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Against Major League Baseball and NCA A Basketball. Even opposite The World Series,
“Perfect Strangers” has done a man-sized job, winning its time period in Rating and Share and pull-
ing in more Men 18-49 than its professional sports competition. Now, with 100 half-hours available

for fall ’90-9], they can do for your game plan what they've done on the network. Score big.

MB
Miller-Boyett

PRODUECTIONS

WARNER BROS.
DOMESTIC TELEVISION
DISTRIBUTION

A Warner Comibuicatnm Comham

Source NTI



TN s e S I S D ST
""" BroadcastingzMay8

ABC/Kane Productions 97/THAT'S
President Dennis Kane says THE TICKET

production is ahead of Int tional Tel t
schedule for first installment of MUtSmEEL ORIt Rl I
Inc. says its new service,

NAB ’89:
50,000

strong EET A, TickeTV, can put TV stations

G 38/STAYING and nonaddressable cable

Those attending systems in PPV business with
THE COURSE relatively little financial risk_

largest ever National
Association of
Broadcasters gathering
hear mixed news from
lawmakers regarding
pending Fifth Estate
legislation and
undercurrent of
uncertainty about future
of radio and television.
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gavel-to-gavel
coverage of NAB

FCC Chairman Dennis
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NEW YORK

Is it down or what?

Three-network revenue
declined 6% to roughly $1.8
bilfion in first quarter,
according to preliminary look at
numbers provided by
Broadcast Financial
Management Association

and compiled from unaudited
submissions by Arthur

Young & Co. Question is, what
is real "underlying" change
after excluding effects of winter
Olympics carried on ABC?
Currently accepted guess is
that incremental Clympics
revenue was just under $200
million, implying that
underlying revenue actually
grew in quarter by roughly
4%. Positive view is supported
by calculating change over
two-year period—for first
quarter in pre- and post-
Olympic years—which shows
that compounded growth

has been almost 5%.

To go or not to go

News Corp. will make final
decision within weeks as to
whether it will launch its

Media Partners International
acquisition affiliate.

Company is nearing goal of
raising $1 billion in equity
investments. Unlike News
Corp., MPI's creditors will
have secured debt, higher
leverage. Decision must
come soon so that News Corp.
can meet fiscal year-end

debt requirements by June 30.

Cable/Olympics

Cable package for 1992
winter Olympics, to which CBS-
TV won broadcast rights, will
likely allow cable to provide
coverage in non-prime time
hours between 1 p.m. and 8
p.m. and avernight. Hockey,
biathlon and early figure
skating are expected to be
some events that will appear on
cable.

Bidding for 1994 winter
games appears to have been
pushed back few weeks to
early to mid-June. Source said
Olympics rights negatiators
have not made up mind about
separating bids from cable
and breadcast networks, but
thought new twist could be
for broadcast network to
provide assurance cable
would be included, having

negotiated for package in
advance with interested cable
parties.

Backlash?

Some within National
Association of Broadcasters
are warried about political
side effects of push by station
buyers to have FCC licenses
qualify as depreciable assets
for tax purposes. Currently
dependent on case-by-case
IRS rulings, some recent
acquirers may want codified
their ability to depreciate
amount of purchase price
allocated to license, and

thus reduce taxable income.
Tens of millions of industry
dollars saved by successful
effort would also, some at
NAB feel, illuminate monetary
value of license, and thus
provide proponents of
spectrum fee with further
paolitical and fiscal arguments.

Barrett

and President Eddie Fritts
(along with associates Jeff
Baumann, senior vice president
and general counsel, and

Belva Brisett, vice president for
regulatory affairs). Barrett

was in Las Vegas on other
business. NAB officials were
impressed.

LAS VEGAS

Getting to know you

Andrew Barrett of Illincis
Commerce Commission, only
one of prospective FCC
candidates considered sure
bet for appointment, met
during NAB convention with
Chairman Wally Jorgenson

CBS fine tuning

CBS-TV told its affiliates’
engineers at NAB that network
may increase its ability to
regionalize satellite feeds by
acquiring several more C-
band and Ku-band
transponders. Network
materials handed out in Las
Vegas said distribution

Taking off the gloves for telco entry

United States Telephone Association is stepping up informational
campaign on Capitol Hill and at grass roots to eliminate statutory
barrier to lelcos providing cable service. USTA President Jofin
Sodolski has sent letter to cily halls apparently in districts of House
Telecommunications Subcommiltee members asking mayors (o
lobby congressmen to repeal telco-cable crossownership ban and
to push through city councils resolutions demanding such action.
To make things easy for municipal officials, USTA included fill-in-
the-blank letter to congressman, similar fill-in resolution, and fill-in
press release litled "Mayor Urges Congress to Eliminate The Cable
TV Monopoly." Sample letter said legisiation allowing telcos "to
apply for cable franchises will be considered by House Telecom-
munications Subcommitltee within next few months,” although no
such legisiation has yel been introduced. O Meanwhile, trade
association has assembled its arguments and supporting resoiu-
tion and press clippings in large three-ring binder and dropped

Sodolski
e e )

them off in offices of some sub-
committee members. Common (o
material sent o ‘subcommittee
members and their districts are re-
sults of USTA-commissioned sur-
vey that indicales consumers want
telcos to provide compelitive cable
service and mention of fact that
National League of Cities and Na-
tional Conference of Black Mayors
support telephone company entry
into television arena.
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system has become highly
complex because of need to
broadcast NFL and other
sports to many markets
simultaneously, but also
because “advertisers
frequently require split
commercial feeds.”
Appropriate CBS cofficials could
not be reached for comment
on whether network motive in
seeking extra
transponders—combined with
developing new software to
control switching at station—is,
in words of one engineer, "to
go after the meat of our
[affiliate] buys” by selling
spots aimed at more and more
narrowly defined target
audiences. "That's its
[software’s] only purpose,”
said another.

WASHINGTON

Fee fan

Representative Bob Carr (D-
Mich.) plans to introduce bill to
impose spectrum fee. Carr

is member of House
Appropriations

Subcommittee with jurisdiction
over FCC and is considering
funding agency by taxing
spectrum users. Fee would
apply to all spectrum users.
Carr recognizes idea is not
well received among
broadcasters but hopes
industry will eventually accept
fees as best approach to
solve FCC'’s funding crisis.

Indecency in again

When FCC Chairman

Dennis Patrick announced last
month he would step down
upon swearing-in of his
successor, he said he would
address issues as they come
up in due course during
lame-duck period. What may
be coming up is further
enforcement action against
radio stations for alleged
indecent broadcasts. In
response to documented
complaints, Mass Media
Bureau has drafted "letters

of inquiry” charging several
stations with indecent
broadcasting. Technically,
bureau could send out

letters on own authority, but
because indecency is still ill-
defined and enforcement highly
controversial Patrick and
fellow commissioners will make
final call. Times of day when
stations' programing is subject
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Its not funny when a network sitcom
doesn't fly in syndication. Fortunately, a
comedy from Warner Bros. is
a bird of a different feather.

We've analyzed what’
worked and what hasn't in
syndication over the past 12 seasons.
And now understand why some network
hits are syndication misses, while others
almost guarantee success.
[ts more than just high network ratings.
The key is audience composition. Simply
put, for a prime time hit to work in syndica-
tion, its network audience must be made up
of the same type of viewers that watch sitcoms five
days a week.
Because we know what makes a hit a hit,
we strive to produce network shows that appeal
to the demographics needed for stripping success.
So our hits on network now will also be hits in
syndication later.
50 avoid the turkeys. Let Warner Bros. steer you
to comedies you can milk for a long, long time.

Funny Shows. Serious Business. @

b WARNER BROS.
‘ DOMESTIC TELEVISION

D LTI PERFECT STRANGERS

cations Company

A War



Built for Broadcasters, by Broadcasters

The strength of Technalogix Trans-
mitters owes as much to the people
behind them as to the technology
within them. LeRoy Wallace, Sr.,
LeRoy Wallace, Jr, and Don Adams. a
design team that possesses over 60
years in the broadcast industry, have
created the line of high power UHF
transmifters they've always dreamed
of building.

Performance, Reliability and
Serviceability.

Technalogix and Midwest have
leamed up to creaie a complete line
of UHF television transmitters ranging
from 30KW to 280KW. Each trans-
mitter is meticulously designed to
deliver high performance, reliable
operation. ease of service and trouble-
free maintenance.

Technical Service and Support.
Midwest has over 50 sales and service
centers throughout the country. Plus,
the Technalogix Response Team is
on-call 24 hours a day to respond
quickly to solve your problems.

Replacement Parts Availability.

Technalegix transmitters have been
designed using readily accessible “off
the shelf” parts, so they can be quickly
obtained from numerous third-party
sources. By utilizing these parts, your
replacement costs are also kept at a
minimum.

When it's time to purchase a new
transmitter, go with a Technalogix
from Midwest. Because your trans-
mitter is the last thing you need
{o worry about.

MIDWEST

Communications Corp.

One Sperti Drive
Edgewocod, KY 41017
606-331-8990



ORLANDO

Radio and lelevision were represented in deplh at
Disney-MGM Studios Theme Park last week in Orlando, Fla. At left:
Buffalo Bob with Mickey Mouse at one of the ceremonies. Al right (1
lo r): leading radio personalities Shadoe Stevens, ABC Walterrnark;
Bruce Williams, NBC Talknet; John R. Gambling Jr. and John R.
Gambling Sr., wortAm) New York; Ross Brittain, wHTZiFMy New York;
Bob Elliot, of Bob and Ray; Dave Maynard, wez(am) Boston; Brian
Wilson, wHiZ(FMy New York; Bob Madigan, NBC Talknel; Mike Har-

e

opening of

1 -

Lol il

vey, Transtar, and Bruce Morrow, CBS. T Radio broadcaslers from

141 stations broadcast live over 2,000 hours of programing, includ-
ing 103 simultaneous transmissions on May 1. Reporters from 125
TV stations and 15 TV programs also fed live reports from theme
park throughou! week. Park's radio facilities include two on-air
studios, which will be available for live remoles. In addition to
television production studios, tourisls can visit sets of former popu-
far TV programs, including I Love Lucy and Gilligan’s Island.

to indecency action has

been subject of congressional
action and much litigation

over past two years has made
enforcement difficull. As

things now stand, FCC believes
it can take action against
"daytime" broadcasts only.

Compulsive

Cable's compulsory

copyright license is becoming
increasingly unpopular,
especially among networks—
especially NBC and CBS,
which, in making rounds on
Capitol Hill to discuss FCC's
financial interest and
syndication rules, are
broaching copyright issue with
lawmakers and staff. They

feel frustrated with compulsory
license as another exampie

of inequity in marketplace. Also
concerned: NAB. If it cannot
reach compromise ¢n must
carry with NCTA,

broadcaster association may
seek congressional review

of compulsory license.

DALLAS

BiginD

As of May 5, 10,500 cable
industry professionals had
registered for upcoming
National Cable Television
Association convention,
over 1,000 ahead of same
pericd—two weeks prior to
event—last year, according to
NCTA. Total registration for
1988 convention reached
13,700, and NCTA expects

to break 14,000 mark for 1989.
Booked exhibit space is "on
target,” with 163,000 square
feet of Dallas Convention
Center, same total number as
last year's L.A_event,

already filled. Convention dates
are May 21-24.

ATLANTA

Bird calls

Financial analysts at Turner
Broadcasting were close last
week to approving co-
venture with HBO that would
put CNN, Headline News,
TNT, HBO and Cinemax
aboard two Hughes
Communications C-band birds
to be launched in 1992-93
(BROADCASTING, Feb. 27).
Approval by threg company
beards would open gate for
uncommitted secend wave
of channels, such as ESPN, to
rush into same

neighborhood with
aforementioned programers
or with Viacom Networks, The
Weather Channel, C-SPAN
and others aboard two GE
birds to be launched in

1993.

Letters of intent between
second wave and GE or
Hughes abound. Several
programers are said to have
foot in each camp. Two
common refrains: "“Positioning
is everything” and
"Latecomers pay more.” Next
cable-satellite show to
watch: race to provide next-
generation Ku-band

capacity to CNN, CNBC and
other 'round-the-clock
newsgatherers.

BOULDER

Thin’s in

FiberView Corp., Boulder,
Colo., claims 1o have
accemplished breakthrough

in develcpment of flat panel,
fiber-optic video screen.
Technigue has been devised to
reduce input port ¢n screen

by more than one-third size
called for in group's

propesal to Defense Advanced
Research Projects Agency
(DARPA). Advancement will
allow group to “dramatically
reduce the thickness of the
panel,” accerding to

FiberView President Brett
Kingstene. Group plans to
build next prototype five inches
thick and following screen
three-and-half-inches thick.
Thickness of latest
demonstrated prototype was
seven inches. Reduction of
input port should also increase
efficiency of screen’s light
output by 20%, Kingstone said,
because smaller port

"focuses full strength of light as
opposed to diffusing it over
alarger port.”

STAMFORD

In acquiring mood

AKG Acoustics, Stamford.,
Conn., manufacturer of
microphones and headsets.

which made news durihg NAB
convention in Las Vegas by
acquiring Orban Associates
{see page 63), is near
completing deal for another
company. Saurces near

AKG say it is negotiating to buy
dbyx, Newion, Mass.,
company that specializes in
digital and analog signal
precessors. Spokesweman for
dbx confirmed that there are
talks to sell company’s
prefessional products and
original equipment
manufacture (custom
components for other
manufacturers’ products)
divisions, and that it is "very
good possibility” sale will
happen soon. She would not
confirm that AKG is

cempany bidding.

HOLLYWOOD

Premiere

First project to air from
ABC/Kane Preductions may be
co-production deal with
Japan's NHK Broadcasting.
According to Nick Durrie,

vice president, ABC/Kane,
company is congensing The
Arctic, 12-hour special by
NHK, into one-hour special
titled fcebreaker for ABC
network. Follewing

completion of one-hour special
in September 1990,

ABC/Kane will package 8 or 9
half-hour specials from The
Arctic to be sold to domestic
syndication or cable. ABC
Video Enterprises will handle
sales for half-hour series.
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Where Things Stands

Solid box denotes items that have changed
since last issue.

At March 30 open meeting, FCC created
opportunity for as many as 200 new FM
stations across most of country, authorizing
new medium-power class of station. Accord-
ing to FCC, new Class C3 stations with up to
25 kw of power and antennas up to 100
meters above average terrain could go into
communities where more powerful Class C2
station weuld cause interference and less
powertul Class A stations would be “eco-
nomically infeasible.” Stations are restricted
1o Zone I, area that excludes Northeast,
portions of Midwest and Southern Calitornia.
At same meeting, FCC deferred action on
proposal to double power of all Class A
stations from 3 kw to 6 kw.

FM broadcasters are split over two pro-
posed plans. Most Class A’s suppart New
Jersey Class A Broadcasters Association's
plan for blanket upgrades. Most Class B and
C stations support NAB plan for upgrade of
about two-thirds of Class A's, excluding
many in northeast U.S.

In hopes of curtailing adjacent-channel in-
terference and ultimately of improving tech-
nical quality of AM radio, FCC voted April 12
to require AM broadcasters to adhere to
industry-developed NRSC-2 standard limit-
ing emissions, starting in 1994. In interim,
agency alse ruled, stations will be presumed
tc be in compliance with standard if they
implement NRSC-1 audic processing stan-
dard.

Western Hemisphere countries on June 2,
1988, concluded second and final session
of conference to plan use of 100 khz of
spectrum added to AM band that had end-
ed at 1605 khz. FCC has indicated that
some channels will be reserved for national
licensees, but broadcasting organizations
have favered allocating new band to day-
timers in plan to reduce congestion in con-
ventional band.

Cable television industry remains under fire
from allegations it is "unregulated menope-
ly." Senator Howard Metzenbaum {D-Ohio),
who chairs Senate Antitrust Subcommittee,
convened hearing last month {BROADCAST-
ING, April 17) where broadcasters, wireless

cable industry, Consumer Federation of
America and cily organizations called on
Congress to reregulate cable. Also, Metzen-
baum is pushing for passage of bills he
introduced in April: one would restore City
authority to regulate rates while cther would
require cable programers (particularly those
in which cable cperators have interest) to

AM-FM Allocations
Cable Regulation
Children’s Telewision
Comparative Licensing
Compulsory License
Crossownership
Indecancy
Intermational

Puabiic Broadcasting
TV Marfi

Wireless Cable

make their programing available to cable
competitors such as wireless cable. It would
also restrict harizontal concentration within
industry by limiting number of subscribers
one company can have to 25% of cable
subscribers in country.

Alsa in Senate, Communications Subcom-
mittee plans to convene hearings ¢n con-
centration of ownership. Although hearings
will not focus solely on cable, issue of verti-
cal and horizontal integraticn in cable is ex-
pected to draw congressional attention.

National League of Cities is unhappy with
developments within industry, approving
new policy week of Dec. 5, 1988, in Baston
calling for overhaul of Cable Communica-
tions Policy Act of 1984 in 1989 to strength-
en their regulatory grip on ¢able and to pro-
vide opportunity for telephone companies to
offer compelitive services. However, league
assigned action con cable legisiation low pri-
ority when it met in Washington earlier this
month.

A bill that would limit amount of advertising
on children’s television is on legislative fast
track. It was subiject of House Telecommuni-
cations Subcommittee hearing week of April
3 and passed parent Energy and Com-
merce Committee following week. in Senate,
bill that would establish $10 million endow-
ment for children's programing was offered
by Senate Commerce Committeée Chairman
Ernest Hollings {D-S.C.) and Communica-
tions Subcommittee Chairman Daniel inouye
(D-Hawaii). Inouye also convened hearing
on matter (BROADCASTING, April 17).
Proponents of children's TV legislation
suffered blow in last Congress when Presi-
dent Reagan pocket-vetced bill on Nov. 5,
1988. Chief executive’s rejection of bill has
made it priority for 101st Congress.
Television networks and National Associa-
tion of Broadcasters let White House know
they backed legislation last year, but Presi-
dent found measure “counterproductive”
and at odds with broadcasters’ First Amend-
ment rights. Measure would have put com-
mercial limits on children’s programs of 10.5
minutes per hour on weekends and 12 min-
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utes on weekdays. It also required broad-
casters to serve "special needs” of children.
which FCC would have 1o take into account
at renewal.

Alternative approach to regulating chil-
dren's TV has been offered by Representa-
tives Tom Tauke (R-lowa) and Al Swift (D-
Wash.).

To discourage groups from using renewal
process to "extort” money from broadcast-
ers, FCC at March 30 meeting restricted
payments broadcasters may make to chal-
lengers in settlements of comparative re-
newal cases and for withdrawals of petitions
to deny renewals.

FCC banned all settlement payments in
return for withdrawing compeling applica-
tions prior to initial decision in comparative
hearing by administrative law judge and, af-
ter decision, limited such payments to "le-
gitimate and prudent expenses." Likewise, it
limited payments for withdrawal of petitions
to deny to expenses.

FCC also required challengers in compar-
ative renewal hearings to make more de-
tailed financial and ownership disclosures
and eliminated presumption that successful
challenger would be able to acquire incum-
bent's transmitter site.

Apparently because of concemns ex-
pressed by Congress, FCC deferred action
on revamping renewal expectancy cCriteria.
Incumbents that win renewal expectancies
are virtuaily assured renewal.

In separate proceeding, FCC proposed at
Jan. 30 meeting replacing comparative
hearings with lottery to choose among com-
peting applicants for new radic and full-
power television stations. If it adopts ottery it
will be over abjections of communications
attarneys and key members of Congress.

Comparative new process is also at issue
in Marco, Fla., case. FCC approved settle-
ment in which license for new FM in Marco
will go to established broadcaster who was
not among original applicants. Several citi-
zen groups have petitioned FCC to recon-
sider approval, contending that it circum-
vented established procedures designed to
promote diversity of ownership in broadcast-

ing.

b | = ! RETE,

FCC voted in October 1988 t¢ recommend
Congress abolish 12-year-old compulsory
copyright license, at least for distant signals,
saying move would benefit consumers,
broadcasters and cable programing ser-
vices (BroapcasTing, Oct. 31, 1988).

What Congress will do is unknown. At very



least, if it decides to pass law reguiring local
signal carriage, it will probably also pre-
serve copyright license for signals.

On Jan. 3, House Telecommunications
Subcommittee member John Bryant (D-
Tex.) reintroduced bill he offered in last Con-
gress (BRoaDCASTING, April 4, 1988) to con-
dition compulsory license on whether cable
operator is carrying local broadcast signals.
Senate Copyright Subcommittee Chairman
Dennis DeConcini (D-Ariz.) revived measure
from last Congress that is virtually identical
10 Bryant's bill.

- Crossownership

Telco-cable—FCC has tentative plans 1o
hold en banc hearing in June to air indusiry
views on cable-telco issue. Agency initiated
debate on whether telcos should be allowed
to provide cable services in July 1988 when
it tentatively voted 2-1 to recommend that
Congress lift telco-cable crossownership
ban.

However, FCC may not be able to affirm
decision. Commissioner James Quello is-
sued statement Jan. 13, saying he was re-
considering vote favoring repeal. And Com-
missioner Patricia Diaz Dennis, who voted
against "tentative conclusion,” continues to
feel ban against telcos controlling program-
ing should be retained, although she be-
lieves telcos should be allowed to offer vid-
eo lransmission services as Ccommon
carriers.

FCC move follows Naticnal Telecommuni-
cations and Information Administration re-
port on cable TV regulation recommending
telephone companies be allowed to serve
as transporters of others' programing, al-
though not as programers themselves, in
telcos’ own service areas (BROADCASTING,
June 20, 1988).

At present, barriers to such BOC cross-
ownership include not only FCC regulations
and 1984 Cable Act but also modified final
judgment issued by U.S. Judge Harold
Greene in his supervision of breakup of
AT&T. NTIA has petitioned FCC to preempt
Greene's regulation of BOC'’s, arguing that
judge is hampering their entry into informa-
tion services, including cable.

Duopoly, one-to-a-market—FCC  voted
QOct. 27, 1988, io relax duopoly rules to allow
closer spacing of commonly owned AM and
FM stations, arguing that impact on diversity
would be negligible and that it would allow
some broadcasters to reap certain econo-
mies of scale.

Using same justification, FCC relaxed pol-
icy for waivers to one-to-market rules Dec.
12, 1988, saying it would o0k favorably on
waiver requests involving top 25 markets
with at least 30 broadcast "voices.” Capital
Cities/ABC, Great American Broadcasling
(formerly Taft Broadcasting) and New En-
gland Television {(wNEv-Tv Boston) were first
to apply for waivers under new policy; their
requests are pending.

Broadcast-newspaper—Appropriations
bill (H.R. 4782), which was signed into law,
includes provision that prevents FCC from
reexamining its  broadcast-newspaper

crossownership rules.

Rupert Murdoch won victory in U.S. Court
of Appeals in Washington March 29, 1988,
when court ruled that statute passed by
Congress in session’s final hours violated
First and Fifth Amendments by prohibiting
FCC from extending current waivers of rule
banning newspaper-television station ¢ross-
ownership. Court did not rule on constitu-
tionality of substance of provision that bars
commission from repealing or modifying
television-newspaper crossownership ban.

lndecency

Implementing stringent  indecency law
signed by President Reagan last fall (BroaD-
caSTING, Oct. 3, 1988), FCC unanimously
adopted new policy that prohibits “inde-
cent" broadcasts 24 hours per day. But poli-
¢y and underlying law are being chailenged
in courts on First Amendment grounds by
coalition of broadcasting and public-interest
groups, including such diverse groups as
National Association of Broadcasters and
Action for Children's Television. On Jan. 23,
three-judge panel of U.S. Court of Appeals
in Washington granted request by coalition
for stay of Jan. 27 start of 24-hour ban
(BroaDcasTING. Jan. 30).

U.S. Court of Appeals in Washington had
affirmed FCC's earlier indecency enforce-

ment policy based on premise that FCC
could not ban indecency but could channel
it to times of day when few children are in
audience. But court remanded case to com-
mission to justify midnight-to-6 a.m. “safe
harbor.” In light of congressional action,
FCC will not go ahead with its remand rule-
making. FCC and number of media groups
are engaged in court battle over issues in
Supreme Court case mvolving constitution-
ality of ban on “dial-a-porn” messages
(BRoaDCASTING, April 3).

International |

mFrench pay TV service Canal Plus has
emerged winner in ailocation of channels on
France's direct broadcast satellite TDF-1
Among five transponders allocated by
French government are Canal Plus Germa-
ny, German-language pay film channel in
joint venture between Canal Plus and Ger-
man media conglomerate Bertelsmann, as
well as celestial version of Canal Plus’s ter-
restrial French pay channel. Canal Plus also
has 10% stake in children’s channel that will
share transponder with evening Euromusi-
que service. Other channels are all-day
sports channel run by French public broad-
casters and joint Franco-German cultural
channel. Locked out of TDF-1 were leading
French broadcaster TF1, as well as Europe-

BY THE NUMBERS

x P’
Summary of broadcasting and cable e i

Total subscribers

Commercial AM 4,948 268 5,216 s
Commercial FM 4,174 676 4,850 Y
Educational FM 1,383 257 1,640 b
FM translators 1,689 392 2,081
Commercial VHF TV 545 24 569
Commercial UHF TV 517 229 746
Educational VHF TV 121 6 127
Educational UHF TV 217 28 245

H
LA
VHF LPTV 300 205 505 L
UHF LPTV 324 1,508 1,832 N
VHF translators 2,717 118 2,835
UHF translators 2111 457 2,568

49,538,000

. Homes passed 73,900,000
Total systems 8,000
Household penetrationt 54.8%

Pay cable penetration

* Inctudes off-air lcenses 1 Penetration percentages are of T¥ househald universe of
90 4 miliion ! Construction permit 2 Instructionas TV fixed service 2 Studio-transmit-
fer link. L i b

32%
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[n the ratings
halk up ano

Wheel of Fortune Jeopardy!

Wheel of Fortune
and Jeopardy!
#l and #2...agan.

The February sweeps are in and the results are on the board:
Wheel Of Fortune and Jeopardy grabbed the top spots in
syndication again.

The competition may change, but sweep after sweep, the champs
remain the same. After 21 consecutive firsts, the #1 position still
belongs to Wheel Of Fortune. And Jeopardy’s been a close #2
for 14 consecutive sweep periods.

Wheel and Jeopardy dominate their time periods like no other
shows could. And why not? They 're the best games in town!

Source: Ni¢lsen Feb. 89, Cassandra DMA Ranking Report




& fOI‘ #1 and 2
I victory for us.

Competition




an media moguls Silvio Berlusconi of Italy
and Leo Kirch of West Germany, who had
sought variety of channels.

In wake of French satellite decision, losing
consortium of Berlusconi, Kirch and TF1
have responded by advancing plans to form
new joint venture Eurcpean production com-
pany. Among venture's first projects are En-
glish-language 2-part version of play "Satur-
day, Sunday, Monday,” with Sophia Loren
and Marcello Mastroianni, and sequel to A
Child Named Jesus, recently sold to Tribune
Broadcasting in the U.S.

Capital Cities/ABC, which already owns
25% through ESPN of London-based satel-
lite sporls service Screensport, has taken
substantial minority share in Munich TV
company Tele-Munchen, producer-distribu-
tor and majority owner of German satellite
service Tele5. Company is also negotiating
three similar deals this year on continent,
including one in Spain.

NBC plans to launch its new cable con-
sumer and business news service, CNBC, in
Europe, Japan and the Pacific following its
April 17 domestic start date.

New European transfrontier broadcast law
has been essentially completed, following
Council of Europe's formal adoption of new
broadcasting convention and near agree-
ment by European Commission on separate
but similar plan. New regulations would har-
monize diverging national regulations and
establish framework under which emerging
transborder satellite TV services could ser-
vice European market's 320 million viewers.
In apparent win for U.S. program exporters,
only minimal quotas against non-Eurcpean
shows are proposed. Ads can fill up to 20%
of any hour or 15% of daily schedule, and
limitations are placed on tobacco products,
pharmaceuticais and alcohol.

Phone company US West has made joint
bid for Hong Kong cable system franchise
with potential for 1.5 million TV and tele-
phone service customers. Several North
American companies—Paramount, Yiacom,
AT&T and Rogers Cablevision of Canada—
are also advising two of four bidding groups.
Government decision is expected this sum-
mer.

Rupert Murdoch has launched Sky Televi-
sion satellite service aimed at Britain's na-
scent direct-to-home dish viewership. Using
16-channel Luxembourg Astra satellite,
three new channels—sports, news and mov-
ies—joined existing but upgraded Sky

Channel service, and will be followed later
this year by pay Disney Channel and Sky
Arts. MTV Europe is also on Astra.

m PBS and NAPTS believe public TV stations
found consensus at April annual meeting to
create national programing ‘czar’. Chief pro-
graming executive plan would centralize
program funds and authority at PBS.
NAPTS-led National Program Funding Task
Force is expected to present refined ‘czar’
proposal at PBS Programing Meeting June
14-17, in Marco Island, Fia., and to forward
final version next fall to CPB, which must
report to Congress next January on nalional
program funding efficiency.

CPB asked House April 18 and Senate
March 17 to provide full $265 million autho-
rized for fiscal 1992, plus remainder of $200
million authorized for replacement of satellite
due to expire in 1991. Administration has
recommended capping CPB at 1991 figure
of $242 million and would also stop funding
satellite replacement project at amount al-
ready appropriated for 1990, $56.8 million.
CPB board has adopted $254,339,038 FY
1990 budget.

Towery asked Congress on March 21 to
remove CPB from Inspector General Act,
citing concerns that First Amendment rights
of public broadcasters could be threatened
by inspector's authority to deem programing
or other budget items unnecessary.

PBS board adopted $26,228,658 FY 1990
budget April 12, representing 6.09% mem-
ber dues increase over 1989. NAPTS board
adopted $2.1 million FY 1990 budget same
day. NPR board Feb. 7-8 set tentative $20.3
million FY 1990 member dues level ceiling.
Current plans call for July start-up of ex-
panded newscasts. In January, board ap-
pointed 10-member working group of “citi-
zen ieaders” lo advise NPR on strategic
plan for 1990's.

m Backers of Radio Marti—which broad-
casts news, information and entertainment
to Cuba—are lobbying Congress to estab-
lish affiliated television service. Congress
last year appropriated $7.5 million in start-
up funds for proposed service, and in early
April House Foreign Affairs Committee
adopted legislation authorizing $16 million
for operating funds in each of next two
years. However, funds could not be appro-
priated unless President certifies to Con-
gress that test of projeci—and one is
planned for later this year—has demonstrat-
ed its feasibility.

Cuba's vice president has reportedly is-
sued warning that Cuba will take all “appro-
priate measures” against TV Marti,

Wireless cable is up and running in several
markets and may be in several more within
next year.

Microband Companies Inc., New York, is
industry leader, with systems in Washington,
Detroit and New York. Metropolitan Cablevi-
sion has 25,000 subscribers in Cleveland,
and claims to be holding its own in head-to-
head competition with Viacom-managed
North Coast Cable, conventicnal cable sys-
tem operator.

Wireless cable’s principal problem re-
mains inability to secure right to cable pro-
graming at what operators feel are equitable
rates. Wireless pioneers charge that pro-
gramers’ recalcitrance is due to pressure
from conventional operators, programers
principal customers and, in some cases,
their owners. Programers say any discrimi-
nation against wireless cable is result of
concern about financial stability of operators
and signal security.
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The wait
iS Over.




Thank you for

your patience.

Or should we

congratulate you?

Because now that
PORTFOLIO X111

is here, you're about to
cashinon27of today's
hottest movies, including
titles like Top Gun,
Crocodile Dundee, The
Untouchables, The Golden
Child, Terms of Endearment
and Ferris Bueller’s Day Off.




I[tall adds up

to the bhiggest

and the boldest

movie package

ever. Atleastuntil
PORTFOLIO X1V,

with films including
Beverly Hills Cop 11,
Fatal Attraction,
Crocodile Dundee Il and
Coming to America. It’s
another movie package from
Paramount that promises to
be worth its wait—in gold.




[T'S HOT. IT'S PROMO

ANN OUNCING Introducing Paramount’s PREVIEW IV movie
package, a classic example of what younger

P REWE W IV audiences want to see. These hot, exploitable films

are an exciting collection of first-run titles that have never been seen on network




ABLE. IT'S FIRSI-RUN

name a few. This package also delivers the stars younger audiences :
flock to see, like Dean Stockwell, Morgan Fairchild, Steve Guttenberg |*¥7/ ,.\\\ ¥
and Virginia Madsen. So get your hands on Paramount’s PREVIEW IV. | “cenn” °

L
£ 1989 Péramoum Prtures Corporation
All Rights Reserved

television—April Fool’s Day, Hot Pursuit and Campus Man, just to %
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MoncayaMemo

A station planning and packaging commentary by Clark F. Smidt, president and CEQC of Ctark F. Smidt Inc., West
Newton, Mass., broadcast consulting firm

here’s a lot of Darwin in our busi-

ness, including **survival of the fit-

test’’ and ‘‘adaptive radiation."
Evolving into that profitable market niche is
the most important angle for a radio or
independent television station to pursue.

Proper positioning results from under-
standing a constantly changing competitive
field within a defined area. This is the key
to the posture and format territory that may
be claimed as your own, provided you can
apply correct operational efficiency.

The total packaging of a station is the
amalgum of all elements reaching the pub-
lic, and doing so in synch. It includes a
properly tuned presentation, appropriate
style and meaningful services. The total
package is your station’s identity and per-
sonality. Not everyone has to embrace it
but enough specific demos loving it means
big ad dollars.

A clear message is easier to sell. Radio,
TV and cable operations must be easily
relatable to both audience and advertiser.
Use handles that define the exact intention
of the station and slogans to enhance spin-
offs from a strong ‘‘umbrella™ operating
statement.

Effective localized services assist in
making your product part of the audience’s
lifestyle. Define the target and hit their hot
buttons. Develop habit-forming features
and shows that leave positive impressions.

It doesn’t take prolonged research to
make practical evaluations: ‘‘That anchor
smiles too much. This announcer sounds
artificial. The contest is too complicated.
You can’t read that outdoor. Here's a re-
cord that doesn’t fit.”” Expressions of cost-
efficient common sense help insure it’ll get
fixed or done correctly. Don't allow feed-
back and details for adjustment to get lost in
daily routine.

Quick fixes and overnight sensations
don’t grow on trees. Station development is
a deliberate and gradual process, requiring
step-by-step building and minimal error. A
well put-together product invites many ve-
hicles for reinforcing ongoing presence in
your competitive arena.

Management must respect its own staff
capabilities while carefully monitoring the
competition. Ratings are the product of not
only what’s been on your air but also what
everyone else in the market has or hasn’t
been doing. Winning by default is tempo-
rary. The perception must be that you're the
guys with the energy and ‘‘buzz’’ on the
street. Once established, somebody else has
to come up with a big idea to take it away.

Basics still apply: keep it simple; Do it
right; No mixed signals; Establish your per-
sonality, and let everyone know who you
are.

Many large and small decisions build the
big winner. Don’t allow mistakes. If the

&€ The total
packaging of a
station is the
amalgum of all
elements reaching
the public, and
doing so in
synch.”

message isn’t clear, if the personality’s only
average, if the cause isn’t well known or
the prize just fair, take a pass

Spirit is the most important part of the
mix. Channeling the combined energy of
talent, creativity, psychological income,
ego and drive is what makes the team click
and keeps progress alive.

Political *‘push and pull’* co-exists at
your station with the combined staff desire
to win. Do you have a designated cheer-
leader? Do yourself a favor: make sure
someone’s being paid to fill that role. Cre-
ating enthusiasm can be assigned to a de-
partment head. A cause or promotion can
be the spark. An event can be a rallying
point. Just make sure you're hitching your
star to the right person or situation. And, be
sure your station offers a conducive atmo-
sphere for running things up the flagpole. If
open discussion can net one good idea per
week, you'll have the ongoing momentum
10 score great results.

Don’t rely on the same old plays. If “‘in
house’” isn’t scoring with new ideas, bring
in a catalyst. Qutside help doesn’t imply a
long-term commitment to psychoanalysis.
There’s simply a time in everyone’s life—
stations, too—when professional care is ad-
visable.

Calling in the **doctor’’ requires con-
scious decisions: Can we afford 1t? Do we
admit we need fresh sparkle? Can our egos
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handle it? Wil we take action, just listen to
the evaluation or only think about it and
waste more time?

It's a mistake to bring in assistance just
to get the initial problem fixed and then
stop the relationship before things can prop-
erly solidify. Those clients usually come
back when it’s either too late or a good
portion of their initial investment is wasted
by unnecessary backtracking. Effective out-
side help is there to make a station run
smoothly.

An ongoing objective maintenance plan
is a practical investment. Have regular
check-ups. Get your oil changed.

Today's increased competition doesn’t

allow all broadcast properties to be cash
cows. But, imagination combined with a
good signal will produce winners in most
situations.
*‘Luxuries”” like a great copywriter or top
production person get results for advertis-
ers. Skimping on impact diminishes in-
come. A few “‘wise dollars’ allocated to
**sizzle”” will come back many-fold. Every
station, regardless of size should have an
*“*agency’’: an outside creative entity that
understands your priorities and gets in-
volved to get results, not win awards on
your tab.

How much is the great idea worth?
What's the limit of ad dollars generated by
a lasting service customized for your com-
munity? What's the residual benefit from a
crisp, clean positioning statement? The flip
of a program, careful adjustment of person-
ality, a new format clock or timely design
alteration are big factors that demand regu-
lar review. These seemingly simple twists
are often very difficult to see from the in-
side.

In these days of the Q.T.O. (quick turn-
over) the first year of station ownership
needs to be designated as ‘‘the building
year.”” Developing a facility should look
terrible on paper. But, once the dynasty is
on the way to being established, subsequent
years will show that desired cash flow.
Sooner or later, the proven execution of
total packaging and operational efficiency
will take the scare out of turnarounds.

Prepare weekly checklists. Get action-
able plans on paper. Build confidence
through organization. Invest in creativity
and keep the technical facility up to stan-
dards. Worst to first is possible when
there’s common sense and solid direction.

It’s all show business, offer the act that’s
unique. The right flair, strong copy, good
people, designs and ideas will always build
a winner.

In life, you can dress someone up but
can’t necessarily take them everywhere. In
broadcasting, if you spend a little time,
money and thought on the dressing you
can, in fact, go anywhere! |
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This week

May 7-10—Canadian Cable Television Associa-
tion 32nd annual convention and “Cablexpo.”
Theme: "Picture Tomorrow.” Metro Toronto Con-
vention Center, Toronto. Information: (613) 232-
2631,

May 7-10—Association of National Advertisers
advertising financial management conference. In-
nisbrook, Tarpon Springs, Fla. Information: (212)
697-5950.

May 8-9—Corporation for Public Broadcasting
board meeting. Washington.

May 8—Action for Children's Television Achieve-
ment in Children’s Television awards. Bartos The-
ater, Massachusetts Institute of Technology Media
Laboratory, Cambridge, Mass. Information: {617}
876-6620.

May 9—f{ollywood Radio and Television Society
newsmaker tuncheon. Speaker: Ted Turner. Ques-
tion and answer session follows speech. Beverly
Wilshire hotel, Los Angeles. Information: (818)
769-4313.

May 10—Nationa! Academy of Television Arts
and Sciences, New York chapter, newsmaker lun-
¢heon. Speaker: Dick Kurlander, VP-director of
programing. Petry Television. Copacabana, New
York. Information: (212} 765-2450.

May 10—Foundation for American Communica-
ttons publi¢c and the press conference, “Fear,

Trust and Acceptable Risk: New Challenges for
the Public and the Press.” National Press Club,
Washington. Information: (213) 851-7372.

May 10—Connecticut Broadcasters Association
annual spring convention. Parkview Hilton hotel.
Hartford, Conn.

May 10— Acadeny of Television Arts and Sci-
ences screening of first and second place winners
in 10th annual Frank O'Connor Memorial College
Television Awards. DGA Theater. Los Angeles.
Information: (818) 953-7568.

May 10-12-Concert Music Broadcasters Associa-
tion annual meeting. Adam’s Mark hotel, St. Louls.

May 11—Presentation of National Media Owl
Awards by Retirement Research Foundation for
“outstanding film, videotapes and television pro-
grams that address issues related to aging, cap-
turing authentic images of older persons and illu-
minating the challenge and promise of an aging
society.” Chicago. Information: Joyce Bolinger,
Center for New Television, 912 S. Wabash, Chica-
go 60605; {312) 427-5446.

May 11—New Hampshire Association of Broad-
casters radio sales seminar. Sheraton Wayfarer,
Bedford, N.H.

May 11—Virginiu Association of Broadcasters
annual congressional visits. Quality Inn-Capito!
Hill, Washington.

May 11-15- American Women in Radio and Tele-
vision 38ith annual convention. Theme: "Taking
Charge of the Future." Speakers include FCC
Chairman Dennis Patrick; Elizabeth Dole, secre-
tary, Department of Labor, FCC Commissioner

MajorzMeetings
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James Quello; Brenda Fox, VP-general counsel,
National Cable Television Association; Jeff Smu-
lyan, president-Chairman, Emmis Broadcasting,
and Stanley Hubbard, president-CEO, Hubbard
Broadcasting. Waldort-Astoria, New York. Infor-
mation: (202) 429-5102.

May 12— Oregon Association of Broadcasters
sales seminar. Hliton, Eugene, Ore.

May 12—MTV Networks local advenising sates
workshop. Hyatt Regency O'Hare, Chicage. infor-
mation: Brad Samuels, (312) 565-2300.

May 12-13—fowa News Broadeasters Associa-
tion/Radio-Television News Divectors Association
region six conference, Cedar Rapids, lowa. nfor-
mation: Ned Dermody, (712} 246-5270.

—3a
May

May 14-16 - National Federation of Community
Broadcasters annual conference. Berkeley confer-
ence center, Berkeley, Calif. Information: (202)
797-8911.

May 15— Annual presentation of Commendation
Awards, sponsored by American Women in Rea-
dio and Television. Waldorf-Astoria, New York.
Information: (202) 429-5102.

a May 15—Women in Cable, New York chapter,
meeting, “Woman at the Top," featuring speaker
Kay Koplovitz, president-CEQ, USA Network. Via-
com Conference Center, New York. Information:
(212) 889-4670.

u May 16—''Cable Day," sponsored by Women in




Cable, Chicago chapter. Hyatt Regency O'Hare,
Chicago. Information: (312) 696-1234.

May 16—International Radio and Television So-
ciety annual meeting and Broadcaster of the Year
luncheon. honoring Larry King. Waldorf-Astoria,
New York. Information: (212) B867-6650.

May 16—Advanced television systems sympo-
sium sponsored by Society of Broadcast Engi-
neers, chapter, with national SBE. Studio 8G.
NBC, Rockefeller Center. New York. Information:
D. Bialik, (212) 752-3322.

B May 17—Washington Area Broadcasters’ Asso-
ciation awards dinner, honoring Jim Gibbons, for-
mer Washington broadcaster, and FCC Commis-
sioner James Quello. Congressional Country Club,
Bethesda, Md. information: Marion Thompson,
(202) 364-7808.

May 17—New Jersey Broadcasters Association
annual engineering seminar. Woodlawn, Douglass
College, New Brunswick, N.J. Information: (201)
247-3337.

May 17—Academy of Television Arts and Sci-
ences forum luncheon. Keynote speaker: William
Sessions, FBI director. Beverly Wilshire hotel, Los
Angeles.

May 17—National Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: George Back. president. All
American Television. Copacabana, New York.

May 17-18—Qiio Association of Biroadcasters
spring convention. New Market Hilton, Canton.
Ohio.

May 17-20—A mertcan Association of Advertising
Agencies 71st annual meeting. Speakers include
NBC News President Michael Gartner. Greenbrier,
White Sulphur Springs, W. Va.

Erratam

in April 17 story on Broadcast Finan-
cial Management Association con-
vention, Harrison, Bond & Pecaro
was incorrectly identified as law firm.
It is consulting firm to broadcasting
and other communications compa-
nies.

ul

April 17 “For the Record” on wAPE(AM)
Jacksonville, Fla., incorrectly listed
waxv(Fm) Fort Lauderdale, Fla.,, as
part of Evergreen station group. Sta-
tion belongs to RKO General.

o
May 1 “Changing Hands" item on
sale of United Broadcasting sta-
tions omitted Jack Minkow, who
served as broker.

May 17-21—Annual Public Radio Conference, co-
ordinated by Nationa! Public Radio. St. Francis
hotel, San Francisco.

May 18-20—Puerto Rican Radio Broadcasters
Assaciation annual convention. Regency hotel,
Condabo, P.R.

May 19-21—Verniont Association of Broadcast-

ers 38th anniversary convention. Sugarbush Inn,
Warren, Vermont.

May 2041st annual Los Angeles Area Emmy
Awards presentation (telecast)., sponsored by
Academy of Television Arts and Sciences. Pasa-
dena Civic Auditorium, Pasadena, Calif. Informa-
tion: (818) 763-2975.

May 20-23—NBC-TV annual affiliates convention.
Hyatt Embarcadero. San Francisco.

May 21-24—National Cable Television Associa-
tion annual convention. Dallas Convention Center,
Dallas. Information: (202) 775-3629.

May 21-27—Input '89, international public televi-
sion screening conference, “annual forum for the
exchange of program ideas among producers,
programers and others interested in improving the
quality of public television around the world."
Stockholm, Sweden. Infarmation: (803) 737-3434.

May 22—George Foster Peabody Awards lun-
cheon, sponsored by Broadcast Pioneers. Plaza
hotel, New York. [nformation: (212) 586-2000.

May 22-24—Association of National Advertisers
creative advertising media strategy. promotion
strategy. Stouffer Westchester hotel, White P'ains,
N.Y. Information: (212) 697-5950.

May 23— Presentation of Best on Long Island
Awards for “outstanding marketing and advertis-
ing campaigns,” sponsored by Long Island Ad-
vertising Club. John Cranford Adams Playhouse,
Hofstra University, Hempstead, N.Y.

May 23— Broadcas! Pioneers, Philadelphia chap-
ter, “"Person of the Year' award. to Eugene
McCurdy, past president of Pennsylvania Associa-
tion of Broadcasters and past chairman of Associ-
ation of Independent Television Stations. Adam’s
Mark hotel, Philadelphia.

Advertisement
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CRONKITE'S

health problems in humans,

the causes of

CLOUT ABUSE

Walter Cronkite inanew daciimentary
titled“Big Fears...Little Ricks" says, “There
isincreasing evidence that the presence of
trace amounts of chemicals in the environ-
mentposes nothreat to human health.” He
explains that the mere fact that chemicals
can be found in foods doesn’t mean that
they are a hazard. He reports that world-
famous biochemist Dr. Bruce Ames has
concluded after much study that these tiny
amounts of natural and synthetic chemi-
cals are not causing cancer or any other

Cronkite concluded, “In looking for
disease and death,

society does not have to find its culprit in
‘parts per billion’ of a synthetic organic
molecule. The real threats to public health
aremuchsimpler...cigarette smoking, poor
dietary habits, drug and alcohol abuse,
unsafe sexual behavior...” This is not the

having had the courage to narrate this
important documentary, which attacks one
of the favorite myths of many of his liberal
friends. To be sure, he was paid $25,000
by the American Council on Science and
Health (ACSH) to do the narration, but he
appeared to really believe what he was
saying. But Walter Cronkite's courage
failed him when he discovered that the
message in his film could be used to critj-
cize a program done by “60 Minutes.”
‘When this was called to his attention, he
took an exiracedinary action for a news-
man. He prevented the showing of hisown
film at a press conference in Washington.

The film was to be shown at the Na-
tional Press Club at a news conference on
April 24. A press release issued by the
sponsor, Consumer Alert, said the film
would be followed by remarks by Reed
Irvine of Accuracy in Media on “the pesti-
cide/apple scare: a hoax perpetrated by ‘60
Minutes’ and the Natmral Resourczes De-
fense Council,” (a title not appraved by
Mr. Irvine). That release was faxed to

beth Whelan, who heads the ACSH, said
Cronkite threatened to take legal action if
the film was shown. Frank Powers, the
head of the company that produced the
film, promised Cronkite the film would be
withdrawn. He acknowledged his primary
interest was in maintnining a good rela-
tionship with Mr. Cronkite and indicated
he would attend the news conference him-
selftostopthe showing. That provedto be
unnecessary. Consumer Alert withdrew
the film in deference to Dr. Whelan, who
had provided the tape. Walter Cronkite
suppeessed his own film, and he dimin-
ished his reputation in doing so.

The *60 Minutes” program on apples
was based on the myththat tiny traces of
chemicals in food canse cancer. Whether
he likes it or not, Cronkite's film attacks
the errorson which that program was based.

AIMO

A three-minute radio commentary

myths to the mirror of truth.”

e

message that the public is getting from
most of the media. Cronkite commented,
It takes courage to hold up our modern

Walter Cronkite is to be applauded for

Cronkite in France by Betty Furness, anold
friend now with NBC News. Furness said
he was upset about juxtaposition of the film
with a criticism of 60 Minutes.”
Cronkite demanded that the film not be
shown at the news conference. Dr. Eliza-

available five days a week as a
public service. For a sample tape,
please call Deborah Lambert |
ACCURACY INMEDIA

1275 K Street, NW., Washington, D.C. '
(202)371-6710

Broadcasting May 8 1989
25




May 24 -Federal Communications Bar Associa-
tion monthly luncheon. Speaker: Robert Kahn,
president. Corporation for National Research Ini-
tiatives. Washington Marriott.

May 24—Entertainment and sports conference,
sponsored by Foundation for Accounting Educa-
tion. Grand Hyatt, New Yerk. Information: (212)
973-8374.

May 24—National Academy of Television Aris
and Sciences, New York chapter, newsmaker lun-
cheon. Speaker: David Poltrack, senior VP-re-
search and planning, CBS Marketing Division,
CBS/Broadcast Group. Copacabana. New York.
Information: (212) 765-2450.

n May 24 _New Jersey Broadcasters Association
annual sales seminar. Rutgers Continuing Educa-
tion Center, New Brunswick, N.J. Information:
{201) 247-3337.

