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By DIANE MERMIGAS
Semior reporter

With help from Wall Street and
its gradually improving prime-
time schedule, Capital Cities/ABC
is finally heading confidently into
a new fall season nearly three
years after its historic corporate
merger.

The chief architects of that
merger—Capital Cities/ABC

Chairman Thomas Murphy, Presi-
dent Daniel Burke and ABC Tele-
vision Network Group President
John Sias—recently shared their
thoughts about the company’s past
and future with ELECTRONIC MEDIA
at their New York headquarters.

What follows is an edited tran-
script of the interview:

EM: Do you feel you’ve turned
the corner now, both creatively
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and financially? And if so, how
much is attributable to accounting
adjustments and big-event pro-
graming?

Mr. Murphy: It's an interesting
question. I guess I would never
look at it that way. The economics
of the last two years have been
pretty good. Our stations have
done very well.

Our big problem was, and still
is, prime time on the network. I
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JOHN SIAS

think there are signs we are gradu-
ally making progress in that area.

The first year we took over with
someone else’s programs, we had
only one show that stuck, which
was ‘Head of the Class.’

This year, we're going to have
shows like ‘thirtysomething’ and
‘Hooperman’ and ‘The Wonder
Years,” and several other shows
that will make it. The development

(Continued on Page 16)
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AT PRESS TIME

TV tower collapse kills 2

KIRKSVILLE, M0.—A 2,000-foot TV tower, owned
by KTVO-TV here, collapsed Thursday morning,
killing maintenance workers Victor Macs and Re-
ginald Davis, both from South Carolina, according
to KTVO spokesman Dan Havens. A third worker
was missing Friday afternoon, according to a
Knox County (Mo.) Sheriff’s Department spokes-
man. The workers were attempting to strengthen
the structure, which is twice as tall as Paris’ Eiffel
Tower. A cause for the collapse has not been de-
termined. The $2.5 million tower is located in Col-
ony, Mo., 40 miles south of the ABC affiliate.

WGA to picket ABC meet

Los ANGELEs—Writers Guild of America picke-
ters today plan to greet ABC affiliate officials
meeting at the Century Plaza Hotel here. Picketers
will distribute letters urging affiliates to pressure
network executives “to further the negotiations”

(Continued on Page 44)

Representatives of Shanghai Television, making their first visit to the May screenings in Hollywood,
showed interest in acquiring “It's a Living” (I.) and “ALF" to help fill prime-time blocks in China.

Chinese come to Hollywood
looking tor a few good shows

By RICHARD MAHLER
Los Angeles bureau chief

Los ANGELEs—China, the great sleeping
giant of Asia, has come to Hollywood in
search of some hot television.

Last week’s trip to Los Angeles by offi-
cials from Shanghai Television marked the
first time that China had taken part in the
annual May screenings, when the studios
traditionally host overseas TV buyers.

The Shanghai Television executives
were looking for programs for two-hour
Wednesday and Saturday prime-time
blocks programed by Lorimar since last
October.

Among the shows now aired are ‘“Our
House’”’ from Lorimar and ‘‘Hunter,’”
picked up by Lorimar from Stephen J.
Cannell Productions. Other series, mini-
series and movies will be added.

Starting next month, the schedule will
expand to 8:30 p.m. Sundays with
‘“Sportsworld,” acquired from NBC
Sports.

Lorimar paid the way for the officials of
Shanghai Television, a regional network
that operates independently from China
Central Television, to attend the screen-
ings.

“We’re very happy with the relationship

(Continued on Page 44)

I ATC’s move

spurs shuftle
of executives

By JANET STILSON
Staff reporter

NEw YORK—The decision
by American Television and
Communications Corp. to
move its cable operation
from Denver to New York
has sparked a major man-
agement shuffle.

Trygve Myhren, the com-
pany’s chairman and chief
executive officer, and one of
the cable industry’s best-
known leaders, will leave
ATC so that he can remain in
Denver.

Replacing him will be Jo-
seph Collins, who has been
president of HBO since 1984.

Time Inc. owns both HBO
and 82 percent of ATC, the
nation’s second-largest mul-
tiple system operator.

Taking over Mr. Collins’
title at HBO is E. Thayer Bi-
gelow Jr., who has been
president at ATC since late
last year.

James Doolittle, executive
vice president and chief
operating officer of ATC, be-
comes president and chief
operating officer of the com-

Fox pitches shows to Big 3 affiliates

Black Rock split
CBS splits its network into two
divisions, one for marketing and

pany.

Cable experts last week
were debating the reasons
for ATC’s surprise relocation
from Denver, where many of
the nation’s largest MSOs
and most influential cable
executives are headquar-
tered.

Time Inc. and ATC offi-
cials cited the MSO’s grow-
ing emphasis on financial
and programing concerns as
key reasons for the move
closer to Wall Street.

And they said they also
wanted to strengthen lines of
communication between
Time and ATC management.

But Ed Hatch, a vice presi-
dent at Merrill Lynch, said
those ‘“‘explanations are too
obvious for moves of this
magnitude.”

He pointed to stories buzz-
ing through Wall Street that
Time and Warner Communi-
cations are in discussions on
a possible business combina-
tion, and suggested a pend-
ing agreement may have in-
stigated the move—bringing
ATC in closer proximity to

(Continued on Page 44)

By RICHARD MAHLER

Los Angeles bureau chief

Los ANGELEsS—Fox Broadcasting
Co., seeking to capitalize on the
writers’ strike, is asking ABC, CBS
and NBC affiliates in 90 markets to
replace portions of their prime-time
weekend lineups with Fox shows.

“We're on the warpath,” declared
Michael Binkow, vice president of

corporate communications for Fox.

He said letters describing the Fox
offer should be on station manag-
ers’ desks today. Also, FBC Presi-
dent Jamie Kellner will host a tele-
conference Wednesday in which he
will primarily focus on pre-emption
of 7 pm. to 9 p.m. Sunday network
fare with Fox programing

A videotape of the teleconference
will be sent to ABC affiliates who

are meeting in Los Angeles starting
today.

The offer is predicated on the as-
sumption that viewers would rather
watch fresh Fox fare than the
reruns that will fill much of the
ABC, CBS and NBC schedules until
the strike-delayed fall season
begins in late October or November.

Mr. Kellner explained: ‘“We’re

(Continued on Page 44)

another for affiliate relations.

BPME in L.A.

Broadcast promotion and marketing
executives meet to discuss ways to
overcome media clutter.

Local sweeps tally

Charts offer a detailed comparison of
May sweeps results in the top three
markets.
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‘Golden Girls’
sold 1n three
major markets

By RICHARD MAHLER
Los Angeles bureau chief

Buena Vista Television has sold its “Golden Girls” off-
network sitcom in three of the top five markets at cash
prices higher than the syndicator’s minimum bid levels.

“We're delighted with the response,” said Bob Jacque-
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BPME to

focus on
media glut

By WILLIAM MAHONEY
Staff reporter

min, senior vice president of the Walt Disney Co. unit.
“We’ve shown that stations buying ‘Cosby’ are willing
to enhance their substantial investment with other situa-

tion comedies.”

they’ll be

Los ANGELEs—When about 2,500 broadcast promo-
tion and marketing executives meet here this week,

working on ways to stand out in an era of

=

clutter and comnetition
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May sweeps results for top 3 markets

Following are May sweeps results for the na- Both A.C. Nielsen Co. and

tion’s three largest TV markets: New York, Los

ratings, where available, are given for early fringe

Arbitron Ratings Co.

and late news. In each of the cities, all of the major
commercial stations, both network-owned and in-

Angeles and Chicago. prime-access time slots, as well as the local early dependent, are included in these results.
New York

Time WABC N A WCBS N A WNBC N A WNYW N A WPIX N A WWOR N A

3p.m. Gen Hosp. 8.7/26 7.1/24  Guid.Light 3.7/11 310 St Barbara 4.8/14 3.5/12 Dennis/Animtd. 3.9/12 5/18  Ghostbusters 124  1.7/6  Cannon 3.9/12 3.3/

3:30 p.m. Real Ghstbstrs. 4.7/13 6/19  Tom & Jerry 1.7/5  2.2/7

4 p.m. Oprah 97/25 8.4/24  Sup.Court 59/16 4.2/12 Donahue  6.2/16  5/14 Duck Tales 5.9/16 6.8/20 G.l. Joe 1.8/5 2.1/6 Brnby.Js.5.1/13 4.6/13

4:30 p.m. People’s Crt.  7.8/19 5.1/14 Double Dare 5.6/14 6.5/18 Transformers 2.3/6  2.4/6

5p.m. News 8.5/19 8.5/21 News RS\ TaNE37/116 News 6.2/14 4.6/11 Diff. Strokes 7.1/17 7.3/19  Little House 51/12 3.4/8 T.J Hkr. §.4/12 54/13

5:30 p.m. News 7.316 5914 Close...Comfort 6.7/15 7.5/18

6 p.m. News 86/18 8.8/19 News 7816 6.8/14 News 70116 61/713 3 Company 8.1/17 8.8/18 Webster 44/ 3.7/8 Magnum 5/10 4.6/10

6:30 p.m. Net.news 8.8/18 8.8/18 Family Ties 9.6/19 10.9/22  Jeffersons 54/11  4.2/8

7p.m.  Jeopardy! 15/28 139/27 Net.news 69/13 6.2/12 Net.news 6.6/12 5.1/10 News 51/9 5.6/11 Cheers 8.4/16 7.2/14 Pyramid 5.1/9 5.4/10

7:30 p.m. Holly. Sgs. 9.3/t6 9.3/17 Wheel 14.7/26 12.5/23 checkerboard 4.2/7 3.6/6  Current Affair 10.8/19 10.7/19 News 46/8 458 Brny. MIr.6.1/11 4.5/8

11 p.m. News 9.8/20 9.2/20 News 9.8/20 9.1/19 News 11/22 96/20 M*A*S*H 6.9/14 57/12 USATonight 2.5/5 3.1/7 Street 2.3/5 2.3/5

