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Showtime talks heat up

NEw YORK—Viacom Chairman Sumner Redstone
on Friday said conversations with potential inves-
tors in Showtime/The Movie Channel are reaching
a “fever pitch.” Sources said a cable consortium
led by Tele-Communications Inc. is the leading
contender for buying what could amount to a 50
percent stake in Showtime/TMC. However, TCI
President John Malone said Friday his company’s
talks with Showtime officials have not escalated
and remain on a ‘“philosophical” level. While not
confirming potential investors, Mr. Redstone said
no portion of MTV Networks will be sold.

TBS posts year-end loss

ATLANTA—Turner Broadcasting System posted a
net loss of $131.2 million for the year ended Dec.
31 on revenues of $652.4 million, compared to a
loss of $187.3 million on revenues of $566.9 million
in 1986. For the fourth quarter ended Dec. 31, TBS

(Continued on Page 31)

NAB debates
course after
Reagan era

By DOUG HALONEN
Staff reporter

WASHINGTON—The Na-
tional Association of Broad-
casters, at its convention in
Las Vegas April 9 to 12, will
salute President Reagan and
Mark Fowler for spurring an
era of broadcast deregula-
tion.

But the association’s
kudos are coming at a time
when the industry is wres-
tling with the rock-bottom
issue of whether it should
cantinue backing a deregula-
tory course.

At the same time, FCC
Chairman Dennis Patrick is
slated to ask NAB attendees
to back an effort to reform
the comparative station li-

cense-renewal process.
President Reagan, who is

scheduled to make his first.
live appearance at an NAB'

convention, will receive a
special award in a session
beginning at 10:50 a.m. on
Sunday, April 10, at the Hil-
ton Pavilion.

On Saturday, April 9, the
association is scheduled to
present Mr. Fowler, a former
Federal Communications
Commission chairman, with
its distinguished service
award “for his commitment
to broadeast deregulaticn.”

Under the Reagan admin-
istration’s guidance and Mr.
Fowler’s FCC leadership, a
massive overhaul of commu-
nications law was under-

(Continued on Page 30)

"Tisch seeks to calm
the troops at CBS

By DIANE MERMIGAS
Senior reporter

CBS Chief Executive Offi-
cer Laurence Tisch issued an
' unusual memo to company
employees last week denying
persistent rumors about the
sale of CBS or the 24.9 per-
cent stake he controls.

The memo, distributed
Thursday comes as CBS

slides to an unprecedented
last-place finish in prime
time and amid continuing
rumors of sales and layoffs.

In the memo, Mr. Tisch
reiterated that the 24.9 per-
cent of CBS stock owned by
his Loews Corp. “is nct for
sale,” and the CBS Televi-
sion Network ‘‘is not for
sale.”

(Continued on Page 31)
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Writers’ strike impact grows
for TV networks, producers

By WILLIAM MAHONEY
and DIANE MERMIGAS

ELECTRONIC MEDIA staff

Time is running short for resolving
the Writers Guild of America strike.

If the strike continues another month,
it is expected to seriously affect the bot-
tom lines of the major broadcast net-
works, jeopardizing up to $100 million
in combined revenue, by one network
source’s estimate.

The month-old strike, which already
is interrupting program production and
causing schedule changes, is creeping
into a critical period for production stu-
dios and the networks.

Chief negotiators for the WGA and
the Alliance of Motion Picture & Televi-
sion Producers have continued to nego-
tiate informally, but neither side had
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any progress to report last week, and no
formal talks are planned.

Brian Walton, WGA chief negotiator,
has said the strike is “approaching the
point where positions tend to harden.”

But AMPTP spokesman Herb Stein-
berg said, “Standing firm can’t hurt us
as badly as giving away more to the def-
icit” by bowing to the writers’ demands
for increased residual payments.

One of the networks’ biggest fears
is that viewers will tune out reruns of
daytime soaps operas, late-night shows
and prime-time programs used to re-
place productions stalled by the strike.

“A 10 percent ratings erosion due to
audience drop-off during the strike
most certainly would mean more make-
goods than the networks already are of-
fering to advertisers in this season of

(Continued on Page 31)

SPECIAL REPORT

Broadcasting

16-page section begins after Page 16.




ELECTRONIC MEDIA Ap7il 4, 1988

By ROBERT HOMAN
Staff reporter

WASHINGTON—Media mogul
Rupert Murdoch won a victory of
sorts last week in his battle
against media cross-ownership
rules when a federal appeals
court struck down a law barring
him from obtaining a waiver
from the restrictions.

The decision clears the way for
the Federal Communications
Commission to extend Mr. Mur-
doch’s current waiver, allowing
him to hold onto both of his com-
munications properties in Boston.

In a 2-1 decision, the court held
that language added to a federal
budget bill last December, pro-
hibiting the FCC from extending
waivers to the rules, violated Mr.
Murdoch’s constitutional rights
because the law was aimed spe-
cifically at him.

“The Hollings amendment strikes at Murdoch with
the precision of a laser beam,” the court said.

But the court let stand a portion of the law that
forbids the FCC from re-examining the cross-owner-
ship rules, which prohibit common ownership of a
newspaper and broadcast outlet in the same market.

Court strikes down law for
unfairly targeting Murdoch

RUPERT MURDOCH

Court says his rights were violated
e

Boston Herald newspaper.

“Nothing in the Constitution or even the court’s
decision says that Rupert Murdoch is entitled to be
the only newspaper owner in America who can buy a
broadcasting station and keep his newspaper in the

(Continued on Page 30)

Timothy Dyk, a communica-
tions lawyer here, said the com-
mission is unlikely to reconsider
the constitutionality of the rules
until the legislation expires on
Sept. 30.

The court decision was den-
ounced by the authors of the leg-
islation: Senate Commerce Com-
mittee Chairman Ernest Hollings,
D-S.C.; and Sen. Edward Ken-
nedy, D-Mass.

Sen. Hollings said the court
‘“has arrested the policeman on
the beat while the culprit has
gone free. Murdoch, the culprit,
had committed in writing to ad-
here to the law, but we in the
Congress knew that he was hedg-
ing on compliance.”

And Sen. Kennedy said the de-
cision doesn’t mean that Mr.
Murdoch is entitled to retain both
of his communications properties
in Boston, WFXT-TV and the

Gillett names 3rd new GM

By DIANE MERMIGAS

Senior reporter

New general managers have been
named at three of the six stations
George Gillett acquired last fall
from Storer Broadcasting, the latest
change occurring last week in At-
lanta.

Mr. Gillett said the management
changes in Atlanta, San Diego and
Detroit were aimed at making the
outlets more competitive and didn’t
signal anything more sweeping than
that.

In the most recent case, Paul Ray-
mon, the longtime vice president
and general manager of WAGA-TV,

By DIANE MERMIGAS
Senior reporter

After months of discussion,
NBC last week opted to remain
with its current UHF affiliate in
Charlotte, N.C.,, WPCQ-TV, in-
stead of switching to a new, un-
affiliated station in the market.

Because the new station is
owned by Capitol Broadcasting,
the network's decision also casts
doubt on NBC’s chances to pull
off a more important switch to
Capitol-owned WRAL-TV in the
nearby Raleigh market.

NBC is the only network in a
disadvantaged UHF position
both in Charlotte and Raleigh,
where it has tried unsuccessfully
in recent years to wrestle away
one of the other network’s VHF
affiliations.

In Raleigh, NBC’s only hope
for switching to a VHF outlet is
CBS affiliate WRAL, because
competing WT'VD-TV is owned
by Capital Cities/ABC. NBC’s
UHF affiliate in Raleigh is

NBC retains UHF
affiliate 1n Charlotte

the CBS affiliate in Atlanta, was
named chairman of the board and
chief executive officer of the newly
formed Gillett Communications of
Atlanta, the station’s licensee.

Mr. Raymon, who has been
WAGA'’s general manager since
1972, will continue as the station’s
on-air editorial voice and represen-
tative to the CBS affiliate board,
which Mr. Raymon once headed.

He was succeeded as WAGA pres-
ident and general manager by Jack
Sander, who recently resigned as
president of the owned television
stations group for Great American
Broadcasting (formerly Taft Broad-
casting) and who once served as

WPTF-TV.

NBC officials last week said
they would press ahead with
their efforts to make a favorable
affiliation switch in Raleigh.
They said they did not believe
their decision to maintain the
status quo in Charlotte would
hurt their chances.

Capitol Broadcasting officials
could not be reached for com-
uient.

Jeff Davidson, general man-
ager at WPCQ, which is under-
going extensive technical and ed-
itorial upgrading to retain its
NBC affiliation, said the sta-
tion’s management was pleased
with the outcome. WPCQ is
owned by Odyssey Partners.

NBC and Odyssey signed a
standard two-year affiliation re-
newal contract March 28.

Although it was never acknow-
ledged by the parties involved,
sources close to the situation say
Odyssey threatened legal action
if NBC switched affiliates in
Charlotte. #

general manager of Taft’s stations in
Phoenix, Ariz., and Toledo, Ohio.

Mr. Sander also will serve as vice
president of SCI TV Inc., the parent
company that is co-owned by Gillett
and Storer.

The general manager switch will
be effective April 25.

There also will be a replacement
named for Mark Doyle, who re-
cently resigned as WAGA's program
director.

The new arrangement will allow
Mr. Raymon to put his community
involvement and business skills to
work attracting new advertising
and viewer support for the station,

(Continued on Page 30)

Five charged
in alleged ad
sale scheme

By ADAM BUCKMAN
Staff reporter

NEw YORK—About $650,000 in ad
billings were illegally diverted from
WNYW-TV here into the pockets of
five conspirators from 1983 to 1986,
according to indictments handed
down last week.

The indictments, which were an-
nounced by Manhattan District At-
torney Robert Morgenthau at a news
conference here on Thursday,
named three former executives of
WNYW and two others as partici-
pants in the scheme.

Those named in the indictments
were Leo Goldschmidt, 65, a for-
mer WNYW account executive; Ri-
chard Witkin, 41, who as operations
manager headed the station’s sales/
service and traffic departments;
Stephen Zubernick, 38, former as-
sistant business manager for
WNYW; Mary Ann Nevins, 41, who
is described in the indictment as “a
longtime friend of Mr. Gold-
schmidt”; and Kenneth Hochman,
32, a media time buyer who is presi-
dent of Rayco Media in New York.

Last week, Mr. Witkin, Mr. Zu-
bernick and Ms. Nevins all pleaded
guilty to reduced conspiracy
charges in return for their full co-
operation in the district attorney’s
continuing investigation.

Mr. Goldschmidt, who the district
attorney described as the group’s
‘“ringleader,”” and Mr. Hochman
pleaded not guilty.

None of the five were available
for comment.

Two more indictments are possi-
ble, Mr. Morgenthau said.

The indictments describe crimes
allegedly committed from April
1983 to November 1986, when Fox
Television bought the station from

After 30 years at network

Metromedia Inc. and changed the
call letters to WNYW from WNEW.

Mr. Morgenthau emphasized that
none of the alleged crimes were
committed under Fox’s ownership.

In fact, it was a routine audit of
the station’s financial records by
Fox personnel that first uncovered
the irregularities that led to the dis-
trict attorney’s investigation.

The three WNYW employees im-
plicated in the scheme were dis-
missed shortly after the discovery,
sources said.

The indictments charge the al-
leged conspirators with various
crimes, including conspiracy (which
carries a maximum penalty of one
year in jail), grand larceny (15
years), scheming to fraud (four
years) and falsifying business rec-
ords (four years).

The indictment papers describe a
scheme in which payments in cash
or by check were made by adver-
tisers or media buyers directly to
Mr. Goldschmidt.

The district attorney estimated
that the commercial time in ques-
tion was worth about $1.3 million.
The payments to Mr. Goldschmidt
and company totaled $650,000 be-
cause the ad time was being pur-
chased for half-price, he said.

He said the payments were ‘“made
in good faith” by the advertisers,
who thought they were buying com-
mercial time on WNYW at discount
rates.

In fact, the commercials were
aired, but WNYW didn’t receive
money for them.

Mr. Goldschmidt allegedly depo-
sited the money in bank accounts
of Standard Broadcast Services, a
fraudulent “shell” company that
was set up to conceal the scheme,

(Continued on Page 30)

Bud Rukeyser to leave NBC

By DIANE MERMIGAS

Senior reporter

M.S. “Bud” Rukeyser, a 30-year
veteran of NBC and executive vice
president of its corporate communi-
cations for half that time, last week
said he will resign his post.

Mr. Rukeyser, who is leaving
under a special early retirement
plan that has invited the exit of at
least six other high-level NBC exec-
utives, will become an independent
consultant.

Underscoring his amicable depar-
ture from the company, Mr. Ru-
keyser said NBC President Robert
Wright and NBC have agreed to sign
on as his first clients.

When Mr. Rukeyser, 56, departs
May 1, he will not be replaced.

Instead, Betty Hudson, vice presi-
dent of media and corporate rela-
tions, will report directly to Mr.
Wright.

In addition, John Miller, vice
president of advertising and promo-
tion, will report directly to NBC Ex-
ecutive Vice President Raymond
Timothy.

Both Ms. Hudson and Mr. Miller
currently report directly to Mr. Ru-
keyser.

M.S. “BUD” RUKEYSER
To be independent consultant

Mr. Rukeyser, who has been an
adviser and consultant to NBC’s
four most recent chief executive of-
ficers—Robert Wright, Grant
Tinker, Fred Silverman and Herb
Schlosser—said his decision is a
personal one and was not prompted
by the new ownership of General

Electric.

“I'm going to be 57 in April. If
ever I'm going to do anything on my
own, now is the time,” Mr. Rukeyser
said in an interview last week.

“Mr. Wright and General Electric
have been absolutely fabulous. My
relationship with Mr. Wright has
never been better,” he said.

“This company was home-grown
under Herb Schlosser. But it will
never be the same again—no com-
pany in America will.

“Mr. Wright and the other Gen-
eral Electric executives know what
they are doing and are positioned to
be the leaders of this industry in the
1990s.”

Although he remains close friends
with former NBC Chairman Grant
Tinker, Mr. Rukeyser declined com-
ment on speculation that he will
join forces with Mr. Tinker, now an
independent producer.

“I'm open to all suggestions and
just looking to see what’s out there,”
he said.

In a complimentary memo- ad-
dressed to NBC’s management last
week, Mr. Wright said that Mr. Ru-
keyser has been an ‘“‘invaluable
help” to him and that he will miss
him.#




éﬂharl‘es Nelson Reirlly, Acto; irector, Author, Host of SEETHEARTS.

SWEETHEARTS, Television’s first comedy-game-talk show is sweeping the country. If you have a
taste for success, take a look at Sweethearts. It’s a winner.

Now cleared:

NEW YORK WWOR SACRAMENTO KCRA MOBILE WALA COL. SPRINGS KKTV
DETROIT WXYZ PORTLAND KGW WICHITA KAKE FT. MYERS WBBH
DALLAS KDFI SAN DIEGO KGTV ALBUQUERQUE KOB RENO KTVN
ATLANTA WAGA MILWAUKEE WITI ROCHESTER WOKR WICHITA FALLS KFDX
TAMPA WTSP GREENVILLE WLOS ROANOKE WSET MACON WMAZ
SEATTLE KIRO COLUMBUS WCMH CHAMPAIGN WAND PANAMA CITY WMBB
MINNEAPOLIS  WCCO HARRISBURG WGAL CEDAR RAPIDS  KCRG ...and more every day.
MIAMI WPLG LOUISVILLE WAVE TUCSON KOLD A

PITTSBURGH KDKA DAYTON WDTN SPRINGFIELD KSPR émq

ST. LOUIS KSDK GREENSBORO WGHP LAS VEGAS KLAS VADmULTImEDIR
DENVER KCNC JACKSONVILLE W]JXT WACO KCEN ENTERTRINMENT

Frst run for the long run.
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News blackout of Cassandras urged

Upset about the way ratings are reported, sev-
eral syndicators are pressuring A.C. Nielsen
Co. to stop releasing the quarterly Cassandra
syndication reports to industry trade publica-
tions. But so far the feeling isn’t unanimous; a
committee of syndicators meeting to discuss the
plan is apparently divided over whether a black-
out would help or hurt business. “If the vote were
taken today (among syndicators), I don’t think
the proposal would pass,” said one member of the
committee. Syndicators will meet with Nielsen in
Florida to discuss implementing the plan in time
to restrict distribution of the May book.

x k%

Sources at Blair Entertainment confirm that
the syndicator is actively exploring ‘‘mega-spe-
cials’’ and will soon make an announcement
about forthcoming projects. Blair’s interest in
live specials comes as no surprise, considering
that the company’s new president is Alan Ben-
nett. He’s the former LBS Communications exec-
utive who was instrumental in the success of the
special, “Return to the Titanic . . . Live.”

* % %

NBC Sports has been doing brisk business on
ad sales for the 1988 Summer Olympics, follow-
ing ABC's broadcast of the Winter Games. NBC
has added a dozen new sponsors and has hit

the $400 million mark in sales, which is 75 per-

J. WILLIAM GRIMES
Wants ESPN to go solo on Olympics

GERALDO RIVERA

cent of the way toward its goal, says NBC Sports
President Arthur Watson. NBC would realize a “reason-
able return” on its $300 million investment in the broadcast
rights at the $550 million level in sales, says Mr. Watson, who
expects the network to do much better than that.

* o %

J. William Grimes, ESPN’s president, says the cable
sports network will not team up with a broadcast partner to
bid for the 1992 Olympic Games. Speculation had centered
on a cooperative bid with broadcast cousin ABC for the 1992
Games, but Mr. Grimes says he wants the International
Olympic Committee to delineate a cable package of events
for the games. “If we bid, we’ll be in it alone,” he told The
Insider. Nonetheless, he says ESPN would be glad to work
cooperatively with one of the broadcast networks on an
Olympics production.