» May 26 —Deadline for entries in Regional Fellow-
ship Program of Center for New Television, Great
Lakes Region. Information: (312) 427-5446.

May 31-—Deadline for entries in National Associa-
tion of Broadcasters Crystal Radio Awards for ex-
cellence in local achievement, honoring stations
that represent "best ideals of community involve-
ment and service," open to all U.S. radio stations,
regardless of membership in NAB. Information:
{202) 429-5420.

May 31—National Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: Edward Bleier, president, pay TV,
animation and network features, Warmner Bros. Co-
pacabana, New York.

—
June

June 1-3—South Dakote Broadcasters Associa-
tion annual convention. The Crossroads, Horon,
SD.

June 2—Women in Communications, Washing-
ton chapter, Matrix luncheon. Speaker: Barbara
Cohen, Washington bureau chief, CBS. Capital
Hilton, Washington. Information: Cindy Bissett,
(202) 463-5682.

June 2-4—Chesapeake Associated Press Broad-
casters’ Association annual convention. Dunes
Manor Inn, Ocean City. Md. Information: (301)
539-3524.

June 3—Floride AP Broadcasters 41st annual
meeting and awards luncheon. Airport Marriott ho-
tel. Tampa, Fla.

June 3-5Sixth annual ShowBiz Expo, exposition
of tools, techniques and services for film and vid-
eo professionals. Los Angeles Convention Center.
Information: (213) 668-1811.

June 3-6—CBS-TV annual affitiates meeting.
Century Plaza, Los Angeles.

June 3-6—Summer Consumer Electronics Show,
sponsored by Electronic Industries Association.
McCormick Center, Chicago. Information: (202)
457-8700.

June 4-10—Banft Television Festival, sponsored
by governments of Canada and Alberta, Canadian
TV stations, corporate sponsors and individual
contributors. Banff, Alberta. Information: (403)
762-3060.

June 5—Broadcasting/Cable Interface lil, tele-
communications policy seminar sponsored by
Federal Communications Bar Association and
BROADCASTING magazine. Hyatt Regency
Washington, on Capitol Hill. Information: Patricia
Vance, (202) 659-2340.

June 6 MTV Networks local advertising sales
workshop. Hyatt Chatham Center, Pittsburgh. In-
formation: David Zagin, (212) 944-5586.

June 7—National Academy of Television Aris
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: David Meister, president, Finan-
cial News Network. Copacabana, New York.

June 8-10—National Association of Telecom-

¥
mutications Officers and Advisors regional tele-
communications conference. Desmond Ameri-
cana hotel, Albany, N.Y.

June B-11—Missouri Broadcasters Association
spring meeting. Holiday Inn, Lake of the Ozarks,
Mo. Information: (314) 636-6692.

June 9-10—Sixth annual Broadcasting-Taishoff

seminar, sponsored by Signia Delta Chi Founda-

tion. Speakers include Van Gordon Sauter, former
president of CBS News. and Arthur Lord, director
of special news operations, NBC News. Los Ange-
les. Information: (312) 922-7424.

June 10-13—American Advertising Federation
annual national conference. J.W. Marriott, Wash-
ington. Information: (202) 898-00889.

June 11-14—JCPenney-University of Missouri
Community Leadership Television Awards work-
shop. University of Missouri, Columbia, Mo. Infor-
mation: Karlan Massey, (314) 882-7771.

June 11-14—Intemational Conference on Com-
munications, sponsored by Iustitute of Electron-
ics and Electrical Engineers. Sheraton-Boston
hotel, Boston.

June 12-15—ABC-TV annual affiliates meeting.
Century Plaza, Los Angeles.

June 13—Hollywood Radio and Television Soci-
ety newsmaker |uncheon. Speaker: Lee lacocca.
Beverly Wilshire hotel. Los Angeles. Information:
{818) 769-4313.

June 14—National Academy of Television Arts
and Sciences, New York chapter, drop-in lun-
cheon. Speaker: Jack Valenti, president-CEQ,
MPAA. Copacabana, New York.

June 14-16— University of Missouri School of
Journalism management seminar for broadcast
news directors. UM campus, Columbia, Mo. Infor-
mation: Charles Warner, (314) 882-6883.

June 14-16—International Radio Festival of New
York and International Advertising Festival, featur-
ing awards banquet. Sheraton Center, New York.
Information: (914) 238-4481; fax, (314) 238-5040.

June 15—Corporate Communications Workshop,
hosted by Association of National Advertisers.
Plaza hotel, New York Information: (202) 658-
3711,

OpenuMike

What’s sauce for the goose

EDITOR: What is all this fuss about letting;
the telcos into cable. The telcos have point-
ed out the obvious: **Competition is good
for everycne.”' How can anyone deny that
basic American premise? Why it’s like de-
nying mom and apple pie.

And, since the telcos brought up the sub-
ject, it got me to thinking. Why not compe-
tition for the telcos? Fiber optics take up so
little space. And, if there’s room on the
poles for the telcos to put up their version of
cable TV, then there’s probably room for a
new eight-digit telco.

Now that we have ‘‘equal access’ it
should be no problem for the different tel-
cos to interface. Think of the benefits com-
petition could bring to the telephone busi-
ness. Why the telephone business would be
improved just like they’re going to improve
the cable TV business and ’'m sure the
telcos will be enthusiastic about that!'—
Lawrence J. Tighe Jr., president,
WRNJ(AM) Hackettstown, N.J.

Premier praise

EDITOR: [ just received my first issue of
BROADCASTING ABROAD and | wanted to
let you know [ was very pleased.

As vice president of marketing services
for Harmony Gold, [ deal with both domes-
tic and international press relations. On the
domestic side, 1 have been receiving
BROADCASTING for quite some time.

With the recent changes in the interna-
tional marketplace, I look forward to read-
ing your new issue.

I wish you the best of luck.—Sheila Mor-
ris, vice president, marketing services, Har-
mony Gold, Los Angeles.

Regional reply

EDITOR: your March 20 feature on the rep
business was most interesting, but our peo-
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ple were disappointed there was no mention
of our company.

Regional Reps Corp. is one of the oldest
(founded by Leonard Auerbach in 1956)
and perhaps the largest regional rep firm in
the country. We represent more than 400
stations in the Midwest and Southeast with
sales offices in Cincinnati, Cleveland and
Atlanta. Our Atlanta office opened in Octo-
ber, 1987. While we agree with the view of
others in our industry that it is increasingly
expensive to provide representation and
there is increasing competition from many
directions, we are excited about the future
and are investing in people and systems to
meet the challenge.

Your article highlighted several impor-
tant issues facing the industry; one, howev-
er, was missed. Any rep is only as good as
its stations enable it to be. Stations that
accede to the pressures of agencies to work
**direct’’ damage their rep and, in the long
run, themselves. When the agency recom-
mends ‘‘no radio’’ (or TV), or the client
downgrades the importance of a market,
there is no one to sell against such propos-
als. In addition, creating and developing
new business requires risk-taking as well as
extraordinary investments of resources; sta-
tion owners and managers unwilling to pro-
vide strong support for their rep should not
be surprised the rep is not as productive as
they would like. Growth in the 1990°s will
demand better partnerships between reps
and their client stations with each partner
sharing a strong commitment to the other’s
success.—Stuart J. Sharpe, president, Re-
gional Reps Corp., Cleveland.

Pro Patrick

EDITOR: [ want tosend a great tip of the
hat—and so should the entire industry—for
your April 10 editorial regarding FCC
Chairman Dennis Patrick.—Allen Embury,
Packerland Consultants, Oshkosh, Wis.
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Bursting at the seams in Las Vegas

Record crowd attends NAB meeting,
including growing number from
production houses; cable and telco
executives court broadcasters;

Fritts says there is room for

both broadcasting and cable

It was anything but business as usual at last
week’s National Association of Broadcast-
ers annual convention in Las Vegas. Yes,
the halls were bustling with activity, but
there was an undercurrent of uncertainty
about radio and television’s future, espe-
cially TV’s, where technological develop-
ments—HDTYV and fiber—may present it
with some hard choices. All against a back-
drop of cable television, which many be-
lieve has the legislative and regulatory up-
per hand.

NAB’s preoccupation with the future was
apparent by the lineup of keynote speakers,
neither a broadcaster: Raymond Smith of
Bell Atlantic and John Malone of Tele-
Communications Inc. (see page 30}

And the association rolled out two major
promotional campaigns aimed at letting
consumers know just how important and
necessary television and radio are. The
““Free TV’’ campaign will compare the vir-
tues of over-the-air television (page 68)
with cable—or, as NAB has started to call
it, fee TV.

Radio hopes to increase awareness (page
52) with its promotion, ‘‘Radio. What
Would Life Be Without It?”’

Broadcasters appear to be increasingly
leary about telco entry. John Abel, NAB's
executive vice president for operations, told
a Broadcast Education Association audi-
ence that the potential of a fiber network
operated by telephone companies could put
both cable and broadcasters ‘‘out of busi-
ness.”” And U.S. Telephone Association
President John Sodolski’s pitch to the Asso-
ciation of Maximum Service Telecasters
board was greeted with hostile questions.

Both Smith and Malone talked of part-
nerships and of a peaceful coexistence with
broadcasters. Malone envisions a future
where broadcasters will become multichan-
nel programers and look to cable as a means
to broaden their distribution. Smith’s over-
ture to NAB was a first for the telephone
industry, and he detailed that telco’s plan to
become a full-fledged player in the video
marketplace. He suggested broadcasters
would be better off with the phone industry
than with cable.

NAB President Eddie Fritts, however,
responded cautiously to Smith’s offer for a
fiber-to-the-home  experiment  between

broadcasters and Bell Atlantic. Fritts wants
the telcos to put their legislative initiatives
on hold first.

The news from Capitol Hill was mixed.
Hill staff warned broadcasters to prepare for
perhaps another congressional attempt to
impose fees on the transfer of broadcast
properties to generate new revenue to offset
the federal budget deficit (page 44), while
more positive news came from some law-
makers who said radio would not suffer for
its role in mobilizing opposition to the pro-
posed congressional pay raise (page 35).
Still others, like Representative Norman

Lent (R-N.Y.), the ranking Republican on
the House Energy and Commerce Commit-
tee, thought radio ‘‘hurt the cause’ for
license renewal reform legislation (page
62). And FCC Commissioner James Quello
thinks radio spoiled its chances for convinc-
ing Congress to pass beneficial legislation
(page 42).

FCC Chairman Dennis Patrick urged
broadcasters to remain true to the market-
place and to the First Amendment (page
38). It was his last major address before an
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NAB convention {he has resigned, effective
upon his successor’s confirmation).

On the technological side, high-defini-
tion television stole the convention lime-
light. More than twice as many transmis-
sion system proponents were in the NAB
'89 Advanced Television Exhibit than in
NAB '88’s, many of them with prototype
hardware (page 32). HDTV production
equipment in the 1,125/60 format was
greatly improved, and there were glimpses
of other production formats that might re-
ceive greater support from broadcasters.

a

If success is measured by numbers, this
year’'s NAB qualified. It drew a record
50,136. But the numbers don’t tell the
whole story; indeed, the annual meeting is
becoming a mecca not only for broadcasters
but is enticing an increasing number of rep-
resentatives from production houses and
tele-production companies (those in the te-
leconferencing and corporate video busi-
nesses). But while there is no question that
the convention is appealing to a broader
base, said NAB’s Abel, broadcasting re-
mains its central focus. Advance registra-
tion for radio, according to one NAB
source, was down a hundred or so, but
overall radio attendance should wind up
better than last year. He also said more
cable operators are frequenting the conven-
tion to look at production equipment; they
use the same switchers, towers, trucks and
cameras as do broadcasters.

Much of the changing face of the con-
vention seems to be the result of exhibition
hall activity. According to an NAB source,
the association sold nearly 73,000 exhibitor
guest badges as opposed to 51,000 last
year. Sony alone was said to have about
700 people at the Las Vegas show, virtually
taking over the Tropicana hotel. The con-
vention also drew broadcasters from around
the world; Abel expects that number has
doubled from last year’s 4,500.

But there were indications that some in
radio may be feeling a bit overwhelmed by
the television and engineering thrust of the
convention. And even some people had the
impression that fewer top management
from the television side of the business at-
tended this year’s show. Even Wall Street
may have had a lower profile. The National
Association of Media Brokers annual meet-
ing last week at the convention could be its
last. *‘For many firms, the $7,000-$12,000
suite bill is not money well spent in the
spring,”” said Robert O. Mahlman, presi-
dent of The Mahlman Co. ““A lot of the
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group heads and a lot of the people you
usually see are not here in the spring.”’

That sentiment was supported by Tran-
star President Gary Fries, who explained
how the radio networks had generally de-
cided not to maintain a presence at the
convention, adding that Transtar would
prebably not reopen the part-time suite that
it had at this year’s show. But Satellite
Music Network was so pleased with con-
vention results that it planned to bid for a
bigger exhibit space next year, according to
Charlie Strickland, vice president of affili-

ate sales.

Still, the annual spring convention is
thriving, according to Fritts. The exhibit
floor for NAB’s 1990 convention in Atlanta
is already sold out, he said, adding that the
request for radio-audio space in Atlanta far
exceeded requests for space in Las Vegas.
““It [radio space] sold first, it was the first
to go.”” The radio networks pulled back,
said Frits, because they wanted to target
the radio-only meeting—partly because
there were a lot of ‘‘freeloaders from other
segments of the industry” crashing their

suites. ‘I might point out that those suites
were swooped up by the brokers and by the
financial institutions. We sold all the suites
we had available,”” said Fritts.

NAB conducts extensive research on at-
tendance following the show. “It has al-
ways shown us that the radio component is
very popular. Qur attendees are about a
third, a third and a third, radio, television
and engineering.”” The annual spring meet-
ing *‘is the one show that brings the entire
industry together,”” he said.

[s the convention getting so large it is out

The Las Vegas line: issues and answers

THOMAS GOODGAME, PRESIDENT,
WESTINGHOUSE BROADCASTING'S TELEVISION
STATIONS GROUP—"Broadcasters are ina hellof a
good position. We are being wooed by the telephone and
cable industries and by 17 different HOTV manufacturers.
The problem is we have 1o make a decision and move
rapidly.”

Goodgame

W. ROBERT MORGAN, OWNER OF KRAD(AM)-
KIFK(FM) PERRY, OKLA.—While business hasn't been too
good lately, Morgan is optimistic it will improve this year.
His are the only stations in this town of 10,000 and his biggest
problem is that “l can't get a national rep. They think we're
too small.” His optimism for the future spills over in his
feelings for the medium. This lawyer/broadcaster says
"radio is a marvelous business. There's more opportunity for
public service than any other.” While he attends both NAB
conventions each year, he prefers this one to the radio-only
gathering in the fall. o
JIM HERZIG, GM, KOLO-TV RENO—The first quarter
was below last year's, but he chalks that up to the Olympics.
And the second quarter is "much better.” National spot
sales are "going great. Way ahead of last year.” The bulk of
the increase involves automotive sales. He said the station
is “over 13% better” than last year. He has “mixed emotions
about the future.” The economy is good in northem
Nevada, but beyond the year, it's hard to predict. His biggest
worry is competition. He's in the 119th market, yet it has
three network and twc independent stations, and another is
coming in. “There are 18 cable companies in the area and
cable penetration is over 60%.” HDTV: "It's here. It will be
good for the future.”

o

EDWIN J. KENNEDY, PBS ENGINEERING
LABORATORY SUPERVISOR, WASHINGTON—"Radio

still has a part in [the NAB convention], but not a big part.
The wealth of the equipment demonstrations all seem to be
oriented toward imaging or television types of
transmission. The radio stuff is still there...but as far as the
equipment display, they have taken a back seat. Inthe
engineering sessions, | think there is still a wealth of
information coming out.” As for the future, “fiber optics, |
think, will be the telling thing. If the telcos manage to wire
every household in the country, over-the-air broadcasting
is going to have to...take a different look at the future. The
bandwidth will be in every home. You won't have to have
over-the-air for a ot of things that are coming over the air now.
| think that fiber optics offers the widest avenue in the

future. o

CARL HIRSCH, CO-CHAIRMAN AND PRESIDENT,
LEGACY BROADCASTING —How is business? "Excellent.
The Los Angeleses, the New Yorks, the Washingtons are
totally on fire. In Los Angeles we're up more than 25% over a
year ago. In New York we're up handsomely, definitely

more than 10%. Washington is up 10%-20%. | want to think
it's because we have good management but I'm almost
hopeful that it's really the market. The first quarter started out
a little sluggish and then it started to grow and March was
great. What's interesting is that April looked like a disaster—it
was the end of one quarter and the beginning of another. It
was totally empty but it began filling in. And May is fantastic.
A number of years ago we used to be able to plan what the
coming year was going to be, and we'd see annual budgets
from advertisers as we talked to media planners at
agencies. Now they're living hand-to-mouth, everybody is
very concerned about the economy, and about this and
about that. And yet, while they're all skittish, the economy’s
been growing."

Hirsch Allen

BOB G. ALLEN, VP-GM, KCRG-AM-TV CEDAR
RAPIDS, IOWA "My reaction to the advanced-television

Broadcasting May 8 1989

28



= TOP OF THE WEEK [

of control? **My perception is that this con-
vention has run much smoother than any
convention we’ve had before.”’ It is a huge
convention, he added, but it is just now
growing into one of the top 20 trade shows
in terms of attendees and in square feet
sold.

a
At the close of the convention Fritts shared
his thoughts about his industry’s future.

“What [ did hear [from Malone] indicated
to me that there will be room for both

broadcasting and cable in the future. There
is a certain interdependence between the
two. I think cable is less than a year away
from saying that, as we expand our cable
capacity, we may be able to offer you guys
additional channels to program yourself. 1
think some broadcasters look at that as an
opportunity.”’

Moreover, Fritts thinks there is a grow-
ing recognition that broadcasting needs
cable and cable needs broadcasting. ‘‘l
think eventually we will sort out must
carry. Cable has a track record with

broadcasters and they are willing to work
with us to sort things out,”’ added the
NAB president.

The phone companies, he continued,
say ‘‘we’ll give you this, this and this.
But that is a promise and they cannot
deliver on that promise for probably 15
years. Not only do they have to run a wire
to the home but they have to rewire the
homes and that is going to be a very
expensive proposition.”’

(For BROADCASTING’s complete NAB
coverage, see pages 35-75.)

exhibit is that it doesn't matter whether it is 1,125 lines or
525 lines, bad programing is still bad programing and good
programing is still good programing and it is programing
that will decide the future of the business. Going back to the
AM model, there are a lot of AM stations making money
with good programing. The people who believed in the
medium and who worked hard have prospered. Those
who believed they were inferior to FM created the prophesy
and they died. | think broadcasters have got to believe in
the medium, they have got to believe in their ability as
programers, as people who know their communities; that
is more important than the technology.”

o

VIC KASPAR, GM, KWTX-FM WACO, TEX.—"My
biggest concern and hope is that radio as a people-moving
medium will market itself to the advertising community.”
Although the Radio Futures campaign launched at NAB is a
step in the right direction, “from what | heard, it could have
been stronger.” Kaspar says he recognizes the difficulty of
coordinating a unified pro-radio voice since the industry's
"biggest strength of diversity is also its biggest marketing
problem.” Among other concerns he holds for the radio
industry is its ability to stay on the leading edge of technology
while experiencing limited sales growth. "To afford the
technology, you need to have the advertising. We have the
circulation; we just need the sales.”

Kaspar

Ransdell

MIKE RANSDELL, GM, KTTN-AM-FM TRENTON,
MO.—A primary concern this year is anticipation of a drought
in his broadcasting area for the second consecutive year.
“We've been able to keep up a healthy business, but our
main problem is keeping down expenses.” Earlier this year
the station reluctantly dropped its newswire service. "We
never wanted to do that,” because it meant giving away
valuable advertising avails to a network. Likewise, he says,
the station reluctantly cut back on full staff insurance in
order to reduce costs. “We're in an area that's not growing,"”
and retailers in the community are reluctant to advertise.
"We try to tell them this is the time they need to be promoting

more and more” but the message is often ignored.

Ransdell says the spring conference was valuable for him as
a broadcaster because his station needed to learn more
about license renewal and also needed 1o look at some new
equipment. 5

JOE D. BUYS, VP-GM, WOWO(AM) FORT WAYNE,
IND.—Radio needs to come to terms with the “tremendous
divergency of competition” that has evolved within the

past eight years. One area of competition that concerns Buys
is cable television, although so far the medium has not had
much impact, he says. “It's the potentiality more than the
reality.” One way cable may hurt radio is by taking away
some of its advertising salespeople, says Buys, adding that
the growth of independent television stations may have the
same effect.

Buys Everette

JACK EVERETTE, VP, MIDWEST TELEVISION,
CHAMPAIGN, ILL.—"No doubt about it, the business is
changing. There is more equipment to buy, more ways to

go, quicker and faster, decisions have to be made over a
shorter period of time. There are different cameras,

different equipment within the control rooms and different
formats. Where we used to have one or two tape formats,
now we are looking at five or six. As a result it makes it aimost
impossible to plan out in the future to see where you want

to be five years from now."”

[m}

TOM TOLAR, PRESIDENT-GM, WRCB-TV
CHATTANOOGA- Business has not been as good as it's
been in past years, "but it is better than last year. We are
pretty positive about the future, increasing the staff in news
and commercial production.” His biggest concern

involves the station’s relations with its network, NBC. The
relationship has been changing and he is worried about
compensation and alternative program sources (CNBC). He
feels cable will be an important part of the station's future,

in terms of carriage.
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Bell Atlantic sees television
in its future

BA’s Smith suggests broadcaster/telco
fiber-to-home experiment; NAB’s
Fritts, however, cautions against
such a move unless telcos are willing
to drop legislative drive to

become video providers

The telephone industry laid it on the line
last week when Bell Atlantic President Ray-
mond Smith told broadcasters his company
wants to get into the television business not
only as a delivery service but as a program-
er. Smith spoke at the NAB convention.

He argued that broadcasters would be
better off dealing with the phone industry
than cable. “‘It’s obvious to me who is
more likely to give you in the broadcasting
business the opportunity to be full, creative
participants in the broadband fiber future.
But don’t take my word for it—ask the
cable operators if they’re prepared to make
you a better offer.”

Smith talked about forming a partnership
with broadcasters. Taking that a step fur-
ther, he called for a joint venture: a tele-
phone company/broadcaster trial. *‘I am
confident that such a collaboration will
demonstrate, beyond any doubt, the kind of
value we can bring to one another.”’ Later,
Smith told reporters he envisions a trial
similar to the fiber-to-the-home experiment
Bell Atlantic has under way with cable in
Perryopolis, Pa.

‘*Perhaps before we launch into an ex-
periment, the phone companies would be
willing to put a moratorium on their legisla-
tive initiative, until the experiment is com-
pleted,”’ said NAB President Eddie Fritts.
“If he is really serious about an experi-
ment...let’s see the results before pursuing
legislation,” added Fritts.

Smith also asked NAB to put together a
team representing all facets of broadcasting
to ‘‘examine the possibilities of partnering
with the telephone companies.”

His appearance marks the first public
overture by a telephone industry official to
broadcasters and lays bare at least Bell At-
lantic’s ambitions concerning television.
Smith made it clear that he was not speak-
ing for the telephone industry as a whole.
““We're a long way from having a consen-
sus on these issues, sometimes even within
my own company, let alone the industry.”’

The BOC’s face several legislative and
regulatory hurdles if they are to enter the
television business. Under U.S. District
Court Judge Harold Greene's modified final
judgment, they are barred from offering
information services and from manufactur-
ing equipment. The FCC’s telco-cable
crossownership rules prevent telephone
companies from owning cable systems in
their service areas; those restrictions are
codified in the 1984 Cable Act.

Smith made no bones about Bell Atlan-
tic’s desire to become a full-fledged com-
petitor in the video entertainment business.
However, he said, ‘‘we’re potential com-
petitors who can also offer you tremendous

advantages.”’
An ideal partnership could emerge, he
said. Bell Atiantic needs broadcasiers.

*“Unlike cable companies, we have a need
for your most valuable commodity: your
programing expertise. So it would be in our
best interest to pursue joint ventures, pro-
vide seed money and otherwise stimulate

the supply of high-quality, innovative pro-
graming for our network.”

And why does Bell Atlantic want to get
into the television business? According to
Smith, it has do with the company’s plans
to build the ‘‘network of the future,”’ a
broadband switched fiber optic network be-
fore the year 2000. But the only way to
make such an endeavor financially feasible
is by offering a service with the most con-
sumer appeal, such as entertainment and
informational video, he said.

Smith said Bell Atantic has installed
more than 300,000 miles of fiber-optic ca-
ble in its service area. But almost none of
it, he said, goes into the homes of residen-
tial customers because installing fiber into
the home is extremely costly.

Operating simply as a ** ‘video dial tone’
service and hoping that we can entice pro-
gramers’’ is far too risky, he said. ‘*What
we need is the flexibility to partner with
you and others to assure that the fiber will
be used—before we build it. But we can’t
do that if we’re barred from the field,
barred from sharing the risks of program
development.”’

But Bell Atlantic’s yen to become a vid-
eo supplier extends beyond its business
plans. Smith said it is a First Amendment
issue. “‘Like you, we believe passionately
that we have rights under the First Amend-
ment of the Constitution to own and publish
our own information.”’

As for advantages telcos could offer
broadcasters, Smith said there are plenty.
The broadband fiber network he envisions
“‘offers distribution with a difference: one
that inheres in our tradition and experience
in the telephone industry. That difference is
‘common carriage’—the obligation, dating
to the Communications Act of 1934, to
make our network accessible to all potential
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Must carry would not be an issue with
telcos, said Smith. There will be virtually
unlimited bandwidth capability on a fiber
network, he said, noting that ‘‘we have
every economic incentive to open our net-
work to any and all comers.™

He also indicated that broadcasters would
receive a favorable location on such a net-
work. The telephone industry’s success has
been incumbent upon its success on the
local level. ““That’s our strength and our
heritage—and the foundation of our fu-
ture.”’

But on the thorny question of free car-
riage of broadcaster signals, Smith would
make no commitments. If Bell Atlantic op-
erates as a traditional cable company, then
there would be no charge. However, he
said that if the company provides telephone
service, data transport and videotext in ad-
dition to broadcast programing, new pricing
structures would evolve to provide ‘‘fair
access for all potential users.’’

Smith went on to illustrate how a telco
fiber network might benefit broadcasters. It
may offer broadcasters the ‘‘best chance”
for gaining access to the home to deliver
HDTV programing.

“‘Imagine the possibilities of a technol-
ogy that would free you from restrictions of
a single channel and enable you to develop
new programing services: several channels
at once, with different formats, different
time-frames, different audiences. In fact,
you could, in effect, become your own ca-
ble company, your own network.”’

Smith continued: ‘ ‘For example, what if
you could meet VCR's head-on with your
own time-shifted lineup—Oprah Winfrey,
Days of our Lives, David Letterman—all in
prime time? *’

He warned broadcasters to be wary of
cable’s arguments against the telcos. ““Ca-
ble will say we will cross-subsidize and
compete unfairly,”” Smith said. But how
could this happen, he asked rhetorically,
when phone companies are closely regulat-
ed by the FCC? *“You know better than
most about the fair and equal practices of
the cable industry.™

Smith’s remarks elicited some response
from cable. John Sie, senior vice president,
Tele-Communications Inc., challenged
Smith’s assertion concerning the costs of
deploying a fiber network by 1992 at
$1,500 per home. As Sie pointed out, that
would only cover the costs of fiber for plain
old telephone service (POTS) and the telco
would still not have the capability for a
switched network.

Indeed, Irwin Dorros of Bell Communi-
cations Research stood up to clarify Smith’s
comments. Dorros admitted that $1,500 is
the estimated cost for using fiber for POTS.
““] think what Ray [Smith] was referring to
is that once that choice is there and once
there is a motivation for putting it in for
other purposes, then camrying TV ser-
vice...would be a decade away, but never-
theless, it’s upgradable for the future.”

As one observer later said, Dorros “‘real-
ly blew him [Smith] away,” showing the
telco argument on fiber is *‘a lot of smoke
and mirrors.”’ 0
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Malone envisions synergies

— —_— —

in cable-broadcasting future

TCI president sees broadcasters of
future as multichannel programers,
with distribution left to cable; says
telcos have no place in cable

John Malone’s vision for the future of
broadcasting was made known to a stand-
ing-room-only audience at the NAB con-
vention last week. Essentially, it was as a
supplier of programing to cable—the medi-
um which, as head of its largest MSQ, he
so eifectively dominates.

As the Tele-Commumncations Inc. chief
sees it:

“‘Broadcasters will begin to realize that
what they are, in effect, is programers.
They’ve been a one-channel programer. In
the future they will be multichannel pro-
gramers. They will look at cable as some-
thing to broaden their distribution.™

That’s already begun at the network lev-
el, he said, noting there are eight cable
networks being marketed by two of the big
three. **One tried,"’ he said, referring to
CBS Cuble, which was discontinued after
the expenditure of $40 million. “*We hope
they'll revisit.”’

Malone noted the 1rony that the networks
“push us to expand our channel capacity
for cable networks and then complain of the
fractionalization’’ of the TV marketplace.

TCI is prepared to accelerate the rush of
broadcasting into the programer category.
Within 90 days, Malone said, one or more
of its regional sports channels will solicit
proposals from broadcast stations to pro-
vide regional news and other non-sports
programing. Eventually, he said, “*we’ll
see a lot of joint ventures between broad-
casting and cable.”

Asked if local or regional cable news
otterings would hurt national news services
like CNN, Malone said, “*It’s one more hog
at the trough.”” But. he said, the impact
would be insignificant because the local and
regional services would not compete for
national advertising dollars.

Malone said he sces the regional services
offering a mix of sports and broadcaster-
produced programing as a substitute for re-
gional distant signals that TCI systems may
drop because of the FCC's new syndicated
exclusivity rules. Dropping the signals is an
alternative to deleting and replacing pro-
grams on the distant signals to comply with
the rules.

Malone had begun his remarks with a
recollection of his first appearance before
an NAB convention, when he was asked
“‘How come all cable guys [that the ques-
tioner knew) are bastards?”’ He responded
by saying bastard spoke more of the parents
than the progeny, and noted another speak-
er had said cable sprang from the loins of
broadcasting. That fearless approach
seemed to win the crowd over, if not to
intimidate it. At the end, when questions
were solicited, not one came from the dele-
gates at large (a reporter, who wasn't sup-
posed to, got one in). Indeed, the failure of

the audience to ask questions became as
remarked upon as his speech itself.
**The cable industry is doing very well,”
he said. **We seem to have found the right
formula with our subscribers. We find

niches and then fill them, to pursue another
level of penetration.”” He said cable had

Malone
just experienced its best first quarter in
growth, and predicted it would achieve pen-
ctration of 70% by the mid-1990’s.

The most important thing on the immedi-
ate agenda between broadcasters and cable
is must carry, Malone said, saying he
strongly supported legislation to write that
policy into law. As for channel positioning,
he thought the on-channel approach the
most appropriate. ““We really need to put
this to bed between our industries 1o guar-
antee distribution into the future.”

Addressing syndicated exclusivity, Ma-
lone said he would not contest the new FCC
rules but would try to make them work. At
the moment, it’s essentially a tug of war
between broadcasters. ‘‘The earlier the
broadcast establishment can tell us what
their pleasure is the more we can keep it a

private issue,’” he said, suggesting that fail-
ure to agree would send cable to the court
of public opinion—that is, inciting its con-
stituents to protest the loss of broadcast
signals. His basic opinion about syndex was
that “‘they loaded a cannon and shot at
[Ted] Turner but they didn’t hit Turner."’
Instead, he said, the impact will fall primar-
ily on regional signals.

Cable, he said, is anxious to know “‘to
what degree their signals are going to look
like Swiss cheese.’” The sooner it knows,
*‘the more smoothly we can make the tran-
sition.”’

The TCI chicf made clear his reserva-
tions about telephone company entry into
the television universe. To begin with, he
said, the architecture of their networks
doesn’t fit together (point-to-point versus
distribution). Morcover, while he asserted
anyone should be allowed to compete in the
field, he would exclude those **who bring
an unfair advantage’ that would lead to
cross-subsidization. Malone recounted the
days early in his cable career (at Jerrold)
when telephone companies, then the num-
ber-one cable operators, always paid full
price for equipment for which smaller cable
operators would seek 30%-40% discounts.
That was because the telcos were rate-regu-
lated based on asset investment, in Ma-
lone’s opinion ‘‘a very bad motive.”

Furthermore, he said, the FCC is “‘pa-
thetically understaffed”™ to audit the work-
ings of the telcos, for which ““they would
nced an organization about the size of
NATO."" Drawing on his early employment
in the telephone industry, he recalled send-
ing the FCC **four boxcar loads of micro-
film’’ and, when asked for summaries, de-
nying there were any.

Malone said, however, that if the telcos
are allowed into cable, then cable should be
allowed into the telephone business, pri-
marily for business customers and to access
long-distance carriers. **If they can bomb
us, we should be able to bomb them,”” he
said. g

New York and Cleveland.

WILA-TV may launch cable news service

Allbritton Communications’ wiLa-Tv Washington will apparently need little prompt-
ing to accept Tele-Communications Inc.’s President John Malone's invitation to
produce programing for cable (see story above). The ABC affiliate is already
developing a 24-hour-a-day cable news service for distribution over cable sys-
tems in the Washington market, according to Malone.

Malone disclosed the station's plans during an impromptu press conference
following his NAB speech. The disciosure was apparently premature, judging by
the station's and Allbritton’s “no comment” public stance.

TCl is financing and contracts for the programing of District Cablevision Inc.,
the partially built cable system serving Washington. Malone said he would
consider carrying a wJLA-Tv-produced news service on the system.

The disclosure by Malone follows by several months news that certain NBC
0&0's and affiliates had discussed launching 24-hour local news operations on
cable in their areas. Discussions have occurred in Washington, Los Angeles,

NBC Cable President Tom Rogers said the company continues to look at local
cable news “very closely.” He said "a number of affiliates have approached us.”
Before proceeding, he said, it's important "o make sure we have people in
place.” It's very costly because "each service needs a separate facility and
separate staff,” he said. The cost can run into the 10's of millions of dollars, he
said. "It needs a fair amount of planning.” |
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ngh definition’s high visibility in Las Vegas

NAB convention features latest
advances in advanced TV; agreement
expected between Sarnoff, Faroudja

They were all in one place last week: the
producers of high-definition television pro-
grams, the manufacturers who make HDTV
cameras, videotape recorders and other
HDTYV production equipment, the propo-
nents of various technologies to send
HDTYV over the air and the broadcasters
who hope to be able to transmit new, high-
quality television to their viewers. They
were all in Las Vegas for the NAB conven-
tion. Although it will take years for HDTV
to begin traveling the airwaves, many who
passed the several equipment demonstra-
tions left with a renewed confidence that
the new technology is coming.

During a2 management session on HDTV,
Preston Padden, president of the Associa-
tion of Independent Television Stations,
said that there is ‘‘misinformation that is
floating around...that broadcasters are
dragging their feet and opposing the devel-
opment of high-definition television.”
Richard Wiley, chairman of the FCC’s ad-
visory committee on advanced television
service (ATS), agreed. “‘I think that’s a
bum rap. If there has been any delay at all,
it’s been in the readiness of proponents to
be tested,” he said.

Broadcasters are not dragging their fect,
according to Thomas L. Goodgame, presi-
dent of the Group W television group, New
York. But because they were a bit late in
approaching the HDTYV issue, they are taking
their time in choosing both transmission and
production standards to determine which will
be in their best interests. The question is:
*“What is good enough?”’ Goodgame said.
“We don’t necessarily want the absolute best
in the sense of cost relationship, but you
certainly want a system that will deliver a
satisfactory-quality picture."”

At another panel session, the three top
engineering executives from the three com-
mercial networks and Michael Rau, NAB
vice president, science and technology,
were asked when they expected terrestrial
HDTYV transmissions to begin in the U.S.
Rau’s answer was 1994.

Julius Barmathan, senior corporate vice
president in charge of technology and stra-
tegic planning, Capital Cities/ABC, said
that transmissions would begin in two to
three years. The standard will be a one-
channel, NTSC-receiver-compatible sys-
tem, such as SuperNTSC or ACTV, The
cost of conversion for broadcasters will be
minimal. At the same time, broadcasters
must be assured of gaining additional spec-
trum for the future. **We can’t design in a
vacuum. Tests are being done right now to
see if we can transmit over two channels....
Once it has been determined that this can be
done, those channels must be granted to us
before we can proceed any further.”

A very similar scenario was predicted by
Michael Sherlock, president, operations
and technical services, NBC. The NBC-
sponsored ACTV-I or something like it will

be broadcast in 1993 or 1994, At first, the
cost to the broadcaster will be slight, but
“‘there is no question that if you’re trying to
improve in the long run, in a dramatic way,
then ultimately you’re going to have to pay
for that in terms of spectrum.”

In the beginning, it will be expensive for
TV facilities to convert, according to Jo-
seph Flaherty, vice president, CBS engi-
neering and development. The evolution is
progressing much the way color TV was
introduced, he said. At first, the richer,
larger-market stations will equip for
HDTYV, with all stations converting years
later. Eventually, HDTV gear will be so
pervasive that it will be cheaper to stock a
facility with HDTV equipment than NTSC.
Flaherty did not predict when HDTV trans-
missions will start, but said: ‘I think you
have to be on the air before the tum of this
century, or you're going to be a second-
class service. The altemate media will, in
fact, be on the air.”

At the convention center, NAB’s Ad-

HDTV monitor on NAB exhibit floor

vanced Television Exhibit covered 22,000
square feet. Eleven proposed systems were
demonstrated, with five of those proponents
demonstrating hardware. That compares to
the 1988 demonstration, which covered half
as much space and included only five pro-
ponents, one with hardware.

The largest exhibitor this year was
NBC/Samoff, with the ACTV systems.
Among the highlights of its presentation
was a tape of the first broadcast of the one-
channel, receiver-compatible ACTV-I,
which took place on April 20 (“‘In Brief,”
April 24), At the same time, it announced
that the 6 mhz augmentation channel that is
planned for gradual implementation after
ACTV-I will be all-digitized. “*If we have
an all-digital channel, we can use clever
techniques in a signal that is less prone to
interfere, a la Zenith, then we wouldn’t
have to wait for the existing population of
receivers to die out,”” said James Carnes,
vice president, consumer electronics and
information sciences at the Samoff Center.

However, NBC said that the hardware
for ACTV-I will not be ready for testing by
the Advanced Television Test Center
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(ATTC) for another full year, a delay of
about four months from its previously an-
nounced goal. ‘‘Getting this hardware
working and working well has been harder
than we thought,”” Carnes said. *‘That’s not
an ACTV system issue. That's a solder
joint, bits running here, bits running there
issue...We had expected to be working on
the [ATTC] hardware earlier.”

Faroudja Labs’ SuperNTSC system was
demonstrated in over-the-air transmissions
for the first time during the NAB conven-
tion. KBLR(TV) (ch. 39) Paradise, Nev.,
suspended its normal programing for the
four days of the convention to send the
pictures over its transmitter from Television
Technology Corp. (TTC), with a Su-
perNTSC encoder installed. The signal was
displayed on line-doubling sets at the Far-
oudja booth in the exhibit hall, the TTC
booth and TTC’s hospitality suite, but not
in the ATV exhibition room.

Although the Faroudja proposal has
called for 4:3 images in the past, the aspect
ratio on the pictures during the demonstra-
tion was adjusted to 5:3. ‘“We're saying
that it’s not our problem,”’ said Tom Lyon,
Faroudja vice president of engineering. The
company will adjust its aspect ratio to fit
the industry’s desires. It is a decision for
the broadcasters, program producers and
TV manufacturers, he said. A new aspect to
the SuperNTSC signal was that it was sent
with two-channel digital stereo sound using
an audio encoding system developed by
Dolby Labs, San Francisco. According to
Dolby, the circuitry to receive the digital
audio system could be built into consumer
sets for an additional $10.

Tele-Communications Inc., the largest
U.S. multiple cable systems operator, has
been an advocate of the Faroudja system,
TCI President John Malone said that the
company plans (o lmplement SuperNTSC
in one of the company’s cable systems,
hopefully in cooperation with a broadcast
station. Plans are for the system to be im-
plemented within the next year.

Scientific-Atlanta, proporents of the HDB-
MAC system for satellite distribution only,
announced that the first *‘commercially avail--
able’” transmissions of HDTV will be avail-
able in HDB-MAC in October of this year.
At the same time, it announced that its first
customer will be Telesat Canada, an Ottawa-
based satellite broadcast services company.
HDB-MAC is an advanced version of Scien-
tific-Atlanta’s B-MAC system, which is used
today for teleconferencing and private indus-
trial networks. Telesat Canada will use the
high-definition system for the same purpose.
‘‘We really feel that there are going to be a
number of corporate types of applications
where even further definition [than B-MAC]
will be needed,”” said William E. Johnson,
chief executive officer, Scientific-Atlanta.
““One of the other applications for B-MAC in
its current version is with the Mayo Clinic,
which uses it for remote diagnostics. Clearly,
high definition in those types of apphcauons
adds whole new possibilities for them.”
HDB-MAC delivers 16:9 pictures with hori-



1 TOP OF THE WEEK [

zontal resolution of 950 lines and vertical
resolution of 480 lines.

The Japan Broadcasting Corp. (NHK) de-
veloped the oldest and most advanced HDTV
transmission system, MUSE-E. But because
that system is not compatible with NTSC sets
without a converter attachment to a consumer
set, NHK developed a series of compatible
MUSE systems. The MUSE-6 (one-channel,
compatible), MUSE-9 {one-and-a-half-chan-
nel, compatible) and Narrow-MUSE (two-
channel, simulcast) systems were shown at
NAB ’88 in computer simulations. In less
than a year, NHK was able to develop them
to the hardware stage. This year’s exhibit
marked the first time that hardware has been
shown in the U.S. According to Yozo Ono,
manager and chief engineer of NHK’s Gener-
al Bureau for America, the hardware for the
three systems is constantly being refined, and
even better pictures than were shown at NAB
will be possible when the hardware is sent to
ATTC for testing around the start of 1990.

Also in the hardware stage now is North
American Philips’s HDS-NA (high definition
for North America) system. The 6 mhz + 3
mhz augmentation terrestrial design is pro-
posed with a satellite feeder signal that would
allow for all media—broadcast, cable and
DBS—to evolve to HDTV at the same pace.
Philips’s goal is to have the 27-board encoder
shown at the convention reduced to three
boards by the end of the year, when the
system will approach readiness for ATTC
testing.

Zenith’s  Spectrum-Compatible HDTV
system was demonstrated for the first time
at an NAB convention. Computer simula-
tions of the simulcast system were shown.
Zenith plans to have hardware developed by
the end of the year. The featured aspect of
the SC-HDTYV system is that the incompati-
ble HDTV channel is digitized and the
power needed to send the signal is reduced
by 99%, according to Zenith. This would,
in theory, allow “*“UHF taboo’’ spectrum to
be allocated without fear of intolerable ad-
jacent-channel interference.

The New York Institute of Technology’s
(NYIT) VISTA two-channel, augmentation
system was also demonstrated at NAB in
hardware. But William Glenn, developer of
the system, was not at NAB because he was
committed to speak at a different HDTV
conference in Italy. A week earlier, Glenn
resigned his post at NYIT, Dania, Fla., to set
UJ: a new research lab at Florida Atlantic

niversity, Boca Raton. The VISTA system
will continue to be demonstrated by NYIT.

Conspicuously absent from the Advanced
Television Exhibit was the Del Rey Group
and its proposed HD-NTSC system. Del Rey
founder Richard Iredale said that the
$400,000 contributed toward development of
the system last year by Cox Enterprises, Tri-
bune Broadcasting and Group W Broadcast-
ing was not enough to develop a computer
simulation for Las Vegas. The three organi-
zations have indicated that they will not con-
tribute more funds, Iredale said. O

Next week: Report on latest advance-
ments In HDTV production equipment
will be part of complete roundup of
broadcast equipment at NAB.

No ‘Passion’ or ‘Scandals’ for ABC

Iger cancels specials, says similar
shows will be evaluated case by case

So-called “‘reality television’ was in the
spotiight once again last week with word
that ABC Entertainment was reexamining
the appropriateness of scheduling the genre
on the network in prime time. In the space
of a week, the network pulled two reality
specials, Crimes of Passion II, scheduled
for Saturday, April 29, and Scandals I1,
which was to have run last Saturday eve-
ning (May 6). Future programs of a similar
nature will be evaluated on a *‘case-by-case
basis,’” said Robert Iger, president of ABC
Entertainment.

The move was being interpreted differ-
ently by media watchers. Some suggested
that Iger, newly installed in his post, was
simply sending a message to the industry
about the kind of programing environment
he would establish for the network.

However, others suggested ABC’s state-
ment was further evidence that a broader re-
evaluation, and perhaps rejection, of such
programing by advertisers and viewers is

gaining momentum.

ABC acknowledged it was not able to
sell any advertising time for Crimes of Pas-
sion II. The ratings for programs without
paid advertising are not published in Niel-
sen’s regular local or national ratings re-
ports, though they can be specially ordered.

The network made the decision to pull
the show, from Arbus & Horvath & Ross
Inc., in association with ITC Entertain-
ment, a network spokeswoman confirmed,
on Friday, April 28, *‘in the best interests
of the network and its affiliates.”” The pro-
gram featured stories about jealousy mur-
ders and other crimes.

The network confirmed last week the
programs would never air on the ABC Tele-
vision Network. Whether the rights would
revert back to the producers for possible
distribution to some other outlet, such as
syndication or cable, was not clear.

Other reality programs scheduled to air
on ABC that will be reevaluated include
Unclaimed Fortunes, scheduled for this
Thursday {May 11), and Under Fire: The
Real Story, scheduled for May 21. a

Viacom making comedy channel pitch

It's the latest entry in what
appears to be the latest
cable programing competition

The race to produce a comedy channel for
cable television is on, as Viacom has con-
tacted operators with plans for its own com-
edy service. ‘‘We’re going to do one”’ is
the word from Viacom, said one cable ex-
ecutive, ‘‘so don’t sign any deals now.”’
The call for caution is because HBO, Via-
com’s chief competition, has already made
the rounds of cable operators and will be
showcasing its comedy channel plans at the
National Cable Television Association con-
vention in two weeks.

Ironically, HBO has stolen some of Via-
com’s thunder. As long as a year ago, Via-
com pondered launching a comedy channel,
or converting VH-1 to a pant-time or full-
time comedy channel. Many cable opera-
tors have favored the latter, and some say
there is still internal debate within Viacom
on which direction to go.

But according to Cablevision Industries,
Viacom wants to program a comedy chan-
nel separate from VH-1. (Viacom execu-
tives declined comment.) Mike Egan, CI
vice president, programing and marketing,
said Viacom pitched Cablevision several
weeks ago, discussing a stand-alone come-
dy channel with comedic elements pulled
from series, specials and movies. Typical-
ly, two-to-three-minute clips from movies
can be shown without incurring copyright
liability. The service would be basic, and of
low cost to the operators, according to ca-
ble operators. Don Mathison, Media Gener-
al vice president, programing and market-
ing, said he’s also been contacted by
Viacom, which has urged a wait-and-see
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attitude on comedy channels.

““There’s room for one,’” said Egan, but
probably ‘‘not room for two.”” And HBO
and Viacom’s proposals are not the only
ones floating around. Cox Cable has been
linked with comedy channel discussions,
purportedly with Columbia Pictures. And
there apparently are more. A Tele-Commu-
nications Inc. executive said TCI has five
comedy channel proposals before it.

Viacom, through its pay services, Show-
time and The Movie Channel, has a bevy of
comedy movies available. Showtime also
has a library of comedy specials, series
(such as It's Garry Shandling’s Show) and
its programing from comedy nightclubs
across the country. Comedy series also ap-
pear on MTV and VH-1, and Nick at Nite’s
prime time lineup is filled with black and
white sitcoms geared to baby boomers.

One MSO programing executive ex-
pressed reservations about a vertically pro-
gramed comedy channel. He felt comedy
did not lend itself to a “‘grazing format™ of
very short comedy bites, unlike a weather
or news channel.

“‘Conceptually, it's a good idea,”’ said
Egan, *‘but it’s not a sure bet.”” Unlike
other vertically integrated services, comics
can vary greatly, said Egan, making sched-
uling a more difficult task. Henny Young-
man and Eddie Murphy, for instance, ap-
peal to two separate audiences, he said. The
answer may be to group comedy elements
by daypart.

In addition to programing, distribution
will be key in any new service getting off
the ground. With the Time-Warner merger,
HBO will have 5.5 million subscribers in
co-owned companies, and its presentation
has impressed other cable operators.
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Wright says future of television is pay

NBC president says television
in new media mix “can’t make
it’ on advertising support alone

While broadcasters meeting in Las Vegas
were being asked to hold the line for free
over-the-air TV last week, NBC President
Robert Wright was all but conceding that
territory in a speech to business editors and
reporters attending a conference of the So-
ciety of American Business Editors and
Writers in New York. The country, Wright
said “*has switched over to pay television.”’
It happened ‘‘a couple years ago,’’ he told
the group, calling it a ‘‘private cros-
sinﬁ...no celebration.”

Ithough Wright said of the switch, **It’s
not bad or good, just different,’” the addi-
tional revenue stream from pay television
was a difference he appeared to welcome.
So much so, in fact, that he redefined the
medium’s halcyon days to accommodate it.
‘‘Many people who have been in television
for years,”” Wright said early in his speech,
“*[are] so sad to see the Goiden Age disap-
pear....And 1 guess 1 couldn’t disagree
more.”” After pointing to the explosion of
television distribution vehicles, including
23 major nationally distributed or world
distributed cable networks’ and ‘‘40,000
home video stores,’”” Wright said: ‘‘We're
going to go from a period in the late seven-
ties where there was an insignificant
amount of total dollars contributing to or
driven by television, to the so-called Gold-
en Age of television in terms of actual cash
paid by consumers.”