Los Angeles
Time KABC N A KCBS N A KNBC N A KTLA N A KHJ N A KTTV N A KCOP N A
3p.m. Oprah 75/24 8.8/27 Smon&Simon 2.2/7 18/6 Donahue  4.7/15 4714 CHIPS 21/7 2.7/8 Divorce Court 3.2/11 3.2/10  Flintstones 3.4/11 3.4/11Tom & Jerry  3.7/15 4.4/14
3:30 p.m. People's Crt. 3.8/12 3.6/11 Dennis/Animtd. 4.1/13 4.9/14 Smurts 42113 4/12
4p.m. News 6/16  7.5/20 Geraldo 5.7/16 5.7/15 News 6.1/17 5.5/15 Hpy. Dys Agn. 2.3/7 2777 Sup. Court  3.8/11 4.1/11 Real Ghstbstrs. 3.6/10 5.2/14 Jetsons 5115 411
4:30 p.m. Hpy. Dys. Agn. 2.8/7 3.3/8 Judge 39/11 47/12 Duck Tales 5/13 6.3/16 Bev.Teens  4.1/11 3.3/8
5p.m. News 7617 7317 News 5112 512 News 7617 5914 Knight Rider 3.7/8 5.3/12 White Shadow 2.3/5 29/7 Double Dare 6.2/15 6.9/17Gimme.Brk. 3.8/9 3/4/8
5:30 p.m. ILove Lucy 3.8/12 5.3/12Gimme.Brk. 4.7/10 4.6/10
6 p.m. News 7.8/16 6.3/13 News 46/9 510 News 7.4/15 5912 Magnum  5.8/11 6.1/12 TJ. Hkr. 377 459  3Company 6.4/13 6.4/13 Nlywd.Gm  5.1/10 4.9/10
6:30 p.m.  News 6.5/12 52/10  Net. news 5.1/10 5.5/11 Net. news 7.6/14 5.9/12 Close...Comfort 6.2/12 6.6/13 Dting. Game 6.3/12 6/12
7p.m. Net. news  7.5/13 56/10 News 35/6 326 Ent. Tonight 6.8/12 6.6/12 Silver Spoons 4.8/9 5.3/10 Love Connect. 4.5/11 6.9/12  Family Ties 7.9/14 81/15 Wheel 8/14 85/16
7:30 p.m. Eyeon LA.  93/15 7.1/12 2onTown 59/10 4.4/8 checkerboard 5.5/9 5.4/10 various 51/9 53/9  Holly. Sgs. 6.4/11 57/10  M*A*S*H 83/14 85/15Jeopardy!  7.9/13 9.1/16
1 p.m. News 8.4/21 9.7/24 News 5514 6/15 News 8.8/22 8.7/22 Cheers 6.3/16 6/15 Movie na 1.9/4 Late Show  1.6/5 1.4/4  Star Trek 29/8 22/6
Chicago

Time WLS N A WBBM N A WMAQ N A WGN N A WFLD N A WPWR N A WGBO N A
3p.m. WnLs/Drw 8.2/27 na Love Conn. 45116 na Divorce Crt.  52/17 na Bravestarr 217 na Flintstones 3.5/12 na ScoobyDoo  1/3  na Movie 13 na
3:30 p.m. Jeopardy! 10.4/30 na Sup.Court  7.4/22 na Dating Game 2.8/8 na Transformers 2.2/7 na  Real Ghstbstrs. 4.1/12  na Popeye 14 na
4p.m. News 92/25 na People's Ct. 925 na Nwlywd. Gm. 3.8/10 na G.1. Joe 1.8/5 na Duck Tales 4.9/14 na Popeye 1/4 na
4:30 p.m. News 7119 718 News 5314 5213 Jem 2/5 na Double Dare 6.6/17  na Bewitched 173 na
S5p.m. News 10.1/25 na News m7r  6.3/15 Facts of Life 3.9/10 na Diff. Strokes 6.5/16  na A-Team 2/5 na  Drm Jeannie 13 na
5:30 p.m. Net.news 10.3/23 na Net.news 56/13 na WKRP 6/14 na Gmme. Brk. 6.6/15 na Fav. Martian 1/3 na
6 p.m. News 12.3/25 11.1/23  Net. news 6.8/14 na News 5.2/11 4.9/10 Cheers 9/19 na Family Ties 7.6/16 na TJ.Hooker 2/3 na Knght. Rdr. 13 na
6:30 p.m. Wheel 18.3/36 na  Ent. Tonight 6.9/14 na Holly. Sgs.  3.8/7 na Brny. Milr.  8.5/17 na 3..Company 6.3/12 na
10 p.m. News 15.8/26 16.2/27 News 13.3/22 12.3/21 News 15/25 15.9/27 Twilight Zn.  6/10 na M*A*S*H  36/6 na Odd Couple  2/4 na Maude 172 na

Sources: A.C. Nielsen Co.(N)

©1988 Arbitron Ratings Co. (A)

na=not available

Group makes $2.7 billion
takeover offer for Centel

By DIANE MERMIGAS

Senior reporter

An investor group last week made a $2.7
billion takeover offer for Centel Corp., a Chi-
cago-based telecommunications and cable TV
company.

The group is led by New York financier
Asher Edelman and George Lindemann,
chairman of Metro Mobile CTS Inc., who in-
tend to wage a proxy fight for three of Centel’s
11 board seats at the company’s annual meet-
ing on June 28.

The group’s $65 per share bid came in re-
sponse to Centel’'s May 27 announced $775
million acquisition of United Telespectrum,

the cellular telephone and paging division of
United Telecommunications Inc.

Messrs. Edelman and Lindemann, in a letter
to Centel officials, said the acquisition ‘“‘sub-
stantially reduces shareholder values.”

The group’s $65 per share offer is contingent
upon Centel canceling its acquisition of
United. If the deal is completed, the Edelman-
Lindemann group said it would offer $60 per
share, or $2.48 billion, for Centel.

Last week, Centel Chairman John Frazee
said the group’s bid *is not a credible offer.”

The day of the group's announced bid, May
31, Centel stock rose $4.87 to close at $50 per
share. Analysts estimate Centel’s breakup
value to be between $75 and $80 per share.#

By ROBERT HOMAN
Staff reporter

WASHINGTON—Public broadcasting is at
war with itself over a congressional pro-
posal to reallocate $37 million it receives
annually in federal programing support.

Currently, the Corporation for Public
Broadcasting administers the money Con-
gress appropriates for public radio and TV
programing. But under a plan being con-
sidered by the Senate communications sub-
committee, 80 percent of federal program-
ing money would be given to public TV
stations directly.

The proposal is strongly opposed by CPB,

Public broadcasting engaged
in internal war over funding

while PBS and the National Association of
Public TV Stations favor it.

The plan is being considered as an
amendment to a CPB reauthorization bill.

Tom Cohen, counsel for the subcommit-
tee, said the amendment is aimed at pre-
venting potential ‘“‘politicization” of pro-
graming decisions by the presidentially
appointed CPB board.

PBS President Bruce Christensen en-
dorsed the proposal, saying it would give
public stations the “final say” in program-
ing decisions.

But CPB President Donald Ledwig said
the plan would turn CPB into a “money
laundering operation.” #
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FCC readies licensing reforms

The Federal Communications Commission is
expected to launch a controversial proposal to
reform broadcast comparative licensing re-
newals at a meeting on June 23. “We're likely to
propose to go as far as we can within the limits of
the law,” said a high-level FCC source, who
asked not to be identified.

* % %

The fate of Don Imus’ popular “Imus in the
Morning” program on WNBC-AM is in question
now that Emmis Broadcasting is buying the un-
profitable AM station from NBC. However,
knowledgeable sources predicted last week that
“Imus in the Morning” will remain on WNBC
even after the station adopts the all-sports format
currently airing on Emmis’'s WFAN-AM in New
York, which is also being sold. As evidence that
“Imus’’ will survive, sources point out that
Emmis is footing part of the bill for a series of
“Imus” commercials currently airing on New
York TV.

* % x

ABC's Monday Night Baseball switch from
the Mets-Dodgers Memorial Day game to the
Yankees-Athletics contest during a rain delay
turned out to be a double whammy for the net-

THE INSIDER

years, doesn’t know yet if its Soviet news broad-
casts will occur daily or weekly. The cable net-
work broadcasted the Soviet news program

work. The decision to go to the back-up game WN

after a 30-minute delay is a ground rule ABC
maintains to avoid disrupting the network sched-
ule by pre-empting late-night newscasts, accord-
ing to Robert Iger, ABC Sports vice president of programing.
However, irate Mets fans bombarded the network with calls
when their team’s game disappeared. And the switch back-
fired on ABC anyway when the Yankees game went into
extra innings.
* % %

Officials of Showtime/The Movie Channel say there's no
truth to the rumor that the network is plunking down $24
million for the TV rights to “Rambo III.” The picture is part
of the exclusive 50-film agreement the cable service signed
recently with Carolco Pictures. If the actual price is any-
where close to the $24 million figure, it would be well above
the average price of the films in the Carolco deal—an esti-
mated $3 million to $4 million per picture, sources say. The
most ever paid for cable rights to a movie is still the $30
million-plus sources say HBO paid for the rights to “Ghost-

Morning show is in question

BC-AM’s DON IMUS

busters.”
* * %

Jim McNamara, senior vice president of international dis-
tribution for New York-based New World International, tells
The Insider that his firm has no plans to attend Cinetex '88
in Las Vegas this September, even though a press release
from the Cinetex organizers claims that New World plans to
attend. In response to a story in ELECTRONIC MEDIA last week
that said New World would attend Cinetex, Mr. McNamara
said: ‘“We've considered attending, but decided it was unnec-
essary.”

* % %

Sources say cable TV’s Discovery Channel hopes to broad-
cast the Soviet Union’s national evening newscast on a
regular basis on U.S. television. Discovery, which has aired
Soviet programing on several occasions in the last two

NEW WORLD’S JIM McNAMARA
Not planning to attend Cinetex '88

nightly during the recent U.S./Soviet summit in
Moscow.

* * %

ABC'’s decision to drop out of bidding for the
1992 Winter Olympics was actually precipitated
by the organizing committee for the 1992 Sum-
mer Games. ABC made an official joint bid of
$500 million for both the winter and summer
events. But when the organizing committee for
the Summer Olympics in Barcelona, Spain, put
its asking price on the table, ABC declined to
meet it. Sources say the committee felt it could
make more money in open bidding than it would
get from splitting ABC’s offer with Winter Games
organizing committee. Without the Summer
Games, ABC decided to back out of the Winter
Games bidding.

x o *

Fox Broadcasting’s “The Late Show” with
host Ross Shafer appears to be safe, at least for
now. In presenting the fall programing schedule
to advertisers in New York a few weeks ago, Fox
programing chief Garth Ancier said he was “sa-
tisfied” with how the show is currently evolving.
He said he was pleased both with Mr. Shafer,
who until recently was a Seattle radio personal-
ity, and with the offbeat guests, including the
cast members of “Gilligan's Island,” who were reunited on a
rebuilt set from the late-1960s sitcom.