* % %

The House telecommunications subcommittee is trying to

enlist a star-studded cast for the second of three cable TV

oversight hearings, tentatively scheduled for May 11. A sub-
committee source said Jack Valenti, president of the Motion
Picture Association of America, has already been drafted,
and that efforts are being made to get chief executive officers
from major motion picture studios aboard. The subcommittee
is also hoping to snag John Malene, president of Tele-Com-
munications Inc.; Trygve Myhren, chairman of American
Television and Communications Corp.; and Charles Dolan,
head of Cablevision Systems Corp.

* ok *

HBO hopes to gain critical acclaim with its production of
“Dear America,” a film based on letters U.S. soldiers in
Vietnam exchanged with the home front during the war.
HBO plans to distribute the movie in theatrical release this
fall, says Michael Fuchs, HBO chairman and co-director of
the Vietnam Veterans Ensemble Theater Co. That will be the
second time an HBO feature has been put into theatrical
release. The first film was “The Ace,” which was retitled

Rates No. 1 with convicts

“The Great Santini.”
* kX

After last October’s stock market crash, Finan-
cial News Network began streamlining its Los
Angeles and New York operations. About ‘“‘a
dozen or so” of the staff was let go, reports FNN
President David Meister, including executives in
New York and 14 part-time and full-time pro-
duction people in Los Angeles. At about the same
time, however, FNN added almost 10 production
people in New York as the network geared up for
its new syndicated series, “Business This Morn-
ing.” FNN suffered $1.5 million in advertising
cancellations after the market crash, but has
made large inroads in recovering the loss, Mr.
Meister reports.

* kX

The Discovery Channel is in negotiations
with Cablevision U.K.—a British cable firm
owned by United Artists Communications and
United Cable Television—to launch TDC in Brit-
ain as early as next fall. Scandinavian and
French debuts could follow, says Nimrod Kovacs,
United Cable vice president of marketing, pro-
graming and communications. “My vision,” he
says, is to make TDC “like Coke—part of local
cultures, but with an opportunity to be global.”
United Cable is a 15 percent investor in TDC, and
as currently envisioned, Cablevision U.K. would
own a majority in TDC’s European ventures.

* ok ok

In yet another example of the Hispanic community’s
growing Hollywood clout, Luis Valdez, the producer of
Columbia’s hit movie “La Bamba’ last summer, has been
hired by Warner Bros. Television to develop a TV series ten-
tatively titled “Ft. Figueroa,” described by one insider as “an
ethnic version of ‘Our House.” ”

* x %

If Geraldo Rivera had his way, the TV ratings companies
would be breaking out a new audience demographic—crimi-
nals 18 to 49. That's because Mr. Rivera was gratified to
learn when he visited San Quentin, the maximum security
prison outside of San Francisco, that his daily talk show was
the most popular program among the inmates. Geraldo was
there taping a segment with convicted mass murderer
Charles Manson for a two-hour syndicated special to air
April 13, “Murder: Live From Death Row."”#

—Written by Marianne Paskowski from bureau reports

TNT tries to woo producers

By RICHARD MAHLER
Los Angeles bureau chief

Los ANGELEsS—The top 100 pro-

Witk the Wind” in prime time, fol-
lowed on Oct. 6 by a special on the
making of the epic MGM film.

Mr. Turner also disclosed plans to

Casey Kasem signs
with Westwood One

ducers of long-form TV shows are
mulling an offer from cable entre-
preneur Ted Turner to make movies
and miniseries for his proposed
Turner Network Television.

Mr. Turner promised the pro-
ducers that his rates will be “in the
network budget range and in some
cases higher.”

However, after a closed-door
breakfast meeting last Tuesday at
the Bel-Air hotel here, Mr. Turner
said only $38 million has been allo-
cated to the fledgling cable service
for new production in 1989. He says
he expects that figure will grow to
$230 million by 1992.

By comparison, ABC, CBS and
NBC will each spend an estimated
$100 million during the coming year
for production of made-for-TV
movies and miniseries. Since a net-
work expects 25 original movies and
four miniseries for its annual in-
vestment, TNT will be able to pre-
miere only one new “high profile”
program each month during the ser-
vice’s first year.

“We're going for class, not mass,”
said Mr. Turner. “We will begin re-
latively modestly, but (TNT) will
build rather rapidly. Most nights in
1989, we’ll have a motion picture”
from among the 2,000 titles avail-
able in the Turner-controlled MGM,
RKO and pre-1950 Warner Bros.
film libraries.

Mr. Turner projects total expenses
of $70 million for TNT in 1989, ris-
ing to $218 million in 1990.

The new service expects to break

TED TURNER
TNT “going for class”

even in 1990, after an investment of
$30 million to $40 million.

Mr. Turner, who reiterated his
goal of lining up 15 million sub-
scribers for TNT by its Oct. 3
launch, said the service has ‘‘a
bunch of deals cooking” with Holly-
wood producers. He offered no
names or details.

He told the creative community
that TNT is looking for ‘“‘uplifting”
movies and miniseries *“‘that inform,
educate, inspire, enlighten and en-
tertain,” citing ‘“‘Roots” and ‘““The
Sound of Music” as examples.
“We're going to stay away from gra-
tuitous sex and violence,” he vowed.

TNT will premiere with ‘“Gone

colorize “Casablanca” and “Knute
Rockne: All American,” which will
be among a series of processed
black-and-white movies destined
for TNT. He also foresees theme
packages on the new service.

Other highlights at Mr. Turner's
news conference included:

® “We do not see (TNT) replacing
superstation WTBS,” he said. “It’s a
tremendous network and doing just
fine.” If forced to do so by actions of
the Federal Communications Com-
mission, Mr. Turner said he will
gradually convert WTBS ‘“‘to a
basic-cable network, which is just
fine with me.”

® Mr. Turner would like to move
National Basketball Association
games and some other sports pro-
graming from WTBS to TNT, but
cited contract restrictions in effect
while TNT has fewer than 30 mil-
lion subscribers. He forsees the
eventual restoration of Atlanta
Hawks basketball to WTBS, but he
will not bump Atlanta Braves base-
ball from the superstation.

® TNT does not anticipate using
any news programing, although
original prime-time series could be
added in the future. The service will
eschew off-network series and game
shows in favor of movies and special
events of Academy Awards caliber.

® TNT will seek back-end partici-
pation on original productions, but
is willing to share syndication rights
with producers ‘‘depending on who
contributes what to the project,”
Mr. Turner said.#

By ADAM BUCKMAN
Staff reporter

Casey Kasem became the latest
acquisition for Westwood One
last week.

The Los Angeles-based radio
network company signed him for
a multiyear contract.

Mr. Kasem, whose distinctive
voice has been featured in count-
less radio broadcasts, commer-
cials and animated TV shows
over the last 20 years, will offi-
cially join Westwood next Jan.
18, the day after his present con-
tract with ABC Radio Networks
expires.

At ABC, Mr. Kasem is host of
the nation’s most popular weekly
countdown show, ‘‘American
Top 40,” a program he helped
create in 1970.

ABC expects to announce a
new host for “American Top 40"
after May 1, said Tom Cuddy,
ABC Radio’s vice president of
entertainment programing.

Mr. Cuddy said the network is
sifting through more than 600
applications from TV and radio
personalities across the country.

He wouldn’t say if Mr. Kasem
will get an early release from his
ABC contract when ABC hires a
new “American Top 40" host.

Mr. Kasem, 55, confirmed last
week that he’ll host a new count-
down program for Westwood

that will be patterned after
““American Top 40.”

“T'll just do what I've always
done,” Mr. Kasem said of the
new show, which is in the early
stages of development.

ABC announced in February
that contract talks with Mr.
Kasem had collapsed, with little
chance of being revived.

In the weeks since then, Mr.
Kasem entertained offers from
several companies, according to
his attorney, Howard Abrahams,
of Blum Gersen Bushkin in New
York.

Mr. Abrahams said Mr. Kasem
chose Westwood One because
‘“they made an outstanding
offer.”

Neither the attorney nor the
radio host would reveal details of
the new multiyear pact.

‘““Everything’s great,”
Kasem said of the agreement.

A published report last week
estimated that Mr. Kasem’s new
contract is worth about $3 mil-
lion per year, but the figure
couldn’t be confirmed.

Meanwhile, a Westwood One
spokeswoman said the develop-
ment of a new countdown pro-
gram with Mr. Kasem won't
jeopardize Westwood's existing
countdown show, “Scott Shan-
non’s Rockin’ America.” She said
Westwood will try to produce
and distribute both programs.#

Mr.
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Nov. ‘87 Feb. ‘88 % Increase
Market Station  Time Period Rating Share Rating Share  Rating Share
Philodelphia™™"KYW ~ M-FS:00PM 7 15 8 16 +00% <%
@ Tampa WYL M-FS.00PM 6 16 8 18 4589 <089
S5, S0s) Seattle KOMO M-F 4:30 PM g 6 8 20 4% 5%
Miomi WPLG  M-F 7:00 PM 9 ¥ 10 16 <LU1% <049%
Denver* KMGH M-F10:00 AM 1 5 3 15 A 2005
Phoenix KPNX  M-F 6:30 PM 8 13 9 16 <% <089
Baltimore ~ WBAL M-F10:00MM 3 20 4 25 k% <4950
Konsos City*  WDAF M-F11:30PM 2 15 3 21 £50% <4-40%
Cincinnati WLWT M-F5.00PM 7 19 8 20 <060 50
E Milwaukee WISN ~ M-F12:30PM 2 9 4 14 0% +50%
. Oklhoma Gity KOO M-F3:00PM 2 8 3 9 &40t <{5%
Buffalo WGRZ  M-F 7:30 PM B 14 10 16 +5% <04%
E Salt Lake Gity KSL M- 3:30 PM 4 16 6 20 LH5% <5%
Harrisburg ~ WHTM M-F7:30PM 9 17 11 18 499 <4(%
5 26 ) Wilkes Barre WNEP  M-F7.00PM 12 20 16 24 o889 <909%
e Chas.-Hunt.  WSAZ M-F7:30PM 12 20 15 22 <&95% 4 00%
Fresno KSEE  M-F 4:00 PM 4 6 3 5 ()% O 333/
Knoxville WIVK  M-F 4:00 PM 35" 10 6 15 <l% 450%
Green Bay WBAY  M-F 4:30 PM 5 W 6 17 L% +0%
Rochester* ~ WOKR M-F7:30PM 4 6 9 15 <0959 < 050%
Paducah KFVS ~ M-F 4:00 PM I U 1N 9 +5% +0%
Honolulu KHON  M-F 2.00 PM ] I3 16 LA 1205
o Davenport ~ KWQC M-F3:30PM 5 18 6 22 4U% <%
— Johnstown-Alt. WJAC M-F7:30PM 11 20 17 27 4559 <5896
Huntsville* ~ WAAY  M-F 4.30 PM 6 7 17 <096 Fit%

niy .
D&/ ~a

« Nov. '87 (Denver-AM Colorado, Kansas City—Benson, Rochester- 9-5, Huntsville-Mary Tyler Moore)

Market Station ~ Time Period
NewaYoriaWABGNMEEZ:3 01PN
N

Market Station  Time Period Ratir
Burlington ~ WCAX M-F7:30PM 19

Las Vegas KvBC  M-F6:30PM 12

Waco KWTX  M-F3:.00PM 2

El Paso KTSM ~ M-F 4:00 PM b

Ft. Myers WINK ~ M-F 7:30 PM 9
Modion —~ WKOW M-F4.00PM 4

Terre Houte ~ WTWO  M-F 4:30 PM 5

Yakima KAPP M-F7:30PM 5

Wichita Falls  KFDX M-F4:30PM 5

La Crosse WXOW  M-F 9:00 AM 1

Mason City ~ KTTC ~ M-F 4:00 PM 3
Salisbury WMDT  M-F 4:00 PM 2

&

** = Feb. '87 (Detroit-Nightlife, Des Moines-Scrabbie, Champaign—-Gimme A Break, Tucson-3's Company, Spring.-Holy. -Newlywed
Game, Wheeling-$M-Chance)
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Nov. ‘87 Feb. ‘88 % Increase
Market Station  Time Period Rating Share Rating Share  Rating Share
Ado-Ardmore KX M-F4:30PM 7 19 8 22 <400 < 00%
Butte KTVM ~ M-F12230PM 3 17 5 U 0% +40%

Feb. '87 Feb. ‘88 % Increase
Markat Station  Time Period Rating Share Rating Share  Rating Share

LosAngeles KH)  M-F7:30PM 6 10 8 12 <£88% +40%
Detroit** WOV M-F1230MM 5 17 7 B3 % B%
Dallas KXAS ~ M-F 2:30 PM 6 19 7 U L% FUY%
W Albany, N.Y.  WRGV M-F7:30PM 12 20 13 22 6% <10%
omen h .

! Des Moines™ WHO  M-F10:30PM 3 19 5 27 &0/ <=£7%
ating  Share 18-34 18-49 25-54

e Champaign™ WAND M-F10:00AM 1 5 4 18 <8009 4500%

il sl el sEl Al son™  KOLD MF600PM 6 11 7 12 &% <0%

Spring.-Holy. WGGB M-F 7:30 PM 8§ 14 10 16 %% 4+140%

Rank In Time Period

7 FbB % lvense Ti-Gies  WHL MFZ30PM 13 20 16 25 $u% 5%
T e Swonnch  WTOC M-FS.00PM 7 18 10 2 4% 5%

3 N W Sl 8%

|

Wheeling™  WTRF  M-F5:.00PM 10 21 1N 2B <£i0% <00%

U 1S IS Bongor  WABL MES30PM 16 31 20 36 405Y 406
8 3 M 5% % ;
Lead-In Feb. '88 % Increase

9 8 N $&EY% $I1% Market Station  Time Period  Rating Share Rafing Share  Rating  Share
5 10 16 <+iil% <41% Boston™** WNEV  M-F 4:30 PM 4 1N 5 12 $is% 0%
3 6 0 L9 L5090 Wash., D.C.*™ WRC  M-F 4:30 PM 5 18 6 14 $A% 4%
5 6 18 L% L90% Clevelond™*  WKYC  M-F 5:00 PM 4 9 6 14 PH% 5%
9 6 10 A% +10% St. Lovis™*  KMOV ~ M-F 9:00 AM 2 12 4 17 $i00% 059
3 7 18 LMY S8 Greenville™ WSPA  M-F7:30PM 10 16 11 18 <400% <-18%
6 2 N &% 659 San Antonio™** KSAT ~ M-F 6:30 PM # 8 14 $l% 0%
9 4 N & %% Flint*** WEYl  M-F 7:00 PM 12 4 6 <800% 200%
6 5 N U556 8% Binghamton** WBNG  M-F 5:00 PM 9 5 17 N &% LU%

EVER!  OrRONY

TELEVISION SYNDICATION
EREREAE

*** = Lead-In (Boston—$100,000 Pyramid, Washington, D.C.-Win_Lose or Draw, Cleveland—High Jollers, St.1ouis—High Rollers, Source: NS| 11/87, 2/87, 2/88 ©1988 CENTURY TOWERS PRODUCTIONS. ALL FIGHTS RESERVED.
Greenville-Win, Lose or Draw, San Artonio—-News, Flint—News, Binghamton—Little House) **=* = ARB 11'87, 2/88
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Retirement for a real pro

We don’t often devote our Viewpoint space to
writing about a single individual, but the announce-
ment of Bud Rukeyser’s impending early retirement
from NBC begs for an exception.

Indeed, Mr. Rukeyser, executive vice president of
corporate communications for NBC, has been an ex-
ception, of sorts, for much of his distinguished 30-
year career with NBC.

He is, for openers, a public relations professional
who honestly believes that a well-informed press is
more valuable than a fawning press.

The point was made in the 1970s, when the press
began covering the networks more aggressively. Mr.
Rukeyser was perhaps unique among his peers in not
reacting fearfully, defensively or combatively. In-
stead, he studied what was happening, asked ques-
tions, listened and adjusted NBC’s media relations
operation accordingly.

Those adjustments included an upgrading of
NBC’s press relations staff. NBC also led the way in
helping reporters newly arrived to the TV beat learn
more about the networks in general and NBC in par-
ticular. A poorly informed reporter, Mr. Rukeyser
rightly reasoned, is not in anyone’s best interest.

Mr. Rukeyser has been there when the story was
bleak, as it was during all those years of mediocre

ratings, and he has been there when the story was
bright, as it has been in recent years. He has been
tough at times, but always professional and fre-
quently unwilling to compromise. The best in the
press have learned to admire and respect such traits
over the years.

Aside from explaining NBC to the press, Mr. Ru-
keyser’s job has required him to explain the press to
a long string of NBC chief executives. Those who
listened have benefited enormously, a fact to which
NBC'’s current president, Bob Wright, readily attests.

With his 57th birthday approaching, Mr. Rukeyser
is too young and too energetic to fully retire. His
departure from NBC was prompted not by a desire to
sit and rock but by a once-in-a-life windfall retire-
ment package.

Now he intends to work elsewhere in the televi-
sion industry, doing what he does so well in an en-
vironment he so fully understands. He’ll wait to see
who calls. He intends to be choosey.