Wright projected that in a few years the
U.S. television household base will be 100
million, with an average 1.7 television sets
per home, and that cable penetration will
reach 70%. ‘‘At that point, television will
cost one dollar per set per day,’”" Wright

Wright
predicted, and will generate some $43 bil-
lion in annual revenues.

That money, said Wright, will **give us
the opportunity to pay more for program-
ing,”” and ‘“‘would also mean that you

would have a lot of viable services that are
adequately financed to do a lot more than
they do today. That’s one of the reasons
we're in the pay television programing
business.”” (NBC has moved heavily inio
cable. It launched CNBC, the cable busi-
ness news service, three weeks ago, is part
owner of Arts & Entertainment and,
through its association with Cablevision
Systems, owns partial interest in seven re-
gional sports channels, Bravo, AMC and
Long Island News 12. It will also partner
with Cablevision in offering pay-per-view
1992 Olympics coverage on cable.)

In the future, said Wright, all services,
“‘with the exception of the few of us that
have lived this far on advertising support,”’
will be pay services, or have multiple
sources of revenue. *“You just can’t make
it"”’ with advertising support alone in the
new media economy, he said. Consumers
will pay, and the media will be well fi-
nanced, said Wright, with perhaps half the
resulting profits reinvested to strengthen
programing lineups and keep systems up to
date technologically.

Wright said he wasn’t sure what the so-
cial impact of the shift to pay television will
be. “‘It could be grand,”” he said.

Myron Kandel, financial editor, CNN,
and a former president of the Society of
American Business Editors and Writers,
said he thought Wright gave a ‘‘pretty
frank’’ assessment of where the television
medium is headed. ‘‘Look at the figures,”’
said Kandel. ‘“He was talking about the
realities.”” Implicit but unstated in Wright’s
remarks, Kandel suggested, was the con-
tinuing erosion of over-the-air network
shares. ‘‘As a network executive he empha-
sized the positive and avoided the negative.
And the positive is the continuing growth of
cable. You don’t get cable for nothing.”

Cable, overseas program markets targeted by ABC

New unit will produce entertainment
fare for domestic, foreign buyers

Capcities/ ABC will form a new in-house
venture to supply programing to the U.S.
cable and international TV markets.
Details of the plan were still being
worked out late last week, but the unit,
based on the East Coast under the ABC
Video Enterprises division, would supply a
range of entertainment programs not only to
cable networks Arts & Entertainment and
Lifetime, in which ABC has interests, but
to other cable ptogramers as well.
Notice of the venture, similar in concept
but separate from a new network production
unit headed by ex-ABC Entertainment Pres-
ident Brandon Stoddard, was given by
Chairman Tom Murphy at the company’s
annual shareholders meeting in Durham,
N.C., last Tuesday. A formal announce-
ment may come as early as this week.
At the shareholders meeting, Murphy
said both this new programing venture and

Stoddard’s are designed to expand in-house
production capability for the network as it
approaches the lifting of consent decree
production limits in 1990.

ABC’s latest move positions it to take
advantage of both the increasing desire by
most U.S. cable networks for original pro-
graming and an overseas demand for U.S.
program fare spurred by deregulation and
competition from new media.

The new unit, according to one company
source, is the brainchild of Murphy and
Jack Healy, president of ABC Distribution
Co., the company’s sales arm reporting to
Video Enterprises. Healy or an executive
under him is expected to head the venture.

In another recent, but separate, effort,
ABC has put down stakes in the European
production field, beginning earlier this year
by buying into Munich-based producer-dis-
tributor Tele-Munchen and expanding in
the next six months with three more deals
on the continent, including one with a pro-
ducer in Spain and another in either Italy or
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France (‘*Closed Circuit,”” April 24).
ABC Video Enterprises President Herb
Granath recently told BROADCASTING that a
key purpose of these European equity posi-
tions is to increase co-production of pro-
grams in Europe for U.S. cable networks.
ABC has already produced extensively
for both A&E and Lifetime, both of which
are run in a joint venture with Hearst Corp.
and others. Most recently ABC has pro-
duced for Lifetime Days and Nights of Mol-
ly Dodd, following its short run on the net-
work, while its production for A&E
includes the 13-part The Eagle and the
Bear, a documentary series produced with
former ABC newsman Av Westin.
According to Hearst Corp.’s Raymond
Joslin, head of the company’s new Enter-
tainment and Syndication Group under
which the cable interests are run, some new
projects are under study with ABC, but he
was aware of no specific developments for
A&E and Lifetime as a result of the new
ABC unit. O



You'd better sit down.



We've just introduced an ADO
system that any—yes, any—facility

can afford.

Skeptical?

All ADO 100 systems
(even the 2D version!)
give you full rotation on
all 8 axes for unre-
stricted flips, tumbles
and Z axis spins.

We thought you might be. After all, who'd
expect Ampex digital optics—award
winning, exciting, high-quality digital
optics—to be priced so any facility could
afford it?
The new ADO 100° special effects
system is al] of these things, and more.
We'd like to show you how
we did it, and how this
new ADO system
will add

excitement to your .
productions, and a sparkle '
to your clients’ eyes.

First, to make scenes with perspective
and rotation realistic, and your transi-
tions smooth and glitch-free, we used
true CCIR-601 (4:2:2) internal picture



processing and digital
comb filtering. (The ADO
100 system gives you full
rotation on all three axes
for unrestricted flips, CAMERAVIDED OUT
tumbles, and Z-axis spins,
even with the 2D version!)
We also incorporated
our proprietary separable
architecture for a pic- CAMERAKEY OUT
ture that's super-clean,
even in the fine detail
areas. In fact, the pic-
ture is so transparent
that the ADO 100 system

Whether you're adding some
“fixes,” or are searching for a
new look, the ADO 100 system
will give you an output equal
to the picture quality of your
input. This means that your
creativity, and your imagin-
ation, is not compromised by
your tools.

There’s the Digi-Matte™
key channel. (You didn't think
we'd leave it out, did you?)
Every ADO 100 system gives
you this essential key channel
as standard equipment.

18 perfect for “t()uching Up” A Digi-Matte key channel is sian-
Hiani : dard equipment on every ADO An easy-to-use joystick gives you complete
eliminate costly waylocreate Jlying”logos, char- jers. For example, for rotation and location,

acters, and objects without the the image moves in. the same divection as
re-shoots.  cost of additiona! channels, or the the joystick, and values sel by the

bother and expense of matle veels.  jousick are continually
updaled as the
Joystick moves.

The ADO 100 system’s keyboard
includes @ comprehensive graphic
display, with menus that are intuitively

sensible. Running effects is as simple as a single
keystroke, so even operators with limited training
can easily execute a complex series of effects.



24-effect on-line storage and
unlimited off-line storage
o ke saving your work fast,
simple and reliable. And, you
can do library management
and directory funclions
28 off-tine on a PC to
save studio time!

Now you can fly
irregularly-shaped
logos, characters, and ob-
jects. And it saves you the expense and
bother of matte reels!

And then we made it easy for you. For
example, saving your work is fast, simple
and reliable with
MS-DOS compat-
ible disks. 24-
effect on-line stor-
age and unlimited
off-line storage
means you can
break for coffee,
or for a trip
'round the world,
and the look
you developed
will be there
when you get
back. What's
more, you save
your effects by
name, not just
numbers, so you'll know at a glance which
effect is which!

Exceplionally smooth motion
and glitch-free transitions, plus
true variable perspective, give
You convincing movement and
dimension.

A mosaic wipe inside an over-the-
shoulder image provides an imag-
inative transition. Borders can be
any size and color, and mosaics,
like virtually all effect variables,
can be turned on and off at any
point in an effect.

©19k9 Ampex Corporation

Integration with other equipment
makes things even easier, plus gives you
more video power. When you buy the
Digi-Loop™ package, the ADO 100 and
the Ampex Vista switcher are both oper-
ated from a single console. Digi-Loop
offers entirely new classes of effects, like
The unique Digi-Loop package
not only gives you an entirely
new class of effects, but it also
allows the ADO 100 and the
Ampex Visla switcher to be
operaled from a single console

with common memory func-
tions, display and keyboard.

wiping and keying inside the ADO image,
eye-catching wipe/pull page turns, and
much more.
Seeing is believing? You are skeptical!
But then, we thought you might be. So
" we put together a free
& VHS tape that shows you

A unique, self-paced lraining package

allows you to be trained at

a time that's most
convenient. It's
complete with
video and audio

lapes, and a work-

book to guide you

along, at your own

pace and in your
own facility.

the exciting effects we've been telling you
about. Call 1-800-20AMPEX to receive it.
Or better yet, call and ask for a demo!

Then you'll see for certain that it really
is an ADO product, and you really can
afford it!

AMVIPEX



Broadcasters get hopeful news from Hill

Congress will not retaliate for
radio opposition to pay raise,
say panelists; little chance given
for campaign reform legislation

The good news at a panel of four members
of Congress was that there is no chance that
Congress in the current session will pass
campaign reform legislation that could hurt
broadcasters financially. There was really
no bad news. An additional dollop of good
news was that Congress, while still seeth-
ing, apparently, over the role radio disk
Jockeys played in mobilizing opposition to
the proposed congressional pay raise, will
not pass legislation to punish the indusiry.
Or so they said.

The panel, at the NAB convention in Las
Vegas, featured Democrats Al Swift (D-
Wash.) and Henry Waxman (D-Calif.) and
Republicans Michael Oxley (R-Ohio) and
Dan Schaefer (R-Colo.). All are members
of the House Energy and Commerce Com-

mittee and all but Waxman are members of
the subcommitiee on telecommunications.

And while there was disagreement
among the four on a number of matters,
there was none regarding the chance of
passage in the present Congress of cam-
paign reform legislation designed to reduce
the high cost of political campaigning by
reducing the cost of campaigning on radio
and television. Bills have been introduced
to provide candidates with further dis-
counts, even to assure them free time. The
congressmen agreed the chance of passage
of such legislation is, as Oxley put 1t, *‘rel-
atively slim.”

Swift, the author of one of the bills—it
would give those members who accept caps
on spending in primary and general election
campaigns a 30% discount in their purchase
of broadcast time—-said in fact that chances
for reform were eroding, not improving. He
said that since the 1988 eiection, ‘“the two
parties have moved farther apart on the
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issue.”” Furthermore, he said, ‘‘when you
have divided government”’—the Presidency
controlled by one party, the Congress by
the other—*‘any realistic person would
have to be pessimistic.”

However, Oxley said legislation to curb
political action committees may be possi-
ble. And Swilt did not rule out a limited
campaign reform bill, onc focused on rela-
tively noncontroversial issues. But an indi-
cation of the difficulty of developing a con-
sensus on the issue was provided by
Waxman. “‘I’'m uncomfortable with the re-
quest that you [broadcasters] charge lower
rates [for time sold to political candidates].
You’'re in business. We don’t ask newspa-
pers or consultants or brochure publishers
to take a discount.”” So there is no consen-
sus, even among Democrats.

How can broadcasters head off legisia-
tion aimed at their bottom line? Swift sug-
gested ‘‘a positive strategy,”” one designed
to show ‘‘the industry has gone beyond the




call of duty; show that you have done what
is needed.”” He talked of the need for in-
depth coverage of candidates that goes be-
yond “‘15-second sound bites’’ and focuses
on what the candidate is saying, rather than
on the internal workings of a candidate’s
campaign. Waxman said broadcasters could
help their cause by providing candidates
time for expressing their views—*‘and not
just in paid commercial time.”

The question of talk radio’s opposition to
the congressional pay raise was put to the
panel by moderator Cullie Tarleton, senior
vice president-general manager, WBTV(TV)
Charlotte, N.C. Was Congress upset? Swift
said he was ‘‘amused at how self-righteous
those guys are’’ in claiming credit for the
defeat of the pay raise. ‘‘All that those guys
and Ralph Nader had to do was run to get in
front of the parade that was already march-
ing down the street.”’ He noted that con-
gressional pay raises have been easy targets
since the founding of the republic. ‘*Yeah,
we were damned angered™ about the col-
lapse of the pay raise proposal, Swift said.
*‘But Congress is not going to pass legisla-
tion of a punitive nature.”

Oxley agreed. But he sees consequences
for those, like himself, who oppose the
effort now under way in Congress to codify
the fairness doctrine. He sees the episode as
providing new ammunition for those who
favor the doctrine. In the ‘‘barrage of
calls,”” he said, ‘‘there was no discernible
effort to present the other side.”

A member of the audience, Joe Jerkins,
Koco-Tv Oklahoma City, helped raise the
level of emotion at the session with a few
remarks. First, he said the station does not
sell time to independent groups that want to
attack or support a candidate. Then he said
he would “‘feel better’’ about the lowest-
unit rate requirement if candidates were
obliged to deliver the entire message in the
commercial—instead of permitting most of
the time to be occupied by others—to quali-
fy for the rate.

He immediately got into trouble with
three panelists. Oxley said denying time to
independent groups constitutes ‘‘prior re-
straint.”” He also said it is ‘‘wrong for you
to decide what is fair and what is not,”” and
added, ‘“Your attorney should be careful in
advising you on this.”

He, along with Waxman and Schaefer,
also vigorously disputed Jerkins’s sugges-
tion that candidates be required to fill all the
time on a commercial to qualify for the
broadcaster’s lowest-unit rate. ‘‘The pur-
pose of the campaign is 1o allow the candi-
date to present ideas and proposals in the
best way possible,”’ said Waxman. And
Schaefer said, *‘There are different kinds of

L-r; Tarleton, Oxlay, Schaefer, waxman, Swift

commercials. Some require skills and per-
sonality, so you're taking away a lot of the
uniqueness of the campaign.” Oxley said
simply, ‘‘I agree with Henry. I don’t often
do that.”

Only Swift supported Jerkins. He saw the
idea regarding the lowest-unit rate as a means
for dealing with the problem of negative ad-
vertising: Candidates presumably would not
want to mouth the nasty things about oppo-
nents now left to surrogates. He saw it *‘as an
idea whose time has come.”’ He also conced-
ed that, as a former broadcaster who handles
the microphone easily, he might have an

advantage over his opponents. And as for

Jerkins’s policy on independent expenditures,

Swift said voters who do not like the negative

advertising independent groups often run can-

not hold the groups responsible. ‘‘What
ou’ve done is reasonable, not irresponsi-
le,”” said Swift.

Another proposal to be picked apart was
contained in the bill introduced by Senator
Claiborne Pell (D-R.1.) that would require
broadcasters to make free time available for
candidate debates. *'I don’t want broadcast-
ers to be told to give time for debates,’” said
Schaefer. *‘In the last campaign, broadcast-
ers gave us plenty of time, more than I
could fill.”” Oxley was equally vehement in
his opposition. But he also disclosed the
self-interest involved in his position:
“Right now, the strategy of incumbents is:
‘We don’t need it. We'll win. There is no
need to give the opponent free time.” ™’

Finally, Swift suggested efforts “‘to estab-
lish a perfect system’ are ultimately futile.
““There is no perfect system,”’ he said. But
Congress has not been helpless in the matter.
““The most important law we passed,” said
Swift, *‘is the public disclosure law. We have
to say that’s the primary law."’ (]

Fairness doctrine law still ‘quid’
to broadcasters’ ‘pro quo’

Broadcasters given advice on
getting on good side of Hill;
price of renewal reform
remains ‘fairness’ reprise

Congressional staffers on a panel that pre-
ceded the NAB convention in Las Vegas
last week offered some advice on how the
new FCC chairman—at the time not yet
identified—could improve the commis-
sion’s frequently strained relations with
Congress. But some of the answers during
the panel—part of a day-long workshop
jointly sponsored by the American Bar As-
sociation and NAB—made it clear that the
passage of legislation broadcasters want
hinges on whether the fairness doctrine is
written into law. If it is not, a bill benefit-
ting radio only could be one of the casual-
ties.

But a presidential veto of the fairness
doctrine bill now moving through Con-
gress—and President Bush has indicated a
veto is likely—apparently would not cause
Senator Ernest F. Hollings (D-S.C.), chair-
man of the Senate Commerce Committee,
to defer indefinitely hearings on the Presi-
dent’s FCC nominees, as he did in the last
Congress. “‘I believe Hollings will hold
hearings, even if Bush vetoes the faimess
doctrine bill,”* said Antoinette Cook, Dem-
ocratic counsel to the committee. *“We are
planning to hold hearings on the nominees
when they come up [to the Senate].”

The advice on mending fences was pro-
vided by Larry Sidman, staff director and
chief counsel of the House Telecommunica-
tions Subcommittee, and was based on
what he said were the errors of chairmen
named by President Reagan—Dennis Pat-
rick and his predecessor, Mark Fowler. Sid-
man offered these ‘‘important precepts’”:
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Show respect for ‘‘process’’ and pay
*‘respectful attention to members of Con-
gress, particularly those on committees au-
thorizing appropriations for the commis-
sion.’”” In other words: Keep the members
informed. As for policy, the subcommit-
tee’s chairman, Edward Markey, favors
‘“‘an integrated approach to issues.” Sid-
man said some of the commission’s deregu-
latory actions were taken without regard to
their impact on the overall telecommunica-
tions structure. And, finally, *‘‘reach out to
Congress to work with it on important is-
sues.’’

The commission did not take that kind of
approach when it repealed the faimess doc-
trine in August 1987. Its action was abrupt,
taken virtually concurrently with the adop-
tion of a study on alternative means of
enforcing the doctrine, a study Congress
had asked be done before the vote on re-
peal. Shattered relations between Congress
and the commission was the result.

Lex Felker, chief of the commission’s
mass media burcau and a member of the
panel, did not concede serious error.
““There might have been ways to improve
at the margin,”” he said, in response to a
question from the moderator, Richard E.
Wiley, a former FCC chairman. “‘But
knowing what 1 know now, the way it
played out was the way it would have.”

But if the fairness bill is vetoed, the
panel suggested, don’t look for action on
the measures the broadcasters want, like
must carry. David Leach, an aide to Repre-
sentative John Dingell (D-Mich.), chairman
of the House Energy and Commerce Com-
mittee, said Dingell views broadcasters as
entitled to special treatment because of their
special obligations. ‘‘Without fairness, he
would have a difficult time looking at
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things they want,”” Leach said. ‘‘For the
next two years, [the committee] will be
preoccupied with fairness.”

And Sidman advised broadcasters not 1o
“*hold their breath’’ awaiting action ‘‘in the
near term’’ on legislation modifying the
comparative-renewal process. He said that
would follow issues of higher priority, such
as must carry—which he ranked third, be-
hind fairness doctrine and children’s televi-
sion legislation.

Wiley had asked Sidman specifically
about a radio-only bill. The subcommittee
staffer did not address that matter, but the
answer suggested such a proposal would
not get special attention.

Terry Haines, minority counsel to the
House Telecommunications Subcommittee,
indicated that congressional concern about
the fairness doctrine is not one-sided.
*‘Members sec it as the linchpin of the
public interest standard,”’ he said. He also
said ‘‘it ties in with concern about equal
time. Members are afraid that if the fairness
doctrine unravels, equal time will be in
Jjeopardy. There is an understandable fear of
change.” ’

If broadcasters cannot look forward to

legislation they would like passed, in the
event of a veto of the faimess doctrine bill,
there is a good chance they will find doing
businesss with the commission more expen-
sive than it has been. Cook and Leach said
their respective committees were charged
with responsibility for raising funds to help
ease the budget crunch. (She noted that
Hollings's controversial and doomed pro-
posal last year to set a fee on station trans-
fers was the result of a similar obligation.)

Cook said that Hollings and Senator Dan-
iel Inouye (D-Hawaii), chairman of the
Communications Subcommittee, had not
yet reached a decision on how a Senate
Budget Committee resolution directing the
committee to raise $680 million in new
revenues should be implemented. The Bush
administration has proposed an auction of
non-mass media spectrum.

As for the House, which is operating
under the same kind of pressures, Leach
said the committee he serves is likely to
target the FCC as a means of raising reve-
nue. Leach said Dingell objects 1o the auc-
tion proposal; those who pay for their share
of the spectrum would not be bound by a
public interest standard. But he said an in-

crease in the cost-of-regulation fees broad-
casters pay is likely. The commission raised
$45 million from that source last year. And
when Felker said the new chairman “‘will
have trouble making ends meet,”’ Leach
agreed. ‘‘But there will be no new money
for the FCC,”’ he said, “‘unti] we get fees
covering existing costs.”’

One proposal the commission has been
pondering as a means of saving money and
time has not attracted important support in
Congress—the use of lotteries instead of
comparative proceedings to settle contests
between mutually exclusive applications.
Cook, who was understood to be speaking
for Hollings, said the proposal *‘will be
controversial,”” and added, *‘l don't see

slotteries as serving the public interest.”” She
suggested the FCC consider ‘‘alternatives.”’

Dingell is also cool to the use of lotteries.
Leach said the commission’s record in us-
ing them in the past is ‘‘mixed."” They have
worked well in the case of low-power tele-
vision. But he said other lotteries, such as
the one used in distributing spectrum for
cellular radio, would be more appropriately
conducted in a Las Vegas gambling casino
than in a government agency. o

Patrick bequeaths First Amendment fight to broadcasters
during NAB valedictory remarks

Outgoing FCC chairman says
broadcasters have duty and
bottom-line need to resist
‘second-class status’

FCC Chairman Dennis Patrick, who plans
to leave the agency upon the swearing in of
his yet unnamed successor, bequeathed to
broadcasters the ideas that have shaped the
agenda and undergirded the accomplish-
menis of his two-year chairmanship: com-
petitive and open markets, intellectual
property rights and *‘true First Amendment
freedom™’ for broadcasting.

Delivering his ‘‘swan song’* at the NAB
convention’s  all-industry luncheon last
Tuesday (May 2), Patrick said he could
think of no ideas ‘‘more important,” and
urged broadcasters to incorporate them into
their long-term strategy. *“You must have a
vision,”’ he said.

Patrick’s extremism in the pursuit of his
goals alienated some broadcasters, but
those at the luncheon sent him off with a
standing ovation—albeit not a particularly
enthusiastic one—and interrupted his
speech several times with applause.

Above all else, the idea of full First
Amendment rights for the electronic media
guided Patrick’s policy. In August 1987, it
led the FCC to repeal the fairness doctrine
to air all sides of controversial public is-
sues, despite considerable congressional
opposttion.

““You must have full First Amendment
rights,”” Patrick said. ‘*“We, the members
of the public, want to hear what you have
to say. We deserve to know your opin-
ions. You have a constitutional duty to
shout out news of oppression, of environ-
mental disaster, of government wrongdo-
ing, of world policy, of the issues—large

Patrick

and small—that impact upon all of our
lives,”” he said.

Beyond the duty, Patrick said, there is a
business reason for broadcasters to stand up
for their First Amendment rights. Broad-
casters’ ‘‘bottom line”” will suffer if they
accept ‘‘second-class’” First Amendment
status, he said. “‘If you accept government
programing requirements, you will lose the
flexibility to please your audience, while
your competition will labor under no such
constraints.”’

Patrick’s commitment to intellectual
property rights and to contractual rights led
the FCC to reimpose syndex rules that pro-
tect local exclusivity of broadcasters’ syndi-
cated programing and to recommend to
Congress that it repeal the compulsory li-
cense that allows cable systems to camry
local and distant broadcast signals without
paying copyright fees set by the market-
place.
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The compulsory license must be re-
pealed, Patrick said. ‘“Why should the ca-
ble industry—a business that is hugely suc-
cessful by anyone’s standards—receive a
welfare check in the form of subsidized
programing?’’ he asked.

*'Cable, like everyone else in the video
industry, should purchase the programing
they choose to show their viewers,” he
said. ‘‘They should no longer be permitted
to take the product you have bought, you
have promoted, you have earned, and pass
it off, without asking, as theirs.”’

Patrick acknowledged that the idea of
open markets and competition cause ‘‘some
anxiety.”’ But, he said, ‘‘we’re not here to
protect you from competition. We're here
to insure that you become competitive, that
you listen to your audience.”’

Patrick said broadcasters should not ex-
pect to diminish competition. *‘The com-
petitive genie is out of the bottle,”” he said.
**Neither the Congress nor the commission
will stuff her back in,”’

Along with opening up markets to com-
petition comes the obligations of insuring
that the competition is fair, said Patrick.
The FCC has tried to make sure competi-
tion among broadcasters is fair by taking
steps to improve the technical quality of
AM radio and to eliminate the advantages
FM translators gain because of the FCC’s
unclear rules. ‘‘As long as translators have
none of the obligations of full-powered sta-
tions, they should not be permitted to oper-
ate technically as full-powered stations.’’

To make sure television broadcasters are
able to compete with other media, Patrick
said, the FCC has ‘‘moved aggressively to
encourage speedy development of HDTV
technology for terrestrial broadcasters so
that you will not be disadvantaged vis-a-vis



P INOBLE WERE IN MEDICAL RESEARCH,
THERE MIGHT BE A CURE FOR THE COMMON COLL,

In less than two years, Noble has grown from one market to ten, N b].
from two stations to eighteen, from a small local enterprise to one of obile
America’s largest radio broadcasters. What accounts for this
remarkable breakthrough? We credit our healthy growth to a single- Broadcast
minded philosophy. We're radio people. We believe in the strength Grou
and vitality of radio, and we’ve made radio our one and only business. p

The New Breed of Radio Broadcaster
KBCO A/F Denver/Boulder KMJQ-FM/KYOK-AM Houston KBEQ A/F Kansas City
WKCI/WAVZ New Haven WBAB A/F New York 690 XTRA NewsTalk/91X-FM San Diego KMJM-FM St. Louis
KIXI-KMGI Seattle WMHE-FM Toledo
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WE'VE SEEN
THE FUTURE
ANDITFITS.

Justwhen broadcasters and professional users
are shifting from one-inch and 3/4-inch video tape
systems to 1/2-inch analog component video, along
comes the specterof 19mm D2. First they made it
smaller; now they want to make it bigger again.

When Panasonic set out to design Composite
Digital recording systemns, we had a big responsibility
—tokeep it small. Our customers have a right to
expect their investment in 1/2-inch to be preserved.
We know that a change in technology means more
than a change in equipment; walls, racks, layouts,
suites, vans and tape storage are all long-term
investments that shouldn't have to be re-done every
time there's a new chip on the block.

Panasonic's new Composite Digital system not
only delivers superior multi-generation capability,
long-term signal stability and unprecedented
operating ease. It is designed to fit right where it
should —into your existing facilities.

Panasonic's design philosophy is always to
create products for the future with today clearly in

mind. Our editing recorders and systems work with
all of today's existing standards for video, audio and
control. When you're ready to convert your editing
suite to Compaosite Digital video, Panasonic will fit in.

Panasonic cameras, from our new, all solid-
state AK-450 to the new all-digital DPC-1, are
designed to slip transparently into the operators’
experienced hands.

Today's mobile teleproduction requirements
include everything from commercial production to
fast-breaking news. That's why our system design is
built around interchangeable components and true
portability —and will remain so from today to digital to
HDTV.

Here's the bottom line. Television in the 1290's
demands technical advances and innovations —
digital video and HDTV. But your demands are for
systems that permit smarter, leaner operations. And
that is why Panasonic's broadcast equipment, both
fortoday and tomorrow, is designed to fit into your
plant, your vision and your budget.

Broadcast Systems

Panasoric Broadcast Systems Company. One Panasonic Way. Secaucus. N.J 07094 (201) 348-7671
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other media.”’

Patrick hinted that the agency may be
willing to set an HDTV transmission stan-
dard. “‘Our role in HDTV-—standard set-
ting—has not received the attention of the
popular press, but it is an extremely impor-
tant and difficult one nonetheless.”” 0O

Fritts sounds
charge: It’s free
versus fee TV

Includes radio in call

to drive home message

of broadcasting’s uniqueness
as free, universal service

NAB President Eddic Fritts urged his mem-
bership to reaffirm its commitment to pub-
lic service and to work with the association
to meet the challenges that face the indus-
try. At stake, he said, is the future of free
broadcasting.

The call for action was sounded during
Fritts’s keynote address at NAB’s annual
convention last week. He said it is impera-
tive for radio and television to work togeth-
er: “‘Together, we are the only media that
are universally available...and we are the
only media that serve the public free of
charge.”” It is a system that is the “‘envy of
the world,”” said Fritts.

But the industry has obstacles to over-
come. Indeed, th¢ NAB president said,
therc are troubles that cannot be ignored.
For radio, a license renewal bill is of para-
mount importance. A radio bill (H.R. 1136)
is pending in the House, with 43 co-spon-
sors, he reported. ‘“That is a good start. But
we need more co-sponsors and more |con-
gressional] contacts by individual broad-
casters.”’

Television's future, however, is far more
precarious, according to Fritts. It is threat-
ened by the “‘unfair competitive advantage
Congress awarded cable™ through deregu-
lation.

Radio, he said, has served the nation
well for almost 70 years. But the public
takes it for granted. said Fritts, and that is
why NAB and the Radio Advertising Bu-
reau have created a ‘‘Radio Futures Cam-

Fritts

paign’’ to promote radio. ‘‘This campaign
will start with public awareness and,
through careful targeting of advertising and
marketing matenials, will then proceed to
drive home to advertisers and agencies the
message of what a great advertising medi-
um radio is,”’ he said. The entire broadcast-
ing industry needs to support it, said Fritts.
*‘To demonstrate radio’s impact, we need
to have not 2,000 but 10,000 stations taking
part.”

A similar crusade is under way for televi-
sion. The *Free TV’ campaign was
launched at the convention (BROADCAST-
ING, April 24) and is aimed at informing the
public of the differences between free over-
the-air 1elevision and cable. And to remind
them, said Fritts, that **it is important not to
divide our nation’s television service into
one system for the haves and another for the
have-nots.””

Said Fritts: ‘It would not be right for
sports events, for example, to be kidnapped
from free television to benefit the share-
helders of fee television at the expense of
the public. It would not be right to siphon
away to pay services the audiences whose
size we depend on 1o attract
advertising...which finances our communi-
ty programing for audiences of all ages and
financial capabilities.”

Cable’s unregulated monopely must be
“‘reined in by a restoration of must carry
with channel positioning rules,” he told
broadcasters. And free TV must be on
‘‘equal footing with other video media
when an advanced television system is cho-
sen for this country.”

NAB’s agenda is simple, he said. “‘It is
an agenda of free and fair competition re-
stored. It is an agenda that our united indus-
try is working to achieve.” o

Broadcasters have created
congressional antipathy
toward radio, says Quello

Chances for legislation beneficial

to broadcasters, such as ‘radio-only’
legislation, may have been hurt by
radio broadcasters who campaigned
against congressional pay raise;
Congress may also reimpose
transfer fees, says congressional aide

FCC Commissicner James Quello lashed
out again at radio talk show hosts and disk
jockeys for their role in arousing public
opposition to a 50% pay raise for congress-
men and high-level officials, including
FCC commissioners.

Getting an NAB convention breakfast off
to a rousing start with FCC officials and
congressional staffers, Quello said broad-
casters, by giving free rein to critics of the
pay raise, may have shirked their responsi-
bilities as licensees *"a little bit’’ and dam-
aged their chances of convincing Congress

-~

to pass beneficial legislation. ‘*From an
owner and management standpoint,”” he
said, ‘‘you shot yourself in the foot."

Broadcasters who opposed the hike werce
on a ‘‘messianic binge,”” Quello said. They
**resurrccted from the dead”™ consumer ad-
vocate Ralph Nader because of his opposi-
tion tc the pay raise, he said. Nader. he
said, “‘is the greatest overzealous regulator
of them all.”

Quelle’s comments were a reprise of
those he made last March at a meeting of
New York broadcasters (BROADCASTING,
March 13).

Public opposition generated in part by
radio personalities caused Congress to back
off from the pay raise at the 11th hour last
February. And, as Quello said, the affair
created some antipathy toward radio among
the lawmakers. House Majority Whip Tony
Coelho (D-Calif.) was especially vocal in

e ———

Broadcasting May 8 1989
42

Commissioners Dennis and Quello
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rebuking radio broadcasters for whipping
up anti-pay-raise sentiment.

Certain to suffer most from the ill will is
the so-called “‘radio-only’’ legislation that
would create a two-step renewal process for
radio and, thereby, make it easier for sta-
tions to win renewal.

Terry Haines, minority counsel, House
Telecommunications Subcommittee, said
he agreed with Quello that prospects for
radio-only legislation had been hurt.

According to Haines, the legislation will
pass only if radio can ‘‘differentiate’’ itself
from television, which has been Congress’s
principal concern. Congressional support
for the faimess doctrine requiring broad-
casters to air all sides of controversial pub-
lic issues is ‘‘a reaction to the power of

television,’” he said. The pay-raise episode
has ‘‘muddied the difference [between ra-
dio and TV] just when you needed to make
that point the most,”” he said.
Congressional aides had other bad news,
Dan Craig, an aide to Senate Communi-
cations Subcommittee Chairman Daniel In-
ouye (D-Hawaii), said Congress may once
again consider imposing fees on the transfer
of broadcast properties as a way to generate
new revenues for the federal government.
The Senate Budget Committee has ap-
proved a resolution directing the Senate
Commerce Committee, the Communica-
tions Subcommitee’s patent, to come up
with $680 million in new revenues. Under
similar instructions two years ago, Com-
merce Committee Chairman Erest Hol-

lings (D-S.C.) had proposed a transfer fee
on broadcast properties, but due in part to
the opposition of the broadcasting industry,
the measure died on the Senate floor.

Larry Sidman, top aide with the House
Telecommunications Subcommittee, said
what most broadcasters already know: that
must-carry legislation and other legislation
on broadcasters’ wish list will not be taken
up by Congress until it has passed legisla-
tion limiting advertising in children’s tele-
vision and resurrecting the fairness doc-
trine, which was repealed by the FCC in
August 1987.

“I would be less than candid if I was
overly er_lcouraging about chances for near-
term action’’ on
initiatives, said Sidman.

Broadcasting versus the telco monster

BEA, NAB confront threat of

telco entry into cable TV;

NAB's Abel says fiber could

put broadcasters ‘out of business’

Telephone company entry into the cable
television business, as full-fledged pro-
gramers as well as distributors, emerged as
one of the principal issues at the National
Association of Broadcasters convention in
Las Vegas last week. Indeed, even before
the convention got under way, the issue had
demonstrated its capacity for generating
concern and heightening emotion.

*“The very definition of broadcasting is at
stake,’” said John Abel, the National Asso-
ciation of Broadcasters' executive vice
president, operations, at a session of the
Broadcast Education Association conven-
tion on Friday. And if that weren’t enough,
he said, the capacity of the new fiber tech-
nology is such that it would enable the
telephone companies to put cable and
broadcast television ‘‘out of business.”

The name that BEA conference planners
had given the session caught the mood:
““The Telcos Are Coming! The Telcos Are
Coming!”’

The two FCC commissioners on the pan-
el also helped set the tone. Commissioner
James Quello described the issue as ‘“‘the
most vital, far-reaching topic on the future
of telecommunications in America.”’ And
when asked by the moderator, Jerry Udwin,
vice president of Westinghouse Broadcast-
ing Co., how telephone company entry into
cable would affect broadcasting and what
the commission should do about it, Quello
said simply, ‘‘1 don’t know.”’ Commission-
er Patricia Diaz Dennis said, ‘‘This issue
will fundamentally change the broadcasting
landscape.”’

The session, which also featured mem-
bers of the two other affected industries,
followed a panel on the same subject that
was part of the day-long workshop spon-
sored jointly by the Amercican Bar Associ-
ation’s Forum Committee and the NAB.

There, too, telco entry into cable, as a
consequence of the emergence of fiber
technology and its virtually infinite capac-
ity, was discussed in cataclysmic terms.
This time, though, the alleged danger to
broadcasting was sketched by a member
of the cable industry, Brenda Fox, the

National Cable Television Association’s
general counsel and vice president for
special projects. * We’re not talking about
telco in the cable business but in the tele-
vision business.”’ she said. ‘‘They’re in
the business of providing and distributing
programing.’’

What's more, she said, ‘‘telcos have the
revenues and incentives to dominate the
distribution business. And the telephone in-
dustry could bring resources to bear that
would leave broadcasters in the dust in buy-
ing product.” Later, at the BEA panel, her
colleague, Decker Anstrom, executive vice
president of the NCTA, fleshed out that
remark. He noted that the seven regional
Bell holding companies last year reported
revenues of $74 billion, and that the reve-
nues of the smallest of the seven maiched
those of the three major networks com-
bined. Southwestern Bell last year generat-
ed $8.5 billion in revenues, compared to
the $8.9 billion in revenues recorded by the
three networks.

The telephone industry representatives
on the panels did not deny interest in enter-
ing the cable business as programers, but
neither did they stress that interest. James
R. Hobson, assistant vice president and
Washington counsel, GTE Service Corpo-
ration, said that the experiment the FCC has
authorized GTE to conduct in connection
with a fiber optic network in Cerritos,
Calif., is designed to demonstrate the new
services the new technology makes possi-
ble.”” Then he said: ‘*You can’t roll out
new services and not be associated with
content.’” The attraction of the Cerritos sys-
tem will be near-video on demand, a pay-
per-view service that permits viewers to see
programing within 30 minutes of choosing
1t.

The issue was also discussed at meetings
of the Association of Maximum Service
Telecasters held during the convention.
Abel conducted a slide-show presentation
on the implications of telephone company
entry into cable, while Anstrom and John
Sodolski, president of the U.S. Telephone
Association, argued the cases for their re-
spective industries at a board meeting. Abel
and some of the authors of the NAB book
““Telco Fiber & Video Market Entry”’—
Werner Hartenberger of Dow, Lohnes &
Albertson and Michael D. Berg of Miller &
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Holbrooke—summarized their findings at a
convention session. Nor was that all: Ray-
mond W. Smith of the Bell Atlantic Corp.
addressed the convention on ‘‘Television
and the Telephone Company”’ (see ‘‘Top of
the Week™’).

But it was the BEA panel that provided
the main forum for the debate. John R.
Gunter, Bell South’s vice president, infor-
mation services and market plans, opened
the discussion with a slide show on the
development of fiber technology as a re-
placement for copper. Fiber would become
cheaper than copper by the early 1990°s, he
said, and, in response to a question, said
the last home would be tied into the fiber
network by 2015-2020. ‘*But,”” he said,
*‘that’s the wrong question. You don’t need
the last home before starting service.”’ Var-
ious speakers last week estimated that fiber
would effectively replace copper in 10 to 20
years.

And Gunter, who had almost the last
word at the session, used it to dismiss
“‘the gloom and doom’’ he had heard in
the preceding hour. He noted that radio
remains viable despite predictions televi-
sion would kill it. ““I'm not persuaded
that cable or telephone companies will be
the death knell for television. We'll com-
pete, but that doesn’t mean there won’t be
television. That would not be consistent
with history.”’

Telephone companies—particularly the
Regional Bell Operating Companies—have
a number of hurdles to overcome before
they can enter the cable television business.
There are the restrictions imposed on all
cable systems by FCC rules and the Cable
Act of 1984. Those ban entry only in the
telephone companies’ respective service ar-
eas. Then there is the ban in the consent
decree that ended the government’s anti-
trust suit against AT&T. It applies through-
out the country.

Still, members of the cable and broad-
casting industries see those barriers crum-
bling. And NCTA’s Anstrom said that the
telephone companies *‘don’t talk about the
history of those restrictions,”’ restrictions
that he said grew out of telcos’ long history
of anticompetitive behavior.’” He said that
*‘many question whether safeguards can be
erected’” against telephone company cross-
subsidization of affiliated cable television

roadcasting’s legislativE
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The NAB board has not yet adopted a
position on the telco-cable issue. It may do
so at its meeting in June. But Abel last
week seemed way out in front on the issue,
at least as concerned about telephone com-
pany entry into cable as representatives of
the cable industry. And they see it as a clear
and present danger.

The terms in which the issue is generally
discussed are whether telephone companies
should be permitted to provide programing.
The National Telecommunications and In-
formation Administration has endorsed the
idea of a video dial tonc or video common
carriage. The cable industry is comfortable
with the current law, which restricts tele-
phone companies to the construction of
plant for cabie franchisees. But Abel said
he *‘can’t imagine it to be in the long- or
short-term interest of television for telcos to
be a programer or distributor, and made it
clear he would ban telephone companies
from distribution as well as programing.
Abel noted that other technologies, like ca-
ble and translators, emerged as distribution
systems only to grow into programing oper-
ations as well. He believes history would
repeat itself once the restrictions are lifted
from the telephonc industry.

Abel did not say telephone company en-
try into cable would be all bad. It would,
for instance, provide competition for cable
television. But he had a list of disadvan-
tages: As a carrier, Abel said, telephone
companies would levy fees on broadcasters
as well as those receiving the signals. And
that would impose a social cost: Such pay
service would divide the country into those
able to pay for the service and those who
could not, he said. Abel also saw the exist-
ing broadcast system transformed, as tele-
phone companies carried the signals of,
say, a Seattle station into homes in New
York. That, Abel said, would destroy
broadcasting’s **’uniqueness, and lead to a
lower level of local service.”” Indeed, he
said, telephone companies would make it

possible for networks and producers to by-
pass stations entirely. And as providers of
programing, telephone companies, he said,
would cause program costs ‘“to skyrocket.””
What’s more, he sees them providing no
significant advantage as programers.

““The very definition of broadcasting 1s at
stake,”’ said Abel. *‘We are programers and
distributors. If you take away one aspect,
we are no longer broadcasters.”” But that
could be merely academic, he suggests. For
fiber would make it possibie to choose from
a menu that could include the programing
of every radio and television station in the
country, and much more besides. *‘Both
cable and television,”” said Abel, ‘“‘would
be out of business in that environment.”

Confronted with that list of horribles,
what will the FCC do? As Quello indicated,
the answer has yet to be formulated. He had
supported the commission’s tentative deci-
sion, last summer, to recommend Congress
lift the restriction on telephone company
entry into cable. But he has rethought that
position. *‘I see the efficiencies of tele-
phone companies,” he said. But he has
expressed concern about the possible im-
pact on over-the-air service, and he appears
to share some of Abel’s concerns. “‘One
company having all that power,”” Quello
said. “*We may be replacing an unregulated
monopoly [cable] with a regulated monopo-
ly.”” Quello’s only comfort seems to be in
the prospect that an effectively universal
fiber network will not become a reality for
possibly 10 years. ‘*And by then,’’ said the
75-year-old Quello, who has served 15
years on the commission, “‘I’ll be long
gone.”’ But his current term does not end
until June 1991. The commission will be
confronting some of the tough telco-cable
questions before then.

For her part, Dennis, who has expressed
support for the idea of a video dial tone but
who has not yet resolved the question of
whether telephone companies should be al-
lowed to serve as programers, suggested a
world in which telephone companies and

: S Ny .
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nniversary salute to those stations that have
been on the air since before the FCC froze spectrum allocations in 1948. Pictured
above are the 108 stations NAB honored. Singer Gladys Knight dropped in to sing
“Happy Birthday NAB." The celebration also featured a video collection of reminis-
cences by broadcast veterans. And there was a presentation of a Broadcasting Hall
of Fame Award 1o Sid Casear, who appeared in person to accept the award. The late
Ernie Kovacs also was inducted into the Hall of Fame.

Birthday celebration. NAB held a 40th a

]
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cable systems would offer the same ser-
vices. *‘I start with two premises,”’ she
said: that the public would be better served
if there were competition in both the cable
and telephone industries, and that it might
be possible for cable as well as telephone
companies ‘‘to offer broadband services.”

She said that whether such competition
develops depends on technology (the con-
vergence of the two technologies involved
is already under way), economics (tele-
phone companies sece cable as a *‘cash
cow*’) and government regulation (the re-
sponsibilities of federal, state and local au-
thorities would have to be sorted out). But
one thing scems clear to Dennis: With fi-
ber, ‘‘the television of abundance™ would
finally be realized. NCTA’s Anstrom sug-
gested that vision might not be realized:
““We’re not looking to get involved in the
telephone business,”” he said.

But Dennis also spoke to the competition
cable already has. *‘I think it is time [for the
commission] to reexamine the competitive
issue,”” she said. The commission, in ac-
cord with a directive of the Cable Act of
1984, had determined that three television
stations putting a grade B signal over a
community would constitute the kind of
competition that would free a cable system
of local rate regulation. Cities and some
members of Congress have blamed that
state standard for rapidly rising cable sub-
scriber fees. Dennis noted that Congress
has asked the commission to review the
question by 1990, and added, ““We have to
wrestle with the question of what is compe-
tition for cable.”

That question was tough enough in 1984,
With telephones now eager to contribute
ton the competitive mix, it is considerably
tougher. a

Duffy: praising the
messenger

Duffy wins NAB’s Distinguished
Service Award; says broadcasting
can be ‘central force’ in helping
to solve many social problems

Broadcasting is a ‘‘powerful messenger,”™
and James Duffy would like to see the
industry’s role in that area expanded. He
said broadcasters must work with all sectors
in society to address the nation’s problems.
Duffy, president of communications tor
Capital Cities/ABC, and reccived NAB's
Distinguished Service Award at last weck’s
convention.

He was recognized for, among other
things, his efforts on behalf of Project Lit-
eracy U.S. (Plus), the literacy public ser-
vice campaign of ABC and the Public
Broadcasting Service. Duffy is a 40-year
veteran of ABC, having risen through the
ranks to become the network's president for
i5 years until 1985, when he assumed his
present post.

Upon receiving the award, Duffy urged
his colleagues to respond to what he feels is
a *"human resources crisis that threatens our
economy, our communities and our quality
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of life.””
He fears that the U.S. could become a

second-class nation and
face the 2lst century.”
He noted that 23 million Americans are
functionally illiterate. ‘‘We are losing our
leadership in the world market as the quali-
ty of our workforce diminishes.””
Today’s youth, Duffy said, is even more
ill-prepared for the future. ‘*A recent study
showed that three out of five 20-year-olds
could not add up their own lunch bill.”’
And he fears that the country is becoming a
society of “‘haves and have-nots.”” Said

*“ill-prepared to

Duffy: ‘“We must find a way to help people
in the underclass...and all sectors...move
into the mainstream of our society and pro-
ductive work.”’

Broadcasting, he said, can be a **central
force’ in helping to solve these problems.
“We can be the facilitator...the uni-
fier...the town crier...and caller to action
on the crippling problems that affect our
y?uth...our workforce...our quality of
life.”

Project Literacy ‘‘has made maximum
use of one of the most powerful facets of
our industry—coordination of both the na-
tional and local dimensions of the network
system over an extended period of time in
the service of a critical national issue,’’ said
Duffy.

The network executive also shared his
views on industry issues at large. He called
for revisions in the FCC’s financial interest
and syndication rules and for reregulation
of cable. The entry of investors who treat
broadcasting like a commodities market is a
disturbing trend, said Duffy.

And he is equally concerned about the
‘‘sudden growth of ‘tabloid TV' and
‘schlock jocks’ on radio.” Said Duffy: *‘I
fervently hope that this trend has peaked
and will wane and will always be more than
counterbalanced by a willingness to hear
responsible critics and by dedication to
quality.”’ g

-Lawmakers express support for
must carry and cable reregulation

pe
Television broadcasters heard some encour-
aging news last week as House members
expressed their support for mandatory cable
carriage rules (must carry). Participants on
the NAB panel also voiced concern about
cable’s market power.

‘“There ought to be some regulation of
cable,”” said Representative Bob Carr (D-
Mich.) in response to moderator Ron
Townsend’s question about must carry and
cable reregulation.

James Sensenbrenner (R-Wis.) was even
more specific in his views on cable. He
thinks the industry should be regulated like
a utility. “‘Cable is just as essential as a
telephone in the house,”” he said.

Republican Bob Whittaker of Kansas is a
strong proponent of must carry because he
feels cable has the *‘financial incentive not
to carry”’ broadcaster signals. Howard Ber-
man (D-Calif.) told the group he does not
think Congress will reregulate cable be-
cause broadcasters say they have an unfair
disadvantage. Rather, he thinks such a
move will result from public outcry over
cable rates.

‘‘Everybody supports must carry,”’ said
Berman. But there are other items on Con-
gress’s agenda, such as the faimess doctrine
and children’s television, that take prece-
dence, said Berman.

Asked if cable’s compulsory license
should be maintained, there was a mixed
response. Mickey Leland (D-Tex.) said it
should. Sensenbrenner suggested it was an
idea that has ‘‘come and gone.’’ Indeed, he
said “‘free TV’ is at cable’s mercy,

Asked whether the telephone industry
should compete with cable, Sensenbrenner
seemed to think it deserved consideration.
Whittaker said the idea raises questions. [t
is an issue, he said, ‘‘like quicksand...you
start sinking into uncertainty.”’ Michael
DeWine (R-Ohio) favors competition, he
told the broadcasters. The congressmen
also expressed concern about the consolida-
tion within the cable industry. The lawmak-
ers also had doubts that Congress would
adopt so-called moral rights legislation. ‘I
do not envision our country will adopt such
a standard,”’ said Carr. DeWine was also
hesitant about ‘‘changing a position we
have had for years.” m]

FCC ‘gets tough’
on EEO enforcement

Aftorney advnses colleagues
on commission’s new policy,
says going simply by numbers
is not good enough

Communications attorneys have been put
on notice—in case they had missed it—that
the FCC is carrying out ‘‘a dramatic—
though quiet—revolution™ in its enforce-
ment of equal employment opportumty re-
quirements. The numerical *‘safe harbors™’
on which broadcasters could count are no
more. Now the commission focuses on a
licensee’s “‘best efforts’” in recruiting, hir-
ing, training and promoting minorities and
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females. And those ‘‘best efforts,’’ the law-
yers were warned, ‘‘must be unflagging.”’

The alert was sounded by Susan Wing, a
communications attorney and partner in the
firm of Hogan & Hartson, in a luncheon
speech at the eighth annual legal forum held
in connection with the National Asscciation
of Broadcasters convention. The forum is
jointly sponsored by the American Bar As-
sociation Forum Committee and the NAB.

