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‘Going for gold

Winter Olympics TV factbook

The event: ABC's coverage of the XV
Winter Olympics in Caigary, Alberta.

The dates: Feb. 13 through Feb. 28.

Amount of coverage: 94 hours.

Ratings: ABC is projecting an average
20 rating. By contrast, the network’s
coverage of the 1984 Winter Games
in Sarajevo, Yugoslavia, produced
an average rating of 15.3.

Costs: ABC paid $309 million for
rights to televise the games and

estimates spending another $100
million in production costs.
Advertising rates: Prices for a
30-second spot range from
$255,000 to $300,000. At press
time, the network was 97 percent
sold out and was projecting total
revenues of roughly $360 million.
Bottom line: ABC is anticipating a $40
million deficit.
(Continued on Page 20)
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USA Network has purchased the off-network show
“Murder, She Wrote,” and the basic cable network is considering three
additional off-network hours, according to Kay Koplovitz, USA’s pres-
ident and chief executive. (Page 1)

Viacom has set the minimum bid for 30-second units in
the syndicated “Cosby Show” at about $50,000, sources say. (Page
1)

The three major commercial TV networks stood
firm last week on their decision to not allow President Reagan air time
to push for aid to the Nicaraguan Contras. (Page 3)

Turner Broadcasting System is trying to find a buyer
for its real estate holdings in downtown Atlanta, including its new
CNN Center. (Page 3)

The National Religious Broadcasters have voted to
require its members to provide public financial statements. (Page 3)

NBC’s efforts to switch its affiliations in several
Southern markets have been renewed. (Page 3)

The 1988 Super Bowl capped off a profitable football sea-
son for ABC Sports, even though the game didn’t set any ratings rec-
ords. (Page 4)

Launching a new prime-time series in the time slot after
the Super Bowl has become an annual ritual. This year, ABC intro-
duced “The Wonder Years” after the big game. (Page 4)

If the FCC doesn’t rule soon on the proposed sale of a
San Francisco radio station, the man who’s trying to buy it says he
could lose $1 million and his business. (Page 4)

“Getaway,” a proposed adventure-oriented travel strip,
has been pulled from the syndication market by its producer, Group W
Productions. (Page 4)

A controversy has arisen over ABC’s cancellation of
“Juarez,” a midseason replacement show with a Hispanic cast that was
scheduled to premiere on Jan. 16. (Page 6)

ABC has announced several lineup changes. Included in
the changes are “Growing Pains”’ moving to Wednesdays, ‘Perfect
Strangers” moving to Fridays and the cancellation of “Sledge Ham-
mer!,” “ABC Thursday Night Movie” and “The Charmings.” (Page
6)

Bristol-Myers Co. said it has made a “significant” upfront
buy in the new “Family Feud” for this fall. (Page 8)

The man who was the general manager of KZKC-
TV in Kansas City when that station aired an R-rated film is saying
that the station’s owner made the decision to run the movie—*Private
Lessons.” (Page 8)

Lending institutions have been changing their
views on the radio business due to uncertainty about the ability of
some radio groups to service their bank debts. (Page 14)

The annual convention for the Country Radio
Broadcasters association will be held in Nashville this week. Country is
now the nation’s leading radio format. (Page 14)

Barney Rosenzweig has taken the post of TV division
chairman for the Weintraub Entertainment Group. He will continue as
executive producer of “Cagney & Lacey.” (Page 14)

ABC Sports has a variety of technical innovations
planned for covering the XV Winter Olympics, including a number of
“point-of-view’’ cameras mounted to athletes’ equipment. (Page 20)

Don North, who was a reporter for ABC and NBC in
Vietnam, recalls his experience during the Tet Offensive in a guest
commentary. (Page 28)

The 22nd annual Society of Motion Picture and
Television Engineers Television Conference featured innovations rang-
ing from digital recording to high-definition TV. (Page 32)

Republican heavyweights addressed the National Reli-
gious Broadcasters convention, including President Reagan and poten-
tial successors George Bush, Jack Kemp, Bob Dole and Pat Robertson.
(Page 65)
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ABC blasts
affiliate for
pre-emption

By RICHARD TEDESCO
Staff reporter

NEw YOrRKk—John Sias, ABC net-
work president, sharply criticized
ABC affiliate WLKY-TV in Louis-
ville for pre-empting the network’s
schedule with cable programs.

Mr. Sias called Lyn Stoyer, vice
president and general manager of
WLKY, last week to let him know
the network was upset about the
publicity the station’s unusual pro-
gram stategy had received.

As part of a local promotion with
Storer Cable Communications, the
station pre-empted some of the net-
work’s Friday and Saturday night
schedule on Super Bowl weekend.

Instead, it aired ‘“Winnie the
Pooh” from The Disney Channel and
HBO's "‘Not Necessarily the News.”

Mr. Stoyer said network execu-
tives were upset about the incident,
and that Mr. Sias had called to
express particular concern about the
publicity in the aftermath: a feature
story on National Public Radio and
an item in USA Today.

“They didn’t like it at all. I can
assure you the network knows who
we are,” Mr. Stoyer said.

Mr. Sias told ELECTRONIC MEDIA
that he informed Mr. Soyer,
“whether intentional or uninten-
tional, the publicity is rubbing the
network’s nose in something it’s sen-
sitive about.”

Mr. Sias acknowledged that af-
filiates pre-empt for any number of
reasons, particularly in cases of live
sports events of local importance.
But he said a pre-emption for cable
shows rubbed him the wrong way—
especially in light of affiliates’ sensi-
tivity over competition from cable.

“To bump network programing
and replace it with cable program-
ing is rather extraordinary,” Mr.
Sias said. “In terms of a precedent,
it is disturbing.”

Last Wednesday’s conversation
wasn't the first discussion Mr. Sias
had with Mr. Soyer about WLKY’s
pre-emption plans.

The station’s plans were well-pub-
licized in the market as part of a
Storer drive to increase its pene-
tration. WLKY, a UHF station com-
peting against VHF network affili-
ates, has benefitted from placement
as Channel 5 in the Storer lineup, a
position it has now also won on some
other area cable systems.

Any increase in Storer’s 60 per-
cent penetration of the market fi-
gured to help WLKY'’s profile, Mr.
Stoyer said.

(Continued on Page 68)

NBC'’s “The Cosby Show.”

days at 9:30 p.m. on March 15.
days at 9 p.m. on March 19.

days ta 8 p.m. on March 16.

CBS overhauling
prime-time lineup

By WILLIAM MAHONEY
Staff reporter

Los ANGELES—CBS’s latest prime-time news series, “48 Hours,”
is being moved to Thursday nights to compete head-to-head with

The move of “48 Hours” to Thursdays at 8 p.m. (ET) comes as part
of a prime-time overhaul that will also see four new half-hour series
added to the network’s schedule in March.

Kim LeMasters, CBS Entertainment president, also announced last
week that CBS canceled Columbia Pictures Television’s ‘“Houston
Knights” and Universal Television’s “The Law and Harry McGraw.”

The half-hour comedies being added are:

® Touchstone Television’s “The Dictator,” a series starring Chris-
topher Lloyd, which premieres at 8:30 p.m. on Tuesday, March 15

® MTM Production’s “Eisenhower & Lutz,” a series about a one-
man law firm, premieres at 9:30 p.m. on Monday, March 14.

® Columbia’s “Trial and Error,” a series about two Hispanic
friends, premieres at 8 p.m. on Tuesday, March 15.

® Universal Television’s “Coming of Age,” about an Arizona retire-
ment community, premieres at 9 p.m. on Tuesday, March 15.

Besides “48 Hours,"” the other shows switching time periods are

® “Frank’s Place,” which goes from Mondays at 8:30 p.m. to Tues-

® “Tour of Duty,” which moves from Thursdays at 8 p.m. to Satur-
® “Magnum, P.L,” which moves backwards from 9 p.m. on Wednes-

® ‘“Jake and the Fatman,” which goes from Tuesdays at 9 p.m. to
Wednesdays at 9 p.m. on March 16.#

EZ. Communications
to sell 13 radio stations

By ADAM BUCKMAN
Staff reporter

EZ Communications said last Fri-
day it has agreed to sell 13 of its 15
radio stations to Noble Broadcast
Group Inc. for $100 million.

The deal, which must be approved
by the Federal Communications
Commission, is the biggest radio
station transaction so far this year.
It would take Fairfax, Va.-based EZ
out of the radio business.

In a brief statement, privately
held EZ said the agreement involves
the sale of 100 percent of its out-
standing shares of stock to Noble, a
San Diego-based group owner of 11
radio stations. Noble is also await-
ing the completion of a deal to buy
an AM station in Kansas City.

The EZ-Noble transaction is ex-
pected to be completed next sum-
mer, EZ said. The announcement
from EZ didn’t say why the 21-year-

old radio station group is getting out
of the radio business.

EZ Communications Chairman
Art Kellar was unwilling to answer
questions about the proposed sale.

Earlier, Mr. Kellar tola ELEC-
TRONIC MEDIA that ‘“‘there’s abso-
lutely no question about our ability
to service our debt.” (See related
story on Page 14).

The 13 EZ stations involved in last
week's deal are KMPS-AM/FM,
Seattle, KRAK-AM/FM, Sacra-
mento, Calif.; KAMJ-AM/FM, Phoe-
nix; WOKV-AM and WAIV-FM,
Jacksonville, Fla.; WEZC-FM,
Charlotte, N.C.; WHQT-FM, Miami,
WEZB-FM, New Orleans; WBZZ-
FM, Pittsburgh; and KYKY-FM, St.
Louis.

In two other transactions pending
FCC approval, EZ is selling KFYE-
FM in Fresno, Calif., and WEZS-FM
in Richmond, Va., to two separate
parties.#

CORRECTION

Due to an editing error, an article on Page 1 of the Feb. 1 issue incorrectly
stated the number of hours ABC will televise from the 1988 Winter Olym-
pics. ABC will air 98%: hours of coverage altogether, of which 53 hours
will be in prime time, 342 hours in weekend daytime and seven hours in late
night, in addition to four hours of pre-Olympics specials.#




NBC plans late, late show

NEw YOorRk—NBC plans to premiere a late-night
talk show in August featuring sportscaster Bob
Costas as host, according to independent producer
Dick Ebersol, who is developing the show. The
new vehicle will run following “Late Night with
David Letterman.” Mr. Ebersol said the show’s
focus would not be sports. However, an NBC spo-
keswoman declined to confirm that the show is a
“firm go.”

‘Obscenity’ bill offered

WASHINGTON—Sen. Strom Thurmond, R-S.C,,
last Thursday introduced legislation that outlaws
obscene programing on cable TV and allows the
states and the federal government to regulate in-
decent cable programing. The measure, reflecting
a package of proposals offered by President Rea-
gan, is co-sponsored by 17 senators. A similar bill
was introduced in the House earlier in the week by

eekly by
nications
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(Continued on Page 68)

WARD
QUAAL

Staff photo
by Arnie Adler

By DOUG HALONEN
Staff reporter

WASHINGTON—In the trenches of
Washington’s regulatory battle-
fields, few industry lobbyists can
boast the accomplishments of
broadcasting’s Ward Quaal.

A former president of what is now
known as Tribune Broadcasting, Mr.
Quaal is credited with playing a key
role in President Reagan’s recent
veto of a measure to reinstitute the

Lobbyist succeeds with
friends 1n high places

fairness doctrine.

He has acted as a Washington lis-
tening post for CBS President
Laurence Tisch, has been involved
in the selection process of several
FCC commissioners and regards Ron
and Nancy Reagan as close friends.

Indeed, Mr. Quaal’s activities are
the stuff of lobbying legend, a
throwback to the “old boy network”
of broadcasting, when what mat-
tered most was who you knew.

(Continued on Page 68)

USA Network
buys ‘Murder,’
eyes other hours

By JANET STILSON
Staff reporter

NEw YORK—USA Network, which
last week purchased the off-net-
work “Murder, She Wrote,” is con-
sidering three additional off-net-
work hours.

Kay Koplovitz, USA Network’s
president and chief executive offi-
cer, says the network’s future shop-
ping list is likely to include ABC'’s
‘““‘Spenser: For Hire” and ‘‘Mac-
Gyver” and CBS’s “The Equalizer.”

USA has led the cable industry
in buying hour-long shows that in
years past would have gone into
broadcast syndication, in effect
creating a new cable window for
off-network hours.

Sources say USA held discussions
with the distributors of “Spenser”
and ‘““MacGyver’’ about buying
those shows if the “Murder” deal

hadn’t been completed on Jan. 28.

While no negotiations are under
way for those three series, they are
‘“something we would look at” in
coming months, said Dave Kenin,
USA’s senior vice president of pro-
graming.

“The Equalizer” is in the distri-
bution hands of one of USA’s two
parent companies, MCA TV, which
was also responsible for the “Mur-
der” sale and most of USA’s other
off-network series buys.

“Spenser’s” distributor is Warner
Bros. Television. Paramount Televi-
sion, USA’s other owner, has the
distribution rights to “MacGyver.”

Ms. Koplovitz says that pur-
chases of “MacGyver” and “Equal-
izer” are at least partly subject to
their renewals on broadcast TV, be-
cause USA is looking for strippable
product.

(Continued on Page 67)

‘Cosby’ auction to start
at $50,000 per barter spot

By MARIANNE PASKOWSKI
New York bureau chief

NEW YORK—The minimum open-
ing bid in the unprecedented auc-
tion for barter time in ‘“The Cosby
Show’’ will be roughly $50,000 for a
30-second unit, sources say.

That figure for the baseline bid is
scheduled to be announced today
by Viacom.

If the units are indeed auctioned
off at a minimum average price of
$50,000 each, with spots ranging
from $45,000 to $55,000 depending
on the length of the deal, Viacom
could earn at least $91 million from
the sale of the 1,820 30-second
units.

That’s how many units will air in
the show over the next 3% years.

(Continued on Page 68)

Across the seas Country radio jamboree A look back at Tet

While Americans are heading to this More than 800 participants are expected at Twenty years later, the American press is
week’s Monte Carlo Market, some Europe- the Country Radio Seminar this week in still dealing with fallout from its coverage of
ans are planning trips to NATPE. Nashville. the Tet Offensive in Vietnam.




Religious broadcasters to disclose finances

By ROBERT HOMAN
Staff reporter

WasHINGTON—The National Religious
Broadcasters, trying to put the PTL scandal
behind it, has agreed to require its members to
provide public financial statements.

At the NRB’s annual convention here last
week, members voted 324-6 to adopt a new
code of ethics requiring TV and radio minis-
tries to annually disclose their income, over-
head and administrative costs.

However, broadcast evangelists’ salaries

will not be made public. Instead, compensa-
tion will be disclosed to NRB'’s self-regulatory
board, the Ethics and Financial Integrity
Commission.

“Salaries are proprietary,” said NRB Exec-
utive Director Ben Armstrong. He said that it
will be up to the commission, known as EFI-
COM, to decide whether a religious broad-
caster's salary is too high.

Broadcast ministries are being given two
years to comply with the financial disclosure
requirement. Their financial statements are to
be released publicly and filed with EFICOM,

whose 11 members are nominated and elected
by the NRB.

In addition, broadcast ministries with an-
nual incomes of more than $500,000 must be
audited by independent accountants at least
every other year.

The ethics code, which will be mandatory
for membership in the NRB, also will require
broadcast ministries to have a board of at
least five persons, the majority of which «¢an-
not be family members or ministry employees.

Explaining why the new standards were
adopted, Mr. Armstrong said, “If we don’t do

TBS hopes to raise as much as $200 million by selling Atlanta real estate, including the CNN Center.

TBS seeks to sell real estate,
including its CNN Center

By RUSSELL SHAW
Special to ELECTRONIC MEDIA

ATLANTA—Turner Broadcasting Sys-
tem is seeking to sell its real estate
holdings here, including its new CNN
Center, to help pay off its debt.

TBS would sell the news network
headquarters only if it gets a favor-
able lease arrangement so that its staff,
which moved in only six months ago,
can remain there, said Arthur Sando,
TBS vice president of corporate com-
munications.

TBS hopes to raise as much as $200
million through the sale of prime down-
town Atlanta property—money that can
be used in its ongoing effort to tackle its
$1.3 billion debt.

But a leading Atlanta real estate ex-
ecutive here said TBS probably could
not get much more than $100 million for
the properties.

See related story, Page 32.

“Two hundred million is laughable,”
said the executive, who asked not to be
identified. “(CNN Center) has become
such a single-purpose facility, it defini-
tely decreases its market value.”

The items on the block include: the
820,000-square-foot multi-use CNN
Center; the adjacent, 470-room Omni
Hotel at CNN Center; and several other
nearby parcels containing superstation
TBS studios and corporate warehouse
space.

“We’re talking to a number of in-
terested parties,” said Mr. Sando, who
declined to identify them. “We’re in the
early stages, with no deadlines at all.”

Mr. Sando said a group of Japanese
businessmen had offered $175 million
for CNN Center alone last summer. The

full details of that ofier haven’t been
made public.