* % %

The Insider received a fascinating press release from ABC
Radio Networks about that company’s coverage of the Rea-
gan/Gorbachev summit meeting. According to the claims
contained in the release, ABC Radio News ‘‘supplied a large
segment of the American population with their first news of
events in Moscow.” The release said ABC “aired bulletins
and special reports as warranted.” There was even a quote
from Bob Benson, vice president of ABC Radio News:
“Whenever the president spoke, we carried it live.” Why was
this release so fascinating? Because The Insider received it on
May 27, three days before the summit meeting began on May
30. Now that’s what we call “advancing” a story.#

—Written by Adam Buckman from bureau reports

Congressman calls for inquiry

Westwood sets

By ROBERT HOMAN
Staff reporter

WASHINGTON—A California congressman is calling
for the Federal Communications Commission to look
into what effect deregulation of the cable industry
has had on rates and service.

“In too many instances, cable companies are rais-
ing their rates unconscionably, holding the pub-
lic hostage,” said Rep. Elton Gallegly, a freshman
Republican from Los Angeles County. “It’s time to
take another look at what effects deregulation has
caused around the country.”

Rep. Gallegly has introduced a bill to require the
FCC to study how much control franchising authori-
ties have over cable rates.

Under the legislation, the commission would also
examine whether rate increases reflect higher costs
or increased profits for cable operators.

Rep. Gallegly says he decided to introduce the leg-
islation because a cable system in his district, Ven-
tura County Cablevision, has been raising its rates.

He said that, as of July, the cable company will
have increased the rates of many subscribers by 55
percent since it bought the system from Storer Cable
in 1986.

Beginning July 1, Ventura County Cablevision, a
65,000-subscriber system owned by Western Commu-
nications Inc., will charge $14.95 per month for its
33-channel basic service.

Mike Kemph, president of Ventura County Cable-
vision, said the system is in the process of expanding
its basic service from 12 channels to 33 channels.

“The increase (Rep. Gallegly) is referring to in-
’ volves a tier collapse and an expansion of service,”
Mr. Kemph said. “The community at large has come
out in support of what we’re doing.”

Under the Cable Communications Policy Act of
1984, most cable operators were permitted to set
their own basic rates.

“The average homeowner has two choices: pay

into cable industry

r

deregulation

‘The average homeowner has
two choices: pay whatever
the company demands or do
without.’

—Rep. Elton Gallegly
R-Calif.

whatever the company demands or do without,” said
Rep. Gallegly.

Under his bill, the commission would have six
months to report the findings of the study to Con-
gress.#

stock buyback

By DIANE MERMIGAS
Senior reporter

Westwood One last week moved
swiftly to halt a sharp decline in its
stock price by announcing that it
will repurchase up to 1 million
shares, or 7 percent of its common
stock.

The move, meant to restore mar-
ket confidence in the stock, was an-
nounced by the company at the
close of trading on May 31 after its
stock fell $5.25 on heavy trading to
$14.25 per share.

Nearly 3 million shares of the
company’s 14.2 million total out-
standing shares of common stock
changed hands that day.

Company officials said the market
‘‘overreacted’” to the firm’s an-
nouncement that earnings for the
second quarter, and possibly the en-
tire year, will fall short of original
expectations because of a sudden
softness in national radio ad reve-
nues.

The company said revenues for
the first two months of the second
quarter have been trailing last
year's pace by more than 6 percent.
For the second quarter ended May
31, 1987, Westwood reported $4.2
million in net income, or 34 cents a
share, on $35.4 million in revenues.

The announcement was an indica-
tion that a skittish economy, adver-
tiser uncertainty and the Writers
Guild of America strike have caught
up with the national radio market-
place.

For months, such factors have
loomed as a threat to national TV
advertising and the networks’ pend-
ing upfront selling for the fall.

Westwood One officials said last
week that the disrupted buying pat-
tern in television has spilled over
into radio, and that the sluggish
buying trend is likely to continue
into the third quarter.

However, Westwood One officials
said the company still expects to
post a second-quarter profit, despite
a several million dollar drop in an-
ticipated revenues.

“Anytime a stock price falls pre-
cipitously, a company is obliged to
take some action,” said William
Battison, Westwood One president
and chief financial officer.

“We think our price is a good deal
at $14, that it is undervalued. We
hope this move will provide some
stability.”

The company will tap a pool of
about $60 million in available cash
for the stock repurchase, which
could cost in excess of $14 million.

In addition to its recent acquisi-
tion of the NBC Radio Network op-
erations, Westwood One has been
investing in new programs and affil-
iations.

However, Mr. Battison said no
fundamental changes in the com-
pany are planned to offset the ad
softness.

“All we can do is to operate our
businesses as best we can and hope
that the marketplace comes back,”
he said.#
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look at what the Bible has to say about them.
An intelligent look at what's happening in
the world today is what makes The World

God doesn’'t belong to any political party.
Which is why The World Tomorrow has
never used television to play politics. Or to
solicit contributions. Or try to convert people.  Tomorrow one of the top rated religious pro-
And we never will. grams in the United States.

What we do is provide an understanding
THE WORLD TOMORROW

of today’s most relevant issues by taking a

The World Tomorrow is a syndicated weekly television program produced by the Worldwide Church of God and represented workiwide by BBDO.
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A bad anti-drug proposal

The National Association of Broadcasters was ab-
solutely correct in rising promptly and loudly in op-
position to a Senate proposal that would require
television stations, radio stations and cable operators
to carry anti-drug advertisements.

Under the Senate bill, introduced late last month
by Sen. Ernest Hollings, D-S.C., and Sen. John Dan-
forth, R-Mo., Uncle Sam would pay broadcasters and
cable companies to carry the government-made ads.
However, that’s not to say the federal government
would be just another customer doing business in a
free media marketplace.

On the contrary, the government not only would be
given the power to force radio and television com-
panies to carry the anti-drug ads, it would be al-
lowed to force those companies to charge their lowest
local rates for the ads. In other words, what’s being
proposed is nothing short of government coercion,
plain, simple and dangerous.

What makes the proposal extra dangerous is that
it is so obviously tempting to so many who might
otherwise oppose such government intrusion. After
all, the bill would pump up to $50 million into the
coffers of radio and television companies. And many
of those companies are already waging anti-drug
campaigns voluntarily and free of charge.

Perhaps the popularity of fighting drugs has some-
thing to do with the fact that, were it not for the
NAB, media reaction to the Senate bill would be
strangely subdued up to this point. Government in-

trusion is always most dangerous when done in the
name of a popular cause.

Interestingly, the Senate bill also contains a provi-
sion allowing the federal government to supplement
its radio and TV buys with anti-drug ads in newspa-
pers and magazines. The provision stops short of em-
powering the government to force publications to
carry those ads. Apparently, such coercion would be
an unthinkable abridgment of freedom of the press.

We only wish politicians wouldn’t be so quick to
abridge freedom of the electronic media. We feel cer-
tain such freedom would have been formally embed-
ded in the U.S. Constitution had radio and television
existed in the days of Thomas Jefferson. It’s hard to
imagine the Founding Fathers supporting a free
“press”’ while favoring government-controlled radio
and TV.

Until the courts or the Congress extend full First
Amendment freedoms to the electronic media, politi-
cians will be forever on the meddle. The exposure
produced by television and radio is just too tantaliz-
ing for elected leaders and ambitious bureaucrats to
resist.

In the case of the anti-drug ads, the potential, from
Uncle Sam’s point of view, is at least twofold: (1) to
spread the word that drugs are bad and (2) to make it
appear that the politicians and bureaucrats are doing
something about the drug problem.

They would be doing something all right; they’d be
trampling some important First Amendment rights.#
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s System, as does a third company, Marke- tertainment, as well as HTS.
I Ilanks for Syndlcated tron Inc. Since this venture is a milestone in re-
When can we expect your visit? gional sports networks’ history, I really feel
% T4 Marv Richfield that the breadth of the distribution—not
CXClllSlVlty COVCrage president just one outlet—should have been ad-
Spot Quotations and Data dressed by EM, and I thank you for the

I want to thank ELECTRONIC MEDIA for
the outstanding coverage and the editorial
regarding the FCC’s syndicated exclusivity
decision. :

This was a top priority issue for our
guys, and we appreciate the top priority
coverage that you chose to accord it.

Preston Padden

president

Association of Independent
Television Stations
Washington

‘Apollo’ reports offer
Nielsen ratings data

Your story about ‘“‘a new computer pro-
gram,” (Technology, Page 26, May 16 issue)
does us a disservice. Our “Apollo” reports
have been available using Nielsen data for
over five years as Paramount, MCA-TV,
MGM/UA, D.L. Taffner and CBS-TV can
attest.

Further, we have our own PC Apollo

Briarcliff Manor, N.Y.

Many outlets to carry
basketball team trials

Since I've come to take the completeness
of ELECTRONIC MEDIA’s coverage for
granted, I was surprised and disappointed
with the May 16 ‘“Briefly Noted’ piece
(Page 38) on Home Team Sports’ carriage
of the U.S. Olympic Men’s Basketball Team
trials.

While HTS deserves credit for acquiring
such an outstanding product for its sub-
scribers, singling them out does a disser-
vice to the supplier, United Cable of Colo-
rado, and to the cable industry as a whole.

It had been announced at the NCTA con-
vention that the event would be cablecast
by nearly a dozen regional sports networks,
including Madison Square Garden Net-
work, which will carry the six-hour trials
special live on May 22; Prime Ticket; Pro-
AM Sports Systems; and Home Sports En-
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“We've always been strong on
Tuesdays and Wednesdays,
and now Fridays and
Saturdays have improved. And
of course we still have
‘Monday Night Football.’ But
Thursday nights are still a big
problem.”
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L 4. | Austin, Texas _.Z k Chicago Oklahoma City

Mystery Movie’' is an

back.”