Wing noted that the change had occurred
in 1987. No longer could a broadcaster feel
secure if it employed minorities and fe-
males at 50% of their presence in the work-
force and was not the target of EEQO com-
plaints. Now, if *‘best efforts’” could not be
demonstrated, no percentage of workforce
parity would be high enough.

But unlike the adoption of the policy on
indecency—which the commission trum-
peted two years ago with release of public
notices and news releases, and even the
referral of one case to the Justice Depart-
ment for possible criminal prosecution,
Wing said, the commission has been re-
strained regardmg its new EEO enforce-
ment policy. She said *‘notable cases have
been decided on circulation and released
one by one, with little or no fanfare.!” And
EEO cases, Wing noted, *‘affect dramati-
cally more daily decisions at stations than
do [commission] decisions concerning in-
decency.”

And the policy shift is having a substan-
tial impact, causing renewal applicants con-
siderably more trouble than they might have
expected. The commission’s Mass Media
bureau chief, Lex Felker, while participat-
ing in a pancl dlscussmn at the ABA-NAB
workshop, said: **The commission is get-
ting tougher’’ in its EEO enforcement and
that *‘there have been a lot of deferrals on
[renewal applications], slowing down re-
newal actions.”” He also said that more
cases than in the past ‘‘are submitted to the
commission for resolution.”’

Wing listed four primary areas the com-
mission examines in enforcing its EEO reg-
ulations: Contacts of female and minority
referral sources for every job opening must
be “‘genuine and substantial’’; the frequen-
cy and regularity with which referral
sources are checked; whether record-keep-
ing is sufficiently precise to enable licens-
ees to reconstruct the referral sources which
were used. As a corollary to the last point,
Wing said, licensees should obtain follow-
up information from every applicant whose
referral source, race and sex are not readily
apparent on their resumes.

There was one other element of the pro-
cess Wing described—the staff-level re-
view to determine compliance with the new
““‘best efforts’’ requirements. That staff-lev-
el review, she said, is being administered
“‘with teeth.’”” Indeed, she said, ‘‘it is a
truism today that licensees may no longer
breathe easy if the deadline for petitions to
deny passes with no filing. For...follow-up
inquiries initiated by the staff are becoming
more common.’’ She also predicted the re-
lease within the next couple of months, of
‘“‘several cases potentially assessing sanc-
tions on renewal applicants against whom
no petitions to deny were filed.”

Wing, whose invitation to address the
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luncheon was issued several months ago, at
a time when she was considered a front-
runner for one of the FCC vacancies, did
not take issue with the commission’s tough
new EEO policy. She said that, based on
President Bush’s campaign statements
looking forward ‘‘to a discrimination-free
society,”’ she was confident there *“will not
be, nor should there be, any EEO retrench-
ment at the FCC,”" whatever its new make-
up.

“Indeed,”’ she said, “*I think that the
industry and our communications bar
should embrace the new regulations and
their rigorous enforcement, taking all steps
needed to spur the progress toward fuller
minority and female participation in our
industry."” ]

Jorgenson lauds
NAB lobbying

Joint board chairman says
association’s “strengthened
presence” on Capitol Hill bursts
‘paper bag’ label on lobbying efforts

It is a new and improved NAB, joint board
chairman Wallace Jorgenson of Hubbard
Broadcasting told attendees at the conven-
tion’s opening session. He elaborated on
the changes in the association that have led
to a more effective government relations
operation.

““Never again should any member of
Congress allege that ‘broadcasters can't
lobby their way out of a paper bag,” ’ said
Jorgenson, referring to a statement Senator
Bob Packwood (R-Ore.) made six years ago
disparaging the association’s effectiveness
on Capitol Hill.

Jorgenson said NAB has worked hard
over the past year to revitalize its govern-
ment relations department, beginning with
the selection of Jim May as head of the
department. Under May’s leadership, said
Jorgenson, the department’s size and bud-
get have nearly doubled: *‘With that in-
crease in resources and people has comc
increased professionalism and a strength-
ened presence on Capitol Hill.”’

Jorgenson drew on a baseball analogy in
boasting of the successes during the last
session of Congress: “*That record in the
last Congress—I135 legislative wins, eight
‘no decisions’ and only one real loss—was
a record which [ consider to be outstanding
and clearly would put us in contention for
the league pennant.”

Some, he added, may argue with his
method of scorekeeping. Nevertheless, *‘no
one can deny that we achieved positive
results on Capitol Hill and set the stage for
continued results in the current Congress.*’

He said the association also *‘demon-
strated great political management in the
way we handled children’s television legis-
lation, and by doing so, we helped establish
a new tone and relationship for broadcast-
ers, even with some of our former detrac-
tors on Capitol Hill."’

Yet other changes have occurred. The
NAB has revamped its television and radio
political action committees. *‘Up until now,

Jorgenson

our best year for raising funds netted us
around $180,000. This year already, we
have commitments for more than $260,000,
and we plan now to reach or surpass the
$300,000 mark in 1989."

NAB has built a *‘first-class government
relations system that is ready to build on the
proud traditions which this convention is
helping recognize. And we are beginning to
make our presence felt on a regular basis
throughout the halls of Congress.” O

Lottery law
is proving no
instant winner

Indian gaming law has opened door
to ‘multimillion-dollar’ business;

but it is argued that lottery ad

law may prove step backward

Legislation enacted last year to casc restric-
tions on advertising for lotteries and Indian
games of chancc were hailed by broadcsters
at the time as tickets to new and important
revenue sources. Six months later, broad-
casters still have reason to regard the Indian
gaming law as important. The lottery law—
which is to become effective May 7,
1990—is another matter.

““Tt appcars that there is less to this law
than meets the eye,’’ said Arthur B. Good-

National
Association
Broadcasters

kind, a partner in the Washington law firm
of Koteen & Naftalin. Indeed, he said the
new law “‘may be a step backward.”

Goodkind discussed the new law last
week on a panel at the National Association
of Broadcasters convention in Las Vegas.
Sharing the podium with him were Michael
Cox, the Department of Interior’s lead at-
torney on Indian games and the Indian
Gaming Regulatory Act; Ramsey Wood-
worth, a partner in the Washington law firm
of Wilkes, Artis, Hedrick & Lane, and
Charles Kelley, chief of the FCC’s enforce-
ment division. Julie Rones of the NAB
served as moderator.

Woodworth advised the broadcasters on
commission rules regarding contests gener-
ally: disclose the rules; conduct the contest
in accord with pre-announced terms, and
supervise employes responsible for the con-
duct of the contest. Kelley reminded them
that the commission’s existing lottery rules
will remain in effect for more than a year.
That means that, unless all of the proceeds
go to someone other than the promoter, the
only lotteries that broadcasters may pro-
mote are those that are state run. The three
elements of a lottery are prize, chance and
consideration.

The Indian Gaming Regulatory Act—
which was designed to clarify and settle
conflicting state laws and court decisions
regarding Indian gaming—paves the way
for broadcast advertising of what the NAB
says is the ‘‘multimillion-dollar Indian
gaming industry.”” The law refers to three
classifications of gaming, but it is Class II
on which most attention is focusing. It in-
cludes traditional and related bingo games
and nonbanking card games, like poker.
The law allows both in-state and cross-
border advertising.

As for the lottery law, it offers broadcast-
ers some benefits, Goodkind acknowl-
edged. It expands the present exemption
permitting advertising of a state-operated
lottery in that and an adjoining state, if the
second state also has a lottery. The new law
permits a station to carry advertising for
any state lottery, regardless of the state’s
proximity, provided the home state also
operates a lottery.

The new law appcared to constitute a
breakthrough in permitting broadcasters to
carry advertising for new categories of lot-

L-r: Rones, Cox, Kelley, Woodworth, Goodkmd
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teries. One involves any noncasino game
conducted by a not-for-profit organization
or a government agency; the other, any
such game conducted by a business where
the lottery is “‘a promotional activity’” and
‘*ancillary to the primary business’” of the
organization.

But, Goodkind noted, there is a large
““if** after both of those grants of authority:
if the lottery involved is authorized and not
otherwise prohibited by the state. And
Goodkind said most states ‘‘appear to ban
games of chance.’’ In fact, Congress de-
layed the effective date of the law for 28
months to give states the opportunity to
enact restrictive legislation.

As for the new law being a step back-
ward, Goodkind noted that, under existing
law, there was a debate over whether feder-
al law preempted state law on the lottery
issue. But under the new law, Goodkind
said, the federal government defers to the
state.

“If in your state chance is prohibited,”
Goodkind said, ‘‘you’re out of luck.’”” He
also told the broadcasters they would have
to check with their local lawyers on the
state law; that is not an area of their Wash-
ington lawyer’s expertise.

Goodkind had another piece of advice:
**Changing state law may be a good cam-
paign over the next few years.” a

Broadcasters get
help with their taxes

Session provides tips on
how to give IRS less

How to keep a greater portion of one’s
profits was the goal of *‘These Taxing
Times: Tax Issues for Broadcasters,”” a
Tuesday moming convention session mo-
derated by Mark Fratrick, NAB's director
of financial and economic research.

Dan Phythyon, NAB vice president, con-
gressional liaison, discussed legislative ef-
forts to tax broadcasting revenue. He said
that efforts to tax broadcast advertising of
specific products, such as alcohol, might
increase: ‘‘Next year the Gramm-Rudman
[budget] reduction targets are much high-
er,” he said. Spectrum fees are also being
increasingly eyed by members of Congress,
he added. States would continue efforts to
tax broadcast advertising as ‘‘more and
more states are coming to the conclusion
that their economies are based on ser-
vices.”

Preston Barnett, assistant vice president,
director of corporate taxation, Cox Enter-
prises, said that taxable income is not re-
duced by a partial write-down of program-
ing—as opposed to a complete write-off.
He suggested that in some cases it might
make more sense to try to get the program’s
syndicator to buy it back, or even just take
it back so that a write-off could be taken.

Next discussed was a topic receiving re-
cent publicity, the depreciation for tax pur-
poses of the value allocated to FCC li-
censes, network affiliation agreements and
cable franchises. Only for the latter *‘intan-
gible asset,”’ said J. Michael Hines, senior

L-r: Fratrick, Barnett, Bond, Hines, Phythyon

attorney at Dow, Lohnes & Albertson, had
the Internal Revenue Service issued a pri-
vate letter ruling, which was in favor of
treating franchises as a depreciable asset.

The *‘bad news,”’ said Hines, is that the
ruling will “‘probably be revoked.” Moti-
vated by the need for additional revenue,
the service would now reason that the appli-
cable code section (1253) was intended to
apply to commercial, not governmental,
franchises.

**The good news,”” Hines said, ‘‘is that
they let it [the private letter ruling] stand for
two years, thus indicating it was not an
unreasonable interpretation.’’ He said that
fact would serve MSO’s should they decide
to challenge any unfavorable IRS ruling in
court.

Hines said he expected the IRS to take a
negative view of attempting to depreciate
an FCC license.

As for tangible assets, the treasury de-
partment’s Depreciation Analysis Division
(DAD) is currently studying the broadcast-
ing industry, said James Bond Jr., a partner
with Harrison Bond & Pecaro. Most broad-
casting equipment is currently depreciated
over five years, and the Treasury is consid-
ering recommending to Congress that it
string out the depreciation further, thereby
lowering the annual amount depreciated
and thus its reduction of taxable income.
The NAB and others have been working
with DAD on a voluntary, random survey
to be distributed later this year, whose pur-
pos¢ it is to determine age, useful life,
value and other equipment characteristics.
Their input has convinced Treasury, said
Bond, to reduce the length of the survey
and to accept some estimates along with
precise numbers. For determining useful
lives of equipment, DAD may also agree to
treat rarely used standby equipment as a
separate category, rather than averaging it
with operating equipment.

Bond also discussed the form on which
station transaction values are allocated. One
part of the form requires disclosure of any
noncompete or consulting agreements, im-
plying, he said, that the IRS may scrutinize
such consideration more carefully.

Bond said that one IRS official, Charles
Reynolds of the service’s Chicago office,
has taken it upon himself to develop exper-
tise in the broadcasting area and has recent-
ly taken a hard line on allocations, influenc-
ing other agents. Bond added that at the
conferee level, Reynolds is ‘‘less power-

"ful...Those undergoing audits, however,

are likely to be affected.” a
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Inside scoop:
New taxes on
the horizon

Congressmen on NAB panel predict
tax increases are on the way;
broadcasters fear spectrum tax
and limit on advertising deductions

Will Congress act on the budget deficit and,
if so, does that mean a tax increase? The
consensus among congressional panelists at
one convention session was yes: Lawmak-
ers will be on the prow! for additional reve-
nue.

“My guess is that there will be a tax
increase in the budget,”” said Senator
Charles Grassley (R-lowa). He said they
would start out with a ‘‘laundry list.”
Broadcasters fear there will be an effort to
tax their use of the spectrum or limit the
amount of deductions for advertising ex-
penses.

NAB is ‘“well-served”’ to focus on the
budget, said Representative Jim Bates (D-
Calif.). He was also highly critical of the
proposed budget pending in the House,
calling it a ‘‘sham and a real disgrace.”

George Crockett (D-Mich.) said Con-
gress may not call it new taxes. ‘‘We may
call it revenue enhancement. The bottom
line is that somewhere we have to find the
money.”” Henry Hyde (R-IIl.) said he
thinks an excise tax on gasoline is almost a
certainty, at least at the state level. And he
suggested there may be an effort to tax
leveraged buyouts.

Representative Hal Rogers (R-Ky.) said
he voted against the budget resolution
adopted by the House Budget Committee.
He, too, called it a ‘“*sham,’” noting that it
calls for $2.5 billion in user fees, but it does
not specify from where the fees will come.
The House Ways and Means Committee
will handle that chore. However, he cau-
tioned broadcasters that *‘everything is on
the table.”

As for proposals to limit the deductibil-
ity of advertising expenses, there was lit-
tle support among the panelists. Rogers
said he feels broadcasters have ‘‘reason to
be nervous’’ about the issue, and recom-
mended they argue that advertising is a
“‘legitimate and necessary expense of do-
ing business.”’ o
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Radio futures campaign launched

Radio stations asked to air promotional
material and subsequent 30 seconds of
silence to increase radio awareness;
Red Barber, Nathan Safir honored

The long-awaited NAB-Radio Advertising
Bureau Radic Futures campaign was
launched at the convention as part of a full
agenda scheduled during a radio leadership
luncheon May 1. As expected (‘‘Closed
Circuit,”” April 17), the campaign is asking
radio stations nationally to air a 60-second
commercial and subsequent 30 seconds of
silence May 26 at 7:42 a.m., local time.
The campaign, NAB President Eddie Fritts
told luncheon attendees, is intended to in-
crease radio awareness among listeners, ad-
vertisers and public officials.

*‘We need solidarity,’” said Jerry R. Ly-
man, president and chief executive officer
of Radio Ventures L.P., who co-chaired the
Radio Futures committee (along with Na-
tionwide Communications President Steve
Berger) and who labeled the planned event
as unparalieled in his 25 years in the broad-
casting business.

The campaign, centering on the tagline
*‘Radio. What would life be without it?,”
features a 60-second announcement by ac-

tor James Earl Jones, followed by 30 sec-
onds of silence. The theme song for the
commercial is sung by Richie Havens. The
radio commercials, created by Warwick
Advertising, are expected to run in two
separate six-week flights during 1989 and
will be accompanied by trade and consumer
print ads in the fall. Radio stations national-
ly are now receiving packets in the mail that
include necessary materials to participate in
the campaign, which Lyman said encom-
passes about 14 commercials with celebrity
endorsements that include pop star Debbie
Gibson and the Today show’s Willard
Scott.

The NAB and RAB reported that the
total cost for the campaign should be about
$100 million in donated airtime and up to
$1.5 million in marketing, promotion, ad-
vertising and professional fees. A strong
lineup of group owners has already com-
mitted to the campaign.

RAB President and CEQ Warren Potash,
who introduced the recorded spot at the
luncheon, said the campaign is important
because ‘‘our audiences love us, but they
take us, to a large degree, for granted.”” He
added ‘*We need to get in there and start

sblowing our own horns.”
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In a separate appeal, the luncheon also
provided the opportunity for a pitch to radio
broadcasters from fellow radio broadcasters
by the All-Industry Radio Music License
Committee. Group W Radio Chairman
Richard Harris, who heads the committee,
said there is still about $100,000 in debt
from the last round of contract negotiations
with ASCAP and BMI, which are up for
renewal at the end of 1990. He appealed to
operators for more information on fees paid
and financial support. ‘‘Some important
people in the industry,”” he said, ‘‘have
failed to contribute.”

Harris was followed by Bob Fox, the
committee’s chief fund-raiser, who asked
radio broadcasters 1o contribute 2% of their
annual license fees to the committee’s ef-
forts. Last year, he said, 97% of the indus-
try offered no support while about $125
million was paid to the music licensing
organizations by the industry last year.
*‘Think about the results of a 10% or 15%
increase,”” he told the audience.

Aside from pitches for support, the lun-
cheon agenda alsq featured this year’s in-
ductees into the Broadcasting Hall of Fame:
veteran sportscaster Red Barber and His-
panic broadcasting pioneer Nathan Safir.0
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RAB’s Potash promotes radio
and addresses his critics

He appeals for greater station
involvement in Radio Advertising
Bureau and addresses concerns
about his ability to lead organization

Making his first major state of the industry
address since taking office as president and
CEO of the Radio Advertising Bureau,
Warren Potash made an appeal for more
station involvement with the RAB and ad-
dressed in blunt terms some speculation
about his ability to lead the RAB.

During his presentation, Potash, who has
kept a low profile since taking the RAB
post last February, may have set the tone
for an association that is going to pride
itself on its bluntness. He acknowledged
from the podium that some RAB executives
were ““nervous” about his strategies, point-
ing to long-time RAB ecxecutive Wayne
Cornils as among those expressing concern.
He also mentioned being rejected by ‘‘an
alleged member”’ of the RAB staff, refer-
ring to an unsigned letter criticizing his
leadership that had been circulated to mem-
bers of the press (BROADCASTING, May 1),

“I have a lot to learn,”” said Potash,
“‘and I think my colleagues know that they
have a little bit to learn too.”’ He said that a
major overhaul did not appear necessary at
RAB, operations, although he said he could
see some time-shifting of employe sched-
ules to better serve members outside the
eastern time zone.

RAB Board Chairman Carl Wagner of
Great American Broadcasting, who attend-
ed the convention and was scheduled to
introduce Potash, was not present, report-
edly due to business commitments.

In line with Potash’s expressed concerns
about determining firsthand what is on the
minds of radio broadcasters, he agreed to
an unscheduled question-and-answer ses-
sion at the request of several audience
members.

An early question from the audience was
if Potash would name three specific things
he intended to do for RAB. ‘*No, [ won’t,”’
he said. *‘I think I’d like a little more time
before I give any specifics.’” At this stage,
he said: *‘I'd like to know mostly from our
members and especially those who are not,
what they would like from us."

One primary concern that Potash men-
tioned during his presentation was that the
radio industry is too passive about its suc-
cesses. ““We should get bragging about our-
selves,’’ he told the assembled radio broad-
casters.

Armed with a handful of articles citing
advertising problems in the newspaper in-
dustry, Potash said that radio could capital-
ize on their losses. He said that radio broad-
casters, however, are doing very little to
t‘exploit’’ the situation.

Potash, a long-time Capital Cities/ABC
radio executive who came out of retirement
to take the RAB post, said he recalled the
days when ‘‘you couldn’t bust a newspaper
rate.”” He said he also recalled a lot of talk
in recent years about the death of AM ra-

Potash
dio, an area that he said is now vibrant and
needs to be promoted as such.

“‘Look at this,”” he said, holding up a
clipping about the teabag congressional pay
raise protest organized recently by the na-
tion’s radio talk show hosts. ‘‘AM radio
making national policy. Can you believe it?
[ thought I’d die!”’

Potash appealed to stations to support the
RAB by sharing their expertise. ‘‘If we're
going to increase the share of the pie one-
tenth of 1%...it°s going to take $118 mil-
lion net new dollars,”” he said, adding: ““If
you think five people sitting in New York
are going to do that, you're in for a big
surprise.”’

Stations could share expertise, in part, by
providing creative advertising ideas, said
Potash, which in tum could be presented to
major advertisers that have turned to RAB
for help. “‘I ran radio stations for years and
never thought that some turkey was going
to walk into RAB’s offices with 18 million
bucks,’” said Potash, ‘‘but they do.””

One of Potash’s closing comments was to
urge radio stations not to allow advertisers
to assess listeners in terms of gross rating
points. ‘‘Talk to them about how hard you
worked to build up that audience,’’ he said.
““Don’t let them buy you as a commodity,
because you ain’t.”’

Promotions and
community projects
help make profits in
small, medium markets

Among the most well-attended radio ses-
sions at the convention was ‘‘Reap Reve-
nues, Ratings and Listeners in Small and
Medium Markets,” featuring a panel of
broadcasters who have focused on promo-
tions and community involvement as meth-
ods of generating profit in markets where
advertising dollars are not always readily
available. On the topic of ratings, the pan-
elists generally agreed that although they
should not be ignored, they should also not
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be considered all-important to smaller mar-
ket stations.

Moderator Jim Kokesh of KHAS(aM) Has-
tings, Neb., began the session by describ-
ing how his station decided to take on com-
petition in his market by *‘playing their ball
game by our rules.”” He said KHAS, a stand-
alone AM station with six years of billing
declines, fought back in part by hiring a
salesman who had been retired from a com-
peting station.

Kokesh’s approach set the tone for the
session, which focused on how small- and
medium-market stations have found new
ways to backstroke when faced with the
prospect of sink or swim. Panelist Bil] Wil-
lis of WFLQ-FM French Lick, Ind., generat-
ed supportive laughter from the audience
for his station’s unusual way of capitalizing
on the popularity of Boston Celtics player
and French Lick native Larry Bird: at local
town parades, the station provides a car
with a life-size cutout of Bird and an ampli-
fied tape recording of his voice.

During the December holidays, Willis
recommended his station’s unorthodox ap-
proach toward selling greeting announce-
ments. Each year, he said, the station sells
10-second greetings at $3.50 each and then
plays them back at six per minute. He said
that last year’s ads, which were purchased
by local retailers and individuals in the
community, brought in approximately
$10,000. A positive aspect of the spots, he
said, is that ‘“‘virtually anyone you see is a
prospect.”’

The panelists also stressed the impor-
tance of maintaining a strong local presence
in their respective communities. *‘If any-
thing is happening in the market, we are
there with our mobile units,”” said Clyde
Price, of WACT-AM-FM Tuscaloosa, Ala.
‘“Whatever happens, you have got to be
there with your mike flag on.”

In the area of promotions, Price said his
station’s most successful promotion has
been an annual ‘‘Hawaiian Getaway.”’ The
prize in the contest is one week at a Waikiki
condominium, which Price said cost
$12,000 to purchase and which has brought
in about $300,000 in extra business since
launching the contest a few years ago.

Price warned fellow small-market broad-
casters not to focus too much on ratings.
‘“We don’t tie our entire operation to rat-
ings, because it can kill you,”” he said. “‘If
they’re nice, we talk about it; If they’re not,
well, we don’t believe in them anyway.”

Added panelist Bob Doll, co-owner of
wSHY-AM-FM Shelbyville, Ill., and editor of
Small Market Radio Newsletter: “‘I don’t
care if the rating book is a good one or a
bad one; if you're going to tie yourself to
ratings, you’re going to be frustrated all of
your life.”

Stations need to remember their market
status, he said, adding that ‘‘a lot of people
in small and medium markets get into trou-
ble by trying to do what the big guys are
doing.”” Doll noted that ratings should not
be disregarded, however, and urged sta-
tions to repeat their call letters frequently.

On the topic of promotions, Doll reco-
mended that stations be certain that such
efforts are able to be conducted annually.
One such promotion, he said, is an annual
trivia tournament that has been held for the
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past eight years at wiSS-AM-FM Berlin, Wis.

On the topic of small market advertising
sales, Doll offered attendees a well-re-
ceived piece of advice: **“When an advertis-
er asks your station how many listeners
there are, you say, ‘how many do you
need?” >’

Radio renewal:
deciphering
postcards

Communications attorneys explain
what commission short form requires

There have been drastic changes in the
FCC’s license renewal process since dereg-
ulation. An NAB panel of communications
lawyers (entitled ‘‘Radio Renewal: 1s Your
Station Prepared?’’) attempted to answer
the question of what exactly is still required
by the commission, and, beyond that, what
stations should do to defend themselves
from a petition to deny or competing appli-
cation.

The update on the requirements was giv-
en by Craig Blakeley of Schnader, Harri-
son, Segal & Lewis. ‘“The renewal applica-
tion is just the tip of the iceberg,”” he said,
““You're running on your record of the last
seven years.”’ In addition, Blakeley added,
there is work to be done before filling owt
the actual renewal form, with pre-filing an-
nouncements that must be aired on the first
and 16th days of the month, two months
before the expiration of the license. There
are also the post-filing announcements.
Certification that they all were run must be
put into the station’s public file.

The actual documents that must be sub-
mitted to the commission, explained Blake-
ley, are form 303S (the so-called postcard
renewal), a form 396 EEO report for the
preceding year, an RF radiation statement
indicating compliance with the FCC’s
guidelines and form 323, the ownership
statement. The last does not have to be
submitted if there have been no changes
since the last one filed; a certification to
that effect will suffice.

Moderator Robert Branson of the NAB
asked Brian Madden of Cohn & Marks
whether broadcasters need any longer be
concerned with the type of programing they
air. Madden answered that while the FCC’s
requirements of at least 6% nonentertain-
ment programing for FM’'s and 8% for
AM'’s no longer apply, broadcasters would

L-r: ranson, Blakeley, Madden, Quale, Emmons

do well to continue along those lines be-
cause there is no legal precedent in the
courts for any standards other than the 6%
and 8% figures. Overall, said Madden,
“*your safest course is to treat the rules as if
they hadn’t changed.”

That applies to ascertainment of commu-
nity problems as well, the attorney added.
Stations should find out what issues con-
cern their community and include them in
the required quarterly program report. In
addition to listing the on-air methods of
addressing the problems in the quarterly,
Madden suggested listing nonbroadcast ac-
tivities that the station and its personnel are
involved in, such as charities and fun-
draisers.

To qualify for a renewal expectancy,
Madden said, a station should air at least
seven hours of public affairs programing
each week. That total can include news,
traffic and weather reports, PSA’s and pub-
lic affairs. Of that seven, said Madden, one
hour should be issue-responsive and at least
half of that hour should be locally produced
and not aired during the graveyard shift.
Another reason for continuing to do formal
ascertainment is that it gets the station out
into the community and in front of the
community leaders.

Addressing the question of what stations
have to do in the area of equal employment
opportunity was John Quale of Wiley, Rein
& Fielding. *“The key thing the FCC is
looking for is your success in implementing
your EEQ program,’’ Quale told the audi-
ence. The commission is very serious about
this, he said, and has doubled its staff and
increased the reviews of stations. The three
areas to address, he said, are (1) tapping
minority and female employment sources
for each job opening; (2) keeping accurate
records of job referral data, and (3) realiz-
ing ‘“you can’t use after-the-fact excuses
for failure.”’ Quale added: ‘‘You're safe
only if [minorities and women at a station]
are at parity with the workforce.'* And Bla-
keley suggested that the station keep careful
documentation of efforts to announce jobs
to minority and women’s organizations.
Keep copies of letters and file memos on
phone calls about each job opening, he
said, and make sure all openings are an-
nounced to such groups.

The next question was put to Nathaniel
Emmons of Mullin, Rhyne, Emmons &
Toppel. Branson asked whether the FCC
still cares about character issues. ‘‘Yes'

was his answer, but not in the comparative
context, Character, Emmons said, comes
down to: “*Do you tell the truth to the FCC?
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Dishonesty is about the only way to lose
your license.”” Avoid the ‘‘temptation,”
said Emmons. *‘Don’t lie to the commis-
sion.”” Don’t answer a question on the re-
newal form untruthfully thinking that the
commission will not catch it, he said. The
FCC probably wouldn’t take away a license
for not meeting some standard, but it will if
the licensee lies about it. |

A.M. radio:
laughs or lawsuits

Lawyers advise radio stations on
what could be dangerous ground
for ‘outrageous’ morning shows

Morning men who harass their newswomen
on the air may find themselves in trouble
with the law, according to a panel of law-
yers who addressed the legality of outra-
geous morning show behavior at a conven-
tion session entitled, ‘‘Funny, Yes—Legal,
No: Danger Lurks in Morning Drive.”’

Understandably, radio stations do not
want to inhibit spontaneity during morning
shows, acknowledged panelist Frederick
Polner of Rothman, Gordon, Foreman &
Groudine. Nevertheless, he said, such pro-
grams can open stations up to lawsuits and
loss of license if not kept under guard.

Polner specified the potential danger of
verbal harassment of women newscasters, a
popular feature of many programs national-
ly. Title 7 of the equal employment oppor-
tunities law may protect women against ha-
rassment on the air, he said, and it appears
that the EEOC is *‘aggressively’’ enforcing
cases that could be classified as an individ-
val employed in a ‘“‘hostile workplace.™

Polner recommended several precautions
to guard against lawsuits, including preem-
ployment screening of on-air talent, along
with signed contracts and knowledge of the
personality’s complete employment history.

Station management may want to request
that on-air talent provide them with written
sketches prior to airtime, according to pan-
elist Harry F. Cole of Bechtel, Borsari,
Cole & Paxson. Exactly what to look out
for is not always easy to find, but panelists
pointed to certain precautions.

Commenting on businesses is a special
risk, said Daniel M. Waggoner of Davis,
Wright & Jones. ‘“You are safest when you
are talking about very public, very impor-
tant people in your community,”” he said,
adding: *“You are also safest if you're talk-
ing about aspects of their life that are also
public.”” Statements of fact are often a good
way for on-air personalities to protect them-
selves, he said, but even facts may be pro-
tected if considered private.

Added moderator Steve Bookshester of
the NAB: ‘“The more you keep these things
to public figures, the more protected you
are.”’
Among the safest routes, said Waggoner,
is to avoid specifically addressing anyone.
““The problem, of course...is that you want
to do something that grabs people’s atten-
tion.”’

Panelist Chad E. Milton of Media/ Fro-
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said, is a pending case in which Bette
Midler is suing the Ford Motor Co. for use
of a celebrity sound-alike in one of its ad
campaigns.

Among the last warnings from the panel
of lawyers was one by Waggoner: "‘An
apology after the fact does not absolve
you.”’ d

fessional Insurance also reminded broad-
casters to guard against use of celebrity
impersonators under certain circumstances.

Possibly heading to the Supreme Court, he

U.S. radio eyes Europe for new opportunities

Britain, West Germany are
fast-growing markets holding
prospects for American radio
community; session draws
several hundred attendees

Members of the American radio community
who have sometimes been thought of as
parochial, concerned only with prospects in
the U.S., may be looking outward, 1o Eu-
rope. A session on opportunities for Ameri-
can companies in European radio—*‘Get-
ting a Slice of the European Pie’—
attracted an audience of a few hundred at
the NAB convention in Las Vegas last
week. And the three panelists made presen-
tations likely to stimulate interest in testing
market opportunities across the Atlantic.

There were stories of rapid growth and
expanding opportunities. Of course, there is
a downside. Government regulations and
business practices would be problems to
overcome. So would the language barrier
and differences in culture. Working with
nationals in the countries chosen for Ameri-
can invasion was among the recommenda-
tions heard at the session.

Great Britain was held up as a potentially

swect piece of the European pie. Simon
Cole, chief executive of PPN, a national
network company, said Great Britain is the
“‘fastest-growing radio market in Europe,
and Europe is the fastest-growing market in
the world.”" And the best, he suggested, is
yet to be. He said Great Britain has the
*‘largest potential for growth in the world.”
Why? Because dercgulation *'is still to take
effect.” And because radio has yet ‘‘to
realize its full potential as an advertising
medium.”’ He called it *‘the sleeping giant
ol advertising.”’

A government policy paper propoesing
major changes in the broadcasting industry
in Britain are to take effect by 1991. There
will be more radio stations—present regula-
tions limit the number to one for each mar-
ket (except London, where two are al-
lowed)—and more national commercial
networks. What’s more, the Independent
Broadcast Authority, created in 1973 1o
regulate the newly authorized commercial
stations, will be revamped, as will with
what Cole said was its heavy-handed regu-
lation.

What's in it for Americans? Coie said he
is interested in using '‘American expertise

to help develop what we’re doing in the
United Kingdom.’’ Among other things, he
cited a need for research. "The research
done in the UK is primitive,”” he said.

There are also opportunities for “‘spon-
sorship and more creative advertisers’” in
Great Britain, Cole said. He recalled that he
had called on Pepsi-Cola in London a few
years ago to solicit its account and was told
he was the first representative of radio to
make the pitch. He got the account.

Mike Haas, program director of Antenne
Bayern, the national radio station for the
state of Bavaria, based in Munich, arrived
at his job from Sheboygan, Wis., by way of
America’s Armed Forces Radio in West
Germany. He contended that the potential
for radio in West Germany maiches that in
Great Britain.

*“The country is so well off and there is
so little advertising,”” Haas said. He ulso
said the number of radio stations in West
Germany—|00—would double by 1992.
What's more, Americans would find an au-
dience not unfamiliar with their work.
‘“West Germany grew up on American-
stylc radio,”” thanks to Armed Forces Ra-
dio, said Haas.
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But there are obstacles to doing business.
For opcners, each state has its own *‘media
constitution,” or mini-FCC. And while
there are no restrictions on ownership of
broadcast stations, even by foreigners. ‘it
is impossible [for foreigners] to buy into
West German broadcasting properties.”
Haas said the mentality and psychology of
West Germans militate against the sale of
broadcast stations to foreigners. But Haas
suggested a way around that barrier: Estab-
lish relations with a West German group
that has an ownership interest in a station.

But apart from ownership, there arc op-
portunities for Americans in West German
radio. Haas cited sales training. He said this
15a critical need as West German radio
moves into a more commercial environ-
ment. He also said there is a need for pro-
gram syndication and, as in Great Britain,
for markel research and market surveys.
There are “‘good research companies in
West Germany,”" said Haas. *'but they are
not geared to radio.”

France is also a place where fortunes can
be made in radio. Jean-Paul Baudecroux,
managing director of NRJ Radio, told of
starting his radio operation in 1981 and of
franchising the service at a time when ad-
vertising was forbidden. Now he owns 25
radio stations in the largest markets in
France and services a network of 125 FM's.
He said revenues have increased enough to
top $55 million this year.

Ownership of French stations is not an
option for Americans. The government pro-

hibits non-Europeans from acquiring more

‘than a 20% interest in a station. But Ameri-

can programers, like Westwood One, arc
doing business in France. That market is
“wide open,”” said Baudecroux.

But in secking and conducting such busi-
ness in France, Baudecroux said, Ameri-
cans woulid be well advised to work through
a French company. **The U.S. lacks the
language and knowledge of the culture,’’ he
said. o

Big bang,
small budget

Radio consultant gives advice
to small-market stations on
how to get most kick out of
shoestring promotional budget

Sales and promotion are the lifeblood of a
radio station, especially a small-market
one. Combine that with ways to keep costs
down and you have the radio session
**Small Market Promotions with Litile or
No Budger.”” hosted by Darrell Solberg of
DDS Sales Training, Sioux Falls, $.D.

Solberg, a former radio salesman, sales
manager and general manager. offered the
overflow crowd a number of general and
specific suggestions on promotions that cost
little or no money.

Starting with the general: To make low-

cost promotions work, a station must have a
specific objective. Not just increasing sales,
but increasing sales by # number of dollars.
Promotions work best when they are part of
the overall advertising plan. Solberg listed
three categories of promotions: (1) Station
sales; (2) Station audience (build loyalty
and attract new listeners), and (3) Individ-
ual client promotion (increase store traffic,
sell more product). *“We should work to
make promotions so exciting that the listen-
crs don’t want to miss them and the clients
don’t either,”” said Solberg.

He recommends one major promotion
per quarter. The way to go about planning
one, he said, involves first defining the
objective (is it to help the station or adver-
tisers?). The next step is to generate an idea
based on the objective. The important
thing, he said, is to include sufficient fre-
quency to generate the maximum impact,
something radio is particularly good at.

Some logistical tips: The revenue or bill-
ing objective must be realistic. Make sure
the sales staff goes after new clients and
doesn’t trade dollars by moving existing
advertisers’ schedules into the promotion;
instead, a good promotion is an excellent
opportunity for current advertisers to in-
crease their commitment.

The selling for the promotion, said Sol-
berg. should be done in a short time peri-
0d—3-10 working days—because you will
get a more concentrated effort from the
sales staff, he said. Require that all sales be
in two weeks before the start of the promo-
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tion to avoid scheduling and other last-min-
ute foul-ups, he advised.

Presentations should be tailored to each
client and there should be a formal, written
presentation and demo tape for each to help
make this intangible promotion idea tangi-
ble, said Sotberg, adding that the salespeo-
ple should also be made to ‘‘role play”
before hitting the streets: ‘*Don’t let them
practice on their best prospects.”

A good promotion, said Solberg, will
‘‘create excitement, be unpredictable, get
the audience involved, increase listenership
and increase the length of time the audience
spends listening.”

One of the specific promotions: The
Block Party—This contest has as its prize a
block party for 150 friends of the winner.
The station sells time to a variety of adver-
tisers who also contribute the makings of
the party: hot dogs, rolls, ice cream, soda,
potato chips, gas grills, and the like. The
station gets the necessary permits to block
off the street by the winner’s house and
throws the party complete with station air
personalities.

Remote broadcasts are another good tool,
said Solberg, but he emphasized that they
are tools, not ends in themselves. A remote
*‘should showcase an event or sale.’” And it
should be used to kick off an event, not end
it. When used at the start, it offers much
greater impact. o

Lawmakers outline
obstacles to
radio bill

The prospects for passage of a license re-
newal reform bill for radio appear uncertain
based on the remarks of key congressmen
during one convention session. There is not
necessarily considerable opposition to the
idea of establishing a two-step license re-
newal procedure for radio, but there are
other impediments.

*‘We will have to dispose of the fairness
doctrine and children’s TV issues first,”
Representative Matthew Rinaldo (D-N.J.)
told the group. Rinaldo is the ranking Re-
publican on the House Telecommunications
Subcommittee and the author of the radio-
only renewal bill (H.R. 1136).

““There is no way this bill will get out of
the Commerce Committee until fairness is
signed into law,”’ said Rinaldo. He also
emphasized that members need to hear
more from broadcasters. Congress is con-
cemned about the budget deficit and other
public policy issues. It is up to the industry
to convince lawmakers that there is a need
for license reform, the congressman said.

Rinaldo was joined by fellow Commerce
Committee members Billy Tauzin (D-La.),
John Bryant (D-Tex.), Cardiss Collins (D-
M.}, Jack Fields (R-Tex.), Norman Lent
(R-N.Y.) and Tom Bliley (R-Va.).

Collins said she would not support any
radio bill unless it addressed equal employ-
ment opportunity, minority ownership and
minority programing issues. “‘l am dead
serious about EEQ,”’ said Collins.

And Bryant was hesitant to embrace the
renewal bill. He has qualms about the in-

Represen

dustry’s abihity to self-police. He was par-
ticularly irked by the activities of an after-
noon talk show host on KLIF(AM) Dallas.
Bryant characterized the show as ‘‘dishon-
est and irresponsible.”

Susquehanna Broadcasting (the owner of
KLIF) is making money by disseminating
*‘misleading information,”” said Bryant,
adding that he knows ‘‘most of you don’t
do that.”

Later, when taking questions from the
audience, Bryant asked if there weren’t
some broadcasters who agree that some of
these talk show hosts have crossed the line.
Bill Clark, with Shamrock Broadcasting,
responded. He said he has indeed heard
some outrageous things, but, “‘I do not
think there should be any legal imposition
to control speech.’”

Also, congressional frustration with ra-
dio stemming from the role it played in
generating public outcry over the proposed
congressional pay raise is still alive, ac-
cording to the panelists. Lent said the pay
raise episode hit ‘‘close to home.”” Many
members, he commented, received ‘‘tea-

tatives Bliley, Bryant, Collins, Fields, Lent, Rinaldo, Tauzin

bags and nasty phone calls.”’ He thinks that
activity *‘hurt the cause.”’

Tauzin agreed there may be some in
Congress that resent radio for *‘trashing’
the pay raise. But he thinks lawmakers
must endure the criticism and stay commit-
ted to the First Amendment.

As long as newspapers editorialize and
there are talks shows *‘we have to learn to
live with them,” said Bliley.

Tauzin, a co-sponsor of the radio mea-
sure, warned that the bill could become
mired in controversy. ‘‘There are lots of
other issues. Keep in mind that the Senate
has no rules on germaneness...it can com-
plicate this issue, unless we keep it target-
ed‘Y’

Fields told the broadcasters to step up
their grass-roots lobbying. *‘l have never
heard from any radioc managers on this
piece of legislation. 1 have not talked to
anyone in Houston,’” he said. When asked
if any of the other congressmen had heard
from broadcasters about the radio bill, Bry-
ant, Collins, Fields and Lent said they had
not.

Survey says radio programers need to
change with their audience

Radio program directors need to change
their ways of thinking as a ‘‘new America”’
of individuals subjected to information-
overload has emerged, according to a na-
tionwide poll released at the convention by
Toronto-based Joint Communications and
the NAB.

The *‘new America,”’ according to Joint
Communications’ John Parikhal, is charac-
terized by a population that within the past
10 years has found itself with too much
media choice and information overload,
while becoming more time-sensitive and
less listener-loyal to any particular station.

““This is the new America, and it’s come
on us with blinding suddenness,’’ said Par-
ikhal. The change has dictated the top con-
cerns of program directors today, which,
according to the survey, include 50% fear-
ing there is too much choice for their audi-
ence; 19% concerned about declining loyal-
ty; 15% worried about time sensitivity, and
10% concerned about the issue of informa-
tion overload.

In order to contend with those concerns,
said Parikhal, program directors are con-
centrating on differentiation and awareness.
*‘You can be the most different station in
the world,”” he said, ‘“‘but if they don’t
know where you are, it isn’t going to do
you any good.”

Broadcasting May 8 1989
62

Oakes and Parikhal

Strategic marketing techniques intended to
develop that awareness, as cited in the sur-
vey, were as follows: for CHR stations, on-
air promotion is first and contests are sec-
ond; for AC stations, on-air promotion is
first and special event promotions are sec-
ond; for AOR stations, on-air promotions
precede special event promotions; for coun-
try stations, on-air promotion is first and
special event promotions are second; for
news/talk stations, off-air promotion is first
and on-air promotions are second; for easy
listening, off-air promotion is first and on-
air promotions are second, and for gold,



on-air promotion is first and special event
promotions are second.

*‘Most program directors think the same
way,”’ said co-presenter David Oakes, and
most of those program directors are using
the same old solutions to try to solve new
problems. ““The program directors must be
more inventive and creative,” he said.

A winning strategic focus for program
directors, said Parikhal, should include mu-
sic (‘‘be best or be different’’); moming
drive (“‘use it to differentiate’’); on-air pro-
motion (‘‘use it as a marketing tool’); off-
air marketing (*‘use it to build awarenecss’’);
promotion budget (‘‘be competitive’’), and
research/information (‘‘get the facts about
your market’’).

Recent programing experiments were
cited as attempts to confront a changing
marketplace: The Krusher; Z-Rock; The
Wave; classic hits; all-sports; all game
shows; all motivational; all-Beatles; all-El-
vis; Precision oldies; Format 41; The Edge,
and Pirate Radio. Regarding Satellite Music
Network’s Z-Rock, Parikhal predicted that
it is *‘a format that you are going to see a
lot of experimentation with in the next
year.”'

Parikhal also noted the following daypart
experiments: Howard Stern; jazz flavors;
music for lovers, Dr. Ruth; Psychedelic
Sunday, and morning zoos. While he said
the programs have been successful by creat-
ing inncvative approaches to radio, some
may be losing direction. At the nation’s
morning zoos, for example, he said: *I
think we need to clean the cages.”’

““To grow,”” said Parikhal, radio ‘‘needs
to feel that it is different and important.”’

The programing study was based on
about 500 questionnaires complcted by pro-
gram directors representing a wide variety
of formats, market size and years of experi-
ence. O

Panelists discuss
how to assess
Hispanic radio

Among suggestions offered: disregard
ratings; check station’s advertising
sales track record, and scrutinize
station’s management team

Opportunities abound in the area of Hispan-
ic broadcasting for those lending institu-
tions willing to assess the market in other
than general market terms. That was the
word from a panel of broadcasters and in-
vestors assembled at a session titled,
“‘Banking on Spanish Radio.”

“We're talking about a market that is
isolated from the general market,” said
panelist Marcos Rodriguez Jr. of KESS(AM)-
K0J0(FM) Forth Worth. **I would encourage
bankers to take a few elements into consid-
eration.”’

Rodriguez said the Hispanic audience
differs from the general market audience in
that, among other reasons, stand-alone AM
stations are considered a viable entity and
advertisements a source ol information.

His overall advice to bankers scouting
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Hispanic properties was to disregard rat-
ings; look at the station’s advertising sales
track record; visit the station during one of
its major public cvents; look at its engineer-
ing log; search its public file, and obtain
any available EEO reports.

Panelist Katherine C. Marien of Bank of
New England singled out the station’s man-
agement team as the “‘first and most criti-
cal”” prerequisite for bankers evaluating a
station. In her role as lender in Spanish
Broadcasting System’s ambitious launch of
WSKQ-FM New York, she said, manage-
ment’s ability to control expenses was a key
factor. Also cited as important factors are
signal coverage; technical quality, and po-
tential of audience share growth. ‘‘The
numbers are really the last thing you have
to look at,”” she said. “*Without [the other
factors], you can throw the numbers in the
circular file.”

Marien’s presentation was followed by a
spirited attack on bias against Hispanic me-
dia by Cecil Heftel, a Hollywood, Calif .-
based Hispanic broadcaster.

““We have to be ready to criticize and
challenge the system to spend the kind of
dollars that they should,”” said Heftel. He
drew attention from the audience by noting
that a major Southern California lender that
provides money to Hispanic broadcasters
has balked at advertising in the medium.

*‘Qur challenge going forward is not how
to compete with each other,’” he said, ‘*but
how to compete with that bias.”

Despite any cries of bias, the Hispanic
broadcasting industry is making a list of
inroads that were outlined by panelist John
Page of Barclays American Business Cred-
it. According to Page, advertising expendi-
tures among the top players in the Hispanic
market during 1988 were $20.77 million by
Procter & Gamble; $13.1 million by Philip
Morris; $8.6 million by Anheuser-Busch,
and $7.9 million by Colgate-Palmolive.
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Sale of Orban to AKG Acoustics
prompts speculation that less
development money will be invested
in Orban’'s broadcast processors;
Orban denies rumors

Just prior to the opening of the NAB con-
vention, AKG Acoustics Inc., Stamford,
Conn., completed the acquisition of Orban
Associates, San Francisco. According to
Robert Orban, founder of Otrban Asso-
ciates, the company’s line of audio and
video signal processing equipment for TV
and radio stations will continue to be sold
under the Orban name. Orban will continue
to serve as chiel engineer, and his partner,
John Delatoni, will continue as general
manager, headquartered in San Francisco.
No sale price was announced.

AKG Acoustics Inc. is the U.S. subsid-
iary of AKG Acoustics of Vienna, Austria.
It specializes in broadcast microphones and
headsets and introduced a RAM-based digi-
tal sound editor at this year's NAB equip-
ment exhibition.

Some speculation on the exhibit floor
was that AKG acquired Orban to concen-
trate on its studio equipment and that less
development money would be invested in
Orban broadcast processors, which include
units with National Radie Systems Com-
mittee filters, for AM radio stations and TV
stereo exciters. Orban’s sales manager,
Howard Mullinack, denied the rumors, say-
ing: ““AKG bought us for our broadcast
expertise.... We have been very strong in
the broadcast business, and with the AKG
partnership we will be cven stronger.”

In fact, some sources close to the AKG-
Orban deal said that AKG is also interested
in buying another unnamed signal process-
ing company. Such a deal is said to be near
and will take place in the next few weeks if
it happens. a
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Computers, automated libraries,
robotic cameras are hot topics;
among big sales is CBS’s

$5 million purchase of Sony
Library Management Systems

Robotics and computer control of nearly
every function of a TV station were hot
topics at the NAB equipment exhibition.
Nearly ecvery major supplier of automated
videotape libraries, robotic camera systems
and newsroom computers had large sales to
announce at the show. In a technical ses-
sion, some broadcasters who have already
equipped their stations with such systems
provided advice for those budgeting to
make the conversions next.

Automation was perhaps the second hot-
test topic among TV engineers, besides the
now-annual number-one: high-definition
television. At a panel session on HDTV,
Julius Barnathan, ABC senior corporate
vice president, technology and strategic
planning, was asked whether broadcasters
should be concerned that the studio equip-
ment they buy today could become obsolete
when new TV systems are adopted. He
replied that stations are safe buying current
systems and added: ‘:I’d buy the robots.”’

pick from technological buffet

But beforc buying a library system,
James Hall, chief engineer for wrvT(TV)
Milwaukee, said many stations should con-
sider scrapping their old two-inch ‘‘quad’’
spot players. He cited NAB survey results
revealing that 84% of TV stations today
still have quad machines and that the major-
ity of production houses still dub on two-
inch machines to send taped commercials to
those stations. *‘It’s 1989 now and the two-
inch tape machines have served us well. but
at this point in time are outdated,”” he said.

Hall recommended replacing the quad
machines with one of the several cart sys-
tems based on the half-inch component ana-
log videotape formats. The lower cost of
maintenance alone would pay for the con-
version, he said. Because no manufacturer
makes quad machines today, repairs are
costly. Blank tapes are also expensive be-
cause only Ampex continues to supply
them. The saving in storage space also jus-
tifies the change, since half-inch cassettes
are less than half the size of quad cassettes.

