRAND RAPIDS
WGRZ (N) BUFFALO
WAVY (N) NORFOLK
KMOL (N) SAN ANTONIO
WDSU(N) NEW ORLEANS
KTVX (A) SALT LAKE CITY
WMC (N) MEMPHIS
WLNE (C) PROVIDENCE
WGAL (N) HARRISBURG-LANCASTER
KFOR (N) OKLAHOMA CITY
WPTV (N) WEST PAIM BEACH
WNEP (A) WILKES-BARRE
WXI (N) GREENSBORO-HIGH POINT
KOAT (A) ALBUQUERQUE
WIKY (C) LOUISVILLE
WVIM (N) BIRMINGHAM
WRGB (C) ALBANY-SCHENECTADY
WKEF (N) DAYTON
WJXT (C) JA B5ONVILLE
WSAZ (N) CHARLESTON
KATV (A) LITTLE ROCK
KTUL (A) TULSA
WEAR (A) MOBILE
WBIR (N) KNOXVILLE

WBTV (C) CHARLOTTE 0
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zMemo

“Facts, of and by themselves, are not subject
to copyright protection.”

R ecent reports of strife between
broadcasters and Arbitron com-
pel a new look at a legal ham-
mer that Arbitron uses to bludgeon the
industry (BROADCASTING, Oct. 26).
You might say the United States Su-
preme Court has hit the nail on the
head by issuing a new ruling in a fairly
recent copyright law case.

Although having nothing to do with
broadcasting, the rationale employed
by the Supreme Court in Feist v. Rural
affects the use of Arbitron
data by all stations. The
case concerned the direct,
but unauthorized, copying
and distribution of infor-
mation that had an official
copyright registration from
the Register of Copy-
rights. The court, nonethe-
less, reversed nearly 50
years of precedent and
ruled no copyright infringement could
be found.

The court keyed in on the constitu-
tional basis supporting copyright pro-
tection. It observed that copyright pro-
tection can be claimed only for
*‘original’’ works of authorship, and
began to focus on the concept of
*‘originality,”’ eventually concluding
that ‘‘facts’” and ‘‘discoveries’’ are
not of themselves subject to copyright
protection. The court then discussed
the distinction between ‘‘facts’’ and a
**factual compilation,’” the latter per-
taining to a particular arrangement or
presentation of the actual facts. This
decision, in our view, is clear guid-
ance to courts that facts, of and by
themselves, are not subject to copy-
right protection. However, the selec-
tion, coordination or arrangement of
those facts, with some minimal degree
of originality, is protectible as a sepa-
rate **compilation.”’

A dichotomy thus emerges. On one
side we can place individual, discrete
facts, which we can fairly conclude
are not subject to copyright protection.
On the other side are presentations or
arrangements of facts, which can be
protectible under copyright law if they

|
a
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By Frederick Polner (I} and
John Flelding, Rethman Gor-
don, Pittsburgh

|

have the requisite minimal degree of
originality and other requisite factors
have been met. However, even if the
presentation or arrangement of facts is
protectible, Feist teaches us that the
facts themselves are not. The question
before us now is: On what side of this
dichotomy do we place Arbitron?

In our view, an argument can be
made that the grid pages of an Arbi-
tron report might lay claim to copy-
right protection as a *‘compilation,”
but we believe the individ-
| ual pieces of discrete data
contained on those grid
| pages are ‘‘facts,”” which
are not subject to copy-
right protection. To quote
the the court in Feist:

“‘Rural may have been
the first to discover and re-
port..., but this data does
not ‘owe its origin’ to Ru-
ral. Rather, these bits of information
are uncopyrightable facts; they existed
before Rural reported them and would
have continued to exist if Rural had
never published [them].”’

Although the data presented in an
Arbitron report arguably are of a high-
er order than the simple data presented
in Feist, in our view, the labor, skills,
creative effort and methodology of
how a fact was discovered is not rele-
vant for copyright purposes. An ap-
propriate analogy would be the dis-
covery of a new, distant galaxy. The
astronomer’s methodology may be
protectible by copyright, but the fact
of the galaxy’s existence is not. In the
same vein are Arbitron reports that a
certain audience percentage has lis-
tened to a station. We contend that this
estimate is a *‘fact.”’ Arbitron’s meth-
odology, effort, skill and knowledge,
we feel, do not make that fact subject
to protection.

We feel the limited use of Arbitron
data in sales and other presentations
may not be an infringement of a copy-
right. The key to a defensible position
will be the use of selected data, but
less than the full compilation that Ar-
bitron has presented.
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Local TV News Census

TOP MARKETS SEE RATINGS RISE FOR EARLY NEWS,
BUT MORE MEANS A LITTLE LESS IN SMALLER DMA’s

Network abandonment of half hour at noon opens up slot for more local newscasts

By Geoffrey Foisie

census of local TV news finds

stations continuing to build news
audience in earlier dayparts. Ratings
in the top 100 markets have increased
in those time periods, just as they have
in evening and late news (BROAD-
CASTING, Nov. 2). In markets 101 and
smaller, the ratings decrease (see chart
below), especially in moming news,
was at least partly explainable by the
addition of newscasts. The growth of
locally aired news seems likely to in-
crease, especially at noon, where two
of the three networks are in the pro-
cess of giving up a half hour.

T he first BROADCASTING/Nielsen

|

According to BROADCASTING’s
analysis of raw data provided by Niel-
sen Media Research, 20 TV stations
added news in the 6-9 a.m. time slot
during the course of the year ending
May 1992. Most of those new pro-
grams were in markets 101 and small-
er, as was the case with evening and
late news.

In the 105th Nielsen designated
market area (DMA), Greenville—
New Bern—Washington, N.C., WITN-
TV started an hour of news beginning
at 6:00 a.m. Although the additional
news in Greenville-New Bern—Wash-
ington produced only a slight drop on
share for the existing pair of 15-min-
ute broadcasts on WCTI(TV), the aver-

age ratings/share for the market de-
clined because the new newscasts had
lower ratings.

Such a trend may partly explain
why early-morning ratings in markets
101 and smaller declined 16% versus a
year ago, to 4.6. Add to that the fact
that at least some of the newscasts
aired at 6:00 a.m., when homes-using-
television is lower. For instance,
KTVN(TV) Reno, Nev., the 117th-larg-
est DMA, added a half hour at 6 a.m.

However, in some markets, such as
Quincy, Ill.-Hannibal, Mo.-Keokuk,
Iowa, the 157th DMA, and Tyler,
Tex., the 122nd DMA, the average
rating increased even with the addition
of competing newscasts. In Tyler, for

| News Numbers: Morning and Noon
Morning News (6-9 a.m.)
Market Rating/ Change from  Newscasts Average
size share May 1991 per market  length (min.)
1-25 3.7/23 +6% 25 61
26-100 4.6/29 +5% 1.9 47 |
101-211 4.6/30 -16% 0.7 33
I
Noon News (11 a.m.-1 p.m.)

Market Rating/ Change from  Newscasts Average

size share May 1991 per market  length (min.}

1-25 5.4/20 +4 256 34 '

26-100 7.0/26 +3 21 31

101-211 10.0/34 — 0.9 30

To be included, newscast had to get at least a 0.2 rating and air for at least half of the days during

the sweaps period. Compiled by BROADCASTING from Nielsen Media Research NS/ data.

- e
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Markets 1-25

Markets 101-211

WTOK-TV  Meridian, Miss.*
WAGM-TV Presque Isle, Me,
WBKO(TV) Bowling Green, Ky.
KPLC-TV  Lake Charles, La.
WLOX-TV Biloxi, Miss.

KTRK-TV  Houston

WJZ-TV Baltimore
KCRA-TV  Sacramento
WPVI-TV  Philadelphia
KSDK(TV) St. Louis

Markets 26-100

WWL-TV  New Orleans*
WNEP-TV Wilkes Barre-Scranton, Pa.
WCYB-TV Tri-Cities, Tenn.-Va.
KATV(TV) Little Rock, Ark.
KYTV(TV) Springfield, Mo,

‘Had more than one newscast ranked in t0p five during time period.

BLUE-RIBBON RATINGS

Morning News

Noon News
Markets 1-25
9.2/35 | KDKA-TV  Pittsburgh 17.9/79
8.7/556 | WJUW-TV  Cieveland 12.7/43
7.8/45 | WUSA(TV) Washington 10.7/44
75/38 | WTVT(TV}) Tampa-St. Petersburg 9.9/36
7.1/38 | WPVI-TV  Philadelphia 9.7/35
Markets 26-100
14.2/57 WWL-TV  New Orleans 20.9/54
12.0/64 WKBN-TV  Youngstown 16.2/53
11.8/58 WHIO-TV  Dayton 16.0/55
10.4/44 WIXT(TV) Jacksonville 16.0/55
10'3 /58 KFVS-TV  Paduccah/Cape
’ Girardeau/Harrisburg 14.2/42
Markets 101-211
15.2/59 | KNOE-TV  Monroe-El Dorado 26.1/66
15.1/66 | WWNY-TV Watertown 23.5/79
14.4/58 | KAIT-TV  Jonesboro 23.3/67
13.4/58 | WDAM-TV Hattiesburg/Laurel 22.5/60
11.5/55 | WTOC-TV Savannah 20.4/65

Compiled by Broadcasting from Nielsen Media Research NSi data.

instance, the average ratings of
KLTV(TV) for its two half-hours of ear-
ly moming news gained 11% over a
year ago, despite the intervening addi-
tion of news by co-located KETK-TVv.
Many of the 284 TV stations carry-
ing early news also increased the
length of their existing programs. The
average  ecarly-moming  newscast
length gained seven minutes in the top
25 markets and four minutes in mar-
kets 26-100. Among the 327 TV sta-
tions carrying local newscasts at noon,
the average time edged up only slight-
ly.
The number of newscasts at noon
will undoubtedly increase, if for no
other reason than that two of the three
networks by January will have given
up half an hour during that time peri-
od. ABC gave up the 12-12:30 p.m.
time slot effective in September; NBC
is scheduled to part with a half-hour as
of January. That change will likely
mean added newscasts in the top 10
markets, where most network-owned
stations do not currently pre-empt
their networks to carry news. In May
no affiliate carried a noon newscast in
Chicago, only one did so in either
New York or Los Angeles and only

two did so in Philadelphia, San Fran-
cisco and Houston.
Both the midday and noon dayparts

“are especially underdeveloped in the

smaller markets. The dropoff in the
average numbers of early and midday
newscasts in markets 101 and smaller,
to 0.7 and 0.9, respectively, is signifi-
cant compared with 2.2 for evening
news and 2.1 for late news. Currently
only one in five markets in the 101st
DMA and smaller that could have at
least two newscasts does s0.

Those statistics indicate there may
be more room left in the trend of addi-
tional smaller-market newscasts earli-
er in the day. Such would seem espe-
cially true for noon, where smaller-
market local newscasts register, on
average, the highest average share of
any daypart.

Early moming could also see fur-
ther increases. The research director
of one rep firm said start-of-the-day
newscasts ‘‘often do demographic rat-
ings equal to Today, CBS This Morn-
ing and Good Morning America.”
Advertisers have also discovered the
early-moming hours—coffee-war ads
made moming one of the best per-
forming dayparts for the networks last

year.

Teddy Reynolds, vice president, re-
search, Petry Television, agreed the
moming daypart was particularly at-
tractive: ‘‘I don’t think the audience is
growing because of an older viewer
who gets up earlier; the research I
have seen suggests it is more younger
working adults, particularly in large
metropolitan areas where you have to
commute.”” Moming demographics,
she added, were more favorable than
noon which, ‘‘by definition is limited
to older people or women home during
the day.””

Matt Shapiro, corporate vice presi-
dent of programing, MMT, explained
why some stations may choose not to
add news: ‘‘In most markets there is
already a well-established noon news-
cast. From what ] have seen, that is
the hardest to change and influence.
The viewers tend to be older, habitual
viewers set in their ways. Often a sec-
ond player can make inroads, but if a
third station comes in, it may have
problems.’’ Shapiro said that talk
shows and game shows are among the
obvious alternatives to noon news. ®

Next week: Independents

Broadcasting Nov 9 1992
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You were credited with much of NBC'’s success of the '80s,
but Brandon [Tartikoff] got most of the fanfare. Then you got
the opportunity to run the network, and it seemed your star
players were aging—Cosby, Johnny Carson leaving when he
did. And it just seemed that Brandon knew when to get off
the ship, and you inherited an almost Herculean task. Do you
feel that way at all?

Yes. 1 have felt that way. Many people have said Brandon
had great timing. For me, 1 love this job. I didn’t walk into
it with my eyes closed. I knew well enough what the
challenges would be. The other challenges were just the

THE DAYS AND

|
|

.}.‘

NIGHTS
OF WARREN LITTLEFIELD

In this the first of a two-part interview, NBC Entertainment President
Warren Littlefield talks with BROADCASTING assistant editor Steve Coe
about the state of the programing business, from the changing philosophy
of daytime to the late night fortunes of Letterman, Leno...and Carvey.

shifting nature of the business: costs that were out of
control, an ad revenue stream that was decreasing signifi-
cantly. And those became major factors, as well as replen-
ishing the prime time schedule. As Brandon observed, it’s a
different business.

Is the concern over costs one of the big differences?

Absolutely. The other critical element is not to lose sight of
what your quest is. You're trying to reach out and touch
American television audiences. So cost is certainly part of
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the equation, but it’s also show business. And it’s not true
that just because it's an expensive show it will touch the
American public. We don’t put a Chyron across the screen
that says: *‘It costs $1.4 million for Universal to produce
this hour of television—therefore, you should love it.”” We
just don’t send that message out, and America doesn’t
respond that way. So I think we have to find ways to excite
the audience, and we can’t just take millions and millions of
dollars and throw it at a problem and say, *‘Well, maybe
something will happen.”’

Do you think that NBC is in touch with the American viewer?
And | ask that because of the hoopla during the election
about Hollywood and its knowledge of the tastes of American
viewers.

We try to be. I think there are examples on our schedule,
and on every schedule out there, that show we are totally in
touch with the viewers.

For instance?