“I'm encouraged. A plus is
comedian Roseanne Barr. She with ABC's new fall schedule,
has a down-home Oprah
Winfrey style to her. | also
think the ‘ABC Saturday

improvement for us. And I'm
excited about ‘Wonder Years’
and 'China Beach’ coming

opportunity to clarify the issue now.
Paul Schneider
director, public relations
Madison Square Garden Network

Tell us what
you’re thinking

EM welcomes letters to the editor. If
you want to speak out, write to View-
point, ELECTRONIC MEDIA, 740 Rush
St., Chicago, Ill. 60611.

All letters are subject to publication
provided they are signed and neither
defame nor libel individuals or orga-
nizations.

Letters may be shortened and gram-
matical errors corrected.

As a matter of policy, writers’
names are published. However, excep-
tions to this policy may be granted
upon request of the writer if, in the
opinion of the editors, the reason is
sufficiently compelling. #

Zlectronic
Media

Mike

“Overall, I'm very impressed

especially the move on
Saturdays with ‘ABC Saturday
Mystery Movie.” That should
increase viewership on
Saturday night. Retumning
shows ‘Wonder Years’ and
‘China Beach’ are very

encouraging.”
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Cap Cities/ABC weathers rocky beginning

By DIANE MERMIGAS
Senior reporter

After a somewhat rocky start, the owners of
Capital Cities/ABC appear to be mastering the
difficult task of dealing effectively with af-
filiates, high costs and the risks of prime-time
programing.

Even the often-beleaguered ABC affiliate
group, which opens its annual meeting today
in Los Angeles, offers a positive assessment of
the way Cap Cities’ management has adjusted
to life in the high-stakes, high-visibility world
of network television.

“The Capital Cities people were not used to
the intensity of such public and press atten-
tion,” said one prominent member of the ABC
affiliates board.

“They were not prepared for the special
pressures of operating a national TV network.
And they opted to take over ABC at a time
when there were traumatic shifts in the indus-
try overall. On the whole, I think they’ve done
a very good job.”

There have been rocky moments. At last

year’s annual meeting with ABC’s 220 affili-
ates, tensions between station and company
executives ran high partly because of the
tough approach Cap Cities was taking toward
reducing station compensation.

What began as a proposal for sweeping
compensation reductions eventually became
only select cash payment cuts for certain sta-
tions already highly compensated.

There were also compensation reductions in
the top 100 markets and an elimination of
payments for carrying major sports and enter-
tainment specials.

“The whole thing was a public-relations
nightmare that could have been avoided had
they taken the time to realize that not every-
thing in a business like ours can be treated the
same way,” said one ABC affiliate executive.

“In the end, the reform they accomplished
was worth only a nominal amount in savings.
Some alienated affiliates wound up pre-empt-
ing more network programing in retaliation,”
the affiliate executive said.

But since then, Capital Cities executives,
who for years were ABC affiliates themselves,

appear to have backed off the compensation
issue. Reform has come primarily in keep-
ing a lid on current compensation payments.

However, most company and station execu-
tives concede that compensation reform is in-
evitable and will be addressed in a whole new
light at this week’s annual meeting between
Cap Cities/ABC and its affiliates.

For months, independent industry consul-
tant Paul Bortz has been advising Cap Cities/
ABC executives and the network’s affiliate
board on the future of commercial and net-
work broadcasting.

Mr. Bortz is scheduled to address the entire
affiliate group at this week’s meeting.

Some specific approaches to reform the
compensation system have evolved from Mr.
Bortz’s work, and some version of these could
be implemented as early as this year.

For example, the company might eventually
reduce compensation payments to affiliates
while providing them with more opportunities
to increase local advertising revenues.

Or the company might establish a two-
tiered compensation system that would pro-

vide different payments for larger- and
smaller-market stations.

“No specific proposals will be made at this
year's annual meeting. We're not even close to
finalizing anything,” said George Newi, senior
vice president of the ABC Television Network.

“We just want Mr. Bortz to get everyone
thinking about these and other possibilities,
and then we will work with the affiliate board
to formulate a specific plan,” Mr. Newi said.

Some affiliates say that as the ABC Televi-
sion Network becomes more competitive at
CBS’s expense, it will be easier for Cap Cities/
ABC management to execute such fundamen-
tal change.

Until then, affiliate relations will be high-
lighted, at least at this week’s meeting, by
methods of improving the network’s prime-
time performance and a new plan to market
the sale of ABC’s national and network affili-
ates’ local air time.

ABC affiliates also will come to their annual
huddle with requests for more selective net-
work coverage of sporting events on weekends

(Continued on Page 32)

ABC’s Murphy

calls for creative prime-time formats

(Continued from front cover)
looks promising.

EM: So, on the basis of those fundamentals, would you say
that the company has turned around?

Mr. Murphy: Well, I think we can and are increasing our
share of audience.

But overall network profitability is a continuing concern
to us.

We are being pecked away by our own facilities like ESPN
and other cable network franchises.

The network business, which was never a
high-profit-margin business, is under pressure from more
mature businesses than it was up against a few years ago.

EM: What do you see as a likely counter to that? For
instance, based on the success of ESPN, will your company
seek more cable network involvement?

Mr. Murphy: I think it’s possible. We certainly would
seriously look at any opportunity in that area. We’re not
doing anything actively right now.

As you know, there’s not that many opportunities out
there. But that certainly is a logical area for expansion for
all three networks.

EM: In the event that your television network does not
improve financially anytime soon, would you attempt to
generate more revenues for the company by seeking to do
more cable co-ventures with ESPN or other entities?

Mr. Burke: Cable and its audience delivery are a fact of
life and they have a dual income stream in some cases from
subscriber fees as well as ad revenues. We expect both the
network and ESPN to be vigorous in the pursuit of their own
destinies. It’s entirely possible that sometime in the future
the ABC network would be free to make a partnership deal
with a cable entity other than ESPN.

EM: Are you interested in buying out Nabisco’s 20 percent
interest in ESPN? I understand that you recently approached
Nabisco.

Mr. Murphy: That is true. We've had conversations. We
are delighted with them as partners, and I would like to
think they are with us.

EM: Is there likely to be any change in that in the future?
Mr. Murphy: No.

EM: Do you see your alignment with ESPN strengthening?
For instance, could you make a joint bid for expensive sports
events like the Olympics?

Mr. Burke: ESPN’s best interest as we see it would be to
operate as independently of the ABC Television Network as
it would be possible to have them do so.

We would hope that with increasing frequency in the
months and years ahead, they can end up as partners with
one or both of the other networks for presentations. They
would pursue that vigorously.

When we are successful at the ABC Television Network,
where a cable partner will be logical, ABC will negotiate
with ESPN to see whether they are interested in
participating. When either CBS or NBC is successful, ESPN
will be a very vigorous competitor just the same way they
would be with ABC.

That is the best way to run the business. That is legally
more satisfactory, and we will continue to encourage that. It
is difficult for outsiders to believe, but there is a very
distinct separation between the two inside the company.

EM: What other supplemental sources of revenue are you
considering? For instance, how important is eventual reform
of the financial interest and syndication rules?

Mr. Murphy: We are hopeful we can eventually make a
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‘I think the secret of the future is market share for the three networks. We have to

watch our costs. We have to be creative in what programing formats we use in prime

time, which is our biggest problem.’

deal with the major studios in Hollywood. We think both
sides recognize the realities of the changing economics.

As recently as two weeks ago, (NBC President) Bob Wright
suggested two specific alternatives.

EM: What is your feeling about either of those alternatives:
that the current rules be suspended for five years, or that
the networks agree to provide more financial assistance with
the upfront costs?

Mr. Murphy: We would support either of them.

We are looking for opportunities where we can hopefully
benefit in the back end of the syndication of the programs
we pay to produce.

EM: With in-hous. production rules set to sunset in
another year or two, what kind of new alliances do you see
evolying between the networks and the production
community?

Mr. Murphy: We’ll worry about the future when we come
to it.

EM: What do you see as the most controllable way of
turning the network into a profitable venture? So much of it
is hinged on luck and the way your schedule performs.

Mr. Murphy: I don't think it’s luck. I think it’s a lot of
able people working hard and then, maybe at that point, I
might consider luck.

I think the secret of the future is market share for the three

networks. We have to watch our costs. We have to be

—Thomas Murphy

creative in what programing formats we use in prime time,
which is our biggest problem.

Mr. Sias: We have some building blocks this year that we
haven’t had in the past. And the development progress—we
believe there will be some extra cards that will come out
of that.

From a historical point of view, we will have more
program building blocks in prime time than the network has
had in five years.

EM: Are you looking for further ways to hold the line on
production costs, such as using more ABC News-produced
programs?

Mr. Sias: Well, we could have another prime-time news
show by midseason. But that’s really driven by the difficulty
of hour dramas to attract audiences these days.

This season that we're coming out of, with the exception of
‘thirtysomething,’ it’s very difficult to think of new
one-hours that have been financially successful, even though
they may have been creatively attractive.

We know we will have a number of problem areas to fill,
and so there’s a distinct possibility we will go with another
hour of news-generated programing.

EM: Just to keep the record straight, most analysts are
predicting that the ABC Television Network will report a
loss this year. Is that right?

Mr. Murphy: The answer to that is yes.

(Continued on Page 20)
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GOLDEN GIRLS gives you what you havent
had in years: The power to capture a massive
audience and keep it glued to the set, even
in the most competitive television environ-
ment ever,

Because GOLDEN GIRLS is true
breakthrough television. It's the only comedy
since M*A*S*H that combines the two key
ingredients of long term syndicated success:
Overwhelming ratings and unsurpassed
critical acclaim.
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Sias expects

(Continued from Page 16)

EM: Could you estimate how big a loss it
will be?

Mr. Murphy: Well, I don’t want to do
that, but I think the main problems
financially for the network this year were
the losses on the Olympics.

EM: You have acknowledged in your
recent quarterly report that the Olympics
related losses exceeded $65 million. Were
they as high as $80 million as some of us
reported?

Mr. Murphy: They were in excess of $65
million.

EM: What are your hopes for the network
becoming profitable?

Mr. Sias: We're starting to make the
financial plan for calendar year 1989 right
now. That won’t be completed until later
this year.

The expense component will be completed
in September. The revenue component,
based on what the market outlook is, comes
in last. Until that is done, I think we would
be ill-advised to give you any kind of a
sense on that. We really wouldn’t know.