CNN currently leases approximately
half the 750,000 square feet of office
space at CNN Center for slightly above
the going downtown Atlanta rate of $14
per square foot. It does not expect its
news operations to be affected in any
way should the sale eventually be con-
summated.

Mr. Sando denied speculation that
the cable multiple system operators
who sit on the TBS board have pres-
sured the corporation to sell off the real
estate.

TBS is obligated te pay $38.8 mil-
lion in preferred dividends to those
MSO investors, who gave the company a
$576 million cash infusion last June.
But John Malone, president of Tele-
Communications Inc., has said the
deadline pressure an TBS ‘‘can be
worked out without any problem.” #

it, the government would.”

Meanwhile, the PTL television ministry last
week filed a $52 million lawsuit against for-
mer PTL leaders Jim and Tammy Bakker and
former PTL vice president David Taggart.

At the convention last week, PTL trustee
David Clark said the Internal Revenue Service
determined that Mr. Bakker received $8.1 mil-
lion from the TV ministry from 1983 to 1987.

“It's hard for me to imagine how someone
could spend $8.1 million,” when the Bakkers’
housing, food and transportation were already

(Continued on Page 65)

NBC renews affiliate switch efforts in South

By DIANE MERMIGAS
Senior reporter

NBC is renewing its efforts to upgrade its
affiliations in a handful of large Southern
markets, including Raleigh, N.C., and Jack-
sonville, Fla.

Despite its dominant prime-time ratings
and a willingness to pay higher compensation
fees, NBC has been unable to lure away the
VHF outlets occupied by competitors ABC and
CBS in markets where NBC is affiliated with
weaker UHF stations.

For instance, NBC was recently turned
away by WSOC-TV, the ABC affiliate in
Charlotte, N.C., after losing its bid there last
year for CBS affiliate WBTV-TV.

In both cases, some industry sources con-
tend that ABC and CBS dramatically in-
creased compensation payments to those sta-
tions to near or equal the payments made
to their biggest markets to retain the affilia-
tions.

“They both paid a king’s ransom to keep
those stations,” said one industry source, who
asked not to be identified.

CBS officials last week denied they had
agreed (o any exorbitant compensation pay-
ments to retain key affiliates. “We said we
would not get into a bidding war over sta-
tions, and we haven’t,” said one CBS execu-
tive, who asked not to be identified.

ABC officials declined comment.

However, NBC sources say the network
could still upgrade its affiliation status in
Charlotte. They say NBC is contemplating
moving its Charlotte affiliation to a new high-
powered, full-service UHF recently started
there by Capitol Broadcasting Co.

The new station, WJZY-TV, exceeds the
technical capacity of NBC’s current UHF af-
filiate, WPCQ-TV, which recently has been
working to improve its technical capabilities
and local news resources.

Industry sources say another impetus for an
NBC switch to WJZY is the network’s contin-
uing courtship of WRAL-TV, a powerful CBS
affiliate in Raleigh-Durham, which is also
owned by Capitol Broadcasting.

NBC also occupies a UHF outlet, WPTF-TV,
in that city.

(Continued on Page 67)




The impact of the Super Bowl

NFL final caps
profitable year
for ABC Sports |

Wide World phota
teadily dropped as the Washington Redskins ran away from
the Denver Broncos in Super Bowl XXiIl.

Post-game debut
of new program
an annual ritual

By RICHARD MAHLER
Los Angeles bureau chief

At the three major broadcast networks last week, pro-
gramers and researchers anxiously awaited the results of
what has become a new post-game Super Bowl ritual: the
launch of a new prime-time series.

The program this year was the half-hour premiere of
ABC’s “The Wonder Years,” and it scored well after Super
Bowl XXII.

But a review of similar post-game premieres in the past
reveals that such launches seldom guarantee a new show'’s
success.

As for “The Wonder Years,” a show about a 12-year-old
boy growing up in the 1960s, it garnered a 12th-place rank-
ing for the week, earning a 17.9 rating (percentage of
TV homes) and a 31 share (percentage of sets in use). Those
numbers are far below the Super Bowl’s 41.9/62 average, but
they represent an impressive sampling by viewers.

But post-Super Bowl numbers don’t guarantee a show’s
success, as demonstrated in recent years.

In 1987, for example, CBS introduced ‘“Hard Copy,” a se-
ries about newspaper reporters that quickly disappeared.

In 1986, NBC tried out “Last Precinct,” another action-
oriented series that failed to catch fire.

In fact, only two shows among the seven launched after
Super Bowl broadcasts during the last 10 years have enjoyed
any measure of success: NBC’s ‘“The A-Team” in 1983
and CBS'’s “Airwolf” in 1984.

Such a roll-out “guarantees sampling,” says Tim Brooks,
NBC director of program research. “But if the show doesn’t
have what it takes to make it on its own, it doesn’t do any
good.

‘““My own unscientific analysis is that (post-game
launches) probably make no difference in the long run.”

Mr. Brooks cites his own network as an example.

In 1979, NBC introduced “Brothers and Sisters,” a TV
version of the theatrical movie “Animal House,” after Super
Bowl XIII. The half-hour comedy program limped through
12 subsequent episodes and quietly expired three months
later.

Apparently stung by that disaster, the networks stuck
with scheduled programing until the back-to-back success
of the male-appeal, action-oriented “The A-Team™ and
“Airwolf.”

But ABC stumbled in 1985 with “Magruder and Loud,” a

(Continued on Page 65)

By WILLIAM MAHONEY
Staff reporter

A San Francisco broadcaster says
he could lose $1 million and his
business if the Federal Communica-
tions Commission doesn’t decide
soon on his praposed purchase of a
local radio station.

Seven months ago, when Jim
Gabbert, owner of San Francisco's

Delay of station buy could
cost broadcaster $1 million

proving the transfer, Mr. Gabbert
will have to turn $1 million over to
Olympic, a loss he says may cost
him his UHF station.

Complicating the issue at the FCC
is the fact that it involves a politic-
ally sensitive multiple-ownership
question.

The group opposing the sale, the
Coalition to Save the City, claims in
its petition that Mr. Gabbert misre-

Both Group W and Mr. Friendly said other options are being consid- UHF independent KOFY-TV and presented the financial condition of
ered for the show, including possible remarketing as a weekly series KOFY-AM, agreed to buy money- his UHF station, which is one factor
for cable TV, syndication or network use. losing KKCY-FM (known as ‘“The the FCC considers when deciding

“There is a show there,” Mr. Friendly said. “I feel very strongly City”) from Olympic Broadcasting whether to allow a TV broadcaster a
about that.” Co. for $11 million, the deal seemed “note of exception” to own an AM

In explaining the show’s problems in syndication, Mr. Friendly said safe enough. or FM radio station in the same
the prime-access marketplace “is just too crowded, and that’s the only But since then, loyal KKCY lis- market.
time period that can support an expensive show like this.” teners have banded together in a Mr. Gabbert had presented unau-

Although Group W hasn’t released figures, it’s believed that “Get- group to preserve the station’s dited financial statements claiming
away"” had been cleared on the companies’ own stations, plus KCBS- eclectic musical format. They filed a that the UHF station was losing
TV in Los Angeles and a handful of others. petition with the FCC to deny trans- * about $1.2 million a year, and he

But then KCBS defected and instead acquired GTG’s “USA Today” fer of the license to Mr. Gabbert. JIM GABBERT later followed those with the most
and Barris’ “The New Gong Show” for September 1988. For Mr. Gabbert, the real kicker is Says he could lose business recent audited statements he had,

A pilot for “Getaway,” filmed last fall at a cost of $500,000, had that at the time the Olympic deal which showed that KOFY-TV was
been in circulation since early November. was reached, he agreed to put up $1 losing about $3.2 million a year.

As a small producer with limited resources, Mr. Friendly said he million in earnest money, which he = money. But Barbara Borowitz, executive
will turn his attention to projects for dayparts that require less capital forfeits if he backs out. Only if the Today, the matter is stalled at the  director of the coalition, alleges Mr.
and attract fewer competitors than prime access.# FCC turns the deal down can he commission. If the FCC doesn’t act  Gabbert “used his tax accounting to

drop out of the deal and get back his by April 7, either by rejecting or ap- (Continued on Page 65)
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Alfred Hitchcock Presents
Children's Theatre
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By JOHN PARRY
Special to ELECTRONIC MEDIA

GENEVvA—European TV buyers and sell-
ers find they get generally good value out
of trade shows such as the current Monte
Carlo event and the twin MIP and MIP-
COM shows, according to an ELECTRONIC
MEDIA survey.

The only trouble is there are simply too
many events for small- and medium-sized
companies to take part in, independent
producers say, which means many com-
panies are starting to turn their eyes wes-
tward toward the National Association of
Television Program Executives convention.

“T think we want to test the water there,
to see whether it's a good idea to partici-
pate, and that’s why we're going for the
first time,” said Nigel Houghton of Hawk-
shead, a British independent producer.

“There are some seminars on interna-
tional co-production which are of interest,
but the exhibition itself is a marvelous
chance to sell our products because every-

Europeans see NATPE
as marketing alternative

body—Europeans, Americans, Asians—is
all under one roof.”

He said he’s hoping to sell a 13-part se-
ries at NATPE that Hawkshead has made
with the BBC, but which the company
wants to sell themselves rather than
through BBC Enterprises.

This opportunity to sell on their own
rather than going through major networks
such as Britain’'s BBC and ITV is the big
attraction of shows such as NATPE or
Monte Carlo, according to Paul Styles of
the British Independent Program Pro-
ducers Association.

He said he is not going to NATPE this
year, but is planning to be there in 1989
and 1990.

“Individual producers who hold on to the
rights of shows are well advised to go to as
many of these exhibitions as possible,” Mr.
Styles said.

Other European TV executives—both
buyers and sellers—said they felt there
were simply too many of these shows.

(Continued on Page 66)

U.S. sellers rate five
top global TV fairs

By JANET STILSON
Staff reporter

New York—Of the five main international
TV markets, American distributors generally
rate the Monte Carlo market, under way this
week, and the fall MIPCOM show in Cannes,
France, as the most important.

However, they say the other three shows—
MIP-TV in Cannes, the May Screenings in Los
Angeles and to a lesser extent this month’s
National Association of Television Program
Executives show in Houston—can also be very
significant, depending on timing and individ-~
ual circumstances.

Timing is one reason the 10th annual Monte
Carlo market is considered among the most
strategic.

“It starts the selling season off for the year,”
explains Bert Cohen, executive vice president
and chief operating officer of Worldvision En-
terprises.

“It’s the first time buyers and sellers meet in

a venue other than their offices.”

The timing also makes Monte Carlo strategic
for the sales of midseason network series,
along with any fall network series that have
yet to be sold internationally.

Gary Worth, president of WesternWorld
Television, terms it the ‘“‘most serious” inter-
national gathering.

Because the market is restricted to the third
floor of the Loew’s Hotel, with some spillover
in the lobby, “it’s difficult for new company’s
to get in, and you don't see a lot of people
coming in to be here one year and gone the
next.”

While Monte Carlo is limited largely to Eu-
ropean sales, the MIP-TV market in May and
October’s MIPCOM market attract network
buyers from around the globe, U.S. distribu-
tors say.

But despite the one-stop-selling atmosphere,
both markets do not receive unanimous sup-
port from all American distributors.

Bigger is definitely not better, in the eyes of
Warner Bros. (which does not have exhibits at

(Continued on Page 66)

ABC blasted
for dropping
Hispanic show

By RICHARD MAHLER
Los Angeles bureau chief

Los ANGELES—Less than four weeks ago, producer Jeffrey
Bloom was looking forward to the scheduled premiere of
“Juarez,” his first prime-time series.

But then the show, designed as an action/adventure series
involving issues about the Mexican-American border, was
abruptly canceled by ABC, a move which has sparked pro-
tests by Mr. Bloom and Hispanic groups.

In its only comment, ABC Entertainment blamed the
shut-down on ‘“‘changes in scheduling needs’” and ‘‘crea-
tive differences.”

The network’s unattributed Jan. 25 statement said ABC
remains interested “in developing a dramatic series dealing
primarily with Hispanic characters. We are still interested
and, in fact, are considering re-developing ‘Juarez.’ ”

But the show’s cancellation has produced protests from
Hispanic groups, which say the program deserves a chance.
The Hispanic Academy of Media Arts & Sciences is demand-
ing that “Juarez’ be returned to the mid-season lineup.

At press time, however, it appeared that the program will
wind up as a re-edited made-for-TV movie sold directly into
syndication, a move that Mr. Bloom deplores.

Last week, Mr. Bloom, who also wrote and directed the
show, told the Directors Guild and Writers Guild that he
wants his name taken off the show’s credits.

Jose Luis Sedano, chairman of the HAMAS media watch
committee, claimed “Juarez’ would have been the first dra-
matic series with a predominantly Hispanic cast and thus “is
seen as a source of positive role models for our youth.”

His organization, along with the National Hispanic Media
Coalition, is spearheading a letter-writing campaign in
hopes of reviving the show.

Luz Taboada, whose Cimarron Media Services handled
the hiring of extras for the show in El Paso, Texas, and
neighboring Juarez, Mexico, praised the program for lifting
her ethnic group *“out of the pancho and burro stereotype.”

When ABC aborted “Juarez,” Mr. Bloom claims an ABC
official, who he declined to identify, told him: “We don’t
want to see any Mexicans or dirty streets in this show.”

‘‘What they wanted instead was coffee table Georgia
O’Keefe sunsets, pretty cactus and quaint adobe houses,”
Mr. Bloom contends. “What they got was El Paso, which is a
dusty and sort of ugly border town that is 70 percent His-
panic.”

“Juarez,” which was to premiere on Jan. 16, starred Ben-
jamin Pratt Banda as a Hispanic sheriff’s detective whose
work and family take him to both sides of the border.

Mr. Bloom told ELECTRONIC MEDIA no copies of his two
completed programs have been made available since ABC’s
announcement. He said he has since learned that Columbia
Pictures Television, which produced “Juarez” in association
with his Big Name Pictures, is re-editing those episodes into
an 87-minute movie, the preferred length for syndication.

Neither ABC nor Columbia would comment further.#

“The Charmings” (l.) and “Sledge Hammer!"’ have been canceled by ABC.

ABC shuftles programing deck

By WILLIAM MAHONEY
Staff reporter

Los ANGELES—ABC plans to relocate
two of its most successful comedies and
cancel three other programs as part of
programing changes the third-place
network announced last week.

‘““Growing Pains’’ and ‘‘Perfect
Strangers” will be moved to anchor new
nights, while three other series will
change time periods.

The canceled programs are Columbia/
Embassy’s ““The Charmings,” New
World Television’s ‘‘Sledge Hammer!”
and the network’s “ABC Thursday
Night Movie.”

Beginning March 2, “Growing Pains”
will move from Tuesdays at 8:30 p.m.
(ET) to anchor Wednesdays at 8 p.m.

“Perfect Strangers” will move from 8
p.m. Wednesdays to the same time slot

on Fridays, starting March 4.

In addition, “Full House,” “Mr. Bel-
vedere” and “The Thorns” will all move
to new Friday time periods.

The network is adding three new se-
ries:

® “The Wonder Years,” New World
Television’s half-hour comedy about a
boy growing up in the 1960s, moves into
the Tuesday at 8:30 p.m. time slot on
March 15.

“The Wonder Years” made its debut
Jan. 31 after the Super Bowl and earned
a 17.9 A.C. Nielsen Co. rating (percent-
age of TV homes) and a 31 share (per-
centage of sets in use).

® ‘‘Supercarrier,” Fries Entertain-
ment’s hour-long drama portraying life
on an aircraft carrier, comes out of the
dock with a 90-minute episode on Sun-
day, March 6, at 8 p.m., which will be-
come its regular time slot.

® ““Probe,” Universal Television’s
hour-long drama about a genius who
solves crimes, will open with a two-
hour episode on Thursday, March 3, at 8
p-m., which will be its regular time slot.

ABC also said two other series,
“Hotel” and “Buck James,” will return
to the network.

Both “Hotel” and “Buck James” will
air on Thursdays, at 9 p.m. and 10 p.m,,
respectively.

“Hotel” had been on hiatus. “Buck
James” had been canceled, and then the
network reversed its decision.

Of the canceled series, “The Charm-
ings” and ‘““ABC Thursday Night
Movie” will have their last regular air-
ings this Thursday. “Sledge Hammer!"
will have its last regular broadcast Fri-
day.

