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- AMERIGA GIVES
RUSHTHE
THUMBS UP

JUST LOOK AT THE RESULTS e

How can one man top Letterman, Arsenio, Whoopi...

and overwhelm Madonna on the bestselier list? Sheer
enfertainment. Wit. Humor. And poking fun at everything...
including himself. Rush’s success catches a lot of people

by surprise. Until they catch his show. It's no wonder

that twelve million Americans give Rush the thumbs up
each week.*
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| NOVEMBER
DECEMBER
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| FEBRUARY

*NTI/NSS Persons 18+ Cume, W/E 2/28/93 Source: NTI weeks 9/20/92 - 3/7/93




imbaugh talks his way to
No. 3 in late night ahead of
Letterman and Arsenio

-LA Times

umber 1 on the NY Times
hest seller list for over 21 weeks

ne of the two
most rewarding
purchases of ‘92

-Electronic Media

e hottest
fiew property
in TV talk

-TV Guide
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MUST READING FROM BROADCASTING & CABLE
TELCO, CABLE ENTREAT WHITE HOUSE FOR RELIEF

Cable executives and financiers pressed an anti-rereg case to White House Chief of Staff
Mack McLarty, while telco representatives, meeting with Vice President Gore, pledged
$125 billion to build an advanced “information superhighway” if they could just have a
chance to provide video and other now-prohibited services. / 6

Next year’s klds slates are still geared to entertain-
ment, but a few shows will incorporate enough
redeeming educational elements to help stations sat-
isfy the requirements of the FCC. / 10

EXPANDED AM OPEN TO APPLICATIONS
The FCC last week opened up the expanded AM
band for applications. Top priority, by congres-
sional mandate, will be accorded daytime-only
stations in cities with 100,000-plus populations,
but most recipients of the new space will be .
broadcasters who receive or cause interference. The “hot switch,” or commercial-free transition, from

AM stereo broadcasters will get preference; “Roseanne” to “Jackie Thomas” didn’t do much to
minorities won't. / 14 hold audience for the latter, but the networks are

turning to the technique more and more as a way to
pull viewers into new product. /16

DUOPOLY: NO RUSH

The few radio group owners who have plunged headlong into duopoly say the arrange-

ment yields big cost cuts and some revenue gains. But the industry overall, including

giants CBS and Group W, is maintaining its one-per-market approach so far. / 17

The FCC is re-evaluating the stiff fine hikes it put in place in 1991,
Reductions may range from 20% to 40%. / 17

A U.S. District Court in Las Vegas ruled last week that the FCC’s ban
on gambling ads on two Nevada stations whose signals extend into
neighboring, non-gambling states is unconstitutional. / 18

| UNITED VIDEO BRINGS
INTERACTIVE HOME
United Video Satellite Group
last week unveiled an inter-
active TV system that will
let viewers receive services
like catalogues, games, dis-
| tance learning, news and

business services. / 18 On the Cover )

NAB President Eddie

Fritts is bullish on

nisianyY W

GE last week denled rumors that

: broadcasting's prospects
7 it plans to sell NBC. / 30 o 8 S P
Charlie Maday, vice president of historical Columbia Pictures says that media world often con-
programing for the Arts & Entertainment despite some claims otherwise sidered the exclusive

domain of cable and tel-
cos. / 22
Photo: Stephen R. Brown

cable network, alongside the logo for . .
History TV, A&,E's planned 24-hour service in promotions by stations, the

offering historical documentaries, dramas ~ RiCki Lake talk show is not tar-
and movies. /27 geted exclusively at teens. / 34

“Wouldn’t it be a tragedy if we got [into digital broadcasting] and all we
got out of it was prettier pictures?”— John Abel, NAB / 44
Apr 19 1993 Broadcasting & Cable
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FOX LINES UP MONDAY NIGHTS

In an effort to secure programing for its upcoming “Fox Night at
the Movies” on Monday nights, Fox has signed a number of deals
for rights to theatrical movies that will appeal to the network’s
young adult audience and perhaps pull in some slightly older
adults it hopes to attract. Among the titles: “Beethoven,” “The
Babe” and “Mr. Baseball.”/ 40

NAB JOINS BROADCASTING AND COMPUTERS

The rise of digital technology has linked the futures of the two
formerly remote worlds of broadcasting and computers.
Multimedia World at this year's NAB convention is an effort to
bring the industries closer together and teach broadcasters what
the computer revolution means to them. / 44, 46

There are too many technical questions about satellite digital audio radio
service to act on any of the five pending applications, according to com-

ments filed with the FCC last week. The five companies competing to go

into the DARS business disagree. / 54

ARBITRON CRACKS DOWN ON PURLOINED DIARIES

John Malone, CEQ of top
MSO0 TCl, announced his
company will pump up to
$2 billion into a major fiber
optic network. TCI bills it
as the first step on the digi-
tal “information superhigh-
way.” /50

Arbitron has sued California radio station KWAC for allegedly obtaining and falsifying
two Arbitron diaries in the winter 1993 survey. Station management acknowledged
that an on-air persconality, without management’s knowledge, obtained the diaries, but
it called the investigative effort a “sting” operation and avers that Arbitron would have
let the station off with a warning if it hadn't just dropped the ratings service. / 58

ABC Radio is making a move into the European market with the purchase of an interest In London-

based Satellite Media Services Ltd. / 60

The Association for Maximum Service Television has sharply criticized a proposal from Commerce
Secretary Ron Brown that TV and radio stations be made to bid for new spectrum rights. / 64

FCC’S MARSHALL STEPS DOWN

FCC Commissioner Sherrie Marshall has announced she will step
down April 30 to establish an entertainment consulting firm in
Los Angeles. Her firm will maintain a Washington office, but
she will be barred by ethics rules from lobbying the FCC within
the next year. The restrictions don’t apply to Congress or the
Commerce Department./ 64

Network revenue growth at CBS spelled higher operating earnings during
the first quarter. / 74

LIBERTY DROPS HSN BID

TCI spinoff Liberty Media has dropped a $640 million plan to
acquire 100% of Home Shopping Network, following a report
that a Florida grand jury is investigating allegations of wrong-
doing by top company officials. / 76

Television Bureau of Advertising’'s Ave Butensky and Cabletelevision
Advertising Bureau’'s Thom McKinney assess the advertising climate for
1993 and compare the relative health of their two Industries as they vie
for the same ad dollars. / 78

Broadcasting & Cable Apr 19 1593
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Among the Initiatives to
move print news into the
video age, Knight-Ridder is
testing an online newspaper
that could be downloaded to
a computer or TV set. / 72
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Cable, telcos push agendas at White House

Phone companies tell Gore they will spend $125 billion on information highway
if allowed into video business, cable executives are seeking relief from FCC

A day later, a larger contingent of
telephone company executives, in a
meeting with Vice President Al Gore,
promised to spend $125 billion over
the next seven years to build an ad-
vanced ‘‘information highway,”” if
they are allowed to provide video and

other now-prohibited services.

By Harry A. Jessell
tung by the severity of the FCC’s
new cable regulations, top cable
executives and financiers called

on White House Chief of Staff Mack

Mclarty last Wednesday seeking re-

liet.
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Meeting of the multimedia minds

United Video Satellite Group, a partnership of several large broadcasting and
computer concerns, is developing a standard box to receive interactive games,
services, educational material, news and entertainment. Page 18. 0 NAB is
sponsoring Multimedia World to allow broadcasting and the computer industry
to get to know one another as their futures intertwine. Page 44. 0 NAB's
Multimedia World will let broadcasters and cable operators get a firsthand look
at where technology is going: Page 46. O TCI, Sega and Time Warner have
announced a plan to develop a fully interactive video-game channel. Page 46.
o TCl is planning to pump $2 billion into building a fiber optic network that could
be the foundation of the information superhighway of the future. Page 50. O
AP and other wire services are considering ways to make video a part of the
traditional newspaper. Page 72,

If nothing else, the meetings may
jump start administration thinking on
cable and telecommunications policy.
Right now those issues are on the
White House's back burner.

The cable group included Gerald
Levin, Time Warner; Amos Hostetter,
Continental Cablevision; Brian Rob-
erts, Comcast; Tim Hartman, Nations-
Bank West, and Steven Rattner. La-
zard Freres.

““The purpose was to make sure the
White House understood what the im-
pact of the cable rules has been,”” said
one of the cable advocates. The hope
1s for administration help in moderat-
ing the regulations, he added.

McLarty and the other administra-
tion officials on hand—economic ad-
viser Robert Rubin and Gore Chief of
Staff Roy Neel—were ‘‘open and con-
ciliatory,”* he said, but made no prom-
ises other than to meet again with ca-
ble representatives.

Although Congress mandated the
new cable regulations in the 1992 Ca-
ble Act, the FCC has considerable lati-
tude in determining how tough they
will be. It has thus far chosen to be
extremely tough. The hardest hit came
on April |,when the agency ordered a
cable rate rollback that could cost the
industry $1.5 billion a year.

Cable will likely ask for reconsider-
ation of the rules, and the right signals
from the White House could cause the
FCC to moderate them.

Playing on the administration’s oft-
stated interest in bringing broadband
telecommunications services to every
home and business, the telco execu-
tives, led by Bell Atlantic’s Raymond
Smith and Bell South’s John Clen-
denin, told Gore they would build
such a network, but only if they could
count on additional revenue from vid-
eo and information services and long-
distance telephone. ]

CrOTT WACKHTEQILTS

NRIINAL ART BY IRM

Apr 19 1993 Broadcasting & Cabie



D

(OpEEee
i
what’s
coming to
television?



GUESS TELEVISION is who, why, where and what’s happening -
everywhere, everyday. A lightening fast, high energy weekly hour
that speaks for today’s audiences like nothing else in television.

TELEVISI

A new attitude for a ne
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SYNDICATION

o™ For more information, call: (310) 854-3261



Cleared in 65% of the
country, including WNBC,

WMAQ and KCBS, and
the list keeps growing!
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Mapping out kids schedules

By Steve McClellan

he Clinton administration and

the FCC have made it clear that

broadcast stations must offer pro-
grams with some redeeming educational
value for children and teens, and the
broadcast networks have responded, to
one degree or another, in their 1993-
94 Saturday moming schedules.

Make no mistake about it; most of
the Saturday morning programs con-
tinue to be developed as pure enter-
tainment fare. -Network officials are

pretty upfront about that. As Jenny
Trias, vice president, children’s pro-
graming at ABC, puts it, Saturday
morning is sort of like ‘*Miller Time™
for kids—they want to be entertained
and not necessarily informed.

The trick, as network programers
see it, is to come up with at least a
couple of shows that educate while
they entertain. **We can only educate
if we continue to entertain them,”’ said
Karen Barnes, a vice president at the
Fox Children’s Network, which as-
cended to the top of the kids ratings

ABC
Bi00.........co et Cro*
8:30............. C.0.W.-Boys of Moo Mesa
9:00.........cocccmnienee Sonic the Hedgehog*
9:30.......ccccecnn The Addams Family
10:00......... Tales from the Cryptkeeper®
10:30.................... Bugs & Tweety Show
12:30......oceceee e CityKids*
12:00.........cccoornieeren. Land of the Lost
12:30................ ABC Weekend Specials

NBC
10:00................... Name Your Adventure
10:30 ... California Dreams
11:00........ccooeeee. Saved by the Bell
11:30................. Homer Reed Academy”
12:00.........ccccovivvvenirn. NBA Inside Stuff

CBS
8:00.........ccoceerrcrenene Marsupilami*
8:30.....cciirreennn The Little Mermaid
9:00..........ccconmeenne Garfield and Friends
10:00...................... Dennis the Menace*

10:30........ccccecrnneeen Mutant Ninja Turtles
11:30.............. Cadillacs and Dinosaurs*
12:00... creeeeerennr. B€BkMAN's World*
12:30......cccciirrnrinnen CBS Storybreak
Fox

Saturday
B:100...........eeeee Dog City
B:30........ccommriirenriaiin s Bobby's World
9:00.............. Droopy, Master Detective*
9:30.......... Eek!/Terrible Thunderiizards*
10:00................... Tiny Toon Adventures
10:30.......cooeiieeeere e, Taz-Mania
11:00 X-Men
11:30......cccee, Carmen Sandiego®
Monday-Friday

7230 Power Rangers®
8:00......coccvivrieienn, Merrie Melodies
300.................. Tom & Jerry Kids Show
330 Tiny Toon Adventures
4:00.........viieicerieieireeras Animaniacs”
4:30Q................ Batman: Animated Series

*indicates new show

TOP OF THE WEEK BRI i W e e e T ] e

race (children 2-11) on both Saturday
mornings and weekday afternoons.

ABC points to two shows that quali-
fy as educational on the new schedule,
including Cro, the first commercial
network series effort for Sesame Street
producer Children’s Television Work-
shop. The show explains various sci-
entific principles through the eyes of
an animated Cro-Magnon boy.

CBS is also intent on explaining
science to children, through a show it
plucked from syndication, Beakman's
World, from Columbia Pictures Tele-
vision. It’s a live-action program host-
ed by a kind of nutty professor, Paul
Zaloom. Fox has decided to make his-
tory and geography the focus of its
educational efforts, through an ani-
mated version of the popular video
game Where in the World Is Carmen
Sandiego?, about a globetrotting ex-
spy with a fondness for stealing world-
famous landmarks.

NBC points to a live-action show it
has on its ‘‘tween’’ schedule, renewed
for next season—Name Your Adven-
ture—that qualifies as educational.
Network officials also refer to an FCC
document written several years ago re-
ferring to Saved by the Bell as ‘‘pro-
social’” programing.

Trias tries to make the case that at
least ABC and CBS have been seri-
ously addressing educational issues all
along, with returning shows including
the ABC Weekend Specials and CBS
Storybreak. ABC News will do anoth-
er live kids-ask-the-President special
from the White House and several
more Peter Jennings-hosted news spe-
cials for kids.

Syndication is weighing in with a
slew of so-called FCC-friendly shows
as well, including Nick News from
Viacom, Wavelength from Rysher,
Mental Soup from MG Perin, and the
off-network Edison Twins from Grove
Television. Claster has just launched a
show called Courage for Kids, and
Disney is launching an educational
weekend morning program block.

Meanwhile, the kids upfront market
is expected to break this week. Esti-
mates are total television spending on
children’s advertising may climb 10%-
15% this year to $800 million. Nation-
al spending is expected to account for
$550 million, with the balance going
to spot. Last year, Fox earned about
$105 for its Saturday and weekday
lineups, and is positioned to earn
healthy increases in the upfront based
on ratings gains this season. a

10
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DAWN OF A NEW AGE.
; ‘ . The future is on the
HBo horizon. USSB's Direct

CINEMAX Broadcast Service will begin
suowh ME March 1994, Programming

agreements are in place

THE MOVIE CHANNEL with these premiere

mx entertainment networks.
A contract for all customer

MTV’ MUSIC TELEVISION ;?;::m’r;gg:::;; in
- VH-1 MDEO H"s ONE &usiness Services, inc. Keep “ﬂ"
NlCKElODEON / tuned to DBS _and wqtsh as

the new agein television

N'CK AT NITE downs.

JCPenney Business Services

Nationally
- / E : Represented by
United''States Satellite Broadcasting, Inc. PETRY
3415 University Ave., St. Paul, MN 55114 612-642-4580

© 1993, United States Satellite Broadcasting, In<. HBO and Cinemax are registered trodk rks of Tune ser Entertoinment Company. LP. Showtime, The Movie Channel, ond FUX are service
marks of Shawtime Networks Inc. MTV: Music Television, Nicketodeon/Nick At Nite, and YH-1/Video Hits One are registered trademarks of MTV Networks, o division of Viacom International Inc,




SIEADY
GROWTH

'91 Launches

+55% in RATING
+53% in SHARE

The Montel Williams Show

is an established franchise.
On stations that were part of
Montel’s rollout in November
1991, the program has grown
substantially among

women 18-49.

National
Advertiser Sales

(O ViAcom.

one world enterta'\nment

a division ot mty networks

Source. NSI. November 1991 vs. February 1993 unweighted average women 18-49 ratings
and shargs of all stations which aired The Montel Willams Show in the same time peniod
in November 1991 and February 1993 sweeps



RETURN

92 Launches

+33% in RATING
+30% in SHARE

Those stations that premiered
The Montel Williams Show
this past Fall experienced
immediate growth among
women 18-49 in just one
sweep, from November 1992
to February 1993.

Nt

WILLIAMS

THE POWER FRANCHISE
OF THE '90s.

SHOW

Source: N5l November 1992 vs. February F993 unweighted average women 18-49
raticgs and shares af all statfons with first full sweep In November 1992 which aired
The Monte) Williams Show Tn the same time period in February 1993.
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FCC opens up expanded AM band

New channels intended for broadcasters who receive or cause interference, although
Congress gives preference to some daytimers; no allowances made for minorities

By Sean Scully
A s part of its plan to improve
AM service, the FCC last week
opened the door to 10 new AM
channels between 1605 khz, the pres-
ent upper limit of the AM band, and
1705 khz.

The new channels will be offered to
existing broadcast stations that either re-
ceive or cause interference with other
stations, said Assistant Mass Media Bu-
reau Chief Bill Hassinger. Allowing
stations to-migrate to the new channels
will ease congestion on the existing
band. particularly among stations with
frequencies above 1000 khz.

**The lower frequencies are possi-
bly better because [they] filled up ear-
ly on and there’s less interference.. ..
We expect a lot of our applicants [for
the new channels] to be from the high-
er end of the AM band,’’ he said.

However, due to congressional ac-
tion, first priority for the new frequen-
cies will go to AM daytimers in citi€s
of more than 100,000 people with no
full-time AM or FM station.

**'The few stations that fall into this
special category will not impede the
commission’s main policy objective of
interference and congestion reduction
in the existing AM band,’" the com-
mission said in a news release.

Although he voted for the new AM

rules, Commissioner Andrew Barrett
expressed some concern about sin-
gling out these small stations for spe-
cial favors. “*If you’re going to give
special priority to any, you should
give speciai priority to all,”’ he said.

In the past 18 months, several
groups, including the NAB and the
NAACP, have asked the commission
to grant priority to smaller daytimers
and minority broadcasters. The FCC
rejected those requests.

Under the new rules. third priority
will go to smaller daytimers, licensed
to operate only between sunrise and
sunset to prevent nighttime interfer-
ence with nearby full-time stations.

Broadcasters have from May 3 until

June 30 to express their interest in |

migrating to the new frequencies. Af-
ter all the petitions are in, Hassinger
said, the FCC will study the stations
and create a priority list. The commis-
sion will then work down the list, as-
signing frequencies as best it can to
avoid creating new interference prob-
lems in the expanded band.

Hassinger warned that being on the
priority list does not guarantee a new
frequency. If, for example, two sta-
tions in the same area want new fre-
quencies, the FCC will have to decide
between them. Otherwise, he said, the
commission would end up jamming
t00 many stations into the new chan-

slipped into law two years ago.

Persistence pays off for Quinn

0 ne of the chief beneficiaries of the FCC's expanded AM band scheme
is New Jersey broadcaster John Quinn. And that's no accident. “I've
been pushing for this for years,” he said.

Quinn, a member of the NAB radio board, is among the handful of AM
daytimers who will have first crack at one of the 10 new channels in the
expanded AM band as a result of a special preference for them quietly

As a result of the priority treatment, Quinn's 1 kw wJbM, which covers
about 2 million people around Elizabeth, N.J., is almost sure to become a
10 kw full-time station covering 17 million people, including New York.

When the FCC announced its plan to use the new channels to de-
crease interference by encouraging migration out of the existing AM
band, Quinn lobbied his then congressman, Matt Rinaldo (R-N.J.), who
was a ranking minority member of the House Telecommunications Sub-
committee, Rinaldo pushed through a provision requiring the FCC to give
first priority to daytimers in cities of more than 100,000 with no full-time
FM or AM station. wJaowm fell neatly into that category.

—SS

nels and defeating the purpose of re-
ducing interference. **We're trying to
keep this as an example of how AM
can sound if you don’t have all that
interference,”’ he explained.

Built into the channel selection pro-
cedure is a preference for AM stereo,
Hassinger said. **All other things be-
ing equal, if one guy is proposing to
broadcast stereo, the stereo guy is go-
ing to get it,”” he said.

The NAB approves of the way the
new expanded band will be allocated.
Deputy General Counsel Barry Ur-
mansky said the decision to reserve the
new channels exclusively for existing

‘broadcasters will go a long way toward

cleaning up the mess that the overpopu-
lation of AM stations has created.

Breaking with tradition, the com-
mission did not set aside the frequen-
cies for new entrants. “*The commis-
sion made the judgment, though, on
this proceeding that the goal of reduc-
ing interference is paramount,”” he
said.

The NAB believes that minority
broadcasters and smaller daytimers
will ultimately benefit from the im-
proved AM service.

David Honig of the Minority Media
Ownership Fund disagrees. While he
had not seen the specifics of the FCC
rules, Honig said last Thursday he is
concerned that minorities have again
been left out. **I certainly want to take
a look at the order and see if we have
any need to ask for reconsideration by
a new commission that might be more
faithful to what Congress has said over
and over that it wants to do™” in-giving
minorities a larger stake in broadcast-
ing, he said.

Hassinger said there’s no way now
to tell how many stations will reside in
the expanded band. Until the FCC
sees how many stations are interested,
and where they are located, there's no
basis to make an estimate.

Broadcasters need not be afraid that

-consumers will be unable 10 receive

the new channels. The FCC has open-
ly planned to make this change for
years, Hassinger said, so radioc manu-
facturers have been including the 1605
to 1705 khz frequencies in their new
equipment, particularly car radios.

14
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Warming up audiences
with hot switches

Networks turn to seamless lead-ins to pull viewers
from popular shows into new product

By Steve Coe
w ith the fingers of many televi-

sion viewers firmly posi-

tioned on their remote con-
trols, the networks have been looking
for ways to improve the flow of pro-
graming and cut down the amount of
grazing. To that end, they are turning
to hot switches, that is, seamless,
commercial-free transitions from one
show to another.

All the networks experimented with
some kind of seamless program flow
this season, with perhaps the most vis-
ible examples airing on ABC and
CBS. On Tuesday nights, ABC, hop-
ing to carry a huge established audi-
ence into an untried new show, led out
of the Carsey-Werner-produced Ro-
seanne directly into the Lorimar-pro-
duced Jackie Thomas Shenw without a
commercial break.

In one of those hot switches, Ro-
seanne ends with the Roseanne char-
acter watching TV, the program she’s
tuned to is the beginning of Juckie
Thomas.

CBS used the same strategy on
Monday nights by launching Love &
War without a break from its lead-in,

Murphy Brown (both are Carsey-Wer-
ner shows). Neither network was en-
tirely successful: audience defection
from the new shows was as high as
25%.

“It’s a useful tool to encourage
sampling,”” said Alan Sternfeld, se-
nior vice president, program planning
and scheduling, ABC Entertainment.
“‘Ultimately the show has to stand on
its own,”" he added. ABC first used
the strategy in the 1991-92 season by
rolling the audience from Anvthing but
Love into Sibs, which eventually was
canceled.

**My position is that it’s like chick-
en soup, in that it can’t hurt,”" said
Preston Beckman, vice president, pro-
gram planning and scheduling, NBC
Entertainment. “‘Even if we weren’t
doing it, [ still think Seinfeld would be
building. But it can’t hurt. If you don’t
want to watch it, you won’t stay.”
When NBC moved its Seinfeld into the
9:30 p.m. Thursday time slot, it fed
the Cheers audience directly into Sein-
feld.

**We have used it on several occa-
sions, the first being when we
launched Herman's Head after Mar-
ried.. .with Children,’" said Doug Bin-

| zak, vice president, scheduling and
| planning, Fox Entertainment. *‘Cur-

rently, at the end of The Simpsons
credits we do a pre-cold opening of
Martin before an ad break.”’

One problem associated with the

| practice is the moving of local adver-

tising spots, which would normally air
between shows, into the body of the
lead-in series. *‘The argument with
the sales departments is that we can'’t
control product exclusivity in network
commercial position,”” said ABC’s
Sternfeld. **When you have a network
spot running next to a local spot, you
can’t control what the local spot will
b’

Sternfeld said the reaction among
affiliates about seamless scheduling is
mixed. **If ABC only did it on highly
rated shows there probably wouldn't
be a problem. But when the adjacency
is moved to a lower-rated show,
they’re not as happy about it.”’

NBC’s Beckman said hot switching
is only one way to present an appar-
ently seamless block or night of pro-
graming, and possibly not the best
way.

““There are a lot of tricks you can
use to make a night appear to be seam-
less,”” he said. “*ABC’s *TGIF’ on
Friday nights isn’t seamless, but it ap-
pears to be. If [ were going to rank
things in terms of effectiveness, I'd
say packaging or marketing is more
effective than seamless.”

Beckman cited NBC’s recent Mon-
day night comedy lineup. tagged ‘A
Night of a 1000 Laughs,"* which beat
CBS’s strong lineup. ]

Tom notwithstanding, Roseanne still wedded to ABC

A BC has reserved comment on remarks made by Roseanne Arnold during
an appearance last week on The Tonight Show when she threatened to
move Roseanne from ABC and take the hit show to another network. Ro-
seanne and Tom Arnold want ABC to give them an immediate decision
regarding the fate of Tom Arnold's Jackie Thomas Show. A spokesman for
Carsey-Werner Productions, which produces Roseanne, said the company has
contractual obligations to air Roseanne on ABC through the 1993-94 season.
ABC also has the right to first negotiations with the producers for subsequent
years. The spokesman said discussions about moving Roseanne to another
network probably would not take place for another year. Although it appears the
Arnolds have most of the leverage in this situation—with Roseanne one of the
highest-rated shows on TV and ABC’s most watched—the Arnolds and Car-
sey-Werner may have trouble moving the series to another network. A source
in Hollywood remarked on the situation last week: “Collusion is alive and well
among the networks today.” The source also said it is unlikely another network
would pick up Roseanne unless ABC passed on the show. It was speculated
that during one of Paramount and NBC's battles over the renewal of Cheers,
CBS backed off from the chance to bring the top-rated comedy to its struggling
schedule because of the supposed unspoken agreement.

—sC
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FCC may lower some broadcaster fines

Commissioners revisiting 1991 schedule that NAB—and even Quello—considers harsh

By Joe Flint

he price of breaking the rules
may be coming down.

The FCC is in the process of
re-evaluating and probably lowering
some of the fines it levies on broad-
casters for violations ranging from in-
adequate tower lighting and marking
to failure to maintain records.

The push to rethink the fine lev-
els—which were raised substantially
two years ago—comes from Chairman
James Quello, who has long thought
that the ‘‘new’” 1991 fine schedule
was excessive at times. The commis-
sion raised the base fines in response
to a 1989 law that authorized a boost.

*“We're going to have a more rea-
sonable approach,” Quello told
BROADCASTING & CABLE. The com-
mission’s Field Office Bureau, which
levies most of the fines, told Quello it
was concerned about small-market sta-
tions being fined too much for
**small’’ infractions. ‘‘If we put a
$10,000 fine on a small station losing
money, we are not doing much for the
public interest,”” Quello said.

For example, the base fine for an
indecent broadcast went from $2,000
to $12,500 in 1991. The new rules
also allowed the commission to raise
the per-day fine of a station in viola-
tion of rules from $2,000 up to
$20,000-$25,000, to a maximum of
$250,000. A

But the agency is also faced with
the perception that it could be bending
to broadcasters’ wishes. ‘*‘We have to
be careful not to create the impression
that we are going soft on the rules,”’
one FCC staffer said.

Some of the 1991 fines have already
been reduced. Violation of rules re-
garding broadcast towers were low-
ered from a $20,000 base fine to
$8.,000.

The commission has not yet decided
what fines will be lowered, but they
are considering a 20%-40% range.
Not all fines will come down, and,
according to FCC staffers, some may
increase.

One idea that will be proposed is for
fines to be determined not only by the
violation, but also by the station’s
ability to pay. **The idea is to give the

commission more flexibility,”” one
FCC staffer said.

Quello appears to have the support
of Commissioner Ervin Duggan, who
has, according to those close to him,
*‘had concerns in the past about tem-
pering justice with mercy.”’

Commissioner Andrew  Barrett,
though, may have concerns about low-
ering fines for safety, health and
equal-employment violations, an aide
to Barrett said,

The FCC’s fine levels and the num-
ber of fines levied has become an issue

for the industry and the National Asso-
ciation of Broadcasters, which has im-
plied in the past that the ‘‘high’’ fine
levels are nothing more than an at-
tempt by the commission to raise reve-
nue.

The NAB challenged the fine
schedule in the Court of Appeals,
D.C. Circuit, more than a year ago.

‘‘Anything the commission would
do to review the numbers would be
viewed with favor by broadcasters,”
said Jeff Baumann, general counsel
for the NAB. =

Duopoly: cautious approach

Biggest advantages in cost savings, but radio
industry resists predicted quick consolidation

By Peter Viles
ccording to the bolder and more
bullish radio operators—those
playing the duopoly game—ex-

panded local ownership limits are al-

ready making radio a more profitable
business for some broadcasters.

Operators involved in duopolies,
FM-FM or AM-AM combinations in
the same market, say they are cutting
costs by up to 20% and posting modest
improvements in revenues.

But at the same time, much of the
industry has taken a cautious approach
to duopoly, and the industry’s recent
lukewarm experience with local mar-
keting agreements, or LMA’s, has
made it clear that cost-cutting strate-
gies are not necessarily profitable.
Some of radio’s largest companies—
CBS and Group W, for example—
have largely stayed out of the duopoly
game so far.

*“You can’t be pro-radio as an in-
vestment and not be pro-duopoly,”
says Paul Fiddick, president of Heri-
tage Media’s radio group, which has
no duopolies yet. ‘'l am for duopoly
as an investment strategy. But it is not
the salvation of the industry, and it
isn’t a good idea for its own sake.”

If nothing else, this much is clear
about the new ownership rules: radio
remains somewhat resistant to the

massive consolidation that some
feared would strike the industry.
While the number of duopolies ap-
proved by the FCC totals |18 and is
rising steadily (there are 80 deals
pending), the overall number of com-
mercial stations remains relatively
constant, with no sign of dropping.

And early experiments in duopoly
appear to have reinforced the maxim
that radio is a management-intensive
business that awards success to sta-
tions that stand out rather than fit in.
Most group operators involved in du-
opolies say they are pursuing several
different strategies based on market
conditions, rather than a single corpo-
rate-wide strategy.

“It is completely situational,”” says
Tim Menowsky, vice president and
general manager of Clear Channel’s
WRBQ-FM Tampa, assessing duopoly
strategies and radio in general.

**What works in one place doesn’t
work in another place any more than
what works in Paducah works in Chi-
cago. Every situation has its own nu-
ances. The people who try to do a
cookie-cutter approach aren’t going to
cut it.”

Indeed, there are considerable dif-
ferences among various operators as to
the best way to run duopolies. Perhaps

Continues on page 58
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United Video plans interactive platform

Partners with S-A, Zenith, Pioneer, computer firms to create multimedia interface

By Rich Brown
T ulsa, Okla.-based United Video

Satellite Group last week un-

veiled plans for an interactive
TV platform involving the participa-
tion of Scientific-Atlanta, Zenith Ca-
ble Products, Pioneer New Media
Technologies and Kaleida Labs, the
multimedia consortium composed of
IBM and Apple Computer.

Central to the new technology is an
add-on module that attaches to a cable
set-top converter box and enables
viewers o receive interactive services
including catalogues, games, distance
leaming, news. entertainment and
business. Cable operators will have
the choice of billing customers direct-
ly for use of the interactive services or
allowing UVSG to serve as a billing
and processing center.

Scientific-Atlanta, Zenith Cable
Products and Pioneer are helping to
move the plan forward by developing
hardware that will include set-top con-

connects the add-
on module. The
additional port is
expected to cost
manufacturers

about $1 a box,
said UVSG Presi-
dent Roy Bliss,
adding that plug-
compatible  set-
top boxes should
be available by
late this year or

United Video’s
Roy Bliss

early next year. Bliss said the UVSG |

model will work on both analog and
digital cable systems.

Kaleida will participate in the inter-
active platform by supplying its
ScriptX software to the service.
UVSG, Kaleida and the other compa-
nies have so far invested an estimated
$10 million in the project’s research
and development, said Bliss.

UVSG has already taken the first
siep toward building its platform with
TV Trakker and Sports Trakker, two

services that currently send text-based
data to homes through a $50 device
which attaches to the TV. The compa-
ny also has the ability to send custom-
ized information to cable headends
through Prevue Networks, an on-
screen TV program guide that reaches
more than 34 million cable homes na-
tionally.

*‘The next generation is a platform
that will allow us to do more and more
exciting programing,”’ said Bliss.
*I’s up to the creative community to
decide what to do with it.”’

While top multisystem operators
such as Tele-Communications Inc.
and Time Wamer are talking about
plans to offer advanced interactive ser-
vices, Bliss said UVSG’s model will
give cable operators a chance to jump
more immediately into.the business.

**No matter what [TC] president
and CEO] John Malone says, it's go-
ing to take some time to put it into
place,”” said Bliss. **We have these
processors

verters with a plug-in interface which

.

company-owned,

satellite-delivered | now."’

Court overrules FCC; allows gaming ads

U.S. District Court in Las Vegas ruled last week
that the FCC's ban on gambling ads on two Neva-
da stations is unconstitutional.

Although gaming ads are legal in Nevada, the com-
mission argued the ban was justified because some
portion of the signal of the stations in gquestion—
KvBC(Tv) Las Vegas and KRNv(Tv) Reno—reached non-
gambling states (California and Utah) where such ad-
vertising is prohibited.

Representing the FCC in the case was the Justice
Department, which will have the final say on whether
the decision will be appealed to the Ninth Circuit Court
of Appeals in San Francisco.

A commission source said the FCC would likely wait
until the Supreme Court’s decision in the case of Edge
Broadcasting v. the FCC, which could come in the next
few weeks. After that, the FCC will decide whether to
encourage Justice to continue the case. Two lower
federal courts have aiready sided with Edge’s argu-
ment against the commission’s regulations.

In that case, wxoc(Fm) Elizabeth City, N.C., which
wanted to air spots for the Virginia lottery, challenged
the statutory restrictions on advertising lotteries that
permit the airing of spots only by stations in states that

have them. North Carolina is one of 14 states without
lotteries that border states with lotteries.

In making its decision in Las Vegas, the District
Court applied the Supreme Court's four-part test for
regulating commercial speech and found that the ban,
as applied to the stations at issue, neither directly
advanced the governmental interest asserted nor was
it narrowly tailored.

“Although the evidence before the Court suggests
that an extremely small percentage of California and
Utah residents may turn on their televisions and see
KRNV Or KVBC sighals,” said the court, “[we] find it
difficuit to accept that commercials about legalized
casino gambling located in Nevada pose any real dan-
ger to the public policies of California and Utah....”

The American Association of Advertising Agencies
praised the Nevada court decision, saying, "If it's legal,
you should be able to advertise it.” The association
also hopes the case will have an impact on the Su-
preme Court's decison in Edge v. FCC.

The two Nevada stations are owned by James and
Janet Rogers and Louis Weiner, who do business as
Valley Broadcasling for the Las Vegas station and
Sierra Broadcastng for the Reno station. —IF, JE

at the headend right ‘
]

=]

g

Apr 19 1993 Broadcasting & Cable



R2ZC K12

COLUMBIA PICTURES
TELEVISION DISTRIBUTION

993 Cof Pictures Telzvision Ing, All Rights Reserved L RBnY PIZTUREE EnT




I.I .

Staking a claim on the future

On the eve of NAB’s convention in Las Vegas, association president Eddie
Fritts talks about the keys to broadcasting’s survival and growth in a
multimedia world. Among those are a reliance on the localism that is the
medium’s historic franchise and a requlatory environment that will allow
broadcasters to take advantage of the multichannel revolution that will be
here in the snap of a digitally compressed digit. In the following interview
with BROADCASTING & CABLE Editors Don West and Kim McAvoy,
Fritts maps the medium’s route to the telecommunications superhighway.

here do broadcasters fit in the multimedia world?

w If you look at a multichannel environment, includ-

ing cable, DBS, telephone companies, MMDS and
all the choices people will have in their homes, you have to
say: “"Well, if broadcasters are a single-channel provider in
a multichannel environment, what sets them apart? What
gives them a stake in tomorrow's (elecommunications mar-
ketplace?"’ It seems to us that there are several things that
allow us to arrive at a competitive environment.

One is the historic commitment to
the local community. That continues to
be the real anchor of broadcasters’ ap-
peal to the consuming public.

The question would then arise, how

20
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do you convert that strong local commitment into a busi-
ness that can survive with the fragmented marketplace?
And there are several areas that present promising possi-
bilities. One is high-definition television, and on the road
to high-definition television we discovered digital televi-
sion and digital transmission and digital broadcasting.
Broadcasters can utilize digital transmission and com-
pression techniques similar to those that will be utilized
by cable. Broadcasters can provide the super telecom-
munications highway into the home without the $400
billion expense of building fiber
optics.

The phone companies, and the ca-
ble companies to some degree, have
done a very good job of selling the
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“Seltel delivers excellent shares
for all of the Imes Stations.

Seltel made the difference.”

“The four Imes: Stations, KDBC-TV, El Paso, Texas, WMUR-TV,

Manchester, New Hampshire, WCBI-TV, ColurabusTupelo, Mississippi,

and WBOY-TV, Clarksburg, West Virginia,
have had a long and mutually profitable
relationship with Seltel. We appreciate

Seltel’s hard-driving, professional sales

team. They deliver shares that consistently

exceed even our own sales managers’ expectations. They truly have

made the difference for us.”’

Stan Siegal
Vice President/Group Manager
Imes Communications
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idea that fiber optic is the only way to provide multichan-
nel and a multiplicity of services to the home. What they
tack in that environment is the mobility that over-the-air
television can provide. We can provide an almost identi-
cal infrastructure over the air, provided that the FCC
institutes policies that allow us to do that. This leads us to
what policies need to be changed, and how do we effectu-
ate those in the next decade to be positioned as competi-
tors in this multichannel environment?

Broadcasters want to proceed with high-definition televi-
sion, but just like the phone companies that asked for tax
incentives and accelerated depreciation items, and other
government subsidies, broadcasters need an incentive. Cur-
rently, the phone companies are saying: **If you will allow
us to get into entertainment programing, we'll build this
infrastructure.”” In their case, they're going to build it
anyway, and we all know it, but they're using that as a
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We've been corrected in using the term “scalable TV,” but is
that essentially what we’re talking about? Giving you the
ability to tune this extra spectrum to a number of different
purposes?

I don’t know that I understand all the technology fully, but
in our vision of the future we can provide high-definition
television, and compression, we can efficiently use the
spectrum and be able to offer data broadcasting and other
services as well. Obviously, we're also talking about the
second-channel policy. But 10 years from now, who is
going to oppose that if it's for the benefit of the consumer?

Do you mean to require that the other channel be returned?

To require that the other channel be utilized as opposed to
returned. And at the end of the decade, let's say, we may
have the plethora of transmission vehicles that [ mentioned
earlier, and if you have that type of massive capacity, then

“T'he phone companies, and the cable companies to some degree,
have done a very good job of selling the idea that fiber optic is the
only way to provide multichannel and a multiplicity of services to
the home, What they lack tn that environment is the mobility that
over-the-air television can provide.”

vehicle to convince policymakers to establish an incentive
mechanism that will benefit them greatly.

In our case, we are suggesting that we really need an
incentive for high-definition television because as we look
at the investment time frame, it's very ambitious. In fact,
there are those who are leveraged in the business who
would say that it’s overly ambitious, and we would agree
with them. So we need for the commission to take a flexible
approach to implementation of high-definition television, to
provide the incentive—we need them to say we're going to
allow you to utilize the spectrum that is already set aside for
broadcasters in a way that provides the incentive.

If you put us in a multichannel environment where you
have all of these competing interests and a glut of capacity
for transmission, the broadcasters—if these policies can be
effectively instituted—can provide new services at a lower
cost. Broadcasting provides mobility. Through the broad-
cast signal and digital transmission, you can provide cellu-
lar telephone service. It's sort of a far-out way, and it
probably would cause a great deal of heartburn in the phone
industry, but what would happen if we came forward with a
proposal to provide free cellular telephone service and pay
for it with other mechanisms?

What are the mechanisms? if you had a free service, how
would you pay for it?

There are dozens of them. Now, whether those are viable
businesses, we’ll have to let the marketplace decide. The
reason that incentive needs to be there is (1) for the invest-
ment for high-definition television, and (2) to make sure
that the American public has the ability to continue receiv-
ing the main channel, which provides free television service
with the commitment to community and public service.

But is the incentive in permitting a flexible approach?
Yes.

wouldn’t it also be fair to allow the broadcast industry to
utilize the spectrum which has already been set aside for it
in a productive manner for the American consumer and for
the sustenance and continued viability of the main channel
which is programed to serve the public interest.

Let's say the broadcaster gets 10 channels. How does he
compete with 10 channels against 500 channels?

Well, the fact of the business is the American consuming
public doesn’t want 500 channels. A lot of the 500-channel
discussion is smoke and mirrors. It is 10 episodes of *‘Star
Wars™" or **Star Trek."” It is time-shifted movies taking up
10 channels. The research shows that the American con-
suming public does not want nor care about 500 channels.

Realty?

Yes. Take [Washington suburb) Fairfax County, and
you’ve heard this before. The guy said, ‘*Gee, this is great.
We're going to get 100 channels of television.”” Well, they
found out 50 of them were preachers.

If you go back to what people are interested in, first and
foremost, it’s what’s going on in their communities. The
broadcasters’ foundation is built on that. We don’t have an
exclusive franchise, and that’s not to say that the cable
industry, or the telephone industry, or somebody else
couldn’t establish a channel that does that, but we have a
unique system, and it has been very successful in terms of
gamering audiences, and I predict that they'll continue to
do that, with some refinements.

Now, I’m not suggesting that we do 10 channels only, or
that we do a total of 10 per station. I'm not sure how we can
do it, but let’s say a station can provide a news channel, a
sports channel, a movie channel, and then provide data
broadcasting, which could be the engine that drives the
train. Broadcasters have started thinking about the potential
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of being involved in other types of businesses that can help
sustain the local broadcast station.