We’re sure his phone will be ringing relentlessly as
word gets out among top TV executives that Mr. Ru-
keyser’s services are available. Fortunately, this
means we in the press can look forward to working
with Mr. Rukeyser for many years to come. Fortu-
nately for us and fortunately for the TV industry.#

Cable operators do pay copyright fees for distant signals

While reading an article titled ‘“Broad-
casters begin effort to revive must-carry
rules” (Feb. 1, Page 3), I noticed a common
misconception regarding copyright and
compulsory license.

It was stated that “The compulsory li-
cense permits cable TV systems to carry
local TV signals for free, but requires them
to compensate copyright owners for the use
of distant signals.” This was never the
intent of compulsory license, nor is it the
intent or practice of the Copyright Office.

The compulsory license does grant to
cable operators the right to retransmit
broadcast signals without permission from
each individual station or copyright owner.
However, none of the signals are free.

The copyright rules require operators to

pay for one full Distant Signal Equivalent
(DSE) even if they retransmit only local
signals. All stations (local, distant, net-
work, independent and public) are in-
cluded in the disbursement of funds from
the copyright pool.

Actually, the broacast stations receive
very little from the copyright pool because
they produce very little copyrighted pro-
graming. Most of the copyright pool is paid
to syndicators and program producers.

The intent of the copyright system is to
reward the owners of copyrighted material
when their works are exhibited. Whether
they are exhibited on a local or distant
station is not the major consideration.

In practice, the current system works. I
do not maintain that it works perfectly, but

You can’t film with a videotape camera

I don’t know, maybe I'm just getting old,
crotchety and cantankerous. I've been in
various aspects of the media business for
over 40 years, and it really turns me off
when I hear (or see) video vocabulary mis-
used.

The terminology I'm referring to here is
“film vs. tape.” In your March 7 issue (Page
14) you carried a very interesting article by
Eileen Norris headlined ‘“‘CNN tackles
Antarctic obstacles in filming expedition.”
Two accompanying photos show me video
cameras.

In the article proper the author makes

Do you prefer
dealing in cash
or barter?

“Cash. You have better control
over your program expenses.

several references to . . . filming a series
of reports,” while quoting the CNN crew as
having problems with their tapes and being
loaned Sony Betacams.

I don’t know about the background Ms.
Norris brings to this story, but can’t you
guys edit her? Honestly, there is a differ-
ence.

I read your publication each week with
interest.

Doug Montgomery
Broadcasting Arts Department
College of San Mateo

San Mateo, Calif.

Barter has too many cash, if a show goes sour, you time as the NBC affiliate in the
ramifications and variables, can eat it, and you don't have  sixth-largest market is very
like what to do if a program is  to make good on a bad show. valuable. Doing business in
pre-empted. We're hurting Syndicators want us to bear cash is in our best interest, but
ourselves using barter. Barler  the cost of their mistakes.” that’s not always an offer, so

is a bad six-letter word, but it's
becoming a way of life.”

Roger Jules Barry
Roebuck Moreland Schulman
program program program
director director

WAVE-TV KFMB-TV | wezTv
(NBC) (CBS) (NBC)
Louisville, Ky. San Diego l Boston

“Cash. And there are a lot of
good reasons for that. With

it does work. Neither industry is comple-
tely happy with the arrangement.

Copyright holders feel they should re-
ceive more for their work. However, in the
case of WTBS, the owners are actually paid
twice for their efforts: once when WTBS
buys the programs based on its national
audience and again when cable operators
pay copyright tribute for carrying WTBS
as a distant signal.

Probably the only party completely
happy with the current arrangement is the
viewing public. This is as it should be be-
cause the compulsory license and copyright
system were originally initiated to benefit
them.

The system was a national public policy
decision designed to afford the widest,
most diverse, set of viewing options to the
American people.

Robert Gessner
vice president
Massillon Cable TV
Massillon, Ohio
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Speak out

ELECTRONIC MEDIA welcomes let-
ters to the editor. Write to View-
point, EM, 740 Rush St., Chicago, Ill.
60611. All letters are subject to pub-
lication provided they are signed
and neither defame nor libel individ-
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“We frankly prefer to deal in
cash in almost every case. Our

sometimes we do deal in
barter. It truly depends on the
time period.”
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FCC reverses S.F. license decision

By WILLIAM MAHONEY
Staff reporter

The Federal Communications
Commission has reversed an earlier
decision and awarded a third broad-
cast license to Jim Gabbert.

The San Francisco broadcaster,
who already owns KOFY-TV and
KOFY-AM in that city, had struck
an $11 million deal last summer to
purchase KHIT-FM from Seattle-
based Olympic Broadcasting.

But the sale hit a snag in Febru-
ary when the FCC denied the trans-
fer on the grounds that it was not in
the public interest, a move that

sparked loud cries from Mr. Gab-
bert, who said he stands to lose $1
million in earnest money if the deal
doesn’t close by April 17.

In a March 25 letter outlining the
agency'’s reversal, FCC Mass Media
Bureau Chief Alex Felker cited Mr.
Gabbert’s contention that the deal
would allow him to sell advertising
time on an AM-FM combination in
San Francisco.

Mr. Gabbert said the dual ad sale
would dramatically increase annual
revenues and therefore contribute to
the welfare of his TV station—a
condition that the FCC considers in
multiple-ownership cases.

“I think we didn’t give them
enough information the first time
around,” Mr. Gabbert said last
week. He added that he never had
any doubt that the FCC would act in
his favor.

He said there is every indication
the deal will be closed by April 17.

Olympic said last week it expects
to gain $5 million from the transac-
tion.

Since the February dismissal, Mr.
Gabbert removed two stumbling
blocks by persuading two parties to
drop petitions they had filed against
the transfer.

The broadcaster paid San Fran-

cisco businessman Thomas Ballan-
tyne $7,500 in cash and agreed to
hold annual fund-raisers and make
a contribution to a charity in order
to get him to drop his opposition,
according to Mr. Ballantyne’s attor-
ney.

He also persuaded The Coalition
to Save the City, a group of listeners
that had been trying to resurrect the
jettisoned FM format, to withdraw
its petition by promising to program
the station in a similar eclectic
manner.

The coalition made Mr. Gabbert
sign a statement of principles for
KHIT’s new format.#

JIM GABBERT
Awarded third broadcast license

Z. Channel
sues HBO,
4 studios

By RICHARD MAHLER
Los Angeles bureau chief

Los ANGELEs—The Z Channel
pay-cable service here has filed suit
in federal court charging HBO and
four major movie studios with un-
lawful restraint of trade.

At the heart of the 25-page com-
plaint are Z Channel’s plans to
switch from microwave to satellite
delivery of its movie and sports
lineup. Also, it plans to begin selling
ad time during upcoming baseball
sportscasts.

Z Channel claims that HBO “has
secured or coerced” the cooperation
of Twentieth Century Fox Film
Corp., Paramount Pictures, MGM/
UA Telecommunications and
Warner Bros. in ‘“restraining and
impairing” Z Channel’s ability to
compete with the pay service.

HBO, the suit alleges, contacted
each of the studios named and re-
minded them that terms of their
movie deals with Z Channel pre-
clude the service’s contemplated
changes, which were to be phased in
starting last Friday.

Z Channel insists that there have
been precedents set within the in-
dustry in which movie-oriented pay
TV services have sold advertising
within limited sports programing.

If it’s prevented from selling ad-
vertising and distributing its signal
by satellite, Z Channel warns that it
will “likely be eliminated as a (cable
industry) competitor.”

The service, owned by Rock Asso-
ciates and American Spectator, is
available only in the Los Angeles
area. Its backers say the changes are
necessary to make it profitable.

Z Channel is seeking a ruling that
the defendants would violate fed-
eral antitrust laws if they refused to
continue to sell it their movies.#

Wide World Photo
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Grant plan
gets final
court OK

By DIANE MERMIGAS

Senior reporter

Staff reporter

looking to receive the game feeds.

network for MLB.

NEw YOrRK—As opening day approached,
Major League Baseball last week revised
its satellite scrambling plans in the face of
a low response from broadcast stations

Only nine TV stations have bought de-
coders and requested authorization to use
the scrambled backhaul feeds to extract
highlights for sportscasts, according to
John Tagliafaro, president of Hughes Tele-
vision, which is setting up the scrambling

nly nine stations signed up for baseball’s original scrambling plan.

Major League Baseball
revises scrambling plans

By RICHARD TEDESCO

Under the revised plan, Hughes will pro-
vide stations with a daily lineup of games,
including the satellite and transponder
“‘address” of each feed. It also will indicate
which feeds are scrambled.

Hughes will transmit the information
over the AP MediaLink, an electronic
newsroom information service, Mr. Tag-
liafaro said.

Under the original plan, stations would
have needed to purchase a $3,500 de-
scrambler and pay a $250 authorization
fee for each feed it wanted to receive, since
the location of the feeds would not have

(Continued on Page 27)

Federal Communications Commission approval is all
that’s needed to end Grant Broadcasting’s long, complex
bankruptcy proceedings.

Last week, a U.S. bankruptcy court judge gave final
approval to a reorganization plan for Grant, which owns
three independent TV stations.

In what is the first bankruptcy settlement of its kind in
the industry, the ownership and management of the com-
pany will be equally shared by Grant Broadcasting’s
program suppliers and noteholders.

Among the board members of the reorganized com-
pany will be Lawrence Fraiberg, president of MCA
Broadcasting; Charles Fries, chairman and president of
Fries Entertainment; and Barry Thurston, president of
syndication for Columbia/Embassy Television.

Earlier last week, the reorganization plan received
nearly unanimous support from Grant Broadcasting's
creditors, noteholders and shareholders, who voted by
mail.

Only eight creditors, representing less than $500,000 in
outstanding debt, voted against the reorganization plan.

The remaining 252 creditors, representing $350 million
in outstanding debt, approved the plan, according to at-
torneys involved in the matter.

Last week, HR Broadcasting Corp., an arm of Hal
Roach Studios, was asked to manage the three Grant TV
stations. HR Broadcasting officials told ELECTRONIC
MEDIA earlier that they already are managing the sta-
tions.

But it is not known whether HR Broadcasting will
continue in that role after the company’s reorganiza-
tion is complete.

The reorganization plan, which is expected to become
effective no later than June 30, allows for the transfer of
ownership and management of Grant Broadcasting and
its three stations.

The only possible obstacle to completing the process,
which has been more than a year in the making, is a
recent challenge from Orbis Communications, a Grant

(Continued on Page 29)

Broadcasters, educators to discuss differences at NAB

By ROBERT HOMAN
Staff reporter

WASHINGTON—Broadcasters and
educators will get a chance to
bridge the gap between them at the
upcoming National Association of
Broadcasters convention.

On April 9, the first day of the
NAB convention in Las Vegas, the
Broadcast Education Association
and the NAB will hold a series of
joint seminars, which more than 500
educators and students are expected
to attend. It's the first meeting since
the release of two recent reports
that were critical of the broadcast

journalism education that students
are receiving at the nation’s colleges
and universities.

“There’s going to be some discus-
sion about the flap between broad-
casters and educators over broad-
cast education,” said Bob Ruggles,
dean of the Florida A & M Univer-
sity journalism school. ‘‘People
want to discuss the things that have
been appearing in your magazine.”

In January, ELECTRONIC MEDIA re-
ported the results of a survey con-
ducted by the Roper Organization in
which communications executives
gave the nation’s schools a “C”’
grade in the overall job they did in

training students for jobs in broad-
casting and cable.

The survey also revealed that 88
percent of the broadcast executives
favored a closer link between the
electronic media industry and the
nation’s colleges and universities.

Another recent report, conducted
by William Oliver, associate profes-
sor of journalism at Stephen F. Aus-
tin University in Texas, revealed
that viewpoints have hardened
about perceived inadequacies of
college broadcast curriculums over
the past 10 years.

The two seminars at the BEA/
NAB joint session, called “The Sec-

ond Half-Century of Broadcast Reg-
ulation” and “The Future of Broad-
cast Audience Research,” don’t
directly address the issue of broad-
cast education.

But John Pennybacker, a journal-
ism professor at Louisiana State
University, said, ‘I expect that
there'll be a great deal of discussion
in the halls” about the recent re-
ports. Still, Mr. Pennybacker said he
doesn’t expect any dramatic break-
throughs at the meeting.

“There’ll always be some kind of
schism between the two,” Mr. Pen-
nybacker said. “The same argu-
ments seem to recycle.

Mr. Ruggles added that the Roper
report has been “sensationalized.”

But Gerald Sanders, chairman of
the department of communications
at Miami University of Ohio, said
the Roper report “is in the ball-
park.” He said the report “may be
the catalyst that will get them to ad-
dress the basic issues.”

The BEA’s convention will be held
April 7 to 9 at the Las Vegas Con-
vention Center. Other seminars at
the BEA convention include “The
Importance of Hands-on Internships
in Getting a Job” and “The Matur-
ing of Local News: Is Network News
Really Necessary?'#
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More than
700 exhibits
set for NAB

By KATHY MAEGLIN
ELECTRONIC MEDIA staff

Broadcasting

Even more equipment makers will be hawking their
wares at the National Association of Broadcasters con-
vention this week, taking up more than 380,000 square
feet of floor space, almost 85,000 more than last year.

At the April 9-12 meeting in Las Vegas, more than 700
companies will be exhibiting, up from last year’s 648,
says Bob Hallahan, director of the NAB news bureau.

The exhibits will be concentrated in the Las Vegas
Convention Center and the adjacent Hilton Center.

ELECTRONIC MEDIA contacted a number of manufac-
turers to get a sampling of what will be offered:

o Ampex Corp. will introduce a new cassette-based
studio videotape recorder that uses the Ampex-deve-
loped D-2 composite digital video recording format.

Dave Detmers, manager of public relations for mar-
keting, sales and service for the Redwood City, Calif.-
based company, says the new recorder, the VPR-300, is
compatible with existing analog equipment and pro-
vides digital video and four channels of digital audio.

® Broadcast Automation of Dallas will be showing
a new live-assist controller, which allows a radio sta-
tion’s program director to control the music format.

Company President Earl Bullock said the unit fea-
tures eight input sources and 24 events.

e Eventide will be offering a new broadcast Ultra-
Harmonizer, the first stereo multi-effect audio proces-
sor designed specifically for radio and TV broadcasting.

Joseph Shapiro, marketing director for Little Ferry,
N.J.-based Eventide, said the Ultra-Harmonizer in-
cludes dozens of pitch change, reverb and audio special
effects, including character voices, plus stereo audio

(Continued on Page B6)

Everything you always wanted to know about HDTV . . .

—— Wallace J. Jorgenson
Photo by Mark Sluder

Wally Jorgenson is preparing 1o retire as president of Jefferson-Pilot after 31 years with the broadcast company.

Citizen broadcaster

Jefferson-Pilot serves more than bottom line

increasingly obsessed with quarterly earnings,
this quietly successful company, Jefferson-
Pilot Communications, and the man who has
headed it for the past 10 years, Wallace Jor-
genson, stand as something of a throwback to
bygone times.

It is a company dominated at the top, for
example, by thoroughly seasoned, home-grown
management talent with backgrounds rooted

(Continued on Page B10)

By DOUG HALONEN
Staff reporter

CHARLOTTE, N.C.—Tucked away in a peace-
ful setting near the ever-growing business dis-
trict here is the headquarters of a broadcasting
boutique of sorts, a company that has built a
$150 million operation around the belief that
good citizenship is good business.

At a time when many broadcast groups are

By MELINDA GIPSON
Special to ELECTRONIC MEDIA

Until recently, virtually no one
cared about high-definition televi-
sion except for a few visionary engi-
neers.

Like so many other futuristic video
ideas, HDTV floated for years in that
blue-sky never-never land so popu-

lar with newspaper feature writers,
who rhapsodized periodically about
the big screens and tremendous pic-
tures that awaited viewers one day.
Yet now, suddenly, that day seems
almost upon us. Development of a
viable HDTV system has been placed
on the hottest of front burners, mak-
ing it a topic of concern and conver-
sation at every industry convention.

To many broadcasters, the stakes
seem enormous, and the time for de-
cision very short. Pressured by the
Japanese on one side and by U.S.
cable and satellite interests on the
other, broadcasters must soon de-
cide how to integrate this new tech-
nology into a spectrum not designed
to handle it.

The following question-and-an-

swer primer, based on interviews
with leading HDTV participants,
outlines the political, technological
and financial forces that are work-
ing to transform U.S. broadcasting.

All right, let’s take it from the
top. What is HDTV anyway?

Dr. Robert Hopkins, executive
(Continued on Page B14)

INSIDE: Special Report

NAB'’s lobbying muscle
NAB officials say their top priosity is
to become a formidable force on
Capitol Hill.

TV and politics

men more than usual—these politi-
cians used to work on the air.

TV exposure helped some congress-

AM options

The FCC is considering national AM

radio stations if the AM band is
expanded this summer.

A look at ‘indecency’

Despite the FCC's efforts, examples of

strong language, racist remarks and
sexual innuendo continue on the air.

Buying plans
TV engineers are keeping their

cempetition in mind as they purchase

production equipment (right).

Radio overhaul
When radio engineers consider this

B7

year's equipment buys, a top priority

will be overhauling their stations.
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NAB beefs up commitment to lobbying

By DOUG HALONEN
Staff reporter

WasHINGTON—Faced with a fast-changing
marketplace, NAB officials say their No. 1
priority for the future is to beef up their lob-
bying capability.

The NAB's ability—or inability, in many
cases—to influence Congress has been the tar-
get of jokes in the past. But today the associa-
tion’s leaders say they’re deadly serious about
becoming a formidable force on Capitol Hill.

The re-emphasis, they say, is being driven in
part by the realization that the industry is
now beset by a number of crucial issues that
could determine its continued prosperity.

All broadcasters, for instance, face the dan-
ger of being hit with special taxes as Congress
gropes for ways to cope with an overwhelming
federal budget deficit.