Remaining episodes of the two se-
ries will be used later this year.#
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Viacom to spring show at NATPE

Viacom Enterprises will jump in cold at
NATPE with a previously unannounced new
weekly cash-and-barter strip carrying the work-

ing title “Personal & Confidential.” Viacom ex-
ecutives describe the show as ‘“suitable for all
dayparts,” with a format that will bring to televi-
sion the “Dear Abby” newspaper format. “We
chose to defy the common wisdom that you can’t
launch a first-run show at NATPE without prior
clearances,” said a Viacom executive.
* x %

NBC plans an unusual promotional strategy to
boost “Day by Day,” the upcoming series from
“Family Ties” creator Gary David Goldberg. The
network plans to air three different episodes of
the half-hour show in one week during March.
The first episode will run after “ALF” on Mon-
day, followed by an episode after ‘“The Cosby
Show” on Thursday and wind up with an install-
ment after ‘“Family Ties” at 8:30 p.m. (ET) on
Sunday, where the series is expected to land per-
manently. The series, by the way, is about a cou-
ple who start a day-care center in their home.

* % %

Insiders say at least five affiliates of the Fox
Broadcasting Co. in the top 25 markets are
balking at the network’s proposal to expand Sun-
day-night programing to 10:30 p.m. this spring.
The expansion is necessary if Fox is to shoehorn
“It’s Garry Shandling’s Show" into Sunday’s
prime-time lineup as planned. But, says one executive close
to the negotiations, “At this point, they (the affiliates) would
rather drop ‘The Tracey Ullman Show’ than their local
news.”

* % %

A 30-second cameo appearance by Democratic presidential
contender Gary Hart was dropped by at least one TV station
airing reruns of the sitcom “Cheers” last Wednesday night.
‘““We were afraid of some other candidate asking us for
equal time,” said a spokesman for independent KTLA-TV in
Los Angeles, “so it wound up on the cutting room floor.” Mr.
Hart’s appearance in the segment, filmed more than two
years ago, was publicized in last week’s edition of “TV
Guide.”

* ¥ %

A King World spokesman says there’s no truth to a pub-
lished report last week suggesting that the aggressive syndi-
cator is pumping $1 billion into a new feature film enter-

Antony Thomas says he’s still “as baffled as I
always was” by the decision made last May by
officials at “Frontline,” the PBS-distributed

“DAY BY DAY”

NBC will air new show three times in one week during March

prise. “That line of credit is available for anything except
feature films,” says the company representative. He added
that a proposed theatrical version of “The Little Rascals” is
the only movie project King World has on the drawing
board, and even that will be produced and distributed by an
outside studio. The project takes King World back to its
humble beginnings as a distributor of the black-and-white
Hal Roach shorts that first appeared under the “Our Gang”
title during the 1920s.
* % *

Douglas Greenlaw will soon be pushing Cindy Lauper
instead of “Wagon Train.” The head of CBN Network’s sales
team just joined MTV Networks as senior vice president of
sales, reporting directly to John Reardon, MTVN executive
vice president of sales. “There’s a lot more similarities (be-
tween the networks) than you think,” he says, adding he aims
to eliminate the MTVN sales team’s “‘severe turnover rate” in
the last two years.

documentary series, to delay distribution of his
hard-hitting examination of the evangelical
movement. The British producer has since cut 16
minutes from the 104-minute ‘“Thy Kingdom
Come . .. Thy Will Be Done,” which is now
slated to air April 6 on “Frontline.” During the
intervening nine months, the program has been
released as a threatrical film and has won an
award from the International Documentary As-
sociation. “I was given absolute artistic and po-
litical freedom,” Mr. Thomas says of ‘Front-
line’s” guidelines for the editing process.
x Kk

Although details are sketchy, Columbia Pic-
tures Television is shaping up as a company
with a bi-coastal personality. Victor Kaufman,
the Tri-Star Pictures chairman who now heads
the recently merged Columbia/Tri-Star empire, is
ordering chief TV deputy Arnold Messer and sev-
eral other executives to relocate from Los An-
geles to Manhattan. One major project Mr.
Messer will oversee is the creation of Tri-Star
Home Video, which will handle videocassette dis-
tribution of all Tri-Star theatrical product. He’s
also ordered Tri-Star TV President Scott Siegler
to oversee the production of all Tri-Star/Colum-
bia network projects, a duty previously assigned
to Barbara Corday, who is no longer with the company.

x * %

Invitations have been mailed to 1,000 select NATPE at-
tendees for the King World gala honoring the astronauts on
Feb. 26 during the convention in Houston. Among the hon-
ored guests are Alan B. Shepard, the first American in space,
and Edwin “Buzz” Aldrin Jr., the second man to step on the
moon. Also on hand will be Houston Mayor Kathryn Whit-
mire and, of course, the stars from the King World distri-
buted shows: Pat Sajak, Vanna White, Alex Trebek, Oprah
Winfrey and George Schlatter.

* * %

A Feb. 1 Insider item on Page 8 incorrectly reported that
Viacom International is considering a “Frank’s Place”
spinoff, possibly featuring country singer Johnny Cash. Right
star, wrong program. The spinoff would be from “Jake & the
Fatman.”#

—Written by Marianne Paskowski from bureau reports

Former GM blames owner
in flap over R-rated movie

By ROBERT HOMAN
Staff reporter

WASHINGTON—The former general manager of the
Kansas City TV station that is under fire for a

‘Media Central’s corporate

Bristol-Myers Co.

makes upfront buy
for ‘Family Feud’

possible “indecency” rules violation is pointing the
finger at the station’s owner, Media Central, for de-
ciding to air an R-rated movie.

“They made the decision to buy the movie and run
it at prime time,” said Steven Friedheim, who was
general manager of KZKC-TV at the time the R-
rated film, “Private Lessons,” was broadcast.

Media Central has until Feb. 13 to respond to the
Federal Communications Commission in connection
with the indecency inquiry.

Morton Kent, chairman of Chattanooga, Tenn.-
based Media Central, which owns independent sta-
tion KZKC, refused to comment on the matter.

“We don’t talk about ex-employees,” he said.

Mr. Friedheim, now senior vice president of the
Houston-based Sun Broadcasting, is upset because
he feels Media Central officials have implied in state-
ments to the press that KZKC’s management was
responsible for the film's airing and that those in-
volved subsequently were dismissed.

In a letter from Mr. Friedheim to Media Central’s
attorneys, which Mr. Friedheim made available to
ELECTRONIC MEDIA, he said he decided in November
1986 that movies should be edited so that all “frontal
nudity and explicit sex” is eliminated.

“However,” he said in the letter, “‘Media Central’s
corporate director of promotion’s interpretation of
that policy was that the showing of breasts in movies
like ‘Private Lessons’ was consistent with our stated
policy, and in his words, ‘very European.’ ”

When the FCC announced its inquiry into the mat-
ter last month, agency spokesman John Kamp said
the movie, which KZKC aired last May, had ‘“full
frontal nudity in a sexual context.”

director of promotion’s
interpretation of that policy
was that the showing of
breasts in movies like
“Private Lessons” was
consistent with our stated
policy, and in his words,
“very European.” ’

—Steven Friedheim
former general manager, KZKC-TV

Also at that time, Mr. Kent told ELECTRONIC MEDIA
that he reviewed the film after it aired and found
that it was, in fact, in violation of the company’s own
programing standards.

He also said all of the personnel involved in run-
ning the film are no longer with the company.

Mr. Friedheim said he was not fired by Media Cen-
tral, but that he resigned for reasons totally unre-
lated to the “Private Lessons’ matter.

He said the purpose of his letter to Media Central
was to explain his version of events and to urge the
company to accurately reflect the facts in any future
public statements. But he said he is not threatening
legal action in the matter.#

By MARIANNE PASKOWSKI
New York bureau chief

NEwW YOoRK—In an unusual move,
Bristol-Myers Co., one of the na-
tion’s largest barter advertisers, last
week said it has made a “signifi-
cant” upfront buy in LBS Commu-
nications’ “Family Feud” for this
fall.

In past years, national advertisers
generally have held off on their up-
front barter buys until after the
NATPE convention in order to see
whether any of the new first-run
shows would reach at least 70 per-
cent of the country.

At the time Bristol-Myers made
the deal, LBS had cleared about 50
percent of the country, including 25
stations in the top 50 markets.

‘‘Bristol-Myers was very im-
pressed with the show after view-
ing the pilot,” said Peggy Kelly,
director of media and programing
services for Bristol-Myers, in a pre-
pared statement.

Ms. Kelly said that Bristol-Myers
had ‘“‘considerable faith” in the
show, which was reinforced when
the NBC owned-and-operated sta-
tions bought the show to air in
prime access next season.

Michael Weiden, president of TV
Horizons, the advertising sales arm

of LBS Communications, would not
comment on how big the Bristol-
Myers' deal was. But he did say he
expects that the one minute of na-
tional barter time available in the
show will bring in $25 million.

Mr. Weiden also confirmed that a
30-second unit in “Family Feud”
was selling for about $55,000. LBS
is guaranteeing advertisers a 12 rat-
ing (percentage of TV homes).

Broadcast buyers at several ad
agencies thought the unit cost on
“Feud” was high because it was
likely that the show would air in
early fringe in many markets, where
the number of households using
television generally is lower.

They pointed out that, by con-
trast, a unit in “Wheel of Fortune,”
the No. 1 show in syndication and a
program with strong prime-access
clearances, costs $75,000 to
$100,000, on average.

Bristol-Myers is the fourth-lar-
gest barter advertiser, according to
data collected by Broadcast Adver-
tisers Reports and distributed by the
Television Bureau of Advertising.

From January to September last
year, the packaged goods company
spent $19.4 million in barter syndi-
cation, a 73 percent increase over
the $11.2 million spent for the first
three quarters of 1986.#
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Blacking out

The decision by ABC, CBS and NBC not to carry
President Reagan’s Feb. 2 speech live plays into the
hands of those who persist in dubbing the major
broadcast networks too arrogant and too powerful.

Cynical critics might add ‘“‘too greedy” to the list of
grievances, since the rejection of Mr. Reagan’s speech
coincided unfortunately with the February sweeps.

Meanwhile, CNN, which carried the speech, is
left to play the part of television industry good citi-
zen, giving cable a public relations coup of sorts.

The news judgment behind the broadcast net-
works’ decision to say no to President Reagan’s
speech appears to have been sound; the speech was
simply a rehash of Mr. Reagan’s pro-Contra position.
But newsworthiness was not the only factor the net-
works should have considered.

Other important considerations include the trou-
bling implications of allowing a small group of net-
work executives to decide if and when an elected
president may or may not broadcast his views to the
people who elected him. We wonder, for example,
what would happen if a president requested air time
but refused to say what he planned to discuss.

In most countries, a head of state has no difficulty
gaining access to the airwaves to address his or her
nation. In our country, the government thankfully
doesn’t own a national radio or television network

the president

nor does it have a great deal of control over the pri-
vate citizens who do.

Still, our own chief executive occasionally needs
access to the airwaves, and our system must be able
and willing to provide it. For the system to work,
there must be cooperation and, yes, a certain amount
of trust on both sides.

American broadcasters and network executives are
always expected to fill three frequently conflicting
roles: statesman, businessman, journalist. In the case
of presidential requests for air time, it is the states-
man’s role that must dominate.

As we see it, a network should give a request-
ing president the benefit of the doubt almost any
time he asks for time, leaving the people to judge for
themselves what he has to say. While it is true that
such a system more or less existed until Richard
Nixon abused it, it does not necessarily follow that
all presidents must now be treated as if they were
Richard Nixon.

A better solution is for ABC, CBS and NBC to
reach an agreement whereby they take turns carrying
“unwanted” presidential speeches. This would give
the president access to at least one major network at
all times. The alternative is to invite a system
whereby all three networks are required to carry all

presidential speeches.#

LETTERS TO THE EDITOR

Value of satellite
services overstated

I read with much interest the item in the
Jan. 18 issue on the CBS Newsnet system
(Page 32). As an employee of one of these
services, it is always interesting to read
what the competition is doing.

In my career with various news organi-
zations and dealing with the managers of
these services, I feel all articles of this sort
just seem to be great public relations.
These stories always mention the number
of stories transmitted each day and how
well the new technology is working, but I
wonder if it is really true.

Dealing with individual affiliates every
day, I question how much these expanded
services of the networks are actually being
used and in what form they are used.

The statements of news directors at the
RTNDA praising their operations and, of
course, advertisements in your publication
and other magazines give the impression
these services have revolutionized elec-
tronic journalism.

I know of news directors who have not
even seen the product being offered by
Conus, Newsfeed, CNN and the networks.
Some do not even know what their station
is using on a daily basis.

In larger newsrooms, where the news
director has executives to manage the daily
news operation, the news director may not

even watch his own show but is more
concerned with the competition.

I know of some stations, who belong to
more than one of these services, that do not
even record all of these feeds. In some large
markets, even the producers of individual
shows have never seen the entire feed, and
in many smaller markets, not enough per-
sonnel is available to monitor the satel-
lites.

I know of instances where editorial in-
formation in these stories is anywhere from
12 hours to two days old; while this infor-
mation is communicated to the affiliates,
sometimes it is not.

While the technology works well in most
cases, as with anything, there are many
failures and confusion. Consequently, some
important ‘‘breaking’ stories have never
been transmitted in time for most affili-
ates to use on their programs.

I know of some stations who have con-
tinually claimed that the quality of the
transmitted material renders the story
unfit for broadcast.

There is no doubt the assistance of these
services makes it easier for an affiliate to
cover the “big” story or even exchange ma-
terial between two stations on a particular
event, but I wonder whether the sheer
number of stories and technology on a
daily basis is useful to stations.

1 would love to see ... a story on how
effective these services are and whether the
daily usage of these services is as effective
as it is claimed.

Name withheld by request

What impact do
you think high-
definition
television will

“I think the industry needs

level, and TV hasn't been
thought of at that level before.

“In the long term, high-
have on the something like HDTV to definition TV could have a
H n") increase viewership. It would  dramatic impact. It's cntical
industry? bring TV to a more high-tech  that over-the-air broadcasters

manager
KTVI-TV
(ABC)

St. Louis

remain competitive in terms of
picture quality. We basically

Broadcast education
debate 1s irksome

A scratch in a record drives me nuts
when the same musical phrase is repeated
again and again. The same repetitive na-
ture of the broadcast journalism education
debate seems to be having the same effect
(EM, Jan, 25, Page 1).

If news directors want more ‘experi-
enced” graduates, then I suggest they pro-
vide more relevant internships and they
donate equipment to equipment-starved
programs. I also suggest they get involved.
Local colleges would welcome their exper-
tise.

As for academics, it’s been my experi-
ence that many students today would fail
current events quizzes, and some profes-
sors haven’t been inside newsrooms in 10
years.

The ideal broadcast journalism graduate
should be able to put stories into larger
perspective because of his or her liberal
arts education, and he or she should be
able to get quality work finished on time
because of hands-on experience.

End of debate. You either fix the scratch
or you throw the record away and start
anew.

Gene Pinder

adjunct instructor
University of Tennessee
at Chattanooga

“HDTV has the potential to
take a great product and make
it even better, especially in the
area of live sports telecasts.
With cable now reaching more
than 50 percent of American

We've started to improve TV

technology with stereo sound,
and HDTV would take that one to remain competitive with
step further.”

have to watch developments in
HDTYV very carefully. We have

other media.”

TV households, we can take
advantage of HDTV to make
more viewers aware of the

benefits of cable television.”
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One big reason why the NWA has a...

e comp!

o No wonder more young women watch NWA Wrestling!
At 6'7", 275 Ibs., Lex Luger, aka “The Total Package' — is the future of professional wrestling!

N o e

-
.)- i

Of the top ten
syndicated shows NWA Wrestling enjoys...

#1 teen comp!

#2 12-34 comp!

#2 18-49 comp!

&3 The National Wrestling Alliance
has the best balanced audience in wrestling:

69% of our 18+ audience is 18-49...
» Of all males 18+, 72% are 18-49!
* Of all females 18+, 66% are 18-49!

AD[

¢l

£330  HctionOlhediaGroup

National Time Sales & Promotion:
(212) 207-8355:

Rick Pack Michael Spalding
JC Whitted

THE WRESTLING NETWORK
Station Clearance:

(212) 724-2776 (214) 702-8814
Nancy Dixon Jim Barnett
Rob Garner Tim Willett

<1988 Jim Crockett Promotions, Dallas. TX *NSS Pocket Piece 4th Q 1987 avg
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NEWHART
ALREADY SOLD

N OVER
70 MARKETS.

Newhart. CBS-TV’s highest rated comedy for six straight years.