Whether it’s an Unsolved Mysteries, whether it’s a Home
Improvement, whether it's a Seinfeld. There’s an audience
out there that is certainly an acceptable-level audience for
us that absolutely embraces Seinfeld. They set their clocks
to it. It becomes appointment television. And
Saturday Night Live right now, particularly with
all the election themes. But we can do better. |
think a lot of the criticisms about Hollywood
have value because they have the industry look-
ing a little more carefully at itself. Many people
have written about the embarrassment of the
Emmys, and how that became just a political
quest as opposed to a celebration of great television. Liber-
als and conservatives alike squirmed in their seats as they
sat there during that telecast. So I think it has promoted a
healthy inspection of who we are and what we’re doing.

| understand you're involved in changing the Emmy awards.

A committee has been formed, with a representative from
each network on it. It’s a small group, but I think a group
that is well-informed. We’ve had several meetings, and we
will be presenting a number of suggestions to the academy
in the next couple of weeks. And let me say that the
Academy gets the message. They were clearly not satisfied
with the results.

What kind of changes?

Obviously, categories. The whole nomination process, how
the winners are picked. Show content. I think we’re picking
priorities. Is this a celebration of great television? And, if
so, what’s the best format to accomplish that?

Should The Simpsons compete against other sitcoms?

My feeling would be yes, but, you know, I'm not the sole
voter there.

On the fali schedule for a moment: Would you have done
anything differently?

Clearly the quest in the fall schedule was to rejuvenate the
schedule with programs that would appeal to a new genera-
tion, a young audience. That was right, strategically. As I
looked at some of the shows that we had out there on Friday
night, they weren’t the right shows. Do I think, strategical-
ly, that a Friday night soap opera could be successful with a
broad-based television audience to try and skew it down a
little bit from the kind of 50-plus skew that Dalias ended up
having? Yes. I think that’s a smart strategy. We had to look

very closely at The Round Table and say: ‘‘Will that be that
show?"" The feeling was no. That doesn’t mean strategical-
ly 1 still don’t think we have an opportunity on Friday night
to offer that kind of programing.

So I would say we may have made some errors. Do I
think we should have taken the comedies off Friday night at
8-97 Absolutely. I think the comedies would have gotten
killed there.

What's your bench strength for midseason?

Barry Levinson is doing Homicide, which is a midseason
show for us. Then there’s Crime and Punishment with Dick
Wolf at Universal. That also can be ready in January. He
also has South Beach with Bobby DiLaurentis, also at
Universal. Then there’s Route 66 from Columbia. On the
comedy side, we have Michael Jacobs and Not the Torkel-
sons—it’s kind of a working title. And Smoldering Lust
starring Kate Capshaw, from Jay Tarses.

What's in the pipe for next fall?
Sea Quest with Spielberg is a full-season commitment. We

have a deal in place with Don Bellisario for his next serjes,
as well as Michael Dugan, who’s done Law and Order and

““Do I think we should have taken the comedies
off Friday night at 8-9? Absolutely. I think the
comedies would have gotten killed there.’’
ST N S TS R I ST A T .

Crime and Punishment. We also have deals with Kenny
Rogers and Henry Winkler.

Any series ideas for Dana Carvey?

Dana has elected to continue with SNL for the season,
which is sensational. And, really, the story with Dana will
be either late night, if the need arises, or prime time.

So we'll be seeing him on a weekly basis other than SNL?

Yes, you'll be seeing Dana Carvey on NBC beyond SNL.
I’'m going to sit down with him next week. He’ll be out in
Los Angeles, and we’re going to focus more specifically on
ideas. We've got writers and auspices that we're talking
about, including [SNL producer] Lorne Michaels. -

Is it a question of waiting to find out what's going to happen
in April with Letterman before you give the green light to
something for Dana?
Well, if David Letterman stays in late night, it doesn’t
make sense to have Dana working on late night. So, yes,
we’ll determine that.

Will you know prior to April whether or not you're going to
have Letterman?

Yes. I expect that we should know by the end of the year.
And he's unable to negotiate with anyone else until April?

I can’t do all the ramifications of the deal. I'll tell you that
we're talking to David on a regular basis right now. Our
pitch to David is: *‘It's pretty scary out there in the late-
night world.”” You don’t have to be an astute observer of
late night to take a look at all the personalities that are
crashing, whether it’s with a network trying to get clear-
ances in late night and create a late-night franchise or
whether it’s syndication. It’s tough. I think David right now
is at the top of his game. And so we’re real focused on
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trying to say: ‘“You know what? You can keep doing this
for a long time to come on NBC. There's no place like
home.”’

1 don’t know him, and | haven't talked to him, but from what
I've read and what I've heard he doesn’t seem like the type of

person who's going to respond as much to the approach that
things are difficult out there. | would imagine he’s got every
other network and studio and millions of dollars being thrown
at him by syndicators to try something.

Clearly there’s a risk [of losing Letterman]. Which is one of
the reasons we got in business with Dana. The number one
reason to get in business with Dana Carvey is that we
nurtured and had the fortune to watch an enormous talent
explode on our network, and we want to be in business with
Dana, no matter what, for the future. The other aspect of it
was to say, there may be an opportunity for you to have a
late-night franchise, which is interesting to Dana. And so
we know that there’s a question mark next to David's name
in terms of staying at late night.

How big a question mark?

Well, it’s a question mark. I mean, David’s been articulate
about that, and we have too. We don't know if he'll choose
to stay. I do think that you may be underestimating the
realities of the marketplace out there. There are a lot of
people who may make big promises, and it's another thing
in terms of being able to deliver. Go out and see what it’s
like to clear stations, and in late-night television. It’s very
difficult. And we have that unique franchise. So, we will
make the best pitch that we can.

Are you optimistic about him staying?

I’'m hopeful.

Does the specter of having a David Letiarman-hosted show
at 11:30 going against The Tonight Show bother you?

It won’t be on at 11:30. That’s the reality of the market-
place. The reality is, it's like NBC in daytime. You’ll say,
“‘Hey, look at our schedule, We say it's on at 11:30.”’ And
the reality, when you look across the marketplace, is you’ll
average a 12:20 or something start because many, many
stations have their own syndicated product that they've
bought, and they own, for the next several years.

Don’t you think there’s a difference between trying to get
people enthusiastic about clearing Letterman at 11:30 and
getting clearances for Classic Concentration in daytime?
What I'm saying is, a number of markets will have con-
tracts that are multiyear, that are extremely profitable for
them because they control the inventory. And if you look at
the station business today, just as you're looking at the
network business, it is extremely difficult for them to reach
levels of profitability. And it’s not that they wouldn’t be
supportive. What it comes down to is you have a contract
for a show that makes a lot of money for them, and it’s
called Studs, or Cheers, for that matter, or whatever. And
that may be far more profitable for them in their market-

A ST T L e e e e
““We can’t proceed with the kind of network
arrogance of, ‘Oh, we’re going to do it, therefore
it’s going to happen.’ Because in reality, in the
marketplace, it wasn’t happening.’’

| Show.

place. They're not going to want to separate from that
because that’s critical for them, for their profitability.
That’s what you're going to be up against on a market-to-
market basis. So it's one thing to say: ‘‘Here's what we
have.”' It’s another thing to be able to make that become
reality. And it is, I think, not an apples-to-oranges, but an
apples-to-apples comparison, when you look at our late
night versus what somebody else can do in late night.
Brandon recently said on late-night television that he would
have chosen Letterman over Leno for The Tonight Show. Did
that strike you as 20/20 hindsight, and do you have any
second thoughts about the decision?
Well, one would have to wonder, was Brandon trying to
entice David Letterman with those statements? And of
course, when you look at the context of how he got to that
statement in his book, he couched it in a very interesting
way, where he said: ‘*Well, if the stars were on a certain
rise, and if the moon was over here, and if it were raining in
Seattle, then the gamesman in me would have said: ‘Maybe
it would have been interesting to try.” '’ So I
don’t know. Brandon has made a lot of state-
ments in a lot of different places that don’t seem
to always sync up. So, I guess I would say he
hasn’t been particularly consistent in this regard.
No, I have no regrets.

What I'm seeing with Jay Leno right now is a
relaxed, comedic and very talented Jay. This is
the Jay Leno we hoped to see on The Tonight

More relaxed than his first four months on the show?

Yes, and, honestly, since Helen Kushnick [former producer
and Leno agent] left.

Any word on Carson's next project?

There’s nothing specific I can report to you right now, and
I’m not holding it back. John wanted to move into his new
offices, and, literally, I think the movers were there last
week. If we can get Johnny for a weekly series or a
recurring series or a series of specials, if we could find the
right vehicle that would excite him, we’re interested.

John Rohrbeck [president of the NBC-owned stations] was
recently given oversight of NBC daytime as well. What's
ahead for that daypart?

Well, strategically, what we’ve had to look at is what’s the
reality for NBC in the daypart. In late night, we have
outstanding clearances. Daytime? We have the schedule,
but the fact of the matter is 14% of our stations actually ran
it the way we intended.

The entire schedule?

Yes, 14% of our stations were running the daytime schedule
live, the way we would feed it. So we have multiple feeds,
and everyone had their own needs, including some of our
O&Os. So I think what we’ve been realizing, and have
been articulating for a while, is that we can’t proceed with
the kind of network arrogance of, ‘‘Oh, we're going to do
it, therefore it’s going to happen.’’ Because in reality, in
the marketplace, it wasn't happening.

We formed the Affiliate Daytime Committee to have a
more direct relationship with really smart broadcasters out
there who are affiliate partners, and what they said is: *‘We
need you in daytime. We can’t be in a situation where we
are victims for syndicators. Yes, we will take part of our
daytime schedule, and, of course, we have to acquire shows
from syndicators, but we can’t have our entire daytime
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are victims for syndicators. Yes, we will take part of our
daytime schedule, and, of course, we have to acquire shows
from syndicators, but we can't have our entire daytime
schedule be in that kind of flux and jeopardy. We need
you.'' So that was important for us to hear. Then what
we’ve basically had to start looking at is: ““What do they
need? How can we supply it? How can we succeed?”’ We
started to say: ‘‘All right, we’ve got to meet their needs.
We’ve got to get into a market to be able to sell much better
on a market-for-market basis, the way a syndicator would.”’
We asked ourselves: ‘‘How do we induce our stations to
get better clearances and to get better promotion, and get
them invested in the success of these shows?’’ And that's
what we’ve been doing. Now, if you say: **How do you
reach and succeed with most of the country?’” well, John
Rohrbeck has almost 25% of the country with the owned
and operated stations. Now, that’s a way to increase your
base. You’'ve got to be in sync with John Rohrbeck’s needs.
And what it really became was that strategically it just
seemed to make much more sense that the way to accom-
plish it was to have Rohrbeck running that daypart.
Is NBC going to have a pool of programs from which the

affiliates will be able to pick and choose, or will you still try to
provide a lineup?

Clearly, Days of Our Lives and Another World are critically
important enough to us that they be played back to back and
that they get total support throughout the country. And we
will get that. We can’t afford to offer a pool of programs,
but if we offer a show that we believe in, and not enough
stations carry it, then, you know, we’ll go out and try and
sell it on a market-for-market basis. That’s what we're
going to have to do.

To competing stations?

Yes. We’ve really got to change the rules. What we can’t
do is say: ‘‘Oh, here are the 12 choices and, you know,
we're going to license these shows, or even own them, and
you get to pick, say, four.’” We're not a Chinese restaurant.
But I think, because of the Affiliate Committee, and be-
cause of John Rohrbeck’s and John Miller’s efforts, we’re
going to be offering product that more closely resembles
what the stations need. Look at the way Oprah has succeed-
ed. We’re going to do experiments with CNBC. We’re
going to do station experiments, and then roll out after we
can build a track record of success in an individual market,
then roll out nationally if we feel we’ve got the goods.

Do you risk losing even more clearances, whether live or
delayed, by in effect saying to affiliates: “If you don’t clear
our programs, the ones that we're offering, then we're going
to have to take them elsewhere in the market?”

As [ said earlier, we're going to be less arrogant about what
their needs are, and we realize that in the nonsoap program-
ing, there's going to be more movement as to what those
station’s needs are.

How much involvement did the sales department have in
making the scheduling this year?

In the last seven or eight years, we always have the sales
department out here for scheduiing, and research says:
‘‘Here’s what we like,”” and sales says: ‘‘Here's what we
like,”” and various parts of the program department say:
“*Here’s what we like,"” and then ultimately we sit down
and do the schedule. That really hasn’t changed.

Would the schedule look any different if sales weren't
involved?
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No. Sales doesn't make a specific schedule move. They
tend to weigh in so that we can strategize.

As you said, the presidential candidates took up a lot of your
airtime. Do you see a TV future for Ross Perot?

We would be interested in a backup deal with him. I told his
campaign manager that, and I'm comfortable telling you.
We would love to have a backup deal with Ross.

Are you serious?

Sure.

Look ahead to the end of the season. How do the three
networks wind up—household and demographics?

CBS will have a household win and they’ll be third in adults
18 to 49.

Will it be a tossup between ABC and NBC for second place in
households?

I think ABC and NBC are going to be in a very, very close
race, householdwise and demographically. I think our No-
vember is going to be close. We’ve got our stunts in
November like everybody else, but more than anything in
November, our schedule is on. We’re on with consistency.
We try and do the best we can do with each and every hour
we have with those series. We're out there playing with the
shows that we want to be playing with, and I think we'll
have a more accurate sense of what our overall performance
is. I think we’ll be close. =

Television 39



40 Television

ALAN BENNETT OUT IN TPE DOWNSIZING

Dozen staffers laid off following cancellation of ‘Star Search’ strip

By Steve McClellan

he fall of Star Search...The Strip

hit hard last week at Television

Program Enterprises. In the
wake of the show’s cancellation, the
company laid off about a dozen staff-
ers, including Alan Bennett, executive
vice president, sales.

The layoffs, which included sales
and support personnel, came after dis-
cussions among TPE executives and
executives at Cox Enterprises, Atlan-
ta, which owns TeleRep, the New
York rep firm, and its program subsid-
iary, TPE.

Officials at both companies denied
reports that TPE was cutting back to a
level designed only to maintain ongo-
ing weekly programs (Lifestyles of the
Rich and Famous, Runaway with the
Rich and Famous and Star Search)
and specials.

But Al Masini, chief executive offi-
cer of TPE, acknowledged that he and
Cox officials agreed that developing
access first-run strips was a business
the company would avoid as long as
current market conditions prevail.

*“The problem with access is you
can’t get a full clearance,”” Masini
told BROADCASTING last week.
““There are six shows already doing
pretty well there and six time slots. So
you can’t come up with deep clear-
ances, and it's economically difficult
to limp on and sustain’’ the viability of
a program.