TV broadcasters also face legislative battles
with cable TV, and perhaps eventually even
with telephone companies, over the right to be
carried on video cables entering the home.

There’s also the question of whether broad-
casters will be left behind altogether by cable,
videocassette recorders and satellite-to-home
broadcasters, all of which may be able to de-
liver high-definition TV signals that the local
broadcaster can’t match for signal quality.

“Never before have we been challenged with
the seriousness of the bottom-line issues or the
number of bottom-line issues that are cer-
tainly in the forefront today,” says NAB Presi-
dent Eddie Fritts.

The effort, according to association offi-

PETRY CREATES BEST SELLERS

'World Radio Histo

cials, is also being driven by the membership,
which some say really didn’t take the need for
strong lobbying all that seriously until last
year.

That’s when Congress began fiddling with a
variety of proposals that threatened to hit
broadcasters hard and fast in their pocket-
books.

Efforts on Capitol Hill to pass legislation
that would have limited the tax deduction an
advertiser can take on advertising and that

(Continued on Page B13})

JIM MAY
Gained early exposure to politics

May looking
to heighten
NAB profile

WASHINGTON—When it comes to
beefing up the National Association
of Broadcasters’ presence on Capitol
Hill, the association’s top officials
say that Jim May is their man.

Mr. May, 42, the new head of the
NAB'’s government relations depart-
ment, got his first exposure to poli-
tics, he says, at age 6 when he
passed out bumper stickers for one
of his mother’s campaigns.

That exposure eventually led to a
first-hand look at what Congress
was all about. His mother, Cath-
erine May, was a U.S. congresswo-
man from the state of Washington
from 1958 through 1970.

“I grew up in Congress,” Mr. May
says.

He even ran, unsuccessfully, for
the same congressional seat in 1976.

Eddie Fritts, NAB president, says
another key factor in Mr. May’s ap-
pointment is that he learned the
lobbying ropes at the Grocery Man-
ufacturers of America, which has
been noted for turning out top-
notch lobbyists and for the strength
of its grass-roots organization.

Wally Jorgenson, NAB joint board
chairman, says the association is
hoping to develop its own grass
roots.

“And that’s one of the specialties
that Jim May is good at,” Mr. Jor-
genson says.

Mr. May told ELECTRONIC MEDIA
that by stimulating those roots, he
hopes to turn NAB into the “single
best government relations and lob-
bying department in all of the com-
munications industry.”

Mr. May studied economics at the
University of Washington before
joining the U.S. Marines in 1967.

As a Marine officer, he served as
both a platoon leader and company
commander in Vietnam and re-
ceived the Bronze Star and the
Cross of Gallantry.

In his career, Mr. May also
worked in public affairs for both
Coca-Cola Co. and Pepsico Inc.#

—Doug Halonen
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TV careers lead some into politics

By ROBERT HOMAN
Staff reporter

WasHINGTON—When Bob Dornan hosted a
talk show on KTLA-TV in Los Angeles in the
early 1970s, he had more than just a career in
broadcasting on his mind.

“I became a broadcaster to build my name
to rur: for Congress,” he recalls. “It was by
design.”

His plan worked. The broadcaster was
elected to the House of Representatives in
1972 and now serves as one of the prominent
members of California’s Republican delega-
tion.

Rep. Dornan is one of a half-dozen or so
members of Congress who used an on-air
presence to help produce the name recognition
needed to mount a successful political cam-

paign.

Today, those broadcasters-turned-con-
gressmen, who include former talk show hosts,
a sportscaster and a political commentator,
say a background in broadcasting doesn’t
guarantee success in politics. But, they add, it
can give a would-be candidate a big boost in
launching a campaign for public office.

Some were even able to use their on-air ex-
posure to bypass the traditional climb up the
local political ladder before running for fed-
eral elective office.

After Rep. Claudine Schneider, R-R.I., lost
her first bid for Congress in 1978, she was
hired by WJAR-TV in Providence to host a
weekly public affairs program.

She was elected to the House two years
later.

“The contribution of that TV show to my
election was fairly significant,”” Rep.
Schneider said in a recent interview. “It added

substance to a name.”

And Rep. Earl Hutto, D-Fla., says having
been a TV sportscaster for 20 years cut down
on the amount of time and money he needed to
spend on his first race for the Florida state
legislature.

“It doesn’t get you elected, but it does help
you get known,” Rep. Hutto says about his
broadcasting background.

But Rep. Al Swift, D-Wash., who was public
affairs director for KVOS-TV in Bellingham,
Wash., before being elected to Congress in
1978, has a different opinion about on-air ex-
posure. He says the power that TV has to help
broadcasters get elected to public office has
often been exaggerated.

“I did a show that nobody watched,” Rep.
Swift says. “A number of broadcasters who
have run for Congress have been defeated. It
can turn against you if the public thinks you

have an unfair advantage.”

Rep. John Miller, R-Wash., a political com-
mentator for KIRO-TV in Seattle from 1981 to
1984, notes that TV commentator Lloyd
Cooney was ‘“‘trounced” in his race against
Sen. Dan Evans, R-Wash.

“We don’t talk about the people who didn’t
make it,” says Rep. Miller, a lawyer and for-
mer Seattle city council president.

“They’re not all winning.”

Asked why he left his job as a political com-
mentator, Rep. Miller reponds, “I loved it, but
I got the uneasy feeling I was going stale.”

The broadcasters-turned-congressmen con-
tacted by ELECTRONIC MEDIA all agreed with
the need for the equal-time rule, which re-
quires stations to provide equal air time to
opposing candidates.

When on-air personalities decide to run for

(Continued on Page B15)

Among the equipment that TV station engineers are looking at this
year are Beta products, such as Ampex’s Betacam SP line with such
items as (above, left to right) the CVR-75 Studio VTR, the CVR-5
Camcorder VTR and the CVR-35 Field Portable VTR. Grass Valley
Group, meanwhile, is offering the IPS-100 integrated production sys-
e tem to station engineers interested in production equipment.

Feast or famine

TV equipment buying plans run the gamut

By HOWARD J. ANDERSON
ELECTRONIC MEDIA staff

Tight budgets are forcing some TV stations to forgo equip-
ment purchases this year or focus on top-priority replacements
of aging equipment.

Other stations, however, say they're planning major pur-
chases to help them remain competitive in their markets.

ELECTRONIC MEDIA asked chief engineers and operations
directors at 10 television stations across the country what
they're planning to buy this year.

WNBC-TV
New York

The NBC-owned station in the nation’s largest market plans
to acquire new graphics equipment this year, said Edward
Knapp, director of station operations.

The station expects to replace most of its 5-year-old graphics
equipment to update its on-air look and remain competitive,
Mr. Knapp said.

“It’s always a battle to keep the competitive edge,” he said.

Among the equipment to be purchased are character genera-
tors, storage systems and paint-box type devices, he said.

WSB-TV
Atlanta

New solid-state transmitters are the major item on the pur-
chase agenda at this ABC affiliate in the 12th market, accord-

Radio engineers share their shopping lists. Page B7.

ing to Herb Gilbert, director of engineering. The transmitters
will replace 14-year-old equipment, he said.

WBAL-TV
Baltimore
Production equipment, including a production editor, will
account for a major portion of the acquisition budget at this
CBS outlet in the nation’s 21st market, said Tom Bentsen,
director of engineering.
The station also plans to buy a newsroom computer system.

WLAE-TV
New Orleans

Because this PBS station just underwent budget cutbacks, no
major purchases are planned this year, said Doug Curry, direc-
tor of engineering. The economy in the nation’s 33rd market
has been hard hit by the slump in the oil industry, he said, plus
viewer donations are down.

WOTV-TV
Grand Rapids, Mich.
The NBC affiliate in the 40th market is focusing on produc-
tion equipment this year, said Don Gallagher, the station’s
(Continued on Page B6)

FCC eyes
national

AM outlets

By ADAM BUCKMAN
Staff reporter

The Federal Communications Commission is trying to de-
cide how to allocate hundreds of new AM radio licenses that
would become available if an expansion of the AM band is
approved.

Among other things,
the commission is
thinking about granting
national AM radio li-
censes for the first time.

On Feb. 25, the com-
mission asked for the
broadcasting industry’s
suggestions on how to
allocate the new li-
censes.

That'’s despite the fact
that the international
broadcasting commu-
nity hasn’t yet approved
the expansion of the
AM band—an idea
that’s been debated
since 1984.

However, the band’s
expansion might be ap-
proved this June in
Geneva, Switzerland, when the International Telecommuni-
cations Union convenes the second session of its Region 2
Administrative Radio Conference.

At issue is a new section of AM spectrum that would es-
tablish 10 new AM channels located at the high end of the
band from 1605 khz to 1705 khz.

AM radio signals are currently broadcast on 107 channels
from 535 khz to 1605 khz.

AM expansion is being pushed primarily by international
broadcasting organizations (with support from the FCC)
whose member countries want to establish more stations
on an already-crowded AM band.

However, with AM radio stations in the United States
reeling from more than 10 years of losing listeners and ad-
vertisers to FM stations, one might wonder why the United
States would support the creation of even more AM stations.

The FCC has climbed on the bandwagon primarily because
the international broadcasting community is demanding it,
and the commission sees no reason not to support friendly
countries in their quest for better communications systems
within their borders, explained Alex Felker, FCC Mass
Media Bureau chief.

Moreover, rather than create more competition for hard-
pressed AM stations already in existence, the expansion of
the AM band could ease the crowding on the existing
AM spectrum that is causing interference problems between
adjacent stations, said David Parnigoni, senior vice presi-
dent of radio for the National Association of Broadcas-
ters.

That's one of the ideas the NAB is considering as it devel-

(Continued on Page B12)

ALEX FELKER
FCC supports expanded AMs
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‘Shock’ broadcasts unabated by curbs

By ADAM BUCKMAN
Staff reporter

Despite the Federal Communica-
tions Commission’s efforts to curb
“indecent” broadcasts, examples of
strong language, racist remarks and
sexual innuendo have continued to
dot the airwaves.

In New York recently, radio shock
jock Howard Stern responded to a
critical review by New York Daily

News columnist Kay Gardella by
telling his listeners: *I'd like to give
her a gynecological examination
with a shovel.”

That same week on New York
television, WWOR-TV’s Morton
Downey Jr., known as a “confronta-
tional” talk-show host, began a de-
bate on smokers’ rights by hold-
ing a cigarette up to a TV camera
lens and declaring, “If you don’t like
my butt, you can kiss my ass!”

In Miami and Indianapolis, con-
cerned citizens have been monitor-
ing shock-oriented, morning-drive
radio shows for months and claim
to have logged thousands of viola-
tions of the FCC’s program-content
regulations, which prohibit refer-
ences to ‘‘sexual organs” and “‘ex-
cretory functions.”

Controversial material has
achieved higher ratings for some TV
and radio stations. Mr. Stern’s radio

show is among the highest-rated
radio programs in New York, and
Mr. Downey’s nightly TV program
has garnered heavy press coverage
in local print media and the televi-
sion trade press.

The local press coverage has
helped boost ratings for Mr. Dow-
ney, while his notoriety in the trade
press might help clearances of his
talk show, which is being offered in
syndication.
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Mr. Downey’s approach to hosting
his talk show has ‘“created an elec-
tricity, and that was the intention,”
commented WWOR General Man-
ager Robert Kunath in an interview
earlier this year.

Broadcasting executives who
don’t take a shock approach to pro-
graming don’t understand shock
programs.

“We don’t have to do that kind of
radio to get ratings,” said Robert
Hyland, senior vice president of the
CBS Radio Division and general
manager of CBS’s KMOX-AM in St.
Louis.

His station, which offers a G-
rated, mass-appeal format of news,
talk, music and sports, has the high-
est major-market audience share in
the United States: more than 22
percent of the St. Louis radio audi-
ence, according to the fall 1987 Ar-
bitron Ratings Co. report.

He criticized practitioners of
shock radio because, he says, their
programing has invited the inter-
vention of the FCC.

Most executives don’t want to
comment on the programing car-
ried by other stations.

“I really don’t think it’s my place
to comment on the programing stra-
tegies of other radio stations,” said
Rick Starr, vice president and gen-
eral manager of Pittsburgh’s
KDKA-AM, another one of the na-
tion’s top mass-appeal stations.

However, Mr. Starr said, if KDKA
began using a shock approach to its
programs, ‘“our audience would be
outraged and dismayed.”

At the National Association of
Broadcasters in Washington, David
Parnigoni, senior vice president of
radio, said: “The NAB believes that
listeners will be the determining
factor of what stations program on
the air.”

When it began cracking down on
so-called ‘‘blue” radio in 1986, the
FCC was responding to complaints
about programs aired on two lis-
tener-supported radio stations on
the West Coast, as well as remarks
made on the air by Mr. Stern.

The FCC’s opponents argued that
none of the offending programs vio-
lated existing program-content reg-
ulations. Eventually, no disciplinary
action was taken against the alleged
offenders.

Twice since then, the FCC has at-
tempted to clarify its content rules,
but broadcasters say they still don’t
understand the regulations.

Within those clarifications, the
commission established a ‘“‘safe har-
bor’’ after midnight, in which
broadcasters could air material of
questionable taste.

Today, citizens’ groups continue
to press the FCC to take stronger
action, while broadcasters continue
to challenge the commission’s rules.

Most recently, the FCC notified
Kansas City’s KZKC-TV in January
that an uncut broadcast of the film
“Private Lessons” might have vio-
lated the commission’s program-
content rules.

Despite its action in the KZKC
case, the commission appears to be
stymied by the indecency issue.

“It’s new ground for the commis-
sion,” said Rich Bozzelli, a special
assistant to FCC General Counsel
Diane Killory, who has been as-
signed to deal with indecency.

While the commission wants to
respond to consumers’ complaints
about TV and radio stations, the
FCC wants to tread carefully where
the First Amendment is concerned,
Mr. Bozzelli said.

Broadcasting attorneys say that
no matter what the commission
does, the agency’s actions will inevi-
tably run afoul of the First Amend-
ment, especially if the commission’s
guidelines are unspecific. #
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Jefferson-Pilot stresses civic activism

(Continued from Page B1)
in broadcasting.

Mr. Jorgenson, a veteran of almost
40 years with Jefferson-Pilot, as-
sumed the presidency after 30 years
of being No. 2 to broadcasting pio-
neer Charles Crutchfield, who
helped found the company and ran
it until his retirement.

And when Mr. Jorgenson retires
in November, the executive widely
dubbed most likely to succeed him
is 56-year-old Jim Babb, a 31-year
veteran of the firm.

Mr. Babb, who formerly ran the
company’s flagship station, WBTV-
TV, here, has been Jefferson-Pilot’s
executive vice president under Mr.
Jorgenson for the past 10 years.

But, managerial bench strength
notwithstanding, it is the commit-
ment to civic activism that stands as
the most deeply imbedded trade-
mark of Mr. Jorgenson and his com-
pany.

Jefferson-Pilot’s two television
stations and 10 radio stations in-
volve themselves heavily in do-good
projects, ranging from blood drives
to charity auctions.

And CBS-affiliated WBTV has
had a reputation for providing unu-
sually aggressive and ambitious
local TV news coverage over the
years, even in the days when it had
little competition in its market, the

nation’s 32nd largest.

Likewise, Jefferson-Pilot manag-
ers involve themselves in matters
decidedly broader than their day-
to-day jobs.

For example, Mr. Babb, the com-
pany’s No. 2 executive, has served
on the CBS affiliates advisory
board. Mr. Jorgenson is the joint
board chairman of the National As-
sociation of Broadcasters.

Cullie Tarleton, WBTV senior vice
president and general manager, says
the company’s top management has
never made a “thou shalt” of com-
munity service.

“Those of us in management sort
of tended to follow their example,”
Mr. Tarleton says.

‘“‘We’'ve always operated on the
basis that you need to weave your-
self into the fabric of the commu-
nity,” Mr. Jorgenson sums up. “Do
business in a way that it will have
mattered in people’s lives.”

Practicing what Mr. Jorgenson
preaches has won the company and
its stations strong community sup-
port in high places.

“They are a very good corporate
citizen,” says Charlotte Mayor Sue
Myrick.

Mr. Jorgenson notes with pride
that his company’s efforts to con-
tribute something beyond the bot-
tom line have sometimes reached far

e SEX IN THE STUDIO

e CHANGING FACE OF SYNDICATION
e MR. NEILSEN’S NEIGHBORHOOD

e CABLE CONCERNS

e COMPUTER LITERACY

These and more hot topics are on
tap for the 1988 TVPC meeting
July 8-12 « Lexington, Kentucky

For information call
Diane Appleyard (904) 432-8396

‘The two halimarks
of this company
are showmanship
and citizenship.’

—Wally Jorgenson
president, Jefterson-Pilot
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beyond its own markets.

For instance, when Cass Bal-
lenger, a North Carolina Republican
congressman, was looking for some-
one to help the Catholic Church get
its radio station back on the air in
Nicaragua last year, he asked Mr.
Jorgenson for assistance.

“I said, ‘Absolutely,” " recalls Mr.
Jorgenson, who supplied a bilingual
engineer and the transmitter parts
necessary to get the radio station
back up and running after it had,
according to Mr. Jorgenson, been
shut down by Nicaraguan President
Daniel Ortega.

“My feeling, as far as this com-
pany is concerned, is that we would
do anything we could, within rea-
son, to help the ‘freedom fighters’ in
Nicaragua,” says Mr. Jorgenson, a
veteran of World War II as a Marine
officer and an admittedly conserva-
tive Republican. “We don’t like dic-
tatorships.”