Another concern for those looking to buy
library systems are the numerous satellite
delivery formats designed to be picked up
by automated tape players, according to
Tom O. Mikkelsen of wTMmi(am) Milwau-
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kee, who presented a paper with Hall. “*‘We
need subcarrier standards for operaticnal
reasons and also must encourage receiver
manufacturers to continue to implement au-
dio subcarrier demodulators. They must be
designed so they may be controlled remote-
ly viz computer interface to meet today’s
pressing need for higher levels of automat-
ed broadcast operations.’” Mikke!sen noted
that an NAB committee is studying the
problem and called on NAB to standardize
a solution. Another problem, he said, is
that a limited number of manufacturers
make satcllite-receive antennas with audio
subcarrier demodulators.

On the exhibit floor, Sony Corp. started
off the convention with the announcement
of a $5 millien sale of its Library Manage-
ment Systems (LMS) to CBS. The systems
are configured to hold composite digital D-
2 recorders and cassettes. The sale also
represents the first purchase of D-2 equip-
ment by one of the three major networks.
According to Sony, the deal is also its larg-
est sale of digital LMS systems to date.

The CBS purchase includes two DVC-
1000 LMS systems (with a capacity of
1,000 cassettes), two DVC-500's and six
DVC-80’s. The smaller-capacity DVC-80



was a Sony introduction at this year's
NAB. The other two systems have been on
the market since NAB '88.

The DVC-1000's will be installed at
CBS’s East Coast operations facility to feed
to its affiliates. The DVC-500"s will go to
CBS-owned wCBS-TV New York.

Part of Sony’s booth, which was the larg-
est at the NAB exhibition, was its Integrat-
ed Broadcast Operation (IBO) Network, a
technical demonstration centered on two
LMS systems. Computer control was also
used to control a character generator, still-
store and distribution switcher. The compa-
ny plans further enhancemenits to allow for
integration of a station’s sales, traffic and
accounting computers.

Ampex Corp., Redwood City, Calif., an-
nounced it has completed the first delivery
of its ACR-225 automatic spot player,
which is also built to accommodate D-2
VTR’s and cassettes. The system began
operating at the Kansas State Network’s
KWCH(TV) Wichita on March 4. The other
three KSN stations located in Hays, Good-
land and Dodge City are to begin taking
feeds from the ACR-225 at KWCH by mid-
May.

Since NAB ’88, Panasonic Broadcast
Systems reported the sale of 42 of its
M.A.R.C. systems, which can be config-
ured to hold up to 1,000 MII half-inch CAV
cassettes. Twenty-three stations have ac-
cepted delivery so far. This year, Panasonic
upgraded the M.A.R.C. system by adding
an external videotape recorder interface, the
AU-1A Protocol Interface. Control of an
external VTR allows for applications that
require more than one tape format.

Panasonic is now developing MARCUS,
a new interface that allows for M.A.R.C.
system control by the the Total Automation
System (TAS) computer marketed by Utah
Scientific, a Dynatech company. The sys-
tem was demonstrated at the Dynatech
booth. The company plans to begin delivery
of the integrated system by the end of the
year. Another M.A.R.C. system upgrade to
look for is a system supporting Panasonic’s
new half-inch composite digital tape for-
mat. The company is shooting for introduc-
tion of such a system by next year, accord-
ing to Panasonic Broadcast Systems
President Stan Basara.

Despite Panasonic’s sales successes,
Odetics Broadcast, Anaheim, Calif., con-
tinues to lead with 70 sales and 64 installa-
tions of its Cart Machine. Another contract
was signed during the show for a system to
be delivered to KCPQ(TV) Tacoma, Wash.
That system will include the new external
VTR interface introduced by Odetics at this
year’s show. Other odetics introductions in-
¢cluded D-2 and PAL versions of the sys-
tem; expansion modules which make un-
limited cassette capacity possible, and the
News Control Terminal, which ‘‘really is
generating a lot of interest,”” according to
Odetics engineer Mark Greenly. The termi-
nal is designed to facilitate playback of a
series of videotapes during live news pro-
grams. Among the terminal’s features are a
flat-panel display and touch-screen interac-
tive control.

NAB ’'89 marked the availability of the
Automated Library System (ALS) from La-
kart Corp., Newton, Mass. Lakart has in

Vinten’s robotic camera

the past sold spot players, but with the
ALS, it is just entering the full-automation
market. ‘‘Basically, what we're offering is
a library system that will control the sta-
tion,”” said Lakart’s Edward H. Herlihy.
The system interfaces with a station’s traf-
fic computer, automatically records pre-
programed satellite feeds and can run the
master control switcher or be controlled by
it. The system will hold up to 500 cassettes
and can be built to hold tape decks in any
format.

During the technical session, speakers
with automation system experience includ-
ed engineers from wpPIX(Tv) New York and
WTVT(TV) Milwaukee, both independent
stations. “‘In case you hadn’t noticed, the
independent end is on the leading edge of
station automation,’’ said Harold Protter,
general manager of WTvT, who moderated
the session.

But Richard Lunniss, vice president,
sales, for A.F. Associates, Northvale, N.J_,
tended to disagree. A.F. is the U.S. distrib-
utor of robotic camera systems built by
British-owned Radamec EPO. He said the
company does not expect to sell to indepen-
dents outside the top 10 TV markets. *‘Af-
filiates will be the principal people’’ buying
robotic cameras, Lunniss said. But one in-
dependent, wPIX, was “*a forerunner. Good
luck to them,'” he said.

A year ago, WPIX installed a three-cam-
era robotic system from one of A.F.’s com-
petitors, Vinten Broadcast Inc. Although
Vinten has sold robotic systems for about
10 years in Europe and other parts of the
world, wPIX was its first U.S. installation.
During the NAB show, Vinten announced
that its second U.S. installation will be the
Los Angeles City Council chamber, where
regular meetings are viewed on cable.

Robert S. Murch of wPIX said during the
technical session that the robotic cameras
are used seven days a week on four shows a
day. Economics were the most important
consideration in deciding to buy the system,
Murch said. ‘*Everybody is into ROl—re-
turn on investment—these days, and pro-
ductivity and efficiency.”” He estimated
that a typical station will have paid for the
system within two years by eliminating
cameramen’s shifts.

Although A F. Associates built the stu-
dio for the CNBC network, which began
cablecasting last month, the network chose
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to equip the studios with robotic cameras
from Total Spectrum Manufacturing {TSM)
of Valley Cottage, N.Y., rather than Rada-
mec. Just prior to the show, TSM installed
its Autocam system at KPIX(TV) San Fran-
cisco and immediately afierward was plan-
ning to deliver a system to WCCO-TV Minne-
apolis. An additional sale anpounced at the
convention was to KCRA-TV Sacramento,
which will be the first TSM interface in the
field with the Dynatech Newstar newsroom
computer system. Dynatech, both last year
and during this year’s convention, exhibited
the Autocam system at its booth. The KCrA-
TV installation will be done in the third
quarter of '89, TSM said.

The big sale of the show announced by
A.F. Associates was a five-camera system
to be installed at NBC-owned KNBC-TV Los
Angeles. Among A.F.’s earlier Radamec
systemn installations was NBC News studios
in New York. The Los Angeles system will
be the first field test for A.F.’s “‘RoboPed”’
free-rolling camera pedestal, which was
shown for the first time at NAB. One of the
five KNBC-Tv cameras will be mounted on a
RoboPed on a trial basis with the stations
having the option to buy the pedestal or
replace it with one of A.F’s earlier intro-
duced, stationary pedestals.

This year’s convention marked the first
time that A.F. had a newsroom computer
interface. The Radamec system was shown
operating with the Basys system at the
Basys booth in a two-camera studio with
one of the cameras on a RoboPed.

Also of interest at the Basys booth was
the announcement that NBC was taking an-
other step to enhance its automation capa-
bilities by signing a new five-year deal with
Basys. NBC News has been Basys’s big-
gest customer. The new contract covers
maintenance and system enhancements
which will include doubling the current sys-
tem to over 500 ports. Some of the software
enhancements in the contract will include
programs developed by Siscom Inc., anoth-
er broadcast computer company. Basys and
Siscom announced an affiliation agreememt
at the show for joint development and mar-
keting of newsroom computer products.

At the Dynatech Newstar booth, one new
computer newsroom product was shown,
the Newstar PC. The system provides con-
trol of robotic cameras, cart players and
stillstore. a

AMST compares
notes on HDTV

HDTV tops meeting; Mosbhacher
stresses Bush administration’s desire
to develop ‘industry-led policy’ for
developing TV equipment of future

High-definition TV was the main topic for
speakers at the Association of Maximum
Service Telecasters’ annual meeting, held
during the NAB convention. Transm_ission,
production and display of HDTV images
were among the issues covered, and the
featured speaker, Commerce Secretary
Robert Mosbacher, reaffirmed the Bush ad-
ministration’s commitment to aiding U.S.



industry in developing and marketing tele-
vision equipment of the future. .

Mosbacher also stressed the administra-
tion’s desire to provide tax breaks, anti-
trust law relief and funding of private con-
sortiums as approaches to ading U.S.
industry, rather than heavy direct funding
of NASA or some other government agency
with money earmarked for HDTV. *‘I have
grave concerns about geing in this direc-
tion. I personally do not believe in industri-
al policy. I believe in industry-led industrial
policy,” he said.

The secretary called HDTV a “‘technol-
ogy driver’’ that will certainly affect Amer-
ica’s trade balance with Europe and the Far
East adversely if the U.S. does not have a
role in the manufacturing of some of the
spin-off technologies arising from it. But he
said that the private sector will be the key
player. *“We have an advisory committee
with broad industry representation, and this
too will help us develop our HDTV poli-
cy.” A complete Commerce Department
report to President Bush has not yet been
written, he said, adding that the wait ‘‘will
not be over a long period. We need to move
forward with this.””

AMST Chairman Joel Chaseman, chair-
man of the Post-Newsweek stations, noted
that U.S. broadcasters have one strong ad-
vantage to protect themselves from domina-
tion by foreign companies: “‘Foreign inter-
ests can’t buy a local [U.S.] television
station.... We’re in the midst of making the
strongest possible case by investing our
time and our money and making a commit-
ment to move HDTV technology forward
within our licenses to serve the public needs
and interests.”’

On the transmission side of the HDTV
issue, AMST President Margita White stat-
ed the association’s desire to insure that
broadcasters choose a system equivalent in
quality with whatever system is adopted by
cable and other media. She questioned the
strategy suggested by some that U.S. tech-
nology “‘leapfrog’” the current analog
HDTV technology with a digital system in
the distant future, counting on an enhanced-
definition television (EDTV) or improved-
NTSC as a short-term solution. *“This [digi-
tal] solution doesn’t suggest where we're
leaping and when we will leap,” she said.
The worst case that could result if broad-
casters and other media had unequal stan-
dards after the transition to HDTV could be
the loss of the current system of free, terres-
trial transmissions, White said.

Even if broadcasters do choose a compet-
itive standard, other forces could work to
degrade the quality of broadcasters’ HDTV
signal, said Greg DePriest, AMST vice
president, who serves as the association’s
expert on technical matters, ‘“The FCC
seems oblivious to the fact that many of its
spectrum decisions are degrading the quali-
ty of television,”” he warned.

One of several examples he gave of re-
cent FCC action is a system approved in
December 1988 that involves use of spec-
trum to track stolen cars. That service could
potentially interfere with TV ch. 7 in some
markets, he said.

When HDTV is introduced, these new
services will present even greater problems
to broadcasters. ‘‘encroachments on spec-

trum could make it impossible for some or
even all broadcasters to carry high-defini-
tion. Spectrum integrity has never been
more important to television.”

Chaseman ended the meeting with the
announcement that AMST will hold its
third seminar on HDTV in Washington
Sept. 6. Similar gatherings were held in
September of 1987 and 1988 to provide
AMST members with updated information
on the progress toward an HDTV terrestrial
standard.

NAB officially
unveils national
free TV campaign

Task force chairman Mailtz
outlines battle plan for
survival in competitive
media marketplace

Last week NAB announced its plans for a
national campaign to promote free over-the-
air television, as reported by BROADCAST-
ING last month (BROADCASTING, April 24).
It was officially unveiled during the TV
luncheon by Milton Maliz of Malrite Com-
munications, chairman of NAB’s free tele-
vision task force. Later Maltz provided fur-
ther insight into the project at a convention
workshop.

Broadcasters are trying to educate the
public. They want consumers and Congress
to know that free TV’s survival is being
threatened by cable. ‘‘Increasingly, cable
and VCR'’s are siphoning programing away
from free television; other technologies
threaten to accelerate the trend,”” Malitz told
his fellow broadcasters.

Part of the advertising and promotion
campaign that is to be waged on the local
level includes a prime time announcement
by the campaign’s spokesman, veteran CBS
newscaster Walter Cronkite, which will air
on every commercial Station sometime
within the next two months. Once the cam-
paign is under way, broadcasters will re-

Maltz
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ceive a press kit, announcements, a jingle
and a logo for air and print. There may also
be special contests.

Cable carries broadcast signals for free
under the compulsory license, which has
resulted in a pay television service with
revenues in excess of $14 billion, said
Maltz. ‘‘Unfortunately; the implied linkage
between the use of the free copyright and
must carry, as well as channel stability, has
not only been ignored but exploited by the
relentless force of sheer greed. Stations
have been dropped at will...and reposi-
tioned on whim...without ¢ven the courtesy
of notice.”

He said the nation’s communications pol-
icy is being established not by Congress or
the FCC, but by Wall Street. ‘‘Indeed, the
pay TV industry is a financial creature,
born to deal makers...and bred on junk
bonds,’” said Maltz. He warned that the
““ravaging of free TV has yet to begin in
earnest.”’

Cable, he continued, is the only First
Amendment speaker with the right to ‘*dig
up your front lawn.’” Sports leagues, he
added, have been granted immunity from
antitrust laws and are ‘‘now joining forces
with pay TV.”

He called for action. ‘“We must educate
the public that free TV is not a birthright. In
many parts of the world, there is no free
television. Our broadcast system is a pre-
cious national resource that must be nur-
tured and preserved.”

Maltz admitted that broadcasters cannot
put the *‘genie back in the bottle. It is not in
our national interest to return the television
industry to an economy based on scarcity of
choice.’” And there are those, he said, who
feel the campaign may be too aggressive.
““All I can say is simply this: What is the
meaning of our existence if we are not able
to exhibit courage in times of adversity or
crisis?"’

The workshop provided broadcasters
with an opportunity to hear the Free TV
jungle, created by Frank Gari of Frank Gari
Productions. And there were examples of
spots local broadcasters are already airing
to increase ‘‘awareness of and appreciation
for free television.’” All industry organiza-
tions are involved including the networks,
the Television Bureau of Advertising, the
Association of Independent Television Sta-
tions and NAB.

Maltz later in an interview with a CNN
camera crew said that this is not ‘“‘a cable-
bashing concept,”” but that broadcasters
feel there is an **imbalance’” and they want
to correct it. a

TV advertising:
up and down

The conditions for a reinvigorated televi-
sion advertising marketplace may be closer
than many think, said Robert Ceen, senior
vice president, McCann-Erickson. His re-
marks, however, were largely overshad-
owed by somewhat more dour perspectives
at a Monday afternoon convention session:
“What’s up?...What’s down?”’

Brand advertising budgets are due for
expansion, Coen said, and the shortage of




retail shelf space makes increasing advertis-
ing sales all the more important. Although
there may be a recession next year, Coen
said, once that is ‘*out of the way, consider-
able growth and inflationary thinking will
come back.”’

Denver-based consultant Paul Bortz said
that television advertising revenue would
likely increase ‘‘8 10 9% over the next few
years...assuming inflation of 5 to 6%.”
The same revenue growth range, minus |
percent, was estimated by David London-
ner, managing direcior of Wertheim
Schroder & Co., who termed the growth
‘‘not a particularly favorable environ-
ment,’’ given interest rates of 10% com-
pounded.

Helping stations, Londonner said, was a
likely ‘*‘cooling down> of programing

costs, which had been boosted by the in-
crease in the number of television stations.

The television networks have not yet
been very successful in controlling pro-
graming expenditures, said panel moderator
[. Martin Pompadur, managing partner of
ML Media Partners, adding that is why the
networks continue to try to reduce station
compensation.

Compensation cuts, said Bortz, would
particularly hurt stations in markets 75 and
below, where network compensation is
equal to 40% of an affiliate television sta-
tion’s cash flow. In the top 25 markets
compensation is only seven or eight per-
cent, he said.

One consequence of slow revenue
growth might be yet one more consolidation
of television reps, said Peter Goulazian,

president of Katz Television Group. Anoth-
er ouicome could be ‘‘involvement” with
cable, with one such involvement perhaps
being a rep’s purchase of an equity interest
in a cable rep.

Among the other long-term forecasts
made by Bortz were that network prime
time ratings might go below 60% by the
mid-1990’s, and that independents not affil-
iated with Fox might form yet another net-
work.

There is a very pragmatic reason for
looking far off into the future, said Pompa-
dur: Buyers who are thinking of turning a
station around and selling it need to be
aware of the next buyer’s perception of
the industry, he said, which in turn may
depend on industry conditions yet further
out. o

Mutable marketplace: Station trading and credit

Station prices reflect cost
of money to finance money

A marketplace enabled by credit will also
be hurt by credit restrictiveness. That was
the view of several panelists who spoke at a
Monday television session, ‘‘What’s a TV
station worth today?’” moderated by ML
Media managing partner I. Martin Pompa-
dur. Said Gerald Hassell, senior vice presi-
dent, Bank of New York: ‘‘Stations cannot
support levels of debt they once did.”

The influence of credit market conditions
has more effect on station prices than is
generally recognized, said Nancy Perets-
man, director, Salomon Brothers: ‘‘The
change in station multiples is primarily a
result of the change in the price of funds.”
Concern over ‘‘industry fundamentals™ is
*‘secondarily’’ a determinant of multiples.
Peter Desnoes, chief executive officer of
Burmmham Broadcasting, said his bids for
certain Knight-Ridder stations were 15%
lower than they would have been had fi-
nancing costs been the same as the last time
he bid on stations.

Sophistication of the credit markets has
also fueled the station trading marketplace.
George Gillett, chief executive officer of
Gillett Broadcasting, noted that many ac-
quirers today are leveraged with ‘‘zero cou-
pon’” or ‘‘pick and pay’’ debt, enabling
them to defer cash payments. Pompadur
said such sophistication can have its costs,
citing the premiums charged for interest
rate “‘swaps’’ and ‘‘caps’’ as an example.

Despite a less favorable lending environ-
ment, there are new buyers coming into the
business. One of them, Lowry Mays, chief
executive officer of formerly all-radio
group Clear Channel Communications, said
radio owners saw possibilities for better TV
station audience promotion. Gillett said ca-
ble operators have also seen certain oppor-
tunities and have become shoppers for TV
stations.

Current operators will succeed, said Gil-
lett, by offering a better product. That goal,
he asserted, is not contingent on spending.
As evidence, he cited the difference in pro-
duction costs between a Cadillac and a
Chevrolet: roughly $600.

By holding costs to a 2% increase, a

station could obtain profit increases of 15%
or higher on revenue growth of just 7% or
8%, said Gilletr: ‘*We need 13% w0 17%
profit increases or we shouldn’t be in this
business.’’

One area thought to represent cost con-
trol, locally produced programing, might
prove to be expensive, said Gillett: “‘In
some of our recent purchases, we expanded
[local programing] a little too much and a
little too soon.™

Roy Stewart, chief, video services divi-
sion, Mass Media Bureau, FCC, talked
about the three-year rule, which some have
suggested should be reintroduced. Stewart

said in the past, those wanting to sell prior
to the three-year waiting period could find
exemptions for financial hardship, disabil-
ity or a ‘‘catch-all”’ category of other
changed circumstances. He said the FCC
staff back then spent most of the time trying
to fit those who wanted to sell into one of
the three categories: ‘‘There was little rea-
son to make those who didn’t want to serve
their community hold the station.”
Stewart added that since the elimination
of the threc-year holding period, ‘“We are
still waiting to see the first petition from
viewers who say that the new owners are
not serving the needs of the community.”’ 0

Broadcasters, others talk trash

Panel session brings together
critics and defenders of
so-called trash TV

Trash television last week served the func-
tion for which it is well suited: It was the
topic for a panel session, this time at the
National Association of Broadcasters con-
vention in Las Vegas. And it proved once
again an audience-grabber, an emotion
stimulator and, perhaps more than any-
thing, a cathartic.

Critics of the genre could express their
outrage, while defenders waxed indignant.
(““We're dealing with major issues, the
same ones seen on Brinkley and Night-
line,”” said Bill Boggs, executive producer
of the Morton Downey Jr. Show.) And a
number of speakers, on the panel and from
the audience, could observe that the fate of
the shows was in the hands of the viewers.
No one argued the point.

But there was one new touch, and it con-
tributed to the surreal atmosphere the subject
generated. A panel member was Mark Wein-
berg, a former commodities trader who is
creator and executive producer of Crime
Time, the Talk Show. It will, he said, feature
Mafia dons, victims, prosecutors and felons.
**We don’t recreate crimes,”” he said. ‘‘Our
cast is all felens, sort of a ‘Lifestyles of the
Poor and Incarcerated.” *’ The show’s host
will be Mutual Broadcasting System’s Jim
Bohannon, who, as it happens, moderated
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the panel, titled “M*A*S*H to Trash...an
Industry Sound-off.”

The show—that is, panel—lacked the star
quality of the panel on the same subject that
Fred Friendly conducted at the American So-
ciety of Newspaper Editors convention in
Washington last month (BROADCASTING,
April 24). But it had its moments, some of
them provided by members of the audience.
Dr. Judith Marlane, chair of the department
of Radio-Television-Film at California State
University and a former broadcaster, found
one of the panelist’s references to Edward R.
Murrow in the same context as Downey—
David Crook of the Los Angeles Times had
noted that Murrow had expressed a point of
view—"'‘outrageous.”’ She went on to say:
““We have a few hours out of 24 that are
dedicated to allowing the American people
[to] make democracy work,”” and added:
“But the programs being shown are a desper-
ate attempt to shore up the market.... You
say this is in the public interest?”’

As a matter of fact, Boggs does, at least
where the Downey show is concerned.
Boggs had come prepared with a list of the
topics that have been discussed (fought
over?) on Downey programs. Cuba and re-
lations with Castro and airline safety were
among them. Downey, Boggs said, is not
for mud wrestling fans. ‘I pick the sub-
jects,” he said, ‘“‘and [ don’t get them from
the Star and Enquirer, but from the front
pages of the New York Times, the Los Ange-
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les Times, and The Washington Post.”

Then why is Downey so controversial? Is
it the shouting and the insults? No, Boggs
insists it is that ‘‘people don’t like a host
who expresses opinions. Our guy has bro-
ken the mold of polite, neutral host.”’ Be-
sides, he said, Downey, the man and the
show, are being toned down. No more ad
hominem attacks or bad language. But,
Boggs quickly added: ‘It is no kinder,
gentler Downey.”’

Suggestions that the Downey-type show
may lack something in taste inevitably drew
responses from members of the audience
that such comments were the product of
elitism or worse, a desire for government
regulation. ‘‘It is not for you to say whether
it is good or bad,”’ said a member of the
audience to one of the critics. The public,
he said in effect, is entitled to what pleases
it. What about, Bohannon asked, the old
Roman custom of throwing Christians to
the lions? ‘‘The people liked it.”” The ques-
tion was one to ponder, since no one an-
swered it.

But why do viewers like the shows? Jen-
nings Bryant, of the College of Communi-
cation, University of Alabama, said the
shows have many of the ingredients televi-
sion shows have always had—*‘basic con-
flict, with good and bad clearly represent-
ed, but lacking humor and drama.’’ The
resulting polanzation of the audience, he
added, ‘*is one of the things on which these
programs feed.’’ But he also saw a possible
danger in such polarization, in creating an
“‘us versus' them mentality.”” Also, the
shows air in the afternoon, he noted, when
children can watch them.

Alan Gerson, as NBC’s vice president,
program standards and marketing policy,
has something to say about the tastefulness
of the network’s shows. *‘There’s no book
on what’s right and wrong. People have to
make these judgments as best they can.”

But if that begged the question, so did his
remark that ‘‘the future of television is
quality. You have to go after quality.’’ The
network, in assembling a varied schedule,
he said, presents *‘the best soap opera, the
best action drama, the best sitcom.”’

What of the genre’s future? Les Arries
Jr., president of wive-Tv Buffalo, N.Y.,
who has run most, if not all, of the shows
on his air, was in the audience. He ex-
pressed the view that the pendulum is
swinging back, away from them. The mar-
ketplace, he suggested, is overrun with the
Oprahs and the Downeys and the Sally Jes-
se Raphael (who appeared as a prostitute

L-r: Bohannon, Boggs, Bolte, Bryant, Crook, Gerson, Weinberg
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for one of her shows that, Arries said, was
originally scheduled to run on a school holi-
day). And the producers, Arries said, are
becoming increasingly ‘‘irresponsible as to
the programing that goes into the home.”’
Robert Bolte, director of media service
for the Clorox Co., takes the long view.
Clorox does not buy time on ‘trash’ televi-
sion programs, he said: ‘“We pick shows
that will enhance our image as the seller of
quality products.”” But that aside, he said
the future of trash TV and whatever follows
it will be driven by economics—*‘by the

growth of choice, the phenomenal fraction-
ating [sic] of audience. Producers will have
to find an audience in an economical
way.... Shows that are in now will be passe
in the future.”

Bolte said Clorox is not concerned about
pressure groups. He said the Rev. Donald
Wildmon's Christian Leaders for Responsi-
ble Television has members write to spon-
sors to complain of various programs....
‘“We don’t react with knee jerk. If it’s a
show we want, we’ll keep it.”’

A new show for Clorox to evaluate is
Crime Time (The Variety Show), which fea-
tures former two-time Cy Young award
winning pitcher and ex-convict Denny
McLain and Anthony Fiato, described as an
enforcer for the Los Angeles mob.

The show is a spin-off of Weinberg’s
Crime Time talk show, which has yet to be
broadcast. Weinberg, who is selling his
product station by station, presents this
snippet from the episode of the one Variety
show that has been taped: Jimmy *“‘The
Weasel”” Frattiano, a former hit man, is
seen in a kitchen cooking his favorite, lasa-
gna. As he putters, he talks about the Cen-
tral Intelligence Agency hiring the mob to
kill Castro.

The future, it seems, is just about here.O

Beating the drum for LPTV

CBA marshals high-power
enthusiasm for low-power TV

Although low-power television may not yet
have had much impact on the broadcasting
industry, the medium’s rapid growth is
fueling hope that it will. ‘‘Strength comes
in numbers and pretty soon we will be a
force to be reckoned with,’’ said Peter Tan-
nenwald, counsel for the Community
Broadcasters Association and one of several
speakers at a CBA-sponsored rally for
about 120 LPTV enthusiasts during the
NAB last week.

Roy Stewart, chief of the video services
division of the FCC’s Mass Media Bureau,
said about 630 LPTV stations are on the air
and, due to improved application and pro-
cessing procedures, the FCC is authorizing
up to 15 new stations each month. With
such growth, he said, LPTV *‘is ready to
take its place in a very competitive media
marketplace.’’

LPTV is like FM in the early 1960’s or
cable in the early 1970’s, said Martin Ru-
benstein, former head of Mutual Broadcast-
ing who, as a consultant to CBA, moderat-
ed the proceedings. *“It’s going to
happen,” he said.

As CBA President John Kompas de-
scribed them, LPTV stations are VHF
(maximum 10 watts) or UHF (maximum
1,000 watts) stations ‘‘assigned to space
left over from full-power stations.’” Despite
the power limitation, he said, stations can
reach areas with radiuses of between five
and 25 miles, depending on local topogra-
phy.

To sketch a profile of the LPTV stations,
KompasBiel & Associaties Inc., the Mil-
waukee-based consulting firm of Kompas
and Jacquelyn Biel, commissioned a pro-
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fessor at Marquette University to survey the
industry.

Some of the findings (with 80 of 165
stations responding):

W 92% said their advertising revenue
comes exclusively from local sources.

W 63% said they produce local program-
ing and such progaming constitutes at least
15% of their programing day.

W 51% said they are carried by local ca-
ble systems—90% of them at no cost.

® 87% said they subscribe to a satellite-
delivered programing service and 36% said
they use syndicated programing.

® More than 75% said they were private-
ly owned.

What the survey did not reveal was the
profitability of the stations. In outlining the
results, Kompas said about two-thirds of
the stations reported increases in revenues.
When pressed later by a reporter, Kompas
declined to provide details, saying the re-
sponses to financial questions were so spot-
ty that the results were inconclusive.

One positive economic indicator has
been the healthy market in LPTV construc-
tion permits. Stewart said about 240 CP’s
have changed hands in the past year, and
Kompas said that some of the large-market
CP’s have gone for as much as $35,000.
Kompas also said that a handful of “*devel-
oped’’ stations have been been sold.

From a regulatory standpoint, LPTV’s
biggest ongoing problem may be the sec-
ondary status that prohibits stations from
interfering with any full-power station.

But the problem is not as big as it could
be. According to Stewart, under the FCC’s
*‘displacement relief’” policy, stations
found to be causing interference may apply
for a new channel in the same market and



the FCC will not entertain competing appli-
cations. Stewart said some 300 stations
have switched channels under the policy.
Only a handful have failed to find suitable
replacement channels and been forced to go
off the air, he said.

Also as a result of the secondary status,
LPTV’s are not afforded the same regula-
tory advantages of their full-power counter-
parts. LPTV stations, for instance, are not
empowered by the FCC’s new syndex rules
to enforce the exclusivity of their Syndicat-
ed programing against cable systems.

(Tannenwald said LPTV stations should
demand exclusivity anyway. “'If | were
you, I would just go ahead and try to invoke
the rule....See what happens.”’)

LPTYV is also being left out of the broad-
casting-cable negotiations aimed at drafting
a must-carry law that would require cable
systems to carry some local broadcast sig-
nals, Tannenwald said.

LPTV does not have the clout to demand
carriage, Tannenwald said, but he is work-
ing on some ideas for developing ‘‘regula-
tory incentives’’ or ‘‘private economic in-
centives’’ for cable systems to carry LPTV
stations.

Tannenwald said CBA may ask the FCC
to up the transmitter power of LPTV sta-
tions. Many stations have been boosting
their radiated power with high-gain anten-
nas, which tend to directionalize the cover-
age, he said. The CBA may ask for more
power so stations can use lower gain anten-
nas and still cover the same areas, he said.

As the CBA/Marquette survey indicated,
LPTV stations draw programing from a
number of different sources.

Joe Laughlin, a former manager of WGN-
Tv Chicago, who advises CBA on program-
ing, said the 10 networks that have emerged
to serve LPTV are ‘‘the answer’’ for most
stations. They can deliver the nonlocal pro-
graming that LPTV’s cannot get them-
selves, he said.

On behalf of CBA, Laughlin attempted
to put together a cooperative of LPTV sta-
tions large enough to bid for quality syndi-
cated programing. Although the stations
and syndicators were enthusiastic about the
idea, he said, the logistics proved too diffi-
cult.

Bob Homer, a former CBS News execu-
tive in Atlanta and New York, encouraged
stations to produce local news and public
affairs programing, but he advised them to
do it right. Some of the local production he
has seen, he said, ‘‘is badly in need of
work.’” The on-air look does not measure
up to that of affiliates, he said, adding:
*“I’m not talking slick; I'm talking clean.”

The only LPTV broadcaster to speak was
Lee Shoblom, who put an LPTV station on
in Lake Havasu City, Ariz., to operate in
combination with his  KFWIJ(AM)-
KBBC(FM) there.

Shoblom said LPTV is a ‘‘natural exten-
sion”’ of radio. *'It is radio with pictures in
many, many ways,”” he said.

Shoblom said that his experience with
LPTV has been so positive that he has
applied for stations in two markets where
he does not have radio stations. LPTV *'is
quite a viable’’ business in small-to-medi-
um markets, he said.

The CBA is planning its second annual
convention for Nov. 5-8 at the Riviera hotel
in Las Vegas. The theme: *‘It’s Happen-
ing.”” Eddie Barker, organizer of the meet-

ing, said there were 30 exhibitors last year.
**As of today, they are ail back in,”” he
said. ‘‘“That tells me somebody did some
business last year.”’ a

TV told to listen to radio

Panelists agree radio skills
can benefit television stations

Radio experience can help give television a
new look. That was the view of panelists
who have operated radio groups but who
now are also competing in the television
side of the industry. While acknowledging
differences between the two media, panel-
ists speaking at a Tuesday moming conven-
tion session called ‘‘New Eyes, New
Thoughts on Television’’ said the TV medi-
um could learn a lot from radio’s *‘intensi-
ty’” and ‘‘hands-on management skills.”’

Compared to radio, middle-level manag-
ers in television are '‘ignorant of their own
need to hone skills,”” said Bill Clark, presi-
dent of Shamrock Broadcasting. Those
skills are built in radio, he added, because a
station has 30 competitors in a market, not
half a dozen or less as has been the case in
television.

Since adding TV to his responsibilities as
head of Great American Communications
Co.’s Broadcast Management Group, Carl
Wagner said he has changed managers at
three TV stations but that none of the re-
placements has come from radio. Wagner
added, however, that his experience in ra-
dio has convinced him that the traditional
TV station management structure needs im-
provement, a task he has worked on for the
past six months. His work so far suggested,
said Wagner, that there should be fewer
executives just below the general manager,
and that they should have wider responsibil-
ities. As examples, he suggested that an
operations/engineering executive might
have complete responsibility for a station’s
on-air look. Programing and marketing/pro-
motion might be the central focus of other
**super department heads.”’ The purpose of
such restructuring would be to get managers
more involved, said Wagner.

Radio differs greatly from TV on pro-
graming, the panelists said, yet their experi-
ence mught help provide answers to TV’s
problem with rising programing costs.
Wagner, noting that in television one pays a
greater price for changing a show whose

license still has several years to run than in
radio, where a station can simply drop the
format, said Great American looks more
favorably at first-run syndicated shows than
multi-year commitments for off-network
product: “*If it doesn’t work we can move
on to something else.”

Panelists acknowledged the greater pro-
portion of costs devoted to programing in
television, but Lowry Mays, the session’s
moderator, and president and chief execu-
tive officer of Clear Channel Communica-
tions, said that one of the reasons his com-
pany had begun buying independent TV
stations was because of declining program-
ing prices. Mays said further fractioning of
the TV audience might find greater num-
bers of weaker independents formatting
their programing to target specific audience
segments.

Marketing was deemed by the panelists
to be another area with distinctions yet sus-
ceptible to cross-media help. Mays said
Clear Channel’s station in Mobile, Ala.-
Pensacola, Fla., had increased its cross-
promotional efforts with radio stations. Jeff
Smulyan, president of Emmis Broadcast-
ing, which has recently bid for television
stations, noted that radio stations ‘‘have
long ago leamed to live with only 20% of
our revenue coming from national buys.
We have had to get away from ad agencies
who deal strictly on cost-per-point.”” Smu-
lyan said that television might also learn
something from radio’s experience in ob-
taining vendor-supported co-op advertising
money.

Television has “‘abused its [advertising
spot] inventory” to a greater extent than
radio, said Wagner. “‘Perhaps we can take
a lesson from FM radio, where we run only
10 units per hour. Beause of that kind of
scarcity I don’t know yet where the [pric-
ing] top is,”” he said.

In response to a question by radio broad-
caster Gary Edens, chairman of Edens
Broadcasting, Wagner said Great Ameri-
can’s TV stations have taken a page from
radio stations by *‘fooling around with the
clock™ to differentiate their newscasts from
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competitors. That might mean, for in-
stance, running 11 minutes of headlines
before the first commercial break, or mov-
ing up the sports section of the newscast.
Wagner suggested such rearrangement
might even affect the time at which shows
begin: ‘“The networks might let you delay
their late night show by five minutes.

Television management may have to do
more to ‘‘position”’ their stations, said
Wagner, something with which radio has
had a lot of experience. He cited television
news, where ‘‘everyone is covering the
same story.”’ Shamrock’s Clark contrasted
this to radio, where ‘‘even when there are
three country-western stations in a market,
they are each able to position themselves
differently.”” Said Smulyan: “‘It is no long-
er enough to say, ‘We are the CBS affili-
ate.” >’ He added: *‘One of the reasons peo-
ple are successful in l'ale is because they
know their customers.’

NAB-TVB report
studies cable

Among report’s findings: broadcast
stations’ share of viewing in five test
markets has declined in [ast five years;
ratings delivery in upper income zip
codes higher for broadcast stations

The National Association of Broadcasters
and Television Bureau of Advertising joint-
ly unveiled an examination of cable at the
local level. The study, which forecast a
competitive but long and profitable future
for over-the-air TV, was called ‘‘Television
in Transition: The Value of Broadcast Tele-
vision in a Changing Marketplace.’’ It was
released during the NAB convention in a
presentation moderated by TVB President
William Moll and NAB senior vice presi-
dent, television, Chuck Sherman.

“Television in Transition™ noted that ag-
gregate hours viewed and advertising dol-
lars received by TV continue to increase.
The study then examined the extent to
which that audience and revenue would be
siphoned to cable from broadcast TV.

Among the general observations made in
the study were that cable television cannot
be received by over 60% of the television
sets in the country and that even in cable
homes, broadcast stations *‘represent 60%
of all channels viewed.”

The 80-page document included a five-
market research study conducted by Nor-
man Hecht Research. The markets, Tampa-
St. Petersburg, Fla., Hartford-New Haven,
Conn., Tulsa, Okla., Fort Wayne, Ind.,
and Eugene, Ore., were selected for their
geographic diversity and for collectively
approximating the national average charac-
teristics in revenue growth and cable pene-
tration.

The share of viewing obtained by broad-
cast stations in the five markets has de-
clined over the past five years, with the all-
day loss ranging from 3% in Fort Wayne to
9% in Eugene. The report said: ‘‘Tulsa, a
relatively mature cable market, and Fon
Wayne, a market where cable has been
slow to develop, evidence less impact on

commercial broadcast station shares.”
Prime and early fringe viewing shares were
broken out, showing the latter to be less
affected in all but one of the five markets.

Despite some erosion, the Hecht study
showed that local all-day, over-the-air quar-
ter-hour ratings were roughly 10 times the
ratings of ESPN, USA, wtBs, CNN and
CNN Headline News. In cable households,
the stations had combined ratings at least
five times greater than the five cable net-
works.

The study also said that in each of the
five markets, ratings delivery in upper in-
come zip codes was significantly higher for
the broadcast stations than for the cable
networks.

The report was skeptical about the al-
ledged advantages of narrowcasting in ei-
ther news or sports. The report said: *“The
average network affiliate local newscast av-
erage quarter-hour rating outperforms
CNN’s prime time cumulative audience in
all five markets.... [N]etwork affiliate early
local news delivers nearly 25 times more
household audience than CNN prime
time.”” And in sports, the results from the
five markets showed that even ‘‘lower rat-
ed, more selective properties, like golf tour-
naments, outperform the average quarter-
hour prime time audience of ESPN in all
markets studied.” The report did note that
ESPN's NFL coverage drew exceptionally
high ratings.

Responding to suggestions that narrow-
casting provided more efficient buys, the
Hecht study said this was generally not
true. The cost-per-rating point in a prime
time 30-second spot on the average TV
station was significantly lower than the av-

erage cost-per-point on a prime time 30-
second spot on ESPN, CNN and USA in
three markets: Tampa-St. Petersburg, Hart-
ford-New Haven and Fort Wayne. In Eu-
gene, the cost-per-point between stations
and cable was roughly the same, while only
in Tulsa was the broadcst station buy
deemed less efficient. The study concluded:
‘At the local market level, then, it is not
necessarily more efficient to augment
broadcast TV with cable.”

Other aspects of the study included a
look at advertisers’ and agencies’ views on
the strengths and weaknesses of broadcast
and cable. The report said that for the top
50 agencies using broadcast TV, the aver-
age ‘‘investment’’ in cable was only 2.3%,
“*lending credence to the assertion that ca-
ble TV is more favored by smaller agencies
and smaller accounts...for whom cable may
be a low-cost entry point into the world of
TV advertising.”

The study said that local cable TV adver-
tising has been slow to develop. Among the
reasons cited: roughly one third of systems
don’t carry local advertising; each local
area is covered by a wide number of sys-
tems—175 in the five markets studied, and
cable networks don’t always achieve report-
able audiences. ‘*Transition i in Television™’
said advertisers want more ‘‘numbers as
concrete proof of what the cable television
medium is delivering on a local market
basis.””

1t is partly because of such deficiencies,
the report said, that the $1.6 billion in-
crease in broadcast TV advertising in 1988
was greater than the total $1.1 billion cable
television advertising for that year. g

Looking back at 1995

Session features revision of
study reieased last November:
prediction of local station
revenue growth scaled down

The long-view and the difficulty of predic-
tion were in evidence at a Sunday morming
convention session, ‘‘Television 1995,”
moderated by John Blair & Co. President
Jim Rosenfield. Remarks ranged from re-
cent spending by packaged goods manufac-
turers to direct broadcast satellites to a revi-
sion in a Blair-sponsored study of the same
name as the session.

The downward revision in estimates for
station revenue growth comes less than a
half year after the study, by the firm of
Wilkofsky Gruen Associates, was issued
(*“Top of the Week,”” Nov. 28, 1988). The
majority of revisions appear to be in local
station revenue growth, which the study had
projected would increase at between 10%
and 14% over the next four years. Spot had
been expected to grow at 6% this year and
between 10.5% and 13.3% in the following
three years. The growth rates were revised
downward by several percent in some cases
but are still projected to be close to 10% in
the first several years of the 19907s.

One of the study’s authors, Arthur
Gruen, told BROADCASTING the primary
reason for the revision was a continuation
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of merger-related economic restructuring,
which forced some advertisers to waich
costs. The revision comes despite the fact
that some industries that have already un-
dergone restructurings were increasing their
advertising. The study’s other author, Da-
vid Wilkofsky, noted that auto advertising
increased 5%, from 1978 to 1983, trailing
by more than 100% the average GNP
growth. In the next four years ending 1987,
however, the average annual auto advertis-
ing increase was 16.7%, almost three times
the growth in GNP.

The study’s network projections remain
essentially untouched except for a slight
increase in projected three-network revenue
growth for 1991.

Jim Rosenfield, Blair chairman and
CEO, discussed the future of DBS, which
he said ‘“‘will come sooner than we think,
and by 1995, its impact on both broad-
casting and cable will bégin to be felt in
important ways.”’

Rosenfield said that a system using two
satellites can be designed to handle 12 high-
definition addressable channels covering
the U.S: ‘‘Pay-per-view television, pay-
digital radio and other electronic distribu-
tion such as downloading software will in-
crease the economic viability of this
package,”” adding that break-even could be
achieved at the two million = homes



level.

Blair Television President Tim McAuliff
said that while retail, auto and fast food
spending last year had increased their share
of spot advertising since 1986, the largest
category, packaged goods or *‘corporates,”’
was down. McAuliff added that while some
firms have recently said they would in-
crease advertising, ‘‘...the immediate fu-
ture for corporate spending is uneven at
best due to the falloff in the number of new
product introductions between 1988 and
1987 and the nse in the number of line
extensions.”’

He said spot growth in the first quarter
was up about 1% and that Blair was hoping
for a 3%-10-4% increase in the second quar-
ter over the comparable period last year,
helped along by 11% increase in advertising
by the big-three auto manufacturers. U

NAMB elects
new officers

Members question practicality of
attending spring NAB show next year

Among activity at the May 1 breakfast
‘meeting of the National Association of Me-
dia Brokers at NAB was the election of new
officers and the presentation of a NAMB
award to broker Pau! H. Chapman. The
annual NAMB meeting at the NAB confer-
ence could be the last for the association,
based on general dissatisfaction expressed

by some attendees during the meeting.
Newly elected officers for NAMB in-
clude Jim Gammon of Gammon Media
Brokers Inc. as president and a returning
lineup that includes Dick Kozacko of Ko-
zacko-Horton Co. as vice president, Wil-
liam N. Cate of Chapman Associates as

secretary and James W. Blackburn Jr. of
Blackburn & Co. Inc. as treasurer. Follow-
ing the election, outgeing President Robert
Mahlman of The Mahlman Co. fielded an
open session of member comments that
raised the question of whether the brokers
should attend the spring NAB show.

The Audio Processor Classic:

The one that endures.

I n the arduous two-year development
project that produced the 8100A
OPTIMOD-FM, there was always one
overriding principle:

While providing competitive loudness

where needed, the processor must always
have an utterly natural, musical sound that
not only attracts an audience, but holds it.

Processing artifacts that cause listener
fatigue and tune-outs were simply
unacceptable. Loudness at the expense of
good sound is never worth the price.

The development project resulted in a
classic. The most popular FM processor ever.

Today, OPTIMOD-FM has evolved into a
system capable of serving any processing goal,
and working perfectly in any STL environment.

As always, OPTIMOD-FM is the smart
choice — right today and right tomorrow. It is
the processor that endures. Call your Orban
Broadcast Dealer for our new OPTIMOD-FM
brochure, or call us direct:

otban

Orban Associates

645 Bryant Street, San Francisco, CA 94107 USA

Telex 17-1480 FAX (415) 957-1070

Telephone (415) 957-1067 or (800) 227-4498

® OPTIMOD-FM is a registered trademark of Orban Associates Inc.
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suite bill is not money well spent in the
spring,”” said Mahlman. ‘A lot of the
group heads and a lot of the people you
usually see are not here in the spring.”

The sentiment was supported by Transtar
President Gary Fries, who was on hand at
the breakfast to make a presentation about
his company’s successes in the area of sat-
ellite-delivered radio programing. He ex-
plained how the radio networks had gener-
ally decided not to be a presence at the
conference, adding that Transtar would
probably not reopen the part-time suite that
it had at this year’s show.

Another topic raised at the open session
included a call for a Multiple Listing Ser-
vice-type arrangement for selling radio
properties, an idea that could give brokers
greater access to many small deals. The
Webster Group has already been contacted
as a possible collection source for the pro-
ject, according to Mahlman.

Connolly wins NAB
engineering award

Sony executive recognized for work at
CBS during ’70’s; says diverse groups
should form research consortiums

William Connolly, president and chief ex-
ecutive officer of Sony Advanced Systems,
was the recipient of NAB’s 1989 Engineer-
ing Achievement Award, which was pre-
sented during the annual NAB engineering
luncheon. The advanced systems division
of Sony was formed last year to develop
and market Sony’s most sophisticated new
TV products, including high-definition tele-
vision.

Connolly’s award was mainly in recogni-
tion of his work in the 1970’s when he was
a leader of the research and development
labs operated by CBS that pioneered elec-
tronic newsgathering techniques and elec-
tronic stillstore systems. He shared credit
for the success of those projects with the
other engineers at CBS Labs at that time,
whom he described as *‘a small but happy
band whose sole responsibility it was to
study program and broadcast systems, and
then determine what products needed in-
venting in order to improve operations.”’

He moumned the fact that the three major
commercial networks no longer maintain
large research staffs. ‘“The changing eco-
nomics of the broadcast business have perma-
nently changed the realities of research and
development funding. The originators of tele-
vision programing today are simply not in a
position to fund comprehensive R&D ef-
forts,” Connolly said, adding: *‘The three
rich uncles can no longer carry the burden.”

There is no easy sclution to the problem,
he said, adding that the manufacturing com-
munity, which does the bulk of the R&D
today, needs help. Connolly suggested that
broadcasters join with manufacturers, col-
leges, government, the cable industry and

Connolly

others to torm consortiums. Such an organi-
zation, he admitted, is not the ideal solution
because “‘bureaucracy is the enemy of inno-
vation. But there is no doubt that a collective
effort must be made to concentrate the splint-
ered resources of this industry on the com-
mon goal of continued technical expansion.”

A different kind of cooperation was
urged by the engineering luncheon’s guest
speaker, consultant Leonard Feldman of
Great Neck, N.Y. Feldman, who has been
heavily involved with consumer electronics
for over 30 years, admitted that 1989
marked his first attendance at an NAB con-
vention, something that symbolized how
broadcasters and consumer electronics
equipment manufacturers traditionally have

Write for a brochure:
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been oblivious to each other’s problems and
issues. ‘‘There are many problems that
need to be solved jointly—problems that
can be solved if we spend more time talking
to each other and less time going our sepa-
rate ways,”’ Feldman said.

The foremost area of common concern
between the two industries is HDTV, he
said. TV set manufacturers are almost
unanimous in their opposition to open-ar-
chitecture receivers, he said. Open-archi-
tecture TV sets, as proposed by some,
would be able to pick up any advanced TV
transmission system. Special computer
boards would be installed in the set by the
consumer to receive a particular system. It
has been proposed as a way for consumers
to see HDTV on broadcast stations, cable
or other media if each chooses a different
HDTV standard. TV set manufacturers
have complained of the high cost of produc-
ing such sets. *“They view open-architec-
ture proposals as another decision not to
decide, of the sort that proved so disastrous
with respect to AM stereo radio.™”

AM improvement is one area in which
broadcasters and consumer manufacturers
have been able to cooperate, Feldman said.
The National Radio Systems Committee, co-
sponsored by the NAB and Electronic Indus-
tries Association, developed audio and emis-
sion standards designed to limit AM station
transmissions to 10 khz to avoid adjacent-
channel interference. The FCC recently man-
dated the implementation of the NRSC emis-
sion standard by June 1994. ““Only after |
was introduced to the work of the NRSC did
I realize that AM radio can deliver sound
quality that is not all that far removed from
the quality of FM,”” Feldman said.