Masini described the expanded Stzar
Search as an ‘‘experiment’’ that
failed. ‘“We thought it would work as
good counterprograming,’’ he said.
*“The numbers were disappointing.
It’s that simple.”’

Production on the strip version of
Star Search ceases after 10 weeks’
worth of original episodes. The 10
weeks will be repeated, and the strip
will leave the air by the end of Janu-
ary. The show launched Sept. 14 in 13
markets and averaged a lackluster
3.5/7 in the Nielsen metered markets.
A week later, when the show rolled
out nationwide, and since then, the
average rating has settled to about a
2.7/6 in the metered Nielsens.

And nationally, according to the
Nielsen Syndication Service report,

Departing Executive VP Alan Bennett

the show’s season-to-date average is a
1.3 rating through Qct. 23.

Masini said the writing was on the
wall for the strip when stations in New
York, Los Angeles and Portland
downgraded the show, indicating they
would not continue with it beyond
January. Meanwhile, the weekly ver-
sion of the show will continue to be
produced out of Disney World in Or-
lando, Fla., with Ed McMahon as
host.

As for the future, Masini said the
company would *‘regroup’” and evalu-
ate opportunities in syndication for
next year. At this point, he said, the
only identifiable new project is a back-
end strip package of Lifestyles epi-
sodes targeted for daytime.

Bennett is the highest ranking exec-
utive at TPE to be laid off. Reports

that TPE’s president and general man-
ager, Phil Flanagan, might also be
leaving the company proved prema-
ture. Sources did say, however, that
Flanagan has discussed retiring in the
not-too-distant future, but not earlier
than 1994. ‘‘He’s been asked, and
agreed to stay until at least then,’’ said
a source.

Bennett signed on with the compa-
ny last year, apparently with the un-
derstanding that his future there was
directly tied to the fortunes of the ex-
panded Star Search. Last spring, Ben-
nett had claimed to have cleared the
show in over 80 markets.

However, last week, Al Masini,
chief executive officer of TPE, said
the show was cleared in only about 35
markets, and a Nielsen spokeswoman
confirmed that when the show
launched in September, coverage to-
taled only 42 markets. According to a
rep source, Bennett’s count may have
included stations that picked up the
option to clear the show, and then
didn’t. Bennett did not return calls to
his office.

Despite the retrenchment, Cox ex-
ecutives say they will continue to sup-
port TPE's program development and
sales activities. ‘“We have made no
long-term plans to not be in the pro-
gram development business,”” said
Nick Trigony, president, Cox Broad-
casting, the person to whom Masini

reports.
““We need to find a different kind of
niche.”’ [ ]

TWENTIETH TO LAUNCH
‘SIMPSONS’ IN SYNDICATION

Hot show set for fall *94 off-Fox launch

By Mike Freeman

ow that Homer Simpson has
been officially identified as the
occupant of the ‘‘mystery”
chair in a teaser trade ad campaign for
the fall 1994 off-network launch of
The Simpsons, distributor Twentieth

| er’s seat when it comes time to negoti-

|

ate terms with broadcasters.

It will have plenty of competition,
however. The show joins eight other
sitcoms slated for launch (and possibly
seven other comedies awaiting mar-
keting plans) in the next three seasons.

Although Twentieth Television

Television hopes it will be in the driv- | President Greg Meidel says no mar-

—J
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keting plan has been devised for the
off-Fox Simpsons (saying the compa-
ny is concentrating on the sales of The
Bertice Berry Show, Cops and Doogie
Howser), station and rep sources say
they expect Simpsons sales presenta-
tions will begin by the end of this
month.

Several general managers contacted
by BROADCASTING said they have not
received any pre-launch canvassing
from Twentieth, and prognosticators
are divided over whether Twentieth
will take the one minute of commer-
cial time that is standard for cash-plus-
barter sitcoms or perhaps attach an
extra 30 seconds of national barter
time. Meidel declined to comment on
possible terms.

According to one GM source,
Twentieth, anticipating that Doogie
Howser would have a tough time
achieving more than $400,000 per epi-
sode in cash license fees, attached two
minutes of national barter time. On the
other hand, the source suggested it is
‘‘almost certain’’ The Simpsons will
achieve ‘‘A-list prices,”” although he
said stations will be reluctant to get
into a high-stakes blind bidding pro-
cess.

*‘Because The Simpsons will be ex-
empt from the prime time access rules
[as an off-Fox sitcom], Twentieth will
have an open playing field with affili-
ates and independents to go after the
quality 6-8 p.m. time slots,’’ said one
| L.A. station source, *‘but I think there

is some question as to how well ani-
| mation holds up in back-end syndica-
tion.”’

“It is a unique and tremendously
successful show, but 1 don't know

=5

‘The Simpsons’ head for syndication
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| how it will play to affiliates,”” added | ment of thz show as a strong sitcom,

Michael Eigner, vice president and
general manager of Tribune-owned
WPIX-TV New York. ‘‘Some stations
may view [The Simpsons] as a kids

show, but it has clearly proved itself |

as a situation comedy by beating
Cosby [NBC’s former Thursday 8
p.m. sitcom] when it was at its peak.
In the end, it will likely come down to
the cash portion of the deal, and how
much barter will be tagged onto the
show."’

Meidel agrees with Eigner’s assess-

and has no doubts about The Simpsons
crossover appeal with adults in syndi-
cation.

*“Tell me what the sitcom was that
established Fox's first evening [Sun-
day] of prime time, moved to another
night [Thursday], kicked Cosby's be-
hind and built a network?’’ asks Mei-
del rhetorically. ‘‘What other sitcom
consistently scores a 30 share with the
18-49 demographic group? Where
would the Fox affiliates be without
The Simpsons?”’ L]

CARIBBEAN SATELLITE NETWORK

COMING DECEMBER
THE HEART AND SOUL OF THE CARIBBEAN™

THE MEWEST, 3MARTEST,

HIPPEST CHARNMEL TO HIT TV,

IT: 5N, A 24-HOU

E, ART

RIBEEAN.

CO1ARE CEM, TMC
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CHERNIN TO REPLACE ROTH AT 20TH

Observers expect Sandy Grushow will be named to Fox Broadcasting post

By Steve Coe
or the second time in as many
weeks, a major Hollywood stu-
dio was faced with the resigna-

tion of its chairman, as Twentieth

Century Fox Chairman Joe Roth an-

nounced he was leaving the company

to establish an independent film pro-
duction company on the Disney lot.

Fox owner Rupert Murdoch moved

quickly in naming Peter Chernin,

president, Fox Entertainment, to fill
the position. Roth’s move had been
rumored for some time due to his
working without a contract for several
months. Fox has not announced Cher-
nin’s successor as overseer of creative
affairs for Fox Broadcasting, but ob-
servers assume that Sandy Grushow,
executive VP, creative affairs, Fox

Broadcasting, will get the nod.

Chemin, who has been Fox Enter-
tainment president since February

1989, has limited film production ex-

perience—he served as president and

chief operating officer of Lorimar

Film Entertainment before joining

Fox. While at Lorimar, Chernin was

credited with overseeing the release of

such films as ‘‘Dangerous Liaisons,’’

“‘Running on Empty”” and ‘‘Action

Jackson.”’ Before his stint at Lorimar,

Chernin worked at Showtime/The

Movie Channel as executive vice pres-

ident, programing and marketing.

While at Fox, the 41-year-old Cher-
nin has overseen the expansion of the
young network from a three-night-a-
week service in 1989 to an expected
seventh-night rollout in January. Dur-
ing his stewardship, Fox has pre-
miered its biggest ratings earners, in-
cluding The Simpsons, In Living

Color, Beverly Hills, 90210 and Cops.

“‘Filling Joe Roth’s shees will not
be an easy task, but I am looking
forward to the challenges of returning
to the motion picture industry and
working with the outstanding team al-
ready in place at Twentieth Century

Fox,’' said Chernin. ‘‘I have enjoyed

helping to solidify the Fox Broadcast-

ing Co. and build its strong manage-
ment team, and know Jamie Kellner,

Sandy Grushow and the others will

move energetically forward to contin-

ue its expansion,’’ he said.

With the loss of Chernin to the film

I

side of Fox’s activities, Murdoch ex-
pressed confidence in the remaining
executives at Fox Broadcasting. *‘I
have great confidence in Peter Chernin
and the team already in place at Twen-
tieth Century Fox.”’

If Grushow is indeed promoted to
fill the vacancy left by Chernin, he
will, at 32, be the youngest person to
ascend to such a position since Bran-

don Tartikoff was handed the reins at
NBC at the age of 31. Grushow has
been in his present position since No-
vember 1990 and has spent all of his
career at Fox. Prior to his current posi-
tion, Grushow served two years as se-

| nior vice president, advertising and

promotion, Fox Broadcasting, and be-
fore that five years in Twentieth Cen-
tury Fox’s marketing department. ®

ROBERTSON SEES OPPORTUNITY
IN DAYTIME GIVEBACKS

Says ‘Babylon 5’ could anchor possible
second night of prime time programing

By Mike Freeman

ofthe syndication business address

to Hollywood trade reporters,
Warner Bros. Domestic Television
Distribution President Dick Robertson
attributed the recent daytime give
backs by CBS and NBC to their “‘in-
ability’’ to successfully program with
their longtime diet of game shows and
soap operas, which, by no coinci-
dence, he thinks will lead to clearance
opportunities for Warner Bros.’ syndi-
cated Jenny Jones and Jane Whitney
talk shows.

Warner Bros. has altered the format
of Jenny Jones from a feminist comed-
ic slant to a single-topic, issues-orient-
ed show for its sophomore season.
While Robertson acknowledged that
close to 40 markets downgraded or
dropped Jenny after a ‘‘disappoint-
ing’’ first season, he says a ‘‘signifi-
cant growth pattern’’ has emerged this
season in seven key metered markets
(BROADCASTING, Oct. 26).

Robertson said a big push is being
made to convince station programers,
particularly CBS affiliates, to pick up
Jenny for their 10-11 a.m. slots,
where CBS decided less than two
weeks ago to cancel back-to-back runs
of Family Feud as a part of a giveback
to stations.

NBC also axed afternoon airings of
Santa Barbara recently.

Those programing vacancies, he
says, could lead to opportunities for

I n what has become an annual state

NighiTalk with Jane Whitney, which
Warner Bros. began testing last sum-
mer in 27 metered markets originally
for late fringe. It is planning a national
launch of the series for January 1993.
The $6 million co-venture with
Scripps-Howard Broadcasting, ac-
cording to Robertson, could receive a
boost with the cancellation last week
of TPE’s Star Search strip.

In other news, Robertson said that
the Burbank, Calif., studio is close
to completing deals in four metered
markets for the fall 1994 off-network
launch of Fresh Prince of Bel Air
(BROADCASTING, Nov. 2).

Promotional clips were also
screened from Warner Bros.’ upcom-
ing Prime Time Entertainment Net-
work drama block, being syndicated
to a consortium of independent sta-
tions for debut early next year, with

| Babylon 5, a special two-hour back-

door pilot presentation for February
1993 (BROADCASTING, Feb. 17, July
13), showing off its computer-generat-
ed animation. Robertson confirmed
that the sci-fi pilot is being considered
as an 8 p.m. anchor series for a second
night of prime time programing for
January 1994.

An eight-page viewer’s guide for
the documentary The Wild West will
be placed in several Time Warner-
owned publications, including an en-
tire special issue of Life magazine ded-
icated to the subject as part of the
advance promotion for the February
1993 miniseries. ]
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MONDAY

TUESDAY

Broadcastmg s Ratings Week ¥ Oct 26-Nov 1

8:00
8:30
9:00
9:30
10:00
10:30

ABC

16.2/26
67. Perot '92 Paid Ad

CBS

14.5/23
. Evening Shade 15.1/23|

NBC

14.7/23.
17. Fresh Prince

15.0/23

Football—Buffalo Bills vs.
New York Jets 15.6/27

16.2/26

8-4/13, 14. Hearts Afire  15.4/23| | 18. Blossom 14.9/22
4. Murphy Brown 18.8/28
18l Adandaypiijsht 23. Love and War 14,2/22| | 21. NBC Monday Night