Do you think there's a broadcaster in America who will turn
down the extra channels?
Not in his right mind. No.

The investment that they're concermned about now will not
seem so large when they weigh it against giving up that much
spectrum.

The premise of this is flexibility and a policy that allows-

stations to be able to convert on a reasonable timetable. The
receivers are not going to be on the market in any large
numbers for 10 years—certainly not large enough numbers
to sustain the system by itself—so you’re looking at an
evolutionary period of time. No one has proved that con-
sumer demand is driving HDTV,

There are 17 states without a top-50 market, and I don't
think the senators from those states are going to look kindly
upon their stations being shut down just because they

In the future, if broadcasters go into ancillary businesses
that go beyond the public interest standard, then it seems to
me it’s reasonable to have discussions as to what the value
of that spectrum might be.

But doesn't that let the foot in the door?

In the best of all worlds you won’t have that precedent. But
we make the distinction—and it’s-a very hard core distinc-
tion—about the public interest obligations surrounding
broadcasters” use of the spectrum. If, however, we’re using
spectrum for additional services that do not have public
interest obligations—services wherein we’re charging con-
sumers for the use of the property—and if in fact it happens
to be the law of the land that other spectrum users who
charge the end users are paying spectrum fees, then 1 would
think that we would know what the competitive environ-
ment would be.

What's the downside of your not getting that kind of flexible
approach in regard to the spectrum? Let's say you don’t and

“There are 17 states without a top-50 market, and [ don’t think the
senators from those stales are going to look kindly wpon their
stations being shut down just because they couldn’t afford to buy
$10 milliow worth of equipiment to wpgrade to HDTV on a
government-imposed time frame.”

couldn’t afford to buy $10 million worth of equipment to
upgrade to HDTV on a government-imposed time frame.
So flexibility is the key.

NAB is doing some things to educate our members.
We’re taking our group executive forum to the MIT Media
Labs next fall for a full day on the possibilities and opportu-
nities created by digital broadcasting.

s Technology and broadcasting have always been one
and the same. We’ve utilized new technology for satellite
newsgathering and a lot of different things that broadcasting
has improved through the years. We're now talking about
how do you improve the transmission technology and our
ability to reach consumers through the spectrum that has
been allocated to us?

Who is going to take the lead? Will it be the NAB?

Yes. Up until recently, no one has had confidence that the
proper policies could be put in place that would allow this
to take place. I'm the eternal optimist. 1 see there is a way
to do that—to put the policies in place for the future and
give us a place at the table 10 years from now.

How do you get around the issue of spectrum fees, consider-

ing that the government has so much pressure on its budget
to come up with revenues?

o b!o:dcasﬁng is going to become technology-driven
again?

It’s a separate issue. I mean, we're talking about today and
tomorrow. Let’s talk about today first. Today, we continue
to believe and advocate—with full realization of the gov-
ernment’s endeavors to generate new revenues—that the
contract between the government and broadcasters for use
of the spectrum is valid and that the return the government
gets far exceeds the value of the spectrum.

that you remain a single-channel provider with 6 mhz doing
exactly what you're doing—or doing what you're doing plus a
second channel for HDTV, Then what happens to broadcast
television in a multichannel world?

Well, admittedly, it’s a very ambitious program, but we’re
taking a look at the future and staking out our position. If
we're not successful in advancing digital television, broad-
casters will be disadvantaged in a competitive environment
and will have to rely solely on their local franchise—local
news, local sports and local weather. They will, of course,
have the opportunity to take advantage of other transmis-
sion vehicles, whether on a common carrier or some other
basis. But the future is certainly more cloudy if broadcasters
are a single-channel provider.

I take it, at least on the television side, that broadcasting is
still a good business.

It’s an excellent business. That’s not to say that it's as good
as it used to be,

Can you put a quantitative figure on how good the television
business is?

According to NAB financial data, the average affiliate’s
profit margin was nearly 18% in 1991, which is down from
earlier years but pretty good considering the economy in
1991. We expect 1992 results to be higher.

What about the radio side?

You start with the fact that 58% of the stations aren’t
making money. But I'm optimistic about radio. It has
suffered since the '50s, when it was predicted that televi-
sion would put radio out of business, and it has suffered a
lot of pangs through the years., However, the business
continues to be vibrant,

Is there a technological solution for radio? Is digital audio
broadcasting [DAB] the answer?
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There is a glut of radio stations in the marketplace and,
consequently, the commission has to begin looking at the
economic viability not only of the stations already in the
market, but of the potential for new stations that they're
authorizing. For example, someone wanted to put a new
station on Long Island; some engineer at the FCC was
bright enough to figure out they could technically put four
new stations on Long Island, so they did. You can’t serve
the public interest when you diminish service among all
stations.

You have to have a reasonable margin of return in any
endeavor that you're involved in, and it’s true for radio,
too. It's unfortunate that previous policies allowed new
stations to enter markets that no one at the commission had
reviewed for the economics.

Our system of broadcasting has chosen to let competition
reign, and I'm not against that, but I'm suggesting that the
FCC erred years ago when they decided to discount the
economic analysis of the marketpiace.

That’s why we’re opposed to satellite DAB; it would put
30 or 40 new stations in every market, and we don’t think
the economics of the radio industry can stand it, and a lot of
broadcasters could be severely damaged.

In terms of new technology, by the way, we're pleased
with the progress of temrestrial DAB; we think that’s a
bright spot for radio.

ow concerned are you about what’s going on in the
area of program content, particularly with the actions
against indecency on the radio side?

We are concerned about intrusions into program content.
We believe it would be easier for broadcasters to comply if
they knew what the rules are. The rules at best have been
vague and overly broad.

It you knew what the rules were, would you oppose them?

It depends on what they are, 1 guess. 1 don’t know.

It's a tough issue. It has not enhanced the image of
broadcasting to have some of the content on the air which
has been on the air. I happen to believe that the best arbiter
of that, however, is the American public. If they don’t like
it, they’ll turn it off. The indecency-in-programing issue
seems to be cyclical. If you go back, we were talking about
this five years ago. We have encouraged stations to adhere
to a statement of principles voluntarily, and we have to
continue to encourage them to do that.

Are you going to stand up for Howard Stern?

We really don’t get involved in individual cases. We have,
however, been involved in litigation in a similar issue—in
support of broadcasters’ rights—and will continue to do so.
Howard Stern has clearly created a fire storm with policy-
makers. He hasn’t asked me for advice, but we have en-
couraged stations to be very careful in the area of indecency
because of fines and potential FCC license revocations, just
as a matter of good business practice. At the same time, we
will continue to offer the appropriate court challenges.

Do you have a sense of what the majority of broadcasters
think about Howard Stern?

It’s mixed. There are a number of people who are incensed
by his approach. There are others who feel that he ought to
have a right to say anything he wants to say. I personally
have never listened to Howard Stern.

What about the fairness doctrine? Is it hopeless?

|

T T BT e . TOP OF THE WEEK e = s uems e s—are ey

It is not hopeless, but it is very difficuit. We have advised
the relevant members of the House and Senate that we
continue to strongly oppose the faimess doctrine. We have
advised them of what our position is, and they are well
aware of it. Whether we can muster the votes to stop it, it’s
too early to tell. If it passes over our opposition in Con-
gress, then we'll be a part of the court challenge to it.
What do you think will happen on June 17 [the deadline for
broadcasters to choose between must carry and retransmis-
sion consent]?

I think June 17 will see a large number of broadcast stations
opt for retransmission consent. There's a great deal of
analysis taking place right now in the industry; stations
almost invariably have dedicated one person to do nothing
but to draw the circles, look at the maps, analyze the
systems. The relationship between broadcasters and cable 1
would hope would not be one of hostility, but what we
would like to see is cooperation. It's a symbiotic relation-
ship. Cable pays for every other program that they have on
the system. I think the retransmission-consent negotiation
has the potential to bring broadcasters and cable together for
the first time in the local marketplace. There is a great
opportunity here for broadcasters and cable to sit down,
strike a financial arrangement and talk about business op-
portunities that they could work on together.

By several of your answers, you suggest a concession that
the telephone companies are going to become players in this
arena? Are you ready to concede that?

I don’t think there is any question the phone companies are
going to be players. The question is whether they’re content
providers or whether they are restricted from being content
providers.

Do you think they’ll play if they don't have content?

Of course they’ll play. There’s no doubt in my mind.
Today, seven Baby Bells, after operating as common carri-
ers for nearly a decade, are some of the most successful
businesses in America. And will they operate as common
carriers in the future? They don’t want to because they’re
greedy, but they'll probably settle for it because it's an
opportunity to deliver. It means new usage of their capaci-
ty, and therein is a great opportunity for them.

Would you agree that this is a time when the medium is not
really catching a wave, where the broadcasting industry has
probably seen its glory days and is going to be forever bat-
ting for a piece of the pie in the future?

If I thought that, I wouldn’t be at the NAB making plans for
tomorrow. | don’t think that at all. Glory is in the eye of the
beholder. Compared to a lot of businesses in America,
broadcasting is still a very good business, and a lot of
people would kill for our margins. Television margins, and
to some degree radio margins. While the universe is losing
money, a lot of it is because a lot of small markets, and
rural areas, have gone from good two-station markets to
very lousy eight-station markets, Metropolitan radio is still
doing very well.

There is an overabundance of channels coming in on the
TV side. But the difference is that none of them have the
ability to program locaily, and even if they have the ability,
there’s still the question of whether they have the incentive.
DBS is not going to do it. Cable could, telephone compa-
nies could, but it takes a long time to build a franchise with
a news operation in a market, or a sports operation in a
market. It just takes a long time to build a franchise. =
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BVM-I9I1
Sony combines the quality and
reliability of the BVM monitor
serzes with the flexibility of either
4:3 or 16:9, set-up or no set-up,
contact closure control or
RS-422A control, and more.

DIGITAL VIDEOCASSETTE RECORUER Dvw-ason [ Digital B2 00

Dlgltal

AUDIO LGPUTAMONITCH SELECT
snEcy B+ @R O3 oHd
w .

" BVW-400A
s SQhX Betacam SP* analog
S+ component acquisition
£ »?})roduc’ts are ideal thanks to
= “thejr small size, light weight,
46’@ power consumpt:on and
2 .,.hxgh quallty images, giving
A ;_yoyw:omponent signal
mtegnty throughout the
production process.
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INTRODUCING
THE SONY INTEGRATED
DIGITAL COMPONENT SYSTEM.

BACK-PROOE FUTURE-PROOE
WITH ECONOMIC PROOE

BVE-2000
The BVE-2000 editor connects to as
many as 12 VTRs, controlling up to 6 in
any one edit. Plus it features Advanced
List Management capabilities.

DVS-2000C
This compact one mix/effects
component digital video switcher
offers 12 inputs. Its high
performance processor provides
superior Chroma Key and Frame
Memory capability.




DMX-E3000
Designed for the digital editing
environment, our DMX-E3000

audio mixer ensures advanced
audio-follow-video performance.
Features include 16 inputs,
4-channel audio, standard 24-bit
AES/EBU digital I/O, analog
monitoring outputs and built-in
preview switcher;

DIGITAL AUDIO MIXER DMX-EJ000

DME-3000
The DME-3000 digital effects system
offers a powerful combination of -
10-bit frame-processing and high qua_l-ify‘ 7
digital effects such as page turns, 2
lighting and ripple.




THE FUTURE IS HERE. NOw.

Picture the superior quality of digital
component. Sharp colors, clean keys, dazzling
effects and outstanding multi-generational
copies. Now picture it in a full line of prod-
ucts. Products that are compatible with your
existing analog component equipment; that
complement each other and let you build an
all-digital suite at your own pace — one piece
at a time or all at once. Products that will
take you into the future of television.

Introducing Sony’s affordable line of
digital production products. Now, you can
move into digital component without aban-
doning your current investment.

BACK-PROOF

Although the world of television is
evolving, one thing is certain: analog acquisi-
tion and archive material will be around for
years to come. That's why with our new
digital component system, going forward
doesn't mean leaving the past behind. Take
our breakthrough line of Digital Betacam
recorders and players. The DVW-AS500, for
instance, provides full playback capability
with Betacam and Betacam SP tapes, bring-
ing your analog material into the digital
domain. Additionally, analog component
source VIRs can be directly interfaced to
the DVS-2000C switcher and DME-3000
digital effects system.

FUTURE-PROOF
Since all current Advanced Television
transmission proposals combine a2 component
digital signal and a wide screen aspect ratio,

your production system will be better prepared

for the future if it has the ability to match

this combination. Our Digital Betacam recorders

and players bring you the superior quality
of digital component recording, and as with
all Sony VTR, are at home in both 4:3
and 16:9 aspect ratios. For viewing, the

©1993 Sony Corporation of America.
All rights reserved.

SONY.

Sony Business and Professional Group
3 Paragon Drive
Montvale, NJ 07645-1735

BVM-I911 monitor has also been designed
to display either aspect ratio. Similarly,

the DVS-2000C switcher and DME-3000
digital effects unit are software switchable
between both ratios.

EcoNoMIC PROOF

Perhaps the best feature of our new
digital component equipment is its price-
to-performance* ratio. These products were
designed to make digital component quality
available to a wide range of industry users at
a cost comparable to current analog compo-
nent systems — and a value comparable to
high-end production systems.

Sony has accomplished this not through
compromise, but through innovative use of
today’s technology. Each system component
has the features you've come to expect. For
example, the Digital Betacam VTRs come
complete with built-in standard analog inter-
faces and video/audio pre-read. They also
utilize Coefficient Recording — our unique,
cost-effective implementation of Bit Rate
Reduction technology. And every component
has Sertal Digital Interface, which makes
installing your system both simple and
economical by using a single coaxial cable.
Furthermore, we offer you the flexibility
to build a system at your own pace — all
at once or piece by piece. All in all, making
the transition to digital component without
abandoning your current investment, is now
an affordable reality.

Superior quality. Compatibility. Afford-
ability. In a full line of digital component
products that put the future of television
within easy reach. Today.

For details and more information, call
[-800-635-SONY, ext. 2200.

INNOVATION AT WORK.

*Based on manufacturer’s suggested retail price.

Sony, Betacam, Betacam SP and the Digital Betacam logo are
trademarks of Sony.
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Arts & Entertainment to make history

Network officially unveils History TV Network, expected to launch by next year

By Rich Brown

rts & Entertainment Network

plans to make its first move into
new network territory by next
year with the launch of History TV
Network (H-TV), a 24-hour service
featuring history-related documenta-
ries, dramas, miniseries and movies.

The launch of H-TV will rely in part
on the track record of A&E, the 19-
year-old network now available in
about 56 million homes. Despite a
tough environment for launching news
services, H-TV is expected to be in the
black within 36 months on the air,
according to Nickolas Davatzes, presi-
dent and CEO, A&E Networks.

**Qur reputation is going to hold us
in good stead,’’ said Davatzes. **One
of the things A&E is known for is its
ability to meet all its commitments.
We've been talking with operators for
a year, and the concept of a flexible
basic is very attractive to them.”’

The term ‘‘flexible basic’’ means
operators will be given flexibility in
packaging the new service, said Da-
vatzes. But he added that operators
will not be able to sell the service a la
carte or pick up the channel part-time.

As planned, programing for the new
channel will be 20% original, 45%
acquired and 35% from the A&E li-
brary. All programing on the channel
will be exclusive and will not include
any programing being used by A&E.
H-TV is designed to have a different
look from A&E, which in recent
months has significantly boosted its
original drama budget. The targeted
age group for the new channel is 25-

As for staffing, Dan Davids, A&E
senior VP, marketing, has been ap-
pointed senior VP and general manag-
er of H-TV; Charlie Maday, A&E VP
of historical programing, is chief pro-

Ty
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Rolling out H-TV are (I-r) Dan Davids, Charlie Maday and Nickolas Davatzes

gram executive. In describing the po-
tential for the new channel, Davids
pointed to the success of historical TV
shows and movies including Lone-
some Dove, JFK, Dances with Wolves
and The Civil War.

Maday said it will probably be a
year before programing for the chan-
nel is in place. But he did introduce an
eight-minute presentation tape featur-
ing a number of programing concepts:
a live call-in format, Eyewitness, with
personal eyewitness accounts of his-
torical events; History Sunday, a
three-hour Sunday night block includ-
ing some of the network’s strongest
original programing; History Alive,
profiles in American history; Land-
marks, reenactments at historic sites;
Year by Year, War Chronicles; Civil
War in Action,; Those Who Dared,
Timewatch, featuring footage from the
BBC archives, and Movies in Time,
featuring classic theatrical titles—such

as “‘Gandhi>’—with a host who talks
about the historic events featured in
those movies. H-TV executives said
the channel will place an emphasis on
United States history.

In preparation for H-TV’s launch,
A&E has already purchased a docu-
mentary library from Lou Reda Pro-
ductions and has bought long-term
rights to a substantial archive of docu-
mentaries from Hearst Entertainment,
one of A&E’s parent companies.

Davatzes would not provide start-up
costs for H-TV but said he was hope-
ful the price would not be as high as
the estimated $100 mitlion USA Net-
works has spent to debut the Sci-Fi
Channel. Asked about the potential for
H-TV overseas, Davatzes said A&E
has some program partners interested
in joint-venturing abroad.

H-TV is scheduled to debut in the
United States in the fall of 1994 or
earlier. .
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NO ONE DOES MORE
TO HELP YOU CULTIVATE




USA HAS THE TOOLS YOU
NEED TO TURN PROSPECTS
LIKE PIKE’S NURSERIES INTO
THRIVING CABLE AD SALES.

Today, some of cable’s healthiest
growth is in local ad sales. Thats why
smart cable operators are planting the
idea of local cable advertising among all
kinds of local businesses, from car
dealers to nurseries.

The USA Network local ad sales
program has the help you need to make
your sales flourish. It not only helps
you sell USA avails. It helps you sell all
cable networks.

We provide a Local Ad Sales Kit
that contains programming research,
sales tips, co-op information, and an
Advance Sales Planning Guide with
timely strategies for selling specific
types of businesses. We offer some of the
industry’s most respected training
seminars. And our USA Spotline
(212/408-9196, 9-5 ET weekdays) has
built a reputation for helping local ad
sales reps get answers they need to sell
more eftectively

We're here 1o help. Call the USA

® Spotline or
contact your
USA repre-

sentative

NETWORK ..y

We Keep Building A Better Basic
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NBC not for sale, says Chairman Welch

At reception for incoming news head, GE chairman reassures network staffers

By Steve McClellan

s etting aside GE's no-comment
policy on sale rumors, company

chairman Jack Welch told NBC

News employes last week that NBC

was *‘not for sale.”’

Welch was in New York to cheer
the news troops and lay down the wel-
come mat for news division president
Andrew Lack, named to the post two
weeks ago.

*'GE likes NBC,'" Welch told the
news employes, who gathered for the
meeting at the Saturdav Night Live
studio in the GE Building in New
York. **NBC is not for sale. GE wants
to be a part of NBC.""

Welch sought to assure the news
employes that GE supported the news
division and the network and that he

saw the Dareline debacle as a *‘lapse |

of judgment. We've had lapses in
Jjudgment in all kinds of businesses’
at GE, he said. “‘It’s over. It's behind
us. We are behind [the network] total-
ly."”

After the meeting with NBC News
staffers, Lack and NBC President Bob
Wright met with reporters. Welch did

g}

At a reception for incoming news chief Andrew Lack, GE Chairman Jack
Welch reassured the ranks that “NBC is not for sale.” Recalling the ‘Date-
line' incident that torpedoed morale at the network’s news division, he said:
We've all had lapses in judgment...It'’s over. It's behind us.”

not attend. When asked about the ap-
parent violation of its no-comment
policy, Wright said a decision was
made to set it aside because NBC had
been “*hurt by it. It created the image

B
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that GE wasn't supporting the net-
work™’ because of the constantly ru-
mored impending sale. ‘‘lIt was a
question of balancing’ the no-com-
ment policy with the image problem,
said Wright.

Rumors of the sale of NBC have
been floating around since 1991, when
the FCC first made slight modifica-
tions in the financial interest and syn-
dication rules, and when it also be-
came clear that the network was
headed for rocky times both in terms
of program ratings and ad sales.

Still, there were those last week
who questioned whether Welch's
comments had any meaning at all—
beyond an attempt to get the media to
stop speculating about a possible sale.
As media analyst John Tinker told the
New York Times last week: *‘lack
Welch said NBC isn't for sale—today.
That doesn’t mean he won't listen to
an offer tomorrow.”’

Others observed that the FCC's re-
cent fin-syn ruling forces GE to look
at NBC’s potential in a new light.
While NBC complains the commis-
sion still didn’t go far enough, the
likelihood is those rules will disappear
altogether in the foreseeable future,
giving the networks several new reve-
nue and profit streams. ]

J
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Columbus {/"' /

< Baltimore

Congratulations to the Sinclair Broadcast Group
on signing for the Arbitron Demographic
Meter and Media Information Services.

P WBFF Baltimore — Arbitron Demographic Meter Information Services;
¥~ Scarborough Consumer, Media and Retail Report and MediaWatch®

Commercial Monitoring.

% WPGH-TV and WPTT-TV Pittsburgh — Arbitron Demographic Meter
Information Services; Scarborough Consumer, Media and Retail
Report and MediaWatch Commercial Monitoring.

)./ WTTE Columbus — Arbitron Diary TV Services; Scarborough
Consumer, Media and Retail Report and MediaWatch Commercial

Monitoring.

Our heartfelt thanks to David Smith, president, Sinclair Broadcast Group. We know
your insight will show satisfying gains on your group’s bottom line. We'll see you at
the LocalMotion seminars.

MediaWatch® is a registered trademark of The Arbitron Company

ARBITRGIN



PROGRAMING

Cable’s new food for thought

Providence Journal backs Television Food Network basic channel

By Rich Brown
rovidence Journal Company and
its: MSO subsidiary Colony

I Communications have set a

to-day operations of the channel.
*“The food and packaged goods cat-
egory is the strongest advertising cate-
gory there is,”” said Schonfeld. He
said local operators will be able to use

Nov. 22 debut for Television Food
Network (TVFN), a new basic cable
network that will seek to attract opera-
tors by offering 10 years of free car-
riage and an add-on set-top device that
will enable viewers to receive mer-
chandise coupons at home.

The 24-hour network 1s expected to |
carry start-up costs of $50 million-360
million and will break even during the
fourth year of operation, according to
Reese Schonfeld, president of Paceset-
ter Communications, the New York-

e

TV
FOOD
NETWORK

their three minutes of advertising time |
on the network to sell ads to area
supermarkets, which he characterized
as ‘“‘the last of the regional business-

One key way by which the network
hopes to launch in a difficult environ-

ment is to offer TVFN free for 10

years to cable system operators who
agree to make it available to more than
80% of their audience. Another is by
offering a two-way set-top device that
would enable the network to dispense
merchandise coupons directly to view-
ers’ homes. TVEN is currently patent-
ing the technology, which would be
available to viewers at a low addition-
al monthly charge.

TVFN programing will be struc-
tured on an eight-hour wheel that has
six hours of original programing and
two hours of ‘‘Cooking Classics™’
with various TV chefs, including

based company that is managing day- | es. | Dione Lucas and Jacques Pepin. Orig-
= = s N
Nielsen Cassandra Report Highlights
Show Title Feb. 93  Feb. 93  Feb. 92 | Show Title Feb. 93 Feb. 93 Feb. 92
H.H. A 1849 H.H. H.H. A 18-49 H.H.
First-run action-drama hours (top 10) Games (top 5)
. Star Trek: TNG 13.3/14 124 11.8/13 | Whee! of Fortune 18.0/28 6.7 17.5/28
~ Star Trek: DSN 11.7/12 10.8 - na | Jeopardy! 14.6/26 6.0 14.5/25
Untouchables 5.8/6 3.6 na | You Bet Your Life 4.6/11 2.0 na
Baywatch 4.4/10 2.9 4.3/9 | Family Feud 4.3/110 2.0 5212
Kung Fu: TLC 3.9/8 29 na | Love Connection 2.9/8 1.5 3.6/10
Time Trax 3.5/7 2.7 na
Street Justice 3.5/6 2.1 4.2 /6 g
Renegade 3417 54 i : Taik (top 10) Feb. 93 women 18-49
Highlander 2.9/6 2.2 - na | Oprah Winfrey 12.8/33 9.4 12.9/34
Catwalk 2.4/5 1.4 na | Donahue 6.5/20 35 7.2/23
) ) Sally Jessy Raphael 6.2/18 3.7 6.8/24
Sitcom series (top 5)* Live w. Regis & 5.9/22 3.4 5.1/20
Kathie Lee
Recange 7714 5:9 3| Maury Povich 5.0/16 27 4815
Full House 7.1/13 3.2 7113 g
Geraldo 47114 2.8 4.5/15
Cheers 6.6/13 49 7.114 Monte! Willi 3.9/12 o6 3.5/12
Married w Child. 6.5/13 50 6.813 | o oS : : :
Golden Girls 5.7/12 28 7215 Vicky! 3.4113 21 na
: i . Jenny Jones 3.1/11 2.2 2.4/9
Magazines (top 4) Rush Limbaugh 3.112 1.4 na
Ent. Tonight 9.6/15 5.4 9.8/16 Children’s first-run animated strips (top 5)*
Inside Edition 8.0/117 3.9 8.0117
Hard Copy 7.1/14 37 6815 g S e oE
Current Affair 6.6/13 3.4 8.8/14 ' [
Goof Troop 9.3 na
~ Source: Nielsen Media Research. Househoid numbers include rating _l?alrk._\gm_g Duck 71 9.9
_and share; demographics, fating only. *The Cassandra Report does a_e : pin 6.1 8.6
not include the ratings for Fox Children's Network weekday programs, | Chip ’'n’ Dale 49 7.5
three of which scored in the top-5 among all first-run weekday animat- Dennis 4.6 50
ed strips (chld. 2-11) according to the Nielsen market books: Safman F i
(9.6)..Tiny Toon Adventures (3.3) and Tom & Jerry Kids (7.1/31).
i = ]|
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1593 Vv I AllAghts tesered

the trick was to keep news feeds
to the broadcasters high and dry.

Vivx cleared the way with
picture-perfect backhaul.

When Hurricane Andrew blasted ashore,
high winds and rain knacked out virtually
all communication links in South Florida
and made news transmission by satellite
nearly impossible. That's when Fox, ABC
and CNN called Viwx. They knew that even
in an emergency. our fiber-optic television
transmission System s a perfect complement
to satellite news transmission.

Nothing handles paint-to-point
transmission as quickly and conveniently
as the Vivx system. And once you're
connected to it, you can access the system
with a single phone call, transmitting a

broadcast-quality picture in total
security — at a rate that's competitive
with satellite transmission.

Wvx frees up one of your

most valuable assets.

For most stations, the satellite truck is the
only way to get a signal back to the
network or to another station. And while
the truck’s tied up transmitting backhaul,
it can't cover anything else that might be
breaking in your market.

With'a connection tc the Wwx
fiber-optic system, you can send point-

When Andrew hit,

to-point or point-to-multipoint
transmissions to any other city o cities
on the system. Meanwhile, your
satellite truckis freed up for other news
assignments.

Find out about getting
connected today.

If you'd like to know more about Viwx
and how we can help you maximize your
news-gathering assets, call 1-800-324-
8686 for our brochure and Decision Kit.
Find out for yourself how to get
connected to our system and how Vwx
can significantly enhance your news
department’s capabilities,

So call Vv today. Because in
the news business, it's never too soon to
establish reliable connections.

Vywx. Inc.
Tulsa Union Depot
East First Street
Suite 200
Tulsa, Olahoma 74103




PROGRAMING

Pacesetter President Reese Schonféld

inal programing will include a nightly
prime time celebrity interview series
hosted by Robin Leach; call-in shows
covering food, family and lifestyles;
an hour of foed news and views with
chefs, gourmets and industry leaders;
How to Feed Your Family on $75 a
Week, Food in a Flash, and food prep-
aration and presentation by interna-

4 &
Prime time series host Robin Leach

tionally renowned chefs. Much of the
original programing will be done in
studios at TVFN’s New York head-
quarters. The eight-hour wheel will be
repeated twice daily.

The new network is targeting fe-
male viewers. Schonfeld said research
of weekend cooking shows on PBS
stations around the country indicates

~ April, 1993
FILED
THE TIMES MIRROR COMPANY

has, subject jo FCC-approval,
agreed to sell the assets of

KTVI-TV

St. Louis, Missouri

to

and

WVIM-TV

Birmingham, Alabama

ARGYLE TELEVISION HOLDINGS, INC,

The undersigned is representing the buyer jn th's transaction

&

COMMUNICATIONS
EQUITY
_ASSOCIATES
375 Park Avenue, Suite 3808, New York, NY 10152 (212)319-1968

101 E. Kennedy Blvd., Suite 3300, Tampa, FL 33602 (813)222-8844
TAMPA ® NEW YORK @ PHILADELPHIA ® LONDON ® MUNICH ® PRAGUE

This notice appears as a matter of recor.] only.
CEA and CEA. Inc. are members of the National Association of Securities Dealers; Inc

and their professional associates

registered with the NASD. Member SIPC.

cooking shows are watched by an au-
dience that is 59% female and 41%
male. He said even more encouraging
research by Procter & Gamble finds
that audiences for cooking shows tend
to be about 70% female.

TVFN expects to have more than 2
million subscribers at launch and
about 5 million by the end of its first
year of operation. said Schonfeld. He
brushed aside other programers that
have expressed interest in developing
food-oriented cable networks.
“*You've got to have a platform on
which to launch, and The Providence
Journal Company is a platform," said
Schonfeld.

The Providence Journal Company
owns nine TV stations. several news-
papers and Colony Communications.
an MSO serving about 760,000 sub-
scribers. ]

CPTD says
Ricki Lake
target is not
just teens

| By Mike Freeman

olumbia Pictures Television Dis-
tribution has reaffirmed its pro-
duction commitment to its up-

C

t coming Ricki Lake talk show strip. set

for first-run syndication next season,
with station sales in 84 markets—in-
cluding 25 of the top-30 markets—
representing 70% U.S. coverage.

At a press briefing last week, CPTD

| worked to dispel what it called *‘mis-

conceptions’” about Ricki’s target de-
mos and format.

Although several major station rep
firms have tabbed Ricki as a younger-
skewing teen vehicle geared largely
toward independents, CPTD President
Barry Thurston and Ed Wilson, senior
VP, syndication, said the 4-6 p.m.
“‘transitional’” vehicle is also being
targeted to the 18-34 and 18-49 adult
demographics, of major appeal to af-
filidgtes. In fact, Wilson estimated that

| of the 84 markets sold, 50% are non-
i Fox affiliate stations and 25% are Fox-
| affiliated stations.

1
]
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Last January, top market indepen-
dents wwOR-TV New York, KCOP(TV)
Los Angeles and wpwR-TV led off the
clearance list. but sales to KRON-TV
San Francisco, KXAS-Tv Dallas, Kyw-
Tv Philadelphia, WBZ-Tv, KDKA-TV
Pittsburgh, wkBD-Tv Detroit, WFLA-
Tv Tampa, KDNL-TV St. Louis, KCRA-

Tv Sacramento and KDVR-TV Denver
indicate there is a stronger mix of af-
filiates in the top 20 markets.

CPTD also confirmed the naming of
Gail Steinberg as co-executive produc-
er, teaming up with executive produc-
er Garth Ancier.

Bob Cook, CPTD’s senior vice

president of marketing, said that Steve
Sohmer (who worked on the promo-
tional campaigns for Columbia's off-
network launches of Married.. with
Children and Designing Women) and
Broyle & Associates have been re-
tained to handle Ricki’s on-air and
print promotional efforts. L

BBC Worid Serwce TV looks west

By Meredith Amdur

B BC World Service Television
has embarked on the first com-
mercial trans-Atlantic use of
digital compression as it expands its
North American lease on Intelsat from
one transponder to four.

Beyond setting a technical broad-
cast landmark, the BBC’s 24-hour
news and information channel’s extra
capacity could propel the British news
service into the North and South
American markets, fulfilling its aim to
achieve global availability. A wholly
owned subsidiary of the British Broad-
casting Corp., BBC World Service
Television is a self-funded, commer-
cial operation.

The BBC has been transmitting its
signal from the UK via the Intelsat
satellite located at 307 degrees East to
Toronto as part of its venture with the
Canadian Broadcasting Corp. The
BBC’s recent agreement with Canadi-
an communications company Tele-
globe and Los Angeles’s IDB Com-
munications will transmit four video
channels and up to 16 audio channels
through the single transponder. The
service will utilize General Instru-
ments’ DigiCypher equipment.

According to Jeff Hazell, BBC
World Service Television’s director of
sales and distribution, the move to
digital compression could ultimately
pave the BBC’s way into the U.S.
multichannel market. Since the BBC
brought its venerable 60-year-old
World Service Radio program onto the
TV airwaves in 1991, the service has
penetrated vast areas of Europe, Asia.
Africa and the Middle East.

**Our mission is to be fully global
by the end of 1993 using various joint
venture partners,’’ Hazell says.

Moving into the forefront of the in-
ternational satellite television market,
BBC World Service Television cur-
rently transmits several versions of its
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24-hour news and information service
across Europe, Asia and Africa. Each
of the separate feeds is tailored to the
interests of its regional partner.

In Asia, BBC World Service TV
claims a reach of at least 9 million
homes via the Star TV satellite pack-
age delivered on AsiaSatl. The pro-
gram has been a particular success in
India. Its European service, which of-
fers more of a general entertainment
lineup, is primarily a cable pay offer-
ing, delivered by the less powerful
Intelsat satellite. A Japanese version
of the service, in association with trad-
ing company Nissha Iwai, is due to

launch by the end of the year.

World Service Television is also be-
ginning to give Turner’s CNN Interna-
tional a run for its money in several
territories. World Service’s expanded
news offerings spurred CNNI to dou-
ble the programing budget for its inter-
national feed. By next year, all of
CNNI's programing will be indepen-
dent of the domestic channel.

“In the U.S. market, we may never
compete with CNN, but we can offer
an alternative,”’ Hazell says. ‘*Unlike
CNN'’s domestic roots, our pedigree is
that we have no home base and pro-
gram with a consistently internationa!
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agenda.”

The competition for news services
is heating up in Europe, where various
national channels are threatening to
cut both CNNI's and the BBC's audi-
ence shares. But as the world demand
for TV entertainment and news ex-
pands, the BBC is confident that its
strong reporting capabilities and inter-
national partnerships provide the most
cost-effective way to reach worldwide
audiences. Beyond new territories
such as Australasia, the busy Ameri-
can multichannel marketplace would
prove to be the BBC's biggest chal-
lenge yet.

In keeping with its joint-venture |

philosophy, BBC will examine the

Errata |

April 12 story on “off-Fox" syndi- !
cation launch of Cops incorrectly
reported Fox Broadcasting Co.'s
first-run airings are Friday eve-
nings. Show double runs on Sat-
urdays at 8-9 p.m. (ETPT).

possibility of an American launch with
a number of different broadcasters or
other trading groups. ‘‘Compression
gives us the ability to land in the
U.S.,”” Hazell says, adding that the
channel would take a flexible ap-
proach in programing any Nerth or
South American service. The Intelsat

footprint covers the whole U.S. and
into Mexico but is not suitable for
cable redistribution. Hazell stresses
that discussions with new satellite op-
erators or possible American partners
are still in the very early stages.
Hughes's DirecTv and other would-
be U.S. direct-broadcast satellite ven-
tures could provide a BBC World Ser-
vice with an ideal platform to garner a
formidable niche audience, while the
increasing fragmentation of the cable
industry makes a strategic entry into
the U.S. market almost inevitable.
The BBC says it will consider moving
to a more powerful satellite over the
next few years to give consumers easi-
er access. =

Broadcast pitch

In an unusual twist. ABC affiliate
KOVR(TV} Sacramento, Calif., and
arca independent station KSCH-TV
are airing a 30-minute infomercial
about cable programing paid for by
local cable operators. Ironically, the
ABC network does not accept
advertising from basic cable
programers.

The infomercial features
premium and basic channel
programing clips with an
acquisition offer to entice TV viewers
who have never subscribed to
cable. Local cable operators behind
the cooperative effort include
Scripps-Howard, Continental, Jones,
Sonic and Post Newsweek. Those
operators are paying for the
infomercial with help from
premium program services featured
in the ad.

The local cable operators initially
found closed doors at the stations but
were able to renegotiate and have
been airing the infomercial for three
weeks. according to Brian Gruber.
director of marketing for the 206,000-
subscriber Scripps-Howard system.
Gruber said the systems are doing
post-production work on the
infomercial to make it an even harder
sell on the benefits and features of
cable TV.

Viacom buys software firm

Viacom International has agreed to
acquire Chicago-based software
development company I[COM

L

Simulations, a privately held company
that develops and publishes

software for a variety of platforms,
including CD-ROM and cartridge-
based video games. The company will
be a division of Viacom New

Media and will look to capitalize on
brand identities developed by other
Viacom properties MTV and
Nickelodeon.

Country countdown

VH-1 on April 23 will launch a new
country music-based series, VH- 1
Country Countdown, a weekly
show highiighting top country music
videos. Country music recording
artist Lyle Lovett will host the first
two episodes of the series, which
will air Fridays at 4 p.m. and
Saturdays at 9 p.m. (ET).

Family moves into UK

International Family

Entertainment, parent company of The
Family Channel in the U.S., has
received approval of a license
application for the launch of a UK
version of the network. Programing
has not yet been dectded for the
channel, but it will have a *‘decidedly
British flavour,” according to an

[FE statement. The company has

access to 2,000 hours of acquired
programing through the IFE-owned
UK-based TVS Entertainment and
U.S.-based MTM Entertainment
libraries as well as other Family
Channel library shows. IFE will also
feature new original programing
made specifically for UK audiences at

its newly acquired Maidstone
production facility in southeast
England. The network will launch
this fall and will be available to more
than 22 million TV households in
the UK via an Astra transponder.

G.l. deal

General Instrument Corporation
and PanAmSat have signed an
agreement for use of GI's
DigiCipher digital compression
system on the PanAmSat satellite
system for delivery of programing
throughout Latin America. The
deal marks the first full-time
commercial application of the
DigiCipher system for multinational
distribution of programing .

Separately, General Instrument
has announced changes in the
VideoCipher division’s
organizational structure. Vice
President Jim Shelton has been
assigned responsibility for North
American consumer products; Vice
President Ben Cappa will oversee
Asian and South Pacific regions:
there will be new business units for
Latin America and Private
Networks; the division’s Product Line
Management has been divided into
two areas: receiver products, overseen
by Rick Segil, and encoders,
software and security equipment,
overseen by Dick Armstrong; Vice
President Esther Rodriguez will take
on added responsibility of studio
and customer relations in business
development.
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GE-1: THE FUTURE
OF SATELLITE
COMMUNICATIONS

JUST ASK OUR CUSTOMERS

“We needed to maintain our existing ground equipment and still have

the flexibility of introducing new technology, such as digital
compression, as it develops. GE Americom gave us a creative, cost-

effective solution: GE-1 with 36 MHz Ku-band.”

Randy Falco, President, Broadcast and Network Operations, NBC

GE American Communications

INNOVATIVE

o First US. 36 MHz
Ku-band

Cost- effective bridge
to compression
technology

Shaped reflectors for
optimum coverage

TECHNICALLY
ADVANCED

* 60W Ku-band

o 15-18W variable
C-band

o 15-year service life

RELIABLE

e Improved redundancy
an mission critical
components

36 for 24 Ku-band;
32 for 24 C-band
transponder sparing

Ground spare
launch protection

Service begins first quarter ‘96.
Call (609) 987-4187
for more details.

GE AMERICOM.
A HIGHER LEVEL
OF COMMUNICATION.




weekly to a strip.

The company is also testing a new
magazine show in a venture with New
York 1, Time Wamer’s 24-hour news
channel serving New York. Test epi-
sodes of the show, Taking Sides, will
air in the next two weeks.

Broadcast: New York, a weekly re-
gional newsmagazine, debuted in
1990 on WNYT(TV) Albany, and is cur-

By Steve McClellan

B roadcast News Networks, the
Saratoga Springs, New York-
based producer of regional
newscasts in New York and New En-
gland, is talking with several syndica-
tors about the feasibility of producing
regional versions of the program na-
tionwide and expanding it from a

NCI IS PROUD TO
CONGRATULATE ITS
PLATINUM EAGLE AWARD
RECIPIENTS FOR
QUTSTANDING SALES

| F ¥ YN NWEY Y

PERFORMANCE

Congratulations

also to the

foliowing
Gold, Silver and

Bronze Eagle Award

Erbwry fpnbery, WATE-TY, Rooukls Iﬁ

recipients:

Carl Archacki, WRIC-TV, Richmond, VA, Gold, Catherine Baker, WRIC-TV, Richmond, VA, Silver, Shaun Bryne, WNCI-FM,
Columbus, OH, Sitver; Hella Buchheim, KITN-TV, Minneapolis, MN, Silver, Gall Flaherty, WPOC-FM, Baitimore, MD, Goig:
Mary Garlington, WPOC-FM, Baltimore, MD, Silver, Jan Jenkins, KDMX-FM, Dallas, TX, Goid; Adam King, KITN-TV,
Minneapalis, MN, Silver; Joe Laux, KITN-TV, Minneapotis, MN, Silver, Tonglla Manly, WRIC-TV, Richmond, VA, Bronze;
Katle Milam, WNCI-FM, Columbus, OH, Bronze; Rick Morein, WBAY-TV, Green Bay, W1, Gold: Rogan Oliver, WATE-TV,
Knoxville, TN, Sifver; Terryl Ollver, WATE-TV, Knoxville, TN, Siiver, Laura Parks, WPOC-FM, Baltimore, MD, Silver;

Gordon Pirie, KNCI, Sacramento, CA, Bronze; Rick Poggenburg, WBAY-TV, Green Bay, WI, Bronze; Llsa Ryce, WPOC-FM,
Baltimore, MD, Goid; Van Sarantls, KNC, Sacramento, CA, Bronze; Jay Schraff, WGAR-FM, Cleveland, OH, Goid:

Jon Schwartz, KDMX-FM, Dallas, TX, Silver; Denice Seley, KDMX-FM, Dallas, TX, Goid:
Bob Slegel, KITN-TV, Minneapolis, MN, Bronzs; Rocki Solis, KNCI-FM, Sacramento, CA,
Bronze; Kathy Spencer, WGAR, Cleveland, OH, Bronze; John Steln, WPOC-FM,
Baltimors, MD, Bronze; Steve Sullivan, KDMX-FM, Dallas, TX, Siiver; Ed Timek,
KITN-TV, Minneapolis, MN, Bronze; Cindy Voinovich, WGAR-FM, Cleveland, OH,

Gold; Pat Wilson, WATE-TV, Knoxville, TN, Silver; Scott Wood, WATE-TV,

Knoxville, TN, Bronze.