Then there was the time in the
early 1960s when the company’s
WBT-AM, with a 50,000-watt signal

| strong enough to reach from Char-

lotte to Cuba at night, made a series
of post-midnight Russian-language
propaganda broadcasts at the re-
quest of the State Department,
which wanted to reach Soviets sta-
tioned in Cuba.

Mr. Jorgenson tells such stories
proudly, showing no signs that the
less patriotic times that have since
arrived have made him the slightest
bit self-conscious.

In fact, Mr. Jorgenson ticks off
another example of what he sees as
patriotic service by his company: an
annual citywide, company-spon-
sored Fourth of July fireworks dem-
onstration, complete with accom-
panying patriotic music from
WBT-AM.

“We feel good about the Fourth of
July and wonderful to be an Ameri-
can,” Mr. Jorgenson says.

A dedicated Lutheran who some-
times preaches at his church, Mr.
Jorgenson stresses that he tries to
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keep his conservative Republican
politics out of the limelight in Char-
lotte and out of his thrice-weekly
broadcast editorials.

“I contribute heavily to candi-
dates,” says Mr. Jorgenson. “I work
with campaigns as a private ctizen
behind the scenes, but I w:ll do
nothing openly, because I do not
want to jeopardize the credibility of
our news department.”

He also says he has pre-empted,
or delayed until late-night hours,
CBS network shows he believes are
too suggestive for Charlotte.

The stations also refuse te run
condom ads, even with all the con-
cern abeut AIDS.

“It could be construed as exploit-
ing promiscuity and taking advan-
tage of the situation,” Mr. Jorgenson
says.

Controversial though such deci-
sions may be in much of the ¢oun-
try, the numbers suggest that the
company has been calling them
right ir Charlotte, hometown of
evangelist Billy Graham (whom Mr.
Jorgenson considers a personal
friend) and a racially integrated
New South city generally regarded
as politically progressive.

By all accounts, WBTV has been
the station to beat in the region
since it {irst signed on in 1949. Only
over the last five years or so has it
been feeling any significant heat
from its only other VHF competitor
here, Cox Enterprises’ WSOC-TV,
an ABC affiliate.

Early-evening news shares (per-
centage of sets in use) that once ho-
vered in the 50s aren’t what they
used to be, but the rating (percent-
age of TV homes) still stands at a
respectable, and market-leading, 25
in the February figures from A.C.
Nielsen Co.

“The success of (WBTV) at a time
when CBS is third-ranked is phe-
nomenal,” says Jeff Borden, radio
and TV writer for the Charlotte Ob-
server.

The WBTV-WSOC fight that has

Photo by Mark Sluder

o fax preparation
o the oil industry
e minority-owned firms

Tom Mariam

American Stock Exchange
86 Trinity Place

New York, NY 10006-1881

come to be in recent years makes
another point about Mr. Jorgenson’s
company: It is extremely competi-
tive.

Once, in the mid-1970s, WBTV’s
management learned that WSOC
was buying Charlotte’s first TV
news helicopter.

WBTYV eventually bought one, too,
but to be the first to actually put
one to use in the market, went out
and rented one. “We didn’t want to
be second,” Mr. Jorgenson says.

Mr. Jorgenson says he got in-
terested in broadcasting while in
high school during the early 1940s.
As a teen-ager, he hung out at
WCCO-AM, then owned by CBS, in
his hometown of Minneapolis, and
watched the announcers ply their
trade.

While a student at St. Olaf Col-
lege in Northfield, Minn., he worked
as an announcer for WCAL-AM, the
college radio station, before the Jap-
anese bombed Pearl Harbor and he
enlisted in the Marines.

Mr. Jorgenson was with the first
wave of Marines that landed at Na-
gasaki, Japan, just over a month
after the United States had dropped
the atomic bomb there on Aug. 9,
1945, and he set up a radio network
for the occupation troops there.

After his discharge from the mili-
tary in September 1946, he helped
set up and manage KTRF-AM in
Thief River Falls, Minn.

He later moved south and became
WBT-AM’s first local salesman on
June 24, 1948, and since then has
been with the company—a subsidi-
ary of the Greensboro, N.C.-based
Jefferson-Pilot Corp., a holding
company with insurance interests.

“He wanted to improve himself,”
quips Mr. Crutchfield, Mr. Jorgen-
son’s immediate predecessor, who
retired as the company’s president
in 1977. “He wanted to come down
to thaw out.”

He says that part of the com-
pany’s success in Charlotte is attrib-
utable to its desire, even before it
faced any formidable competition,
to go first class.

“The two hallmarks of this com-
pany,” says Mr. Jorgenson, sitting in
his office overlooking downtown
Charlotte, ‘“are showmanship and
citizenship.”

As president of Jefferson-Pilot,
Mr. Jorgenson is credited with hav-
ing spearheaded efforts to acquire
most of the broadcaster’s stations.

Aside from WBTV and WWBT-TV
in Richmond, Va., they are: WBT-
AM and WBCY-FM, also in Char-
lotte; KSON-AM/FM in San Diego;
KIMN-AM and KYGO-FM in Den-
ver; WNWS-AM and WLYF-FM in
Miami; and WQXI-AM/FM in At-
lanta.

In 1967, just before Mr. Jorgenson
was promoted to executive vice
president and chief operating offi-
cer, the company essentially con-
sisted of the three Charlotte broad-
cast facilities and generated less
than $9 million in gross revenues.

Today, that figure has grown to
$150 million.

Although Mr. Jorgenson is plan-
ning to retire as president of Jeffer-
son-Pilot Communications on Nov.
1, the day after he turns 65, he
isn’t expected to drop out of sight.

He says he may even form a fam-
ily broadcasting business with some
of his five children. What’s more, he
says he intends to run for re-elec-
tion as NAB joint-board chairman.

Judging from the reaction of his
board colleagues, who appear to ap-
preciate his low-key leadership
style, he’ll be a shoo-in.

“I can’t imagine anyone attempt-
ing to take on Wally,” says Gene
Cowen, a Capital Cities/ABC vice
president and a member of NAB’s
TV board.#
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FCC considers allocating more AMs

(Continued from Page B3)
ops its reply to the FCC’s request for sugges-
tions on the new AM channels, Mr. Parnigoni
said.

“We look at it as a way to solve a lot of
problems on the lower end of the spectrum,”
he said.

He explained that hundreds of AM stations
—particularly daytimers with low-power,
directional signals—have no chance of receiv-
ing permission to increase their power because
they are already interfering with some bigger
stations located nearby.

Mr. Parnigoni said the NAB envisions a sce-
nario in which licensees of hard-pressed AM
stations would be given preference when new
AM licenses become available on the new sec-
tion of spectrum.

By removing them from the lower end of the
band and converting them into full-time AM

stations on the new part of the band, their
communities could be better served, and inter-
ference could be alleviated, Mr. Parnigoni
said.

Such a scenario is one of the issues that
the FCC has requested comments on.

Other issues that need to be ironed out in-
clude the technical criteria for operating on
the expanded band, the procedure under
which the FCC will grant licenses and the
fate of travelers’ information services that are
currently broadcast at 530 khz and 1610 khz.

The commission also asked for comments on
the possibility of granting national AM li-
censes for some or all of the new channels that
will become available.

Under such a national licensing plan, which
would represent the first national broadcast
licenses ever granted by the FCC, individual
entities would be granted licenses for national

AM frequencies.

However, rather than build a single station
that would broadcast coast-to-coast, the na-
tional licensees would more likely operate a
string of stations in different markets that all
broadcast on the same frequency, said the
FCC's Mr. Felker.

“A single entity would be able to guide the
development of a channel on a nationwide
basis,” an FCC statement explained. “Such a
national licensee could operate the stations it-
self or could lease the frequency to others,”
the commission said.

Mr. Parnigoni called the idea “intriguing.”

He said he wasn’t sure if the NAB would
support licensing all of the new channels in
this way, but he said a national licensing plan
would prevent the sort of crowding that has
plagued the lower section of the AM band.

The last thing the NAB wants, he said, is for

the FCC to try to shoehorn too many new sta-
tions into the new spectrum.

Mr. Parnigoni said the expanded part of the
band could contain up to 1,000 new radio sta-
tions, which the NAB feels would be too
many.

Mr. Felker pointed out that establishing an
expanded AM band is still years in the future.

For one thing, he said, much hinges on
whether delegates to this spring’s ITU confer-
ence approve AM expansion or get hung up on
debates that would further delay definitive
action.

In addition, broadcasting on the new spec-
trum won’t be practical until radio manufac-
turers build receivers capable of tuning in the
new AM stations.

That’s not likely to happen until sometime
after AM expansion is approved, Mr. Felker
said.#

Company
cuts FM
red tape

By ADAM BUCKMAN
Stalf reporter

Without the Federal Communica-
tions Commission’s Docket 8090,
Consolidated Broadcast Services
would not exist.

Initiated in 1980, Docket 8090 es-
tablished a procedure under which
the FCC would award licenses for
up to 700 new FM radio stations lo-
cated in markets of all sizes.

But the commission did not begin
to accept applications for new FM
station licenses until several years
later.

In about the last 1%2 years, the
commission has received about 400
applications per quarter for the
highly sought-after FM licenses, ac-
cording to Alex Felker, FCC Mass
Media Bureau chief.

He said the commission will cease
accepting applications in about a
year and will begin a lengthy pro-
cess in which some applications will
be ruled out immediately, and the
merits of others will be reviewed in
comparative hearings.

And that’s where Consolidated
Broadcast Services comes in. The
West Palm Beach, Fla.-based con-
sulting firm was formed last year to
help individuals fill out applications
for the FCC’s new FM licenses.

According to the firm's vice presi-
dent, Phyllis Giles, Consolidated
Broadcast Services hasn't experi-
enced “an avalanche” of takers for
its services, but business has been
steady.

For a flat fee of $8,975, the firm
handles the legal and engineering
analyses that go into a broadcast
license application and helps cli-
ents prepare their applications. The
firm also offers to guide its clients
through the comparative hearing
process.

Ms. Giles defends her firm’s fee
as reasonable because FM licenses
worth millions of dollars are at
stake.

Besides, she adds, the FCC
charges fees in the thousands of
dollars just to apply for the FM li-
censes.

The company's fees include $1,800
for filing an application and $6,000
for participating in a comparative
hearing, Ms. Giles says.

The commission’s Mr. Felker said
that since the agency instituted fil-
ing fees last April, the number of
license applications filed monthly
has dropped 30 percent to 40 per-
cent. #
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NAB beefing up lobbying capability

(Continued from Page B2)
would have assessed a special tax on
sales of broadcast properties are
still fresh in mind.

The NAB is credited for helping to
quash those proposals, largely
through unusually strong support
from the grass roots.

“I think now that gives the grass-
roots broadcaster new confidence
that he indeed can make a differ-
ence,” says Wally Jorgenson, NAB
joint board chairman and president
of Jefferson-Pilot Communications.

“And that’s going to be the trade-
mark and the strategy from here
on—to develop that grass roots.
We've got 11,000 broadcasters out
there.”

The NAB already has taken some

steps toward improving its grip on
relations with the government.

For starters, the NAB board has
agreed to increase the association’s
government relations war chest by
40 percent this year, earmarking a
total of about $1.5 million for the
effort.

The association also has hired Jim
May, 42, a former lobbyist for the
soft drink giants Coca-Cola Co. and
Pepsico, to head up its government
relations department.

One of the major reasons NAB of-
ficials say Mr. May got the job is
that he has experience organizing
grass-roots lobbying efforts, the
kind that can get the attention of
lawmakers.

“We have a better sense of confi-

dence in the industry association
than several years ago, because
NAB is making a real effort to stay
abreast of the issues,” says Gene
Cowen, a vice president for Capital
Cities/ABC in Washington and a
member of NAB’s TV board.

Radio representatives, who have
long sensed that their own interests
have been “held hostage’ on Capitol
Hill to lawmakers’ concerns about
the power and influence of TV, say
the association will also be making
an effort to distinguish radio from
TV on certain issues, including re-
form of comparative renewal.

The association had been seeking
comprehensive relief from compara-
tive renewals in Congress last year
but pulled the plug when the NAB

board decided that lawmakers were
seeking too many trade-offs.

“I think we’re now recognizing
that we (radio and TV) are going to
have to look at separate agendas,”
says Jerry Lyman, chairman of the
NAB radio board and president of
RKO Radio.

Of course, most NAB insiders say
broadcasters aren’t likely to get
major legislation they want out of
Congress this year.

For one thing, the Democratic
leadership of the Senate and the
House was alienated by the NAB’s
support of the FCC’s elimination of
the fairness doctrine.

And Sen. Ernest Hollings, D-S.C.,
who chairs the Senate committee
with oversight of broadcasting

todeliver TV spots...

way to rec

intended for your station. What's more, they may

be recorded in off-peak

time periods.

With reception of either Ku-band or C-band,
our nciPhtly transmission schedules reduce your
in

recor

equipment conflicts by allowing you to

receive all scheduled commercials during a single
feed. By the use of the Cyclecypher system, you can
reduce operation time and store commercials in

just 25% of the space required to store a similar
number by conventional means.

The Cycle Sat Package.
or the Céyc]e Sat Satellite
receive the

When you siﬁn-up
Courier, you will

ycle Sat package,

which includes: a Cyclecypher, Ku-band/C-band
satellite data decoder/receiver, a high-speed Cycle
Sat printer, a remote record indicator, two inter-
face cable packs, and $100 to help cover your

installation costs.

For consistent clearg

timely delivery and sc

icture quality, reliability,
eduling of spot TV, cal
toll-free 1-800-622-1865.

eive them.

See us at the NAB SHOW,
April 9-12/Las Vegas Booths 5433 and 2629
(With GE American Communications)

B
S

SATELLITE COURIERS

DELIVERS CLEAR SOLUTIONS

A subsidiary of Winnebago Industries Inc.
119 Willowglen Drive
Forest City, Iowa 50436

Offices in Los Angeles, Chicago and New York

issues, wasn't pleased with the part
the association played in derailing
his proposed tax on sales of broad-
cast stations, a proposal he says
he’ll bring to the fore again soon.

“Not only do we have a Congress
that's bent the wrong way, in that
they’re regulators, but we’'ve got one
that’s angry,” says the NAB’s Mr.
Jorgenson.

Indeed, so grim are the prospects
of getting pro-broadcasting legisla-
tion, including new must-carry
rules, that many industry observ-
ers expect the NAB’s actions on
Capitol Hill to be primarily of a de-
fensive nature.

And some NAB officials are
breathing a sigh of relief that many
legislators will be too concerned
about winning elections and about
other pressing matters to give much
thought to broadcasters for the rest
of this year.

“1 think maybe we can use this
year to good advantage,” says the
NAB’s Mr. Jorgenson. ‘“We’re all
tired from slugging it out last year
with some of these issues, so maybe
we can use this for some quiet edu-
cation of Congress this year, be-
cause we know there are going to be
more battles down the road.”

Adds Ben McKeel, NAB TV board
chairman and vice president of TV
for Nationwide Communications: *‘I
think we’ll continue positioning
ourselves for what we have to have.
Maybe they won’t fly this year, but
maybe they will next year.”

While the NAB’s support of the
FCC’s elimination of the fairness
doctrine may have alienated con-
gressional leaders, it would appear
to have scored points with FCC
Chairman Dennis Patrick, architect
of the doctrine’s demise.

And NAB officials make it clear
they’ll be encouraging the FCC to
furnish broadcasters with some re-
lief from parties that broadcasters
say try to shake them down for cash
by challenging their continued
rights for a broadcasting license.

“The big, big, big issue is to get
the FCC to eliminate payoffs,” says
Jeff Baumann, NAB executive vice
president and general counsel.

Yet even though NAB officials
may get a warmer reception at the
FCC than in the offices of congres-
sional leaders, that doesn’t mean as-
sociation representatives feel they
can drop their guard at the agency.

For starters, NAB officials say
they’ll be trying to ensure that the
FCC follows through and adopts
syndicated exclusivity rules and
puts them into effect immediately.

The controversial rules would re-
quire cable TV operators to black
out syndicated programs from cable
superstations and other distant TV
signals if a TV station in their local
area has bought exclusive rights to
the same show.

But representatives of supersta-
tions have been trying to persuade
the FCC to phase in any new rules

| gradually.

The agency is also playing a major
role regarding HDTV, and the asso-
ciation will be trying to ensure that
the FCC'’s role there serves the in-
terests of broadcasters.

There are also pending at the
agency a variety of initiatives to in-
crease the number of radio outlets,
and the FCC, according to broad-
casters, has appeared bent on
squeezing in too many new stations.

“I can appreciate the marketplace
strategy of the FCC, and in many
respects I agree with it,” says the
NAB’s Mr. Jorgenson. “But when
they begin to compromise on stan-
dards of interference and things like
that, simply to create more outlefs, I
think that they have really given
away our birthright . . . and I think
that’s wrong.” #
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HDTYV primer: A review of the issues

(Continued from Page Bl)
director of the Advanced Television
Systems Committee, an industry-
wide group based in Washington,
likes to compare HDTV to a garden
hose.

““The bigger the hose, the more
water gets through. The same is true
with HDTV. It's kind of a bigger
hose to get more information
through to the TV viewer.”

More information translates into
more lines making up the picture.

Inches away from your TV screen,
you can discern lines made up of lit-
tle dots.

On an HDTV set, which has more
than twice as many lines as a con-
ventional set (1,125 compared to
525), the lines will be too close to-
gether to detect.

That sounds simple enough.
What’s so difficult about adding
lines?

Simply this: To get that much
more information down the line
from the broadcaster to the home
viewer, you essentially need a bigger
garden hose.