39. Picket Fences 11.8/21

Movies—In the Deep

FOX

NO PROGRAMING

91. Fox Night at the
Movies—A Brother's Justice
4.6/7

Woods 14.6/23

NO PROGRAMING
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8:00 | 10. Full House 16.3/26 |
- { | 23. Rescue: 911 14.2/23| | 70. Quantum Leap 8.0/13
8:30 | 15. Hangin w/Mr. C 15.3/24 |
9:00 1. Roseanne 24.1/37 | 69. Reasonable Doubts
9:30 3. Coach 20.0/31 52. CBS Tuesday Movie— 8.1/13
* - The President’s Child
10:00 | 48. Going to Extremes 10.0/17| | 44 pateline NBC 11.0/20
10:30 10.6/19
WEDNESDAY 12.0/19 11.6/19 12.2/20 8.5/13
. 33. Wonder Years 12.2/20 i . i
8:00 .e e /20 | 74. Hat Squad 7.7/12 11. Unsolved Mysteries 59. Beverly Hills 90210
8:30 | 37. Doogie Howser 11.9/19 15.8/25 9.5/15
- 5. Home | t 18.4/28 i 43, Seinfeld 11.1/17
9:00 ome mProvm / 26. In the Heat of the Night i / 76. Melrose Place 7.4/11
9:30 | 45. Laurie Hill 10.9/17 13.6/21 | 47. Mad About You 10.7/17
10:00 | o) civit wars 9.2/16| | 27. 48 Howrs  13.5/24 | | >% This is Michael Bolton
10:30 9.8/17
THURSDAY R 7 |
. 64. Delta 9.0/14 56. A Diffmt World  9.7/15| | 20. Simpsons 14.7/23
2L / 45. Top Cops 10.9/17 e o / s /
8:30 | 76. Room for Two 7.4/12 60. A Diffmt World  9.4/15| | 31. Martin 12.3/19
9:00 . 11. Cheers 15.8/24 .
65. Homefront 8.7/13 | 29. Street Stories 12.4/19 - 84. The Heights 5.8/9
9:30 1 22, Wings 14.4/23
10:00 o ’ .
36. Primetime Live 12.0/20| | 31. Knots Landing 12.3/21| | 25. L.A. Law 13.9/24
10:30 ! !
FRIDAY 10.5/18 6:8/12
8:00 | 40. Family Matters 11.7/21I 56. Golden Palace  ©.7/18 34. NBC Movie of the 74. America’s Most Wanted
8:30 | 40. Step By Step 11.7/20 | | 62. Major Dad 9.1/16| | week—Perry Mason: Case 7.7/14
9:00 | 49. Dinosaurs 10.3/18| | 58. Designing Wmn 9.6/17 | | of the Heartbroken Bride 83. Sightings 6.3/11
9:30 | 62. Camp Wilder  9.1,16| | 66. Bob 8.6,15 12.1/21| M85 Signtings 55/10
e . 20/20 16.9/31| | 72. Picket Fences 7.9/14 | | 79. 'l Fly Away  7.3/13
10:30
SATURDAY B 0 : 619/13
: 94. Dr. John Hagelin 3.3/6 70.H and Now 8.0/15 72. Cops 7.9/15
8:00 81. Covington Cross 6.5/12 Gl / ere - / = /
8:30 67. Out All Night  8.4/16| | 68. Cops 2 8.3/15
9:00 29, Empty Nest  12.4/23| | 80. Code 3 6.7/12
¥ 85. Crossroads 5.7/10| | 81. ¢BS Saturday Movie— TR T 12.1,22| | 90, Edge 275
9:30 Beaches 6.5/12 : . ’ .
10:00 | 53 11e commish  9.9/19 50. Sisters 10.2/20
10:30 |
SUNDAY 17.2725 17.7/26 i 16.0/23
: 80. Perot '92 Paid Ad 7.0/11 ot ' i 88. Great Scott 5.1/8
7:00 ero i : /. 2.60 Minutes  23.0/35 62. Perot '92 Paid Ad reat Sco /
7:30 | 92. Dr. John Hagelin 4.1/6 9.1/14| | 87. Ben Stiller Show 5.4/8
8:00 | 37.AmFunHome Vid 11.9/17 8. Murder, She Wrote 42. | Witness Video 28. In Living Color 12.8/18| |
8:30 17.8/25 11.2/16| | 59. Roc 10.2/14
9:00 7. ABC Sunday Night 54. Married w/Childn 9.8/14
9:30 | Movie—Pretty Woman 18. CBS Sunday Movie— 5. SNL’s Presidential Bash | | 76- Herman’s Head  7.4/10
10:00 18.2/26| | Her Final Fury ~ 14.9/22 18.4/27| [ 88. Flying Blind 51,8 |
10:30 93. Woops! 3.6/6
WEEK'S AVGS 12.9/21 12.2/20 12.2/20 . 7.3/12
SSN. TO DATE 12.1/20 13.7/23 11.3/19 L 7.5/13
RANKING/SHOW [PROGRAM RATING/SHARE] *PREMIERE SOURCE: NiELSEN MEDIA RESEARCH YELLOW TINT IS WINNER OF TIME SLOT

]
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WHEN SOLD OUT IS NOT ENOUGH

As political ads poured in, stations sacrificed high-priced inventory to lowest unit rate

By Sharon D. Moshavi

elevision stations across much of

the country report that political
ad dollars rolled in with a fury
this election year, but they also say
that selling an amount of inventory
that large at FCC-mandated lowest
unit rates was more a bane than a
blessing.

Spot political ads came in later than
usual this year—not until well into
October for the most part—and sta-
tions were forced to move out regular
advertisers paying higher rates to fit in
the political spots.

Political ads ‘“‘cost us significant-
ly,”’ says Spencer Koch, general sales
manager, WIBK-TV Detroit, which
brought in 30%-40% more in political
ad dollars than it had expected. De-
spite this increase, the station did not
make its October budget.

**We lost money on the election,”’
says Jack Lyons, general sales manag-
er, WFLA-TV Tampa, which failed to
make budget in spite of political billings
that exceeded expectations by 50%.

Some stations, of course, made
money. WBTV(TV) Charlotte, N.C.,
brought in 60% more political dollars
than anticipated and, overall, had a
great October, but ‘‘it displaced too
many of our regular advertisers,’’ says
Gerald Pelletier, vice president, sales.
*“Most stations in town got more polit-
ical dollars than they really wanted.”

Total local and spot political dol-
lars, the bulk of which came in Sep-
tember and October, are expected to
reach $240 million-$275 million, ac-
cording to Harold Simpson, vice pres-
ident of the Television Bureau of Ad-
vertising. TVB had initially projected
$200 million last fall, when Bush
seemed a shoo-in, and pushed its pro-
jection to $300 million when Ross
Perot entered the race.

Presldential years in bold;
amaunts in millions

Local spot Network
1992* $240-$275 $55
1990 $203.3 $0.0
1988 $189.3 $38.5
1986 $161.1 $0.4
1984 $110.7 $43.6
1982 $122.7 $0.8
1980 $69.8 $20.6
“estimated

The presidential race saw Clinton
using spot TV more heavily than the
other campaigns. ‘‘In word and deed,
Clinton used selected markets far
more than Bush did,”” Simpson says.
The only hard data available so far are
for September, where on average one-
third of political dollars are spent, and
for the month Clinton spent $9 million
in spot TV versus $3 million for Presi-
dent Bush. Ross Perot was not yet in
the race,

Although stations have long been
required to charge political campaigns
the lowest unit rate, the FCC stepped
up enforcement of stations following
the 1990 elections. Thus, *‘sensitivity
to rates was way up among stations—
we knew the spotlight was on,”” said
one local general sales manager. Tam-
pa’s WFLA-TV is one station that acted
differently this year. In past elections,
when the station’s ad time was sold
out, political advertisers would opt to
pay the fixed, higher rate in order to
clear their spots. Now the station, re-
gardless of available inventory, gives
political advertisers the lowest unit

i rate, according to Lyons.

Some stations tried to keep inven-
tory available for regular advertisers
by restricting times when political ads
could air, a practice that does not go
against FCC rules. WAGA-TV Atlanta
provided candidates with *‘reasonable
access,’”” as the FCC mandates, by
making available one half-hour in
each daypart, according to Chuck
Wing, general sales manager.

Not only did many stations have
little room for regular spot advertisers,
but some of those advertisers may
have stayed away in October because
of fear their ads would be pre-empted
by political spots, according to station
executives. *‘It’s hard to quantify, but
it’s a gut feel that advertisers were
scared away. It happens in most presi-
dential years, but in this one, advertis-
ers were even shyer about buying,”
says Ron Longinotti, general sales
manager, KCRA-TV Sacramento.

Some of the large electoral states
that traditionally see much political
advertising were left out of the spend-
ing this year. With Bush effectively
ceding California to Clinton, neither
candidate spent money on spot TV in
the state, although Perot bought some.
For local races, the buys came in 10
days to two weeks before the election,
according to a California broadcaster.
A snapshot of California stations re-
veals political ad spending was down
from both 1990 and 1988.

Texas saw light spending: neither
presidential nor local spending will
equal 1988’s level, according to Kathy
Clements Hill, general sales manager,
WFAA-TV Dallas. In that market, Bush
outspent Perot 2-1 and outpaced Clin-
ton by even more, she says.

Florida broadcasters say Clinton
avoided buying spot TV there, while
Bush and Perot spent substantially in
the market. .
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ChangingeHands

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

PROPOSED STATION TRADES
By volum and number of sakes
This Weck:

AM’s O 514000 0 1
Fil's O S12,0408,174 0 11
AM-FM's 0 82,108,776 05
TV s U 51,600,040 O 1
Total O $15,856,950 O 18

1992 o Date:

ANMs O 5179797, 254 01 199
FM's O $395,112,694 O 247
AM-FM’s O $268,313,622 O 641
TV’'s O $1,387,812,087 O 50
Total O $2,231,035,687 O 641

For 1991 total see Jan. 27, 1992 BROADCASTING.

WMYI(FM) Greenville, §.C. O Sold by
AmCom Radio of the Carolinas Inc. to
Capstar Communications of the Caro-
linas for $10.25 million. Seller is
headed by George R. Francis Jr., and
is licensee of KRMD-AM-FM Shreve-
port, La. Buyer is subsidiary of Cap-
star Communications, headed by R.
Steven Hicks. It also has interests in
three AM’s and three FM’s. Capstar
will merge with Command Communi-
cations to form CF Media, which will
contro] three AM’s and six FM'’s.
WMYI(FM) has AC format on 102.5
mhz with 20 kw and antenna 3,117
feet above average terrain. Brokers:
Blackburn & Co. Inc. and Star Media
Group Inc.

WMLB(TV) Miami O Transfer of con-
trol from New Miami Latino Broad-
casting Corp. to William C. de la Pena
for $1.6 million. Seller is headed by
Jose M. Molina & Beverly Smith, and
has no other broadcast interests. Buy-
er has no other broadcast interests.
WMLB is assigned to ch. 35 with 5,000
kw visual and antenna 1,174 feet
above average terrain.

KMXR(FM) Corpus Christi, Tex. O
Sold by Twin W. Communications,
debtor-in-possession, to Sparkling
City Communications for $693,000.
Seller is headed by Tom Smith, and
has no other broadcast interests, Buy-

er is headed by Barry Andrews, and
has no other broadcast interests.
KMXR(FM) has AC format on 93.9 mhz
on 100 kw and antenna 840 feet above
average terrain. Broker: Bill Whitley.

KUDY(AM)-KKZX(FM) Spokane,
Wash. O Sold by Inland Empire
Broadcasting Inc. to Carl T. Robinson
for $1.008 million. Seller is headed
by Christopher Joseph. Parent compa-
ny Medina Broadcast Group is licens-
ee of KKLZ(AM)-KMTW(FM) Las Vegas.
Buyer has interests in licensees of
three AM’s and three FM’s. KUDY has
religious format on 1280 khz with 5
kw day. KKzX has classic rock format
on 98.9 mhz with 100 kw and antenna
1,614 feet above average terrain.

KLDI(AM)-KRQU(FM) Laramie, Wyo.
O Transfer of control of Crecelius-
Lundquist Communications Corp. for
$274,000. Edward K. Crecelius is
selling his 51% of licensee to partner
Jerold T. Lundquist. Crecelius-Lund-
quist Communications is licensee of
four AM’s and three FM’s in Wyo-
ming. KLDI, has country format on
1210 khz with 10 kw day and 1 kw
night. KRQU has country format on
102.9 mhz with 100 kw and antenna
1,220 feet above average terrain.

WKIN(AM)-WKOS(FM) Kingsport,
Tenn. O Sold by Radio Station WKIN
Inc. to Tri-Cities Radio Corp. for
$500,000, Seller is subsidiary of Ba-
hakel Communications Ltd., headed
by Cy N. Bahakel, and is licensee of
seven AM’s, four FM’s and eight
TV’s. Buyer is headed by Kenneth H.
Maness, and owns licensees of three
AM’s and six FM’s. WKIN has C&W
format on 1320 khz with 5 kw day and
500 w night. wKOS has top 40 format
on 104.9 mhz with 1 kw and antenna
475 feet above average terrain.

For other proposed and approved
sales see '‘For the Record,”” page 72.

ERRATA

Media Venture Pariners represented
the buyer in the sale of WIMO-AM-FM
Cleveland reported in Oct. 26
*‘Changing Hands."

SOLD!

WDZD-FM, Shallotte,
North Carolina from
Jennings Communications
Corporation, William W.
Jennings, Jr., President to
Partech Communications
Group, Inc., John E. Rayl,
Chief Executive Officer for
$462,000.

Randall E. Jeffery, Jr.

Broker

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

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

RANDALLE. JEFFERY
407-295-2572

ELLIOT B. EVERS
415-391-4877

RADIO and TELEVISION BROKERAGE
FINANCING « APPRAISALS

IV
P

MEDIA VENTURE
PARTINERS
WASHINGTON, DC

ORLANDO
SAN FRANCISCO

Subject to F.C.C. approval
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ELECTION CHANGES LITTLE IN KEY COMMITTEES

Only two seats left vacant on Senate Commerce Committee;

House Energy and Commerce Republicans to pick new leaders

By Randy Sukow

for those seeking a new inhabit-

ant of the White House, but also
for those fed up with House banking
scandals and congressional pay raises
who wanted new faces in the halls of
the Capitol as well. But in the commit-
tee rooms where telecommunications
legislation is written, there will be lit-
tle change.

Two of the senators given much
credit for pushing through the 1992
Cable TV Act—Emest Hollings (D-
S.C.), chairman of the Commerce,
Science and Transportation Commit-
tee, and Daniel Inouye (D-Hawaii),
Communications Subcommittee chair-
man—both won another six years.

Robert W, Kasten (R-Wis.), who
lost by five points to challenger Russ
Feingold (D), was the only Senate
Commerce incumbent defeated. Kas-
ten’s departure, along with Albert
Gore’s (D-Tenn.) ascendancy to the
Vice Presidency, will leave only two
seats to fill in the committee.

A total of 12 new House Energy and
Commerce Committee seats will be

c hange was the byword, not only

filled next year, but only five of the 12 |

are due to defeated incumbents. The
committee’s Democratic leadership,
including Chairman John Dingell
(Mich.) and Telecommunications Sub-
committee Chairman Edward Markey
(Mass.), never faced serious chal-
lenges in their re-election campaigns.

But on the Republican side, with
the retirements of ramking minority
Energy and Commerce member Nor-
man Lent (N.Y.) and ranking minority
subcommittee member Matthew Ri-
naldo (N.J.), there will be significant
change. The next Republican in se-
niority on Energy and Commerce is

ERNEST
HOLLINGSm*

SOUTH
CAROLINA

 SENATE

ABC had to wait several hours after polis closed to declare Ernest Hollings a winner

Carlos Moorhead (R-Calif.), who was
re-elected by a nine-point margin last
week. Moorhead is also among the
highest ranking Republicans on the
House Judiciary Committee.

In both the House and Senate Judi-
ciary Committees, where key ques-
tions on the cable compulsory license
and telephone industry entry into cable
TV and other information services are
sure to be debated next year, no in-
cumbents were turned away.

Perhaps the most significant defeat
by a House incumbent was Don Ritter’s
(R-Pa.) six-point loss to Democratic
challenger Paul McHale. Ritter was in
line after Rinaldo to become ranking
Telecommunications Subcommittee Re-
publican. In Ritter’s absence, Tom Bli-
ley (R-Va.), a 66-point winner on Tues-
day, and Jack Fields (R-Tex.), who

easily regained his seat by 52 points and
was a co-sponsor of must-carry/retrans-
mission-consent legislation last year,
follow in seniority.