Nationwide Communications Inc.

ONLY THE BEST PEOPLE
g
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Regional BNN eyes national news reach

rently seen on 12 stations throughout
New York state. Last fall, BNN,
founded and managed by President
Steven Rosenbaum, tested a New En-
gland version of the program on nine
stations. Satisfied with the results,
BNN made the program a weekly se-
ries in January. .

In February 1993, the program
showed year-to-year double-digit rat-
ings growth in several New York mar-
kets where it airs, including on Via-
com-owned WNYT(TV). The show goes
head-to-head there with the Saturday
edition of World News Tonight at 6:30
p.m. and ties it in the key demograph-
ics. On WBZ-TV Boston the show won
its time period at 10 a.m. with a 5
rating and a 15 share.

According to Rosenbaum, BNN is
talking with Viacom about doing a St.
Louis edition of the magazine program
on KMOV-TV there, which could air as
early as June. Other potential expan-
sion test markets include Philadelphia,
Washington and Baltimore.

*‘We’re talking with syndicators
and exploring whether there is a mar-
ket for a national magazine produced
in regional editions,” said Rosen-
baum. In addition to Viacom, the
company is talking with Cox and Co-
nus about possible alliances. The Co-
nus talks have focused on a deal that
would give BNN access to the vast
library of Conus material, enabling
BNN to expand to a daily broadcast.

Conus Vice President Steve Blum
confirmed the talks, which he charac-
terized as ‘‘exploratory discussions,’’
without further elaboration. KMOV-
TV’s news director, Gary Whitaker,
declined to discuss whether the station
was discussing a venture with BNN,
for ‘‘competitive reasons.’’

But Whitaker knows Rosenbaum
and BNN from his days competing
against wWNYT at CBS affiliate WRGB
Albany. *‘l admire what he’s done,”’
said Whitaker. ‘At a time when every
trend is toward more localization in
news, he went the other way and hit a
niche as a regional newscast."’

A separate program project in the
works is a magazine of a different sort
called Taking Sides. A venture with
Time Warner’s New York 1, the sin-
gle -topic format starts with a setup
piece, followed by call-in and live au-
dience participation. =
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HIT MOVIES AND A USER-FRIENDLY,
“MOVIE-OF-THE-WEEK MULTIPLEX” PAY-PER-VIEW
FORMAT WILL MAKE YOUR PPV BUY RATES EXPLODE!

Warner Bros. congratulates Time Warner Cable of New York City for

achieving a 10% buy rate* with LETHAL WEAPON 3 on its "continuous (¢
hits multiplex" {13% in the QUICS impulse system). "Moyie-of-the-Week \
Multiplex" - the Lethal Weapon for dramatically improving buy rates.

¥BQ) Division - 386,400 subscribers and 100% addressable base. WARNER BROS. PAY-TV




Fox signs
movie deals

Adds titles to cut down
on repeat plays

By Steve Coe

repetition of movies that has

plagued Fox Night at the Movies,
Fox signed a number of deals with
studios last week for rights to theatri-
cal movies to air on the network. The
network announced acquisition deals
with Universal, Twentieth Century
Fox and New Line, with four titles
from the Universal contract set to by-
pass cable and air on Fox directly from
their home video run. Fox Night at the
Moavies will make its weekly debut on
Monday, June 21.

*‘Fox Broadcasting Company is ag-
gressively seeking out movies that ap-
peal to the Fox audience, both the
young urban adults who have made up
our core viewership and the slightly
older adults we are aiming to attract in
greater numbers,’’ said Rick Bieber,
president, Fox West Pictures.

The movies acquired from Univer-
sal that will have their television de-
buts on Fox: ‘‘Beethoven,”’ starring
Charles Grodin; ‘‘Stop or My Mom
Will Shoot,’’ starring Sylvester Stal-
lone; “‘The Babe,” starring John
Goodman, and ‘‘Mr. Baseball,”’ star-
ring Tom Selleck.

Fox Broadcasting’s deal with Twen-
tieth Century Fox includes *‘The Fab-
ulous Baker Boys’’ and **‘Nuns on the
Run.”’ The deal also gives Fox Broad-
casting access to some of Twentieth
Century Fox’s biggest movies of the
past two years, with those titles to be
announced later,

Two of the New Line releases that
will air on Fox are *‘Drop Dead
Fred,”’ starring Phoebe Cates, and
““Teenage Mutant Ninja Turtles 11.”

Among the first films expected to
air are ‘‘Downtown,”’ starring Forrest

I n a move designed to eliminate the

Whitaker, ‘‘Nuns on the Run,”’
““Short Time,”" “‘Drop Dead Fred,”’
“‘Point Break,”” ‘‘House Party II,”

*‘Iron Eagle’’ and **Unlawful Entry.”

The acquisition of the theatricals
complements the made-for-television
movies produced by Fox West Pic-
tures, which will be mixed with the
theatricals. |

PROGRAMING

sources based on Nielsen Media Research.

The following are the top 40 basic cable
programs, ranked by total number of
households tuning in. Ratings are based on each network's total coverage
households at the time of the program. Data are supplied by outside

HHs. Rtg. Program Time (ET) Network |
(000}
1. 1,956 3.2 RedDawn (movie) Sun. 10:30a-1p TBS
2. 1,888 3.0 MLB (Reds v. Cardinals) Sun. 8-11p ESPN
3. 1,841 30 MLB (Braves v. Dodgers) Sat. 7-10:15p TBS
4. 1,817 3.0 Murder, She Wrote Mon. 8-9p USA
5. 1,780 29 MLB (Braves v. Dodgers) Thu. 7:30-10:45p TBS
6. 1693 2.9 Rugrats Sun. 10:30-11a NICK
7. 1,689 2.8 Murder She Wrote Fri. 8-9p USA
8. 1,665 28 Ren& Stimpy Sun. 11-11:30a NICK
9. 1,618 27 MLB (Braves v. Dodgers) Sun. 1-4:15p TBS
10. 1,615 27 Murder, She Wrote Tue. 8-9p USA
11. 1,580 2.7 Ren & Stimpy Sat. 9-9:30p NICK
12. 1,514 25 The Masters Fri. 4-6p USA
13. 1,498 2.5 Under Siege (Pt. 2) (movie) Mon. 9:30-11p  TBS I
14. 1,462 24 Under Siege (Pt. 1) (movie) Mon. 8-9:30p TBS
15. 1,438 2.4 Monday Night Raw Mon. 9-10p USA |
16. 1,434 2.4 Smokey and the Bandit Il (movie)é}‘g Wed. 8-10:15p  TBS
17. 1,427 2.4 Pro Boxing Tue. 9-11:15p USA
18. 1,407 2.4 Rugrats Sat. 7:30-8p NICK
19. 1,392 23 The Longest Yard (movie) Wed. 10:15p-12:45a TBS
20. 1,391 2.4 King of Kings {(movie) Sun. 2:30-6p TNT I
20. 1,391 23 MLB (Phillies v. Astros) Men. 7:30-10p ESPN
22. 1,388 2.4 Are You Afraid of the Dark? Sat. 9:30-10p NICK
23. 1,377 23 Silk Stalkings Sun. 11-12m USA
24. 1,356 22 The Masters Thu. 4-6p USA
25. 1,345 23 Doug Sat. 3:30-4p NICK
26. 1,334 23 Guts Sat. 6:30-7p NICK.
26. 1,334 2.3 The Statler Brothers Sat. 9-10p TNN
28. 1,330 2.2 Sportscenter Mon. 7-7:30p ESPN I
29. 1,304 2.2 Ben Hur (Pt. 2) (movie) Sun. 12-2:30p TNT
30. 1,296 21 Happy Days Sun. 10-10:30a TBS
31. 1,285 2.1 Sportscemter Mon. 11:30p-12:30a ESPN
32. 1,278 2.2 Doug Sun. 10-10:30a NICK
32. 1278 22 Doug Sat. 3-3:30p NICK
34. 1,247 21 Saved by the Bell Tue. 5-5:30p T8S 1
35. 1,241 21 Salute Shorts Sat. 5:30-6p NICK
36. 1,237 2.0 Right to Kill {movie) Sat. 4-6p TBS
37.- 1,230 2.0 Top Rank Thu. 9-11p ESPN
37. 1,230 2.0 World Championship Wrestiing Sat. 6-7p TBS
39. 1,229 2.1 You Can't Do That on Television Sat. 4-4:30p NICK
40.. 1,227 2.0 Jonny's Golden Quest (movie) Fri. 10-12n USA
—— — J
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PanAmSat

. GOES GLOBAL

Atlast! A global satellite system designed expressly
for the world’s video industry... the PanAmSat global .
satellite system. PanAmSat will cover the world for all
your communications needs... domestic and international
 video, voice and data’into dishes as small as 90 cm. The new
-Hughes HS 601 PanAmSat satellites will be the most advanced
and highest powered international satellites in the sky.
- Start making plans now to get on- -board
PanAmSat to cover the world

SATELLITE COVERAGE _ . v - - LAUNCH DATE
PAS-2 - Pacific Ocean Region -+~ Spring 1994 -

- PAS-3 Atlantic Ocean Region . Winter 1994/95 -
| Indian Ocean Region -Spring 1995

& PanAm! iR TRUTH AND TECHNOLOGY
m

Rl ey ) ?at . WILL TRIUMPH OVER

Free Enterprise in Space BULLSHIT AND BUREAUCRAGY

' i - b
ONI / PICKWICK PLAZA ¢ GREENWICH, CONNECTICUT 06830 ¢ USA « TELEPHONE 1/203/622/6664 . FAX’I[ZQ3/()22 /_9163
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I JIC R Hroadca prig A () 0] 10 DISE ap
ab 1¥e () 2 - 0 L
MONDAY 0.9 4.8 0 PROGRA
8:00 | 42. FBI: Untold Stor 10.2/1 34. Evening Shade 10.8/18| | 14. Fresh Prince 13.9/23
8:30 | 26. American Det. 11.7/19| | 43. Evening Shade 10.1/16 | | 19. Blossom 12.7/21
9:00
“an | 32. ABC Monday Night T SR BasiGtinl 8. NBC Monday Night
9:30 g ; Championship—North ! .
Movie—For Their Own Good Carolina vs. Michigan Movies—Diana: Her True
10:00 10.9/17| | 2 g g Story Pt. 2 15.6/24
10:30 22.2/34
TUESDAY e/ ‘
8:00| 25 Full House  13.7/24 1| o pescue: 911 11.9/21 94.Class of '96  3.6/6
. Rescue: . ; A ss of L
8:30| 22. Where ILve  12.1/21 f| 29 NBC Movie of the — L
Week—Miracle Child
9:00| 3. Roseanne 18.7/30 11.0/18
0/ 93. Tribeca 4.1/7
9:30| 12. Delta 14.7/23 | | 36. CBS Tuesday Movie—
10:00 Field of Dreams 10.6/18
1 56. Homefront 9.0/16 23. Dateline NBC 12.0/21
10:30
WEDNESDAY : 5/20 0/18 9.0/14
8:00 | 64. Wonder Years 8.4/15| | 36. How'd They Do That? 17. Unsolved Mysteries 43. Beverly Hills, 90210
8:30 | 73. Home Free 7.6/12 10.6/18 13.0/22 10.1/17
9:00 | 2. Home Improvit 19.3/3C| | 36. In the Heat of the Night | | 56. Crime & Punishment
9:30| 6. Coach 16.0,25 10.6/17 9.0/14 71. Melrose Place 7.8/12
10:00 . i
47. Sirens 9.5/17 15. 48 Hours 13.7/24 29. Law & Order 11.0/19
10:30
THURSDAY 44 8.0/14
9 . Wi . 5. The Si 5
8:00| 53 matiock 12.0/22| | 46. Top Cops 9.6/17 | |11 Wings Eve | [ T
8:30 50. Wings 9.3/16| | 56. Martin 9.0/16
. . 10. Ch 4 5 . ILC: 5
9:00 50. Commish 9.3/15| | 29, Street Stories 11.0/18 .eers A 8 = 0
9:30 ] 5. Seinfeld 16.2/27} | 88. Down the Shore 5.3/9
;ggg 10. Primetime Live 15.0/26| | 50. Picket Fences 9.3/16 19, L.A. Law 12.7/22
FRIDAY - 3 : 6.8
8:00 [ 27. Family Matters 11.1/22 | | 61. Golden Palace 8.5/17 | | 87. Secret Service 5.9/12 81. America’s Most Wanted
8:30 | 34. Step By Step 10.8/20 61. Major Dad 8.5/16 6.9/13
9:00| 41. Getting By  10.3/19 | | 68. Designing Wm_8.0/15| | g5 e movie of the | 81. Sightings 6.9/13
9:30 | 47. Where | Live 9.5/17 60. Good Advice 8.6/15 Week—Pink Cadillac . 84. Sightings 2 6.6/12
. . - 8.3/15 :
10:00 4. 20/20 16.9/30 73. Bodies of Evidence
10:30 7.6/13
SATURDAY 5 H 8.0
8:00 | 90. Young Indiana Jones 21. Dr. Quinn, Medicine 86. Almost Home 6.2/12 65. Cops 8.3/17
8:30 | Chronicles 4.9/9| | Woman 12.5/24| | 85, Nurses 6.4/121 | 49. Cops 2 9.4/18
9:00 50. League/Thr Own*9.3,/17 59. Empty Nest 8.7/16 81. Code 3 6.9/13
. 80. Brooklyn Bridge 7.0/13 50. Mad About You 9.3/17 77. 2 7.2/13
12'33 61. The Commish 8.5/16 pnHes 7R/ = LRt Cofle B e
5 72. Reasonable Doubts
69. Raven 7.9/15
10:30 / 7.7/15
SUNDAY 9.9/20 g 8 o
. 69. Am Fun Hm Video 7.9/18| | 95. Park i 3.4/8
7:00 . / 7.60 Minutes  15.7/34| | 95. 'l Fiy Away  3.4/7 e /
7:301 77. This Just In 7.2/15 1 91. Shaky Ground  4.4/9
. ' | 27. Evening Shade 11.1/21 1 67. In Livi .
8:00| 54 Day Orie 10.5/19 vening Shade /21| | 67. In Living Color 8.2/15
8:30 { 76. Roc 7.4/13
9:00 e ;9- !“BCT?‘“";ay ":"g';t 32. Married w,/Childn 10.9,/18
! 18. ABC Sunday Night 13. Sunday Movie— ovie—The Sound o n
9:30 | 1 ovie—Next of Kin Steel Magnolias  14.3/24| | Music 10.5/18 | | 50 Herman's Head 9.3/15
10:00 12.8/21 88. Flying Blind 5.3/9
10:30 91. The Edge 4.4/8
WEEK'S AVGS 11.2/19 11.8/20 10.4/18 7.0/12
SSN. TO DATE 12.4/20 13.4/22 11.0/18 7.7/12
RANKING/SHOW {PROGRAM RATING,/SHARE] *PREMIERE SOURCE: NIELSEN MEDIA RESEARCH YELLOW TINT.IS WINNER OF TIME SLOT |
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hen U.S. broadcasters needed to establish a direct link between

Somalia and the United States, they looked to COMSAT. We
offered our customers a direct, one-hop, cost-saving link when INTELSAT

tilted its satellite, located at 338.5 degrees East longitude. This move

! When the World Was Moved to Help,
' We Helped to Move a Satellite.

elongated the satellite’s Ku-band spot beam to reach Somalia, thus
providing direct transmissions via three 72 MHz transponders. Following
a successful test, every major network signed on to deliver the much-
needed news coverage. Whatever the need, COMSAT is dedicated to
providing the best service for our customers. Call our Broadcast Services

Department at 202 863-6796. Now, it’s your move.
& COMSAT

Wenrer St

COMSALT...Your Global Connection



NAB plays multimedia matchmaker

Broadcasters, computer manufacturers will see mutual benefits of digital technology;
hardware, software manufacturers among exhibitors; Apple’s John Sculley to keynote

By Sean Scully

y hosting Multimedia World,
the National Association of

Broadcasters is trying to achieve
a meeting of the minds between the
broadcasting and computer industries.

Multimedia World is a computer
exhibition within the annual broad-
casting conference in Las Vegas. The
idea, said NAB Executive Vice Presi-
dent John Abel, is to bring the former-
ly remote worlds of broadcasting and
computers into closer contact.

With the advent of digital technol-
ogy at television and radio stations,
computers have become an increasing-
ly important part of broadcasting. Un-
fortunately, Abel said, most broad-
casters know very little about
computers, and most computer manu-
facturers and programers know very
little about broadcasting.

The NAB believes that if broadcast-
ers can more effectively harness the
amazing new digital video, audio and
automation equipment being created
by the computer companies, the cost
of producing and delivering radio and
television can be cut drastically.
Moreover, Abel said, digital technol-
ogy opens the door for broadcasters to
get into other kinds of services, such
as delivering text information to view-
ers and listeners. In order to take ad-
vantage of those opportunities,
though, broadcasters need to under-
stand computers.

For example, several companies,
including computer giant Apple, are
developing portable communication
devices that would combine video, au-
dio, telephone, fax and text informa-
tion in a box about the size of a note-
book. Using digital transmission,
broadcasters could serve those porta-
ble communicators, Abel said, but
broadcasters first need to learn about

Multimedia World, a conference-within-a-conference at NAB
ed as a meeting of the minds between the broadcasting and computer industries.

the equipment, meet the computer
company executives and create a
working relationship with the comput-
er industry. Multimedia World is an
attempt to create a place for such con-
tacts.

“Wouldn’t it be a tragedy,”’ Abel
said, ‘‘if we got [into digital broad-
casting] and all we got out of it was
better  pictures—prettier  pictures?
We’'re not even sure consumers want
prettier pictures.’’

The danger, he said, is that broad-
casters could fritter away their advan-
tages. With a nationwide network of
transmitters, accessible to everyone in
the country, broadcasters are in a
unique position to be leaders in the
information age. Many broadcasters,
however, are ignorant of computer
technology.

‘93 in Las Vegas, Is intend-

Likewise, many computer compa-
nies are unaware of the broadcast ap-
plications of their new technologies.
By creating a computer trade show
within the broadcasters’ show, the
NAB may be able to lure the computer
manufacturers and programers into the
broadcasting world.

To help bring the two worlds to-
gether, the NAB has invited Apple
Computer Chairman John Sculley as
keynote speaker at this year’s conven-
tion. Sculley is one of those people,
Abel said, who has clearly seen how
computers and broadcasting are inter-
twined.

*‘He’s talked directly of the merger
of computers and television in his own
way,”” Abel said, ‘‘and he’s talked
about his own vision—when he looks
at a computer, he sees the possibility
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of video going in there.

“I'm not so sure that people who
look at the TV receiver see the possi-
bility of a computer going in there, but
it’s already happened.’’ he added.

With Sculley leading the list of
prominent computer-industry figures
attending Multimedia World, NAB
has high hopes for this year’s conven-
tion, Abel said. Also attending will be
Lucie Fjeldstad, vice president and
general manager for multimedia appli-
cations solutions, IBM, and Georgia
McCabe, director of worldwide com-
mercial CD imaging, Eastman Kodak.

Perhaps most exciting, Abel said, is
the number of exhibitors in the Multi-
media World trade show. There will
be nearly 100 booths on the floor.

“*From what we know right now,”
he said, **90% of the people in this are

Magazine presence

B ROADCASTING & CABLE staff
attending the NAB conven-
tion include Peggy Conion,
Don West, Larry Oliver, Harry
Jessell, Geoff Foisie, Kim
McAvoy, Peter Viles, Sean
Scully, Lewis Edge, Eric Trabb
and Winfield Boyer. The mag-
azine will also be represented
on the exhibit floor at booth
#17582/17682,

| new attendees to NAB.”’

Among those with booths at the
show are Apple, Adobe Systems, IBM
and several computer-industry trade
journals. Computer show exhibitors

such as Avid Technologies and Video-
tek are not newcomers to NAB, said
Abel, but Multimedia World should
allow them to more effectively bridge
the gap between the two industries.

In some ways, he explained, Multi-
media World is simply an extension of
a recent trend at NAB. Three or four
years ago, a few computer companies
began showing up at the convention.
Videotek, for example, showed the
Video Toaster, a computer-driven
editing and effects machine, at the
1990 NAB show. With Multimedia
World, NAB hopes to make broad-
casters realize that computers are an
inevitable part of their business and to
encourage them to begin looking at
ways computers can make their opera-
tions easier, more efficient and, ulti-
mately, more profitable. o

What does multimedia mean for TV?

Technology may cut production costs in short term, but could draw away viewers

By Bob Wells
Special Correspondent

roadcasters and cable operators

are looking closely at multime-

dia—some in confusion, some

in fear, some with hope for new reve-
nue streams.

Since the mid-1980's, most multi-

media  products—combinations  of

text, sound, graphics, animation and
full-motion video—have been refer-
ence materials. Most have been deliv-
ered on computer disks, such as the
high-capacity platters called Compact
Disk Read-Only Memory (CD-ROM).

But multimedia’s creators are in-
creasingly looking toward cable or
telephone pipelines as the ultimate de-
livery system. With a pipeline, multi-

i_ TCI, Sega, TWplan game channel

M ajor video game company Sega of America, top multisystem opera-
tor Tele-Communications Inc. and media giant Time Warner plan to
form a joint venture to develop and market "The Sega Channel,” a pay-
TV service that will give Sega game users access to a large library of

video games via cable TV.

networks.

The Sega Channel is expected to launch in test markets this fall and
could be available to all U.S. cable system operators by early 1994.
Cable operators will be able to offer the channel via standard analog
cable and will not have to be digitally upgraded to provide the service to
subscribers, according to TCI Senior Vice President Larry Romrell. Plans
call for the channel to be priced in the range of most pay-TV cable

To receive The Sega Channel, subscribers must have a special tuner/
decoder cartridge that plugs into the conventional Sega Genesis unit now
used by home video game users. A menu then appears on the TV
screen, giving the subscriber access to a wide range of games, previews
and soon-to-be-released titles, game play tips, news, contests and pro-
motions. The programing will be updated monthly.

Sega of America President Tom Kalinske estimates there will be 12
million-14 million Genesis homes in the U.S. by the end of 1993.

media offerings can be stored some-
where upstream and shared by many
homes. Such centrally stored content
can also be updated instantly.

To some extent, TV viewers will be
lured away from traditional broadcast
offerings, both by services offering
on-demand replay of archived pro-
graming and by interactive services
such as video catalogue shopping. But
broadcast companies will still have a
role, certainly as programers and pos-
sibly as digital carriers.

**Content will still be king, and the
market will still reward those who can
create good programing,”” said Barry
Diller, the former Fox Broadcasting
chief who now runs the interactive
shopping service QVC Network Inc.,
at the Intermedia 93 conference earli-
er this month in San Jose.

John Evans, chairman of Murdoch-
owned News Electronic Data Inc.,
said media companies will retain their
role as ‘‘a safe haven for the creative
process to take place.’” But he likened
the advent of digital interactivity to the
onset of the Ice Age: '*Some of us are
starting to notice it’s getting a bit
cool.”” Many companies, including his
own, he said, *‘face a tough future’” as
conventional advertising gives way to
systems that link an ad to an immedi-
ate sales transaction.

Evans said the big winners will be
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In 1992, the media industry continued to turn to
the CS First Boston Group for experience, innovative

Our team of over 20 full-time media specialists

@
has global industry knowledge and expertise
werlence in all facets of finance, strategic advice and
o o

have led to our success

® mergers and acquisitions since 1985.

mergers and acquisitions. Capabilities that
1 completion of over
$75 billion of public and private financings and

In 1993, work with the firm that provides the
ideas, experience and execution that lead to

success. The CS First Boston Group.

Approximate Size of Transaction

Broadcasting
I

Grupo Televisa S.A. de C.V. Co-Lead Manager of Global Depository Shares (Europe) $ 250,000,000
Saga Communications, Inc. Initial Public Offering of Common Stock and Warrants 23,000,000
Talt Broadcasting Partners Sale of Station; Recapitalization with investment by Tribune 62,400,000
Cable

American Television & Communications Corp. Fairness opinion with respect to offer by Time Warner Inc. for Remaining Interest $ 1,250,000,000
Booth American Company Senior Secured Notes due 2002 80,000,
Cablevisien Industries Corporation 10% % Senicr Notes due 2002 300,000,000
Comcast Storer, Inc. Senior Notes due 2002 200,000,000
Intermedia Partners Fairness opinion with respect to the acquisition of a cable television system Not Disclosed
Intermedia Partners Fairness opinion with respect to the actwisition of a cable television system Not Disclosed
Mutual of New York (MONY) Sale of cable television limited partmership interests Not Disclosed
The Providence Journal Company/Kelso Acquisition of Kin Broadca.stingNCOmpanJ Not Disclosed
SCI Holdings, Inc. Tender for Senior Zero Coupon Notes and related consent solicitadon 1,160,300,000
TCI Central, Inc. Senior Notes due 2002 150,000,000
Tele-Communications, Inc. 9.80% Senior Debentures due 2012 ,000,
Tele-Communications, Inc. 9.95% Senior Notes due 2002 200,000,000
Tele-Communications, Inc. 10.125% Senior Debentures due 2022 150,000,000
Tele.Communications, Inc. 9.875% Senior Debentures due 2022 100,000,000
TKR Cable 1 10.50% Senior Debentures due 2007 350,000,000
Cellular

s s

Greek Government Sale of two GSM cellular telephone licenses $ 820,000,000
Jordan Trust Sale of 1,000,000 shares of McCaw Cellular Class A Common Stock Not Disclosed
Entertainment

e o

DEFA Studios Babelsberg GmbH Sale to Compagnie General des Eaux Not Disclosed
Paramount Communicanons, Inc. 7% Senicr Notes due 2002 $ 250,000,000
Paramount Communications, Inc. 814 % Senior Debentures due 2022 250,000,000
Turner Broadcasting System, Inc. 11,500,000 Shares of Class B Commeon Stock 211,000,000

Printing
o A

Arcaa Corporation

Sale of San Jose, CA plant to Quebecor Printing

Not Disclosed

uebecor Printing Inc. Initial Public Offering (European co-manager) $ 220,500,000

.S. Banknote Corp. 10.375% Senior Notes due 2802 110,000,000
U.S. Banknote Corp. 6,766,375 Common Stock Offering 48,135,641
Publishing
Daily Mail & General Finance B.V. Private placement of Senior Guaranteed Notes $ 115,000,000
Enquirer/Star, Inc. 10.875% Senior Subordinated Notes due 2002 100,000,000
Enquirer/Star Group, Inc. 185,000 Units consisting of Zero Coupon Senior Subordinated Notes due 1997 with Warrants 100,000,000
The E-W. Scripps Company Medium Term Note Pro 200,000,000
The E.W. Scripps Company 4,000,000 Shares of Class A Common Stock 97,000,000
The E.W. Scripps Company Divestiture of The Pi h Press Newspaper Not Disclosed
General Cinema Corporation 814 % Senior Notes due 2002 150,000,000
General Cinema Corporation 8%% Senior Debentures due 2022 150,000,000
Graphic Management Associates, Inc. (GMA) Sale of the Company to Muller Martini Not Disclosed
Houghton Mitllin Company Benefits Trust (Flexitrust) 8,400,000
The News Corporation Limited Co-Lead Manager of Qrdinary Shares (Multinational) 70,000,000
Oklahoma Publishing Company Block sale of 2,580,000 shares of Dow Jones & Company Commeon Stock 62,000,000
Satellite
r—
Communications Satellite Corporation 814% Debentures due 2004 $ 160,000,000
INTELSAT 7%% Notes due 2002 200,000,000
Telesat Canada 10.75% Senior Notes due 2002 (Euro Medium Term Notes) 170,000,000
Telesat Canada 11.59% Senior Notes due 2001 82,000,000

[
i First Ideas
Managing Director ,
55 East 52nd Street
New York, NY 10055
(212) 909-2166 en S °
.} -
15 CS Frest Boston Grour
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companies that control not only con- |
tent but also electronic pipelines.

One thing multimedia means to
broadcasters is lower production costs
for comparable or even flashier pro-
graming, said John Abel, executive
VP, National Association of Broad-
casters. Further, as carriers of digital
content, “‘broadcasters can do things
telcos and cable companies can’t do
because we're wireless and we're uni-

versal,” he said (see story, page 44), l

Broadcasters, Abel noted, control
42% of the spectrum below | ghz, and
future digital formats will not waste
half of that spectrum with guard bands
the way today’s analog system does.
“‘Wireless is the least expensive way
to distribute any kind of information
that is in digital form,"’ he said.

Denver-based media consultant
Paul Bortz said broadcasters may not

have to wait for digital standards.
They may, be able to imbed program |
schedules and local news reports into l
their existing analog signals, using
technology like that developed by Wa-
vePhore Inc. of Tempe, Ariz. Called
up with a keypad, the digital content
could help cut channel grazing.

l only,
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Bortz downplayed talk about people I ident Paul Heimbach said on-demand

calling up hit programs like 60 Min-
utes on video-on-demand systems at a
time of their choosing. Bortz said the
60 Minutes scenario is coming from
cable operators—who ‘‘have a mind-
set that almost invariably ends up de-
valuing programing because they think
in terms of quantity and bulk.

““Program producers are going to
think long and hard before they risk
diminishing the audience for their
first-run programs by putting them out
on an archival basis,”” he said.

Bortz sees little opportunity for
broadcasters to make money as data
carriers. He cautioned that, thanks to
digital compression and fiber optics,
data transport ‘‘will become a com-
modity marketplace,”” with profit po-
tential only for the defiest marketers.

Stephen Dukes, chief designer of
cable’s multimedia pipelines at Cable
Television Laboratories Inc. in Boul-
der, Colo., said cable’s initial multi-
media opportunities will be in on-
screen program guides—first as text
later with full-motion video
trailers.

Viacom Networks Senior Vice Pres-

Metroplex Broadcasting, Inc.
and Mark Rodriguez, Inc.

94.17/WKITY

1270 AM

Senior Term Loan
Due 1997

Greyhound Financial Corporation

Communications Finance Group
Jeff Kilrea - (312) 855-1900 - Chicago, lllinois

and near on-demand movies look like
the hottest multimedia opportunity,
while on-demand games and informa-
tion services are less promising.

But who is going to produce all this
content, and using what tools?

At Intermedia 93, exhibit hall
aisles were/filled with both technolo-
gists and would-be multimedia au-
thors, from Hollywood directors to
educators to political activists. Some
said they view multimedia’s deskiop
editing systems as low-cost production
studios—power tools for Everyman.
Others said they hope future 500-
channel cable systems will release
broadcasters’ and cable operators’
chokeholds over the information flow
into the home, thus creating opportu-
nities for competition.

Thus far, multimedia product sales
have been tied to CD-ROM player
sales, which are just now taking off.
The Optical Publishing Association of
Columbus, Ohio, estimates 1.7 mil-
lion to 1.9 million players were soid in
the United States last year, one for
every tenth computer sold. And the
pace is quickening; Apple Computer
says this year it alone will sell 1.5
million drives. Trade groups expect
5.5 million drives to be in use by the
end of the year, growing to 8 million-
10 million by 1995,

Other storage media, able to cram
more data into tinier spaces, inevitably
will follow. Sony wants to tumn its
MiniDisk audio format into a data disk
called MDX, with a 450-megabyte ca-
pacity almost equaling that of CD-
ROM’s. Others favor tiny cards in a
format called PCMCIA, already wide-
ly used in notebook computers.

The retail value of all multimedia
titles sold in 1992 was between $1.2
billion and $1.4 billion, according to
the Optical Publishing Association.
Most of the money being made is in
archiving reference material for busi-
nesses and libraries.

But in its Clinton, N.J., research
lab, Evans said his group is develop-
ing ‘‘dumb agents,’’ or software that
will help people peel away the onion-

like layers of tomorrow’s digital
world. Apple is also developing such
agents.

Such manufacturers would like to
entice the average consumer, but the
question remains: will channel surfers
also teleshop? Their passivity could be
a problem for businesses hoping to
ride the multimedia wave. ]
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TCI kicks off $2 billion fiber upgrade

Company says it will replace coaxial cable over the next four years to accommodate
hundreds of channels, enhanced PPV and other new technologies,; revenue lost
through FCC-ordered rate rollbacks would be recouped through new services

By Rich Brown

owned by Tele-Communications Inc.,
company president and CEQ John Ma-
lone said new rate regulation is not
expected to affect TCI's ability to in-
vest in the new technology.

Malone said he expects some of
TCI's 9.5 million subscribers will see
a rate hike, while others will se¢ a rate
reduction as a result of the FCC-or-
dered rate rollback. The net result will
be no reduction in income for the com-
pany, he said. Malone confidently told
reporters that TCIH's cable rates are al-
ready ‘‘quite fair’’ and emphasized
that cable operators will have a right to
a hearing to prove so under the new
law. **We should come out of this
OK.,’" Malone said of the rate roll-
back. **We don't think it will have any
effect.”’

Just as cable stocks were hurting
from Wall Street’s negative reaction to
rate regulation, TCI last week orches-
trated an ambitious Il-City satellite
press conference to offer evidence that
the company is moving forward. Ma-
lone said that, technologically speak-
ing, TCI is “*way ahead of anything
going on in the rest of the world.™

The press conference marked the
latest effort by the nation’s top MSO’s
to garner attention for ambitious and
costly system upgrades that will even-
tually accommodate the proposed hun-
dreds of channels and emerging inter-
active technologies. Time Warner,
Cablevision Systems Corp. and Com-
cast are among those that recently
have made technology presentations of
their own. Wall Street analysts are
characterizing the show-and-tell dem-
onstrations as attempts to build capital
to help cover the cost of the upgrades.

However, TCI executives last week
said they expect the cost of imple-
menting the upgrade to be paid for by
revenue generated by the new ser-
vices. Malone was also quick to
squash the suggestion that TCI might
be accelerating its rollout plans in re-
sponse to competing technological ad-

hile unveiling details last
week for a $2 billion over-
haul of the cable systems

JOBNFMALONE

PRESIDENT AND CEO, FCI

vances by the telephone companies.
‘*We don’t think the telephone indus-
try upgrade can be done near-term or
on as cost-¢ffective a basis,”” he said.

At last week’s press conference,
TCI executives introduced plans to ac-
celerate the upgrade or replacement of
its coaxial cable facilities using fiber
optic cable over the next four years.
TCl is looking to reduce the number of
headends at its systems to 300-400 by
1996. As many as 75 are expected to
be eliminated this year alone, accord-
ing to Barry Marshall, TCl Cable
Management executive vice president.

Work in 1993 is expected to affect
about 28,000 miles of TCI's plant in
100 cities and includes the installation
of 7,000 miles of fiber optic cable at a
cost of $750 million. Work has al-
ready begun on TCI regional hubs in
Pittsburgh, Miami, Denver and San
Francisco. Additional hub overhauls
scheduled to begin later this year in-
clude Chicago, Hartford, Salt Lake
City and St. Louis. TCI estimates that
90% of its 10 million customers will
be served by the new platform by
1996. Helping TCI along is a 10%
reduction in the cost of fiber optics in
the last year, said Marshall.

TCI's John Malone details the fiber future in 11 -city satellite press conference.

**We believe this project is the larg-
est private-sector telecommunications
undertaking in our nation's history,"’
said Brendan Clouston, executive vice
president and COO, TCI. Several in-
dustry observers said a likely incentive
for TCI and other operators in laying
down fiber optic cable is that the sys-
tem will accommodate enhanced pay
per view and other developing tech-
nologies that do not have the same
restrictions that other cable program-
ing has under the Cable Act of 1992.

For the consumer, new services will
be optional and largely incremental in
cost, said Malone.

Upon completion, TCI's electronic
superhighway is designed to serve as a
platform for a wide range of interac-
tive services including educational
programing, multiplexed movie offer-
ings, enhanced shop-at-home options,
mass storage, data transfer and com-
puter software delivery, cable com-
muting and a wide range of niche pro-
graming services, sporting events and
on-demand TV services.

**There probably will barely be an
industry in the country that won’t be
affected by implementation of this
technology,”” said Malone. n
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Cable ready for the big squeeze

Industry hopes for compression standard within the year

By Sean Scully

hether or not the proposed
MPEG-2 standard is ready,
the cable industry is prepared

to roll out its compression technology
within the next year, said Cablelabs’s
Craig Tanner.

“*We're responding partly to the
competitive challenge from direct-
broadcast satellite,”” he explained.
““We're also anxious about the busi-
ness opportunity of bringing all these
channels to the customers. We're anx-
ious to do it as soon as possible, but
we're very, very interested in con-
forming to some part of the MPEG-2
standard."”

In March, the Moving Picture Ex-
perts Group (MPEG) committee ap-
proved a draft of the video standard,
but the group is still working on an
audio standard, which will not be
ready until summer or fall. Even then,
the International Standards Organiza-

tion could take a long time to adopt
the draft standards. As an industry,
Tanner said, cable is interested in con-
forming to MPEG, but if it's not
ready, the cable companies may well
go ahead with their own, nonconform-
ing systems.

The cable industry is poised right on
the edge of compression, he said. Five
of the nation's largest systems have
alrecady placed advance orders for
equipment. The first and the largest of
these orders was from TCI, which has
committed to a million units, which
will serve almost 10% of TCI custom-
ers.

**You can see, people are getting a
jump on it,”’ he said.

Even though the companies have
committed to buying the boxes, Tan-
ner said, the equipment hasn’t been
manufactured yet. That leaves open
the possibility that the boxes could be
MPEG-compatible if the standard is
ready sooner than expected.
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If cable companies go ahead with
non-MPEG compression in 1994,
Tanner said, they may later decide to
convert to MPEG-compatible equip-
ment. That would mean the companies
would have to lose some or all of their
initial investment in compression tech-
nology. It is possible, he said, that the

-companies may decide the business

opportunities outweigh the cost.

“That’s something that’s up to
member companies, without Cable-
Labs’ [involvement],’* he said.

Although compressed signals to the
home may not appear until next year,
compression is already an integral part
of the cable network. Already, Tanner
said, cable operators are broadcasting
compressed signals over satellites.
The signal is decompressed at the ca-
ble headend and sent out normally to
subscribers.

When compressed cable does reach
the home, he said, the results will be
exciting, if not as dramatic as the pop-
ular press has predicted. ' The truth is,
it's not going to be a major explosion,
a tenfold-doubling overnight,”” he
said.

The first major change that sub-
scribers may see, he said, is near vid-
€0 on demand. Cable providers can
run major films continuously through-
out the day on different compressed
channels. That way, a subscriber
would never have to wait more than
five or 10 minutes for the start of a
film.

The cable industry compression sys-
tem has developed out of discussions
by CableLabs and various cable sys-
tems and manufacturers in the last few
years. In 1991, Tanner explained,
CableLabs issued a series of specifica-
tions for a compression system and
has been working with equipment
manufacturers since.

For a while, perhaps into the next
century, cable compression equipment
will have to be able to handle both
digital and analog signals. Given the
huge number of existing analog televi-
sion sets, Tanner said, the American
broadcast and cable industries cannot
afford to give up on analog signals.

**‘No cable operator is going to
make an overnight switch to digital,”
he said. u
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'FCC told it’s too soon to act on DARS

|

NAB says satellite service has potential to destroy terrestrial radio

By Sean Scully

digital audio broadcasting to per-
mit any companies to begin construct-
ing a system, according to comments
filed at the FCC.

The FCC is considering five appli-
cations to build satellite DAB sys-
tems, which would broadcast CD-
quality digital radio from satellites
directly into cars and homes in the
United States.

All eight groups that submitted
comments on those applications urged
the FCC to adopt specific rules gov-
erning satellite DAB. Six of the com-
menters urged the commission to re-
ject or delay all of the current
applications.

*Processing of the application(s)

| would be grossly premature, given

here are simply too many unan- |
swered questions about satellite

that the commission has yet to adopt a
single policy governing [digital audio
radio service],”” wrote the Radio Op-
erators’ Caucus. The caucus called the
commission’s decision to call for
DARS applications late last yéar
“‘wrongheaded...|it] puts the cart be-
fore the horse.”

A consortium of radio owners rep-
resenting more than 50 stations
agreed, saying regulation should come
first. The group also harshly criticized
claims by some of the applicants that
nationally available satellite radio
would not hurt local radio advertising.

*“The likely impact, however, is not

to increase that advertising base sig- |

nificantly, but to fragment it further,
siphoning national advertising time

away from local broadcasters at the
same time that listening audiences are
being further fragmented,”’ the group
wrote.

The group also criticized claims by
the applicants that satellite radio could
benefit rural listeners, who usually
have little local variety on their radio
dials.

*““To obtain advertiser support,”
they wrote, “‘stations in rural locales
are acutely dependent on their ability
to aggregate large percentages of the
local audience, and likely will be dev-
astated by new services that are pro-
jected to triple or quadruple the num-
ber of channels available.*’

Satellite DAB would also be unable
to provide emergency warnings as a
public service, the group said. **The
vast majority of emergency alerts are

——

more complicated.

the FCC.

Corp.

house for fixed receiver reception.

he idea is simple: you turn on your home, car or
portable radio and receive CD-quality digital radio
signals beamed directly from satellites orbiting above.
The application of this idea, however, is considerably

The race to build a digital audio radio service, or a
satellite digital audio broadcasting service, as it is
sometimes called, began in 1930 when Satellite CD
Radio of Washington, D.C., filed an application with

In 1982, the FCC called for other companies to also
file DARS applications so all documents couid be re-
viewed together. By Dec. 15 of last year, five other
- companies had filed DARS applications: Primosphere,
Loral Aerospace Holdings, American Mobile Radio
Corp., Sky Highway and Digital Satellite Broadcasting

Unlike the familiar C-band television satellite broad-
casting system, which uses large parabolic dishes to
receive signals, satellite DAB is designed to be re-
ceived on a flat, patch-like antenna that can be buiit
into an automobile roof, worn on the body or put on a
receiver for portable service, or placed on the side of a

The digital signal is also well suited to transmitting
other kinds of data such as geographical information
for vehicles. All applicants have noted the potential for
use of these “ancillary services,” but none have been
very specific about their intentions.