ALBANY, GA
ALBANY, NY
ALBUQUERQUE
AMARILLO
ATLANTA
AUSTIN
BAKERSFIELD
BANGOR
BIRMINGHAM
BOSTON
CHARLOTTE
CHICAGO
CHICO
CLEVELAND
COLORADO SPRINGS
COLUMBIA
DALLAS
DAVENPORT
DENVER

DES MOINES
EUGENE
EVANSVILLE
FARGO

WTSG-TV
WTEN
KNMZ-TV
KCIT
WAGA-TV
KVUE-TV
KGET
WABI-TV
WTTO
WSBK-TV
WBTV
WGN-TV
KRCR-TV
WIW.TV
KKTV
KMIZ

FLINT

FORT MYERS
FRESNO
GAINESVILLE
GRAND RAPIDS
GREENSBORO
GREENVILLE
HARRISBURGH
HARTFORD
HONOLULU
HUNTSVILLE
INDIANAPOLIS
JOHNSTOWN
KANSAS CITY
LAS VEGAS
LEXINGTON
LOUISVILLE
LUBBOCK
MACON
MADISON
MEDFORD
MILWAUKEE
MINNEAPOLIS
MOBILE

WNEM-TV
WINK-TV
KJEO
WOGX-TV
WUHQ-TV
WEFMY-TV
WHNS
WHP-TV
WTIC-TV
KHNL-TV
WHNT-TV
WXIN
WWCP-TV
KSHB-TV
KVVU-TV
WDKY-TV
WAVE-TV
KAMC-TV
WMGT
WISC-TV
KOBI
WTMJ-TV
WCCO-TV
WKRG-TV

...and more to come!

N . .

MONTGOMERY
NASHVILLE
OKLAHOMA CITY
OMAHA
ORLANDO
PHOENIX
PITTSBURGH
PORTLAND, ME
PORTLAND, OR
RENO
ROCHESTER
SACRAMENTO
SALINAS

SAN FRANCISCO
SANTA ROSA
SEATTLE
SPOKANE

ST. LOUIS
TAMPA
TUCSON
WAUSAU

WEST PALM BEACH
WILMINGTON

WSFA-TV
WTVF
KWTV
KPTM
WOFL
KPHO-TV
WPGH-TV
WPXT
KPDX
KAME-TV
WOKR

KSBW-TV

KFTY-TV
KTZZ-TV
KXLY-TV
KMOV-TV
WFTS
KOLD-TV
WAOW-TV




Most People Only Know The Sov

Wed Like ToShow

To most people in the 3 mostambitious andreveal- ke
West, the Soviet Union is - - ing look into the very heart 8
a mysterious giant. A d and soul of Soviet lite:

=3 oeographic titan most

'; " 2 Fortrait of the Soviet
|l @ 4 often portrayed as a Union. Capturing sights
ALIRNRL threatening enemy. and scenes that Western

cameras have never been allowed to film.
Narrated by two-time Academy
Award nominee Roy Scheider, Portrait
takes you where few Americans have ever
been. Exploring the fifteen separate
republics that form the Soviet Union.

And that's a shame. Because the Soviet
Union is a land of great beauty. A country
thats as rich in tradition as America. Yet
4 times larger.

Now,, for the first time in syndication,
Turner Program Services brings you the

© 1988 Turner Program Services, Inc.
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{ Union By One Red Square Mile
The Other 8600882

§ [t'S the most extensive series of
its kind, offering a first-hand
look at all walks of Soviet life...

% Talking to the people about the =
i lives they live. Their loves and :

of a people and nation that has been closed to
us for 40 years. Your viewers have already
seen Red Square. And now you can show them
* the rest of this fascinating nation.

Ambitious. P"HTRHIT 0F THE

dreams. Their families. Their problems.  Revealing Compre-
Their changing society. And their per- hensive and timely.
spectives on America. Portrait of the Sovict
Portrait is more than a mini-series.  Union is seven hours ﬂVl ET NIUN
[ts a rare opportunity to look beyond the  of extraordinary
myths and mysteries and see the heart of  television likenone | TURNER B S s
Mother Russia. A better understanding ~ ever before seen. o O B27 208 I, o
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WHAT MAKESA
MOVIE PACKAGE

WORK FORYOU..

No matter how you measure it, Premiere Four
has what it takes. You name the daypart and
the demographic and any one of Premiere
our’s fifteen highly exploitable releases will
deliver all the key elements you and your
viewers are looking for. Star Value. Theatrical
Production. First- Run appeal and Promotability.
Premiere Four. by every measure a winner!
Fifteen new releases exclusively from Turner

Program Services.

TURNER PROGRAM
SERVICES

Offices in Atlanta, New York, Los Angeles and Chicago.

tlanta.

Phone (404) 827-2085 in

© Turner Program Services, Inc.. 1988
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The Olympic mascots visit Nakiska, the site of the Alpine skiing events.

inter Olympics facthook

(Continued from front cover)

ABC hosts: Jim McKay, principal anchor; Keith

Jackson, weekend daytime host; Frank Gifford and
Kathie Lee Gifford, late-night hosts on daily
wrap-ups.

Logistics: ABC Sports will occupy 65,000 square

feet of space in the Olympics broadcast center.
Four fully equipped 60-foot trailers, assembled at a
cost of $1.2 million each, are at the heart of

the operation, which will include 800 ABC staff

people.

Broadcast hardware:

50 cameras; 23 videotape recorder units at
competition sites, six in studio.

41 1-inch editing machines in nine editing bays.
Five satellite dishes (two are for radio
transmission).

Seven mobile units.

Five electronic news-gathering trucks for
on-location stories around Calgary
Combination of fiber optic and microwave links
for feeds from competition sites.

25 video machines to record worldwide feeds.
Computerized system to log and locate 3,500 to
4,000 hours of material in on-site videotape library.
One helicopter.

Scope of the event: An estimated 1,500 athletes

from 57 countries will compete in 11 sports. They
will be backed by 1,100 coaches and support
personnel. Three demonstration events—freestyle
skiing, short-track speed skating and curling—will
also be staged, along with exhibitions in blind
cross-country skiing and disabled slalom skiing.

Key competitions:

lce hockey: Coverage of this popular Olympic
sport begins the first evening, Feb. 13, with the
USA-Austria and USSR-Norway games. The
Soviets and the United States will meet Feb. 17.

In addition, Team USA meets Czechoslovakia on
Feb. 15, Norway on Feb. 19 and West Germany on
Feb. 21. The medal round begins Feb. 24. The
Soviets, Sweden and Canada are the favorites.

Al Michaels and Ken Dryden will call the action
from the Olympic Saddledome, home of the
National Hockey League’s Caigary Flames.

Alpine skiing: Despite the absence of any serious
U.S. medal contenders, men’s and women's slalom
and downhill skiing remain among the most
popular Olympic events, mainly because of the
sheer speed: A downhill skier achieves a top speed

of 130 mph. By comparison, bobstedders hit 100
mph. Alpine skiing kicks off Feb. 14 with coverage
of the men’s downhill; the women’s downhill is Feb.
18.

Speed skating: American athletes are expected
to make a strong showing in the men’s 500-meter
(Feb. 14) and 1,000-meter (Feb. 18) races and the
women’s 500-meter race (Feb. 22). At longer
distances, the East Germans and Russians are
prime contenders for gold medals.

Figure skating: The sport offers another strong
opportunity for the U.S. team. The pairs’ shart
program airs in prime time Feb. 14, with the
freestyle program on Feb. 16. The men'’s short
program is slated for Feb. 18, with the freestyle
program on Feb. 20, both in prime time. The
women’s short program will be on Feb. 25, with the
freestyle program on Feb. 27.

Counterprograming: With the February sweeps in

full swing, NBC and CBS have lined up a variety of
big-name programing to counterattack the
Olympics.

For NBC, the lineup includes a special one-hour
“Golden Girls” on Feb. 13, the eight-hour “Noble
House™ miniseries starring Pierce Brosnan Feb. 21
to 24, and the made-for-TV “Perry Mason: Case of
the Avenging Ace” on Feb. 28.

For CBS, the lineup includes the made-for-TV
“Bring Me the Head of Dobie Gillis” on Feb. 21,
“The Wizard of Oz” on Feb. 24 and the four-hour
“Bluegrass” miniseries Feb. 28 to 29.

Olympics broadcasts: On Saturday, Feb. 13, ABC

will cover the opening ceremonies from 2:30 p.m.
to 5 p.m. (ET), followed by coverage from 5 p.m. to
6p.mand8p.m.to 11 p.m.

On Sunday, Feb. 14; Saturday, Feb. 20; and
Saturday, Feb. 27, ABC will provide Olympic
coverage from noon to 6 p.m., 7 p.m. to 11 p.m.
and 11:30 p.m. to midnight.

From Monday, Feb. 15, to Friday, Feb. 19, and
from Monday, Feb. 22, to Friday, Feb. 26, ABC will
provide weeknight coverage from 8 p.m.to 11 p.m.
and 11:30 p.m. to midnight.

On Sunday, Feb. 21, ABC Olympics coverage
will air from 11 a.m. to 6 p.m., 7 p.m. to 11 p.m.
and 11:30 p.m. to midnight.

And on Sunday, Feb. 28, the final day of the
Olympics, ABC will broadcast the Games from
noon to 6:45 p.m., followed by the ciosing
ceremonies from 7 p.m. to 11 p.m.#

ABC Sports plans

to place

vViewers

in Olympic action

By RICHARD TEDESCO
Staff reporter

CALGARY, ALBERTA—When the
Winter Olympic Games begin in
Calgary this week, ABC Sports in-
tends to give television viewers an
unusual view of the competition.

ABC will try to let viewers experi-
ence the sensation of participating
in the events, largely through
greater use of miniature ‘“point-of-
view” cameras mounted to athletes’
equipment.

The cameras, made by Panasonic
and Ikegami, are to be placed on
bobsleds, luges and athletes’ helmets
in larger numbers than ever before,
according to ABC Sports.

“We’re using many, many more
of them because the quality is very
good,” says Julius Barnathan, presi-
dent of ABC broadcast operations
and engineering.

Aside from providing broadcast-
quality shots of the

move through the course’s 260-de-
gree “Kreuzel” turn.

All that video will be integrated
with enhanced audio from more
than 120 microphones at the differ-
ent sites.

Additionally, CTV plans to en-
hance ABC’s Olympic hockey cov-
erage with one camera set up in the
goal to give viewers the goalie’s view
of oncoming shots.

Another camera will be set up for
an occasional five-second ‘“‘speed
shot” to follow individual players
along the ice.

In fact, with advances in the video
field during recent years, there’s
virtually nothing the camera can’t
catch, according to Ralph Mellanby,
CTV’s executive producer for the
Winter Games.

“We now have the ability with our
lenses to catch the moment when
somebody lost their edge,” he ob-
serves.

But, he adds,

90-meter ski-jump
or the Mt. Allan ski
slopes, ABC wants
to put the viewer in
the picture.

‘““We want the
viewer to feel like
he or she is in the
competition,” said
Larry Kamm, pro-
ducer of ABC’s
point-of-view
project.

Mr. Kamm said
there are even plans
to attach one of the

‘We now have the
ability with our
lenses to catch the
moment when
somehody lost their

“The athlete’s still

paramount.”
That also ex-
presses ABC

Sports’ attitude in
approaching the
XV Winter Olympic
Games.

“This is an emo-
tional thing. You
have to capture
that,”” said ABC’s

_Ra|ph Me”anby Mr. Barnathan.
CTV executive producer

‘““There’s tremen-
dous pressure on
these young kids.

mini-cameras to a
hockey puck that will be shot on
goal.

In addition to the point-of-view
units, ABC will make extensive use
of “super-slow motion” to freeze the
motion of a downhill skier by rec-
ording the action at 90 frames per
second—three times the speed of a
standard camera.

Those cameras will be in place at
nine locations for the Alpine events
at Nakiska.

ABC'’s shots will supplement the
coverage by the Canadian Televi-
sion Network, the host broadcaster,
which is preparing to send out 585
hours of feeds from the Calgary
games to broadcasters worldwide.

Alpine coverage will include the
“Lizum” shot, first used by ABC in
1964, to provide a perspective of
the entire mountain in a camera shot
from a neighboring promontory.

“It does give you a sense of where
each skier is on the course,” ex-
plained Geoff Mason, vice president
of Olympic production and coordi-
nating producer for ABC Sports’
Olympics coverage.

During Nordic coverage, ABC has
scouted out a segment of the cross-
country skiing course to help put
the viewer in the environment and
give a sense of the grueling competi-
tion.

“We have one place where you're
going to be moving with the skier
for about 400 yards, and it’s a dyna-
mite background,” Mr. Mason said.

Use of overhead shots from a rov-
ing helicopter will also be employed
for dramatic overviews of the cross-
country and biathlon competitions.

In addition to the point-of-view
cameras, hand-held cameras will be
used along the luge and bobsled
course to illustrate the speed and
offer a sense of what it’s like to

It’s unusual.”

He says slow-motion shots and
camera isolation on athletes before,
during and after competition are the
keys to conveying their reactions to
the pressure points of Olympic com-
petition.

“It’s amazing what you can see in
the faces, the concentration,” Mr.
Barnathan said.

In focusing on the human effort
of the competition, ABC is bring-
ing out all of its technical bells and
whistles, as evidenced by its exten~
sive broadcast center in Calgary.

“We're our own little production
company,” says Roger Goodman,
ABC’s Olympics coordinating direc-
tor.

ABC’s main control room in Cal-~
gary contains 100 monitors show-
ing feeds from the various venues
and enables in-studio producers to
communicate instantly with techni-
cians and reporters at all the differ-
ent locations.

Among the gadgetry, the enhanced
graphics from five Dubner character
background generators can repro-
duce the action of events, animating
‘“real-time” re-enactments of a spec-
tacular ski jump or a bobsled acci-
dent.

It’s all part of a progression for
ABC in techniques for improving all
the elements of Olympics coverage.

“We’'re really just getting more so-
phisticated as we go along,” says
Dennis Lewin, senior vice president
of production for ABC Sports.
“Everything is just more refined in
the way we do things. You're always
looking to do something different,”
he said.

In production work as competi-
tive as the network sports business,
innovation becomes a necessity be-
cause, as Mr. Lewin puts it, “You're
only as good as your last show.” #
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CALENDAR

February

Feb. 8, Black Presence in TV: The New Force and the Eco-
nomic Reality of the Black Marketplace, New York Television
Academy drop-in dinner, Copacabana, New York. Information: Mary
Tischbein, 212-765-2450.

Feb. 8-10, Cable Television Public Affairs Association Forum
'88, third annual membership meeting, Ritz-Carlton-Buckhead
Hotel, Atlanta. Information: Megan Hookey, 202-775-3629.

Feb. 8-13, International Film, Television and Video Market of
Monte Carlo, an international programing market, Loews Hotel,
Monte Carlo. Information: Andre Asseo, 45-62-31-00.

Feb. 8-March 14, Women in American Journalism: Today and
in the Future, series of public lectures and panels sponsored by the
University of California, Berkeley Graduate School of Journalism,
University of California, Berkeley, Berkeley, Calif. Information: Su-
zanne Donovan, 415-642-4890.

Feb. 9, Southern California Cable Association monthly meet-
ing, Pacifica Hotel, Culver City, Calif. Information: Aisha Wofford,
213-684-7024.

Feb. 10, New York Television Academy drop-in luncheon fea-
turing guest speaker Morton Downey Jr., host, “Morton Downey Jr.
Show,” Copacabana, New York. Information: Mary Tischbein, 212-
765-2450.

Feb. 10-March 9, Producers on Producing: Television seminar
sponsored by the American Film Institute, American Film Institute
campus, Los Angeles. Information: Janet Hahn, 213-856-7690.
Outside of California, 800-221-6248.

Feb. 11, Technical seminar sponsored by the Central California
Society of Cable Television Engineers, Picadilly Inn, Fresno, Calif.
Information: Andrew Valles, 209-453-7791.

Feb. 11-13, Country—America’s Music, the 19th annual Coun-
try Radio Seminar, Opryland Hotel, Nashville, Tenn. Information:
Frank Mull, 615-327-4488.

Feb. 11-March 17, Packaging and Selling Your Project for TV
seminar sponsored by the American Film institute, American Film
Institute campus, Los Angeles. Information: Janet Hahn, 213-856-
7690; outside California, 800-221-6248.

Feb. 12, Southern California Broadcasters Association third
annual SUNNY Creative Radio Awards, hosted by Phyllis Diller,
Registry Hotel, Los Angeles. Information: Gordon Mason, 213-466-
4481.

Feb. 12-May 5, 25 Years on the Air, exhibition of WNET-TV's
series and specials, Museum of Broadcasting, New York. Informa-
tion: Letty Aronson, 212-752-4690.

Feb. 13, An Introduction to Community Access Television
orientation session sponsored by the Chicago Access Corp., Chi-
cago Access Corp. Center, Chicago. Information: Jose Andrade,
312-738-1400.

Feb. 16, Cable Feud, sponsored by the New York Women in
Cable, HBO, New York. Information: Beth Araton, 212-661-6040.

Feb. 16-17, Broadcast Credit Association credit seminar, San
Diego Marriott, San Diego. Information: Mary Ghiselli, 312-296-
0200.

Feb. 17-21, Music Personnel Conference sponsored by the
Association of Music Personnel in Public Radio, Westin Hotel, Bos-
ton. Information: John Fischer, 319-335-5730.

Feb. 18, An Introduction to Community Access Television
orientation session sponsored by the Chicago Access Corp., Chi-
cago Access Corp. Center, Chicago. Information: Jose Andrade,
312-738-1400.