What we do know is that on the basis of
demographics, the network is stronger
going into this fall prime time than it has
been relative to our competitors, and we
expect to post increases in our share of
prime-time market starting in the fall.

But we do sense that the upfront market
will not be as strong this year as it was last
year.

EM: What will be your strategy in the
upfront marketplace this year? You’ve
already indicated you won’t be providing
guarantees on children’s programing.

Mr. Sias: There won’t be any guarantees
for children’s comp (composition, or
demographics). We do guarantee homes
ratings. We're not guaranteeing the comp
because the statistical basis for those
guarantees is so unstable and unrealistic,
that we’d rather risk losing business than to
guarantee on flawed statistics.

EM: Beyond that, have you formulated an
overall strategy for how you will sell in the
upfront? If you don’t plan to eliminate
guarantees, will you at least try to limit
them?

Mr. Sias: We're not thinking of
eliminating guarantees. Whether we would
limit them in any way in any daypart is part
of a strategy we are working on now called
a mini-game plan that is in active
development.

Our upfront strategy gets finalized as the
schedule is finalized.

EM: What kind of a marketplace do you
see this year?

Mr. Sias: The upfront last year was over
$3 billion. We don’t think it’s going to be as
big this year. Let’s just hope there is one.

EM: What about the people-meter
influence? What’s been the impact now that
we have had a full season to sort this out?

Mr. Sias: Instead of the old NTI based on
meters and diaries, there is NTI based on
the new people meters. There is a year's
track record, but there are still lots of
questions.

We still have not signed a contract with
Nielsen. We probably will, but there are
ongoing negotiations.

There are very substantial questions that
remain on that service, methodology, on
behavorial questions regarding those people
who will agree to take the people meter
vs. those who will not.

EM: Are you asking Nielsen to alter the
system in preparation for next season?
Mr. Sias: No, we are not.

EM: How important to you are the
upcoming contract negotiations with
NABET in terms of possible cost-cutting?

Mr. Murphy: I think it’s important for
everyone to recognize that we think our
union people are vitally important to us and
do a terrific job.

Obviously, any business that is under
terrific cost pressure as we are is looking for
opportunities to save money. But we hope
any negotiations will be conducted sensibly
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THOMAS MURPHY

and in the best interest of everyone
involved.

EM: Are there prospects for achieving
some savings by altering work rules?

Mr. Murphy: That would be wonderful if
we could do that.

EM: After NBC’s negotiation with
NABET last year, it was suggested that
after the new contract was signed, the
network could achieve anywhere between
$75 million and $100 million in annual
savings for two or three years. Is that a

DANIEL BURK

JOHN SIAS

contract you have coming up this year?

Mr. Sias: It would be unwise on any of
these things to start taking a position in the
press, whether it’s union negotiations or
license fees.

Mr. Burke: We will lose money on our
contract with Major League Baseball. The
baseball contract had same purchase price
accounting applied to it.

The commissioner of baseball knows that
ABC is losing significant amounts of money
on this arrangement. He doesn’t want to
have his customers losing money any more
than we want to lose it.

Photos by Catherine Noren

‘What we do know is that on the basis of demographics, the
network is stronger going into this fall prime time than it has
been relative to our competitors, and we expect toc post
increases in our share of prime-time market starting in the fall.’

—John Sias

reasonable number and would you be
looking to achieve the same?
Mr. Murphy: I have no idea.

EM: What kind of job eliminations do you
think you might be able to achieve with this
kind of contract negotiation?

Mr. Burke: Everyone’s circumstances are
a little bit different. I don’t think there is
anyone working at ABC who is part of a
union or who is not who doesn’t recognize
that the environment is rapidly changing.

We're going to have to try and adjust to it.
Our hope is that we can do that in a
thoughtful, constructive manner.

The fact of the matter is these are valued
employees, many of whom have given their
entire working careers to the company.

EM: But you do see this as one of the
important areas left to plow in terms of
achieveing some substantial cost savings?

Mr. Sias: Just remember that something
on the order of 70 percent of all of the
network’s costs are program-related. So, if
there are any really big savings to be
achieved, that’s it.

EM: But that’s precisely my point.
There’s only so much you can do to achieve
savings in the program area and still be
competitive. Then you’ve got to turn to
other areas like union-related costs. Or am I
wrong? Have you been able to achieve some
significant savings in the program area?

Mr. Murphy: You're absolutely right, and
that’s why the margins are so bad in the
network business.

EM: Have you been able to negotiate new
deals with producers where you aren’t
paying excessive license fees and still are
getting quality programing?

Mr. Murphy: The answer to that is no.
The cost of programing in prime time
continues to escalate.

Mr. Sias: License fees are an engoing
thing. Sports rights in some cases have been
reduced.

EM: What will be your position, for
instance, in renegotiating the baseball

But the world and the landscape are
changing. I think it will be up to baseball to
decide what'’s in their best interest. I would
not be surprised to see some sort of cable
package—maybe a modification of the
superstations.

The commissioner knows what our
problems are. He hasn’t given us any money
back, and I wouldn’t expect him to. But we
have high interest in Major League
Baseball. It is a great attraction.

EM: Is there a way to bid on major sports
packages in such a way that they can be
made profitable?

Mr. Burke: We’re not sure. Our plans
aren’t completed as yet. We certainly hope
so.
We're going to be aggressive and hopeful.
And if we're successful, we still could end
up looking five years from now as poorly as
our Calgary bid did. It’s a risk. That’s the
nature of the business. But it’s very
attractive programing.

EM: Why did you pull out of the recent

C to boost market share

bidding for the 1992 Winter Olympics in
Albertville, France?

Mr. Murphy: We just decided we didn’t
want to stay in the bidding contest. We
didn’t like the bid process or the contracts.
But we're not saying any more about that
than the statement we issued.

EM: How will you spend the $600 million
or so that will be generated by the exercise
of warrants this summer that were issued at
the time of the merger?

Mr. Murphy: We haven’t made any
decision on that. We do not have a master
plan at this time. There are all sorts of
alternatives.

We could pay down our debt, we could
buy back our stock or use it for
acquisitions. Those are the three most
logical things for us to consider.

EM: You recently announced that you
will spend more than $300 million to buy
back up to 1 million shares of the 16 million
shares of common stock outstanding. Why?

Mr. Murphy: We're in a position that as
these warrants are exercised, we'll have a
lot of additional cash, and we just want to
be in a position of having every option
available to us. We have been buying back
some of the warrants, and this is just
another way of doing that.

EM: What is the timetable for completing
the repurchase?

Mr. Murphy: There is no timetable for
that. That will be open-ended for some
time.

EM: Are there any major acquisitions you
are eyeing?

Mr. Murphy: There is nothing of a major
size that we are contemplating at the
moment.

EM: What is your current outstanding
debt?

Mr. Murphy: It is a little over $1.6
billion.

EM: When is your next major payment
scheduled to be made?

Mr. Murphy: There are no major
payments for five years, and then all the
money is at a fixed rate. So we’re under no
pressure.

EM: So you feel free to pursue any new
ventures or to acquire any new properties?

Mr. Murphy: The answer to that would
be yes.

We have never had a master plan that
we're going to spend so much money within
a year. We spend it when the opportunities
come up.

I think it is safe to say that we’ll remain
in the advertiser-supported media field, or
circulation income from newspapers, or
cable network opportunities which have
some substantial income from cable
corporations. But we plan to stay in the
businesses we're in.

EM: Is there anything you are pursuing in
these areas now?
Mr. Murphy: No, the only thing we’'ve
(Continued on Page 32)

Capital Cities/ABC at a glance

The bottom line: Net income in fiscal 1987
was $279.1 million, a 53 percent increase
over 1986.

Revenues: Consolidated net revenues totaled
$4.44 billion in fiscal 1987, up 8 percent over
1986.

Programing: The ABC Television Network
serves 220 affiliates; ABC Radio Networks
consists of six basic networks that serve ap-
proximately 2,100 affiliates; ABC Video En-
terprises includes cable TV program services
ESPN (an 80 percent interest) and Lifetime
(a 33 percent interest), as well as home
video publishing and other program distri-
bution and technology development.

TV stations: The company’s eight owned TV
stations constitute the largest owned group
in the country, providing 24.4 percent cov-
erage of the nation’s TV homes. The stations
are WABC-TV, New York; KABC-TV, Los
Angeles; WLS-TV, Chicago; WPVI-TV, Phil-

adelphia; KGO-TV, San Francisco; KTRK-
TV, Houston; WTVD, Raleigh-Durham, N.C.;
and KFSN-TV, Fresno, Calif.

Radio stations: The company's 21 radio sta-

tions provide 25.4 percent coverage of all
American homes. They are WABC-AM and
WWPR-FM, New York; KABC-AM and
KLOS-FM in Los Angeles; WLS-AM and
WYTZ-FM in Chicago; KGO-AM in San
Francisco; WJR-AM and WHYT-FM in De-
troit; WBAP-AM and KSCS-FM in Dallas/Fort
Worth; WMAL-AM and WRQX-FM in Wash-
ington; WKHX-AM/FM in Atlanta; KQRS-AM/
FM in Minneapolis/St. Paul; KRXY-AM/FM in
Denver; and WPRO-AM/FM in Providence,
R.l

Publishing: The company’s publishing group

includes nine daily newspapers in seven
communities, weekly community newspa-
pers in five states, shopping guides in six
states and specialized publications.
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A TRI-STAR
SHOWCASE!

PEGASUS [ has it all. ..

Award—winning titles with mass appeal.
Popular movies such as “Peggy Sue Got
Married,” “Blind Date,” “Nothing In
Common,” “Short Circuit,” “Iron Eagle,”
and 15 other major theatrical films!

Captivating, popular, promotable stars
including Bruce Willis, Kathleen Turner,
Nicolas Cage, Jane Fonda, Dudley Moore and
Sean Connery!

The titles and the stars...together they're
just the right formula to light up your station!

/' IELEVENTURES

NEW YORK (212) 541-6040 - LOS ANGELES (213) 785-0111
CHICAGO (312) 280-8696 - SOUTHEAST (609) 487-8419
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CALENDAR

June

June 6-9, ABC affiliates meeting, Century Plaza Hotel, Los An-
geles. Information: Anne Kissel, 212-887-6011.