Earlier this year, Loral announced that it is no longer
interested in DARS, leaving only Satellite CD Radio
and the four other companies. The following is a run-
down of the five remaining DARS applicants:

- - L L. y - -

The five vying for digital audio radio service
Satellite CD Radio, Washington 0 David Margoles,
president. SCDR proposes to launch two Hughes HS-
376W satellites, positioned at 80 degrees and 110
degrees West latitude. The service would offer, on a
subscription basis, 30 CD-quality music channels to
the continental U.S. The formats have not yet been
determined, but a company spokesman said the ser-
vice would be similar to existing cable-based subscrip-
tion services, with various classical, rock, rap and
country formats. Whether or not the channels will fea-
ture a live announcer has not yet been determined.
The company aims to serve primarily car radios, al-
though it says portable and fixed radios should be able
to receive the signal. lts proposed system will cost in
excess of $320 million.

Primosphere, New York O Ciifford Burnstein and Pe-
ter Mensh, owners. Primosphere proposes to launch
two satellites, type stitt undetermined, to be placed at
80 degrees and 110 degrees West latitude. The ser-
vice would offer 46 CD-quality channels and 12 FM-
quality channels to the continental U.S. Of ail the
applicants, Primosphere has been the most specific
about its formats. Burnstein said the service will offer
narrowly focused formats, including rap, urban, heavy
rock, light rock, popular classical and serious classical.
Burnstein also promises some unusual formats, in-
cluding folk and bluegrass, soul, roots rock, and seri-
ous jazz. The intent, he said, is to offer listening op-
tions that are not economically viable on a local level.
This may serve, he said, to revitatize radio fistening as
a whole and to boost sales of albums by lesser-known

Continues on page 56
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For more information on the products shown below, call the advertiser
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low cost Coax Connected

Camera Control System. The
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camera head
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M-I, or SVHS camera body.
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Slash ENG cellular telephone bills! The
PROceiver™ System from Modulation Sciences allows
TV stations to ttilize their own signal for IFB communi-
cations to the tield. Stations report savings of up to
B0% in monthly cell phone charges. The PROceiver
System employs noise reduction, audio processing and
a unique non-intercarrier receiver to yield range
beyond your regular picture coverage. Far details, call
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R
Systems Inc.

The Model 240AT Transportable Earth Station is ane
example of the innovative solutions supplied by Radia-
tion Systems. From 60 cm VSAT's to 32 meter earth sta-
tions, RSi designs, manufactures and installs the most
extensive product line of high quality antenna systems of
any supplier. The company 3also cffers complete system
integration and support servizes. Code 0003

ENG Vans that go far beyond the
BA depreciation schedule. Quality
oo doesn't cost . . . it pays!
°°g“;"“:':‘ai::"“s ENG, SNV, & EFP Vans and Trucks
s and Turn-Key Earth Stations.

1-800-633-8223 Fax: 508-535-1441
Transponder Time 1-800-966-3822 Code 0008

ALCATEL
1740 VC
CODEC

The Emmy Award-win-
ning 1740 VC Codec
from Alcatel makes W
high-quality Digital TV B
transmission over DS3 a
reality. This codec
employs the latest VSLI
technologies and the
most sophisticated com-
pression algorithm avail-
able today. The 1740 VC
constitutes a cost effec-
tive solution for nearly
every TV transmission
purpose.

Cail 1-800-ALCATEL Code 0009

AUDIO BROADCAST GROUP, your single source
supplier of AM/FM studio equipment packages and
fransmitter insta lations, is proud to introduce its latest
broadcast studic furniture system. The high tech Euro
design features rounded radius corners, pull out key-
board drawers and functional P.C. work station areas.
For additional information, call today! Code 0006
Main Sales Qffice — 1-800-999-9281

Southeastera U.S. Sales Office — 1-800-3#623

To advertise contact: Eric Trabb/ LEWIS EDGE & ASSOCIATES, INC. Telephone: 609 683:7960 Fax: 609 497-0412




local, not national.””

“‘The qualitative benefits of digital
broadcasting are best implemented
through terrestrial delivery,”” they
concluded.

The Society of Broadcast Engineers
objected to three of the five applica-
tions strictly on technical grounds.
The three applicants, Primosphere,
Satellite CD Radio and Sky Highway,
all propose to uplink to the satellite
using frequencies in the 7 ghz band.
The engineers pointed out that many
TV auxiliary transmissions, such as
remote links and studio-to-transmitter
links, also broadcast in the 7 ghz
band.

“‘Any interference to this link dis-
rupts or precludes the entire program-
ing of the station to the viewers,’” they
wrote.

High-definition television will rely
even more heavily on the 7 ghz band,
the engineers said, so any satellite
uplinks in that range will become in-
creasingly disruptive as time goes on.

The engineers called on the appli-
cants to provide evidence that they had
a plan to prevent interference with TV

TECHNOLOG'Y i —

auxiliary transmissions. Even with
such a plan, however, skyward-point-
ing uplinks, broadcasting in the 7 ghz
band, could destroy the ability of sta-
tions to set up remote electronic news-
gathering links from the air, as from
helicopters.

The engineers noted that two of the
applicants, American Mobile Radio
and Digital Satellite Broadcasting
Corp., proposed to use the less crowd-
ed 6 ghz band. The group asked why
the other three applicants could not
also be required to use 6 ghz.

The National Association of Broad-
casters stepped into the debate by ask-
ing the FCC to dismiss all satellite
DAB applications, partly on the
grounds that regulatory and technical
questions had not been answered, and
partly on the basis that such a system
could destroy terrestrial radio broad-
casting.

The NAB noted that terrestrial
broadcasters now provide a universal-
ly available service at no cost to the
listener. All of the applicants except
Primosphere plan to offer at least
some of their services on a subscrip-

tion basis, much like cable television.

Moreover, the NAB said, none of
the proposed DAB signals have
enocugh strength to reach receivers in
cities and in difficult terrain. Many
radio listeners would be unable to hear
the signal.

National Public Radio suggested
that the applicants had not provided
well enough for public service. It pro-
posed that 25% of satellite DARS ser-
vice be reserved specifically for public
use and public service, much in the
way that the lower end of the FM band
is reserved for educational stations.
NPR also raised technical questions
about the ability of any of the five
applicants to efficiently deliver the
service.

Finally, Radio Satellite Corp. wrote
to note that they have an ongoing law-
suit against American Mobile Satellite
Corp., the parent of American Mobile
Radio Corp. The suit, filed last year,
alleges anti-competitive practices by
AMSC. Radio Satellite Corp. asked
the FCC to delay the AMRC applica-
tion until a federal court hears the case
in 1994, n

Five for DARS

Continued from page 54

or special-interest artists. Primosphere’s channels will
be free to the public, relying on ad revenue. The cost
of the proposed service is $396 million.

American Mobile Radio Corp., Washington O Brian
Pemberton, president. AMRC is a wholly owned sub-
sidiary of mobile satellite telecommunications compa-
ny American Mobile Satellite Corp., which is, in turn,
owned by Hughes Communications Inc., McCaw Cel-
lular, Mtel and Singapore Telecom. It proposes to
launch two Hughes HS-601 sateliites to be placed at
99 degrees and 103 degrees West latitude. They
would provide 15 CD-quality channels, five stereo FM-
quality channels and five mono FM-quality channels to
the continentai U.S., Alaska, Hawait, Puerto Rico and
the Virgin Islands. AMRC's formats have not been
determined, although they will probably include what-
ever music and talk formats are popular when the
service goes on the air, said Earl Galleher, marketing
communications director. The services will be avail-
able as a mix of free, ad-supported channels and paid
subscription channels, with the exact mix still to be
determined. The cost of the proposed system is $528
million.

Sky Highway, Denver O Charlie Ergen, president. Sky
Highway is owned largely by Ergen, who also owns
Echostar, a direct-broadcast-satellite licensee. The

company proposes to launch two satellites, either GE
Astro Series 7000's or Fairchild GSI 2000’s, to be
placed at 87 degrees and 110 degrees West latitude,
which would provide 15 CD-quality channels per satel-
lite. Each would cover half the continental U.S. In
addition, said partner David Drucker, Sky Highway is
building a network of unused AM stations to act as
repeaters or boosters for the satellite broadcasts. The
exact content of the channels is undetermined,
Drucker said, and will depend on the market at the
time the system is launched. Services would be avail-
able on a subscription basis. The cost of the system is
estimated at $176 million.

Digital Satellite Broadcasting Corp., Seattle O Rich-
ard Anglin, president. DSBC proposes to launch one
GE Astro Series 7000 satellite, along with an identical
back-up satellite, to be placed at 101 degrees West
latitude. The service would provide 16 channels to the
entire U.S,, including Alaska, Hawaii, Puerto Rico and
the Virgin Islands. The company proposes to use a
special antenna to provide 496 CD-quality channels.
The format is undecided, but Anglin said he has been
talking with a variety of programers and syndicators:
“We've told them that if this is a re-hash of what's
available on traditional radio, it's not going to sell.”" He
also said he's been talking with some radio stations
about uplinking with the service and using the spot
beams to increase their regional coverage. Services
would be available for a flat subscription fee or on a
pay-per-listen basis. The cost of the system is estimat-
ed at $622 million. -SS

v

56

Apr 19 1993 Broadcasting & Cabile




e

MACHINE CONTROI .

The Basic Idea Behind

Building The Perfect Newsroom.

A Flexible Foundation And
Sophisticated Add-Ons,
For A System That

Grows With You.

Our modular approach lets you build a news-
room system that meets your precise needs and
budget. Designed for the way journalists work,
our newsroom solutions simplify virtually every
task, from news gathering through broadcast.

Flexibility is the key to our newsroom system.

You can tailor your own running order and
scripts, even design personal keys to speed up
everyday tasks.

You get to choose your desktops, too. Your
team will love our NetStation PC's because they
get access to both the newsroom and local
MS-DOS® applications. Or if they prefer, they
can connect to other host-based applications
using Windows™ All from a single workstation.

Do PC's suit you best? Ask about a network
of 386 NetStations and our new 486 PC server,
a distributed system that is easy to install and
maintain.

And then consider our add-ons. With Machine

Control System (MCS), you enter character

generator, still store, camera and cart instructions
directly into the script. By providing a two-way
link between news and your on-air production
devices, MCS significantly cuts your time to air.

Portable Editing Terminals (PET) give report-
ers a complete newsroom System in a laptop
computer, with the same BASYS tools they
already know.

Or, give everyone in the station a view into
your library by adding Archive II to the network.
Its flexible design allows you to fashion your
own searches and zero-in on shots with
amazing speed.

And, for the ultimate in newsroom communi-
cations, you have RMS (Resource Management
System). With tape tracking, lines booking and
automated recording all linked to your news-
room, RMS integrates every aspect of preduction
and delivers payback all around.

Every part of your system is backed by the
resources of BASYS, the world's leader in broad-
cast automation, and receives our unsurpassed
24-hour support service.

So start building the perfect newsroom today.

For details, call 1-800-869-7009.

% B\S\o

AUTOMATION SYSTEMS

See Us At Booth #19247 At NAB Las Vegas

BASYS Automation Systems is a Digital Equipment Corporation Company

MS-DOS and Windows are trademarks of Microsoft Corporation.



Arbitron sues station over falsified diaries

KWAC admits limited wrongdoing, but complains of ‘sting’ tactics by ratings service

By Peter Viles
tbitron filed suit last week
against a California radio sta-
tion for allegedly obtaining two

Arbitron diaries, falsely filling them

out and returning them to be counted

in the winter 1993 survey.

The station, KWAC-AM Bakersfield,
Calif., acknowledged that an on-air
personality did obtain and falsely fill
out two diaries, but said station execu-
tives were unaware of the activity
when it took place. The station repri-
manded the employe and expressed
embarrassment over the issue, but also
complained that Arbitron set up a
‘sting’’ operation rather than simply
warn the station against improper ac-
tivity before it took place.

The controversy began earlier this
year when Arbitron learned that KWAC
was broadcasting requests to listeners
to phone the station if they had re-
ceived cash in the mail. Arbitron sus-
pected the station was trying to locate
and obtain diaries, which are mailed
with cash to diary-keepers.

Arbitron hired an investigator who
contacted the station, saying that he
had received two Arbitron diaries with

“It’s sort of like parents
are the last to know when
children misbehave.. .. But
you can’t listen 24 hours

aday.”’

Mike Allen, general manager

cash enclosed. According to Arbitron,
the investigator met with a station rep-
resentative who then obtained the two
blank diaries in exchange for a $25
restaurant coupon and *‘offers of other
compensation.”’

Sometime later, the diaries ap-
peared at Arbitron’s Maryland facility,
containing entries that attributed lis-
tening to KWAC, a Spanish station that
competes with several other Spanish
stations in Bakersfieid.

In response, Arbitron announced
last Monday (April 12) that it “*de-
listed”” KWAC in the winter survey.
The following day, Arbitron said it
filed a civil suit against KMAP Inc.,
the station’s owner, in federal court in

California. The suit, which seeks at
least $50,000 in actual damages and
additional punitive damages, alleges
interference with business, violation
of state business code and conspiracy
to commit fraud.

*“This does not happen often, and
we take it very seriously,’’ said Arbi-
tron spokesman Thom Mocarsky. He
said he knew of no similar activity by
a station in the past eight years.

Mike Allen, general manager of
KWAC, said he questioned station em-
ployes about the incident as soon as he
heard Arbitron’s charges. One on-air
personality admitted to soliciting the
diaries.

““We were shocked,”” he told
BROADCASTING & CABLE. “‘It’s sort
of like parents are the last to know
when children misbehave.... If any-
body should take the blame, it's man-
agement for not knowing. But you
can’t listen 24 hours a day.”’

Allen would not name the employe.
**We have reprimanded him, but we
are not going to get rid of him,"” Allen
said. ‘*He’s been with us for 15
years.’’

Continues on page 60

Group owners taking slow road to duopoly

Continued from page 17

the widest gap is between Paxson
Broadcasting, which practices aggres-
sive cost-cutting and consolidation of
stations into mini ‘‘radio malls,”” and
Infinity Broadcasting, which respects
boundaries between stations as almost
sacred.

In Jacksonville, for example, Pax-
son says it has been able to cut costs
20% by combining virtually every-
thing but programing costs at four sta-
tions. A single general manager runs
all four stations, and one sales staff

sells them. Chairman Lowell **Bud”’
Paxson says cost savings alone will
increase the cash flow of the Jackson-
ville stations 30% this year.

Infinity, by contrast, maintains that
its duopolies in Boston and Chicago
have not eliminated a single job at the
five stations involved. Infinity Chair-
man and Chief Operating Officer Mel
Karmazin says he believes stations are
best run separately—with the notable
exception of having sales managers
trade information about pricing on a
daily basis.

““The best part of duopoly, which is

what Infinity said when the rule was
announced, was not the benefit of sav-
ing a general manager’s salary or of
consolidation,’’  Karmazin  says.
“‘What makes duopoly very attractive
is that major-market radio is a fabu-
lous business. Having a station in Chi-
cago is a terrific business. Having the
opportunity to buy another station in
Chicago is even more terrific. That’s
what makes the duopoly rule very at-
tractive.’’

In top 10 markets, Karmazin says,

Continues on page 62
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Arbitron

Continued from page 58

Allen added he was upset with Ar-
bitron’s handling of the situation,
which he described as a *‘sting’’ and a
“‘setup.’” He noted that KWAC recently
decided not to renew its Arbitron sub-
scription after 15 years as a client, and
said he believes Arbitron investigated

the station partly out of revenge.

“*They were upset we didn’t re-sign
with them after 15 years,”” Allen said.
**We think this is part of that. Of course
they're not going to admit that.”’

Mocarsky flatly denied the charge:
*“This has absolutely nothing to do with
whether or not they're an active client,”’
he said. **Absolutely nothing."’

Allen maintained that, had his sta-
tion remained an Arbitron client, Ar-

RADIO —

bitron likely would havewarned the
station against improper activity rather
than aunch a secret investigation.

**1 guess they’re going to use us as
an example,”’ he said. “‘Understand,
we are admitting that our announcer
did something wrong. But this all
could have been stopped earlier if Ar-
bitron had called us.”

The Bakersfield ratings book has
not yet been issued. =

ABC invests in UK satellite service

Will own one-third of company that distributes programing and commercials

By Peter Viles

BC Radio Networks has made a
significant investment in Euro-
pean radio, purchasing roughly
one-third of Satellite Media Services
Ltd., a London-based company that

distributes radio programs and com-
mercials in England.

Avails:

#1 OLDIES
COMBO

e Financing In Place
e $1mm C/F Projected
¢ 5th Overall 25-54
e $44-Million Market
e Top Growth in SW
e Tremendous Staff

d i Broadcast

Brokerage

7800 IH-10 West, Suite 330
San Antonio, Texas 76230
Phone: 210-340-7080
In Las Vegas at The Rio
702-252-7777

ABC did not release terms of the
deal, which marks the company’s first
investment for its newly formed inter-
national unit, ABC Radio Internation-
al. In addition to ABC, SMS is owned
by a consortium of major UK broad-
casters, including Capital Radio, Met-
ro Radio, Radio City and Radio
Clyde.

Radio in the United Kingdom has
traditionally been dominated by the
noncommercial BBC, and commercial
radio is only 20 years old there. While
it has been growing rapidly in recent
years, the commercial radio market
for England was estimated at just $340
million in 1990—roughly the size of
the New York market.

SMS, the only radio company that
distributes by satellite to 100% of the
commercial market in England, is
well-positioned to grow along with the
UK market. Originally formed solely
to distribute commercials, SMS now
distributes, for a fee, syndicated pro-
graming, press releases and data ser-
vices.

*‘On day one, back in 1989, we
knew we had the makings of a major
international company serving the
commercial radio industry,"” said John
Ross-Barnard, CEOQ of SMS. ‘‘With
ABC joining us, that vision has now
been realized. SMS is developing into
the commercial radio industry’s back-
bone.™’

Said Bart Catalane, executive vice
president of ABC Radio Networks,
““We are delighted to become part-
nered with some of the most success-
ful radio companies in the United
Kingdom and Europe, in a business
that we understand and one that is very
well managed. We also believe that

the UK radio market is poised for sig-
nificant growth, and we want ABC to
be a part of it."”

Larry Green, managing director,
ABC Radio International, said the
partnership should also help ABC
learn quickly about the UK radio mar-
ket. ‘*Not everything we’ve learned
about radio in the U.S. is going to
apply to the UK market,’” he said. ®

Westwood to sefl
R&R

estwood  One  announced

last week that it plans o sell
Radio & Records, the weekly ra-
dio and music frade magazine,
to help reduce the company's
debt. Westwood retained Lazard
Frares & Co. to handle the zale.
Westwood has already an-
nounced deals to sell its radio
stations, and industry specula-
tion had focused on the mags-
zine, which is widely read by ra-
dio programers and racond
industry executives and report-

edy produces annual cash flow
of $& million.

Westwood's stock jumped to a
&2-waek high, to $2.75, on naws
of the planned sale, but dropped
slightly on Tuesday (Aprl 13)
with the release of Westwood's
latest financial results,

For the guarter ending Feb.
28, Weslwood posted a net loss
of §8.2 million. or $.61 par shara,
compared with a net loss in the
first quarter of 1992 of 7.2 mil-

lign, or 5.49 per share. =Py
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Kids See It Better
On'The Radio

There is a new
way to effectively
reach the children’s
market... that
important niche
of little ones that
spends $14.4 billion
per year on
everything from
toys and games
to movies, video
games, sporting
goods, and more.
Plus, they influence
another $132 billion
in consumer goods.

CHILDREN’S
SATELLITE
NETWORK

Children’s Satellite
Network is radio for
children (and adults).
Music, personalities,
stories, features,
games, 24 hours-a-day
fun, entertainment
and education. If
you want to reach
America’s fastest
growing audience,
join the fastest grow-
ing Radio network in
the country.

Talk to us, because we
talk to kids, everyday.

For More Information Call: 1-818-789-8399




RADIO

Market (rank}
Station/Format

General managers
Program directors
Facilities

Sales staffs

National reps

Forced combo buy?
Combo buy discount?
Sales synergies?

Cost synergies?

Corhments

Clear Channel

San Antonio (35)

KAJA-FM Country

WOAI-AM News/Talk

WOAI-AM News/Talk

KQXT-FM Soft AC

KSJL-FM Urban AC
(joinl sales agreement)

Two

Two

One

Three (two FM, one AM)

One

No

No

Anticipate increase in
national business

Combined facilities; some
personnel reductions;
stronger negotiating
position with vendors

“"We've been able to go
back to people we buy
services from and say,
‘Look, we're now four
slations instead of two.
Can we renegotiate our
deal?’ And in some cases
they've agreed to.”

Capstar

Greenville/Spartanburg (60)

WSSL-AMFM Country
WMYI-FM AC

One
Two
One
Two
One
No

Yes

Anficipates some increase
in national business, no
Increase in local business

Back office staff, GM;
efficiencles in accounting,
traffic; coordinated
promotion strategles

Anticipate 10% to 15%
increase in combined
cash flow

Paxson

Jacksonville (50)

WROO-FM Country
WAIA-FM Classic Rock
WNZS-AM Sports
WZNZ-AM News

One
Two
One
One
One
No

Yes

Advantage of offering more
options to each advertiser;
ability to attract better
salespeople

Most areas of personnel:
traffic, promotion,
engineering, sales,
management; stronger
negotialing posture for
vendors; lower commissions
for salespeople

Anticipates 30% increase in
cash fiow from cost savings
alone. "The only cost we
haven't been able to cut is
ASCAP and BML."
—Chairman Lowell Paxson

How four are faring under duopoly

Infinity

Chicago (3)

WUSN-FM Country
WJJD-AM Adult Standards/

Full service
WJIMK-FM Qidies

Two

Four {two at WUSN)
Two

Two

Two

No

No

Stronger pricing; sales

managers trade information
on pricing, buys

“Very minor”; possibly
some business office or
engineering savings

“We don't do discounts. The
problem with radio is that
people are too focused on
discounts....Combining
stations and offering
discounts brings down the
total amount of revenue.”
—CEO Mel Karmazin

—Bob Cohen, GM, KAJA

l Note: Not all deals have closed or won FCC approval; in some cases, responses reflect plans rather than current practices. I

Duopoly
Continued from page 58

the potential savings from consolidat-
ing are not significant. He acknowl-
edges that such savings can be more
important in smaller markets, but
those markets are not part of Infinity's
strategy.

Most other companies have taken a
road somewhere in the middle, seek-
ing to cut costs and combine opera-
tions where possible but also to main-
tain the separateness of stations to
keep them individually attractive to
both advertisers and listeners.

Says Bob Cohen, who runs two FM
stations in Clear Channel’s San Anto-
nio duopoly, ‘‘We are convinced that
the way this works is that each station
must be able to stand on its own feet
and establish its own individual value.
You've got to make sure each property
will have good value for the advertiser
and the listener.”’

Clear Channel’s President and
CEOQ, L. Lowry Mays, maintains that
a measured pace of consolidation will
ultimately strengthen the radio indus-
try, putting more stations in the hands
of good operators.

But Heritage Media’s Fiddick con-
tends that the kind of consolidation
that duopoly has caused will not nec-
essarily solve radio’s current woes,
which have been documented in two
consecutive NAB studies showing that
more than half of all stations lose
money each year. Fiddick says he
fears the industry has fallen victim to
hype from brokers and those eager to
exit the business.

““There has only been one side of
the duopoly story told,”” Fiddick says.
*‘I wonder—and this is a rhetorical
question—how good is a public policy
that is being promoted by the broker-
age industry, in whose self-interest it
lies, and those who want to get out of
the business?”’

The main problem facing radio,

Fiddick contends, is an overpopulation
of signals and commercial inventory.
Duopoly, he says, does nothing to
change that. If anything, it prevents
“surplus’ signals from dying. *‘All
we're doing is putting the same
amoGnt of inventory into a smaller
number of hands. And if that inven-
tory is acquired on a highly leveraged
basis, | contend that we haven’t done
anything beneficial at all.™

Paxson, who has based his entire
radio strategy on duopoly, attributes
much of the caution surrounding du-
opoly to sour grapes from broadcasters
who cannot afford to play.

““What 1 think’s happening is that
broadcasters who are undercapitalized
or living with a bad-debt load are talk-
ing it down because they can’t do it,”
he says. ‘‘Therefore, the banking in-
dustry isn’t hearing about what a tre-
mendous opportunity radio is because
of duopoly. So we’re not seeing the
interest from the banking community
that we should see.’’ .
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We insure
broadcasters

Eainst'
their worst
nightm:

Dead air. Whether it’s from a lightning strike or technical difficulty, there’s
nothing worse. As a broadcaster, you have to do whatever it takes to stay on the air. As an
insurer, Chubb is there to help you do it.

Chubb offers one of the most comprehensive insurance programs, which is tailor-
made for the risks that broadcasters face (excepting primary libel and slander coverage).
With Chubb's reputation for fast claim service, it’s everything a broadcaster could dream of.
For more informatioh, call your agent or broker or 1-800-36 CHUBB. :

Insure your world with Chubb

cHUBB

For promotional purposes, Chubb refers to member insuters of the Chubb Group of Insurance Companies who issuc coverage,
2l
Chubb is proud to participare in “American Playhouse.” Watch for it on PBS.




MSTYV blasts broadcast spectrum auctions

While bills in both Houses have excluded broadcasters, Commerce wants them included

By Joe Flint
T he battle over whether broad-
casters should be included in
spectrum auctions heated up
last week when a TV trade association
criticized Commerce Secretary Ron
Brown's proposal that TV and radio
stations—Ilike other industries—bid
for new spectrum.
Broadcasters are slated to receive
new spectrum when they begin to

broadcast in high-definition television
on a second channel. An auction pro-
cess could take away the FCC’s guar-
antee of a second channel for every
current TV broadcaster and leave the
conversion process open to the highest
bidder.

Also, the FCC is expected to offi-
cially open the floodgates to ailow ap-
plicants to apply for spectrum in the
extended AM band (see ‘‘Top of the
Week’’). Auctions could be used there

as well.

The Association for Maximum Ser-
vice Television (MSTV) sent Brown a
letter last week criticizing the concept
of auctions for broadcast spectrum—
especially when it comes to HDTV
conversion,

**To require existing tefevision sta-
tions, having already paid full value
for their existing facilities—plant, pro-
graming and licenses—to pay for new
transitional channels, which are meant

Marshall packs up, heads to the coast

FCC commissioner stepping down April 30 to launch Los Angeles consulting firm

By Harry A. Jessell

shall is stepping down April 30

and moving to Los Angeles to
establish a consulting firm for enter-
tainment and communications compa-
nies, she announced last week.

The Marshall Company, which will
maintain an office in Washington, will
start with an agreement to advise cli-
ents of Ziffren, Brittenham & Branca,
a prominent Los Angeles entertain-
ment law firm,

*‘I will be able to advise clients of
the likely effects of the 500-channel
universe on their products and pro-
graming,”” she said.

Marshall said she also expects to
help clients with regulatory or legal
problems in Washington and with ex-
ploiting opportunites presented by
high-definition television, personal
communications networks and ‘‘the
marriage of interactive video and dis-
tribution systems."’

““It’s pretty broad,”’ she said.

Marshall’s move to Los Angeles
comes as no surprise. During her
three-and-a-half years at the commis-

F CC Commissioner Sherrie Mar-

Sherrie Marshall, advising clients on th
possibilities in 500 channels

sion, she was an effective advocate for
Hollywood in its fight to preserve fi-
nancial interest and syndication re-
striction rules, which limit the broad-
cast networks  involvement in
programing and syndication. She led
the FCC majority that voted for sub-

stantial fin-syn restrictions in 199].

By establishing her consultancy,
Marshall fellews former FCC Chair-
man Dennis Patrick and Alfred Sikes
in eschewing the traditional route for
ex-commissioners—joining a law firm
and establishing a communications
practice.

Marshall says she chose the consul-
tant’s role because it gave her greater
freedem to pursue other opportunities,
namely corporate board seats and en-
treprenuerial ventures. She declined to
discuss those opportunities.

Law firms are discouraging partners
from sitting on boards because of the
exposure to investor suits and because
of possible conflicts their positions
may create. she said. They are wary
also of partners getting involved in
businesses, since the firm may be-
come financially liable for business
failures, she said.

Federal ethics rules bar Marshall
from lobbying the FCC for one year.
But, she said, she will be able to rep-
resent clients immediately on the Hill,
the Commerce Department and other
centers of communications policy
making. e
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only to replace their old channels,
would be unfair in the extreme and
would seriously and perhaps critically
injure the prospects for implementing
terrestrial advanced television in the
country,”” MSTYV told Brown.

Broadcasters and their lobbyists
also argued that their public service
responsibilities should preclude their
having to bid for spectrum.

Brown made the administration’s
viewpoints known in a letter he sent to
Senate Communications Subcommit-
tee Chairman Daniel! Inouye (D-Ha-
waii). The administration said broad-

casters should not be exempt from S.
335—which, if passed, would allow
the FCC to auction available spectrum
instead of issuing it through a lottery
or a comparative hearing.

The Inouye bill does not include
broadcasters, and Inouye has said he
has no intention of changing the bill.

‘“There has been no talk with the
administration on the bill,”” said one
Senate staffer, adding that the admin-
istration’s view ‘‘does not represent
the majority view’’ of the committee.

Further action on the Inouye bill
will probably start in the coming

weeks.

Whether it’s a spectrum fee or a
spectrum auction, the result is the
same: It’s pay to play.

Spectrum auctions and/or fees are a
hot issue on Capitol Hill right now.
Both the Senate and the House have
bills that will reallocate 200 mhz of
spectrum for commercial use, and be-
fore both bills are put to vote, it is
probable that auctions will bé used to
assign the new spectrum.

President Clinton has also proposed
using auctions for assigning future
spectrum.

Cable faces life with must carry

Court decision will not have much bottom-line impact, says Effros

By Joe Flint

ith its last ditch effort for re-
lief from the courts denied,
cable systems will soon be

forced to do what most have been do-
ing for several years—carrying local
broadcast signals.

The must-carry provisions, upheld
by a U.S. District Court last week,
require cable operators to set aside a
third of their channels for local broad-
cast signals. The provisions go into
effect June 2.

From an operating standpoint, last
week’s 2-1 court decision hoiding
must carry constitutional will not have
much impact on the bottom line, ac-
cording to Steve Effros, president,
Community Antenna Television Asso-
ciation. ‘‘From a business basis, the
decision is not significant,”” he says,
adding that ‘‘there is great signifi-
cance from a legal standpoint and how
we will operate in the future.”

Cable programers and would-be
programers are also concerned that
must carry—if it withstands appeal—
could eventually make it hard for new
networks to get channel space. Anoth-
er concern is that broadcasters who are
seeking inclusion in more than one
ADI for must-carry purposes will fur-
ther limit an operator’s choice in what
programing is carried on the system.

Although last week’s decision is by
no means the end of the road for ca-
ble, must carry will likely take effect
before the  industry’s appeal of the
court’s 2-1 decision is heard.

The next and final step for the in-

dustry is the Supreme Court, but the
case probably won’t be heard there
until fall and possibly spring. By that
time, broadcast stations will have had
must carry for almost a year, making it
harder for systems to drop local sta-
tions and justify the move 1o subscrib-
ers.

In the meantime, with the District
Court in Washington rejecting, cable’s
request of stay of must carry pending
appeal, that request will also be sent to
the Supreme Court.

In it’s rejected injunction request,
the cable industry again argued that
must carry will hurt cable programers
in favor of local broadcasters and will
force some operators to dump current
cable programers in favor of broad-
casters not yet carried.

““The public interest is not served
by the FCC’s allocating resources and
spending taxpayer money implement-
ing and enforcing a statutory and regu-
latory scheme of which the constitu-
tional validity is still open to
considerable doubt,” the request,
said.

The Supreme Court stay request
will no doubt echo those arguements.

In the District Court’s decision, the
cable industry’s argument that must
carry was unconstitutional on First
Amendment grounds was rejected in a
2-1 vote.

The court found that cable operators
have ‘‘economic incentives’’ to refuse
carriage of broadcast signals because
it will reduce broadcast viewership,
thereby bringing more viewers—and
subsequently more ad dollars—to ca-

ble.

In his dissenting opinion, Judge
Stephen Williams said: ‘‘Because cab-
lecasters now carry the vast majority
of local stations, the must-carry rules
may have little effect, but where they
have any, it will only be to replace the
mix chosen by cablecasters—whose
livelihoods depend largely on satisfy-
ing audience demand—with ammix de-
rived from congressional dictate.””

For broadcasters, the third time
proved to be the charm for court ap-
proval of must carry. In 1985 and
1987, the U.S. Court of Appeals for
the D.C. Circuit rejected must-carry
rules as unconstitutional, [

HDTYV testing
back on track

esting of the four competing

high-definiton lefevision sys-
tems is back on schedule. Last
week, reports surfaced that a
technical problem might delay
the tesling several weeks. At a
meeting April 14, however, an
FCC advisory working group
reached a compromise that will
allow testing to bagin about May
3, as originally scheduled.

The potertial problem_arose
when the committee leamed that
testing materials were not ready
for the two systems that use a
process called “progressive
scanning” to build a piclure on
‘the screen. Uinforfunately, a pro-
gressive  scan  system  was
scheduled to test first. -85
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Inter BEE '93

29th International Broadcast Equipment Exhibition

November 16-18, 1993
Nippon Convention Center (Makuhari Messe)

THE BEST PLACE TO BEE !

The world's leading broadcast equipment experts will gather at Inter BEE "33 to catch
up on all that's new and exciting in this field.

The 29th International Broadcast Equipment Exhibition promises to reveal the latest high
-tech developments in broadcast, video and professional audio technology. It's the place
to exchange information, meet old and new friends, and to take part in Asia’s largest
exhibition of its kind.

And attendance figures show just how popular Inter BEE is among those who count.
Inter BEE '92 attracted over 26,000 visitors from almost 40 nations worldwide.

Forums, seminars and symposiums will be held over the three days of the exhibition, in
addition to the trend-setting exhibits.

Be sure to attend Inter BEE '93. it helps bring people and products closer together in
today’'s widespread world and wide-open markets.

Japan Electronics Show Association é
Tokyo Chamber of Commerce and Industry Building & k,

bad
3-2-2, Marunouchi, Chiyoda-ku, Tokyo 100, Japan )
T e Inter BEE 93



WASHINGTON

FCC proposes new RF radiation limits

By Sean Scully

P roposec new rules from the FCC
on radio-frequency radiation ex-
posure may require some radio
stations to make adjustments.

According to the FCC’s notice of
proposed rulemaking. up to 500 of the
nation’s AM stations and about 750
FM stations would have to take some
action to comply with the proposed
limits on RF radiation.

The FCC estimated that only about
40 TV stations, or about 4% of the
nation's total, would be affected by
the RF standards, which the agency is
proposing in the wake of evidence that
such radiation could cause health
problems.

**While we do not have the primary
government responsibility [for health
issues]...the FCC undoubtedly has an
obligation to work closely with the
frontline health and safety agencies to
insure the safety of equipment that
emits RF radiation,’* explained Com-
missioner Ervin Duggan in a written
statement accompanying the proposal.

The proposed standards. based on a
1992 revision of the RF exposure stan-
dards from the American National
Standards Institute, make a distinction
between controlled environments, in
which workers are exposed to the radi-
ation knowingly and willingly. and
uncontrolled environments, where
people are inadvertently exposed to
the radiation.

The standards also set limits for in-
duced currents. which are generated
when someone touches a charged ob-
ject, such as a metal plate or pole.

The limits are generally more re-
strictive than the older standards,
based on the ANSI’s 1982 standards,
according to the FCC's notice.

It is generally difficult to measure
the exact impact on the broadcast
community due to the complexity of
the new standard and the relative lack
of information on how certain aspects
of the new guidelines can be imple-
mented with respect to broadcast sta-
tions,’’ the notice says.

The FCC estimate of the number of
stations affected is based on a seven-
year-old report from the Environmen-
tal Protection Agency. While the EPA
report is useful for studying RF field
intensity levels from single transmit-

| ters, the FCC said it does not address

RF levels from multiple antenna sites.
nor does it consider the induced cur-
rent limits.

*‘The actual percentage [of stations]
impacted could be significantly higher
than the EPA figure,*” the report con-
cludes.

The FCC is seeking comments on
the proposed standards, including in-
formation from broadcasters on cur-
rent compliance, actions necessary to
come into compliance and possible al-
ternative standards. Comments are due
at the FCC by the close of business on
Friday, Aug. 13.

The FCC undertook this review of

RF radiation in the normal course of
business, not in response to a recent
series of sensational media reports,
Duggan said. ‘*This is as it should
be,’” he said. ‘‘Press scares and media
hype are poor substitutes for the care-
ful process of science and govern-
ment.

‘It is important to keep such safety
questions in perspective,”” he added.
**Any new technology presents risks
and uncertainties which must be
weighed intelligently against the bene-
fits that new technology brings. Mod-
emn life challenges us to balance those
risks with courage and careful analy-
sis, and to avoid hysteria.”" a

Clash of the Titans

Titan Corp. files suit against encryption partner

By Sean Sculley

I n the wake of an abortive effort to
break into the satellite encryption
business, the partners in Titan Sat-

ellite Systems have begun fighting

among themselves.

On March 22, Titan Corp.. one of
the three partners in Titan Satellite,
filed suit against another major part-
ner, Houston Satellite Systems, and its
owner Charlie Ergen, alleging Ergen
and HSS did not live up to their agree-
ments in the partnership.

According to the suit, filed in San
Diego, Ergen agreed to line up pro-
gramers to use the Titan Satellite en-
cryption device, which was intended
to compete with General Instrument’s
VideoCipher encoder. Titan officially
dropped the plan in March due to in-
sufficient interest from major pro-
gramers.

The suit asks $5 million in punitive
damages from Ergen and HSS, plus
payment of Titan Corp.’s costs in-
curred in the business deal. The suit
notes that those costs are as yet unde-
termined, but estimates them to be in
excess of $1 million.

Titan Corp. and Ergen formed a
partnership in late 1991 to build a Vi-
deoCipher competitor. Titan and Er-
gen’s HSS each owned 40% of the
partnership. The remaining 20% was
owned by Tom A. Ortolf, who is not
involved in the suit.

Both Titan and General Instrument
own patent rights to VideoCipher, but,
until recently, Titan was prevented
from using the patents under a non-
competition agreement with GI. Titan
planned to build the equipment once
the agreement expired.

Titan Satellite Systems had asked
the FCC to study whether GI's domi-
nance of the encryption market consti-
tuted a monopoly and whether compe-
tition was feasible. Shortly before the
FCC report was issued, however, Ti-
tan notified the FCC that it had
dropped plans to compete. The suit
against HSS was filed at about the
same time Titan notified the FCC of
its decision.

The FCC eventually issued a report
saying it could not determine whether
competition in the satellite encryption
market was feasible. It raised, and left
unanswered, some technical questions
about Titan’s proposed system. The
report did note that emerging technol-
ogies, such as direct-satellite broad-
casting, offer some competitive pres-
sure on GI's VideoCipher.

Errata

The FCC will not specify indecency os an
issue in the license renewol hearing of
EZ Communications’ wezz(fW) Pittshurgh;
therefore, no tapes or transcripts
will be requested of the station, as
reported in the April 12 issue.
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Concerned abhout the excess of sex and violence and
the dearth of educational programing on TV, the nation’s
educators are formulating plans to correct the imbalance.

Representatives of six major educational organizations,
meeting in suburban Washington last week, tentatively de-
cided to press the broadcast networks to air at least one half
hour of educational programing in prime time each week.

““Why can’t one of the four major networks use its
tremendous creative resources to produce programing that
entertains and educates at the same time?”’ asked Lyle
Hamilton of the National Education Association. *‘I'm sure
they can do that.””

And if a network steps
up with such a show, he
said, the educators will pro-
mote it in meetings, in pub-
lications and in classrooms.
“‘We will try to get them the
viewership they want,”’ he said.

Hamilton feels the educators are taking a pos-
tive approach. An attack on sex and violence
tends only to stiffen the resistance of broadcasters

_ WASHINGTON e —

ety of Newspaper Editors and the National Religious Broad-
casters have adopted a resolution condemning the doctrine
as an infringement of broadcasters’ First Amendment
rights.

Nonetheless, prospects for the legislation are good. The
Senate legislation, sponsored by the Commerce Committee
leadership, is expected to win passage later this year. And a

companion House bill backed by Energy and Com-

to attempts to control their air.
help,” he said.

The organizations also decided to urge the FCC. in its
children’s programing proceeding, to strictly enforce the
statutory requirement that all broadcasters serve the educa-
tional needs of children. ‘‘The FCC needs to pay closer
attention to the broadcasters’ renewal applications,” Hamil-
ton said.

In addition to NEA, the cooperating organizations are the
American Association of School Administrators, the Na-
tional Association of Secondary School Principals, the Na-
tional Association of Elementary School Principals, the
National School Boards Administration and the National
PTA.

Down but not out. Daniels Cablevision Inc. and Century
Communications Corp. have appealed the FCC’s rejection
of the cable operators’ request for a stay of the rate regula-
tion freeze.

In a brief filed in the U.S. Court of Appeals in Washing-
ton, the petitioners argue that the freeze is unconstitutional
on First Amendment grounds: ‘“The freeze order, on its
face, suspends for 120 days the constitutionally guaranteed
rights of petitioners, as well as the vast majority of all cable
television operators, to exercise editorial discretion over the
selection, arrangement and distribution of the product made
publicly available over their facilities of mass communica-
tion.”’

Century Communications President/CEQ Bernard Gal-
lagher said the freeze would directly affect programing
decisions. ‘‘First, it prohibits Century from adding any
additional programing service to an existing tier of service
unless Century is willing to do so without recovering the
cost of that new service,’’ he said. *If Century wishes even
to begin to recover the costs of new programing services on
existing tiers, it must wait at least unti! the freeze expires
(assuming the FCC’s rate regulation rules then permit re-
covery of the added costs)."””