For broadcasters, that may mean
more spectrum.

Conventional television signals
are transmitted on a portion of the
radio spectrum 6 MHz wide.

But the system that’s farthest
along in terms of its development is
the Muse system invented by the
Japanese, and it requires nearly 1%
conventional channels of bandwidth

for its signal.

Muse is the only HDTV transmis-
sion standard that has been broad-
cast over the air so far.

What other systems are being
considered for use in the United
States?

Some interim systems have been
proposed using only 6 MHz, 6 MHz
plus an adjacent 3 MHz, or 6 plus
a non-adjacent 3 MHz.

Recently, NBC proposed a system
using 6 MHz that it claims is com-
patible with the limits of current
NTSC transmission parameters.

Developed by the David Sarnoff
Research Center and General Elec-
tric-RCA Consumer Electronics, the
system has demonstrated a picture
with 1,025 scanning lines and a 5:3
aspect ratio (a ratio of width to
height).

Proponents of the system say it
can transmit a primary signal and
two side panels to provide for the
wider screen.

But testing of the system is in-
complete, and time plays a factor in
the advisory group’s decision-mak-
ing.

NBC’s Tom Rogers, who sat in on
the advisory group meeting for NBC
chief executive Robert Wright, said,
“Even we believe we are at least one
year off” from being certain that the
systemn offers a near-term solution
for advanced TV.

Another single-channel system
proposed by the Del Rey Group of

—
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Marina Del Rey, Calif., has 828
scanning lines with an aspect ratio
of 14:9.

Favored by many broadcasters
because it is the most technically
developed is one invented by Wil-
liam Glenn of the New York Insti-
tute of Technology’s Science and
Technology Research Center in Fort
Lauderdale, Fla.

Mr. Glenn proposed to supple-
ment the current 6 MHz channel
system with a 3 MHz augmentation
channel from the UHF band.

Mr. Glenn’s system also is closest
to the quality of Japan’s Muse, with
the same number of lines.

It has a slightly different aspect
ratio of 5:3, but the Japanese stan-
dard of 16:9 could be applied if de-
sired, he says.

Another two-channel system is
proposed by North American Phi-
lips, but that system is more pro-
perly considered advanced televi-
sion because it doesn’t have as many
scanning lines and the picture isn’t
as wide.

How much is all this research
and testing costing?

None of the companies involved
would reveal how much they’'re
spending on their projects, though
one estimate given to Congress put
the figure at $10 million a year over
the next four to five years.

That came in testimony last Octo-
ber by Daniel Gold, president and
chief executive officer of Knight-
Ridder Broadcasting and chairman
of the National Association of
Broadcasters’ HDTV task force.

The NAB, for its part, has allo-
cated $700,000 for HDTV develop-
ment, Mr. Gold said.

Part of that was to have estab-
lished an ambitious Broadcast
Technology Center, but plans have
been scaled back and the center—
now called the Advanced Television
Test Center—is focusing on testing
just a few technologies that hold the
most promise.

NAB, the Association of Maxi-
mum Service Telecasters, Capital
Cities/ABC, CBS, NBC, the Associa~
tion of Independent Television Sta-
tions and the Public Broadcasting
Service have teamed in the testing
effort.

Is there other testing going on?

Over-the-air testing is being done
in the Washington area on UHF and
VHF channels to see how the timing
and amplitude of the transmission
signals correspond.

Several new companies are in-
volved in the testing effort—witness
that there’s interest among U.S.
manufacturers in pursuing a com-
pletely domestic HDTV standard.

Among them are Miro Communi-
cations of Manchester, N.H.; ITS
Corp. near McMurray, Pa.; and
Harris Corp. of Melbourne, Fla.

Who's going to decide which of
these systems gets used?

The Federal Communications
Commission will decide. Prodded by
mobile phone companies, the FCC
began its rule-making on the subject
last summer.

The mobile phone companies
forced the issue because they want
to use the UHF band that broadcas-
ters have been holding in reserve for
advanced television.

FCC Chairman Dennis Patrick
says spectrum is too scarce to keep
forever in the bank, waiting for
technology to develop to use it—
especially when there are those who
want to use it now.

The threat of losing that UHF
band forced broadcasters to address
the issue.

A few months ago, a group of 24
media executives and top industry

engineers began researching such
issues as how to introduce HDTV at
the least cost to viewers, producers
and broadcasters.

Called the Advisory Committee on
Advanced Television Service, the
committee is broken into smaller
groups.

These will evaluate the technolo-
gies currently being explored to
transmit HDTV, estimate the mar-
ket for it, weigh the relative costs
and benefits to broadcasters, cable-
casters, video producers and con-
sumers, and try to decide how much
spectrum the FCC should allocate to
the new service.

When will this group issue its
report?

Mr. Patrick wanted the committee
to come back with some initial rec-
ommendations in its first report in
mid-May.

But few on the committee think
that’s possible.

Committee Chairman Richard
Wiley, a former FCC chairman and
now a partner with the law firm of
Wiley, Rien & Feilding, told EM
that he thinks the committee is
making progress, but that a final
decision on what spectrum will be
needed for HDTV is a few years off.

Some broadcasters are clearly
worried about the advent of
HDTYV in America. Why?

ATSC's Mr. Hopkins says broad-
casters are concerned because
choices are already being made that
will affect their future.

“The feeling has been expressed
by broadcasters that they don’t
want local TV to become the AM
radio of the airwaves.”

What Mr. Hopkins means is that
broadcasters worry that their signal
quality could become inferior to the
HDTV signal available in home
video, or by cable or satellite.

Furthermore, broadcasters will
have to invest sizable sums of
money both in exploring the proper
transmission technologies and in
whatever new equipment they’ll
need to make the transition to
HDTV production.

How much money are we talk-
ing about?

Knowing when and what to buy
will be tough.

It will cost $1 million to $3 mil-
lion to convert the average station
to full-up HDTV production and
transmission, according to Hal Prot-
ter, vice president of Dallas-based
Gaylord Broadcasting and general
manager of WVTV-TV, Milwaukee.

With that kind of investment
looming, station managers are won-
dering whether to replace aging
equipment now or wait three to five
years when they'll know better what
to buy for the new age.

Are there political factors at
work here also?

Definitely.

The market for HDTV television
sets is expected to top $20 billion by
1997, and Hollywood makes $2
billion in annual revenue from the
video products it exports. That
means a lot of people care whether
the United States evolves a standard
different from the Japanese.

The commerce and state depart-
ments both have been involved in
the FCC’s advanced television advi-
sory group because they want to
protect consumer interests and also
do what’s possible to enhance U.S.
trade in the technology.

It may be too late for most U.S.
manufacturers, but Alfred Sikes, as-
sistant secretary for communica-
tions and information, looks upon
HDTYV as an opportunity to get back
in the game.

Even if large quantities of sets
aren’t made here, U.S. manufactur-
ers can participate in the market for
converters and perhaps produce the
computer chip that will make HDTV
affordable to most Americans, he
says.

Legislators got in the act last Oc-
tober but haven’t formed any opin-
ions yet.

Rep. Edward Markey, D-Mass.,
chairman of the House telecommu-
nications subcommittee, is expected
to stop the FCC from rushing to as-
sign spectrum that broadcasters
may end up needing.

Will viewers have to junk mil-
lions of TV sets to see this?

Broadcasters are nearly unani-
mous in feeling that some kind of
evolutionary approach is necessary
to bring HDTV to viewers, and reg-
ulators agree it’s untenable to make
$80 billion worth of TV sets obsolete
overnight.

Cablecasters and videocassette
and videodisc suppliers will be the
first to wean the viewing public
away from smaller screens.

Consumers will be able to pur-
chase equipment in the early 1990s
that transmits in full HDTV size.

But early models, especially those
with the potential of receiving off-
air HDTV, will be in the $3,500-to-
$5,000 range.

Unless acceptance grows for a
single-channel HDTV transmission
system, the first broadcast HDTV
signals to the home probably will
need an augmentation channel like
that contemplated by Mr. Glenn.

A conventional set could receive
pictures from the primary band the
same way as usual, but it would
need a smart receiver inside to take
the augmentation channel.

If HDTV had to be moved to an
entirely different band, the consum-
ers who wait to buy a new set would
need a converter box.

If the Japanese have been
working on this for 20 years, why
has it taken so long for the
United States to get its act to-
gether?

The United States is ‘‘coming late
to the party,” acknowledged Mr.
Wiley. But it hasn’t been entirely
inactive in the field.

Film-makers have long expected
a transition to HDTV and have al-
ready decided upon what will prob-
ably become the HDTV production
standard.

Here again the Advanced Televi-
sion Systems Committee was in the
forefront, with its members voting
about 2-to-1 for a full 1,125-line,
60-hertz field rate system with a
16:9 aspect ratio.

That'’s the standard with the most
qualities of 35mm film, and Holly-
wood could hardly be expected to
invest time or effort in anything
less.

Two HDTV production studios
exist in New York, and CBS has
contracted with one of them to
shoot a docudrama called “Innocent
Victims,” about the real-life work of
Dr. Jim Oreske with babies that are
victims of AIDS.

Is HDTV really worth all this
effort and risk?

If you mean economically, it’s
moot.

The plain fact is, given the com-
petitive pressures broadcasters face,
they really have no choice but to
find the best system they can and
bite the bullet.

If you mean in terms of consumer
pleasure, the answer, by near-unan-
imous consent, is a resounding yes.

As Mr. Snow put it: “It’s not like
television anymore. It's like a win-
dow on the world.” #
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Careers in TV lead some to Congress

(Continued from Page B3)
public office, station managers
sometimes face complications with
the equal-time law.

Robert Baker, an attorney for the
Federal Communications Commis-
sion, says of broadcaster candi-
dates: “More often than not, they're
pulled off the air.”

Recently, Bill Branch, a TV re-
porter for KOVR-TV in Sacramento,
Calif., challenged the constitution-
ality of the equal-time law after he
sought to run for public office.

Mr. Branch had wanted to run for
an unpaid position on the Loomis,
Calif., town council, but he says he
was forced to choose between run-
ning for office and keeping his job
at the station.

He chose to stay at KOVR, but
filed a lawsuit challenging the
equal-time rule. He asked that can-
didates be exempt from the law
when they are simply presenting the
news and aren’t the subject of the
news.

But last summer, a federal ap-
peals court turned down Mr.
Branch’s request. Then, on March
21, the Supreme Court declined to
review the case, thereby ending the
possibility that on-air personalities
would be immune to equal-time
laws when running for office.

Similarly to Mr. Branch'’s situa-
tion, Rep. Miller says each of his 12
opponents may have been entitled to
be on the air had he not resigned his
position at KIRO.

“There was no question about my
going off the air,”” Rep. Miller says.

When Pat Robertson announced
his run for the presidency last fall,
he resigned as chairman and chief
executive officer of the Christian
Broadcasting Network.

Now on the campaign trail, Mr.
Robertson objects to being called a
former “TV evangelist.”

Yet Rep. Dornan says Mr. Robert-
son “wouldn’t have a prayer” in the
presidential sweepstakes without
having been the longtime host of
CBN’s 700 Club.”

“There’s no way a minister who
just wrote bouks and traveled the
tent circuit could have even at-
tempted to start at the top like he
has without a TV ministry,” Rep.
Dornan says.

Mr. Robertson isn't the first per-
son to use his broadcasting career as
a launching pad to run for the presi-
dency. President Reagan gained
much of his public exposure as host
of TV’s “General Electric Theatre”
from 1954 to 1962, as well as his ap-
pearances as an actor on ‘‘Death
Valley Days” and other TV shows.

“Reagan has taught us the impact
of being a good communicator,”
says Rep. Dornan.

Another presidential contender,
Gov. Michael Dukakis, D-Mass.,
hosted a PBS show called “The Ad-
vocates” from 1971 through 1973.

And Rep. Fred Grandy, R-Iowa,
used to play the role of “Gopher” on
“The Love Boat.”

Raobert Lichter of the American
Enterprise Institute, a Washington
think tank, says, “TV has replaced
local party politics. Broadcasting
and politics are so intertwined that
the skills you learn in one are easily
transferred to the other.”

Mr. Lichter says Mr. Robertson’s
career as a TV preacher allowed him
to ‘““go from asking for money to
asking for votes,” but that a ca-
reer in broadcasting ‘“doesn’t give
you experience in governing.”

Adds Rep. Dornan: “TV is a great
training ground for anyone to dis-
cuss issues, but it doesn’t give you
wisdom.”

As elected officials, the former
broadcasters say they’'ve enjoyed a
certain advantage in communicat-
ing with their constituents and con-

sequently staying in office.

Rep. Dornan, for example, says,
“You could almost see my oppo-
nent’s butterflies on the screen”
during one televised campaign ap-
pearance.

And Rep. Swift says his broad-
casting background enables him to
appear on TV without notes

Rep. Swift is one member of the
group of ex-broadcasters who chose
to put his background to work in
Congress. A member of the House
telecommunications subcommittee,
he has often played a role in issues
involving the electronic media.

“It’s useful to bring your personal
expertise to a field,” Rep. Swift
says. But he adds that *‘if your
loyalties are to your industry, it

would be a very bad thing.”

As for Rep. Miller, he says his past
career didn’t spur an interest in
serving on the telecommunications
subcommittee.

“I never looked at television regu-
lation as an area of great intellec-
tual interest,’”” Rep. Miller says.
‘“There are other areas, such as
trade, that have a much more direct
impact on my district.”

As congressmen, former broad-
casters say they wield a different
type of influence than they did in
their previous occupations.

“The media can be influential in a
broad sense, but an individual mem-
ber of Congress has a lot more influ-
ence on specific issues,” says Rep.
Swift.#

REP. JOHN MILLER
Former political commentator
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How to make a great deal
at the NAB: Gall us for
station sales and
acquisitions, valuations

and financings.

Diane vHealey [.inen

Kent Phillips

Dennis Eckhout

Dave Unger
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stations planning aknockout future
Renewed through the 1991-1992 season

STATION REP _OWNER — AFFILIATE |
WLS, Chicago Cap Citiess/ABC ~ Cap Cmes/ABC ABC
WPVI, Philadelphia Cap Cities/ABC ~ Cap Cities/ABC ABC
KRON, San Francisco Petry Chronicle Broadcasting NBC
WNEYV, Boston TeleRep New England Television CBS
WDIV, Detroit Petry Post-Newsweek NBC
WEWS, Cleveland Blair Scripps Howard ABC
WPX], Pittsburgh TeleRep Cox Broadcasting NBC
KSDK, St. Louis Katz Multimedia NBC
KTSP, Phoenix HRP Great American Broadcasting ~ CBS
KXTV, Sacramento TeleRep Belo Corporation CBS
WMAR, Baltimore TeleRep Gillett Broadcasting NBC
WTNH, Hartford Blair Cook Inlet Comm. ABC
KCST, San Diego Gillett Sales Gillett Broadcasting NBC
WEFTYV, Orlando TeleRep Cox Broadcasting ABC
KCTV, Kansas City MMT Meredith Corporation CBS
WCPO, Cincinnati Blair Scripps Howard CBS
WTM], Milwaukee MMT Journal Communications NBC
WWL, New Orleans Katz Loyola University of the South  CBS
WLOS, Greenville/Spartanburg HRP Anchor Media ABC
WBNS, Columbus Blair Dispatch Printing CBS
WTVD, Raleigh Cap Cities/ABC ~ Cap Cities/ABC ABC
KWTYV, Oklahoma City TeleRep Griffin Television CBS
WZZM, Grand Rapids Katz Price Communications ABC
WKBW, Buffalo Blair Queen City Broadcasting ABC
KTVX, Salt Lake City MMT United Television ABC
KMOL, San Antonio MMT United Television NBC
WPRI, Providence HRP Knight-Ridder ABC
WVEC, Norfolk TeleRep Belo Broadcasting ABC
WLKY, Louisville Katz Pulitzer Broadcasting ABC
WHIO, Dayton TeleRep Miami Valley Broadcasting CBS
WPEC, West Palm Beach Katz Photo Electronics ABC
WXEX, Richmond Katz Nationwide Communications  ABC
KTBS, Shreveport Katz KTBS, Inc. ABC
KWCH, Wichita TeleRep Kansas Broadcasting System ~ CBS
KFSN, Fresno Cap Cities/ABC ~ Cap Cities/ABC ABC
WDBJ, Roanoke HRP Schurz Communications CBS
KWWL, Cedar Rapids Blair American Family Broadcasting NBC
KWQC, Quad Cities Blair Palmer Communications NBC
WAPT, Jackson, MS MMT Price Communications CBS
WAFF, Huntsville Blair American Valley Broadcasting  NBC
KVBC, Las Vegas Blair Valley Broadcasting NBC
WAKA, Montgomery Katz Alabama Telecasters CBS
WTVO, Rockford Adam Young Inc.  Winnebago Television Corp. NBC
WWAY, Wilmington MMT Price Communications ABC
KTVN, Reno Katz Sarkes Tarzian CBS
KJAC, Beaumont Katz Price Communications NBC
KFDX, Wichita Falis Katz Price Communications NBC
KESQ, Palm Springs Katz/Continental ~ EGF Broadcast Corp. ABC
WXVT, Greenwood/Greenville  Seltel Big River Broadcasting CBS
WHAG, Hagerstown Katz Great Trails Broadcasting NBC
| & MERY.GRIEIN KinaworLO

A unit of Columbia Pictures Ententainment [nc ™
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Wall Street

rplexed by
CBS’s strategy

When Laurence Tisch took control of CBS, he reassured the
company’s employees that he wasn’t interested in selling off the
network. After all, he said, CBS is a national treasure.