June 7-8, Garrison Keillor seminars, Museum of Broadcasting,
New York. Information: Letty Aronson, 212-752-4690.

June 7-9, Sterling Institute Managing Sales Performance for
Local Sales Managers sponsored by the Television Bureau of
Advertising, Hyatt Regency, Denver. Information: Lee Barney, 212-
486-1111.

June 8, Technical seminar sponsored by the Central Oklahoma
Society of Cable Television Engineers meeting group, Saddleback
Inn, Oklahoma City. Information: Gary Beikmann, 405-842-2405.

June 8, Technical seminar sponsored by the Wyoming Society
of Cable Television Engineers meeting group, Holiday Inn, Casper,
Wyo. Information: Drew Fleming, 307-745-7333.

June 8-11, The Turning Point, American Women in Radio and
Television 37th annual convention, Westin William Penn Hotel,
Pittsburgh. Information: Becky Tractman, 202-429-5102.

June 8-11, Broadcast Promotion & Marketing Executives and
Broadcast Designers’ Association seminar, Bonaventure Hotel,
Los Angeles. Information: Pat Evans, 717-397-5727.

June 9, Technical seminar sponsored by the Greater Chicago
Chapter of the Society of Cable Television Engineers, Embassy
Suites, Schaumburg, lll. Information: William Gutknecht, 312-690-
3500.

June 10-12, Economics of Urban Poverty and Welfare, confer-
ence for journalists, co-sponsored by the Foundation for American
Communications, Ford Foundation and Chicago Tribune, in asso-
ciation with lllinois Press Association, Indian Lakes Resort, Bloo-
mingdale, lll. Information: Dale Shaps, 213-851-7372.

June 10-12, National Council for Families and Television an-
nual conference, Four Seasons Biltmore, Santa Barbara, Calif. In-
formation: Tricia Robin, 213-876-5959.

June 11, Storytelling in Animation, second annual Walter Lantz
conference on animation, Universal Studio’s Hitchcock Theatre, Los
Angeles. Information: Greg Beal or Nancy Oppenheim, 213-856-
7690.

June 11-14, CBS affiliates meeting, Century Plaza Hotel, Los
Angeles. Information: Michael Silver, 212-975-3161.

June 13-14, Burns Media radio studies seminar, Westin Hotel,
Dallas Galleria, Dallas. Information: Sarina Araujo, 800-821-8035.
In California or Canada, 818-985-8522.

June 13-15, Managing the Wave of Change, Cable Television
Association of Maryland, Delaware and the District of Columbia
annual spring meeting, featuring guest speaker, Rod Thole, chair-
man, Cable Television Administration and Marketing Society,
Sheraton Fountaine-Bleau, Ocean City, Md. Information: Charlie
Ross or Susan Hollis, 301-268-2721.

June 14, Sports on Cable—What’s the Score?, Southern
California Cable Association meeting, Pacifica Hotel, Culver City,
Calif. Information: Mike Firmature or Eileen Salmas, 213-463-2186.

June 14-16, International Radio Festival of New York, Shera-
ton Centre Hotel, New York. Information: Sandy Mandelberger,
914-238-4481.

June 16-18, NBC affiliates meeting, Hyatt Regency, Maui, Ha-
waii. Information: Jim Ritter, 212-664-5542.

June 16-19, Cable-Tec Expo '88, Society of Cable Television
Engineers annual training and cable television hardware confer-
ence, San Francisco Hilton and Towers, San Francisco. Informa-
tion: Bill Riker, 215-363-6888.

June 17-19, Cable Management/Organizational Behavior,
hands-on certificate program co-sponsored by Women in Cable and
the University of Denver, High Point Regional Airport Marriott,
Greensboro, N.C. Information: Pam Armstrong, 303-871-2927.

June 19-22, National Broadcast Editorial Association conven-
tion, Ritz Cariton Hotel, Boston. Information: Laura Carlo, 617-893-
7080, or Don Lowery, 617-725-0777.

June 22, Sounds of Success, 21st annual radio workshop co-
sponsored by the Association of National Advertisers and Radio
Advertising Bureau, Waldorf-Astoria, New York. Information: Bud
Heck, 800-232-3131.

June 25-28, Teleproduction Today . . . Teleproduction To-
morrow, international teleproduction conference and exhibit co-
sponsored by NATPE International and the International Telepro-
duction Society, Los Angeles Convention Center, Los Angeles. In-
formation: Nick Orfanopoulos (NATPE), 213-282-8801, or Susan
Stanco (ITS), 212-629-3266.

June 26, 15th annual Daytime Emmy Awards, non-televised
portion, presented by the National Academy of Television Arts and
Sciences and the Academy of Television Arts and Sciences, Regis-
try Hotel, Los Angeles. Information: In New York, Bob Blake,
212-586-8424; in Los Angeles, Murray Weissman, 818-763-2975.

June 28, Technical seminar sponsored by the Hudson Valley
Chapter of the Society of Cable Television Engineers, Holiday Inn,
Kingston, N.Y. Information: Wayne Davis, 518-587-7993; or Bob
Price, 518-382-8000.

June 29, Technical seminar, sponsored by the Rocky Mountain
Chapter of the Society of Cable Television Engineers, Beaver Run
Resort, Breckenridge, Colo. Information: Steve Johnson, 303-799-
1200, ext. 621.

July

July 2, Florida Association of Broadcasters and Radio-Televi-
sion News Directors Association region 14 conference and
awards presentation, Innisbrook Resort, Tarpon Springs, Fla. infor-
mation: Lee Hall, 404-897-7000, RTNDA; or John Ray, 305-655-
5455, WPTV-TV.

July 8-12, 32nd annual Tetevision Programing Conference,
Hyatt Regency Downtown, Lexington, Ky. Information: Diane Ap-
pleyard, 904-432-8396.

July 11-13, New England Cable TV Association annual con-
vention and exhibition, Tara Hyannis Resort and Conference

Major events

BPME/BDA
LOSIANGOIOS . osioviassvivismmveanizaione June 8 to 11
Information: Pat Evans, 717-397-5727.
CTAM 88
BOSIONSSE. . ooy shamnites, By July 31 to Aug. 3
Information: Christina Nelson, 202-371-0800.
VSDA
LASNO0AS 0o asvnnisss vos s ndbiesinsoss Aug. 7 to 11
Information: Doris Robin, 609-596-8500.
Radio ’88
WSO .o vree s sions v Sept. 1410 17
Information: Hilda Jannesson, 202-429-5353.
MIPCOM
Cannes, FaN0E =i c. otk it bl Oct. 12t0 16
Information: Barney Bernhard, 212-967-7600.
TvB annual meeting
LS NS o s Dk e Oct. 17 to 19
Information: Lauren Schachter, 212-486-1111.
RTNDA
1 e s S e e ot Nov. 30 to Dec. 3

Information: Patricia Seaman or Robert Vaughn,
202-659-6510.

The Western Show
ARANOINE OCalIf: ey ep i S R Dec.7t09
Information: Jerry Yanowitz, 415-428-2225.
NATPE
RHOUSION 0 o s e iR s it Jan. 24 to 27

Information: Nick Orfanopoulos, 213-282-8801.

Center, Hyannis, Mass. Information: William Durand, 617-843-
3418.

July 12-14, Sterling Institute National Sales Manager’s Pro-
gram sponsored by the Television Bureau of Advertising, Hyatt
Regency, Chicago. Information: Lee Barney, 212-486-1111.

July 14, General membership meeting for the Caucus for Pro-
ducers, Writers & Directors, Chasen'’s, Los Angeles. Information:
David Levy, 213-652-0222.

July 14-15, Broadcast Financial Management Association and
Broadcast Credit Association board meeting, Hyatt Regency
O’Hare, Rosemont, lll. Information: Mary Ghiselli, 312-296-0200.

July 14-16, Channel for Change, National Federation of Local
Cable Programmers 11th annual national convention, Hyatt Re-
gency Hotel, Tampa, Fla. Information: Sue Miller Buske, 916-456-
0757.

July 17-22, All-Harvard faculty taught seminar for general
sales managers sponsored by the Television Bureau of Advertis-
ing, Stouffer Bedford Glen Hotel, Bedford, Mass. Information: Lee
Bamney, 212-486-1111.

July 18-21, Democratic National Convention, Omni Arena and
Georgia World Congress Center, Atlanta. Information: Ruth Berry,
404-681-7634.

July 18-22, Video Expo Chicago exposition and seminar pro-
gram for video professionals, ExpoCenter/Chicago, Chicago. Infor-
mation: Barbara Dales, 800-248-5474. In New York, 914-328-9157.

July 19-21, Florida Cable Television Association annual con-
vention, Amelia Island Plantation Resort, Amelia Island, Fla. Infor-
mation: Joice Ventry or Robert Brillante, 904-681-1990.

July 20-22, Southwest Chapter of the National Religious
Broadcasters annual convention, Harvey Hotel, Irving, Texas. In-
formation: Joe Willis, 817-335-2400.

July 23, Technical seminar sponsored by the Rocky Mountain
Chapter of the Society of Cable Television Engineers, Ramada
Republic Park, Denver. Information: Steve Johnson, 303-799-1200,
ext. 621.

July 25, Synditel, syndication’s annual press preview of first-run
television programing, in association with the Television Critics As-
sociation, Registry Hotel, Los Angeles. Information: Richard Quinn,
213-653-3900.

July 25-27, Financial Planning and Analysis, hands-on certifi-
cate program co-sponsored by Women in Cable and the University
of Denver, University of Denver, Denver. Information: Pam Arm-
strong, 303-871-2927.

July 28, Technical seminar sponsored by the Rocky Mountain
Chapter of the Society of Cable Television Engineers, Beaver Run
Resort, Breckenridge, Colo. Information: Steve Johnson, 303-799-
1200, ext. 621.

July 28-30, Sales manager school, advanced professional train-
ing program for cable ad sales managers and salespeople, pre-
sented by the Cabletelevision Advertising Bureau, Lincoln Hotel and
University Conference Center, Indiana University/Purdue Univer-
sity at Indianapolis campus, Indianapolis. Information: Nancy
Gomez, 212-751-7770.

July 31-Aug. 3, Cable Television Administration and Market-
ing Society 88, Westin Hotel, Boston. Information: Christina Nel-

son, 202-371-0800.