Opposition is piling up against Senate legislation that
would bring back the fairness doctrine, which the FCC
repealed in 1987. Within the past few weeks, the Radio-
Television News Directors Association, the American Soci-

*‘We want to really Edited By Harry A. Jessell

merce Committee Chairman John Dingell and oth-
er key Democrats is expected to follow close on
its heels.
of vetos by Reagan and
Bush. That threat is no long-
er there. *‘Every indication
would sign a bill, if only in deference
to the congressional Democrats who
want it,”’ says RTNDA President Da-
The public has yet to be heard from
on this issue, he says. Once people
understand that the fairness doctrine gives government the
And even if the doctrine is signed into law, Bartlett says,
the Supreme Court as now constituted might find it uncon-
stitutional, taking down incidentally other broadcast content

Earlier attempts to reinstate the doctrine
failed because of the threats
:t * " is that President Clinton

vid Bartlett.

But all is not lost, Bartlett says.
power to prosecute newscasters and radio talk shows, he
says, congressional support for the measure may erode.
regulations such as the children’s programing and equal
time law.

Broadcasters reminded the FCC last week that they
would like to make sure their new HDTV channels cover at
least the same audience as that covered by their current
NTSC channels.

In a letter to Chairman James Quello. a consortium of
broadcasters said they want the FCC to assign new HDTV
channels with an eye toward keeping the coverage areas as
close to current levels as possible. That would require some
engineering work and coordination among stations that the
commission has so far not undertaken, the group said.

The commission has proposed allotting available HDTV
channels strictly on a first-come, first-served basis. But
Julian Shepherd, general counsel for the Association for
Maximum Service Television, which organized the letter,
said the commission’s proposal doesn’t go far enough to-
ward insuring a smooth transition to advanced television.
*‘Station managers don’t want to see a mass disenfranchise-
ment of their current audience,’” he said.

The letter was signed by all the broadcast networks, the
National Association of Broadcasters, MSTYV, the Associa-
tion of Independent Television Stations and America's Pub-
lic Television Stations.

Could low-power TV stations soon be getting four-
letter call signs, like regular stations, instead of the cur-
rent letter-number scheme?

That’s just one of the LPTV rule changes proposed by the
FCC last week. The commission is also proposing expand-
ing the circumstances where terrain shielding can be used to
show the absence of objectionable interference and relaxing
the filing procedures for LPTV stations seeking changes in
facilities. ]
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Carden & Cherry,
creator of Emest P. Worrell,
is pleased to offer

“Your World As I See 1t,”

a one-minute program
designed to be a prime ratings lead-in.
Wrapped within this unique program
are two :30 second windows, creating
an attention - getting, clutter-busting
prime dollar two minute block.

Let Emest take the minute to the limit
for your television station.

BMA SYNDICATIONS
Nashville ¢ 1-800-967-7768

ADI-TV Market Exclusive - Syndication
Available 6 & 13 week periods.

Cash or Barter.

© 1993 Carden & Cherry. Inc.




Look for television in
tomorrow’s newspaper

AP board to vote this week on starting video service;
Knight-Ridder and CableLabs talk about newspaper
‘tablet’ with full-motion video capability

By Geoffrey Foisie

N ewspaper reporters  sporting
high-8 cameras competing with
television news organizations?
That scenario is not here yet, but it
may be soon. This week in Boston,
the board of the Associated Press is
scheduled to consider and vote on a
business plan that would bring the

ness. AP officials declined to talk
about specifics until after the vote.

AP has been developing the video
business plan for at least a year. Re-
cent TV technology, such as light-
weight cameras, could make it feasi-
ble for AP to offer such a service,
generating further revenue from its bu-
reaus around the world.

At Knight-Ridder, some reporters
are already using high-8 cameras for
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The new look of newspapers: a tablet in
development by Knight-Ridder

| news service into the video news busi-

Radio
TV

Cable
Sales & Appraisals

A nnouncing the formation of

FORCE COMMUNICATIONS & CONSULTANTS

. a broadcast brokerage partnership. Combining the outstanding talents
of John L. Pierce, Harold W. Gore and John E. Lauer. These creative and
unified forces, offer over 100 combined years of broadcast experience,
dedication, and efficiency. Whether you are in the market to purchase or to
sell, Force Communications & Consultants can make it happen.

Put FCC to work for you.

Harotd W. Gore
{404) 528-1421

John E. Lauer
(404) 841-6487

John L. Pierce
(606) 344-8881

580 Centre View Boulevard
Crestview Hills, Kentucky
41017

3343 Peachtree Road
Suite 200
Atlanta, Georgia 30326

200 North Cobb Parkway
Suite 114
Marietta, Georgia 30062
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This armowncement is not an offer to sell o a solicitation of an offer to brey any of these secuities. The offering is made only by the Praspectus and related Supplement, copies
of which may be obtained in any State in which this amovncement is circulated only from the undersigned where qualified to act as a dealer in such State.

March 17, 1993

$275,000,000

5%% Notes due March 1, 1998

Price 99.682%

Lehman Brothers
Goldman, Sachs &€ Co.

J.P. Morgan Securities Inc.
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still photography. The quality is said
to be a bit “‘coarser’’ than that normal-
ly found in print.

If technology currently being tested
in Boulder, Colo., makes it to the
product stage, those Knight-Ridder re-
porters could be shooting full-motion
video for a newspaper downloaded via
cable TV systems.

The product being developed at
Knight-Ridder’s Information Design
Laboratory is a newspaper ‘‘tablet”
similar to a computer notebook weigh-
ing just over one pound. The tablet
could be plugged into a communica-
tions ‘‘dock’’ such as a cable hook-up,
and loaded with the latest edition of
one or more publications, then re-
moved and read later.

The reader could interact with the
tablet screen, touching a story summa-
ry to get the full text, pressing an
advertisement to get more information
on the product, enlarging the type,
developing a customized index of sto-
ries or “‘clipping’” a story electronical-
ly. The ‘‘news” could be delivered as
print, audio or even fuil-motion video.
Such a newspaper, said its designer,
Roger Fidler, has the advantage of

permitting the ‘‘nonlinear navigation’’
browsing in existing newspapers.

Fidler, director of the design labora-
tory, said there is currently a working
demonstration on a Macintosh porta-
ble computer and that by next year he
expects to have a prototype of the
**working concept."’

He emphasized that a full test
should not be expected until 1995, and
even that test would have *‘limited
functionality’” and would be expen-
sive: ““This will probably be a niche
market for some time.”’

Among the barriers to development
are capacity and transmission. A tablet
with full-motion video, he said, would
require storage on the order of a giga-
byte. As for transmission, the goal is
to get delivery time down to a minute
or less. Using today’s standard cable,
he said, delivery time would probably
be about 8-10 minutes.

The Information Design Lab is cur-
rently talking with CableLabs, said
Fidler, about what such a system
would require. Knight-Ridder is a
half-partner, along with Tele-Commu-
nications Inc., in the MSO, TKR Ca-
ble. [ ]

-
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Sarkes Tarzian Inc.

has completed the acquisition of the assets of

WJLT FM
Fort Wayne, IN

from

Fairfield Broadcasting Co.

Todd Hepburn, Vice President of the undersigned
initiated this transaction and assisted both parties in the negotiations

WD FIEFBUTRN
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April 6, 1993

Network pricing
helps CBS; cost
controls at NBC

nderlying network revenue

growth at the CBS television

network powered first-quarter
operating earnings of the parent com-
pany to a more than threefold gain, to
$62.4 million. General Electric also
cited *‘sharply’’ higher operating prof-
it at its broadcasting division, which is
primarily NBC. Many securities ana-
lysts raised their 1993 net earnings
estimates for CBS, although much of
that increase reflects a one-time gain
from the first-quarter sale of securities
that had been in the company’s invest-
ment portfolio.

CBS said unit pricing was up in
prime time, daytime and news, which
the company attributed largely to
*“,..the strength and appeat of the net-
work's core of regularly scheduled
programs.”’ Actual TV network reve-
nue declined compared with the prior
year’s first quarter, but that period had
the telecast of the winter Olympics
and the Super Bowl. Profit benefited
because expenses declined by even a
greater amount. For football, some of
that cost reduction represented the ef-
fect of a previous accounting *‘write-
down’’ of the rights rather than a de-
cline in cash payments.

The absence of the special sporting
events in the just-completed quarter,
however, had a negative effect on the
owned TV stations, which typically
report incremental revenue from the
Olympics and Super Bowl without
bearing a similar cost burden. Adding
to the revenue and profit decline at the
owned TV stations was what CBS said
was ‘‘weak’’ advertising at its New
York and Los Angeles TV stations.
The results for two TV stations,
WCCO-TV and WFRT-TV Green Bay,
which were acquired midway through
the 1992 first-quarter, were included
for the entire quarter just completed.

CBS’s FM radio stations rebounded
from revenue weakness.

General Electric cited ‘‘lower pro-
graming costs’’ as the main contri-
buter to the increased profits at its

C@L’w‘a '..Ju

broadcasting division. Revenue in-

Hepbum, Presiden Todd Hepbum, Vice-President creased “‘somewhat...principally’’ be-
325 Garden R;fqogt)ﬂénag?;gsﬂonda 33480 PO Box 43??;33)(:;}?""0& Ohio 45243 cause NBC carried this year’s Super

Bowl. [}

\_ /
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| -.l;mﬁnsad station trades

By dollar volume and number of sales

This week;

Al's 0 8850000 0 &
Fi's O $2,270,000 O 2
AM-FM's O $14,015,000 O 4
TWsoS0o0
Total 0 $17,135,000 0 12
So far in 1993;

AM's 0 $12,820,714 C 59
Fi's 0 $187, 325,530 O 97
AR-FM's O $249,480,200 O 65
TV's O §770,529,866 © 13
Total 0 §1,220,156,310 0 244

Far 1992 notal zse Feb 1, 1990 BROAGCASTRG

KV1(AM)-KPLZ(FM) Seattle O Sold by
Golden West Broadcasters to Fisher
Broadcasting for undisclosed price es-
timated at $12 miilion. Seller is head-
ed by country singer and actor Gene
Autry and Bill Ward and also owns
KMPC(AM)-KLIT(FM) Los  Angeles.
Buyer is headed by Patrick Scott and
is licensee of KOMO-AM-TV Seattle and
KATU(TV) Portland, Ore. Kvi is full-
timer with news-talk format on 570
khz with 5 kw, KPLZ has CHR format
on 101.5 mhz with 100 kw and anten-
na 1,150 feet above average terrain.
Broker: Crisler Capital Co.

KQBR(FM) Davis, Calif. O Sold by
KYLO Radio Inc. to EZ Sacramento
Inc. for $2 million, Seller is headed
by Miklos (Mik) Benedek and is appli-

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

cant for new FM at Felion, Calif.
Buyer is headed by Alan Box and is
licensee of KRAK-AM-FM Sacramento,
Calif. 1t is parent of licensees of KMPS-
AM-FM Seattle; KYKY(FM) St. Louis;
WBZZ(FM) Pittsburgh; wIOQ(FM) Phila-
delphia; wezs(FM) New Orleans, and
WMXC(FM) and WSOC-FM both Char-
lotte, N.C. KQBR has country format
on 104.3 mhz with 2.96 kw and anten-
na 141 meters,

WMGR(AM)-WJAD(FM)  Bainbridge,
Ga. O Sold by Guardian Corp. to Sa-
bre Communications Inc. for $1.175
million. Seller is headed by Lindy
Dunn, and has no other broadcast in-
terests. Buyer is new company headed
by Paul H. Rothfuss and has no other
broadcast interests. WMGR has oldies
format on 930 khz with 5 kw day and
500 w night, w)AD has CHR format on
97.3 mhz with 100 kw and antenna
1,200 feet above average terrain. Bro-
ker: Bergner & Co.

WETT(AM)}-WWTR-FM Ocean City,
Md.-Bethany Beach, Del. O Sold by
Banking Services Corp. and Roger A.
Akin, as co-receivers for KAT Broad-
casting Corp., for $500,000, Sellers
recently acted as co-receivers for sale
of wsvs-AM-FM Crewe, Va., for $3
million (‘*Changing Hands,”” Nov. 2,
1992). Buyer is headed by general
partners Bruce R. Spector and Joseph
L. Mathias, and is licensee of wDOV-
(AM)-WDSD(FM) Dover, Del.;
WZNY(FM) Augusta, Ga., and wusQ-
AM-FM  Winchester and WVGO(FM)
Richmond, both Virginia. Broker:
Blackburn & Co.

Davidman, Gargano form Twin Towers

ormer D&D Broadeasiing partner Joe Davidman and former CBS,

MBC and Scripps-Howard executive Edward Gargano hawve formed
Twin Towers Communications. The Denver-based company, with an
office in Daren, Conn,, has $20 million in equity and will target lop 30
markets in which to acquire TV and radio properties, as well as other
communications-related businesses. Davidman ran several stations in
the Miami area, including WeRF(AMPWSHEFM), before forming D&D with
parner Steve Dinetz. That company recently sold KEZWAM-KOSIFM) Den-
ver for $19.9 million to Tribune Broadeasting, after acquiring the stations
in 1988 for $13.5 million. Gargano will head the Darien office. =G

YID
*105,970,000

In the last three months,
MVP has racked up the most
impressive first quarter radio
sales figures in recent years.
In Houston, San Francisco,
Atlanta, Tampa, Austin,
Orlando and Des Moines,
MVP consistently performed
for sellers and buyers who
relied on the industry’s lead-
ing radio mergers and acqui-
sitions firm to deliver. In
large, medium and small
markets, MVP provides
intelligent, creative solutions
to today’s complex problems
and opportunities.

No one sells and closes more.

RANDALL E. JEFFERY
RANDALL E. JEFFERY, JR.
407.295-2572

ELLIOT B. EVERS
415-391-4877

GEORGE 1. OTWELL
404-978-1294

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

RADIO and TELEVISION
BROKERAGE * APPRAISALS

'Y
P

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO
SAN FRANCISCO

NAB Suite 2910, Las Vegas Hilton
appointments requested
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 in notes, carrying
-money would be used to pay
 motes, plus roughly 40 million of bank debt expected to remain after the

- Emmis’s private placement

nﬁﬂ:a: Bro

nﬂlm S-;’!g 1444 private plmmr—debmemms intended to be
soid to a imited number of institutional investors. One investor familiar
with lhurﬁﬁm"rngﬁld ngaqrc- glﬁupﬂwnur is mhi‘ig’tﬁ*ﬁdi §100 millian
an approximate target
down an existing $50 milion of 14%%
-sale of

WCDJ(FM) Baston. The offering would be 7.6 times the

;‘_‘mmsyrnadmwﬁm Iimaﬁw 1 million for the year ending Feb.

i m : —GF

casting is attempting to refinance its debt through a $100

interast rate of 111%%. The

Jefferson Capital Group, Ltd.

LIVE

ENTERTAINMENT INC.

has completed a prepackaged bankruptcy reorganization
in which its

$110,000,000
14.50% Senior Subordinated Notes

and

1,050,000 Shares
of Series A Cumulative Convertible Preferred
Stock

were exchanged for

$40,000,000
10% Senior Subordinated Notes;

6,000,000 Shares
of Series B Convertible Preferred Stock,

and

$8,000,000.

The undersigned initiated this transaction, assisted in
structuring its terms and served as financial advisors
to LIVE Entertainment Inc.

Daniels & Associates

HSN deal off

By Rich Brown

ele-Communications Inc. spin-

off Liberty Media Corp. has

dropped its $640 million-plus
bid to acquire the 76.5% of Home
Shopping Network that Liberty does
not already own.

The decision followed reports that a
Tampa federal grand jury was investi-
gating top HSN executives—including
Chairman Roy Speer and former presi-
dent Lowell Paxson—for various alle-
gations, which initially surfaced during
a divorce proceeding in which the ex-
wife of former HSN general counsel
Femando DiFilippo said DiFilippo had
been paid $12 million in company stock
to cover up corporate improprieties. Ad-
ditional allegations include those by Di-
Filippo’s successor, Allen P. Allweiss,
who has charged the company with hav-
ing ties to a member of the Gambino
organized crime family.

Liberty’s statement last week said
the grand jury investigation and the
private litigation *‘have created uncer-
tainties which may result in an indefi-
nite delay of the merger.”’

Liberty’s decision further delayed a
long-talked-about merger with com-
petitor QVC Networks. Liberty also
owns approximately 23% of QVC.

HSN President and CEO Gerry Ho-
gan issued a statement saying he re-
mained confident about ‘*HSN’s pros-
pects and the recent efforts to improve
its financial performance.’’

But that did not stop some cable
operators last week from grumbling
about the state of HSN. ‘‘The negative
press is unfortunate for everybody as-
sociated, whether it is the company
itself or its affiliates,”” said Rob Sten-
gel, senior vice president, program-
ing, Continental Cablevision, one of
the nation’s top operators.

“‘We’re more concerned with the
overall performance of the service,”
said Stengel. “*That’s an ongoing is-
sue.’”

HSN in recent months has been try-
ing to boost sagging sales by reposi-
tioning the service and phasing out
merchandise valued at less than $10.
That repositioning helped cause the
net loss of $26.9 million reported last
week by HSN for its second fiscal
quarter. Network sales were $244 mil-
lion, down from $275 million for the
same period last year. a
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BUILDING BRIDGES

The 14th Banff Television Festival — June 6 through 12, 1993

The Conference

With a 500-channel universe close to real-
ity, the business of television is dependent
upon international partnerships more than
ever before. As the massive U.S, market
continues to fragment, niche networks and
traditional broadcastersare coming to terms
with the economic realities with which
smaller-populated countries have had to
deal for some time. Bridges of interesting
designs are being built from the U.S,, to
Canada, to Europe, and to the rest of the
world.

The Competition

More than ever before, the Festival pro-
vides ready access to an incredible diversity
ofinternational television programs. From
the closed-circuit television system, to the
on-demandscreening rooms, to thespecially
scheduled screenings of winning programs
— with the key creative people behind the
programs in attendance — Banfl offers
unparalleled viewing of a wide range of
television program genres.

Who's Coming To Banff?

The Camaraderie

There'ssomething special in theair at BanfF,
From the moment you set foot in the heart
of the Canadian Rockies, there’s a sense of
relaxation and friendliness that has earned
the Festival high marks throughout the
world. It's an atmosphere treasured by our
delegates because it encourages contact,
communication and the cultivationofbusi-
ness relationships. This year, we've added
even more opportunities to enjoy the beau-
ties of Banff, first hand.

The list of confirmed attendees grows daily. Here are just a few of the people you'll meet in Banff.

Dr. William F. Baker, President & C.E.O.,
Thirteen/WNET,USA; JimBagshaw, Presi-
dent & C.E.Q., Channels 2 & 7 Television,
Canada; Barbara Barde, President, WhyNot
Productions, Canada; Paul Barron, Manag-
ing Director, Barron Films Ltd., Australia;
JamesS. Bennett, President & C.E.O., ACI,
USA; Charles Benton, Chairman, Public
Media Inc., USA; Paul Bronfman, Presi-
dent, Comweb Corporation, Canada; Les
Brown, Consultant, The Center for Commu-
nication, USA; Gerry Byrne, Publisher, Va-
riety, USA; John Cassaday, President &
C.E.O., CTV Television Network Ltd.,
Canada; Guillaume Cheneviére, Directeur,
Programmes TV, Radio-Télévision Suisse-
Romande, Switzerland; Gordon Craig, Presi-
dent & C.E.O., JLL Broadcast Group,
Canada; Aimée Danis, Présidente, Les Pro-
ductions du Verseau Inc., Canada; Marian
Davis, Vice President, International Pro-
gram Development, CBS Entertainment,
USA; Patrizia De Crescenzo, Manager of
Television Movie Productions, Silvio
Berlusconi Communications, Italy; Jean-
Noél Dibie, Président, Directeur Général,
L.P.A., France; Paul Duggan, COCO Televi-
sion Productions Ltd., Ireland; Patrick
Dromgoole, President, Patrick Dromgoole
Productions, UK; W, PatersonFerns, Presi-
dent, Primedia Entertainment Inc., Canada;
JayFirestone, ViceChairman, AllianceCom-
munications Corp., Canada; Dr. Walter
Flemmer, Deputy Director-General of TV,

Bayerischer Rundfunk, Germany; Michéle
Fortin, Directrice générale, Programmes TV
générale, Société Radio-Canada, Canada;
Sonny Fox, President, Sonny Fox Produc-
tions, USA; Paul Gratton, Chief Executive
Officer, Ontario Film Development Corp.,
Canada; Vibeke Gad, Director, TV-Fiction,
Danmarks Radio, Denmark; Brent Harman,
Group Chief Executive, Television New Zea-
land; Brian Hatris, Executive Vice President,
ACI&Managing Director, ACI International,
USA; Douglas M. Holtby, President &
C.E.Q., Western International Communica-
tions Ltd. (WIC), Canada; Norman Horowitz,
Independent Producer, USA; Gene
Jankowski, Chairman, Jankowski Commu-
nications Systems Inc., USA; Catherine
Lamour, Directrice des Documentaires et
Magazines, Canal Plus, France; Laurier
LaPierre, President, Les Productions la
Grenouille Inc., Canada; Arvi Liimatainen,
Vice President, Kicking Horse Productions
Ltd., Canada; TomLocke, President/C.E.C.,
Gastown Post and Transfer, Canada; Gus
Macdonald, Managing Director, Scottish
Television plc.; Trina McQueen, V.P. of Re-
gional Broadcasting Operations, CBC,
Canada; Michael Medved, Author & Televi-
sion Critic, USA; Robin Mirsky, Manager,
Rogers Telefund, Canada; Greg Moyer, Ex-
ecutive Vice President, Discovery Communi-
cations Inc., USA; Rod Perth, Vice Presi-
dent, CBS Entertainment, USA; Gary A.

Randall, President, Spelling Television Inc.,
USA; Dr. Phillip Riccabona, President,
TAURUS FILM, Germany; Lorraine
Richard, Présidente, Cité-Amérique Inc.,
Canada; Kevin Riley, Vice President of
Drama Development, NBC Entertainment,
USA; Ted Riley, President, Atlantis Releas-
ing Inc., Canada; Carole Rosen, Director of
Family Programming, HBO, USA; Allan
Sabinson, Senior Vice President, Original
Programming, TNT, USA; KevinShea, Presi-
dent, YTV Inc., Canada; Wayne Sterloff,
Chairman&C.E.O.,B.C. FiilmFund, Canada;
Olga Struskova, FOIBOS Artistic Agency,
CzechRepubiic; Dr. Gunter Struve, Director
of Programming, Deutsches Fernsehen/ARD,
Germany; Ives Swennen, Directeur Affaires
Commerciales, RTBF, Belgium; Masami
Takagishi, Production Manager, Interna-
tional Operations, NTV {(Nippon Television
Network Corp.), Japan; Stan Thomas, Vice-
President - Programming, CanWest Broad-
casting, Canada; Garry Toth, General Man-
ager, Alberta Motion Picture Development
Corp.,Canada; Ken Tucker,Critic-at-Large,
Entertainment Weekly, USA; Michael von
Wolkenstein, President, SATEL Group, Aus-
tria; Arthur Weinthal, Vice President, En-
tertainment Programming, CTV Television
Network Ltd.,Canada; Jeffrey Wachtel, Sen-
ior Vice President, Drama Development, Co-
lumbia Pictures Television, USA; Nic Wry,
Vice President, Business Affairs,
Superchannel, Canada.

The Banff Television Festival, Box 1020, Banff, Alberta, Canada TOL 0C0

Phone (403) 762-3060

Fax (403) 762-5357



Agree to disagree: McKinney and Butensky

This is a busy year for TV's two leading ad association presidents. Thomas McKinney,

of the Cabletelevision Advertising Bureau, is set to consider a strategic review of that

organization in the wake of FCC and court victories. And Ave Butensky, of the Televi-

sion Bureau of Advertising, while still working to get more attention for national TV

station spots from advertisers, is now trying to attract major local advertisers. Below, the
two review their performance and square off over continuing disagreements.

Last year when we did this, the two of you
talked about growing the advertising pie,
about bringing in new categories of adver-
tisers. Can you point to anything that says
that has been done?

McKinney: 1 cannot really point to some-
thing specific. The only thing I can point
to is that ir 1992, our business was up
16% over *91. In '93, we're already look-
ing at 20% growth, at least on the network
side of the business. And from what I can
gather from the local side, we're doing the
same thing. And as for our regional spot
business, we're up well over 25%.

it you're not sure that it's coming from
new advertisers, where do you think that
extra business is coming from?
McKinnev: 1 think there are new advertis-
ers in those categories, and we are getting
more out of existing budgets so I think
that’s where our business is coming from.
But if you asked me today to put a per-
centage on it, to name any particular cli-
ents, I can’t do that. I know we did a big
deal that had traditionally been with Na-
tional Geographic, but the |advertiser’s]

moment.
Ave, where do you think cable’s business is coming from?

Butensky: As you know, 1991 was not a good year for
television. It was a loss year. Nineteen-ninety-two was up
close to 7% and 1993 looks like it will be up over "92 so
far, although by what amount it’s still too early to tell. We
have seen some growth in a number of categories. We
focused our energy on advertisers who perhaps were top
heavy with national television, and said, **Put higher per-
centages in spot television, put your money where your
business is and not where your business isn’t.”” We’ve seen
movement along that area. We've also seen some new
business and new categories come along, such as the com-
puter business.

. kg v > Cabletelevision Advertising Bureau’s Thomas McKinney (I} and Television Adver-
name is not coming into my head at this tising Bureau’s Ave Butensky represent two sides of TV's advertising equation.

Well, we're just beginning the year but at least through Fehb-
ruary, according to TVB's numbers, local has been strong but
national spot has been weak. Even against two years ago,
national spot for the first two months of this year was up only

1%.

Burensky: 1 think there’s a long way t0 go. And that's why
we’re here: to help the growth, to make it go that way. I
think we’re trying to be as creative and as helpful as we can
to advertisers, and 1 think, as that starts to pay off, you'll
see increases in television over time.

Thom, agency people talk about lack of standardized cable

ratings information. What would your answer be to those
complaints?

McKinney: First of all, let’s deal with that whole issue of

78

Apr 19 1993 Broadcasting & Cable



ONLY ONE PUBLICATION HAS THE
POWER TO MAKE THE CONNECTION




It has always been there: in-depth, insightful coverage of cable as well as broadcasting—
since the dawn of cable itself.

Now, to better reflect our coverage of cable’s importance in the media world, Broadcasting
has become Broadcasting & Cable.

You can see the difference right away on our new cover. Its now 100% based on
editorial, featuring graphic references to all the major industry developments you need
to know about.

MORE THAN A NEW NAME —
A WHOLE NEW WAY TO LOOK AT THE INDUSTRY

You'll also see that the additions and enhancements in Broadcasting & Cable go far
beyond 2 name change.

*“Fast Track” — A magazine within 2 magazine. Just two pages that sum up all you
need to know about the week’s news.

*“Programming” — A newly-expanded super section that looks at programming
developments in over-the-air TV and cable. It the best programming perspective
you'll find anywhere.

*“Advertising & Marketing” — A broad look at what really drives your business —
advertising, subscriber revenues, merchandising, licensing and more.

*Enhanced cable coverage — Now every section in Broadcasting & Cable gives you
news from a cable point of view as well. As one medium increasingly impacts another,
this is information that’s indispensable in every area of the television market.

Of course you'll still find the time-tested features you've always relied on. Our coverage
in “Radio” remains an important part of our weekly menu. “Washington” continues our
patented coverage of regulatory and legislative news. “Technology” keeps you on top of
the forces that drive the future of the business. Every week, Broadcasting & Cable brings
you all the news from every corner of the industry.

A DYNAMIC NEW FORUM FOR ADVERTISERS, T00

For advertisers, Broadcasting & Cable now delivers more key industry decision makers
in all facets of television and radio. Your ads reach 5,000 additional readers for a total of
7,000 of the most influential players in cable television management. That’s over 33,000
readers in all — a 17% circulation increase with no rate increase.

BROADCASTING & CABLE — THE SINGLE SOURCE

All together, these important enhancements make Broadcasting & Cable the single
most important source of critical industry information. As you face the challenge of
competing in the next generation of television and radio, Broadcasting & Cable will
make sure you stay on top of it all. Building on a tradition of more than 61 years of
unparalleled industry coverage. And our new name is just the beginning.

THE SINGLE SOURCE
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research. Cable is the only medium that has to measure
itself by another media universe. | mean, magazines are
allowed to have their own universe, radio is allowed theirs,
broadcast television has its own universe, but cable has
asked to measure itself according to broadcast television. At
the local level, if I want to measure a particular system,
they ask, how does that compare with the ADI or DMA?
It's a ridiculous thought, but that’s how they want to do it.

I think that what we really have to do is get to a situation
where cable has a universe of its own—an acceptable
universe of its own—and measure it against that. And then
we have to convince the syndicators to come forward with
some methodology that allows that to happen in the short
term.

Long term, the whole issue of research is going to-

change, period. Because cable's set-top converter will mea-
sure what people are watching, and that is immediate.

You don't think it’s reasonable for agencies to want to be
able to compare different kinds of television?

McKinney: 1 don’t think that's wrong. I think that’s fine—
but you need two sets of numbers. You would need a
number that measures that local system’s universe and the
program’s ratings within that universe, and then you could
compare those or convert those into some ADI level. [ don’t
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““There’s a station in Florida
that probably gets more fish
than it gets people. Why shouldn’t
it have its coverage area? Why
shouldn’t a UHF station that competes
in a VHF market have its own?"’

Ave Butensky, TVB president

have a problem with that.

What happens now is you have a system in place with
Arbitron and Nielsen for which the broadcasters are paying
large sums of money. We're not willing to pay for those
statistics, because they don’t measure us properly.

Also, I can’t afford to pay what a local television station
does. A local system, for instance, is doing $3 million-$4
million, but then you compare that with a television station
in the marketplace, doing 10, 15, 20, 25, maybe $30
million. Also, to measure me properly, you need better
distribution of the measurement tools, the meters; they have
to be dispersed properly. So there are a lot of issues that are
Just not summed up by the question, **Are you willing to
pay?” Yes, we’re willing to pay, but what is that amount?
It’s got to have some comparative value.

Ave, up to this point, broadcasters have, as Thom points out,
been able to define the terms of the ratings because they pay
the freight. At a certain point, cable is going to have its own
technology for a different kind of ratings information. Some
cable systems even now can apparently do sweeps of thous-
sands of households in their systems to see what is being
watched. So when does it become in the broadcasters’ inter-
est, if ever, to work with cable to come up with some kind of
reasonable ratings structure that would please both sides?

Butensky: Well, let’s dissect this into a couple of parts.
Thom was comparing television with magazines and radio.
There's one difference here. The perception is—and I think

most people agree—that cable and television really are the -
same message out of the same tube. Whether you’re watch-
ing Channel 7 or ESPN or Channel 2 or CNN, it’s another
channel on the dial as far as the viewer is concerned.

To an advertiser putting money into television, more
often than not, that money is treated as a pie of which cable
is one part. Even though cable may have its own budget, it
really comes out of the television budget, based on the
research we’ve been able to see.

Back in the old days, there used to be a thing called

 PSB—Program Station Bases—because everyone would

carry a different show with a different lineup and different
coverage so you were able to produce numbers to show
what that program did nationally and what it did in its
coverage area. Cable’s no different; it, too, can produce
numbers as to what it does in its coverage area. But if you
start having a different universe whenever somebody has
some kind of a problem...half the television stations in
America, because of the antenna location, have a problem.
There’s a station in Florida that probably gets more fish
than it gets people. Why shouldn't it have its coverage
area? Why shouldn’t a UHF station that competes in a VHF
market have its own?

To make television user-friendly to advertisers who
spend the dollars, they need to have a common denominator
of measurement. Now I'm not saying the system we have
between Nielsen and Arbitron is perfect, but at least it is a
standard system that is used by the advertisers. There is no
rule that says it can’t be amended or changed or improved.
That’s fine, I would agree with that.

But in terms of having a separate system, that doesn’t
make any sense, because to an advertiser who is spending
money you need to compare apples to apples to apples, and
unfortunately, there’ve been too many comparisons made
with numbers. For example, the New York Times said two
weeks ago that *‘Barbarians at the Gate’” on HBO did a 14-
something rating and out-rated the three networks. That is
not a true statement. In its own universe, it did a 14.]
rating, but if the truth be known against the entire universe,
it was a 3.1 rating and the three networks out-rated it by a
lot. So what you get is a situation with, if everybody comes
off and has their own standard universe, all that’s going to
do is add confusion in the marketplace. Advertisers don’t
want it; agencies don’t want it. They will accept it if you
give it to them, and they will generally tell you they will use
their own numbers and make their own computations, but
all this does is serve to mislead the people who spend the
money.

I'm going to ask for a one-word answer to this question. Do
you think it is likely that within the next two years, broadcast-
ers, cable operators and the ratings agencies will be able to
develop a common standard of measurement for local
television?

McKinney: No.

Butensky: 1 would like to say the word is hopeful.
Meaning you are hopeful?

Butensky: Meaning that they would see our point of view,
then agree with it.

McKinney: The problem of course is—there's a word Ave
used there: standard. Standard means status quo; that’s the
way we’ve done business and that’s the way we want it
done. I think it’s true that to the viewer, whatever comes
through the set is television, but what ['m talking about is
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distribution and that’s how we have started to measure,
based on distribution. Distribution of cable is very different
than television.

We talk about segmentation, regionalization, zoning and
all those kinds of things, because that's what marketers do
and that’s what they're looking for. The reason this medium
has grown up is because it gives them that ability to do that.
So when you start to talk about standardization, I'm very
leery because if another status quo were here, I'd still be in
the cotton fields and I have a littie problem with that.

I could let the two of you spend the next hall hour debating
this point, but | wouldn't want to be accused of encouraging a
confrontation. What is the national timetable on the ad inser-
tion technology that we now have in New York allowing ads
to be inserted throughout an interconnect simultaneously?
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What percentage of the country after one year will have that
capability?

McKinney: That’s a difficult one. A lot rides on the invest-
ment capital that’s going to be available and that depends,
for instance, on such things as the real impact of S.12.
Depending on its impact and assuming it is not adverse, |
would think we would see [insertion capability] over the
next two years somewhere in the neighborhood of maybe
10%, and then it will grow from there.

There is a lot of talk about interactive television. Do you see

anything in the next few years that is going to change
advertising?

McKinney: Sure. In San Antonio, they have just finished

Continues on page 84

Cable takes byte out of ad paperwork

Two announcements show computerization is taking hold in cable network
and spot buying process; further developments expected later this year

By Geoffrey Foisie

omplaints by advertisers and

agencies that cable is a difficult

medium with which to work
have attracted attention and results.
Two recent announcements show that
cable and its suppliers have made pro-
gress in reducing the paper trail atten-
dant with an advertising buy. Along
with that paper reduction come a host
of benefits, including reduced manual
entry time and reduced potential for
mistakes.

One announcement from Foote,
Cone & Belding stated that several
cable networks have indicated they
will be ready to *‘transmit contracts
electronically’’ by the middle of the
summer. They will do so using an
*‘industry-standard’’ electronic con-
tract, a software skeleton on which the
agency and network can hang terms
specific to their agreement.

Helene Sperling, systems manager
for FC&B, said the contract was de-
veloped by a technical committee of
agency, network and third-party soft-
ware vendors that started with cable
first because it is currently the most
paper intensive of the media.

Sperling emphasized the industry
standard was a first step. An agency
still won't, for instance, be able to
sign off on the contract electronically,
nor will the two parties to the agree-
ment be able to revise their contract
**on line.”” That latter capability was,
she said, ‘*a long-term project in de-
velopment over the next few years.”

A second development, announced
last week, will also eliminate some
manual paperwork, this time in spot
buying. A cable system provided an
electronic affidavit of a spot buy,
which allowed the cable rep firm,
NCA, and the ad agency, Bozell Ja-
cobs, to check the run against the orig-
inal contract and schedule. Ellen
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Cable has made progress
in reducing the paper trail
attendant with an ad buy.

Weinstein, director of sales and mar-
keting for Advanced Media Systems
(AMS), said such an affidavit previ-
ously had to be manually ‘‘entered
line by line in detail.””

Last week’s announcement specifi-
cally concerned the first use of the
new technology—in the Satellite Ad-
NetHazelton—which serves 180,000
cable subscribers in the Scranton/
Wilkes-Barre, Pa., market.

Computerized advances, not neces-
sarily industrywide, are also being in-
stituted. Weinstein said Donovan Data
Systems spot cable software used by
many agencies now incorporates
AMS’s database on cable systems of-
fering local avails. That enhancement,
she said, enables agencies to immedi-
ately link up advertising schedules
with the addresses of potential cable
systems and other system information.

Weinstein hopes spot cable will be
able to accomplish by the end of the

year what the cable networks may be-
gin doing this summer, transmitting a
schedule order electronically to both
the agency and the cable system:
‘“Currently, we have three companies
typing in the same thing."’ ]
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Continued from page 83

testing Star Response, which is, you play a commercial, the
consumer presses something on the remote or converter
box, and immediately their names are recorded. That list of
names is given to the advertiser the next morning. That’s
already happening, and at our conference this week they
will be showing off that technology. So yes, there are
things on the drawing board and things that are happening
now.

You have talked about doing a conference directed more
toward advertisers, which is what CAB is doing this week in
New York. What can you tell advertisers about TV stations
around the country? What would they find out?

Butensky: What we found out in our initial contact with
advertisers was that our visibility was not as high as we
would have liked, so we have done a number of things to
improve that, virtually going to see people in their offices,
in their market, meeting with the AAAA’s, meeting with
the ANA, meeting with advertisers, talking to advertisers
about their problems, about their concerns. I think we have
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“We talk about segmentation,
regionalization, zoning and all those
kinds of things, because that's what
marketers do and that’s what they’re
looking for.”’

Thomas McKinney, CAB president
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raised our visibility. The reports we’re getting back have
been very good in that regard, and I now think we need to
focus even further to continue to raise that visibility and to
make this thing work for us. So we’re going to concentrate
on continuing that effort and making ourselves more usable.

I think as we go into the second year, we would want to
confront more advertisers, and so the idea of a session for
advertisers and agencies is something we have thought
about, but we didn’t just want to call a party and have
nobody come. We need to have a reason to do this thing,
and the way it is now shaping up, we have mixed with a
few other groups and we're looking at a September date
when we will have a meeting 10 talk to advertisers specifi-
cally on subjects they want to hear. That is being formulat-
ed as we speak.

You are holding this meeting with other media associations?

Butensky: We have talked to NATPE, which is involved in
this, and we have at least a handshake to go to the next step.
You mentioned briefly that TVB is going through a second
phase? What is that?

Butensky: We spent the first year harnessing our energy,
putting plans together, meeting national and local advertis-
ers. At the same time, we’ve done a considerable amount of
research that we hoped would give us a better handle and a
better clue on how to reach certain customers. Television
collectively is really not advanced in leading the pack in the

last 45 years. They are still second behind newspapers. To

find out why, we decided we needed to know more. So we
asked what goes through the minds of decisionmakers at the
retail level that enables them to arrive first at a budget and
then at a plan as to where to spend their money.

So that’s the research we did, and we had three universi-
ties participate in this last year. This gave us information
from which we can now embark on a whole new program
and a whole new plan. So when I say phase two, the
information is now in; this is something that is assembled,
and the bulk of that we will reveal this week at our confer-
ence. We're going to jump off from that platform to imple-
ment programs that are going to be more meaningful be-
cause we’re going to be talking directly to the hot buttons of
the decisionmakers at the retail level.

Some cable networks have complained it is getting more
difficult to use Nielsen (Media Research] numbers in ads to
promote their shows’ ratings. Does the CAB get involved in
that issue?

McKinney: No. That may stem from an incorrect story
about two months ago which said the networks were being
admonished by Nielsen. What Nielsen did was to say, *‘If
you use our numbers, here’s how you must go about doing
it,”’ 50, no, we’'re not involved in that. There’s no reason
for us to be involved in that.

Butensky: The TVB has asked Nielsen to enforce its rules
on the use of data because I think there is a sentiment that
there have been cases where ads have taken liberties and
misrepresentations, and new math has been given totally
out of sync with the policy the ratings services have set up.

McKinney: 1 hope by your saying that, Ave, you’re not
suggesting that TVB is requesting this because of cable. I
have been in this business 22 years, and 1 know that
television stations and anybody else in the market will look
through a ratings book until they find something they’re
number one in and they’ll run an ad saying, ‘‘Television
XXXX is number one in the market.’’ Well, it turns out it is
number one in kids ages 2-3, whatever that is. 1 know those
practices go on, and I think anybody is always trying to find
that thing which makes them stand out. If 1 can find
something in that book that says I’'m number one, that’s
what I'm going to use.

Butensky: Well, wrong is wrong, no matter how you cam-
ouflage it .

Television has pitched advertisers for years about the short-
falls of marketing by discounting. And yet it seems possible
ﬂntihewaytheeconomyis;oing,wilhpeoplesﬁllgetﬁng
laid off and personal income not increasing very much, the
consumer is going to continue to look at prices and may
respond to more of these promotions. What can television do
about that?

McKinney: 1'm not sure that’s television’s job. That has
more to do with manufacturing. How do you produce
products and how much do you produce? If I'm Ford, I
have to recognize what the marketplace is out there and
produce cars accordingly. If I make toothpaste, I have to
know what the market is going to bear. If they get too much
inventory, certainly they’ve got to move the product out. So
what do they do? They create rebates and those kinds of
things.

What we do, what our job is, is if you have a product and
service, we then help to influence the consumer. What we
do is give you access to that consumer. That’s my job—to
give you access to that consumer. a
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RADIO
HELP WANTED MANAGEMENT

Ground floor opportunity: SM, brand new FM.
Hire original staff. Not desk job. Northern Califor-
nia. Resume/compensalion requirements: PO Box
7568. Chico. CA, 95927. EOE.