Feb. 18-19, Broadcast Financial Management Association
and Broadcast Credit Association board meeting, San Diego
Marriott, San Diego. Information: Mary Ghiselli, 312-296-0200.

Feb. 19-21, Economics and the '88 Elections conference for
journalists, sponsored by the Foundation for American Communi-
cations and the Gannett Foundation, Asilomar Conference Center,
Pacific Grove, Calif. Information: Dale Shaps, 213-851-7372.

Feb. 20-21, Introduction to Film and TV Production Research
seminar sponsored by the American Film Institute, American Film
Institute campus, Los Angeles. Information: Janet Hahn, 213-856-
7690. Outside of California, 800-221-6248.

Feb. 21-March 13, Vietnam on Television/Television on Viet-
nam, an exhibition of Peabody Award Collection broadcasts, Kraft
Television Theatre, Museum of Broadcast Communications, Chi-
cago. Information: Dottie Jeffries, 312-987-1500.

Feb. 22, “Reported by . . . Eric Sevareid” seminar series bene-
fit dinner, sponsored by the Museum of Broadcasting, St. Regis
Hotel, New York. Information: Letty Aronson, 212-752-4690.

Feb. 22-26, Video Expo San Francisco, seminar for video pro-
fessionals, Civic Auditorium, San Francisco. Information: Barbara
Dales, 800-248-5474.

Feb. 23, Greater Philadelphia chapter of Women in Cable
meeting, Williamson's Restaurant, Bala Cynwyd, Pa. Information:
Liz Bacon, 215-293-8681.

Feb. 23, Television Bureau of Advertising regional sales con-
ference, Fairmont Hotel, New Orleans. Information: Lee Barney,
212-486-1111.

Feb. 24, Technical seminar sponsored by the Greater Chicago
chapter, Society of Cable Television Engineers, Embassy Suites
Hotel, Schaumburg, Ill. Information: John Grothendick, 312-438-
4200.

Feb. 24, An Introduction to Community Access Television
orientation session sponsored by the Chicago Access Corp., Chi-
cago Access Corp. Center, Chicago. Information: Jose Andrade,
312-738-1400.

Feb. 25-26, Satellite Technology, a seminar for the non-techni-
cal manager and executive, Park Hyatt, Washington. Information:
Casey Jones, 800-722-3000, ext. 116.

Feb. 25-29, National Association of Television Program Exec-
utives conference, George R. Brown Convention Center, Houston.
Information: Nick Orfanopoulos, 213-282-8801.

Feb. 26-28, Intercollegiate Broadcasting System national
convention for college and school radio stations, New York
Penta Hotel, New York. Information: Jeff Tellis, 914-565-6710.

Major events
Monte Carlo
MonteCarlo..............ocoooiii ., Feb. 8 to 13
Information: Andre Asseo, 45-62-31-00.
NATPE
O S O e e Feb. 25 to 29
Information: Nick Orfanopoulos, 213-282-8801.
NAB
LaS Viewes .. KBt b G o o, D April 9 to 12
Information: Hilda Jannesson, 202-429-5353.
CAB
NeWRYorkb: mdrdmio Rt imn T i) April 10 to 12
Information: Vince Fazio, 212-751-7770.
MIP TV
Cannes, France ...................... April 28 to May 3
Information: Barney Bernhard, 212-967-7600.
NCTA
Los Angeles .............cc..co...... April 30 to May 3
Information: Dan Dobson, 202-775-3606.
BPME
Los Angeles ...........o.coeeiniiiniienn.. June 8 to 11
Information: Pat Evans, 717-397-5727.
CTAM 88
BOSTOMERAME SRR | 5 = o July 31 to Aug. 3
Information: Christina Netson, 202-371-0800.
Radio ’88
Washington ............................. Sept. 1410 17
Information: Hilda Jannesson, 202-429-5353.

March

March 1, Ohio Cable Television Association annual business
meeting, Hyatt on Capitol Square, Columbus, Ohio. Information:
Dan Helmick, 614-461-4014.

March 2, Fourth annual Communications Awards dinner
sponsored by the National Association of Black Owned Broadcas-
ters, Sheraton Washington Hotel, Washington. Information: Lynne
Taylor, 202-463-8970.

March 2-4, Satellite VIl: New Market Opportunities in Satellite
Communications and Broadcasting, Marriott Crystal Gateway
Hotel, Washington. Information: Brian Bigalke, 800-722-9000, ext.
116.

March 3, International Radio & Television Society Gold Medal
Banquet honoring CBS's “60 Minutes,” Waldorf-Astoria, New York.
Information: Marilyn Eliis, 212-867-6650.

March 6, Ninth annual college awards presentation sponsored
by the Academy of Television Arts & Sciences, Registry Hotel, Los
Angeles. Information: Murray Weissman, 818-763-2975.

March 7, Television Bureau of Advertising regional sales con-
ference, Red Lion Hotel, Seattle. Information: Lee Barney, 212-486-
1111,

March 7-8, 13th annual course on investing in broadcast sta-
tions, sponsored by Federal Publications, La Playa Hotel, Carmel,
Calif. Information: J.K. VanWycks, 202-337-7000.

March 9, Television Bureau of Advertising regional sales con-
ference, Meridien Hotel, San Francisco. Information: Lee Barney,
212-486-1111.

March 11, Academy of Television Arts & Sciences forum lun-
cheon, featuring guest speaker BBC Director/General Michael
Checkland, Beverly Wilshire Hotel, Beverly Hills, Calif. Information:
Murray Weissman, 818-763-2975.

March 11, Television Bureau of Advertising regional sales con-
ference, Marriott City Center, Denver. Information: Lee Barney,
212-486-1111.

March 11-13, The United States and Mexico conference for
journalists, cosponsored by the Foundation for American Communi-
cations and the Gannett Foundation, San Diego Princess, San
Diego. Information: Dale Shaps, 213-851-7372.

March 11-14, National Association of Recording Merchandis-
ers 30th annual convention, Century Plaza Hotel, Los Angeles.
Information: Stan Silverman, 609-596-2221.

March 13-15, West Virginia Broadcasters Association meet-
ing, Marriott Hotel, Charleston, W. Va. Information: Marilyn Fletcher,
304-344-3798.

March 14-15, National Association of Broadcasters Group
Fly-In, DFW Hyatt Regency Hotel, Dallas. Information: Joy Lynn
Dunlap, 202-429-5417.

March 14-18, Technology studies seminar, Gannett Center for
Media Studies, New York. Information: Shirley Gazsi, 212-280-
8392.

March 15, Television Bureau of Advertising regional sales con-
ference, Marriott Hotel, Dallas. Information: Lee Barney, 212-486-
1111,

March 15, International Radio & Television Society news-
maker luncheon, Waldorf-Astoria, New York. Information: Marilyn

Ellis, 212-867-6650.

March 17, Television Bureau of Advertising regional sales con-
ference, Hilton Hotel, Atlanta. Information: Lee Barney, 212-486-
1111,

March 22, American Women in Radio and Television 13th
annual national commendation awards ceremony chaired by Jane
Pauley of NBC's “Today,” Waldorf-Astoria Hotel, New York. Infor-
mation: Diane Walden, 202-429-5102.

March 24, Cable in the City: Turning the Corner, the third
annual Video Metro New York conference, Borough of Manhattan
Community College, New York. Information: James Pawlak, 212-
618-1832.

March 29, Television Bureau of Advertising regional sales con-
ference, Hyatt Regency, Cincinnati. Information: Lee Barney, 212-
486-1111.

March 29-31, New York Home Video Show for producers, dis-
tributors, mass merchandisers and retailers of home video, Jacob K.
Javits Convention Center, New York. Information: Barbara Dales,
800-248-5474. In New York, 914-328-9157.

March 29-31, International Video Program Market for program
rights owners, producers, acquisitions executives, advertising agen-
cies and their corporate clients and financial interests, Jacob K.
Javits Convention Center, New York. Information: Barbara Dales,
800-248-5474. In New York, 914-328-9157.

March 31, Television Bureau of Advertising regional sales con-
ference, Hyatt Regency O’Hare, Chicago. Information: Lee Barney,
212-486-1111.

April

April 5, Television Bureau of Advertising regional sales confer-
ence, Hilton Hotel, Albany, N.Y. Information: Lee Barney, 212-486-
RS

April 7, General membership meeting for the Caucus for Pro-
ducers, Writers & Directors, Chasen's, Los Angeles. Information:
David Levy, 213-652-0222.

Aprit 7, Television Bureau of Advertising regional sales confer-
ence, Crystal Gateway Marriott, Crystal City, Va. Information: Lee
Barney, 212-486-1111.

April 9-12, National Association of Broadcasters annual con-
vention, Las Vegas Convention Center, Las Vegas. Information:
Hilda Jannesson, 202-429-5353.

April 10-12, Cabletelevision Advertising Bureau annual confer-
ence, Waldorf-Astoria, New York. Information: Vince Fazio, 212-
751-7770.

April 13-16, 20th annual International Television Association
international conference and Golden Reel awards ceremony,
Caesars Palace, Las Vegas. Information: Inez Wehrli, 214-869-
1112,

April 14, International Radio & Television Society newsmaker
luncheon, Waldorf-Astoria, New York. Information: Marilyn Ellis,
212-867-6650.

April 15, The Law and the Program Director, NATPE Interna-
tional educational foundation regional seminar, Adam’s Mark Hotel,
St. Louis. Information: Steve Currie, 503-243-6666.

April 15-19, Munditele world show of television productions,
Feria De Zaragoza, Zaragoza, Spain. Information: Manuel Boada,
718-544-8400.

April 16-17, Economics and the '88 Elections conference for
journalists, cosponsored by the Foundation for American Communi-
cations and the Gannett Foundation, Vista International Hotel,
Washington. Information: Dale Shaps, 213-851-7372.

April 17-20, Broadcast Financial Management Association
and Broadcast Credit Association 28th annual conference, Hyatt
Regency New Orleans, New Orleans. Information: Mary Ghiselli,
312-296-0200.

April 18, The Law and the Program Director, NATPE Interna-
tional educational foundation regional seminar, Marriott Marquis,
Atlanta. Information: Steve Currie, 503-243-6666.

April 21-22, Mass Media in a Multi-Cultural Society, the 38th
annual Broadcast Industry Conference, San Francisco State Univer-
sity, San Francisco. Information: Nathan Shoehaiter, 415-338-1626.

April 22, The Law and the Program Director, NATPE Interna-
tional educational foundation regional seminar, Hyatt Hotel, Minne-
apolis. Information: Steve Currie, 503-243-6666.

April 22-24, PBS Rocky Mountain Retreat, women’'s media con-
ference, Sundance Resort, Sundance, Utah. Information: Suzanne
Singer, 703-739-5036.

April 25, The Law and the Program Director, NATPE Interna-
tional educational foundation regional seminar, Downtown Marriott,
Salt Lake City. Information: Steve Currie, 503-243-6666.

April 26, Advertising Age awards dinner to benefit the Museum
of Broadcast Communications, emceed by Jay Leno, Chicago Hil-
ton and Towers, Chicago. Information: Laura Zuckert, 312-649-
5205.

April 26-28, Commwest visual communications technologies ex-
position and conference, Vancouver Trade and Convention Centre,
Vancouver, British Columbia. Information: Peter Dixon, 416-536-
4621.

April 28-May 3, MIP TV, Palais de Festival, Cannes, France.
Information: Barney Bernhard, 212-967-7600.

April 30-May 3, National Cable Television Association, Los
Angeles Convention Center, Los Angeles. Information: Dan Dob-
son, 202-775-3606.

May

May 9-13, Video Expo Los Angeles, seminar for video profes-
sionals, Los Angeles Convention Center, Los Angeles. Information:
Barbara Dales, 800-248-5474. In New York, 914-328-9157.

May 11-18, Golden Rose of Montreux Television Festival for
light entertainment television programs, Montreux Convention
Center, Montreux, Switzerland. Information: John Nathan, 212-223-
0044.#
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MEDICAL
CENTER

A new half-hour reality-based drama from Ralph Edwards and
Stu Billett, producers of “The Peoples Court” and “Superior Court”
Compelling medical cases from today’s headlines that affect your
viewers’ daily lives. Available for stripping this fall.
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CNN move to new quarters
created technical dilemmas

(Continued from Page 32)

People who had previously been able to hail a col-
league with a hand-motion or a shout were now
hundreds of feet away. As a solution, speaker-phones
were put in for emergency communications.

In other cases, the technical improvements related
more to the modern image CNN wanted its new stu-
dios to have. Significant time and energy was spent
for on-camera improvements.

One of the news sets was slated to show the an-
chors overlooking the atrium of the CNN Center
complex, a retail area with shops, night spots and
glass elevators.

But this vista created problems. Because of the
great temperature differences between the atrium
and the studio due to hot studio lighting, the studio
shots required different cameras to avoid distortion.

Engineers solved the problem by putting filters on
the set’s windows that look out over the atrium.

“Now, we have a desired effect of a ‘nice, warm
anchor,” with the building just slightly blue and a bit
out of focus,” Mr. Furnad says.

Unwanted glare and reflection on the studio win-
dows from both atrium lights and anchor desk-tops
was another concern. To fix the potential problem,
the glass was angled to reflect the floor. Plus, the set
was moved far enough from the glass to eliminate
troublesome glare.

It was also decided that the new CNN Headline
News weather sets would have a distinct look. A new
Chromakey set was constructed on a flat wall.

Normally, problems arise because the on-camera
meteorologist needs to look to the side of the weather
board at a monitor while appearing to actually be
looking at the map.

“When that happens, it’s obvious they are not
looking at the weather board,” Mr. Furnad says. “We
had to make it look more realistic.”

Technicians cut a hole in the weather board, and
put the monitor inside it. Then they had to mask the
monitor so that the camera wouldn’t pick it up.

“It took a lot of playing with the cameras so that
the clip-on switcher would clip out the recess,” said
Mr. Furnad.

Most of these problems and enhancements were vi-
sualized well before the move.

Once CNN executives felt they had planned as
much as possible, a four-week regimen was set up
just before the move.

The first week, in mid-June, was devoted to testing
cameras, audio and lighting and communications
systems. The second week consisted of rehearsals,
with anchors reading from the TelePrompTers and
technicians inputting graphics.

In the third week, writers, copy editors and pro-

ducers were producing 10-minute “shows”—not for
airing, but as part of a familiarization process.

The fourth week was for more intensive rehearsals,
intended to get all participants in the process.

Some design bugs were discovered even at that late
date. For example, editors discovered that they had
to go through two doors to get into the playback
room. In an emergency situation, where fast-break-
ing news needed to be edited in a hurry, this would
cost precious seconds.

The problem was fixed by cutting a hole in the wall
and putting in a flap door where the tape could be
passed to the playback room.

Because both CNN and Headline News are 24-
hour-a-day operations, the move had to be accom-
plished without any interruption of service.

“Engineering figured out what we needed to stay
on the air in both places,” Mr. Furnad says.

The fact that so much of the CNN studio equip-
ment was either new or enhanced rather than simply
moved from one place to another made things easier.

Some $12 million in new equipment was ordered.
For example, the newsroom computer capacity was
expanded to six 380-megabyte disk-drives capable of
serving as many as 500 terminals and printers.

Perhaps the biggest hurdle to face was how to com-
municate signals from CNN Center to satellite
uplinks, which were—and still are—at Techwood,
two miles away. Three miles of fiber-optic cable and
15 satellite sending and receiving antennas were in-
volved. Previously, the dishes were quite literally in
the back yard.

Difficulties were avoided because while the CNN
Center was being built, the earth station at Tech-
wood was being rebuilt.

“Everything was moved so they were able to go
install each end of the fiber network ahead of time
and get them checked out,” says Charlie Huff, man-
aging director of CNN's Newsbeam satellite service.

“We switched circuits over that weekend so that
we had some of the feeds terminating both at Tech-
wood and CNN Center. Then, as gradually as possi-
ble, we had some terminating only here, and then all
only here.”

The switch was officially accomplished at 6 a.m. on
July 13. The mood was jubilant.

At the time, Ed Turner, CNN executive vice presi-
dent, said, “About 5:30 this morning, I think every-
one was holding their breath to see if the thousands
of feet of cable, wires and phone lines and millions of
dollars worth of new equipment would be on line
with no problem.

“At 6:01 a.m.,” says Mr. Turner, “a lot of people let
out a huge sigh of relief and were very excited to see
this move completed.” #

Tacky promotions
can gain publicity
for radio stations

Radio stations across the country
are making a discovery: Promotions
in quasi-bad taste bring good re-
sults.

Consider the way KWK-FM in
Granite City, Ill.,, which serves the
St. Louis market, celebrated De-
cember’s Reagan-Gorbachev sum-
mit.

‘“We all noticed the nice, little
birthmark on Gorby’s head,” says
Jane Mertens, station promotion
director, “so we wondered who else
had strange ones.”

So KWK held a “weird birthmark
contest.”

The first to wonder was morning
man Steve Cochran, host of “The
Dawn Patrol,” which became the
forum for the search.