Now, more than two years later, CBS resembles something
closer to a national treasury.

Having sold the company’s publishing and records division,
Mr. Tisch now rules an entity that is half corporation, half
cash. And Wall Street, it seems, doesn’t quite know what to
make of the situation.

As the market has gone up and
down since last October’s crash, CBS
has been treading water—selling
these days for about $160 a share,
down from about $215 a share be-
fore the plunge.

Mike Arends, associate director of
research for Kemper Financial Ser-
vices, says the problem is simple: In-
vestors like Larry Tisch as a money
manager, but he inspires less confi-
dence as a media manager.

“If you consider that they proba-
bly have over $2 billion of cash on
the balance sheet and then add some
sort of reasonable valuation for their
properties, the stock is probably
worth $200 a share,” he says.

“But there has to be concern with
CBS likely to finish third in prime-time ratings for the first time
in the history of the network.”

While Mr. Arends is quick to add that the ratings problems
may not be Mr. Tisch’s fault, the fact is that investors don’t like
the coincidence of bad ratings and Mr. Tisch’s rise to power.

Indeed, most analysts see a grim year for the network. While
CBS’s television stations continue to do well, the network could
lose as much as $100 million by next year, according to Alan
Kassan, who follows CBS for Shearson Lehman. Mr. Kassan ex-
pects earnings of about $11 a share this year and about $10 a
share in 1989.

The company had a profit of $17.74 a share in 1987, but most of
that was from discontinued operations. The profit from continu-
ing operations was $5.21 a share.

With CBS worth about $90 a share in cash alone, the com-
pany wouldn't appear to be a high-risk investment. But the
stock’s current malaise could be an indication of a general lack
of confidence in the network business.

Mr. Arends points out that it’s been about 10 years since all
three networks made money in the same year. With VCRs con-
tinuing to proliferate and cable penetration still growing, many
analysts doubt that the networks will ever again be able to
profitably co-exist.

That leaves investors with the problem of trying to read Mr.
Tisch’s intentions. Mr. Tisch has said that he simply wanted to
get the company back to basics—but, says L.F. Rothschild ana-
lyst Alan Gottesman, “There’s nothing more basic than money.”

Mr. Gottesman argues that CBS is “meandering down liqui-
dation road.” There is, he says, no great urgency, but if Mr.
Tisch can find someone who will pay ‘“‘full value” for the net-
work, it will most likely be sold.

The question is, what constitutes full value?

Typically, analysts would value a network by multiplying
cash flow times five or six. The problem is that there isn’t going
to be a cash flow this year—not with only one or two shows (‘60
Minutes” and/or “Murder, She Wrote”) in the top 10, and at the
bottom of the top 10 at that.

Over the years, of course, the networks have taken turns
leading the ratings—a fact that has the analysts generally san-
guine about CBS’s long-term prospects.

“Two networks out of three have gone from No. 3 to No. 1 in
the past,” says Mr. Gottesman, “so it’s not wishful thinking to
say it could be done. CBS is notable as the only network that
hasn’t done it, and the reason is that they've never had to.”

Using peak performance as a guideline, says Mr. Arends, the
network might be worth $1.5 billion. Clearly, though, there’s no
objective way of assigning a value to the network.

“The only price,” says Mr. Gottesman, “is what someone is
willing to pay.”

Still, Mr. Gottesman believes that Mr. Tisch’s concept of full
value is about $2.5 billion. “If they don't get more than $2.5
billion, they won’t sell it,” says Mr. Gottesman.

That might seem like a lot of money for a network that isn’t
making a penny, but, says Mr. Gottesman, if anyone can find
such a suitor, it’s Mr. Tisch. He points out that the $2 billion sale
of the records business was considered astronomical even before
the market crash.

Mr. Arends says the prospect of liquidation “is a hard case to
disagree with. Tisch has already stripped away all the non-
broadcasting divisions. Publicly and privately he says he wants
to reinvest the money back into TV stations or a major acquisi-
tion related to broadcasting; but lately we’re hearing rumors
that the CBS radio division is available.”#
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ELECTRONIC MEDIA stock index results for the week ended March 25

March 18 March 25 Change
Turner Broadcasting $11.63 $13.50 16.08%
A.H. Belo $47.50 $51.50 8.42%
Cablevision $31.50 $33.50 6.35%
March 18 March 25 Change
Scripps Howard $75.50 $75.00 -0.66%
United Cable $32.88 $32.50 -1.16%
Lorimar Telepictures $15.88 $15.63 -1.57%
King World $21.13 $20.75 -1.80%
Gulf & Western $81.38 $79.88 -1.84%
Jones Intercable $12.88 $12.63 -1.94%
MCA $43.75 $42.88 -1.99%
CBS $166.00 $161.50 2.711%
Cap Cities/ABC $351.75 $341.75 -2.84%
Muitimedia $66.50 $64.25 -3.38%
Coca-Cola $39.75 $38.38 -3.45% 2
Disney $63.88 $60.38 -5.48% y
Time Inc. $93.00 $87.50 -5.91% =
TCI $27.63 $25.88 -6.33% ;
General Electric $44.00 $40.50 -7.95%
Viacom $25.25 $23.13 -8.40%
Tribune Co. $41.13 $37.63 -8.51%
Gannett $38.63 $35.13 -9.06%
Home Shopping $6.13
Comcast $26.25 5
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Centel to fight board challenge

By DIANE MERMIGAS
Senior reporter

Centel Corp., which operates one of
the nation’s top cable companies, last
week said it faces a challenge for three
of its 10 board seats by a group of inves-
tors that includes the Bass brothers of
Texas.

The Chicago-based company, which is
involved in telephone, cable TV, busi-
ness systems and cellular services, said
it plans to vigorously oppose the proxy
fight being waged by the investor group.

The group, which calls itself the Com-
mittee for Maximizing Shareholder
Value of Centel, holds 3.2 percent of
Centel’s 43.4 million shares of outstand-
ing common stock. It is the largest single
holder of Centel shares, and it has re-
ceived federal clearance to acquire up to
25 percent of the company’s stock.

According to a filing made with the
Securities and Exchange Commission,
the group represents Metro Mobil CTS, a
small New York-based cellular tele-

phone company in which the Basses own
about 25 percent interest and hold seats
on its board. The challenging group also
represents New York financier Asher
Edleman, a Metro Mobil investor.

Centel officials last week acknow-
ledged that they were approached last
year by Metro Mobile with a proposed
business combination, which Centel re-
jected.

However, John Frazee Jr., who serves
as chairman, chief executive officer and
president of Centel, last week declined
to speculate on the investor group’s mo-
tives.

He indicated that his company cur-
rently plans to take no special defensive
measures to help ward off an attempted
hostile takeover or “greenmail” effort.

“Our track records and prospects for
the future will be our best defense,” Mr.
Frazee said.

He asserted that neither the company
as a whole nor any of its parts are for
sale.

Centel owns and operates cable TV

systems mostly located in the Southeast
and Midwest.

The three board seats in dispute are
up for re-election at Centel’s annual
meeting in Chicago on April 28. Metro
Mobil has nominated its chairman,
George Lindemann, its president, John
Brennan, and Mr. Edelman for the three
Centel board seats.

The Bass family declined comment on
its participation in the challenge. Mr.
Edelman, who was reached in his New
York office, also declined comment on
the group’s SEC filing.

However, industry experts familiar
with Mr. Edelman’s business interests
speculated last week that the group
might attempt a hostile takeover of Cen-
tel or seek to force current management
to sell off some of the company’s assets
to better realize shareholder value.

Robert Bass has a growing interest in
cable that was fortified by his recent
purchase of systems from Great Ameri-
can Broadcasting (formerly Taft Broad-
casting) and Wometco.#
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Rogers Cable to fight city
takeover of Texas system

By RICHARD TEDESCO
Staff reporter

Attorneys for the Rogers Cablesystem in San Antonio,
Texas, have indicated they intend to fight any takeover
attempt by the city government.

Rogers’ attorneys, in a meeting two weeks ago with
city officials, said San Antonio was “probably not on
safe legal grounds” to proceed with any attempt to pur-
sue purchase of the nation’s fourth-largest cable system,
according to Lou Fox, San Antonio city manager.

At issue is an unusual franchise clause that the city
says allows it to buy the system at a 5 percent dis-
count off its market value after the 10th anniversary of
the system, which is later this year.

In the meantime, Rogers informed the city in a March
19 letter, basic cable rates will be increased by $2
to $14.45.

Rogers President Colin Watson said the recently de-
clared rate increase was merely intended to bring rates
up to levels equivalent to systems in other Texas cities.
The system is also adding new basic cable programing,
he said.

“It’s totally unrelated to our relations with the city,”
Mr. Watson said of the increase.

But Mr. Fox felt it might be a case of Rogers’ subscrib-
ers effectively paying for the current fallout between the
city and the multiple cable system operator.

“It seems retaliatory,” he said.

He reiterated the city’s intention to proceed with plans
to exercise its option to take over the system.

“We are of the opinion that our franchise is a binding
contract,” Mr. Fox declared.

The market value of the cable system is estimated at

$400 million, and the city could realize a profit in
the $25 million range in a resale, according to estimates
from Rogers officials and Mr. Fox.

The city manager expressed ‘“concern” over the rate
increase because it would translate to more than $5
million in additional revenue per year, effectively in-
creasing the cost of purchasing the system.

Mr. Watson declined to comment on the meeting be-
tween his company’s attorneys and Mr. Fox. He said
Rogers intended to handle the situation “quietly and
professionally,” indicating that he did not feel the cable
company had reached an impasse with the city.

Mr. Watson has already said he thought the city was
“misinterpreting” the franchise agreement in contem-
plating its takeover initiative.

A team of San Antonio officials met last week to re-
view proposals from several major financial under-
writing institutions interested in representing the city,
according to Mr. Fox, including Shearson Lehman Bros.,
Smith Barney, Dillon Read and Underwood, Neuhaus.

He said the city council will be presented with a plan
of action within a month.

In February, Mr. Fox said that rather than having the
city buy the system, he favored the option of requiring
Rogers to pay a new annual payment to retain the fran-
chise through its final five years, to 1993.

While Mr. Fox has said that running the system itself
is San Antonio’s least-likely option, he said he did meet
with officials of City Public Service, the city-owned
electric utility company, to discuss that prospect.

In the meantime, San Antonio continues to receive in-
quiries from MSOs interested in either buying the state-
of-the-art system from San Antonio or operating the
system for the city, according to Mr. Fox.#
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N.J. town rejects
short-term renewals
for cable franchise

By DOUG HALONEN
Staff reporter

A New Jersey community has
decided against requiring a local
cable company to renew its fran-
chise every three years.

The town council of Cherry
Hill, N.J., last week dropped the
idea of a short-term renewal and
granted NYT Cable TV a new 10-
year franchise, but only after the
cable operator agreed to upgrade
its system.

Several communities, in a
move that the cable industry
finds disturbing, appear to be
experimenting with the use of
short-term renewals—one of the
few tools they believe has been
left at their disposal—to keep
cable systems in line.

Many franchising authorities
believe that the massive deregu-
lation that the cable industry re-
ceived under the Cable Commu-
nications Policy Act of 1984 has
left local governments with little
authority over cable TV systems.

In the wake of the town coun-
cil’s action, Steve Felsenstein,
chairman of the Cherry Hill
cable TV advisory board, said the
short-term renewal appeared to
be emerging as a new tool for
franchising authorities, ‘‘and
evidently an effective one.”

Frank Carcione, director of
franchise relations for the cable
system, said, “I think there are
very many cable operators wor-
ried about this.”

Cherry Hill’s cable TV advi-
sory board had proposed re-
stricting NYT Cable, which
serves Cherry Hill and 55 other
area communities, to a three-
year franchise renewal because
the cable operator had refused
to commit to upgrading its sys-
tem in order to provide more
channels.

However, at a town council
meeting last week, NYT Cable
agreed to expand its 35-channel
system by “at least five chan-
nels” by the end of 1989, accord-
ing to Mr. Carcione.#

CALENDAR

April

April 5, Television Bureau of Advertising regional sales confer-
ence, Hilton Hotel, Albany, N.Y. Information: Lee Barmey, 212-486-
1111,

April 5-29, Matinee Theatre: Movie Stars on Television screen-
ing series, Museum of Broadcasting, New York. Information: Letty
Aronson, 212-752-4690.

April 6, Cable/Broadcast Peace, Rocky Mountain Chapter of
Women in Cable meeting featuring speaker Jim Cownie, chairman,
National Cable Television Association, Hyatt Regency Tech Center,
Greenwood Village, Colo. Information: Suzanne Stokes, 303-740-
6432.

April 6, New York Television Academy drop-in luncheon fea-
turing guest Squire Rushnell, vice president of late-night and chil-
dren’s entertainment, ABC Entertainment, Copacabana, New York.
Information: Mary Tischbein, 212-765-2450.

April 7, Chicago Area Chapter of Women in Cable meeting,
Ambassador Banquet Hall, Eimhurst, lll. Information: Sue Kaluzna,
312-256-6740.

April 7, Caucus for Producers, Writers & Directors general
membership meeting, Chasen’s, Los Angeles. Information: David
Levy, 213-652-0222.

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

April 8-9, Radio-Television News Directors Association region
7 conference and awards presentation, Indianapolis Athletic Club,
Indianapolis. Information: Gene Slaymaker, 317-923-1456.

April 8-9, Radio-Television News Directors Association region
11 conference and awards presentation, Newport Harbor Treadway
Inn, Newport Harbor, Rhode Island. Information: Jeff Marks, 207-
772-0181.

April 8-10, Society of Professional Journalists, Sigma Deita
Chi and Radio-Television News Directors Association region 3
conference and awards presentation, Hitching Post Best Western
Hotel, Cheyenne, Wyo. Information: Brian Olson, 307-634-7755.

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 con-
terence, Waidorf-Astoria, New York. Information: Vince Fazio, 212-
751-7770.

April 12, The Future of Fiber, technical seminar sponsored by
the Chattahoochee Chapter of the Society of Cable Television Engi-
neers, Northcrest Holiday Inn, Atlanta. Information: Guy Lee, 404-
451-4788.

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

April 14, Technical seminar sponsored by the Central Califomia
Society of Cable Television Engineers, Picadilly Inn, Fresno, Calif.
Information: Andrew Valles, 209-453-7791.

April 14, International Radio & Television Society newsmaker
luncheon. Panelists will include Arthur Watson, NBC Sports presi-
dent, and Michael Eskridge, NBC executive vice president for the
Olympics. Waldorf-Astoria, New York. Information: Marilyn Ellis,
212-867-6650.

Major events

LasVegas i 8. st ..............,Aprilsm12
Information: Hﬂda.lamesson 202-429-5353.

CAB
New York.............cceooeeeennnnnen... 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.

Information: Dan Dobson, 202-775-3606.

LOSANgAION: - ... e June 8 to 11
Information: PatEvans 717-397-5727.

CTAM 88

BOSON ..........ooveeveeennnn... July 31 to Aug. 3
Information: Christina Nelson, 202-371-0800.

Radio 88 |

Washington ‘
Information: Hilda Jannesson, 202-429-5353.

April 14-18, National Federation of Community Broadcasters
annual conference, Crowne Plaza, Rockville, Md. Information:
David LePage, 202-797-8911.

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 15-16, Soclety of Professional Journalists, Sigma Delta
Chi and Radio-Television News Directors Association region 12
conference and awards presentation, Pittsburgh Hilton and Towers
Hotel, Pittsburgh. Information: Rob Sunde, 212-887-4138.

April 15-17, Radio Sales University sponsored by the Radio
Advertising Bureau, San Francisco Airport Hilton, San Francisco.
Information: Joann Nimetz, 800-232-3131. In New York, 212-254-
4800.

April 15-17, Soclety of Professional Journalists, Sigma Delta
Chi and Radio-Television News Directors Association region 6
conference, Ramada Inn, Columbia, Mo. Information: Loren Tobia,
402-592-3333.

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, co-sponsored by the Foundation for American Commu-
nications 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 19, Greater Philadephia Chapter of Women in Cable
meeting, featuring guest speaker Margaret Durburow, president and
chief operating officer, Cable Television Administration and Market-
ing Society, Adams Mark Hotel, Bala Cynwyd, Pa. Information:
Liz Bacon, 215-293-8681.

April 19, Radio Advertising Bureau vendor sales training
courses, Hyatt Regency DFW, Dallas. Information: Joann Nimetz,
800-232-3131. In New York, 212-254-4800.

April 20-24, National Association of Video Distributors trade
conference, Hyatt Grand Champions, Indian Wells, Calif. Informa-
tion: Mark Engle, 202-452-8100.

April 21, Television, From Both Sides of the Table, Academy of
Television Arts & Sciences forum luncheon featuring speaker Fred
Silverman, president, The Fred Silverman Co., Century Plaza Hotel,
Los Angeles. Information: Murray Weissman, 818-763-2975.

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 Shoehalter, 415-338-1626.

April 21-24, Health reporting conference sponsored by the
American Medical Association’s division of television, radio and film
services, Hyatt Regency New Orleans. Information: Irene Foster,
312-645-5102.

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 22-23, Kentucky Cable Television Association general
membership meeting, Holidome, Bowling Green, Ky. Information:
Randa Wright, 502-864-5352.

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

April 23, Associated Press and Radio-Television News Direc-
tors Association region 9 conference and awards presentation,
Hotel Acadiana, Lafayette, La. Information: Norman Robinson, 504-
529-4444.

April 23, Television reporters performance workshop, 10
Washington Place, New York. Information: Julie Eckhert, 212-921-
0774.