August

Aug. 1-3, Interactive videodisc small-group, two-day conference
for vendors and users, sponsored by the Institute of Graphic Com-
munications, Monterey Beach Hotel, Monterey, Calif. Information:
Karen Murray, 617-267-9425.

Aug. 7-11, The Magnificent Seventh, Video Software Dealers
Association seventh annual convention, Las Vegas Hilton and Las
Vegas Convention Center, Las Vegas, Nev. Information: Doris
Robin, 609-596-8500.

Aug. 15-18, Republican National Convention, New Orleans Su-
perdome, New Orleans. Information: Nadeen Wong, 202-863-8866.

Aug. 16, Oklahoma Cable TV Association Convention, Marriott
Hotel, Oklahoma City. Information: Steve Lowe, 405-943-2017.

Aug. 23-27, Wyoming Cable Television Association annual
convention, Jackson Hole Racquet Club, Jackson Hole, Wyo. Infor-
mation: Mike Ross, 307-742-8258.

Aug. 27, 40th annual Prime-time Emmy Awards, non-televised
portion, presented by the Academy of Television Arts and Sciences,
Pasadena Civic Auditorium, Pasadena, Calif. Information: Murray
Weissman, 818-763-2975.

September

Sept. 6-9, Fourth Pacific International Media Market, Old Syd-
ney Parkroyal Hotel, Sydney, Australia. Information: Suzanne
Wagner, 03-5009311.

Sept. 9-11, Radio Sales University sponsored by the Radio
Advertising Bureau, Howard Johnsons Hotel, Boston. Information:
Joann Nimetz, 800-232-3131. In New York, 212-254-4800.

Sept. 14-16, Dimensions 88, the tenth annual international exhi-
bition and conference for visual and graphic imaging technologies,
Metro Toronto Convention Center, Toronto. Information: Peter
Dixon, 416-536-4621.

Sept. 14-17, National Association of Broadcasters Radio 88,
Washington Convention Center, Washington. Information: Hilda
Jannesson, 202-429-5353.

Sept. 18-20, Pacific Northwest Cable Communications Asso-
ciation 33rd annual convention, Cavanaugh’s Inn at the Park, Spo-
kane, Wash. Information: Dawn Hill, 509-765-6151.

Sept. 20-22, Satellite Communications Users conference,
commercial satellite trade show sponsored by Satellite Communica-
tions magazine, Las Vegas Hilton, Las Vegas, Nev. Information:
Kathy Kriner, 313-220-0600.

Sept. 24, Radio-Television News Directors Association region
1 conference, Marriott Hotel, Portland, Ore. Information: Bill Swing,
503-222-9921.

Sept. 26-30, Video Expo New York, exposition and seminar for
video professionals, Jacob K. Javits Convention Center, New York.
Information: Ellen Greenfield, 800-248-5474. In New York, 914-328-
9157.

Sept. 27-29, Great Lakes Cable Expo hosted by the Michigan
Cable TV Association, Cobo Hall, Detroit. Information: Stephen
Smith, 517-351-5800.

Sept. 28-29, Urban Markets: Directions for the 90s, seminar
sponsored by the National Cable Television Association and the
National Association of Minorities in Cable, Waldorf-Astoria, New
York. Information: Ann Dorman, 202-775-3690.

October

Oct. 6, General membership meeting for the Caucus for Pro-
ducers, Writers & Directors, Chasen'’s, Los Angeles. Information:
David Levy, 213-652-0222.

Oct. 9-11, Throw Your Hat in the Ring—Face the Competitive
Challenge, Women in Cable management conference, Swiss
Grand Hotel, Chicago. Information: Rhonda Christenson, 815-962-
4400, or Joan Gundlach, 312-256-6740.

Oct. 12-16, MIPCOM, Palais de Festival, Cannes, France. Infor-
mation: Barney Bernhard, 212-967-7600.

Oct. 13-14, Alaska Broadcasters Association 24th annual con-
vention and engineering conference, Hotel Captain Cook, Anchor-
age, Alaska. Information: Theda Comstock. Information: 907-258-
2424,

Oct. 13-15, Sterling Institute Managing Sales Performance for
Local Sales Managers sponsored by the Television Bureau of
Advertising, Bally's, Las Vegas. Information: Lee Barney, 212-486-
1111,

Oct. 15, Radio-Television News Directors Association region
12 conference, Sheraton Centre Hotel & Towers, New York. Infor-
mation: Rob Sunde, 212-887-4138.

Oct. 15-19, Society of Motion Picture and Television Engi-
neers 130th technical conference and equipment exhibit, Jacob K.
Javits Convention Center, New York. Information: Anne Cocchia,
914-761-1100.

Oct. 17-19, Television Bureau of Advertising Annual Member-
ship Meetings, Bally’s, Las Vegas. Information: Lauren Schachter,
212-486-1111.

Oct. 18-19, Broadcast Credit Association credit seminar,
Omni Netherland Plaza, Cincinnati. Information: Mary Ghiselli, 312-
296-0200.

Oct. 20-21, Broadcast Financial Management Association and
Broadcast Credit Association board meeting, Omni Netherlands
Plaza, Cincinnati. Information: Mary Ghiselli, 312-296-0200.

Oct. 21-23, Radio Sales University sponsored by the Radio
Advertising Bureau, Stouffer Hotel, St. Louis. Information: Joann
Nimetz, 800-232-3131. In New York, 212-254-4800.

Oct. 25-28, Community Broadcasters Association conference
and exhibition, Caesars Palace, Las Vegas, Nev. Information: Eddie
Barker, 800-225-8183.#
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THS OF MAN.

OFF-NETWORK COMEDIES
WILL ALWAYS
OUTPERFORM

FIRST-RUN COMEDIES
IN STRIPPING.

If it weren't for the brilliant foresight of a few
entrepreneurs in 1492, present day mankind
might still be afraid of falling off the earth’s edge.

Today, an equally invalid bias held by some
television executives
keeps them from
reaching new oppor-
tunities, t00. The myth RS-
is that when stripped, S5
an off-network com-
edy will automatically
beat a first-run comedy.

Well, just as Columbus proved the nay-
sayers wrong back then, Lorimar is set to do
the same today. Witness our first-run com-
edies “Mama’s Family,” “It’s a Living,” and

A Joe Hamilton Prbduction

“She’s the Sheriff.” Every one of them has all
the ingredients for stripping success. Credible
ratings. Saleable demos. Highly recognizable
stars. Network budgets. And consistently
well-written episodes
= 6 that will hold up under
=5 ¥ . the stress of the five-
e day-a-week micro-
‘ scope of syndication.
. So the next time you
need a comedy for
stripping, take a good
close look at LLorimar’s armada of first-run

hits. You'll discover lDR.IMAlz
an exciting new |

world of profits! SYNDICATION

ALORIMAR TELEPICTURES COMPANY

A Witt/Thomas Production

T
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ATC move to New Yor
causes executive shuffle

(Continued from Page 1)
Warner headquarters as well as
Time. A linkage between Warner
and ATC, Mr. Hatch said, would
give HBO clout over more systems.

That's especially important now,
when rival Showtime/The Movie
Channel is discussing investment
and distribution agreements with
various MSOs, most notably Tele-
Communications Inc.

On the other hand, Bernard
Schotters, vice president of finance
at TCI, said that if ATC was moving
because of a deal with Warner, it
would have emerged only after an
agreement between Time and
Warner was completed.

“But something must have forced
the move,” he said.

Perhaps a possible Warner agree-
ment was a contribution to the line
of reasoning that went into the de-
cision to move, he said.

“Or,” he speculated, “it could be
there was a change in business plans
that certain ATC management
didn’t concur with,” and Time Inc.
decided there was a need for the
corporate groups to work more
closely together.

ATC’s 309 employees in the Den-
ver offices were expecting word by
today from Mr. Collins on who

JOSEPH CCLLINS
To take over as chief of ATC

TRYGVE MYHREN
Quits to stay in Denver

would be asked to transfer.

Sources say the new headquarters
will be located in Connecticut.

Among those spared the move are
staffers in ATC’s information sys-
tems, engineering and accounting
departments.

Time Inc.’s decision took most
ATC Denver employees by surprise,

sources said.

Although Time Inc. officials said
the move was not taken to stream-
line the staff, some employee reduc-
tion is expected.

For the year ended Dec. 31, 1987,
ATC represented Time's largest sin-
gle asset at $1.2 billion—over 50
percent of Time’s total assets.#

AT PRESS TIME CONTINUED

renewal time.

late indecent cable programing.

between striking writers and the Alliance of Motion Picture & Televi-
sion Producers. The two sides continued contract talks last week, but
little progress was reported. Contracts with 80 companies have been
signed that have allowed a number of writers to go back to work.

@ New York—The upfront sales season isn’t expected to get under
way until after July 4, a delay of several weeks when compared with
previous upfront seasons, Jerry Dominus, CBS TV Network vice presi-
dent of sales, said Friday. He said the delay is because of uncertainty
about when fall shows will be ready to air.

@ WasHINGTON—The House is scheduled to vote Tuesday on legisla-
tion aimed at limiting the commercialization of children’s TV pro-
graming. The bill would require the FCC to consider whether broad-
casters have “served the educational needs of children” at license

® WasHINGTON—The Senate Judiciary Committee will hold hearings
Wednesday on legislation that outlaws obscene programing on
cable TV and allows the states and the federal government to regu-

® New York—Coca-Cola Co. said last week it will not sell its 49
percent stake in Columbia Pictures Entertainment, shares of
which were heavily traded on June 2 on speculation that the company
was being eyed as a takeover target. Although more than 2 million
shares of stock traded hands June 2, by the end of the day Columbia
shares closed up only 12¥% cents at $8.88. Analysts estimate the com-
pany’s asset value is about $20 per share.

@ New York—Betty Hudson, vice president of corporate and media
relations for NBC, was elected president of the International Radio
and Television Society here last week. She succeeds James Greenwald,
chairman of Katz Communications.

® Los ANGELEsS—The Gaylord Production Co. closed its offices here
Friday as part of a move by parent Gaylord Broadcasting to consol-
idate its production and syndication activities under the umbrella of
Nashville, Tenn.-based Gaylord Syndicom. As a result, GPC President
Alan Courtney will leave the firm.#

Chinese come to Hollywood looking for TV shows

(Continued from Page 1)
(with Lorimar),” said Cheng Wen
Bing, vice director of the Shanghai
Radio & TV Bureau, speaking
through translator Tiffany Chu.
“We look forward to a long-term

partnership.”