But more cooperation between the two
industries is needed to make the NRSC stan-
dards successful, Feldman said. Broadcasters
should implement the standards as soon as
possible and manufacturers should start sell-
ing radios with frequency responses up to 10
khz rather than the 3 khz to 5 khz typical of
most receivers today. Broadcasters and man-
ufacturers who have already made the change
must publicize the fact that AM radio now
has greater fidelity. **This is not the sort of
improvement that’s going to spread simply
by word of mouth. Consumers need to be
told about it,” he said. 0

Ratings report:
stalking the
elusive audience

Panel focuses on personal
diaries as way to combat
underreporting due to increase
in out-of-home viewing

Finding missing persons—unreported TV
viewers—through personal television dia-
ries was the topic of a panel session with
representatives of the two major rating ser-
vices and ABC. The problem of how to
report out-of-home (OOH) viewing is a
subject of concern to the NAB and its Com-
mittee on Local Television Audience Mea-
surement (COLTAM).

Moderator and COLTAM representative



Gary Chapman of LIN Broadcasting ex-
plained the committee’s work on a personal
diary plan to be presented to Arbitron and
Nielsen for consideration, First, it looked at
previous rescarch on diaries, most of which
was at least 10 years old. It also found a
number of factors had changed since those
studies that led it to conclude that a test of a
new personal diary was warranted. Among
the changes: the number of sets per person,
12-plus, has increased to almost one {956},
viewing has changed, now 3%-5% is estimat-
ed 1o be taking place out of home and that
can go as high as 15% tor some specific time
periods; the number of small, portable sets
has increased dramatically, and viewing is
more complex today, with more than 50%
cable penetration and 60% VCR viewing.
COLTAM released a request for proposal
to develop a new diary and chose Michigan
State University to design and do prelimi-
nary testing. It expects a report early this
summer and a test by the rating services
during the sweeps next year. Said Chap-
man: ““We want the audience credit and
advertising dollars we deserve.”’
Capcities/ABC’s Richard Montesano told
of his network’s independent studies on
out-of-home viewing, a problem that is be-
ing ignored by much of the industry, he
said. With ‘‘at least 10 million battery-
operated TV sets in use now, there’s much
more opportunity to view out of home,”
including colleges, hotels, hospitals, res-
taurants and bars, at sporting events, the
beach, on patios and even in the workplace,
all situations not reported by current house-
hold diary and peoplemeter methodologics.

tornados from the myths.

when tornados threaten.

Funnel Facts

STATE FARM

So

State Farm Insurance
One State Farm Plaza

INSURANCE

Funnel Factsr

“Funnel Facts and Fables” is a 10-minute
program on video that sorts the facts about

Produced by the National Coordinating Council on
Emergency Management, it clears up misconceptions
about what people should do and when they should do it

Bloomington, IL 61710

L-r: Chapman, Montesano, Dolson, Lapovsky

A 1980 ABC Sports study of the Major
League Baseball playofts und World Series
estimated that OOH viewing would have
contributed 10% more aduits and 21% more
adults in the 18-34 age group. Another
sports study, this one of Monday Night
Footbail, conducted in 1981 and measuring
bar, hotel and college viewing, estimated
that unmeasured viewers anounted to
10.3% of the measured audience and would
have added another 1.6 rating points.
“Qut-of-home wviewing,”” said Monte-
sano, ‘‘translates into very marketable de-
mographics.” It is ‘‘lost viewing and has to
be part of the ratings,” he said. Montesano
added that ABC is working on a joint study
with CBS to measure working women and
college student viewing of daytime serials.
Nielsen’s Tim Dolson reviewed his com-
pany’s past personal diary studies—in
March 1966, November 1966 and January
1978. He offered some advantages and dis-
advantages of personal versus set diaries.
The major advantage is the ability of the
personal diary 1o measure the OOH view-

“

. e

There's alsc a 30-second PSA from NCCEM that makes similar points. '
State Farm Insurance funded production of the programs and is offering
copies to NCCEM offices and the media throughout the country.

To order, tell us whether you want the program or the PSA, or both, and specify 72
or % inch cassettes. They're free. Write:

Public Relations Department

2

ing. The primary disadvantage is the greater
cost. Dolson said a personal diary would
cost three times as much as the current NSI
diary due to the larger initial sample size
nceded to compensate for the lower re-
sponse rate. You also need more diaries,
since every member of the family gets one
instead of just one per household. You also
need more because none of the diaries of a
household will be counted if they have not
all been returned.

Other problems with personal diaries. ac-
cording to Arbitron’s David Lapovsky, are
getting accurate reporting from children,
young adults and the infirm and viewers’
unfamiliarity with call letters of stations
viewed away from home and how to deal
with that when tallying the diaries.

Both Dolsohn and Lapovsky agreed,
however, that something must be done to
track OOH viewing and expressed their
companies’ willingness and enthusiasm to
work with COLTAM to develop a new
measurement methodology to uncover the
lost viewers. o
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ood news for people who write news

ql‘l “The New Testament for newswriting.”’

Porcionk *“Excellent.”’

MERVIN BLOCK

““My bible. I’ve become a better writer overnight.”’

George S. McQuade 111, Producer
KCOY-TV, Santa Maria, Calif.

Steve Grant, Anchor
KY3, Springfield, Mo.

““I highly recommend that everyone in the news business read this book. Even
the seasoned professional can improve his/her writing [with] Block’s tips.”

Shelia J. Saints, Reporter
WTOC-TV, Savannah, Ga.

Elmer Lower, former President, ABC news, and former
Dean of Journalism, University of Missouri

This lively book, Mriting
Broadcast News——Shorter,
Sharper, Stronger, is becoming
the bible of newswriters.

And it should be on every
writer's shelf. But you won't
want to keep it on your shelf.
You'll want it right at your
elbow.

The author, Mervin Block, gets
down to business pronto. No
theorizing. No philosophizing.
No historicizing. He speaks to
you in the same no-nonsense way
you should write: Simply.
Clearly. Crisply.

Every page offers pointers,
expert tips that you can put to
work right away to make your
copy shorter, sharper, stronger.

And the book helps whether
you're @ newcoOmer or an
oldtimer.

Best of all, Writing Broadcast
News is highly readable and
enjoyable.

This professional handbook
provides:

* Hundreds of scripts from
local and network news,
radio and TV — with
suggestions on how to make
them better.

¢ Thousands of asides and little
lessons in writing, grammar,
usage, word choice and news
judgment.

¢ Top Tips of the Trade.

¢ Dozen Deadly Sins, plus a
raft of Venial Sins.

* Ways to make you more
adept at writing for the ear.

® Collection of Block’s highly
acclaimed ‘“WordWatching’’
columns, revised and
expanded.

» Nine writing exercises,
followed by model scripts

Block knows what he’s talking
. about—and writing about. He has
and the author’s explanations written for Cronkite, Kuralt, Osgood,
of why he wrote what he Rather, Reasoner, Wallace, Edwards,

wrote. L Mudd, Brokaw and Reynolds.
» Comprehensive index.

» Mervin Block was staff writer,
CBS Evening News and ABC
Evening News. Freelanced at
NBC News, ABC News and
CBS News. Wrote and
broadcast editorials, WNBC-TV
(NBC 0&0, New York City);
served as executive producer,
WBBM-TV (CBS 0&0,

‘‘Mervin Block is an old pro at
television newswriting from whom
anyotie could learn a lot. 1 know. 1
have.”

Charles Kuralt, CBS News

‘“‘Merv Block knows more about
newswriting than almost anyone. He
knows how to put words together so
that the idea comes across Clearly.
Merv is both a skilled practitioner
and an able diagnostician. He
knows what medicine to prescribe

Chicago); worked as Chicago
newspaper reporter, editor.

Writes column on broadcast
newswriting, ‘WordWatching,”
in Communicator, magazine of
Radio-Television News
Directors Association. Holds
newswriting workshops at

for an ailing paragraph, what
vilamins to recommend for an anemic
sentence."’

Charles Osgood, CBS News

“‘If anyone knows anything about
writing news stories in a way that a
viewer immediately grasps their
import, it's Mervin Block.””
Frank Reynolds, ABC News

RTNDA regional conferences
and in radio and television
newsrooms across the country.

Won first prize three times for
TV spot-news scripts in annual
Writers Guild of America
compelition.

Teaches broadcast newswriting
part-time at Columbia
University’s Graduate School of
Journalism.

‘‘In a field that demands instant
excellence, he's a paragon.””
John Chancellor, NBC News

Order WRITING BROADCAST NEWS (hardcover, 231 pp,
#B20-5) today!

Send your check or money order for $22.95 to Broadcasting ®
Book Division, 1705 DeSales St., N.W., Washington, D.C. 20036.

Or order toll-free using VISA or. MasterCard by dialing
1-800-638-7827.
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ABC Radio reups with GE Americom

Network commits to Satcom
C-5 beginning in 1991; deal
valued at $25 million

ABC Radio Network announced last week
at the NAB convention it is sticking with
GE Americom for satellite distribution into
the 2Ist century.

Richard Martinez, general manager, en-
gineering and program operations, ABC
Radio, said the broadcast network agreed
just before the convention to lease C-band
replacement capacity for distribution of its
programing services on Satcom C-5 from
its launch in May 199] to the end of its
useful life in 2003. The value of the deal is
about $25 million, he said.

ABC has been distributing its services
via GE’s Satcom I-R since 1982, but the
satellite is expected to reach the end of life
in 1991 or 1992.

GE distributes all the major radio net-
works including CBS and Westwood One
via Satcom [-R. With the ABC deal in
hand, it hopes to be able to carry that busi-
ness over onto Satcom C-5.

**We are talking to all the other [Satcom
[-R radio customers] and hope to sign them
up for successor capacity and make C-5 the
place to be in the radio industry,” said Neil
Bauer, senior vice president and general
manager, GE Americom.

ABC now leases one full transponder,
which is divided into 19 15 khz digital
audio DATS channels, 10 *‘voice-grade’
audio channels and two data channels. In
addition, it leases a portion of a second
transponder comprising two DATS chan-
nels, one voice grade and one data.

According to Martinez, the renewal
agreement calls for the same transponder
capacity. But, he said, ABC plans to imple-
ment a new two-for-one compression sys-
tem to squeeze more channels onto the tran-
sponder and give itself the ability to expand
its offering.

For ABC's more than 2,200 affiliates,
ABC’s move from Satcom I[-R to Satcom
C-5 should be painless, Martinez said. Sat-
com C-5 will be launched into Satcom I-R’s
orbital slot at 139 degrees west longitude,
obviating the need for affiliates to reorient
their earth stations.

Martinez also said GE is providing a
solid protection plan as part of the lease. If
Satcom C-5 should fail, he said, the ABC
traffic will be moved to Satcom C-1, the
backup bird that is to be launched into orhit

at 137 degrees—just two degrees west of
Satcom C-5.

GE is already committed to building and
launching Satcom C-5 and Satcom C-1.
According to Bauer, GE awarded GE Astro
Space a contract to build C-5 after Alascom
Inc. agreed to acquire the bulk of its capaci-
ty on Satcom C-5 to replace its current
capacity on Satcom V (Aurora). Satcom C-
1, now a ground spare, is being launched to
serve as Satcom C-5’s in-orbit backup, he
said. O

APR says goodbye-—again—to Keillor
and hello to Carnegie Hall

Radio storyteller presents third annuat
‘Farewell Performance’ in June; APR
joins with New York theater for new
musical performance series

Medical

100 years of modern medicine
from Johns Hopkins

Doug Levy at (301) 955-2849.

Milestones

A 10-part radio series celebrating

60-second features suitable for sponsorship by
drug stores, hospitals and other local advertisers.
Available in May. For information contact
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Stephen Salyer promised that American Pub-
lic Radio would *‘play a stronger role in the
development of new programing,”” when he
became its president 13 months ago (BROAD-
CASTING, April 4, 1988). He did not promise
to leave behind proven winners. Announcing
last week that APR had committed to creat-
ing a new series of live musical performances
from New York’s Carnegie Hall, the national
distributor of altemative noncommercial ra-
dio programing also noted that its most iden-
tifiable personality has not left his Prairie
Home yet.

Indeed, if it is June, it must be time for
Garrison Keillor to say goodbye again. The
radio storyteller, known best as the creator
of the fictional town of Lake Wobegon,
will join friends on June 10 for a two-hour
Third Annual Farewell Performance of his
weekly variety show, A Prairie Home Com-
panion—this time, live from the Universal
Amphitheater in Los Angeles. The broad-
cast is scheduled to top off a 13-city tour
that will begin May 20 in Greenville, S.C.

To be carried live by more than 200 APR
affiliates beginning at 7:30 p.m. ET, the
show will feature long-time Keillor sidekick
Dan Rowles, jazz pianist Butch Thompson,
singers Robin and Linda Williams and Kate
MacKenzie, composer Rich Dworsky and ra-
dio sound effects specialist Tom Keith. June
13, 1987, and June 4, 1988, were the dates
of the first two farewells.

Minnesota Public Radio, which produced
PHC from 1982 until mid-1987, will join
KUSC(FM) Los Angeles in the co-produc-
tion. Keillor said he ‘‘hates to suggest a
fourth annual reunion, but if nobody else
does, I will.”” Underwritten by the Ameri-
can Booksellers Association, weekly re-
broadcasts of the original PHC are still car-
ried by most APR affiliates.

On the opposite coast, APR and Camnegie
Hall believe that, within a few weeks, they
will have a name and an underwriter for a
new musical performance series, the result
of the New York theater’s first collabora-
tion with public radio. Featuring a classical



repertoire from live performances there, the
series, said Carnegie Hall Executive Direc-
tor Judith Arron, ‘“will provide a wonderful
prelude and outlet to our celebration of Car-
negie Hall’s 100th anniversary in 1991."
Arron and APR President Stephen Salyer
said they are ‘‘encouraged by early interest
in the new series whnch has been expressed
by corporations.”

! Talking to Exxon

Mie Siegel, radio talk show hosl,
WirG-AMFR  Seattle, met wah Exwon
President Lee Bayrmond last Monday
(May 1) in Mew York. Siegel took lat-
lers [ovm lisleners prolestng Exxons
clean-up methoos following the tanker
disasier in Alaska [BROADCASTING
Aprl 24). Siegel tzlked with Raymond
for 20 minutes anc prasented hm with
A sl of darmands, includieg a millkan
dollar trust fund fior the next 20 years
10 De used 10 ateneifects of the oil
spill and compansahon for evaryone
narmed by it Siegel also reguesied
that Exean compensate il2 retail deak
ers lor lnsses sullered by boycolls a
caxon. Smgel ssid that Raymono
seemed o undarstand e mood of
the American people and that he is
concermned about the prolests, On
Aoril 27 Siegel had James Morakis,
manager ol public afiairs operations
lor Exxon on his fafs show for three
noure, Siegel said nat the idea for a
arctest came from bis lisianers
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More talk about cars

Car Talk, the one-hour weekly series
produced by noncommercial wBUR(FM)
Boston, has become one of the most
popular National Public Radio Arts and
Performance program service offering—
s0 popular that NPR has already decided to
renew the program for a third
consecutive year of national distribution in
1990. Carried now by “more than 200"
noncommercial radio stations, said NPR.

CNN crosses the border

CNN Radio has kicked off its international
coverage. The 24-hour news service can
now be heard on all 110 of its affiliates
throughout Canada. Canadian stations will
use CNN Radio's "top” hourly newscasts
and newsfeeds. Jon Petrovich, executive
vice president, CNN radio, hailed the
debut as "an important step” in the
development of CNN Radio., which
began broadcasting April 1, 1982, and
serves 260 affiliate stations in the U.S.

On his own

Robert H. Biernacki, executive vice
president of The Mahlman Co., for the past
four and a half years, has left to form

Biernacki Brokerage, a radio brokerage firm
with offices in New York. Before working

at Mahiman, Biernacki was vice president
and general manager of wOR(AM) New

York.

Catching a new breeze

Fuller-Jeffrey Broadcasting's KLRS-FM
Santa Cruz, which had been
independently procgraming a new adult
contemporary format, has signed on to
receive the 24-hour Breeze satellite
network. The Minneapolis-based program
supplier said its affiliate list now

reaches 36 stations.

Public radio support

National Public Radio’s news and
information fund has gotten a boost,
receiving a $50,000 grant from Warner
Communications Inc. The fund established,
in 1981, is spread among NPR's news
magazines All Things Considered, Morning
Edition and Weekend Edition. “One
cannot be in the communication and
entertainment business without being
excited by NPR's productions,” said Warner
Vice President, public affairs, Timothy
Boggs.
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Cable agenda

The National Cable Television
Association has released the lineup for most
of the panel sessions for the national
Show, May 21-24 in Dallas.

The panel on telco television will
feature FCC Commissioner James Quello;
Gene Kimmelman, legislative director of
the Consumer Federation of America; John
Sie, senior vice president, Tele-
Communications Inc.; Frank Drendel,
president, CommScope, and Terry
Maguire, senior vice president, American
Newspaper Publishers Association.

Solutions to channel capacity
problems will be debated in a panel
featuring Robert Clasen, president,
Comcast Cable; Greg Liptak, president,
Jones Intercable; Larry Carlton, vice
president, TCI, and William Tabler Il
president, Tabler Communications.

Among the program sessions will be
one introducing new programs in a crowded
market, featuring Black Entertainment
Television President Bab Johnson, MTV
Networks Chief Executive Officer Tom
Freston; CNBC President Thomas Rogers,
Movietime President Larry Namer and
ESPN Vice President Roger Williams.

Addressing "The Programing Payoff:
Penetration or Competition,” will be Kay
Koplovitz, chief executive officer, USA

Network; Peter Barton, senior vice president,

TCI; Ken Krushel, tormer Think
Entertainment president, and Henry Schlieff,
chairman, Viacom Broadcast &
Entertainment Groups.

Financial panel sessions will focus on
national tax policy, cable as an investment
and the industry’s status on Wall Street.

Programing panel sessions will
examine the wrestling phenomenon on pay
per view, local origination and cable and
independent producers.

Among the marketing panel sessions
will be ones addressing program promotion,
the multi-dwelling unit consumer and
effectiveness of Cooperatives.

Management sessions will address
franchise transfers, fiber optics, diverse
work forces, customer service
satisfaction, signal theft, HDTV, personnel
management and ad sales.

Movie time

HBO has announced three new
productions from its HBO Pictures division
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for this year. "The Image' stars Albert
Finney as a TV news personality facing a
personal crisis. "Heist" stars Pierce
Brosnan, Toemn Skerritt and Wendy Hughes in
a suspense-caper film set in the world of
horse racing. "Perfect Witness" stars Brian
Dennehy, Aidan Quinn and Stockard
Channing in a court drama.

Channel specific

A research study backed by several
MSQ's and programers has concluded that
cable operators can gain penetration
among nonsubscribers if they promote
individual networks.

The study, conducted by Beta
Research among 400 noncable homes in
March, found that American Movie
Classics, Discovery, CNN, Arts &
Entertainment and ESPN had particular
appeal to nonsubscribers. Not surprisingly,
the strengths followed particular
demographic units. ESPN and USA had
particular appeal to men; MTV and
Movietime to those 18-34, Discovery and
Learning Channel to those 18-49; AMC,
CNN, Family Chanrel, A&E and the Weather



Channel among those 50-plus, A&E and
Bravo to those with college educations, and
Nickelodeon to those families with

children.

Beta found that only 42% of those
surveyed were aware of the average basic
network. Only CNN, ESPN and Weather
Channel had recognition factors above 60%.
One other interesting note, after
describing what's on a typical basic tier,
25% said they would subscribe at $19.95
per month, with that figure increasing to 38%
if the price dropped to $14.95.

Among those sponsoring the research
were Comcast, Times Mirror and Warner,
plus Discovery, USA Network, Learning
and A&E.

At the movies

Showtime Networks Inc. has acquired
the exclusive pay-television license to the
first five feature films produced by Taylor
Hackford's New Visions Pictures. Films
covered by the deal, New Visions' first
pay-TV arrangement, fall in the $10 million
range and will be preduced by Hackford
and Stuart Benjamin, president and chief
operating officer. Pay-television
premieres on Showtime and The Movie
Channel are scheduled for 1990-91.

Titles include Defenseless, thriller
currently shooting starring Barbara Hershey
and Sam Shepard (set for fall 1989
theatrical release); Confidence, romantic
comedy featuring Bryan Brown and
Karen Allen, in production in Australia and
also scheduled for fall 1989; Long Walk
Home, to begin filming later this year with
Sissy Spacek and Whoopi Goldberg;
Queens Logic, featuring John Malkovich, Joe
Mantegna, Chloe Webb, Linda Fiorentino
and Elisabeth Perkins, and Rooftops,
musical directed by Robert Wise that
opened nationally in March.

Additionally, Showtime said it has
signed a deal with Universal Pictures for
exclusive rights to six new movie titles,
including “Torch Song Trilogy” and
"Hairspray.” They will premiere on
Showtime and The Movie Channel between
mid-1989 and early 1990.

It has also acquired the exclusive pay-
television rights to the independently
produced Red Scorpion and Speed Zone.
Secorpion, starring Dolph Lundgren, opened
theatrically April 19, distributed by
Shapiro Glickenhaus Entertainment. Zone
features large ensemble comedy cast
and opened April 21, distributed by Orion
Pictures. Pay-television periods for both
films begin in mid-1990.

Carrying Twins

Cable TV North Central and Cable TV
Northwest said they have terminated
negotiations with Midwest Sports
Channel for carriage of 24 Minnesota Twins
on basic. At the same time, the 40 PPV
games MSC has offered to other cable
operators have not been extended to the
two cable companies.

The dispute revolves around where the
Twins should be carried, on basic or pay,
and who should pay forthe games. MSC
said it has reached a deal with Rogers

TBS outlines its upfront ad picture

Turner Brosdcasting System boughl lunch for advenisirg- agency exsecutives al tha
Waldor=Astona hotel in Mew Yok [Bst week ano oresenfed the upfranl advertising
piciure far wiasTey Allanta ard Tumes Metwork Televisian, which ane beirg packaged
a5 the Turner Entemainment Metwarks lor sales purposss,

L Latarre, senior vice president, TBS sales, eaid the company would sell appnei-
mately 5% of the tota! invantany far bativwras and THT in the uptront markelplace thig
SLETINIEr. saany] e remeining 35% for the ecatier marksiplace and make-good
advertising. & vear ago, 48% of he invenbary wag sald in the upiront maskal,

The basic pitch 1o agency executives at tra lunchean was that cable television
viewirg and penelration conlinge 1o grow and that TEM cffers a wide varietly ol
programs 1o caplure that incressing viewersnip. Latorre said thal by the mid-1980's,
cable fomes will earn over wo-hirds-af all LLS, income, bassd on Misisen estmares,
Latarre said TBS Fad T4 of the top 100 Easic cabie programs = 1988, a clairm aso
based anm Migison numbssrs

Latarre gaid TBS would spend $200 million N progransrs] dor (e bed noetworks in
1982, TMT, launcked tast f2ll, s shooting for B0% original orograming by 1892 =aid
Garry Fogan, TEM president, and will reach betwesn 35 millicn ana 40 million cable

hames by the end of the year, up from the oumenl tola of 27 million.

WTEE, pragramed mostly wih “classic™ series reruns and movies, now reaches 47
mellian hames, Company officials say the sendca has aboul 25% original orograming,
much at which Conssts of e spors coverage

Communications, cable systems now
owned by Houston Industries, to carry Twins
games on basic.

John Eddy, chief cperating officer of
the two cable companies, said MSC's
pricing would cost the two cable
companies $375,000 in the first year and
more than $700,000 in year two. "“That's
the minimum cost,” said Eddy, referring to
what he said was the possibility of
unlimited increases by MSC.

Silent solution

The Silent Network is hoping the
reimposition of syndicated exclusivity will
improve its programing reach. Chairman
Sheldon Altfield has sent letters to cable
MSO's offering the network as substitute
programing for blocks blacked out by
syndex.

Silent carries two hours per week of
original programing, fed in half-hour blocks,
designed for the deaf and hearing-
impaired. It will increase to four hours in July
and six hours per week in January.

"When your company is discussing this
important issue, we would like to become
actively involved and offer our programing
as a solution,” wrote Altfield. The Silent
Network reaches 12 million homes.

Penetrating numbers

A.C. Nielsen said VCR penetration
reached 64.6% and pay-cable penetration
29.2% of U.S. homes in February, both

all- time highs. VCR penetration stood at
62.2% in November, while pay cable
stood at 29.1%.

Christmas has traditionally been a
boon to VCR sales, but the trend this year
indicates a slowdown. The November-to-
February gain was the smallest percentage
increase since 1983-84, when VCR
penetration was 10%.

Of the top 20 markets, pay-cable
penetration was highest in Philadelphia, at
40.2%, and lowest in Minneapalis, with
21%. VCR penetration was highest in the
San Francisco market, 74.3%, and lowest
in Tampa, Fla., 54.7%.
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Promotional punch

NuStar, a cable cross-promotion service,
released data last week it said reflected
greater subscriber viewing with NuStar
promoticns.

NuStar defivered 150 30-second
promotional spots across eight basic
networks during a three-day span in
Winston Salem, N.C., and Columbus, Ohio.
The spots contained specific information
on USA's presentation of "King Solomon's
Mines.” Comparing results in those two
markets with Raleigh, N.C_, and Cincinnati,
where the promotional spots did not run,
NuStar found that awareness of the program
in Columbus was 16% greater than in
Cincinnati, and that the ratings were 12.5%
higher and the share 25% higher. The
results comparing Winston-Salem and
Raleigh shcwed awareness 70% greater,
with a rating 53% higher and a share 48%
higher.

TNT topper

Turner Network Television said its

premiere of “Margaret Bourke-White,”
starring Farrah Fawcett, scored the

highest rating in TNT's measurement history,
averaging a 5.1 rating and an 8.3 share

on Monday, April 24, besting the Jan. 1
showing of "Gone With the Wind," which
scored a3.4/5.1.

USA Network said the premiere of its
first made-for movie, The Forgotten, scored
a 3.8 rating on April 26. On a typical
Wednesday night, USA said it scores a 1.4
in prime time.

Turner also announced that Corbin
Bernsen had been signed to star in
Breaking Point, a remake of the spy
thriller “36°Hours." It is scheduled to debut
on TNT in August.

On ancther front, Turner said it will
begin offering a monthly program guide to
TNT on a subscription basis. The guide
will feature all movies, series and specials
on the service, starting in May, and will
cost $9.95 annually.




WPP acquisition
of Ogilvy would
create world’s
largest ad agency

Effect on television
spending is unclear

The WPP Group, owner of J. Walter
Thompson, proposed a $45 per share pur-
chase for The Ogilvy Group last week that
sent the price of Ogilvy stock soaring 54%
in one day. Advertising observers were
mixed in their assessment of what effect, if
any, the merger of the two advertising gi-
ants would have on television spending.

If completed, WPP Group’s proposed
$700 million acquisition of Ogilvy could
create the largest advertising-based compa-
ny in the world, with combined 1988 reve-
nues for the two companies amounting to
$1.8 billion. The world’s largest advertis-
ing company, Saatchi & Saatchi, had §1.5
billion in revenues in its last fiscal year.

WPP’s unsolicited acquisition would re-
semble its $550 million purchase of the
JWT Group in 1987, said to be the first
unfriendly takeover of a publicly held ad-
vertising company. In a letter delivered to
the offices of the New York-based Ogilvy
Group last weekend, WPP Group Chairman
Martin Sorrell proposed to combine Ogilvy
Group and WPP Group “‘in a (ransaction in
which all of the Ogilvy Group’s shares
would be acquirced at a price of $45 cash per
share,”” according to Ogilvy's summary of
the letter.

Calling the proposal *‘nothing more than
an invitation to negotiate the sale of
Ogilvy,” Ogilvy Chairman and CEO Ken-
neth Roman said in a statement: "*Ogilvy’s
board of directors has long held the view
that Ogilvy could best exploit its special
qualities and capabilities for the benefit of
its shareholders, clients and employes by
operating as an independent enterprise.”
The Ogilvy board of directors will consider
WPP’s proposal in ‘‘due course,”” Roman
said. Ogilvy has a stockholders” meeting
scheduled for May 16 in New York.

In January, the Ogilvy Group adopted a
shareholder rights plan designed to ward off
hostile acquirers and to insure that all the
company’s shareholders receive *‘fair val-
ue’’ for their holdings. At the time, Roman
said in a statement that the rights plan was
partly in response to ‘‘recent speculative
trading in the company's common stock.’

l.ast Monday, the first day of trading
following the announcement, Ogilvy Group
stock leapt $17.125 to $49.125, a level at
which it remained later in the week. The
stock price’s rise beyond the $45 proposed
price for Ogilvy shares indicates that Wall

ABC talks of costs, 0&0’s and ESPN to shareholders

Capital Cities/ABC Chairman Thomas Murphy and President Daniel Burke, discussing
the company's performance at last Tuesday's annual shareholders’ meeting in Dur-
ham, N.C., said that additional opportunities for cost control have become harder to
identify each year. “We have therefore asked our managers this year to be more
creative and aggressive than ever in exploring revenue opportunities,” said Burke.

Burke also said the company would work to improve the performance of some of the
owned stations which had “experienced competitive difficulties in the February
sweeps.” In addition, Burke said ESPN was expected to record a loss on the first year
of its new four-year $400 million contract with Major League Baseball. The cable
programing service did nol adjust per-subscriber fees as a result of the baseball
coverage.

He also discussed the company's public service efforts, which include helping
Project Literacy U S. (PLUS) and Partnership for a Drug Free America. Burke said the
company has donated more than $60 million in free air time and print ads for the latter
project.

Murphy said ABC Entertainment's prime time schedule had a "foundation of weekly
series strong enough to build on.” Murphy also spoke last week of the development of
a new venture to supply programing to cable and overseas markets (see story, “Top
of the Week.") and discussed the company's increasing involvement in Europe, which
include a 50% stake in Tele-Munchen, a West German program production and
distribution company, and an increased investment, to 25%, in Screen Sport, a
European satellite-delivered sports program service.

Group W adds nine TV stations to its unwired network

Group W has announced that nine more TV stations have joined its Premiere An-
nouncement Network (PAN), joining 23 stations already signed up for the unwired
network. Added to PAN are LIN Broadcasting's kxas-1v Fort Worth; wish-Tv [ndianape-
lis; wotv(Tv) Grand Rapids, Mich.; wavy-tv Norfolk, Va.; and The Journal Co.'s WTMJ-TV
Milwaukee; Pulitzer Broadcasling's wGAL-Tv Lancaster, Pa.; Media General's wFLA-TV
Tampa, Fla.; McGraw-Hill's kGtv(tv) San Diego, and Capitol Broadcasting’s wRAL-TV
Raleigh, N.C. The network, consisting of advertising availabilities on local newscasts
of network affiliates, now has "nearly 60%" NTI U.S. coverage, according to Group W.

Among the reps affected by the additions is Petry, which sued Group W over the
inclusion of Petry-repped Post-Newsweek stations in PAN. Said James Rosenfield,
chairman and chiet executive officer of Blair Television—four of whose represented
stations are in latest group-"We are in the process of evaluating a wide range of
options” in response to the situation. He added that the company would take action
‘'slowly and deliberately.” Rosenfield had previously said that the company would
take legal action against Group W for its establishment of the unwired network (see "In
Brief,” Jan. 30).
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Street traders expect a higher price to
emerge for the company.

Ogilvy Group, founded by David
Ogilvy, includes advertising operating
companies such as Ogilvy & Mather
Worldwide and The Scali, McCabe, Sloves
Group, as well as the public relations firm
Adams & Rinehart. Ogilvy Group clients
include Unilever, American Express, Kraft
General Foods, Mattel and Kimberly-
Clark. The company reported net income of
$33 million for 1988, up 11% from 1987.
1988 revenue of $838 million was up 13%,
and the company’s operating margin was
7.9%.

On Wednesday (May 3) Ogilvy reported
first quarter 1989 income of $3.8 million,
up 11% from the first three months of 1988.
Revenue was up 3% to $197.7 million.

Sorrell, former chief financial officer for
Saatchi & Saatchi, has built WPP Group
from a shopping-cart manufacturer into an
advertising and public relations conglomer-
ate that had $974.7 million in revenues in
1988. Last year’s revenue was more than
double those for 1987, with profit attribut-
able to shareholders up 216% to $37.6 mil-
lion, according to the company’s statement
of its preliminary results in U.S. dollars.
(While a majority of the company’s revenue
and operating profit before interest expense
are accounted for by U.S. and Canadian
operations, the publicly held company is
based in London.)

WPP Group said that by the cnd of 1988,
the pre-tax operating margins of the former
JWT Group companies, including J. Walter
Thompson and the Hill & Knowlton public
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relations company, had improved to 10%.
Pretax operating margins in 1986, the year
before the WPP acquisition, were 4.5%.
WPP Group clients include Kodak, Kraft
General Foods and Pepsico.

Industry observers last week speculated
on the possible effcct on TV advertising of
the merger. If Ogilvy and WPP group were
combined, said Blair Television President
Tim McAuliff, ‘‘that puts more money in
fewer people’s hands. And that usually
equates to leverage, and that usually
equates 0 a more competitive situation
when we call on them.”’

Jim Joyella, senior vice president, na-
tional sales, Television Bureau of Advertis-
ing, said previous mergers in the advertis-
ing business had not signaled major shifts
in the way that business had been transact-
ed. He suggested that a consolidation might
cause economies of scale at agencies. The
lower cost of executing buys would be ‘‘a
plus for any medium,’’ he said.

*“‘I don’t see this giving the media buyers
any palpable new leverage that media sell-
ers will see in their P&Ls,” said Alan
Gottesman, an advertising analyst at Paine-
Webber. D

Power pIy

Allen Shaklan, vice president and
general manager of wCix-Tv. Miami
since December; expects to extend
the CBS-owned station's coverage to
at least 100,000 additional homes
north of Miami via translators. The sta-
tion signed low-power ch. 27 in Pom-
pano Beach as a iransiator and ex-
pects soon to obtain a license to
operate ch. 55, also as a translator for
WCIX-TV.

Through a joint marketing effort with
Sears, the station also is promoting
antennas that can better receive sig-
nais from the wCix-Tv tower, and is
helping pay for master antennas on
apartment buildings and condomini-
ums. In July, Shakian said, the station
will add a half hour of locai news at
6:30 p.m., making The CBS Evening
News with Dan Rather the only net-
work newscast at 7 p.m. in market.
There are 1,259,000 televisicn homes
in the Miami ADI.
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Production company headed by
former National Geographic
television executive works

on nonfiction with flair

Six months after the launch of ABC/Kane
Productions, Dennis Kane, president of the
Capital Cities-owned company, said pro-
duction on the first installment of specials
set to air on the network in October 1990, is
ahead of schedule. **We have to be on the
air in October of 1990 and [ feel very good
about the progress that we’ve made so far,’
he said, adding, **we have 10 or 11 specials
up and running and we should have those
completed and ready to use by our target
date.”’

The plan is for ABC/Kane to produce a
total of 25 nonfiction specials over a period
of five years for ABC. Starting in October
1990, ABC will air one hour-long special
each month for five consecutive months,
with the same schedule for the next four
years.

One project, a co-production deal with
Japan’s NHK, will result in eight to nine
half-hour episodes being sold to cable. The
Arctic, a 12-hour special produced by NHK
will be condensed to an hour-long special
Icebreaker, which is to air on ABC. Fol-
lowing the airing of Icebreaker, which
looks at life aboard a Soviet ice breaking
ship, ABC/Kane will fashion eight or nine
half-hour episodes from the [2-hour The
Arctic to sell to cable. ABC Video Enter-
prises will handle the distribution of the
series.

Another foreign co-production deal, this
onc with the BBC, will yield a one-hour
special, Flying Boats, which looks at vin-
tage flying boats retracing old commercial
routes through Africa used before World
War II. ABC/Kane will own worldwide
distribution rights outside the United King-
dom, with the BBC holding the Bntish
rights.

Although the company’s emphasis now
is producing for the ABC network, a pro-
ject for home video is in the works. Titled
World of the Unborn, the one-hour special
looks at the human birth process from con-
ception to delivery, using microphotogra-
phy inside the body. In addition to the
home-vid project, discussions are under
way for the company to produce projects
for ESPN and the Arts & Entertainment
network.

Kane, who came to the company after
spending some 20 years with the National
Geographic Society, most recently as vice
president and director of television and co-
executive producer of the National Geo-
graphic specials, said that although many of
the new company’s specials will have some
of the same ingredients, like ‘‘animals, ac-
tion and adventure,”’ as did the National

Geographic specials, 'we're purposely try-
ing to come up with projects that we
wouldn’t have done at the National Geo-
graphic, but with the same class.”
Some of the specials that will air on ABC
beginning in October 1990, include The
Secret Lives of 118 Green Streel, which
looks at the microscopic creatures that live
in the home;, The Body Electric looks at
advancements in medical technology and its
implications for the human body, Out of
Their Minds features inventors, past and

present, and their inventions. and World of
the Serpent examines snakes around the
world. O

ABC’s Westin leaves to form
own independent production firm

Av Westin, a 20-vear veteran of ABC
News, will leave the network this summer
(most likely in June or July) te form his
own production company. Westin’s con-
tract expired at the end of March. A net-
work spokeswoman said Westin's decision
to leave was his own, not that of news
division president Roone Arledge.

Westin
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The two executives had a widely publi-
cized falling out two years ago. when a
Westin-authored memo criticizing ABC
News management was reported in the
press. Westin was suspended shortly there-
after, but came back as vice president, pro-
gram development, and executive in charge
of long-form programing. ‘‘Roone told
him: *We’d love to have you stay on,” ** the
spokeswoman said. Two months ago Wes-
tin’s responsibilitics were pared back a bit
when Dorrance Smith was named executive
in  charge of long-form programing
(BROADCASTING. March 6). Westin let Ar-
ledge know of his decision sometime in late
April, but agreed to stay on until the last of
his Burning Questions specials was com-
plete. That program, dealing with ethics in
America, called, Burning Questions: Ly-
ing, Cheating and Stealing, airs May 25.
Westin could not be reached at deadline,
but reports last week said he will continue
to focus on news and information program-
ing as an independent producer. The ABC
spokeswoman said he continues to talk to
ABC about producing future programs for
the network.

Westin was quoted last week as saying
he has also had conversations with Warner




and Disney about possible projects for
them. a

Paramount’s Monsky
takes over ‘Tabloid’

Former Media Broadcasting Services
president will supervise ‘overall
look and tone’ of show

Paramount confirmed last week that Mark
Monsky has been named executive produc-
er of Tabloid (‘‘Closed Circuit,”” BROAD-
CASTING, May 1). Monsky joins the half-
hour news/entertainment show from Media

Monsky
Broadcasting Services Inc.,

where he
served as president and executive producer

of such specials as Hong Kong Before China
and Social Insecurity for NBC, and Unau-
thorized Biographies, a series of two-hour
specials for Orbis Communications.
**‘Mark Monsky brings to Tabloid an es-
tablished track record as an executive pro-
ducer and extensive experience in the tele-
vision news arena,”’ said Frank Kelly,
Paramount’s executive vice president, pro-
graming, domestic television. *‘As execu-
tive producer of Tabloid, he will be in-
volved in developing the format of the
show, hiring key production staff, and su-

pervising the overall look and tone of the
show,"” said Kelly, adding: **We feel his
background and innate sense of what makes
news will be invaluable to the success of
this program.’’

Monsky’s appointment comes on the
heels two weeks ago of Paramount’s nam-
ing Alan Frio as anchor of the show. Frio
will join Tabloid on July 1, coming from
CBS O&O wcAuU-Tv Chicago, where he has
been news anchor since 1984.

Tabloid is cleared in 110 markets repre-
senting 80% of the country.

New Muppet show for HBO

Henson creations to be featured in
program set for September debut

Jim Henson Preductions’ The Ghost of
Faffner Hall, an original 13-week family
series focusing on the world of music, will
debut on HBO next September. A new cast
of Muppet characters will interact with such
guests as Joni Mitchell, Dizzy Gillespie,
Mark Knopfler, Bobby McFemrin, Ry
Cooder, Ladysmith Black Mombazo,
James Taylor and the Gil Evans Band.
While not ‘‘formally educational,”” ac-
cording to Henson, the new show presents a
*‘wonderful opportunity to open kids up to a
wide variety of musical concepts and styles."’
The program is based on a music curriculum
developed by Professor John Paynter, head of
the music department at the University of
York, England, and his colleague, composer

‘The Ghost of Faffner Hall’

- - - -
Summer season week two: still waiting for an audience boost

The summer season's second week (ended April 30) went to  with an 11.4/ 19.7. The combined rating for week two delivered
NBC when that network posted a 13.7 rating and 23.8 share. CBS  33.26 million households, up 91,000 households from the sum-
came in second with an 11.7/ 20.6. ABC closed out week two  mer's week one.
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7. 18.1/30 A Wonder Years 44, 11522 N Amen 81, 477 F Tracey Ulman Show
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18, 16.0/31 g HunlerLa ” §5. 9418 C Beauty and the Beast Rtg. Show Stns. Covg.
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20. 12% : ;Aal;lo'-(':: 57. 9115 A Dynasty ; 1?2 f,"e';‘:ﬂ,f,’; Fortune. syn. 23? S?
21. 15. ul use 58, 9.1/17 N Magical World of Disney ’ k

22. 15.4i128 A Growing Pains 59, 9.0/16 C 48 Hours 3 11.0 National Baseball Network 73 87
23, 15326 C Newhen 60. 8916 C Garfield in Paradise 4 9.6 Cosby Show 198 97
24, 15224 A Halmark Hall of Fame 61. 8715 A Koppel Report 5 8.5 Oprah Winfrey Show 215 9
25. 15.2/26 C CBS News Speciai: Lucy 62. 8514 C CBS Tuesday Movie 6 8.2 wheel of Fortune, wknd. 199 87

. X . .21 eartian: i 1
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20, 14223 N Night Count 66. 81716 C Paradise 0 o0 5 9 5
30. 14123 C  Murphy Brown 67. 74118 C Jesse Hawkes -8 Donahue

31, 140/23 C CBS Sunday Movie 68. 7.3/14 N Dream Street 11 5.7 Geraldo ] 198 99
az. 13.824 A  thitysomething 69. 7.47/12 € Hard Time on Pianet Earth 12 57 Mama's Family, syn. 190 93
33 13.8/24 C Dallas 7.  7./14 C West 57th 13 5.6 Friday the 13th 217 95
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and music educator R. Murray Schafer. Each
of the 13 episodes focuses on a different
theme, including ‘““Your Body is an Instru-
ment,” “‘Delighting in Sounds,” ‘‘Sounds
Become Music’” and “‘If You Can Play It,
It’s an Instrument.”

New Henson creations include Fughetia
Faffner, a ghost who loves music. She
haunts Faffner Hall, a mansion built in the

mid-19th century as a monument to sound
and music. Other residents include the Wild
Impresario, Riff and Mimi. When Fughet-
ta’s great-great grandnephew Farkas inher-
its Faffner Hall, he becomes determined to
rid his new home of the musically inclined
inhabitants.

Faffner Hall was taped in Newcastle-
upon-Tyne and London, England, as well

as in Los. Angeles and New York. The
series was produced by Jim Henson Produc-
tions in asseciation with Tyne-Teces Televi-
sion.

Previous Henson productions that debut-
ed on HBO include the specials The Tale of
the Bunmny PFicnic, Emmet Otter's Jug-
Band-Christmas and the Fraggle Rock seE-]
ries.

FNN to launch PPV weekly show

Planned for next fall, ‘Investor's
Advantage’ is business newsletter

The Financial News Network plans to enter
the pay-per-view market next fall with /n-
vestor’s Advantage, a weekly, one-hour
business ‘‘newsletter’”’ whose per occasion
cost will be somewhere between $9.95 and
$19.95, according to FNN President David
Meister. Expected to launch sometime after
Labor Day and before the end of October,
Advantage's focus will be “‘narrower and
deeper’’ than FNN's standard programing
fare.

The show, to be seen on Saturdays, will
include analysts’ commentary on various
chief executive officers’ speeches, Meister
said. There are no current subscription pro-
jections for the pay-per-view launch.

Gil Faccio, senior vice president of affili-
ate relations, said last week that FNN is
growing at a rate of 400,000 subscribers per
month and has added 286 cable systems
since July 1988. The network is now car-
ried by 24 of the top 25 MSO’s, and it
announced last week the renewal of affili-
ation agreements with Continental Cablevi-
sion and ComCast Cable, respectively the
country’s third and seventh largest MSQ's,
serving 3.7 million subscribers. These con-
tract renewals extend FNN carriage for an
additional five-year term.

The network also announced renewal of
its distribution agreement with Viacom En-
terprises for This Morning’s DBusiness
through August 1990. The half-hour pro-
gram is seen in more than 140 markets
covering 83% of the country.

FNN, which will observe its eighth anni-
versary Nov. 30, is also receiving its high-
st ratings since launch, according to Niel-
sen peoplemeter numbers cited by Meister.
Each halt-hour time period between 9:30
a.m. and 6 p.m. was at its 12-month high
during April. FNN Marketwrap, which ex-
amines the day’s stock market activity from
4 p.m.-5 p.m., increased from a 0.3 Jan.
23-27 to a 0.7 April 24-28.

It Pays to Watch’’ is FNN’s new adver-
tising slogan, part of a new marketing cam-
paign launched this spring. Already in such
print publications as Forbes, BusinessWeek
and Fortune, ads saying ‘*You can watch
entertaining shows about the rich and fam-
ous; or you can watch FNN and learn how
to join them’’ will be seen on several cable
networks in the near future, according to
Michael Wheeler, FNN executive vice
president. He also said that last spring the
network had 15 national advertisers, and
this year has alrcady increased that number
o 60.

On the subject of NBC’s Consumer
News & Business Channel, which launched

April |7, Meister said he felt NBC’s new
cable venture was not trying to compete
with FNN, and that ‘‘therc can be room for
both of us.” FNN research, according to
Meister, indicates CNBC began with an
initial subscriber base of 6 million, as op-
posed to CNBC’s announced [3 million.
“CNBC is not having a lot of impact on
us,”’ Meister said. Wheeler agreed that the
two services were not competing for the
same audience, comparing FNN to a money
magazine, and CNBC to Good Housekeep-
ing. 0
—
CNBC picking

up steam

Positive reaction grows as CNBC
tine tunes service, including

extending air time and information
on stock ticker; Continental signs

Three weeks after launch, NBC's Consum-
er News & Business Channel is gaining
traction among cable operators, as it gathers
positive reaction to the service and another
major subscriber commitment. Continental
Cablevision, the country’s third largest op-
erator, has signed a charter affiliation
agreement whereby it is rolling out CNBC

SyndicationuMarketplace
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|
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Genesis Entertainment’s The Byron Allen Show has been
cleared by 75 stations representing 63% of the country, including
21 of the top-25 markets. Deals in Philadelphia, Cleveland,
Denver and Tampa, Fia., will round out all top 25 markets. The
distributor is positioning the show as direct competition to

NBC's Saturday Night Live.

Viacom’s Superboy has been renewed for a second season.
The half-hour weekly airs in 180 stations representing 97% of the
country.

Joslyn Entertainment’s Halloween special Dracula... Live
From Transylvania has been cleared in 90 markets
representing 80% of the country. The two-hour special airs
live from Transylvania in prime time Oct. 25.

King World has announced that its one-hour special,
Leonard-Hearns I1: The War. has been cleared in TKTKT
markets representing 75% of the country. The pre-fight

special has been cleared in nine of the top 10 markets, including
New York, Los Angetes and Chicago.

DIC Enterprises and Claster Television, producer and distribu-
tor, respectively, of G.I. Joe animated series, said they would
produce 24 new episodes of program, with availability starting in
September 1989. New espisodes will be launched with five-part
"mini-series,” with additional new episodes to follow in Septem-
ber 1990.

L.A.-based Promark has acquired the distribution rights to Clas-
sic Cars and Racing Stars, a 12-part monthly series on vinlage
Grand Prix racing, classic car auctions and the Concours D’Ele-
gance. The first three episodes are being offered on a 50-50
barter basis, one per month during the summer. Stations will
have an option to renew their agreements for an additional nine
episodes for airing monthly throughout the year. The series is
offered for clearance on weekend afterncons, with the first epi-
sode available to coincide with the Indianapolis 500, May 28.

8]
Time magazine and Golden Gaters Productions have begun
production on Man ir Space: Thke 20th Anniversary of the Land-
ing on the Moon. The one-hour special, offered on a barter basis,
is available for airing June 9-25. GGP expects 1o announce a host
for the show within the next few weeks.
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to 25% of its more than two million sub-
scribers.

A key programing shift, both requested
and applauded by cable operators, has been
CNBC’s carriage of the stock ticker full
time during the daytime hours, and the use
therein of more information for the hard-
core investor. ‘*‘We’ve added a number of
indices to the ticker,”” said NBC Cable
President Tom Rogers, and *‘added more
information and increased the number of
full-screen slides.””

The changes were based on feedback
from cable operators, especially those that
had dropped FNN and found that the seri-
ous investors in their audience missed the
stock ticker. Cox Cable, which dropped
FNN companywide and has felt some heat,
made the pitch, along with several other
MSO’s,

Originally CNBC did not have the ticker
on during consumer news segments, the
idea being that it serve one audience at a
time—the female demographic at home
during the day with consumer news, versus
the hard-core investor. But Jerry Maglio,
senior vice president, marketing and pro-
graming, of United Cable, who also recom-
mended the ticker fulltime, said it is possi-
ble to serve both audiences. People ‘‘are
seeing a lot of split-screen programing on
cable’ these days, said Maglio, with Pre-
vue Guide, Weather Channel and FNN.
And viewers that pay attention to the ticker
have the sound turned down on their set
anyway, he said.

Bert Convy.