A number of veteran House mem-
bers are now likely to begin jockeying
for those 12 open positions on the
Energy and Commerce Committee.
*‘Energy and Commerce on the House
side and the Commerce Committee on
the Senate side are two of the most
popular committees behind Ways and
Means, Finance and Appropriations,”’
said National Association of Broad-
casters President Eddie Fritts. “*We
anticipate it will be difficult for fresh-
men to get appointed to Energy and
Commerce because there are many
people who have been there for one or
two terms who want to move to Ener-

I gy and Commerce. Clearly, there will

486 Washington
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be a lot of action in that committee."”

Next year’s Senate Commerce
Committee will have only two new
faces, but with a few extra votes for
their challengers, some key incum-
bents might not be returning to Wash-
ington. Hollings's margin over former
Representative Tom Hartnett (R) was
a mere 25,000 votes. Hollings spent
$3.1 million on the campaign, widely
outspending Hartnett, who strongly

campaigned for congressional term
limits and attempted to paint Hollings,
a 26-year senator, as a Washington
insider.

Bob Packwood (R-Ore.), ranking
minority member of the Communica-
tions Subcommittee, waited well into
the night to hear projections that he
had defeated his Democratic challeng-
er, Representative Les AuCoin, by ap-
proximately 50,000 votes. The Pack-

wood campaign spent $4.7 million,
more than any candidate in Oregon
history.

Locked in a three-way race with
former Arizona Governor Evan Me-
cham (running as an independent) and
Claire Sargent (D), Communications
Subcommittee member John McCain
spent $3 million and, in the end, easily
out distanced both.

In a losing cause, House Telecom-

HOW BROADCASTING AND (ABLE’S
KEY COMMITTEES FARED*

H Mike Synar (D-Okla.) Jerry Hill (R) 56-41
Senate Commerce Commitiee Members | Yo Smar -0kl U “
, Edolphus Townes (D-N.Y.) Owen Augustin {l) 96-4
Ll Challenger Margin | Ered Upton (R-Mich.) Andy Davis (D) 62-38
Henry Waxman (D-Calif.)  Mark Robbins(R) 66-27
Emest Hollings (D-§.C.) Tom Hartnett {R) 51-49 A
Daniel Inouye (D-Hawail)  Rick Reed (R) sg.o7 | RonWyden (D-Ore.) Al Ritter (R) 81-19
Bob Packwood (R-Ore.}  Les AuCoin (D) 52-48 Retiring or lost in primary: Terry L. Bruce (D-IIl.), William Dannemey-
John Breaux (D-La.)** Uncontested — er (R-Calit.), Dennis Eckart {D-Ohio), Claude Harris (D-Ala.), Norman
Wendeil Ford (D-Ky.) David William (R) 64-36 Lent (R-N.Y.), Matthew Rinaldo (R-N.J.), James Scheuer (D-N.Y.)
Robert W. Kasten (R-Wis.) Russ Feingold (D) 53-47
John McCain (R-Ariz.) Claire Sargent (D) 56-32
® & ® ® & [ ]
Senate Judiciary Committee Members | House Judiciary Commifiee Members
Charles Grassley (R-lowa) Gene Lioyd Jones (D) 7228 Jack Brooks (D-Tex.) Steve Stockman (R) 56-44
William Hughes (D-N.J.) Frank LoBiondo (R) 58-42
Patrick Leahy (D-vt.) James Douglas (R) 34 | Mamitton Fish (R-N.Y.)  Neil McCarthy (D) 61-39
Howard Berman (D-Calif.) Gary Forsch (R) 61-30
House Energy and Commerce Howard Coble (RA.C. - Fotin Hood (O 7129
[ John yers (D-Mich. John Gordon (R) 84-16
Commitice Members Don Edwards (D-Calif.)  Ted Bundesen (R) 62-32
Barney Frank (D-Mass.) Edward McCormick (R) 72-28
John Dingell (D-Mich.) Frank Beaumont (R) 66-34 | George Gekas (R-Pa.) Bill Sturges (D) 70-30
Edward Markey (D-Mass.) Steven Sohn (R) 70-30 Dan Glickman (D-Kan.) Eric Yost (R) 55-45
Carlos Moorhead (R-Calif.) Doug Kahn (D) 49-40 | peter Hoagland (D-Neb.)  Ronald Staskiewicz (R) 51-49
Don Ritter (R-Pa.) Paul l!cl-!ale (D) 53-47 Henry Hyde (R-1lI.) Barry Watkins (D) 66-34
Joe Barton (R-Tex.) John Dietrich (D) 72-28 | Michael Kopetski (D-Ore.) Jim Seagraves (R) 65-35
Michael Bilirakis (R-Fla.)  Cheryl Knapp (D) 59-41 Romano Mazzoli (D-Ky.)  Susan Stokes (R) 53-47
Tom Bliley (R-Va.) Gerald Berg (D) 8317 | Bin McCollum (R-Fla.) Chuck Kovaleski (D) 69-31
Rick Boucher (D-Va.) Garrett Weddle () 63-37 | jim Ramstad (R-Minn.)  Paul Mandell (D) 66-34
Sonny Callahan (R-Ala.) William Brewer (D) 62-38 Geo. Sangmeister (D-1ll.)  Bob Herbolsheimer (R) 56-44
Cardiss Collins (D-1Il.) Norman Boccio (R) 83-17 Steven Schiff (R-N.M.) Robert Aragon (D) 62-38
Jim Cooper (D-Tenn.) Dale Johnson (R) 66-34 | patricia Schroeder (D-Colo.) Raymond Aragen (R) 69-31
Jack Fields (R-Tex.) Charles Robinson (D) 7624 | Charles Schumer (D-N.Y.) Alice Gaffney () 89-11
Ralph Hall (D-Tex.) David Bridges (R) 60-40 James Sensen- Ingrid Buxton (D) 20-30
Dennis Hastert (R-NL) Jonathan Reich (D) 67-33 brenner (R-Wis.)
Ciyde Holloway (Ria.)>  Richard Baker (R) 51-49 | | amar Smith (R-Tex.)  James Gaddy (D) 75:25
Peter H, Kostmayer (D-Pa.)  Jim Greenwood (R) 53-47 Craig Washington (D-Tex.) Edward Blum (R) 68-32
Richard Lehman (D-Calif.)t Tal Cloud {R) 50-50
Thomas Manton (D-N.Y.) Dennis Shea (R) 56-44 Retiring or lost in primary: George Allen (R-Va.), Tom Campbell (R-
Alex McMillan (R-N.C.) Rory Blake (D) 67-33 Calif.), Edward Feighan (D-Ohic), Craig James {R-Fla.), Mel Levine
Tom McMillen (D-Md.)$ Wayne Gilchrest (R) 52-48 (D-Calif.), Harley Staggers (D-W.Va.)
Michael Oxley (R-Ohio) Raymond Ball (D) 61-29
Bill Richardson (D-N.M.) Gregg Bemis Jr. (R) 67-30 bold = winner
J. Roy Rowland (D-Ga.) Robert Cunningham {R) 55-45 * Figures according to Associated Press, Nov. 4.
Dan Schaefer (R-Colo.) Tom Kolbe (D) 61-39 ** Breaux and Tauzin won Louisiana races during primaries held in
Phil Sharp (D-Ind.) William Frazier (R) 59-41 October. Holloway lost to fellow Republican incumbent (Baker) in
Gerry Sikorski {D-Minn.) Rod Grams (R) 47-36 run-off due to redistricting.
Jim Slattery (D-Kan.) Jim Van Slyke (R) 58-42 1 Lehman-Cloud race too close to call on Nov. 4.
Gerry Studds (D-Mass.) Daniel Daly (R) 62-25 $ McMillen of Maryland ran against fellow incumbent (Gilchrest) due
Al Swift (D-Wash.) Jack Metcalf (R) 56-44 to redistricting.
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munications Subcommittee member
Tom McMillen (D-Md.) spent $1.2
million, one of the highest totals
among House campaigns. McMillen,
a former NBA basketball player and
among the most active subcommittee
members to decry the migration of
broadcast sports programing to cable
and pay per view, was a victim of
redistricting, forced to face fellow in-
cumbent Wayne Gilchrest (R) in the
general election and losing by only
7,000 votes.

Energy and Commerce member Pe-
ter Kostmayer (D-Pa.) also spent a
large amount—3$996,000—in a losing
re-election bid. Other big-spending
Energy and Commerce members in-
cluded Gerry Studds (R-Mass.), $1.1
million, and Mike Synar (D-Okla.),
$1 million, both winners by wide mar-
gins.

Besides Ritter, McMillen and Kost-
meyer, the only Energy and Com-
merce incumbents to be turned away
were Clyde Holloway (R-La.) and
Gerry Sikorski (D-Minn.). Sikorski’s
11-point loss was to Republican chal-
lenger Rod Grams, a former TV news
anchor (see box, this page). ]

MOVING FROM FIFTH ESTATE TO CONGRESS

reshman congressmen usually do not land choice committee assign-

ments such as Energy and Commerce, but with his background in
broadcasting, Representative-elect Rod Grams (R-Minn.) might be con-
sidered for Energy and Commerce as well as the Telecommunications
Subcommittee. Grams, 44, an 18-year TV anchor and news producer, left
his job as senior news anchor at Hubbard Broadcasting’s KMSP-TV Minne-
apolis a year ago to run for Congress. Before moving to Minnesota, Grams
worked at TV stations in Great Falls, Mont., Wausau, Wis., and Rock-
ford, 1. He moves into the seat held by current Energy and Commerce
member Gerry Sikorski (D).

Three other former broadcasters will also enter the House for their first
terms next year, joining incumbent and fellow former broadcasters, Repre-
sentatives Al Swift (D-Wash.) and Scott Klugg (R-Wis.), who were both
reelected:

® Ron Klink (D-Pa.), a reporter and anchor for Group W’'s KDKA-TV
Pittsburgh for 14 years, defeated his Republican opponent, 79%-21%, in
an open race. @ Henry Bonilla (R-Tex.), most recently a public affairs
producer for Harte-Hanks’s KENS-TV San Antonio, defeated incumbent
Albert Bustamante, 61%-39%. Bonilla worked as a reporter and producer
from 1976 to 1989 at KENS-TV and at stations in New York, Philadelphia
and Austin, Tex., with one year off (1981) as assistant press secretary to
then Pennsylvania Governor Richard Thomburgh. Bonilla’s wife, Debo-
rah Knapp Bonilla, is an anchor at KENS-Tv. ® Marjorie (Margoles)
Mezvinsky (D-Pa.), a longtime reporter for NBC’s WRC-TV Washington
and an occasional Today contributor, won one of the closest elections of
the year, beating Republican John Fox by 1,089 votes to take a previously

Republican district.

—RMS

FCC DRIFTS TOWARD SAFE HARBOR FOR ABORTION ADS

By Joe Flint
fter saying graphic anti-abor-
tion ads are not indecent and
must be aired when the candi-

date desires, the FCC reversed itself

by announcing it will seek comments
from broadcasters on whether they
should be allowed to channel graphic
anti-abortion advertisements into the

safe harbor hours of midnight to 6

a.m.

One broadcaster was given such
safe harbor relief by both the courts
and the FCC late last week, a move
that may clear the way for other sta-
tions to restrict such ads to safe har-
bor.

Although the election season is
over, the controversy isn’t, and will
likely return down the road.

For wAGA-TV Atlanta, the court rul-
ing came in the nick of time. The
station had been in court with congres-
sional candidate Daniel Becker over a
graphic 30-minute anti-abortion spot
he wanted to air on Sunday, Nov. 1,
between 4:00 and 5:00 p.m.

On Friday, Oct. 30, Judge Robert
Hall of the U.S. District Court for the

\
1

Northern District of Georgia issued an
order restraining the ad to safe harbor.
That same day the commission issued
a letter to Becker denying his com-
plaint against WAGA-TV.

Becker appealed the court’s deci-
sion at the 11th Circuit Court of Ap-
peals in Atlanta on Saturday. When
the appeal was denied, he filed a peti-
tion for extraordinary writ with U.S.
Supreme Court Justice Anthony Ken-
nedy, who has jurisdiction over the
11th Circuit.

Kennedy denied the petition just 15
minutes before the ad was scheduled
to air on Sunday.

The court’s decision, according to
attorneys Vince Pepper and Niel
Friedman of Pepper & Corazzini,
WAGA-TV's counsel, marks the first
time a TV station has been allowed to
channel an “‘indecent’’ political

| broadcast into the safe harbor,

Judge Hall also criticized the FCC
for not acting faster on WAGA-TV’s
request for a declaratory ruling prior to
the Aug. 11, 1992, run-off election
that the ad be found indecent.

*‘Failure to rule in a timely fashion
thwarts the whole purpose behind the

indecency prohibition: the protection
of children,’” Hall said.

Hall also expanded the definition of
indecency, Pepper and Friedman said.

“*During a short segment, approxi-
mately four minutes in length, the vid-
eotape contains graphic depictions and
descriptions of female genitalia, the
uterus, excreted uterine fluid, dis-
membered fetal body parts and abort-
ed fetuses. This portion of the video-
tape depicts the activities and
materials in a manner which is patent-
ly offensive according to contempo-
rary community standards,’’ Hall said.

The FCC declined to rule Becker’s
spot indecent or not indecent because,
unlike other spots it ruled on, the com-
mission did not view it and chose in-
stcad—at the last minute—to allow
WAGA-TV to make a ‘‘good-faith’’
Jjudgment on when to air the ad.

Said the commission: ‘‘We are con-
vinced that these decisions present ex-
tremely difficult questions that would
best be resolved with the benefit of
public comment.”” Comments on
whether such advertisements should
be channeled to safe harbor are due
Feb. 23. =
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The FCC took its first step loward implementing the 1992 Cable Act
last Thursday, proposing rules for must carry and retransmission
consent. (See “Top of the Week".}) Central in the proceeding will be

how to manage the new rules under the Cable Act's channel position- |

ing provisioning and definition of “local markel.” A key retransmission-
related question—how cable system compensation will affect con-
sumer rates—will not be considered in this proceeding, but is
expected to be taken up in the rate-regulation rulemaking, expecited
for release next month. Also iast week, the FCC initiated home-wiring
rules and regulations governing the airing of indecent programing on
leased and public access channeis. The following is a complete list of
the Cable Act proceedings (in the order in which they are expected 1o
bs addressed by the FCC) and tentative timetables for completion.