Sales/sales management: Benchmark Communi-
cations is expanding into Salisbury-Ocean City,
MD. We will be adding the following positions o
the fine group of sales professionals already in
place: Local sales managers who can build, lead
and train a winning team; account executives who
are energetic, organized and possess excellent
verbal and presentation skills. If you have radio
sales experience, and are looking for real career
growth, please send your letter and resume imme-
diately to Benchmark Sales. c/o WDSD Radio, PO
Drawer B, Dover. OE 19903. EOE.

General sales manager: N. Virginia M, A/C for-
mal, seeks top professional to lead sales team,
expand agency business and develop winning
marketing strategies. Must be able to sell direct
and create effective wrillen proposals. Salary,
commission and benefits offered at fastest growing
slation in this medium market. Fax info to 301-925-
4104 or send to c/o CRS, 1400 Mercantile Lane.
Suite 220, Landover. MD 20785. EGE.

General manager: Middletown, New York Heritage
WALL-AM and dominant A.O.R. WKOJ-FM. This is
a growing group with strong ownership. excellent
benefils and compensation for the very special
person qualified for this opportunity. Successful
general management track record with marketing
sirengths necessary. Detailed resume to: Group
Vice President, Atlantic Morris Broadcasling. 28
West Grand Avenue, Montvale, NJ 07645. EOE.

General manager Opportunity at group-owned
long-time AM/FM market leader in desirable lower
Midwesl market. Personal commilment to sales
success will be your #1 priority. Qualified account
executives/sales managers may apply. Make your
move up! All replies confidential. Resume or letter
to Box L-31. EOE.

HELP WANTED SALES

Surburban Milwaukee station seeking experi-
enced sales professional 10 handle exclusive up-
scale market. Competitive compensation, growing
market shares, continual support. Regional sales
management available for the right person. Inter-
ested candidates should forward their confidential
resume and salary history to Box E-46. Equal op-
portunity employer.

Radio sales positlon: Inmediate opening, broad-
casling's oldest media/merchandising-sales/pro-
motion firm (40 years). Radio sales management
experience required— full-time travel (Monday/Fri-
day). Oraw against generous commission. Six fig-
ure potential. Resume and recent picture to: John
Gilmore, President. CCA. PO Box 151, Westpon,
CT 06881. EOE.

Aggressive, experienced radio salesperson for
Traverse City, Michigan 100,000 walt FM station.
Days calls 517-482-2312 evenings 517-321-1763.
EQE.

National radio rep: Seeks account executive for
Detroit office. National or local radio sales of buy-
ing experience necessary. Reply to Box L-32. EOE.

See last page of Classified Section for rate information and other details.

Sales manager for new 3K, FM, 60 miles SW of
Chicago. Seeking aggressive, organized individual
with radio experience. Send resume with salary
requirements to: Box L-33. Equal opportunity em-
ployer.

Central Florida FM: SM position with heavy per-
sonal sales too. "Firebreathing, gunslinging, street
fighting. sales machine.” Fax oldies owner resume
904-622-4449 with any thoughts or questions.
Lead by example and possible GM opening. Spe-
cial person required for this fast growth area. EOE.

Sunny Southwest Florida! Come live, work and
play in the Fort Myers/Naples markel, one of the
fastest growing in the USA. Our station is just 15
minutes from the Gulf of Mexico, and an easy drive
lo Miami-Fort Lauderdale, Tampa-St. Petersburg
and Disney World-Epcot. We have an immediate
opening for 2 sales professionals who understand
and love selling on the retail/direct level. Excellent
pay plan, new offices/studios. and owners who are
100% committed to success and excellence.
WDCQ is a 10.000 watt talk and sports power-
house. carrying Florida Marlins Pro Baseball. Tam-
pa Bay Buc's Pro Football, FSU Football and Bas-:
ketball as well as Paul Harvey. Bruce Williams, et
al. Resume, sales history and references to Larry
M. Kent, WOCQ Talk 1200, 12381 South Cleveland
Avenue, Suite 502, Fort Myers, FL 33907, or fax
813-278-0423. No phone calls. EOE. Women and
minorities are urged to apply.

Accepting applications for a civic minded, moti-
valed, promotional sales manager. Top rated
AMFM. medium sized. West Texas oasis. 1992
billing 1M+. Also accepling applications for a
sales /play by play person. EEOC employer. Reply
to Box L-34.

NELP WANTED ANNOUNCERS

Classicai music radio station seeks fill-in music
and news announcers for occasional work. Send
resumes and tapes to: "Auditions,” 122 Fifth Ave-
nue, 3rd Floor, New York, NY 10011, An equal
opportunity employer.

WPOP Hartford's newstalk leader seeks cutling
edge pm drive host. Male/female. Yound/old or
anything in between. Doesn’t matter. T&R to PO
Box 11-1410. Hartford, CT 06111. EOE.

Operations coordinator/announcer (Classical):
Re-solicitation WNED-FM. Buffalo, NY. 105,000-
walt all-Classical WNED resumes its search for
experienced professional. Supervision of station’'s
downlinking, program-delay and fraffic system,
with regular air shift. Must demonstrate engaging,
conversational on-air style and broad knowledge of
classical music and the concert world. Stimulating
arts environment in seventh-largest North Ameri-
can market (Buffalo-Toronto). Competitive salary.
excellent benefits, including 100% company-paid
medical. dental and life insurance. Air-check and
resume (with references specified) to: Peter Gold-
smith; WNED-FM: 23 North Street, Buffalo, NY
14202. WNED is an equal opportunity employer.

KELP WANTED TECRNIGAL

We are a major Midwestern AM/FM combo and
part of a substantial multi-station group. We seek
two fully qualified full-ime chief engineers with
proven track records. Posilions are open immedi-
ately. Send resume and salary requirements 1o:
Personnel Office, PO Box 52766, Tulsa, OK 74152-
0766. EOE.

Radio chief engineer: Major market AM/FM com-
bo seeks highly skilled broadcast chief engineer
with top notch organizational, technical and com-
munication skills. Individual must possess qualifi-
cations and abilities in all aspects of broadcast
engineering including design, installation. mainte-
nance and repair of studios for AM directlional and
FM transmission facilities. Minimum of Associates
in Engineering, FCC General Telephone license,
SBE certification and/or IEEE membership a plus,
computer skills needed. Send letter and resume to
Box L-3. EOE.

KISW-FM/Seattle is looking for a talented chief
engineer. This top-quality individual must be able
to maintain high-power FM transmitter, STL's, re-
motes, DOS-based computers. phone Ssystems,
and be familiar with budgets and FCC rules. A
stickler for engineering quality. Must be able to
communicate well with others. SBE certification a
plus. Excellent benefits include company paid re-
tirement plan. Send resume to General Manager.
PO Box 21449, Seattle, WA 98111. KISW/Nation-
wide Communications, Inc. is an equal opportunity
employer. Women and minorilies are encouraged
to apply.

Chiet engineer wanted for top thirly market
AM/FM combo. EQE. Send resume and salary re-
quirements to: General Manager. PO Box 767. Indi-
anapolis. IN 46202,

HELP WANTED NEWS

Anchor-reporter for respected. small market, up-
state New York full-service AC. Commercial radio
news experience necessary. Edgar Enterprises.
PO Box 3944, New Haven, CT 06525. EOE.

SITUATIONS WANTED MANAGEMENT

GM currently empioyed looking for solid opportu-
nity with group broadcaster. Young and mobile.
Great references and documented track record in
sales, programing. sales. promotions. sales and
profits. Hard working and creative. Prefer medium
markets in Midwest or Northeast. If you've fired
more than one GM in the past 12 months, no need
to reply. If you're serious about making a commit-
ment to increase your stations market position in
revenue and ratings, reply to Box L-35.

Opportunity knocks for an honest owner/group
searching for a good GM. They're like good sales
people— hard 1o find. You owe it to yourself to
check me oul. Reply to Box L-36.

Music licensing problems? Fees too high? Too
much redtape? Call me for help. Former BMI VP. I'll
save you money, lime and aggravation. Bob
Warmer 609-395-7110.

SITUATIONS WANTED ANNOUNCERS

Unemployment's funl? Ask Kentucky's Janet
Lynch 502-895-5888. Management skills; 6 yrs
marketing; 3 yrs announcing., research. Wannahe
PD. DJ.

Need stability in small, professional station. Fair
voice, outstanding work habits, flexible. Nine years
experience; honest family man. Northeast 315-866-
1032.

DJ announcer. Semi-retired. Many years experi-
ence, prefer MOR, Country, Easy Listening, Oldies.
Single. free to relocate in Sunbell. No reasonable
salary refused. Reply to Box L-37.
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Licensed coilege graduate with strong work ethic,
seeks an entry level employment opportunity as a
disc jockey. Looking for employment opportunity in
Southern California market. I'm available for imme-
diate employment and relocation. | will be in South-
e California area for the month of May and will be
available for interviewing. Timothy C. King 215-
759-44486, 672 Lorraine Dr., Nazareth, PA 18604,

SITUATIONS WANTED TECHNICAL

Former chief engineer WFAN, WTEM. seeks pro-
jects by day, week, or month as contractual worker.
Let me tackle your capital projects. Studio and
transmitter installations, networks, directionals,
proofs, emergency service. any market size. Suy-
pervisory experience, budget. bidding. subcon-
tractors. Let me take over your headaches. Call Jim
301-540-2089 attending NAB.

SITUATIONS WANTED NEWS

Experienced television broadcast maintenance
engineer skilled in Sony Betacam VTRS, cameras
and RCA UHF TTU-110 transmitters. General Class
license required. Midwest top 100 market. Send
resume, references and salary requirements to:
Box L-21. EQE.

Chief engineer: Southeastern, medium market,
VHF affiliate, leading news, stable ownership. Send
letter with resume 1o Bone & Associates, Inc., 6
Blackstone Valley Place, Suite 109, Lincoln, RI
02865. EOE.

Assistant chief engineer needed for Midwest
29th market UHF station. Must be highly motivated
individual. Candidale should have at least five
years experience with at least two years in a super-
visory role. Must have experience with Grass
swilchers, computer editors, and Betacam SP.
UHF transmitter experience a plus. Send resume to
Chief Engineer, KSMO TV, 10 E. Cambridge Circle.
Ste. 300, Kansas City, KS 66103. EOE. )

Sportiscaster: Like Willie, Mickey and The Duke, |
can do it all. Experienced with journalism degree.
Will relocate for right opportunity. Bill, 201-809-
0684.

MISCELLANEOUS

Added revenue opportunity: $$% SCA Paging.
Proven money maker. Limited number available.
Call now for turnkey system. 1-800-327-7243.

Ron Balonis" Broadcast Engineer's Computer
Toolbox? Write: Computer Toolbox, 118 Rice
Street, Trucksville, PA 18708. Or, call it up 1-717-
696-1490 (300/1200.8.N.1).

TELEVISION

HELP WANTED SALES

Can sell on the side? Local comedy/variety show
seen in 40 states owns 2 minutes national time. We
don't have the contacts you do! You sell it, we split
it! Fax confidentially info to “Bob" 201-460-0174.
EQE.

Local account executive: WLKY-TV, the CBS affil-
iale in Louisville, KY is searching for an experi-
enced account executive. At least 2 years broad-
casl experience, the ability to handle local
business development and all phases of account
management. A college degree is preferred. Quali-
fied applicants send resume to Bill Stanley, GSM,
PO Box 6205, Louisville, KY 40206. EOE.

District sales director: KSAT-TV is now recruiting
for a district sales director. Requirements include:
National account experience, research oriented,
sharp negotiating skills, goal oriented. self-staner.
Responsibilities involve management of national/
regional direct business in the slate of Texas. Ap-
plications accepted through 4/30/93. Send resume
and references 10 Chad Craig. Business Manager/
Personnel, KSAT-TV, PO Box 2478, San Antonio,
TX 78298. EOE/M-F/DV/ADA. No phone calls ac-
cepted.

HELP WANTED TECHNICAL

Aggressive Southeast VHF network affiliate seek-
ing chief engineer. Requirements 1o include strong
background in maintenance and repair of all studio
and transmitter equipment as this is a “hands-on"
position. Good management skills a must. Inter-
views can be conducted at upcoming NAB con-
vention. Reply by mail to: J.A. Paciorkowski, c/o
WCBI-TV, PO Box 271, Columbus, MS 39703 or fax
601-328-5222. No telephone calls, please. EOE.

TV maintenance supervisor: Professional with
good leadership and communications skills to
build strong maintenance team with affiliate news
operation. Must be component troubleshooter and
able to handle multiple projects. Prefer UHF experi-
ence. Excellent benefits and advancement oppor-
tunity with group owner. Resume and salary re-
quirements to: Chief Engineer, Box L-25. EQE.

NELP WANTED NEWS

TV director: Need someone with a good feel for
directing live, quick-paced newscasts. Commer-
cial and promotion directing as well. We're number
one and want someone who won't settle for second
best. Minimum three years experience. Send re-
sume and references to: Steve Minium, WKRC-TV,
1906 Highland Avenue, Cincinnati, OH 45219,
EQE.

News producer: WMAR-TV is looking for a high-
energy, creative, hard-working team player to join
our production staff. Candidates should have 3-5
years experience producing a 1-hour newscast.
Position requires excellent writing skills, ability to
work well with all kinds of people. a positive outiook
and good organizational skills. College degree
also required. If qualified, please send resume,
néws philosophy and recent tape to: Ms. Willy
Walker, Assistant News Director, WMAR-TV2, 6400
York Road, Baltimore, MD 21212. No phone calls,
please. EOE.

Medical reporter: Great stalion seeks long-lasting
relationship with seasoned medical journalist. You
must have personality, plus demonstrated ability to
run, gun, and stun the compelition. Licensed
health care professional preferred. Rush creative
letter, resume, and non-returnable tape to: Dean
and Bob's News Haven, KCRG-TV, 501 Second
Avenue, S.E.. Cedar Rapids, IA 52401. EOE.

Meteorologist: Weather animal needed for weath-
er powerhouse. Do you eat, breathe and sleep
weather? Show us why you're the one. Degreed
meteorologist with AMS Seal preferred. Rush letter,
resume, references, and non-returnable tape 10;
Dean and Bob's News Haven, KCRG-TV 9, 501
Second Avenue, S.E., Cedar Rapids. IA 52402.
EQE.

Producers: Eastem Midwest top 100 affiliate
seeks one experienced full-ime producer and one
part-time with some experience beyond intern-
ships. Resumes to Box L-22. EOE.

Morming co-anchor/weathercaster and reporter:
Wesl Texas affiliate seeks a morning co-anchor/
wealhercaster and reporter. Must be able to gath-
er, write and edit news for broadcast, and have on-
air experience with Triton Weather Graphic Sys-
tem. Degree preferred. Send tape and resume to
Personnel Director, KLST-TV, 2800 Armstrong. San
Angelo, TX 76903. EOE.

Newscast producer: Must be creative. a strong
wriler. able 1o generale story ideas, handle overall
planning & execution, a good people manager,
and well organized. 1-2 years experience. Mini-
mum B.A. Minority applicants encouraged. Re-
sume to Kim Kurth, Assistant News Director,
WLEX-TV, PO Box 1457, Lexington, KY 40591.
EOE.

WCMH-TV In Columbus is looking for top-notch
general assignment reporters, education reporter.
sports director/anchor, and good producers. Send
resume and tape to Tom Burke, ND - WCMH-TV,
3165 Olentangy River Road, Columbus, OH 43202,
EQE. No phone calls.
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Top 50 affiiiate seeks anchor/reporter: We're
looking for a strong on-air performer as well as a
solid reporter with at least 3 years experience in
news. No beginners please. An excellent opportu-
nity for a motivated. creative professional ready to
work with the best team in town. Reply to Box L-26.
EQE.

Morning anchor needed: If you have the winning
combination of an energetic personality and expe-
rienced reporting skills, you could be our morning
anchor. You'll also repornt and fill in anchor other
newscasts. We are an affiliate, dedicated, profes-
sional news organization on the East Coast offering
an excellent working environment. Reply to Box L-
27. EOCE.

Creative and innovative promotions manager for
number one news station in exciting medium sized
and growing market. 3 to 5 years experience pre-
ferred. Send resume to Box L-28. EOE.

TV news producer: Must be excellent show pro-
ducer. Prior news producing a must. Send resume
and 3/4" tape to: Tom Pratt. Executive Producer,
WTNH-TV, 8 Elm Street, New Haven, CT 06510. No
telephone calls. EQE.

News director: The leading news station in Austin,
Texas is seeking an experienced, highly motivated
winner lo direct its news operations. Because of his
accomplishments, our departing news director will
be accepling a bigger challenge in a much larger
markel. Resumes to Jack Harrison, President,
KTBC-TV, 119 East 10th Street, Austin, TX 78701,
EOE.

Strong, creative TV news producer needed.
Team leader, excellent writing skills, 3 + years sol-
id on-line experience. Ready and eager 1o try new
things and think “outside the box.” Send resume
to: Carrier Krueger, Executive Producer, KIRO-TV,
2807 Third Avenue, Seattle, WA 98121. No phone
calls please. EQOE.

Managing editor for number one news operation.
Must have strong organizational and journalistic
skills. Management experience preferred. Contact
Neil Goldstein, News Director, WRGB-TV, 1400
Balitown Road. Niskayuna, NY 12309. EOE.

News photographer: College degree helpful.
One-years of TV news photography. A TV news
photographer must possess basic journalistic cre-
dentials and excellent execution in the operation of
an ENG camera and video 1ape editor. Some mi-
crowave experience and equipment maintenance
is also necessary. ENG maintenance, VTR editing,
microwave operation and production techniques
are necessary skills. Qualified applicants for the
above position should send non-returnable tapes
1o Richard Simms, WTVC, Inc., 410 West Sixth
Streel, Chattanooga, TN 37402. WTVC-TV is an
equal opportunity empiloyer.

Camera/editor: Washington, DC broadcast pro-
duction facility seeks motivated, hard working ENG
/EFP tech. 3-5 years experience. Apply via fax 202-
331-9064. EOE.

NELP WANTED PROGRAMING
PRODUCTION & OTNERS

Producer/director: KPLC-TV is seeking a highly
creative, hands-on commercial producer with ex-
ceplional copywriting skilis. Candidate must have
strong communication skills, excellent lighting abil-
iies, and extensive background in commercial
field production and be able 10 edit 3/4” and one-
inch videolape. Art background helpful. Send re-
sume, non-retumable demo tape and salary re-
quirements to Veronica Bilbo, EEQ Coordinator,
KPLC-TV, PO Box 1488, Lake Charles, LA 70602.
EOE.

Producer/director wanted for South Florida's top
TV station. Prefer applicants with a minimum of 5
yrs. commercial TV exp. as a producer/director
including hands on exp. with Grass Valley 300,
Ampex ADO, Chyron IV, & knowledge of CMX
Omni 1000. College degree pref. Send resume to
Larry Berman, Prod. Supvr., WPLG/TV, 3900 Bis-
cayne Blvd., Miami, FL 33137. EOE.
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Executive producer: WATE-TV6 in Knoxville, Ten-
nessee is seeking a highly creative and motivated
wriler/producer to take charge of producing our
local programing and special projects. Our new
execulive producer must be familiar with an Ampex
Century Swilcher, ADO, Chyron MAX and the
DP4:2:2. We've got a full schedule. Minimum two
years prior producing and a college degree pre-
terred. If you're ready lo take your next career slep,
send tape and resume to: Larry Cazavan Opera-
tions Director, WATE-TV6, 1306 North Broadway.
Knoxville, TN 37917. WATE-TV/Nationwide Com-
munications Inc., is an equal opporiunity employer.
Women and minorities are encouraged to apply.

Houston public television is searching for a pro-
ducer-director for its news & public affairs unit. The
minimum qualifications are: A Bachelor's degree in
Journalism, radio-television-fitm or related field,
three years as a leievision news and public affairs
program producer, three years as a television stu-
dio director; and two years television field produc-
tion. Experience in and with the Houston area mar-
ket., computer literacy, and bi-lingual ability
(English/Spanish) are desirable. Starling salary
$27.500. Submit cover letter and resume, including
list of professional references, to: Laura Gonzales,
KUHT, 4513 Cullen Blvd.. Houslon, TX 77004. No
tapes now. please. No phone calls, please. Minor-
ities and women are encouraged o apply. KUHT is
licensed to the University of Houston System and is
an equal opportunity employer. Closing date: May
15, 1993.

Promotion writer/producer: WATE-TV6 in Knox-
ville, Tennessee is seeking a creative and highly
motivated promotion writer-producer. Heavy em-
phasis on news promotion. College degree pre-
ferred. Position requires a minimum of two years
experience working in television promotion. Send
resume. latest reel and salary requirements to: Da-
vid Rosch, Promotion Director, WATE-TV6. 1306
North Broadway. Knoxville, TN 37917. Please. no
beginners, no phone calls. WATE-TV/Nationwide
Communications. Inc., is an equal opportunity em-
ployer. Women and minorities are encouraged to
apply.

Executive producer: Top notch creative producer
with strong wriling and management skills needed
1o oversee newscast production. Responsibilities
will include copy editing. pre-production and serv-
ing as night news manager. Requires 5 years line
producing experience; executive producer experi-
ence a plus. A Bachelor's degree is required.
Please forward resume to: Mark Pimentel, WXIA-
TV, 1611 W. Peachtree Street, Atlanta. GA 30309.
Please. no phone calls! EOE.

Director, broadcast design: Greal opporlunity.
KSDK-TV 5, #1 St. Louis station. Will create graph-
ic support for expanded local news and program
commitments. Requires 5 years management ex-
perience, strong design skills, hands-on electronic
graphic experience, self-starter, able to coordinate
multiple ongoing projects. Send resume and tape
to Personnel. KSDK-TV 5. 1000 Market St.. St. Lou-
is, MO 63101. EOE. No calls. EOE.

KFSN-TV, Fresno has an immediate opening for a
newscast producer. Not entry level; previous expe-
rience as newscast producer mandatory. Addition-
al experience as reporter, photographer or assign-
ment desk beneficial. Must be a skilled writer.
Contact: Jennifer Rigby, Executive Producer/News,
KFSN-TV. 1777 ( Street, Fresno, CA 93706. 209-
442-1170. Capital Cities/ABC, Inc. is an equal op-
portunity employer. Women and minorities are en-
couraged to apply.

WFSB TV, a Post Newsweek station, is looking for
an experienced and creative producer. The pro-
ducer must have strong news judgment and be
able to dig out stories from a variety of sources and
then be able to create dynamic, informative and
inleresting broadcasts. The assignment calls for a
producer who will work with anchors. reporters,
assignment desk editors, graphic arlists and direc-
tors to produce newscasts that combine a commit-
ment to journalism with a flair for production. Sup-
erior writing skills a must. Resume and tape to
Deborah Johnson. Asst. News Director, WFSB Tv,
3 Constitution Piaza, Hartford, CT 06103. EOE.

WUNF-TV, Fox 31 in Rochester is seeking a high-
ly creative promotion producer/director with a mini-
mum of two years experience, including editing.
Send reel, resume and writing samples to Barbara
Browning, WUHF-TV, 360 East Avenue, Rochester,
NY 14604. Phone 716-232-3700. EQE.

SITUATIONS WANTED TECKNICAL

25 years broadcast engineering. 14 years as
hands-on television chief engineer. Experienced
people management and departmental budgeting.
Extensive technical and construction experience
both studios and transmitters. Please reply Box L-
29.

Freelance TV videographer/editor/technician,
looking for a fuil-time staff position with medium to
major market station or production facility. 7 years
experience in all aspects of ENG. SNG, EFP. studio
production and RF-transmission for all NYC major
networks. BA in Communications, FCC General
Class license. Prefer NY. CA and FL regions, will
consider all responses. Available immediately, call
201-947-3183.

SITUATIONS WANTED NEWS

TV photographer seeking employment. Award
winning, ten years experience. Film and editing
background, excellent lighting and shooting skills.
Full time or freelance. Have own BVWS05. Call 212-
889-5079, leave message. Will relocate. Let’s talk.

Recent college graduate seeks enlry level news
photographer position. Have interned at KDKA in
Pittsburgh and produced for community television.
Enthusiastic and hardworking honors student. Will
relocate. Zahir Shad 301-762-1088.

Top 15 weather anchor/reporter seeks change of
weather. Solid weather anchor with an extensive
reporting background. 20-year radio/TV veteran.
Reply to Box L-30.

Videographer: An aggressive videographer who
knows how to let his pictures tell a story but also
has the guls 10 look danger in the eyes and photo-
graph it. Call 304-342-1999. Ask for Darrell.

MISCELLANEOUS

Don’t change managers! If your TV station is fac-
ing a lackluster future... and you are thinking of
changing managers... don't do it! Share your prob-
lems with a management consulting firm that be-
lieves most managers can accomplish anything
when they and their associates see a positive plan
for the future. The cost of changing managers can
be high. A fresh look at your business, through the
eyes of a team of experts, can bring new ideas,
innovative procedures and oulstanding success.
Broad Street and its team of professionals ¢an help
you. Call 203-281-0469 for more information.

Career Videos. Our broadcast prolessionals pre-
pare your personalized resume tape. Unique for-
mal, excellent rates. success record, job search
assistance. 708-272-2917.

Entry-levei opportunities nationwide! News,
sports, productions, sales, promotions. public rela-
lions. Media Marketing/THE HOT SHEET. PO Box
1476—PD, Paim Harbor, FL 34682-1476. 813-786-
3603. Fastfax: 813-787-5808.

Get the job! 20 years TV anchor vel has success
secrets for cotlege students. How to get profes-
sional experience in college. increase your market-
ability, boost your value, learn what news directors
are looking for. Inside info that gives you the com-
pelitive edge. Straightforward. no hype. no non-
sense. Don’t begin the next semester without it!
Send $19.95 check/MO to Nantucket Sleighride
Productions, 1104 St. Lawrence Dr.. Green Bay.
Wi, 54311.

ALLIED FIELDS
FINANCIAL SERVICES

Immediate financing on all broadcasting equip-
ment. If you need $2,000-$500.000. Easy 1o qualify,
fixed-rate. long term leases. Any new or used
equipment & computers. 100% financing. no down
payment. No financials required under $50.000.
refinancing existing equipment. Call Mark Wilson at
Exchange National Funding, 800-275-0185.

Lease purchase option. Refinance existing equip-
ment. Lease purchase new equipment, no down
payment. No financials up to $70,000.00. Carpen-
ter & Associates, Inc. Voice 501-868-5023. Fax
501-868-5401.

EMPLOYMENT SERVICES

Government jobs $16.040-$59.230/yr. Now hiring.
Call (1) 805-962-8000 ExI. R-7833 for current fed-
eral list.

EDUCATIONAL SERVICES

On-camera coaching: Sharpen TV reporting and
anchoring/teleprompter skills. Produce qualily demo
tapes. Critiquing. Private lessons with former ABC
News correspondent. 914-937-1719. Julie Eckher,
Eckhert Special Productions.

WANTED TO BUY EQUIPMENT

Used videotape: Cash for 3/4” SP, M2-90's, Beta-
cam SP’s. Call Carpel Video 301-894-3500.

Non-profit, student-run station seeks FM trans-
mitter 15KW and exciter tunabie to 89.9, 200 feet of
1 5/8 Heliax transmission line. WUCF, Orlando. FL,
Univ. of Central FL 32816 407-823-2133. Fax 407-
823-6364. Mike Hidalgo. chief engineer.

FOR SME EQUIPMENT

AM and FM transmitters, used. excellent condi-
lion, tuned and tested your frequency. Guaran-
teed. Financing available. Transcom. 800-441-
8454, 215-884-0888. Fax 215-884-0738.

Harris MWS0B, excellent condition, tuned and
tested. lots of spares. Transcom. 800-441-8454.
215-884-0888. Fax 215-884-0738.

Broadcast equipment (used): AM/FM fransmit-
ters. RPU's, STL's. antennas, consoles. process-
ing. turntables, automation, tape equipment, moni-
tors, etc. Continental Communications, 3227
Magnolia, St. Louis. MO 63118. 314-664-4497. FAX
314-664-9427.

Videotape: Lowest prices, absolutely highest qual-
ity of evaluated videotape. 17, 3/4", M2, D2, Beta-
cam, SP, etc. We will beat any price. Call for quote
or catalog. Carpel Video 800-238-4300.

Used 340’ ft. tower with lighting system, includes
new guy wires etc. 314-687-3932.

For sale: 500 foot utility tower, 11 years old, in
South Texas. call Chris 210-689-3333.

Phiilips-Dodge circularly poiarized 6kw 3 Bay
FM antenna on 100.3. Can be tuned. $1,500 plus
shipping. Like new Kentronics 7.5kw isocoupler
$500.00. 3-pieces 3-inch 50 ohm co-ax,
cablewave, approximately 250 ft., $10 ft. WORG
WMNY. Santee, SC 803-854-2671.
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HELP WANTED PROGRAMING, PROMOTION & OTHERS

THE SEARCH IS ON...
W*USA-TV, Washington's #1 station, is geared up and reody for the successful
launch of a live morning magazine show. We're looking for vibrant, energetic
program hosts who can make even Bill Clinton stand up and toke nofice. If you
think you have what it takes, RUSH your tape and resume to:
Sundre Butler-Jones, Vice-President Broadcast Operations

wusac)

4100 Wisconsin Ave,, N.W., Washington, DC 20016
EOE, NO PHOMNE CALLS PLEASE,

2.

Creative Services Director

We are looking for a seasoned cre-
ative services director to run our
top-notch promotion and graphic
design departments in a top 25,
East Coast, network-affiiated sta-
tion. Candidates must have proven
managerial and creative skills and
be well-versed in strategic plan-
ning. Interested applicants should
send a resume, references and sal-
ary requirements to Box L-14. EQE.

—

ATTENTION

Air Talent, Producers,
Directors, & Writers...

Before you sign a new contract, be sure
you have a DBS exclusion. The exciting |
new world of national and intermational

broadcasting through DBS is scheduled

to begin March 1 of 1994. There will be

many exciting opportunities for talented
people. DO NOT sign a contract that !
could limit your opportunities.

l%——‘_;"_—_—: l

United States Satellite Broadcasting, Inc.
3415 University Ave., St. Paul, MN 55114 |

PLEASE — no resumes or tapes at this time.

612-642-4580

e —

. SALES TRAINING
Blind Box Response???

LEARN TO SELL
TV TIME
Call for FREE Info Packet

Box Letter-Number
1705 DeSales St., NW
Washington, DC 20036

Please Do Not Send Tapes!

ANTONELLI MEDIA
TRAINING CENTER
(212) 206-8063

HELP WANTED SALES

REPS FOR TV SYNDICATION

Well-established Motion Picture-TV Pro-
duction Co. is looking for Sales Reps to
call on TV Stations. i

if you are presently calling on TV Stations
we have THREE NEW SERIES with well
known stars available for Syndication. All
new. All episodes compieted. Stars are in
leading soap magazines every week.
QUALIFIED parties only please call for
appointment. 1-800-635-4937; ask for
Nat'l Sales Manager Ext. 260, EOE.

HELP WANTED TECHNICAL

Telemundo is now accepting appli-
cations from engineers with:

1) Maintenance and operaling experi-
ence with the latest technology TV pro-
duction equipment.

2} Video tape machine control and sta-
tion automation experience including
computer programing and interfacing.
3) Satellite uplink and downlink opera-
tion, including SNG.

4) TV engineering management experi-
ence including project and people man-
agement.

Recent experience in one or more of
the above areas is a prerequisite. Sala-
ry and job responsibilities will be based
on skills and experience. Bilingual Eng-
lish/Spanish preferred. Various loca-
tions. An equal opportunity employer.

Send resume with references to:

Human Resources Director
Telemundo Network
2470 West Eighth Avenue
Hialeah, FL 33010
or fax to 305-884-4722

To arrange for an interview at
NAB, leave a message for Doug
Lung at the message center with
your name, hotel phone number and
best time to call.
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ALLIED FIELDS

HELP WANTED CUSTOMER SERVICE

Jetferson-Pilot Data Services, Inc., the
leader in computer services for the TV,
cabie and radio industries, has immediate
opening for:
Customer Service
Representative

Reponsibilities include leaming our com-
puter systems, trcubleshooting customer
problems by phone, instailing new sys-
tems and training customers, The apti-
tude for assuming complete responsibility
for customer satisfaction is a must. Heavy
travel is required. The ideal candidate will
have television or radio experience in traf-
fic or sales as well as a proven track
record in the instailation of complex com-
puter applications. EQE.

A degree is a Personnel
pius. Please send Jefferson-Pilot
resume and salary Data Services, Inc.
history to: 785 Crossover Lane

ﬂnm“ Suite 141

Memphis, TN 38117

H S8IVices, Inc.

HELP WANTED SALES

FOR SALE STATIONS CONTINUED

EMPLOYMENT SERVICES

FruFarFsF A wATET

MOIrIVSIvVIY

Press[T] Radio jobs, updated daily
[1] Television jobs. updated daily
Hear “Talking Resumés”
To record “Talking Resumés™ and
amployers 10 record job Bpenings
[E] Entry level positions

1:300-726-JO8B3

TV JOBS
Anchors ® Reporters * Producers
Videographers e Editors « Personalities
DIRECT VIA SATELLITE
Your Tape Uplinked Natiznwide to
News Directors * Agents
Head Hunters = Programmers

ENTRY LEVEL TO MAJOR MARKET
High Impact = High Visibility
Low Cost « Tremendous Value

TALENT/LINK

Call Toll Free 1-800-T55-3331
Your Link To A Career

SALES EXECUTIVE

With a client base of over 1,400 broadcast
stations throughout the worid, Columbine is
an undisputed leader in the broadcast infor-
mation system industry. The driving force
behind our achievements is an outstanding
team of employees.

Columbine has an excellent career opportu-

nity for an ambitious, highly-motivated sales-

person to work with our broadcast clients in

designing their long-term business and infor-

mation systems plan. The ideal candidate

should possess:

# Broadcast industry sales experience

@ Knowledge of selution selling of application
software

o Experience using sales and traffic software

@ Strong technical aptitude; PC experience
preferred

@ Demonstrated ability to achieve sales,
gross margin and market penetration ob-
jectives

Columbine offers a competitive compensa-

tion and benefits package. For immediate

and confidential consideration please send

resume to: Columbine Systems, Inc., 1707

Cole Bivd., Golden, CO 80401.

COLUMBINE
EOE M/F/D/V

MDS STATION FOR SALE
Fully Operational 20 watt MDS Station in
La Habra, CA (Channel H-2 — 2665 Mhz).
Available for an Immediate Purchase or a
Lease with an Option to Purchase.
— Principais Only —
Contact: American Communication
Services (' 312/472-4779.

FOR SALE EQUIPMENT

SAVE MONEY

AND MEET THE JULY 1 STL DEAD-

LINE WITH MARTI FCC APPROVED
TRANSMITTERS. COMPOSITE STL-15C
$3500.00 MONQC STL-10 $1645.00.
Guaranteed to work with your curent
system. Call Dan at (817) 645-9163.

At NAB/Las Vegas.
Contact via Llas Vegas Hilton
or call for appointment.

BARRY
SKIDELSKY

Atftorney at Law

655 Madison Ave., 1¢th Floor
New York, NY 10021
(212) 832-4800

The industry's Lawyer.

FOR SALE STATIONS

FOR SALE
50KW AM AND CLASS C FM, IN
SOUTHWESTERN TOP 50 MAR-
KET. SERIOUS BUYERS ONLY
PLEASE. P.O. BOX 25670, HO-
NOLULU, HAWAII 96825.

INDIANA AM/FM

COMPUTER AUTOMATED
20% SALES INCREASES
THREE YEARS. NEAT
OPERATION, NICE MARKET
SUBSTANTIAL CASH
FLOW. GREAT BUY1 $650M.

WRITE TO BOX L-17.

We'll give you all the credit

BROADSASTIMG, the number one Industry publication for classified advertiging,
is now accepting classified ads pald by credit card.

IT'S EASY TO DO. Just Include your personal or company Mastercard or VISA
credit card number and the expiration date in your FAX or letter (please, no

Pra=.

phone orders at this time).

We-aiso accept American Express
FAX: (202) 293-FAST

;w
s - 4

OR MAILTO:
Classified Dept., 1705 DeSales Street, NW,
Washington, DC 20036.

Deadline is Monday at noon Eastern Time for the following Monday’s issue. See
full detalls and rates in the Classified Section.
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FOR SALE STATIONS CONTINUED
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Denver Educational,
Non-commercial,
741,000 watt
television station.
Call: (303) 697-5924.

FOR LEASE — Established
Hispanic full-time AM in Atlan-
ta suburb. $5,000 to $6,000
per month. Serious inquiries
only. Fax to 404/237-1012.

W. John Grandy

BROADCASTING BROKER

117 Country Club Drive
San Luis Obispo, CA 93401
Phone: (805) 541-1900
Fax: (805) 541-1906

KBLF, RED BLUFF, CA —
Solid station, equipment, staff,
community. Ideal for owner/oper-
ator. Low down with negotiable
terms. Serious inquiries to: Box
706, Red Bluff, CA 96080.

Coastal FM’s

B1 — California Resort
C1 — Florida Growth Market
C8 — Coastal Mississippi
Contact George Reed
Media Services Group, Inc.
(904) 241-1031

FLORIDA COASTAL C-1
Gross $550k
(407) 295-2572

BROADCASTING & CABLE’S
CLASSIFIED RATES

All orders to place classified ads & all correspondence pertaining to this section
should be sent to: BROADCASTING & CABLE, Classified Department, 1705
DeSales St., N.w., Washington, DC 20036. For information call (202) 659-2340 |
and ask for Mitzi Miller.

Payable in advance. Check, money order or credit card (Visa, Mastercard or
American Express). Full and correct payment must accompany alf orders. All
orders must be in writing by either letter or Fax 202-293-3278. If payment is
made by credit card, indicate card number, expiration date and daytime phone
number.

Deadline is Monday at noon Eastern Time for the following Monday's issue.
Earlier deadlines apply for issues published during a week containing a legal
holiday. A special notice announcing the earlier deadline will be published.
Orders, changes, and/or cancellations must be submitted in writing. NO TELE-
PHONE ORDERS, CHANGES, AND/OR CANCELLATIONS WiLL BE ACCEPT-
ED.

When placing an ad, indicate the EXACT category desired: Television, Radio,
Cable or Allied Fields; Help Wanted or Situations Wanted: Management, Sates,
News, etc. If this information is omitted, we will determine the appropriate
category according to the copy. NO make goods will be run if all information is
not included. No personal ads.

The publisher is not responsible for errors in printing due to illegible copy—all
copy must be clearly typed or printed. Any and all errors must be reported to
the Classified Advertising Department within 7 days of publication date. No
credits or make goods will be made on errors which do not materially affect the
advertisement.

Publisher reserves the right to alter classified copy to conform with the provisions
of Title VIl of the Civil Rights Act of 1964, as amended. Publisher reserves the right
to abbreviate, alter, or reject any copy.

Rates: Classified listings (non-display). Per issue: Help Wanted: $1.60 per
word, $32 weekly minimum. Situations Wanted: 80¢ per word, $16 weekly
minimum. All other classifications: $1.60 per word, $32 weekly minimum.

Word count: Count each abbreviation, initial, single figure or group of figures or
letters as one word each. Symbols such as 35mm, COD, PD, etc.. count as one
word each. A phone number with area code and the Zip code count as one
word each.

Rates: Classified display (minimum 1 inch, upward in half inch increments). Per
issue: Help Wanted: $138 per inch. Situations Wanted: $69 per inch. All other
ciassifications: $138 per inch. For Sale Stations, Wanted To Buy Stations, Public
Notice & Business Opportunities advertising require display space. Agency
commission only on display space. Frequency rates available.

Blind Box Service: (In addition o basic advertising costs) Situations wanted:
No charge. All other classifications: $15 per ad per issue. The charge for the
blind box service applies to advertisers running listings and display ads. Each
advertisement must have a separate box number. BROADCASTING & CABLE
will not forward tapes, transcripts, portfolios, writing samples, or other oversized
materials; such materials are returned to sender. Do not use folders, binders or
the like. Replies to ads with Biind Box numbers should be addressed to: Box
(letter & number), c/o BROADCASTING & CABLE. 1705 DeSales St., NW,
Washington, DC 20036.

Contidential Service. To protect your identity, seal your reply in an envelope
addressed to the box number. In a separate note list the companies and
subsidiaries you do not want your reply to reach. Then, enclose both in a
second envelope addressed to CONFIDENTIAL SERVICE, Broadcasting &
Cable Magazine, at the address above.

For subscription information
call 1-800-554-5729.
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Datebook:

APRIL

Now-June 13—The Museumn of Television and
Radio screens seven original Honeymooners
sketches nat seen publicly since first broadcast in
1951 and 1952. Museum, New York. Information:
Diane Lewis, (212) 621-6685 or Dana Rogers,
(212) 621-6705.

April 19—National Assoclation of Broadcast-
ers Crystal Radio Awards during the 71st annual
NAB convention. Ballroom, Las Vegas Hilton, Las
Vegas. Informatlon: {202) 429-5422.

April 19—Association for Maximum Service
Television annual membership meeting. Las Ve-
gas Hilton, Las Vegas. Information: (202) 462-
4351,

April 20—Association for Maximum Service
Television engineering breakfast. Las Vegas
Hilton, Las Vegas. Information: (202) 462-4351.

April 22—"Urban Markets: The Bottom Line,"
workshop sponsored by Southern California Ca-
ble Association, National Association of Mi-
norities in Cable and The Southern Caiifornia
Marketing Councif. Radisson Plaza Hotel, Man-
hattan Beach, Calif. Information: Rosemary
Roope,. (310) 316-0559.

April 23-—"Quallty and Reliability of Telecom-
munications Infrastructure,” saminar sponsored
by Columbia Institute for Tele-Information.
Uris Hall, Columbia University Graduate Busi-
ness School, New York. Information: (212) 854-
4222,

April 24-25—Daytime Emmy Awards nomination
scresning conducted by the Natlonal Academy
of Television Arts and Sclences (New York) and
the Academy of Television Arts and Sciences
(Hollywood). New York. Information: Trudy Wil-
son, for NATAS, (212) 586-8424 and Barbara
Chase, for ATAS, (818) 754-2800.

April 26—"Women and Power—New Images
and Realities,” seminar sponsored by Wornen in
Cable. Four Seasons Hotel, Beverly Hills, Calii.
Information: Barbara Bellafiore-Sanden, (203)
637-2466.