Drawing younger audiences

The Disney Channel will launch Teen Win, faee prr Drpar, & hall-hour game show
hosted by Marc Price, May 6 at 6:30 p.m. Taped at (e new Disney MGM sudios in
Orlando, Fia., the show is a youth-oriented warsicrn of Win, Lase or Dz hostad by

Teen Win also features celebrity guests who, aiong wilh conleslants and the siudio
audience, are teenagers. Host Price who iz also feaiured on Fewmily Ties, will ba
joined by his pet dalmation, Tyler, as co-host. The serigs 5 produced by Buena Wista
Entertainment for the Disney Channel, withy Jay Waolparl as executive produces,

CNBC has welcomed the operators’
comments. ‘‘I like the feedback in this
area,”’ said Rogers, because “‘it’s the easi-
est to respond to.”” The stock ticker
changes were made within a matter of days,
for instance. Conversely, Rogers said, there
are changes CNBC wants to make that are
more difficult to accomplish quickly, such
as ‘‘bringing more analysis, debate and
controversial information’’ in the format,
especially daytime, ‘‘instead of just pre-
senting the news.”’ As with other improve-
ments, those changes will evolve over time,
said Rogers. He also believes that CNBC
can serve both audiences. ‘“We think we
can provide consumer and business news,
and for the hard-cere invester, he’ll have

the_ticker there.”” .
The reaction from the industry has

ranged from cautiously optimistic to enthu-
siastic. *‘l think it’s goed,”” said Mike
Egan, vice president, programing, Cablevi-
sion Industries, who is a daily viewer. J.C.
Sparkman, executive vice president of

Marlin Broadcasting, Inc.
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Tele-Communications Inc., said company
reports are that CNBC represents ‘‘good
programing’’ and ‘‘covers the consumer
needs.”

“They do a good job of making some
rather complex issues understandable to the
common man,”’ Egan said. He said the
ticker “*has gotten a lot better,”” now that
the graphics are readable (camera angles
were also adjusted so the ticker did not
cover so much of the anchor desk) and
more information is provided.

Egan said Cablevision hasn’t gotten
many complaints from serious investors
who miss FNN in markets where it was
dropped. *‘We would put it back on if we
have many consumer complaints,”” said
Egan, ‘‘but it hasn’t come to that.’” There
are other markets, however, where loyal
FNN viewers have complained about the
service being dropped, including Las Ve-
gas, where it was reinstated, and San Die-
go.
Said Continental’s Rob Stengel, senior
vice president, programing: **We have a lot
of high hopes for (%NBC." Continental had
made a carriage decision before CNBC
launched, he said, but wanted to *‘nail
down certain issues’’ before signing a char-
ter agreement.

*‘There is a continuing delicate balance
in how far they go in making it more con-
sumer-oriented,”” said Stengel, with Conti-
nental believing it needs to concentrate on
top-flight financial services information,
versus softer news. In some markets,
CNBC and FNN will be an either/or situa-
tion, in others Continental could run both.
‘It really needs to be an adequate replace-
ment,”” said Stengel, before Continental
would replace FNN for CNBC in some
systems.

Jerry Maglio said his reaction to CNBC
was ‘‘guardedly positive.”” Maglio lives
within an ATC system which does not carry
CNBC, so he has yet to see it extensively.
But he said reports from the field, both
from systems carrying it, and those that are
monitoring it with a view to carrying the
service, are ‘‘generally favorable...There
were certain glitches and bugs, and that’s to
be expected,” he said. Maglio said there
was some dropping of FNN by United, but
not that much.

John Adduci, vice president, marketing,
Adelphia, which carries CNBC extensive-
ly, said he has not yet had a lot of feedback.
‘I haven’t heard big negatives or big posi-
tives,”” he said. Unlike others, Adduci isn’t
sure how much the average consumer needs
the stock ticker. “‘l don’t know if the stock
ticker is critical to that channel,”’ he said.

Don Mathison, vice president, marketing
and programing, Media General, is im-



pressed with the service, but adds that the
early graphics need some improvement.
““People are seeing lots of sophisticated
graphics,’” he said, “*and their expectations
have risen.”’ He added that ‘“‘the pay ser-
vices do a dynamite job'’ with graphics, for
instance. Mathison views cable ‘‘as a vid-
eo newsstand'’ with a myriad of channels
vying for a viewer’s attention. *‘I'd like to
see them [CNBC] become like Changing
Times and Money Magazine,”’ said Mathi-
son.

As is apparent, CNBC is getting a lot of
feedback from operators that are carriers or
potential carriers of the service, and not all
the advice is going in the same direction.
Balancing those suggestions, with the di-
rection CNBC wants to go, will be part and
parcel of the service’s evolution. o

Moyers details
productions for
public television

New offerings include six-part
series on poetry readings, look
at American political rhetoric

Bill Moyers and- his Public Affairs Televi-
sion Inc. production company are readying
11 hours of documentary programing for
PBS next fall on a variety of subjects.

The Power of the Word is a six-part series
about language, according to Moyers, spe-
cifically focusing on what he termed the
‘“‘untold story’’ of the popularity of poetry
readings around the country today. Through
interviews with poets, the programs will
demonstrate ‘‘the power of language to
name things honestly, to touch the human
spirit, and to remind us of things we didn’t
know we’'d forgotten,”” Moyers said.

A four-part series entitled The Public
Mind will investigate the gap between rhet-
oric and reality in American political life,
with emphasis on the role of the image.
Moyers is also preparing a one-hour docu-
mentary on the history and popularity of
**Amazing Grace,’’ recorded by more art-
ists than any other hymn, he said.

“we’ll look at it through the lives of the
people who made it what it is and the
ordinary people it’s touched,” explained

Moyers. Singers who will appear on the
program include opera diva Jesse Norman,
Judy Collins, who helped popularize the
song in the early 1970’s, Johnny Cash and
the Harlem Boys Choir.

Moyers, who has been in and out of the
**hospitable environment’' of public televi-
sion during his 18-year career as a broad-
cast journalist, will also present Moyers: A
Second Look, a 13-part series beginning
May 7 on PBS. This retrospective will fea-
ture selected programs, with new introduc-
tions and conclusions, preduced for public
television as well as for CBS Reports be-
tween 1979 and 1988. *‘Studies show the
public broadcasting audience turns over ev-
ery seven years,”” Moyers said, *‘and a lot
of our material has never been seen by a lot
of new viewers."”’

Shows from Reports include One River,
One Country, a 1986 lock at the *‘unnamed
nation’” arising at the border towns of El
Paso, Tex., and Ciudad Juarez, Mexico;
The Vanishing Family—Crisis in Black
America, also from 1986, and People Like
Us, a 1982 program focusing on three cases
of poverty in America brought about by
government budget cuts.

Other programs are culled from Moyers's
PBS series Bill Moyers' Journai, A Walk
Through the 20th Century, Creativity, God
and Politics, and In Search of the Constitu-
tion, and specials Facing Evil and Prom-
ises, Promises. They include interviews
with James Dickey, Archibald MacLeish
and Dame Rebecca West; a look at the 10-
year ‘“holy war’’ among Southern Baptists
over interpretation of the Bible, and a 1984
visit to Marshall, Tex., Moyers’s home-
town. o

INTV’s Padden
credits some
network share
loss to gains

by independents

Credit, in part, the rise of independent tele-
visions with the decline of the networks’
audience share, said Preston Padden, presi-
dent, INTV, speaking to a luncheon group
of advertisers in Los Angeles last Tuesday.
‘‘Last season, the three networks earned a
72 share of ad-supported TV rating points.
This year, their share fell to 68, with basic
cable and the independents each picking up
two share points of the ad-supported total,”
he said.

**Despite the fact that the networks threw
their best programing at independents, in-
cluding such heavyweights as Lonesome
Dove; despite an increase in the number of
cable networks, regional and national; de-
spite an additional 4.5 million cable sub-
scribers versus a year ago, independent
television retained its lead in total day
viewing,”” he said. Padden put the total day
viewing share for indies at 23, compared to
a 21 for NBC, 20 for CBS, 19 for ABC and
a 14 for basic cable channels. In prime time
ratings alone, Padden said, indies eam a 19
household share, *‘hot on the trail of the
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broadcast networks,’’ who earned a 26, 21
and 20 for NBC, ABC and CBS respective-
a

ly.

Calling all viewers:
the futures of
interactive TV

The age of “‘interactivity’” between televi-
sion viewers and the programs they waich
has arrived, and the technology making this
possible—as well as new uses for that tech-
nology—will continue to be developed.
That was the consensus of a panel discuss-
ing ‘*The 1990°s: The Interactive Decade,”
sponsored by the New York Television
Academy.

“*We will take interactivity where it was
never intended to go, into the hands of the
people,’” joked Lee Masters, executive vice
president and general manager of MTV. He
explained that MTV is currently experi-
menting with interactive television in a
number of different areas, including con-
tests, news polls and audience research.

In late May or early June, Masters said,
MTV will debut a new prime time show
that will offer a number of different interac-
tive possibilities. Every night, for example,
the program will have a different title, to be
chosen by a studio audience as well as
viewers at home, who will call in their
votes. These audiences will also be able to

Fox fare

Fox Broadoasteg bas given a 13-emsnoe commitment o 2000 Semury Fox Talay-
sian's Tee Simpeons, an o animaled hall-houl comedy sat o premiarg in the fall
gchadule. That schedule could incluge an hour Block of priree tmeansmatied oo
graming, with B neswark having also given & pilot commilmant o Lovinar for
Hollywoed Dog which uses an ardmatad characler., dog, in the ve-achon serigs

Alzo st Fox, Sppdrenily In-an atiemph 0 breaths pes life inkd Ll lour new cast
members are baing added. Jaining he show as regular membsrs are Phillp Charles
Mackenzie, who most recently starred in Showtime’s Brothers; Jon Cypher, who had a
recurning role in Ml Steest Bluea; Danny Gans, 8 comedisn sngd musician, and
comedienng Ellen Delieneres. The show congistently ranks al or near he bottom of
lher prima tirma ralings, Fniskeng last week at the boltom with & 3.9 ratng and & Sis

shEre

choose which show segments they wish to
see from a list of options.

This program will offer a live contest
each night, with home viewers asked a se-
ries of questions, then punching in the an-
swers on their telephones. **This is the first
show that gives power to the people, who
are sure to abuse it,”” said Masters. MTV
also intends to launch a pilot this fall which
will allow between 10,000-20,000 home
viewers to plot the developing story via
telephone.

Ronald Katz, president and chief execu-
tive officer, FDR Interactive Technologies,
moderated the panel. His company’s View-
er Interact Computer, or VIC, located in
Omabha, can handle up to 1.8 million calls
an hour, or 30,000 a second. VIC can also
remember each caller’s name, number, city
and opinions.

I N C O R

WILKS-SCHWARTZ BROADCASTING
{(Donald Wilks and Michael Schwartz)

has acquired

WVEZ (AM/FM)
Louisville, Kentucky

for
$6,500,000
from

THE GRIFFIN GROUP
(Michael Nigris, President)

We are pleased to have served
as broker in this transaction.

BLACKBURN @@MB

PORATE

Washington + New York

Media Brokers & Appraisers Since 1947
WE BROADGASTING'S BEST

Atlanta

Chicago + Beverly Hills

Phil Boyer, Capital CitiessABC Video
Enterprises senior vice president, program
development, discussed the importance of
new and ongoing technological advances
vis-a-vis the telephone and interactive tele-
vision. Digitized voices, those encoded on
a computer or digital chip, insure that each
call will begin with the start of a message,
not in the middle as used to happen.

He also talked about ANI, or Automatic
Number Identification. Before the phone is
even answered, Boyer said, ANI allows the
company responsible for the call pattern to
know the number of the person calling.
This can be used to monitor or limit the
amount of calls from any one number. Katz
said he recognized the potential ethical dan-
gers of ANI, but said FDR would use it
only to prevent multiple calling abuse.

Norman Horowitz, MGM/UA Telecom-
munications president and chief executive
officer, spoke about the difficulties of get-
ting Hot Line, a new interactive game
show, off the ground due to the **turmoil’
of today's marketplace. The show is a
“‘victim of the economics of television,”” he
said, citing the fragmentation of today’s
audience and low advertising rates during
the day. Hotline costs $150,000-$200,000 a
week to produce, Horowitz said, while he
is only able to spend $50,000-$60,000.
“‘We can’t afford to produce it for the time
periods it will go into,”” he said.

Horowitz said that live television pro-
vides the most challenging use for interacti-
vity, and that ‘‘part of the good, part of the
evil, is allowing people to talk back.”’D

Number five
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ChongingeHonds

Wrxxrv) Waterbury, Conn. 0 Sold by Michael
Finkelstein to Renaissance Communications
Corp. for $18.25 million. Seller has 8% interest
in buyer. Buyer is alsc owned by Geoffrey
Rose, 1%; Harvey Cohen, 1%, and Warburg,
Pincus Capital, 90%. It also owns wbzL(Tv) Mi-
ami. Wrxx is independent on ch. 20 with 2239
kw visual, 223.9 kw aural and antenna 1,200
feet above average terrain.

WiHTrvi Ann Arbor, Mich. O Sold by FAB
Communications Inc. to Blackstar Communica-
tions Inc. for $4.35 million plus $450,000 non-
compete agreement. Seller is owned by Fred
A. Blencowe and Edward L. Taylor. Blencowe
has interest in KUHL(AM)-KXFM(FM) Santa Maria,
and kLiTFm) Carpinteria, both California. Buyer
is owned by John E. Oxendine, Kenneth O.
Harris, Wesley S. Wiliams Jr. and Chesley Y.
Maddox. It is wholely owned subsidiary of
Blackstar Communications Inc. that, through
subsidiaries, owns kesp-Tv Salem, Ore., and
wesF-Tv Melbourne, Fla. WiHT is independent on
ch. 31, with 1220 kw visual, 217 kw aural and
antenna 1,200 feet above average terrain.

Wust{am) Washington O Sold by District Group
Communications Inc. debtor-in-possession to
Vogel/lsrael Communications Inc. for $1.4 mil-
lion. Seller is held by Barry Skidelsky, trustee,
and has no other broadcast interests. Buyer is
equally owned by Gary M. Israel and Mark R.
Vogel, Washington-based real estate business-
men. Station is first purchase. WusT is daytimer
on 1120 khz with 1 kw.

Kyooirm) Bolivar, Mo. O Sold by KYOC Broad-
casting Co. to Sunburst Il Inc. for $960,000.
Seller is owned by Mel Pulley and his wife,
Gretchen Pulley, and has no other broadcast
interests. Buyer is headed by John M. Borders,
president, and also owns KGBX(am) Springfield,
Mo. Kyoo operates on 106.3 mhz with 3 kw and
antenna 200 feet above average terrain.

Ksue-am-Fm Susanville, Calif. O Sold by Radio
Lassen to Sierra Broadcasting Corp. for
$950,000. Seller is principally owned by Cecil
Webb and his wife, Dayne, who have no other
broadcast interests. Buyer is new California-
based corporation headed by Rodney Cham-
bers, president, and George Carl, chairman.
Both principals are part of management team
of kvonam)-kvyin(FMy Napa, Calif. Carl will re-
main in Napa and Chambers will relocate to
Susanville to manage properties. KsuE is full-
timer on 1240 khz with 1 kw, and KSUE-FM Oper-
ates on 93.3 mhz with 100 kw and antenna
1,115 feet above average terrain. Broker: Wil-
liam A. Exline Inc.

Kine-em Poteau, Okla. O Sold by Indian Nation
Broadcasting Co. to Landmark Communica-
tions Inc. for $770,693. Seller is headed by
V.F. Nowlin, and has no other broadcast inter-
ests. Buyer is owned by Chris Bence, William
James Samford and Sid McDonald. Bence is
executive vice president of Woods Communi-
cations Group Inc., Springfield, Mo.-based
group of one AM, three FM's, and five TV's.
King-em Operates on 107.3 mhz with 100 kw and
antenna 1,810 feet above average terrain.

Wips(am) Jacksonville, lll. D Sold by Saga
Communications Inc. to Erdon Broadcasting

for $650,000. Seller is Detroit-based group
headed by Edward K. Christian. It also owns
WLRW(FM) Champaign and wymG(FM) Jackson-
ville, both lllinois; KkANT(AM)-KRNQ(FM) Des
Moines, lowa; wvko(am-wsny(Fmy Columbus,
Ohio; wNOR-AM-FM Norfolk, Va.; and WKLH(FM) Mil-
waukee. Buyer is equally owned by Jerry B.
Symons and Donald W. Hamilton. Symons is
vice president of Saga Communications of Illi-
nois Inc., licensee of wLbs, and general manag-
er of station. WLDs is daytimer on 1180 khz with
1 kw.

Krapam) Santa Maria, Calit. O Sold by Leo
Kesselman to Buenos Diaz Broadcasting Inc.
for $425,000. Seller has interest in KKTT(AM)
Bernalillo, and kiDi(FM) Albuquerque, both New
Mexico, and kPiG(FM) Freedom, Calif. He also
owns interest in low power TV's, kosve Santa
Maria, Calif., and xsspB Albuquerque, N.M.
Buyer is owned by Eduardo Diaz, who also
owns KLzziFm) Los Osos-Baywood Park, Caiif.
Krap is daytimer on 1600 khz with 500 w.

Kkow-am-Fu Pittsburg, Kan. O Sold controf of
American Media Investments In¢. from Robert
D. Freeman and Frank L. Carney to O. Gene
Bicknell for $400,000. Setler: Carney will sell
his shares, valued at $240,000 and Robert D.
Freeman will sell his shares, valued at

$160,000. Buyer has no other broadcast inter-
ests. Kkow is fulltimer on 860 khz with 10 kw
day, and 5 kw night, kKkow-FM operates on 96.9
mhz with 100 kw and antenna 470 feet above
average terrain.

WsEL-aM-FM Pontotoc, Miss. D Sold by Steve
McGowan to Rod Callahan for $327,000. Seller
also owns wayD{am)}-worJ(FM) Ozark, Ala. Buyer
is Pittsburgh-based equipment distributor, who
has no other broadcast interests. WSEL is day-
timer on 1440 khz with 890 w, and WSEL-FM
operates on 96.7 mhz with 3 kw and antenna
405 feet above average terrain. Broker: The
Thorburn Co,

Waay(am) Huntsville, Ala. D Sold by SJK Inc. to
United Communications Inc. for $300,000. Sell-
er is owned by Elizabeth Jones Smith, her two
children, M. Davidson Smith IV and Anita Smith
Johnson, and Smith Broadcasting Inc. Smith
Broadcasting also owns WNUE(AM) Fort Walton
Beach, Fla.; and waay.Tv Huntsville, Ala. Buyer
is owned by Sam E. Floyd, president; Greg
Floyd, Ronald E. Stone, and John Magliola.
Sam E. Floyd owns interest in WFAIAM)-WKML(FM)
Fayetteville, N.C.; wasciam) Spartanburg, S.C.,
and wyng-FM Evansville, Ind. Waay is fulltimer
on 1550 khz with 50 kw day, and 500 w.

KeLaamy Hanford, Calif. O Sold by Liggett
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Broadcast Inc. to P&C Broadcasting for
$300,000. Seller is Williamston, Mich.-based
group owned by Robert Liggett. It also owns
kCLQ-FM Hanford and kMGG(FM) Monte Rio, both
California; wsckiaMpwmic(FM)  Battle  Creek,
wHnNGFMy Bay City (Saginaw), wrmk(FM) East
Lansing and wunTiFm) Grand Rapids, all Michi-
gan. Buyer is owned by Joaquin Correia, 25%;
Lucille M. Correia, 25%, and Maria C. Pereira,
50%. It has no other broadcast interests. KcLo
fulltimer on 620 khz with 1 kw.

Koom-am-Fu Windom, Minn. O Sold control
from Glenn R. QOlson to Windom Radio Inc. for
$300,000. Seller owns 80% of stock in Windom
Radio Inc., remaining 20% owned by Rich
Biever. Olson owns controlling interest in kawc-
AM-FM Webster City, ksiB(am)-xiTR-FM Creston,
and kais-Fm Clarinda, all lowa. Buyer is owned
by Richard J. Biever. Koom is fulltimer on 1580
khz with 1 kw, and xpoM-FM Operates on 94.3
mhz with 3 kw and antenna 325 feet above
average terrain.

Wizs(am) Henderson, N.C. O Sold by Radio
Corp. to Rose Farm and Rentals Inc. for
$265,000. Seller is owned by Stanley H. Fox,
his brother, Irvin L. Fox, and their brother-in-
law, Nathan B. Evans. They have no other
broadcast interests. Buyer is owned by Anne
M. Rose, 48%: her husband, John D. Rose Ill,
24%; his brother, David M. Rose, 14%, and
David Rose's wife, Cindy C. Rose, 14%. It has
no cther broadcast interests. Wizs is fulltimer
on 1450 khz with 1 kw.

Keze.Fm Canadian, Tex. D Sold by Megahype
Broadcasting Partnership to Canadian Broad-
cast Group Inc. for $250,000. Seller is owned
by Ronald R. Hamilton, his father, Kenneth E.
Hamilton, and Lori L. McConville. It has no
other broadcast interests. Buyer is headed by
Charles D. McFall, president. McFali is sole
officer, director and shareholder of Palmer Ra-
dio Group Inc., proposed assignee of koBs Wa-
silla, Alaska. Applications were filed Dec. 29,
1988. Keze-rm operates 103.1 mhz with 3 kw
and antenna 300 feet above average terrain.

CABLE

Systems serving Fayetteville, Friendship,
Goshen, Greenville, Hillsboro, Leesburg,
Liberty, Lucasville, Lynchburg, Owensville,
Peebles, Piketon, Seaman, West Union, and
portions of Columbus, all central and south-
western Ohio. O Sold by Tele-Media Inc. to
Warner Cable Communications Inc. Seller is
State College, Pa.-based media group that is
equally owned by Robert Tudek and Everret
Mundy. It serves about 470,000 subscribers in
20 states. Principals, along with Roger Zimmer-
man, also own TMZ Broadcasting, group of
four AM's and five FM's they purchased last
year (BROADCASTING, Oct. 24, 1988). Buyer is
subsidiary of Wamer Communications Inc.,
and is' Dublin, Ohio-based group serving about
1.5 million subscribers in 22 states. Systems
serve approximately 30,000 subscribers.

System serving Union and Gaffney, and por-
tions of Cherokee and Union Counties, all
South Carolina D Sold by Piedmont Cablevi-
sion 1o Masada Cable Partners LP. Seller is
Gaffney, S.C.-based group that has no other
cable holdings. Buyer is Birmingham, Ala.-
based MSOQ that serves approximately 40,000
subscribers. System serves approximately
7.000 subscribers with approximately 13,000
homes passed. Broker: Waller Capital Corp.

Systems serving Atoka, Kingston, Tishi-
mingo, and Colgate, all Oklahoma O Sold by
GH Cable Oklahoma to James Cable Partners

LP. Seller is owned by GH Cable, Carlisle, Pa.-
based group,headed by Hal Etsel, which
through other partnerships serves approxi-
mately 12,000 subscribers in Arizona and Mis-
sissippi. Buyer is Bloomfield, Mich.-based
MSO headed by Bill James. It serves approxi-
mately 130,000 subscribers. System serves
approximately 3,600 subscribers. Broker:
Johnson, Crowley & Associates.

Systems serving Austin, Bell, Falls, Hayes,
McLennan, Milam, and Robertson and Wil-

liamson Counties, all Texas O Sold by Gataxy
Cablevision LP to Douglas Communications for
$25.6 million. Seller is Sikeston, Mo.-based
MSO serving approximately 52,000 subscrib-
ers in three states. Buyer is Topeka, Kan.-
based MSO serving approximately 45,000 sub-
scribers in five states. Systems serve
approximately 10,500 subscribers.

For other proposed and approved sales, see
“For the Record” page 100.

New approach urged for
government policymaking

Annenberg fellow Brotman
suggests three-member Council
of Communications Advisors

The U.S. government’s communications
policymaking machinery has been criticized
over the years from a variety of positions. It
lacks coherence. The power to drive it is
minimal. And the efforts to remedy the
apparent defects—the White House Office
of Telecommunications Policy in the Nixon
administration and the National Telecom-
munications and Information Administra-
tion in the years since Carter, among oth-
ers—have had their failings. The time has
come to try again, according to a fellow of
the Annenberg Washington Program, this
time, with the creation of an institution
located in the Executive Office of the Presi-
dent and modeled on the three-member
Council of Economic Advisers.

Stuart Brotman, a former special assis-
tant to the director of NTIA who is now a
Boston-based communications lawyer and
consultant, recommends the creation of a
Council of Communications Advisers. It
would be a collegial body of three members
appointed by the President on the basis of
their expertise and confirmed by the Senate,
and would be a part of the Executive Of-
fice. It would have ready access to the
President, would coordinate communica-
tions policy among executive branch agen-
cies and would work closely with its
“‘peers’’ in the Executive Office, such as
the U.S. Trade Representative. And it
would focus on only a handful of the most
important communications issues.

Such a council, Brotman feels, would
avoid the problems of past attempts at re-
forming executive branch policy making.
For instance, he says that while *‘the integ-
rity and competence”” of NTIA are- well
established, it lacks “*a visible position with
respect to Presidential decision making’’; it
is too far from that center of power. Indeed,
a reorganization of the Commerce Depart-
ment, of which it is a part, has placed NTIA
on an even lower rung of the bureaucratic
ladder. Instead of reporting to the Secretary
of Commerce, the NTIA chief now reports
to an undersecretary.

Distance from the seat of power was not
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OTP’s failing; on the contrary, as part of
the White House, it became a victim of
“sordid politicization,”” in Brotman’s
words. Still, Brotman feels that result was
more a function of the ‘‘personalities and
tone of the Nixon administration than...an
inherently flawed organizational struc-
ture.”’ So, he says, ‘“it is useful to think of
bringing communications policy-making in
the Executive Branch closer to the White
House again.”” The Executive Office of the
president, he suggests, strikes the right bal-
ance: close to the Oval Office, but not too
close.

Brotman does not see the FCC as de-
signed for taking the lead in policy making.
It 1s, he notes, encumbered with operational
responsibilities and quasi-judicial restric-
tions. Its powers and responsibilities would
remain intact under the Brotman proposal,
and NTIA would continue to perform its
operational and departmental roles. But
NTIA would be stripped of the functions
for which it was principally created—those
involving long-range planning, research
and policy coordination. Those would be
transferred to the new council.

As Brotman sees that new agency, it
would perform several principal roles: It
would undertake ‘‘focused, long-range
planning’’ on those three or four communi-
cations issues ‘‘likely to rise to the level of
national interest.”’ It would also, Brotman
says, “‘stimulate other units within the Ex-
ecutive Branch to resolve as many differ-
ences as possible before having a policy
«decision go to the President.”” Brotman
says the council’s *‘more neutral presence
would enhance the credibility’” of that role.

Nor is that all, Brotman sees the council
as serving as an advocate, on both the do-
mestic and international fronts. Brotman
says the council would represent the admin-
istration before the commission and Con-
gress. And he sees no jurisdictional prob-
lem in the council using its skills to advance
U.S. telecommunications interests “‘in a
world populated by centralized communica-
tions agencies.’”” Brotman says that while
the State Department is responsible for con-
ducting American diplomacy, *‘there is no
inconsistency in having recommendations
concerning the messages the diplomacy will




convey come from beyond Foggy Bot-
tom.""

Not only does he not see any conflict
developing between the proposed Council
and State. he cites as an example of the
kind of communications policy conflict
among government agencies he feels his
proposal would eliminate the celebrated
“turf™” fight between NTIA and the State
Department in the early years of the Reagan
administration. At issue was whether pri-
vate companies should be allowed 1o enter
the international communications satellite
market as competitors of the International
Telecommunications Satellite Organiza-
tion. Both agencies agreed that such com-
petition should be permitted. But a dispute
over details of the process to be employed
prevented the U.S. from adopting a policy
for 20 months, until November 1984,

In Brotman’s view, the timing of his
proposal is good. He noted that NTIA last
fall, in its “*Telecom 2000’" report, sought
to raise the issue of centralizing communi-
cations policymaking functions. But the
timing was bad, he said, with a new Presi-
dent three months from taking office. **The
best time to accomplish meaningful reform
is now,” he says, ‘‘at the beginning of a
new administration.” And he says that the
council could be created ‘‘with relative
ease,”’ by Executive Order. However, the
Executive Order creating NTIA was not
written and published without considerable
infighting among affected agencies. o

House subcommittee
shines light

on allegedly
deceptive infomercials

FCC and FTC taken to task
by subcommittee concerned over
claims in “Money, Money, Money”

The FCC and FTC came under fire last
week for being lax in their enforcement of
what lawmakers question may be deceptive
infomercial programing. The criticism
came from an unlikely source, a subcom-
mittee of the House Small Business Com-
mittee.

FCC rules state that broadcast stations
must indicate on the air that long-form info-
mercial programing is an advertisement.
There are similar FCC rules for cable oper-
ators. Subcommittee members, concerned
about claims made by author Wayne Phil-
lips in an infomercial, Money, Money, Mon-
ey, took the FCC to task for not conducting
greater monitoring of whether those dis-
claimers are carried.

Subcommittee Chairman Norman Sisisky
(D-Va.) said the panel “*has serious ques-
tions about whether the laws requiring
broadcasters to label commercial messages
arc being aggressively enforced.”” Panel
members present also hit the FTC for drag-
ging its feet on pursuing false and deceptive
advertising claims made within such pitch-
es, including the Phillips promotion, which
first came to light late last year. (The Phil-

lips program spotlights what it says is grant
money provided by the government to start
businesses. That has produced a bevy of
phone calls to state and federal agencies,
which say no such grant money exists, thus
prompting the attention of the subcommit-
tee.)

FCC Mass Media Bureau Deputy Chief
William Johnson outlined the commission’s
authority by reviewing deregulatory actions
that have removed rules on advertising lim-
its. Home shopping programs and real es-
tate shows are examples of infomercials
that people readily construe as advertising,
he said. But he acknowledged that the sub-
committee is concemed that those programs
that are presented as talk or news shows are
different.

The FCC’s authority, however, is limited
to enforcing rules that require the infomer-
cial to be Jabeled as an advertisement. Any
action the FCC has taken, he said, has been
complaint-driven. Later, Johnson said that
wDZL(TV) Hollywood, Fla., had been fined
$10,000 for not running the advertising dis-
claimer on a show promoting a hair restora-
tion formula, and that wowk-Tv Hunting-
don, W. Va., was fined $8,000 for not
running a disclaimer on a show promoting a
sunglasses product. In both cases, the fines,
which were levied late last year, were
prompted by complaints, Johnson said.

When Representative Ron Wyden {D-
Ore.) asked if the FCC had a monitoring
system, Johnson said it did not. **I find this
absolutely amazing that the FCC is the only

group in America that doesn’t watch TV,”
said Wyden, who is also a member of the
Energy and Commerce Committee.
Johnson said increasing the $20,000 fine
limit would be desirable. Representative
James Bilbray (D-Nev.) said that a station
could take in up to $500,000 a year to carry
the program, yet be fined only $20,000 for
not complying with the FCC’s rules.
The subcommittee was concerned about
disclaimers, but was even more concerned
about the deceptive advertising within Mon-
ey, Money, Money, which falls under the

-FTC’s jurisdiction. Representative Martin

Lancaster {(D-N.C.) told William MacLeod,
director of the FTC’s Bureau of Consumer
Protection, that ‘‘if Money, Money Money
is snll running, you're not doing your job.
This kind of hucksterism should stop.”
MacLeod explained it takes time for the
FTC to accumulate evidence that will stick
in court in cases it pursues, both for prelim-
inary injunctions to stop broadcasts and to
make deceptive ad claims stick. Although
MacLeod acknowledged that rulemakings
or further guidelines from the FTC on de-
ceptive advertising practices may be war-
ranted, he suggested that the FTC’s case-
by-case enforcements, which serve to deter
other violators, are adequate for now.
On Money, Money, Money, Phillips says
the government has $33 billion in grant
money available for entrepreneurs, espe-
cially women and minorities, to start their
own businesses. Viewers are urged to
contact state commerce departments and

_Radlio
Financing

Brokerage and Investment Banking for Radio Stations
We can help you with your financial needs.
Call Glenn Serafin, Kent Phillips, Tim Menowsky or Jeanette Tlly.

202-778-1400

€&

COMMUNICATIONS

EQUITY

ASSOCIATES

1133 20th Street, N.W,, Suite 260, Washington, DC 20036

Broadcasfing May B 1989
91




the U.S. Small Business Administration
for more information. Representatives of
three state commerce departments and the
SBA said although Phillips’s book on the
subject is largely accurate, the television
program provides a false sense that this
grant money is available. Those witnesses
said the volume of calls on the subject
from the program’s viewers has taxed
their resources.

Lancaster and others on the panel were
concerned that five months had passed
since one government agency, the SBA,
became aware of the problem, and yet
another agency with jurisdiction, the
FTC, had.not acted. MacLeod said he was
prevented from speaking on the matter
because of ongoing investigations, al-
though he offered to debrief the commit-
tee in private.

Infomercial programing most often ap-
pears on independent television stations and
on cable systems, whether through national
networks or through producers buying time
on locally available cable channels. John-
son said his guess was that more of that
type of programing is on cable. If some
broadcasters do not label the program,
Johnson admitted there is even less chance
that cable operators would because most do
not have the technical equipment to insert
such information. If the originating cable
network hasn’t included a rag line, it isn’t
likely to appear at all. The most visible
purveyor of cable infomercials has been
Financial News Network, but it has an-
nounced that it is eliminating all infomer-
cial programing as of this month.

Newspaper Guild files
petition to deny
against WPIX(TV)

A petition to deny has been filed by the
Newspaper Guild of New York against the
Tribune Co.’s wPIX(TVv) New York. The
Guild represents the station’s editors,
writers, artists and other news department
employes. Citing ‘“‘a series of law viola-
tions that raise serious questions regard-
ing wPIx’s qualifications to remain as k-
censee,”’ the Guild has asked the FCC to
designate the renewal application for
hearing,.

Included in the filing are claims of unfair
labor practices, age discrimination, viola-
tions of New York State labor law and
violations of the federal Occupational Safe-
ty and Health Act. The petition also details
a decline in the station’s *‘‘service and com-
mitment to television programing in New
Jersey.”

The filing comes after the National Labor
Relations Board found the station guilty of
violating the National Labor Relations Act
in negotiations with the Newspaper Guild
of New York (BROADCASTING March 13).
The order generally rejected an appeal wPIX
had taken from an earlier decision by an
NLRB administrative law judge. Specifi-
cally, it concluded the station had refused
to bargain in good faith by breaking off
contract talks and by failing to pay contrac-
tually required wage-step increases from
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Oct. 9, 1986, to April 2, 1987.

WPIX station management declined to
comment. Martin Appel, station vice presi-
dent of public relations and sports, said
they had not received a copy of the petition,
but found some of the facts in the press
release distributed by the Guild *‘mislead-
ing and incorrect.”

At the same time, Robert Ohlerking, ex-
ecutive director of the Downtown Brooklyn
Development Association, has sent the
commission a letter asking that the licens-
ees of WABC-TV, WCBS-TV, WNBC-TV,
WPIX(TV) and wNYW(TV), all licensed to
New York, be conditionally renewed, de-
pendent on the stations’ improving their
news coverage of Brooklyn. Said Ohlerk-
ing: ‘“The five stations give neither ade-
quate or relevant coverage of the people of
Brooklyn, which constitute a third of the
population of the city, and a fifth of the
poulation of the region.™ a

Commission
vs. courts

Study shows FCC has, over 14 years,
won-lost record on appeals court
challenges of 73%-27%

The FCC general counsel, a veteran com-
munications lawyer and a former FCC com-
missioner now a professor of law hashed
over the question of trends in judicial re-
view of commission decisions. Given the
statistics that formed the basis of the discus-
sion, the session might have been labeled,
*“The more things change, the more they
remain the same.’”

The session was part of a Federal Com-
munications Bar Association seminar on
**Judicial Review of FCC Decisions,’” one
that reflected continuing interest (or con-
cern) in what has been seen as a poor record
for the commission in defending its deci-
sions in the U.S. courts of appeals. But if
they show anything, the statistics developed
by General Counsel Diane Killory's office
could provide reassurance to those at the
commission concerned about its won-lost




record in those couwrts last year (67.4%-
32.6%).

The statistics showed that since 1975, the
commission’s record has risen and fallen in
a cyclical fashion, whether the times were
those of activist judges. as in the 1970's, or
conservative ones. as at present. Over those
14 years, the commission achieved a
73.2%-26.8% won-lost record. More sig-
nificantly. for the purposes of the discus-
sion, that was about the same record the
commission lawyers chalked up in the last
tive years. And Killory said the study was
“‘conservative’’—any court decision not
only reversing but vacating and remanding
for any reason wus counted as a loss.

The percentage had a familiar ring to the
mederator of the panel. Glen O. Robinson.
who served on the commission trom 1974
to 1976 and now teaches law at the Univer-
sity ot Virginia. He had done a statistical
study of commission performance in the
courts of appeals in the years 1970-76, and
found the commission’s success rate was
73%. The statistics, he said, ‘‘cut against
the wisdom of significant chunge.”

But while Robinson used the phrase of
the late Circuit Judge iarold Leventhal in
describing the relationship between the
commission and the courts—'‘an agency-
court partnership”*—the third member of
the panel said that duo had become a trian-
gle. Roger Wollenberg, a veteran member
of the FCBA, said Congress in the last few
years had entered the relationship. He
called that “*a phenomenal development.’

Wollenberg said FCC Chairman Dennis
Patrick and his predecessor, Mark Fowler,

Wollenberg

had gotten into trouble with Congress for
not following the views of the committees
responsible for its oversight. Indeed, he
noted that Congress in December 1987 had
clearly demonstrated its ‘*‘unhappiness with
the courts’”: It had directed the commission
not to spend money on a study on its minor-
ity and women’s preference policies the
apFeals court in Washington had ordered.

n any event, Killory said, in eftect, win-
ning wasn’t everything, certainly not the
only thing. She said the commission could
improve its record by taking greater care
with its orders and doing a better job of
anticipating questions the court might think
important. But the commission. she said,
could ““'maximize’’ its record in court by
taking no chances. **Sometimes the com-
mission pushes the edge of existing law,
going into new areas for policy reasons,”
she said. *"We make a judgment that [such
exploration] is worth the risk.”

And sometimes, the courts decide the
commission has gone too far. ]

Rural request

Eleven Democratic members of the House Energy and Commerce Committee with
rural constituencies led by Jim Slattery (Kansas} has sent a letter to President George
Bush, urging him to appoeint an FCC commissioner with "a special sensitivity to the
interests and concerns of rural Americans.” The lawmakers pointed out that Bush may
be appointing as many as four new commissioners in the “near future.” The group
noted the impending resignation of FCC Chairman Dennis Palrick and the impending
expiration of Commissioner Patricia Diaz Dennis's term on June 30. Two of the five
commission seals have been vacant since late 1987. The Bush administration is
considering several Republican candidates o succeed Patrick and to fill the two
vacancies (“Closed Circuit,” April 24). It is not yet clear whether the Bush administra-
tion will replace Dennis. It will have to be with another Democrat and, thus far, no
Democratic candidates have emerged.

Also signing the letter: Mike Synar {Okla.); Rick Boucher (Va.); Jim Cooper (Tenn.);
Terry Bruce (II.}; Phil Sharp {Ind.}; Bill Richardson {N.M.}; Bill Tauzin (La.). John
Bryant (Tex)), Al Swift (Wash.), and J. Roy Rowland (Ga.}.

\
And you thought the Greyhound
was just on buses.

When you say Greyhound, most people just think buses. But did you know
that for 25 years Greyhound has been a major business finance company?

Today, Greyhound Financial helps broadcasters and cable operators
acquire and refinance their properties. Our Communication Finance
team, lead by industry veteran Matt Breyne, offers:

* quick decision making
* loan structuring expertise
- access to a wide range of financing options

So now, when you want to buy a new property or restructure an existing
one, think Greyhound—the communications finance people.

Call Matt Breyne at 602-248-2808 or Chris Webster at 602-248-6955,
Communication Finance Group.

GTeyhound Einancial_Cnrporation

A Greyhound Company

A
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American prograniers consider
European-based co-productions

ltaly’s Reteitalia hoping to

work with CBS, ABC and Turner;
MCA also looking at formation
of European-based co-venture

U.S. programers, including CBS, ABC and
Turner Broadcasting, are being coaxed to-
ward European-based television co-produc-
tions by the leading Italian commercial pro-
ducer, Reteitalia, and other European
media enterprises.

Hollywood studio MCA is also said to be
talking with several European media com-
panies about setting up a European-based
co-production entity, but wants to go be-
yond the more common project-by-project
partnership to develop a longer-term, finan-
cially driven production co-venture.

Observers say a key advantage for Amer-
icans co-producing in Europe—besides the
advantage of sharing costs with European
partners—is 0 qualify more American
product under Europe’s government-im-
posed program quotas. Quotas limiting
American shows threaten U.S. distributors
and producers in Europe, which have seen
significant overall sales growth in the last
several years.

Talks between Reteitalia (the TV movie
and film production arm of [talian media
magnate Silvio Berlusconi and his multi-
billion dollar Fininvest holding company)
and CBS, ABC and Tumer have so far
focused on co-producing programing in the
U.S., sources say. But the [talian producer,
with a $100 million production budget of its
own, is also looking to bring future shoots
to the continent to enhance FEuropean sal-
ability.

According to Reteitalia General Manager
Carlo Bernasconi, co-production with

American network partners is possible, al-
though there are no immediate plans. He
added that co-producing with Americans is
“difficult...because American companies
need American writers, American actors,
American directors. It’s very difficult to
have a good product for America that is a
good product also for Italy, for France and
for Germany."

Giuseppe Proietti, Reteitalia’s head of
international sales and co-productions, said
discussions begun recently with CBS, ABC
and Turner, involving mostly made-for-TV
movies and mini-series, have not yet led to
specific projects, but more meetings are
planned to discuss U.S.-based co-ventures.

Added Proietti: **“What we also hope and
are also trying is to have American produc-
ers and American companies shooting in
Europe, European stories with American
casting, American directors and American

Reteitalia’s Bernasconi

elements, but that can have common inter-
est for both Europe and America. That’s
what we hope, and we think it’s possible.””

Both CBS and ABC have already made
limited moves into the European production
industry. ABC earlier this year bought a
minority stake in Munich-based producer
distributor Tele-Munchen and has three oth-
er similar equity positions in European pro-
ducer-distributors under negotiation, as
well as an international co-productions with
the British Broadcasting Corp.

CBS, meanwhile, has established a dis-
tribution and funding relationship with the
European Co-production Association, an
alliance of Ialian state broadcaster RAI,
Britain’s Channel Four, France’s state
channel, Antenne 2, and others. Turner also
has ventured into European co-production,
shooting with RAI a mini-series on the life
of Michelangelo for its new cable service
Tumer Network Television.

The Reteitalia-U.S. negotiations come in
the wake of a powerful programing consor-
tium being formed between the Italian firm,
which dominates private broadcasting in [t-
aly, and which has TV interests in France,
Germany and Spain, and two other Europe-
an media companies (BROADCASTING, May
1).

According to Reteitalia’s Bernasconi,
who outlined the European consortium
plans for BROADCASTING two weeks ago,
that co-venture will include France’s num-
ber-one broadcaster, TF1, of which Finin-
vest has now bought a 3.9% share, and
West Germany’s leading producer-distribu-
tor, Leo Kirch’s Beta-Taurus. The same
three companies, in a separate co-venture
earlier this spring, bid unsuccessfully for
channels on France’s new direct broadcast

Reteitalia GM speaks on

European, American TV

Carlo Bernasconi, general manager of European production
powerhouse Reteitalia and a senior advisor to Italian media giant
Silvio Berlusconi, spoke in an exclusive interview with BROADCAST-
ING on topics including program library acquisition plans, pros-
pects for a Eurcpean-wide television production industry, and
competition with the dominant American TV industry. Following
are highlights.

® On the company's interest in acquiring new program libraries,
Bernasconi said: "l don't need another library at this moment. We
have in Reteitalia my library...7,000 feature film titles for Italy,
1,000 feature titles for France, 500 titles for Spain, plus 20,000
hours of telefilms for Italy, 20,000 hours for France, 10,000 hours
for Spain, 3,000 hours for Germany. At this moment, | don’t
acquire companies. | buy only products, because | need prod-
ucts, not companies.”

® On feeding the demand for programing by Berlusconi's three
ltalian networks: “We need 20,000 hours of product a year. It is
impossible to produce 20,000 hours, so we don't only produce,

we need also to buy. We are not independent from America. [But]
in 10 years, | have spent 20 years of American production and at
this moment, | don't have any new product from America. | have
only Dallas and Dynasty in prime time. Five years ago | had
every product in prime time. It's a change of the viewers: Italians
prefer Italian and European programs.”

® On competition from the American market and the develop-
ment of a European television: “it's difficult to compete now with
an American producer-distributor because in America the cost of
production is very high, but the [income from distribution] is alsc
very high. It is a different situation in Europe. In America, home
video is very strong, pay television is strong, network is strong,
syndication is strong. In Europe, it is a little market at this mo-
ment. It is necessary to have commercial television in every
country in Europe. Without commercial television, it's impeossible
to compete with an American product. The cost to produce is the
same and you have not the income. | believe there will be a
European television in time, three or four years. It's necessary for
the future. We need it to stay together.”
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satellite TDF-1.

Bernasconi explained that while the fo-
cus of the Reteitalia-TF1-Beta co-venture
was a production of European television, he
hopes to produce programs of interest to the
U.S. market. Among the first four projects
planncd by the consortium are a two-part,
200-minute English-language production of
the play, ‘‘Saturday, Sunday, Monday.”’
starring Sophia Loren and Marcello Mas-
trotanni, and a sequel to the Reteitalia mini-
series A Child Named Jesus, which Tribune
recently bought for a U.S. airing. o

Preparing for
pan-European
advertising

DDB Needham Worldwide’'s Bernbach
says technology will enable
advertisers to reach ‘340 million
European consumers simultaneously’

The concept of pan-European advertising is
here to stay, but it does not necessarily
mean a more frequent appeal to the lowest
common denominator of European consum-
ers, or the supplanting of more local adver-
tising, accerding to advertising executive
John L. Bembach of DDB Needham
Worldwide.

Bembach, one of a dozen speakers who
last week addressed a gathering of 100 in-
ternational ad industry executives at the an-
nual World Federation of Advertisers gen-
eral assembly in Washington, told the
group: “*No matter what you think of the
concept of pan-European—or, ultimately
global—advertising, the fact is, it is going
to happen. It is going to be driven by tech-
nology, the ability to reach 340 million
European consumers Simultaneously.”’

But Bernbach argued that the emergence
of pan-European advertising does not mean
the decline of regional and local country
advertising, but rather the development of
at least two or three ‘‘layers’” of advertis-
ing, one reinforcing the other.

He added that creatively used, national
flavor and identification in commercials can
cross international boundaries and become
a “‘value added.... Europeans will become
more familiar with national stereotypes and
come to not only expect, but will look
forward to them, in their advertising.”’

Said Bernbach: ‘*We must not forget that
the consumer will also be growing, learning
and communicating with his neighbor. The
barriers of trade are not the only ones that
will fall. You can expect European consum-
ers to grow in knowledge and sophistica-
tion, in income and expectations.”

The executive said it would be a mistake
to underestimate European consumers and
wamned against looking for the ‘‘lowest
common denominator’’ rather than the
“‘highest level of commonalities.”

Relatively fewer differences are appar-
ent, for instance, between young people’s
tastes in music, sports and cultural activi-
ties, leading to the emergence of pan-Euro-
pean products in high-tech and soft drink
categories, Bernbach predicted.

DDB Needham's Bernbach
Wealthier, highly educated Europeans
also share similarities in their, rejection of
stereotypes and appreciation of exclusive
products, therefore leading to more pan-
European products in finance, transporta-
tion and more upscale image products.

Bernbach acknowledged, however, that
the main challenge of advertising to the
“*so-called single European market is that
there is nothing singular about it. It is com-
prised of a lot of very different people,
coming from diverse culwral, political and
religious backgrounds.”

Some products will continue to retain a
local flavor, Bernbach noted. and advertis-
ers must also be careful about national dif-
ferences regarding social issues such as eti-
quette, scxual mores and taste.

*‘The creative challenges of pan-Europe-
an advertising go beyond only issues of
taste,”’ he said. “‘It is well recognized that
all transnational advertising will have to
become more graphic and visual and less
word-driven, at least in the broad-reaching
campaigns.”’

He added that successful pan-European
advertising starts with the product. Brand
name, packaging and product formulations
must be acceptable across all national
boundaries, he said. Also, added Bernbach:
““An agency can’t do it unless the client
wants them to.”” a

Communications Inc., Washington

| Continental committee. A group of Americans and Europeans with a personal or
professional interest in broadcasling on the continent has been organized to monitor
and exchange information on that subject. David Webster, senior fellow at the Annen-
berg Washington Program (right foreground), is the organizer and guiding force
behind "The Trans-Atlantic Dialegue on European Broadcasting.” Next spring, it plans
to hoid @ major conference in Luxembourg—televised and transmitted by satellite
around the world—that will feature major broadcasting figures from both sides of the
Atlantic, along with officials of the U.S. government and the European Community.