April 25, The Law and the Program Director, NATPE Interna-
tional educational foundation regional seminar, Downtown Marrioft,
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.
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Your international spring-time market
Is at MIP-TV.

It’s happening at MIP-TV because at MIP-TV
you’ll meet everyone and see everything in
the world of television.

In 1987, 5917 participants, representing 1496
companies from 106 countries were present
at MIP-TV. In 1988 MIP-TV will once again be
THE international meeting place for tele-
vision stations, programme and feature film
production and distribution companies and
programme buyers.

MIP-TV 5

It’s happening at MIP-TV because MIP-TV is
at the heart of the programmes which make
television.

MIP-TV is the world’s largest market for bu-
ying, selling and co-producing. It’s the place
to learn about the evolution of market de-
mands and to discover new trends and new
projects.

Be part of the vitality, energy and growth of
today’s television:

be at MIP-TV’88.

24th International Television Programme Market

28th April - 3rd May 1988 - Palais des Festivals - Cannes, FRANCE
Please rush me further details on MIP-TV’8£; - 2

Name:

Company:

Address: , e

City: Postal Code: Country

Please return to MIP-TV - Perard Associates - Sales Manager: Barney Bernhard ,
38 West 32nd Street, Suite 1512 - NEW YORK N.Y. 10001 - Tel. : (212) 967.76.00 - Fax: (212) 967.76.07 - Télex : 4979122 PERAD U!




With the addition of Mistix, Clearwater,
Fla.-based HSN will be able to offer
tickets to entertainment and sporting
events around the country, plus reserva-

tions at recreation facilities. Terms of
acquisition were not disclosed.#

the

TECHNOLOGY QUICK TAKES

What 1s your favorite news-gathering equipment?

Bill

Vance
director of
news
operations
WBNS-TV
(CBS)
Columbus,
Ohio

“We have most of the new toys.
We were one of the first compu-
terized newsrooms, and we'd be
lost without it. The computerized
archiving ability helps us greatly.
Our Ku truck helps the news de-
partment a great deal, both as a
production tool and for news gath-
ering. We're also installing a new
paint-box system.”

| Westbrook
news
director
WAND-TV
(ABC)
Decatur, ill.

“The biggest change is portable
videotape. Our turnaround time is
S0 much greater than with film. But
the most important tool is the tele-
phone. We're not much into high-
tech equipment.”

Harvey
Powers
news
manager
WWBT-TV
(NBC)
Richmond,
Va.

“We just got into the SNG busi-
ness, and we're still stretching our
fegs. We haven't mastered having
several salellite shots in one
newscast. We're looking for a fool-
proof IFB system. We've almost
completely converted to Betacam,
and we really like it. There'’s not a
better system out there. We're
also getting to the point where we
have enough microwave gear for
our out-of-town bureaus.”

Jim

West
news
director
WTVT-TV
(CBS)
Tampa,
Fla.

“If you look at the broad picture,
portable videotape is the most im-
portant thing. That has eliminated
deadlines and improved the entire
product. It's the top development
in the past quarter-century, fol-
lowed by ENG and then SNG.”

Paul
Sands
director

of news
KGTV-TV
(ABC)
San Diego

“Most stations are debating aboult,
or have already bought, an SNG
truck. Part of me would like one,
but we cover San Diego just fine
with our news helicopter and mi-
crowave relay system. We can
cover anything in San Diego live
that we need to. Our computerized
newsroom offers great efficiency.
We bought a Dynatech Newstar
system a few years ago.”

“My preferences run toward satel-
lite trucks, one that's well-de-
signed and reliable. We don't have
much in the way of new, fancy
high-tech gadgets. Cellular tele-
phones are great, but they're not
exactly high tech.”

Steve
Grund
news
director
KWGN-TV
(ind.)
Denver

“I'm more interested in people
than technology. We're looking for
good stories. We're looking for the
18-to-49 market. Lots of people in
the newsroom are in that age
bracket, and we're looking to how
to get those people to watch. Peo-
ple’s ability to express what's inter-
esting to them, that's what we em-
phasize here, not technology.”

Stuart
Kellogg
news
director
KTVY-TV
(NBC)
Oklahoma
City

“I'd say our SNG truck. We're lo-
cated in the middle of the state,
and all of Oklahoma is our market.
Skylink 4 helps us respond quickly
to news anywhere in the state. It's
a real competitive advantage.”

Ron

Milier
news
director
WJAC-TV
(NBC)
Johnstown,
Pa.

“I was here during the conversion
from film to videotape, and that
really changed the way things are
done in TV news gathering. It pro-
vides so much more flexibility, im-
mediacy. As for equipment, Sony
equipment works very well for us.
The new Sony CCDs have worked
well. They're excellent low-light
cameras.”

Bret

L Marcus
news
director
WRC-TV

i (NBC)

i Washington

“l look at everything we have as
tools. Everything we have works
very well in tandem, depending on
the story we're covering. Some-
times we over-emphasize technol-
ogy and forget the most basic ele-
ments of our craft, which are good
reporting and writing.”
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PBS outlet gains notoriety with offbeat awards

Next Monday night, TV sets in
most homes across the country will
be tuned to ABC’s 9 p.m. (ET) tele-
cast of the 60th annual Academy
Awards ceremony.

But in Miami, the real excitement
begins at 8 p.m., when locals will
tune in to PBS station WLRN-TV
for the first official Augie Awards
ceremony.

What, you ask, are Augie Awards?

Well, to begin with, they were
named after a deceased collie. That
alone provides an insight into the
offbeat nature of these honors,
which will salute the most innova-
tive in local home-video produc-
tions.

More important for WLRN is the
notoriety gained by a unique pro-
motional tie-in with the city’s lar-
gest newspaper, the Miami Herald.

The awards were created by
Tropic, the Herald’s Sunday maga-
zine, to honor home videos submit-
ted by readers in five different cate-
gories.

Several special Augies, which are
named after a former Tropic editor’s
dead pet, will also be handed out.

According to Tropic’s official
contest rules, the Augies were
created because the magazine’s edi-
tors were concerned that “for far
too many Southern Floridians, cul-
ture means the gem and reptile
show at the mall.”

But seriously, ‘“‘we like to have
more demanding and challenging
contests for our readers,’” said
Tropic editor Tom Shroder.

‘“The latent creativity here is
enormous.”

To be sure, the contest, announced
just a month ago, generated 110
tapes.

Out of that “more than 50 were
garbage,” admits Mr. Shroder.

But among them were also such
prize videos as:

® A man impersonating Madonna
by lying on his back with a blond
wig and painted eyes on his chin,
singing “Like a Virgin.”

“It was a very weird effect,”
Mr. Shroder.

® A public service announcement
spoof on how to shoplift from a K
mart.

® An instructional video on how
to use a Water-Pik, in which all
sorts of strange things come out of a
man’s mouth.

All winning entries and excerpts
from the losers will be featured on
WLRN’s telecast.

Additionally, a black-tie cere-
mony will air live from Dade
County School auditorium.

Tropic humorist Dave Barry will
host the program, along with Mere-
dith Porte and Don Webb, hosts of
the station’s ‘““Something on 17"
magazine show.

In keeping with the spirit of the
event, celebrity look-alikes will
present statues that feature a lam-
inated photo of the late Augie rest-
ing atop a TV set.

The award winners will be fea-
tured on the cover of Sunday’s
Tropic issue, and Miami Herald film
critic Bill Cosford will offer tongue-
in-cheek reviews in Sunday’s paper.

Home-video contests aren’'t en-
tirely new, either on broadcast sta-
tions or cable services.

Cable’s Nickelodeon, for example,
held 2 ‘““make your own sitcom”
contest last year in which scripts
were solicited from viewers.

The channel then selected five
winners and produced the shows.

Sister service MTV offered its
viewers the chance to make their
version of a video for Madonna's
“True Blue.” (Winners Angel Gracia
and Cliff Guest as a result also
snagged jobs producing videos for
Geffen Records.)

But what's truly special about the
Augies is the partnership between
the city’s leading newspaper and an

said

innovative local PBS statian.

“We like being at risk and entic-
ing viewers with something that’s
different,” says Bob Lopez, the pro-
gram’s director.

“And it goes without saying that
you just can’t count the benefits of
having your show promoted on the
cover of Tropic, especially being a
PBS station.

“It will help us get people who
don’t normally watch PBS because
they think it’s only animal acts,
children’s show and how-to pro-

MARKETING

Susan Spillman

grams.”
As for Tropic’s broadcasting tie-

in, Mr. Shroder says the newspaper
tries “for a lot of interaction with
our audience, and TV is so immedi-
ate and active. It’s an extra treat for
our readers.”

Tropic’s past contests have gone
for the sort of community involve-
ment usually dominated by radio
stations.

Those efforts have included urg-
ing readers to design a monument
for Southern Florida.

Then there was the search for an
Andy Warhol replacement: “You

know, coming up with some kind of
art that looks like your kid could
make it but that could make you
millions.”

The Augies are the magazine’s
second TV tie-in.

Previously, it aired the final scene
from a mystery story contest on PBS
station WPBT-TV.

The size of the tune-in for the
Augie Awards is hard for station of-
ficials to predict.

But the show is certainly getting a
big media push.#

HE MADE HIS
REPUTATION ON
“THE STREETS?”

He's the hottest actor of the year, with an Oscar nomi-
nation to prove it! He's Michael Douglas, star of “The
Streets of San Francisco’, and he’'s making an impact
with films like “Fatal Attraction” and “Wall Street”

And “The Streets of San Francisco” continues to
make an impact, performing far above and beyond the
call of duty. On its home turf in San Francisco, the show

is drawing three times as many
young men and women than the
off-network program it replaced on
KOFY. On WJBK in Detroit, it earned
a 10 rating/31 share, making it #1
against off-network, movies and
first-run programming. And in
Boston, “Streets” is WQTV's #1
program from sign-on to sign-off
among both men and women!
Michael Douglas and “The
Streets” Two hot performers.

NSI Jan./Feb. '88

E STREETS O

FIH\NCISGo

< 1988 WORLDVISION ENTERPRISES. INC

119 HOURS

PROGRAMS INC.

A DIVISION OF WORLDVISION ENTERPRISES INC.
660 Madison Ave . New York. NY 10021 « (212) 832-3838
9465 Wilsture Bivd . Beverly Hills. CA 90212 « (213) 273-7667
625 N. Michigan Ave . Chicago. IL 60611 ¢« (312) 642-2650
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Broadcast TV

David Schwartz to senior vice
president/domestic sales, Seltel,
New York, from senior vice presi-
dent/independent sales.

Kenneth Werner to vice presi-
dent of business affairs, Walt Dis-
ney Television, Burbank, Calif.,
from senior vice president of busi-
ness affairs, Columbia/Embassy
Television, Burbank, Calif.

Robert Blagman to national
sales manager, KCOP-TV, Los An-
geles, from vice president/national
sales manager, Katz Communica-
tions, New York.

M. Gloria Lee to promotion man-
ager, WCVB-TV, Boston, from pro-
motion writer/producer, WNBC-TV,
New York.

Jeff Tolvin has resigned as direc-
tor of sports information, ABC, New
York, to pursue other interests.

Cable TV

Elisa Proctor to sales promotion
manager, Arts & Entertainment
Network, New York, from national
sales coordinator, New York; Pepe
Pancheos to account executive, New
York, from McCann-Erickson net-
work negotiator, New York; Betsy
Lebow to account executive, Los
Angeles, from Western International
Media network coordinator, Los
Angeles; and Susan Thayer to ac-
count executive, New York, from
account executive, USA Network,
New York.

William Gilbert to vice presi-
dent of ad sales and new business
development, Coaxial Communica-
tions, Columbus, from director of
advertising sales for Warner Cable
Communications, Dublin, Ohio.

Barbara Witoff to vice president
of legal and contract administra-
tion, MTV Networks, New York,
from director, legal and contract
administration.

John Crowley Jr. to president,
Cable Publications, New York, from
associate publisher, Time magazine,

?

Because

For air-ready
graphics the
experts at
Accu-Weather
have the best,
most cost
effective,
color graphics
images.

rO

619 W. College Ave.
State College, PA
16801

814-234-9601

Why Accu-Weathe

The Leading
Weather Service

ROBERT BLAGMAN
KCOP-TV, Los Angeles

JIM HARRIOTT
Voice of America

o,

JOHN CROWLEY JR.
Cable Publications

ROBERT SHEEHAN
Paramount

M. GLORIA LEE
WCVB-TV, Boston

RICK WEIDNER
GTG Marketing

WILLIAM GILBERT
Goaxial Communications

HARLAN ROSENZWEIG
Westinghouse

New York. Also, Bruce Journey to
publisher, from New York advertis-
ing manager for Time.

Radio

Mike Nicassio to executive vice
president and sales manager, East-
man Radio, New York, from Eastern
regional manager.

Cynthia Miller to director of
marketing, The Riese Organization,
New York, from director of adver-
tising, WABC-AM, New York.

Howard Bloom to director of
sales, “The Wave” radio network,

Satellite Music Network, Los An-
geles, from vice president and gen-
eral manager, KTWV-FM, Los An-
geles.

Journalism

Christopher Glenn to anchor,
“The World Tonight,” CBS Radio
Network, New York, from anchor,
“The CBS World News Roundup”
(Saturday edition). He replaces
Douglas Edwards, whe anchored
“The World Tonight” for the last 24
years and is retiring. Mr. Glenn was
also named anchor of “CBS News
on the Hour” radio broadcasts,
weekdays at 4 p.m. and 5 p.m. (ET).

Roger Werner moves

into ABC management

By RICHARD TEDESCO
Staff reporter

New York—Roger Werner Jr., ex-
ecutive vice president of ESPN, was
named executive vice president of
the ABC Television Group last
week.

Mr. Werner, 38, moves into the
corporate management at ABC after
having established a reputation as
one of the movers in the cable TV
programing community.

He will now be responsible for
ABC’s East and West Coast business
affairs departments, which handle
contractual agreements for ABC
Entertainment. But his role is being
viewed as a broad management po-
sition, a network source said.

Mr. Werner is recognized as the
chief architect of ESPN’s plan to
acquire National Football League
rights, which it won last year. That
three-year, $153 million deal effec-
tively gave ESPN, and cable, a pres-
ence that neither had enjoyed be-
fore.

ESPN President J. William Gri-
meshas described Mr. Werner as
ESPN'’s “MVP.” In addition to his
role in strategic planning for the
network, Mr. Werner has also served
on ESPN’s board.

During his six years at ESPN, the
network also successfully nego-
tiated pacts with the National
Hockey League, the NCAA for
opening rounds of its basketball
championship and the now-defunct

ROGER WERNER JR.
To handle business affairs

United States Football League.

Mr. Werner joined ESPN in 1982
as vice president of finanee, admin-
istration and planning. He was pro-
moted to senior vice president three
months later and was named execu-
tive vice president of marketing the
following year. He was named exec-
utive vice president in 1985.

A member of the board of the
Cable Television Administration
and Marketing Society, he has been
active in many cable industry orga-
nizations. He won the Cable Adver-
tising Bureau’s President’s Award
for outstanding service to the indus-
try last year.#

Also, Mike Pulsipher to anchor,
““The CBS World News Roundup”
(Saturday edition), New York, from
reporter and anchor, various “News
on the Hour” broadcasts, CBS Radio
Network, New York.

Robert Fishman, who directs
college basketball, college football
and auto racing for CBS Sports, has
received the 1987 Directors Guild of
America Award for Directorial
Achievement in sports television.
Mr. Fishman, whose work helped
CBS win an Emmy Award for its
coverage of the 1986 Daytona 500,
will be lead director for the telecast
of tonight’s NCAA basketball finals.

Bill Roswell to assistant news

director, KYW-AM, Philadelphia,
from morning news editor.

Syndication

Robert Sheehan to senior vice
president of business affairs/finance
for the domestic television division
of Paramount Pictures Corp. from
vice president of finance for the
television group. Also, Jack Water-
man to vice president of planning
for the television group from execu-
tive director of planning.

Rick Weidner to vice president
of advertising and promotion, GTG
Marketing, New York, from director
of communications for the Ameri-
can Foundation for AIDS Research,
New York.

Jim Hayden to general manager,
news and information programs, All
American Television, Minneapolis,
from executive producer for WCCO-
TV, Minneapolis. Also, Todd Jack-
son to vice president of interna-
tional and cable television sales,
New York, from Radio Vision Inter-
national senior vice president of
sales, Los Angeles.

Other

David Cunliffe to managing
director of ITC Productions Ltd.,
the United Kingdom production di-
vision of the ITC Entertainment
Group in London, effective May 1,
from controller of drama, Yorkshire
Television, London.

Harlan Rosenzweig to president
of an as-yet unnamed subsidiary of
Westinghouse Electric, based in
Pittsburgh, from executive vice
president of Group W Television,
New York.

Jim Harriott to international
radio newscaster, Voice of America,
Washington, from anchor/reporter,
KOMO-TV, Seattle. #

By RICHARD MAHLER

Los Angeles bureau chief

Amy McCombs, who has over-
seen the climb of Detroit’s
WDIV-TV from third place to
first place in local news ratings,
has been hired to work the same
magic at KRON-TV in San Fran-
cisco, currently mired in third
place among network-affiliated
stations there.

Ms. McCombs is giving up her
job as president and general
manager of Post-Newsweek’s
WDIV to become KRON's vice
president and general manager
on April 18. Both stations are
NBC affiliates.

In accepting the position, she
becomes the second female tele-
vision station manager in what is
the nation’s fifth-largest market
by TV homes and fourth-largest
by revenues. Carolyn Wean is
vice president and general man-
ager of KPIX-TV in San Fran-
cisco, a CBS affiliate ow<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>