April 29—-Society of Sateilite Professlonals in-
ternational, New York chapter, annual dinner.
Kee Wah Yen Restaurant, New York. Information:
Michelle Wallace, {212) 682-8300.

april 29—"Development Journalism In Asian
Countries: Nation Building and the Indepen-
dence of the Press,” seminar sponscréd by
Freadom Forum Medla Studies Center. Co-
lumbia University, New York. Information: (212)
678-6600.

#

MAJOR MEETINGS

April 29-May 2—Ciassical Music Broadcast-
ers annual conference. Omni Hotel, Houston. In-
formation: George Stokes, (713) 651-0267.

MAY

May 1-2—nNational Academy of Television
Arts and Sciences presidents and programers
meeting. Lafayette Hotel, Boston. Information:
Trudy Wilson or Nick Nicholson: (212) 586-8424.

May 2-5—Women In Cabie 12th national man-
agement conference. Palmer House Hilton, Chica-
go. Informallon: Renee Kaiser, (312) 661-1700.

May 6—Federal Communication Bar Associa-
tion, New York chapter, luncheon. Speaker. FCC
Commissioner Andrew Barrett. CBS, New York.
Information: Andrew Siegel, (212) 975-7419.

May 7-8—Orange County Sports Careers Sum-
mit sponsored by Sports Careers. Attendees In-
clude ESPN, USA Today and CBS Sports. Hyatt
Regency, Irving, Calif. Informatlon. 1-(800)-776-
7877.

May 9-12—Canadian Cable Television Asso-
ciation 36th annual convention and cablexpo.
Metro Toronto Convention Center, Toronto. In-
| formation: Sylvie Powell, (613) 232-2631.

April 16-21—MIP-TV, international television
program marketplace. Palais des Festivals,
Cannes, France. Information: (212) 689-4220.

April 16.-19—Broadcast Education Associ-
ation 38th annual convention. Las Vegas. In-
formation: Louisa Nielsen, (202) 429-5354.

April 18-20—Cabletelevision Advertising Bu-
reau 12th annual conference. New York Marriott
Marquis, New York. Information: (212) 751-7770.

April 18-20—Television Bureau of Adver-
tising annual marketing conference. Las Ve-
gas Convention Center, Las Vegas. Informa-
tion: Lynn Mclntyre, (212) 486-1111.

April 19-22—National Association of
Broadcasters annual convention. Las Vegas
Convention Center, Las Vegas. Information:
{202) 429-5300. Future convention: March 21-
24, 1994, Las Vegas.

April 21.24—American Association of Ad-
vertising Agencies annual convention. Ritz-
Carlton, Laguna Niguel, Calif. Information:
(212) 682-2500.

May 5-9—Public Radio annual conference.
Washington. Information: {202) 822-2000.

May 16.19—NBC affiliates meeting. Walt
Disney World, Orlando, Fla. Information: {212)
664-2928.

May 16-19—B8roadcast Cable Financial
Management Association 33rd annual con-
vention. Buena Vista Palace, Lake Buena
Vista, Fla. Information: (708) 296-0200.

May 19-23—American Women in Radio
and Television annual convention. Orlando,
Fla. Information: (202) 428-5102.

May 25-27—CBS affiliates meeting. Waldorf
Astoria Hotel, New York. Information: {(212)
975-4321.

June 3.4—Fox affiliates meeting. Beverly
Hilton Hotel, Beverly Hills, Calif. Information:
(310) 203-3066.

June 6-9— National Cable Television As-
sociation annual convention. San Francisco.
Information: (202) 775-3669.

June 9-10—ABC affiliates meeting. Century
Plaza Hotel, Los Angeles. Information: (212)
456-7777.

June 10-15—18th Montreux Internationai
Television Symposium and Technical Exhi-
bition. Montreux Palace, Montreux, Switzer-
land.

June 13-16—Broadcast Promotion and
Marketing Executives & Broadcast Design-
ers Association annual conference and expo.
Walt Disney World Dolphin and Swan Hotels,
Orlando, Fla. Information: (213) 465-3777.

June 22-25—National Association of
Broadcasters board of directors meeting.
Washington.

July 15-17— Satellite Broadcasting and
Communications Association summer trade
show. Opryland Hotel, Nashville. Information:
{703) 549-6990..

July 18-21—Cable Television Administra-
tion and Marketing Society annual conven-
tion. Atlanta. Information: (703) 549-4200.

July 31-Aug. 3—Wireless Cable Associa-
tion International annual expositlon and con-
vention. Marriott Orlando World, Orlando, Fla.
Information: {(319) 752-8336.

Aug. 25.27—Fastern Cable Show sponsored
by Southern Cable Television Association.
Atlanta. Information: (404) 255-1608.

Sept. 8-11—Radio ‘93 convention sponsored
by National Association of Broadcasters.
Dallas.

Sept. 16.20—International Broadcasting
Convention. Amsterdam. Information: 44 71
240 3839

Sept. 29-Oct.2—Radio-Television News
Directors Association conference and exhibi-
tion. Miami. Information: (202) 659-6510.

Oct. 5-7—Atlantic Cable Show. Allantic City
Convention Center, Atlantic City, N.J. Informa-
ticn: (609) 848-1000.

Oct. 29-Nov. 2—Sociely of Motion Picture
and Television Engineers 135th technical
conference and equipment exhibition. Los An-
geles Convention Center, Los Angeles. Infor-
mation: {914) 761-1100.

Dec. 1-3—Western Cable Show sponsored
by California Cable Television Association.
Anaheim Convention Center, Anahelm, Calif.
Information: {510) 428-2225.
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From the chairman

EDITOR: Congratulations on the of-
ficial expansion into cable of BROAD-
CASTING magazine. Most of us reg-
ular readers of BROADCASTING have
noted your increased cable cover-
age for the past year, so this is a logi-
cal step.

As you know, I have frequently
characterized BROADCASTING maga-
zine in my speeches as the bible of
the broadcast industry. 1’1l soon be
able to expand that to broadcasting-
cable industries. All of us appreciate
the reliable, knowledgeable report-
ing under your leadership. And I even
have to accept that, as a First
Amendment proponent, your editori-
als will criticize my positions on in-
decency and violence. I have to reluc-
tantly admit they are honest,
exceptionally well written editorials.

Best wishes to BROADCASTING
& CABLE for continued success in the
exciting telecommunications years
ahead.—James H. Quello, chairman,
" Federal Communications Commis-
sion, Washington.

Focusing on Betacam

EDITOR: Sony appreciates the Digi-
tal Betacam story in the March 8 is-
sue, but there are a few factual
problems with the story that we wish
to bring to your attention.

1. Digital Betacam VTR’s can
play back (half-inch) analog Betacam
and Betacam SP cassettes. We also
have a new accessory for Sony D-2
VTR’s called the DFX-C2. This
enables machines to record and play
back 10-bit component digital vid-
eo in addition to composite signals.
Digital Betacam and the DFX-C2
both use the Serial Digital Interface;
therefore, digital component sig-
nals can be exchanged between these
recorders in, for example, a serial
digital (SMPTE 259M) post-produc-
tion suite. :

2. There is no need for analog re-

corders to play back digital cassettes.
Stations have as much as 10 years’
worth of news archives on analog Be-
tacam tape, but no accumulated
Digital Betacam libraries. Analog re-
corders by definition cannot play
back digital tapes.

3. Present competitive digital
camcorders are, in fact, heavier than
analog Betacam SP and other cam-
corders, so be careful to attribute par-
enthetical statements of fact. The
[5-pound weight quoted by you of one
manufacturer is very misleading.
Does the digital camcorder include the
camera’s viewfinder? When you
add a viewfinder, the weight goes up
considerably. Furthermore, you can
safely figure on another 4.5 pounds
for the battery, lens and cassette, if
you want a working model rather than
achassis. By the way, with today’s
digital camcorders’ power consump-
tion, generally more than twice that
of Betacam SP’s 20 watts, you may
want to carry an extra battery.

Based on our calculations with
one battery, today’s operational digital
camcorder weighs at least 23
pounds with a small lens. Weight con-
siderations are vital to the success
of a camcorder design. We do not
know of one news videographer
willing to carry more than a 20-pound
camcorder into the field in 1993,
However, prior to Sony’s launch of
the Betacam format in 1981, 23-
pound camcorders were considered a
breakthrough,

4. As for present digital cam-
corders being ‘‘less bulky’’ than Beta-
cam camcorders, this certainly does
not seem to be the case. In analog Be-
tacam we are including our ergo-
nomic handle through which you can
see to the other side. Any success-
ful camcorder design, be it analog or
digital, must maintain the key in-
gredient of allowing the user to see
over a unit resting on his or her
shoulder. Therefore, a low-profile de-
sign, first introduced by Sony at
NAB in 1988 with its milestone one-

piece BVW-200 camcorder, is now

a standard characteristic of profession-
al ENG cameras. Finally, it is our
judgment that any new digital cam-
corder, if it is to be on the brink of
technology, should indeed be a digital
component camcorder and not re-
cord the NTSC footprint at acquisi-
tion.

To summarize, we appreciate
your journalistic endeavor to put our
announcement into perspective for
your readers. However, our competi-
tors’ positions should be equally
challenged.

Sony’s ability to listen to the
market and meet its needs through in-
novation accounts for our unprece-
dented decade of success with Beta-
cam products. We have soid in
excess of 190,000 units worldwide
since 1981, and we support all our
existing formats with this same com-
mitment.—Christopher B. Golson,
vice president, VTR marketing, Sony
Business and Professional Group,
Montvale, N.J.

Missing person

EDITOR: The Minnesota Broadcast-
ers Association was founded in 1949,
the second person to serve as presi-

dent of the MBA was Melvin Drake.
In 1949 and 1950 Mr. Drake was

‘general manager of the original wDGY
+in Minneapolis. Anyone knowing

the whereabouts of Melvin Drake or
any of his kin who might be able to
supply us with a photograph is asked
to call or write the Minnesota
Broadcasters Association.

In the 44-year history of the
MBA we have had 24 presidents. In
trying to build a photo gallery of
them, we are missing only a photo of
Melvin Drake. We know one of
your readers will remember and help
us locate a photo of Mr. Drake.—
Jim Wychor, executive director, Min-
nesota Broadcasters Association,
3517 Raleigh Ave. So., P.O. Box
16030, St. Louis Park, Minn.
55416-0030; (612) 926-8123.
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OCON

Compiled by BROADCASTING & CABLE
for the period of April 5-April 9 and
based on filings, authorizations and oth-
er FCC actions.

OWNERSHIP CHANGES

Applications

s KQBR(FM) Davis CA (BALH930325GG; 104.3
mhz; 2.96 kw; ant. 141 m.)—Seeks assignment of
license from KYLO Radio Inc. to EZ Sacramento
Inc. for $2 million (see “Changing Hands,” p. 75).
Filed March 25.

n WWCO(AM) Waterbury, CT (BAL930323EA;
1240 khz; 1 kw-U)—Seeks assignment of license
from Winthrop Broadcasting to Mattatuck Commu-
nications Inc. for $75,000. Seller is headed by Rich-
ard D. Barbieri Jr. and has no other broadcast
interests. Buyer is headed by Robert B. Johnson
and has no other broadcast interests. Filed March
23

u WUST(AM) Washington (BTC930325€B,; 1120
khz; 1 kw-D)—Seeks transfer of control of New
World Radio Inc. for no consideration. James M.
Weitzman is transferring 1% of stock to Edwin Torn-
berg; each will own 50% of licensee. Weitzman
holds minority stock interest in parent company of
licensee of WACO-AM-FM Waco, TX, and
WVMX(FM) Stowe, VT. Tornberg has interesls in
licensees of WABS(AM) Arlington, VA, WBRI{AM)-
WXIR{FM) Indianapolis. Filed March 25,

a WAUC(AM) Wauchula, FL (BAL930322EE;
1310 khz; 5 kw-D, 500 w-N)—Seeks assignment of
license from Ted L. Hite Sr. to Marlene Ayala for
$50,000. Seller has interests in permittee of
WZZS(FM) Zolfo Springs, FL. Buyer has no other
broadcast interests. Filed March 22.

u WLTH(AM) Gary, IN (BAL930329ED; 1370 khz;
1 kw-D, 500 w-N)—Seeks assignment of license
from Uhury Communications Inc. to WLTH Radio
Inc., purchase agreement o be filed as amend-
ment. Seller 1s headed by Lorenza P. Butler Il and
has no other broadcast interests. Buyer is headed
by Pluria W. Marshall Jr., chairman of National
Black Media Coalition; he has no other broadcast

Abbreviations: AFC—Anienna For Communicatiens:
ALJ—Administrative  Law  Judge:  alt.—alwrnate:
dann.— ""|: unt, —i enna. aur.—aural: avx.—
auxiliary: ch.—channel: CH—¢ritical hours.: chg.—
change: CP—construction permit: D—day: DA—di-
rectional antenna: Dov.—Duocket: ERP—cilvctive ra-
diated power; Freg—Irequency: H&V—horizontal and
vertical: khz—Kkilohenz: kw—Aktowatts: lic —license:
m—mwtens: mhz—megahenz: mi.—miles:  nwd.—
madilication: MP—modification permit: ML—modili-
cation license: N—night: pet. for revon.—petition (or
reconsideration: PSA—presunrise service  aothority:
pwr.—power: RC—remate contral: S-A—Scientilic-
Atlanta: SH—specificd hours: SL—siudia location:
TL—transnntter location: trans. —transmitter: TPO—
transmitter power output: U or unl.—unlimited bours:
w—willy:  *—noncommercial,  Six
groups of numbers at end ol tacilities changes items
refer to map coordinates. One meter equals 3.28 feet.

vis.—visual:

interests. Filed March 29.

a1 WSMA(AM) Marine City, M! (BAL930326EA;
1590 khz; 1 kw-D, 102 w-N)—Seeks assignment of
license from Richard S. Sommerville, trustee, to
Barr-Schremp Communications for $135,000. Sell-
er is licensee of WCEN-AM-FM Mt Pieasant, M.
Buyer is headed by David W. Barr and has no other
broadcast interests. Filed March 26.

& WLTC(AM) Gastonia, NC (BAL930325EA; 1370
khz; 5 kw-D}—Seeks assignment of license from
Burke-Harvell Broadcasting Inc. to Ford Broadcast-
ing Inc. for $175,000. Seller is headed by Charles
R. Burke and has no other broadcast interests.
Buyer is headed by Carl L. Ford and is licensee of
WRNA(AM) China Grove, NC. Filed March 25.

m KJIA{AM) Sioux Falls, SD (BAL930329EC; 1520
khz; 500 w-D)}—Seeks assignment of license from
Nehemia Radio Productions Inc. to CGN Corp. for
$175,000. Seller is headed by Lyle Edblom and nas
no other broadcast interests. Buyer is headed by
Verlyn Menning and Roger Kuhiman and is licens-
ee of KCGN(FM) Milbank, SD. Filed March 29,

u KOSZ(AM)-KVHT(FM) Vermillion, SD {AM: BA-
1930329EA; 1570 khz; 500 w-D; FM: BAL-
H930329EB; 106.3 mhz; 3 kw; ant. 255 ft.)—Seeks
assignment of license from Christensen Broadcast
Group Inc. to Culhane Communications Inc. for
$340,000 ("Changing Hands,” April 12). Filed

March 29.

m KFBC{AM) Cheyenne, WY (BAPL930329EE;
1240 khz; 1 kw-U)—Seeks assignment of CP from
Buck Broadcasling Corp. to Monigomery Broad-
casting Limited Liability Co. for $248,000. Seller is
headed by Harold F. Buck and has no other broad-
cast interests. Buyer is headed by David H. Mont-
gomery and has no other broadcast interests. Filed
March 29.

Actions

8 WODL(FM) Birmingham, AL (BALH930113HG;
106.9 mhz: 100 kw ant. 1,000 ft.)—Granted assign-
ment of license from Charles E. Giddens, receiver,
to Birmingham Communications Inc. for approxi-
mately $2.5 million (“Changing Hands,” Feb. 22).
Action April 2.

a KKTZ(FM) Mountain Home, AR
(BALH920924GN; 107.5 mhz; 100 kw; ant. 761
ft.)—Granted assignment of license from Eustis-
wichert Communications Inc. to MAC Partners for
$300,000 (“For the Record,” Oct. 19, 1992). Action
March 31.

a KIEZ(AM)-KKLF(FM) Carmel Valley, CA (AM:
BAPL930212EB; 540 khz; 10 kw-D, 500 w-N; FM:
BALH930212HR; 104.3 mhz; 3 kw; ant. 328 ft. }—
Granted assignment of CP from Jerry J. Collins to
Jaime Bonilla Valdez for $840,000 (“Changing
Hands,” March B). Action March 31.

a KFXS(FM) Red Biuff, CA (BALH921214HK;
102.7 mhz; 12 kw; ant. 1,017 ft.)—Granted assign-
ment of license from ERA Communications Lid. to
McCarthy Wireless Inc. for $326,000 ("Changing
Hands,” Jan. 25). Action Aprif 1.

a WKXF(AM) Eminence, KY (BAL930205EA;
1600 khz; 500 w-D, 48 w-N}—Granted asslgnmeni
of license from Midwestern Broadcasling Asso-
ciates of KY Inc. to Superior Market-Eminence Inc.
for $40,000 {"For the Record,” March 8). Action
April 1.

u WCDJ(FM) Boston (BTCH921204GR; 96.9 mhz;
8.7 kw; ant. 1,010 ft.)—Granted assignment of li-
cense from Emmis Broadcasting Corp. to Greater
Boston Radio, Inc. for $11.655 million, including $3
million noncompete covenant. Seller is headed by
Jetfrey H. Smulyan and Steve Crane and is licens-
ee of five FM's. Buyer is headed by Peter A
Bordes and Is licensee of seven AM's and six FM's
including WMEX(AM)-WMJX(FM) Boston. Action

STOCK MARKET PERFORMANCE AVERAGES NASDAQ: 673.83 (+0.46%)
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March 31.

® WFGR(FM) Grand Rapids, Mi
(BTCH921204GS; 98.9 mhz; 3 kw; ant. 1,075 ft)—
Granted transfer of control from Haith Broadcasting
Corp. to GT Leasing Inc. for $375,250. Seller is
headed by Lynda Haith. Buyer is headed by Thom-
as Beauvais and is licensee of WBTZ(FM) Pincon-
ning, Mi. Action April 1,

8 WHLE(FM) Byhalia, MS (BAPH920812GY; 84.9
mhz; 6 kw; ant. 328 ft.)—Granted assignment of CP
from Lois B. Crain to former husband Albert M.
Crain for no cash consideration as part of divorce
settlement (“For the Record,” Aug. 31, 1992). Ac-
tion March 30.

B WTXI(FM) Ripiey, MS (BALH930208HA; 102.3
mhz; 3 kw; ant. 300 ft.}—Granted assignment of
license from Stephen P. Livingston, trustee, to Holli-
day Creations Inc. for $131,010 ("For the Record,”
March 8). Action March 31.

® KHAD{AM)-KDJR(FM) Desoto, MO {AM:
BAL930114GR; 1190 khz; 5 kw-D; FM: 100.1 mhz;
FM: BALHS30114GS; 2 kw; ant. 400 ft.)—Granted
assignment of license from Jefferson Communica-
tions inc. to Big River Broadcasting Inc. for $67,500
("For the Record,” Feb. 22). Action March 31.

= KJLF(FM) Butte, MT (BALH921109GE; 927
mhz; 3 kw; ant. 24 fi.)—Granted assignment of
license from Maranatha Broadcasting inc. to Sun-
brook Communications Ltd. for $90,000 ("For the
Record,” Nov. 30, 1992). Action March 31.

8 KKNB(FM) Crete, NE (BALH921130GQ; 104.1
mhz; 50 kw; ant. 613 ft.)—Granted assignment of
license from Agnew Broadcasting Ltd. to Rock
Steady Inc. for $185,300 (“For the Record,” Dec.
21, 1992). Action April 1.

8 KMCX(FM) Ogaillaia, NE (BTCH930105HN;
106.5 mhz; 100 kw; ant. 300 ft.}—Granted transfer
of control from Midwest Broadcasting Co. inc. to
Ray H. Lockhart for $184,100 ("For the Record,"
Feb. 1). Action April 1.

B KHIT-AM-FM  Sun Vailley, NV (AM: BA-
L930203EA; 1590 khz; 5 kw-D: FM: BAL-
H930203EB; 104.5 mhz; 25 kw; ant. 2,930 ft)—
Granted assignment of license from Radio Asso-
ciates of Reno Inc. to Lotus Radic Corp. for
$600,000 (“Changing Hands,” Feb. 8). Action
March 30.

8 WPRO-AM-FM Providence, Ri (AM:
BAL930106HL; 630 khz; 5 kw-U; FM:
BALH930106HM; 92.3 mhz; 39 kw; ant. 550 ft.}—
Granted assignment of license from Capital Cities/
ABC Inc. to Tele-Media Broadcasting Company of
America for $6 million ("Changing Hands,” Feb.
15). Action March 18,

8 WHPB(AM) Belton, SC (BAL930208EA; 1390
khz; 1 kw-D)—Granted assignment of license from
B & J Broadcasting Inc. to CG & B Broadcasting
Inc. for $130,000 ("For the Record,” March 8). Ac-
tion April 2.

8 WDAB(AM) Travelers Rest, SC (BAL930212EA;
1580 khz; 5 kw-D)—Granted assignment of license
from Piedmont Broadcasting Inc. to Dabney-Adam-
son Broadcasting Inc. for $180,000 ("For the Re-
cord,” March 8). Action March 31.

® KMND{AM)-KLSF(FM) Midland, TX (AM:
BTC900222EE; 1510 khz; 500 w-D: FM:
BTCH900222EF; 92.3 mhz; 100 kw; ant. 390 ft.}—
Dismissed app. of transfer of 85 shares of owner-
ship stock from Adcomm of Great Falls Inc. to
Stephen Marriott for $1,000. Stock includes interest
in KORQ-AM-FM Abilene and KLSF(FM) Amarillo,
both Texas, and KEIN(AM)-KLFM-FM Great Falls,
MT (“For the Record,” April 2, 1990). Action March
30.

8 KMND(AM)-KNMF(FM) Midiand, TX (AM: BA-
L900112El, 1510 khz; S00W-D; FM: BAL-
HS00112EJ; 92.3 mhz; 100 kw; ant. 390 ft.)}—Dis-
missed app. of assignment of license from Bakcor
Broadcasting inc. to ADCOMM of Midiand inc. for
$4,928,000 ("For the Record,” Feb. 12, 1990). Ac-
tion March 30.

8 WODY(AM) Bassett, VA (BALS30204EA; 900
khz; 1.8 kw-D, 500 w-N)—Granted assignment of

license from WODY inc. to Radio 900 for $50,000
(“For the Record,” March 1). Action Feb. 4.

8" WPRW(AM) Manassas, VA (BALS21221ED;
1480 khz; 5 kw-U)—Granted assignment of license
from Commonwealth Communications Corp. to
Capital Kids' Radio Co. for $305,000 (“Changing
Hands,” Jan. 25). Action March 30.

® WHLF(AM)}-WJLC(FM) South Boston, VA (AM:
BALS30208HC; 1400 khz; 1 kw-U; FM:
BALHS30208HB; 95.3 mhz; 2.7 kw; ant. 495 ft.)}—
Granted assignment of license from Virginia Broad-
casting Inc. to JLC Properties Inc, for $500,100
(“Changing Hands," March 8). Action April 1.

8 KWYZ(AM} Everett, WA (BALS20608EA; 1230
khz, 1 kw-U)—Granted assignment of license from
Prime Time Broadcasting Inc. to Quality Broadcast-
ing Corp. for $400,000, including $180,000 in as-
sumption of debt (“For the Record,” June 22,
1992). Action March 289.

® WKTS(AM) Sheboygan, Wi (BAL930202EA:; 950
khz, 500 w-D)—Granted assignment of license
from WKTS inc. to Star Cablevision Group for
$100,000 ("For the Record,” March 1). Action
March 31.

T T LA ¢ s
NEW STATIONS

Applications

®°Paducah, KY (BPED930319MC)—Christian
Businessmen's Association Inc. seeks 89.3 mhz;
12 kw; ant. 150 m. Address: P.Q. Box 189, 1333
Old Louisville Road, Bowiing Green, KY 42102.
Applicant is headed by Frank D.R. Wiliams and has
no other broadcast interests. Filed March 19.

®Moose Lake, MN (BPH930324MF)—Agate
Broadcasling inc. seeks 107.1 mhz; 25 kw: ant. 100
m. Address: 509 1st Street, Moose Lake, MN
55767. Applicant is headed by Conrad J. Mogen
and Alan R. Quarnstrom. Quarnstrom holds 100%
of stock of license of WKLK-AM-FM Cloguet and
80% of stock of licansee of WMFG-AM-FM Hibbing,
both Minnesota. Fied March 24.

8 McMinnville, TN (BPED930329MC)—Warren
County Educational Foundation inc. seeks 91.3
mhz; 1 kw; ant. -26 m. Address: 507 East Main
Street, McMinnville, TN 37110, Applicant is headed
by James P. Tumer and has no other broadcast
interests. Filed March 29,

® Reedsburg, wi (BPH930329MB)—F.W K,
Broadcasting Co. seeks 102.9 mhz; 3.6 kw; ant.
130 m. Address: W-238, S-6825 Highway 164,
Waukesha, Wl 563186. Applicant is headed by Fred-
erick W. Kinlow, who is sole proprietor of permittee
of KFKQ(FM) New Holstein, WI. Filed March 29,
Acti

® Helen, GA (BPH890426Mi)—Granted app. of
Helen Broadcasters Inc. for 105.1 mhz; .422 kw;
ant. 263 m. Address: Route 1, Box 1250, Helen, GA
30545. Applicant is headed by Charles A. Smith-
gall, who has interests in WCNN(AM) Atlanta and
WALR(FM) Athens, both Georgia. Action April 2.

®*Chariotte Hall, MD (BPED921224MA)}—Re-
turned app. of Foundation for Catholic Broadcasting
Inc. for 88,7 mhz; 1.2 kw; ant. 89 m. Address: 630 E
Street S.W., Washington, DC 20024. Applicant is
headed by Eva Nenicka and has no other broadcast
interests. Action March 29.

® *Forest, MS (BPED910927ME)}—Granted app. of
Central Mississippi Educational Radio inc. for 89.1
mhz; 100 kw; ant. 195 m. Address: P.C. Box 199,
Dixon's Milts, AL 36736. Applicant is headed by J.
E. Stack Jr. and has no other broadcast interests.
Action March 31.

® New London, MO (BPHS21022MB)—Returned
app. of Roderick M. Cox for 105.9 mhz, 25 kw; ant.
100 m. Address: 800 South Wells, Apt. 1418, Chi-
cago, IL 60607. Applicant has no other broadcast
interests. Action March 31.

® Great Falis, MT (BP930217AA)}—Returned app.
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of H.1.S. Network Inc. for 1490 khz; .3 kw. Address:
P.O. Box 1462, Jeffersonville, IN 47131. Applicant
is headed by John W. Smith Sr. Smith and wife
Mary L. Smith have interests in licensee of LPTV at
Jeffersonville and permittee of LPTV at Clarksville,
both indiana. They are also permittees of new FM's
at New Washington, IN, and Great Falls, MT. Action
April 2.

® Bowman, SC (BPH910301MH)—Granted app. of
Radic Bowman Inc. for 94.5 mhz; 3 kw; ant. 100 m.
Address: P.O. Box 610, Goose Creek, SC 29445,
Applicant is headed by Sam E. Felkel and has no
other broadcast interests. Action April 1.

® Bowman, SC (BPH910227MI}—Dismissed app.
of Robert C. Rickenbacker Jr. for 94.5 mhz; 6 kw;
ant. 100 m. Address: 1001 McCoy St., Holly Hill, SC
29059. Applicant has no other broadcast interests.
Action April 1.

8 Custer, SD (BPH320610MD)—Granted app. of
Mount Rushmore Broadcasting Inc. for 105.1 mhz;
6.5 kw; ant. 400 m. Address: P.Q. Box 804, Custer,
S0 57730. Applicant is headed by Jan C. Gray and
is licensee of KFCR(AM) Custer, SD. Action March
29.

® Custer, SO (BPH920611ME)—Dismissed app. of
Conrad Broadcasting for 105.1 mhz; 10.2 kw; ant.
330 m. Address: 721 West Avenue South, Sioux
Falls, SD 57104. Applicant is headed by Dawn M.
Correll and has no other broadcast interests. Action
March 29.

T T T e
ALLOCATIONS

®Hope and Fordyce, both Arkansas Effective
May 24, amended FM Table to substitute channel
269C2 for channel 269A at Hope and modified
license of KXAR-FM accordingly; substituted chan-
nel 272A for channel 269A at Fordyce; modified
license of KQEW(FM) accordingly. (MM docket 92-
283, by R&O [DA 93-311] adopted March 12 by the
Chief, Allocations Branch, Policy and Rules Divi-
sion, Mass Media Bureau).

® Thibodaux, LA Effective April 5, amended FM
Table to substitute channel 292C3 for channel
292A at Thibodaux; modified license of KXOR-FM
accordingly. (MM docket 92-250, by R&O [DA 93-
121] adopted February 1 by Chief, Allocations
Branch, Policy and Rules Division, Mass Media
Bureau).

8 Amarllio, TX Effective Aprit 5, amended FM Ta-
ble to substitute channel 289C3 for channel 289A at
Amarillo; modified license of KAEZ-FM accordingly.
(MM docket 92-238, by R&C [DA 93-120) adopted
February 1 by Chief, Allocations Branch).

® Cheyenne, WY Proposed amending FM Tabie to
allot channel 285A to Cheyenne; comments due
April 12, replies April 27. (MM docket 93-20, by
NPRM [DA 93-114] adopted February 1 by Chief,
Allocations Branch).

® Rochester and Walton, both indiana Effective
April 5, amended FM Table to allot channel 229A to
Walton; filing window: April 6 - May 6 (MM docket
§2-192, by R&O [DA 93-113) adopted January 29
by Chiel, Allocations Branch).

® Proctor, MN Effective April 5, amended FM Table
to allot channel 299A to Proctor; filing window: April
6 - May 6. (MM docket 92-249, by R&Q [DA 93-105]
adopted January 29 by Chief, Allocations Branch).

® Bentonville, AR Proposed allotting channel 239A
to Bentonville as its second FM service. Comments
are due April 26, replies May 11. (MM docket 93-27
by NPRM [DA 93-168] adopted February 10 by
Chief, Allocations Branch, Mass Media Bureau).

® Crescent North, CA Proposed substituting chan-
nel 250C2 for channel 250C3 at Crescent North,
and modifying license of Station KPOD-FM accord-
ingly. Comments are due April 26 replies May 11.
(MM docket 93-31 by NPRM [DA 93-161) adopted
February 9 by Chief, Allocations Branch).

8 Corpus Christi and Three Rivers, both Texas
Effective April 19, aliotted channel 233C2 to Three
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Rivers, TX, and’its first broadcast service; denied
request to substitute channel 234C2 for channel
234A at Corpus Christi. filing window for Three
Rivers opens April 20, closes May 20. (MM docket
91-193 by R&O [DA 93-167) adopted February 10
by Chief, Allocations Branch).

8 Hempstead, TX Effective April 19, substituted
channel 287C3 for channel 287A al Hempstead,
and conditionally modified CP of KEZB-FM accord-
ingly. (MM docket 92-279 by R&O (DA 93-160]
adopted February 10 by Chief, Allocations Branch).

® Temple, TX Proposed subsiituling channel
269C3 for channel 269A at Temple, and madifying
CP of Progressive Communications, Inc. Com-
ments are due April 28, replies May 11. (MM docket
93-29 by NPRM [DA 93-157) adopted February 9
by Chief, Allocations Branch).

® South Hill, VA Proposed substituting channel
255C3 for channel 255A at South Hill, and modify-
ing license of WSHV-FM accordingly. Comments
are due April 26, replies May 11. (MM docket 93-30
by NPRM [DA 93-160] adopted February 9 by
Chief. Allocations Branch).

m Oakhurst and Firebaugh, both California Pro-
posed substituting channel 276A for channel 296A
and modifying license of KAAT(FM) accordingly.
Comments are due April 22, replies May 7. (MM
docket 93-33 by NPRM [DA 93-143] adopted Feb-
ruary 8 by Chief, Allocations Branch, Mass Media
Bureau).

8 Glenwood Springs, CO Proposed allotting chan-
nel 224A to Glenwood as its second FM service.
Comments are due April 22, replies May 7. (MM
docket 93-34 by NPRM [DA 93-144] adopted Feb-
ruary 8 by Chief, Allocations Branch).

® Tracy, MN Proposed substituting channe! 286C3

® Remington, VA Allotment of channel 283A. (MM
docket 93-16, DA 93-98).

The Chief, Allocations Branch, by NPRMs
adopted on dates shown, proposed amending
the FM Table for following communities; com-
ments due June 1, replies June 16:

® Nogales, AZ Allotment of channel 256A. (MM
docket 93-73, March 8, DA 93-278).

® Yermo, CA Substitution of channel 287B1 for
channel 287A and modification of CP for KYHT(FM)
accordingly. {MM docket 93-74, March 8, DA 93-
277).

® New Port Richey and Sarasota, FL Substitution
of channel 288C3 for channel 288A at New Port
Richey and modification of license of WGUL(FM)
accordingly; substitution of channel 282A for chan-
nel 288A at Sarasota and modification ot CP of
WKZM(FM) accordingly. (MM docket 93-65, March
9, DA 93-281).

® Chateaugay, NY Substitution of channel 234C2
for channel 234A and modification of CP for WYUL
accordingly. (MM docket 93-76, March 15, DA 93-
314).

e
ACTIONS

= Consumer Protection-Customer Service Es-
tablished federal customer service standards for
cable operators, pursuant to Section 8 of Cable
Television Consumer Protection and Competition
Act of 1992. (MM docket 92-263, by R&0O [FCC 93-
145] adopted March 11 by Commission).

® Home Shopping Stations Extended to April 27
date for filing replies in matter of implementation of
1992 Cable Act with respect 1o Home Shopping
Station issues. (MM docket 93-8, by Order [DA 93-
419] adopted April 7 by Chief, Mass Media Bureau).

® San Bernardino, CA Denied petition for recon-
sideration of Mass Media Bureau's action denying
Angeles Broadcasting Network, interim licensee of
station KAGL(TV). (Report MM-718, Mass Media
Action, FCC has Aclion by Commission April 1 by
MO&O [FCC 93-173)))

® Truckee, CA Designated for hearing application
of Americom, California Limited Partnership, for CP
to change community of license and transmitter site
for KHTZ(AM) Truckee. (MM docket 93-102, by
Order [DA 93-375) adopted March 31 by Chief,
Mass Media Bureau).

® Windsor, CA Designated for hearing mutually
exclusive applications of Eric R. Hilding and Judy
Yep Hughes for new FM on channel 281A at Wind-
sor. (MM docket 93-95, by Order [DA 93-330]
adopted March 18 by Chief, Audio Services Divi-
sion, Mass Media Bureau).

= Miami Designated for hearing mutually exclusive
applications of Trinity Broadcasting of Florida Inc.,
for renewal of license for WHFT(TV), and of Glen-
dale Broadcasting Co., for new slation on same
facilities. (MM docket 93-75, by Order [FCC 93-148]
adopted March 16 by Commission).

a Chicago Declined to designate basic qualifica-
lions issue against Video 44 based on allegedly
presenting obscene programing, and renewed Vid-
co 44's license for WSNS-TV, (MM docket #83-
575, Report DC-2384, by Commission April 2 by
MO&O {FCC 93-180].)
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for channel 286A at Tracy, and modifying CP for
station KARL accordingly. Comments are due April
22, replies May 7. (MM docket 93-32 by NPRM [DA SUM MARY OF
93-132] adopted February 4 by Chief, Afllocations
Brancr). BROADCASTING & CABLE
m Columbla Falls, MT Effective April 15, substitut-
ed channel 240C2 for channel 240A at Columbia BROADCASTING
Falls. and conditionally modified CP of KCWX ac- 7 A
cordingly. {MM docket 92-281 by R&Q [DA 93-151] . Service ON AIR CP's' TOTAL
adopted February 8 by Chief, Allocations Branch). .

4,960 182 5,142
m Bay City, Brenham, Cameron, Centerville, Commercial AM ! -
Edna, Ganado, Giddings, Harker Heights, Commercial FM 4,796 914 5,710
Hearne, LaGrange, Matagorda, New Ulm, Point i
Comlort, Rollingwood, Rosenberg and Seadrift, Educational FM 1,592 310 1,902
all Texas Effective Apri 15, allotted channel 231C2 ¥
to Point Comifort as its first local service; channel Total Radic 11’348 1’406 1-2’754
283C3 to Ganado as its first local service; channel 5 569
286 A to Seadrift as its first local service, subslituted Commercial VHF TV 558 11
channel 232A for channel 267A at Cameron, and Commercial UHF TV 588 153 741
conditionally modified permit of KJKS; substituted -
channel 276A for channel 232A at Hearne, and Educational VHF TV 124 5 129
conditionally modified license of KHRN, substituted - .
channel 290A for vacant but applied-for channel Educational UHF TV 239 9 248
276A at Centerville; substituted channel 231C3 for 1.687
channel 231A at Brenham, and conditionally modi- Total TV 1,509 178 eE-=lice
fied license of KULF accordingly. Filing windows for VHF LPTV 465 141 606
Point Comfort, Seadritt. and Ganado open April 16, =
close May 16. (MM docket 89-459 by R&O [DA 93- UHF LPTV 841 1,014 1,855
131) adopted February 3 by Chief, Allocations ; F
Branch) Total LPTV 1,306 1,155 2,461
= Frederiksted, VI Effective April 15, allotted UHF FM translators 1,966 377 2,343
channel 66 to Frederiksted as its first local televi- - i
sion service. (MM docket 92-243 by R&O [DA 93 VHF translators 2,529 86 2,615
135] adopted February 4 by Chief, Allocations
e ACRY UHF translators 2,436 414 2,850
® The Chlef, Allocations Branch, Poilcy and CABLE
Rules Divislon, Mass Medta Bureau, by NPRMs
adopted January 29, proposed amending FM i 55.786.390
Table for followlng communities; comments TOIaI subscribers . .
due Aprll-12; replies April 27: Homes passed 89,400,000
s Kennett, MO Allotment of channel 282A. (MM
docket 93-19, DA 93-106). Total systems 11,254
® Rosendale, NY Allotment of channel 273A and Household penetrationt 60.6%
modification of license of noncommercial educa- q ; o
lional station WFNP to specify operation on that Pay cable penetrahon/basm 79%
channel. (MM docket 93-17. DA 93-99). " Includes off-air licenses. + Penetration percentages are of TV househotd universe of 92.1 million.
s Coos Bay, OR Allotment of channel 271A. (MM ' Construction permit. Source: Nielsen, NCTA and Broadcasting&Cable's own research.
docket 93-18, DA 93-104).
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® Danvlile, KY, and Soperton, GA Ordered licens-
eos of WKLO(AM) Danville, KY, and WJHH({AM)
Soperton, GA, to show cause why their licenses
should not be revoked because of prolonged silent
slatus. (Report MM-719, Mass Media Action, by
Chiel, Mass Media Bureau, April 7 by Orders to
Show Cause [DA §3-417, DA 93-418].)

® Harold, KY Designated for hearing mutually ex-
clusive applitations of Adam D. Gearheart and
Robert G. Picklusimer for new FM on channel
285A. (MM docket 93-96, by Order [DA 93-348)
adopted March 23 by Chief, Audio Services Divi-
sion, Mass Media Bureau).

® Baton Rouge, LA Affirmed Review Board’s grant
of CP for new FM channet 203C2 to Jimmy Swag-
gart Ministries. (MM docket 88-308 (Report DC-
2383, Action in docket Case, by Commission April 2
by Order [FCC 93-1581].

® Hartford, MI Designated for hearing mutually ex-
clusive applications of Rural Initiatives for Shelter
and Education and American Indian Broadcast
Group Inc., for new FM on channel 279A at Han-
ford. (MM docket 93-44, by Order [DA 93-32 4
adopted March 17 by Assistant Chief, Audio Ser-
vices Division).

® Pittsburgh Designated for hearing mutually ex-
clusive applications of EZ Communications Inc. to
renew license of WBZZ(FM); and Alilegheny Com-
munications Group Inc. for new PM station on chan-
nel 229B. (MM docket 93-88 by Order [DA 93-361)
adopted March 26 by Chief, Audio Services Divi-
sion, Mass Media Bureau).

® Culebra, PR Designated for hearing mutually ex-
clusive applications of (1) Aurio A. Matos and (2)
Uoyd Santiago-Santos and Lourdes Rodrigues
Bonet for new FM on channel 239A. (MM docket
93-89, by Order [DA 93-331] adopted March 18 by
Chief, Audio Services Division).

® Lajas, PR Granted application of Ramon Rodri-
guez and Associates Inc. for new FM; denied appli-
cation of David Ortiz Radio Corp. (MM docket 86-
510 by Supplemental Initial Decision [FCC 930-10]
adopted by ALJ John M. Frysiak).

® Ogden and Spanish Fork, both Utah Designat-
&d for hearing appiications of C. Devine Media Inc.,
for renewal of license of KBER-FM Ogden, and

Street Stryder for renewal of license of KQOL-FM
Spanish Fork; ordered that, if hearing record does
not warrant denying applications, it shall also be
determined if Devine and Stryder have violated
multiple ownership, unauthorized assignment and
candor rules and, if so, whether orders for forfeiture
should be issued in amount of up to $250,000 each.
(MM docket 93-56, by Order and Notice of Forfei-
ture [FCC 93-135]) adopted March 9 by Cornrnis-
sion).

® Carmel, CA Affirmed grant of application of J&M
Broadcasting Co. tor new FM station on channel
238A at Carmel. (MM docket 90-48, by MO&O
[FCC 93-86] adopted February 10 by Commission).
B Pawcatuck, CT Affirmed Review Board decision
which granted application of SaltAire Communica-
tions for new FM station on channel 299A at Paw-
catuck, CT, and denied competing applications of
Charles S. Fitch, P.E., and WHSL Corporation.
Fitch and WHSL sought review of Board's decision.
(MM docket 90-226 by MO&O [FCC 93-107] adopt-
ed February 22 by Commission).