L1 Must carry/retransmission consent. Broadcasters are to be given
right to negotiate compensation for cable retransmission of their sig-
nals. FCC is instructed to consider impact retransmission payments

KEEPING UP WIT
CABLE REREG &

ON THE AGENDA OF THE FCC

may have on rates. Every three years, commercial TV stations must
choose whether to negotiate retransmission fee or require carriage.
{Noncommercial stations receive automatic must carry and are not
eligible for retransmission consent.) Cable systems with 12 or fewer
channels must carry at least three local signals, while systems with
more than 12 channels must reserve up to third of capacity to broad-
casters. With regard to programers’ claims to retransmission consent,
FCC said it will seek comments on whether, if there is no language in
programing contract dealing with retransmission consent, the broad-
caster has to go back to the program supplier for permission. FCC
current interpretation is not—broadcasters without clauses do not
have to negotiate with programer. Tentative comment deadline: Jan.
19. Tentative reply deadline: Feb. 3. Final approval target: April L
Congressional deadline for completion: April 5 (must carry) and May
(retransmission consent).

2. Indecency. All indecent programing submitted for leased-access
channels is to be transmitted over one designated channel and scram-
bled unless specifically requested by subscriber. Indecent or obscene
programs on public, educational and governmental (PEG) channels to
be prohibited. Tentative comment deadline: Jan. 27. Tentative reply
deadiine: Feb. 11 Final approval target: April 1. Congressional dead-
line for completion: Feb. 2 (feased access) and April 3 (PEG).

3. Home wiring. New rules determining ownership and use of cable
operator-instatled wires in household after subscriber cancels cable
service. Tentative comment deadline: Dec. 9. Tentative reply dead-
line: Feb. 18. Final approval target: Feb. 2. Congressional deadiine for
completion: Feb. 2.

4. Sports migration. Sport-by-sport study of national, regional and
local sports programing from broadcast to basic and premium cable
services and pay per view. Tentative comment deadline: N/A. Tenta-
tive reply deadline: N/A. Final approval target: N/A. Congressional
deadline for compietion: July 1, 1993, and July 1, 1994 (interim re-
ports to Congress).

5. Rate regulation. Commission will identify franchises exempt from
basic rate regulation where effective competition exists (second multi-
channel videc provider reaches at least 50% of households and is
subscribed to by more than 15%). Local authorities to be certified in
other areas to regulate basic tier (broadcast signals and PEG chan-
nels), installation and monthly equipment rental rates according to
FCC-developed formulas. Commission will also accept petitions for
direct federal regulation of extended basic channels in areas commis-
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| sion deems rates to be excessive. Tentative comment deadline: Jan.

27. Tentative reply deadline: Feb. 11. Final approval target: April L
Congressional deadline for completion: April 3,

6. Antl-buythrough, Systems with addressable capability required to
offer premium cable services without requiring purchase of extended
basic tier. All systems must comply by Oct. 5, 2002. Tentative com-
ment deadline: N/A. Tentative reply deadline: N/A. Final approval
target: April L Congressional deadline for completion: April 3.

7. Program access. Exclusive contracts between cable program sup-
pliers and cable operators eliminated except when commission finds
them in public interest. Contracts in effect before June 1, 1990, are
grandfathered. Provision expires after 10 years. Tentative comment
deadiine: Jan. 27. Tentative reply deadliine: Feb. 1L Final approval

L
target: April 1. Congressional deadline for completion: April 3.

8. Customer service standards. Minimum requirements for cable sys-
tem office hours, telephone operator availability, acceptable response
times for service calls, biling and refund rules. Tentative comment
deadline: N/A. Tentative reply deadline: N/A. Final approvsl target:
April L Congressional deadline for completion: April 3.

9. Ownership limits and carriage agreements. Limits on number of
subscribers reached by single MSO and limits on vertical integration
of cable program networks and cable systems. Crossownership limits
on wireless cable systems and satellite master antenna TV (SMATV)
systems within cable system’s franchise area. Cable operators or
other multichannel services prohibited from requiring financial interest
in program service as condition of carriage. Tentative comment dead-
line: N/A. Tentative reply deadiine: N/A. Final approval target: Oct. 5.
Congressional deadline for completion: Oct. 5.

10. Equal employment opportunity. Expansion of joh categories cov-
ered by cable EEQ rules from nine to 15, adding titles such as general
manager and chief technician. Cable systems required to identify
race, sex and job title within each category on EEQ reports. Fines per
violation increased from $200 to $500. Teniative comment deadiine:
N/A. Tentative reply deadiine: N/A. Final approval target: July 2.
Congressional deadline for completion: July 2.

1L Electronic equipment compatibility. Rules insuring that special
functions of new TV receivers and videocassette recorders are not
rendered obsolete by changes in cable scrambling systems. FCC is
given authority to determine circumstances when scrambling and
encryption are appropriate. Tentative comment deadline: N/A. Tenta-
tive reply deadline: N/A. Final approval target: April 5, 1994. Con-
gressional deadline for completion: April 5, 1994.

12. Home shopping public-interest study. FCC will determine public-
interest value of broadcast stations running 24-hour home shopping
programing or severa! hours of program-length commercials and
whether such stations should be eligibile for must carry. Tentative
comment deadline: N/A. Tentative reply deadline: N/A. Final approv-
al target: July 2. Congressional deadline for completion: july 2.

13. DBS public interest. FCC will set public-interest requirements of
direct broadcast satellite (DBS) operators, including pricing rules and
minimum noncommercial and educational channel carriage. Tentative
comment deadliine: N/A. Tentative reply deadline: N/A. Final approv-
al target: N/A. Congressional deadline for completion: None. —RMS
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Chairman Al Sikes and Commissioner Sherrie Marshall
were not the only FCC officials to see their jobs buried
beneath the Clinton landslide last Tuesday.

Several political appointees at the agency are cranking
out resumes. They include Sikes’s Chief of Staff Terry
Haines; Common Carrier Bureau Chief Cheryl Tritt and her
special assistant Jim Spurlock; Linda Solheim, director of
the Office of Legislative Affairs; Walda Roseman, head of
the international office, and Office of Public Affairs Direc-
tor Lorrie Secrest and her assistant Briana Gowing. Anoth-
er, Bob Pettit, resigned as general counsel last month to
return to private law prac-
tive at Crowell & Moring.

The heads of other key
bureaus and offices are ca-
reer officials, and they serve
in their posts at the pleasure
of the chairman. That means they cannot be
fired, but they could be demoted by the new
chairman to make way for newcomers.

Top aides in Sikes's and Marshall’s offices may
also be scouting the private sector, although some
are entitled to jobs elsewhere in the agency due to
their years of service. Among those on the prowl: Marshall
aides Peter Ross and Steve Kaminer and Sikes aide Sandy
Wilson.

And what about Roy Stewart? A lot of communications
attorneys would like to see him stay on as chief of the Mass
Media Bureau because of his demonstrated ability to keep
the thousands of new station, facilities change, renewal and
transfer applications moving quickly and smoothly through
the bureaucracy. To the lawyers, a quick turnaround on an
application is more important than much of the FCC’s
policy work.

Stewart has been loyal to Sikes, who recognized his
talent and elevated him from the second tier of the Mass
Media hierarchy. He has dutifully drafted and promoted
Sikes’s policies within the agency. But Stewart has also
worked well with the other commissioners even when (as in
the case of the fin-syn rulemaking) they were at odds with
the chairman. What's more, Stewart is a lifelong Democrat
who may, in fact, be more fundamentally philosophically
attuned to a Clinton-appointed chairman than with Sikes.

Stewart has told friends and associates he wants to keep
his job, and unless the new chairman has his or her own
candidate, he just may. *‘I’'m confident the communications
attorney advising Clinton-Gore would sing his praises,”
says Mickey Gardner, a communications attorney who
headed the FCC transition for Reagan in 1980. Keeping him
in his office in light of the ‘‘overwhelming chore of imple-
menting the cable bill is just good business,’’ he says.

When radio personality Doug (Greaseman) Tracht leaves
Capitol Broadcasting’s wwDC-FM Washington and joins
Infinity Broadcasting early next year, he will be leaving
behind a regulatory mess he created with a couple of 1991
broadcasts.

The shows touched off an FCC indecency inquiry,
which, if history is any guide, will lead to a stiff fine. In its
initial reply, Capitol argues the cited material was ‘‘at
worst, oblique or susceptible to varying interpretations’’
and thus constituted ‘‘non-actionable innuendo and double
entendre.”’

To show what a capital fellow the Greaseman is, Capitol

attached to its reply a 1984 letter from then-FCC Chairman
Mark Fowler thanking him for helping out at a charity
event. ‘‘Next to a three-car collision on the Beltway, you’re
the biggest draw in the city,”” Fowler wrote.

Radio shock jock Howard Stern, still stinging from the
$105,000 indecency fine imposed by the FCC, last Monday
went on a tirade against FCC Chairman Alfred
A Sikes and the rest of the commission. Just days
after Sikes successfully underwent surgery to re-
move a small malignant tumor on his prostate,
Stern told his listeners: ‘I prayed he’d get
= prostate cancer and he did.”’
i ) He continued: *‘I pray for his
gl (‘ death...I pray that the cancer
L, will spread to his lungs and
- his brain.”” Then softly recit-
ing a prayer to Jesus, Stern continued:
‘I only pray for cancer for all of the
| FCC.... Give incurable cancer to all
. B of the FCC [and] all of their secretar-
ies.”
y Harry A. Jessell So far, the FCC has not been bar-
raged with phone calls from angry Stern fans over the fines. |
The same cannot be said for Hard Copy producer Audrey
Lavin, who said she has received 250 death threats from
Stern fans stemming from a profile Stemn found unflatter-
ing.
BROADCAP, the non-profit group that funds minority-
owned broadcast companies, supports the FCC’s pro-
posed ‘‘incubator’’ program, but argues in comments that
its scope should be narrowed to benefit only minorities. In
relaxing the FCC radio ownership rules, the FCC proposed
that broadcast groups be allowed to exceed the national
ownership limits by some to-be-determined number, if they
put into place a program to help small businesses (particu-
larly minority owned ones) buy and operate stations. The
National Association of Broadcaster stopped just short of
agreeing with BROADCAP’s minorities-only recommenda-
tion, urging the FCC to ‘‘devote its energies...to [provid-
ing] real and meaningful benefits to minority entrepre-
neurs.”’
Ted Turner doesn’t share Viacom’s Frank Biondi’s opin-
ion that the Cable Act might ultimately benefit cable pro-
gramers by discouraging new cable networks (BROADCAST-
ING, Oct. 26). ‘*When your partner [cable operators] takes a
hit, you take one as well,”” Turner told a Washington
Metropolitan Cable Club luncheon last Thursday. ‘I don’t
feel good about this legislation at all,”” he said. ‘‘To the
extent it inhibits the cable industry, it’s going to inhibit us. I
mean we can’t launch any new channels either, right.”’
What’s more, he said, the cable programing market is near
saturation. ‘“There are already so many channels launched
that there is probably nobody who could call them all off
without looking at a sheet.”’

Turner and a number of other cable programers and
operators have already challenged the must carry and re-
transmission consent provisions. He said the courts have
twice struck down must carry as unconstitutional—a viola-
tion of cable’s First Amendment rights. And the new must
carry law is ‘‘much worse as far as discrimination against
cable networks is concerned. We are quite confident they
will be overturned.”’ n

S0 Washington
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PANASONIC’S D-3 M.AR.C.
THE ALL AROUND
AWARD-WINNER.

Panasonic won an i';r:} //
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Emmy for the M.AR.C.
Cassette Library System
in 1990. Now, Panasonic
has won an Emmy for
D-3in 1992!

Half-inch Composite Digital
gives today’'s most demanding
broadcaster superb quality,
performance and reliability at
a cost effective price.

Cassette interchange is
assured—across the room or
across the country. The 8-14
channel coding, advanced error
correction/concealment tech-
niques, full field data shuffle and
four individually editable digital
audio channels add up to
outstanding performance.

The Panasonic M.A.R.C.
Cassette Library System has:

+ A multi-user, multi-tasking
Xenix operating system

« A multi-user Informix Data
Base Management System

» An interactive Cassette Dub
Station for quick and easy spot
dubbing and program screening
with automatic data entry

» Multi-element cassettes for

X

For more information call: 1-201-392-6176
One Panasonic Way. Secaucus. NJ 07094
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programs and multiple spots per

tape with no change in software
» Up to seven remote

terminals via an Ethernet LAN.
Hundreds of broadcasters
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have already found out what
makes Panasonic digital tech-
nology award-winning. Find out
for yourself-call 201-392-6176.

Panasonic

Broadcast & Television Systems Company
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n-air automation: Time is money

Integrating ‘islands’ of control accomplishes more with fewer people

efore the days of automation,

a television station's engi-

neering department had to
manually load single commercial
spots on stand-alone two-inch ma-
chines. Present-day automation sys-
tems not only provide convenient
ways to assemble different commer-
cials spots, but also re-route them.
Odetics’ Break-Tape Manager (BTM)
is one example. According to David
Lewis, vice president of Odetics
Broadcast and Commercial Products
Division, stations feeding two or more
regions will usually carry the same
program material on each feed. To
maximize the revenue from each mar-
ket, different commercials are insert-
ed in each regional feed. Interfaced to
an Odetics cart machine, the BTM
automatically switches to the break
tape for local commercial breaks, and
then returns to the primary feed. Like-
wise, Alamar's on-air program chan-
nel and subrouting channel software
options accomplish the same objec-
tive.

ABC’s of modern cart machines

Moving into the 1990s, the introduc-
tion of the microprocessor has had a
profound impact on cart machine
technology. Today’s cart machines
still contain either analog or digital vid-
eo decks (usually four to six), a physi-
cal tape library, the tapes and their
bins, library control electronics and a
video/audio switcher.

Unlike the first cart machines,
which were mechanical devices used
to load and unload tapes, modern
multicassette systems add a higher
degree of programing to the mechani-
cal structure. Early machines required
the operator to load the cassettes in
order of play. A multicassette system
has no such requirement—tapes can
be in any order. In addition, the cart
does not care if the programs are in
stereo or mono. The multicassette

| system, however, does not manage

the tapes outside the system, their
program content or how many passes
are on each tape.

The most sophisticated machine is
a library system. In addition to han-
dling the tapes, or the physical library,
the machine also knows what material
is on the tape, when the tape was
dubbed, how many times it has run
and the condition of the recording on
the tape. In shor, the library system
takes care of the overhead associated
with a tape operation.