Commitlee members shown with Webster in one of the group's rare in-person |
meetings—""We're the first committee in history that works entirely by fax machine,” he
says—are clockwise from his right: Steven Rattner, managing director, Lazard Freres,
New York; Philippe Sands, lecturer in European law, King’s College, University of
London; Marvin Koslow, senior vice president, marketing services, Bristol-Myers Co.,
New York; John Eger, World Wide Media Group, Stamford, Conn.; Fred Cate, sitting in
for his law partner, Robert Bruce, of Debevoise & Plimpton, Washington; J B. Holston
I, vice president, Business Strategic International Deveiopment, NBC, New York; Kar!
Johannesson, Karl Johannesson & Associates, Luxembourg; Michael Garin, senior
managing director, Furman Seiz Inc., New York, and Andrew Muiligan, Mulligan

Others on the committee are Wilson P. Dizard, senior feflow in International Commu-
nications, Center for Strategic and interpational Studies, Washingten; Michael Gard-
ner, partner, Aiken, Gump, Strauss, Hauer & Feld, Washington; Herb Granath, presi-
dent, Capital Cities/ABC Video Enterprises Inc., New York; Mario Hirsch, Counseil in
Communication, Luxembourg; Jehn Howkins, consultant, London; Christopher lrwin,
coordinator, Planning and Development, Policy and Planning Unit, BBC, London; Uwe
Kitzinger, president, Templeton College, the Oxford Centre for Management Studies;
Steven R. Koltai, vice president, strategic planning, Warner Bros. Inc., Burbank, Calif ;
Newton Minow, director, the Annenberg Washington Program; Alastair Tempest,
European Advertising Tripartite, Brussels; Gerard Unger, Counseiler Du President
Publicis, Paris, and Brian Wenham, Surrey, England.
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Italy explores pay movie channel

An lalian pay TV service with a program
schedule patterned after the U.S.’s Home
Box Office and a terrestrial delivery system
modeled after France's Canal Plus 1s under
exploration by that country’s leading pri-
vate broadcaster, Silvio Berlusconi.
According to a spokesman, Berlusconi’s
top broadcasting exccutive, Adriano Gal-
liani, is now heading a marketing-led group
charged with studyin%I the possibility of
converting the sports channel, Telecapodis-

tria, based in neighboring Yugoslavia but
with 70% coverage of Italy, into a pay film
channel with sports and music special
events. '

The channel would carry a small percent-
age of advertising, the spokesman said, and
Berlusconi’s companies would take on day-
to-day management, as well as continue
existing program supply and advertising
collection arrangements.

Telecapodistria currently airs 12 hours of

varied sports programing each day, along
with news produced in Berlusconi’s Milan
studios independently by Yugoslav journal-
ists.

The Berlusconi spokesman said the com-
pany was not considering converting one of
its three Italian networks to pay TV, despite
speculation that such a change would allow
Berlusconi to keep all three networks after
new broadcasting laws go into effect thal
are expected to limit media ownership. O

International satellite service provider
Brightstar is in talks with Intelsat rival
PanAmSat about leasing three transpon-
ders across the Atlantic. Brightstar, a Vis-
news subsidiary with an active U.S. and
European TV client list, currently has two
transponders on Inteisat bird, but is look-
ing to add a third for 1990 and could
move its whole service to the Intelsat ri-
val. If PanAmSat prevails dunng ongoing
talks with Brightstar, its new business
with Brightstar would represent its first
transAtlantic deal besides the Mexico-to-
Europe service of Univisa, a company
once run by PanAmSal principal Rene
Anselmo.
s}

MTV will air a rock concert live from Len-
ingrad in a four-hour pay-per-view tele-
cast Aug. 13. The concent will also be
broadcast live on radio network
Westwood One and syndicated for live
airings around the world by distributor
Radio Vision International. The proceeds
from the concen, largely from ticket sales
at Lenin Stadium and through a $20-per-
household PPV fee on Showtime Event
Television, will benefil the anti-drug and
alcohol abuse organization, the Make a
Difference Foundation.
=]

The Discovery Channel has launched a
European version of the service reaching
200,000 UK and Scandinavian cable
homes via the Intelsat V satellite. The six-
hour-a-day service expects to reach oth-
er European countries and expand to 12-
hours-a-day as early as next fall.
a

Communications Equity Associates
will be investment bankers and financial
advisers for a new German-language
news and information satellite channel,
Euro Canal Eins {EC1), to be launched
next year. The service, planning nine
hours of news, information and entertain-
ment for cable viewers in Germany, Swit-
zerland, Austria and the Benelux coun-
tries, hopes to raise $65 million to
develop the channel. One-quarter owned
by management, and 75% by internation-
al film distribution and licensing compa-
ny, Context-Film, the company will be
based in Munich and headed by Heiner
Wehking, formerly managing director of

DistantuSignals

the Munich-based news and information
satellite channel Eureka.

D

Former CNN Europe head Charles
Bonan has joined pan-European satellite
service, Super Channel, operating out of
New York as the head of the channel's
new business development company,
Super Media International. Super Medlia
will represent both Super Channel and its
Italian parent company, Beta Television,
which operates ltaly's Videomusic ser-
vice. Bonan, a former ad executive and
marketing director for the Broadway mu-
sical 'Beatlemania,” helped Turner
Broadcasting launch CNN in Europe in
1985.

Divorce Court will be distributed in
italy, following arrangements between its
U.S. syndicator Blair Entertainment and
the Italian firm Transcon, which will dub
960 originat episodes into Italian. Gene-
sis International will also produce and
distribute a Spanish-language version of
The Judge. El Juez will be produced
separately and will star Rene (Hill Street
Bluwes) Enriguez.
(=]

President Jimmy Carter's former media
adviser, Gerald Rafshoon, can't seem to
shake Iran's Ayatollah Khomeni. Word
has it Khomeni's recent attack on author
Salmon Rushdie has put the kibosh on
Rafshoon's first TV project—a four-hour
mini-series on Iran chronicling Khomeni's
rise and Carter's attempts to free the
American hostages. Rafshoon, head of
U.S. production for Britain's Consolidat-
ed Entertainment, was [0 have co-pro-
duced the mini-series with Home Box Of-
fice and Zenith Productions, but the
difficulty in portraying Khomeni in a posi-
tive light and buyers’ fright factor appar-
enlly killed the project. Ratshoon still has
his share of despots to choose from,
however: he is already in discussions
about a mini-series on Panamanian gen-
eral, Manuel Noriega.
o

Orion Network Systems' proposal 1o
establish a separate international satellite
system in partnership with British Aero-
space is a malter of concern to some

Intelsat officials. And it is not only be-
cause of technical problems that have
slowed coordination—one of Orion's two
proposed satellites is slated 1o occupy
an orbital slot over the Atlantic close to
the Intelsat bird. Those problems are ex-
pecled to be resolved in time for consid-
eration at the Board of Governors' June
meeling.

But Crion's two satellites will be
equipped with the equivaient of 88 tran-
sponders, all of that capacity to serve the
North Atlantic region and about one-third
ot it to be used to link North America with
Europe. That would still be about five
times the capacity PAS has for its North
Atlantic service. And proposed services,
including video and data, are the same
as those Intelsat will be offering with its
new V!l series salellites. That kind of
compelition is what prompted Intelsat to
hire Booz, Allen & Hamilton to review arti-
cle 14(d} procedures dealing with the
economic impact of proposed separate
systems ("Closed Circuit,” April 24).

(8]

MGM/UA Television has entered into a
co-production agreement with the Soviet
production group Soyuztelefiim to pro-
duce a four-hour mini-series about a joint
Soviet-American space mission to Mars.
NBC will air the mini-series in the United
States and Gosteleradic will carry the
show in the Soviet Union. The majority of
the filming will be done in the Soviet
Union, with shooting expected to begin in
spring 1990.

a

GGP Sports will produce and distribute
the international TV coverage of the first
Pan American winter games, Sept. 3-16,
said Bob Horowitz, GGP Sports VP-gen-
eral manager. The company said it will
include coverage of the major skiing
events as well as features on the athietes,
coaches and leams competing in the
Pan Am games. Talks are under way with
broadcast and cable networks to discuss
domestic distribution, Horowitz said,
adding that GGP Sports will sell the TV
rights to outlets in Mexico, Guatemala,
Ecuador, Peru, Chile, Belivia, Brazil and
Argentina.
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ITI unveils pay TV service for broadcasting

Company demonstrates TickeTV at
NAB convention, says new system can
put TV stations and nonaddressable
cable systems in PPV business

Broadcasters have never had much luck in
the pay television business, but at the NAB
convention last week a Los Angeles-based
startup company was irying to convince
them to give it another go.

International Telesystems Inc. demon-
strated at a Sunday morning (April 30)
press conference a system and the essence
of a service—dubbed TickeTV—that it
claims can put television stations (and non-
addressable cable systems) in the pay-per-
view television business in short order with
relatively little financial risk.

PPV has been proved in 10 million ad-
dressable cable homes, said ITI President
Larry Shultz. TickeTV, based on new and
improved positive-trap scrambling technol-
ogy, will enable stations and nonaddressa-
ble cable systems to reap PPV revenues
while “‘expanding the [PPV] audience po-
tential to 90 million homes,"’ he said.

ITI's goal is to have one broadcast affili-
ate in every market. As of last week, it has
one: KLvX(Tv) Las Vegas. Using prototype
equipment, the noncommercial station
scrambled a tape of a 1981 Sugar Ray
Leonard-Tommy Hearns prize fight and
broadcast it for the TickeTV demonstration.

John Hill, general manager, KLvX, said
he has not “‘put a pencil” to figuring out
how much it will cost to install scrambling
equipment permanently at the station. But
whatever the cost, he said, it is insignificant
when compared to the potential revenue.
PPV telecasts can capture 10% of a mar-
ket's homes, at $10 a home, he said. “‘It
doesn’t take a magician to come up with
some very significant dollars.”

In addition to the TickeTV events, Hill
said, the technology would allow the station
to narmrowcast programing intended for
“‘very specific audiences.” The station is
licensed to the Clark county school district.

Rick Kulis, Choice Entertainment, a pay
TV distributor who attended the press con-
ference, was enthusiastic about TickeTV,
which is *‘the best part of what STV used to
be.”” **It will make every home in a market
pay-per-view friendly,”” he said. *‘I won’t
have to beg and borrow with the cable
operators to get my product into homes.”

Even without the broadcast homes, Kulis
said, PPV’s potential is enormous. Kulis
said he is distributing the June 12 Leonard-
Hearns rematch to 1.2 million addressable
cable homes in California and expects
135,000 to ante up $40 to receive it.

Shultz said he hoped to offer the first
event over TickeTV next October, regard-
less of the number of broadcast and cable
affiliates it has lined up by that time. Shultz

Set-top decoder hooks up between TV set and cable or antenna

said there is no ‘‘threshhold’” number of
affiliates that must be reached to go ahead
with the rollout. **We could do it with Las
Vegas alone if we had to,”” he said.

Shultz would not discuss ITI’s finances.
To establish credibility, he points to the
company’s managers, directors and share-
holders. The chairman is Stephen Dart,
Dart Industries heir and former Columbia
and Paramount producer. The directors in-
clude Andre Blay, the former chairman of
Embassy Home Video and former president
of CBS/Fox Home Video, and George W,
Bush, the son of President Bush. The share-
holders include Arthur Price, president of
MTM Entertainment Inc., and other princi-
pals of MTM.

To descramble a TickeTV broadcast or
cablecast, a consumer must plug a domino-
sized electronic ‘“‘ticket’” into a set-top ‘‘de-
coder base’’ hooked up between his TV set
and his cable or antenna. A new ticket is
needed for each event, but the base—little
more than a socket for the tickets—remains
attached to the set to be used over and over.

TickeTV will line up 10 or 12 PPV
events a year and sell the tickets for them,
splitting revenue with the event producer or
promoter and with its affiliates. Shultz said
ITI is promising a 40-40-20 split with itself
on the short end.

The price of the tickets will vary with the
event. Recent prize fights offered on ad-
dressable cable have sold for as much as
$35, but Shultz believes most TickeTV
events will be in the $15-$25 range. The
price of the base unit will be around $15.

Shultz envisions selling the tickets and
base units at supermarkets, convenience
stores and other retail outlets through point-
of-purchase displays. Such retailing will al-
low for cross-promotional deals, he said.
“Buy a ticket and get a dollar off the six-
pack of Coke™” or “*Buy a six-pack and get
a discount on the ticket.””

To become part of TickeTV, stations wili
have to spend between $25,000 and
$100,000 for scrambling gear. The more
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powerful the station’s signal, the more ex-
pensive the cost of scrambling. Shultz said
ITI is willing to finance the purchase and
installation of the equipment, and pay itself
back by keeping a greater share of the PPV
revenue.

The positive trap is one of the oldest and
least secure scrambling technologies. An
interfering signal is injected into the televi-
sion signal to scrambile the picture. To de-
scramble it, a filter is placed between the
cable or antenna and the television set to
eliminate the interfering signal.

Shultz acknowledges that the **old pos-
tive trap is easy to defeat,”” but he claims
that ITI's improved version is as secure as
any. Much of the improvement comes from
placing the interfering signal close to the
video carrier so that low-cost ‘‘Radio
Shack™ filters cannot ‘‘niotch it out’’ with-
out themselves interfering with the video,
he said.

ITI can place the interfering signal close
to the video because it has developed a
method of mass-producing extremely nar-
row quartz filters that can surgically remove
the interfering signal, he said. The filters
are the essence of the tickets, he said. ITI is
able to produce two million filter-tickets a
month for less than $2 each, he said.

Each ticket is designed to filter out sig-
nals at just one frequency, Shultz said. So
by changing the frequency of the scram-
bling signal for each event, he said, con-
sumers will have to buy a new ticket for
each event.

More ambitious pirates may build *‘tun-
able”’ filters that would allow them to trap
any interfering signal regardless of its fre-
quency, Shultz said. But the ITI system can
counter such devices by rapidly shifting the
signal between two frequencies and putting
two filters on the ticket, he said. The sys-
tem is capable of going to three frequencies
and three filters if need be, he said.

According to the FCC, stations are al-
lowed to scramble their signals and offer
STV or PPV service part time. a



Showtime goes addressable for marketing push

Fall campaign will use
addressable technology

to drive impulse purchases

of Movie Channel and Showtime

Showtime Networks Inc, announced what it
says is the first marketing campaign that
integrates addressable technology into the
promotional mix. Showtime intends to use
the impulse technology used in addressable
systems to order pay-per-view events to
entice non-Showtime customers to sub-
scribe and receive Showtime programing
almost instantaneously.

*“This campaign takes advantage of ca-
ble’s impulse technology to sell subscrip-
tion pay as a convenient, impulse pur-
chase,”” said Nora Ryan, senior vice
president, consumer marketing.

The addressable element is only part of
Showtime’s overall fall campaign. From
Nov. 29 through Dec. 3, Showtime has
stacked its programing deck to appeal to
non-Showtime subscribers. Making Show-
time premieres in November will be
“Cocktail,”” ‘‘Eight Men Out,”’ *“‘Red
Heat™ and ‘‘Married to the Mob.’” In addi-
tion, the network continues to run ‘‘Three
Men and a Baby,”” *‘Good Morning Viet-
nam’’ and ‘‘Fatal Attraction.”” Ryan said
some concerts or comedy specials may also
be added to the five-day promotion.

In addition to print ads, direct mail
pieces and the three-month, half-price of-
fers, cable operators will be encouraged to
inform subscribers through television spots

that they can receive Showtime by calling
the system. The most advanced PPV tele-
phone ordering equipment is automatic
number identification, which provides for
mechanical authorization. Systems using
automated response units or customer ser-
vice representatives can also take part in the
campaign, but will likely have to make
staffing changes to handle the volume of
calls, expected to be concentrated between
4 p.m. and 10 p.m., Ryan said. All three
systems can be used to turn on subscribers
wishing to view Showtime when they call.

Showtime is targeting 1,300 addressable
systems which have approximately 13 mil-

|

Nora Ryan, Showtime senior VP

lion addressable homes. Qf those, over 10
million do not subscribe to Showtime, the
network said, and provides the core audi-
ence for the pitch.

Ryan said Showtime has been encour-
aged by test results from Viacom Cable’s
Milwaukee system, which is addressable.
The Movie Channel enjoyed a 3.8% buy
rate and Showtime a 4.6% buy rate from
promotional activities that included use of
ordering through addressable technology,
Ryan said.

Ryan said one thing the mail pieces and
ad slicks make clear is that the customer is
subscribing to Showtime, and that the intro-
ductory monthly offer will only be available
for three months. That is to insure custom-
ers “‘understand what they are doing.”” The
ideal situation is for the customer to receive
a direct-mail picce and be familiar with the
offer, said Ryan, then have that reinforced
by a television spot that can preview the
lineup for a given night. Once the customer
sees the preview spot, he can order the
service and see the movie that has been
previewed minutes earlier. Ryan said oper-
ators can opt to unscramble the network’s
feed during interstitial programing to run
““call to action” promotions to further in-
crease impulse buys.

Showtime’s fall promotion also includes
an instant winners sweepstakes, available to
both addressable and non-addressable sys-
tems, in which 15,000 prizes will be award-
ed. That promotion will include scratch-off
games and coupon offerings. o

AIM accuses Cronkite of suppressing news to protect CBS

Veteran newsman says he was
appalled at press release
indicating he was attacking

‘60 Minutes’ In documentary
on chemicals and environment,
but says he did not ask to
have show quashed

It isn’t often, if ever, that Walter Cronkite
is accused of suppressing the news. But that
was the case two weeks ago, when Accura-
cy in Media’s Reed Irvine said a film
scheduled for presentation at a Consumer
Alert news conference April 24 was pulled
from the schedule as a result of\what he said
was ‘‘pressure’’ that originated‘with Cron-
kite. Irvine said he was told Cronkite—who
had narrated the film—did not like the
‘‘context’’ in which the film was to be
shown.

The context was established by a‘press
release issued April 20 by Consumer Alert
announcing the start on April 24 of Narjon-
al Consumer Week, which was being spon-
sored by the National Consumer Coalitian.
The release implied that Cronkite, in the
film, would attack CBS News’s 60 Minutes
for a segment it broadcast Feb. 26 warning
that apples treated with Alar pose a serious’

risk of cancer, particularly to children. The\

producer of Big Fears.. Little Risks says it
was he who insisted that the film be with-
drawn from the schedule after learning of

* context. ‘‘We’d been had,”’ said Frank

Powers of Film Councillors, a New York
film-production unit.

The 30-minute film at issue was pro-
duced for the American Council on Science
and Health, a nonprofit group. It was shot
and completed before the airing of the 60
Minutes piece, which has been criticized by
some government agencies for generating
groundless fears. Yet the Consumer Alert
release referred to *‘the premiere of a film
narrated by Walter Cronkite that reveals
why most of our fears of chemicals in the
environment are unfounded and that the
recent Alar pesticide/apple scare was noth-
ing less than a hoax.”” And the schedule of
the week-long activities said the film would
be followed by Irvine in a discussion of
*“The Alar pesticide/apple scare: a hoax
perpetrated by 60 Minutes and the NRDC’”
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(the Natural Resources Defense Council).
The press release was reworked after Cron-
kite’s attorney complained to Consumer
Alert President Barbara Keating-Edh. But
the damage had been done.

At a press conference, Irvine took the
offensive on the issue. He said he had been
confident that Cronkite ‘‘would insist that
60 Minutes apologize for having needlessly
alarmed the public and caused our apple
growers to suffer large economic losses.
But,”” he added, ‘‘I am even more disap-
pointed that a man who has dedicated his
life to news and who poses as a passionate
defender of the freedom of the press to have
access to all manner of information would
be a party to an effort to deny you the right
to see a film that you came to see simply
because he didn’t want to see it used to
buttress any criticism of his company,
CBS."”” Irvine had devoted the March issue
of the Aim Report newsletter to an attack on
the CBS piece. The article was headlined,
*‘60 Minutes is a health hazard.”

Cronkite, who had been in Europe while
the controversy was developing, returned to
say he stood by the film—which he said
had been made by ‘‘a damn fine produc-
er’—and whose script he said he had read
carefully. He also said he had checked out
the scientists quoted in the piece and had
been satisfied as to their credentials, and
had reviewed the backgrounds of the mem-



bers of the American Council board (al-
though he indicated he might not have par-
ticipated in the film if he had known—as he
learned subsequently—that some chemical
companies support the work of the council).
And although he felt the press release ‘‘to-
tally misrepresented the nature of the
film,"” and placed the announcement of it in
““juxtaposition’”  with word of Irvine’s
planned attack on 60 Minutes, he says he
did not call for the withdrawal of the film.
He did, however, make the telephone
call—to Powers—that set in motion that
withdrawal.

Cronkite had been alerted to develop-
ments by NBC consumer affairs reporter
Betty Furness. She said she had faxed a
copy of the press release to Cronkite in
Londen. “*The juxtaposition of events made
it appear that Walter was involved in some-
thing he wasn’t,”’ said Furness. “‘lt didn’t
sound like Walter.”” Cronkite, who indicat-
ed he had been appalled, expressed his con-
cern in a telephone call to Powers. The
producer says he had learned of the press
release in a telephone call from a Consumer
Alert spokesman, Don DeFore, and that he
had made the decision to withdraw the
film—and *‘put the pressure on"" to accom-
plish that end—after talking to Cronkite and
the executive director of the American
Council on Science and Health, Beth Whe-
lan. (She said she was “horrified’” by the
language of the press release.)} The film was
not being used for the purpose intended,
Powers said. *"Under the circumstances.”’
he added, his **only alternative was to with-
draw the film."" As the copyright owner, he
maintained, he had that right.

The thrust of the film-—as articulated by
a number of scientists interviewed for the
piece~—is that the fears people have of
traces of chemicals in the environment bear
little, if any, relationship to the risks, that
people should pay more attention to more
serious lifestyle risks such as smoking, al-
cohol and drug abuse. poor diet and unsafe
sexual behavior. And the film was not be-
ing suppressed. It was premiered at a res-

taurant in San Francisco April 21, for about
60 people. including a crew from 60 Min-
utes, Whelan said. The film is to have an
East Coast premiere, probably in New
York, in a tew weeks. It is also being sold
to public television stations and to cable
television systems. (Cronkite’s contract
with CBS prevents his appearances on any
other commercial outlet.) Indeed, segments
of the film—none showing Cronkite—were
shown at the press conference.

The film was not the NCC’s only loss.

Whelan said the council withdrew from the
NCC conference because of the controversy
over the film. ““We feel we were victims,””
she said.

Meanwhile, the controversy over Alar,
and the 60 Minutes piece dealing with it and
its possible carcinogenic effect, is not over.
CBS News was standing by the piece. A
spokesman, Roy Burnett, said the piece
“‘was fair and objective.”” But he said that
‘‘since a number of questions have bcen
raised, we'll do another to address them.”’0

Group formed to promote ‘responsible’ TV

Armed with letiers from supporters and arti-
cles by Coreita Scott King and Patrick Bu-
chanan urging her on, Terry Rakoliu. the
Michigan woman who last month began a
one-woman fight against what she consid-
ers offensive progruming (BROADCASTING,
March 6). announced the formation of
“"Americans for Responsible Television.™

At a May 3 press conference, Rukolta
said her organization will try 1o “*promote
private, voluntary efforts by the advertisers
and the networks to raise the standards on
network [TV].”" Rakolta started the organi-
zation to express her concern about sex and

Rakolta

violence on TV and to bring back *‘family
viewing time,”’ she said. Rakolta added
that the nonprofit organization will not call
for government control or censorship.

Fox Broadcasting’s Married...with Chil-
dren, according to Rakolta, was the *‘straw
that broke the camel’s back.’” She said that
she first became concerned about TV when
her daughter was upset about an episode of
the Cprah Winfrey Show concerning sexual
addictions. One of the guests allegedly
talked about having sexual relations with a
dog. An Oprak publicist was unable to veri-
fy the contents of the episode in question.
Rakolta, who wrote letters to the sponsors
of Married...with Children, has received
several letters from sponsors of the show,
as well as from Fox Broadcasting and Gary
Lieberthal, chairman and chiel executive
officer of Columbia Pictures.

Lieberthal said that the episode in ques-
tion (Jan. 15) was “‘not typical of the se-
ries, and clearly not one of our better ef-
forts.”” The episode showed a rear view of a
woman taking off her bra, a man wearing a
garter belt and men *‘acting like they were
fondling nude mannequins."’

Rakolta said that her campaign is not di-
rected at cable programing, the movies or
newspapers. She is only concerned about
“free TV.” she said. What are shows that
pass Rakolta muster? She likes ABC’s The
Wonder Years and NBC’s The Cosby Show.

[

SatellitenFootprints

Preemptible problem. Comsat denied charges it is selling effec-
tively nonpreemptible trans-Atlantic video services at a preempti-
ble-status 45% discount via an Intelsat transponder designated
to back up the cross-ocean fiber cable

Pan American Satellite last week joined another international
satellite transmission service company in objecting to Comsat's
already authorized discount tariff. In a petition filed April 28 at the
FCC, Pan Am Sat seconded London-based Brightstar Communi-
cations’ request that Comsat's discount tariff be rejected or sus-
pended. Pan Am Sat, which late last month reached an agree-
ment with Argentina’s telecommunications operating authority,
Entel Argentina, which will consult with Intelsat 1o use the Pan Am
Sat 1 bird, also charged that it "has reason to believe that
Comsat is cooperating with these Latin American signatories in
an effort to undermine PAS's marketing efforts in Latin America. It
is particularly appropriate,” it said, “that the commission address
the regulatory classification of consortia at this time.

Brightstar, which said it carries 60% of the video traffic in the
North Attantic, filed a petition with the FCC on April 10 charging
that European Inlelsat signatories participating in the new tariff
have guaranteed video cuslomers replacement service If the
transponder remains preemptible, effectively making the offering

nonpreemptible at “anticompetitive” prices. Brightstar also said
Comsat has asked Intelsat to assign a different transponder as
the fiber backup.

In an April 17 reply, Comsat said, regardiess of European
partners’ activities, “Comsat is offering the service only on a
preemptible, unprotected basis” and that the transponder will
remain preemptible "for the foreseeable future.” Comsat said the
purchase of GE-HBO sateliite Satcom K-4 is still among the
options for obtaining additional trans-Atlantic video capacity.

More news to give and take. When NBC-TV affiliate wis-Tv
Columbia, S.C., was planning last September to purchase its first
satellite newsgathering vehicle, said station news director, Scott
Parks, "we realized the obvious.” To put the new asset to use, he
said, “a station needs to be a member of a news cooperative like
Conus.” Wis-Tv joined ancther NBC affiliate, four ABC-TV affiliates
and Rainbow News 12 Co., which operates the local cable news
channe! News 12 Long Island, in becoming the latest members
of Conus Satellite News Cooperative, bringing membership to 93
members representing 126 TV stations internationally, Conus
said last week.
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tor the Record

As compiled by BROADCASTING from Apr.
27 through May 2 and based on filings,
authorizations and other FCC actions.

Abbreviations: AFC—Antenna For Communications: ALJ—Ad-
ministrative Law Judge: ah.—alernate: ann.—announced:
ant,—antenna: aur.—aural: aux.—auxiliary. ch.—channel:
CH-—ritical hours.; chg.-—change: CP—construction permit:
D—day: DA—directional antenna; Doc.—Dacket: ERP—effec-
tive radiated power; Freq—frequency. HAAT—height above
average terrain; H& V--horizontal and vertical: khz—kilohertz:
kw—kilowatts: lic.—license: m-—meters: mhz—megahenz:
mi.—miles; MP—modification permit: mod.—modification:
N—night: pet. for recon.—petition for reconsideration: PSA—
presunrise service authority: pwr.—power: RC—remote control:
S- A—Scientific-A tlanta; SH—specified houns: SL—studio loca-
tion; TL—transmitter location: trans.—transmitter: TPO—trans-
mitter power output: U or unl.—unlimited hours; vis.—visual:
w—walls; *—noncommercial. Six groups of numbers at end of
facilities changes items refer to map coordinates. One meter
equals 3.28 feet.

Ownership Changes

Applications

8 WAAY(AM) Huntsville. AL (BAL8904 14EE; | 550 khz;
50 kw-D; 500 w-N)—Seeks assignment of license from
SJK Inc. to United Communications Inc. for $300.000.
Seller is owned by Elizabeth Jones Smith. her two children,
M. Davidson Smith IV, and Anita Smith Johnson and
Smith Broadcasting Inc. Smith Broadcasting also owns
WNUE(AM) Font Walton Beach. FL: and WAAY-TV
Huntsville, AL. Buyer is owned by Sam E. Floyd, presi-
dent; Greg Floyd: Ronald E. Stone. and John Magliola.
Sam Floyd owns interest in WFAI(AM) and
WKML(FM) Fayeteville. NC: WASC(AM) Spartanburg.
SC, and WYNG-FM Evansville, IN. Filed April 14.

8 KYMA-TV Yuma, AZ (TEMP890418: ch 11; 316 kw
visual. 31.6 kw avral; ant. 518.24 ft.)—Seeks transfer of
controi from Clyde E. Pettit and A. Bates Butler to Sunbelt
Broadcasting Co. for $60,000. Parties have agreement dat-
ed May 18, 1987, in which Sunbelt is allowed option to
buy out shares owned by sellers. Buyer is owned by James
E. Rogers, his wife Janet F. Rogers. their son Frank
Rogers, Louis Weiner Jr.. Clark H. Tester. Rolla Cleaver,
Gene Greenberg, Joan Zucker. Myron Baker, Carl Floyd
and Thomas Franklin. Principals have interest in KVBC-
TV Las Vegas. Filed Aprl 18.

8 KKTZ-FM Mountain Home, AR {BTCH890418GS;
107.5 mhz; 100 kw; ant. 989 ft.)}—Secks transfer of control
from Cheryl D. Weichert to JoAnn Weichert for $10.
Buyer is equally owned by Billy R. Eustis and Joann
Wichert. It has no other broadcast interests. Filed April 18.

a KNZS{AM) Capitola, and KMBY-FM Seaside, both Cal-

ifornia (AM: BALBS0417ED; 1540 khz; 10 kw-U; FM:
BALHB90417EE; 107.1 mhz: 910 kw; ant. 1,570 ft.)—

Secks assignment of license from Cypress Communications
Inc. to KMBY Inc. for $3.6 million (*'Changing Hands."
April 24). Seller is principally owned by John B. Frank-
houser, who has no other broadcast interests. Buyer is
owned by Stephen Adams Jr.. son of Stephen Adams, who
owns Adams Communications, Clearwater. FL-based
group of four AM’s. six FM's. and nine TV's. Stations are
first purchase. Filed April 17.

8 KCLQ(AM) Hanford, CA (BALBOO403EC; 620 khz: |
kw-U, DA-N)—Seeks assignment of license from Liggett
Broadcast Inc. to P&C Broadcasting for $300.000. Seller
Williamston, MI-based group owned by Robert Liggett. It
also owns KCLQ-FM Hanford and KMGG(FM) Monte
Rio. both California; WBCK(AM)-WMIC(FM) Battle
Creek. WHNN(FM) Bay City (Saginaw). WFMK(FM)
East Lansing and WLHT(FM) Grand Rapids. all Michigan.
Buyer is owned by Joaquin Correia. 25%: Lucille M.
Correia, 25%. and Maria O. Pereira. 50%. It has no other
broadcast interests. Filed April 3.

8 KTAP(AM) Santa Maria, CA (BAPL890413EA; 1600
khz: 500W-D. DA )—Secks assignment of license from Leo
Kesselman to Buenos Diaz Broadcasting Inc. for $425.000.
Seller has interest in KKTT(AM) Bernalillo. and KIDI-
(FM) Albuguerque. both New Mexico; KPIG(FM) Free-
dom, CA. He also owns interest in low power TV stations
K09VRB Santa Maria, CA. and K59DB Albuguerque. NM.
Buyer is owned by Edvardo Diaz. who also owns
KLZZ(FM) Los Osos-Baywoed Park, CA. Filed April 13.

8 KJIM(AM) Thomton, CO (BAPL89042 IEA; 760 khz; 5
kw-D. | kw-N, DA-2)—Seeks assignment of license from
Sudbrink Broadcasting Co. to Genesis Broadcasting for
$1.47 million cash. plus assignment of KRZN(AM) Engle-
wood, CO, (KRZN: BAL89042 IEB; 1150 khz; § kw-D, |
kw-N) currently owned by Genesis (**Changing Hands,™
April 24). Seller is owned by Robert W. and Marion
Sudbrink. It also owns WXTL(AM) Jacksonville Beach.
FL: WAWA-TV Rome. GA. and WCEE-TV Mount Ver-
non. IL. It put station on air in 1987. Buyer is wholly
owned by Booth American Co.. which is principally owned
by John L. Booth, his wife. Louise Booth, John L. Booth II
and Ralph H. Booth I1. It also owns WZPL-FM Greenficld
(Indianapolis), and WZZP-FM South Bend, both Indiana;
WIOG-FM Bay City, WILB-FM Detroit and WSGW(AM)
Saginaw. all Michigan, WSAI(AM)-WWNK-FM Cincin-
nati, WRMR(AM)-WLTF(FM) Cleveland, and WTO-
D{AM)-WKKO(FM) Toledo. all Ohio. Through wholly
owned Genesis Broadcasting. it also owns KMJI-FM Den-
vet; KSMJ-AM-FM Sacramento, CA; KBTS(FM) Kileen,
and KONO(AM)-KITY(FM) San Antonio. all Texas. Filed
April 21.

B WTXX(TV) Waterbury, CT (TEMP§90407; ch. 20: 2239
kw visual, 223.9 kw aural: ant. 1,200 fi.>—Secks assign-
ment of license from Michael Finkelstein to Renaissance
{Communications Corp. for $18.25 million. Seller has §%
dinterest in buyer. Buyer is owned by Geoffrey Rose, 1%:
Harvey Cohen, |%, and Warburg, Pincus Capital, 90%. It
also owns WDZL(TV) Miami. Filed April 7.

® WUST(AM) Washington (BAL8Y0O410EB: 1120 khz: |
kw-D)—Seeks assignment of license from District Group
Communications Inc.. debtor-in-possession to Vogel Israel

EDWIN TORNBERG

& COMPANY, INC.

For The Purchase And Sale Of
Radio And TV Stations ® CATV ¢ Appraisers

P.0. Box 55298 Washington, D.C. 20011

Negotiators

(202)291-8700
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Communications Inc. for $1.4 million. Seller is held by
Barry Skidelsky. trustee. and has no other broadcast inter-
ests. Buyer is equally owned by Gary M. Isracl, and Mark
R. Vogel, and has no other broadcast interests. Filed April
10.

m WLDS(AM) Jacksonville. IL (BALB90404EC: 1180 khz;
| kw-D)—Seeks assignment of license from Saga Commu-
nications Inc. to Erdon Broadcasting for $650,000. Seller is
Detroit-based group headed by Edward K. Christian. It aiso
owns WLRW(FM) Champaign and WYMG(FM) Jackson-
ville. both Iinois; KRNT(AM)-KRNQ(FM) Des Moines.
1A; WVYKO(AM)-WSNY(FM) Columbus, OH; WNOR-
AM-FM Norfolk. VA; and WKLH(FM) Milwaukee. Buyer
is equally owned by Jerry B. Symons and Donald W.
Hamilton. Symons is vice president of Saga Communica-
tions of Illinois Inc., licensee of WLDS(AM) Jacksonville.
IL. Symons is general manager of station. Filed April 4.

® WBBA-AM-FM Piusfield. [L (AM: BALS90406HK;
1580 khz: 250 W-D; FM: BAPH890406HL,; 97.7 mhz; 3
kw; ant. 300 ft.)—Seeks assignment of license from Pike
Broadcasting Co. to Hlinois Community Broadcasting Co.
for $10.000. Selfer is principally owned by Mary E. Mey-
er. Buyer is equally owned by Finis L. Hanna and Ray L.
Hanna, and has no other broadcast interests. Filed April 6.

m KXOF(FM) Bloomfield, 1A (BALH890417GV: 106.3
mhz; 3 kw: ant. 300 ft.}—Seeks assignment of license from
Dwaine F. Meyer to Honzon Broadcasting Inc. for
$130.000. Seller also owns interest in KLAL-FM Lamoni,
KELR-FM Chariton, and KXLQ Indianola, all lowa. Buy-
er is owned by Douglas R. Smiley, 90%; Stephen R.
Smiley. 5%, and Eileen E. Smiley, 5%. Douglas Smiley
owns 33% of KTAV Knoxville. 1A, and 33% of KBMI
Roma. TX. Filed April 17.

8 KKOW-AM-FM Piusburg, KS (AM: BTC890418EA;
860 khz; 10 kw-D. 5 kw-N, DA-N; FM: BTCH890413EB:
96.9 mhz; 100 kw: ant. 470 fi.}—Seeks transfer of control
of American Media Investments Inc. from Robert D. Free-
man and Frank L. Camey to O. Gene Bicknell for
$400,000. Frank L. Camey wishes to sell his 468.75
shares, with purchase value of $240,000 and Robert D.
Freeman wishes to sell his 312.5 shares with purchase
value of $160,000. Buyér has no other broadcast interests.
Filed April I8.

8 WHIR(AM)-WMGE-FM Danville. KY (AM:
BTC890417GT: 1230 khz; | kw-D. 250 w-N; FM:
BTCH890417GU; 107.1 mhz; 3 kw: ant. 187 ft.)—Seeks
transfer of control from Perkey Inc. to Alex F. Talbott for
$120,000. Seller is owned by Wayne N. Perkey. who has
no uther broadcast interests. Buyer has no other broadcast
interests. Filed April 17.

B WWL(AM)-WLMG-FM  New  Orleans  (AM:
BAL890418G); 870 khz; 50 kw-U, DA-1; FM:
BAPLH890418GK: 101.9 mhz; 95 kw; ant. 253 ft.)—
Seeks assignment of license from Loyola University to
Keymarket Communications for $13. 1 million (**Changing
Hands.” April 17). Seller put stations on air in 1922 and
1970 respectively. and has no other broadcast interests.
Buyer is North Augusta, SC-based group owned by Kerby
Confer. It also owns WRLX(FM) Hickory, NC;
WHGB(AM)}-WNNK(FM) Harrisburg and WYOM(AM)-
WKRZ-FM Wilkes-Barre, both Pennsylvania; WTCB(FM)
Orangeburg, SC; WRVR-AM-FM Memphis; KKMJ(FM}
Austin and KOKE(AM) Rollingwood (Austin), both Texas.
Filed April 18.

a WIHT(TV) Ann Arbor, MI (TEMP890420; ch. 31; 1220
kw visual, 217 kw aural; ant. 1200 ft.)}—Seeks assignment
of license from FAB Communications Inc. to Blackstar
Communications Inc. for $4.35 million plus $450,000 non-
compete agreement. Seller is owned by Fred A. Blencowe
and Edward L. Taylor. Blencowe has interest in KUHL
(AM)-KXFM(FM) Santa Maria. and KLIT(FM) Carpin-
teria, both California. Buyer is owned by John E. Oxen-
dine, Kenneth ©. Harmris, Wesley S. Williams Jr. and
Chesley Y. Maddox. It is wholly owned subsidiary of
Blackstar Communications Inc., that through subsidiaries
owns KBSP-TV Salem, OR, and WBSF-TV Melbourne,
FL. Filed April 20.

s WYCE(FM) Wyoming, Ml (BALED890414GH; 88.1
mhz; 1 kw: ant 62 ft.)—Seeks assignment of license from
Wyoming Public Schools to Grand Rapids Cable Access
Center Inc. for $30.616. Seller has no other broadcast
interests. Buyer is headed by Don Walsh, Jere Ralph,
David Suwal, Rick Eyk. Tom Henry, Mark Hiller, Argie
Hiller, Argie Holliman, Ruth Lehman, John Steketee and



Dirk Koning. it has no other broadcast interests. Filed April
14.

® KBUN(AM»-KBHP(FM)  Bemidji. MN  (AM:
BTC8904Z1ED: 1450 khz: 1 kw-U. DA-1: FM:
BTCH890421EE: 101.1 mhz: 100 kw: ant. 350 f1.—Secks
assignment of license from Paul Bunyan Broadcasting Co.
10 Omni Broadeasting Co. for $227.500. Seller is equally
owned by Anne P. DeLong. her husband. Edward E.
DeLong IIl. her cousins. John W. Potter and Patricia P.
Ring. Potter and Ring are brother and sister. Buyer s
headed by Louis H. Buron Jr., who has no other broadcast
interests. Filed April 21.

® KDOM-AM-FM Windom. MN (AM: BTC8904 18EC:
1580 khz: | kw-U: FM: BTCH8904 | §ED: 94.3 mhz; 3 kw;
ant. 325 fi.}—Secks wransfer of control from Glenn R.
Olson to Windom Radio inc. for $300.000. Seller owns
80% of stock in Windom Radio Inc.. remaining 20%
owned by Rich Biever. Olson owns controlling interest in
KQWC-AM-FM  Webster City. KSIB(AM)-KITR-FM
Creston, and KQIS-FM Clarinda. all lowa. Buyer is owned
by Richard ). Biever. 100%. Filed April |8,

® WLSM-AM-FM Louisville. MS (AM: BTC890420GN;
1270 khz; 5 kw-D: FM: BTCH890420GO: 107.1 mhz: 3
kw; ant. 300 ft.)—Seeks transfer of control from Hughes
Construction Co. to Thomas R. Boydstn for $153.000.
Seller is owned by Gary V. Hughes and Gary Glenn
Hughes. It has no other broadcast interests. Buyer has no
other broadcast inierests. Filed April 20.

® KYOO(FM) Bolivar. MO (BAPLH830421GW: 106.3
mhz; 3 kw; ant. 200 fi.)—Seeks assignment of license from
KYOO Broadcasting Co. 1o Sunburst 11 Inc. for $960.000.
Seller is owned by Mel Pulley and his wife Gretchen
Pulley, and has no other broadcast interests. Buyer is
headed by John M. Borders. president. and also owns
KGBX(AM) Springtield. MO. Filed April 21.

® WCQA(FM) Fredonia. NY (BAPH890419GQ; 96.5
mhz; 660 w; ant. 686 ft.)—Seeks assignment of license
from Chautauqua Radio LP to Chautauqua Broadcasting
Corp. Seller is principally owned by Hector Rivera. who
has no other broadcast interests. Buyer is owned by Vincent
T. Ridikas, who owns WDOE(AM) Dunkirk, NY. Ridikas
is limited partner with 73.11% ownership in permittee of
WWDR(FM) Hardeville, SC. Filed April 19.

B WOR(AM) New York (BAL8I0420EA: 710 khz; 50 kw-
U. DA-1)—Secks assignment of license from $/G Commu-
nications 10 GRADH-107 Inc. for $25.5 million (“In
Brief.” April 24). Seller is owned by RKO. and will
receive $16.5 million, and $9 million will be divided
among competing applicants. Buyer is headed by Richard
D. Buckley Jr., Richard S. Korsen, John J. Tommaney and
Martha Buckley Fahnoe. T4 is trust established under will
of Richard D. Buckley for bencfit of Steven Bradford
Buckley. Trustees of T4 are Richard D. Buckley Jr., Mar-
tha Buckley Fahnoe. John Tommaney and Steven Bradford
Buckley. T4 owns interest in Buckley Broadcasting Corp.
of New York, licensee of WSEN(AM)-WSEN-FM Bald-
winsville, NY; 25% interest in Buckley Broadcasting Corp.
of Connecticut, licensee of WDRC(AM)-WDRS-FM Hart-
ford. CT; 22.22% interest Buckley Broadcasting Corp. of
California. licensee of KKHI-AM-FM San Francisco and
KLLY-FM Qildale, all California. Filed April 20.

& WNYJ-FM Rouerdam. NY (BALH890414HS; 98.3
mhz; 3 kw; HAAT: ant. 328 ft.)—Seeks assignment of
license from WNYQ Associales to The Radioactive Group
Inc. for $2.82 million (**Changing Hands."" May 1}. Seller
is partnership with John J. Long Jr.. general partner. and
has no other broadcast interests. Buyer is principally owned
by Bruce M. Lyons. who also owns WXXK-FM Newport,
NH, and WSCM(AM)-WACS-FM Cobleskill. NY. It is
selling WSCM(AM) pending FCC approval. It is purchas-
ing WHWB-FM Port Henry. NY (**Changing Hands."* Feb
20). Filed April 14,

B WIZS(AM) Henderson. NC (BAL890417EA; 1450 khz;
| kw-U)—Sceks assignment of license from Radio Corp. 1o
Rose Farm and Rentals Inc. for $265,000. Seller is owned
by Stanley H. Fox. his brother, [rvin L. Fox, their brother-
in-law, Nathan B. Evans. and has no other broadcast inter-
ests. Buyer is owned by Anne M. Rose, 48%; John D.
Rose lll, 24%; David M. Rose, 14%. and Cindy C. Rose.
14%. 1t has no other broadcast interests. Filed April 17.

B WMQX-AM-FM Winston-Salem, NC  (AM:
BAL8B90417GF; 1340  khz; 1 kw-Us  FM:
BAPLHR90417GG; 93.1 mhz; 100 kw; ant. 483 fi.)—
Secks assignment of license from Evergreen Radio Group
Inc. to Ralph C. Guild. Purchaser shall assume obligations
to pay seller’s current liabilities 10 extent that current liabil-
ities as of closing date do not exceed current assets as of
closing date. In event that current liabilities exceed current
assets as of closing date, purchaser shall designate speml?lc
current liabilities assumed equal current assets. Seller will
provide purchaser with sufficient information reasonably
prior 1o closing date for purchaser to make such designa-
tion. Seller and purchaser shall make post closing adjust-

ments. if any. within 90 days following closing date. Buyer
also owns interest in KFRE{AM)-KNAX-FM Fresno. CA.
and WXTC-AM-FM Charleston, SC. Filed April 17.

B KINB-FM Poteau. OK (BALH890410GZ: 107.3 mhz;
100 kw: ant. 1.810 fi.}—Sccks assignment of license from
Indian Nation Broadcasting Cu. to Landmark Communica-
tions Inc. for $770.693. Seller is headed by V.F. Nowlin.
and has no other broadcast interests. Buy¢r is owned by
Chris Bence. William James Samford and Sid McDonald.
Bence is exccutive vice president of Woods Communica-
tions Group Inc.. Springfield. MO-based group of one AM.
three FM's. and five TV's. Filed April 10.

® WHGBI(AM) Harrisburg, PA (BAL890421EC: 1400 khz;
I kw-U}—Seeks assignment of license from Great Scout
Broadcasting to Keymarket Communications of Pennsylva-
nia Inc. for $250.000. Seller is North Augusta, SC-based
group owned by Kerby Confer. [t also owns WRLX(FM)
Hickory. NC: WHGB(AM)-WNNK(FM) Harrisburg and
WYOMIAM)-WKRZ-FM Wilkes-Barre. both Pennsylva-
nia: WTCB(FM) Orangeburg. SC: WRVR-AM-FM Mem-
phis; KKMJ(FM) Austin and KOKE(AM) Rollingwood
{Austin), both Tcxas. Filed April 2],

® WELU(TV) Aguadilla. PR (TEMP890418: ch. 32; 105
kw-V: HAAT: ant. 967 ft.)—Seeks assignment of license
from Israel Rodriguez Evangelistic Association to Faith
Pleases God Church Corp. Isracl Rodriguez Evangelistic
Association. dba: Consumer Educational Research and De-
velopment Television Center gives all rights and title (o
WELUITV) 1o Faith Pleases God Church Corp. Buyer is
headed by Caslos Ortiz. John Jacobson. Minerva Jacobson
and Aracelis Ortiz. It also owns WUJA-TV Caguas. and is
permitiee of low power TV WOIAY Augusta. MA_ Carlos
Ortiz owns 55% of limited partnership for KMNZ.TV
Oklahoma Clty. and 5% of common stock of channel
KMHB(TV) McAllen. TX. Aracelis Ortiz owns WS0AV
San German, and W59BQ Ponce. both Pucrto Rico. Filed
April 13.

® WKRI(AM) West Warwick, Rl (BAL89O403ED; 1450
khz: 1 kw}—Secks assignment of license from DBH Broad-
casting Inc. to Atlantic Broadcasting System Inc. for
$350.000. Seller is owned by Thomas V. lannitt. who has
no other broadcast intercsts. Buyer is headed by C. David
Leyrer, president. and has no other broadcast interests.
Filed April 3.

8 KBHB{AM)-KRCS(FM) Sturgis. SD (AM:

93.1 mhz; 100 kw; ant. 1,060 fi.)—Seeks assignment of
license from Sturgis Radio Co. Inc. to CD Broadcasting
Corp. of Sturgis for $900.000 (**Changing Hands.’" May
1). Seller is owned by Les Kleven and his wife. Margue-
ritc. They also own KKONAM) Jackson, MN. Buyer is
owned by Christopher T. Dahl. 75%. and Russell Cowles
11, 25%. It also owns KLIZ-AM-FM Brainerd, KKBJ(AM)
Bemidji. KLGR-AM-FM Redwood Falls, all Minnesota. It
is spinning off KLIZ-AM-FM Brainerd. MN. and acquiring
KIQIAM)-KKQQ(FM) Volga. SD, KQHT-FM Crook-
ston. MN. and KRRZ(AM)-KZPRIFM) Minot. ND
{"Changing Hands.'* April 24}, Filed March 3I.

B KIIQIAM)-KKQQIFM)  Volga, SD; KRRZIAM)-
KZPR(FM) Minot. ND. and KL1Z-AM-FM Brainerd, MN
(KJJQ: BAL890331HG: 910 khz: 500 w-D: 1 kw-N. DA-2:
KKQQ-FM: BALH890331HH: 102.3 mhz: 3 kw: ant. 234
fi.. KRRZ: BALB90331HL; 1390 khz. § kw-D; | kw-N:
KZPR-FM: BALH890331HJ: 105.3 mhz; 100 kw; ant. 579
fi.: KLIZ: BAL890331HC: 1380 khz; 5 kw-U. DA-N:
KLIZ-FM: BALH890331HD; 107.5 mhz; 100 kw; HAAT:
350 fi.) Assets exchanged by Sioux Valley Broadcasting
for KLIZ-AM-FM Brainerd, MN, owned by CD Broad-
casting Corp. Par value for exchange is assesed at $910,000
{""Changing Hands.™> April 24). Sioux Valley is principally
owned by Robert Ingstad, who also owns KGFX-FM
Pierre, SD: KDHL{AM)-KQCL(FM) Faribault, MN: and
has interest in KBUF{AM) Holcomb. and KKJQ-FM Gar-
den City. both Kansas; KRRZ(AM)-KZPR(FM} Minot.
5D; KKOAIAM)-KKPRIFM) Keamey, NE, and
KFKA(AM)-KSQI(FM) Greeley, CO. CD Broadcasting is
owned by Christopher T. Dahl, 75%. and Russell Cowles
11, 25%. It also owns KLIZ-AM-FM Brainerd. KKBJAM)
Bemidji. KLGR-AM-FM Re