Under terms of a five-year deal
signed in December 1986 in partner-
ship with Santa Monica, Calif.-
based China Amusement & Leisure,
Lorimar is the exclusive supplier of

(Continued from Page 1)
telling stations that there’s an
opportunity for them to make
money and add some excitement
to their stations through the
summer and into the fall.”

The offer is limited to small
cities not yet served by Fox’s 121
affiliates. Two exceptions are
Omaha, Neb., and Fresno, Calif.,
where independents have al-
ready rejected affiliation agree-
ments with Fox.

Mr. Kellner said the affiliates
will not be offered advertising
compensation, as full Fox affili-
ates are, but will be allowed to
sell time allocated each hour for
Fox promotion.

“They will have substantially
more time to sell than they do
carrying (other) network pro-
graming,” he said, adding that
participants will be free to
cherry-pick from among Fox’s
Saturday and Sunday night
shows.

“If they just want to air ‘21
Jump Street’ and ‘It’s Garry
Shandling’s Show,” we can work
that out. If they want to delay a
show, we’'ll discuss it,” he said.

John Behnke, chairman of
ABC’s affiliate board, termed the
pitch “a very destructive move
on Fox’'s part. I hope it will be
rebuffed by the management of
ABC stations; we need to reserve
as much continuity as possible.”

Mr. Behnke, president and
chief executive officer of Seat-

Fox pitches its shows
as strike alternatives

tle-based Fisher Broadcasting,
said he’s unaware of any clam-
oring among ABC affiliates for
alternative programing during
the admittedly dry period ahead.

“We're all waiting to hear from
CBS (at the upcoming affiliate
meeting) about their plans before
making any of our own,” said
Ben Tucker, chairman of the
CBS affiliate board, summariz-
ing feelings of the station execu-
tives he’d talked to. “I think a
few of our affiliates will be open
to specials and other (first-run)
shows, but it’s too early to really
know."”

Mr. Tucker said he believes
few CBS stations would risk
long-term damages for what he
regards as the potential short-
term gain of a defection to Fox.

“They just don’t have any kind
of national audience,” he said.
“The highest-rated Fox shows
still don’t do any better than our
lowest-rated CBS shows on those
nights. I don’t see any potential
gain from such a move.”

Informed of those comments,
Mr. Kellner said “the networks
use a lot of leverage whenever
they can. They’ll make a lot of
noise, but there’s not much they
can do. In these markets there’s
no place for the networks to go
(for alternate affiliation deals).”

Affiliate relations executives
for ABC and CBS could not be
reached for comment at press
time. #

all non-Chinese TV shows to Shang-
hai TV and through that network to
other regional networks.

Lorimar is not the first U.S. dis-
tributor to syndicate in China, but it
is perhaps the most aggressive pro-
moter of barter-supported program-
ing there.

‘““We went with advertiser-sup-
ported shows because of their hard
currency problems,” says Michael J.
Solomon, the member of Lorimar
Telepictures’ office of the president
in charge of international sales.

“We didn’t want to sell to China
Central Television because their
rates (of $500 to $1,500 per hour)
were simply ludicrous, when you
consider the fact you’re reaching
maybe 400 million people through-
out the whole country,” he said.

In contrast, Mr. Solomon said he
toured the Soviet Union three years
ago and concluded that the govern-
ment there was far behind China in
its openness to U.S. programing.

Gambling that his company could
obtain up to $1,500 per 30-second
spot in each of the four markets
served by Shanghai TV, Mr. Solo-
mon predicts that Lorimar will
make a small profit on the venture
this year. Within five years, he ex-
pects it will return “millions of dol-
lars in sales.”

“] was sure that (the Chinese)
would take to U.S. programing, but
it surprised the hell out of me to get
60 to 80 percent share of the audi-
ence,” he says, citing the viewership
estimates of a diary-based ratings
service in Shanghai, with a popula-
tion of more than 12 million.

Long an afterthought in the minds
of many program distributors pre-
occupied with much more visible
and accessible European buyers,
China is looming as one of the in-
dustry’s potentially most lucrative
markets. In terms of numbers, China
is by far the largest Asia/Pacific
market, with 85 million estimated
TV homes.

By way of comparison, the U.S.
and Western Europe have about 90
million TV homes each and all of
Latin America has only about 50

million.

In Asia, China is followed by
Japan’s 39 million TV homes, the 9.5
million households in India and 8
million in South Korea.

But the vast majority of China’s
more than 1 billion people are peas-
ants who have no measurable in-
come, and most of the others have
annual incomes of $300 or less.

“In the big cities, especially along
the coast, most families have a TV
set,” adds Ms. Chu, who interpreted
for the Chinese delegation during its
visit. “In the countryside, however,
they are still watching in groups at
schools and factories.”

Audience data is unreliable, but
CCTV’s own estimate is that an av-
erage of about five people regularly
view each of China’s 120 million TV
sets, creating a potential audience of
600 million.

“A broadcaster, like a computer
company or auto manufacturer,
simply can’t ignore China and its 1.2
billion people,” says Peter Kranzler,
vice president of Lorimar Interna-
tional, host of the visiting six-mem-
ber Chinese delegation.

Besides the U.S., other major pro-
gram suppliers to China include
Hong Kong, Japan, England, France
and Mexico.

Ms. Chu says American television
series are only now becoming part
of the Chinese viewing habit, after
the gradual introduction of such
miniseries as “The Two Mrs. Gren-
villes,” “Ellis Island” and “Family
Honor.”

“I wouldn’t want to do ‘The Gong
Show’ there, and there's no market
for children’s programing because
they don’t sell candy bars and toys,”
explains Mr. Kranzler, who will
soon transfer from New York to
Hong Kong in order to better over-
see the exchange.

“Dramas and action shows do
well. We’ve had a lot of success with
‘Hunter,’ dubbed into Mandarin.”

Peter de Krassel, chief executive
officer of China Amusement & Lei-
sure, says his joint venture with
Lorimar has deliberately tried to
gradually acclimate the Chinese to

American-style programing.

“It would have been a mistake to
start off 18 months ago with ‘Knots
Landing,’ for example. It would
shock the sensibilities,” he says.

“But now, it’s the right show to
bring, because there’s a familiarity
with things in the West.”

Although no debut date is set for
“Knots Landing,” the prime-time
soap “Falcon Crest” will premiere
on Shanghai TV this September.

Current advertisers have gen-
erally been enthusiastic about the
Lorimar venture (Colgate just ren-
ewed through the end of 1988}, but
some non-participants have com-
plaints about the Chinese market.

They cite a lack of national rat-
ings (only a few cities have a diary-
based system), poor distribution of
Western products and difficulty in
getting commercials accepted and
translated.

But Wang Gen-Fa, vice director of
Shanghai Television, told ELEC-
TRONIC MEDIA that “most American
programs are acceptable to the Chi-
nese audience, except maybe for
some of the shows with sex scenes.
We just cut those and re-edit them.
A few other scenes are cut to con-
form with Chinese customs, but not
many.”

The Chinese visitors, whose buy-
ing trip was paid for by Lorimar,
seemed enthusiastic about “ALF”
and “It’s a Living,” both of which
they screened here and are expected
to acquire.

Altogether about 60 series, mini-
series and made-for-TV movies will
be imported by Shanghai Television
through its agreement with China
Amusement & Leisure.

Colgate, Marlboro and Redo
watches are among sponsors of the
Lorimar-distributed programs on
Shanghai, which claims it’s the lar-
gest single producer of TV shows in
China.

Among the more unusual adver-
tisers are manufacturers of air-
planes, agricultural equipment and
chemicals, who are anxious to reach
the government officials and others
who make purchasing decisions. #




“Monsters” has gobbled up
81% of the country already!

o) n;\, Seventy eight stations, ready to scare
¢ % up the kind of 18-49 men and women

demos you’d expect from the makers
of TALES FROM THE

DARKSIDE...beginning
in September!

Represented nationally on an advertiser supported basis by LE_.

TELETRIB
More scary Fun from
‘ = TRIBUNE
LM f L == ENTERTAINMENT
) Company

A T988 Laurel EFX Inc.



The YW
Beaver
BEATS THE BIGGIES!

THE NEW BEAVER WINS HEAD-TO-HEAD IN ATLANTAY

Feb. ’88, Mondays, 6:30PM WOMEN (000) MEN T/K
RTG SHR 1834 1849 2554 1834 1849 2534

NEW BEAVER (WTBS) 7 10 48 73 71 15 33 43 84
Gimme a Break (WATL) 6 9 18 25 15 11 12 & 86
Wh.Happ.Now (WGNX) 6 9 28 51 42 7 17 11 64

AND THE NEW BEAVER BEAT EVEN MORE BIGGIES
WHEN TWO EPISODES RAN AS A 1I-HOUR SPECIAL!"

Monday, April 11, 1988, 6:00-7:00PM, Atlanta

AT 6:00PM... RTG SHR ...AND AT 6:30PM! RTG SHR
NEW BEAVER (WTBS) 74 12 NEW BEAVER (WTBS) 94 14
Family Ties (WATL) 4.2 7 Gimme a Break (WATL) 46 7
Diffrent Strokes (WGNX) 55 9 Wh.Happ.Now (WGNX) 6.8 1C
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YEAR TO YEAR, THE NEW BEAVER
IMPROVES DRAMATICALLY—OVER ITSELF!

WOMEN (000) MEN T/K
RTG SHR 1834 1849 2554 1834 1849 2554
+140% +181% +318% +25% +50% +139% +140%

FEB.'SSNEWBEAVER 7 10 48 73 71 15 33 43 84
FEB.’87 NEW BEAVER 2 3 .20 25 17 12 22 18 35

Now, the Beaver and his *yp l_l A |
family are ready to give your
families something to laugh ea\’e P C ) £ C I_I
o ‘

about every day of the week.
And at last, you can tell your lt To S_[,I | D LQ 5
viewers: “WeTe bringin’ back Beaver Los Angeles 213/281-2600

the Beav!” Midwest 319/277-5406
1088 Hal Rusch Sradios, Ine All Rights Reserved. 85 New Episodes, Available Fall 88 or *89. New York 212/956-2090