During the superpower summit,
St. Louis listeners called in and de-
scribed their unusual birthmarks on
the air. Those with the oddest ones
were invited to the station for an
examination and on-air description
by Mr. Cochran. The only exception
was a man who claimed to have a
birthmark shaped like the state of
Missouri on his private parts.

“Nobody here wanted to check
that out, so we had him bring his
brother along, who confirmed it,”
explained Ms. Mertens.

But the winner was Patrick
Whitechurch, who sports “a large,
strange one on his nose that turns
red when he becomes sexually ex-
cited,” she says.

The station proved that by giving
Mr. Whitechurch pictures from
Playboy and Penthouse magazines
to look at.

“It really did light up,” insists
Ms. Mertens, “and as soon as it did,
he was the clear winner.”

His prize? A trip to Moscow.
That's Moscow, Idaho, not Russia.
However, Mr. Whitechurch opted
for a substitute trip to the Bahamas.

The station’s prize: loads of local
publicity, including both TV and

and falls.

'Don't let a little
fall...be your
downfall

This public service health cam-
paign draws attention to the
threat of structural health problems

and how they can be avoided. It also
gives safety tips to protect against minor

falls which can turn into major health pro-
blems. Send for these free, produced television
and radio spots without obligation. Preview
them and schedule only if you like them. No
need to return tape. More than 2,000 radio and

N

The consequences of an
uncontrolled fall from a major i
height is obvious, but what most
people overlook is the seriousness
of minor slips, slides, stumbles

FREE 60-SECOND AND 30-SECOND SPOTS
FOR RADIO AND TELEVISION

1701 Clarendon Boulevard
Arlington, Virginia 22209

Public Service Director
Station

Street Address

City

T.V. stations run ACA-produced spots

TO: American Chiropractic Association

Please send me copies of “FEAR OF FALLING" public service spots for
Television (One 60 sec. & one 30 sec on *%" Videocassette)
Radio (Five 60 sec. & five 30 sec. Taped Spots)

| understand the spots will be sent without cost or obligation

Please Send Me Additional Health Campaigns That Are Available

88-1

State 2ip

MARKETING
isan Spt man
newspaper coverage.

How does radio get away—and
get ahead—with stunts of question-
able taste?

““People don’t see your face on
radio,” reasons Ms. Mertens. “DlJs
are used to saying and doing outra-
geous things. And people love it.
Driving to work, people love to hear
obnoxious comments that they may
be thinking but can’t say at work or
in public.”

Houston’s KLOL-FM went public
in a big way recently with its less-
than-proper ‘‘Bazoomerang Bras-
siere,”” a 40-foot, 400-pound bra
made out of canvas.

The station had it built by a local
awning company for $5,000 to pro-
mote its giveaway of a breast-en-
largement operation. In the KLOL
contest, modeled after a similar
contest held last year by WYHY-FM
in Nashville, Tenn., participants
had to explain why they were the
most deserving of larger breasts.

KLOL unveiled the colossal cups
by hanging them from a station bill-
board. The bra was hung in the
middle of the night so it could greet
Houston’s commuters the next
morning.

It did, but by noon the city made
KLOL take it down because the size
violated billboard codes.

Undeterred, KLOL staffers
brought the bra to a community 10-
kilometer run using roller skaters.
Next, they hung it from a hot air
balloon, then it turned up at a local
marathon.

The publicity helped bring in 300
contest entries over a 40-day period.
The winning entrant was Lisa Yost,
who submitted a mannequin with
her face painted on it; the breasts
were cut out and replaced with de-
flated balloons.

Nashville’s WYHY recently gave
away an even tackier prize: a fu-
neral.

The station suspended a coffin
full of money at various intersec-
tions around town, and listeners
called in to guess the sum. The per-
son coming the closest without
going over was awarded the money
and was invited to have their fu-
neral paid for ahead of time. The
winner opted instead for an undis-
closed cash prize.

‘“Sometimes we get complaints
that contests are in bad taste,”
admits WYHY Promotion Director
Scott Baker. “But we also get lots of
calls saying it’s great, so it evens
out.

“We're trying to get back to the
old radio days when stations had
people running from UFOs. We play
good music, but so do a lot of other
stations. We have to offer the best
entertainment, too.”

Last week, that consisted of an-
other strange giveaway: a divorce.

About 1,000 Nashville listeners
called in, eager to win the prize by
explaining why they most deserved
it. The winner was a woman who
wanted the prize for her married,
live-in boyfriend. #
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rinally! The healthy alternative
to all the talk. “BODY BY JAKE”
—anew kind of morning
show that makes you
feel great. It's celebrities.
Fitness and nutrition.
Workout demonstrations.
And Jake Steinfeld—a master
of motivation who knows how to
work up an audience and get results!
Renowned trainer to the stars
and fitness expert, Jake gets
you up and gets you
going...so what are

you waiting for? Discover
what the stars have known all along.
FIRST-RUN HALF-HOUR STRIP.
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SOLID TESTIMONY F(

“Divorce Court”Is an Early Fringe “Divorce Court” Is an Unbeatable
Performer. Leadout with Soaps.

“When it comes to early fringe, ‘Divorce Court’ beats "As a leadout from a soap, ‘Divorce Court’ gives
therm hands down, no matter how tough the com- us a 100% gain in HH share. That's a pretty
petition claims to be. Since we replaced ‘Barnaby powerful measure of success by itself, but it
Jones’ with ‘Divorce Court’, we’ve seen our HH goes even further and keeps us competitive
share increase 53%. It's tested. It's proven. And it against Oprah. In fact, we've seen a 29% gain
works better than we ever imagiried”. in HH share since May '87 alone. There's no

—Frank O'Neil doubt aboutit. 'Divorce Court’ gives us more
KXAS-TV Dallas competitive performance than any other half-

hour program. it's certainly measured up to its
promise...and beyond".

Time Period Divorce Court WSVI? OTt\)/L/ﬁI def
Market May '87 Nov: '87 Gain ; lami
Dallas Nov. '87* -HH SH-
KXAS (3:00) 15 23 +53% Market Lead-In Divorce Court Gain
; Los Angeles** .

RVOV (400) 22 28 +27% KCBS (3:00) 8 i1 +38%
’ Miami "
%’%’,ﬁa 4:00) 18 20 +11% WSVN 74:00) 11 22 +100%

Nashville
Norfolk WTVF (4:00) 23 24 + 4%
WVEC (5:00) 17 30 +77% Detroi

etroit

WJBK (4:00) 18 19 + 6%
Al data NS! Shreveport

KTAL (3:00) 16 21 +31%

Knoxville

WATE (4:00) 20 28 +40%

“*ARB. *NSi November, May ‘€7 OMA shares



R DIVORCE COURT!

We said “Divorce Court” works
in early fringe. Some saw that
as an opportunity. And they
profited from it.

They captured the power
“Divorce Court” delivers. ..
ratings that are well beyond
their expectations.

“Divorce Court” took on
the top competition. Com-
peted in one of the toughest
time periods—the soap lead-

“Divorce Court” Is the Proven out time periods. And “Divorce
Choice. Court” delivered! Thats a fact.

B e - e
We’gve seen;/?ts strength in bu/fc)jing anpaudience as IO roven :O erf ormer.

the time period leadout of soaps. “Divorce Court’
works'”.

—Richard Lobo

WMAQ-TV Chicago

DIVORCE COURT! Renewed for

the ‘88 season in these markets!

Atlanta, Chicago, Cleveland, l;
Dallas, Denver, Detroit, |

Green Bay, Los Angeles, Miami,

S t- LO u i ) 3 S a n D i eg O ] S ea ttl e ) A Blair Emtertainment production in association with SCI Programs, Inc.
Washington, D.C....and many
more!

.= BLAIR ENTERTAINMENT

12490 Avenue of the Americas, New York, NY 15104 ¢ (212) 603 5990
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Wall Street

~answers LIN’s
car-phone call

If you don’t believe that the stock market’s October plunge hit
everyone hard, just take a look at LIN Broadcasting Corp.

LIN had always traded at a premium, thanks to a shrewd man-
agement known for slashing overhead and almost always making
the right decision. But when the market fell, even LIN stock
began to tumble.

Broadcasting stocks were falling in line with the market, so the
decline was no great shock. But for the first time, the market was
also getting nervous about the blos-
soming cellular telephone business, in
which LIN had staked a big part of
its future.

As LIN stock fell to $34, down from
its 52-week high of $51, some ana-
lysts wondered whether those hit by
the crash would be able to afford
their cellular car phones.

After all, went the reasoning, your
typical Yuppie might not be able to
justify spending $100 a month just
for the privilege of phoning in his
sushi order on the way home from
Wall Street.

Now that the market plunge is four
months behind us, it’s clear that those
fears were unfounded. Either the
Yuppies figured that their car phones
were a necessity, or the appeal of the
cellular phone goes a lot deeper than may have been rea-
lized.

Michael Arends, who tracks media stocks for Kemper Financial
Services in Chicago, is a longtime believer in LIN Broadcasting
and is among those who think the car phone is here to stay.

Says Arends: “Surprisingly, Yuppies are a very small segment
of cellular users. People are finding out that it’s a tremendous
productivity tool.

“Every operator I've spoken with recently is reporting increas-
ing cellular growth. In fact, they all said that December was their
best month ever.”

Indeed, those who bailed out on LIN in October didn’t have to
wait long to regret their decision. The stock has been trading over
the counter at about $46 a share recently, up about 30 percent
since the market tumbled.

On a price-earnings ratio, the price of LIN stock may seem
high. The company earned 72 cents a share in 1986, and is ex-
pected to report earnings of more than $1 a share in 1987.

“The stock is overpriced, but it’s been overpriced for the last
ten years,” says one analyst who follows the stock for institu-
tional clients. “LIN has never been a stock you buy to make a
quick buck. It's one of those great long-term situations where if
you believe these guys know what they’re doing—and they do
have a record of knowing what they’re doing—you’ve got to like
the stock.”

Analysts give much of the credit to LIN President Donald Pels,
who has become well known for running a no-frills corporation.
Typical of the company’s bottom-line approach is an annual re-
port that’s printed on plain brown paper and doesn’t even have
the traditional full-color mug shots of the top executives. In fact,
there’s no pictures at all.

No matter. Wall Street saves its excitement for the numbers,
and LIN’s numbers have always been pretty exciting.

Mr. Pels built a handsome little company by purchasing under-
valued TV and radio stations and maximizing profits. Better yet,
he always made it clear that his main goal was to buttress the
price of LIN stock.

Until recently, the heart of that goal was LIN’s seven TV sta-
tions, most of them in small- to mid-sized markets, except
for KXAS-TV, the NBC affiliate in Dallas-Forth Worth.

By 1986, LIN also owned five AM and five FM radio stations,
but Mr. Pels decided that the stations “were no longer significant
enough to provide for appreciation in the price of LIN stock.”

By then, LIN had also begun to stake a large share of its future
on cellular phones. In 1985, more than $41 million of the com-
pany’s $195.3 million in revenues came from the cellular busi-
ness; all of its earnings came from broadcasting.

That, however, has changed. Mr. Arends estimates that LIN
may report cellular earnings of $25 million for 1987, and says
cellular earnings could reach as much as $100 million annually
within five years.

LIN has a 45 percent stake in the New York cellular market, 35
percent in Los Angeles, 51 percent in Philadelphia, 60 percent in
Dallas and 56 percent in Houston.

Moreover, the company is involved in both litigation and nego-
tiations that could result in LIN owning the rights to the entire
New York and Philadelphia markets, as well as much of Dela-
ware and New Jersey.

The cellular industry now estimates its penetration rate at less
than 1 percent of the market. The more optimistic estimates are
that the penetration rate could be as high as 10 percent in 10
years. If the penetration rate goes anywhere near that high, Mr.
Pels might even have to put his picture in the annual report.#

FOCUS
ON FINANCE

M. Howard Gelfand
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ELECTRONIC MEDIA stock index results for the week ended Jan. 29

Jan. 22 Jan. 29 Change
Comcast $22.38 $24.50 9.47%
Gannett $34.00 $37.00 8.82%
TCI $22.75 $24.50 7.69%
Scripps Howard $76.00 $80.00 5.26%
Cap Cities/ABC $323.75 $337.75 4.32%
King World $17.63 $18.38 4.25%
Time Inc. $83.00 $86.50 4.22%
Cablevision $25.25 $26.25 3.96%
Multimedia $52.50 $54.00 2.86%
Tribune Co. $35.75 $36.63 2.46%
General Electric $44.25 $45.13 1.99%
AH. Belo $47.25 $48.13 1.86%
Gulf & Western $70.25 $71.50 1.78%
Coca-Cola $37.13 $37.63 1.35%
Disney $57.75 $58.13 0.66%
CBS $156.75 $157.75 0.64%
Jan. 22 Jan. 29 Change
Turner Broadcasting $9.13 $9.13 0.00%
Lorimar Telepictures $10.00 $10.00 0.00%
Jones Intercable $10.88 $10.88 0.00%
Jan. 22 Jan. 29 Change
United Cable $27.50 $26.88 -2.25%
Viacom $21.00 $20.25 -3.57%
MCA $40.75 $38.63 -5.20%
Home Shopping $4.88 $4.25 -12.91%

Source: Nordby international

Tribune net income up 15%

The Chicago-based Tribune Co.
posted a 15 percent increase in net in-
come to $163 million, or $2.07 per share,
for fiscal 1987 before non-recurring
items and special charges. Operating
revenue increased to $1.5 billion for the
year, compared to $1.4 billion in 1986.
The net income and operating revenue
figures exclude $201 million in extraor-
dinary gains in 1986, including the sale
of the Los Angeles Daily News and cer-
tain cable TV operations. They also do
not reflect $21 million in after-tax sev-
erance charges in 1987 related to its
New York Daily News operation. For
the fourth quarter ended Dec. 27, 1987,
net income increased 18 percent to $55
million, excluding non-recurring items.

* % %

The Walt Disney Co. reported net in-
come rose 12 percent to a record $100.4
million, or 73 cents per share, for the
first quarter ended Dec. 31, from $89.8
million, or 66 cents per share, for the
same period in fiscal year 1986. Total
revenues for the Burbank, Calif.-based

BUSINESS BRIEFS

company rose 11 percent to $734.6 mil-
lion, from $660 9 million for the same
period a year earlier. The increases were
attributed, in part, to the hit “Three Men
and a Baby” and improved home video,
theme park and cable results.

x x *

Universal City, Calif.-based MCA Inc.
recently reported a 9 percent decline in
earnings for 1987. Net income totaled
$137.3 million, or $1.82 per share, com-
pared to $150.9 million, or $1.97 per
share, in 1986. The drop in net income
was due primarily to a $36.4 million loss
in operating income from its toy opera-
tions. MCA’s 1987 revenue’s totaled $2.6
billion, compared to $2.4 billion a year
earlier. For the fourth quarter, MCA’s
net income rose 26 percent to $21.8 mil-
lion, or 30 cents per share, compared
to $17.3 million, or 23 cents per share for
the same period a year earlier. Revenues
for the three months were $674.4 mil-

lion, compared to $642.4 million for the
same quarter in 1986.
* *x X%

New York-based Time Inc. reported
its net income more than quadrupled for
the fourth quarter in 1987. Profits for
the quarter totaled $52 million, com-
pared to $12 million the same period a
year earlier. Revenues for the quarter
totaled $1.1 billion, up 10 percent from
$1 billion for the 1986 fourth quarter. A
charge of $63 million to cover staff re-
ductions was part of the 1986 results.
Positive results from cable TV, where
Time’s American Television and Com-
munications Corp. posted an $11 million
rise in net income, helped fuel overall
quarterly gains.

* % *

Englewood, Colo.-based Jones In-
tercable reported a 73 percent drop in
net income to $465,000 for the second
quarter ended Nov. 30, compared to $1.7
million for the same period the year be-
fore. Revenues for the quarter declined
3 percent to $6.8 million. #




FINALLY
PROVED.
IT’S NEVER
TOO LATE
FOR LOVE!

Lorimar Syndication Special Ratings Edition November 1987

“M NOT
ASHAMED!”
CHUCK WOOLERY
BRAGS ABOUT
HIS AFTER HOURS
LOVE AFFAIR!
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ent show is now available nationally!

Being married to your work has its advantages.

Good Company has a point of view . . . His and Hers.

It’s Steve Edelman and Sharon Anderson. They've got a great marriage—
and a great television show. & Steve and Sharon continually captivate
viewers with their wit, charm, curiosity, sensitivity, spontaneity—and the
special bond between them. ¢ The result: Good Company dominates
the 3-4 pm scene in Minneapolis-St. Paul with a 35 household share.
More than the next two stations combined! Beats Hollywood Squares,
Newlywed Game and Magnum P.L, just as it has
topped People’s Court, Jeopardy, Wheel of Fortune
and many others over the past six years.