® Coleman, FL Revoked license of Starett Media
Corp, for station WFRK(AM) Coleman, for being off
air without notifying Commission. (MM docket 92-
36, by Order [DA 93-166] adopted January 7 by
Chief, Mass Media Bureau).

B West Palm Beach, FL Notified TV 14 Inc., licens-
ee of WTLK-TV West Paim Beach, FL, of an appar-
ent liability for forfeiture in amount of $12,500 for
willful and repeated violation of Commission's anti-
lottery broadcast provisions. (By Letter [DA 93-220])
adopted February 23 by Chief, Mass Media Bu-
reau).

® Bowdon, GA Designated for hearing four mutual-
ly exclusive applications for new FM station on
channel 288A at Bowdon. (MM docket 93-26, by
Order [DA 93-122] adopted February 2 by Chief,
Audio Services Division, Mass Media Bureau).

® Dahlonega, GA Granted applications of Kevin C.

Croom for new FM station on channel 282A at

Dahlcnega, GA; denied compsting applications of

Nugget Broadcasting Co. and Georgia Mountain

Communications Inc. (MM docket 90-503 by Deci-

gloon [I;CC 93R-5 adopted February 24 by Review
ard).
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® Baltimore Granted application of Bennett Gilbert
Gaines, Interlocutory Receiver for Magic 680 Inc.
for renewal of license for Station WCBM(AM), Balti-
more, MD; granted application of Bennett Gilbert
Gaines, Interlocutory Receiver for Magic 680 Inc.
and WCBM Maryland Inc. for consent to assign-
ment of license for Station WCBM(AM), Baltimore,
MD:; denied competing application of Mount Vernon
Broadcasting. (MM docket $0-125 by Decision
[FCC 93R-3] adopted February 11 by Review
Board).

® Swanton, OH Commission has granted an appli-
cation by Welch Communications Inc., for review
and reversed Review Board's resolution of both
financial and lack of candor/misrepresentation is-
sues against Welch and granted its application to
construct new FM station at Swanton, OH. (MM
docket 88-432 by MO&O [FCC 93-78] adopted Feb-
ruary 3 by Commisslon).

® Mechanicsburg, PA Ordered Quaker State
Broadcasting Corporation, licensee of station
WTPA(FM) Mechanicsburg, PA, to forfeit $5,000 for
willful violation of Commission's rules by failing to
conduct contest as described. (By MO&O [DA 93-
218] adopted February 23 by Chief, Mass Media
Bureau).

® Meyersdale, PA Denied review of bureau action
granting application of Roger Wahl for new FM
station WQZS at Meyersdale; denied Benns' com-
peting application for same facility. (By MO&O
[FCC 93-82] adopted February 5 by Commission).

® Clemson, SC Commission denied FM 104.9
Broadcasting’s application for reconsideration of
the dismissal of its application for new FM station
on channel 285A in Clemson, SC. FM 104's appli-
cation was dismissed by Mass Media Bureau as
inadvertently accepted for tender because it failed
to make requisite local public notice certification.
(By MO&O [FCC 93-114] adopted February 23 by
Commission).

® Columbia, SC Upheld decision by Mass Media
Bureau which denied FCVS Communications’ re-
quest that station WACH, ind.channel 57, Colurn-
bia, SC, be considered "new" station for purposes
of determining its status as significantly viewed pur-
suant to rules. (By Letter [FCC 93-98] adopted Feb-
ruary 17 by Cornrnission).
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orciay Viemc

“How can the U.S. protect its
entertainment export industry?”

he Clinton administration’s com-
mercial aviation commission is
the clearest sign yet that *‘strate-
gic trade policy’’—consistently repu-
diated during the Reagan and Bush
years—has finally penetrated the
White House, bringing with it a wel-
come shift in the debate over trade
policy and U.S. balance of payments.
Accepting strategic or ‘‘managed’’
trade as legitimate government policy
recognizes the spectacular success that
other nations have had using it.
While the commercial aviation

How can the U.S. protect its enter-
tainment export industry? A proactive,
threefold initiative of tax support,
anti-piracy enforcement and anti-pro-
tectionist negotiation would go a long
way to bolstering entertainment pro-
duction at home and exports abroad.

The Investment Tax Credit—re-
voked with the Tax Reform Act of
1986—should be reinstated and ex-
tended to intangible goods, as the ad-
ministration is considering doing.
With it, film production companies
could receive tax credits of as much as

commission shows that
Washington can recognize
a “‘winner’’ when it sees
one, the case of our own
entertainment  industry—
which now ranks behind
only commercial aviation
in non-commodity export
earnings—shows this new
strategic vision isn't yet
uniformly applied.

Both commercial avia-
tion and the entertainment/
software industries are do-
mestically based industries that domi-
nate their fields globally and produce
consistent  balance-of-payments sur-
pluses for the U.S. Both depend on a
highly  skilled, well-compensated
workforce whose products have high
added value.

Commercial aviation, the argument
runs, deals in tangible products,
whereas entertainment exports are
about ideas, feelings and sensations.
The intangibility of entertainment,
however, is its very strength. Unlike
airplanes, the essence of American
TV, films or music cannot be replicat-
ed at lower cost abroad—the world is

not interested in Southeast Asian,

knock-offs of Michael Jackson or
itE.T."

Our commercial rivals are very
clear about the economic threat posed
by American entertainment exports
and are responding with classic pro-
tectionist measures, including pro-
posed local content quotas for TV
broadcasting.

By Joel Koenig, Russell Rey-
nolds Assoc., Los Angeles

7% of the cost of filmmak-
ing between Dec. 3, 1992,
and Dec. 31, 1994,

The second policy
would consist of vigorous
enforcement of U.S. copy-
rights. Piracy has reached
extraordinary proportions:
$4 billion in lost revenues
annually, according to a
copyright advocacy group
representing just one seg-
ment of the industry. The
U.S. should support anti-
piracy initiatives of private sector en-
tertainment trade organizations and
take strong stands to keep internation-
al copyright standards consistent with
U.S. law.

Finally, the U.S. should apply the
same negotiating effort to maintaining
open markets for entertainment export
policy as it does for hard goods. In the
case of iocal-content broadcast quotas,
the Motion Picture Export Association
of America has argued for including
proposed regulations as a legitimate
trade jssue at the General Agreement
on Tariffs and Trade (GATT) negotia-
tions. Our government should respond
as if cars or computers were being
restricted—that is, strongly.

Taken together, these measures do
not constitute a new version of U.S.
protectionism. They are, rather, a
frank acknowledgement of a hereto-
fore undervalued strategic asset,
which, properly supported and pro-
tected, will generate significant export
earnings for years to come. L
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Street types gather at the

McGraw-Hill auditorium in New
York to learn about major media com-
panies. Only one media owner at-
tends—not to speak, but to sit in the
audience taking notes. The owner is
Fred Eychaner, whose Newsweb
Corp. is a printing firm and the licens-
ee of Chicago independent WPWR-TV.

As he describes it, ‘‘l don’t have an
overriding business philosophy. I toy
with a lot of stuff and look at things
from a lot of angles.”” Studying the
industry also helps Eychaner’s ‘‘hob-
by’” as a highly successful investor in
closely held media companies—that
is, companies with few shareholders,
other than families and management,
which provide limited financial infor-
mation and whose share prices are not
listed in newspapers.

Among Eychaner’s early jobs was
working weekends and breaks at
WLBK-AM-FM DeKalb, IIl., to help pay
for college.

At Northwestern University he
made money as an intermediary be-
tween various college organizations
and printers. He later bought his own
press and today does printing for more
than 100 customers, including news-
papers printed in virtually all the lan-
guages found in Chicago’s ethnically
diverse population.

The familiarity with ethnic media
attracted Eychaner in 1977 to WEEF-
(AM) Highland Park, Ill., a struggling
station that leased time to programers
of various nationalities. Eychaner de-
cided to buy the station on the belief,
proved correct, that the owners were
‘‘underselling the market.”

Independent TV also crossed his ra-
dar screen, and he began to attend
INTV seminars for startup entrepre-
neurs. Some told him he was crazy to
apply for channel 60 in Chicago, a
market where Tribune and Metrome-
dia already had independent stations.
But Eychaner thought satellite-distrib-
uted programing was growing and
would need another terrestrial outlet.

E very winter, gray-suited Wall

When the station went on air 11
years ago, Eychaner shared the sched-
ule with two other programers, one of
them a pay sports service. Several
years and some skillful maneuvering
later he had a full-time schedule lower
down on the UHF dial.

Eychaner first obtained the con-
struction permit for channel 56, which
because of short-spacing could not
move its antennae from Gary, Ind., to
downtown Chicago. He swapped that
facility and some cash in return for a
channel 50 signal downtown, whose
public broadcasting
licensee focused its
programing on Indi-
ana. Channel 60 was
sold to the Home
Shopping Network.

At the beginning
of 1988, Eychaner
also hired away the
GM of Fox-owned

President and owner, Newsweb
Corp. and WpwR-TV Chicago; b. Sept.
4, 1944, Delalb, [K.; BSJ, Medill
School of Journalism, Northwestem
University, Evanston, Il.; 1966;
sportswriter, Delalb Dadly Chronicle ,
1961; sports statistician, City

News bureau, Chicago, 1963; an-
nouncer, WLBK-AM-FM DeKalb,

Fred Eychaner

Corp., which owned TV stations and
newspapers in Wisconsin.

Eychaner says a factor affecting his
decision to invest is how the company
responds to his inquiries—the worse
the response, the more interesting the
prospect: *“The first time | went to the
Doubleday annua! meeting, 1 had
bought the stock but it hadn’t complet-
ed the transfer process, so their gener-
al counsel tried to slam the door on my
foot. That got me excited...I figured if
they had that much to hide either
things were really bad or really good.
Even if things are a disaster there may
be an opportunity.”’

Doubleday was one of a number of
investments that generated huge prof-
its in the 1980’s for Eychaner, as a
wave of closely held media companies
in which he had stakes were taken
over. He became the largest non-fam-
ily shareholder in both the Evening
News Association, for which a bid-
ding war was conducted between Gan-
nett and Norman Lear and Jerry Peren-
chio, and the Des Moines Register and
Tribune Company.

In the tatter company Eychaner took
an active role that found him at odds
with the company’s president, and lat-

er NBC News presi-

dent, Michael
Gartner. One year
later he watched

Register and Tribune
shares he had bought
for as low as $25 be-
ing sought by
Gartner for a man-
agement-led LBO at

WFLD-TV, Al De- 1963;l|'mh|_'_|gb|.oker:g9e7,11.sss; just over $100 per
Vaney. Since then, e ! share, only to be

t companion, Ken Lee, March 1, ]
WPWR-TV has regis- 1991, sold shortly there

tered a 50% increase

in share, according

to Nielsen, and is now within shouting
distance of WFLD.

As for Eychaner’s media investment
*‘hobby,"* it began in the early 1970’s
with stakes in such companies as ASI
Communications, then licensee of
KAFC-AM-FM Los Angeles, and Post

after to Gannett for

over $300 per share.

There are few media companies left
to buy, says Eychaner. He still owns
22.7% of Stauffer Communications,
where he helped engineer a corporate
reorganization, and has shares in at
least one other closely held major TV
group owner. a
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Jeff Salmon
dick clark

Diane Endres
Genesis

TELEVISION

Appointments at Multimedia Enter-
tainment, New York: D. Demirjian,
VP, southwest division, King

Knowledge
Integrity
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‘The Person You Describe Is

The Person We Delfver”

. Ir
John Ranck
Multimedia

World, Dallas, joins as regional sales
manager, southern division; Brian
Davidson, VP, sales, Carsey Werner,
New York, joins as regional sales
manager, midwest division; Kenneth
Healy, senior analyst, named man-
ager, research.

Appointments at MTM Worldwide
Distribution, Los Angeles: Laurie
Turner, director, marketing, Re-
public Pictures Corporation, there,
joins as VP, creative services; Lisa
Woodcock, VP, sales, domestic tele-
vision distribution, Republic Pic-
tures Corporation, there, joins as VP,
sales.

Appointments at Genesis Entertain-
ment, Agoura Hills, Calif.: Michael
Leifer, account executive, named
director, midwest sales; Diane Ga-
lella, VP, research, marketing, as-
sumes additional responsibilities as
VP, sales operations; Diane
Endres, executive assistant, BPME/
PROMAX International, Los An-
geles, joins as promotion manager.

Jeff Salmon, VP/director, produc-
tion, Jack Morton Productions, Long
Beach, Calif., joins dick clark Cor-
porate Productions, Burbank, Calif.,
in same capacity.

Susan Simons, VP, creative af-

fairs, Kelly News and Entertainment,
Los Angeles, joins New World
Television there as director, licensing,
New World Licensing, and direc-

tor, development, Marvel Produc-
tions.

Russ Mitcll
CBS News

Inside Edition

John Ranck, former president, in-
ternational television distribution,
Carolco Pictures, New York, joins
Multimedia Entertainment there as se-
nior VP/managing director, interna-
tional television distribution division.

J. Larre Barrett, former VP,
Olympic marketing, sales,
CBS/Broadcast Group, New York,
joins Dorna USA there as executive
VP.

Sean O’Boyle, division manager,
Group W Productions, Chicago,
named midwest region manager.

Richard Geismar, president,

Broad Street Media Ventures, River-
side, Conn., elected to board of di-
rectors, Guy Gannett Publishing Co.,
Portland, Ore.

Jeff Kreiner, former creative di-
rector, CBS News, New York, joins
NBC there as VP, advertising, pro-
motion, East Coast.

Laura Siegel, manager, public re-
lations, Viacom Entertainment, New
York, named director, public rela-
tions, Viacom Entertainment and
Broadcast Groups, there,

Eileen Murphy, VP, public rela-
tions, CNN, Atlanta, joins ABC

News, Washington, as manager,

news information.

Russ Mitchell, co-anchor, CBS
News’s Up to the Minute, New York,
named correspondent, CBS News’s
new prime time program, Eye to Eye
with Connie Chung.
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Appointments at Tribune Entertain-
ment’s Geraldo, New York: Daniel
Petix, associate producer, Geraldo
and The Joan Rivers Show, and Diane
Rosenberg, associate producer,
Geraldo specials and Geraldo, named
producers.

Rolonda Watts, co-host, Lifctime

Mark Toney
wBBM-TV

Television's Antitudes, Astoria, New
York. joins King World's Inside
Edition, New York, as senior corre-
spondent.

Appointments at WBBM-Tv Chica-
go: Mark Toney, news director.
KFOR-TV Oklahoma City, Okla..
joins in same capacity; Anita Smith,
weekend anchor/general assign-
ment reporter, WFTV-Tv Orlando,
Fla.. joins as general assignment
reporter; Leslie Lyndon, promotion
manager. named director, advertis-
ing. promotion: James Berman, re-
search director, WGAL-TvV Lancas-
ter, Pa., joins in same capacity;

dent for BROAD-

Leslie Lyndon
wBBM-TV

Goren Dillard, TV sales, market-

ing representative, Johnson Publishing
Co., Chicago, joins as account ex-
ecutive.

Peggy Doyle, program develop-
ment supervisor, Multimedia Motion
Pictures, New York, named direc-
tor, East Coast development.

manager, HNWH Radio Sales, Chica-
g0, joins WZEA-FM Hampton,
N.H., as GSM.

Marla Pirner, executive VP/direc-
tor, research division, The Interep Ra-
dio Store, New York, appointed re-

| search representative, Arbitron Radio

Advisory Council, there.

Rich Brase
WMAQ-TV

Rich Brase, director, advertising.
promotion, WMAQ-TV Chicago. named
director, broadcast, premotion.

Jeff McElheney, midwest advertis-
ing sales manager. Family Channel.
Virginia Beach, Va., named VP,
midwest sales, MTM Worldwide Dis-
tribution, Chicage.

RADIO

Mary Ann Dodd
USA TODAY Sky Radio

Seth Mason, VP, Diamond Broad-
casting, Chicago, named executive
VP.

| John Brickley, VP/central division

Jessica Ettinger
WBBR(AM)

Harvey Wells, GM. WSCR(AM)-
wXRT-FM Chicago, named VP.

Mary Ann Dodd, western regional
director, The Weather Channel, Los
Angeles, joins USA TODAY Sky
Radio there as western regional sales
manager.

Jessica Ettinger, former manager,
network programing, Capital Cities/
ABC, New York and air personal-
ity, WLTW-FM New York, joins
WBBR(AM) New York, as director,
creative Services.

Larry Adams, VP/GM. WRAL-FM
Raleigh, N.C., joins CBS Radio Rep-

- BROADCASTING & CABLE adds staff ian. C. and London

hree new editorial staff members have joined
BRoADCASTING & CABLE, as the magazine contin-
ues to enlarge its editorial reach. Kim McAvoy, who
distinguished herself as a Washington correspon-

special correspondent, becomes international editor,
contributing both to BROADCASTING & CABLE and to its
sister quarterly publication, BROADCASTING ABROAD.
Prior to her association with BROADCASTING & CABLE,

she was managing

CASTING magazine
from 1980 to 1991,
has rejoined the
publication as bu-
reau chief in the
Capital. (In the in-
terval she was di-
rector of public re-
lations for  the
United States Tele-
phone Associa-
tion.) In London,
Meredith  Amdur,

who has been a Kim McAvoy

Meredith Amdur

Sean Scuily

editor of the Lon-
don-based Europe-
an Media Business
& Finance and a re-
search analyst with
Kagan World Media
there. Also based in
Washington is Sean
Scully, former man-
aging editor for the

Central Virginia
Newspapers Inc.,
covering technol-

ogy and satellites.
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resentative, Seattle, as manager.

Howard Bloom, regional market-

ing director, Metro Traffic, Los Ange-
les, joins Shadow Broadcast Ser-
vices there as VP, sales.

CABLE

Appointments at CNBC, Fort Lee,
N.JI.: Pauline George, regional man-
ager, northeast, named regional di-
rector, midwest, Detroit office; Heidi
Zweck, account executive, south-
west region, Los Angeles office,
named regional manager, northeast;
Tim Carry, marketing, community
relations manager, Maclean Hunter
Cable TV, Detroit, joins as regional
manager, midwest, Detroit office.

Appointments at Showtime Net-
works Inc., New York: Toni Mont-
gomery, regional sales manager,
business development, named direc-
tor, special markets; Clayton
Banks, manager, national accounts,
named regional director, northeast
region.

David Letsch, attorney, USA Net-
works, New York, named director,
business affairs.

Gretchen Shine, VP/GM, Cox Ca-
ble South Carolina, assumes similar
position at Cox Cable, Roanoke, Va.

Darrell Wells, VP/GM, Cox Cable
Saginaw, Mich., assumes similar po-
sition at Cox Cable, South Carolina.

Joan Ellen Delaney, senior unit
publicist, Turner Network Television,
Atianta, named senior publicist,
Turner Program Services, there.

Brenda Thier, account executive,
Cable AdNet, Raleigh, N.C., joins
Cable Networks, Inc., Philadel-
phia, as sales manager.

Susan Scott, senior account execu-
tive, Turner Cable Network Sales, At-
lanta, named director, business de-
velopment, Turner Entertainment
Network, there.

Terri Johnsen, local account exec-
utive, Storer Cable, New Haven,
Conn., joins Sammons Cable Ad-
vertising, Waterbury, Conn., as ad-
vertising sales manager.

Kim Waldern news anchor/pro-
ducer, KULR-TV Billings, Mont., joins
New England Sports Network,
Boston, as host, NESN Sports Desk-—
The Morning Edition.

Appointments at American Movie
Classics, Woodbury, N.Y.: Kristen
Aigner, marketing coordinator,
Balatine Books, New York, joins as
affilate marketing manger, eastern
region; Matthew Weiss, affiliate mar-
keting manager, named regional

sales manager, eastern region.

Paul Wedeking, VP, operations,
corporate affairs, Time Mirror Cable,
Irvine, Calif., named VP, interac-
tive, multimedia services.

Bruno Lucarelli, account execu-
tive, Katz Independent Television,
New York, joins Sportschannel,
New York, in same capacity.

INTERNATIONAL

John Agnoli, former VP, market-
ing, strategic planning, U.S. card
group, Citibank U.S., New York,
joins Turner International, Atlanta, as
president.

Susan Kroll, senior VP, market-
ing, Turner Network Televison, At-
lanta, named senior VP/GM, Car-
toon Network, Turner Network
Television, London.

Vinnie Longobardo, executive
producer/director, programing, MTV
Asia, assumes similar position for
MTYV Japan.

David Ferguson, head, television
sates, BBC, London, joins Nelvana
Enterprises Ltd. there as director,
co-productions.

ADVERTISING

Debbie Weiner-Levin, account ex-
ecutive, WTVI-TV Miami, joins Seltel,
Atlanta, in same capacity.

Lorri Price, account executive,
KXTX-TV Dallas, joins Seltel there in
same capacity.

Roy Bostock, chairman/CEO,
DMB&B, New York, and Edward
Wax, chairman/CEQ, Saatchi &
Saatchi Advertising Worldwide, New
York, nominated as chairman and

vice chairman, respectively, American
Association of Advertising Agen-

cies.

WASHINGTON

John Sodolski, president, United
States Telephone Association, an-
nounces his retirement.

TECHNOLOGY

Neil Bauer, former senior VP/GM,
commercial operations, GE Ameri-
com, Princeton, N.J., joins Orion
Network Systems, Rockville, Md., as
president/CQOO.

Appointments at DirecTv, Los An-
geles: Larry Chapman, director,
business affairs, development;

Jack Godwin, director, DBS Network
systems; Keno Thomas, director,
programing, named VP's; Thomas
Bracken, manager, communica-
tions, named director.

Appointments at Jefferson Pilot

Data Services, Memphis, Tenn.: Bob
Livingston, former account execu-
tive, joins as customer service manag-
er; Linda Hodgkins, product sup-
port supervisor, named product
support manager; Ford Markle,
customer service representative,
named customer service supervisor.

DEATHS

Eric Esbensen, 54, FCC review
board member since 1986, died April
5 after a lengthy illness in Clearwa-
ter, Fla. Before joining the FCC, Es-
bensen was a senior partner in the
law firm of Esbensen & Powell,
Clearwater. Prior to that he was
general partner and president/GM of
Sunshine Wireless Co., licensee of
WKQS-FM Boca Raton, Fla.; wLQY-FM
Hollywood, Fla.; wYKS-FM Gaines-
ville, Fla., and KLVV(AM)-KRQK(FM)
Lompic, Calif.

Leonidas P.B. Emerson, 68, re-
tired chairman of the FCC board of re-
view, died April 6 following a heart
attack at Doctors Community Hospital
of Prince George's County, Md.
Emerson joined the FCC in 1948. Lat-
er he was in private pratice for four
years before rejoining the FCC in the
mid-1950’s. He retired in 1980.
Survivors include his wife, Gloria,
and three sons.

Malcolm Anderson, 63, audio en-
gineer for National Video Center,
New York, for 32 years, died
March 21 of cancer there. During his
tenure at National, Anderson won
five Clio Awards and an ANDY
Award from the Advertisisng Club
of New York for the Blue Nun wine
campaign featuring Jerry Stiller and
Anne Meara. Survivors include his
wife, Johanna, and three daughters.
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NEW YORK

NBC targets ‘Later Today’

Later Today, a proposed syndicated
newscast for fall, has captured the at-
tention of NBC, and the network

isn’t pleased. In a letter to Later Today
creator/producer Glenn Barbour,
NBC demanded that Barbour not use
the name, saying it would consti-

tute infringement on the network’s
trademarked Today program and
create a perception the show is linked
with the network show. Asked for
comment last week, Barbour said he
found it curious that NBC would go
after him but apparently didn’t have
similar concerns when the televi-

sion version of USA Today aired sev-
eral years ago. (USA Today was
launched by former NBC chairman
Grant Tinker and Gannett and pro-
duced by former Today executive pro-
ducer Steve Friedman.) Actually,

the network did challenge USA Today.
**1 got a letter,’” recalled Friedman,
now executive producer of NBC’s up-
coming Prime Story. *‘1 handed it

to a lawyer and that was the last |
heard of it.”’

WASHINGTCN

Encouraging words

Acting FCC Chairman James

Quello, in an NAB convention key-
noter today (April 19), will have
encouraging words for radio broad-
casters. He will announce his inten-
tion to move on NAB's long-standing
request for a freeze on new FM sta-
tions. In addition, he will promise to
consider allowing stations to use

any additional spectrum resulting from
digital compression for data trans-
mission and other non-broadcast ser-
vices.

ATLANTA

Keeping a hand in

Former Act 11l Broadcasting presi-
dent Bert Ellis has kept a low profile
in recent months. But while acting
as CEO of American Innovations, an

Mr. Murdoch comes to D.C.

N ews Comp, Chairman Rupert Murdoch was in Washington last week,
meeting with Acting FCC Chairman James Quello and others to lobby
for a permanent waiver of the newspaper/broadcasting crossownership
prohibition 2o he can acquire the Mew York Post and keep ownership of
WHYWITY) Mew York. Although the comments on Murdoch's waiver are
due April 26, that may be exiended to May 10 because of a request by

the Mational Hispanic Media Coalition, New York Chapter, which is
expected to fight the request. Bul barring the unexpected, Murdoch will
gel his waiver, which Quello and Commissioner Ervin Duggan support.
(Commissioner Andrew Barrett's mind is apparently not made up, and as

fin-gyn axemption. )

“Our policy is to run scared.”

one of his aides put it: “We've done a lot for Fox lately,” reterring o the

Maanwhile, on Capitol Hill, House Energy and Commerce Committes
Chairman John Dingell (D-Mich.) is said to have sent word to Quello that
he will defer o the chairman's judgment on the Murdoch request. Never-
thieless, Fox takes nothing for granted. As one high-level execulive put

~IF

Atlanta-based hair bow company,
Ellis has also been busy trying to put
together his own station group.
Working with former Act III market-
ing executive Ron Inman—and
backed financially by New York-
based McKinley Capital—Ellis, ac-
cording to sources, is on the verge of
acquiring a number of stations with

a total value of roughly $100 million.
One potential setler Ellis is said to
have talked with is FCVS Communi-
cations, whose station group in-
cludes WEVU(TV) Fort Myers-Naples,
Fla., and wkCH-TV Knoxville,

Tenn.

LOS ANGELES

Is ‘Mr Nye' the guy?

Word has it that Mr. Nye, the Sci-
ence Guy will round out Disney’s syn-
dicated hour educational block (to
be paired with the off-Disney Channel
Adventures in Wonderland). An-
nouncement may come this week at
the NAB convention in Las Vegas,
although some sources suggest BVT
may instead announce another de-
velopment project, DisneyVision, a
live-action series about kids who
run a fictional broadcast network.
The show is hosted by Bill Nye,
an actor and scientist who developed

his character on KING-TV Seattle.
BVT plans to offer 26 weeks of origi-
nal episodes on a three-and-a-quar-
ter-minute national/two-minute local
barter split.

Radio infomercial guide

The Radio Advertising Bureau is
quietly working to establish voluntary
guidelines for radio infomercials,
predicting that infomercials represent
potentially hundreds of miilions of
dollars to the industry. The RAB re-
cently sent a questionnaire to ad-
vertising creative executives seeking
their input and observations on in-
fomercials and per-inquiry ads.

NEW YORK

Handicapping competition

Speaking at a private breakfast in
New York last week, TCI Chairman
John Malone projected entrepre-
neur Stanley Hubbard’s DBS system
would find enough subscribers, in-
cluding some existing cabie subscrib-
ers, to be economically viable.
However, Malone thought that DBS
project would fall behind schedule
by about a year, starting up in the first
quarter of 1995, rather than 1994.
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New members of NAB's TV and
radio boards of directors: Televi-
sion: Phil Jones, Meredith Broad-
casting Group, Des Moines, lowa;
Bruce McGorrill, Maine Broad-
casting, Portland, Me.; Thomas Oak-
ley, QNI Broadcast Group, Quincy,
IIl.; Clyde Payne, wBKO-TV Bowling
Green, Ky.; G. William Ryan, Post-
Newsweek Stations, Miami; Nicholas
Trigony, Cox Broadcasting, Atlan-
ta. Radjo: Richard Ferguson, WezN-
FM, New City Communications,
Bridgeport, Conn.; Jerry Lee, weaz
(AM)-FM Philadelphia; Matt Mills,
Paxson Broadcasting, Orlando, Fla.;
William Evans, wQXE-FM Elizabeth-
town, Ky.; Houston Pearce, Radio
South, Inc., Tuscaloosa, Ala.;

C. Richard McBroom, WONW(AM)-
WNDH(FM) Napoleon, Chio; Ross Bi-
derman, Midwestern Broadcasting
Co., Traverse City, Mich.; Bayard
Walters, The Cromwell Group,
Nashville, Tenn.; Wayne Vriesman,
Tribune Broadcasting, Chicago;

J. Douglas Williams, kwOx-FMm
Woodward, Okla.; Paul Hedberg,
KMRS(AM)-KKOK(FM) Morris, Minn.;

NSS POCKETPIECE

(Nieisen's top ranked syndicated shows for
the week ending April 4. Numbers represent
aggregate rating average/stations/% coverage)

1. Wheei Of Fortune .
2. Jeopardy!..........

5. Entertainment Tonight...........8.8/182/96
6. Star Trek: Deep Space ........
7. inside Edition.............
8. Current Atair............. .
9. Married...With Chiidren..........7.1/188.95
9. Nat'l Geographic-On Assign. 7.1/169/85
11. Roseanne <10 6.9/13T/BT
6.3/189/96
. 5.9/205/99
14, Kung Fu...coeccencnrean ..5.7/163/93
14. Wheel of Fortune-wknd. ........5.7/132/66

David Benjamin, Community Pa-
cific Broadcasting, Salinas, Calif.:
Harold Greenberg, kMAS(AM) Shel-

I ton, Wash.

WCCO-AM-TV Minneapolis has re-
newed its rights deal to carry Twins
baseball through the 1997 season.
The four-year deal, valued at $6 mil-
lion-$6.5 million annually, also in-

recent February sweeps.

prises’ Montel Williams (up 4%).

Good February for ‘Jenny Jones’

M ore than a year ago, Warner Bros. Domestic Television Distribution
President Dick Robertson made a plea to stations not to “throw the
baby out with the bath water” in getting them to renew Jenny Jones for
this season. Although the syndicated talk show’s freshman ratings had
been underperforming in a number of metered markets last season, a
reformatting to “issue-oriented topics” paid off for the show in the most

In the just released February 1993 Nielsen Cassandra ratings, Jenny
posted a 3.1 rating/11 share, which represents 29% rating and 22% share
growth from its February 1992 household average nationally (2.4/9).
Among the core daytime women 18-49 demographics, Jenny's 2.2 rating
was a 69% improvement over its year-ago sweeps demo average of 1.3.

Similarly, it appears that a number of morning talk shows have exhibit-
ed year-to-year growth, but Live with Regis & Kathie Lee's 5.9/22 house-
hold average put it at the top of the heap (with 16% rating and 10% share
growth over its February 1992 averages). And in the women 18-49
demos, the Buena Vista Television-distributed talk show turned in a 3.4
rating, 13% growth over year-ago averages.

Aiso, from the February 1993 Nielsen SNAP ratings, Jenny Jones's
year-to-year share growth was 44%, followed by Regis & Kathie (up
15%), Group W Productions’ Vicki Lawrence (up 9%) and Viacom Enter-

—-MF

cludes cable rights for co-owned Mid-
west Sports Channel. A

spokesman for Midwest said some
pay-per-view games are planned

as well. Stations paid $4.5 miflion for
the current season.

Late last week Twentieth Televi-
sion’s A Current Affair secured the
exlusive interview rights to three
of the four Los Angeles policemen
charged in the Rodney King beat-
ing case, for a fee reported to apr-
roach $100,000 for the three. In the
only at-length interview the LAPD offi-
cers will grant the media, A Current
Affair will air a special half-hour pro-
gram on the first weekday following
the verdict's announcement.

PBS and TV Answer have en-

tered into an agreement to study
ways to make PBS programing
interactive. A PBS spokesman con-
firmed the network is interested in
adding interactivity to its education pro-
graming. TV Answer's Paul Sturaile
added PBS would probably use the
technology during “bridging an-

| nouncements,” promotional spots run

between regular programs. A few
PBS stations will test the system early
next year. Full deployment depends
on the tests and on how soon the FCC
issues interactive TV licenses.

Late last week, CBS Productions
was reportedly putting the finishing
touches on a deal with Fox syndi-
cation arm Twentieth Television to
develop a daytime and early

fringe talk show hosted by Gordon
Elliott for a fall 1994 launch. As re-
ported previously, Elliott, contributing
correspondent on Fox flagship
whYw-Tv New York's Good Day, New
York morning program, has had a
development deal with CBS since late
last year, when it was rumored he
would host a 12:30-1:30 a.m. talk
show following David Letterman's
move to CBS. Under the FCC'’s |atest
rewrite of the financial interest and
syndication rules, CBS, like ABC and
NBC, has to seek a third-party dis-
tributor for any first-run syndicated
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programing it produces, but since '
Fox Broadcasting is still exempt from
the fin-syn rules, Twentieth would

be able to take the show out. Under
terms of the deal, it is rumored that
CBS Productions and Twentieth
would have controlling equity inter-
ests, while Four Point Entertainment
would handle production aspects

of the proposed Elliott talk show.

‘ St. Petersburg, Fla.-based Home
Shopping Network issued a state-
ment last Friday saying the compa-
ny has “‘more than adequate” cash
on hand and cash flow to meet its

operating requirements. HSN is-
sued the statement following re-
ports of escalating problems at the
network, including an April 16 Wall
Street Journal story indicating that
HSN might find it increasingly diffi- !
cult to acquire merchandise from
three or four major apparel manu-
facturers.

a

The National Academy of Television Arts & Sciences presented its 14th annual Sports
Emmy Awards last week at a banquet in New York. NBC led the winners with nine
awards, followed by CBS (eight), ABC, ESPN, HBO and syndication/NFL Films (three
each) and MTV and TNT (one each). The fourth Lifetime Achievement Award was
presented to Chris Schenkel. Shown with the award (I-r): John Cannon, NATAS presi-
dent; Daniel Burke, president/CEQ, Capital Cities/ABC inc.; Schenkel, and Michael
Coiiyer, NATAS board of trustees chairman.

International Wire

Turner Network Television and The Cartoon Net-
work have signed their first European cable operator
in anticipation of the fall launch of the European edition
of the two channels. CNN International sales signed
an agreement with UK cable operator The Devanha
Group, which serves 15,000 subscribers in Aberdeen,
Scotland and 11,500 subs in Coventry in central En-
gland. Distributed Europe-wide via the Astra 1C satel-
lite, The Cartoon Network will air 14 hours of animation
daily from 5 a.m. to 7 p.m., while TNT features classic
movies in the evening. In addition to its European
cable subcriber system, the channel will reach approx-
imately 11 million European satellite dish homes.

Susan Kroll was named to head the new European
channels. As senior vice president and general man-
ager of The Cartoon Network and TNT in Europe, Kroll
will supervise operations and development for the ser-
vices, which are set to launch in September. Kroll will
be based in Turner’s London office.

ITEL, the UK distributor co-owned by HBO and Anglia
Television, has been appointed worldwide distributor

of Time Life’s Lost Civilizations. Time Life Television:

and NBC are partners in the series, which will examine
the world's great historical cultures. NBC will broad-

cast the program as a series of one-hour specials
during the 1995-96 season.

The Discovery Channel made its debut on Japanese
airwaves on April 1, airing 15 hours of programing
weekly to more than 700,000 cable homes via Japan's
news and information Eisei Channel. American pro-
grams often have a tough time finding their way onto
Japanese prime time, but The Discovery Channel pro-
gram hour will run from 10-11 p.m. daily and repeat in
the afternoon from 1-2. Discovery, which already runs
a European edition of its channel, is planning to launch
a Pan-Asian version by the end of this year. Its Euro-
pean channel, currently available only on cable, will
move onto Astra 1C later this year, making it available
direct to dish homes as well.

While Tele-Communications Inc. contends with cable
reregulation and price curbs at home, its international
operations continue to grow. TCI looks poised to buy
into French cable operator Videopole as part of a joint

venture with Lenfest Communications, of which TClI

currently owns 45%. The investment and the 40%
increase in capital should allow the venture to expand
its subscriber base and build rate.
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE
S e e e R P S T T T e —————

The big if

convention floor—the television broadcaster could

well be the odd man out in the multimedia future. It
all depends on the FCC’s farsightedness in going with the
flow.

The flow, of course, is to a multichannel future for all
players other than broadcast, facilitated by a technological
changeover from analog to digital. That's the premise
behind cable’s 500-channel systems, and DBS's 100-
channel-plus promise. Only the broadcaster is restricted to
one 6-mhz channel, with the hope of going all the way to
two if HDTV comes along.

That’s intolerable, given that it doesn’t have to be. The
United States can have its HDTV cake and eat it too if
only it adopts a flexible approach to the second channel,
making it possible for broadcasters to participate in other
parts of the communications revolution while they bring
high definition into being.

The magnificent dividend: the government will have
assured access to a new multichanne! future to 100% of its
television universe without laying a mile of wire. Could
broadcasters provide data transmission? There's no doubt
about it. Could they compete for telephone service? A
stretch, but yet possible. Could they be, finally, a multi-
channel player? Yes.

The decision to make all this possible, we believe,. is
inevitable. Surely there’s a spare computer somewhere in
Washington that can calculate the benefits of emancipat-
ing broadcasters from their single-channel past and pres-
ent, and the costs of losing the unfettered, over-the-air
dimension to the nation’s communication system. It
sounds like a slam dunk to us.

Consolation prize

F or all the hoopla in Las Vegas—on and off the

Highway Traffic Safety Administration request for a

recall of GM trucks two weeks ago. It came only
days after a new NBC news president (CBS veteran An-
drew Lack) was named to replace Michael Gartner, who
was dethroned in the wake of the bungled Dateline story
on those same 4.7 million trucks with the sidesaddle gas
tanks (positioned outside the frame).

The news reinforced what most probably already knew:
NBC had the makings of a solid story that was rendered
impotent and embarrassing by the oversight or overhype
that allowed a test with incendiary devices (actually com-
mon practice in such tests), and conducted by a party with
a vested interest in the outcome, to be passed off as
evidence of a design flaw.

GE Chairman Jack Welch, in welcoming Lack aboard

T here was some irony in the timing of the National

last week, put the Dateline mess in some perspective,
pointing out that lapses in judgment were not confined
only to the NBC branch of the company tree. **It is behind
us,”” he told his audience. True, but its memory should
linger as a warning to future generations of news staffers.

The PR spike GM got from its public dressing-down of
NBC may prove short-lived with the recall news last week
(the company does not plan to comply with the govern-
ment’s request, which will likely mean a lengthy public
battle in the courts), but what could have been NBC’s
moral victory is instead only a reminder of what might"
have been.

Making their point

A U.S. Distict Court in Las Vegas gave the broad-

casting visitors in town this week something to

cheer about. Commercial speech recorded another
victory last week as two stations in the state—KVBC(TV)
Las Vegas and KRNV(TV) Reno—took the FCC to court
over its ban of gambling advertising on those stations, and
won. The court, in ruling the ban an unconstitutional
abridgement of commercial speech, pointed out that the
overwhelming majority of their audience was in a state
where both gambling and gambling advertising are legal
(gaming was legal in Nevada last time we checked). The
fact that some fraction (4% for one station, 19% for the
other) of that audience was in states where gambling was
illegal, said the courts, did not justify the FCC’s ban,
which it found neither advanced the governmental interest
asserted nor was it the most narrowly tailored solution,
thus failing two of the four litmus tests of commercial
speech regulation.

Let the gaming ads begin.

D Far BROADCASTING & CARLE by Jack Schmidi

VDear “hot jock,” local fire regulations make it impossible 1o
offer You a morning drive slot on pur station.”
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Tell the whole story—
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Agence France-Presse, the world’s oldest news agency, transmits by satellite to more than 10,000 clients daily with
text in six languages, infographics in four languages and worldwide photo coverage--24 hours a day, from 129

countries around the globe.
Editorial desks on each continent direct coverage from Europe, the Americas, Asia and the Middle East, keeping

your subscribers informed of the latest international, sports and economic news. AFP services are available on-line

through Nexis-Lexis, Newsnet, Dialog and PressLink.
Infographics in English available April 1993.

For information contact:
AFP Sales and Marketing
A.Fp) 1612 K Street, NW
Washington, DC 20006
A World Leader in Communications

(202) 861-8535




~ Fujinon’s new 66X field production lens.
- Itturns a long shot into a chip shot...in one shot.

The odds of converting a long shot into a
chip shot have never been better, thanks to
Fujinon’s high-performance Ah66 X 9.5ESM
field zoom lens. From a wide angle of 9.5 mm
to an extreme close-up of 1250 mm (2X), the
Ah66 X 5.5ESM has the highest magnificatior:
and best F-stop ramping of any field lens you
can buy.
So whether you're shooting sports or
concerts, any time the situation calls for a Broadcast & Communications Products Division

i 3 11 ) FUJINON INC. 10 High Point Dr., Wayne, NJ 07470-7434 (201) 633-5600
long shot, increase your Odds with EuJInOD 5 l i i I Southern 2007 MiGhsy, srre.11r4,Cam:umn,rxvsoos-wgs (;14)385-8902
Ah66 X9.5ESM. For more information about Midwest 3 N. 125 Springvale, West Chicago. IL 60185-1560 (708) 2317888

o5 B Western 129 E. Savarona Way, Carscn, CA 80746-1406 (310) 532-2861
Fujinon’s superb new Ah66 X 9.5ESM, call Latin Amerlcan 15181 Southwest 113t St Miami, FL 331562567 (305) 388-739

v FUJL PHOTO OPTICAL CO., LTD. 1-324 Uetake, Omiya City, Saitama 330 Japan:
Fujinon at 1-800-553-6611 or consult your FUJINON  5hone:0is68-2152 FAX-0s.651.8507, TELEX doaogs e oon
local Fujinon representative. FOCUSED ON THE FUTURE

SEE US AT NAB BOOTH # 16958