Each deck now includes all the nec-
essary electronics to be a self-con-
tained unit. In some cart systems, the
decks are actually stand-alone ma-
chines modified to be operated as
part of the system. This allows rapid
removal for maintenance. In addition,
the fibrary function has been added.
There is the physical library, compris-
ing 250 to 1,000 videotape bins in the

Engineers (I-r) Anthony Bradshaw, Stanley Faer and Barry Hicks operate the Utah Scientific
{Total Automation System) in Control Room B ot CBS, New York.
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machine, plus the me-
chanical and computer

electronic equipment
needed to lcad and un-
load the stored tapes into
the videotape decks. How-
ever, modern machines
can handle many spots
per tape. Some cart sys-
tems can store 10,000 !
separate spots within the il
machine. Once the “moth- ||
er” tapes are placed in the
machine, there should be
no reason to change a
tape, other than wear. The
program material is re-
corded by the machine di-
rectly to the mother tapes.
| A variety of modern-day
library systems exist. Da-
vid Thomasberger, man-
ager of M.A.R.C. for Pan-
asonic Broadcast and
Television Systems, ex-
plains: “Our multicassette cart library
systems using either MIl or D-3 video
decks reduce tape stock by providing
the ability to record more than one
element to each tape. Typically, our
systems can record up to 10 elements
per cassette. We recently previewed
a M.A.R.C. Type 3 system capable of
housing 10 internal VTRs (five on
each end), storing 800 cassettes and
running two different playlists simulta-
neously.” Asaca Corp. offers another
approach. John Clemens, Asaca’s
marketing and sales manager, says:
“"QOver the years, we have produced
several models of tape library sys-
tems for all formats, including VHS,
MIl, 3/4-inch, Betacam, D-2, D-3 and
UNIHI. One of the main features of
our ACL line is that they are designed

VTRs, making it attractive for stations
to automate. Asaca will provide robot-
ics for new media formats as well.”
Today, when a station can run 500
or more elements within a broadcast
day, the programing of a modern cart
machine can become an error-prone
chore. Manually entering and check-
ing 500 events can take hours. Manu-
facturers solved this problem by de-
veloping automated programing.
Ampex Corp. came up with a
[ unique solution to this dilemma. Ken
Shaw, senior product manager of the
| ACR group, says: “Ampex’s ACR ap-
| proaches the automation programing
dilemma with a unique and sophisti-
cated operating system. The multi-
\ event software solves two conflict
| problems of modern cart systems.

One, it solves the conflict of the loca-
tion of the source material and, sec-

to house standard rack-mountable |
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ond, the cycle time.

Two kinds of automation

The golden age of television faded to
black years ago. In an age of split-
second timing, $10,000 make-goods
and rating wars, broadcasting has be-
come a bottom-line business. Further-
more, management wants to cut

LA
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Louth’s Object Oriented Programming Soft-

| ware eliminates the need for external inter-

face boxes.

costs, programing wants improved
quality and engineering is juggling old
and new equipment. “Where's the
beef?” you ask. The answer lies, in
part, with automation.

Jerry Berger of Sony explains:
"With automation, stations can realize
a real opportunity. Automation by it-
self means to do more with fewer peo-

Two packages (Automation System Interface, ASI-1, and News Automation
System, NAS-1) permit the Odetics TCS90 cart machine to interface with any
third-party broadeast automation system.

ple. That is, free people
™8 from repetitive tasks and
] high reliability to be done
with a machine.” Berger
| continues: “The main
| parts of automation for
distribution are master
control, video routing, data
exchange, user interface
and confirmation for rec-
onciliation. Library man-
agement is about manag-
ing mostly tape sources,
recording and play. If it's a
non-tape event, external
to the studio news micro-
wave feed, that would
typically enter master con-
trol, and may not get to
tape or may be a hot feed
that a studic gets fed to
master control automation
(MCA). MCA includes ev-
erything, live and taped
sources, satellite feeds
not recorded on tape. The MCA man-
ages all of the above in terms of data,
also in terms of switching video and
audio to the appropriate destina-
tions.”

George Fullerton, vice president of
sales and marketing for Louth Auto-
mation, adds: “Each station has its
own specific and standard automation
functionality. This means that some-
where near 80% of all system func-
tionality applies to all users, and the
remaining 20% is special for each
user. Software is the only cost-effec-
tive and cost-efficient way to deliver
broadcast automation systems that
are customized for the end-user.”

Companies such as Louth Automa-
tion have devised innovative approach-
es to this often difficult problem. For
example, Louth’s Object Oriented Pro-
gramming Software (OOPS) eliminates
the need and cost of extemal interface
boxes, because devices are treated as
software modules or objects. Switch-
ers, VTRs, multiple cart machines, still-
stores, sateliite feeds and any custom
device—new or old—can be controlled
directly by the company's ADC-100.
Furthermore, existing applications can
be incorporated into the system, just as
a custom “as-run” logging program can
be integrated or a newsroom system

| can work seamlessly with the NEWS-

TRAK version for total on-air device
control.

OOPS evolution

Many experts view QOOPS as the fu-
ture of software development. The re-
cently announced IBM-Apple cooper-
ative  development project  will
produce joint OOPS applications by

i
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automation system
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applications
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machine control interfaces
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¢ (Complete installation, training
and support programs
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Figure 1. In one form of an integrated system,

VTRS - NET - SAT, ETC.
the library cart machine acts as the cart ond

system controller, with all external VTRs and sources operated os if they were intemal 1o the
cart machine. Such a system can operate entirely without a master control switcher. An interface
to the traffic depariment ties programing into the station business system.

1995. OOPS is a modular approach to
software development. One major ad-
vantage of OOPS is its ability to en-
capsulate new objects around exist-
ing objects, extending their
functionality upward. In broadcasting,
this becomes a big advantage be-
cause VTRS, carts, switchers, LANs
and user interfaces can be treated as
software objects.

The Integrated system
An integrated cart system contains

one master computer system that op-
erates the equipment and other mi-
croprocessors that work as slaves. A
microcomputer database houses the
tape information, while another micro-
processor controls the physical oper-
ations of the machine, such as load-
ing and unloading tapes. The master
computer controls the playlist, which
not only contains the spots to be run
by the decks, but also contains exter-
nal machine entries—even network
and other control room sources. In

short, a station air log is possible.

What makes these cart machines
different from a basic machine is the
addition of an audio and video routing
switcher. As many as 12 inputs and
| four to six outputs are available.

The crosspoints of this switcher are
controlled by the playlist computer. As-
sume, for example, that your network
program line is connected to a router
input. Also assume that your six Beta
and D-2 machines are connected to the
| router. The playlist computer can now

switch between all of the possible vid-

e0 sources available in your facility.

Furthermore, if you connect the play,

stop and wind functions to the com-
| puter, your cart machine now can
control and switch to air any machine
or video feed (either intemal or exter-
nal) to the cart machine.

If you could program into the play-
list the running times of program seg-
ments, it would be possible to start
the system running and let it play your
program tapes, run spots, go to net-
work, play more spots and so on all
day long. With such a system, it is
quite possible to connect the machine
directly to the transmitter, thus elimi-
nating the master control switcher.
The cart machine control computer
terminal is your master control sys-
tem.

Taking our system one step further,
if all the tape decks could record, the
playlist also could become a record
list. Furthermore, program video
feeds could be received within the
machine, played later and never
touched by human hands. All of this
functionality is common in today’s cart
systems.

Integrated automation system

Figure 1 depicts an integrated auto-
mation system. Note that there is no
host system interconnecting the other
systems. The cart machine acts as
cart and system controller. All exter-
nal VTRs and video sources are di-
rectly connected and controlled as if
they were internal to the cart machine.
The switching is internal to the ma-
chine as well. This system actually
can operate without a master control
switcher by connecting one of the out-
put lines directly to the transmission
equipment. Although the intercon-
nected system can operate with multi-
ple outputs, the integrated cart sys-
tem can easily feed two complete and
different program lines, different com-
mercials and different program mate-
rial. In this system, the controlling cart
is operating the external equipment at
the machine language level, whereas
the interconnected system controls
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Figure 2. An interconnected automation system uses separate automatic functioning equipment
linked together through bidirectional communications. One computer acts as host, which ties a
number of separate islands into on operational system.

via communication ports, with each
machine taking care of its own house-
keeping duties.

Two feeds are better than one

Not only does the integrated cart ma-
chine play your program tapes and
spots to air using one output, it also
has three other output connectors.
Putting these ports to use can lead to
a bright future, such as a totally inde-
pendent second station or cable feed.
With an integrated cart machine, one
program line can be fed on the air with
commercial breaks, while a second
set of commercials is placed on the
cable system at the same time. Many
stations have a direct microwave or
fiber-optic line to the cable company.

It is also possible to program a to-
tally independent second program

your local cable company a live news-
cast while the main air channel is car-
rying a tape or network feed. Such a
newscast could be tailored to a known
target audience. Your unused produc-
tion control room can be connected to
one of those routing switcher inputs.
Is there a return here? Yes. As a man-
ager, you purchase employe time in
eight-hour blocks: one morning block
and one evening block. But what do
you do with employes between early-
evening and late-night newscasts?
Why not run a second cast in the early
evening to feed the news-hungry peo-
ple on cable? One derivative of this is
the multistation software offered by
Panasonic to its M.A.R.C. Il clients.
David Thomasberger, manager of the
M.A.R.C. system, explains: “The mul-
tistation software allows a station to

line. One example would be to feed | air two or more channels carrying dif-

| ferent commercial and program mate-
rial simultaneously. Two cassette dub
stations screen all programing materi-
al and dub the commercial spots for
the common cassette library, while a
M.A.R.C. 400 compiles different com-
mercial reels for each station.” Phil
Livingston, assistant general manager
of technology and systems develop-
ment for Panasonic, adds, “What in-
creases their automation also has the
ability to improve efficiencies.”

Interconnected cart systems

Unlike the integrated machine, which
can be compared to one brain telling
all of the connected equipment what
to do, an interconnected cart system
can be thought of as having several
specialized brains that are being told
what to do by another computer.

Back to basics

A typical interconnected system can
be thought of as a stand-alone cart
machine with its decks and playlist
connected to another master comput-
er that hands off only the play infor-
mation (playlist and roll commands)
for that machine. The external ma-
chines are controlled by a master
computer, not the cart machine. This
master computer separates the data
for each of its slaves and hands off
the data. The routing switcher is still
present. However, in this case, it
could have 100 inputs and 100 out-
puts. More than likely, it will feed a
few buses of a larger router, providing
program, preview and preset, pre-
sented as a stand-alone master con-
troi switcher.

In such a system, the master com-
puter will hand off a playlist and roll
commands to each machine. Then, it
will connect and switch that machine,
network or other feed to the on-air
line. Those interconnects are usually
bidirectional via a local area network
(LAN). For example, the computer
can say: load six commercials and
look ahead 50. The cart machine will
check its library and find one missing.
The missing cassette information will
be passed back to the master display
screen, where that item will be dis-
played in red.

A typical interconnected system
could inctude a master control switch-
er, a video cart, stand-alone VTRs, a
network satellite and independent sat-
ellite equipment. Even a stili-store
could be connected.

Interconnected systems

In Figure 2, an interconnected auto-
mation system can be compared to
separate, automatic  functioning
equipment connected together with
bidirectional communication. Typical-
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Introducing multi-cassette software so ahead o




P time, it solves problems before they occur.

Sony’'s new

2100 multi-spct soft-

ware can't actually see

the future. But it can make

yours run smoother.

It works with our Library
Management System™ to put your entire
commerical library—up to 10,000 spots—
on line. This lets you conserve shelf
space, minimize library tasks and
avoid lost spots.

In fact. we've redefined the

concept of multi-spot soft-

ware. Qur system prevents

play-back conflicts by auto-

matically making two copies of

each commercial.

And it can perform

multiple tasks at the same

time. So you can record new

spots. create a back-up reel, and

edit the playlist—all concurrently,
even while you're on air.

In ‘addition, system-

wide redundancy is pravided

for security,

Of course, it's an

easy upgrade for current

Sony LMS owners.

To learn more, call 1-800-635-
SONY. ext. 752. and look into the future of

multi-cassette software.

SONY
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Time Wamer's New York 1 News uses a Sony BVC-1000 LMS driven by NewsMaker newsroom software, 1o air 2,500 segments duily.

ly, one computer serves as host. As
shown in Figure 2, the host is the
computer that drives the master con-
trol switcher. It is connected via a LAN
to the file server, the cart system and
the traffic minicomputer.

With this system, an account repre-
sentative with a laptop can visit a cli-
ent and check availabilities via a cell-
phone modem. When and if a buy is
made, the traffic department and the
business office approve the sale. The
data is then entered into the traffic
system to become part of the log. At
the same time, program information is
entered to become part of the log.

Next, the complete log is download-
ed via the LAN to the master control
host, where it is searched for cart
pfays, program plays and remarks. A
spot playlist is fed to the cart machine
via the LAN, while the host generates
a full log for the master control switch-
er.

To operate on the air, the host
sends 64 events to the switcher mem-
ory and calls for the cart machine to
load three minutes of commercials. In
this case, a human must load a cas-
sefte into the stand-alone machine.
Then, the host will roll the machine,
read the user bits and recue.

At the programed time, the host
triggers the switcher control automa-
tion rolling the program tape. Several
seconds later, the switcher places the
program on the air. When the break
occurs, the host prerolls the cart, and
the switcher places it on the air and
cues the program tape. The cart ma-

chine plays the spots via internal con- |

trol and tells the switcher it's finished.
The switcher, knowing the length of
the break, prerolls the VTR and
places the program on the air. Next,
the host downloads a new playlist to
the cart machine, and the cycle be-
gins again.

If traffic wants to make a change, it
enters the information into its termi-
nal.

The third cart system

For the record, there is another cart
system known as a sequencer. Typi-
cally, it is a collection of VTRs that are
connected to some type of program-
ing system, which controls play and
wind functions. Their outputs are con-
nected to a switcher that also is con-
trolled by the programing system.

| When the decks are played and |

switched, the output takes the form of
an automated system. Sequencer

systems do not have a mechanical
system for handling tapes. However,
sequencers are fairly inexpensive
compared to fully automatic library
video systems. Modern-day variations
of the sequencer are abundant. For
instance, Sony’s soon-to-be-intro-
duced Flexicart multicassette system
is @ modular and reconfigurable prod-
uct that will be interfaceable to Ala-
mar's and Louth Automation's sys-
tems. Says Jerry Berger, Sony
manager of multicassette systems:
“The Flexicart is not an LMS, but rath-
er a multicassette affordable way to
play, compile and record carts.” Simi-
larly, David Thomasberger of Pana-
sonic says, “"Our D-Cart, comprising
up to four MIl VTRs and 25 bins, of-
fers sequencing and compiling at a
cost-effective price.”