¢ Good Company captures a staggering

61 share of Women 18-49 and 25-54!
¢ Come September, Good Company
goes into syndication. Joining the
ranks of Oprah, Donahue,
PM Magazine, Mike Douglas
and The Judge, shows that
jumped from local hitsto £
- , national sensations. /// '
¢ Good Company. A proven format. |
A show with a strong relationship
between talent and viewers.

i

Its more than a relationship, 1t’s a marriage.

SOURCE: NSI NOVEMBER 1987 © 1988 GROUP W PRODUCTIONS

Woild Radio Hisioi;
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Classified Advertising

To place a classified ad call Tina Sposato at (212) 210-0204

Stations
For Sale

Stations
For Sale

EAST

500 East 77th Street
Suite 1909
New York NY 10021

(212) 288-0737

9454 Wilshure Boulevard
Suite 600

Beverly Hills CA 90212
(213) 275-9266

SOUTH

11285 Eikins Road
Suite )-8

Roswell GA 30076
(404) 4425711

HAL GORE, Vice-pres

“25 YEARS EXPERIENCE GOES INTO EVERY SALE”

Medkir Brokors

TV «RADIO « CABLE « APPRAISALS

g

wFulltimer. Big city in South Carolina.
$325,000.

mAM/FM. South Central Ohio. Powerful
AM. $440,000. Terms.

mCable systems and TV stations.

For Sale

Help Wanted Help Wanted
The Newhouse School at Syracuse Uni-
SPECIAL versity seeks a faculty member in its de-
PROJECTS MANAGER partment of Broadcast Journalism. The

Position open for an experienced
Television Journalist with a track
record of top-notch investigative
and series work to lead our award
winning eight member Special
Projects Unit. Must be a leader, a
creative self-starter and people mo-
tivator. He/She approves story
ideas and coordinates all special
project’s production which includes
at least 77 multi-part series and 6

documentaries annually. Send re- |

sume and tape to:
Alan Griggs
WSMV-TV
P.O.Box 4
Nashville, TN 37202-0004
EOE

Complete videotape loading,evalua-
tion and sales facility with highly sale-
able inventory. Owner will stay mini-
mum 1 year for start-up. $400,000.

AT LI D iy Favorable terms. Metro New York
BUSINESS BROKER :Dity Ilocation, gi,ogo swq..tn. with long
ASSOCIATES Sl e
& 615-756-7635, 24 hours BOX #F-12
Syndication Syndication
( LIFEPLANNING, the
- do Todﬂ‘J \ community outreach campaign,
',"I}hmgs to can help you reach your
) dgeh-n: 1988 goals. Call
¢ BUOSE— Robb Datton for more
\ A MKE. V\Q‘Ne's information:
\o ptract onem (602) 561-0490
-
\ LIFEPLANNING

THE WEATHER CHANNEL seeks an
innovative, aggressive National Sales
person, to serve the Chicago market.
Candidates must display an ability to de-
velop creative approaches and alterna-
tives, targeted to individual client's ad-
vertising needs. Applicants should have
strong communication skills, accompan-
ying an advertising sales or media back-
ground. Responsibilities include calling
on established accounts at agencies and
clients, as well as developing new busi-
ness leads. Qualified candidates must
be highly motivated and hard working.
Good base salary/commissions/benefits.
Send resume to:

THE WEATHER CHANNEL

435 N. Michigan Ave.

Chicago, IL 60611

Att: Bob Mahon

EOE

Video Tape Commercial
Services Time
Blank Videotape Overstock

Always Broadcast Quality Guaranteed

KCA w/album KCS w/album
60 min. $8.25 20 min. $5.00
30 min. $6.25 10 min. $4.00
20 min. $5.75 05 min. $3.00

Call for Great 1" & 2" Prices

Toll Free From Anywhere—1-800-346-4669

=% VIDEOTAPE SERVICES INC. ="'

Shopping Nework client will buy
last minute TV air time, 15 min-
utes to 24 hours. Please call with
R.O.S. closeout prices. 12 min-
utes of TV time on small sta-
tions is available anytime at $75
per segment. Contact:

NATIONAL MARKETING MANAGER
KMPH-TV, the nation’s #1 indepen-
dent television station, is seeking an
experienced National Marketing Man-
ager. Applicants should have exten-
sive experience in national marketing
(preferably independent) or national
rep. firm experience. Salary/commis-
sion commensurate with experience.
Applications will be taken through
March 31, 1988. Send resume to:

Personnel Department
KMPH-TV 26
5111 East McKinely Avenue
Fresno, CA 93727
No phone calls please
EOE M/FH

Syndication Account Executive
Group W Television Sales is

successful candidate must have signifi-
cant practical experience in broadcast
journalism and must have a graduate de-
gree. This is a tenure-track position. The
person hired will be expected to contrib-
ute to the advancement of knowledge in
the field as well as meet teaching obliga-
tions. The successful candidate must be
able to teach writing and reporting and
should have additional areas of interest
and expertise related to broadcast jour-
nalism. Rank and salary commensurate
with qualifications and experience. Send
vita and names of three references to:
Professot Don Edwards

Broadcast Journalism Search Committee
S.1. Newhouse School of Public Commu-
nications

Syracuse University

Syracuse, NY 13244-2100

Syracuse University is an Affirmative Ac-
tion/Equal Opportunity employer.

Transmitter Supervisor--WPLG-TV
Miami, Fla. is looking for a Transmitter
Supervisor with 5 years experience to
maintain transmitters, microwave, down-
links, etc. Send resume to Personnel
Dept, 3900 Biscayne Blvd, Miami, FL
33137. EQUAL OPPORTUNITY EM-
PLOYER

TELEVISION SALES-Strong group affili-
ate station located in the sun belt is look-
ing for an experienced sales person who
is innovated and aggressive. Must be
comfortable dealing with local and re-
gional accounts. Exciting growth market
plus a great place to live. Send resume in
confidence to: ELECTRONIC MEDIA,
Box #E-02. EOE.

News Producer. Los Angeles television
station seeks talented experienced News
Producer. Must hav® 3-5 year® major
market news experience with 1-2 years
as a producer. Write: ELECTRONIC
MEDIA, Box #E-03. EOE

Call
Tina
Sposato

212-210-0204

And let her put you in touch with
the 68,000 television, radio and
cable executives who look to
ELECTRONIC MEDIA every
week for essential news, infor-
mation, and features.

And, when these same execu-
tives want new career opportuni-
ties, they turn FIRST to the

Advertising
Rates

and Deadlines

Display Rates: Dis-
play ads are $57.00
per column inch. Fre-
quency rates are avail-
able. Display advertis-
ing is available in units
of 1 inch or larger.
Non-Display Rates:
Non-display classified
rates (straights) are
$1.00 per word with a
minimum charge of
$20.00 per advertise-
ment

Blind Boxes: Add
$7.50 per advertise-
ment

Deadlines: Copy
must be in typewritten
form in the New York
office by noon Tuesday
prior to publishing date.
Camera ready display
ads should be in the
New York office by
noon Wednesday prior
to issue date. Prepay-
ment required for
straight advertising.
Send copy and pay-
ment to: Classified Ad-
vertising,

ELECTRONIC MEDIA,
220 East 42nd Strest,
New York, N.Y. 10017.

ELeECTRONIC MEDIA
cannot be responsible
for advertisements sent
via telecopier that are
not clearly legible or for
ads sent with detailed
layouts that we type-
set.

Blind Box replies
should be addressed to
Electronic Media Clas-
sified, (box number),
220 East 42nd Street,
New York, New York
10017.

Requests for sam-

seeking a syndication account re not permitted
F%C&méggg" executive with a minimum of 2 ELECTRONIC MEDIA CLASSI- A8 GO (Lol (e
Sarasota éL 34230 years experience in syndication FIED SECTION. in blmd. ads. Reade.rs
Lowest Prices on Blank Videotapes 1-800-752-6668 sales or station program man- That's why advertising in responding to ads with
Broadcast Quality Guaranteed agement. Program sales experi- ELECTRONIC MEDIA’S CLASSI- box number addresses
Sample Prices: 1" 60 min. wishipper - $30 ence in southern markets is pre- FIED SECTION is your most ef- are advised not to send
3/4" KCA5 wialbum - $3.99 ferred. Please address all fective and efficient way to con- ith thei
CARPEL VIDEO INC. | Employment inquires tO:BOB GORE tact the best qualified candidates :é%'g(oizrgglﬁilvevgs tthgl;
H . for the job.
T 2 q
In Maryland: 301-845-8888 Services LA gl e ELECTRONIC MEDIA CLASSI- are duplicate copies
TOLL FREE: 800:238-4300 - New York, NY 10016 FIEDS REALLY PULL. Try them that need not be re-
10,000 RADIO-TV JOBS ) 212-883-6692 and you'll see the quality differ- turned. Samples
— —— — PUBLISHED YEARLY. UP TO 98% OF THE EOE ence in the responses you get. hould b bmitted
VIDEOTAPE FOR SALE NATIONWIDE RADIO AND TV JOBS OPEN- Closings are every Tuesday for should be submitie
Evaluated 2" 3/M and Ampex wicase - ING IN AMERICA ARE PUBLISHED Monday’s issue. only directly to a com-
60:00's and 30:00’s. Super value! Call Bill WEEKLY BY US! THE MOST COMPLETE, any whose identi is
Eckenrode - 1-800-331-3735 CURRENT AND LEAST EXPENSIVE SER- GRADUATE ASSISTANTSHIPS will be pany ty
VICE. WE DON'T CHARGE FIFTY DOLLARS available September 1, 1988 at Pepper- ELECTRONIC MEDIA known. ELECTRONIC
Situations g’}\g;?};”;’;’g QEETFZ%YM(:%K‘D?& mgag;iv(g;;iﬁe Aog:r':tﬁi%? g::g»nr: A New Kim} of Publication MEeDIA c'?nnot Irecover
JOCKEYS, NEWSPEOPLE, PROGRAM- i i i o0 any work samples sent
MING, PRODUCTION, SALES, ENGI- {a‘;s?;?:;‘;’;};yid?,;ﬂﬂnsxg,‘;’;oﬁ;":ggf New World of Media . toyadvertiseF:s The
Wanted NEERS, MUSIC DIRECTORS. ALL JOBS ation of FM cablecast station), and a . h .
NEATLY COMPUTER PRINTED AND Broadcast News Director (coordinate identity of box number
MAILED FIRST CLASS. MONEY BACK news operations for student tv and radio). advertisers cannot be
Dear Television Executives: GUARANTEE. ONE WEEK $6.00 SPECIAL! Each assistant will work approximately 20 ELECTRONIC MEDIA revealed
Ambitious college graduate with 3-1/2 SIX WEEKS $15.95 YOU SAVE $20.00. hours per week and will receive $400 per Classifieds N .
years local production experience is look- YEARLY $120.00 month plus a partiak-to-full tuition waiver. MAXIMUM COVERAGE For additional info:
ing for “the big break”. Proven produc- AMERICAN RADIO To request an application, write the Grad- ata Call
tion, writing, organizational and commu- uate Committee Chairman, Communica- MINIMAL COST
nication skills. Good wam player and Js?aBN EMASAngET @ tions Division, Pepperdine University, This Space Costs Only Tl2N12 52P108AT0
relocation no problem. Wiite: 1553 N. Malibu, CA 90265. 213-456-4211. Appli- 0-0204
ELECTRONIC MEDIA, Box #E-04. \ LAS VEGAS, NV 89101 ) cation deadline: April 1, 1988. EOE. $57 ( )
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TV preachers to
disclose finances

(Continued from Page 3)
supplied, Mr. Clark said. “The ministry has
the obligation and the right to determine where
these huge amounts of money went.

“If Mr. Bakker has it, we intend to find
it,” Mr. Clark added.

The lawsuit asks that the Bakkers and Mr.
Taggart return various sums of money that
add up to $52 million.

Mr. Clark said the money Mr. Bakker and
Mr. Taggart took from the ministry for their
private use forced broadcast stations to drop
the show because they weren’t being paid.

He said PTL needs $4 million by May 2 to
pay off the debts it has incurred since filing
for Chapter 11 bankruptcy.

Mr. Clark said that the PTL had been a
member of the Evangelical Council for Finan-
cial Accountability, another organization with
an ethical code for charitable organizations that
will administer NRB's new standards.

“ECFA simply relied on documents that were
sent to them,” Mr. Clark said.

But ECFA President Arthur Borden told
ELECTRONIC MEDIA that his organization’s en-
forcement procedures have been toughened
since PTL was a member, and that PTL’s board,
lawyers and accountants had “lied” to ECFA.

Mr. Clark, a member of the EFICOM board,
added that NRB members will be subject to on-
site random inspections by EFICOM.

Broadcast ministries with annual incomes of
less than $100,000 are exempt from the re-
quirement that their boards not consist of a
majority of family members.#
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Politicians woo televangelists

By ROBERT HOMAN
Staff reporter

WASHINGTON—Attendees at the National
Religious Broadcasters convention got a
heavy dose of politics both from President
Reagan and those hoping to succeed him.

President Reagan used the platform here
last week to call for more aid to the Contra
rebels in Nicaragua and to let the religious
broadcasters know that the PTL scandal
hasn’t diminished his support for them.

“Your critics have delighted in taking the
actions of an isolated few and portraying all
broadcast preachers in that light,” Mr. Rea-
gan said. “It won’t work.

“Long before the revelations about one
ministry, you were busy assembling a board
of ethics and a code of conduct for your en-
tire field.”

Meanwhile, Republican presidential can-
didates Pat Robertson and Vice President
George Bush competed for attention at the
convention, which was attended by more
than 4,000 people.

Mr. Robertson, former head of the Chris-
tian Broadcasting Network, said at a con-
vention press conference that his opponents
are trying ‘‘every underhanded trick’ to
deny him the nomination.

The former “700 Club” host added that
his supporters are even being called
‘“‘cockroaches’” on the campaign trail.

Due to the Super Bowl, Mr. Bush abbre-
viated his Jan. 31 remarks to the conven-
tion. But he sent his son to meet with re-
porters later.

Also making appearances at the conven-
tion were GOP presidential candidates Sen.

RONALD REAGAN
Reaffirms support for TV preachers

Robert Dole, R-Kan., and Rep. Jack Kemp,
R-N.Y.

PTL trustee David Clark said the Demo-
cratic presidential candidates may have
made a mistake by not appearing.

“Why is it that the Democratic Party is
ignoring what represents probably at least
40 percent of the population of the United
States?” Mr. Clark asked.“The Republicans

invited themselves.”

Traditionally, the NRB has been a forum
for those voicing conservative themes, in-
cluding opponents of abortion and advo-
cates of school prayer.

Conventioneers took breaks from the poli-
tics by browsing the 100,000-square-foot
exhibition hall and by attending some of the
many workshops, including sessions on His-
panic broadcasting and children’s TV. But
the effects of the PTL scandal were evident
in some of the workshops, in which NRB
members discussed public relations and
Christian broadcasters’ lifestyles.

On broadcasting regulatory matters, “Old
Time Gospel Hour” head, the Rev. Jerry
Falwell, urged NRB members to contribute
to a legal defense fund “to keep religious
broadcasting on the air.”

“We all know what has just happened
with the must-carry rule,”” Mr. Falwell told
the convention, referring to a recent court
decision scrapping Federal Communications
Commission requirements that cable TV op-
erators carry local broadcast stations.

But FCC Chairman Dennis Patrick told
the TV preachers the FCC is not to blame for
the recent must-carry decision, despite a
suggestion by some critics that the court
would have ruled differently had the FCC
offered a better justification for the rules.

In response, Mr. Patrick said: “The FCC
would need hard evidence of harm to the
broadcasting industry generally before
must-carry rules can be justified.”

Mr. Patrick also defended the commis-
sion’s new standards regarding “indecent”
broadcasts, saying that the First Amend-
ment does not protect obscenity.#

'NFL championship means
healthy ’87 for ABC Sports

(Continued from Page 4)
ing, the 37.1 million TV households
tuned in this year was the 10th
highest in Super Bowl history. That
translates to 110 million viewers, 10
million short of ABC’s projection.

The game “transcends all num-
bers,” according to Mr. Iger, who
said the point of pride at ABC
Sports was ‘‘a real good positive
feeling about our production peo-
ple.”

The ratings peaked with the ac-
tion, with a 43.4 rating for the sec-
ond quarter when the Redskins
staged a 35-point uprising. The
halftime rating dropped nearly as
low as the game-opening rating of
40. Then the rating climbed back to
43.2 during the third quarter before
dropping off to 37.7 as the game
ended.

Analysts say the relatively narrow
ratings range reflected the type of
event the Super Bowl has become.

“People know that you rarely get
an exciting game, but they just keep

‘The Super Bowl is and was
the Super Bowl. I’d like to
have three of those a

week.’
—Bart McHugh
DDB Needham Worldwide

watching,” said Tom Winner, exec-
utive vice president for the William
Esty Co.

Ad agency executives cited the
consistently low numbers for sport-
ing events recorded by Nielsen’s
new people-meter measuring system
as one factor in the results from
Super Sunday.

Ron Von Urff, senior vice presi-
dent and media buyer for J. Walter
Thompson, suggested that the over-
abundance of TV sports is having an
impact on big events like the Super
Bowl. He noted that the key demo-
graphic category of men age 18-49
showed a 13 percent drop, from a

50.8 rating last year to a 44.4 for
this year’s game.

“Many of the bigger games just
aren’t getting as much of a draw,”
he said.

However, Bart McHugh, senior
vice president and media director at
the ad agency DDB Needham
Worldwide, said even an underper-
forming Super Bowl was a powerful
vehicle.

“The Super Bowl is and was the
Super Bowl. It’s the ultimate hype,”
he said. “I'd like to have three of
those a week.”

From the NFL’s viewpeoint, Val
Pinchbeck, the league’s director of
broadcasting, said: “We all figured
that with the Redskins scoring the
35 points, you can’t expect to main-
tain an audience.”

He dismissed the notion that the
two weeks of hype preceding Super
Sunday hurts the ratings. “The two
weeks is simply a matter of distri-
buting the tickets and taking care of
logistics for the game,” he said.#

Post-Super Bowl
premieres a ritual

(Continued from Page 4)
detective show that started strong in the ratings but gradually faded
away.

Just 17 days befare this year’s game, ABC scrapped the two-hour
premiere of “China Beach,” which had been slated to premiere after
Super Bowl XXII.

ABC executives said they feared that the Warner Bros. drama,
about a group of American nurses in the Vietnam War, would lose too
many viewers as it stretched toward midnight in the Eastern Time
Zone.

Apparently eager to cash in on advertiser interest, ABC expanded
its post-game show to a half-hour, further delaying the premiere of
“The Wonder Years.”

The network was also buoyed by a positive response among TV
critics who had viewed “The Wonder Years” pilot during the semi-an-
nual Consumer Press Tour.

On Super Bowl night, ABC’s competitors, CBS and NBC, both trot-
ted out female-oriented made-for-TV movies that did well in previous
breadcasts.

“The average survival rate for new mid-season shows is around 25
to 30 percent,” observes Mr. Brooks.

“It appears that these (post-Super Bowl) shows fare no better and
no worse than any others.”

In the case of “The Wonder Years,” the verdict won't be known
until after March 15.

That’s when the show moves into its 8:30 p.m. (ET) slot on ABC’s
Tuesday schedule.#

Purchase delay could cost broadcaster $1 million

(Continued from Page 4)
make the numbers look a certain way.”

She said her group is determined to bring
back the musical format programed “by disc
jockeys that are actually musicologists.”

That approach was dropped in a cost-cut-
ting move by Olympic last month, but Ms.
Borowitz vows that her organization “will get
the format back on the air one way or an-
other.”

Mr. Gabbert denies the accusations leveled
by the coalition, which he describes as ‘‘small,
but like pit bulls.”

Meanwhile, members of the group have sent
more than 100 letters to the FCC opposing the
transfer.

FCC sources agree that the petition to deny
on the basis of the format dispute holds no

water at the agency, but they add that the
allegations that Mr. Gabbert misrepresented
his financial situation must be investigated.

Mr. Gabbert is anxious for the commission
simply to act one way or the other.

“I’'m not saying grant (the transfer), I'm say-
ing just do something,” Mr. Gabbert said. “If
they don’t, I'm out of the business.”

Mr. Gabbert, who served 12 years as presi-
dent of the National Radio Broadcasters Asso-
ciation, claims that the FCC is stalling on the
matter because of a major rule-making on
multiple and cross-ownership that is pending.

“They're afraid if they act on my applica-
tion that they’ll affect the rule-making,” Mr.
Gabbert believes. FCC sources admit that
could very well be the case.

However, Bill Johnson, deputy chief of the

FCC’s mass media bureau, would not predict
when the matter might be settled and would
say only, “we’re into the end of the process.”

John Kamp, director of the FCC’s office of
public affairs, says all of the paperwork on the
case was finished in October. He said that now
the license transfer could be rejected by the
FCC staff or sent before the commissioners if
the staff feels it should be approved.

“If it was a normal case, which it is not, the
first of the year would have been a reasonable
time for it to have gone before the commis-
sioners,” he said.

Roger Metzler, Mr. Gabbert’s attorney, dis-
agrees: “‘(The FCC’s) dispute-resolution mech-
anism is to set the problem aside and forget
about it.”

The FCC's Mr. Kamp acknowledges that

cross-ownership and multiple ownership is “‘a
very sensitive political issue at this time"” be-
cause of the attention drawn by the waiver
requests of media mogul Rupert Murdoch.

Mr. Kamp says it's hard to tell when the
matter will be decided.

In the meantime, Olympic Broadcasting last
week changed KKCY'’s format to Contempo-
rary Hit Radio, the second shift in a month.

In January, Olympic laid off about 12
staffers and switched to an automated format.

Together, the moves have enabled Olympic
to cut its losses from about $100,000 a month
to $30,000 or $40,000 a month, according to
Ivan Braiker, president of Olympic Broadcast-
ing.

“We are operating (KKCY) today as though
we’ll have to keep it,” he says.#

|
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Country music
format focus
of convention

(Continued from Page 14)
sales” in an after-breakfast speech Friday.

Arbitron Ratings Co. is also scheduled to reveal the details
of a new study on country radio stations and their listeners.
The study, which is called “Country Radio Today,” was

conducted in 16 markets.

Among other things, the study found that almost one-
quarter of the country audience listens from midnight to
6 a.m. It also found that the country radio audience in-
creases significantly on weekends, Arbitron says.

The study includes demographic information that is meant
to challenge widely held stereotypes of country listeners.

New York radio consultant Maurie Webster, who in-
troduced his own country radio study at a Country Radio
Seminar two years ago, says these types of studies are

crucial for country stations.

“God knows the country stations need these studies be-
cause advertising buyers think their listeners are hicks
who drive trucks and drink beer. And that’s not the case,”

Mr. Webster says.

In addition to all the workshops, the chief function of
the annual convention is to provide an opportunity for
country recording artists to strut their stuff for country
radio programers, the people who determine which coun-

try records receive air play.

Artists, both known and unknown, get to mingle with
country programers at Thursday evening’s ‘‘Artist-Atten-

dee Welcome Reception.”

Many of the newer country artists will perform for the
programers at Saturday night’s closing banquet, an an-
nual showcase called “The New Faces Show.”

In addition, several better-known artists are slated as
keynote speakers. Kenny Rogers is scheduled to address
the convention at Friday’s breakfast, and Charlie Daniels

will speak to the group on Saturday.

This year, a new entertainment attraction has been added
for Friday night: “The Super Faces Show,” sponsored by the
Academy of Country Music. This year’s show will feature
Hank Williams Jr., who will perform a private concert.#

(Continued from Page 6)
any international market), 20th Century
Fox International Television and Co-
lumbia Pictures Television Interna-
tional.

None of these companies take exhibit
space at MIP-TV. For one thing, timing
works against this show.

Bill Saunders, executive vice presi-
dent of 20th Century Fox International
TV, explains that at MIP-TV, distribu-
tors are still waiting to hear which of
their pilots for the new season will get
the green light by the U.S. broadcast
networks.

“MIP-TV is at the wrong time, and
there’s nothing to talk about,” he says,
adding that just two weeks later the
major studios are able to talk business
during the May Screenings.

At that time, the major Hollywood
studios host foreign buyers looking to
pick up new shows being produced for
the networks’ fall television season.

“Four markets just aren’t needed,”
Mr. Saunders contends, qualifying the

International TV fairs compared

statement by adding that the May
Screenings isn’t really a true market
because there is no central organization
picking up travel expenses for foreign
buyers.

But other American distributors con-
tend MIP-TV can’t be missed.

Though he considers the May Screen-
ings the ‘‘most efficient, in dollar
terms,” Reiner Siek, vice president of
sales and marketing at CBS Broadcast
International, says MIP-TV is a great
place to wine and dine clients.

“There are a lot of people there we
never see for the rest of the year. We
wouldn’t give it up unless those people
moved to MIPCOM.”

Adds Worldvision’s Mr. Cohen: “A
distributor’s catalog should not consist
of just programing that’s going on the
(big three) networks. If major buyers
come, who are we not to come? Why
give up that business?”

While smaller than MIP-TV, MIP-
COM'’s timing makes it of equal im-
portance to Monte Carlo in the eyes

of Mr. Saunders.

Any business that hasn’t been
wrapped up at the May Screenings can
be pursued at MIPCOM, which is at-
tended by a much larger crowd, Mr.
Saunders says.

As for NATPE—whose proper name,
after all, is NATPE International—it
has begun attracting greater numbers of
European buyers in recent years in ad-
dition to its traditional Latin American
customers.

This year, the NATPE convention
comes on the heels of Monte Carlo,
rather than preceding it as in the past,
but some foreign buyers will still hop
from the Riviera to Houston to discover
new American program trends, accord-
ing to Jim McNamara, senior vice presi-
dent of international distribution at
New World Television.

For one thing, says Bill Vitale, direc-
tor of international TV sales at ABC
Distribution Co., foreign buyers are
using NATPE more to look at first-run
possibilities. #

NATPE seen as marketing alternative

(Continued from Page 6)

“Even if you had unlimited money—
which you don’t—there would be no point
in going to all these conventions just to
try to buy programs,” said Charley
Schwartz, a spokesman for Swiss TV.

“I think a lot of it is social—if you
are going to touch base with people in the
industry from elsewhere in the world,
then this is the place to go. But not to all
of them.”

Britain's Mr. Houghton said he agreed,
“because you're going to see a lot of peo-
ple at MIP whom you will have seen in

Monte Carlo and at NATPE.” But he said
the progression of the shows through the
year was valuable.

Carol Haslam, Houghton managing
director at Hawkshead, said she believes
events such as NATPE offer a tremendous
opportunity for production companies to
sell their programs.

“A lot of those British shows you see on
United States Television were sold at
MIP, MIPCOM or Monte Carlo,” she said.

Two groups of European TV people at-
tend these meetings, Ms. Haslam said.
They include such small British-based

distributors as Jan Balfour, who sells do-
cumentaries produced by Britain’s Chan-
nel Four, and also producers and TV ex-
ecutives from various European networks.

The French are particularly involved in
this, along with the West Germans, who
go to the shows with the aim of negotiat-
ing co-productions with foreign-language
networks such as Italy’s RAI, another ac-
tive participant in the foreign markets.

Why aren’t such deals struck in simple
one-on-one meetings?

“It's easier to put everything together
under one roof,” says Ms. Haslam.#

Broadcast TV

Jonathan Miller to vice presi-
dent of program planning and de-
velopment, NBC Sports, New York,
from account executive. Also, Dan-
elle Black to manager of current
comedy programs, NBC Entertain-
ment, Burbank, Calif., from assis-
tant, Imagine Films, New York;
Dana Persky to manager of crea-~
tive affairs, NBC Productions, Bur-
bank, Calif., from director of devel-
opment of motion pictures and
television, Larry Thompson Organi-
zation, Los Angeles; and Jamie
Tarses to manager of current com-
edy programs, NBC Entertainment,
from casting director, Lorimar Pro-
ductions, Culver City, Calif.

Mireille Soria to vice president
of television, The Steve Tisch Co.,
Los Angeles, from director of dra-
matic series development, ABC En-
tertainment, Los Angeles.

Elizabeth Saunders Vendely to
director of communications, KCBS-
TV, Los Angeles, from vice presi-
dent of promotion and creative ser-
vices, KTTV-TV, Los Angeles.

David Johnson to consultant,
Fox Broadcasting Co., Los Angeles,
effective in March, from senior vice
president of marketing and affiliate
relations.

Tim Iacofano to director of cur-
rent programs, Paramount Network
Television division, Los Angeles,
from manager of current program-
ing.

Cable TV

Muriel Fariello to vice president
of new business and advertising
sales, USA Network, New York,

'

MIREILLE SORIA

The Steve Tisch Co.

MIKE LYONS
WJBK-TV

JAMES KRAUS
MCA TV

JAMES GIANOPULOS
Paramount Pictures

director of sales.

Other

James Gianopulos to senior vice
president of business affairs and in-
ternational for the video division,
Gulf & Western's Paramount Pic-
tures Corp., Hollywood, from vice
president of business affairs and
legal.

Ellen Wander to vice president,
Turner Home Entertainment, Culver
City, Calif., from vice president of
ancillary distribution, RKO Pic-
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from account executive, Tribune
Broadcasting Co., New York.

James Shaw to vice president
and chief financial officer, MTV
Networks, New York, from vice
president of financial planning and
business administration, Showtime/
The Movie Channel, New York.
Also, Bruce Steinberg to vice pres-
ident of sales planning from man-
ager of affiliate sales and market-
ing.

Andrea Simon to counsel for en-
tertainment, Showtime/The Movie
Channel, New York, from an attor-
ney for Paul, Weiss, Rifkind, Whar-
ton & Garrison, New York. Also,
George Robertson to vice presi-
dent of sales operations and training
from vice president, market strat-

egy.

John Cronopulos to vice pres-
ident of advertising sales market-
ing and development, USA Net-
work, New York, from vice
president of advertising sales for the
Eastern region and sales marketing.
Also, Sid Ginsberg to director of
sales for the New York region from
manager of advertising sales; and

Jim Watson to vice president for
regional office sales from vice presi-
dent of advertising sales for Western
region and new business develop-
ment.

Paula Barcellona to director of
media planning, The Disney Chan-
nel, Burbank, Calif., from vice pres-
ident/interim of media services for
CBS Television Network, Los An-
geles.

Thom Greenwald to associate
producer, Video Hits-1, New York,
from production assistant and stu-
dio coordinator.

Radio

Rachel Cartmell to manager of
affiliate relations, ABC Contempo-
rary Network, New York, from free-
lancer, ABC Radio Network, New
York.

Bob Worthington, air personal-
ity at WNSR-FM, New York, has
been named the new host of United
Stations’ Radio Networks’ *Solid
Gold Saturday Night,” continuing
at WNSR.

Debra Shontz to business man-
ager, Alaska Public Radio Network,
Anchorage, Alaska, from adminis-
trative director, Ukpeagvik Indus-
trial Center/Northern Academic Re-
search Laboratory, Anchorage,
Alaska.

Tammy Lloyd to 11 a.m.-to-1
p-m. talk show host, WGST-AM,
Atlanta, from general assignment
reporter.

Jourmalism

Mike Lyons to weekday weather-
caster for WIBK-TV in Southfield,
Mich., from weathercaster and sci-
ence reporter for KRIV-TV in Hous-
ton.

Austin Scott to reporter, KRON-
TV, San Francisco, from editorial
writer and columnist, The Tribune,
Oakland, Calif.

Syndication

James Kraus to senior vice presi-
dent and director of sales, MCA TV,
New York, from vice president and

tures, Los Angeles. Also, Lois
Sloane to vice president of mer-
chandising and licensing, Turner
Entertainment Co., New York, from
vice president of licensing, MGM/
UA, New York; and Xernona Clay-
ton to assistant corporate vice pres-
ident of urban affairs, Turner
Broadcasting System, Atlanta, from
vice president of public affairs, Su-
perstation TBS, Atlanta.

Robert Fortune to vice president
and general manager, Video Trend,
Detroit, from director of operations,
Technicolor Videocassette of Michi-
gan, Livonia, Mich. Also, Dorothy
Hanley to corporate controller,
Video Trend, Chicago, from opera-
tions manager.

Obituary

John Minott Rivers Sr., a South
Carolina broadcaster, died Jan. 24
at his home in Charleston. He was
84. Mr. Rivers became president of
WCSC-AM in Charleston in 1938. A
member of the South Carolina
Broadcasters Association Hall of
Fame, Mr. Rivers entered the televi-
sion business in 1953, when he
launched WCSC-TV in Charles-
ton.#
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TO FIND MORE STARS
INONE PLACE, YOU'D HAVETO
GOTOA PLANETARIUM.

Jack Lemmon
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John Wayne Gene Hackman Catherine Deneuve Richard Haris

af

Al

Michael York Maureen O'Hara Michael Douglas Albert Finney

But then that wouldn't be as entertaining. wood’s brightest stars. Leading men like John

Because while they put their stars inthe sky, ~ Wayne, Jack Lernmon, Michael Douglas,
CBS puts them in the movies. Dustin Hoffman and William Hurt.

106 movies to be exact. Great movies like And leading women like Sally Field, Faye
Little Big Man, My Fair Lady, A Man Called Dunaway, Audrey Hepburn, Angela
Horse and Kiss Of The Spider Woman. Plus Lansbury and Glenda Jackson.
made-for-television movies, like the So call CBS Broadcast International

ones in our new CBS Network Movies/ 4 A X at (212) 975-8585 or telex 662101.
Three package. y L Y CBINY

And, of course, they feature Holly-  css srosscast mreananiona. - And do some star gazing for yourself.

GREAT STARS INGREAT MOVIES.
THE CBS MOVIES.

Visit us at Monte Carlo, Room 3061