Traffic control

Traffic, in the simplest terms, is the
entry of commercial and non-com-
mercial spots into an operational log
that represents the broadcast-day
playlist. Whatever the result, itis clear
that automation and traffic must
somehow be integrated for this tech-
nology to evolve. One such approach
is through an integrated traffic inter-
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The Odetics TCS90 - The Only Cart Machine
Designed with Your Future in Mind

With the TCS90, Odetics Broadcast gives new meaning to
the word versatility. Featuring a unique ability to handle
multiple cassette sizes and virtually all available broadcast
formats, the TCS90 provides incomparable flexibility plus
an open window to the future.

Field Changes Made Simple

Don’t waste time second-guessing future tape Jdeck format
changes. The TCS90%s simple straight-forward design makes
field upgrades easy and aftordable. You can rake advantage of
technology upgrades as they become available.

Mix cassette sizes to match your needs

Qdeties put its award-winning electromechanical expertise
to work and developed a system that makes handling dual-
sized cassertes simple and foolproof. With a capacity of 150
carts, there is enough on-line access for a full day of
programming plus twelve to twenty-four hours of spots and
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promos, depending upon your format. And, with Odetics
Multicut Sottware, the TCS90 can store several hundred
spots on-line.

The Decision is Yours

Full compatibility with any news or station automation
system lets you make choices that make sense for your
station’s needs. Built-in redundant hardware and software
features make choosing Odetics adecision you can be sure of.

Buy for the Long-Term

Because Cdetics products are fully compatible with each
other, system obsolescence is never a concern. The TCS90
includes the same advanced featuresas the Odetics TCS2000
large library Cart Machine and all TCS2000 software and
hardware options and accessories. It's no wonder Odetics
Broadcast is the world-leader in large library automarion
systems.
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New automation systems mean business

Innovations in hardware and software help stations be more productive

sing generic and industry-

specific software packages,

TV stations are streamlining
their business practices and increas-
ing their productivity through the use
of office automation systems.

Even though the word processing
and spreadsheet applications used at
these facilities are of the everyday va-
riety, many stations have implement-
ed specialized business automation
software packages developed for
broadcast station use. Most of these
run on IBM PC-type systems, al-
though many Apple Macintosh and a
few Unix-based systems also exist. A
growing number of software providers
now offer versions of their systems for
both 1BM and Mac platforms.

These systems can tie a station’s
traffic, videotape and master control
operations into a single automated
unit. Such an arrangement puts a sta-
tion at the leading edge of operational
efficiency.

Full production facility management
also is available on some systems, ‘
allowing the advantages of automated
control to be applied to the production |
side as well. |

I

Integrating business and
program automation

To fully enjoy the benefits of automa-

tion, the computerized functions of a
station’s business and technical oper-
ations should be interconnected. The
level of this interactivity should be as
high as possible, ultimately running all
the automated functions at the station
(including the newsroom’s) on a sin-
gle computer.

Short of that, separate computers
used for different areas should com-
municate via LAN, as shown in Figure
1. For this to work effectively, each
item must be carefully selected with
respect to its interface characteristics.
Most of today’s broadcast equipment
offers the standard RS-232 or RS-422
control interfaces for relatively easy
interconnection with the master con-
trol computer.

Routing, switching, still-store and

| character generator control are com-

mon features included in program
automation systems. Control of satel-
lite dish-pointing and demodulator
tuning is another useful feature found
in many automation systems. Some
also include an interface for robotic
camera control. All of these must
speak to the automation computer via
their control ports {typically RS-422),
and therefore require in-board sup-
port via the automation system’s soft-
ware, or an outboard protocol adap-
ter/converter.

Meanwhile, a library computer
maintains the inventory of programs
and spots on hand. Adhesive bar
code stickers are typically placed on
all videotapes and cartridges, and
read by manual bar code readers and
those built into video cart decks.

To complete the system, the busi-
ness computer system also must talk
to the program automation system.
Here again, protocol translation is re-
quired. An increasing number of pro-
gram automation sysiems support
such conversation with traffic sys-
tems, and vice versa.

When the system is properly imple-
mented to a minimum level, a pro-
gram log input from the traffic comput-
er should be all that is required for the
proper spots to be loaded and run as
scheduled, and a recongciliation report
to be generated, confirming the spots’
airing and their air times. This function
set should be a near-term goal for
stations that have not yet reached
such a level of automation. Stations
considering automation systems and
upgrades should verify that this kind
of process will be routinely possible in
any prospective purchase.

If the satellite downlink, routing
switcher and videotape recording
functions are under automated con-
trol, the business computer also

e T e ey

face. Douglas Hurrell, president of
Alamar Electronics USA Inc., explains
his interpretation of an integrated traf-
fic interface: "A fully integrated traffic
interface will convert a daily traffic log
file to an automation event playlist for-
mat and reconcile the resulting as-
aired log that is generated by the |
automation system. Transfer of this
data can either be via ethemet or
sneaker net. Reconciliation must take
into consideration that the log will not
reflect the order of or the information
which was downloaded to it. Edits in
on-air event data, use of alternate
logs (such as in a sports rain delay) or
manual override of the on-air master
control switcher must all be taken into
consideration when reconciliation is
made.”

Other islands exist, such as news-
room word processing, satellite con-

trol and physical plant heating and air-
condition control. For now, let's

examine the major islands of automa-
tions, and later build a few bridges
between these islands.

Master control automation

The function of master control is to
place the program material on the air
for viewers to enjoy. The program ma-
terial, in this case, contains news and
entertainment material, commercials,
PSAs, IDs and black. Occasionally, it
also contains rewind video, noise and
tape breakup. In a real master control,
time is extremely important, because
that is what customers purchase. In a
well-run operation, every event runs
in order for the exact time with no
black, breakup or noise present. Ray
Baldock, director of product develop-
ment for Odetics, concurs. “The role
of automation is changing. Carts now
provide highly accurate switching of
spots to air and can also automate
program replay. Interfaces permitting

schedules to be downloaded directly
from traffic to the cart are now a stan-
dard feature of modern cart systems.
Newer automation systems have add-
ed powerful capabilities for integrating
multiple cart machines for those
needing separate spot and program
replay. Others are adding features to
control recordings to be automated on
the Odetics cart machine under full
control of a record schedule, created
and managed by the automation sys-
tem. Such record automation systems
also provide control of the router and
many of the components in the signal
path, including the earth station and the
receivers, Thus, the automation system
of the future should include features to
manage the complete cycle.”

Reducing errors

One way to reduce the possibility of
error is to electronically operate the
| switcher. If you were to enter the




should be able to order automated
spot downloads, such as those of-
fered by CycleSat.

Finally, business automation sys-
tems should allow telephone modem
(or other digital telecommunication)
access for off-site connection to the
system. This can allow last-minute
spot changes, thereby offering clients
improved service by adjusting their
spot orders to the outcome of a sport-
ing event or the like. In addition, it can
allow data input from (or output to)
sales staff in the field. Other stations
in a group also can be interconnected
in this manner.

Improved, broadcast-specific busi-
ness automation systems—with a
high degree of interface-to-program
automation—are an important ele-
ment in the future success of broad-
cast operations. Managers and engi-
neers will continue to have more
things to keep track of, especially in
the joint operations or “multicast” fa-
cilities that may be commonplace in
the future. The approach should be
“seamless, from sales proposal, order
processing, sales analysis and log
scheduling through to on-air automa-
tion,” says Wayne Ruting, president
and chief executive officer of Colum-
bine Systems, Golden, Colo. Comput-
ers will be more widely applied, Rut-
ing feels, “not only in demographics
and scheduling, but also accounting
and newsrooms, all running on one
platform.”

By the staff of Broadcast
Engineering
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Figure 1. In this PC-based automation system, the master control computer handles on-air and
videotope operations while following the electronic log provided by the traffic computer, and
reporting hack the as-run log for reconciliation. (Courtesy of Columbine Systems.)

proper roll time for each machine and
have the switcher remember that
time, then the operator could have the
switcher place the source on the air
after the proper preroll time. This sim-
ple change can reduce by half the
number of steps to accomplish when
placing a spot on the air, In addition,
the operator does not have to keep
track of the actual expiration of the roll
time. The roll command line is con-
nected to the switcher as well as the
video and audio for switching.

This semi-automatic operation has
been available for years, and several
manufacturers have gone one step
further by allowing the operator to
type a playlist of events. The list con-
tains the source and length, in order
of presentation. The switcher elec-
tronics remembers the roll time re-
quired for each source. Together,
these two actions allow the operator
to rolt the first machine manually and

every event in the break to operate
automatically on time. Generally, this
playlist is placed in switcher memory
16 or 32 events at a time. As one
break runs, the operator enters the
next break by entering the machine
and length. Program-length material
is also entered, and the program time
allows for the entering of the material
for the next few breaks.

By attaching a microcomputer,
such as a desktop PC, and writing
software to hold the entire day’s play-
list, it is possible to program the
switcher to operate continuously. The
PC handles the housekeeping and
hand the switcher its 16 or 32 events
as necessary. Once the events are
handed to the switcher, the operator
can edit the day-long playlist as need-
ed for the usual changes.

Again, this system eliminates some
manpower elements and error-prone
operations, but now adds its own re-

quirement of entering a complete
day’s playlist, which is hundreds of
events. The operator can now actually
watch the spots run once he has the
playlist correct. Switcher automation
does not decrease man-hours, be-
cause the operator must always be
present. However, automation does
reduce errors and gives a smooth air
look. The air look is constant, whereas
manual operators have their own style,
which can give the air logk a slight
difference as operators change shifts.

Business automation

Typically, the business office was the
first broadcast department to be auto-
mated. Although payroll and account-
ing were first, the traffic department’s
preparation of the log is important to
an automated master control. The
traffic department enters the informa-
tion as spots fare purchased and pro-

Continues on page 17




Newsroom automation: getting personal

PC platform continues to lower upfront costs, opens doors to modularity
and upgradeable software, circuitry and functions

nlike camera robotics, news-
room automation promises little
in the way of staff reduction
savings. But it can expand the quantity
of stories a staff can process, in some

cases multiplying the hours of news a
station might offer in a day.

Connecting people, machines
and stories

Whether PC- or mainframe-based,
automated news systems provide a lo-
cal area network interconnecting any-
where from half a dozen to more than a
hundred workstations.

The volume of news a station han-
dles—or wishes to handle—will deter-
mine fundamental, initial cost-benefit
considerations, including the number of
workstations needed and the choice of
a local area network (LAN) architecture
(Novell, Ethernet and other standards
differ in minimum distance require-
ments between stations, cable types
and other parameters). LAN architec-
ture and LAN interconnection software
will determine a system’s transmission
capacity and network redundancy ca-
pabilities.

A basic-level system
provides word process-
ing—entered by report-
ers at a workstation or
fed by modem from other
sources, such as laptop
computers in the field—
wire service ingestion,
program lineup software
and archive filing.

The next step up in-
cludes machine control
features, allowing re-

BASYS updates its News Com-
puter System (right) software
annually, as well as on an ad
hoc basis, dependent on user
group input. New parent Digi-
tal Equipment Corp. is adding
finandal support, hardware
development and software
support. To take increasing
guess-work out of pacing a
newscast, Dynatech NewStar
It (opposite page) allows pro-
ducers to program each an-
chor's reading speed into o
“Living Lineup"”  program
schedule.

NewsMaker Systems’ MS-Windows based ma-
chine control allows multitasking.

mote control of character generators,
teleprompters {and concurrent closed-
caption encoding), still store, tape and
cart machines and other equipment
needed to produce each story.

A virtually endless variety of more
sophisticated features—such as ar-
chive search or story assignment soft-
ware—can be added over time. Such
features will undoubtedly continue to
grow within broadcast applications and
to carry over from other computer-us-

1
l

ing markets. “We rely heavily on
group’ feedback—our users’ re
lists of needs—to provide one r
software update each year, plus ¢
updates along the way,” says BA
marketing manager Kristin Schleite

Electronic program rundown

Each of the manufacturers offers ¢
form of script management, often
tomized for a client's particular nee

Once a producer sits down ata v
station and begins to round up st
for a coming newscast, he or she
create a program rundown, identi
for each story the reporter or an
video source; tape cues; running
ard other directing cues.

Common software features allt
producer to account for air time
goes by during a newscast. If a
ment runs long or short, adjustmer
the rest of the program can be
trolled centrally.

And most systems allow a proc
to reshuffle the order and timing of
ries In real time. If a breaking
comes in during a news show,
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¢ can be typed in; the system auto- |

cally reconfigures the timinc of the
le program.
ftware features are coniinually be-
leveloped to make pre-show timing
nates increasingly accurate. For ex-
le, NewStar |I's “Living Lineup”
vare enables producers to program
1 anchor's reading speed into the
em, retained as a constant and fac-
3 into the word count. “It is another
to take the guesswork out of pre-
1g a newscast,” says Dynatech
'Star President Robert Miller.
swsMaker Systems of Simi Valley,
., last month installed a NewsMaker
tronic Newsroom system for Time
ner's 24-hour cable news service,
York 1 News, that might be de-
ved as a “video jukebox,” says com-
¢ President Dean Kolkey.
ith stories coming in high volume
I 75 PC workstations, News 1's
gram rundown management” soft-
? allows producers to creatz new
ylist" sequences at regular inter-
inserting new lead-ins, video seg-
ts from the field or script information
the sequence without disturbing the
ting overall order or timing cf seg-
ts.

's the limit

ause New York 1 News uses a large
ber of one-man Hi8 camera crews

g

on the street, NewsMaker incorporated
an off-the-shelf circuit board (Novell's
Netware Access Server, at less than
$500), allowing reporters with laptop
computers to access all functions in the
system, scripting their stories, calling up
stills or archived tapes, eic., from the
field.

That ability to integrate circuit boards
and new software options comes in
handy in a variety of ways. By inserting
an RS 422 card and Sony protocol,
NewsMaker gives users the